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Having content isn’t enough. You 
have to know how to measure it.
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Whenever you start any marketing campaign, it’s essential that you understand 
how you’ll measure its effectiveness. You’ll need tools to measure growth so 
you know which areas were successful and which areas should be improved.  
Content marketing is no different.

“But I’m a creative person! I don’t want to work with numbers!”

I completely understand your pain. I avoided looking into analytics for a long 
time because I didn’t want to spend my days doing math and analyzing data. 
But if you want to be truly effective, you need to know your numbers.But if you want to be truly effective, you need to know your numbers.

Look at it this way: if you wanted to lose weight, you would begin a diet and
exercise regimen. But how would you know if it was working? 

Well, for one, you’d get thinner. But that takes time. You might have to wait 
months to see any noticeable improvement. What if you wait three months only 
to find out that your regimen wasn’t working?

That’s a lot of wasted energy and suffering. Wouldn’t it be better to know if your That’s a lot of wasted energy and suffering. Wouldn’t it be better to know if your 
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Twitter: @den_hammer
Email: hello@dennishammer.com
Web: dennishammer.com/contact
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1. Page Views

This metric tells you how many pages have been viewed on your site. The
more page views, the better (assuming those views are coming from the right 
people).

Page views are important for content publishers who show ads. Each page view 
is another impression (a time when the ad appeared on a page). More impres-
sions mean more clicks, which means they can charge more for the ad space. 

Page views are important to track, but they don’t always paint the clearest pic-
ture. There are several ways this number can be misleading.

An article may attract a lot of people, but they aren’t the right people for the 
website. Let’s say I wrote an article about Kim Kardashian’s new hairstyle and 
posted it on my travel website. It may attract a lot of visitors, but ultimately 
those visitors (the Kim Kardashian fans) don’t care about the rest of my content. 
In regards to my overall business goals, they were meaningless page views. 

You can also muddy this metric by displaying your content in different formats. 
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For example, let’s say you have an article with eight tips. Instead of listing all 
eight tips on the same page, you force the reader to click to a new page for each 
tip. (This has become common all over the web.) Even though the user viewed 
eight pages, they still only consumed one piece of content. 

What’s most important is how the visitor interacts with a page. If a visitor landed What’s most important is how the visitor interacts with a page. If a visitor landed 
on a page that immediately converted (more on this in a bit), you wouldn’t care 
if they raised your page view metric because the single page was enough to 
meet your business goal.

Unique visitors are the number of new visitors who land on your site; people 
who have never been to your website before. 

This is one of the most important metrics to follow. It’s a clear indictor of your 
website’s growth. If your unique visitor count is growing every month, more 
people are learning about your website. That means your marketing is working.

This metric is especially important for websites that solicit one-off sales. For exThis metric is especially important for websites that solicit one-off sales. For ex-

2. Unique Visitors
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ample, if I was selling access to a webinar, I can be pretty sure that most people 
will only buy a ticket one time. They probably won’t see through the same pre-
sentation twice. So attracting new visitors would be more important to me than 
bringing previous visitors back.

If you’ve created a marketing funnel that leads visitors down a path to conver-
sion, you’ll want to maximize your unique visitors as much as possible. Each 
unique visitor is a new opportunity to create a sale. 

A returning visitor is someone who has been to your website before. This is an 
excellent indicator of your audience: the number of people who return for your 
content over and over. 

Returning visitors can be important for content marketers. Often it takes a visi-
tor multiple interactions with your content before they start taking steps down 
your funnel. They may have to read four or five blog posts before they decide to 
download your eBook, create an account, or begin clicking your affiliate links.

3. Returning Visitors
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It’s also validation that your visitors like your content. It’s easier to keep a fan 
than make a new one, so you’ll want to do everything your power to keep draw-
ing them back. This is key for websites with advertisement or affiliate business 
models. 

You can maximize this number by reaching your audience when they aren’t on 
your website. Send regular emails and post on social media. After enough expo-
sure, they’ll eventually hop into your funnel. 

Backlinks are essential for a popular website. They create “roads” that make it 
easy for visitors to discover your content. If a high-traffic website links to you, 
it’s likely that many of those visitors will flow to your site to check out your con-
tent. 

Additionally, Google uses the quality and quantity of your backlinks to evaluate Additionally, Google uses the quality and quantity of your backlinks to evaluate 
your website. If your site has many links from other quality sites, Google will 
reward you by displaying your site higher on the search results pages. This 
makes searchers more likely to discover your website. 

4. Backlinks
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You won’t find your backlinks in the standard Google Analytics dashboard, but 
there are several online tools to find this information.

     SEMrush
     ahrefs
     OpenLinkProfiler
     BuzzSumo
     Open Site Explorer
     Countless others; search for “backlink checker”     Countless others; search for “backlink checker”

Each time you create a piece of content, spend some time promoting to people 
who are likely to share it or link to it. Email outreach is a simple and essential 
task that you should begin as soon as you publish content.

Within your analytics, you’ll be able to see exactly where your traffic originates. 
Some will come from search. Some will come from social websites like Face-
book and Twitter. And some will come from other web pages. 

5. Traffic Sources
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Once you know where traffic is coming from and in what quantities, you can ex-
ploit the productive channels. 

For example, you notice that a guest post on another website drove a wave of 
traffic back to your site (and subsequent social follows and email sign ups). You 
would conclude that the other website has a strong following that enjoyed your 
content. Take advantage of this by submitting another guest post, or collaborat-
ing with that website in some other way.

This will also give you insight as to where your audience hangs out. If you notice 
that more traffic comes from Facebook than Twitter, you might decide to invest 
in Facebook ads rather than Twitter ads.

Your bounce rate is the percentage of visitors who leave your website after 
viewing a single page. A high bounce rate means visitors don’t enjoy your con-
tent enough to check out other pages, your site’s performance is poor, or you 
haven’t optimized your website in a way that offers easy access to other content

First, examine your analytics for each page. Do any pages have a significantly 

6. Bounce Rate
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higher bounce rate than others? Examine this content carefully. Try to figure 
out why it’s turning people away from your website.

Further, a website that loads and performs slowly is frustrating for many 
people. Most of us won’t wait around more than four seconds for a website to 
load. If a visitor hits their back button because a page is taking too long to load, 
this will count as a bounce. 

If your website is new and doesn’t have many pages, expect a high bounce rate. If your website is new and doesn’t have many pages, expect a high bounce rate. 
There probably isn’t enough content to interest visitors. They just won‘t have 
anywhere else to go. 

Give users more things to check out by creating more quality content. Do this 
quickly, but never sacrifice quality for quantity. 

Make sure to create plenty of easy-to-find paths to other content. You can do 
this in a few basic ways:

     Links throughout the body of your content to other relevant pages     Links throughout the body of your content to other relevant pages
     Sidebar and footer links to latest, popular, and relevant pages
     Links at the end of your pages to similar content or recent content

Make sure your pages’ titles and introductions relate to the contents of the ar-
ticle and any outside links visitors click to find it.

For example, if you title a post “The Best Winning Football Strategies of 2016” , 
but the article is actually about fantasy football, many readers will bounce off 
your page right away. 

Most importantly, every post should end with a call-to-action that ushers the 
visitor down your sales funnel. Ideally, this call-to-action should be related to 
the article the reader just read (since you know they enjoy that topic).

A good bounce rate percentage will vary across industries and demographics. A good bounce rate percentage will vary across industries and demographics. 
An excellent bounce rate (for a really top-notch website) is between 20 and 40 
percent. The average hovers around 55 percent. 
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Time spent measures how long people spend on your website. Your analytics 
should break this down per page and per session. 

In most cases, spending more time on a website or a particular page means the 
visitor enjoys your content. They may be digging deep into one piece of content, 
watching videos, or exploring many pages.

Drill down to look at time spent on each page. Can you draw any conclusions? Drill down to look at time spent on each page. Can you draw any conclusions? 
Do people spend more time on one type of content over another? If so, create 
more of that type and spend more time promoting it. 

Keep an eye out for any instances where people spend more time than you 
expect. If the average time spent on page with 300 words is six minutes, you 
should evaluate that page’s content for clarity.

This is a metric you can’t compare to another websites. If your articles consists This is a metric you can’t compare to another websites. If your articles consists 
of lists of images, don’t expect people to spend as much time on those pages as 
they would a text-heavy article. 

7. Time Spent
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Sharing or liking a page is easy. It often takes just one click. But commenting on 
an article means the visitor is far more engaged. He is so invested in your con-
tent that he’s driven to add his opinion or ask a question.

Encouraging users to comment helps build your community, especially if you 
reply to those comments with your own thoughts and questions. Replying is an 
excellent way to move them through the buyer’s journey, turning a reader into 
a customer or ambassador.

It doesn’t come standard on the Google Analytics dashboard, but you can set up 
custom event tracking to count your posts’ comments. Your content manage-
ment system may also show you comment data. 

However you do it, you’ll want some way to see an overview of your comments 
across your site so you can compare multiple pages. Otherwise you would have 
to count the comments on each post, which can be tough if your content col-
lects comments over time.

8. Comments
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It’s tough to pinpoint why one piece of content received more shares than an-
other. There are a lot of variables. 

For example, maybe you have a piece of content that isn’t your best work, but a 
highly influential person shared it, so his fans shared it. Unless you reached out 
to the influencer, things like this are impossible to predict (which means making 
something “go viral” is hard).

Nevertheless, you can look at share counts and make some conclusions. We 
can assume people share content they really like (whether they like it or they 
think their followers will like it). 

Look for trends in content type. Are your followers sharing your infographics 
more than anything else? Then it’s time to double-down on your infographic 
creation. Keep an eye on your shares so you know if your hypothesis was right.

Look for trends in content subject. Perhaps your followers are more likely to Look for trends in content subject. Perhaps your followers are more likely to 
share content that relates to something happening in the news. That will tell 
you that you need find ways to relate your content to more current events or 

9. Content Shares
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news stories.

You should also keep an eye on who is sharing your content. Since you already 
know they like your work, you can build a relationship with this person for more 
promotion. 

A visitor opts-in when they submit their contact information through a form. 
Typically the form is integrated with your email marketing tools so you can 
manage your list(s) and send more content or solicit sales. 

What you do with the contact information depends on your goals, but it’s 
always good to have, even if you don’t have immediate plans. (The best time to 
build an email list is long before you need it.)

Place forms throughout your website so visitors have opportunities to sign up. Place forms throughout your website so visitors have opportunities to sign up. 
They work well in your sidebars, at the end of posts, and in the footer.

You’ve probably seen pop-up opt-in forms, full screen welcome mats, or immov-

10. Opt-in Rate
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able bars at the top or bottom of pages. Many people are annoyed by these in-
trusions, but they are exceptionally effective. 

Most websites ask visitors to sign up in exchange for future content. This works 
well enough, but you can greatly improve your opt-in rate by giving an addition-
al piece of content right now, like a template, eBook, or workable file. This is 
called a content upgrade. 

This content shouldn’t be something they can easily find on your website. It 
should be specialty information that’s worth their email address.

For example, I regularly read a website that offers Photoshop tutorials. At the 
end of each article, they let you download the workable Photoshop file they 
used to make the tutorial, as well as any images, brushes, patterns, or fonts it 
required. But you have to give your email address. It’s fantastically effective. 

Quite simply, leads are the number of people who show interested in buying 
whatever you’re selling. A lead is typically collected through a form. You could 

11. Leads
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also consider someone who lands on an ecommerce product page a lead. 

Some businesses send specialized content in order to usher leads down a sales 
funnel. Other businesses pass the leads to a sales team to follows up. 

A lead narrows your focus so you can reach the people who are interested in 
your product or service, rather than wasting time courting those who don’t 
intend to buy.

However, not all leads are the same. Some are higher quality than others. You’ll However, not all leads are the same. Some are higher quality than others. You’ll 
want to differentiate your leads so you can go after the likeliest conversions.

Let’s say you have a form for the visitor to request a demo of your product. This 
person is especially interested in what you’re selling, so much so that he’s set-
ting time aside for you to personally explain the features and benefits. This is a 
very warm lead and should be passed right to the sales team.

You may have another form that offers the visitor a piece of content that ex-
plains why your product is the right solution for his problem. This is still a valu-
able lead, but not as strong as the visitor requesting a demo. You may decide 
this lead will be placed on an email marketing list with a drip campaign that 
ushers them farther down the buyer’s path. 

Many businesses target certain pieces of information in order to qualify a lead 
as worthy of their time. You can collect different pieces of data on the same visi-
tor by asking different questions across individual forms. 

For instance: one form asks for the visitor’s name and email to download an For instance: one form asks for the visitor’s name and email to download an 
eBook. This adds them to a special drip campaign in your email marketing tools. 
An automated drip email sends a link to a landing page with another piece of 
downloadable content, but this time they have to input their email, company 
size and location. If the visitor has followed all these steps, you might qualify 
them as a warm lead.

By default, Google Analytics will tell you how many people land on your ecomBy default, Google Analytics will tell you how many people land on your ecom-
merce product pages, but you’ll have to set up event tracking to count the 
number of people who fill out your forms. 
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Your conversion rate is the percentage of people who take the next step. That 
sounds vague because different marketing channels have different types of 
conversions. 

First, let’s talk about two categories of conversions:

Macro conversions – This is your primary goal. Typically a website has one 
macro conversion. An ecommerce site wants you to make a purchase. A soft-
ware-as-a-service site wants you to sign up to a reoccurring plan or speak 
with a salesman. A content site wants more page views or ad clicks. The 
macro conversion is the one goal that every other tactic supports. 

(In some cases, a site may have more than one macro conversion. For exam-
ple, a SaaS site considers buying a package online and calling for an enter-
prise quote both macro conversions because they appeal to different 
buyers.)

Micro conversions – These are steps the visitor takes that lead to your 

1.

2.

12. Conversion Rate
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Your conversion rate is the percentage of people who take action when a po-
tential conversion is available. For example, if 2000 people visit your web page 
and 400 click the call-to-action link, you would conclude that the call-to-action 
converts at 20%.

This means that you may have to track a lot of conversions. Every page should 
have a call-to-action that leads the visitor somewhere or asks them to take an-
other step. Every landing page will have a form to fill out, an account to create, 
or a download button. 

In your email marketing campaigns, you’ll want readers to follow your links. 
When you post on social media, you’ll want fans to click your links or “like,” com-
ment, and share your posts. These are all conversions you should track. 

You can track conversions by category (e.g., all blog posts or all emails or all 
landing pages), but the best marketers track these rates individually through 
their analytics to identify weak pages. If a page is converting at a substantially 
lower rate than similar pages, it needs tweaking. 

Improving your conversion rate is beyond the scope of this guide, but often it’s 
done by changing copy, imagery, layout, and even colors. 

In Google Analytics, you can set up goals for form sign-ups, email campaign In Google Analytics, you can set up goals for form sign-ups, email campaign 
clicks, ad campaign clicks, sales, downloads, social shares, and many other ac-
tions. Tracking “likes,” shares and follows on social media pages can often be 
done with a third-party application or (in the case of Facebook) the site’s admin-
istrator tools. 

Conversions are crucial to the success of your business. Improving how often 
your channels convert is the most important thing you can do because it 
pushes visitors through your sales funnel. 

macro conversion. Let’s say your content campaign’s macro conversion is to 
collect leads for a sales team. The prospect clicks a link in an email to a blog 
post (micro conversion), clicks a call-to-action at the end of the post to a 
landing page (micro conversion), and fills out a contact form (the macro con-
version). 
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In the marketing world, this is often a scary term. Many digital marketers (and 
even the most elite marketing departments) are unable to come up with a 
number that explains how much money their efforts have generated. 

ROI is straightforward. It’s the revenue generated through your content market-
ing minus the resources it cost (time and money) for the content’s creation and 
distribution. This is the number that determines if your strategy was profitable.
Naturally, if you’re spending more on your marketing than you earn from it, 
you’re strategy needs to be changed.

To determine your ROI, you need a few more pieces of information.

Cost Per Lead - This is the total you spend on resources, tools, and labor to 
acquire a lead. (You’ll have to decide what a lead means to you. It could be 
someone who signed up to your email list, filled out a contact form, or 
surfed to a product page.)

Lead Close Ratio - This is the percentage of leads you turn into customers. 

1.

2.

13. Return on Investment
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Cost Per Lead - This is the total you spend on resources, tools, and labor to 
acquire a lead. (You’ll have to decide what a lead means to you. It could be 
someone who signed up to your email list, filled out a contact form, or 
surfed to a product page.)

Lead Close Ratio - This is the percentage of leads you turn into customers. 

Customer Lifetime Value - This is how much money you’ll make off each 
customer (after any other cost-of-business expenses).

1.

2.

3.
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To track these metrics, you could create a simple Excel sheet. Each week, dig 
through your analytics to find each metric’s value and record it in its respective 
column. 

That seems like the simplest way to do things, but it’s not. Another reason I rec-
ommend Google Analytics is because of its ability to generate custom reports. 
You can put together a simple, easy-to-read report that summarizes only what 
you want to see. 

I encourage you to explore your analytics application (especially if you use 
Google Analytics) to find other metrics that are valuable to your business. With 
careful measuring, you can leverage the power of data to optimize your content 
marketing. 

Best of luck!

14. The Takeaway


