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Google Analytics (GA) 101



Dimensions

(characteristics)

bing
or

e Source of Traffic
e Device Type
e Entrance Page

Before we dive in..

Metrics

(counters)

Pageviews
Bounces
Goal Completions
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Before we dive in..

Pageviews and Sessions

+1 Pageview +1 Pageview +1 Pageview +1 Pageview +1 Pageview
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Before we dive in..
Sessions and Users
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Google Analytics Structure

Account &

Property @ Property &

View View View View View

a a & & &

(More info can be found here!)
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View and Filter Best Practices

e Recommended Views:

o A Production or Master View - this will be the
place you go to, and point others to

o A Test View - where you can adjust settings or set
something up without fear

o A Raw View - no filters, acts as a safety net

Bonus - we put the date the View was created in the name of the View

ie: 1) Seer Master View - 07.25.18

y
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View and Filter Best Practices

e Master or Production View Filters:
o |P Address(es) - block traffic from your office(s)

o Lowercase URI - force lowercase all URIs

m Ie: GA will think: /thispage and /thisPage are different pages

o Hostname - block traffic that isn’t coming from
your hostname (domain)
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Google Analytics Product Linking

Link Google Analytics to your other accounts to get the most out of your data.

Linked Products

N\

Google Ads
@ Actively linked. Sending and receiving data.

Google Ads is an online advertising program that helps you reach customers and grow your business. Improve your g
the entire customer journey - from ad click to conversion.

Learn more about Google Ads.

Adjust Link

Google Optimize and Tag Manager for website and app optimization

@ Actively linked. Receiving data.

Google Optimize lets you test and personalize your website using your Google Analytics data for measurement and t
With a Google Tag Manager integration, you can run tests on your mobile apps powered by Google Analytics Content

Learn more about Google Optimize, mobile experiments with Google Tag Manager, and Content Experiments in Goog

e

Search Console
@ Actively linked. Receiving data.

Search Console can help you understand how users find your site through Google search. Identify ways to attract mo
and prioritize development efforts.

e
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e (Google Ads (formerly AdWords) - see campaign and
cost/spend data alongside GA data

e (Google Optimize - A/B test your website, experience,
copy, etc.

e Google Tag Manager (GTM) - Centralize and
simplify adding marketing related tags & code to your
site




Recommended Tools & Integrations

e (Google Ads (formerly AdWords) - see campaign and
cost/spend data alongside GA data

e (Google Optimize - A/B test your website, experience,
copy, etc.

e (Google Tag Manager - Centralize and simplify adding
marketing related tags & code to your site

e Google Search Console (GSC, formerly Google
Webmaster Tools) - see what’s bringing users from
Google to your site alongside GA data ‘






A Framework for Goal Setting

e Why do people use your service/product/website?
What's the purpose of your business?




A Framework for Goal Setting

o What business objectives exist?
What'’s your business working towards this year/next year?

What decisions are you aiming to make with your data?




A Framework for Goal Setting

m What goals/KPIs and metrics support these
objectives?

How can we measure it? ‘
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Four Types of Goals in GA

e Destination Based - did a user reach a given URL?




Four Types of Goals in GA
e Destination Based - did a user reach a given URL?

e Duration - did a user stay on site for a given amount
of time*?




Time in GA is Flawed

GA calculates time on site and time on page by subtracting
the current time (timestamp) from the most previous
timestamp

Turning Time on Site from a Vanity Metric to an Actionable Metric ‘


http://www.seerinteractive.com/blog/time-on-site-vanity-metric/?utm_medium=james_conference&utm_source=james_conference&utm_campaign=james_conference&utm_term=james_conference&utm_content=james_conference

Time in GA is Flawed

GA calculates time on site and time on page by subtracting
the current time (timestamp) from the most previous
timestamp

current timestamp - previous timestamp = time on site/page

le: 4:05 - 4.00 = 5 minutes spent

Turning Time on Site from a Vanity Metric to an Actionable Metric ‘


http://www.seerinteractive.com/blog/time-on-site-vanity-metric/?utm_medium=james_conference&utm_source=james_conference&utm_campaign=james_conference&utm_term=james_conference&utm_content=james_conference

Sessions = 1
Pageviews = 3

PAGE 1 PAGE 2 PAGE 3

Start: 7:00PM Start: 7.05PM Start: 7:10PM
End: 7:05PM End: 7:10PM End: 7:25PM

Time on Page 1 = Time on Page 2 = Time on Page 3 =
5 mins 5 mins 15 mins

Time On Site = 25 mins ?7?




Sessions = 1
Pageviews = 3

PAGE 3

Start: 7:10PM

PAGE 1

Start: 7:.00PM

PAGE 2

Start: 7:.05PM
End: 7:10PM

End: 7:05PM End: 2?2??

Time on Page 1=
5 mins

Time on Page 2 =
5 mins

Time On Site = 10 mins




Four Types of Goals in GA
e Destination Based - did a user reach a given URL?

e Duration - did a user stay on site for a given amount
of time*?

e Pages/Screens per session - how many
pages/screens did a user view within a session?




Four Types of Goals in GA

Destination Based - did a user reach a given URL?

Duration - did a user stay on site for a given amount
of time*?

Pages/Screens per session - how many
pages/screens did a user view within a session?

Event - did a user perform a specific action?







oetting Values for Goals in GA

e Justdoit.




oetting Values for Goals in GA
e Justdoit.
e Work backwards with math.

o If you know that out of every 1,000 users,




oetting Values for Goals in GA
e Justdoit.
e Work backwards with math.

o If you know that out of every 1,000 users, 100 of
them sign-up for your newsletter,




oetting Values for Goals in GA

e Justdolt.
e Work backwards with math.

o If you know that out of every 1,000 users, 100 of
them sign-up for your newsletter, and your
newsletter generates about 10 new
subscriptions worth $500,




oetting Values for Goals in GA

e Justdolt.
e Work backwards with math.

o If you know that out of every 1,000 users, 100 of

them sign-up for your newsletter, and your
newsletter generates about 10 new subscriptions

worth $500, then each sign-up is worth about $5.

y



oetting Values for Goals in GA

e Justdolt.
e \Work backwards with math.

o If you know that out of every 1,000 users, 100 of

them sign-up for your newsletter, and your
newsletter generates about 10 new subscriptions

worth $500, then each sign-up is worth about $5.

e Estimate it using bounds. $1,000? $5? $50?
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oetting Values for Goals in GA

e Justdolt.
e \Work backwards with math.

o If you know that out of every 1,000 users, 100 of

them sign-up for your newsletter, and your
newsletter generates about 10 new subscriptions

worth $500, then each sign-up is worth about $5.
e Estimate it using bounds. $1,000? $5? $507?
e No really, doit. Even if it's $1.
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What is Page Value?

Page value = (Total Goal Value/Unigue Pageviews)

e It's a measure of that page’s contribution to conversions or
transactions.

Understanding and Using Page Value
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What is Page Value?

Page value = (Total Goal Value/Unigue Pageviews)

e It's a measure of that page’s contribution to conversions or

transactions.

e It's a single number that can help you better understand which

pages on your site drive or help drive conversions and revenue.

Understanding and Using Page Value
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What is Page Value?

Page value = (Total Goal Value/Unigue Pageviews)

e It's a measure of that page’s contribution to conversions or

transactions.

e It's a single number that can help you better understand which

pages on your site drive or help drive conversions and revenue.

e Pages with a high Page Value are more influential than pages with

a low Page Value.

Understanding and Using Page Value
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Careers

At Seer we share a passion for data, discovery, and dogs in the office. We also love tacos & wearing jeans to work.
Sound like your dream job? Check out our open positions and apply to join the team!...
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Remember those Event things’?“i
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Notifications Mark All as Read - Settings

Kristen Julia invited you to her event Come to my
event!!!
{ D a few seconds ago

*&@*#"$*
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Events are a large part of what make GA so
powerful.
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Events are a large part of what make GA so
powerful.

Default GA tracking tracks things such as:
e Pageviews (aka pageview tracking)
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Events are a large part of what make GA so
powerful.

Default GA tracking tracks things such as:

Pageviews (aka pageview tracking)
Landing pages
Attribution info - Source / medium
Acquisition info

o Geo

o Browser

o Desktop vs. Mobile
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Events are a large part of what make GA so
powerful.

Default GA tracking tracks things such as:

Pageviews (aka pageview tracking)
Landing pages
Attribution info - Source / medium
Acquisition info

o Geo

o Browser

o Desktop vs. Mobile
And the list goes on...
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What's the problem here?
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Events occur when a specific action
happens on the page.

Events go beyond

the surface of the
click.
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Events occur when a specific action happens
on the page.

Usually it’s a direct interaction or a click
from the user. Like:

e Form submit

e Video interaction

e Button click

Events go beyond

the surface of the
click.
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Events occur when a specific action happens
on the page.

Usually it's a direct interaction or a click from
the user. Like:

e Form submit

e Video interaction

e Button click

But it can be more passive things. Like:
e Scrolling
e Highlighting/copying text

EventS g'O bey0nd e Hovering over something (like a menu
or button)
the Surface Of the e An impression (of a product or an

offer served on page)

click.
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Events occur when a specific action happens
on the page.

Usually it's a direct interaction or a click from
the user. Like:
e Form submit
N e Video interaction
B e Button click

But it can be more passive things. Like:
e Scrolling
e Highlighting/copying text

EventS g'O bey0nd e Hovering over something (like a menu or
button)
the Surface Of the e Animpression (of a product or an offer

served on page)

click.

Note: Non-interaction events don’t affect
bounce rate!
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Tag Management System - Google Tag Manager

(@ (¥

Google Google
Tag Manager Analytics

S

mgipcIm
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Tag Management System - Google Tag Manager

(@ (¥

; Google Google
& Tag Manager Ol Analytics

« Centralize all tags onsite (GA + others!)
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Tag Management System - Google Tag Manager

<55
454
S

Google Google
Analytics

Tag Manager

Centralize all tags onsite (GA + others!)
* Remove bottlenecks
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Tag Management System - Google Tag Manager

(@ (¥

.. Google Google
Tag Manager Analytics

Centralize all tags onsite (GA + others!)
Remove bottlenecks
Transparency & Responsibility
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Tag Management System - Google Tag Manager

(@ (¥

Google Google
Tag Manager Analytics

Centralize all tags onsite (GA + others!)
Remove bottlenecks
Transparency & Responsibility

« Kickass Data
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Additional Analytics Resources

Zrsee

Go gle Analytics Academy jamesc@seerinteractive

Learn analytics with free
online courses

Analytics Academy helps you learn about Google's
measurement tools so that you can grow your business
through intelligent data collection and analysis.

Analytics Academy Courses

Google Analytics for Advanced Google
Beginners Analytics

Ecommerce Analytics:
From Data to Decisions

Google Tag Manager
Fundamentals

Learn the basic features of
Google Analytics including how to
create an account, implement

trackina code analvze hacie

Learn about advanced Google Discover how to use Enhanced
Ecommerce reports in Google
Analytics to make informed

arommearre hiicineee dAecicinne

Discover how Google Tag
Analytics features including data

collection, processing and

~anfiaiiration and more comnley

Manager can simplify the tag
implementation and management

nroceace fAar marketare analvete


https://analytics.google.com/analytics/academy/

Thanks for your timel
Questions?

Contact me at:

JamesC@SeerInteractive.com
Twitter - @Jaycohh




