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 Please stand by for realtime captions.
>> We will be getting started in just a minute, thank you. 
>> Hello, everyone, we're going to get started in 2 min. 
>>  
>> Hi, everybody.
>> I am Trish, I am from the national renewable energy Lab and this is really the -- presentation today. What I am really looking at is how can we really measurement counts? This is really a story of how I have gone about doing that and wanted me to work on. And taking a more overall strategic look at this at a hard level of my colleagues here will join that a little deeper into some of the nitty-gritty of how to get it done. I managed to websites with the Department of Energy clean cities program and here they are. They are two very distinct websites with different purposes, and that means they have different metrics that advocate for both of those. This is very important for a little background, the deployment arm of vehicle technologies program has a mission to advance energy, economic, and environmental security for supporting local actions in the transportation sector. Their whole goal is to -- in the United States. Even though they have a variety of strategies they used to do this. I'm going to take you through our process for developing impact metrics. This is how I started. I'm going to breeze through one through four quickly because the really fun stuff is in step five. I felt it was important to talk through how I got stuck one through four because I think it is --. So first of all, step one. Understanding businesses and value. When I started, I inherited a website when I came in as a web manager, so I really needed to understand, what is it all about what is it we try to do? It sounds really simple but it is not that simple to get the answers. Sometimes you have to dig around and look for the strategic plan somebody gave you and really get to the meat of why we exist and what outcomes we expect. I would love to use Robert -- maybe their business or agencies have already mapped out a strategy. Are we doing things right and are we doing the right things? You can pull out that great information and get you to step two which is, when the strategies using for this expected outcome? Are you using petroleum in the United States? There are 100 different ways you could go about doing that. Houseman agency decided to do it? I was able to take these various strategies out, but then together, and come up with a set of ways to save these are the ways that the outcome that the agency is using to, should task. -- To accomplish a task.
>> That I get to separate -- to question three, can website be used with other processes? I checked on my list and I'm going to use the one in red as my example. I asked myself, how can I use this as a tool for support? Women looking for a website that I have inherited or maybe that I am taking for the first time, I asked the question. This is the coalition strategy for a nationwide network of coalition all across the country that are working on local -- and the answer is yes, it can. Sister all the great things we love, usability testing, analytics, there are ways that we can support that. So now I am getting to the bottom part which is go to the measures of how we're supporting that. I have two examples for you. Percent of the long-term business value. Moving down the line to the key outcome strategy is the nationwide network of local coalitions and one of the primary website strategies that came up is that it is great for connecting people and putting people together. So I was going to -- our primary strategy was hoping stakeholders to find the coalition. So I came from the top down and measured from the bottom up. Here is the old website look like. You cannot really tell that there was a coalition or any nationwide network. You have the master and a tool to find your local coalition, and you get sent immediately to a real coalition profile that tells you the address and phone number and who they are and what they do. So how likely to measure? Now I need to plan a metric strategy that shows I have -- 
>> I know these are the outcomes I need to measure. What I going to measure? This is how I went about that. First I have to show you my metrics report. Every quarter I do to metrics report. This one is an eight page 1 and an 18 page geeky one with tons of fax and it. The audience of these is mostly -- 
>> And no one really loves this as much as I do. 
>> This is the metrics report which is most important and it is what I call my impact dashboard. These are the measurements that really matter and really help me know what we are doing. How do I come up with those? This is my example. First of all, my strategy was to help -- during the coalition so you can find what measurements mean and you will have to look at both the leading imitators. Leaving imitators are both -- those that measure effectiveness. Said he wanted to measure the leading indicator of the -- we would say, there is a defect people that showed up, that is great. Form a measure of success that is only on the leading -- would you take this back with you and would you apply it? That would be the impact of the effectiveness. Would choose to measure as leading indicators? New visitors to those coalition profile pages that I showed you, and I made a conversion rate of new visitors that visited this profile. But when am I going to -- what I going to measure on the backside? There are things that cannot always be measured with analytics packages, but I challenge you to think about what it is you need to measure for the impact. Some of the things we can measure of the number of stakeholders that have joined coalitions year-to-year and efficient increase, the number of inquiries that we received as a result of website referrals. This is what a leading indicators look like and the impact dashboard. On the one side, I have unique visitors. Am going to talk about -- which [ Indiscernible - low volume ] that will be my one cheer that will enlighten you. The way you look at your analytics, you should. It makes a huge difference. I am not interested in all visitors that come to my website, but I am interested in unique visitors. Is the new visitors that have never heard of before, the new visitors that have never connected to the coalition before. So what I am looking at right here are the new visitors. Not only the new visitors, but how many of those converted into actually looking at the coalition profile page? So I'm going to have a little coalition profile page. How can I make this metric better? What can I do to find more people interested? Then we have all of our coalitions reports of stakeholder numbers, how many people have -- over the years. And you can see between 2010 and 2011 it has practically doubled which is terrific. I would like to say is the website redesign that caused that but I am not sure I can. I am warning you to not take credit for things that you don't do. I said there may be some coalition between those two and I would encourage you to look at those relations and see how much of a correlation there might be because that is how you had impact. I actually have done correlations on the other website I work on, the alternative fuel center, we found that attracts really closer to gas prices and traffic. So I wanted to see just how much is actually tracked back to gas prices. So over a two-year period and tracked weekly visits to weekly gas prices and you can see the peak here. These are with the gas prices have gone up. But it has not the only thing that has gone up. Like Christmas and Thanksgiving and other things, but when you do a refreshment analysis on it, you find out that there is actually a screwed value of 42% possible correlation of gas prices to visit, which is pretty hot. So I would just warn you look at Google trends. If you have not been on Google trends before it is a great tool to type research terms and see what is going on about the injustice. 
>> You can also not take as much criticism or credit because you do not have any control over it. My last example is the opposite of fuel and data center website. We have the same long-term dismiss the ideas. Is seen Julia, the transportation sectors, same value, same outcome. Business strategies. One of the other strategies is an education strategy and developing information that educate transportation decision-makers about using alternative fuels or other technologies. The website strategy there, the website was a strategy of building an information resource for these people. So this is the website, and this was a little tougher because there is not a lot of conversion that we are asking people to apply or download anything or join anything. We are just asking them to come here and use it as a reference to learn and help to make decisions. How do I show impact their? 
>> If you have a straight information slide, what I have found useful for these leading indicators, I am sure a lot of you do that. or maybe -- to other places, but certainly the last four that I use in my -- the legs of visit are hoping the show how much they are getting involved and royalty against segmentation, the -- I care about new visitors on this website and I am trying to increase returning visitors. I want people to come back again and again. So I am more interested in returning visitors. 
>> This one is my favorite, and I'm going to show you that this is something I have been working on this year, I collect referral quality -- I call it referral quality. This refers to the website. I look at them and segment them into these different groups. They are coming from either a consumer website and industry audience website or a publicity site. And I am measuring, if my referring is coming up or down or it is increasing or decreasing all of these different audiences. This is extremely interesting to me because our primary audience is yellow here and it is shrinking in terms of what the refers are this quarter, so I can look at it and go why is that? Are people not seeing us as a resource? Is it because we redesign and they lost our link? We need to start managing around that. Is not an easy thing to do and there is manual work involved, but this may be one of the most valuable metrics we have done on our impact metrics. Now these indicators, the biggest one that I use is task completion and they also talk a little bit about -- 
>> This I do three little tiny widget that I put on endpoint pages. So when you do the did you find what you are looking for question, we put it on the end of the page. You would not want to do that on a homepage because they have not looked for anything yet. This particular one was from our blogging centers database after they searched for the incentive, the asked them what they were looking for. This is great information because they cannot only tell you who they are and what they are doing, but I can see how this change in content affects the change in information. So what am I going to work on next? And looking into ways significant change technique, there is a book out that you can look up online but let by Rick Davies. This is a technique used to collect user stories of impact and kind of quantify them. So you can say your website was great, I change my life. Those uses that are specific questions to collect those stories and keep them for impact. If you hang around and contact me next year, I will let you know how that went. I am hoping to get great impact metrics. My key point, know your business and what you're trying to accomplish with your website on a strategic level and measure impact on the outcome. Second, don't stop short. Don't stop measuring the efficiency of your website. All this great stuff is wonderful, but did not stop there. -- The reflector business. Free, but you're smart. You do not need to measure everything. The area measurements really matter.
>> So that is my presentation. Does anyone have any questions for me? 
>> [ participant speaking ] 
>> We use Google analytics and also some analytics from a few other little things that I can't remember. 
>>  [ participant speaking ] 
>> Could you repeat the question? 
>> She was asking which analytics packages we use which is that Google analytics and she was asking how I do the statistics which I did do. And there are some things you can do with Excel also. You can run a --  it was hard for me to find in 2010, but once you eventually get used to this, you can find it. 
>> [ participant speaking ] 
>> Mostly just visitors. We have a few tools we have users that log and, but mostly visitors. 
>> She is asking how to we know the difference between these unique visitors? Google analytics determines that by looking at the cookie that is coming in to see if they have not -- have or have not been there before. 

>>
>> We have the office of energy efficiency and renewable energy and they're all using Google analytics, so we didn't do a big rollout with that office and DOE uses Google analytics as well. 
>> We do not necessarily rollout yet. Although Billy may know how to answer that question. That I believe we do not. 
>> [ participant speaking ] 
>> We use them together, I am not sure how they work together. 
>> Google analytics and Google trends. 
>> The question was, do you use Google trends with anything else? 
>> I have never used them together in a way that they connect because I am not sure if they do. I don't think they do. Else everything is a separate website where you put in keywords so you can see what is happening with those terms. 
>> It was interesting what you said about the distinction between leading indicators and -- could you sort of state that in a general way for those of us who may not have thought about those things before? Is there a general rule of how you distinguish between one or the other? 
>> The question is, what you'd consider leaving indicators? 
>> And I always thought about things that measure process for efficiency. So again, the best example is like this webinar, how many people showed up. And did they learn anything? 
>> Any other questions before I pass the phone over? 
>> Last one. 
>> [ participant speaking ] 
>> She is asking about logging users in the user community versus just visitors and do I have experience with that? I do not have a lot of experience with that but someone may be able to answer that question. 
>> Have you got run across any ways to distinguish -- users? I'm not talking about search engines and stuff, I'm talking about processes that consume your content repeatedly for their particular business process that they create artificial -- your statistics? They are legitimate users but they are there for their own purpose but they have artificially changed. 
>> We are not seeing very much that especially on some of our more data eccentric areas for people who are consuming that. But we have kind of another little statistics package Added on their so we can seize those things. But I don't have a great answer to that. 
>> Thank you. 
>>  [ applause ]
>> Thank You Trish, that was a great presentation. So round two. I'm going to talk about metrics. As Trish indicated, this is a little bit of a deeper explanation of the points she got out because all the points should run out are right on, in my opinion. In my opinion, we do a lot of work on projects NIH last year and in fact I was looking at my calendar, and I think it was just over one year that we completed it. And has this vision at NIH to develop a concept of best practices among analytics that can be rolled out to the 27 institutes and centers around metrics and analytics. So the division -- the vision that she had was to create best practices for how to manage analytics and how to do analytics a lot on a shoestring because most of the institutes and centers do not have any --. The challenge was then how do you get good analytics when you have a lot of time or resources when dealing with sometimes sketchy data. What we did was, I came in and worked with Dan and Eileen and in order for the advisory committee to come up with a strategic plan, we covered a bunch of different aspects in this plan governance and concept of commitment from senior management processes. But what I'm going to focus on today is what analytics metrics. I'm going to talk about what we did around metrics to try to create a message that would enable the people throughout our age to work with what they had. And this is where I will talk you little bit more about methodology. A lot of this is very much in line with what Trish introduced. 
>> One of the things that we did was came up with this methodology and called it the standard NIH analytics method. We had an idea that when you are approaching analytics, whereas a lot of us will approach it getting all this data with the LeBlanc's analytics, we should not have to try to make heads or tails out of it. The idea -- is to start being way more intentional. So we often like to do a very high level of numbers -- traffic numbers. The idea in this kind of methodology is to start of the segments. Trish can define segments and I will talk about how to do that. Once you figure out the segments, that is what you really defined the specific metrics that you're looking for. To Trish's point, when the metrics that are important? What do you really need to gain from this from a business perspective? And I will talk about this also. There are the dashboards and reports which you're familiar with inventing the analysis, I'm not going to talk about the -- today. I will focus on the segmentation and success aspect of this.
>> So, segmentation. How many people here do segmentation right now? A few people? So the idea of segmentation is to take this mass of visitors and create some kind of identification around that. So you have your faces -- here and here, they, uncategorized. Any of you who do any kind of content development, online marketing or acquisitions or have a marketing background, the idea of segmentation for targeted audiences very well understood. The challenge is, how do you transfer this to the online world? When you look at the online world there are different ways you can do this. There are certain elements that actually relate to an off-line concept like where is someone from? We can do things like identifying their domain or subdomain or what company they are from, what organization. We can figure out whether someone is a new visitor, repeat visitor, frequent visitor, this kind of metrics are just built into any analytics program, certainly Google analytics. And above -- and so forth. The other thing to that is pretty cool about most government websites is that there are certainly mounted self-selection that goes on with content. For instance at NIH, many of the -- and distinct audiences. Consumers, healthcare professionals, and researchers. The very distinct audiences, the content is very much targeted to each of those. So you can look in your websites if they are similarly set up where you have distinct audiences based on content, you can sort of do this level of segmentation. In the case of many of the --, some of you do outreach. You have e-mail, newsletters, intentional e-mail compounds -- campaigns, and you pretty much know who your target audience is. So you are again transporting some of these off-line segments and concepts and transporting them into the online world. 
>> Where this gets more interesting is, what people do on the site? When we talk about this in analytics, we are not looking at geographic or demographic segmentation, not looking at visitor segmentation, but we're looking at visitor activity segmentation. What do people do when they are on the site? How does the visit start and end and what happens in between? I know a lot of people are really focused on passing and so forth. This is some interesting because you can see a path and often it reports someone unintelligibly but you can export that data out of the tools and create metrics around people on the site. That is how you can come up with -- metrics like people who have been visiting a certain site, what do they do? And that is the power of looking at this. And most sites you have outreach, how do people come in? You have a concept of your audience and what they are looking at on the website. There are critical content and advertising content, I am a big believer in the concept of talk tasks. What you actually want people to do on the website? Is a to register for something like a newsletter? Is to share content? Is it to respond to something like a survey? I am thinking these kinds of tasks completions start to reinforce the concept of the objectives that Trish was talking about earlier and that I will talk about a little bit more. 
>> Anything doing anything like this like looking at behavior or engagement? 
>> Here is an example of what some of these segments may look like. When you combine something you know about a visitor and something you know about their behavior, you can create these segments. I want to again draw a parallel to what Trish was talking about. You can see well you're doing here is the very intentional about our groupings. We are being very intentional about what matters. This is completely different than looking at a visit report and trying to figure out what it means. We try to focus this on specific groups. With NIH, research applicants are a very important segment. We know more about what research applicants do and it enables the content developers to develop content that is far more targeted to research applicants. It holds the public affairs of folks figure out different ways to reach out, and that is what we are trying to do. Figure out how to drill down on specific audiences and how to reach them more effectively to different -- through different campaigns and make them do what you want them to do. So if they submit a research application form as a new research applicants, we will call this new research applicants. That if we have a repeat visitor and they come to the site of times, they submit a form, we will call them an existing research applicants. Do something about segments is that you can come up with as many as you want or as few as you want. You can start off with a few and see how they work and -- go up from there.
>> The positive engagement is very popular. We can apply the concept of engagement to segments as well. In fact, this is actually what can help segments become more meaningful. The idea around engagement is that when you have visitors on your site that are doing more activities, review can tear the activities, you get a sense of who is really perhaps more than an interested audience. Maybe someone who believes that the content on your site is highly critical or someone who believes that your agency is highly critical and authoritative. These are the types of people in relationships that you want to encourage. In this situation, we have decided not if they submit an application form and share an article, you can amp up your segment of call this an engagement research application -- applicants. So now you have a segment for there is a differentiation between just the regular applicant and someone who is actually do something with the content. 
>> So here is a sample of some of the segments that we came up with that reflected the activity that was going on in many of these sites. We decided that these would be visitors from the EDU domains and that these would be new and repeat visitors over one month and we thought that the visitor to the would show a level of engagement that would do funding and content visit. 
>> Just like anything else in analytics, it is not completely full -- foolproof. Maybe they are just a sophomore from University of Maryland? It is possible. The idea here is to start slicing and dicing a little bit so you get a little bit more insight. You could seem -- see other variances and behavior. So you need to cut down the nose a little bit. Try to get a little more granular and focus on what you are looking for -- noise 
>> The next concept I'm going to talk about, I am calling success metrics which is a goal-based approach, this is something Trish talked about and I will talk a little bit more about the methodology concept of how this works. The concept of goals and objectives and using these as a baseline to start doing measurements, it is not a new concept at all. It is pretty old. I have done some research about it and found out that McKinsey and Company, will the management consultants, they have been using this methodology since the 60s and they have been using it for companies to help them figure out what they are doing, if they are successful or not. So this guy is the consultant who created this school of thought. This guy on the right, from the school of management at MIT, he took this methodology and popularized it. So I have taken the methodology and further plagiarized it for the analytics community and I am calling the success metrics the idea that you bring goals and objectives and evaluations together. Here I want to take another step back, and Trish mentioned this, -- diagram. There are a lot of tried and true methods that you can use to analyze data. Just because Web analytics is new does not mean that everything had to be invented. There's a lot of really good methodology that has been used for years and very traditional practices. I try to integrate this stuff when I can because there is a kind of a sense of, I have been doing analytics for five or 10 years and I know everything. There is a lot of good stuff from other disciplines that you can draw on and I encourage you to take a look outside of analytics to see what else is out there.
>> The idea around success metrics are taking the goals and figuring out what you can -- Trish's indicators, [ Indiscernible - low volume ] goals, objectives, figured out what the metrics are. The idea is that even if you create a logical process around developing -- for figuring out goals and objectives, the metrics will fall out. You will know where to put the numbers and how they start to tell a story. So again, I think task completion is very important so I think about things like sending e-mails and staring content. Using on-site tools and calculators, that kind of task completion speaks of high interest and engagement. 
>> What this also does is enables you to take pretty simple numbers and page views, visitor numbers, exhibits, entries, they are pretty simple numbers you can collect and you can plug them into a new framework so that you can actually tell a story. One of the things that came up, I spoke to 76 people or something like that and it was a story that kept repeating itself. It was talking to people who managed the websites and talking to people that did analytics. It was like we have shown increased page views for the last two or three years and increased visitors. We publish for content. So everything was trending up. At the same time they could never make any concrete business case to their directors to get more money, so in spite of the fact that they were showing all of this increased traffic, their budgets were flat or were being cut. So I don't know if you're in a similar situation, but the idea here is to create metrics that are based on goals and objectives that you actually have a business case to present to your directors or you are the folks were dealing with budget. To make a compelling argument for why you should continue the website and why you should continue to get money for doing new applications. Why would you be funded for doing mobile apps? So the idea is to try to look at what is happening in the website, and it maps onto a goal or objective, and be able to put numbers behind that. Let me show you how this potentially works. When you start off with identifying strategic goals like of your agency or your branch or your department, then you need to find what the objectives are. So the goals and objectives are kind of in the business world, they are in the land of strategy. When you get down to success events, you are talking about what happens on the website that can be quantified and measured. The key performance indicators are actual numbers that you use to measure those successes and what are happening on those events. What is important about the key performance indicators is that there are goals and targets to measure against. Maybe you do not really have any goals or targets. Maybe you just need to think of them. The one thing that I find with what analysts and government and private sector and nonprofit, they share a common trade, and the common trade is to guesstimate. Because analysts, we are looking at numbers and we all need to be really honest with our numbers. We do not want to speculate. And I have learned that we need to get over this, frankly. But I have learned is in the real world, guessing has another name. Is called forecasting. So you create forecasts or a target. It doesn't matter whether you meet them or not, but the fact that you have that means you have something to measure against. And went to have a target to measure against, you raise your legitimacy and credibility because it means you are serious about what you're doing. Looking at historical trends over the past few years and seeing that your traffic has gone up 20% quarter over quarter is historical. It does not say anything. But as soon as you set a target and say my target was to make 30%, we did not meet that. It does not mean you failed, it just means you have to do something to figure out how to beat that. How do you do something -- [ Indiscernible - low volume ] 
>> So don't be afraid to set a target or draw a line in the sand and say that this is where I am really trying to go. Your management will have something to say. You can set a target of 10% and beaded, that they will be all happy with you for getting your target. 
>> So here is a slide about working with -- they have a website. One of the goals is to provide a reliable objectives and evidence-based information for healthcare providers. This is a gold. So the objective is to increase the usage of healthcare provider content area which is pretty simple. 
>> So this is to increase the -- of healthcare providers. This is how what they are measuring in the healthcare area. What we did was set up this way of measurement. I want to point this presentation out as being important because here is the other side of metrics which gets you to the presentation, you show reports and graphs whether they are management or their content or outreach team, and graphs and tables are hard to read. So the approach is a PowerPoint where the numbers are very clear and the targets are clear and color-coded like red means you did not meet your goal, green means you met your goal, orange means you are kind of really not there and you're kind of in the middle. But what we did was increase the page views by 5%. That is the goal. You did not really beat the gold. So I encourage you to think about setting these goals, setting these objectives, figuring out what you actually need to measure, and when you take your measurements, and departed this kind of presentation, it is easy to see the objectives and successes. That you have something to strive for as you go forward and you can show that you're on to. And you can change your targets. It is okay. But this is a place that encourages -- that I encourage you to start with. 
>> Okay. The last part of this I will talk about using success metrics for benchmarking, problem-solving, and planning. So again, Trish was talking about that she uses certain metrics and have created some that are very valuable. We came up with these metrics that would help content managers and marketers figure out how to measure their site. And not just measure it from a business perspective, but being able to measure its prominence -- ineffectiveness perspective. One of the challenges we deal with are the number of pages on your site and how you make decisions around archiving content, updating, and and how you get a sense of general health on the site. These metrics are high-level metrics that are based on fairly large numbers like task completion, how many people completed the tasks versus how many people visited the site? You have to focus in on those pages were you have evidence of task completion, like a thank you page or something. And content relevance, this is a metric where if you share content, how many times has it been shared compared to all the other page views? You have to focus on doing a specific counting of only the pages when they are considered content pages. You do not want to count your navigation pages or anything like that. 
>> Whenever the metrics are, once you set them up, it allows you to decide what you need to measure -- [ Indiscernible - low volume ] all the kinds of things that Trish was talking about and that I am talking about, initially they take some time to set up. But once you have it set up, it goes very smoothly and you have high-value metrics that you can talk about. I would advocate for spending the time setting up the metrics, doing the work, and that you have a system that can run well and it certainly beats going through reports every month and try to figure out what is really going on.
>> This is a task completion effectiveness report like the total number of digits and completion, and the effectiveness. This was on the tasks. Finally, content distribution which is like the total number of page views and shares through content distribution, and it actually shows the percentage of shares.
>> The takeaways and goals and objectives, if you have visitor segmentation beyond high-level traffic, think of metrics as tools for benchmarking, problem-solving, and planning. But that is the conclusion of my formal presentation, I am happy to take some questions. Does anyone have any? 
>> [ participant speaking ] 
>> The question or the comment is, the example about taking steps for the healthcare site, one of the things that I did not actually show was the kind of acquisition programs, things like that. 
>> [ participant speaking ] 
>> So what kind of steps did they take to increase the visits to that site? So you mean did they do more -- right. That is completely right. I was just showing you one example, but you can do that for you show all of the acquisition channels. I have examples of that with other portraits like that, but where you say okay, we use this EO, e-mail, direct links, look at any kind of partner referrals or something and then be able to see which of those were advisors. Those kinds of reports actually are very interesting and they can show you that definitely, I will show you some examples of that. 
>> Just curious, from the web design, we have dealt with this concept of personas. In my mind, have you ever tried to put together the concept -- with personas? If you're looking at me weird, -- because it is a web design that you are starting from and the segmentation is making personas in a way after the fact. 
>> I have not used personas. Like creating -- and concerns, I have not done that. There is no reason why you can't because all you're trying to do is not something of something that happens on the website. So is the persona you are creating is, let's say parents of kids between the ages of 25 and 40, and if you have content on the site that is directed to them, you can create a concept of like okay, I'm doing -- and this is the concept I have set up. You have to have an intentional dash between something that occurs in your persona building to something that is actually there that you can measure or make some kind of reference to. 
>> To follow-up on another question, can you did best practices of the -- office to be able to take your objectives -- [ Indiscernible - low volume ] 
>> I would say that public affairs offices in that they have budgets around -- which it knows you're using to drive traffic. And helping them and working with them to figure out which of those channels is most effective are good things to start working with. 
>> You can create these kind of reports and say it is more effective than one kind of channel that and another. If you are very specific to a type of audience, like if you have a specific campaign and you are trying to reach physician assistants for example, recalling -- or cardiologists, that if you are having an intentional campaign, if you want to set up camp  as a best practice, but you need to -- you can use campaign codes like descriptors that can tell you where the campaign is and what the topic is and what channel you're using. So I would say anything you do for the public affairs office requires being able to have a convention around campaign coding. Measuring the different channels, if you can use segmentation to figure out specifically what audiences are after, there are three directions that I think would be helpful. 
>> Any other questions? Okay, but I'm going to turn it over to Eileen. 
>>  [ applause ] 
>> I am Ilene, I work for the national Institute for allergy and -- and my presentation is going to be much more concrete and practical than the previous two and I'm going to talk about -- 
>> I'm going to talk about a couple of case studies and some experiments we have done. We have been working with web analytics since 2006. And it has only been the past couple of years since we started to get into the meaningful metrics that we are talking about today. So I want to give some examples in the ways of which we are starting to get a little more insight.
>> The first experiment we did was an experiment where we set up some goals and also looked at how people were going through the site.
>> The site that we use for the -- program, this is a program that tries to attract talented students from underrepresented populations and bring them into training programs at NIH. This is something that is indeed very tight to our mission. We are trying to attract people who pursue careers in biological research, so this is something that is very connected to our mission, and it has some really good advantages for experimenting. This is the first that we have explicitly defined goals in this way, so some of the advantages that have -- had were some very clearly defined application period. There is an application period from August 15 to October 15. We could collect data over those two weeks. It had a very clearly defined goal of that which we want people to click the apply online link so we could really define the success measure their. And also because it is a very small site and it had a very clear purpose, there were some easy to find paths through the site so it was easy to do those. And finally, it is an annual program. So whatever lessons we've learned from this experiment, we can start applying. Does include the site itself and how we collect the -- the next time around. 
>> So this is the page's report for the eight weeks of this open application period. I am not really going to talk about this. This is almost the extent of what we have done for this program in the past year. We have collected the top pages and we have collected data on how the division -- how people were referred. And that was okay, it gave us some information but not as much as we could be getting. So we took the apply online now week and we do find in Google analytics as a goal or event. All of the other -- other analytics tools can allow you to define it. You would need to [ Indiscernible - low volume ] with your particular package. And now that there is a goal, we can start looking at goal completion. Every time somebody clicks the application then it counts as a conversion or a goal completion. So we had 890 completions over that period of time, and we can look and see what pages those occurred in. So the apply online link appears on every page within that section of our site. So we want to get to that information here on where they are going and where are they when they are clicking that link, and that is pretty helpful for us. 
>> We can also start looking at more carefully, who is clicking on this link. So this is a visit by source, and it is for people who completed the application. So this has been contact to use for the e-mail blasts, and the others are for admin and other sites -- relate Google. The direct traffic I do not really pay much attention to because it lumps in anything where they cannot define the source. So that number is a little walking. But we can see from this that people who came in to the constant contact campaign are the most likely to result in a conversion. That kind of makes sense because their e-mail campaign is targeted toward their audience. But also people coming in through Google are doing pretty well. And this is going to happen because next year this tells us that we want to really focus the e-mail campaign because that is what seems to be most effective. This is the similar, telling you what kind of traffic converted based on what type of traffic it is rather than a specific source.
>> We see in the e-mail visitors, people who are referred by e-mail who are the most likely to end up converting. Search is also very high. Social media is very low. So that tells us that next year we need to either do a better job with social media campaigns or also that we may not want to rely on social media as one of the primary sources of attracting videos -- visitors were going to convert. 
>> And finally I'm going to go through these quickly, this is a final. We need to find the programs before the application period starts, three different paths that we thought were the most likely paths that people were going to take to the site and this is one of the. The start of the homepage, they move on to check their eligibility, and then they go to the role program description. And this is really nice because it tells us how many people bash people jump out at each point. That is going to help us for next year because in this case, is behaving pretty much as expected. But if it were not, I would say that if people were jumping out of a piece of it should not be, and -- page, we need to see if there is a usability issue. But in this case it is behaving like you would expect. We have a lot of people checking their eligibility and it is not surprising that people jump back here before continuing on because they may be finding out they are not eligible. 
>> Now I'm going to talk about the lessons that we learned through doing this because I definitely could have done some things that are and I can save you from making the same mistakes. One of the lessons that we learned is that we need to be able to connect -- which was clicking that button with our final -- so the way that Google analytics works is you can either set up a URL, or you can -- [ Indiscernible - low volume ] like click to a particular URL, but what you cannot do is use an event and [ Indiscernible - low volume ] so if we were to do this again next year, I would use the same paths but I would have a thank you page to the end of it after you click the apply online button and that thank you page will see a -- will allow us to save which Dasher of using ASP has conversion. That would be really useful. The other thing I would do is to look for the content owners early on in the process. That is one of the reasons we did not have the thank you page, because I did not come in earlier not. If we were thinking through earlier on how we were going to be collecting some of these metrics, I would be working more closely with the content owners and the promotional campaigns so we can really start connecting our campaign efforts. Like we were supposed to have a big promotional campaign that combines social media announcements and e-mail announcements with the other side, and that we could have tied the results of the different sources, places, and everything with our goals. What happened was along the way, I am not sure, but they either did not send out all of their promotions or they did not code them correctly. But I would need next year to work more closely so we do not -- missed that part of data. The other thing I would like to do is to try some testing. So the apply online link which is in our navigation, I would be interested to experiment if we make it a button, do we get more conversions? If we move it to a different location do we get more conversions? Having done this and this year was a really good experiment, and I want to add to testing next year to the package because that will give us some more information. 
>> This was the first time we have defined goals in this way. There are another -- a lot of other things we can start measuring goals and calculating conversion rates, and all of these are really related to our mission. We can encourage people to apply for clinical study, a job, download documents that we particularly wanted to download. This example is for clinical guidelines. There are, once we have done this, I keep thinking of more tasks on our site that we can defined as goals in looking at conversions. 
>> Our second experiment involves a campaign that we didn't. We have been running campaigns for about a year or a year and a half, so what I am going to show you is the most interesting what we have done. For those of you who do not know, in order to run a campaign you need to add a query -- was tracking information to the end of the [ Indiscernible - low volume ] and how you code that probably depends on which analytics package you're using, but they can all handle campaigns. 
>> So this particular campaign runs around -- awareness week. It is running from May 13 to May 19, and the first campaign announcement we sent me 11. We sent three different announcements during the course of this campaign. To the three announcements, people said three different targets on our site, the first one sent people to our food allergy publication, the second one that people to a page where they volunteered to participate in clinical studies, and the third one to them to some of our research, but it will take that -- may be better for people with allergies than regular milk. And that each of these three announcements went to three different sources. Delivery, Facebook, and Twitter. The first announcement was the food allergy publication which was sent on May 11. So by using the campaign, we were able to track which sources are doing the best for us and also which messages are the most effective. This was the first bit of data that I am going to show you that is pretty straightforward. This is the food allergy awareness week campaign beginning on May 11 when we sent the first announcement and ending on May 19 at the end of phonology week. That campaign drew 1700 336 -- to our site. It was the campaign better the most traffic during that period. So the campaign was very effective but we can drill down into a little more. We can look at which of those sources was the most effective at driving traffic. Traffic -- are case sensitive, so we use this for our e-mail announcements and FB is with social media, and dashes Twitter. We can see a number of things. One is that e-mail, I get raise the most effective at driving traffic, although social media did a lot better here. This was not the only measure we could be looking at. I think those engagement measures like this information, those all tell us something about not only how many people are coming to our site, but are they sticking around? And -- affect whether or not people say around. Do people [ Indiscernible - low volume ] and the answer is no. It looks like twitter users stay on for longer. Based on visitors have a really high bounce rate. 
>> Here is another piece of data, and this one shows the traffic for those three different announcements that we made. This sent people to our publications for him, clinical trials, and the -- study. We can look again and say that this is actually the view in Google analytics for those of you who use Google analytics, I highly recommend this view when you start to look at two or three variables together. You can also export this to Excel and create real tables were you can actually move variables around. And I really think that the tables are a great way to look at how multiple variables interact. Frigidaire three announcements, these are our sources. Which sources generated the most traffic? So again, the delivery is always doing the best, but it looks like for the volunteer one, the -- was doing a little better than Facebook. This is information we can use in the future about which types of announcements should be made more effectively through which sources and vehicles?
>> So lessons learned here, there are quite a few. The first thing is that you really need to develop a solid practice for creating, disturbing, and using campaign tracking similar to what we saw in the first example. I am finding that sometimes people do not remember to request the tracking URL, they do not remember to use that the announcements, so we have to treat our -- tweak our processing to make sure that our campaign will always be used when they should be. 
>> The next lesson we learned is that Google analytics by default is case sensitive. So it is really a good idea to protect your analytics program before you launch the campaign and learn whether or not your total is case sensitive. If it is, you can -- the campaign to make sure that they are being treated -- or a CD to be very very careful. The other thing we are learning that is really attracted to me [ Indiscernible - low volume ] I am still seeing the judges commented that were generated by the food allergy awareness campaign even though food allergy awareness week was as far back as May 19. I think those are coming into social media. Once it is out there in Facebook or twitter it can kind of preservice. It is really attractive that these campaign ideas are still being personification -- that they are still floating around down there. 
>> Finally some of the next steps that I plan to take a some what we have learned. One of the important things is that we need to tie campaigns to subversion. For the campaign, we got a lot of information.
>> If we connected it to actually volunteering for clinical studies, or actually downloading a food allergy publication, we would have had even more information. And next time we do a campaign of this nature, I definitely will try to set up -- because we can now look at how much campaign is resulting in conversion for all these different messages. 
>> Again, -- it is really important to have these conventions when you start to run campaigns, and finally, I think we need to develop -- about what we are announcing campaigns. We have some people who want to, every time they send an e-mail, getting tracking ID for it, and we have times where there are multiple announcements for something important, and it is not being treated as a campaign. So we need to be clear about what is the business of the campaign. That is its. Does anyone have questions? 
>> [ participant speaking ] 
>> That is a good question. I am not sure. It is however many -- that were relevant. I think they went out pretty broadly. So one of the reasons we got more responses was because more people see this in the first place then social media announcement. But -- delivery, it is very targeted to a specific audience. 
>> Do you have a sense of what the successful e-mail campaign is? 
>> In general, delivery e-mails for us or hovering around, it is under 10%. Is fairly low. That is for all of our resources. If they were around 11, 12, 15% I would consider that a success. So the next step and need to consider -- 
>> [ participant speaking ]  In this case, we made those conclusions because we were very familiar with content. But there are other things that you may do. If you are less sure why people are dropping out, we are -- so we may look at [ Indiscernible - low volume ]. We might even do a little bit of usability testing to see where people are having trouble. So you're right, it kind of shows what is going on, but figuring out why is the key question the -- 
>> The last question. I think it is very interesting to look at the type of social media and what is happening with her, and I wondered if you looking at your campaigns across the board, I would be curious to know how many people are doing campaigns because we are finding much for engagement with twitter that with Facebook and I wondered if that was, like if sharing knowledge like that would be interesting. Because there is a tremendous amount of Facebook stuff going on but in fact the tweets are actually, they seem to be working better. 
>> The question was, do we see differences in social media types are most affected -- effective in driving traffic? 
>> It depends. Occasionally when we have something very visual, this week we're doing an awareness campaign around food allergies in time for Halloween and we were talking about food allergens and Halloween candy. And it is really cute and visual. Those kinds of announcements for they are appealing and visual tend to do better on Facebook like when we sure medical illustrations. Those that are on Facebook because they are very visual. But when we are announcing a press release or something that does not have that same kind of push, I think we tend to see lower number of visits, to twitter, but higher engagement.. We're still kind of like analyzing it. 
>> I was just curious. Are a lot of you doing campaigns and using the campaign process in your analytics? 
>> [ participant speaking ] 
>> -- Number getting bigger and bigger -- 
>> I am using the query strings. We probably need to look at this more closely. 
>> You can talk more after we done. We have to give equal times to the phone, no we don't. 
>> We have one question and then we will wrap up. 
>> Will be the measures we can -- to gauge -- [ Indiscernible - low volume ] 

>>
>> Small business advocate? Are they advocating for small business? 
>> Federal agencies that advocate -- [ Indiscernible - low volume ]
>> So I guess I would could go back to the question about segmentation of looking at content on this site that is actually focused on working with small business and looking into the metrics around that and campaigns that are focused on driving people. I think was kind of cool about working with small business is that you can really do -- and with analytics you can see what companies are responding. 
>> I would like to thank all of you for coming. We do most of them and webinar format, and I hope any or all of you who are not a member already will plan to join us. I would also like to ask for a big round of applause for our speakers. 
>>  [ applause ] 
>> I would not call that practical information. [ laughter ] 
>> A presentation like this is a great deal of effort and all these people spent a great deal of time getting ready and I thought the speakers shared some great information. So thank you all. If you have individual questions, you can stay after, but otherwise, we are done. 
>>  [ event concluded ]
