
 

 
Participation in Marketing/Networking & Community Events 
 

• Fourth of July Parade & Yankee Doodle Block Party  

• SBG Margarita Stroll 

• Main Street Merchants meeting 

• DFW Series Race 

• Chamber of Commerce Quarterly Luncheon 
 

Website Analytics 
 

The number of website visits has continued to be fairly constant with spikes generally during 
open grant cycles. June spikes correlate with social media posts about Juneteenth and Project 
Grant cycle. Top pages visits are Home Page and Grants Page with growing interest in Community 
Impact Page. Most visitors generally connect directly; however, we often see traffic via links from 
City Website, MEDC Website and Facebook. Notably in June, we saw traffic from 
grantwatch.com, millhousefoundation.org, thecottongroves.com and theretailcoach.maps.com. 
 

    
 
Also, worth noting is the number of website visitors using mobile devices. Since the website 
redesign last Fall, the number of mobile users has increased almost 20%. As you may recall, one 
of the goals of the redesign to make the website more friendly on mobile devices.  

    
Traffic source Users Percent of Total   

Desktop 321 64.07%   

Mobile 173 34.53%   

Tablet 7 1.40%   
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Social Media : Facebook and Twitter 
 

We continue to increase our followers on social media. Facebook followship has increased 7% over the 
last year. (Note: The spike seen in the graph at August ’21 is directly correlated to the posts related to 
the Board’s Love Life Foundation school supplies donation and Dia de los Muertos, which received 161 
and 36 engagements, respectively.  Twitter followship is growing at a more gradual yet consistent rate 
and has increased 3% over the past year. Posts regarding AT&T Byron Nelson also appear to correlate 
with increased followship. 

 

   
 
For Facebook, the top performing post for June was the TUPPS BYOB announcement, which 
encountered 296 engagements from organic and paid posts. High performing organic posts for Facebook 
are shown below.  
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While Twitter has over 1,500 followers, our engagements in this platform are generally minimal, with an 
average per post engagement of only 1.5 for the month. Top posts for June related to Project Grant 
applications. 
 

 



 
 
Our audience demographic is primarily located in McKinney, with 2/3 being female.  These analytics are 
not readily available for our Twitter account. 
 

 
 


