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Difference Between Dimensions & Metrics

Primary Dimension: Default Channel Grouping Source / Medium  Source Medium  Other Change Dimensions
Secondary dimension ¥ @ Sort Type: | Default ~
Acquisition Behavior
Default Channel Grouping
Metric Users Vi New Users Sessions Bounce Rate Pages / Session Avg. Session Duration
11,893 80.82% 00:01:10
DiInenSiOn i "-” ’SJQJT b \Eu 00 i

1. Organic Search 7,170 (71.47%) 6,993 (73.45% 8413 (70.74%) 86.10% 1.31 00:00:52
2. Direct 1,454 (14.49%) 1,421 (14.92%) 1,361 (11.44%) 69.73% 1.57 00:01:13
3. Referral 354 (3.53%) 303 (3.18%) 537 (4.52% 69.27% 1.88 00:02:31
4. Display 276 (2.75%) 271 (2.85%) 307 (2.58%) 84.69% 1.25 00:00:34
5. Email 242 (2.41%) 123 (1.29%) 452 (3.80% 60.40% 1.93 00:02:28
6. (Other) 224 (2.23%) 182 (1.91%) 395 (3.32%) 62.53% 2.50 00:03:33
7. Social 1M1 (1.11%) 95 (1.00 139 (11 78.42% 1.96 00:03:46
8. Paid Search 109 (1.09%) 107 (112 124 (1.04 72.58% 1.53 00:01:12
9. Webinar 91 (0.91%) 25 (0.26 165 (1.39 41.21% 1.85 00:01:03
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Primary Dimensions

1.

Acauisition - Channel, Ad Content, Campaign, Keyword, Landing Page, Medium, Source

Behavior - Hostname, User Defined Value

Technology - Browser, Browser Version, Flash Version, Java Support, Network Domain,

Operating System, Screen Colors, Screen Resolution

Users - City, Continent, Country, Language, Metro, Region, Sub Continent, User Type

Primary Dimension: Default Channel Grouping Source / Medium  Source  Medium J Other ~

Secondary dimension ¥  Sort Type: Default «
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Helpful Secondary Dimensions (Many More)

1. Acquisition - Medium, Referral Path, Source, Source / Medium, Traffic Type

2. Behavior - Event Action, Event Category, Event Label, Exit Page, Full Referrer,
Hostname, Landing Page

3. Time - Month of Year, Day of Week Name, Hour, Week of the Year

4. Users - Age, Browser, City, Device Category, Gender, Metro, Region, Session Duration,

User Type

FOSTER



How To Use Dimensions to Your Advantage

Primary Dimension: Medium Region

Secondary dimension: City

Region

1. New York
2. England
3. California
4. (notset)

5. District of Columbia

v | Sort Type:

Default

City

New York
London
Los Angeles
(not set)

Washington

Acquisition

Users

% of

204

142

95

92

67

¥

B1T0

(2.80%)

(1.95%)

(1.30%)

(1.26%)

(0.92%)

2.

3.

4.

Choose primary dimension to view.
Example: Medium

Drill into a primary segment.
Example: Organic

Select new primary dimension to
drill further.
Example: Region

Select secondary dimension to
segment.
Example: City
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What Is the Definition of Bounce Rate?

bounce rate

noun

the percentage of visitors to a particular website who navigate away from the site after viewing only
one page.
"a rising bounce rate is a sure sign that your homepage is boring or off-putting”

FOSTER



Bounce Rate & Pogo Sticking Difference

® Bounce rate: Bounce rate is defined as "the percentage of visitors who visit a
single page on a website." A high bounce rate isn't always bad, as it can mean
that while the visitor didn't travel deeper into a site, he did spend some time
on the page and get an answer to his question. He may have bookmarked the
page or shared it on Facebook, but since he didn't read more, it constitutes a
bounce.

® Pogo sticking: Pogo sticking occurs when a user performs a search, clicks on a

result, very quickly clicks back to the search result page, and clicks on a

different result. This type of behavior is a direct result of immediate

dissatisfaction in the search result, and—unlike bounce rate—pogo sticking is

always a bad thing. FOSTER
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Custom Segments Using Dimensions

All Users s Apr 29,2018 - May 28,2018

100.00% Users

d Segment

n Cancel Preview Segment is visible in any View Change

Demographics Demographics Summary
Technology cgmentyouruser
Behavior Age 18-24 [ 25-34 [ 35-44 [ 4554 [ 5564 [J 65+ 100.00%
Date of First Session Gender Female () Male [ Unknown of users
Traffic Sources z
Language contains v
Users
Affinity Category (reach) contains  ~
Conditions .
Sessions
Sequences In-Market Segment contains v 100.00% o-f sessions
Other Category contains v
Location Continent + contains v

@ FOSTER



Custom Segments

All Users
100.00% Users

Organic FAQ & Blog Traffid

Demographics
Technology
Behavior

Date of First Session

Traffic Sources

Conditions

Sequences

+ Add Segment

Conditions

o€ € OU Sers a thei

Filter Sessions v Include ~

Medium contains v

Landing Page + contains

Landing Page contains

+ Add Filter

Cancel Preview

organic

-

/fags/

/blog/

Using Dimensions

OR AND

OR

OR AND

Apr 29,2018 - May 28,2018

Segment is visible in any View Change

Summary

66.37%

of users

Conditions

Medium: contains "organic”
Landing Page: contains "/fags/"
Landing Page: contains "/blog/"

@ FOSTER



More Helpful Google Analytics Data Definitions

® Users: Users who have initiated at least one session during date range.

e Entrances: The number of times visitors entered your site through a specific
page or set of pages.

® Avg. Session Duration: The average length of a session. Default setup tracks
after interactions like bounce rate.

e Avg. Time on Page: Amount of time user spent viewing a page. Should always
be longer than avg. session duration.

® % Exit: (Number of Exits) / (Number of Pageviews) for the page or set of

pages. It indicates how often users exit from that page when they view the

page. FOSTER



Site Speed Reporting in Google Analytics

Avg. Domain Lookup Time Avg. Server Connection Time Avg. Server Response Time Avg. Page Download Time P

Avg. Page Load Time (sec) Avg. Redirection Time (sec) (sec) (sec) (sec) (sec) E @

L}
-44 93% -64.43% -22.98% -22.10% -43.36% -6697% """ rFooes
3.46vs 6.29 0.02vs 0.07 0.04vs 0.05 0.12vs 0.15 0.23vs 0.40 0.32vs 0.97

Bl e | etaaiee ARG oo RS A R R Sl NG e o | AN

Primary Dimension: Page Page Title Other
BN BEHAVIOR
Secondary dimension ¥ | Sort Type: | Default

VEIVIEW - Avg. Page Load Time (sec) ¥ |
Pageview v
Page o 4 (compared to site average)
Behavior Flow
» Site Content 8,202 430
% of Total: 100.00% (8,202 Avg for View: 4.30 (0.00%
v Site Speed
1. | ffagsitypes-of-car-lights-and-when-to-use-them cfm 4,909 P17.32%
Overview
2. | Nibrary/let-me-in-merging-etiquette-liability-and-right-of-way.cfm 633 -52-21%q
Page Timings
3 | 482 -18.98%1
Speed Suggestions
4. /blog/5-common-types-of-back-surgery-needed-after-a-car-accident-in-virginia.cfm 237 -100.00%#
User Timings 1
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What are “Events” in Google Analytics?

1. Event Category: Buckets similar events together.

Example: Calls

2. Event Actions: Type of interaction you track.

Example: Type of Caller

3. Event Labels: Used for additional information for events.

Example: Number Used

Top Events

IAL; » EVENT CATEGORY: Calls [v| » EVENT ACTION: Website ‘I

All Users
0.27% Unique Events

Explorer
Event Site Usage Ecommerce

Total Events v VS. Selectamet

@ Total Events

1. "Local 1°, +15712005150:first-call, 352595463
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Example Event Categories & Actions

Primary Dimension: Event Category Event Action Event Label

Secondary dimension: Event Action ¥ | Sort Type: | Default «

Event Category Event Action Total Events J+
1,225
Total: 100.00% (1,225
1. Chat Answer 640 (52.24%)
2. ScrollEvent ReachedFooter 462 (37.71%)
3. Calls Website 61 (4.98%)
4. Chat Conversion 35 (2.86%)
5. Calls Print 26 (2.12%)
6. Calls Television 1 (0.08%)

FOSTER



More Information on Google Analytics Events

® Once set up your event data will automatically start pulling into the “Events”

section of GA.

® Look at “Unique Events” because total will count a user who does multiple

events.

® These events are not perfect like all data in GA, so expect 5 — 10% less events

than actual.

e \We can add code to your website. Just let us know what you want to track.

FOSTER



What are “Goals” in Google Analytics?

Goals let you focus on the highest value
conversions on your website, such as contact
form submissions, chats, cals and more.
When a visitor to your site performs an
action defined as a goal, Analytics records

that as a conversion.

Q Goal setup  Edit
Custom

Q Goal description  Edit
Name: Chat

o Goal details

Event conditions
Set on

Category Equalsto v Chat

Action Equalsto v Conversion
Label Equalsto + Email Received
Value Greater than v

Use the Event value as the Goal Value for the conversion

If you don't have a value defined in th ndition above that matche:
Value

This Goal would have a 0.66% conversion rate based on your data from the past 7 days
verify

FOSTER



Google Analytics Goal Examples

Goal

Calls - AdWords

Calls - Website

Chat

Contact Form

Report Download

Verify

Id

Goal ID 5/ Goal Set 1

Goal ID 6/ Goal Set 2

Goal ID 4 / Goal Set 1

Goal ID 2 / Goal Set 1

Goal ID 3 / Goal Set 1

Goal ID 1/ Goal Set 1

Goal Type

Event

Event

Event

Destination

Destination

Destination

Past 7 day conversions

10

Recording

FOSTER



How to Set Up Goals in Google Analytics

0 Goal setup

Click on the “Admin” button in the bottom -

Select a template to start with a pre-filled configuration
REVENUE

Make a payment Com
left.

Donate Comp

pleted online d

1.

ACQUISITION

2. Select “Goals”

Contactus Viewe

ved phone number, directions, chat or

Get directions

3. Click “+ New Goal”

Upcoming events Vie

Download or print  Downloaded or pr

ENGAGEMENT

Share / social connect Shared to a social network or
Recommend using “Custom” setup

Use calculator 1

4.

Signup Subscribe t

to ne

Smart Goal not available.

its to your website and automatically turn those visits into Goals. Then use those Goals to

®) Custom

FOSTER



How to Set Up Goals in Google Analytics

Q Goal setup  Edit

1. Describe the goal in “Name” field
9 Goal description
Name
2. Choose “Destination” or “Event” type ontact Form

Goal slot ID

Goal Id 7 / Goal Set2 v

3. Don’t typically recommend using
Type
®) Destination ex: thanks.html
({Duration” Or (lPageS/ScreenS per Duration ex: 5 minutes or more

Pages/Screens per session ex: 3 pages

Event ex:played a video

al not av
1 ” - h 1 fl 1 Measure the most engaged visits to your website and automatically tumn those visits into Goals. Then use those Goals to
SeSSIon t ey In ate your reportlng C'”“tz' -”-d‘v*i;dsg‘:mddmg Learnmorec s ® s . 5

improve your

4. Use goals to define important actions = o

Goal details

FOSTER



How to Set Up Goals in Google Analytics

1. Input destination URL to track.

2. Update to “Begins with” if possible

3. Test using the “Verify” button

4. Use Funnels to track goal destination
URLs that are shared

5. Audit regularly

Q Goal setup  Edit

Custom

Q Goal description  Edit
ot Form

Name: Contact Form
Goal tvpe sctinatior
Goal type: Destination

o Goal details
Destination

Case sensitive

Begins with v /thank-you.cfm

For example, use My Screen for an app and /thankyou.htmlinstead of www.example.com/thankyou.htm/for a web page

Value optional

‘ OFF Assign a monetary value to the conversion
Funnel optiona
‘ OFF
fy a pathy xpect traffi k ds the destination. Use it to analyze the entrance and exit points that impact you

This Goal would have a 0.20% conversion rate based on your data from the past 7 days
Re-verify

ﬂ cancel

» FOSTER
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SE

Q_  Ssearch reports and help

A HOME

CUSTOMIZATION

Reports
© ReALTIME

2 AUDIENCE

D  ACQUISITION
BT BEHAVIOR

[ CONVERSIONS

v Goals
Overview
Goal URLs
Reverse Goal Path
Funnel Visualization
Goal Flow

Smart Goals

everse GG

Reverse Goal Path @

O All Users
+0.00

Goal Option

All Goals ¥

Explorer

Goal Completion Location

1. (entrance)
Apr 29,2018 - May 28,2018
Apr 29,2017 - May 28, 2017
% Change

2. /reports/thank-you.cfm
Apr 29, 2018 - May 28, 2018
Apr 29, 2017 - May 28, 2017
% Change

3. /reports/thank-you.cfm
Apr 29,2018 - May 28, 2018
Apr 29,2017 - May 28, 2017

% Change

oal Path Repor

+ Add Segment

Goal Previous Step - 1

(not set)

Goal Previous Step - 2

(not set)

/reports/legal-website-analysis.cfm

B SsAvE 4 EXPORT < SHARE ' EDIT %INTELLIGENCE

Apr 29,2018 - May 28,2018
Compare to: Apr 29, 2017 - May 28,2017

Q,  advanced

oal

Goal Previous Step - 3 Completions y,

(not set)
280 (76.92%)
287 (84.66%)
-2.44%
(entrance)
24 (6.59%)
7 (2.06%)

242.86%

/reports/the-5-biggest-mistakes-99-of-I

yers-make-with-thei ites.cfm  (entrance)
24 (6.59%)
0 (0.00%)
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Google Analytics Help & Training

Custom Alerts Spreadsheet Add-On

Q_  search reports and help

A HOME

¥ cusToMIZATION

Reports

m alerts to email you wh

y pulling data

® reaLTIME

2 AUDIENCE

ANDROID  10S GO GO GO

e ACQUISITION

Become an Expert VIEW MORE
) BEHAVIOR

[ CONVERSIONS

:n_l“

Analytics Academy Analytics Help Center Official Analytics Blog G+ GA Community

GO

Expand your measurement strategy

Q  Discover

£ AomiN

< Attribution Data Studio Optimize Google Surveys

4 FOSTER
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Need Help?

FWManalysis.com
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https://www.fosterwebmarketing.com/reports/legal-website-analysis.cfm?utm_source=webinar&utm_campaign=webinar_presentation&utm_medium=referral

