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Web Statistics

Providers

 Extreme Tracker

 Web Trends

 InnStats/SuperStatz

 Google Analytics (previously Urchin)

 Hosting Company or Marketing Provider

Each will produce different numbers

Web Statistics

What do they contain?

 Visitors

 Referring directories

 Search engine results

 Direct clicks

 Page views

 Visit lengths

 Bounce rates

Web Statistics

Who is sending visitors?

 Direct

 Search Engines - organic

 Search Engines – CPC (paid)

 Referral

Internet Visitors
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Web Statistics

Why do I care?

 Determine the effectives of your website

 Effectiveness of changes

 Watch for trends

 Renew/cancel directory advertising
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Page Popularity
Evaluating your Marketing 

Return on Investment (ROI)

Vineyard Creek Inn of Northern California

6 Rooms                April - September 2007

Total Revenue during Period $119,497

Revenue related to Internet $  54,515

Unique Internet Visitors during Period 14,646

Revenue/Unique Visitor $      3.72 

Return on Investment (ROI)
50 room Disney Wine Country Inn (alias)

Internet Revenue 2,228,363$          
Visitors 217,194$              
Revenue/Visit 10.26$                   

Websites <chamber site>   Napavalley.com   Google.com   Yahoo.com
Referrals 4,881                     55,081                     60,769            11,497           
Estimated Revenue 50,078$                565,119$                623,477$       117,957$      
Annual Expense 504$                      33,000$                   43,158$          11,686$        

ROI 99                           17                              14                     10                   

Apr-07 to Mar-08 ROI
Value

Quality vs. Quantity

 Historically, we have treated all Internet 

visitors as equal in value

 Google Analytics now shows the quality 

based on direct, referring directory, and 

search engine (both paid and organic)

Sample Report

Courtesy of White Stone Marketing

Sample Report

Courtesy of White Stone Marketing
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General Conclusions

 Local/regional directories outperform state

 State directories outperform national

 Directories outperform paid search engines

 Paid search engine visitors leave sooner

 Organic is better than paid search engine results

Actual Revenue vs. Quality

Two Approaches

 Provide a link within confirmation email to 

tracking information (InnStats/SuperStatz)

 Capture through Google Analytics as separate 

report (White Stone, Rezovation, RezStream)

Email Revenue Report

Courtesy of InnStats/SuperStatz

Email Revenue Report

Courtesy of InnStats/SuperStatz

Google Revenue Report

Courtesy of White Stone Marketing

Let’s Go Live
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Questions???

 Now

 After the Workshop

 After the Conference

– bill@bullardpartners.com

– 707-823-0350 office
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