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How does this slide deck work?

This ia an interactive presentation crafted by the four students of the Haus Für 
Poesie IQP Students, showcasing the comprehensive results of our project. Here you 
will find:
● Graphs
● Mockups
● Data
● User Personas
● Web and Social Media Recommendations
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Survey and Focus Group Results01

Table of Contents for Survey and Focus Group Results:

1. Correlation Matrices (slide 5 - 9)
2. Awareness and Usage Bar Charts (slide 10 - 13)
3. Usability, Appeal, and Findability of websites (slide 14-18)
4. Conclusions from Focus Groups (slide 20)
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What Does a Correlation Matrix Show:
A correlation matrix displays the correlation coefficient between different variables. 
Correlation expresses the extent to which two variables are linearly related, but does 
not guarantee and cause-and-effect relationship. Correlation ranges from -1 to 1. 
Due to the binary nature of data that made the correlation matrices, a positive 
correlation represents a direct relationship, with higher correlation values indicating 
a stronger relationship, and a negative value representing an inverse relationship. 

For example, a correlation value between Haus für Poesie and lyrikline that was 0.7 
would indicate if one someone if aware of one of the two brands (e.x. Haus für 
Poesie they are most likely aware of the other brand (e.x lyrikline).

* Note the matrix in slide 6 was gathered from the survey attached to Haus für 
Poesie and the matrix in slide 8 was gathered from the survey attached to lyrikline
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Takeaways from Awareness & Usage of Brands for Users of Haus für Poesie’s 
Website (correlation matrix):
The correlation matrix in slide 6 shows that the level of matching awareness between 
Haus für Poesie and all but one subsidiary brand is relatively low among Haus für 
Poesie website users. There are some higher positive correlations, near 0.5, such as: 

1. VERschmuggel and lyrikline
2. ZEBRA Poetry Film Festival and poesiefestival berlin

The data indicates that although awareness of Haus für Poesie and most of its 
sub-brands is generally low among this sample group, there are strong positive 
correlations in awareness between specific sub-brands. Also, among these users, 
the awareness and usage of lyrikline were highly correlated. These awareness vs, 
usage values are highlighted in a matrix with a black diagonal towards the bottom 
left.
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Takeaways from Awareness & Usage of Brands for Users of lyrikline’s Website 
(correlation matrix):
The correlation matrix in slide 8 shows correlation between lyrikline and other 
brands is relatively low among lyrikline users. There are correlations for awareness, 
all above 0.5 in the matrix. These higher correlations are:

1. Haus für Poesie and poesiefestival berlin
2. VERschmuggel and ZEBRA Poetry Film Fesival
3. komm zu sprache and lyrikklub

This indicates that although awareness of lyrikline and most of its sub-brands is 
generally low among this group, there are strong positive correlations in awareness 
between specific sub-brands and the parent brand of Haus für Poesie. Also, among 
these users, the awareness and usage of lyrikline were much higher than the 
awareness and usage levels of the other brands. These values are highlighted in the 
matrix with a black diagonal towards the bottom left.
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Takeaways from Awareness & Usage of Brands for Users of Haus für Poesie’s 
Website (bar chart):
The bar chart in slide 10 shows Haus für Poesie clients are much more aware of the 
parent brand Haus für Poesie than the subsidiary brands, especially the sub-brands 
of komm zur sprache, lyriklab, and lyrikklub. Over 50% of respondents knew about 
the ZEBRA Poetry Film Festival, lyrikline, open mike, and poesiefestival berlin. For all 
websites, the percentage of users that had used the website in the past three 
months was much lower than that of users that were aware of the brand. Notably, the 
difference between usage and awareness for the seasonal events of ZEBRA Poetry 
Film Festival, open mike, and poesiefestival berlin is significant.
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Takeaways from Awareness & Usage of Brands for Users of lyrikline’s Website (bar 
chart):
The bar chart on slide 10 shows lyrikline clients are much more aware of lyrikline than 
Haus für Poesie and other subsidiary brands. The only brand other than lyrikline that 
had more than 40% of respondents aware of it is Haus für Poesie. For all websites 
other than lyrikline, the percentage of users that had used the website in the past 
three months was much lower than that of users that were aware of the brand. This 
difference is likely due to lyrikline being an online service and the rest of the brands 
not being an online service, and in some cases seasonal events.
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Takeaways from Findability of Haus für Poesie & lyrikline’s Website:
As seen in slide 14 the majority of responses agreed that the findability of both 
websites was “very easy” or “easy”. Therefore findability of both websites does not 
need to improve much other the SEO which is discussed later in this slide deck.
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Takeaways from Usability of Haus für Poesie & lyrikline’s Website:
As seen in slide 16 the majority of responses agreed that the usability of both 
websites was “easy to use” or “neutral”. The large percentage that had a neutral 
stance suggests the website’s usability could be improved. However, the usability 
was slightly different between the two websites as some Haus für Poesie users 
agreed the website was “hard to use”, and no lyrikline users had this stance on the 
website usability. This percentage suggests that Haus für Poesie compared to 
lyrikline should focus more on improving usability.
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Takeaways from Appeal of Haus für Poesie & lyrikline’s Website:
As seen in slide 18 the majority of respondents also agreed that the website was 
“appealing”. However, although over 50% of respondents of both websites had a 
positive opinion on appeal a large percentage had a neutral response and some had 
a negative opinion on the appeal of both websites. With a significant portion of 
respondents commenting neutral or negative comments on the appeal of both 
websites, focusing on improvement of the appeal for both websites is critical. 
However, similar to usability, Haus für Poesie has more negative or neutral responses 
on it then lyrikline so more attention should be directed towards that website.
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Conclusion from Focus Groups:

1. Users generally liked Haus für Poesie and lyrikline overall
2. Users outside Berlin want to attend events in berlin, but users in Berlin liked 

that events were small and only in person because the events felt more special. 
3. Lyrikline users were fine with it being a standalone platform and would not care 

if it was integrated into the main site
4. Haus für Poesie’s website was a bit cluttered, lyrikline.org felt clean, and both 

felt a little bit dated and hard to use on phone browsers.
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What Are User Personas:
User personas represent key groups of people who use your websites or attend your 
events. They are created using trends from surveys combined with responses given 
in focus groups, and serve as an easy way to organize and summarise user feedback 
based on the types of people who use your services. Personas break down general 
trends about the demographics, usage types, and most importantly: desires of your 
fanbase. This allows you to make management decisions with your users’ desires in 
mind. 
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How Were User Personas Created:
A template was created which included a description of the type of user, the 
user’s goals and needs, and information about where this type of user typically 
ranks on key stats such as writing skill, brand perception, and brand usage.

Initially it was our belief that the creation of highly specific personas 
differentiated by many different stats would be possible, however due to the 
wide diversity of responses no such clearly defined groups emerged. The 
differences we were able to pick out were interested users within Berlin, 
interested users outside Berlin, and broadly uninterested users of lyrikline 
everywhere.



User Personas

How to Utilize User Personas for Event and Product Planning:
Because they are created from user feedback, personas serve as the ‘voice’ of your 
users. Keeping in mind the direction and ideas your users have for your organization 
will help you design events and services which will help the most of them at once. 
Personas can be updated as feedback comes in about new changes, and keeping a 
constant feedback box open will allow for revision of personas as the needs of your 
users and organization change. 
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Liz Hawkins

● German advertising should 
emphasize clarity

● Straightforward/matter of fact 
advertising is preferred

● Logo design should convey that 
all sub-brands as part of one 
design

Dr. McIntyre

● Writers use social media to 
connect with organizations

● Twitter was previously the main 
location for this
○ Less used since X rebrand
○ Instagram and Facebook 

good alternatives
● Writers care more about services 

and content than aesthetics



Branding:
Branding should clearly communicate relationships between subsidiary brands 
and the main brand. This can be done both by designing logos with common 
elements, such as fonts, colors, and the name of the main brand. Branding can 
also be improved by moving logos and information about the main brand to 
obvious and accessible places. Brand associations can also be improved 
through collaborations such as events and joint advertising. 

Interview Results and Best Practices03



Web Design:
Web design should be personable enough to engage users while keeping 
information clear and accessible. Engagement can be increased with images 
and appealing aesthetic design elements, but aesthetics aren’t everything. 
Images should be related to content and link directly to the content they 
display. The most important information should be clearly conveyed, and other 
information can be put away in pages to avoid text cluttering. 

Interview Results and Best Practices03



Based on feedback collected from users and informed by established best 
practices, we propose the following improvements:
● Greater outreach and connection with online users
● An aesthetic web redesign focusing on increasing engagement
● Integration of event based brands into the main website
● Backend changes to increase search engine optimization
● Logo design updates for increased association

These implementations are in line with feedback we have received from 
members of the community as well as stated organization goals of increasing 
brand awareness and association.

Haus für Poesie Recommendations04



Problem: As seen in the user personas, many None-Berlin based poets expressed a 
feeling of being “left out” of the events hosted at Haus für Poesie’s space in the 
kulturbrauerei as well as festival-type events such as ZEBRA, poesiefestival, and 
open mike. This contrasts feelings of Berlin based poets, who liked the underground 
feel of community events and feel broadening the scope of these events would 
cheapen the experience. 

Recommendations: 
● Hybridizing or livestreaming existing events

○ Would allow online users to see events.
○ This could cause copyright issues.

● Adding online-specific events or content to serve the online community
○ Would require new ideas and additional labor but would increase access 

for the global community.

Haus für Poesie Recommendations04



Problem: Focus group respondents and Haus für Poesie employees  have both 
expressed that the Haus für Poesie website felt cluttered. Other responses indicated 
a need for optimization of the mobile version of the website. Analytics showed that 
English speakers bounced more than German speakers. While the current site is 
viewed overall favorably by survey respondents, improvements can still be made to 
optimize the online experience.

Recommendations: 
● A mock up of a possible redesign can be found on the next slide. It preserves all 

existing elements of the main website while cutting down on large text blocks
● Designs of sub-brand pages can be made more similar to the main page by 

using common headers, fonts, shapes, and colors. 

Haus für Poesie Recommendations04



Aesthetic Web Redesign
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Website Integration
Problem: Brand association is perceived as low by Haus für Poesie administrators, 
which is reflected in the survey results. One probable cause of this is the separation 
of sub brands into separate websites. Merging the subsidiary brands with the central 
website will likely increase usage between sub brands and improve user associations 
between the sub brands and the main brand. 

Recommendations: 
● The tabs for poesiefestival, open mike, and ZEBRA are already present on the 

website, so those websites are the best candidates for integration.
● Lyrikline is larger than the main brand and could remain as its own entity, 

perhaps including more elements connecting it to Haus für Poesie such as 
logos and design elements. 
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Search Engine Optimization (SEO)
Problem: Haus für Poesie’s website is not appearing as frequently in browser 
searches, which makes it harder for potential users to discover the organization. 
According to analysis by online tools seobility, Siteimprove, and SE Ranking, link 
structure and keyword optimization were the most critical root causes

Recommendations: 
● Keywords can be added to the backend of the website related to the functions 

of the organizations. 
○ Example keywords include “poetry”, “poetry house”, “poetry event”, 

“events”, “Berlin” and “writing”
● Link structure could be improved with a redesign, and the tools used are free 

so changes can be assessed as you make them. 
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https://www.seobility.net/en/seocheck/
https://www.siteimprove.com/website-checker/?utm_campaign=EMEA_Brand_Search_EN_Exact_All-Devices&utm_content=SEO&utm_medium=ppc&utm_source=google
https://seranking.com/?utm_source=google&utm_medium=cpc&utm_campaign=696057247&utm_content=32921424181&utm_term=seranking&gad_source=1&gclid=CjwKCAjwoa2xBhACEiwA1sb1BKnOQGfRN14etzuCaH3EaKaDwV0n3oparcykOHUePUHzfabY0rfI8BoCpHkQAvD_BwE
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Based on feedback collected from users and informed by established best 
practices, we propose the following additional improvements to lyrikline:
● A web redesign to improve website functionality and boost aesthetics
● Backend changes to improve Search engine optimization
● Increasing crossover events between lyrikline and Haus für Poesie

These implementations are in line with feedback we have received from 
members of the community as well as stated organization goals of increasing 
brand awareness and association.



Web Redesign
Problem: Assuming a redesign of Haus für Poesie’s website was implemented, It  
makes sense to also redesign lyrikline.org to match it. While the current site is 
viewed overall favorably by survey respondents, improvements can still be made to 
optimize the online experience. Aesthetic and layout improvements could increase 
the user-friendliness of lyrikline. Additionally, focus group participants indicated that 
they enjoyed the “random poem” button, and expressed desire for more ways to 
discover new poems.

Recommendations: 
● Move the search bar to a more central location to encourage use and bring the 

random button closer to the search bar. 
● Playlist feature is already similar to music apps, could add a discovery feature 

as well to suggest new poems to people based on what they already have 
saved in a playlist. 
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Search Engine Optimization (SEO)
Problem: Lyrikline’s website is not appearing as frequently in browser searches, 
which makes it harder for potential users to discover the organization. According to 
analysis by online tools seobility, Siteimprove, and SE Ranking link structure and 
keyword optimization were the most critical root causes

Recommendations: 
● Keywords can be added to the backend of the website related to the functions 

of the organizations. 
○ Example keywords include “poetry”, “translation”, “poetry translations”, 

“poetry recordings”,  “writing”, and “international”
○ Link structure could be greatly improved with a redesign, one potential 

idea is to use the already present tag system to organize instead of large 
link menus. 
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https://www.seobility.net/en/seocheck/
https://www.siteimprove.com/website-checker/?utm_campaign=EMEA_Brand_Search_EN_Exact_All-Devices&utm_content=SEO&utm_medium=ppc&utm_source=google
https://seranking.com/?utm_source=google&utm_medium=cpc&utm_campaign=696057247&utm_content=32921424181&utm_term=seranking&gad_source=1&gclid=CjwKCAjwoa2xBhACEiwA1sb1BKnOQGfRN14etzuCaH3EaKaDwV0n3oparcykOHUePUHzfabY0rfI8BoCpHkQAvD_BwE


Crossover Content
Problem: While focus group respondents agreed that integrating brands would 
increase their association with Haus für Poesie, some lyrikline users expressed that 
lyrikline felt like a standalone entity even if they knew of Haus für Poesie’s 
connection to lyrikline. Lyrikline’s user base is much more international and is less 
likely to be interested in Berlin-based events or content only in German. 

05

Recommendations: 
● While lyrikline users represent a significant pool of potential users for Haus für 

Poesie, most lyrikline content is online. 
○ Advertisements of lyrikline on Haus für Poesie’s website would give non 

Berlin-based poets a way to interact with Haus für Poesie online.
○ Advertisement of Haus für Poesie’s content on lyrikline would only be 

effective on Berlin based users, but could still succeed due to lyrikline’s 
large user population.



Based on information collected from social media analytic data, it appears the 
current social media strategy is working well. That said, recommendations can 
still be made to further increase social media outreach:
● Naming poets in posts
● Expansion to new platforms
● Targeting posts based on demographic

These implementations were suggested based on analytic data in conjunction 
with talks with social media managers at Haus für Poesie. Implementing these 
will assist Haus für Poesie in reaching a larger audience.

Social Media Recommendations06



Naming Poets in Posts

Rundown: 
● Posts which name and tag poets see 

much greater engagement than posts 
which do not. 

● Does not mean every post needs to 
name and tag a poet, news posts are 
still important they are just not as 
likely to get shared

● By tagging a poet in a post you reach 
their followers, which can help drum 
up interest in events featuring that 
poet. 
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When sharing posts on social media platforms, 
consider these tips to enhance engagement:
○ Tag the poem's author to enable them to 

repost it on their page.
○ Incorporate images of the author or the 

poem itself. Prioritize showcasing the author 
in the first image. This taps into human 
tendencies, as people are naturally drawn to 
images of other humans, driven by factors 
like social connection and empathy.

Sharing the Posts06



Expansion to New Platforms

Rundown: 
● After the rebrand of Twitter to X, 

many poets and organizations, 
including Haus für Poesie, migrated 
away from the website.

● Alternatives to the site have risen in 
popularity, with Meta’s new app 
Threads being the most popular 
replacement.

● Same parent company as Facebook 
and Instagram so integration is 
possible with your existing accounts 
on those platforms

06



Thank you!

We really enjoyed working with you! We hope these recommendations help you as 
much as they can. If you have questions, please don’t hesitate to contact us at 
gr-hausfuerpoesie-d24@wpi.edu. Good luck with everything!

:)

mailto:gr-hausfuerpoesie-d24@wpi.edu

