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Journalism sharpened my ability to write with
clarity and purpose, while education in web
design strengthened my digital versatility. For
15+ years, I’ve used this dynamic foundation to
lead mission-aligned work, bringing together
UX, SEO, accessibility, content strategy, and
analytics to drive engagement and elevate
brand presence across web, email, and social
channels.

A R E A S  O F  E X P E R T I S E

Writing and content development
Editing and editorial strategy
Journalism, reporting, and
storytelling
Marketing and communications
Public relations and messaging
Web design and digital content
Email and newsletter creation
Social media strategy
Internal communications
Graphic design
Video production and editing

T R A C E Y  A L L E N
M A R K E T I N G  &  C O M M U N I C A T I O N S  P R O F E S S I O N A L

Web analytics and performance
Audience and engagement
analysis
Content performance 
Data interpretation and insights
Email systems management
Website content management
Search engine optimization (SEO)
Editorial and brand standards
Accessibility best practices
Site maintenance and updates
Organic growth and earned media

See a broader overview of my experience on LinkedIn or traceyallen.bio.



A C U E  H I G H L I G H T

Website Growth, UX
Optimization & SEO

Built action-oriented landing pages for webinars, campaigns, and announcements
Designed high-profile pages for impact reports, research briefs, and data releases
Developed custom landing pages for paid traffic and higher conversion
Redesigned challenge pages to clarify value propositions and support funnels
Strengthened accessibility and readability across key pages
Created consistent content frameworks for long-form and resource pages
Brought website maintenance in-house by expanding my role to manage updates directly
Refined user journeys using analytics and heatmapping tools

To achieve these outcomes, I executed a series of strategic web improvements,
including:

S T R A T E G Y

I led ACUE’s web and organic traffic strategy, utilizing data-informed decisions and
SEO best practices that strengthened visibility and contributed to major increases in
engaged sessions, unique users, and overall traffic quality. 

This work included redesigning priority webpages, improving user journeys, and
optimizing site structure for clearer, action-focused navigation. I also built high-impact
landing pages for webinars, campaigns, and major research releases, as well as
custom conversion-driven pages for paid traffic efforts. 

O U T C O M E S  I N  2 0 2 4

These efforts drove a 35% YoY increase in total users and maintained engagement
rates above 90% on key pages, reflected in the metrics below.

Users were more meaningfully
active with high-value content

128% increase in
engaged sessions

Major increase in referral
traffic from social platforms

165% surge in 
social media traffic

Expanded reach and
visibility to new audiences

115% growth in
unique users
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At Ivy Tech Community College, I regularly analyzed enrollment funnel data to identify
breakdowns in communication, points of confusion for prospective students, and
barriers to enrollment progression. Using Salesforce reports, web analytics, and email
performance data, I tracked and collaborated with enrollment and retention teams on
how far students moved through the enrollment process, and where they stopped.

I V Y  T E C H  H I G H L I G H T

Enrollment Funnel Analysis
& Campaign Optimization

These insights guided
improvements to messaging,
UX pathways, and campaign
sequencing. I created targeted
email flows and clearer calls to
action, aligned content across
departments, and refined
campaign timing to reduce
friction. 

By addressing gaps revealed in
the data, we strengthened
student progression, improved
application-to-enrollment
follow-through, and supported
recruitment teams with more
actionable insights.

P L A N  O V E R V I E W

Identified funnel drop-off points using
CRM data and performance analytics

Refined email and website content to
reduce confusion and drive next steps
Built targeted sequences for key
segments, improving follow-through

Clarified CTAs and simplified enrollment
pathways

Diagnosed messaging gaps across
departments and aligned communication

Created dashboards/reports to visualize
performance trends for stakeholders
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18
webinars

16,971
registrations

7,849 
attendees

3,835
webinar-influenced

MQLs

Throughout 2024, webinars were a major contributor to ACUE’s digital
engagement and audience growth. I supported the full lifecycle of 18
webinars in 2024, driving registration, attendance, and post-event on-
demand engagement through coordinated multi-channel promotion,
optimized content, and streamlined workflows.

S T R A T E G Y  &  E X E C U T I O N

Built event landing pages with
registration lead forms connected to
Salesforce

Developed social media plan and
LinkedIn event page

Managed chat and live Q&A during
the webinar

Created and published post-event
recordings and on-demand assets

For each webinar, I contributed the following:

Webinar Campaigns
A C U E  H I G H L I G H T

My work strengthened ACUE’s webinar
pipeline by improving promotional
consistency, increasing registration
conversion, and delivering a professional,
user-friendly experience from initial landing
page through on-demand viewing. 

These webinars drove significant visibility for
ACUE’s mission, programs, and research.

O U T C O M E S
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Indy Achieves
Completion Grant

Personalized emails with
individualized balances, programs,
and instructions

Direct mail on official letterhead

Text and call center outreach

Social and web landing pages 

Internal FAQs and talking points

Signage (print and digital) 

P L A N  O V E R V I E W

Launched in 2018, Indy Achieves was a long-term initiative aimed at helping 95,000
Indianapolis residents gain skills for high-demand jobs by 2025. The program offered two
grants to Ivy Tech and Indiana University Indianapolis—one for new students and one for
former students with unpaid balances. While the city marketed to new students,
institutions were responsible for identifying and re-engaging former students. I
supported this work through 2022.

The Completion Grant outreach presented
several challenges that required deep
analytical thinking, fast problem-solving,
and clear communication.

I V Y  T E C H  F E A T U R E D  C A M P A I G N    

The campaign re-engaged eligible
stopped-out students, helping
them return, settle balances, and
complete credentials,
demonstrating how rapid, data-
driven communication can directly
support student success.

L I F E - C H A N G I N G  I M P A C T

1. The timeline was extremely short.

Funding was finalized late in the cycle, leaving
only a small window to understand the criteria,
confirm eligibility, and launch communications
that could meaningfully impact enrollment.

2. The information provided was incomplete and
difficult to interpret.

With the program still in its early stages and no
clear marketing materials available, the
documentation was complex. I analyzed and
translated the requirements to ensure internal
teams and students could understand them easily.

3. The messaging needed to overcome
immediate skepticism.

On the surface, I felt the offer could appear too
good to be true — making it essential to design
communications that felt legitimate, trustworthy,
and easy to understand.

4. Executing the campaign required technical
precision.

To deliver tailored messages at scale, I gathered
and cleaned all relevant data, built a dynamic
email template that pulled in individualized fields,
and ensured each dataset was structured correctly
so information displayed accurately.

17K+
former
students
reached

800+
responses
in first six
months

3K+
grants
awarded

$4M
in funding
distributed
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Featured
Designs
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View a larger selection of graphic
design work at traceyallen.bio.


