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Google Analytics
powerful simplicity, practical insight
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Overview

Google Analytics – Improve your site and increase marketing ROI

• Free, hosted web analytics 
service

• View over 80+ reports –
online, for download, & email

• Key Benefits

• Measure and evaluate ROI on 
your marketing efforts

• Evaluate visitor navigation to 
identify site improvements

• Track e-commerce metrics 
such as revenue, cost, and 
conversion rates

• Utilize assistance from our 
Professional Services team

Some of our customers:

What is Google Analytics?

A free hosted web analytics service that enables web site owners and marketers to 
better understand and influence visitor behavior and generate a higher ROI on 
marketing initiatives.  Google Analytics is fully integrated into Google AdWords and 
is available free to both AdWords advertisers as well as to any website owner.

Available in Google AdWords:

1. Reporting interface accessible directly from the google.com/analytics website

Ability to track and measure ROI on your online marketing efforts

Evaluate visitor behavior and navigation on your site and identify site 
improvements

Track e-commerce metrics such as revenues, costs, and conversion rates.

2. Over 80 web analytics reports

3. Ability to track up to 50 websites within your account

Who is using Google Analytics?

20% of the Fortune 500 trusts Google Analytics.
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Providing Answers to Difficult Questions

Which marketing initiatives 
are the most effective?

Is my website design
driving

people away?

Where and why are visitors
abandoning my shopping cart?

What keywords resonate 
with prospects and have the 

power to convert them?

What do people do while 
on my site?

Where are my visitors 
coming from?

Quick to set up, easy 
to use, and it’s free!

What answers does Google Analytics answer?

Google Analytics helps you answer the difficult questions about your visitors, their 
behavior on your sites, and the ROI on your online marketing efforts.

By using Google Analytics, you’ll learn how to provide more compelling content 
and target the appropriate audiences. 

Unlike other web analytics providers, Google Analytics can do this quickly, easily, 
and it’s free.
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Web Analytics for Your Organization

� Track ROI on all online initiatives from a 
single report

� Identify long-term trends in online 
marketing programs

� Have regularly scheduled reports
automatically emailed to you

� For Executives

� Capture the most conversions at the 
lowest possible cost

� Target high return regional markets and 
market segments

� Test various advertising creative for 
each of your campaigns

� For Marketers

� Demonstrate the value of your site usability 
improvements

� Show how your site design decisions improve 
website ROI

� Identify web design parameters like visitor 
connection speeds and browser types

� For Webmasters

Who in your organization benefits from Google Analytics?

By answering the questions in the previous slides, Google Analytics provides the 
benefits listed on this slide.

One great thing about Google Analytics is that it is useful across your entire 
organization. 

Our goal is to have Google Analytics used by everyone in the company with 
a stake in your website. We have reports for each person within these 
groups to understand if they are effectively doing their job: Executives, 
Marketers, Webmasters

Even if you wear all of these hats, you'll find this data to be extremely 
valuable in helping you reach your online business goals.
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Google Analytics Benefits



6

Google Analytics: For All Types of Sites

E-Commerce

Lead
Generation

Brand & 
Product 

Awareness

Who is Google Analytics for?

All different types of websites can benefit from web analytics.

Think about your own sites.  What kinds of goals are you trying to achieve with your 
online presence?

Most sites are focused on one or more of these three most common goal types:

1) Selling products or services: E-Commerce

2) Generate leads: Increase sign ups or registered users on the site 

3) Promote your brand – increasing product or brand awareness

Google Analytics will help you track the effectiveness of each step required to 
achieve any of these goals.

Next, I’ll tell you about the types of questions Google Analytics answers.
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Analyze Your Marketing Campaigns

Determine which 
marketing initiatives 
are driving the best 
traffic to your site

Banner Advertising

Search Marketing

Email Marketing

Search Engine Optimization
Referrals

Affiliate Programs

To meet any of the goals listed on the previous slide, you need to first drive 
the best traffic to your site.

It’s important to monitor the cost-effectiveness of each of your marketing 
activities. For example, you should know how bannner ads compare
overall with email campaigns, cost-per-click advertising, affiliate referrals, 
etc.

Let’s look at how Google Analytics helps you determine which marketing 
efforts are driving the best traffic to your site.
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Evaluate AdWords And Other CPC Programs

Answers These Questions

• Which marketing campaigns are the 
most effective?

• What keywords resonate with 
prospects and lead to conversions?

• What is the ROI on my marketing 
initiatives?

Black and White Photography
We’ll make you look deep and artistic
www.hereisyourportrait.com

Black and White Photography
We’ll make you look deep and artistic
www.hereisyourportrait.com

Portrait Photography
Get your portrait done right 
www.hereisyourportrait.com

Portrait Photography
Get your portrait done right 
www.hereisyourportrait.com

1.

1.

2.

2.

Through Marketing Optimization reports and Marketing Campaign reports, 
Google Analytics gives you the data needed to figure out how to getting 
visitors to the website using the optimal marketing programs.

In this example, the keyword “Google Caps” has a higher ROI than “Google 
Shop”.  You can identify keywords that do not give you a positive ROI and 
eliminate them from your campaigns.  Then increase your maximum CPCs 
for your best keywords.
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Convert More Visitors to Customers

Eliminate bottlenecks in 
your checkout and 

conversion processes

Viewing a 
product 

category page

Your visitors

1

Viewing a  
product page

2

Viewing a 
shopping cart

3

Completing an 
order

Your customers

4

Pinpoint where visitors 
leave your funnels and 
find out where they go

Once you’ve driven the right traffic to your site, you need to make sure that 
visitors turn into customers.  To do this, you need to define the ideal 
paths, or funnels, that visitors move through your site.

Then, you must continuously improve your site content and navigation to 
make sure that your site structure, flow, and content are optimal for 
achieving your site goals.  

Use Google Analytics to help figure out which changes lead to increased 
conversions.

Next, let’s look at some reports in Google Analytics that enables you to better 
convert visitors into customers.
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Where Visitors Enter and Leave Your Funnel

Funnel Visualization Report

Answers These Questions

• At what point do visitors who begin a 
defined funnel process abandon it?

• Are there site design elements or 
particular pages that turn customers 
away?

• Which site paths lead to the most 
conversions?

Abandoning your site
Entering your site

Your defined goal

[Notes to presenter: Describe the goal and funnel report in Google Analytics.]

In the Funnel Visualization Report, the centermost column of boxes 
represent the steps in one of your defined goal funnels.  Shown within each 
box is the percentage of visitors still in the defined funnel at each step. 
Shown at right, under Abandonment Points, are the visitors who abandoned 
the funnel and where they went. Shown at left are the Entrance Points, 
points from which visitors arrive to the funnel. 

Google Analytics’ Funnel Visualization Reports give you information to help 
you figure out the answers to the questions on the bottom right.
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What They Use

Example Web Design Parameter Report

Answers This Question

• For which web design parameters (such 
as connection speeds, browsers, and 
versions of Flash) should I optimize my site 
and content?

Google Analytics helps you understand what your customers use to browse 
your site and where they are coming from.

•Web Design Parameter Reports (such as Connection Speed Report shown) 
– For which connection speeds should I optimize my site and content?

•Geo Map and Geo Location Report – From what countries are your visitors 
and sales coming from?
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Answers These Questions

• Where are visitors coming from?

• How do visitors from different regions 
compare with respect to conversions and 
average visit value? 

Example Geo Map Report

Where They Are From
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What They View on Your Site

Visits Over Time For Each Page

Top Content Report

Answers These 
Questions

• How popular is each 
page on my site and 
how important is the 
page to my business?

• How have the number 
of visits to a particular 
page changed over 
time?

• How have my site 
improvements affected 
visitors over time?

Top Content Reports: How popular is each page on my site and how 
important is the page to my business? This report shows how many visits 
and pageviews each page on your site received, the average amount of time 
that visitors spent on the page, how frequently visitors left your site after 
viewing the page, and the $Index. Pages with the highest $Index are those 
pages which were commonly visited prior to high-value conversions during 
the same visit. 
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What They Search For

• Identify search terms and search refinements to understand customer intent

• Learn how visitors who searched compare to those who didn't

• Maximize the utility of your on-site search box, including the Google Custom Search 
Engine, Google Mini, and Google Search Appliance
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Schedule Reports by Email

• Send reports 
automatically every 
day, week, month, 
quarter- or send them 
instantly at any time

• Break organizational 
bottlenecks by getting 
data to those who need 
it
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How Google Analytics Works

Off-site Data Collector

Report Data

Browser/HTML Page
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• Google Analytics is 
integrated with AdWords

– Automatically adds 
campaign tracking to your 
AdWords account

– Automatically imports 
AdWords cost data for ROI 
analysis

• Access Google Analytics 
reports in AdWords or at 
www.google.com/analytics

Google Analytics Is Integrated With AdWords

Google Analytics gives you 
actionable information that you 
can use to increase your ROI on 

your AdWords campaigns 
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Google Analytics in the Marketplace

Scaling for very large sites often requires 
purchasing more servers ($$$$)

Powered by Google servers, Google Analytics 
can handle millions of page views allowing us 

to deliver fully comprehensive data
Scalability

Custom javascript, coding and advanced 
system administration required 

Single piece of javascript for all pages – can 
be included in a server side include for use on 
all pages in site, just basic html knowledge 
required

Ease of Use

Product cost, professional service 
charges, training, maintenance and 

hardware fees
Free, limited installation resources

Total Cost of 
Ownership

Can require weeks of consulting services 
and training

As little as one daySet up Time

Other Site Analytics ProductsGoogle Analytics

[Direct Sales]

[Direct CS/Max]

[Direct AdOps]

[Online]
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Case Study: BuildDirect

Who:

• Canadian online super-wholesaler of building products

• Marketing budget approaching $1M per quarter

Initiative: To improve the efficiency of its online spending

• Optimized its website design based on report data

• Used A/B testing capabilities to perfect its marketing approach

• Judged the effectiveness of email campaigns designed to drive traffic to their site

Increased Conversions by 37%

“Web analytics are essential for any online company, and they have been key to 
dramatically improving our operation... Our online sales volume has increased 50 percent –
all without anyone picking up the phone.”

— Dan Brodie, 
Director, Operations

See the BuildDirect case study for more details.
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Case Study: Deckers Outdoor Corporation

Who:

• International footwear company

• Brands include Teva, Simple, and UGG

Initiative: Speak to new audiences through search-based advertising

• Discovered how customers found their sites

• Identified keywords that worked the best

• Improved their sites to enhance content and visitor experience

Increased Advertising ROI by 190%

“Overall, return on investment increased by nearly 190% per month.”

— Jeff Saville, 
Marketing Manager

See the Deckers case study for more details.
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Automatically provides AdWords ROI 
metrics, without you having to import cost 
data or add tracking information to 
keywords

Integrated with AdWords

Enterprise level capabilities and yet still be 
accessible to anyone who wants to improve 
their marketing and site design 

Google Analytics gives us an opportunity to 
invest in our advertisers and everyone else 
who wants to create quality content on the 
web

Summary and Next Steps

Sophisticated, yet easy to use

Free

Sign Up Sign Up for Google 
Analytics

Install the Google 
Analytics tracking 
code on your site

Configure site goals 
in Google Analytics

View Reports

Next Steps:
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Learn More

http://www.google.com/analytics/
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Appendix
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Data Confidentiality

What kind of information does Google Analytics track ?

No personally identifiable information.  Data is in anonymous format, collecting 
information about where a visitor comes from, how the visitor navigates through the site, 
and other actions they may perform on a website. 

How is Google using the data collected by Google An alytics?

The information gathered remains anonymous, and may be used in aggregate to 
maintain ads quality, and fight invalid clicks and impressions. Google will not use your 
data to provide an unfair advantage or disadvantage to any particular AdWords advertiser.

Who has access to the data collected by Google Anal ytics?

Google wants to provide the best service possible to our advertisers.  For this reason, 
Google Customer Service Representatives that are assigned to support you will have 
access to your web analytics reports.  With these reports, we will be able to provide you 
with advice on how to improve your site and increase marketing ROI.  Google employees 
who provide technical support to the Google Analytics product will also have access to 
the data for purposes of maintaining high levels of system performance.

For more information, see the Google Analytics Terms o f Service.
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Client Time and Involvement Expectations

From Client:  LOW INVOLVEMENT:
Client action: install code on part of the site, no setting up goals/funnels
Client benefits: tracks AdWords with much more detail than Conversion Tracking, see referral sources, geo 
info, language info, etc.
Time required: as little as 10 mins to include JavaScript in server-side include or master style sheet, or more 
to manually add to part of the site

From Client:  LOW/MEDIUM INVOLVEMENT:
Client action: install code on whole site; no setting up goals/funnels
Client benefits: all of the above, plus see the full picture of referral sources, geo info, language info. Also see 
how offline campaigns have a ripple effect in traffic to the site.
Time required: as little as 10 mins to include JavaScript in server-side include or master style sheet, or more 
to manually add, etc. esp. if there is Flash

From Client:  MEDIUM INVOLVEMENT:
Client action: install code on site and track several goals Client benefits: all of the above, plus understand 
how many of your visitors meet the goals you have set up, such as completing a shopping cart, going through 
the steps to view products on sale, or anything else you've created as goals.
Time required: installation as above, goal setting time depends on customer to determine goals.

From Client:  FULL INVOLVEMENT:
Client action: install code on site, set up several goals, tag URLs of many marketing campaigns (such as 
newsletters, YSM, email marketing) Client benefits: all of the above, plus understand how well each media 
converts, e.g. do visitors who come via email marketing convert better than newsletter?
Time required: as above, plus time to create URL tags and tag URLs. 


