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¢ What are marketing analytics?

e Why should a staffing firm care?

« What tools/platforms should I use?

¢ What metrics are most important?

e How can I use this data to make better decisions?
e What should I do next?

e Q&A
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Marketing analytics is the practice of
measuring, managing and analyzing
marketing performance to maximize its
effectiveness and optimize return on investment
(ROI). Understanding marketing analytics
allows marketers to be more efficient at their jobs
and minimize wasted web marketing dollars.
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Why Should You Care?

1. Cost.

“Last year we saw a 75% increase in our [job
board] rate. Our 2017 renewal quote included a
100% price increase. Can anyone recommend
alternatives?”

-ASA Central Discussion
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Why Should You Care?

2. ROL.

What marketing efforts drove true business
results, and which didnt? How effective were my
recruiting dollars?
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Why Should You Care?

3. Competition.
Large nationals. VMS. Online staffing.

Low-margin players. Offshore recruiting.
Non-users.
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Why Should You Care?

4. Benchmark.
How will you know if you're successful? How will

you determine if you're on the right track?
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Why Should You Care?

5. Strategy.

What marketing and sales tools are we going to
use and invest in moving forward?
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Analytics Platforms

No Shortage of Platforms|

Website: Social: Search: Paid:
1 Google Analytics e ;
- il
= Google  j St
HubSpot

L facebook /.
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Where should we focus?
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Location

Ensure traffic is coming from
the right places.

Identify top performing
offices/locations.

Look for changes in traffic
volume.
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- Review source of traffic and
historic trends.

Compare traffic to your

overall recruitment spend.
Look at Bounce and Exit rates
across different sources of
candidate traffic.

HID@)
e haley

H I 0@’
MA GI ey © 2017 Haley Marketing Group




& Aplication

E Traffic

Review source of
traffic.
Review quantity of
traffic.
Internally track and
gauge quality of
traffic (placements).
! Use job board

e software/reporting

. 3 tools.

oy

BEE|na)

W e |"|O ey

Job Traffic

- Review views/application
Adjust titles, descriptions, pay rate, etc., for underperformers
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G—oal Tracking

) https://support.google.c ics/answer/1032415
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i Look for Peaks

4 - Review all spikes in traffic.

< Isolate the day of the spike and examine source of traffic.
Match spikes to sales and marketing activities.
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: Campalgn Tracklng

| https://ga-dev-tools.appspot.com/campaign-url-builder/
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Social Media Metrics

Facebook
Insights

- Review recent posts.
- Look for large reach.
- Look for best engagement.
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Facebook Pages
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Watch

Add competitors.

Track growth and
engagement.

Clicking on a competitor will
show you their top post from *
the past week.

Identify content that gets
engagement.
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Fan/Follower

is online.

Identify top days/times for
you to post.

Test and compare reach and *
engagement rates.

i Data

- Look at time your audience
{
h
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Twitter
. Analytics

Review top tweets.
Review top mentions.
Review followers growth.
Review top followers.

http://analytics.twitter.com
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SEO Metrics:

Cosstrn tom ST o

. - Look at position.

- Look at CTR.

- Decreasing CTR is
indication you will
decrease in position.

- Identify rankings 5-20
and optimize content.

- Create a content
calendar around Queries
that add value and
present an opportunity.
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SEO Metrics:

5.4k —
1.8K

$4.8K
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... -Currentposition and traffic volume.

- Organic search positions.

- % of traffic earned.
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ORGANIC POSITION DISTRIBUTION

. AN
Position Distribution:

- Focus on 4-10, create/optimize content around those terms.
- Systematically work through list to earn more top rankings.
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Competitive Review

- Look at keywords “they” rank for.

- Systematically create better content.

- Run a comparison of inbound links “they” have.

- Reach out to referring domains to build links for you. '.
- Track organic search and paid search traffic.

- Identify paid traffic and the keywords they are ‘
buying. '
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Impressions
If doing a display campaign focused on branding.

Actions
Clicks on ads or ad extensions (click to call).

Ad rank
Ensure budget/quality score isn't pushing ads too low.
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‘SearcH_Terms Dimensions Report

.- Look closely at Click Through Rate (CTR) by search term and ad group. Low CTR means
- higher click costs.

i - Remove underperforming terms or adjust ad copy.
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| Geographic Di Report
.- Look closely to make sure you're getting traffic from the right geographic markets.

- - Identify top and bottom performers and adjust campaigns accordingly.
- Often ad copy may need to be adjusted by market.
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' Facebook Boost
Overall reach
Paid vs. Organic reach
Total shares
Total likes/comments
Total applications/conversions
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Facebook Lead Form Ads
- Conversions/Responses
Reach
H - Cost
“5-CIR
Relevancy Score
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| Taking people to a page you can't convert from:
H « Homepage

¢ »  Services page

* Long forms with required fields

¥ « Copy-heavy pages

2. Think about the action you want people to take; then make it simple.
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Email Marketing Metrics
Opens/Clicks
Dig deeper into who engaged. Follow up.

i

H I na)
W haley

Any

questions?

1.888.696.2900

info@haleymarketing.com
@haleymarketing

www. com/ y ing/
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Coming Next:

Social Pro Services
A world-class social media marketing strategy
Tuesday, June 20 at 2 PM EDT

Reserve your seat: www.lunchwithhaley.com
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