ONLINE @ AUTHORITY

Practical advice. Straightforward success.

ek i
bt o

|

-

PRESENTED TO

MANITOBA LIBRARIES CONFERENCE

KELLY KUBRICK | May 7th, 2009

© 2009 Kelly Kubrick



°AUTHORITY

Practical advice. Straightforward su

oo e AUDIENCE SURVEY — HOW MANY...

WE WEESE o Are librarians first but also have a

W'w

/
—

marketing / communications
function?

« Have a (library) website?

* Are directly / indirectly responsible
for the website
— Authors creating content

— Webmasters managing the website
— Other?
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« Owner, Online Authority

— Specialize in Internet performance
measurement by auditing websites

« Former Director E-Commerce Development,
Time Warner (New York)

« MBA (New York University)

« BA Eng Lit (Victoria College, U of T)

« Graduate, Radcliffe Publishing Course (Harvard
University)

 Lifelong library card holder!
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Il AGENDA / OBJECTIVES

What is (Internet) performance
measurement?

Is your website accountable?

Prove that you are using your library’s
website to offer better service to your clients

Secure resources to improve the site going
forward

Workshop: Now, it's all about you...
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« It's a process:

— Identify success outcomes (desired behaviours,
expected results)

— Establish key performance indicators (KPIs)

— Set targets

— Collect data

— [Establish baseline

— Measure against target

— Report performance (communicate results)
« And start all over again...
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W PERFORMANCE MEASUREMENT PROCESS

" Identify
_ Outcomes |
Report Establish
Performance KPls
/ J
Measure Set
Against Target Targets
/ . _

- N ,
Establish | Collect
Baseline Data

A /
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* Think of website audience relative to size /
make up of ‘offline’ target audience

— |Is your offline audience growing, flat or falling vs.
previous period?

— How does it segment?
« What reach does the website have today?
— Baseline: # of website visits / # of potential visit
— Growing, flat or falling vs. from previous period?
— Target: What reach should site have in 12 months?
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ENSURE YOUR WEBSITE IS ACCOUNTABLE

STRATEGIC DIRECTION AND
OUTCOMES
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« Before you can identify outcomes, set your
strategic direction:

Measure and affect

Awareness, Attitude and Usage
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o e WHAT IS YOUR WEBSITES ‘PROBLEM?

« Where will you focus your efforts?
— Increase Awareness (find new audiences)

OR

— Change Attitude (towards your products /
services)

OR

— Increase Usage (within your existing
audience)?
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* Increase leads « Generate traffic
generated « Increase levels of self-

 |ncrease brand serve customer
awareness Service

« Reduce content
distribution costs

* Promote events

* Improve customer /
employee relationships

* Increase cross-sell /
« Sell product

up-sell rates N
« Liquidate excess
« Educate customers / inventory (books!)

employees / public /
partners
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oo e POSSIBLE AWARENESS OUTCOMES

* Increase awareness of
— Library’s website?
— Website by audience segment?

— Individual library programs / events?

« Computer / internet seminars, author events,
literacy, self-help, gardening, etc.?

— Available library services?
» Research assistance, training classes?
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« Change attitude towards library’s products /
services

* Improve library website visitor satisfaction
rates

— Why did the visitor come to the library
website today?

— Could you accomplish that task?

« If not, why not? If yes, what did he / she like
best about the online experience?
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oo e POSSIBLE USAGE OUTCOMES

 |ncrease customer service self service:
automate provision of non-complex
Information

— Find directions, parking, hours information
— Apply for or renew a library card?

— Book a computer?

— Suggest a missing resource?

— Answer “how to” research questions?
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PROVE YOU ARE USING YOUR LIBRARY’'S WEBSITE TO
OFFER BETTER SERVICE TO CLIENTS
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o 1 KEY PERFORMANCGCE INDICATORS (KPI)

« Measuring device showing change over time
— Not an absolute number

— A combination of statistics / metrics unigue to the
organization’s requirements

« KPIs have significance beyond properties of statistic /
metric itself

— Show if situation improved, worsened or hasn't
changed at all

— May act as alarm bells if particular activities are
not achieving the desired results

© 2009 Kelly Kubrick



oAUTHORITY

cal advice. Straightfonward su

KPIS IN DISGUISE

Cost per square foot (renovations / purchase)
Ski resort lift capacity: 37,880 people per hour
Funding (received) per employee

Average training hours per employee

% of expenses on R&D vs. SG&A

Exports of goods and services (% of GDP)

Fertility rates, total (births per woman), Roads paved
(% of total roads), Military expenditure (% of GDP)

© 2009 Kelly Kubrick



s O AuTHORITY

cal advice. Straightfonward su

n e TYPICAL WEBSITE METRICS

« Average number of visitors and / or visits
* Average number of page views
« Average number of onsite searches

 NOTE: Metrics not yet KPls; are simply
iInputs. Need to combine them to provide
iInsight / ensure can be compared over time

— Subtext: KPIS unique by organization
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« Average page views per visit
— Total page views divided by total visits
« Percent website reach

— Total visits divided by total potential e.g.
(offline) audience

— Compare this to in person use of library or
number of phone calls or emails received

« Question: how does your website traffic
correlate to library service hours?
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n e MORE AWARENESS KPIS

* Home page entry percent

— Total home page entry visits divided by
total visits

* Are visitors oriented when they don'’t start on
the home page?

« Audience source mix
— Percent direct traffic
— Percent search engine traffic
— Percent referral traffic
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THREE WAYS TO BE FOUND

“Direct” or “No Referrer”: Traffic arrives by
bookmark or memorized URL

Referral: Traffic arrives via a third party
website linked to your site

— Academic, media, association, etc.

Search Engine: Traffic arrives via search
results page on commercial search engine

— Google, Yahoo, About, etc.
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oo e DIRECT ASSUMES BRAND AWARENESS

= 1Google - Windows Internet Explorer

e e

] .
% r - '_-'E:I:p.,l',l'www.ynurllhrar':.f.cnm>

File Edit  View Iu:u:uls Help

) Mozilla Firefox

File  Edit  “iew Higtu:ur';.f Tools  Help

i
- far | Qttp:,l',l'www.ynurlihrar';.-'.mrD
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WHAT PERCENT IS DIRECT?

How does that compare to last year?
What does that say about brand awareness?

How does it correlate to other promotional
efforts?

Is your URL easy to recall?

Have you registered both .ca and .com
versions?

© 2009 Kelly Kubrick



’“Tlr
—

© AUTHORITY

Practical advice. Straightforward success.

B e REFERRAL = INBOUND LINKS OR PUBLICITY

é Manitoba Library win | AR TNERSHIP
Assoc'atlon i aA AP | s MLA wsLa “ )\ oLA :.—|.~,

vou are here: home

navigation

Members' Area

Membership Info
Mews

Events

Submit an Event
Scholarships & Awards
Jobs & Career Info
Constitution & By-laws
MLA Archives

LA Ernail Mailing Lists
MLTA

Directory of Libraries
Contact Us

MLA action in response to
oversight re: new
irmrniarant warnen

May 02, 2009
MLA action in response to oversight re: new immigrant women E=ES

Last month (&pril) Labowur and Immigration Manitoba released a guide for new immigrant women out of the Status of Women
Office, The guide, entitled Manitoba My Mew Home. Living in Manitoba. & Resource Guide for Immigrant \Women, is the first of its
kind in Canada.

Unrfartunately this document - promoted as a key resource to support the full range of new immigrant women's needs - left
libraries virtually unmentioned. Mo library or library system is listed in the Guide's directory, and libraries receive 3 scant
mentions in the 109 page docurment,

The MLA feels this was a significant oversight., Our community - libraries from a range of sectars - know the value we have to
offer new immigrants, We are aware of the services we deliver to them and the difference we make to their social and econamic
status.

Following a review of the Guide, [ sent a query via the MLA and other listservs asking for your stories about interacting with new
immigrant wornen and their families, Thank you for your feedback, Messages were received from many sources including small,
rural libraries, academic libraries and special libraries and reinforced that we are serving this group in creative and effective
Ways,

Your input informed the letter to Minister Mancy Allan included below, I am happy to report that talks with the Stat

Link on MLA sends traffic to conference; conference receives referral traffic

about mla

MLA provides leadership
in the promotion,
developrnent and support
of library and information
services in Manitoba for
the benefit of MLA
members, the library and
information comrunity
and the citizens of
Manitoba.

Find us on

Facebook

May & - 9, 2009
Delta Winnipeg
Click here for conference

website,
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WHAT PERCENT IS REFERRAL?

How does that compare to last year?
Extremely cost effective source

— Qualified traffic with no media cost
Like all publicity, there are trade offs
— Links from bad reviews, etc.

Increase quantity & quality of inbound links; search
engines increase your ‘importance’ & thus visibility

— Who could link to you?
— Who could you link to?
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o e SEARCH = VISIBILITY

Web [|mages Maps MNews Yideo Grmall more

GO L)S[e libraries in manitoba v& Search w
/\)/M/O,?
Web W

Manitoba libraries library catalogues & books — Libdex com
Manitoba libraries, library catalogues & books. Add your librany and update it.
wewrw libdes comdcountry/canada/manitobal - 7k - Cached - Similar pages

Manitoba Library Association - Directory of Libraries in Manitoba m
Thanks to Public Librany Services for providing the Manitoba Library Association wi

permission to mount this information, which is based on their 1993 ...
wwrwe. Umanitoba. callibraries/engineering/mla/libdir html - 140k - Cached - Similar pages

Manitoba Library Consortium Homepade
The mission of the Manitoba Library Consortium Inc. is to facilitate effective resource sharing
among the libraries in Manitoba ...
weanie. Umanitoba. callibraries/mici/ - 18k - Cached - Similar pages
Mare results from wwww. Uranitoba.ca s
Library | Manitoba Conservation | Frovince of Manitoba @
WWelcome to the Conservation and Environment Library. Our library parti®rs include

Manitoba Caonservation, Manitoba Water Stewardship, Environment Canada, ..
wearw, gov. mb.cadconservationlibrany! - 13k - Cached - Similar pages

Manitoba | eqislative Library

This site pravides an online presence for the Manitoba Legislative Library. The library's
holdings are described and detailed instructions on how to access ..

wennie. oy, b cadchedleg-libd - 17k - Cached - Similar pages

Waore results from www. gov.mb.ca »
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Wehbh [mages Maps Mews “Yideo Grail rmore

e . . Advanced Search
Googl |CEI.I’IbbEEm vacation | [ Search Freferences

Wehbh [ews

Caribbean Vacations
wow. HedTag.ca Experience the beauty of the Caribbean for less. Great deals.

Caribbean vacation
tripcentral.ca/Caribbean Al Inclusive Packages from Toronto Compare prices. We've been therel

Caribbean Vacation Packages - Cheap Caribbean Vacations ...
Caribbean Family Vacations - Visit Expedia for the best Caribbean Vacation Packages,
Cheap Caribbean Wacations and Caribbean Family Vacations.

Cruises - Hotels - Cheap Flights to Puerto Rico - Best of Caribbean

winyy. expedia. comfdaily/vacations/caribbean/default. asp - 89k - Cached - Similar pages

Caribbean.com Caribbean Islands and hore - 49 + Trawel ...

Caribbean Islands: Our Caribbean travel & destination guides contain thousands of listings
for Caribhean vacation rentals, Caribbean hotels, ...

MAPS - Turks & Caicos - 3t Lucia - Specials

wwewy. caribbean. com/ - 94k - Cached - Similar pages

Caribbean Luxury Vacations at Sandals Resorts
Ten adult only resaorts to choose from across the Caribbean.
wnw, gandals. comyd - 42k - Cached - Similar pages

Caribbean Travel Vacation Packages, Hotels and Trawvel on Orhitz

Find great rates on Caribbean Travel vacation packages, hotels and other Caribbean Travel
travel deals at Orbitz.

wenw 0rbitz. comsApp/PeformMOLPDealsContent?deal_id=caribbean&ont=PKH - 632k -
Cached - Similar pages

Sponsored Links

esults 1- 10 of about 19,900,000 for carl

Sponsored Link

Caribbean Vacation

f ibhean Deals.
Get Cur Best Rates, Guaranteed!
wanewy. HiltonCaribbean com

lce Storm or Sunny Beach?

Came vigit the Dominican Republic
and save up to 40% on villa rentals
wewr nothcoastmanagement.com

Caribbean Vacation

Hotel Pics, Reviews & Low Rates.
Book with Ease at Expedia.ca.
Expedia.ca

Caribbean Vacation
Discover Our Vacation Deal For
Your Next Vacation. Book Online!
Exitnow caVacation

Caribbean Vacation

Over 1150 Luxury Caribbean Villas.
Full concierge services included.
Yillas. Caribbeanyay. com

The Cove Eleuthera
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o e WHAT PERCENT FROM SEARCH?

Segments into “organic” and “paid”

How does search compare to last year?
Organic an extremely cost effective source
— Improve visibility in search engines

— Acquire qualified traffic with no media cost

What percent arrive using variations on your
brand name vs. your category?

— If all brand, must improve category visibility
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M Direct Traffic

89,00 (21.74%)

008

M Search Engines

7500 (43.60%)
M Referring Sites

8.00 (4 B5%)

M Search Engines

106.00 (64 249

M Direct Traffic
S4.00 (32 73%)

M Referring Sites
5 .00 (3.03%)
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L] I8 ALITTLE OF COLUMN A, ALITTLE OF COLUMN B

« Key phrases (source) vs. onsite search terms
(usage)
— keywords which delivered visitors vs. terms
entered into onsite search engine

« Comparative list ranked by number of searches

— Indicates disparities in vocabulary used to
arrive at site vs. navigate it
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» “Terms not found”

— Terms entered into your onsite search
engine which generated “no results”

 Percent zero result searches

— Total zero result searches divided by total
search instances

© 2009 Kelly Kubrick
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n e USAGE KPIS

 Home page view percent

— Total homepage page views divided by total page
VIEWS

 [Information find conversion rate

— Number of visits that arrived at a defined goal
page divided by total visits to the site

* Average conversions per visit

— Total conversions divided by total visits:

» Book a Computer, Sign up for a newsletter, Register to
attend an event / program, etc.
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 Percent satisfaction rates

— Total number of visitors reporting high satisfaction
divided by total number of visitors surveyed

— Total number of visitors reporting low satisfaction
divided by total number of visitors surveyed

« Task completion rate

— Via survey, how many / what percent of visitors
are able to accomplish the task they came to
complete?

© 2009 Kelly Kubrick



oAUTHORITY

cal odvice. Stra g forward su

SECURE RESOURCES TO IMPROVE THE WEBSITE GOING
FORWARD

INTERNET PERFORMANCE
MEASUREMENT TOOLKIT

© 2009 Kelly Kubrick



Upcorning Public Programs

At Classes

Artfar Lunch

Family Sunday

Film

Guided Tours

Inthe Galleries
Lectures & Talks
Library

Music

School Frograms N- 12

Education &

ublic Pr
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' WASP ADD-ON IN FIREFOX

The Clara Lander Library

The Library collection of some 24,4001 books and exhibition catalogues. ‘e also
maintain & large collection of at joumals, at newsletters, bulletins. Some of our other
collections are highlighted below

The Library s non-circulsting but users can carry out personal research making use of
the orline catalogue and other resources

Services

Library Hours
Tuesday to Friday - 11:00am to 4:30 pm

Anyone wishing to use the library outside these hours is requested to make an
appointment by calling (204) 7856841, ext. 237

Reference Desk
Tel: 2047866641, ext. 237

Fax: 204-766-4998

Ernal inquities: librarian@wag.mb.ca

Photocopy charges
Photocopies: $0.15 letter size / §0.20 legal size / $0.30 oversize
Print-out of bibliographies or any computer documents: §0.15 per page

& ¥ Gongle Analytics (G)

« Web Analytics

olution Profiler
WASP

 Indicates which page
tagging web
analytics tool site
uses

Produces meta data
audit to improve %
search KPI
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oI e WASP OUTPUT OF META DATA

Title Description Keywords
Discover Upper Canada Village, and step  Upper Canada Village, tourist, attraction, heritage, Parks of
back in time over 130 years to experience the St. Lawrence, morrisburg, cornwall, ontario,
Upper Canada life in a bustling 1860s community, set on  accommodations, restaurant, packages, weekend getaway,

Village - the banks of the St. Lawrence River in seniors,history, 19th century, turn of the century, day-trip,
Morrisburg, Eastern Ontario. One of Canada's top school trip, destination, Canada-USA Border, Eastern
Ontario, Canada tourist attractions. Ontario, weddings,

Discover Upper Canada Village, and step  Upper Canada Village, tourist, attraction, heritage, Parks of
back in time over 130 years to experience the St. Lawrence, morrisburg, cornwall, ontario,
Upper Canada life in a bustling 1860s community, set on  accommodations, restaurant, packages, weekend getaway,

Village - the banks of the St. Lawrence River in seniors, history, 19th century, turn of the century, day-trip,
Morrisburg, Eastern Ontario. One of Canada's top school trip, destination, Canada-USA Border, Eastern
Ontario, Canada tourist attractions. Ontario, weddings,

Upper Canada Village, tourist, attraction, heritage, Parks of
the St. Lawrence, morrisburg, cornwall, ontario,

Upper Canada accommodations, restaurant, packages, weekend getaway,
Village - La visite de Upper Canada Village constitue seniors, history, 19th century, turn of the century, day-trip,
Morrisburg, une exprience magique qui vous transporte school trip, destination, Canada-USA Border, Eastern

Ontario, Canada dans le temps jusque dans les annes 1860. Ontario, weddings,
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~
Google Analytics kelly@onlineauthority.com | Setfings [ My Account|Heln | Sign Out 2
LR T e T & onlineautharity. cam v I
LGP 0
%% Dashboard Beta Achyanced Segmeants
¥ Saved Reports
A Visitors Dashboard Apr 5, 2009 - May 5, 2009 ~
2, Traffic Sources
[J Content

B Graph by: =}
P Goals |

20

T Custom Reporting ™

Settings ) .\.__. ‘/M/\\.—. //\._._.\. /,-\/._.__'\-— /l\.m

Acvanced Segments Beta [ April 8, 2008 [ April 13, 2000 [ April 20, 2008 [ April 27, 2008
o
Email
Help Resources forsonr 182 Visits WM~ 57.69% Bounce Rate
(%) About this Report
(%) Conversion University W 426 Pageviews . J.l, . 00:01:37 Avg. Time on Site
@ Common Guestions

M 2.34 Pagesvisit

VTN 75,82% % New Visits

¥ Visitors Overview

# Map Overlay
20 20 it
|Wa
151 visitors

| wview report

‘ view report ‘
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oo e EPIKONE SITE SCAN

54,140,729 Pages on 79,223 Sites Scanned to Date

45% Pages Found with Errors

sitescan

Set up Google Analytics The Smart Way!

SCAN YOUR SITE | HOW IT WORKS

SAMPLE REPORT |

F.epikOne

FAQs | CONTACT J

Results Summary for www.cmaottawa.com

37 out of 55 pages are
tagged properly

67%

Overview
Tracking Code Installation - Problem

Google Analytics only tracks pages that contain the Google Analytics
tracking code. This code needs to be added to each page of your site,
either rnanually or through the use of includes or other methods. The
CSY Download of your SiteScan will give you maore information on each
page of your site, and if there are any tracking errars.

Resources | How To Install the Tracking Code | Where to Find Your
Tracking Code

Query String Parameters -

™ Download Page-By-Fage

Report Details
csv format (this report will be available
for 30 days)

Google Analytics Helpful Links and Resources

J'-\ — Self-Help Knoveledge and Resources
Google Analytics Setup Guide — Free from the Experts at
EpikOne

Get Google Analytics Help
Visit AnalyticsExperts.com and browse
our Google Analytics Services >>
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 Visitors / Visits

« Page views

* Onsite searches

 Traffic Sources (Direct, Search, Referral)
« Landing / entry pages

« Keywords

 Information find conversion rate

« Average conversion rate
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ey Bibliotheque

publiqué d'Ottawa

EXPLORE

CONNECT

Harne > Ask a question

ASK A QUESTION
Have a question? We've got answers!

e Meed information? A5k a Librarian
Have a question about your account? Use our account inguiry form
Mews!

MNeed computer help? Get technical supnort
e Have a comment or suggestion? Use our feedback form

e Want to borrow something we don't have? Sugoest a title for the
collection

Ask a Librarian

ONLINE @ AUTHORITY

Practical advice. Straightforward success.

Chat live with Library staff who are waiting to
help you with online research.

askON

online research help

Instant Messaging

Prefer IM? Send us an instant message when you need research help or
have a library question. We use MSH Messenger - add

-~
HOME | SITEMAP | FAGQ | FRAMCAIS | % RESIZE TEXT &
»> CATALOGUE
|searc:h |m
@Catalogue OSite
EXPERIEMCE 4
All you need to kn
Make a suggestion
to purchase -
Interlibrary-loan
|

ref@BiblioOttawalibrary .ca to your contacts list,

ey, biblioottawalbrary.ca ) W Google Analytics (GA)
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SEARCH RESULTS

Introduction to YWeb Analytics training course description «

Qrline ...
Intraduction to Web Analytics training course offered by Online Authoarity.
waney onlineauthority. com/coursesfintroduction-to-web-analytics/

Gougle™

Customn Search

WebTrends, Google Analytics, \Writing for the Web and web analytics ...
Wehb analytics and Internet marketing training and courses offered by consulting firm
Oinline Authority.

wanwy. onlineauthority. comiftraining-courses!

Clients of Internet marketing performance and web analytics ...
Government, public, nan-profit and private sector clients of Internet marketing consulting
firm Online Autharity.

waany. onlineauthority. comfour-clients!

About Kelly Kubrick Cook, Infernet marketing performance, web ...
She is a member of the Web Analytics Association and served on its Education
Committee working group, focused on enhancing the University of British ...
waany, onlineauthority. comfabout-us/

Internet marketing, web analytics articles, case studies by Kelly ...
Internet marketing articles and case studies from Kelly Kubrick (Coak) of Cnline
Autharity.

waany. onlineauthority. comfcase-studiesd

Results 1- 10 for analytics. (0.36 seconds)

Ads by Google

Google Analytics

Powerful tool to understand
website perfarmance and RO
wharwy. google. comdanalytics

Warketing analytics

Compare SFA Software & Features.
Download Free Comparison Guides.
wne. InsideCRM. com/SalesForce

Expert AdWords Management

The #1 Ranked Search Marketing Firm

on the Inc 500. Learn Why We Are #1

wane wipromote. corm/AdVWords-Management
Ontario

ASA Marketing Analytics
Improve Marketing Results
with Predictive Analytics.
WA, 3SECOFD. O

PDF Marketing Analytics

© AUTHORITY
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[anaiyic ][ Seareh ]

€™ Custorn Search

CLIENT
TESTIMONIALS

*I worked with Kelly {of
Cnline Authaority) during
her time at Time Inc.
and found her to be
exceptionally
knowledgeable and a
joy to work with, "

Stephanie Solomon,
Director, Strategic
Partnerships, Time
Inc., Time Warner

LATEST NEWS

wieb Analvtics Wednesday: Feb
11, 2009

Good news - Alex Langshur of
PublicInsite has announced the
date for Ottawa’s next Wweb
Analtytics Wednesday, Details:
wednesday...

Ottawa Business Surnrit 2003
1f_5r0u have the chance, please
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Number of searches
Onsite search terms
Terms not found
Percent zero searches
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W e ONLINE SURVEY SOLUTIONS

iperceptions ; {55!

Privacy Policy

Based on today's visit, how would you rate your web site experience overall?
O Verybad

() Bad

o Fair

(& Good

& Werygood

(& Outstanding

Make a selection above to proceed.

Section: 1 of 4 @ Question: 10/10
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* Percent high / low satisfaction rates
« Task completion rates
* Visitor intent
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e COST OF TOOLKIT? PRICELESS

TOOL BASIC

$0.00
$0.00
$0.00

n/a
— Up to 1,000 pages in your site
$0.00

PREMIUM

$50-$750
$0.00
$0.00
$100.00

$0.00
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INTERNET PERFORMANCE MEASUREMENT WORKSHOP

© 2009 Kelly Kubrick
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[l IIE YOUR INTERNET PERFORMANCE MEASUREMENT PLAN

Chose a website / website section. Identify:

— Your website’s current “problem” thus strategic
direction (awareness, attitude or usage?)

— Your 2009 website outcome
« Ensure you define your website’s target audience
— Which three KPls are most appropriate for your
strategy & outcome?

— Which tools would you consider using to collect the
KPI data?

* Present to group

© 2009 Kelly Kubrick
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« Of the KPIs you selected,

— What challenges will you face to access
the necessary tool / data source?

— Per KPI, what might be a possible
performance target to set?

— How will you establish baselines?
— How frequently should you measure?
— Who is the right audience for your report?

© 2009 Kelly Kubrick
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[IIE AGENDA / OBJECTIVES ACCOMPLISHED

Was (Internet) performance measurement defined
for you?
Did the workshop help to:

— Make your website be accountable to your
strategic focus & outcomes?

— Provide KPls to prove you are using your
library’s website to offer better service to your
clients?

— Propose resources to improve the site going
forward?
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oo e THANK YOU!

* Any questions?

Kelly Kubrick
Online Authority
(866) 280-3046
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