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Audit Process

• Run automated crawler for page data 
and metadata

• Google Analytics data by page
• Visual review of content structure 

and page 
• Sampled in larger site sections

• Generate questions, 
recommendations, ideas



Spreadsheet of all data
Link to spreadsheet

https://docs.google.com/a/fourkitchens.com/spreadsheets/d/1fPhIk596Be5QGevm7EGyQn51EBU9Ql0nViiVGQH1TLc/edit?usp=sharing


Findings and 
recommendations



Pageviews by section



Focus Areas section

• 4.9% of yearly pageviews
• 10 categories and 30 subcategories of focus areas:

• The list is long, hard to scan
• Industry jargon and terms that seem to overlap 

(“Responsible Finance” and “Responsible Digital 
Finance” for one example)

• Most popular page is the last one on the list
• Need to get user input on naming categories; 

consolidate categories where it makes sense



Data section

• 2.1% of yearly pageviews
• Infographics and interactive data visualizations, not raw 

data
• Recommendations:

• Make this content mobile-friendly
• Make this content accessible for those using 

assistive devices or who have low bandwidth
• Surface relationships to publications more 

prominently



Regions section

• 2.0% of yearly pageviews
• This section appears to be rarely used and doesn’t add 

much more context to content 

• Should it be as prominent as it is on the site? How 
useful is this view of content? 

• Region filters are available elsewhere on the site - is 
that enough access to region functionality to make 
this section superfluous?

• If it needs to remain on the site, simplify and make 
useful from user perspective. What do they need 
that is region- or country-specific? 



Blog section

• 30.8% of yearly pageviews
• Several very popular blog posts dominate pageviews

• Lots of users coming from organic search and leaving 
after reading a single post
• Suggests that the site needs to do a better job of 

engaging these users and encouraging them to read 
more content (and stay on CGAP.org!)

• Photography is beautiful and would be an excellent 
asset to emphasize in design updates

• Think about different formats for different post types 
(top ten lists, long form posts, etc.) to effectively engage 
users



Publications section

• 16.2% of yearly pageviews
• PDF:

• Not trackable in the analytics data, so we can’t tell 
what’s being used

• Can be a large file download, not friendly to mobile or 
low-bandwidth

• Many are mostly text-based, why not make this a 
webpage?

• Interactive pages use flash, which can cause accessibility 
and mobile issues

• Surface the type of publication on the page
• Topics and regions are visible

• Clean up filters and simplify presentation of filtering 
functionality



About CGAP section

• 9.7% of yearly pageviews
• The FAQ page has good introductory content that could 

be useful for new users; make this content more 
prominent

• Explain CGAP’s impact if possible
• Consolidate into fewer pages when page doesn’t 

directly serve an organizational goal



Photos & Videos section

• 3.3% of yearly pageviews
• Much of the traffic is for the annual photo contest pages
• Opportunity to rework three (currently sidescrolling) tabs 

for easier scanning of video, interview, and photo sets 
• Aren’t interviews videos? Is separation important?

• Improve usability of information, currently hidden within 
an overlay (that can cover playing video) 

• Enhance slideshow interactions with UI and keyboard 
shortcuts (previous/next buttons with featured photo) 

• Not using taxonomies as filters here, another opportunity 
• Re-finding content could prove difficult 

• Recommend transcripts for accessibility and SEO 



Other sections

• News and Press Releases: 2.7% of yearly pageviews
• Would expect to find this info under About CGAP, 

but it is only in the footer
• Events: 1.2% of yearly pageviews

• No events currently listed

• Other parts of the site that contribute to the pageview 
totals include:
• Site search pages
• Photo Contest pages that appear to be missing or 

moved now
• System-generated URLs that end users rarely 

encounter



CGAP Analytics Review 

October 22, 2015



Goals of this review:
Understand general user activity of site
Evaluate current user pathways
Identify any potential tracking issues
Recommend updates to improve data collection

Date range: August 1, 2014-July 31, 2015

Pre-Review General Notes



User Geography
Link: Geography report

Focus countries/regions: US (English), Sub-saharan Africa (French), & South Asia (India)

https://www.google.com/analytics/web/?hl=en#report/visitors-geo/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731/


User Language

Primarily English, French, Spanish, German (based on user’s browser settings)

Link: Language report

https://www.google.com/analytics/web/?hl=en#report/visitors-language/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26explorer-table.plotKeys%3D%5B%5D%26explorer-table.rowStart%3D0%26explorer-table.rowCount%3D50/


User Technology
Link: Devices

20% already using handheld devices 

https://www.google.com/analytics/web/?hl=en#report/visitors-mobile-overview/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731/


User Behavior
Report: New vs Returning

Report: Frequency and recency

Many returning visitors over the course of the year (37.4%), compared to new (62.6%)

https://www.google.com/analytics/web/?hl=en#report/visitors-type/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731/
https://www.google.com/analytics/web/?hl=en#report/visitors-frequency-recency/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731/


Sessions & Page Views

Sessions Pageviews Pages/Session % New Visits

640,597 1,340,679 2.09 63%

Time frame: August 1, 2014 – July 31, 2015 Report: Audience Overview

Many sites experience a dip in summer, which you do not!

https://www.google.com/analytics/web/?authuser=1#report/visitors-overview/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26overview-graphOptions.selected%3Danalytics.nthMonth/


Peer Traffic Analysis 
Time frame: May 2015 – Oct 2015

Note: This timeframe doesn’t map to the other analytics, but shows the last 6 months



Sessions & Page Views: Year Over Year

Sessions Diff Pageviews Diff Pages/Session % New Sessions

2014–2015 640,597 5.5% 1,340,679 -5.54% 2.09 63%

2013–2014 606,867 1,592,678 2.62 60%

Time frame: Aug 1, 2014 – July 31, 2015 vs. Aug 1, 2013 – July 31, 2014

Note: Photo contest traffic was not included in tracking in 2014-15. Pageviews and sessions 
in table have been updated to reflect the Contest traffic tracked in another GA account.



Sessions by Source

Time frame: August 1, 2014 – July 31, 2015

• Organic traffic consistently accounts 
for over 50% of all inbound sessions.

• With the exception of organic traffic, 
volume from other sources is pretty 
steady.

• Organic traffic volume influences total 
volume of site traffic.

• Direct traffic is most engaged source.

Report: Sources

https://www.google.com/analytics/web/?authuser=1#report/acquisition-channels/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26explorer-graphOptions.selected%3Danalytics.nthMonth%26explorer-table.plotKeys%3D%5B%5B%22Social%22%5D%2C%5B%22Referral%22%5D%2C%5B%22Direct%22%5D%2C%5B%22Organic%20Search%22%5D%2C%5B%22Email%22%5D%5D/


Sessions by Source: Year Over Year

• Overall engagement has 
declined year over year, from 
2.62 pages/session vs. 2.09 
pages/session.

• Social audience engagement 
has dropped significantly, from 
3.61 pages/session to 1.74 
pages/session.

• Are there any differences worth 
noting in recent social media 
content, compared to the 
previous year? We’re thinking 
this was also skewed by photo 
contest data.

Time frame: August 1, 2014 – July 31, 2015 vs. August 1, 2013 – July 31, 2014

August 1, 2014 – July 31, 2015

August 1, 2013 – July 31, 2014



Session Sources: Organic Sessions
Time frame: August 1, 2014 – July 31, 2015

Top Landing Pages Blog pages account for 45% of all organic search landing pages.

Report: Organic Landing Pages

https://www.google.com/analytics/web/?authuser=1#report/acquisition-channels/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26explorer-graphOptions.selected%3Danalytics.nthMonth%26explorer-table.plotKeys%3D%5B%5D%26_r.drilldown%3Danalytics.trafficChannel%3AOrganic%20Search%26explorer-segmentExplorer.segmentId%3Danalytics.landingPagePath/


Organic Sessions: Landing Page 
Bounce Rates

Time frame: August 1, 2014 – July 31, 2015

Blog postings account for 8 out of top 10 landing pages with highest bounce rates for 
organic search. Recommend decreasing bounce rates from blog content, and engage 
audience with related content.



Session Sources: Direct Sessions

Time frame: August 1, 2014 – July 31, 2015



Session Sources: Referral Sessions
Time frame: August 1, 2014 – July 31, 2015

World Bank accounts 
for largest source of 
referral traffic, as well 
as the largest source 
of referred new 
sessions.

Report: Referrals

https://www.google.com/analytics/web/?authuser=1#report/trafficsources-referrals/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731/


Session Sources: Referral Sessions

Time frame: August 1, 2014 – July 31, 2015

The home page 
accounts for the 
primary landing page 
from referral sites.

 accounts 
for the majority of 
referrals to /about/faq. 
Where are these 
coming from?

Report: Kiva.org Referrals

http://www.kiva.org
https://www.google.com/analytics/web/?authuser=1#report/trafficsources-referrals/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26explorer-table.plotKeys%3D%5B%5D%26_r.drilldown%3Danalytics.source%3Akiva.org/


Session Sources: Social Sessions

Social referrals in general 
have increased significantly 
over past quarter.

Twitter accounts for large 
majority of social referrals, 
since you have a big 
following (18.2k).

Bounce rate could be 
improved.

Time frame: August 1, 2014 – July 31, 2015 Report: Social Channels

https://www.google.com/analytics/web/?authuser=1#report/acquisition-channels/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26explorer-graphOptions.selected%3Danalytics.nthMonth%26explorer-table.plotKeys%3D%5B%5B%22Scoop.it%22%5D%2C%5B%22Blogger%22%5D%2C%5B%22LinkedIn%22%5D%2C%5B%22Facebook%22%5D%2C%5B%22Twitter%22%5D%5D%26_r.drilldown%3Danalytics.trafficChannel%3ASocial/


Session Sources: Social Sessions
Time frame: August 1, 2014 – July 31, 2015

Sharing the home page leads to the greatest amount of engagement (pages/session) and 
longest session duration.



Social & Marketing Strategy

• Efforts made on Twitter 
• Recommend capitalizing more on other social media

– For example, consider leveraging Slideshare 
audience (19k followers)

– Two LinkedIn groups total 15k people
• Consider how you are promoting your content, and 

how often 
• Re-examine other existing marketing strategies 

(newsletters and other email pushes) 



Acquisition: Campaign Tracking

Time frame: August 1, 2014 – July 31, 2015

Constant Contact campaign titles seem to have some name automation. 
Suggest renaming appropriately to improve readability in GA

Report: Campaign Tracking

https://www.google.com/analytics/web/?authuser=1#report/trafficsources-campaigns/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26explorer-graphOptions.selected%3Danalytics.nthDay/


Behavior Flow

Top pathways beginning from home page include:
About (18%)
Publications (16%)
Site Search (13%)

Many users going directly to 
site search. Make sure this 
experience is good and site 
search works well. 

Time frame: August 1, 2014 – July 31, 2015 Report: Behavior Flow

https://www.google.com/analytics/web/?authuser=1#report/content-engagement-flow/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26_r.drilldown%3Danalytics.landingPagePath%3A%2F/


Site Search

More common search queries were for categories (Microfinance, Mobile, Jobs) or locations 
(India, Indonesia, Mexico)

Time frame: August 1, 2014 – July 31, 2015 Report: Site Search Terms

Though a high number of 
searches are made, this 
volume is by a low 
number of visits (3%)

https://www.google.com/analytics/web/?authuser=1#report/content-site-search-search-terms/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731/


Top Landing Pages

• Top landing pages include specific blog post pages. As noted earlier, the majority of 
sessions that originate on blog posts are sourced from organic search.

• High bounce rates on blog posts indicate that audience lands on site to read blog post and 
then leave immediately.

Time frame: August 1, 2014 – July 31, 2015 Report: Landing Pages

https://www.google.com/analytics/web/?authuser=1#report/acquisition-channels/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26explorer-graphOptions.selected%3Danalytics.nthMonth%26explorer-table.plotKeys%3D%5B%5D%26_r.drilldown%3Danalytics.trafficChannel%3AOrganic%20Search%26explorer-segmentExplorer.segmentId%3Danalytics.landingPagePath/


Most Consumed Content
Time frame: August 1, 2014 – July 31, 2015

Blog content 
accounts for 34% of 
all consumed content.

Most popular 
countries w/in 
Regions include: Sub 
Saharan Africa, 
Eastern Europe & 
Central Asia, Latin 
America & Caribbean, 
India and Middle East 
& N. Africa.

Report: Page Content

https://www.google.com/analytics/web/?authuser=1#report/content-pages/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731/


Publications



Publications Content Audit

• 16.2% of yearly pageviews
• PDF:

• not trackable in the analytics data, so we can’t tell 
what’s being used

• can be a large file download, not friendly to mobile or 
low-bandwidth

• many are mostly text-based, why not make this a 
webpage?

• Interactive pages use flash, which can cause accessibility 
and mobile issues

• Surface the type of publication on the page
• Topics and regions are visible

• Clean up filters and simplify presentation of filtering 
functionality



Publications 

Publications section accounts for 16.2% of pageviews (vs 31.4% for blog)

Time frame: August 1, 2014 – July 31, 2015 Report: Content Drilldrown, Publications

https://www.google.com/analytics/web/?authuser=1#report/content-drilldown/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26explorer-graphOptions.selected%3Danalytics.nthMonth/


Top Publications 
Time frame: August 1, 2014 – July 31, 2015 Report: Page Drilldrown, Publications

https://www.google.com/analytics/web/?authuser=1#report/content-drilldown/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26explorer-table.plotKeys%3D%5B%5D%26_r.drilldown%3Danalytics.pagePathLevel1%3A%2Fpublications%2F%26explorer-segmentExplorer.segmentId%3Danalytics.pagePath/


Publications Behavior 

● 73.2% drop off rate (from all publications, not just landing page) 
● For visitors who leave to other pages (blog, more), almost half return back to publications

○ Could be hitting back, as a result of wanting to read more or not finding information the 
first time.

Time frame: August 1, 2014 – July 31, 2015 Report: Publications Flow

https://www.google.com/analytics/web/?authuser=1#report/content-engagement-flow/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26_r.navigationNode%3D%25257B%252522entityCondition%252522%25253A%25257B%252522leaf%252522%25253A%25257B%252522filterType%252522%25253A%252522KEY%252522%25252C%252522keyFilter%252522%25253A%25257B%252522key%252522%25253A%252522request_uri%252522%25252C%252522matchType%252522%25253A%252522BEGINS_WITH%252522%25252C%252522expression%252522%25253A%252522%25252Fpublications%252522%25252C%252522caseSensitive%252522%25253Afalse%25252C%252522isCombinedKey%252522%25253Afalse%25257D%25252C%252522complement%252522%25253Afalse%25252C%252522nextOperation%252522%25253A%252522AND%252522%25257D%25252C%252522children%252522%25253A%25255B%25255D%25252C%252522complement%252522%25253Afalse%25257D%25252C%252522label%252522%25253A%25257B%252522customValue%252522%25253A%252522%25252Fpublications%252522%25252C%252522key%252522%25253A%25255B%25255D%25252C%252522table%252522%25253A%25255B%25255D%25257D%25252C%252522type%252522%25253A%252522AUTOMATIC%252522%25257D%26_r.inspectStep%3D1%26_r.stepsLeft%3D1%26_r.stepsRight%3D4/


Publications Behavior

● 36% enter Publications from Home
● 9.5% enter site from Publications
● 13% come from Topics and Data, then 15.5% leave to Data and Topics

Time frame: August 1, 2014 – July 31, 2015 Report: Publications Navigation Summary 

https://www.google.com/analytics/web/?authuser=1#report/content-pages/a9810593w61167725p62614950/%3F_u.date00%3D20140801%26_u.date01%3D20150731%26explorer-table.plotKeys%3D%5B%5D%26_r.drilldown%3Danalytics.pagePath%3A%2Fpublications%26_r.tabId%3Dnavigationsummary%26navigationsummary-graphOptions.selected%3Danalytics.nthMonth/

