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Web Site Mini-Guide: 
Web Site Statistics 
 

 

Your Web host ICDHost gives you access to Web statistics so that you can see how 
many people visit your site. This brief guide describes how to view and interpret the 
statistics. 

Initialisation 

Log in to the ICDHost Control Panel and click Site Statistics: 

 

Before looking at the statistics for the first time, click the “Protect” link on the right: 

 

This takes you to a page where you can add a user name and password: 
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By adding the protection, you ensure that only you can see the statistics for your 
Web site. This is optional, but recommended. You only have to do it once. 

After adding the user name and password, go back to the statistics page and you’ll 
see that the “Protect” link has changed to “Users”: 

 

If you ever forget the name and password, click “Users”, delete the existing entry, 
and add it again. 

Summary statistics 

To view your Web site statistics, log in to the Control Panel and click “Site 
Statistics”, as described above. Then click the Webalizer “Stats” link: 

 

 

This gives you a summary page for the last 12 months, with a graph and a table: 
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In this display, the most meaningful indicator is the yellow graph in the top right 
corner, which shows the number of visits to your site: 

 

You should look for this trend to be increasing, or at least staying stable. If the very 
last month looks abnormally low, it could be because the month is not yet 
complete. 

The other indicators on this page are as follows: 

• Hits (green): Some Web site owners boast about the number of hits they get, 
but this is a meaningless measure (In fact, some Internet marketers say “HITS 
= How Idiots Track Success”). Every time somebody’s Web browser requests 
something from your Web site, that’s counted as a “hit”. The catch is that every 
graphic on a page is requested separately, so a Web page with text and 10 
graphics registers as 11 hits. A Web page with text and 20 graphics registers as 
21 hits. But obviously that doesn’t mean that the second page is twice as good! 

So counting hits is virtually useless. The only time you can use it in a 
reasonable way is if you run a new marketing campaign while keeping your Web 
site the same. Then, if the number of hits increases, you can conclude that the 
marketing campaign has worked. 

• Files (dark blue) and Pages (light blue): When a visitor looks at a page on your 
site, this counts as one “page view”. When they move to another page, that’s 
another page view. This is a better measure than hits because it’s not distorted 
by the number of graphics on a page. 

Many Web sites count page views, and use this as an indication of how well 
their marketing campaigns are working. This is valid (to a certain extent), 
because if this number is increasing, it means that either you’re getting more 
visitors, or the visitors are looking at more pages. Both of these are good for 
you. 

• Kbytes (red): This simply measures the volume of data being delivered from 
your site. Again, this is meaningless because a large graphic counts for more 
than a short page of text. 

• Sites (orange): This also shows the number of visits, but grouped by the 
referring site (in other words, the site the Web user came from to reach your 
site). 

In summary, although the other figures might offer value in limited circumstances, 
the most useful indicator is the yellow “Visits” indicator. 
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Measuring success 

In fact, all the measures above have an obvious limitation: They just count how 
many people visit the site, not how many buy what you’ve got to offer. There’s not 
much point having thousands of visitors if they are the wrong sort of visitors – in 
other words, they don’t eventually become customers. 

So now we’ll look at three other measures – all of which more accurately help you 
determine your bottom line. These measures are not available on the statistics 
page; you have to manage them yourself. 

Conversion rate 
The first of these is “conversion rate”, which is simply the percentage of site visitors 
who become customers. If 1 in 10 site visitors buys from you (a very high 
conversion rate, by the way!), that’s a 10% conversion rate. If it’s only 1 in 50, 
that’s 2%. 

Calculating your conversion rate is easy. Just divide the number of sales you get in 
a month by the number of unique visitors you had that month. 

Many Web site owners focus on increasing the amount of unique visitors, and forget 
about improving their conversion rate. But that could be a mistake. It’s often easier 
to improve a 1% conversion rate to 2% than to double the number of visitors – and 
they both have the same effect! 

Profit per visitor 
All other things being equal, a simple – but stupid – way to improve your 
conversion rate is to drop your prices. If everybody else is selling music CDs at 
$29.95, and you sell yours for $9.95, then there’s a good chance that you’ll get a 
high conversion rate. But that’s also gouging a huge hole in your profits, so that’s a 
good way of going broke fast. 

That’s the problem with conversion rate alone. A better measure is the “profit per 
visitor”, which is the conversion rate multiplied by the profit you make on each 
sale. 

For example, if you have a 10% conversion rate and make $20 on each sale, your 
profit per visitor is $2. 

Notice that we’re talking about profit per visitor, not profit per sale. Most 
businesses know their profit margin on each sale ($20 in the example), but very 
few of them know their profit per visitor ($2). 

Why is it useful to know the profit per visitor? Because now you know how much 
you can afford to spend in advertising. If you know that each visitor to your Web 
site is worth $2 in profit, then you can spend up to $2 to bring each visitor to your 
site. For example, you might buy pay-per-click advertising for $1 per click, which is 
usually considered high, but you know that you’ll double your dough. 

www.firststep.com.au  Page 4 



  6 December 2006 

Lifetime value per visitor 
There’s one measure that’s even better than profit per visitor: It’s the “lifetime 
value per visitor”. In other words, instead of looking at each site visitor as a single 
one-time transaction, consider how much they are worth to you as a customer over 
their entire lifetime of dealing with you. 

Most businesses spend all their advertising money on getting new customers, and 
forget all about marketing to their existing customer. And yet it’s much easier – 
and more profitable – to sell more to your existing customers: They trust you, it’s 
easier to reach them, you can offer them additional services, you know more about 
them, and so on. 

This means that even if your Internet marketing campaign costs more than the 
profit per visitor, it can still be worthwhile if you know that it will bring you a 
customer for life. You can afford to lose money on the first sale, knowing that you 
will make it up in future sales. 

Detailed statistics 

To see more detailed statistics for a month, click the month name in the table: 

 

This produces a long page of statistics, which we will explain here in detail. 

Monthly summary 
This is an overall summary, but probably not very useful in itself. 
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Daily usage over the month 
This shows the number of visits each day over the month (Again, remember that 
the most useful indicator is the yellow graph). This sometimes indicates a spike 
when something significant happened – e.g. a new marketing campaign. 

This information is presented as a graph and then a table. 

 

Hourly statistics 
This shows how your site is visited during different parts of the day. It’s rare that 
you would use this information in any meaningful way! 

 

Individual pages 
The next table shows the most frequently accessed Web pages on your site: 
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More correctly, it shows the most frequently accessed Web addresses, so it often 
includes graphics files. 

To find the most popular Web pages, look for URLs ending in “.html”. 

The special URL “/” refers to the home page. 

NOTE: Ignore anything for “missing.html”, “styles.css” and “/cgi-bin/allegro.pl” – 
these are not relevant. 

Biggest pages 
The next table shows the most popular Web addresses, sorted by “weight”: 

 

This is a combination of the file size and the frequency of download. For example, a 
big page downloaded 10 times ranks the same as a page half its size downloaded 
20 times. 

You probably won’t use this information! 
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Entry pages 
The next table is useful, because it shows which pages people saw first on your 
Web site: 

 

The home page (indicated “/”) will probably feature very high on this list. However, 
remember that not everybody visits your home page directly. For example, you 
might send an e-mail message directing people to another page; or a search engine 
might return one of the internal pages in its search results. 

Exit pages 
The next table is also useful, because it shows which pages people saw last on your 
site: 

 

Look at these results carefully, because it might indicate some marketing 
opportunities for you. For example: 

• If you’re testing two sales letters for the same product, the weaker letter will 
usually have more people leaving the site from that page. So improve it or 
discard it! 

• If many people are leaving the site from a certain page, consider adding an exit 
pop-up window to that page to offer them something else. 

Visits from certain sites 
The next three tables give you information about where the site visitor was before 
they came to your site. The most useful of these tables is the referrer table: 
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This can be extremely valuable information. For example, if some other site is 
referring a lot of traffic to your site, you might consider forming a closer 
relationship with them. 

Search engine searches 
The next table, which is also interesting, shows the search strings that people used 
when they found your site in search engines: 

 

Note: This only tells you about the searchers who actually clicked through to your 
site. It doesn’t tell you whether these search phrases are the best to use – only 
that they were used by people who came to your site. 

Web browsers 
The next table shows which Web browsers your site visitors are using: 
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(Note that “MSIE” stands for Internet Explorer). 

Country of origin 
Next you see a pie chart and a table showing user breakdown by country: 

 

It uses the domain name of the site visitor’s ISP to determine the country. 
Unfortunately, it treats every .com name as “US Commercial”, which isn’t always 
the case (Take bigpond.com, for example). This tends to skew the results. 
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