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JamesC@seerinteractive.com
Twitter: @Jaycohh

• Analytics Team Lead at Seer Interactive

• Philadelphian turned Californian 

• Drexel University graduate

• Talk to me about: 

○ Cooking

○ Cryptocurrencies

○ Fortnite
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• A foundational understanding of Google 

Analytics

• Setup & Configuration Best Practices

• Google Analytics Integrations

• How to use and value Google Analytics 

Goals (and why)

• A Framework to set goal values

• Setting up and using Site Search 

analytics

• Google Tag Manager & Events
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1. Measure Success 
 
2.  Make Decisions
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Google Analytics (GA) 101
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Before we dive in...
Dimensions Metrics

or

or

(characteristics) (counters)

● Pageviews
● Bounces
● Goal Completions

● Source of Traffic
● Device Type
● Entrance Page
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Before we dive in...

Pageviews and Sessions

Homepage Our Work Blog Contact Us Blog 

+1 Pageview +1 Pageview +1 Pageview +1 Pageview

Exit

+1 Session

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

Account

Property

View View View

(More info can be found here!)

Property

View View

https://support.google.com/analytics/answer/1009618?hl=en
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View and Filter Best Practices
● Recommended Views:

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

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

○ 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
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View and Filter Best Practices
● Master or Production View Filters:

○ IP Address(es) - block traffic from your office(s)

○ Lowercase URI - force lowercase all URIs
■ ie: GA will think: /thispage and /thisPage are different pages

○ Hostname - block traffic that isn’t coming from 
your hostname (domain)
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Recommended Tools & Integrations
● Google Ads (formerly AdWords) - see campaign and 

cost/spend data alongside GA data

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

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

● Google Search Console (GSC, formerly Google 
Webmaster Tools) - see what’s bringing users from 
Google to your site alongside GA data  
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A Framework for Goal Setting
● Why do people use your service/product/website? 

What’s the purpose of your business?
○ What business objectives exist? 

What’s your business working towards this year/next year?

What decisions are you aiming to make with your data?

■ What goals/KPIs and metrics support these 
objectives?

How can we measure it?
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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*? 



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

ie: 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
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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?
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How much is a conversion 
worth?



Setting Values for Goals in GA
● Just do it.
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● Just do it.

● Work backwards with math.
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Setting Values for Goals in GA
● Just do it.

● Work backwards with math.

○ 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.

● Estimate it using bounds. $1,000? $5? $50?

● No really, do it. Even if it’s $1.
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● It’s a measure of that page’s contribution to conversions or 
transactions. 

What is Page Value?

Understanding and Using Page Value 

Page value = (Total Goal Value/Unique Pageviews) 

https://analytics.googleblog.com/2012/07/understanding-and-using-page-value.html
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● It’s a measure of that page’s contribution to conversions or 
transactions. 

● It’s a single number that can help you better understand which 
pages on your site drive or help drive conversions and revenue. 

● Pages with a high Page Value are more influential than pages with 
a low Page Value.

What is Page Value?

Understanding and Using Page Value 

Page value = (Total Goal Value/Unique Pageviews) 

https://analytics.googleblog.com/2012/07/understanding-and-using-page-value.html














Knowing and understanding what users are searching for means 
we can better serve their needs.











?search=pizza



?search=pizza

Query Parameter
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Knowing and understanding what users are searching for means we 
can better serve their needs.
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Remember those Event things?
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I’m glad you asked.
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I’m glad you asked.

Event tracking is one of the main reasons 
why GA is so powerful.
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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

○ Geo
○ Browser
○ Desktop vs. Mobile

● And the list goes on...
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What’s the problem here?
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User Actions.
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User Actions. Events are 
user actions.*

*most of the time
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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: 

● Form submit
● Video interaction
● Button click

But it can be more passive things. Like:
● Scrolling
● Highlighting/copying text
● Hovering over something (like a menu or 

button)
● An impression (of a product or an offer 

served on page)

Note: Non-interaction events don’t affect 
bounce rate!

Events go beyond 
the surface of the 
click.
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Tag Management System - Google Tag Manager

• Centralize all tags onsite (GA + others!)
• Remove bottlenecks 
• Transparency & Responsibility 
• Kickass Data
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Additional Analytics Resources

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


Thanks for your time!
Questions?

Contact me at:
JamesC@SeerInteractive.com

Twitter - @Jaycohh


