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Abstract
This research aims to identify and analyze the key components that influence website conversion rates. A sample of 2,000 records will be collected from a public dataset available on Kaggle (www.kaggle.com), enabling a comprehensive and data-driven analysis. The study will examine the relationship between various web performance metrics, specifically, page views, session duration, bounce rate, time on page, previous visits, and traffic source, and their impact on conversion rate. Using statistical techniques, such as correlation and regression analysis, the study seeks to uncover patterns and relationships that demonstrate how each of these variables affects user behavior and, ultimately, conversions on a website. The research anticipates that user engagement metrics like session duration and time spent on page will show a positive correlation with higher conversion rates. In contrast, higher bounce rates may negatively impact the likelihood of conversion. The influence of traffic source and previous visit history will also be explored to determine whether certain channels or repeat users lead to more successful conversion outcomes. By identifying which factors have the strongest associations with conversion rates, this study will contribute actionable insights for improving digital marketing strategies and website performance. The findings are expected to provide practical recommendations for enhancing the user experience on websites, with the goal of maximizing digital engagement and optimizing conversion performance. These insights will be especially valuable for developers, UX designers, and marketing professionals looking to improve the effectiveness of their online platforms. The study not only addresses a key concern in the digital ecosystem, how to turn visitors into customers, but also contributes to the broader understanding of web analytics and user behavior in the context of data-driven decision-making.
