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BASELINE DATA  

(Jan 1 through July 28th, 2016) 

 

PROJECT DESCRIPTION AND GOALS 

The following report examines your web traffic and provides recommendations for 
improvement.  
A key component of our analysis involves e-commerce tracking which allows us to track 
online donations. Because this was implemented in early June, the majority of our analysis 
covers June 1st through July 28th. E-commerce tracking is critical to learning what influences 
people to donate and where improvements can be made.  
Because we have limited e-commerce data to work with our findings are at an early stage and 
may change as more information comes in. However, this report does demonstrate the type of 
analysis we could perform on a regular basis to help you make decisions to increase 
online revenue and overall engagement.  
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IN DEPTH ANALYSIS 

(June 1 – July 28th) 

REVENUE BY CHANNEL 

CHANNEL TRAFFIC SESSIONS REVENUE   % OF REVENUE AVG. 
DONATION 

Direct (81.16%) 69,284 $2,735.94 64% $56 

Organic Search (9.6%) 8,197 $1,689.02 32% $92 

Referral (7.48%) 6,388 $118.00 2% $20.59 

Social (1.61%) 1,375 $35.00 1% $13.52 

Email (.13%) 107 $0.00   
 
We can see above that organic traffic represents only 9.6% of all traffic; however, it is 
generating 32% of all revenue. This stresses the importance of making sure all web pages are 
well optimized for search. 
 
DONOR ANALYSIS 
98 percent of donors came from the U.S. This compares to 84 percent for all visitors to the site.  
People from CA donated the most, but people from NY and FL gave the most.  
REGION TRANSACTIONS REVENUE 
California 16 $386.94 

New York 8 $1,730.00 

Massachusetts 7 $466.00 

District of Columbia 6   $208.02 

Virginia 5 $94.00 

Oregon 3 $100.00 

Washington 3 $65.00 

Florida 2 $1,010.00 

Alaska 1 $5.00 

Alabama 1 $25.00 

 
If you were to run a paid advertising campaign, you might want to focus more of the advertising 
spend on New York, California, and Florida.  
As more data comes in we’ll be watching to see if there are specific types of content that drive 
conversions based on location. For example, we might find over time that people in a particular 
location are more likely to respond to an action alert that’s based on where they live. If so, we 
might move towards a digital strategy that targets people based on location.  



DEMOGRAPHICS 
As time goes on, demographic reporting in Google Analytics will allow us to determine the age 
and gender of site visitors.  
 

NEW USERS VERSUS RETURNING VISITORS 

 NUMBER OF 
DONORS REVENUE REVENUE PER 

USER 
Returning 37 (41%) $1,488.12 (28%) $40.12 

New 53 (59%) $3,799.94 (72%) $71.69 

 
Almost 60 percent of donors were new. New donors gave individual donations that were almost 
twice as much as returning donors and resulted in almost three quarters of all revenue.  
 
TIME TO PURCHASE 
The majority of donors give right away but more than a quarter of all donors needed at least 
seven days to donate after their first interaction with the site.  
 
This shows us that cultivating your potential donors by giving them a reason to come back can 
pay off in additional revenue.  

 

DONATION CHANNELS 
Of the 68 donations recorded, 23 required multiple visits from different channels first (known as 
assisted conversions).  
The chart below shows the last channel they came from before donating (known as a last click 
conversion). This data shows that most of your recent organic donations are coming from direct 
visits to your website. This means that it’s extremely important to optimize your main webpage 
for donation conversion.  
 

CHANNEL LAST CLICK CONVERSIONS 
Direct 54 

Organic 8 

DAYS TO 
TRANSACTION TRANSACTIONS PERCENTAGE OF TOTAL 

0 48 75% 

1 1 1.56% 

7-13 2 3.12% 

14-20 7 10.94% 

28+ 6 9.38% 



Referral 4 

Social 2 

 
The chart below explains what role each channel played in assisting a conversion (i.e. they 
were not last click conversions but were part of the path someone took on the way to 
converting). 
 

CHANNEL ASSIST CONVERSION 
Direct 23 

Organic 7 

Referral 3 

Email 1 

Social 0 

 

 
REPEAT DONORS 
Five people made two or more transactions resulting in $535.  
 
Over time as real donations come in, we will be able to determine which pages on the site 
donors are going to and where they came from so that we can learn what motivates them.  

 
TOP PAGES ACCESSED BY DONORS (by page value) 
PAGE UNIQUE VISITS VALUE 
Staff 2 $625 

About 4 $333.75 

Home 88 $35.53 

Exxon Action 8 $21.25 

Big Tobacco 7 $15.00 

Main Actions Page 8 $4.38 

Blog 29 $0.00 

 
We can see the pages that helped drive donations above. If a landing page was along the path 
someone took before donation, then it would be attributed here. For example, if someone made 
a $90 donation and accessed three pages before donating, each page would get a value of $30.  
 

  



SOCIAL ANALYSIS 

PAGE VIEWS 
Below is a breakdown of page views referred by the top five various social media accounts 
sending traffic. 
 

 
Facebook drives the most traffic but Facebook visitors tend to remain on the site less than other 
social media-based visitors.  
 
With that said, Facebook is the only social media page that has driven donations in the past few 
months (2 directly and one as an assisted conversion as part of the path to donating). 

 

 
PAGES SHARED ON SOCIAL MEDIA 

 

SOCIAL NETWORK PAGE VIEWS AVG. VISIT DURATION 
(SECONDS) 

Facebook 1,811 70.9 

Twitter 259 82.72 

Care2 172 75.72 

LinkedIn 137 200.80 

Glassdoor 42 37.94 

SOCIAL 
NETWORK 

LAST CLICK 
CONVERSIONS VALUE ASSISTED 

CONVERSIONS VALUE 

Facebook 2 $35 1 $5.55 

Twitter 0 0 0 0 

Care2 0 0 0 0 

LinkedIn 0 0 0 0 

Glassdoor 0 0 0 0 

PAGE PAGE VIEWS TIME ON SITE DONATIONS 
Home Page 513 3:15 0 

Private Water Industry 193 1:30 2 

Employment 227 1:44 0 

Exxon Knew Action 157 :47 0 

Big Tobacco Action 128 :34 0 



We can see that based on our analysis of the past month, home page visitors (by way of social 
media) lead to the longest engagement on the site (the home page also has a low bounce rate 
of 29 percent for this audience compared to the 80 percent mentioned earlier for all users).  
If you are interested in increasing brand awareness, then sending visitors to the home page 
seems like the best strategy right now. However, over time as more data comes in we will be 
able to determine with greater certainty the exact pages that lead to donations 

 

PAGE ANALYSIS 
 

 
PAGE VIEWS/LANDING PAGES 

 
The chart above lists the top five pages in terms of page views. “Entrances” displays how many 
times the referenced page was the first place that someone landed. A high bounce rate means 
someone who landed on the referenced page didn’t click any further into the site and left right 
away. Here we see that the home page has a considerably high bounce rate (the site average is 
38%).  

 

SEARCH ANALYSIS 

 

TOP LANDING PAGES ACCESSED VIA SEARCH 

 

PAGE PAGE VIEWS UNIQUE 
PAGEVIEWS ENTRANCES BOUNCE 

RRATE 
Main Action Page 19,304 18,042 17,955 15.85% 

Home Page 19,021 17,498 15,588 79.99% 

Grady Memorial 11,475 10,824 10,796 13.37% 

Exxon Knew 10,594 9,859 9,810 12.53% 

Big Tobacco Action 6,832 6,427 6,399 12.63% 

PAGE IMPRESSIONS CLICKS CTR BOUNCE 
RATE 

/fast-food-schools 5,190 508 9.79% 78.99% 

/ 3,011 46 1.53% 29.87% 

/sites/default/files/resources/clowning_
around_charity_report_full_final_0.pdf 

1,623 38 2.34% 0.00% 

/momsnotlovinit 1,120 17 1.52% 88.24% 



The Fast Food in Schools page is generating a lot of clicks due to a high number of impressions 
for search terms. 9.79% of people who see this search click through to this page.  
 

SEARCH QUERIES 
QUERY NUMBER OF CLICKS % OF ALL SEARCHES* 
Not set 515  

Contains “school” 130 17% 

International 
36 4.8% 

Corporate Accountability 3 .04% 

*There were a total of 743 organic searches. 
 
This section of the website traffic analytics report will become much more valuable when Google 
Grant ads begin. Google purposefully hides a large number of search queries from Google 
Organic (referred to as non-set in Google). However, we can still get a sense of what people are 
searching for based on the landing pages accessed above. The largest number of searches had 
the word “school” in them and not surprisingly were all related to fast food in schools.  
 
The above chart also helps us understand how familiar site visitors already are with your organization.
If they are typing in your brand name they already know the organization and are going to be more likely
to give than someone who just searches for “corporate abuse”. Over time we will track this and 
hopefully see this number increase.  
 

MOBILE ANALYSIS 

DEVICE  VISITS BOUNCE 
RATE 

PAGES 
/ VISIT 

AVG. VISIT 
DURATION GIFTS  REVENUE  RESPONSE 

RATE 
Desktop 65,778 37.46% 1.96 63.22 78  $3,681.06  0.12% 

Mobile 19,641 41.53% 1.82 45.14 13  $1,551.00  0.07% 

Tablet 7,854 38.18% 1.83 38.79 1  $       5.00  0.01% 

 
Typically, mobile viewers don’t convert into donors as well as desktop viewers (.07% conversion 
rate versus .12%). Nevertheless, they still represent a significant source of revenue (30%). 
Mobile also contributed an additional 5 assisted conversions totaling $245 which brings the total 
value of mobile to $1,796 (34 percent) and 18 donations.  
 

DEVICE AVG. DONATION 
Desktop $47.19 

Mobile $111.14 



 
Mobile has an average donation that is almost three times as high as desktop. It will be 
interesting to see if this continues to be the case over time.  If it does, we should alter our 
strategy to create code that features higher donation asks on mobile forms.  
 
 


