
No Google Analytics? 
No Problem
Simple Web Analytics for Everyone
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Clicky, Fathom, Adobe… Squarespace, Jetpack… Dubsado, CRM… 
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YOU HAVE NUMBERS

Inquiries + Sales: “How many inquiries 
and sales are you getting, what’s your 
close rate?

Engagement Rate: “When you interact 
(via DMs, email, SMS) do they followers 
and leads interact back?

Basic CRM/Web Reports: “If you have 
a Google Alternative, what are some 
basic metrics?
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.2  Simple Questions



WHAT IS 
HAPPENING?



WHAT CAN I 
DO ABOUT IT?



ACTIONABLE METRICS

• Traffic: I don’t know my traffic numbers

• Inquiries: “I get plenty of inquiries, but
but do they want to work with me?

Maybe I should use Calendly, email and 

SMS to get increase my inquiry to lead 

rate.

• Engagement: “I get a lot of engagement 
on my design posts maybe I should start 

sharing more about my process!

they don’t always show up for a consult

sharing more about my process!

but I get lot’s of DMs. I’ll set up 
ManyChat and monitor those metrics.



.The flow of. MONEY
What metrics and data to look at first



START WITH
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LOOK AT
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CONSIDER LAST
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LOOK FOR THE

MONEY GAP



ARE YOU IN THE 
RIGHT PLACE?



.Measure what  .MATTERS
Measure What REALLY Makes You Money
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A C T I O N A B L E
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W H E R E  D O  I  G O



EVENT PLANNING
T H E  C L I E N T  J O U R N E Y

B o o k i n gR e s e a r c hI n s p i r a t i o n

Inquiry form

DMs

Sales Pipeline

Directories

Search

(Key webpages)

Social Media, social 
search

(saves, shares, 
search)



AWARENESS

CONSIDERATION

BOOKING

MAP THE

FUNNEL
WHAT SHOULD I MEASURE?

HOW SHOULD I MEASURE IT?
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SETT ING YOUR OWN

( T H A T  R E F L E C T  Y O U R  B O T T O M  L I N E )

B A S E L I N E  M E T R I C S



at a time

P ROB L EM /
O P POR T UN I T Y



W E B S I T E
R E P O R T S

• Traffic: Are you getting enough traffic to 
your website?

• Demographics: Are you getting the right 
people to your website.

• Behavior: Are they using your website in a 
way that will help you meet your bottom 
line?
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Are you getting enough?
TRAFFIC



T R A F F I C
P R O B L E M S

FIXING

• Leverage what’s working now

• Consider hiring a professional



Are the right people 
coming to your website?

DEMOGRAPHICS



• Landing page optimization

• Acquisition from platforms

• Marketing messages

D E M O G R A P H I C
P R O B L E M S

FIXING



Are people visitors taking 
the action you want 
them to?

BEHAVIOR



• Landing page optimization

• Meaningful CTAs

• Get real! Ask yourself what information 
they need to take the next logical step in 
the process.

B E H A V I O R
P R O B L E M S

FIXING



.Simplest .Path
KEEP IT SIMPLE, SUGAR



.Happen?DID WHAT I  EXPECT



.Questions?
GET IN TOUCH

MountainsideMedia.com
chr ist ie@mounta ins idemedia .com

GET SOCIAL
@mtnsidemediaco


