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SEO & PPC Metric Summary 

SEO Metrics

1. Page Bounce Rates

PPC Metrics

1. Page Bounce Rates

2. Track External Links

3. Top Ranking Pages

2. Ad Quality Scores

3. Price Per Click
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Landing Page Quality: Bounce Rates

/Longboat Key

/Florida Beaches

Site Avg: 
34.09%

/Siesta Key

/Longboat Key

< 20 %
Hard

To
Improve

50+ %
Need

To
Improve

35 %
Typical
Travel

Site Rate



SEO Management Metrics

Metric Improvement
Range

Typical 
Range

Target
Range

Landing Page
Bounce Rate 50+ % 35 % 20 %

Source:  Madden Media, Proprietary Insights Novembe r, 2008

Targeted Link
Development

Top 5 Search
Results Ranking



Link Tracking: Google “Link” Command

link:www.YourWebSite.com



Link Tracking: Google “Link” Command



Link Tracking: Google “Link” Command

External

Page LinkPage Link



Link Tracking: Google “Link” Command

External

Page LinkPage Link

Internal

Page Link



Tracking: External vs. Internal Links

Michigan.org 860 397 46%

Virginia.org 1360 567 42%

Arkansas.com 1210 671 55%

Total
Links

External
Links

Pct Ext
Links

Arkansas.com 1210 671 55%

Colorado.com 749 396 53%

VisitNC.com 710 478 67%

VisitFlorida.com 997 489 49%
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SEO Management Metrics

Metric Improvement
Range

Typical 
Range

Target
Range

Landing Page
Bounce Rate 50+ % 35 % 20 %

Source:  Madden Media, Proprietary Insights Novembe r, 2008

Targeted Link
Development None

10 %
Growth

20 %
Growth

Top 5 Search
Results Ranking



Google: Relative Click Rates

Click
Rates

1. 51%

2. 16%

3.   6%

4.   6%

5.   4%

83%  Above the fold



Identifying Common Search Terms



Top 5 vs. Top 20 Search Results
Top 20
Results

Top 5
Results

Michigan.org 51350 15088 29%

Virginia.org 53684 16788 31%

Arkansas.com 21961 8192 37%

Pct Top
5 Results

Arkansas.com 21961 8192 37%

Colorado.com 22694 5091 22%

VisitNC.com 21961 4770 22%

VisitFlorida.com 17394 3088 18%



SEO Management Metrics

Metric Improvement
Range

Typical 
Range

Target
Range

Landing Page
Bounce Rate 50+ % 35 % 20 %

Source:  Madden Media, Proprietary Insights Novembe r, 2008

Targeted Link
Development None

10 %
Growth

20 %
Growth

Top 5 Search
Results Ranking < 20 % 20 - 30 % 30+ %
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SEO & PPC Metric Summary 

SEO Metrics

1. Page Bounce Rates

PPC Metrics

1. Page Bounce Rates

2. Track External Links

3. Top Ranking Pages

2. Ad Quality Scores

3. Price Per Click



PPC Management Metrics

Metric Improvement
Range

Typical 
Range

Target
Range

Landing Page
Bounce Rate 40+ % 30 % 20 %

Source:  Madden Media, Proprietary Insights Novembe r, 2008

Bounce Rate 40+ % 30 % 20 %
Keyword
Quality Score

Average Cost
Per Click



“Quality Score” Drives PPC

Google uses “Quality Score” to determine:

1. Cost you pay for each click;

Source: adwords.google.com/support

1. Cost you pay for each click;

2. Ad position of your copy; and

3. Eligibility for ad copy to show.



Elements of “Quality Score” 

Your “Quality Score” includes:

1. Relevance of Keywords to ad text/ad group;1. Relevance of Keywords to ad text/ad group;
2. Quality of your landing pages; and
3. Click Through Rate (CTR) ; and
4. Other relevance factors.

Source: adwords.google.com/support



Example “SarasotaFL.org” 

Keyword



Example “SarasotaFL.org” 

AD CopyKeyword



Example “SarasotaFL.org” 

AD CopyKeyword Relevance



Elements of “Quality Score” 

Your “Quality Score” includes:

1. Relevance of Keywords to ad text/ad group;1. Relevance of Keywords to ad text/ad group;
2. Quality of your landing pages; and
3. Click Through Rate (CTR) ; and
4. Other relevance factors.

Source: adwords.google.com/support



Example “SarasotaFL.org” 

Landing
Page



Example “SarasotaFL.org” 

Landing
Page



Example “SarasotaFL.org” 

Landing
Page



Keyword Quality: “Siesta Key”

1. Keyword quality score;

2. Landing page indicator of quality; and2. Landing page indicator of quality; and

3. Cost Per Click



Keyword Quality Score: Ranges

“Poor” “OK” “Great”

Minimum Bid:Minimum Bid:Minimum Bid:

Source: adwords.google.com/support

$0.01 – 0.05$0.06 – 0.30$0.40+



Keyword Quality Score: Ranges

“Poor” “OK” “Great”

Minimum Bid:Minimum Bid:Minimum Bid:

Source: adwords.google.com/support

$0.01 – 0.05$0.06 – 0.30$0.31+

$5.00+



PPC Management Metrics

Metric Improvement
Range

Typical 
Range

Target
Range

Landing Page
Bounce Rate 40+ % 30 % 20 %

Source:  Madden Media, Proprietary Insights Novembe r, 2008

Bounce Rate 40+ % 30 % 20 %
Keyword
Quality Score

“Poor”
1- 4

“OK”
5 - 7

“Great”
8 - 10

Average Cost
Per Click



Budget – Average CPC Cost

Source:  eFrontier.com



Budget – Range Tourism CPC Cost

$ 0.50 $ 0.80+ $ 1.00+

Source:  Madden Media, Proprietary Insights Novembe r, 2008



Budget – Range Tourism CPC Cost

$ 0.50 $ 0.80+ $ 1.00+

Source:  Madden Media, Proprietary Insights Novembe r, 2008

Lodging
Mixed



Budget – Range Tourism CPC Cost

$ 0.50 $ 0.80+ $ 1.00+

Source:  Madden Media, Proprietary Insights Novembe r, 2008

Lodging
Mixed

Typical
Destination



Budget – Range Tourism CPC Cost

$ 0.50 $ 0.80+ $ 1.00+

Source:  Madden Media, Proprietary Insights Novembe r, 2008

Lodging
Mixed

Typical
Destination

Fully
Managed



PPC Management Metrics

Metric Improvement
Range

Typical 
Range

Target
Range

Landing Page
Bounce Rate 40+ % 30 % 20 %

Source:  Madden Media, Proprietary Insights Novembe r, 2008

Bounce Rate 40+ % 30 % 20 %
Keyword
Quality Score

“Poor”
1- 4

“OK”
5 - 7

“Great”
8 - 10

Average Cost
Per Click

$ 1.00+ $ 0.80 $0.50
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Keywords Keywords Keywords Keywords

PACVB.orgPACVB.org

CVB.com CVB.com CVB.com CVB.com



Keywords Keywords Keywords Keywords
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Google Account



Google Account

Campaign Campaign Campaign Campaign



Google Account

Campaign Campaign Campaign Campaign

Ad Word
Group

Ad Word

Ad Word
Group

Ad Word

Ad Word
Group

Ad Word

Ad Word
Group

Ad Word

Ad Word
Group

Ad Word
Group

Ad Word
Group

Ad Word
Group

Ad Word
Group

Ad Word
Group

Ad Word
Group

Ad Word
Group



CVB.com

Things To Do Outdoors Attractions Stay, Eat, 
Shop

Events

For Kids

Camping

Fishing

Museums

Arts & 

Places to 
Eat

Places to 
Go

For Kids

Hunting

Fishing

Zoos

Arts & 
Culture Places to 

Shop



PACVB Co-op

CVB 1 CVB 2 CVB 3 CVB 4

Ad Word
Group

Ad Word

Ad Word
Group

Ad Word

Ad Word
Group

Ad Word

Ad Word
Group

Ad Word

Ad Word
Group

Ad Word
Group

Ad Word
Group

Ad Word
Group

Ad Word
Group

Ad Word
Group

Ad Word
Group

Ad Word
Group
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