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Measuring Web Site Effectiveness
As program web sites continue to improve in design, some programs are now asking how to measure the effectiveness of their web site. For example, here is a good question from Beryl Morimoto of Honolulu: 

“Does LERN keep standards or averages for continuing education Web sites? For example by community size, is there an average of number of hits a Web site might have? This is for a Web site that that is capable of taking online registrations.” 

Here’s the answer:
The number of hits to your web site is not really going to be useful to you in understanding how well your web site functions. The hits may be coming from sources not interested in your program at all. So the number of hits, while interesting, is not an indication of the quality visitors to your web site, and certainly not an indication of whether prospective participants are registering with you. 

Online registrations are also not a good indication of how well your web site is performing. While the number and percentage of registrations that are received online are certainly important to count, online registrations come from a variety of sources, such as your brochure and email. So online registrations are not a measure of your web site effectiveness. 

What best programs track 
There are statistics the best programs do track, and you should be tracking. These include: 
· Conversions of visits to sales 
· Search terms used by visitors 
· Search terms used for courses you do not offer 
· Amount of time spent on your site 
· Pages visited and time spent per page/course 
· Exit page (last page viewed before leaving your site) 
· Conversion rates 
While there is no established benchmark for sales conversions, LERN recommends that you aim for at least a 25% conversion rate (course page visits to sales). This is a standard in other industries, and is reasonable as a target for continuing education and lifelong learning programs. 

Best measure 
The best measure of how well your web site is functioning is to track the number and percentage of people who visit an individual course or event description on your web site, and then register online with you. This measurement ties income with your web site. You do this by using Google Analytics. 

To our knowledge, no program has yet conducted this analysis. The analysis costs no money. If you know of any program tracking this data, please let LERN know – contact Nancy at nancyh@lern.org with this information. 
Advanced Techniques 
eMarketing guru Dan Belhassen provides the details on how to track the registrations gained from your web site. Do one of the following using analytics eCommerce tracking:

1) If you cannot modify your actual online registration process, but you do have access to the course library, you could assign a dollar value to each of your course detail pages (like $1 each), plus a value to going to the registration form (like $5). 

2) If you do have access to your registration system, you can track the actual value of registration. 

Using both methods above, you can now start tracking results based on value instead of traffic. You can then correlate back the revenue to the traffic source. For instance, you could “discover” that traffic from particular keywords or sources are more valuable, and thus could be exploited further to increase traffic from that source. 

Summary 
Every program is moving in the direction of tracking and analyzing web site effectiveness. Currently most measurements are restricted to interest and activity rather than income conversions. But the best programs are moving in the direction of tracking income conversions, and all successful programs will eventually be doing so. 
 

Pull quote:

The best measure of how well your web site is functioning is to track the number and percentage of people who visit an individual course or event description on your web site, and then register online with you.
