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AOPCATHOLICSCHOOLS.ORG
YEAR OVER YEAR SITE TRAFFIC COMPARISON

9/2/15 ï12/4/15

Å 84,546 total visits

Å 53,374 users

Å Average pages/visit: 2.13

Å Average duration on site: 1:34

Å 63% are new visitors

9/2/14 ï12/4/14 

(this time last year):

Å 54,119 total visits

Å 31,371 users

Å Average pages/visit: 4

Å Average duration on site: 2:23

Å 50.6% are new visitors

Takeaways:

- 29% YoY increase in overall site traffic

- 42% YoY increase in site visitors (users)

- 26% YoY increase in new visitors

-Visitors are getting the information theyôre looking for more quickly, with fewer clicks
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WHOôS COMING TO THE SITE?
9/14/15 ï11/29/15

Gender

Å Female: 64.1%

Å Male: 35.9%

Age

Å 35-44: 11,088 (28%)

Å 45-54: 9,094 (23%)

Å 25-34: 8,299 (21%)

Å 55-64: 6,023 (15%)

Å 65+: 3,147 (8%)

Å 18-24: 2,536 (6%)
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WHOôS COMING TO THE SITE?
9/14/15 ï11/29/15

Device:

Å Desktop: 47%

Å Mobile: 44%

Å Tablet: 9%

Levittown, PA

346

YoY 2014:

Desktop: 65%

Mobile:  22%

Tablet: 13%

Top Counties Visits

PhiladelphiaCounty
17,356  

(25%)

Delaware County 3,081 (4%)

Bucks County 1,674    (2%)

ChesterCounty 978       (1%)

Burlington County, NJ 700      (1%)

Luzerne County 

(Wilkes-Barre)
695       (1%)

Montgomery County
691    

(.009%)

47%

44%

9%

Desktop

Mobile

Tablet
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WHAT ARE PEOPLE DOING ON THE SITE?
MOST VISITED PAGES, 9/14/15 ï11/29/15

Page Pageviews

Homepage 72,425 (49%)

About/Employment 16,360(11%)

Find a School 7,741 (5%)

Elementary Schools/Curriculum 5,489 (4%)

Scholarships& Financial Aid 3,094 (2%)

Elementary Schools 2,962 (2%)

About 1,840 (1%)

Elementary Teaching Positions joblistings 1,769(1%)

Elementary Positions job listings 1,745 (1%)

About/Programs ïSafe Environment, 

Internet Safety

1,627 (1%)

From 8 week analysis:

Å Scholarships & 

Financial Aid 

jumped from #6 to 

#5

Å High Schools 

overview page 

dropped off top 10

Å First appearance in 

top 10 of About 

Programs
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WHAT ARE PEOPLE DOING ON THE SITE?
TOP EVENTS, 9/14/15 ï11/29/15

Events Clicks

Find a Schoolsearches ïfilled out form fields 

and viewed resulting school listing

7,479

Find a School selection ïclicked to view 

individual school details

6,941

Elementary Curriculum download 4,694

Homepage logo clicks 1,424

Clicks from Find a School to elsewhere 

around the site

1,017

Which schools are getting the most individual listing views?

Å Archbishop Carroll High School 133

Å Roman Catholic High School 111

Å Cardinal OõHara High School106

Å St. Thomas of Villanova 104

Å Father Judge High School 99

Å Holy Cross School 97

Å St. Francis de Sales School 97

Å Bonner Prendergast High School 97

Å J.W. Hallahan High School 97

Å Blessed Trinity Regional School 84
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KEY TAKEAWAYS

ÅMore eyeballs and new eyeballs. Year over year, 

we have increased traffic to our website by 29%. 

More importantly, there has been a 26% increase 

in new visitors. 

ÅVisitors are finding a school. The UX has 

improved and web visitors are finding the 

information they need more quickly. More 

importantly, they are doing what we want them to 

do ïFind a School. 

ÅOur demo is checking us out. 64% of visitors 

are women. And 72% of all visitors are within the 

ages of 24 ï54. 



EMAIL MARKETING
Engaging Parents
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From the Desk of Chris Mominey

Å Objective: Support

local communications

to our parents

Å Strategy: Implement

an ñumbrellaò layer of

communications to

reinforce a parentôs

decision of selecting

an AOP School.
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Topic Date Sent Total Sent Open Rate Click 

Through 

Rate

Back to 

School

10/29/15 31,615 27% .30%

Affordability 12/1/15 29,931 33% 9.29%

Merry 

Christmas

12/17/15 29,312 27% .41%

CSW 1/28/16 29,256 39% 1.60%

CSW FU 2/3/16 29,145 22% 2.47%

Easter 

Greetings

3/22/16 28,898 36.2% .48%
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ANECDOTE

ñéSir, I can tell you from my own perspective that your 
reaching out is making a difference in our home, without 
questioné

For the first time in my Catholic life (I'll be 57 in August) I 
feel a connection with the Archdiocese of Philadelphia. 
Your messages have opened a communicative link to the 
downtown office of the Catholic Church in this city. It is 
truly comforting to actually put a "face" to the message 
and workings of our citywide Catholic fellowship. Please 
know that we fully understand the email messages are a 
broadcast set as an individual message, but they are 
crafted and delivered in such a way that they do become 
"personal". And it DOES mean something to us here in 
our homeéò
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TODAY & TOMORROW

ÅWhat weôve done well: humanized the 

AOPS. 

ÅWhat weôve learned:parents want to be 

included and they want to share their 

thoughts and opinions.

ÅMoving forward: create focused 

messaging, integrate social and content

strategy for a truly integrated campaign.



IGNITE
Engaging Staff
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Campaign Overview

Å Objective: Boost

elementary

endorsement and

enthusiasm for our

Product

Å Strategy: Create a

unified and two-way

communications

platform to reach all

AOP Schools
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IGNITE OVERVIEW

18

Fall Edition Winter Edition % Change

Total sent: 3,071 3,456 + 12%

Open rate 27% 22% - 18%

Total views: 1,615 1,742 + 9%

Unique views: 814 890 + 11.7%

Unique page views: 3,584 3,253 + 2.5%

Avg. session duration: 04:48 05:11 + 00:23

Subscribers: 346 154 - 55%
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TODAY & TOMORROW

ÅWhat weôve done well: engage and streamline 

communication with our internal audience.

ÅWhat weôve learned:people want to share and 

consume content. 

ÅMoving forward: Continuous improvements to 

increase open rate and engagement. Ignite will 

continue with a strategic plan for platform 

evolution. 



RE-MARKETING
Engaging the Customer
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Campaign Overview

Objective: Increase recall of each AOP high school among 

individuals who have visited high school sites

Strategy: Serve banner advertising to previous site visitors as 

they navigate throughout the internet, via the Google Display 

Network

ïMore than 2 million sites that reach over 90% of Internet users worldwide

ïAds served at a maximum rate of 10x per week to each user

ïAccount charged only when a user clicks ïimpressions are free
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Sample Ads
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Top Placements

Site Impressions

philly.com 41,313

answers.com 20,735

foxnews.com 11,217

reference.com 10,687

weather.com 9,579

coolmath-

games.com
8,042

youtube.com 7,054
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HIGH SCHOOL REMARKETING SUMMARY

School Impressions Clicks CTR

Cardinal O'Hara 326,568 1,974 0.60%

Roman Catholic 269,488 1,210 0.45%

Archbishop Ryan 257,872 849 0.33%

Little Flower 216,734 1,616 0.75%

Bishop Shanahan 208,691 1,077 0.52%

Archbishop Wood 182,989 771 0.42%

Lansdale Catholic 160,800 576 0.36%

St. Hubert 156,548 882 0.56%

Conwell-Egan 134,084 582 0.43%

Neumann Goretti 70,597 285 0.40%

Bishop McDevitt 58,541 363 0.62%

Mercy Vocational 51,259 324 0.63%

Bonner Prendergast 26,540 161 0.61%

Hallahan 20,968 122 0.58%

West Catholic 17,889 148 0.83%

Pope John Paul II 892 5 0.56%

Archbishop Carroll - - 0.00%

Father Judge - - 0.00%
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Extending the Campaign 

Share campaign information, creative messaging with school 
staff

Extend language and imagery from banner advertising into 
other promotional materials

Ensure your school homepage is promoting spring Open 
House and registration info for all interested parties who click 
back

Goal: create a consistent brand to all prospects and existing student families
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TODAY & TOMORROW

ÅWhat weôve done well: provided direct access 

to HS prospects

ÅWhat weôve learned:retargeting is impactful 

and efficient, earning us significant credibility 

with high schools  

ÅMoving forward: campaign will continue to 

evolve, taking on the AOPS brand



ALWAYS ON
Engaging the Customer
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GOOGLE SEARCH ADVERTISING
9/10/15 ï11/29/15

Å 160,429 impressions

Å 1,782 clicks

Å Interaction rate: 1.11%

Å $5,672.06 spent

Å $3.18 cost per click

Å $35.36 cost per thousand 
impression

Å By far, most often visit Special Ed overview page, followed by High School overview and 

Elementary School overview pages, THEN Find a School.

Å (Find a School is the most popular secondary page with every other digital ad tactic visitors.)

Google Search visitors are displaying the most even breakdown across age ranges , with about 

20% falling into each age category EXCEPT 18 -24(9%).


