
Numerics
80/20 rule, 167, 212–215
103bees.com, 102, 212
200 OK code, 174
206 Partial Content code, 174
301 Moved Permanently code, 175
302 Moved Temporarily code, 175
304 Not Modified code, 175
401 Unauthorized code, 175
403 Forbidden code, 175
404 Not Found code, 175, 176
500 Server Error code, 175

• A •
A/B testing

defined, 335
optimization strategies, 284
overview, 117

abandonment, 27, 335
access log files

archiving, 41
deleting, 279–280
overview, 40, 62, 278–279
removing, 41
saving, 41, 280

accessing
cPanel, 35
hosted solutions, 70
keyphrases, 202–204
keywords, 202–204
search data, 202–204

accidental traffic, 148
accuracy in results of internal site

searches, 218
acquisition, 29, 335
actionable data, 30–31, 335

Active Server Pages (ASP), 31, 335
advanced matching, 330, 335
Adwatcher, 250
AdWords Conversion Tracking, 264–265
affiliate marketing

defined, 335
overview, 29
Web site traffic, affiliate marketers as

source of, 141
affiliates, 237–238
after-click tracking (ACT), 27, 335
aggregate data, 30, 335
aggregators, 126
Akismet, 103
Alertra, 124
Alexa Rankings, 227–229
all Web analytics software is alike (myth),

307–309
alliances with site referrers, 233–236
alt tags, 146
ALV (average lifetime value), 30, 336
Analog

disadvantages of, 79
overview, 78–79

Anderson, Chris (long tail principle), 
214, 223

anonymous users statistics as non-mission
critical statistics, 134

anonymous visitors, 25
Apache, 178, 335
Application Programming Interface (API),

31, 335
application service provider (ASP), 336
archiving raw log files, 41
ASP (Active Server Pages), 31, 335
Audiobookdeals.com, 236
Audit Bureau of Circulation, 23
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authenticated user
defined, 336
non-mission critical statistics,

authenticated user’s statistics as, 134
overview, 15

authentication, 31, 336
average amount of time users spend on the

site report, 184–186
average cost per visitor versus average

revenue per visitor report, 192
average items per cart completed 

report, 193
average lifetime value (ALV), 30, 336
average number of pageviews per user

report, 183–184
average number of pageviews report,

285–286
average order value versus average cost

per conversion report, 193
average page views per visit report, 189
average searches per visit report, 191
average time on site report, 285, 289
average visits per visitor report, 189
average visits prior to conversion 

report, 194
averages

are the analytics answer (myth), 304
overview, 182

AWStats
accessing keywords and keyphrases with,

203–204
average amount of time users spend on

the site, 185–186
average number of pageviews per user,

183–184
browser statistics, 164–165
country statistics, reviewing your,

230–231
Days of the Month report, 45–46
Days of the Week report, 46–47
defined, 336
Direct Addresses/Bookmarks category, 50
disadvantages of, 79
downloading, 136
filters, using, 52

Hours report, 47–48
identifying site referrers, 138–139
Links from a NewsGroup category, 50
Links from an External Page category,

51–52
Links from an Internet Search Engine

category, 50–51
monthly history, recording your, 43–44
offered for free, 61
overview, 36, 37, 79
Referrers Origin report, 49–53
Referrers section, 136–137
reviewing sources of your Web traffic, 137
Search Keyphrases report, 204–205
Search Keywords report, 204–205
traffic, origin of your, 49–53
Unknown Origin category, 53

• B •
bandwidth, 20, 31, 128, 336
bandwidth allotted, 336
bandwidth report, 20
bandwidth usage, 39
banner ad, 29, 336
baseline number, 54
benchmarking times and seasons

month-to-month monitoring, 275
overview, 275
season-to-season monitoring, 275–276
year-to-year monitoring, 276

benchmarking your conversion rate
against competitive sites, 273–274
importance of, 273
overview, 271–272

benchmarks
defined, 336
importance of, 14
for KPIs, 274
overview, 30

best practices
changes, gradually making, 332–333
continual improvement, committing to,

333–334
conversion rate, calculating, 331–332
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defining the metrics that matter 
to you, 326

historical data, saving your, 332
keyword campaigns, reviewing your,

329–330
KPIs, monitoring only your vital, 327
landing pages, optimizing your, 330–331
navigation report, reviewing your,

328–329
overview, 325–326
segmentation, 327–328

bits per second (bps), 31
blacklisting the spammers, 130
BlackTrack, 112
blog analytics tools

Bloglet, 100
Measure Map, 99–100
Mint, 98–99, 131
103bees.com, 102, 212
overview, 98
Technorati, 100–101

blog spam, 103
Blogdigger, 126
Blogger, 103
Bloglet, 100
blog-monitoring services, 126
bookmark statistics as non-mission critical

statistics, 134
bots, 15, 32
bounce rate

defined, 336
landing pages optimization, 289–290
losing visitors to, avoiding, 172
overview, 27

Bounce Rate report, 286
bounty, 29
bps (bits per second /bytes per second),

20, 31
broad matches in search data, 207–208
browser data

monitoring browser usage, 163–165
overview, 163
statistics on, 163–165

browsers, optimizing site for multiple, 11

browsing a directory, 336
budgetary issues, 60
Burmeister, Mary (HTML 4 For 

Dummies), 207
Business Plans For Dummies (Wiley), 55
bytes, 20, 336
bytes per second (bps), 20

• C •
calculating conversion rates, 

53–55, 217–218, 331–332
call to action, lack of, 290
campaign analytics

Clickalyzer, 248, 251, 300
online advertising, used to track, 246–248
Openads, 247
overview, 246–247
TrackPoint, 247

CampaignTracker 2.0, 111–112
captcha (Completely Automated Public

Turing Test to Tell Computers and
Humans Apart), 103, 336

cart completion rate report, 195, 296
cart start rate report, 195
CFAnalytics, 250
changes, gradually making, 332–333
checkout completion rate report, 

195, 296–297
checkout start rate report, 195
choosing which KPIs to use, 196–198
choosing your Web analytics vendor, 76
classifying sources of Web traffic, 140–141
CLF (common log format), 136
click fraud

Adwatcher, 250
CFAnalytics, 250
ClickDetective, 249
combating, 320
defined, 336
overview, 248–249
WhosClickingWho, 250

Clickalyzer, 248, 251, 300
clickbots, 320
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ClickDetective, 249
clickstream

analysis, 160–162
defined, 336
overview, 24, 27, 159–162

clickthrough rate (CTR), 28, 336
clickthroughs, 254
ClickTracks

campaign reports, 330
clickstream analysis, 160–162
keywords, finding your Web site’s top,

157–158
labeling features, 160–162
opening, 154–155
overview, 86–87
using, 154–155

ClickTracks Analyzer, 62, 73
ClickTracks Appetizer

disadvantages of, 80
overview, 79–81

client-side software. See also combination
tools

advantages of, 66–68
benefits of, 69
cost of, 67, 68
defined, 337
disadvantages, 68–69
hard drive, recovery of data due to failed

or corrupt, 69
multiple domains, managing, 67–68
overview, 59
parsing log files with, 68
used to save data, 270
who should use, 69

cluttered pages, avoiding, 290
combination tools

advantages of, 73
overview, 72
reasons for using, 73–74

combined log format (XLF/ELF), 136
comment spam, 103
common log format (CLF), 136
comparisons. See also benchmarks

of monthly history, 44
searches used to find your site compared

to internal site searches, 220

competitive sites, benchmarking your
conversion rate against, 273–274

Completely Automated Public Turing Test
to Tell Computers and Humans Apart
(captcha), 103, 336

content considerations, 290
content sharing, 238, 239
content sites, 197
content-effectiveness KPIs

average page views per visit, 189
average visits per visitor, 189
overview, 189
page bounce rate, 190–191
percent low/medium/high click depth

visits, 190
percent low/medium/high frequency

visitors, 190
percent low/medium/high time spent

visits, 190
percent of returning visitors, 189–190
ratio of new to returning visitors, 190

continual improvement, committing to,
333–334

control panel, 34, 337
conversion. See also conversion KPIs

content optimization, 284
defined, 337
design optimization, 283–284
driven by internal site searches, 216–217
overview, 13, 28
tracking, 264–265

conversion funnel
overview, 262
relying on, mistake of, 313

conversion KPIs
average visits prior to conversion, 194
conversion rate, 194
conversion rate for campaign “X,” 195
new visitor conversion rate, 194
overview, 194
returning visitor conversion rate, 195

conversion process abandonment
percentage report, 187–188

conversion process breakdowns
conversion funnel, 262
Google Analytics’ conversion funnel,

263–264
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online advertising, 261–264
overview, 261

conversion rate. See also benchmarking
your conversion rate

baseline number, 54
calculating, 53–55, 217–218, 331–332
defined, 337
goals, 56
KPIs, 188, 194
landing pages optimization, 290
overview, 53
product pages optimization, 292

conversion rate for campaign “X” 
report, 195

converting keywords, determining your
top, 223

cookies
conversion tracking tools and, 265
defined, 337
myths about, 156, 308
overview, 31

copywriting, optimizing your, 146
co-registrations, 238
Coremetrics, 252
Coremetrics Live Profiles, 233
Coremetrics Online Analytics, 95–96
cost

client-side software, 67, 68
hosted solutions, 70
overview, 60
server-side software, 64

cost per conversion, 254
cost-per-lead, 254
country statistics, reviewing your, 

230–232
country-specific needs, serving, 163
coupon codes used to track online ads, 256
cPanel

accessing, 35
AWStats, 36, 37
bandwidth usage, 39
error log, 39–40
Latest Visitor view, 38–39
log in, 35
overview, 34
raw log file, 40

Raw Log Manager, 41
Urchin, 36, 37

CrazyEgg
disadvantages of, 83
overview, 82–84

cross-sell
defined, 337
opportunities, identifying, 13
overview, 319

CTR (clickthrough rate), 28, 336
customer segments. See segmentation
customers, new

converting keywords, determining your
top, 223

country statistics, reviewing your,
230–232

finding, 222–232
geographic reach, extending your,

229–232
high conversion categories, targeting, 232
keywords, finding new, 223
overview, 222
search engine marketing (SEM), 222
search engine optimization (SEO) efforts,

measuring your, 224–229
search engines used to find, 222
search rankings, improving your, 223–224

customizable reports, 93

• D •
Daniels, David (JupiterResearch), 322
dashboard, 337
data. See also historical data; search data

actionable data, 30–31, 335
aggregate data, 30, 335
browser data, 163–165
client-side software used to save 

data, 270
graphical data, relying on, 310–312
hard drive, recovery of data due to failed

or corrupt, 69
days and times, peak

days of the month report, 45–46
days of the week report, 46–47
hours report, 47–48
overview, 45
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days of the month report, 45–46
days of the week report, 46–47
deciphering error codes, 173–176
dedicated server, 62, 337
defining for your site shopping cart

abandonment, 296
defining the metrics that matter to you, 326
delayed conversions

defined, 337
overview, 255
tracking, 320–321

deleting access log files, 279–280
depth of visit, 310
design, avoiding poor, 290
desktop solutions. See client-side software
determining your most popular pages,

168–171
different applications, terminology in, 26
Digital River, 252
Direct Addresses/Bookmarks category

(AWStats), 50
Direct Marketing Association (DMA), 251
Document Not Found error, 17
downloading AWStats, 136
dynamic pages, 177–178, 337

• E •
ecommStats, 90
80/20 rule, 167, 212–215
elimination of nonhuman users, reasons

for, 127–128
e-mail harvesters, 123, 125
e-mail marketing campaigns

clickthroughs, 254
Coremetrics, 252
cost per conversion, 254
cost-per-lead, 254
Digital River, 252
increasing results from, 322–323
KPIs for, 253–254
open rate, 253
opt-out rate, 252
overview, 151–152, 251
relevancy in, 252

as source of Web site traffic, 141
WebTrends, 251–252

enterprise-level analytics tools
Coremetrics Online Analytics, 95–96
customizable reports with, 93
Omniture Site Catalyst 13, 94
overview, 92–93
WebSideStory HBX, 94–95
WebTrends Web Analytics 8, 93–94

entrance bounce rates report, 172–173
entry page, 28, 337
error codes

deciphering error codes, 173–176
500 Server Error code, 175
404 Not Found code, 175, 176
401 Unauthorized code, 175
403 Forbidden code, 175
HTTP response codes, 174
meaning of, 173–176
success codes, 174–175
304 Not Modified code, 175
301 Moved Permanently code, 175
302 Moved Temporarily code, 175
200 OK code, 174
206 Partial Content code, 174

error log, 39–40
error page information, lack of, 72
errors

finding, 176–177
overview, 173

Exclude all traffic from a domain filter
(Google Analytics), 52

Exclude all traffic from an IP address filter
(Google Analytics), 52

Exclude pattern filter (Google 
Analytics), 52

exit page, 28, 337

• F •
favicon.ico file, 176
favorite site statistics as non-mission

critical statistics, 134
FeedBurner, 104–105, 126
FeedFoundry, 105
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Feedster, 126
File Transfer Protocol (FTP), 39
file types statistics as non-mission critical

statistics, 134
filters

defined, 337
overview, 30
using, 52

financial goals, 55
finding errors, 176–177
finding new customers, 222–232
Fireclick, 273
Fireclick Index, 54
Firefox, 163, 186
500 Server Error code, 175
404 Not Found code, 175, 176
401 Unauthorized code, 175
403 Forbidden code, 175
free analytics tools

advantages of, 77
Analog, 78–79
AWStats, 79
ClickTracks Appetizer, 79–81
CrazyEgg, 82–84
disadvantages of, 77
finding, 78–83
Google Analytics, 81–82
offered by hosting company, 61
OneStatFree, 82
overview, 76–78

FreeBookClubs.com, 208, 209, 219–220, 261
FreeFind, 217
frequency, 26
frequency capping, 337
FTP (File Transfer Protocol), 39
FusionBot, 217

• G •
Gartner, 325
Gassman, Bill (analyst), 325
geographic reach, extending your, 229–232
Google, 145
Google Analytics

conversion funnel, 263–264
disadvantages of, 81

Entrance Bounce Rates report, 172–173
overview, 81–82
Top Content report, 168–171

Google Analytics (Wiley Publishing), 263
Google PageRank used to measure search

engine optimization, 224–226
Google Sitemaps, 318
graphical data, relying on, 310–312
gross rating point (GRP), 30
groups clusters. See segmentation
guerilla marketing, 338

• H •
hard drive, recovery of data due to failed

or corrupt, 69
Harvey, Greg (Microsoft Excel 2007 For

Dummies), 270
hidden trends, identifying, 277
high conversion categories, targeting, 232
highly targeted sites, visitor segmentation

in, 162
historical data

access log files, saving, 278–280
benchmarking times and seasons,

275–276
benchmarking your conversion rate,

271–274
benchmarking your KPIs, 274
client-side solutions used to save 

data, 270
hidden trends, identifying, 277
hosted applications used to save 

data, 270
multiple tools, when using, 278
overview, 268–269
saving your, 332
server-side analytics applications used to

save data, 269–270
spreadsheets used to save data, 270–271

hit
defined, 338
as non-mission critical statistics, 132
overview, 22–23

hitbots, 320, 338
HitBox Professional, 90
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Hitwise, 207
home page optimization, 285–286
host of your visitors as non-mission critical

statistics, 133
hosted solutions. See also combination tools

accessing, 70
advantages of, 69–71
benefits of, 74
cost of, 70
disadvantages of, 71–72
error page information, lack of, 72
free tools offered by, 61
individual page tagging with, 71
as long-term solution, 72
multiple servers, spanning, 71
overview, 59, 62, 69
site architecture as consideration when

using, 71
support, 60–62
tagging pages for, 71
used to save data, 270
vendor, responsibilities of the, 69–70
who should use, 72

Hosttracker, 124
hours report, 47–48
HTML 4 For Dummies (Tittel & 

Burmeister), 207
HTML (HyperText Markup Language), 177
HTTP (HyperText Transfer Protocol), 39
HTTP response codes, 38, 174

• I •
IAB. See Interactive Advertising Bureau
IDC, 323
identifying site referrers, 138–139
IE (Internet Explorer), 163
ignoring non-mission critical statistics,

132–134
images, lack of, 287
importance of benchmarking

conversion rates, 273
overview, 14

impression. See hit
Include only traffic to a subdirectory filter

(Google Analytics), 52

increasing traffic from search engines, 146
IndexTools, 88
individual page tagging with hosted

solutions, 71
Interactive Advertising Bureau (IAB)

online advertising standards, 249
overview, 24

internal search effectiveness KPIs
average searches per visit, 191
overview, 191
percent visitors using search, 191
percent “zero result” searches, 191
percent “zero yield” searches, 191

Internal server error error, 17
internal site searches

accuracy in results of, 218
comparing searches used to find your

site to, 220
conversion rate, calculating, 217–218
conversions driven by, 216–217
defined, 338
KPIs for, 191
overview, 215–216
relevancy in results of, 218
sales driven by, 216–217
statistics on, 215
technology for, 217
zero results, searches yielding, 219–220

international statistics as non-mission
critical statistics, 133

Internet Explorer (IE), 163
Internet Service Provider (ISP), 25
IP (Internet Protocol) address

defined, 338
overview, 19
tracking users by, 122

issues causing visitors to leave your site
contact info, lack of, 287
images, lack of, 287
navigation, excess of, 287
optimization strategies, 287–288
overview, 287–288
trust, lack of, 287
unclear navigation, 287
unclear selling proposition, 287
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• J •
JavaScript, 32, 338
Joint Industry Committee for Web

Standards, 23
JupiterResearch, 156, 322–323

• K •
Kent, Peter

Pay Per Click Search Engine Optimization
For Dummies, 144

Search Engine Optimization For Dummies,
29, 146, 158, 212, 282

key performance indicators (KPIs)
average amount of time users spend on

the site, 184–186
average number of pageviews per user,

183–184
choosing which KPIs to use, 196–198
for content sites, 197
content-effectiveness KPIs, 189–191
conversion KPIs, 194–195
conversion process abandonment

percentage, 187–188
conversion rate, 188
creating, 198
defined, 338
for e-commerce sites, 196
for e-mail marketing campaigns, 253–254
internal search effectiveness KPIs, 191
landing pages optimization, 289–290
for lead generation sites, 197
marketing-effectiveness KPIs, 192–193
monitoring only your vital, 327
overview, 180–181
product pages optimization, 291–292
shopping cart abandonment, 

187–188, 296–297
shopping cart KPIs, 195
for support sites, 198
support ticket abandonment rate, 187
user and traffic growth KPIs, 188–189

keyphrases
accessing, 202–204
defined, 338
overview, 19–20
reviewing your top search terms, 204–206

keywords
accessing, 202–204
campaigns, reviewing your, 329–330
comparisons used to track online

advertising, 260–261
defined, 338
finding new, 223
finding your Web site’s top, 157–158
overview, 19–20, 147
relevant terms, searching for, 207
reviewing your top search terms, 204–206
surprising keywords, 206
tracked with Google Analytics, 244–246

known visitors, 25
KPIs. See key performance indicators

• L •
labeling entry pages, 257–259
labeling features (ClickTracks), 160–162
landing pages

defined, 338
issues causing visitors to dislike your

landing page, 290
overview, 28, 168
targeted landing pages, 218–219

landing pages optimization
average time on site, 289
bounce rate, 289–290
call to action, lack of, 290
cluttered pages, avoiding, 290
content considerations, 290
conversion rate, 290
design, avoiding poor, 290
issues causing visitors to dislike your

landing page, 290
KPIs, measuring, 289–290
optimization strategies, 288–290
overview, 288, 330–331
price, avoiding unclear, 290
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latency, 26
Latest Visitor view, 38–39
lead generation sites, 197
leave your site, issues causing visitors to.

See issues causing visitors to leave
your site

length of stay, 310
lifetime value, 194
link building campaigns, 149–150
Link Checker Pro, 125
link checkers, 125
link exchanges, 238
link partners as source of Web site 

traffic, 141
link popularity, 149
linkage control, 148
Links from a NewsGroup category

(AWStats), 50
Links from an External Page category

(AWStats), 51–52
Links from an Internet Search Engine

category (AWStats), 50–51
live analytics tools

overview, 113–114
VisiStat, 116
VistorVille, 114–115
WhosOn, 114

log in, 35
logfiles. See access log files
long tail principle, 214–215, 223, 338
long-term solution, hosted solutions as, 72
long-term value (LTV), 194
low-cost analytics solutions. See also

ClickTracks
ecommStats, 90
HitBox Professional, 90
IndexTools, 88
MetriServe, 90
nextStat, 88
overview, 84–85
Unica NetTracker, 85–86
VisiStat, 86

loyalty-based traffic, 143
Lunametrics, 117

• M •
major search engines, 142
marketing plan

conversion rate goals, 56
financial goals, 55
nonfinancial goals, 55
overview, 55
Web site goals, 56

marketing-effectiveness KPIs
average cost per visitor versus average

revenue per visitor, 192
average items per cart completed, 193
average order value versus average cost

per conversion, 193
overview, 192
percent orders from first-time customers

versus repeat customers, 193
percent orders from new visitors versus

returning customers, 193
percent revenue from first-time

customers versus repeat 
customers, 193

percent revenue from new visitors versus
returning visitors, 192

mathematical calculations
averages, 182
overview, 181
percentages, 181–182
rates, 182
ratios, 182

meaning of error codes, 173–176
Measure Map, 99–100
membership-based traffic, 143
merchandising efforts, optimizing, 318–319
meta-data search engines, 145
metrics, 136
MetriServe, 90
Microsoft Excel 2007 For Dummies

(Harvey), 270
millions of bits per second (Mbps), 31
Mint

overview, 98–99
used to fight referrer spam, 131
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miscellaneous statistics as non-mission
critical statistics, 134

misspellings, 208
mistakes

conversion funnel, relying on, 313
graphical data, relying on, 310–312
popular search terms hold the key to

more traffic, fallacy that, 312
Top 10 lists, relying on, 313–314

M:Metrics, 255
mobile advertising, 255
monitoring behavior on site to identify

nonhuman users, 127–128
monitoring browser usage, 163–165
monthly history

AWStats, 43–44
comparing months, 44
overview, 275
recording your, 42–44
visitor report tells all (myth), 304–305

Morris, Tee (Podcasting For Dummies), 108
MSN, 145
multichannel sales, 233
multinational appeal of your site, 162–163
multiple domains, managing, 67–68
multiple payment options, offering, 297
multiple servers, spanning, 71
multiple tools, Web analytics history when

using, 278
multivariate testing

defined, 117, 338
overview, 284

myths
about cookies, 308
all Web analytics software is alike,

307–309
averages are the analytics answer, 304
monthly visitor report tells all, 304–305
numbers never lie, 309–310
overview, 303
pinpoint precision is paramount, 305–306
unique visitor data tells the truth, 307

• N •
natural search, 137
navigation

defined, 338
excess of, 287
overview, 28

navigation report, reviewing your, 328–329
navigational analysis, 27
Netcraft, 10, 124
NetNewsWire, 126
new customers

converting keywords, determining your
top, 223

country statistics, reviewing your,
230–232

finding, 222–232
geographic reach, extending your,

229–232
high conversion categories, targeting, 232
keywords, finding new, 223
overview, 222
search engine marketing (SEM), 222
search engine optimization (SEO) efforts,

measuring your, 224–229
search engines used to find, 222
search rankings, improving your, 223–224

new visitor conversion rate report, 194
NewsGator, 126
newsgroups, 50, 338
nextStat, 88
niche search engines, 142, 145
nonbranded traffic, 210
nonfinancial goals, 55
nonhuman users

aggregators, 126
blog-monitoring services, 126
defined, 122, 338
elimination of, reasons for, 127–128
e-mail harvesters, 123, 125
hosting monitoring services, 124
IP address, tracking users by, 122
link checkers, 125
monitoring behavior on site to identify,

127–128
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nonhuman users (continued)
overview, 122
pinging service, 126
reports used to identify, 127
robots, 122
RSS feed readers, 126
spambots, 123, 125
spiders, 122
unique visitors, excluding, 128
uptime companies, 124
validators, 125
Web crawlers, 122

non-mission critical statistics
anonymous users’ statistics as, 134
authenticated users’ statistics as, 134
bookmark statistics as, 134
favorite site statistics as, 134
file types statistics as, 134
hit counts as, 132
host of your visitors as, 133
ignoring, 132–134
international statistics as, 133
miscellaneous statistics as, 134
overview, 132
time of day statistics as, 132

non-search engine site referrers
accidental traffic, 148
advantages of, 149
disadvantages of, 149
e-mail campaigns, 151–152
link building campaigns, 149–150
linkage control, 148
overview, 147–149
Web rings, 150–151

numbers never lie (myth), 309–310

• O •
Offermatica, 117
offline responses to online ads

coupon codes used to track, 256
overview, 255–256
tracking, 255–257
unique toll-free phone numbers used to

track, 256–257
unique URLs used to track, 256

Omniture, 274, 309, 325
Omniture Site Catalyst 13, 94
103bees.com, 102, 212
OneStat.com, 164–165
OneStatFree

disadvantages of, 82
overview, 82

online advertising
AdWords Conversion Tracking, 264–265
campaign analytics used to track,

246–248
click fraud, 248–250
conversion process breakdowns, 261–264
e-mail marketing campaigns, 251–254
keyword comparisons used to track,

260–261
keywords tracked with Google Analytics,

244–246
offline responses to online ads, tracking,

255–257
optimizing, 265–266, 317
overview, 241–242
pop-under ads, 243
pop-up ads, 245
search engine comparisons used to track,

257–260
standards for, 249
terminology for, 29
tracking URLs used to track, 243–246

open rate, 253
open source programs, 78
Openads, 247
Opera, 164
optimization strategies

A/B testing, 117, 284, 335
Average Number of Pageviews report,

285–286
Average Time on Site report, 285
Bounce Rate report, 286
conversion content optimization, 284
conversion design optimization, 283–284
home page optimization, 285–286
issues causing visitors to leave your site,

287–288
landing pages optimization, 288–290
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measuring the effect of site changes,
299–300

multivariate testing, 284
online advertising, 265–266
overview, 282
product pages optimization, 291–292
redesigning your Web site, 293
Robot report, reviewing, 283
search engine optimization, 282–283
shopping cart abandonment, preventing,

293–299
optimizing site for multiple browsers, 11
Optimost, 117
opt-in, 27
opt-out rate, 252
organic search, 29, 338
Overture, 207

• P •
page bounce rate report, 190–191
page displays, 24, 339
Page, Larry (Google founder), 224
page rank, 221
page tags, 85
pages that drive your traffic, 171–173
pageviews, 19, 22, 24–25, 339
paid search. See pay per click (PPC)
Pareto Principle, 167
parsing log files with client-side 

software, 68
partially anonymous visitors, 25
path analysis, 27
pay per click (PPC)

defined, 339
increasing, 146
optimizing, 317–318
overview, 81, 110
search campaigns effecting search data,

207–208
Pay Per Click Search Engine Optimization

For Dummies (Kent), 144
peak days and times

days of the month report, 45–46
days of the week report, 46–47

hours report, 47–48
overview, 45

percent low/medium/high click depth
visits report, 190

percent low/medium/high frequency
visitors report, 190

percent low/medium/high time spent
visits, 190, 291

percent new visitors report, 189
percent of returning visitors report,

189–190
percent of traffic from search engines

report, 189
percent of traffic growth this period 

report, 189
percent of user growth this period report,

188–189
percent orders from first-time customers

versus repeat customers report, 193
percent orders from new visitors versus

returning customers report, 193
percent revenue from first-time customers

versus repeat customers report, 193
percent revenue from new visitors versus

returning visitors report, 192
percent visitors using search report, 191
percent “zero result” searches report, 191
percent “zero yield” searches report, 191
percentages, 181–182
Pheedo, 105–106
phishers, 339
Pico Search, 217
ping, 124, 339
pinging service, 126
Pingomatic, 126
pinpoint precision is paramount (myth),

305–306
platform, 32, 339
podcasting, 108
podcasting analytics tools

overview, 108
PodTractor, 108–109
RadioTail Ripple, 109–110

Podcasting For Dummies (Morris & 
Terra), 108

355Index

29_098240 bindex.qxp  3/21/07  1:58 PM  Page 355



PodTractor, 108–109
POP3 (Post Office Protocol), 39
popular pages, determining your most,

168–171
popular search terms, determining, 158
popular search terms hold the key to more

traffic, fallacy that, 312
pop-under ads, 243
pop-up ads, 245
portability issues with server-side

software, 65
Portent Interactive, 210–211
PPC. See pay per click (PPC)
PPC analytics tools

BlackTrack, 112
CampaignTracker 2.0, 111–112
overview, 110–111

PRChecker used to measure search engine
optimization, 226–227

predictive analytics
defined, 339
overview, 323

preinstalled Web analytics on back-end,
what to do when you don’t have, 42

price, avoiding unclear, 290
private listing for your domain

information, 140
product pages optimization

conversion rate, 292
issues preventing visitors from

liking/using your product page, 292
KPIs, measuring, 291–292
overview, 291
percent low/medium/high time spent

visits, 291
shopping cart start rate, 291–292

proxy, 25, 339

• Q •
qualifying potential alliances, 236
query, 339

• R •
RadioTail Ripple, 109–110
rates, 182
ratio of checkout starts to cart starts

metric, 297
ratio of new to returning visitors 

report, 190
ratios, 182
raw log files. See access log files
Raw Log Manager, 41
Really Simple Syndication (RSS), 

56, 103–104, 339
real-time opportunities, 319–320
reasons for shopping cart abandonment,

294–295
reasons to use Web analytics, 12–14
recency, 26
recognizing referrer spam, 129–130
redesigning your Web site, 293
reducing shopping cart abandonment,

295–299
referrer logs, reviewing, 234–235
referrer spam

blacklisting the spammers, 130
defined, 339
Mint used to fight, 131
overview, 129
recognizing, 129–130
rel = “no follow” attribute, 

using, 131
tactics for fighting, 130–131

referrers, 136
Referrers Origin report (AWStats), 49–53
Referrers section (AWStats), 136–137
referrers used to improve Web site

visibility, 233–236
referring page

affiliate marketers as source of Web site
traffic, 141

alliances with, 233–236
analytics used to determine your, 136–138
classifying sources of Web traffic, 140–141
e-mail campaigns as source of Web site

traffic, 141
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identifying, 138–139
link partners as source of Web site 

traffic, 141
non-search engine site referrers, 147–152
qualifying potential alliances, 236
reverse DNS look-ups used to 

determine, 139
search engines as source of Web site

traffic, 140, 142–147
Web ring partners as source of Web site

traffic, 140
referring requests for items you have no

intention of offering, 159
registering your Web site with search

engines, 142–143
rel = “no follow” attribute, using, 131
relevancy

in e-mail marketing campaigns, 252
in results of internal site searches, 218
searching for relevant terms, 207

reliability of server-side software, 64
Remote Tracking, 251
removing raw log files, 41
reports. See also specific reports

customizable reports, 93
nonhuman users, reports used to 

identify, 127
requests for products, services, and

information you don’t offer, finding,
158–159

return on advertising spend (ROAS), 
30, 330

return on investment (ROI), 30
return on marketing investment (ROMI), 30
returning visitor conversion rate 

report, 195
reverse DNS look-up

defined, 340
used to determine site referrers, 139

reviewing referrer logs, 234–235
reviewing sources of your Web traffic, 137
reviewing your top search terms, 204–206
revolutionary effects of Web analytics on 

e-business
click fraud, combating, 320
delayed conversions, tracking, 320–321

e-mail campaigns, increasing results from,
322–323

merchandising efforts, optimizing,
318–319

online marketing campaigns, 
optimizing, 317

overview, 315–316
paid search campaigns, optimizing,

317–318
PPC, optimizing, 317–318
predictive analytics, 323
real-time opportunities, 319–320
self-support functions, optimizing,

321–322
user-optimized sites, 316

ROAS (return on advertising spend), 
30, 330

robot, 15, 32, 122, 340
Robot report, reviewing, 283
robots.txt file, 176
ROI (return on investment), 30
ROMI (return on marketing investment), 30
RSS analytics tools

FeedBurner, 104–105
FeedFoundry, 105
overview, 103–104
Pheedo, 105–106
SimpleFeed, 106–107
StandardStats, 105
TotalStats, 105

RSS feed readers, 126, 340
RSS (Really Simple Syndication), 

56, 103–104, 339

• S •
Safari, 164
sales driven by internal site searches,

216–217
saving

access log files, 280
raw log files, 41
Search & Replace filter (Google

Analytics), 52
search data

accessing, 202–204
broad matches, 207–208
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search data (continued)
misspellings, 208
overview, 202
pay per click search campaigns effecting,

207–208
relevant terms, searching for, 207
reviewing your top search terms, 204–206
surprising keywords in, 206

search engine comparisons
labeling entry pages, 257–259
overview, 257
traffic quality, comparing, 259–260

search engine marketing (SEM), 
29, 189, 222, 340

search engine optimization (SEO)
Alexa Rankings used to measure, 227–229
defined, 340
Google PageRank used to measure,

224–226
measuring your, 224–229
103bees.com, 212
overview, 209–210, 282–283
Portent Interactive, 210–211
PRChecker used to measure, 226–227
TrafficAnalyzer, 210

Search Engine Optimization For Dummies
(Kent), 29, 146, 158, 212, 282

search engine spider, 15, 26, 65, 340
search engines. See also search engine

optimization
copywriting, optimizing your, 146
Google, 145
increasing traffic from, 146
keywords, 147
loyalty-based traffic, 143
major search engines, 142
membership-based traffic, 143
meta-data search engines, 145
MSN, 145
niche search engines, 142, 145
overview, 142
paid searches, 146, 147
pay-per-click advertising, 144
registering your Web site with, 142–143
second-tier search engines, 142, 145

service used for your search engine
submissions, 143

site design, optimizing your, 146
as source of Web site traffic, 140, 142–147
unique content in your site, 144
unknown search engines, 145
used to find new customers, 222
which search engines are sending your

traffic, determining, 144–147
Yahoo!, 145

Search Keyphrases report (AWStats),
204–205

Search Keywords report (AWStats),
204–205

search rankings, improving your, 223–224
search terms used on your internal site

search, 192
SearchBlox, 217
season-to-season monitoring, 275–276
second-tier search engines, 142, 145
security with server-side software, 64
segment, 29, 340
segmentation

best practices, 327–328
browser data, 163–165
clickstreams, 159–162
country-specific needs, serving, 163
defined, 340
in highly targeted sites, 162
keywords, finding your Web site’s top,

157–158
multinational appeal of your site, 162–163
overview, 153–154
popular search terms, determining, 158
referring requests for items you have no

intention of offering, 159
requests for products, services, and

information you don’t offer, finding,
158–159

target market, defining your, 162
translation services for your site, 163

self-support functions, optimizing, 321–322
SEM (search engine marketing), 29, 189,

222, 340
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SEO. See search engine optimization
server space shortages with server-side

software, 65
server-side software. See also combination

tools
access logs, 62
access to, 63–64
advantages of, 63–65
benefits of, 69
cost of, 64
defined, 340
disadvantages of, 65–66
overview, 62–63
portability issues with, 65
reliability of, 64
security with, 64
server space shortages with, 65
site failures, 65
spider activity, 65
standardized log files, 65
support for, 65–66
used to save data, 269–270
who should use, 66

service used for your search engine
submissions, 143

session, 19, 28, 340
shared server, 60, 340
shopping cart abandonment

cart completion rate metric, 296
checkout completion rate metric, 296–297
defined, 340
defining for your site, 296
KPIs for, 296–297
multiple payment options, offering, 297
overview, 293–295
preventing, 293–299
ratio of checkout starts to cart starts

metric, 297
reasons for, 294–295
reducing, 295–299

shopping cart abandonment rate report,
187–188, 195

shopping cart KPIs
cart completion rate, 195
cart start rate, 195
checkout completion rate, 195

checkout start rate, 195
overview, 195
shopping cart abandonment rate, 195

shopping cart start rate, 291–292
Simple Mail Transfer Protocol (SMTP), 39
SimpleFeed, 106–107
site architecture as consideration when

using hosted solutions, 71
site changes, measuring the effect of,

299–300
site design, optimizing your, 146
site errors, 39
site failures, 65
site hierarchy, 13
site map, 340
site referrer. See referring page
sitemaps, 318
SiteSpect, 117
SLI Systems, 217
SMTP (Simple Mail Transfer Protocol), 39
Sostre & Associates, 219–220, 

236, 261, 288, 291
spam, 340
spambot, 123, 125, 341
spiders. See search engine spider
split testing, 300
SplitAnalyzer, 117
spreadsheets used to save data, 270–271
SSPS, 323
standardized log files, 65
standards, 23
StandardStats, 105
statcasting technology, 116
statistics on browser data, 163–165
statistics on internal site searches, 215
Status and Errors report (Urchin), 176–177
stellar domain name, 153
sticky content, 185
strategic alliances

affiliates, 237–238
content sharing, 238, 239
co-registrations, 238
link exchanges, 238
new opportunities for, 240
overview, 237
Web site visibility improved with, 237–240
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success codes, 174–175
support

hosting company, 60–62
KPI, 198
server-side software, 65–66

support ticket abandonment rate 
report, 187

surprising keywords, 206
Syndirella, 126

• T •
tabbed browsing, 186
tactics for fighting referrer spam, 130–131
tagging pages for hosted solutions, 71
target market

defining your, 162
overview, 221

targeted landing pages, 218–219
technology for internal site searches, 217
Technorati, 100–101, 126
terminology

abandonment, 27
acquisition, 29
for actionable data, 30–31
Active Server Pages (ASP), 31
affiliate marketing, 29
after-click tracking (ACT), 27
aggregate data, 30
Application Programming Interface 

(API), 31
authentication, 31
average lifetime value (ALV), 30
bandwidth, 31
banner ad, 29
benchmark, 30
bots, 32
bounce rate, 27
bounty, 29
clickstream, 27
clickthrough rate (CTR), 28
conversion, 28
cookie, 31
in different applications, 26
entry page, 28
exit page, 28

filters, 30
frequency, 26
hits, 18–19, 22–23
JavaScript, 32
key performance indicator (KPI), 31
keyphrases, 19–20
keyword, 19–20, 29
landing page, 28
latency, 26
log file, 31
navigation, 28
navigational analysis, 27
for online advertising, 29
opt-in, 27
organic search, 29
overview, 18, 26–27
pageviews, 19, 22, 24–25
paid search, 29
path analysis, 27
pay per click (PPC), 29
platform, 32
recency, 26
referring page, 19
robot, 32
search engine marketing (SEM), 29
search engine optimization (SEO), 29
segment, 29
session, 19, 28
site referrers, 19
spiders, 32
unique visitors, 19, 22, 25–26
user session, 19
visit, 19, 28
visit duration, 28
Web crawlers, 32

Terra, Evo (Podcasting For Dummies), 108
304 Not Modified code, 175
301 Moved Permanently code, 175
302 Moved Temporarily code, 175
time of day statistics as non-mission

critical statistics, 132
times and seasons benchmarking

month-to-month monitoring, 275
overview, 275
season-to-season monitoring, 275–276
year-to-year monitoring, 276
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times and days,  peak
days of the month report, 45–46
days of the week report, 46–47
hours report, 47–48
overview, 45

Tittel, Ed (HTML 4 For Dummies), 207
Too many users error, 17
Top Content report (Google Analytics),

168–171
Top 10 lists, relying on, 313–314
TotalStats, 105
trackbacks, 103
tracking

conversion process, 264–265
coupon codes used to track online 

ads, 256
delayed conversions, 320–321
IP (Internet Protocol) address, tracking

users by, 122
offline responses to online ads, 255–257

tracking URLs, 243–246
TrackPoint, 247
traffic

affiliate marketers as source of Web site
traffic, 141

classifying sources of Web traffic, 140–141
determining cost of, 261
e-mail campaigns as source of Web site

traffic, 141
increasing traffic from search 

engines, 146
link partners as source of Web site 

traffic, 141
loyalty-based traffic, 143
membership-based traffic, 143
origin of your, 49–53
percent of traffic from search engines, 189
percent of traffic growth this period, 189
quality, comparing, 259–260
search engines as source of Web site

traffic, 140, 142–147
Web ring partners as source of Web site

traffic, 140
which search engines are sending your

traffic, determining, 144–147
traffic partners, 136

TrafficAnalyzer, 210
translation services for your site, 163
trust, lack of, 287
200 OK code, 174
206 Partial Content code, 174

• U •
unclear navigation, 287
unclear selling proposition, 287
Unica NetTracker, 85–86
unique content in your site, 144
unique toll-free phone numbers used to

track offline responses to online ads,
256–257

unique URLs used to track offline
responses to online ads, 256

unique visitor data tells the truth 
(myth), 307

unique visitors
anonymous visitors, 25
defined, 341
excluding, 128
known visitors, 25
overview, 25–26
partially anonymous visitors, 25

Unix, 341
Unknown Origin category (AWStats), 53
unknown search engines, 145
Uppercase/Lowercase filter (Google

Analytics), 52
up-sell, 319, 341
uptime companies, 124
Urchin

offered for free, 61
overview, 36, 37
Status and Errors report, 176–177

user and traffic growth KPIs
overview, 188
percent new visitors, 189
percent of traffic from search engines, 189
percent of traffic growth this period, 189
percent of user growth this period,

188–189
user session, 19
user-optimized sites, 316
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• V •
validators, 125
vendor, responsibilities of the, 69–70
vendors’ pricing models, 88
visibility, Web site

finding new customers, 222–232
multichannel sales, 233
page rank, 221
referrers used to improve, 233–236
strategic alliances used to improve,

237–240
target marketing, 221
visitor segmentation, 221

VisiStat, 86, 116
visit, 19, 28
visit duration, 28, 341
visitor labeling. See segmentation
visitor profiling. See segmentation
visitor segmentation. See segmentation
VistorVille, 114–115

• W •
Web analytics

defined, 341
overview, 14–15
reasons to use, 12–14
What category, 16
When category, 16–17
Where category, 17
Who category, 15–16
who should use, 10–11
Why category, 18

Web Analytics Association, 23
Web counters, 341
Web crawlers. See search engine spider
Web Link Validator, 125
Web ring partners as source of Web site

traffic, 140
Web rings, 150–151
Web site goals, 56

Web site visibility
finding new customers, 222–232
multichannel sales, 233
page rank, 221
referrers used to improve, 233–236
strategic alliances used to improve,

237–240
target marketing, 221
visitor segmentation, 221

Web 2.0, 341
Webalizer, 61
Weblog, 341
WebSideStory, 215, 216–217, 219, 255, 273
WebSideStory HBX, 94–95
WebTrends, 251–252, 327
WebTrends Web Analytics 8, 93–94
What category, 16
When category, 16–17
Where category, 17
Who category, 15–16
who should use Web analytics, 10–11
Whois Lookup database, 140
WhosClickingWho, 250
WhosOn, 114
Why category, 18
Wiley Publishing

Business Plans For Dummies, 55
Google Analytics, 263

WordPress, 103

• X •
XLF/ELF (combined log format), 136

• Y •
Yahoo!, 145
year-to-year monitoring, 276

• Z •
zero results, searches yielding, 219–220
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