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Executive Summary 

Our goal was to evaluate the effectiveness of Champlain’s homepage in terms of connecting 

and engaging its online audience of prospective students. With that in mind, we drafted a 

measurement plan to do so and broke it down into two main parts: inbound and on-page traffic. 

Through our research we were able to determine that Champlain does a good job connecting 

itself digitally to prospective students. However, we also identified several components of the 

website we believe would increase the homepage’s effectiveness if addressed. In this write-up 

we provided the step-by-step process we took in analyzing the homepage traffic. 
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Measurement Plan 
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Tactic 1: Inbound Traffic 

Intro  
 
Tactic 1 serves the purpose of finding and analyzing data related to the inbound traffic of the 

Champlain College website. Specifically, who the users are and what sites these users are 

coming from when they arrive on the Champlain homepage. With this information, we’ll be able 

to give our recommendations on how Champlain can improve the homepage, increase users 

and increase the conversions, or objectives, that are written in our measurement plan.  

Homepage Views  

The following is an examination of total pageviews for the homepage, Champlain.edu, between 

September 1st, 2013 and August 31st, 2017.  
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The years 2013 through 2016 show a steady increase in homepage views. However, the time 

between September 1st, 2016 and August 31st, 2017 shows a large decline of total homepage 

views. One may think that this low number is due to the fact that we still have two and a half 

months left in 2017. However, our chosen time frame of examined data has the year of 2017 

ending on August 31st, which makes each examined year equal. Watching the upcoming year 

will tell us if the 2016-2017 examined data was an outlier or if changes made to the site, as well 

as advertising tactics, are to blame for the decline in homepage views.  

Source 

The graph below shows the top sites users are on before arriving to the Champlain 

homepage.The graph also shows the year-to-year trends of those sources. Knowing the sites 

that lead users to the Champlain homepage is very beneficial in terms of knowing where, or 

where not to advertise.  
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Over this time period, each source shows a similar trend to not only each other, but to the total 

homepage views as well. From years 2013 to 2016 there is an overall upwards trend, while the 

period ending in 2017 shows an overall decrease from the previous year (shown as highlighted 

portion of graph above). This can be correlated to the decrease of total homepage views that 

occurred at the same time. With that being said, the more interesting aspect of this data is the 

sources themselves, rather than the trends of these sources. The sources listed are the top four 

that brought users to the homepage. Each year has the same top four, and each source is 

organically bringing in these users. A very small percentage of users are being brought to the 

Champlain homepage through paid advertising efforts. At the current time, this data shows that 

paid advertisements on search engine sites are being underutilized.  

 

Demographics 
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We have interpreted the different age brackets as, 18-24 being prospective undergraduate 

students, and ages 45-54 as being the parents of these prospective students. The data shows 

that,  

● There has been a steady increase in pageviews over the last four years 

● The number of female perspective students has increased significantly since last year.  

● This year New Jersey and Connecticut had higher male views than females, similar to 

2014’s prospective students data.It appears that mothers are more likely to look at the 

college homepage 
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● As you can see in the visuals above for the regional data, it appears that there has been 

an increase in prospective students from Vermont from the years 2014-2015 dip. 

Massachusetts has also seen a gradual increase. New York, Connecticut, and New 

Jersey however have been declining. New Jersey, is the only state of those three that 

has had an increase from last year.  

  

● In the parent category, all states are down this year for parent’s viewing the website. 

This could mean that students are taking more control of their college decisions or the 

website is unappealing to parents. 

 



10 

 

Tactic 2: On-page Traffic 
Tactic 2 deals with user behavior once they’ve entered the Champlain homepage.  

Bounce Rate 
The bounce rate measures how many people land on a page and continue to leave the page 

without any interaction. A high bounce rate means that people are not interacting with the 

website and are seemingly uninterested in the topic at hand. 

Year-Over-Year 

 

Overall, the bounce rate has increased a bit over the years, yet it has still remained fairly 

consistent and has always been within a good bounce rate range. The bounce rate industry 

 



11 

standards for lead generation sites is around 30-50%. General rules of thumb for bounce rate 

state that anywhere from 26-40% is ‘excellent’. 

Desktop vs Mobile 

While the previous chart represents the bounce rate year over year, it’s important to look at the 

bounce rate within each year in an effort to find any patterns during certain months. 

 

 

The gap between desktop and mobile bounce rate has lessened over the years to the point 

where there is almost no discrepancy between the desktop and mobile bounce rates for the 

homepage. This implies that effort has been put forth into optimizing the site for mobile usage, 

while remaining consistent with messaging and the way information is presented to the user. 
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Yearly Comparison 

Here is how the bounce rate has changed each month throughout the past 4 years. 
 

 

While each year holds a general higher or lower bounce rate, they all rise and fall at the same 

times of year, except for last year. Notice the clear difference between this past year’s bounce 

rate performance during the summer months compared to the three years before. The bounce 

rate of the homepage compares the total amount of pageviews with the amount of people who 

landed on the homepage and performed no action. That being said, before jumping to 

conclusions about our good looking bounce rate this past summer, we must look at the trend in 

pageviews over the same period of time. 
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Pageview Comparison 

Here is last year’s bounce rate (blue) compared the the pageview trend over the past three 

years: 

 

 

Just like the bounce rate comparison, there is very little difference in the way the amount of 

monthly pageviews changes throughout the years. Since bounce rate is based off of pageviews, 

and there is no obvious change in pageview trends throughout the years, then this year’s 

unusually low summer bounce rate means that Champlain must be doing something differently.  
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Changes Made to Homepage 

Below are the changes made to the initial view of the homepage starting in late April, where the 

bounce rated started to drop below the usual pattern, and ending in August. The red square 

indicates key changes that may contribute to the drop in bounce rate. 

Late April 

 

This is what the homepage looked like right before the drop in bounce rate during the summer 

months.  
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May 

 

The top of three bulleted items in removed, the two beneath it moved up, and “Adult learners go 

further at Champlain College. Explore our online programs today” was added at the bottom of 

the list. 
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June 

 

The whole homepage switched from featuring accepted students to attracting prospective 

students. This is clear in the headline as well as the featured image which changed to show 

someone photographing the iconic sunset from campus on their phone - iPhone photography 

being a huge trend over the years. 
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August 

 

 

 

 

 

 

 

 

 

 

 

 

 

Image stays the same, headline changes to clever and simple equation that urges students to 

apply. Bulleted list items change, still including adult student info at the bottom while the top two 

are about orientation and applications.  

 

These changes can certainly be taken into account when considering the recent summer’s 

bounce rate decline. When comparing the look of the site during this recent summer compared 

to years prior, all versions usually feature high quality images of the campus with a lake view. 

The visual content on the homepage has remained fairly consistent over the years, using the 

“most innovative school” headline often along with bulleted list items linking to orientation, 
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applications, adult student and transfer student information. The main difference this year is that 

the featured image included iPhone photography as one of the focal points for the homepage. 

As subtle as that is, this could have contributed to this summer’s low bounce rate given the 

increased dependency on mobile usage in today’s up-and-coming generations. 

 

Behavior Flow: 1st Page Interactions  

Page interactions can be defined as the user engagement with an element of a page that brings 

them to another page within that site. 

Conversion pages as used here refer to web pages that contain page elements that lead to the 

micro conversions of: 

●  signing up for an event,  

● requesting information, 

● application download or submission.  

 

(To see the list of conversion and non conversion pages, see Appendix A.)  

 

To get a sense of what portion of users left the 

homepage to engage with other pages that 

(hopefully) lead to conversions, we had to 

determine the number of conversion pages that 

are linked to the homepage, and furthermore how 

popular those conversion pages are when 
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compared to the popularity of pages that contain no conversion features.  

 

 

Above Figure: Champlain’s homepage does feature a majority of links that have elements of 

engagement within the corresponding pages. 

Below Figure: Based off that majority, those links conjure more traffic than links to 

non-conversion pages, with non-conversion pages increasing slightly in traffic volume over the 

years 
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On average, the homepage directs about 60% of its 

prospective users to conversion related pages. 

 
 
 
 
 
 
 
 
 
 
 
 
Based on the flow of user behavior over 

the periods being observed, a few links 

were consistently popular in drawing the 

most traffic. Three of these are featured in 

the Action Bar located at the top right of 

the home page, and feature a majority of 

links containing conversion material. The 

consistency in heavy traffic through the 

Action Bar lets us know that conversion 

pages are being identified, however some 

non-conversion pages are receiving a 

spotlight as well.  
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Taking a step back, and looking at the trends:  

With all of this analysis considered, the homepage directs a comparatively bigger amount of 

traffic to conversion-related pages than non conversion related pages. The data suggests that 

under the lens of directing prospective student users to pages that engage them with the school 

and progress them further through the conversion chain, the homepage serves its purpose 

adequately.  

However, there are a few things to note that may be worth considering.  

The Action Bar:  

 

 

 
Gold: % of links that 

led to pages with engaging 
elements (conversion pages) 

 
Red: % of links that 

led to pages with no 
engaging elements 

 

 

 

 

The majority of traffic that went to conversion pages came from the action bar at the top right of 

the homepage. These major pages include  

● Academics,  

● Admissions and  

● Student Life 
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 Certain pages that are related to engaging the user with Champlain College receive relatively 

low volumes of traffic. Take the “How to Apply” page that is in the Admissions drop down menu 

as an example. Over the course of the 4 year analysis, only in 2016 did a percentage of more 

than 2% go there from the homepage.  

 

Determining the Popularity of these Elements:  

Assuming that the top two headlines were 

consistent in leading to the same page for the 

observed window of time, none of these links 

accumulated enough traffic to appear on the 

behavior flow chart provided by Google Analytics.  

 

 

Consistency of Goals, page URLS, and User Flow to Ensure Reliable Data Reports  

2017 Fall Open House as an example:  

Based on the current layout, there a few ways to arrive at the visits and events pages (of which 

is represented by the flowchart shown). 

 

 As indicated by the chart with the circles in red, these selected pages are similar in their 

function of engaging the user, but are disconnected in terms of conversion goals data tracking 

when they could be indicative of the efficiency of the signup system for the website overall.  
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With that in mind, visit.champlain.edu seems to sit disconnected from the homepage as well as 

a number of other pages, increasing the complexity of user flow from the homepage. 

 

Based off these observations, we recommend two things. First, a revision of Goal 1 (which in 

Google Analytics description is ‘Undergrad-Apply”) to include the micro conversions that we 

described here.  

 

Second, a simple revision of the structure of the event pages, and furthermore how that can be 

better placed into the homepage.  

 

Events signup has been consistently high in traffic from the homepage, it would be considerable 

to look into the potential increase in that traffic if revising the layout of event pages increases the 

ease of use for users. 
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Recommendations 

1. Paid search, such as Google Adwords, and advertisements on search engine sites are 

being underutilized. An increase in paid advertising efforts will result in higher overall 

homepage views, which will provide more conversion opportunities.  

2. Work on creating content that appeals to both genders in order to make the gender gap 

match up to the colleges preference. Also, make the site more appealing to parents. 

3. Continue to feature big visuals of Champlain’s view of the mountains as well as its 

students. 

4. Improve consistency of Goals, page URLS, and user flow for Reliable Data Reports. 

a. First, a revision of Goal 1 (which in Google Analytics description is 

‘Undergrad-Apply) or an additional goal to include the micro conversions that we 

described here.  

b. A revision for the simplicity of the structure of the event pages, and furthermore 

how that can be better placed into the homepage.  
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Appendix A:  

1. /admissions/undergraduate-admissions/visits-and-events/game-career-exploration-2017 
2. /admissions/undergraduate-admissions/visits-and-events/winter-open-house-2017 
3. /admissions/undergraduate admissions 
4. /admissions/undergraduate-admissions/request-information-undergraduate 
5. /admissions/undergraduate-admissions/contact-undergraduate-admissions 
6. /admissions/undergraduate-admissions/visits-and-events/summer-visits-2017 
7. /admissions/undergraduate-admissions/visits-and-events/fall-open-house-2017 
8. /admission/undergraduate-admissions/visits-and-events 
9. /academics/undergraduate-academics/majors-and-specializations 

10. /academics 
11. /student-life 
12. /about-champlain 

/student-life/campus-life 
/admitted-students/admitted-fall-undergraduate-students/admitted-student-event 
 
Non-Conversion Links From Homepage 

1. /online 
2. /academic/graduate-studies 
3. /prospective-employees/employment-opportunities  
4. /admissions/online-and-continuing-education-admissions/tuition-and-financing-cps 
5. /online-learning 
6. /academics/library/find-books-articles-and-more/find-articles 
7. /admissions/graduate-admissions 

 

 


