
Google Analytics
for your Website Statistics



Our goal is to inform you on 
what is possible in Google 
Anlaytics. We will quickly go 
over basics, and then dive in to 
slightly more advanced topics.



Topics Covered
 Overview of Google Analytics
 Basic reports
 Advanced reports and features





Report Categories
 Real-Time: Shows current traffic 

on your site at the time of viewing.

 Audience: Location, visit 
frequency, browser/device, etc.

 Traffic Sources: Referring sites, 
AdWords, search phrases, etc.

 Content: Pages viewed, events 
recorded,  site searches, etc.

 Conversions: Goals, 
Ecommerce, and Multi-channel

Use the search at the top to help find 
the report you need.



Setup and 
Terms



Setup Google Analytics
 www.google.com/analytics

 Create an Account

 Enter the tracking code to 
   your site
 Ignore all traffic from
   your offices



Basic Terms

 Visits

 Unique Visitors

 Pageviews 

 Pages / Visit

 Avg. Visit Duration

 Bounce Rate



Visits - Number of visitor sessions. New 
sessions starts when:

1) More than 30 minutes have elapsed between 
pageviews for a single visitor.
2) At the end of a day.
3) When any traffic source value for the user 
changes.



Unique Visitors - Number of individual 
visitors to a site over the course of a 
specific time period. Cookies are used to 
mark visitors.



Pageviews - Number of web pages 
loaded across all visits.



Pages/Visit - Average number of web 
pages loaded during a visit.

= Pageviews ÷ Visits



Avg. Visit Duration - Average time a 
visit lasts. Calculated based on first page 
load to last page load – not when the 
users leaves a page. As a result: If a 
user only requests one page the visit 
duration is 0.



Bounce Rate - Percent of visits which 
only consist of one pageview.
As a result: If a visitor spends, for 
example, 30 mins on a page then leaves 
with only reading one page, that will be 
counted as a bounce.



% New Visits - The percentage of visit 
sessions which are from new visitors. 
Visitors are marked using cookies, 
therefore a new visitor is one that did not 
have a Google Analytics cookie.



Date Range
& Annotations



Date Range - Each reports data is 
based the this date range.



Comparison - Compare two date 
ranges. A year-over-year or month-over-
month can be a powerful tool.





Interval Level - This sets the graphs 
detail level. Using week and month can 
be useful when comparing date ranges.



Annotations - Used to mark events on 
the timeline. Click the down arrow (under 
“May 2012” to show details)



New Annotations - Click this to create 
a new annotation.



The Basic 
Reports



Location



Mobile Overview



All Traffic



Search > Organic



Site Content > All Pages



Site Content > All Pages (Navigation Summary)



Site Search > Search Terms



Campaign 
Tracking



Google Analytics: Campaigns



Google Analytics: Campaigns



Google Analytics: Campaigns

Campaign*

Source*

Medium*

Content

Term



Google Analytics: Campaigns

Campaign* - Identify a specific product 
promotion or strategic campaign. 



Google Analytics: Campaigns

Source* - Identify a search engine, 
newsletter name, or other source.



Google Analytics: Campaigns

Medium* - Identify a medium such as 
email or cost-per-click.



Google Analytics: Campaigns

http://www.plaudit.com/index.html?utm_campaign=Local-Design&utm_source=TCBMag&utm_medium=cpc



Google Analytics: Campaigns

Campaign* - Identify a specific product 
promotion or strategic campaign. 

http://www.plaudit.com/index.html?utm_campaign=Local-Design&utm_source=TCBMag&utm_medium=cpc

Source* - Identify a search engine, 
newsletter name, or other source.

Medium* - Identify a medium 
such as email or cost-per- click.



Campaigns: Google URL Builder



Uses
Common uses include:

 Google AdWords

 Banners

 Email marketing, and other online 
systems

 Offline marketing (e.g. mailers)



On a Brochure
 Short Vanity URL

 QR Code

 Track Separately

http://www.plauditdesign.com/index.html?utm_source=event&utm_medium=qr-code&utm_campaign=event

http://www.plauditdesign.com/index.html?utm_source=event&utm_medium=short-url&utm_campaign=event



Measure Traffic 
Quality



Value? Pages/Visit



Value? Bounce Rate



Value? Avg. Visit Duration



Value? % New Visits



Value? Goals



Goals: All Traffic



Goals: All Traffic



Goals: All Traffic



Advanced
Analytics



Multi-Channel Funnels > Top Conversion Paths









Visitor Flow with Advanced Segmenting



In-Page Analytics



Events: Measuring Interaction



Events: Measuring Interaction



Top Events



Top Events



Top Events



And much,
much more...



Social



AdWords > Campaigns



Scheduled Email Reports



 Many more

 E-commerce transactions

 Site speed

 Real-time reports

 Segmenting

 Content experiments and 
A/B testing

 Custom reports



Closing thoughts...
 We covered a lot
 Lots of the value is easily 

accessible
 While other reports take 

advanced knowledge
 Extremely powerful business 

tool when implemented within 
a professional process



Questions?
 Plaudit.com/NRECA-GA

 charles@plaudit.com


