Understanding Google Analytics
and KPlIs

Which Metrics Really Matter?
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Management by Exception
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Information + Context

 Visitors who searched for <term>
 Who entered at <page>

« Session of more than <minutes>:
 Converted at a rate of <X%>

= Visitor Knowledge

‘ MEQUODA




What Are Your Goals?




Google Analytics Lexicon

- Page Views

* Visits

* Absolute Unique Visitors
» Referring Websites
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12 Things to Learn from Google Analytics

1.
2.
3.
4.
5.
6.
7.
8.
9.

Most Popular Content

Page Views for Specific Post
Page Views for Specific Topic
Top Referring Website

Top Keywords

Arrivals by Keyword Phrase
Arrivals by Keyword Cluster
Visits by Country

Bounce Rate by Traffic Source
10. Email Conversion Rate by RCLP
11. Most Popular Internal Search Terms
12.Top Landing Pages
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1: Most Popular Content
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1: Most Popular Content

GOZ ﬁglC Analytics kim@mequoda.com Settings My Account  Sign out
IS e
Pages Mar 1, 2012 Mar 31, 2012
Advanced Segments. Emall BETA  Export . Add to Dashboard
B
& Audience
© = of pageviews: 100.00%
Overvi
verview Explorer Navigation Summary In-Page
* Demographics
Site Usage
> Behavior
» Technology Pageviews . vs. Selectametric Day Week Month o @
e ® Pageviews
> Custom 4,000
Visitors Flow
@ Advertising
2,000
= Traffic Sources
W Content Mar 8 Mar 15 Mar 22 Mar 20
CYartiow Pageviews Unique Pageviews Avg. Time on Page Entrances Bounce Rate % Exit Page Value
S48 Comant 64,461 54,841 00:01:54 32,772 70.45% 50.84% $0.00
A"PDQBS 100.00% (64,461 100.00% (54,841 Site A 00:01:54 (0.00%) 100.00% (32,772 Site A 70.45% (0.00%) Site A 50.84% (0.00%) 0.00% ($0.00

Content Drilldown
Primary Dimension: Page Page Tile Other

Landing Pages —
Exit Pages Plot Rows = Secondary dimension . Sort Type:  Default - Q| advanced B O = T
> Site Speed Page Pageviews + Unique Pageviews Avg. Time on Page Entrances Bounce Rate % Exit Page Value
> Site Search 1.1 ¢ 2,636 2,149 00:01:35 1,767 64.69% 51.21% $0.00
> Events 2. larticles/increasing-website-traffic-articles/8-best-f t-listing-websit d 1,742 1,546 00:14:14 1,535 71.14% 80.37% $0.00
> AdSense
3. /downloads/ d 1,390 639 00:00:51 145 44.14% 12.66% $0.00
Experiments
In-Page Analytics 4. Jarticles/email-marketing/subject-line-spam-trigger-words/ d 1,370 1,254 00:04:27 1,247 80.91% 85.55% $0.00
& Comrorer 5. i d-studi ishing i icom-brand-marketing-websit tudy/ & 1,359 1,248 00:09:50 1,245 86.67% 86.90% $0.00
nversions
6. J/arti -marketing/6-elements-of-the-best job- iptior d 887 829 00:04:00 826 90.44% 88.39% $0.00
Hel, 8
£ 7. Iblog/ d 757 478 00:01:23 75 28.00% 14.66% $0.00
The Pages Report
Viewing Metrics 8. /mequoda-summit/ F 563 425 00:02:52 180 55.00% 40.67% $0.00
Find Your Old Reports in the New 9. /arti iption_ fi t-profitab iption-website-bi dels/ & 552 501 00:03:13 493 83.37% 81.88% $0.00
Interface
10, /arti i ively-transcribe-audio-to-text-software-and-ideas/ d 510 475 00:06:37 473 76.96% 89.61% $0.00
Help center

Search help cente | Go Goto:|1 | 1-100f5871 | ¢ >

7/13(12 at 5:43:25 PM - Refresh Report

A MEQUODA

Digital Strategy for Publishers




2: Page Views for Specific Post




2: Page Views for Specific Post

GOuglC Analytic

i s i [ T i eme————————————————————————————————————————— i i

kim@mequoda.com Seftings My Account  Sign out

Landing Pages Mar 1,2012-Mar 31, 2012
Advanced Segments | Email BETA  Export . Add to Dashboard
i Audience
© = of entrances: 100.00%
Overview

Explorer Entrance Paths
* Demographics
Site Usage GoalSet1 GoalSet2 GoalSet3 GoalSet4 Ecommerce

* Behavior
* Technology Visits . |vs. Seiectametric Day Week Month  of O
* Mobile ® Visits
* Custom 2,000
Visitors Flow
@ Advertising
1,000
= Traffic Sources
W Content Mar 8 Mar 15 Mar 22 Mar 29
Overview Visits Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
RSt Conent 32,809 1.96 00:01:51 77.12% 70.37%
All Pages otal: 100.00% s g: 1.96 (0.00% Site Avg: 00:01:51 (0.00% s g: T7.42% 70.37% (0.0
Content Drilldown
Primary Dimension: Landing Page  Other
Landing Pages
Ext Pages Plot Rows  Secondary dimension . Sort Type: | Default - Q| advanced |EE| @ T
» Site Speed Landing Page Visits v Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
* Site Search L & & 1,767 3.10 00:03:00 56.76% 84.69%
* Events 2. icles/i g-website-traffic-articles/8-best-fi t-listing-websit ¢ 1,535 1.34 00:03:32 87.43% 71.14%
* AdSense y - i z
3. J/articles/email-marketing/subject-line-spam-trigger-words/ s 1,247 1.34 00:00:52 89.33% 80.91%
Experiments R
. " " . - ! - . 5 101+
In-Page Analytics 4. g- pep: brand-marketing ly 1,245 1.48 00:01:34 89.88% 86.67%
5. { g lements-of-the-best: job- ipti ¢ 826 123 00:00:35 92.62% 90.44%
M conversions - .
8. i iption_\ i i t-profitabl i bsite-busir model: : 493 175 00:00:53 87.83% 83.37%
Hel = -
elp - 7. farti iak-strategy ively ibe-audio-to-text-soft d-ideas/ G 473 118 00:00:46 97.04% 76.96%
Viewing Metrics
Find Your Old Reports in the New 8. i ip-websites/10- pi embers hip-plugins-that-work: o 414 1.30 00:04:07 80.58% 65.84%
Interface
9. { i '9/10- il-feedback-loop-lists/ = 354 1.30 00:04:26 82.49% 84.12%
Help center B ~
10. -marks bile-app- o 335 127 00:01:57 80.75% 76.42%
Search help cente  Go
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3: Page Views for Specific Topic




3: Page Views for Specific Topic

GO‘nge Analytics

S ——S————

& Audience

Overview
* Demographics
* Behavior
* Technology
* Mobile
* Custom

Visitors Flow
@ Advertising
= Traffic Sources
| Content

Overview
~ Site Content
All Pages
Content Drilldown
Landing Pages
Exit Pages
* Site Speed
* Site Search
* Events
* AdSense
Experiments

In-Page Analytics

I conversions

Help
Viewing Metrics

Find Your Old Reports in the New
Interface

Help center
Search help cente | Go

=N
Content Drilldown
Advanced Segments
© = of pageviews: 100.00%
Explorer
Site Usage
Pageviews . vs. Select a metric

® Pageviews

4,000

Customize Email BETA  Export . Add to Dashboard

kim@mequoda.com Settings My Account  Sign out

Mar 1,2012-Mar 31, 2012

Day Week Month

R
.

Mar 8 Mar 15 Mar 22 Mar 29
Pageviews Unique Pageviews Avg. Time on Page Bounce Rate % Exit
64,461 54,841 00:01:54 70.45% 50.84%
100.00% (64,461 100.00% (54,841 00:01:54 70.45% 50.84%
Primary Dimension: Page path level 1 Page
Secondary dimension . Sort Type: | Default - ‘Q advanced [EE| @[T
Page path level 1 Pageviews v Unique Pageviews Avg. Time on Page Bounce Rate % Exit
18 larticles/ 31,499 28,207 00:03:48 73.40% 70.34%
2. Idownloads/ 7,325 5,800 00:00:29 27.44% 8.98%
3. ffree-reports/ 5,243 4,084 00:00:49 53.43% 23.08%
4. Ireviews-and-studies/ 4,214 3,478 00:02:56 84.04% 74.23%
5. Hunnel 3,800 3,275 00:02:00 0.00% 32.85%
6. ! 2,636 2,148 00:01:35 64.69% 51.21%
7. Awebinars/ 1,391 1173 00:00:20 4.15% 5.97%
laccount/ 1,186 1,076 00:00:40 28.39% 34.08%
9. /meguoda-summit/ 1,047 826 00:02:30 57.58% 42.02%
10. Iblog/ 937 81 00:01:27 40.78% 17.72%

1 1-100f318 ) < | >

/1312 at 5:45:28 PM - Refresh Report
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4: Top Referring Website

kim@mequoda.com Seftings My Account  Sign out

& Audience

Overview
* Demographics
* Behavior
» Technology
* Mobile
> Custom

Visitors Flow
@ Advertising
= Traffic Sources

Overview
* Sources
All Traffic
Direct
Referrals
* Search
Campaigns
* Search Engine Optimization
> Social

M Content

Overview
~ Site Content
All Pages
Content Drilldown
Landing Pages
Exit Pages
> Site Speed
> Site Search
> Events
* AdSense
Experiments

In-Pana Anahutire

I

Referral Traffic Mar 1, 2012 - Mar 31, 2012

Advanced Segments Customize Emall BETA  Export .  Add to Dashboard

= % of visits: 5.94%
Explorer

Site Usage GoalSet1 GoalSet2 GoalSet3 GoalSet4 Ecommerce

Visits . vs, Select a metric Day Week Month  of ,._

® Visits

(00

50

Mar 8 Mer 15 Mer 22 Mar 29
Visits Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
1,949 241 00:02:15 69.42% 59.62%
5.94% (32,80 1.96 (22.61 00:01:51 (21 77.42% (-9.98 Avg: 70.37% (-15.2
Primary Dimension: Source Landing Page Other
Plot Rows = Secondary dimension . Sort Type: Default - Q| advanced H e =t
Source Visits v Pages / Visit Avg. Visit Duration % New Visits. Bounce Rate
1. tco 289 21 00:02:22 65.40% 59.52%
2. google.com 202 175 00:00:44 982.57% 60.40%
3. 36ohk6dgmcd1n-c.c.yom.mailyahoo.net 97 3.63 00:03:38 44.33% 35.05%
4. masternewmedia.org 7 1.15 00:00:29 100.00% 91.55%
5. mequoda.mequodaprojects.com 54 3.09 00:03:03 0.00% 55.56%
6. facebook.com 51 298 00:06:54 84.31% 70.59%
7. linkedin.com 48 221 00:01:03 64.58% 56.25%
8. copyblogger.com 43 3.51 00:04:48 72.08% 48.84%
9. cpafix.com 39 1.08 00:00:21 25.84% 94.87%
10. daily.mequoda.com 38 484 00:04:54 31.58% 28.95%

1-100f389 ¢ | >

5:45:59 PM - Refresh Report
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5: Top Keywords
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5: Top Keywords

Go 'SIC Analytics kim@mequoda.com Settings My Account  Sign out
e B o o
Organic Search Traffic Mar 1, 2012 - Mar 31, 2012
Advanced Segments Customize Emall BETA  Export .  Add to Dashboard
N ’
e & % of visits: 67.97%
Overview

Explorer
* Demographics
Site Usage GoalSet1 GoalSet2 GoalSet3 GoalSet4 Ecommerce

* Behavior
* Technology Visits . vs. Select a metric Day Week Month ~of &
* Mobile ® Visits
* Custom 5 000
Visitors Flow
@ Advertising 00
= Traffic Sources
Overview Mar 8 Mar 15 Mar 22 Mar 29
~ Sources
All Traffic Visits Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
Direct 22,300 1.60 00:01:33 87.03% 77.45%
67.97% (32 1.96 (-1 00:01:51 (-15.93 77.42% (12 70.37% (4
Referrals
*Search Primary Dimension: Keyword Source Landing Page  Other
Overview Plot Rows | Secondary dimension . Sort Type: | Default - Q advanced |[EE| @ T | %
Organic
o Keyword Visits v Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
aid
Campaigns 1. (not provided) 7,972 181 00:01:48 87.08% 76.33%
» Search Engine Optimization 2. webmaster job description 305 1.43 00:00:42 91.48% 89.84%
* Social 3. mequoda 1 4.81 00:03:33 51.35% 26.13%
W Content 4. lending tree business model 79 1.03 00:00:01 8.86% 98.73%
5. event websites 78 1.31 00:06:29 85.80% 71.79%
Overview
S Sin Contand 6. pepsitarget market 54 1.30 00:00:40 81.48% 83.33%
All Pages 7. benefits of online advertising 49 1.14 00:00:11 97.96% 93.88%
Oonsent Deiccwy 8. digital magazine publishing 4 673 00:48:07 4.08% 16.33%
Landing Pages
9. digital native survey 49 557 00:14:58 2.04% 32.65%
Exit Pages
5 10. subject lines that get opened 41 1.85 00:01:19 78.05%
* Site Speed
* Site Search 1-100f9390 | ¢ | >
* Events 3 PM - Refresh Report
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6: Arrivals by Keyword Phrase
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6: Arrivals by Keyword Phrase

e ——

6 Audience

Overview
* Demographics
* Behavior
* Technology
* Mobile
* Custom

Visitors Flow
@ Advertising
= Traffic Sources

Overview
* Sources
All Traffic
Direct
Referrals
*Search
Overview
Organic
Paid
Campaigns
> Search Engine Optimization
* Social
M Content

Overview

~ Site Content
All Pages
Content Drilldown
Landing Pages
Exit Pages

» Site Speed

* Site Search

* Events

Google Analytics

Ty

kim@mequoda.com Seftings My Account  Sign out

Mar 1, 2012 - Mar 31, 2012

Organic Search Traffic

Advanced Segments Customize Email BETA  Export .  Add to Dashboard
& % of visits: 67.97%

Explorer

Site Usage GoalSet1 GoalSet2 GoalSet3 GoalSet4 Ecommerce

Visits . vs, Select a metric Day Week Month —of @
® Visits

¥

10

Mar 8 Mar 15 Mar 22 Mer 29
Visits Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
139 1.69 00:01:00 84.89% 71.22%
0.42% (32,809 s 1.96 (-13.95% s 00:01:51 (-45.86% s 77.42% (10.08 s 70.37% (1.21
Primary Dimension: Keyword Source Landing Page  Other
Plot Rows || Secondary dimension . | Sort Type: | Default - Advanced Filter ON X |edit @ T =
Keyword Visits. + Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
1. subscription website 34 135 00:00:19 94.12% 82.35%
2. subscription websites 29 1.52 00:00:51 89.66% 72.41%
3. best subscription websites 6 250 00:01:06 100.00% 66.67%
4. subscription website ideas 6 1.00 00:00:00 100.00% 100.00%
5. top subscription websites 5 1.60 00:00:21 60.00% 60.00%
6. subscription website business model 4 225 00:03:23 50.00% 25.00%
7. subscription website examples 3 2.00 00:00:39 66.67% 66.67%
8. monthly subscription websites 2 1.50 00:11:28 100.00% 50.00%
9. most profitable subscription websites 2 6.00 00:09:41 50.00% 0.00%
10. paid subscription website business model 2 1.00 00:00:00 50.00% 100.00%

Show rows: 1 1-100f54 ¢ >

This report was generated on 7/13/12 at 5:52:57 PM - Refresh Report
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7: Arrivals by Keyword Cluster
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7: Arrivals by Keyword Cluster

G()‘ ﬂ3|C Analytics

& Audience

Overview
* Demographics
* Behavior
* Technology
* Mobile
* Custom

Visitors Flow
@ Advertising
= Traffic Sources

Overview
~ Sources
All Traffic
Direct
Referrals
~Search
Overview
Organic
Paid
Campaigns
* Search Engine Optimization
* Social
M Content

Overview

~ Site Content
All Pages
Content Drilidown
Landing Pages
Exit Pages

> Site Speed

* Site Search

* Events

kim@mequoda.com Settings My Account  Sign out

Organic Search Traffic

Advanced Segments Customize Email BETA  Export . Add to Dashboard

& % of visits: 67.97%

Explorer

Site Usage GoalSet1 GoalSet2 GoalSet3 GoalSet4 Ecommerce
Visits . |vs. Selectametric

® Visits
30

i I e e s —————————— i

Mar 1,2012-Mar 31, 2012

Day Week Month

R
.

Mar 8 Mar 15 Mar 22 Mar 29
Visits Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
403 1.75 00:01:03 80.15% 74.94%
a: 1.23% (32,809 Avg: 1.96 (-11.00% vg: 00:01:51 (43,38 77.42% (3.93 70.37%
Primary Dimension: Keyword Source Landing Page Other
Plot Rows | Secondary dimension . | Sort Type: | Default - Advanced Filter ON x|eat [El W=z
Keyword Visits v Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
1. subscription website 34 1.35 00:00:18 94.12% 82.35%
2. subscription websites 29 1.52 00:00:51 89.66% 7241%
3. subscription retail 15 147 00:02:04 13.33% 66.67%
4. website subscription models 14 1.14 00:00:06 7.14% 82.868%
5. best subscription websites 6 250 00:01:06 100.00% 66.67%
6. online subscription business models 6 1.00 00:00:00 16.67% 100.00%
7. subscription model websites 6 3.00 00:01:44 83.33% 66.67%
8. subscription website ideas 6 1.00 00:00:00 100.00% 100.00%
9. how to start a subscription based business 5 4.40 00:01:20 80.00% 60.00%
10. top subscription websites 5 1.60 00:00:21 60.00% 60.00%

1-100f247 ¢ >

4 - Refresh Report
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8: Visits by Country
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8: Visits by Country

W

1 IR 16,705
Visits Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
32,809 1.96 00:01:51 77.12% 70.37%
100.00% (32,80¢ Avg: 1.96 e 00:01:51 c : T7.12% e : 70.37%
Primary Dimension: Country / Territory City Continent Sub Continent Region
Secondary dimension . Q, | advanced H e =T
Country / Territory Visits + Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
1. United States 16,705 212 00:01:55 72.91% 67.63%
2. United Kingdom 2,571 1.75 00:01:21 81.33% 72.54%
3. India 2,308 1.50 00:01:58 87.08% 75.87%
4. Canada 1,566 2.08 00:01:51 80.78% 68.52%
5. Australia 1,070 1.85 00:01:37 78.04% 73.84%
6. Philippines 560 1.58 00:04:09 86.43% 75.88%
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9: Bounce Rate by Traffic Source
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9: Bounce Rate by Traffic Source

GO‘JSIQ /—\H'dl‘./tICS cmequoda@gmail.com Settings My Account Sign out
[Iwwew.mequoda. - ...
i s i Il it s — i i
Direct Traffic Mar 1, 2012 - Mar 31, 2012
Advanced Segments Customize Email BETA  Export .  Add to Dashboard
& Audience
v % of visits: 13.88%
Overview

Explorer
* Demographics

Site Usage GoalSet1 GoalSet2 GoalSet3 GoalSet4 Ecommerce
* Behavior

* Technology Visits . vs, Selecta metric Day Week Month

R
.e

* Mobile ® Visits

* Custom 200

Visitors Flow
@ Advertising

- Traffic Sources

Overview Mar 8 Mar 15 Mar 22 Mar 29

* Sources

All Traffic Visits Pages / Visit Avg. Visit Duration % New Visits Bounce Rate

Direct 4,553 219 00:01:44 77.49% 69.58%
f al: 13.88% (32,809) Site Avg: 1.96 (11.30%) Site Avg: 00:01:51 (-6.61%) Site Avg: 77.12% (0.48%) Site Avg: 70.37% (-1.13%)

Referrals

*Search Primary Dmension: Landing Page Other

Overview Plot Rows  Secondary dimension . Sort Type:  Default - Q  advanced |EE @ |Z | %= i

Organic

Landing Page Visits ¥ Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
Paid

A MEQUODA
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10: Email Conversion Rate by RCLP

= MEQUODA




10: Email Conversion Rate by RCLP

GOL)SIL) Analytics cmequoda@gmail.com Settings My Account  Sign out
/Iwwew. mequoda.com - ...
e e DT e e ———————

Goal Funnel Mar 1, 2012 - Mar 31, 2012
Emall BETA  Export . Add to Dashboard

. .

# Audience
e % of goal completions: 100.00%

@ Advertising

Goal Option:

- Traffic Sources Goal 1: Subscription Website Design .

M Content Goal Funnel
M conversions Conversions
Subscription Website Design (Goal1 Conversion Rate)
* Goals
A 0.50%
Overview Site Avg: 0.50% (0.00%)
Goal URLs
Subscription Website Design (Goal1 Conversion Rate) Week = Month
Reverse Goal Path £ e on ersion Rate) o m
Funnel Visualization ® Subscription Website Design (Goal1 Conversion Rate)

Goal Flow

* Ecommerce

* Multi-Channel Funnels

Help =
The Funnel Visualization Report

Find Your Old Reports in the New Mar 8 Mar 15 Mar 22 Mar 29
Interface

Subscription Website Design

Help center
Search help cente ' Go 163 visitors finished | 52.24% funnel conversion rate
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11: Most Popular Internal Search Terms




11: Most Popular Internal Search Terms

Google Analytics

cmequoda@gmail.com Settings My Account Sign out

R N

‘ Audience

@ Advertising

= Traffic Sources
m Content

Overview

» Site Content

» Site Speed

v Site Search
Overview
Usage
Search Terms
Pages

» Events

» AdSense

Search Terms Mar 1, 2012 -Mar 31, 2012

Advanced Segments Customize Emalil BETA'  Export v Add to Dashboard

@&  of total unique searches: 100.00%
Explorer

Site Usage Goal Set1 Goal Set2 Goal Set3 Ecommerce

Total Unique Searches v VS. Selecta metric Day Week Month ﬁ ...

® Total Unique Searches

30
15
Mar 8 Mar 15 Mar 22 Mar 29
Total Unique Searches Results Pageviews / Search % Search Exits % Search Refinements Time after Search Search Depth
165 1.24 21.21% 10.29% 00:04:39 3.66
. of Total: 100.00% (165) Site Avg: 1.24 (0.00%) Site Avg: 21.21% (0.00%) Site Avg: 10.29% (0.00%) Site Avg: 00:04:39 (0.00%) Site Avg: 3.66 (0.00%)
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12: Top Landing Pages
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12: Top Landing Pages

Go :8'0 Analytics

kim@mequoda.com Seftings My Account  Sign out

& Audience

Overview
* Demographics
* Behavior
* Technology
* Mobile
* Custom

Visitors Flow
® Advertising
= Traffic Sources

Overview
* Sources
Al Traffic
Direct
Referrals
~Search
Overview
Organic
Paid
Campaigns
* Search Engine Optimization
* Social
M Content

Overview

~ Site Content
All Pages
Content Drilldown
Landing Pages
Exit Pages

> Site Speed

~ Site Search

Overview

- I

Landing Pages Mar 1,2012-Mar 31, 2012

Advanced Segments. Emalil BETA  Export . Add to Dashboard

© 5 of entrances: 100.00%
Explorer Entrance Paths

Site Usage GoalSet1 GoalSet2 GoalSet3 GoalSet4 Ecommerce

Visits . vs. Select a metric Day Week Month —of

® Visits

2,000

Mar 8 Mar 15 Mar 22 Mar 29
Visits Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
32,809 1.96 00:01:51 77.12% 70.37%
100.00% (32,809 1.96 2 00:01:51 77.42% 2 70.37%
Primary Dimension: Landing Page  Other
Plot Rows  Secondary dimension . = Sort Type: | Default - Q | advanced |HH| @ |Z | T |
Landing Page Visits v Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
1./ ¢ 1,767 3.10 00:03:00 56.76% 64.69%
2. Jar i ing-website-traffic-articles/8-best-fi t-listing-websits . 1,535 1.34 00:03:32 87.43% 71.14%
3. Jarticles/email-marketing/subject-line-spam-trigger-words/ . 1,247 1.34 00:00:52 89.33% 80.91%
4. i d ies/publishing i brand-marketing-websit tudy/ z 1,245 1.48 00:01:34 89.88% 86.67%
5. Jarti -7 ing/6-el ts-of-the-best: job iptior z 826 123 00:00:35 92.62% 80.44%
6. Jarti iption_\ fi t-profitable iption-website-business-models/ z 493 175 00:00:53 87.83% 83.37%
7. Jarti tori: ively-transcril dio-to-text-software-and-ideas/ z 473 1.18 00:00:48 97.04% 76.96%
8. Jarti ip-websites/10-wordpress-mi ip-plugins-that-work/ = 414 1.30 00:04:07 90.58% 65.84%
9. Jarti il-marketing/10-email-feedback-loop-list: E 354 1.30 00:04:26 82.49% 64.12%
10. /article: -mark -mobile-app = 335 127 00:01:57 90.75% 76.42%
Show rows: Goto:|1  1-100f3034 | ¢ >

This report was ge
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12 Things to Learn from Google Analytics

1.
2.
3.
4.
5.
6.
7.
8.
9.

Most Popular Content

Page Views for Specific Post
Page Views for Specific Topic
Top Referring Website

Top Keywords

Arrivals by Keyword Phrase
Arrivals by Keyword Cluster
Visits by Country

Bounce Rate by Traffic Source
10. Email Conversion Rate by RCLP
11. Most Popular Internal Search Terms
12.Top Landing Pages
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Thank You

Don Nicholas Kim Mateus

Chief Executive Officer Chief Content Officer
Mequoda Group, LLC Mequoda Group, LLC
Don@Mequoda.com Kim@Mequoda.com
(508) 358-9689 (571) 313-8779

www.mequoda.com/dpb12
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