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Introduction

The Executive Dashboard Cookbook is for marketers who want to get a high level
perspective of Engagement Analytics for their website. This includes Chief Marketing
Officers (CMOs) that want an overview of their marketing activities and Search
Engine Optimization marketers (SEOs) who want to see at a glance which of their
SEO strategies are the most effective.

Engagement Analytics and the Executive Insight Dashboard enables you to measure
the quality of your site visits not just the quantity.

This cookbook contains the following chapters:

e Chapter 1 — Introduction
This chapter contains an overview of the Executive Insight Dashboard. It explains
how to filter the dashboard by timeline or resolution and contains a glossary of terms
used in Engagement Analytics.

e Chapter 2 — Tour of the Executive Insight Dashboard
This chapter provides a visual overview of the different elements that make up the
Executive Insight Dashboard. It includes some guidance on how to use the various
charts and dashboards.

e Chapter 3 — Dashboard Scenarios
This chapter includes scenarios for marketers. Each scenario explains how using
Engagement Analytics and the Executive Insight Dashboard can help marketers to
solve key marketing problems.

e Chapter 4 — Additional Dashboard Functionality
This chapter describes how to perform additional user actions in the Executive Insight
Dashboard. For example, it explains how to export a dashboard or chart to Microsoft
Excel, how to view a campaign chart from the Content Editor or how to classify
different traffic types.

e Chapter 5 — Appendix
This chapter contains a complete list of all dashboards and charts available in the
Executive Insight Dashboard.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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1.1

Overview

@ sitecore

The Executive Insight Dashboard is a Microsoft Silverlight application that you can launch from the
Sitecore desktop to give marketing executives a quick high level overview of website traffic and
marketing campaign effectiveness.

Note

The Executive Insight Dashboard for Sitecore CMS 6.6 runs on Silverlight 5.

111

Dashboard Types and Charts

You can select dashboards on traffic types or campaigns. A different set of charts or dashboards are
available depending on your selection. Use these charts to analyze your website data in more detail.

Summary list of the charts available in the Executive Insight Dashboard:

e Traffic
o Value
o Visits
o Value per Visit
o Channel Performance
o Brand Awareness
o Source Value
o Source Value per Visits
o Referring Sites
o Search Keywords
o Entry Pages
o Site Search
o Assets Consumed
o Goal Conversions

e Campaigns

Value

Visits

Value per Visit
Campaign Performance
Referring Sites
Campaigns

Search Keywords

Entry Pages

Site Search

Assets Consumed

Goal Conversions

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
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For a complete list of all dashboards and charts available in the Executive Insight Dashboard, see the
Appendix List of all Dashboards.

1.1.2 Timeline and Resolution

Filter dashboards by date using the timeline and resolution controls. The timeline controls enable you
to use a slider to select a specific date range and resolution enables you to view the data by Year,
Half year Quarter, Month, Week, or Day.

For example, if you choose Month you can use the slider to select one or more months. If you select
Quarter then you can select one or more quarters as your chosen time period. The selected period is
highlighted in white. Data that is not part of your selection is still visible in the timeline but appears
grayed out.

Half year . % % b T, %, %, %,
! 7 “% e i ‘ ° % iFS
Quarter
Updated 1 hour ago (approx.)
Month 36202012 10:07:25 AM (UTC)
Week
Day

- ' M M
% %, % %, E ! % e
5 o ; 5 % % % %

Jui1 +  Mar'12

You can select any time resolution from one day to one year, even if the data for that time period is
incomplete. This makes it possible for you to highlight trends while data is still incomplete. The data
for the incomplete period appears in a lighter shade that complete periods.

1.08

If you select the day resolution, the maximum range available is 61 days.

In some traffic and campaign charts the lowest time resolution available to view data is by Month. The
data is grouped in this way on the server.

This only applies to the following charts:
e Campaigns
o Referring Sites
e Search Keywords
e Entry Pages
e Site Search

e Assets Consumed

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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e Goal Conversions

Therefore it is not possible to view these charts by Week or Day.

1.1.3 Reloading Data

If you click the Reload data button, all the data in the dashboard or chart you are currently viewing is
updated with the latest data available from the server.

View by: Reload data

Month E

By default all data in the dashboard is updated automatically every 24 hours. Use the Reload data
button if you want to see more recent data. An administrator or developer can change the default
setting.

For more information on reloading data, see Reloading Dashboard Data.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.

Page 6 of 70



Executive Dashboard Cookbook @ SlteCO re

1.2 Engagement Analytics Terminology

In the Sitecore Engagement Analytics, there are several terms and phrases used to describe how
visitors interact with a website. The more familiar you are with these terms and phrases, the better
equipped you will be to interpret the dashboards and charts in the Executive Insight Dashboard.

1.21 Visitor

A visitor is a person that makes one or more visits to a website.

1.2.2 Visit

A visit consists of all the actions a visitor takes from the moment they enter a website until the
moment they leave. These actions consist of all pages viewed, and resources consumed, such as
campaigns triggered and conversions achieved. The dashboard counts visits and the value of visits
over a specific time period and displays this data in a number of different charts.

More detailed information about each visitor session is available in the Engagement Analytics Visit
Detail report which you can also access from the Sitecore Desktop.

1.2.3 Conversation

When you meet with a customer online, you are essentially engaging in a conversation. An exchange
of communication and commitment is taking place.

1.2.4 Engagement Value

The level of commitment exhibited by your customer is the secret ingredient of quality called the
Engagement Value. Each visit produces an engagement value calculated from all the resources a
visitor consumes during one or multiple visits. Resources consumed can include goals, campaigns or
forms submitted.

You can allocate a numeric value or points to each resource on your website using the Points field.
Only apply points to pages that require commitment from a visitor. For example, registering on a
website shows commitment, just reading or downloading a white paper does not.

The Points field in the Marketing Center:

=l %4t) Marketing Center Name
= ¥ Goals Brochuras Requast
@ Brochures Request
Q Instant Demo Points
%5 Login 10

(=) Mewsletter Signup

Goals and page event content items contain a Points field into which you can enter a value. Sitecore
Engagement Analytics uses this number to calculate an overall value for a visit. As a visitor navigates
around the website achieving various goals and triggering different page events the value of their visit
is calculated. When a visitor leaves the website their total accumulated points for the visit are
displayed in the Executive Insight Dashboard as the Engagement Value.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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1.2.5 Engagement Value Points

Engagement value points or EVPs are the key to engagement analytics. There is a Points field in
every goal or page event content item to which you can assign a numeric value. A visitor accumulates
points depending on what actions they take when they visit a website.

For example:
¢ Newsletter Registration - 25 Engagement Value Points
¢ Online Pricing Quote - 50 Engagement Value Points
¢ Request for Demo - 100 Engagement Value Points
Every time a visitor lands on a page that has a goal or page event associated with it they accumulate

points which contribute to their overall score. After they have left the website this score becomes the
engagement value for that visit.

The number allocated to each goal is not important but the ratio between EVPs is. For example, the
marketer must understand why Request for Demo is four times more valuable than Newsletter
Registration.

1.2.6 Efficiency

Also referred to as value per visit, value / visit or engagement value / visit. It is a measurement used in
Engagement Analytics to determine your efficiency. This is an expression of the relationship between
the quality (engagement value) and the quantity (visitors and visits).

Formula:

Value per visit = Value/Visits

1.2.7 Potential

Potential quantifies how much value your organization could gain if you managed to increase the
value per visit of a page up to the same level as the site average.

Formulas:

Potential value gain = (Average Value per Visit — Value per Visit) x Number
of Visits

Potential = Potential value gain *100 / Sum(All facets Values)

Obviously some pages should and will always have a high Potential, but if you create a landing page
that you think will make a significant contribution to the website and it turns out to have a high
Potential, then you need to re-examine it.

Note
In pop-up charts that display potential value gain, numbers are rounded off to two decimal places with
the exception of numbers between - 0.5 and + 0.5.

If the potential value gain is between 0 and 0.5, the pop-up chart displays this as < 0.5 (less than 0.5).

If the potential value gain is between -0.5 and 0, the pop-up chart displays this as > -0.5 (greater than
-0.5).

1.2.8 Traffic Types

In Engagement Analytics, the Executive Insight Dashboard segments all your website visitors by
traffic type.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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The different types of traffic coming to a website are normally difficult to segment and analyze, such
as News, Conversations and Community (see the Traffic Type table for definitions).

In the Executive Insight Dashboard, you have the option to view charts for all traffic types or each
individual traffic type. Categorizing visits as traffic types makes it easier to measure the real value of
visits (engagement value), efficiency and traffic for every site visit.

See the Performance Channel chart for an overview of the performance of each traffic type.

Segmentation by traffic type enables you get the information you need to effectively analyze the traffic
on your website and to make the right future marketing decisions. For example, SEO marketers can
find this information useful when optimizing search key words.

See also, Channels.

Executive Insight Dashboard traffic types:

Traffic Type

Definition

Direct A visit to your website that originates from a visitor entering a specific
URL in the address bar of a web browser. For example, you could
enter http://www.sitecore.net to go directly to Sitecore’s website.

Email A visit to your website that originates from a link contained in one of

your own email campaigns.

Search Engine - Organic

A visit to your website that originates from a visitor entering a non-
brand specific search term in a search engine. For example, you could
enter Best CMS or Top CMS software and then click on one of the
unpaid links displayed on the search results page to come to
www.sitecore.net.

Search Engine - Branded

A visit to your website that originates from a visitor entering a specific
brand name in a search engine. For example, you could enter Sitecore
or Sitecore CMS and then click on one of the unpaid links displayed on
the search results page to come to www.sitecore.net. You may
configure as many brand name key words as you like.

Paid

A visit to your website that originates from a visitor clicking on a
sponsored link. For example, the paid links in your own campaigns
such as online Google Ad campaigns or banner ads.

Referred — Analyst

A visit to your website that originates from a link on an analyst website,
such as Forrester or Gartner.

Referred — Blog

A visit to your website that originates from a link on a blog website.

Referred — Community

A visit to your website that originates from a social networking site,
such as Facebook or Twitter.

Referred — Conversations

A visit to your website that originates from a link in a chat or instant
messaging program, such as MSN Messenger.

Referred — News

A visit to your website that originates from a link on a news or media
website.

Referred — Other

All the referred visits to your website are placed in this category until a
marketer categorizes them in one of the other categories.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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Traffic Type Definition
Referred — Wiki A visit to your website that originates from a link on a wiki website.
RSS A visit that originates from an RSS campaign that you have created.

1.2.9 Channels

The different marketing activities in a business or organization are known as communication
channels.

Communication channels can be traffic types, such as Search Engine - Organic, Direct, or Email or
they could be other marketing activities unrelated to a website, such as a traditional print media
campaigns.

In the Executive Insight Dashboard, channels refer to the categories of traffic coming to your website,
S0 in this case traffic types and channels can almost be thought of as the same thing.

You can view charts for each traffic type or you can view the Channel Performance chart to get an
overview of the performance of all the traffic types coming to your website.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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Tour of the Executive Insight Dashboard

This chapter provides you with a tour of the main visual elements and controls in the
Executive Insight Dashboard.

e Dashboard Descriptions

e Tour of the Dashboard Interface

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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2.1 Dashboard Descriptions

This section contains a table describing each of the charts available in the Executive Insight
Dashboard.

The dashboard contains the following categories:
e Campaigns

e Traffic

The category column indicates whether the chart is available in Campaigns, Traffic or both.

Dashboard Category Description
Value e Campaigns A pie chart displays the Value generated by visits
e Traffic for all traffic types or campaigns.

Use this dashboard to get an overview of the value
generated by each traffic type or campaign.

When you click on a pie chart segment for a single
campaign or traffic type the trend table will show
you the Value that campaign or traffic type has
generated as a percentage of the total Value
generated on the website.

Visits e Campaigns A combination chart that displays the number of

e Traffic Visits, Value generated and Efficiency (Value per
Visits) for all traffic types and campaigns.
Combination charts contain both line and bar charts.

Use this dashboard to get an overview of Visits and
marketing effectiveness. Compare the number of
Visits with Value and Efficiency (Value per Visits)
generated to determine the marketing reach and
effectiveness. For example, if visits line is
increasing at a faster rate than the value line, then
your marketing is increasing the number of visitors,
but your marketing effectiveness is decreasing. This
will be shown by a decrease in the height of the
Efficiency bar.

This dashboard also contains a pie chart showing
the percentage contribution made by each
campaign or traffic type.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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Dashboard Category

@ sitecore

Description

Value per Visits e Campaigns
o Traffic

A horizontal bar chart that displays more detailed
information about the Efficiency (Value per Visits) of
Visits for each traffic type or campaign.

Use this dashboard to get an overview of Efficiency.
Find out which campaigns or traffic types have
generated the most relevant visits.

Efficiency enables you to get an overview of
marketing effectiveness and is calculated using the
following formula:

Value per Visit = Value/Visits

This dashboard also includes a Trend table that
allows you to compare Efficiency over time. For
example, you can compare the selected quarter
with the same quarter from a year ago.

Channel/Campaign e Campaigns
Performance e Traffic

A stacked area chart where each color represents a
different marketing channel (traffic type) or
campaign.

The drop down enables you to view Visits or Value
for each channel or campaign. The key shows
which channel or campaign each color represents.

Use this dashboard to get an overview of the
performance of all your marketing channels or
campaigns.

You can select all or an individual channel or
campaign. For example, if you select a single
marketing channel such as Search engine —
Organic, the dashboard enables you to compare it
with the sum of all the other remaining marketing
channels.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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Dashboard Category

@ sitecore

Description

Brand Awareness e Traffic

A combination chart that displays Visits with Value
and Efficiency (Value per Visits) generated for the
Search Engine - Branded traffic type.

Use this dashboard to get an overview of visitor
brand awareness. For example, low brand
awareness may indicate that you need to do more
to promote the company brand.

Search Engine - Branded infers brand awareness
when a visitor comes to the website using a brand
specific search term in a search engine, such as
Sitecore or Sitecore CMS. Direct traffic comes from
visitors that may be more aware of the website as a
brand because they enter the full address into the
browser. This enables you to compare awareness
of the company brand with the website brand.

This dashboard also contains a pie chart that
compares the percentage Value generated by the
Direct and Search Engine — Branded traffic types.
Move the mouse over a wedge in the pie chart to
see the label and percentage.

The Brand Awareness dashboard is only available
for traffic types.

Source Value e Traffic

This pie chart displays more detailed information
about the first point of contact for a site visitor (the
visitor’s first “source” of contact). It shows which
traffic types have led to the highest Value visits.

Use this dashboard to get an overview of Source
Value. Find out which traffic types lead to the

highest Value visits. This can help you to assess
which of your traffic types are the most effective.

This dashboard also includes a Trend table that
allows you to compare Source Value over time.

Source Value/Visits e Traffic

This horizontal bar chart shows which traffic types
were the first point of contact and have led to the
highest Efficiency (Value per Visits) Visits.

Use this dashboard to learn which traffic sources
lead to the most relevant visits. This can help you to
assess which of your traffic types are most effective.

This dashboard also includes a Trend table that
allows you to compare Source Value/Visits over
time.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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Dashboard

Category

@ sitecore

Description

Referring Sites

Campaigns
Traffic

A horizontal bar chart showing the websites that
referred visitors to your site.

Use this information as part of your SEO search
strategy. These referral sources may be the sources
your target audience use the most.

The default view shows which referring sites led to
the highest value visits ranked by Value.

Campaigns

Campaigns

A horizontal bar chart showing the most successful
campaigns on your website.

Use this dashboard to identify successful or failing
campaigns.

The default view shows which campaigns led to the
highest value visits ranked by Value. This chart is
not available when viewing traffic.

Search Keywords

Campaigns
Traffic

A horizontal bar chart showing the most popular
search keywords used in search engines to find
your website.

Use this dashboard as part of your SEO keyword
optimization strategy to identify which keywords are
most effective. Sort by Potential to see which have
the most future potential.

The default view shows keywords that led to the
highest value visits ranked by Value.

Entry Pages

Campaigns
Traffic

A horizontal bar chart showing the most popular
entry pages for visitors and the Value they
generated.

Use this dashboard to help identify pages that lead
to the highest value visits and to also identify
underperforming pages. Sort by Value per Visits or
Potential to learn which entry pages are most
effective and which have the greatest Potential for
improvement.

The default view shows which entry pages led to the
highest value visits ranked by Value.

An entry page could be a landing page created for a
specific campaign or a page referred by another
website.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
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Dashboard Category

@ sitecore

Description

Site Search e Campaigns
o Traffic

A horizontal bar chart showing the most popular
search words or phrases used on the website to find
content relevant to site visitors.

Use this dashboard to find out which content visitors
search for the most on your website. This could help
when optimizing your website. For example, it may
indicate that you could improve navigation or that
you may need to add new pages for the content
visitors are searching for.

The default view shows which search words or
phrases led to the highest value visits ranked by
Value.

Assets Consumed e Campaigns
e Traffic

A horizontal bar chart showing which assets were
downloaded the most and which led to the highest
value visits.

Use this dashboard to assess which assets you
want to track in engagement analytics. For example,
it may be appropriate to make the downloading of a
white paper a goal and assign it points.

The term ‘assets consumed’ refers to visitors
downloading brochures, white papers and other
assets from the website during a visit. When a
visitor downloads a brochure it shows a higher level
of commitment on the website than just viewing
pages. The assets that are downloaded more
frequently may indicate topics of higher interest.

The default view shows which assets visitors
consumed the most during high value visits ranked
by Value.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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Dashboard Category Description
Goal Conversions e Campaigns A horizontal bar chart showing which goals had the
e Traffic most conversions and generated the highest value

visits on the website. Goal conversion means that a
goal set by the marketer was accomplished by the
visitor.

Use this dashboard to optimize your goal strategy.
For example, knowing which conversions generate
the highest value on your website may help you to
evaluate whether you have set suitable goals and
set an appropriate amount of points for each goal.

The default view shows which goals were converted
and which led to the highest value visits ranked by
Value.

You can also see which goals generated the most
Visits, the most relevant visits (Value per Visits) and
which goals show the most Potential.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.
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2.2 Tour of the Dashboard Interface

The Executive Insight Dashboard enables you to view and analyze website traffic and marketing
campaigns on your website.

The dashboard interface consists of:
e Site and language selection
e Dashboard data selection
e Charts
e Help text

e Timeline/Resolution filters

2.2.1 Site and Language

The sites and languages drop-down enables you to filter the dashboard by website or language. The
drop-down could contain several different websites and offer a number of different languages.

& Executive Insight Dashboard

All Sites, All Languages ~  Traffic

Site All Sites T afch Keyp

Language All Languages v

4

-net cms

intranet cms
PR

Once you have made a selection, the dashboard displays your website and the language choice.

& Executive Insight Dashboard
All Sites, All Languages « | Traffic - Search Engine - Organic ~

7 Search Engine - Organic - Search Keywords
Order by: Value =
0 2k 4k
-net cms
intranet cms
{other)
jpiranet portal

This feature could benefit business users that want to open two different websites and compare data.
You can have more than one instance of the dashboard open in multiple browser windows.

In the Site drop-down, you can select a single website or you can select All Sites. If you choose All
Sites, then the dashboard displays data from multiple sites simultaneously. If you select All Sites, the
Entry Pages chart also adds a prefix to items in the chart with the name of the website that it refers to.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
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The following example shows Entry Pages for Sitecore.net.

sitecore.net'camp?

sitecore.net'camp

sitecore.net'campd

sitecore.net'campd

..ore.neticempidirect2

Note
This example uses the host name Sitecore.net; however you may prefer to create your own
abbreviated site names. A developer or administrator can set the site name for you in the web.config.

2.2.2 Dashboard Data Selection
Use the drop-down to select either Traffic or Campaign data.

The dashboard data selection drop-down:

& Executive Insight Dashboard

All Sites, All Languages ~ | Traffic -
Traffic
7 All - Visits Campaign OX
B0k — 100k
B vsce per visit
20k Gk e

UDINAUISID SHSIA A~
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Traffic

Faid
\.

All =

All

Search Engine - Organic
Search Engine - Organic Branded
Direct

Referred - Other
Referred - Blog

Referred - News
Referred - Conversations
Referred - Community
Referred - Wiki

Referred - Analyst

RSS

Email

2.2.3 Campaign Search

Click Find Campaign to search for a campaign.

All Sites, All Languages -

? All - Value

Campaign - Al

39.97 %

Q sitecore

Once you have decided between campaigns or traffic, you can then make a more detailed selection.
For example, you can choose an individual traffic type or a specific campaign.

- Find Campaign

@ Gartner
Unknown
Wehbinar
@ Search
@ Banner

Ernail

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
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In the Find Campaign dialog box, you can enter the name or part of the name of the campaign you
want to find.

Find Campaign

Enter the name of the campaign you want to find:
@ .

AU Search Bing Gariner Magic Quadrant Ad
Gariner / Australia /

Open the dashboard for thi _1|
CA Search GongleAdwordsGanner[Den © dashboard for this campaion

Gartner / Unknown /

Image

CA Search Google Adwords Gartner Magic Quadrant CONTENT NTWK 300x250 Image
Gartner / Unknown /

CA Search Google Adwords Gartner Magic Quadrant CONTENT NTWK 468x80 Image
Gartner / Unknown /

CA Search Google Adwords Gartner Magic Quadrant CONTENT NTWK Report ad
Gartner / Unknown /

CA Search Google Adwords Gartner Magic Quadrant CONTENT NTWK WCM ad
Gariner / Unknown /

Gartner Magic Quadrant 2010 CMS Wire LP 160xG600
Gartner / Unknown /

Gartner Magic Quadrant 2010 CMS Wire LP 300x250
Gartner / Unknown /

Search results are displayed below the search box as you type. Click on one of the search results to
open the dashboard chart associated with the campaign.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
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Q

2.2.4 Charts

sitecore

The list of charts available on the right hand side of the dashboard changes depending on whether

you choose to view campaign or traffic data.

The Referring Sites chart for the Search Engine - Organic traffic type:

& Executive Insight Dashboard

All Sites, All Languages v Traffic ~  Search Engine - Organic ~

? Search Engine - Organic - Referring Sites
Order by:  Value v

Visits . Value per Visit

Value

www.google.com isits
www.google.co.in
‘www.google.ca
Www.google.co.uk
www.google.com.au
www.google.nl
wwwi.google.com.vn

search.yahoo.com

www.google.sk

Updated 5 hours ago
6172012 6:09:03 A (UTC)

Xmc

T Jul*11

Q@ sitecore

# Executive Insight Dashboard

® vale
Iy Visits

£ Value per Visit

m

Search Keywords

m

Entry Pages

m

Site Search

Assets Consumed

m

m

Goal Conversions

When you select a chart you can also use the Order by drop-down to sort the data by:

e Value - Orange
e Visits — Light blue
e Value per Visit - Green

e Potential — Orange (appears in a separate chart)

7 All - Referring Sites

Order by:  Value -
Value
Visits
Value per Visit
Potential | -
(other) =5

www.google.co.uk o
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(Other)

@ sitecore

When you select a chart, such as Referring Sites, you see a list of items (in this case websites) in the

left hand axis of the chart that you can sort by Value, Value per Visits, Visits, or Potential.

One of these items is called ‘Other’.

7 All campaigns - Referring Sites

Order by Value

www.google.com
...ds.g.doubleclick.net
wwnw.websitemagazine.com
www.cmsmatrix.org
WWww.cmswire.com

[_ {other)

www.google.co.uk
...n.yom.mail yahoo.net
wiww linkedin.com
cmsreport.com
www.google.se
www.google.be
_..c.yom.mail. yahoo.net
tco

www.google.fr
wnw.google.com.au
www.bing.com

5k

‘Other’ contains all the data that remains after applying the following filters to the chart:
e The time period that you set using the timeline and the View by drop-down.

e Order by — sort by Value, Value per Visits, Visits, or Potential.

e TheMinimumVisitsFilter — this filter discards statistically not relevant data. The default

value is 50.

e The ChartItemsTopNumber filter — this defines the number of results to display in the

dashboard, the default value is 50.

After applying these filters, any data that is not included in the main chart appears under (other).

Note

Both the MinimumVisitsFilter and ChartItemsTopNumber filters are contained in the
Configuration.config file and run automatically when you open a chart. If you want to
change any of the default values or settings in these files, contact your system administrator.
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Trend Table

In some overview charts (Value, Value per Visits, Source Value and Source Value per Visit ), you can
show or hide the trend table. To do this, click the Trend button in the top right the chart.

O
X

1d

Q212 [ Q212
VS, VS,
Q411 [ Q3"

Jnknown STL7% -248%

pusll v

Search -36.8% -564%
Email 3851% -68.5%
Webinar 789% -385%
Gartner -427% -59.5%

Drilling down into Charts
If you want to drill down to see more detail in a chart, right click on any campaign or traffic type chart.

For example, to drill down into the Gartner campaign for the US, right click the US segment in the
chart and click Select ‘US’.

To drill down into the Search Engine — Organic Branded traffic type, first select Traffic, All, then right
click the Organic Branded bar.

7 All - Value per Visit

Search Engine - Organic

...ne - Organic Branded
Diirect

043
v I Select'Search Engine - Organic Branded'
Referred - Other 074

Referred - Blog 7

Referred - News 7

...red - Conversations 7

Referred - Community 7
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contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.

Page 24 of 70



Executive Dashboard Cookbook @ Slteco re

Right click on a bar in a Visits chart to drill down into a specific timeline range. In the following
example, right click Q2 '11, to drill down into the second quarter of 2011.

ook~

200k
I I J Settime range o : Q2 11 I
1.07 = 1 1 I

0.81 T

083
l 0.41

Right click to drill down into a campaign category to view pie charts for the sub campaign categories.

7.94 %

Banner 01 %
Walue: 5,225

249 %

I Select'Banner

Jun "1 -+ Aug'12

When you reach the lowest level in the hierarchy, instead of a pie chart you see a message showing
the total value in that category and asking you to view the Campaigns chart for more detail.
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Example message that is displayed when you drill down and reach the lowest level in the hierarchy of
campaign categories:

website, All Languages ~ Eampaign ~  Banner / US / Campaigns in this category ﬂ Find Campaign ?
7 Banner/US [ Campaigns in this category - Value O X _

fhil Visits

pualL A

& Value per Visit

E Refering Sites

ampaigns
Banner/ US| Campaigns in this category
£ Search Keywords

Campaigns total value = 465

m

Open Campaigns report for more detailed information Eniry Pages

E Sile Search

Assels Consumed

Goal Conversions

Updated 31 minutes ago

Xc ez AT A )

2.2.5 Campaign Categories

In the dashboard, you can view campaigns as pie charts or bar charts. To view a campaign chart,
select Campaign and then use the campaign category drop-down to select a category from the tree.
The tree can only display campaign categories.

The dashboard campaign category tree:

Campaign ~ Al - Find Campaign
4 Al
P Gartner
P Webinar

4 Unknown
4 Unknown

NL_Press_12072011_Sitecore_app_center
Twitter
Twitter
Sitecore
Breakfast seminar Malmo 3Feb2012
Campaigns in this category

-

Banner

A

Search

»

Email

The campaign category tree has three levels of campaigns that correspond to the categories you
create in the Marketing Center. When you create a new campaign you assign it to one of these
campaign categories.

Expand the tree to see all three levels of campaign categories. Select the third level category to see a
chart containing all the campaigns assigned to this category. If there is no a third level category, then
a logical group is created automatically called Campaigns in this category. Select this group to see

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
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only the campaigns assigned to this category and not from any other category. This group appears
below the second level if there is no third level category and at the first level if there is no second level
category.

In the following example, there are two categories (Gartner, UK) but there is no third level category,
so the campaigns are put in the logical group Campaigns in this category.

Campaign - Al - Find Campaign

4 Al
O

4 Gartner

b Australia

F NA

P Unknown

b International

4 UK | 2

Campaigns in this category I
b US
; This group only contains the campaigns assigned to this category.
»  Webinar ) . .
It does not contain any further campaign categories.

P Unknown I
b Banner
P Search
> Email 2%

In the campaign category tree, first select Campaigns in this category to see the total value generated
by these campaigns.

website, All Languages ~  Campaign - Gartner / UK/ Campaigns in this category ~ Find Campaign

?
7 Gartner / UK / Campaigns in this category - Value OX _

Iy Visits

puall o~

et

Value per Visit

m

Referring Sites

/ £ Campaigns
Gartner / UK / Campaigns in this category

Campaigns total value = 6,530 £ Search Keywords

Open Campaigns report for more detailed information £ Entry Pages
£ Site Search
£ Assets Consumed
£ Goal Conversions

Updated 1 hour ago
Xc 3 GRARAI2 74145 AM [UTE)
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Then click Campaigns, to view the chart that displays all the campaigns in the Campaigns in this
category group.

website, All Languages ~  Campaign ~  Gartner/ UK/ Campaigns in this category ~ N
? Gartner | UK / Campaigns in this category - Campaigns OX @ vaue
Order by: Value = il Visits
o Ve £ Value per Visit

50 100 150 200 250 300 350

-..r 47 Gartner MQ 2011

E  Refering Sites

(ather)

-8l Markceting Spit 8 _

..ext Computing report E

Search Keywords

..er Digital Marketing

£ Entry Pages
T NTWHK 300:250 imsge

I
_.NTENT NTWK Report ad £ Site Search
I
T NTWI 160800 imsge
I
£ Assets Consumed
.. CONTENT NTWK WCM sd
= —
o 500 1k 15k 2k 25k £ Goal Conversions
Value
Updated 12 minutes age
x c 3L 2242012 5:36:35 AM (UTC)

Note

When you click on Campaigns in this category you only see the campaigns assigned to this category
and not campaigns from any other category or sub category.

2.2.6 Timeline and Resolution

You can filter dashboards by time period using the timeline control or by resolution using the drop-
down control:

e Year
e Half Year

e Quarter
¢ Month
o Week

e Day
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Timeline and resolution filters:

& Executive Insight Dashboard

All Sites, All Languages ~  Traffic > Al - 2

Il Visits

£ Value per Visit

20.73%
il Brand Awareness
3046 %

@ Source value

337 %

et

Source Value per Visits

m

Referring Sites

m

Search Keywords

m

Entry Pages

m

Site Search
Half year
Quarter
Month
Week
Day

Assels Consumed

m

Updated 5 hours ago
al 8172012 50124 AM [UTC]

Jul"11 = Jun'12

@ sttecore’| & Executive Insight Dashboard E 1402

The dashboard timeline and resolution controls are configurable. You can ask an administrator or
developer to create different timeline resolutions or to make a wider range of data available.

2.2.7 Help

Click the Help icon to view Help text.

View -  Campaign

@:a rtner - Value
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You can view help text for the entire dashboard or when viewing individual charts.

& Executive Insight Dashboard

All Sites, All Languages ~  Campaign - Gartner - Find Campaign °

(? Gartner - Value \ ox
Value Trend > il Visits
The pie chart displays the value generated by Jun*12  Jun'12
visits for all traffic types or campaigns. Vs, VS, .
Jul'1 | Jul'1 & Value per Visit
Use the Value dashboard to get an overview of
the value generated by each traffic type or 28.91% Unknown -80.2%  -80.2%
campaign NA _a50 _95.9% E  Refeming Sites
‘When you click a pie chart segment for a single . . -
campaign or traffic type, the trend table shows International  -619%  -619% _
you the value that the campaign or traffic type . UK _20.0% _80.0% £ Campaigns
has generated as a percentage of the total . -
value generated on the website ® Australia 017% -917%
s £ Search Keywords
\ Overall Trend  -88.9% -B83.9%
E  Entry Pages
£ Site Search
£ Assets Consumed

12.76 %

m

Goal Conversions

Updated 5 hours ago

Xc G2 6:47:23 AM (UTC)
View by Jui*11 =+ Jun'12
Month - M M
\% [ \,% s S T I% T, = T, Ly T, I% 1
" & ) O . B,
% & % P "5 " 2 kS %% " E > %
@ sttecore’ | @ Executive Insight Dashboard E 1405

2.2.8 Advanced Features

Some dashboard charts have additional options:
o Classify Traffic Types
e Export to Excel Spreadsheet
e Reload data

e Open Visit report

Export to Excel, Open Visit report and Reload data buttons:

www.google.de IS
www linkedin.com

0

For more information on using these features, see Chapter 4, Additional Dashboard Functionality.

The options available vary slightly depending on which dashboard or chart you are viewing.
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Dashboard Scenarios

This chapter presents several scenarios to illustrate how different marketers can use
the Executive Insight Dashboard to solve key marketing problems.

e Overview
e Charts for Chief Marketing Executives
e Charts for SEO Marketers

e Charts for Marketing Campaign Managers
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3.1 Overview

This chapter explains how to use the Executive Insight Dashboard to get an overview of your different
marketing activities.

The scenarios in this section are for the following types of marketers:

e Chief Marketing Officers (CMOSs) — Interested in general charts that provide an overview of all
marketing activities.

e Marketing Campaign Managers — Responsible for managing campaigns. Interested in charts
that give an overview of the performance of different campaigns.

e SEO Marketers — Responsible for search engine optimization. Interested in charts that show
which keywords and landing pages have the most impact on a website.

This chapter does not attempt to cover all the dashboards and charts that are available but instead
attempts to illustrate how to solve some typical problems faced by marketers.

With an understanding of Engagement Analytics and how to use the Executive Insight Dashboard you
can get a clearer picture of all your marketing activities enabling you to make more informed decisions
about how to allocate your marketing resources. In the Executive Insight Dashboard you can
immediately see the impact of your marketing decisions on your website enabling you to fine tune
your strategies more accurately.
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3.2 Charts for Chief Marketing Executives

In the Executive Insight Dashboard there are several charts that enable CMOs to spot trends in the
performance of their website and online campaigns. In this section we focus on the following charts:

e Value
e Visits
e Value per Visits

e Channel Performance

Using Engagement Analytics and the Executive Insight Dashboard it is possible for chief marketing
executives to see at a glance where and how they could improve the marketing effectiveness of their
website.

3.2.1 Assessing the Overall Marketing Effectiveness of your Website

Scenario

CMOs want to know which charts in the Executive Dashboard show how successful their web
marketing activities have been and if necessary where and how to make changes to improve future
marketing activities.

Value Chart
In the Executive Dashboard select Traffic, All, and then select the Value chart.
Traffic, All, Value Chart:

website, English : English  Traffic * Al -
? All - Value OoXx
Trend 5
Q310 Q3 "o
compared fo compared fo
Q1o Q3'oe

Saarch. Engine - 50.6% 240%

Organic

31.43 % i
B Search Engine - - e
Organic Branded 0% 246%
Direct 329% 0.5%
Referred - Other 6.6% -7.9%
B Referred - Blog 232.3% 58.0%
Referred - News -15.8% -719.5%
Refered - 179.0% 55.4%
’.- Conversations
Referred - Community 1374% 70.8%
il " o 73,75
027 % o ar s Referred - Wiki -26.6% -13.7%
e, t020% Referred - Analyst 598.9% 154.7%
1.45%
RSS
Email 639.7% 414.1%
35.82 % Paid 64.9% 235.8%
Overall Trend 40.8% 34.2%
Updated 11
Xc SRRz 1238 o

The Value chart enables a CMO marketer to see at a glance the marketing effectiveness of their
website. Each segment in the pie chart represents a traffic type and the percentage value that each
marketing channel brings to the website.
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In this example, Search Engine - Organic traffic accounts for 6.06% of the total value generated on
the website. This means that of all the points accumulated by visitors during the selected period,
6.06% came from search engine searches using non-brand specific search terms.

Right click Search Engine - Organic to drill down further into this traffic type:

? Search Engine - Organic - Value

Trend

Q3'10 Q3o
compared fo compared fo
Q1'10 Q3'09
Search Engine - 50.6% 34.0%
Organic
Other traffic types 40.2% 343%
Overall Trend 40.8% 34.2%

33.94 %

6.06 %

The Value pie chart gives the CMO marketer a clear visual representation of the percentage value of
each traffic type providing a quick overview of which marketing channels are performing well and
which need more attention.

If you look more closely at the Trend table you can see that Search Engine - Organic traffic is up by
34% compared with a year earlier and is up by 50.6% if you compare the first and last quarters of the
period selected.

All Traffic Types — Trend table:

Trend

Q310 Q310
compared fo compared fo
Q110 Q309
| search Engine - 50.6% 34.0%'
Organic
@ Search Engine - 01% e
Organic Branded o e
Direct 32.9% 0.5%
Referred - Other 6.6% -71.9%
@ Referred - Blog 2323% 58.0%

A CMO can quickly evaluate different marketing strategies by studying the percentages in the Trend
table. In this example, the CMO views All traffic types but to get a similar overview of all marketing
campaigns switch to view All campaigns.
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Visits Chart

Next select Traffic, All, and then select the Visits chart. This example, displays website traffic for the
all four quarters in 2010.

All Traffic Types - Visits Chart

website, English : English ~ Traffic - Al
7 All - Visits ax

800 k 260 & >

800k

1691 %

400k = 4821 %

00k % 12.75 %

079 %

3.08 40k 10.05 %

Xc

The Visits chart shows the Value (points accumulated), Visits (volume of traffic) and Value per Visits
(efficiency) of visits for the quarters selected:

e The light blue line shows the number of visitors for the selected period (traffic volume).
e The orange line shows the amount of points accumulated during the visit (engagement value).

e The green bars show efficiency (value per visit)

You measure engagement value using engagement value points (EVP). Engagement value points are
the total points accumulated by a visitor during a visit. Content Editors allocate points as a numeric
value to goals on pages that could require a high level of visitor commitment on your website. For
example, if a visitor uses a form to register or to sign up for a newsletter, this triggers a goal which has
a specific point value.

In the example chart, both lines show an upward trend over time but the orange line is increasing at a
slower rate than the light blue line and then starts dropping. This shows that the overall marketing
effectiveness (efficiency of visits) for the website is decreasing.

The green bars measure efficiency (value per visit). By looking at the green bars, you can tell straight
away that the general trend for marketing effectiveness is down. Efficiency is the most effective way to
measure the marketing effectiveness of your website and is calculated using the following formula:

Value per Visit = Value/Visits

In this example, the Visits chart for All Traffic Types enables a marketer to see straight away, for the
period selected, that the total marketing effectiveness of the website is decreasing. The number of
visitors coming to the site is going up but the overall value being delivered from each visit is
decreasing.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.

Page 35 of 70



Sitecore CMS 6.6 @ sitecore

Value per Visits Chart

The Value per Visits chart enables you to assess the efficiency or marketing effectiveness of visits to
your website. The bar chart and trend table enables CMOs to easily spot trends that could help them
to identify where changes could be made to improve performance. For example, if a department is
under performing.

In this example, Paid Ads create the most value per visit but Search Engine - Organic traffic is further
down the list. A CMO would expect Paid Ads to be at the top but would also expect Search Engine —
Organic traffic to be higher. This might lead a CMO to conclude that the SEO department could work
more effectively to optimize organic traffic and that some campaigns should be examined more
closely to assess whether they are providing value for money.

All Traffic Types - Value per Visits Chart

website, English : English  Traffic - Al
? All - Value per Visit ax
Trend >
h Ei O 286
g ger Q410 Q410
compared fo compared fo
- Organic Branded 239 Q110 Q4'09
Search Engine - P
ot 235 Organic
Search Engine -
Organic Branded
Referred - Other 1.79
Direct
S Refenea - O
B Referred - Blog
Referred - News. 441
Referred - News
- DE Referred -
Conversations
Referred - Commun: ity 15: Referred - Community
Referred - Wiki
Referred - Wik 467
e Referred - Analyst 77.9% 215%
Referred - Analyst 11.67 RSS
Email 4824% 64%
RSS - .
Paid 764% -47.2%
Email 9.49 Overall Trend -24.1% -60.1%
Paid 12 67
Value per Visit
Updated 1 hy
Xc a1 1204t o TS

If you select the Paid traffic type for the first four quarters of 2010 in the Value per Visit bar chart, you
can see in the Trend table that Paid traffic has decreased in efficiency by -47.2% compared with the
previous year but is up by 76.4% if you compare the first and last quarters of the period selected.

For the same period, Search Engine — Organic traffic is up by 43.7% compared with the first quarter of
2010 and up by 7.5% compared with the same time the previous year. This would indicate to a CMO
that the Search Engine — Organic channel is starting to perform better but that over the past year as a
whole has not performed particularly well.

The overall trend for all traffic types is down compared with previous year by -60.1%. Therefore the
Visits, Value and Value per Visits charts indicate that the current marketing strategy is not working.

This may be because you are attracting the wrong kind of visitors to the website or maybe the website
is becoming less relevant to its target audience over time. A CMO could use this information to
investigate the cause of the problem. The next step might be to use the dashboard to assess the
performance of an individual marketing channel or a specific campaign in detail. For example,
examining the performance of Search Engine — Organic traffic in more detail might be a good place to
start.
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Channel Performance Chart

You can also use the Channel Performance chart to get a quick visual overview of the performance of
your website traffic types or marketing channels. You can use the drop down to view channel data by
Value or Visits.

In the following example, you can see the Value generated by channel traffic for the two years — 2011
and 2012. Each color represents a different channel or traffic type. In this example, you can see that
the Value generated for all channels grew significantly in the last quarter of 2011 and then quickly
dropped away during the final month.

website, English - English  Traffic > Al hd ?
7 All- Channel Performance OX @ vaue
View by.  Value - 1l Visits
1 mil
Referred - Analyst £ Value per Visit

W referred - wiki

Refered - Conversations

[l rererred - Biog
Referred - Community 1y Brand Awareness

Refared - News
Source Value
[l Reforred - Other ®
Search Engine - Organic
& Source Value per Visit
Emil

[l sesroh Engine - Organio Branded

m

Referring Sites

Direct

Paid

m

Search Keywords

£ Entry Pages

8
m

m

Site Search

Updated § hours ago —
X m c 312102012 TG00 AM (UTC) F  Assets Consumed

To assess the performance of a single channel compared with all the others, select a channel from
the drop down, such as Search Engine - Organic Branded. This makes any overall trends even easier
to see. You can also select a single channel by moving the mouse over one of the names in the key
or by clicking on a color.

7 Search Engine - Organic Branded - Channel Performance Ox

View by: Value -
1 mil

[l 5earch Engine - Organic Branded

Gither traffic types

Updated § hours ago

Xmc aliananiz 21800 A Urc)
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3.2.2 Assessing the Marketing Effectiveness of a Single Traffic Type
Examine one traffic type more closely to determine the effectiveness of a single marketing channel.
Scenario

A CMO now wants to learn more about the effectiveness of each marketing department. To do this
drill down into the individual segments in the traffic type Value chart. The CMO is particularly
interested in the Search Engine — Organic traffic segment in the chart.

Search Engine - Organic - Value and Visits Chart

In the Executive Dashboard select Traffic, Search Engine - Organic.

All Sites, All Languages ~  Traffic * Al =

All
[_Search Engine - Organic _]
Search Engine - Organic Branded
Direct
Referred - Other
Refered - Blog
Referred - News
Refered - Conversations
Referred - Community
Referred - Wiki
Referred - Analyst
RSS
Email
Paid

7 All - Value

35.60 %

4.41%

View the Value and the Visits charts.

Search Engine - Organic Value and Visits Charts:

7 Search Engine - Organic - Value OXx 7 Search Engine - Organic - Visits (mp-4

9257 % 10k

Walue
Visits

713% - 8.30 %

Search Engine -
Visits: 35,663

Updated 1 hour ago Updated 1 hour ago
X¢C AERART2 1111245 AM (TG Xc 210262012 11245 AlA (TG

In Resolution, choose Quarter and then use the slider to select the first three quarters of 2010.

The Search Engine - Organic Value chart shows the percentage value of your chosen traffic type
compared with all other traffic types available. In this example, you can see that Search Engine -
Organic traffic contributes 7.13% of all points accumulated on the website for the selected period.
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The Trend table shows that this is higher than for the same period a year ago and compared with the
first quarter of this period:

Trend

Q3'10 Q3 '10

compared to compared to
Q1'10 Q3 '09
| gf.a;::ifng.ne ’ 405% '_22.?£|
Other traffic types 34.7% 82.9%
Overall Trend 35.1% 85.0%

The Visits chart shows that visits have increased for this traffic type but that the value and efficiency of
visits have not grown at the same rate. This would indicate to a CMO that the SEO department needs
to investigate this trend further.

Conclusions

The Executive Overview dashboard enables CMOs to see how much value each traffic type or
marketing channel brings to their website. They can spot trends early and can see at a glance which
channels need closer attention. CMOs can use dashboard data to calculate more accurately how to
allocate marketing resources in the future.

The All Traffic Types charts for Value, Visits and Value per Visits enables CMOs to see straight away
that the total marketing effectiveness of the website is decreasing. The number of visitors coming to
the site is going up but the overall value delivered per visit is going down.

This would indicate that some marketing channels are not performing as well as they could. By drilling
down into the All traffic types, Value chart CMOs can see which channels need closer attention.

Using the examples in this section, a CMO could conclude that the SEO department needs to take
more action to improve the performance of certain marketing communication channels such as
Referred — Blog, Referred- Community or Search Engine — Organic traffic types.
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3.3 Charts for SEO Marketers

SEO marketers are responsible for increasing and optimizing traffic from search engines. Search
Engine - Organic traffic refers to searches that do not use brand specific key words in their search
terms. For example, a search for “best CMS” is Search Engine - Organic, a search for “Sitecore CMS”
is Search Engine - Branded. SEOs can optimize keywords and landing pages to make organic
searches more relevant and produce more value. Branded searches need less optimization. For more
definitions, see Traffic Types in Chapter 1.

In the Executive Insight Dashboard SEO marketers can view charts that show which search
keywords, entry pages and referring sites have generated the most value over a specific period of
time. Visitors using Bing are different from visitors using Google or Yahoo. Searching for the same
terms these demographic groups may exhibit significantly different behaviour. SEO marketers can
optimize search engine keywords for different search engines and demographic groups with the aim
of increasing the value and efficiency of visits to their website.

3.3.1 Identifying Ways to Improve the SEO Strategy on your Website

In the Executive Insight Dashboard an SEO can view charts that provide an overview of the top
referring websites, the most popular search keywords and highest value entry pages. SEOs can also
sort these charts to show future potential.

This is not easy to do with other analytics tools but in Engagement Analytics you can use the
dashboard to see straight away where the problem lies and take immediate action. An SEO can then
use standard SEO tools to increase the importance of certain keywords or to promote more relevant
entry pages. The SEO can then monitor and refine these improvements over time.

Note
Compare the Referring Sites, Search Keywords and Entry Pages charts with each other. These charts
are designed to work together and provide most value when used in this way.

Scenario

After reviewing the Executive Overview dashboard, the CMO has decided that the SEO department
needs to improve its performance. In the Executive Insight Dashboard, there are several charts that
SEO marketers can view to help them identify areas for improvement.

The SEO marketer wants to view charts in the dashboard that will enable him to identify where
changes could be made to improve the performance of Search Engine - Organic traffic.
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Referring Sites Chart

Knowing which sites or search engines refer the highest value visitors to your website enable SEOs to
segment visits into different traffic types or marketing channels. This makes it easier to analyze the
effectiveness of each marketing channel and to make the right decisions to improve overall SEO
strategies.

In the Executive Insight Dashboard, in the dashboard data selection drop-down, select Traffic and
then the Organic Branded traffic type. Select the Referring Sites chart.

Referring Sites Chart — Order by Value

? Search Engine - Organic - Referring Sites O x

Order by.  Value v

Visits
0 1k 2k 3k 4k 5k Bk Tk 8k 9k 10k

www.google.com
WWW.google.co.in
www.google.ca
Www.google.co.uk
www.google.nl
www.google.com.au
search.yahoo.com
www.google.com.vn
www.google.ro
www.google.com.tr
WWW.google.co.jp
www.google.com.br
www.google de
www.google.com.pk
WWw.google.com.ng
www.google.gr
1] 500 1k 15k 2k 25k 3k 35k 4k 45k
Value

Updated 1 minute ago

X m c ABI12 G456 AM [UTC)

In this example the Referring Sites chart displays the most popular sites used to conduct organic
searches. The list has google.com at the top followed by several other Google country sites and other
search engines such as Yahoo. It shows that visitors are using different types of search engines to
find the website and that the visits generating the most value are coming from google.com.

Move the mouse over the orange bar representing google.com to see a more detailed breakdown of
the value per visits and potential generated from these visits.
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Referring Sites pop-up for google.com:
? Search Engine - Organic - Referring Sites

Order by: Value -

www_google.com

w.google.co.uk

www.google.co.in
ww google.com.vn
www.google.com. au
www.google. com.ir
www.google.co za
www. google.de
www goagle com hk
wwrw google com.br
sesrch.yshoo.com
wurw. google dk
www google.gr

o google.u

1k 0.04
waw.googien
] 2k o -
o Q.
o o
Xhc Potential 5.55%
) Potential Value Gain -1,974.45
view by
Value 14,530
Guarter T Visits 12576
Value per Visit 116
| | |
Q Qa, Q3.
el o JOS -399 . .

2
Visits

sk

The pop-up for www.google.com shows Value (Engagement Value), Value per Visit (Efficiency) and
Visits (traffic). Below the chart you can also see Potential and Potential Value Gain. Potential enables
you to see how much value you could gain in the future if you managed to increase the efficiency to
the same level as the site average. From this chart an SEO might decide that the current strategies,
for example keyword optimization are working well for google.com but not for other search engines

such as Google.co.uk and Yahoo.

For more information on how Potential and Potential Value Gain are calculated, see Potential.
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Now move the mouse over www.google.co.uk. The pop-up chart shows that www.google.co.uk is not

referring as many visitors to the website as google.com.

Referring Sites pop-up for www.google.co.uk:

7 Search Engine - Organic - Referring Sites

Order by:  Value

www.google.com
waw google co.in
werw.google.com.vn
www.google. com.au
www. google.com.ir
www.google.co.za
www.google.de
wharw.google.com. hk
www.google.com.br
search.yshoo.com
wuw google dk
www.google.gr
www.google.ru
wanw.google.co.jp
waw.google.co.id

www_google.nl

XRc

View by:

Quarter =

WWww.google.co.uk

!
o2

%y, %y, %y,
Potential 1.55 %
Potential Value Gain 552.94
Value 2555
Visits 3,113

“alue per Visit 0.82

Wisits

In the third quarter visits are still high but value is going down. Google.co.uk clearly has the potential

to perform better.
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If you order Referring Sites by Potential you can also see which search engines show the most future
potential.

Referring sites that show the most potential:

? Search Engine - Organic - Referring Sites

Order by: Potential

wreew google.com.sg

www.googie. o

o 1 2 3 4 &
Potential by increasing poorty performing value per visits

Xme

Google.co.uk appears fifth on the list after www.yahoo.com.

An SEO can see that by optimizing search keywords to make them more relevant to
www.google.co.uk and www.google.se it is possible to increase the volume and quality of traffic
referred from these sites.

After reviewing all this information the SEO decides to take the appropriate steps to improve SEO
strategies in relation to google.se and www.google.co.uk. The next step is to examine the keywords
used on the website and which entry pages are most popular.

Note

If a referring site has not been classified it remains in the Referred - Other group. Some referring sites
can be classified automatically while others must be manually classified using the dashboard. For
more information about how to classify referring sites to traffic types, see Classifying Traffic Types.
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Search Keywords Chart
Select the Search Keywords chart for Search Engine - Organic.

The Search Keywords chart shows which keywords visitors chose to enter into a search engine when
they were looking for your website and which keywords generated the most value on the site. You can
sort this data by Visits, Value per Visit (Efficiency) and Potential.

Search Keywords Chart - Search Engine Organic:

7 Search Engine Organic - Search Keywords X
Crder by:  Value -
=T
Wisits . Walue per Visit
o 50k 100 k 150 k 200k 250k 300 k A0k
L T e e L T e B o e T e B e e e | Walua
sitecore —
{other) Wisits

sitecore cms
site core
.net cms
ssp.net cms

sitecore demo

sitecors training

sitecore pricing

site core ecms

sitecor

niranst portal

] 50 k 100 k 150 k 200 k 250 k 300 k 350 k 400 k
Value

Updated 12 days ago
x m C 3t E142012 1171822 AM (UTC)

In this example, sitecore was the most popular search keyword and generated the most value on the
website. The search phrase sitecore demo generated the most relevant visits (green bar), followed by
sitecore pricing which generated a high level of efficiency with a small number of visits. An SEO could
click on the bars next to one of the keywords, such as .net cms to see which was the most popular
search engine for visitors using this keyword and on which page they entered the website.

Referring Sites and Entry pages for the keyword .net cms:

*.net cms' contributors X
Referring Sites Entry Pages
Order by: Value - Order by Value A
[ 50 100 150 200 250 300 350 400 40 0 100 200 200 400 500 a0n 700
T I R T I O O S T B S O R S I

waw google.com [

wanw google 60 uk
wrw google com hic
o, google.co.in
search yahoo.com

ts/sitecore-cms.aspx
www.google.ru

wanwgoogle. oo ke
winw.google.com.us
wivw. google.mu velopment:-toois.aspx
wn google com.
www.google.com.gh
e geogled re_developers_bundle

uk sesrch.yshoo.cam

wnw.google. gr

i google. com.n

wven. google.pt ore_solution_for_ems

www googie pl
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The Referring Sites chart shows that for the search term .net cms, google.com was the most popular
search engine and the Entry Pages chart shows that most visitors entered the site on the home page.

This might indicate to an SEO that the current search keywords work well with google.com but are not
optimized for use with search engines such as Yahoo or other Google country websites.

An SEO might then also decide that the home page should not be the default landing page for visitors
that use this search term. One improvement based on this information might be to create a new
landing page tailored to the needs of visitors interested in the benefits of a .net cms.

The Potential chart for Search Engine — Organic Search Keywords:

? Search Engine - Qrganic - Search Keywords

Order by:  Potenfial

05 1 15
Potential by increasing poorly performing value per visits

X@c

If you order the same data by potential you can see that the keyword with the most potential for
organic searches is a Japanese search term. This search term is generating quite a high number of
visits but is not leading to high levels of commitment from visitors to the website. An SEO could take
steps to address this situation. For example, create more landing pages in Japanese and add more
Japanese keywords relevant to visitors looking for these pages.
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Entry Pages Chart

Q) sitecore

Engagement Analytics can show you which entry pages are the most popular and which pages lead

to the highest value visits on your website. This information could help you to increase the
effectiveness of all the pages on your website. Other analytics systems cannot do this.

The most popular entry pages for Search Engine — Organic traffic:

? Search Engine - Organic - Entry Pages

Crder by:  Value

...-magic-guadrant. aspx
inotfound.aspx
..is/sitecore-cms.aspx
...nt-the-possible. aspx

_..alser =5p:

=]

.. /zece-developer aspix

...marketing-suite.asp

...velopment-tooks. aspx
...amecore201 1/home.aspx

...nmentbeli =5p:

..sge-corporation aspix
... mslarchitecture. aspax

-..ms/site-control. asp
-..eases/2008/beliefnat

X@hc

=] |I| -I

Updated 1 minute ago
at S27/2012 12:34:57 PM (UTC)

The home page of the website is the most popular entry page. Click on the bars representing the
home page to view the Referring Sites and Search Keywords charts. The Referring Sites chart shows
which websites referred the most traffic to the home page.

Top referring sites and search keywords for the home page:

' contributors

Referring Sites

Crder by:  Walue

‘ww.google.com
www.google.co.in
www google.co uk
www.google.com.au
waw.google.sk
www.google.pt
www.google.com.vn
www.google.com.hk
worw.google fr
www.google.com._pk
www.gocgle.nl

wnw.google.com.sa

wonw.google.hu

www.google.com.eg

Search Keywords

Crder by:  Value

{other)

.net cms

intranet ems

best asp.net cms

cms asp.net

asp.net cms

side core

sidecore

..nt menagement system
cms .net

net cms systems

=sp.net oms wunit
...=nsgement system asp

best cms software

1k 18k 2k 28k 3k 35k 4k 45k

The search engine www.google.com is the biggest referrer, generating the most value but not the
most value per visit. You can also see which keywords visitors used when searching for the site using

www.google.com.
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Sort Entry Pages by Potential to know which landing pages on your site could lead to high value visits
in the future but which are currently under performing. This type of information could affect an SEO’s
keyword strategy.

Entry pages that show the most potential:

? Search Engine - Organic - Entry Pages O X

Order by: | Potential -

Japan.aspx
...amcore201 1/home.aspx
Jdreamcoreeurope2011
..ok-fravel-group.asps
...ers/servicefiss aspx
...ution-architect. aspx
.../plato-learning.aspe:

.. tecore-solution. aspi
...an-launch-event.aspx

...amecore2010home. aspx
o 0.5 1 15 2 25

Potential by increasing poorly performing value per v

Updated 1 minut
XRkc B2 31038 A (0TS

Click on one of the bars in the Potential chart to see a breakdown of referring sites and search
keywords potential for the selected entry page.

Detailed breakdown of the potential for the /japan.aspx entry page:

‘ljapan.aspx' contributors x

Referring Sites Search Keywords

Order by: Potential - Order by: Potential

search.yahoo.co.jp Yo bttt

The potential chart shows that if an SEO marketer optimizes search keywords more effectively for the
Japanese language then in the future more Japanese visitors might be referred from Yahoo and other
Google websites.

Conclusions

By using the Executive Insight Dashboard, the CMO found that the SEO department was under
performing.

When made aware of this problem, the SEO marketer examined this performance more closely using
a selection of charts in the dashboard to identify possible areas for improvement.
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The Referring Sites charts, showed which search engines produced the most relevant search results
and the highest value visitors. The Potential chart indicated which search engines could be targeted in
the future.

The Search Keywords charts enabled the SEO to find out which keywords were the most effective
with different referring sites and the Potential chart indicated which keywords should gain more
prominence.

The Entry Pages charts showed which pages had the highest number of visits but also which entry
pages led to the most engagement and commitment on the website.

After identifying these three areas for improvement the SEO marketer could use standard tools to
optimize keywords and to create new entry pages with the aim of attracting more high value visitors to
the website. The Executive Insight Dashboard enables an SEO marketer to monitor and refine these
strategies over time ultimately leading to a higher level of marketing effectiveness on the website.
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3.4 Charts for Marketing Campaign Managers

The Executive Insight Dashboard enables CMOs and campaign managers to get an overview of their
marketing campaigns. Engagement Analytics campaign dashboards and charts not only provide
information about which campaigns generate the most visitors but also which campaigns generate the
highest value and bring the most relevant visitors to your website.

CMOs can use this information to identify underperforming or failing campaigns and to inform their
decisions on how to allocate valuable marketing funds and resources.

Campaign marketers responsible for specific campaigns can use the dashboard to drill down into
charts to examine the performance of individual campaigns so they can, if necessary adjust their
campaign strategies.

To drill down into a campaign, right click the appropriate segment in the campaign chart.

3.4.1 Assessing the Performance of your Marketing Campaigns

To get an overview of campaign performance, in the data selection drop-down, select Campaign and
then All.

Scenario

A CMO wants to get a high level overview of which campaigns are the most effective and provide the
best overall return on investment.

All Campaigns Dashboard

In the Executive Insight Dashboard, select All Campaigns and then select the Value chart for the last
quarter of 2011 and the first two quarters of 2012.

Pie chart showing the performance of all campaign categories:

website, English : English Campaign * | Al - Find Campaign
7 All - Value O X
Trend >
Q212 Q2'12
29.54 % compared fo compared fo
o411 a2 11
CA 196.2% 1,143.5%
% 080% 0,405 DE 1738.0%
406 % 0.77 % 075 B CK 113.6% 342.7%
232% .30 Emails -99.4%
: p
gaokd 459 % NL -44.8% 5.8%
1.79 % Recovered Campaigns -75.6% -79.5%
SE 826.5% 3,283.1%
UK 373.8% 222.9%
us 416.4% 420.1%
crhl XC 186.8% 63.9%
Overall Trend -11.6% 13.6% _
Xc e T

The Value chart shows all campaign categories and a percentage value for each segment which
represents the engagement value that a specific campaign has generated on the website for the
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period selected. A CMO can see straight away which categories generate the most engagement
value and can assess which campaign categories need further attention.

For example, select the Emails campaign category. During the period selected, email campaigns
contribute 29.84% of all the value generated on the website. However, the trend table shows that this
amount has actually dropped in real terms.

Comparing the last quarter selected with the same quarter a year ago the trend table shows that the
Emails category has dropped in value by -99.4% and by -99.1% if you compare the first and last
quarters of the selected period.

This might indicate to a CMO that the marketer responsible for this category should examine their
email campaigns more closely to find the cause of this decrease.

All campaigns trend table — Search campaigns:

Trend

Q212 Q212 -
compared fo compared fo
41 a2
0ED% papog B DK 113.6% 342.7%
077 % poi % . - o
i | Emails -99.4% -099.1% I
Jp
4.53 % ML -44.8% 5.8%

CMOs or campaign marketers can use the trend table or drill down into specific campaign categories
to discover more trends (right click the chart to drill down). For example, view all campaigns for
Gartner from Sitecore.net.

Search campaigns — Gartner category:

7 All-Value OoXx

Trend »
Qz2"12 | Q212
vs. vs.
Q4'n Qs

Gartner

-59.5%

Unknown

23278 %

Webinar 69.9%
@ Search -47.5%
Banner 55.8%

4446 %
Email 3851%  -68.5%

Overall Trend  -51.9%  -47.9%

15.89 %

Updated 2 minutes ago

Using the All - Value chart a CMO can quickly gain an overview of how Gartner campaigns are
performing and can identify any significant trends.
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Campaign Performance Chart

The Campaign Performance, Value chart gives CMOs a visual overview of how campaigns have
performed over time enabling them to quickly identify any significant patterns or trends.

For example, C1: Gartner - Campaign Performance chart:

All Sites, Spanish = Campaign «  C1: Gartner - Find Campaign 7
7 C1: Gartner - Campaign Performance X . Value
View by: Value = il Visits
ex M <2 intemstionsl
W & Value per Visit
40k
W o2 Austrslia
W 2w _
€2 Unknawn
£ Referring Sites
| =L
£ Campaigns
£ Search Keywords
£ Entry Pages
£ Site Search
£ Assets Consumed
Q Qa Qz Q.
'95'1, '95'1, '99:, "bz; £ Goal Conversions
Updated 128 days ago
x c 3t 20120814 11:18:22 (UTC)

3.4.2 Assessing the Performance of an Individual Marketing
Campaign

Marketing campaign managers need access to the latest data in dashboards and charts so they can
identify successful campaigns, improve underperforming campaigns and end failing ones.
Engagement Analytics enables campaign marketers to measure the marketing effectiveness of their
campaigns and not just the quantity of visits.

Scenario

A campaign marketer wants to drill down into several different marketing campaign categories to get
more detailed information on specific campaigns.

Campaigns Chart

In the Executive Insight Dashboard, select All campaigns, Campaigns chart. Select all campaigns for
the last three quarters of 2011.
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All campaigns ordered by Value:
? All - Campaigns OXx

Order by: Value -

Visits
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The Campaigns chart lists all campaigns by value. The name of each campaign appears on the left
hand side of the bar chart. To see the full name of the campaign, move the mouse over the name.
Three colored bars represent each campaign:

e Light blue = Visits (total visits for the campaign)
e Orange = Value (total accumulation of points during the visit)

e Green = Value per visit (value/visits)

You can use the Order by drop-down to sort campaigns by each of these three values. This enables
campaign marketers to see at a glance which campaigns have generated the most value, most visits,
efficiency and potential on their website for the selected period.

Pop-up Chart for a Single Campaign

To see a more detailed pop-up chart for an individual campaign, move the mouse over one of the
three colored bars in the campaign chart. Click on the bars to see the Entry Pages chart for the
selected campaign.
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Examples

CMS Matrix campaign Value chart;

7 All - Campaigns

Order by:  Value

(other)
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WebProNews Emsil Apr 15
of Marketing May 11
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.d winning Web GMS ad

Xc

fiew by:

Quarter v M

| Py
77

CMS Matrix Feature Product Campaign- Homepage

Wisits

200 150
600
100
400
514 -
200
odk 287
o 0
%, %, Q.
Potential -0.40 %
Potential Value Gain -440 54
Value 2,170
Visits 593
Value per Visit 3.66

Visits
10k

@ sitecore

The CMS Matrix Feature Product Campaign - Homepage contains two quarters of complete data and
one quarter of partial data for the period selected. The pop-up chart shows that value, visits and value
per visit for this campaign peaked in Q3 and then dropped in Q4. The number of visits remained high
into Q4 but the value generated dropped substantially. This indicates that the campaign is no longer
effective. Either this campaign was only required to run for a short period or its overall effectiveness
has dropped. A marketer can see this drop in performance at a glance and could immediately take
steps to increase the value of visits to this campaign.
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Bing campaign Potential chart:
7 All - Campaigns

COrder by: Potential -

-nsites July Aug 2011

Award Winning

- Dynamic - Pure

_CMS - Static - Award NA - Search - Bing - DOTNET CMS - Dynamic - Award Winning

.ariner Frankwstching 12 380
.. \Web CMS Complete Ad @
300
NL Twitter
14
.Best Web CMS Need Ad -
..COMMERGCE MLsite EJVP 1z
Iy NTWK Optimize Ad 10 o0,
&
..inkedin Gartner Girl =
8 150 <
nt Dema Ad With Caps
¢ Quadrant New Ad FR - 100
0.4
...splay NTWK Proven Ad 4 S
50
Email footer internal
- 0.04
..g updste July Aug UK 0 o
UK News Email Footer Qa, Qz, Qq,
= 7 "Iy 7
... Gartner Top 10 Girl
. wletter Mar 2011 v2 Potential 132%
Banner Content(Giris Potential Value Gain 1,465 31
o Value 25 08
Visits 511 orly performing |
Value per Visit 0.05
view by: Q2N > o4'1

This campaign started well in the first quarter but displays a big drop in value and efficiency in the
second and third quarters. However, this chart shows that Bing has quite a lot of future potential.
Despite increasing numbers of visitors, this campaign is not as effective as it could be. Some steps
the campaign manager for Bing could take could be to increase the overall budget for this campaign
and develop new and more effective landing pages. It would then be possible to monitor and measure
the effectiveness of these changes in the dashboard.

Conclusions

CMOs can select all campaigns to get a quick overview and then marketing staff can use the
campaigns pop-up chart or drill down to see how individual campaigns are performing.

The example data in this section shows which campaigns are currently attracting the most visitors but
also that some of these campaigns are generating less and less value over time. This means that you
may not be attracting the right visitors to your website. You may need to adjust some campaigns to
ensure that the visitors coming to your website show higher levels of commitment. For example, this
might mean creating new campaigns or more effective landing pages.

You can also see which campaigns show the most future potential. This might indicate to CMOs
which campaigns require the most investment and re-allocation of resources to maximize their full
potential.

If a CMO or marketer can quickly identify trends like this it may be possible to make improvements or
plan alternative marketing strategies before too much marketing budget has been spent on the wrong
campaigns.
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Additional Dashboard Functionality

This chapter includes the following sections:
¢ Reloading Dashboard Data
e Exporting Dashboards to Microsoft Excel
e Opening a Visit Report from the Dashboard

¢ Viewing Campaign Charts from the Marketing CenterViewing Campaign
Charts from the

e Classifying Traffic Types

e Assigning Brand Keywords
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4.1 Reloading Dashboard Data

All data in the Executive Insight Dashboard is updated automatically every 24 hours. Data comes from
several SQL Server cache tables that are used to improve performance and speed up processing
time.

To refresh the data in a dashboard manually, click Reload data. This means that the server will
bypass the file cache to get the very latest data available including any changes made since the last
automatic update.

This can be useful, for example if you re-classify a traffic type and want to see the change straight
away. Click Reload data and the change appears immediately in the dashboard.

The Reload data button:
...marketing-suite. aspx
. tilingual-sites. aspx

...alservicestrend.aspx
_.ricaftechaspect aspx

XGc

The Reload data button appears on all dashboards and charts.

When you refresh a dashboard in this way the update applies from the very moment you click the
Reload data button. A timestamp below each chart displays the date and time of the last update.

...eting suite sitecore
website portal cms
....ms software package

0 20k 40 k 60 k 80k 100k 120k
Value

Xdc

However, when you click the Reload data button, not all data in the Executive Insight Dashboard is
refreshed at the same time. Some charts share data, so when you reload one, all other related charts
are also updated.

Traffic Charts

The following traffic charts share the same data, so if you reload one chart, all the others update at
the same time:

e Value

o Visits

¢ Value per Visits

e Brand Awareness

e Source Value

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.

Page 57 of 70



Sitecore CMS 6.6 @ sitecore

e Source Value per Visit

Campaign Charts

The following campaign charts share the same data, so if you reload one chart, all the others update
at the same time:

e Value
e Visits
e Value per Visit

All other charts in the dashboard are individual and do not relate to each other. Therefore, if you click
the Reload data button you only update the chart that you have open.

Sitecore® is a registered trademark. All other brand and product names are the property of their respective holders. The
contents of this document are the property of Sitecore. Copyright © 2001-2013 Sitecore. All rights reserved.

Page 58 of 70



Executive Dashboard Cookbook

4.2

To save a dashboard as an Excel spreadsheet:

Exporting Dashboards to Microsoft Excel

@ sitecore

1. Click the Excel icon in the bottom left of any dashboard. Every chart and graph in the
dashboard has this option.

Export to Excel control:

...ping-experience.aspx

...apid-deployment aspx

X

Vi

) C

Export to Excel
E .

2. When you click Export to Excel, this opens a Save As dialog box. Choose a hame and a
location to save the Excel spreadsheet.

3. Inthe Save As dialog box, click Save. The selected chart is saved as a .xml file.

Open the XML file using Microsoft Excel.

Excel spreadsheet showing goal conversions for the Search Engine - Organic traffic type:

® 9~ = goalsxml - Microsoft Excel
Home | Inset  Pagelayout  Formulas Data Review  View  Developer  Team
=k Calibri A === o SiwepTe General *:,‘ % | Normal
~—' Gacopy - = -
P st ponter B 7 U E v G1v A EMergescomer - 8- % o |8 Condtional romat
Clipboard Font = Alignment Number
R1C1 - J | Report data
1 2 4 5 g
1 [Reportdata Trraffic- search ngine - Organic
2 site website
3 language English : English
4 From 01-01-2008
5 To 11-07-2012
6
7 Date Facet id value Visits
8 01-10-2011 Take a Developer Tour 0 a
9 01-10-2011 OMS Conversions 0 1
10 01-10-2011 Instant Demo 250 2
11 01-10-2011 Customer Vid EF Tours 0 1
12 01-10-2011 Register 50 s
13 01-10-2011 Pricing Quote Request 400 6
14 01-10-2011 NA_Gartner_Magic_Quadrant 1 Form Completed 10 1
15 01-10-2011 OMS Sales 0 1
16 01-10-2011 Take a Business Tour 100 6
17 01-10-2011 OMS Experience 0 1
18 01-10-2011 Login 0 6
19 01-11-2011 Forrester TEI_of Sitecore IT_New_Track_B Form Completed 10 1
20 01-11-2011 Instant Demo 550 s
21 01-11-2011 Register 105 10
22 01-11-2011 Take a Developer Tour 150 7
23 01-11-2011 Training Request Form Completed 5 1
24 01-11-2011 NA_Choosing_the_Best_CMS_Apr2011 Form Completed 10 1
25 01-11-2011 Take a Business Tour 100 1
26 01-11-2011 Pricing Quote Request 250 3
27 01-11-2011 Login 25 3
28 01-11-2011 Newsletter Signup 15 1
29 01-12-2011 Customer Vid NWF 0 2
30 01-12-2011 OMS Sales 0 1
31 01-12-2011 Gartner_Top10_NewsletterNov2010b Form Completed 50 1
32 01-12-2011 Take a Business Tour 0 5
33 01-12-2011 Login 60 4
34 01-12-2011 OMS Testing 0 1
35 01-12-2011 Take a Developer Tour 200 4
36 01-12-2011 OMS Canversions 0 1
37 01-12-2011 Instant Demo 250 2
38 01-12-2011 Register 110 7
39 01-12-2011 Web_and_Email_Connected_Marketing_WP Form Completed 50 1
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4.3 Opening a Visit Report from the Dashboard

You can open the Engagement Analytics, Visits report from the Executive Insight Dashboard. The
dashboard gives you a high level overview of your campaigns and your marketing channels but
Engagement Analytics reports give you more detailed information. For example, you can drill down
into the Visit Detail report to get session trail information for every visitor and every session on the
website.

To open the Visits report:

1. Click on the Open Visit report globe icon in the bottom left of any traffic dashboard.

...ping-experience.aspx
...apid-deployment aspx

)@3

View by Open Visit report

The Stimulsoft Visits report opens in a new window.

&  Sitecore -- Webpage Dialog

= f Visits |
H Visits January 01 - December 31, 2009 Design

(= Print |l Save 4 4 Page of1 b Bl Q 100%

Organic Bran

Order by Valu
Visits

mar. 31, 2011 print date
Report description

sesites
..22E72A7EAE] Date/Time Value Visit #
2009-12-30 23:51 0 1ofd

...=1&sc_pro|

wwoe-Modules

2009-12-30 23:45

.52 Overvig

2009-12-30 23:31

.laper Iel

2009-12-30 23:19

...Intrane|

<sesitest

...eControl

.-Dates.as
<tfisc_da=1 2009-12-30 22:57

et200%.25 2009-12-30 22:54

1
2
3
4
LN 2009-12-30 23:10
6
T
8
9

\wamerica.as,

2009-12-30 22:53

...Resource

+whitecture| 10, 2009-12-30 22:44

. Sitacors]

0
0
0
0
2009-12-30 23:00 0 1ofd
0
0
0
0
0

11, 2009-12-30 22:21

w-veloper —

http://cmsf5revl10317/sitecore/shell/applications/analytics/default aspx7r={9A283AT7 -4 E0B-4C00-86ED-9191583

3 =T 3 Coa O pran =T

value

i@ 2

2. Click any link in the Visits report to drill down for more detailed information. In this example,
click the timestamp to view the Visit Detail report for a single visit.

Note
The Executive Insight Dashboard only displays links to Stimulsoft reports from the Traffic Type
dashboard.
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4.4 Viewing Campaign Charts from the Marketing Center

In the Marketing Center you can view a single campaign or campaign category and see the related
dashboard chart for this campaign embedded in a Dashboard tab.

To see a dashboard for a single campaign category:

In the Marketing Center, select a campaign, or campaign category and in the right hand panel, a
Dashboard tab appears displaying data from that campaign.

Presentation Security View My Toalbar

F Dashbcard

=] .3 Marketing Center

¥ Goals 7 Google adword 1 - Visits Ox | @ vale
= 5 Campaigns
i) Emails - .
=[] Google campaigns 1 I _
5 Google adword 1 1 Te Wl velue per visit
50 I
[ Google adword 2 1 Walue & Value per Visit
] winter 2012 1 E® Visits

a0
& Engagement Plans 1

s E Enty P
&8 personaiization ER ‘e i
&) Profies z .-
£ TestLab - I £ Assets Consumed
=¥ Analytics Filters 1 ta

Goal Conversions

1 /-
E

7. 7. 7a, 73
2, 2 2 hc
o5, 20 Vrs 05
Updated 1 minute ago
x Cc 21262012 1:18:02 PM {UTC)
ey 1172012 + 1262012
Day -
| I T T e Ty e e e e
’r/ ’r/ r/ 7/ ’7/ r/ ’r ’7/ ’7/ ’7/ ’r/ 2y Ly ey They They i L Ty T him T BTt T T T i T i al e o Tia Py P T2l
l Tl 1ot g
B B B R o o o o S o o oo

The embedded dashboard has less functionality than the full dashboard. For example, you cannot
view any traffic types or channels. However, you can use the timeline slider and View by drop down to
select a specific time period.

For each campaign you can view the following charts:
e Value
o Visits
e Value per Visit
e Entry Pages
e Assets Consumed

e Goal Conversions
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4.5 Classifying Traffic Types

The Executive Insight Dashboard segments visits into traffic types so that it easier to assess the
performance of your various marketing channels.

For example, open the Traffic, Referred — Other, Referring Sites chart:

? Referred - Other - Referring Sites OX

Order by: Value -

Visits W velue per visit
0 5k 10k 15k 20k 25k
I S Y H— value
(other) 5
wawbing com | Misis
www.google.com =
enwikipedia org o —
www.sitecore.net |
jboye com ——
WWW.CMSCAC.COM |
www.google.co.in —_—
...ds.g.doubleclick.net =
¥press sitecore.net
www.baidu.com [
wWww.cmswire com oo
Www.microsoft.com ==
stackoverflow.com |
www facebook com
portal sitecore.net
www linkedin.com |
0 1k 2k 3k 4k 5k Bk Tk
Value

Updated 1 minute ago

Xc atEZ12012 112431 AM (UTC)

Note
The Referring Sites chart is only available on Search Engine - Organic and all other referred traffic

types.

Click the name of a referring site to see which category it belongs to.

? Referred - Other - Referring Sites

Order by Value - a Sitecore -- Webpage Dialog
/ Referring Site Classification
Classify the referring site according to traffic type.
0 5k 2
foter) s Change the traffic type for the referring site i inkedin, cam where itis currently dlassified as
" Referred - Other
www.bing.com

—
k. google.com |y New traffic type: -
:x:;:zz:::z [ “:‘cswrad"ﬁ"ngeist 211?: :p\})‘p\sgtgr?ediate\y but will not be displayed in the dashboard until the data

DOYE.COM |
WWW CMSEITIC.COM |
WWWO00ZIECOMN | ey
...0s..doubleclicknet
xpress sitecore net

— [ o« ]

WWW.CMSWITE COM |
wuw microsoft.com

—
stackoverflow.com
wwwi.facebook.com
portal.sitecore.net | £
-
e

L ——
online.coloradotech.edu |

0 1k 2k 3k 4k 5k

An SEO marketer needs to classify all visits that appear in the Referred — Other category to make the
dashboard data more meaningful.
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Some websites are easy to classify. For example, a visit from fr.mg.yahoo.mail.com is clearly the
Referred Email traffic type. A referral from google.com.ga might be Search Engine — Organic or
Search Engine - Branded. However, some referred visits are not so easy to categorize. If it is not
possible to classify a visit straight away then it goes into the Referring Sites — Other category until you

are able to re-classify it.

To classify or re-classify a visit:

1. Inthe Executive Insight Dashboard, choose Traffic, Referred Other and then select the
Referring Sites chart to see a list of unclassified referring sites.
? Referred - Other - Referring Sites O X
Order by Value -
Visits
0 5k 10k 15k 20k 25k
(other)
\'1"‘W4.b\ﬂg com
‘www.google.com
en.wikipedia.org
wunw sitecore.net
jboye.com
www.cmscritic.com
www.google.co.in
ds g doubleclick net
xpress.sitecore.net
www_baidu.com
WWW.CMSwire.com
www.microsoft.com
stackoverflow.com
www.facebook.com
portal.sitecore.net
0 1k 2k 3k 4k 5k 6k Tk
Value
Xme el e
In the Referred Other chart you can see a list of referring websites. In this example, classify
www.linkedin.com.
2. To classify a referring website, click the name of the referring site to open the Referring Site
Classification dialog box.
To determine the correct traffic type you may need to view the referring website. Viewing the
referring site will help you to determine whether the category is a Referred - Blog, Referred
News, Referred - Community or something else that does not fit into any of the predefined
categories (other).
3. When you have decided which category is appropriate, make a selection in the drop-down in

the Referring Site Classification dialog box.

£ Sitecore -- Webpage Dialog

Referring Site Classification
Classify the refirring site according to traffic type.

==

Change the traffic type for the referring site www.linkedin.com where it is currently dassified as
Referred - Other

New traffic type: -

Search Engine - Organic

Search Engine - Organic Branded
Referred - Other

- Blog

- News

- Analyst

Classify www.linkedin.com as Referred - Community.
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4. Click OK.
5. Click Reload data.

In the future all visitors coming from www.linkedin.com are classified as Referred -
Community.

Note

When you classify a traffic type, the changes are applied immediately but are not visible in the
dashboard until the data in the current cache has been updated.
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4.6 Assigning Brand Keywords

The Executive Insight Dashboard uses search keywords to identify whether a search engine search is
organic or branded.

Definitions:

e Search Engine Organic — This is a search which does not use a product or company brand
name in the search term, for example, best cms.

e Search Engine Organic Branded — This is a search which uses a product or company
specific name in the search term, for example, Sitecore cms.

In the dashboard, when you open the Traffic, Search Engine Organic, Search Keywords chart you
see a list of keywords used by visitors in their search engine searches.

7 Search Engine - Organic - Search Keywords

Order by:  Value v

-net cms \

intranet cms

(other)

intranet portal

azure cms

asp cms

net cms systems

digital frendspot
ystem®%2bin%2basp.net
...Isystem for asp.net
best asp.net websites
best .net cms

nt system in asp.net
...anagement system asp
best asp.net cms
asp.net cms

..nt management system
...anet portal software
siecore

sicore

This list can include branded and non-branded keywords. If SEO marketers notice a branded keyword
appearing on the list they can move it to the branded keywords list (Search Engine — Organic
Branded).

To move a keyword from the Search Engine - Organic list to Search Engine — Branded list:
1. Inthe Executive Insight Dashboard, open Traffic, Search Engine Organic, Search Keywords.

2. Click one of the words in the list in the left axis of the Search Keywords chart. For example,
the word ‘sitcore’ appears on the list. This is an incorrect spelling of sitecore. Despite the
incorrect spelling this was probably a search for Sitecore and should therefore go into the
Search Engine — Organic Branded category.
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3. Click the search keyword that you want to move.

7 Search Engine - Organic - Search Keywords

Order by: Value -
Visits
0 2k = 10k

| 2] Sitecore -- Webpage Dialog ==

..anagement system asp
best asp.net cms == Provide keyword text to recognize as Organic Branded:
asp.net cms —
POy =T g ) T

anet portal software

orore Lo )l cone |

A sysiems
_.b content management
ement system asp net
best portal software
website portal cms

tal ling system
sitevore

...heritage 1
-.£ms website software
nt management system
asp.net intranet site
1ent software

4. Inthe Brand Keywords dialog box, click OK to move this entry to the Search Engine —
Organic Branded chart.

5. Click Reload data.
Note

When you re-assign a branded keyword, the changes are applied immediately but are not visible in
the dashboard until the data in the current cache has been updated.
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Appendix

This Appendix contains additional useful information that it was not possible to include in the main
document.

e List of all Dashboards
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51 List of all Dashboards

Traffic Value Visits Value / Channel Brand Source | Source
Visits Performance | Awareness | value Value
IVisits

¥
¥

All traffic types Y ¥ 4 4 4

¥
¥
¥
¥

Search Engine - Organic

Search Engine - Branded
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¥
¥
¥
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¥
¥
¥
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Referred-Conversations

¥
¥
¥
¥
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¥
¥
¥
¥

Referred-Wiki

Referred-Analyst

Rss

¥
¥
¥
¥

Email

S Y Y Y Y. Y Y. Y. Y . O Y Y Y

¥

S Y Y Y Y. Y Y. Y. Y . O Y Y Y

¥
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¥
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Traffic

Search
keywords

Entry
pages

Referring
sites

Site
search

Assets
consumed

Goal
conversions

All traffic types
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Campaigns

All campaign categories

Specific campaign
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¥
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¥
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