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as consumer behavior,” says Tara Rawlins, owner of RAW 
Marketing. “One thing we track closely is engagement 
and sometimes the lack thereof. If we are noticing a 
large bounce rate — when a user clicks off a website 
page — we investigate what is turning the customer off 
this particular page and what we can do to keep the user 
engaged and convert them into a paying customer.”

2. Bitmarks
Bitmarks are unique, shortened versions of a URL often 
created for posting on social media sites like Twitter. 
Carleton explains that you can take the URL for a blog 
post and, utilizing a service like BITLY.COM, assign that 
blog post three unique URLs for posting on Facebook, 
LinkedIn and Twitter. You can track how many hits 
each unique URL gets, and from where that web traffic 
originated, by utilizing Bitly or Google Analytics.

3. Hidden Web Page
For online advertisements through Google Adwords 
or Facebook, create a page on your website that is 
only accessible from the ad. “The page doesn’t appear 
anywhere in the site map or the navigation tab [for your 
website],” Carleton says. “The only way to get to that 
page is through a specific placement of the link — in 
specific places you want to drive traffic from.” Then just 
track the results through analytics.

4. Tracking Phone Number
Tracking phone numbers works much like creating 
multiple URLs. “You can go out and buy 800-numbers 
for about $5 each — they cost virtually nothing and even 
Google has a system for tracking them,” Carleton says. 
You can get one phone number for your Google ad, one 
for Yahoo, one for Bing and one for the local newspaper or 
yellow pages. Wherever you purchase your 800 numbers 
from will have a means of tracking which numbers get 
used and then you know what ads are most effective. 

As you obtain tracking results, be careful that you 
don’t start to focus too much of your efforts in one place 
before you have a clear picture of what works. “One 
thing we tell folks to keep in mind is that social media 
and online marketing are just one piece of the puzzle,” 
Rawlins says. “In order to have effective marketing 
results, businesses need to utilize traditional and 
nontraditional forms of marketing and advertising.” 

NO MATTER HOW MUCH MONEY and time you pour into marketing, 
it’s all in vain if you have no idea what works to bring you sales. You 
could be spending thousands of dollars on a newspaper ad that no 
one sees. 

That’s why it’s critical to track all of your marketing efforts so 
that you can budget funds into the right strategies and see more ROI. 
“The more things you can track, the better,” says David Carleton, 
owner of Street Smart Sales and Marketing. “The most important 
thing is to be sure you’re tracking the right stuff.” Carleton gives the 
example of Google Adwords: People rave about getting 500 clicks, 
but retailers rarely know whether any of those turned into a sale. 
“Getting the click is the easiest thing to do,” he says, “but you want 
to see if you can track everything to completion.”

Carleton has programs with several hot tub dealers in which he 
tracks keywords used, web landing pages, time spent on the website, 
whether the visitor signed up for an e-newsletter — and even how 
much someone spent on a hot tub. “If you can close the loop, you 
will know where to put your time, money and resources in your 
marketing efforts,” Carleton says.

STRATEGIES TO TRACK MARKETING EFFORTS
1. Website Analytics
Free website analytics (such as GOOGLE.COM/ANALYTICS) is probably the 
most common way to track your business’ online presence. Analytics 
show real-time data on how customers are interacting with a website, 
including what web pages are the most popular, sources for site 
visitors and click-through rates. 

“As the business owner, you can learn your demographics as well 
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