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Whose web is it?	



Phase 1: IT	



Phase 2: “designers”	



Phase 3: content creators	





An embarrassing question:	



CEO: I give you resources to manage our website; 
what value have you returned to the company?	





The curse of knowledge	







Measuring media:	


Newspapers/print	



	

circulation	


	

ad size/article length	


	

ad value equivalency	


	

coupon redemption	



Radio/television	


	

small sample surveys	


	

self-reported recall	



Social media	


	

Insights for Facebook	


	

Third-party tools (Twittalizer, Hootsuite)	





Measuring traffic on your own server:	


Full census data	



Time & location stamped	



Measures of repeat visits	



Entry and exit points	



Conversions	


	

sign up	


	

buy something	


	

download ebook	


	

contribute content	





Campaign development:	



Research	


Planning	


Implementation	


Evaluation	





From data to insights:	


How to make meaningful comparisons?	



	

one solution: compare to yourself	



Beware of seemingly large changes over a small base	



Ways to increase stability of your analytics:	


	

look at more rows	


	

look at more time	







Google Analytics Tracking Code:	


<script type="text/javascript">	


var gaJsHost = (("https:" == 	


document.location.protocol) ? "https://ssl." : "http://www.");document.write
(unescape("%3Cscript src='" + gaJsHost + "google-analytics.com/ga.js' 	


type='text/javascript'%3E%3C/script%3E"));	


</script><script type="text/javascript">	


try{	


var pageTracker = _gat._getTracker
("UA-15220505-1");pageTracker._trackPageview();} 	


catch(err) {}	


</script><	



/body>	


</html>	





About the data:	



•  Tracking code on website	


•   “Phones home” to Google	


•   Cookies	


•   True measures of behavior	


•   No sampling error – census data	





Data limitations:	



•  Wiped cookies	


•  Multiple browsers	


•  Multiple computers	


•  Tabbed browsing	


•  The “last” click	





We’ll look at:	



1.   Search	


2.   Referrals	


3.   Improving content/navigation	





1.  Search	



Become more visible to search engines	





Search, in a nutshell:	



•  Popularity - number of inbound links	


•  Authority - influence of referring sites	


•  Relevance - content matches what searchers seek	



compelling content and lots of it	


text	


tag all elements	





Search	



•  A major way that people find your website	



•  40-50 percent traffic from search is normal 
(Kaushik)	



•  In marketing terms, often the easiest new audience 
acquisition	















Action items: search	


1.  Observe your search traffic. Note keywords	


2.  Create content around popular searches	


3.  Optimize for search (SEO)	


4.  Set goals; do work; measure progress	


5.  Consider paid search	





General process for search:	


1.  Use text; avoid Flash, rendering text as images	


2.  Use Google search-based keyword tool to generate 

keywords (“bike” or “bicycle?”)	


3.  Use metadata whenever possible	


4.  Unduplicated content	







Writing for search:	


Page title (60-70 characters; write for SEO and humans) MOST 
IMPORTANT FIELD.	



Meta-description for the page (write for humans, try to keep it under 155 
characters)	



An SEO-friendly H1 headline (write for humans and SEO; up to 65 
characters) 	



The actual content (write for humans and SEO; load the first paragraph with 
keywords)	



Alt tag for photo: (optimize for the photo; up to 80 characters)	



Other things that matter: anchor text for links; URL, bold text, 	


other styled text, filenames	







2. Referrals	





Edelman model: media cloverleaf	





Measuring social campaigns	



•  measures of production	


•  followers/friends/likes	


•  buzz/chatter	


•  visits to your server	


•  conversions from visitors	











Notes on referrals:	


Referrals are a legitimate way to measure social engagement, 
but are not the only one	



Good referral strategy requires good content to link to	



“Pure play” digital often refers more strongly than mainstream 
media	



Mainstream media referrals often come in disguised	



Google greatly values quality inbound links	





3. Improve your content	


The 80/20 rule applies to content; most visits are to a select 
subset of pages.	











Other ways to improve content:	


Search – provides insight on most-searched pages, audience-
preferred words	



On-site (internal search) – tells what people on your site are 
looking for	



Entrance and exit pages – shows where people arrive, leave	





General takeaways:	


Sometimes a bounce is good	



Use analytics, but don’t be ruled by them	



Share reports with appropriate stakeholders; make 
analytics actionable	



Build traffic for branding value; 	


grow conversions for success	



R – P – I - E	





For more information:	


Avinash Kaushik	



	

Occam’s Razor (blog)	


	

Web Analytics 2.0 (book)	



Google’s Conversion University	



Lynda.com (online tutorials)	



http://www.delicious.com/davidkamerer/analytics	





At PRSAICON:	


ROI of B2B Social Media, Eric Schwartzman	



	

Monday, 9:45 a.m., Palazzo H	



Advance your SEO skills with social media optimization,	


	

Lee Odden, Monday 11:30 a.m., Palazzo E	



OMG! ROI? Measuring influence and impact in a 3.0 world,	


	

KD Paine, Tuesday 12:30 p.m., Palazzo E	





Thank you	





Thank you	


davidkamerer.com	



@davidkamerer	




