SEO Metrics:
Measurement and
Interpretation

- Built for SEO practitioners, growth
teams, and content marketers
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- Connects rankings, traffic, and
engagement to real business outcomes

- Distinguishes activity, output, and
business outcome to prioritize what matters

- Moves from vanity numbers to
decision-driving frameworks

- Combines metric definitions, analysis flow,
reporting structure, and action plans /
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Foundations of SEO Measurement
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Useful metrics drive decisions; —
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Define the measurement
framework before choosing metrics




A Structured Way to Read SEO Data
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Average-based view

Noise (query mix, outliers, volatility)

- === Average position

Structured, signal-first view

= Signal (true ranking movement)

-~~~ Reduced noise
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/ —o— \ - Average position blends

' s > / diverse queries; it hides
S A more than it reveals

- Segment by intent, page
type, and value before
drawing conclusions

e Treat SEO analysis like
\ '~ controlled experiments,

N not simple before/after
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- Compare fixed query
sets to isolate ranking
shifts from query-mix
changes

,f/ ; \ - Use distribution metrics
Z N (P50, P9O) to reduce
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-0 Metric Categories

Visibility:
- impressions, average

position, keyword
rankings, share of voice

Traffic:

- clicks, sessions, users,
branded vs non-branded

Engagement:

- CTR, engaged sessions,
pages per session,
scroll depth

Conversion & Revenue:

- goal completions,
assisted conversions,
attributed revenue

Focus: connect visibility to traffic, then engagement to business outcomes




Leading and Lagging Indicators in SEO
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Leading @
Indicators
Predict the future
and guide actions ® b ek bd S o T W >
Indexation Content Crawl CWV
rate velocity frequency pass rate

Lagging 0Qo A .
Indicators afs b e
Confirm the past i = = T 5

and measure results @ \J \J 0, O
Traffic Rankings Conversions Revenue

Leading indicators predict future outcomes; they enable early course correction.

Examples include indexation rate, content velocity, crawl frequency, and CWV pass rate.

Lagging indicators confirm past results, like traffic, rankings, conversions, and revenue.

Useful dashboards combine both: leading for steering, lagging for accountability.



Interpreting Keyword Rankings and Visibility

Q - Average position hides query mix,
outliers, and SERP feature shifts

v - Segment rankings by keyword
intent, page type, and query space

PAGE TYPE INTENT

| 8Q% - Share of voice reflects category
visibility better than absolute ranks

tf M - Ranking changes matter only when
\ they affect impressions, CTR, or revenue
e _ QUERY SPACE

|:| K‘ﬁ::! - Pair position with clicks and
[l impressions to judge real impact



Diagnosing Traffic, CTR, and Engagement Changes

- Separate CTR loss from

TRAFFIC ranking loss using GSC's
Why did visibility four core metrics
change?

- Segment drops by page,
query, country, device, and
search appearance

CTR
Why did click-through g IS IS
rate change? sudden drops signal

technical issues; gradual
ones signal content

Search Performance
Shift Detected

- Compare branded vs
non-branded queries to
isolate root causes

@ \ ENGAGEMENT

% Why did on-site

engagement change?

- Match engagement
metrics to intent:
informational, commercial,
or transactional
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Attributing Conversions and Revenue to SEO

e Compare last-click, first-touch, and
data-driven attribution views
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e Assisted conversions reveal organic Organic Social Email Direct Paid Conversion
search's role early in the journey Search Hctlia Vit SpalCh :
¢ GA4 model comparison exposes gaps Last-Click - ' i > e '
. P P gap Attribution O O O_ S .
between perceived and actual SEO value
First-Touch R~ 4 W L
: : . . 9 Attribution O O O O O
¢ Align reporting with growth teams using
revenue, pipeline, and leads ‘
Data-Driven
GP Attribution . . . . .
® Use proxy metrics when attribution
data is limited or fragmented
|
SCALE OF EVIDENCE

the full value of organic search.

Attribution models represent a spectrum
of evidence. Use multiple lenses to see

Less

Partially

Complete Complete

More Most
Complete Complete



Technical Health and &
Crawlability Metrics =

- Technical signals are leading
indicators, not direct revenue drivers

- Core metrics: index coverage,
crawl frequency, page speed,
mobile usability

- Core Web Vitals: LCP < 2.5s,
INP < 200ms, CLS <01
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- Field data at p75 decides
pass/fail; lab scores only diagnose
CORE WEB VITALS (p75)
- Prioritize fixes tied to crawl, m ;"R [
indexation, and template-level : ) §
. ECP.="2.55 .+ INP < 200ms : CLS s 0.1
impact \ I 1 I y



Competitive SEO Benchmarking

¢ Define fixed competitor and
keyword sets for defensible
measurement

e Share of Voice: weighted
visibility across your tracked
keyword universe

e Segment gaps by intent,
topic cluster, and realistic
winnability

e Compare rank changes,
backlink velocity, and SERP
feature ownership

e Convert competitive insights
into quarterly targets, not
vanity wins

Your Competitor
Unique Unique
Keywords Keywords

1
Shared
Keyword
Overlap



Bu

lding SEO Dashboards and Reports
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e Structure reports by decision level:
executive, manager, specialist

® Executive view: pipeline, revenue,
ROI, and trend direction

® Manager view: non-brand traffic,
conversions, and landing pages
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® Specialist view: rankings, technical | VIEW |

health, and page diagnostics

e |ead with narrative: what changed,
why, and the next action




Mistaking correlation for causation

| Putting Interpretation into Practice

® INCORRECT INTERPRETATION ° CORRECT INTERPRETATION
Building a case with stronger evidence
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Change After Change in Control group Check for

metric for comparison confounders
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Consistent Stronger basis
pattern for decisions

- Use a repeatable workflow: question, segment, compare, then decide

- "After" is not "because of" — demand a control group

- Check for confounders: updates, seasonality, competitor moves, site-wide trends

- Small samples and single case studies cannot prove causation

- Align chosen metrics with business and content goals
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[ A After # Because oﬂ / O\ { @ Better evidence = Better decisions ]
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SCALE OF EVIDENCE
Stronger

A

Causal
evidence

 Controlled
A comparison

Q Correlated
patterns
@ Anecdotal
observation

Weaker



PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A

personwise.ai/t/1c2cacf0/public


https://personwise.ai/t/1c2cacf0/public?entry_surface=public_courseware_pdf

