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TO: Dr. Douglas Walls 

FROM: Group 5 (Lauren Holiday, Stephen Romanelli, Kaitlyn Pleasants, Alec Lefeld) 

DATE: November 17, 2014 

SUBJECT: Information Redesign of Writing & Rhetoric Student Guide and Resource Site 

Overview 
This report goes in depth on the information design choices we made for redesigning the Writing 
& Rhetoric Student Guide and Resource Site. We provide reasoning for the decisions we made 
based in our university research and student interviews. In addition, we include a total of 12 
deliverables—audience personas, site-maps, wireframes, and design guides—to show how we 
implemented our research using information design techniques. 

Introduction 
A website speaks volumes about the organization it represents. The way information is 
structured, the use of fonts and graphics, and the language chosen are all elements that show 
what the organization believes about its users—and itself. A website can be a powerful tool for 
solving problems associated with access, credibility, and recruitment. With so much potential, 
and so many ways it can fail, designing a website should not be an afterthought. Luckily, there 
are many tools professional writers can use when creating a website for their organization that 
enhance usability and further the organization’s goals. 

With that in mind, our group turned a critical eye to analyze the current B.A. Student Guide and 
Resource Site (SG& RS) meant to provide students with information pertinent to the new 
Writing & Rhetoric (W&R) major at UCF. We noticed right away some problems that could 
potentially turn off users visiting the site: problems with the intended audience, user navigation, 
and graphic design.  

For the intended audience we assumed the Department of Writing and Rhetoric (DWR) was 
trying to appeal to UCF students already in the W&R B.A. (because of the title and homepage 
content). Yet some navigation tabs (Mission and Learning Outcomes, Writing Internship For 
Sponsors, and Minors and Certificates) contain content and language isolating and irrelevant to 
this audience. Having a clear audience in mind with the practices they engage in on the website 
can help create tailored content and design that supports the audience and their needs. This step 
is essential to producing the best user experience possible. 

When looking at navigation, simply getting to the website is a task which hinders the 
fundamental of access intended by creating a website in the first place. We imagine students 
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already in the major would do a Google search, such as “UCF Writing & Rhetoric B.A.,” to find 
more information about their program. This fails to bring up the B.A. SG&RS, mainly because 
of the title itself. Even if students ended up on the DWR website, they would still need to go 
through three steps to get to the outside Wordpress site. We also believe the navigation on the 
actual website to be ineffective for the practices the intended audience will most likely engage in. 
Putting all the content upfront in the navigation tabs in no particular order deters the ease through 
which users move around the website. There is no sense of importance, organization, or kairos 
for any of the navigation tabs, thus leaving it solely up to the user to determine which would 
cater to their needs at the moment.  

We then turned our attention to the graphic elements of the website: colors, images, fonts, and 
logos. The black and gold suggests a tie to UCF, yet there is no aesthetic link to the DWR or the 
College of Arts and Humanities (CAH). Because the major is brand new, its credibility is 
strongly tied to that of the Department, College, and University. The copy font works well online 
as it is a sans serif font, yet the headlines and navigation tabs should not be in all caps because it 
is harder for the eye to read. We also believe crafting a unique logo for the B.A. SG&RS would 
enhance its identity and give students a graphic to remember and recognize. Large blocks of text 
can easily be broken up with headings and images to improve readability and aesthetic appeal. 

Research 
To provide suggestions for redesigning the B.A. Student Guide and Resource Site, we needed 
research to guide and back our decisions. Two of our group members spent a total of seven hours 
analyzing the websites of Michigan State University, University of West Virginia, and Miami 
University to get a feel for how other universities were providing information to their students 
about similar majors. We also conducted eight one-on-one student interviews, paired with twenty 
online survey responses to inform our audience personas. Last, two other group members 
researched the basics of information design to structure our problem-solving process, the 
products of which can be seen in the site-maps and wireframes. 

University Programs 
We researched other university writing program websites in order to make information design 
choices of our own. Looking at how a few websites were designed made us consider the ways in 
which these sites focused their content around the user and their goals when visiting the site. We 
were focused how these programs were utilizing navigation, language, and design principles to 
shape the content on the site. 

These focuses are all interrelated, and each is used to move and shape information. Design 
principles grouped an arranged navigation areas, provide users with visual representations of 
how information is arranged. Language is moved and shaped through the use of each individual 
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navigation link. Depending on the user and their goals, the content they find changes because 
they’re clicking different navigation links in search of information. 

Design principles and navigation all stay relatively static from page to page. The framework of 
the site remains intact for easy navigation to all of the major areas of information. For example, 
on MSU’s home page, content for the professional writing BA is broken into three main 
navigation tabs: advising, courses and descriptions, and examples of student portfolios. 
Navigation ruled by design principles plays a key role in shaping the content to be relevant for 
different users. 

The language on each page played a key role in developing a program identity, getting talent 
interested in the program, and promoting the value of the program for students.  Additionally, the 
language is targeted to specific users, depending on where they navigate within the site. A user 
visiting West Virginia Universities “about us” page wants to find information about why they 
might join the program. The language here doesn’t describe learning outcomes, but rather 
answers a question someone considering the degree might have: What is professional writing? 
This language appeals to someone who is unsure of what the program is all about, and gives 
them a grounding in some of the courses and the potential jobs that could be acquired with this 
degree. “Professional writers work in a variety of corporate and educational settings, including 
scientific and engineering firms, nonprofit and government organizations, colleges and 
universities, hospitals and clinical environments, as well as law firms.” 

On the whole, our research of universities’ program websites helped us understand how they are 
linking together information by considering design principles and navigation. With specific users 
in mind, a program website can direct and attract users to major areas of content using design 
principles and well placed navigation links. Therefore, the language that appears when an 
interested user navigates to a page should be targeted to their interests and goals. 

Interviews & Surveys 
With our project, we aim to intrigue and invite other students into the DWR. We decided that 
surveys and interviews among other UCF students would give us insight and solid ethos for our 
deliverables. We each interviewed a handful of students on our own accord. Some were in 
person, in classrooms, and some via email. We did this to have different modes of results. Some 
gave written responses, some answered questions straight-on, and some initiated open 
discussion. A few of our interviewees were even recorded. This process garnered useful 
information that fueled and stimulated the creation of our character personas.  

Our three personas stem from research gathered in our interview process and represent the types 
of UCF students we want to recruit to the W&R major. Because Aimless Amanda considers 
herself a strong writer and needs to declare a suitable major, she is just the kind of talent that the 
DWR is interested in recruiting. Our first rhetorical goal is to recruit talent from other programs 
at UCF, because our department could benefit from added value. Amanda’s academic situation is 
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one that many students often find themselves in as we concluded from our discussions; therefore 
these students are included in our audience. Transfer Teresa represents the large group of UCF 
transfer students that seek further insight on how to become involved at UCF, as they are new to 
the University and have not had as much exposure to what each department has to offer. We seek 
to reach out to this group of students to promote our department’s value to outside students, 
businesses, and partners. Editor Eddie represents the students that want to utilize our program to 
seek career opportunities related to his writing interests.  

We collectively created these personas by identifying what particular problems and obstacles our 
interviewees faced when asked for their opinion on the DWR. We identified what problems we 
could find solutions for that would satisfy our project’s end goals, and created site-maps and 
wireframes for each character persona that blueprints each problem, goal, and solution for each.  

Information Design 
The International Institute of Information Design (IIID) explains its craft as “defining, planning, 
and shaping the contents of messages and the environments in which it is presented, with the 
intention to satisfy the information needs of the intended recipients.”1 Because the main task 
associated with web use is locating and consuming information, how website content is 
structured and presented either enhances or hinders user experience. Thus we believe, as does 
tuts+ (a fabulous site for learning all sorts of creative web design techniques), that professional 
writers “should be equipped to make qualified and informed decisions on just how to do this.”2 
One way to work through making informed decisions on building a website starts with creating 
audience personas based on interview and survey results. Next, site-mapping turns the persona’s 
practices into an organization for the website. The final step, creating a wireframe, shows a 
mock-up of the potential website designs. 

Audience Personas 
“We make websites for real people.”3 This is what information design for end-users is all about. 
And to do this we begin with audience personas. These personas allow the professional writer to 
imagine how a real user would navigate the website, what features should be included, and how 
design supports user goals. Content-wise, a persona is an archetypal personality that has a name, 
story, and motivations.4 For our redesign, we analyzed the interview and survey results to create 
five personas to represent the students we encountered. Many had similar backgrounds and 
motivations, which we interpreted into practices with the B.A. SG&RS. We then narrowed down 
the scope of our project by choosing three personas that best represented our three rhetorical 
goals. Please see Appendix 1-a, b, & c for the personas of Aimless Amanda, Transfer Teresa, 
and Editor Eddie. 

Site-Maps 
Site-mapping involves pairing the audience personas with a deep understanding of the 
organization’s goals and content possibilities. As such, it is the first step in the design process, 



5 | P a g e  
 

laying the foundational architecture “which defines how people see, navigate and experience a 
system of information, and functionality.”5 This process starts by linking goals to content. For 
example, one of our rhetorical goals for the new B.A. SG&RS is to create a flexible, 
interdisciplinary program identity. Content that supports and/or solves this goal would 
congregate around (using sketches or post-it notes) potential tabs on the website. We must also 
take into account the needs of our audience and the practices they would engage in on the site. In 
this stage we are “exploring relationships between different categories, subjects, and most 
importantly, the way people will navigate around the website.”6 After endless post-it notes and 
countless restructuring, the outcome is a clear organization for a website, complete with color 
coding. Please see Appendix 2-a, b, & c for the digital site-maps corresponding to our rhetorical 
goals and personas. 

Wireframes 
Where site-maps simply give a website its content structure, wireframes layout and outline “the 
specific size and placement of page elements, site features, conversion areas and navigation for 
your website.”7 They contain no color, font choices, logos, or images, just the architecture where 
the elements could be placed. One benefit to creating wireframes is that they take the abstract 
nature of a flow chart (site-map) and turn it into something real and tangible without distractions, 
while still focusing on usability. They also simplify the process of building a website, keeping 
functionality/layout separate from creative/branding so as to not confuse one with the other. 
Presenting wireframes to a client for feedback can make the design process considerably more 
efficient, while also providing evidence for the work and effort devoted to the process.8 Please 
see Appendix 3-a, b, & c for the wireframes developed after the site-maps of our rhetorical goals 
and personas. 

Design Options 
Once we conducted all our research, we put this new knowledge into practice to give three 
design options for the B.A. SG&RS. In this section, we break down each rhetorical goal and 
explain how we crafted the personas, site-maps, wireframes, and design guides. After reading 
this section, anyone should be able to take our suggestions and implement them without much 
effort. 

Rhetorical Goal 1 
Recruit talent interested in other UCF degree programs, specifically Advertising – Public 
Relations; English – Creative Writing, Literature, Technical Communication; Journalism; Digital 
Media; Political Science – Pre-Law Track; General Business; and Interdisciplinary Studies.  

A considerable amount of the majors offered at UCF have ties to the discipline of writing and 
rhetoric. This is why many students are advised to pursue the W&R minor, while majoring in 
their field of study. Now that the W&R B.A. is officially available, how does the DWR recruit 
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talent away from these other majors and convince students its program is the better path for their 
aspirations? Defining the new major’s name, course descriptions, and web copy in terms that are 
simple, practical, and engaging  is one way. The language use should make a distinction between 
people who write in a profession and professional writers. In clarifying this, we hope to promote 
the unique value of the Department. 

Persona: Aimless Amanda 
The creation of our persona Aimless Amanda stems from research gathered in our interview 
process and represents the cohort of UCF students we want to recruit to the W&R major. 
Because Amanda considers herself a strong writer and needs to declare a suitable major soon, 
she is just the kind of talent that the DWR is interested in recruiting. Amanda’s academic 
situation is one that many students often find themselves in, thus her website design is the most 
applicable to a general marketing strategy. She is looking for advisement in career paths and how 
certain majors can help her achieve those aspirations. Most of the basic information provided on 
the current B.A. SG&RS is useful for Amanda, but the overload of options and lack of 
organization are the biggest constraints to her practices. 

Site-Map 
With Amanda’s site-map we took away the above constraints by slimming down the amount of 
content on the website (shown in yellow), while also organizing those pages around two main 
navigation tabs (shown in blue). These two areas of the website, What is W&R? and What is the 
W&R B.A.?, solve Amanda’s problems of choosing a career and choosing a major relevant to 
her career. For example, to provide evidence for our claim in the left blue box, we organized 
three pages: a traditional definition of writing and rhetoric (to show the roots of our practice), 
information for the E-Portfolio assignment (to show the type of work we produce), and 
internships and job opportunities (to show careers available). Attached to the yellow content 
pages are links to outside webpages (shown in pink) that give Amanda more information without 
overwhelming the B.A. SG&RS. Linking to other content also adds credibility to our website. 

Wireframe 
Simplicity was the main focus when creating Aimless Amanda’s wireframes. We took the 
navigation and content schemes of the site-map and applied them to the very basics of designing 
a website. Using a browser-based tool called Mockingbird, we framed each element of the site-
map onto the page to mimic how the potential website would be outlined. We evenly mixed text 
with images and white space to keep the layout functional and elegant. 

1. Homepage 
The first change we made on the homepage is the name of the website: Writing & Rhetoric 
B.A. Student Guide. Now, when potential visitors search for “UCF Writing & Rhetoric 
B.A.” the website will be one of the top options. We also made a catchier tagline for the 
program that ties with the purpose of the site: “The answer to your rhetorical question.” 
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Because Amanda only has two motivations for visiting the site, we created a slideshow as 
the prominent feature on the homepage. This slideshow acts as the main navigation for the 
website, with the tabs at the top directing Amanda to more information. We also changed 
the language of the homepage to quickly grab attention, while still providing relevant 
information. The text reads:  

“What is Writing & Rhetoric? It’s professional problem-solving. Rhetoricians are inventors, 
motivators, activists, communicators. They use writing to get work done, organize human 
behavior, and add value to contemporary topics. Their work can be seen in any field, any 
nation, on any level. News articles, business memos, website copy, nonprofit grants, books, 
digital designs—these are what they produce. So what is Writing & Rhetoric? It’s the 
interdisciplinary study of engagement.” 

In addition to links being shown in the slideshow, the bottom of each webpage contains a 
link bar that links to each page on the website, so users can easily navigate from one page to 
the next.  

2. Course Descriptions 
For the course descriptions we used second person point of view language to directly interact 
with the reader. This makes the classes personal to each potential student, while also making 
a claim about the program itself. The text in the Writing for Publication bubble reads: 

“If you dream of seeing your byline in magazines, journals, and blogs, then Writing for 
Publication is a must-take. You will learn the conventions of analyzing, writing, and 
submitting to the most popular outlets, taught by publishing industry experts. At the end of 
the semester, you will have produced a 21st century publishing report, writer profile, query 
letter, and feature article.” 

We separated the classes by type to match up with the UCF degree catalog and also enclosed 
them in their own bubble to create chunked and skimmable content. Last, we added a 
testimony section to connect visitors with past students’ experiences, adding credibility to 
and interest in the program. 

3. Career Pathways Quiz 
Because Amanda is not sure what she wants to do with her future, we thought a fun way to 
engage with her would be a “Career Pathways Quiz.” After answering a few questions about 
her interests, goals, and skills, she will be shown a corresponding career and a pathway of 
classes to support her aspirations. For example, we wrote the question:  

“Where do you see yourself in ten years? Working at a nonprofit organization / Writing for 
an international travel blog / Editing at a large publishing house / Joining a law firm in D.C. 
/ Coding apps and websites / or Marketing a fashion brand.” 
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Ideally we see the questions coming up one at a time. Upon completion, a detailed 
description of why she was suggested that particular career would appear, along with links to 
“A Day in the Life of…” pieces to show what people in that career do on a daily basis. 

Design Guide 
Since the W&R B.A. is new, a strong connection to the University enhances the ethos of the 
program and keeps the visitors from feeling out of place. Therefore, the color scheme sticks to 
the UCF black and gold and the new website logo is accompanied by the UCF Pegasus. For the 
program logo, we stuck with the font choice of having a cursive, script typeface “Writing,” but 
changed the “Rhetoric” typeface to look more decorative and complex. The “Student Guide” 
portion is made to look like a stamp of approval, with a collegiate feel to it. We chose a simple 
and elegant typeface for the headlines and body copy to enhance readability on screens. For 
images, we stuck with students and professionals in various work spaces to reinforce the 
meaning of writing and rhetoric and what the program provides. (Appendix 4-a) 

Rhetorical Goal 2 
Promote DWR value to outside students, businesses, and partners. 

One way to grow the new major is to promote the Department’s services to non-majors and 
students. Getting outside talent interested in publishing their work in IMPRINT, for example, can 
widen students’ perceptions of writing and rhetoric. With the new major come opportunities for 
internships, where local businesses partner with the DWR to become sponsors. The more 
businesses devoted to the program, the more funding, opportunities, and interest it receives. So, 
for this rhetorical goal, we focused on marketing the unique services of the DRW to attract more 
than potential majors. 

Persona: Transfer Teresa 
While Teresa is not looking for a new major, she is looking for opportunities to express herself 
through writing. She wrongly believes that writing is only done by book authors, and as such has 
trouble seeing her nonfiction work being published anywhere. Because she does not feel the 
pressure of choosing a major, Teresa would be able to casually browse the B.A. SG&RS and 
take more time to read chunks of texts and outside content. Only some of the information on the 
current site is relevant to Teresa, so in our redesign we addressed which parts should be excluded 
and which should be made more prominent. For her purposes, the language on the website 
should reflect a welcoming tone that clearly explains the lexis and jargon of the Department, so 
she is not inadvertently isolated. She is also looking for examples of students like her who have 
gotten their work published through the DWR. (Appendix 1-b) 

Site-Map 
For Transfer Teresa’s site-map we were able to include more content and navigation tabs. Her 
motivations for visiting the B.A. SG&RS (in orange), such as to expand her view of writing and 
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to get work published, can be categorized in under three headings: Program Identity, Get 
Involved, and Advising. What is unique about this site-map is the inclusion of a “Department 
News” section, as well as a display of faculty and student mentors. We also wanted Teresa to be 
able to find writing electives she could take to fill up her schedule and help her get involved. For 
the actual content of the website ( in yellow) we included current and alumni student profiles as 
examples Teresa could look to when deciding what to do with her writing interest. We also 
wanted to highlight the publication opportunities and the clubs and organizations she can be 
involved in. This includes links to IMPRINT, the University Writing Center, and Pi Epsilon Pi 
(in pink). (Appendix 2-b) 

Wireframe 

1. Homepage 
The homepage prominently displays the major areas that Teresa is looking for in three tabs. 
Also appearing on the home page are elements that reflect Teresa’s desire to know what 
students in the major are doing. The highlights section features running stories about students 
who have accomplished something either in or outside of coursework. We wanted for this 
information to be prominently displayed because this is a specific need for Teresa. This 
feature also connects the DWR out UCF Today, a website that publishes news from around 
different departments about student activity. Such connectivity is important to a student like 
Teresa because she wants to see that the students in DWR are finding success as a result of 
the program. 

2. Internships 
Since Teresa is also interested in getting involved with the program and learning about 
publishing, this page will be useful for Teresa when trying to find practical applications for 
her writing. The descriptions of the internships give some general information about the 
publication itself so that Teresa can choose an internship that interests her. We also included 
a short tagline explaining how to get involved with this internship. For example, the 
description for Stylus is:  

“A journal of First-Year Writing. ENC 1101 and 1102 students: tell your teacher you’re 
interested in submitting for the upcoming issue!” 

Our choice in language and design of this page reflect Teresa’s interest in getting involved 
with the program, as well as integrating advice on how to get involved. 

3. Course Descriptions 
The course descriptions for this page featured a unique design that incorporated course 
descriptions, examples of student work, and information about faculty. This design uses areas 
of information around the course descriptions to link out to examples of student work. Most 
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likely, these links would go out to examples of relevant e-portfolios that involve coursework 
from the class that was clicked on. 

The choice to include information about faculty and their publications came from Teresa’s 
need to find an expanded view of writing. The faculty profiles are examples of how writers 
can carry careers that may interest Teresa. In addition, Teresa can match the faculty to the 
course she is thinking about taking to see if they have similar interests in writing. 

Design Guide 
As a transfer, Teresa is not so much concerned with getting involved in a program that is 
strongly tied to the UCF identity; she would rather the program feel contemporary and scholarly. 
Therefore we chose to include UCF’s academic seal alongside the W&R B.A. Student Guide 
logo. The logo is different from Aimless Amanda’s logo—the typeface for “Rhetoric” is a digital 
inspired font to reflect Teresa’s style of writing and the color is now a bright purple. The purple 
and grey colors suggested a sophisticated, modern program that businesses and partners would 
feel comfortable connecting with and sponsoring. The body copy typeface also has a digital feel 
to it, but is still simple enough to be read in large amounts. As for the images, we emphasized the 
publishing industry by including an artistic photo of some magazines. (Appendix 4-b) 

Rhetorical Goal 3 
Create a flexible, interdisciplinary program identity. 

Recognition is the key to any great branding, and unfortunately the program as is does not have 
any. With this goal we focused on reshaping the reputation of the B.A. SG&RS to show the 
interdisciplinary nature of writing and rhetoric. For example, the Career Pathways feature on the 
website should be more prominently displayed and interactive to get potential students thinking 
about how writing and rhetoric can better prepare them for their career aspirations. Again, we 
want to widen students’ view of what writing and rhetoric means professionally. 

Persona: Editor Eddie 
Editor Eddie is a prime example of students who should be in the W&R B.A., but the program 
name confused them to the point of turning them away. From our survey results, we found many 
students could more easily define “Professional Writing” over “Writing and Rhetoric.” 
Consequently, based on students like Eddie, we would suggest changing the name of the major 
to Professional Writing. The website would cater to Eddie’s needs of understanding the 
program’s name, clearly linking the program to careers, and describing the classes like practical 
advice. He is also looking for ways to enhance his employability, mainly through writing and 
editing samples. Eddie needs a website that clearly delineates the W&R program from other 
majors to prove the benefits of the Department. (Appendix 1-c) 
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Site-Map 
The site-map for Editor Eddie is focused around his three motivations for visiting the 
Department website: find a practical program for his career aspirations, connect the program to 
relevant classes, and use extracurriculars to enhance his employability. These three goals become 
areas on the site-map to organize content around and promote the flexible, interdisciplinary 
identity of writing and rhetoric. Most notable about Editor Eddie’s site-map is the focus on 
practicality; the organization, language, and design must not only persuade Eddie of the 
program’s value to his future career, but must also do so in a simple, engaging way that connects 
to tangible skills, tools, and texts. Therefore the pages and links are evidence to support the 
claims made on the homepage. (Appendix 2-c) 

Wireframe 
The wireframes for Editor Eddie (Appendix 3-c) make use of boxes and rounded rectangles to 
chunk information and guide the eye. Each element on the website must be practical and 
engaging. Using verbs, images, and categories throughout the website further achieves our goal 
of creating a flexible, interdisciplinary program identity. 

1. Homepage 
Eddie’s three motivations are directly addressed on the homepage of the wireframe through 
the three rounded rectangles containing images and text. We used verbs in the headings as 
call to actions, showing what work can get done on the website. The three columns also 
organize the content by showing relevant links at the bottom of each box. There is enough 
information to get visitors interested, but not too much to overwhelm them. 

2. Course Descriptions 
The course description page also organizes the content in a way that allows quick skimming 
and deeper analysis. Laying out the course descriptions in columns that reflect the categories 
of classes shows the interdisciplinary nature of the program and lets visitors find their 
interests quicker. As for the actual descriptions of the courses, we focused on tying the 
classes to career aspirations, proving the value and flexibility of the major. We also made the 
descriptions engaging and fun to read; for example,  

“Editing takes a lot more than a critical eye; you must also master the art of adding value to 
any topic in any field. Whether in print or online, Professional Editing, gives you the tools to 
effectively and professionally workshop the writing of others. If you want to be in the 
business of making others write better, then this class is your starting point. Self-identified 
Grammar Police welcome.” 

Again, we used second person point of view to draw the reader in and then directly tied skills 
gained in the class to job opportunities. The use of humor also makes a persuasive point 
about our program and the people involved.  
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3. Internships and Job Opportunities 
Showcasing the internship and job opportunities using logos and detailed descriptions of title, 
duties, and take-aways is more persuasive than just laying out the requirements of the 
internship class. Organizing the opportunities by place allows students to picture where they 
could end up working, again proving the flexibility of the program. We would link to the 
organizations’ websites so students could gain a better understanding of the company they 
are interested in. Also linking to the course description page and providing classes that would 
be helpful in a specific internship could aid students in connecting academics to professional 
life. 

Design Guide 
To create that flexible, interdisciplinary program identity, we wanted a bright color that is 
memorable, but still reminiscent of the UCF color scheme. The grey, again, adds to the modern 
feel of the website, without distracting from the text or images. The black Pegasus with UCF 
underneath fits well placed next to the B.A. SG&RS logo. Again, we stuck with the same 
typeface for “Writing,” but switched “Rhetoric” to look more historic with a contemporary twist. 
The body copy font, aptly name Simplicity, is just as the name suggests: simple and readable, yet 
decorative enough to draw the eye. Juxtaposing the fun, bright colors and fonts with images of 
young professionals makes a statement about the type of work students will complete and the 
types of careers available. (Appendix 4-c) 

Conclusion 
“The demand for well-designed text and graphics has become increasingly important.”9 And the 
website for a new university major is no different, especially when that major is writing and 
rhetoric. The way a professional writer presents messages visually, spatially, verbally, and 
typographically makes an argument about the organization behind the words and images. 
Students are taught these techniques in class, so it is time to put them into practice throughout the 
W&R program.  

Our project tackled the problems described in interviews and surveys of UCF students in regards 
to the DWR and the B.A. SG&RS. We used information design techniques—audience personas, 
site-maps, wireframes, and design guides—to suggests ways of improving the organization and 
presentation of the website content. Our goal is to pass the torch to another group of professional 
writers so they can put our hard work into action. The deliverables outlined above and attached 
below serve as standalone guides for those willing to take up where we left off.  

If our group has learned one thing from this project, it is that professional writers use their 
writing to add value to existing content. Information design is just one way of many that we do 
so. 
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Appendix 

1. Audience Personas 

a. Aimless Amanda 
Amanda is soon to be a junior at the University of Central Florida. She has spent the past two 
years completing her core curriculums, as she has yet to decide on a career path. She has a few 
ideas in mind, but needs to make a decision quickly, as she has been Undeclared for quite some 
time now. Having taken the basic English courses at UCF, she feels she has come to recognize 
skills in writing, speech, and public relations type work. After taking two of the prerequisites for 
UCF’s advertising/public relations major, she attempted to apply for the restricted access 
program, but did not get in. Now she is at a turning point, where she is looking for alternative 
majors that would complement the curriculum she has taken thus far. Amanda has the perfect 
opportunity to look into what the DWR can offer. She could seek further information online, or 
in person in Colbourn Hall, for course descriptions offered and counseling on how this major 
could utilize and enhance her communication skills to guide her toward a suitable career path. 
Amanda would greatly benefit from the already comprised Career Pathways feature on the DWR 
website, where various coursework plans are blueprinted to help students mold their path through 
this degree to best suit their career goals. Her experience and advisement through this major 
would give her the perception that our program’s identity is both versatile and flexible. 

b. Transfer Teresa 
Teresa is a sophomore transfer student who did not take the basic English classes at UCF. She is 
an English Literature major with a Pre-Med track, seeing the medical field as a lucrative 
endeavor. She loves to write, but cannot see the sustainability of being a “writer,” which she 
defines as authors. Unfortunately, Teresa does not know what the identity of “author” 
exclusively entails, which confuses and discourages her from branching out with her writing. She 
wants to get her nonfiction work published, yet does not even know where to start because her 
major is focused on creative and historical texts. On websites she looks for deep, explanatory 
content with links to outside, credible sources as evidence and needs a website that is simple and 
clear to help her find information. She is invested in looking at a website that has links to more 
information, such as internship opportunities, but cannot do so with a website that seems closed 
off to only DWR students. Having a concise and open language with a friendly tone can help 
Teresa find her own way through the Department’s program and its interdisciplinary pathways. 
She desperately wants to get involved with a program that can help her express her passion and 
deepen her understanding of “writing.” With the Department’s interdisciplinary style, Teresa can 
expand her interests in writing to better fit her career aspirations. 
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c. Editor Eddie 
Eddie is a sophomore at the University of Central Florida. Given his love of writing, Eddie 
believes his future is in editing and publishing. After only a cursory search of the majors offered 
at UCF, he declares a creative writing major. He reasons that learning the craft he will eventually 
be editing is the best decision given all his options. The W&R B.A. caught his eye, but the title 
confused him. He wonders what exactly people “do” with a degree in the “lofty” field of writing 
and rhetoric. Unfortunately, Eddie did not take the basic English courses at UCF, and thus was 
not exposed to the meaning, application, and importance of rhetoric and literacy. Yet, the main 
skill he hopes to gain from his education is the ability to critique professionally and effectively. 
Getting into his major coursework, he finds the fact he never takes tests and has workshop 
classes to be unique to his major, and seeks these classes out when making his schedule through 
reading course descriptions. Eddie also argues that his courses provide writing samples for when 
he starts job hunting. He appreciates this practical aspect to his degree work, yet feels that his 
program could take more steps to prepare him for the future. 
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2. Site-Maps 

a. Aimless Amanda 
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b. Transfer Teresa 
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c. Editor Eddie 
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3. Wireframes 

a. Rhetorical Goal 1 
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b. Rhetorical Goal 2 
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c. Rhetorical Goal 3 
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4. Design Guides 

a. Rhetorical Goal 1 
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b. Rhetorical Goal 2 
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c. Rhetorical Goal 3 

 

                                                 
1 http://www.iiid.net/Information.aspx 
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4 http://www.steptwo.com.au/papers/kmc_personas/index.html 
5 http://webdesign.tutsplus.com/articles/how-to-architect-a-better-site-map--webdesign-14180 
6 http://webdesign.tutsplus.com/articles/how-to-architect-a-better-site-map--webdesign-14180 
7 http://www.orbitmedia.com/blog/7-reasons-to-wireframe/ 
8 http://sixrevisions.com/user-interface/wireframing-benefits/ 
9 Solving Problems in Technical Communication, Johndan Johnson-Eilola, p. 386 


