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Web Analytics: Worksheet

The knowledge you gain from observing your core metrics can help you better understand what your visitors are
doing on your site. Please use this worksheet as a guide in helping you identity your organizations’ website goals
and why setting up a web analytics package is important in measuring your online success.

1) WEB ANALYTICS MYTHS: We have busted a few myths on web analytics. To help you better understand
the basics of web analytics we provided you some tips.

Myth

Analytics tell us why our
(inscrutable) constituents
do what they do.

Busted

Traffic data gives us the "what" -
and only part of the "what" - of
how visitors use our site. It
doesn't give us the "why."

Tips/Tools

To get the “why,” nothing beats talking directly to your
constituents. Ask your constituents about their reasons
for coming to your site and their experience using it
during informal interviews. Perform low-cost usability
testing by observing one or two people using your site
and noting those points where they have difficulty.

Traffic data is a critical - but singular - pillar of user
research. Without alternative techniques like user
interviews or surveys, usability tests or focus groups,
even the best-laid plans of analysts can only answer
part of the eternal question:

Who are our constituents, what do they want, and
why do they do what they do online?

Accuracy is what we're
shooting for.

There are far too many variables
inherent in the medium of the
web to feasibly be able to expect
hard and fast numbers from an
analytics package. Cookies or
JavaScript can be disabled, pages
are cached, or a script is pinged
twice - these are just a few of any
number of scenarios which can
conspire to make your numbers
less than %100 accurate.

That being said, it doesn’t really matter. The data you
derive from web analytics is still good enough to derive
a lot of useful insights.

Traffic data is all numbers -
hard quantitative stats, my
friends

Analytics is less about hard
numbers and more about
directionality

The most valuable information you can obtain from
tracking your web analytics are trends across time. By
observing changes to your key metrics across time, you
can begin to get a sense of how effective your online
campaigns and changes to your web site are.




2) ANALYTICS REPORTING TOOL: To find the right analytics reporting tool for your organization, evaluate
the pros/cons of the two different models. There are many web analytics tools out there that you can
purchase. We recommend if you are just getting started to sign up for Google Analytics —it’s free! You can
create an account at www.googleanalytics.com.

Web Analytics Model Description Pros/Cons
Web Log Analysis Works by reading the requests PROS: If you don’t currently have a more advanced
made to the server each time a analytics package installed, you can get started right
page on your site is loaded. away by looking at the information collected in your
server logs.

CONS: Very basic reporting, Inflexible data collection.

Page Tagging Works by reading a snippet of PROS: Robust reporting functionality, Customizable
code embedded directly onto data collection, innovation in web analytics.

your web pages.
CONS: Do need to be installed and configured. More
complex reporting capabilities can require that you
implement somewhat advanced changes to the
tracking code.

3) IDENTIFY GOALS: Before you can measure your site’s success, you need to articulate what online success
means for your organization then translate these articulated goals into tangible actions on your site. Write
down what your organization’s goal are for your website:

ONLINE GOALS



http://www.googleanalytics.com/

4) IDENTIFY SPECIFIC PAGES ON YOUR SITE WHICH INDICATE A CONVERSION: In order to track the success
of each of the goals you identified above within web analytics, you need to identify key pages which
indicate a successful conversion for each of them. These are the pages which you will set up as “goals”
within your web analytics package.

KEY PAGES

5) CORE METRICS: The essence of web analytics is in having key metrics. Listed below are a few key metrics
you can use. There are a lot of metrics out there so we encourage you to explore. You’ll discover the ones
that work best for you after time. Once you have your core metrics and have compared them over time,
use them to drive key business and design decisions.

a. Conversions per search phrase.
b. Bounce rates per referrer.
c. Bounce rates per landing page.

d. Landing page entrance paths.

e. Outcomes by all traffic sources.
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