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Search, Site, Blog & Social Media Analytics
• Landscape is changing in what you need to track

• Are you tracking blog and social media activity?

• Is Search Delivering Leads & Sales at 
Acceptable ROAS/ROI?

• Are you analyzing campaigns & ad groups 
to the keyword level?

• Is your data accurate?

• What does your KPI matrix look like?
• Are you using Google Analytics & another tool or are you switching to just 

one?
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Key Topics to Discuss:
• Paid Search Basic & Advanced KPIs

• Tracking ROAS & Customer Acquisition Costs: 
Organic vs Paid, Tracking Strings and Code 
Inaccuracies

• The New Google Analytics & Bounce Rate 
Obsessions

• Funnel Reports vs Path Analysis

• Social Media Analytics
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Basic Paid Search KPIs
• Ad Console Dashboard, Automated Reports

– Impressions, Clicks (Paid)
– CTR
– Average CPC
– Average Position
– Ad Cost by Campaign, Ad Group, Keyword
– Conversion Rate (CVR) optional
– ROI/ROAS unusual – might be Cost Per Conv.
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Advanced KPIs
• Dissecting ROI & ROAS (Return on Ad Spend)

– Average Cost Per Order (CPO)
– Cost Per Acquisition or Cost Per Action (CPA)
– Gross Profit vs Net Profit
– ROI vs ROAS

• Are You Utilizing Tools to Assess Advanced 
KPIs?

• Do You Know Your True Customer Acquisition 
Cost?

• Invest in tools that help you measure this
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What is your acceptable 
customer acquisition cost?

• Speed and quantity 
of customer 
acquisition does not 
always equate to 
acceptable profit 
margins for each 
customer

• Finding analytical 
tools to determine 
CPA, CPO, ROI
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Organic vs Paid Data Accuracy
• When was the last time you had a tracking 

string “checkup” on your ad 
campaigns/destination URLs and site tracking 
code?

• Are you 100% confident everything is 
installed and tagged accurately?

• Have your search marketing & web analytics 
vendor look at your tracking strings & site 
tracking code to verify this
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Tracking Everything
• Visibility
• Spider Activity
• Traffic
• Sales
• Latency
• KPIs
• ROAS
• Competitors
• Social Media



San Jose 2007 Bizresearch Columbus  614-846-7560 
www.bizresearch.com

9

Tracking SE Visibility Tools
• WebPositionGold

Notes: Version 3.5 incorporates WordTracker, 
WebTrends, APIs 
Can now analyze search results for organic, 
paid, shopping search
www.webposition.com

• Search Engine APIs getting so much better 
but may limit queries per day
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Why Ranking Reports Still Matter
• Redesigning?
• Keyword 

embedding?
• 301s in place?
• Need to see what 

pages are ranked
• Who/What ranks 

next to you – social 
media, competitors
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When to Run Ranking Reports
• We run reports every two weeks

– On the 1st and 15th of the month

– Reporting is available to clients through web-
based console, Bizwatch™

– APIs - you are limited to number of queries

– Yahoo is the most problematic with WPG – takes 
hours to run a report on 20 keyword phrases –
may choose to use their API service
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Web Site Analytical Tools
• Omniture
• CoreMetrics
• WebTrends
• Hitbox
• NetInsight/

NetTracker
• Google Analytics
• ClickTracks

• Differentiators:
– Interface, ease of use
– Automated, scheduled reports in PDF, CSV, 

XML
– Hosted (ASP) versus log file analysis software
– Ability to track paid advertising campaigns 

AND organic performance
– Ability to analyze aggregate traffic
– Ability to analyze user sessions for dynamic 

sites 
– Customer latency methodology (1st vs 3rd

party cookies; campaign tracking credit)
– Customer support & training
– Adaptability to interface changes
– Data ownership & use
– Cost



San Jose 2007 Bizresearch Columbus  614-846-7560 
www.bizresearch.com

13

Favorite Analytics Reports
• NetTracker - Robot/Spider Report

• Google Analytics - Network Properties/Network 
Location

• Google Analytics - Traffic/Keyword/Segment – view 
bounce rates by keyword, avg time spent, # of pages

• Google Analytics - Goal Conversions

• ClickTracks Pro - Funnel Reports
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Tracking Spider/Robot Activity
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Google Goal Tracking
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ClickTracks Funnel Reports
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Traffic vs Leads
• ClickTracks Pro 

Funnel Report 
indicated blog was 
top traffic driver

• Indicated it was not 
persuasive in the 
buying action

• Google shows top 
traffic drivers
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On-Site Social Media Analytics
• Top Traffic Drivers were blog 

entries
• Google Analytics blog series
• One blog entry: Emperors of 

the Ice
• Blog entry on 

WebmasterWorld – ranked 
“Suddenly Slimmer Las 
Vegas”

• Blog entry on organic farm in 
Costa Rica for client Collin 
Street Bakery
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What Shows Up 
Next to Your Listing?
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Can Blogs Help Page Rank & 
Rankings?

• Page Rank has increased by 1 pt

• Snippet often gets updated within hours 
at Google for blog page

• Blogs get attention faster, through 
rankings, readers, and blog alerts
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Lowering Bounce Rates
• Analyze bounce rates by keyword

• Examples of 100% bounce rates
– Mackinac’s gas prices
– Penguin internships in Antarctica
– Penguin online orders scam happy feet
– Las vegas ….. with jewels
– Cat climbers under $100
– B15 penguins pbs
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Bounce Rates
• 0% bounce rates

– Brand names
• Bizwatch, Bizresearch, Search N Spa

– Services
• ……

– Bizresearch Blog
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Bounce Rate Obsession
• Analyze bounce rates by keyword to 

determine which keywords need 
improvement

• May be your ad campaign, landing 
page, or competitors that cause high 
bounce rates



San Jose 2007 Bizresearch Columbus  614-846-7560 
www.bizresearch.com

24

New Analytics Required
• Tools needed to track specifically what 

shows up in social media properties

• Google Universal Search

• Social Media Properties – Views, Rank, 
Embed, Email downloads, comments
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Google Video Views, 
Rank, Email, Embeds
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Battle at Kruger –
Buffalo Survives Lion Attack

Copyright: NegativeSpace



San Jose 2007 Bizresearch Columbus  614-846-7560 
www.bizresearch.com

27

YouTube Video View Stats
• Nearly 14.5M Views of Battle at Kruger
• Recently featured on ABC’s I-Caught
• 14,432 comments
• 16 honors
• 11 video responses
• Video captured in September 2004 in S. 

Africa’s Kruger National Park
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Buyers Beware
• Tracking is like 

solving a crossword 
puzzle

• Time is Money
• Not everyone is 

good at solving 
crossword puzzles
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Web Analytics Time Crunch
• Agencies, clients, webmasters

– Be more willing to invest in this as a stand alone 
service, or job, or resource

– Be willing to spend time discussing the findings –
conversion analysis means nothing without client-
side interpretation

– Having the tool means squat if you’re not utilizing 
the information on a monthly basis, at a minimum
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Influence What 
Your Clients Think

Analytics assists you and 
your clients in making 
informed advertising & 
website marketing 
decisions
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Questions? 
• 10 Years: Full service search marketing agency

with a focus on tracking & optimizing for ROI

• E-mail
laura@bizresearch.com

• 1-614-846-7560 (EST)
Columbus Ohio

• Visit www.bizresearch.com
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Search N Spa™ Series
• President’s Club Executive 

Search N Spa Series – 8-10 companies

• Next Week: Mackinac Island, The Grand 
Hotel, Aug 28-31st - we strategize, research 
and work on improving your organic, paid 
search, links and social media campaigns; 
web analytics – 2 spots remaining
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