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What is Google Analytics?
Google Analytics is a cloud-based analytics tool that measures and reports website traffic. It is the most

widely used web analytics service on the Internet.

Why should we all use it?

Google Analytics helps you analyze visitor traffic and paint a complete picture of your audience and their

needs. It gives actionable insights into how visitors find and use your site, and how to keep them

coming back. In a nutshell, Google Analytics provides information about:

What kind of traffic does your website generate — number of sessions, users and new users

How your users interact with your website & how engaged they are — pages per session, average
time spent on the website, bounce rate, how many people click on a specific link, watch a video,
time spent on the webpage

What are the most and least interesting pages — landing and exit pages, most and least visited pages
Who visits your website — user’s geo location (i.e. city, state, country), the language they speak, the
browser they are using, the screen resolution of their device

What users do once they are on your website — how long do users stay on the website, which page is
causing users to leave most often, how many pages on average users view

When users visit your website — date & time of their visits, you can see how the user found you.
Whether visitors came to your website through a search engine (Google, Bing, Yahoo, etc.), social
networks (Facebook, Twitter, etc.), a link from another website, or a direct type-in.

Ultimately, we can all use this data to get actionable insights and use them to take steps to improve our

website and provide them with a great user experience.

What are the main Google Analytics features?

Built-In reports, Dashboards and Real-time analytics
Advanced: Custom reports, Cohort analysis, Goal-flow charts, custom dimensions & custom metrics
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How to use Google Analytics?

1. Create a Gmail account —to be able to use Google Analytics, you will need to have a Google account.

Click here to create one

a4 Google Analytics

2. Once created the account, send me your newly created Gmail account to

Stanislav.Prodanov@umassmed.edu and | will grant you access to Google analytics for your website.

3. You will receive an email from noreply-analytics@google.com with a subject line:
You have been granted access to a property in Google Analytics account
Follow the instructions in the email (i.e. click on the link provided in the email)

4. Signin to Google Analytics (click on the green button on the top right corner)

Google Analytics

Analytics Premium Analytics for Mobile Apps Analytics Standard

Solutions for your business.

T

WILD

SIGN IN TO GOOGLE ANALYTICS

Turn insights
into action.

Improve performance acros

sites, apps, and
other marketin anc

and

= gle
d products can help you tum cu
into actionable solutions for your

ousiness.

Choaose the analytics solution that's the perfect fit for growing your business

5. You will see the main Google Analytics panel

your website.

;’V‘ Google Analytics Home  Repoting  Customization

|-
=]

& Umass Medical School

"> Umass Medical (Ua-s717223-

Admin

. Choose the account and the view corresponding to

Y

Jul 28, 2015-Aug 27, 2015

i - = e n |

Avg. Session Duration Bounce Rate Goal Conversion Rate
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mailto:Stanislav.Prodanov@umassmed.edu
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a4 Google Analytics

6. This is what you will see & this is how you will know that you have access to Google Analytics

1% Goagle Ay Mome  Reporting  Cusimizaton  Admin Umams Mecal s ipmeurasen . - 1

Audience Overview Jul 28, 2015-Aug 27, 2015 -

Fmail  Eapaet . dd o Dashbaard Skt -
B Cashboards

Al Sessicns + Addd Sogment
180 0% Z
+— Shomuts
Cverview
¥ intoigance Evants
Seismna = V3, Sewels mebe Mourly | Day | Weok Mo
O RealTima
e Audience
Cverview
Afive Usersnei=

Cohor AnalysisseTa

L Aug 1z A 18
+ Demagraphics -
 Rotuming Visiior 8 New Visitar
+ Interests
i Sessions Users Pagtviews
e 6,384 3,285 17,682
+ Behaviar e | e N
» Technology
e Pages | Session Aug. Session Durabon Bounce Fate
277 00:03:27 53.37%
+ Custom e | e S | e,

« Benchmarking

Users Flow 5 Now Sessions
o,

7. Add a bookmark (press Ctrl+D at the same time). Save it in the bookmarks bar. In the name field
write just “Google Analytics”. Then open another window in your browser, go to your bookmark bar
and find the newly saved bookmark “Google Analytics”. Click on it and drag it so as to move it where
you can see it (the next time you click on that book mark you will access Google Analytics).

Google Analytics Interface

B Google Anaye Home  Reporting  Customization  Agmin | 2 Urnass Medinal - o 48
. Audience Overview 3| Jul 28, 2015-Aug 27, 2015 -
Ml Mgt A R e e -
§1  Dushboards 1
4 Q) 1 sessions + Adkd Segman
+=  Snorcuts e
Overview
®  imetigence Everts
Swssions = VS Buiests meire Mourky | Day | Week  Monm
D Feal-Time ® Sessions
Voo
il Audisnce
»oo
=+, Acquisson
B #enavior i 38 A B o 13 hug 18
™ Retuming Visor 8 New Vigitor
= Corversions Sessions Users Fageviews

6,384 3,285 17,682

ST S — . U I . e

Pages | Session Avg. Session Duration Bounce Rale
2.77 00:03:27 53.37%
RS T | e P NS | — e e

(1) Dashboards & reports

(2) Navigation — home, reporting, customization, admin

(3) Time-period — here you will select the time period you want to analyze
(4) Main view —where the reports and the data are presented
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a4 Google Analytics

Date Range

The date range selector is at the top right of every page. By default, Google Analytics will show data for
the past 30 days. To select a date range, click the arrow next to the existing date range to open the
selector. Once you’ve selected a new date range, click Apply to update your report.

To use a predefined date range, select one of the following from the Date Range menu:

e Custom: Data for your custom date range.

e Today: Data available for the current calendar date up until the time of your selection
e Yesterday: Data for the previous calendar date

e Last Week: Data for Sunday through Saturday of the previous calendar week

e Last Month: Data for the first to last day of the previous calendar month

‘

Audience Overview Jul 28, 2015-Aug 27, 2015

2 oty 2015 Augist 201 * | DateRange:[Cman ¥
Email Export - AddtoDashboard  Shortcut WTFS§5 SMTWTFS SMTWTEFS s

rz3 B [ 2005 ] |Aug"7 2015
s 78 s nnnnﬂnu

i Dashboards

i Compare b

All Sessions -ma pare o -l

e . e
4= Shorteuts APP'V

Overview

®  inielligence Events
' Sessions = |VS. Select a metric Hourly Day Week Month
0 Real-Time ® Sessions

Dashboards

Dashboards are a collection of widgets that give you an overview of the reports and metrics you care
about most. Dashboards let you monitor many metrics at once, so you can quickly check the health of
your accounts or see correlations between different reports.

Unique visitors Unique visitors % Sessions with Search

2,714 ® Users 0.85%
W [Cashboards % of Total: 100.00% (2.714) R AV AN . Avg for View: 0.85% {0.00%) Al
+ Private
P — New users = Sessions and Bounce Rate by Source /
72.84%
Bug for Vier: T2.84% (0.00% f= == Source / Medium Sessions BO'H‘;I:
«n  Shortcuts o
Aug § Aug 12 Aug 18 Aug 26 google/ cpc 61 Smdd%
UMassivedNow weekly 08-
® Inteligence Events Unique smariphone/tablet visitors 0315/ email Y 7 000%
1,144 Top 5 UMasshedNow weskly 08- 5
1,14 op 5 screen resolutions S0aE ermal 68 1667%
o Heal-Time % of Total: 41.37% (2.765) e
UMassMedNow weekly 07- .
27-18] smail 5 0o
s Audience Top 5
{1 op 5 Country Origin UhassiedNow weskly 08-
- P g < 17-15/ emil 0
-> Country Users % New Sessions 2 UMassMedNow weekly rou
. F
-9 Acquisition B United States 2310 71.01% 2 Huup. March 16, 2015 /ema 1 100.00%
=
12 Norway 57 98.28% #
&
=) EE 4 Canada »n 83.78%
= India 24 61.48% Sessions and Bounce Rate by Campaign
[ CEEmS £ Sweden 24 100.00%

350 Campaign Sessions Bounce Rate

Users

PCBH_Fall2015 48 91.30%
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a4 Google Analytics

Audience Overview

This report gives you a quick overview of the overall performance of the website — number of sessions,
users (both new and returning), page views, average session duration, bounce rate, new sessions.

When you launch Google Analytics, you see the overview of the Audience report

1% Goagle Ansy Mome  Reporting  Cusimizaton  Admin Umams Mecal s ipmeurasen . - 1

Audience Overview Jul 28, 2015 - Aug 27, 2015 -
Fmail  Eapaet . dd o Dashbaard Skt -
5 Cashboards
All Sessions + Add Segment
vy 180 00% .
Overview
¥ intoigance Evants
Freses = | ¥8. Sewets mete Hourly | Dy Weeeh  Momth
O RealTima
i Audionco
Cverview

Acive Ussrsnes

Cohor AnalysisseTa

T i L g Aug 1z o aig 18

+ Demagraphies .
R  Rotuming Visiior 8 New Visitar

i Sessions Users Pageviews
e 6,384 3,285 17,682
+ Behavar e S T e A5
» Technology

e Pages | Session Aug. Session Durabon Bounce Fate

277 00:03:27 53.37%

+ Cuslom

e el B i
« Bengnmarking

Usars Flow % Now 56351005

0y

a) Location

The location report provides information about the geographic location of your users (i.e. Country).
To see the State and the City where your users come from, click on the interactive map.

o Shomcuts ’\
o >

Intailigance Events

0 Aeal-Time w

SR Augionch
Cvervew
Active Usprs=ers
Colwort Analyaissers
+ Demographics.

» Intarasts Pemary Dwdngse: Country Gy

Sl Swcmanry arrmnnn - [ G sweces (@ @[T T[T
Language
Acquisiticn

Location

* Behavior

-
Sensions 4 Bessiom
* Technology

+ Mabile
* Cuslom

+ Benehmarking 0 G

Users Fiow 1. W Unand States 5,952 (33 33%) 24.71% | 14717019 5124% 287 o037 0.00% 0 moos 50,00
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b) New vs. Returning Users

a4 Google Analytics

This report provides information about the total number of visitor to your website and further
breaks down that number into new vs returning users.

%

c) Browser & OS

+ Demographics

» Interests.

» Geo

~ Behavior
Newvs Returning
Fraquency & Rec_
Engagement
User-ID Coverage

~Technology
Browser & 0OS
Network

= Mobile
Qverview
Devices

* Custom

* Benchmarking

Users Flow

Acquisition

® Sessions
1.000
500
Jul 28 Aug 5 Aug 12 Aug 18
Primary Dimension: User Type
Secondary dimension = | Sort Type: | Defaull ~ [ @ | advancea ‘ Ble|z |t
Acquisition Behavior Conversions | Gosl 4: Contact Form Submission =
User Type Contact Form Contact Form Contact Farm
. st Bounce Rate | $292%!  Avg. Session (Goal 4 oal
RS R 2 ST Conversion Rate) 4 Completions) {(Goal 4 Value}
6,384 | 29.12% 1,859 53.37% | 2.77 00:03:27 0.00% o] $0.00
% of Total: | Avg for View: % of Total | Avg for View Avgfor | AvgforView: | AvgforView:0.00% | % of Totak 0.00% of Totak
100.00% 29.12% 100.00% 53.37% A 03:27 (0.00%) © | 0.00% (50.00)
(8.384) (0.00%) (1.858) (0.00%) {0.00%)
a2 1. Returning Visitor 4,525 (70 88%) 0.00% 0 (o.00%) 48.75% 304 00:03:58 0.00% 0 @oo%) | $0.00 (o.oo%)
a 2. NewVisitor 1,859 (29 12%) 100.00% | 1,859(10000%) B4.60% 212 00:02:12 0.00% 0 @oow) | $000 (ooo%)

showrows: [10 v |Gotor[1 [1-20r2 [ €] 2]

This report provides information about what browsers people have used to access your website

-3

Cohort Analysis 5€T4

» Demographics

+ Interests

r Geo

= Behavior
MNew vs Returning
Freguency & Rec...
Engagement
User-ID Coverage

*Technology
Browser & 08
Network

= Mobile
Overview
Devices

+ Custom

* Benchmarking

Users Flow

Acquisition

w ousaiUe

1.000
500
Jul 20 Aug 5 Aug 12 Aug 10
Primsry Dimension; Browser Opersting System  Soreen Resolution  Soreen Colors  Flash Version  Other~
Secondary dimension ~ | Sort Type: | Default =
Acquisition Behavior Conversions  Gosl 4: Cantact Form Submission =
FRTeEEE Contact Form Contact Form Contact Form
) 5::':]‘:5 New Users  Bounce Rate ::f::]:l Avg. Session (Goal 4 (Goal
Sessions s Conversion Rate) 4 Completions) (Goal 4 Value)
6,384 29.12% 1,859 53.37% 2.77 | 00:03:27 0.00% 0 $0.00
% of Total | Avg far View: % of Total: | Avg for View Avgfor | AvgforView | AvgforView: 0.00% | % of Totak 0.00% % of Tatat
100.00% 20.12% 100.00% 53.37% View. 00:03:27 (0.00%) @ 0.00% ($0.00)
(6,384) (0.00%) (1.858) {0.00%) 277 {0.00%)
(0.00%)
a 1. Chrome 2,573 (40.30%) 29.65% | 763 (41.04%) 52.08% 313 00:04:23 0.00% 0 (.oo%) | $0.00 (©.00%)
(=] 2. Internet Explorer 1,569 (24.58%) 2371% | 372 (2001%) 50.41% P A g 00:02:31 0.00% 0 @poow | $0.00 (@.oow%)
a 3. Safari 1,334 (20 30%) 3006% | 401 (2157%) 59.90% 237 00:03:10 0.00% 0 (oo | $0.00 (©o0o%)
(] 4. Firefox 836 (12.10%) 3325% | 278 (14.05%) 51.32% 242 00:02:52 0.00% 0 @poow) | $0.00 (.oo%)
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d) Mobile Overview

%

a4 Google Analytics

This report provides information about the devices category people have used to access your
website (desktop vs mobile vs tablet)

» Demographics
» Interests
» Geo
= Behavior
New vs Returning
Frequency & Rec...
Engagement
User-ID Coverage
= Technology
Browser & OS
Network
= Mabile
Overview
Devices
» Custom
* Benchmarking
Users Flow

Acqguisition

w oussiuns

1,000
500
Juize Aug § Aug 12 Aug 19
-
Primsry Dimension: Device Category
Sechnden dutensian, = |SabTpe | Dimm + Q, | adenced | B (: 'E-‘ ‘-t\ﬁﬁ
Acquisifion Behavior Conversions | Gosl 4: Contact Form Submission =
Device Category Contact Form Centact Form Contact Form
5 s:‘s:i"‘ns New Users Bounce Rate ::g:;:l Avg. Session (Goal 4 i oal izsi
Sessions S Conversion Rate) 4 Completions)  {Goal 4 Value)
6,384 29.12% 1,869 53.37% @ 2.77 | 00:03:27 0.00% 0 $0.00
% of Totak | Avg for View: % of Totak | Avg for View, Avgfor | AvgforView: | AvgforView 0.00% | % of Totsl 0.00% % of Total:
100.00% 20.12% 100.00% 53.37% View. 00:03:27 (0.00%) (@) | 0.00% (50.00)
(8,334) (0.00%) (1.858) (0.00%) 277 0.00%)
(0.00%)
l 1. desktop 5,533 (ge.67%) 27.51% | 1,522 (81.87%) 50.88% 294 00:03:42 0.00% 0 0.00%) | $0.00 (.0o%)
1 2. mobile T35 (11.51%) 37.69% 277 (14.80%) 68.96% 1.66 00:01:55 0.00% 0 (0.00%) | $0.00 (.00%)
J 3. tablet 116 (1.82%) 51.72% 60 (3.23%) 73.28% 153 00:01:00 0.00% 0 (c.oo%) | $0.00 (0.00%)

Acquisition Overview

This report gives you a quick overview of the top channels of your website traffic — direct traffic, organic
search, referral, social media, display advertising, email and paid search (i.e. AdWords)

o

> 0O e

g

=

=

» snareg

+ New Dashboard

Shortcuts

Intelligence Events.

Real-Time

Audience

Acguisition
Overview
+ All Traffic
» Adwords

» Search Engine
‘Optimization

» Social

» Campaigns

Behavior

Conversions

Top Channels Sessions

W Organic Search W Seony
M Referral 1.000
M Direct
Email
H Social
500
Jul20 Aug 5 Aug12  Aug 10
Acquisition Behavior
Sessions 4 % New New Users Bounce Rate Pages / Avg. Session
Sessions Session Duration
6,384 28.12% 1,859 53.37% 277 00:03:27

Conversions

@ Contact Form Submission (Goal 4
Conversion Rate)

100.00%

0.00%

Julza Aug5  Augi2  Aug 1D

Conversions

Goal 4 Goal 4 Goal 4 Value
Conversion Completion
Rate

0.00% 0 $0.00

0.00%
0.00%
0.00%

0.00%

0.00%
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a) Source/Medium

b)

Google Analytics

This report provides information about both the source (i.e. the origin of your traffic, such as a
search engine (for example, google) or a domain (example.com)) and the medium (i.e. the general
category of the source, for example, organic search (organic), cost-per-click paid search (CPC), web
referral (referral)) of the traffic data.

b 5naren

+ New Dashboard
Shortcuts

-

Intelligence Events

°c

Real-Time 81
g |2
i@y Audisnce Al | 3
o @l

Tp Acquisition 1
& 5

Overview

- All Traffic ]
Channels (=) e
Treemaps @ a

» Source/Medium

Referrals

» AdWords L]

Referrals

Source /| Medium

google /organic

inside umassmed edu / referral
(diract) / (none)

umassmed edu ! referral

bing / organic

edit-www umassmed edu / referral

yahoo / organic

UMassMedNow weekly 08-03-15/

email

UMasshedNow weekly 07-27-15/
email

bing.com/ referral

Acquisition

% New

Sessions - & Sessions

6,384 29.12%

% of Total: || Aug for View
100.00% 20.12%

15.384) (0.00%)

3.372 [52,32%;. 3221%

| 1,294 (20 27%) 9.20%
| 878 13 rs%;“ 61.50%
13 rmg. 0.00%

92 u-,a;. 26.09%
3 u%;. 4.11%

65 (1,DQ%J. 33.85%

33 (0.52%) 0.00%

32 (o.50%) 0.00%

30 [0.47%) 43.33%

Eshavior
HewUsers  Bounce Rate
1,859 | 63.37%
% of Tatat | Avg for View:
100.00% 5
{1.858)

1,086 (58 42%) 5801%
119 (@40%) 4204%
540 (28 05%) 54 55%

0 (ooo%) 46.90%
24 (1.28%) 51.00%
3 [@o18%) 3151%
22 (1.18%) 47 59%
0 (ooo%) 66.67%
0 @oo%) 78.12%
13 @©70%) 63.33%

Pages /
Session

207

Avg for

Conversions

Goal 4: Contact Form Submission =

Contact Form Contact Form Contact Form
Avg. Session i {Goald | Submi 0a issi
R Conversion Rate) 4 Completions)  (Goal 4 Value)
00:03:27 0.00% 0 $0.00
Avg for View: | Avg forView: 0.00% | % of Totsl: 0.00% % of Total:
00:03:27 (0.00%) 0) | 0.00% (50.00)
(0.00%)
00:03:19 0.00% 0 (ooo%) | $0.00 (0.00%)
00:03:12 0.00% 0 @oo%)  $0.00 (0.00%)
00:03:29 0.00% 0 (@oo%)  -$0.00 (0.00%)
00:08:02 0.00% 0 (poo%) | $0.00 (o.00%)
00:02:06 0.00% 0 ook | $0.00 (o.00%)
00:13:21 0.00% 0 @oo%) | $0.00 @o00%)
00:01:43 0.00% 0 @oo%)  $0.00 @o0%)
00:02:04 0.00% 0 @oow) | $0.00 (o.0ow%)
00:00:28 0.00% 0 oo | 80.00 (.00%)
00:03:39 0.00% 0 ooo%) | $0.00 (0.00%)

The referrals report provides information about the segment of your web traffic that arrives to the
website through another source, like through a link on another domain.

Intelligence Events

e

O Real-Time

i Audience

%, Acquisition &l
Overview
B 2
= All Traffic
B 3
Channels
Treemaps bl =
Source/Medium =] 5
Referrals B 6
» AdWords @ 7
» Search Engine a8
Optimization - 8.
» Social g s
» Campaigns @ | 10

Secondary dimension = | Sort Type:

Source

inside.umassmed.edu
umassmed.edu
edit-waw.umassmed.edu
bing.com

i.umassmed. edu

tea
library.umassmed.edu
facebook.com

profiles umassmed edu

duckduckgo.com

Defautt
Acquisition
e il
1,750 | 10.34%
% of Total: | Avg for View:
27.41% (8.384) ‘;4;'4‘3;6,
1,294 (73.94%) 9.20%
113 (5.48%) 0.00%
73 4.17%) 4.11%
30 (1.71%) 43.33%
29 (1.66%) 0.00%
25 (1.43%) 16.00%
16 (0.91%) 6.25%
15 (0.86%) 6.67%
12 (069%) 1667%
9 (0.51%) 2222%

Behavior
Mew Users  Bounce Rate
181 43.60%

% of Totsl | Avg for View:

r? ;;: :453333322

119 @5.75%) 42.04%
0 (0.00%) 46.90%

3 (1.88%) 3151%
13 (7.18%) 63.33%
0 (0.00%) 27.59%

4 [221%) 64.00%

1 (0.55%) 62.50%

1 (0.55%) 45.67%

2 (1.10%) 75.00%

2 (1.10%) 11.11%

Pages |

Session

3.24

9.44
2.90
286
1.88
212

2.00

| etences [ @[

Conversions

Goal 4: Contsct Form Submission =

Contact Form Contact Form Contact Form
Avg. Session issi | oal issi
Duration Conversion Rate) 4 Completions) [Goal 4 Value)
00:03:46 0.00% 0 $0.00
Avg for View: | Avg for View: 0.00% | % of Totsk 0.00% % of Totsk
00:03:27 0.00%) [] 0.00% ($0.00)
{8.38%)
00:03:112 0.00% 0 (o.oo%) | $0.00 (0.00%)
00:06:02 0.00% D (oo | $0.00 (0o00%)
00:13:21 0.00% 0 (@oo%) | $0.00 (0.00%)
00:03:39 0.00% 0 (@oo%) | $0.00 (0.00%)
00:02:18 0.00% 0 (ooow) [ $0.00 (0.00%)
00:03:56 0.00% 0 (ooo%) | $0.00 (0.00%)
00:00:55 0.00% D (@oow%) | 30.00 (o.00%)
oo:01:07 0.00% 0 (ooos) | $0.00 (0.00%)
00:00:16 0.00% 0 (@oo%) | $0.00 (0.00%)
00:01:45 0.00% 0 (o.00%) | $0.00 (0.00%)
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a4 Google Analytics

c) AdWords, SEO & Social

This report provide information about your current and past AdWords campaigns, the performance
of your website on search engine results (SEO) and traffic from social media websites.

+ New Dashboard

All Sessions + Add Segment
100.00%
4 Shorcuts
Primary Dimension:  Conversion:
, Intelligence Events Top Channels « ‘Goal 4: Contact Form Submission  « Edit Channel Grouping
Real-Time
o Top Channels Sessions, Conversions
il Audience oS ® Contact Form Submission (Goal 4
M Organic Search Conversion Rate)

B Referral

- 1,000 100.00%
» Acquisition M Direct
" Email
Overview B Social
500 0.00%
+ All Traffic
+ AdWords
+ Search Engine Jul 28 Aug§ Aug 12 Aug19 Jul 29 Augs  Aug12  Aug 1o
Optimization
+ Social
+ Campaigns Acquisition Behavior Conversions
Sessions + % New New Users Bounce Rate Pages | Avg. Session Goal 4 Goald Goal 4 Value
I Benavior Sessions Session Duration Conversion Complefion
Rate
6,384 2012% 1,859 63.37% 2T 00:03:27 0.00% 0 $0.00

& Conversions

Behavior Overview

The Behavior overview report reveals what pages people visit on your website and what actions they
take while visiting. It also provides information about the number of page views, bounce rate & exit rate

Overview
Pageviews =  VS. Selecta metic Hourly | Day Week | Month
+m=  Shoricuts @ Pageviews
2,000
, Intelligence Events
1,000
0 Real-Time
l'i; Audience Jul28 Aug 5 Augiﬂ Aug 10
.
1 S Pageviews Unique Pageviews Avg. Time on Page Bounce Rate % Exit
17,682 12,566 00:01:57 53.37% 36.10%
3 Benavior il | e i e | sl Bcat | iRt eAs | et e
Overview
Behavior Flow
Site Content Page Pageviews % Pageviews
Site Content
Eeaned Page + 1. At & 3178 Wl 17797%
Site Speed = =
» Site Spee Page Title 2. fitthow-do-i/get-startedioutl ook:-tips/outl ook-web-app/ & 716 | 405%
Site Search .
* A ordT Site Search 3. fithow-do-Ifpasswords! & 62 | 362%
Events =
EEAnA St Yo 4. fit'security/mcafee-migration/ [ 626 | 3.54%
Publish
L Events 5. ftwho-we-arelevents/2015-nteropit! & 52 | 301%
Experiments Event Category -
6. fittwho-we-are/where-to-find-us/ & 504 | 285%
In-Page Analytics
7. Aithow-do-if & 319 | 1.80%
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a) Behavior Flow

4 Google Analytics

The Behavior Flow report visualizes the path users traveled from one page or Event to the next. This
report can help you discover what content keeps users engaged with your site. The Behavior Flow
report can also help identify potential content issues.

4= Shorteuts

Intelligence Events

Real-Time

Audience

Acquisition

Behavior
Overview
Behavior Flow

» Site Content

» Site Speed

+ Site Search

» Events

+ Publisher
Experiments
In-Page Analytics

All Sessions
100.00%

+ Add Segment

This report s based on 3.3K sessions (52.3% of sessions). Leam murés

. _JiUSECuriL..migration]
= 535

-

Jthow-do-.. k-web-app/
= 150

=¥ fihow-do-. passwordsl
= 336

b fithwho-we- interopit!
-+ 265

-
= 25K

b) Site Content/All Pages

Starting pages
6.4K sessions, 4.1K drop-offs

it
s

Y s

1st Interaction
2.2K sessions, 1K drop-offs

2nd Interaction
1.2K sessions, 513 drop-offs

1fﬂfwh0w& o-find-us/
LR

Al
LFS

it
ﬁ 137

r ftiservice . amic-tools.
LRI

ii fithow-do-... passwords/
134
fit/search-results/

133

fitfwho-we-...posts2015
131

100 more pages)

= jitihow-do-.. et started
. g,
i [tnow-do-._passwords/
51

ﬁ fitiwho-we-__o-find-us/
43

miemeepmen )

This report provides information about which are the most visited webpages of your website.

imj Audience

-,

1Y Acquisition

B senavier

Overview

Behavior Flow

~ Site Content
All Pages
Content Drilldown
Landing Pages
ExitPages

+ Site Speed

* Site Search

* Events.

* Publisher

Experiments

In-Page Analytics

Primsry Dimension: Page

Page Ttle  Other~

Secondary dimension | Sort Type:

Page

it ]
fithow-do-ilget-startedfoutiook-tips/o 8 |
utlook-web-app/ a
fitthow-do-ilpasswords/ &
fi'security/mcafee-migration/ &
[ithwho-we-are/eventsi2015-interopit/ &
[itwho-we-arefwhere-to-find-us/
fithow-do-if ]
fitfedpf &
fithow-do-iiget-started! -]
fi'securityimcafee-for-macs/ &

Defauit +

Pageviews + SE S il | A o Entrances Bounce Rate
17,682 12,566 00:01:57 6.384 53.37%
% of Total: 100.00% | % of Total: 100.00% w: % of Total: for View:
(17.682) (12.568) 00:01:57 (0.00%) 100.00% (8.384) 53.37% (0.00%)
3,178 (17 97%) [ 2,338 (18.61%) | 00:01:44 2,125 (33.20%) 3247% |
716 (4.05%) 553 (4.40%) 00:03:18 518 (= 11%) 73.04%
652 (3.69%) 458 (3.84%) 00:03:19 287 (4.50%) 60.63%
626 (3.54%) 520 (4.14%) 00:01:51 476 (7.48%) 74.16%
532 (3.o1%) 267 2.12%) 00:02:28 213 (3.34%) 48.36%
504 (2.85%) 393 (3.13%) 00:02:38 45 ([0.70%) 75.56%
319 (1.80%) 258 (2.05%) 00:.00:42 122 1.91%) 35.25%
288 (1.63%) 93 (.74%) 00:02:21 63 (oee%) 14.29%
279 (1.58%) 211 (1.88%) 00:00:45 50 ©.78%) 42.00%
211 (1.53%) 208 (1.66%) 00:02:21 144 (2.268%) 36.81%

[ Q| agvenced |@‘G|E‘it!s

% Exit Page Value

36.10% $0.00
forView:' | % of Total: 0.00%
36.10% (0.00%) 130.00)
30.37% . $0.00 (©.00%)
68.99% | $0.00 (.00%)
54.91% $0.00 0.00%)
65.34% $0.00 (0.00%)
35.90% $0.00 (0.00%)
a7.74% $0.00 (0.00%)
21.94% | $0.00 (o.00%)
13.54% $0.00 (0.00%)
22.58% | $0.00 (o.00%)
36.90% | $0.00 (0.00%)
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¢) Landing Pages

Google Analytics

The Landing Pages report provides information about which is the first page people visit when they

land on our website.

‘!. Acquisition

B Behavior
Overview
Behavior Flow
= 8ite Content
All Pages
Content Drilldown

> Landing Pages
ExitPages

+ Site Speed

+ Site Search

+ Events

+ Publisher

Experiments

In-Page Analytics

d) Exit Pages

The Exit Pages report provides information about which is the last page people visit before they

0| o

o

leave our website.

B Benavior
Overview
Behavior Flow
= Site Content
All Pages
Content Drilldown

Landing Pages

[ Exit Pages

+ Site Speed
+ Site Search
+ Events

+ Publisher

Experiments

In-Page Analytics

D E 82 8 8

6,384
% of Total:
100.00%
{6,384)

it & | 2,125 33.29%)

/thow-do-iget-started/outiook-ti 5 518

psioutiook-web-app! (8.11%)

fitlsecurity/mcafee-migration/ & 476 (7.46%)

fithow-do-ifpasswords/ ] 287 (4.50%)

fittwho-we-are/events/2015-inter @ 213

apit! [3.34%)
lit'services/research-computin "
Qalgraphpad-prism/ e 205 paw)
n & | 148 pazy)

fitlsecurity/mcafee-for-macs/ ] 144 (2 26%)
[itfhove-do-if & 122 paw)

Mservicesdacademic—tomslsoﬁw@ 78

are-to-download-for-mac/ s

ht
fithow-do-ilget-started/outiook-tipsioutlook-web-app/
fitlsecurity/fmcafee-migration/
fithow-do-ilpasswords/
fittwho-we-are/where-to-find-us/
lfitlservicesiresearch-computing/graphpad-prism/

fitwho-we-arejevents2015-interopit!

29.12%

Avg for View:
20.12%
{0.00%)

19.72%
46.91%

15.76%

19.86%
20.66%
87.80%

3T7.84%
13.19%

13.93%

15.38%

lfitlservices/productivity-tools-and-servicesicasper-suite-mac/

fithow-do-ilget-connectedorking-remaotely/

s

1,859

% of Total;

419

243

7

o

57

4

B

56

17

12

100.00%
(1.858)

(22.54%)

(13.07%)

(#.03%)

(3.07%)

(2.37%)

(0.69%)

(3.01%)

(1.02%)

(0.81%)

(0.85%)

el e alw

@ % e %

53.37% | 2.77 | 00:03:27

Avgfor View: | Augfor
53.37% View.
{0.00%) 277

{0.00%)

73.04% 1.64

T4.16% 159

60.63% 201

48.36% 201

88.78% 135

T7.70% 137

36.81% 245

35.25% 203

58.97% 187

384

% of Totel: 100.00% (6,384)

965 (15.12%)

494

409

358

291

213

191

140

135

132

(7.74%)

Avg for View:
00:03:27
(0.00%)
00:04:14

00:01:42

00:00:58

00:02:14

00:04:38

00:00:48

00:02:21
00:05:01

00:02:02

00:02:58

(6.41%)

(5.51%)

(4.56%)

(3:34%)

(2.95%)

(2.18%)

(241%)

(2.07%)

0.00%

Avg for View:

0.00%
(0.00%)

0.00%
0.00%

0.00%

0.00%
0.00%
0.00%

0.00%
0.00%

0.00%

0.00%

17,682

% of Totak 100.00% (17,882)

3178
716
626
652
504
252
532
261
252

175

Show rows: | 10 V‘Gom: 1 1-1aatess | €| |

(17.87%)

(4.05%)

(3.54%)

(3.69%)

(2.85%)

(1.43%)

(3.01%)

(1.48%)

(1.43%)

(0.99%)

1]

% of Total: 0.00%
(@)

=)

o

=)

=1

=)

=)

=1

=1

=1

(=1

{0.00%)

(0.00%)

(0.00%)

{0.00%)

(0.00%)

(0.00%)

(0.00%)
(0.00%)

(0.00%)

{0.00%)

Showrows: |10 ¥ |Goto: |1 1-100f230 |

$0.00

% of Total

0.00

$0.00

$0.00

$0.00

$0.00

$0.00

$0.00

$0.00

$0.00

$0.00

$0.00

36

Avg for View: 38.10% (0.00%)

% (50.00)

{0.00%)
(0.00%)
(0.00%)
10.00%)
(0.00%)
{0.00%)
(0.00%)
(0.00%) |
0.00%)

{0.00%)

.10%

30.37%
68.99%
65.34%
54.91%
57.74%
84.52%
35.90% |
53.64% |
53.57% |

75.43%
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ad Google Analytics

Real-Time

The Real-Time Report allows you to monitor activity as it happens on your website — e.g. how many
people are on your site right now, which pages or events they're interacting with, and which goal
conversions have occurred.

4

Overview Create Shortcut 572 ¥

Pageviews

% Dashboards R|ght now Per minute Persecond

4 Shortcuts 1

@ Intelligence Events

active users on site - - )

0 Real-Time H MOBILE
Overview
Locations Ll 2l A - c
Traffic Sources _
Top Referrals: Top Active Pages:
O Source Active Users + Active Page Active Users 4
2005 There is no data for this view 1| 1 100.00%
Conversions
Top Social Traffic: Top Locations:
a8y idience
im; Audience Source Active Users 4

There is no data for this view.

%, Acquisition
Top Keywords:
Keyword Active Users 4
Behavior
=] " 1. | (not provided) 1
-

In-Page Analytics

The in-Page report allows you to see how customers interact with your web pages (i.e. what they click)

In-Page Analytics Jul 31, 2015 - Aug 30, 2015
i Desnboards AddtoDashboard  Shorteut
» Private
i L )
+ New Dashbosrd O s = + Add S
#— Sharicuts In-Page
Pageviews Unigue Pageviews Avg. Time on Page Avg. Page Load Time (sec) Bounce Rate
@  inteligence Events 2 =
et 3,057 2,245 00:01:43 10.55 32.78%
& r % of Total: 18.2 8,300 % of Total: 18.7 11.988 Avg for View 55 (-10.55% g for View: § 5,83 o for View: &
- i Clicks v |with more than: 0.10% | C show color Br
=%, Acquiition
B sehavior
Cverview

Behavior Flow z

HowDoI | WhoWeAre | Services | ini

» Site Content

» Publisher
Expariments

In-Page Analytics

[  Conversions
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ad Google Analytics

Google Analytics in EPiServer

Period: 12/19/2014 - 1/7/2015 (§)
Graphs by: Day -

Google Analytics gadget is integrated with our content 1774 .
management systems — EPiServer and provides users with direct 1104 Lk viirs ca verts occuroa

3826 Page views

access to their sites analytics through EPiServer with no need to

New Visits % isits nloa: ai Form Postings

log into a Google Analytics account.

Highlights of the dashboard gadget:
e Campaign performance, tracking visitors’ interaction

Top Landing Pages (Visits)

e ey . . . ; it/ e :::
e Acquisition metrics and demographics, behaviors on page, By — w

4. /it/services/resear

tracking of completed goals and events.

Toggle Navigation Panel —> Settings —> Add Gadgets —> All => —> Google Analytics

Google Analytics metrics to track regularly

e Users | Audience —> Overview

¢ New vs Returning Visitors | Audience —> Behavior —> New vs Returning
e Bounce Rate| Audience —> Overview

¢ Landing Pages | Behavior —> Site Content —> landing Pages

o Exit Pages | Behavior —> Site Content —> Exit Pages

e Source/Medium| Acquisition —> All Traffic —> Exit Pages

e Average session duration | Behavior —> Site Content —> All Pages

e Page Views| Behavior —> Site Content —> All Pages

Google Analytics Resources

1. Official resources from google
a. Analytics Academy - https://analyticsacademy.withgoogle.com/explorer
b. Support - https://support.google.com/analytics/?hl=en#
c. YouTube channel - https://www.youtube.com/user/googleanalytics

d. Google Analytics blog http://analytics.blogspot.com/

2. Otherresources
a. https://blog.kissmetrics.com/50-resources-for-getting-the-most-out-of-google-analytics/

b. https://blog.kissmetrics.com/real-time-reports-google-analytics/
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