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Is your website a black box? Q

@, e :
COMPANY

Organisation Web Site Users

= 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... G

...the practice of measuring, collecting, analysing, and
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

« |ldentify the metrics
that matter

* Ignore the ones that
don't
« Use metrics that are

actionable — 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
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Travel Client Case Study G

» 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 story

2.00 A
1.50 - 3. Client makes
web site changes
%)
(=)}
S 1.|GA setup
8 1.00 -
m A = 3X F
2. GAreview
=
0.50 l
- ~mmmmmoomomoooooo-o- X0 Without GA
0.00 : . . |
F & L L K K S L & F P P K P F S P
ORI SR S S S S R N S SN M S S =
%0 éo éo éo 0@ OQ/ 0@ Oe. 3’6’ 3’0‘ 3’2)- 3‘2)' ,)fb' <<Q, <<® <(® <<® @@,
© D RO N S R A MO AN S A
~ > ) © v o © 0V o o S o
S R S A NN AN S RS R
Week

Q iQcontent eSymposium, 2007



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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Back to the conversion story...
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Funnel

Export il B 2§ | ™

Defined Funnel Navigation

Select Goal | G2: Submit Order Click v
Entrance Points Visits search_t¥xt.asp Abandonment Points Visits
1. /lamangaclub/index.htm Visits: 4,296 22 1. Nlamangaclub/index.htm 543
. 2. (entrance) —_— e 2. (exil) 348
Search properties 3. lexternaliwww. 0% 3. findexhtm 41
4. /galleryimage_window 4. /pages/marbellafindexhtm? 9
5. /pages/mallorca/GranHotel: 5. Ipages/algarvefindexhtm?g 8
Entrance Points Visits search_results.asp Abandonment Points Visits
1. Mlamangaclub/index.htm Visits: 4,448 54 |1 (exit) 1,300
2. (entrance) ——— L. 2. /lamangaclub/index.htm 1,006
Search reSUItS 3. Jexternalivww, 100.00% ) 3. findexhtm 51
4. - 4. /pagesl/algarvelindex.htm?g 18
5 - 5. Jpagesisardiniafindexhtm 10
Entrance Points Visits search_availability.as| Abandonment Points Visits 30' 3 A)
1. (entrance) Visits: 1,816 ke |10 (exit) 998
3 2 = F— |, 2 /llamangaclubfindexhtm 426
i il 3 - 40.83% % 3. findexhtm 43
CheCk avallablllty 4 - 4. /pagesimarbellafindex.htm 6
5 - 5. Ipages/marbellafindex.htm? )
— o o o o o omm mw =S GEICRROINS m— - .\ﬁsits__..swh.ilem.detailw___MaantMn&__%-.____gg'éZO_
1. (entrance) 1 Visits: 253 2 1. (exit) 106
2. - 0 ] L. 2. /lamangaclub/index.htm 35
Make booking 3= . S e B ;
4. - 0 4. /booking/email_link 4
5 == 0 5. Ipages/marbella/atalaya-pa 1
Entrance Points Visits search_extras.asp Abandonment Points \ner' ::: 42 . 1 /0
1. (entrance) 2 P Visits: 93 1. (exit) 34
2 <= 0’_ I . 2. /lamangaclub/index.htm 2
1 1 3 - 0 A 3. /pages/sardiniafindex.htm? 1
2 2.09%
Conflrm bOOklng 5 4. - 0f 4. /pageshenerife/index htm?c 1
5 - 0 5. Jpages/marbella/kempinski 1
Entrance Points Visits search_book_item.as Abandonment Points VISIZ' :: : 3 7 . 4%
1. (entrance) 1 Visits: 53 1. (exit) 31
2. - 0 | L. 2. findexhtm 3
3 - 0 3. J/lamangaclub/index.htm 2
2 1.19% :
Enter payment 6 4 - 0 / 4. /submit_order_button 1
A 0= 0 5. /pages/sardiniafindex.htm 1
—bilianco Doints Visits Submit Order Click Z 0
1. [search_book_item.asp 3 Migits: 17 59. 6 A)
3 g ‘ﬂ\
BooKi | % 5 oy 1 0.38%
0okKIng complete 4 - 0 Goa| Paage
5 .= 0 A L
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C

Exits = 95.4%

Visitors

Exit Reasons:
Poor search experience
Availability checker very clunky

Exits = 59.6%

Exit Reasons:

C u Sto m e rS Overlong payment form

Poor layout
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Search properties

Search results

Defined Funnel Navigation

Db WN A

.

Select Goal | G2: Submit Order Click v

Entrance Points
flamangaclubfindexhtm
(entrance)

lexternaliwvww.
lgallery/image_window
/pagesimallorca/GranHotel!

Entrance Points

Nlamangaclub/index.htm
(entrance)

\

Improved layout

Check availability

3

NS

4

o

kW

E
2.

\ Points
entrance)

Entrance Points
(entrance)

Make booking

Removed

%// %/ mproved layout

Enter payment

6

Booking complete

(

7

oUWt

WS

Entrance Points
Isearch_boolk_item.asp

Funnel

Visits: 4,296

100.00%

3,264 §i5%
search_results.asp
Visits: 4,448

L]
100.00%

search_availability.as|
Visits: 1,816

™
40.83%

search_item_details.a
Visits: 253

5.69%

search_book_item.as
Visits: 53
|
1.19%

14

Submit Order Click
Visits: 17

0.38%

search_Mext.asp

b N O N Db W

QUi N

OB N

Export g | >

flamanagaclub/index.htm
(exit)

findex.htm
/pages/marbellafindexhtm?
/pages/algarvelindex.htm?g

Abandonment Points

(exit)
flamangaclub/index.htm
findex.htm
Ipages/algarvelindex htm?g
/pages/sardinia/index.htm

Abandonment Points

(exit)
Nlamangaclub/index.htm
/index.htm
/pages/marbella/index.htm
Ipages/marbellafindexhtm?

Abandonment Points

(exit)
flamangaclub/index.htm
findex htm
/booking/email_link
Ipages/marbellal/atalaya-pa

Abandonment Points
(exit)

findex.htm
Aamangaclub/index.htm
Isubmit_order_button
/pages/sardinia/index.htm

Visits

543
348
41

Visits
1,300
1,006
51
18
10

Visits
998
426

43

Visits
106

an~t

Visits
31

- N W

== (3l Page

_

——=, mposium, 2007




300% improvement

L

» Better hosting i.e. faster
* Reduce affiliate exit points

Target = 1000%
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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  Monthly travel insights from Compete

http://www.competeinc.com/research/newsletters/travel-trends-g4-2006-converstion-report/
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Understanding effectiveness of SEO
& SEM
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Other things to look at Q

= 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...
@Qcontenf

- Home ' About = Services = Events | Publications | Resources ' Blog

SUTTHY 10 COTIE

You are here: Home » Events » iQ Boot Camp | Sea

iQ Boot Camp 2006: 17th - 19th October, Dublin oot e e st

Excellent. The trainer ha

Register

Real people use your website. People like expert knowledge and a
Programme Larry. good style.
Previous Attendees Give Larry what he wants, and heti iove you for - Sharron Bennett, Deloitte UK
Expert Speakers Happy as Larry? it he'll visit more, buy more, tell his friends, o6
S become your cheerleader. Disappoint him Very good. Very relevani

once, and you've probably lost him forever. Aoy current 10 AR e
Top Dublin Spots 4 delivered.

Learn to make all your users as "Happy as - Duncan Haughy, Unilever

Prices & Policies :
Larry” atiQ Boot Camp.

bb
Excellent training course

well worth the money and
time invested in it.

- Rob Brooks, Highways Agency

What is the iQ Boot Camp?
The iQ Boot Camp is a training event for people who want to deliver better results online. We have a new format
for the event and new courses — we think you'll find it more engaging and more fun. =
Register Now
Running over three days in Dublin, the iQ Boot Camp’s new condensed structure packs in:
Early Bird Offer until Sept 8

* 10 new half-day workshops with expert instruction and case studies

e Keynote presentations and insights from organizations leading the way in user experience

* Extensive take-home resources

e Cocktails and networking at our Aprés Boot Party

® Exclusive new venue: the Morrison Hotel

Programme
Tuesday 17th October
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SEO: Where people are coming from

ASICRILEL 8 Goal Conversion

views: | = [[& = | £]|[-]

Visits (?) Pages/Visit
8,673 144

% of Site Total: 50.73%
Source

1. M google

2. M yahoo

3. B search

4. msn

7. IE alice

8. seznam

Site Avg: 1.57 (-8.62%)

() Avg. Time on Site
00:00:53

| visits

: Find Source: ]containing _:j |

®

Site Avg: 00:01:15(-29.33%)

._vj J Visits = Source contribution to total: Ivﬁsits vl

8,373 96.54%
105 121%
70 081%
58 067%
36 0.42%

23 033%

1 001%

1  0.01%

% New Visits
89.25%

Site Avg: 79.46% (12.32%)

Show rows: |10 vl 1-80f8 [ 4[»]

() Bounce Rate Q)

81.31%

Site Avg: 75.37% (7.88%)

= No point in using Yahoo or MSN paid search!

Q iQcontent
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iQ Website - Blog only _:j My Analytics Accounts: fleX&onch

=l

Overview »

| Export v || 3 Email || 83 Add to Dashboard |

Visits

+ 1 O 56

3,396 visits came from 740 cities
Detail Level City] Country | Sub Continent Region | Continent Segment: | Choose... ¥

i M
. .

Map Overlay May 1, 2007 - May 31, 2007 ~

Visits v

= you can drill down to view by
country

Q iQcontent
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For Boot Camp profile, it's more
Interesting

Site Usage BeimRevi el Ecommerce Views: 'E]!QIE

Visits Goal1: Boot Camp (?) Goal2: G2(z) Goal3: G3(7) Goald: G4(7) Conversion Rate (7) \F;glru\;isit isast’ @)

g ) N/A N/A N/A 1.18% €0.00
1..1 8% . Configure Configure Configure Site Avg: 1.18% Site .Avg: £0.00
Site Avg: 1.18% (0.00%) Now Now Now (0.00%) (0.00%)

Country Visits J. Goot Camj Checkouh G2 G3 G4 Conversion Rate  Per Visit Goal Value
1.  lreland 1,456 1.85% - - - 1.95% €0.00
2. United Kingdom ar7 0.23% - - - 0.23% €0.00
3. United States 193 k 0.52% ) - - - 0.52% €0.00
4. Germany 29 0.00% - - - 0.00% €0.00
5. Canada 24 0.00% - - - 0.00% €0.00
6. Australia 24 0.00% - - - 0.00% €0.00
7. Netherlands 21 0.00% - - - 0.00% €0.00
8. India 15 0.00% - - - 0.00% €0.00
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Content popularity: accidental tourists?

Directory and Pages ¥ Uniq. Views Pageviews Avg Time % Exit $ Index

{2 fevents/bootcamp 4,224 6,098 00:01:05 34.68% €0.00
2RI @ courses 1,234 1,517 00:01:05 38.56% €0.00
D2 HY 978 1,441 00:01:20 39.90% €0.00
2 X about-dublin 477 631 00:01:23 67.04% €0.00
Q4 prices-and-policy 366 462 00:00:50 27.49% €0.00
Qs &) programme 340 885 00:00:45 12.54% €0.00
Qs 21 booking 298 486 00:01:21 19.75% €0.00
2 4 venue-and-ocation 193 249 00:00:44 24.90% €0.00
& s £ expert-speakers 160 201 00:01:04 38.31% €0.00
Qo previous-attendees 86 99 00:01:02 18.18% €0.00

= Why is it so popular? And why the high exit
percentage?
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Things to do in Dublin

As you'd expect, there’s countless places near the Morrison Hotel where you can refine your appreciation of Guinness. And less predictably, just around
the corner from the Merrison is Bloom's Lane, which is now Dublin’s little Italian corner, with wine bars, restaurants, cafes, and a crazy huge mural of
modern Dubliners sitting in atthe Last Supper.

Restaurants we always want to go back to

1. Chapter One Restaurant, Parnell Square, Dublin 1 €€€
Phone: +353 1 873 2266
Ahidden gem housed in the basement of the former Jameson Whiskey family home. This is a lot of foodies’ favourite place in town, and its
unquestionably one of the top restaurants around. For that end of the scale, the prices are reasonable too.

2. 2.L'Gueuleton Restaurant, Fade Street, Dublin 2 (beside Hogan's Bar) €€
This place probably offers the bestvalue dining in the entire country. Simple premises with no-nonsense French bistro decor, serving robust
pravincial French food. The only downside is they don't take reservations.

3. Falion and Byrne, Exchequer Street, Dublin 2 €€
Phone: +353 1 472 1000
This just opened this summer, and it's a great spot. A slightly more upmarket version of L'Gueuleton, with the whole French Bistro thing going on
here as well. They also have a great food market on the ground floor, and a big wine store (where you can drink and eat cheese) in the basement.

4. Ho Sen, Cope Street Temple Bar Dublin 2 €€
Phone +353 1671 8181
The first authentic Vietnamese restaurant in Ireland. They serve reliably tasty food at good value, and the service has been excellentin our trips
there. A welcome addition to the Dublin restaurant scene.

5. 5.Gruel, 68a Dame Street, Dublin 2 €
Phone 01 670 7119
Cheap and tasty homemade food. It's run by the same crew as Mermaid, the very fancy restaurant next door.

And we'd be remiss notto mention Gary Rhode's new restaurant, D7. We can'tvouch for it personally — it's been booked out solid since it opened. But
its probably a safe bet that they're doing good grub there, and it's just around the corner from the Morrison.

Our favourite proper pubs in Dublin

1. The Cobblestone, 77 North King Street, Dublin 7
It's hard to find a good trad session (traditienal music) in Dublin, and the ones you do find are usually just full of tourists. The Cobblestone is a
notable exception to this. They have a session going most nights, and their pints are top notch. If you take the Luas, (Dublin’s tram), it's just two
stops away from the Morrison.

2. John Kehoe's, 9 South Anne’s Street, Dublin 2
A real Dublin pub with its old wooden features and cosy snugs. There’s always a good buzz in this place, and the pints can be magic.

3. The Palace Bar, 21 Fleet Street, Dublin 2
Temple Bar is basically a tourist hang-outthese days, and though it's nice to walk through it to catch the vibe, there’s only one place worth stopping

sium, 2007




S0 we cross-segment that page

= About Dublin page: Koot T
1. (no data) 61

Source[Medium] = Visits PIVisit 2. keatings mary street dublin 1M

) [Googlelorgani oy 79 3 things to do in dublin 10
2 (direct){(none)] 31 7.04 4. best pintin dublin G
3. home.eircom.net[referral] 8 1.00 5 iq content 5
4 eGovmonitorbanner{web] 4 3.50 6. gueuleton restaurant dublin -
5, eConsuttancy[email 4 6.25 7. vietnamese restaurant dublin -
8. pagead2.googlesyndication.com[r 3 8.67 8. fallon and byrne” -
7. msnforganic] 3 1.33 9. hoot camp dublin 4
8. jobs.ie[referral] 1 15.00 10. poclbeg street dublin 3
9. llAnewsletter[email] 1 37.00 11. I'gueuleton dublin 3
10. eGovmonitorfemail] 1 11.00 12. cobblestone dublin 3
13 restaurant fade street 3

14. restaurant mary street dublin 3

15. Keatings Dublin 3

16. family things tc do in dublin p

17. docklands innovation park dublin 2

18. real keatings mary street dublin Z

U N | nte ntl on al S EO | 19. Keatings Mary Street 2
20. what is there to do in dublin .

21. exchequer street restaurant 2

22. L'Gueuleton restaurant 2

23. gueuleton restaurant 2
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Bounce rates

Top Entrances v Entrances Bounces Bounce Rate
6 1. levents/bootcamp/ 1,154 478 41.42%
)
6 2. levents/ibootcamp/about-dublin 525 414 78.86%
6 3. /events/bootcamp/courses/drive-more-traffic-to-your-website 363 278 76.58%
@ 4. levents/bootcamp/coursesiwriting-for-the-web 78 55 \70.51%
6 5. levents/bootcamp/programme 70 22 31.43%
y -
€3 6. /eventsibootcamplcoursesiweb-analytics 55 36 65.45%
&3 7. Jevents/bootcampl/courses/getting-more-from-your-intranet 53 37 69.81%
6 8. /events/bootcamp/coursesi/accessibility-2-0 47 30 \53.83%/

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

==
ICAILEL Y Goal Conversion Ecommerce Views: Iﬂ[if’

Visits (z) Pages/Visit (z) Avg. Time on Site (@) % New Visits (?) Bounce Rate @

2,786 2.88 00:02:02 74.37% 56.82%

% of Site Total; 100.00% Site Ava: 2.88 (0.00%) Site Avg; 00:02:02 (0.00%) Site Ava: 74.41% (-0.05%) Site Avg; 56.82% (0.00%)

Source Visits | Pages/Visit Avg. Time on Site % New Visits Bounce Rate
1. google 1,314 232 00:01:28 80.75% 66.89%
2. (direct 692 4.03 00:03:28 60.84% 37.86%
3.] pagead2.googlesyndication.com 115 1.68 00:00:22 §5.65% 82.61%
4.1 eConsultancy 91 3.84 00:02:40 85.71% 30.77%
5. lAbanner 83 3.19 00:01:37 63.86% 44.58%
6. eGovmonitorbanner a3 276 00:01:18 87.95% 60.24%
7. Wiredgovbanner 50 214 00:01:09 66.00% 68.00%
8. eGovmonitor 49 285 00:01:04 81.63% 57.14%
9. Wiredgovalerts 34 2.00 00:01:01 85.25% 67.65%

10. IAnewsletter 23 417 00:02:29 43.48% 52.17%

» Real data to track your online marketing efforts

= Offline require different method of tracking
Q iQcontent eSymposium, 2007



Key points G

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

- |Q 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 Vvisit)

= Pay attention to the valuable organic search data at
your fingertips
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Summary & Wrap-up
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The real world?

DOGBERT CONSULTS

YOU NEED A DASH—-
BOARD APPLICATION
TO TRACK YOUR

KEY METRICS.

THAT WAY YOU'LL HAVE
MORE DATA TO IGNORE
WHEN YOU MAKE YOUR
DECISIONS BASED ON
COMPANY POLITICS.

\

www.dllbert.com scottadame ®acl.com

S 497 ©2007Scott Adams, Inc./Dist by UFS, Inc.

OKAY,
WILL THE LET'S

DATA BE
PRETEND
ACCURATE? THAT

l MATTERS.

© Scott Adams, Inc./Dist. by UFS, Inc.

Q iQcontent
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Good analytics = take action

@ Biggest Challenge with Analytics

Pulling Forming the Developing Interpreting Acting on
Together Hypothesis the the Results Findings
the Data Analytical

Model

= 2006 Forrester Research: Biggest
challenge marketers face with analytics?

= 53% say Acting on Findings
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Analytics framework: be systematic

= -

Optimise:
taking action
to achieve
objectives
based on
results

Q iQcontent

Set realistic
objectives
for your
website

- Continual
improvement

. Insights: gaining clarity on

Develop

actionable - am am
ﬂ KPIs

? Assurance:

I measuring
performance

| against targets

4—: | Implement a j |

measurement d == =w ==
______ »  and reporting
system

user behaviours and needs, and how |
the site is meeting those needs

From Victoria Web Analytics Toolkit
eSymposium, 2007




Key principles

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

Fllter Name

2. Be sure you've configured it correctly |« ecuaomsun

2. Exclude iQ GSA traffic

3 Fyrlude all i) Nffice Traffic (Smart Telen)

An alytICS takes tl me The 10 / 90 Rule for Magnificent Web Analytics Success

Analytics tell you what and where, not why

Cross-segment leads to insight |7 & oo s

) venq = Source[Medium]

SN

Campaign/Source v Visits P/Visit G1/Visit

Alm to measure the [=] bootcamp/ 193 418 0.52%
|m pact Of sSOm et h | N g eConsulancy[email 55 578 0.00%
eGovmonitorbannerweb] 48 323 0.00%

h 20 578 3 459

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

* 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: ldentify 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? Q

Contact Details:

Morgan McKeagney = Visit us at:

Managing Director www.igcontent.com
iQ Content Ltd

= Read blog, sign-up for free

e: morgan@iqcontent.com monthly newsletter

t: +353 1817 0768
WWW.igcontent.com
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