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Introduction 
	 	
	 Parent.co	is	a	company	of	parents	dedicated	to	providing	sustainable,	thoughtful	
and	modern	advice	for	raising	children.	Through	products	such	as	the	online	magazine	and	
Notabli,	Parent.co	is	making	strides	to	move	ahead	of	other	parent	advice	companies	to	
position	themselves	at	the	top	of	the	parenting	products/services	industry.	Parent.co	has	
the	opportunity	to	be	a	leader	in	this	industry	with	their	expert	advice	as	well	as	a	safe	
platform	for	parents	to	share	pictures	of	their	children	without	the	threat	of	invasive	
phishers.	To	truly	take	advantage	of	being	a	frontrunner	of	an	upcoming	industry,	
Parent.co	must	modify	it’s	current	online	magazine	model,	update	collection	of	analytical	
data	and	improve	the	connections	between	their	products.	Below	are	some	
recommendations	we	have	made	concerning	these	aspects	of	Parent.co.		We	believe	these	
recommendations	will	help	Parent.co	become	a	leader	amongst	the	digital	parenting	advice	
community.		
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Parent.co & Notabli Ecosystem 

 
	
Above	you	can	see	the	current	ecosystem	for	Parent.co	and	its	subsidiary	sites.	Since	

the	redesign	of	Parent.co,	about.Parent.co	is	now	the	homepage	for	everything	Parent.co.	It	
is	the	company’s	page	for	introducing	employees,	showcasing	current	and	new	products	
and	leading	to	each	subsidiary	site	of	Parent.co.	About.Parent.co	leads	to	each	of	the	other	
Parent.co	sites,	in	various	ways.	When	you	scroll	down	about.Parent.co,	Parent.co	the	
Magazine	and	Notabli	are	options	to	choose	as	products	of	Parent.co.		
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	 Choosing	Download	Notabli	takes	you	directly	to	about.Notabli.com,	which	is	used	
as	a	marketing	platform	and	download	landing	page.	From	there	Notabli	can	be	
downloaded	by	accessing	the	app	via	iOS,	Android	or	the	Web.	The	links	to	iOS	and	Android	
take	you	to	their	respective	App	Stores	and	the	web	link	takes	you	to	Notabli.com.	
Currently,	about.Notabli.com	is	accessible	for	both	those	signed	in	to	Notabli	and	those	who	
aren’t.	This	makes	a	lot	of	sense	from	a	marketing	standpoint	because	actual	users	of	
Notabli	can	still	access	information	about	Notabli	on	about.Notabli.com	and	Notabli.com	
becomes	the	app	for	users	and	a	marketing	site	for	those	who	are	not	current	users.	
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Choosing	to	“Visit	The	Magazine”	takes	you	to	Parent.co	Magazine.	The	Magazine	

contains	each	of	the	issues	and	articles	posted	by	the	writers.	Parent.co	has	the	most	
connectivity	to	each	of	the	other	platforms	because	users	are	able	to	access	
about.Parent.co,	Notabli.com	and	about.Notabli.com	via	the	About	dropdown.	 	
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Parent.co Gap Analysis 
	
	 There	are	many	improvements	that	can	be	made	to	Parent.co	and	their	

websites.	However,	in	order	to	make	recommendations	for	Parent.co	to	implement	on	their	
websites,	a	gap	analysis	has	to	be	conducted.	A	gap	analysis	will	outline	what	is	helping	
Parent.co	improve	their	conversions	and	user	experience	within	their	websites.	It	will	also	
examine	what	other	companies	in	the	industry	are	doing	well	and	how	Parent.co	stacks	up	
against	the	competition.	

	

Parent.co Magazine Competitive Analysis 
	
The	following	competitors	were	chosen	for	Parent.co	because	of	the	similarities	in	

size,	location	and/or	topic.	Parents.com	is	one	of	the	biggest	names	in	parenting	
information	and	very	well	known.	They	have	been	in	print	since	the	1920’s	and	have	been	
able	to	stay	ahead	of	parenting	trends	in	order	to	keep	parents	interested	with	updated	
information	regarding	their	children.	The	ease	of	the	website	when	searching	for	
information	allows	parents	find	what	they	are	looking	for	by	age,	development	level,	or	
category	of	advice.	In	contrast,	Burlington	Mom’s	Blog	is	a	smaller,	more	geo-targeted	
audience.	The	Burlington	Mom’s	Blog	is	located	in	the	greater	Burlington	area	and	caters	to	
mom’s	of	all	ages	and	types.	This	competitor	was	chosen	because	of	its	size	and	the	type	of	
information	that	it	shares	with	it’s	audience.	This	blog	does	not	offer	a	magazine	or	any	
products	but	it	has	built	a	community	of	support	among	the	moms	who	read	it.	The	blog	is	
also	very	active	on	social	media	and	encourages	conversation	and	feedback	from	its	
readers.	This	allows	the	readers	to	feel	as	though	they	are	part	of	the	blog.		
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Parents.com
 

 
	
Parents.com	is	the	websites	for	Parents	Magazine,	a	well-known	source	of	trusted	parenting	

information.	However,	the	website	goes	beyond	just	tips	and	tricks	and	steps	in	the	realm	of	
fertility	and	pregnancy.	Parents	Magazine	has	been	in	print	since	1926	and	during	the	early	days	of	
the	internet	they	built	a	website	platform	for	the	magazine.	Parents	Magazine	has	their	own	app	for	
reading	the	magazine	on	a	mobile	device	and	other	apps	for	children.	

	

Social Media 
	
Parents	Magazine	also	uses	social	media	platforms	to	connect	and	interact	with	users.	They	

use	Facebook,	Pinterest,	Twitter,	and	Instagram.	They	have	over	1.5	million	likes	on	Facebook,	over	
170	thousand	followers	on	Pinterest,	over	2	million	followers	on	Twitter,	and	over	60	thousand	
followers	on	Instagram.		
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Facebook

 

Pinterest 
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Twitter 
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Instagram 
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SEO 
Parents.com’s	SEO	is	great,	

but	it	is	a	company	that	has	been	
around	since	the	1920’s	and	
jumped	on	the	internet	bandwagon	
as	soon	as	they	could.	This	results	
in	great	SEO	results.	Because	
Parent.co	is	such	a	new	company	
their	SEO	won’t	be	anywhere	near	
Parents.com’s,	but	the	more	
content	they	post	the	more	their	
SEO	will	improve.	
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Burlington Mom’s Blog 
The	Burlington	VT	Moms	Blog	is	a	blog	that	is	run	by	moms	for	moms	in	Vermont.	

The	team	consists	of	about	30	moms	who	live	in	and	around	Burlington.	They	offer	articles	
and	blog	posts	that	are	relevant	to	moms	in	the	greater	Burlington	and	often	plan	events	
and	playdates	for	readers	and	writers	together.	In	fact	the	tagline	for	the	blog	reads:	
“Passionate	about	the	community	and	the	moms	who	live	here.”	The	blog	is	updated	daily,	
usually	with	two	posts.	The	posts	range	from	feminine	concerns	to	pregnancy	to	enjoying	
the	holidays	with	a	“broken”	family.	The	blog	is	part	of	a	network	of	blogs	called	City	Moms	
Blog.	

 The	website	is	designed	to	help	moms	feel	less	isolated	and	not	only	provides	
information	but	allows	people	to	share	events	on	their	calendar	page.	There	is	a	section	of	
locally	focused	posts	that	pertain	specifically	to	the	Burlington	area.	The	family	directory	is	
a	local	resource	guide	that	includes	camp	resources,	child	care,	fitness	and	home	buying	
resources,	as	well	as	many	more	to	give	busy	families	easy	to	find	information.		

Social Media 
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	 The	social	media	being	used	can	be	found	on	all	pages.	On	their	website	the	
blog	links	to	Facebook,	Twitter,	Instagram	and	Pinterest.	The	home	page	has	links	to	their	
accounts	at	the	top	and	bottom	of	the	page	and	at	the	bottom	of	the	rest	of	the	pages	a	live	
feed	for	three	of	their	social	network	accounts	is	found.		

The	Facebook	account	is	updated	several	times	a	day	with	new	blog	posts,	sharing	
interesting	on	topic	stories	and	news,	and	conversation	starters.	Almost	every	post	has	
multiple	likes	and	there	are	people	who	engage	in	comments	as	well.	Some	moms	have	
posted	questions	about	finding	resources	or	stages	of	their	child's	development	which	has	
led	to	other	moms	giving	advice.	The	Twitter	account	is	just	as	active.	The	posts	on	Twitter	
are	similar	to	Facebook,	but	they	are	written	as	a	tweet.	The	accounts	are	not	connected.	
There	does	not	appear	to	be	as	much	engagement	by	followers	in	the	Twitter	account.	
There	have	been	a	couple	of	retweets	and	hearts	but	no	conversation	happening.	Moms	are	
not	reaching	out	through	this	Twitter	feed.		

	
	 The	Pinterest	account	includes	53	boards.	Each	board	is	divided	up	by	an	

interest,	season,	holiday	or	age	group.	The	several	of	the	same	topics	as	the	website	but	it	
also	includes	age	appropriate	activities,	holiday	ideas	like	costumes,	and	mom	self	care.	
There	are	many	boards	devoted	to	moms	making	time	for	themselves	for	example,	
exercise,	make	up	tricks	and	style.	The	Instagram	account	features	photos	of	living	with	
children.	There	are	babies,	pets	and	cute	sayings.	The	content	being	shared	is	slightly	
different	than	the	content	on	the	other	networks;	however,	it	is	updated	daily	and	stays	on	
the	topic	of	raising	children.	

SEO 
	 Searching	for	the	Burlington	Moms	Blog	using	terms	like	“Burlington	VT	info	

for	moms”	and	“online	community	for	moms	in	Vermont”	yielded	positive	results	for	the	
blog.	In	both	cases	the	results	were	within	the	
first	three	results	on	Google.	“Parenting	in	
Vermont”	and	“parenting	information	in	
Vermont”	did	not	have	the	same	results.	In	both	
cases	Burlington	Moms	Blog	was	not	a	result	on	
the	first	page.	The	keyword	in	this	case	is	
definitely	“mom.”	The	results	were	similar	when	
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searching	Bing.	It	is	worth	noting	that	even	though	Vermont	Moms	Blog	was	not	a	search	
result	when	using	the	search	terms	“Online	mom	community	in	Vermont,”	related	searches	
suggested	by	Bing	included	“Vermont	Moms	Blog.”	The	top	result	for	that	search	was	the	
Burlington	Moms	Blog.	

 

 

 

Competitor Summary 
	
 There	is	a	lot	of	parenting	information	available	to	parents	on	many	different	

channels.	Understanding	the	similarities	and	differences	of	the	competitors	and	what	
Parent.co	is	offering	will	help	the	company	to	continue	to	grow.	Although,	Parent.co	offers	
information	to	help	parents	raise	their	children	safely,	there	are	definite	differences	
between	them	and	the	Burlington	Mom’s	Blog	and	Parents	Magazine.	

	
Parent.co	is	a	much	smaller	company	and	offers	slightly	different	products	and	

services	than	Parents	Magazine.	Parent.co	is	designed	to	help	parents	parent	and	
Parents.com	has	a	wider	target	which	also	focuses	on	fertility	and	pregnancy.	Parent.co’s	
website	is	setup	similarly	to	Parents.com	because	both	sites	display	articles	about	
parenting.	They	both	release	issues,	but	Parent.co	only	releases	issues	on	the	website,	
where	as	Parents.com	releases	print	issues	and	only	features	articles	from	the	magazine	
online.	Parent.co	has	products	like	Notabli	to	set	them	apart	from	other	magazine	websites	
like	Parents.com.	These	products	are	a	unique	part	of	Parent.co’s	brand	and	leverage	them	
as	a	smaller	magazine	website.		

	
The	Burlington	Mom’s	Blog	and	Parent.co	are	both	based	in	Burlington	and	are	

similar	in	company	size.	The	Burlington	Mom’s	Blog	has	a	network	of	“City	Blogs”	that	help	
to	promote	their	website.	One	of	the	ways	that	Parent.co	sets	itself	apart	from	the	
Burlington	Mom’s	Blog	is	by	focusing	on	parenting	in	general	and	not	just	the	“Mom.”	The	
blog	writes	several	posts	a	day	that	are	inspired	by	the	trials	and	triumphs	of	being	a	
mother.	Parent.co	is	able	to	release	a	weekly	online	magazine	that	is	organized	by	a	theme	
to	offer	support	and	parenting	tips	to	parents	of	both	genders.	They	also	offer	unique	
products	like	Notabli.	The	Mom’s	blog	does	encourage	community	through	events	and	
social	media	and	this	is	not	something	that	has	yet	become	a	part	of	Parent.co.			
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Parent.co Website Audit 
	

Past Success  
	
With	Parent.co’s	recent	website	change	it	would	be	helpful	to	look	at	past	articles	

and	determine	why	these	were	successful.	It	can	be	seen	that	there	were	common	traits	
between	the	most	popular	articles.	The	top	article	with	the	most	shares	was,	“30	Questions	
to	Ask	Your	Kid	Instead	of	How	Was	Your	Day”.	This	article	absolutely	blew	up	on	social	
media.	The	article	was	a	list	of	just	30	questions.	It	was	to	the	point	and	very	shareable.	The	
list	template	for	blog	posts	has	seen	a	spike	in	shares	on	social	media	and	on	social	sites,	
such	as	BuzzFeed.		

	
Most	Popular	Posts:	
[Jan	1st,	2015	-	Oct	31st,	2015]	
	

1. 30	Questions	to	ask	your	kid	instead	of	how	was	your	day	
http://www.parent.co/30-questions-to-ask-your-kid-instead-of-how-was-your-day/	

2. 8	science	backed	reasons	for	letting	your	kids	play	outside	
http://www.parent.co/8-science-backed-reasons-for-letting-your-kids-play-outdoors/	

3. Open	letter	to	exercisers	who	parent	young	children	
http://www.parent.co/open-letter-an-to-aspiring-exercisers-with-young-children/	

4. 21	questions	to	ask	your	spouse	instead	of	how	was	your	day	
http://www.parent.co/21-questions-to-ask-your-spouse-instead-of-how-was-your-day-after-work/	

5. How	to	help	build	up	your	childs	BS	detector	
http://www.parent.co/how-to-help-your-kids-build-a-better-bs-detector/	

6. I	wanted	to	say	something	to	you,	Middle	School	
http://www.parent.co/i-wanted-to-say-something-to-you-middle-school/	

 
	
The	article,	“21	Questions	to	Ask	Your	Spouse	Instead	of	How	Was	Your	Day”	

followed	this	same	list	template.	This	article	didn’t	garner	as	much	attention,	but	was	still	
among	the	most	viewed	articles	on	Parent.co’s	website.	

	Another	attribute	shared	between	some	of	the	most	viewed	articles	was	a	focus	on	
wellbeing,	specifically	exercising	outside	and	healthier	eating	habits.	Some	of	these	articles	
were	featured	or	were	credited	in	other	articles	online	not	connected	to	Parent.co.	Third	
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party	shares	and	features	can	be	really	useful	to	create	a	mutual	following	between	
Parent.co	and	other	websites.	All	parents	may	not	share	the	same	parenting	styles,	but	
many	will	relate	to	common	parenting	experiences	and	will	most	likely	interact	with	
content	that	reflects	these	experiences.	Writing	articles	in	a	humorous	manner	would	also	
help	generate	more	traffic,	because	humor	is	great	shareable	content.		

 
 
 
 
 
 
 
 
 



  

 

18	

 
 
 
 
 
What’s Working 

	

The re-designed Parent.co is the main site for Parent.co Magazine. Parent.co is now 
releasing weekly issues of the magazine on the Parent.co website. The issues focus on one 
specific relevant theme each week. It includes articles and activities that relate to the theme. 
Parent.co is currently in their third issue. The release of a digital magazine has challenged 
Parent.co to publish 12 articles, which is more than how many they were publishing each week 
before the introduction of the magazine. Formatting the website by each issue has given the 
website an organized and intuitive layout that flows well. The re-design in general, has improved 
Parent.co’s brand identity by tying in Parent.co Magazine and Parent.co’s products/services.   

	
The flow from one site to another should be seamless and simple for all viewers. 

Currently it is fairly seamless for consistent users of both Parent.co and Notabli, but new users 
need to be the focus as well. Non-users may have some confusion when accessing Notabli.com 
and about.Notabli.com. Further on in the paper we will discuss some recommendations to ease 
flow of traffic and better optimize each website for a seamless, consistent connection.	
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The menu has the tabs, About This Magazine, Notabli, About Parent.co, and a contact 
tab. The About This Magazine tab directs users to a page that outlines the purpose of the 
magazine with links to Parent.co’s social platforms. Notabli is the second tab on the menu that 
directs users to a landing page where they can download the Notabli app. It is very visible to 
users, which is really important, since one of Parent.co’s goals is to increase Notabli downloads. 
The third tab, About Parent.co is a link to a page that outlines all of the 
Parent.co products/services including one they have yet to release. The fourth 
tab is a contact tab that allows users to contact the company with 
questions and concerns. These tabs successfully define the purpose of 
Parent.co as a website and magazine and introduce Notabli and 
Parent.co’s other products to parents as helpful tools. 

On the right there are links to Parent.co’s social platforms 
including Facebook, Twitter, Pinterest and Reddit. These links are very visible 
and connect directly to Parent.co’s platforms so that users can engage with 
Parent.co’s content. There is also a search “bar” named “Explore” that is 
identified by a magnified glass. User searches should be tracked in 
Google Analytics. Parent.co has also implemented a semi-static 
menu/header which allows for easier navigation and more efficient 
conversions. However, the header is only static when the viewer scrolls down 
then back up.  

Below the menu/header there is a link to the most recent issue of 
Parent.co Magazine, which is a visible way to get users to view just the new issue. Next to that 
link, there is a drop down menu called, “Categories”. The categories tab breaks down the site by 
Past Issues, First Person, Raising Kids, Interviews, Advice, Humor and Extra Credit. These link 
to articles that are associated with each key word. This allows users to search for articles by 
common topics and keywords.  

All of Parent.co’s websites are responsive, so the mobile sites look the same as the 
websites. Therefore, the audit of the website translates to the audit of the mobile sites. Notabli’s 
website and app layout will be examined thoroughly in the Notabli Audit and Recommendations 
sections.  
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Parent.co Social Media Audit 
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The website features a menu bar that is present on all the pages of the magazine and 
features direct links to their social media. Currently, the magazine uses Facebook, Twitter, 
Pinterest and Reddit. 	

Facebook 
	
Using Google Analytics to follow the traffic flow, it becomes obvious that Facebook is the 

biggest referrer to the magazine of the social networks. According to the behavior flow chart 
Facebook is responsible for 85% of the sessions for Parent.co. The Facebook book page 
highlights the articles written in for the magazine and occasionally from another relevant source. 
All of the posts are relevant to parenting but each one is similar and there is no content that will 
separate the magazine from others like it. The chart below illustrates how much traffic comes 
from each of the media outlets that are currently being used by Parent.co’s audience. Facebook 
has the largest piece of the pie with more than twenty thousand sessions referring the audience 
to the website.	
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Looking at the newsfeed on Parent.co’s Facebook it is easy to see that the posts that 

most parents are sharing are the ones that help parents to realize they aren’t alone, articles that 
are pertinent to the time of year and the ones that help to make things a little easier. Even 
though Facebook is the biggest referrer to the website there does appear to be much of a 
posting schedule. Most of the posts are articles from the website and do not invite conversation 
or engagement. Sometimes posts are daily or almost daily and other times there are weeks 
between posts. There is a lot of parenting information on the internet and parents are always 
searching for ways to help them be better parents.	

	

Twitter 
	
Twitter links to the Parent.co website and also mentions the Notabli account in its 

summary. The feed features content created by others that is relevant to parenting. Much of 
what is shared on the Twitter account is not shared on Facebook.  Parent.co is sharing 
information on Twitter several times a day. Many of the posts are parenting articles written and 
published by other parenting writers, pictures and quotes that pertain to parenting and the 
articles published on Parent.co. Twitter is only responsible for 3% of traffic being referred to the 
website. However, the average amount of time per session by Twitter users is longer than 
Facebook users, as illustrated by the chart below. Without seeing the Twitter Analytics, it is hard 
to determine what kinds of tweets are performing well. Apart from the article “30 questions to 
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ask your Kid instead of how was your day,” the articles read by audience members are different 
on Twitter and Facebook.	

	

	

Pinterest 
	
The Pinterest account has boards for the many aspects of parenting and includes a 

board for original art from the Parent.co website. Most of the boards pertain to life with kids, but 
not to the parent as a separate entity. There is no Google Analytics information available as a 
referrer source. 	

Reddit 
	
The Reddit account focuses solely on conversations about the organization and the 

website. There is more conversation between parents happening on the Reddit account but 
there does not seem to be very many links back to the website. Both of these accounts refer 
traffic to Parent.co less than 2% of the time combined, but the duration of time spent on the 
website by these readers is considerably higher than the other social media networks.	
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SEO Analysis  
	
Optimizing	websites	so	they	can	be	found	when	key	terms	and	phrases	are	searched	

on	search	engines	is	arguably	the	single	most	important	step	a	business	can	take	to	drive	
traffic	to	a	website.	Although	each	of	the	major	search	engines	have	different	algorithms	for	
search	engine	optimization	(SEO)	there	are	several	steps	that	can	be	taken	to	optimize	a	
website	across	all	search	engine	platforms.	When	first	looking	at	whether	or	not	time	and	
resources	should	be	put	into	search	engine	optimization	one	must	look	to	see	how	the	
websites	are	already	performing.	

Google 
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	 In	the	world	of	search	engine	optimization	there	is	no	larger	and	influential	
player	than	Google,	which	makes	it	a	great	place	to	start	for	an	SEO	audit.	As	can	be	seen	in	
the	screenshots	below	when	the	term	“Parent.co”	is	typed	into	Google	the	first	six	results	
all	relate	back	in	one	way	or	another	to	Parent.co.	With	the	top	search	results	for	
“Parent.co”	being	the	Parent.co	website,	the	Parent.co	Twitter,	and	an	article		by	PR	
Newswire	on	Parent.co	respectively,	it	seems	as	if	Parent.co	has	a	firm	grasp	on	the	

“Parent.co”	keyword	in	Google’s	SEO	algorithm.		
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	 Although	Parent.co	has	great	positioning	for	the	“Parent.co”	keyword	it	is	
struggling	to	gain	ground	on	other	important	key	words	that	have	the	potential	of	driving	
traffic	to	their	website.	When	keywords	such	as	“parents	magazine”,	“parenting	magazine”,	
“parents	website”,	and	“parenting	website”	are	searched	in	Google,	Parent.co	does	not	
show	up	in	any	of	the	top	five	pages.	

Bing and Yahoo 
	
	 Although	Google	is	the	king	in	the	world	of	SEO	other	search	engines	such	as	

Bing	and	Yahoo	do	play	a	small	role.	Although	we	saw	that	Parent.co	has	strong	positioning	
for	the	“Parent.co”	keyword	on	Google	the	same	can	not	be	said	for	Bing	and	Yahoo.	As	can	
be	seen	in	the	screenshots	below	for	the	“Parent.co”	keyword	Parent.co	the	first	search	
result	on	Bing	and	the	second	on	Yahoo.	Although	Parent.co	does	hold	the	top	result	the	
fact	that	competitor’s	sites	such	as	theparentco.com,	parnet.com,	and	parentco.org	are	the	
second	to	fourth	results	on	Bing	raises	some	flags.	On	Yahoo	Parent.co	has	much	better	
positioning	with	all	of	the	top	results	minus	the	first	advertisement	connecting	back	to	
Parent.co.	Although	an	advertisements	the	fact	that	when	“Parent.co”	is	searched	on	Yahoo	
and	parents.com	is	the	first	result	shows	more	resources	need	to	be	allocated	to	improve	
not	only	SEO	but	also	search	engine	advertising.	When	key	terms	such	as	“parent’s	
magazine”,	“parenting	magazine”,	“parents	website”,	and	“parenting	website”	are	searched	
in	both	Bing	and	Yahoo	Parent.co	is	no	where	to	be	found.	
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Referral Traffic 
	
	 The	figure	below	shows	Parent.co’s	top	referrers	from	January	1st,	2014	to	

November	29th,	2015,	or	the	time	before	the	release	of	the	new	website.	As	you	can	
Parent.co’s	social	media	channels	are	leading	referral	traffic	with	almost	2,00,000	sessions	
or	75%	of	the	traffic.	Next	on	the	list	of	top	referrers	is	“direct”	with	21.89%	percent	of	the	
traffic	at	625,000	sessions.	Organic	search	comes	into	play	as	the	third	top	referrer	with	

36,558	sessions	or	just	1.28%	of	the	overall	sessions.	
The	figure	below	shows	the	top	referrers		to	the	Parent.co	Since	the	release	of	the	

redesigned	website.	Although	the	time	period	for	this	data	only	began	on	November	21st,	
2015	and	is	a	small	sample	size	it	can	be	seen	that	referral	sessions	for	organic	search	has	
seriously	declined.	
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Although	it	is	great	that	Parent.co	is	getting	so	many	sessions	from	their	social	

media	channels	and	from	direct	search	in	order	to	become	completive	in	a	crowded	digital	
industry	Parent.co	will	have	to	boost	its	organic	search	referrals	by	working	to	better	
optimize	their	websites	and	social	platforms	to	be	found	through	organic	searches	on	
Google	and	other	search	engines.	

AdWords 
	
To	boost	SEO	for	Parent.co	we	would	also	recommend	putting	more	resources	into	

Google	AdWords	Campaigns.	When	looking	in	Analytics	at	the	paid	keywords	Parent.co	
utilizes	through	Google	AdWords	we	can	see	that	only	3,925	sessions	or	0.14%	of	
Parent.co’s	total	sessions	come	from	paid	keywords	within	Google	AdWords.	Putting	more	
of	a	focus	on	the	utilization	of	paid	keywords	within	Google	AdWords	will	help	to	drive	
traffic	to	the	website	and	boost	engagement	across	the	board.	With	more	than	80%	off	all	
search	traffic	coming	from	Google	utilizing	Google	AdWords	is	one	the	most	effective	ways	
to	increase	organic	traffic	on	a	website.	

When	doing	a	search	for	keywords	related	to	Parent.co	and	Notabli	or	doing	a	
search	for	“Parent.co”	or	“Notabli”	there	was	no	sign	of	AdWords	being	in	play.	Although	
the	AdWords	campaigns	may	not	have	been	able	to	be	seen	as	a	result	of	the	daily	budget	
being	depleted	or	that	Google	decided	we	were	not	relevant	targets	for	the	campaign,	the	
fact	an	ad	could	not	be	found	when	searching	“Parent.co”	or	“Notabli”	shows	steps	need	to	
be	taken	to	better	utilize	Google	AdWords.	

 
Analytics Analysis 
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Site Search 
	
	 Another	important	piece	of	the	SEO	puzzle	which	also	can	help	to	boost	

engagement	would	be	implementation	of	Google	Analytics’	site	search	tool.	Site	search	
allows	the	user	to	see	the	most	popular	terms	searched	on	the	website.	These	queries	can	
be	very	helpful	to	optimize	site	design	and	direct	user	flow.	According	to	Google,	within	site	
search	a	secondary	dimension	can	be	added	to	identify	the	landing	page	for	each	of	the	
internal	search	keywords.	The	site	search	feature	within	Google	Analytics	is	not	currently	
setup	to	gather	search	data,	which	means	key	data	that	could	possibly	help	optimize	the	
website	are	being	lost.	Site	search	allows	the	user	to	segment	searched	terms	by	desktop	or	
mobile	which	allows	for	better	optimization	of	the	Parent.co	website	across	all	platforms.	
Similar	content	could	be	created	based	on	the	most	searched	key	terms	to	boost	
engagement	across	the	Parent.co	website.	These	searched	keywords	could	also	be	used	to	
help	boost	SEO.	A	knowledge	of	user’s	most	search	keywords	could	help	to	more	easily	bid	
on	relevant	keywords	within	Google’s	pay	per	click	program.	

Goal Conversion 
	
On	the	topic	of	Analytics	area	of	analytics	Parent.co	is	not	utilizing	is	the	goal	setup	

and	conversion	feature.	The	goals	feature	within	Google	Analytics	allows	the	analytics	user	
to	better	understand	the	flow	and	behavior	of	users	on	a	website.	Google	describes	the	
Goals	feature	by	saying,	“Goals	are	configured	at	the	view	level.	Goals	can	be	applied	to	
specific	pages	or	screens	your	users	visit,	how	many	pages/screens	they	view	in	a	session,	
how	long	they	stay	on	your	site	or	app,	and	the	events	they	trigger	while	they	are	there.	
Every	goal	can	have	a	monetary	value,	so	you	can	see	how	much	that	conversion	is	worth	to	
your	business.	Using	values	for	goals	lets	you	focus	on	the	highest	value	conversions,	such	
as	transactions	with	a	minimum	purchase	amount.”	As	of	right	now	how	Parent.co’s	
Analytics	is	setup	there	is	no	easyway	to	see	if	users	on	the	Parent.co	website	are	clicking	
though	to	the	Notabli	home	page.	Setting	up	a	goal	for	Notabli	click	throughs	would	allow	
one	to	see	how	many	times	a	goal	was	completed,	the	goal	completion	rate,	and	the	total	
goal	abandonment	rate.	Setting	up	goals	would	also	help	to	increase	engagement	on	
Notabli.com	could	setup	for	sign	ups	or	app	downloads	as	a	goal.	Once	a	goal	is	setup	
within	Google	Analytics	it	will	also	be	added	to	the	behavior	flow	report	so	the	analytics	
user	can	see	which	pages	lead	to	a	goal	conversion.	The	image	below	is	an	example	of	a	goal	
that	was	created	for	email	confirmation,	and	the	pages	which	lead	to	the	goal	conversion.	
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Parent.co Recommendations 
Parent.co On Site Recommendations 
	
	 The	website	redesign	that	went	into	effect	in	mid	November	was	an	

improvement.	It	gives	Parent.co	a	more	defined	brand	identity	that	looks	sleek	yet	warm.	
However,	we	still	have	a	few	tweaks	we	believe	would	better	the	current	design	and	
increase	flow	of	viewers	to	more	articles	on	Parent.co.		

Constant Header/Gallery 
	
	 First	and	foremost,	the	header	is	a	really	important	element	of	any	website,	

because	it	is	the	first	part	of	a	website	a	user	views	and	establishes	the	first	impression	of	
the	design	and	brand.	When	you	arrive	to	Parent.co,	the	header	isn’t	obnoxious	and	doesn’t	
take	up	much	space.	it’s	essentially	the	perfect	size	and	would	be	better	if	it	was	constant	
when	scrolling	down	the	page	as	mentioned	in	the	previous	“Present”	section.		
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	 Currently	it	reappears	when	you	start	to	scroll	back	up	the	page	but	it	is	

awkward	and	only	includes	the	current	issue,	the	explore	option	and	the	menu.	The	menu	
brings	you	back	to	the	top	when	if	you	just	included	the	whole	header	there	would	be	no	
reason	to	include	the	menu.	The	explore	is	already	a	part	of	the	header,	so	there	is	no	need	
to	change	that.	We	don’t	believe	the	featured	issue	is	a	major	importance	to	include	as	part	
of	the	header	so	that	should	be	removed.	Each	of	the	social	media	outlets	would	also	be	
part	of	the	continuous	header	ensuring	that	each	of	Parent.co’s	social	media	platforms	
could	be	accessed	at	any	time	on	the	page.	This	would	increase	the	flow	of	visitors	to	their	

social	media	pages.	
	
The	current	setup	of	the	homepage	features	that	week’s	issue	of	the	magazine	with	

it’s	corresponding	picture.	Scrolling	down	shows	off	the	links	attached	to	the	article,	as	well	
as	alternative	articles	published	recently.	We	believe	that	the	main	image	of	the	current	
issue	could	be	featured	alongside	previous	issues	in	a	gallery	format.	This	creates	a	better	
flow	to	your	website.	If	users	haven’t	seen	the	past	issues	that	are	featured,	they	would	see	
them	and	potentially	click	them.	This	would	increase	the	average	time	on	your	site	and	
build	loyal	viewers.	
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An	example	of	a	gallery	option.	
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Endless Scroll 
	 	
	 Currently,	when	scrolling	down	Parent.co’s	homepage	it	takes	14	articles	to	

reach	the	bottom	of	the	home	page.	We	recommend	making	the	page	endless	when	
scrolling.	Many	websites	such	as	Tumblr,	Facebook	and	Twitter	have	this	implemented	and	

we	believe	it	would	assist	in	the	readability	of	Parent.co.		
There	are	many	pros	to	adding	endless	scroll,	but	the	most	important	is	that	it	

improves	mobile	usage.	It	helps	keep	readers	engaged	and	doesn’t	slow	down	the	website	
like	traditionally	formatted	websites	(Entrepreneur).	This	recommendation	is	backed	up	
by	Parent.co’s	analytical	data.	From	the	date	range	of	Jan	1st,	2015	-	Oct	31st,	2015,	70%	of	
users	were	viewing	Parent.co	from	a	mobile	device.	This	would	make	staying	on	Parent.co	
a	lot	easier	for	mobile	viewers.	In	doing	so	bounce	rates	would	decrease,	which	is	currently	
the	highest	for	mobile	devices	at	92.83%.	It	would	also	raise	the	average	time	spent	on	
page,	which	is	also	the	lowest	at	00:00:23.	Not	only	does	endless	scrolling	ease	mobile	
usage	and	increase	engagement	but	it	also	works	just	like	a	normal	formatted	page	for	
Analytics	(Entrepreneur).	A	potential	problem	that	could	arise	from	endless	scrolling	is	the	
lack	of	a	footer.	When	endless	scrolling	is	enabled	a	footer	cannot	be	assigned.	However,	if	

the	header	is	kept	constant	during	scrolling,	then	a	footer	is	not	needed.	
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Social Media Recommendations 
	
A content strategy that invites conversation and adds to the feeling of community will 

help Parent.co to grow in their social media. This is especially important for Facebook because 
it is the biggest referrer to the website. Having a static social media account is worse than not 
having the social channel at all. With the sporadic posting schedule on Facebook, fans are not 
going to interact with the brand. Posting regularly will help to build the community and it will also 
extend the conversation between posts. The content strategy should include some of the posts 

that are shared on Twitter. Posts like the one below, would do really well on Facebook. 	
Other social media recommendations: 	

● Create a content calendar for each network that represents Parent.co’s brand. 
● Determine a cohesive posting schedule for all social media. Keep the posts regular and 

during peak times when the audience is online. 
● Use analytics to determine what the audience wants to see on social media and tailor 

posts to that info. 
● Embed Twitter feed into the website so visitors can follow the conversation. 

Have links to other social media on Facebook so users can find the magazine.	 	
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●  

SEO Recommendations 

Google+ 
	
One	of	the	first	recommendations	we	would	have	to	boosting	SEO	for	Google	would	

be	to	create	and	maintain	a	Google+	plus	page.	When	searching	for	the	Parent.co	Google+	
page	we	were	unable	to	find	any	concrete	results.	When	Parent.co	was	typed	into	Google+	
three	different	Parent.co	accounts,	one	of	which	has	been	verified	were	found.	These	three	
accounts	have	two	followers	and	twelve	posts	between	them	with	the	last	post	coming	
thirty-five	weeks	ago.	This	lack	of	Google+	utilization	really	puts	Parent.co	at	a	
disadvantage	in	terms	of	SEO	as	owning	and	maintain	a	Google+	page	is	a	key	aspect	of	
Google’s	SEO	algorithm.	To	put	this	into	perspective	Parent.com	who	just	so	happens	to	be	
the	top	result	for	“parent’s	magazine”,	“parenting	magazine”,	“parents	website”,	and	
“parenting	website”	operates	a	Google+	page	for	their	magazine	“Parents	Magazine”	with	
over	five	hundred	thousand	followers.	The	Parents	Magazine	Google+	page	averages	about	
three	to	four	posts	a	week	with	each	post	getting	an	average	of	thirty	to	forty	engagements.	
Although	Google+	is	not	as	widely	used	across	the	board	as	social	media	sites	such	as	
Facebook,	Twitter,	Pinterest,	and	Tumblr	in	terms	of	SEO	creating	and	maintaining	a	solid	
Google+	page	is	one	of	the	most	important	steps	a	company	can	take	to	better	position	
themselves	within	Google’s	search	results.		
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Title Tags and Meta Descriptions 
	
Another	step	we	would	recommend	that	Parent.co	take	to	towards	better	search	

optimization		would	be	to	update	the	title	tag	and	meta	description	for	the	Parent.co	
website.	As	can	be	seen	in	the	screenshots	to	the	left	when	Parent.co	is	searched	across	all	
search	engines	the	title	tag	is	displayed	as	“A	weekly	digital	magazine	for	curious	
parents…”	The	title	tag	should	be	updated	to	something	such	as	“Weekly	Digital	Magazine	

for	Parents”	to	fit	within	in	the	
character	limit	for	a	title	tag.	The	
meta	description	for	the	Parent.co	
website	should	also	be	updated.	As	
can	be	seen	in	the	screenshots	
above	when	“Parent.co”	is	searched	
in	Google	the	meta	description	for	
the	website	comes	back	as,	“Give	
Great	Gifts	From	Friends	of	
Parent.co	If	you're	looking	for	
really	special	gifts	this	year,	shop	
the	extraordinary	wares	of	these	

friends	of	Parent.co.”		
When	searched	on	Bing	and	Yahoo	the	meta	description	under	the	title	link	to	the	

website	is	returned	as,	“A	weekly	digital	magazine	for	curious	parents.	...	With	Family,	
Weird	Works.	Weird	works.	This	thought	spontaneously	entered	my	mind	as	I	walked	up	to	
my	front	door	…”	This	meta	description	does	not	do	a	great	job	describing	what	Parent.co	is	

about	and	does	not	contain	
any	relevant	keywords	other	
than	“parent”	and	
“magazine.”	The	meta	should	
be	updated	to	something	
along	the	lines	of	“Honest	
personal	narratives,	

insightful	research,	humorous	rants,	and	useful	news	about	technology	and	culture	to	help	
parents	navigate	the	world	today.”	For	example	Parents.com	and	Parent’s	Magazine,	the	
top	search	result	for	all	search	quarries	related	to	parenting	magazine	and	parenting	
website	features	the	same	title	tag	and	meta	description	across	all	search	platforms.	As	can	
be	seen	in	the	screenshot	to	the	left	a	search	result	for	Parents.com	features	a	title	tag	
reading,	“Parents	-	Pregnancy,	Birth,	Babies,	Parenting”	and	a	meta	
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description	reading,	“Parents	Magazine	includes	message	boards	covering	pregnancy,	
children,	health,	safety,	food	and	parenting	related	topics.”	Both	the	title	tag	and	meta	
description	of	Parents.com	are	much	more	readable	and	appealing	to	the	eye	while	at	the	
same	time	featuring	keywords	that	help	boost	theirsearch	result	ranking.	

	

AdWords 
	

When	building	a	mock	advertisement	campaign	for	Parent.co	within	Google	
AdWords	it	was	estimated	that	a	budget	of	$20	per	day	would	result	in	247	to	309	
impressions	and	6.07	to	7.26	clicks	at	a	cost	of	$18	to	$20	per	day.	Some	of	the	keywords	
with	the	highest	amount	of	monthly	searches	utilized	within	this	mock	Parent.co	
advertisement	campaign	included	parent’s	magazine,	parenting	magazine,	parent’s	
website,	parenting	website,	parenting	magazine	articles,	parenting	articles,	articles	on	
parenting,	articles	about	parenting,	and	parenting	article.	

Depending	on	budgetary	restrictions	it	would	be	recommended	to	run	an	
advertisement	campaign	with	a	daily	budget	of	$40	to	$50	for	one	week	to	get	a	baseline	of	
how	much	more	traffic	than	usual	AdWords	would	create.		If	a	slight	increase	in	sessions	
can	be	seen	over	the	course	of	the	week	it	would	be	recommended	to	then	up	the	budget	by	
50	to	100	percent	to	indeed	see	if	a	higher	daily	AdWords	budget	would	result	in	more	
traffic	over	time.	If	there	was	no	rise	in	sessions	during	the	week	long	test	run	of	AdWords	
it	would	be	recommended	to	give	one	more	week	at	the	same	budget.	If	an	increase	in	
sessions	is	not	seen	over	this	two	week	period	it	would	be	recommended	to	scrap	the	
campaign	and	start	from	scratch	with	different	keywords	and	different	text	within	the	
advertisement.	

Below	are	some	examples	of	mock	advertisements	which	can	be	created	very	easily	
for	Parent.co	within	Google	AdWords.	
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Analytics Recommendations 

Site Search Setup 
	
To	set	up	Site	Search	within	Google	Analytics:	
	

1. Sign	in	to	Google	Analytics.	
2. Select	the	Admin	tab	and	select	Profile	Settings.	
3. Scroll	to	the	bottom	of	the	page	and	click	on	Site	Search	Settings.	
4. Select	Do	Track	Site	Search	and	your	website	will	start	to	track	site	searches	in	your	

Analytical	data.	

 

Goals Feature Setup 
	
To	create	Create	a	new	goal	within	Google	Analytics	
Navigate	to	your	goals:	

1. Sign	in	to	Google	Analytics.	

2. Select	the	Admin	tab	and	navigate	to	the	desired	account,	property	and	view.	

3. In	the	VIEW	column,	click	Goals.	

4. Click	+	NEW	GOAL	or	Import	from	Gallery	to	create	a	new	goal,	or	click	an	existing	

goal	to	edit	its	configuration.	
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Like	we	mentioned	earlier	Parent.co	went	through	a	big	brand	transformation	when	

the	site	was	redesigned	and	it	will	add	a	more	professional	and	trusting	atmosphere	to	the	
website.	For	consistent	viewers	of	the	site	it	will	be	a	great	change	of	scene,	however	as	you	
can	tell	from	our	recommendations	and	are	still	quite	a	few	steps	until	Parent.co’s	digital	
presence	is	completely	sound.	

	Looking	forward	to	what	will	be	key	insights	into	Parent.co’s	success	is	vitally	
important.	Tracking	specific	analytical	data	such	as	average	time	on	page,	bounce	rate	and	
following	user’s	flow	will	garner	the	most	insightful	data	to	help	improve	Parent.co.	By	
using	these	key	metric	points,	Parent.co	will	be	able	to	craft	a	stronger	digital	presence	and	
make	the	website	more	usable	for	viewers.	

By	following	the	recommendations	mentioned	above,	as	well	as	outlined	below,	
Parent.co	will	be	on	the	way	to	achieving	critical	success	in	the	digital	online	parenting	
industry.	

	

Outlined Recommendations for Parent.co 
	
● Constant	Header	and	Gallery	
● Endless	Scroll	Inclusion	
● Create	Content	Calendar	for	Parent.co’s	networks	
● Develop	Cohesive	Posting	Schedule	for	Social	Media	
● Tailor	Social	Media	Postings	using	Analytical	Data	
● Embed	Twitter	Feed	into	Website	
● Google+	Creation	for	SEO	
● Title	Tags	and	Meta	Descriptions	
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● AdWords	Development	
● Site	Search	Setup	
● Goals	Feature	Setup	
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Notabli Gap Analysis 
 Notabli.com offers new and existing users access to their picture both online and 

in an app. The website allows users to add pictures, video, and quote the same way the app 
does. In fact, everything that can be done in the app, can be done on the website. There is 
direct access to members of the Notabli team on the website. This differs from the app because 
in the app the user sends a message and waits for a response. The website hosts a chat to 
answer questions. However, the analytics for the website do not reflect that. Several reports 
have not been set up for the Notabli website. These include:	

● Demographic and Interests  
● Benchmarking 
● Search Console Integration 
● Goals 

There are other inconsistencies as well. When a user is within the app, there is no 
search box to find information, however site search in the analytics is running in the analytics. 
The only visits that show any tracking here are visits without site search. This seems like a 
redundancy and unnecessary since users cannot search for anything.	
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Notabli Competitive Analysis 

23 Snaps 
	 	
23snaps	is	a	secure	way	to	share	family	photos.	According	to	the	23Snaps	website,	

the	app	was	created	as	a	way	to	safely	share	photos	with	family	who	were	spread	out	over	
a	wide	area.	Privacy	was	an	important	factor	in	its	creation.	There	was	a	lot	of	thought	put	
into	the	name	of	the	App.	Snaps	is	a	synonym	for	photograph	and	23	is	the	number	of	
chromosomes	in	DNA.	The	developers	wanted	to	make	sure	that	the	app	was	easy	enough	
for	anyone	to	use	regardless	of	their	generation,	they	also	wanted	to	make	sure	only	those	
people	who	you	wanted	to	see	updates	about	your	family	would	see	them.	Ivailo	Jordanov	
one	of	the	developers	has	said	that	there	are	usually	five	to	ten	people	who	want	to	see	the	
updates	of	your	family	(Perez).	These	are	the	people	that	23Snaps	is	aimed	at.	

								 When	the	website	is	first	loaded	the	viewer	is	offered	a	sign	up	screen	that	
also	allows	you	to	use	Facebook	to	create	a	profile.	There	is	clear	information	about	where	
to	download	the	app	for	your	phone.	As	you	scroll	down	the	front	page,	there	is	brief	
information	about	the	app	and	reviews.	The	very	bottom	of	the	page	is	another	opportunity	
to	sign	up	for	the	app.	There	are	small	links	to	the	social	media	being	used	by	the	app.	The	
website	also	offers	testimonials	by	users,	brief	press	snippets,	and	highlights	from	blog	
reviews.	The	website	developers	kept	each	review	very	short	so	that	possible	users	will	
continue	to	scroll	through	the	page.	Each	review	and	testimonial	is	very	positive	and	
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focuses	on	the	ease	of	use.	The	most	recent	reviews	found	on	Google	compare	23Snaps	to	
Facebook.	

 

The App 
The	interface	of	the	app	feels	a	lot	like	Facebook.	

Users	can	upload	many	pictures	at	once	and	also	add	
multiple	family	members.	One	of	the	more	interesting	
features	is	where	the	user	can	shake	their	phone	and	recent	
pictures	will	appear	ready	to	upload.	The	user	can	decide	
whether	or	not	to	add	these	photos.	There	are	many	
similarities	to	Facebook	including	a	timeline	feature,	the	
gallery	setup	and	a	news	feed	that	shows	the	latest	photos	
from	friends	and	family	that	are	connected.	Users	can	send	a	
receive	friend	requests	and	each	family	has	their	own	
profile.	TechCrunch	talks	in	great	detail	about	the	way	the	
app	feels	like	Facebook:	

Despite	being	somewhat	unoriginal,	the	design	is	
also,	in	a	way,	comforting	in	its	familiarity.	It’s	an	easy	
transition	for	iOS	Facebook	users	to	make.	And	maybe	that’s	
the	idea.	Plus,	23snaps	encourages	you	to	share,	share,	share	
your	kids’	pics,	videos	and	news,	something	which	there’s	
still	a	bit	of	a	stigma	about	on	broader	social	networks	like	
Facebook.	And	frankly,	too	much	kid-pic	posting	makes	you	
look	decidedly	uncool	in	hipster	hotspots	like	Path	and	
Instagram.	(Perez)	

	

Social Media 
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23Snaps	uses	a	lot	of	social	media.	There	is	a	Facebook	Account,	Pinterest	account,	
Google+	and	Twitter	accounts	that	are	directly	linked	to	the	website.	A	quick	search	also	
reveals	a	YouTube	account	and	LinkedIn	account.	23Snaps	has	an	app	page	and	an	interest	
page	on	Facebook.	The	app	page	has	the	same	sign	up	feature	that	is	located	on	their	
website.	This	is	also	linked	to	their	website.	The	organization	only	posts	to	their	Facebook	a	
couple	times	a	month.	Since	September	there	have	been	four	posts.	These	posts	feature	
children	and	are	not	related	to	content	created	to	the	app	at	all.	There	does	not	appear	to	
be	any	content	created	by	23Snaps.	It	is	content	that	is	shared	with	very	little	interaction	

with	the	audience.		The	interest	page	just	gives	the	reader	an	overview	of	the	app.		
	
23Snaps	is	more	active	on	Twitter.	It	retweets	and	shares	on	topic	information	and	

content	from	other	sources.	There	are	a	couple	of	posts	that	are	the	same	as	Facebook,	but	
not	many.	There	does	not	appear	to	be	any	original	content	being	shared	on	Twitter	either.	
Every	Tweet	is	on	the	topic	of	family	photographs,	but	there	is	no	information	about	the	
app	or	creative	ways	to	use	it.	On	both	Twitter	and	Facebook,	there	is	a	link	to	the	website,	

but	none	of	the	posts	direct	you	to	the	website	or	to	use	the	app	or	even	to	download	it.	 	

Search Engine Results 
	
23Snaps	is	easy	to	find	when	searching	for	it	on	Bing	and	Google	directly	using	its	

name.	When	searching	on	Bing	using	search	terms	like	“online	family	album”	and	“online	
private	family	album”	23Snaps	was	in	the	top	results.	However,	when	using	search	terms	
like	“photo	sharing	app”	and	“photo	sharing	for	families”	23snaps	was	not	a	result	on	the	



  

 

46	

first	page.	Using	the	same	search	terms	on	Google,	the	app	was	easily	found	with	a	direct	
search.		The	other	search	terms	had	similar	results.	Family	must	be	one	of	their	key	words.	
It	is	the	word	that	makes	the	biggest	difference	in	the	search	results	for	both	search	
engines.	
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Summary 
	 	
The	similarities	between	23Snaps	and	Notabli	include	being	a	safe	way	to	share	

photos	with	friends	and	family.	Other	than	that	the	apps	are	very	different.	23Snaps	was	
designed	to	be	easy	for	Facebook	users	to	use.	This	includes	the	interface,	the	profile	and	
how	pictures	can	be	added	to	individual	profiles.	Notabli	is	designed	to	feel	like	Instagram	
and	allow	users	the	different	filters	and	features	that	are	popular	with	Instagram	users.	
Both	have	the	same	intent	in	mind,	but	they	are	designed	for	different	audiences.	
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Notabli.com and About.Notabli.com Analysis 
	
	 When	the	term	“Notabli”	is	searched	into	Google	the	first	search	result	is	a	

link	for	Notabli.com.	Due	to	Notabli.com	being	the	main	search	result	for	Notabli	on	search	
engines	it	can	be	considered	the	main	landing	page	for	all	things	Notabli.	Playing	around	in	
the	Notabli.com	website	it	was	also	apparent	that	there	were	different	links	to	different	
pages	scattered	everywhere.	After	clicking	on	the	links	to	see	where	they	would	direct	
traffic	it	was	discovered	that	there	were	more	pages	to	Notabli	than	just	the	originally	
discovered	Notabli.com	and	About.Notabli.com.	About.Notabli.com/how-it-works	is	a	page	
with	more	information	on	how	Notabli	can	be	used.	About.Notabli.com/our-apps	was	
dedicated	to	explaining	how	Notabli	can	be	used	on	iOS,	Android,	and	on	the	web.	
About.Notabli.com/books	shared	information	regarding	the	newly	launched	books	filled	
with	Notabli	moments.	Finally,	the	About.Notabli.com/blog	was	filled	with	information	on	
Notabli	updates	and	other	news	snippets	for	those	who	want	to	stay	up	to	date.	Overall	it	
was	hard	to	access	each	of	these	key	pages	from	the	original	Notabli.com	landing	page.	

									 Another	key	piece	of	information	regarding	Notabli.com	was	the	difficulty	of	
finding	links	to	Notabli’s	social	media	pages.	In	order	to	find	any	mention	or	links	on	social	
media	a	Notabli.com	user	must	scroll	to	the	very	bottom	of	the	page.	Having	the	social	
media	icons	at	the	very	bottom	of	the	page	will	result	in	a	loss	of	possible	traffic	to	Notabli’s	
social	media	channels.	Although	the	average	session	time	of	4	minutes	and	41	seconds	on	
the	Notabli.com	home	page	does	bode	well	for	a	chance	of	having	users	get	to	the	vey	
bottom	of	the	page,	the	chance	of	anyone	missing	being	directed	to	Notabli’s	social	media	
pages	is	a	major	flaw	in	the	design	of	the	Notabli.com	home	page.	

Another	important	component	missing	from	the	Notabli.com	home	page	was	a	large	
display	of	links	pushing	traffic	to	download	the	mobile	application	on	the	iTunes	and	
Google	Play	stores.	Although	there	are	two	instances	of	these	links	present	on	the	
Notabli.com	home	page,	they	are	very	easy	to	miss.	The	first	instance	of	links	to	the	iTunes	
and	Google	Play	stores	comes	about	half	down	the	page	under	the	information	section	
titled	“Notabli	is	easy	and	plays	nicely	with	others.”	Unless	stopping	to	read	every	block	of	
text,	which	is	unlikely,	it	is	very	easy	for	someone	to	miss	these	links	while	moving	down	
the	page	or	not	scroll	that	far	on	the	page	all	together.		
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Social Media 
	
	 On	the	Notabli	website	there	is	very	little	direction	to	any	of	the	social	media	

that	is	being	used	by	the	app.	Before	signing	in,	a	visitor	to	the	webpage	would	have	to	
scroll	to	the	very	bottom	of	the	page	to	find	links	to	the	social	media	accounts.	These	are	
placed	after	linked	to	the	Google	Play	Store	and	the	iPhone	App	store.	
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Twitter  

	
	
Traffic	that	is	being	referred	by	Twitter	to	Notabli.com	has	a	solid	bounce	rate	

percentage	with	great	average	pageviews	per	session.	Notabli	users	who	visit	the	website	
via	twitter	tend	to	spend	a	longer	period	of	time	on	the	website.	On	average	users	are	
spending	seven	and	a	half	minutes	on	the	website	and	visiting	multiple	pages.	Looking	
through	the	Google	Analytics,	it	must	be	noted	that	some	of	the	traffic	that	came	from	
Twitter	spent	more	than	twenty	minutes	on	the	sign-in	page.	This	could	be	skewing	the	
average	amount	of	time	that	most	people	are	spending	on	the	website.	Although,	recently	
and	overall,	there	hasn't	been	much	growing	activity	regarding	new	users.	This	means	that	
little	to	no	content	is	being	shared.		
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Currently,	@Notabli	has	823	followers,	many	of	these	followers	are	individuals	but	
there	is	a	healthy	proportion	of	businesses	as	well.	The	information	being	shared	on	
Twitter	is	about	technology	and	parenting	but	there	does	not	seem	to	be	a	posting	
schedule.		Sometimes	there	are	tweets	a	couple	times	a	day	and	other	times	there	three	or	

more	days	
between	
tweets.		

	
	
		 	
		

 

 

Faceboo
k 

	
Google	Analytics	shows	that	traffic	from	Facebook	has	a	

higher	bounce	rate.	Just	below	60%,	which	isn’t	a	bad	thing,	but	isn’t	great	either.	Average	
time	spent	on	the	website,	is	very	low	compared	to	Twitter’s.	It	is	worth	noting	that	the	
average	time	traffic	from	Facebook	spent	on	the	sign-in	page	is	just	under	three	minutes.	
Facebook	is	the	biggest	platform	that	drives	traffic	to	the	Parent.co/Notabli.com	sites.	And,	
in	the	past	month,	about	29%	of	sessions	on	Notabli’s	Facebook	page	have	been	new	users.	    	
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The	chart	below	illustrates	that	Facebook	is	the	largest	referrer	to	Notabli.com.	
Facebook	accounts	for	the	majority	of	the	traffic	going	to	Notabli.com.	The	amount	of	time	
spent	on	the	website	in	comparison	is	very	low,	only	two	minutes	and	fifty	seconds.	In	fact,	

the	majority	of	Facebook	traffic	drops	off	after	one	interaction	with	the	website.	The	
posting	schedule	on	Facebook	is	just	as	sporadic	as	the	schedule	on	Twitter.	In	the	last	
month,	Notbli	has	only	posted	on	Facebook	twice.	The	posts	are	articles	about	children’s	
privacy	on	the	internet	but		there	is	no	conversation	happening.	For	the	most	part,	the	
posts	on	the	website	are	getting	shared	and	liked,	but	these	are	articles	written	by	a	third	
party.	There	is	nothing	directing	people	back	to	the	website	or	to	the	app	store.	

Other Social Media 
Along	with	links	to	

Twitter	and	Facebook,	
there	are	links	to	an	
instagram	account	and	
dribble	account	for	
Notabli.com.	The	website	
is	linked	to	the	bio	on	

Instagram	and	people	are	directed	to	the	app	stores	for	iPhone	and	Android.	However,		a	
lot	of	the	pictures	on	the	Instagram	account	look	like	marketing	photos.	There	are	a	few	
picture	that	have	the	human	element	in	them,	but	for	the	most	part	the	photos	are	of	
phones	with	the	app	or	the	logo.		The	posting	schedule	is	very	sporadic	and	has	not	been	
updated	for	ten	weeks.	
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Dribble	is	a	wild	card.	There	are	links	to	the	website	and	to	the	Twitter	account.	
Based	on	the	Google	analytics	referrers	there	is	no	traffic	being	directed	to	the	website	via	
Dribble.	But	that	does	not	mean	that	people	are	not	going	to	Twitter	first.	Dribble	looks	like	
artwork	for	the	website	and	not	much	more	than	that.		 	
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SEO Audit 

Google 
	
Similar	to	Parent.co	one	of	our	recommendations	for	boosting	engagement	for	

Notabli	would	be	to	work	to	improve	search	engine	optimization.	The	Screenshots	below	
show	the	Google	search	results	when	the	keyword	“Notabli”	is	searched.	As	can	be	seen	in	
the	screenshots	Notabli	does	very	well	on	Google	with	every	result	on	the	first	page	
relating	back	to	Notabli	in	someway.	Having	a	unique	name	very	much	helps	boost	Notabli	

to	the	top	of	Google	when	searched.	
	 Although	Notabli	performs	well	on	Google	when	the	searched	keyword	is	“Notabli”	
the	same	can	not	be	said	for	other	keywords	and	phrases	relevant	to	Notabli.	When	“parent	
photo	app”	is	searched	in	Google	and	article	by	CrunchBase	on	Notabli	comes	up	as	the	fifth	
result	on	the	second	page.	Although	having	links	from	third	party	sites	does	help	drive	
traffic	and	improve	SEO	the	fact	that	Notabli	is	not	on	the	first	three	Google	search	result	
pages	does	raise	red	flags.	When	other	keywords	or	phrases	such	as	“parents	photo	app”,	
“photo	sharing	app”,	“private	photo	app”,	“secure	photo	sharing	app”,	and	“privately	share	
photos”	are	searched	Notabli	is	nowhere	to	be	found.	
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Bing and Yahoo  
	
Although	not	as	relevant	to	the	search	engine	world	as	Google,	there	is	contribution	

to	Notabli.com’s	traffic	from	these	sites	which	can	be	seen	in	the	figure	on	the	next	page.	
Understanding	the	search	ranking	for	a	company	on	Bing	and	Yahoo	will	allows	companies	
to	know	where	to	allocate	advertising	and	where	to	allocate	resources	to	work	towards	
building	a	better	ranking.		

As	can	be	seen	in	the	screenshots	below	when	the	term	“Notabli”	was	searched	in	
both	Bing	and	Yahoo	the	top	result	was	the	Notabli	website	with	a	link	to	download	Notabli	
in	the	iTunes	store,	About.Notabli.com,	and	the	Notabli	Facebook	page	rounding	out	the	top	
results	on	both	search	engines.	Similar	to	Parent.co,	although	Notabli	has	it’s	own	name	
locked	down	as	a	search	term,	the	same	can	not	be	said	about	some	other	relevant	

keywords.		
When	keywords	relevant	to	Notabli	such	as	“parents	photo	app”,	sharing	app”,	

“private	photo	app”,	“secure	photo	sharing	app”,	and	“privately	share	photos”	were	typed	
into	both	Bing	and	Yahoo	Notabli	was	nowhere	to	be	found	on	any	of	the	first	two	pages	of	
search	results.	As	will	be	shows	in	the	figure	below	the	fact	that	Notabli	is	receiving	such	
little	traffic	from	organic	searches	on	both	Yahoo	and	Bing	shows	that	steps	need	to	be	
taken	to	raise	Notabli’s	search	engine	SEO	rankings.	
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As	can	be	seen	in	the	figure	below	although	Notabli.com’s	second	ranked	refer,	

organic	search	from	Google	has	only	driven	23,792	sessions	or	9.76%	of	the	overall	
sessions.	Looking	further	down	the	list	it	can	be	seen	that	organic	search	on	Bing	and	
Yahoo	are	driving	only	1.17%	and	0.64%	of	the	overall	sessions	respectively.		By	working	
to	improve	SEO	Notabli	will	see	a	rise	in	organic	search	traffic,	which	will	allow	Notabli	to	

compete	with	similar	companies	such	as	23	Snaps.	
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AdWords 
	
	 Similar	to	the	Analysis	of	Parent.co’s	AdWords	there	was	no	trace	of	

advertising	campaigns	through	Google	when	a	search	for	“Notabli”	or	relevant	keywords	
was	performed.	Creating	advertisements	campaigns	based	on	the	most	searched	relevant	
keywords	can	help	to	drive	people	to	the	Notabli.com	home	page	through	searches	on	
Google.	As	can	be	seen	in	the	figure	above	Notabli.com	is	receiving		little	to	no	traffic	from	
organic	searches	as	a	result	of	poor	SEO.	Although	adding	in	AdWords	campaigns	does	cost	
money	and	would	not	fall	under	organic	referrals	running	Google	AdWords	campaigns	
would	help	to	drive	people	to	the	site	from	search	engines,	which	is	without	a	doubt	an	
area	Notabli.com	is	struggling	in.		

AdMob 
	
Notabli	currently	uses	AdMob	to	display	banner	ads	for	all	of	Parent.co’s	products	in	

the	Notabli	App.	Notabli’s	goal	is	to	gain	users’	trust	by	only	showing	ads	for	their	products.	
This	doesn’t	bombard	the	users	with	clunky	banner	ads,	but	instead	they	see	organic,	true-
to-brand	ads.	AdMob	provides	great	opportunities	for	Notabli	to	begin	to	transition	into	
advertising	their	products	in	other	apps.	
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Analytics 
	
	 Similar	to	our	analysis	of	the	missing	pieces	within	Parent.co’s	analytics,	Notabli	is	
also	missing	the	goal	conversion	feature	within	Google	Analytics.	The	goal	conversion	tool	
is	extremely	valuable	to	optimizing	site	design	and	page	layout	though	a	better	
understanding	of	user	flow	and	user	behavior.	See	the	earlier	analysis	on	goal	conversion	
for	Parent.co	for	a	complete	run	down	on	the	benefits	of	setting	goal	conversion	within	
Google	Anlytics.	
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Notabli Recommendations 
Notabli.com  

	
Although	it	does	make	sense	to	have	About.Notabli.com	be	the	landing	page	for	all	

those	already	signed	in,	why	not	have	it	act	as	the	landing	page	for	those	not	signed	in	as	
well.	From	About.Notabli.com	it	is	easy	to	navigate	to	the	other	main	pages	of	the	Notabli	
sites	such	as	the	how	it	works,	our	apps,	books,	blog,	and	support	pages.	The	header	at	the	
top	of	the	page	is	great	for	directly	traffic	and	making	navigation	simple.	The	header	which	
can	be	seen	below	is	a	key	piece	missing	from	the	Notabli.com	landing	page.	Implementing	
this	header	into	the	Notabli.com	page	or	making	About.Notabli.com	the	landing	page	for	
everyone	would	solve	some	of	the	confusion	between	going	from	Notabli.com	to	
About.Notabli.com	and	then	to	Parent.co.	

In	terms	of	increasing	engagement	for	Notabli	one	it	would	be	recommended	to	
change	the	placement	of	Notabli	buttons	links	to	make	them	more	prominent	on	articles	on	
the	Parent.co	site	while	also	making	these	links	and	buttons	more	descriptive.	Although	
there	is	a	large	display	link	for	Notabli	on	the	right	hand	side	of	Parent.co	article,	if	a	user	is	
there	to	read	an	article	they	clicked	through	on	social	there	is	a	very	high	chance	that	they	
will	be	so	focused	on	the	content	of	the	article	they	will	not	even	notice	the	Notabli	display	
link.	The	display	also	does	not	do	a	fantastic	job	of	telling	Parent.co	users	what	Notabli	is	all	
about.	Instead	of	saying	“Your	kids’	greatest	moments”	it	would	be	recommended	to	
change	the	text	within	the	display	to	read	something	such,	“Easily	organize	and	privately	
share	the	best	photos	&	videos	of	your	kids.”	Adding	this	sentence	to	the	advertisement	
along	with	“Sign	Up	-	It’s	Free”	would	help	to	drive	traffic	to	Notabli.com,	therefore	creating	
new	users	and	boosting	engagement.		

The	idea	that	people	who	are	clicking	through	to	article	from	social	referrals	and	
then	bouncing	before	interacting	with	Notabli	or	any	other	content	can	be	seen	within	the	
analytics	data.	As	can	be	seen	in	the	figure	below	the	top	fifteen	pages	first	viewed	pages	on	
the	Parent.co	website,	most	of	which	are	articles	have	an	average	drop	off	rate	of	95.37%.	
Since	this	analytics	report	is	measuring	the	fifteen-page	son	Parent.co’s	website	people	
land	on	from	an	outside	source	this	means	that	over	95%	of	the	sessions	on	the	most	
popular	Parent.co	website	are	resulting	in	the	viewing	of	one	page.	Working	to	redesign	
and	relocate	the	links	to	Notabli	on	the	Parent.co	website	would	help	to	reduce	the	high	
drop	off	rate	and	drive	traffic	to	the	Notabli	download	page.	
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Another	metric	that	shows	the	lack	of	users	being	pushed	to	Notabli	from	Parent.co	
is	the	source/medium	in	which	sessions	are	coming	from.	The	figure	below	which	was	used	
earlier	within	the	SEO	analysis	shows	the	top	ten	sources	sessions	on	Notabli.com	are	
created	from	as	well	as	the	sessions	created	from	Parent.co.	As	you	can	see	from	the	figure	
Parent.co	is	the	20th	rank	referral	source	to	Notabli.com	making	up	only	312	of	the	
243,680	sessions	or	0.13%	

	 One	would	think	that	Parent.co	would	be	one	of	the	largest	sources	of	traffic	
for	Notabli	but	the	lack	of	sessions	steeming	from	Parent.co	shows	that	changes	need	to	be	
made	to	better	advertise	Notabli	to	users	on	Parent.co.		
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Although	when	looking	at	the	analytics	data	since	the	website	redesign	a	spike	in	
traffic	to	Notabli.com	for	Parent.co	the	fact	that	Parent.co	still	is	not	one	of	the	top	refers	to	
Notabli.com	shows	that	more	changes	need	to	be	made	to	drive	traffic.	The	figure	below	
shows	the	changes	in	the	analytics	data	for	referrals	to	Notabli.com	from	Parent.co	since	
the	website	redesign.	Although	it	is	a	small	sample	size	since	the	website	redesign	
Parent.co	has	jumped	from	the	20th	overall	referral	source	to	the	9th,	and	also	saw	a	jump	
in	overall	all	session	percentage,	bounce	rate,	pages	per	session,	and	average	session	
duration.	
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Social Media Recommendations 
 
First	thing	we	noticed	for	both	Notabli’s	Twitter	and	Facebook,	being	the	two	

prominent	social	media	platforms	for	Notabli,	is	that	they	were	lacking	in	the	number	of	
likes/follows	they	had.	Parent.co	is	a	small	company,	and	Notabli	is	still	a	considered	a	new	
product,	that	is	understandable.	But,	because	Parent.co	and	Notabli	are	online	based	
platforms,	having	a	greater	social	media	presence	helps	drive	traffic	to	your	main	sites	
which	is	crucial	for	the	company	and	Notabli	to	grow.		
● Need	relevant	and	engaging	content	that	will	get	shares	and	gain	new	users.	
● Great	tool	to	explain	what	Notabli	is	and	why	it	may	be	important	to	you	(the	parent	

/	future	parent).	Notabli	provides	an	HD	archive	of	your	hundreds	of	saved	pictures,	
does	Facebook	or	Instagram	do	that?	

● On	top	of	promotional	posts	that	explains	and	keeps	the	user	up	to	date	with	the	
latest	news	surrounding	Notabli,	have	posts	that	reflect	the	time	of	year.	What	are	
parents	thinking	about	right	now?	What	should	they	be	thinking	about?	

● Have	more	generalized	content	that	users	have	to	think	about	because	that	has	a	
greater	chance	of	being	relevant	to	them	instead	of	being	too	specific	where	the	
viewer	might	be	disinterested	right	away	and	click	away	from	your	social	media	
webpage.	
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SEO Recommendations 

Google+ 
	

	 Similar	to	the	recommendations	made	for	Parent.co	we	would	recommend	creating	
and	maintaing	a	Google+	page	for	Notabli.	Although	Google+	is	not	a	widely	used	social	
network	having	or	not	having	a	Google+	page	seriously	impact	the	overall	placement	of	a	
website	on	Google	search	results.	Creating	and	maintaining	a	Google+	page	would	not	be	
much	extra	work	as	you	can	update	it	with	the	same	content	you	would	Facebook	and	
Twitter.		
	 Other	than	creating	a	Google+	we	do	not	have	many	other	recommendations	for	
improvement	to	SEO.	After	doing	a	sweep	of	Notabl.com	it	was	apparent	that	Notabli.com	
has	a	solid	amount	of	anchor	tags,	in	page	links,	and	alt	text	on	the	website.	Notabli	also	has	
done	a	great	job	creating	solid	title	tags	and	meta	descriptions	for	Notabli.com	search	
engine	links	as	can	be	seen	by	doing	a	search	for	“Notabli”	in	Google.	
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Overall	working	on	SEO	would	help	to	drive	new	users	to	the	Notabli	site	through	
organic	search	this	creating	more	downloads	of	the	app	and	engagement	within	the	app.	
Looking	at	the	analytics	data	for	Notabl.com	it	can	be	seen	that	most	of	the	traffic	on	the	
website	is	from	returning	users.	The	figure	below	shows	that	out	of	the	232,034	sessions	
on	Notabli.com	since	Google	Analytics	was	implmented	only	20.88%	are	new	users.	This	
lack	of	new	users	active	on	Notabli.com	is	an	example	of	a	major	gap	where	Notabli	is	

missing	the	boat	in	increasing	downloads	and	engagement..		
	

AdWords		
	

When	building	a	mock	advertisement	campaign	for	Notabli.com	within	Google	
AdWords	it	was	estimated	that	a	budget	of	$20	per	day	would	result	in	320	to	396	
impressions	and	2.6	–	3.2	clicks	at	a	cost	of	$3.20	–	$4.00		per	day.	Some	of	the	keywords	
with	the	highest	amount	of	monthly	searches	utilized	within	this	mock	Parent.co	
advertising	campaign	included	parents	magazine,	parenting	magazine,	parents	website,	
parenting	website,	parenting	magazine	articles,	parenting	articles,	articles	on	parenting,	
articles	about	parenting,	and	parenting	article.	Although	when	compared	to	the	
mock	campaign	created	for	this	Parent.co	this	Notabli.com	campaign	will	receive	
more	impressions	it	is	estimated	to	receive	less	than	half	as	many	clicks.	
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Depending	on	budgetary	restrictions	in	order	to	receive	a	solid	amount	of	clicks	to	
get	a	baseline	it	would	be	recommend	to	run	an	advertisement	campaign	with	a	daily	
budget	of	$80	to	$100	for	one	week.		Although	the	weekly	budget	is	higher	than	that	of	the	
mock	Parent.co	campaign	in	order	to	receive	more	clicks	more	money	would	have	to	be	
spend	due	to	a	lower	amount	of	relevant	keywords.	If	a	slight	increase	in	sessions	can	be	
seen	over	the	course	of	the	week	it	would	be	recommended	to	then	up	the	budget	by	50%	
the	next	week	and	then	again	the	following	week	if	a	rise	in	sessions	are	coming	in	to	
Notabli.com.	If	there	was	no	rise	in	sessions	during	the	first	test	week	it	would	be	
recommended	to	scrap	the	campaign	and	start	from	scratch	with	different	keywords	and	
different	text	within	the	advertisement	as	it	is	not	worth	it	to	push	the	campaign	due	to	
higher	amounts	of	money	being	spent	as	compared	to	the	mock	Parent.co	campaign	

Below	are	some	examples	of	mock	advertisements	which	can	be	created	very	easily	

for	Parent.co	within	Google	AdWords.	

 

 

AdMob  
	
Notabli	should	continue	to	display	links	to	Parent.co’s	products	in	the	Notabli	app	

and	eventually	advertise	them	in	other	apps	to	drive	traffic	to	the	Notabli	websites	and	
increase	engagement	on	all	Notabli	platforms	across	the	board.		
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Analytics Recommendations 

	 In	order	to	understand	the	user	better	activating	the	demographics	and	
interests	in	Google	Analytics	is	necessary.	Using	interests	and	demographics	to	segment	the	
data	and	to	help	create	goals.	Demographics	will	allow	programmers	to	understand	how	
people	using	the	website	differ	from	those	using	the	app,	and	help	to	enhance	the	
experience	for	everyone.		

	 By	allowing	Google	anonymous	access	to	your	data,	Notabli	will	be	able	to	
see	how	it	compares	to	others	in	the	industry.	This	will	help	Parent.co	to	continuously	
grow	and	improve	as	the	industry	changes.	Benchmarking	is	not	the	same	as	a	competitive	
analysis	and	should	not	be	treated	the	same.	Benchmarking	comes	from	a	collective	of	
anonymous	industry	information	as	opposed	to	individual,	targeted	companies.	Search	
Console	Data	is	another	great	tool	that	should	be	used.	This	will	allow	Parent.co	the	ability	
to	see	the	search	results	for	given	keywords.	This	will	help	increase	SEO	through	
maintaining	keywords	and	keeping	up	with	what	the	user	is	searching	for.	
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Another	key	data	point	which	can	see	within	Notabli.com’s	analytics	data	which	
correlates	back	to	the	low	percentage	of	traffic	coming	from	new	users	is	the	lack	of	users	
clicking	the	link	to	sign	up	for	Notabli.	The	figure	to	the	left	shows	the	top	five	most	viewed	
pages	on	Notabli.com	as	well	as	the	16th	most	viewed	page,	the	sign	up	page.	In	order	to	
increase	engagement	on	Notabli	pushing	people	to	sign	up	on	the	website	is	arguably	the	
most	important	step.	The	fact	that	the	“Sign	Up	for	Notabli”	page	is	ranked	16th	for	
sessions	per	page	and	received	only	1,500	sessions	or	0.37%	of	the	total	traffic	raises	a	red	

flag.	

Conclusion Summary 

In	conclusion,	it	is	recommended	that	more	resources	and	time	be	allocated	to	
improving	the	flow	between	websites,	improving	the	design	of	Parent.co,	building	a	social	
media	plan,	improving	search	engine	optimization,	building	AdWords	campaigns	and	
allocating	a	budget,	as	well	as	improving	the	analytical	framework	of	both	Parent.co	and	
Notabli.	Working	to	improve	each	of	these	areas	will	result	in	more	traffic	to	Parent.co	and	
Notabli.com,	thus	creating	more	engagement	for	the	Parent.co	magazine	and	on	the	Notabli	
application.			

We	would	like	to	thank	Justin,	Ed	and	the	whole	team	at	Parent.co	for	letting	us	use	
Parent.co	and	Notabli	as	a	project	for	this	class.	The	process	and	things	we	learned	will	
greatly	improve	our	skills	going	into	next	semester	and	our	careers	after	graduation.	Thank	
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you	again	and	I	hope	you	take	our	recommendations	and	improve	the	already	excellent	
quality	that	is	Parent.co.	
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