[larketing [roposal to Boost Retention and Increase Average

[aily Attendance at Innovations Acadelly
February 12, 2024

Campaign Goal

As a charter school dedicated to providing el ceptional education and fostering a supportive(]
prolectbased learning environ(lentlitis illperative to continuously engage with current parents
and students and attract new ones_This proposal outlines a coll prehensive and ongoing
Oarketing callpaign aill ed at Jaintaining retention ratesCincreasing average daily attendance
and create col [Tunity brand awareness for Innovations Acadelly[]

Key Performance Indicator: To increase student retention to maintain annual ADA’s
and i0prove daily attendance rates at Innovations Acade(ly by (11 or greater within the
nelt acadellic year[]

Target Audience

Current K[ studentsfallilies[and the local col] [Junity interested in alternative education
options specifically related to sociallel]otional‘and pro/ectibased learning and e[l pathetic and
caring treatlent of IEL] students

Key Challenges
¢ Identifying causes of recent low retention and attendance [Specifically in the [Tiddle
school grades(]
¢ Colunicating effectively with diverse fallilies and backgrounds(]
Standing out fro[] other educational options in the coll [Tunity[]
o Creating San [liego County brand awareness for both classrool 1 and hol e school
learning options

Strategies, Process & Tactics

(171 [Tarket Research

all [Iblective[ Understand the needs( preferences and decision(l] aking processes
of the target audiencel

bl1 [Tethodologyl Surveys and [locus Groupsl Conduct surveys and focus groups
allong current falliliespotential falliliesand faculty[]

cll Collpetitor Analysis /Analyle collpetitive(sil lilar K[T]options that parents have
and identify unil'ue selling points (WS( s/ land areas for il I provellent for
Innovations Acadely[IThis would include SCIUSL colJ [Junity schools in the 1A
area

(11 Branding and [lositioning
all [Iblective[Iosition Innovations Acade(ly as the leading choice for alternative
education in San [liego!
bl1 Actionsl
i) Brand Jessaging[levelop clearCe]pathetic [Jessaging that highlights
the acadellyis strengths in prolectibased learning and IE[] student care(’
i Uisual BrandingCEvolve the acadelyis visual branding to reflect its
innovativecaring approach to education
iiil) USO ColJ JunicationClearly coll [Junicate the acadelyis unilue selling
points in all [1arketing [1aterials(]
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(17 [igital [1arketing Strategy
all Ublectivelldncrease online visibility and engageJent with target audiencesl]
b1 Actions(]

il [ ebsite [ptilliCation Ensure the acadellyis website is user(friendly(]
D obileloptilliCedand SE[I(optilJiCed for relevant keywords(

iill Content (arketingllJroduce and share engaging content (blog posts(]
videoslinfographics(that highlights student prolectsi success storiesand
educational philosophies(’

iiil) Social U edia Callpaigns_UtiliCe platfors like [acebook and Instagrall [J
to reach fallilies[faculty and col] [Junity [Jellbers[focusing on
interactive and infor(J ative posts(]

ivl) ECail Darketing[lJevelop regular coll Cunications of key events and
activities to keep current and prospective fallilies infor(led and engaged(!

[0 Coll Lunity Engagellent and Events
all Ublective[Strengthen the schoolis presence and reputation in the local
col] [Junity[
b(1 Actions[
i0 Open CJouses and [ orkshops[iost events that allow prospective
students and their fallilies to e[ perience the acadel]yIs approach
firsthand(
iill Cartnerships(ICollaborate with local businesses[non[profits_and
educational institutions to broaden outreach and support(]
iiilC) Dublic Relations"everage local [1edia and educational blogs to share
news[achievelentsand events[]

(11 Retention Strategies
all [blectivel Enhance student and fallily understanding and satisfaction to illprove
retention rates(]
iC] Actions(]

(11 [leedback [1echanis(Is[1[1plellent regular feedback surveys for
students and fallilies to identify areas for il I provellent(]

[ Student Success [rogralls[Ievelop progralls and support
systel s for students[ especially those with IE[Is[to ensure their
success and welllbeing!!

[ JaUily EngagellentlIncrease opportunities for fallily involvellent
in school activities and decision(l]aking processes(]

(11 [Teasurellent and Analysis
all [blectivelITrack the effectiveness of [Jarketing strategies and adapt as needed(
i1 Actions(

"1I'1 Regular [onthly assess!ent of the callpaignls effectiveness will
be conducted through U etrics such as retention ratesattendance
records[enrollllent nullbersand feedback frol] students(]
parentsand staff _Adiust]ents and refinelJents will be [Jade
based on the collected data to ensure [1alilul] illpact and
success!|

(11 [eedback [oops( Use data and feedback to continuously refine
[1arketing strategies and tactics!
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Campaign Budget:

Allocate resources based on specific strategies and activities

Eplore potential partnerships and sponsorships to offset costs(]

"leasure return on invest[ent by analyling the i’lpact on retention and attendance
rates’]

Callpaign budget for the terl] of this agreeJent I per [ onth in order to facilitate
all Campaign Strategies and KPI’s as outlined herein

Upon approval a for(al Agreel]ent will be drafted to outline these activitiesideliverables
and T&C'’s.

YV V¥V VVV

Timeline:

» |OpleUent the callpaign effective Larch L Jthrough Culy CCCCCO (the following new
acadellic year([for Ualillull ilJpactICall paign will auto renew unless [[[Jdays notice
provided prior to [uly [TT111]

» Levelop a phased approach with clear Uilestones and deadlines with associated KPI's

» Regularly review and adlust the callpaign based on ongoing data and feedback frol
stakeholders

Expected Outcome:
» Increased student retention and daily attendance rates within the target tillefrallel’
Increase current ACJA by [ITE [T percent
» |0proved coll Lunication and engagel ent with studentsfalliliesand the col] L unity[l
» Enhanced brand awareness and positive perception of the schooll

Conclusion:

This arketing call paign proposal provides a frall ework for addressing the retention and
attendance and col [unity brand awareness challenges at Innovations Acadel 1y By focusing
on engagelentlhighlighting unil'ue value propositionsoffering incentives( creating brand
awareness through [ ultiple channels of social and coll (unity coll Cunications and proloting
coll [Junity involvel[]ent[ the school can create a financially stable positive and supportive
environ(]ent that fosters student success and loyalty!

About AIM

Al [established in [ stands out as a beacon of e[ cellence in the [l arketing spherel'having
forged a reputation for building and elevating brands across a [yriad of industries( The
agency's vast e[ periencelevidenced by its il pressive portfolio of collaborations with globally
recogniled corporations such as Sony Electronics[ Intuit I ohnson (] Lohnson(]erckAbbott
[aboratories CocalColal and [epsi International and others underlines its capability to
navigate col Iplel /[ 1arket dynallics and deliver results that resonate on a global scale The
diversity of AlL] S clientele showcases the agencyls versatility and its adeptness at tailoring
strategies to [1eet the unil ue needs and oblectives of each client regardless of their industry or
Uarket position]

"eff Syl Jonl[colfounder of Al [httpsiTwww linkedin(col | lin[effsyJon T 11T brings a nuanced
and invaluable perspective to the tablel particularly in the contelt of Innovations Acadel 1yis
goals(1lis tenure as the [1arketing Chair on the Board of Trustees for the Rancho Santa (e
Education oundation froll [T11to [T T1has illbued hill with a profound understanding of the
San [liego public educational landscapel This el perience is particularly pertinent as it provides
All1 with insider knowledge of the challenges and opportunities within the local education
sector[_enabling the forJulation of highly effective[ targeted [ arketing strategies for educational
institutions like Innovations Acadelly(!

Sylonis hands(on e[perience in the educational systel] [col]bined with Al] s broad and
successful [Jarketing legacy[positions thelJ uniluely as the ideal [Jarketing partner for
Innovations Acadely[Their deepirooted understanding of both the coll[lercial and educational
spheres enables the(] to bridge the gap between traditional [arketing approaches and the
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specificl nuanced needs of educational institutions[This dual el pertise ensures that [arketing
strategies are not only innovative and effective but also aligned with the educational values and
oblectives of Innovations Acadely(]

The agencyls proven track record of fostering growth and enhancing brand visibility for its
clients [Jakes it a forlJidable ally in Innovations Acadellyis [lission to increase student
retention‘average daily attendancel‘and overall student population growth"Al(] s strategic
approach! centered on dataldriven insights( creative storytelling‘and engaging col [Junity
initiatives(is tailorJ ade to highlight Innovations Acadel]yis uniCue approach to education
ellphasiling its col] [Jit[]ent to socialCel]otionallland prolectbased learninglas well as its
supportive environ ent for students with IECs[]

In sull CaryCAIC Cunder the elperienced guidance of [eff Syl on[offers Innovations Acadelly a
collprehensive [1arketing solution that col1bines global brandbuilding prowess with localiled
educational systel] insights[This blend of e[pertise and e[perience [akes Al the
Cuintessential choice to drive Innovations Acadellys growth oblectivesCensuring that its
[Jessage reaches and resonates with the right audiencel thereby securing the institution(s place
as a leader in alternative education within the San [liego col ] [1unity and beyond'!
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Project proposal

DIGITAL MARKETING Blueprint for Schools
BLUEPRINT FOR
SCHOOLS



A PERSONAL MESSAGE

Hi Christine, the Digital Marketing Blueprint for Charter Schools is the basis for our Managed
Services programs. This is essentially all the analysis and strategy that we do before executing
our marketing plans.

We designed this as a stand-alone service so that you will be free to use it in conjunction with
your own internal staff, or with any third party of your choice. We hope that you will work with
us, but you are under no obligation. The school owns the document, the research, and the

strategies. Should you want to continue working with us after the Blueprint, we would provide

you with a separate contract.

It takes us approximately 10-15 business days to complete. At w
time to review with you. That review will take approximat
further business together, we will be happy to clarify any
future without any deadline.

kreativewebwrksne



BLUEPRINT OVERVIEW

Our Digital Marketing Blueprint service is designed for schools who want to take control of their own
marketing, but just need some guidance. AND as the front-end of our Managed Services program where

we do some, or all of the work for you.

You wouldn’t build a house without a blueprint, why would you start your marketing without one?

The Objective is Simple

You want to take control over your own marketing, but you don’'t know where to bégin? Maybe you had a

false start or two, and you can’'t afford another? We can help...

In short, we’'ll provide your team with a no-nonsense, actionable digital marketing enrollment plan that is

=%

Create
Your
Strategy

Competitor Website

Slyer Research Analysis Analysis

Personas

This is not a tutorial, it’s a solid, commonsense, actionable strategy. If necessary, we will work side-by-side
with your team to train, or do the things that you can't, or don’t want to do. We will document it, debrief it...

and GUARANTEE it.

kreativewebw#rksinc.




phase 1 | SITUATIONAL ANALYSIS

Before we develop your custom digital enroliment strategy, we conduct a thorough situational
analysis beginning with a Discovery Session where we learn about your school’s challenges and

goals, what you've already tried, what's worked, and what hasn't:

Discovery:

This is where we learn about the school’s focus, what makes the school unique, and a bit about
the competing schools in your area. Most importantly, we create your “Parent Personas”, these are
semi-fictitious representations of the ideal parents (or students) we will be targeting. This is an

essential step that is often overlooked.

Asset Documentation:

kreativewewarks;i




phase 2 | WEBSITE ANALYSIS

Your website is the hub of all your marketing activities. Online or offline, all roads lead back to your
school’s website. Your website is a parent or students first exposure to the school’s curriculum and
culture. As such, it must be technically sound and visually appealing.

Technical Deep-Dive of your website:

We dig deep into your existing website. We'll locate areas for improvement and provide you with a
detailed analysis pointing out exactly what needs to be fixed. We’'ll even give your team direct
access to the same Interactive Report that we use ourselves to improve all of our client’s websites.

Eye-Tracking Analysis:

We employ artificial intelligence software that predictively tracks tk yovements of visitors to

determine what elements on your main web pages affect visi pehavior positively, and what is

being ignored. This will give your team the information they need to maximize'the effectiveness of

these crucial pages.

We will take an objective loo ‘ saging of the site and document our
observations, insights and i mendations. This is subjective, but we have
with consider this to be the single most

kreative



phase 3 | MARKETING STRATEGY

The final, and most important phase is the customized Digital Marketing Strategy that you and
your team can implement yourself internally, work with any third-party of your choice, or work
with us for the complicated things that you can’t, or don’'t want to do.

Tactical Details:

We will list out each strategy with a description and the advantages of that particular strategy. If
we are recommending any third-party advertising like Facebook or Instagram or Google, we'll
even include a budget analysis, so you can plan according.

Consultation & Planning:

Click to\play viego in| brawses

Check out the 4-minute Video for a good Overview on the full program

kreativewebwerksinc. | Blueprint for Schools


http://www.youtube.com/embed/joqQMpCI-6s?wmode=opaque&enablejsapi=1&rel=0

MEET ALYCE...

She also wanted more enroliments for her school

A FEW WORDS FROM ALYCE

"We hired Chuck and the Kreative Webworks team to do a
Digital Marketing Blueprint for Congressional School. What
we received was an in-depthreport that took us from

digital strategy to help our small two-person department
moVve our marketing efforts to the next level."”

-Alyce P.| Congressional School

Click Here to See all Reviews >>>

kreativewebwsrksinc. | Blueprint for Schools



https://www.customerlobby.com/reviews/4677/kreative-webworks-inc/
https://www.customerlobby.com/reviews/4677/kreative-webworks-inc/
https://www.customerlobby.com/reviews/4677/kreative-webworks-inc/

SATISFACTION GUARANTEED

We support schools

We realize that with school budgets there is little room for error. We go out of our way to make
this as risk-free as possible for schools by offering a tremendous educational discount and our
satisfaction guarantee:

Our Guarantee

Our satisfaction guarantee is simple; If you don’t believe that you received fu
Digital Marketing Blueprint for Schools, just tell us what you think it is
the rest. We only ask that you tell us why, so that we can make i
processes.

alue from our

;and we will refund
s to our own

Managed Services Rollover O

If you decide to engage us in our Core Essenti am within 90-days of reviewing

the Blueprint, we will waive all you arch and

L kregfive




THE PROCESS

STEP1 | SCHEDULING & PREPARATION

Once you sign off, we will send you a link to our scheduling page where you can grab any open
time slot on any open day and schedule yourself for whatever works best for you and your
team. We will then send you a link to a “Virtual Meeting” so that we can share our computer
screen with you as we talk over the phone. There is nothing for you to prepare, but it might be
helpful for you to consider the demographics of your ideal customers.

STEP 2| DISCOVERY SESSION

ns. We will use
this information as the basis of our research and strateg e information

at your fingertips during the session, don’t werty

STEP 4 | NEXT STEPS

Immediately following our review session, we will send you your copy of the Blueprint. This will
include your own “Library” of all our research. You own this and are free to use it in conjunction
with your own internal teams, or with any third party of your choice. If requested, we will follow
it up with a proposal for us to work with you to do some, or all of the work. You are under no
obligation to work with us.

kreativewebwerksinc. | Blueprint for Schools




YOUR INVESTMENT

Education Discount:

Our Blueprint for Businesses is $4400, but we heavily discount for schools and educational

institutions. Our school pricing is $3900.

Risk Free Service:

We are so confident in the value of this Digital Marketing Blueprint, that if you don’t get full
value from it, tell us what you think it's worth, and we’ll refund the rest!

PartnerPlus Rollover Option:

Description

Digital Marketing Bluepri

$3,900

Discount(-

$500.00)




WE START TODAY

It goes without saying that we'd love to get started and have you onboard as a client. As with
everything in our business, we make things as simple as possible.

Here are the next steps:

1. Once you feel confident about everything and are ready to move forward, please click the
'sign here' button below.

2. Signin the box that pops up to make the acceptance official.

3. Once we receive notification of your acceptance, we’ll contact y rtly to sort out next

steps and get the project rolling.

4. We'll email you a separate copy of the signed agreerr

If you have any questions at all, please let us to clarify any points and there

may be some items that we can so ted to finding the best way to

work together.

2 2
~ Chuck Bankoff ~ Christine Kuglen

Chuck Bankoff, Director of Web Services Christine Kuglen
Kreative Webworks, Inc. Innovations Academy

eativewebwerksinc. | Blueprint for Schools




WORKING WITH US

The Digital Marketing Blueprint concept evolved from years of working with schools, many of
which wanted to leverage their own internal resources to conduct their digital marketing
campaigns themselves, but just didn’t know where to start.

We recognized this need and created the Blueprint concept based on what we did as the front
end of our managed services process. In other words, these are the same procedures that we
use before starting the marketing for the schools that we service.

What we found was that most of the schools for whom we created a Bluepririt decided to

continue working with us in one capacity or another. In some cases, the ool retained what

Why Work With Us?

We specialize in working with schools; thus, all our processes and resources are
dedicated to enrolilment marketing. We often draw from our experiences of working
with a school in one part of the country and apply that knowledge to a similar
school in another part of the country.

We Service What We Suggest

The Blueprint strategies are the culmination of intensive research and our own
experiences managing marketing programs for schools. It's unlikely that we will not
be able to help you with any aspect of our proposed strategies.




OUR MANAGEMENT TEAM

Simon

OPERATIONS MANAGER

“Give a person a fish and you feed them
for a day; teach that person to use the
Internet and they won't bother you for
weeks”

Jonathan

SOCIAL MEDIA TEAM LEADER
"Marketing is no longer about stuff
that you make, but about the st

you tell."

- Seth Godir

Chuck Bankoff

DIRECTOR OF WEB SERVICES
"There cannot be a crisis next week.

My schedule is already full."
- Henry Kissinger



SABA

s Pt s Partner
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PROJECT OVERVIEW

Client Information Location
619-379-9275

Innovations Academy www.innovationsacademy.org
Christine Kuglen chnstine@innovationsacademy.org

CURRENT WEBSITE HOMEPAGE

>
Innovations Academy

An Inguiry Based K-8 Public Chorter School

About Us Our Prograem hr Tean Parerts Past IA inguery Based Projects Adrminsions Fundr s

“We learn more by looking for
the answer to a question and

not finding it than we do from
learning the answer itself.”

PROJECT DESCRIPTION - CRAWL - WALK - RUN

Phase | project (crawl) deliverables will focus on:

Based upon our conversation, to start creating a digital presenece for your area for attendance the following
Is suggested.
Current Customer Website / On-Page SEO Optimization
Local SEO - Google My Business/Map Listings
Ongoing Search Engine Optimization (SEO) (
For a Quicker movement to the First Page of Google Search Engine)



PROJECT SERVICES

Current Customer Website / On-Page SEO Optimization $650
+  Make your Website GoogliclousEnhance your online presence
based on your Googlicious report. Fixes include: SEO *

Structure, Enhance Code, Photo Compression, Increase
Pagespeed and Create Soclal Media Linkage. 10 to 12 hours
of estimated work.

Ongoing Search Engine Optimization (SEO) * $1200
Monthly keyword search terms reviewed, website pages optimized, 4-6

blog posts written and posted to current blog (website), link building $800 if combined
program (backlinks) National with Local SEO

Google AdWords PPC (Pay Per Click) Management $950
Perform Comprehensive Keyword Research and Selection, Use of

Proper Keyword Categorization, Matching Options and Ad Group

Development, Write Effective Ad Copy

Recommended Google Spend $1,500 to $2,000

Including Call Tracking

is a method used to track the sources of your phone calls and
subsequent conversions.Call tracking allows to Link the number of
incoming calls to the efficiency of an advertising channel. Make
accurate calculations of ROI for marketing campaigns and use for

training for those answering your phone calls.

Campaign Creation & Set Up $790

Local SEO - Google My Business/Map Listings §795
With a Goagle My Business account, you get more than a business

listing; also Google Search and Maps. Saba will create and manage

over 100+ citations, including Two Blogs a Month. *
1.Be consistent with your name and address.

2 Use a local phone number.

3.Include your tracked and main number.

4. Keep your hours updated.

5.Write a business description.

6.Properly categorize your business



Custom Affinity & Intent Audiences $450
This allows us to follow people who have visited your competitor’s

websites or any websites that we feel cater to similar audiences as

you do. For this channel, we use banner display ads. This is extremely

powerful from a digital presence perspective as it puts you in front of

people who are in the market. The avg. cost per click is roughly .10 -

40 cents.

Recommended PPC Spend $300 to $400

Campaign Creation & Set Up $450

Secured Hosting, Analytics Dashboard, Maintenance $100
Https (SSL certificate) maintained hosting, 99.9% uptime, weekly
system backups, regular security audits, performance marketing and *

analytic reporting dashboard, 7 hour of content updates included.

Digital Dashboard No Charge
A digital dashboard is an information management tool that

is used to track KPls, metrics, and other key data points

relevant to your business

One Time Fee Monthly Fee

S0 S0

Quotes
Prices valid for 30 days from date on your quote. Pricing is subject to change.

SERVICE ACCEPTANCE

Your initial below signifies the service acceptance only, a formal contract and billing information
request will be sent after agreement is signed.

Initials Date @

Caha Ina A0CA Murnhu Ffanunn Daad Can Niann PA Q9MY2 | cahacnn enm













SABA

Online Marketing Googlicious Report for
Innovations Academy
Innovationsacademy.org

Courtesy of Joey Dusina

Saba, Inc. 3954 Murphy Canyon RD. #D201
San Diego, CA 92123
(858) 277-1717 | sabaseo.com



SAE/-\ Saba Inc

SEARCH ENGINE MARKETING San Diego' CA
& CONSULTING (858) 277-1717
(858) 277-17111 Joey@sabaseo.com
www.sabaseo.com

Website Report for
innovationsacademy.org

This report grades your website on the strength of a range of important factors such as on-page SEO
optimization, off-page backlinks, social, performance, security and more. The overall grade is on a A+ to F-
scale, with most major industry leading websites in the A range. Improving a website's grade is
recommended to ensure a better website experience for your users and improved ranking and visibility

by search engines.

Audit Results for innovationsacademy.org

Innovations Academ
An Inquiry Based K-8 Public Charter School

tUs  OurPrograms

Your page could be better

Links

c- C- c- A F -
CECHCGRORS v

On-Page SEO Links Usability Performance Social Social On-Page SEO

On-Page SEO Results

Your On-Page SEO could be better

Your page has some level of On-Page SEO optimization but could be improved

C- further. On-Page SEO is important to ensure Search Engines can understand
your content appropriately and help it rank for relevant keywords. You should
ensure that HTML Tag Content is completed correctly and align text content to
target keywords.


http://www.sabaseo.com
tel:(858) 277-1717
mailto:Joey@sabaseo.com
http://www.sabaseo.com

Title Tag

You have a title tag, but ideally it should be shortened to between 10 and 70 characters
(including spaces).

Innovations Academy | a project based learning charter school focused on inquiry

Length : 80

Title tags are very important for search engines to correctly understand and categorize your
content.

Meta Description Tag
Your page appears to be missing a meta description tag.

A meta description is important for search engines to understand the content of your page,
and is often shown as the description text blurb in search results.

SERP Snippet Preview

This illustrates how your page may appear in Search Results. Note, this is intended as a guide
and Search Engines are more frequently generating this content dynamically.

https://innovationsacademy.org
Innovations
Academy

Hreflang Usage
Your page is not making use of Hreflang attributes.

Language
Your page is using the lang attribute.

Declared: en-US
H1 Header Tag Usage
Your page has a H1 Tag.

Tag Value
H1

H2-H6 Header Tag Usage
Your page is making use multiple levels of Header Tags.

-,

-,



Header Tag Frequency

H2 4 |

H3 2 I

H4 0

H5 0

H6 0

Tag Value

H2 We're Different

H2 Here's Why

H2 Learn More...

H2 Finance and Accountability (LCAP, EPA)

H3 Menu

H3 Newsletter Signup Form
Amount of Content X
Your page has a low volume of text content which search engines can interpret as 'thin
content'.

Word Count: 394

It has been well researched that higher text content volumes are related to better ranking
ability in general.

Image Alt Attributes ) ¢
You have images on your page that are missing Alt attributes.

We found 10 images on your page and 9 of them are missing the attribute.

Alt attributes are an often overlooked and simple way to signal to Search Engines what an
image is about, and help it rank in image search results.

#

1

Image link

https://innovationsacademy.org/wp-ia/wp-content/uploads/2017/09/HLCShakespeareArt-
450x338.jpg

https://innovationsacademy.org/wp-ia/wp-content/uploads/2016/02/Nov2015FarmersMarket2-45
0x253.jpg

https://innovationsacademy.org/wp-ia/wp-content/uploads/2013/03/Picture-055-450x337.jpg

https://innovationsacademy.org/wp-ia/wp-content/uploads/2013/12/websitebutterflies-450x336.]
pg

https://innovationsacademy.org/wp-ia/wp-content/uploads/2015/01/4thfieldtrip2014B-
450%x337.jpg

https://innovationsacademy.org/wp-ia/wp-content/uploads/2015/03/IA-Logo-blue-450x466.jpg



7  https://innovationsacademy.org/wp-ia/wp-content/uploads/2013/02/ball-450x365.jpg

8  https://innovationsacademy.org/wp-ia/wp-content/uploads/2017/09/HLCShakespeareArt-

450x338.jpg

9 https://innovationsacademy.org/wp-ia/wp-content/uploads/2016/02/Nov2015FarmersMarket2-45
0x253.jpg

Canonical Tag X

Your page has more than one Canonical Tag. Each page should only have a single Canonical
Tag

The Canonical Tag tells Search Engines the primary URL of a page. URLs can have multiple
versions due to things like parameters being passed or www and non-www versions resulting
in potential duplicate content. Google recommends all pages specify a Canonical.

/

https://innovationsacademy.org/

Noindex Tag Test v
Your page is not using the Noindex Tag which prevents indexing.

Noindex Header Test v
Your page is not using the Noindex Header which prevents indexing.

SSL Enabled v
Your website has SSL enabled.

HTTPS Redirect v
Your page successfully redirects to a HTTPS (SSL secure) version.

Robots.txt v
Your website appears to have a robots.txt file.

http://innovationsacademy.org/robots.txt

Blocked by Robots.txt v
Your page does not appear to be blocked by robots.txt.

XML Sitemaps X
We have not detected or been able to retrieve a XML sitemaps file successfully.

Sitemaps are recommended to ensure that search engines can intelligently crawl all of your
pages.

Analytics X
We could not detect an analytics tool installed on your page.

Website analytics tools like Google Analytics assist you in measuring, analyzing and ultimately
improving traffic to your page.



Schema.org Structured Data X
We have not detected any usage of Schema.org on your page.

Schema.org is a structured data markup for webpages which helps Search Engines understand
your site better and provide rich snippets directly in their search results.

Top Keyword Rankings
This shows your top 10 Keyword Rankings in the specific location. The list is ordered by the keywords
that drive the most traffic to your page.

Keyword Country & Position Total Searches  Estimated Traffic
Language
innovations academy ~ EEEN 1 12,100 3,678 I
innovative academy EES 8 12,100 238 n
scholastic book fair EEN 87 90,500 190 1
scholastic book fair EES 32 90,500 190 1
scholastic book fairs EES 47 90,500 190 1
brookhaven innovation ZEEN 89 74,000 155 .
academy
brookhaven innovation =EES 91 74,000 155 I
academy
innovators academy EEN 13 12,100 71 |
innovation academy EEN 14 12,100 67 I
innovation academy san EEEN 1 210 63

diego

Total Traffic From Search
This shows you the Estimated Traffic Volume your page receives from it's Keyword Rankings

5,763
Monthly

Traffic
Volume



Keyword Positions

This shows you a summary of the positions for your Keyword Rankings. The higher you rank, the more
likely you are to capture traffic, with recent research showing that as much as 92% of clicks happen on
the first page.

Position Keywords
Position 1 6

Position 2-3 7

Position 4-10 23

Position 11-20 56

Position 21-30 28

Position 31-100 268

Backlink Summary v
You have a moderate level of backlink activity to this page.

Qs 13
N~

Domain Page
Strength Strength

" 1k 280
Backlinks Referring Domains
& 567 % 467 =7 m 5 = 246 ~ 302
Nofollow Dofollow Edu Gov Subnets IPs

Backlinks Backlinks Backlinks Backlinks



Top Backlinks
These are the highest value external pages we have found linking to your site.

-,

Domain Referring Page URL

strength

100 https://en.wikipedia.org/wiki/List_of_primary_and_secondary_schools_in_San_Diego

97 https://www.cde.ca.gov/SchoolDirectory/details?cdscode=37683380118083

94 https://nces.ed.gov/transfer.asp?location=innovationsacademy.org

93 https://www.huffpost.com/entry/remembering-high-school_b_11967848

92 https://charterchat.podbean.com/

90 https://espanol.century21.com/escuelas/escuelas-en-92115/innovations-academy/0570007

0468-L792115

90 https://www.century21.com/schools/san-diego-ca-schools/innovations-academy/057000704
68-LCCASANDIEGO

90 https://radiopublic.com/the-art-of-vc-6vwLDI/s1%21904c7
90 https://www.yellowpages.com/alpine-ca/charter-schools
90 https://www.usgbc.org/organizations/innovations-academy

Top Pages by Backlinks 1

These are the pages on your site with the most the backlinks from other sites.
URL Backlinks
https://innovationsacademy.org/ 344 [
http://innovationsacademy.org/ 238 I
https://innovationsacademy.org/parents/calendar-schedule/ 62 L
http://www.innovationsacademy.org/ 47 L
https://innovationsacademy.org/admissions/how-to-apply/ 36 u
https://innovationsacademy.org/our-programs/academic-curriculum/ 32 u
https://innovationsacademy.org/contact-us/school-information/ 16 1
http://innovationsacademy.org/wp-ia/wp- 9

content/uploads/2017/10/using_s...
https://innovationsacademy.org/our-programs/programs/ 9 |

https://innovationsacademy.org/our-team/administration/ 9 I



Top Anchors by Backlinks

1
These are the top pieces of Anchor Text we found used to link to your site.
Anchor Backlinks
Go Now 107 ]
innovations academy a project based learning charter school focused 88 I
Innovations Academy 56 I
innovationsacademy.org 55 L
Innovationsacademy.org 54 I
innovationsacademy 38
Go Learning 34 [
Innovations Academy Charter School 26 L
https://innovationsacademy.org/ 24 L
Top Referring Domain Geographies 1
These are the Top Geographies we have found linking to your site.
Top TLDs Top Countries
* com (199) ‘ US (227)
W org (21)
W info (10)
W net (7)
Other (43)
On-Page Link Structure 1

We found 72 total links. 3% of your links are external links and are sending authority to other
sites. 0% of your links are nofollow links, meaning authority is not being passed to those

destination pages.

Anchor Type
https://innovationsacademy.org/ Internal
https://innovationsacademy.org/covid19-info/ Internal

https://innovationsacademy.org/parents/calendar-schedule/ Internal

https://innovationsacademy.org/our-team/board/board-age Internal
nda/

https://innovationsacademy.org/finance/ Internal

Follow/Nofollow
Follow
Follow
Follow

Follow

Follow



https://innovationsacademy.org/payments/
https://innovationsacademy.org/parents/meals/lunch-form/
https://innovationsacademy.org
https://innovationsacademy.org/about-us/
https://innovationsacademy.org/about-us/mission-values/
https://innovationsacademy.org/about-us/our-story/
https://innovationsacademy.org/about-us/founders/
https://innovationsacademy.org/about-us/photos-videos/
https://innovationsacademy.org/about-us/our-favorite-links/
https://innovationsacademy.org/about-us/faqgs/
https://innovationsacademy.org/about-us/accountability/
https://innovationsacademy.org/about-us/testimonials/
https://innovationsacademy.org/our-programs/
https://innovationsacademy.org/our-programs/programs/

https://innovationsacademy.org/our-programs/academic-cur
riculum/

https://innovationsacademy.org/our-programs/social-emotio
nal-curriculum/

https://innovationsacademy.org/our-programs/extended-car
e/

https://innovationsacademy.org/our-team/

https://innovationsacademy.org/our-team/teachers-
directory/

https://innovationsacademy.org/our-team/teacher-assistants
/

https://innovationsacademy.org/our-team/support-staff/
https://innovationsacademy.org/our-team/administration/
https://innovationsacademy.org/our-team/board/
https://innovationsacademy.org/parents/
https://innovationsacademy.org/parents/pa-committees/
https://innovationsacademy.org/parents/current-news/
https://innovationsacademy.org/parents/school-supply-list/
https://innovationsacademy.org/parents/forms/
https://innovationsacademy.org/parents/fundraising/

https://innovationsacademy.org/parents/learning-at-home/

Internal
Internal
Internal
Internal
Internal
Internal
Internal
Internal
Internal
Internal
Internal
Internal
Internal
Internal

Internal

Internal

Internal

Internal

Internal

Internal

Internal
Internal
Internal
Internal
Internal
Internal
Internal
Internal
Internal

Internal

Follow
Follow
Follow
Follow
Follow
Follow
Follow
Follow
Follow
Follow
Follow
Follow
Follow
Follow

Follow

Follow

Follow

Follow

Follow

Follow

Follow
Follow
Follow
Follow
Follow
Follow
Follow
Follow
Follow

Follow



https://innovationsacademy.org/parents/extended-care/ Internal Follow

https://innovationsacademy.org/parents/volunteer-opportun Internal Follow
ities/

https://innovationsacademy.org/parents/Icap/ Internal Follow
https://innovationsacademy.org/class-portfolios/ Internal Follow
https://innovationsacademy.org/admissions/ Internal Follow
https://innovationsacademy.org/admissions/how-to-apply/  Internal Follow
https://innovationsacademy.org/admissions/lottery-informat Internal Follow
ion/

https://innovationsacademy.org/admissions/accepted-applic Internal Follow
ants/

https://innovationsacademy.org/admissions/school-tours/ Internal Follow
https://innovationsacademy.org/admissions/application-for  Internal Follow
m/

https://innovationsacademy.org/fundraising/ Internal Follow
https://innovationsacademy.org/fundraising/donate/ Internal Follow
https://innovationsacademy.org/fundraising/escrip/ Internal Follow
https://innovationsacademy.org/fundraising/scholastic-book- Internal Follow
fair/

https://innovationsacademy.org/contact-us/ Internal Follow
https://innovationsacademy.org/contact-us/school-informati  Internal Follow
on/

https://innovationsacademy.org/contact-us/tours/ Internal Follow
http://www.goodreads.com/author/show/733013.Caroline_Pr External Follow
att

http://www.goodreads.com/work/quotes/1570859 External Follow
https://innovationsacademy.org/title-ix-information/ Internal Follow
https://innovationsacademy.org/complaint-information/ Internal Follow

Usability

Your usability could be better

Your page is OK but could be more usable across devices. Usability is important
C- to maximize your available audience and minimize user bounce rates (which can
indirectly affect your search engine rankings).



Device Rendering

This check visually demonstrates how your page renders on different devices. It is important
that your page is optimized for mobile and tablet experiences as today the majority of web
traffic comes from these sources.

COVID-19 Info Calendar Board Agendas

nce and Accountability (LCAP, EPA, SARC, TilelX) Payments Meal Info

> \
Innovations Academy }1
An Inquiry Based K-8 Public Charter School

coviD-18Info  Calendar  Board Agendas  Final

L
Innovations Academy
An Inquiry Based K-8 Public Charter School

P27 | inquiry Based
=~ | Project Learning...
165 not just about ideas, its
e about making ideas happen!

Inquiry
Based

Project Learning. ..

It's not just We're Different
about ideas,

it's about

making ideas °
happen! > Our Mission & Values
> Our Story.

> What People Have Said.

Google's Core Web Vitals
Your page has passed Google's Core Web Vitals assessment.

Largest Contentful Cumulative Layout
Paint (LCP) Shift (CLS)

25 . R 0.25
O

Use of Mobile Viewports

Your page specifies a viewport matching the device's size, allowing it to render appropriately
across devices.

Google's PageSpeed Insights - Mobile
Google is indicating that your page is scoring poorly on their Mobile PageSpeed Insights
evaluation.

Note that this evaluation is being performed from US servers and the results may differ slightly
from an evaluation carried out from Google's PageSpeed Web Interface as that reporting
localizes to the region in which you are running the report.

Google has indicated that the performance of a webpage is becoming more important from a
user and subsequently ranking perspective.
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Google

innovationsacademy X

Images Maps Acceptance rate Reviews Perspectives Videos

About 160,000,000 results (0.48 seconds)

Showing results for innovations academy
Search instead for innovationsacademy

Innovations Academy
https://innovationsacademy.org

>

o)

¢

Tuition

Innovations Academy | a project based learning charter school ...
We structure our programs through self-expression, compassionate connection, and purposeful

learning. This design creates an environment in which students feel ...

Calendar & Schedule
Calendar & Schedule - 2023-24 School Calendar (dates ...

Our Programs
Our experiences in HLC classroom are not dictated by traditional ...

Teacher Directory
Teacher Directory - Chrystal Duce. Teacher, Kindergarten Teacher ...

School Information
General Contact Information. Innovations Academy looks ..

More results from innovationsacademy.org »

GreatSchools
https://www.greatschools.org » california > 24790-Inn...

(c)
Innovations Academy - San Diego, California - CA

Innovations Academy located in San Diego, California - CA. Find Innovations Academy test

scores, student-teacher ratio, parent reviews and teacher stats.
Rating: 3.7 - 55 votes

P California Department of Education (.gov)
X https://www.cde.ca.gov » sdprofile > details :

School Profile: Innovations Academy

School Details ; Innovations Academy - San Diego Unified (District Profile) - San Diego - 5454

Ruffin Rd. San Diego 92123-1313 - (858) 271-1414.
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Innovations Academy
3.5 25 Google reviews H
Charter school in San Diego, California

® Website € Directions [ save

X, Call

Address: 5454 Ruffin Rd, San Diego, CA 92123
Tax ID: 26-0418421

Phone: (858) 271-1414

District: San Diego Unified School District
Lowest grade: Kindergarten

Highest grade: Eighth Grade
Suggest an edit - Own this business?

Add missing information
Add business hours

Reviews © Write a review

25 Google reviews

Add a photo

I "My son enjoyed his time here more than any other school.”
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Lab Data

First Contentful Paint
Speed Index

Largest Contentful Paint
Time to Interactive
Total Blocking Time

Cumulative Layout Shift

Value
3.1s
53s
58s
7s
0.06 s
1.364

Google's PageSpeed Insights - Desktop
Google is indicating that your page is scoring poorly on their Desktop PageSpeed Insights

evaluation.

Opportunities

Serve images in next-gen
formats

Defer offscreen images
Properly size images
Efficiently encode images

Eliminate render-blocking
resources

Estimated
Savings

542s

4.89s
4.69s
3.71s
1.7s

X

Google has indicated that the performance of a webpage is becoming more important from a
user and subsequently ranking perspective.

Lab Data

First Contentful Paint
Speed Index

Largest Contentful Paint
Time to Interactive
Total Blocking Time

Cumulative Layout Shift

Flash Used?

No Flash content has been identified on your page.

iFrames Used?

Your page appears to be using iFrames.

Value
1s
1.6s
1.7s
1s
Os
1.284

Opportunities

Serve images in next-gen
formats

Efficiently encode images

Eliminate render-blocking
resources

Estimated
Savings

0.7s

0.52s
0.46s

iFrames are discouraged as they can complicate navigation of content in mobile and have

historically been harder to index for search engines.

Favicon

Your page has specified a favicon.



Email Privacy

Email addresses have been found in plain text.

We recommend removing any plain text email addresses and replacing them with images or
contact forms. Plain text email addresses can be susceptible to scrapers and email spammers.

Line

502

Email

info@innovationsacademy.org

Legible Font Sizes
The text on your page appears to be legible across devices.

Tap Target Sizing
Some of the links or buttons on your page may be too small for a user to easily tap on a

touchscreen.

Consider making these tap targets larger to provide a better user experience.

Element Label

About Us

Our Programs

Fundraising

Contact Us

Our Team

Parents

CSS Selector

div.menu-main-menu-container > ul#menu-fo
oter > li.nav1-about > a

div.menu-main-menu-container > ul#menu-fo
oter > li.menu-item > a

div.menu-main-menu-container > ul#menu-fo
oter > li.menu-item > a

div.menu-main-menu-container > ul#menu-fo
oter > li.nav1-last > a

div.menu-main-menu-container > ul#menu-fo
oter > li.menu-item > a

div#main_slider > ol.flex-control-nav > li > a

div#main_slider > ol.flex-control-nav > li > a.fle
x-active

div#main_slider > ol.flex-control-nav > li > a
div#main_slider > ol.flex-control-nav > li > a
div#main_slider > ol.flex-control-nav > li > a
div#main_slider > ol.flex-control-nav > li > a

div.menu-main-menu-container > ul#menu-fo
oter > li.nav1-parents > a

HTML Block

<a href="https://innovationsacademy.
org/about-us/">

<a href="https://innovationsacademy.
org/our-programs/">

<a href="https://innovationsacademy.
org/fundraising/">

<a href="https://innovationsacademy.
org/contact-us/">

<a href="https://innovationsacademy.
org/our-team/">

<a class="">

<a class="flex-active">

<a>
<a>
<a>
<a>

<a href="https://innovationsacademy.
org/parents/">



Performance Results

Your performance is good

Your page has performed well in our testing meaning it should be reasonably

A responsive for your users, but there is still room for improvement. Performance
is important to ensure a good user experience, and reduced bounce rates
(which can also indirectly affect your search engine rankings).

Page Speed Info v
Your page loads in a reasonable amount of time.
Server Response All Page Content Loaded All Page Scripts Complete
10s 10s
AS
o 75,
Qc:.f: &)
¢ % & 2 ¢ 2
Download Page Size v
Your page's file size is reasonably low which is good for Page Load Speed and user experience.
Download Page Size Download Page Size Breakdown
o % HTML (0.01MB)
I CSS (0.05MB)
S : A
S %@ =$ﬁ2? ?0{.0§MB) )
1.3MB
Total 1.27 MB
Website Compression (Gzip, Deflate, Brotli) /
Your website appears to be using a reasonable level of compression.
Compression Rates Raw Page Size Breakdown

Htve @ ) 0.01 MB (89% Compressed)
css @ ) 0.05MB(75% Compressed)
s @ ) 0.2 MB (58% Compressed)
Images _ 1.01 MB (0% Compressed)
other (GGG .o /& (0% Compressed)

M HTML (0.04MB)
W CSS (0.2MB)
© JS(0.28MB)
W Images (1.01MB)
W Other (0.09MB)

Total @D ) 1.27 MB (21% Compressed) Total 1.61 MB



Number of Resources
This check displays the total number of files that need to be retrieved from web servers to load
your page.

<> {i} {}
# -

-,

54 2 18 15 15 4
Total Objects Number of Number of ]S Numberof  Number of Other
HTML Pages  Resources CSS Images Resources
Resources

Google Accelerated Mobile Pages (AMP) 1
This page does not appear to have AMP Enabled.

AMP Indicator

AMP Related Doctype Declaration X

AMP Runtime X

AMP CSS Boilerplate X

Embedded Inline Custom CSS X

AMP Images X

AMP HTML Canonical Link v

HTTP2 Usage v
Your website is using the recommended HTTP/2+ protocol.

Optimize Images ) 4
Your page appears to include images which are poorly optimized.

Properly formatting and compressing images can have a significant impact on page load
performance.

Image Save Size Save

Percentage

https://innovationsacademy.org/wp-ia/wp-content/uploads/2015/03/IA-L  578.39KiB 92%
ogo-blue.jpg

https://innovationsacademy.org/wp-ia/wp-content/uploads/2015/01/4thfi 58.48KiB 44%
eldtrip2014B.jpg

https://innovationsacademy.org/wp-ia/wp- 39.84KiB 29%
content/uploads/2016/02/Nov2015FarmersMarket2-720x405.jpg

Minification v
All your JavaScript and CSS files appear to be minified.

Deprecated HTML v

No deprecated HTML tags have been found within your page.



Social Results

Your social needs improvement

You appear to have a weak social presence or level of social activity (or we may

F just not be able to see your profiles!). Social activity is important for customer
communication, brand awareness and as a marketing channel to bring visitors
° to your website. We recommend that you list all of your profiles on your page

for visibility, and begin to build a following on those networks.

Facebook Connected ) ¢
No associated Facebook Page found as a link on your page.

Facebook Open Graph Tags X
We have not found Facebook Open Graph Tags on your page.

Facebook Open Graph Tags are a type of structured data that can be placed on your page to
control what content is shown when a page is shared on Facebook.

Facebook Pixel )~ 4
We have not detected a Facebook Pixel on your page.

Facebook's Pixel is a useful piece of analytics code that allows you to retarget visitors if you
decide to run Facebook Ads in future.

Twitter Connected ) 4 Twitter Activity 1
No associated Twitter profile found as a No associated Twitter profile found as a
link on your page. link on your page.
Twitter Cards X
We have not detected Twitter Cards on your page.
Twitter Cards are a type of structured data that can be placed on your page to control what
content is shown when a page is shared on Twitter.
YouTube Activity 1

No associated YouTube channel found
linked on your page.



Local SEO

Address & Phone Shown on Website
Address and phone number visible on the page.

Phone +1 858271 1414
Address 5454 Ruffin Road, San Diego, CA 92123

Local Business Schema
No Local Business Schema identified on the page.

Google Business Profile Identified
A Google Business Profile was identified that links to this website.

Innovations Academy

Google Business Profile Completeness

The important business details are present on the Google Business Profile.

Address 5454 Ruffin Rd, San Diego, CA 92123
Phone +1 8582711414

Site http://innovationsacademy.org/

Google Reviews
Your Google Business Profile has a low rating or low number of reviews.

3.5 k55 25reviews

Rating

5
4
3
2

1

v
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Making You Googlicious

Search Engine Marketing & Consulting

Final Thoughts

The internet is one of the most important marketing channels and if leveraged correctly can help you
significantly increase your business.

Now that you have seen your results, let us help you become Googlicious. When Google likes your website, you
significantly increase the potential of aftracting more clients and future businesses fo your company.

| look forward meeting in person, learning more about you company, your amazing team and your practices.

Be Googlicious!

Joey Dusina

Vice President at Saba Inc.

+ 858277-1717 GO g|€
+ joey@sabaseo.com
Partner
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