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What is Web Analytics?

Web Analytics is the study
of a website’s user
activities to

- understand how well it
fulfils its objectives and
meets the user needs

- seek ways to optimise it to
become more usable,
relevant and efficient.

"On the Internet, nobody knows you're a dog.”

Steiner, New Yorker 1993
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Attributes

 Reveals real experiences of users

» Uses user-activity data
» Server log files, browser tags, search log files, cookies, forms, etc.

* Investigative and requires tools

« To segment users, drill or filter through to spot trends and user
experience problems

* Ongoing activity

 Requires specialist skills

 Its value diminishes if findings not actioned

* Increasingly expanding on to other corporate data sources
« Without it, no way of knowing how well you are doing
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Website Optimisation: Focus on problem areas

Accidental Arrivals Mismatched Unconvinced / Successful
(Unwanted Visitors) Prospects Frustrated Prospects Acquisitions

Y

Understand the reasons for dropout and contain
them by improving:
Design effectiveness (navigation & form redesign)
Content suitability (instructional text)

Technical performance (slow, broken)
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Popular Techniques

Visitor segmentation

* Arriving method, user and behavioural segments such as job-seekers and form
completions, geography

e Content usage

* Rankings, sessions, page views, duration, upstream, downstream, affinity,
influence, taxonomy

e Search analytics
» Top search phrases / words, low hit search phrases, context, errors, users

 Web-forms and conversion process

« Completions, view only, successful/unsuccessful attempts, upstream & downstream

« Navigational & Page Effectiveness
« Email metrics and optimisation
e Testing
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» Education still needed — an
after-thought

e Over-reliance on tools, base
line metrics, not really matters
for the organisation

« Unrealistic expectations from
web analytics solutions

« Struggling with interpretation of
data

« Data accuracy — not an exact
science

e Unsure about who should be
responsible



What is the website’s contribution to your organisation?
Are you attracting the right people to your site?

Are you able to guide the users to the right places?
Are they able to complete tasks mutually beneficial?



« Aligning websites and online services with Departmental
Outcomes & Outputs

« Service migration vs. alternative channel

e Cost of content management & online service provision
» Equity of access to information and services

* Driving targeted audiences to website and online services



Essential to obtain buy-in and active involvement but
 Don’t overwhelm

» Separate interesting from useful

* Avoid the jargon

Focus on important few
Promote success stories
Communicate to right people
Options
 KPIs (Check out Eric Peterson’s Big Book of KPIs)

« Dashboards
e Summary Custom Reports



Web Analytics has two components

* Discovery

e Optimisation

Discovery aims to reveal the current performance and
potential issues

* Analogy - seeing a doctor

» A check on existing plans of return on investment

Optimisation is acting on the results to fix the problems
and optimise the website

* Analogy - receiving treatment after a diagnostic
» A potential to realise further return



www.hurolinan.com
http://groups.yahoo.com/group/webanalytics/
www.webanalyticsassociation.org
www.webanalyticsdemystified.com/
www.clickz.com

www.marketingsherpa.com
www.marketingprofs.com
www.grokdotcom.com
WWW.e-consultancy.com

www.targeting.com
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