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LESSON 1
Overview and Background of Web Analytics

Topics Covered

Web metrics and web analytics fundamentals.

What web analytics can do for your business.

Introduction

In this lesson, you will learn the fundamentals of web metrics and web analytics and what
web analytics can do for your business.

❋

1.1. Fundamentals of Web Analytics

 1.1.1. Web Analytics Methodology

Web analytics is an art and a science. Here is a structured approach for incorporating web
analytics into your business:

1. Identify the objective(s) of your website: Why do you have this website?

2. Define Key Performance Indicators (KPIs): Aligning measurable web metrics with
your business objectives.

3. Reporting: Generating relevant reports.

4. Trinity Analysis: Understanding the What, Why, and How.

5. Optimization: Recommendations for improvement and identifying opportunities.

Successful implementation of web analytics can drive your bottom line; however, it requires
organization-wide buy-in.

We will discuss each step listed above during our classroom session. (See if you can find
a case study of a successful implementation involving collaboration from business,
marketing, and IT departments.)
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 1.1.2. Definitions and Significance of Important Parameters

DefinitionParameter

A period of interaction between a visitor’s browser and a particular
web server.

Session

A logical construct designed to measure actual people who visited a
website. Generally achieved with the help of cookies.

User

Text files which are stored on your hard drive by some websites to
capture information about you or your computer. Types of cookies
include first party cookies, third party cookies, persistent cookies, and
temporary cookies. All cookies are browser-specific.

Cookies

Any web document delivered by the webserver. (Files such as .jpg
or .gif are generally not considered to be pages.)

Page

Number of pages requested during a visitor’s session which are
tagged by Google Analytics code.

Pageviews

The number of sessions during which a page was viewed--whether
one or more times.

Unique Pageviews

A conversion is recorded when a visitor reaches a desired page within
the website.

Conversion

Percentage of single-page sessions during which a visitor left your
website from the landing page.

Bounce Rate

Number of days that have passed between each session.Recency

How often visitors return to your site.Loyalty

Amount of time spent on a single web page.Stickiness

 1.1.3. Tips for Building KPIs

KPIs tie business objectives with web metrics.

KPI is always a ratio, a percentage, or an average bounded by time.
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 1.1.4. Important KPIs for Common Types of Websites

Suggested KPIs to MonitorBusiness ObjectiveSite Type

Average order value, percentage of sessions
that add to the shopping cart (begin shopping),
percentage of sessions that abandon the
shopping cart, revenue generated per product.

To increase online
sales

E-Commerce
website

Percentage of visitors who left a comment,
average time on the site per session, average
page depth per session, average page views
per session.

Increase visitors’
engagement on the
website

Content website

Percentage of sessions that complete a
“Contact Us” form, percentage of sessions that
abandoned the registration process, bounce
rate.

To obtain a potential
sales lead

Lead generation
website

Direct traffic vs. referred traffic, percentage of
repeat visitors, keyword analysis.

To increase brand
awareness

Branding website
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 Exercise 1: Identifying Common KPIs
 15 to 20 minutes

If you were responsible for the following websites, what KPIs would you develop and which
metrics would you use to measure them? List at least three KPIs for each of the websites
listed below.

1. Best Buy: http://www.bestbuy.com

2. The Wall Street Journal: http://online.wsj.com/home-page

3. Webucator: http://www.webucator.com

4. Panera Bread: http://www.panerabread.com
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Solution

Possible KPIsSite TypeSite Name

Average conversion rate, average order size,
items per order, percentage revenue from new
visitors.

E-commerce websiteBest Buy

Visitor’s engagement with each page (depth and
length of the session), page views per session,
new vs. repeat visitors, recency.

Content websiteThe Wall Street
Journal

Percentage of people who submitted the contact
form, percentage of people who registered for
course, percentage of visitors who watched the
presentation.

Lead generation
website +
e-commerce

Webucator

Percentage of sessions by medium type,
percentage of repeat visitors.

Branding websitePanera Bread
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 Exercise 2: Google Analytics Case Study
 15 to 30 minutes

Google Analytics Case Study Review: In this exercise we will review a case study to
understand how other businesses have benefited by incorporating Google Analytics.
Please review the case study at the following link: https://marketingplat

form.google.com/about/resources/spotify-uses-optimize-360-to-increase-premium-

subscriptions/.

1. What were some of the challenges Spotify faced before incorporating Google
Analytics?

2. What specific benefits did Spotify realize from Google Analytics?

3. What benefits does your company hope to realize from using Google Analytics?

Note: Reference case studies on Google Analytics can be found at:
h t t p : / / w w w . g o o g l e . c o m / i n t l / e n / a n a l y t i c s / c u s t o m e r s . h t m l

(http://www.google.com/intl/en/analytics/success-stories.html).

Conclusion

In this lesson, you learned:

1. The fundamentals of web metrics and web analytics.

2. What web analytics can do for your business.
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LESSON 2
Introduction to Google Analytics

Topics Covered

 How Google Analytics works.

 Key features and capabilities.

 Accounts, web properties, and views.

Tracking.

Introduction

In this lesson, you will learn how Google Analytics works, about its key features and
capabilities, how to set up accounts, web properties, and views, and how to activate
tracking.

❋

2.1. Basics of Google Analytics

 2.1.1. What is Google Analytics?

Google Analytics is a free web analytics service that provides you with tools for measuring
the success of your website or blog with respect to marketing, content optimization, or
e-commerce.

Google Analytics originated from a web analytics firm called Urchin, which was acquired
by Google in late 2005.
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 2.1.2. How Google Analytics Works

 2.1.3. Cookies and Google Analytics

Google Analytics uses first-party cookies to uniquely identify individual users. To begin
the process of tracking cookie-related information, the Google Analytics tracking code
gets initiated by a JavaScript code. By visiting a website, the visitor activates this JavaScript,
and in turn, the cookie information gets passed over to your Google Analytics account.

Over the years, there have been a few different versions of this JavaScript tracking code.
In recent years, it was called _gaq. As you will see in future activities, we will look at your
favorite websites and determine what version of tracking code those sites are using.
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Google users currently must implement its latest iteration of tracking code, called Universal
Analytics. This new code is multi-functional and will allow website owners the ability to
track website interaction, mobile app interaction, and other devices. This course will focus
on the website interaction components. For websites, officially, their JavaScript code is
analytics.js.

The following image from Google illustrates the code. (You can find this image at
https://developers.google.com/analytics/devguides/collection/analyticsjs/.)

Google Analytics uses a combination of persistent and temporary cookies for tracking the
online behavior of users.

 2.1.4. User Privacy and Google Analytics

Privacy has become an important topic in web analytics. As a matter of best practices, it
is not recommended to track Personally Identifiable Information (PII). Different regions
have different privacy policies associated with PII and it is recommended that you check
the privacy laws of your region. Here is a quick summary of information related to privacy
in reference to Google Analytics:

1. Google Analytics does not report on personally identifiable information.

2. Google Analytics cookies collect standard Internet log data in anonymous ways
and Google does not share this data with any third parties.

3. Google Analytics does not track a user across multiple unrelated sites.

4. Through the Benchmarking service, you can choose to share your data
anonymously with Google.You can opt out of this service.
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5. Google offers a browser-based plug-in which allows users to completely opt out
of Google Analytics tracking.

6. Google also offers a method called IP Anonymization, syntax: _anonymizeIp(), to
scramble the IP information sent to Google. This prevents Google Analytics from
reporting geo-location information.
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 Exercise 3: Quiz
 10 to 15 minutes

Please answer the following questions:

1. Google Analytics relies on the following methodologies to collect web metrics data:

A. ECMAScript and third-party cookies.

B. JavaScript and first-party cookies.

C. JavaScript and third-party cookies.

D. All of the above

2. Google Analytics cannot track users who:

A. Block all cookies.

B. Disable JavaScript.

C. Google Analytics can track all users irrespective of their browser settings.

D. A and B

3. All data collected by Google Analytics is completely anonymous.

A. True

B. False

4. Google Analytics processes and stores web metrics data on:

A. The local computers of the Google Analytics account holder.

B. A remote web server.
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Solution

1. Google Analytics relies on the following methodologies to collect web metrics data:
B JavaScript and first party cookies.

2. Google Analytics cannot track users who: D Block all cookies or disable JavaScript.

3. All data collected by Google Analytics is completely anonymous: A True.

4. Google Analytics processes and stores web metrics data on: B A remote web
server.

❋

2.2. Getting Started with Google Analytics

 2.2.1. Accessing Google Analytics

You can access the Google Analytics home page at the following web address:
http://www.google.com/analytics.

You will need a Google username in order to use Google Analytics. If you already have
a Gmail account, you can use your Gmail username. If you want to create a new Google
username for the analytics service, you can do so by clicking the Start for free link on the
page.

Once signed up or if you already have an account, you will select the Sign in to Analytics
button to launch it.

After you log in with your credentials, you will see the Account Home page. This page
acts as a home screen from where you can access different setup options.

Returning to Account Home

You can return to the Account Home page at any time by clicking Home icon in the
upper-left corner.
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 2.2.2. Navigating in Google Analytics

The Google Analytics navigation menu is on the left side of the interface.

The menu pops open when you click an icon or the arrow at the bottom.
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Here you can access customization options, reports, and the Admin tab.

You can also use the drop-down arrow at the top-left of the interface to quickly switch your
Analytics view.

Also, now when you log in, you will automatically be viewing the last Google Analytics
View you were accessing.

 2.2.3. Creating New Accounts under Google Analytics

In prior releases of Google Analytics, you could create 25 different accounts under a single
Google username. For the current release, the concept of web properties has been
introduced, allowing you to manage multiple websites from a single account.

To create a new account:

Select the Admin link. The Account Administration page opens. Click the +Create
Account.

The New account form loads.
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In the Setting up your account section, provide the account name and website URL. Be
sure to designate the appropriate country and time zone. Complete the Account Data
Sharing Settings section and read and agree to the terms and conditions in the User
Agreement section.

After you complete the form, click Get Tracking ID at the bottom of the page.

❋

2.3. Google Analytics Code Snippets

 2.3.1. Introduction to Google Analytics Tracking Code (GATC)

Google Analytics uses JavaScript along with first party cookies to track the online activities
on web pages.

In order to effectively track a visitor’s behavior, it is recommended that you tag every page
on the website with the Google Analytics tracking code. At the time of writing this manual,
Google Analytics uses the JavaScript implementation with analytics.js Universal Analytics
code.

We will discuss more about this code snippet during our online session.

Tips:

Google recommends that you do not include both the newer and any older tracking code
snippets you may have together on any given page. Doing so could generate inaccurate
data.

❋

2.4. Access Management

 2.4.1. Things you Need to Know

User Name:

The user name which is used for logging into Google Analytics.

Account:
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The entry point into Google Analytics. You can use a single account to manage multiple
web properties.

Property:

A web entity, such as a website, blog, or mobile application, for which you want to gather
analytics data.

Google Analytics User Attributes:

Administrator: An administrator can create views, filters, or goals, and can add users.

Users: Users have read-only access to reports and can be restricted to viewing only specific
views.

 2.4.2. Granting Access to Users

New Users

1. From the Administration page, you can grant users access at the Account level,
Property level, or the View level.

2. In any given User Management form, under Permissions, enter the user’s email
address and indicate what level of permissions you would like the user to receive.

3. Click Add to complete the process.

See attached screenshot for additional details:
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 Exercise 4: Access Management
 15 to 20 minutes

Your company has decided to do an online marketing campaign and has hired an external
online marketing firm. The new marketing firm has asked for access to your Google
Analytics data.You want to provide access to only certain reports within Google Analytics
that may be relevant to this marketing firm. Please implement this task in your Google
Analytics account.
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Solution

Here are the steps you need to take to allow external firms to Access Google Analytics
data:

1. Load the profile to grant access to.

2. Follow the steps illustrated in the section named Granting Access to Users.

3. Use any Gmail username to represent an external marketing firm. Feel free to use
marketing@webucator.com.

4. Assign the User role to the user from the external firm.

Note: In a real life situation, you would apply filters to this profile such that only those
reports useful for marketing initiatives will be available in this profile. You will learn about
filters later in the course.

Conclusion

In this lesson, you learned:

1. How Google Analytics works.

2. Key features and capabilities of Google Analytics.

3. How to set up accounts, web properties, and views in Google Analytics.

4. How to activate Google Analytics tracking.
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LESSON 3
Reports in Google Analytics

Topics Covered

 Navigating the reporting interface.

 Exporting data from reports.

 Slicing and dicing data.

 Analyzing and interpreting default reports.

 Using and customizing the dashboard.

Introduction

Reports in Google Analytics convert raw data into presentable information. In addition,
links and options within reports provide interactive segmentation which enables you to
reorganize the data on the fly. There are two fundamental building blocks to any report in
Google Analytics: metrics and dimensions.

❋

3.1. Metrics and Dimensions in Google Analytics

Here is how the basic report structure works in Google Analytics:

A metric is defined as a numerical measure of the user interaction on your website. Metrics
have the following characteristics:

1. Metrics will always be expressed in the form of a number.

2. Metrics are standalone entities.When you look at a metric in a standalone fashion
it provides you with information about the site-wide performance.

3. Metrics will form the columns of a report structure in Google Analytics.

Some of the common metrics you will find in Google Analytics are sessions, pageviews,
bounce rate, etc.
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Dimensions, on the other hand, have the following characteristics:

1. Dimensions are non-numerical data fields.

2. Unlike metrics, dimensions are not standalone entities; i.e., dimensions are not
generally meaningful when viewed individually.

3. Dimensions, when coupled with metrics, provide meaningful context to the data.

4. Dimensions can be used to segment a metric.

 3.1.1. Overview of Report Structure

Google Analytics provides five main report categories. The following table provides an
overview of the available reports along with their definitions and significance.

ExplanationReport Category

These reports show interesting data based on users that are currently
on your website, in real time.

Realtime

This group of reports highlights visitor information, both geographic
and demographic. Ideally, you’ll want to find out about session quality,
and these reports allow you to source this information.

Audience

Reports in this category provide an overview of the different kinds of
sources that send traffic to your site including natural (organic) and
paid sources.

Acquisition

These reports provide information about your content including an
overview of pageview volume and lists the pages viewed.

Behavior

Reports in this category provide information about conversion rates
and goal paths. (Important for non e-commerce sites). For e-commerce
sites, this category also provides commerce tracking such as revenue
generated and revenue sources (only available when enabled).

Conversions

❋

3.2. Understanding the Report Layout

The following example illustrates the common structure of all the reports found in Google
Analytics. These elements are found on a majority of the reports that are available.
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Title of the report

Active date range control panel

Summary of the report

Score card

Graph mode control panel

Metrics for sorting the data

Report visualization control panel

Time scale control panel

Advanced Segmentation control panel

Secondary dimension control panel

We will discuss each these elements in detail during our training session.

❋

3.3. Exporting Your Data from Google Analytics

 3.3.1. Exporting Google Analytics Reports

Data exports are available at this time in some of the industry standard formats (CSV,
CSV for Excel, and TSV).

Google Analytics allows you to export any report using the Data Export control panel
shown in the following screenshot:
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To export a particular report:

1. Navigate to the desired report using the report navigation panel.

2. Click the EXPORT tab located in the upper right hand corner.

3. Select the format in which you wish to export the report (e.g., TSV). Once you
click the particular format type, Google Analytics will immediately download a file
to your computer.

 3.3.2. Scheduling Reports in Google Analytics

First you will need to select the SHARE tab, which is to the right of the EXPORT tab. In
addition to providing the details discussed earlier, you will need to use the dropdown menu
to select the frequency at which you want to send your emails out.

Click the Send button to complete the process.

❋

3.4. Digging Into Reports

It is important that you dig deeper into reports by slicing and dicing the data available in
the default reports. Looking at a single metric is seldom helpful in deriving reliable business
intelligence.

Here are some methods:
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1. Controlling active date range.

2. Comparing two metrics.

3. Cross segmentation using secondary dimensions.

4. Pivot tables using visualization controls

 3.4.1. Playing with Active Date Range

Date range helps in viewing and comparing historical data. Controlling the active date
range is helpful for the following reasons:

1. When you want to identify particular trends/patterns in your data.

2. When you want to identify effects of business cycles on your website traffic.

3. When you want to do before and after analysis (e.g., what happened after running
an online promotion).

For comparing historical data, first enable the Compare to... option and then provide a
set of valid date ranges.

Here is an example of setting the date range:

You can select the Compare to checkbox to compare a set of date ranges.
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 Exercise 5: Applications of the Date Range
Function

 15 to 20 minutes

1. Analyze the effects of the holiday season(s) on remotecourse.com in terms of
sessions per day (for example, sessions per day during Christmas vs.Thanksgiving
break). Write down your observations and share this with the class. (Use the
Webucator account for this exercise).

2. Analyze activities on remotecourse.com during the current financial quarter as
compared to the previous year in regards to overall traffic on the site. For example,
compare activity between July 1, 2020 and September 30, 2020 to activity between
July 1, 2019 and September 30, 2019.Write down your observations and inference.
(Use the Webucator account for this exercise.)
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Solution

Applications of date range function: Comparing holiday seasons

1. From the Analytics Setting screen, select the Webucator account.

2. Select www.remotecourse.com as the view to work on, and select an Audience
report.

3. Click the Active Date Range drop-down box.

4. Select the Compare to... option.

5. Using either the Calendar or Timeline tab, select the appropriate, custom date
range (i.e., 12/24/2019 to 12/31/2019 for Christmas and 11/27/2019 to 12/1/2019
for Thanksgiving break. Note: The number of days in each date range must be
equal).

6. Click Apply.

Applications of date range function: Comparing financial quarters

1. From the Analytics Setting screen, select the Webucator account.

2. Select www.remotecourse.com as the view to work on, and select an Audience
report.

3. Click the Active Date Range drop-down box.

4. Select the Compare to... option.

5. Using either the Calendar or Timeline tab, select the date range indicated in
question 2. Note: The number of days in each date range must be equal).

6. Click Apply.

❋

3.5. Comparing Two Metrics

To begin, choose a Web Property and associated view from the Accounts List menu,
and then click any desired report. Then click the Select a metric link (top left of graph
display) and select the secondary metric you’d like to compare. This method is helpful
with respect to determining if two metrics share any sort of cause-&-effect relationship.
For example, see the screenshot below where we’re looking to compare Sessions with
Users.
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 Exercise 6: Identifying Co-relation between
Two Metrics
 10 to 20 minutes

1. The number of pageviews on your website is increasing. How would you determine
if this increase in pageviews is associated with an increase in traffic (i.e., more
people coming to your website) or is associated with an increase in engagement
(i.e., the same amount of users started looking at more pages).
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Solution

1. First navigate to the Audience Overview  report using the report navigation panel.

2. Use the drop-down menu in the upper-left-hand corner and select the Select a
metric option.

3. Check the relation between Users with Sessions by selecting appropriate radio
buttons (refer to the below screenshot).

4. Use the same method described above to check the relation between Sessions
and Pages / Session by selecting the appropriate radio buttons.

From the above screenshot we can say that pageviews in this example are driven by users
and not by engagement.

❋

3.6. Audience Reports Demystified

 3.6.1. Introduction

Reports available in this category can be leveraged for segmenting your users into these
main views:

1. Overview

2. Active Users

3. Lifetime Value

4. Cohort Analysis

5. Audiences

6. Demographics

7. Interests

8. Geo
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9. Behavior

10. Technology

11. Mobile

12. Cross Device

13. Custom

14. Benchmarking

15. Users Flow

ExplanationReport Name

Provides baseline information that is particularly helpful when viewed in
the context of another time period.

Overview

Tracks users in increments of 1, 7, 14, and 30 days.Active Users

Measure lifetime value (LTV) for users acquired through different
channels.

Lifetime Value

Allows you to isolate and analyze behavior of a cohort, which is a group
of related with a common characteristic.

Cohort Analysis

Allows you to analyze the audiences you create and publish to the Google
Analytics destination.

Audiences

Helps you compare location, language, and any custom or user-defined
variables.

Demographics

Provides information about your website visitor’s interests (additional
code needed).

Interests

Provides geographic information about where your Users are coming
from.

Geo

Helps in segmenting your visitor’s behavior including new vs. returning
metrics, frequency of sessions, and their engagement with your site.

Behavior

Helps quantify some IT-related metrics for your website.Technology

Compares your overall traffic in regards to users accessing your site via
mobile devices.

Mobile

Allows you to organize data across multiple devices into a cohesive
analysis.

Cross Device

Allows you to extend the scope of your segments.Custom

Allows you to compare data to other industry data.Benchmarking
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In the following sections, we will explore applications of different reports available in this
category.

 3.6.2. Audience Overview Report

As the name suggests, this report provides an overview of the most important data available
in the Audience section of Google Analytics. This report has the following components as
shown in the screenshot.

The left-hand side of metrics is derived from the Sessions Trending section. Each
of the titles in this element is a link to a full report available in the Sessions
Trending area which will be covered later in the manual. This section provides
answers to questions such as how much traffic you received (sessions), what was
the engagement (Avg. Pageview, Time on Site and Bounce Rate) and how many
new customers you were able to attract.

On the right-hand side, we see a quick breakdown of new vs. returning users on
your site.

And, at the bottom, you’re able to click any report on the left-hand side, and view
the corresponding high-level results on the right. In the above screenshot, we were
focused in on the Language report.
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 Exercise 7: Application of the Audience
Overview Report

 15 to 20 minutes

You would like to get a high level understanding of your users activity in context to traffic
and site usage between two consecutive quarters (e.g., between the first quarter and
second quarter of 2018). Accomplish this task using the users overview report. (Use the
Webucator account.)

What do you notice about the differences between the two quarters with respect to user
characteristics? Name a few areas in which you see a noticeable change.
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Solution

Application of the Users Overview Report

1. Select www.remotecourse.com web property to work on.

2. From the report navigational panel select the Audience category which by default
will display the Overview report.

3. Using the active date range tab, first enable the Compare to... option and then
provide the following date ranges: From January 1st, 2018 to March 31st 2018
and From April 1st 2018 to June 30th 2018.

❋

3.7. Location Report

The Location report provides Geo Targeting, which shows where your users are located
geographically.The Map Overlay feature provides you with several ways to cross segment
your users in reference to their geographical presence. We will explore more features
during our online session. Here are some ideas where you can use these insights:

1. Map overlay report is helpful in geo-targeting your online marketing campaigns.
For example, using Google Analytics, we can determine which of the courses are
popular in particular cities (e.g., our SAS series courses are more popular in
California, etc). Based on this we might decide to heavily market SAS series
courses in California.

2. You can leverage the map overlay report in identifying the most lucrative geographic
markets to possibly expand your business activities.

3. To identify which what type of online users (e.g., new vs. returning, buyers vs.
non-buyers) a particular region is sending to your website.
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 Exercise 8: Application of the Location
Report

 15 to 20 minutes

1. Executives at your company would like to identify promising regional markets to
expand the company’s business activities. Choose the appropriate report and
write down the geographic regions which are desirable for business expansion.
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Solution

Identify promising regional markets in which to expand your company’s business activities:

1. Select www.remotecourse.com web property to work on.

2. From the report navigational panel on the right, select the Geo category.

3. Select the subcategory as Location. Note your observation about the countries
which are sending the most traffic to your site.

4. For this exercise, select United States as the country/territory. Note the different
states within the USA which are sending a high volume of traffic.

5. Use the Primary Dimension down menu and select the item City to identify
particular cities from which you have received heavy traffic.

6. Using the report visualization control panel, select the Pivot Table option.

7. Using the drop-down menu set the Pivot By field to User Type, Sessions, and
then Bounce Rate.

8. Use the date range to compare the data set with the previous month or previous
quarter. This allows you to see the trend.

Information obtained via reports can help you to make an informed decision for targeted
market expansion.

❋

3.8. Exploring the New vs. Returning Report

This report shows the number of new and returning users to your site in the context of site
usage, goal conversions and several other metrics.

Here are a few ways in which you can leverage this report:

1. Use date range comparisons to identify if your marketing campaign is effective or
not in acquiring new customers.This simple logic can be applied if you are running
a retention oriented marketing campaign.

2. When you have set up macro or micro goal conversion using Google Analytics
(e.g., Newsletter Sign-up, Contact Us Form Submissions, Purchasing Products,
Printing Coupon Code, etc).You can use this report to see whether new or returning
customers are fulfilling these goals.
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 Exercise 9: Application of New vs.
Returning Report

 15 to 20 minutes

1. The marketing team at your company wants to know the distribution of new vs.
returning users. They are particularly interested in seeing how these users got to
your site. Create a report that provides this information.
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Solution

Application of the New vs. Returning Report:

1. Select www.remotecourse.com web property to work on.

2. From the Report navigational panel, select the Behavior category.

3. Select the subcategory New vs. Returning.

4. Use the Secondary dimension drop-down menu and select Medium as your
dimension to see what channel each class of users used (e.g., New users mostly
use the organic medium to arrive to your website).

❋

3.9. Exploring the Frequency & Recency Report

This report shows the number of sessions each visitor participated in during the time period
you chose (frequency) and the number of days since a visitor’s last session on your website
(recency).

Here are a few ways in which you can leverage this report:

1. Use the Frequency report to determine if your site is successful. If you have a
content site, and you want users to check out your site regularly, make sure these
numbers match your goals. On the opposite side, if you are an e-commerce site,
you can determining a potential customer’s sales cycle; are they buying right away,
or do they keep coming back to check out your offerings?

2. Use the Recency report to see how many days in between sessions. Using the
thought process above, this report can also help determine success rates of your
website.
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 Exercise 10: Application of the Frequency
& Recency Report

 15 to 20 minutes

1. The marketing team at your company wants to know if their latest lead-generation
email campaign is bringing traffic back to the website.The team sends daily emails
for a one-week period after a potential client signs up. Create a report that provides
this information.
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Solution

Application of the Frequency & Recency Report:

1. Select www.remotecourse.com web property to work on.

2. From the Report navigational panel, select the Behavior category.

3. Select the subcategory Frequency & Recency.

4. Use the Days Since Last Session report and determine if a majority of your traffic
was between 0-1 days since their last session.

❋

3.10. Exploring the Technology Reports

This report features both the Browsers & OS report and the Network report. This is an
ideal grouping of reports for your IT team, when considering website changes, such as:
flash components, interactive video displays, font choices, and more. Specifically using
the Browsers & OS report, we can see which browsers and operating systems bring you
the most website traffic. For example, if your IT team has come across a great new website
widget, but it’s not fully compatible with the older versions of Internet Explorer, you could
estimate how much of your website traffic would be missing out on this new feature.
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 Exercise 11: Application of Browsers & OS
Report

 15 to 20 minutes

1. The marketing team at your company wants to add in a new interactive video
player. They’ve realized that anyone using Microsoft Edge version 15 or later will
not be able to view this new player. Create a report that provides the information
on how many website users would not be able to view this player.
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Solution

Application of the Browsers & OS Report:

1. Select www.remotecourse.com web property to work on.

2. From the report navigational panel select the Technology category.

3. Choose the Browsers & OS Report.

4. Click the Internet Explorer listing.

5. Once you’ve drilled down the data, determine how many users in any given month
have Edge 15 or earlier.

❋

3.11. Exploring the Mobile Reports

This report compares the number of your website users that are accessing your website
via a desktop or laptop, compared to those accessing through a mobile device.

Here are a few ways in which you can leverage this report:

1. Use Overview report to see the actual numbers in the form of a yes or no answer
to the question; "Are website visitors using a mobile device?" This is a key report
to understand. If you have a high number of mobile users, make sure your website
is mobile-friendly and optimized for mobile use.

2. In the Devices report, you can see various breakdowns of actual devices your
website users are using to access your website.
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 Exercise 12: Application of Mobile Reports
 15 to 20 minutes

1. The marketing team at your company is thinking about developing a mobile version
of your website.They want to know how many users currently use a mobile device.
As a secondary request, the team wants to test out a mobile phone app, but only
have the resources to develop one initial version. Should they develop an
Android-based app or an iOS app? Create a report that provides this information.
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Solution

Application of the Mobile Report:

1. Select www.remotecourse.com web property to work on.

2. From the Report navigational panel, select the Mobile category.

3. Use the Overview report to download the appropriate number of mobile users in
a one-month time period.

4. Now, use the Devices report, and click Operating System above the search bar
on the report. Determine what is more popular; iPhone and iPad users or Android
users. Share with the team.

❋

3.12. Acquisition Reports Demystified

 3.12.1. Introduction to the Acquisition Reports

This category of reports provides you with information about the origin of your traffic.

These reports can help you understand the following:
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1. Where the traffic to your website is coming from.

2. Which are your top referrals.

The following screenshot represents the overview report, which acts like a default home
page from this category of reports.

You will see that it represents a quick summary of important stats such as top traffic
sources and number of users.

The  Acquisition Overview report is shown in the screenshot above.

 3.12.2. Exploring the Channels Report

The Direct traffic metric refers to those users who come directly to your site either by typing
your web address or by selecting your site from their favorites menu.

The following screenshot shows a standard Direct Traffic report. You can access this
report a few different ways. One way is to go to the Channels report, and then selecting
Direct traffic in the sub-report.

LESSON 3: Reports in Google Analytics | 51



52 | LESSON 3: Reports in Google Analytics

EVALUATION COPY: Not to be used in class.



 Exercise 13: Application of the Channels
Report

 15 to 20 minutes

1. Let us assume that remotecourse.com is a startup company. Using the reports
available in the Channels report, check whether their brand awareness increased
over a period from Jan 2018 to Jan 2019.
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Solution

Application of the Direct Traffic Report:

1. From the Analytics Setting  screen, select the Webucator account.

2. Select www.remotecourse.com as the view to work on.

3. From the report navigational panel, select the Acquisition category, and then All
Traffic.

4. Click Channels report.

5. Select the Direct Traffic option.

6. Select the appropriate date range to compare results.

❋

3.13. Behavior Reports

Reports in this category enable you to find out how users use the content on your website
and whether your content is well placed on your website.

The reports in this section can also help in understanding the navigational behavior of
users. Let’s briefly look at the Overview Report.

Notice the ability to “quick-click” over to other content related reports from this view.
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 3.13.1. Exploring the Pages Report with Advanced Inline Filters

Knowing which pages are popular on your site and how they are used is an obviously
helpful metric. The All Pages report provides this information.

In the following screenshot you can see that the home page of this website happens to
be the top content page and receives the highest number of sessions, followed by the
my-course web page (where students login). Advanced in-line filters are very helpful in
deciphering information available in this report.
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Advanced inline filters allow you to see web pages belonging to certain categories and to
apply numerous conditions to slice-and-dice the data the way you want it. Here is an
example of the advanced inline filter:

In the above screenshot you can see that different conditions can be applied on the
available metrics and dimensions. The above conditions will display web pages which
contain SQL in the URL structure, along with pageviews greater than or equal to 10 and
the bounce rate less than 70%.
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 Exercise 14: Identifying Poor Performing
Pages

 15 to 20 minutes

1. Identify poorly performing pages on remotecourse.com using the Top Content
Report. Assume that any pages with pageviews less than 500 (over a month),
bounce rate higher than 90% and average time on page less than 30 seconds are
considered to be poorly performing pages. (Use the Webucator view.)
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Solution

Identifying Poor Performing Pages

1. From the Analytics Setting screen, select the Webucator account.

2. Select www.remotecourse.com as the view to work on.

3. Select the All Pages report.

4. Use the advanced in-line filter to exclude all the pages with pageviews less than
500 and bounce rate higher than 90% and average time on page less than 30
seconds.

❋

3.14. Exploring the Exit Pages Report

This report helps you to understand from what pages users are leaving your site. In the
following example, you can see that the home page of this website also happens to be
the top exit page. This report can be leveraged to analyze which pages are leaking traffic
on your website.
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You should check top exit pages report to make sure that the gateway pages on your
website do not have high exit rates.

LESSON 3: Reports in Google Analytics | 59



 Exercise 15: Identifying Top Exit Pages
 15 to 20 minutes

1. Identify top exit pages which are not your goal pages. What conclusion can be
drawn from the outcome of this report? (Use the Webucator view.)
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Solution

Application of the Top Landing Pages Report:

1. From the Analytics Setting screen, select the Webucator account.

2. Select www.remotecourse.com as the view to work on.

3. Select the Exit Pages  report. Note the pageviews column associated with each
exit page.

4. Now, use the in-line filter to exclude your goal pages.

❋

3.15. Dashboards

The dashboard module, as seen in the screenshot below, allows users to create ways to
look at their data in a quick, concise way. Dashboards are located under the Customization
tab.

The dashboard module has the following main elements:

The dashboard is where you get to review the most relevant summary information about
your site that you want to see at a glance.

The dashboard is completely customizable. You get to choose your desired widgets to
add to your dashboard.

You get to develop multiple dashboards, and then share with others, as needed.
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 3.15.1. Customizing the Dashboard

You also have the ability to show any relevant widgets right within your custom dashboard.
Again, this is a great opportunity to have the most relevant analytics information available
at a quick glance.

To customize, you first need to choose CREATE.

As seen in the screenshot below, you will the notice an option to start with a Blank Canvas
or a Starter Dashboard.With a Blank Canvas, the options are almost endless to do what
you’d like. With a Starter Dashboard, Google automatically files in some of the most
poplar widgets:

1. New Users

2. Users

3. Sessions

4. Sessions by Browser

5. Bounce Rate

6. Revenue

7. Avg. Session Duration and Pages / Session

8. Goal Completions

With either option, you can add in your own widgets. When you choose to Add Widget,
you will choose your Metric, any desired Filters, and then whether you want this data
displayed in a Pie, Timeline, or Table format. Look at the following widget settings based
on the desire to quickly compare the bounce rate on all search terms that contained the
word 'training.'
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And to get rid of any of your widgets within a dashboard, simply click the Close X on the
top right of the widget.
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 Exercise 16: Developing a Customized
Dashboard

 20 to 30 minutes

In this exercise, you will develop a possible customized dashboard for your IT department.

Take a look at the following screenshot. It shows a customized dashboard created for your
team. The widgets in the screenshot are customized. The dashboard provides important
information for your IT team without requiring in-depth use of Google Analytics.

Conclusion

In this lesson, you have learned

How to navigate the reporting interface.

How to export data from reports.

Various methods to slice and dice your data.

How to analyze and interpret default reports.

How to use and customize the dashboard.
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LESSON 4
Custom Reporting

Topics Covered

The advantages of using custom reports.

The fundamentals of custom reporting.

 Selecting valid combinations of dimensions and metrics.

 Designing and building your own custom reports.

Introduction

In this lesson, you will learn the advantages of using custom reports and the fundamentals
of custom reporting, about selecting valid combinations of dimensions and metrics, and
about designing and building your own custom reports.

❋

4.1. Introduction to Custom Reporting

Custom Reporting is a feature introduced by Google that allows you to develop tailored
reports by choosing appropriate pairs of dimensions and metrics.

 4.1.1. Why to Use Custom Reporting

1. Quicker access to the information you want to see, the way you want to see it.

2. Less data overload.

3. Build reports to suit your business needs.

 4.1.2. When to Use Custom Reporting

Custom reports are most useful when you need to combine metrics and dimensions that
are not available in standard reports. You may also create a custom report to remove
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certain data from standard reports that is not relevant for your business. Here are some
advantages of using custom reports:

1. Less switching from one report to another. Bring relevant metrics and dimensions
from multiple areas of Google Analytics into one place.

2. Relevant drilldowns, break visitor behavior into workable segments that are more
relevant to your business model.

3. Share the right things with the right people. By using the tab feature in custom
reports your colleagues can see only the data that is relevant to their activities.

 4.1.3. Basics of Custom Reporting

Reports in Google Analytics are made up of rows and columns. While building custom
reports, columns will be represented by metrics and rows will be represented by dimensions.
Definitions for metrics and dimensions are as follows:

1. Google defines a metric as a quantitative measure of how visitors interact with
your site. Examples of metrics include the amount of time visitors spent looking
at a page (time on page), the number of times visitors viewed a page (page views),
etc.

2. Dimensions are attributes or characteristics associated with visitors on your website.
Dimensions are the categories that the data in your reports fall under. A few
examples of dimensions are medium (organic or direct), region, or source, etc.

Tips: Metrics are always expressed in numbers and dimensions are always expressed in
words. Unlike dimensions, you can build a report using only metrics.

❋

4.2. Valid Pairs of Dimensions and Metrics

Google has outlined the following guidelines for selecting a valid pair of dimensions and
metrics:

1. You can choose any metric to build your custom report. You also don’t have to
pair them with dimensions, which means there are no restrictions to which metrics
you can use.

2. When paired with dimensions, metrics are subject to certain restrictions. Invalid
combinations won’t be accepted by the Custom Reporting feature.
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3. Google has categorized certain metrics and dimensions into groups. If you want
to select dimensions or metrics from two different groups, your options are limited.

 4.2.1. Understanding Dimensions Categories

Examples of DimensionsCategory

Medium, Referral Path, SourceAcquisition

Campaign, Account, Ad Content, Ad Distribution Network, Ad
Format, Campaign, Campaign Code, Destination URL, Display URL

Advertising

App ID, App Installer ID, App Name, App Version, Brands (Content
Group), Brands (Landing Content Group)

Behavior

Cart, Product ID, Sales Region, User CategoryCustom Dimensions

Custom Variable (Key 1), Custom Variable (Value 01)Custom Variables

Affiliation, Checkout Options, Product, Product Brand, Sessions to
Transaction

Ecommerce

Goal Completion Location, Goal Previous Step - 1Goal Conversions

Shared URL, Shared Action, Social TypeSocial

Date, Day Index, Day of Week, HourTime

Age, Audience, Browser, City, Count of SessionsUsers
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 4.2.2. Understanding Metrics Categories

Examples of MetricsCategory

Organic SearchesAcquisition

AdX Clicks, AdX Coverage, AdX RevenueAd Exchange

Clicks, Cost, Impressions, MarginAdvertising

% Sessions with Search, Crashes, Entrances, Time on PageBehavior

Session Type TestCustom Metrics

Avg. Price, Local Tax, Refunds, ShippingEcommerce

Abandoned Funnels, Engaged Users, OtherGoal Conversions

Ave User Duration, Conv Rate Per UserOther

Publisher Clicks, Publisher Coverage, Publisher RevenuePublisher

Actions Per Social Session, Social Actions, Unique Social ActionsSocial

Bounces, Bounce Rate, Clicks, Entrances, Exits, % Exit, % New
Sessions, Pageviews, Time on Site, Sessions, Users

Users
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 4.2.3. Valid Combinations

Valid CombinationsCategory

Campaign dimensions, Content metrics, User metrics, Goal
metrics, Ecommerce metrics and dimensions, Internal
Search metrics and dimensions

Visitor Dimensions

Session dimensions, Internal Search dimensions, Campaign
dimensions

Session metrics

Campaign metrics, Visitor metrics, Visitor dimensionsCampaign Dimensions

Campaign dimensionsCampaign metrics

Content metrics, Goal metrics, Ecommerce metricsContent Dimensions

Visitor and Content dimensionsContent metrics

Session-level dimensions, Ecommerce metricsE-commerce Dimensions

User, E-commerce, Internal Search and Content dimensionsE-commerce metrics

Session-level dimensions and metrics, Goal metrics,
Ecommerce metrics, Internal Search metrics

Internal search Dimensions

User and Internal Search dimensionsInternal search metrics

❋

4.3. Designing Your Custom Report

Here is a list of suggested steps to follow before you build your custom report:

1. Have a general outline of how the data should be presented in your reports. (Build
a table.)

2. Select the appropriate pairs of dimensions and metrics. Ask yourself, what kind
of dimensions you want to categorize the metrics into?

3. Create a test report so that you can see how the report will look once it’s completed.

4. Create a relevant name for your custom report.

❋

4.4. Building Your Custom Report

1. Select the account you want to create a custom report in.
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2. Click Customization from the left navigation and then select Custom Reports.

3. Click + New Custom Report. Note that you can also set categories of custom
reports for viewing ease as well.

4. You will now be taken to the Create Custom Report page.

5. Name your report up top of this page.

6. You can now click and add each metric on the blue dotted fields labeled metric.
To undo any selection, simply click X on the top-right corner of the metrics key.

7. You can now click and add each dimension on the blue dotted field labeled
dimensions. You are allowed to have up to four sub-dimensions to drill down to.

8. You then have the option to add in any filters, as desired as well.

Take a look at the following example:
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 Exercise 17: Develop Custom Reports for
the Given Scenario

 20 to 30 minutes

1.You would like to see visits, pages/visit, and bounces categorized by mediums into one
single report.You want this report to have the ability to drill down through this information
in reference to countries and cities. Create this report using custom reports.

2. Using the same dimensions as above, analyze your data for new users and pageviews
metrics.
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Solution

Solution 1:

1. Select the account you want to create a custom report in (e.g., RemoteCourse).

2. Select any view you wish and click Customization tab.

3. Select + New Custom Report. Note that you can also set categories of custom
reports for viewing ease as well.

4. You will now be taken to the Create Custom Report page.

5. Name your report up top of this page.

6. Click through and add metrics (Sessions, Pages/Session, Bounces) into the blue
dotted fields labeled metric.

7. Click over to Medium as your top level dimension into the green dotted field labeled
dimensions. Click and add Country and City as your subdimensions.

8. Click Save to complete the process.

Solution 2:

1. Select the account you want to create a custom report in (e.g., RemoteCourse).

2. Select any view you wish and click Customization tab.

3. Select the edit command next to the report you designed in the above exercise.

4. Click the Add Tab link.

5. Click and add metrics (new users, pageviews) into the blue dotted fields labeled
metric.

6. Click Save to complete the process.

Conclusion

In this lesson, you have learned:

1. The advantages of using custom reports.

2. The fundamentals of custom reporting.

3. About selecting valid combinations of dimensions and metrics.

4. About designing and building your own custom reports.
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LESSON 5
Advanced Segmentation

Topics Covered

 Advanced segments.

 Regular expressions.

Introduction

In this lesson, you will learn the fundamentals of advanced segmentation, to build advanced
segments, to use regular expressions, and about application of advanced segments.

❋

5.1. Introduction to Advanced Segmentation

Advanced segmentation allows you to include sessions that meet a specific set of criteria.
This may sound similar to creating a filter; however, there are fundamental differences in
the way filters and advanced segments act on your data.

 5.1.1. Why to Use Advanced Segmentation

1. To quickly isolate and analyze subsets of your traffic.

2. To slice and dice your historical as well as real-time data in a much simpler way
than creating a filter.
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 5.1.2. Difference between Advanced Segments and Filters

FiltersAdvanced Segments

Filtered view will act only on the traffic
going forward.

Advanced segments act on historical data.

You have to wait for your results to
check if the filter is applied properly.

Advanced segments produce immediate results,
you don’t have to wait for your results to show.

Filters are account and view specific.Advanced segments are portable i.e. they are
available across all of your accounts and views.

Filters permanently affect the data
coming in a view.

Advanced segments do not alter your data
permanently.

Filtered views can only be viewed one
at a time.

You can compare up to four advanced segments
side by side in your reports.

❋

5.2. Leveraging Default Advanced Segments

As indicated in the above section, advanced segments are associated only with sessions
data.You can apply advance segments in two ways:

1. At the top of your reports, you will see the +Add Segment option. When you click
it, you will see all the default segments available to you in that report.

2. Check off the segments that you wish to create and then click Apply.

Take a look at the following example; we have selected All Sessions, New Users, and
Returning Users for segmenting our data.

76 | LESSON 5: Advanced Segmentation

EVALUATION COPY: Not to be used in class.



In the following screenshot, you will see that all our tables will reflect this segmented data
(e.g., Overview Report is segmented using All Sessions, New Users, and Returning Users
metrics).
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 Exercise 18: Application of Advanced
Segmentation Using Default Segments

 10 to 15 minutes

You would like to find out what effect different traffic sources have on the amount of time
visitors spend on your website.You can accomplish this task using advanced segmentation.
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Solution

1. Select the Audience report and Behavior report and then click the Engagement
report.

2. At the top of this report, you will see the +Add Segment option.

3. Check off the following segments, Search Traffic, Direct Traffic, Referral Traffic.
(The All visits parameter will get selected by default.)

4. Select the Audience report, Behavior report and then click the Engagement
report.

5. At the top of this report, you will see the +Add Segment option.

6. Check off the following segments, Search Traffic, Direct Traffic, Referral Traffic.
(The All visits parameter will get selected by default.)

7. Select the Audience report, Behavior report and then click the Engagement
report.

8. At the top of this report you will see the +Add Segment option.

9. Check off the following segments: Search Traffic, Direct Traffic, Referral Traffic.
(The All Users parameter will get selected by default.)

10. Click Apply and you will see these four segments are applied to all the default
reports available.

❋
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5.3. Customizing Advanced Segments

Customized advanced segments are based on logical statements (i.e., your data will get
segmented by the logical statements which you construct). To begin creating advanced
segments, open the report you want, click +Add New Segment and click+NEW SEGMENT.

Here are the steps to follow to create an advanced segment:

1. Enter a name for the segment.

2. Use the options that are available in the different categories to set up the filters
you want for the segment.

3. Click Test to do a test run. The test segment will return results for each condition
and for the segment as a whole.

4. Click Preview to determine how the segment will affect the current report.

5. Click Save to complete the process.

6. You have an option to select multiple views to which you wish to apply your
advanced segment.

Tip: Before creating a customized advanced segment it is better if you first construct a
logical statement based on what you wish to accomplish.
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 Exercise 19: Application of Advanced
Segmentation Using Custom Segments

 10 to 15 minutes

You would like to segment your traffic based on high engagement levels. Assume that our
criteria for high level of engagement includes Pageviews greater than 4 and Time on Site
greater than or equal to 4 minutes.

Accomplish this task using the advanced segmentation method.
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Solution

1. Within the Engagement report, click +Add Segment. Then click +NEW SEGMENT.

2. Choose Conditions on the left and set the Users condition to Greater than. Enter
the value  as 4.

3. Click the Add Filter. Set the Time on Screen condition to greater than and enter
the value as 4.

4. Click Preview to do a test run and provide a name (e.g., High Levels of
Engagement).

5. Click Save to complete the process.

❋
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5.4. Managing Advanced Segments

To manage your advanced segments, navigate to the Admin tab in the left navigation and
then select Segments. The management screen will appear, as shown in the following
screenshot.

In the Actions column, you have the following options:

1. Copy: If you want to build another segment based on an existing segment without
affecting the original segment, click copy next to the segment you want to build
off of.

2. Share: If you want to share your segmentation settings with another account or
colleague, you can create a link to share.

3. Delete: Allows you to delete the existing advanced segment.

4. Note that you can also edit any of your advanced segments right within the reporting
structure, in the same module as adding new advanced segments.

❋

5.5. Regular Expressions Overview

Throughout Google Analytics, you may run into a few opportunities to use regular
expressions, or RegEx.
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A regular expression is a set of characters and metacharacters that are used to match
text in a specified pattern. You can use regular expressions to match a wide range of
conditions.

A few locations include:

Goals

Filters

Advanced Segmentation

Let’s take a look at some RegEx syntax examples from one of our PHP courses, to fully
understand how to use RegEx.

A regular expression is a pattern that specifies a list of characters. In this section, we will
look at how those characters are specified.

 5.5.1. Start and End ( ^ $ )

A caret (^) at the beginning of a regular expression indicates that the string being searched
must start with this pattern.

The pattern ^foo can be found in “food”, but not in “barfood”.

A dollar sign ($) at the end of a regular expression indicates that the string being searched
must end with this pattern.

The pattern foo$ can be found in “curfoo”, but not in “food”.

 5.5.2. Number of Occurrences ( ? + * {} )

The following symbols affect the number of occurrences of the preceding character : ?, +,
*, and {}.

A question mark (?) indicates that the preceding character should appear zero or one
times in the pattern.

The pattern foo? can be found in “food” and “fod”, but not “faod”.

A plus sign (+) indicates that the preceding character should appear one or more times in
the pattern.
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The pattern fo+ can be found in “fod”, “food” and “foood”, but not “fd”.

A asterisk (*) indicates that the preceding character should appear zero or more times in
the pattern.

The pattern fo*d can be found in “fd”, “fod”, and “food”.

Curly brackets with one parameter ( {n} ) indicate that the preceding character should
appear exactly n times in the pattern.

The pattern fo{3}d can be found in “foood” , but not “food” or “fooood”.

Curly brackets with two parameters ( {n1,n2} ) indicate that the preceding character should
appear between n1 and n2 times in the pattern.

The pattern fo{2,4}d can be found in “food”,“foood” and “fooood”, but not “fod” or
“foooood”.

Curly brackets with one parameter and an empty second parameter ( {n,} ) indicate that
the preceding character should appear at least n times in the pattern.

The pattern fo{2,}d can be found in “food” and “foooood”, but not “fod”.

❋

5.6. Application of RegEx in Google Analytics Advanced
Segmentation

Assume that you would like to create a condition that will match the sources Google or
Yahoo, regardless of whether or not Google and Yahoo are capitalized. ReGex for this
task is: ([Gg]oogle|[Yy]ahoo).

Take a look at the following example:
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The above advanced segment will output all the sessions sent by Google or Yahoo! with
a session duration greater then 2.

Conclusion

In this lesson, you have learned:

1. Fundamentals of advanced segmentation.

2. How to build advanced segments.

3. How to use regular expressions.

4. About application of advanced segments.
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LESSON 6
Understanding Filters in Google Analytics

Topics Covered

 Filters: best practices.

 Applying filters.

Introduction

In this lesson, you will learn best practices for setting filters and how to apply them in
Google Analytics.

❋

6.1. Introduction to Filters

 6.1.1. Why and When to Use Filters in Google Analytics

Filters are used to clean and segment your data.

1. Filters provide segmentation to gain a better understanding of a particular subset
of activities happening on your website.

2. Filters help in customizing the report so the most useful data can be highlighted.

3. Filters can also help in cleaning up unwanted data such that irrelevant information
is filtered away.

 6.1.2. Understanding How Filters Act on Your Data

When a filter is created within your view, it is immediately applied to new data coming into
your account.

New filters will not affect historical data and it is not possible to reprocess your old data
once it passes through a filter.
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Tips: It is highly recommended that you keep the raw data intact by not applying any filters
to your original view. Create a duplicate view for applying filters.

❋

6.2. View Filters

To create a view filter, you set use the Admin tab to create a new view. After the new
view is created, add a filter.

❋
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6.3. Overview of Different Types of Filters

Google Analytics provides you with three predefined filter types and several customized
filters.

ExplanationFilter Name

Excludes traffic from a domain that you specify. Applies
reverse lookup and can filter out traffic from an ISP or the
company’s internal network.

Traffic from the ISP
domain

Excludes traffic from a single IP address or range of IP
addresses. Useful in filtering the company’s internal traffic.

Traffic from the IP
addresses

Includes only those users who are viewing a particular
subdirectory on your website. Useful in tracking a particular
section of a website, e.g., www.yoursite.com/customercare.

Traffic to the subdirectories

Includes only those users who are viewing a particular
hostname on your site. Useful in tracking a particular section
of a website, e.g., yourwebsite.com (without www).

Traffic to the hostname

 6.3.1. Understanding Best Practices for Setting Filters

Always keep the default view without applying any filters.

Adding more than one include filter to a view can cause data to not appear in your reports,
e.g., if you use include filters to only include certain IP addresses, then traffic from all other
IP addresses will be ignored.

Filters are executed sequentially in the order they are listed in your settings. Thus, output
from one filter serves as input for the next filter. Thus, it is important that you apply filters
in a correct logical manner.

To set up filters, open up your desired view, and navigate to the Admin on the top right
of your screen. Once you choose the desired property and open up all of your settings,
you’ll see options to add in Filters. See screenshot below.
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 Exercise 20: Application of Predefined
Filters

 10 to 20 minutes

1. Apply an exclude filter to filter all the internal users from your company.

❋

6.4. Introduction to Custom Filters in Google Analytics

The following types of filters are available for customized filter options:

ExplanationFilter Type

Excludes log file lines that match the filter patternExclude

Includes log file lines that match the filter patternInclude

Converts the contents of the field into all uppercase or all
lowercase characters

Lowercase / Uppercase

Searches for a pattern within a field and replaces the found
pattern with an alternate form

Search and Replace

Combines two or more separate fields to construct a single fieldAdvanced
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 Exercise 21: Selecting Appropriate Filters
 30 to 45 minutes

Please choose which filter you would apply in the following scenarios and create the same
in your individual views:

1. You would only like to segment data related to a particular geographical location,
e.g., include traffic from the Asia Pacific Region in a se per ate view.

2. You would like to eliminate users coming from the Yahoo! search engine.

3. Instead of showing a meaningless product URL in all your reports, you would like
to see a product name associated with that URL. Create a filter that accomplishes
this task.

4. You would like to include all new users in a separate view so they can be studied
in greater detail. Apply the appropriate filter(s) to accomplish this task.

5. Apply filters to collect data pertaining to a sub-directory in a separate view.

Conclusion

In this lesson, you have learned:

1. Best practices for setting filters in Google Analytics.

2. How to apply filters in Google Analytics.
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LESSON 7
Goals in Google Analytics

Topics Covered

The purpose of goals.

 Setting up goals.

 Analyzing goal performance.

Introduction

In this lesson, you will learn what goals are in Google Analytics, how goals are useful, how
to set up goals and the various options available, and how to analyze goal performance
using reports.

❋

7.1. Introduction to Goals

 7.1.1. What Is a Goal in Google Analytics?

A goal can be any activity on your website that is important to the success of your business.
For simplicity, a web page which displays a confirmation for submitting an order could act
as a goal.

Each time a user meets a particular criteria, a goal is recorded. During a single session,
a goal can only be counted once.

 7.1.2. When and Why to Use Goals

Goals help to distill data into performance benchmarks. Here are some drivers for using
goals in Google Analytics:

1. To assess how well your website meets your business objectives.

2. To estimate revenue for a non Ecommerce website.
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3. To find out how many users are becoming customers.

 7.1.3. Goal Types

Below are the four most popular types of goals for almost any website. In the latest version
of Universal Analytics, Google has also added some additional “template” goal options
such as: revenue options, acquisition model, and inquiry options. All of these new templates
are available as well, for easy implementation.

Usage/ExamplesExplanationGoal Type

Order completion page.A goal is recorded when a user views
the specified page on your site.

Destination

Measure of stickiness, to verify
if a particular page is engaging
enough. Useful for web portals.

Goal will be counted when a user
spends more or less time on your site
than the predefined threshold.

Duration

To verify depth of the session.
Useful for content websites.

Goal will be counted when a user
views more or fewer pages than the
threshold.

Pages/Screens
per session

Example: User clicks.Action that is labeled an Event is
triggered.

Event

❋

7.2. Configuring Goals

From your Google Analytics Admin tab in the left nav, first select the appropriate account
and then select a web property for which you wish to create a goal. Click Goals in the
actions column to edit the view settings.

For a single view in Google Analytics you can create up to 20 goals in total. These goals
are segregated into four sets; every set allows you to create up to five goals.

Tips: In order to create more than 20 goals for a website you will have to create a duplicate
view for the same website which will give you four more sets of goals to track.

Click the + NEW GOAL tab in the above screen, you will be taken to the Goal setup page;
here you will need to execute the following steps:

1. Choose a template goal, a custom goal, or a Smart Goal. For this activity and the
rest of the lesson, we will be using custom goals.
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2. Provide a relevant Goal Name, e.g., Sales Lead.

3. Set the radio button to the ON position for activating a goal (Default value: ON).

4. Select your Goal Position.

5. Select a Goal Type.

 7.2.1. Configuring a Destination Goal

Once you select the custom goal, then Goal Type (e.g., Destination), you will see the
Goal Details page as shown in the following screenshot. You will need to execute the
following steps:

1. Select the Match Type.

2. Enter the goal URL for your goal page.

3. Select your preference for case sensitivity.

4. Enter the value for your goal (non Ecommerce site).

Take a look at the following example:
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 7.2.2. Goal URL Match Type

ExampleFlexibilityExplanationMatch
Type

/Contact.cfm?submitted=trueLeast: can only be
used to match one
single page

The goal URL must
exactly match with the
URL that will appear in
the web browser during
the actual session.

Equals to

/onsitecourses/Moderate: websites
with dynamically
generated content;
use the head match
to ignore the unique
values

Only the head portion of
the visited URL should
match in order for a goal
to be counted. Trailing
parameters in the actual
page visited are
ignored.

Begins
with

/*page=5*The most flexibility:
Useful when both the
URL and query
parameters vary
between users and
pages

To match URLs using
wildcards and
meta-characters.

Regular
expression

Along with the goals in this table, Google Analytics also provides Smart Goals. Smart
Goals are an alternative conversion tracking method. They are used for advertisers that
do not have enough conversions to use the optimization tools in Google Ads.

 7.2.3. Goal Value for Non Ecommerce Websites

Google Analytics uses an assigned goal value to calculate ROI, Average Score, and other
metrics. For a non-Ecommerce site such as a sales lead generation site, Google Analytics
can use an assigned goal value to calculate the monetary value associated with the
completion of a goal.

 7.2.4. Configuring Duration

If you select a Goal Type as Duration, you will see the Goal Details page as shown in
the following screenshot.You will need to execute the following steps:

1. Select an appropriate condition (e.g., Greater than or Less than).
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2. Enter an amount of time in the form of whole integers.

Take a look at the following example:
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 Exercise 22: Time on Site Goal
Implementation Exercise

 10 to 15 minutes

A product company added a new troubleshooting section to their website. You would like
to measure its effectiveness. Accomplish this task using Goals in Google Analytics.
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Solution

1. From your Google Analytics Admin page, first select the appropriate account (e.g.,
RemoteCourse) and then select a view for which you wish to create a goal. Click
the Goals tab in the actions column to edit the view settings.

2. Click the + NEW GOAL tab and you will be taken to the Goal setup page.

3. Provide a relevant Goal Name (e.g., Time on Site Goal). Select the Goal Slot ID
(e.g., Goa1 Id 1 / Goal Set 1) and choose your Goal Type as Pages / Screens
per Session.

4. Assume that the average time on site before adding the troubleshooting section
was 2 minutes and 30 seconds.You expect that people will at least spend an extra
half minute to check the newly added troubleshooting section.

5. Thus, in the Goal Details section, select the Greater than condition and set the
time criteria to 3 minutes.

6. Click Save to complete the goal creation process.

❋

7.3. Configuring a Pages/Screen Goal

If you select a Goal Type as Pages/Screen per Session, you will see the Goal Details
page as shown in the following screenshot.You will need to execute the following steps:

1. Select an appropriate condition (e.g., Greater Than, Less Than or Equal To).

2. Enter the number of pages as your criteria.

Take a look at the following example:
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 Exercise 23: Pages/Screen Implementation
Exercise

 10 to 15 minutes

Your company added a products and services catalog to your existing site.You would like
to measure its effectiveness. Accomplish this task using Goals.
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Solution

1. From your Google Analytics Admin page, first select the appropriate account (e.g.,
RemoteCourse) and then select a view for which you wish to create a goal. Click
Goals tab in the actions column to edit the view settings.

2. Click the + NEW GOAL tab and you will be taken to the Goal setup page.

3. Provide a relevant Goal Name (e.g., Pages per Session Goal). Select the Goal
Position (e.g., Goa1 Id 3 / Goal Set 1) and choose your Goal Type as
Pages/Screens per session.

4. Assume that your catalog has 10 pages and you decided to record a goal after
someone views 5 or more pages.

5. Thus, select the condition as Greater Than and set the pages criteria to 4.

6. Click Save to complete the goal creation process.

❋

7.4. Analyzing Goals Using Standard Reports

 7.4.1. Overview Report

Purpose: Provides a quick glance at the total number of goal conversions, the goal
conversion rate and the total goal value for a non e-commerce site.

The overview page cannot be customized to show particular metrics.

 7.4.2. Goal URLs Report

The number of goal completions and goal values determined per goal URL that has been
set up.

 7.4.3. Reverse Goal Path Report

This report shows you a table on how users reached the goal page and which path they
followed, in reverse order.
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 7.4.4. Funnel Visualization Report

This report shows a graphic of how users reached the goal page, and then how many
users continued along your desired goal path. This graphic will also show if/when users
may have left your funnel process.

 7.4.5. Goal Flow Report

This report enables you to view which traffic-related metrics, such as your sources, which
has brought you the most goal conversions.

 7.4.6. Smart Goals Report

This report enables you to determine how well your Smart Goals are performing.
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 Exercise 24: Group Activity
 15 to 20 minutes

1. Discuss within your groups what kind of goal(s) you would develop for the following
websites:

A. Content website such as www.wsj.com

B. Banking website such as www.bankofamerica.com

C. Product website such as www.dell.com

D. Promotional website such as www.panerabread.com

Conclusion

In this lesson, you have learned:

1. What goals are in Google Analytics and why to define goals.

2. How to set up goals and the various options available.

3. How to analyze goal performance using reports.
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LESSON 8
Funnels in Google Analytics

Topics Covered

The significance of funnels.

 Building a funnel in Google Analytics.

The Funnel Visualization Report.

Introduction

In this lesson, you will learn what a funnel is in Google Analytics, the significance of
developing a funnel, how to build a funnel, and how to interpret the Funnel Visualization
Report.

❋

8.1. Introduction to Funnels

 8.1.1. What Is a Funnel in Google Analytics?

In the previous chapter, we learned about goals and conversions. A funnel is the set of
steps or pages that you expect users to visit on their way to complete the conversion. In
other words, a funnel is a sequence of steps which leads to completion of a goal.

 8.1.2. Why to Use Funnels

1) Analyzing funnel activities helps in assessing the effectiveness of your website in
pursuing users to continue to the next step toward conversion.

2) To understand from which pages users abandon the funnel and where they go after
that.

LESSON 8: Funnels in Google Analytics | 109



3) Analysis can lead to streamlining the important processes, such as the checkout process
or sign-up process which can enhance the conversion rate.

❋

8.2. Building a Funnel in Google Analytics

Setting up funnels in Google Analytics is an optional process in defining goals. As
demonstrated in the previous chapter, navigate to the Goal Settings page.

Notice the Define Funnel section shown in the following screenshot.

To define your funnel:

1. Enter the URL of the first page of your conversion funnel.

2. Enter a unique name for each step.

3. Continue entering the funnel step, with a maximum of 10.

4. Click Save.
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Required Step: When this option is checked, users reaching your goal page without
traveling through this funnel page will not be counted as a conversion.

❋

8.3. Funnel Visualization Report

This report illustrates where users entered the navigation process and how they followed
the funnel until they left the funnel, exited the website, or reached the goal page.

Boxes on the left show how people arrived into the funnel and where they came from.

The boxes on the right-hand side show how many people abandoned each step and where
they went.

LESSON 8: Funnels in Google Analytics | 111



 Exercise 25: Exercise for Interpreting the
Funnel

 15 to 20 minutes

1. Analyze and interpret the funnel report. Note of your interpretation. Share the
same with your instructor:

2. Write down and discuss your thoughts on improving the current process to increase
the conversion rate.
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Solution

The funnel visualization report has three parts:

The left-hand side of the report shows entrance paths. In this example, you will see that
during the conversion process 1,842 people entered the funnel from various entry points
listed in the chart shown in the left-hand side of the report.

The right-hand side shows the exit paths. In this example, 1,406 people exited the funnel
at the entry point itself. After completing the first step no one has exited our funnel.

The middle section shows the step by step funnel conversion process where you can see
how many people continued through the funnel. In this case 436 out of 1,842 people
continued through the funnel process.

Conclusion

In this lesson, you have learned:

1. What a funnel is in Google Analytics and the significance of developing a funnel.

2. How to build a funnel in Google Analytics.

3. How to interpret the Funnel Visualization Report.
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LESSON 9
Integrating Google Ads with Google Analytics
Topics Covered

 Integrating Google Ads with Google Analytics.

Introduction

In this lesson, you will learn how to integrate Google Ads with Google Analytics.

❋

9.1. Tracking Online Marketing Campaigns through Google
Analytics

Google Ads offers pay-per-click (PPC) or cost-per-click (CPC) advertising methods. Google
Analytics can track sessions and conversions from all of these online marketing methods.

Ads Integration

1. Within your Ads account, go to the Account Settings -- Preferences area. Then,
click the Edit link next to Tracking.

2. Select the box that says Destination URL Auto-tagging.

3. Click Save changes.

Google Analytics Integration

1. Within your Google Analytics account, click Admin, and then choose your desired
account.

2. Under the desired account, click Google Ads Linking.

3. Choose + NEW LINK GROUP and choose the desired Ads account to link to.

4. To finalize, choose Link Configuration and then decide the appropriate one.

5. Choose Link accounts to complete.
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See the attached screenshot for complete Google Analytics setup.

All your Google Ads data (impressions, clicks, cost) will automatically be imported into
your Google Analytics account.

Please note: For this process to work, you need to be logged into Google Ads with
the same Google email address that are you using for Google Analytics.

Conclusion

In this lesson, you have learned to integrate Google Ads with Google Analytics.
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