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Everything a PR Pro Needs to Know 
about Google Analytics
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GOOGLE ANALYTICS ISN’T JUST FOR MARKETING 

PR Pros Need Better  
Reporting Analytics
We live in a data-driven age. Every decision made, every 
dollar spent, is justified and optimized by data. With the 
rise of performance marketing, there is more pressure 
than ever on PR teams to prove their value.

Quantifying value is an age-old enigma for PR 
professionals. Even with metrics like impressions, 
readership, and ad equivalency, we’re only getting finger-
in-the-wind accuracy of PR’s impact on the business. 

It’s time that changed. You’re about to learn how to 
leverage more modern metrics provided by Google 
Analytics (GA), that any PR team can use to accurately 
measure their digital impact, and reclaim their seat at the 
marketing table. 
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You’re Going to Learn How To

FOCUS ON GA METRICS THAT MATTER

ESTABLISH GOALS

OPTIMIZE STRATEGIES & CONTENT

Learn From A Trailblazing Brand
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Why Google Analytics 
Matter to PR Pros
Google Analytics data is what the most successful 
brands are using to guide day-to-day pitching, 

optimize PR strategies, and report on results. It’s changed 
daily routines for PR professionals at the likes of Nike, 
Adidas, and Starbucks. 

With GA, you can discover in-depth data about  
audiences and content on your website that answer 
questions such as:

 Which PR articles prompt people to visit your website? 

 Are they staying on your website to read more about you?

Do they end up engaging with you or buying from you?
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How Google Analytics Works 
and Why It’s Valuable to PR
Google Analytics shows who’s coming to your website 
and what they’re doing once they get there. The most 
important capability of Google Analytics is its ability to 
measure “goal conversions.” It sounds jargony, but it’s 
actually quite simple.

LET’S BREAK IT DOWN

Every marketing organization on the planet has a primary 
business goal for their website such as:

A goal conversion measures anytime someone goes to 
your website and takes one of those high-value actions 
that your marketing team deems most impactful.

When TrendKite introduced Google Analytics to PR 
analytics, PR teams were able to see for the first  
time ever how they contributed to these high-value 
business activities.

BUY Buying a Product

Requesting Information

Donating Money

Submitting an Application
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Can’t My Digital Team  
Do This for Me Already?
Technically yes, but you’d need a full-time hire to 
properly measure it because it would be a very manual 
process. Google Analytics houses every source that’s ever 
pointed someone to your website, so there’s a lot of data 
in there. There’s no easy way to discern which is a PR 
article without clicking each link individually.

PR software that integrates 
with Google Analytics is able to 
easily match those links with the 
articles in their database, and 
report to you in real-time how 
much traffic and goal conversions 
your earned media is driving.

We know it can feel like you’re 
scrolling through an endless 

list of data. It’s complicated stuff! Fortunately, good 
PR analytics will eliminate the complexity of Google 
Analytics and only serve up impactful data in an easy-to-
digest manner.  
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Introducing Google Analytics 
Metrics That Matter for PR
The following Google Analytics metrics are most 
impactful for PR professionals to measure the quality of 
their coverage, quantify their impact on the business,  
and learn about what is and isn’t working. 
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Sessions
Also knowns as “visits,” sessions tell you how 
many people read coverage about you and then 
clicked a link to visit your website to learn more. 
Use this number to report, “The Wall Street 
Journal article drove 50% of today’s traffic with 
3,000 visits to the website.” 

New Users
How many people read an article and clicked to 
learn more about you who have never been to 
your website. New users are valuable because if 
you targeted effectively, these are new prospects 
for your products or services.

% New Sessions
Percent of traffic driven by earned media is net-
new customers. You’d use this metric to say, “Of 
the 3,000 visitors from the Wall Street Journal 
Article, 70% of them are new to our business.” 

Bounce Rate
The percentage of website visitors who navigate 
away from the site after viewing only one page. 
The lower the bounce rate the better - best in 
class is 30%. Bounce Rate shows that an article 
“delivered on its promise,” and the visitor finds 
value in what they found on your website.
 

Pages/Sessions 
How many pages of your website someone looked 
at in a single visit. The more pages the better; it 
shows the person is engaged and interested in 
learning more about your organization. 

Avg. Duration
How long visitors are clicking around your website 
and reading content. The higher the duration, the 
warmer the lead. A low duration - say 0:20 - may mean 
the messaging on the webpage needs some work. 

[Goal] Completions
The number of times a visitor completed an 
important “Call to Action” on your website. This is  
a powerful metric because you’ll be able to tie  
your efforts to the business: “My article in the Wall 
Street Journal generated 200 demo requests  
[goal completions].”

[Conversion] Rate
The % of visitors to your website that took that  
high value action. Ask your digital team what your 
real conversion rate is, but let’s imagine it’s 3%.  
If you have coverage that converts at a higher  
rate, then perhaps it’s time to invest in more PR! 
 

Value
Is a dollar amount tied to a Goal Conversion. 
For ecommerce, this is simply total sales. E.G. 
“Our article generated 20 sales, worth $3,000 in 
revenue.” If you’re an indirect business model, you 
can set up a value based on conversion rates. E.G. 
a demo request may be worth $300 to you because 
10% of the time it converts to a $3,000 customer. 
Then you say, “Our articles generated $6,000  
worth of demos.”
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How to Use Google Analytics to 
Increase PR Effectiveness
As portrayed above, there are a lot of Google Analytics 
metrics that are powerful and relevant to PR. You can 
use all of them, or just two of them - sessions and goal 
completions - and radically increase the effectiveness of 
your PR pitching and targeting. 

USING GA DATA TO IMPROVE PITCHING & TARGETING

By using real, concrete data to focus your pitch list, you get 
visibility and clarity into what’s driving business outcomes. 

You’re also able to use this data 
to tailor your PR approach and 
optimize for highest-impact. 
Once you start employing this 
strategy, you’re set up to deliver 
powerful analytics that better 
measure the impact of your PR.

1.  Sort last year’s  
coverage by traffic.

2.  Identify authors and  
pubs that drove the 
most traffic. Add them  
to a pitch short-list.

3.  Study and learn from  
the messaging in the  
best-performing articles.

4.  Repeat steps 1-3 by 
sorting coverage by goal 
completions.
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The Most Valuable PR Activity 
You’ve Never Heard Of
One of your primary goals as a PR professional should be 
to land backlinks in your PR coverage, because ultimately 
you want an engaged reader to visit your website to learn 
more. If you land a backlink, it’s a direct path. Google 
Analytics requires backlinks to measure the impact of 
coverage, so they're worth working for.

Landing a backlink isn’t a sure-deal. Some journalists 
happily link to your website if you just ask, whereas with 
more high-profile publications (the Wall Street Journals & 
TechCrunches), it can be a bit of a negotiation. Regardless, 
you should always angle to get a backlink if you can. 
Consider setting goals around it - perhaps this quarter you 
aim to land backlinks in 50% of articles. That way, you’re 
maximizing the business impact of your media coverage.

The SEO Benefits of Backlinks
Search is one of the most important marketing channels 
because it’s free and drives highly qualified visitors. 
Google gives priority in search to companies with the 
greatest number of relevant backlinks, and PR is one 
of the best sources for generating backlinks. PR can 
hugely impact SEO, which further contributes to overall 
marketing goals.

Attributing SEO improvements to PR can be difficult, but 
here are some ways you can start measuring it:

1. Count the number of 
backlinks you generated 
last quarter. 
 
 
 
 
 
 

2. Use a free SEO tool like 
Moz Open Site Explorer 
to measure overall 
domain authority and 
page authority for the 
pages you linked to at 
the beginning of the 
quarter and end of  
the quarter. 

3. Identify any other 
confounding variables - 
ex addition of content or 
video to the page - that 
could be independently 
contributing to 
improvements in SEO.  
 
 

4. Report PR as 
contributing to 
improvements in domain 
and page authority, 
which directly impact 
how your pages rank in 
Google Search results. 
 
 

5. Competitive 
benchmarking is another 
way to track backlink 
success. SEMrush has 
a free tool to compare 
the number of backlinks 
to your site vs. your 
competitors sites.
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Hershey Uses GA to  
Discover Impactful Articles
Google Analytics helps 
identify impactful mentions 
that you wouldn’t otherwise 
pay attention to or know 
existed. In Hershey's case, 
they were able to pinpoint 
an article when looking 
at their top traffic-driving articles for the month. 
The team found a Hershey mention in a high profile 
publication about a topic they were interested in that 
was shared over 90,000 times and sent 400 people 
back to their website.

This wasn't a placement the Hershey team was directly 
pursuing, but it positively supported the teams overall 
goal by aligning with an important topic.
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Sum It All Up: Get Better,  
Get Ahead, Get Analytical
For the first time ever in the centuries-long history of PR, 
communication professionals are finally able to measure 
their impact in real, concrete terms, with a little help from 
modern technology. 

Standout PR teams are using Google Analytics to report 
their impact on things that matter to the business: 
leads, revenue, donations, applications, etc. Like other 
marketing divisions, these PR teams use GA data wisely - 
to measure what works, what doesn’t, and to iteratively 
improve their strategy. They also prioritize landing 
backlinks in their articles in order to drive readers back to 
their website and measure the impact of earned media in 
Google Analytics.
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Learn More 
About TrendKite
We'll show you exactly how our next 
generation software will help you take  
your PR to the next level.

SHARE THIS E-BOOK:CONTACT US:

sales@trendkite.com

http://www.trendkite.com/trendkite-demo-request?utm_campaign=eBooks&utm_medium=eBook%20CTA&utm_source=Premium%20Content
http://www.trendkite.com/trendkite-demo-request?utm_campaign=eBooks&utm_medium=eBook%20CTA&utm_source=Premium%20Content
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