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PEST Summary - Jamestown, NY  

Republican Presidential 
Results for the past 3 
elections:

Political

● Shift in political power with 
2020 election

● Racial and social uprisings
● Global pandemic
● Resulting in uncertain and 

volatile political environment

2019 est. Median Household Income

Unemployment jumped from 4.4% in 
2019 to 15.7% in 2020 COVID peak

Economic

● Lower Income vs NY state 
● Higher rate of unemployment vs 

US
● Unemployment rate jumped 

with COVID

Sociocultural

● Total Population 2019 ~128K
● Predominantly White population
● Highest population in 65 yrs 

and older age group
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Jamestown: $35,884 

NY: $72,108 

Top Employment Industries (2018):
1. Health Care & Social 

Assistance
2. Manufacturing
3. Retail Trade

Demographics:
81% White
10% Hispanic
4% Black alone
6 % other
Gender:
50.69% Female
49.31% Male

● Constantly in flux
● Costly to maintain
● Virtual and Physical 

balance

Technological

● Rapid progression of  technology
● WordPress’ and other online 

platforms’ features
● The integration of technology and 

physical space
● Digital transformation can be a 

costly process
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WEBSITE ANALYSIS
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Compare Website Analytics
Theaters 

● National Comedy Center 
● 1.5K daily visitors
● Daily Unique Visitors: 1,479
● Monthly Visits:46,589
● Pages per Visitor: 2.00
● Daily Pageviews: 2,958

Museums

● Lucille Ball Desi Arnaz Museum
● 493 daily visitors
● Daily Unique Visitors:493
● Monthly Visits: 15,530
● Pages per Visitor: 2.00
● Daily Pageviews: 986

Other institutions 

● Robert H. Jackson Center
● 136 daily visitors
● Daily Unique Visitors:136
● Monthly Visits: 4,284
● Pages per Visitor: 1.00
● Daily Pageviews: 136
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https://comedycenter.org/
https://lucy-desi.com/
https://www.roberthjackson.org/


Website Data Analysis
According to the Fenton History center (365 days) website analytics data 

on the Tableau, the findings are divided into three sections: 

● Whole website SEO situation

● An analysis of the behaviors of users coming from different sources

● An analysis of how users interact with content on the site

● The Content attractiveness on the Fenton History center

Key Findings
● Search Engine Optimization needs improvement 

● Search Engine drives more users.

● Homepage is the Key.

● Visitors are interested in Archives and Exhibitions
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Finding 1 - Search Engine Optimization needs 
improvement

● Website SEO/SEM including site 

structure (slide 17), mobile friendly, 

and the speed of the website is 

unorganized. 

● Lower speed of the website causes 

the bounce rate and hard to drive 

users and visitors to explore 

website.

● The bounce rate is low. The largest 

content in the homepage could be a 

reason to cause user leave the site. 
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Finding 2 - Search Engine 
Drives More Users 
● According to the data and research, most users use keywords 

“Fenton History Center” in search engine instead of direct enter 

the museum website link. 

● The views from searching engines take longer time to view the 

whole information and interactive. 

*Analysis of times referred and view by search category in Tableau

https://www.alexa.com/siteinfo/fentonhistorycenter.org#section_competition

Opportunity: 

●  Leverage “top keywords” to drive more traffic to FHC 

● Investigate linking potential with similar site audience overlap
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https://www.alexa.com/siteinfo/fentonhistorycenter.org#section_competition


Finding 3 - 
Homepage is the Key
In the last 12 month, the most interactive page is 

below:

1. Homepage (null): Fentonhistorycenter.org

2. Online collection page: Fentonhistorycenter. 

Pastperfectonline.com

3. Archive page

4. Download pdf (wp-content)

Through the users journey, 36.56%  users start from 

homepage, the top 3  journey is 

Homepage > about us 

Homepage > tour-the-museum

Homepage > research center
*Analysis of pages user interact by Tableau
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● Comparing with “of the times 

referred”, “Clicks”, and 

“Views”, Home page is the 

main entrance for the visitors 

to get more information and 

trigger user’s exploration for 

the museums. 

● Another is that people is 

more interested in the 

archives and exhibition. Gace 

Galloway and archive page  

has 
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Persona This website strategic plan has found its intended audience to lie in two categories:

Museum Goers |  Museum Insider
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SWOT

The SWOT analysis looks at internal strengths and 
weaknesses as well as external opportunities and 
threats for Fenton History Center’s website. For the 
strengths, we found FHC’s website has relevant 
information about the museum, and it has prominent 
links to social media platforms and other resources. 
The weaknesses mainly include the necessity of the 
SEO improvement, confusing navigation, lack of 
highlight of social media activities and high quality 
images to showcase the museum experience, and 
the disordered layout of the website’s mobile 
version. The opportunities address online platforms 
(such as Google Arts & Culture, Flickr, and 
PastPerfect Online)and WordPress Plugins that 
potentially helpful to improve the website 
experience. Finally, other museums’ websites and 
other types of entertainment industries could be the 
external threats of FHC. Also, the COVID-19 
pandemic caused the economic and tourism 
downtrend is another threat that Fenton History 
Center is facing.
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Objectives 
Improve the usability and user experience of the website

a. Organize and curate the components and subcomponents 
b. Improve the layout of the mobile version website
c. Create content/ navigation improvements  for targeted  identified Personas (Researchers and Educators) 
d. Improve the Search Engine optimization   

Create a sustainable process to manage the website

a. Identify grants that support digital improvement for cultural institutions (see notes below)
b. Leverage local universities/ colleges for website development support via internships/practicums 

Increase the digital literacy skills across the staff and volunteers

a. Curate youtube /websites tutorials
b. Leverage  Massive Open Online Courses (MOOCs) - (free technical, marketing, and other courses available for staff to take)

Improve the relationship with local community

a. Use the website as jumping off point to create more  programming with local elementary/middle/high schools (Educator 
Persona)
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Appendix
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Current Website Structure

Article Categories
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DATA 

Source

  Source

Source

Source
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http://www.city-data.com/city/Jamestown-New-York.html
https://www.statebook.com/site/county-of-chautauqua-industrial-development-agency-ny/demographics/
http://www.city-data.com/city/Jamestown-New-York.html
https://www.statebook.com/site/county-of-chautauqua-industrial-development-agency-ny/employment/


Type of School Description QTY

Jamestown Community College (Full-time enrollment: 3,384), Public 1

Jamestown Business College (Full-time enrollment: 301), Private 1

University/ College Over 2000 students near Jamestown (ranging 25- 55 miles from Jamestown) 7

Public High School 3

Private High School 2

Public Elementary/ Middle School 9

Private Elementary/ Middle School 2

DATA 
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