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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
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qualifying potential alliances, 236
query, 339
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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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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
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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
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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

(APD), 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
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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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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
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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
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zero results, searches yielding, 219-220



