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Website visibility
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Measuring website traffic quality
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How ?
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http://www scholars-on-bilbao info/http://www.scholars-on-bilbao.info/

“Bilbao Effect”Bilbao Effect
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Google Analytics:

⁬ Time series analysis

⁬ Plain cross-sectional data⁬ Plain cross-sectional data 
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Table 1: Traffic sources for www.scholars-on-bilbao.info (average values from 4 Feb 2007 to 30 Jan 
2011) 

    Visits Pages per 
Visit 

Average 
Time on 

Site 

Bounce 
Rate 

Return 
Rate 

Total 10.553 5,73  0:04:13 43,00  23,84  , , ,
Direct Traffic 2.101 6,85  0:05:32 38,46  29,75  
Referring Sites 4.087 5,55  0:03:54 41,64  19,31  

Traffic 
Sources 

Search Engines 4.362 5,35  0:03:52 46,49  24,99  
en.wikipedia.org  2.284 6,25  0:04:41 33,10  20,40  
nl.wikipedia.org  486 3,26  0:00:55 58,23  5,14  
es.wikipedia.org  275 5,04  0:02:46 51,64  13,09  
ehu.es  161 4,18  0:04:09 49,69  45,34  

Reference 
Sites 

de.wikipedia.org  109 3,33  0:01:07 65,14  3,67  
uv.es  103 7,62  0:03:54 46,60 14,56  
Google 4.128 5,34  0:03:52 46,39  24,76  
Yahoo  110 6,11  0:05:03 45,45  35,45  

Search 
Engines 

Search 51 7,08  0:03:43 41,18  43,14  
All keywords 4.362 5,35  0:03:52 46,49  24,99  
Bilbao 2.198 6,80  0:05:07 37,22  33,85  
scholars 384 10,80  0:06:58 17,45  46,35  
regeneration 901 5,31  0:04:07 45,84  20,53  
urban 1.257 4,88  0:03:37 49,72  19,81  
Guggenheim 690 6,02  0:04:37 41,30  33,77  
museum 511 5,61  0:04:31 41,49  35,62  
cultural 416 4,25  0:02:42 60,34  16,59  
city 306 3,74  0:02:47 60,78  12,75  

lt 260 4 80 0 03 22 55 38 20 38culture 260 4,80  0:03:22 55,38  20,38  
brand 245 3,91  0:02:20 64,08  9,80  
effect 201 4,60  0:04:01 39,30  40,30  
image 176 3,74  0:02:06 61,93  18,18  
european 134 4,02  0:02:06 63,43  12,69  
tourism 128 4,55  0:03:11 49,22  10,94  
design 133 3,41  0:02:27 54,89  9,77  
gentrification 111 6 59 0:05:41 39 64 27 03gentrification 111 6,59  0:05:41 39,64  27,03  
investment 66 5,32  0:03:39 42,42  36,36  
return 58 5,28  0:03:14 44,83  41,38  
impact 84 3,88  0:02:23 47,62  20,24  
region 96 3,60  0:03:13 51,04  21,88  
development 238 6,48  0:05:01 46,64  22,27  
art 332 4,14  0:03:12 51,51  25,60  
economic 84 3 07 0:01:34 54 76 15 48

Keywords 

economic 84 3,07  0:01:34 54,76  15,48  
Glasgow 155 4,66  0:02:27 59,35  19,35  
plaza 160 5,14  0:03:24 43,75  44,38  
flagship 112 4,52  0:04:43 50,00  28,57  
cities 122 4,27  0:02:53 60,66  17,21  
policy 91 4,26  0:02:33 58,24  19,78  
Prado 121 3,34  0:02:45 67,77  7,44  
global 50 3 76 0:03:50 36 00 26 00
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global 50 3,76 0:03:50 36,00  26,00  
national 96 2,96  0:02:49 53,12  16,67  
international 71 3,01  0:02:28 54,93  15,49  
studies 67 4,70  0:04:13 47,76  14,93  
Spain 75 4,43  0:03:25 41,33  16,00  
basque 54 7,30  0:06:35 35,19  44,44  
thesis 56 5,04  0:05:03 35,71  17,86  

 



Table 2: Keywords for www.scholars-on-bilbao.info sorted according to Bounce Rate (average 
values from 4 Feb 2007 to 30 Jan 2011) 
 

  Visits Pages per 
Visit 

Average 
Time on 

Site 

Bounce 
Rate 

Return 
Rate 

scholars 384 10,80  0:06:58 17,45  46,35  
en.wikipedia.org  2.284 6,25  0:04:41 33,10  20,40  
basque 54 7,30  0:06:35 35,19  44,44  
thesis 56 5,04  0:05:03 35,71  17,86  
global 50 3,76  0:03:50 36,00  26,00  
Bilbao 2.198 6,80  0:05:07 37,22  33,85  
Direct Traffic 2.101 6,85  0:05:32 38,46  29,75  
effect 201 4,60  0:04:01 39,30  40,30  
gentrification 111 6,59  0:05:41 39,64  27,03  
Search 51 7,08  0:03:43 41,18  43,14  
Guggenheim 690 6,02  0:04:37 41,30  33,77  
Spain 75 4,43  0:03:25 41,33  16,00  
museum 511 5,61  0:04:31 41,49  35,62  
Referring Sites 4.087 5,55  0:03:54 41,64  19,31  
investment 66 5,32  0:03:39 42,42  36,36  
Total 10.553 5,73  0:04:13 43,00  23,84  
plaza 160 5,14  0:03:24 43,75  44,38  
return 58 5,28  0:03:14 44,83  41,38  
Yahoo  110 6,11  0:05:03 45,45  35,45  
regeneration 901 5,31  0:04:07 45,84  20,53  
Google 4.128 5,34  0:03:52 46,39  24,76  
Search Engines 4.362 5,35  0:03:52 46,49  24,99  g
uv.es  103 7,62  0:03:54 46,60  14,56  
development 238 6,48  0:05:01 46,64  22,27  
impact 84 3,88  0:02:23 47,62  20,24  
studies 67 4,70  0:04:13 47,76  14,93  
tourism 128 4,55  0:03:11 49,22  10,94  
ehu.es  161 4,18  0:04:09 49,69  45,34  
urban 1.257 4,88  0:03:37 49,72  19,81  
flagship 112 4,52  0:04:43 50,00  28,57  
region 96 3,60  0:03:13 51,04  21,88  
art 332 4,14  0:03:12 51,51  25,60  
es.wikipedia.org  275 5,04  0:02:46 51,64  13,09  
national 96 2,96  0:02:49 53,12  16,67  
economic 84 3,07  0:01:34 54,76  15,48  
design 133 3,41  0:02:27 54,89  9,77  g
international 71 3,01  0:02:28 54,93  15,49  
culture 260 4,80  0:03:22 55,38  20,38  
nl.wikipedia.org  486 3,26  0:00:55 58,23  5,14  
policy 91 4,26  0:02:33 58,24  19,78  
Glasgow 155 4,66  0:02:27 59,35  19,35  
cultural 416 4,25  0:02:42 60,34  16,59  
cities 122 4,27  0:02:53 60,66  17,21  
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city 306 3,74  0:02:47 60,78  12,75  
image 176 3,74  0:02:06 61,93  18,18  
european 134 4,02  0:02:06 63,43  12,69  
brand 245 3,91  0:02:20 64,08  9,80  
de.wikipedia.org  109 3,33  0:01:07 65,14  3,67  
Prado 121 3,34  0:02:45 67,77  7,44  

 



Return visits navigate deeper into the website and stay longer 
(average values from 4 Feb 2007 to 30 Jan 2011)
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Table 3. Regression for Pages per Visit (average values from 4 Feb 2007 to 30 Jan 2011) 
 
Variable    Coefficient   Standard error  t-Statistic Probability 
Constant 3 47 0 34 10 0 000Constant  3.47 0.34 10 0.000
Return Rate    0,06  0.01   4.42  0.000 
 
Dummy ‘scholars’ (keyword)    4.5  1.08  4.16  0.000 
 

N = 50 
R2 = 0.52     F-statistic = 26.21  Prob(F-statistic) = 0.00 
 
Breusch-Godfrey Serial Correlation LM Test:  F-statistic 1.04    Probability 0.36 
White Heteroskedasticity Test:    F-statistic 0.26    Probability 0.85 
J B 4 17 P b bili 0 12Jaque-Bera: 4.17   Probability 0.12
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The smaller the bounce rate, the greater the visit duration 
(average values from 4 Feb 2007 to 30 Jan 2011)
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Table 4. Regression for Pages per Visit (average values from 4 Feb 2007 to 30 Jan 2011) 
 
Variable   Coefficient Standard error  t-Statistic Probability 
Constant   9.43    0.72    13.08  0.000 
Bounce Rate   -0.09    0.01    -6.43  0.000 
 
Dummy ‘scholars’ (keyword) 2.99 1.00  2.96 0.004y ( y )
 
N = 50 
R2 = 0.64     F-statistic = 42   Prob(F-statistic) = 0.00 
 
Breusch-Godfrey Serial Correlation LM Test:  F-statistic 0.39    Probability 0.67 

hi k d i i i i b biliWhite Heteroskedasticity Test: F-statistic 1.14   Probability 0.33
Jaque-Bera 1.14         Probability 0.56 
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The greater the return visit rate, the smaller the bounce rate 
(average values from 4 Feb 2007 to 30 Jan 2011)
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Table 5. Regression for Return Rate (average values from 4 Feb 2007 to 30 Jan 2011) 
 
Variable     Coefficient      Standard error   t-Statistic Probability 
Constant    56.44  4.85   11.62  0.000 
Bounce Rate 0 71 0 09 7 32 0 000Bounce Rate -0.71 0.09  -7.32 0.000
 
Dummy ‘ehu’  (keyword)  24.46  6.73  3.63  0.000 
Dummy ‘plaza’ (keyword)  19.25  6.75  2.84  0.006 
Dummy ‘return’ (keyword)  17.02  6.74  2.52  0.015 
Dummy Search 16.17 6.77  2.38 0.021y
 
 
 
N = 50 
R2 = 0.68     F-statistic = 18.74  Prob(F-statistic) = 0.00 
 
Breusch-Godfrey Serial Correlation LM Test:  F-statistic 0.59    Probability 0.55 
White Heteroskedasticity Test:    F-statistic 1.79    Probability 0.12 
Jaque-Bera 0.32         Probability 0.85 
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Google Adwords Keyword Tool
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Conclusions

• The Internet enables well-defined micro-markets for niche products to be reached. 

•Google has discerningly sliced keywords accordingly to the different quotients of the long tail 
f d dof demand. 

• Keywords differentiation protects SMEs against rising pay-per-click rates caused by the growing 
popularity of paid searchpopularity of paid search.

• Robust natural search effectiveness can contribute to the SME’s online positioning, as well as to 
protect SMEs from the slavery of pay per click inflationary process of keyword pricesprotect SMEs from the slavery of pay-per-click inflationary process of keyword prices.
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Thank you very much for your attention!!Thank you very much for your attention!!
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