
2020 Key Performance Indicators:

Digital Marketing



201.02.2020

DIGITAL MARKETING ECOSYSTEM

Instagram

155 followers

Facebook

176 followers

Twitter

115 followers

Website

Email

758 Subscribers

Unmanaged



301.02.2020

Why are we online?

• Engage our supporters, residents, landlords and constituents

• Provide transparency + information

• Celebrate and share our impact



401.02.2020

What are we measuring?

WEBSITE

Pageviews

measures an instance of a user visiting a particular page on a website

Average Session Duration

measures the average amount of time users spend on a website

Bounce Rate

is the percentage of visitors to a website that exit after only viewing one page

Pages per Session

number of unique page visits per session

Unique Visitors

person that visits a website at least once during the reporting period

New vs Returning Visitors

users that access website for first time on a specific device vs those that have previously visited



501.02.2020

What are we measuring?
EMAIL
New Subscribers

measures the number of people that have subscribed during the reporting period

Unsubscribe rate

percentage of people that chose to no longer receive email communications

Open Rate

percentage of recipients that open email

Click Rate

percentage of recipients that click on a link or image within an email

SOCIAL MEDIA
New Followers

the number of new people that follow account during the reporting period

Impressions

the number of times content was shown to user

Profile visits

the number of times profile was viewed

Reach

the number of unique accounts that have seen posts



601.02.2020

How are we measuring?

• Enabled Google Analytics at the end of August 2020 which is 

a web analytics service offered by Google that tracks and 

reports website traffic

• Social media platform basic reporting tools with renewed 

activity at the end of May 2020

• Traffic is still very minimal

• Benchmarking 2020 data for 2021 goals



701.02.2020

Website metrics

Users may be accessing 

Wednesday to access 

meeting link

Site is mobile optimized but users 

may be mostly accessing to 

download or conduct activities not 

easily done on mobile



801.02.2020

Website metrics (continued)

Content does not entice 

users to come back

Industry avg is 35-60%



901.02.2020

Website metrics (continued)

Blog post was 

interesting and 

engaging for users

Users specifically came to 

site to access this project



1001.02.2020

Email metrics

4,490/42.9%

open rate

562/5.4%

click rate

26/0.2%

unsubscribe rate

25.17%

industry

average

2.79%

Industry

average

0.20%

industry

average



1101.02.2020

24/13%

new users

39/43%

new users

150/98%

new users

Social Media metrics

1,311 avg

impressions
46 avg

reach

122 avg

reach



1201.02.2020

Demographics - Website

• Only 31% of users captured demographic data

• Users much younger than expected

• Men are slightly more active on our website



1301.02.2020

Demographics – Social Media

• Social media users are 

more female

• Facebook audience in 

general tends to be 

older but  we still are 

attracting a younger 

demographic

• Instagram audience is 

consistent with website 

• Our audience is SF 

based which is to be 

expected but we have a 

nice group outside of 

the area



1401.02.2020

What did we learn?

• Engagement consistently increased

• Content stale and needs to be updated more frequently

• Users want more project updates


