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Is your website a black box? Q
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Organisation Web Site Users

A And what about your users i
A Do you know what people are actually doing on your site?

A Do you know if your site is a success or not?

A How do you tell if changes you make improve your
site, or worsen it?
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Web anal ytics iséO

ét he practice of measuri ng,
reporting on internet data to understand how a site is
used and how to optimise its usage.

Web Analytics Association

Four Goals:
1. Better understand your users
2. Make web design decisions based on data, not
hunches
3. Improve your website (remove barriers to sales)
4. Improve conversions and sales
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The challenge of web analytics Q

A ldentify the metrics
that matter

Algnore the ones that
don't
A Use metrics that are

actionable i that lead |
to making a change
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Using analytics to drive
conversions
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How to measure - We use Google

Analytics

¥ Feature rich visitor reporting tool
A for web site owners

v Huge scalability

v Integrated into AdWords/Adsense
A More than just Adwords tracking

¥ Internationalized in 16 languages
v Free

o e 80+ reports
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Travel Client Case Study G

A Independent Tour operator
A Based in the UK

A Luxury holidays to Marbella, Algarve, Mallorca, La
Manga, Sardinia, Tenerife, L an

A Traditionally marketed themselves via print and ILR

A Web site since 1997
A Conservative approach to the Web and SEM

A Online bookings since 2005
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The conversion story
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The Conversion Funnel

@ Your visitors
Viewing a O S XL RN
product ——e AR LI
category page Ly
Viewing a KRR
product page " Ceecdelede
Viewing a . ...:.:
shopping cart <::;;.‘7
Completing an , efe . \/
order o%s Goal = visitors become customers
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Example funnel shapes

Add to basket
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