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Audit Process

e Run automated crawler for page data
and metadata

 Google Analytics data by page

e Visual review of content structure
and page
e Sampled in larger site sections

* (Generate questions,
recommendations, ideas



preadsheet of all data

Link to spreadsheet
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Name

Home

Focus

Areas

Focus area:
Customers

Focus sub-area:

Market
Segmentation

Focus sub-area:

Customer
Research

Focus sub-area:

Financial
Capability
Focus area:
Digital
Financial
Services

Location

http://www.cgap.

http://www.cgap.
orgl/topics

http://www.cgap.
org/topics/custo
mers

http://www.cgap.
org/topics/marke
t-segmentation

http://www.cgap.
org/topics/custo
mer-research

http://www.cgap.
org/topics/financ
ial-capability

http://www.cgap.
org/topics/digital
-financial-servic
es

In
Scope

TRUE

TRUE

TRUE

TRUE

TRUE

TRUE

TRUE

Type Size Date

text/html 55627 2015-10-08720:36:19
I

text/html 39963 2015-10-08T20:34:02

text/html 64512 2015-10-08720:39:07

text/html 56610 2015-10-08720:39:20

text/html 70132 2015-10-08T20:39:22

text/html 63138 2015-10-08720:39:22

text/html 67405 2015-10-08720:39:07

Descrip Keywor

SITE TOTALS/AVERAGES:

Level Title tion ds H1TagTexts
0 CGAP
1 Focus Areas | CGAP Focus Areas

2 Customers | CG/ How can financial « Customers

2 Market Seg Evena ingly | Market S

2 Customer Resea CGAP er Ci R

2 Financial Capabi Informed and capa Financial Capability

2 Digital Financial Unbanked people : Digital Financial Services

Word
Count

634

572

1074

835

1281

1123

1196

N

[¢]

P

Google Analytics: 10/8/2014-10/7/2015

Page Unique Page
Views Views

1,373,270 1,149,685
107,805 86,819
14,954 11,978
1,446 1,156
808 685
312 236
865 749
3,340 2,773

Avg Time
on Page

0:01:35

0:01:44

0:00:57

0:02:29

0:01:43

0:01:34

0:02:53

0:03:17

Entrances
586,540

74,685

1,048

282

57

416

1,175

Bounce
Rate

65.23%

42.25%

37.39%

55.79%

77.30%

66.67%

71.19%

58.52%

"% Exit
per
page

42.71%

' 39.97%

15.86%

27.66%
41.09%
24.04%

51.45%

42.22%

In



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

Findings and
recommendations



Pageviews by section

Percent of traffic per site section

40.00% Il Percent of
traffic
30.80%

30.00%
=
£
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b 20.00%
S 16.20%
5
Q.

10.00%

4.90%

2.10% 2.00%




Focus Areas section

* 4.9% of yearly pageviews
e 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 haming categories;
consolidate categories where it makes sense



Data section

e 2.1% of yearly pageviews
e |nfographics and interactive data visualizations, not raw
data
e Recommendations:
e Make this content mobile-friendly
e Make this content accessible for those using
assistive devices or who have low bandwidth
e Surface relationships to publications more
prominently



Regions section

e 2.0% of yearly pageviews

e This section appears to be rarely used and doesn’t add
much more context to content

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

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

e 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

e 30.8% of yearly pageviews
e Several very popular blog posts dominate pageviews
e Lots of users coming from organic search and leaving
after reading a single post
e 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!)
e Photography is beautiful and would be an excellent
asset to emphasize in design updates
e Think about different formats for different post types
(top ten lists, long form posts, etc.) to effectively engage
users



Publications section

e 16.2% of yearly pageviews
e PDF:
* Not trackable in the analytics data, so we can't tell
what’s being used
e (Can be a large file download, not friendly to mobile or
low-bandwidth
e Many are mostly text-based, why not make this a
webpage?
e |Interactive pages use flash, which can cause accessibility
and mobile issues
e Surface the type of publication on the page
e Topics and regions are visible
e Clean up filters and simplify presentation of filtering
functionality



About CGAP section

e 9.7% of yearly pageviews

e The FAQ page has good introductory content that could
be useful for new users; make this content more
prominent

e Explain CGAP’s impact if possible

e (Consolidate into fewer pages when page doesn’t
directly serve an organizational goal



Photos & Videos section

e 3.3% of yearly pageviews

e Much of the traffic is for the annual photo contest pages

e QOpportunity to rework three (currently sidescrolling) tabs
for easier scanning of video, interview, and photo sets
e Aren’t interviews videos? Is separation important?

e |mprove usability of information, currently hidden within
an overlay (that can cover playing video)

e Enhance slideshow interactions with Ul and keyboard
shortcuts (previous/next buttons with featured photo)

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

e Recommend transcripts for accessibility and SEO



Other sections

e News and Press Releases: 2.7% of yearly pageviews
e Would expect to find this info under About CGAP,
but it is only in the footer
e Events: 1.2% of yearly pageviews
* No events currently listed

e Other parts of the site that contribute to the pageview
totals include:
e Site search pages
* Photo Contest pages that appear to be missing or
moved now
e System-generated URLs that end users rarely
encounter



CGAP Analytics Review
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Pre-Review General Notes

Goals of this review:
1. Understand general user activity of site
2. Evaluate current user pathways
3. ldentify any potential tracking issues
4. Recommend updates to improve data collection

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



User Geography

Link: Geography report

Acquisition Behavior
Country
% New Bounce Rate Pages / Avg. Session
Sessions v Sessions Mew Users Session Duration
612772 |6 383,398 65.25% 2.19 00:02:31
00% (642772 : ] f e il By Sl Avg for View.
(0.00" (0.00

1. =5 United States 154,203 (25.16%) 57.79% @ 89,119 (23.24%) 60.09% 2.82 00:02:45
2. o= India 69,313 (11.31%) 71.43% @ 49,510 (12.91%) 72.13% 1.74 00:01:59
3. E=E Kenya 38,798 (6.32%) 73.78% 28,624 (7.47%) 76.99% 1:656 00:01:44
4. ZI5 United Kingdom 30,201 (4.93%) 62.36% 18,832 (4.91%) 66.81% 1.99 00:02:11
5. ™ Germany 12,805 (2.09%) 56.36% 7,217 (1.88%) 62.12% 2.26 00:02:31
6. LW France 12,730 (2.08%) 51.24% @ 6,523 (1.70% 56.65% 2.54 00:02:56
7. ™= |ndonesia 12,281 (2.00%) 63.96% 7,855 (2.05%) 62.90% 2.09 00:03:07
8. [*l Canada 12,237 (2.00%) 64.86% 7,937 (2.07%) 65.98% 2.06 00:02:09
9. [l Bangladesh 12,227 (2.00%) 64.41% 7875 (2.05%) 68.15% 1.90 00:02:41
10. Pakistan 11,873 (1.94%) 62.28% @ 7,394 (1.93%) 63.85% 2.07 00:02:59

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

Language
1. en-us
2. en-gb
3. en
4. fr
5. es
6. de
7. zh-cn
8. rnu
9. frfr

10. es-es

Acquisition

Sessions

612,772

Q1L 1L

434,166 (70.85%)

53,809
22,546
19,119
10,444
6,733
5,466
5,023
4,645

4,076

(8.78%

(3.12%

(1.70%)

(1.10%

(0.89%)

(0.82%)

(0.76%)

( 0 6 7 r’r"'.'

)

)

)

)

)

)

)

% New
Sessions

AV

62.57%

60.87%
70.48%
85.07%
55.24%
58.12%
51.88%
65.28%
42.50%
55.52%

61.21%

New Users

100.02

264,276 (68.93°

37,925

19,179

10,562

6,070

3,493

3,568

2,135

2,579 |

2,495

Link: Language report

Behavior

Bounce Rate

63.89%

73.87%

82.64%

56.86%

59.39%

59.16%

62.37%

71.19%

62.20%

60.43%

S e e
2.19 00:02:31
Avg for Avg for View

2.29 00:02:38
1.66 00:01:50
1.29 00:00:57
2.41 00:03:08
242 00:02:49
2.36 00:02:37
243 00:03:21
1.83 00:02:14
2.27 00:02:58
2.34 00:02:44

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



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

Device Category Sessions ¥
612,772
% of Total: 100.00% (612,772)
1. M desktop 487,953
2. H mobile 102,895
3. M tablet 21,924

Sessions

612,772

% of Total: 100.00%
(612,772)

79.63%
16.79%

3.58%

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

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

M New Visitor M Returning Visitor

Report: Frequency and recency

Session Duration Sessions Pageviews

0-10 seconds 419,133 S 430,689
11-30 seconds 24,486 50,318
31-60 seconds 23,557 l 59,420
61-180 seconds 44,573 B 149,638
181-600 seconds 52,526 293,375
601-1800 seconds 39,244 233,876

1801+ seconds 9,253 | 123,363



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

Time frame: August 1, 2014 — July 31, 2015 Report: Audience Overview
Overview
Sessions v | VS. Selecta metric Hourly Day Week Month
® Sessions
:Oé% ——— w ——
30,000
October 2014 January 2015 April 2015 July 2...

-

Sessions Pageviews Pages/Session % New Visits

640,597 1,340,679 2.09 63%

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

Historical Traffic Trends: Alexa Traffic Rank

100,000 ___________________________________ oy S S i A__ — _._ _____ : - ._‘:;__7.‘:_ = _W_ __________________________

1,000,000
May 15 Jun'15 Jul'15 Aug '15 Sep '15 Oct 15

cgap.org brookings.edu one.org clintonfoundation.org accion.org

www.alexa.com

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




Sessions & Page Views: Year Over Year

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

Overview
Sessions ¥ | VS. Select a metric Hourly Day Week Month

Aug 1, 2014 - Jul 31, 2015: @ Sessions
Aug 1, 2013 - Jul 31, 2014: @ Sessions

30.000

October 2014 January 2015 April 2015 July 2...

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%

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 Report: Sources
Sessions v VS. Select a metric Day Week Month d ...
® Sessions @ Organic Search @ Direct @ Referral Social ® Email

60,000 il
e > e ®

= NI :‘________—o——o
F T o ;‘Qt' -G —— —— I — —~
@ . 2

—@- . 2 . s 2 . 4 @ -9 o . . J
October 2014 January 2015 April 2015 July 2...
Default Channel Grouping [Pages/Session J; Sessions ° Organlc traﬁ'c CO”SlstentIy accounts
219 612,772 for over 50% of all inbound sessions.
» With the exception of organic traffic,
5 1. wisa i —— volume from other sources is pretty
O 2. ®m Referral 2.23 11.29% steady.
D |3 ® Organic Search 2m|  eanu  Organic traffic volume influences total
= e o1 volume of site traffic.
| 5. m Email 1.84 0.12% 0 . .
: « Direct traffic is most engaged source.
[ 6. m Social 1.74 5.12%



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

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

Default Channel Grouping [ Pages / Session »j, Sessions
2.19 [ 612,772
August 1, 2014 — July 31, 2015 orView:219000%) | % o Tolal
(612,772
O 1. M Direct 2.69 19.99%
O | 2. | Referral 223 11.29%
[J 3. ™ Organic Search 2.06 63.35%
0O 4. (Other) 1.92 0.11%
O 5 ™ Email 1.84 0.12%
a|e. Social 1.74 5.12%
Default Channel Grouping [ Pages / Session »1« Sessions
2.62 606,867
August 1, 2013 - July 31, 2014 o View: 262 0.0
O 1. M Social 3.61 7.72%
O 2. m Referral 3.14 14.31%
(O 3. M Direct 273 20.42%
O 4. Organic Search 2.33 57.11%
O 5 ™| Emai 2.05 0.17%
O 6. (Other) 1.90 0.28%

* 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.




Session Sources: Organic Sessions

Time frame: August 1, 2014 - July 31, 2015 Report: Organic Landing Pages
Sessions ¥ | VS. Select a metric Day Week Month d c..
@ Sessions
40,000 /\
i e \ -2 —- s —
20.000
October 2014 January 2015 April 2015 July 2...

w

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

Top Landing Pages

Landing Page [ Sessicns 4; Sessions

388,21 388,218

% of Total: 63.35% (612,772) | % of Total: 63.35% (612,772)

1. W/ @ 42,684 10.99%
2. | /blog/10-things-you-thought-you-knew-about-m-pesa it 23,284 6.00%
3. M /blog/does-microcredit-really-help-poor-people it 5,861 1.51%
4. /blog/m-shwari-kenya-how-it-really-being-used el 5,375 1.38%
5. M /blog/10-myths-about-m-pesa-2014-update i 4,599 1.18%



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

Landing Page

0 1 /bIog/legally-how-young-too—young-op @
en-savings-account

/blog/10-things-you-thought-you-knew-
o 2 it
about-m-pesa

/blog/microfinance-e-commerce-big-da
o] & ta-and-china-alibaba-story &

/blog/does-microcredit-really-help-poo @
* r-people =

O
~

/blog/wari-local-platform-heads-global-
LH 5 market &

Default Channel Grouping

Organic Search

Organic Search

Organic Search

Organic Search

Organic Search

Acquisition

Sessions

151,533

)4 73% (612772

1,668 (1.03%)

23,284 (15.37%)

3225 (2.13%)

5,861 (3.67%)

1,420 (0.94%)

% New
Sessions

64.54%

95.66%
86.17%
78.29%
81.04%

77.46%

New Users

1,500 (153%)

20,064 (20.52%)

2,625 (2.58%)

4,750 (4.86%)

1,100 (1.12%)

Behavior

Bounce
Rate v

63.35%

95.47%

90.04%

87.94%

87.63%

86.06%

Pages /
Session

2_.30 00:02:41

View: 2.19

1.06

1.18

1.25

1.25

1.29

Avg. Session
Duration

jv-‘il

00:00:13

00:00:44

00:01:08

00:01:07

00:01:06

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

Sessions ¥ | VS. Select a metric Day Week Month ﬁ ...
® Sessions
14,000
7,000
October 2014 January 2015 April 2015 July !
o /!
Landing Page Sessions ¥ Pages / Session
122,518 2.69
% of Total: 19.99% (612,772) Avg for View: 2.19 (23.05%)
17 o it 22,224 (18.14%) 3.33
2. /blog/10-things-you-thought-you-knew-about-m-pesa & 6,032 (4.92%) 1.15
3. /photos-videos/2013-cgap-photo-contest & 2,610 (2.13%) 222
4. /blog/m-shwari-kenya-how-it-really-being-used el 2,062 (1.68%) 1.19
5. /blog/10-myths-about-m-pesa-2014-update i 1,601 (1.31%) 1.40




Session Sources: Referral Sessions

Time frame: August 1, 2014 — July 31, 2015 Report: Referrals

Sessions v | VS. Select a metric Day Week Month d ...
@® Sessions
1,000
500
October 2014 January 2015 April 2015 July 2015

Acquisition Behavior World Bank accounts
Source

i i Sz.:;‘l:::s New Users Bounce Rate ::3:;"' Avg. Session for IargeSt Source Of

essions

Duration

referral traffic, as well
as the largest source
of referred new

69,202 60.97% 42,193 61.42%
% of Total Avg for View % of Total Avg liew
11.28% 62.56% 11.01% 5

(612,772) (-2.53%) (383,327)

2.23 00:02:46

19 31

1. search.worldbank.org 6,813 (9.85%) 80.24% @ 5,467 (12.96%) 61.66% 210 00:02:14 .
SessIons.

2. microfinancegateway.org 5,521 (7.98%) 43.54% 2404 (570%) 46.98% 245 00:03:27

3. kiva.org 4,164 (6.02%) 72.02% | 2,999 (7.11%) 62.37% 2.18 00:02:36

4. intranet.worldbankgroup.org 2,033 (2.94%) 57.16% 1,162 (2.75%) 64.78% 2.1 00:02:12

5. theguardian.com 1,835 (2.65%) 56.08% | 1,029 (2.44%) 72.21% 1.74 00:02:17



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

Report: Kiva.org Referrals

10.

Landing Page

/ &
/about/faq &

/photos-videos/2014-cgap-photo- &
contest :

/news/partner-cgap-customer-cen fe
tricity-project

/blog/indias-unique-id-could-be-abﬂ;l
out-generate-big-boost-access

/publications/what-human-centere
d-design-means-financial-inclusio @
n

/about/careers ]
/news/population-density-capita-in
come-shape-financial-inclusion-p &
ath

lcgap L

/landingpages/show/cgap @

Acquisition

v

Sessions

11.29

(61

69,202

15,965 (23.07%)

1,967

1,535

1,521

1,423

760

642

623

610

593

(2.84%

(2.22%

(2.20%)

(2.06%

(1.10%

(0.93%

(0.90%

(0.88%

(0.86%

)

)

)

)

)

)

)

60.97%

% New
Sessions

65.66%

73.82%

81.56%

77.19%

96.35%

65.92%

71.18%

94.54%

72.62%

75.72%

New Users

10,482 (24.84%)

1,452

1,252 (2.97%)

1,174 (2.78%)

1,371 (3.25%)

501

457

589

443

449 (1.06%)

(3.44%)

Behavior

Bounce Rate

61.42%

54.61%

71.53%

68.21%

72.85%

78.22%

66.18%

70.87%

83.79%

49.02%

50.93%

Pages /
Session

295

1.77

1.81

1.64

1.49

1.51

1.49

1.29

3.15

3.26

2.23 00:02:46

Avg. Session
Duration

00:03:20

00:01:56

00:01:51

00:02:45

00:00:50

00:02:11

00:01:08

00:00:45

00:05:13

00:05:02

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

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



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

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

Sessions v |VS. Selecta metric Day Week Month 24 <% SOClaI referrals |n general
® Sessions @ Twitter ® Facebook @ Linkedin Blogger @ Scoop.it have Increased Slgnlflcantly
4,000
over past quarter.
2,000
:?«éz:} g “’; 2 Twitter accounts for large
¢ ¢ Oclc;;m‘i “ ¢ Januacryzms N - Apn'ams ¢ ¢ Ju|y=2,.. majorlty Of SOCIaI referrals,
since you have a big
following (18.2Kk).
Acquisition Behavior Bounce rate COUId be
SesLine oeilote ¢ S.o/nsgl.o:s New Users Bounce Rate g :sg:i;’l. ::ga.us::sion im p roved =
| _31 ,:_383 51 .90% 16,2_88 ?1 .‘54% 1.74 OQZO'I :56
(612,772 e 4.25% }4 b ":i!. 31
1. Twitter 14,870 (47.38%) 45.60% @ 6,780 (41.63%) 72.60% 1.73 00:01:59
2. Facebook 8,757 (27.90%) 67.18% | 5,883 (36.12%) 73.95% 1.67 00:01:45
3. LinkedIn 5,897 (18.79%) 44.36% 2,616 (16.06%) 67.10% 1.77 00:01:59
4. Blogger 412 (1.31%) 70.87% 292 (1.79%) 63.59% 1.85 00:02:16
5. Scoop.it 265 (0.84%) 42.64% 113 (0.69%) 72.83% 1.40 00:01:04



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

Landing Page

T @
2. /blog i
3. J/cgap it
4. /landingpages/show/cgap it

5. lcgap?CID=EXT_TWBN_D_EXT &

Acquisition

Sessions

300 (2

736

432

526

124

3 Nl

(3.46%)

68

% New
Sessions

34.62%

13.67%

68.75%

T4.77%

85.17%

New Users

41

506

323 (44

448

Behavior

Bounce Rate

68.84%

JE(

32.74%
57.00%
60.87%
63.19%

66.54%

Pages /

Session |,

2.82

2.67

2.20

2.00

Avg. Session
Duration

00:02:06

© 00:02:31

00:04:21

00:02:38

00:03:27

00:03:22

00:02:17

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

e Consider how you are promoting your content, and
how often

* Re-examine other existing marketing strategies
(hewsletters and other email pushes)



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

Acquisition: Campaign Tracking

Report: Campaign Tracking

Acquisition
Campaign

% New

Sessions J  Sessions
2,117 42.99%
of Total Avg for View

612,772

1. buffer 674 (31.84%) 59.50%
2. Feed: cgap/UaRp (Prod - CGAP Microfinance Blog) 652 (30.80%) 38.19%
3. 77d32ffeea-MM4H_Newsletter8 26 2013 125 (5.90%) 23.20%
4. b305ccd8f4-August Newsletter 77 (3.64%) 80.52%
5. 1f81b9ceb1-January DFS Newsletter 76 (3.59%) 28.95%

New Users

249 (27.36%)

29

22

Behavior
Bounce Rate g :sgs.i::l Avg. Session
Duration
68.87% 1.77 00:02:13
i 29 ‘,r =2 0C u_f.,“x'"l
2.18 11.€
18.91
80.27% 1.55 00:01:16
64.57% 1.98 00:02:36
56.00% 2.01 00:02:23
89.61% 1.25 00:00:19
47.37% 2.61 00:07:30

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



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

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

Behavior Flow » Landin%aPage o
P Starting pages 1st Interaction 2nd Interaction 3rd Interaction

85K sessions, 42K drop-offs 43K sessions, 12K drop-offs 31K sessions, 10K drop-offs 21K sessions, 5.7K drop-offs

is 2 o 7 N Au— : '
Bl 550 551 R , ‘ i

= 5ite-search |

2.3K [ 2.3K
= /})]0g |
= /blog Ll RS
W ;505K
2 .‘ i /topics |
~“wem faboutcareers il 13K/ 1.3K
W ; 5025k NN

F—RELE vl
W 53k

: I. 4.3K 143K

w /nublications/all
W ;) ok

= (>100 more pages)
LLRITSRIS

W 55k 38K

= (>100 more pages)
14K | 14K

Top pathways beginning from home page include: Many users going directly to

1.About (18%) site search. Make sure this
2.Publications (16%) experience is good and site
3.Site Search (13%) search works well.



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

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

Total Unique % Total Unique M Visits Without Site Search M Visits With Site Search

Search Term Searches Searches

1. microfinance 419 | 1.33%

2. Microfinance 210 | 0.67%

3. jobs 164 | 0.52%

4. Islamic Microfinance 107 | 0.34%

5. financial inclusion 104 | 0.33%

- [ i, Though a high number of
{-iionesia 94 | 0.30% searches are made, this
8. mexico 90 | 0.29% volume is by a low

9. mobile money 90 | 0.29% number of visits (3%)

10. mobile banking 89 | 0.28%

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



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

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

Report: Landing Pages

Landing Page
T o @
2. /blog/10-things-you-thought-you-knew-about-m-pesa @
3. /blog/10-myths-about-m-pesa-2014-update i
4. /blog/m-shwari-kenya-how-it-really-being-used &
5. /blog/does-microcredit-really-help-poor-people @
6. /aboutffag ]
7. /about/careers @
8. /blog @
0. /blog/microfinance-e-commerce-big-data-and-china-alibaba-s
tory h
10. /photos-videos/2014-cgap-photo-contest i

Sessions

612

82,840 ¢

29,813
7,821
7,612
6,542
6,524

5,656

4,472 (0.72%

4,434 (0.72%

4,300 (0.70%

13.52%

(4.87%)

(1.28%

(1.24%)

(1.07%)

(1.06%

(0.92%

772

of Total: 10
61

+ Pages / Session

)

219

3.73

1.18

1.38

1.28

1.25

1.69

1.65

2.82

1.24

1.83

Avg. Session Duration

~00:02:31

00:02:31

00:04:25
00:00:43
00:01:45
00:01:09
00:01:06
00:02:01
00:01:39

00:03:27
00:01:02

00:02:07

% New Sessions

62.57%

54.64%
86.71%
65.71%
79.56%
80.97%
75.14%
53.29%

23.57%
78.76%

74.35%

Bounce Rate

Avg

 65.25%

42.14%
89.86%
78.30%
81.92%
87.45%
72.62%
59.88%

50.36%
88.00%

68.77%

 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.



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

Report: Page Content

Unique Pageviews

Avg. Time on Page

Page Pageviews ¥

,340,679 1,133,904 00:02:06

of Total: 100.00% % of Total: 100.00% | Avg for View: 00:02:06

340,679) 33,904) 0.00%)

1z & 118,991 (8.88%) 96,149 (8.48%) 00:01:47
2. ;bggg’tfg'f;‘ggs'y°”"h°“gh"V°“'k"eW'@ 33,719 (252%) 31411 (277%) 00:04:26
3. /about @ 27,232 (2.03%) 21,780 (1.92%) 00:01:04
4. /publications L 23,336 (1.74%) 18,625 (1.64%) 00:01:13
5. [ltopics @ 15,911 (1.19%) 12,759 00:00:57
6. /about/careers bl 14,405 (1.07%) 12,765 (1.1 00:03:22
7. /data & 13,161 (0.98%) 10,148 00:01:02
8. /blog e 13,039 (0.97%) 10,359 (0.91 00:01:21
9. /aboutffaq i 11,570 (0.86%) 9,578 (0.84%) 00:02:57
0, Mlog/10:myle:aboutivpesa: 014WPim | 0789 (e 0732 (0.86%) 00:05:42

date

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.



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

Publications



Publications Content Audit

e 16.2% of yearly pageviews
e PDF:
e not trackable in the analytics data, so we can’t tell
what’s being used
e can be a large file download, not friendly to mobile or
low-bandwidth
® many are mostly text-based, why not make this a
webpage?
e |nteractive pages use flash, which can cause accessibility
and mobile issues
e Surface the type of publication on the page
e TJopics and regions are visible
e (Clean up filters and simplify presentation of filtering
functionality



Publications

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

Page path level 1

1. [ /olog/

2. [ /publications/
3. 03/

4. [ /about

5. [ /site-search/

6. [ ftopics/
7. [ /photos-videos/
8. [ /news/
9. [ /about

10. ! /publications

Pageviews

of Tot

1 34Q 679

¥ Unique Pageviews

421,455 (31.44%)

217,271 (16.21%)

118,991

117,760

54,174

52,322

47,082

37,788

27,232

23,336

(8.88%)

(8.78%

(4.04%)

(3.90%)

(3.51%)

(2.82%)

(2.03%

(1.74%)

379,517 (33.47%)
191,488 (16.89%)
96,149 (2.48%)
97,284 (8.58%)
32,292 (2.85%)
44,157 (3.89%)
38,670 (341

32,686 (2.88%)
21,780 (1.92

18,625 (1.64°

| 1 133, 904

fTa'

Report: Content Drilldrown, Publications

Avg. Time on Page

00:02:06

Avg for View: 00:02:06
0.00%)

00:03:00
00:02:48
00:01:47
00:01:28
00:01:04
00:02:44
00:02:42
00:03:06
00:01:04

00:01:13

Bounce Rate

65.25%

Avg for View: 65.25%

{0.00%)
76.79%
61.46%
42.12%
63.84%
32.41%
64.78%
66.28%
67.08%
41.19%

37.81%

% Exit

45 47%

Avg for View: 45.47
00%)

61.46%
50.45%
40.18%
38.85%
14.66%
43.81%
46.48%
57.54%
22.24%

18.56%

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



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
Uni P i Avg. Ti P
Page ~ Pageviews ¥ n:quo g sk 2 i Bounce Rate % Exit
217,271 191,488 00:02:48 61.46% 50.45%
% of Total: 16.21% % of Total: 16.89% Avg for View: 00:02:06 Avg for View: 65.25% Avg for View: 45.47%
(1.340,679) (1,133,904) (33.63%) (+5.81%) (10.95%)
1, Spsnkxsions i himen s M. o 5,511 (2.54%) 4,893 (256%) 00:04:56 67.32% 67.90%
ncial-inclusion
2 lpu_blications{ﬁnancial-inclusion-and—development-rece @ 3,813 (1.75%) 3321 (1.73%) 00:04:19 62.03% 58.75%
nt-impact-evidence
3. /publicat?ons/savings-mobilization-strategies—Iessons-fo @ 3,786 (1.74%) 3106 (1.62%) 00:06:23 73.69% 75.01%
ur-experiences
4 (publicgtions/bkash-bangladesh-fast-start—mobile-ﬁnanc ¥e) 3,453 (1.59%) 2960 (155 00:03:33 66.12% 55.60%
ial-services
5. /publications/bitcoin-vs-electronic-money @ 3,246 (1.49%) 2,813 (1.47%) 00:03:34 72.38% 67.22%
6. g;vuat:ilg::tions/access-energydigital—ﬁnance—models-inn & 2,811 (1.29%) 2300 (125% 00:04:01 53.91% 61.15%
7. Ipublications/extreme-poverty-sustainable-livelihoods @ 2,570 (1.18%) 2,052 (1.07%) 00:04:42 37.10% 53.23%
8. /publications/all @ 2,510 (1.16%) 2,130 (1.11%) 00:01:28 46.61% 13.75%
9. /publications/financial-analysis-microfinance-institutions & 2,377 (1.09%) 2,128 (1.11%) 00:04:52 57.55% 67.35%
10. /publications/microfinance-myanmar-sector-assessmen @ 2,265 (1.04%) 1,033 (1.01%) 00:04:18 62.89% 67.37%

t


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

Time frame: August 1, 2014 - July 31, 2015 Report: Publications Flow
Step -1 Step 0 Step 1 Step 2
42K sessions, 0 drop-offs 148K sessions, 1(1‘ drop-offs 40K sessions, 14K drop-offs 26K sessions, 8.5K drop-offs
— = /0| Dlications = /1|00 = /nyblications
| LTS L P . i . L RS .

= site-search

[ [ |
= /hl0g 5K i) i Iblog B
I [ | 8.6K 3.3K
=1 = /site-search
L 20 ) il
- Isite-search
ﬁ 3K —-— |
N
ﬁ /data ) 974
I 3.3K
CiE e m/lOpicS
[ Py i g5
/publications ﬁ ltopics )
e s (>100 pages) 3.1K = (>100 more pages)
/ u l- 9K
L RS
40K Through traffic (26.8%) .
= 108K Drop-offs (73.2%) -l-.- (>100 more pages)
= (>100 more pages) 15K
LR b

148K Sessions

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



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

Time frame: August 1, 2014 - July 31, 2015 Report: Publications Navigation Summa
Entrances Aug 1, 2014 - Jul 31, 2015: 9.50% Exits Aug 1, 2014 - Jul 31, 2015: 18.56%
Previous Pages Aug 1, 2014 - Jul 31, 2015: 90.50% Next Pages Aug 1, 2014 - Jul 31, 2015: 81.44%
Previous Page Path Pageviews % Pageviews Next Page Path Pageviews % Pageviews
/ it 7,382 36.06% /publications/all & 1,826 9.95%
/topics & 1,387 6.78% /data @ 1,656 9.02%
/data @ 1,270 6.20% Jtopics it 1,187 6.47%
/about @ 480 2.34% / @ 1,105 6.02%
/blog il 232 1.13% /about @ 533 2.90%
Iregions @ 230 1.12% Jregions @ 432 2.35%
/topics/financial-inclusion & 212 1.04% /publications/promoting-competition-mobile-payments-role-us @ 339 1.85%
sd
/photos-videos it 113 0.55%
/blog @ 303 1.65%
qubI|cauons,"wha!-human-centered-design-means-ﬁnancial-m@ 112 0.55%
clusion ;‘pubhcauonsr‘ﬁnanciaI-mclusion-and-developmem«recenbimpa@ 299 1.63%
ct-evidence
/publications/financial-inclusion-and-development-recent-imp & 108 0.53%
act-evidence ."pubhcalions."wha\-human»cenlered—design-means-flnancial-in@ 295 1.61%
clusion

r

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



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/

