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With over 1000 downloads, the first release of our Web Intelligence Tips & Tricks eBook
was quite a success. Because of these great results, we were able to publish this version just
a couple months after. The amazing part is the level of interest we've received, in regards to
both downloads/participation, from professionals all around the world.

Version 2 of our Web Intelligence eBook includes topics ranging from:

o The Web Analytics ecosystem

« Social Media Text mining

o Traffic Attribution

« Keyword Research

o Web Analytics Debugging
 Link Analysis

o Click-Through Rate Optimization
« Social Media Measurement
 Landing Page Optimization

Future eBooks are something we will continue to do, so if you're interested in participat-
ing or have any feedback, please send me an email to manoj.jasra@gmail.com.

Enjoy!

Manoj Jasra

| ‘ www.WebAnalyticsWorld.net
~ www.]Jasralnc.com
Twitter: @ WaWorld
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Traditional Web Analytics Is Only 1/3 of the Story:
Understand and measure the web measurement ecosystem

To paint the complete picture of the customer, there are three complementary schools
of web measurement to triangulate on action and profitability. The term web analytics has
been co-opted a bit over time to mean just “behavioral” web analytics — the measurement
of the clicks and hits that are happening on a website. It’s both a bane and a blessing. The
blessing is that we're all more committed to analytics; the bane is that we are hyper-focused
on just measuring the “what” and not the “why.” Here are the three measurement disciplines:

1. Behavioral analytics: Sometimes called clickstream analytics, or simply web analytics,
these tools track clicks, hits, impressions and conversions. Direct web measurement
tools like Adobe’s Omniture and IBM’s Coremetrics and Google Analytics play in this
space, as do behavioral tool extensions like A/B, Multivariate testing tools and behavioral
targeting tools. This is where many people start their quest in measuring their web
analytics adventure. As people start to measure behaviors, they often reach a limit to
their tool’s ability to answer their questions. They wonder “why” things are happening.

2. Attitudinal analytics: Also known as Voice of Customer (VoC), attitudinal analytics
measures “why” people do what they do, answering questions like: Who is coming to my
site? Why are they there? What are they likely to do next? Are they satisfied? If not, why
not? What was their intent? Are they successful? If not, why not? What is the primary
driver of satisfaction? Navigation? Price? Content? Look and Feel? Subcategories of
attitudinal analytics include Satisfaction Measurement, Page-Level Feedback, and Social
Media Measurement.

3. Observational analytics: Session recording tools allow you to visualize what is
actually happening with the behavioral (clickstream) data in the context of the attitudes
that you are collecting elsewhere. This is displayed in a kinetic form, in which it acts as
a movie to combine the pieces that are not visually represented otherwise.

The continuous measurementand marriage of these three elements providesa comprehensive
strategy to measure the web ecosystem - to paint the complete picture of your customer.
These three discrete elements of web measurement will help you triangulate on your
customers and improve customer satisfaction.
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. ' Author Bio: Eric Feinberg is an Industry Director at ForeSee Results, the leading
customer satisfaction management company with solutions based on the American
Customer Satisfaction Index (ACSI). Erics background includes roles as web marketing
analyst at financial services company Gruntal & Co., multi-channel strategy consultant
at Wheelhouse, usability specialist at Vividence (Keynote Systems) and focus group
moderator at Kelton Research. As technologies and trends change and evolve, Eric
maintains his awareness and command of how best to understand and motivate the
online consumer on behalf of his clients.
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Who’s Doing Social Marketing Well? A Look at Zappos’ Social
o Networking Profiles

Developing a social media strategy for your business requires messaging about who you
are and what you do. When you create social networking profiles across multiple channels,
they need to be in sync with one another. Whether you're on one channel or multiple ones
there needs to be consistency. I've chosen Zappos, the online shoe company to demonstrate
how they’re represented across the social mediasphere via company website, search results,
Twitter, Blog, Facebook, LinkedIn, Flickr and Slideshare.

Website
The keywords and description which Zappos has outlined for their company can be found in
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the source code of their website: “description: Free shipping BOTH ways on shoes, clothing,
and more! 365-day return policy, over 1000 brands, 24/7 friendly customer service. 1-800-
927-7671"

Search Results

When a user conducts a google search for online shoes, Zappos will come up in the search
results with a link to their corporate website and links to social networking profiles, as
well—e.g. Facebook, Twitter, YouTube.

Twitter
On the Zappos Twitter page they provide a link back to their website with a key message,
“Here to provide the Zappos.com Customer Service Experience!”

Blog

On The Zappos.com Family Blogs they include links to their other social network presences,
which makes it easy for users to quickly navigate to their other social profiles: “Follow us
@Inside_Zappos, Follow our CEO @zappos, Check us out on YouTube: youtube.com/
insidezappos, youtube.com/zappos.”

Facebook

Zappos adds links to multiple urls on the info tab of their Facebook page:
http://www.zappos.com

http://jobs.zappos.com

http://blogs.zappos.com

http://twitter.zappos.com

http://twitter.com/zappos

http://youtube.com/zappos

http://youtube.com/zapposfamilycareers
http://linkedin.com/companies/zappos.com

They also include important keywords about their brand within the company overview:
“Zappos.com offers free shipping and free return shipping with a 365-day return policy.
Choose from over 1000 brands, over 100,000 styles, and over 3 million items from our
warehouse full of shoes, clothing, handbags, and accessories!”

LinkedIn
Zappos LinkedIn page includes brand messaging in the company overview:
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“The Zappos Family of Companies, a subsidiary of Amazon.com, is aleader in online apparel
and footwear sales by striving to provide shoppers the best possible service and selection.
Established in 1999, we are currently located in Las Vegas, Nevada as well as Shepherdsville,
Kentucky, and employ approximately 1900 people (and counting!). We carry millions of
products from over 1000 footwear and apparel brands.*

Flickr
On Flickr, Zappos photos are tagged with relevant keywords e.g. shoes, boots.

Slideshare

Zappos has published slides on slideshare where you can see how they’ve used the company
messaging within the content, e.g. “Zappos is powered by service: providing the best online
shopping experience possible. Fast, free shipping...”

In my opinion, Zappos is an example of a company who is doing their social media marketing
extremely well. The messages are clear and consistent and lead visitors to a wide spectrum
of sites. Once you arrive on a profile page, there is no question in your mind about the
company’s product line, mission or core values.

..-: Author Bio: Debbie Hemley is a Social Media Consultant and Blogger with a unique
combination of web marketing and content creation experience that span the last
15 years. She writes about social media on her blog, All the News that’s Fit to Blog,
Tweet & Post.

4 Use search keywords analysis and social text mining to guide
your content and communication strategy
Assearchintelligence toolsand social medialistening tools developing, new opportunities

are open for the brand to know what the consumers really want and are interested in.

Not limited to the traditional use of SEO or brand awareness monitoring, we can use search
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keywords analysis and social text mining to guide our content and communication strategy.
Typically, the search keyword and social text mining are reliable sources of knowledge
of consumers' needs, expectation and interests. They provide insight that can help us to
rethink the content that the brand is going to produce in order to align with the consumers'
expectation.

A user case: we have discovered the terms related to our client's brand in social text mining
and reused these notions in our Adwords and banner advertisement, which leveraged the
CTR and conversion rate by a significant rate.

3-: Author Bio: Hailong XIA, web analyst in OgivyOne Paris, I work principally for
international accounts such as IBM, Nestlé, Louis Vuitton etc. Specializing in web
data analytics and familiar with most web analytics tools, I use also individual raw
data extracted from all kinds of source like Omniture Insight, Database and campaign
management tool to leverage the full potential of web data. I have extended my field
to social web analytics and mobile application analytics to respond to the increasing
demands from our clients. Always keeping in mind the global digital measurement
principles, I'm interested only in analytics which can really provide actionable insights.
(My linkedin profile page: http://frlinkedin.com/in/xiahailong and my blog: http://
we.univcite.com/scyan (in Chinese))

4 Use Traffic Attribution Wisely

Ever wonder how to determine campaign effectiveness in the case when people need
time to think about your offer? Imagine a simple scenario: you have a large e-commerce
website and are running banner campaigns for a new Apple iMac. Many people will click
on the banner, see the offer and leave to think about it or to discuss it with family members.
Then they will come back to your website via sources such as a bookmark, search engine,
or by typing the website’s URL directly and buy the Apple iMac. How do you assign this
conversion and sale to the original banner campaign? Here is where traffic attribution
comes in. Many web analytics tools like Yahoo! Web Analytics use three types of traffic
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attribution. It can also be very tricky, so you have to use it wisely because incorrect usage
can significantly misrepresent the data.

Direct traffic attribution

Direct traffic attribution assigns credit (conversion, sales) to the specific source which
people arrive from during the same visit. L.e. direct traffic attribution shows this data: click
on a banner - buy immediately. Direct traffic attribution is not recommended for campaign
evaluation. It is useful for data such as traffic from search engines or from non-campaign
referrers to see how many people are coming directly from these sources.

Intelligent traffic attribution

Intelligent traffic attribution tries to determine whether the visit originally referred by a
campaign has visited the website again as a result of the original campaign. It can be best
explained via the following example: a visitor clicks on a banner, sees your offer and leaves.
Then, two days later, he visits again, but this time typing the URL into the browser directly. It
means that he has likely remembered the URL as a result of the original campaign, thus his
actions on the website are attributed to the campaign. However if he clicks on a banner, sees
your offer, leaves and two days later, he visits your website because he clicked on another
one of your banners, he will not be attributed to the original campaign but to the second
one. Why? Because he has likely not remembered your website and it was because of the
second banner that referred him to your website again. Thus his actions on the website will
be attributed to the second banner. This type of traffic attribution is often recommended to
use when evaluating campaigns. However there are cases when this type of traffic attribution
may not be useful.

Imagine a scenario when you are running PPC campaigns as well. From my experience,
people often type the name of the website or URL into the search engines and then they click
on the first link. So an example: a visitors clicks on your banner, he leaves, talks to his family
about your offer, two days later he types the website name or URL to the search engine bar,
clicks on your PPC ad (because it was listed first) comes to your website and purchases a
product. So what do we have here? Was it the PPC campaign which generated the sale? No,
it was originally the banner. But both, the direct traffic attribution and intelligent traffic
attribution, would attribute the sale to the PPC campaign. So for that reason some web
analytics tools offer the third type of data attribution. We call it Original traffic attribution.

Original traffic attribution
The function of Original traffic attribution is quite simple. All actions of a visitor 's visits are
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attributed to the source which brought him originally. It means if it was the banner campaign
that brought him to your website no matter where he comes from later, his actions on the
website are always assigned to the original source of his visit. As mentioned above, this is
especially useful if you are also running PPC campaigns and you want to evaluate only the
banner campaigns.

.‘-: Author bio: Jakub Drahokoupil is a social media and web analyst who believes that
web analytics is the core of online presence. He focuses on connections between web
analytics and social media analytics and runs a Digital Marketing blog on the topic.
He is currently working at eMerite for clients like Vodafone and Czech Airlines.

Internal Traffic - hacks to segment it out, in and shake it all about

Users of your sites who are internal to the organisation show markedly different
behaviours than your “average” user. The organisation may have

 the home page set as default on internal browsers skewing page views, visits and
bounce rate

o developers spend inordinately long time debugging applications giving long on page
and site times,

o Call centre staff use FAQ pages repeatedly.

These examples show why you should make some attempt at separating internal traffic. The
default method is by IP address, but this is not always simple to identify. A small business
may have a dynamic IP address, whilst large organisations have a hard time identifying one
fixed address for the whole organisation due to internal communication errors, intransigent
IT and other entertaining scenarios I'm sure you've experienced.

Hacks to the rescue!
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It is possible to set a cookie on internal users computers, by pointing users to an orphaned
page (that is one not linked elsewhere) that has some extra analytics code in.

Using Google Analytics as an example,
for ga.js you would use <body onLoad="javascript:pageTracker._setVar('internal’);"> on
this page only that sets a cookie with value internal

for newer asynchronous version you would use
_gaq.push(["_setVar','internal’]); before _gaq.push(['_trackPageview']);

And then setup a filter that excludes this value.

(ASIDE: Google need to update their help pages to account for newer asynchronous code -
the help page still refers to the method for ga.js)

Another option is to use campaign tracking in the form most appropriate for the web
analytics tool you use -

o create a campaign in the tool called internal,

o setup a filter if necessary

« email alink to a page that has the campaign variables appended to all the internal staft
you wish to obliterate from your reports

Both of these methods rely on cookies staying the same - however some organisations
regular delete cookies through their systems which would mean redoing the above or trying
this method.

Examine server provider under visitors in your web analytics tool - if your organisation is
large enough it will show up on here. This is useful if you need an aggregate of all internal
users, and the beauty of this method is if you are a Google Analytics user, it can be used as
a segment

Use Your Call Centre

Having conversations online, by text or (shock, horror) in person with your customers can
give great insight into issues with your online presence, or hints at what could be improved
for your business as a whole.
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Talk to your call centre - they are an incredible source of information, including:

« Qualitative data such as users requests and complaints that could easily be resolved by
having the right content for them,
« Quantitative data on call response times, average call length and so on.

Using this data can influence changes to content, IA, possibly even whole business method.
These changes can then be tested and measured against the required outcome, which could
be as straightforward as having price lists and descriptive product details easily available
online.

..-: Author bio: Jon Whitehead has had web analytics as part of his role since wrestling
with statcounter in the late 90s. Attending an inspirational seminar by Hurol Inan
in the early noughties on improving business outcomes with Web Analytics, Jon was
hooked and has been providing web analytics services to financial and public service
institutions ever since. He recently set up Metricks recognising a need for holistic
online optimisation approaches for business improvement — see more at metricks.org.

~¢ An Online and an Offline Marketer Walk Into a Bar (or on the
® need to work more closely together) ...

So, an online and an offline marketer walk into a bar. But tired of always drinking the
same old beer, today, they really want to figure out which of the drinks on the bar’s shelf are
going to be their new favorite. The objective is to maximize their enjoyment rate.

How do you think the online marketer will go about that vs. the offline marketer?
So the offline marketer approaches the question in the way she does all her marketing
analytics. She goes around to all tables in the bar. She makes a note of who is drinking and

what are their demographics. She also rates how happy each drinker appears to be.

Then she groups the data into buckets by demographics. She figures out which bucket she
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falls into herself. She rank orders the 15 drinks consumed by the people in her bucket vs.
their apparent happiness. She orders the top 5 drinks that she predicts she will like best. She
has a sip of each.

Et voila.

She figures out that her new favored is going to be a Hefeweizen. Neither particularly happy
nor disappointed she heads back to her friend, the online marketer, to see what she came
up with.

But what should she find?

The online marketer is flat out under a table, totally wasted, with a big grin on her face, and
her empty wallet flung into a corner.

What happened?

Says the online marketer: mmmvvtt.

Offline marketer: Hae?

Online marketer: Mmmmvvt.

Offline marketer: What?

Online marketer: Darn you, MVT, ..., I did multivariate testing. And now I am very happy.

The moral of that story was not to insult friends of multivariate testing from vendors such
as Sitespect, Autonomy, and the others. But rather to highlight that online and offline
marketers each have developed sophisticated methods over time. But they have not shared
these methods with each other.

Well, it’s high time for the sharing to begin now! I wrote the Multichannel Marketing book
in the hopes of helping with that goal. The online marketer has loads of data. The offline
marketer may have a few better analytical approaches. They should drink together, shouldn’t
they?
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:. : Author Bio: Akin Arikan is Director of Product Strategy at Unica Corporation.

E What's a web analytics STRATEGY vs. TACTIC?

"Let's be strategic with our web analytics. Let's not get lost in the tactical weeds"
OK, so what's a web analytics strategy vs. tactic then?

« The web analytics solution that you use is a tactic. The strategy is in the reports that
you run.

 The reports that you run are a tactic. The strategy is to start with your key performance
indicators (KPIs)The KPIs are a tactic. The strategy is to equip, free up, and incentivize
your web analytics team so that they will focus on value generating analytics vs.
lolligagging or answering to never ending reporting requests

 'The web analytics team and incentives are a tactic. The strategy is to optimize your
web marketing

« Optimizing web marketing is a tactic. The strategy is to compete on analytics

« Competing on analytics is a tactic. The strategy is to treat your customers well

« Treating your customers well is a tactic. The strategy is to increase their lifetime value
to your company

« Your company is a tactic. The strategy is to have a good career

 Your career is a tactic. The strategy is to have a happy life

Some people wield the words “strategy vs. tactic" as if they were swinging a sword and being
profound. Yet they mean not much more than "left vs. right".

No matter where you stand, there is always something to your left and always something to
your right.

So, ... the best is to hug both of them, the strategy and the tactics.
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... : Author Bio: Akin Arikan is Director of Product Strategy at Unica Corporation,
responsible for ensuring customer satisfaction with Unica's web analytics and Internet
marketing solutions. Arikan has worked with analytics practitioners for more than a
decade. A noted speaker and writer, he has presented at many conferences throughout
the world, and in 2008 wrote the book, Multichannel Marketing: Metrics and Methods
for On and Offline Success.

: + 7 SEO steps when launching a new website

A friend of mine just re-launched a website and asked me about tools he should use and
steps he should take to tweak up the new site. We had a conversation with a few messages
back and forth. This series of posts is a result of that conversation.

Here are a few things to keep in mind when approaching SEO for a new / re-designed
website. These are general steps that I've tried, tested, improved. Please note that this is a
general process, and I will go into specifics of each step in future posts.

Think about your product, step 1

The key in search engine optimization is simple: think about it. Think about your product
and how people could refer to it. Brainstorm a few combinations. Ask friends, colleagues,
clients, partners, vendors. As aresult you'll come up with a list of 5-10 key phrases. SEO Tools:
paper & pencil, or white board and a marker. Some of you may want to start a spreadsheet.
It may be useful down the road.

Keyword research, step 2

Once you have a list of those approximate terms it's time to look at what people are actually
searching for. Use tools that are usually provided by major search engines themselves for
free. First, test the terms that you've brainstormed to see if people are searching for those.
Look at other keyword phrases recommended by the tools. The goals here are to 1) select
the most relevant terms, 2) select the term with existing search volume, 3) stay away from
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super competitive keywords. Then shorten you list of terms to 3-5 most relevant to your
site. These terms and their variations (for long tail terms) will be used further. Here's a great
review of 20 free keyword research tools.

SEO Implementation, step 3

There's a few things to keep in mind: have one terms for the entire site, and 3-4 other terms
for other pages on your site. Focus on optimizing one terms per page. For example, if you
sell natural cosmetics in Calgary, then this should be your title for either the homepage or
one of your other pages. Some of the tools your can use to analyze on-page components of
your website: Website SEO Analyzer, W3Optimizer, Website Grader.

Search engine submission, step 4

Yes, search engine spiders crawl the web and will eventually get to your site. I like to inform
search engines about major changes on my sites as changes happen. I use webmaster tools
that each of major search engines have (Google, Yahoo, Bing). Have an XML sitemap ready
just in case (not super crucial but desirable). Here are webmaster pages for major search
engines: Google Webmaster Central, Yahoo! Site Explorer, Bing Webmaster Center.

Baseline performance snapshot, step 5

This is one of the most important step of all. This snapshot is a starting point from which you
will track your progress. There are a few free tools that will allow you to take performance
snapshots and measure it over time including: WebCEO, Raven Tools, etc.

Link building, step 6

Can't stress this enough. Links are super important. But don't fall into a trap of doing a
one-time blast and forgetting about it. The process should be continuous. The links should
be one way from resources that are relevant to your industry. The idea is that other people
consider your site important and link to you. You can check the sites that link back to you
using the follow two tools: Open Site Explorer by SEOmoz and Yahoo! Site Explorer.

SEO maintenance, step 7

SEO is not a one-time engagement. Search engines change their algorithms, people change
their search habits, the world changes. So, make a habit of checking on results regularly
(once or twice a month). Either leave as is and continue link building. Or tweak your titles
to add / remove / change target keywords.
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. ' Author Bio: Alexander Zagoumenov is a Calgary-based online marketing consultant
o= ho focuses on organic search marketing and social media. Alex has been freelancing
as an SEO guy since 2001. He has a degree in Management (Marketing) from U of L
and a particular interest in digital space. Read more: http://www.zagoumenov.com

E Six Best Practices for Optimizing Your Landing Pages

Visitors arrive at your site through a variety of channels: mobile, pay-per-click (PPC)
and organic search, e-mail offers, and print ads, for example. Once there, they need to fulfill
the objective of acting upon a promotion, or buying a specific product.

If their entry leaves them cold because they don't see anything relevant to what drove them
there, they're most likely to leave, having wasted their time and your marketing dollars.
Landing pages serve as an important bridge between the marketing message that brought
visitors to the site and the site functionality that enables them to take action, such as making
a purchase or submitting a form.

Best practices

Creating a successful landing page isn't difficult, and you can easily experiment and learn as
you go. First, decide on which page you'll use as the landing page for a specific campaign.
You may very well have an existing Web page that you can use (one that's more specific than
your homepage), but if you don't, consider publishing a new landing page. If that's the case,
keep in mind these 6 best practices:

1. Include an image along with the offer for visual appeal.

2. Reduce or eliminate navigation to keep visitors focused on the goal and reduce
distraction.

3. Keep the look and feel of your primary web site so consumers will immediately
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recognize your brand.

4. Don't forget a compelling call to action that should tie in to the offer. For example, the
copy for a travel offer could have a call-to-action such as "Book Now," or "Save Money-
Reserve Now."

5. Minimize data collection as much as possible to decrease abandonment. If you must
collect additional information, try moving those fields to a form on a second page.

6. Whenever asking for personal information, include privacy and security statements
to help establish trust.

Taking it up a Notch

Once you've adopted landing pages as part of your marketing toolbox, you should set your
sights on optimizing them for greatest effectiveness. Using A/B testing, or more sophisticated
multivariate testing, you can determine exactly which combination of alternate offers,
headlines, copy, images and calls-to-action are most persuasive to visitors.

Beyond A/B and multivariate testing, you can also use behavioral targeting techniques to
present visitors with landing pages that are customized based on whether the visitor is new
vs. returning, time of day or day of week, and so on. Using behavioral targeting along with
testing, you can easily optimize offers and other factors that will drive higher conversions
and increased loyalty.

Landing pages are an important component that should be in every web marketer's toolbox.
By optimizing landing pages through the steps of testing and targeting, you'll not only
increase the effectiveness of your Web marketing dollars, but you'll gain unique and valuable
insights into what persuades your visitors to take action.

. . Author Bio: Eric Hansen is the founder and CEO of SiteSpect, and the chief architect
of the firm's non-intrusive technology for multivariate testing, behavioral targeting,
and digital marketing optimization. Eric is a frequent speaker at conferences covering
web analytics and optimization, and writes regularly on topics dealing with the
intersection of marketing and technology.
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How to Get Bounce Rate for Google Website Optimizer A/B Test
Variations

Suppose youre planning to run a simple A/B test on a Web page and youd like to use
bounce rate as your measure of success. Can you do it with Google Website Optimizer
(GWO)?

I've had this issue crop up a number of times recently, so I decided to research it. Here’s what
I found out.

Can I set bounce rate as a conversion goal within GWO?

No. GWO itself does not report bounce rate, nor does it allow bounce rate to be set as a
conversion goal. It's possible to approximate bounce rate as a goal by coding every single
link click on every single experiment page as a conversion event, but that gives you exit rate,
not bounce rate - plus the setup can take a lot of effort.

Can I get bounce rate for GWO A/B test variations from Google Analytics or Omniture?
Yes. Although bounce rate isn't reported within GWO, you can get it from Web analytics
tools such as Google Analytics and Omniture. Integrating the data turns out to be very easy,
and in fact requires zero coding as long as all experiment pages contain your standard Web
analytics page tags.

Here's why it’s easy: As GWO serves variations in an A/B test, visitors are redirected to
unique URLs (indexA.html vs. indexB.html vs. indexC.html, for example). This behavior
was contrary to my initial assumption that all visitors got the same URL, as is the case for
GWO multivariate tests. Since URLs are unique in an A/B test, you can simply view the
pages report within your Web analytics tool and filter on (for example) index*.html to see
one row per variation.

Do I need to pass any custom variables from GWO to my Web analytics tool?
No. You don't need to pass any custom variables to get reporting for an A/B test.

If you're running a multivariate test, on the other hand, you must pass the GWO variation
ID to your Web analytics tool as a custom variable, since the URL remains the same for all
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variations.

If I optimize for bounce rate outside of GWO, do I still need to set up a goal within
GWOz?

Yes, but it can be a simple placeholder. When you create a GWO A/B test you're required to
provide a conversion goal before you can launch. However, if you're planning to optimize
for bounce rate or some other metric in your standard Web analytics tool, you can spoof
a GWO conversion goal by specifying a dummy page somewhere on your site. In effect,
you're simply using GWO to manage the serving of page variations.

. . Author Bio: June Dershewitz is VP of Analytics at Semphonic, where she specializes in
helpzng companies improve their day to day Web analytics practice. She is a member
of the Web Analytics Association Board of Directors and is an Omniture Certified
Professional. She cofounded Web Analytics Wednesdays, a global networking event
series. Since joining Semphonic in 2007, Dershewitz has led implementation, analysis
and training initiatives for companies including Nokia, Blue Shield, Kohler, Charles
Schwab, Intuit and Delta Dental. She has spoken at conferences such as X Change,
eMetrics, SMX and SES. Blog: http://june.typepad.com. Twitter: @jdersh.

10 Questions for Social Media Marketing & Measurement Success

In order for companies to realize the maximum benefit from social media marketing,
there must be a certain level of understanding about the nature of online communities,
social media sharing web sites and applications.

Companies that want to take full advantage of better customer relationships, online word
of mouth and social media marketing opportunities should ask themselves a few key
measurement questions:

1. What goals do you hope to achieve from a social media marketing effort?
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2. What measures of success will be used to evaluate a social media marketing program?

3. Is there a strategic plan for coordinating and measuring social media efforts across
the organization?

4. Is the business conducting a formal effort at monitoring social channels using a
social media monitoring/analysis software application? (Ex: Techrigy SM2, ScoutLabs,
Trackur, Vocus, SocialRadar, Radian6)

5. Is there a particular business unit, division or product that can serve as a test case?

6. If active, how long has the company participated with social media sites and which?
Blogging, Facebook, MySpace, LinkedIn, Twitter, Flickr, YouTube, Wikis, Delicious,
Digg, StumbleUpon, etc

7. Is a dashboard and campaign management tool used for social media content
promotion?

8. What unique value do current social media efforts offer clients/prospective clients?
What need do they satisty better than the competition?

9. What departments, business units, cost centers and approval entities would be
involved with the Social Media program? Is there an internal social media council?

10. What internal human resources are available within the company for support and
implementation of social media marketing initiatives? (Content creation, network
development, promotion, monitoring & analytics, community engagement)

Every company and their customers are unique, but the questions above can provide valuable
insight into a company’s state of social media marketing readiness as well as provoking new
thoughts and direction. The more informed companies are about planning for the social
web, the more successful they will be.
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. ' Author Bio: Lee Odden is CEO of TopRank Online Marketing, an integrated
search social media and content marketing agency. Odden’s 12 years of consulting
experience includes Fortune 50 companies HP & McKesson and trusted marketing
industry brands like PRWeb. Odden has written for Mashable & ClickZ and is editor
of Online Marketing Blog with over 40,000 subscribers.

Use Link Analysis to Uncover Content Ideas and Untapped Link
4 Equity

In SEO, most search marketers are hyper-focused on analyzing the link profiles of other
sites. But one of my favorite tips for SEO, link building and content strategy involves link
analysis of my own site, particularly my blog content. By analyzing the link profile of my
blog I can discover:

« Which posts have attracted the most links
« Which topics or themes on my blog are the most popular (from a linking perspective)

Here are the steps I use to analyze my blog's link profile.

1. Download Aaron Wall’s free Firefox plugin and activate it

2. Run a search operator in Google, for example “site:mysite.com/blog”

3. Click on the “100” link (beneath the query box), which gives you 100 SERP results
rather than just 10 (Note: you can also append the query URL with “&num=100&pws=0"
to get 100 results)

4. Click on the “CSV” link (beneath the query box) and export the SERP data to Excel

5. Sort your data by the “Y! Page Links” column (this column shows the links pointing
to a specific page), largest to smallest
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Now you've got a link intelligence dashboard with an extensive list of all your blog posts (the
ones indexed in Google, anyway) ordered hierarchically by link totals that looks like this:

The next step is to leverage this information to develop a content and link strategy based on
the blog posts from your site that have proven to be the most popular "link magnets.”

Content Strategy

Using this data, you can observe high-level patterns and discover which blog post topics
are your link magnets. For example, I've done this for my own site (WordStream.com) and
realized that the best performers are blog posts about the topic keyword research. So logic
would dictate that if my audience likes my articles about keyword research, then I should
create more content to match their interests. To expand on content ideas for your most
linked to topics, you can use the WordStream Free Keyword Tool and plugin your seed
keywords to find more related terms to craft content around.

Internal Link Flow Strategy

The link data you've obtained also shows which blog posts on your site have acquired the
most links and amassed the most link juice. The next step is to drain that link juice from
the "link rich" pages and push it to your weaker, link-less "link poor" pages, thereby flowing
your link equity throughout your site, thereby improving the authority of those pages. You
do this by revisiting the most-linked to pages and adding anchor text links back to your link
poor pages. To read further about this strategy, see my post An Fasy Way to Get More Link

Juice.

3 ® Author Bio: Ken Lyons is Senior Online Acquisition Marketing Manager at
WordStream, Inc. a provider of Internet marketing software, including SEO and PPC
tools. Ken also provides SEO services and blog strategy consulting through his Boston-
based company, MetaRocket SEO.
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E Analytics Debugging with Fiddler

Debugging Web Analytics Reporting can be a real nightmare. An error can occur in the
tagging or in the reporting configuration. How can you find out, whether the tracking is
working as expected? Most tracking tools have a delay of a few minutes - waiting for your
test requests to arrive gets tedious.

Fiddler is a free Web Debugging Proxy. After starting it shows all HTTP connections
together with send parameters, HTTP headers, etc. You see at a glance, what is send to a
server and what is received. You see the tags called by the loaded page but also calls from
tagged links or forms, even flash. Because there can be a lot of traffic going on you can filter
the traffic by host, a text string or listen to traffic from a special process.

The biggest advantage of Fiddler over i.e. Firebug is that it is browser independent. It works
the same with IE, Firefox or Chrome - on Windows. There are many more helpful features:
using different user agent strings, debugging https traffic, simulate modem speed. It reports
on raw data, if a request does not show up it simply was not fired.

Fiddler may not be as comfortable as WASP. But for most tools it provides you with sufficient
information on your tagging — at no charge.

-.'1 Author Bio: Markus Vollmert is partner and Head of Web Analytics at the online
marketing agency luna-park, located in Cologne, Germany. Over the last years he
worked with different tracking systems. He is member of the WAA and blogs at
econtrolling.de
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E The Web is dead...Track your App

Now after years of Web Analytics, you track everything about your visitors: gender, age,
loyalty, etc. You know what is said about you and your competitors on Facebook, Twitter,
YouTube. You are starting to know the visitors from BlackBerry, iPhone, iPad. But probably,
you are ignoring a part of your users, the 24% of people that uses apps every day.

Do you know how many users are really using the app after they downloaded it (no-zombie
app)? Which is the frequency usage per week? Where are the users from? What are the most
used features of your app? Why is the app uninstalled? This is called In-App Analytics!

The In-App Analytics allows you to associate the user interaction to his socio-demographic
information that provides better accuracy compared to anonymous visitors of Web
Analytics. “Who they are”, “where they are” and “how they use app” are the heart of the In-
App Analytics.

The actual and future spread of smartphones must be ridden. In fact, every day new people
use free or paid apps to read news, to check the weather, to find a restaurant... Some basic
stats, such as downloads or impressions, are provided by app stores, but nothing is said
about the app usage. If you want to know how users interact with your app, it is necessary
to think about a tracking system for apps. Adobe SiteCatalyst and other vendors provide
an entire library for this particular type of tracking. It is also possible to track the app in a
custom way, choosing what data to capture and analyze, and how to break down user data
on the basis of their behavior.

By the way, typical metrics of standard Web Analytics lose their meaning when applied to
in-app Analytics. It is necessary to rethink metrics, to use another language, to switch from
“click” to “touch”

Slide views rather than page views; downloaders, users, active users rather than visitors;
time spent on app rather than time spent on site; bounce rate as single event visit rather than
bounce rate as single page visit; loyalty based on the combination between the frequency
usage per week and the retention over 90 days rather than loyalty based on number of
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orders. “Unique Visitor” fans will be happy to know that in-aApp Analytics visitors are
really unique. This metric is no longer based on cookies, but rather on the phone’s unique
ID.

Moreover it becomes fundamental to rethink the user profile: geo-segmentation is no longer
based on IP address but on the GPS and Check-In location, demographic data is no longer
provided by a form (typically fake info) but based on real data provided during the phone
purchase or the app download.

Last but not least, any doubt about offline apps? No problem, it will be possible to track
them too!

s Author Bio: Moira Fascioli is a Senior Web Analyst in BitBang (Bologna-Italy),
BitBang is a company leader in Italy into web analytics and web marketing solutions
from 2003.

E The Most Important Web Analytics Document You'll Ever Write

If you manage someone who conducts web analytics in your organization, or if you are
both the manager and practitioner of web analytics, there is only one document that you
absolutely, positively must develop.

It's called a Standard Operating Procedure (SOP). Originally a military term and concept,
they are typicallyy used in IT organizations to ensure that processes are standardized around
systems. I like to think of them as insurance policies that you'll need when the person doing
web analytics for your organization ultimately finds another job.

A web analytics SOP should include step-by-step instructions for all processes, methods
and practices required to manage web analytics; so that someone coming into the job knows
specifically what to manage and maintain. For example:
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« Data collection, such as page tag variables, data filters, tagging specifications for
articles, downloads, campaigns, audio and video.

o Administrative settings and permissions structure for user groups

« Vendor contract details

« Report set definitions

o Metrics/KPI calculations

« Report distribution settings and schedule

« Contact lists for all stakeholders, organizational, vendor and consultant support
 Scheduled presentations to stakeholders and management with examples provided
 Processes for developing new metrics and reports

 Processes that stakeholders need to follow to request new data collection and reporting

The beautiful thing about an SOP is that it is a document that it relies on input from anyone
using and supporting web analytics in order to be comprehensive. Because of this, issues and
challenges around web analytics need to be examined, sorted out and resolved...especially
those issues regarding process and support.

Another great benefit of an SOP is that it's not a "one and done" effort. It should be reviewed
and updated on an ongoing basis to stay current.

Done right, the SOP for web analytics will keep your initiative moving along, organized and
planned even while you experience resource turnover.

'.' .' Author Bio: Phil Kemelor leads Semphonic’s strategic planning, government and non-
@R srofit practices. In his role as Semphonic’s practice manager for the Washington DC
office, he leads strategic and implementation engagements for organizations such as
the National Cancer Institute, National Heart Lung and Blood Institute, Consumers
Union, AARP, Nature Conservancy and National Geographic.

Phil also serves as the lead analyst for The CMS Watch Web Analytics Report, an
annual evaluation of web analytics software vendors. Phils 13 year career in web
analytics includes founding of one of the world’s first web analytics program office at
Bell Atlantic (currently Verizon), serving as Principal Consultant for NetGenesis, a
first-generation web analytics software company, and writing The Executive’s Guide
to Web Site Measurement and Testing.
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pkemelor@semphonic.com
wam.typepad.com
@philkemelor

:"' Leveraging Social Media Offline

Social media contacts can spread offline, too. Don't stop at home page links to Facebook
and Twitter. As much as we embrace Linked In connections, professionals still rely on
business cards in face to face meetings and events.

Put your social media contact information on your business cards. People will recognize
actual icons of the tell-tale bubble letter t or lower-case f instead of writing out “Twitter” and
“Facebook.” Just because you can't click through, don't second-guess at least one person
acting on it.

If you are fortunate enough to present in front of a live group (think webinars or small
networking event), include your twitter name (@SpyFu) at the beginning of your presentation
and all the way through. Many presenters make the mistake of holding off on sharing
their contact information until the end. However, Enthusiasts tweet live happenings, so if
someone is going to quote you, get proper Twitter credit for it.

Don't forget it on your event name tag, either. Once you connect online, that’s the name
many will associate with you when you meet in person.

:: Author bio: Sidra Condron
@SpyFu
Linkedin.com/in/sidracondron
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The Importance of Campaign Evaluation and Internal Search
Evaluating Campaigns

When evaluating a campaign, site owners often look at revenue. High revenue equals a
great campaign. Media agencies often evaluate them looking at clicks only.

I believe campaigns should be evaluated looking upon many parameters. For e-commerce
sites it would be, product views, add to cart and signups showing that users are interested
in your products and of cause orders and revenue, since that is paying for the ads and your
salary.

If you don’t have an e-commerce site, you should evaluate campaigns by looking at lead
generation (naturally) and as well as metrics such as time spent on site, number of pages
viewed and usage of contact pages.

Bylooking at more than one metric, greatly improve your ability to optimize your campaigns
and your site. By raising users’ interest in your product or services, you will automatically
achieve a greater conversion rate and a better ROL.

Internal Search

The first thing you should make sure you should do when implementing a web analytics
strategy is to track the usage of internal search - it’s such a simple and effective win. Make
sure that you track what users are typing into your site search and analyze the types of
search results that are being displayed.

Secondly, start focusing on all of the searches that return zero results and organize the list
into the following groups: Misspellings, Competitors product/service names and other. If
your products or services appear when users search for competitor products, then you are
more likely to have a greater conversion rate. The same rules apply if you make sure that
users who are accidently misspelling queries are getting what they are looking for.

For the remaining searches, get inspired to add more products or services to your portfolio.
Remember to leverage the knowledge you receive from analyzing your internal search engine
and when you create online ads such as Google Adwords or Yahoo! Search Marketing.
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. . Author Bio: Thomas has been working with online marketing since 2003. First he
@R worked with technical SEO for some years, before he changed to work for 2 different
analytics tool vendors. Today he is working as an independent analytics consultant,
helping large companies optimizing their online communication, such as ad campaigns,
as well as onsite optimization to achieve a higher ROL

e Optimize Your Micro Conversions in 3 Simple Steps

Since the humble beginnings of web analytics back in 1994, there has always been
an unhealthy fixation on the conversion rate as a website’s key metric. Understandably
so, ecommerce sites often measure the success of their website by the amount of visitors
who finally purchase a product. However, there are a myriad of other important “micro”
conversions on your site that you also need to be focusing on.

In order to improve the value of your site to your visitors, it is essential to understand why
they come to your site in the first place. All visitors are NOT created equal. Each one has
his or her own reason for coming to your site and what he or she wishes to gain from it.
Remember, most of your visitors probably do not come to make a purchase. If you have a
product site, visitors could be trying to find price comparisons, product information, your
address or opening times, all preparing for an in-store purchase.

If a visitor lands on your site and signs up for a newsletter, requests a product demo, or
fills out a contact us form, then these actions might be worth more than a simple one time
conversion. You've now got them sticking around for a long term commitment as opposed
to a short term transaction. Every time a visitor creates buzz about your website through
a social network such as Facebook or Twitter, you should count it as a micro conversion.
Often, micro conversions like these can affect your bottom line much more than a single
macro conversion alone.
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1. Find out what your visitors want.
Do not simply monitor how many visitors land where you want them to land and do
what you want them to do. Instead, find out which web pages they want to go to and
what they want to achieve. Define which conversions besides your “macro” conversion
would be beneficial to your business.

2. Find out which micro conversions work.

You want to highlight the conversions that fulfill both your visitors’ needs and your own.
If you notice that many newsletter subscribers end up purchasing a product, then make
it easier for visitors to sign up to your newsletter. If you get a lot of traffic from social
media, make sure customers can effortlessly promote your site on Twitter and Facebook.

3. Study your successes.

Most conversions are a multi-step process, even micro ones, so start by evaluating each
step. If it is easier to get visitors to “tweet this site” than to make a purchase, then that is
where your focus should lie. It may take longer to see a return, but Rome was not built
in a day and nor is the perfect website.

-.':. Author Bio: Shmuli Goldberg is the Director of Marketing and Communications for
ClickTale

E What is In-Page Analytics?

Most web analytics solutions capture visitors landing on a web page and monitor
their movement from page to page within a site. This is great for collecting quantitative
information about your website traffic, with pageviews, number of visitors and time on page
being the key metrics. However, this traditional approach to web analytics can't tell you
much about what visitors do once inside these pages.

That's where In-Page analytics comes in. It focuses on visitor interactions inside these
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pages, recording everything from mouse moves and clicks to actual keystrokes. This gives
a much more qualitative, almost intimate, view into what your visitors are focusing on and
interacting with inside the pages themselves.

Some examples:

When running a campaign with a landing page, traditional analytics will tell you how
many people came to your landing page and what pages they looked at. InPage analytics will
tell you how they engaged with the page, what content they looked at, and what elements
they interacted with.

When optimizing an online form, traditional analytics will tell you how many people
successfully completed or dropped out of the form. InPage analytics will tell you at which

fields within the form customers drop out, how much time they spent filling in each field,
which fields they left blank, etc...

When analyzing a conversion funnel, traditional analytics will tell you where people drop
out of the funnel. InPage analytics will visually show you what visitors did within the page,
so you can gain insight into why they left.

How to measure success
For starters, you need to define your KPIs by each page’s objective. For example:

If you have an ecommerce website, your performance can be defined by how many visitors
saw your call to action buttons, read product descriptions or were able to find the product
they were looking for. Within product pages, how many people were able to find the “add
to cart” button, and within your checkout form, how many people were able to quickly and
easily purchase a product.

If you have a content rich blog or news site, you'll want to look at heatmaps to find out
which headlines and images grabbed your visitors’ attention, what paragraphs get the most
interest and what articles are actually being read as opposed to simply scrolled though. A
“successful” article would be one with high engagement times and long, consistent scroll
rates.

Whatever your site, In Page analytics lets you peek into the subconscious minds of your
visitors. This takes a substantial amount of guesswork out of web design and testing, allowing
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you to build and optimize websites based on your visitors” actual In Page browsing behavior.

..-: Author Bio: Shmuli Goldberg is the Director of Marketing and Communications for
ClickTale, the industry leader in Customer Experience Analytics. A self proclaimed
“web analytics geek”, Shmuli has spent an unhealthy amount of time focusing on web
analytics, conversion rates and website usability. Through his obsession, he aspires
to help websites worldwide reach their maximum potential and obtain the love of
their visitors. London born and bred, Shmuli has studied in the London School of

Advertising and the Interdisciplinary Center, Herzlia. He now lives in Israel, where
the ClickTale head office is based

@ Leveraging the Placement Report in Adwords

One of the most overlooked reports within Google Analytics is within the AdWords

Beta: the placement report:
Ej AdWords 5=t
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Within this report you can drill down to find some leading indicators that a site may be
wasting you money before you've spent too much on it. You can use bounce rate as an
indication of visitor intent and get a feel for which placements are sending unqualified
traffic, even before you've spent overly much on them. Also, by leveraging the “weighted
sort” check box above the data you can have things that are being clicked frequently and
bounce often floated to the top: again offering you an additional KPI beyond conversion to
help you analyze the placements that are sending you traffic.

.‘-: Author Bio: Tom Demers is the Director of Marketing at WordStream. Tom's worked
in-house as an SEO specialist and SEO manager, has worked as an SEO at an
agency, and regularly engages in both paid and organic search marketing consulting.
As Director of Marketing, Tom is responsible for coordinating a variety of demand
generation programs at WordStream.

ﬂ How to optimize page Titles and improve click through rates

Titles are considered important both for the users and for the search engines. This week
we'll discuss some practical tips on how to optimize the Titles of your site and on how to
boost your search engine results and click through rates.

First of all let’s see what Titles are and what is their impact on a website’s performance. The
Title tag is a special HTML element that is placed within the HTML Head tag and that
contains a brief description of the page. The Titles are considered very important for the
Search Engines and thus they affect the SEO campaign of your Website.

When a user searches for a particular term on a Search Engine, he/she receives a SERP
(Search Engine Results Page) that includes the titles, the snippets (a brief description) and
the URLs of the first 10 results. After scanning the page, the user selects the most relevant
pages based on the above information. Thus the title of a webpage is one of the most crucial
elements that affect not only the SEO campaign but also the click through rate and the
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User experience.

Write brief, descriptive and attractive Titles
The Title should be brief (less than 65-70 characters) and descriptive, it should incorporate
the important keywords of the page and it should be attractive for the users. For Example:

Xbox 360 Slim Console 250GB HDD - Games & Consoles — Example Store
Or

Xbox 360 Slim Console 250GB HDD | Games & Consoles | Example Store
Note that both | and - are great ways to separate words and phrases.

Should you include your Brand name?

One of the most controversial topics about HTML Titles and SEO is whether one should
incorporate in the title the brand name of his company. On the one hand by doing so you
affect your brand awareness but on the other hand you use less targeted titles. If you decide
to add your brand name in all the titles of your site, another important question is where
should you add it, at the beginning or at the end of the Title?

In order to answer those questions you must decide what is important for you and what
is the main target of your marketing campaign. If you want much targeted and highly
optimized pages you might want to avoid using your brand name in the titles of your site
and in the anchor text of your backlinks during link building. On the other hand if you
want to increase your brand awareness or if your brand name is very well known in your
industry you probably want to add it in order to increase the click through rate.

Thus it’s position depends on your goals, on your brand awareness and on your current
position in the market.

For those of you that want a straight answer on how they should form their titles, my
suggestion is to add the brand name at the end of the title. This is the most common and
the best practice for most companies:

Example product or service | The Example Shop
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Add your important keywords first

Descriptive, attractive and highly targeted Titles not only affect the SEO but also the click
through rate in the SERPs. Usually it is highly recommended to write brief titles and to place
the most important words first. Have in mind that user’s eye is scanning the results from
left to right but it is mainly focused on the left part instead of the entire title. Additionally
have in mind that Search Engines usually pay more attention on the first couple of words
of the title.

So for example if you target for the term “Hotel in Mykonos” it is recommended to use this
title:

Luxury Hotel in Mykonos — Hotel Greece — Example Hotel
Instead of this:

Hotel Greece — Luxury Hotel in Mykonos - Example Hotel

Use the right SEO Tools, right

Last but not least, make sure you use the right SEO Tools properly. Scan your Pages by
using the Keyword Analyzer tool, ensure your Title Relevance percentage is high, the
KeywordRank of the important terms is within the green area and that you receive no
Possible Keyword Stuffing warnings. Remember that you should never over optimize your
Titles and that you should avoid keyword stuffing at all costs.

:. : Author Bio: Vasilis Vryniotis is the co-founder of WebSEOAnalytics.com, an Internet
Marketing Company that provides SEO Tools and Online Marketing Resources.
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4 Bridging the Online to Offline Gap

In today’s “what have you done for me lately” world of advertising, proof of performance
is everything. Tracking online events and actions such as a form submission or shopping
cart purchase can provide insight to online lead-generation and sales activity, but what
happens when your customers move offline to the telephone?

According to industry studies by Yahoo, Comscore and other research authorities upwards
of 70% of all online searches result in an offline conversion.

There are basic methods for tracking phone calls to discrete campaigns or ad sources, such
as dynamically inserting unique toll-free or local numbers on a landing page based on the
referring traffic source. Yet for companies investing in cost-per-click or other cost-per-action
advertising, the ability to measure the impact of unique search activity, keywords, and ad
copy across online and offline conversions and sales engagements is critical to generating
acceptable ROL.

To maximize advertising effectiveness, businesses can look to innovative services like
KeyMetric® (www.keymetric.net) to deliver actionable, real-time phone call and conversion
analytics with traffic source, campaign, keyword, and organic search query detail. With
KeyMetric businesses track offline phone calls with the same ease and accuracy as tracking
click-throughs.

o Increase advertising ROI by identifying which search activity, keywords, and ad copy
are delivering phone calls and conversions.

 Track every ppc keyword to identify which keywords deliver conversions and sales,
and which keywords only yield costly click-throughs.

o Effectively optimize keyword lists, match types, and bidding to produce more phone
calls and conversions.

« Capture cost and other critical campaign data from Google, Bing, and Yahoo.

o Identify "niche" keywords and phrases from actual search activity to integrate into
campaigns, ad copy, and website content.

 Register the sales or lead value for every conversion to accurately determine return-
on-investment (ROI) across cost-per-call, cost-per-lead, and cost-per-sale.
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» Measure the impact of online advertising segments including search engines, social
media, content and affiliate networks, press and media, and more using key performance
indicators (KPIs).

Using KeyMetric, businesses have increased offline and online conversion rates by as much
as 900% while significantly lowering cost-per-lead, cost-per-call, and cost-per-acquisition
rates.

In addition to marketers and agencies, support and call centers rely heavily on KeyMetric
analytics to help lower inbound call volumes and MPI rates. By knowing the search activity
of customers prior to them picking up the phone, customer support and service groups
can improve online self-help content to effectively displace upwards of 25% of all incoming
support enquiries.

Gaining a clearer picture of your advertising investments does not need to be complex or
costly. And now it can incorporate invaluable insight into the online-to-offline activity as
well - all but guaranteeing smarter decision-making cycles.

3—: Author Bio: Michael Turta is the CEO of KeyMetric — an innovative market leader
in phone call and conversion analytics for marketers, agencies, and media publishers.
Mr. Turta is an active member of multiple industry groups and executive councils,
and is a regular speaker and panelist at industry events and shows.
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