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Who is Mighty Citizen?

Mighty Citizen transforms mission-driven organizations through branding,

marketing, and digital communications. We help associations, nonprofits,

governments, and universities increase their impact and revenue by creating
deeper connections with their audiences. We marry data with human-centered
design to craft brands, build websites, and launch marketing campaigns that

improve the world.

BY USING THIS GUIDE
YOU WILL BE ABLE TO:

: z hat th]-S Set up Google Analytics

G ulde C overs for success

Measure homepage

. . . . .. engagement
This guide details how universities can harness £
Google Analytics and other tools to evaluate Explore where your traffic
whether their website is supporting their goals. is coming from

Optimize your website for

search engines
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How do I measure
my university’s website
performance accurately?



Set up Google Analytics

If you're going to measure your ’s website performance accurately,

you must first set up Google Analytics (GA) properly.

This guide assumes you already have Google Analytics connected to
your main website. If not, please first visit http://bit.ly/2R3MdKI

to get started.

1. Connect Google Analytics to Third-Party Web
Platforms

Your university probably uses third-party web platforms to do things

like process applications, event registrations, and alumni donations.

Because they’re on separate website domains, you must add your

Google Analytics tracking code to every page of these platforms.

Finding Your GA Tracking Code
You can find your GA tracking code in Google Analytics by going to:

Admin > Tracking Info > Tracking Code

Many third-party platforms simply need your Google Analytics
property ID—which looks something like “UA-12345678-01.”

Each Third-Party Platform Has its Own Integration with GA

For example: If youre using Eventbrite to manage donor events, search
Google for “Eventbrite Google Analytics integration” and follow the
instructions. If you don't find anything on Google, contact the platform

vendor directly and ask if they integrate with Google Analytics.

Google Tag Manager
Consider using Google Tag Manager (GTM) to manage all tracking
codes—e.g., Google Analytics, Google Ads, Facebook Ads, etc.

* Install one set of GTM tracking codes on your website and all
third-party platforms and then manage all other tracking codes
using the GTM interface.

* Many platforms requiring tracking codes provide instructions

for GTM.
e Test your changes before pushing live.

GTM is free, but you'll want to involve your Web development

team because setting it up requires technical know-how.
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ADD YOUR GA
TRACKING CODE

Adding your GA tracking code

to every page of your third-party

platforms could reveal insights like:

How search engine optimization
(SEOQ) efforts on your academic
program webpages lead to

campus visit sign-ups

How well display ads lead to
request-for-information form
completions on landing pages
managed by your marketing

automation platform (MAP)

How email campaigns targeting
student prospects lead to
completed applications on your

admissions platform

How your efforts to promote
open faculty and staff positions
lead to completed applications

on your job application platform

How your fundraising email
campaigns lead to donations on

your donation platform




If a platform does not
automatically connect
to Google Analytics, this
same tracking code can
be manually included
on every page of the
platform. To learn more,

watch this Google video

(https://bit.ly/2JD3R2H).

MIGHTY CITIZEN

Check out Mighty
Citizen’s step-by-step

guide for creating

destination goals
(https://bit.

ly/2FZnnWn) in
Google Analytics.

2, Set up Tracking for Email Campaigns

Next, connect Google Analytics to your email marketing platform.
This will allow GA to deliver a complete picture of your email
marketing efforts—including what users do on your website after

they click a link in one of your emails.

Website traffic from email is normally registered in Google Analytics
as “direct” traflic. However, you want Google Analytics to track your

email marketing as its own channel.
See: Acquisition > All Traffic > Channels

For example: If you use Mailchimp, search Google for “Mailchimp
Google Analytics” to find instructions for integrating your email
marketing platform with your Google Analytics account. If you can’t

find these instructions online, contact the email marketing platform

and ask for help.

3. Create Conversion & Destination Goals in
Google Analytics

To know whether users are doing what you want them to do on
your site, you must first create conversion goals in Google Analytics.
Conversion goals are completed actions on your website—

e.g., submitting a form, signing up for an event, logging into an

account, etc.

Form completions are among the most popular conversion goals.
Most form completions can be tracked as a type of conversion goal
known as a destination goal. Destination goals allow you to record

where on your website your users go.

For example: When a user completes a form and is then automatically
taken to a “Thank you for contacting us!” confirmation page, that

confirmation page is a destination.
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Do you know how users are

engaging with your content?

About Multi-Step Forms
If a form spans multiple web pages (i.e., unique URLs), it may become

more likely that people will abandon the form before completing it.

The “Funnel Visualization report” in GA (Conversions > Goals >
Funnel Visualization) shows how users move from step to step in the
form. You can discover where in the sign-up process users are dropping

off so you can make content and architecture changes.

It is especially important to track completions of long forms on mobile
devices because visitors may give up if the process is too lengthy or
complex. Simple changes—such as reducing the number of fields or
removing a field requiring information that is difficult to obtain—

can increase your conversion rate and improve user experience.

M Conversions Step 1
26,418
~ Goals 26,418 = p 1,439
Overview 24,503 ' 602
981 . 525
Goal URLs 300 24,979 (94.55%) 10
Reverse Goal Path 130 proceeded (o Step 2 e
112 34
Funnel
Visualization I
Goal Flow
* Ecommerce Step 2
S Multi-Channel 241979
Funnels [/ ’ 162
» Attribution ' 75
29
Q Discover 24,817 (99.35%) 21
proceeded to Step 3 12
. l |
We can see that only 94.55% of users moved from Step 1 to Step 2.

This suggests that something in Step 1 is causing 5.45% of users to
abandon the form. With this in mind, we can test some tactics for

increasing conversion.
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Five Popular Online Forms

Used by Universities

1. Student Applications

Most schools consider this to be the most important

form on their website, but there are a number of reasons

why it is often difficult to track application submissions.

* Admissions platforms often don't allow you to
include Google Analytics tracking code on their
multi-page application form, so you don’t know
when prospects complete applications or where

they abandon the form.

* A graduate school or specific program with a
dedicated website often has to direct prospects
to the main university website to complete an
application. It is possible for universities to track

these user paths with Google Analytics and share
the data.

* You can track the number of prospects who
leave your website for platforms like Common
Application, but it is very difficult to associate
your website traffic with completed applications

on these platforms.

2. Student Request for Information (RFI)

Because it is difficult to track student application
completions, this is one of the most important forms

on your website because it allows you to:

* Capture student prospect contact details before
they exit the site.

* Follow up and encourage contacts to sign up
for a campus visit or complete their application.

* Measure the effectiveness of marketing.

3. Campus Visit
Universities often find that campus visit sign-ups are
more valuable than RFI form completions because

there is greater potential for commitment.

4. Donations
See how your email or other marketing campaigns
influence alumni and other donors to submit

donation forms.

If you are connecting Google Analytics to your
donation platform, you should also search “Blackbaud
Google Analytics Ecommerce” (if Blackbaud manages
your donations) because some platforms have a
built-in integration that allows you to see the dollars

associated with completed donations.

For example: If you spend $2,000 on an online ad
campaign that generates 100 donations, you want to
know the average donation size. ($10 per donation

is a lot different than $100 per.) If your donation
platform doesn’t have a Google Analytics Ecommerce
connector, ask your Web developer if it is possible to

create an integration of your own.

5. Events

If you hold the same alumni fundraising event every
year, keep the destination goal the same in Google
Analytics so you can see how event registration trends

change from year to year.

Note: The “Contact Us” form is so common and is
used by so many people for so many different reasons
that it doesn’t provide a meaningful metric for website

performance.



4. GA Event Tracking

Events is how Google Analytics tracks user interactions that dont involve moving
to a new webpage. Unless your university has added tracking code to your website
to track these events, there is likely no data available in: Behavior > Events >

Top Events.

You'll need the help of a website developer to implement tracking code for file
downloads, outbound links, and video views. This code is easier to implement and

test if you are using Google Tag Manager.

Here are three of the most common types of events tracked in Google Analytics.

Many universities provide resources in PDF format for academic programs, classes,
and more. Tracking downloads in PDF, Word, Excel, and other formats can help

you know how people are engaging with this content.

If you can’t link your application, RFI, or event registration platforms to your main
website in Google Analytics, it is helpful to know the number of people who exited
the site to specific pages on these platforms. This data isn’t as valuable as form
completion data because we don’t know how many of these clicked links resulted

in completed applications or registrations. But it’s definitely better than nothing.

Know how people are engaging with your video content, including the number
of users who play and then watch 25%, 50%, 75%, and 100% of the video.
Some platforms even track the number of users who submit their email address
after watching. Google Tag Manager has a built-in trigger that allows you to
track YouTube videos easily, and other platforms like Vimeo provide GTM

implementation instructions.

B Behavior Event Category Total Events +
Overview 80,372
Behavior Flow

» Site Content 26,798 (33.34%)
» Site Speed 2. Outbound Link 25,126 (31.26%)
» Site Search 3. File Download 23,794 (29.60%)
~ Events 4. Emai 3,809 (274%)

Overview 5. Ca tor B45 (1.05%)

Top Events
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Entrance Path
To learn the top webpages clicked to from your homepage, follow these steps in

Google Analytics:

1. Go to: Behavior > Site Content > Landing Pages
2. Select your homepage (often represented as /)
3. Select Entrance Paths in the sub-navigation

4. The Second Page metric will display the top pages clicked from
the homepage

Check which pages have a conspicuously high or low number of clicks.

This is an easy, helpful way to start exploring your site’s effectiveness. If what
you see is unexpected, remember that users may value some things differently,
they may not understand what information is provided on each of the
subsequent pages, or they may have trouble finding what they’re searching for

from the homepage.

Site Search

When users can't quickly find what they are looking for from your homepage,

they will often use your site’s search feature.

If your website has site search that reports to Google Analytics, see which terms
are getting a lot of search. Go to: Behavior > Site Search > Search Terms.
What you learn here may reveal important changes you should make to your

homepage architecture so users can find what they need more quickly.

For example: If you have a lot of search for a phrase like “list of Bachelor’s
degrees,” you may want to make sure you have a clear, obvious link to such

a page on your homepage.

About Comparing Dates
Comparing data during specific time periods can be tricky. Consider seasonality

when measuring website activity.

For example: It’s common for universities to see less website engagement during
late December and early summer. You will also see spikes in traffic during

August, September, and January when students are beginning a new semester.
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That’s why, in order to evaluate website performance over time, you should
consider running reports that compare activity during one period to the same
period the previous year. In the example below, notice the date ranges are

identical, one year apart:

Jan 1,2019 - Apr 30,2019
| eto:Jan1,2018 - Apr 30,2018

Date Range: | Custom v

« February 2019 March 2019 April 2019 »

SMTWTFS SMTWTFS SMTWTF S .Ap,3g'2019

ag T P25 1o s o QT .
[3[4[5]6|7[a[offaas[e[7]a[o]7a[o][r0]n][r2]3] pareto: Cumom _7 |
EOREDEND ONOENO0 DEOEO0E ... . 00
[17[18[19]20] 21 [22] 23 17 [18] 1920 [21 |22 23 f 1 |22 [23 24 ] 25 [ 26] 27] el pr=s

[25]26]27] 28 ] EEEE 2829 [30]
Apply [cance

Bounce Rate

Google Analytics defines bounce rate as “the percentage of single-page sessions in
which there was no interaction with the page.” While it can be useful to know how
often people arrive on a webpage and then “bounce” off the site, we recommend
looking more closely to determine the reasons for the bounce rate. Don’t assume

that a “high” bounce rate is a bad sign.

For example:
* Do most students who arrive on your homepage immediately log in to
your student platform? If Google Analytics doesn't track trafhic to this third-
party platform, these website sessions will be considered bounces because

people are technically leaving your homepage to go to another website.

* Is new homepage content affecting your bounce rate? You may find a
temporary improvement after promoting a link to a popular event or
news article, which will then return to normal when that link is less

relevant or removed.

* Does your homepage bounce rate fluctuate at certain times of the year

due to traffic seasonality?
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Consider Usability Testing

Every site has usability issues, but it’s difficult to identify these issues or how
severe they are unless an independent researcher walks through your website
with real users to recognize strengths as well as opportunities for improvement.
Usability testing can help you understand how well you are communicating

with prospective students.

There is a real, potentially massive cost to poor website usability, and the process

of testing your site with users is an easy way to listen and learn from them.

Google Analytics offers a number of standard reports about where your web traffic
comes from—i.e., how people find you online. These reports also provide invaluable
information about which sources lead to form completions—i.e., RFI and campus

visit sign ups.
* In Google Analytics, go to: Acquisition > All Traffic > Channels.

* From there, select relevant form completion goals in the “Conversions”

drop-down menu (at the right of the page).

This will create a chart like the one below that shows which channels are best
at driving form completions:

Channels Sessions RFI Form Conv. Rate
1. Organic Search 395,106 (82.51%) 9,352 (72.71%) 2.37%

2. Direct 63,507 (13.26%) 2,587 (20.11%) 4.07%

3. Referral 7,347 (1.53%) 286 (2.22%) 3.89%

4. Social 5,696 (1.19%) 222 (1.73%) 3.90%

5. Email 5,234 (1.09%) 195 (1.52%) 3.73%

6. Paid Search 1,157 (0.24%) 104 (0.81%) 8.99%

7. Display 785 (0.16%) 116 (0.90%) 14.78%

In this example, the vast majority of “sessions” (visits to the website)—82.51%—
come from regular search engine use. But direct users—i.e., users who type in your
school’s URL or have it bookmarked—fill out the RFI form at a higher conversion
rate than we might expect. It is important to learn more about traffic to these

channels so you can fix problems quickly and capitalize on successes.
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Organic Search
Organic search refers to users who visit your website by using a search engine and
clicking on an ordinary search result (instead of an ad). To view your organic traffic:
1. Go to your Channels report: Acquisition > All Traffic > Channels
2. Click on: Organic Search
3. Click on: Landing Page (in the sub-navigation)
4. Select the appropriate goal in the Conversions drop-down menu

(on the right)

Which academic program pages are generating the most organic search traffic,
and which are best at leading people to complete your RFI forms? Are searchers
completing your forms after landing on any pages of your blog? Which new pages

should you create to attract more relevant search traffic?

Referral

Click on Referral from the Channels report to see the top websites referring traffic

to your website.
What content on other websites leads to form completions on your site?

For example: If you find that a link on a professional association website is gener-
ating a lot of RFI completions for academic programs related to their industry, can
you do additional promotion with that association or develop relationships with

other associations that would link to your university site?

Click on Landing Page in the sub-navigation of the Referral page to see the most

popular pages on your site to referrers. Can you create and promote similar content

to increase additional relevant referral traffic?




Social Media

To discover the top social media networks driving traffic to your website (Facebook,

Twitter, LinkedIn, etc.) go to: Acquisition > Social > Overview.

See how people engage with your website after clicking links to your content in social

networks in: Acquisition > Social > Landing Pages.
If you are promoting your content on social media, consider using the following metrics:

Avg. Session Duration

What types of social content keep people on your website longest?

Pages / Session

What types of social content influence people to explore other pages? Can anything
be done on your article pages to introduce site visitors to other content so they won't
exit too quickly? (This is especially relevant for mobile users, who tend to bounce

more often.)

Which articles did you post to social networks that are successfully leading to RFI form

completions or applications? Could you write additional articles about similar subjects?

Email

If your email marketing platform is reporting to Google Analytics, go to: Acquisition >
Campaigns > All Campaigns to find the top performing email campaigns. This report
is particularly helpful in understanding the effectiveness of emails that encourage

student prospects to apply or alumni to donate.

If an email leads to a large number of applications or donations, dig deeper. Figure

out what made that email perform so well. Was it the list you sent it to, the subject line,

the timing?




Search and Display Advertising

Google Ads campaigns—i.e., the text ads that appear at the very top of search
results—can make your website immediately visible to more people. You'll pay
Google only when a user clicks on the ad, and then lands on your website.
Performance of these ads is measured by conversions (i.e., form completions),

not mere clicks.

If you use Google Ads, target them by geography and/or specific academic programs.

Mobile Traffic
Go to: Audience > Mobile > Overview.
Device Sessions RFI Form Conv. Rate
1. mobile 278,844 (58.23%) 5,925 (46.07%) 2.12%
2. desktop 174,159 (36.37%) 6,211 (48.29%) 3.57%
3. tablet 25,852 (5.40%) 726 (5.64%) 2.81%

If the percentage of overall website traffic from mobile devices (i.e., smartphones)
is significant compared to desktop visitors, consider investing further in the mobile

user experience.

In the Conversions drop-down menu, select a goal. If your conversion rate for RFI
form completions is much lower on mobile than desktop, for example, that’s a clue

that you need to improve your mobile user experience.

Google Analytics reports provide

invaluable information about which
online sources lead to form completions.




Search engine optimization (SEO) describes everything that can be done to improve

the visibility of your website to search engines.

Great SEO usually involves help from an SEO professional because true success is found
in the highly targeted, strategic margins. But your school can take these simple steps to

improve your visibility in search results right away.

Perform a Quick SEO Test

Go to Google. Search your school’s top 10 academic programs, one at a time. Check

out the search results—especially the top three. Are you there?

For example: If you search “criminal justice degree” while located in the same
geographic region as your university and your school’s program isn’t in the Top 3

spots, prospective students aren’t finding you either.

(One of our favorite quotations about SEO is, “The best place to hide a dead body is

page two of Google search results.”)

The competition for these spots is fierce. Other colleges, online schools, and “college
ranking” websites are all vying for those coveted top spots. The good news? Most college
webpages are not optimized for search engines; so if yours is, you'll jump to the head

of the pack.

SEO can become a competitive advantage if you invest in it. It can produce significantly

more website visitors, which will naturally convert to more applications and contacts.

The competition for the top
Google search spots is fierce.



SEO Tactics

How you organize your academic programs greatly impacts your visibility in search

engine results.

Most universities make the same mistake: They organize their academic programs
on their website in the same way they’re organized in the university itself—namely,

by colleges and departments.

Here’s a common page hierarchy on higher education websites:

The pages your users care most about—e.g., B.A. in Communications—are buried
so deep in your website that Google, naturally, considers them less important. (It’s
also unlikely that most prospective students will have the patience to click five

times to get to the target page, especially on mobile devices.)

For students who are researching potential schools, the department or

“college” in which their desired degree sits is not important.

Some universities make the opposite mistake: Including every conceivable program,
track, and concentration on a single page that goes on forever (what we call the
“long page”). The long page example included on the next page provides a number

of challenges.
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COLLEGE OF EDUCATION

* Interdisciplinary Studies - Education - BAIS

* Interdisciplinary Studies - Education - BSIS

* Accelerated Online Ed Curriculum & Instruction - MEd Mathematics
* Accelerated Online Ed Curriculum & Instruction - MEd Science

* Accelerated Online Ed Curriculum & Instruction - MEd Triple Literacy
* Ed Curriculum & Instruction - MEd

e Ed Curriculum & Instruction, Mathematics - MEd

* Ed Curriculum & Instruction, Science - MEd

* Ed Curriculum & Instruction, Writing Focus - MEd

* Mind, Brain, and Education - MEd

* Reading Specialist - MEd

* Teaching - Early Childhood, MEdT

* Teaching - Middle Level, MEdT

* Teaching - Secondary Level, MEdT

Here’s why this isn’t good for SEO:

* Nobody is searching for complex or creative department names (“Curriculum
& Instruction”) or program names (“Mind, Brain and Education”) so these pages

won't ever receive much search traffic.

* There is no single page that best addresses the university’s “Teaching Degrees”

so it is unlikely that any of these pages will be visible for this search.

* It is not important for a student prospect to choose between a BAIS degree or a

BSIS degree at this point in the decision-making process.

We have designed an alternative to the long page, which links to academic program
pages (“Economics Degree Programs,” “English Degree Programs,” etc.) within an
accordion module (see the following page). The academic program page is linked with

a button at the left with specific degrees and tracks included in links at the right.
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+ Criminal Justice

Universities with the best
+ Economics visibility on Google link
to their academic program

_— Eng“sh UNDERGRAD ONLINE

pages in their main menu

(so they are visible on

ollege of Arts and Sciences Bachelor of Arts (BA).in English

Get your degree in English at UTPB.

SR

— Teacher Certification UNDERGRAD GRAD CERT

Bachelor of Arts (BA) in English Education Track every page of the website).

Master of Arts (MA) in English

This is a significant user

Master of Arts (MA).in English - Online

experience challenge for

universities that don’t want

their menu bloated with

College of Education Teacher Certification -Traditional Track

too many links.

Get prepared to teach.

TEACHER CERTIFICATION PROGRAM APPLY

Teacher Certification - Alternative Track

Examples of SEO-Friendly University Menus

Here are a few examples of university websites with excellent architecture

and strong visibility on Google.

University of Phoenix offers a limited number of degree programs, which

are all linked within the Degrees & Programs menu shown below.

§\= ) . X
* Degrees & Programs Paying for School ~ Admissions  Why UOPX
BUSINESS CRIMINAL JUSTICE PSYCHOLOGY
BACHELOR'S 5 Accounting Criminal Justice Administration Correctional Program Support
Business Administration Public Administration Industrial-Organizational
Business Management Security Management Psychology
MASTER'S Entrepreneurship Psychology in Media &
Financial Planning EDUCATION Technology
SOCTORAL Human Resources Early Childhood Education
Marketing Elementary Teacher Education SCIENCES
Operations Management Liberal Studies (CA only) Environmental Science
Project Management
ASSOCIATE
HEALTHCARE TECHNOLOGY
COMMUNICATIONS
CERTIEICATE Health Administration Computer Networking
English Health Management Cyber Security
Communication Information Technology
SINGLE COURSE NURSING Software Development
RN to Bachelor of Science in
Nursing
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There are a number of reasons why this strategy works well for

Phoenix.edu:

* Tabs at the left allow users to view by degree type: Bachelor’s,

Master’s, Certificate, etc.

* Organizing academic programs within larger categories—
like “Business” and “Education”—helps users find related

programs quickly.

e Specific program pages can be optimized for terms like
“Business Administration Degree Programs” and “Early

Childhood Education Degree Programs.”

e 'These are all links, and because the links are in the main menu (i.e.,

on every page of the website), Google views them as important.

* Notice how, on mobile devices, the site structure allows University
of Phoenix to keep most of their program types, program
categories, and specific programs on one screen as users navigate

through selections.

AYmS R 81%R 717 AM ACEDG .l 81%B7:17 AM AEEDG =4l 75% @ 8:58 AM
X @ Visit University of Phoen... ] $ X @ Visit University of Phoen... 0 $ % @ Online Colleges, Schools... ]
www.phoenix.edu ‘www.phoenix.edu www.phoenix.edu
14 DEGREES & PROGRAMS D¢ (4 BACHELOR'S D4 < BACHELOR'S X
TOP PROGRAM ° TOP PROGRAM .
Bachelor's > Business -
or of Science in Bachelor of Science in
inistrati i Accounting
Master's > jrore Leam more Business Administration

Business Management
Entrepreneurship

Doctoral >
Business + Financial Planning
Human Resources
Associate > Marketing
Communications 2 Operations Management
Certificate > Project Management
Criminal Justice + See All Programs
Single Course >
Education + Communications +
Healthcare + Criminal Justice +

P ' Fdiimns . '

O J Request Info Apply o (y Request Info Apply o J Request Info Apply

¢ Their calls-to-action are also displayed at the bottom of every

screen: chat, call, request info, and apply.
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Programs Organized by Categories in Main Menu

Rasmussen College links to their academic programs in the main menu through
seven program categories called “Areas of Study”—e.g., Business, Design,
Education, etc. Clicking on a program category in the menu opens up links to

related programs/degrees in a sub-menu.

AREAS OF STUDY

Business

DESIGN
Education

Graphic Design

Health Sciences
Bachelor's Degree

Justice Studies Associate's Degree

Nursing
Leadership

— Design Blog

Limited Programs in Main Menu
Consider the strategy of Southern New Hampshire University (SNHU) as an
alternative. They include only 14 of their most important programs in their

menu and provide an additional “View all degrees” link.

Academic Programs Admission Tuition & Finandial Aid Student Experience
By Location By Subject
On Campus Accounting & Finance Healthcare
Online Aeronautics & Aviation Liberal Arts
Art & Design Math & Science
By Degree Level Business & MBA Nursing
I Criminal justice Psychology & Counseling
Associate ? 2 :
Bachelor's Education Social Sciences
Master's Engineering Technology
Certificates View all degrees
Doctoral
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SNHU also provides a drop-down menu on the homepage with links to their
Academic Programs. This tactic isn’t as impactful as links in the menu because they
are located only on the homepage. But it's a decent option if you can’t get program

links into your main menu.

Content for SEO

Google wants to send searchers to the best, most relevant content on the
Internet. Review and promotion sites—Ilike USNews.com, BestColleges.com,
TheBestSchools.org, and CollegeChoice.net—often rank in Google’s Top 5 for

academic program terms because their pages include a lot of relevant content.

Here are recommendations for how to align your website content with how

people actually search for college information on Google.

Updating academic program content can be a daunting project. For starters,
there’s a ton of it. And each department/school usually wants control over their
own content. Unless you are tasked with updating the content on your entire
website (mercy be upon you), consider using one college or large department

as a test case—especially if they are motivated to increase applications.

You could also improve the content of programs that have a lot of demand (i.e.,
search) but aren’t available at other colleges in your area. The performance increase
of those pages could be significant. It’s basic supply and demand. If you can
demonstrate that your SEO efforts produced additional trafhc that resulted in

increased student applications, it will be easier to sell to other departments.

Let’s say you want to promote your “diagnostic medical sonography” associate’s
degree and certificate programs. Here are some ways to make your website more

visible to search:

* Academic Program page: Create an academic program page—linked to from
your main menu—titled something like “Sonography Degree and Certificate

Programs.” Do not simply title the page “Sonography.”

* Degree/Certificate page: From your main sonography page, link to dedicated
pages about each degree and certificate program. Include specific page titles

like “Diagnostic Medical Sonography Associate’s Degree Program.”
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* Career-focused pages: Students and parents search for (a) specific degrees

and (b) what they want to do for a living. On your top-level sonography page,
you could also link to dedicated pages about “Ultrasound Tech Certification”
and “MRI Tech Certification.” (In this case, there is more search for terms
like “ultrasound tech programs” than “sonography programs.” Keep

vocabulary in mind.)

* Major pages (extra credit): Most universities can’t get away with this, but
there is a lot of search for degrees and majors, and it is unlikely that a single
psychology program page will rank well for both terms. If you can create a
page about your psychology degrees and a separate page with unique content
about a psychology major, you could see traffic for both types of searches

(degrees and majors).

If your program is accredited, or you are primarily trying to target student prospects
in your state or large city, make sure to include these words in your content. Include
text like “Accredited Ultrasound Tech Certification Program in Texas” in your

webpage title tag.

MIGHTY CITIZEN | mightycitizen.com | (512) 459-7000



“How to Become” Pages
Because people search by career, consider creating pages that answer five common
questions searchers ask about careers. For example: On your “Ultrasound Tech

Certification” page, link to subpages with the following titles:

* “How to Become an Ultrasound Tech” — could be an overview page

speaking generally about the process.

* “How Much Does an Ultrasound Tech Make?” — include salary details,

preferably for your region.

* “How Long Does it Take to Become an Ultrasound Tech?” — include
alternatives timelines for full-time and part-time students, and stories from

your students.

¢ “How Much Does it Cost to Become an Ultrasound Tech?” — include

average costs for the relevant university program.

e “Ultrasound Technician Education Requirements” — admittedly, the
answer to this question could be 1-2 sentences, but include on a separate page

if more can be said.

If optimized correctly, you may even be found in the featured snippet at the top of
the page, which is usually the text Google reads when responding to voice searches

on mobile and home devices.

how long does it take to become an ultrasound tech , Q
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How Long Does it Take to Become an Ultrasound Tech? It typically take two years to
complete a Sonography certificate, with more advanced degrees or specializations
taking up to four years. Most Sonographers hold an Associates Degree in Applied
Science with a specialization in diagnostic medical sonography.
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Get Some Mighty Data

This guide should provide the foundation you need to measure (and improve) the performance of your

website, but don't be afraid to go further!

Mighty Citizen is a full-service marketing, branding, and digital transformation agency specializing in

universities. Learn more online at www.mightycitizen.com.

Our seasoned professionals will help you with:

Website Redesign

Google Analytics Consulting, including:

* Selecting the most relevant reports for your

school and including them in a performance User Research

®© W

dashboard that can be shared with your

internal stakeholders

* Tracking your main website with third-party St Ei i Oppinikeiton =0,

software platforms = mdUdIng:

. . * Keyword research
* Creating conversion goals

* Activating event tracking for file downloads, * Search engine ranking reports

outbound links, and video views * Advanced optimization consulting

* Integrating your site search platform with

Google Analytics (@) Advertising, including:
* Google Ad Grants campaigns
@ Branding * Display and retargeting ads

@ Marketing Strategy
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