
How Greater Chicago Food Depository 
Increased Organic Traffic by 49% with 
Orbit Media’s Optimization Services

Getting more page-one rankings 

Cast a wider net that ranks for a more thorough set of high-
quality phrases

Perform better in local search results, ie. Google Maps and 
“map packs”

Improving performance and technical health

Improving UX/conversion rates (finding resources, donations 
and volunteer sign-ups)
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The Food Depository’s mission is to end hunger, utilizing 
over 800 partner pantries, kitchens, shelters and 
distribution centers to enhance the lives of children, families 
and older adults throughout Chicago and Cook County.

ABOUT THE GREATER CHICAGO FOOD 
DEPOSITORY

CHALLENGES

• Ranking for a wider net of quality keywords

• Increasing page-one rankings

• Improving conversion rates

SOLUTION

• Identified and optimized existing high-value, high-
  converting pages

• Deepened semantic keyword topical coverage

• Technical site audits and remediation, including reduced  
  load time and improved PDF performance

1,241% →

increase in organic 
traffic value

15% →

neighbors 
connected with food

49% →

increase in organic 
traffic

RESULTS

The Food Depository team turned to Orbit Media to raise 
awareness with more neighbors in need. This came with a 
secondary goal of increasing their pool of donors and volunteers.

“Our mission is to end hunger in Chicago and Cook County. We 
know that our neighbors are in need and searching for resources. 
Making it easier to find those resources through our website is 
essential to our mission,” says Amy Schriefer, Director of Brand 
and Digital Marketing.

After working with the Orbit web design team in 2022, the Greater 
Chicago Food Depository had a beautiful website with great 
bones. While this site covered all the essentials, no one-time 
project offers comprehensive search result coverage with 
competitive performance. The Food Depository needed a plan for 
search and conversion backed by relentless execution.

This brought them to Orbit’s website optimization team with five 
key goals:

Connecting more neighbors with the food that they need

Challenge

R O D O L F O  G O D I N E Z
Marketing Manager

“It’s critical that we’re able to stand out and be easily 
accessible to people who are hungry and are searching for 
food so we can immediately serve them.”



Orbit’s optimization team began by analyzing the big-picture 
opportunity. A 360° initial assessment was used to design the first 
12-month Program Plan. This established a medium-term vision 
outlining specific audits, exercises, content editing and early 
actions.

A M Y  S C H R I E F E R

“The content is very relevant to our brand, our mission and 
our voice. It comes with a sensitivity to who we are as a 
non-profit and what we are trying to solve in our 
community.” 

A M Y  S C H R I E F E R

“I really appreciate the mix of technical and content-
focused solutions that Orbit provides.” 

R O D O L F O  G O D I N E Z

“The ‘find food’ tool has helped our neighbors 
tremendously by allowing them to find all the food bank 
resources they need in one place.”

A M Y  S C H R I E F E R

“When you’re looking for food, algorithms don’t understand 
if someone is looking for a restaurant, or is food insecure 
and in need of our services. I was worried about how we 
would differentiate, but I think we did a good job selecting 
precise search terms.”  

Solution
Diversified tactics to achieve ambitious goals

In just six months, the Greater Chicago Food Depository saw an 
increase in results with a 15% increase in requests to “find food.”

The most dramatic shift appeared in a metric known as Organic 
Traffic Cost (OTC). SEO tools generate this number by comparing 
the equivalent cost of Google Ads if the website owner were to 
“rent” the same keywords in the google ads marketplace rather 
than getting free placement in organic search. 

For the Food Depository, OTC increased by over 1,000%, adding 
the equivalent value of $1.6 million per month in paid search ads. 
This was driven by a sitewide lift in search rankings due to 
technical SEO work and partially by upgrading content to pursue 
deliberate goals of search and conversion.

Results
15% increase in found food, 49% increase in organic traffic

The team decided the best route forward was to optimize existing 
high-value, high-converting pages. This avoided additional 
approval steps for new content and allowed the team to move 
faster with some early wins. 

Through persistent actions like these – each designed to have an 
individually meaningful impact – a trajectory of cumulative results 
began forming. The site became faster, and users began finding 
what they wanted with less friction. The Food Depository website 
became visible and more effective under countless new contexts 
in organic search and AI results.

Content upgrades

Orbit’s strategists hand-picked six thematic audits that were 
executed in the first six months. In total, this left the team with 50+ 
precise opportunities ready to be discussed, prioritized and acted 
on. Key highlights included:

Reducing Load Time: To greatly improve Core Web Vitals scores 
sitewide, the Orbit team focused on reducing load time and 
improving PDF performance by:

Technical enhancements

Page upgrade highlights:

Improve free search engine listings to draw more clicks

Leverage above-the-fold area for greater impact

Strategic use of key HTML tags

Deepen semantic topical coverage

Target primary, secondary and tertiary keywords

Reduction of unthematic, unrelated content
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Adding specified image height and width to reduce Cumulative 
Layout Shift, a core web vital factor

Compressing all images automatically with an easy-to-use tool

•

•

Improving PDF performance: There are a lot of useful PDFs on the 
site providing helpful resources and contact information for 
neighbors, partners and donors. Unfortunately, PDFs don’t typically 
perform well in SERPs. To improve performance, Orbit provided 
the following:

Instructions for ongoing optimization were distributed to ensure 
the standardization and optimization of all PDFs

Updated and provided best practices for file metadata, image 
alt text and filenames

Ensured any live outdated PDFs were redirected to more 
appropriate HTML page
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