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What we’ll cover today...
- Google Analytics Basics

- Best place to start to learn more about:
- your audience
- how they get to your site
- what they're DOING on your site

- Articulating our goals
- Some tips and tricks along the way
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Please note:

- I'm covering “Universal” not new “GA4”
« GA does not affect page-rank/SEO

 GA cannot track new features retroactively

Google Analytics

- Incognito, Ad-blockers, etc aren’t counted

- It's not perfect... we are the guinea pigs
and algorithms/math is used



New to GA? Access their demo account
- Sign into GA and then access the link below

- This is the analytics of the Google Merch Store!

. Great way to see all the features GA offers
https://support.google.com/analytics/answer/6367342?hl=en
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Filter Yourself Out!

 GA cannot tell if you're on your site or not
- Need to do this for library, coffee shop, home, etc
« Admin > Account > All Filters >Add Filter

https://neumarkets.com/exclude-ip-google-analytics/

Filter Information

e.q. 74.125.19.103 or 2001:db8::1 (for IPVE)

Apply Filter to Views



https://neumarkets.com/exclude-ip-google-analytics/

Filter Out Known Spam

- \We can never escape spam
 The sooner this is done, the less disappointment
. Get rid of known: Admin » Views » View Settings

Bot Filtering
v Exclude all hits from known bots and spiders
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Link your Google Search Console
- Search Console helps monitor crawl errors

. |s separate product from GA, great together!
- User queries (what they searched to find you)

- Number of times you appeared in search results
(impressions)

- Did they click through to your site (CTR)
https://support.google.com/analytics/answer/1308617?hil=en
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Turn on Site Search -

¢ See What peOple are IOOking fOr Site search Tracking + optiona
on your site i

Query parameter

- For WordPress: View Settings » Use commas toseparate up o § parameters(case insensitive)
Site Search Tracking » add “s” Svip query parameters out of URL
Site search categories optional
- Squarespace gathers data -

once Search Console is added
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Search Term Y Results Pageviews / Search % Search Exits % Search Refinements Time after Search Avyg. Search Depth

5 2.20 40.00% 9.09% 00:03:36 1.40

otal- 100.00% (5) Avg for View: 2.20 (0.00%) Avg for View: 40.00% (0.00%) Avg for View: 9.09% (0.00%) Avg for View: 00:03:36 (0.00%) Avg for View: 1.40 (0.00%)

1. backups 1 {20.00%) 1.00 0.00% 0.00% 00:16:47 3.00
2. budget 1 (20.00%) 2.00 0.00% 0.00% 00:00:23 2.00
3. contact form 1 (20.00%) 4.00 100.00% 0.00% 00:00:18 2.00
4. finance 1 (20.00%) 2.00 0.00% 20.00% 00:00:34 0.00
5. Plugins 1 (20.00%) 2.00 100.00% 0.00% 00:00:00 0.00

Ehnwrnws:f-m r;Gntn.‘1 1-5of5 | X >

This report was generated on 4/28/18 at 4:35:34 PM - Refresh Report

Behaviour » Site Search » Search Terms




Turn on Demographics
- Audience » Demographics » enable

- Age, gender, interests... but subjective to user’s search
history and other interactions with Google
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B male M female

+ Add Segment

62.31% of total users

Shoppers/Value Shoppers

Technology/Technophiles

Media & Entertainment/Movie Lovers

Technology/Mobile Enthusiasts

Media & Entertainment/Music Lovers

Lifestyles & Hobbies/Shutterbugs

Sports & Fitness/Health & Fitness Buffs

Mews & Politics/Mews Junkies/Entertainment & Celebrity Mews Junkies
Lifestyles & Hobbies/Business Professionals

Lifestyles & Hobbies/Green Living Enthusiasts

B62.17% of total users

Arts & Entertainment/TV & Video/Online Video

Internet & Telecom/Mobile & Wireless/Maobile Phones/Smart Phones
Arts & Entertainment/Celebrities & Entertainment Mews
Reference/General Reference/Dictionaries & Encyclopedias
sSports/Team Sports/Soccer

Mews/Sports News

In-Market Segment

3.72%
2.80%
2.74%
2.40%
2.26%
1.84%
1.76%
1.70%
1.42%

1.42%







The Dashboard
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Sections I'll talk about Time frames

All accounts > UJl- Google Merchandi... . a
&

.. Anﬂlyti{:s 1 Master/View ~ Q Try searching for "acquisition overview" _‘_ oo 0

# Home ) )
Audience Overview @ B save PORT <. SHARE (e; INSIGHTS

» @t Customization

Jul 1,2021 - Sep 12,2021 ~

All Users + Add Segment
REPORTS 100.00% Users
y Realtime
@ Overview
v 2 Audience _
Users = V5. Selecta metric Hourly Day Week Month

Different sections show different sorts data visualization

Overview.
® Users
Active Users
20,000
Lifetime Value™
Cohort Analysis
- 10.000

Audiences /

» Demographics

August 2021 September 2021
» Interests v
y Geo B New Visitor B Returning Visitor
Users New Users Sessions Number of Sessions per User  Pageviews
¢ Behavior
120,346 116,191 164,819 1.37 869,733
¥ Technology o " —— " e . A —
r Mobile
e Pages / Session Avg. Session Duration Bounce Rate
. . BETA
‘% Attribution 5.28 00:03:12 46.13%
Q Discover
£ Admin
Demographics Language Users % Users

r
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How we measure:
« Dimension: attribute to a piece of data (ie: city or page)

e Metric: results attributed to dimension

« Users: really means cookies (if person switches device
or browser they are a new user)

e Segment: subset of your data (ie: users from a
particular country or city; organic traffic only)
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What we measure:

Pageview: each time user is on a page. A repeat view during a session is
counted (ie: home + about + home =3) or reload ( 5 refresh = 5 pageviews)

‘Unique pageviews: calculated on a session basis. If user loads a page 5
times in a given session, it's only calculated as 1 unique pageview.

eSession: group user interacts with site before leaving (page views,
downloads, etc.) Ends after 30 mins of inactivity.

«Conversion: someone does the thing you want (via Goals or ecommerce)

Bounce rate: % of single page visit (like at parties)
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All accounts > UA - Google Merchandi...

.. Anﬂlytiﬂs 1 Master View ~ Q Try searching for "acquisition overview" _‘ ot 0

L1 ]

# Home . .
Audience Overview @ B save 4 EXPORT <« SHARE | {8 INSIGHTS
» @t Customization
Jul1,2021-Sep 12,2021 ~
O f{:ﬁif + Add Segment
REPORTS i Sers
b Realtime
@ Overview
~ 8 Audience
Users = V3. Selecta metric Hourly Day Week Month
Overview
® Users
Active Users
20,000
Lifetime Value®®™
Cohort Analysis
s 10,000

Audiences /

» Demographics

August 2021 September 2021
¥ Interests v
y Geo B New Visitor B Returning Visitor
B Users New Users Sessions Number of Sessions per User  Pageviews
¢ Behavior
120,346 116,191 164,819 1.37 869,733
» Technology e . | s B | AR w B | = N,
r Mobile
e Pages / Session Avg. Session Duration Bounce Rate

2, Attribution **™ 528 00:03:12 46.13%

Q Discover

£ Admin
Demographics Language Users % Users

Language v 1. en-us 74319 [ 60.73%







M Home

Pageviews ~ V8. Selecta metric

» g7 Customization

® Pageviews
REPORTS

Day Week Month ﬂ -..

150,000
» (U Realtime
100,000
» 2 Audience
ﬁ]:ﬂﬂﬂ
b >+ Acquisition
August 2021 September 2021
* B] Behavior x
Overview Primary Dimension: Page Page Title Content Grouping: none -~ Other
Behavior Flow Secondary dimension w Sort Type: Default O advanced B @ = | % | &7
» Site Content . i : .
Page Pageviews ¥ Unique Pageviews Avg. Time on Page Entrances Bounce Rate % Exit Page Value
All Pages
869,733 523373 00:00:45 164,805 46.13% 18.95% $10.93
Content Drilldown % of Total: 100.00% % of Total: 100.00% Avg for View: 00:00:45 % of Total; 100.00% Avg for View: 46.13% Ava for View: 18.95% % of Tofal; 106.31%
(869 733) (923.373) (0.00%) (164,805) (0.00%) (0.00%) (510.28)
Landing Pages
LJ| 1. /home WL 120,040 (13.80%) 97448 (18.62%) 00:01:22 82,068 (40.80%) 51.83% 46.15% $1.70 (15.52%)
Exit Pages
[J | 2. /baskethtml A 63,223 (7.27%) 20,770 (3.97%) 00:00:42 3,884 (238%) 29.44% 9.85% $17.36(158.92%)
» Site Speed
, Site Search 0| s *"wg““’*]'H'Edes'g"’rap"ﬂ‘eu"‘enqu“"“"w'e.@ 60,570 (6.96%) 11819 (226%) 00:00:18 488 (0.30%) 39.57% 451% $12.11(110.81%)
L] 4. /store.html L 48,125 (5.53%) 33,803 (6.46%) 00:00:47 3,848 (2.33%) 33.82% 12.67% 11.10(101.57%)
%2, Attribution =™ { ' ' ' ° :
[J 5. /googletredesign/apparel/mens dy 38,648 (4.44%) 25178 (481%) 00:00:53 6,999 (4.25%) 28.78% 17.54% §7.14 (65.40%)
Q Discover
O 6. /store.html/quickview L 34,157 (3.93%) 1262 (1.39% 00:00:17 137 (0.08%) 28.57% 3.65% $14.73(134.82%)
£ Admin
[(J | 7. /signin.html = 27,244 (3.13%) 22474 (4.29% 00:00:27 6,358 (3.86% 13.33% 8.81% $15.29(139.97%)

Behavior » Site Content » All Pages

Gives you SO MUCH GOOD STUFF, eh?
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A0 Analytics 1 Master View ~ Q  Try searching for "a BIVIEN A I
=

Home

» @F Customization

REPORTS -
‘ . =
4 @ Realtime '
v & Audience 1 I 130

Overview Primary Dimension: Hegion Other

Active Users

Secondary dimension Q, advanced | HH [ ) = | k|
Lifetime Value™™ ™
Cohort Analveis Acquisition Behavior Conversions eCommerce w
BETA Y City
- P | Sessi Avg. Session Duration E
Audiences Users ¥ New Users Sessions Bounce Rate SRS et it Transactions Revenue Conv ‘::nm;:
» Demographics
7,218 6,998 8,906 56.94% 3.93 00:02:22 101 $11,646.25 1.13%
¢ Interests % of Total: 6.00% % of Total: 6.02% % of Total: 5.40% Ava for View: 46.13% Avqg for View: 5.28 Avg for View: 00:03:12 % of Total: 1.90% % of Total: 3.22% Avi for View: 3.22%
(120,346) (116,191) (164,819) {Z23.43%) {-25.51%) (-25.71%) (5,302) (5361,390.83) {-64.75%)
v Geo
1. Toronto 1,130 (15.38%) 1,058 (15.12%) 1,579 (17.73%) 49 21% 4.76 00:03:23 18 (17.82%) $2.080.20 (17.86% 1.714%
Language
2. Montreal 503 (6.84%) 479 (6.84%) 608 (6.B3%) 60.36% 3.38 00:01:59 9 (495%) $233.20 {2.00%) 0.82%
Location
—— 3. Calgary 313 (4.26%) 304  (4.34%) 378 (4.24%) 59.79% 3.51 00:01:48 3 (2.07%) $469.92 (4.03%) 0.79%
[ ] enavior
» Technology 4. (not set) 303 (4.12%) 294 (4.20%) 344 (3.86%) 56.98% 3.47 00:02:11 3 (2.97%) $182.64 (157%) 0.87%
2, Attribution """ 5. Vancouver 239 (3.25%) 223 (3.19%) 300 (2.37%) 42.00% 5.84 00:04:00 4 (3.96%) $440.12 (3.78%) 1.33%
&) Piccover 6. Brampton 231 (3.14%) 223  (3.19%) 269 (3.02%) 58.74% 3.85 00:02:14 1 (0.99%) $11.00 (0.09%) 0.37%
/. Ottawa 208 (2.83%) 200 (2.86%) 266 (2.99%) 49.25% 5.06 00:02:47 6 (5.94%) $613.40 (527%) 2.26%
& Admin
8. Mississauga 194 (2.64%) 182 (2.60%) 259 (2.91%) A517% 5.00 00:02:49 4 (3.06%) $384.80 (3.30%) 1.54%

Geo » Location: can drill down to city level!




H | @

-

Secondary dimension = | Sort Type: | Default - Q, | advanced

Acquisition Behavior Conversions eCommerce

Landing Page

Avg. Session Duration Ecommerce Conversion Rate

Behaviour » Site Content » Landing Pages

Sessions Y % New Sessions Mew Users Bounce Rate Pages / Session Transactions Revenue
20,969 69.06% 14,482 45.30% 412 00:02:24 549 $125,765.19 2.62%
% of Total: 100.00% Avg for View 69.01% % of Total: 100.08% Avg for View 45.30% Avg for View: 412 Avg for View: 00:02:24 % of Total: 100.00% % of Total: 100.00% Avg for View: 2.62% (0.00%)
{20 965} (0.08%) (14471) (0U00%) (0. 00%) (0.00%) (549) (5125,765.19)
: 1. /home it 10,277 (49.01%) BE.04% 6,992 (48.28%) 39.39% 470 00:02:50 303 (55.19%) 364 648.05 (51.40%) 2 95%
fgoogle+redesign/shop+by+brand/youtu :
B | 2 t:i d g shopRny YOUH 4,291 (20.46%) 90.35% 3877 (2677%) 60.50% 2 58 00-01-08 1 (018%) $85.96 (0.07%) 0.02%
3. /signin.html i T74 (3.69%) 28.68% 222  {1.53%) 23.39% 498 00:03:06 09 (12.57%) $16470.70 (13.10%) 8.91%
/google+redesign/apparel/mens/mens+t
4 +g5hir?s e = 738 (3.52%) 88.48% 653 (4.51%) 37.94% 4.25 00-02:11 5 (0.91%) $325.31 (0.26%) 0.68%
5. /googletredesign/nest/nest-usa il 446 (2.13%) 27.58% 123 (0.85%) 30.72% 5.84 00:03:21 Ko (10.20%) 51660418 (13.20% 12.56%
6. /googletredesign/accessories A 403 (1.92%) 65.01% 262 (1.81%) 65.01% 2.61 00:01:20 3 (0.55%) 3738956 (0.59%) 0.74%
7. /googletredesign/apparel/mens iEd 344 (1.64%) 39.24% 135 (0.93%) 46.80% 4.31 00:03:18 9 (1.64%) $2,181.10 (1.73%) ? 62%
8. /googletredesign/bags i 322 (1.54%) 64.91% 209 (1.44%) 37.89% 4.16 00:02:17 1 (0.18%) 563.99 (0.05%) 0.31%
9. /googletredesign/apparel el 311 (1.48%) 75.56% 235 (1.62%) 34.08% 4.53 00:02:33 2 (0.36%) $280.79 (D.22%) 0.64%
10. /googletredesign/drinkware el 274 (1.31%) 58.76% 16T {1L11%) 48.54% 3.92 00:02:54 2 (0.36%) 51,968.17 (1.56%) 0.73%

Ehnwmws:f-m- r'Gnt{;:"i 1-100f 177 | £ >

This report was generated on 4/28/18 at 4:27:09 PM - Refresh Report

Because not everyone will come in via your homepage.
Also great insight on SEO-based activitiy.







All accounts > Google Merchandise St..

0 Analytics 1 Master View ~

O\ Search reports and help

A Home

=! Customization

REPORTS
@ Real-Time

® T
- Hudience

:)-c Acquisition

Overview
v All Traffic 1 B Organic Search
v Google Ads _
2 B Direct
v Search Conscle
v Social 3 B Referral
v Campaigns
4 Affiliates

Bl Behavior
5 M Paid Search

M Conversions

& B Social

=]

Display

B Organic Search
B Direct
B Referral
Affiliates
B Paid Search
Social
| Display

Acquisition

Users

13,478

7,384

2,550

2162

TEb

16

516

202

l ER
a EE
@® Users ® Ecommerce Conversion Rate
3,000 0.15%
1,500 0.08%
Oct 30 Ot 31 Mow 1 Mow 2 Mov 3 Maov 4 Oct 30 Ot 31 Mow 1 Mov 2 Mowv 3 Mov 4
Behavior Conversions
4+ MNew Users Sessions Bounce Rate Pages / Session Avg. Session Ecommerce Transactions Revenue
Duration Conversion Rate
11,255 16,593 42 .89% 431 00:02:438 0.08% 13 5602 22

Acquisitions » Overview

Quickly see where everyone is coming from




Acquisition
« Organic Search: people searching on Google, Bing,
etc. Google Search Console is best for actual keywords.

 Referral: sources outside its search engine. Are your
community partners sending you traffic????

 Direct: type directly into browser or bookmarks
(already know about you -or- GA can't tell)
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Acquisition

e Social: Youtube, Facebook, Instagram, Reddit, Quora,
Twitter, Linkedin, Pinterest

o Paid Search: your Google Ads

e Email: generally newsletter platforms, sometimes
email clients (Outlook, etc) but only if campign is set up
correctly
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What to focus on when starting out:
- Who is your audience and how does their behaviour
align with your goals/ ROI?

- What pages/posts perform best... or worst?

- What impact do new functionalities or changes have
(popups, donation system, design, events, etc)
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Annotations: keep notes on what you do!
- Can be added when you have a timeline
- Can be private or collaborative (depends on user setting

'1100[]——__—_—___——/»

o

- Februa:rﬁlﬂz*l March. .:.:
Show: All | Starred + Create new annotation
Jan 13, 20271 | net2Van presentation edit | alisonkconsulting@gmail.com "~
Feb 3, 2021 Testing Paypal for workshop on Chrome edit | alisonkconsulting@gmaill.com
Feb 4, 20217 Testing Paypal for workshop on Chrome edit | alisonkconsulting@gmail.com
Feb 6, 2021 Added "bot-traffic.xyz" to spam filter, skewed data for Jan 31 edit alisonkconsulting@gmall.com
Feb 8, 2021 | Why Websavers Best Host published edit | alisonkconsulting@gmail.com
Feb 9, 2021 Launched Mini SED via newsletter, deindexed edit | alisonkconsulting@gmail.com
Feb 16, 2021 | CraftEast "5 Ways Improve Web Presence” talk edit | alisonkconsulting@gmail.com
Felr 16, 2021 | Articie posted 'LIFE HACKS: Web expert shares secrets for small businesses, non-profits to get noticed onling’ edit | alisonkconsulting@gmail.com
W

Primary Dimension: Page Page Titie Other
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When to annotate

. Published new content

- Marketing, email campaigns, digital advertising
. Offline advertising (TV, radio, print etc)

- Major website changes (design, new content)

- Website/server problems

- Any other notes of interest
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Reports are easy and can be scheduled...

A

B save | 4 EXPORT <« SHARE %luﬁumﬂ

4~ POF v 2,2017
i@ Goocgle Sheets

X Excel (XLSX)

3 G5V

TRy T TR | —'I“Im

«" SHARE -‘f'_% INTELLIGE

Email Report: Pages

w2 2007

From sinstersin@gmail.com

To

Subject | Google Analytics: Pages

Attachments J—L' PDF "’jl

Frequency |_Weekly:l Day UfWEEkZ|En ;4 | W | T | F | 5 |

+ ADVAMNCED OPTIONS

Active for |- 6 months ~ |

|_5EIH! | Cancel
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Diving deeper with secondary dimensions

Secondary dimension ~ | Shrt Type:

Page
| Recommended
* Commonly used

More dimensions
r Acquisition
¥ f » Advertising

| rBehavior
2. fioy

| »Custom Variables
3. ::-::r: ¥ Ecommerce
» Social

4, fab »Time

Default

w

w ™

Pageviews 8 P

2,610

% of Total: 100.00% (2,610)

43 (28.54%)

238 (9.12%)
123 [(4.71%)
108 (4.14%)

Page

. /workshops/

. /workshops/

. /wordpress-design-pricing/

. /wordpress-design-pricing/

. /wordpress-design-pricing/

. /wordpress-design-pricing/

. /wordpress-design-pricing/

. fwinter-2017-workplace-shadow/

. {when-should-your-install-google-analytics/

Nl _nlhanildd _srmm_imndall_aammle_amaludises s

W W W

W W

i
it
it

Most reports let you use secondary dimension
Source/Medium is great (what acquision by how)

Source / Medium

(direct) / (none)

google / organic

(direct) / (none)

google / organic

|.facebook.com / referral
search.google.com / referral

t.co / referral
expressvpn.priichbox.com / referral

(direct) / (none)

Pageviews

%of T

2,610
fotal 1'IIIEI-E|E?¢
(2.670)

5 (0.19%)
4 15%)
5 (0.19%)
6 (0.23%)
2 (0.08%)
4 (D.15%)
2 (0.0B%)
2 (0.08%)

1 (0.04%)

The 25% of Google Analytics Nonprofits Need to Know | slides: alisonkconsulting.com/25-ga-nonprofit/



Diving deeper with secondary dimensions
Traffic Source » All Traffic » Source/Medium(D#1) + Landing Page (D#2)

Top content/landing pages in terms of top sources/medium. Did they come
from Facebook? Google? This is how you break it down!

Behavior » Site Content » Landing Page (D#1) + Device Category (D#2)
Which pages are being viewed on desktop, tablet or mobile phones?
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Diving deeper with goals
It's important to track converstion via ‘goals.

Most common is ‘destination goal’. A page on your site
someone is sent after they do the thing you want.

- Enewsletter signup

- Donation completition

- Downloaded opt-in
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Diving deeper with goals
- Now that there are goals, there’s more data to dive into

Acquisition Behavior Conversions Goal 3: Registrations «
Landing Page
: % New Sessions Pages / Avg. Session Registrations (Goal 3 Registrations (Goal3  Registrations (Goal 3
S * R oL Session Duration Conversion Rate) Completions) Value)
14,948 14.77% TN, 49 95% 4.65 00:02:47 2.99% 447 S0.00
% of Total 100.00% Ava for View % of Total: 100.03% Avg for View AVO ToT Wiew Avg for View Ava Tor View: 2.99% % of Total 100.00% % of Total: D.00%
(149481 T4 75% (0.03%) (17,173} 4% 05% (D.00%) 4 65 (0.00%) 000247 (0.Do%) i0.00%} 447 (0.0l
/home e 8,104 (54.21%) 82.23% 6,664 (59.63%) 54.59% 3.80 00:02:25 2.04% 36.91%) $0.00 (0.00%
/google+redesign/shop+by+brand/youtube (& 729 (4.88%) 90.53% 660 (591%) 55.56% 3.19 00:01:22 1.92% $0.00
/googletredesign/apparel/mens {% 539 (3.61%) 48.98% 264 (236%) 28.76% 8.70 00:04:13 5.38% (6.49% $0.00
/googlet+redesign/apparel Ll 214 (3.44%) 76.26% 392 (3.51%) 36.96% 4.76 00:03:57 2.92% (3.36% $0.00
SROgHedRan SRR eV menaTEa TN 422 (2.82%) 90.52% 382 (3.42%) 47.87% 432 00:02:02 3.79% (3.58%) $0.00
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