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5 FAQs About KPIs
Here are the most frequently asked questions about KPIs with 
answers from WebTrends best practices manager Aaron Gray.

1. What is a KPI? 
KPIs, or Key Performance Indicators, are the select measures that provide 
visibility into the performance of your business and enable you to take action 
based on those indicators. It’s important to note that KPI’s are not just raw 
numbers (such as # of monthly visitors to your web site) but instead, relationships 
between numbers (such as the average number of visits attributable to one 
visitor). For example:  

Total Visits / Total Visitors = Average # of Visits per Visitor 

Typically KPIs are tracked and distributed in dashboards or scorecards to provide 
everyone in the organization with an understanding of how their work is affecting 
the overall performance of the company. For example, if you use your web site 
primarily for lead generation, you would be interested in the average cost per lead 
generated: 

Total Marketing Spend / Total Leads = Average Cost Per Lead 

If you’re a retailer, you’d want to know your average order value: 

Total Revenue / Total # of Orders = Average Order Value

2. Which KPIs should I monitor?
Everyone in your organization should be able to reference KPI’s as a measure 
of their success. KPIs will vary from one organization to another, but here are 
ten questions you can ask yourself and your coworkers to start defining your 
KPIs—each answer should give you clues as to what you should be measuring: 

1.  What is the primary business objective of our site? (Some examples include: 
     drive revenue, drive leads, contain costs.) 

2.  What are the valuable actions or behaviors I’m trying to get my site visitors  
     to do? (Some examples include: purchase, register, consume content) 

3.  What adjustments can I make to change how many visitors are performing
     these valuable actions?  

4.  What is the value to my company each time someone performs  
     one of these actions?  
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5.  How often does each individual visitor perform this action? 

6.  What tactics do we use as a business to encourage visitors to  
     perform these actions? 

7.  Do those tactics cost us money?  

8.  Do we need to show a return on the investments we’re making  
     in those tactics? 

9.  What business metrics am I held accountable for by my boss? 

10. What business metrics are my boss held accountable for?

3. What are some best practices in creating a KPI dashboard? 
Remember, KPI’s are the handful of metrics that reflect the performance of your 
business—or more accurately, the drivers that influence the business. These 
are the key metrics that everyone in your organization should be able to use to 
measure their success. When creating your dashboard, keep the following points 
in mind:

 
- All marketing, merchandising, or optimization activity should have an impact  
   at the top-line KPI level. If it doesn’t, you’re spending your money in the  
   wrong places.  
 
- KPIs should remain consistent and be measured over time. Once you have
   established the correct KPIs for your business they should not change unless
   the fundamentals of your business change. 
 
- When creating your KPI dashboard, remember that different stakeholders
   will be interested in different content. For example, the CEO may prefer to view 
   information organized into pie charts and graphs, while the Web Marketing 
   Manager may need the additional context contained in a detailed spreadsheet. 

4. What role does social media play in building customer 
      relationships? And which KPI’s should I track for 
      RIA & RSS? 

Social media integrated with Web 2.0 technologies promises a richer user 
experience through interactivity and access to information. Customers 
have more options than ever on how they interact with organizations. The 
organizations that embrace these new and dynamic channels to provide 
engaging and interactive content will succeed in building relationships with 
customers. Engaging with customers on their terms and delivering the right 
message at the right time is the key to any marketing strategy. 
 
RIA, or Rich Internet Applications, are a great way to provide your visitors with an 
engaging site experience so that they visit more often, stay longer, and remain loyal. 
 



Since the purpose of RIA is to keep your site visitors engaged, you’ll likely want to 
track KPI’s such as:  
• Average views per visit 
• Average visit duration 
• Average task completion rate 
 
RSS, or Really Simple Syndication, is increasingly used by businesses to 
communicate with their customers. RSS is attractive to marketers because it 
can often provide deeper insight into a customer’s true interests because of its 
subscription-based or opt-in nature.  
 
If you offer RSS feeds on your site, here are some KPI’s you’ll want to track:  
 
• Average monthly RSS subscriber growth 
• Average number of article requests, per category 
• Average number of RSS feeds per subscriber 
 
Once you understand which content categories appeal most to your visitors, you 
can prioritize further investment in specific feeds based on reader interest. 
 
The whitepaper, Measuring Web 2.0 Technologies, Part 1: RIA and RSS, explores 
this topic in greater detail.  
 
Learn More: >   Measuring Web 2.0 Technologies, Part 1: RIA and RSS

5. How do you see broadcast media interfacing with web 
     analytics? Which KPIs should I track? 

Online media is an increasingly important content distribution channel. While 
there are challenges for business attempting to take advantage of these 
distribution channels, those challenges can be overcome by employing a robust 
and flexible analytics solution. Measuring and optimizing streaming media 
content allows organizations to provide highly engaging content in a very  
flexible format. 
 
If you’re offering video or slideshows on your site, here are some KPI’s you may 
want to monitor: 
 
• Average viewing duration per clip 
• Average abandonment rate per clip 
• Average number of slides/clips viewed per visitor 
 
The whitepaper, Measuring Web 2.0 Technologies, Part 2: Broadcast Media Up 
Close, explores this topic in greater detail.  
 
Learn More: > Measuring Web 2.0 Technologies, Part 2: Broadcast Media  
Up Close
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