Advanced Web Metrics with Google Analytics

Outline
Book is divided into 4 parts

· Part I – Measuring Success, is an overview of why understanding your web traffic is important to your business and covers different data collection methodologies (page tags and log analyzers), data accuracy considerations and where exactly Google Analytics fits in.

· Part II – Using Google Analytics Reports, explains how to navigate and use the Google Analytics interface and includes 10 Top reports to whet your appetite and begin the analysis of your website.

· Part III – Implementing Google Analytics, is the best practice installation and configuration guide detailing how to track all online marketing channels, Flash events, banners, file downloads and more. There is also an advanced section entitled Google Analytics Hacks featuring implementation techniques not documented elsewhere.

· Part IV – Using Visitor Data to Drive Website Improvement, is the largest section of the book. It describes how to build a culture of measurement in your organization from objectives and key results, to key performance indicators. This is followed by a chapter dedicated to real-world tasks that covers optimizing checkout systems, pay-per-click campaigns (including AdWords), SEO, and e-mail marketing efforts. There is also an introduction to multi variate testing.
Individual Chapter Outlines

Ch 1: Why understanding your web traffic is important to your  business
· The kinds of information that you can obtain from analyzing traffic on your site
· The kinds of decisions that web analytics can help you with

· ROI if web analytics

· How web analytics help you understand your web traffic 

Ch 2: What methodologies are available 

· How web visitor data is collected

· Get comfortable with your data

· The relative advantages of page tags and logfiles

· Server loger files

· The role of cookies in web analytics

· Cookies- small text files, stored locally, that are associated with visited website domains

· 2 types

· First Party- one created by the website domain

· Third Party- operates in the background and is usually associated with advertisements or embedded content that is delivered by a third party domain

· Get comfortable with your data and its accuracy

· One IP address registers as one person
· Cached pages are not counted

· Robots multiply figures

· A logfile solution will also show data for robot activity on your website, even though they are not real visitors

· Logfiles capture mobile users

· The accuracy limitations of web traffic information

· Issues affecting visitor data from Page Tags

· Set up error cause missed tags

· JavaScript errors halt page loading

· Firewalls block page tags

· Issues affecting visitor data when using cookies

·  Visitors can reject or delete cookies

· Users own and share multiple computers

· Latency leaves for inaccuracy

· Data collection may be skewed by offline visits

· Comparing Data from Different vendors

· First-party versus third-party cookies

· Page tags: Placement considerations

· Stone Temple Consulting investigated the difference between a tracking tag placed at the top of a page and one placed at the bottom accounted for a 4.3 percent difference in unique visitor traffic for the same vendor’s tool

· Did you tag everything

· Pageviews: A visit or a visitor?

· Cookies: Taking time out

· Page-tage codes: Ensuring security

· PDF files: A special consideration

· E-Commerce: Negative transactions

· Filters and settings

· Process frequency

· Unparallel Results: Why PPC Vendors Numbers Do not match analytics reports

· Tracking URLs: Missing PPC click-throughs

· Clicks and visits: understanding the difference 

· PPC: Important Account adjustments

· Keyword matching: Bid terms versus search term

· Google AdWords: A careful execution

· Third-party ad tracking redirects: weighing in the factors

· 10 Recommendations for Web Analytics Accuracy 

1.) Select the data collection methodology based on what best suits your business needs and resources

2.)  Be sure to select a tool that uses first party cookies are deleted, do not resort to using IP address information. It is better simply to ignore that visitor.

3.) Don’t confuse visitor identifiers

4.) Remove or report separately all non-human activity from your data reports, such as robots, and server performance monitors

5.) Track everything. 

a. Entire websites activity

b. File downloads

c. Internal search terms

d. Outbound links

6.) Regularly Audit your website for page tag completeness 

7.) Display a clear and easy-to-read privacy policy

8.) Avoid making judgments on data less than 24 hrs old

9.) Test redirection URLs
10.) Ensure that all paid online campaigns use tracking URLs to differentiate from non-paid sources. 

· How to think about web analytics in relation to user privacy concerns

· Non-Personally Identifiable Information (non-PII)

· Personally Identifiable Information (PII)

Ch 3 : Where Google Analytics fits

· Key features of Google Analytics
1.) Multiple Language interfaces and support

2.) High scalability 

3.) Features applicable for enterprise and small bus. Owners

4.) Two-click integration with AdWords

5.) Full campaign reporting- not just AdWords

6.) Funnel Visualization

7.) Customize dashboards

8.) Site overlay report

9.) Map overlay report

10.) Cross-segmentation
11.) Data export and scheduling

12.) Data range comparison

13.) E-commerce reporting

14.) Site search reporting

15.) Event tracking

· How it works

· No matter the venue the visitor uses, cookies are created to identify the visitor 

· Google Analytics JavaScript page tag sends info to Google data collection servers –takes a fragment of a second

· Each hour-Google processes and updates collected data and updates Analytics reports

· Google Analytics approach to user privacy

· Google Analytics reports contain aggressive non personally identifiable information

· 3 Parties 

· Google

· Independent Website

· Visitor of the website

· Logs include

· IP address

· Time/date stamp

· Browser type

· Operating system

· Behavior Info

· # of pages viewed

· Language settings

· Screen resolution settings

· Urchin Software- What it is

· The Urchin tool creates reports by processing web server logfiles- including hybrid ones- which combine logfile information with page tag information

· Same technology as Google Analytics the difference is that resources for Urchin log storage and data processing are provided by your organization.
· Differences  between Google Analytics & Urchin

	Urchin
	Google Analytics

	Pay
	Free

	Maintenance done by organization
	Maintenance done by Google

	Can keep data for as long as you wish
	Only 25 month free data storage

	Data can be audited by 3rd parties
	Does not pass data to 3rd parties

	Process data as and when you wish
	Does not process data retroactively

	Runs behind the firewall (suitable for intranets)
	Cannot run behind a closed firewall

	Stores data locally- able to run hoc queries
	Stores data in remote locations- no direct access to stored data for hoc queries


· Intranet behind firewalls that blocks internet activity- Use Urchin
· Unable to page tag (Ex: WML sites for mobile phones) – Use Urchin
· Hosting provider wishing to offer visitor reports to thousands- Consider Urchin
Ch 4: How to use Google Analytics Reports

· Discoverability and the content of data
· How to navigate your way around the plethora of information
· Data range
· Tabbed layout
· Site usage
· Goal conversion
· Ecommerce 
· Change sort order
· Change data view (piechart, table, bar, or delta)
· Change what data is plotted
· Increasing table rows displayed
· Use Anchors
· Comparing date periods
· Hourly reporting
· Scheduling e-mail exports of data
· Value of cross segmentation
· How to assess the value of a page
Ch 5: Top Ten Reports Explained
· Google has over 80 default reports
· The dashboard overview 
· Dashboard view is not really a report in itself
· Change the selection of reports on your dashboard anytime, with a maximum of 12.
· Top 10 reports
1.) Visitors: Map Overlay

a. Identify most lucrative geographic markets
b. You can cross-segment each location
c. Enables you to identify new locations for potential online campaigns 
d. Enables you to measure effectiveness
2.) E-commerce: Overview Report

a. Trace transactions back to specific campaigns
b. Cross segment against other fields (such as, referral source, campaign name, keywords etc.)
3.) Goals: Overview Report

a. Excellent place to look for visitor paths to be considered for funnel analysis
4.) Goals: Funnel Visualization Report

a. Some goals have clearly defined paths that a visitor takes to reach the goal
i. Examples: Ecommerce checkout process, newsletter sign-ups, registration subscriptions, reservation systems, brochure requests
5.) Traffic Sources: AdWords Reports

a. Two reports available
i. AdWords Campaigns 
ii. Keyword Positions
b. Cross-segment your AdWords data
6.) Traffic Sources: Source and Medium Report

a. The source denotes the referral site 
i. Common referral sources: Search engines (paid and nonpaid), a link from a partner organization, affiliate websites, blog articles, e-mail clickthroughs, forum posts. 
b. Medium Lables 

i. Organic- visitors from non-paid search engines
ii. Cpc- visits from Google AdWords (cost per click)
iii. Referral- visits from a link on another website
iv. (none)- those who type in your web address directly or use bookmarks or favorites
7.) Content: Top Content Report

a. $Index- measure of the value of a page, and it is computed from goal and e-commerce values
b. Provides valuable insights into visitor behavior
8.) Content: Site Overlay Report
a. Site overlay loads a page from your website then overlays it with key metrics for each link on that page
b. Excellent way to see which links drive traffic, conversions, transactions, and revenue 
9.) Traffic Sources: AdWords Positions Report

a. What position your AdWords ad was in when the visitor clicked on it
b. Keyword positions
c. Position preference is an AdWords option enabling you to set where you would like your ad to rank among ads shown on a given SE results page
10.) Site Search Usage 

a. Large complex websites need internal site search because it is crucial for a successful visitor experience 
· Content reports: $Index explained
· $Index=(goal value + e-commerce revenue)/ unique pageviews
· Helps you prioritize the importance of pages on your sit
Ch 6: Set up Google Analytics Accounts & Profiles

· Creating your Google analytics account
· Configuring your Google Analytics account to your specific needs will give you the most insight
· Tagging your pages with the tracking code
· GATC: Google Analytics Tracking Code 
· 3 Parts
· The call of Javascript file from Google servers
· Your unique account ID (UA-XXXX-YY)
· The call of the Javascript routine _trackPageview()
· Server slide tagging
· Collecting data into multiple Google Analytics accounts
· Do this if you have multiple websites set in different time zones, and currencies linked to your Adwords accounts
· Creating a back up of your web traffic data to a local server
· Maintain control over your data
· Troubleshoot Google Analytics implementation issues
· Process historical data as far back as you wish- using Urchin
· Reprocess data when you wish- using Urchin
· Using Profiles in conjunction with accounts
· Constraint of 50 profiles per Google Anaytics account
· Setting up agency client accounts
· Linking Google Analytics with Google AdWords accounts
· Yahoo! Search Markting, Miva, and Mirago – Google can track visits and conversions from all of these
· Common Implementation questions 
Ch 7: Advanced Implementation

· Use the _trackPagview() function to create virtual pageviews
· By default, Google Analytics will not track your file downloads ( PDF, EXE, DOC, XLS, ZIP)
· These pages cannot be tagged with GATC, but you can modify the download link on your web pages using the virtual pageview technique
· Capture e-commerce transactions
· GA can be configured to record transactions and product information
· It is possible to track Negative transactions
· Track online campaigns in addition to AdWords
· Tagging your landing page URL’s to differentiate Paid versus non-paid links from the same referrer is the most common
· Tag all of your paid keyword links (i.e Microsoft adCenter, Yahoo! Search Marketing, bsanners, and any other form of advertising)
· Tag links inside promotional email messages and embedded links within digital collateral (i.e. DOC, XLS, and PDF)
· You cannot tag organic (non-paid) keyword links
· Event tracking 
· Any flash driven element (i.e. flash websit, flash movie player)
· Embedded Ajax page such as onClick, onSubmit, onReset etc.
· Page gadgets
· File downloads
· Load times for data
· Setting up Event tracking
· Define the set of events you want to track
· Enable Event Tracking in your reporting profile
· For each set of events, create and event tracker instance.
· Call the _trackEvent() method in your web page source code.
· Customize the GATC for your specific needs
· Subdomain tracking
· Is one that is part of the parent domain 
· Example: Parent: mysite.com
Sub: secure.mysite.com,    ww2.mysite.com
· Multiple domain tracking
· Restricting cookie data to a subdirectory
· Controlling timeouts
· Setting keyword ignore preferences 
· Controlling the collection sampling rate 
Ch 8: Best Practices Configuration Guide 
· Best practices for configuring Google Analytics
· Setting the default page
· Excluding unnecessary parameters
· Enabling E-commerce reporting
· Enabling site search
· The importance of defining goals and funnels
· Goal conversions as specific measurable actions that can be applied to every visit
· Path a visitor takes to reach a goal is known as a funnel
· Define goals = Define success
· Funnel Shapes
· A- near impossible 100 percent conversion rate
· B- most common, sharp decrease in visitors until payment form
· C- well optimized, gradual decrease, this is the optimum shape you want to obtain for all your funnels
· D- ill-defined funnel, visitors entering midway through the process
· E-poorly converting funnel with serious barriers 
· Goal set up process
· Enter goal information
· Define funnel (optional)
· Additional settings 
· Case sensitive
· Match type
· Exact
· Head
· Regular expression
· Goal value 
· The Importance of visitor segmentation
· Segmenting visitors using filters
· Predefined filters
· Custom filters
· Six most common filters
1. Include only your websites traffic
2. Exclude certain known visitors (employees, etc)
3. Separate new versus returning visitors 
4. Geographical location
5. By visitor campaign, medium, source referrer
6. Segment by content
· How to use filters for segmentation
Ch 9: Google Analytics Hacks

· Customizing the list of recognized search engines 
· Capturing Google image search
· Labeling and sessionizing visitors for better segmentation
· Value of parentheses can be any label you wish
· Sessionizing visitor labels
· Apply the label on a per-visit basis via sessionizing the cookie in the GATC
· Labels are per visit based and therefore refer to how popular the respective sections of the website are 
· Tracking error pages and broken links
· Gaining a greater insight into your pay-per-click tracking
· Have separate Ad Groups with Standard or Exact Match set so you can view the precise keyword used by each visitor
· Broad Match- can help you identify keyword themes that are successful at driving visitor click-throughs and conversions 
· Improving site overlay, conversion, and ecommerce reports 
· Importing campaign variables into your CRM system
Ch 10: Focus on Key Performance Indicators 

· Setting objectives and key results
· Implementation pricincpals 
· Tag everything
· Clean and segment your data- apply filters
· Define goals- distill the 80+ reports of Google Analytics into performance benchmarks
· OKR’s (Objectives and Key Results)
· Map your stakeholders
· Marketing, Sales, PR, web development, design agencies, e-commerce, managers, content creators
· Brainstorm with your stakeholders
· Arrange regular meetings
· Define your OKRs
· Make measurable objectives
· Generate more sales leads
· Encourage more cross selling
· Create greater brand & product awareness
· Acquire more traffic
· Provide customer service
· Build relationships with visitors 
· Distill and refine OKRs
· Selecting and preparing KPIs
· KPI- Key performance indicator
· KPI is a ratio, percentage, or average, rather than a raw number
· KPI’s need to be temporal (time-bound)
· KPI drives business-critical actions;
· Develop KPIs to your particular business
· 6 point KPI preparation checklist
1.) Set your OKR

2.) Translate your OKRs into KPIs

3.)Ensure KPIs are actionable and accountable 

4.)Create hierarchical KPI reports

5.)Define partial KPIs (examples below)


*Navigating to the Contact Us page

      *Adding items to shopping cart 

6.)Consolidate
· Presenting hierarchical KPIs
· Via Segmentation
· New Visitors (or returning visitors)
· Customers (or non-customers)
· New visitors who are customers (returning visitors who are customers)
· New visitors who are non-customers (or returning visitors who are non-customers)
· Visitor Source segments
· Search visitors (or non-search visitors)
· Affiliate visitors (or non-affiliate visitors)
· Paid search visitors
· Organic search visitors
· Email visitors
· Benchmark considerations
· # of conversions/total number of visits to the website
· # of conversions/ total number of visitors to the website
· # of conversions/ total number of visits that add to cart
· # of conversions/ total number of visitors that add to cart 
· Onsite factors that affect conversion
· Websites usability and accessibility
· Whether website works in all browsers
· Page content, quality, and imagery
· Search engine visibility….. etc.
· E-commerce manager KPI examples
· Average conversion rate
· Average order value
· Average per visit value
· Average ROI
· Percentage revenue from new visitors
· New customer on first visit index 
· Marketer KPI examples
· Marketers not only look at purchase conversion rates, but also goal conversions because these build visitor relationships
· Percentage visits by medium type
· Percentage goal conversion rate by medium type
· Percentage visits by campaign type 
· Percentage goal conversion by campaign type
· Goal conversion index by campaign 
· Average ROI by campaign type 
· Percentage of new versus returning visitors
· Percentage of new versus returning customers
· Percentage brand engagement 
· Example KPIs segmented by stakeholder job roles
· Content creator KPI examples
· 3 categories of content driven websites
· Product and organization information
· Advertising-based content
· Subscription based content 
· KPIs that help measure engagement 
· Average time on site
· Average pageviews per visit
· Percentage bounce rate
· Average number of advertisements clicked
· Percentage engagement
· Percentage new versus returning visitors
· Webmaster KPI examples
· Volume of visitors, visits, and pageviews
· % of visitors with English language settings
· % of visitors not using MS internet explorer
· % of visitors with non-windows platform… etc.
· KPIs for web 2.0 environment 
· Web 2.0 is the buzzword for the next generation of browser applications
· Actions and events that indicate engagement 
Ch 11: Real- World Tasks 

· Identify poorly performing web pages
· Measure the value of the page 
· List 10 most valuable pages for your website by $Index values
· Try to come up with three reasons why each page is valuable from a visitors perspective 
· 3 perspectives to discuss with Marketing team
· Offline marketing initiatives
· Paid search campaigns 
· Search engine optimization (SEO)
· Action points from the funnel visualization
· Improve availability checker page 
· Correct the layout of the payment form
· Track all error pages to understand what your visitors are experiencing 
· Show clear instructions in your error pages 
· Measure the success of internal site search
· Internal search is a critical component 
· Visitor who uses site search is more than four times as valuable as a visitor who does not 
· Optimize your search engine marketing
· Keyword discovery (paid, and non-paid search)
· Campaign optimization (paid search)
· Landing page optimization and SEO (paid and non-paid)
· AdWords and positioning optimization (paid)
· AdWords day parting optimization (paid)
· AdWords ad version optimization (paid)
· 10 point summary to follow for optimizing landing pages
1.)Always put your visitors and customers first; design for them

2.) Use dedicated landing pages for your campaigns 

3.) Ensure the landing pages are close to the call to action

4.) Structure your website content around keyword themes of 5-10 overlapping keywords and phrases

5.) Place your keyword rich content near the top of the page 

6.) Use keywords in your HTML <title> tags

7.) Use keywords in your anchor links 

8.) Avoid placing text in images or flash or other embedded content 

9.) Use a robots.txt file to control what pages are indexed by search engines 

10.) Never “keyword stuff” or attempt to spam the search engines 
· Monetize a non-ecommerce website
· Track offline spending
· Vanity URLS
· Coded URLS
· Combing with search 
· Use Web Optimizer 
· AMAT
· Acquire visitors
· Measure interactions
· Analyze results
· Test improvements 
· Multivariate testing – 4 steps to create a test
· Identify test page conversion goal
· Tag both pages
· Create new content variations to test
· Review and launch
· Pick a test page & conversion goal

· Selecting pages with a high bounce rate
· Selecting pages with a high exit rate 
· Selecting pages with a high or low $Index value 
· Tag both pages
· Control script
· Section scripts
· Tracker scripts
< Can export all data 








