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LEARNING OBJECTIVES

By the end of the presentation you will be able to:

1) Identify web analytics to track progress and 

predict resource needs. 

2) Discuss how web metrics can be used 

diagnostically to affect health intervention 

strategies. 

In other words, “web speak” will no longer be 

scary! 



WHY MEASURE ONLINE AUDIENCES? 

 Self-assessment & promotion 

 Support advertising planning, buying, selling and 

posting

 Strategic planning 
Coffey, S. (2001)



WEB METRICS

 Hits ≠ Clicks ≠ Unique visitors ≠ Registration  

Murphy & Forrest (1997)

1998 2003-05 2006-07 2008-09

Hits Page views          Unique visitors            Time spent

Cohn (2008) 

 Knowing which metrics work best and why can 

enhance health intervention efforts. 



OUR WEBSITE (WWW.CASEMO.ORG) 

 Launched in February 2007

 Serves as an interactive platform to connect a 

geographically dispersed team 

 Constant monitoring allows: 

 measuring the website’s effectiveness, 

 strategic planning of education, training, and 

coordination in local efforts. 

 Web analytics were collected daily, 

Feb. 2007 – June 2008 (16 months)
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RESULTS

 Hits: Total = 239,236; Mean = 14,072.71; SD = 4,764.9

 Sessions: Total = 63,160; Mean = 3,715.29; SD = 2,562.75 

 Page views: Total = 139,368; Mean = 8,198.12; 

SD = 3357.37 
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RESULTS

 Downloads 

 Size: Total = 11.2 GB; Mean = 676.13 MB;  SD = 

538.30 MB

 Number: Total = 5682; Mean = 334.24; SD = 

227.04 
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RESULTS

 Time spent: Mean = 6.5 min.; SD = 3.4 min.; 

min. = 2.03 min., max = 12.08
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RESULTS

 Pages requested:  Total = 5,907; Mean = 

347.47; SD = 125.84 



RESULTS

 Usernames: by hits/bytes/sessions



CONCLUSIONS

 Most useful metrics: page views, downloads, pages 

requested, usernames

 Moderately useful: hits, sessions  

 Not as useful: referrals, domains

 Time spent? 



THE LESSONS

 Use web metrics in combination

 Alert users of recent updates  

 Constantly introduce new content

 Use web metrics to respond to and predict users 

needs for content 
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