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Google Analytics: 



First Things First

• I’m not a Google analytics expert

• I assume you have a website

• And you want to know how it is performing

• So you are looking at web analytics



Why Use Web Analytics?
• Evaluate  the success of your goals

• Identify trends on your website

• Where are visitors coming from?

• How are they finding my site?

• How are they interacting with my site?

• Glean new information for potential 
advertising



Which Indicators are the Most 
Relevant

Determine how to 
measure the success of 
your web site based on 
your business objectives

•Number of visits / Unique Visitors

•Sales, Average order value

•Page-views, Pages with publicity

•Sign-ups, Whitepaper downloads

•Etc …

Key Performance 
Indicators

Track up to 
200 Goals 

per 
Account



Why use Google Analytics?
• It’s a free web analytics tool hosted by 

Google

• It’s becoming an industry standard 

• It’s very robust

• It’s (fairly) easy to use

• It’s (fairly) easy to implement



• Visits 

• Page Views

• Bounce Rate

• Avg. Time on Site

• Traffic Sources
– Direct

– Referring 

– Search Engines

• Conversion Rates & Goal Paths

• Browsers & Screen Resolution

What’s Important? 



Google Analytics Account Dashboard



Visitors
• Overview

• Benchmarking

• New vs Returning

• Languages

• Visitor Loyalty

• Browser Capabilities

• Mobile





Benchmarking



Benchmarking



Bounce Rates
• The percentage of web site visitors who arrive at a web site 

entry page, then leave without going any deeper into the site.

• If page is higher than avg. site bounce rate percentage, focus 
on changing content on that page (blogs are different though)

• Content - > Content by Title

• Comparison View

• Sort by Pageviews

• Select "Bounce Rate" for compared to site average



Visitor Loyalty



Web Browsers



Screen Resolution



Traffic from Mobile Devices



Traffic Sources

309,915
72%

65,510
15%

57,155
13%

Search Engines

Referring Sites

Direct Traffic

Where is traffic coming from?





Top Referring Sites
• What are your most valuable links?

• Which websites are sending traffic?



Top Key Phrases from Search 
Engines

• What are people really searching for?

• Which keywords are most engaging?



Top Keywords 
- Destination or Topic-based



Compare Keyword Traffic Sources

Compensate your 
weakness in natural search 

using paid search Conversion rate per 
keyword per source



Pay Per Click Campaigns



What Are They Doing?



In-Page Analytics



Measure Marketing

• Sep 13 – e-newsletter blast

• Sep 27 – online news story linking to 
your website 



Goals



Conversion Rates 



Create Custom Reports
• Decide what report should show

• Ex.Source and Keyword Performance Report
• Dimensions - sources and keywords
• Metrics - Pageviews, bounces, visits



Questions?
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