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After the Click




E What You WIill Learn T

A How to gather information that will make your
website better

A How to tie online metrics with business goals
A Methods of testing different page variations
A Landing page best practices

A Free resources for continuing education
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Analytics



HWhatf)S t he De al Wi t [ v ssocumon

What AnalyticsDoes NOT Do: What Analytics DOES:

Quantifyuser experience and marketing Drivesdecisions that improve site user

ROI experience and increase marketing ROI

Onlyprovideinsight into WHAT customer More significantlyprovidesinsight into

are doing on your site WHY customers interact with your
website

Provide contexaround metrics Allows you tarack trends and
performance over time

Analytics is not a tool likéoogle Analytics is the practice afsing those

Analytics andDmniture tools (90/10 rule)
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H Goog le An alyt| CS oSS ot

GOUSIQ Analytics

Analyfics Settings | View Reports: LB | Google Store vI
Dashboard Apr 29, 2007 - May 29, 2007
¥ Saved Reports Export + || =3 Email
8 Visitors Visits
2, Traffic Sources B0 », » 800
= /.-.—.’ e, 0—-.-—'.\ O g -.\. O e e, Pa—
[ Content L - Y ./ ~. .
— e
[ Goals a00 - 400
‘= Ecommerce
Settings [ April 30, 2007 [ May 7, 2007 [ May 14, 2007 [May 21, 2007 I
A Email
Site Usage
Help Resources PNV . Pt )
(? About this Report 18,777 Visits 53,978 Pageviews
@ Conversin nivers e 2.87 Pages/Visit e 00:01:16 Avg. Time on Site

@ Common Questions

@ Report Finder

56.80% Bounce Rate

T4.45% =% New visits

ew vs. Returning # Map Overlay US
Visitor Type Visits % visits
New Visitor 13880 T74.45% \
Returning Visitor 4797  25.55%

Search sent 54 total visits via 9 keywords

Show: total | non-paid | paid ~ Segment: | Keyword ¥ ‘

m Goal Conversion | Ecommerce Views: @EI‘ Visits % visits
Visits (@) Pages/Visit (@) Avg. Time on Site @ % MNew Visits (z) Bounce Rate @ T 5 401 55,129
54 12.04 00:01:20 88.89% 16.67% | I ' )

% of Site Total: 38.03% Site Avg: 12.46 {-3.43%) Site Avg: 00:01:28 {-9.09%) Site Avg: 78.17% (13.71%) Site Avg: 14.79% (12.70%)

Keyword Visits Pages/Visit Avq. Time on Site % New Visits Bounce Rate
portrait photography 38 12.21 00:01:31 86.84% 18.42%
black and white photography 9 1322 00:01:10 100.00% 11.11%
art photography 2 9.00 00:00:21 100.00% 0.00%
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E Start with Website Goals

A Analytics does not know how to run your business

A Start with identifying the business goals of your
website

A Configure analytics to measure your performance
against those goals

A There is no such thing as the right number of unique
visitors

A Analytics is not a part-time job
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H Key Metrics

A Visitors

A Traffic Sources
A Content

A Goals

A Ecommerce

=& Dashboard

b Saved Reports
M Visitors
2, Traffic Sources
[ Content
H Goals

= Ecommerce
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HH Dashboard
{95 Visitors
% Traffic Sources

Overview

Direct Traffic
Referring Sites
Search Engines
All Traffic Sources
Keywords

r AdWords
Campaignz

Ad Verzionz

[] Content
H Goals

‘= Ecommerce
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Conversion Tracking sl s

OErvie
C All Traffic Sources Jun 8, 2007 - Jul 8, 2007
E -— O m m e rCe Export = || = Email || B Add to Dashboard
Visits v
800 g g /.“"-.. 800
® e g e @ e U — PP —
Lead Generation e
400 400
June 11, 2007 June 18, 2007 June 25, 2007 July 2, 2007

B ran d Aware n eSS Q:Ltr:):lfcifmso%‘rc:es sent 17,545 visits via 440 sources and mediums

Site Usage LGl RIETLD ]

. ..
Wisits @ Guoall: Complated (2) inal} E)reate @ Goala view Software @) Snam View 33l @ omersion Rate(®) SQIr\/lsn Goal &
17.545 Order ceoun Downloads rame 3.73% alue
' 0.16% 0.00% e $0.00

o 9 7
% of Site Total 0.00% e g, 016 3.57% Site g 3.73% Site A $0.00

Views: 5] & | = | £

Do To o o

Site Avg: 0.00%

100.00% Site Avg: 0,00% {0.00%} (0.00%) Site Avg: 3.57% (0.00%) (0.00%) 10.00%) (0.00%)

SRR Visits CDmEﬁ ﬁ VIEV;OSVT’-:IVDV:;Z V\E% CDHVEF& Gom
1. doodle.com f referral 4831 0.00% 0.14% 4.97% 0.00% S11% F0.00
2. google / organic 317 0.00% 0.35% 5.04% 0.00% 539% $o.00
3 ditect) / (none 2,921 0.00% 021% 3.08% 0.00% 329% $0.00
4. google fopc 2,228 0.00% 0.00% 0.09% 0.00% 0.09% F0.00
5. blogoer com freterral 1,751 0.00% 0.00% 011% 0.00% 011% $o.00
6. qoogle.ca s referral 234 0.00% 0.00% 0.65% 0.00% 0.65% F0.00
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H Convert Visitors to Customers [ e

Your visitors

0 Product Information 2 el

9 Shopping Cart .

e Checkout :..’,:.

o Thank You Page
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E Analytics & Search Marketing VINAMAa

V

A Identify the keywords ~ |senerone:
with the highest ROI

A Track organic traffic vs.
. i [i¥ [i¥ [i¥ [i¥ January 1] January 8] January 1] January 2| January 2| February | February | February
pal d traffl C Search sent 21,925 total visits via 10 sources

Shovee: total | paid | non-paid — Segment: | Source 3

LCHIEENEN | Goal Conversion  Ecommerce Views: i} @ (= | £ |

A I d e ntlfy n eW keyWO rd Wisits (@) Pagesivisit () Awg. Time on Site (7) % Mew Visits (7) Bounce Rate (@)
21,925 2.77 00:01:21 71.69% 57.46%

% of Site Total: Site Avg: 2,50 Site Aviy: 00:01:06 Site Avi: 83,669 Site Aviy 63.81%

..
O O rt u I I Itl e S oo (11.05%) (22.73%) (-14.30%) (-9.95%)
g Visits 3l Pagesiist = Avo. Time on Site | % Mew Wists  Bounce Rate

DDDDD

1. coodle 21,183 278 00:01:22 T1.56% 57.34%
L] L] -

A E I I m I n ate u n rofltab | e 2. | yahoo 309 270 00:01:10 TOE7% 59.22%
p 3. msn 266 234 00:00:41 62.33% 62.41%
4. aol 84 223 00:01:10 T024% 64.29%
ke yW O r d S 5. search 75 184 00:00:40 76.00% 60.00%
6. altavista 3 167 00:00:49 100.00% B6.67%
A 7. ask 2 1.00 00:00:00 100.00% 100.00%
Deve | O p n eW CO nte nt 8. sezna m 1 200 00:00:20 100.00% 0.00%
. 9. haidu 1 300 00:00:44 100.00% 0.00%
fo r yo u r We bS Ite 10, mamma 1 300 000021 0.00% 0.00%

Find Source: | col mtaining 0 0 || @@ ) Show rows: T 10 1-100f10 [ 1] »
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Beware of the HIPPO s s
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Landing Pages



E Landlng Page Goals pcy o e

A Provide a consistent experience i Ritz to HoJo
ADondt write checks your w

A To provide a searcher with relevant information that
can help them answer a question, get more
iInformation, or complete a purchase

A Post-search experience i content should be tailored
to the query

A Clear call to action & Clean, simple design
A Maximize the value of the inbound searcher
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