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Introductions Custom Reports
Help & Learning Basic Dashboard

Standard Reports Creation
* Audience Exporting & emailing

e Traffic Sources Measurement Plan
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Segmentin anager
g g * Cross-Domain Tracking

Review your Action
Items
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auditing

Certified Web Analyst
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Introduction

One burning question you have about
your digital library visitors

One thing you must learn to make this
workshop worthwhile




Resource Page

= Available until November 15, 2015

https://clickinsight.ca/carl-ga-2015-10-14




Analytics Value Pyramid
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How Data Gets to Google Analytics

Brief Technical Overview




Where Does the Data Come From?

%
2
é\(\ //alux
Q)é
~ / Action \
/ Opportunities \

Insights \
Analysis \

Reports
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GA Platform

Collection

Further Reading: Analytics Academy Lesson 1.2
http.//bit.ly/AAPPLesson1-2

Processing Reporting

Process data Reports provide
according to access to processed
configured rules data

Configuration

ClickInsight.ca - Google Analytics - CARL
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GA Account Hierarchy

UA-
123456

UA-
123456-

UA-
123456

All traffic

All traffic

All traffic

Internal
traffic only

Canada only

Email
Campaigns

Videos only

USA Only

Paid Search
Campaigns




Data Collection - Web

= Code installed on web page

= When a browser presents
a page to a visitor, the code
executes, sending a string
of information to GA

* First-party cookie is set.
Data sent via the cookie.

= GA logs information and continuously
updates reports




university of toronto library

University of Toronto Libraries
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ch Libraries
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Data Hierarchy

Different Levels
or Scope

Sessions

Interactions
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Basic Navigation & Help

Google Analytics
User Interface (Ul)




In this section...

= Help Centre

= Analytics Academy

= User Interface




Help Centre

Welcome to the Analytics Help Centre

Set-up and basics

Get started with Analytics

Find your way around Google Analytics
Whare you manage Analytics
Diagnostics messages

Set up (web)

Set up (mobile apps)

Glossary

Reporting

Accounts, users, properties and views
Universal Analytics

Data Import

About Google Analytics

Google Analytics Premium

Training and Individual Qualification




ser Interface (Ul) Always Changing

Find your way around Google Analytics

Learn the main features and controls of a Google Analytics report.

New to Google Analytics? Use this interface map and the numbered sections below to familiarize yourself with the main

Reporting tools and controls.
c A

Oct 24, 2014 - Nov 23, 2014
- -

This report is based on 66,644 sessions (

% N
L s B S

66,644 86.85% 57,877 53.45%

Help

Get started with Analytics

Find your way around Google
Analytics

Where you manage Analytics
Diagnostics messages

Set up (web)

Set up (mobile apps)

Glossary
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Find your way around Google Analytics 1

| Learn the main features and controls of a Google Analytics report. Help 4

Mew to Google Analytics? Use this interface map and the numbered sections below to familiarize yourself with the main Get started with Analytics !

) Reporting tools and controls.
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Analytics Academy - Free GA Training

Google Tag Manager Fundamentals

Discover tools to eas 'y manage websie tags for anaklytics, marketing, and more

Maobile App Analytics Fundamentals

Leam how to make your app more discoverable and proftable by measuring your performance with Google Analytics

Ecommerce Analytics: From Data to Decisions

Discover useful reporting and analysss techniques to help your ecommerce business make informed decisions using Google

Analytics data.

Google Analytics Platform Principles

Leam how the components of the Google Analytics Platform work together to collect and organize the business data you need for

reporting and analysis

Digital Analytics Fundamentals

Leamn the core prnciples of digital analytics, including how to build a useful measurement plan for your business and how to get

started with Google Analytics

Search for “analytics academy google analytics”




We’'ve Just Covered...

= Learn to use “Help” and other resources
* Type your question into Google.ca

= Don’t be surprised if the basic controls

change

= Watch for additional free training in the
Analytics Academy




Your Questions Answered

Standard Reports




Standard Reports

%
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~ / Action \
Opportunities \

Insights \

Analysis




What Should You Look At?

What can you find out about your visitors?
- Demographics, devices used
 Location, recency, frequency s8¢ Audience

What traffic sources sent
them to your site? = Acquisition

=

What are they looking at?

+ Content & Events [ Behavior
» Landing Pages

- Site Search

Is there value?
 Goals & Goal Flow

F Conversions

ClickInsight.ca - Google Analytics - CARL October 2015




Audience (Visitors) imi Audience

Chverview

» Demographics

l.. H
gmy Audience v Interests

r Geo

"_", Acquisition

» Behavior
E Behavior
» Technology

I Conversions ¢ Mobile

¢ Custom

https://support.qoogle.com/analytics/answe + Benchmarking

2hil=
r/10120347?hi=en Users Flow

ClickInsight.ca - Google Analytics - CARL October 2015



Questions about Your Visitors

What are my visitors like?
Where in the world? What
cities?

How engaged are my
visitors?

What screen resolutions?

What percentage is mobile
& tablet?

ClickInsight.ca - Google Analytics - CARL

» Demographic (age, gender
& interest)

P Geo (location & language)

P Behaviour (new vs
returning, recency,
frequency)

P Technology (browser,
screen resolutions...)

» Mobile

October 2015




Metrics & Dimensions

= City, Campaign and Keywords are
Dimensions

= Sessions, Pages per Visit, Avg Visit

Duration are

Dimension Metrics
Country S-EEEianE + Pages |/ Session Avg. Session Duration %% Mew Sessions Bounce Rate

Total number of Sessions within the date i =
range. A session iz the period time a user DU 03 J_g
i actively engaged with your website, e LR e
app, etc. All usage data (Screen Views,
Events; Ecommerce, etc.) is associated
1. =l Canada 46! with a =es=ion. 00:04:16

34.88%

2. mg United States 24141 (4.50%) 237 00:01:56

3. 2§ United Kingdom 3139 |o.59%) 222 00:01:34

ClickInsight.ca - Google Analytics - October 2015




Metrics & Dimensions

Metrics
Measures or counts °
In columns °
“Blue” e
Can graph by metrics
Can filter by metrics

Groups of metrics in
additional tabs

Dimensions

Attributes
In rows

“Green’

Graph
dimension

for a

Can filter by dimensions

Secondary dimensions
allow you to see metrics
for a combination of
dimensions




Metrics & Dimensions

Metrics (count)

ClickInsight.ca -

Users (visitors)
Sessions (visits)
Pageviews
Events

Avg Duration
Goal completions
Entrances
Bounces

Exits...

Google Analytics - CARL

Dimensions (attribute)
* City
* Mobile, tablet, computer
* Apple iPad
Page url or title
Campaign name
Source of traffic
Keyword
Browser type

October 2015




Tabs are Groups of Metrics

Site Usage Geoad Sl 1 Gl Sl 2 EsOrrwrrte ChCiy L e

Vigits Papesinit Aong. Tima on N New Vit Baounos Raote Total Goa Rigwiriug

19,031 J.M S48 83.25% 53.12% Compietions €3,733.87
. 1:11 _ 6,082 »

AT Bn i 4 A Y% 2T 35
s &

e s
2 B

= D

Ske Usage Goal Set 1 Goal Set 3 Edommerce Cichs A\ Sarae

Browsed my sde over S menutes (Goadd Visied > 4 pages (GoalT Coanversion Raw Visited »10 pages |Goald Conversion Ray
Conversion Rate) 19.09%, 7.09%
@ 5.42% . AT .

Cbw Unagn Gonil Set 1 Gowl Sl 2 I Fcommaerns II.'.J-r.h L] ASeran

Visits Revenue Trarmsacions Average Value Ecommars Par Visit Value

® 19,031 €3,733.87 69 €54.11 Conversion Rate €0.20
. ' L3481 § 0.36%

0.91'%)




Acquisition (Traffic)

Audience 1‘, Acquisition

Overview

Acquisition ]

v All Traffic

¢ AdWords
Behavior

v Search Engine Optimization
: + Social
Conversions

v Campaigns

ClickInsight.ca - Google Analytics - CARL

Acquisition
Overview
= All Traffic
Channels
Source/Medium

Refarrals

AdWords

» AdWords integration

= Search Engine Oplimization

Queries

Webmaster

Geographical Summary integration

r Social

» Campaigns

October 2015



Questions About Your Traffic

Where does our Traffic
come from?

Which sites send us the
most traffic?

How are my pages ranking
on Google?

Which social networks send
the most traffic?

Which email campaigns
lead to the longest visits?

ClickInsight.ca - Google Analytics - CARL

P Acquisition Overview
P All Traffic > Referrals

» SEO > Google Webmaster
Tools (Search Console)
integration

P Social > Network Referrals

» Campaigns

October 2015




Behavior

Behaviour (Content)

Behavior Flow

« Site Content

Audience All Pages

Content Drilldown

Acquisition Landing Pages

Exit Pages
» Site Speed
» Site Search
Conversions » Events
» Publisher

Experiments

In-Page Analytics

ClickInsight.ca - Google Analytics - CARL October 2015




Questions About Your Content

What are visitors looking » All Pages
at? What content are P Events
they engaging with?

Which pages do they

ages P Landing Pages
start their visits on?

Where do they leave > Exit Pages
from?

What are they searching P Site Search (%usage,

for on my site? search terms, exit)
Which pages are slow P Site Speed
loading?

ClickInsight.ca - Google Analytics - CARL October 2015




Content Grouping

= Multi-dimension
grouping

= Content with
multiple
tags

Discipline: Function:
Engineering Reference




ConverSionS (Value) M Conversions

= Goals
Overdiew
Zoal URLs

Feverse Goal Path

K Conversions

Funnel Visualizat...

e

¥ G0als
» Ecommerce
¥ ECOmmerce
= Multi-Channel Funnels
¥ Multi-Channel Funnels Overview
. . Assisted Conver...
¥ Attribution
Top Conversion ...
Time Lag

Path Length

¥ Attribution

ClickInsight.ca - Google Analytics - CARL October 2015




Goal Setup Requires Admin Access

Maximum 20 goals
Four sets of 5 goals

Conversion Goal
« URL or ‘page’ representing a click or hover
» Sequential pages create a funnel

Engagement-type Goals
» Pages per visit
* Time on site




Goal Flow

Goal Flow

Goal: Blog:Contact Analysis (Goal Flow} =  Lewel of Detail = Export =

F Main Sections

& 14K |
= (none) 1 e
= - Blog:Contac.. Goal Flow)
4 53

= referral
206

= zocial
= 09

= =mail
* 45

ClickInsight.ca - Google Analytics - CARL October 2015




Goal Flow

F Blog
29K 1 3.5K

Main Sections
62/ 1.4K
F Blog:Contac
1/58

ClickInsight.ca - Google Analytics - CARL October 2015




Uncovering Insights & Opportunities

Filtering & Segmenting




Filtering & Segmenting

ClickInsight.ca - Google Analytics - CARL October 2015




BHEIES

= Use in Standard Reports

Primary Dimenzicn: Page Page Title Other -

secondary dimension ~ | Sorl Type Default -

= Use to create Segments

Pages

Email Export= Addto Dashboard  Shortcut

O All Sessions
100.00%




Filters in Standard Reports

Audience

Acquisition

Behavior

Overview

Behavior Flow

 Site Content

All Pages

Content Drlldown
Landing Pages

Exit Pages

» Site Speed

Primary Dimension. Page | Page Title | Other

Secondary dimension = | Sort Type: | Default =

Page Title

Quick Links - Pharmacy eResources -
Research guides at University of Toronio

Drug Monographs - Pharmacy
eResources - Research guides at
University of Toronto

Ebooks - Pharmacy eResources -
Research guides at University of Toronio

Guidelines - Pharmacy eResources -
Research guides at University of Toronio

ClickInsight.ca - Google Analytics - CARL

Pageviews

22,079

% of Total: 1.08%

19,952 (90.37%)

| pharmacy

Unique Avg. Time on

Pageviews Page

19,435  00:04:45

October 2015

00:05:51

00:02:40

00:00:54

00:03:59

Entrances

7,366

Q,  advanced

Bounce Rate

85.14%

51.35%




Tuesday, September 1, 2013
= Pageviews: 6T

Primary Dimensicn: Fage Page Title  Other

| Advanced Filter ON

Include-~ |' ] Matching RegEsxp | | BIC{152/153){ 120)

and

+ Add 8 dimension or metric

Unigue BAuvg. Time on

Pageviews + Pk Pais Entrances

gt D

13008 10985 000246 6,756 63.09%  52.04%

Review vs. Peer Review - BID152: Intro Evolution &
Evol.Genetics - Research guides st University of Toronto

e - 120 {te] 1 icdiversity - arch
I-'.r_\.n e - BIO .AU..AI:EIF-IZEI.IZI n and Biodiversity - Research 00:01.28
guides at University of Toronto

Recommended Resources - BIO152: Intre Evelution &
Ewvol.Genetics - Research guides st University of Toronto
Citstion - Ecology style - BIO153: Diversity of Organisms

00:08:08
- Research guides at University of Toronto




Regular Expressions or “Regex”

= Language for Matching & Selecting

= Recommended Reading:

* https://www.clickinsight.ca/about/blog/test-regular-
expressions-realtime




Symbol or

combo

Match any single

character

Match zero or more of

the previous character

Match zero or one of the
previous item

Match at least one of the

previgus item
Means “or"

Match to the start

Match to the end

Group into an item

Make the character
following literal, and not

have any meaning

WMatch anything

ClickInsight.ca - Google Analytics - CARL

Example

str.pe matches strips, strype, stripe

bob.le matches boble, bobble. bobbbbbie

bob?le matches boble, bobble but not
bobbbbble

bob+le matches bobble, hobbbbble but not
boble

blue |red matches either blue or red

Ablue matches biue shoes but not navy biue

shoes

shoe$ matches Hlue shoe but not biue shoes or

shoe sales

{thank you) means treat "thank you” as a

grouped unit

(]

\. means that the "." is just a dot and not to be

used for matching

blue.*shoes matches blue running shoes, blue
striped shoes, as well as the phrase “biue isnta

Food colour for running shoes”

October 2015




Built In
Segments

“System”

Pages

Emall Export = Addto Dashboard Shortcut

All Sessions

VIEW SEGMENTS

All

System
Custom
Starred

Selected

Import from gallery Share segments

Segment Name

#  All Sessions

E3 Bounced Sessions

G Converters

| Direct Traffic

Made a Purchase

| Maobile and Tablet Traffic
| Mobile Traffic

Multi-session Users

(W] (]

ca""@ctober 2015




Exercise: Create a Segment

Select a discipline (e.g. pharmacy) or a
course (e.g. BIO 100)

Create a segment where all visits include
a page with the discipline or course
» Use Dimension or

Untick “All Sessions”

Apply your new segment




Exercise: Investigate

Using Audience Overview, switch to
“Hours”.
* What time of day is most active?

Using the “All Pages” Title report, which
resources are most highly and deeply
used?




BIO 120 Segment (UTOR)

Audience Overview

Email Export -

BIO 120 Visits

Add to Dashboard

Shortcut

i Mew Sessions =

® Sessions

]

EQ

% Mew Sessions

r.fﬁll

L AL DO AV pef¥ /

Sep 27, 2015-0ct 9, 2015

]

B g

&

Day  Week  Month

100.00%

Wednesday, October 7, 2015 20:00
L] Srnvssx:-ns {BIO 120 Visits): 90

t Mew Sescions (BIO 120 Visits): 16.67% ﬁ\ 50.00%
I’ % \ ’wj M
T Wy

\vf“.

Sessions

BIC 120 Visits

Avg. Session Duration

BIO 120 Visits

00:08:04

sers
BIC 120 W

2. 338
e A A

Bounce Rate
BICr 120 Visits

28.18%
LT W R

Ot 3

Fageviews

BIC 1201

24,464

_..‘.LA.J._.-..h."‘.r‘L-'LJUL PR Y T R

U Mew Sessions
Bl 120 Visits

26.27%
AU AL A

Fages / Session

BIZ 120 Visits

4.50

"\"l Oct 5

B Returning Visitor Bl New Visitor




Be Aware

Sampling




When does Sampling Occur?

Maximum number of sessions GA will process for
a report is 250,000 visits

When sampling occurs, GA analyzes a portion of
traffic, then scales to final numbers

* No sampling in standard reports, until a secondary
dimension or a filter is applied, triggering on-the-fly
processing

Affects long-tail analysis on large sites with over
250,000 visits for the period being analyzed

« Pages and Keyword reports most frequently affected




Example of a Sampling Calculation

= |n a 3 day span, there are 1,250,000 visits, which
is 5 times 250,000. Sampling factor is 5.

- Day 1 : 500,000, Day 2 : 250,000, Day 3 : 500,000

Google will randomly sample by a factor of 5
- Day 1:500,000/5 = 100,000 visits

« Day 2 : 250,000 /5 = 50,000 visits

- Day 3: 500,000/ 5 = 100,000 visits

The randomly selected sessions are then processed

The results are then multiplied by 5 to scale back
1,250,000




See the Impact

= Standard reports — unsampled

Overview

Customize Emall Export~ Addto Dashboard Shortout This report is based Slower response, greater precision - €

“@n 1,133,846
sessions (100% of sessions) Learn more

All Sessions + Add Segment
100.00%

= Add a segment — sampled pe———r——"

v Slower response, greater precision

=

Overview

E

Customize Emall Export~ AddtoDashboard Shortcut Slower rezponse, gneater precision * <«

This report is based
_ " on 479463
sessions(42.29% of sessions)i Learn more

All Sessions Mobile Traffic




Less Precision

This FEFH'J”: ic based Slower rasponse, greater precision

an 1,133,846
sessions (100% of sessions)! Learn more

— =t

1

Add to Dashboard Shortcut This report is based Slower response, greater precision

on 479,463
sessions(42.29% of sessions)] Learn more

LFastE.r response, less precision -

This report is based
on 240,756
sessions (21.23% of sessions)| Learn more

ClickInsight.ca - Google Analytics - CARL October 2015



Audience Overview

Email Export =

S=scions = | VA

® Sessicns

1 ey
SRR

B0

Add to Dashboard

Shortcut

Select 2 metric

/——.—.__.

Sessions

BID 120 Visits

6,735
.

Avg. Session Duration

BIC 120 Visits

00:06:50
_,_,__N"H"H

Uszers
BIO 120 Visits

3,124
—

Bounce Rate

BIC 120 Visits

37.00%

— e

Fageviews

BIC 120 Visits

26,432
|

% New Sessions

BIO 120 Visits

32.15%
—_—

Fages / Session
BIT 120 Visits

392
'\-._.-'—'_-_'J_\-'_F.,‘\_'_\_'_\-\-

Sep 17, 2015-0Oct 9, 2015

This repost is based on 254,579 sessions)|50.29% fof sessions). Lesrn more

Hourly = Day Week Month

B Returning Visitor W New Visitor




Audience Overview

Email Export =

BIO 120 Visits
1.44%

Crwrerview
Sessions = | VS

@ Sessicns

Sessions

BID 120 Visits

7,288
.-'—\—\_o-ﬂ-\_o—'-"‘—’_uM_\

Avg. Session Durstion

BIC 120

00:06:59
P

Visits

Add to Dashboard

Shortcut

Select a metric

Bounce Rate

BIC 120 Visits

36.72%
M

Fageviews

BID 120 Visits

29,846
= 2

% Mew Sessions
BIC 120 Visits

25.60%
R ), O N

Fages / Session
BID 120 Visits

4.10
w\,_-r-\

Sep 17, 2015-0ct 9, 2015

This repert is based on 43,132 session

B Returning Visitor

Hourly | Day \Week

B New Visitor

f sessions), Lesrmn more

Month




Audience Overview

Email Export -

BIO 120 Visits

Add to Dashboard

Shortcut

Select & metric

Sessions

BIZ 120 Visits

6,716
...

Avg. Session Duration

My 4T e
BID 120 Visits

00:06:59
__._w—"’_"”'ﬁ_f =

Bl 120 Visits
3,078
_,_._______,___.-v"_"-'\

Bounce Rate
BIG +20

20 Visits

36.38%
—_—

Sep 17, 2015-0ct 9,

-

This report is based on 428 557 sessions) {88 . 49% f sessions). Leamn more

Hourly Day Wesk Month

Pageviews

BIC 120 te

27,390
.- -~

%% Mew Sessions

B 120 Wisits

32.31%
_\_H_H_FH-H—_'-\_\_'_‘"—-_.—-_.—

B Returning Visiter B MNew Visitor
Pages | Sessicn
BIO 120 Visits
L_.--'—'-'-"'_"'H




Tactics to Reduce Sampling Impact

= Use Views/Profiles
« Content Sections
» Country (e.g. Canada only)

= Analyze for a Shorter Date Range




Let Me See What | want

Custom Reports & Shortcuts




When to Use Custom Reports

Control the way drilldowns occur
Hide unneeded or irrelevant metrics

See the combination of metrics you want
* E.g. See Goals & Bounce Rate in the same view

Explorer Table
* Drill down, column tables

Flat Table
» Up to 5 dimensions. No metrics totals. No graph

Map Overlay




Two Ways to Create

Home Reporting Customization Admin

= Blank template in
Customization Custom Reports

+ New Custom Report + Mew Category Import from Gallery

Title

Canadian Cities : Ship Conversions
= Customize a Standard Report

Home Reporting Customization Admin

4

Location

Customize Emall Export = Addto Dashboard Shoricut

ClickInsight.ca - Google Analytics - CARL October 2015




Creating & Managing Custom Reports

ol Google Analytics Home Reporting Customization

L4 Custom Reports
& Custom Reports

Overview

+ New Custom Report + Mew Category Import from Gallery
Fage Title Report

Title

Page Title Report




Restrictions - Explorer Table

= Up to 10 Metrics (columns)

= Up to 5 Dimensions (rows)

* |f a dimension is greyed out, it's because that
drilldown combination is not available

= Up to 5 tabs

“Custom Reports” in GA Help Center:
https://support.google.com/analytics/answer/1033013




Custom Reports - Flat Table

Edit Custom Report

General Information

Title | Canadian Cities . Ship Conversions

Report Content
Map Owverlay Conversions First (City) Summary (Province) City:Medium + add report tab

Name | Gity:Medium
Type  Explorer  Flat Table

Dimensions

Upto5
Dimensions &
Up to 25
Metrics

Filters - optional

Include - [

ClickInsight.ca - Google Analytics - CARL



Custom Reports - Map Overlay

Edit Custom Report

General Information

Title | UV by Country

Report Content

Mame | ReportTab

Type | Explorer = Fiat Table iMaprHa'l_.r ‘

Zoom Level  word -
Dimension | Country ~

Metric Groups —
| Metric Group

|
|

ClickInsight.ca - Google Analytics - CARL October 2015




After the Report is Created

Apply Segments
Apply in-page report filters
Save to Dashboard (paste URL)

Save to Shortcut




Exercise: Create Page Title Report

= Click on “Customization”
= Click on “+New Custom Report”

= Explorer Table

* Metrics: Pageviews, Unique pageviews, Time on
Page, Entrances, Bounce Rate, %EXxit

* Dimensions: Page Title, Page




Create Custom Report

General Information
Title E‘age TI‘t|E -Hep-m-t

Report Content

Page Title [Explorer) = + add report tab

Mame | Page Title (Explorer) Cuplicate this tab
Typs | Explorer Flat Table Map Overlay

Metric Groups

| Metric Group

+ Add metric group

Drilldowns l

ClickInsight.ca - Google Analytics - CARL October 2015




Exercise: Create Page Title Report

= Part 2: Create another tab, containing a
“Flat Table”

» Copy your “Explorer Table” by clicking “Duplicate
this Tab”

» Click on “Flat Table”




Create Custom Report

General Information

Title | Page Title Report

Report Content

Fage Title (Explorer) Page Title (Flat Table) = + add report tab

e | Page Title {Flat Takle) Cuplicate this teb

Explorery Flat Table | fMap Overlay

ClickInsight.ca - Google Analytics - CARL October 2015



fd Google Analytics Hom R n I:ust-:nﬁzati;I-.

n Custom Repors

Page Title Report

Owverview

Edit §Email Euxport- Addto Dashboard Shorteut

o Al Sessions + Add Segment

Page Title Report

Page Title (Explorer] Page Title [Flat Table)

Fageviews =

® Fageviews

Sort Type

Unigue

Pageviews & Pageviews Time on Page

2427143 1,921,299 42863:16:58

Catalogue Se esults
DEREOEIUC: S ) e 530,414 (21 55%
University of Toronto Libraries
CneSearch Results | University of
e L T 474,294 (19.54% 324 (18.55%) | 9M1BTAZ02 {21438
Toronto Libraries
3.

University of Toronto Libraries 394 659 (16.26% B4568:17:02 (15.08%




Shortcuts

= Simple bookmark

= Captures segment, filters, secondary
dimension

5 l‘..;{'!l}gfk' A Home Reporting Customization Admin it

Location

Customize Emall Export ~ Add to Dashboard Shortcut
Dashboards
All Sessions

: + Add Segment
« Private 100.00% - :

Dashboard

Map Overlay = Explorer
+ New Dashboard

Summary SitelUsage GoalSet1 GoalSet2 GoalSetd GoalSet4 Ecommerce

Shartouts

Add Shortcut

Intelligence Events
Add a shortcut to the current configuration of this report. All customizations, including advanced
segments, secondary dimensions, sorting, etc. are enforced whenever you view the report from
this shortcut. Learn more [4

Enter a name for this shortcut:

My Location Repo
Audience Y porf

Overview Cancel

+ Demographics

ClickInsight.ca - Google Analytics - CARL




Shortcuts

= Can’t group, share, copy — can re-save

Homie Reporting Custamizatiomn Admin

Shortcuts
M3 Dashboards

&=y Shoricuts .
ACtions -

Ovarview .
Winw
i)
Clties Rename

Delete
! Intedligence Events

Cities

Save Emall Export - Addto Dashboard




Reporting Flexibility

Dashboards, Exporting &
Emailing




Dashboards

Two frequent uses
- Status at a glance

« Shortcut to highly used reports
(custom and/or filtered, to save you time accessing data)

20 Dashboards per login ID

Rearrange, add or delete widgets (maximum 12)
Segments can be applied to Dashboards
Customization stored specific to View & Login ID
Shareable




Shareable

ad Google A

Dashboards

- Private

Dashboard

+ New Dashboard

Shortcuts
Intelligance Events
Real-Time

Audience

Home Reporting

Dashboard

+ Add Widget Share

All Sessions
100.00%

New Users

® New Users

Customization

Email

Export =

Admin

T Y e Ay S

S A

Sep 19, 2014 - Oct 19, 2014

Customize Dashboard

Delete Dashboard




Two Ways to Add Widgets

= From a Report, click [ Add to Dashboard ]
* From [ Home ] tab, click [ Add Widget ]

Homa Reporting

1

Location My Dashboard

Customize Emall Export~  Addto Dashboard Shortcut

All Sessions
100,005

+ Add Widgat Emall Export -
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Add a Widget

Widget Settings
Widgat ftls:

| New Users
Standard:

21 N | o)

METRIC TIMELINE GEOMAP

Real-time:

21 N =

COUNTER TIMELINE GEOMAP

>
m
@
m

Graph the following metric over time:

]

Compare with (optional):
. Add a metric

Filter this data:
Add a filter

Link to Report or URL: []
Acquisition / Overview

Save Cancel Clone widget Delete widget
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Exercise

= Create a new “Starter” Dashboard

= Delete the Revenue and Conversion
widgets

= Add a Page Title Table Widget

* Link this new widget to your Custom Page Title
Report




Exercise

= Paste this Dashboard into your View
http://bit.ly/cust101db

= Apply the Segment created in earlier
exercise




Exporting Data

= Standard & Custom Reports
« CSV, TSV, PDF, Google Spreadsheets

Export - Add to Dashboard

7 CsV

= Dashboard
* Export to PDF only

TSV

TSV for Excel

Excel (XLSX)
Google Spreadsheets

https://support.google.com/analytics/answe A PDF
r/10385737?hl=en

Shortcut




https://support.google.com/analytics/answe
r/10385737?hl=en

Email Report: Audience Overview

From
Tao

Subject . Google Analytics: Audience Overview

Attachments Y CSVY » || AUDIENCE OVERVIEW |

Frequency | \eekly » = Day of Week: | s ﬂ T | w | T

 ADVANCED OPTIONS

Active for | 8 months -

Send Cancel
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Managing Scheduled Emails

Home Reporting Customization Admin

Purolator.com - Livesite Purolator.com - Livesite (P... ~

EH AdSense Linking PERSONAL TOOLS & ASSETS
== 1.
B Al Products Z|Z Segments

Annotations
Remarketing
Aftribution Models

Custom Definitions
Custom Channel Groupings

Data Import .
Private Channel Groupings

BETA

Social Settings

Customn Alerts

Scheduled Emails

) Shortcuts




What to Use When

Putting It All Together




Views & Segments

Views Segments

" Think of these as = Sticky filters, active for
permanent partitioned the duration of your
segments of data login session and if you
Can be created & move to a new View

edited by ‘Editors’ but Can be applied to
not ‘Collaborators’ multiple Views

Can be made Can use up to 4
accessible & available Segments concurrently

to all levels ‘Read & Analyze’ can

create AS




Custom Reports, Dashboards &
Shortcuts

Custom Reports Dashboards

Simplify reports by "= At aglance or as a shortcut to
reducing columns a frequently used set of reports

Flat table, Map & Explorer Customized by Login ID

Allows you to control On a specific View
dimension drilldown

Can only graph by Day (at this
Customize report title time)

Available under creator’s = Can share and export to PDF
Login only

. Shortcuts
Can be made available _
across all Views = Save frequently used customized

i report, with AS & in-report filters
Can save a filtered custom

report using Dashboards or Customized by Login ID & View
Shortcut Cannot share

Can export, email, add to
Dashboard
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What Does Success Look Like?

Create a Measurement Plan




Analytics Value Pyramid




Desigh Measurement To Deliver
Value

! g“ * Key

| / - \_ ~ Performance
A— S Indicators (KPIs)

Assess Design

L

Test Execute

N

[—
Decide Analyze
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Business Objective
"Promote customers' appreciation of outdoor activity through the acquisition of camping
and sporting goods."

Strategy: Sell high-quality camping and sporting equipment that helps customers be

C reate a comfortable in the outdoars.

Measu rement Sell via Website Drive Store Visits Sell via App

Plan

Unique to you &
your audiences’
Target Futures

Source; https://analyticsacademy.withgoogle.com/course03/unit?unit=1&lesson=2
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Steps to Create Your Plan

1. ldentify your objective or “target future”

2. What does success look like?
* What will have to be achieved?
* By When?
* What will you measure that will tell you whether

you have achieved success?
* These will be your Key Performance Indicators

3. What are your levers for further success?

* How will you drill down?
« These will be your Segments




The Great Dutdoors sedls camping and

sporing equipmen through their _ ) _ _
wehsite, physical locations. and mobile strategy: Sell high-quality camping and
phane app. Each lactic uses kiy comfortabilg

performance indicators (HPE) which
&Fe metrics to messure their sutcess.

Resvizrvun 18 Fonar el botal mongy
the carmpany makes Trom selling
carnyring and sporting goods fraom the
witlsile,

Avg order value is the average value
for each order submitted via the

na— 4

Membership signup i3 how many piop
signed up for The Great Outdon
mambership program,

partipants weekly deats and#lixounts

on shipping.

Bevenue/Cusiomer is the
average fevenue generated per
cusiomer,

‘Segments

We can segment by product catagory to

Product Category
mizasua Bow wall specific product
We can segment by traffic sourcas to
mieasure how well marketing campaigns
parfarm, Customer Type
We sEEment by oustomer fype k
F

understand how diferent customers. sweh
5 MEW OF MEtLIming. rmpact the busimess.

October 2015
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Some unique challenges

Data Quality




From A Quick Scan

" Marketing Campaign
Tagging

" Events vs Pageviews

" Referrer spam

ClickInsight.ca - Google Analytics - CARL

P Standard taxonomy
PELCEEWEWAE
easier (email vs
Email)

P> Determine purpose
before tagging

P Continuous
monitoring and view
filter updating

October 2015




From A Quick Scan

" Dynamic URLs P High cardinality, leading
to “other”. Consider

stripping URLs and
content grouping

" Sub-domains P> Visits shorter than actual

= Different GA code P Legacy as well as
across subdomains current. Cannot take

advantage of current
features (e.g. custom
dimensions)




Different Versions of the Code

= Old and no longer upgraded
 urchin.js — original 2005 code
 ga.js — Traditional or Classic
* dc.js — Classic remarketing

= New installs
» analytics.js — Universal Analytics
» Should plan to upgrade within the next 2 years

 Older versions will be deprecated. Processing
continues on old versions for a minimum of 2

yea I'S https://developers.google.com/analytics/devguides/collection/upgrade




Universal Analytics - Extra Features

Next Generation Google Analytics
* New code: analytics.js replaces ga.js, dc.js
Fewer cookies, therefore faster loading

User view

* Integrate across multiple devices & platforms — including
‘offline’, rfid

« User ID override cookies for sessionization

« Sync offline and online data

Custom dimensions & metrics

Data import

Mobile app analytics




Measurement Protocol

Point of Sale systems
Offline databases
RFID

User + Event Mobile, Apps, etc, etc

Web site

clickstream ‘»
data
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Your tracking code is in “Admin”

Hernss Reporting Camtomiratiorn Admin

Status: Tracking Mot Instalied

iy Anakylics fracking codo hes nof Been deecied on your wobsie's nome page. For Analios 10 unpior, you
o sl 00 the ool o saGh e of pou wots R

Website tracking

Thes s the Unverssl Anslytics bracking cote for (s g get all the bonefits of Universal Analytics for this property, copy o
Ifle avary wibpage yii wail bo etk

Traeching Code prevere—

Functiond, &, a,g.r,a,mi[Googlednaly tics Digec =i =i fifunaion)

i a=1r]. gl pushiarguemnents 3§ 1[] 1=1 "new Dafed Le=s createClamentio]

n=n gedElemmntsBy TagMeme(o [ 0];a async=1, 8 sscagom. paronibode inserBelooo{n,m)
|iwindow, docurnent, 'scrpl, Y wees poog 'e-analytics. comianalytice i’ ga"

galcraate’, 'LA-
gafsard’, sageyiew’)

=lgenpl

Source: https://support.google.com/analytics/answer/1032385?hl=en




Download Chrome Plugin

Result of Tag Analysis

Tag Assistant (by Google) - Chrome Web Store

https://chrome.google.com/webstore/.../tag-assistant...goo... = Google Chrome
* %% %J Rating: 4.5 - 152 votes - Free |. Floodlight

Mar 28, 2014 - Tag Assistant helps to troubleshoot installation of various Google tags
including Google Analytics, Google Tag Manager and more.

. Floodlight

H Check out: . Floodlight

¢ Your Own . Google Analytics
and other
digital libraries

. Google Tag Manager

. Remarketing Tag

Google Tag Assistant




Exercise

= Download the Tag Assistant Plugin

= What version do you have?

= Do you have Google Tag Manager

installed?




Consider Google Tag Manager

Product
Pages

* Floodlight Tag
* Google Analytics Tag

* AdWords Remarketing Tags
(different on each product page)

+ Google Analytics Tag

+ AdWords Conversion Tracking Tag
+ AdWords Remarketing Tag

* Floodlight Tag

* Google Analytics Tag

+ Google Tag Manager

* Google Tag Manager

* Google Tag Manager

Site with
Hard-coded Tags

Site after
Installation of
Google Tag Manager




Use the Help Center...

Welcome to the Google Tag Manager Help Center

Getting Started

About Google Tag Manager

Before You Begin

Setup and Installation

Tags, Triggers, Variables, and the Data Layer

Common Questions

Tag Setup Guides

Administration

Tags, Triggers, and Variables

Videos

Solutions Guide: Implementing Google Analytics with Google Tag Manager

Release Notes




More Help

= Analytics Academy Tag Manager Course

- Help from GTM E‘ TAG MANAGER

Certified Partner SERTIEIED
bit.ly/gtm-cert-partners PARTNER

= Take a hands-on course

» Next Clicklnsight course Oct 21-22 in Toronto, or
February 2016 bit.ly/emjldev




What we covered today

" Help & Learning Custom Reports

= Standard Reports Basic Dashboard
Audience Creation

Traffic Sources Exporting & emailing
Content Behaviour Measurement Plan

Measuring Value Data Quality
" Basic Filtering &

Segmentin
£ E P> Review your Action

Items




Review Your Action Items

" Questions? ® Clarifications?




Contact

June Li

Managing Director
Clicklnsight
Toronto, Ontario

June.Li@Clicklnsight.ca
Twitter: @june_|i

/_\.
clickinsight

Visit Clicklnsight.ca for
resources, and if you
would like to receive the
Common Sense
Analytics Newsletter




