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Definitions

• Visits – separate sessions

• Unique visits – removal of duplicates

• Pageviews – pages looked at

• Referrers – links to you on other sites or from 
search engines

• Pages/visit
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Insert code
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Bounce Rate
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•% of visitors to a page/site that leave without visiting another page on site

•Can indicate whether key landing pages are not very sticky

•May be misleading –

•Visitor may have got all the info they needed from the page

•Visitor may have spent several minutes on the page

•Visitor may have telephoned you after visiting page and placed an 

order

•Bounce rates vary – c. 30% for hotel/retail sites, c. 80% for blogs



Landing Pages
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Main landing page for CEM
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Navigation Summary
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Where the visitors come from
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Summary
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Why SEO is so 

important

Google rules



More detail
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Know your friends



Interesting
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Key words
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Result of poor SEO?
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Low visits but reasonable engagement



Visitors
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Summary
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Technical Stuff
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Geography
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US looks interesting
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Return visitors



5 of the 7 are from CILIP
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Should we think about mobile?
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Which pages need looking at?
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Let’s compare 2 sites
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www.mdesaulles.net

Brighton.ac.uk/cem

Links are more 

important to  me



Which links are most important?
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Next steps

• Dig into keywords that visitors are using – can 
you optimise web pages with them?

• Look for high bounce rate pages – particularly 
landing pages – why are they leaving?

• Check your referrers – make sure they have 
current links

• Focus on what makes a difference – not 
mobile, dial-up, Opera

• SEO, SEO, SEO
M De Saulles Web2 2010 26


