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Overview

This report reviews key analytics data for bates.edu over the 2013–14 fiscal 

year. The data was collected using Google Analytics and analyzed by the 

Bates Communications Office (BCO).

The purpose of the Report of Clicking is to help in our ongoing quest to 

understand the goals and preferences of visitors to bates.edu, so that we 

can best tailor the site to meet their needs. It features key metrics about user 

behavior over the past year, including information about how they found us, 

on what devices they visited us, how long they stuck around, and what they 

saw while they were here.

Last year we released our first ROC, which means this year we can compare 

changes in metrics over time. In many places throughout the report, we’ve in-

dicated the change from last year in gold percentages in parentheses beside 

this year’s numbers.

The website has many audiences, both on and off campus. While our site 

serves all visitors, bates.edu’s primary role is to facilitate communication 

with the college’s external, public audiences. For this reason, most of the data 

reported here represents usage by our off-campus users.

We hope you find this year’s report as informative to read as it was to write.
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Our Users

Analytics data can provide a sense of the scale of our audience, where they 

came from, what technology they used to visit us, and how they behaved 

while they were here.

How many people visited the website in FY 2013–14?

2,063,831 people visited bates.edu. (+18%)

They visited us a combined total of 4,107,450 times. (+6%)

Public, off-campus users accounted for 60.5% of these visits. (+7 percentage points)

How engaged were they?

Our users viewed 11,057,246 pages on our site. (+4%)

Public users accounted for 68.7% of these views. (+6 percentage points)

A typical user visited 2.7 pages per visit (+0%) and stayed on the site for 2:56 minutes. (-11%)

A typical public user visited 3.2 pages (-4%) and stayed for 2:56 minutes. (-9%)

54.6% of public users viewed only one page during their visit. (+4 percentage points)

56.4% of public users stayed on the site for 10 seconds or less. (+3 percentage points)

Where did they come from?

The vast majority of our users are in the United States. While many are in New England, 

quite a few hail from further afield. This word cloud shows the top 10 states from which 

visits to our site originated, with the state name sized according to the number of visits:

For the 14% of users visiting from overseas, their top countries of origin included the UK 

(1.42%), India (1.40%), Canada (1.09%), Philippines (0.62%), China (0.51%), Australia (0.50%), 

Germany (0.44%), Pakistan (0.43%) and France (0.36%).
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About 48% of public users were visiting us for the first time. (+7 percentage points)

Among visits by our public users,

• 57.1% came through search engines

• 18.5% were the result of “direct traffic” — links shared in emails, bookmarks, etc.

• 18.5% were referred from another website

Of the those that were referred from another website:

• 34% came from social media sites

• 89% of this social referral traffic came from Facebook

Over the course of the fiscal year, the number of people on Facebook who 

liked the Bates College page grew by 25%, from 8,923 to 11,176. This was an 

average of 6 new fans per day.

facebook.com/

Direct
Traffic
18.5%

Referral
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Media 
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Search Engines
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How did they visit us?

Operating system: 

• 42% of public users came in on Windows (-3 percentage points)

• 30% came in on Macs (-7 percentage points)

• 22% came from iOS (mobile) (+7 percentage points)

• 4% came from Android (mobile) (+2 percentage points)

This reflects 26% of our visits that took place on mobile devices (+10 percentage points), 

including 8% on tablets. Users on smartphones saw 2.2 pages per visit and stayed for 1:54 

minutes. Once again this year, tablet users were more engaged than desktop users, seeing 

3.4 pages and staying for 3:42 minutes.

In terms of browsers, here’s how that broke down:

• 37.5% of pubic visits in Safari (+1 percentage points)

• 29.2% viewed us in Chrome (+8 percentage points)

• 15.4% viewed us in IE (-3 percentage points)

• 14.1% viewed us in Firefox (-5 percentage points)
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Our Content

Looking at user behavior paints a picture of the types of content our 

audiences are seeking out and how they go about navigating through it. 

The data helps us understand how visits typically work, from where users 

entered the site, what they saw, and through to where they departed.

Where did visits begin?

27.7% of public users started their visit on the homepage (-9.9 percentage points)

5.8% on Athletics (+2.4 percentage points)

3.7% on Garnet Gateway (-0.1 percentage points)

2.5% on announcement regarding February student tragedy

1.6% on ILS’s PowerPoint Tips (+0.2 percentage points)

1.2% on Admission (-0.4 percentage points)

Where did users go from the homepage?

For the visits that began on our homepage, public users then navigated to:

ÊÊÊÊ

Academics 13.2%

Garnet Gateway 5.3%

Admission 5.2%

Campus 3.9%

Employment 3.6%

News 3.5%

Athletics 2.2%*

ÊÊÊ
*Last year’s transition to Presto for hosting Athletics content complicated the analytics this 
year; as a result, this number is likely slightly underrepresenting traffic to athletics.bates.edu 
through the homepage.
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Top Pages

When thinking about content, “unique pageviews” is the best indicator for understanding 

what specific pages were of greatest interest to our users.

Top 20 Pages for Public Users:

Noteworthy in this list:

• The dining menu jumped from the twelfth to the seventh most popular page.

• ILS pages on general technical tips are very popular, likely bringing in traffic from beyond

our typical audiences.

• Reviewing the list of academic programs and accessing visiting and application info

continue to be dominant “top tasks” for users.

  
Page                                   Unique Pageviews

/

/athletics/

/garnet-gateway/

/academics/

/admission/

/news/2014/02/22/durkin-death-announcement/

/dining/menu/

/employment

/ils/2011/how-do-i/software/powerpoint-presentation-tips/

/admission/visiting/

/campus

/admission/apply/application-checklist/

/football/

/news/

/ils/2011/how-do-i/secure/changing-your-e-mail-

     password-on-the-iphone/

/directory

/entering/academic-year-calendar/

/financial-services

/baseball

/m-lacrosse

755,626

188,384

148,307

125,798

74,429

65,545

44,795

44,277

39963

39,297

35,871

34,285

34,087

33,570

29,370

29,124

27,571

26,963

25,779

20,413
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Top Sites

On bates.edu, “sites” are collections of multiple pages. Looking at the most viewed sites 

(which aggregate the unique pageviews for all pages within that site) helps us understand 

more generally the types of content our audiences are consuming.

 Top 20 Sites for Public Users:

Noteworthy in this list:

• The News site jumped from the fourth to the second most viewed.

• While total site traffic increased 18% over last year, the homepage actually saw a 10%

drop in traffic.

• The Athletics site dropped from second to fourth, but athletic sites still remain popular,

comprising six of the top twenty sites.

  
Site                                   Unique Pageviews

Homepage

News

Admission

Athletics

Entering

Academics

Football

Garnet Gateway

Financial Services

Baseball

ILS

Men’s Lacrosse

Men’s Basketball

About

iModules

Employment

Alumni in Admission

Dining

Men’s Soccer

Tour

755,626

416,722

402,337

274,633

170,643

167,797

160,482

148,307

124,007

115,860

111,528

89,241

88,341

88,322

87,760

82,087

71,063

70,630

67,892

66,456
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What did they search for?

4.4% of public users searched for something using our internal site search.

This word cloud illustrates the top search terms. 

Where did visits end?

Everyone leaves the site eventually. For 47.7% (-2.7 percentage points) of our visits from 

public users, the visit ended from the page on which the user entered our site, and they saw 

no pages in between (that’s our “bounce rate”). Our homepage was the point of departure for 

16% of our public users.
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Conclusions and Goals

The headline this year has been the growth in mobile traffic. Visitors coming in 

on smartphones and tablets increased from 1 in 6 in 2012-13 to 1 in 4 in 2013-14. 

BCO’s current focus through the remodel on transitioning bates.edu to a fully 

responsive website is all the more valuable in light of this growth.

We were pleased to see our site-wide bounce rate drop from 50.4% to 47.7% this 

year, and that many key indicators of popularity — new visitors, visits, unique 

pageviews — saw increases. Interestingly, traffic to the homepage actually saw 

a decline. This could suggest public users are entering the site at internal pages 

more often, perhaps due to efforts last winter to improve the site’s search engine 

optimization (SEO). This hypothesis is supported by the fact that the toal number 

of sessions originating from organic search grew by about 9% this year. Email 

referral traffic also grew by nearly 50%, likely due at least in part to changes in 

email design and strategy implemented following the 270 Strategies training 

session in January 2014.

Not all trends moved in the ideal direction. With more eyes on the site, we also 

saw slight reductions in indicators of engagement, including dips in pages 

viewed per visit and time on site. Given its growing importance to users, search 

traffic did not grow as rapidly as we’d like, either.

Facts like these help inform our goals for the coming year:

• Through the remodel, improve indicators of engagement (especially pages viewed per visit 

and scroll depth) for all users, but especially for those on mobile devices.

• Leverage recent improvements to the internal site search to increase the number of users 

who seek and find content that way.

• Work with the editorial team to increase the amount of referral traffic that is generated by 

social media.

• Evaluate user reactions to the remodel through testing and other feedback mechanisms, 

and use that data to continually improve the site.




