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Agenda

× What is Web Analytics?

× Why Do You Care?

× The Drill Down ïFrom Business Objectives to Metrics

× Looking Beyond the Obvious

× The Next Level
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Web Analytics is...?

Web Analytics is the measurement, collection, analysis and reporting 

of Internet data for the purposes of understanding and optimizing 

Web usage.*

The Official WAA Definition of Web Analytics

3 *http://www.webanalyticsassociation.org/aboutus/

Supporting marketing initiatives by finding insight in the data and 

recommending actions that will influence a customerôs behavior and 

further engage them in a brand. 

Kristen Findley



When is Web Analytics Used?

ÅTo measure online activity ïeven when itôs related to offline.

ÅMost common channels

ï Websites

ï Email

ï Online Banners/Media

ï Social Media

ÅCan also be integrated with 

(sometimes not so well)

ï Print

ï Direct Mail

ï TV

4



Why Do You Care?

ÅDo you have customers?

ÅDo you market to these customers via DM, Email, Advertising, 

Partnerships, Websites? 

ÅThe reality is that websites are now the hub of our interaction with 

customers. 

5



6

Which sources of information 

do you most rely on as it 

pertains to your job? 

Rely on

Manufacturersô website77%

Trade publications 63%

Search engines 57%

Distributorsô website41%

Printed catalogs from distributors 41%

Trade publicationôs websites40%

Word of mouth/Peers/User groups/Customers 39%

Case studies/White Papers 38%

Manufacturersô sales reps38%

Industry conferences/Trade shows 28%

Trade publicationsô e-newsletters 28%

Distributorsô sales reps27%

Online forums/Communities/Social networks 24%

Research organizations 23%

Webcasts 18%

Online video clips 13%

RSS feeds 6%

Podcasts 6%

B2B blogs 6%

Mobile wireless devices 5%

Mind of the Engineer Survey March 2009

Source of Information 
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Which sources of 

information do you trust the 

most? 

Trust

Manufacturersô website55%

Trade publications 36%

Search engines 18%

Distributorsô websites21%

Printed catalogs from distributors 22%

Trade publicationôs websites23%

Word of mouth/Peers/User 

groups/Customers

21%

Case studies/White Papers 19%

Manufacturersô sales reps18%

Industry conferences/Trade shows 15%

Trade publicationsô e-newsletters 14%

Distributorsô sales reps11%

Online forums/Communities/Social networks 10%

Research organizations 13%

Webcasts 7%

Online video clips 4%

RSS feeds 3%

Podcasts 3%

B2B blogs 2%

Mobile wireless devices 2%

Mind of the Engineer Survey March 2009

TRUSTED

Source of Information 



Where to Start?

Business Objectives
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Standard Web Metrics
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Finding Methods
V External Campaigns

VBanner, email, affiliates

VPaid & Natural Search

V Referring Domain

V Search Engines

V Search Keywords & Phrases

Site Heartbeat Metrics
V Page Views

V Visits

V Visitors

V Daily

V Weekly

V Monthly

V Quarterly

V Yearly

V Visit Duration

Paths 
V Time Spent on Page

V Time Spent on Site

V Next Page Flow

V Previous Page Flow

V Fall-out

V Entry Pages

V Exit Pages

V Exit Links

V Full Paths

V Page Values

V Page Depth

V Path Finder

Visitor Segmentation
V New & Return Visits

V Visit Number

V Return Frequency

V Visitor Domain

V Languages

V Time Zones

GeoSegmentation
V Countries

V Regions

V U.S. States

V U.S. DMA

Success Metrics
V Conversion

V Redemption

V Cart Additions

V Enrollment

V Apply Now

V Exit Pages

Content Segmentation
V Most Popular Pages

V Most Popular Site Sections



The Role of the Analyst

10 http://www.flickr.com/photos/10500bc/3781314667/

DO



Why Do You Have a Website?

Sell Your Product
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Available 

Products

Product 

Information

Support

How to Buy



Standard Web Metrics
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V Most Popular Site Sections

DO
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Business 

Objective

Increase sales 

by 10%

Website 

Objectives

Support Sales
Throughout Buying 

Process
(research, purchase, 

support)

Metrics 

& KPIs

Visits

Return Visits

Conversion

Contribution

Narrowing your objectives
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Look For Success Events

VISITS & 

PAGE VIEWS

Which product 

is more 

popular?

What products 

sent the most 

traffic to ñWhere to 

Buy?ò

When do people look 

at support info? 2nd

visit? 3rd? What about 

pricing info?



Possible Metrics for You 

15 http://www.zoommetrix.com/online-strategies/web-analytics-site-objectivs-and-outcomes-methodology.html


