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Introduction

Is your website performing as well as it should? Are you retaining visi-
tors—or losing them too fast? Are you converting lookers to buyers—or
are they bouncing from your site before they finish the checkout process?

When you want to find out more about the people visiting your website,
turn to Google Analytics. Google Analytics is a free tool offered by
Google that generates detailed statistics about website visitors. This
tool—actually, a series of detailed reports—tracks visitors from all refer-
ring sources, including search engines, pay-per-click (PPC) advertising
networks (such as Google AdWords), display advertisements, email mar-
keting, and other channels. It tells you how visitors found your site—and
if they came from a search engine, just what they were searching for.

But that’s not all. Google Analytics tells you what pages these people visit
on your site, how long they view each page, and where they exit your site.
It’s information that is both interesting and useful; Google Analytics is a
great tool for improving the effectiveness of any website.

The problem is that Google Analytics offers so much detailed data, it’s
hard to keep it all straight. There’s so much there, it’s overwhelming. How
do you know what report holds the information you need? And how do
you customize Google Analytics to work best with your specific pages?

That’s where this book comes in. Sams Teach Yourself Google Analytics
in 10 Minutes is a quick-and-easy way to learn how to use Google
Analytics to analyze and improve your website. Every lesson in this book
is short and to the point, so you can learn everything you need to learn at
your own pace, in your own time. Just follow the straightforward Sams
Teach Yourself in 10 Minutes game plan: short, goal-oriented lessons that
can make you productive with each topic in 10 minutes or less.



Introduction

What You Need to Know Before
You Use This Book

How much prior experience do you need before starting this book? Well,
it helps if you have some sort of experience in web marketing, so terms
like click-through rate and pageviews aren’t totally foreign. And a little
familiarity with HTML might be useful, as Google Analytics requires you
to insert (and, in some instances, modify) brief snippets of code into your
web pages to activate its tracking functionality. Of course, you can always
have someone else on your team do the HTML work; you don’t have to
be a coding wizard to do what you need to do. Beyond these basic skills,
no prior experience with Google Analytics (or with any web analytics ser-
vice) is presumed.

About the Sams Teach Yourself in
10 Minutes Series

Sams Teach Yourself Google Analytics in 10 Minutes uses a series of short
lessons that walk you through the various features of Google Analytics.
Each lesson is designed to take about 10 minutes, and each is limited to a
particular operation or group of features. Most of the instruction is pre-
sented in easy-to-follow numbered steps, and there are plenty of examples
and screen shots to show you what things look like along the way. By the
time you finish this book, you should feel confident in using Google
Analytics to analyze—and improve—your website.

Special Sidebars

In addition to the normal text and figures, you find what we call sidebars
scattered throughout that highlight special kinds of information. These are
intended to help you save time and to teach you important information
fast.

XV
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CAUTION: Cautions alert you to common mistakes and tell you how
to avoid them.

TIP: Tips explain inside hints for using Google Analytics more effi-
ciently.

NOTE: Notes present pertinent pieces of information related to the
surrounding discussion.




LESSON 1

A 10-Minute Guide to
Web Analytics

In this lesson, you learn what web analytics is—and what it does.

Understanding Web Analytics

When you want to know more about who is visiting your website and what
they’re doing there, you need web analytics. But what is this thing called
web analytics?

Put simply, web analytics is the collection and analysis of data relating to
website visitors. It’s a way to measure the traffic to your website and then
find out what visitors are doing during their visits.

What kind of data are measured? Web analytics tracks such metrics as
pageviews, visits, unique visitors, and the like. The resulting analysis
examines both the quantity and quality of visitors to a site.

The goal of web analytics is to better understand how a website is being
used—and apply that information to optimize the site’s usage. It’s more
than just basic data collection; it’s an attempt to learn more about how
people use a site, and why.

Why Analyze Website Traffic?

If you run a website, why might you want to employ web analytics?

It’s simple: Web analytics helps you better understand the visitors to your
site. Analytics tracks visitor behavior, so that you have a better idea what
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your site’s visitors are doing—and why. With the right analytics package,
you can discover the following:

» How many visitors your site attracts.

» Where your visitors came from—which sites directed the most
traffic to your site, as well as where geographically your visitors
are located.

» How long visitors are staying on your site.

» What pages visitors visit first—and which they visit last before
they leave.

» If visitors came to your site from a search engine, what keywords
they searched that brought up your site in their search results.

» If visitors came to your site from an advertisement, where that ad
was placed—and what percentage of visitors who clicked on
your ad viewed key pages or completed transactions.

» What types of web browsers your visitors are using—so you can
better design your site to look good with those browsers.

Who Uses Web Analytics?

You might think that web analytics, like other forms of market research, is
used primarily by big companies. That isn’t true, however. Web analytics
is for any size company or website; a small personal website has access to
the same statistics as does a large corporate one.

In fact, any website can benefit from knowing more about its visitors.
Websites both large and small can use web analytics to determine where
new visitors are coming from and tailor the site’s content to those sources.
It’s valuable data, no matter the size of your site—or the amount of traffic
it attracts.

And, while web analytics is a great tool for marketing research, it isn’t
limited to use by a company’s marketing department. A company’s IT
department, for example, can use analytic data to forecast server load and
budget appropriately for new equipment purchases; a sales department can
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use analytic data to determine the effectiveness of various promotions and
placements.

NOTE: More Than Just Websites

You can use web analytics to track not just traditional websites, but
also blogs, podcasts, online videos, web-based advertisements,
and the like.

How Web Analytics Works

When it comes to tracking web visitors, there are two fundamental types
of analytics:

» Onsite analytics uses site-specific data to track visitors to a spe-
cific website.

» Offsite analytics uses Internet-wide information to determine the
most visited sites on the web.

Offsite analytics is used to compile industry-wide analysis, while onsite
analytics is used to report on individual website performance. Website
owners and webmasters are most interested in onsite analytics; this is the
type of analytics we discuss primarily in this book.

Onsite analytics works by utilizing a technique known as page tagging.
This technique places a “bug,” in the form of a bit of JavaScript code, in
the basic HTML code for a web page. This embedded code collects certain
information about the page and its visitors. This information is then passed
on to a web analytics service, which collates the data and uses it to create
various analytic reports.

Beyond Data Collection: Using
Web Analytics Data

It may be interesting to know how many people visit your site each month,
as well as what sites drove the most traffic to yours, but how can you put
this data to good use?
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The key is to analyze the data about what happened in the past to both pre-
dict and influence what happens in the future. That is, you can use web
analytics data to make informed decisions about your website strategy.

Examine the data to determine what is and isn’t working on your site; then
use that information to play up your site’s strengths and improve its weak-
nesses. If you know, for example, that a particular page is pulling a lot of
traffic from Google and other search engines, you expand on that page’s
content to attract even more of that traffic. Or if you determine that visitors
are leaving too soon after viewing a given page—that is, if there’s nothing
there to keep them sticking around—you can work to improve that page’s
content to be more valuable to visitors.

TIP: Trends Matter

When examining web analytics data, it’s tempting to get engrossed
by all the raw data available. Although individual humbers are
important, it’s more important to examine longer-term trends. For
example, it's more important to examine how the number of visi-
tors is changing over time than it is to obsess over a single visitor
number.

Web Analytics and Internet
Advertising

Web analytics is also valuable if you’re purchasing advertising on the
Internet, especially pay-per-click (PPC) advertising. You can track and
analyze which campaigns result in the most conversions from clicks to
actual sales. And if you’re advertising on Google’s AdWords, you can
track which keywords are triggering the most ad displays and which ads
have the highest click-through rate.

In other words, you can use web analytics to track the effectiveness of
each ad you place. With proper analysis, you can learn which ads are dri-
ving the most potential customers and which ads aren’t pulling their
weight. That information will help you better place ads in your next cam-
paign; you fine-tune your advertising strategy over time.
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Without web analytics, you have no idea which ads are working and which
aren’t. You learn from both your successes and your failures.

Understanding Key Metrics

There are many different data points that can be collected via web analyt-
ics. Some of these data points, or metrics, might be familiar to you; others
may not. To that end, Table 1.1 details some of the most important of
these metrics and what they measure.

TABLE 1.1 Key Web Analytics Metrics

Metric Description

% exit The percentage of users who exit from a
given web page as a share of pageviews.

Bounce rate The percentage of visits in which the visitor
enters and exits on the same page, without
visiting any other pages on the site in
between.

Click A single instance of a visitor clicking a link
from one page to another on the same site.

Click path The sequence of clicks that website visitors
follow on a given site.

Click-through rate (CTR) The percentage of people who view an item
and then click it; calculated by dividing the
number of clicks by the number of impres-
sions.

Depth of visit (pageviews The average number of pageviews a visitor

per session) initiates before ending his session; calculat-
ed by dividing the total number of pageviews
by the total number of sessions.

First visit The first visit from a visitor who has not pre-
viously visited the site.
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TABLE 1.1 Key Web Analytics Metrics

Metric Description

Hit A request for a file from a web server. Note
that a hit is not the same as a pageview; a
single page can have multiple elements
(images, text boxes, and so forth) that need
to be individually loaded from the server.
For example, a web page that includes four
images would result in five hits to the

server.

Impression A single display of an advertisement on a
web page.

Loyalty A measurement of how often visitors come

to a website, calculated by dividing the total
number of sessions or visits by the total
number of unique visitors.

New visitor A visitor who has not made previous visits
to a website.
Pageview A display of a complete web page. One visi-

tor looking at a single page on your site gen-
erates one pageview. (Pageviews typically
don’t include error pages, or those pages
viewed by web crawlers or robots.)

Pageview duration The average amount of time that visitors
(time on page) spend on each page of a website.
Repeat visitor A visitor who has made at least one previ-

ous visit to a website.

Session A series of pageviews from the same visitor
with no more than 30 minutes between
pageviews—and with no visits to other sites
between pageviews. Unlike a visit, a session
ends when a visitor opens a page on another
site.

Single page visit A visit from a visitor where only a single
page is viewed.

Time on site or length of  The average amount of time that visitors
visit spend on a website each time they visit.
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TABLE 1.1 Key Web Analytics Metrics

Metric Description

Unique visitor A visitor who visits your site one or more
times within a given timeframe, typically a
single 24-hour period; a visitor can make
multiple visits during that timeframe, but
this counts as just a single unique visitor.
For example, a user visiting your site twice
in one day is counted as a single unique
visitor.

Visit A series of pageviews from the same visitor
with no more than 30 minutes between
each pageview. Unlike a session, a visit con-
tinues (for 30 minutes) even after a visitor
leaves your site.

NOTE: PPC Metrics

When tracking PPC ad performance, additional metrics come into
play. These include cost-per-click (CPC), average position, conver-
sions, conversion rate, and the like. (Learn more in Lesson 12,
“Tracking Ecommerce.”)

Getting to Know Google Analytics

There are many firms that offer web analytics tools and services. One of
the most popular is Google Analytics, part of the vast Google empire.
Google Analytics is unusually comprehensive in the metrics it tracks; it’s
also relatively easy to use and completely free.

Because of its cost (or lack of), Google Analytics is popular with websites
both large and small. Google Analytics is powerful enough to track traffic
at large websites, but easy enough for smaller sites to implement. It tracks
all the key metrics detailed in Table 1.1 and more, displaying its results

in a series of “Dashboards” and custom reports, like the one shown in
Figure 1.1.
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FIGURE 1.1 The main Google Analytics Dashboard.

Google Analytics utilizes onsite analytics to track visitor behavior on a
specific site. After you register your site with Google Analytics, Google
generates a unique piece of JavaScript code for your site. You then copy
and paste this code into the underlying HTML of each site on your page
you want to track; once embedded, this code tracks visitor behavior and
transmits that data back to Google, where it is analyzed and displayed.

As noted, Google Analytics is completely free. There is no charge to track
the performance of your website, nor to access the reports generated by
Google Analytics.

Summary

In this lesson, you learned how web analytics works and why you should
use this key metric to track visitor behavior on your website. In the next
lesson, you learn how to sign up for the Google Analytics program.




LESSON 2

Creating a Google
Analytics Account

In this lesson, you learn how to sign up for Google Analytics.

Creating a Google Account

Before you can sign up for Google Analytics, you must have a Google
account. If you use Gmail, Google Calendar, Google Docs, or similar
Google applications, you already have a Google account and can use that
account to sign up for Google Analytics. Likewise, if you subscribe to
Google’s AdSense or AdWords programs, you can use that account to sign
up for Google Analytics.

NOTE: Google Account

Singing up for a Google account is free. You can then use the
same username (your email address) and password to access all
of Google’s services.

If you do not use any of Google’s services, however, you need to create a
new Google account. Follow these steps:

1. Go to the Google Analytics main page (www.google.com/
analytics/), shown in Figure 2.1, and click the Sign Up Now link.

2. When the Create an Account page appears, as shown in Figure
2.2, enter your email address into the Your Current Email
Address box.

3. Create a password and enter it into the Choose a Password box;
then enter it again into the Re-Enter Password box.
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Google accounts

Create an Account

Your Google Account gives you access to Google Analytics and other Google serdces. i you already have a Google
Account, you can gign i

Required information for Google account

Your current email address:
e.q. mynameg@example.com. This will be used to sign-in to your
account

Choose a password: EPassword strength:

Minimum of § characters in length

Re-enter password:

1] Stay signed in

Creating a Google Account will enable Web History. Web History 1s a
feature that will provide you with a more personalized expenence on
Google that includes more relevant search results and
recommendations. Leam Mare

1¥] Enable Wah Histary

FIGURE 2.2 Creating a new Google account.

4. Select your location from the Location pull-down list.

5. Enter your birthday into the Birthday box.
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6. Enter the “secret word” into the Word Verification box.

7. Click the I Accept. Create My Account button.

You are now prompted to create your Google Analytics account, which we

discuss in the following section.

Signing Up for Google Analytics

Once you’ve created a Google account, you can then sign up for the
Google Analytics program. We’ll show how to do this from the main
Google Analytics page. Follow these steps:

NOTE: Continuous Signup

If you're signing up for Google Analytics at the same time you're
creating a Google account, go directly to Step 4 after creating your
Google account.

1. Go to the Google Analytics main page (www.google.com/
analytics/) and click the Sign Up Now link.

2. When the next page appears, enter your Google account email
address and password; then click the Sign In button.

3. When the Getting Started page appears, click the Sign Up button.

4. You now see the General Information page, shown in Figure 2.3.
Enter the URL for your site’s home page into the Website’s
URL box.

Getting Started

Analytics: New Account Signup
= Contact Information = Accept User Agreement > Add Tracking
Please enter the URL of the site you wish to frack. and assign a name as it should appear in your Google Analytics

repors. I you'd like to rack more than one websile, you can add more siles once your account has been selup
Learn more

Website's URL: ntgs =] (e.g
www.mywebsite.com)

Account Name:
Time zone counlry o lerritory: | United States Iz‘

Time rone: (BMT-08:00) Pacific Time IE‘

FIGURE 2.3 Entering information about your website.
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NOTE: Secure Sites

If your site is a secure site, pull down the list and select https://
instead of the default http://.

5. Enter a name for this website into the Account Name box.

NOTE: Account Name

You should select an account name that helps you identify this site
if you plan on tracking multiple sites with Google Analytics—the
domain name or home page URL, the internal name you give to the
site, or something similar.

6. Select your country from the Time Zone Country or Territory
pull-down list.

7. Select your time zone from the Time Zone pull-down list.
8. Click the Continue button.

9. When the Contact Information page appears, as shown in Figure
2.4, enter your first name and last name into the appropriate
boxes.

Getting Started

Analytics: New Account Signup

General IMormation > Contact Information = Accepl User Agreement = Add Tracking
Last Mame
First Name:

Country or termilary Flease select your country or termitory 3

FIGURE 2.4 Entering your contact information.

10. Select your country (again) from the Country or Territory pull-
down list.

11. Click the Continue button.
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12. When the Accept User Agreement page appears, read the terms
of service and check the Yes option.

13. Click the Create New Account button.

14. Google now displays the tracking code you need to add to your
website, as shown in Figure 2.5. You should copy and paste this
code as detailed in Lesson 3, “Adding Google Analytics to Your
Website.”

Getting Started

Analytics: Tracking Instructions

General Information > Contact Information > Accept User Agreement = Add T

o What are you @) Paste this code on your site
tracking?

@ A single domain
(delault) <acript type="text/java "
Doemain war gadalloat = [["httpa:" == document.location.protod
WWW. com write | ("%¥3Cacript are='" + gaJaHoast

</acripty>
<

ipt EYpe~"text/javascripty
t

war pagelracker = _gat. getlracker("Ua "
pagelracker. trackPageview():
| caten(err) (i</acript>

FIGURE 2.5 Copy this tracking code to your website’'s HTML.

15. After you’ve copied the tracking code, click the Save and Finish
button.

Summary

In this lesson, you learned how to sign up for Google Analytics. In the
next lesson, you learn how to add the Google Analytics tracking code to
your website.
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LESSON 3

Adding Google
Analytics to Your
Website

In this lesson, you learn how to configure your website for monitoring with
Google Analytics.

Adding Your Website to Google
Analytics

As you learned in Lesson 2, “Creating a Google Analytics Account,”
Google asks you questions about your website during the initial signup
process and then generates a piece of tracking code for you to paste into
your website’s underlying HTML. We’ll review that process here, starting
with your clicking the Sign Up button.

1. From the General Information page, shown in Figure 3.1, enter the
URL for your site’s home page into the Website’s URL box.

2. Enter a name for this website into the Account Name box.

3. Select your country from the Time Zone Country or Territory
pull-down list.

4. Select your time zone from the Time Zone pull-down list.
5. Click the Continue button.

6. When the Contact Information page appears, enter your first
name and last name into the appropriate boxes.
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Analytics: New Account Signup
1 = Contact Information = Accept User Agreement = Add Tracking

Please enter the URL of the Site you wish to track. and assign a name as it should appear in your Google Analtics
repors. I you'd like to rack more than one websile, you can add more siles once your account has been selup

Learn more
Website's URL: o _[] : (o5
www.mywebsite.com)
Account Name:
Time zone counlry of terrilory: | United States E
Time rone: (GMT-08-00} Pacific Time B

FIGURE 3.1 Entering information about your website.

7.

10.

11.

12,

13.

14.

15.

Select your country (again) from the Country or Territory pull-
down list.

Click the Continue button.

When the Accept User Agreement page appears, read the terms
of service and check the Yes option.

By default, Google shares your site’s analytics data with
AdWords, AdSense, and other Google products, as well as
anonymously with Google and other sites for benchmarking ser-
vices. If you do not want to share your data, click the Edit
Settings link in the Data Sharing Settings section; then uncheck
the two sharing options.

Click the Create New Account button.

When the next page appears, as shown in Figure 3.2, select what
you want to track: a single domain (that is, a single website), one
domain with multiple subdomains, or multiple top-level domains.

If you also want to track AdWords advertising campaigns, check
the I Want to Track AdWords Campaigns option.

Google now displays the tracking code you need to add to your
website. Highlight and copy this tracking code.

Click the Save and Finish button.
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Getting Started

Analytics: Tracking Instructions

General Information = Contact Information = Accept User Agreement = A

o What are you @) Paste this code on your site
tracking?

@ A single domain
(default)
Domain
WWW, com

document . location . protod
["¥3Cacript are='" + gaJaHoat

</acript>
<{acript Eype="text/javascript™»

ery 1

war pagelracker = _gat. getlracker("Ua "
pagelracker. trackPageview():

| caten(err) (i</acript>

FIGURE 3.2 Copy this tracking code to your website’'s HTML.

Adding Google Analytics Code to
Your Website

The tracking code generated by Google Analytics is a piece of JavaScript
that looks something like this:

<script type="text/javascript">

var gadsHost = (("https:" == document.location.protocol) ?
"https://ssl." : "http://www.");
document.write(unescape("%3Cscript src='" + gadsHost + "google-

analytics.com/ga.js' type='text/javascript'%3E%3C/script%3E"));
</script>

<script type="text/javascript">

try{

var pageTracker = _gat._getTracker("UA-xxxxxx-x");
pageTracker._trackPageview();

} catch(err) {}

</script>

As you can see, this code is actually two separate scripts. For your specific
code, the “xxxxxx-x" is replaced with your own Google Analytics account
number.
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Once you’ve copied the tracking code generated by Google Analytics, you
need to paste that code into your website’s underlying source code. You
need to paste this code into every page on your site that you want to track.

The tracking code should be inserted at the end of your page’s <BODY>
section, just before the </BODY> closing tag. Follow these steps:

1. Open the web page in a website editing tool, and enable HTML
editing, as opposed to “what you see is what you get”
(WYSIWIG) editing.

2. Scroll to the bottom of the document, to the end of the <BODY>
section.

3. Paste the Google Analytics copy code just before the
</BODY> tag.

4. Save your web page.

NOTE: Dynamic Websites

For database-driven dynamic websites, you should insert the track-
ing code on your index.php or equivalent page.

Tracking Blog Performance

You can also use Google Analytics to track performance of a blog. Simply
treat your blog as a normal web page when creating a new Google
Analytics profile; enter the blog’s URL when asked for the website URL.

When Google Analytics generates the tracking code, enter that code into
the underlying HTML for the bottom of the blog’s main page. This process
differs from blog host to blog host. If your blog is hosted by Blogger,
here’s how it works:

1. After you’ve generated and copied the Google Analytics tracking
code, open your Blogger Dashboard (www.blogger.com), shown
in Figure 3.3, and click the Layout link for the blog you want to
track.

2. When the Layout page appears, scroll down to the bottom of the
page and click the Add a Gadget link beneath the blog postings,
as shown in Figure 3.4.


www.blogger.com

Tracking Blog Performance

melehillgroup@gmail.com  pashboard
& Blogger

Dashboard Language: English E

Michael Miller Manage Blogs (8 total) LCreate a Blog - Help

B View Profile

' 2, 1 Folle
\ e Mike and Sherrys Family P o1 Follower

g1 E p last published an Feb 10, 2010 - View Blog &
-fh/ I Edit Notifications m Edit Posts - Settings - Layout - Monetize

Googlepedm The Blog B 7 Foliowers
o 4, 2010 - View Blog &
m Edit Posts - Settings - Layout - Monetize

1Podped1a The Blog 2, 1 Follower

-
123, 2010 - View Blog &

asl pur

m - Ldit Posts - Settings - Layout - Monetize

YouTube 4 You: The Blog &), 2 Followers

i Posts, last published on Jan 23 - View Blog &

m Edit Posts - Settings - Layout - Monetize

FIGURE 3.3 Editing a blog from the Blogger Dashboard.

malehillgroupogmail.com  pastboard | Fy A

8 My Guilty Pleasures Blog

Page Elements | Fontsand Colors | EAItHTML | Pick Mew Template |
Add and Arrange Page Elements T
Cllk and seag to rearrange page elrments o your blag. [ cuenr eomrs | save |
. Navbar Edit
My Guilty Pleasures Blog (H...
Edit
Add o Gadgel
Blog Posts Add a Gadgat
Followers
Edit
Blog Archive
Edit
About Me
Edit
Edit
Add a Gadget

FIGURE 3.4 Add a new gadget to the bottom of your blog.
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CAUTION: No Sidebar Gadgets

Do not add the tracking code to a sidebar gadget. It must be added
to a gadget in the footer of the blog.

3. When the Add a Gadget window appears, as shown in Figure 3.5,
click the + for the HTML/JavaScript item.

& Blogger: My Guilty Pleasures Blog - Add a Gadget - Google Chrome (E=THC)
o/ www.blogger.com/choose- gadgettblogID-G06697 2308440200040 Bsectionld-foote
8 Add a Gadget
Basics Basics a
Featured
Most Popular 1-21of 21
More Gadgets
=——— Pages (Mew!)
—y Displays a list of stand-alone pages on your blog.
By Blogger
Add your own
Followers Already added
Displays a list of users who follow your blog
~STELES
" Search Box (Mew!)
| \\ Search aver your hlog, your blogroll, and
¢ everything you've linked to.
L r By Google Custom Search
HTML/JavaScript
Add third-party functionality or other code to
your blog.
By Blogger
4

FIGURE 3.5 Add an HTML/JavaScript gadget.

4. When the Configure HTML/JavaScript window appears, as
shown in Figure 3.6, make sure the Title box is left blank; then
paste the copied tracking code into the Content box.

5. Click the Save button.

NOTE: Using Blogger

Learn more about Blogger blogs in my companion book, Using
Blogger (Michael Miller, Que, 2010).
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& Blogger = My Guilty Pleasures Blog : Confiqure HTML/lavaSeript - Google Chrome 122

www Blogger.com/searange

8| Configure HTML/JavaScript

Tide

Content b ¢ % 6k | Rich Text

cancel | savi

-}

FIGURE 3.6 Paste the Google Analytics tracking code into this window.

Regenerating the Tracking Code

What if you don’t copy the tracking code when it’s first generated?
Fortunately, Google allows you to regenerate the tracking code at any
time, when it’s more convenient for you to paste into your website.

To regenerate the tracking code, follow these steps:

1. Log onto Google Analytics to view the Overview page, shown in
Figure 3.7.

2. Identify the website you want, and click that site’s Edit link in
the Actions column.

3. When the Profile Settings page appears, as shown in Figure 3.8,
click the Check Status link at the top right of the page.

4. Google now displays the tracking code for this site. Copy and paste
this code into your site’s home page, as previously discussed.
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GOOSIE An ayhpg mkehiBgroupgmail.oom | Settngs | My Accoutt | MElp | Sign Out
w iy Anatytics Accounts: [T T T
Commen Questions Overview » www.molehlliGroup.com (Fat secaunt satiegs | Fdt 954035 Inking Semings) Jan 17, 2010 - Feb 16, 2010
Fow 80 | know tha my racking Camganngto: Dec 17, 200 - Jan 16, 2010
ende 3 instalad eoecty?
Wy am |t seeing arm dalain [ Stared Day| week [ Year
oy repas
e e rmseen, Vicbsite Profikes + 40d new prodie
bt Foe Status” calumn weeil g e
onfirm ifs receldng data Hsnet Reporls | Stahs Vists | Timeen pourc’ | ompled VS ) pegens
Why? sy P Goals % Change
NHpICUrMUGgRONEpARKE BIOGEPILCom  UA 19667465 + Ak e profis
Recommandnd for yes ST = g
ok on foogle Emudgeonspeks Bogspot com M 19 000000 10000% 0 ik Edit | Delete
Dirivg your e
s
Leam more » hlipigooglepedia biogspot com LA 19667454 » Attt profie
googleseaa tiegapoLeom — T 00011 BEZO% o i Eae | Delete
hitpipodpediatietiog biogspat.com  UA-1966746.3 + Add rw profie
Ipodpedathebicg blogsgct com ¥ 17 000015 8235 o [ Ed | Dolets
iip:imikeand shermypicteres blogspotcom  LIA1966745.2 » At ot profie
ikeanashermpidures. tiogipeL com o TS 000IE BA00% o i Eat | Delete

FIGURE 3.7 The Google Analytics Overview page; click the Edit link for the
site you want.

Profile Settings: ipodpediatheblog.blogspotcom
Profile I0: 25603505
0 Tracking Mot Installed { Check Status [ )

Main Webaite Profile Information

Websils URL. hitp.fipodpedialheblog Hogspoloom
Drefaull page (2]

Time zone [F) (GMT-08.00) Pacific Time

Excluge URL Query Parameters:

Appiied Cost Data: 65! SOUNGS MM ABWARES 1ar uSer 157-077-3998
E-Commercs Website: No

Site Search (F) : Dont Track Site Search

Ad3ense Data: Mot receiving AdSense data

Currency displayed as: US Dollar (USD 5)

FIGURE 3.8 Click the Check Status link to regenerate the site’s tracking
code.

Adding Another Website to
Google Analytics

You can track more than one website in your Google Analytics account—
up to 50 sites, in fact. Each site you track is listed on your Overview page.
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To add another website to your account, follow these steps:

1. From the Google Analytics Overview page, click the Add New
Profile link.

2. When the Create New Website Profile page appears, as shown in
Figure 3.9, check the Add a Profile for a New Domain link.

Create New Website Profile

Choose Website Profile Type

Please decide if you would like to create an additional prefile for an existing domain, or create a profile to track a new domain,

OR Add a Profile for an existing

@ aca A Profile 1or 3 new domain damain

Add a Profile for a new domain

Please provide the LIRL of the site you would like ta track

mpar [=]
Examples: www.mywebsite.com
Nate: You can add more profiles aer you add this profile

Apply Cost Data.
¥ cast saures fram Adwards for user 357-077-8998

FIGURE 3.9 Adding a new website to your Google Analytics profile.

3. Enter the URL for your site into the appropriate box.

NOTE: Secure Sites

If your site is a secure site, pull down the list and select https://
instead of the default http://.

4. Select your country from the Time Zone Country or Territory
pull-down list.

5. Select your time zone from the Time Zone pull-down list.
6. Click the Continue button.

7. When the next page appears, select what you want to track: a sin-
gle domain, one domain with multiple subdomains, or multiple
top-level domains.
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8. If you also want to track AdWords advertising campaigns, check
the I Want to Track AdWords Campaigns option.

9. Google now displays the tracking code you need to add to your
website. Copy and paste this code into your site’s home page, as
discussed previously in this lesson.

10. Click the Save and Finish button.

Summary

In this lesson, you learned how to add the Google Analytics tracking code
to your website. In the next lesson, you learn how to use the Google
Analytics Dashboard to learn more about your site’s performance.



LESSON 4

Using the Google
Analytics Dashboard

In this lesson, you learn how to navigate the Google Analytics Overview
page and Dashboard.

Navigating from the Overview Page

When you go to www.google.com/analytics/ and enter your email
address and password to sign into the site, you see the Overview
page, shown in Figure 4.1. This page lists all the sites (profiles you’ve

COverview » www.molehlllgroup.com (Fdit account settings | Edit AdSensn inking setings) Jan 17, 2010 - Feb 16, 2010

Cemparing fa: Dee 17, 2009 - Jan 16, 2010

EI Slamed Day | Week Wear
Name Reports | Stlus | Vists | Time on po |, Maits | psons

Sne % Change

hittpclwevews. molehillgroup.com . UA-1988746-1 + Addd e pralile

ww.molehillgroup.com m'l_e;n o 4573 DDODSE  76.36% 108 [+ EX-50 Edit | Delete

blogspotcom UA-1866746.5 + Add new profile

curmudgeonspeaks blogspolcom |:I:|::I. 4 19 00:00:00 100.00% 0 A Ean | Delete

hitpeigoogiepedia.blogspot.com UA-1966746-4 + AGd new profile

googlepedia bogspat com re';:'ﬂ o 71 000110 &6 20% [ A Edt | Dolats

nttpelipodpediathebiog. biogepor.eom  UA-1966746-3 + At now praiin

ipodpediatheblog blogspat com m'lf':n o 17 000015 8235% 0 A Edil | Delele

FIGURE 4.1 The Google Analytics Overview page.
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registered with Google Analytics, along with basic information about

each site’s performance).

NOTE: Multiple Accounts

If your email address accesses more than one account, when you
sign into Google Analytics, you see a page that lists each of your
accounts. Click an account name to see the Overview page for that
account.

For each site, Google Analytics displays the following columns of infor-

mation:

>

>

Name. The name or web address of the site.

Reports. Click the View Report link to access this site’s
Dashboard, as discussed later in this lesson.

Status. A green checkmark indicates that the tracking code is
correctly installed and that Google Analytics is receiving data
from this site. A yellow caution triangle indicates that Google
Analytics is not receiving data from this site; the tracking code
may not be properly installed.

Visits. The number of visits to this site recorded during the
selected timeframe.

Avg Time on Site. The amount of time, in minutes and seconds,
of an average visit on this site.

Bounce Rate. The percentage of visits in which a visitor leaves
the site without visiting a second page. (A lower bounce rate is
better.)

Completed Goals. The number of completions of those goals
you’ve set up for a site. (We’ll learn more about goals in Lesson
14, “Setting Up Goals and Funnels.”)

% Change. The percentage change, up or down, in the selected
metric during the selected timeframe. You can display % Change
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for Visits, Avg. Time on Site, Bounce Rate, or Completed Goals;
simply pull down the list and select the metric.

> Actions. This column lets you either edit or delete a site profile

from your Google Analytics account.

You can change the timeframe for which these data are displayed by click-
ing the Day, Week, Month, or Year buttons on the top-right side of the page.

NOTE: Finding Profiles

By default, the Overview page displays all profiles you've associated
with your account. If you have a large number of profiles registered,
you can search for specific ones by using the Find Profile box.

Discovering the Dashboard

Detailed information for each of your websites is displayed on a separate
Dashboard page. You access the Dashboard for a given website by follow-
ing these steps:

1. Sign into your Google Analytics account and access the
Overview page.

2. Click the View Report link in the Reports column for the selected
website.

As you can see in Figure 4.2, the Dashboard is an overview of your site’s
performance. It includes several graphs and tables that present key metrics
in an easily grasped manner. It’s also your link to more detailed reporting,
which we’ll discuss throughout this book.

What do you find in the Dashboard? From roughly top to bottom, we’ll
detail the major sections of the page.

Overview Graph

By default, the overview graph at the top of the Dashboard page, shown in
Figure 4.3, charts the number of visits to your site over the past month.
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FIGURE 4.2 The Google Analytics Dashboard.

Dashboard Jan 17, 2010 - Feb 16, 2010 ~

" Visnts
a0 Wednesaay, February 3, 2010
- =\ visits: 164

Jan 18 dun 25 Fubi 1 Feli &

nw-m—n_._v\.‘.’._ -

FIGURE 4.3 The Dashboard overview graph.

You can display other data (pageviews, pages/visit, average time on site,
bounce rate, and percent of new visits) by clicking the button on the top
left of the graph.
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TIP: Data Points

You can display the tracked data for a specific date by hovering
your cursor over the data point for that day on the graph.

Site Usage Table

Directly beneath the overview graph is the Site Usage table, shown in
Figure 4.4. This table displays a number of key metrics that track your
site’s performance, including the following:

T 4,573 visis 77 76.36% Bounce Rate
S 8,028 Pageviews Vi~ 00:00:59 Avg. Time on Site

T 1,76 PagesiVisit 89.02%, % New Visits

FIGURE 4.4 The Site Usage table.

» Visits. The total number of unique times your site was visited
during the selected period.

» Pageviews. The total number of times your site’s pages were
viewed during the selected period.

» Pages/Visit. The average number of pages viewed per visit.

» Bounce Rate. The percentage of visits in which the visitor
doesn’t stick around—that is, the visitor leaves your site after
viewing just one page. Obviously, a high bounce rate means that
people aren’t inspired to more deeply explore your site; there
may be something unappealing or not necessarily useful about
the page they landed on.

» Avg. Time on Site. The average amount of time (in minutes and
seconds) that a visit lasts on your site.

» % New Visits. The percent of visits from visitors who are new to
your site.
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You can display a full-page report for any of these metrics by clicking the
item in the Site Usage table. For example, Figure 4.5 shows a full-page
Bounce Rate report, with the bounce rate detailed on a daily basis.

Trervew =

Bounce Rate for all visitors Jan 17, 2010 - Feb 16, 2010

" Bounce Rate L n S|
B i S L I NI L

Jon 18 Jun 2 Fets Fev g

76.36% Bounce Rate

Sunduy, Jacuary 17, 2019 4%
Uanay, Jacuary 1, 2019 TN
Tuesday, January 18, 2010 TaEEN
Wednesasy, January 20, 2018 TeEIR
Thursday, January 21, 2010 TiEin
Friday, January 22, 2010 TR
Saturday, January 23, 2010 2

Sunday, January 24, 2010 | 71 7i%
Monday, January 25, 2010 | 77 4%
Tuesday, January 26, 2010 | :0 55%
Wednesday, January 27, 2010 | 77 45%
Thuenday, Manuary 38, 2010 [ 7 50%
Friday, January 29, 3010 | :0 7%

FIGURE 4.5 A full-page Bounce Rate report.

Visitors Overview

The Visitors Overview section, shown in Figure 4.6, displays a graph of
the total number of visitors per day to your site. Click the View Report

isitors Overview

200 200

100 100

4,1 82 visitors

wvicw rcport

FIGURE 4.6 The Visitors Overview section.
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link to view more detailed visitor information, shown in Figure 4.7,
including total visits, absolute unique visitors, pageviews, average
pageviews, time on site, bounce rate, and new visits—as well as links to
technical information about the browsers used and the visitors’ connection
speeds.

Visitors Qverview Jan 17, 2010 - Feb 16, 2010

5 Visitors u =

.
-, P
.,.-/ \‘_.',o\.-.,o -..-o’\"._t w=s n.._-.,o-.._.‘.o\.-.‘._.‘--o

4,182 paople visited this site

ST 4,573 visits Visitor Segmentation

— Visitors Profile: languages, network
B . quages,
4,182 Absalute Unique locations, user defined
Visitors
Browser Profile: browsers, operating
v~ 8,028 Pageviews systems, browser and operming systems,
screen colors, screen resolutions, java

1.76 Average Pageviews support, Flash

o
iy

i Map Overlay
Vi~ 00:00:59 Time on Site " Geobcatun vsuskzate

76.36% Bounce Rate

le Ad Pl:
89.02% New Visits . I-’.-I.'“-“:I

FIGURE 4.7 Displaying more detailed visitor information.

Map Overlay

The Map Overlay section, shown in Figure 4.8, displays a map of the
world with countries highlighted that provided the most visitors to your
site. Click the View Report link to view more detailed information by
country, as shown in Figure 4.9.

Traffic Sources Overview

The Traffic Sources Overview section, shown in Figure 4.10, displays a
pie chart that categorizes where your site’s visits came from. Click the
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FIGURE 4.8 The Map Overlay section.

Map Overlay Jan 17, 2010 - Feb 16, 2010

Visite

4

Visits

1 o | [ Fan

4,573 visits came from 112 countries/territories
C el City | CountryfTerriory | Sub Continent Region | Continent None 3

FIGURE 4.9 Viewing more detailed information by country.

View Report link to view this data in more detail, including the specific
search engines that drove traffic, as well as the keywords searched that
brought up your site in their results.



Discovering the Dashboard 33

Traffic Sources Overview

M Search Engines
3,345.00 (73.15%)

¥ Heternng Sites
783.00 (17.12%)

B Direct Traffic
445,00 (9.73%)

vicw rcport

FIGURE 4.10 The Traffic Sources Overview section.

Content Overview

The Content Overview section, shown in Figure 4.11, is a list of the most-
viewed pages on your site. Click the View Report link for more detailed
data about your site’s content—including links to a navigation analysis and
a display of visitor click patterns for your page.

# Content Overview

Pages Pagevi... % Pageviews
fhobbies1.htm 1,000 12.00%
Jdrum_pictures. htm o8 12.41%
ftuning1.htm 727 9.06%
] 527 6.56%
/composing. htm 525 6.54%

vicw rcport

FIGURE 4.11 The Content Overview section.

Sidebar

As useful as the Dashboard is, Google Analytics offers additional, more
targeted reporting. You access this additional data from the sidebar on the
left side of the page, as shown in Figure 4.12.

The major reporting types accessible from the sidebar include the following:

» Intelligence. Google Analytics Intelligence displays various auto-
matic and custom alerts. Automatic alerts are generated when
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(7) Conversion Universty

() Common Questions

FIGURE 4.12 The Dashboard sidebar.

your site’s actual performance differs significantly from expected
performance; custom alerts are those you create to be notified
when a certain performance threshhold is achieved.

Visitors. These reports track various metrics related to your site’s
visitors. Available reports include Overview, Benchmarking, Map
Overlay, New vs. Returning, Languages, Visitor Trending, Visitor
Loyalty, Browser Capabilities, Network Properties, User Defined,
and Custom Variables.

Traffic Sources. These reports track the various sources of traffic
to your site. Available reports include Overview, Direct Traffic,
Referring Sites, Search Engines, All Traffic Sources, AdWords (if
you’re an advertiser), Keywords, Campaigns, and Ad Versions.

Content. These reports track the pages and content on your site.
Auvailable reports include Overview, Top Content, Content by
Title, Content Drilldown, Top Landing Pages, Top Exit Pages,
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and Site Overlay. There are additional reports for Site Search,
AdSense, and Event Tracking.

» Goals. Do you have a defined goal for your site, in terms of visi-
tors or sales or whatever? If so, you can set up those goals within
Google Analytics and then track them with these reports:
Overview, Total Conversions, Conversion Rate, Goal Abandoned
Funnels, Goal Value, and Funnel Visualization.

» Custom Reporting. If none of these stock reports are to your
liking, Google Analytics also lets you create all manner of cus-
tom reports. Click the Custom Reporting link to create any type
of report you might need.

Exporting and Emailing
Dashboard Data

If you want to view your site data offline, while you’re not connected to
the Google Analytics site, you can download the Dashboard page in either
PDF or XML format. You can also email the Dashboard data to yourself or
to any others you specify.

Exporting PDF Data

To download a copy of the Dashboard page as a PDF file, follow these
steps:

1. From the Dashboard, click the Export button above the overview
graph.

2. When the panel expands, as shown in Figure 4.13, click PDF.

FIGURE 4.13 Exporting Dashboard data.
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When the Save As dialog box appears, select a location for the
PDF file and click Save.

Exporting XML Data
To download a copy of the Dashboard page as an XML file, follow these

steps:

1.

From the Dashboard, click the Export button above the overview
graph.

When the panel expands, click XML.

When the Save As dialog box appears, select a location for the
XML file and click Save.

Emailing PDF Data

You can also share your Dashboard data with others, via email. To email a

copy of the Dashboard page, as a file attached to an email message, follow
these steps:

1.

From the Dashboard, click the Email button above the overview
graph.

When the Set Up Email page appears, as shown in Figure 4.14,
select the Send Now tab.

Enter the recipients’ email addresses into the Send to Others box.
Use commas to separate multiple addresses.

If you want a copy of the email sent to you, check the Send To
Me option.

Enter a subject for the email message into the Subject box.
Enter a message for the email message into the Description box.

In the Format section, select the file format you want to send:
PDF, XML, CSV, CSV for Excel, or TSV.

Enter the “secret word” into the Word Verification box.
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Set Up Emall: Dashboard

Hack o rapont

Send to
others:

Preview

To: mokehigroup@gmai. com
From: melehigroupgigmal com
Subject: Analytics www.molehilgroup.com
20100117-20100216
Attachment: ¥ poF

¥ Sendto me

Subject:
Description:
Format: a PO Hjcsv
B ML BTsv
H)CSV for Excel
Word Type the charaders you see in the picure below.
Verification:

Wi

Send

FIGURE 4.14 Sharing Dashboard data via email.
9. Click the Send button.

Google now sends an email message to the recipients you listed, with the
Dashboard data attached to the message.

Summary

In this lesson, you learned how to navigate the Google Analytics
Dashboard. In the next lesson, you learn how to customize the data dis-
played in the Dashboard.
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LESSON 5

Customizing Data in
the Dashboard

In this lesson, you learn how to customize the data displayed in the
Dashboard’s overview graph.

Displaying Different Metrics

The overview graph in the Google Analytics Dashboard is a useful tool for
viewing essential information about your site’s performance. It’s also a
versatile tool; although it displays visits per day by default, as shown in
Figure 5.1, it can also graph other important metrics in a number of differ-

ent ways.
Dashboard Jan 17, 2010 - Feb 18, 2010 ~
™ Visils ~ "--n:_: =

?;0-‘/.\."’\.1.-""/\’._.-.‘.-““-”“-\\"._.)0

100

dunr 18 ban 25 Fubi 1 Fubif

FIGURE 5.1 The overview graph on the Google Analytics Dashboard.

You can display the following metrics in the overview graph:
» Visits (default)
» Pageviews

» Pages/Visit
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» Average Time on Site
» Bounce Rate

» % New Visits

To change the metric displayed in the graph, follow these steps:
1. Click the tab at the top of the overview graph.

2. This displays the Graph Mode pane, shown in Figure 5.2. Select
one of the available metrics.

3. Click the tab again to hide the Graph Mode pane.

as Wisits i f=ill=

Graph Mode: One Metric -¥| Compare Two Metrics | Compare to Site

@ vats
Pageviews
Fagesivist
Ay, Time on Ste
Bounce Hate
% New Vials

FIGURE 5.2 Selecting a metric from the Graph Mode pane.

Comparing Two Metrics

Sometimes it’s useful to compare two different metrics. For example, you
might want to show both visits and pages per visit, as shown in Figure 5.3,
to get a more complete picture of those visits to your site.

A/ Visils - PagesiVisil -- -
.,

rd - ~ -
o=y’ \__,.\.-. - ﬁw.—. \.’0.---. . -'h....-l-l.._.’.\ "._H’.
S

FIGURE 5.3 Comparing two metrics on the same graph.



Graphing by Day, Week, or Month

To display two metrics on the same graph, follow these steps:

1.
2.

Click the tab at the top of the overview graph.

When the Graph Mode pane appears, click the Compare Two
Metrics option.

This changes the pane to display a two-column list of available
metrics, as shown in Figure 5.4. Select one metric from the left
(blue) column and another from the right (orange).

AVisits - PagesVisit - o

Graph Mode: One Metric [¥| Compare Two Melrics -] Compare to Site

B O vaes
Pageviews
] ragesvat
2org, e on Ste
Beunce Rate

% Hew Visits

FIGURE 5.4 Selecting two metrics to graph.

4.

Click the tab again to hide the Graph Mode pane.

The first metric you selected, from the left column, displays as a blue line
on the graph. The second metric you selected, from the right column, dis-
plays as an orange line on the graph.

Graphing by Day, Week, or Month

By default, the graph displays one data point for each day of the selected
timeframe. You can, however, change this so that the graph displays one

data point per week or per month. This is useful if you’re graphing data for
a long timeframe—several months, perhaps.

41

To change the data point display, click either the Day, Week, or Month but-
ton in the Graph By section at the top right of the graph, shown in Figure

5.5.
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BEla=

FIGURE 5.5 Selecting whether a single data point displays a day, week, or
month’s worth of data.

Changing the Date Range

By default, the overview graph displays data for the past month. You can,
however, change the date range displayed on the graph. Follow these steps:

1. Click the down arrow next to the date range at the top right of the
overview graph.

2. This expands the Date Range pane, as shown in Figure 5.6.
Select the Calendar tab.

Dashboard Jan 17, 2010 - Feb 16, 2010
T - Timeline
l December January 2010 February ] DuieRange
S MTWTF S EMTWTF S S MTWTF s _JI 17/2010 - 02182010
12348 "2 (RN CETE

878 00NN
13 14 15 18 17 18 18
mnnanms |
27 3R 2 3 M

Compare to Past

|
KZERD 7

FIGURE 5.6 Selecting the range of dates to display from the Date Range
pane.

3. There are several ways to select a date range. The first way is to
click the first date of the range on the calendar and then click the
last date in the range. This selects all dates in between the two
selected dates.

4. The second way to select a date range is to enter the first and last
dates into the Date Range boxes.

5. You can also select the Timeline tab, shown in Figure 5.7, and
drag the left and right handles to select a given date range.

6. When you’ve selected the desired date range, click the Apply but-
ton.
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Dashboard Jan 17, 2010 - Feb 16, 2010
Date Range

Compare to Past
A er [Decermber Tlanvary 20 »

FIGURE 5.7 Selecting a date range from the Timeline tab in the Date
Range pane.

Comparing Two Different Date
Ranges

Another useful option is to display data from two different date ranges.
You can, for example, display the average time on site data for the current
month and the previous month, as shown in Figure 5.8. This lets you com-
pare performance over two similar periods.

o Visits =

ale Innusry 17, 2010 - February 16, 2010 —#— Decambar 17, 2008 - January 16, 2010

" -, .r‘\ i Wi T
B’ ) - g=0=0 TR RS , -
\l-..qf . —./. e — i~ \-“.’._.ﬁ*

FIGURE 5.8 Comparing data from two different date ranges.

To compare data for two different date ranges, follow these steps:

1. Click the down arrow next to the date range at the top right of the
overview graph.

2. When the Date Range pane appears, select the Calendar tab.

3. Click the Compare to Past option; this changes the pane, as
shown in Figure 5.9.

43
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Dashboard Jan 17, 2010 - Feb 16, 2010
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S MTWTF S S MTWTF 5 S MTWTF S 0172010 - | 2e2010
[ R ¢ 2 3 4 5 6]
ir 1 (EETETRFRF Compare to Past [

|1717:‘:\:m - |B1e2010

|_Apply | cance

FIGURE 5.9 Comparing to past data.

4. Enter the first date range you want to compare into the Date
Range boxes.

5. Enter the second date range you want to compare into the
Compare to Past boxes.

6. Click the Apply button.

Filtering Results by Segment

By default, the overview graph displays data for all visitors to your site.
You can, however, filter this data to display only information about certain
types of visitors. In particular, you can filter the results by the following
visitor segments:

» All Visits (default)
» New Visitors (people who haven’t been to your site before)
» Returning Visitors (people who have been to your site before)

» Paid Search Traffic (traffic from AdWords and other PPC adver-
tisements)

» Non-Paid Search Traffic (traffic from organic search results, such
as Google search)

» Search Traffic (traffic from both organic and paid search)
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» Direct Traffic (visitors who entered your URL directly—that is,
they didn’t click from another site)

» Referral Traffic (visitors who clicked a link to your site on anoth-
er website)

» Visits with Conversions (if you’re tracking conversions of visits
into sales or some other goal, those visits that resulted in conver-
sions)

» Visits from iPhones (visits from people viewing your site on their
iPhones)

» Non-Bounce Visits (visits where people visited more than one
page on your site)
To filter your results by visitor segment, follow these steps:

1. Click the button in the Advanced Segments section at the top-
right corner above the overview graph.

2. This displays the Advanced Segments pane, shown in Figure
5.10. Select one or more visitor segments to display from the
Default Segments list.
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FIGURE 5.10 Filtering data by visitor segment.

3. Click the Apply button.

The overview graph will now display data only for those visitor segments
you selected.
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Creating Custom Visitor
Segments

You’re not limited to filtering your data by the dozen or so default visitor
segments. You can also create your own custom visitor segments.

For example, you might want to display only those people who have
viewed more than one page on your site. To do so, you create a statement
like this:

Page Depth is greater than or equal to 2

You can even create complex statements to segment your visitors, using
AND and OR Boolean operators. For example, you could create a visitor
segment for new visitors who spent more than five minutes viewing each
page. To do so, you create a statement that contains two arguments joined
by an AND operator, like this:

Visitor Type matches exactly New Visitor AND Time on Page is
greater than 5

It’s all a matter of constructing a statement that defines a particular visitor
segment. Follow these steps:

1. Click the button in the Advanced Segments section at the top-
right corner above the overview graph.

2. When the Advanced Segments pane appears, click the Create a
New Advanced Segment link.

3. You now see the page shown in Figure 5.11. Select a dimension
or metric from the lists on the left side of the page, and drag that
item onto the Dimension or Metric box on the right.

NOTE: Dimensions and Metrics

In Google Analytics parlance, a dimension is a visitor or campaign
attribute. A metric is one of the values you select for your

report. Dimensions are typically text, whereas metrics are typically
numbers.
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FIGURE 5.11 Crafting a statement to define a new visitor segment.

4. This now expands this section of the page, as shown in Figure
5.12. Pull down the Condition list and select a condition state-
ment (Matches Exactly, Does Not Match Exactly, Contains, Does
Not Contain, and so on).

5. Enter a value for the dimension or metric into the Value box, or
select from the pull-down menu, to complete the display statement.

|u|

Condition Value

P :

| Add "or" statement

and

Audd “and” slalement

...this segment matches 7 visits

Test Sagmeant

FIGURE 5.12 Adding a condition and value to the statement.
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6. To add an OR argument to the statement, click the Add “Or”
Statement link; this expands the page, as shown in Figure 5.13.

Condition Valug

I:I Matches exactly = Returning Visitor i

or

or

Add "or” statement

and

Add "and" statement

...this segment matches 7 visits TestSegment

FIGURE 5.13 Adding an OR argument to the statement.

Construct this new statement by repeating the instructions in
Steps 3-5.

7. To add an AND argument to the statement, click the Add “And”
Statement link; then construct this new statement by repeating
the instructions in Steps 3-5.

NOTE: Deleting Statements

To delete any part of a statement, click the X box for that part of
the statement.

8. When you’re done constructing the statement, enter a name for
this new segment into the Name Segment box.

9. Click the Create and Apply to Report button.

NOTE: Testing Statements

To test the statement you're constructing—that is, to see if it actu-
ally generates data—-click the Test Segment button.

Annotating Data Points

There’s one last thing you can do with the overview graph: annotate indi-
vidual data points. For example, you might have a single day where site
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traffic jumped considerably; you could add an annotation to this day’s data
point to explain the jump in traffic. Annotations can be seen by anyone
with access to a Google Analytics profile.

To add a data point annotation, follow these steps:
1. On the overview graph, click the data point you want to annotate.

2. This displays the pop-up box shown in Figure 5.14. Click Create
New Annotation.

Friday, February 5, 2010

Visits: 150
Create new annotation

FIGURE 5.14 The pop-up box for a selected data point.

3. This expands the Annotation pane below the graph, as shown in
Figure 5.15. Enter the text for the annotation into the text box.
(Annotations can be up to 160 characters long.)

Show: ANl | Starred + Create new annotation

Cancel

02/05/2010 Visibity: @ snocod

FIGURE 5.15 Adding an annotation in the Annotation pane.

4. Click the Save button.

To view annotations on the graph, click the Show All link beneath the
graph. This lists all annotations you’ve created, as shown in Figure 5.16;
click the annotation in the list to highlight the data point on the graph.
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FIGURE 5.16 Displaying all annotations.

NOTE: Starred Annotations

To highlight special annotations, click the star icon next to the
annotation. You can then display only starred annotations by click-
ing Show Starred beneath the graph.

Summary

In this lesson, you learned how to sort and filter data in the Dashboard’s
overview graph. In the next lesson, you learn how to track visitors to
your site.



LESSON 6
Tracking Visitors

In this lesson, you learn how to track the visitors to your site.

Understanding Visitor Tracking

When it comes to website visitors, quality is just as important as quantity.
Yes, it matters how many visitors you get, but it also matters where they
come from, how long they stay, and whether they return or not.

To that end, most serious webmasters collect a lot of data about the visi-
tors to their websites. This data is available from Google Analytics, and
you can slice it and dice it in a variety of different ways.

The most basic visitor data is the raw count of site visits—how many
times your site was viewed in a given time period. This one is simple to
understand; the more visits you get, the better.

Visits do not equal visitors, however, as a single visitor can make more
than one visit. For that reason, you need to track the unique visitors to
your site.

You should also track new and repeat visitors separately; you want a good
mix of new and repeating traffic to your site. A mix that leans toward new
visitors indicates your site is not doing a good job of retaining previous
visitors. Conversely, a site that leans toward repeat visitors isn’t doing a
good-enough job attracting new traffic.

How long visitors stay on your site is predictive of how many repeat visi-
tors you’ll get. To that end, take a good look at the time on site and bounce
rate metrics. The longer your visitors spend on your site, the more value
they’re finding. Conversely, if you have a high bounce rate—the percent-
age of visits from visitors who leave without viewing a second page—then
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you’re not providing enough value in your content to keep them sticking
around.

Of course, there are other visitor metrics you can track. When you’re
designing your pages, it helps to know your visitors’ technical capabili-
ties—what screen resolution they use, what browsers they use, whether
they have Flash and Java installed, that sort of thing. Some webmasters
like to know what ISPs and domains are driving traffic to their sites. And
it’s always interesting to know where your visitors live and what languages
they speak.

All this data, and more, is available in the Visitors section of Google
Analytics. There are more than a dozen different reports available, all pro-
viding practical analysis of the people who visit your website.

Viewing the Visitors Overview

When you want to learn more about the visitors to your site, the best place
to start is with the Visitors Overview report, shown in Figure 6.1. To dis-
play the Visitors Overview report, select Visitors > Overview from the
navigation pane of the Google Analytics Dashboard.

The Visitors Overview report displays the following essential information
about your site’s visitors:

» Overview graph. By default, this displays visitors per day for
the past month. Like the identical overview graph on the
Dashboard, however, you can configure the graph to track other
metrics over different timeframes.

» Visits. The number of times your site was visited during the
selected period.

TIP: Detailed Reports

To display more detailed information for any of the key metrics dis-
played on the Visitors Overview page, simply click the metric name.
For example, to display a day-by-day report of visits, click the
pageviews metric.
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FIGURE 6.1 The Visitors Overview report.

» Absolute Unique Visitors. The number of unique visitors to
your site during the selected time period.

> Pageviews. The number of individual pages viewed during the
selected time period.

> Average Pageviews. The average number of pageviews per visit
during the selected time period.

» Time on Site. The average amount of time, in minutes and sec-
onds, that a typical visit lasted on your site during the selected
time period.

» Bounce Rate. The percent of visits from visitors who visited just
one page on your site before leaving to visit another site.

» New Visits. The percent of total visits that were from new visi-
tors to your site.
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» Technical Profile. This table at the bottom of the page, shown in
Figure 6.2, displays technical information about your site’s visi-
tors. In particular, you see how many visits were made by users
of the most popular web browsers (Internet Explorer, Firefox,
Safari, Google Chrome, and Opera), as well as how many visits
were made via various Internet connection speeds (cable, DSL,
T1, and dialup).

Technical Profile

Browser Visits % visits Connection Speed Visits % visits
infernet Explorer 2398 S244% Cable 1621 3545%
Firefox 1373 3002% Unknown 1472 2563%
Safarl 404 B83I% osL 1162 2541%
Chrome 242 L29% n *0 10.06%
Opera T 153% Diaksp 12 265%

wiew Tull report view full report

FIGURE 6.2 The Technical Profile section of the Visitors Overview page.

» Visitor Segmentation. This section of the Visitors Overview
page links to reports that segment your site’s visits by a number
of variables; click any variable to display the full report. You can
track visitors by their visitor profiles (languages and network
locations/service providers), their browser profiles (browser,
operating system, number of screen colors, screen resolution,
Java support, and Flash support), and their geographical location
(via a map overlay). For example, Figure 6.3 displays the Service
Providers report, which you display by clicking the Network
Locations link; this report tells you how many of your visits
come from visitors who subscribe to particular Internet Service
Providers (ISPs).

Benchmarking Visitor Statistics

Viewing your site’s visitor statistics in a vacuum doesn’t tell you a whole
lot about how your site is performing vis-a-vis similar sites. To get more of
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FIGURE 6.3 Tracking visitors by Internet Service Provider.

a performance comparison, you need to benchmark your site against indus-
try-wide statistics.

NOTE: Enabling Benchmarking

Before you can display the visitor benchmarking report, you need to
enable benchmarking for your site. To do this, go to the Google
Analytics Overview page and click the Edit Account Settings link.
When the Edit Analytics Account page appears, scroll to the Google
Analytics Data Sharing Settings section and select the Share My
Google Analytics Data Anonymously with Google and Others setting;
then click the Save Settings button.

To display the Benchmarking report, select Visitors > Benchmarking from
the left panel. As you can see in Figure 6.4, this page displays six graphs
that compare visitor data from your site with data from other sites of a
similar size. The data compared include the following:
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4,573 Visits 76.36% Bounce Rate
Benchmark: 3,902 {+17.20%) Benchmark: 47.22% (+61.72%)
Als, & All Traffic Sources report for see the Top Landing Pages report fi al

3 Metric analysis of this meatnc

-"\rvv-/\_/\mv

Feb 1

8,028 Pageviews 00:00:59 Avg. Time on Site

Benchmark: 13,266 (-30.48%) Benchmark: 00:02:26 {-50.68%)
Als: the Content by Tille repor for addilional the Length of Visil report for additional analysis
ana s metric etric

FIGURE 6.4 Comparing the performance of your site with similar sites.

> Visits

» Bounce Rate

» Pageviews

» Avg. Time on Site

» Pages/Visit

» New Visits
Each of these graphs displays data from your site in blue, and industry
data in orange. The average for your site and the industry benchmark is
displayed beneath each graph, along with the percentage difference

between the two. It’s a good way to determine if you’'re doing better or
worse than similar and competing websites.

NOTE: Category Selection

By default, Google Analytics benchmarks your site against other
sites of a similar size. To benchmark against sites (of all sizes) in a




Mapping Visitors by Region 57

given category, click the Open Category list link, select a category
from the list, and then click the Select Category button.

Mapping Visitors by Region

Visitors to your site can be located anywhere in the world. Google
Analytics lets you track visitors by where they live, via a graphic map, like
the one shown in Figure 6.5. To display the Map Overlay, select Visitors >
Map Overlay from the left side panel on the Dashboard.

Map Overlay Jan 17, 2010 - Feb 16, 2010

Visits

4

Australia

Visits
INEN:

4,573 visits came from 112 countries/territories

City | Country/Territory | Sub Continent Region | Continent None 32

FIGURE 6.5 Viewing the Map Overlay page.

Those countries that are host to the most visits appear in darker shades of
green; those countries with fewer visits appear in lighter shades of green;
those counties with no visits appear in white.

Beneath the map is a table that lists the most popular countries of origin in
descending order. For each country, you can see the total number of visits,
pages per visit, average time on site, percent new visits, and bounce rate.
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By default, this page displays country-level detail. However, you can also
display city-, sub-continent-, and continent-level detail by clicking the
appropriate link underneath the map. For example, Figure 6.6 shows the
Map Overlay displaying city-level detail; each dot on the map represents a
major city, which are detailed in the table below the map.

Map Overlay Jan 17, 2010 - Feb 16, 2010

| B

FIGURE 6.6 The Map Overlay page with city-level detail.

Comparing New Versus Returning
Visitors

Most websites want to foster a healthy mix of new visitors and returning
visitors. New visitors help increase a site’s audience and visitation over
time, whereas repeat visitors are an indication of the value and freshness
of the site’s content.

You can compare the mix of new vs. returning visitors by selecting
Visitors > New vs. Returning from the left side panel on the Dashboard.
This displays the New vs. Returning page, shown in Figure 6.7. The
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New vs. Returning Jan 17, 2010 - Feb 16, 2010

o Visits C| =
.,_.,\....’.\.—',._."l.-.’\.f..-I-I"“‘-—-—-ﬂ".q\.“.‘h.’.ﬂ.

4,573 visits from 2 visitor types

m Goal Set 1 Feommerce  AdSense Revense mtmi =|Im
Visits Pages/Visit Ayg. Time on Site % Mew Visits Dounce Rate
4,573 1.76 00:00:59 89.09% 76.36%

% of St Tot Site Av Sile Ay Site Avg Site Avg
100.00% 1.76 (0.00%) D0C00:58 (0.00%) BE.02% (0.07%) T6I6% (0.00%)
;’;’:" None = Vigits [=]s  Vists | Vintor Type contributon to fotnt | Visits [ =]

1 W 4074 2509%

2. M Returning Vistor 400 10.51%

10.91%

FIGURE 6.7 New and returning visitors compared, via a pie chart.

valuable data on this page is not in the top graph, which is a rehash of the
Dashboard’s overview graph. Instead, the bottom of the page displays a pie
chart that shows the percentage of new (blue) and returning (green) visi-
tors. The percentages are also detailed in the accompanying table.

NOTE: Additional Data

You can also display other data for new and returning visitor types.
Pull down the list in the table or above the pie chart to select
Visits, Pageviews, Time on Site, New Visits, or Bounces.

Viewing Visitors by Language

If knowing what countries your visitors come from is useful, it’s often
equally useful to know what languages they speak—so you can design the
content of your site accordingly. You can view your visitors’ language mix
(as determined by their web browser settings) by selecting Visitors >
Languages from the left side panel on the Dashboard.
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The Languages page, shown in Figure 6.8, displays the typical overview
graph at the top but a more relevant language list at the bottom. The lan-
guages used by your visitors are listed in descending order of frequency;
for each language listed, you see the total number of visits, pages per visit,
average time on site, percent new visits, and bounce rate.

Languages Jan 17, 2010 - Feb 16, 2010

~ Visits - - g ==
.--"\._."\..-""“"’"\.w"'""""“"""'"m«--""

Jun 18 Jun 25 Fubs 1 - Fub

4,573 visits used 58 languages

Goal Set1 | Ecommerce | AdSense Revenue View e =\ |t
Visits Pagaa/Visit Avg. Time on Site % Mew Visits Bounce Rate
4,573 1.76 00:00:59 89.09% 76.36%

% of Site Total Site Avg Site Avg Site Avg. Site Avg
100.00% 1.76 (0.00%) 00:00:59 (0.00%) BR.02% (0.07%) T6.36% (0.00%)
Langusge None Visits - Pagestvist | A9 TTECN e | Bounce Rate
1. enus 3,830 178 00.01.02 89.58% TEO01%
2 engh 174 147 000043 3 6E B1E1%
3 en 138 129 00.00.12 88.91% BE.03%
4. de 49 167 000042 ¥5.92% T7.55%
5 f 46 202 000147 BAY% 67.35%
6 s 490 162 000023 80.00% T0.00%
7. eses 2% 248 000148 5.00% £ 00%

FIGURE 6.8 Viewing the languages used by your site’s visitors.

Analyzing Visitor Trends

When you’re analyzing your site’s performance, it’s important to look at
how various metrics change over time. Are you getting more visitors or
fewer? Do your pages have a higher bounce rate or a lower one? Are visi-
tors spending more time per visit or less?
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Fortunately, Google Analytics makes it easy to look at all sorts of visitor
trends. When you select Visitors > Visitor Trending in the left side panel of

the Dashboard, you now have six new reports you can view. These reports
show you how key metrics change over time, and include the following:

>

>

Visits

Absolute Unique Visitors
Pageviews

Average Pageviews

Time on Site

Bounce Rate

As an example, Figure 6.9 shows the Average Pageviews report. The graph
at the top of the page tracks average pageviews for each day during the
past month; the table below the graph displays the raw numbers per day.

Average Pageviews for all visitors Jan 17, 2010 - Feb 16, 2010
A Pogeaivii ] a [

'I"""l""‘\-._.—M'd.ﬁ.._f'ha._.,.,."\."u."""‘.'.v"":
Jun 18 Jan 25 Fels 1 (=) Ful: 8
1.76 Pages/Visit

Sundny, Janunry 17, 2010 | -
Monday, January 18, 2010 N 1.2
Tuesdny, January 19, 2010 I : i
\Wednesday, January 20, 2010 | 1.1
Thursdny, January 21, 2012 | o
Fraay, January 22, 2010 | 1.
Saturdny, January 23, 2010 I s
Sunday, January 24, 2010 | 1 &
Unndny, January 25, 2010 | 7
Tuesday, January 26, 2010 | .-
Wiednesdny, Janunry 27, 2010 | | 77
Trursday, January 28, 2010 I .-

Frany, January 25, 2010 | | 52

FIGURE 6.9 The Average Pageviews visitor trends report.
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What’s unique about the visitor trends reports is that you have an option to
graph the data by hour, in addition to the normal day, week, and month
options. Click the Hour button in the Graph By section, shown in Figure
6.10, and you now see how the selected metric trends during each part of
the day. You might be surprised to see how differently your site is used
over the course of a 24-hour period.

Average Pageviews for all visitors Jan 17, 2010 - Feb 16, 2010
s PagesVisit B =l

"-‘-u.-n""'\./.\'__.__.._;.._....l—l-..-k‘./"‘-.-o-“—"‘."‘n

08:00

1.76 Pages/Visit

Ly _____________________RE3
ovoo:oo | 1
ozo0.00 N 1 co
o000 I 5

04:00:00 133
os:00:00 | © <7

os:00:00 | 1
or.00.00 I | 53

oao0:00 I 1 5

og:oo:00 | .

rocooon | i 71

11:00:00 181

12.00.00 178

FIGURE 6.10 Viewing visitor trends by hour.

Analyzing Visitor Loyalty

How loyal are your site’s visitors? That is, how often do the same people
repeatedly visit your site?

You can track visitor loyalty by selecting Visitors > Visitor Loyalty from
the left panel of the Dashboard. From here, you can display four different
reports:

» Loyalty, shown in Figure 6.11, which tracks how many times
visitors have seen your site. That is, you see how many visitors
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have visited your site one time in the select period, two times,
three times, and so forth.

Visitor Loyalty Jan 17, 2010 - Feb 16, 2010

Most visits repeated: 1 times

Vists that

Count of visits from this vistor including were the
current visior's

nkh visk

Percentage of al vists

1tmes 407400

2 times 240.00

3 times £3.00
dtimes 7300 o
5 times 1.00

8 times 9.00

7 times 200 070%
&tmes 800 0.17%
514 times 2000 |oga%
15-25 times 19.00 |0.42%
2650 times g0 [117%
51-100 times o o

FIGURE 6.11 Analyzing visitor loyalty.

» Recency, which tells you when visitors had their previous visit—
1 day ago, 2 days ago, and so forth.

» Length of Visit, which tells you how long visitors spent on your
site. Longer visits are normally better.

» Depth of Visit, which tells you how many pageviews each visitor
had. Obviously, the more pages visited, the more in-depth the
visitor experience.

Viewing Visitors’ Browser
Capabilities

If you want to make sure your site looks best for all your users, you can
examine what types of browsers, operating systems, and the like are used
by your visitors. You do this by selecting Visitors > Browser Capabilities
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from the left panel on the Dashboard. From here you can display the fol-
lowing technical reports:

» Browsers, shown in Figure 6.12, which analyzes which web
browsers your visitors are using.

Browsers Jan 17, 2010 - Feb 16, 2010 ~

o Visits -
';_&M’"“""'\a"'""_“"""""'"""--""“')

Jun 18 e 25 Febi®

4,573 visits used 15 browsers

m Goal Set1 Ecommerce | AdSease Hevoaus Eﬂf i
Visits PagesiVisit Aug. Time on Site % Mew Visits Bounce Rate
4,573 1.76 00:00:59 89.00% 76.36%

% af Sita Total Site keg

100.00% 1.78 (0.00%) 20.02% (0.07%) T8.38% (0.00%)
Browser  None = Visits [=]de  Vists | Brewser contrbution fo fotst | Visits [=]
1.

239 SEa
30.02%

2 W Fretex 1373 3002% BATR

3 W satan LT

5.29%

4 Chrome M2 51N

S M Opera ™ 15%

6 W Nozm (CIRE-—

7. W Operallni 12 amw

8 Mozl Compasbie Age 5 o

o M Camng z o
18 Piaysintien 3 2 ooum

FIGURE 6.12 Examining which web browsers are used to view your site.

» Operating Systems, which tracks the operating systems used by
your visitors.

» Browsers and OS, which shows you which browser/operating
system combinations are employed by your visitors.

» Screen Colors, which displays the bit depth (32-bit, 24-bit, and
so on) of the displays in your visitors’ computer systems.

» Screen Resolution, which lists the resolution of your visitors’
displays.
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» Flash Versions, which tracks which versions of the Adobe Flash
plug-in your visitors have installed.

» Java Support, which examines whether or not your visitors have
Java enabled in their browsers.

Viewing Visitors’ Network
Properties

Some webmasters may be interested in the more technical aspects of their
site’s visitors—which ISPs they use, which hosts drive the most traffic,
and at what speeds their visitors connect. These data are available when
you select Visitors > Network Properties from the left panel of the
Dashboard. There are three reports available here:

» Service Providers, shown in Figure 6.13, which tracks your visi-
tors’ ISPs.

Service Providers Jan 17, 2010 - Feb 16, 2010 ~

w5 Visits raph by g._: =
o-of\.-.’,\"/l—'-.._”.\l’_m-ﬂ—l&._.—t—n-._'\‘\.’._.’.ﬂ

Jun 18 Jan 28 Fab 1 ) Fab

4,573 visits came from 1,542 service providers

m Goal Set1  Ecommerce AdSense Revenue View 0 =xim
Visits Pages/Visit Avg Time an Site % Mew Visits Bounce Rate
4,573 1.76 00:00:59 89.09% 76.36%

% of Site Tolal Sile Avg. Sile Avg Site Avg. Site Avg.
100.00% 1.76 (0.00%) 00:00:59 (0.00%) 89.02% (0.07%) 76.36% (0.00%)
Service Provider None 3 Visits s Pages/Visd A"“'T"‘; *‘:"; Bounce Rate
1. road runner holdco Bc. an 208 00001:09 85.56% 5.09%
2. comcast cable communications nc. m 159 00,0029 92.99% TTAY%
A wveriron internet services inc. M4 27 000103 B550% BT 29%
4. belscuth.net nc 105 1.86 0000:45 EE5.61% AL
§. charter communications mw 189 00001:08 ME% T273%
8.  optimum onliine (cablevision systems) mw 188 00.02.00 221% 75.32%
7. cox communications n 134 000038 51.70% B4 5%

FIGURE 6.13 Viewing information about your visitors’ Internet service
providers.
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» Host Names, which tracks the domain hosts of your site visitors.

» Connection Speeds, which tracks the speeds of your visitors’
connections—cable, DSL, T1, ISDN, dialup, and so forth.

Viewing Mobile Visitors

These days, a computer isn’t the only way to surf the web. More and more
users are browsing the Internet from their iPhones, Nexus Ones, and other
smartphones.

If you want to learn more about mobile visitors to your site, select Visitors
> Mobile from the left panel of the Dashboard. You now have two reports
to choose from:

» Mobile Devices, shown in Figure 6.14, which tracks mobile visi-
tors by the kind of device they use.

» Mobile Carriers, which tracks mobile visitors by their mobile

service.
Mobile Devices Jan 17, 2010 - Feb 18, 2010 ~

A Visita = e i [=E]

-\----/-\v/\' v\_ ./’./'\_ .,-\/\.‘. /\/

These mobile devices sent 63 visits via 6 operating systems

m Goal Set1 | Ecommerce  AdSense Revenue o G = & |l
Visits Pages/Visit HAvg. Time on Site % New Visits Bounce Rate
63 1.41 00:01:15 82.54% 74.60%
% of Site Total Site Avg: Site Avg: Site Avg 3
1.38% 176 (-19.53%) D005 (27.57%) T6.36% (-2.30%)
. = = Avg Time % New Bounce
Upcrating System % Wone & Visits o Pagesvist on Sty A fate
1. Phone 23 145 00,0133 81.82% B9.70%
2. | Pod 17 151 DO-00-14 B8 24% T647%
3. | Anarokd 3 120 U0 100.00% B0.00%
4, | Windows 5 120 00,0428 40,00% 80.00%
5 | DlackBerry ? 1.00 B0-00-00 100.00% 100 00%
6. Symbands 1 1.00 DO:00:00 100.00% 100.00%

FIGURE 6.14 Examining site usage by type of mobile device.
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Summary

In this lesson, you learned a number of ways to track the visitors to your
website. In the next lesson, you learn how to analyze your site’s traffic
sources.
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LESSON 7

Analyzing Traffic
Sources

In this lesson, you learn how to analyze the sources of traffic to your
website.

Where Does Your Traffic Come
From?

In the previous lesson, we examined ways to analyze the visitors to your
site. Equally important, though, is where these visitors come from—that is,
how they’re finding your site.

In general, there are four ways for a new visitor to come to your site, as
follows:

» Directly, by entering your site’s URL into their web browser or
using a browser bookmark.

> Referral, by clicking a link to your site found on another site.

» Search engine, by searching for a keyword and finding your
website in the search results.

» Campaigns, by clicking on an advertisement you’ve purchased
for your site, such as AdWords, or on a link in an email newsletter.

Which of these methods is best? There’s no hard and fast answer to that
question, although most sites get the majority of their new visitors from
Google and other search engines. It’s healthy, however, to also get a fair
number of new visitors from links on referring sites. And there’s nothing
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wrong with buying new visitors via pay-per-click (PPC) advertising. One
wouldn’t expect, however, to find too many new visitors who already
know your URL and enter it directly.

Google Analytics tracks the last site your visitors visited before they came
to your site. And, when it comes to traffic sourced from search engines,
you can also learn what queries these users made that generated your site
in their search results.

Viewing the Traffic Sources
Overview

To gain an overview of the source of traffic to your website, access the
Traffic Sources Overview report, shown in Figure 7.1. You view this report
by selecting Traffic Sources > Overview in the left pane of the Google
Analytics Dashboard.

Traffic Sources Overview Jan 17, 2010 - Feb 16, 2010

- Visits E ==

», .
Py \._‘.,o\'*./’-.""l-" \.’.—.-'M-'M_""-."'l‘-\.‘.’._.a".

All traffic sources sent a total of 4,573 visits

Latsnnt 8,73% Direct Traffic ™ Search Engines
3,345.00 (73.15%)
Tt 4T7.12% Referring Sites = Relerring Sites
TEI00 (17.12%)
=~ 73.15% Search Engines  Direct Trathic

445,00 (9.73%)

Top Traffic Sources

Sources Visits % visits Keywards Visits % visits
google {crganic) 2604 654% drum pctures 5 SHT%
(direct) ({none)) 445 273% piclures of dums L] 25™%
bing (organic) 200 6 5% - 141%
ahoo (organic) 288 6.30% “ 1.33%
thechbmouse net (reterra) w0e 2% 4 1.32%

FIGURE 7.1 Viewing the Traffic Sources Overview report.
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The top of this report displays the ubiquitous overview graph, so you can
just ignore that. Instead, focus on the data table and pie chart directly
beneath the graph; it’s here where you see what percent of site visits came
from direct traffic, referring sites, and search engines. (Or, if you’ve
advertised your site via ad campaigns, which percent came from those
campaigns.)

Scroll down further to the Top Traffic Sources lists, and you can see the
top individual sources of traffic to your site. This list may include the
major search engines (Google, Yahoo!, and Bing), direct visits, as well as
any sites that link to your site.

Click the View Full Report link to view a more complete All Traffic
Sources report, like the one shown in Figure 7.2. This report displays the
top traffic sources in descending order, along with the number of visits,
pages per visit, average time on site, percent new visits, and bounce rate
associated with each source.

All Traffic Sources Jan 17, 2010 - Feb 16, 2010

s Visits = raph _E._ =]
::;'f\‘f\.f"“'\l—l"\,’-ﬁ-l""homo—m ..\.-"'_.’.4:;

dan 0 san 25 Fan 1 C) rabn

All traffic sources sent 4,573 visits via 142 sources and mediums

Show.  Sowrce Medium 3
m Goal Set1  Ecommerce | AdSense Revenus vews: [El @[ X
Visits PagesVisit Avg. Time on Site % Mew Visits Bounce Rate
4,573 1.76 00:00:59 89.09% 76.36%
% of Site Total Sile Avg. Sile Avg: Sile Avy. Sile Aug
100.00% 1.76 (0.00%) 00:00:58 (0.00%) BR.OZ% (0.07T%) T6.36% (0.00%)
SowrcelMediam [ Visits L Pages/Vist "\""T""S:: “‘:‘:“: Bounce Rate
1. geegle / organic 2504 165 00:00:43 90.98% 80.15%
2. (drect) / (none) 5 =1 00:01:47 TT53% E60T%
3 bing/erganie 200 201 00:00°58 50335 T1.00%
4. yamoo!erganie 788 188 00:00:59 50.28% s
5 thecubhousst net ! reterral 103 2oz o00F 19 I AT
6. images google com/ reterral 105 14 000109 BEET% 5619%
7. enwiipeca.org/ referrs 102 1.10 00:00:40 95.10% 4%

FIGURE 7.2 The full All Traffic Sources report.
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Also in the Top Traffic Sources report are the top keywords and key phras-
es searched for by users who found your site on Google and other search
engines. Google Analytics displays the number of visits resulting from
each keyword search, as well as what percent of your site’s total visits was
associated with each keyword.

NOTE: Keywords
A keyword is a word or phrase included in a search query.

Click the View Full Report link to view a more complete list of keywords
used, like the one shown in Figure 7.3. This report lists the most searched-
for keywords in descending order, along with the number of visits, pages
per visit, average time on site, percent new visits, and bounce rate associat-
ed with each keyword.

Keywords Jan 17, 2010 - Feb 16, 2010 ~
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FIGURE 7.3 The full Keywords report.

NOTE: Keywords Report

You can also display the Keywords report by selecting Traffic
Sources > Keywords from the left pane of the Dashboard.
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Analyzing Direct Traffic

Google Analytics also lets you analyze traffic from each type of source
individually. We’ll start by looking at direct traffic—those visitors who
come to your site by entering your site’s URL into their web browsers or
by selecting a bookmark.

You display the Direct Traffic report, shown in Figure 7.4, by selecting
Traffic Sources > Direct Traffic from the left pane of the Dashboard.
There’s the ever-present overview graph at the top of the report, which in
this instance displays visits per day for your site’s direct traffic. Beneath
that, you see a listing of statistics for your site’s direct visitors. These sta-
tistics include the following:

Direct Traffic Jan 17, 2010 - Feb 16, 2010

| o Visits = ..g- !

\."*-\.,."\m/’~ i .\"./\—MH,-",\.M./ \"'/.

Jon 18 Ja (] Feb®

445 visits came directly to this site

LN Goal Set1  Ecommerce  AdSense Revenue views: [ @|= _'tim
None |

CaAmnnd 44D Visits MM e 2.3 PagesiVisit

% of Site Total' 9.73% Site Avg’ 1.76 (31.59%)

Ny 00:01:47 avg. Time on Ste Tttt TT 53% % New Visits
Site Avg: 00:00:59 (80.96%) Site Avg: 89.02% (-12.91%)

AbPoe G6.07% Bounce Rate
She Avg: 76.36% (-13.48%)

FIGURE 7.4 The Direct Traffic report.

» Visits coming from direct traffic, as well as what percent of your
total visits this represents.

> Avg. Time on Site from your direct visitors, compared to your
site’s overall average time on site.

» Bounce Rate, or what percentage of visitors leave after visiting
only the first page. This is also compared to the overall bounce
rate for your site.
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» Pages/Visit, compared to your site’s average pages/visit.

» % New Visits, or what percentage of this direct traffic consists of
new visitors to your site. This is also compared with your site
average.

NOTE: Overview Graph

To change the metric displayed in the overview graph, click the
graph icon next to any of the metrics (Visits, Bounce Rate, and so
forth) displayed at the bottom of the page.

Analyzing Traffic from Referring
Sites

Any site that contains a link back to your site is a referring site, and visi-
tors clicking on these links are referred visitors. To learn more about these
referred visits, select Traffic Sources > Referring Sites from the left pane
of the Dashboard.

This displays the Referring Sites report, shown in Figure 7.5. The
overview graph at the top of this report displays the total number of
referred visits per day, whereas the bottom of the page lists the most popu-
lar referring sites. Above this table are the statistics for these referring
sites—visits, pages per visit, average time on site, percent new visits, and
bounce rate. These same statistics are listed for each of the top referring
sites.

By default, the Referring Sites report lists the top ten referring sites. To
display the next ten referring sites (and the next ten after that, and so on),
click the right arrow button beneath the list. To display more detailed
information about any individual referring site, simply click its name in
the list.

NOTE: Displaying Detail

If you'd prefer to display statistics about referring sites in the
aggregate, instead of a site list, click the Detail button above the
referring site list.
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Referring Sites Jan 17, 2010 - Feb 16, 2010
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FIGURE 7.5 The Referring Sites report.

Analyzing Traffic from Search
Engines

Most websites derive the majority of new visitors from the major search
engines. That is, a person searches for a particular topic, generates a list of
search results, and clicks your site within this list.

To that end, analyzing which search engines generate the most traffic, as
well as which keywords led to your site, is quite useful. All this informa-
tion is found in the Search Engines report, shown in Figure 7.6. You gener-
ate this report by selecting Traffic Sources > Search Engines from the left
pane of the Dashboard.

The top of the Search Engines report displays the overview graph, which
tracks visits per day for search engine traffic. Beneath that are the statistics
for aggregate search engine traffic—uvisits, pages per visit, average time on
site, percent new visits, and bounce rate. Beneath that is a list of search
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FIGURE 7.6 The Search Engines report.

engines that drove the most traffic to your site, with the same statistics
listed for each search engine.

To further analyze the traffic from each search engine, click a search
engine’s name in the list. This displays a report for that search engine, like
the one shown in Figure 7.7. Beneath the overview report (which displays
visits per day from that search engine), you find a list of the top ten key-
words used to find your site on that search engine, along with statistics for
each keyword. To view the next ten keywords (and the next and the next),
click the right arrow beneath the list.

NOTE: AdWords Traffic

You can also drive traffic to your site with AdWords advertising.
Learn more in Lesson 11, “Tracking AdWords Traffic.”
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FIGURE 7.7 A report for a specific search engine.

Summary

In this lesson, you learned how to examine the sources of traffic to your
website. In the next lesson, you learn how to analyze the content of your
website.
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LESSON 8
Analyzing Top Content

In this lesson, you learn how to analyze the popularity of the content on
your site.

Why Content Analysis Matters

The typical website consists of many, many individual pages. Some pages
appeal to some types of users; other pages appeal to other users. Some
pages do a good job of retaining visitors; others don’t. Some pages just
attract more traffic than do others.

When you want to optimize your site—to make each page as effective as
possible—you need to know which pages are working and which aren’t.
This is where content analysis comes in.

Content analysis looks at each page of your site and determines which
pages are pulling their weight and which aren’t. There are lots of different
metrics to look at, but in general, you want to know which pages attract the
most visitors (these are your top landing pages—where people enter your
site from other sites), as well as which pages people tend to leave from
(these are the exit pages—where people decide they don’t want to stick
around any longer). You also want to know which pages are the most pop-
ular on your site, as measured in visitors and pageviews; these are the
pages that obviously have the most appeal to visitors.

A page that has a large number of pageviews, or one that is a top landing
page, likely is attracting visitors because of its content. The better the con-
tent—that is, the more useful, relevant, and unique the content—the more
attractive it will be to visitors, whether they’re coming from search engines
or other sites. A page that doesn’t have a lot of pageviews and isn’t a big
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landing page destination is probably one with weak content, which you
need to examine and revamp.

As such, you can use these content metrics to fine-tune your site’s content.
Identify the strong pages and work to make them even stronger; find the
weak pages and either get rid of them or rework them. The goal is to have
a site where almost every page offers unique value that attracts both new
and repeat visitors.

Viewing the Content Overview
Report

The key content metrics are found on the Content Overview report, shown
in Figure 8.1. You access this report by selecting Content > Overview from
the left pane in the Google Analytics Dashboard.

Content Overview Jan 17, 2010 - Feb 16, 2010 -
o Pageviews - E=
p 4
._.’\ - .. f\.\. T 1
R TSN PN

Jan g Jan 28 Fab 1 Fabg

Pages on this site were viewed a total of 8,028 times

*mAems g (28 Pageviews MNavigation Analysis

| Navigation Summary
e 5'953 Unique Views How visiiors found your content

i | Fntrance Paths
""" 76.36%, Bounce Rate " Paths vistors used to get to your content

AdSense Performance Landing Page Optimization

] Entrance Sources
Tap sources per page

s 5073 AdSense Page
Impressions

v M $4.66 AdSense Revenue Click Patterns

et 6,168 AdSense Unit
Impressions

FIGURE 8.1 The Content Overview report.
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Viewing the Overview Graph

At the top of the Content Overview report is the overview graph. This
graph displays total pageviews per day for the past month. Like all
overview graphs, you can configure it to display other metrics, by clicking
the tab on the top left of the graph, as shown in Figure 8.2. The following
metrics are available:

o

" Fageviews

Graph Mode: [~| One Metric [+ Compare Two Metrics | 7| Compare to Site

@ Pageviews AdSense Revenue
Uniguee Pageviews AdSenye Page inpressions
Awg. Time on Page ASense Ad Units Viewed
Bounce Rate
%% Ext
5 Index

FIGURE 8.2 Viewing additional metrics in the overview graph.

> Pageviews, the number of total pages that have been displayed.

» Unique Pageviews, which reports the number of sessions during
which pages have been viewed; a user viewing the same page
twice in a session would generate a single pageview.

> Avg. Time on Page, measured in minutes and seconds.

» Bounce Rate, the percent of visits from visitors who exit without
viewing a second page.

» % Exit, the percentage of views of a page that were the last page
viewed during a visit.

» $ Index, displayed if you’re a Google AdSense subscriber, which
calculates the average value for a page a user visits before com-
pleting the desired transaction.

» AdSense Revenue, the amount of money generated from
AdSense ads on your site.
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» AdSense Page Impressions, the number of times an ad was
displayed.

» AdSense Ad Units Viewed, the number of ads displayed.

Check the metric you want displayed; then click the tab again to redisplay
the graph.

Viewing the Key Statistics

Beneath the overview graph is a list of three key content-oriented metrics:
Pageviews, Unique Views, and Bounce Rate. Click the graph icon to the
left of each item to display that metric in the overview graph. Click the
link for each metric to display a more detailed report for that metric.

NOTE: AdSense

If you subscribe to Google’s AdSense program to put PPC ads on
your site, Google integrates AdSense reporting into its content
reports. On the Content Overview page, this takes the form of an
AdSense Performance section, which lists three key AdSense met-
rics: AdSense Page Impressions, AdSense Revenue, and AdSense
Unit Impressions. Learn more about these and other related met-
rics in Lesson 9, “Tracking AdSense Peformance.”

Viewing Top Content

Which are the most-viewed pages on your site? Your top five pages, in
terms of pageviews, are listed in the Top Content section. View the next
most-viewed pages by clicking the View Full Report link.

View more details about each page by clicking that page in the list. This dis-
plays the Content Detail report for that page, like the one shown in Figure
8.3. This report displays the following information for the selected page:

» Pageviews
» Unique Views

» Time on Page

v

Bounce Rate
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FIGURE 8.3 Viewing a Content Detail report for a specific page on your
site.

» % Exit

» $ Index

If you’re an AdSense subscriber, you’ll also see three key AdSense metrics
(AdSense Page Impressions, AdSense Revenue, and AdSense Unit
Impressions).

Performing a Navigation Analysis

On the right side of the Content Overview page, beneath the overview
graph, are two links that aid in your analysis of site navigation—how peo-
ple get around your site.

Click the Navigation Summary link to display the Navigation Summary
report, shown in Figure 8.4. Beneath the obligatory overview graph is a
section that compares site entrances with site exits. This compares the per-
cent of visits entering your site at a given page to those that exited your
site on the same page. There is also a list of Previous Pages (those pages
on your site that visitors viewed previous to visiting a page), as well as a
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list of Next Pages (those pages on your site that visitors went to after
viewing the page).

Navigation Summary: Jan 17, 2010 - Feb 16, 2010 ~
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FIGURE 8.4 The Navigation Summary report.

Click the Entrance Paths link to display the Entrance Paths report, shown
in Figure 8.5. This report displays those pages that visitors viewed after
starting on a page; select one of the next pages in the middle column to
view the final pages these visitors viewed during these visits.

NOTE: Entrance Paths

The Entrance Paths report is particularly useful in examining how

typical users navigate your site—the paths they take while they're
there.

Performing Landing Page Optimization

Beneath the Navigation Analysis section are links to two reports that help

you analyze and optimize your landing pages—the pages on which visitors
first land when they go to your site.
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FIGURE 8.5 The Entrance Paths report.

Click the Entrance Sources link to display the Entrance Sources report,
shown in Figure 8.6. This report lists those pages outside your site that
visitors viewed just prior to displaying a page.

Click the Entrance Keywords link to display the Entrance Keywords
report. This report lists the keywords that people searched for that led
them to a given page on your site.

For either of these reports, you can analyze a page other than your home
page by selecting a new page from the Content pull-down list. This list
displays your top landing pages; it’s entirely possible that you have more
people entering your site at another page than at your home page.

NOTE: Site Overlay

The Content Overview page also includes a Click Patterns section,
which generates a site overlay map. Learn more in Lesson 10,
“Viewing the Site Overlay Report.”

Viewing Your Top Pages

When it comes to examining the most-viewed pages on your site, you have
two ways to do it. You can look at your top pages by URL or by page title.
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FIGURE 8.6 The Entrance Sources report.

To display a list of your top pages by URL, select Content > Top Content
in the left pane of the Dashboard. To display a list of your top pages by
page title, select Content > Content by Title.

NOTE: Content Drilldown

If you have your site organized in a structure with folders and sub-
folders, you can observe the performance of each subfolder by
using the Content Drilldown report. Open this report by selecting
Content > Content Drilldown.

In either case, the resulting report looks like the one in Figure 8.7, with
your top ten pages listed in descending order. Click the right arrow under
this list to display the next ten pages, then the next, then the next.

For each page listed, Google displays a variety of key metrics—Pageviews,
Unique Pageviews, Avg. Time on Page, Bounce Rate, % Exit, and $ Index.
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FIGURE 8.7 The Content by Title report in Table view.

You can also display this data in other views, by clicking one of the Views
buttons at the top right of the table. The following views are available:

> Table, the default view, which lists your top pages in tabular for-
mat, in descending order.

» Percentage, shown in Figure 8.8, which displays a pie chart
showing your top pages as a percentage of overall site traffic—a
great way to see visually which are your best-performing pages.

» Performance, which lists your top pages in descending order
with a bar chart for each page showing its performance using a
second metric.

» Comparison, which also lists your top pages in descending order
but displays a bar chart for each page showing how it compares
to the average of the chosen metric for your site.



88 LESSON 8: Analyzing Top Content

Pageviews Hﬁ::ews S:gqellme on Bounce Hate % Bt 5 Index
onton oo T | SRS 000% 76.36% (0.00%)  56.95%(000%)  $0.08 (93:52%)
8 Nome ¥ || Pagevier[=] 4 Pageviews | Page Teis contrbuton to totat | Pagevies [=]

1. M ModeiKas 1031 1284% 40.92%

2 W Drum Pictures 997 1242%

3. M Tuning ™ 8.14%

4 Michael Mler The | 664 B2T%

5 M Musk Compostion 529 6.59%

[ Hal Bisine 203 253%

7. M Music Theory 187 245%

8  Datman Returns 136 165%

9. M Payng Drums 136 169%
10 Aurora Spider-Man 17 1.46%
Fizer Page Thie: | cantaining B Go | Advanced Filter

Gato: |4 Shaw rows: | 10 E 1-10cf140 | « [ »

FIGURE 8.8 The Content by Title report in Percentage view.

» Pivot, which displays your page data in an Excel-like pivot table
that correlates each page with your top entrance sources, as
shown in Figure 8.9.

Viewing Top Landing Pages

At what pages do people enter your site? It’s not necessarily your home
page, as other sites and search engines can point to specific pages any-
where in your site structure.

To view a list of these top landing pages, select Content > Top Landing
Pages from the left pane of the Dashboard. This displays the Top Landing
Pages report, shown in Figure 8.10. As with similar reports, you can dis-
play this data in various views; the Percentage view is particularly useful

in presenting the top landing pages as a percentage of all entrances on
your site.
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FIGURE 8.9 Correlating your top page to your top entrance sources.
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FIGURE 8.10 The Top Landing Pages report in Percentage view.
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Viewing Top Exit Pages

Equally important are the last pages visitors view before leaving your site.
This is especially key if you want your visitors to exit from a particular
page (a checkout confirmation page, for example), but find them leaving
from another page (pre-checkout?) instead.

To view a list of your top exit pages, select Content > Top Exit Pages from
the left pane of the Dashboard. The resulting Top Exit Pages report is simi-
lar to the Top Landing Pages report, but displaying the last pages visited
instead of the first.

Summary

In this lesson, you learned how to analyze the content of your site. In the
next lesson, you learn how to track the performance of any AdSense ads
you have on your site.



LESSON 9

Tracking AdSense
Performance

In this lesson, you learn how to track the performance of AdSense ads on
your website.

Understanding Google AdSense

If you want your website to generate revenue, the most common approach
is to enable advertising on your site. Since you’re (probably) not in the
business of selling ad space, you need to partner with an advertising net-
work that brokers space between advertisers and host websites. The ad net-
work will place ads on your site, sell those ads to interested advertisers,
and split the advertising revenue with you.

The largest such ad network on the Internet is Google AdSense (www.
google.com/adsense). The AdSense network places pay-per-click (PPC)
text and image ads on your web pages. You get paid whenever a visitor
clicks on one of these ads.

NOTE: PPC Advertising

With PPC advertising, the advertiser pays the ad network only when
customers click on the link in the ad. (The link typically points to
the advertiser’'s website—or, most commonly, a special landing
page on the website.) If no one clicks, the advertiser doesn’t pay
anyone anything. The more clicks that are registered, the more the
advertiser pays.

When you sign up for AdSense, you agree to provide Google with access
to your website’s content. Google needs this access in order to provide ads
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that are relevant to the content of your site. Google then provides you with
a short piece of HTML code to insert in your page’s underlying code; this
code inserts the PPC ads on a real-time basis.

Whenever someone visits your page, this code reports back to Google.
Google then consults its database for information about your page content
and serves up one or more PPC ads that match that content. It all happens
in real time; the ad appears almost instantaneously with the visitor opening
the page.

The PPC ads served by Google AdSense are typically small text or image
ads, like the ones shown in Figure 9.1. Multiple small ads are typically
grouped into a larger ad unit; you choose where the ad unit is displayed on
your web page.

Insurance for Expats AUTO insurance GE Healthymaginatien

FIGURE 9.1 A typical block of AdSense text ads.

At the end of each month, Google tallies up how many users have clicked
on those ads appearing on your site. It does the internal accounting, based
on the amount paid by each advertiser, and then determines your share of
the revenues. This money is then deposited electronically into your bank
account.

The amount of work you have to do is minimal. There’s the sign-up
process, of course, which requires you to fill in a few forms and supply
your bank account information (so you can get paid). You then have to
insert the AdSense code into each page on your site, which is the majority
of the work—but a one-time thing. Past that, just sit back and let the
process work. (And collect your money at the end of each month, of
course.)

How much money can you expect to generate from being a member of
Google’s AdSense network? It’s impossible to tell. It all depends on how
much traffic your website generates, the quality of the content you have on
your site, and how popular that content is with advertisers. Some website
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owners generate hundreds and thousands of dollars a month in ad revenue;
others generate just a few dollars. Obviously, the bigger and more popular
your site, the more potential there is for higher revenues.

NOTE: Using Google AdWords and AdSense

Learn more about Google AdSense in my companion book, Using
Google AdWords and AdSense (Michael Miller, Que, 2010).

Integrating AdSense with Google
Analytics

You can track your AdSense performance from the AdSense website, or
you can integrate AdSense with Google Analytics and track your AdSense
performance there. In fact, Google Analytics provides more tracking
options than AdSense itself does!

You can use Google Analytics to analyze various aspects of your site’s traf-
fic—how many people are visiting, which pages they’re visiting, how long
they stay, where they came from, where they visit next, where they leave
the site, and so forth. With this information in hand, you can then fine-tune
your site to increase traffic and generate higher AdSense ad revenues.

To link your AdSense account with Google Analytics, follow these steps:

1. Go to the Google AdSense website (www.google.com/adsense/)
and sign into your account.

2. From the AdSense Dashboard, shown in Figure 9.2, select the
Reports tab, and then the Overview sub-tab.

3. Click the Go to Your Google Analytics Account link.

4. When the next page appears, select I Already Have a Google
Analytics Account.

5. Click the Continue button to proceed; then follow the onscreen
instructions from there.


www.google.com/adsense/
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GDUS[C AdSense

AdSense Selup

| Advanced Repos

Today's estimated earnings: $0.03 NOTE You have 16 unread messages.
View payment history

Vigw: | this month FrhruaryEl Go 1o your Google Analytics Account »
Page  Chicks Page  Page eCPM Estimated
impressions CTR 2 earnings
AdSense for Content  » lop channels 4,045 12 0.30% 50.72 5290

AdSense for Domains
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Referrals

AdSense for Mobile Content
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AdSense for Feeds 254 0 0.00% 50.00 $0.00
Google Affiliate Network (7

Total estimated earnings $2.90

FIGURE 9.2 Linking Google AdSense to your Google Analytics account.

Viewing the AdSense Overview
Report

Once linked, information about your AdSense ads now appears in the
Google Analytics Dashboard. A variety of reports are available, starting
with the AdSense Overview report, shown in Figure 9.3.

To display the AdSense Overview Report, select Content > AdSense >
Overview in the left pane of the Dashboard. The overview graph at the top
of this page tracks AdSense revenue per day for the past 30 days. As with
all overview reports, you can pull down the list at the top-right side of the
page to select a different date range, or click the tab at the top-left side of
the page to graph a variety of other metrics.

Beneath the overview graph is a list of these other metrics, displaying data
for the selected timeframe. These metrics include the following:

» AdSense Revenue, which tracks the revenue generated from
your AdSense for Content ads.
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FIGURE 9.3 Viewing the AdSense Overview report in Google Analytics.

» AdSense Revenue/1000 Visits, which calculates the revenue
generated per 1,000 user visits. It’s a good way to compare rev-
enue between sites or pages with varying traffic levels.

» AdSense Ads Clicked, which tracks the total number of clicks
on AdSense ads by site visitors.

» AdSense Ads Clicked/Visit, which tracks the number of clicks
on AdSense ads per customer visit. This is a good metric for esti-
mating how your total clicks might increase if you were to
increase site traffic.

» AdSense CTR, which calculates the click-through rate for the
ads on your site.

95

NOTE: CTR

Click-through rate (CTR) measures the percentage of people who
saw an ad and then clicked that ad. Obviously, a higher CTR is
better.
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» AdSense eCPM, which calculates the effective cost per thousand
impressions—essentially, your estimated earnings for every 1,000
impressions.

» AdSense Unit Impressions, a useful metric that tracks the num-
ber of times ad units are shown on your site.

» AdSense Unit Impressions/Visit, which tracks the number of
times ad units are shown per customer visit.

» AdSense Page Impressions, which tracks the total number of
pages viewed by site visitors that include AdSense ads.

» AdSense Page Impressions/Visit, which measures the number

of pages viewed per customer visit.

Click any of these items to view a more detailed report for that metric. For
example, Figure 9.4 shows the AdSense CTR graph and table.

Adsense CTR Jan 17, 2010 - Feb 16, 2010

~* AdSense CTR = =

b N A g

0.33% AdSense CTR | 0.01% AdSense CTR / Day
Adsense CTR
Sunday, January 17, 2010 I o 0%
wonday, Janunry 18, 2010 I o 57
Tuesday, January 19, 2010 NN 0.s0%
Viednesday, January 20, 2010 N 0.57%
Thursday, January 21, 2010 | 0.00%
Friday, January 22, 2010 |0.00%
Soturday, January 23, 2010 | 0.00%
Sunday, January 24, 2010 | 0.00%
Wonday, January 25, 2010 NN 0 S0%

Tuesday, January 26, 2010 NN 0 52%

FIGURE 9.4 Viewing the AdSense CTR graph and table.
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At the bottom of the AdSense Overview page is the AdSense Details sec-
tion, which displays two pieces of information. The Top AdSense Content
report details revenue from the top-performing pages on your site; the Top
AdSense Referrers report tracks revenue by the top traffic sources coming
to your site. Click the View Full Report beneath each of these summaries
to view the full reports, which we’ll discuss next.

Viewing Top AdSense Content

You can place AdSense ads on as many pages on your website as you like.
When you have ads on multiple pages, it’s good to track the performance
of the individual pages. Pages with better or more relevant content typical-
ly produce higher click-through rates for the ads that appear on those
pages.

To display a list of your top-performing ad pages, select Content >
AdSense > Top AdSense Content in the left page of the Google Analytics
Dashboard. This displays the Top AdSense Content report, shown in
Figure 9.5.

The top of this report is given over to the expected overview graph.
Beneath the graph is a list of the top-ten highest ad revenue pages on your
site; click the right arrow button beneath the list to display the next ten
pages, and the next, and the next.

For each page listed, Google displays the following metrics:
» AdSense Revenue
» AdSense Ads Clicked
> AdSense Page Impressions
» AdSense CTR
» AdSense eCPM
To view more detailed information about any individual page, click that

page in the table. This displays an AdSense Content report for that individ-
ual page.
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Top AdSense Content Jan 17, 2010 - Feb 16, 2010
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FIGURE 9.5 Viewing the Top AdSense Content report.

Viewing Top AdSense Referrers

Also of interest are those sites that link to or refer visitors to your site who
then click an ad to generate AdSense revenue. These sites are listed in the
Top AdSense Referrers report, shown in Figure 9.6. You display this report
by selecting Content > AdSense > Top AdSense Referrers.

This report lists the top ten referring sites, in terms of ad revenue ultimate-
ly generated. Additional sites can be displayed by clicking the right arrow
button underneath the list.

For each site listed, Google displays the same metrics shown in the Top
AdSense Content report—AdSense Revenue, AdSense Ads Clicked,
AdSense Page Impressions, AdSense CTR, and AdSense eCPM. It’s a
good way to see which referring sites generate the most revenue for you.



Viewing AdSense Revenue Trends 99
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FIGURE 9.6 Viewing the Top AdSense Referrers report.

Viewing AdSense Revenue Trends

If you want to see how your AdSense ads are performing over time, dis-
play the AdSense Revenue report, shown in Figure 9.7. You open this
report by selecting Content > AdSense > AdSense Trending from the left
pane of the Dashboard. This report displays ad revenue per day, which
gives you a good indication of whether your ad performance is improving
over time. You can also, if you like, display revenue by hour, week, or
month, by clicking the appropriate buttons in the Graph By section above
overview graph.
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Adsense Revenue Jan 17, 2010 - Feb 16, 2010 ~
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$2.00 $2.00
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FIGURE 9.7 Viewing AdSense performance by day.

Summary

In this lesson, you learned how to track AdSense ad performance in
Google Analytics. In the next lesson, you learn how to view Google
Analytics Site Overlay report.



LESSON 10

Viewing the Site
Overlay Report

In this lesson, you learn how to view link performance on your site with
the Site Overlay report.

Understanding the Site Overlay

Most of Google Analytics reports are text-based in nature, sometimes
accompanied by a line graph. But there’s one report that’s much more
visual—in fact, it overlays its data on your own web pages.

The Site Overlay report, as the name implies, consists of data overlaid on
your web pages. This data details the number of clicks each link on your
page receives; you navigate your page as a regular visitor would, and then
you discover how popular each page you link to is.

NOTE: Clicks/Pageviews

The “clicks” metric displayed on the Site Overlay report is based
on the number of pageviews received by the linked-to page. This
means that if the same page is linked to more than once on a given
page, all links will display the same “clicks” (pageviews) number.

Figure 10.1 shows an overlay on a typical web page. With the overlay dis-
played, each link on the page displays a percentage value. This percentage
reflects the percentage of total internal clicks received by a given link. So,
for example, if you see a link with 5.1% displayed, that link received 5.1%
of all the clicks on internal links received on this page.
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FIGURE 10.1 Part of a web page displayed along with its site overlay; click
percentages appear next to each link.

More information is displayed when you hover over a link. This displays
an info box, like the one shown in Figure 10.2. This info box contains the
link-to URL, the total number of clicks received by this link, and the con-
tribution of this link toward your stated goal.

10 B Clicks
0 B Tronzactions
Revenus

FIGURE 10.2 More information displayed for the selected link.

You can click any link to go to the linked-to page, just as you would on a
normal site visit. You then see a new overlay for the next page.
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NOTE: Limitations

The Site Overview report does track the following types of content:
JavaScript links, Flash navigation, CSS content, downloadable files,
outbound links, frames, and auto redirects.

Displaying the Site Overlay
Report

To display the Site Overlay report, select Content > Site Overlay from the
left pane of the Google Analytics Dashboard. This opens a new window
with your site’s home page displayed, along with the overlay information.

To hide the overlay percentages, click the Hide Overlay link at the top of
the overlay window, shown in Figure 10.3. To show the percentages again,
click the Show Overlay link.

& Michacl Miller: The Melchill Group  Google Chrome

http://www.molehillgroup.com/=gaso=maow33iYBAAA xkqq

GOUSIE ﬁ\ﬂa|yt|CS Hide Cverlay

FIGURE 10.3 Hiding the overlay.

By default, the overlay percentages display the click percentage. To dis-
play goal value percent instead, pull down the Displaying list and select
Goal Value; other goals you’ve defined are also listed here.

When you’re done viewing the Site Overlay report, click the Close link.

Summary

In this lesson, you learned how to display the Site Overlay report. In the
next lesson, you learn how to use Google Analytics to track AdWords traf-
fic.
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LESSON 11

Tracking AdWords
Traffic

In this lesson, you learn how to monitor AdWords performance from your
Google Analytics account.

Understanding Google AdWords

If you want to promote your website or business online, Google’s
AdWords service is the way to go. AdWords lets you create text or image
ads and display those ads on Google search results pages and on third-
party websites.

You start by creating an ad campaign. For each campaign, you specify the
amount of money you’re willing to spend (your daily budget) and the
duration of the campaign. Then you create multiple ad groups for that
campaign; each ad group is centered on one or more keywords that you
purchase. Then, within each ad group, you create one or more advertise-
ments to run when those keywords are triggered. These ads are typically
small text ads, like the ones in Figure 11.1, although you can also create
small image ads.

Sponsored Links
www.Borders.com Find A Vanety Of Computer Books - More To Explore At Borders Online

www_ Amazon.comBooks Low Prces on Books™ Free 2-Day Shipping w/ Amazon Fnme

www. Target. com/Books Expert Heviews, Destsellers & More. Find Your Next Book at Target.
@/ m

FIGURE 11.1 A block of AdWords text ads.
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The ads you create are linked to specific keywords that you purchase—or,
more accurately, bid on. You specify how much you’re willing to pay for
each keyword, and your ad is displayed when someone searches for that
keyword on Google or on third-party sites with content that’s relevant to
that keyword.

NOTE: Google AdSense

Google AdWords ads are displayed on sites owned by subscribers
to Google’'s AdSense service. Learn more about AdSense in
Lesson 9, “Tracking AdSense Performance.”

As an advertiser, you pay only when someone clicks your ad—not when
the ad is displayed. This is pay-per-click (PPC) advertising, and the price
you bid is the cost-per-click (CPC) you pay.

It’s important to track not only how often your ad is displayed (impres-
sions), but how often it’s clicked—the click-through-rate (CTR). The higher
the CTR for your ad, the more effective it is.

NOTE: Using Google AdWords and AdSense

Learn more about Google AdWords in my companion book, Using
Google AdWords and AdSense (Michael Miller, Que, 2010).

Linking Google AdWords to
Google Analytics

Although Google AdWords offers its own tracking facility, you can also
track AdWords performance in Google Analytics by linking your AdWords
account to your Google Analytics account. If you have established
accounts for both services, follow these steps to link the two:

1. Sign into your Google AdWords account at adwords.google.com.
2. Select the Reporting tab and then select Google Analytics.

3. When the next page appears, select I Already Have a Google
Analytics Account; then click Continue.
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4. When the next page appears, as shown in Figure 11.2, select your
Google Analytics account from the pull-down list.

Gox nge AdWords

Home Campaigna  Opportunities Billing - My account -

Getting Staned

Link to Existing Account on Google Analytics

It you already have a Google Analytics account on hips iwww.
select an account below. If you do not have an account. pleas:
instruclions lo Geale a new Analics account

caisemngs/,

Existing Google Analytics Account | www maleniligroup com [=]

Destination URL Auto-tagging o Autermatically lag my ad destination URLs with additional
information useful in anahfics reports. Leam more.

Note: You must have Administrator access fo link to an existing Google Analyfics account If

you dont ses the account you are leaking for, the account may have been craated under a
differcnt usemame or may already be linked 1o anoher AGWords Account. Learn more.

Cancel | | Link my account

FIGURE 11.2 Linking Google AdWords and Google Analytics accounts.

5. Make sure the Destination URL Auto-Tagging option is selected.
6. Click the Link My Account button.

7. When the confirmation window appears, click Yes, Continue.

Your AdWords data will now appear in Google Analytics.

Tracking AdWords Campaigns

Once linked, you can now track the performance of your AdWords cam-
paigns from the Traffic Sources section of your Google Analytics page.
The most important campaign data is found in the AdWords Campaigns
report; access this report by selecting Traffic Sources > AdWords >
AdWords Campaigns.

As you can see in Figure 11.3, the AdWords Campaigns report tracks each
of your active AdWords campaigns and displays the following metrics:
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FIGURE 11.3 The main (Site Usage) tab of the AdWords Campaigns report.

Campaign. The name of each campaign.
Visits. The number of total visits resulting from ad clicks.
Pages/Visit. The number of pages seen per visit.

Avg. Time on Site. The amount of time each AdWords visitor
spent on your site, during an average Vvisit.

% New Visits. The percent of AdWords visits from people who
had never visited your site before.

Bounce Rate. The percent of AdWords visits by visitors who left
your site before visiting a second page.

Additional information can be displayed by selecting the Clicks tab below
the overview graph. As you can see in Figure 11.4, this displays a wealth
of click-related data, including the following:

» Visits. The number of visits resulting from ad clicks.
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FIGURE 11.4 The Clicks tab of the AdWords Campaigns report.

>

Impressions. The number of times your AdWords ads were
displayed.

Clicks. The total number of clicks made on your ads.

Cost. The total amount you paid for clicks on your ads.
CTR. The percentage of impressions that resulted in clicks.
CPC. The average cost you paid for each click on your ad.

RPC. The average revenue-per-click you received from each
click on your ad (if you’re selling goods or services on your site).

ROL. Return on investment calculated as revenue plus total goal
value minus your costs, all divided by your costs.

Margin. Calculated as revenue plus total goal value minus your
costs, all divided by revenue.

Tracking Keyword Position

Want to know which of the keywords you purchased are resulting in the
best position on Google’s search results pages for your AdWords ads?
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Then check out Google Analytics Keyword Positions report, which you
display by selecting Traffic Sources > AdWords > Keyword Positions.

By default, this report lists the keywords used in your campaign and the
number of visits resulting from each keyword. More useful information is
available when you click a keyword, however. This displays a breakdown,
like the one shown in Figure 11.5, that shows you how many times this
keyword resulted in an ad displayed in the Top 1, Top 2, and Top 3 posi-
tions at the top of Google’s search results pages. Also shown are the num-
ber of times this keyword’s ads were displayed in the top positions along
the side of Google’s search results pages.

Kayword i""" =]1 osition braakdown: Winds

=
Goosle—.-...—--.-.—. e
amazing race 134 e
[Top o8 ]
emazing race melbourne 57 = -
|Ton 75 | Side z 21
amazing race sydney 36 @
amazing race australia 10 -
Side 511
—— 3 [eaEs ]
e amazing race Melboume T
amaing race brisbane (]
the amazing race australia 2
the amazing race brisbane 2
Find keywords [contsnig =] [ Ga showrows [10 =] 1-10013 (][]

FIGURE 11.5 Displaying the position of ads resulting from the use of a
given keyword, in the Keyword Positions report.

NOTE: Positions

The top-of-page positions are sometimes referred to as T4, T2, and
T3. Side positions are sometimes referred to as S1, S2, S3, and
so forth.

Tracking TV Campaigns

It’s a little-used feature by most advertisers, but Google offers television
advertising through its AdWords program. (Learn more at www.google.
com/adwords/tvads/.) If you participate in this program, you can track your
television campaigns through Google Analytics.


www.google.com/adwords/tvads/
www.google.com/adwords/tvads/
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Select Traffic Sources > AdWords > TV Campaigns to display the TV
Campaigns report. The overview graph for this page compares TV impres-
sions with total site visits; the table below the graph displays additional
metrics, including TV Plays, Ad Plays, Viewed Entire Ad, % Initial
Audience Retained, Cost, and CPM (cost per thousand).

Summary

In this lesson, you learned how to track Google AdWords performance
from your Google Analytics account. In the next lesson, you learn how to
track the performance of your ecommerce website.
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LESSON 12
Tracking Ecommerce

In this lesson, you learn how to use Google Analytics to track ecommerce
transactions on your website.

Configuring Google Analytics for
Ecommerce Tracking

If you sell goods or services from your website, you can use Google
Analytics to track your site’s ecommerce performance. Before you do
so, however, you have to configure Google Analytics for ecommerce
tracking—and configure your shopping cart to report back to Google
Analytics.

To configure Google Analytics for ecommerce tracking, follow these steps:

1. From the Google Analytics overview page, click Edit (in the
Actions column) for the profile you want to configure.

2. When the Profile Settings page appears, go to the Main Website
Profile Information section and click the Edit link.

3. When the Edit Profile Information page appears, as shown in
Figure 12.1, scroll to the E-Commerce Website section and check
the Yes option.

4. Click the Save Changes button.
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Edit Profile Information
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Yes, an E-Commerce Sile
@ Not an E-Commerce Site

FIGURE 12.1 Configuring Google Analytics for ecommerce tracking.

Configuring Your Receipt Page
for Google Analytics Tracking

You now need to configure your website to report sales data to Google
Analytics. You do so by inserting the standard Google Analytics tracking
code into the source code or your website’s sales receipt page (the last
page of your checkout process).

Next, you need to establish a transaction, which you do by calling the
_addTrans() function, somewhere beneath the Google Analytics tracking
code. This function takes the following arguments:

» Order ID (required)

» Affiliation or store name (optional)
» Total (required)

» Tax (optional)

» Shipping (optional)

» City (optional)

» State (optional)

» Country (optional)
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The code for a typical transaction function call should look something
like this:

<script type="text/javascript">
var _gaq = _gaq || [1;
_gaq.push(['_setAccount', "UA-XXXXX-X'1);
_gaq.push(['_trackPageview']);
_gaq.push(['_addTrans',

'1234"', // order ID - required
'My Store', // affiliation or store name
'9.95"', // total - required
'1.50', /] tax

'2.00', // shipping
'Minneapolis', /] city

'Minnesota', // state or province
'USA' // country

1;

// add item might be called for every item in the shopping
cart
// where your ecommerce engine loops through each item in
the cart and
// prints out _addItem for each
_gaq.push(['_addItem',

'1234"', // order ID - required
'DD44 ", /1 SKU/code

'Mens Shoes', // product name

'Brown leather', // category or variation
'9.95", // unit price - required
1! // quantity - required

s
_gaq.push(['_trackTrans']); //submits transaction to the
Analytics servers

(function() {
var ga = document.createElement('script'); ga.type =
'text/javascript'; ga.async = true;
ga.src = ('https:' == document.location.protocol ?
"https://ssl' : 'http://www') + '.google-analytics.com/ga.js';
(document.getElementsByTagName('head')[0] ||
document.getElementsByTagName( 'body')[@]).appendChild(ga);
NOs;

</script>
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Obviously, you replace all the data examples with your own data; you also
replace the UA-XXXXX-X item with your own Google Analytics account
number.

Establishing Purchase Items

As you saw in the previous code, you use the _addItem() method to
detail each item the visitor purchases. This method takes the following
arguments:

» Order ID (required)

» SKU or Code (optional)
» Product Name (optional)
» Category (optional)

» Price (required)

» Quantity (required)

This code should be inserted as part of the general ecommerce tracking
code, below the Google Analytics tracking code on the receipt page.

Tracking Sales from a Third-Party
Shopping Cart

If you use a third-party shopping cart—that is, if your site sends the check-
out process to another website—then you need to insert a different piece
of JavaScript code.

Inserting the Tracking Code

Begin by inserting a modified version of the Google Analytics tracking
code on both your store site and your shopping cart pages, as follows:
<script type="text/javascript">

var gadsHost = (("https:" == document.location.protocol) ?
"https://ssl." : "http://www.");
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document.write(unescape("%3Cscript src='" + gadsHost + "google-
analytics.com/ga.js' type='text/javascript'%3E%3C/script%3E"));
</script>

<script type="text/javascript">

var pageTracker = _gat._getTracker("UA-xxxxxx-x");
pageTracker._setDomainName("none");
pageTracker._setAllowLinker(true);
pageTracker._trackPageview();

</script>

The extra lines are the three that begin with pageTracker. Obviously,
replace the “UA-xxxxxx-x" with your Google Analytics account number.

Changing Your Links

You now need to change the links from your store site to the secure check-
out site. If your current links look something like this:
<a href=<a

href="https://www.securecart.com/?store=parameters">Purchase
Now</a>

You should change them to the following:

<a href=" https://www.securecart.com/?store=parameters"
onclick="pageTracker._link(this.href); return false;">Purchase
Now</a>

NOTE: Position

If your pages include calls to _trackPageview(), _link(),
_trackTrans(), or _linkByPost(), you must insert the Google
Analytics tracking code before any of these calls. The tracking code
can be placed anywhere between the opening <body> tag and
these JavaScript calls.

If your shopping cart uses forms, use the following code:

<form name="post_form" method="post"
onsubmit="pageTracker._linkByPost(this)">
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Viewing Ecommerce Reports

Once everything has been configured, you now see an Ecommerce section
in the top-left pane of the Google Analytics Dashboard. There are seven
primary ecommerce reports available, along with three product perfor-
mance reports.

Ecommerce Overview

You open the Ecommerce Overview report by selecting Ecommerce >
Overview from the top-left pane of the Google Analytics Dashboard. This
report, shown in Figure 12.2, opens with an overview graph that displays
the ecommerce conversion rate by day for the past month. Beneath this
graph are the following metrics:

Ecommerce Overview Jan 24, 2009 - Feb 23, 2009
/ Feommerce Converaion Rate =
A00% ™ ™ 400
\ A, ™ B
- ' "
s .\/\o/\/ \‘, \ /\‘.\o P N
. ./. . ’/. \n’. “
January 76, 7008 Fubiruary 2, 2008 Feliuary 8, 3048 Fobeuary 18, 2008

Sales of 69 products generated $17,259.45

A Ve 210% Converslon Rate Revenue Analysis
. 159 Transactions :‘i:::‘ .:r:f:::‘::;-:ﬂ::]gm netwark
e 5103-55 Average Order Traffie Saurces: keywards, paid keywards,
Value nan paid keywaords, all waffic sources
A\ 179 Purchased Products @ M"" O,V”I"y ation

FIGURE 12.2 The Ecommerce Overview report.

» Conversion Rate. The percentage of visitors who converted to
paying customers.

» Transactions. The total number of sales transactions.

» Average Order Value. The average value of an order placed.
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» Purchased Products. How many individual products were pur-
chased.

In addition, the Revenue Analysis section contains links to more in-depth
reports. The Visitors Profile reports let you examine the languages and
locations of your customers, the Traffic Sources reports tell you which
keywords and other sources led to sales, and the Map Overlay shows
where your paying customers came from, geographic location-wise.

At the very bottom of this page is the Top Revenue Sources section. These
tables display your top-selling products and services.

Total Revenue

When you want to examine your revenue flow by day, select Ecommerce >
Total Revenue to display the Total Revenue report. This report provides
your revenue totals on a daily basis. (You can also view by hour, week,
and month.)

Conversion Rate

What percentage of your visitors converted into paying customers? Select
Ecommerce > Conversion Rate to display a graph and list of conversion
rates by day for the selected time period.

Average Order Value

To view the average order of values placed on your site, select Ecommerce
> Average Order Value to display the Average Order Value report. This
report lists the average transaction value by day for the selected time peri-
od. (You can also view by hour, week, and month.)

Transactions

Information about individual transactions can be found in the Transactions
report, which you access by selecting Ecommerce > Transactions. The top
of this report displays revenue by date; the bottom of the report, shown in
Figure 12.3, displays the following data for each transaction: Revenue,
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Tax, Shipping, and Quantity. Additional data are available by clicking an
individual transaction link.

5 transactions generated $2,600.00
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FIGURE 12.3 The Ecommerce Transactions report.

Visits to Purchase

You can gain a better understanding of your site’s effectiveness by tracking
how many visits it takes a customer to make a single purchase. These data
are tracked in the Visits to Purchase report; select Ecommerce > Visits to
Purchase. For each number (one visit, two visits, and so on), this report
displays the number of transactions involved and the percentage of all pur-
chases this metric represents.

Days to Purchase

Also important is how many days it takes a customer to purchase an
item—the total number of days from first visit to purchase. These data are
displayed in the Days to Purchase report; select Ecommerce > Days to
Purchase. As with the Visits to Purchase report, this report lists the number
of transactions and the percentage of all purchases for each possible time-
frame.

Product Performance

Google Analytics also offers three reports that look at your site’s product
performance. These reports include the following:

» Product Overview (Ecommerce > Product Performance >
Product Overview), which tracks each product sold on your site.
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For each product, this report lists Quantity Sold, Unique
Purchases, Product Revenue, Average Price, and Average QTY.
(Figure 12.4 displays the Product Overview report.)
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FIGURE 12.4 The Ecommerce Product Overview report.

» Product SKUs (Ecommerce > Product Performance > Product
SKUs), which displays the same data as the Product Overview
report, but by SKU number instead of product name.

» Categories (Ecommerce > Product Performance > Categories),
which tracks the same data, but by product category rather than
individual product.

Summary

In this lesson, you learned how to track product sales with Google
Analytics. In the next lesson, you learn how to measure site search usage.
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LESSON 13

Measuring Site Search
Usage

In this lesson, you learn how to track your visitor’s use of search on
your site.

Understanding Site Search

If you have a fairly large website, you can make it easier for your visitors
to find specific content by including some sort of mechanism to search
your site. More often than not, this takes the form of a Google-like search
box and accompanying search button, like the ones in Figure 13.1; visitors
type their queries into the search box, click the Search button, and then see
a list of pages on your site that match their queries.

ustom Search [ Search |

FIGURE 13.1 A typical search box (this one’s from Google) for searching an
individual website.

What your site visitors are searching for can tell you a lot about them—
and about your site. You can learn what terms are most searched for, which
pages come up most often in search results, and the paths that visitors take
after they’ve completed their searches.

All of this information is available from Google Analytics, once you’'ve
configured Analytics for your site’s search engine.

NOTE: Google Site Search Options

One of the most popular website search engines is Google Site
Search (www.google/com/sitesearch/), available for as little as
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$100/year. Google also offers the free Custom Search Engine
(www.google.com/cse/), which you can easily embed in your site’s
HTML code. And if you have a Blogger blog, you can add Google
blog search via a simple sidebar widget.

Configuring Google Analytics to
Track Site Search

Before Google Analytics can track your internal site search data, you must
configure Analytics for your specific search engine. Follow these steps:

1. From the Google Analytics Overview page, click the Edit link for
the account you want to track.

2. On the Profile Settings page, click the Edit link in the Main
Website Profile Information section.

3. On the Edit Profile Information page, scroll to the Site Search
section, shown in Figure 13.2, and select the Do Track Site
Search option. This expands the page to show additional site
search options.

Site Search

9 Do Track Site Search
Dont Track Site Search

Query Parameler (required)
Use commas fo separate multiple parameters (5 max)

Do you use categories for site search?

ves @ No

FIGURE 13.2 Configuring Google Analytics to track internal site search
data.

4. In the Query Parameter box, enter the word or words that your
search engine uses to designate an internal query. Different
search engines use different parameters, but most often this is the
single letter “q.” (Sometimes it’s the single letter “s.”)


www.google.com/cse/
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5. If your site uses unique session IDs or other query parameters in
its URLSs, you can exclude these parameters by checking Yes,
Strip Query Parameters Out of URL.

6. If you use categories for site search, check the Yes option and
enter those categories into the Category Parameter box; separate
multiple categories with commas. Otherwise, check the No
option.

7. Click the Save Changes button.

NOTE: Search Parameters

If you're not sure what query parameter your site search engine
uses, or if you search by category, consult your search engine’s
help facility for more information.

Viewing Site Search Reports

Once you have Google Analytics properly configured for site search, you
now see a variety of Site Search reports in the Content section of the left
pane of the Google Analytics Dashboard. These reports let you see how
people search your site—what they search for, where they begin their
searches, which pages they visit as a result of their searches, and so forth.

Site Search Overview

The most immediately useful report is the Site Search Overview, shown in
Figure 13.3. You display this report by selecting Content > Site Search >
Overview from the left pane of the Google Analytics Dashboard.

The overview graph at the top of the page tracks how many visits utilized
site search on a daily basis for the past month. Beneath the graph is a table
full of key metrics, including the following:

» Visits with Search, which tracks the total number of visits that
included a site search.

» Total Unique Searches, which tracks the total number of search-
es made for the selected time period, excluding multiple searches
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Site Search Overview Mar 16, 2009 - Apr 15, 2009 -
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FIGURE 13.3 The Site Search Overview report.

on the same keyword during a single visit. (Remember, a single
visit can include multiple searches.)

» Results Pageviews/Search, which tracks how many pageviews
resulted from site searches.

» Search Exits, which tracks the number of searches made imme-
diately before leaving your site, divided by the total number of
visits with search.

» Search Refinements, which tracks the number of times visitors
searched again immediately after performing their searches.

» Time After Search, which tracks the average amount of time
visitors spend on your site after performing a search.

» Search Depth, which tracks the average number of pages visitors
viewed after performing a search.
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Additional reports are available by clicking the links to the right of the key
metrics. In addition, the Site Search Details section at the bottom of the
page displays your Top Site Searches and Top Searched Content; click the
View Full Report links to view longer lists for these metrics.

Usage

You use the Site Search Usage report to learn if visitors are using your site
search function. If you discover that few visitors are searching your site,
for example, you might choose to remove the search function.

To view the Site Search Usage report, select Content > Site Search >
Usage from the left pane of the Dashboard. The main section of this
report, shown in Figure 13.4, displays data for visits both with and without
site search, along with a pie chart graphically displaying this data.

m Goal Converslen Views: = = K
Visits @ Pages/Visit @ Avg Timeon Site (7) % New Visits  (7) BounceRale  (3)
3,277,426 5.69 00:12:41 46.27% 33.54%

% of Site Total Siw Avg: 5.73 Site Avg: 00:12:38 Site Avg: 45.40% Site Avg: 32.96%
70.14% (-0.60%) (0.41%) (1.91%) [1.74%)
Vist Type [viens |4 vews V,—‘\::H:“ mh;“b" o

1. W Viets Wehout S8 Search 3IBTIS WHR

2. W Yeks Wen $ae Search 52,70 1.64%

Find Vit Typo: | containing x| [ Go

Gow: [1 showrows: [10 =] 1-2002 4 |»
FIGURE 13.4 The Site Search Usage report.

Search Terms

To learn more about what keywords and key phrases visitors are searching
for, display the Search Terms report, shown in Figure 13.5. You display
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this report by selecting Content > Site Search > Search Terms from the left
pane of the Dashboard.
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FIGURE 13.5 The Search Terms report.

This report lists the top search queries, with the following data for each
query:
» Search Term. The keyword or key phrase that visitors searched

for.

» Total Unique Searches. The total searches made for the particu-
lar search term.

» Results Pageviews/Search. The number of pageviews resulting
from the selected search.

» % Search Exits. The percentage of visitors who left your site
immediately after concluding a search for this term.

» % Search Refinements. The percentage of visitors who con-
ducted another search after searching for this term.

» Time After Search. The average amount of time visitors spent
on your site after searching for this term.
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» Search Depth. The average number of pages viewed after visi-
tors searched for this term.

Start Pages

What pages were people viewing when they decided to search your site?
That information is available in the Start Pages report. Access this report
by selecting Content > Site Search > Start Pages from the left pane of the
Dashboard. This report identifies the top pages visitors were on when
they initiated their searches and the number of searches initiated from
each page.

Destination Pages

Similarly, the Destination Pages report lists those pages that visitors went
to after completing their searches and the number of searches that led to
each page. Access this report by selecting Content > Site Search >
Destination Pages from the left pane of the Dashboard.

NOTE: Keyword Searches

Click a page listed in the Destination Pages report to display which
keyword searches led to the page.

Categories

If you allow category searching within your site, you can view which cate-
gories were most searched by displaying the Site Search Categories report.
Display this report by selecting Content > Site Search > Categories from
the left pane of the Dashboard.

Trending

You can view site search statistics over time by displaying the Site Search
Trending report (Content > Site Search > Trending). This report tracks the
number of visits with site search by day, week, month, or hour. You can
also track trends for other metrics (Total Unique Searches, Results
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Pageviews/Search, % Search Exits, % Search Refinements, Time After
Search, and Search Depth) by making new selections from the Trending
pull-down list.

Summary

In this lesson, you learned how to track usage of your website’s internal
site search function. In the next lesson, you learn how to configure Google
Analytics to track goals and funnels.



LESSON 14

Setting Up Goals and
Funnels

In this lesson, you learn how to define and set up goals and funnels in
your Google Analytics account.

Understanding Goals and Funnels

In many instances, you want visitors to your website to perform a speci-
fied action. Perhaps you want your visitors to make a purchase, fill in a
form, or just view a particular page.

In Google Analytics, a goal is defined as a visit to a particular page. As
such, you have to translate your internal goals into visits to specific goal
pages. When a visitor visits that goal page, you get a conversion—that is,
your goal is accomplished.

For a purchase, for example, that goal page may be the purchase confirma-
tion page. For a form, the goal page may be a thank-you page after the
person has submitted the form. The goal page also can be any specific
page on your site to which you want to drive visitors.

The path that you expect visitors to take on their way to reaching the goal
page is called a funnel. By examining the paths that visitors take, you can
see how frequently visitors both achieve and abandon your stated goals,
and where they go when they vary from the path.

For example, a funnel on an ecommerce site might include the first page
of the checkout process, the shipping address information page, and finally
the credit card information page. If visitors abandon the goal, you need to
know where on this path they go astray.
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For Google Analytics to track goal conversion metrics, you must first
define one or more goals. Specifically, you should give the goal a name,
assign an optional dollar value to the goal, and then (optionally) define up
to ten pages in a funnel path. Google Analytics can then track how often
your goals were achieved.

Defining Your Goals

Google Analytics lets you define three types of goals. As previously dis-
cussed, a goal can be a specific page; this is called a URL destination goal.
A goal can also be a specific amount of time on site for each visitor, or a
specific number of pages per visit. These last two goals are more about
keeping the visitor on the site rather than performing a specific activity.

To define a goal within Google Analytics, follow these steps:

1. From the Google Analytics Overview page, click the Edit link for
the account for which you want to set a goal.

2. When the Profile Settings page appears, scroll to the Goals sec-
tion, shown in Figure 14.1, and click the Add Goal link for Goals
(Set 1).

Create up 1o 20 conversion goala for this profile. Laam maore

Goals (sel 1) = Add gual (Goals avakable: 51
Goals (set 2) + Add goal (Goals avalable: 5)
Goals (et 3) + Add goal (Goals avalable: 5)
Goals (set ) + Add goal (Goals avaiable. 5)

FIGURE 14.1 Adding goals to a website profile.

3. When the Goal Settings page appears, as shown in Figure 14.2,
enter a name for this goal into the Goal Name box.

4. To activate this goal, select the Active Goal On option.

5. Pull down the Goal Position list and select the position for this
goal. If this is your first goal, select Set 1, Goal 1.

6. In the Goal Type section, select the type of goal: URL
Destination, Time on Site, or Pages/Visit.
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Guoals [set 1) Goal 1

Enter Goal Infermation

Goal Name:
Goal name will appear in conversion reports
Active Goal @ on O off

Goal Position Set1. Goal 1 EI

Please select a goal type
Geal Type URL Destination

Time on Site

Pagesiisit

FIGURE 14.2 Defining a new goal.

7. The bottom section of this page now expands, depending on the
selection you made in Step 6. If you selected URL Destination,
select the Match Type, Goal URL, whether the URL is Case
Sensitive, and the Goal Value. If you selected Time on Site, enter
the desired time (in hours, minutes, and seconds), and then enter
a Goal Value. If you selected Pages/Visit, enter the target number
of pages, along with a Goal Value.
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NOTE: Match Types

There are three ways to match a URL Destination goal. These
match types include head match (used for matching dynamic web
pages), exact match (used for matching full regular URLs), and
regular expression match (used for matching partial URLS).

8. Click the Save Goal button.

If you want to enter additional goals, repeat these steps.

NOTE: Goals

You can define up to four sets of goals, each containing five individ-
ual goals, for 20 goals total per website profile.

Defining Funnels

If you created a URL Destination goal, you can then define a funnel for
this goal—the path you desire visitors to take through your site to get to
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the goal page. Start by selecting URL Destination on the Goal Settings
page, and then follow these steps:

1. From the Goal Settings page, click Yes, Create a Funnel for This
Goal.

2. This expands the Goal Funnel section of the page, as shown in
Figure 14.3. Enter the URL and the name of the first page in the
funnel path into the Step 1 boxes.

Goal Funnel

Afunnel is a series of pages leading up 1o the goal URL. For cxample, the funnel may include sieps in your checkout process that
lead you to the thank you page (goal)

Plzase note that the funnels that youve defined here only apply to the Funnel
Visualization Report ;
waadon e 7

Mote: URL should not contain the domain (e.g. For a step page =] —
“hitpiwaw mysite comistep himi™ énter “istept.himi™

URL{e.g. "step1 html} Mame

Step 1 Required step)

= Add Goal Funnel Step

FIGURE 14.3 Defining a funnel path.

3. To add a second page to the funnel path, enter the URL and the
name of the next page into the Step 2 boxes. Include only the
path of the page, not the complete domain URL.

4. Continue to add URLs into the Step boxes to complete the fun-
nel path.

5. Click the Save Goal button when done.

Measuring Your Goals

Once you’ve defined your goals (and, for URL destination goals, your fun-
nel paths), you can now measure the progress toward your goals—that is,
track the number of visits where visitors did what you wanted them to do.
You do this via the Goals section on the left pane of the Google Analytics
Dashboard.
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Overview

As you can see in Figure 14.4, the Goals Overview report (Goals >
Overview) is a simple one. This report tracks the total number of conver-
sions for each goal you set—that is, the number of times visitors accom-
plished the set goals. Beneath this data is the Goal Performance section,
which displays your Goal Conversion Rate (what percentage of visits
accomplished this goal) and the Total Goal Value (the total dollar value of
the accomplished goals, as determined when you first set up the goals).

Goals Overview Feb 5, 2010 - Feb 17, 2010

~" Goal Conversions raph by g ==

Fab 18

Visitors completed 126 goal conversions

—" 114 conversions, Goal 1: Pages per visit

o™ 12 conversions, Goal 2 Theory Corrections

Goal Performance

Goal Conversion Rate Total Goal Value
20.00% I000% 10009 .M.wm
P, ., / /
10.00% /O—._.._./\.’_./‘\.'i‘n-a.n‘. 85000 b ¥ \.,. $50.00
—y—s' G——
6.77% coal Conversion Rate $630.00 Toial Goal vaiue

view full repont view full report

FIGURE 14.4 The Goals Overview report.

Total Conversions

When you want to track conversions over time, open the Total Conversions
report (Goals > Total Conversions). This report lists total conversion by
hour, day, week, or month for each goal you’ve defined.

Conversion Rate

The conversion rate is the percentage of visits that result in visitors taking
the course of action you defined as a goal. The Conversion Rate report
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(Goals > Conversion Rate) tracks conversion rate by hour, day, week, or
month for each goal you’ve defined.

Goal Verification

If you have multiple pages that count toward the same goal, you can track
the performance of each page separately with the Goal Verification report

(Goals > Goal Verification). This report displays each goal page separately
and as a percentage of the overall goal.

NOTE: Multiple Goal Pages

You can create one goal with multiple pages by pointing to a direc-
tory or folder rather than an individual page when you set the goal.
Rather than pointing to /folderl/pagel.htm, for example, you
would simply point to /folderl/. All the pages, then, within this
folder would count toward a goal conversion.

Reverse Goal Path

When you want to see the different ways visitors arrive at a goal, display
the Reverse Goal Path report (Goals > Reverse Goal Path). This report lists
the different navigation paths to the selected goal and the number of con-
versions represented by each path.

Goal Value

If you assigned a dollar value to your goals, you can track the total value
of successful conversions via the Goal Value report (Goals > Goal Value).
This report displays the monetary value of your goal conversions by hour,
day, week, or month.

Goal Abandoned Funnels

If you set up a funnel for a URL destination goal, you want to know how
often visitors abandoned the desired path to the goal. To that end, the Goal
Abandoned Funnels report (Goals > Goal Abandoned Funnels) displays
the abandonment rate (the percentage of visitors who started down the fun-
nel but then left it) by hour, day, week, and month.
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Funnel Visualization

It’s also informative to see how exactly visitors deviated from the desired
navigation path; at what point do they abandon the funnel? This informa-
tion is presented in the Funnel Visualization report (Goals > Funnel
Visualization).

If you’re tracking a URL destination goal, this report displays a graphic
visualization of each of the steps in your specified funnel path, as shown
in Figure 14.5. At each step in the path, you see how many visitors dis-
played this page, how many moved onto the next page in the path, how
many abandoned the path at that point, and the percentage of users who
abandoned the path at each point. It’s a great, highly visual way to see how
successful your goal was—and where in the path your funnel was most
often abandoned.
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FIGURE 14.5 The Funnel Visualization report.

Summary

In this lesson, you learned how to set up and track goals and funnels. In
the next lesson, you learn how to use event tracking.
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LESSON 15
Using Event Tracking

In this lesson, you learn how to implement event tracking on your website.

Understanding Event Tracking

When you want to record user interaction with specific elements on your
web pages—elements not otherwise tracked by Google Analytics default
reports—you need to implement Google Analytics event tracking. Event
tracking lets you monitor specific user actions, from clicking “play” on an
embedded video to selecting a specific item in a Flash-based menu system.
It’s all about tracking actions that visitors take with specific elements on
your site, rather than just looking at pageviews and clicks.

Defining Events

You can use event tracking to track any or all of the following:
» Flash-driven elements, including menus and video players

» Gadgets and widgets

v

File downloads

v

Embedded AJAX page elements

v

Data load times

Defining Parameters

When you implement event tracking in Google Analytics, you create a
piece of script called a method, which is then associated with each event
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you want to track. This piece of code is inserted into the source code for
the object you’re tracking.

This special method code lets you define four key parameters, which you
use to track the event behavior, as follows:

» Category. You use categories to group objects you want to track.
This is a required parameter in the event-tracking script.

» Action. This parameter names the type of event or interaction
you want to track for a particular web object. This is also a
required parameter.

» Label. This parameter provides additional information for events
you want to track. This is an optional parameter.

» Value. This parameter is used to assign a numeric value to a
tracked object. This is also an optional parameter; unlike the pre-
vious parameters, it is a numerical value (integer) rather than a
text field (string).

Setting Up Event Tracking

For event tracking to work, you must first have the basic Google
Analytics tracking code installed on the page that contains the object
you’re tracking. (You learned how to do this in Lesson 3, “Adding Google
Analytics to Your Website.”)

Once you’ve installed the basic tracking code, you need to construct a
_trackEvent() method that defines the event you want to track, and then
insert that code into the source code for the gadget or web object you want
to track. The _trackEvent() code takes the following form:

pageTracker._trackEvent(category, action, optional_label,
optional_value);

As an example, the following piece of code tracks any instance of a user
pressing the “play” button (action: “Play”) for a video (category:
“Videos”) titled “Our Vacation” (label: “Our Vacation”):

pageTracker._trackEvent('Videos', 'Play', 'Our Vacation');



Monitoring Event Tracking 141

As you can see, the _trackEvent() parameters are listed in a specific order
(category, action, and label), with each value surrounded by single quotes.

NOTE: Multiple Events

You can include multiple _trackEvent() methods to define multiple
events for a given item. For example, if you want to track users
clicking “play,” “stop,” and “pause” in a video player, you would cre-
ate one line of code for each action.

How you call this code depends on the type of object you're tracking. For
example, if this event is associated with a video player object, you’d call
the code as part of the player’s onClick action for the “play” command,
like this:

<a href="#" onClick="pageTracker._trackEvent('Videos', 'Play',
'Our Vacation');">Play</a>

For specific instructions on how to install event-tracking code with different
types of events and objects, see the help files on the Google Analytics site.

Monitoring Event Tracking

Once you’ve inserted all the proper codes, you can track the events you’ve
defined via the Event Tracking section of Google Analytics Content
reports. You access the event-tracking reports by selecting Content > Event
Tracking in the left pane of the Google Analytics Dashboard.

There is an overview report, of course, as well as reports for the three key
parameters (categories, actions, and labels). Trending and hostname reports
are also available.

Overview

The Event Tracking Overview report (Content > Event Tracking >
Overview) tracks the total usage of all the events you’ve defined. At the
top of the page, shown in Figure 15.1, the overview graph tracks total
events by day for the past month. Beneath the overview graph are several
key metrics, as follows:
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Event Tracking Overview
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The Event Tracking Overview report.

» Total Events, which tracks all the events you’ve defined.

» Visits with Event, which tracks the number of customer visits
that triggered your defined events.

» Events/Visit, which calculates the average number of events per

visit, by day or hour of day.

Beneath this is a list of your top events, along with links to further reports.

Categories

To track your events by category, open the Event Tracking Categories
report (Content > Event Tracking > Categories). This report lists the top

categories you’ve defined for your events; for each category, columns

detail the following metrics:
» Total Events
» Unique Events

» Event Value

v

Average Value
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Actions

The Event Tracking Actions report (Content > Event Tracking > Actions)
is similar to the Categories report, except it tracks the actions you defined
for your events. All actions you’ve defined are listed here, with the same
metrics tracked as in the Categories report.

Labels

Also similar is the Event Tracking Labels report (Content > Event
Tracking > Labels), which tracks the labels you defined for your events.
Each label is listed, along with the key metrics tracked in the two previous
reports.

Trending

The Event Tracking Trending report (Content > Event Tracking >
Trending) is used to track events over a defined period. It displays Total
Events, Events with Visit, and Events/Visit data per hour, day, week, or
month.

Hostnames

The Event Tracking Hostnames report tracks event usage by the hosts used
by your site’s visitors. The top hostnames are listed, along with Total
Events, Event Value, and Average Value for each.

Summary

In this lesson, you learned how to use Google Analytics event-tracking fea-
ture. In the next lesson, you learn how to create custom reports in Google
Analytics.
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LESSON 16

Creating Custom
Reports

In this lesson, you learn how to create custom Google Analytics reports.

Understanding Metrics and
Dimensions

If the stock reporting isn’t to your liking, Google Analytics also lets you cre-
ate all manner of custom reports. These reports are built around combina-
tions of metrics and dimensions. We’ll look at these components separately.

Metrics

The metrics available in custom reports track important data points. Think
of a metric as a column in your report—the more metrics you track, the
more columns you add to the report.

There are five types of top-level metrics available, as follows:

» Site Usage, including bounces, bounce rate, entrances, exits, %
exit, visitors, new visits, unique visitors, % new visits, time on
page, average time on page, pageviews, pages/visit, time on site,
average time on site, and visits.

» Content, including unique pageviews, total unique searches, vis-
its with search, search refinements, time after search, search
depth, search exits, unique events, event value, and total events.
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» Goals, including total goal starts, goall starts, goal2 starts, goal3
starts, goal4 starts, total goal completions, goall completions,
goal2 completions, goal3 completions, goal4 completions, total
goal value, goall value, goal2 value, goal3 value, goal4 value,
per visit goal value, goall conversion rate, goal2 conversion rate,
goal3 conversion rate, goal4 conversion rate, goal conversion
rate, goall abandonment rate, goal2 abandonment rate, goal3
abandonment rate, goal4 abandonment rate, and total abandon-
ment rate.

» Ecommerce, including unique purchases, product revenue,
quantity, revenue, per visit value, RPC (revenue per click), aver-
age value, shipping, tax, and transactions.

» Advertising, including clicks, cost, impressions, CTR (click-
through rate), CPC (cost per click), CPM (cost per thousand), cost
per goal conversion, cost per transaction, and cost per conversion.

You should be familiar with most of these metrics from their use in
Google Analytics standard reports. You can include up to ten metrics
(columns) for each tab in your report.

You can build a report using only metrics. In this type of report, there are
no restrictions as to which metrics you use.

You can also build a report by crossing metrics against dimensions. In this
type of report, the metrics are subject to the limitations defined by the
dimensions used.

Dimensions

In a custom report, a dimension is a data field. If a metric is a column in a
report, a dimension is a row. You then look at the metrics as they pertain to
the selected data

For example, you might choose Visitor Type as your main dimension so
that you can look at different types of visitors, such as new and returning.
You can then add metrics (columns) to view visitor type by New Visits,



Understanding Metrics and Dimensions 147

Time on Page, and Pageviews. (This particular report is shown in Figure
16.1.)
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FIGURE 16.1 A custom report that tracks Visitor Type (dimension) by New
Visits, Time on Page, and Pageviews (metrics).

Google Analytics offers five top-level dimensions, with a number of sub-
dimensions, as follows:

» Visitors, reported by hour of the day, day, week, month, page
depth, days since last visit, count of visits, visitor type, city, lan-
guage, region, country/territory, continent, sub-continent region,
and various user-defined values.

» Traffic Sources, reported by campaign, ad group, keyword, ad
content, ad slot, ad slot position, source, medium, source/medi-
um, and referral path.

» Content, reported by page title, page, site search status, search
term, refined keyword, site search category, landing page, exit
page, event category, event action, and event label.
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» Ecommerce, reported by affiliation, days to transaction, transac-

tion, product SKU, product, product category, and count of visits
to a transaction.

Systems, reported by browser, browser version, connection
speed, operating system, operating system version, Flash version,
Java support, screen colors, screen resolution, hostname, service
provider, and domain.

You can select up to five dimensions in a custom report. The first dimen-
sion is your top-level table segment; the other four dimensions can be
drilled down to in the report.

You can also create reports without dimensions. These reports track only
metrics.

Creating a Custom Report

You build a report from a combination of metrics and, if you want, dimen-
sions. Follow these steps:

1.

From the Google Analytics Dashboard, click Custom Reporting >
Manage Custom Reports from the left pane.

When the Manage Custom Reports page appears, click Create
New Custom Report.

A blank custom report page now appears, as shown in Figure
16.2. To add a metric to the graph, click the data type in the
Metrics box in the left pane to expand that type of metric; then
drag the individual metric onto one of the metric boxes under-
neath the graph. Each metric you select adds a new column to
your report.

Repeat Step 3 to insert additional metrics (columns) into your
report.

To re-order the columns in your report, use your mouse to drag
the metric boxes into a new order.
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FIGURE 16.2 A blank custom report page.

6. To add a dimension to your report, click the data type in the
Dimensions box; then drag a specific item to the Dimension box
underneath the graph. The page should now look something like
Figure 16.3.

NOTE: Dimensions

Not all dimensions are available for all metrics. Available dimen-
sions for the metrics you’ve selected are in full-color boxes; dimen-
sions that you can’t use are shaded black.

7. To drill down to another level of data, click the data type in the
Dimensions box; then drag a specific item to the Sub Dimension
box underneath the graph.

8. A report can track additional metrics and dimensions through the
use of multiple tabs. To add a new tab to your report, click the
Add Tab link; then repeat Steps 3—7 for this new tab.
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Custom Title February 18, 2010

Leam mare about the walid

( Greate Repon | | Prewew Repon | cancer
FIGURE 16.3 A custom report page with metrics and dimensions added.
9. Click the Edit link next to the report’s title, enter a new title for
the report, and then click the Apply button.
10. Click the Preview Report button to see a preview of the report.
11. When your report is completed, click the Create Report button to

view the finished report.

Google now generates the report you created and adds the report to the
Custom Reporting section of the Dashboard, as well as to the Manage
Custom Reports page.

Viewing Your Report

Creating a custom report isn’t the last step. There are many ways to cus-
tomize the view of a custom report, as you’ll soon discover.
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Changing the Overview Graph

The top of the custom report hosts the overview graph. This graph typical-
ly displays the first metric (column) you selected, displaying the data by
day for the past month. You can display other metrics by clicking the down
arrow on the tab above the report. You can also graph this data by month
or week by selecting the appropriate button in the Graph By section above
the graph. Finally, you can graph a different timeframe by clicking the
down arrow next to the date range above the graph.

Sorting by Metric

Below the graph is the data table. You can sort the data in this table by any
column (metric), simply by clicking the metric label at the top of a col-
umn.

Selecting Different Views

You can also view your selected data in different ways; you’re not limited
to the default table view. Most reports have five different views available,
as follows:

» Table (data in row-and-column format)

» Percentage (data as percentages in a pie chart)

v

Performance (data represented as a bar chart)

» Comparison (data as comparative percentages in a bar chart)

v

Pivot (data in an interactive pivot table)

Select a different view by clicking the appropriate button in the Views sec-
tion above the data table.
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Visualizing Your Data—in Motion

Finally, Google Analytics offers a unique way to visualize your data, in the
form of a motion chart. You display this motion chart by clicking the
Visualize button above the overview graph.

As you can see in Figure 16.4, the motion chart graphs each of your
dimensions via a series of colored circles. You can opt to vary the size of
the circles to represent the comparative amounts for each data point.
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FIGURE 16.4 Data displayed in a motion chart.

The motion in the motion chart comes from adjusting the slider beneath
the graph. The graph displays only one day at a time; move the slider to
graph other days.

NOTE: Bars

To display data points as bars instead of circles, select the bar
chart tab above the motion chart.
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Revisiting Custom Reports

All custom reports you create are saved in the Custom Reporting panel
on the left side of the Dashboard, as shown in Figure 16.5, as well as on
the Manage Custom Reports page. To view one of these custom reports,
simply click its title in the Custom Reporting panel.

Manage Custom Reports + Create new custom report
Design a one of 8 king report 1o ft your needs, Learn how to bulld 8 custom repart.

Custam Repnns In www.molenlllgrnup.enm

Hame Dimensions Action

Custom Title January 21, 2010 1 HIDE FROM PROFILE|  Edit| Share | Delete

Visitor Types February 9 2010

Custom Report February 18, 2010

Search; Go 1-3013 |40

FIGURE 16.5 Custom reports displayed in the Custom Reporting panel.

Summary

In this lesson, you learned how to create a custom Google Analytics
report. In the next lesson, you learn how to filter the data you see in
Google Analytics.
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LESSON 17
Filtering Data

In this lesson, you learn how to filter Google Analytics data.

Understanding Filters

You don’t always want to track all the traffic coming to your website. You
may want to not track internal traffic, for example, or visitors coming from
a particular site to yours.

For that matter, you may not want to track all the pages on your site.
Perhaps some pages are more important to you than others; maybe you
simply want to exclude traffic going to a particular directory or subdomain.

In these instances, you want to filter the data tracked by Google Analytics.
You do this by creating a filter that automatically excludes data based on
your specific parameters.

Google Analytics provides three predefined filter types, as well as the abil-
ity to create your own custom filters.

NOTE: Order
By default, filters are applied in the order in which they were added.

Creating a Predefined Filter

Google Analytics predefined filters are the easiest way to exclude certain
types of visitors from appearing in your data and reports. There are three
predefined filters that perform the following actions:
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» Exclude all traffic from a domain. Use this filter to not track
visitors who come from a specific website or domain, such as a
particular ISP or company network.

v

Exclude all traffic from an IP address. Use this filter to not
track visitors from specific computers or domains. (This filter is
used to exclude data from internal traffic sources; learn more in
Lesson 20, “Filtering Out Internal Traffic.”)

v

Include only traffic to a subdirectory. Use this filter to report
only on traffic to a specific subdirectory on your site.
To create a predefined filter, follow these steps:

1. From the Google Analytics Overview page, click the Filter
Manager link (beneath the list of website profiles).

g

When the Filter Manager page appears, click the Add Filter link.

w

When the Create New Filter page appears, as shown in Figure
17.1, enter a name for this filter into the Filter Name box.

Create New Filter

Enter Filter Information

Filter Mame:
@ Predefined fiter & Custom filter

Filter Type:
Exclude E traffic from the domains B that are equal to E
Domain (&4, mydomain.com)
Case Sensitive D yps @ po

Apply Filter to Website Profiles

Ayailable Websile Profiles Selecled Websile Profiles

curmudgeanspeaks blogspot com -
googlepadia blogapat com
ipadpediathatiog blogspol com

mikeandshemyplcures Mogapat com

www malghiligraup. com

Save Changes Cancel

FIGURE 17.1 Creating a new predefined filter.
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4. Select the Predefined Filter option.

5. Pull down the first Filter Type list and select whether you want to
Exclude traffic or Include Only traffic of a specified type.

6. Pull down the second Filter Type list and select one of the three
predefined filters: Traffic from the Domains, Traffic from the IP
Addresses, or Traffic to the Subdirectories.

7. Pull down the third Filter Type list and select one of the available
options: That are Equal To, That Begin With, That End With, or
That Contain.

8. Enter the domain, IP address, or subdirectory that you want to
filter into the next box. (This box changes dynamically based on
the selection you make in Step 6.)

9. Go to the Apply Filter to Website Profiles section and select the
profile(s) to which this filter should be applied.

10. Click the Add button.
11. Click the Save Changes button.
For example, if you want to exclude traffic from a specific website, in

Steps 5-7 you would select Exclude > Traffic from the Domains > That are
Equal To. You would then enter the website domain into the Domain box.

Similarly, if you want to only track visitors to a specific subdirectory on
your site, in Steps 5-7 you would select Include Only > Traffic to the
Subdirectories > That are Equal To. You would then enter the desired loca-
tion into the Subdirectory box.

Creating a Custom Filter

You’re not limited to the three predefined filter types just discussed.
Google Analytics lets you create your own custom filters that exclude or
include data based on a number of different parameters.

The available custom filter parameters include the following:
» Request URI

» Hostname
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» Page title

» Referral

» Campaign source

» Campaign medium

» Campaign name

» Campaign term

» Campaign content

» Campaign code

» E-commerce transaction ID

» E-commerce transaction country
» E-commerce transaction region
» E-commerce transaction city

» E-commerce store or order location
» E-commerce item name

» E-commerce item code

» E-commerce item variation

» Visitor browser program

» Visitor browser version

» Visitor operating system platform
» Visitor operating system version
» Visitor language settings

» Visitor screen resolution

» Visitor screen colors

» Visitor Java enabled

» Visitor Flash version

» Visitor IP address
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Visitor geographical domain
Visitor ISP organization
Visitor country

Visitor region

Visitor city

Visitor connection speed

Visitor type

NOTE: Custom Fields

You can also create your own user-defined parameters. Select
either the Custom Field 1 or Custom Field 2 parameters and then
define your filter via the Filter Pattern box.

To create a custom filter, follow these steps:

1.

From the Google Analytics Overview page, click the Filter
Manager link (beneath the list of website profiles).

When the Filter Manager page appears, click the Add Filter link.

When the Create New Filter page appears, enter a name for this
filter into the Filter Name box.

Select the Custom Filter option; the page now changes to look
like the page in Figure 17.2.

Select one of the following contingencies for your filter: Exclude,
Include, Lowercase, Uppercase, Search and Replace, or
Advanced.

Pull down the Filter Field list and select the parameter you want
to filter by.

Enter the pattern you want to filter by into the Filter Pattern box.

If your filter pattern is case sensitive, select Yes for the Case
Sensitive Option. Otherwise, select No.
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FIGURE 17.2 Creating a new custom filter.

9.

10.
11.

For example, if you want to exclude traffic coming from visitors with dial-

Go to the Apply Filter to Website Profiles section and select the
profile(s) to which this filter should be applied.

Click the Add button.

Click the Save Changes button.

up connections, you would select the Exclude option in Step 5, select

Visitor Connection Speed from the Filter Field list in Step 6, and then

enter dialup into the Filter Pattern box in Step 7.

Managing Your Filters

You use the Filter Manager page to edit or delete filters you’ve created. As
you can see in Figure 17.3, all your filters are listed here. To manage your

filters, follow these steps:
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Fliter Manager
Filters allow you to manipulate the data coming in to your account. You can fitter out particular IP addresses, include traffic from a
subdamain of subdirectory only, or create custom fillers far more Acdvanced requirements Leam mare
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«Prev 1-2/2 Next» Show [10 [=] Search [ R=]

Filter Hame Filter Type Settings Delete
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2 Mews.com Filter Exclude Eait Delete

FIGURE 17.3 The Filter Manager page.

1. From the Google Analytics Overview page, click the Filter
Manager link (beneath the list of website profiles). This displays
the Filter Manager page.

2. To edit a filter, click the Edit link for that filter and proceed to
the Edit Filter page.

3. To delete a filter, click the Delete link for that filter and click OK
when prompted.

Summary

In this lesson, you learned how to filter your Google Analytics data. In
the next lesson, you learn how to customize the Google Analytics tracking
code.
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LESSON 18

Customizing the Google
Analytics Tracking Code

In this lesson, you learn how to customize Google Analytics tracking code.

Why You Might Want to Customize
Google’s Tracking Code

As you learned in Lesson 3, “Adding Google Analytics to Your Website,”
Google Analytics generates its data via a short snippet of JavaScript code
that you add to every page on your site that you want to track. This code
lets Google collect specific data about what visitors do when they visit
your site; these data are then collated and displayed in various Google
Analytics reports.

The basic Google Analytics tracking code works fine for most websites.
But many sites can benefit from some slight adjustments to this basic code,
to provide more specific or more detailed analysis of visitor behavior.

For example, Google’s basic tracking code isn’t optimized, out of the box,
for ecommerce activities. If you want to track visitor behavior related to
site purchases—especially if you use a third-party shopping cart—you
need to customize the tracking code.

Equally important, if you want to track something that isn’t tracked by
default in Google Analytics, or if you want to track things in different
ways, you’ll need to customize the tracking code. For example, if you
want to adjust the length of a visitor session, you’ll need to modify the
tracking code. You can also modify the tracking code to turn off the collec-
tion of certain browser information, for privacy purposes.
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Editing the Tracking Code

Google generates a tracking code that is specific to your Google Analytics
account. This code consists of two parts, each a piece of JavaScript.

The first part of the code initializes the tracking function by calling a spe-
cific Google Analytic’s script (ga.js); it looks like this:

<script type="text/javascript">

var gadsHost = (("https:" == document.location.protocol) ?
"https://ssl." : "http://www.");
document.write(unescape("%3Cscript src='" + gadsHost + "google-

analytics.com/ga.js' type='text/javascript '%3E%3C/script%3E"));
</script>

The second part of the code activates the actual page tracking and sends
that data to your Google Analytics account; it looks like this:

<script type="text/javascript">

try{

var pageTracker = _gat._getTracker ("UA-XXxxxx-x");
pageTracker._trackPageview();

} catch(err) {}

</script>

(The “UA-xxxxxxx-x" is replaced by your actual Google Analytics ID.)

It’s the second part of this code that you can customize. You typically do
this by inserting additional pageTracker or event-tracking lines into the
code, immediately after the existing pageTracker line.

Common Tracking Code
Customizations

What tracking functions can you add by customizing the tracking code?
Here are some of the more common customizations; additional customiza-
tions are described in other lessons throughout this book.

Identify Additional Search Engines

By default, Google Analytics tracks referrals from most major search
engines, including Google (of course), Yahoo!, and Microsoft Bing. If you
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want to add other search engines to this tracking list, modify the Google
Analytics tracking code by adding the following new line of code:

pageTracker._addOrganic("search_engine_name"
"query_variable");

Replace search_engine_name with the name of the search engine you want
to track; replace query_variable with the query variable that search engine
uses to initiate a query. (You can typically find the query variable in the
search engine’s help files.)

Use a Different Value for Inactive Session
Timeouts

By default, Google Analytics deems that visitor sessions time out after 30
minutes of inactivity. This number may be too long or even too short for
some sites. If you want to change the session timeout, add the following
new line to the basic Google Analytics tracking code:

pageTracker._setSessionTimeout ("xxx")

Replace xxx with the desired new timeout, in minutes.

Treat Certain Search Keywords as Direct
Referrals

By default, Google Analytics treats all search engine keywords as organic
keyword referrals—that is, it assumes that the links came from search
results originating from user searches. That may not always be the case.

If you would rather Google Analytics treat certain search keywords (such
as your own site name) as direct referrals instead of keywords, insert the
following new line into the standard Google Analytics tracking code:

pageTracker._addIgnoredOrganic("keyword")

Obviously, replace keyword with the keyword you want to flag. Repeat this
line to flag additional keywords.
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NOTE: Methods

These are just a few of the many methods you can call from the
pageTracker object. Additional methods are detailed in the Google
Analytics Tracking API guide, located online at
code.google.com/apis/analytics/docs/galS/galSApi.html.

Summary

In this lesson, you learned how to modify the Google Analytics tracking
code. In the next lesson, you learn how to create user-defined visitor types

for tracking purposes.




LESSON 19

Creating User-Defined
Visitor Types

In this lesson, you learn how to segment your site traffic with user-defined
visitor types.

Understanding User-Defined
Visitors

In Lesson 6, “Tracking Visitors,” you learned about the various types of
visitor reports available in Google Analytics. One report not discussed in
that lesson is the User Defined report. This report tracks visitors based on
types that you define, by customizing the Google Analytics tracking code.

Essentially, the user-defined function enables you to label visitors by the
specific actions they complete on your site. For example, you might create
a visitor type for those who make a purchase from you or who visit a spe-
cific page on your site. You can then track the behavior of these types of
visitors, as you would any predefined visitor type.

Creating a Customer Type for
Visitors to a Specific Page

You define a new visitor type by adding a new line of code to the Google
Analytics tracking code. When you add this new code to the tracking code
on a specific page, it will label all users who visit this page as the new
customer type.
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For example, you might want to create different visitor types for users who
enter your site on different landing pages, with a specific visitor type for
each landing page. In this instance, you’d add the new code to the tracking
code on each landing page, but define the visitor type with a unique label
on each page.

This is the line you need to add to the page’s tracking code:

pageTracker._setVar("label");

Replace “label” with the label you want to use for the new visitor type.

This line should be added directly after the existing pageTracker line. The
resulting tracking should look like this (the new line is in bold for illustra-
tive purposes):

<script type="text/javascript">

var gadsHost = (("https:" == document.location.protocol) ?
"https://ssl." : "http://www.");
document.write(unescape("%3Cscript src='" + gadsHost + "google-

analytics.com/ga.js' type='text/javascript'%3E%3C/script%3E"));
</script>

<script type="text/javascript">

try{

var pageTracker = _gat._getTracker ("UA-XXxxxx-x");
pageTracker._trackPageview();
pageTracker._setVar("label");

} catch(err) {}

</script>

This new line of code creates a unique new visitor type for any user reach-
ing the page where the new line of code has been inserted. It does so by
creating a new cookie on the visitor’s computer. The sole purpose of this
cookie is to identify the visitor by the label you specified.

All visitors who reach the specified page will be tagged with this new
label. You can then track these visitors with all of Google Analytics
visitor-related metrics in the User Defined report.
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Creating a Customer Type for
Visitors Who Click a Specific Link

You can also create a new customer type for visitors who click a specific
link on a given web page. In this instance, you add the pageTracker code
to the source code for that particular link, via the onClick action.

The link code should look something like this:

<a href="1ink-URL"
onClick="pageTracker._setVar('label');">Click here</a>

Obviously, you replace label with the new visitor type you want to track,
link-URL with the URL you’re linking to, and click here with the text for
the link.

For example, if you want to create a link to the CNN website (www.cnn.
com) and track visitors who click this link under the “CNN Visitors” label,
you’d use the following code:

<a href="http://www.cnn.com" onClick="pageTracker._setVar('CNN
Visitors');">Click here to visit CNN.com.</a>

Tracking User-Defined Visitor Types

All new visitor types you define appear in the Google Analytics User
Defined report. You display this report by selecting Visitors > User
Defined from the left pane of the Google Analytics Dashboard.

As you can see in Figure 19.1, all visitors of the types you defined are list-
ed in this report. For each visitor, you see the following key metrics:

» Visits
» Pages/Visit

» Avg. Time on Site

v

% New Visits

v

Bounce Rate


www.cnn.com
www.cnn.com

170 LESSON 19: Creating User-Defined Visitor Types
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FIGURE 19.1 Tracking user-defined visitor types.

Click the link for any specific visitor type, and you display a more detailed
report for that visitor type.

Summary

In this lesson, you learned how to customize the Google Analytics tracking
code to create new visitor types. In the next lesson, you learn how to filter
internal traffic from your Google Analytics reports.



LESSON 20

Filtering Out Internal
Traffic

In this lesson, you learn how to filter internal traffic from your Google
Analytics reports.

Why You Want to Exclude
Yourself from Your Site Reports

Google Analytics does a great job of tracking traffic to your website—all
traffic. That includes the visits you make to your own site or if you have a
company site, the visits your company employees make to the site.

As you might suspect, this type of internal traffic can inflate visitor counts
and pageviews and otherwise distort important data. For this reason, many
webmasters prefer to exclude internal traffic from their Google Analytics
reports.

There are two ways to filter this internal traffic, depending on whether you
have a static or a dynamic IP address.

Filtering Traffic from Static IP
Addresses

If you or your company uses static IP addresses, you can easily configure
Google Analytics to filter data from these addresses. You can filter data
from a specific address, or from a range of addresses, using the Google
Analytics filter function.
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Filtering a Single IP Address

Filtering a single IP address, such as your own address, is relatively easy.
Follow these steps:

1. From the Google Analytics Overview page, click the Filter
Manager link (beneath the list of website profiles).

2. When the Filter Manager page appears, as shown in Figure 20.1,
click the Add Filter link.

Filter Manager
Filters allow you 1o manipulate the dala coming in to your account You can Niter out particular I addresses, include rafic from a
subdamaln of subdirectory only. of create custom fitters for more advanced requirements. Leam mare

Existing Filters + Add Filter

«Prev 1-2/2 Nexts Show (10 [=] Search @
Filter Hame Filter Type Seiings  Delete |
1. My3pace filter Exclude Edit Delete
2 Mews.com Filter Exclude Edit Delate

FIGURE 20.1 The Filter Manager page.

3. When the Create New Filter page appears, as shown in Figure
20.2, enter a name for this filter (like “Internal Traffic”) into the
Filter Name box.

4. Make sure that the Predefined Filter option is selected.
5. Pull down the first Filter Type list and select Exclude.

6. Pull down the second Filter Type list and select Traffic from the
IP Addresses.

7. Pull down the third Filter Type list and select That Are Equal To.
8. Enter the IP address you want to filter into the IP Address boxes.

9. Go to the Apply Filter to Website Profiles section and select the
profile(s) to which this filter should be applied.

10. Click the Add button.
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Create New Filter

Enter Filter Information

Filter Name:

@ Pregefinedfiter ©) Custom hiter
Filler Type.
Exclude 3 traffic from the IP addresses 3 thal are egual lo B
P adaress X (2.9 63.212.171.12)
Apply Filter to Website Profiles
Auailable Websile Profiles Selecled Websile Profiles

curmudgeonapeaks blagapat com

googlapadia blagspat com

ipadpediamenlog blogspot com

mikeanadshemypicturas blagspol cam YT
waww. malehillgroup com

=Remove |

Save Changes

FIGURE 20.2 Creating a new filter for a single IP address.

11. Click the Save Changes button.

Filtering a Range of IP Addresses

What if you need to filter a range of IP addresses—for example, for all

employees of a company? This process is only slightly more complicated

than filtering a single address.
Follow these steps:

1. From the Google Analytics Overview page, click the Filter
Manager link (beneath the list of website profiles).

n

When the Filter Manager page appears, click the Add Filter link.

w

When the Create New Filter page appears, enter a name for this
filter into the Filter Name box.

Eal

Select the Custom Filter option; the page now changes to look
like the page in Figure 20.3.
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Craate New Filtar

Enter Filter Information

Filter Narne.

Filter Type: Predefned filer & Custom filler

Search and Replace
Advanced

Fier Fleld Visitor [P Address [=]
Filer Pattern

Case Sensitve Yor @ o

¥ (7} Fitter Help: Exclude > Visitor IP Address

Apply Filter 1o Wabsite Profiles

Avallacie Wedsite Frosies Selected Websse Profiles
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googler 30
ipodped o

i
wiww. moleniligroup.com

FIGURE 20.3 Creating a new filter for a range of IP addresses.

5.
6.
7.

10.

Select the Exclude option.

Pull down the Filter Field list and select Visitor IP Address.

You now need to generate a regular expression (RegEx) that tells

Google what the IP range is. Go to www.google.com/support/
googleanalytics/bin/answer.py ?answer=55572, shown in

Figure 20.4, and enter the first and last IP addresses in the range.
Click the Generate RegEx button, and Google now generates a

rather-complicated bit of code. Copy this code.

Return to the Create New Filter page and paste the RegEx code

you just generated into the Filter Pattern box.

Make sure that No is selected as the Case Sensitive option.

Go to the Apply Filter to Website Profiles section and select the

profile(s) to which this filter should be applied.
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Goggls Help » ANANDCS HEl » Commen ks » Flers » How 60 | exclade rafhe from a range of IP addresses?

How do | exclude traffic from a range of IP addresses? & Pint

Google Analybics filters use reqular expressions, allowing users precise control over the data
they're tiltenng. However, reqular expressions can be dificult to wnte, especially when IF address
ranges are imvolved. Use this tool to automatically generate the correct reqular expression for your
range of IF addresses
If you're new to filters or this 15 your first time using this tool, please read How do | create a filter?
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First IP Address.

(eg 63212171.1)

Step 7 (Optional) Enter the last I address in the range If this Bield 13 left blank_ the toal will
craate the regular expression for the single IP addrass antered in step 1

Last IP Address.
(e.g. 63.212.171.254)

Genearate RegEx Clear

Step 3. Copy and paste the resulls below inte the IP address or Filter Pattern field of the Create
HNew Filter page.

FIGURE 20.4 Creating the regular expression code for a range of IP
addresses.

11. Click the Add button.

12. Click the Save Changes button.

Customizing the Tracking Code to
Exclude Internal Traffic

Unfortunately, Google Analytics filters don’t work if you want to exclude
traffic from dynamic IP addresses. If you or your company uses dynamic
IP addresses, you instead need to customize the Google Analytics tracking
code—and do a bit of a workaround.

This procedure involves creating a new page on your website specifically
for you or your company’s employees. This page will contain a special
cookie, which can then be used to filter visits from anyone who has that
cookie installed. You or your company’s employees must visit this special
page to get the cookie installed, and then you can create a filter to exclude
visits from users who have this cookie installed on their computers.
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Here’s what you need to do:

1.

o

o ® N @

10.
11.

12.
13.
14.

Create a new page on your domain. This page can contain any
additional content you like, but it must contain the following
code within the <body> tag:

<body onLoad="javascript:pageTracker._setVar('label');">
Replace the word label with the label you want to assign to inter-
nal visitors, such as “Internal Visitors” or “Employees.”

Make sure that this new page also contains your normal Google
Analytics tracking code.

Go to the Google Analytics Overview page; click the Filter
Manager link.

When the Filter Manager page appears, click the Add Filter link.

When the Create New Filter page appears, enter a name for this
filter into the Filter Name box.

Select the Custom Filter option.
Select the Exclude option.
Pull down the Filter Field list and select User Defined.

Enter the label name you assigned to the cookie into the Filter
Pattern box.

Select No for the Case Sensitive value.

Go to the Apply Filter to Website Profiles section and select the
profile(s) to which this filter should be applied.

Click the Add button.
Click the Save Changes button.

Make sure that anyone you want to exclude from your Google
Analytics tracking reports (including you or your company’s
employees) visits your newly created page.
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NOTE: Computers, Not People

It’s important that you visit this new page from all computers you
want excluded from your reports. The tracking is done by a device
(a specific browser on a given computer), not by an actual person.

When you or anyone else visits the new page with the cookie, the cookie
will be installed on your computer. Any subsequent visit you make to your
website will be filtered from Google Analytics tracking results.

Summary

In this lesson, you learned how to filter internal traffic from your Google
Analytics reports. In the next lesson, you learn how to track error pages
and broken links.
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LESSON 21

Tracking Error Pages
and Broken Links

In this lesson, you learn how to modify the Google Analytics tracking code
to track error pages and broken links on your site.

Why You Want to Track Error
Pages on Your Site

Tracking the pages people visit on your site even means tracking those
pages they shouldn’t visit or had no intention of visiting. We’re talking
error pages—those pages that were linked to or entered directly that don’t
actually exist.

When a visitor clicks on a broken link to a missing page or enters a URL
to a page that doesn’t exist, they typically see a standard “Error 404” or
“Page Not Found” page. That’s not a good thing; you don’t want visitors
giving up when they end up seeing error pages instead of what they want-
ed to see.

To that end, you want to find and fix any broken links that lead to these
error pages. Not only will removing broken links improve the user experi-
ence, it will also improve your site performance; error pages typically have
high bounce rates, as visitors leave when they can’t get to where they want
to get to.

Modifying the Tracking Code

To track error pages via Google Analytics reporting, you need to add the
Google Analytics tracking code to your error page template. Without the
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tracking code on these pages, Google Analytics can’t report on these error
pages or find the associated broken links.

For this to work, you must also make a slight modification to the tracking
code. You need to edit the normal pageTracker._trackPageview() line to
read as follows:

pageTracker._trackPageview("/404.html?page=" +
document.location.pathname + document.location.search +
"&from=" + document.referrer);

With this modification made, the full tracking code should now look like
this:

<script type="text/javascript">

var gadsHost = (("https:" == document.location.protocol) ?
"https://ssl." : "http://www.");
document.write(unescape("%3Cscript src='" + gadsHost + "google-

analytics.com/ga.js' type='text/javascript '%3E%3C/script%3E"));
</script>

<script type="text/javascript">

try{

var pageTracker = _gat._getTracker ("UA-Xxxxxx-x");
pageTracker._trackPageview("/404.html?page=" +
document.location.pathname + document.location.search +
"&from=" + document.referrer);

} catch(err) {}

</script>

Once installed, this code sends a virtual pageview of the error page to your
Google Analytics account. This includes the missing page name and the
page URL from where the visitor reached the error page.

NOTE: Virtual Pageviews

A virtual pageview creates a pageview hit for any specific event,
such as a Flash animation, PDF file download, and such. These vir-
tual pageviews are then tracked the same as real pageviews in
Google Analytics.
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Creating an Error Pages Report—
and Fixing Broken Links

You can track traffic to these error pages via Google Analytics Top
Content report (Content > Top Content). Look for and click the listing for
the /404.html page.

When the Content Detail page appears, you can see how many pageviews
the error page received. To see what pages linked to the error page—that
is, which pages likely have a broken link—click the Navigation Summary
link. This page includes a Previous Pages section; these are the pages you
need to fix.

Summary

In this lesson, you learned how to find broken links on your website by
tracking error pages. In the next lesson, you learn how to track file down-
loads from your site.
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LESSON 22

Tracking File
Downloads

In this lesson, you learn how to track files downloaded from your site.

Why You Might Want to Track
Files Downloaded from Your Site

By default, Google Analytics tracks pages on your site. But you can cus-
tomize the source code of a given page to track files downloaded from your
site; it’s relatively easy to do.

Naturally, if you offer files for downloading, it’s important to track those
downloads. Maybe you have PDF files of instruction manuals, product
brochures, or the like. Maybe you have digital music files for your fans to
listen to. Or maybe you offer program (.exe) files for downloading, per-
haps a trial version of a software program you also sell.

In any case, you want to know how many downloads took place and how
visitors found those downloads. With the proper code added to those pages
that offer files for downloading, you can track those downloads via Google
Analytics.

Creating the Tracking Code

To track file downloads, you have to create a virtual pageview for the
download. As discussed in Lesson 21, “Tracking Error Pages and Broken
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Links,” you create this virtual pageview by adding a piece of JavaScript to
the link visitors click to download the file. This code must be added to
every link that results in a download, whether that is a link within the page
text, a link from a graphic button, or a link from a navigation menu.

Here is the code to add:

javascript: pageTracker._trackPageview('/downloads/filename'); "

You should replace filename with the name you want to track in Google
Analytics reports; it doesn’t have to be the actual filename (and should not
include the file extension, in any case), but rather a name that makes it
easy for you to track the file.

This code should be added to the JavaScript code that results in the file
download. So, if the file is downloaded by clicking a link, you would add
the onClick action to the link code.

For example, you would use the following code if you’re downloading the
file example.pdf from a normal text link:
<a href="http://www.example.com/files/example.pdf"

onClick="javascript:
pageTracker._trackPageview('/downloads/example'); ">

Viewing the Tracking Data

The code works by defining a virtual pageview for the filename you speci-
fy. You then track this page name in Google Analytics Top Content report
(Content > Top Content). The page name you want to track is labeled
/downloads/filename, as you assigned in the code.

The Top Content report lets you track a variety of metrics for the file
download. You can track pageviews, unique pageviews, average time on
page, bounce rate, % exit, and (if you have AdSense ads on the page) $
index. Click the link for the file download (or, more specifically, the down-
load’s virtual pageview) to display the Content Detail report, which dis-
plays additional metrics.
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Summary

In this lesson, you learned how to track file downloads from your site. In
the next lesson, you learn how to track full URLs from pages that link to
your site.
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LESSON 23

Tracking Full Referring
URLs

In this lesson, you learn how to track the full URLs of pages that link to
your website.

Why You Want to See Full
Referring URLSs

Google does a good job tracking other websites that link to your site—so-
called referring URLs. Unfortunately, only the URL for the main domain
is tracked, not the URLSs of the individual pages that link to your site. That
is, Google Analytics will report that www.website.com is sending traffic
to your site, but not that the traffic is coming from www.website.com/
specificpage.htm.

With Google Analytics default reporting, you simply don’t know which
pages on those referring sites are linking to your site. And this could be
important; you want to know exactly how your site is being mentioned on
the referring site. (Not all mentions—and not all links—are positive ones.)
It’s always good to see the exact page—or article or blog post—that is
connecting to your site.

Creating a Filter to Display Full
Referring URLs

If you want to track the exact source of links to your site, you need to add
a filter to the basic Google Analytics data. Here’s how to do it:
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1. From the Google Analytics Overview page, click the Filter
Manager link (beneath the list of website profiles).

2. When the Filter Manager page appears, click the Add Filter link.

3. When the Create New Filter page appears, enter a name for this
filter (something like “Full URLs”) into the Filter Name box.

4. Select the Custom Filter option.

5. In the list of contingencies, select Advanced; the page now
changes to look like the one in Figure 23.1.

Filler Type Fredefined fiter & Cuslom filter
Excluge
Include
Lowercase
Uppercase
Search and Replace
® Advanced
Figld A - Extract A - -
Field B -» Exlraci B =
Oulput To -= Constructor =
Field A Required @ yps Mo
Figld B Reguired Yes @ No
Overmide Quiput Field @ vas Mo
Case Sensitive Yes @ No

FIGURE 23.1 Creating a custom filter to display full referring URLs.

6. Pull down the Field A list and select Referral.
7. Move to the Extract A box and enter .*.
8. Leave the Field B > Extract B list and box empty.
9. Pull down the Output To list and select User Defined.
10. Move to the Constructor box and enter $A1.
11. For the Field A Required option, select Yes.
12. For the Field B Required option, select No.
13. For the Override Output Field option, select Yes.

14. For the Case Sensitive option, select No.
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15. Go to the Apply Filter to Website Profiles section and select the
profile(s) to which this filter should be applied.

16. Click the Add button.
17. Click the Save Changes button.

Viewing Full Referring URLs

Once you’ve set up the filter, you can now view full referring URLs in
Google Analytics All Traffic Sources report (Traffic Sources > All Traffic
Sources). Normally, this report displays only domain names for referring
sites. You can now, however, display full-page URLSs in this report.

To do this, scroll down to the list of traffic sources on the Site Usage tab.
Pull down the list in the Source/Medium column and select User Defined.
You now see a list of full referring URLs.

Summary

In this lesson, you learned how to display full referring URLSs. In the next
lesson, you learn how to identify poorly performing pages on your website.
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LESSON 24

Identifying Poorly
Performing Pages

In this lesson, you learn several ways to identify poorly performing pages
on your site—and fix them.

How to Identify Poor Performers

Let’s face it: You don’t use Google Analytics to tell you how great you’re
doing. You use Google Analytics to help you fix problems.

Although a website can have many types of problems, from slow loading
to broken links, the biggest problem is poorly performing pages. These are
pages that are key to your visitors’ experience or your revenue flow but,
for some reason, don’t do their job. These pages are poor performers
because they don’t advance visitors to the next step; instead, they encour-
age visitors to leave your site completely—which is not a good thing.

The key to identifying pages that turn off visitors is to look at the right
metrics. For our purposes, the metrics that count are those that track exits
from your site—the places where the most visitors leave.

With this in mind, you want to pay close attention to the top exit pages on
your site—as well as those critical pages that have a high bounce rate.

Viewing Top Exit Pages

When looking for poorly performing pages on your site, you want to look
at those pages that have the most visitors leaving them. These are your top
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exit pages, and they are tracked in the Top Exit Pages report (Content >
Top Exit Pages).

As you can see in Figure 24.1, the Top Exit Pages report lists, in descend-
ing order, those pages that have the most exits. Your worst-performing
pages, in terms of actual exits, are at the top of the list.

m views: [E] @[Z [t
Ewits Pageviews % Bt
4,597 8,058 57.05%
% of Site Total: 100.00% % of Site Total: 99.86% Site Avg: 56.97% (0.14%)
Page [ Exits s Pageviews % Exd
1. | (¥ sdrum_pictures.him 667 283 65.16%
2. | i Muning.htm 850 T10 91.55%
3 P leomposing him 488 538 50.71%
4. | [ Mobbées1htm 4459 1,046 Haan
$, 22 21 4261%
8. | [ Mal_blsine him 1T 188 £9.39%
7. | [ fusic_theary htm 149 209 7175%
8 | [ lebay-templates.hm 108 16 93.10%
9. (¥ jarranging him 98 15 85.22%
10. (@ Menny_aronofthim (1] [ 84.79%
Fiter Page: | containing B Go | Advanced Filter
Gato: |1 Shaw rows: | 10 E 1-10cf166 |« [ »

FIGURE 24.1 Tracking poor performers with the Top Exit Pages report.

Raw exits, however, might not tell the entire story. Pages with many more
pageviews, for example, by nature will have more exits than pages with
fewer pageviews. For this reason, it’s also useful to look at the percentage
of exits—the number of exits divided by the total pageviews. To do this,
display the Top Exit Pages report and click the % Exit column to sort by
the exit percentage rate. Pages with higher exit percentages are your worst
performers.

NOTE: Percentage vs. Totals

Which is worse—a page with lots of pageviews and a correspond-
ingly high number of actual exits, or a page with fewer pageviews
but a higher exit percentage rate? Technically, the latter page (the
one with a higher exit percentage) is a worse performer, but the
first page (the one with more total exits) has a higher impact.
That’s why you need to look at both metrics—but focus on those
pages that have the most impact on your overall goals.
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Viewing Poor-Performing Landing
Pages

When it comes to deciding which are the most critical pages on your site,
landing pages have to rank at the top of the list. These are the first pages
visitors see when they come to your site. Quite often, these are pages
you’ve specifically designed to display when visitors link to your site from
an AdWords ad, YouTube video, or other promotional medium.

If your landing pages are poor performers, you’ll never get visitors deeper
into your site. You need your landing pages to retain visitors and lead them
to the next step in the desired process.

As such, you want to look at those landing pages that have a high bounce
rate. These are pages that visitors land on and then, before viewing another
page, leave—for another site. There’s something about a landing page with
a high bounce rate that is turning off visitors; you need to identify what
that is and fix it.

The first step in this process, of course, is identifying your top landing
pages. You do this by displaying the Top Landing Pages report (Content >
Top Landing Pages). As you can see in Figure 24.2, this report lists those
pages that have the most actual entrances to your site.

Entrances Bounces Bounce Rate
4,597 3,522 76.62%

s of Site Total' 100.00% % o Site Total 100.00% Site vy T6.67% (0.00%)

Page None % Entrances ) Bounces Bounce Rate
1. [ serum_pictures.him 54 493 T425%
2. (¥ funingl him (1] 603 B2E1%
3. | [ Mobbiest him 508 280 55.34%
4. | (3 fcomposing him 486 457 H100%
s, |y n 156 42,05%
8, | (3 Mal_blaive.him 179 183 91.08%
7. | (3 fmusic_theoey him 153 126 02 35%
8. [ jebay-tempiates him 1"z 08 93.75%
9. (¥ jarranging hem 100 [ B8.00%
10, (& Aenny_aronoff him 1] 84 94.38%
Filer Page: cunluiningE G9 | Advanced Filier
Gota: |{ Shaw raws: | 10 Z| 1-1000144 |4 || »

FIGURE 24.2 Tracking poor performers with the Top Landing Pages report.
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Next, you want to look at those landing pages that have the highest bounce
rate. That means examining the Bounce Rate column (the far-right col-
umn) for those top landing pages that have the highest bounce rates. These
are the pages that are welcoming the most visitors—and losing the most
visitors, too.

Viewing Poor-Performing
Checkout Pages

If you’re selling merchandise on your website, a successful checkout
process is vital. You don’t want potential customers abandoning your site
in the middle of checkout; these are lost sales, pure and simple.

To view those pages that have the highest abandonment rate, display the
Funnel Visualization report (Goals > Funnel Visualization). As you can see
in Figure 24.3, this report visually details any goal-oriented process you

View Shopping Cart
3481
395 ——— 3,244
iontrance] 1 fent) 252
frome a5 125 thone ssn 264
femacy s 1as 237 (T%) msrwaresp v
heie.asp ) sedad 10 Lo ek asg 1%
ronwareasp #piacy ase =
Lesgin
241
4 —— b 95
intrance] 4 fent) L
home.anp ¢
146 (51%) Ketaap
cosded 10 Place Ords -
Ipoaupaview asptTatesGOHSS
Place Order
146
L] - 28
-
118 (81%) ‘poupiien seprcdesGOON
eded b Compieled Order Ipcpupalview BapTrodesGONND
Completad Order
119
1 00H% funas com
trstraece] 1

FIGURE 24.3 Tracking poor performers with the Funnel Visualization report.
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configure. So, if you set up a goal of completing your checkout, and you
identify all the associated pages, you can easily see which of these pages
are leaking the most visitors—and costing you the most money.

Summary

In this lesson, you learned which reports help you identify poorly perform-
ing pages on your site. In the next lesson, you learn how to test page
improvements with Google Website Optimizer.
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LESSON 25

Fixing Problem Pages
with Website Optimizer

In this final lesson, you learn how to test page variations with Google
Website Optimizer.

Understanding Website Optimizer

In Lesson 24, “Identifying Poorly Performing Pages,” you learned how to
find those pages on your site that are losing visitors. After those poor
pages are found, how do you fix them so that they perform better?

Google offers a great tool for testing possible changes to specific web
pages. Google’s Website Optimizer is a tool that goes beyond Google
Analytics to help you not just identify poor performers but also fix them. It
helps you improve your site, both in terms of visitor satisfaction and goal
conversion.

How Website Optimizer Works

Google Website Optimizer (www.google.com/websiteoptimizer/) works by
testing different versions of a web page. You have to first create one or
more alternate versions of a page; then Website Optimizer will tell you
which version performs the best.

What can you change? Virtually anything on the page is open game. You
can change the page’s core content, its design and layout, the organization
of the content, you name it. In fact, you can create multiple variations,
changing different elements on different versions, and then test each
against the others.



www.google.com/websiteoptimizer/
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Two Types of Testing

Website Optimizer offers two types of testing. Basic A/B festing compares
two versions of a page, whereas multivariate testing compares multiple
variables on three or more versions. Website Optimizer then shows visitors
the different combinations you’ve created and reports which versions per-
form best.

Which type of testing should you use? A/B testing is a simple sort of test
that is best suited to pages with lower traffic; it works best when testing
entirely different versions of a page, rather than subtle changes of individ-
ual elements. Multivariate testing, on the other hand, works best with high-
traffic pages (1,000 or more pageviews a week); it works best when you
keep the overall layout and content the same and test changes to specific
parts of a page.

Conducting an A/B Test

To use Website Optimizer, you first have to identify the existing page
you’re testing and then create and upload one or more alternate versions.
All pages you’re testing should lead to the same conversion page; you also
need to identify that page.

NOTE: Multivariate Testing

Multivariate testing differs from A/B testing in that you test parts
of the page, not the entire page. As such, you'll need to insert spe-
cial tracking codes (generated by Google) around the specific con-
tent you want to track on the test page and then tell Website
Optimizer what variations you’re tracking. You can track multiple
sections of the page independently.

With these important preliminaries out of the way, follow these steps to
perform a standard A/B test:

1. Go to www.google.com/websiteoptimizer/ and sign in with your
Google account.


www.google.com/websiteoptimizer/
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2. When the main Website Optimizer page appears, as shown in
Figure 25.1, make sure the Experiment tab is selected; then click
the Create Another Experiment link.
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FIGURE 25.1 The main Website Optimizer page.

3. When the next page appears, select the A/B Experiment option.

4. Confirm that you’ve created all the necessary test pages; then
check the I’ve Completed These Steps box and click the Create
button.

5. When the next page appears, as shown in Figure 25.2, enter a
name for the experiment.

6. Enter the URL for the original page into the Original Page
URL box.

7. Enter the URL for the test page into the Page Variation URL box.

8. Enter the URL for the conversion page into the Conversion Page
URL box.

Website Optimizer: Experiment List
+ Create another experiment
| Delete | - View: a1 wxparmenss =
Experiment Status Page Vishors  Conv. Conv. Rate  Finish Time
be s Editin, "
Mubthvarigte Test 1 A " UE wls HiA HiA, MR NIA
My First Exparimant Editing A NIA NA NIA
Confinue set-up »
Show rows:| 12 (o] |iw| | «| 1002002 | » | |m

NOTE: Multiple Pages

You might think that A/B testing is limited to testing a single page.
This isn’t so. You can test multiple whole pages in an A/B test by
clicking the Add Another Page Version link on the set-up page—

although Google recommends having only a “handful” of variations.
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AB experiment set-up: Name your experiment and identify pages

1. Hame your axparimant
The expeiment name will help you to distinguish this experimant from cthers; your users wont see this name.

Experiment name

Exampk: My homepags best 21

[

. Identity the pages you want to test

Add as many variations az you like, naming them 5o you can easily distinguish them in your rapants. AL least twe
(including the original) are required. These URLs could be bookmarked by your users, so after your experiment finishes,
you may want to keep these URLs valid. Leam mare

Name: Onginal page URL: (%
Cuiginal
Example b fovwew axangle cemiwabpage hir
Ham Page wariation URL: (=
Vasiation 1
Exnmele: bispritwrwew pxnmele camiwebpaged himl

4 Add ancther page vanation
3. Identify your conversion page

This is an ewisting page that users reach after completing a successful comersion. For example. this might be the page
displayed after a user completes a purchase, signs up for a newslatter, or fills out a contact form. Leam moreg

Conversion page LURL:

ExBMphe: RHG: i w e, £X MOk, COMIMAaNKy S himi

Continue » Save progress and finish later

FIGURE 25.2 Configuring an A/B test.

9.
10.

11.

12.

13.

Click the Continue button.

When the next page appears, select You Will Install and Validate
the JavaScript Tags; then click the Continue button. (You can also
opt to have your webmaster do this work; in this instance,
Website Optimizer provides a link to the necessary JavaScript
code.)

Website Optimizer now generates control and tracking scripts for
your original page, the alternate test page, and your conversion
page, as shown in Figure 25.3. Follow the onscreen instructions
to copy and paste these scripts into the underlying source code
for each page.

Once you’ve copied and pasted the tracking codes and uploaded
the edited pages to your server, click the Validate Pages button.

If the pages are properly validated, select the Tags Have Been
Added to Pages option and click Continue.
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2% New A/E Experiment
Dj Step 2: Install and validate JavaScript tags

Change your mind about the installation? You can go back and send instrections 1o your wabmaster

Once you've pasted the JavaScript tags onto each of your experiment pages and uploaded them to your webserver, click
“Validate pages” t the bottom of this page 30 we can make sure everything is good to go

1. Original page: add control and tracking scripts

Original: 3 hatp v molshillgroug comyindss htm
S Control Script: Paste the fallowing at the beginning of your original page's source code (7
€'== Google Website Oprimirer Concrel Seripr --» -
<script> L
functicon utmx_section(){lfunction utmx(){} ‘o

(funezion () (var

Tracking Script: Paste the following at the end of your crignal page's source code. (7

== <!-- Google Websive Oprimizer Tracking Seript --3> -
<meript type="rext/javascriprT e
Af (Typeof [_gAt) !='cbject')JOCUMERE.WEite ["<AC'+'TiPt SXS=TRETR'+ =
{document . location. protocol=="hrtpa: ' #'2:/ /001" " 1/ /v ) +

2. Variation pages: add tracking script to each page

Variation 1 4 hittp: (v comvbitdogr htm

Tracking Script: Paste the following at the very end of all (1) of your variation pages’ source code. (7
&= <1-- Google Website Cptimizer Tracking Script --> -

<BETIRE Type="text/JAvASCTiRpTTr g

if(x oy Tipt src="hTpi+ -

{document . locacion . provocole=="RTTpa: " Frm:/ /anlt s/ wmnr )

FIGURE 25.3 The tracking codes for an A/B test.

14. You’re now prompted to select how much of your page traffic is
included in the experiment; enter a percentage value.

15. When the Review Experiment Settings page appears, click the
Start the Experiment button.

Your experiment now begins.

NOTE: The Techie Guide to Google Website Organizer

This lesson describes only the most basic use of Google Website
Organizer. For more detailed instructions, download and read The

Techie Guide to Google Website Organizer, available at www.google.
com/websiteoptimizer/techieguide.pdf.
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Viewing Test Data

Once your test is launched, data collection begins immediately. Of course,
how much data you collect depends on your page traffic—the busier the
page, the more data you’ll collect faster.

You view test data by going to the main Website Optimizer page, selecting
the Experiments tag, and then clicking the experiment you want to view.
You now see the reports page.

If you ran an A/B test, you see a single report page, like the one in Figure
25.4. The top of this page tells you which test page has the best chance of
outperforming the original. Beneath that is a list of key metrics for the test
pages, including status (enabled or not), estimated conversion rate, chance
to beat original, observed improvement, and conversions/visitors.

j"l Lesson Download Page Test 1
Running - Pauss | g |
Created: Nov 23, 2000 | Launched: Nev 23, 2000

% Combinatien 1 ha
Run a bellew-sp experi

% chance of outparforming the criginal

walidale the 1esults =

———.

FIGURE 25.4 A typical Website Optimizer report.

NOTE: Multivariate Reports

As you might expect, reports for multivariate tests are even more
detailed.

Use the information in this report to determine which variations (if any)
are performing best, and then implement these changes permanently on
your website.
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Summary

In this lesson, you learned how to use Google Website Optimizer to test
improvements on your website. This concludes our look at Google
Analytics (and, in this lesson, Google Website Optimizer); hopefully
you’ve learned how to use Google’s web analytics tools to track your web-
site’s performance—and identify ways you can improve it.
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Symbols

% Change (Dashboard Sidebar),
26

% exit key metric, 5

% new visits (Dashboard), 29
_addItem( ) function, 116
_addTrans( ) function, 114-116
trackEvent( ) method, 141

A

A/B testing, 198-201
abandoned funnels, 137

absolute unique visitors (Visitors
Overview), 53

Accept User Agreement page, 16
accessing

AdSense, 91

Dashboard, 27

accounts

Google, 9-11

Google Analytics, 11-13
action parameter (events), 140
Actions (Dashboard Sidebar), 27
actions

defining, 139

methods, 140

tracking, 139-141
ad campaigns, 105

ad groups, 105

budgets, 105

charges, 106

keywords, 106

tracking, 107-109
ad networks. See AdSense
ad units, 92
Add a Gadget link, 18
Add “And” Statement link, 48

Add Another Page Version
link, 199
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Add “Or” Statement link, 48
adding
code to websites, 17-18
websites to Google
Analytics, 15-16, 22-24
ads, tracking pay-per-click, 7
AdSense, 82
access, 91
explained, 91-93
performance, 93
revenue, 92, 99
website, 93
with Google Analytics, 93
AdSense Ads Clicked, 95
AdSense Ads Clicked/Visit, 95
AdSense CTR, 95
AdSense eCPM, 96
AdSense Page Impressions, 96
AdSense Page Impressions/
Visit, 96
AdSense Revenue, 94
AdSense Revenue report, 99
AdSense Revenue/1000
Visits, 95
AdSense Unit Impressions, 96
AdSense Unit Impressions/
Visit, 96
advertising, 4, 91
Advertising metrics, 146
AdWords
ad groups, 105
budget, 105
campaigns, 107-110

charges, 106

Google Analytics, 106-107
keywords, 106, 110
tracking, 16

AdWords Campaigns report,
108-109

All Traffic Sources report,
71, 189

analyzing
content, 79-80
navigation, 83-84
visitor loyalty, 62-63
visitor trends, 60-62
annotations
data points, 48-49
Show Starred, 50
viewing, 49
Average Order Value Report, 119
average pageviews, 53

Average time on site
(Dashboard), 29

Avg Time on Site (Dashboard
Sidebar), 26

basic testing, 198-201
benchmarking, 54-56
Benchmarking report, 55
benefits
Google Analytics, 7
web analytics, 1-2, 7-8
blog search, 124
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Blogger, 18-20
blogs, tracking performance,
18-20
Bounce rate, 53, 193
Dashboard Sidebar, 26
key metric, 5
metrics, 51

Site Usage Table
(Dashboard), 29

broken links, 179-181
budget for AdWords, 105
building reports, 146

C

Calendar tab, 43
Campaigns, ad campaigns, 105-
109
Categories Report, 121
category parameter (events), 140
changing session timeouts, 165
charts, motion charts, 152
checkmarks, green, 26
checkout pages, 194
click key metric, 5
click path key metric, 5
click-through rate (CTR), 95
click-through rate (CTR) key
metric, 5
code
Google Analytics, 17-18
tracking code, 21, 163-165
Compare to Past, 43

comparing
date ranges, 43-44
metrics, 40-41

Completed Goals (Dashboard
Sidebar), 26

Conducting A/B tests, 198, 201

Configure HTML/JavaScript
window, 20

Configuring for search engines,
124-125

Contact Information page, 15
content

AdSense, 97

websites, 123-124
Content (Dashboard Sidebar), 34
content analysis, 79-80
Content Detail report, 184
Content dimensions, 147
Content Drilldown report, 86
Content metrics, 145

Content Overview
(Dashboard), 33

Content Overview report, 80
Conversion Rate report, 119, 135
conversions
Conversion Rate report, 135
Goal Value report, 136
Goal Verification report, 136
goals, 131
Reverse Goal Path
report, 136
Total Conversions
report, 135
tracking, 136
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counting site visits, 51

Create and Apply to Report
button, 48

Create My Account button, 11
Create New Annotation, 49
Create New Filter page, 157-159
Create New Website Profile
page, 23

creating

filters, 155-160

reports, 148-150
CTR (click-through rate), 5, 95
custom filters, 157-160

Custom Reporting (Dashboard
Sidebar), 35

custom reports
building, 146
creating, 148-150
dimensions, 146-148
metrics, 145-146
saved, 153
views, 150
Custom Search Engine, 124
custom types

visitors to a specific page,
167-169

visitors who click a specific
link, 169

custom visitor segments, 46-48
customizing

code, 163-165

data, 39, 42, 45, 49

Dashboard (Google Analytics),
25-27, 31, 35

accessing, 27
custom segments, 46, 48
customizing, 39, 42, 45, 49
data points, 48-49
date ranges, 43-44
defaults, 39
emailing, 36
exporting, 35-36
filtering, 44
key statistics, 82
Languages, 59
Map Overlay, 31, 57
metrics, 40-41
Overview Graph, 27, 81-82

reports. See reports
(Dashboard Sidebar)

Sidebar, 33, 35

Site Usage Table, 29

top content, 82

viewing offline, 35-37
data

Dashboard

customizing, 39, 42, 45,
49

defaults, 39

emailing, 36
exporting, 35-36
viewing offline, 35-37
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filters, 155
test, 202
tracked, 29
visualizing, 152
data fields, 146
reports, 146-148
versus metrics, 46
data points
annotating, 48-49
bars versus circles, 152
Date Range pane, 42-43
dates, 42-44
days, graphing by, 41
Days to Purchase report, 120
defining
events, 139
funnels, 133-134
goals, 132-133
parameters, 140
deleting filters, 161
depth of visit rate key metric, 5
Destination Pages report, 129
dimensions
reports, 146-148
versus metrics, 46
direct referrals, 165
direct traffic, 73-74
Direct Traffic report, 73
displaying
data, 29
URLs, 187

downloaded files, tracking,
183-184

dynamic IP addresses, 175

Ecommerce dimensions, 148
Ecommerce metrics, 146
ecommerce
purchase items, 116
reports, 118, 121
tracking, 113

Ecommerce Overview report,
118

editing
code, 164
filters, 161
graphs, 151
enabling
advertising, 91
benchmarking, 55
Entrance Keywords report, 85
entrance paths, 84
Entrance Paths report, 84
Entrance Sources report, 85
error pages
error page report, 181
tracking, 179-180
Event Tracking Actions reports,
143
Event Tracking Categories
reports, 142
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Event Tracking Hostnames
reports, 143

Event Tracking Labels reports,
143

Event Tracking Overview
reports, 141

Event Tracking Trending
reports, 143

events, 139-141

exclude all traffic from a domain
filter, 156

exclude all traffic from an IP
address filter, 156

excluding yourself from site
reports, 171

exit pages, 79, 192
exporting data, 35-37

F

files, tracking downloaded, 183-
184

Filter Manager page, 156, 159-
161, 172-173, 188
filtering
results, 44
traffic

by IP addresses,
171-174

internal traffic, 171,
175-177

filters, 155
creating, 155, 157
custom, 157-160

deleting, 161
editing, 161
managing, 161
parameters, 158-159
first visit key metric, 5
fixing broken links, 181
folders to organize websites, 86
functions, 114-116

Funnel Visualization report,
137, 195

funnels
abandoned, 137
goals, 131-134
tracking, 136-137

General Information page, 15
Getting Started page, 11
Goal Abandoned Funnels
report, 136
Goal Value report, 136
Goal Verification report, 136
goals
conversions, 131
defining, 132-133
explained, 131
funnels, 131-134
measuring, 134
multiple pages, 136
pages per visit, 132
time on site, 132
URL destination, 132-133
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Goals (Dashboard Sidebar), 35
Goals metrics, 146
Goals Overview report, 135
Goals Setting page, 134
Google accounts, 9-11
Google AdSense. See AdSense
Google AdWords. See AdWords
Google Analytics
accounts, 11-13
AdSense, 93
AdWords, 106-107
benefits, 7
code, 17-18
Dashboard. See Dashboard
websites, 15-16, 22-24
Google Analytics Overview
page, 23
Google Website Optimizer, 197
Graph By, 41
Graph Mode pane, 40
graphs, editing, 151
green checkmark, 26

H-1-J

hit key metric, 6

I Want to Track AdWords
Campaigns, 24

impression key metric, 6

improving weaknesses of
websites, 4

include only traffic to a
subdirectory filter, 156

Intelligence (Dashboard
Sidebar), 33

internal traffic, 171, 175-177
IP addresses, 171-175

K-L

key metrics, 5-7
key statistics (Dashboard), 82
keywords, 72

AdWords, 110

as direct referrals, 165

Entrance Keywords report,
85

Keywords report, 72

label parameter (events), 140
landing page optimization, 84-85
landing pages, 79

viewing, 193-194

visitors, 168

limitations of Site Overlay
report, 103

linking AdWords to Google
Analytics, 106-107

links, broken, 179-181

loyalty of visitors, analyzing,
62-63

loyalty key metric, 6
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M-N-O

Manage Custom Reports page,
148, 153

managing filters, 161

Map Overlay (Dashboard),
31,57

mapping visitors by region,
57-58

measuring

goals, 134

website traffic, 1
methods

events, 140

_trackEvent( ), 141
metrics

bounce rate, 51
comparing, 40-41
goal conversions, 131
key metrics, 5-7
reports, 145-146
sorting by, 151
time on site, 51
versus dimensions, 46
mobile visitors, 66
months, graphing by, 41
motion charts, 152
multivariate testing, 198

Name (Dashboard Sidebar), 26
navigation analysis, 83-84
navigation paths, tracking, 136
Navigation Summary report, 83
new visitor key metric, 6

new visitors, 51, 58-59
new visits, 53

offsite web analytics, 3
onsite web analytics, 3
optimizing
landing pages, 84-85
websites, 79

organization of websites by
folders, 86

Overview Graph (Dashboard),
27, 81-82
overview graphs, 52, 151

P

Page Depth is greater than or
equal to 2, 46

pages
Accept User Agreement, 16
bounce rates, 193
checkout pages, 194
Contact Information, 15
Create New Filter, 157-159
error pages, 179-180
exit pages, 192
Filter Manager, 156,

159-161, 172-173, 188

General Information, 15
Goal Settings, 134
landing pages, 193-194
multiple pages, 136
poor performers, 191
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page tagging (onsite web
analytics), 3
troubleshooting, 197
versions, 197
Website Optimizer, 198, 202
pages per visit goals, 132
Pages/Visit (Dashboard), 29
pageTracker, 164
pageviews
pageview duration key
metric, 6
pageview key metric, 6
pageviews per session key
metric, 5
percentage versus totals, 192

Site Usage Table
(Dashboard), 29

virtual, 180, 183
Visitors Overview, 53
parameters
defining, 140
filters, 158-159
query, 125
pay-per-click advertising (PPC),
7,91
PDF data
emailing, 36
exporting, 35
percentage versus totals
(pageviews), 192

performance of AdSense,
tracking, 93

performance

blogs, 18-20

poor performers

(pages), 191

websites, 27
Product Overview report, 120
Product SKUs report, 121
Profile Settings page, 21
progress of goals, measuring, 134
purchase items, 116

Q-R

query parameters for search
engines, 125

ranges of dates, 42-44
reasons for content analysis,
79-80
referred traffic, 74
Referring Sites report, 74
referring URLs, 187-189
regenerating tracking code, 21
region, mapping visitors by,
57-58
repeat visitors
repeat visitor key metric, 6
tracking, 51, 58-59
reporting sales data, 114-116
reports (Dashboard Sidebar), 26
AdSense Overview, 94-97
AdSense Revenue, 99

AdWords Campaigns,
108-109
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All Traffic Sources, 71, 189
Average Order Value, 119
Benchmarking, 55
building, 146
Categories, 121
Content Detail, 184
Content Drilldown, 86
Content Overview, 33, 80
Conversion Rate, 119, 135
creating, 148-150
Days to Purchase, 120
Destination Pages, 129
dimensions, 146-148
Direct Traffic, 73
ecommerce, 118, 121
Ecommerce Overview, 118
Entrance Keywords, 85
Entrance Paths, 84
Entrance Sources, 85
error page, 181
Event Tracking Actions, 143
Event Tracking Categories,
142
Event Tracking Host-
names, 143
Event Tracking Labels, 143
Event Tracking Over-
view, 141
Event Tracking
Trending, 143
Funnel Visualization,
137, 195
Goal Abandoned
Funnels, 136

Goal Value, 136

Goal Verification, 136
Goals Overview, 135
Keywords, 72

metrics, 145-146
Navigation Summary, 83
Product Overview, 120
Product SKUs, 121
Referring Sites, 74
Reverse Goal Path, 136
saved, 153

Search Engines, 75
Search Terms, 128-129
Site Overlay, 101-103
site reports, 171

Site Search, 125, 129
Site Search Categories, 129

Site Search Overview,
125, 127

Site Search Trending, 129

Site Search Usage, 127

Start Pages, 129

Top AdSense Content, 97

Top AdSense Referrers, 98

Top Exit Pages, 90, 192

Top Landing Pages, 88, 193

Total Conversions, 135

Total Revenue, 119

Traffic Sources Overview,
31, 70-72

Transactions, 119

TV Campaigns, 111

User Defined, 167-169
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views, 150
Visitor Trending, 61
Visitors Overview, 30, 52-54
Visits to Purchase, 120
results, filtering, 44
revenue trends, 99
Reverse Goal Path report, 136

S

sales data
reporting, 114-116
tracking, 116-117, 120
saved Custom Reports, 153
search engines
configuring for, 124-125
query parameters, 125
tracking, 165
traffic, 75-76
Search Engines report, 75
Search Terms report, 128-129
searching
content, 123-124
profiles, 27
Select the Calendar tab, 42
selecting views, 151
session timeouts, changing, 165
session key metric, 6
Set Up Email page, 36
Show Starred, 50
Sidebar (Dashboard), 33-35
single page visit key metric, 6
Site Overlay report, 101-103

site reports, excluding your-
self, 171

site search, 123-124

Site Search Categories
report, 129

Site Search Overview report,
125-127

Site Search reports, 125, 129
Site Search Trending report, 129
Site Search Usage report, 127
Site Usage metrics, 145
Site Usage Table (Dashboard), 29
site visits, counting, 51
sorting

by metrics, 151

visitors by landing page, 168
star icon, 50
Start Pages report, 129
Status (Dashboard Sidebar), 26
Systems dimensions, 148

T

Techie Guide to Google Website
Organizer, The, 201

technical profile, 54
test data, viewing, 202
testing
A/B, 198, 201
multivariate, 198
pages, 197
third-party shopping cart,
116-117
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time on page key metric
(pageview duration), 6
time on site, 53
goals, 132
metrics, 6, 51
timeouts, 165
top AdSense content, 97
top AdSense referrers, 98
top content (Dashboard), 82
top exit pages, 90, 192
Top Exit Pages report, 90, 192
top landing pages, 88, 193
top pages, 85, 88
Total Conversions report, 135
Total Revenue report, 119
tracking
ads, 7
AdSense performance, 93
AdWords, 16, 110
blogs, 18-20
conversions, 136
data, 29
ecommerce, 113
events, 139-141
files, 183-184
funnels, 136-137
goals, 136-137
navigation paths, 136
pages, 179-180
sales, 116-117, 120
search engines, 165
URLs, 187-189

visitors, 51, 58-59, 167-170
with web analytics, 3
tracking code
customizing, 163-165
editing, 164
regenerating, 21
traffic
direct traffic, 73-74
filtering, 171-174
internal traffic, 171, 175-177
referred traffic, 74
search engines, 75-76
sources, 69-70
websites, 1

Traffic Sources (Dashboard
Sidebar), 34

Traffic Sources dimensions, 147

Traffic Sources Overview
(Dashboard), 31, 70-72

Transactions Report, 119

trends
events, 143
revenue, 99

searches, 129

visitors, 60-62

web analytics, 4
troubleshooting websites, 197
TV campaigns, 110-111

U-v

unique visitors, 7, 51
URL destination goals, 132-133
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User Defined reports, 167-169

Using Blogger, 20

Using Google AdWords and
AdSense, 93, 106

value parameter (events), 140
versions of pages, 197
viewing
AdSense revenue trends, 99
annotations, 49
checkout pages, 194
custom reports, 150
landing pages, 193-194
test data, 202
top AdSense content, 97
top AdSense referrers, 98
top exit pages, 192
URLs, 189
virtual pageviews, 180, 183
visit key metric, 7
Visitor Tracking, 51
Visitor Trending (Dashboard), 61

Visitor Type matches exactly
New Visitor AND Time on
Page is greater than 5, 46

visitors
browsers, 63-65
by region, 57-58
custom types, 167-169
direct traffic, 73-74
from search engines, 75-76
languages, 59
loyalty, 62-63
mobile, 66

network properties, 65
new versus repeat, 51, 58-59
referred traffic, 74
segmentation, 46-48, 54
sorting by landing page, 168
statistics, 54-56
tracking, 51, 167-170
trends, 60-62
unique visitors, 51
versus visits, 51
Visitors (Dashboard Sidebar), 34
Visitors dimensions, 147
Visitors Overview (Dashboard),
30, 52-54
visitors to a specific page cus-
tomer type, 167-169

visits
versus visitors, 51
Visitors Overview, 52
Visits (Dashboard Sidebar), 26
Visits to Purchase report, 120
visualizing data, 152

W-2Z

weaknesses of websites, 4

web analytics, 1-4, 7-8

Website Optimizer page, 198,
202

websites
ad units, 92
AdSense, 93

advertising, 91
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content, 123-124

entrance paths, 84

exit pages, 79

Google Analytics, 15-16,
22-24

landing pages, 79, 84-85
optimizing, 79
organization, 86
performance overview, 27
sales data, 114-116
strategies, 4
strengths, 4
top exit pages, 90
top landing pages, 88
top pages, 85, 88
traffic, 1
troubleshooting, 197
usage, 1
visitors, 1
weaknesses, 4

weeks, graphing by, 41

XML data, 36
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