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Overview
Measuring effectiveness is increasingly important to marketers who have to demonstrate
clear ROI for the various tactics and channels included in their toolkits.
Marketers are often Jacks- and Jills-of-All-Trades. They’re expected to know a little about a
lot, including writing, design, consumer behavior, product management, market research, SEO,
lead generation, and how to make marketing a revenue driver instead of a cost center.
This knowledge brief details the top three metrics marketers are be able to track in Google
Analytics in order to demonstrate the impact of their work: website traffic, visitor engagement, and conversions.
Learn about the most useful views in Google Analytics, and where to find each of them. Use
this brief as a quick reference to help you navigate your Google Analytics account, generate
more useful reports, and set measurable, actionable goals for your marketing plan.

How to Use This Knowledge Brief
Don’t Miss It!

Important takeaways, interesting
notes, and useful stats will appear in
these chat boxes throughout.

Key Takeaways

Look for summaries of the best ideas in
these boxes at the end of each section.

For each report or view, we will indicate how to access it using the
report menu in the sidebar of your Google Analytics account.
The examples highlighted in this document can be accessed in the
Acquisition, Behavior, and Conversions views.
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Metric to Measure: Traffic
Measuring your website traffic is about more than just how many sessions (previously known
as visits) and users (previously known as visitors) are captured on your website. Although, in
general, you want to grow these numbers, it’s even more important to understand where they
might be coming from and why.

Direct (Acquisition > All Traffic > Medium)
Direct traffic is all traffic going directly to the website, and not from a search engine, referral
source, or email. This is traffic from visitors who had typed in the URL to your site into their
browser, or already have it bookmarked for quick access. Direct traffic is generally a mix of
internal traffic from your business, and visits by people who are already aware of your website
and your brand.

Referral (Acquisition > All Traffic > Medium)
Referral traffic results from a link to your site found somewhere on the Internet being clicked.
Whether it’s a link to your blog shared on Facebook, a listing in an online directory for your
industry, or a job you posted on a jobs forum site, all those links point from a referring domain
back to your website.
Social media traffic is a subset of referral traffic, but can also be tracked independently.
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Email (Acquisition > All Traffic > Medium)
This is traffic generated from email campaigns.
If you have a marketing automation systems like ActOn, Hubspot, or
Marketo, traffic that visits your site after clicking on a link in the email
you’ve sent will register here.
This allows for easy attribution of traffic to campaigns, helping you get a
good understanding of what generated the most clicks and the highest
engagement.

Campaign Names

All marketing
automation and
email platforms
automatically tag
campaigns so they’re
easier to track in
Google Analytics.

Organic (Acquisition > All Traffic > Medium)
Organic traffic comes to your site from a search engine like Google or Bing.
When a person types a query into a search engine, your site appears in their results page and
they click on your link—as long as you have high quality, relevant, optimized content on your
website. Organic search traffic is “earned” through having strong indexable content that gets
people to click through and stay on your website. It is the toughest kind of traffic to build, and
grows incrementally, but is also the highest value traffic.
Seeing growth in organic traffic is the strongest signal that what you are doing online is effective, and any sudden decrease might be a sign of bad SEO practices resulting in a penalty
from Google.
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Entrance Pages (Behavior > Site Content > Landing Pages)
Landing pages are the first page a person “lands on” when they get to your website.
The above screenshot is refined by organic traffic. This view is valuable when gauging SEO
effectiveness because it allows you to see which optimized pages are driving traffic to your
website.

Queries (Acquisition > Search Engine Optimization > Queries)
In the account used as a sample here, Google Webmaster Tools is linked to Google Analytics,
allowing you to see the search queries that led users to the website.
Keyword data is increasingly obfuscated by Google due to secure browsing, and the Queries
report fills the hole left by “not provided” and allows us insight into which keywords are driving
traffic to a website.

Traffic Tells a Story

The number of visitors alone doesn’t give an adequate understanding
of what brings them to your website or motivates them to stay.
Knowing your top channels and landing pages shows you where to
invest time and resouces to boost site effectiveness.
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Metric to Measure: Engagement
Engagement metrics allow you to better understand the usability of your website and how
visitors respond to your content.
By using the following metrics to assess engagement, a marketer can pinpoint areas of opportunity for content to be improved.

Day of Week (Custom Report)
When should you publish important content? The above screenshot provides insight into when
your website is most highly trafficked. You can plan to publish on high traffic days, or see
whether there is a correlation between when new content is published and traffic increases.

This was a custom created report that isn’t included in Google Analytics as a default. You can
download and apply it to your account.

Bounce Rate (Behavior > Site Content > Landing Pages)
Bounce rate allows you to gauge the “stickiness” of your content. It is calculated when a person lands on a page and decides to leave very quickly.

What’s a good
bounce rate?

Anything around
50% is average,
and staying below
45% is ideal.

High bounce
rates on highly
trafficked
pages mean
they don’t meet
visitor needs or
expectations.
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Behavior Flow (Behavior > Behavior Flow)
Behavior flow allows you to see how people navigate through your website. If you did not design your site with a “funnel” in mind, the above graph will allow you to see your site’s inherent
funnel.

By understanding your inherent funnel, you can attempt to manipulate it in order to attract
more attention to your most important calls to action (CTAs).

Most Viewed Pages (Behavior > Site Content > All Pages)
Which pages on your site are viewed the most often? The above view allows you to see. Typically, the most viewed page on any site is always the homepage. This view can often reveal
surprises. Maybe one blog post outperforms every other page, or your careers page is getting
an unusual amount of traffic this month.

If the pages you consider highest priority or value aren’t showing up in your top five, it might
be time to revise them.
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Exit Pages (Behavior > Site Content > Exit Pages)
The Exit Pages view allows you to see the page where people
decided to leave your website in its entirety.

Are exits always bad?

A high exit rate is common
when users find the right
information or complete a
conversion.

A marketer should work on their pages that are exited often
in order to improve content stickiness.

Engagement Is Not Ephemeral

Engagement is an oft misunderstood and underestimated metric, but
understanding what actually connects with your audience is the first
step to doing more of what works. Measure and track visitor behavior
to learn what’s most effective.
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Metric to Measure: Conversions
Conversions are actions that visitors take that lead to positive outcomes for your business.
It could be downloading a PDF, registering for an account, signing up to attend a webinar,
or requesting a demo. What counts as a conversion is different for every marketer and every
business.

Reverse Goal Path (Conversions > Goals > Reverse Goal Path)
No matter what a “conversion” is to you, it is beneficial to configure Destination URL Goals
within your Analytics account. This URL could be a landing page, or a thank you page the visitor is redirected to after filling out a form.
When Destination URLs are tracked, Google Analytics allows you to access the above Reverse
Goal Path report. The above report provides insight into the path your visitors took throughout your site that led them to convert.

Content Experiments (Behavior > Experiments)
Content Experiments provide a quick way to test your main pages (landing pages, homepage, category pages) and it requires very few code
implementations.
Content Experiments uses a somewhat different approach than standard
A/B and multivariate testing.
Content Experiments uses an A/B/N model. You’re not testing just two
versions of a page as in A/B testing, and you’re not testing various combinations of components on a single page as in multivariate testing.
Instead, you are testing up to 10 full versions of a single page, each delivered to users from a separate URL.

Always Be Testing
Experience and
established best
practices aren’t
always good
predictors of
visitor behavior.
Test assumptions
whenever possible.
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With Content Experiments, you can:

»» Compare how different web pages or app screens perform using a
random sample of your users
»» Define what percentage of your users are included in the experiment
»» Choose which objective you’d like to test
»» Get updates by email about how your experiment is doing

Measure Smarter

A frequent complaint from Google Analytics users is that there is
just too much information, and it’s overwhelming. While all of the
data collected can be very useful, understanding the key performance
indicators for your website and industry can keep you and your metrics
focused on only the outcomes that matter. Conversions, more than
any other metric, will tell you whether your website is effective.
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Appendix
Use these additional resources to help you better measure website effectiveness and leverage
various marketing metrics.

»» Full Recording of “What Metrics Matter?” Webinar with eMagine
»» Occam’s Razor, Avinash Kashuk’s Fantastic Analytics Blog
»» The Google Analytics Help Center

About eMagine

eMagine is a full-service Digital Marketing Agency headquartered out of Boston,
Massachusetts. Founded over 18 years ago, eMagine utilizes its industry longevity to provide
Web Design, Digital Marketing, Website Maintenance and Hosting solutions to clients in the
B2B world. Although eMagine specializes in all things B2B, our major areas of focus include
healthcare, high-tech, professional services, manufacturing and energy. Learn more about
eMagine by visiting our website at www.emagine.com.

About Crescendo Content Marketing

Crescendo is a Content Marketing System built by marketers for marketers that delivers
actionable insights into how content is driving revenue. The system enhances the six facets of
your content marketing lifecycle: Create & Optimize — Publish & Amplify — Analyze & Suggest.
Learn more at www.crescendocontent.com.
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