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Executive Summary

The purpose of this report is to analyze the overall health of The Fund website and
assess the quality of the users’ interactions within the website. This report is based on
Google Analytic data recorded on The Fund website from January 1, 2018 — January 1,
2019.

While The Fund’s website is well-maintained and has a very healthy SEO that results in
good positioning on search results pages, there are several metrics that indicate a lack
of overall user engagement with the website: a high bounce rate (62.63% of users
leaving the website after one page view) and a disproportional user acquisition sample
(namely too few users being referred to the website through other websites, too few
users arriving through email campaigns, and too many users arriving to the website
through organic search) contribute to an overall picture of low-quality user visits.

The greatest challenge that The Fund faces is that users visiting the website appear
largely unengaged with the website’s content. For instance, 46.3% of users that landed
on the website’s homepage drop off the website without viewing another page.
Meanwhile, 91.1% of users that land on The Fund’s blog page drop off the website
without any further interaction and the most viewed blog post during the timeframe
analyzed had just 465 page views.

While | make a number of recommendations for the overall improvement of The Fund’s
website, | believe improving the entirety of the website must begin with rethinking the
website’s content. Reinventing blog content to be more intentionally themed toward
education-related keywords people search for in high volume, linking out to more parts
of The Fund’s website within blog posts, creating targeted referrals with other
organizations (recreating more digital relationships like The Fund’s current relationship
with CPS), and creating a blog subscription list are my recommendations for targeting
increased referral traffic, increased email traffic, gaining higher quality search visits, and
keeping current users engaged. For a full checklist of my recommendations, view the
recommendations report.

| also believe that further qualitative analysis would be largely beneficial to making more
definitive conclusions about the reasons behind the website’s high bounce rate and high
exit rate. | recommend implementing a service that would allow us to record users’ visits
and use their page navigation to determine the quality of their visit. Such a service
would only need be implemented for a month and would cost $30.

Our overall goals moving forward for the website should be to: 1) improve the quality
and depth of The Fund content to attract new users and better engage current users; 2)
create a more balanced user acquisition; 3) more definitively determine a cause for the
website’s high bounce/exit rate using qualitative analysis; 4) Optimize current content
and website layout for better ease of use and best performing SEO.
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Introductory Report

Client Overview: The Chicago Public Education Fund (The Fund)

Report Overview

The Chicago Public Education Fund (The Fund) is an educational non-profit
organization located in Chicago, IL. The overall mission of The Fund is to transform
Chicago’s public schools by investing in development for strong school leaders
(primarily principals). This message is readily available on The Fund’s homepage:

€ C (Y & nttpsy//thefundchicago.org <4

CHICAGO Contact Donor Resources
THE®Z555

OUR APPROACH OUR WORK HOW TO HELP WHO WE ARE BLOG O\

Transforming Chicago's Public
Schools

Investing so that students benefit.from. strong
school leaders citywide

v

LEARN MORE

e i

&= C {Y @ https//thefundchicago.org %
HICAGO
THE®%

F EDU ON OUR APPROACH OUR WORK HOW TO HELP WHO WE ARE BLOG O\ DONATE

LEARN MORE

What We Do

The Fund believes that solutions to the challenges in public schools
exist. We devote time, leverage data and invest in programs and
initiatives that enable Chicago to attract, support and keep strong

principals.

OUR APPROACH JOIN OUR TEAM >

Figure 1: The Fund website homepage found at thefundchicago.org
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Other Media
The Fund maintains a monthly newsletter, a Twitter account (@ TheFundChicago), and
a Facebook account (The Chicago Public Education Fund).

Website Overview

Before analyzing the behavior of The Fund’s website visitors, it is necessary to look at
the website holistically to first assess its overall functionality and usability. To do this, we
will analyze the website using Dr. Peter J. Meyer’s 25-point checklist for assessing
website usability. Dr. Peter J. Meyers is a web strategy consultant and this assessment
will examine the website’s current ease of use for users. We will walk through the most
important findings from the usability assessment, but to view the complete 25-point
checklist, please see Appendix 1. Note that a green check-mark denotes that the
website passed that category, a yellow check-mark denotes that the website needs
some work in that category, and a red “x” denotes that the website failed that category.

Accessibility

Firstly, we examine how accessible the website is to users because if the website is not
accessible then the rest of the user’s experience is irrelevant. The website is readable,
with fonts that contrast to the background of the website, are large enough to read, and
spaced adequately. The website has its own notfound/404page which keeps users on
the website by offering to redirect them to either the homepage or the contact page.
However, the website does not utilize any ALT tags on pictures. This makes the website
less accessible to those with visual impairment, as ALT tags are used to aid these
users’ accessibility. Additionally, ALT tags help with the website’s favorability in web
searches, meaning it is possible that more users could access the website with the
addition of ALT tags. Overall, the website is extremely accessible, though | highly
recommend adding ALT tags to all pictures on the website.

Identity

Once users access the website, a clear and strong identity is immediately observable.
The Fund logo is located prominently, the tag line on the home page makes the
organization’s purpose clear, and the responsive toolbar at the top of the home page, as
well as the link to The Fund’s work in the middle of the home page, present a clear path
for users.

One potential hindrance to the home page is its length. Given the amount of scrolling
required, the number of links, and the length of copy on the home page, it is not
digestible to the user within the first five seconds of arriving at the website. Asking if the
homepage can be easily interpreted in the first five seconds of user use is important
because users make impulsive decisions when navigating webpages and need to be
engaged quickly. This lack of immediate engagement risks that the user may become
overwhelmed with the navigation options presented to them and decide to leave the
website instead of continue reading.
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While The Fund’s identity is clear throughout the website, | strongly recommend
reorganizing the homepage to only include essential copy and navigation.

Navigation

Users that do continue reading are presented with navigation labels that are concise,
easily identifiable at the top of the page, and easily searchable using the search tool in
the responsive tool bar. Overall, the user is given a clear and well-labeled path of
navigation at the top of each page.

When we begin to look at the middle and bottom of pages however, there are often
multiple links on each page. These buttons and links look different from page-to-page,
and sometimes even look different on the same page. The number of links and buttons,
as well as their inconsistency in appearance may result in confusion for the user when
navigating the website and could ultimately drive them away from the website after
experiencing a confusing navigation of the website. For example, the home page alone
features 13 different links in 5 different styles:

1 OUR APPROACH 2 JOIN OUR TEAM =

THE FUND'S PROGRAMS REACH MORE
PRINCIPALS THAN EVER

Hear Principal Alene Mason's 4
vision for Scott Joplin

We offer leadership development opportunities

X . Elementar
for prineipals in every type of public school, all Y

Principal Alene Mason leads Scott
Joplin Elementary School in Auburn

across the city. See for yourself just how far our

program reach has spread.
Gresham and is a 2018 Cahn Fellow.

See why she loves being a principal

EXPLORE THE MAP
LEARN MORE >

Watch Now: The Fund's Impact 6
on Chicago Principals

Principal Stacy Stewart shares how

The Fund's Summer Design Program
transformed teaching and learning at
Belmont Cragin Elementary School
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w February 1 BLOG

Turning elementary education outside in

@ January 25 BLOG

At Camras Elementary, no problem is too big to solve

Invest in Chicago's Support our Next See Chicago's
Principals Phase Principal Pride
Double your impact! All new or We aim to serve more than 600 We launched the city’s first-ever
increasing donations up to principals and 360,000 students Principal Pride Week, and one
$60,000 will be matched by a by 2023, with an emphasis on our thing is clear: Chicago is proud of
generous anonymous investor. most vulnerable schools. its principals.
DONATE TODAY - LEARN MORE - WATCH THE HIGHLIGHTS -

11 12 1

Figure 2: The Fund Homepage found at thefundchicago.org, with each link or button
numbered

In summary, the navigational structure provided by the website’s responsive tool bar is
well-labeled and easy to navigate, however | recommend consolidating the number of
links and the variety of styles of links throughout the website to streamline the user’s
experience and avoid any unnecessary confusion.

Content

We will continue to analyze content in a more comprehensive analysis in the content
section of this report, however, it is necessary to look at the general picture of content
on the website to assess the website’s overall health.
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Once the user has successfully navigated to their desired page, they are presented with
generally clear and well-developed informational content. The headlines on the pages
are clear and concise and the main copy is explanatory. The user’s experience is
uninterrupted by pop-ups or ads. The URLs appear to be meaningful and user friendly,
successfully identifying the page’s content for the user with the exception of the
Principal Pride Campaign page. The URL for this page ends in “/principal” but | would
recommend changing this to “/principal-pride” to better represent the page’s content in
the URL.

THE , i
Fon & eewesi e HOWTOHELP  WHOWEARE  Blog O m THE

FL[\'D OUR APPROACH OUR WORK HOW TO HELP WHO WE ARE

ouR work Principal Quality Community
Programs for Principals of Practice

Individualized and responsive leadership
development v Principal Quality Nationwide

Programs for Principals

Great leadership is critical to student success.

That's why The Fund invests in innovative programming that helps principals and their teacher teams transform teachir 1 learning and

Figure 3: A comparison of the content arrangement found on the “Programs for
Principals” page (https://thefundchicago.org/our-work/programs/) and the “Principal
Quality Community of Practice” page (https://thefundchicago.org/our-work/community-
of-practice/)

It is evident however that pages added after the original development of The Fund
website lack the same design and content arrangement as the other pages. For
instance, Figure 3 compares the “Programs for Principals” page under the “Our Work”
tab to the “Principal Quality Community of Practice” page under the same tab. Note the
aesthetic differences in the header as well as the abandonment of the header, sub-
header format on the “Principal Quality Community of Practice” page compared with the
“Programs for Principals” page.

This is an example of how the arrangement of content differs between pages on The
Fund website. Additionally, newer pages, like the “Principal Quality Community of
Practice” page feature less visual content. There is ample opportunity on this page
especially to include entire slideshows of this program in practice, however there are no

DONATE
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pictures or videos of the actual program on the page. This is a trend across program
related pages on the website

Overall, The Fund’s website content is strong, however, | highly recommend
reevaluating all pages for consistent arrangement of content and for opportunities to
employ more visual content.

Top-Level Analytics Overview
Overview
Now that we have examined the website holistically, we can knowledgeably begin to

analyze the website’s analytic performance. We will next look closely at how users are
arriving at The Fund website.

The timeframe set for this analysis is Jan. 1, 2018 through Jan. 1 2019. This timeline
was set because The Fund'’s activities are highly dependent on the school year, their
programs occur on regular yearly increments, and key events happen on a yearly basis
(Principal Pride Week, Fellowship Announcements, etc.). Thus, a year will give a full
picture of these events and the patterns that surround them.

Users Mew Users Sessions
31,000 30,734 45,149
eetvasmtrnbinsenseilMPune o W weetvermtenbtrererrh oy v
MWumber of Sessions per User | Pageviews Fages / Session
1.46 112,088 2.48

- - | Wrre Ao A e
Avg. Session Duration Bounce Rate
00:01:57 62.63%

MMMWW

Figure 4: Top-level dashboard Google Analytics numbers for thefundchicago.org from
Jan. 1, 2018 — Jan. 1, 2019
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Users
In 2018, 31,000 users visited The Fund website. This seems to be an expected number
of users based on past year’s traffic; The Fund website had 31,240 users in 2017.

Pages per Session

The pages per session metric denotes how many pages each user visited (on average)
in a single visit to the website. The Fund’s website is averaging 2.48 pages per session,
meaning that on average, a user will visit more than one page.

Generally, we want users to engage with as much content as possible and stay on the
website for as long as possible. This is a metric that we will continually try to improve.
We will look closer at this metric when we analyze user acquisition in the next section.

Average Session Duration

This metric speaks to how long a user is on the website in a single visit. The Fund'’s
average session duration is 1 minute and 57 seconds. It is worth noting that these
metrics are approximate guesses because Google Analytics has no way to determine
an exact session length.

Again, generally we want users to engage with the website and stay on the website for
as long as possible so we will continue to try to improve this metric.

Bounce Rate

The bounce rate refers to the percentage of users that visit only one page on a website
and then leave. The Fund’s bounce rate is 62.63%, meaning that almost two thirds of
users are leaving the website after visiting just one page.

This could be a positive or negative observation. It could mean that users are finding the
content they are searching for immediately and then leaving the website (a positive
experience) or it could mean that users are not engaging with content and leaving (a
negative experience).

The Fund’s bounce rate is higher than normal and will require further analysis to
determine what this means for the user’s experience. We will use observations from the
acquisition report to further analyze this trend.
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Introductory Report Recommendations
» Shorten the length of the website homepage
o Goal: improve digestibility for the user and create a less confusing website
navigation
» Minimize the number of links found on the website homepage and consolidate
remaining links/buttons into consistent aesthetic appearances
o Goal: decrease user confusion on the homepage and make website
information more accessible to the user
» Change the URL for the Principal Pride Page from “/principal” to “/principal-pride”
o Goal: better represent the page’s content within the URL to make user
navigation easier
» Reevaluate all pages for consistency in arrangement of content (especially those
pages added after the website’s initial design)
o Goal: create a consistent look and feel to content throughout all of the
website’s pages
» Add more visual content to pages when appropriate (especially programmatic
pages such as the Communities of Practice page)
o Goal: create a more engaging experience throughout the website through
the use of visual content
o Goal: provide a better idea of what programs look like to users that are
unfamiliar with The Fund’s work
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User Acquisition Report
Report Overview
A crucial first step to analyzing users of The Fund’s website is to first step back and look
closely at how users are arriving at The Fund website.

In this section, we will closely at how users are arriving at the website and look at some
observable trends in user behavior based on how they arrived at the website. For this
section, we will use Digital Marketing Expert Avinash Kaushik’s “Beginner’s guide to
Web Data Analysis: 10 Steps to Love and Success” to set typical benchmarks for user
acquisition.

Acquisition Overview

Acquisition Behavior

Default Channel Grouping

¢ Bounce Rate g:g:ii:. Avg. Session
Users MNew Users Sessions Duration

31,000 30748 45149 62.63% 2.48 00:01:57

Organic Search 19,932 (61.82%) | 19,012 (61.83%) | 28,820 (63.83% 58.95% 2.70 00:02:16
Direct 7,105 (22.04% 2,101 (23.09% 8,864 (19.63% F0.19% 2.04 00:01:19
Socia 2,617 (8.12% 2,367 (7.70% 3,665 (8.12% 75.23% 1.99 00:01:18
Referral 1,778 (5.51% 1,599 (5.20% 2353 (521% 55.08% 2.51 00:07:49
Email 805 (2.50% 668 (217% 1444 (3.20% 69.87% 2.1 00:01:18

Figure 5: The Fund Traffic Acquisition Channels

Organic Search

As Figure 5 shows, it appears that the vast majority (61.82%) of the website’s user
acquisition comes from organic search, meaning that almost two thirds of users are
finding The Fund'’s website through non-paid search results from search engines like
Google or Bing.

Typically, 40-50% of acquisition via organic search is desirable, meaning that The Fund
is perhaps too reliant on organic search traffic. This is concerning because organic
search is a fairly unreliable acquisition channel; for example, if search engines change
their algorithm or the website’s search ranking changes, users might not find The
Fund’s website as easily as before and traffic will be lost.
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Simply put, relying on organic search leaves The Fund’s website acquisition reliant on
factors outside of our control and, with that, we should attempt to reallocate some of the
traffic from organic search to other acquisition methods.

Direct Traffic

Direct traffic is the next largest form of user acquisition shown in Figure 5, with 22.4% of
users arriving at The Fund website by directly typing a URL. The target for direct traffic
is typically 20% so this acquisition channel seems to be right on target.

These users are likely the principals and other supporters that regularly use The Fund’s
website or those being directed to the website from offline campaigns during which The
Fund advertised its website URL.

One small note here: google analytics does not seem to be set up to filter out The Fund
office’s IPO address on this data, meaning that a portion of this traffic is likely The
Fund’s own staff and as a result, this figure, when talking about exclusively outside
users, is likely lower than 22.4%. To fix this, we can start collecting data with a filter that
excludes The Fund’s IPO address.

Overall, direct traffic to The Fund’s website is very healthy.

Referral Traffic

The final significant form of acquisition to look at is referral traffic. These are users that
are arriving at The Fund website by being linked to a page. The referral traffic for The
Fund’s website is 5.51%, meaning that a little more than one in twenty users arrive at
The Fund website by clinking a link from an outside website. These referrals come from
links to The Fund website that are not on social media (like externally written articles
that link to The Fund website).

The target for referral traffic is around 20%-30%, meaning that The Fund’s website is
vastly underperforming in referral traffic. Increasing referral traffic is important because
it helps diversify the website’s traffic. Diversifying traffic to the website will lead to more
stability in website traffic as the website becomes less dependent on factors outside of
your control (i.e. changing algorithms/search rankings as previously identified).
Additionally, referrals from reputable websites help further favor The Fund’s search
ranking in search engine algorithms.

In summary, increasing referral traffic needs to be a priority to help establish a more
stable overall acquisition.

Email

Email traffic comprises a combined 2.50% of the total acquisition. The target for email
and miscellaneous traffic is 10% so The Fund website is greatly underperforming in this
acquisition channel.
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To help us understand why the website might be underperforming in this category, we
will look at the most common pages that users are arriving at from these channels. The
two most frequently visited pages as a result of email and other traffic are various blog
pages and the announcement of the 2018 Fellowship program. The bounce rate (the
percentage of the time that users would visit one page and then leave the website) for
these users tended to be exceptionally high — often over 90%. Thus, users visiting these
pages very rarely had any intention of viewing any other content on the website before
arriving at the page.

This could mean that only users with a personal connection to the blog posts’ school or
principal, or perhaps principals that applied for the fellowship program, used these links.
Further, this means that the content being shared in The Fund’s email newsletters is
perhaps too narrowly focused and not broad enough to elicit more attention from users
that do not have a personal connection to the content. Broadening the appeal of content
shared in emails and “other” categories is an area worth exploring more for significant
improvement.

Page Views

The website has an average page views of 2.48 pages, meaning that users are
exploring more than two pages on average, but the average length of a sessionis 1
minute and 57 seconds. This means that users are not truly exploring The Fund website
on their average session.

This could be a positive or negative observation. On one hand, users could not be
engaging with the content of the website — taking their time to read content on the few
pages they visit carefully. But on the other hand, users could be finding the information
they are looking for quickly and then leaving the website which would be a positive
experience with the website. Further research will be needed to determine which is
most likely occurring.

Bounce Rate

In a similar way, The Fund’s 62.63% bounce rate requires more analysis. This figure
appears to be fairly high, in that it means that over half of users leave the website after
visiting just one page. This could mean that users are finding the information they are
looking for and leaving or it could mean that users are not finding the content of the
website interesting enough to engage with.

To look closer at this trend, we should look at the bounce rate of individual acquisition
channels. Although still high, organic search holds the lowest bounce rate of all other
acquisition channels at 58.95%. This is encouraging; users that search for the website
are more likely to be new users unfamiliar with the brand than users arriving by other
acquisition channels like direct search. The bounce rate of organic search then
suggests that new users are more likely to visit multiple pages. The average session
length of an organic search user is 2 minutes and 16 seconds — 17 seconds higher than
the average session time of all users. This combined information tells us that new users



17 The Fund Google Analytics Report (2019) - Pieczynski

are likely exploring the website more than other users, albeit in a purely relative sense
that nonetheless shows less than desirable engagement.

Additionally, the other forms of traffic may be more targeted at pages that do not require
more exploration of the website. For instance, the email traffic examined above in the
“Email” section demonstrates that users looking to read a specific piece of content are
much less likely to remain on the website after they view that content. While there is
room for improvement and a value in getting those users who visit for a specific reason
to stay, these trends do not indicate an immediate problem with the website home page
or navigation. The bounce rate across all forms of acquisition should be examined
further to ensure that users are not leaving the website without locating the content they
are searching for.

Search Traffic

Search Acquisition

Now that we have taken a look at overall acquisition, we will begin to dig deeper into
organic search. We will first examine the top keywords that users use to find The Fund’s
website through organic search. It is important to examine keywords in search results
because through these keywords we are able to understand users’ motivation for
arriving at The Fund website.

Keyword Pages |

Users 4 NewUsers Sessions Bounce Rae e .:::ti:sion

19932 19012 28,820 58.95% 2.70 00:02:16

1. (not provided) 19,675 (98.64%) 18,788 (98.82%) | 28,506 (98.91% 58.90% 270 00:02:17

2. chicago public education fund 19 (0.10 15 23 8.70% 4.48 00:03:51

3. amazon 15 (0.08%) 15 15 100.00% 1.00 00:00:00

4. ltps:/hefundehicago.org/who-we- 13 (007 12 14 71.43% | 143 00:00:50

5. https:/thefundchicago.org/ 8 (0.04%) B 11 36.36% 4.36 00:01:55
https:/fthefundchicago.org/news/th

6. Shndepsanimayoremaniel | 6 @sw s

program-participants/

7. the chicago public education fund 6 (0.03% 6 6 0.00% 7.33 00:23:17

8. the fund chicago 4 (0.02%) 4 2 5 20.00% 5.40 00:06:04

9. chicago education fund 3 (0.02%) 2 5 40.00% 4.20 00:02:19

10. Chicago Public Education Fund 3 (0.02%) 3 (0.02% 3 33.33% 6.33 00:02:13

Figure 6: The Fund Top 10 Search Keywords for Organic Search Traffic
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Top Search Terms
Figure 6 displays the top ten search terms used within organic searches that brought
users to the website.

First, it is important to note that the first term listed is “(not provided)” which accounts for
98.64% of all organic searches. This “(not provided)” term represents all users that
searched with a secure https internet connection. Google does not collect search
information for these users and thus having the vast majority of search terms fall into
this category is typical. It should also be noted though that there is still value in
examining the remaining search results that are available as there is no evidence that
they are biased or skewed in any way and thus, they are still a representative sample of
all search terms.

When examining these terms, it is helpful to look for trends within the terms to get an
idea of what users are looking for when they arrive at The Fund website. It is evident
that the majority of the search terms in Figure 3 are brand related; “Chicago public
education fund,” https://thefundchicago.org/, “the Chicago public education fund,” “the
fund chicago,” “chicago education fund,” and “Chicago Public Education Fund,” (6 of the
top 10 search terms) are all brand driven. This means that users are most often
searching for the brand and not content the majority of the time that they arrive at The
Fund website.

The remaining search terms are more specific. The number three search term listed in
Figure 3 is “Amazon” and can be attributed to bot traffic. This is a common occurrence
and can be filtered out in future reports by removing the network domain from results
included.

“https://thefundchicago.org/who-we-are/careers/” is the fourth most used search term
andhttps://thefundchicago.org/news/the-fund-cps-and-mayor-emanuel-announce-2018-
principal-leadership-program-participants/ is the sixth most used search term in Figure
3. These search terms are likely accidental and come from users putting a link into a
search instead of putting them into the URL. Thus, these users would be more
accurately characterized as referral traffic. Both of these search terms come from
postings that would have been sent out via email or posted on social media when the
participants of the 2018 leadership program were announced or a new job post was
made available on The Fund website. It is important to highlight these search terms
because while they do not fit into the brand related searches included in this top ten,
they are also not actual searches for content. Overall, these two search terms are not
good sources of traffic because they are likely due to user error and because the users
that did arrive via these channels had bounce rates of 91% and 71% respectively.

After we eliminate search terms 1, 3, 4, and 6 from Figure 3, because of their
irrelevance to true organic search results, we are left with only brand related search
terms.
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While it is expected that many search terms are brand related, having no content
related top search terms could be potentially concerning for a number of reasons. This
could indicate that users do not know where to go to find The Fund, it could mean that
The Fund lacks deep content worth attracting new users, or other factors could be
attributing to high brand related search. This observation will require deeper analysis of
search terms in order to attempt to determine more likely causes for why this trend
exists.
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Figure 7: The Fund Top 10 Search Keywords for Organic Search Traffic — URL junk searches (red), Brand related
searches (green), and Content related searches (yellow)

: : o,y ; f https://thefundchicago.org/fund-
—t—{rot provided) 7. https://thefundchicago.org/who-we- propgram,-persona|_10%Ch_g
" are/team/ 21 personalized-learning-lee-
- - - elementary/
| 2. chicago public education fund | oo rthefandehn P—
12. tt|}lS.;;‘t eTundchicago.org/ whno-we- gp  httpsithefundchicago.org/how-to
are/team/heather-y-anichini/ * help/our-next-phase/
5 =LRNC=-Fasi)]
- - https://thefundchicago.org/our-
o : P I-IS- allison tingwall I 23. work/programs/professional-
1 https://thefundchicago.org/who-we- |earnina-commURities
©are/careers/
I 14,  arnie rivera I https:/fthefundchicago.org/our-
o ) . work/programs/professional-
5. https:ifthefundchicago.org/ 24. learning-communities/meet-plc-
|15. chicago public ed fund | leaders/erin-Tfoche/
. PR
E;Ega’:gifgﬂg?ﬂgﬁgﬁ%ghﬁ?{ s/th hftt||:}s:,-‘,-‘thefdundchicagci.org;‘portfolio
3 - el - : : . 25.  /fulcrum-education-solutions-
6. announce-2018-principal-leadership ‘ 16. chicago public schools fDU”dat'D”‘ instructional-coaching/
program-participants/
— - 26 https://thefundchicago.org/who-we-
: - : I 17.  ekaterini panagaklsl " are/board/
|?. the chicago public education fundl
57 https:/thefundchicago.org/who-we-
& the fund chi ] I‘IB_ Gillian Darlow I © are/board/timothy-schwertfeger/
. 2 Tund chicago
https:/fthefundchicago.org/who-we-
28. - ,
- i i f arefinvestors/
(9. chicago education fund | |‘|9. https.,,thefundchmago.org,bl-;:ug.el
- et - ra— I 29.  john smart chicago I
ttps://thefundchicago.org/fund-
) ) ) 70, i Tu _ i
“ID. Chicago Public Education Fund ‘ educatars/ritS-raichoudhuris 30, kelly mest I

URL Junk Searches: 15

Brand Related Searches: 7

Content Related Searches: 6

Figure 7 shows the top thirty search terms available for The Fund’s website. The terms

displayed in Figure 7 can be separated into three categories:

1) link related searches (previously identified as likely accidental searches)
2) brand related searches (searches simply looking to find the name of the

organization)

3) content related searches (searches that lead the user to The Fund’s content)

Firstly, as discussed above, we can discount the link search results as it is highly likely
that these searches were meant to be put into the URL and would therefore were not
true representations of users searching for content on a search engine.

The brand related searches continue to make up a significant number of the search

terms. This is likely due to The Chicago Public Education Fund’s long title as every one
of these search terms are simply variations on The Fund’s name. This is expected and
as long as there are quality content related searches that accompany this search group,
this is healthy.
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Search term number 13 in Figure 4 is the first content related search term. A search of
“Allison Tingwall” leads users to a profile of Principal Allison Tingwall that was created
for The Fellowship Program. Search terms 14, 17, 18, 29, and 30 are all identical to this
term; the search term is a principal’s name and the page that comes up in the search
engine results page is a profile or bio on the principal because of their participation in a
Fund program.

13. allison tingwall
14.  arnie rivera
17.  ekaterini panagakis

18. Gillian Darlow

29. john smart chicago

Figure 8: The first five instances of principal names taken from the organic search terms
list

While there is value in gaining users that search for specific principals, the content that
these searches link to is not deep content and as a result, users that visit the website
through these searches are not staying on the website.

Figure 8 shows the first five instances of these principal name searches. The overall
bounce rate for these searches is extremely high (on average, users are leaving after
visiting just one page) and when there is an average session length available, these
sessions are extremely short (typically less than one minute in length). Overall, this tells
us that users acquired from these searches are not quality users in that they are not
engaging with the content nor The Fund’s website.

This trend is significant because it indicates that there is a lack of deep content bringing
users to the website. The Fund’s blog posts are what would function as the deep
content that users would ideally search for, however, the first blog related search term
does not appear until search term #36 with just one user searching for this term: the key
word “angela sims chicago” brings users to a blog post. In order to continue to
investigate this, we will need to look at all 186 available search terms.
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Keyword Visualization

In order to continue to push deeper into organic search terms and examine the trend of
a lack of deep content search terms, we will examine a visual representation of the
organic search keywords available to us.

Figure 9: Visual representation of all search terms with link searches removed

First Visualization

Figure 9 shows all search terms available with the link searches removed. This gives us
a representation of the overall trends in user searches. As expected from our previous
analysis, the words that are most used are words associated with the brand — Chicago,
public, education, and fund. This observation confirms our earlier conclusion that a large
number of the most frequent searches relate to variations of The Chicago Public
Education Fund’s name. In order to examine searches unrelated to brand, we will have
to remove these terms.
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Figure 10: Visual representation of all search terms with link searches and the terms

“Chicago,” “public,” “education,” and “Fund” removed.

Second Visualization

Figure 10 displays the relevance of the remaining search terms when we remove
“Chicago,” “public,” “education,” and “Fund” to eliminate brand related searches. The
most frequent search term left is “principal” and “school”/”schools”. If you look closely at
the outer ring of smaller words, it becomes evident that many of the searches remaining
are principals’ names.

As previously discussed, these searches bring users to profiles of principals on The
Fund website or Fund produced blog posts that highlight the work of that principal.
Nearly all of these searches result in extremely high bounce rates and short session
durations meaning that the most prevalent search terms in Figure 10 are not resulting in
guality user visits.



24 The Fund Google Analytics Report (2019) - Pieczynski

Perhaps thinking about what is absent from Figure 10 is equally important as what
appears. Figure 7 demonstrates the fact that many of the remaining search terms are
principal names, school names, or terms related to Chicago Public Schools. All of these
search terms would link to content that does not appeal broadly and that may only
interest those with personal relationships to a school or principal.

Therefore, it would appear that users are not being connected to deep content through
their search terms. Deep content would be content that appeals to someone in
education that does not have a personal relationship with a principal or school and
engages with the content simply because of its intrinsic value. Deep content is more “in
the weeds” or “technical” in nature.

For example, “Principal Rodolfo Rojas” might connect a user to a blog post on Everett
Elementary school where he leads, however unless the user has a personal connection
with Principal Rojas or the school, they are unlikely to search for his name and,
moreover, it is unlikely they will be engaged with The Fund’s website.

What is absent from this word cloud are more specific, highly specialized terms like
“differentiated education in Chicago” or “special education in Chicago.” These types of
genre specialized terms are what one would expect to see if users were being
connected to the website’s blog post for its deep content. It is important that we
continue to explore what these deeper keywords could be because, as we have
observed, users that are being acquired through the current shallow content searches
are not engaging in meaningful ways once on the website.
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Optimal User Keyword Use

To identify key words that would be indicative of “deeper” content searches, we will use
GoogleAd’s keyword plan tool to look at high value keywords to assess what keywords
are most effective and, moreover, to evaluate the effectiveness of The Fund'’s current
keyword search terms.

Keyword (by Keyword (by
O relevance) Avg. monthly searches [] relevance) Avg. monthly searches
[ education 10K — 100K

O ferpa 10K-100K M school 100K - 1M
|:| charter schools 10K — 100K |:| chicago 100K - 1M
|:| competency based... TE - 10K

|:| garly childhood ed... 10K — 100K

[[] special education 10K — 100K

[[] sped 10K - 100K

[ ameduncan 1K - 10K

[0 non profit 10K - 100K

Figure 11: Selected search terms from Google Ads Keyword Plan that resulted from the search terms
education, nonprofit, chicago, principal, principals, schools, and school

Desired Search Keywords

Firstly, the three keywords in the right column of Figure 11 (education, school, and
chicago) are keywords that are already search terms that appear in The Fund’s organic
search acquisition results.

All three of these words generate a large number of monthly searches. The high
number of monthly searches for these terms is indicative of their value and The Fund
should continue to target these keywords.

The left column of Figure 11 shows high impact keywords that were suggested based
on the keyword ideas in blue at the top of Figure 11.
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It is worth noting that all of these keywords are more specific than any keywords that
The Fund currently targets in its organic keywords. For example, IEP and competency
based learning are search terms that relate to education, relate to the work of principals
in The Fund’s network that may be profiled on their website, and have a high number of
monthly searches. These keywords are potential means to attract more users.

We have previously identified that The Fund’s search keywords are indicative of a trend
in which users are being acquired by generalized content related to principal or school
name. The keywords on the left can be used to guide creation of future “deep” content.

For example, when The Fund creates new blog content, instead of simply profiling the
work of a principal/school, blog posts can be thematically targeted at high impact
keywords like the ones found in the left column of Figure 11.

Content on “Montessori schools” or what an “IEP” is are more likely to attract new users
based solely on The Fund’s content. This is valuable because these users are more
likely to be new to the website, and are more likely to result in higher quality visits to the
website (more time spent exploring multiple pages and longer session durations).

| highly recommend that The Fund targets its new blog content at some of the keywords
reflected in these themes to begin to move The Fund’s organic search terms away from
generic, shallow keywords that result in low-quality sessions.

Website SEO

Another important factor to consider when analyzing organic search is the strength of
the website’s search engine optimization (SEQ). SEO helps determine where a website
will appear on the Search Engine Results Page (SERP). It is crucial that a webpage
appears high in the SERP in order to gain new users through search.

A full SEO check of The Fund’s website is available in Appendix B. Overall, The Fund
website has a generally strong SEO, though there will be value in strengthening the
specificity and descriptiveness of several back-end SEO features to better attract users
to the site in the search (see recommendations at the end of the Acquisition Section).

User Acquisition Report Recommendations

Acquisition Target % of overall Actual % of overall
Channel traffic traffic

Organic Search 40-50% 61%

Direct Traffic 20% 22.4%

Referral Traffic 20-30% I 5.51%

Email 10% 2.5%

Figure 12: Summary of The Fund website acquisition channels vs their target ranges

» As summarized in Figure 12, we need to continue to integrate ways to make The
Fund’s traffic healthier by: decreasing organic search traffic approximately 10%,
increasing referral traffic by approximately 20% and increasing email traffic by
approximately 7%
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o Goal: diversify traffic to ensure a more stable user acquisition and target
users that will provide higher quality visits to improve metrics like bounce
rate and page views per session.

Create afilter in google analytics to exclude any traffic from The Fund’s IP
address

o Goal: capture a more accurate sample of data that includes only true
users of The Fund website

Write future blog content thematically around high impact search terms

o Goal: get higher quality visits from our organic search acquisition and this

will allow for users to be connected to The Fund based on deeper content
Change Homepage Google snippet to “Chicago Public Education Fund |
Transforming Schools”

o Goal: we want users to have a more specific idea of what The Fund is

when searching so they are more likely to click on the page
Change the “Homepage” meta description to read something like: “The Chicago
Public Education Fund is a nonprofit organization investing in principals to build a
critical mass of great public schools in Chicago”

o Goal: to get the meta description to “sell” the user on the page and gain
the user’s interest to get them to click on the page

Add keywords to the SEO of every page

o Goal: Although not used by Google, these keywords help the SEO of each

webpage
Add Alt Tags to the SEO of every page

o Goal: to give every page on the website the best chance at success in the

search results page
Change the “Our Work” meta description to read something more specific like:
“The Fund invests in strong school leaders through our programs, policy work,
and dynamic partnerships. Strong school principals leads to strong schools”

o Goal: make it more likely to gain the user’s interest in the Search Engine
Results Page and get them to click on the page

Complete a check of SEO for every page on the website

o Goal: ensure that all pages are fully optimized (necessary based on the

needs of the pages checked in Appendix B)
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Social Media Referral Report
Report Overview
In this report we will analyze all referral traffic to The Fund website. Referral traffic
consists of users that are begin brought to the website from a link on a different website,
a social media website, or through email campaigns. It is important that The Fund has
strong referral traffic because links from credible websites to The Fund website help the
website’s SEO performance making The Fund more accessible to new users.
Additionally, referral traffic will be able to illuminate what website content is strongest
and most popular amongst users.

Social Media Referrals

Overview

First, we will look at traffic to the website from social media links. Social referrals consist
of users that arrive at The Fund’s website from links on social media. Links from The
Fund’s own social media are not taken into account by Google when calculating the
website’s performance on the search results page, however, referral traffic from social
media websites can tell us what content is winning users’ clicks as well as provide
insights into the success of The Fund’s social media accounts. Ultimately, we want The
Fund’s social media account to be sharing content that is deep and interesting enough
to win users link to The Fund’s website.

First, we will look at traffic to the website from social media links. Social referrals consist
of users that arrive at The Fund’s website from links on social media. Links from The
Fund’s own social media are not taken into account by Google when calculating the
website’s performance on the search results page, however, referral traffic from social
media websites can tell us what content is winning users’ clicks as well as provide
insights into the success of The Fund’s social media accounts. Ultimately, we want The
Fund’s social media account to be sharing content that is deep and interesting enough
to win users link to The Fund’s website.

Social Network ) }
Avg. Session Duration
Usars J- MNewUsers Sessions Bounce Rate Pages / Session

2,617 2,367 3,665 75.23% 1.99 00:01:18
. Facebook 1,479 (56.21%) 1,341 1977 79.67% 1.83 00:07:18
. Twitter TI7 (29.53%) 686 1,268 67.11% 2.25 00:07:27
. Linkedin 363 (13.80%) 33z 408 78.972% 1.98 00:00:48
. Instagram 6 (0.23%) 6 | 6 | 100.00% 1.00 00:00:00
. WordPress 2 (0.08%) 0 2 50.00% 3.00 00:07:03

Figure 13: Top 5 sources of Social Referral
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Figure 13 shows the top five sources of social referral traffic for The Fund’s website.
Facebook accounts for more than half of The Fund’s social referral traffic with 56.65%
of users in this category linking to the website from Facebook. Twitter follows with
29.53% of social referral traffic and LinkedIn is the third most significant source of social
referral traffic with a share of 13.8%. Instagram and WordPress are negligible
contributors with less than 1% of social referral traffic.

Facebook

We will first examine the first of the three largest sources for social referral traffic,
Facebook. The Fund operates its own Facebook page and posts at least weekly.

Facebook Homepage

facebook

ﬂi PUaLiC
FUND

The Chicago Public

Education Fund
@TheFundChicago

e

Home

About b Like b Share .o Learn More @ Send Message

Photos

i Q  Search for posts on this Page
Reviews Photos X Ses posts on this Pag

Videos
4.9 out of 5 - Based on the opinion of 21

Posts people
Community .
Community See All
Info and Ads
s 1,945 people like this

Principal Pride e _
Y= 3\ 1,939 people follow this

Figure 14: The Fund’s Facebook homepage found at
https://www.facebook.com/TheFundChicago!/.

The Fund’s Facebook page currently has 1,945 likes. Figure 14 shows the landing page
for The Fund Facebook page. The tabs on the left are well categorized and easily
accessible. The “Learn More” button on the top right toolbar takes users to The Fund’s
website homepage.

One glaring omission is a “donate” button on the top toolbar. This button could take
users directly to the donate page on The Fund website.


https://www.facebook.com/TheFundChicago/
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FUND

The Chicago Public

Education Fund
@TheFundChicago

et > :
Home i Liked v+ X\ Following v  # Share =+« @ Send Message

About

Photos = ® v S s
Reviews Check out some of the other #PrincipalPrideCHI videos!

Videos

Posts TOTAL: 32 ORDERBY \/ Q Search...
Community Stephanie Omueti o@ e

Info and Ads

Principal Pride

Figure 15: The Fund’s Facebook Page, “Principal Pride” section found at
https://www.facebook.com/TheFundChicago/app/154581087931912/

TH‘E‘ Hle ‘Tf
FUND

The Chicago Public

Education Fund
@TheFundChicago

Home
About e Liked v X\ Following v  # Share Learn More @ Send Message
Photos
Reviews About # Suggest Edits
Videos B s
Posts FIND US & ¥
Community & 200 W Adams St Ste 2150 et Directions - S [
Info and Ads Chicago, lllinois ° ¥ o’
Principal Pride ~) m.me/TheFundChicago @ Y EE =

R, Call (312) 558-4500 2 1 ckson  ~

E ¥
1 e i
BUSINESS INFO ” Milestones
2013 Fund 4 Launch
» Founded on February 16, 1999 %: B

* Breakthrough Schools Chicago

@ Mission 2008 e Fundlll
T_h_e Fn..md is cor.nmmed to making Chx.cago among the first 2004 e Fundll
cities in the nation to offer great public schools to all

students. See All

Figure 16: The Fund’s Facebook Page, “About” section found at
https://www.facebook.com/pg/TheFundChicago/about/?ref=page internal
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All subsections of the Facebook page appear well kept, however there are two updates
that should be made to better reflect The Fund’s current efforts.

Firstly, as observable in Figure 15, the “Principal Pride” tab only includes videos from
the 2017 Principal Pride campaign. | suggest updating this tab to include the most
current content.

Second, as seen in Figure 16, the “about” tab does not include a moment on the
timeline for The Fund’s Fund 5 round of fundraising. | suggest adding a “milestone” to
reflect the most current round of funding.

Facebook Posts

it The Chicago Public Education Fund e e The Chicago Public Education Fund

FUND' November 15, 2018 - @ FUND' pecember 28, 2018 - @

Education Week writes about the important role that principals play in Ward Elementary School Principal Karen Anderson restructured her
supporting special education. Read more. school’s bilingual program. Now her language learners are growing faster

Under Pressure

EDWEEK.ORG
The Important Role Principals Play in Special Education
Few principals have deep experience with special education, but...

©0s

than ever because "we are meeting them where they are, and we're
individualizing their learning.”

£

-

Principals

THEFUNDCHICAGO.ORG

Launching English for Newcomers at Ward Elementary -
Chicago Public Education Fund

1 Share

OO 8 1 Share

Figure 17: Left — example of a typical Facebook post linking to an outside article. Right
— example of a typical Facebook post linking to a Fund blog post

The Fund typically posts every weekday on their Facebook accounts. Most posts look
like the post displayed in Figure 17; typically, The Fund’s Facebook account will post a
short blurb and link to an educational article from an education-based news outlet (i.e.
Chalkbeat). About every other week, The Fund will promote one of its own blog posts
with a link driving back to the article on The Fund website, as seen on the right in Figure
17.

All posts see an average of 5-11 reactions and 0-1 shares — a moderately low
engagement with followers.

Overall, The Fund'’s social media presence is satisfactory as it is regular and provides
followers with relevant content, however, stronger/deeper content in blog posts could
yield greater engagement with followers.
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Twitter

We will now briefly analyze The Fund’s second largest source of social traffic referrals:
Twitter. As observable in Figure 13, Twitter accounts for about 30% of social referral
traffic to The Fund'’s website.

Twitter Homepage

( Follow )

The Fund
@TheFundChicago

The Chicago Public Education Fund (The Fund) is a nonprofit organization working to
build a critical mass of great public schools in Chicago.

© Chicago, IL (& thefundchicago.org [ Joined March 2014
888 Following 1,324 Followers

Tweets Tweets & replies Media Likes

i The Fund @TheFundChicago - 10h e

I'uND  Prinipals aren't just building administrators; they're dynamic leaders who
push teachers and students to new levels of learning. And there's only one
way for them to do it all: delegate.

e — —
S T . W
T o o
h ' -t : -——?
-

Figure 18: The Fund’s Twitter page located at
https://twitter.com/thefundchicago?lang=en

Figure 18 shows The Fund'’s twitter account homepage (@TheFundChicago). The Fund
currently has 1,324 followers on Twitter. The account appears to post their own tweets
and retweet others tweets on a daily basis throughout the work week.

The description provided at the top of the page mirrors The Fund’s metadescription
analyzed in the SEO check contained in Appendix B. As recommended in the SEO
check, | suggest adding in the role of principals to the Twitter page’s description
because principals are at the core of The Fund’s work and as currently written, the
description comes off vague.


https://twitter.com/thefundchicago?lang=en
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Twitter Posts

The Fund @TheFundChicago - Jun 26 v T The Fund @TheFundChicago * Dec 11 v

e

[l Growing up, Principal Raquel Saucedo of Chase Elementary School ( IF'LND  The U.S. Dept. of Education is fixing its TEACH Grant program. That means
@chasecps) wanted to be a civil engineer and build bridges in developing
countries. In many ways, Raquel is living out her dream as she builds
bridges between students, teachers and families: ow.ly/OQy330kCHAF

thousands of teachers in high-need schools could have their debt forgiven.

Exclusive: Ed Department To Erase Debts Of Teachers, Fix Troubled Gr...
The move follows an NPR investigation that found thousands of teachers
had grants unfairly converted to loans.

& npr.org

QO T 3 07 a ®) T 1 Q 2 T

J

Figure 19: (left) The Fund Twitter post linking to a blog post; (right) The Fund Twitter
post linking to an NPR atrticle

Similar to Facebook, The Fund’s Twitter account posts tweets linking to their own blog
posts and also tweets linking to educational focused articles. Figure 19 shows examples
of each of these tweets. The Fund’s original tweets average around 2-10 likes and 0-4
retweets.

Unlike The Fund’s Facebook account, The Fund’s Twitter account features more “live”
coverage of events. For example, the Twitter page is consistently used to tweet pictures
and quotes from Community of Practice events.

The live tweets from these events that are more successful than the average Fund post
tend to tag individuals from outside the organization and use event customized
hashtags. This is an excellent use of the Twitter account and | highly recommend
incorporating more live coverage into the Facebook account as well. The more
exposure social media accounts get from these events, the more likely they are to gain
followers that could turn into program participants, donors, or supporters.

Linked In

We will now examine The Fund’s LinkedIn page which contributes the least amount to
its social referral traffic. Figure 1 shows that LinkedIn accounts for just 13.8% of social
referral traffic.
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Linked In Homepage

The Chicago Public Education Fund A Share

TH CHICAGO 2 o) S % )
PUBLIC Nonprofit Organization Management - Chicago, lllinois - 1,072
F ELUIL\A’IS followers

(& See all 33 employees on Linkedin -

Keep up with The Chicago Public Education Fund
See more information about The Chicago Public Education Fund, find and apply to jobs that match your skills,

and connect with people to advance your career.

Join LinkedIn Sign In

About us Recent update See all

The Chicago Public Education Fund (The Fund) ! I C H | C AG O

accelerates student achievement in Chicago's public

schools by building high-performing teams of principals P U B L | C
and teachers, improving evaluation and accountability

system-wide, and reinventing classrooms with the I \ E D U C AT | O N

innovative use of time, technology, and talent. The Fund’s
investors represent a broad cross section of Chicago’s
business, civic and philanthropic leaders. They have

committed $50 million to The Fund since 2000, attracted

by our track record of results and our mission and values. Temp Growth Associate_Job...

We identify high-quality programs and outstanding thefundchicago.org

management teams in which to invest financial and

human capital. We track the performance of our 2 Likes 3mo

investments, provide strategic and operational
management assistance, and leverage the business
acumen of our directors and management team to
generate results for our investors. The Fund raises a
series of funds approximately every four years focused
on a set of clearly defined priorities. Building off a strong

Recent updates

The Chicago Public Education Fund
3mo

Do you want to help Chicago’s school kids? Consider the Growth Associate
The Chicago Public role at The Fund, where you will help support the development and retention
Education Fund of great school principals in Chicago public schools. #TheFund

1,072 followers C | | C 2 G O
Follow The Chicago Public
Education Fund to stay up-to- P l | B L I ( )

date with news, articles and
jobs.

= FuND

Temp Growth Associate_Job Description
thefundchicago.org

2 Likes

& Like X Comment & Share

Figure 20: The Fund’s LinkedIn homage found at
https://www.linkedin.com/company/the-chicago-public-education-fund
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As observed in Figure 20, The Fund’s LinkedIn page features a much more in-depth
description of The Fund’s work which fits the genre of LinkedIn. However, despite the
extra room for description, there is no link to take users back to The Fund’s homepage. |
recommend, at the very least, adding the URL to The Fund homepage given the
success of referral traffic from the “Learn More” button on Facebook.

The Fund currently has 1,072 followers on LinkedIn. Despite this moderately significant
following, The Fund’s last post was over three months ago. As seen in Figure 20, the
post was strictly advertising an open job position at The Fund.

While LinkedIn is certainly a more professional ecosystem than Facebook or Twitter,
there is still great opportunity to share content. LinkedIn content tends to be more
professional and formal, but with over 1000 followers, | believe The Fund is missing out
on an opportunity to connect with a large audience. | recommend scheduling regular
posts using a social media management site like Hootsuite that share the formal content
you are already sharing on Facebook and Twitter to reach and expand The Fund’s more
professional audience.

Facebook Referral Traffic

Avg.
S Sessions 4 Pageviews Esl:f:tiil::
1. Itgsgipsdr?igi%?gg'rgrﬁﬂ?‘g::li?il;hai::fpd cps-and-mayor-emanuel-announce-2018-principal 372 (1902 446 00-00:27
2. thefundchicago.org/ 206 (10.42 900 | 00:04:31
3. thefundchicago.org/who-we-are/careers/ 178 (8.85 273 00:01:19
4. thefundchicago.org/blog/building-community-small-school-insights-principal-fellow/ 91 (4.60 162 00:02:01
5. thefundchicago.org/blog/new-kind-classroom-one-kind-chicago/ 72 (3.64 a0 00:00:36
6. thefundchicago.org/blog/tamayos-tigers-have-a-new-roar/ 65 (3.29 80 00:00:46
7. thefundchicago.org/blog/no-longer-underdogs/ 49 (2.4 63 00:00:24
8. thefundchicago.org/teacher/teacher-perspective-removing-the-caution-tape/ 44 (223 55 00:00:32
g lt:?::?onrﬁ;:ii;%;:{;j{egfI}Iog:’end of-year-message-from-the-funds-ceo-heather-anichinis? 40 (2000 66 00-00:37
10. thefundchicago.org/our-werk/principal-fellowships/chicago-principals-fellowship/ 39 (1.9 99 00:07:10

Figure 21: Top 10 landing pages for Facebook referral traffic

Next, because Facebook accounts for the majority of The Fund’s website social referral
traffic and is The Fund’s most maintained social media account, we will take a moment
to look specifically at where users are landing when being brought to the website from
social media. Figure 21 shows the top ten pages users visited after being brought to
The Fund website from a social media referral.
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) i Avg. Session Pages [/ Session
Shared URL Sessions + Pageviews Duration
thefundchicago.org/news,/the-fund-cps-and-mayor
1.  emanuel-announce-2018-principal-leadership-program 134 (95.71%) 144 00:00:38 1.07
participants/
2. thefundchicago.org/ 3 (2.14%) 3 00:00:00 1.00
3 thefundchicago.org/our-work/principal 1 (2.14%) 3 00-00:00 1.00

* fellowships/chicago-principals-fellowship/
Figure 22: All landing pages for Facebook referral traffic on June 6, 2018

Note that the number one-page links to the 2018 Leadership Program Participant
announcement. This post not only generated the most referral traffic, but also lead to
the entire website’s highest user count of the entire year examined. 635 total users
visited The Fund website on June 6, 2018, the day that these results were announced,
and when we isolate that day alone, we see that 134 of those users came from
Facebook alone (see Figure 22).

While this is a significant amount of traffic, Figure 21 tells us that the average session
length for these users was just 27 seconds, meaning that while this content attracted
many users, their visits were not quality sessions.

Conversely, the page users landed on the second most frequently is The Fund
homepage. This could have been traffic garnered from the “learn more” button on the
Facebook homepage. Users arriving on the homepage took their time in exploring the
website and averaged a session duration of 4 minutes and 31 seconds. This is
encouraging; however, it should be noted that content alone did not attract these users
to the website.

Figure 21 displays that the third most common landing page is The Fund’s career page.
These users most likely arrived on the website from clicking on a social media post
about an open position at The Fund. It is not until spots 4-6 in Figure 21 that blog post
content attracts users to The Fund’s website. Additionally, these sessions are often
short and seem to only have average session durations of around 30 seconds. Thus,
even the top blog posts being shared on social media are not performing as “all-star”
content that causes users to flock to the website in mass.

These cumulative observations seem to point to a concerning trend; presently, the
content shared by The Fund does not attract quality visits to the website. The promising
session quality displayed by users who click the “learn more” button on the homepage
does demonstrate the potential of new users via social media though. The goal now is
to create content that attracts new users to the website by developing higher quality,
deeper content that speaks more broadly than just to a specific school or a specific set
of principals looking to check the results of their application.
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Social Media Report Recommendations
» Add a donation button to The Fund’s Facebook page
o Goal: utilize the success of the homepage button on the Facebook page to
make it easier for users to donate on The Fund’s website (this is
especially important when Fund social media traffic is high like during
Principal Pride)
» Update The Fund Facebook “Principal Pride” tab to include 2018 videos
o Goal: ensure that users can access the full breadth of The Fund’s work so
they have a more accurate idea of what The Fund does
» Update The Fund Facebook “About” tab to include Fund 5
o Goal: ensure that users can access the full breadth of The Fund’s work so
they have a more accurate idea of what The Fund does
» Find more opportunities to cover live events on The Fund Facebook page
o Goal: increase engagement on Facebook
» Add a more descriptive Twitter description
o Goal: increase engagement on Twitter by being more accurately
represented within this social media presence
» Add a link to The Fund website homepage on Twitter
o Goal: replicate the success of social traffic from Facebook by making it
easier for Twitter followers to get to The Fund homepage
» Add a link to The Fund website homepage on LinkedIn
o Goal: replicate the success of social traffic from Facebook by making it
easier for Linked In user to get to The Fund homepage
» Add regular posts to LinkedIn
o Goal: engage more users on social media to increase social traffic
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User Referral Report
Next, we will look at traffic that is linked from places other than email campaigns or
social media. This category is referred to in Google Analytics as “referral’ traffic.

Acquisition

Default Channel Grouping

Users 4
31,000
it Tots D000
1. Organic Search 19,932 (61.82%)
2. Direct 7,105 (22.04%)
3. Social 2617 (B.12%)
4. Referral 1,778 (5.51%)
5. Email 805 (2.50%)
6. (Other) 3 (o.01%)

Figure 23: All channels of traffic to The Fund website

As Figure 23 shows, The Fund currently receives only 5.51% of all users from referral
traffic. Ideally, we would want 20-30% of all traffic to come from referrals. Referral traffic
is especially valuable because it brings users to the website and boosts the SEO of the
page if the traffic is being linked from a credible website.

Acquisition Behavior
Source
Users ¥ New Users Sessions Bounce Rate Pages / Session Avg. Session Duration

1,778 1,599 2,353 55.08% 2.51 00:01:49

0,734) 45,149) ) (-6.51%)

1. cps.edu 550 (30.66%) 479 (29.96%) 710 (3017%) 48.73% 314 00:01:44
2. charitynavigator.org 86 (3.12%) B3 (331w 71 (3.02%) 35.21% 2.80 00:01:48
3. mail.google.com 47 (2.62%) 37 231%) 64 (272%) 65.62% 2.14 00:02:12
4.  makeitbetter.net 38 (2.12%) 35 - ] 45 (1.91%) 28.89% 3.27 00:02:57
5. 9%-reasons-for-seo.com 33 (1.84%) 33 (2.06%) 33 (1.40%) 100.00% 1.00 00:00:00
6. duckduckgo.com 31 (1.73%) 28 | ) 44 (1.87%) 43.18% 3.64 00:03:03
7. philanthropynewsdigest.org 28 (1.56%) 27 ) 29 123w 24.14% 4.79 00:01:55
8. research.relsci.com 25 (1.39%) 23 (1.44%) 28 | } 42.86% 2.21 00:02:11
9. chicagotribune.com 21 (1.17%) 21 (1.31%) 24 o0z 83.33% 1.46 00:01:02
10. nubuilderof.info 21 (1.17%) 21 (1.31%) 21 (0.89%) 61.90% 1.38 00:01:59

Figure 24: Top 10 websites that refer traffic to The Fund’s website
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Figure 24 shows the top ten sources of referral traffic for The Fund’s website. CPS.edu
is the top referral website for The Fund which is extremely encouraging. CPS is a “.edu”
which makes it an extremely credible and favored website in Google’s algorithm on
search page results. CPS is the only significant referral website that The Fund has
however, with over 30% of all referral traffic emanating from CPS.

Appendix C at the end of this report displays all referral websites. It is worth noting that
this data is extremely dirty; many of the websites in the list are SEO websites that are
not real referrals and are likely bots and some traffic is incorrectly categorized by
Google.

For example, mail.google.com should be discounted because it is very likely part of the
missing traffic from the email campaigns that were not properly tracked. 99-reasons for
SEO should be discounted because it is a bot SEO company and not a human user.
Duckduckgo.com is a search engine and should actually be in the direct search
channel, not the referral channel.

It should also be noted that while Figure 24 appears to show that The Chicago Tribune
linked to The Fund, these were actually paid advertisements from the Principal Pride
Campaign. This is still a link from a very credible source, however it was not an organic
referral and is not sustainable.

Thus, referral traffic is actually a much lower percentage of the overall traffic than the
reported 5.51%. CPS is the only real referral website.

Most often, CPS links to The Fund in its own blog posts and announcements which is a
fantastic example of strong web referrals. The Fund should strive to create more
relationships like the one established with CPS.

Perhaps sources that are often shared on The Fund’s social media could be contacted
to begin a partnership in creating content together that both organizations could use on
their websites and link to the other website within. For example, Chalkbeat could co-
produce a story on a successful principal or could be given access to a Community of
Practice event for a story.

Establishing relationships with more organizations that will link to Fund content like CPS
will have to be an intentional effort in raising The Fund’s referral traffic. The reward is
worth the effort; more intentionally created referrals will boost The Fund’s SEO and also
bring more quality users interested in educational themed content to the website.

Email Campaigns

While The Fund sends out regular newsletters to different groups and employed an
email drip campaign during Principal Pride using MyEmma, Figure 13 shows only two
referrals from email campaigns. This means that MyEmma is not properly set-up to
track users’ clicks from the emails. | recommend adding code to the links shared in all
email campaigns so we can properly track user’s clicks from these communications.
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Referral Report Recommendations
» Integrate email campaign tracking into My Emma emails used by The Fund
(instructions here)
o Goal: get more accurate tracking of email campaigns to better assess their
effectiveness
» Establish relationships with Educational organizations (mimicking The Fund’s
current digital relationship with CPS) to ask that links to Fund content be shared
on their website
o Goal: increase referral traffic which will in turn boost the website’s SEO
and bring new, quality users to the website



https://support.e2ma.net/Resource_Center/Account_how-to/add-google-analytics
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Website Content Report

Report Overview
In this report, we will analyze the content available on The Fund’s website.

It is important that we consider the website’s content because ideally content should be
driving users to the website and enticing them to engage in prolonged interactions
across multiple pages on the website. Content is vitally important to attracting new
users in the Search Results Page and across other acquisition channels.

Top Content Report

First, we will analyze The Fund’s website traffic to determine what the most popular
content currently is. This will help determine the strength of existing content and will
guide the direction of our content analysis.

Page Title Pageviews T v [mlra::;:eed?:t:ite ave:age}
112,088 62.63%
Ti 00.00% (112,088 Avg for View: 62.63% (0.00%
Homepage - Chicago Public Education Fund 13,169 —52_82%#
Cur Team - Chicago Public Education Fund 8,257 —56_49%#
Careers - Chicago Public Education Fund 3,856 27.04%
Board of Directors - Chicago Public Education Fund 3,396 —26.28%4
Our Work - Chicago Public Education Fund 3,285 -20.55%#
Join Our Team - Chicago Public Education Fund 3,079 PH 59%
Programs - Chicago Public Education Fund 2,169 -22.05%4
Chicago Principals Fellowship - Chicago Public Education Fund 2,091 —24.23%4
The Fund, CPS and Mayor Emanuel Announce 2018 Principal 2.086 _43}2%
Leadership Program Participants - Chicago Public Education Fund '

Blog - Chicago Public Education Fund 1,921 _14.82%

Figure 25: The top ten most visited pages on The Fund’s website with page views
indexed against bounce rate

As Figure 25 shows, the homepage is the number one most visited page on The Fund’s
website. This is to be expected however as most new search users arrive on the
homepage. The homepage is 52.82% less likely to bounce than average, which is
62.63%.

Pages 2-8 within Figure 25 are all Fund-related informational content; this content found
on pages like board of directors, our team, and our work all tell The Fund’s story. The
only two pages predicted as more likely to bounce than the average, are the “Careers”
and “Join Our Team” pages.

This should not be concerning however, as users that visit these pages are likely
looking for specific information regarding open positions at The Fund. Thus, these users
are likely finding the information that they require and then leaving the website which is
a positive experience.
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Generally speaking, it seems that Fund-informational content is performing well as
users are exhibiting lower bounce rates from these pages and therefore are likely
engaging meaningfully with the website over multiple pages.

Page 9 in Figure 25 is the announcement of the 2018 Principal Leadership Program
Participants and is important because it is arguably the first page listed in Figure 25
that’s content is not simply Fund-informative content. This page was previously
identified in the referral report as the primary contributor to The Fund’s highest traffic
day within the timeline being analyzed. As observed in Figure 25, this page has a
largely unfavorable bounce rate.

Unigue Avg. Time on Bounce Rate

SIS Pageviews Pageviews Page

112,088 | 91,603 1 00:01:19 1 45,14

Homepage - Chicago Public Education

Fund 13,169 (11.75%) | 10,979 99% 00:01:01 | 9,960 (22.06% 29.55%
our Jeam - Chicago Public Education 8,257 (7.37%) | 4618 (5.04% 00:00:47 | 1266 (280% 27.25%
Ejrf,le's - Chicago Public Education 3,856 (3.44%) = 3393 (3.70% 00:03:16 | 1,869 [414% 79.56%
Board of Directors - Chicago Public — S - - -
Education Fund 3,396 (3.03%) 2485 (27% 00:01:22 665 A7% 46.17%
Our WWork - Chicago Public Education 3,285 (293%) 2,669 (291% 00:00:56 | 1,630 (367% 49.75%
Join Our Team - Chicago Public S R - . ,
Education Fund 3,079 (2.75%) 2356 (257% 00:01:45 a70 03% 69.89%
EL‘%@{E"”S'C“ cago Public Education 2,169 (1.94%) 1,668 (182% 00:00:45 | 127 (0.28% 48.82%
Chicago Principals Fellowship - . ; . - i -
Chicago Public Education Fund 2,091 (1.87%) 1618 5 00:01:17 805 B% 47.45%
The Fund, CPS and Mayor Emanuel

Announce 2018 Principal Leadership T ! S A . R a
Program Participants - Chicago Public 2,086 (1.86%) | 1,918 (209% 00:04:50 | 1,731 (3.83% 90.01%
Education Fund

Blog - Chicago Public Education Fund 1,921 (1.71%) 1,569 71% 00:00:56 267 (0.59% 71.91%

Figure 26: The top ten most visited pages on The Fund’s website displaying all critical
user data

As Figure 26 displays, the Principal Leadership Announcement page has a bounce rate
of 90% meaning that 90% of users that landed on this page left the website without
visiting another page.

Somewhat dichotomously, the Principal Leadership Announcement page’s average time
on page was 4 minutes and fifty seconds — the highest average of any of the top ten
landing pages. This tells us that users came for this content specifically, and engaged
with this content in a meaningful way, however, there was nothing that drew users away
from this page to view other non-Fund-informational content.

145 62.63% 40.

Entrances % Exit

30.43%

17.77%

67.19%

26.44%

38.26%

52.09%

17.24%

33.48%

86.77%

23.69%
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Bottom of page

Top of page
THE
FLIND OUR APPROACH OUR WORK HOW TO HELP WHO WE ARE BLOG €
The Fund supports CPS and The Fund Launches An'n‘:nal
SunoiiBoiE Northwestern University Principal Engagement
' Rapid Impact Grants Survey
The Fund, CPS and Mayor e

Emanuel Announce 2018
Principal Leadership Program
Participants

CHICAGO — M:

Invest in Chicago's Support our Next See Chicago's
Principals Phase Principal Pride

Figure 27: Screenshots taken from the Principal Leadership Program Announcement
page found at http://thefundchicago.org/news/the-fund-cps-and-mayor-emanuel-
announce-2018-principal-leadership-program-participants/. Left: top of landing page.
Right: bottom of landing page. Not pictured: middle of page which features the article
content

Figure 27 shows page nine, The Principal Leadership Program Announcement page,
from Figure 25 and Figure 26. The top and bottom of this page display every opportunity
that users reading this article have to link to more website content. The top of the page
offers links out to other Fund-informational content via the “Our Approach,” “Our Work,”
“‘How To Help,” and “Who We Are” toolbar options. There is also the “Blog” tab that
brings users to non-Fund facing content. The bottom of the page offers two
opportunities to link to other blog posts via the links found within the blue and red boxes.
These blog posts are well chosen because they are both linking to other Fund related
Principal support initiatives like the Leadership Program. It is a viable assumption that
users interested in the Principal Leadership Program would also be interested in other
Fund initiatives like Rapid Impact Grants and the Principal Engagement Survey, yet
90% of users did not engage with another page on the website indicating that these
blog posts were not effective in driving traffic to other web pages.


http://thefundchicago.org/news/the-fund-cps-and-mayor-emanuel-announce-2018-principal-leadership-program-participants/
http://thefundchicago.org/news/the-fund-cps-and-mayor-emanuel-announce-2018-principal-leadership-program-participants/
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It is possible that these links are placed too low on the page and users stopped scrolling
on the page after reading the names of the principals announced within the program. If
that were the case, it would seem imperative that opportunities for engagement with
other blog content be placed at the top or middle of the page to ensure that a higher
percentage of users view the linked content.

| recommend moving links to related blog articles up further on the page in future
announcement posts like this to take full advantage of the significant bump in traffic that
the website will expect.

Lastly, the first true non-Fund facing content to break the top ten pages viewed in Figure
25 is page 10, The Fund’s Blog. The blog page views account for just 1.71% of the
website’s page views. Given The Fund’s weekly uploaded content and intentional
creation of original content, this page would ideally appear father up this list.

Figure 25 tells us that the page has an unfavorable bounce rate. Figure 26 tells us more
specifically that while users are exhibiting a 71.91% bounce rate from this page, their
exit rate is just 23% compared to the website’s average exit rate of 40% for a given

page.

This means that only 23% of users are leaving the website from this page. Bounce rate
examines only the users that arrived on the website through this page — in this case,
that means it tells us what percentage of the 267 users that entered the website via this
page left without any other interaction.

Exit rate however, considers the total number of page views — not just the users that
entered the website via this page. Exit rate is calculated by dividing the number of exits
from this page over the number of total page views. With this in mind, we can
reasonably say that users are continuing on to other pages within the website from this
page. In order to determine where they are flowing, we will have to continue to analyze
users’ behavior.
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User Flow

Starting pages 1st Interaction 2nd Interaction 3rd Interaction
45K sessions, 31K drop-offs 15K sessions, 5.1K drop-offs 9.6K sessions, 3.2K drop-offs 6.3K sessions, 1.6K drop-offs

: O - - -
K 1K 570
o 1K 35
PRS— fwho-we-arefboard

332

27K {>100 more pages) -l:‘lUE more pages)
(=100 mare pages) EENK
85K

25K

(=100 more pages)
20K

Figure 28: User flow of The Fund website beginning with the landing page and flowing
to subsequent pages thereafter as tracked by the grey lines

Figure 28 displays user flow beginning from the farthest left column based on original
landing page. User paths are then tracked to subsequent pages following the grey
outline. Red segments following each subsequent page represent user drop offs (users
that left the website from that page).

The top pages for the first interaction portrayed in Figure 28 are consistent with the top
pages listed in Figure 25 and Figure 26. It seems that most traffic to the most popular
pages on The Fund website flows from the homepage. Following the flow of these users
into their second and third interactions, we see that these users stick to informational
Fund-related content and do not generally interact with non-Fund-related content such
as the blog posts.

It is worth noting (although previously identified in the Acquisition Report) a large
segment of visitors to the homepage drop off without any other interaction with the
website (observable within the blue circle in Figure 4). In fact, of the 13,000 users that
begin their interaction on the homepage, 6,200 users (46.3%) drop off without a second
interaction.

Returning to analysis of the homepage available within the acquisition report, this is
concerning because there is no real meaningful content on the homepage. At best,
users gain a cursory understanding of The Fund’s mission but without further interaction
within the website, it would seem that these users represent un-meaningful, throw-away
traffic that is not engaging with The Fund’s brand. More analysis should be done to
understand why users are leaving the homepage at such a frequent rate, however this
may require more qualitative means of analysis.
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Returning to analysis of blog content, this flow of users’ behavior provide a more
complete view of blog content. All pages associated with the blog account for the
second highest number of second column interactions with 3,400 users. This segment
is observable in the red circle in Figure 8. Unlike analysis of page 10 from Figure 25 and
Figure 26, this analysis accounts for all blog pages (pages with /blog in the URL) and
not simply the one blog landing page listed in Figure 25 and Figure 26.

Starting pages 1st Interaction

45K sessions, 31K drop-offs 15K sessions, 5.1K drop-offs
= WHO-WE-Gre/careers/
i 510K

w - WVRO-WE-arefteam’

W g 17k

o
W 751k

m (DI0]

L BRI
— /0 rk/program
Il 5705
= /Who-we-are/board
W 7
wm (=100 more pages
Il 197 35K

|

Figure 29: Highlighting traffic from Figure 4 that clicked through blog related content
within The Fund’s website

Looking at the full group of blog pages however we begin to realize that the positive exit
rate reflected in the blog landing page examined within above analysis of Figure 25 and
Figure 26 seems to be limited to just that page. As Figure 29 shows in the green circle,
the majority of all traffic through blog related content drops off. In fact, of the 3,400
users that clicked through blog related content, 3,100 of those users (91.1%) dropped
off the website.
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Page path level 2 Pageviews 4 % Exit

s 2272 e 0:34%
1. / 1,360 (20.69% 20.04%
2 /page/ 561 (B.54% 10.87%
3 /day-inthe-life-michael-abello-of-piccolo-school-of-excellence/ 465 (7.08% 88.82%
4. /building-community-small-school-insights-principal-fellow/ 374 (5.69% 71.12%
5 /ga-principal-naomi-nakayama/ 346 (5.26% 73.99%
6. /no-longer-underdogs/ 206 (3.13% 79.13%
7 /tamayos-tigers-have-a-new-roar/ 204 (3.10% 84.80%
8 [teacher-perspective-empowering-teacher-leaders/ 188 (2.86% T7.13%
9. /new-kind-classroom-one-kind-chicago/ 172 (2.62% 78.49%
10. /the-power-of-visibility/ 164 (2.50% 79.88%

Figure 29: The most visited pages within the blog related content (/blog) on The Fund’s
website

Figure 29 shows the most visited blog related content. Firstly, you will note that even the
most popular blog post during the timeframe analyzed only attracted 384 users. Of
those users, 96.9% dropped off of the website after viewing the content. This delivers
an absolute conclusion: The Fund’s blog content is not significantly attracting users to
the website, it is not meaningfully engaging users that do read the content, and it is not
retaining those users.

Homepage User Heat Map

In the previous section we made two significant observations: The Fund website loses
an enormous amount of homepage traffic and the current blog related content does not
attract nor retain users.

In an effort to understand how we might be able to use blog related content to retain
some of the homepage users that are dropping off the website, we will analyze a heat
map of the homepage.
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THE FUND'S PROGRAMS REACH MORE 0%
PRINCIPALS THAN EVER
[5.4% | Hear Principal Alene Mason's
We offer leadership development opportunities vision for Scott Joplin
=3 Elementary

for principals in every type of public school, all

across the city. See for yourself just how far our gy Principal Alene Mason leads Scott

program reach has spread Joplin Elementary School in Auburn
gre e e ad.
Gresham and is a 2018 Cahn Fellow.

See why she loves being a principal.

EXPLORE THE MAP

LEARN MORE -

Watch Now: The Fund's Impact
on Chicago Principals

Principal Stacy Stewart shares how

The Fund's Summer Design Program

"Great schools have strong principals, and Chicago has
emerged as a national leader in urban education because
of our focus on placing a high-quality principal in every

school across the city."

Chicago Public Schools
DR. JANICE K. JACKSON, Chief Executive Officer
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Invest in Chicago's Support our Next See Chicago's
Principals Phase Principal Pride
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Figure 30: Complete Heat Map of The Fund hompage found at
www.thefundchicago.org/. Note that each percentage denotes the percent of the total
clicks that the button or link denoted gathered from the total number of clicks on The
Fund homepage. Red circles denote a link or button to blog related content

Figure 30 shows a complete heat map of The Fund homepage over the timeframe
established. This means that the Figure 30 attempts to illustrate the percentage of clicks
that each link or button on the homepage garnered during this time.

It is important to note however, that the heat map seems to be off in several parts of the
homepage, incorrectly believing that current parts of the homepage link to unrelated
pages. This is likely because the homepage has changed several times over the last
year as new content has been swapped out. Still, we can look at some general trends
as it concerns to blog content. To do this, every link or button to blog related content
has been indicated within Figure 30 using a red circle.

Firstly, note how far down the page the user must venture to see blog related links. It
appears that blog content is drawing between 4-7% of homepage visitors clicks with a
fairly equal distribution amongst the individually featured blogs and the “view blog”
button that sends users to the blog landing page.


http://www.thefundchicago.org/
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The most poinent insight gained from analyzing the homepage is not a qualatative
observation. Note the two featured articles for this week: “How learning from my fellow
principals pushed my leadership to new levels” and “A fulfilling fellowship: Q&A with
Fund Summer Fellow Sal Navarro”. Now consider their target audiences visiting the
website. The first blog post is appealing to principals. The second blog post might be
appealing to undergraduate/graduate student looking to apply for The Fund’s summer
fellowship. The latter audience is likely too niche to aim prominent blog articles toward.
But the bigger question is are these click-worth headlines? From the 4-7% click rates
displayed within the heat map, the answer seems to be “no.”

When users land on this homepage, we only have seconds to engage them with The
Fund’s story and mission. Thus, while | recommend moving featured blog posts up in
section order on the homepage, | also recommend re-thinking what content the blogs
provide and aiming for deep, high-level, click-worthy content that makes new users and
returning users want to engage.
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Competative Analysis: Other Websites “Click-Worthy” Content

To begin thinking what “all-star” content could look like for The Fund, we will examine
the blog of another educational non-profit organization. The New Teacher Project is a
non-profit based out of Brooklyn, NY. The New Teacher Project employs 18 staff
members.

(@ TNTP reimagine teaching ABOUTUS WHATWEDO RESOURCES  FISHMAN PRIZE  BLOG

A
\
\
\
i R

-

e This blog shares ideas, research and opinion about how to
/ 4 support great teaching and create vibrant classrooms.

VIEW POSTS BY TOPIC:

SCHOOLS AND CLASSROOMS H PERSONAL PERSPECTIVES H SYSTEMS AND POLICY SUBSCRIBE H SEARCH THE BLOE Q

BRIDGE FELLOWSHIP
WHY DO WE IGNORE INDIGENOUS
STUDENTS?

Unfortunately, when we think about opportunity
gaps or schools that want to improve but don't
have the resources, we rarely talk about schools
Indigenous youth attend.

April Inez Kaplowitz

STUDENT VOICE EVALUATION AND DEVELOPMENT
THEY SAID | WAS READY FOR COLLEGE. | WASN'T. WHAT DO THOUSANDS OF WATCHES HAVE TO DO WITH
IMPROVING SCHOOLS?

| was let down by my K-12 experience—in part, because of the
low expectations teachers had for me that still affect me

Confused by the high number of students who take remedial
today.

courses in college, we wanted to know what they were doing in
Vasiki Konneh school in the twelve years prior. To find out, we turned to an
unlikely technology: potty-training watches.

Adam Maier
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SCHOOLS AND CLASSROOMS

CURRICULA AND CONTENT

WHAT'S IT LIKE TO LEARN IN A RIGOROUS AND
PERSONALIZED CLASSROOM?

We hear a lot about the promise of personalized learning. But
what does it look like in action? Follow two middle school
students through language arts class as they study “l Am
Malala"—in two very different ways.

Monica Milligan and Kit Tollerson

CURRICULA AND CONTENT

OPPORTUNITY TO LEARN
MATHEMATICS: TIME, TASK, AND
TALK

How should math teachers create
opportunities for students to learn? The
President of The National Council of
Teachers of Mathematics shares
reflections and advice.

Robert 0. Berry Ill

CURRICULA AND CONTENT

WHY BUFFALO IS “ALL IN" FOR UPENDING THE
OPPORTUNITY MYTH

In The Opportunity Myth, TNTP partnered with five anonymous
school systems across the country to understand how
students were experiencing the school day. In a candid
interview, Buffalo Public Schools publicly names that they are
one of those school systems.

Tequilla Brownie

See more posts about Schools and Classrooms

=
SUBSCRIBE TO OUR MAILING LIST

PERSONAL PERSPECTIVES

STUDENT VOICE

A MOTHER AND SON DISCUSS THEIR HOPES AND FEARS
ABOUT COLLEGE

A high school junior talks with his mother about what schools
can do better to prepare kids for college. “Families shouldn't

have to wait until senior year to be faced with the reality that
their kids aren't ready for college.”

Paul Hee

TEACHER VOICE

AS A TEACHER, | KNOW STUDENTS
NEED CHALLENGING COURSEWORK
T0 THRIVE

Fishman Prize Winner Joshua Martinez
introduced more rigorous content in his
class, and his fourth-graders rose to the
occasion. “When given a challenging and
personalized learning environment,
students thrive.”

Joshua Martinez

SOCIAL JUSTICE

THE COLLEGE ADMISSIONS SCANDAL AND THE TRUTH
ABOUT MERITOCRACY

We should never stop doing the necessary work to disrupt
unfair systems and reform them to create equitable access. In
the meantime, let's start by helping our students overcome
these barriers.

Colin Seale

See more posts about Personal Perspectives P
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SYSTEMS AND POLICY

i3 EDUCATION POLICY

THREE WAYS TO DIVERSIFY THE
TEACHING PROFESSION

We're never going to diversify teaching
until we diversify teacher preparation. To
do that, we need to overcome three
obstacles.

Dan Weisberg
SOCIAL JUSTICE STUDENT VOICE
MAKING OUR SCHOOLS SAFE FOR ALL STUDENTS AND A STUDENT ASKS: ‘ARE DECISION MAKERS FINALLY
TEACHERS GOING TO LISTEN TO US?
The Trump Administration's latest proposal to erase Real student voice occurs when students are present, active,
transgender students is nothing short of bigotry. and an equal part of the decision-making processes.
Diana M. Ward David Goncharuk

See more posts about Systems and Policy p

Figure 31: The blog landing page for The New Teacher Project found at
https://tntp.org/blog

Figure 31 shows screenshots of The New Teacher Project’s blog. Its main landing page
organizes all content into four main categories: (from top to bottom of the page)
Featured Stories, “Schools and Classrooms,” “Personal Perspectives,” and “Systems
and Policy.” In addition, each article is tagged with further subcategories like “Social

Justice,” “Student Voice,” and “Educational Policy”.” Users can search the article by
subcategory at the top of the blog landing page.


https://tntp.org/blog
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Figure 32: Screenshot of The Fund blog landing page found at
https://thefundchicago.org/blog/

Now let’'s compare these categories to The Fund’s blog. The Fund separates
content into the following categories: “Fund Program,” “Leadership,” “Innovation,”
“Policy,” and “Community and Partnerships.” Figure 32 shows The Fund landing
page. Note that in order to look into these categories, users have to click on the
tabs.

Note how specific The New Teacher Project blog categories are compared to The
Fund’s blog categories. For example, The New Teacher Project has a “Systems and
Policy” category with an additional subcategory of “Educational Policy.” These may
seem like trivial details, but when we are fighting for a user’s click within the website
or in a search results page, we want to be as specific as possible to make the
content seem most appealing to the users.

A difference in specificity continues to be evident within the blog titles as well. Note The
New Teacher Project blog article titles in Figure 8 are all aimed at enticing users’
interest in clicking on the content. For instance, under their “Policy and Systems”
section the three featured blog titles are: “Three Ways to Diversify the Teaching
Profession,” “Making Our Schools Safe for All Students and Teachers,” and “A Student
Asks: Are Decision-Makers Finally Going to Listen to Us?” These titles are all
appealing to users because they cover universally discussed, relevant topics, and ask
enticing questions.
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In contrast, these are the three most recent titles taken from The Fund’s Policy
section of the blog: “Building Leaders,” “Protecting Chicago’s Competitive
Advantage: It’s Principals,” and “The Principalship in Chicago.” These titles do not
focus on broadly applicable topics and fail to be specific enough to win users click if
they were shared on social media.

It is worth noting that The New Teacher Project has more resources devoted to their
website blog with a communication staff of multiple people. While The Fund may not
have the same resources to devote to their blog, we can still strive for the “gold
standard.”

Future Blog Considerations

Moving forward, this might mean rethinking what types of blog posts are created.
Consider taking The New Teacher Projects lead and allowing for “Student Voices”
where you invite Chicago high school students to write on big topics in education.
The Fund already has incorporated some principal authored blog posts in the past;
consider expanding these and calling them “Principal Voices,” while making sure
that these posts are specifically aimed at big educational ideas like “A Chicago
Principal Talks About How Differentiation Changed Their School.” (revisit “Search
Keywords” for more ideas on high traffic search terms that would likely attract
users to The Fund website).

Fund authored blog posts can still exist, but | recommend rebranding their
focus to be more appealing to users. Consider the following formats for Fund
authored blog content:

- a Principal how-to article, an advice column

- afrequently asked questions

- instead of broadly interviewing a principal, ask them for a specific story
of a time that impacted them and focus the article on that one impactful
instance

« ask a principal to clarify commonly perceived fictions from facts

« get a principal to play “expert” on a hot-button educational topic

- Listicles! (“Curie principal shares the top 3 things every principal wishes for their
students”)

Although a seemingly dichotomous statement, generally, | recommend making
content more narrowly focused but themed toward much broader educational topics.

It's crucial to note that we can make articles more appealing or “flashy” for the click
while still delivering high quality, deep content. In fact, this must be the case; great
content will never get viewed if we are unable to win the click with an appealing title
and focus, yet it will not matter if we win the click if users arrive at the website to find
meaningless or irrelevant content.
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Website Content Report Recommendations
» Display the newest blog posts higher up on the homepage
o Goal: convert more traffic from the homepage to content to keep users
engaged on the website
» Move links to other blog posts and relevant Fund programming up from the
bottom within blog posts
o Goal: decrease the incredibly high exit rate from blog posts by getting
users to interact with other parts of the website
> Create an email list sign-up on the blog page for subscription to The Fund blog
and send out emails when new posts are published
o Goal: create a new micro-conversion to increase the chance of repeated
engagement with website content
» Implement new thematic focused blog content (see “Future Blog Considerations”)
o Goal: decrease the high bounce and exit rates from blog content and
increase the number of blog page views
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Mobile Use Report

Report Overview

It is crucial that we analyze the mobile optimization of The Fund’s website; as the digital
world increasingly shifts toward mobile usage, it becomes increasingly more likely that a
user’s first interaction with The Fund’s website or The Fund’s brand will be through a
mobile webpage.

According to recent research done by ComScore, mobile users consume more than two
times the minutes online than desktop users. Thus, we must give as much consideration
to the format of the mobile webpage as we would to the desktop webpage.

Comparison of Experiences Across Devices

TH ECHICAGO Contact Donor Resources
T PUBLIC

EDUCATION
FUND OUR APPROACH OUR WORK HOW TO HELP WHO WE ARE BLOG O\ DONATE

Transforming Chicago's Public
Schools

Investing so that students benefit:-from strong
school leaders citywide

v

LEARN MORE

Figure 33: The Fund homepage (thefundchicago.org) as it appears on a desktop
computer
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Figure 35: The Fund homepage
(thefundchicago.org) as it appears on a
tablet (Ipad)

programs and initiatives that enable Chicago
to attract, support and keep strong

principals.

OUR APPROACH

| S N —

Figure 34: The Fund homepage (thefundchicago.org)

as it appears on a mobile phone (Iphone XR)
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Figures 33, 34, and 35 all compare the view of The Fund’s home page across the three
types of devices we will discuss in this report: mobile, desktop, and tablet.

The website appears to be responsive, meaning that it adapts properly for the screen
size of the device that is being used. Note that the main difference when comparing the
homepage on the desktop to the homepage on the tablet or mobile device is that the
toolbar must be expanded by clicking in the top right corner of the screen. Overall, all of
these views seem accessible to the user.

8:58 7 il LTE @) 8:58 4 1l LTE @)
& thefundchicago.org @ thefundchicago.org
CHICAGO — CHICAG o
THE PUBLIC O — THE'FQUQEQ @) —_—
FUND \ FUND \

OUR WORK 2018-19 Progra

Programs for
Principals

Individualized and responsive leadership
development

Programs for Principals

Great leadership is critical to student success.

That’s why The Fund invests in innovative program

that keeps our best principals in the schools that ne

We offer leadership development opportunities for
more principals we reach, the more students we se;
we provide. Each dot on the map represents one of

year. Those principals and their teacher teams supg

Explore the map by selecting individual programs c

to view all 279 participants.

To learn more about the programs we provide to Ch

Figure 36: Mobile screenshots taken on the Our Work: Programs page
(https://thefundchicago.org/our-work/programs/)
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Upon further exploration of the mobile website, the only page that seems to have an
error is shown in Figure 36. The map plug-in used by the website may have an effect on
the page layout and as a result the text does not properly align. This will need further
attention and should be cleaned up for a better mobile experience.

Traffic Across Devices

Device Category Pages /

Bounce Rate Session

Avg. Session

Users W+ New Users Sessions Duration

31,000 30,748 45149 62.63% 2.48 00:01:57

1. desktop 19,846 (63.55 19,520 (s3.48° 30,151 (66.78% 56.48% 2.79 00:02:22
2. mobhile 10,496 (33.67 10,353 (33.67¢ 13,848 (30.67° 75.54% 1.82 00:01:04
3. tablet 889 (285 875 (285 1,150 (255 68.35% 2.40 00:01:41

Figure 37: The Fund website basic device report displaying the devices that users
utilized during their visits.

Figure 37 displays the breakdown of the devices used across mobile users that
accessed The Fund’s website. Desktops are still the number one way users are
accessing the website with 63.55% of users visiting the website using this device.
Mobile is the second most popular device used to access the website with 33.61% of
users using a mobile device, followed by tablets with just 2.85% of traffic.

Mobile traffic appears to be the weakest quality visit among the three devices with an
average session duration of just over one minute compared to average durations of 2
minutes 22 seconds on desktops and 1 minute 41 seconds on tablets. Unsurprisingly,
the bounce rate across devices supports the assertion that desktop users display higher
quality visits; desktop users have a bounce rate of 56.48% while mobile users have a
bounce rate of 75.54% and tablet users show a bounce rate of 68.35%.

Interestingly, tablet users almost average the same number of pages viewed per
session as desktop users. As Figure 5 shows, desktop users view an average of 2.79
pages per session while tablet users view an average of 2.40 pages per session. Mobile
users average just 1.82 pages per session, displaying a serious deficit in quality visits
when considered alongside their poor session duration and bounce rate statistics.

Given that The Fund’s website is content heavy, it might make sense that tablets would
outperform mobile devices on quality visits; it may be that The Fund website is difficult
to read on mobile devices and the larger, more rectangular screens on desktops and
tablets offer users a better experience. It is not enough to accept this as the standard
experience for users; we must reexamine the layout of the Fund’s mobile page to create
a more mobile friendly experience.
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Acquisition Behavior

Mobile Device Info Pages /[

Bounce Rate Session Avg. Session

Users - Mew Users Sessions Duration

11,379 11228 14,998 74.99% 1.86 00:01:07

1. AppleiPhone 6,945 (60.73%) | 6809 (60.64%) | 9,441 (652.95% T73.72% 1.84 00:01:09
2. AppleiPad 654 (5.72%) 642 (572% 876 (5.84% 67.01% 2.49 00:01:42
3. AppleiPhone 7 213 (1.86%) 204 B2% 277 B5% 87.73% 1.29 00:00:22
4. Samsung SM-G950U Galaxy S8 175 (1.53%) 173 54% 237 58% 74.26% 2.36 00:01:20
5. AppleiPhone 6s 153 (1.34%) 151 34% 171 4% 85.38% 1.24 00:00:30
6. Samsung SM-G955U Galaxy S8+ 144 (1.26%) 142 26% 206 37% 70.39% 1.92 00:01:09
7. AppleiPhone 7 Plus 125 (1.09%) 122 09% 162 08% 90.74% 1.17 00:00:14
8. AppleiPhone X 115 (1.01%) 109 (0.97% 143 (0.95% 84.62% 1.34 00:00:40
9. Samsung SM-N950U Galaxy Mote8 111 (0.97%) 110 (0.98% 131 (0.87% 79.39% 1.89 00:00:36
10. AppleiPhone 8 102 (0.89%) 101 (0.90% 130 (0.87% 86.15% 1.24 00:00:46

Figure 38: Mobile device report displaying the types of devices used by The Fund’s
mobile and tablet users

Looking deeper into mobile and tablet use, Figure 38 shows the types of devices used
by The Fund’s mobile audience. The iphone leads all mobile devices by a large margin
with 60.73% of all mobile and tablet users accessing the website through an iphone
device. The ipad also dominates the tablet audience with no other tablet devices
registering in the top ten devices used to access the website. This is important to
consider as we look to redefine the mobile experience.

Additionally, if The Fund were ever to create an app, these numbers would indicate that
the majority of users would be using AppleOS, however we would always want to create
both AppleOS and AndroidOS versions of applications to reach our entire audience.
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Mobile Friendly Assessment

Page is mobile friendly

This page is easy to use on a2 mobile device

673

Figure 39: The results of the “Mobile-Friendly Test” performed by Google

Google provides a free test of website mobile friendliness to assess if the webpage is
viewable without error on a mobile device. The Fund’s website received a “mobile
friendly” rating and all 673 webpages included within the website are given a “valid”
label meaning that there are few or no errors on their mobile formats.

It is important to note that while this means that the website is technically valid and
viewable, this does not mean it is formatted in a way that will foster a quality visit for the
user. It is one thing to be able to view a webpage on a mobile device, but the real goal
should always be engagement with the webpage and, as the analytics have shown,
across mobile devices The Fund’s website has failed to engage mobile users in a
meaningful way.

Despite this technical stamp of approval, | recommend restructuring the pages of the
mobile website to be less content driven and formatted in a more aesthetically beneficial
way for the ever scrolling mobile user.

Mobile Report Recommendations
» Fix the map for mobile devices on the “Programs for Principals” page
o Goal: create a seamless mobile experience for users
» Create a less content driven mobile homepage
o Goal: decrease the high mobile bounce rate by engaging users on mobile
devices
» Use other analysis tools to examine why the mobile bounce rate is so high
o Goal: decrease the high mobile bounce rate by engaging users on mobile
devices
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Conclusion: Areas of Further Analysis

Greatest Remaining Challenges
1. Diversifying acquisition channels to create an overall more balanced website
acquisition (increasing referral traffic and email traffic and decreasing organic
search)

2. Obtaining higher quality visits from users

Strategies to implement
1. Reimagined Blog Content
= Redefining blog content with a focus on “deep” content that focuses
on highly searched educational key words aims to:

o increase quality visits to the website because users
obtained via deep content searches are more likely to
engage with The Fund website so long as other deep
content exists on the website

= Creating partnerships with other organizations for targeted referrals
in which The Fund asks other websites to link to their content in
order to:
* intentionally increase referral traffic and boost the website’s
SEO
= Implementing an email subscription to blog content for the purpose
of:

o creating a new micro-conversion that will increase

emalil referral traffic and increase blog page views
2. Find answers to the unanswered questions with qualitative methods:

* The overall website bounce rate, the homepage bounce rate, the blog bounce
rate, and the blog exit rate still remain major areas of concern.

» As previously discussed, based on data alone, it is still unclear how concerning
these metrics are because the data alone does not necessarily answer whether
or not these visits were quality visits. That is to say: did these users leave the
website because they were lost, unengaged, or confused, OR did these users
get the information they needed and left the website.

» With analytics alone, it is difficult to determine whether these interactions are
quality visits and without this determination it is impossible for us to say whether
we need to take steps to fix these visits.

* In order to answer these questions, | recommend using a traffic analytic service
called “Hot Jar” for one month. Using this service we can record individual user’s
sessions and, based on their navigation of the page, determine if their visit was
guality or not in a qualitative way not obtainable through quantitative data. The
price for implementing this service would be $30/month.


https://www.hotjar.com/
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Recommendations

» Shorten the length of the website homepage
o Goal: improve digestibility for the user and create a less confusing website
navigation
» Minimize the number of links found on the website homepage and consolidate
remaining links/buttons into consistent aesthetic appearances
o Goal: decrease user confusion on the homepage and make website
information more accessible to the user
» Change the URL for the Principal Pride Page from “/principal” to “/principal-pride”
o Goal: better represent the page’s content within the URL to make user
navigation easier
» Reevaluate all pages for consistency in arrangement of content (especially those
pages added after the website’s initial design)
o Goal: create a consistent look and feel to content throughout all of the
website’s pages
» Add more visual content to pages when appropriate (especially programmatic
pages such as the Communities of Practice page)
o Goal: create a more engaging experience throughout the website through
the use of visual content
o Goal: provide a better idea of what programs look like to users that are
unfamiliar with The Fund'’s work

User Acquisition Report Recommendations:

Acquisition Target % of overall Actual % of overall
Channel traffic traffic

Organic Search 40-50% 61%

Direct Traffic 20% 22.4%

Referral Traffic 20-30% 5.51%

Email 10% 2.5%

Figure 12: Summary of The Fund website acquisition channels vs their target ranges.

» As summarized in Figure 12, we need to continue to integrate ways to make The
Fund’s traffic healthier by: decreasing organic search traffic approximately 10%,
increasing referral traffic by approximately 20% and increasing email traffic by
approximately 7%

o Goal: diversify traffic to ensure a more stable user acquisition and target
users that will provide higher quality visits to improve metrics like bounce
rate and page views per session.
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Create a filter in google analytics to exclude any traffic from The Fund’s IP
address
o Goal: capture a more accurate sample of data that includes only true
users of The Fund website
Write future blog content thematically around high impact search terms
o Goal: get higher quality visits from our organic search acquisition and this
will allow for users to be connected to The Fund based on deeper content
Change Homepage Google snippet to “Chicago Public Education Fund |
Transforming Schools”
o Goal: we want users to have a more specific idea of what The Fund is
when searching so they are more likely to click on the page
Change the “Homepage” meta description to read something like: “The Chicago
Public Education Fund is a nonprofit organization investing in principals to build a
critical mass of great public schools in Chicago”
o Goal: to get the meta description to “sell” the user on the page and gain
the user’s interest to get them to click on the page
Add keywords to the SEO of every page
o Goal: Although not used by Google, these keywords help the SEO of each
webpage
Add Alt Tags to the SEO of every page
o Goal: to give every page on the website the best chance at success in the
search results page
Change the “Our Work” meta description to read something more specific like:
“The Fund invests in strong school leaders through our programs, policy work,
and dynamic partnerships. Strong school principals leads to strong schools”
o Goal: make it more likely to gain the user’s interest in the Search Engine
Results Page and get them to click on the page
Complete a check of SEO for every page on the website
o Goal: ensure that all pages are fully optimized (necessary based on the
needs of the pages checked in Appendix B)

Social Media Report:

» Add a donation button to The Fund’s Facebook page

o Goal: utilize the success of the homepage button on the Facebook page to
make it easier for users to donate on The Fund’s website (this is
especially important when Fund social media traffic is high like during
Principal Pride)

» Update The Fund Facebook “Principal Pride” tab to include 2018 videos

o Goal: ensure that users can access the full breadth of The Fund’s work so
they have a more accurate idea of what The Fund does

» Update The Fund Facebook “About” tab to include Fund 5

o Goal: ensure that users can access the full breadth of The Fund’s work so
they have a more accurate idea of what The Fund does

» Find more opportunities to cover live events on The Fund Facebook page

o Goal: increase engagement on Facebook
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» Add a more descriptive Twitter description
o Goal: increase engagement on Twitter by being more accurately
represented within this social media presence
» Add a link to The Fund website homepage on Twitter
o Goal: replicate the success of social traffic from Facebook by making it
easier for Twitter followers to get to The Fund homepage
» Add a link to The Fund website homepage on LinkedIn
o Goal: replicate the success of social traffic from Facebook by making it
easier for Linked In user to get to The Fund homepage
» Add regular posts to LinkedIn
o Goal: engage more users on social media to increase social traffic

Referral Report:
» Integrate email campaign tracking into My Emma emails used by The Fund
(instructions here)
o Goal: get more accurate tracking of email campaigns to better assess their
effectiveness
» Establish relationships with Educational organizations (mimicking The Fund’s
current digital relationship with CPS) to ask that links to Fund content be shared
on their website
o Goal: increase referral traffic which will in turn boost the website’s SEO
and bring new, quality users to the website

Website Content Report:
> Display the newest blog posts higher up on the homepage
o Goal: convert more traffic from the homepage to content to keep users
engaged on the website
» Move links to other blog posts and relevant Fund programming up from the
bottom within blog posts
o Goal: decrease the incredibly high exit rate from blog posts by getting
users to interact with other parts of the website
» Create an email list sign-up on the blog page for subscription to The Fund blog
and send out emails when new posts are published
o Goal: create a new micro-conversion to increase the chance of repeated
engagement with website content
» Implement new thematic focused blog content (see “Future Blog Considerations”)
o Goal: decrease the high bounce and exit rates from blog content and
increase the number of blog page views

Mobile Report:
» Fix the map for mobile devices on the “Programs for Principals” page
o Goal: create a seamless mobile experience for users
» Create a less content driven mobile homepage
o Goal: decrease the high mobile bounce rate by engaging users on mobile
devices
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Appendices
Appendix A: Web Usability Checklist
9

Nakes
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25-point Website Usability Checklist

Accessibility

Rating  Comments

1. Site load-time is reasonable
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17. Site search is easy to access
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Content

18. Major headings are clear & descriptive
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22, Ads & pop-ups are unobtrusive
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23, Main copy is concise & explanatory

24, URLs are meaningful & user-friendly

25, HTML page titles are explanatory
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Appendix B: SEO Check

Overview

In order to ensure that The Fund is appearing in relevant searches, we must check the
website’s SEO. The website’s SEO, or Search Engine Optimization, includes several
factors that Google’s algorithm uses when determining where a website should appear
on the search results page. We will examine the homepage and the “our work” page.

Homepage

First, we will examine The Fund’'s homepage as it is the most likely page that users will
search for. We will examine both the google snippet that comes up when users search
for the page and the SEO on the page itself.

Homepage URL: thefundchicago.org

Chicago Public Education Fund: Homepage

hitps:/thefundchicago.org/ =

The Chicago Public Education Fund (The Fund) is a nonprofit organization working to build a critical
mass of great public schools in Chicago.

You've visited this page 4 times. Last visit: 2/10/19

Our Team Board of Directors

Cur team, comprised of individuals The Fund's Board of Directors works
dedicated to this mission ... to ensure that every child ...

Join Our Team Our Work

Join Our Team. The Fund Summer Cur Work. Transforming Chicago's
Fellowship — Engagement - The ... public schools by investing in ...
Fund History The Chicago Principal ...
"The Fund has provided me with the As a lead partner of The Partnership,
resources and relationships ... The Fund jeins ...

Figure A: The google snippet that appears when searching for “The Chicago Public
Education Fund” on Google

Homepage Snippet: The Google snippet displayed in figure A is what appears to users
on the search results page when searching for “The Chicago Public Education Fund”.
The snippet is important because it is what attracts users to enter the website and, with
that, it needs to be engaging enough to win users’ click.
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Homepage Title: The page title appears at the very top of figure A next to the red arrow.
The page title should tell users what they are clicking on when they choose to interact
with the website but also think about what users might be searching for when they come
across the page. The current page title reads “Chicago Public Education Fund:
Homepage”. While this is an accurate description, “homepage” leaves much to be
desired as users will not be searching for “homepage” and “homepage” does not further
user’s understanding of the organization. | recommend changing the page headline to
read “Chicago Public Education Fund | Transforming Schools”. This keeps the page title
under the 55 character limit and adds the key word “schools” while briefly exposing
users to The Fund’s mission to transform public schools and invest in principals.

Homepage Meta Description: The meta description is located below the page title next
to the yellow arrow in Figure A. The meta description provides a preview of what the
user can expect if they click on the page. This is where we need to really sell the user
on the page. The description here does not add any value to boosting The Fund in
search results, but it does help win users’ click if written effectively.

The current meta description reads “The Chicago Public Education Fund (The Fund) is
a nonprofit organization working to build a critical mass of great public schools in
Chicago.” This description is adequate, however | believe there is room to create a
more compelling description of The Fund’s work. | would recommend changing the
meta-description to something like “The Chicago Public Education Fund is a nonprofit
organization investing in principals to build a critical mass of great public schools in
Chicago”. Principals are the key to all of The Fund’s work and are likely to be a large
number of the website’s users, yet the current metadescription does not mention
principals. The hope is that a more specific metadescription, that still withholds some
information (in this case the “how?”) will be more likely to win users over and get them
to visit the website at a higher rate.

Next, we will step through a checklist of less visible elements of a page that effect the
website’s SEO performance. These elements may not be visible when on the page
itself, but are important to monitor to ensure the website is appearing as high as
possible in search results.

IMAGES without ALT without TITLE

8 8 3
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Headers || Images || Links || Social || Tools || Ads@)
Title Homepage - Chicago Public Education Fund
Description The Chicago Public Education Fund (The Fund) is a nonprofit
41 characters organization working to build a critical mass of great public
schools in Chicago.
Keywords Keywords are missing!
URL https:/thefundchicago.org/
Canonical https:/thefundchicago.org/
Robots Tag Robots meta tag is not defined.
Author Author is missing.
Publisher Publisher is missing.
Lang Lang attribut of HTML element is missing.
H1 H2 H3 H4 H5 He Images Links
1 2 2 3 0 1 8 32
Element Current Recommended
Paige is text-dominant? y/n | Yes No change

Best Guess — focus
keywords

Chicago, Education, Fund,
Principals, Nonprofit

Add keywords to the page

Keywords in first graph?

Keywords not included

Add keywords (same as
above)

URL in plain English on Yes No change

site?

Anchor text meaningful? Yes No change

H1/H2/H3 Structure? Yes No change

Alt tags present? None Add alt tags to all pictures

Figure B: Checklist of SEO page elements for thefundchicago.org. Changes needed are

indicated in red
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Homepage SEO

Figure B summarizes a brief checklist of important webpage elements that have a high
effect on SEO. The homepage is generally strong in its SEO. The page is text-dominant
in searchable text that is recognized by Google in searches, the URL is in plain-English,
anchor text (text that links users to other part of the website) is meaningful and
accurately describes where the link will direct to, and the website uses titles that help
searches find relevant parts of the page (known as H1/H2/H3). All of these factors
contribute to a strong SEO presence. | would recommend a few changes. When
returning to think about search terms, | would guess that terms like “Chicago,”
“Education,” “Fund,” “Principals,” and “non-profit” would be highly used by users
searching for the page. The website does not currently use any keywords however. |
would add these keywords to the back-end of the website. Although it will not directly
help move the page up on the search result page, it is still an important back-end
component. Lastly, | recommend adding descriptions to every picture on the website
known as “alt tags.” These descriptions communicate the content of pictures with
Google and assist in boosting the website’'s SEO.

Our Work Page

» Our Work - Chicago Public Education Fund
https://thefundchicago.org/our-work/
Our Work. Transforming Chicago's public schools by investing in the ... The Fund publishes reports and
case studies to advance and protect policies that are ..

Figure C: The google snippet that appears when searching for “Our work The Chicago
Public Education Fund” on Google

Our Work URL.: https://thefundchicago.org/our-work/

Our Work Snippet: The Google snippet displayed in Figure C is what appears to users
on the search results page when searching for “Our Work The Chicago Public
Education Fund”. The snippet is important because it is what attracts users to enter the
website and, with that, it needs to be engaging enough to win users’ click. The snippet
for the “Our Work” page can be found next to the green arrow.

Our Work Title: The page title for the “Our Work” page reads is located next to the red
arrow and reads “Our Work — Chicago Public Education Fund”. This title adequately
describes the content of the page. Additionally, including “The Chicago Public Education
Fund” is valuable because those are likely words that users will search for. |
recommend keeping this page title.
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Our Work Meta Description: Looking below at Figure D, you will note that there is no
meta-description written for this page. The meta description in the current Google
snippet, next to the yellow arrow in Figure 11, is auto-generated by google and is not
very descriptive. Remembering that this description is supposed to sell users on the
website, | would recommend changing the meta description to read something like “The
Fund invests in strong school leaders through our programs, policy work, and dynamic
partnerships. Strong school principals leads to strong schools.” The idea here is that a
more dynamic description will be more likely to attract users to this page.

IMAGES without ALT without TITLE

8 8 3

‘SUMMARY‘ Headers || Images || Links || Social || Tools | Ads

Title Our Work - Chicago Public Education Fund

Description Description is missing!

Keywords Keywords are missing!

URL https:/thefundchicago.orgfour-work/

Canonical hitps:/thefundchicago.org/our-work/

Robots Tag Robots meta tag is not defined.

Author Author is missing

Publisher Publisher is missing.

Lang Lang attribut of HTML element is missing
H1 H2 H3 H4 H5 H& Images Links
1 3 4 4 0 0 6 91

= Robots txt Sitemap.xmk
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Element

Current

Recommended

Page is text-dominant? y/n

Yes

No change

Best Guess — focus
keywords

Chicago, Education, Fund,
Principals, Nonprofit,
Work, Mission, Programs,
Partnerships

Add keywords to the page

Keywords in first graph?

Keywords not included

Add keywords (same as
above)

URL in plain English on Yes No change

site?

Anchor text meaningful? Yes No change

H1/H2/H3 Structure? Yes No change

Alt tags present? None Add alt tags to all pictures

Figure D: Checklist of SEO page elements for thefundchicago.org/our-work/. Changes

needed are indicated in red

Our Work SEO

Figure D summarizes a brief checklist of important webpage elements that have a high
effect on SEO. The “Our Work” page is generally strong in its SEO. The page is text-
dominant in searchable text that is recognized by Google in searches, the URL is in
plain-English, anchor text (text that links users to other part of the website) is
meaningful and accurately describes where the link will direct to, and the website uses
titles that help searches find relevant parts of the page (known as H1/H2/H3). All of
these factors contribute to a strong SEO presence.

This web page does not have any current keywords. | would recommend again adding

keywords like “Chicago,
‘programs,” “

Education,

Fund,” “Principals,” “non-profit,

work,” and “mission” because they would be highly used by users

partnership,”

searching for the page. | would add these keywords to the back-end of the website.
Although it will not directly help move the page up on the search result page, it is still an
important back-end component.

| also recommend adding descriptions to every picture on the website known as “alt
tags.” These descriptions communicate the content of pictures with Google and assist in
boosting the website’s SEO. We want to give every page of the website the best chance
of finding users and winning their click when they perform a search, which is why we
need to include these details on every page.
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Site Search

Once users reach The Fund’s website, they may use site search to conduct additional
searches. Site search is the search that is enabled within The Fund’s website. Users
access this search via the magnifying glass in the upper right corner of the toolbar.
Currently, site search tracking in not enabled on the Google Analytics page. |
recommend that we enable analytics for this tool moving forward to gain insights on
what content users are searching for once on The Fund’s website.
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Appendix C: Top 100 Referral Websites

Avg.
Pages/ Session
New Session Bounce Sessio Duratio
Source Users Users s Rate n n
cps.edu 550 479 710 48.73% 3.14 103.59
charitynavigator.org 56 53 71  35.21% 2.80 107.90
mail.google.com 47 37 64 65.63% 2.14 132.16
makeitbetter.net 38 35 45 28.89% 3.27 177.02
100.00
99-reasons-for-seo.com 33 33 33 % 1.00 0.00
duckduckgo.com 31 28 44  43.18% 3.64 182.91
philanthropynewsdigest.org 28 27 29 24.14% 4.79 115.17
research.relsci.com 25 23 28 42.86% 2.21 131.43
chicagotribune.com 21 21 24 83.33% 1.46 61.79
nubuilderof.info 21 21 21  61.90% 1.38 119.24
we-pingair-for-you.info 21 21 21  52.38% 1.48 17.62
100.00
999automation.com 20 20 20 % 1.00 0.00
americanprogress.org 20 11 52 53.85% 2.44 69.23
best-ping-service-usa-1.info 100.00
H=-H H H =H H visit-us 20 20 20 % 1.00 0.00
display-your-ads-hereti.info 20 20 20 40.00% 1.60 237.70
earn-moneyir.info 20 20 20 55.00% 1.45 172.80
getde-click.info 20 20 20  40.00% 1.60 26.40
100.00
getity-more-free-visitors.info 20 20 20 % 1.00 0.00
100.00
kloudconnectors.com 20 20 20 % 1.00 0.00
100.00
maxigezi.com 20 20 20 % 1.00 0.00

nubuilderer.info 20 20 20 50.00% 1.50 162.50
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ping-test.net

tea-side.com

txmdsxtmxczbemi.com
nubuilderof.shop
oiggynivbyxelvgxew.com
iconichipster.com
tpc.googlesyndication.com
uchicagoimpact.org
educationpioneers.org

jamiesonschool.org

uptime-eu.net
blog.feedspot.com
classroom.google.com
en.wikipedia.org

tfachicagonwi.org

dombestofferhdd.info

educationalequity.org

ivegetadsincome.info

krumblea-advertising.info

us.search.yahoo.com

everett.cps.edu

originalism-paintings.info

perform-likeize-alibaba.info
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55.56%

94.12%

47.37%

19.05%

84.62%

100.00
%

36.36%

81.82%

81.82%

64.71%

100.00
%

90.91%

100.00
%

100.00
%

30.77%

100.00
%

100.00
%

100.00
%

1.00

1.45

1.00

1.47

1.47

1.44

1.18

3.05

5.19

1.92

1.00

1.73

1.18

1.55

1.76

1.00

1.45

1.00

1.00

4.08

1.00

1.00

1.00

0.00

41.85

0.00

201.79

307.58

83.11

7.41

144.95

664.14

29.69

0.00

42.64

0.45

11.73

73.00

0.00

23.27

0.00

0.00

156.46

0.00

0.00

0.00
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uptime-as.net

dropbox.com

forbyt-marketers.info

icontact-archive.com

krumble-adsist.info
northgrandhs.org
premium.easypromosapp.com

r.search.aol.com

uptime-us.net
curiehs.org

dnainfo.com

gotravelyourself.com
illinois.joinhandshake.com
patrickhenryes.cps.edu

reggienet.illinoisstate.edu

schoolleadership.surefiregrid.com

depaul.joinhandshake.com
insidephilanthropy.com
jobs.activate-ed.org
search.tb.ask.com
educationpost.org
the74million.org
blackbaud.my.salesforce.com
chicagoreporter.com

d2l.nl.edu
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25.00%

75.00%
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1.44

1.00
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2.00

1.50

2.57

1.40

2.50

4.00

5.25

1.25

0.00

257.06

0.00

114.91

0.00

93.50

165.37

20.44

0.00

42.00

33.25

0.00

46.67

8.75

134.30

156.76

146.86

22.83

295.00

37.29

57.40

230.17

67.00

223.75

10.75
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ecosia.org
free-website-traffic.com
haas.stanford.edu
openmarkets.cmegroup.com
psjd.org

searchencrypt.com

surveymonkey.com

teachplus.org
theosafoundation.org
toolsvm.employon.com
zoominfo.com
careers.college.indiana.edu
christenseninstitute.org
cicsbucktown.org
colum.joinhandshake.com

justworks.lightning.force.com

leelions.org
mail.yahoo.com
mailchi.mp

mycheaptraffic.com

outlook.live.com
search.xfinity.com
stayclassy.my.salesforce.com

139.61.38.11

adtalem.com

advisor.tv
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2.50
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4.00

400.88

20.25

20.25

117.50
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41.25

46.69
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164.25
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79.75
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26.67

14.00

90.10

14.25
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8.50
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app.joinhandshake.com
beasleyac.org

blogs.microsoft.com

c.na6bl.visual.force.com

cicsirvingpark.org

The Fund Google Analytics Report (2019) - Pieczynski

100.00
2 3 %
2 2 50.00%
1 2 50.00%
100.00
2 2 %
100.00
2 8 %

1.00

1.50

1.50

1.00

1.00

0.00

26.00

0.50

0.00

0.00



