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SUMMARY
This report is a content audit and analysis of Team Rubicon's website. Team
Rubicon is a veteran-led disaster response organization. The report will
provide data and in depth-analysis of the website.The tool used to obtain the
results was Screaming Frog SEO.
The information found in the audit included URL/page numbers, image
numbers, titles, meta descriptions and headers. There are 1,544 internal and
525 external URLs. Internally there are 613 HTMLs, 29 JavaScript, 20 CSS,
824 images, and 27 PDFs.
What Team Rubicon does well:
Page Titles
Meta Descriptions
Headers
Writing
Content across all platforms
What Team Rubicon needs to improve:
Search Function
Web Accessibility
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ABOUT TEAM RUBICON
Founded in 2010, Team Rubicon serves communities by mobilizing veterans
to continue their service, leveraging their skills and experience to help people
prepare, respond, and recover from disasters and humanitarian crisis.
Through continued service, it seeks to provide our veterans with three things
they lose after leaving the military: a purpose, gained through disaster relief;
community, built by serving with others; and identity, from recognizing the
impact one individual can make. Coupled with leadership development and
other opportunities, Team Rubicon looks to help veterans transition from
military to civilian life.
Source: Team Rubicon
https://teamrubiconusa.org

MISSION,
VISION,
& GOALS

Its mission is providing relief to those
affected by disaster, no matter when or
where they strike. By pairing the skills and
experiences of military veterans with first
responders, medical professionals, and
technology solutions, Team Rubicon aims
to provide the greatest service and impact
possible.
The website audience is veterans, existing
and potential donors, existing and potential
corporate partners and existing volunteers
and potential volunteers.
Source: Team Rubicon
https://teamrubiconusa.org
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SEO ANALYSIS
According to What Are Page Titles and Meta Descriptions?, "Page titles
and meta descriptions are incredibly important for your website’s SEO
campaign. .How well you optimize this text determines how likely a
person is to click the link to your page. The higher the likelihood that
happens, the higher the opportunity to receive lots of traffic to that
page from search engines. Page titles should be kept short and be an
accurate summary of the linked-to page. Meta descriptions provide a
description, or summary of the page it relates to. As with page titles,
meta descriptions should be kept short."
Google Search: Team Rubicon’s page title and meta description are
short. The Meta description is well-written – clear, concise and gives an
accurate representation of the organization. Plus, it gives a unique
selling point.
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SEO ANALYSIS
Meta Descriptions: Screaming Frog Spider shows 79 URL’s have missing meta
descriptions (18 percent), 4 are duplicates. The meta descriptions show 49
(11.26%) having over 155 characters, 16 (3%) having less than 70 characters and
1.46% of them having over 155 characters.
One example of a shorter meta description from Team Rubicon:
“Team Rubicon is responding to the COVID-19 outbreak.”
An example of a longer meta description from Team Rubicon:
“Support Team Rubicon’s disaster response and recovery operations across the
United States and world with a tax- deductible gift today.”
Header Elements:
H1 - just 4.83 URL’s are missing a header. H2 - 12% are missing, 27,36% are
duplicates. What Team Rubicon does very well with its headers is how they are
written. Just by looking at the header, you know what the content is. Simple, clear
concise and informative. Looking at the duplicate H2, most: support, serve.. The
other duplicates are merch.

CONTENT AUDIT AND ANALYSIS
FEBRUARY 2021

05

CONTENT
Team Rubicon uses images (924), video, graphics, blog posts, to enhance the
user experience, provide relevant and newsworthy information to
stakeholders and members and showcase its brand, mission and value. The
content is highly stylzed and professional quality. However, when
considering form and function, the form gets in the way of the function.
Form and Function explores the relationship between the form of art and its
function or purpose.
Team Rubicon uses several social media sites to engage with members and
supporters. These include: Facebook, Twitter, Instagram and YouTube. All
sources inform and engage with audience.
Disclaimer: For two years, I managed Team Rubicon’s Northeast Territory

25,200

social media channels. The Northeast channels were on a micro level and
while the goals and strategies aligned with National the tactics were
Existing Facebook followers

customized. National messages were shared across all platforms with a
uniform voice and branding. For example, “Go Day” is the Team Rubicon’s
anniversary. There was specific content and messaging around “Go Day” that
was shared. Each individual territory had events to mark “Go Day.” That
content was shared each Territory channel.

174,830

50,000

Facebook Followers

Twitter Followers
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WRITING
The titles, meta descriptions, headers are clear, concise, accurate and
descriptive. However, there is “Team Rubicon” and “military” nomenclature.
With familiarity of the organization, the nomenclature aligns strongly with
members (veterans) brand, mission and values.
It's written for its audience. Seventy percent of Team Rubicon’s 130,000+
volunteers are veterans. The language and terms are similar to the
language and terms used in the military. For example, “Roll Call” is used
frequently. It means “the act or an instance of calling off a list of names
(as for checking attendance) specifically.”
Roll Call” is where you sign up to be a member. The meta description - if
you search “Team Rubicon and Roll Call” - is “Loyal, hardy, and the
foundation of the organization. Whether you are a veteran or a passionate
civilian, the start is always the same: do the online training and get your
background check cleared.” And once you are a member and log into “Roll
Call” you can sign up for training, deployments, events. If you are a
civilian or supporter not familiar with the term, there may be a “what’s roll
call?” moment. If you are a veteran, that term is very familiar and common
language.
The writing, tone and voice on social media matches the audience and
brand. One of the main goals of Team Rubicon is “Get Shit Done.” The
messaging is everywhere and resonates strongly with membership. When I
did a social media analysis, a call to get shit done or showing members in
the field getting shit done received the most likes and engagement.
Writing can be used a rally cry and call to action and is one of the tactics
to meet goals and implement strategy.
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SITE ARCHITECTURE
The website and mobile site are user friendly, easy to navigate. The drop
down menu is at the top of the page with clear headings and subheadings.
Also at the top of the page are buttons to signup and donate. It's important
that those two buttons are easy to find and navigate as the two main
audiences are - donors/supporters and volunteers.

One spot for improvement is the location of the search function. The location
is at the bottom of the main page. There is a lot of content on the main page
and to find the search function requires a bit of scrolling.
The search function can use improvement. You can't find valuable content.
Last year, Team Rubicon had a website re-design. Under the "Our Mission"
was a drop down called "Open Initiative." The purpose was "to share key data
points from our organization, ranging from financial support and impact to
membership growth and operational metrics. These data points help us make
deliberate investments, draft operational planning objectives, and ensure we
deliver impact to communities affected by disasters." (Source: Team Rubicon"
As a member and volunteer leader, I thought the content was extremely
valuable to stakeholders and members. The content is still there but the
search doesn't take you to that page. And if you don't know the content exists,
you won't know how to find it. There aren't breadcrumbs that lead you there.
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ACCESSIBILITY
“Accessibility” according to Web Accessibility Initiative, “is essential for
developers and organizations that want to create high-quality websites and
web tools, and not exclude people from using their products and services.
Web accessibility means that websites, tools, and technologies are designed
and developed so that people with disabilities can use them. More
specifically, people can: perceive, understand, navigate, and interact with the
Web and contribute to the Web.

According the Bureau of Labor Statistics, 4.7 million veterans, or 25 percent
of the total, had a service-connected disability. Veterans with a serviceconnected disability are assigned a disability rating by the U.S. Department
of Veterans Affairs or the U.S. Department of Defense. This is where Team
Rubicon can improve. Seventy percent of its 130,000+ are veterans. The
website needs to be accessible. This screen grab is on the main page – right
below the title of the page. I used the WAVE - Web Accessibility Evaluation
Tool for analysis. Most of the errors are the lack of alternate tags and very
low contrast.

Each image must have an alt attribute. Without alternative text, the content
of an image will not be available to screen reader users or when the image is
unavailable. 76% of the images do not have an alt text. Adequate contrast of
text is necessary for all users, especially users with low vision.
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CONCLUSION
Team Rubicon says, "For many men and women of our Armed Forces, the
desire to serve their country and fellow man does not diminish once they
take off the uniform.Team Rubicon provides an opportunity for our veterans
to continue serving through disaster response. Veterans possess many of the
skills and experiences that define an excellent responder – leadership,
experience in austere environments, able to work with limited resources.
Through continued service, many veterans find a new purpose, community,
and identity, three intangibles that are often lacking while transitioning to
civilian life."

But according the Bureau of Labor Statistics, 4.7 million veterans, or 25
percent of the total, had a service-connected disability. Seventy percent of its
130,000+ are veterans. The biggest take away is the website needs to be
accessible and it's. Specifically, it needs to add alt text and improve contrast.
Disabled Veterans can't find that new sense of purpose and identity if they
can't navigate the website;
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