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I An Infroduction To Web
ANAlyTiCs

The world of web analytics can feel very

overwhelming.

There are many metrics to recognize and
analyze when tracking the progress of any
campaign or website. This is normally done

through the use of web analytics.



I Chapter 1: Starfing Out

Web analytics involves monitoring the marketplace
and making sense of the vast quantities of data
available. This data is crucial for successful digital
marketing as web analytics is how we track our
progress to determine a ROI (Return-On-Investment).

Calculation
v ROI (return on investment) = [(Payback - Investment)/Investment)]*100

Many tools and systems are available to calculate your ROl and to measure the
effectiveness of your digital marketing campaign.

ROl tools

Google analytics

Google webmasters tools
Basic google search

Google adwords

Social media monitoring tools
Sentiment analysis tools

Y A S NS AN




It is important to
recognize that there are
two categories of Web
Analytics!

Off-Site Web Analytics refers to web
measurement and analysis regardless of
whether you own or maintain a website.

It includes the measurement of a
website’s potential audience
(opportunity), share of voice (visibility),
and overall buzz (comments, trends) that
is happening on the internet as a whole.

On-Site Web Analytics measure a visitor’s
behavior once on your website. This
includes its drivers and conversions. This
data is typically compared against key
performance indicators for performance,
and used to improve a website or
marketing campaign.




I Chapter 2: Google Analytics

Google Analytics is one of the most important and
useful software programs when it comes to tracking
your digital marketing efforts.

GO« !8]0 Analytics
a

Google Analytics is a tool used for
collecting and integrating data in
order to report on activities, both
past and present. This data can then
be used to predict the future!



This tool allows staff to pull relevant data from
a company database where it can then be
viewed on a computer screen using a data

visualization tool known as a dashboard.

This data can then be utilized to predict a
future scenario. Web analytic tools such as
Google Analytics allows businesses to
forecast with a high degree of confidence (as
long as the data collected is accurate).

o Define

Objectives/
Problem

Take Action

Transform to
Metrics/KPls

o o Implement/

Analyze Data Customize Web
Analytics Tool

| | \ i
Y - L A



I Chapter 3: Key Metrics To Begin

| Key Performance Indicators

Conversion Rates

» Measure of site's effectiveness in persuading visitors to take a
desired action.

* Here conversion means sale of products.

Cost/Conversion/ROI

+ Cost of acquiring a customer by which company can measure
the success of marketing initiatives.

» ROl and Return on Ad-spend can be calculated.

Visitor Numbers & ‘Stickiness’

User's demographic details such as their location, mindset,
demand, and frequency of visits are recorded along-with duration
of visit & pages visited.

If you're just a beginner when it comes to using software like
Google Analytics, have no fear! Don’t get all confused with
all the different metrics located within the dashboard.
Although each of these metrics are important, the five key
metrics listed below are the most important when beginning
to use tools like Google Analytics. Once you begin to
understand each of these five metrics more clearly, then you
can begin to explore the other measurement tools that
Google Analytics has to offer.



5 Key Metrics To Analyze!

1) Visits:

Paying attention to how many website visits
you get is a good starting point!

2) Traffic Sources:

Seeing where your website traffic comes from
is another good metric to analyze when
assessing your analytic reports.

3) Bounce Rate:

What percentage of visitors leave your
website within a few seconds?

4) Time On Website:

How long did your visitors stay on your
website? What pages held the longest time?

5) Pages Per Visit:

How many pages did your traffic visit?



Chapter 4: Web Analytics
Toolbox

The principles and practices of web analytics
can also be displayed visually as well. Therefore,
we have gathered a variety of different visual
aids to assist you in your journey in learning and
utilizing web analytics! Check out the following
infographics, also known as our ‘Web Analytics
Toolbox.’ Each of these visuals contain helpful
information for when beginning to use web
analytics as part of your digital marketing

strategy.




Unlocking Big Datd!

Understand
Your Customer

Kn hat motivates your cust

cks an abundance of valuable information:

their needs, hesitations, and intentions

ore interacting with
mediums,

o structured

Which campaign
Are there different customer combinations accelerate
segments or different conversion?
buying journeys?

CASE STUDY

Reducing Customer P,
5 By (Rliing B3 Data Analytics, companios can cradte
Acquisition Costs ore customer-focused, targotad promotions:

LION on direct marketing sach year,

Using Big Data Analytics, a global CREDIT CARD COMPANY is able to
accurately analyze behavior of its

TRANSACTIONAL —— I FREQUENTLY SHOPS.
DATA ATWHOLE FOODS
AL v
a i
SOCIAL MEDIA
BEHAVIOR

o - PLATINUM
e CUSTOMER
S —

PROFILE DATA

MOBILE WATCHES THE
BEHAVIOR FOOD CHANNEL

Insights from their Big Data 25% $3.5 MILLION
Anaiytics anablod MORE Horee SAVINGS INYEARLY
TARGETED DIGITAL ADS convension (SRS GiriaL o srino

rosulting i

‘CASE STUDY ~
Driving Product
Innovation and Revenue

A1 ONLINE uses Big D:

RETENTION

WEBLOGS
Undorstanding whot gets
a player to engage longer

USER PROFILES USER PLAY.

motivate a player to pay.

Optimize the Journey

(& Data Analytics give you a competitive edge by helping you

g
undarstand your customers' journey. You can optimize your digital and
marketing campaigns, as wel omize your product offerings for

bottar r acquisition, and more.

souces: —D Datameer



Business Intelligence

Importance!

Business Analytics
and Intelligence

Goal

* ROL R ———
2800% $2,088,677

THE

$75,500 @ 1,000

OF ALLTHIS? ee—




Google Rankings Guidel

UNDERSTANDING [T

< i O ( ; I I is the most accurate and realistic way

for Google to track how your website

AVERAGE POSITION RANKINGS ranks for search queries.

WHY IS THE DATA Identical web searches can

uAVE RAG ED" f’EtUl‘n different resulis,i

. " Searches made on a smartphone versus a computer, in two
AND NOT "EXACT? P P!

different locations, or at different times will return different results.

3 wwwresuhccom

THESE FACTORS PRODUCE VARIATIONS ACROSS IDENTICAL SEARCH QUERIES:

* Device Q Time of /\ Q Geographic * Image, news,
Mbtieorabite search / location product, or
¥ J — places search
or computer. T
== V
Personalized Q Search q Google+
* search history connections

HOW IS AVERAGE POSITIQN Sincesearch results differ dueto

e above factors, Google looks at

C A L C U L T E D 7 ablend of how your site ranks
= across different people’s searches.

GOOg]_e aSkS “What are the two highest
?

positions across each searcher?”

PERSON A RS PERSON B I

Tucson Chiropractor Tucson Chiropractor

1 www.YourWebsite.com

om

1
2
3
4

2 wwwresultz.com v resulta. cor B

. 7
3 wwwresulty.com 3 wwwresulty.com n

. I 5
4 w sultg.com 4 wwwresultq.com I 10

wwnresults.com 5 www.YourWebsite.com In

sulté.com

— For Person A, the website’s

highest position is #1

wwwresults.com

10 v

GOOGLE FINDS THE AVERAGE OF THE HIGHEST POSITIONS:
(@+@) + 2 =3 wemt posiTion

el ]

71 AVERAGE POSITION

isbased on real-life searches.

HOW IS AVERAGE POSITION

DIFFERENT

FROM SNAPSHOT OR SCRAPED
SEARCH RANKINGS?

A7 AVERAGE POSITION

accounts for search variations
due to location, personalization,
and more.

Regular ranking reports are

misleading and inaccurate :
because they show scraped data from search results or a snapshot

of search results at a single moment in time. Google average
position rankings are more than just a snapshot.

e A7 AVERAGE POSITION

GRAPHIC PROVIDED 8Y:  anchorwave : is more accurate and comprehensive

internet solutions than scraped or snapshot rankings.



Social Analytics Guide!

e-interactive

SOCIAL MEDIA 121"

‘THE GUIDE TO MEASURING THE RESULTS OF YOUR
SOCIAL MEDIA STRATEGY

EWhat te do?

Google

\(MTube]
m___.

{V wornPress

DEFINE

vk Goo gl

ACTIONABLE KPis

=
bit.ly

Linked [T

STEPL

digy ®ecLo

oerme SPECIFIC
KPIS for enck
SOCIAL NETWORK

DEFINE cuoose METRICS
ACTIONABLE
KPIs

* NUMBER OF PEOPLE IN A SPECIFIC LOCATION WHO
FOLLOW YOUR COMPANY.

X REDUCTION IN SALES CYCLES

% REDUCTION IN SUPPORT COSTS

X INCREASE IN PRODUCT REVIEUS.

* NUMBER OF PRODUCT INPROVEMENT SUGGESTIONS

oW STER 2 CONFICURE YOUR ARALYTICSk sracy

LN 001 R X § L X §
createn . w00 ] oo
FLTER oR 70D evenT e ( campmicy
ECHENT FOR . TeRACTIONY TrACKaNG
SOCIAL AND EVENT To U
TRAFFIC SOCIAL MeDIA RESPONSES i

RE OUT UNAT

0%
SPECIFIC LANDING PAGES

SOCIAL MENTION
WHOSTALKING

... STER 4 VNBERSTANDING EACH:

[

facebook

N - |
T |
Quantitative Data . ProfilcData
+ NEU LIKES : + FOLLOWERS
* TOTAL LIKES 4 * FOLLOWINGS
* PAGE UIEUS (OR TABS ) s - Tueets
* REFERRALS . * DAILY TUEET AVERAGE
Qualitative Bata Activity Data
USERS NUMBER OF CLICKS
LANGUAGE HUMBER OF RETUEETS

LOCATION
COMMENTS ¢ SENTIMENT)

CLICKS ON PUBLICATIONS

" + UHAT TUPE OF CONTENT GETS
Activity Data syt
T ureus :
INTERACTIONS Loyalty Data
COMMENTS

ARE YOU ACHIEVING YOUR GOALS?

UHAT TIMES.
UHICH TUEET STRUCTURE GETS A
€R CTR?.

+ BRAND MENTIONS
+ MENTION CONTENT
 SENTIMENT

STRATECY

CONGRATS!

« DON’T STOP MEASURING AND ACT DIFFERENTLY DEPENDING ON RESULTS
« KEEP ON LISTENING AND IDENTIFY POSSIBLE BUSINESS IMPROVEMENTS
« TEST, TEST AND TEST TO GET EVEN BETTER RESULTS!

CHANGE CHANGE!

« IDENTIFY UORST PERFORMING METRICS ONE BY ONE.

PUBLISH

RESPOND TO UNREALISTIC
L("::Er"r’z“ COMMENTS? GOALS? IF
HOU OFTEN? MECESSARY
N UHAT UAY? SET OUT
MORE
REALISTIC

UHAT CAN Y0U DO TO
IMPROVE THEN?

00 Y0U.

UHO DO YOUR

USERS FOLLOU? UHAT

ARE THEY DOING THAT
YOU AREN'T?

in Tuytor Prate| g A
5 5 e-interactive

@sorprendida articies.



Google Analytics Guidel

THE SMALL BUSINESS GUIDE 1o
Google Analytics

Do you know what's driving leads/sales to your website? Google Analytics can tell you.

The trouble is many small businesses struggle to get Google Analytics set up, let alone use
it to pull meaningful data. This easy to follow guide will take you through the set-up
process and help you understand how your website's performing.

G HAVE You usenenn% mnaLTies BEFORE? [l 2 eeginner's guide to Google Analytics
9 HAVE YOU INSTALLED GoOsLE anaTics? [ =
@ HAVE msnum? TRACKING? D & setting up Goal Tracking
G HAVE mstwn-?;uznc:mcnm D f:
Q HAVE YoU szruvsgmcm B 2 set up and configure Site Search
xmvounnuwﬁnms WiERFACE? D) ® interface navigation

m

DO YOU KNOW How TOUSE ANNoTATIONS? [l 2 Google Analytics Annotations

2

@ DO YOU KNOW WHICH METRICS TO TRACK? D

i

KNOW HOW TO TRACK EMAIL 8/0R ADVERTISING? [[T)

@ KNOW WHAT ADVANCED SEGMENTS ARE For? 1)

13

HAVE YOU SET UP A USEFUL DASHBOARD? D

O HAVE YOU SET UP CUSTOM ALERTS? B & using custom alerts

e DO YOUR ANALYTICS REPORT DRIVE AcTion?  [[I)

2

@ KNOW HOW TO CHECK TS ALLSETUPRIGHT? () = ©

e

e KNOW WHAT T0 00 IF YOUR TRAFFIC DROPS? [

>et started with Google

stalling Google Analy

How to use Ecommerce Tracking

Setting up Ecommerce Tracking

E 3 Metrics beginners should watch

B Web Metrics & KPIs for Small Businesses

i

Creating custom campalgns

i

Single segment reporting

B« L S e SRS
& S insightful Google Analytics dashboards
@ Download Small Business Dashboard

Drive more t

i [

Improve your On

on every page

What to do when Google traffic drops

o
B
=

SEO Diagnosis for non-SEOs

O Simply Business



Marketing Acronyms

Guidel

HE ONLINE MARKETER's

BANT

CTR

[ AOV |
[_API_|
[ ARR |
[_ASP_|
|_B2C |
[ BANT |
cAN-SPAVI
|_CGI |
[ CMS |
[ CPA |
_CPC |
[ CPM
[ CPO_
[ CR_|
[ CRM |
[ 0SS |
| CTR |
(DM
_DNS |
MEFGY
| ESP
_FAQ_|
| FB |
| GA |

= =
IS =
0
= 1

GLOSSARY OF ACRONYMS

Attention, Interest, Desire,
Action

Asynchronous Javascript
and XML
Average Order Value

Application Programming
Interface

Annual Recurring Revenue

Application Service
Provider

to

Modified Tweet
Net Promoter Score

Operating System

PHP Hypertext
Preprocessor

Point of Sale
Pay Per Click

Page Ranking, Public

Business to Consumer

Budget, Authority, Need,
Timeline

Business Development
Representative

Controlling the Assault of Nan-Solicited
Pornography and Marksting Act of
Common Gateway Interface

Content Management
System

Cost Per Acquisition
Cost Per Click

Cost Per Lead

Cost Per Thousand (Mille)
Cost Per Opportunity
Conversion Rate

Customer Relationship
Management

Cascading Style Sheets
Call To Action

Click Through Rate

Direct Message {or Mail)
Domain Name System
Earnings Per Click

Email Service Provider
Frequently Asked Questions
Facebook

File Transfer Protocol
Google Analytics

HyperText Markup
Language

HyperText Transfer Protocol

HyperText Transfer Protocol
Secure

Interactive Advertising
Bureau

Internet Message Access
Protocol

Internet Protocol

Internet Service Provider
Key Performance Indicator
Lifetime Value

Marketing Automation
Month on Month
Marketing Qualified Leads

Monthly Recurring Revenue

or Press Release

Page Views

Request for Proposal

Return on Investment

Run of Network

Run of Site

Really Simple Syndication

ReTweet

Real Time Data

Software as a Service

Search Engine Marketing

Search Engine Optimization

Search Engine Results Page

Service Level Agreement

Small-Medium Business

Small-Medium Enterprise

Social Media Marketing

Social Media Optimization

Social Media Platform

Share of Voice

Sales Qualified Lead

Strengths, Weaknesses,
Opportunities, Threats

Total Cost of Ownership

Terms of Service

User-Generated Content

User Interface

Uniform Resource Locator

Unique Visitor (or View)

Unique Value Proposition

User Expefience

Values, Attitudes,
and Lifestyles

Value Added Reseller

Word of Mouth Marketing

What You See Is What
You Get

Extensible Markup
Language
Year on Year

Year to Date

Zero Moment of Truth

=
=

)

—
(]
(=]

[ el —
—

VALS

z
=

0
T
ZMOT

<|<|><
2=

(=

For more useful marketing resources, v



I Conclusion: Assess & Progress!

Tracking and measuring your digital marketing efforts
is a must in order to improve. Utilize free tools out
there like Google Analytics to track your digital
marketing efforts. Even if you are not an online
marketer, tools like Google Analytics have made it
possible for anyone to progress in their digital
marketing efforts.

The world of digital marketing changes every second.
Make sure to utilize web analytic tools to be caught
up with the changes. This is the most important
concept to understand in order to survive in the digital
world today!




Was Our Web Analytics
Guide Able To Assist You?

We hope that our complete
guide was able to assist you In
your digital marketing efforts.
Contact us today for more
helpful tips & tncks!

Authored By:
Justin Rissmiller, Owner & Operator

A Publication Of:
T&R Solutions: Define. Design. Progress.
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