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Report outline 
 
The following report is a content audit and analysis report 
about The Jaffa Institute. This organization’s mission is to 
provide educational, nutritional, therapeutic, and social 
enrichment programs that assist children in developing 
positive attitudes and skills to break the cycle of 
intergenerational poverty in the impoverished communities 
of Jaffa, South Tel Aviv, and Bat Yam in Israel.  
 
Content audit 
 
The tool used to obtain the results was Screaming Frog SEO. 
The information found in the audit included URL/page 
numbers, image numbers, titles, and meta descriptions. The 
content analysis compared two competitors, Children in 
Need and Edutopia.  
 
Content analysis 
 
The content analysis compared two competitors, Children in 
Need and Edutopia.  

  



Content audit 
 
After conducting the content audit with the Screaming Frog 
SEO Spider, I was able to determine that there are 244 
internal and 73 external URLs.  
 
Internally there are 155 HTMLs, 6 JavaScript, 9 CSS, 69 
images, and 9 PDFs.  
 
 

 
  



 
 
 
Externally there are 28 HTMLs, 4 JavaScript, 6 CSS, 4  images, 
7 other and 24 unknown.  
 
 
 
 

 

 
 
 

 
  



Site architecture 
 
The navigation is easy to use and simple to follow for all levels 
of expertise. The top navigation consists of a dropdown menu 
and static buttons which link to the corresponding page. 

 

 
 

You are able to hover over the about navigation button and the 
drop-down menu will appear. The other five navigation buttons 
are static, taking you directly to the corresponding page.  

 
On the top left of the page there are social links as well as at 
the bottom of the page. On the top right there are links to 
translate the page to Hebrew, French and English. Additionally, 
you are able to click on the logo at the top left to return to the 
home page from any page within the site.  

 
The Donation tab is easy to find where you can make a one-
time donation or reoccurring donations. The Financial 



transparency page is where they openly reveal how they spend 
their money, although it is in Hebrew, making it hard for other 
regions to review. Other tabs include projects, getting involved 
and contact us which provides an address, email, or phone 
number to reach them. 

 

Title tags 
 

Screaming Frog Spider shows that 100% of The Jaffa Institute’s 
URLs have page titles with 19 being duplicates, 24 having over 
60 characters and 16 with less than 30 characters. The titles are 
descriptive, letting the user know what they are viewing.  
 
Note: some sites are in Hebrew.   

 

 



Meta Descriptions 
 
The meta descriptions show 86.13% having less than 70 
characters and 1.46% of them having over 155 characters.  
 
One example of a shorter meta description from The Jaffa 
Institute is:  

“The Jaffa Institute -  
After School Therapeutic Enrichment Centers” 

 
An example of a longer meta description from The Jaffa 
Institute is:  
 

“The Jaffa Institute was established in 1982 as a private, non-
profit, multi-service social agency to assist the city of Jaffa’s 

severely disadvantaged children and their families.” 
 

 



Additional content sources 
 
The Jaffe Institute uses several social media sites to send 
information out to their supporters. These include: Facebook, 
Twitter, Instagram and YouTube. They are consistent in 
branding and engaging with the user as well as keeping up to 
date with new content.  
 
 
 

 
 
 
 
 
 
 
 
 
 

 

 

 
Using social media gives them an additional resource to drive 
traffic back to their website. They are able to reach more 
people and with the updating material, they keep their 
supporters up to date and engaged.   
  



Content analysis 
 
The content on The Jaffa Institute’s site speaks to their mission 
and their supporters. Their brand voice and mission statement 
is consistent across their site and social media. All platforms are 
easy to read and find information.  
 
When the Jaffa Institute posts to social media they utilize 
content and appropriate images which direct supporters back 
to their site. The content will contain a link that directs them to 
the page appropriate to the posts content for a smooth user 
experience.  
 
The competitor sites that were used in this report were similar 
in their mission. Children in Need did not use the social media 
pages that they had created and had limited page titles and 
meta descriptions which leads to poor engagement and less 
site traffic. Edutopia uses social media in a similar way as The 
Jaffa Institute, creating appropriate page titles and meta 
descriptions. They are engaged with their supporters much the 
same way as The Jaffa Institute.  

 



 
 


