
1st Choice Tutors
SEO & Analytics Playbook 

2016



Contents
1st Choice Tutors 2

SEO & Analytics Playbook  2

2016 2

Initial SEO Status 4

Seeking to understand Search Engine Optimization (SEO) Status 4

Code from scratch using Dreamweaver 4

Getting SEO Started 7

Embedding Geo Location code 8

 Website Code Analysis 10

Validating Code: HTML & CSS 10

Website Code Analysis Results  10

META Tags Data  11

robots.text File  12

XML Sitemap  13

Google Analytics Metrics & Trends 16

      Audience 17

      Geo Location 18

      Behavior 19

New vs. Returning Visitors   19

Frequency & Recency   19

Engagement   20

      Users Flow  20

      Aquisition  22

Overview  22

Source / Medium 23

      Search Console  23

Devices 23

Queries 24

Upcoming Implementations & Modifications 27

Conclusion 28



Page | 4

D eveloping websites has turned into a passion 

ever since I took my first front-end develop-

ment course at Southern Polytechic University 

in the spring of 2015. Prior to taking this course, 

all my website development had been through 

content management systems (CMS) like 

WordPress and Joomla. 

Until recently when I found out that although 

these CMS’s are convenient and easy to use, 

they pose a hidden disadvantage when it 

comes to findability on the highly competitive 

web. Yes, even after integrating out of the box 

SEO plugins such as SEO by YOAST. 

Apparently, WordPress websites are “bulky”. 

Basically, they contain thousands, sometimes 

millions of lines of code that are never used by

Establishing a benchmark

Initial SEO Status

Seeking to understand Search Engine Optimization (SEO) Status

by the completed version of the site. These 

vestigial lines of code make sites unattractive 

to search engines – Google, Bing, and YAHOO.

Code from scratch using Dreamweaver

It was at that I rolled up my sleeves and began to 

hash out HTML, CSS, and Java in order to have 

a professional looking website. I elected to use 

the Bootstrap library which just like the CMS’s 

is helpful to the web developer but have detri-

mental effect on SEO albeit to a lesser degree. 

Since I was beginning from scratch, I din’t have 

any SEO integration measures in place.





2Strategy 1: 
Embedding Google 
Analytics Code & 
GEO Location Tag
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T
he first step I took was to link my site to 

two of the world’s leading search en-

gines—Google and Bing. The process 

of linking the site to analytics is fairly 

perhaps one of the easiest tasks I have had to 

perform in SEO.  

Both search engines provide two methods of 

connecting your site for data collection. The first 

method is by copying and pasting a script that is 

to be into the head section of each HTML page. 

Google Analytics, Bing Webmaster tools

Getting SEO Started

The second method is by downloading a site 

authorization .XML file and adding it into the 

website’s root folder.  

Either method works fine. The bottom line is 

that search engines will not collect data to 

present to you until you invite them to do so by 

performing either of the tasks mentioned in the 

paragraph above. I chose to try both methods 

of authorization; copy-paste for Google Ana-

lytics and .XML file in the root folder for Bing 

Webmaster tools as shown in Figure 2.1 below.

Figure 2.1: 1stChoice Tutors embedded  Google Analytics Authorization script
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Embedding Geo Location code

Geo location is helpful because it enables brick 

and mortar (have a physical address) compa-

nies state which geographical  areas they offer 

goods and/or services. This is especially helpful 

since most people will look for services offered 

closest to their region. Having Geo Location in 

your HTML code is what causes company’s to 

rank highly on SERP. 

SERP: Stands for Search Engine Results Page. This is the 

page that comes up when a person presses “search” or “enter” 

into their search engine’s search console.

1stChoice Tutors is a brick and mortar company 

that offers math help for students in middle and 

high school. Majority of the company’s clientele 

resides in East Cobb, Marietta. I used a Geo-Tag 

generator site to create location code which 

I later pasted into each of my HTML pages 

head section as shown in Figure 2.2 below.

From Figure 2.2, we can see that three key 

values about the location are used to point 

potential clients to the business: 

• ”geo.region” content=”US-GA” 

• “geo.placename” content=”Marietta” 

• ”geo.position” content=”34.0281;-84.4256” 

It is important to note that Geo-Tag code by in 

and of itself will not get you listed first on the 

results page. Websites that contain Geo-Tag 

code simply increase their chances of being 

listed on the first page of SERP by searchers 

who include a city or region in their search 

terms. In other words, Geo-Tags are a quick and 

easy way to “please” search engine crawlers. 

 CRAWLERS: Automated robots, also known as spiders 

that are used by search engines to discover all the public 

pages on the World Wide Web and then present the ones that 

best match up with the user’s search query. This process is 

known as crawling the Web.

As I mentioned ealier, Geo-Tags can be 

generated free of charge by filling out business 

location information on Geo-Location websites. 

Every SEO person should take advantage of this 

easy, quick and easy addition because it has 

such a great return on investment (ROI).

Figure 2.2: 1stChoice Tutors Geo Tag code 

http://www.geo-tag.de/generator/en.html
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Validation, META 
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H
aving sound code is an integral part 

of ensuring that search engines crawl 

and index your site. Every 5 years or 

so, the World Wide Web Consortium 

(W3C), an international community incharge of 

developing Web standards releases a list of ac-

ceptable coding conventions for programmers. 

Crawling and Indexing: The process by which search 

engines attempt to discover all the public pages on the World 

Wide Web and then present the ones that best match up with 

the user’s search query. 

 Website Code Analysis

To find out whether the code for the site was 

compliant to current W3C standards, I used 

a code validation tool authored by the W3C 

organization. I ran all ten pages 1stchoicetutors.

com web pages through W3C’s Validator to 

gauge adherence to W3C’s rules as follows: 

Wrangling Code

Validating Code: HTML & CSS

• DOCTYPE: has it been properly declared?

• Title Tags: are all page titles appropriate?

• Other HTML & CSS Tags: are tags valid?

• Alternative Text: do all images, tables, and 

other multimodal elements have alt text?

• CSS Linking: is the site’s style-sheet linked 

using “HREF” or imported using “@import”? 

Website Code Analysis Results 

DOCTYPE - Pass: The W3C Validator found 

the  expected string “<!DOCTYPE html>” . This  

declaration is espcially important because 

it is the first line of code that search engines 

encounter when crawling. 

Title Tags - Fail: Title tags define the name of a 

web page. They are important for SEO because 

they are often used on search engine results 

pages (SERPs) to display preview snippets for a 

given page. Also great for branding purposes.
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HTML & CSS Tags - Pass: The W3C code vali-

dator confirmed that all the HTML and CSS tags 

used were compliant with current standards.

Alternative Text - Fail: Search engines can’t 

easily tell what is inside an image, and the best 

way to provide them with some clues is with 

the alt attribute and the filename of the image. 

These can also reinforce the overall context of 

the page itself. 

CSS Linking - Pass: Cascading Style Sheets 

(CSS) is a type of a file that works directly with 

HTML code. It is used to manipulate/style 

HTML pages by adding colors, changing font 

types and sizes, positioning content etc. There 

are two methods commonly used when linking 

CSS files to HTML: 

1.  @IMPORT rule (not recommended)

2.  HREF attribute (recommended) 

I used the recommended HREF method.

META Tags Data 

Search engines  HTML meta tags are officially 

page data tags that lie between the open and 

closing head tags in the HTML code of a docu-

ment. See sample code below: 

<head>  

<title>Descriptive Title</title> 

<meta name=”description” content=”SEO and 
Analytics course at Kennesaw State”> 

<meta name =”keywords” content=”great SEO 
course, Dr. Laura Palmer, great professor”> 

</head> 

The text in these tags is not displayed, but it 

is parsable and tells browsers (or other web 

services) specific information about the page. 

Simply, it “explains” the page so a browser can 

understand it.

To capitalize on this opportunity in my SEO 

planning and implementation I added: 

• META Description – created unique page 

summaries for all pages in 160 characters

• META Keywords – researched words rele-

vant to my industry (Education) and included 

them in the META description 
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Figure 3.2: Screenshot of 1stChoiceTutors Homepage HTML Code Highlighting Doctype, Title Tag, and Meta Tag SEO Leverage

robots.text File 

 The robots.txt file provides a very simple means 

for preventing web spiders from crawling

pages on a site. This is particularly useful 

when you want to deter spiders from crawiling 

duplicate versions of pages on your site. Search 

engines have been known to downgrade sites 

that feature duplicate content on various pages. 

The Art of SEO, a book by Eric Enge and others 

goes into more detail about the uses of robots.

text file. Of particular interest to me is the

versatility of this tool for controlling what the 

spiders are permitted to access on your site. You 

can use robots.txt to: 

• Prevent crawlers from accessing nonpublic 

parts of your website

• Block search engines from accessing index 

scripts, utilities, or other types of code

• Avoid the indexation of duplicate content 

on a website, such as various sort orders for 

product catalogs

• Autodiscover XML Sitemaps 

I will be delving a bit deeper into  XML Sitemaps 

on the next section of this report.
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XML Sitemap 

When I began building 1stChoice Tutors, I 

started out with a one-page site desing. One-

page sites are easily crawled by search engines 

because, well, they don’t have multiple pages 

that require deep crawling. 

However, as I continued to build more pages 

and increase content, I soon realized that some 

of the newer and important (content-wise) 

pages may not be indexed through search 

engines’ normal, link-based crawl. 

It was at this point that I discovered the usefu-

leness of XML Sitemaps and resolved to imple-

ment on the website. Using Sitemaps protocol 

I supplied search engines with a list of all the 

pages that I wanted them to crawl and index. 

To the right, you may take a look at 1stChoice 

Tutors Sitemap.

 
 

<?xml version=”1.0” encoding=”UTF-8”?> 
<urlset 
      xmlns=”http://www.sitemaps.org/schemas/
sitemap/0.9” 
      xmlns:xsi=”http://www.w3.org/2001/XM-
LSchema-instance” 
      xsi:schemaLocation=”http://www.sitemaps.
org/schemas/sitemap/0.9 
            http://www.sitemaps.org/schemas/
sitemap/0.9/sitemap.xsd”> 
<!-- created with Free Online Sitemap Generator 
www.xml-sitemaps.com --> 
 
<url> 
  <loc>http://1stchoicetutors.com/</loc> 
  <lastmod>2016-11-12T16:39:26+00:00</lastmod> 
  <changefreq>monthly</changefreq> 
</url> 
<url> 
  <loc>http://1stchoicetutors.com/math.html</
loc> 
  <lastmod>2016-11-12T16:39:26+00:00</lastmod> 
  <changefreq>monthly</changefreq> 
</url> 
<url> 
  <loc>http://1stchoicetutors.com/sat.html</loc> 
  <lastmod>2016-11-12T16:39:26+00:00</lastmod> 
  <changefreq>monthly</changefreq> 
</url> 
<url> 
  <loc>http://1stchoicetutors.com/act.html</loc> 
  <lastmod>2016-11-12T16:39:26+00:00</lastmod> 
  <changefreq>monthly</changefreq> 
</url> 
<url> 
  <loc>http://1stchoicetutors.com/about.html</
loc> 
  <lastmod>2016-11-12T16:39:26+00:00</lastmod> 
  <changefreq>monthly</changefreq> 
</url> 
<url> 
  <loc>http://1stchoicetutors.com/team.html</
loc> 
  <lastmod>2016-11-12T16:39:27+00:00</lastmod> 
  <changefreq>monthly</changefreq> 
</url> 
<url> 
  <loc>http://1stchoicetutors.com/index.html</
loc> 
  <lastmod>2016-11-12T16:39:26+00:00</lastmod> 
  <changefreq>monthly</changefreq> 
</url> 
</urlset>
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A 
all SEO implementation ground work 

outlined in chapters 1-3 was put in 

place by the end of September 2016 

and shortly after that, Google Ana-

lytics (GA) began to return various data about 

visitors that came to 1stChoiceTutors.com. 

This chapter is dedicated to GA measurements, 

modifications, and trends that emerged from 

the time data started streaming in September 

2016 until now, December 2016. 

In particular, this report covers the Audience, 

Acquisition and Behavior data of visitors to 

1stChoiceTutors.com. A lot of the data is repeat-

ed across multiple tools so this report will only 

discuss non repetitive portions.  

1.  Audience

 • Geo > Location

  • Behavior > New vs. Returning and  

         Engagement 

  • Users Flow 

Results obtained from SEO and their meaning

Google Analytics Metrics & Trends

2.  Acquisition

 • All Traffic > Channels          

 • Source/Medium  

  • Search Console  > Landing Pages,  

   Countries, Devices, and Queries 

3.  Search Console

 • Landing Pages                     

       • Countries  

  • Devices

  •  Queries 

4.  Behavior

 • Site Content > All Pages > Content  

   Drill-down, Landing Pages, and Exit  

   Pages 

 • Site Search > Usage  

  • Search Console > Landing Pages,  

   Countries, Devices, and Queries 
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      Audience

SEO persons are always interested in finding 

out who visits the websites they are responsible 

for. Google Analytics refers to individuals who 

visit a website as audience. Google Analytics 

provide a robust set of tools which help us 

understand key aspects about site visitors. 

Some of the key aspects available through 

Google Analytics are; number of sessions, 

number of users, number of page views, 

number of pages per session, average session 

duration, bounce rate and percent of new vs. 

returning visitors. 

Bounce Rate: The percentage of visitors who only visit 

one page on your website. It goes without saying that high 

bounce rate is not a good sign for any website. 

As mentioned earlier, usable GA data for 

1stChoice Tutors began streaming in around 

September 13, 2016. Figure 4.1 below is a 

screenshot of GA data collected on 9/13/06, 

what I consider the official genesis of SEO 

Analytics for 1stChoice Tutors. 

From these metrics, we can see that by Sep-

tember 13th, the site had logged 502 sessions 

from 278 unique users. Those users had col-

lectively viewed 1,531 pages which averaged to 

about 3 pages per session.. 

We can also see that users spent around three 

and a half minutes on the website which in all 

honesty isn’t too shabby. More good news is 

that around 55% of the traffic was new users 

who had never before had any interaction with 

the site. 

A bit of a concern however, is the high bounce 

rate which registered at 41 percent. Part of the 

reason this rate was so high is that the site 

did not have any real content. Moreover, the 

website was a one-page build which means 

visitors could see all they needed to see from 

the landing page. 

I have since worked on tirelessly to bring the 

bounce rate to within an acceptable range. By 

creating meaningful content, I’ve been able 

to not only attract traffic to the website but 

also retain visitors. As a result, bounce rate 

decreased from 41% at the end of September 

to 28% at the end of November. See Figure 4.2.
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      Geo Location

Being that 1stChioce Tutors is a service 

centered business, it is important that majority 

of it’s web traffic come from an audience that 

is within a 10-mile radius. Basically, potential 

customers who would be able to travel to the 

brick and mortar establishment in order to 

receive tutoring. 

Google Analytics provides insight on the 

geographical location of web visitors. Figure 4.3 

below shows 1stChoice Tutors’ Geo > Location 

data from September 13th through December 

8th, 2016. 

At 354 out of 610 sessions, the U.S. is leading in 

the geographical location category. However, 

an undesirably high number, 120 out of 610 

sessions register as having come from Russia. 

The United Kingdom comes in at a respectable 

3rd place commanding 57 of 610 sessions. 

Suffice it to say that visits from any other 

country other than the U.S. bears no monetary 

significance for 1stChoice Tutors. Therefore, the

only reasonable action is to delve deeper into 

the U.S. Geo data to gain insight on how much 

of the traffic is local. 

Of particular interest is finding out how the 

Geo-Tag code that was added to the HTML 

of each webpage effected Google Analytics 

metrics. First, let’s examine Geo data by state. 

If the Geo-Tag mentioned in the sentence 

above worked, the state of Georgia ought to be 

atop the state rankings. See Figure 4.4. 

Good news for us that the Geo-Tag strategy 

first mentioned in chapter 2 seems to be 

working. 205 of 354 sessions have come from 

1stChoice Tutors’ home state of Georgia. Fur-

ther still, we can drill further down to city level 

as shown in Figure 4.5. 

Figure 4.3: Geo Location by Country Data 9/13/16 - 12/8/16

Figure 4.4: Geo Location by State Data 9/13/16 - 12/8/16

The figure shows 

that the Geo-Tag is 

paying off big time. 

The company is 

based in Marietta, 

where 83/205 ses-

sions came from.
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      Behavior

This GA tool provides insight on three useful 

components of visitor information: 

New vs. Returning Visitors - helpful in 

measuring company growth as well as the 

effectiveness of ongoing advertisement 

campaigns. 

• New visitors: Figure 4.6 shows new visitor 

data where we see that 346 new people 

viewed at least one webpage, stayed on the 

website an average of 37 seconds during 

which they viewed around 2 pages each 

before exiting the site. New visitor bounce 

rate was unfavorably high at 59%.

• Returning visitors: To compare with new 

visitor data, let’s take a look at returning 

visitors from the time period. 

Returning visitors accounted for 43.28% of 

the total traffic from September to December. 

Bounce rate decreased while pages per session

increased which is music to any SEO practi-

tioner in the world. 

A key positive is the huge leap in average 

duration per session which is 6 minutes and 42 

seconds a difference of 6 minutes five seconds 

from new user data. 

Frequency & Recency - helpful in measuring 

how often individual visitors visit your site. 

Particularly helpful in identifying your local 

customer base for up-selling opportunities and 

incentive for referrals 

• Frequency: This metric counts number of 

sessions, (for example: how many people 

have only had one session, two sessions 

etc) total sessions, and how many pages 

have been viewed in those sessions. 

• Recency: When was the last time you 

visited a site.

Figure 4.6: New User Data 9/13/16 - 12/8/16

Figure 4.7: Returning User Data 9/13/16 - 12/8/16
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Engagement - A depiction of how much 

interaction visitors have with your site. In other 

words, how deep do they dive into your site. 

The truly valuable metrics here are the time 

spent per session, and how many pages were 

viewed during each time range as shown in 

Figure 4.10. 

 

426 of 610 sessions lasted a devastating 0-10 

seconds. This type of site engagement will not 

lead to conversions because it generally adds 

to the bounce rate. Not much reading or deep 

site search can be conducted within this time 

range. 

Conversions: Occur when site visitors turn into customers 

from their site visit which generates revenue or income for a 

company or achieve the intended purpose of the website 

121 of 610 sessions lasted between 181 and 600 

seconds. (3 - 10 minutes) which is good enough 

time for users to read enough content on the 

site and want to spend money on a product or 

service. 

      Users Flow 

The Users Flow report is a graphical representa-

tion of paths users took through your site, from 

the source, through various pages, and where 

along their paths they exited your site. 

The Users Flow report lets you compare vol-

umes of traffic from different sources, examine 

traffic patterns through your site, and trouble-

shoot the efficacy of your site. 

Data from Figure 4.11 shows that 21.2% of traffic 

came to 1stChoice Tutors’ homepage came 

from Marietta. This is especially encouraging 

because, as mentioned earlier, the company is 

based in Marietta. 

The second most popular city is Boston which is 

not at all beneficial to the company. Roswell, a 

city only 8 miles from Marietta is 3rd on the list.

Figure 4.10: Session Duration Data 9/13/16 - 12/8/16

Figure 4.11: City Users Flow Data 9/13/16 - 12/8/16
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As mentioned earlier, Users Flow also provides 

information about visitors entry point, through 

the various site pages, and exit points. This is 

useful for SEO persons, content creators who 

sometimes double as SEO persons, and web 

development team. 

The reason is the website weaknesses are so 

much easier to pinpoint when one can see 

where visitors to the website become disinter-

ested, annoyed, or dissatisfied enough to leave 

the website. However, it is important to note 

that some visitors will exit a website because 

they have achieved their intended purpose.

Part of the responsibility of performing analytics 

on a website is being able to correctly inter-

pret results and making adjustments where 

necessary to improve visitor experience while 

generating revenue for the company. 

Figure 4.12 above shows that 75/83 visitors 

from Marietta landed on the site’s homepage. 

Also, from this data, we can see that 67.5% of 

total visitors dropped off from the starting page 

which is bad for bounce rate. See Figure 4.13.

Once visitors get past the starting pages, they 

then go on to 1st interaction, and if they get past 

that page on to a third, they are termed as being 

in the 2nd interaction. Figure 4.14  shows starting 

pages, 1st interaction, and 2nd interaction for 

1stChoice Tutors. 

Of all the traffic from Marietta, 74.7% dropped 

off from the starting page, therefore 25.3% 

got through to 1st interaction. Here, we see 21 

sessions with 3 drop-offs. These 1st interactions 

were had with the math page (6 sessions), 

SAT page (5 sessions), and the About page (2 

sessions). 

Since 3 dropped off from the 1st interaction, 

we can then see that the 2nd interaction has 18 

visitors and 3 drop-offs. Site exits were from the 

SAT page, ACT page and Home page.

Figure 4.13: Marietta Drop-off Data 9/13/16 - 12/8/16

Figure 4.12: City Users Flow Data 9/13/16 - 12/8/16

Figure 4.14: Interaction Data 9/13/16 - 12/8/16
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      Aquisition 

The Acquisition report is used to discover how 

users arrive at a web site. You can also use 

these reports to learn more about your traffic - if 

they arrive directly to your site or use a search 

engine - and how successful certain marketing 

campaigns are in attracting users. 

• Overview 

Traffic sources are grouped into four categories 

in Google Analytics: 

• Direct - Visitors who visited the site by typing 

the URL directly into their browser. 

• Referral - Visitors referred by links on other 

websites

• Organic - Visitors referred by an unpaid search 

engine listing, e.g. a Google.com search 

See acquisition overview data for 1stChoice 

Tutors in Figure 4.15 below. 

Once you learn where the traffic to your site is 

coming from, you can start analyzing the infor-

mation to make intelligent decisions for your 

website. For example, the Referring Sites report 

shows you which websites have been most 

effective at driving people to your site — and 

which ones haven’t been effective.  

Not all referrals are welcome especially those 

coming from Russia or countries far away from 

the intended location. See Figure 4.16. 

 

All 10 of the referrals showing up under Acqui-

sition data is from spam sites. There are mea-

sures that can be taken to stop these referrals 

such as updating .robots file with exclusions of 

these sites.

Figure 4.15: Acquisition Data 9/13/16 - 12/8/16

Figure 4.16 Referral Data 9/13/16 - 12/8/16
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Source / Medium

Source/Medium is a dimension that combines 

the dimensions Source and Medium. Once 

again, this metric is useful for the SEO profes-

sional keen on finding out whether paid adver-

tising and/or running campaigns are directing 

traffic to the site.

Source: the origin of your traffic, such as a search engine 

(for example, google) or a domain (example.com). 

Medium: the general category of the source, for example, 

organic search (organic), cost-per-click paid search (cpc), 

web referral (referral). 

• 48.12% came to the site via direct acquisition. 

Direct means that visitors entered the compa-

ny’s URL into the browser.

• 21.21% came to the sire through organic 

search. Organic means using terms like “tutors 

in marietta”. If your site comes up on SERPs, 

it is a strong indicator that your SEO plan and 

implementation is working.

• 30.67% came by referral. However, most of 

1stChoice Tutors’ referral traffic turns out to be 

spam from Russia, the UK, and Ukraine.

      Search Console 

The Search Console reports in Analytics provide 

information about the performance of your 

organic-search traffic. You can see data like user 

queries and  impressions, along with post-click 

data about site engagement like bounce rate 

and ecommerce conversion rate. This combina-

tion of data helps you optimize your site for the 

most profitable traffic. 

Devices

This metric tells a story about the devices your 

visitors use most frequently when browsing the 

Internet. This is probably one of the most useful 

tools for web developers and user experience 

professions who can then work to optimize 

customer experience. 

Desktop impressions account for 84.82% per-

cent of total traffic. 

Impressions: The number of times your site URLs 

appear in search results. 

Figure 4.17: Source / Medium  Data 9/13/16 - 12/8/16

Figure 4.18: Devices Data 9/13/16 - 12/8/16
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Queries

The Queries report lists the Google Search 

queries that generated impressions of your 

website URLs in Google organic search results.

Understanding the correlation between how 

users search and the relevancy of your pages 

to those queries provides insight into how to 

optimize your content.

The number of impressions that each page 

generates and the average position of impres-

sions let you understand how well the search 

engine correlates your content to user queries. 

• At least one of 1stChoice Tutors links appeared 

on SERPs during organic searches by visitors 

143 times.

• Of those 143 times, 1stChoice Tutors’ links 

were clicked only 4 times. 

• 1stChoice’s average URL ranking is 49. This 

means that  1stChoice Tutors has no change of 

appearing on SERPs page 1 in organic search.

This means that there is a lot more work to 

be done on the 1stChoice tutors webpage to 

ensure that the website appears and ranks 

highly through organic searches.

      

Figure 4.19: User Query Data 9/13/16 - 12/8/16
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F
irst on my list is getting the 1stChoice 

Tutors website 508 compliant. This is 

a great opportunity to get a ‘leg-up” 

on the competition because from my 

competitor analysis, I couldn’t find a single 

company taking different ables persons into 

account when designing websites. 

Section 508: Legislation that requires that all website 

content be accessible to people with disabilities. This applies 

to Web applications, Web pages and all attached files on the 

intranet, as well as, internet. 

Secondly, I would like to continue creating 

meaningful, relevant, interesting, and useful 

content. This in hope of attracting new visitors 

to the website and also converting first time 

visitors into returning visitors.  

I plan to do this by offering free math tutorial 

videos as well as free and interactive practice 

PDFs that can be submitted on-line.

Forging a way forward

Upcoming Implementations & Modifications

Thirdly, I would like to take advantage of the 

benefits that come from interlinking a website. 

Google rewards sites that link pages together 

because it makes the work of crawlers simpler 

in trying to find out the connectivity/relation-

ship between various pages of a website. 

In addition to interlinking, I would like to 

increase the number of external links to the 

site. By forming partnerships with credible and 

complimentary businesses, willing to link to 

my site and vice-versa, I can improve 1stChoice 

Tutors’ credibility which ultimately yields higher 

Google ranking.

Lastly, I would like to improve site speed. 

Coding a website is a never ending process, 

finding ways to use the most efficient code 

to achieve an end is a constant pursuit. I plan 

to cut out (minify) HTML, JavaScript, optimize 

images,  eliminate above the fold CSS and JS.
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Google Analytics data is nearly inexhaustible because of its profound ability to delve deeper and 

deeper into measurable categories. 

The purpose of this report is to give a general plan of action by highlighting the most pertinent sourc-

es of information at this time for 1stChoice Tutors.com 

There are promising signs of continued improvement in ranking. Some highlights of gains garnered in 

a little over two months are: 

• Decreased the bounce rate from over 90% to 28.8% 

• Increased number of sessions from 0 to 610

• Increased pages per session from 0.98 to 3.61

• Increased engagement with 1st and 2nd level interaction 

• Increased number of impressions from dismal to 143 

Although these gains are encouraging, there’s plenty of work yet to be done.

What we’ve gained

Conclusion

Final Reflection
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