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An Overview

ÁWhat is it?

ÁThe Web Analytics Business Process

ÁThe Technology

ÁOn the Web Analytics Horizon



Web analytics isé

éthe practice of measuring, collecting, analysing, and 

reporting on internet data to understand how a site is 

used and how to optimise its usage.

Web Analytics Association



Get your hands dirty!
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Know your audience



Know Your Audience.



Know Your Audience.

Day of Week



Know Your Audience.

Hour of Day



Know Your Audience.

Browser OS Combinations



Know Your Audience.

Internal Site Search



Know Your Audience.

Traffic Sources



Know Your Audience.
Traffic Sources



Product Performance 

Cross-sell / Up-sell

ROI Analysis

Page Analysis

Online Marketing

Feature Analysis

Audience Research

Site Optimisation

Funnel Optimisation



SEO vôs Usability

1% Conversion Rate

2% Conversion Rate



Return on Investment



The Business Process



Web Analytics Business Process

1. Assign clear ownership to a single senior 

stakeholder.



Web Analytics Business Process

2. Define Business Objectives in order to provide a 

framework against which the reporting needs are 

defined. 

Write them down!



Web Analytics Business Process

3. Allocate resources for project management and 

analysis

4. Establish a model for reporting and analysis, 

preferably a hub and spoke model.

5. Track the ROI for Web Analytics to justify the cost of 

implementation and analysis



Costs: Expenditure due to your Website

Designers

Consultants

Google Mini

Adwords

Benefits: Income from your Website

E-commerce Revenue

Costs Saved (Monetise goals for easy access)

And ?



Brand



Web Analytics Business Process

6. Do/Review the implementation

7. Validate the data   



The Architecture



Profiles





<script type="text/javascript">

var gaJsHost = (("https:" == document.location.protocol) ? "https://ssl." : 

"http://www.");document.write(unescape("%3Cscript src='" + gaJsHost + 

"google-analytics.com/ga.js' type='text/javascript'%3E%3C/script%3E"));

</script>

<script type="text/javascript">

try 

{

var pageTracker = _gat._getTracker("UA-XXXX-X");

pageTracker._trackPageview();

} 

catch(err) {}

</script>

To track your site, put this on every page: 



Web Analytics Business Process

8. Define and design reports and KPIs, both local and 

global.  Tie your business objectives to measureable 

goals on your Website.

E-commerce

Total Revenue, No. of Transactions , Average Order Value 

Content & Advertising

Subscriptions, Pageviews, Visits, Logins

Lead Generation

No. of quotes given, No. of enquiry forms submitted

Customer Support

Unique Visitors to Help Content, Call deflection from call centre



Defining KPIs

Á Determine what type of site you have.

Á Determine your unique needs and objectives. 

Á Less is more.  Make your KPIs simple and accurate.

Á Make them actionable.



Determine what type of site 

you have:

1) E-commerce

e.g. Total Revenue, No. of Transactions , Average Order Value 

2) Content & Advertising

e.g. Subscriptions, Pageviews, Visits, Logins

3) Lead Generation

e.g. No. of quotes given, No. of enquiry forms submitted

4) Customer Support

e.g. Unique Visitors to Help Content, Call deflection from call centre,   

Percentage Active Online Users



Your KPI Sheet

Determine how often you want to report.

(Weekly, Monthly, Quarterly, Annual)

Include comparison with an earlier time 

period.

Include Targets

Give Context

Make it visual.

Try to make it a one pager

Distribute at all levels in the organisation.



Web Analytics Business Process

9. Conduct analysis, including segmentation based on 

customer type and traffic source in order to derive 

actionable insights.

10. Run controlled experiments in order to test that 

proposed changes have the desired impact on KPIs   



Web Analytics Process Maturity Model



Profiles



Profiles

Use profiles to segment your data.

Give profiles informative, date

stamped titles.

Filter out internal traffic.

Maintain a profile including just 

your own IP address for testing.
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Setting Up Profiles



Setting Up Profiles



Filters

Include Visits from Google Only

Include Visits from Ireland Only

Include Visits from New Visitors Only

Include Pageviews in the Shop section Only

Include Visits where the source is Direct Traffic or the  

source is Search Engine Traffic and the keyword is a 

branded keyword. (Familiar Traffic)



Setting Up Filters



Setting Up Filters



Setting Up Filters



Conversion Funnel

1 Customer 
Details

Visitors

2 Review 
Purchase 

Details

3 Payment 
Details

4 Complete an 
order Goal = visitors become customers



The Funnel: Step 1



The Funnel: Step 2



The Funnel:

Step 3



The Goal



Low Hanging Fruit



What are my funnels?

Starting at the home page will 

result in a tiny funnel 

conversion rate, making 

improvements imperceptible. 

Start the funnel at the point 

where the customer has 

indicated some intent. 



Setting Up Goals



Setting Up Goals



Setting Up Goals - Exact Match

Example 1: Booked a course

Simple URL.

Match Type = Exact Match 

Step 1:   /form/step1.jsp

Step 2:   /form/step2.jsp

Step 3:   /form/step3.jsp

Goal:      /form/complete.jsp



Setting Up Goals ïExact Match



The order of funnel steps does not matter.

1 2 3 4

31 2 4



Backfilling

1 2 3 4

Do not include optional steps in funnels.

For example, log in, 3D secure etc

Google fills in missing intermediary steps for you.



Low Hanging Fruit



Marketing

ÁñWe need to record and 

target users for future 

campaignsò

14 fields

Bad

Form Design



Developers

ÁñWe need to hook it into 

the databaseò

10 fields

Complex

Form Design



OK
Sales

ÁñWe need to channel them 

correctlyò

6 fields

Form Design



Good ñContactò form

ÁLike leaving a voicemail, 

or talking to someone. 

3 fields

Good

Form Design



Monetising Goals

This allows you measure non-e-commerce revenue. 

Example: Download a prospectus

Set the goal value to be the cost of printing and posting

the prospectus.



Setting the Goal Value



To start tracking sales:

1) Enable E-commerce in 

your Profile Settings

2) Tag the óThank Youô page 

with the e-commerce 

code



Put this code on the thank you page to 

put data in the e-commerce reports:

<script type="text/javascript">

var gaJsHost = (("https:" == document.location.protocol) ? https://ssl.

: "http://www."); document.write(unescape("%3Cscript src='" + gaJsHost + 

"google-analytics.com/ga.js' type='text/javascript'%3E%3C/script%3E"));

</script>

<script type="text/javascript">

try {

var pageTracker = _gat._getTracker("UA-XXXXX-X");

pageTracker._trackPageview();

More to follow 


