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Result Oriented
An explanation of measuring online marketing campaigns



Agendag
• Media reporting 

• Website reporting – Google Analytics 

• Audience – an overview of the basic metrics to track 
who is coming to your site

• Acquisition – where are they coming from

• Custom campaign tracking

• How to make use of your dataHow to make use of your data 



Media Reportingp g



Media Reportingp g
• Compare CTR by Publisher 
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Media Reportingp g
• Compare CVR by Publisher 
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Website Reporting p g
Google Analytics 

•Know your audience 

•Trace the customer pathp

•See what they’re up to 



Website Reporting p g



Audience Overview
• Visits: Total number of visits to your site

• Unique Visitors: Total number of unique visitors to 
your site 

• Pageviews: Total number of pages viewed on your 
site

•• Pages/Visit: Average number of pages viewed per 
visit 

• Avg Visit Duration: Average visit length of all• Avg. Visit Duration: Average visit length of all 
visitors

• Bounce Rate: Percent of single page visitsBounce Rate: Percent of single page visits



Acquisition Overviewq
• Source: The search engine or referring domain from 

hi h t ffi t it i i t d F lwhich traffic to your site originated. For example, 
google (search engine) Pandora (domain). 



Acquisition Overview q
• Medium: The type of web content that contained the 

li k t it F l h t ffi i i tlink to your site. For example, when traffic originates 
from links in organic search results, then the medium 
is identified as organic; when traffic originates from 
links in banner ads, then it is identified as banner. 



True or False
TripAdvisor.com is an example of a medium.



True or False
FALSE

Mediums are the type of content in which contained 
your link to the site. Sources are the domain from 
which your traffic came fromwhich your traffic came from. 

If a user clicks on a banner from TripAdvisor.com, the 
medium (if defined correctly) is banner, and the sourcemedium (if defined correctly) is banner, and the source 
is TripAdvisor.com.  



Custom Campaignsp g
• Get more data about your visitors with custom 

i t kicampaign tracking

• Define your source, medium and campaign using the 
custom Google Analytics URL Buildercustom Google Analytics URL Builder

• https://support.google.com/analytics/answer/1033867?hl=en&ref_topic=1032
998



Custom Campaignsp g
To create a custom tracking URL you will need: 

• Website URL: Where are you are driving traffic to?• Website URL: Where are you are driving traffic to?
Example: www.arizonaguide.com

• Campaign Source: Where is the traffic to your site• Campaign Source: Where is the traffic to your site 
originating from? 

Examples: Trip Advisor, Orbitz, Google 

• Campaign Medium:  What type of web content 
contained the link to your site? 

Examples: Banner, Organic, CPC (Paid Search), Email

• Campaign Name: What campaign is it for? 
Examples: FY14 National Media, FY14 Spring Training, FY14 Co-op 



Custom Campaignsp g



Custom Campaignsp g

• You have your URL, now what? 

• Submit your URL along with your creative to the• Submit your URL along with your creative to the 
publisher. 



Make use of your datay
• Visitor Flow 



Make use of your datay
• Site Content 



Make use of your datay
• Traffic Sources



Establish your goalsy g
• What is your websites’ or campaigns’ objective? 

• Example: Generate Visitor Guide Requests

• What are your KPI’s? y

• Example: Number of Visitor Guides Requests



Act on your insightsy g
• Use your data to benchmark your KPI’s to make 

ti i ti d f t d tioptimizations and future recommendations 



Q&A



Thank You


