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Prepare your website Analytics 
for 2014 
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Objectives 

Know what can be done now to improve 
tracking 

Understand benefits of Universal Analytics 

View key social reports in Google Analytics 
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Do it Now! 
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Check your Google Analytics Setup 

 

Ensure tracking is on every page 

Ensure campaigns tracked correctly 

Ensure internal site search setup 

Ensure Adwords and GWT linked 

Ensure traffic data is from your own domain 
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Setup Goals and E-Commerce 

 

Define your goals 

Set them up 

Verify they work 

Track your sales 
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Transfer to Universal Analytics 
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Add Google Tag Manager 

 

Manage tags without bothering (or     
paying for) development time 

Auto Event Tracking 

Tracking that persists even if site design/     
platform changes 

Spend on the setup, and future costs will    
diminish 
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Universal Analytics? 
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Current Data Collection Method 

GA uses cookies to collect visitor data - 1 per 
browser per device 

 

Cookies are browser and device 

dependent!  
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Current Data Collection Method 

9 sets of cookies means 9 different unique 
visitors   
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What does this mean? 

 

 

Visitor metrics are unreliable! 
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Future Data Collection Method 

Universal Analytics does not rely on cookies 

  

Cookies can be deleted or disabled and 

UA can still collect visitor data! 
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What does this mean? 

 

 

Visitor metrics will be more reliable! 
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What does this mean? 

 

 

Tracking customer journeys will be 

easier! 
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What do we want to know about our 
visitor? 

Conversions 

Behaviour Acquisition  

18 



How are visitors getting to your site? 
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Which source gets the credit? 

Adwords ‘free 
advertising’ 

Direct 
Organic 

‘Friday Ad’ 
£££’s 
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How are visitors getting to your site? 

Devices being used? 
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It’s all about the Visitor! 
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Full Credit Measurement 

Content 

Device 

Source / Medium 

New vs. Returning visit 

£££’s 
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Full Credit Measurement 

£££’s 
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Full credit measurement 
 

 

 

Different impact of different channels 

Giving credit to each of the channels 
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More detailed Analysis 

Visitors visits are linked together across 
devices… 

 

 Mobile on Monday between 10am and 
   4pm 

 Returned via desktop after 5:30pm and 
   converted 
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Multi Channel 

Funnels! 
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Multi-Channel Funnels 
 

How traffic sources work together to reach a 
conversion 
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Assisted Conversions Report 

MCF Grouping 
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Top Conversion Paths 

Which acquisition sources are used most 
commonly in the path to a conversion 

30 



 

 

Social Conversions! 
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Social Reports (acquisition reports) 

Social marketing often helps a sale indirectly 
rather than directly 

We want to know if any sales came from 
someone who came straight from social and 
converted 

Or, did they visit at an earlier time, leave, and 
then come back and convert? 
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Social Conversions Overview 
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Let’s Do It! 

Walk thru steps 1-4 
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Basic Tool Set 

Google Analytics Login Information 

Google Analytics URL Builder 

Chrome DeBugger 

Set of Eyeballs 

Common Sense 
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