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Introduction
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They say that 'what is measured, grows.' That is, the simple act of measuring some metric or another can be sufficient to help that metric improve. This is true for weight loss, where simply weighing yourself on a regular basis can help you lose weight, and it is also true for digital marketing.

If you are not measuring the progress or growth of your website, you will be unable to apply the scientific method to ensure that it continues on an upward trajectory. Without measuring, you have no idea what is and isn't working, and you're essentially flying blind!

However, measuring the success of a website is a science in and of itself. What should you be measuring precisely? What are the most critical metrics? And how do these numbers interact to provide a comprehensive picture of your traffic and success? This guide will attempt to answer all of those questions and more by tracking on the eight most important metrics you must track!
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Chapter 1: Track Visits
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The first thing to consider is the number of visits to your website. This metric isn't particularly useful in and of itself because it doesn't provide much information about the type of person visiting your site, how they're engaging with your content, or anything else.

Furthermore, most websites will not consider a visit to be the 'end goal.' If you want to increase brand awareness, engagement, and followers, you must lower your bounce rate (see below). If you want to make money, your 'goal' will be to increase your AdSense revenue or product sales. Visits are merely an afterthought!

Despite this, you must understand your visits in order to make sense of the rest of the data. You must track your visits in order to determine what percentage of those visitors buy from you and thus calculate your conversion rate.

Your visits inform you of the number of people you will be working with and allow you to develop a strategy based on that information.

And if your main source of income is AdSense impressions (rather than clicks), there's a good chance that your number of visits will be directly proportional to your overall revenue.

When looking at this metric, it's important to understand the subtle differences between different types of 'hits' and 'visits.'

You have 'visits' and 'unique visits,' for example. In many ways, the latter is more useful because it uses cookies stored on your visitors' computers to identify repeat visitors. So, if you have one mega fan who visits your website 20 times per day, your metric for 'unique visits' will help you compensate for that and provide you with a more useful number that is a better reflection of your site's popularity.

Another distinction to make is between 'hits' and 'visits.' Hits differ from visits in that they represent every single demand placed on your servers. This refers to each new visitor to your site, but it also refers to images that are downloaded and may include 'bots' (scripts that work for search engines and other sites as a way of indexing the content on your site).

This means that if someone were to link directly to one of your images and embed it on your page (which isn't recommended, but it does happen! ), you'd see a massive increase in hits, but it wouldn't tell you anything about how many people were actually reading your content.

So, at the very least, consider visits rather than hits. And you'll probably want to look at your one-of-a-kind visits more than that. Even so, this metric will be most effective when used in conjunction with others. Nonetheless, this is your starting point and the first metric you must monitor. It is the broadest and most general descriptor of your overall success and is definitely a number to keep an eye on.

It is important to note that none of these metrics are infallible, and it is certainly possible to 'fool' the reports. For example, if a person uses private browsing on their computer, they will not be storing cookies, which means they may be counted as a new visitor (although normally the IP address is also taken into account). If a user has multiple computers, this can also throw off your statistics.
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How To Boost Your Visits
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So, how do you go about increasing the number of visits to your page? The first thing you're doing correctly is monitoring them and seeing how they grow, as this allows you to make changes and see if your site improves or not. This will then inform you of what is working, what needs to be changed, and other pertinent information.

There are numerous ways to increase page views, and the answer is simple: marketing. In today's world, that can include:


•  SEO

•  Social media marketing

•  Content marketing

•  Advertising


The key is to have a strong brand that drives through all of these things and to create a synergy between them. Content is crucial because, unless you're a large, well-known online retailer, this is what will give people a reason to visit your website and what Google will be able to index and use to determine where you should appear on the SERPs (Search Engine Results Page). Content fosters trust and engagement, encourages visitors to share your site on social media, and provides you with something valuable to offer on social media.

From there, you can concentrate on gaining inbound links to your site from reputable and trusted domains, as well as using influencer marketing to increase your exposure by collaborating with other brands and site owners.

The final component – advertising – entails spending money on a CPC (cost-per-click) ad campaign, a banner, or possibly a video ad. This will bring its own set of metrics, which we'll look at further down in this post.
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Chapter 2: Bounce Rate
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Your bounce rate indicates how much of your traffic arrives on your site and then immediately leaves. This is referred to as a bounce, and it means that, despite having a visitor, you are not engaging with that visitor, and they are not stopping to read what you've written.

This is a good example of why visits do not tell the entire story. If you have 1,000 daily visits and a 99 percent bounce rate, that means only 10 people are actually reading your site!

However, keep in mind that a bounce rate does not tell the entire story. This is because a bounce rate is determined by their interaction rather than the amount of time they spend on your site. So someone may bounce your site after spending some time there, which simply means they did not click to read any of your other pages.

So, even if your bounce rate is around 60%, it doesn't necessarily mean that visitors aren't reading your site – they could be reading the page but not feeling the need to read any further. If your'site' is merely a one-page sales script, this isn't necessarily a bad thing!

A good bounce rate is generally thought to be anywhere between 26 and 60 percent, with anything less than 30 percent being considered "outstanding." Being around 40% is very typical and should not be cause for concern. If you're around 55 percent, you're in the upper echelon, but this is only a cause for concern depending on the type of site you're running.

Finally, regardless
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