
Google Analytics and You

As in internet marketer, any time you can get your hands on market intelligence, and

specifically how your brand/product performs within the market, you will gain a strategic

advantage. However, gathering this type of data is often costly. There is some good news

though. As you are an internet marketer, you will likely be using one or more websites to

promote products/services. Google makes a free tool available, which enables you to gather

just the kind of market performance data required to make tactical business decisions. This

short article is an introduction to this free tool, Google Analytics.

What is Google Analytics?

Google Analytics is a set of technologies which extract data from Google search statistics, and

presents it in an easy to understand format, which can be interrogated to discover important

search data for a given website. Google Analytics can be found at this URL:

http://www.google.com/analytics/

Google Analytics can be used to discover a whole range of information about your website, its

visitors, and the behavior of its visitors.

Navigating the Interface

When you load in to Google Analytics for the first time, you will find yourself at the audience

overview screen, as in the screenshot below:

http://www.google.com/analytics/


This screen displays top level traffic statistic about your site. It shows the number of visits, the

number of unique visitors and some other important overall information, which looks back

across the past month. You can also manually change the date range to receive a view of an

alternative time period.

You will also see the navigation menu on the left, and we will nowt take a look at the basic

options that you may use to gather data about your site.

Traffic Sources

This is an expandable navigation option, which contains several sub-menu items. Each of these

sub-options shows a different source of traffic. However, the main overview screen is a good

starting point, as each sub-option is laid out in a similar fashion, it looks like this:

This page shows a list of search queries that drove visitors to your site, how many visitors they

bought, and the overall percentage of site visits each keyword was responsible for. Each of the

sub items that we can drill down too will display similar information, but for a specific data set.

These are:



● All Traffic – Every source of traffic combined into a single report (very much like the main

overview screen).

● Direct – Direct traffic is a term used to describe visitors that did not arrive at your site by

clicking a link, finding it in a search engine, or any other kind of referral. Direct visitors

will have typed your site URL into their browser, or selected it from a bookmark. A high

volume of direct visitors is a good thing; it means your site has regular readers.

● Referrals – This is all site traffic that was directed to your site from a link on another site.

This excludes links in search results. This is where you will see incoming traffic from

some great sources such as Facebook, LinkedIn, Twitter and Pinterest.

● Search – There are three sub-options in this section: overview, organic and paid.

Overview contains data on all traffic sent from search engines. Organic shows only traffic

sent from free search engine results. Paid shows traffic sent from PPC advertising using

Google AdWords.

There are some additional options in the traffic sources menu, but these are advanced topics

and fall outside of the scope of this short introduction to Google Analytics.

Content

The content section of Google Analytics allows a website owner to discover how the actual site

content itself is performing. There is a lot of information here, including items such as site

speed and other advanced tools. However, for this introductory article, we are only going to

look at the content overview page, feel free to explore the other options.

The content overview page is a top level view of how your sites pages are performing, it looks

like this:



On this page we have some very valuable information available, and some important search

metrics shown, and these are:

● Pageviews – How many pages were viewed in total during the reporting period.

● Unique Pageviews – Similar to pageviews, although it only includes the first visit to the

page by a new visitor. As a rule of thumb, unique pageviews gives you a better indication

of how many new people are visiting your pages, and is of more value as a metric than

raw pageviews.

● Average Time on Page – This is a measurement of how long visitors spent reading a page

on average. This metric allows you to judge how engaging your site content is, the longer

people spend reading your site the better.

● Bounce Rate – One of the most important metrics available. Bounce rate is an indication

of the percentage of visitors who left your site after viewing a single page. I high bounce

rate means that people are visiting your site, and then clicking away without checking

out more of it. The lower your site bounce rate the better.



You can also see a list of all of the pages of your site, and how well they performed. You can

drill down too each of these pages and discover exactly the same site metrics, but only for that

individual page.

Conclusion

This has been a very basic overview of Google Analytics. This is one of the top site analytics

tools available, and has so many advanced features it would take an entire book to explain

them all. However, you should now be equipped with enough information to begin taking

advantage of the incredible amount of data made available by Google Analytics.


