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Is your website a black box?

 And what about your users –

• Do you know what people are actually doing on your site?

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

 How do you tell if changes you make improve your 

site, or worsen it?
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Web analytics is…

…the practice of measuring, collecting, analysing, and 

reporting on internet data to understand how a site is 

used and how to optimise its usage.

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

Web Analytics Association
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The challenge of web analytics

• Identify the metrics 

that matter

• Ignore the ones that 

don't 

• Use metrics that are 

actionable – that lead 

to making a change



Using analytics to drive 

conversions
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How to measure - We use Google 

Analytics

Feature rich visitor reporting tool
• for web site owners

Huge scalability

Integrated into AdWords/Adsense
• More than just Adwords tracking

Internationalized in 16 languages

Free

80+ reports

http://www.google.com/analytics/support_partner_provided.html

http://www.iqcontent.com/services/google_analytics_services/

http://www.google.com/analytics/support_partner_provided.html
http://www.iqcontent.com/services/google_analytics_services/
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Travel Client Case Study

 Independent Tour operator

 Based in the UK

 Luxury holidays to Marbella, Algarve, Mallorca, La 

Manga, Sardinia, Tenerife, Lanzarote etc…

 Traditionally marketed themselves via print and ILR

 Web site since 1997

• Conservative approach to the Web and SEM

 Online bookings since 2005
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The Conversion Funnel

Viewing a 
product 

category page

Your visitors

Viewing a  
product page

Viewing a 
shopping cart

Completing an 
order Goal = visitors become customers

1

2

3

4
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Example funnel shapes

Add to basket

Payment form

Complete
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Funnel

Goal Page

Check availability

Search results

Booking complete

18.5%

Search properties

Make booking

Confirm booking

Enter payment

42.1%

37.4%

59.6%

95.4%

30.3%
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Exits = 95.4%

Exits = 59.6%

Exit Reasons:
• Overlong payment form

• Poor layout

Exit Reasons:
• Poor search experience

• Availability checker very clunky

Visitors

Customers
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Web Site changes
1

2

3

4

5

6

7

Funnel

Goal Page

Check availability

Search results

Booking complete

Search properties

Make booking

Confirm booking

Enter payment

Improved layout

Improved layout

Removed
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300% improvement

Target = 1000%

• Better hosting i.e. faster

• Reduce affiliate exit points
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Key points: funnels and conversion

 Your website all about conversions

 Industry conversion rates* vary widely:

• Airlines: approx 4%-16%

• Hotels: approx 4%- 19%

 300%+ conversion improvements are possible and common

 Measurement is a critical first step in increasing conversions 

 Necessary, but not sufficient: analysis & action critical

*Source: TravelTrends
TM

Monthly travel insights from Compete

http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/

http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/
http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/
http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/
http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/
http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/
http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/
http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/
http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/
http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/
http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/
http://www.competeinc.com/research/newsletters/travel-trends-q4-2006-converstion-report/


Understanding effectiveness of SEO 

& SEM
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Other things to look at

 General trends – visitor numbers & engagement

 SEO / SEM – was it worth it; is it working?

 Campaigns – how effective were they, which worked 

best?

 Where do visitors come from? How engaged and 

loyal are they? 

 Most importantly: are we getting the outcomes we 

want? What changes do we need to make?
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Last year…
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SEO: Where people are coming from

 No point in using Yahoo or MSN paid search!
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 you can drill down to view by

country
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For Boot Camp profile, it's more 

interesting
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Content popularity: accidental tourists? 

 Why is it so popular? And why the high exit 

percentage?
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So we cross-segment that page

 About Dublin page:

Unintentional SEO!
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Bounce rates

Majority didn't stick around!
Either optimise landing page, or rethink SEM
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Effectiveness of SEM campaigns: what 

worked, what didn’t

 Real data to track your online marketing efforts

 Offline require different method of tracking
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Key points

 Analytics helps you to determine if your SEM was 
actually worth it.

 iQ Boot Camp
• Adwords didn’t work (approx 1,300 wasted)

• Adsense didn’t work

• Targeted mail newsletters: way to go

• Not getting the most from organic SEO: need to optimise 
landing pages

• UK customers won’t travel to Ireland for conference

 Focus on your landing pages, your bounce rates, and 
visitor engagement (page views per visit)

 Pay attention to the valuable organic search data at 
your fingertips



Summary & Wrap-up
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The real world?
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Good analytics = take action

 2006 Forrester Research: Biggest 

challenge marketers face with analytics?

 53% say Acting on Findings

Pulling

Together

the Data

Forming the

Hypothesis

Developing

the

Analytical

Model

Interpreting

the Results

Acting on

Findings

Biggest Challenge with Analytics



eSymposium, 2007

Analytics framework: be systematic

From Victoria Web Analytics Toolkit
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Key principles

1. Without a framework you're lost in gobs of data.

2. Be sure you've configured it correctly

3. Analytics takes time

4. Analytics tell you what and where, not why

5. Cross-segment leads to insight

6. Aim to measure the 

impact of something

7. Good analytics = make you take action
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Wrap-up

 Your website is all about conversion

 Conversion rates are low – cross sector average 2%

 Measurement is critical:
• # 1: Understand your customers and what they’re doing 

on your site

• # 2: Identify accident blackspots – points where 
customers are experiencing difficulty

• # 3: Take action – fix problems, track changes

• # 4: Increase conversions – put more money in the bank

 Other things analytics can tell you:
• Effectiveness of SEO / SEM

• Level of customer engagement  / loyalty

• Effectiveness of email newsletters and campaigns
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Questions? Feedback?

 Visit us at:
www.iqcontent.com

 Read blog, sign-up for free 
monthly newsletter

Contact Details:

Morgan McKeagney

Managing Director

iQ Content Ltd

e: morgan@iqcontent.com

t: +353 1 817 0768

www.iqcontent.com

http://www.iqcontent.com/
http://www.iqcontent.com/

