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New 
Website 
Data



New Website Data - Performance

Average User 
Per Day

+160%
Bounce Rate

-64%

Session 
Duration (minutes)

+51%
Pages Per 
Session

+51%



New Website Data - Pages

richland.edu

41%
Programs & 

Degrees

13.4%

Registration

11.5%
Apply & 
Enroll

8.7%

Other
25.4%



New Website Data - Users



New Website Data - Traffic

Direct 

58%
Search 
Engine
32%

Social 
Media
5.3%

Other
4.7%



Lessons 
Learned



Student 
Highlights 
and Quotes 
leading up to 
Graduation

More build to 
graduation 

More 
interaction 
online 



Videos throughout the 
semester – staff, 
students and faculty

Be proactive and 
sensitive

Plan for changes; be 
ready to shift gears



Give others a chance to 
celebrate and recognize us





Media Mentions

January – March April – June July - August

217

127
94119

2020

2019
160

100



Social Media

NUMBER 
OF POSTS

ORGANIC
REACH

ORGANIC and 
PAID REACH

January - March 101 141,403 147,837

April - June 202 294,294 388,817

July - August 67 76,308 94,164

5,442 to 6,216 followers for Facebook

Facebook – Main Page



Advertising – Shifting Gears

Shifted from visible billboards to 
digital marketing like streaming 

Test messages on platforms to see 
what messages were working

Increased social media advertising



Advertising –
Shifting Gears



On the Horizon
• Integration of more

video on website
• Website training
• Communication plan with 

Student Success
• Marketing Plan
• Social media policy 

updates
• Increased student 

interaction on social media



Questions


