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LESSON 1
Google Tag Manager

Topics Covered

 Google Tag Manager.

 Creating a Tag Manager account.

Tags, triggers, and variables.

 Containers and container snippets.

Introduction

In this lesson, you will learn what Google Tag Manager is and why it is useful, how to
create a Tag Manager account, about tags, triggers, and variables, and about containers
and container snippets.

❋

1.1. Introduction to Google Tag Manager

Google Tag Manager is a free service that allows you to easily add and update tags on
your website. Using Tag Manager, you are able to update your tags from Tag Manager,
versus updating the code on your site.

 1.1.1. Why Use Google Tag Manager?

So why is it useful to use Tag Manager?

It helps reduce user error.

Tags can fire faster due to asynchronous tag loading.

Teams can work in Tag Manager with multi-account functionality.

❋
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1.2. Creating a Tag Manager Account

The first step in working with Google Tag Manager is to create a Tag Manager account.

This account is the highest level of organization in Tag Manager. This is where you will
create the next level, known as a container. An account can contain multiple containers.

Best Practice: Google recommends that you create one account for your company, and
then one container for each website or app.

To create a Tag Manager account:

1. Sign in to Google with your existing account.

2. Go to https://tagmanager.google.com, and create an account.

❋

1.3. Creating a Container and Container Snippet

After setting up your account in Google Tag Manager, you will now need to create a
container. A container is what is going to hold all of the tags on your site.

You will use Google Tag Manager to create

To create your container and get your container snippet:

1. After setting up your account, click Next, and then set up a container for the
account.

2. Select if you will use this container for a web page, iOS, Android, AMP, or server.
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3. Click Create, and click Yes to accept the terms and conditions.

Tag Manager has now created your container and displays the code snippet.

You will now copy that container snippet and paste it on every page of your site, after the
body tag.

Once the container is added to your site, you can add and manage tags using Google Tag
Manager.
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 Exercise 1: Setting up a Tag Manager
Container

 10 to 15 minutes

In this exercise, you will set up a Google Tag Manager container to use on your website.
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Solution

1. Go to https://tagmanager.google.com and log in with your Google account
information.

2. If necessary, set up a Tag Manager account.

3. Click Continue and then set up a container for the account.

4. Select if you will use this container for a web page, iOS, Android, AMP, or server.

5. Click Create and click Yes.

6. Your container now is created. To add it to the pages on the site, select the text
and copy it after the body tag.

❋

1.4. Tags, Triggers, and Variables

Working with Google Tag Manager, you can add tags, triggers, and variables to your code
to help return information.
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Tags: Tags are code that fire on a web page, sending information to a third party, such
as Google. Most often the tags fire when a web page loads or when the user interacts
with the page.You can add Google tags, as well as non-Google tags.

Triggers: Triggers in the container are attached to tags and determine when the tag is
fired or not fired, that is, they evaluate to either true or false at runtime. A trigger is formed
as the following: [macro] [operator] [value]. Every trigger has an associated event.

Variables: Variables are parts of the code that contain runtime values. You can use
predefined variables in Google Tag Manager, or create your own.

Note

Previously, triggers were referred to as rules, and variables were called macros.

❋

1.5. Using Tags

To add a tag, select New Tag.

Select the Tag Type and then enter any additional information required, and click Save.
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You can add a firing rule to your tag under the Advanced Settings section.

❋

1.6. Previewing and Publishing the Container

After you have added tags to your container, you can preview it, create a version, and
publish it. These options are in the upper-right corner.

Previewing it lets you do a quality check on your container. This will create a version,
which you can then publish. It is possible to publish a version that you have not previewed,
but it is not recommended.
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 Exercise 2: Adding a Google Analytics Tag
 15 to 25 minutes

In this exercise, you will add a Google Analytics UA tag to your container that fires on all
pages of your site.
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Solution

1. Navigate to your container.

2. Select New Tag.

3. Enter a name for your tag, such as “Google Analytics.”

4. Select a Tag Type; in this case, select Google Analytics - Universal Analytics.

5. Under Triggering, click the pencil icon.

6. Select the All Pages option and click Save.

7. Enter the Tracking ID by switching to Google Analytics and selecting Admin then
selecting the property under Properties > Tracking Info > Tracking Code. The
tracking ID appears here.
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8. Click Save to save the newly created tag.

Conclusion

In this lesson, you have learned:

1. What Google Tag Manager is and why it is useful.

2. How to create a Tag Manager account.

3. About tags, triggers, and variables.

4. About containers and container snippets.
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LESSON 2
ECommerce Tracking And Reporting

Topics Covered

 Implementing Ecommerce tracking.

 Interpreting Ecommerce reports.

Introduction

In this lesson, you will learn how to implement Ecommerce tracking and how to interpret
Ecommerce reports available in Google Analytics.

❋

2.1. Enabling Ecommerce Tracking

In Google Analytics, Ecommerce Reporting and tracking is not available by default. To
enable Ecommerce reporting you will need to follow these steps:

1. Modify your view-level settings to enable Ecommerce reporting.

2. Add GATC to your receipt pages.

3. Add Google Analytics Ecommerce tracking code to track each transaction.

 2.1.1. Step 1: Enable Ecommerce Reporting

You will have to enable Ecommerce reporting for a particular view, in order to view
Ecommerce reports.To enable Ecommerce reporting you will need to modify your view-level
settings as shown in the following screenshot, and choose On under Ecommerce tracking:
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Note:You have to enable Ecommerce settings for every single view under which you want
to track Ecommerce transactions.

You can also add Enhanced Ecommerce for a view. These settings allow you to do such
things as determine shopping and purchasing behavior.

To do so, after enabling Ecommerce reports, turn on Enhanced Ecommerce Settings.

 2.1.2. Step 2: Tag Pages

Ensure that you have included GATC tracking code on your receipt pages. The GATC
tracking code can be found in your view settings as shown in the following screenshot.
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For Ecommerce implementations, place GATC near the top of the page instead of the
bottom of the page.

❋

2.2. Implementing Ecommerce Methods

 2.2.1. The _addTransaction() Method

This method collects the primary order information and takes the following arguments:
Order ID, Affiliation, Total, Tax, Shipping, City, State, Country. The order ID parameter
from this method is used to link a transaction with the _addItem() method.
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 2.2.2. The _addItem() Method

This method collects all the product related information such as the name of the product,
its SKU, quantity, etc. For each item that the user purchases, you will have to call the
_addItem() method and pass different parameters as listed above.

For example: If someone purchased two computers of the same make and model, then
you will call the _addItem method just once.

 2.2.3. The ecommerce:send() Method

This method will be called at the very end of the process and it is used to send data to the
Google Analytics server. Ecommerce data is sent separately from the user data using this
_trackTrans method.

The implementation of these methods will vary depending on individual cases (e.g. based
on Ecommerce platforms, coding structure, coding language, etc). Here is an example of
what the code on your final receipt might look like:
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Image Note:The above screenshot is from Google’s Universal Analytics help section.
The full developer details, and this screenshot attribution, can be found on
https://developers.google.com/analytics/devguides/collection/.

Note:The values shown in the above example are what you will see if you view the source
code on the receipt page after the transaction is completed. However, your website code
will need to dynamically retrieve the values from your Ecommerce platform to populate
these fields.

❋

2.3. Ecommerce Overview Report

This report provides an overview of Ecommerce activity on your site. It shows a snap-shot
of the Ecommerce Conversion Rate, Sales and Top Revenue Sources. All of the
Ecommerce reports are now available under the Conversions Reports of the reporting
interface.
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❋

2.4. Shopping Behavior Report

This report allows you to view the number of sessions that included each stage of your
purchase funnel, how many sessions continued from one step to the next, and how many
abandoned the funnel at each stage.
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❋

2.5. Checkout Behavior Report

The Checkout Behavior report allows you to determine how successfully your users moved
through your checkout process.
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❋

2.6. Product Performance Report

This report shows your performance listed per product (designated in your Ecommerce
tracking code). By default, you can see the Quantity, Unique Purchases, Product Revenue,
Average Price, and Average QTY for all of your product categories, or you can click any
product to see specifics.

20 | LESSON 2: ECommerce Tracking And Reporting

EVALUATION COPY: Not to be used in class.



Use this report to determine which of your products are performing best (or worst).

❋

2.7. Sales Performance Report

This report shows your total day-by-day revenue listed in order of which days produced
the most revenue.
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Use this report to determine spending patterns of your customer base, i.e., which day of
the week the most revenue was generated.

❋

2.8. Product List Performance Report

This report allows you see how the Product Lists on your site performed.
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❋

2.9. Multi-Channel Funnels

This group of reports shows valuable information about your traffic sources and how they
worked together to complete one of your set goals and conversions like an Ecommerce
transaction.

Use the Overview report to determine how many of your total conversions (goals +
transactions) over your selected time period had “assisted conversions”. In the screenshot
below, you can see that this website had 567 total conversions in the time period, and 303
of them were assisted by multiple traffic sources.
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❋

2.10. Assisted Conversions Report

This report shows you more detail about your assisted conversions. By default, you will
see your main channel groupings listed in the report. Note that you can also switch over
to source or medium view as well.
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Use this report to determine which sources helped along the conversion path. This will
also help you determine which online marketing avenues to focus your time and energy
on.

❋

2.11. Top Conversion Paths Report

This report shows you the most popular traffic paths visitors took to complete a conversion.
This report will also show you paths that include the same traffic source. For example,
you’ll be able to see when people may come to your site directly six times before completing
a conversion.
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Use this report to determine your most popular paths, and see if you can conclude any
online marketing changes/improvements to gain shorter paths.

❋

2.12. Time Lag Report

This report shows the number of days in between sessions before a multi-channel
conversion has been completed.
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Use this report to determine the overall length of your online sales cycle.

❋

2.13. Path Length Report

This report shows you how many conversions happened based on the overall length of
the conversion(s), more specifically, the number of channels that were involved in each
conversion.
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Use this report to determine your online engagement, and how many interactions need to
be involved on your website before a conversion is recorded.

Conclusion

In this lesson, you have learned:

1. How to implement Ecommerce tracking in Google Analytics.

2. How to interpret Ecommerce reports available in Google Analytics.
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LESSON 3
Social Media Analytics

Topics Covered

 Setting up social interactions.

Tracking social media interactions.

Introduction

In this lesson, you will learn how to begin using social interactions with Google Analytics,
how to set up social interactions, and how to track social media interactions.

❋

3.1. Introduction to Social Interactions

With the growing popularity of social media marketing, many companies have a desire to
learn more about what social media properties are performing the best, and which social
media interactions are getting the most results for the company.

As we discussed in the Introduction to Google Analytics course, the new social media
reports alone are a very powerful tool in helping determine some of the answers to the
above questions. By default, Google Analytics will automatically pull in social media traffic
details from the biggest social media sources out there. For example, how many people
clicked one of your Facebook wall posts, how many Twitter users clicked a company tweet
and then made a purchase, and so on.These reports can all be found under Acquisition,
then Social, and then you’ll be able to choose your desired sub-report to dig into!

Now, many companies are using social media tools as a key marketing tool in content
dissemination. So, they’ve embedded social media interaction tools right on their websites,
including, but not limited to: Facebook like buttons, Twitter share buttons, and Pinterest
pin buttons. Take a look at the screenshot below from the popular social media news site,
Mashable.com.
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Each of those social media interactive buttons have a code behind them to connect the
action to the desired result of someone sharing that specific article on the user’s social
media page or feed. By default, Google Analytics will not track these interactions. But, the
good news is, with a little coding work, all of this data can flow seamlessly into your Google
Analytics reporting structure.

❋

3.2. Setting up Social Interactions

Google has developed a very comprehensive guide to setting up interactions on this link:
https://developers.google.com/analytics/devguides/collection/analyticsjs/social-

interactions. The information in this sub-lesson will be a highlight of the steps you need
to complete on your site.

There is one last item to cover before we begin. First, all of your Google+ interactions are
automatically built into the Google Analytics reports. No need to do anything beyond having
Google Analytics installed and a Google+ button on your website pages. Beyond Google+,
Google Analytics currently offers tracking support for Facebook and Twitter. And here are
the specific actions:

Facebook like

Facebook unlike

Facebook share

Twitter tweet

The general idea is that you need to add in some social media code snippets within each
of the Facebook and Twitter actions. Below is an example of the full code needed:

ga('send', 'socialNetwork', 'socialAction', 'socialTarget';
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The first two parameters, socialNetwork and socialAction are required fields, while
socialTarget is optional. So, we need to add these parameters right within our social
interaction code on our site. And each action, such as a Facebook like button, or a Twitter
tweet button, needs to have this customized code built in.

Let’s take a look at a Facebook like button example from Google’s tutorial (credit: same
developer link above).

You can see that it is customized to the Facebook requirements. In the third and fourth
lines, you’ll notice they have included the parameters of facebook and like, so Google
Analytics knows where to place this action.

Overall, this process is fairly tedious, but the end result of having these actions listed within
the Google Analytics reports can be very helpful. Let’s get thinking about ways to use
these tools on our own site in the concluding exercise next.
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 Exercise 3: Social Interaction Setup
 15 to 20 minutes

1. Take a moment and read through the Google code page:
https://developers.google.com/analytics/devguides/collection/analyticsjs/social-interactions.

2. Take a look at one example, such as a Facebook unlike, and develop the code
specific to your website.
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Solution

Talk through your solution in class and share with the instructor.

In the exercise example given above, here is the proper code for a Facebook unlike:

FB.Event.subscribe('edge.remove', function(targetUrl) {
ga('send', 'facebook', 'unlike', targetUrl]);

});

❋

3.3. Social Media Reporting

We discuss all of the social media reports in the Introduction to Google Analytics course,
but because of growing popularity, we will also go through these reports in this course as
well.

These reports show you how many website visitors are sharing your content through social
media (e.g., liking one of your pages from the Facebook account, tweeting one of your
latest stories, etc.). To view these reports, there is now no need to set up any additional
tracking codes; you just need people to share your content! Let’s go through each of the
sub-reports individually.

All of the following reports can be found under Acquisition, Social.

In the Overview report, you will be able to determine your site’s social value in respect to
social media engagement. In comparison to overall visits, this report shows how many of
those visits occured due to a social media referral, as well as which social networks brought
you the most visits.This report also shows the high-level engagement of how many visitors
completed one of your conversions, coming from a social media source.

As seen in the sample screenshot below, YouTube was the most popular social media
source, bringing in 312 visits, or 66.52% of all social media traffic. And by looking at the
pie chart, you’ll see that social media assisted in some sales, $880.89.
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In the Network Referrals report, we get to see a greater breakdown of which social media
sources were our best referring sites. Not only does this report show visits, it also goes
into detail surrounding pageviews, average visit duration, and pages/visit metrics as well.
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In the Landing Pages report, we get to see which website pages were shared the most.
This is a great report to check out if you might be using social media for specific campaigns.
And, the same metrics mentioned above are shown in this report as well.

As seen in the sample screenshot below, a Google Merchandise Store YouTube video
page was the most shared resource in this time period. And that aligns with marketing
goals, as that page was promoted in the weeks leading up to this past webinar.
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In the Conversions report, we get to see a detailed breakdown of which social media
visits resulted in sales or other website conversions that have been setup. The report
shows the social media source, number of conversions, and total conversion value.

In the Plugins report, you can see how the social buttons on your site are performing.

In the Users Flow report, we get to see the navigation path that our social media visitors
particpated in. We get to see each social network’s traffic, along with their most popular
paths, including first and second interactions. This is another report to keep an eye on if
you are conducting a lot of social media campaigns. You’ll want to see how people are
navigating your site, and if anything can be changed to help go on the desired path you
want visitors to take.

As seen in the sample screenshot below, let’s look at the top YouTube path. From YouTube,
most visitors landed on our Dreamweaver webinar page, and then went to view our
self-paced training options. If we were using YouTube to promote our services, then we
can conclude this was a positive campaign(s). What do you see on your site’s navigation?
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Conclusion

In this lesson, you have learned:

How to begin using social interactions with Google Analytics.

How to set up social interactions.

How to track social media interactions.
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LESSON 4
Virtual Pageviews

Topics Covered

 Fundamental concepts and syntax.

 Leveraging virtual pageviews.

Introduction

In this lesson, you will learn fundamental concepts and syntax for virtual pageviews, and
how to leverage them.

❋

4.1. Introduction to Virtual Pageview

By default, the older version of Google Analytics tracked viewed pages by calling the
JavaScript method called _trackPageview () in the GATC. Google Analytics records the
URI directly from your web browser and displays it in the report as the pageview. The
current iteration of Universal Analytics uses ths same general methods, but the JavaScript
snippet now uses pageview.

However, you are allowed to override this normal function by modifying the _trackPageview
method to create virtual pageviews. For example:

ga('send', 'pageview', 'page path');

ga('send' 'pageview' '/courses/ILO/Web Analytics/GoogleAnalytics101');

 4.1.1. Why to Use Virtual Pageviews

Virtual pageviews are extremely helpful in the following situations:

1. Your website has a complex URL structure due to dynamically generated web
pages.
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2. You want to track file downloads.

❋

4.2. Virtual Pageviews and Dynamic URLs

If you have a website that dynamically generates pages based on certain query parameters
then you can use virtual pageviews to help clean up your Content Report. Virtual
pageviews will help make your reports easier to read and understand.

For example, if your original link looks like the following example, then it will be difficult to
interpret the same in your Google Analytics reports.

http://www.example.com/s/ref=amb_link_85318851_3?ie=UTF8&node=565108&field-availability=-
1&brand=acer&emi=ATVPDKIKX0DER&pf_rd_m=ATVPDKIKX0DER&pf_rd_s=center-5&pf_rd_r=0YM  ↵↵
SR93FFWM4QZ1Y9ZVF&pf_rd_t=101&pf_rd_p=1243829422&pf_rd_i=565108

To resolve this, add the following line of code in addition to the GATC:

ga(['send', 'pageview', '/products/electronics/computers/netbooks/accer']);

By doing so you will generate a virtual pageview with a meaningful name, and thus you
can categorize all such dynamic pages into groups within your content report.

❋

4.3. Virtual Pageviews for Tracking File Downloads

Google Analytics by default cannot track any file downloads by using standard GATC
implementations, since a file download will not trigger a new pageview. Thus, you will
need to create a virtual pageview to trick the system to generate a pseudo pageview when
someone downloads a file from your website.

For example, if your original link looks like:

<a href="http://www.example.com/GPriceList.pdf">Download a PDF</a>

You need to modify the above link to look like:
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<a href="http://www.example.com/report.pdf" onclick="_ga(['send' 'pageview' '/vp/down  ↵↵
loads/pdf/GlobalPriceList.pdf');" />Download a PDF</a>

By doing so, you will generate a virtual pageview when someone clicks on the download
link. Virtual pageviews are captured in the Top Content and Content Drill Down reports.
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 Exercise 4: Application of Virtual
Pageviews in Goals and Funnels

 10 to 15 minutes

You would like to track a PDF file download as a goal in Google Analytics. Accomplish
this task using virtual pageviews.
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Solution

1. Modify your original download link with the _trackPageview method. For example:

<a href="http://www.example.com/report.pdf" onClick= ga('send', 'pageview', '/Re  ↵↵
ports/Nasa.pdf');">Download a PDF</a>

2. Within an appropriate profile create a new Goal.

3. Use the following configuration for your new Goal. Note that the Goal URL in the
following screenshot matches the virtual pageview that you created in step 1.

Conclusion

In this lesson, you have learned:

1. Fundamental concepts and syntax for virtual pageviews.

2. How to leverage virtual pageviews.
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LESSON 5
Event Tracking

Topics Covered

 Fundamental concepts and syntax.

 Leveraging event tracking.

 Interpreting event reports.

Introduction

In this lesson, you will learn the fundamental concepts and syntax of event tracking, how
to leverage event tracking, and how to interpret event reports.

❋

5.1. Introduction to Event Tracking

Web 2.0 has introduced us to many interactive elements embedded in a website such as
video players, games, etc. Google Analytics by default cannot capture these interactions
since when a user interacts with a video player no pageview is generated. Also, Ajax-based
activities don’t generate any pageviews and can’t be tracked using standard GATC
implementations.

 5.1.1. Why Use Event Tracking?

Event tracking has the following advantages with respect to virtual pageviews:

1. Event tracking won’t generate an extra pageview each time an interaction occurs.
Thus, you won’t inflate your pageview count.

2. Event tracking has its own dedicated reports section. Therefore, you’ll be able to
interpret event-based interactions in much greater detail.

❋
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5.2. Understanding the Event Tracking Setup

 5.2.1. The _send Method

The _send method consists of four different components.The following snippet shows the
generic syntax for the _send method:

ga('send', 'event' 'category', 'action', 'optional_label', optional_value);

The first two components (i.e., category and action) are required parameters. The label
and the value parameters are optional.

 5.2.2. Event Tracking Architecture (Category, Action, Label, Value)

ExplanationComponent
Name

Used for specifying the name of the object or type of the object. Think
of category as a big bucket in which certain events can belong (e.g.
all the videos on your website). Takes only text values.

Category

Used for capturing a particular action that a user will perform (e.g.,
clicking the Play button). Takes only text values.

Action

Used for distinguishing different items. Within a particular category
(i.e., within the video category) you can label different videos (e.g.,
the Iron Man 2 trailer). The label field is optional.

Label

This parameter takes only numerical values. The value field can help
monetize an event. This is an optional parameter.

Value

❋

5.3. Implementing Event Tracking

Here is an example of what a code snippet might look like:

ga('send', 'event', Videos', 'Play Button', 'Iron Man 2 Trailer', 100);
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In the above example the flash code for the video player calls the _send method and
passes in values for each of the parameters.

Note: Google Analytics will only track up to 500 events per session. Thus, plan ahead to
ensure that you are not tracking highly repetitive events.

❋

5.4. Event Tracking Reports

 5.4.1. Overview Report

All of the event reports can be found under the Behavior reports in the reporting side
panel. This Overview report provides a high-level overview of your event tracking efforts.
All events triggered throughout your site within a specific date range will be displayed in
this report.
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 5.4.2. Top Events Report

This report provides you with information on the category level (i.e., which categories
recorded events).You can use this report to determine more analytics information on your
Event Category, Event Action, or Event Label, and how many of your events occured
for each measurement.
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 5.4.3. Pages Report

This report goes through the pages on your website that have triggered an event you’ve
set up.
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 5.4.4. Events Flow Report

This report is a visual representation of the order in which users trigger the Events on your
site.
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 Exercise 5: Event Tracking Reports
 10 to 15 minutes

Consult the Pages Event Tracking report to determine how the pages of your site are
triggering events.
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Solution

From the Reporting section, select Behavior, Events, Pages.

Conclusion

In this lesson, you have learned:

1. Fundamental concept and syntax for event tracking.

2. How to leverage event tracking.

3. How to interpret event reports.
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LESSON 6
Custom Dimensions and Metrics

Topics Covered

 Custom dimensions and metrics.

 Custom variables.

Introduction

In this lesson, you will learn when and how to leverage custom dimensions and metrics,
the architecture of custom variables and the appropriate syntax, and to implement custom
variables under different scenarios.

❋

6.1. Introduction to Custom Dimensions and Metrics

Google Analytics has a plethora of default metrics, which can be used for slicing and dicing
your data. For example, you can segment your data based on geographic locations, traffic
sources, language preferences, etc. In addition to these default variables, Google Analytics
allows you to define your own variables to classify and segment your data any way you
like.

These user-defined variables used to be called custom variables in Google Analytics.
Now in Universal Analytics, these are now broken apart as separate Custom Dimensions
and Metrics. You should use custom dimensions in Universal Analytics where custom
variables would be used in Classic Analytics, in the ga.js JavaScript library.

 6.1.1. Why and When to Use Custom Dimensions and Metrics

Practically, you can create custom dimensions or metrics even for segmenting internal
traffic, which is traditionally done via filters. It is important to note that the custom
dimensions and metrics are available for properties that have been previously enabled,
or that contain one app reporting view. In general, you may want to define custom
dimensions and metrics under the following conditions:
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1. If you want to create a different category that is not available in Google Analytics
for segmenting your visitors.

2. If you plan to capture specific information about your visitors and segment your
data based on that information.

For a regular Google Analytics account, there are 20 incides available for custom
dimensions and 20 for custom metrics. It is important to note that custom dimensions
cannot be deleted, but they can be disabled.

 6.1.2. Examples of Custom Dimensions and Metrics

1. Identifying subscribers versus non-subscribers.

2. Segmenting buyers based on their shipping preferences.

3. Segmenting your visitor based on their professional background (e.g., technical
vs. non-technical background). First make sure that you can legally obtain and
use such information.

❋

6.2. Architecture of Custom Dimensions and Metrics

 6.2.1. The tracker Method

To create a custom dimension or metric you will need to use the tracker method.You can
pass three or four different arguments through the tracker method.

 6.2.2. Custom Dimension Values

ExplanationArgument Name

This is a required field which helps in identifying the custom dimension
within the report section. Name can be any series of letters, numbers
or symbols (e.g. Professions).

Name

There are three types of scopes, each represented by a numerical
value. 1 - Visitor, 2 - visit or session and 3 - page-level. This is an
optional field and by default it is set to page-level interaction.

Scope

This is a required field that allows you to choose active or inactive.Active
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 6.2.3. Custom Metrics Values

ExplanationArgument Name

This is a required field that helps in identifying the custom
variable within the report section. Name can be any series of
letters, numbers, or symbols (e.g., Professions).

Name

This is a required field. The type determines where the data is
displayed in the reporting structure.

Type

This is field you can use to choose a minimum and maximum
value.

Minimum/Maximum
Value

This is a required field that allows you to choose active or
inactive.

Active

Syntax for creating a custom dimension is as follows:

ga('send', 'pageview', }
'dimension5': 'My Example Dimension'
});

Syntax for creating a custom metric is as follows:

ga('send', 'event', 'category', 'action',{
'metric8': 8000
});

❋

6.3. Implementing Custom Dimensions and Metrics

Your code for creating a custom dimension/metric must be placed prior to the Pageview()
method.

But before you add your code, you’ll need to set up your custom dimension and/or custom
metric. To do this, head over to your Admin panel, choose the desired Property, choose
Custom Definitions, and then either a Custom Metrics or Custom Dimensions.

With either choice above, you will then need to create a new dimension or metric, and
then fill out the appropriate fields based on your desired settings.
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❋

6.4. Example Scenario from Google

As Universal Analytics is a newer platform, and there are many different uses for custom
variables, we wanted to share their example from their development guide.

The following content and screenshot are from Google’s Universal Analytics
development guide. The physical URL and source of this content can be viewed
h e r e :
https://developers.google.com/analytics/devguides/collection/analyticsjs/custom-dims-mets.
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Conclusion

In this lesson, you have learned:

1. When and how to leverage custom dimensions and metrics.

2. Architecture of custom variables and appropriate syntax.

3. How to implement custom variables under different scenarios.
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