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KPIs for Authority Marketing
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About Me

QUALIFIED
INDIVIDUAL

Bob Rustici (@robertrustici)

Recent Family Addition

Prior Book Writing Experience
PPC Expert

Good for a Cup of Coffee




Brief KPIl Definition

Key Performance Indicators




Today’s Performance Measures

Common KPIl’'s Metrics

*  Web Traffic Sessions

* Visit Quality (Bounce Rate/
Page Views)

* Conversion Rate

e Cost Per Action (CPA)

* Sales Revenue

* Lead to Closure Rate

* Order or Lead Value




KPIs Are Effective Measurement

Help Understand Results from Investments

* I|deal for PPC Marketing

* Helps Justify SEO Efforts

* I|dentifies Conversion Issues

* Improvements in Sales Process
* Increased Profits




Creating Authority Marketing KPls

What Makes a Good Choice




Defining KPIs for Authority Marketing

Include Both Tangible & In-tangible ROI

* Not Always Clear Linkage to Cause/Effect
* Tracking of Sources is Challenging

* Latency in Converting Actions

Avoid a Strict ROl Measurement

Vanity Metrics are Okay!



5 KPIs for Tracking Authority
Elements in a ROl Measurement Plan

Identify Influencers in Your Space (Referrals)
What Content will Define you as an Expert?
Ideal Call to Actions for TOFU interest

Are people seeking More Info on You
Building a Brand is for Everyone!

Don’t Stop at Just at One or Two!



Authority Marketing KPl Examples

5 Ideas from a Client Project




Traffic From Referrals

Referral Traffic Jan 5, 2014 - Nov 15, 2014
ALL » soURce: [ com ~

Customize Email Export ~ AddtoDashboard Shortcut

«

All Sessions
o 2547%

+ Add Segment

Explorer

Summary Site Usage Goal Set1 Ecommerce

Sessions ¥ | VS.| Goal Completions ~

Day | Week Month |24 %

® Sessions Goal Completions Look for Trends of

1,000 Increases/Decreases 50
in traffic numbers

February 2014 ~ April 2014 -

Tip: Set an

June 2014 = August 2014 October 3014

Objective to
Your KPI




Blog Popularity with Search Engines

Explorer

Summary Site Usage Ecommerce

Sessions ¥ | V5. | Bounce Rate -

Day | Week Month | a4 o%

L ]
® Sessions Bounce Rate Add a second
30 . o
dimension such as
' Bounce Rate or
15 g
Pages per Session
October 2013 January 2014 April 2014 July 2014 October 2014
Primary Dimension: Source / Medium  Other
Secondary dimension ¥ | Sort Type: | Default ~ Q, advanced HI® =T |
Acquisition Behavior Conversions
Source / Medium - % New Pages / - Goal Goal
Sessions 4 sessions New Users Bounce Rate Bt Avg. _Sessmn Conversion = Completion
Duration
Rate
600 75.67% 454 71.67% 1.65 00:02:.01 0.00% I
% of Total: Site Avg: % of Total: Site Avg: Site Avg Site Avg: Site Avg: % of Tot:
23.06% 69.41% 25.14% 79.55% 1.51 00:01:15 0.00% 0.00% (
(2,602) (9.02%) (1,806) (-9.91%) (8.88%) (61.84%) (0.00%)
1. google / organic 600(100.00%) 7567%  454(10000%) 7167%

1.65 00:02:01 0.00% 0 (0.00




Trends in Downloads for Ebooks

Overview

E-Book Lead _ Completions) ¥ VS. Selecta metric Hourly Day Week Month
@ E£-Book Lead [ NNNNIIGoal 2 Completions)

10

Setup as Goals in
Analytics and promote in
Social Media — don’t
forget to annotate

February 2014 April 2014 June 2014




Page Views of About Us Section

Explorer Navigation Summary In-Page

Pageviews ¥ |VS. Enfrances ~

Day Week Month o4 %
® Pageviews Entrances

Look for trends or spikes

140
in traffic that can be
A mh\/\ > \. associated to an event

. _— -
February 2014 = April 2014 =~ June 2014 ~ August 2014 October 2014

Primary Dimension: Page Page Title Other

Secondary dimension ¥ | Sort Type: = Default ~

Jabout Q |advanced H || = T | &N
Pageviews Unigue Avg. Time on Entrances Bounce Rate R . Page Value
Page Pageviews Page ChEE
3,377 2,782 00:01:10 202 48.02% 22.03% $0.00
% of Total: % of Total: Site Avg: % of Total: Site Avg: Site Avg: % of Total:
1.59% 1.64% 00:01:20 | 0.35% (57.904) 52.42% 27.30% 0.00% ($0.00)
(212,134) (169,802) (-11.72%) (-8.39%) (-19.29%)

1. /home/about @ | 2,220 (65.74%) | 1,782 (64.05%) 00:01:17 95 (47.03%) 40.00% 23.02% $0.00 (0.00%




Quality of Visit from Brand Searches

AdWords Campaigns Sep 1,2013-Nov 15, 2014

ALL » CAMPAIGN: Brands =

Customize Email Export v Add to Dashboard Shortcut <

All Desktop Mobile Tablet

_ All Sessions
2.86%

+ Add Segment

Explorer

Summary Site Usage Goal Set1 Ecommerce Clicl

Tracking AdWords Search
Impressions ~ | V5. Pages/Session ~ ImpreSS|ons measures Day Week Month ﬁ ...
® Impressions Pages / Session brand deveIOpment

400 10

AL A |
—/_/—’\/\—«—"\_, \/ ~

L=, 153

October 2013 January 2014 = April 2014 July 2014 October 2014




Executive Dashboards

Goal Completions

® Goal Completions

20

Company Blog Leads

® Sessions

4

AL

Goal Completions

!
N

1

!5

Goal Completions by Type

Goal
Completions

@ ]

11

Goal Completion Location

-in-savings/confirmation

/home/contact/confirmation 9

I :
i al-age/contrmation

Traffic & Leads from Acme Ideas

® Sessions Goal Completions

”
el A

Oct 8 Oct 15 Oct 22 Oct 29 Nov 5 Nov 12

About Us Web Visits

® Pageviews

40

Brand Searches

@® Impressions
Goal Completions

80 2

ANV Y




How to Track & Report KPIs

Use Off the Shelf Options

* Google Analytics — Customer
Segmentation — Referrals —
Downloads/Links

* AdWords Campaign to track Brand
keywords and/or specific products

* Google Alerts for Brand mentions
or website links

e Trends in Facebook Likes &
Linkedin Followers

e Klout Alerts & Social Media
Monitoring tools
ClickTales on Resources Pages,
UserTests and Survey for Feedback

* YouTube has their own Analytics

Use Excel to Roll Your Own Reports



Takeaways

* Define and Use KPIs that Make Sense for your
Organization — Don’t be trendy just to be trendy!

* KPIs get better over time with the insights they will
reveal. Enjoy with a fine glass of wine!

* Collect your data for developing an Executive
Dashboard. Avoid the ROl only trap!



Resources

» To create your Google Alert: www.google.com/alerts

* Facebook Insights to track Like Trends: www.facebook.com/insights

» Details about the Klout Score https://klout.com/corp/score

e Google Ripples for Goolge+ Shares:
https://support.google.com/plus/answer/1713320?hl=en

e Search Engine Watch 11 KPIs for Content Marketing:
http://searchenginewatch.com/article/2309481/11-Must-Measure-KPIs-for-
Content-Marketing-Success



http://www.facebook.com/insights
https://klout.com/corp/score
https://klout.com/corp/score
https://support.google.com/plus/answer/1713320?hl=en
https://support.google.com/plus/answer/1713320?hl=en

