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Executive Summary  

An effective, modern website is a necessity for a successful nonprofit organization. 
Websites are critically important communication tools in an industry facing increased 
competition for donors and program recruitment. 

The Institute for Pediatric Innovation (IPI) is a health nonprofit located in Cambridge, 
MA. It works to bring together diverse stakeholders to create new medical devices and 
drugs for children. The organization’s previous website did not adequately meet its 
communication needs.  

The goal of this project was to improve the IPI website to reflect current programs, act 
as a database of information for stakeholders, and serve as a marketing tool to recruit 
new business. Formative research was conducted to inform recommendations for 
website improvement. Those recommendations were implemented in the building of a 
new website.  
 
Interviews with organization stakeholders, an environmental scan of competitive 
websites, and development of personas were conducted to understand problems with 
the current site and areas for improvement.  
 
Interview results revealed difficulty among users in articulating the organization’s 
mission based on the homepage of the website. Interviewees also reported difficulty 
with site navigation. Full results of formative research as well as a review of literature 
and best practices were used to develop recommendations for improvement of the IPI 
website.  
 
Primary recommendations:  

• Clarify the mission and purpose of the organization on the homepage by placing 
a concise mission statement prominently and avoiding jargon.  

 
• Strengthen the pages focused on recruiting donorship by building a new page 

detailing sponsorship options and writing site copy persuasively while remaining 
transparent about how the money will be used.  

 
• Consider the needs of site users in all aspects of the design. Include a menu that 

organizes site content by user type. 
 

• Include important external links to social media and the Pediatric Medical Device 
Hub (a database run by IPI).  

 
• Assess website improvement with users by pilot testing to ensure the changes to 

the website are effective for use with target audiences.  
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A new website for the Institute for Pediatric Innovation was developed based on the 
above recommendations and input from organization staff. Changes were implemented 
by building a site map, redesigning the homepage, and revising page content from the 
previous site. Screenshots of the new website are included in Appendix E.  

While the findings of this study inform specific changes to the Institute for Pediatric 
Innovation’s website, the methodology may be reproduced for use in future website 
quality improvement projects.  
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Problem Statement  
 
Pediatric patients make up 25% of the population but account for only 13% of 
healthcare spending (NHE Fact Sheet). Pharmaceutical and medical technology 
industries fail to adequately meet the needs of pediatric patients. They lack a profit 
motive to address problems that affect a smaller portion of the population. Many 
pediatric devices and drugs are not created or marketed because they offer little return 
on investment for development companies. This creates a medical gap in pediatrics that 
compromises the quality of children’s care - for example, medical devices designed 
specifically for children often lag five to 10 years behind new technology for adults 
(Neergaard, 2015).  
 
The Institute for Pediatric Innovation (IPI) is a nonprofit organization created to address 
this gap in care by bringing together clinicians, patients, and industry partners to 
promote the creation of medical technologies for children. The diversity of its audiences 
creates a unique communication challenge. The IPI website should be an effective tool 
to gain recognition and visibility as well as improve credibility and transparency with 
users. The current IPI webpage can be improved to more effectively serve the 
organization’s goals for the future.  
 
The goal of this project was to improve the IPI website to reflect current programs, act 
as a database of information for stakeholders, and serve as a marketing tool to recruit 
new business. Formative research was conducted to inform recommendations for 
website improvement. Those recommendations were implemented in the building of a 
new website. 

Agency Description and Organizational Context  
 
The Institute for Pediatric Innovation (IPI) is a nonprofit organization in Cambridge, MA. 
It employs a staff of eight, including several part-time employees.  
 
IPI was founded by Donald Lombardi in 2006. Mr. Lombardi remains the CEO and 
President of the organization. Prior to founding IPI, Donald Lombardi established the 
Intellectual Property Office at Boston Children’s Hospital. After 15 years of work in 
technology transfer, he founded IPI as a means to better meet the needs of pediatric 
patients.   
 
Agency mission 
The pediatric market is small, and the innovation of drugs and devices created 
specifically for children lags behind that of adults. IPI exists to facilitate the creation of 
pediatric medical devices and drugs by fostering collaboration between hospitals and 
industry partners while acting as advocates for pediatric health needs. It works with a 
consortium of four children’s hospitals around the United States: Lucile Packard 
Children’s Hospital Stanford (Palo Alto, CA), UH Rainbow Babies and Children’s 
Hospital (Cleveland, OH), Shriners Hospitals for Children Northern California 
(Sacramento, CA), and Texas Children’s Hospital (Dallas, TX). The consortium 
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maintains relationships with children’s hospitals to support IPI’s current and future 
programs and research.  
 
IPI programs 
The Institute for Pediatric Innovation runs several programs to promote its mission: the 
Clinical Innovation Catalyst program, the Pediatric Medical Device Hub, and a Device 
Challenge.  
 
The Clinical Innovation Catalyst Program is IPI’s flagship program. The Catalyst 
program enlists nurses from each of the consortium hospitals as participants. Program 
participants and IPI staff work together to identify unmet needs in pediatric care and to 
develop device solutions. In the past, the program focused on designing respiratory 
masks to prevent pressure ulcers in young patients. The program is currently focusing 
on developing device solutions to prevent central line associated bloodstream infections 
(CLABSI) in children. 
 
The Medical Device Hub is a website and database that enables clinicians to post 
reviews and advice for using pediatric medical devices. Clinicians in the Clinical 
Innovation Catalyst Program are asked to contribute to the reviews on the Hub. The 
Device Hub allows for improved care through shared knowledge and expertise.  
 
IPI is currently running a Device Challenge competition through a partnership with a 
major pharmaceutical company. The goal of the Challenge is to create appropriate 
drugs and administration devices for children. A novel technology to formulate drugs 
specifically for pediatric purposes has been developed by the company. IPI will manage 
a design competition for a drug dispensing and administration device optimized for 
these new pediatric medications.  
 
IPI’s primary source of funding comes from annual membership dues paid by 
consortium hospitals. It also receives royalties from prior pharmaceutical licensing 
agreements and charitable support from partners, sponsors, and donors.  
 
The organization’s board of directors is made up of seven members including hospital 
executives, clinicians, and drug and device development industry representatives.  
 
Suzanne Grillo served as preceptor for this ALE. She is the Director of Development at 
IPI, responsible for an array of fundraising, outreach, and administrative tasks as well as 
overseeing program managers and more junior staff members. She has been with IPI 
for two years.  
 
The project and the author’s role 
This ALE culminated in the creation of a new, improved website for the Institute of 
Pediatric Innovation. I worked with IPI staff members to better understand the 
organization’s mission, programs, and strategic plan. I engaged informative research to 
understand and incorporate the opinions of key stakeholders, a competitive analysis, 
and best practices in the design of a new website. Project updates were presented at 
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weekly staff meetings to ensure clear and regular communication with my preceptor and 
organization staff.  
 

Scope of Work and Methods  
 
This project was designed to be implemented in six phases:  
 

1. Literature review and summary of best practices  
2. Persona development of target audiences 
3. Environmental scan of comparable websites  
4. Interviews with IPI stakeholders  
5. Development of recommendations 
6. Implementation of changes to website  

 
Literature Review Methods  
 
The literature review was conducted by searching terms “nonprofit”, “website”, 
“pediatrics”, “content”, “design” and “innovation” and variations on those terms on 
Google Scholar and PubMed databases. Peer reviewed journals such as The Journal of 
Nonprofit & Public Sector Marketing, Health Communication, Nonprofit Quarterly, and 
Stanford Social Innovation Review were also scanned for relevant articles.  
 
Only studies written in English, based in the United States and published between 2011 
and 2015 were included in the literature review.  
 
Literature Review  
 
The role of nonprofit health organizations.  
 
Nonprofit organizations play essential roles in the healthcare landscape including 
providing support for health facilities, research, prevention campaigns, and advocacy 
among other health care necessities (Patel, 2014). In 2014, U.S. nonprofit health 
organizations received $30.37 billion dollars in donations (Giving USA, 2015). 
Healthcare nonprofits face unique challenges – decreased funding, increased demand 
for services, and increased competition for charitable donorship. 
 
In order to survive, nonprofits have had to become more entrepreneurial. In the past, 
nonprofits have been reluctant to engage in traditional marketing strategies common in 
for-profit industry in order to “appear to be staying above the for-profit commercial fray” 
(Levine, 2012). Accountability has always been crucial to the success of nonprofits, but 
traditionally “accountability” was conceptualized as being held responsible to a board. 
Nonprofits are increasingly held accountable to donors and society at large as well 
(Dumont, 2013).  
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The importance of web presence for nonprofit organizations.  
 
Websites and digital marketing are of high importance for nonprofit organizations. 
Digital marketing can garner increased donor support, raise awareness, and lead to 
new opportunities for companies. Strong web presence makes a nonprofit competitive 
and contributes to perception as transparent and accountable. However, nonprofits are 
relative late-comers in the digital space (Krueger, 2015). They are also hindered by 
limited budgets, personnel shortages, and limited resources that give them a 
disadvantage in digital marketing.  
 
Websites are a primary source of communication between a nonprofit and its target 
audience. Nonprofit websites serve many purposes and vary institution to institution. 
They can serve as a way to tell stories, receive donations, increase outreach and build 
community. Additionally, all other communication streams including newsletters, social 
media platforms, and in person interactions rely on the organization’s website as a 
reference and complete source of information.  
 
Trends in internet use in the United States.  
 
According to the Pew Research Center 2015 survey, 84% of American adults are 
internet users. Higher educational attainment is associated with higher rates of internet 
use - when looking at adults with at least a bachelor's degree, internet usage jumps to 
95%. Additionally, 76% of people who are internet users also use at least one social 
media platform. Also notable is that 68% of American adults have smartphones that 
they use to access the internet (Health Fact Sheet, 2016).  
 
Widespread mobile use and social media use provide insight into the way the internet is 
used today. Also important are the elements of the internet that allow for user 
engagement rather than strictly unidirectional information sharing (Sasidharan, 2015). 
These technologies have allowed people to communicate and collaborate with one 
another and interact in real-time - not only with other individuals but with organizations 
as well. Instant messaging, blogs, social media platforms (Twitter, Facebook, Tumblr, 
Instagram, YouTube among others), and quizzes are interactive platforms that engage 
users are content curators and creators.  
 
For nonprofit organizations, the internet is a crucial place to recruit donors. The Pew 
Research Center surveyed individuals who gave to a particular campaign raising funds 
to support Haiti after the 2010 earthquake. It found that text messaging and online web 
forms were favored most heavily, with 24% of respondents indicating these as their 
preferred way to give money to a charitable organization. 22% favored mail, and 19% 
favored in-person donations. Voice calling was the least preferred options at only 6% 
(Smith, 2012). This underscores the importance of making available tools for online or 
mobile donations.  
 
Mobile accessibility and user engagement are key to successful website design in the 
current digital media landscape. Websites need to be responsive or optimized for 
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mobile access and should incorporate social media or other interaction with users. 
Furthermore, mobile and web-based fundraising options are crucial to tapping into 
potential donorship.  
 
Nonprofit website best practices. 
 
Best practices for health related website design are well known and publicly available 
(Health Literacy Online). Areas to consider in nonprofit website building include design, 
content, readability, accountability, and mission statement. Examples of relevant best 
practices for each category are included here.  
 
Design: 

• Include links, short descriptions, and plenty of white space on the homepage.  
• Put the most important information first to optimize for mobile users.  

 
Content: 

• Review health content for accuracy periodically with the help of an expert.  
• Include the date the content was last reviewed.  
• Provide health information in multiple formats—for example, audio, video, 

interactive graphics, quizzes, or slideshows. Multimedia can improve both 
learning and engagement, particularly for users with limited literacy skills.  

• Embed social media buttons on your website.  
 

Readability:  
• Keep sentences to 20 words and under and paragraphs to three lines or less 

when possible. 
• Avoid jargon terms. Choose language that your users can relate to. 
• Write in the active voice.  

 
Accountability:  

• Disclose information to stakeholders on website and adopt the tools necessary to 
engage these stakeholders online (Dumont, 2013). 
 

Mission statement:  
• Place the mission statement so that it is clearly visible on the homepage. A 

nonprofit investor recommends: “A verb, a target population, and an outcome 
that implies something to measure—and we want in eight words or less.” (Starr, 
2012). 

• Make positive feelings “as concrete as possible” - “Looking for online fundraising 
dollars as a nonprofit is akin to selling a feeling of goodwill” (Hartstein, 2012). 
Best practices to do so include:  

o use storytelling  
o use photos and videos  
o articulate strong calls to action 
o make outcomes clear and tangible  
o provide recognition  
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Defining target audience segments. 
 
To effectively address the gap in pediatric medical device and drug development, IPI 
must engage several different audience groups. Its programs rely on bringing together 
clinicians, industry partners, and parents and advocacy groups to accomplish goals. It 
also relies on students for human resources. The specific site use behaviors and the 
tactics to reach them will be unique to each of these groups.  
 
Hospital and Industry Partners  
Hospital and industry partners include executives from children’s hospitals nationwide, 
executives from potential pharmaceutical and device company partners, and doctors 
and nurses who might be interested in working with IPI. This target audience would 
likely find themselves using the IPI website for business inquiries, program descriptions 
and opportunities.  
 
Parents and Advocacy Groups  
In 2012, 72% of adults looked online for health information. Of these online health 
information seekers, 77% started their last session with Google, Bing or another search 
engine. Most commonly they were searching for specific diseases or conditions, 
treatments or procedures, or doctors. Half of these searches were conducted on behalf 
of someone else (Health Fact Sheet, 2016). 39% of all adults 18 and older are 
caregivers for someone with a health condition. Of adult caregivers, 46% are parents of 
children. Family caregivers are more likely than other internet users to use the internet 
to: consult reviews of treatment options, research online rankings, and review 
treatments, doctors or hospitals online (Health Fact Sheet, 2016).  
 
Students  
Graduate students in the Boston area are a resource for IPI. The organization currently 
employs four graduate students. It has sponsored several student projects, and seeks 
ways to continue these collaborations. Students considering employment or 
collaboration with IPI make up an important website audience.  
 
This literature review places the IPI project in the context of the needs of nonprofit 
websites, grounds improvements in best practices, and touches on the prospective site 
audiences. Persona development, stakeholder interviews, and an environmental scan 
were also used to better understand the needs of site users and inform 
recommendations for improvement.    
 
Persona Development  
 
The first step in persona development is defining the website’s target audience or 
audiences. In this case, there are five main audience segments that the IPI website 
needs to cater to.  
 
Audience Segments:  
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1) Industry executives (medical device/pharmaceutical) 
2) Hospital executives  
3) Parent and family advocates  
4) Nurses and allied health professionals  
5) Students  

 
A persona of a hypothetical site user was created for each of these audience segments. 
 
The five personas were developed with the input of IPI community members to ensure 
that they realistically depict hypothetical site users. Personas were verified by members 
of the audience segments. Each persona description included demographic information, 
their connection to IPI through employment or health information, and the trigger that 
led them to the IPI website. Personas are intended to shed some light on the questions:  

• Who are the site users?  
• How did they find the website?  
• What are they looking for once they arrive on the page?  

 
Environmental Scan  
 
The environmental scan compared nine nonprofit websites including the current IPI 
website. The analysis was done to assess current trends in nonprofit web design, to 
provide a point of comparison for the current IPI website, and to inform future 
recommendations.  
 
Sampling  
Websites were included in the environmental scan based on a convenience sample that 
was identified by:  

• Recommendations from IPI staff of similar nonprofits 
• Googling “pediatric health nonprofit”, “children health nonprofit”, “medical device”, 

“health nonprofit” and variations of these terms 
• Scanning organizations followed by or following the IPI twitter handle  
 

Eighteen sites were surveyed and eight were chosen based on the following inclusion 
criteria:   

• Nonprofit status  
• Based in the United States  
• Children’s health advocacy focus OR innovation development group 

 
Of the eight sites selected for the scan, four represented children’s health advocacy 
nonprofits and four represented innovation development groups.   
 
Evaluation  
The eight websites and the current IPI site were evaluated on a total of 16 criteria falling 
into three categories: design, site organization, and content. The full list of criteria used 
to evaluate each site is in Appendix A.  
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Analysis  
After each website was reviewed, evaluation criteria were assessed for themes across 
sites. Trends in website design, site organization, and content were summarized. 
Effective and ineffective homepage elements were also noted.   
 
Stakeholder Interviews 
 
Ten IPI stakeholders were interviewed about their experience using the IPI website. 
These individuals represented the five target audience segments described earlier. 
Questions were designed to generate user feedback and recommendations for the site.  
 
Sampling  
Participants were selected via convenience sample using a snowball technique through 
the author’s personal and professional network. A pool of 12 potential participants was 
obtained through recommendations from existing IPI staff covering four of the five target 
audience segments. For the fifth category, students, the author asked classmates to 
participate. Two members of each target audience segment (10 total individuals) were 
initially contacted for interviews. Eight interviews were successfully completed.  
 
Recruitment   
Initial recruitment e-mails were sent to the ten potential interviewees requesting 30 
minutes for an interview conducted via Skype. Follow-up e-mails were sent after one 
week and two weeks to non-responders. Interviewee recruitment e-mails can be found 
in Appendix B.  
 
Interview Process  
Interviews were designed to take no more than 30 minutes. The interview began with an 
explanation of the project and the importance of user input. The questions were divided 
into two parts. Part one consisted of six questions asking interviewees demographic 
information about themselves, their jobs, and their relationship (if any) to IPI. The goal 
of these questions was to get a sense of who the user is and why they might use the IPI 
website. In part two, users were asked to look at the current IPI website and answer 12 
questions based on what they saw there. These questions were designed to understand 
how users navigate the site, their impressions, likes and dislikes, what is useful to them, 
and any recommendations they had for changes. The interview included both open and 
close-ended questions. The complete interview tool can be found in Appendix C.  
 
All interviews were audio recorded and later transcribed by the interviewer. Any notes, 
audio files, and transcriptions were stored in a locked laptop and the identities of the 
interviewees were kept confidential.  
 
Analysis  
Interview responses were summarized. Questions with discrete answers were 
quantified. Open-ended responses were analyzed to assess recurring themes both 
across target audience segments and within specific segments.  
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This project fell under the category of a quality improvement project and did not require 
Institutional Review Board (IRB) approval. A letter was received on February 26, 2016 
from Tufts IRB stating that this project did not constitute human subjects research.  
 

Results 
 
Personas  
 
1. Industry executives (medical device/pharmaceutical) 
 
Meet John Douglas. John is a 62-year-old white man living in Weymouth, 
Massachusetts with his wife. John has two grown children who no longer live at home. 
He is the VP of Pediatric Drug Development at a major pharmaceutical company 
located in the Boston area. John and his wife live in the suburbs and he commutes daily 
to his job by car. He is a college graduate and an MD, though he is no longer a 
practicing physician.   
 
John Douglas attended a conference held by Boston Children’s Hospital where he 
represented his company and participated on a panel as a pharmaceutical industry 
representative. At the conference, he met many people working in healthcare. One of 
those people was IPI CEO Donald Lombardi. Donald spoke casually about the work of 
IPI and the gentlemen exchanged business cards. Donald expressed interest in the 
potential to work together in the future.  
 
At work the next day, he followed the URL on Donald’s business card to read more 
about his organization. From the Institute for Pediatric Innovation website, John is 
hoping to find information that will inform whether or not IPI is an organization he would 
like to collaborate with. He wants to read about their current work and past successes 
and is curious to find out who in his industry they’ve worked with before.  
 
2.  Hospital executives and clinicians  
 
Meet Teresa Villalba. Teresa is a 45-year-old Latina woman living in Dallas, Texas. 
Teresa is a married mother of two teenage children in high school. She and her 
husband both work full time. Teresa is the CNO at a major children’s hospital in Dallas. 
She holds a BSN and an MSN. As the chief nursing officer, she holds the senior nursing 
management position at her hospital and is responsible for managing a large nursing 
staff.  
 
At work, one of her nurses mentioned that a friend of hers - a nurse at a hospital in 
Houston - was participating in a program to learn about and participate in pediatric 
device innovation. The nurse mentioned that a group of the Houston staff were being 
trained in this area and she was curious about whether this was something she should 
introduce at her hospital. Through a google search of “pediatric device innovation” she 
found the webpage for the Institute for Pediatric Innovation.  
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On the website, she wanted to find out more about this organization and what they do. 
She was particularly interested in their work with nurses and nursing staff at hospitals to 
find out whether this is the type of program her staff should be pursuing.  
 
3. Parent and family advocates  
 
Meet Erin Elliott. Erin is a 28-year-old stay at home mom living with her husband and 4-
year-old daughter in Cranston, Rhode Island. Erin is a high school graduate. Before the 
birth of her daughter, she worked as a receptionist at a local hotel. Her husband is an 
engineer and is now the primary source of income for the family. Their daughter, Alexis, 
was diagnosed with acute lymphobloastic leukemia (ALL) this year. She is also autistic. 
Erin is Alexis’s primary caregiver.  
 
Erin feels that the care she is receiving at a local hospital is decent, but finds herself 
searching the internet often for more information about her daughter’s condition. She 
wants to make sure she is doing all she can to be informed and active in her daughter’s 
care. When her daughter had a central line placed to receive her chemotherapy 
treatments, Erin found a device called a CareAline wrap online that would hold her 
daughter’s lines in place and keep them safe and clean. She ordered two, and followed 
CareAline on Twitter.  
 
Through the CareAline Twitter feed, Erin came across the Institute for Pediatric 
Innovation. She was interested in their social media content around pediatric 
innovations that address the needs of sick children. She followed a link in the account’s 
Twitter bio to its website, where she hoped to find more information about the 
organization’s advocacy for pediatric health, how it helped children like her daughter 
Alexis, and how she might get involved.  
 
4. Nurses and allied health professionals  
 
Meet Jessica Ferris. Jessica is a 32 year old woman living in Cleveland, Ohio. She is 
single and lives in a two-bedroom home with a female friend. She works long hours as a 
neonatal intensive care nurse at a children’s hospital in her city. After high school, 
Jessica went straight to nursing school and has worked in hospitals in her area for ten 
years. She is an Ohio native and is close with her parents and extended family, who live 
locally.  
 
At work at the hospital, Jessica’s supervisor approached her and invited her to be a part 
of a program that teaches nurses how to create new devices to solve problems they see 
in patients every day. In the NICU, Jessica has been dealing with very sick babies - she 
has seen many of her patients develop pressure ulcers from ill-fitting surgical masks on 
their small faces. She has been creating her own work-arounds with her coworkers to 
protect her patients and is excited that someone sees the value of creating better 
products for her patients.  
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Jessica’s supervisor gives her more information about the program, including that it’s 
being run by an organization called the Institute for Pediatric Innovation. She has never 
heard of this group before, so she goes online and Googles their name to find out more 
information. She finds their website at the top of a Google search, and proceeds to the 
website to learn more. She is looking specifically for information about the program she 
has been invited to take part in, as well as more general information about the 
organization running it. She wants to know that they are established and credible.  
 
5. Students  
 
Meet Darren Johnson. Darren is a 23-year-old graduate student living in Boston. He is 
getting a Masters in Public Health from Boston University. While in school, he is living in 
Allston with two roommates who are also graduate students. While he is in class 3 days 
a week, Darren is also looking for public health related work to supplement his studies. 
One of his friends told him about a place she had worked part-time in the past called the 
Institute for Pediatric Innovation. She told him that they often hire Boston area graduate 
students for paid part time work in a variety of capacities. She had previously been a 
program manager there, so she sent him an e-mail with the Director’s contact 
information and a link to their website.  
 
Darren follows the link his friend sent him to learn more about whether or not IPI is a 
place he might like to work. He is looking for information about the current staff, any job 
openings, and areas where he might be able to add value to the company. He also is 
looking for more general information about who IPI is and what they do. He wants to 
feel that they are a credible, effective organization if he is going to apply to join their 
team.  
 
Environmental Scan  

Relevant findings from the nine nonprofit websites surveyed provide insights for current 
trends in website content and design that will guide the IPI site redesign. The full 
environmental scan results can be found in Appendix F. 

Summary of Environmental Scan findings:  
 
Design 

• Seven of the nine sites used only sans serif fonts throughout.  
• Single-column, full page width site layouts were more frequent (6/9 or two thirds) 

than layouts including columns. These sites tended to be responsive, or 
accessible and attractive from mobile devices, tablets, etc.  

• Many sites used “hero images” or large, full-page-width photos across the top of 
the homepage, just below a site navigation menu. Several of those were rotating 
banners of about three images. Many of the photos included some text, a 
headline, and hyperlinked to featured site content.  
 

Organization  
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• All sites included a menu bar horizontally across the top of the home page. Most 
included nested drop-down menus under the primary menu. Some sites had 
additional menus throughout the homepage or at the footer of the site.  

• Of the four children’s health advocacy sites, three used a similar organizational 
scheme with sets of three action verbs to engage viewers. One allowed users to 
select from “nourish”, “inspire”, or “connect”. Another “learn now”, “speak now”, or 
“act now”. The third “learn”, “act” or “transform”. Each of these was presented in 
the same way - below the top menu bar and below a “hero” image or images, 
with a short description under the verb explaining briefly what it meant to “inspire” 
or to “transform”. The same content that could be accessed from these pages 
could also be accessed from the top menu, sometimes under different headings.  

• The professional development groups, in contrast, tended to organize site 
content by content type - for example, headings such as “about us”, “resources”, 
“reports”.  
 

Content  
• Every site surveyed included the nonprofit mission statement on the homepage. 

This typically took the form of a two to three sentence explanation featured 
prominently on the top half of the landing page. The IPI site includes a tagline but 
the detailed description of the organization’s mission is hidden in the footer. 

• Some sites seemed to have a more narrowly defined audience than others. For 
example, the New England Pediatric Device Consortium site is tailored 
specifically to small medical device companies who might be looking for 
assistance. When the site audience was more narrowly defined, the site 
organization and navigation flowed more naturally.  

• Readability varied from site to site. In general, the children’s health advocacy 
group had lower Flesch-Kincaid Grade Level scores than the professional 
development groups. Sites that followed plain language principles were easier to 
understand. The CIMIT site was an outlier, with a grade level score of 15.7. It 
was very difficult to understand, technical, and included a large amount of 
industry jargon.  

• All of the advocacy group websites included links for fundraising, none of the 
professional groups included fundraising pages.  

• Seven of the nine sites included options to subscribe to a newsletter.  
• Eight of the nine sites included descriptions of internal organization structure, 

including partners, boards, executives. These were generally on pages nested 
under an “about” section.  

• Eight of the nine sites included a blog with current updates.  
• Eight of the nine sites linked to the organization’s social media pages. Most did 

so by including small buttons at the bottom of the home page. Others featured 
their feeds more heavily by including larger embedded social media posts.  

 
Informing Improvements to the IPI Website:  
 
Compared to the eight sites included in this environmental scan, IPI’s website differed in 
several ways. Most of the sites used a single column full page width layout for ease of 
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use on mobile phones, while the IPI site did not. Additionally, IPI was the only site to not 
include links to social media on its homepage. While the other sites included a mission 
statement prominently featured on their landing page, IPI included a tagline at the top, 
but the description of its mission was at the bottom of the page in small text on a dark 
background that is easily missed by the viewer.  
 
In some ways, the IPI site was comparable to the others. It used large, rotating photos 
below the menu bar as many of the other sites did. It included a blog, donation page, 
and an option to subscribe to a newsletter. IPI included its board members and internal 
structure under its “about” section. Overall, improvements to the IPI website can be 
informed by what was executed both well and poorly by other sites. The “borrow” 
section outlines elements that worked well on other sites, while the “avoid” section 
outlines problem areas that should be avoided in designing the IPI site.  
 
What to Borrow:  
The most effective elements of websites analyzed in the environmental scan can inform 
the construction of the new IPI website. These include a clear, concise mission, visual 
menus with action verbs, and social media content.  
 
Clear, Concise Mission  
 
Every site included in this scan included a description of the organization’s mission on 
its homepage. Some of the mission statements were placed more prominently than 
others. The IPI website has a tagline on the top of the homepage, but the full mission 
statement is in small text at the bottom and does not catch the viewer’s attention. In 
contrast, RU4Children (Figure 1) featured an especially strong, readable and concise 
combination of tagline and mission statement, placed centrally at the top of the page.  

 

 
Figure 1. RU4Children mission.  
 
Visual Menus with Action Verbs  
 
One effective way that several sites presented audience segmentation, site 
organization, and calls to action was by using sets of three “action” items as a menu. 
These icon-based visual menus engage the viewer by giving them an additional way to 
explore the site content (secondary to the traditional menu bar across the top of the 
homepage). These schemes are designed with the user in mind, catering to their 
experience using the website. They are also very visually appealing. Speak Now For 
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Kids, RU4Children, and Action for Healthy Kids all used this strategy on homepages, 
shown in Figures 2-4 below.  

 
Figure 2. Speak Now For Kids homepage.   
 

 
Figure 3. RU4Children homepage. 
 

 
Figure 4. Action for Healthy Kids homepage.  
 
Featured Social Media Content 
 
Most of the websites in the environmental scan linked to social media pages using small 
buttons at the bottom of the page. However, several websites featured social media 
content on the homepage. PH Aware did both (Figure 1). Incorporating social media 
worked well for its cause because the viewer can see community engagement around 
their issue, which is one of the organization’s primary goals. Speak Now For Kids also 
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featured social media prominently by displaying YouTube content on the homepage 
(Figure 2). 
 

  
Figure 5. PH Aware social media feeds on website homepage.  

Figure 6. Speak Now For Kids featured YouTube videos. 
 
What to Avoid  
The least effective elements of websites analyzed in the environmental scan can 
demonstrate what not to do in redesigning the IPI site. Insider jargon and wordiness 
stood out as something to avoid.  
 
Insider Jargon and Wordiness  
 
The Flesch-Kincaid Readability Scores can lend some insight into the reading level and 
appropriateness of a website. The CIMIT website scored at a 15.7 grade level - much 
higher than any of the others. While the CIMIT site may be targeted to insiders 
(researchers, industry partners) it remains hard to comprehend and uses too much text 
(Figure 2). It uses insider jargon and acronyms without explanations (Figure 1).  
This can be avoided by keeping readability in mind and by keeping headings and 
descriptions concise.  



 21 

 
Figure 7. CIMIT use of jargon and acronyms on homepage.  

  
Figure 8. CIMIT long, small, text.  
 
 
Stakeholder Interview Analysis 
 
Eight interviews were completed representing five target audiences. These included two 
hospital executives, two program participants, two students, and two industry 
representatives. Parent and family advocates were not represented. Two interviews 
were conducted in person, four were conducted via Skype or WebEx, and two were 
conducted over the phone. 
 
Six interview respondents (75%) were either currently collaborating with IPI or had done 
so in the past. Two - both students - had no prior knowledge of the organization, had 
never collaborated with IPI, and had never visited the website. Of the six respondents 
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who had previously worked with IPI, five had used the IPI website, but four reported that 
they visited the IPI site “rarely”.  
 
What brings users to the site?  
Most users visited the IPI website for information about the Clinical Innovation Catalyst 
Program. Other information reportedly sought on the IPI website included: general 
information about the organization, staff bios, and news updates.   
 
What site elements are most useful to users? 
The most useful site element chosen from a list was program descriptions (Figure 9). 
Mission statement, news and updates, and contact information also scored highly. 
Notably, no interviewees included social media links, donations page, or newsletter 
subscribe in their picks of top three most useful site elements.  
 

 
Figure 9. List of site elements by preference (n=8). Each user chose three site elements most useful to 
them.  
 
Emergent themes across target audiences:  
Five themes emerged from respondents who looked at the homepage. 
 
Theme 1: Confusion around site organization  
 
When asked to locate a page of their interest within the IPI site, all respondents were 
able to gain access in two or fewer clicks. However, several felt that locating information 
via the menu was confusing, with half describing the process as “somewhat difficult” or 
“difficult” (Figure 10). Several expressed dissatisfaction with the menu labels, describing 
them as “misleading”. Others felt that the information they were looking for should have 
been located on the site homepage or linked directly from the homepage.  

0 1 2 3 4 5 6 7 8

Program	descriptions	
Mission	statement	
News	and	updates	

Contact	information	
Success	stories	

Board	of	directors	bios
List	of	participating	hospitals	

Annual	reports	and	publications	
Social	media	links	

Donations	page
Newsletter	subscribe

List	of	Site	Elements	by	Preference
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Figure 10. Level of difficulty locating desired information (n=8). Users rated how difficult it was for them to 
locate a page of their interest on the IPI website.  
 
Theme 2: Difficulty describing IPI  
 
Seven out of the eight respondents (87%) felt that the information available on the IPI 
homepage was vague. This reflected the fact that viewers did not see the mission 
statement located at the bottom of the homepage. When asked to explain what IPI does 
based on the homepage, responses included: 

• “They do something with ‘innovation’ and ‘pediatrics’ - the homepage doesn’t say 
much more about what they do than the title of the organization” 

• “I don’t know. I couldn’t...tell you without clicking on anything. I don’t know if 
they’re a research firm, I don’t know if they are a company that endorses 
products, I don’t know if it’s an educational program.” 

• “It seems to be something that helps babies in the medical field” 
 
Theme 3: Positive response to visuals  
 
Six of eight interviewees (75%) responded positively to the color scheme and visuals. 
Another six of eight interviewees cited that the rotating photo banner was the first thing 
that caught their attention on the homepage. Two interviewees recommended that the 
captions below the photos be changed or improved.  
Additional comments included:  

• “The color scheme seems in line with pediatrics”  
• “Photos are pediatric themed”  
• “The photos are relevant”  
• “The photos are somewhat generic” 

 
Theme 4: Lack of contact information  
 
Four of the interviewees (50%) voted for “contact information” as a site element most 
useful to them, yet two interviewees noted that contact information was currently 
missing from the homepage. 
 

50%
37%

13%

Level	of	difficulty	locating	desired	information

Not	difficult	 Somewhat	difficult Difficult
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Theme 5: Mixed response to navigation by type of user  
 
Interviewees were asked about whether they would prefer a menu on the homepage 
that organized site content by type of user. Responses to this organizational scheme 
were mixed. Four of the eight responded in favor while the other four voted against 
user-based organization. Those who voted for this structure did so because they felt it 
would make the site easier to navigate or thought it would be helpful. Those who voted 
against it felt that “it could be limiting” and that “I would feel like something was being 
hidden from me”.  
 
Differences between target audiences:    
 

• Hospital executives each independently raised the idea of a “members only” 
section of the website. They advocated for a password protected portion of the 
site for accessing specific files related to IPI programming. 

 
• Students were the only group in which both interviewees had never heard of IPI 

before nor visited the website.  
 

• Industry representatives were most interested in staff bios and annual report 
information.  

 
• Program participants (nurses) brought up the lack of a link to the Pediatric 

Medical Device Hub. Both cited this as something to add to the website.  
 
Discussion  
 
The findings of this study identify several areas of improvement for the IPI website. 
They inform the recommendations for site changes found in the following pages. 
Targeting areas for improvement aims to optimize the effectiveness of the IPI website 
as a database of information and as a marketing tool. While four methodologies were 
used in this study, user interviews proved to be the most useful in developing 
recommendations for improvement. This underscores the importance of user-centered 
design. 
 
The methodology of this study (literature review, persona development, environmental 
scan, and stakeholder interviews) could potentially be used as a model applied to other 
quality improvement projects for website assessment and the development of evidence-
based recommendations.  
 
Persona Development  
Personas reinforced the importance of a website as a database of reliable information 
and helped to illuminate what drives users to the IPI website. In four out of five 
scenarios, users were referred to the IPI website by someone they knew professionally. 
After individuals heard about the organization from a colleague, they followed up by 



 25 

using the site to clarify their understanding and to find more information about the 
organization.  
 
The five personas developed also reveal the diversity of potential website users. Each 
persona sought something slightly different on the IPI website. The industry executive 
wanted to read about past successes while the nurse sought information about IPI’s 
education programs. Persona development anticipated the needs of each group to 
inform site organization and content.  
 
Environmental Scan  
The environmental scan suggested that the IPI website include a clear, concise mission 
statement at the top of the homepage, consider using a visual menu with action verbs, 
include social media content, and avoid using insider jargon and wordiness. The 
environmental scan results assessed the IPI website in the context of comparable sites 
and competitors. Recommendations developed based on the scan aim to ensure the IPI 
website includes the best of current website content and design while avoiding common 
pitfalls.  
 
Stakeholder Interviews  
The results of interviews with potential site users across target audience segments 
inform website changes to improve user experience and comprehension. Program 
descriptions and mission statement were selected as two most useful site elements to 
users. Ranking usefulness of site elements suggests areas for prioritization in the 
building of a new website.  
 
Themes that emerged from the interviews also inform website changes.  That four of 
eight interviewees described finding information on the IPI website as “difficult” or 
“somewhat difficult” suggests that an improved website make updates to page 
organization to make navigation simpler for the user. Additionally, seven out of eight 
respondents had difficulty describing what IPI does based on the site homepage. This 
implies that the current location of the mission statement in the footer of the site is 
inadequate as interviewees did not locate it on their own. This underscores the 
importance making changes to the homepage to better communicate the overall goal of 
the organization. The interview results also suggested that the logo and color scheme 
are well-received, the photos could be updated, and contact information should be more 
readily available.  
 
Additionally, interviewees had a mixed response to a navigational scheme that 
organizes the site by user type. The results suggest that the website consider the 
variety of users in developing a navigation scheme, but advise against a primary 
navigation scheme that requires the user to identify by target audience segment.  
 
The results of persona development, the environmental scan and stakeholder interviews 
complement each other. Personas and stakeholder interviews generated user input to 
develop recommendations to improve site usability while the environmental scan 
ensures that the site rank favorably compared to similar organization sites.  
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Limitations 
Several aspects of this study limit the generalizability of the results. The most notable 
limitations were the small sample of interviewees and the specificity of the study 
design.   
 
Only eight interviews were conducted spanning four target audience segments. The 
study design intended for ten interviewees spanning five target audience segments, but 
recruitment challenges resulted in no interviews with parent advocates. None of the five 
parents contacted agreed to be interviewed. This may indicate that parents do not use 
the IPI website or that IPI does not have strong engagement amongst this group. 
Alternatively, it is possible that the individuals selected were unable to participate for 
other reasons. The results of the interviews and subsequent recommendations 
therefore do not reflect the website preferences of parent advocates.  
 
Voluntary response bias is another limitation. Respondents for interviews were self-
selected and chosen via a convenience sample. This likely resulted in over-
representation of the most engaged IPI stakeholders. Six of the eight interviewees had 
worked closely with IPI in the past. Their responses do not necessarily reflect the user 
preferences of individuals less acquainted with the organization. 
 
This study was designed to inform changes to one specific organization’s website, so 
specific findings are not generalizable beyond the scope of the Institute for Pediatric 
Innovation. However, this study provides a methodology for website assessment and 
developing evidence-based recommendations for improvements that could be 
reproduced for other quality improvement projects.  
 
Future Research  
The IPI website built based on the recommendations of this study should be pilot tested 
with site users representing the range of target audience segments. Pilot tests might be 
performed via an interview similar to the tool used in this study. Usability testing is an 
iterative process; results of pilot tests might confirm the findings of this study or point out 
potential new issues, ultimately continuing the improvement of the user experience.  
 
Analytics comparing site engagement before and after improvements should be used to 
confirm the validity of this study. Metrics including page views, link clicks, and online 
donorship should be compared before and after the website changes to evaluate the 
new site.  
 
The launch of the updated site should be announced and disseminated to target 
audiences. The site launch should be shared on social media and via e-mail to IPI 
stakeholders. It should also be plugged at board meetings, program workshops, and 
events. The new website will replace the previous site hosted at pediatricinnovation.org. 
Increasing online user engagement must remain a priority for IPI. Strategies to drive 
users to the updated website include social media integration via the sharing of blog 
posts and updates, search engine optimization, and in-person referrals.  
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Recommendations  
 
Clarify the mission and purpose of the organization on the homepage.  

Place the mission statement prominently on the top of the homepage. Provide 
examples of past successes and current programs as support for the execution 
of the mission. Consider using a visual menu with action verbs. Rewrite program 
descriptions to be concise and easy to understand. Avoid inside jargon and 
wordiness.  

 
Strengthen the pages focused on recruiting donors.  

Create a page detailing sponsorship and donorship options. Write site copy in a 
way that persuades viewers to support the organization. Give options for ways to 
support and be transparent with how the money is used.  

 
Update the visual elements of the website.  

Adopt a single-column full page width homepage layout. Select new photos to 
use on the homepage. Use a large banner photo across the top of the 
homepage. Aim for a clean look and feel that isn’t too busy; the site should feel 
simple and easy to navigate.  

 
Consider the needs of site users.  

Design a homepage intuitive enough to be easily navigated by all users. Include 
menu options that organize content based on the target audience segment of the 
user. For the IPI website target audience segments would include Hospital 
Affiliates, Industry Partners, and Family Advocates.  

 
Include important external links.  

Link to social media, specifically the IPI blog, Twitter feed, and Facebook page, 
from the homepage. Connect the homepage to the Pediatric Medical Device Hub 
site.  

 
Assess website improvements with users.  

Initial pilot tests of the updated website and continuous usability testing should be 
conducted to ensure the website is effective for use with target audiences.  
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Implementation 
 
The most important aspects of the implementation of the new website are included in 
this report. These include the development of a site map, redesign of the homepage, 
and revision of page content.  
 
The new website for the Institute for Pediatric Innovation was created using content 
management service Squarespace. This site was built based on the recommendations 
in this report and input from IPI staff. The template chosen for the new site was full-page 
width, with a responsive design for use on mobile. It uses the same color scheme and 
branding as the previous IPI website, but includes updated photos and a cleaner look 
and feel. See Appendix E for screenshots of the updated website.  
 
Site map  
A site map was created for the new website to guide page hierarchy and organization. 
The site map was created by mapping the current version of the IPI website and making 
adjustments based on the results and recommendations. The site map was edited and 
approved by organization staff.  
 
The full site map is available in Appendix D.  
 
Key changes included:  

• Revision of page labels to simplify language 
• Re-organization of page hierarchy to highlight key programs 
• Consolidation of “partners” section under “team” heading  
• Relocation of “get involved” pages to top menu bar to eliminate 

separate menu on homepage 
• Addition of new pages focused on donorship  
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Home page redesign  
The homepage was rebuilt to feature the organization’s mission at the top of the page 
and include a visual action menu. The new homepage is intended to be intuitive enough 
to be navigated by all users. It includes featured social media content.  
 
Before:  

 
Figure 11. IPI website homepage before implementation of improvements. 
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After:  
 

  
 
 

Figure 12. Redesigned homepage for IPI website including key changes made based on results and 
recommendations.  
 
 
  

Key changes:  
 
Mission statement clear and 
prominently displayed.  
 
Visual action menu.  
 
Featured content links.  
 
 
Social media content.  
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Revision of page content  
While some material from the existing site was used as-is, most of the pages on the site 
were revised. Copy was changed to avoid wordiness and jargon. Updated content was 
written to cater to site users. It was created based on recommendations from this study 
as well as best practices for writing web content. An example of a revised page is 
included here.  
 
Before:  

 
Figure 13. Clinical Innovation Catalyst program page on IPI website before implementation of 
improvements.  
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After: 
  

 
Figure 14. Revised Clinical Innovation Catalyst program page for IPI website including key changes made 
based on results and recommendations.   

Key changes:  
 
Descriptive 
subheading. 
 
Additional photo.  
 
Concise, clear 
copy written with 
audience in 
mind. 
 
 
 
 
 
 
Includes related 
links.  
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Appendix A: Environmental Scan Evaluation Criteria  
 
Design  

• Site layout – column or responsive (horizontal) layout?  
• Font style – serif or sans serif?  
• Theme colors – how many? Style?  
• How are photos used? 

 
Site organization  

• How is the site menu configured?  
• How is content segmented?  

 
Content  

• What is the nonprofit mission? Is it clear?  
• Who is the site audience? Is it clear?  
• What is the goal of the website? Is it clear? 
• Flesch-Kincaid readability score for the site homepage.  
• What is the general takeaway from the homepage?  
• Does website include an option to donate?  
• Can users subscribe to a newsletter?  
• Does website include the internal structure of the organization (board of 

directors, etc) on the website?  
• Does the website include a blog?  
• Does the website link to social media?  
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Appendix B: Stakeholder Interviews Recruitment Email 
 
Dear _______,��
�
My name is Dana Howe, and I’m a graduate student working with the Institute for 
Pediatric Innovation. _______ referred me to you and suggested you might be willing to 
speak with me via skype. As part of my graduate work, I am creating a new website for 
the Institute for Pediatric Innovation. In order to build a site that best meets the needs of 
site users and the greater IPI community, I will be conducting brief interviews about 
current website use and preferences.  
 
Your perspective as ______ is very valuable. I hope to use your input to shape the 
future of the website and improve the experience of all IPI site users. Please respond at 
this e-mail address or give me a call at 203-609-1507 to set up 30 minute skype 
meeting.  
 
I look forward to speaking with you. Thank you for your time.  
 
Best,��
Dana Howe 
MS Candidate Health Communication 
Tufts University 2016 
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Appendix C: Stakeholder Interview Questions and Script  
 
Interview #:  
Interview Date:  
Interview Time:  
 
Introduction 
 
Thank you for agreeing to speak with me today. My name is Dana Howe, and I’m 
working on designing and implementing improvements to the Institute for Pediatric 
Innovation website. I’m a graduate student at Tufts University getting a Master’s degree 
in Health Communication. This is part of a culminating project for my graduate studies.  
 
Your answers to these interview questions will help inform the changes that I will make 
in designing a new website for IPI. As a member of the IPI community and a potential 
site user, your input is very important to this process.  
 
Before we begin, I need to touch on a few brief points.  
Your responses to these interview questions will be stored in a locked laptop and will 
not have any identifying information attached to them. By providing me with your name 
and contact information, you waive your anonymity to me. This information will not be 
available to anyone else. I know that you may have positive and negative things to 
share and it is important that you share both. There are no right or wrong answers to 
these questions, we just want to get a sense of what you think. Your answers will not be 
shared with IPI employees, and responses will be grouped anonymously by theme for 
my report. You can stop the interview at any time.  
(Verbal confirmation). I’d like to record this interview to make sure I remember 
everything you say. I’d like to be able to go back over your responses in the future as 
I’m writing my report. Do you consent to recording this conversation? <start recording> 
 
Great, let’s get started. This first set of questions I’d like to ask you without you looking 
at the IPI website.  
 
Part I - Questions asked without website open.  
 

1. What is your name?  
 

2. What is your current company and job title? How long have you worked there?  
 

3. In what capacity have you collaborated with the Institute for Pediatric Innovation in the 
past?   
 

4. Have you visited the IPI website before? If so, when? What were you looking for? Did 
you find what you were looking for?  
 

5. How often do you visit the IPI website?  
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a. Regularly  
b. Somewhat often  
c. Rarely  
d. Never  

 
 

6. What kind of information would be useful to you on the IPI website?  
 
Part II: 
Script: Please open www.pediatricinnovation.org and take a look at the IPI homepage. 
For the following questions, please answer based on what you see on the IPI website 
today, not on your prior knowledge of IPI.  
 

1. Lead me through your process of attempting to locate the information you indicated you 
might look for on the IPI website.     

a) How many clicks did it take you to get to the desired page? Is this too little, 
too many, or just right?  

b) How difficult was this page for you to find? Very difficult, somewhat difficult, 
neutral, not at all difficult.  

 
 

2. When you look at the homepage, what grabs your attention?  
 

3. Based only on the homepage, can you summarize for me your impression of what IPI 
does?  
 

4. What do you think works for the current IPI website? Any positive impressions?  
 

5. What are your impressions of the current color scheme? Photos? Typeface choices?  
 

6. What information is not on the IPI website that you would like to see there?  
 

7. If you could choose one thing to change, what would it be?  
 

8. Would it be helpful to you to have specific categories or organizational structures for 
industry partners, parents and advocacy groups etc.? 
 

9. If so, how would you categorize yourself?  
 

10. Of the following elements of the webpage, please pick the three that are of the most use 
to you:  

o Mission statement  
o Success stories  
o Program descriptions  
o Social media links  
o News + updates  
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o Ability to donate   
o Option to subscribe to newsletter  
o Board of directors / executive committee member bios  
o List of participating hospitals  
o Annual reports and publications  
o Contact information  

 
11.  Do you have any other feedback on the current IPI website?  

 
Conclusion  
 
That’s all the questions I have for you today. Thank you for participating in this 
interview. Do you have any additional thoughts or questions about the IPI website or 
about how your input will influence my website redesign?  
Would you be willing make your contact information available to me for follow up and 
future questions regarding this project?  
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Appendix D: Site Map 
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Appendix E: Selected Updated Website Pages 
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Appendix F: Environmental Scan Results  
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