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What does your site look like
To the Business Owner (i.e., Dept. Chair, Agency Chief, etc.)



What does your site look like
To the content provider (Web master, project director, etc.)



What does your site look like
To the System Administrator (Sysadmin, IT guy, etc.)



What does your site look like
To the visitor (public, users, constituents, etc.)



What metrics do people want?

• Business owners: how many people 
visited

• Content providers: page views, attention to 
new content

• Researchers: who is visiting, and for what 
purpose

• Technical personnel: bandwidth utilization, 
site stability



What metrics should you want?

• Business owners: page view trends, 
directory view trends, bandwidth trends

• Content providers: directory view trends, 
structural errors, missing content

• Researchers: content view trends, 
qualitative survey results

• Technical personnel: bandwidth utilization, 
site stability, attacks



What metrics does public want?

Public doesn’t care about metrics. The 
public (i.e., everybody not involved in 
paying for, supervising, maintaining or 
providing content to the site) wants the 
right answer, now.

They don’t care about your awards, your 
past accomplishments, your staff, your 
building – they just want answers. 



What does a Web server log?

• Date and time
• What you request
• Where you came from
• Browser type
• Bytes transferred
• Numeric address (sorta) of your computer
• Status code (success, various types of 

failure)



What is not logged

• Visitor name, age, gender, etc.
• What visitor was looking for
• Did visitor find it?
• Was visitor satisfied with what was found?
• Do visitor trust what was found?
• How will visitor use what was found?
• Do visitor have more confidence in some 

other site?



First, you need to be found

• SINI Planning Committee sites:
• Creative Computing Solutions, Inc.: 262 URLs, 3 not found
• GE Health Care, 283 URLs, 4 not found
• Gugerty Consulting, 17 URLs, 0 not found
• St. John Fisher School of Nursing, 127 URLs, 0 not found
• Maryland School of Nursing, 1571 URLs, 36 not found
• Siemens Medical Solution: 1 URL (a redirect)
• McKesson, Aurora, IMIA: unable to get useful results 

(recursive loops)
• Two sites of mine:
• 4212 URLs, 2 not found
• 9548 URLs, 6 not found



Good metrics require title tags
SINI title tag at top of browser window, and in tab

HTML code for
title tag

Title tag is default
bookmark entry



Good metrics require title tags

Untitled pages are 
much harder to 
index, and far lower 
in search results, if 
they rank at all.

Bookmarks for 
untitled pages 
make no sense



Not so good title tags: Part I



Not so good title tags: Part II



What’s wrong with these tags?



Good metrics require structure



Good structure permits varied metrics



Metrics for business owners



Metrics for content providers



Metrics for researchers



Metrics for technical specialists



Classic metrics: hits, pages, bytes



Classic metrics: visitors



Classic metrics: top-level domains



Classic metrics: pages



Classic metrics: downloads



Classic metrics: bandwidth



Not so classic metric: directory traffic



Not so classic metric: file type



Not so classic metric: bad links



Not so classic metric: hackers



Not so classic metric: reloads



Not so classic metric: phones



Qualitative metrics: Forsee ACSI

Forsee “American Customer Satisfaction Index,” 
http://www.foreseeresults.com/



Qualitative metrics: 30 day trend



Qualitative metrics: survey rate



Qualitative metrics: site elements



Qualitative metrics: visitor role



Qualitative metrics: educators



Qualitative metrics: students



Heat Maps: focus of attention



Heat maps (cont.)



Heat maps (cont.)



Heat maps (cont.)



Heat maps (cont.)



Other metrics

• Heat maps can show which parts of a 
page attract attention

• Analysis of search terms used can tell you 
what vocabulary your visitors use to find 
you

• Google Trends 
(http://www.google.com/trends) can be 
used to compare search terms 



Known users: a problem

• If a visitor must log in, there is a 
presumption that you will safeguard their 
credentials. Failure to do so is considered 
negligence.

• Federal sites must deal with Privacy Act 
restrictions, HIPAA restrictions, and 
restrictions on experimenting with human 
subjects.

Gathering metrics on anonymous users, from a public Web site, is easy. 
You may never know the identity of your visitors, but there are no 
restrictions on use of the data. This is not the case for sites with logins.



Known users: a problem (cont.)

• Metrics from known users are difficult to 
sanitize

• Costs of safeguarding private 
information from known users may 
exceed all other research costs.

• Tracing just one user through a Web site 
may generate more pages of statistics 
than there are pages in the Web site.



Credits

• Site maps generated from SINI Planning Committee 
institutions: 
http://nursing.umaryland.edu/sini/committee.htm

• Qualitative metrics from ForeSee Results, 
http://www.foreseeresults.com/

• Site statistic examples from National Ocean Service, 
http://oceanservice.noaa.gov, and related sites.

• Statistical examples generated with Summary, 
http://summary.net

• Multi-year hits, pages, bandwidth example from 
Washington Apple Pi, http://www.wap.org/

• Heat maps: http://crazyegg.com/

http://www.wap.org/
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