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In this chapter you will learn about:

The importance of setting the right goals and some of the  �
goals often set for Web sites and marketing campaigns

How marketers can track Web sites and what data relating  �
to a Web site they can analyze
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Ultimately, every marketing campaign and every Web site is executed 
to achieve some pre-established objective. Establishing specifi c goals 
and continually measuring progress toward those goals allows market-
ers to zero in on the often elusive, ever-changing recipe for achieving 
Web site success—however success is defi ned.

Benchmarks for Success: 
Setting the Right Goals
Th e need to set clear objectives might seem obvious, but setting appro-
priate goals is often tricky. Marketers must set goals that take into 
account the purpose of the site or campaign, the market, the budget, or 
a combination of all of these factors. Setting the right goals can make all 
the diff erence in whether or not any Web eff ort is a success.

Large marketing eff orts and sites will often set goals for every com-
ponent. A viral campaign might have one set of goals, while banner 
advertising might have another. E-mail blasts might be launched with 
a third goal in mind. Companies also often set diff erent goals for dif-
ferent elements of a Web site. Blogs may be intended to serve a diff er-
ent purpose than a contest, which may serve a diff erent purpose than a 
limited-time sale. For ease of explanation, we will break possible goals 
down into two distinct areas: marketing goals and Web site goals.

Marketing Goals
Marketing goals can focus on a variety of diff erent measurements, 
including:

New site traffi  c • : A marketing campaign is often executed in an 
attempt to bring new visitors to the site. Th e goal for this type of 
campaign is often expressed as either a targeted number of new 
visitors or as a percentage increase in the number of new visitors 
from a previous month, quarter, or year.

Returning visitors • : Some marketing campaigns are run solely for 
the purpose of bringing established visitors back to the site. Th is 
goal is also expressed as a specifi c number of visitors or as a per-
centage increase in the number of returning visitors from a previ-
ous time period.

Distribution of information • : Sometimes marketers can mea-
sure the success of a viral campaign by measuring the amount of 
times a fi le or piece of information is passed on from one recipient 
to another. Th ere are some software programs available that can 
track how many times an e-mail has been forwarded. However, 
marketers can also judge the eff ectiveness of a viral campaign by 
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measuring whether or not traffi  c to their site is increasing and if it 
is increasing in geographic areas where they are not engaged in any 
other marketing eff orts.

Percentage of e-mail click-throughs • : Goals for e-mail marketing 
campaigns are often based on the percentage of people who open a 
given e-mail and click through to the Web site.

Increases in specifi c regional audiences • : Marketing campaigns 
are often run on a regional or local level to increase audiences in 
specifi c geographic territories.

Web Site Goals
Site goals can be fairly expansive as well, including goals relating to 
one of more of the following areas:

Gross revenue • : E-commerce sites often set goals based on gross 
revenue. Th ese goals are set as a specifi c target amount or as a per-
centage increase over a previous time frame.

Number of leads gained • : Business-to-business sites that do not 
generate sales through e-commerce need visitors to take action by 
calling or e-mailing the company to request more information or 
to set up an exploratory meeting. Th ese companies will set goals 
for how many leads are generated from their Web site. Th is type of 
goal is usually measured in terms of the number of e-mails gener-
ated directly from the site or the number of online forms sent in 
requesting further information about a company.

Number of pages visited • : Sites typically want to maximize the 
number of pages viewed by each visitor and will set specifi c goals 
for this.

Length of time spent on the site • : Similarly, Web sites want to keep 
people on their site as long as possible. Sites will set goals to reach cer-
tain time-based benchmarks, often adjusting content to make infor-
mation more compelling in order to keep visitors on the site longer.

Specifi c pages visited • : Very often, marketers identify certain 
pages on a site that they most want users to visit. Successful site 
marketers do not assume that users will fi nd these pages by acci-
dent; rather, the marketers create links and visual elements that 
draw attention to and deliberately drive people to these pages. 
Marketers set goals relating to how much traffi  c actually reaches 
the targeted pages.

General brand building • : For some sites, the goal may just be to 
increase brand recognition. Th is goal can be diffi  cult and expen-
sive to measure (usually done via pre-launch surveys of brand 
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recognition, which are later compared to post launch surveys of 
brand recognition). However, long-term success for a company 
often relies on the market having knowledge of the brand, therefore, 
raising brand awareness is an important goal for many marketers.

Visitor registration • : For sites that want users to register as mem-
bers, sign up for an online newsletter, or otherwise subscribe to the 
site, marketers set goals that are based on the number of partici-
pating visitors.

Establishing Numbers-Based Goals
Setting goals can be diffi  cult work, and it requires a realistic under-
standing of what can be achieved through specifi c marketing eff orts. 
Goals are pointless if they are arbitrary. It would not make sense, for 
example, for a print advertising campaign to have a goal of increasing 
the amount of time users spend on a site. External-facing market-
ing eff orts can help increase the number of visitors to a site, but the 
site must be designed in such a way as to keep people there longer. 
Similarly, a goal based on leads generated from a Web site is point-
less unless a company understands how many leads are required to 
generate one sale and how many sales are required to compensate for 
the cost of the site as well as the associated marketing eff orts. Th ere-
fore, it is vital to set appropriate, realistic goals based on solid fi gures 
aimed at achieving a positive ROI (return on investment). ROI is the 
positive or negative return that is generated from any investment, 
including marketing and Web eff orts.
Th e need for specifi c, numeric-based goals can be best illustrated 
through example. Suppose a human resource management company 
sells its services at an hourly rate of $150 an hour. Th e company’s average 
billing per client is approximately $10,000 over the lifespan of an account. 
In reality, a company would need to deduct its expenses from its gross 
sales to calculate its net sales. However, for the sake of this example, we 
will assume that the company’s gross sales and net sales are equal.
Th e company has a Web site established, and the site generates fairly 
steady traffi  c. Unfortunately, the Web site is not generating many 
new sales leads. In an eff ort to increase sales, the company decides to 
promote itself as an expert in its fi eld by holding a Webinar. A Webi-
nar is an online seminar in which a speaker makes a presentation on 
a given topic to an audience over the Web. A Webinar can include 
live video, presentation slides, and the ability for the audience to ask 
public or private questions.
To hold the Webinar, the company will need to pay an outside fi rm 
approximately $12,000 for the technology to host the event, which 
includes setting up a promotional Web page for interested parties 
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to review. Th e company will also have to spend money to promote 
the Webinar—it can sometimes be diffi  cult to convince busy execu-
tives to take time away from their day to attend a Webinar, even if 
attendance is free. Costs for marketing and promoting the event will 
include the following:

$20,000 to the PR agency the company will hire for a three-month  •
eff ort to promote the event through online and offl  ine media.

$3,000 for signage and handouts to promote the Webinar at an  •
upcoming trade show the company will be attending.

$12,000 to a marketing agency to conduct an e-mail blast cam- •
paign, including the following costs:

$5,000 to write, design, and program two promotional e-mail  •
blasts along with a third blast to remind registered attendees 
just prior to the event

$1,000 to organize and send the e-mail blast to the company’s  •
existing house-list

$6,000 for a list of new contacts from an e-mail list broker •

An additional $3,000 in miscellaneous fees, such as the design of  •
the presentation template, updates to the company’s home page for 
promotional purposes, etc.

For the purposes of this example, we will not try to measure the hours 
spent by company employees writing and rehearsing the presentation 
and promoting the event to existing clients (who they may want to 
attend in an eff ort to sell them additional services). In real life, how-
ever, these activities are costly and typically calculated by counting the 
number of hours that will be devoted to the project, the number of 
employees working on the eff ort, and the salary and other expenses 
that will be incurred.

Given the hard costs in this example, the event will cost the company 
a total of $50,000. At an average total billings of $10,000 per client, 
the fi rst goal is fairly straight forward: this Webinar needs to result 
in fi ve new clients in order to break even; six or more to generate a 
profi t (a positive ROI). However, setting a goal for acquiring a certain 
number of new clients is not suffi  cient. Th e company also needs to 
set a goal for how many people must attend the Webinar in order 
to result in fi ve new clients. Historically, the company works on a 
10% conversion rate, meaning that for every ten potential clients the 
company makes contact with, it generates one new paying client. Th is 
makes the second goal very clear: the Webinar needs to have 60 com-
panies in attendance if it hopes to sign on the six new clients neces-
sary to generate a positive return.
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Unfortunately, having 60 companies attend the Webinar does not 
mean getting only 60 people to sign up. Even if we make the unreal-
istic assumption that everyone attending the Webinar will be from 
a diff erent company (in real life, there may be two or more people 
from a single company attending, thereby reducing the number of 
potential new clients), the attendance rate for those who sign up for 
a Webinar is almost never 100%. In this example, assume the vendor 
that is going to host the Webinar informs the company that based on 
its experience hosting Webinars in the HR industry, only about 33% 
of everyone who signs up for the Webinar will actually attend. Th e 
others will forget, have something more important come up, or just 
change their minds at the last minute. With this statistic in mind, a 
third goal has been established: in order to get 60 companies in atten-
dance, the company needs about 180 registered attendees.

Th e list broker that will provide the e-mail contacts is providing them 
for $.50 per contact, so $9,000 buys 18,000 contact addresses. Th e 
company putting on the Webinar also has its own list of about 2,000 
contacts, bringing the total number of e-mail contacts to 20,000. Past 
e-mail eff orts for the company have been hit-and-miss—some have 
really helped drive traffi  c to the site; others have failed to make a dent. 
So it is hard to fi nd a good statistic from past eff orts on which to base 
future goals. However, as a point of reference, their past open rate for 
e-mails was roughly 12% and their click-through rate hovered around 4%. 
Th e company does have higher expectations for these blasts, because 
they are promoting the free Webinar and not just presenting new 
company information.

With this in mind, the goals are set a little higher—13% for an open 
rate and 5% for a click-through rate. Based on the total of 20,000 
e-mail contacts, that translates into a goal of 2,600 recipients open-
ing the fi rst blast, and 1,000 clicking through to fi nd out more infor-
mation about the Webinar. If 10% of everyone who clicks through 
actually registers, the company would have 100 registrants after the 
fi rst blast.

Th e goal could be the same for the second blast; however, some of 
the people (let’s say 20%) in the second blast will have already taken 
some sort of action in the fi rst blast. Th us, the second blast has a 
lower potential reach of only 16,000 recipients. At the same 5% click-
through rate as before, the click-through goal for the second blast is 
800 click-throughs. If 10% of those people register, 80 new registrants 
will be added to the 100 who registered after the fi rst blast—the 
company would meet is goal for registered attendees. Unfortunately, 
assuming that 10% of all people who click through would actually reg-
ister is probably unrealistic. A far more conservative (and somewhat 
arbitrary) goal of converting 4% of click-throughs to registrants is set. 

435

Benchmarks for Success: Setting the Right Goals 

Copyright 2009 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part.



Th at means that after two blasts, the company expects 72 registrants 
(4% of 1,800 total click-throughs).

Since the goal is to get 180 registered attendees, that leaves a lot of 
work for the PR agency. Th e PR team will set some goals based on the 
number of placements and mentions of the Webinar that are made in 
traditional and online media, but the ultimate goal for the PR eff orts 
is to bring in the remaining 108 registrants needed to make this 
Webinar profi table.

In order to later assess the value of each component of this campaign, 
the company must be able to track which registrants responded 
because of the e-mail blasts, which responded because of the PR 
eff orts, and which responded because they received a fl yer at a trade 
show (no goal was set for this, because it was such a small eff ort rela-
tive to everything else). One of the most popular solutions for analyz-
ing which marketing eff ort is responsible for which traffi  c is to set up 
a series of landing pages—one for each diff erent marketing eff ort. 
A landing page is a page on a Web site that is set up for certain visi-
tors to access, but the page is usually not accessible from the main 
site itself. Th ese pages are often used when companies are trying to 
measure diff erent marketing eff orts. Landing pages are typically iden-
tical to each other, but they reside at diff erent URLs. For example, 
the company’s main Webinar information page, accessible from their 
Home page, might be www.company.com/webinar. Th at page would 
be duplicated as is, at www.company.com/webinar2, where recipients 
of the e-mail blast campaign would be sent. It would be duplicated 
again at www.company.com/webinar3 for people driven to the site by 
public relations eff orts, and again at www.company.com/webinar4 for 
people who received a fl yer at a trade show. By creating these landing 
pages, the company can assess which eff orts were more eff ective than 
others and which audience stays on the site longer, converts better, 
and navigates through the rest of the site more frequently. A company 
can then make adjustments to their program accordingly while the 
campaign continues.

Th roughout a campaign like the one in this example, benchmarks 
toward goals are analyzed regularly so that eff orts can be adjusted as 
necessary. If, for example, the fi rst e-mail blast pulled in only half as 
much as the targeted goal, the company would need to reexamine 
each part of that campaign before sending the second e-mail blast. 
Was the list of poor quality with insuffi  cient representation from the 
target demographic? Were the graphics and copy in the e-mail blast not 
compelling? By setting and measuring progress toward specifi c goals, 
marketers can make sure their budgets and eff orts are being spent 
eff ectively, and their ROI can be maximized. Further, post-campaign 
analysis will help determine the best marketing mix for future eff orts. 
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For example, suppose the Webinar was a huge success, with 80 attend-
ees and ten new clients as a result. But while the PR campaign had 
outstanding results, reaching nearly 30% over goal, the e-mail market-
ing campaign was disappointing at 17% below goal. When the company 
plans their next Webinar, they will likely decide to spend less money on 
e-mail blasts and more money on public relations.

Campaigns and Web sites are rarely done in a vacuum. Th ere will 
always be future eff orts and ongoing evolutions. Setting goals and 
measuring results against those goals is the best way to set a path 
toward ongoing positive ROI.

Site Tracking: Breaking Down 
the Measurements
Th ere are many programs and off -the-shelf software that allow mar-
keters to track and analyze traffi  c data on a Web site. Software like 
WebTrends and VisitorVille are popular solutions, and there are 
a multitude of others. Each option gives the marketer a variety of 
options to choose from with the more powerful programs costing 
more but providing more information and greater fl exibility.

Google Analytics
As of the writing of this book, one of the most-used tracking mecha-
nisms is Google Analytics. Google Analytics is likely to remain one 
of the most commonly used tracking programs because:

Although it is not the most powerful tool available, it provides  •
access to a wide range of information that most marketers need.

It integrates seamlessly with Google AdWords. •

Google has the ability to promote its Analytics program very  •
aggressively.

It is free. •

Because of its extensive use, and because the information it provides 
shows up in a fairly similar form in most other tracking programs, 
we will be using screen shots and references from Google Analytics 
throughout the remainder of this section.

Programs like Google Analytics typically require developers to 
include specifi c lines of code (that the program provides) within 
each coded page of a site that the developer wishes to track. Depend-
ing on the tracking program being used, these lines may need to be 
installed in a very specifi c place within the code (for example, Google 
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Analytics requires that developers put the lines of code directly above 
the </BODY> at the bottom of the page). Once installed, the tracking 
software can begin to gather data and report back regarding site traffi  c.

Figure 13-1 shows the main screen or dashboard for Google Analytics, 
after it has begun to collect data. While users can customize the infor-
mation so that data that is most important to them is presented on 
the dashboard, the information provided in Google’s initial dashboard 
set-up provides a good fi rst glance at what is happening on the site. 
Users can drill down deeper into each statistic for more information.

Figure 13-1 The dashboard of Google Analytics provides an overview of important information.
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Marketers look at all of the information gathered here and ana-
lyze its meaning, seeking to gain a better understanding of who 
is coming to the site, what visitors are doing within the site, and 
whether or not the site is doing what is expected of it. In most 
cases, the statistics provided by tracking programs only tell part 
of the story. In-depth review of all the data can paint a positive or 
negative picture that marketers use to make recommendations for 
site evolutions. Appendix A of this book shows a sample traffi  c 
analysis report. Th e report presents vital site statistics, highlights 
the most and least productive areas of the site, and off ers recom-
mended changes.

The Timeline
Th e timeline, located at the top of the dashboard, shows the activity 
on the site within a specifi ed time period. Each day is represented by 
a small dot marking how many visits were made to the site that day 
(measurement by visits is the default—users can change this to display 
any number of other analytics).

Th e timeline is important because it shows users at a glance whether 
or not there has been steady growth over time; when site usage tends 
to be at the lowest; if there have been any spikes in usage (for example, 
after a new press release has been distributed to the media, or a new 
ad campaign has been launched); or if site traffi  c levels have hit a 
plateau.

Users can change the parameters of the timeline to review any one 
date or date range by using the collapsible calendar menu shown in 
Figure 13-2. Th is feature is helpful in reviewing a specifi c time period 
during which a campaign ran. Users can also compare one time 
frame to another such as the fi rst quarter of the current year vs. the 
fi rst quarter of the previous year, to see if growth has been achieved. 
Th e date ranges selected will aff ect the results and data presented 
throughout the rest of the analytics site.
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Site Usage
All tracking programs provide certain basic information that is vital 
to understanding site traffi  c and how visitors are behaving, for a 
selected time period. Each area can then be researched more deeply 
for a more complete understanding.

Visits • : Th e number of times people (new and returning) have 
visited the site. Figure 13-3 shows how the total number of visits 
can be broken down further by visits per day (or hour, week, or 
month based on user preference). Understanding which time 
frame is most popular for visitors can be a key factor in know-
ing when to upload new content. For example, if the data shows 
that a signifi cant number of users visit the site between 3pm 
and 4pm each day, marketers would consider that time frame a 
desirable time to upload new content in order to gain maximum 
exposure.

Figure 13-2 The timeline can be adjusted to any desired date range or set to compare two different 
timeframes.

440

C H A P T E R  1 3 Traffi c Analysis and Measuring for Success

Copyright 2009 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part.



Pageviews • : Th e total number of pages visited by all of the visi-
tors for the given time period. Like the number of visits, further 
research within the analytics site breaks down pageviews by hour, 
day, week, or month.

Pages/visit • : Th e number or pageviews for the given timeframe 
divided by the number of visits.

Bounce rate • : Th e percentage of visitors who come to the site and 
leave immediately without visiting any other page. Th e lower this 
number is, the better your site. Once again, further inspection 
shows this rate broken down by hour, day, week, or month.

Average time on site • : Th e total time spent on the site during a 
given time period divided by the total number of visitors during 
that time period. Th e average time users spend on a site is a key 
statistic that lets marketers know how engaging and interesting visi-
tors fi nd their site to be. Marketers need to understand how long it 
would reasonably take a user to fi nd and read the information that 
they want them to read. Th ey can then take the necessary steps 
toward ensuring that the average time on the site reaches this limit.

Figure 13-3 Visits to the site can be broken down by hour, day, week, or month.
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Percentage of new visits • : Th e number of visits by new site visi-
tors divided by the total number of visits to the site. Marketers 
often have a goal for how many new users they want to visit the 
site vs. how many returning users.

Visitors Overview
Th e Visitors Overview section provides a much deeper analysis of the 
visitors that come to the site. While much of the information in this 
section is repeated from the site usage area in the dashboard, tracking 
programs like Google Analytics also provide information about users’ 
Internet usage profi les, including in which language they read copy and 
which browsers they use (shown in Figure 13-4). Th is section also pro-
vides information on screen resolution settings, the operating systems 
visitors are using, and their ability to support Java or view Flash fi les.

Figure 13-4 Users can drill down to fi nd information about which browsers sites visitors are using. 
This is helpful to developers, as sites often look and act differently within different browsers.
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One particularly interesting feature of tracking programs, espe-
cially for B2B sites, is the ability to see patterns in who has been 
visiting a site. For example, if ABC Company has visited a site, 
Google Analytics will report that information (assuming ABC 
Company has its own Internet Service Provider domain; if ABC 
Company connects through Verizon, Google Analytics would 
report that visit as Verizon, not as ABC Company). This allows 
marketers to know which other companies have come to the site. 
This can be a big help in direct marketing, as site owners have 
the advantage of knowing which prospects are showing increased 
interest. Users of Google Analytics can also track how long visi-
tors have stayed on a site, how many pages they have looked at, 
and how often they come back.

Map Overlay
Th e map feature breaks down users by geography. Beginning with 
a map of the world, the map shades the regions where traffic is 
coming from, with darker shades representing regions with the 
most traffi  c. As a country is selected, it is broken down into smaller 
regions, such as the states within the U.S. (see Figure 13-5). Each 
state can then be examined to see the cities and towns that have 
provided the most traffi  c.
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Figure 13-5 Marketers can break down visitor usage by region, right down to the town or city. 
For each region, data is provided that shows percentage of new visits, bounce rates, and more. 
This information can be helpful in knowing where to target marketing campaigns.
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For each area, the tracking program provides region-specifi c stats, 
including the number of visits, pages per visit, average time on the 
site, percentage of new visits, and the bounce rate. Th ese statistics 
give a marketer some insights into how users from diff erent parts of 
the world interact with the site. Th is helps companies narrow down 
where to focus their marketing eff orts.

Traffi c Sources Overview
Google’s Traffi  c Sources Overview lets the marketer know how visi-
tors are fi nding the site (see Figure 13-6), breaking information down 
by how many people have come to the site directly (by typing the URL 
into the browser address bar), by fi nding a link to the site in a search 
engine, or by clicking onto the site from a link found on another Web 
site. More in-depth information includes percentage breakdowns of 
which search engines are most often used to fi nd the site, the most 
popular keywords used in searches that result in visitors coming to the 
site, and which other sites visitors have used to fi nd the site.

Figure 13-6 Marketers can use metrics applications to understand how traffi c is 
fi nding their site.
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Content Area
Th e content area gives an in-depth look at the content on a site, how it 
is being viewed, and which pages connect most strongly with the visit-
ing audience. Th e tracking program lists every page of the site in order 
of the most visited, providing information for each page including:

Total number of pageviews. •

Unique pageviews. Th is statistic does not count multiple visits to  •
the same page by any one user.

How much time was spent on each page. Th is can be helpful if a  •
marketer knows that a certain page should take roughly 30 seconds 
to read, but the average time spent on that same page is seven sec-
onds. Th e marketer can target that page for redevelopment.

Bounce rate. Th e percentage of visitors who came directly to that  •
page and then left the site completely.

Percentage exit. Th e percentage of people who, after traveling  •
through the site, left on any given page.

In addition, tracking programs provide information on traffi  c patterns. 
Th is can be particularly important, as it shows how traffi  c typically 
moves from one page to the next through a site, and whether or not 
specifi c promotions or links are driving traffi  c to the desired pages.

Chapter Summary
Establishing goals is a vital part of knowing what is working and  •
what needs to be altered in a marketing campaign or on a particu-
lar Web site. Th e success of a Web site or marketing campaign can 
be measured in many ways. 

Th ere are a variety of goals for marketing eff orts, including boost- •
ing the number of new or returning visitors to a site, increasing 
sales, distributing information via a viral campaign, achieving a 
certain level of e-mail click-throughs, and increasing an audience 
in a certain geographic area. 

Goals for a Web site can relate to many of the following areas:  •
gross revenue, number of leads gained, number of pages visited, 
length of time spent on a site, targeted pages visited, general brand 
building, and visitor registration. 

Marketers can use many diff erent programs and software applica- •
tions to study and analyze site traffi  c and overall performance. 
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One of the most popular tools is Google Analytics, which is 
provided free to any site developer or marketer. Like many other 
tracking applications, Google Analytics provides vital statistics, 
such as geographic overviews of traffi  c sources, the number of 
pageviews, the time spent on the site, and more. All of this can be 
studied and analyzed in an attempt to improve the site and reach 
any pre-set goals.

Key Terms
landing page—A page on a Web site that is set up for certain vis-
itors to access but which is usually not accessible from the main 
site itself.

ROI—Return on investment. Th e positive or negative return gener-
ated from any investment, including marketing and Web eff orts.

Webinar—An online seminar in which a speaker makes a presenta-
tion on a given topic to an audience over the Web. Th is can include 
live video, presentation slides, and the ability for the audience to ask 
public or private questions.

Review Questions
1. Web site goals can be based on:

Revenue generateda. 

Unique visitorsb. 

Return visitorsc. 

All of the aboved. 

2. Each component of a marketing campaign should have:

Th e same goalsa. 

Its own goalsb. 

No more than two goalsc. 

No goals at alld. 

3. If one goal of a marketing campaign is to increase the per-
centage of new traffi  c to a site, which of the following should 
be expected?

Comments left on blogs will increase.a. 

Revenue will grow by the same rate.b. 
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Th e number of pageviews will go down.c. 

Th e percentage of returning visitors to a site as part of the d. 
overall population will decrease.

4. Which of the following will most likely have a goal relating 
to the number of consumers who pass along information to 
other consumers?

A viral marketing campaigna. 

An e-mail blast campaignb. 

An online contestc. 

A new survey question on a Web sited. 

5. E-mail blast campaigns are most likely to have goals based on 
which of the following?

Gross and net revenuea. 

Open and click-through rateb. 

New and returning traffi  cc. 

Registration and activityd. 

6. Because of the way most traffi  c tracking programs work, it 
is unrealistic to set goals based on specifi c geography. True 
or False?

7. Which of the following is most likely to have a goal based on 
the number of leads generated?

An e-commerce sitea. 

A media siteb. 

A B2B sitec. 

A social networkd. 

8. Which of the following goals is of the highest value?

Increasing revenuea. 

Increasing registrationb. 

Increasing traffi  cc. 

It depends on the site and needd. 
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9. “ROI” stands for:

Reasonable online integrationa. 

Return on inventoryb. 

Return on investmentc. 

Reasonable online inventoryd. 

10. It is possible to have a negative ROI. True or False?

11. Of the following statistics, which would the marketers of a site 
most likely want to see fall over time?

Th e bounce ratea. 

Th e time spent on the siteb. 

Th e number of new usersc. 

Th e percentage of returning visitorsd. 

12. It is most useful for goals to be based on which of the 
following?

What the marketer would like to achievea. 

Past performance of similar eff ortsb. 

General ideas of what should be accomplishedc. 

None of the aboved. 

13. Th e bounce rate measures:

Th e number of people that bounce from one page to a. 
another

Th e number of people that never return to a site after b. 
their fi rst visit

Th e number of people who lose their Internet connection c. 
while on the site

Th e number of people who visit a single page and then d. 
immediately leave

14. If the percentage of new visitors to a site is 42%, then the 
percentage of returning visitors is:

42%a. 

58%b. 
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Somewhere between 42% and 58%c. 

It is impossible to knowd. 

15. Google Analytics is unable to provide information on the type 
of browser that most visitors to a site are using. True or False?

16. Using Google Analytics, it is possible to break total visits to a 
site down by:

Houra. 

Dayb. 

Weekc. 

All of the aboved. 

17. A high bounce rate would be most likely to have which of the 
following eff ects?

Increase the average time spent on a sitea. 

Decrease the average number of pages viewed per visitb. 

Help increase salesc. 

Have no eff ect on other statisticsd. 

18. Most tracking programs present data:

For the last 30 daysa. 

For the last quarterb. 

For the 24 hours prior to when the information is being c. 
reviewed

For any timeframe specifi ed by the userd. 

19. Which of the following measurement tracks the number 
of people who visit a site by typing the URL in the browser 
address bar?

Direct traffi  ca. 

Referring siteb. 

Search enginec. 

None of the aboved. 

20. Most tracking programs allow marketers to see which key-
words are most often used to fi nd a site. True or False?
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Projects
1. In one paragraph for each, discuss some goals that would likely 

be set for each of the following, and explain why:

A B2B site •

An e-commerce site •

A social network •

A blog •

2. For each of the goals that you identifi ed for each type of site in 
Project #1, describe the statistics that would be most helpful 
in knowing whether or not each goal was achieved. Use the 
information discussed in the section on Google Analytics as a 
basis for your discussion.

3. Research three tracking programs, other than Google Analyt-
ics, that are available to Web site marketers. In a two-page 
report, discuss:

How each diff ers from Google Analytics •

How each diff ers from the others •

Th e types and sizes of sites that would most benefi t from  •
each program

4. In a paper no longer than two pages, discuss how, as a site 
developer, understanding the goals of a site in advance might 
change the way you would set out to build a site.

5. You’re the Web developer for a large company. Your boss is 
planning an online, print, and radio advertising campaign to 
help drive traffi  c to the company’s site. You start talking about 
landing pages, but your boss seems unconvinced, and doesn’t 
understand why landing pages are important. In a one-page 
paper, explain why landing pages can be an important part of 
a marketing campaign and what you would do to convince 
your boss to change his mind.
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