
“What gets measured gets managed.” —Peter Drucker

Marketing experts tell ya to publish content that grows your blog and business.
But how can you actually know what works?

What are your marketing goals?

1.

2.

3.

In order to use the metrics in this guide e�ectively, you must first know your goals. Write your goals to be SMART 
(specific, measurable, accurate, realistic, and time-sensitive.)

Ex. We will increase our tra�c to 1 million monthly page views by December 1, 2015, to help marketers plan better 
content while becoming an authority in our niche.

This guide will walk you through choosing the metrics you’ll use to measure your progress toward your goals.

A successful content writer focuses on: 
Creative and engaging writing.
Using analytics tools to measure the e�ectiveness of content that is created and published on your blog. 

The Basic Metrics
Unique Visitors: This number is a total of how many separate visitors come to your blog over a set period of time.   
 The same visitor is not counted twice. This is the first step in a longer process of analyzing what you are   
 doing right and wrong.
Number of Page Views: Once a visitor lands on your blog, are other pages of your site being accessed from your   
 blog? This is important information to have, because it demonstrates that a visitor is impressed enough with   
 a post to then check out your site as well.
Bounce Rate: When someone visits your blog, and opens a post, do they stay or do they bounce out within the first   
 10 seconds? If the number is high, at least the first part of that post content is bad.
 How can you draw in your readers faster to keep them on your content? 

Inbound links: How many visitors are coming in from outside places via an external link? This means people think   
 your content is important enough that they have provided a link to it in something they have written.
 Where can you post your content to help drive your tra�c back to your site?

Choose one basic metric you’ll use to measure your goals.
Ex: At CoSchedule, one of our goals is to increase tra�c, which we measure through number of page views.

My basic metric is: 

The Audience Metric
1. Numbers of views within a set period of time: 
          Track:
               Average amount of time spent once the post is opened: 
               Number of comments:
               Decline in views as post ages: 
          How can you repurpose your content to help bring in new views?
           

2. How many comments per views: If you are getting a comment for every 50 views of a post you should try to use it 
again in a di�erent way. 

How could you repurpose your most successful content?

3. Views vs. Unique Visitors: By keeping track of your repeat and unique visitors, you can better track who is most 
likely to convert. On average, people who view your page 5-9 times are most likely to convert. 

4. Number of shares per article:
     How can you rework your content to increase its likeliness of being shared?
 ex. Creating infographics to increase shares on Pinterest.
 ex. Including Click To Tweet inline in your posts to increase shares on Twitter.
 
 
 

Choose one audience metric you’ll use to measure your goals.
Ex: At CoSchedule, more social shares generally increase our tra�c, which is a major goal of ours.

My audience metric is: 

The Content Metric 

Content Life (Longevity) 

How many views do you get in:

     First 6 hours: 

     First Day: 

     First Week:

     First Month: 

1. Which posts are the most popular? 

2. Which posts are the least popular? 

3. Which posts have the greatest longevity? 

Once you get the average longevity, you can schedule your posts to grow your viewership. 

Content Engagement

Do you know which types of media do best? 
1. What types of content work best on certain social networks?

 
                    

2. What posts can you rework with di�erent media for each network or channel where you distribute your content?
    

        
Measure the time spent on each post by each visitor. 
How can you write your content to draw your reader in and keep them engaged? 
                   

Are viewers scrolling through other posts?
If you really want to dig deeper, you can track the specific posts a visitor views and collect data on that.

What’s the average finish time?
If, on average, you are getting lots of bounces within that first 10 seconds, you need to do something about your 
titles and your first sentences.

Tip: Use CoSchedule’s headline analyzer to help draw in readers. 

Repeat Readers: Are the two groups coming from di�erent places? Good analytics will give you such information. 
Remember, conversion rates are high when a reader comes 5-9 times within a period of a couple of months.

Viewer Loyalty:  How often does the same viewer come and how many days before they come back? 

Content Conversions

1.Lead Generation Metrics:
Are your readers converting before they read your content or afterward? 

How can you rework your content to not only inform but also to sell? 
           

2. Sales Generation Metrics: 
Use the content that is converting as a benchmark of the type of content to incorporate into as many posts as 
possible.

Choose one content metric you’ll use to measure your goals.
Ex: At CoSchedule, one of our goals is to increase email subscribers from our inbound content, so we’ll look at 
conversion metrics.

My content metric is: 

Next step: Set up your goals in Google Analytics and a dashboard to monitor your metrics.

Google Analytics has helpful documentation to help you do just this:
Create, edit, and share goals: https://support.google.com/analytics/answer/1032415?hl=en

Create and customize dashboards: https://support.google.com/analytics/answer/1068218?hl=en

When you’re ready to start making awesome content
that will help you reach your goals, try CoSchedule.
It’s your all-in-one marketing calendar. Start your

14-day free trial now! 



“What gets measured gets managed.” —Peter Drucker

Marketing experts tell ya to publish content that grows your blog and business.
But how can you actually know what works?

What are your marketing goals?

1.

2.

3.

In order to use the metrics in this guide e�ectively, you must first know your goals. Write your goals to be SMART 
(specific, measurable, accurate, realistic, and time-sensitive.)

Ex. We will increase our tra�c to 1 million monthly page views by December 1, 2015, to help marketers plan better 
content while becoming an authority in our niche.

This guide will walk you through choosing the metrics you’ll use to measure your progress toward your goals.

A successful content writer focuses on: 
Creative and engaging writing.
Using analytics tools to measure the e�ectiveness of content that is created and published on your blog. 

The Basic Metrics
Unique Visitors: This number is a total of how many separate visitors come to your blog over a set period of time.   
 The same visitor is not counted twice. This is the first step in a longer process of analyzing what you are   
 doing right and wrong.
Number of Page Views: Once a visitor lands on your blog, are other pages of your site being accessed from your   
 blog? This is important information to have, because it demonstrates that a visitor is impressed enough with   
 a post to then check out your site as well.
Bounce Rate: When someone visits your blog, and opens a post, do they stay or do they bounce out within the first   
 10 seconds? If the number is high, at least the first part of that post content is bad.
 How can you draw in your readers faster to keep them on your content? 

Inbound links: How many visitors are coming in from outside places via an external link? This means people think   
 your content is important enough that they have provided a link to it in something they have written.
 Where can you post your content to help drive your tra�c back to your site?

Choose one basic metric you’ll use to measure your goals.
Ex: At CoSchedule, one of our goals is to increase tra�c, which we measure through number of page views.

My basic metric is: 

The Audience Metric
1. Numbers of views within a set period of time: 
          Track:
               Average amount of time spent once the post is opened: 
               Number of comments:
               Decline in views as post ages: 
          How can you repurpose your content to help bring in new views?
           

2. How many comments per views: If you are getting a comment for every 50 views of a post you should try to use it 
again in a di�erent way. 

How could you repurpose your most successful content?

3. Views vs. Unique Visitors: By keeping track of your repeat and unique visitors, you can better track who is most 
likely to convert. On average, people who view your page 5-9 times are most likely to convert. 

4. Number of shares per article:
     How can you rework your content to increase its likeliness of being shared?
 ex. Creating infographics to increase shares on Pinterest.
 ex. Including Click To Tweet inline in your posts to increase shares on Twitter.
 
 
 

Choose one audience metric you’ll use to measure your goals.
Ex: At CoSchedule, more social shares generally increase our tra�c, which is a major goal of ours.

My audience metric is: 

The Content Metric 

Content Life (Longevity) 

How many views do you get in:

     First 6 hours: 

     First Day: 

     First Week:

     First Month: 

1. Which posts are the most popular? 

2. Which posts are the least popular? 

3. Which posts have the greatest longevity? 

Once you get the average longevity, you can schedule your posts to grow your viewership. 

Content Engagement

Do you know which types of media do best? 
1. What types of content work best on certain social networks?

 
                    

2. What posts can you rework with di�erent media for each network or channel where you distribute your content?
    

        
Measure the time spent on each post by each visitor. 
How can you write your content to draw your reader in and keep them engaged? 
                   

Are viewers scrolling through other posts?
If you really want to dig deeper, you can track the specific posts a visitor views and collect data on that.

What’s the average finish time?
If, on average, you are getting lots of bounces within that first 10 seconds, you need to do something about your 
titles and your first sentences.

Tip: Use CoSchedule’s headline analyzer to help draw in readers. 

Repeat Readers: Are the two groups coming from di�erent places? Good analytics will give you such information. 
Remember, conversion rates are high when a reader comes 5-9 times within a period of a couple of months.

Viewer Loyalty:  How often does the same viewer come and how many days before they come back? 

Content Conversions

1.Lead Generation Metrics:
Are your readers converting before they read your content or afterward? 

How can you rework your content to not only inform but also to sell? 
           

2. Sales Generation Metrics: 
Use the content that is converting as a benchmark of the type of content to incorporate into as many posts as 
possible.

Choose one content metric you’ll use to measure your goals.
Ex: At CoSchedule, one of our goals is to increase email subscribers from our inbound content, so we’ll look at 
conversion metrics.

My content metric is: 

Next step: Set up your goals in Google Analytics and a dashboard to monitor your metrics.

Google Analytics has helpful documentation to help you do just this:
Create, edit, and share goals: https://support.google.com/analytics/answer/1032415?hl=en

Create and customize dashboards: https://support.google.com/analytics/answer/1068218?hl=en

When you’re ready to start making awesome content
that will help you reach your goals, try CoSchedule.
It’s your all-in-one marketing calendar. Start your

14-day free trial now! 



“What gets measured gets managed.” —Peter Drucker

Marketing experts tell ya to publish content that grows your blog and business.
But how can you actually know what works?

What are your marketing goals?

1.

2.

3.

In order to use the metrics in this guide e�ectively, you must first know your goals. Write your goals to be SMART 
(specific, measurable, accurate, realistic, and time-sensitive.)

Ex. We will increase our tra�c to 1 million monthly page views by December 1, 2015, to help marketers plan better 
content while becoming an authority in our niche.

This guide will walk you through choosing the metrics you’ll use to measure your progress toward your goals.

A successful content writer focuses on: 
Creative and engaging writing.
Using analytics tools to measure the e�ectiveness of content that is created and published on your blog. 

The Basic Metrics
Unique Visitors: This number is a total of how many separate visitors come to your blog over a set period of time.   
 The same visitor is not counted twice. This is the first step in a longer process of analyzing what you are   
 doing right and wrong.
Number of Page Views: Once a visitor lands on your blog, are other pages of your site being accessed from your   
 blog? This is important information to have, because it demonstrates that a visitor is impressed enough with   
 a post to then check out your site as well.
Bounce Rate: When someone visits your blog, and opens a post, do they stay or do they bounce out within the first   
 10 seconds? If the number is high, at least the first part of that post content is bad.
 How can you draw in your readers faster to keep them on your content? 

Inbound links: How many visitors are coming in from outside places via an external link? This means people think   
 your content is important enough that they have provided a link to it in something they have written.
 Where can you post your content to help drive your tra�c back to your site?

Choose one basic metric you’ll use to measure your goals.
Ex: At CoSchedule, one of our goals is to increase tra�c, which we measure through number of page views.

My basic metric is: 

The Audience Metric
1. Numbers of views within a set period of time: 
          Track:
               Average amount of time spent once the post is opened: 
               Number of comments:
               Decline in views as post ages: 
          How can you repurpose your content to help bring in new views?
           

2. How many comments per views: If you are getting a comment for every 50 views of a post you should try to use it 
again in a di�erent way. 

How could you repurpose your most successful content?

3. Views vs. Unique Visitors: By keeping track of your repeat and unique visitors, you can better track who is most 
likely to convert. On average, people who view your page 5-9 times are most likely to convert. 

4. Number of shares per article:
     How can you rework your content to increase its likeliness of being shared?
 ex. Creating infographics to increase shares on Pinterest.
 ex. Including Click To Tweet inline in your posts to increase shares on Twitter.
 
 
 

Choose one audience metric you’ll use to measure your goals.
Ex: At CoSchedule, more social shares generally increase our tra�c, which is a major goal of ours.

My audience metric is: 

The Content Metric 

Content Life (Longevity) 

How many views do you get in:

     First 6 hours: 

     First Day: 

     First Week:

     First Month: 

1. Which posts are the most popular? 

2. Which posts are the least popular? 

3. Which posts have the greatest longevity? 

Once you get the average longevity, you can schedule your posts to grow your viewership. 

Content Engagement

Do you know which types of media do best? 
1. What types of content work best on certain social networks?

 
                    

2. What posts can you rework with di�erent media for each network or channel where you distribute your content?
    

        
Measure the time spent on each post by each visitor. 
How can you write your content to draw your reader in and keep them engaged? 
                   

Are viewers scrolling through other posts?
If you really want to dig deeper, you can track the specific posts a visitor views and collect data on that.

What’s the average finish time?
If, on average, you are getting lots of bounces within that first 10 seconds, you need to do something about your 
titles and your first sentences.

Tip: Use CoSchedule’s headline analyzer to help draw in readers. 

Repeat Readers: Are the two groups coming from di�erent places? Good analytics will give you such information. 
Remember, conversion rates are high when a reader comes 5-9 times within a period of a couple of months.

Viewer Loyalty:  How often does the same viewer come and how many days before they come back? 

Content Conversions

1.Lead Generation Metrics:
Are your readers converting before they read your content or afterward? 

How can you rework your content to not only inform but also to sell? 
           

2. Sales Generation Metrics: 
Use the content that is converting as a benchmark of the type of content to incorporate into as many posts as 
possible.

Choose one content metric you’ll use to measure your goals.
Ex: At CoSchedule, one of our goals is to increase email subscribers from our inbound content, so we’ll look at 
conversion metrics.

My content metric is: 

Next step: Set up your goals in Google Analytics and a dashboard to monitor your metrics.

Google Analytics has helpful documentation to help you do just this:
Create, edit, and share goals: https://support.google.com/analytics/answer/1032415?hl=en

Create and customize dashboards: https://support.google.com/analytics/answer/1068218?hl=en

When you’re ready to start making awesome content
that will help you reach your goals, try CoSchedule.
It’s your all-in-one marketing calendar. Start your

14-day free trial now! 



“What gets measured gets managed.” —Peter Drucker

Marketing experts tell ya to publish content that grows your blog and business.
But how can you actually know what works?

What are your marketing goals?

1.

2.

3.

In order to use the metrics in this guide e�ectively, you must first know your goals. Write your goals to be SMART 
(specific, measurable, accurate, realistic, and time-sensitive.)

Ex. We will increase our tra�c to 1 million monthly page views by December 1, 2015, to help marketers plan better 
content while becoming an authority in our niche.

This guide will walk you through choosing the metrics you’ll use to measure your progress toward your goals.

A successful content writer focuses on: 
Creative and engaging writing.
Using analytics tools to measure the e�ectiveness of content that is created and published on your blog. 

The Basic Metrics
Unique Visitors: This number is a total of how many separate visitors come to your blog over a set period of time.   
 The same visitor is not counted twice. This is the first step in a longer process of analyzing what you are   
 doing right and wrong.
Number of Page Views: Once a visitor lands on your blog, are other pages of your site being accessed from your   
 blog? This is important information to have, because it demonstrates that a visitor is impressed enough with   
 a post to then check out your site as well.
Bounce Rate: When someone visits your blog, and opens a post, do they stay or do they bounce out within the first   
 10 seconds? If the number is high, at least the first part of that post content is bad.
 How can you draw in your readers faster to keep them on your content? 

Inbound links: How many visitors are coming in from outside places via an external link? This means people think   
 your content is important enough that they have provided a link to it in something they have written.
 Where can you post your content to help drive your tra�c back to your site?

Choose one basic metric you’ll use to measure your goals.
Ex: At CoSchedule, one of our goals is to increase tra�c, which we measure through number of page views.

My basic metric is: 

The Audience Metric
1. Numbers of views within a set period of time: 
          Track:
               Average amount of time spent once the post is opened: 
               Number of comments:
               Decline in views as post ages: 
          How can you repurpose your content to help bring in new views?
           

2. How many comments per views: If you are getting a comment for every 50 views of a post you should try to use it 
again in a di�erent way. 

How could you repurpose your most successful content?

3. Views vs. Unique Visitors: By keeping track of your repeat and unique visitors, you can better track who is most 
likely to convert. On average, people who view your page 5-9 times are most likely to convert. 

4. Number of shares per article:
     How can you rework your content to increase its likeliness of being shared?
 ex. Creating infographics to increase shares on Pinterest.
 ex. Including Click To Tweet inline in your posts to increase shares on Twitter.
 
 
 

Choose one audience metric you’ll use to measure your goals.
Ex: At CoSchedule, more social shares generally increase our tra�c, which is a major goal of ours.

My audience metric is: 

The Content Metric 

Content Life (Longevity) 

How many views do you get in:

     First 6 hours: 

     First Day: 

     First Week:

     First Month: 

1. Which posts are the most popular? 

2. Which posts are the least popular? 

3. Which posts have the greatest longevity? 

Once you get the average longevity, you can schedule your posts to grow your viewership. 

Content Engagement

Do you know which types of media do best? 
1. What types of content work best on certain social networks?

 
                    

2. What posts can you rework with di�erent media for each network or channel where you distribute your content?
    

        
Measure the time spent on each post by each visitor. 
How can you write your content to draw your reader in and keep them engaged? 
                   

Are viewers scrolling through other posts?
If you really want to dig deeper, you can track the specific posts a visitor views and collect data on that.

What’s the average finish time?
If, on average, you are getting lots of bounces within that first 10 seconds, you need to do something about your 
titles and your first sentences.

Tip: Use CoSchedule’s headline analyzer to help draw in readers. 

Repeat Readers: Are the two groups coming from di�erent places? Good analytics will give you such information. 
Remember, conversion rates are high when a reader comes 5-9 times within a period of a couple of months.

Viewer Loyalty:  How often does the same viewer come and how many days before they come back? 

Content Conversions

1.Lead Generation Metrics:
Are your readers converting before they read your content or afterward? 

How can you rework your content to not only inform but also to sell? 
           

2. Sales Generation Metrics: 
Use the content that is converting as a benchmark of the type of content to incorporate into as many posts as 
possible.

Choose one content metric you’ll use to measure your goals.
Ex: At CoSchedule, one of our goals is to increase email subscribers from our inbound content, so we’ll look at 
conversion metrics.

My content metric is: 

Next step: Set up your goals in Google Analytics and a dashboard to monitor your metrics.

Google Analytics has helpful documentation to help you do just this:
Create, edit, and share goals: https://support.google.com/analytics/answer/1032415?hl=en

Create and customize dashboards: https://support.google.com/analytics/answer/1068218?hl=en

When you’re ready to start making awesome content
that will help you reach your goals, try CoSchedule.
It’s your all-in-one marketing calendar. Start your

14-day free trial now! 



“What gets measured gets managed.” —Peter Drucker

Marketing experts tell ya to publish content that grows your blog and business.
But how can you actually know what works?

What are your marketing goals?

1.

2.

3.

In order to use the metrics in this guide e�ectively, you must first know your goals. Write your goals to be SMART 
(specific, measurable, accurate, realistic, and time-sensitive.)

Ex. We will increase our tra�c to 1 million monthly page views by December 1, 2015, to help marketers plan better 
content while becoming an authority in our niche.

This guide will walk you through choosing the metrics you’ll use to measure your progress toward your goals.

A successful content writer focuses on: 
Creative and engaging writing.
Using analytics tools to measure the e�ectiveness of content that is created and published on your blog. 

The Basic Metrics
Unique Visitors: This number is a total of how many separate visitors come to your blog over a set period of time.   
 The same visitor is not counted twice. This is the first step in a longer process of analyzing what you are   
 doing right and wrong.
Number of Page Views: Once a visitor lands on your blog, are other pages of your site being accessed from your   
 blog? This is important information to have, because it demonstrates that a visitor is impressed enough with   
 a post to then check out your site as well.
Bounce Rate: When someone visits your blog, and opens a post, do they stay or do they bounce out within the first   
 10 seconds? If the number is high, at least the first part of that post content is bad.
 How can you draw in your readers faster to keep them on your content? 

Inbound links: How many visitors are coming in from outside places via an external link? This means people think   
 your content is important enough that they have provided a link to it in something they have written.
 Where can you post your content to help drive your tra�c back to your site?

Choose one basic metric you’ll use to measure your goals.
Ex: At CoSchedule, one of our goals is to increase tra�c, which we measure through number of page views.

My basic metric is: 

The Audience Metric
1. Numbers of views within a set period of time: 
          Track:
               Average amount of time spent once the post is opened: 
               Number of comments:
               Decline in views as post ages: 
          How can you repurpose your content to help bring in new views?
           

2. How many comments per views: If you are getting a comment for every 50 views of a post you should try to use it 
again in a di�erent way. 

How could you repurpose your most successful content?

3. Views vs. Unique Visitors: By keeping track of your repeat and unique visitors, you can better track who is most 
likely to convert. On average, people who view your page 5-9 times are most likely to convert. 

4. Number of shares per article:
     How can you rework your content to increase its likeliness of being shared?
 ex. Creating infographics to increase shares on Pinterest.
 ex. Including Click To Tweet inline in your posts to increase shares on Twitter.
 
 
 

Choose one audience metric you’ll use to measure your goals.
Ex: At CoSchedule, more social shares generally increase our tra�c, which is a major goal of ours.

My audience metric is: 

The Content Metric 

Content Life (Longevity) 

How many views do you get in:

     First 6 hours: 

     First Day: 

     First Week:

     First Month: 

1. Which posts are the most popular? 

2. Which posts are the least popular? 

3. Which posts have the greatest longevity? 

Once you get the average longevity, you can schedule your posts to grow your viewership. 

Content Engagement

Do you know which types of media do best? 
1. What types of content work best on certain social networks?

 
                    

2. What posts can you rework with di�erent media for each network or channel where you distribute your content?
    

        
Measure the time spent on each post by each visitor. 
How can you write your content to draw your reader in and keep them engaged? 
                   

Are viewers scrolling through other posts?
If you really want to dig deeper, you can track the specific posts a visitor views and collect data on that.

What’s the average finish time?
If, on average, you are getting lots of bounces within that first 10 seconds, you need to do something about your 
titles and your first sentences.

Tip: Use CoSchedule’s headline analyzer to help draw in readers. 

Repeat Readers: Are the two groups coming from di�erent places? Good analytics will give you such information. 
Remember, conversion rates are high when a reader comes 5-9 times within a period of a couple of months.

Viewer Loyalty:  How often does the same viewer come and how many days before they come back? 

Content Conversions

1.Lead Generation Metrics:
Are your readers converting before they read your content or afterward? 

How can you rework your content to not only inform but also to sell? 
           

2. Sales Generation Metrics: 
Use the content that is converting as a benchmark of the type of content to incorporate into as many posts as 
possible.

Choose one content metric you’ll use to measure your goals.
Ex: At CoSchedule, one of our goals is to increase email subscribers from our inbound content, so we’ll look at 
conversion metrics.

My content metric is: 

Next step: Set up your goals in Google Analytics and a dashboard to monitor your metrics.

Google Analytics has helpful documentation to help you do just this:
Create, edit, and share goals: https://support.google.com/analytics/answer/1032415?hl=en

Create and customize dashboards: https://support.google.com/analytics/answer/1068218?hl=en

When you’re ready to start making awesome content
that will help you reach your goals, try CoSchedule.
It’s your all-in-one marketing calendar. Start your

14-day free trial now! 



You just created a fantastic piece of content. 
Awesome.

Now, before you go ahead and share it with your audience, follow this social media plan 
template to make sure you’re actually participating in the conversation.

First, the basics (you knew this was coming!)

Find out where your audience is actually hanging out on social media:

Go ahead, search a bit, and write ‘em down (networks, groups, forums, lists, blogs, etc.)

Plan how you’ll share your content.

For every hour you write your content, spend 15 minutes sharing it.

Share what you already know will be successful.

Make sure your social media messages connect with at least one of these things:

 This message supports a cause my audience can get behind.
 This message helps my audience connect with others.
 This message helps my audience feel involved in the industry.
 This message entertains my audience.

HEAR THE RAVES

“I need to keep our editorial 
calendar sharp, coordinate our 
guest contributors, and make 
sure we are amplifying our blog 
posts with social media. For 
me, CoSchedule does all that 
perfectly. It’s like magic for my 
blog!”

—Jay Baer, Convince & Convert
Bestselling Author of YouTility: 
Why Smart Marketing Is About 

Help Not Hype

“I use CoSchedule to promote 
every new blog post and to re-

  stsop ralupop tsom ym etomorp
on a regular basis. It is a one-stop 
solution, since I can post to every 
social media channel from within 
WordPress. It is simple, elegant, 
and an indispensable part of my 
toolbox.

Michael Hyatt , New York Times 
Bestselling Author of Platform:  

Get Noticed in a Noisy World


