TRACKING YOUR WEBSITE WITH

GOOGLE ANALYTICS

CHRIS EDWARDS



Hi, | am Chris Edwards
Data Nerd & Agency Owner

Website Developer 18 years
WordPress Developer 6 years
Google Analytics 13 years
Digital Marketer/SEO 11 years
Data Nerd my entire life

Twitter: @ChrisEdwardsCE
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Outline For Today’s Talk

e [nstallation (WordPress)
e All 6 Standard Reports

e Filters & Segments

e Event Tracking

e Goal Tracking

e UIMS

oeGDPR & Google Analytics

We will have time at the end for Q&A! Have your questions ready
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I INSTALLATION
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Two Methods

| suggest using Monster Insights if you’re
peginner. It has a simple setup process that will
walk you through setting up your Google
Analytics account and tracking your website.

Advanced users can install the Google Analytics
code directly or use Google Tag Manager

Monsterinsights
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Add the provided code from Google Analytics to
the <head> of your website.

Most themes have an option or setting that
allows you to add scripts to the head section.
Check with your theme support on where this
can pe found.

Installing Code

<!-- Google Analytics -->

<script>
(function(i,s,o,qg,r,a,m){i[ 'GoogleAna

(i[r].qg=i[r].q]||[]) .push(arguments) },
m=s.getElementsByTagName(o)[0];a.asyn

}) (window, document, 'script’', "https://

ga( 'create’, 'UA-XXXXX-Y', 'auto');
ga( 'send', 'pageview');

</script>

<!-- End Google Analytics -->

@ChrisEdwardsCE




I REAL-TIME REPORTS
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Watch The Traffic Flow

Real-Time reports allow you to view traffic in (D REALTIME

redl-time to your website.
Locations

YOU can view what pages visitors are actively Faffic Sources

looking at, where the visitors are from, where
they come from and live data on conversions
and events.
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DEMO TIME!



IAUDIENCE REPORTS
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® AUDIENCE

Know Your Visitors -

Overview

Active Users

Lifetime Value BETA

Cohort Analysis BETA

Audience report Is the largest section within
Google Analytics. It has 15 sub-sections.

Audiences NEW
User Explorer

» Demographics

These sections show demographics, geo  erecte
location, technology, interests and more. > Geo

» Behavior
» Technology

» Mobile
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I ACQUSITION REPORTS
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Know What Channels Work

Acquisition reports are where you find out what “-  ACQUISITION
IS driving your traffic and conversions. .

» All Traffic
Here you can find information about each > AdWords
channel, Adwords, SEO, Social and UTMs (more > Search Console
about that later) > Social

» Campaigns
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I BEHAVIOR REPORTS
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Know What Visitors Are Doing

=

Behavior reports are where you find out what
your ViSItors are doing on your site.

YOU can see what pages they are looking at,
Site speed, what they are searching for and the
events they are doing. (More on that later)

BEHAVIOR
Behavior Flow
Site Content
ed
Events
lishe
ExXperiments
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I CONVERSION REPORTS
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This is what it is all about. Conversions!

Conversion reports contain our goals & [l CONVERSIONS
CONVersions. .

S
This is the most important metric as all your > MultiChannel Funnels
work drills down to making conversions. We will . Arribation
talk more apout setting up goals in a few
minutes.
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FILTERS &
ADVANCED SEGMENTS
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Filter vs Advanced Segments

Filter - A filter is applied to a profile view and is permanent. This stops the
data from ever being saved into a profile.

Advanced Segment - An advanced segment allows you to isolate similar
visitors into groups. These can be applied to any report without making
permanent changes to your data.
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How To Create a Filter

- . o ) chris@amazingcorps.com n
ad Google Analytics Home Reporting Customization Admin Effin Amazing - Website - hitp://effinam... ¥ O ‘_

All Web Sile Dala

Administration

Effin Amazing

ACCOUNT PROPERTY VIEW
Effin Amazing v - Effin Amazing - Website v - All Web Site Data =
Bly Account Settings 1 Property Settings B View Settings
=== User Management - User Management === User Management
Y Al Filters JS  Tracking Info F Goals
*2) Change History PRODUCT LIKKING 2. Content Grouping
P Trash Can =] AdWords Linking Y Filters
E AdSense Linking j—.. Channel Setlings
Ad Exchange Linking W Ecommerce Settings

@ChrisEdwardsCE




How To Create a Filter

- . - chris@amazingcorps.com
ad Google Analytics Home Reporting Customization Admin Effin Amazing - Website - http://effinam... = @ ‘n
All Web Site Data

Administration » View Filters

Effin Amazing / Effin Amazing - Website / All Web Site Data <
VIEVV
- All Web Site Data -

Rank 4+ Filte Filter Type

ﬁ View Settings There is no data for this view.

22> User Management

F Goals

}‘ Content Grouping

Y Filters
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How To Create a Filter

VIEW Add Filter to View
+— All Web Site Data M

Choose method to apply filter to view

e Create new Filter

Apply existing Filter

2= User Management Filter Information

Filter Name

F Goals

Block Internal IP

Content Groupin
,‘ . Filter Type

Y Filters Predefined Custom

m Channel Settings Exclude « traffic from the IP addresses thatareequalto «

™  Ecommerce Settings IP address

123.123.123.123

Dd Calculated Metrics BETA
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lter

}; Content Grouping

How To Createa F

Filter Type

Y Filters Predefined  Custom

~u -~ o .
=| Channel Settings

—

ilter Field

W Fcommerce Settings RequestURl ~

GEt CUStom! Dd Calculated Metrics BE]
Go beyond the standard predefined filters .

CONTENT AND TRAFFIC

=|= t
l' 1EnS Page Title
Ing
2 1 Referral
and create filters off any dimension of (3 Annotatos
Up Campaign Target URL
. il Attribution Models Se  Hit Type
Google Analytics - A Sowon
° = Custom Channel Groupings
— BETA ' -
Learn Site Search Category
Source Property Tracking Id
“' Custom Alerts Filter \v perty o
. CAMFPAIGN OR ADGROUP
Verify th rent
G Scheduled Emails Campaign Source
Campaign Medium
Shortcuts
n Campaign Name
Share Assets Campaign AdGroup
Campaign Term
Camnainn ( oantont
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Filter Examples

Edit Filter
Exclude Internal Traffic e

The best converting user on your site Filter Name

is you! Your internal team doesn’t act - ==
like typical web users and will alter
the metrics that are most reported,
Including users, sessions, and o
pageviews. 71.42:64.209

Filter Type

Predefined Custom

Exclude -« traffic from the IP addresses «~ that are equalto «
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Filter Examples

View Filter

Filter Information

Filter Name
Exclude Development Sites exclude effinamazing.loca
Have a development site? Exclude Filter Type

Predefined Custom

traffic going to that hostname.

Exclude traffic to the hosthame that contain -+«

Hosthame

effinamazing.local
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Filter Examples

Lowercase on Campaign Attributes
By default, UTM parameters are case UEp—
sensitive in GA. Simply add 5 Choose mtho 1o appy fiter o Profie
lowercase filters on the UTM _’C*:pa';e 91?3{:5"3“9'
Campaign parameters: Campaign =
Medium, Campaign Source,
Campaign Content, Campaign Term : o

and Campaign Name. Seatch and Repice

@ChrisEdwardsCE




Filter Examples

Filter Information

Filter Name | Exclude All Query Paraf

Filter Type © Pre-defined filter @ Custom filter

) Exclude

Exclude All Query Parameters
Use filters to make website.com/ © Lowercass

) Uppercase
) Search and Replace

order.php?id=1234 and website.com/ ® Advanced

. . Field A -> Extract A | Request URI
orderphp?id=4321 show up as just e T
Order.php by eXCIUding the query Output To ->» Constructor | Request URI

t - Field A Required @ Yes © No
S rlng. Field B Required © Yes @ No
Override Output Field @ Yes © No

Case-sensitive © Yes @ No

v || (202

|| 5A1
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Other Filter Examples

e/nclude/Exclude Specific Campaign
e Owercase on Request URI

e Attach Hostname to Request URI
¢ 0 make page.html be domain.com/page.html

e|Nclude Mobile Only

e|Nclude/Exclude Traffic to Specific Subdirectory
ei.c. /blog/ or /shop/
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Advanced Segments

+ NEW SEGMENT Import from gallery Share segments View == == ?
Segment Name Created Modified
VIEW SEGMENTS
All Users Actions «
All
System Bounced Sessions Actions «
Custom Converters Actions ~
Shared - Direct Traffic Actions «
Starred -
Made a Purchase Actions «
Selected
Mobile and Tablet Traffic Actions «
- Mobile Traffic Actions
N Multi-session Users Actions «
Novwe |l lcare Artinng w
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Advanced Segments

All Users \ Organic Traffic * Referral Traffic N
100.00% Sessions 33.50% Sessions 8.09% Sessions
Overview

Sessions ¥ VS, Select a metnc

® Sessions (All Users) @ Sessions (Organic Traffic) @ Sessions (Referral Traffic)

500
250
Feb 15 Feb 22 _ Feb 29
Sessions Users Pageviews Pages / Session Avg. Session Duration Bounce Rate
All Users All Users All Users All Users All Users All Users

3,313 2,435 6,323 1.91 00:01:39 69.48%
—_——d | o/ — . T

et s -~

Organic Traffic Organic Traffic Organic Traffic Organic Traffic Organic Traffic QOrganic Traffic
1,110 926 2,170 1.95 00:01:32 65.05%
Referral Traffic Referral Traffic Referral Trafﬂ;: Referral Traffic Referral Traffic Referral Traffic

301 251 9590 1.96 00:01:04 64.12%
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Create Custom Advanced Segments

Audience Overview Feb 13, 2016 - Mar 14, 2016
Email Export v Addto Dashboard Shortcut <
All Users

- , + Add Segment
100.00% Sessions

Overview
Sessions ¥ VS, Select a metric

Hourly Day Week Month

® Sessions

o00
250
Feb 15 Feb 22 Feb 29 Mar 7
B New Visitor B Returnmwmg Visitor
Sessions Users Pageviews

3,313 2,435 6,323 ‘-
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Create Custom Advanced Segments

Feb 13, 2016 - Mar 14, 2016

Audience Overview

Email Export + Add tc Dashboard

All Users

Shortcut

+ NEW SEGMENT Import from gallery Share segments

VIEW SEGMENTS
All

System

Custom

Shared

Starred

Selected

[RSB] All sessions

Ads Landing Page

All Users

Bounced Sessions

Converters

Direct Traffic

Daonate Widget Only

Choose segment from list

L 4

View = a=

Created Modified
Oct 15, 2015 Oct 15, 2015 Actions
Oct 15, 2015 Oct 15, 2015 Actions ¥
Aug 3, 2015 Actions
Actions -
Actions »
Actions =
Actions =
Oct 30, 2015 Oct 30, 2015 Actions
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Create Custom Advanced Segments

Audience Overview Feb 13, 2016 - Mar 14, 2016
Email Export + Add to Dashboard Shortcut Q
All Usgrs | + Add Segment
100.00% Sessions

Cancel Preview Segment ig visible in any View Change

Demographics

Summary

Technology

Behavi 25-34 35-44 45-54 55-64 65+
ehavior 100.000/0

of users

Date of First Session Female Unknown

Traffic Sources contains

Advanced -
Affinity Category (reach)
Conditions Sessions
Sequences In-Mar<et Segment B 100.00% of sessions

Other Category contains  ~

Location Continent « contains

DATA DRIVEN @ChrisEdwardsCE

LABS




er Cool Things With Advanced Segments

2= Cancel Preview Segment is visible in any View Change

Demographics ’r

grap Conditions Summary

Segment your users and/or their sessions according to single or multi-session conditions.
Technology
Behavior : : 0
Filter Sessions Include 100.00 /D
Date of First Session AdContent < || contalne < of users
Traffic Sources -~ OR AND
Users
Advanced -

- + Add Filter

Conditions Sessions

Sequences 100.00% of sessions
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Other Cool Things With Advanced Segments

"~ Include hostname filter |

Demographics Sequences Summary
Segment your users and/or their sessions according to sequential conditions.

Technology N : N

Sl Filter Include ~ Sessions * Sequence start Any user interaction - 100.00%

Date of First Session STEP 1 of users

Ad w i w
Traffic Sources Content contains

- OR AND Users
Advanced -
" Add Ste
Cond|t|ons p quSionS
Sequences 100.00% of sessions
+ Add Filter
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Advanced Segments Examples

efVverything you use filters for

e|Nclude Mobile Only

eSNOW traffic from a specific campaign

eSNOW only traffic from a specific geographical location

e|Nclude/Exclude Traffic to Specific Subdirectory
ei.c. /blog/ or /shop/
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Advanced Segments Gallery

aports & help
Email FExport =

S i Type: S s X dala where there are values for "Event Action® dimensic

Time
( ) All Users Sort by a8 B3 =I5 Occam's Razor Awesomeness
By Avinash Kaushik Aug?20, 2013
nce ¢ Most popular .
Latost *hkkt (228 AF150036 N @G S+ [$IE Y Tweet
: i S 5 s criti Mota by Avinash )
view + NEW SEGMENT Highest rating ::rcglrlzclt:sglxxy“zc:ﬁ egments, custom reports and dashboards critical ore by K;Ssar?ik e [:‘- e I Q. Search segments )
e Filter by ranking
: Import
ort Analysis BETA {
VEEW SEGMENTS
; 1 2 K 4 Actions ~
ymographics afs .
ogep Al 7 Show unrated s E3 3| New Google Analytics User Starter Bundie
arects Syste ) By The Google Analytice Team Sep 20, 2013 u Actions v
il Filter by category ARAXL (W) AF141,254a N QB K+ W Tweet
:0 :
Custom v/ Show all calegories A bundle of the musi-have dashboards, custcm reports and segments for Gag}g'ﬁ,gﬂ‘: Actions ~
havior Acquisition any new Google Analytics user. Includes: Really Engaged Traffic Team
Analvtics Academ segmentatlon analysis, Visitor Acqmsnt_lon Efficiency analysis, Mobile
\Jew ve Returnin SRRIRE naiyt 4 metrics by hour segment, SEO: Referring Pages custom... Actions ~
9 Branding :
“requency & Rece. S Campaign Import Actione ~
C Si
=ngagement Selected enversion
Display Advertising e _ _ Actions ~
c 2|z Social Media Traffic
chnology ccmmerce .
Engagcmcnt By Rachel W (GA team) Mar1, 2013 e —
»bile Enhanced Ecommerce *hkhkkd (20) 2F+17606 v QB S+ m W Tweet
stom Lead Generation Captures as many major socdial media channels and common social URL  More by Rachel W Actions v
Mobil shorteners as possitle. Feel free to suggest more so we can maxe this (GA team)
: . more comprehensive. Currently the list includes: facebook, quora, twiter,
nchmarking Organic Searcn linkedin, gocgle plus, youtub2, hacker news, .. Actions =
.sFlow NLtld e vl
.
G0 to Galler Close
sition
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I EVENT TRACKING
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What is Event Tracking?

-vents are user interactions with content that can be tracked
iIndependently from a web page or a screen load.

Downloads, mobile ad clicks, gadgets, Flash elements, AJAX embedded
elements, and video plays are all examples of actions you might want to
track as Events.
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Top Events

Event Tracking

Event Action

Total Events % Total Events

Event Category
Event Action

Event Label

1. copy
2. addnew

3. save

5575 1 95.19%

223 | 3.81%

59 | 1.01%

e —

Primary Dimension: Event Action EventLabel Other
Secondary dimension ¥ Sort Type: Default «

Event Action

1. copy

2. Ssave

Total Events ¥ Unique Events

5,634 1,741

% of Total: 9.58% (18,166)

% of Total: 96.15% (5,857)

5,575 (98.95%) 1,724 (98.35%

59 (1.05%) 29 (1.65%)

e

Q advanced H © = |+

Event Value Avg. Value

0 0.00

% of Total: 0.00% (0) Avg for View: 0.00 (0.00%)
O (0.00%) 0.00

0 (0.00%) 0.00
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Event Tracking JavaScript

Implementation
gal'send', 'event', [eventCategory], [eventAction], [eventLabel], [eventValue], [fieldsObjectl);

Field Name Value Type Required Description

eventCategory text yes Typically the object that was interacted with (e.g. 'Video')
eventAction text yes The type of interaction (e.g. 'play’)

eventLabel text no Useful for categorizing events (e.g. 'Fall Campaign')
eventValue integer no A numeric value associated with the event (e.qg. 42)

Example

ga('send!, 'event', 'Videos', 'play!, 'Fall Campaign');
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I GOAL TRACKING
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What is Goal Tracking?

Goals measure how well your site or app fulfills your target objectives. A
Goal represents a completed activity, called a conversion, that contriputes
to the success of your business.

- xXamples of Goals include making a purchase (for an ecommerce site),
completing a game level (for a mobile gaming app), or submitting a contact
iInformation form (for a marketing or lead generation site).
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Types of Goal Tracking

URL Destination Goals - Tracks visits to a URL.
Visit Duration Goals - How long people stay on your site.
Pages/Visit Goals - Number of pages visited.

Event Goals - Goals based off the firing of an event using event tracking.
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Know Important Metrics!

Leads Remember: You're \
Trial signups limited to 20 goals totall ﬂ

Account creations - |

Newsletter signups '.‘;\‘(\

White paper downloads < )
\ — -

Ebook downloads )_\ N
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Goals (set 1): Goal 4

General Information

Goal Name
@ Active @ Inactive

Goal Type @ URL Destination
@ Visit Duration

@ PagelVisit
(@) E‘V'ent

Goal Details

Goal URL
e.q. For the goal page hitp://www.mysite.com/thankyou.html enter fthankyou.html. To help you verify that your

goal URL is set up correctly, please see the tips here.

Match Type | Exact Match El

Case Sensitive [C]
URLs entered above must exactly match the capitalization of visited URLs.

Goal Value optional

Goal Funnel

Afunnel is a series of pages leading up to the goal destination. For example, the funnel may include steps in your
checkout process that lead you to the thank you page (goal).

Use funnel [

Please note that the funnels that you've defined here only apply to the Funnel Visualization Report. Note: URL
should not contain the domain (e.q. For a step page hitp://www.mysite.com/step1.html enter /step1.html).

Save Cancel

Destination Based & Event Based

Goals (set 1): Goal 4

General Information

Goal Name
|°.' ."-\'.Cti'v'e | : ) |n3Ctl'v'e

Goal Type @ URL Destination
@ Visit Duration
@ Page/Visit
@ Event

Goal Details

1. Configure a combination of one or more event conditions from the list below

Category | - Select - Ad
Action | - Select - z
Label - Select - z
Value - Select - z

2. For an event that meets the above conditions set the following goal value

@ Use the actual Event Value
Goal Value _
) Use a constantvalue

Save Cancel
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Goal Value

Assign a value for each goal. This should not be your only way of tracking
revenue.

Goal values can be useful when looking for the ROl on specific campaigns,
referrals, social sources and more.
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Conversion Rate

Organic Search Traffic

Advanced Segments Email =" Export + Add to Dashboard

Y 56.92% of total visits

Explorer

Site Usage Goal Set1 Goal Set2 Goal Set3 Ecommerce

Visits + VS, Select 3 metric

® Visits
200

M

Primary Dimension: Keyword Source LandngPage Other -

Plot Rows Secondary dimension ~ SortType Default ~
Source Visits ¥ (Goal6 Conversion Rate) (Goal7 Conversion Rate) l
1. google 3,872 33.16% 51.32% }
2. bing 505 35.05% 50.89%
3. yahoo 251 28.69% 47.41%
4. aol 127 28.35% 51.18%
T ———— ——
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I CUSTOM DASHBOARDS
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Custom Dashboards

Mabile =coam marcs Carvarssan Rata CQasita Baravior Mobils Ravanus & 40V
0.01% ® Nounes Raon Aot Saxziea Domline ® Raenue Anaraga Ordar Velue
L - /.,f!\-.'\ o ———
- 20.00% S £20€2.20 £210.

Dashboards are a collection of widgets that BR0CE L

Fer 20 war?

Frhis Feb 22 Fasia Nwd

give you an overview of the reports and

Nabile Device lnfo Scasions  Bownoe Rafe Sdmkiop Wmoble ® ke
App e iFrone 206,741 RN <]
° LppciFed 88,325 E5.17%
metrics you care about most. Dashboards let
° App e iFhone S 29,743 He.ie
App ciFrons S5 26,201 HL2rS

Appc iFronn 3 =us 21,021 S

yYOU MOoNItor many mMetrics at oNCe, SO you can - e

Campaign Sessans  Revenuo op Mcble FroZucts
i ' Appe IFrons 5 11,35 87 37 Top Mobla Products
Inu.sel) RO VI [ TR U
Appr» iPhoow 36 Pl 1n73% A%.765% Preduct Quartily nique
- feWSooMdid Newsketer 2 B 15 6,504 .M Purchases
" The Farks Cenr Kaves an: Hus
Ak T W 3 1
108Eel07cNevalelior 5 3 18 Uil 0.0 O Trasiden e Libe Sovig WY pJ.] <h
SOl Messlikr S 6 18 1,708 £0.00 Ton Moblle Cantent hoto-Food, Plam-Based Dict
02006217 Newsieter 3 8 16 1,067 £0.00 My 15 Mgl Pian . b
tadTur 150 0.0 Page Pagoviews  Time on 1 Il Plan 1 n
Paga
) () ) T 3 2 Neal <an 10 "0
Weel Detvery - Sueck <60 w.0 www.lakzaverknbies comn' : 3407 QG043
I . et Transdicn Packaos ® B
| r | I r r ccechedde 186 £0.00 VA IS NG R COMIODSS By 50 Cl-GEOUTTR-CA o 3038 COD4:3D
) A 158 1.0 riew e - ) “ohor Urawr Krwesses = SN2 8 8
. i v forksoa sthnie ey cumnsasses : 21560 c0lag =orhs Drovr Kiwaes - The Coublce
poviplenne ° w0 ke Cwor 200 Razipos far Plant Bas ¢ i
v lzkocvorbniacs comwhr i o oo’ v R0 B Rt ot Eatieg Al Threwgh the Year
:.w.u lam:z:\'fnm.u-‘.n'n‘l'!:m-.':.u.m-przt:":-'n-.'x':.-a ‘. Z34DE oo ‘vzl aml! 4 ]
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Custom Dashboards

chrim&awozingonrps com
S0 s omernises.com - "REEUshop v 0 ‘
FartOranKrbves Cross Decwk

Q

ad Googe Analytics Heme Reporting Cutomization Adrin

Audience Overview Feb 13, 2016 - Mar 14, 2016

Fromll Fepoet « Add lo Pashhoard Shoeeit Q
lll Hashboo ks

wPivas AT == + Add Seqment

Vouile Ceommere. ..
Cverview

To access dashboards, a user | s —

Vi or Facts ® Sessons
e

+ New Dashhoand ANeen

needs to navigate to the

. Intcll genos Eeents

Feb 15 -ab 22 Feb S Ma 7y

property view, select the B en |

Sessurn Lhsers Prguesiwars Paguy | Ses=@or

1,126,67 765,274 2,267,890 2.01

Auchiznx

”~, ~ -~ —_— ———

° Overview i i S P .
Activa Users
i Ay, Sesyizn Durglion Boancs Rale o New Seusivas
/ Cohort Arsalyse, «14 ) ,
00:02:05 70.30% 52.96%
» Dernographivs e e e e ——— e e . ———
Fimeresis
‘ I ° ) Demographics Language Sessions % Sessions
F Babavior
Languone ’ 1. oo wassy [T 2%
» Tochnalogy
Crurry 2. enqgh PSR TR S
+ Mobs e
Clty 3. @n.ca 4255 | Ao
r Custom
Systom 4, an-au 17,740 | 1.57%
F Barchmarking
Browsar 5. nkr 4340 | 0.39%
Users SFlow
Coere.nyg Syslem 8. de-de 4037 I 0.36%
% Acquiston Service Frowcer 7. de 3832 | 0.32%
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Custom Dashboard Examples

e(G0als & Conversions
eDifferent SEO Dashboards
eSocial Media Dashboara
e\/|SItOr Facts Dasnhboard
eEcommerce Dashpboard
eMoDIle Dashboard
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Google Analytics Solutions Gallery

Pre-Built items that can be imported to your Google Analytics account.

e(GOQls

e ANd More

Google.com/Analytics/Gallery

Segments
eDashboards
eCuUSstom Reports

Google Analytics | Saluticns Galery  #&  Gallary

All Sclutions
mpcind Scluaors

Yy Sxlhutors

Sort by

& st copuar
Alast
Highaal rating

Filter by type

v Akaw Al byaas
At b ihn Kol
Thand Groeaing
Tt kRooacet
wishhesm
S
Renrarwcling lizl

Seqirents

Filtar by ranking

I z 3 E)
S Ehaw urees

L

Flitar by catagary

v Show dl caleger «3
Acquis Jor
Aralylizs ~cademy
Srandirg
Samps
Sarsaraine

¥ep Ay Advechsing

=MV

=rgaime T

=reonmeeyl s

e Gt aor

==
All Salytiors
ss B2 Iz Occam's Razer Awesomencss

Ay Avinrah Knuahik 0 20103

Fo e el Rt : S [ v iwen

A o enion of my 10p Segmants, custor resorts ard caskadands eriical [orary Aravlics Leer.

hnport
Il B2 =2 hNew Google Aralvtics User Starer Bundle
2y The Coople Analytics Taeoer Ecp 20, 2013

dwdokw qun A aw RETRN 7 e R AT

Abardla 2f e Tasl-heve ceanboards, caslom epoets and segmants or any new S2ogle Analvlies Jser Inciudes
eully Envaguee TraTie cogmenlal on analyse, Visiior Aegues bon ETiGer g, arabs 2, Mot o mclico: by heu
wnront SR Refar rg Pacas cusdom

et

288 SEO Dasznboard - Findirg Tep Cortent ard Keywerds
dy Suvin Mk Ul e, 2079

*wdky 8 A4 333 Q a1 m o Twest

mshhzayi vize ot tas avwinn pege by caad complebnrs Mea can sop ke Bl seywerks Wik cotveraiee con
ke s raha o Ao cnckart varkatierg inass

I poet

HH M Content Analysis Dashooard

2

v Vagelin Vel | Ndge Dig = Vour "4 N4

*wdkdr 42 o+ 20,074 ‘ a1 m W Twest

Tz Conenl foadysis Deshibome wall abeo s ane veirg ood croviding ins ot ful dala Bal will 1ols you cealuale e
ARz y oF 1 corert o wehn s Sasen or thess wadg st van will B2 anle 1o 2ot aoe oF 1he panan o
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I et

I Sncial Medis Dashanars
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Ao by waiaa Kouati

k4

Moty Twe Cecde Aravdes Too™

Mors By Boer =k

More by wagels Yarhs | N dgr vy ta

B
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TRACKING ROI
WITH UIMS
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Know What Drove Traffic!

Without UTMS, you can already see the referral source of your traffic, but
yYOoU do not know which campaign, which tweet, which email actually drove
the traffic.

UTMSs allow you to know exactly what is working and where to spend more
marketing dollars.
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DEFINITION

A UTM (Urchin Tracking Module) is a group of tags appended to the end of
URL. When these tags are appended, it allows you track the specifics of
YOour source.

EXAMPLE
http://cesquared.com/?

utm_source=google&utm_medium=cpc&utm_campaign=product&utm_co
ntent=mixpanel&utm_term=segmentation
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EXAMPLE

http://cesquared.com/?
utm_source=google&utm_medium=cpc&utm_campaignh=product&utm_co
ntent=mixpanel&utm_term=segmentation

LET’S BREAK IT DOWN

Website URL: http://cesquared.com Campaign Medium: cpc
Campaign Source: google Campaign Name: product
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EXAMPLE
http://cesquared.com/

LET’S BREAK IT DOWN

Website URL: http://cesquared.com
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EXAMPLE

utm_source=google

LET’S BREAK IT DOWN

Campaign Source: google
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EXAMPLE

utm_medium=cpc

LET’S BREAK IT DOWN

Campaign Medium: cpc
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EXAMPLE

utm_campaign=product

LET’S BREAK IT DOWN

Campaign Name: product
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EXAMPLE

utm_co
ntent=mixpanel

LET’S BREAK IT DOWN
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EXAMPLE

utm_term=segmentation

LET’S BREAK IT DOWN
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Campaign Name

2utm_campaigh=product 5

This acts as the identifier for a specific campaign, product or offering that ?,
O,

you're driving traffic to. oc
EXAMPLES
spring-sale
coGidlI0152015 VOur promo code (250ff)
product
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Campaign Source

?utm_source=google E
7))

This is the referrer of the traffic to your page. This is normally the website, cé’;
platform or tool you posted your link on. A
EXAMPLES
Google Mailchimp
Facebook Outbrain
Twitter Reddit
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Campaign Medium

?2utm_medium=cpc D

1%

This is the marketing medium that referred the traffic. Unlike the source, it o
@)

tracks the type of traffic. 7

EXAMPLES

CPC DOST

banner-aad tweet

emal article-link

@ChrisEdwardsCE




Campaign Content

?2utm_content=mixpanel

O
C
This is an optional part of a UTM, but allows you to easily differentiate '%_
pbetween ads on the same channel. Good for A/B testing ad copy. O
EXAMPLES
content-a
content-b
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Campaign Term

?2utm_term=segmentation

This Is also an optional part of a UTM, but allows you to easily differentiate =3
between different ad keywords. O
EXAMPLES

Your Key Word
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See Campaign Info in Google Analytics

“ (X ’:.{ -

4
't’ Acquisition

Overview

» All Traffic 1

» AdWords

» Search Engine
Optimization

» Social
v Campaigns

All Campaigns

Paid Keywords
Organic Keywords

Cost Analysis

[} Behavior
Overview
Behavior Flow
» Site Content
» Site Speed
» Site Search
» Events

» Publisher

Home Reporting Cuslomization Admin
1
Explorer
Summary Site Usage GoalSet1 Ecommerce

Saessions v VS

Sealect a metric

® Sessions

8,000

kKevani@bufferapp.com
ntips./blog.bufferapp.com - hitps.//'bio v O j

bloqg. bulferapo.com

Day Week Month

Primary Dimension

1.

2.

Source

Campaign

Secondary dimension ¥

Campaign

buffer

Feed: bufferapp (Updates and tips
from Buffer)

Medium

Sorl Type

.(:.,‘\:l_,H:r_:_' { rdel_j um {_“'h,:—.'
Defaull -
Acquisition
% New
Sesslons < Sessions

140,628 40.48%
82,425 (58.61%) 46.73%

25,180 (17.91%) 25.07%

New Users

56,932

38,520

6.312

Q advanced B & = T

Behavior

Bounce Rate
80.39%

83.63%

77.28%

Convers

New
accowm

signuy
(Goal
Convers

Rate)

1.31 00:01:22 5.93

Pages / -
Sesslon Avg. Session

Duration

1.22 00:01:05 0.7

1.36 00:01:54 1.1
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See Campaign Info in Google Analytics

DATA DRIVEN

LABS

@ChrisEdwardsCE

Acquisition Behavior Conversions eCommerce «
Campaign p

. Ngw Bounce Rate Paggs ; Avg. Session Transactions Ecomme!'ce

Sessions J  Sessions New Users Session . Revenue Conversion

Duration
Rate

165,141 44. 96% 74,243 32.12% 5.52 00:03:42 3,262 $526 939.92 1.98%

1 % of Total: Site Av of T Site Avg: Site Ava: Site Avg % of Total 44 99% of Total: 46.66% Site Avg:
Campalgn Names * 35.77% (461 674 o0 :-°.“ 27.61% :'ZCD,'SU; 36.31% 5.18 00:03:42 (7.251) :S—I 129,369.17) 1.57%
(-22.81%) (-11.52%) (6.60%) (0.06%) (25.77%
32,298 (19.56%) 56.67% | 18,303 (24.65% 18.12% 7.29 00:04:52 704 (21.58° $119.165.48 (2261% 2.18%
2. 22,555 (13.66%) 55.46% @ 12,509 (16.85 22 77% 6.57 00:04:04 470 (14.41% $77.226.23 (14.66%) 2.08%
3. 14,610 (5.535%) 11.10% | 1,621 (2.18%] 34.76% 4 .56 00:02:39 121 (3.71% $19.063.85 (3.682%) 0.83%
4. 7,955 (4.82%) 46.49% @ 3,698 (4.98% 69.20% 278 00:01:56 125 (= $18.126.43 (3 44%,) 1.57%
5. 0,571 (3.98%) 556.53% | 3.649 (4.91% 29.02% 6.26 00:04:26 168 (515 $19.009.15 (361% 2.56%
6. 6,298 (3.81%) 54 68%  3.444 (484% 21.47% 6.00 00:03:52 178 (5.4 $30.652.20 (522% 2.83%




Wow, Amazing! Now, how the heck to | create these
“UTMs” for my campaigns?

@ChrisEdwardsCE




Online UTM Builder

Online UTM Tracking Code Builder

Fill in the information in the form below and click the Generate URL button.

Website URL* http://www.yourdomain.com E

Just do a Google search for an online
Campoign Mecur | maring medum: o banner, e, sk UTM builder.

Campaign Name"* e.q. product, promo code, slogar
Campaign Term (optional) Identify the paid keywords - Or -

Campaign Content

‘ Just Visit datadrivenlabs.io/utm

Your Genera ted URL:

Copy URL
e
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SERVICES OUR WORK BLOG ABOUT US CONTACT

GOOGLE UTM BUILDER
»

Website URL * = How To Use Our UTM Builder

To use this UTM builder, simply enter your destination

URL, add your campaign parameters, and copy the
resulting URL. Click on the tabs below to learn more
Campaign Source * 3= about each utm campaign parameter.

+ What Is Campaign Source?
Campaign Medium Paig

+ What Is Campaign Medium?

Campaign Name )
+ What Is Campaign Name?



URL Shorteners

UTMs are long and ugly! Utilize URL shorteners to create easier to view
URLSs and shorter to type URLSs.

A popular shortener services:
http://bit.ly
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GDPR
&
GOOGLE ANALYT
ICS

.\\..




First, take a breath. It’s not as bad as you think.
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Second, | am not a lawyer, just a data nerd. This is
the best information | have, however, consult your
legal representatives.
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Google is your Data Processor. Your organization is

the Data Controller. This is because you control what
data is sent to Google Analytics.

Google has provided you a “data processing
agreement” which you must accept.
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GDPR Compliance Steps

1. Audit for Personally Identifiable Information

2. Turn on [P Anonymization

3. Update Your Privacy Policy

4. f collecting Pl or Pseudonymous ldentifiers, ask for consent

Blocking the EU Is not the best option
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Audit Pl

% (Check your page URLs and Page Titles.

For example, do you have ?2email=user@email.com

% Check you custom Events and Dimensions
For example, do not collect PIl from actions on your site as event label

% Check for Pseudonymous ldentifiers
For example, User IDs, Transaction IDs, Hashed Data, anything that can be tracked back

You must stop these at code-level, not with filters
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mailto:?email=user@email.com

|IP Anonymization

IP’s are used for Geo-Location. Google has an IP Anonymization Feature. It must be
turned on within the GA Code or by using Google Tag Manager.

How It Works

123123123123 -> 123.123.123.0
The last octet of the IP is replaced with a “0”

Geographic reporting accuracy will be slightly reduced
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|IP Anonymization

Enable Via Tracking Code

Jniversal Analytics

ga( set', 'anonymizelp', true);

The new gtag.s
gtag( config', '<GA Tracking Id>’', { ‘anonymizelp’ : true });
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|IP Anonymization

Enable Via Google Tag Manager

UA-99999-9 4

auto n

anonymizelp

@ChrisEdwardsCE




Update Your Privacy Policy

Be Clear, understandable, and concise. This is a more
generalized step, however, include information in your
privacy policy about your Google Analytics tracking.

You’re writing for a regular person, not a lawyer.
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If collecting PII, Build Opt In/Opt Out

If you must collect Pll, you must have Opt In/0pt Out. There are systems and plugins
that may come out to help with this, however, there is no easy way to accomplish this
at the moment.

S—
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Disable Remarketing & Advertising Features

Admin -> Property -> Tracking Settings -> Data Collection

Data Collection for Advertising Features

By enabling Advertising Features, you enable Google Analytics to collect data about your traffic in addition to data collected through a standard Google Analytics implementation. Before enabling
Advertising Features, ensure that you review and adhere to the applicable policies. Data collection for remarketing also requires that data collection for advertising reporting features is enabled. Learn
more

Note: By enabling the toggles below, you enable Google Analytics to automatically collect data about your traffic. If you don't want to collect data for advertising features, then you need to turn off both
toggles as well as ensure that you have not manually enabled any advertising features data collection in your Google Analytics tags.

Remarketing

Enables data collection for Display and Search Remarketing. This includes data from Google's signed-in users who have chosen to enable Google to associate their web and app browsing history with
their Google account, and to use such information from their Google account to personalize ads. Google Analytics temporarily joins these identifiers to your Google Analytics data in order to support your
audiences. When you enable this setting, you must adhere to the Google Analytics Advertising Features Policy, including rules around sensitive categories and the necessary privacy disclosures to your
end users about the data you collect and share with Google.

Advertising Reporting Features

Enables Advertising Reporting features like Audience Demographics and Interests Reporting, DoubleClick Campaign Manager reporting, DoubleClick Bid Manager reporting, and Google Display Network
Impression Reporting that help you better understand your users. Learn more
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Set Data Retention for User and Event Data

Admin -> Property -> Tracking Settings -> Data Retention

User and event data retention

You may change the retention period for data you send that is associated with cookies, user identifiers, or advertising identifiers. These controls do not affect most standard reporting, which is based on
aggregated data. Changes to these settings take effect after 24 hours. (Learn more)

Note: These settings will take effect on May 25, 2018

User and event data retention:

Reset on new activity:

Done
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UPCOMING
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Data Studio Dashboard Webinar

Learn to create amazing custom dashboards

DATA DRIVEN

LABS

Select date range v

Understanding Google Data Studio WEBSITE TRAFFIC ACQUISTION CHANNELS

-&— Sessions —e— Pageviews

30K
@ Organic Search
20K @ Referral
@ Direct
June 12th 2018
others
0
~ I o Mar 27 Mar 30 Apr 2 Apr 5 Apr 8 Apr 11 Apr 14 Apr17 Apr 20 Apr 23
1:00pm Central Time
Sessions Pageviews Bounce Rate Revenue Transactions
7 27,305 2,705
87,811 363,706 45.14% S627, ,
$ -3.5% t2.7% $-4.1% t 48.1% t 36.4%
Page Pageviews ~ Bounce Rate Entrances Query Impressions ~ Clicks
. . . 1 /home 72136 40.49% 41,867 1 waze 220,948 23
. I I hem es I ra I n I n 2 /google+redesign/shop+by+brand/youtube 25,495 59.81% 19,678 2 google t 147,580 25
3 /basket html 20,015 36.46% 1,148 3 133910 5,598
- 4 /google+redesign/apparel/mens 19,728 51.52% 1,787 4 youtube 34913 32
5 /signin_htmi 16,778 20.98% 3,486 5 google shop 23,945 169
6 /google+redesign/accessories 16,249 58.75% 1,482 6 google store 16,278 45
7 /store. html 13474 45.8% 1,925 7 youtube google 14,610 36
8 /google+redesign/bags 12,535 34.79% 1,153 8 google youtube 14,146 26
9 /google+redesign/nest/nest-usa 12,161 26.95% 1,982 ki google water 12,934 17
1N Innnnle+redesinn/nffice 11,705 43 N5% sN7 10 merchandice 1N 3098 14

B JE o paRe o 1-100/ 17330 )




Analytics Summit
3-Day Deep Dive Into Analytics

Analytics Summit Advanced Tracking Techniques

-commerce Tracking

Google Tag Manager

Custom Dimensions & Reports
Advanced Google Data Studio
Connecting To Different Data Sources

June 19th-21st 2018
1:00pm Central Time

X X X ¥ X ¥

I%?F iThemes Training

https://ithemes.com/google-analytics-training/



I QUESTIONS?
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