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STARTING WITH A GOAL
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COMMITTO ATIME FRAME

Whether you have 5 days or g months, you must include a
concrete time frame

Determining the timing for your marketing campaign goals will
help create a sense of urgency as well as accomplishment

A time frame can also set parameters for comparison when you
run reports for month-over-month or year-over-year progress




DETERMINE SUCCESS FACTORS
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your goal is to earn
5ooK impressions on
social media and drive
10K new visitors to the
website
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determining a
quantifiable result to
achieve—real numbers
that could be an
educated guess, or
based on a pattern of
growth
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PROVIDE SPECIFIC DETAILS
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Simply saying
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"expose target audience to brand content”
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isn't enough
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THEN?
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Being specific
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with details will better prepare you to
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execute your campaign
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by serving as a roadmap
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CREATE A MEASUREMENT TEMPLATE

Your initial
goal(s).

An overview of
what
happened
during the
campaign
(metrics will go
here).

Things that
worked the
best, and what
you learned
from them.

Things that
didn’t work so
well, and what

you learned

from them.




How to write SMART Goals




WAYS TO MEASURE DIGITAL

MARKETING SUCCESS




1. OVERALL WEBSITE TRAFFIC
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2. TRAFFIC BY SOURCE




3. NEW VISITORS VS. RETURNING
VISITORS




4. SESSIONS

Sessions

322 367 719.75% 1m17s

Is your website easy to
navigate?

Are users finding what
they're looking for quickly?

Is the content valuable and
worth reviewing at length?




5. PAGE VIEWS

This is the total number of pages viewed. A user who repeatedly
visits the same page will trigger this metric, so it's the broadest

\Of all page-related measurements for digital marketing success.
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It's relevant to know how many pages are visited on your
website in a given time period. This helps you to understand if

your entire site is of value or if only certain pages are.
A




MOST VISITED PAGES
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The Most Visited Pages metric
uncovers all sorts of information about
exactly where your site’s visitors are
going and for how long. For a deeper
analysis, check out the Behavior Flow.
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ANALYTICS BEHAVIOR FLOW
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EXIT RATE

Punjabi Wedding Songs
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BOUNCE RATE
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Overview @ f he Bounce Rate metric
Ot it seamen 182018 19.4042019 is the percentage of
people who leave
(bounce away) from

your website after
Qiewing only one page./

e the site takes too long to load

e they did not immediately find
what they were looking for

Avg

00:01:14 75.75%

- S : e they found relevant content
but were not compelled to
click further

e an error page loaded
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BY GOOGLE DEFINITION

/The percentage of \

: - Add internal
§|ng|g-page sessions Dechaszxtlpur links to your
in which there was no PageioatitimMe! 1 hage copy
interaction with the
page. A bounced Usel?_

. : compelling
session has a duration callctaaction

\ofo seconds. /




CONVERSION RATE

{an actual sale,

{a subscriber,

{a lead entry,

{and more.




OTHER DIGITAL MARKETING METRICS

THAT MATTER
Impressions Social Reach - EmaRi;:)ePen
lick Through _ ost Per
. I;rate g Cost Per Click anvz:;ion -

Overall ROI




THANKS ©

HOW’'RE WE DOING? HOW'RE WE DOING?
7~ LEAVE US A | LEAVE US A

facebook

REVIEW! REVIEW!

: " 1

2

';‘ll [\

"
L



https://g.page/dynamisers-solutions
https://g.page/dynamisers-solutions
https://www.facebook.com/dynamisers/
https://www.facebook.com/dynamisers/
https://www.linkedin.com/company/dynamisers-solutions
https://www.linkedin.com/company/dynamisers-solutions
https://in.pinterest.com/dynamisers/
https://in.pinterest.com/dynamisers/
https://twitter.com/dynamisers
https://twitter.com/dynamisers
https://api.whatsapp.com/send?phone=+919999722117
https://api.whatsapp.com/send?phone=+919999722117
http://instagram.com/dynamisers_
http://instagram.com/dynamisers_
https://www.facebook.com/dynamisers/
https://www.facebook.com/dynamisers/

