
Dana DiTomaso: I'm going to be talking to you about evaluating content success with analytics. I                
promise it will be exciting, and only a little bit nerdy. One of the first things that I find that people struggle                      
with is asking themselves, "Was this content successful?" I think this is one of the biggest problems that                  
people run into when it comes to measuring the success of content. 

Was it successful? Did I do a good job? Am I doing the right things? I think a lot of people struggle with                       
how to answer those questions, because, yes, you're the boss or your client will say to you, like, "You                   
spend all this time with this content. Was it successful?" You're like, "I don't know, it got a bunch of                    
pageviews." They don't actually know the real answer to it. Hopefully, by the end of this talk, you will have                    
some more answers other than, like, "It got a bunch of pageviews." 

The first thing I want you to start with, before you dive into the whole idea of measuring success, is asking                     
yourself, what is success? Which I know is a real existential question. If a content falls in a forest, does it                     
make a sound, et cetera, but really think about what's success. The success metric for your content is                  
really going to vary based on the type of content you're producing. Marketing copy, for example, is going                  
to have very different success metrics than, say, a how-to guide. 

One of them is going to be rated on conversions. The other one's going to be rated on the number of                     
people who end up emailing support, still confused after they read your guide—really thinking about what                
is success for this particular piece of content that I'm evaluating in this moment. If you're really not sure                   
how to measure success, normally people first start by turning to Google Analytics. Makes sense. Google                
Analytics, well known, popular. Most sites use it. Why don't we start there? 

Here's the problem with Google Analytics. Here's a nice, beautiful report, and Google Analytics is actually                
the analytics data for my company's website, kickpoint.ca, so you can see the visits that we've had in the                   
month of April. It's a really nice report. You got these metrics, you've got pageviews, you've got unique                  
pageviews, you’ve got time on page, bounce rate. Everybody loves bounce rate. Does the exit value?                
This must be the right one because Google says it is, and I trust Google—although do I? 

I think that this is where people will say, "Well, I'm just going to export this report, and then, done, it's                     
successful. I'm moving on with my life." The problem is that you may not know what's actually going on                   
behind the scenes. I'm going to talk about what each of these metrics actually means, because it may not                   
actually be telling you what you think it's telling you. Sorry. The first one is pageviews. A pageview is the                    
number of times a page was viewed. 

Perfect, except a pageview isn't just what you might think of pageview. You do a Google search, you click                   
on the result, you go to the website, and then you have a pageview, tada. Well, some things could                   
happen as well. A pageview can happen, not just in the example that you thought of, when someone                  
views your page, but it can also happen when someone comes back to your page after a session timeout. 

A session timeout—I've seen sessions in Google Analytics, but what does that mean? Well, a session                
timeout by default in Google Analytics, and you can change this, it's 30 minutes in length. Let's say, for                   
example, you open up a page to start reading it. You realize, I should grab some lunch. You go and have                     
lunch. Your lunch is 31 minutes long or for 32 minutes long. 

Then, you come back and you start the content again. Well, the problem is that your session has timed                   
out in this time. 



Now, you've actually got two pageviews in two sessions, even though you're still you as one human                 
being, but because there was that brief break in between you starting to look at the page and you                   
finishing to look at the page, it's broken up over two sessions. 

You can see how things can start to get artificially inflated. For example, people also—and you're                
probably thinking, "Oh, I am this person right now," as you read this—people leave browser tabs open for                  
weeks and weeks and weeks. In fact, just before I recorded this, Google announced that they're making it                  
easier for you to keep tabs open forever and ever and ever by labeling them, which is going to make this                     
even worse, because how many of you out there right now have this browser, which to me is horrifying? 

I am very much a browser minimalist, but I get that not everyone is. I always say, like, "If Marie Kondo                     
was giving this talk, she would say, ‘If this tab doesn't give you joy, you should close it.’" The problem is                     
that with each of these tabs being open all the time, you end up with a pageview information that looks                    
like this. This is information taken from one of our client's websites. What I looked at here was showing                   
the session duration for one specific page, and showing how long it was. 

You can see that 59% of the visits to this page—the sessions to this page were zero seconds in length.                    
What does that mean? It means that 59% of the people who have this page probably haven't opened their                   
browser. Then, every time their page reactivates, it's just recording zero seconds. Every time you open up                 
your browser in the morning, every time you take your computer out of sleep, every time you open up                   
your browser to open up another tab, that you're not going to look at for weeks and weeks and weeks.                    
Again, a zero-second session, and this happens a lot. 

The other problem is how Google Analytics calculates time on page, because they only calculate time on                 
page when a second page was opened, or an action was completed. There isn't, sadly, some magical                 
timer running in the background when you open up your website and Google is calculating how long you                  
spent on that page. If you have a really fantastic resource, it takes eight years for someone to read and                    
they never say, sign up for your newsletter, maybe they're already a newsletter subscriber, or they never                 
fill out a form to become a member of your organization or whatever it might be because of that. 

Google Analytics is never going to record time on page, which is sad, because you might have a really                   
fantastic resource. Someone could spend eight hours quite literally without stopping, looking at this page,               
but if they never actually do an action by default, Google Analytics won't record anything. That's sad. 

One of the things that we find is that because of this, unique pageviews are also messed up. That's the                    
number of pages from a single session, but depending on how long your session length is. Think about                  
that person who went to lunch and then came back again. You could have two unique pageviews. It's                  
actually the same person just because they took a break in the middle. That's another issue that you can                   
run into. Then, you can see here, time on page. 

Thinking earlier to what I said about Google Analytics not actually measuring what is in time on page, the                   
problem here is that by default, I would probably have really bad time on page. What we've done with our                    
website in particular is—if you know anything about Google Analytics, you can go check out our website                 
and see the different stuff we have running—but one of the things we have running on our website is, I                    
have a timer running every 30 seconds, that just records, ping, yes, this person is still there. That means                   
that for us, we have much more accurate time on page measures because we've put this in and it's                   
running through Google Tag Manager to record a little ping every 30 seconds. 

Now, this is only feasible for us because we're not exactly a high-volume website. Those of you who work                   
in enormous corporations, doing this will 100% crush your Google Analytics implementation. 



You'll end up spending a lot of money or having to upgrade to 360, so I don't recommend it for everybody.                     
If you're a relatively small implementation like ours is, running this 30-second timer can really help you get                  
a better sense of time on page. You can see, for example, the average time on page here, let's see, it's                     
31 minutes for our website, which means that people are really reading our content. That's impressive. 

I mean, some people 100% are leaving things open and tabs forever and ever, no question. In this case,                   
it's one of the things that we can see is how long people are engaging with certain pieces. For example,                    
we have a post literally on how to make your website easy to read. I can see on it on average people are                       
looking at it for two and a half hours. That's pretty cool. They're probably leaving it open to their tab for a                      
while and then leaving, but, at the same time, it means that it's something that they're really interested in. 

I think that helps us get a much better sense of how our content is being perceived. The next thing I want                      
to talk about, our entrances and exits, which also seem clear cut, of course, but they're not, of course.                   
One of the things with entrances is if it's a totally clean, perfect browser session, you Google something,                  
you come to the website, you're now in entrance. You close the tab, you're now in exit. 

That's how it's supposed to work. The reason why it doesn't work like that is because Google Analytics                  
was made back in the Stone Age before we had tabs, and Google Analytics still thinks of everything as a                    
non-tab world, which is not how we engage with websites now. That's why a lot of these problems exist.                   
Again, if you think about that person who looked at the content, went for lunch, came back again, they                   
had an entrance, and then when they came back from lunch, they had another entrance, and then when                  
they went for lunch, that was actually exit, although it wasn't an exit, they just kept the tab open, but their                     
session timed out. Therefore, it was an exit, but it wasn't actually an exit. 

Also, another fun fact about Google Analytics, sessions reset at midnight in the time zone of whatever                 
your Google Analytics implementation is set to. If you're serving worldwide customers and let's say you're                
based in California, so your time zone is set to Pacific Time, and it turns out you actually have a lot of                      
people coming to you from, say, Australia, their sessions are going to get reset midway through their day,                  
which is obviously not great. 

That's something else to think about, is like, are we serving people properly? Are we seeing an uptick in                   
sessions? Just because we are serving different countries around the world, and this midnight session               
reset is causing problems with our content. The last thing. I hate bounce rate, I'm just going to put it out                     
there. Bounce rate is the worst metric to possibly measure on. I get that it's something that people have                   
reported on. If you are doing it, please don't. 

I know it's going to take a little while to finish a [unintelligible 00:09:28] people off of bounce rate                   
because they're so used to seeing it, but bounce rate is total trash, and the reason why is because it just                     
doesn't mean what you think it's going to mean, because bounce rate— Lots of things can be a bounce                   
according to Google Analytics. 

Let’s say, for example, you're a local business, and someone comes on your website, gets to your contact                  
page, and then, they're old school, so instead of tapping the phone number on the page, they actually                  
pick up the phone, it's an old school phone, and dial the number, although, just by saying dial, they push                    
the buttons to call you, and then they call you. Well, the thing is that unless you're using call tracking                    
software, that's now a bounce, because they didn't engage with the page, they called you. That means                 
that—it wasn't a bounce. You got a phone call. That's perfect. That's exactly what you want to have                  
happened. But Google Analytics is like, "Look, I didn't see it happen. Therefore, it doesn't exist.                
Therefore, it's a bounce." 



That can happen with a lot of different things. For example, let's say you work for a SaaS product. One of                     
the things you want to track is if people click the sign-in link to go to the product website, but you don't                      
have any link tracking on that sign-in link and the product website is actually on a completely different                  
Google Analytics implementation. The path was lost and now it looks like a bounce as well, but people                  
are actually clicking the sign-in link to go there. 

You can see, lots of different things can be bounces. Even that example before where the person opened                  
a page, went for lunch, that's a bounce. They came back again. They read it again, and then they                   
might've left without doing anything else. That's actually two bounces for someone who actually had really                
great engagement with your content. Again, this is all vanilla, how Google Analytics measures things.               
We're going to make this better. 

The other problem with bounce rate is it can be anything you want it to be. Some of the horrible things I've                      
seen—web developers, I love you, but do in their Google Tag Manager implementations are things like if                 
someone scrolls 1% of the way down the page, now they put it in what's called an "interactive event."                   
Now, that person hasn't bounced anymore. That seems scuzzy. Or they'll say, "If someone spends one                
second on the page, now they're no longer a bounce." Someone might have tapped your ad by accident                  
and then hit the back button, but it wasn't fast enough. They still bounced. 

This is where I never trust bounce rate personally unless I've set it up or I've seen exactly everything that                    
goes into bounce rate. One of the things that might be useful for you to figure out is if your bounce rate is                       
accurate, is thinking about all the different things that would cause someone to bounce or not bounce.                 
Then, hopefully, from there, you can determine if your bounce rate is actually accurate. I would ignore it,                  
honestly, in most implementations until you've actually done the research to figure out exactly what is                
going into that bounce rate metric. 

Hopefully, you're not too sad. We're going to move on to other side parts of Google Analytics now. The                   
main report. Audience overview. This is everyone's favorite report. It's one of the first things that opened                 
in Google Analytics for years when you opened it up. What is a user? How is it new? When is it returning?                      
I think these are big questions that people have about users, and you never really have a good answer.                   
I'm going to try to unravel a little bit of what users mean. Hopefully, you have a better understanding of                    
this. 

When you go to a website, what happens is Google Analytics gives you what's called a "cid," and you can                    
see here in the example. This is our website, and I'm using a plugin for Chrome to see this, an extension                     
for Chrome. It's called "Analytics Pros." If you want to check it out and install it for yourself and see all the                      
nerdy weird stuff that happens in the back end for analytics, it's where I get a lot of my ideas, is watching                      
other people's Analytics implementations. 

That "cid" is your unique identifier. It's going to persist over multiple sessions unless you're using Safari or                  
Chrome. You're not, Safari or Firefox [unintelligible 00:13:01] Chrome, because Safari and Firefox have              
these privacy things in there, which is nice for people, but not so much for marketers. They want to track                    
you across the entire internet. That'll reset every day, but on Chrome the cookie will persist for two years. 

Additionally, if you actually signed into your Chrome browser with your Google account, and you're signed                
into, say, your cell phone as well with your Google account, then it will track you across multiple devices                   
assuming you've opted into the advertising program, which everyone has by default. 

In theory, Google should probably be able to chase you around the internet assuming that you stay within                  
the Google technology ecosystem. What that means is that everybody with a unique "cid" is a user. This                  



is again back to Kick Point's data for April. It's said that we have, let's see, 4,622 users in April. You can                      
see here that 4,538 of them are new. If you add new users to returning users, you actually get 5,228, not                     
4,622. 

Why? How does that work? Here's the thing. Sometimes a new user can also be a returning user, and                   
then just a regular user in the same time period. Here's an example. It's only for the time period too that                     
we're measuring. This example that I've shown you is April 1st to April 30th. If you came to the site on                     
March 31st, you're a user. If you came to it on April 1st, surprise, you're a new user. I'm only looking at                      
that time period, even though I was just there yesterday. Google doesn't care, you're new to me as far as                    
this time period is concerned. 

I come to the site on the first, I'm a new user. I come to the site on the second, I'm now a returning user. I                          
come to the site on the third, I'm just a user. You can see how a user can be in multiple buckets, and this                        
user count is never going to add up. Don't try, it'll make you crazy. I find that in most cases sessions are                      
probably the better thing to measure. A few exceptions are things like if you have a login and so you can                     
get a better sense of who is actually a user, and you're using the user's metric in Google Analytics                   
integrated with your own login, that can be really useful. 

That's what I would recommend, is like, don't always trust the user's metric unless you know exactly how                  
you can track it. In most cases, sessions is probably going to be good enough, unfortunately. Sorry. I                  
know a lot of people trust this new users' report. They use it all the time. It just is not telling you what you                        
think it's telling you. Sorry. 

The next thing is sessions. Sessions, super easy, right? Someone came to the site, but you got to                  
remember, there's a person who sadly is leaving your tab open forever and went to lunch, and so we're                   
back to that 30-minute timeout again. Because sessions end at midnight, there's a whole bunch of                
different things that can make a session go. One of the things you might want to do is actually reduce the                     
length of a session to better reflect actual time on your site, or increase it. For our site, for example,                    
because people are on our site for so long reading those articles, we actually have increased our session                  
length because people are spending so long reading the pieces of content on our site. 

If you have really transactional websites, e-commerce, you might want to reduce that, unless you're               
selling something like, well, tickets to an event, which not a lot of people are selling right now, but it'll                    
happen again. In the future, when we're allowed to go to events again and you're selling tickets to an                   
event, you might want to increase that because you know what's happening is people are putting tickets                 
in their cart and they're texting all their friends and saying, "Hey, do you want to sit here? Do you want to                      
sit here?" It takes a while. It's probably eight different sessions before that person actually converts. 

Then, the sad thing, and you might not think about this either, is that when that person does actually                   
convert, let's say it took them eight different sessions to get the conversion, that means that Google is                  
actually going to record that conversion rate based on the number of sessions, not the number of users.                  
Last time I checked, I don't think sessions buy stuff. I think users buy stuff. It is really frustrating that                    
Google Analytics by default records conversion rate based on sessions and not users, because people               
could take multiple sessions to actually purchase something. That's okay. I think that's fine. 

There's certainly things that you can do saying Google Data Studio, which is one of my favorite reporting                  
tools, to make your own user-based conversion metric. I would recommend trying that out, but I think that                  
that's something— Just be aware that Google's recording conversion rate based on sessions. If you have                



a lot of sessions where people are coming back again and again to make a choice, their conversion rate                   
is going to look like poop. It's not your fault. Just so Google records stuff, keep that in mind. 

Right now, you're probably feeling really sad because you're thinking of all the years of reporting, you've                 
given people saying, "Look, new users," and saying how accurate it is, and that's sadly not accurate.                 
Hopefully, now you have a better grasp of what these metrics are telling you so you can make better                   
decisions. Because one of the things that's really obviously good is presenting data with confidence, but if                 
it actually isn't telling you what you think it's telling you and you were super confident about this data, then                    
you're going to end up making poor decisions because you're making decisions based on incorrect               
information. Nobody wants to have that happen. 

Instead, let's think about what other metrics we should be looking at instead. Of course, it depends on the                   
standard marketing answer, but I'm going to tell you some ground rules. The first thing when you think                  
about a metric and reporting on it, the first thing you need to ask yourself is, "Is this answering your                    
question?" because the right metric will answer a question and also tell you what needs to be done as a                    
result of seeing that metric. 

They should really lead you in the direction that you need to go in and really think about, "Is," for example,                     
"The percentage of new users, is that something— What's my question? How many users do we have on                  
the website? What's the result of that? Can it tell you what needs to be done? Well, we need more new                     
users.” 

How many more? Think about how to present it in a way that's going to show your progress towards a                    
goal and also be able to tell a story with the data, because I think that's one of the most crucial things.                      
Look, you may think I'm content. I don't want to look at reports, but really think about reporting as an                    
opportunity to tell a story. I think that will make reporting a little bit more accessible to those of you who                     
are honestly great storytellers. Content people are great storytellers. I think that that's one of the things                 
that you need to think about for reporting as well, is tell a story with the data. It's just a different format.                      
Instead of words, it's numbers and pretty-looking pie charts. 

Often what we'll find is if you Google something like getting started in content reporting, type report, you'll                  
find a billion different templates out there. Often they will ask things like this, "How are blog sessions                  
trending? What are the main blog sources? Which authors drive more traffic and leads?" The problem                
with these kinds of charts is, I don't know what action you can actually take based on these items. For                    
example, one of them here, which authors drive more traffic and leads? What are you going to do about                   
that? You know which authors drive more traffic and which authors drive more leads, which might be                 
different things. 

This one might drive more traffic. This one might drive more leads, but at the same time, like, are those                    
leads actually converting and sales is it just because they write interesting stuff as totally off topic, right?                  
So you really have to apply a bit more thought to it. I would say, don't use these types of standard                     
metrics. Try to be specific to you and your situation. These are really generic. It's like the top 20 metrics to                     
measure content success in 2020. That's just for like, the internet is not for you and your specific                  
situation, so, I think, really putting some vigor towards how you choose these results is really going to                  
matter for how you do reporting. We can do better, we absolutely can do better. There's lots of different                   
metrics out there other than the standards that I've shown you in Google Analytics. 

One of the questions that I think you should ask yourself, and really this is probably part of your content                    
process already, is what is the job you want your visitors to do when they've encountered your content?                  
One of those jobs could be admiring how wonderful your content is. Earlier this week, I read a—I think it                    



was in the New York Times—profile of Val Kilmer, and it was a delightful, beautiful, so well-written piece                  
of content, admiring that content to your friends, that means you spent a long time reading it, you might                   
save it to Pocket, to read it later, right? These are all actions you could take in the admiration of a really                      
well-crafted piece of content, so that's the job that people could do as well. 

For right now, we're going to group success metrics into three different kinds of buckets. There's the                 
behavior metrics, there's usability metrics, and there's usefulness metrics. Behavior is asking the             
question, what happened? What other than sessions? This is like, going well beyond the surface metrics,                
and really figuring out what exactly happened. How do people behave when they encounter your content                
specifically? 

One of the things that, I think, you could probably report on is if visitors scroll down far enough to see your                      
CTA. This is obviously for more of a marketing-focused piece of content, but you can record this using                  
Google Tag Manager and see how many people actually encountered, say, the area where your CTA was                 
ensconced, and obviously it's going to be different on, say, desktop versus laptop, on laptop versus                
mobile. 

For example, my computer of choice is Microsoft Surface. It's great, there's a really narrow screen, so,                 
often I don't necessarily see stuff that other people do on their big beautiful Mac laptop computers, or,                  
sorry, desktop computers. Really keep that in mind is that maybe not if one's seen your really great CTA. 

Then seems, well, do visitors engage with your CTA? Not just filling it out. Let's say it's a newsletter CTA.                    
Maybe they click into the email field, but then they change their mind because you say "work email only,"                   
for example, so being able to record whether or not they engage with that CTA as well, just in general,                    
without actually converting can help you as well measure the success of that, something else you could                 
measure. One of the other questions you could ask yourself is if visitors use your social sharing options,                  
so not many people do anymore on a lot of sites we encounter, but you could be that outlier. 

A lot of the good social sharing plugins will have an automatic integration with Google Analytics to record                  
this kind of information, one of the ones that we still use is called AddThis. It has a really nice integration                     
with Google Analytics, it records when people have shared it, what URL they shared it on, what network                  
they shared it to. It works great, I would recommend that one and recording that kind of information. 

Then, you can ask yourself things like was a chat initiated from your content, and not just how a lot of                     
chatbots have the pop-up, and they're like, "Hi, I'm a robot. Would you like to talk to me?" Which—                   
Nobody wants to talk to a robot, just FYI. The whole idea of popping up constantly, don't record that, that                    
isn't meaningful. Someone actually engaging with the bot and starting a conversation or leaving              
information to get contacted later, that's what you should be recording, because that will also help you                 
see if those chat pop-ups are doing something. 

For example, if you're using a chatbot, like Drift, they record everything, what's called a "playbook," and in                  
their Google Analytics integration, they will record exactly which playbooks triggered on which pages, and               
then you can see the actual rate of playbook to chat started. Then, that can help you see if there's certain                     
news content more likely to get people to chat with you, and then you can see, was it chat because                    
they're confused or chat because they want to give you all their money, obviously two very different                 
outcomes. 

Next piece we're going to look at is usability. This is if your content helped the visitor do the thing that they                      
wanted to do. It's a little bit different from behavior, because we're not just measuring what they did, but                   
we're seeing, did it actually serve its purpose, this piece of content. One of the things you can think about                    



is if people completed an action in your online tool, so this is obviously a little bit more specific to say,                     
SaaS companies. 

One of the things that we've helped some companies do is, not just record if people click that login link,                    
but then actually doing a little bit of cross-domain integration with their actual tool to put a deep link in                    
directly to the spot that you're talking about. If you're like, "In order to upload more photos, click here,"                   
they go there, they upload more photos, you actually know that they completed that action. 

That might be a dream world scenario for you, or maybe you have access to that data now, but that would                     
be a really effective way to measure how two articles are doing, did people actually do the thing you                   
talked about in the "how-to" after they read the "how-to." The other thing, too, is to ask, did the visitor find                     
what they needed. This is for on-site search specifically, and being able to see they completed a search,                  
they clicked on a result, it was the best result based on what they searched for, and then they might have                     
completed an action, for example, such as a purchase. 

Again, this will really help you see if your internal site search is performing the way that it should be, and                     
are you actually putting the right keywords in your content to make sure the site search is surfacing the                   
right things based on what they're searching for. 

Something else as well. Did the visitor convert? This is one of the basic things that we always try to                    
measure, but you really want to make sure that you have conversions that record specific events and                 
time. What I really want you to avoid is in Google Analytics, you can have two types of conversions, you                    
can have destination-based or event-based. 

I really don't recommend destination-based unless you have to, because the problem with             
destination-based is— Remember earlier how people have 8,000 tabs open all the time? Well, if people                
have tabs open all the time, and you have a destination-based goal, if they leave that, say, receipt or                   
thank you page open after they convert, which a lot of people do, then every time they reactivate their                   
browser, it's going to send a zero second session of that pageview. Then Google will be like, "Oh, look,                   
it's a goal again, and it's a goal again, and it's a goal again," when it wasn't. 

That's why an event— Because, really, a conversion is recording a moment in time when a thing                 
happened, but using an event-based goal, you'll be much more accurate. It may decrease your               
conversion rates when you actually get it implemented. I'm sorry about that, but it is going to be way more                    
accurate than destination-based goals, 100%. I'd recommend switching to that if you haven't already. 

Third bucket we're going to look at is usefulness. This is if the content was meaningful or relevant to the                    
user, like, did they actually get the job done? In that case, I would look at things like what keywords                    
brought visitors to your page. Were they relevant keywords? This is where you could dive into, say,                 
Google Search Console data. You could look at, for this specific URL, here's the keywords that brought                 
people to this page, and then— 

This is a bit of manual work, but looking at those keywords, were they the right keywords, are you ranking                    
for the right stuff? Are people coming to this page based on the search you didn't expect? Is there another                    
page you should be going to instead? What can you do to surface that page in Google results instead of                    
your page, or should you include a link from your page to this other page, so that's slightly more relevant                    
for their query? 



Then, another thing to look at too is if your content received untagged social shares. This could be things                   
like people sharing on Twitter, where people are asking questions, they're saying, "Oh, yes, check out this                 
article. There's lots of information here," or was your stuff shared on places like Quora and Reddit? 

We use a tool called Mention.com, which can record— you just put in your URL and it just keeps an eye                     
on the internet, and then emails you when you get links. Another tool that will do this as well is Buzzsumo,                     
which we also use sometimes. There's a couple different tools, there's lots of tools out there that will do                   
this, lots of brand monitoring tools, but that's something as well to keep an eye on. 

Then, was your content linked to without someone asking for the link, like best of roundups, that sort of                   
thing. That's nice, because then you can tell your SEO team how you're doing such a good job with                   
helping with their link-building efforts, which they will certainly appreciate. Again, those tools like Mention               
and Buzzsumo will be able to tell you that. 

Then, another thing you could look at is if someone copied and pasted your content for their own use. I                    
don't mean like copying isn't stealing, but copying as in taking a paragraph from it and pasting it into a                    
document, for example, you can run a really simple JavaScript function which will record when people do                 
hit that copy function, so Control C or Option C, or right click, copy on your page, and then you can send                      
an event off the Google Analytics when that happens, that's a really interesting event to track. 

Then, finding out, honestly, if people are keeping your content open and tabs for weeks and weeks and                  
weeks on end, that might be a good thing. It might mean that you are providing a valuable resource.                   
There's a recipe that we've built for Google Tag Manager which will record if people are actually engaging                  
with your content or if they're tab hoarding it. Using that information, you can see whether or not is                   
actually people are keeping that tab open for weeks and weeks and weeks, and maybe they just can't                  
bring themselves to close the tab, maybe it is that useful, that's okay. 

How can you get this implemented? A lot of what I've discussed does require additional Analytics                
configuration using Google Tag Manager. How are you going to justify that budget? Unfortunately, it is                
usually a money question. One of the things to start with is really thinking about how are these metrics                   
going to help your organization? How can you, for example, if you knew this, you would be able to reduce                    
the amount of time spent on the phone with your help desk, for example, by 50%? Are you going to                    
increase revenue? If you know, for example, thinking back to that, do the people even see the CTA? You                   
can segment and say, 50% of people who see the CTA convert. If we get a hundred more people seeing                    
the CTA, it means that we're going to get X number of dollars in value, for example. You can support your                     
SEO team with their link building efforts. There's lots of different things that you can put together for                  
justification as to how these metrics are going to help your organization out, once you actually have these                  
real kinds of metrics. 

One of the things too, when it comes to actually reporting on these metrics, I would avoid this sort of                    
presentation when it comes to these metrics, because a lot of people will put together 48 pages of                  
scintillating commentary, and nobody cares. It's boring to go through those long-ass reports. Nobody              
really knows what's going on in them. Everybody's bored, and you're bored even presenting them. If you                 
can cut this back to, say, a page or two pages of the metrics that truly cut right to the heart of the matter,                        
then it's both great in the sense that you just had a 15-minute meeting that used to take three hours, and                     
horrible in the sense that it's really clear if your stuff is performing or not. 

I think a lot of the reason why people rely on these old tired metrics is out of fear, because things aren't                      
performing the way that they expected them to. I think that if you approach it from an honest perspective                   
and saying, like, "Look, this is how things are and without these metrics, you're not going to be able to get                     



better." I think it's really important to just report on what's actually going to move the needle for your                   
organization, whatever that needle may be, whatever form it takes, and ignore the rest. That part doesn't                 
matter to you. 

I think that ignoring what doesn't matter is just as important as paying attention to the stuff that does                   
matter. We only have so much time in our lives and so much focus. Just don't worry about, say, sessions.                    
That's not relevant for you. 

One of our clients, for example, they're an organization that works with volunteers. One of the things that                  
mattered to them was if people, their clients, were coming in and logging into their website. We don't even                   
include the number of sessions that they have come into their site by channel, typical report sessions by                  
channel. That's not even in their report, because that isn't what matters to their team. They want to know                   
if people are coming to the site and logging in and what they're looking at. That's what matters to them. 

Just cut that out. If somebody really needs it, you can look at it later, but it's not something you need to                      
see in your regular, weekly, monthly, quarterly reports, especially to, say, your leadership team or your                
board. 

I've talked about a lot of metrics in this presentation. At this magical link, there is a list of information, how                     
you can get a lot of this implemented, including a sample that you can download of what I would like to                     
present to you as a possibility for a really simple, single-page dashboard in Google Data Studio. There's                 
lots and lots of instructions at this link on how to make this happen. Hopefully, you can take this and make                     
this happen at your organization, and really make everyone's lives easier in the process. 

Thank you so much for watching this presentation. I hope you enjoyed it. I hope that you have come away                    
with a little bit more knowledge on exactly what we should be measuring when it comes to content                  
success. You're going to have a one-page report from here on out instead of 82 pages that it's— Instead,                   
you're going to have that one page. Everyone's like, "Yes, you're doing a great job. Here's a raise."                  
Thanks so much. 


