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What is Google Analyticsand How Doesit Work?

Google Analyticsis afree website tracking tool and platform that collects data on how
users interact with your website. Once the datais collected, Google Analytics sorts the
data into easy-to-read interactive reports, which is what we see in the platform.

To get any data from your website into Google Analytics, you must first place the tag
on your site. We add this tag under an account when a website is published. As soon as
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that tag is properly placed, Google Analytics will start collecting data. The datais then
put into reports made up of metrics (anything that can be measured with anumber isa
metric) and dimensions (how metrics can be segmented).

Finding the Data that Mattersto You

There'salot of data reported in Google Analytics — like, alot. Because there's so
much data available, it's really easy to get overwhelmed by all of the information and
fall into analysis paralysis.
Some of the data collected includes:

® How many visitors your pages get.

® Where visitors come to your pages from.

® How those visitors progress through your site.

® What visitors do on your pages.

® How visitorsinteract with elements on your pages.

® How long visitors spend on your pages.

® At what stage of avisit usersleave your site.

What are Users, Pageviews, and Sessionsin Google Analytics?

The following are definitions of some of the most important metrics put forth by Google
Analytics:

® Users: A user represents a single person who comes to a given site.

® Pageviews. Pageviews count when a user loads a given page on your site. For
Instance, if auser were to reload the same page, this would count as an additional
pageview. Pageviews are accumulated irrespective of users or sessions.

® Sessions. A session consists of every action taken by a single user during each site
visit. Beginning when a user enters your site and ending when they leave, a session
can show every page clicked through and every minute spent on each page.
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Tracking Pageviews

Pageviews help webmasters determine what content on their site is the most popular
among users. With this metric, webmasters know the most valuable location for their
ads.

However, thereisabit of agray areawhen it comes to pageviews. Tracking how many
usersvisit agiven page or how many pages a given user visits does not measure their
actual engagement. Alone, they do not tell you if a user was so engaged that they visited
multiple pages, or if that user couldn’t find what they needed and had to visit other
pages. Tracking pageviews can help you understand behavior, but not intent.

Pageviews vs. Unique Pageviews

As mentioned above, pageviews represent the total number of times agiven pageis
loaded on your site. Unique pageviews, on the other hand, amount to only the pages
loaded by a single user, in agiven session. A single user’s collection of pageviewsis
counted as one unique pageview.

Unique pageviews provide webmasters a more accurate gauge of where on their site
their audience is going. Since the feature eliminates the noise created by reloading the
same page, webmasters can tell what pages are actually driving the most traffic. By
knowing what drives their traffic, webmasters know which pages to target with ads and
calls-to-action.



The Highsand L ows of Bounce Rates

A bounceis a single-page session on your Site; when a user opens a single page on your
site and then exits without triggering any other requests to the Analytics server during
that session.

Bounce rate is single-page sessions divided by all sessions, or the percentage of all
sessions on your site in which users viewed only a single page and triggered only a
single request to the Analytics server.

If the success of your site depends on users viewing more than one page, then a high
bounce rate is bad. For example, if your home page is the gateway to the rest of your
site (e.g., news articles, product pages, your checkout process) and a high percentage of
users are viewing only your home page and then leaving, you don’t want a high bounce
rate.

On the other hand, if you have a single-page site like a blog, or offer other types of
content for which single-page sessions are expected, then a high bounce rate is perfectly
normal.

L owering Your Bounce Rate

If your overall bounce rate is high, then you can dig deeper to see whether it’s uniformly
high or whether it’ s the result of something like one or two channels, source/medium
pairs, or just afew pages.

If just afew pages are the problem, examine whether the content correlates well with the
marketing you use to drive users to those pages, and whether those pages offer users
easy pathsto the next steps you want them to take.

If aparticular channel has a high bounce rate, take alook at your marketing efforts for
that channel: for example, if users coming viadisplay are bouncing, make sure your ads
are relevant to your site content.

If the problem is more widespread, take alook at your tracking-code implementation to
be sure al the necessary pages are tagged and that they’ re tagged correctly. And you
may want to reevaluate your overall site design and examine the language, graphics,
color, callsto action, and visibility of important page elements.

Audiencereports



Audience reports are exactly what they sound like: reports on who your audienceis. If
you'’ re interested in better understanding who is coming to your site, these are the
reports you' re going to want to look at.

In this report, you can find the following dimensions:

® Technology — What devices and operating systems are they using when coming to
your site?

® Demographicinformation — What gender are users? How old are they?

Geogr aphic information — Where are your users located when accessing your
site?

® User trends— Do people come to the site more than once? If so, how often do
they visit the site?

Understand your audience at a glance with the audience overview report. From here you
can see the number of usersthat have visited your site, if users have visited your site
multiple times and what language the user’ s browser language operatesin.
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Y ou can toggle the demographic and system options on this report to see the breakdown
of user countries, cities, browsers, operation systems, and service providers.



Acquisition reports
Acquisition reports tell you how people are getting to your website. These are the
reports that you' Il want to go to if you’ re looking to track the effectiveness of your
marketing efforts or to find opportunities for new marketing channels.
In acquisition reports, you can see:

® Channels— What marketing channels are driving traffic?

® Sources— What sites are referring people to your site?

When you want to see how people interact with your site after you send them there from
social media, email newdletters, etc., thisiswhere you'’ [l want to go.

Understanding where your users are coming from on the internet is useful when trying
to track the value of your marketing. Acquisition reports can show you how users are
finding/ navigating to your website.

In the overview you will be able to see, at a glance, the breakdown of your site traffic by
marketing channel. In this view you can also see site users and conversion rates by day.
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This highly visual report can help you see the channels that bring in the most traffic
(acquisition), best engagement (behavior), and most conversions (conversions). It is
important to note the defaults in this view, though.



Acquisition shows you the number of users, so the largest bar on the graph is driving the
most traffic. The behavior section of the table is defaulted to show you the bounce rate.
In thisinstance, the largest bar on the graph has the HIGHEST bounce rate, which is not
necessarily a good thing. The conversions section, by default, shows the conversion rate.
While the largest bar may have the highest conversion rate, it’simportant to take into
consideration how much traffic is actually attributed to that channel. If there were only
two sessions and one converted, the conversion rate would be really high for a source
that only led to one conversion.

In short, the ideal channel would have alarge acquisition bar, small behavior, and large
conversion bar. Or you could just change the selected behavior metric to either pages/
Session or average session duration so that you could look for all large bars.

Behavior reports

Behavior reports can show you how people interact with your website. Thisisagreat
way to see what content people are enjoying, what they value, and more.

The dimensions of behavior reports include:
® | anding pages— What page do people arrive at when entering your site?
® EXit pages— What is the page people go to last before leaving your site?

® Content — What are the most popular pages on your site? How do people interact
with each of those pages?

® Behavior flow — How do people navigate through your site? Does the navigation
change based on source? Medium? Landing Page?

Understanding how usersinteract with your site and what their journeys consist of can
help you create better content. If you want to know which pages are working and which
may need some help, these are the reports you’ re going to want to look at.

When creating content, the goal is generally to get people to interact with it. Whether
that means people read afull article, click on a call-to-action, or watch a video, every
page is looking for audience engagement. This engagement leads to alonger time on site
and shows Google that your site is answering questions for the users.

In the behavior overview you will see either sums or averages of engagement.
Pageviews and unique pageviews will both show sums, while all other metrics will
show you site averages.



Under the summary metrics, you will see pageview breakdowns by content at different
levels.

B4429 49,908 00:00:43 45,15% 18.37%

Whilethereisn't aton of information in thisview, it'sagood “at aglance' report. You
can get agenera understanding of how people interact with your site from this page.

Conversion reports

Conversion reports show you when and if people are converting on your website. These
reports only generate data if you have conversion goals set up.

Conversion reports will show you:

® Goal URLs— Where were the goals completed? What percentage of visits to that
page led to a conversion?

® Goal path — What pages were visited before the goal was completed?
® Goal flow — What sources led to most goal completion?

If you’ re looking to see how well your site is converting visitors or what visitors need to
see before converting, these are the reports you’ || want to refer to.

This example report shows you a summary of the goals you have set and how often they
are being completed. Y ou will see goal completions by day, goal type, and completion
locations.



3765 50.00 74.27% 27.03% 459 1,909
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Use this information to ook for patterns and see if there are certain days users are more
likely to convert. If so, try to focus on the marketing you put out on those days. Analyze
whether or not your site is leading to the completion of the goals you have set.

Conclusion

Google Analytics provides nearly endless amounts of information about your website's
data. Once you set up Google Analytics on your website, you can access metrics
covering nearly every part of your customers' journeys.

Y ou can create custom reports to analyze how well your strategies work. This may help
you make informed changes to your website, which may, in turn, draw even more
people to your brand via your analytics-driven marketing strategy.
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