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Introduction

You can’t manage what you don’t measure. This is an old management adage that is even more
important today as there are so many more ways for customers to engage and interact with you — and
most of these channels are digital. Which channels are the most important, what do they want to do, what
information do they need, which messages resonate with what audiences, what do they want to do, and
are you spending your time in the right places?

This document is an introduction to analyzing the metrics for your website using Google Analytics — the
most widely use website analytics tool with more than 52% of all websites using the tool.

At a high level, analyzing the metrics from your website is important to:
e Help you get to know how much traffic you're receiving
e Alert you to any sudden changes
e Know where traffic is coming from
e Help you decide what your visitors want

Website analytics can help you to answer these detailed questions:
Who is coming to your site

When are they coming to your site

Where are they coming from

What device are they using to view your site
How do they get to your site

What are they looking for

Where are they looking

How many pages do they look at

What path do they take through your site
How long do they stay
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Basic Google Analytics Definitions
Source: WhereOWare

ltem Definition

Sessions Included on multiple reports, sessions track how often your site was visited, and what
actions were taken during each visit. (Sessions were previously called “Visits.") Sessions
measure interactions one visitor conducts on your site within a set time frame. GA sets
the time frame to 30 minutes, so anything your visitor does on your site within those 30
minutes will be counted in the same session.

How to use it: Keep tabs on the volume of traffic to your site. Compare month over
month or year over year to see changes over time, or analyze how an individual
marketing effort (sale, email blast, social media campaign, etc.) impacted the number
of people visiting your site.

New Sessions Included in most reports, new sessions measure first-time site visitors.

How to use it: Separate the new visitors from repeat visitors and identify pages that are
more important to each group. Does your content need to be changed or could you
add more content to attract more new or repeat visitors?

Users Measures how many people visited your site (previously unique visitors). Repeat visitors
are only counted once, differentiating it from sessions.

How to use it: The specificity of this data allows you to track your true audience size. It
is a great way to identify if your marketing efforts are increasing your audience with
fresh faces.

Pageviews Found under Behavior, measures how often a specific page is visited. If a visitor visits
Page A, goes to the homepage, and then comes back to Page A, it's counted as two
page views.

How to use it: Page views is a great tool for calculating how well individual pages on
your site are performing. Breaking your whole site down into smaller segments (like
pages) is useful in identifying elements that are most or least successful.

Pages Included in most reports, measures how many site pages were viewed during one
/Session visitor's single session.

How to use it: Gauge how well your site captures visitors’ attention and keeps them
interested. In general, higher pages/session, means more engaged visitors, however,
you must put everything into context. If you have a lot of pages/session that don't end
in a conversion (goal or e-commerce), than you may have a problem.

Average Measures how long customers spend on your site. Average session duration is the total
Session duration of all website sessions divided by the number of sessions.
Duration

How to use it: The average session duration shows the overall engagement level of
your visitors on your site. Longer visits may indicate a more captivating site for your
visitors.


http://www.whereoware.com/blog/google-analytics-glossary/2015/01/
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Item Definition
Bounce Rate Measures the percentage of site visitors viewing only one page on your site before
leaving. (They enter and leave on the same page without any type of interaction.)

How to use it: Generally, a high bounce rate indicates that website visitors are losing
interest in your site, because they aren’t exploring content past the initial page.
Warning: Keep context in mind. A high bounce rate on an information page, like your
contact us page, doesn't necessarily indicate a problem. Visitors might have needed
your phone number, found it, and left

% New Included in most reports, measures how many site pages were viewed during one
Sessions visitor's single session.

How to use it: Gauge how well your site captures visitors’ attention and keeps them
interested. In general, higher pages/session, means more engaged visitors, however,
you must put everything into context. If you have a lot of pages/session that don’t end
in a conversion (goal or e-commerce), than you may have a problem.

Source A traffic dimension, states the origin of a website visit, or how the visitor got to your
site. Sources include google (the name of a search engine), cnn.com (name of referring
site), and direct (users that type in a URL directly).

How to use it: |dentifying the origin of your website traffic is a great way to determine
where to focus your marketing strategy. Which source brought the right kind of
visitors? Did you traffic from CNN bring “hot” visitors? Great, consider doing a PR
reach with CNN, along with a paid ad.

Direct Traffic Visitors who arrive on your site by typing in your URL or via a bookmark, instead of
being assisted by Google, paid searches, social media, etc.

How to use it: By identifying the number of visitors that convert directly, you can assess
word of mouth traffic, number of existing customers, people familiar with your brand,
and offline campaigns. A big spike in direct traffic may indicate that one of your offline
campaigns performed particularly well.
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Google Analytics Navigation Menu

The first thing you need to know about Google Analytics in the left hand navigation menu. This is how
you will access various reports. For beginning and intermediate users, you will most likely be looking at
the following areas:

Dashboards — Dashboards are a collection of widgets that give you an overview of the reports
and metrics you care about most.

Shortcuts - Shortcuts remember your settings so you don't have to reconfigure a report each
time you open it.

Audience - Summarizes how your site is doing over time across key metrics

Acquisition — Shows where your site traffic is coming from

Behaviors — Highlights what content is important and where people are clicking on your site

¥4 Google Analytics

% Dashboards

+»  Shorcuts

’ Intelligence Events
C'-) Real-Time

i  Audience

'!’ Acquisition

[0 Behavior

K Conversions
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Audience Overview

Summarizes how your site is doing over time across key metrics. You can select the time period and the
frequency for the graph — Day, Week or Month.

Audience Overview Jan 1,2015-Sep 28, 2015 -
Email Export + AddtoDashboard  Shortcut <r
ﬂlﬂ?‘;\;smns + Add Segment
Overview
Pageviews ~ | VS. Selecta metric Hourly | Day = Week | Month

@ Fageviews

300,000

OS00 \

February 2015 Msrch 2015 April 2015 May 2015 June 2015 July 2015 August 2015 Sept

M New Visitor M Returning Visitor
Sessions Users Pageviews

575,017 365,965 1,373,472

- — | —

Pages / Session Avg. Session Duration Bounce Rate

2.39 00:01:46 56.56%

% New Sessions

60.45%

At the bottom of this page, you can also view information by Demographics, System or Mobile.

Demographics Operating System Sessions % Sessions
Language 1. Windows 2207 [ BTT%
Country 2 i0s 102634 [ 33.50%
City 3. Matintosh w612 [l 16.63%
System 4. Android 55194 [ 10.12%
B .
ronser 5. Chrome OS 1851 | 0.32%
Operating System - .
perEing =vs 6. Linux 1774 | 0.31%
Service Provider -
7. Windows Phone 933 | 0.16%
Mobile )
_ 8. (notset) 608 | 0.11%
Operating System
) ) 9. BlackBerry 403 | 0.07%
Service Provider
10. Series4d 15 | 0.00%

Screen Resolution
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Audience Overview — Mobile

Under the Mobile section, you can see how the traffic is coming to your site whether on Desktop, Mobile
or Tablet

Overview Jan 1, 2015- Sep 28, 2015
Customize  Email Export » Add to Dashboard  Shortcut ‘e
All Sessions + Add Segment
100.00%
Explorer

Summary Site Usage Goal Set1  Ecommerce
Sessions = V5. Select s metric Day | Week Month ﬁ ...
® Sessions @ mobile @ tablet @ deskiop

100,000

h‘S:I.:I _:I—-_—/—

-— . — . o -
. > - > - 8
[ . & & e e - o —a
February 2015 March 2015 April 2015 May 2015 June 2015 Juby 2015 August 2015 Septe...

Primary Dimansion: Device Category

Secondary dimension = | Sort Type: | Default -

Q |advanced | @ = | T |50

Acquisition

Behavior Conversions  Goal 1: Visit
- Device Category Visits [Goal
. . 5352;‘:5 Bounce Rate ;:g:;:' Avg. Session 1 . Visits (G
Sessions Mew Users Duration Conversion Complefior
Rate)
575,017 60.48% 347,764 56.56% 2.39 00:01:46 56.56% 325
% of Total: | Awvg for View: % of Total: | Awvg for View: Avg for Avg for View: | Avg for View: %
100.00% 60.45% 100.05% 56.56% View: 00:01:48 56.56% 1
(575,017) (0.05%) (347.582) (0.00%) 2.30 (0.00%) (0.00%) (@
(0.00%)

# 1. desktop 316,916 (55.11%) 60.17% | 190,683 (54.93%) 45.01% 277 00:02:08 458.01% | 152,146
# 2. mobile 209,735 (36.47%) 61.61% | 129,213 (37.18%) 69.44% 182 00:01:09 69.44% 145637

¥ 3. tablet 48,366 (2.41%) 5762% | 27868 (s.01%) 56.71% 2.34 00:01:54 56.71% | 27430

Looking back a year ago at the month of September 2014, you can see that the % of visits from mobile
and tablet has gone from 36% to 45%.

Plot Rows || Secondary dimension ~ | Sort Type: | Defaut = Q| adanced M| @ | | = |HT

Acquisition

Behavior Conversions  Goal 1: Vists =
Device Category Visits (Goal -
% New Pages | Visits (Goal 1
e 4 Sessions . Bounce Rate | g ijon ;:‘r’a:::s“’" cﬂm;rsmn Completions)
Rate)

41,729 60.25% 25,140 52.80% 2.44 00:01:54 52.80% 22,034

% of Total: | Avg for View: %of Total: | AvgforView: | Avgfor | Avg for View w: % of Tota
100.00% 21% 100.05% 52.80% View 00:01:54 100.00%

#1.728) (0.05%) (25.127) 0.00%) 2.44 0.00%) (22.034

0.00%)

1. desktop 26,585 (63.71%) 58.75% | 15618 (a2.12%) 47.07% 269 00:02:09 47.07% | 12,514 (5a.70%
2. mobile 11,247 (26.95%) 63.70% | 7,164 (28.50%) 65.72% 189 00:01:19 65.72% | 7,392 (33.55%
3. tablet 3,897 (9.34%) 60.51% | 2,358 (o.38%) 54.61% 2.29 00:01:54 5461% | 2,128 (pas%
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Audience Overview - Comparison Period

If you have been running analytics for several months, you can use the comparison tool to compare
similar time periods — week, month, quarter or year.

Audience Overview Apr1,2015-Sep 28, 2015
Compare to: Apr 5, 2014 - Sep 28, 2014
Email Export = AddtoDashboard  Shortout L
All Sessions + Add Segment
+0.00%
Overview
Pageviews = V5. Selects metric Hourly | Day Week Month

Apr1, 2015 - Sep 28, 2015: @ Pageviews
Apr5, 2014 - Sep 28, 2014: ® Pageviews

300,000
“150,000 o v\\
- =0
May 2015 June 2015 Juby 2015 August 2018 Septe...
B MNew Visitor B Returning Visitor
Sessions Users Fageviews Apr1,2015 - Sep 28, 2015
21.59% 18.44% 22.49%
423256 vs 348,102 275,108vs 232270 993,813vs 811,337

Pages / Session Avyg. Session Duration Bounce Rate
0.74% -2.75% 1.51%
2.35vs 233 00:01:44 vs 00:01:47 57 20% vs 56.35%

% New Sessions

-2.93%

60.29% vs G2.11%
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Audience Behavior — Frequency & Recency
The Frequency & Recency reports shows the count of sessions (how frequently people are visiting your
site) and the days since last session (how recently people have visited).

Frequency & Recency Sep 3, 2015-Oct 5, 2015

Save Email Export- Add to Dashboard -
All Sessions + Add Segment
100.00%

Distribution

Countof Sessions  Days Since Last Session

Sessions Fageviews

52,716 130,363

% of Total: 100.00% (52.7186) % of Total: 100.00% (130,363)

Count of Sessions Sessions Pageviews
1 31,949 78,222
2 6,360 [ 15,032
3 2,864 [l 7,084
4 1,742 1 4,213
5 1,205 | 2,980
6 853 | 2,012
7 592 | 1,706
8 556 | 1,402
914 1,799 I 4,423
15-25 1,313 |1 3,324
26-50 967 | 2,440
51-100 853 | 2,591
101-200 754 | 2,193
201+ 809 | 2,74
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Audience Behavior — Engagement

The Audience Behavior — Engagement report analyzes session duration (how long a visitor was on your
site) and page depth (how many pages a visitor viewed). The more pages that your visitors go to during a
session, the more engaged they might be. If you can increase the number of pages your average user
clicks to, this suggests that you are improving how engaging your website is.

The majority of sessions are less than 10 seconds and these are likely people ended up on the page and
exited because they were looking for something else. They could also be Bots or Spiders who crawl your
site and inflate your traffic, but that is a more advanced topic.

Engagement Sep 5, 2015-0ct 5, 2015
Email Export » Add to Dashboard Shortcut ‘@
All Sessions + Add Segment
100.00%
Distribution

Session Duration  Page Depth

Sessions FPageviews

52,716 130,363

% of Total: 100.00% (52.718) % of Total: 100.00% (130,363)

Session Duration Sessions Pageviews
0-10 seconds 3,963 35,259
11-30 seconds 4,350 I 11,420
31-60 seconds 3804 12,563
51-180 seconds 5713 25,352
181-600 seconds 4204 I 25,693
501-1800 seconds 2211 B 15,236
1801+ seconds | 4,840

10
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Acquisition Overview
This view looks at how traffic is coming to your site. In this example, 67% of traffic is coming from Organic
Search, 18% from Email and 13% from Referral.

Acquisition Overview

Email Export ~ Shortcut

All Sessions
100.00%

Primary Dimension:

Top Channels -

Top Channels

>

1 W Crganic Search
2 m Direct

3 W Referral

4 Social

5 m (Cther)

L] Email

Goal 1: Visits  ~

Conversion:

Edit Channel Grouping

An Introduction to Using

+ Add Segment

Sessions
® Sessions
W Crganic Search
M Direct 4,000
M Referral
Social
W (Other) \A":\ﬁ
Email
Sep 8 Sep 15 Sep 22
Acquisition Behavior
Sessions + % New New Users Bounce Pages / Avg.
Sessions Rate Session Session
Duration
50,284 59.72% 30,028 55.07% 245 00:01:46
1| 0.00%

11

Google Analytics

Sep 1, 2015- Sep 28, 2015

-«
Conversions
® Visits (Goal 1 Conversion Rate)
100.00%
50.00% »
Sep 8 Sep 15 Sep 22
Conversions
Goal 1 Goal 1 Goal 1
Conversion Completion Value
Rate
55.97% 28144 $0.00
0.00%
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Acquisition — Channel Drilldown
Clicking on the Organic Search drills into what keywords people are using to access your site.
Unfortunately, 93% of the traffic does not have a source in this example.

Acquisition
Keyword
% Mew Sessions
Sessions 4 Mew Users
33,961 61.37% 20,841
% of Total: Avg for View: % of Total:
67.54% (50,284) 50.72% (2.76%) | 69.41% (30,028)
1. (notprovided) 31,786 (33.60%) 61.90% | 19674 (04.40%)
2. city of manhattan beach 22T (0.67%) 37.00% 84 (0.40%)
3. manhattan beach 164 (0.48%) T3.17% 120 (0.58%)
4. city of manhattan beach jobs 106 (0.31%) 3T T74% 40 (0.10%)
5. manhattan beach ca 43 (0.13%) 05.35% 41 (0.20%)
6. polliwog park 36 (0.11%) 44 44% 16 (0.08%)
7. citymb.info 33 (0.10%) 21.21% 7 (0.03%)
8. manhattan beach california 29 (0.09%) T9.31% 23 (0.11%)
manhattan beach police . . I
4. depariment 24 (0.07%) h3.33% 14 (0.07%)

Unfortunately, the majority of organic traffic currently comes back with a keyword of “(not provided)”.
This is because Google is now encrypting organic search traffic and most search terms will not appear in
this list. Google suggests that you set up and use Google Webmaster Tools instead to analyze your
keywords.

12
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Acquisition — Social

Social analytics provides you with the tools to measure the impact of social. You can identify high value
networks and content, track on-site and off-site user interaction with your content, and tie it all back to
your bottom line revenue through goals and conversions.

Social Value
41,614 (50.00)
Conversions
A ———"———— Sessions: 52,716
e . Sessions via Social Referral: 746
S —————~—— Conversions: 41,614
Confributed Social Conversions:
601 (50.00) [ S 601
Contributed Social Conversions
A Last Interaction Social
. . —— e -
498 (50.00) , Cenversions: 498
Last Interaction Social
Conversions
Social Sources Social Network Sessions % Sessions
Social Network 4 1. Facebook 534 [ 7G.25%
Pages 2 Yelp 105 [ 1408%
Shared URL
3. TripAdvisor 14 | 1.88%
Social Plugins
Social Source 4. Twitter 14| 1.88%
5. Linkedin 12 | 1.61%
6. tinyURL & | 1.0M%
7. Meetup - ] 5 | D6T%
8. Blogger 1 | 013%
8. reddt - ] 1] 013%
10 Weehlv 1 1 0.13%

13
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Behavior - Overview

The Behavior Overview shows the top 10 pages accessed by visitors. In this case, 10% of visitors are
looking at employment opportunities and other popular pages getting more than 2% of the traffic
include City Calendar, Search, Contact the City, Calendar and Sand Dune Park.

Overview Sep 1, 2015-Sep 28, 2015

Email Export + Addto Dashboard  Shortcut <7

All Sessions + Add Segment
100.00%

Overview
Pageviews = |VS. Selecta metric Hourly | Day Week Wonth

® Pageviews

£,000

4,000

Sep 8 Sep 15 Sep 22

Pageviews Unigue Pageviews Avg. Time on Page Bounce Rate % Exit

123,128 99,463 00:01:13 55.97% 40.84%

i | e | e | T | e

Site Content Page Title Pageviews % Pageviews
Page 1. City of - Home 10249 [l 1563%
Page Title » 2 Cityof : Employment Opportunities. 1zg00 ] 1048%
Site Search 3 Cityof - City Calendar - Month View 4108 | 3.34%
searcn Tem 4. Cityof - Search 3647 | 32%
Events 5. City of Contact the City 3208 | 261%
Event Category

6. City of| : Calendar 3147 | 256%

7. City of - Sand Dune Park 2504 | 2.03%

8. City of, - Concerts inthe Park Bands 2265 | 1.84%

9. City of - Polliwog Park 1766 | 1.43%

10. City of - Building and Safety 1455 | 1.18%

view full report

14
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Behavior — Site Content All Pages
The Site Content All Pages lets you see the popularity of all your pages. You can flip between page title
which may be easier to understand and the actual page URL.

. Unigue Pageviews Avg. Time on Page

Page Title Pageviews
123,128 99,463 00:01:13
% of Total: 100.00% | % of Total: 100.00% Avg for View:
{123,128) (09,463) 00:01:12 (0.00%)
) 1. City - Home 19,249 (15 62%) 14 978 (15.08%) 00:00:67
(W] 2. City - Employment Opportunities 12,899 (10.48%) 9741 (o.7o%) 00:01:10
) 3. City . City Calendar - Maonth View 4,108 (2.34%) 3427 (3.45%) 00:00:49
(W] 4. City - Search 3,847 (22w 2925 (2.04%) 00:01:43
) 5. City - Contact the City 3,208 (2.61%) 2602 (2.62%) 00:01:11
(W] G. City - Calendar 3147 (2.56%) 2569 (2.58%) 00:01:01
) 7. City - Sand Dune Fark 2,504 (2.03%) 2168 (2.18%) 00:04:00
(W] 8. City - Concers in the Park Bands 2,265 [1.84%) 2097 2.11%) 00:03:25
) 9. City - Polliwog Park 1,766 (1.43%) 1,417 (1.42%) 00:02:05
(W] 10. City - Building and Safety 1455 (1.18%) 1,094 (1.10%) 00:01:02
|8 11. City - Open City Hall 1415 (1.15%) 1,233 (1.24%) 00:03:43
(W] 12. City . Parks and Recreation 1403 (1.14%) 1176 (1.18%) 00:01:09
) 13. City - Pay Water Bills 1,376 (1.12%) 1,118 (1.12%) 00:02:18
(W] 14. City - Police Department 1,370 (1.11%) 996 (1.00%) 00:01:02
) 15. City . Bid Opportunities 1,359 (1.10%) 1,220 (1.23%) 00:00:54
(W] 16. City . Electric Utility Services 1,323 (107w 1,089 (1.00%) 000348
) 17. City - Concerts in the Park 1,243 (1.01%) 1,050 (1.08%) 00:01:01
@ 18 Eﬂiitgutes - City Council Meetings Agendas and 1,077 (.87%) 845 (0.85%) 00:03:50
|8 19, City - Community News and Updates 1,040 (0.84%) 931 (0.04%) 00:01:10
(W] 20. City - Aguatics 1,034 (0.84%) 835 (0.B4%) 00:01:19

15
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Behavior - In-Page Analytics
The Behavior — In-Page Analytics identifies where people are clicking on your site and percentage of

clicks. This is an interest page to review on a regular basis to make sure you have optimized the content
on your homepage to deliver what your customers are looking for.

You can access this feature by going to Behavior section and select In-Page Analytics.

Google Analytics

Clicks ~ |with more than: | 0.10%  + L D show color | ] Browser Size ‘ | Ext

m N N:f!", Calen 22% ),..3” sala. 2" Agendnsl.antu | Budget Transparency D
‘ . E—
—— 700 NF
27% I > 1 I o 5% 07% 04% 28% 12%
CITY OFFICIALS RESIDENTS BUSINESSES VISITORS 1 WANT TO...

Select Language

ENEWS SIGN UP

SERVICE REQUESTS X

| ACTIVITY REGISTRATION %
ONLINE PAYMENTS

PERMITS & LICENSES

z AGENDAS, MINUTES

& eCOMMENTS

v, ~NT CURRENT | f':’;\‘
| NEWS EVENTS  MEETINGS &

Downlown Crosswalk Replacement and

Slumry Seal Project Sep’|  RESCHEDULED - Cultural Arts Commission DROUGHT
: 22| Meeting

Repair and Planned Diversion at Hyperion

R ccoimen! Flant ieg"l Planning Commission Mesting DOWNTOWN PLAN m
B Open Gily Hall - New Topic: Communily - -
¢ Idenfity and Directional Signage

Sep'] Parking and Public Improvements Commission VILLAGE MALL
(ayodina) S Pot 2 24 | Mesfing [02% | 9

2013-14 Waler Main Replacement Project 5
Sep Parks and Recreation Commission Meeting LIBRARY

08% 28

16
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Google Analytics Dashboard

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.

Test Dashboard Sep 1, 2015-Sep 30, 2015
+AddWidgst |~ Share + Email Export « Customize Dashboard  Delets Dashboard
Al Sessions + Add Segment
100.00%

Pageviews Pageviews and Unique Pageviews by ... Sessions by Default Channel Grouping Sessions by Device Category
® Pageviens . Unique M Organic Search M Direct M deskiop M mobile M tablet
Page Pageviews pageviews W Referral - Social M (Other)

8.000 Other

/index.aspx?page=1& 16,948 13523

Jeity-offcialsiuma |
n-resourcesiemploy & 7410 4,008
4000 ment-opporturities

Jhome & 333 2338

Sep 8 Sep 15 Sep 22 Sep 29 ang-recreation/park &
s-ancfacilities/san

2634 2278

Jeity-services/park

Exits s-and-recreation/co
ncerts-in-the-park/c & 2276 2,108
oncerts-in-the-park-

® Exits bands

4.000
Jeity-offcials/parks-

and-recreationipark

S-and facilities/paill & 1818 1480
[y wog-park
o, —

city-services/park

sandrecreation & 4R 128

lcity-officialsfinanc
1,448 1,176
Sep 8 Sep15  Sep22  Sep20 e/pay-water-bills &

Ieity-servicesipolic
e department & 1438 1048

IHome/Companert
s/JobPostsilob/72 & 4387 1280
ot

To add a report to the Dashboard, select Add to Dashboard while you are viewing a report that you
would like to see on your Dashboard.

R¥% Google Analytics Home  Reporting  Customization  Admin
L]
Find reports & more Audience Overview
Email Export - Shortcut
a2 Dashboards
All Sessions
100.00%

«n  Shortcuts

17
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Google Analytics Shortcuts

Shortcuts remember your settings so you don't have to reconfigure a report each time you open it. Any

setting you apply to a report, like adding an advanced segment or a new metric, stays applied in a
shortcut until you manually change the settings.

To access a report, click on Shortcuts which gives you an index of the Shortcuts that you have saved. Here
is a list of the key reports that should be in your shortcuts.

Shortcuts

Hame Creation Date 4

Audience Overview Oct 8, 2015 Actions -
Audience Overview - Mobile & Tablet Oct 8, 2015 Actions -
Audience - Newvs Returning Oct 8. 2015 Actions -
Audience - Frequency & Recency Oct 8. 2015 Actions -
Audience - Engagement Oct 8, 2015 Actions -
Acquisition Owverview Oct 8, 2015 Actions -
Acquisition - Channels Oct 8, 2015 Actions -
Behaviar - Overview Oct 8, 2015 Actions -
Behavior - Site Content All Pages Oct 8, 2015 Actions -
Behavior - Landing Pages Oct 8, 2015 Actions -
Behavior - Exit Pages Oct 8, 2015 Actions -

Showrows | 25 ~ Goto |1 1-110f11 < ¥

You can add a report to your Shortcuts by clicking on the Shortcut link whenever you are viewing a report
you would like to save to your Shortcuts.

ﬂ Google Analytic Home Reporting Customization Admin

Audience Overview

Email Export ~ Add to Dashboard

All Sessions
100.00%

a2 Dashboards

«n  Shortcuts
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Social Media Tracking
Another important source of analytics for your digital communications efforts is to track performance
metrics from your social media accounts. Each platform provides some great information, but unless you

are willing to invest in an analytics solution it is cheaper and more efficient to summarize the information
manually.

Here is a template for creating a monthly worksheet for tracking both website and social media metrics.

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Trend
MARKETING

Website
Sessions
Pageviews
Pages Per Session
Average Session
Bounce Rate
Mobile & Tablet Visits

SOCIAL MEDIA

LinkedIn
Impressions
Clicks
Followers

Twitter
Tweets
Impressions
Engagements
Profile Visits
New Followers
Mentions
Total Followers

Facebook
Likes
Engaged Users
Reach (Impressions)

Total Impressions
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Twitter Analytics — analytics.twitter.com
You can access a great deal of information from the analytics provided from by Twitter. When you are
signed in to your Twitter account, go to https://analytics.twitter.com/ to access your Twitter Analytics

dashboard.

The Home page summarizes your activity over the last 28 days, and then summarizes your activity by
month. The Tweets activity page lets you analyze your analytics over different time periods and examines
how each individual tweet has performed.

3 Analytics Home Tweets B

VISION -
Vision Internet @visioninternet Page updated daily

28 day summary with changs over previous period

Mentions Followers

51 ra1.7% 694 t23

weets Tweet impressions

Tweets linking to you

668 1:28.4% 21 1400%

46.1K $22.3%

The Monthly Summary is available in The Engagements Detail is in the
the right nave on Home tab right column of the Tweets tab
SEPTEMBER 2015 SUMMARY E“gagemle:'tf‘ R
Tweets Tweet impressions AT DA
124 31.5K 0.9% '
0.0% engagement rate
Prafile visits Mentions /\‘
623 27 Maood oo o0y,
MNew followers LINK CLICKS
29

On average, you earned 3 link clicks
per day

42 Sep 30
0 Retweets

On average, you earned 1 Retweets per

day

On average, you earned 3 favorites per
day
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https://analytics.twitter.com/
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Facebook Analytics

An Introduction to Using
Google Analytics

Facebook has some summary insights for your page, but it only shows information for the last week.

Page Messages Notifications. Insights Publishing Tools Export Settings Help -
Overview Likes Reach  Visits  Posts  Videos  People
Showing data from 09/23/2015 - 09/29/2015
Page Likes > Post Reach > Engagement >
266 ozl Page Likes 69 Total Reach 13 People Engaged @
& 0.4% from last week 4 302% from |ast week & 44 4% from |ast week
1 68 4 \—._".
New Page Likes Post Reach Likes
4100% A4283%
= This week = This week 0
— Lastweek — Lastweek Comments
0
Shares
379 PN~
Post Clicks

To access the best data source for your Facebook page,

define your own date range (typically a month) and then
with your data.

Export Insights Data

it's best to export the insights data. You can
click on the Export Data to export an Excel file

Select a data type, file format and date range. You can export up to 500 posts at a time.

Data Type

® page data
Key Page metrics for engagement, like sources and audience]

details.

Date Range

September 1, 2015 - September 29, 2015 ~

© Post data
Key post metrics for reach, impressions and feedback.

© Video data
Key video metrics including views, unique views, paid views
and organic views

Facebook Page Terms.

File Format

Excel (.xIs) =

=] Export data using the old template &

m

There is a ton of information in the downloaded data export, but here are the most relevant columns that

provide the best measures of your activity:

Column B - Lifetime Likes

Column E — Daily Engaged Users
Column H - Daily Total Reach
Column AM — Daily Total Impressions

Sum the numbers in the Daily columns to get the total for the month (or whatever period you are

downloading) and add them to your tracking sheet.
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Other Digital Metrics

The City of Grand Forks, North Dakota issued their first Digital Media Annual Report in August 2015
which covered the time period from August 2014 through July 2015 and summarized metrics on the
following dimensions:

o  Website
o Page views
o Top web pages
o Desktop vs. mobile and tablet
e Social
o Facebook Reach
o Twitter Impressions and Engagement
e 311
Top 5 requests
Where did request originate from
Who is reporting
By area of city

O O O O

What other metrics could your city be tracking and reporting?
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http://www.grandforksgov.com/home/showdocument?id=7587
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Additional Resources
Google Analvtics Help Center

Google Analvtics for Government — Second Edition, May 2014

Digital Media Annual Report, Grand Forks, ND — 2014-2015

Annual Report Infographic Template

Digital Metrics Guidance and Best Practices

How to Use Google Analytics Behavior Reports to Optimize Your Content

How to Use Google Analytics to Measure Engagement on Your Blog
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https://support.google.com/analytics#topic=3544906
https://www.digitalgov.gov/files/2014/05/2ND_EDITION__GOOGLE_ANALYTICS_FOR_GOVERNMENT_TRAINING_MANUAL-4.pdf
http://www.grandforksgov.com/home/showdocument?id=7587
http://sarahkaczmarek.com/wp-content/uploads/2015/03/google-analytics-template.pdf
http://www.digitalgov.gov/services/dap/dap-digital-metrics-guidance-and-best-practices/
http://www.socialmediaexaminer.com/google-analytics-behavior-reports/
http://www.razorsocial.com/google-analytics-measuring-engagement/

