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A few quick notes before we begin …

• Can you hear us okay? (What is your goal for today’s session?) 
• To improve presentation clarity, limit memory- and bandwidth-

hogging applications (e.g. Dropbox, backups, etc.) 
• Have issues?  

• Check your settings 
• Let us know in Questions box 
• Try reloading the webinar 

• Have no fear: a replay will be available for on-demand viewing
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Webinar 2: How to Leverage Your Traffic Into Better 
Decisions and More Conversions

Maximizing Your Traffic with Rainmaker 





• Making the Most of Rainmaker and Google Analytics 

• How to Perform Simple, Valuable A/B Tests 

• Q&A (if time)

Agenda



Making the Most of Rainmaker 

and Google Analytics
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The Dashboard

At a glance, see your 
general traffic trend. 

Ask yourself: Does 
anything look odd or 

unexpected?



The Dashboard

copyblogger.com, for 
example, follows a very 

predictable traffic 
pattern. Easy to spot 
an unusual change. 

http://copyblogger.com


The Dashboard

At a glance, see a 
snapshot of your 

basic stats.



The Dashboard

Extended stats will 
show you top posts 
and top referrers.
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Rainmaker Analytics Reports

The Google Analytics results you see in Rainmaker are 
simply what you can see when visiting your actual 

Google Analytics account. 

Rainmaker includes it to make it easy for you to access 
right from your website, but it is not controlled by the 
Platform. What you see will depend upon the settings 

you've created inside Google Analytics.



Results > Analytics 
Reports

Rainmaker Analytics Reports



Rainmaker Analytics Reports



Summary Report graph 
shows individual sessions 
(red line) and page views 

(blue line). 

A single session can have 
multiple page views.

Rainmaker Analytics Reports



Red numbers mean the 
metric is worse month-

over-month. Green 
numbers mean the metric 

has improved. 

Rainmaker Analytics Reports



Important: A red number 
isn’t necessarily “bad.” 

For example, this site gets 
its most traffic and 

engagement in early 
March. So you’d expect 

traffic to taper off in April, 
as it has. 

Rainmaker Analytics Reports



Context is essential for 
understanding data. 

Rainmaker Analytics Reports



Rainmaker Analytics Reports



The Engagement Report 
graph shows Pageviews 

(blue), Sessions (red), and 
Bounces (yellow). 

Rainmaker Analytics Reports



Ideally, you want a yellow 
line as close to the X-axis 

as possible (fewer 
bounces), and as much 

distance between the blue 
and red ones as possible 

(many pages per session).

Rainmaker Analytics Reports



Rainmaker Analytics Reports

Where is your traffic 
coming from?



Rainmaker Analytics Reports

Note: (direct) traffic is likely from 
an email, a browser bookmark, 

typing in your URL, etc. 



Rainmaker Analytics Reports

What search engines bring 
you the most traffic?



Rainmaker Analytics Reports

What countries bring you 
the most traffic?



Rainmaker Analytics Reports

What social media sites 
bring you the most traffic?



Rainmaker Analytics Reports

Hey, why no love for the 
Keyword report?



Rainmaker Analytics Reports

Because you are better off using Google’s 
Search Console (previously called Webmaster 

Tools) to get the most useful keyword data. 



Google Search Console



Google Search Console

Here you can see 
all the Google 

search keywords 
driving organic 

traffic to your site.
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“I can say without hyperbole that no functionality in Google 
Analytics is misunderstood as much as campaign tagging. I’m a 

huge proponent of it because it enables marketers to track the 
effectiveness of all of their marketing efforts. 

“I’m writing this guide because if marketers understood the power of 
campaign tagging — and the level of granularity they could achieve 

when done well — there would be fewer spaghetti stains on their walls. 
In my experience, most companies either under-utilize, mangle, or 

overlook campaign tagging altogether.” 

— Annie Cushing 

http://www.annielytics.com/guides/definitive-guide-campaign-tagging-google-analytics/
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The full list of popular UTM 
parameters that can be used: 

• utm_medium 
• utm_source 
• utm_campaign 
• utm_content 
• utm_term

Great — so what 
do you do with 

these tags?



Tagging and Goals

The full list of popular UTM 
parameters that can be used: 

• utm_medium 
• utm_source 
• utm_campaign 
• utm_content 
• utm_term

Add them to CTA links!
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Tagging and Goals

Example of a UTM-tagged link: 

www.yoursite.com/? 
utm_medium=email&utm_source=newsletter&utm_content=weekly-04

The general content 
type (email, PDF, or 

paid media)



Tagging and Goals

“If you’re running email campaigns, campaign tagging rises from really 
good idea to critical. This is because traffic from email will be grossly 

under-reported if you don’t tag all links pointing back to your site.” 

— Annie Cushing 

http://www.annielytics.com/guides/definitive-guide-campaign-tagging-google-analytics/



Tagging and Goals

Example of a UTM-tagged link: 

www.yoursite.com/? 
utm_medium=email&utm_source=newsletter&utm_content=weekly-04

The specific content 
type (newsletter, promo, 

autoresponder, etc.)



Tagging and Goals

Example of a UTM-tagged link: 

www.yoursite.com/? 
utm_medium=email&utm_source=newsletter&utm_content=weekly-04

The specific piece of 
content



Tagging and Goals

Example of a UTM-tagged link: 

www.yoursite.com/? 
utm_medium=email&utm_source=newsletter&utm_content=weekly-04

Where should we not use UTMs?



Tagging and Goals



How to Perform Simple, 

Valuable A/B Tests



You have an idea for 
new copy or a new way 
to display content on 

your website.

The question is …



… is it a good idea?



There’s only one way to 
find out for sure …



TEST!



Using Rainmaker’s Built-In A/B Testing Tool



Using Rainmaker’s Built-In A/B Testing Tool

Original page.

Notice the testimonial.



Using Rainmaker’s Built-In A/B Testing Tool

Would removing the testimonial 
help people get to the form 

quicker and increase 
conversions?



Using Rainmaker’s Built-In A/B Testing Tool

Variation 1

No testimonial. 
(Everything else is the 

same.)



Using Rainmaker’s Built-In A/B Testing Tool

Variation 1

No testimonial.

Two pages 
enter.

Only one can 
remain.



Using Rainmaker’s Built-In A/B Testing Tool



Using Rainmaker’s Built-In A/B Testing Tool

Give your test a 
descriptive name.



Using Rainmaker’s Built-In A/B Testing Tool

Choose the Original page 
(from a dropdown of all 

pages — including 
Landing Pages)



Using Rainmaker’s Built-In A/B Testing Tool

Important note: To perform an A/B 
Test on the Home page, you must 

be using a page as your home 
page. (This is set in Design > 

Appearance)



Using Rainmaker’s Built-In A/B Testing Tool

Choose the first Variation 
page (from a dropdown 

of all pages).



Using Rainmaker’s Built-In A/B Testing Tool

You can add up to two 
more variations — 

essentially creating an 
A/B/C/D test.



Using Rainmaker’s Built-In A/B Testing Tool

Choose the page your 
users are redirected to 

upon successful 
conversion. (Often a 

thank you page.)



Using Rainmaker’s Built-In A/B Testing Tool

Choose how you want 
the page distribution to 

occur — evenly or 
randomly.



Using Rainmaker’s Built-In A/B Testing Tool

Choose how long you want 
the test to run — until you 

stop it, or based on a 
predetermined number of 

page views.



Using Rainmaker’s Built-In A/B Testing Tool

Create your test, and …



Using Rainmaker’s Built-In A/B Testing Tool

Get your 
popcorn ready!



Using Rainmaker’s Built-In A/B Testing Tool

Check results at a 
glance using the A/B 

Tests dashboard 
widget.



Using Rainmaker’s Built-In A/B Testing Tool

To dig into results, 
click Conversion > 

A/B Tests



Using Rainmaker’s Built-In A/B Testing Tool

You will see all of 
your A/B Tests, 

their results 
results, and their 

current status. 



Using Rainmaker’s Built-In A/B Testing Tool

Let’s check the 
results of our 

completed test.



Using Rainmaker’s Built-In A/B Testing Tool

Here is a recap of 
the settings.



Using Rainmaker’s Built-In A/B Testing Tool

And here are the 
results.



Using Rainmaker’s Built-In A/B Testing Tool

After 2,000 evenly distributed 
visits to the two pages, the 
Original outperformed the 

Variation by 8.7%.



Using Rainmaker’s Built-In A/B Testing Tool

So my hypothesis was 
incorrect. It appears the 
testimonial does* have a 

positive impact on conversion.



Using Rainmaker’s Built-In A/B Testing Tool

Once we are 
ready to stop a 

live test, click Edit 
from the main A/B 

Test page.



Using Rainmaker’s Built-In A/B Testing Tool

Then click Edit again.



Using Rainmaker’s Built-In A/B Testing Tool

Then choose to 
pause the test, 

mark it complete, 
or keep it running.



Using Rainmaker’s Built-In A/B Testing Tool

You can also 
change the other 
settings while the 

A/B test is live.



4 Important A/B Testing Tips



1. Change only one variable per Variation (as compared to 

Original)
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Using Rainmaker’s Built-In A/B Testing Tool

So do I have enough data here 
to make a statistically 
significant judgment?



1. Change only one variable per Variation (as compared to 

Original) 

2. Make sure you have a large enough sample size 
• Rule of thumb: 2,000 sessions/observations for each 

Variation and at least 5% or greater baseline conversion rate 

3. Don't call the results until the whole thing has finished
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1. Change only one variable per Variation (as compared to 

Original) 

2. Make sure you have a large enough sample size 
• Rule of thumb: 2,000 sessions/observations for each 

Variation and at least 5% or greater baseline conversion rate 

3. Don't call the results until the whole thing has finished 

4. Don't let your test run longer than a month because cookies 

will start to expire

4 Important A/B Testing Tips



Coming up …



Q&A on How to Leverage Your Traffic Into 
Better Decisions and More Conversions 

Friday, April 28 at 2:00 p.m. Eastern Time



Questions?



http://newrainmaker.com

