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Using eMetrics to Guide
Marketing Strategies
on the Web

Web analytics is the practice of measuring, collecting, analyzing and reporting on
Internet data for the purposes of understanding how a web site is used by its
audience and how to optimize its usage (definition by the Web Analytics
Association).

Over the summer, ITS spent a considerable amount of time evaluating the various
web analytic tools available and their associated advantages and disadvantages.
Ultimately we selected two tools (one was free and one was purchased - thanks to
Harold for his financial support). Chuck Wyatt and Tracy Axelson have been
working through the implementation of these products and we are finally in a place
where we are comfortable enough with the products, their capabilities and the data
that we are getting out of them, to discuss their practical application. Ideally, the
presentation that Chuck and Tracy have prepared will serve a catalyst for a
discussion about: realistic "business" objectives for our website; the development of
key performance indicators that are both actionable and measurable; and reporting
requirements.
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What is Web Analytics :

e the study of visitor, navigation, and traffic
patterns to determine the success of a given

b site
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Web Analytics does not purely focus on the amount of traffic which might only be
helpful in evaluating your bandwith usage and server’s capabilities. Instead it
focuses on in-depth comparison of available visitor data, referral data, and site
navigation patterns as well as being able to tell us the amount of traffic we receive
over any specified period of time.
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Data Sources

e Server Logs

e Visitor's Data

e Search Engine Data

e Defined Conversion Funnels

The various tools that perform this analysis use these sources to complete the
analysis. We’'ll talk about defined conversion funnels in-depth toward the end of the

presentation.
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Our Old Tool

e W-Usage
e Uses server logs only for
hit analysis

e Best use — to estimate
server load

e Good for historical
analysis
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Our old tool W-Usage was useful in evaluating the load on the server. It basically
tracked the hits in reference to certain pages - pages we decided to track. As we’ll
discuss later, this is not the best method of analyzing the success or failure of a web
site. But it is good for us to have this tool if simply as a means of historical analysis.
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Our New Tools

5

Urchin 5 Software

Urchin

Server side

Combination of server
logs, cookies, and
javascript code in its
analysis

GOUgIG Analytics

Google Analytics

External to our servers

Uses cookies and
javascript code to
analyze web traffic

But this fall we have incorporated two new tools. These two tools have their own
strengths and weaknesses and each will be used for different reasons.

Urchin is a software application installed on our servers that uses a combination of
server logs, cookies, and javascript code to perform its analysis. Google Analytics
is offered free by Google, it functions completely separate of our servers and is only
capable of using cookies and a small snippet of javascript code that we place on

pages we want to track.

Web Cookies: web cookies are a tiny text file sent from the web server to a visitor's
browser and on returning visits to that site, sent back again, unchanged to provide
some information about that visitor. Cookies are used to maintain information about
visitors’ previous interactions with a web site, for authentication, or for simple

tracking purposes.
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Pros and Cons of

e Pros

e Very Accurate Session
Data

e Deeper Level Page
Analysis

Urchin %

e Cons

e Does not provide
Marketing-Based Data

e Geographical Analysis
and Visitor Data Could
be Better

Urchin, for its reasonable price tag, does a terrific job of determining what is a real
person visiting our site. It uses a combination of a cookie to track the session,
along with our logs and page code to create a very accurate picture of the human

traffic on our site.

Urchin does not provide the great marketing-based data that Google Analytics is so
useful for, therefore we’ll use Urchin for more of the standard reports.
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Pros and Cons of
Go nge Analytics
e Pros e Cons
Excellent Graphical Page Level Analysis is
Representation of Data More Superficial
Provides for Marketing- Tracking Method Not as
Based Analysis Accurate as Urchin’s
UTM
No Historical Data

Google Analytics tracking method is not able to use our logs to decide what is a
returning or unique human visitor — but even with that, the numbers generated by
Google are VERY close to what we get internally with Urchin.

Google Analytics limits the depth of the page navigation and it also limits the
number of profiles you have available without paying a fee, although what is
available for free is more than sufficient for the present time.

Google Analytics has a wonderful graphical representation, especially of the
geographical data and what we are most excited about, the ability to preset
conversion funnels to track marketing goals on the site. More about that specifically
later.
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Definitions and
Examples

00
Common Terms Defined and | eeee
Some Basic Reports :::'
o0
®

Before going into the marketing driven analysis, I'd like to make sure everyone is on
the same page with understanding the basic terms of web analytics and at the same
time go over some of the basic reports that we recommend should be run on a
periodic basic. These reports are really valuable when you look at the trends over
time rather than informative in and of themselves. We can talk at the end of the
presentation about who would like to get these periodic reports as well as what
intervals makes the most sense for informative comparison.
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Visitors :
e | e A visitor is a unique
individual user of a web
site.

e Tracking methods vary

e UTM uses a complex
L e el | algorithm to determine
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/ “visitor”
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A visitor is a unique individual user of a web site. The Urchin tracking method,
UTM, as previously stated does a very good job of evaluating the data to determine
real human users of our site. (there are lots of non-human visitors to the site such
as web bots that help search engines to index a site).
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Sessions
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e A session is a period of activity by an individual
visitor from entrance point to exit point

Thm 9421

The session, in addition to visitors, is probably one of the most useful pieces of
information we can gather. The session is the period of activity by an individual
visitor from the time they entered our site until they exited our site (or left the site up
dormant for a long period of time — walking away to go do something else for
instance would result in a timeout after a particular length of time).
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Pageviews
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e A pageview is a request from a visitor's browser for
a displayable web page

A pageview is a successful request for a single web page on our site. This does not
count objects on the pages, it only counts a page itself.
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e A hit is a successful request from a visitor’'s browser
for ANY page element: images, media, scripts, etc

Hits are the least valuable piece of data gathered from a value perspective. To say
we had 400,000 hits this week means absolutely nothing to the success or failure of
a site apart from being able to assess the load on the server. Hits reflect every
single object loaded on a page (images, links, includes, etc) and a single web page
may have many hits associated with it.
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Session Summary

Report! Surmmary clarku, edu [external - UTM) Ex q b

; port: R 7
Date Range: 0° . B B
Total Sessions 25,273.00
Total Pageviews 128,350,00
Total Hits 2,653,487.00
Total Bytes Transferrad 30,89 GB
Auerage Seszzions Per Day 2,610,422
Auerage Pageviews Per Day 18,335.71
Auerage Hits Per Day 279,069, 57
Auerage Bytes Transfarred Per Day 4.41 SR
Auerage Pageviews Per Session 5,08
Auerage Hitz Fer Sesszion 104,99
Average Bytes Per Session 1.25 MB
Auverage Length of Session 00:04:20

e Per session analysis gives us a better idea of the
activity of visitors on the site

Session analysis is very helpful over time. The only parts of the per session
analysis that | would think the marketing team would be interested in is the total
session, total pageviews, average sessions per day, average pageviews per day,
and average pageviews per session.
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Referrals in General

Report: Referr <u, ed ternal - UTM)
Date Range: 0 =
@ Pravious Filter @ e| | #5hown | 10« | Go To# |1 | Show/Hide

= Referrals (1-10)/ 2,964 2 Sessions Percent lu—'i:%
1. [no referral) 73,875 55,249 [—
2, www.google com/search 29,802 22.14% |[—
3. search.yahoo.com{zearch 4,258 2.13% §
4. search.msn.comfresults, aspx 1,432 1.07% |
3. appz.collegeboard. comyzearchy Collegeletail.jsp 1,377 1.03% |
&. google.co.ukfzearch 9E7 0.72% |
7. chranicle. cornfjobs/id.php 924 0.69% |
%, images.google, comfimagres 880 0,66% |
F www.google, cafzearch 830 0.62% |
100 wuww. ask, comfuweb 552 0.41% |

View Total: 114,697 85.77%

@ Mext Total: 123,726 100,00%

e Where does our traffic come from? These are
external web pages that brought traffic to our site

This report can tell us what pages external to the Clark site are driving traffic into
our site. You'll see that Google’s search engine is responsible for a full 22% of our
traffic. But notice over 55% of our traffic (for this time period) has NO REFERRAL.
That means that either they have our site bookmarked as a favorite, they type in the
URL directly, or they were emailed a link perhaps. Notice that one of the higher
referrers is the College Board site.
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Most Popular Search Engines

@ previous Filter (& | #Shown | 10+ | Go To# |1 | Show/Hide
= Search Engines (1-10)/ 2341 3 Sessions percent © S _ I‘SSI"S?%
F www.google.com 30,102 55,679 [—
P zearch.yahoo.com 4,322 10.01% B9
F zearch.msn,com 1,754 4,00% §
F google.co.uk WEE 2.21% 1
F www.google.ca 227 1.89% |
P owww, ask.cam 555 1.27% |
P www. googlesyndicatedzearch.com 260 0.22% |
F google coiin 350 0,80% |
F apps.collegeboard.cam 310 0.71% |
P google.com.au 240 0.55% |
Yiew Total: 39,854 90,91%
@ Mext Total: 43,838 100,00%

e This report ranks the search engines referring to
your site by the number of sessions created.

Instead of looking at all referrers, we can look purely at the search engines used to
drive traffic to our site. Google and Yahoo would of course be the highest, but we
can also see other search engines represented. This might be helpful in
determining where we might like to purchase keywords or place other advertising.
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Search Terms by Engine

Export: il B3 | =
@ Previous Filter @ @ #shown | 10 % | Go To# |1 Show/Hide | Luil |
2 Search Engines [1-10)/ 11,918 > Sessions Percent | ___ 3083
T www.google.corm 30,102 100,00%
clark university 11,087 36,53% e— =
clark 1,429 4,95% B9 [
clark u 381 1.27% 1 =
robert goddard 269 0.89% |1 e
clark university worcester 245 0.82% |1 =
clark univ is1 0.60% | e
economic geography 139 0.46% | =
“clark university” 123 0.41% | e
clark university athletics 99 0.33% | =
clark university rma &5 0.28% | e
View Total: 14,101 46.84%
@ Mext Total: 20,102 100,00%

e Expanded reports allow us to see top search terms
associated with the different search engines.

The search engine report allows us to “drill down” to view the rated search terms
used in any of these search engines as well. We can see what search terms are
actually driving traffic to the site. What this report cannot help us with is evaluating
what terms people might be using where our site does not place highly on the
results. Obviously with this report, we can see that if someone searches by “clark”
or “clark university” we are placed as number one in the results (just perform this
search to see where you place) but if someone searches by “liberal arts
massachusetts” where do we show up?
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Keyword Searches

axternal - UTM)

e Previous Filter @ e| | #Shown | 10 % | Go To# |1 | Show/Hide
= Search Terms [1-10) / 4,453 & Sessions Percent E—'ﬁe%
1. cark university 3,340 34.40% A
2, clark 430 5.05% B9
3 dlark u 11z 1.15% ¥
4. economic geography 7z 0.74% |
5. robert goddard 71 0.73% |
&, clark university worcester 1:1 0.60% |
7. clark univ 44 0.45% |
& clarku, edu 44 0.45% |
9. “clark university® 42 0.43% |
10, clark university worcester ma 40 0.41% |
Yiew Total: 4,313 44,42%
@ MHext 3,709 100.00%

e Actual keywords and phrases visitors typed into

search engines to find our site

The keyword searches report rates the keywords used that successfully hit our site

across all of the search engines.
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e More than 100 Searches

Blackboard
Campus map
cMail

Email

Library
Student email
Tuition

Internal Keyword Searches :

e More than 50 Searches

Academic calendar
Bookstore
Directions
Goddard library
Health services
Study abroad

What isn’t represented in the Urchin/Analytics keyword and search reports is what
terms individuals are using once on our site to find content within the site. The
search page consistently ranks in the top 10 visited pages. Chuck wrote a little
application to record search terms on the internal search page and evaluate that
data. Itis important to know that we can filter this data in a variety of ways, for
instance by on-campus searches and off-campus searches.

Internal Keywords help us to:

*Evaluate the effectiveness of the site’s navigation

*Evaluate placement of high interest links

Search terms with more that 100 requests:

blackboard
campus map

cmail
emalil
library
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e Previous

Report: Entrance P

Date Range:

Top Entrance Pages

ernal - UTM)

Filtzr @ e|

|#Shown| RO V| Go To#|1

| Shaow/Hide

L O I O N

11,

1z,

13,

14,

13,

16,

* Entrance Pages (1-50) / 4,308

- dindex. ofm

Jintranet/indesx. ofrm

+ fathletics, ofm
 frezearchigoddardfindesx. ofm

+ foffices/hrfiobsdb, ofm

+ facademiccatalogffacultybio, ofm
 fecongeographyfindesx, ofm

- Jdepartments/mathes/indes, ofm

. fdepartrnents{geagraphyfindex, ofm
10,

facademiccatalogffaculty, ofm
Jacademiccatalog/course, ofm
Jdepartrnents, ofrn

Jadrnizsions/ applyfindes, ofrn
fugadraizsions, ofrn
Jintranet/studentdigest/fullnews, ofm

fasamiindes:, ofm

2* Pageviews

597,718
21,004
2,323
2,238
2,022
1,450
1,109
1,028
971
Fo9
88
£81
5325
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E0E
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43,
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This report ranks the entrance pages across our site- an entrance page is the first
page viewed in each session.
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e Previous

Top Exit Pages

mal - UTH)

Filker @ el

|#Sh0wn| 50 Vl Go To# |1

| Show/Hide

L I O O I

i1,
1z,
i3,
14,
15,
16,
i7.

2 Exit Pages (1-500/ 5,10%

+fintranet/index. ofm

- findex, ofm

+ doffices/hrfjobsdb. ofm

. fresearchfgoddardfindex, ofm

+ facademiccatalogffacultybio ofm
. fugadmissions. ofm
 isearch.cdfm

. fdepartrnents, ofrn

+ fathletics. ofm

1o,

{athletics/newsdetail, ofrm
fresearchf/goddard/databaszes/index, ofm
fadmissionsfapply/index. ofm
ffasztfacts. odfm

facademiccatalogfcourse, ofm
fdepartments/mathecs/indesx. ofm
facademiccalendar. ofm

fadmissions/visit/ directions. ofm

* Pageviews

24,127
20,009
3,228
1,849
1.661
1,615
1.610
1.440
1.415
1,286
1.106
1,082
1.002
41
796
770
et}

Percent

is.
14,

2
1
i
1
i
1
i
o,
0
]
0
]
0
]
0

045
FE

41%
.38%
245
L21%
L20%
.08%
.06 %

FE %

L83%
L21%
LT3
PO
LE0%
B=l=ke
LO5%%

FRERERERERAERERER EE

The report ranks the top exit pages — the exit page is the last page viewed in each

session.
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Report: Boun
Date Range:

ermal - UTM)

Bounce Rate

Export: il E

@ Previous Filter @ e| | #5hown | 50w | Go To# |1 | Show/Hide
¥ Bounce Pages (1-50)/ 4,308 3 Bounces .| ¥ Entrances/l.| ¥ Bounce Rate ?—'—Ulgs
1. fintranet{index, ofm 16,797 21,004 79T F—
2, findex.ofm 132,862 57,718 24,02% W
3. facademiccatalogffacultybio, ofm 999 1.450 65, 90% F—
4. fresearch/goddardfindesx. ofm 973 2,258 43,09% F—
3. foffices/hrfjobsdb, ofm Fas 2,022 36,50% Fe—
&, fdepartrments/mathcsfindex, ofm kel 1,026 49, 36% Fm—
7. facademiccatalagfcourse, ofm 521 688 75, T3 Fee—
8. [fathletics.ofm 430 2,323 18.51% =
9, fecongeographyfindes, ofm 415 1,109 37.42% W—
10, foffices/policef/index. ofm a7e 417 90,17 % F—
11, fecongeographyfissue, ofm 200 372 S0,65% F—
12, jintranet/studentdigest/fullnews. ofm 293 B0 48, 35% Fm—
13, falurnniocfm 279 447 G2, 42% F—
14, facademiccatalogf/faculty, ofm 242 Fo9 34,139 P
15, fdepartrents/geographyfindesx, dm 235 971 24,20% W
16. fresearchimaplibraryfjapanesefindasx. ofm 232 346 £7.05% F——

Bounce Rate refers to the number of sessions that began and ended on the same

page without going to any other pages during the session.

Bounce rate sounds very bad but keep in mind that often the point of a page is for
someone to visit it, read it or perform some other action such as printing or making

a phone call, and then close it. It also can reflect visitors driven to our site through a

search engine who find that our site is not what they were looking for. High
placement on results pages in search engines can equate to higher bounce rates.
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Length of Session

clarku,edu [external - UTM] Export: w2 | =1

00&

loath | il | S5

DII-I-I-I-I-I__
0-10 sec 11-30 31-60 1-3 min 3-10 min 10-30 mir S0+ min

- £l - £y

e How much time visitors are spending on your site

How much time are our visitors spending on our site per session.
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Depth of Session

Report: Dep du [external - UTM)

Export: R 7 B =
Date Range: . L D | =
Sesciome _
70 000
0 III e ol
1 pages 6 pages 11 pages 16 pages 20+ pages

e The number of pages viewed for each session

For each session, this report records the number of pages viewed.
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To

0 Requested Pages

Report: Regu [ ernal - UTM)

Date Range:

e Previous Filter @ el |#Sh0wn| 10 Vl Go To# |1
+ Pages [1-10)/ 7,761 3 Pageviews Percent IU—'J“I;%

1. findesx,ofm 2,953 13.72% emee———

2. fintranetfindex, ofrm 32,658 S.40%  F—

3. fzearch.cfm 25,524 4,22% .

4. fugadmissions. ofm 15,394 2,55%

3. fdepartrents.ofm 15,124 2,50%

&. fathletics, ofm 12,392 2,05% .

7. foffices/hrfjobsdb, ofrm 12,325 2,04% W

5. fundergraduate,ofrn 5,179 1.02% ®

3. faboutclark, ofm 5,994 0.99% N

10. fadmissions/ applyfindes. ofm 5,911 0.9g% W
View Total: 214,466 35.47%

@ Mext Total: 604,534 100,00%

e Pages ranked by number of page views
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Top Downloads
ternal - UTM) —
Date Range: - - ELTE W<
@ Previous Filter @ el |#Sh0wn| 10 Vl Go T0#|1 | Show.l"Hide-
2 pownloads (1-10) / 4,023 2 Hits Percent L LB
1. fadmissions/applicationforms/dormestic_app_0&,pdf 2,449 1,91% |—
2. fadmissionsfapplicationforms/supplement. pdf 1,505 1,17% e—
3 Jfstudents/zab/_vti_bin/fpoount exe 1,10z 0,865 (—
4. fundergraduste/parents/forrms/Registration_Forr_2006, doc 769 0,60% e
5 Jfstudents/philosophycub/docs/nagel pdf 553 0,43% .
& facaderniccatalagf Clark+Catalog+06-07, pdf 531 0,.41% e
7 fhandbook/handbook, pdf 528 0.41% B
2. fedioyceftrig/Geometry.zip 520 0,413
9. fcampusmapfcampus-rmap, pdf 470 0,37% B
10. fadmissiens/applicationfarms/FeeChargefutharization, pdf 453 0,35% B
View Total: 58,880 6, 92%
@ Me:xt Total: 125,351 100,00%

e Top downloaded documents such as PDFs or Word
Documents
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Directory Drilldown

Report: Di w TR, val = UTH)

Date Range:

e Pravious Filtar @ e| | #Shown | 10 (& | Go To# |1 | ShowiHide

+ Directory and Pages (1-10] / 530 2 Pageviews pPercent U S .13;?2%

findes, dirm 82,955 13,725 [ F—

21 fdepartments 75,485 12,495 Fo—

(1 /athletics 58,550 9.68% FE—

3 /admissians 53,569 5.86% T—

1 foffices 50,128 5.29% F—

1 intranet 39,327 £,50% F—

21 facaderniccatalag 26,342 4,36% e

fzaarch.cfm 25,524 4,22%

1 /gsem 16,237 2,69%

1 fresearch 15,698 2,60%
View Total: 443,815 T3.41%

@ Mext Total: 604,554 100.00%

e \We can view the directories that have the most
pageviews for the time period

The Directory Drilldown report ranks the directories in our web by number of pages
viewed. Notice that /index.cfm and /search.cfm are both listed in this initial report as
they are not part of a subdirectory and they rank in the top 10.
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Directory Drilldown

e And then go further down....

|- UTHM) B o
@ Previous Filker (@ e| |#Shown | 10 V| Go To# |1 | Show/Hide
+ Directory and Pages (1-10)/ 23 3 Pageviews Percent E—'ﬁﬁ%
E fadmissions 532,569 100.00%
21 fuisit 16,677 31,13% F—
21 fuirtual 11,913 22,243 —
21 ffinancialaid 7411 13.83% o
21 fapply 7,140 13.33% F—
21 fapplicationforms 3,598 £, 72% e
21 felarkdiaries 1,713 21w W
21 firtarnational 1,246 z.23% W
Jeantact, ofrm 939 1.75% N
1 fspecialprograms 833 1.56% F
21 fapap 556 1,04%
View Total: 52,032 97.13%
@ Mext Total: 53,569 100,00%

We can then drill down into the directory of interest to see the lower directories...
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Directory Drilldown

ernal - UTM) B e
= &
@ Previous Filter (@ e| |#Sh0wn | 10 V| Go To# |1 | Show/Hide
+ Directory and Pages (1-10)/ 13 3 Pageviews Percent E—'ﬁi%
[ /admissions/visit 16,677 100,00%
findesx. cfm 5,585 33,495 FE—
21 fealendar 2,937 17.61% —
fcalendar. ofm 2,815 16,555 F—
/directions. cfrm 1,594 3.56%
Joptions. cfm 1,506 2.03%
fpreviewday. ofm 281 5.28% B9
1 fpreviewdays &850 3.90% B
/parking. ofrn 288 1.73% B
/hotels, cfm 262 1.57%
frestaurants, ofm 156 0,94% 1
View Total: 16,674 99.98%
@ Mext Total: 16,677 100,00%

e And further still until you can see the actual pages
for that directory.

..and eventually the pages and their percentage of the total pageviews.
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Browsers/Platforms

gzz:r: ; :;:n b u,edu (external - UTM] Export: e
e Previous Filtar @ e| |#Sh0wn| 10 V| Go To# |1 | Show.l"Hide
= Combos (1-10) f 400 & Sessions Percent IU—'J?%

1. Internet Explorer|6.0 - Windows|xP 85,270 53.76% [—
2. Firefox|1,5.0,7 - Windows|®P 16,494 12,33% B
3. Internet Explorer|6.0 - Windows|Z000 5,721 4.28% N
4. Safari|419.3 - Macintosh|PPC 4,051 Z.03% §
3. Firefox|1.0.7 - Windows| %P 2,759 z.06% 1§
&, Internet Explorer|7.0 - Windows|xP 2,242 1.68% |
7. Internet Explorer|6.0 - Windows| 92 1,759 1.32% |
&, Safari|312.6 - Macintosh|PPC 1,439 1.08% |
9. Firefox|1,5.0.7 - Macintosh|PPC 1,379 1.03% |

10, Firefox|1.0.6 - Windows|%P a7z 0.73% |

Yiew Total: 122,087 91,30%
@ Meaxt Total: 123,726 100,00%

e What browser and computer platforms combinations are the
most popular among our visitors?

There are a variety of reports to tell us what browser and computer platforms are
most prevalent. This helps us a great deal when deciding what technologies to
implement on the site. This report comes from Urchin. Google Analytics also has a
report on the screen resolutions being used by visitors. That is very handy
information as well from a technical perspective.



Web Analytics

Unique vs. Returning Visitors

—| Newr vs Returning I I| e | E

52.61%

Yisitor Type |

Mew Misitor

Returning Misitor

&7 .39 %

| show All | Hide &l

e Absolute unique visitors for a date range

This comes from Google Analytics where all previous reports came from Urchin’s
interface. Urchin does not have a report to address this question of unique versus
returning visitors.
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Geographical Locations

—| Geo Location [

45,250

F.24%

5.35%

22.63%: |

LS [E

—|tountry /Region /City |

Maszachusetts
Mew York
Califarnia

[no data)
Connecticut
Mew Jersey
Texas
Pennsylvania
Rhode Izland
Mew Hampshire
[other)

| Show All | Hide Al

e Top ten within the US
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_|

Geo Locabon

Geographical Locations

B6.06Y

G655

%

[country /Region / City |
| United States
" United Eingdom
[ Canada
China
" India
[ Germany
Australia

France
I Japan
[ Taiwan

[ather)

[ show all | Hide All

e Top ten countries
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Geo Map Overlay

Geo Map Overlay Export S
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Web Analytics

Defined Conversion
Funnels

Conversion Rates and
How They're Measured

We'd like to introduce the idea of conversion rates and the marketing-driven
analysis that Google Analytics can provide. It is here that we are looking for

guidance from the marketing committee as to goals that are viable for this type of
tracking method.
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Conversion Rate

e The number of goal conversions divided by
sessions

e Looks at whether your visitors have
completed some action specified as a goal.

In terms of eCommerce, it is very easy to explain conversion rate. How many visits
to XYZ company resulted in a purchase of ABC product?

In terms of Clark it is more difficult to define goals because there isn’'t a “checkout”
so to speak. However, we do have several goals on our site (admissions, giving to
the Clark Fund, filling out various forms, etc).
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Conversion Funnel

e The series of pages leading up to the goal page.

Basically some expressed goal, marketing or otherwise, can be measured by the
entrance to a particular page or set of pages, the click through of required pages,
and the completion of the specified goal. The series of pages that leads to the goal
page is referred to as the funnel.
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Admissions Conversions

CLARK
M [N IVERSITY

Admissions

Join CQur Mailing List

This survey is intended for prospective first vear and transfer students only,
Once you have submitted the survey you will receive an electronic wiewbook by & |, “rour
name will be added to our mailing list so you will receive all other material by reg

If yvou do not have an e-mail address, please click here.

Please select your status

First year o] | Choose year of graduation V|

Admiszions Home

Undergradud
Beyvond good gradd
individuals that can
become a part of o
Campus Wisits 4 environment” rewa

e Request More Info e Tsnts i s

Transfer O | Choose entry term % | (Please note that Spring entry is not

Apply o
Financial Aid 4

Chuck and | chose the admissions “request more info” form as the most logical
example of a conversion goal on our site. Obviously, we want students to visit the
form and fill it out completely, providing their contact information so that they can
receive admissions materials. This form is laid out in a series of pages which
request personal and contact information as well as specific programs and other
items of interest. The form creates a dynamic email to the student providing links to
content in our site and makes a record in the database for admissions.

What did we find?
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This is the defined funnel navigation for September through October.

The defined funnel navigation report tracks visitors to the goal pages from their entrance through
their exit or completion of the goal. We can see what pages referred the visitors to the goal pages

and then for each piece of the funnel, we can see where visitors jumped out of the process.

The largest percentage jump out right at the beginning. They don’t even start the form. This could

be parents realizing that they need to have their child fill out the form for instance.

We lose 45% on step 1, only 43 of which are exiting their browser completely. The rest continued on
to other parts of the Clark site.

On step 2 we lose another 23%, but roughly %2 of these are closing their browser completely. The
rest go to other Clark pages.

Step 3, we lose only 11%. So for the goal, we end up with a 35.9% conversion rate.

38



Web Analytics

Conclusions o

e Use the data to improve the form:
e Provide a “request info” form for parents
e Reduce the number of questions
e Provide a process indicator

These defined conversion funnels really should be able to help us determine where the problem areas are for
this more info process.

We lose % right off the top. Perhaps, as recent studies indicate, students do not want to give away any
personal information and prefer to find out what they want to find out about a college without being “marketed
to”. At STAMATS it was announced that this year 40% of applications received by colleges were the first
contact that the colleges had had with these applicants. It could also be that parents begin to “request more
ingo" only to?find that the student has to fill out the form. Perhaps we could provide a link for parents to request
information?

Further down in the process, we lose another 23%. That second step is a long page of questions that could be
scary to the students. Perhaps we can pull out anything that isn’t absolutely necessary since all of these
students should be getting a timely contact from an admissions counselor anyway? We might also wonder if
the prospect bails out because they don’'t know how long the form actually is, so perhaps adding a process
indicator would make them feel more comfortable.

While this “request info” form does provide a nicely formatted HTML email with links to relevant information, we
feel that the “thank you” page should also provide links other parts of the site they might find interesting based
on their answers to the questions. This data is already in a database so putting it up on that page based on
their responses would be very simple. If all the confirmation page says is “thank you” the natural tendency is to
close that browser window. Instead, we feel it would be better if we kept them on the site by presenting links to
other interesting content.
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What We Need From You

e Marketing Goals for Tracking
e Intervals for Providing Reports
e Method of Providing Reports

Marketing Goals:

We need the committee to specify web marketing objectives, either already in
existence or to be developed, which would allow us to define key performance
indicators that are both actionable and measurable.

Reporting Intervals:

What intervals make sense in terms of the basic reports? Reporting intervals for
conversion funnels, once defined, will most likely need to be decided on based on
the content being analyzed, taking into consideration the natural business cycles
represented in that funnel.

Reporting Methods:

How would the marketing committee like to receive reports — in an emailed report,
on a password protected web page, presented in person?
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