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F o r e w o r d

Foreword by Michael B. 
Lehmann
Let me introduce you to Rob Sanders' 42 Rules
for Applying Google Analytics by telling you why
I read it.

I've taught economics for over 40 years at the
University of San Francisco and I am the author
of the best-selling Irwin Guide to Using the Wall
Street Journal. The news media frequently seek
my views on the business and investment
climate. I also developed a successful seminar
for corporate training. But when I decided to
branch out into online education and develop my
seminar Be Your Own Economist ® for Web dis-
tribution, I knew I needed help.

That's why I turned to Rob Sanders. Rob brings
a wealth of knowledge and experience to the
world of online marketing. He currently works
with a diverse group of companies by providing
creative and technical solutions for online
growth, including overseeing their search-engine
marketing, social networking, blogs, and video.
Rob will help me market my course using Google
Analytics and his wealth of online-marketing
knowledge. Now you, too, can gain access to the
world of online marketing by reading Rob's 42
Rules for Applying Google Analytics.

Business is moving to the web, and any
up-to-date business venture must have a web
presence. But how can you make best use of the
web to market your product, yourself, or your
ideas? You just don't have the training and expe-
rience. That's where 42 Rules for Applying
Google Analytics comes in. It will share with you
a visitor's experience when browsing through
your site. You can begin to understand your site
from a visitor's perspective.



2 Foreword

How does a visitor react to the information and
graphics you provide? To understand this you
must leave the world of the amateur and enter
the domain of the professional. 42 Rules for
Applying Google Analytics will show you how
marketing professionals measure, collect, and
analyze data from your site's performance. What
sells and what doesn't sell? Once you have
learned how to evaluate your results, you can
begin to tailor your site to your customers' needs
and preferences. That will mean more visits to
your site, more sales, and better all around
success. Your competitors are doing it, so should
you.

Guesswork and flying by the seat of your pants
no longer works in the modern world of web and
mobile marketing. Metrics are key. Marketing
requires measurement, not guesswork. Let this
book be your gateway to tracking website
behavior and website performance. Whether you
are an advertiser, publisher, or business owner,
this book will help you write better ads, strength-
en your marketing initiatives, and create high-
er-conversion web pages.

I am confident you will enjoy and benefit from 42
Rules for Applying Google Analytics as much as
I did.

Michael B. Lehmann
Emeritus Professor of Economics
University of San Francisco
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I n t r o

The objective of this book can be akin to my
mission statement about Google Analytics. First,
it is to educate "beginners" or those new to
Google Analytics on how to best use the tool and
its features. My other personal objective would
be to have people use this book as a reference
guide. Unfortunately, most of the books
published on web analytics are big, thick, clunky,
and really intimidating, especially for those
recently introduced to Google Analytics. Do
these books contain a lot of good, insightful
information? Absolutely. Are they manageable in
terms of reading and using the material being
introduced? That's my point of contention. 

I would also go as far as saying this book is a
necessity for those novices given that it contains
a lot of the same information in summarized form
that is easily digestible. As a professional online
marketer, I am always showing my clients things
about Google Analytics that they would not
otherwise have known. Over the past few years,
this permeated into blog posts, webinars,
speaking engagements, lectures, and then, a
book deal. 
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R u l e

1 Rules Are Meant to Be 
Broken

Rules are
mostly made to
be broken and

are too often
for the lazy to

hide behind.
- General
Douglas

MacArthur

I've been using Google Analytics from almost
day one. In fact, I was an avid user of the Urchin
software until Google acquired the company in
2005. 

Google Analytics has stayed true to what Urchin
was. According to Google Analytics, that means
creating a web site analytics solution used by
web site owners and marketers to better under-
stand their users' experiences, optimize content,
and track marketing performance.

I use Google Analytics daily and depend on it for
my business as an online marketing consultant.
It's been a relationship that has grown organical-
ly stronger over the years. Interestingly, I don't
have a personal relationship with anyone at
Google. I feel it is not entirely necessary. They
have built one of the best user-friendly web
analytics products available and continue to
improve on it. With that in mind, I know that I can
count on reliable data that will allow me to effec-
tively and easily communicate and train my
clients, employees, and just about anyone with a
website that is interested in knowing results. 

Simply put, Google Analytics allows me to make
informed decisions. In turn, I can paint a picture
based on the data and provide suggestions,
comments, recommendations, advice, exam-
ples, and a lot more. But all of this is from my per-
spective and the rules outlined in this book are
mine, based on my experience. Some of these
rules may work for some readers and others may
not. It is all based on their business, strategy,
and objectives.
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The topics or "rules" in this book are geared towards non-techie types
like marketers, business owners, data enthusiasts, consultants, and
various stakeholders who don't have time or patience to master the
ins-and-outs of Google Analytics. Instead, they rely on someone like
me to provide a high-level overview and low-level details they seek. If
you are comfortable with Google Analytics, or see yourself as an above
average to expert user, then my hope is that you will still learn
something or take away some tidbits of knowledge. 

My rules cover the gamut of what Google Analytics has to offer in terms
of everyday features. So, if you are one of those people that see time
as a precious commodity, then giving you rules to abide by will arm you
with a level of understanding that you can apply as you see fit. 

What are the rules, you ask? Well, read the book and find out! But as
you read each chapter, don't lose sight of the fact that these rules can
be broken and applied as you see fit based on your needs. For
example, if you have multiple websites or only one website then you
may approach setting up profiles completely different than what I
mention in Rule 31, "Profile Your Data". However, if you do agree with
my recommendations then you will be on your way to benefiting from
all that Google Analytics has to offer. 
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Part I
Preparation: What 
You Need to Know 
before You Begin

The content in this section is intended to prepare
you for all the great features Google Analytics has
to offer. Before embarking on more specific and
challenging tasks, you have to begin with the right
mindset. After reading this section, you'll have a
better understanding of what lies ahead. 

• Rule 2: Why Google Analytics? 
• Rule 3: Learn to Read…the Data, That Is 
• Rule 4: Understand the Language
• Rule 5: Keep It Simple, Silly 
• Rule 6: Think like an End User 
• Rule 7: Identify Key Metrics 
• Rule 8: Identify Conversions 
• Rule 9: Assign Monetary Values 
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2 Why Google Analytics? 

Google
Analytics is

essential for
understanding

which
marketing

initiatives are
working and

[which] are not.
It tells you how

people find,
navigate, and

convert on your
website so you
can turn more

visitors into
buyers.

- Brett Crosby,
Group

Manager,
Google

Analytics

Why Google Analytics? The broad response is
that Google Analytics provides all your web
analytics data for your website or blog in one
easy-to-use platform. 

There are no limitations or requirements for
using Google Analytics. You can be an entrepre-
neur or small business owner. You can work for
a large corporation and manage a small or large
team. Best of all, Google Analytics is absolutely
free! Google Analytics is not a "get what you pay
for" free product. It competes directly with other
analytics programs that charge a rather substan-
tial monthly fee. Installing it is simple and you can
follow multiple websites using just one account.

What sets Google Analytics apart from its com-
petitors is that it is aimed at marketing profes-
sionals. Marketing managers especially need the
information about their marketing campaigns so
they can see what works and what doesn't. For
example, it would be important to know if a key
web page associated with a particular marketing
or promotional campaign was not receiving any
visitors. The power of Google Analytics will
provide that information in a timely manner via
reporting or alerts (see Rule 13, "Use Your Intel-
ligence").

The interface in Google Analytics is easy to use
yet sophisticated enough for the advanced user.
Most other analytics platforms are aimed at
tech-types and webmasters who gave rise to the
technology to begin with. With Google Analytics,
you can set up automated, customized reporting
and receive a multitude of reports. You can
receive a summary of all data, or a specific report
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for a particular time span. The benefit is that Google Analytics reports
will save you the time of having to go through each individual analytical
section.

Furthermore, there is a lot of support from Google, third party vendors,
"Google Analytics Authorized Consultants," forums, blogs, articles,
and websites dedicated to assisting users (see Rule 41, "Know Where
to Seek Help").

However, Google Analytics is not without its limitations. For example,
reports are not generated in "real time" and users may have trouble
browsing from mobile phones. I expect Google to rectify these issues
over time. Regardless of the current issues, the benefits clearly
outweigh the downsides for gathering web analytics data. 

With Google Analytics enabled on your website you can track where
traffic is coming from, from which referring website, to which landing
page, and what search engine and keyword was used. It can also tell
you about the visitor's location, how they found your site, their
operating system, browser, and even monitor resolution! It gives you a
snapshot of how much time the visitor spent on your site, the number
of pages visited, the bounce rate (percentage of users who viewed only
one page before leaving), along with the conversion rate. Oh, and if
that is not enough, it gives you precise data on your past and current
traffic. You get the point. Google Analytics has a lot to offer.

I foresee Google Analytics being the central focal point or "one-stop
shop" for all data related to other Google products, including YouTube,
Insights, Webmaster Tools, and more. For now, Google Analytics, on
its own, is loaded with informative data that will tell you the "when,"
"why," "where," and "how" as it relates to your website.
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3 Learn to Read…the Data, 
That Is 

Data is a
precious thing

and will
last longer than

the systems
themselves.

- Tim
Berners-Lee,

Inventor of the
World Wide

Web and
Director of the

World Wide
Web

Consortium
(W3C)

Before web analytics, people with a product or
service to sell online had to play a sort of poker
game to win their customer; they hedged their
bets, and hoped or prayed. Whether a visitor was
just browsing your website, or a serious shopper
was ready to make a purchase, gathering data to
gain customer knowledge was like crossing the
seven seas on a boat. It was a navigational night-
mare. Now it is easier thanks to Google Analyt-
ics. Reading the data in Google Analytics gives
you the power to know more about your
customers and to differentiate the casual from
the serious.

Data, in this context, means information related
to a website's traffic. Website traffic is generated
when a visitor directly types in the URL of your
website in the web browser, clicks on a link in a
search engine, or clicks on a link from another
"referring" website. 

Google Analytics collects and buckets the data
into several categories. This categorization
allows you to focus on visitors' behavioral
patterns in order to better understand the type of
people visiting and the nature of their visit.

Why and how is reading this data important for
you, the website owner? Well, website traffic is
the only aspect of your website that is monetized.
Reading the data correctly will also increase the
value of your website when the quality of the
traffic gets better. 
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Here are some helpful hints to analyzing and measuring the data
better:
• If you have an e-commerce site, then identify which traffic sources lead to

revenue. Google Analytics has an overview section that allows you to see
e-commerce by source, number of transactions, and the specific product
sold (see Rule 32, "Measure e-Commerce Data").

• When analyzing your traffic, avoid focusing on just a single metric. For
example, pageviews alone is not actionable because you don't know what
the number really means. But, pageviews in the context of other metrics,
like time on site, help you get a clearer picture.

• Use calculated metrics, such as return on investment (ROI), conversion
rate, and cost per acquisition when performing "apple-to-apple" metric
comparisons versus raw data, such as visits or pageviews.

• Use the graph mode whenever applicable to compare two metrics. Visual-
ization always leads to a better understanding of the data.

• When in graph mode, focus on analyzing trends and identify any unique
peaks or valleys in the data set. Google Analytics allows you to enter in a
custom date range, compare that date range to the past, and view the data
by day, week, or month. 

• Ask yourself questions like, "Did visits increase or did each visitor look at
more pages?" 

Understanding how to read the data will move you closer to under-
standing your customers. More importantly, reading the data correctly
will enable you with the knowledge to know when, why, where, to what
extent, and which of your products and/or services meet your customer
needs.
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4 Understand the Language 

The greatest
obstacle to

international
understanding

is the barrier of
language.

- Christopher
Dawson,
English
Scholar

In order to get the most out of your Google
Analytics account, you need to understand the
language of analytics. Without that knowledge,
increasing the performance of your website will
be difficult. 

Understanding the language of Google Analytics
will give you the answers you need to improve
and refine the content and layout of your website.
The benefits will allow you to drive more traffic
and convert more business. But like any foreign
language, it can be difficult for a non-native
speaker. This is especially so in the online
marketing world where buzzwords come and go
and tech-related verbiage is an everyday part of
the language. There are also A LOT of
acronyms, including, but not limited to, CPA (cost
per action), CPC (cost per click), CTR (click
through rate), PPC (pay per click), and SEM
(search engine marketing). Don't worry; I will
cover most of these acronyms in later chapters.
You can also refer to the Appendix A: Glossary
for definitions. 

Take the Chinese language, for example. It has
thousands of separate characters and a vast
vocabulary. Google Analytics is similar, in that
the degree of information is endless. Some of the
data can be easily understood without additional
analysis. Other data may have multiple
meanings or be difficult to comprehend,
especially when combined with other metrics.
For example, if someone told you that
approximately 80 percent of your clicks came
from natural results you need to know that
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"natural" is synonymous with "organic" and "SEO." You also need to
know that when it comes to organic search, "clicks" really mean "visits." 

Another common mistake usually made in the language of Google
Analytics is the use of the word, "search engine marketing" (SEM).
SEM encompasses all of the activities undertaken to promote a
product or service via a search engine. This means search engine
optimization (SEO) and/or pay per click (PPC). I find that most people
improperly refer to SEM as just PPC, when in fact PPC is a part of
SEM. Another example would be the misuse of "hit" in web analytics to
mean visitors or page views. A "hit" is a request for a file from a server,
regardless of what type of file, and are in no way a measure of the
number of visitors that view a site.

As you can see, understanding the language isn't so clear-cut. For
example, visits and clicks may seem similar but are defined differently
and almost always show different numbers. This is because some
visitors may have clicked on an advertisement and then later, during a
different session, returned directly to the site through a bookmark. I
found that this discrepancy happens most often with e-commerce
related sites that offer coupons or deals. Savvy users will bookmark a
product page or coupon download page in their browser as a shortcut.
Understanding the difference between clicks and visitors will certainly
come in handy. 

Could you really make significant improvements to the performance of
your website if you had this data? Not likely...if you do not really know
what it means. Knowing the acronyms, common terms, and definitions
will help you to get started in learning the language. (Definitions of key
terms are included in Appendix A.) 

Starting with the basic terms and expanding your grasp of the "analyt-
ics language" over time is the best approach. In addition, learn the
acronyms first. Not knowing what CPC means could have a financial
impact. Understanding the lingo of Google Analytics may take time, but
it is not difficult. You will find that you will be conversing in a language
you never thought possible. 
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5 Keep It Simple, Silly 

Things should
be made as

simple as
possible, but

not any
simpler.
- Albert

Einstein

Let's face it, any program or tool can be difficult
to master even for the most experienced among
us. Google Analytics is no different. It can be
complex, intricate, and at times intractable.
Worst of all, it can inundate us with too much
data and choices. The trick is to "KISS" all that it
has to offer—that is, Keep It Simple, Silly.
Whether you are the most experienced user or
know next to nothing about Google Analytics,
you can use a few simple tips to help KISS better
in order to maximize your efforts.

Know the Basics

This may seem obvious to some, but to others,
especially those viewing Google Analytics for the
first time, the jargon may be a bit foreign. If you
focus on these basic but important areas, you will
be off to a good start in understanding most of
what is reported.
• Arrival method: How are people finding you?

Google Analytics breaks traffic down into three
areas: Direct Traffic (visitors coming directly to
your URL), Search Engines (visitors coming to
your website via a search engine) and Referring
Sites (i.e. Twitter, Facebook, etc.). For search
engines, Google Analytics even breaks down the
data between organic search and paid search.
Understand why traffic is being driven or not being
driven via one of these areas. 
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• Bounce rate: this is the percentage of visitors who went to one page only
and left your site. The higher this number, the more people are leaving im-
mediately. You need to ask yourself, "Why?" and then use the data you
have available to find out.

• Content: What pages do people spend the most time on? Are your prod-
ucts/services pages attracting any visits? What about your blog? 

• Keywords: What keywords are people finding your site with? Are the
keywords relevant and converting? 

• Location: Where is the traffic coming from? If you are local and receiving
national attention then you might review your geo-targeting, or expand
your business.

Create the Dashboard

Dashboards help you visualize and track trends on every level of your
business. They also help to align activities with key goals while keeping
you on top of vital statistics and key performance indicators (KPIs). In
simpler terms, dashboards are there to communicate the performance
of one or more metrics (starting with the metrics mentioned above).
With colored bars and nice graphs trending over time, dashboards can
be easy to look at and help you gauge your website's overall perfor-
mance. (See Rule 17, "Customize Your Dashboard," for more informa-
tion.) 

Set up Reporting

You are probably very busy just trying to keep your head above water.
But if you have taken the time to understand a few metrics and have
gone as far as setting up a dashboard then you might as well take that
final plunge and set up automated reports. It's the old saying in
business, "You cannot manage what you cannot measure." Therefore,
automated reports delivered to your email inbox weekly or monthly will
establish a good habit of viewing your Google Analytics data.

Keeping these three tips in mind will help you keep it simple. Other-
wise, you can easily fall prey to the mountain of data that Google
Analytics has to offer and not know where to begin. 
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6 Think like an End User 

Customers
buy for

their reasons,
not yours.

- Henry Ford

It is important to remember that most of your
site's visitors have very little patience, and can
be easily distracted by all the jazz in your website
that leads to nowhere. Functionality, relevance,
and immediacy are key touch points in all sites. 

Successful, revenue generating websites are
gauged by traffic (to a degree) and by meeting
website goals, not by buzz. To reach the
pinnacle of success with your website, it is imper-
ative that you think like an end user, not a site
owner. Below are some ideas that can help you
with your transition from seeing things like a site
owner to seeing things like an end-user, along
with a means of measuring your work.

Have a Clear Message

Make your website message loud and clear. If
you are selling French perfumes online, say that
right up front. Make sure the call to action is at
the forefront of the site rather than flashy images
that do not call for measurable and tangible
action (like buying your perfume). Avoid masking
your message with design. In Google Analytics,
the measurement of success will be a decrease
in bounce rate (e.g. viewing more than one page)
and an increase in the amount of time visitors
spend on your site. 

Make It Easy to Navigate 

The navigation of your website is the single most
important element in creating an accessible and
usable website. Therefore, a visitor should not
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feel challenged when using your site. Users should be able to go where
they want on your site, quickly and easily. Period. The measurement of
success in Google Analytics will be an increase in pageviews. 

Remember the Shopping Cart

If you are selling something online, consider your credibility and your
customers' peace of mind when deciding on a shopping cart. Default
shopping carts are best avoided; always go for a branded shopping
cart to lend credibility. Choose a shopping cart that includes features
such as cross-sell, multiple add-to-cart, and other direct call to actions.
You cannot be too careful when it involves your customers' money! The
measurement of success in Google Analytics will be an increase in
transactions and revenue. 

You've Got Mail

Have you ever visited a website that looked impressive, professionally
designed, and well written, but were unable to find the phone number?
Don't make the mistake of sending prospects hunting for your contact
information. Put your phone number/contact details in a prominent
position. The best practice would be at the top of each page in the
same, consistent location. The measurement of success in Google
Analytics would be an increase in conversions (e.g. recorded calls and
contact submissions). 

Applying these best practices may just translate into better website
performance metrics in Google Analytics. 

At the very least, taking action on your website will help you better un-
derstand how your visitors are behaving by measuring the success.
You can use Google Analytics to continue to improve upon the work
you have already put into your website. 
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7 Identify Key Metrics 

Managers
and investors

alike must
understand

that accounting
numbers are

the beginning,
not the end,
of business

valuation.
- Warren

Buffett,
American

Investor and
CEO of

Berkshire
Hathaway

Within the language of analytics, there are
several essential acronyms you need to under-
stand in order to analyze the data in Google An-
alytics. Among the long list of acronyms in
Google Analytics there are three that stand out
among the rest because they are directly tied to
results (mainly e-commerce results). Those
three metrics are: conversion rate (CR), cost per
action (CPA) and return on investment (ROI). 

Conversion Rates (CR) 

In the world of online marketing, a conversion
rate is the ratio of visitors who "convert" a visit
into a desired action such as email opt-ins,
product sales, white paper downloads, and sub-
scription signups. The calculation is simply the
number of conversions divided by the number of
visits or clicks if you are measuring pay per click
performance. For example, if you had 100
visitors to your website on a given day and five of
those visitors subscribed to your e-newsletter,
then your conversion rate would be five percent. 

Cost per Action (CPA)

A cost per action, also known as cost per order,
cost per lead, or cost per conversion, is the ad-
vertising cost you pay for one completed ac-
tion/order/lead/conversion. CPA is calculated by
dividing the total advertising cost by total
completed actions. For example, if last month
you spent $1,000 on advertising to generate
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2,000 visitors and 20 of them subscribed to your newsletter, your cost
per action for a newsletter subscription is $50, or $1000 divided by 20. 

Ideally, you want the lowest cost per action possible. In other words,
the less amount of money you pay for a lead or conversion, the better.
Of course, you may not mind paying a higher CPA, depending on the
number of purchases a visitor made over time and their lifetime value.
But in most cases, a low CPA is desired. 

Return on Investment (ROI)

Return on investment is the most common profitability ratio for an
online business. ROI is simply a comparison of how much you spent
versus how much you made. Measuring ROI for online campaigns is a
huge advantage over offline advertising, such as newspapers, maga-
zines, radio or television, where this level of ROI is difficult to measure.

To calculate ROI, subtract the ad cost from the revenue generated. For
example, if you spent $500 on an advertising campaign and sold
$1,500 worth of product as a result, then the ad profit is $1,000. Then
divide the ad profit by the ad cost. In this case, your ad profit is $1,000
and your ad cost is $500, so your ROI would be 100 percent.

CR, CPA, and ROI have a purpose and cannot be understated. They
help you pinpoint the success of each marketing initiative and how
much of your budget is allocated to each. What's great is that Google
Analytics automatically measures the goal conversion rate and return
on investment for you so you don't have to worry about the calcula-
tions. 
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8 Identify Conversions 

Achieve
success in any

area of life by
identifying the

optimum
strategies and

repeating them
until they

become habits.
- Charles J.

Givens,
Businessman

A conversion can have multiple definitions,
depending on the objective of the website or
business. For example, it can be turning a
website visitor into a prospect or lead if you are
selling a service. It could also be converting a
prospective visitor into a customer if you are
selling a product. Conversion types come in
many forms so there is no excuse not to identify
at least one. Google Analytics is a handy tool that
every website owner should use in order to assist
in identifying conversions. Would a carpenter
work without a ruler? Would a doctor work
without a stethoscope? Would an accountant
work without a calculator? Obviously not. So why
would you, the website owner, work without your
most important tool? 

Here are some types of conversion activities that
you could consider: 
• Email opt-ins
• Newsletter signups
• Form submissions
• Product sales
• Coupon downloads
• White paper downloads 
• Case study downloads
• Videos watched
• Forwards to friends
• Sharing of articles via social media websites
• Blog comments
• "Follows" on Twitter 
• "Likes" on Facebook 
• Phone calls 
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Most of the above desired actions are measurable in Google Analytics.
They can also be applicable to anything, including social media. For
example, suppose you are using Twitter to drive sales because your
product requires a level of engagement with prospects. Therefore, the
conversion could take the form of a specific number of tweets,
re-tweets, and/or follows.

Still not sure you have identified one or all of your conversions? Then
take the following into account. 
• Review your organization's mission statement to better understand the

business goals and objectives
• Maintain focus on what your website does and why
• For large organizations, collaborate with differing internal departments
• Identify your marketing objectives
• Eliminate competing objectives, create a hierarchy, and then sequence

objectives
• Review historical data
• Identify short-term (six months to a year) and long-term (a year or more)

conversions
• Consider your visitor's background, knowledge, language, etc.

Identifying conversions is a process that can include your customers,
colleagues, and stakeholders. Conversions need to be an integral part
of your organization. Achieving success is a team effort and compa-
ny-wide initiative. Suppose you are a startup company or marketing a
new product. Then it is important to indentify whom your "conversions"
are in order to build visibility for the company or product.

Even if you are a marketing manager for a big brand and create a lot
of chatter across the web then you will have to identify multiple conver-
sions. Your efforts should be focused on finding what drives the most
results for your business. This single objective of choosing conver-
sions, regardless of how big or small your business is, will have a
long-term impact and contribute the highest revenue potential over all
other objectives. 

The bottom line is that it is never too late to identify a conversion for
your website. Conversions are your best friend in Google Analyt-
ics—they help you understand and identify the successes and failures
of your website, which, in turn, will allow you to reach marketing goals
faster.
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9 Assign Monetary Values 

Money was
never a big

motivation for
me, except as a

way to keep
score. The real

excitement is
playing the

game.
- Donald

Trump, Trump:
The Art of the

Deal (1989)

When working with Google Analytics, you will
want to assign a monetary value to any conver-
sion you define. This is the most effective way to
evaluate the true value of a visitor who converts
on a desired action. Failing to do so could result
in omission of critical data. You may also find it
difficult to measure key metrics, such as ROI or
CPA. 

Most business websites measure incoming
revenue based on the number of conversions, so
assigning monetary values help keep tabs on
your revenue stream. It also helps you to
showcase the monetary value of your site to the
website's stakeholders. There's no value in
saying, "Our site has 355 newsletter signups,
260 comments, 20 leads generated from submis-
sions, 900 social shares, 76 RSS subscriptions,
and 286 account registrations." The true value is
in adding the all-important rider: "...This repre-
sents $50,000 in value to our business, up 20
percent from last month."

You can assign a monetary value to a conversion
by following these best practices:

First, specify a name that you will recognize
when viewing the goals within each set of your
reports. Example: "email signup," "newsletter
signup," or "article download."

Second, identify pages in a defined "funnel" or
the path that you expect visitors to take on their
way to converting to the goal (see Rule 20,
"Convert Your Visitors"). This will help you
determine where visitors drop off during the con-
version path.
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Third, assign a monetary value for the goal. For example, if you are
able to close 10 percent of your prospects/leads that are generated via
your "contact us" page and your average transaction is $500, then you
might assign $50 (10 percent of $500) as the value of your "contact us"
goal. In contrast, if only one percent of mailing list signups result in a
sale, you might only assign $5 (one percent of $500) to your "email
signup" goal.

Monetary goal values give a holistic view of which traffic sources
perform the best. Google Analytics uses an assigned goal value to
calculate ROI, per visit goal value, and other important metrics. You
can measure the real performance of traffic coming to your site by
using the goal conversion rate, which treats all goals equally by
adjusting the weight for each goal against the per visit goal value. You
may discover that your email campaigns have a higher conversion rate
compared to your PPC campaigns, but a lower per visit goal value.

When considering the monetary goal value for a conversion, don't
focus solely on the absolute value. Take into account the relative value
of each goal. For example, a blogger may find that a posted comment
is a more valuable conversion than a "contact us" form submission. 

In the case of PPC campaigns, goals with a monetary value can help
you determine the true outcome for each active campaign. In other
words, it can quickly tell you if you are making money or losing money.
This is essential information for how to best optimize your PPC
spending. You can go even further by comparing revenue per click
against cost per click. You could be under spending on a PPC
campaign that has a low average conversion rate but high revenue per
click and vice versa. But you won't know unless you actually assign
monetary goal values.

Finally, try to be as accurate as possible when assigning a monetary
goal value. This will only lead to more accurate data and better
decision making. However, with that said, monetary goal values can be
changed at any time so don't fret. Just assigning a monetary value is
an important step to effectively using Google Analytics. 
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Part II
Monitoring: What 
You Need to Focus 
on to Make 
Decisions 

The content in this section is intended to help you
maintain focus on some of the important aspects
of working with Google Analytics. Some of those
aspects include understanding your visitors and
introducing best practices.

• Rule 10: Understand Visitor Intent
• Rule 11: Understand Visitor Behavior
• Rule 12: Practice Kaizen
• Rule 13: Use Your Intelligence 
• Rule 14: Benchmark Your Data
• Rule 15: Choose Keywords Wisely
• Rule 16: Do the Two-Step with Your Content
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10 Understand Visitor Intent 

If you do not
know others

and do not
know yourself,

you will be in
danger in every

single battle.
- Sun Tzu, The

Art of War

What is your website worth? This million-dollar
question depends on the number of visitors, pa-
geviews, time on site, and visitor's intent. The
last factor is not only the most intriguing but also
arguably the most important. 

The intent of a visitor is the primary reason they
went to the website in the first place. Visitor intent
could be information gathering, picture or video
viewing, new product review, price comparison,
or idle browsing. 

Why Is Visitor Intent Important? 

Whether you are selling to customers or directly
to other businesses, information on visitor intent
provides you with enough data to know exactly
what your customer is looking for. You can then
prepare and provide accordingly.

It also gives you insight into a visitor's interest. It
will help to distinguish between value-add and
non-value-add content and to understand what is
missing. If a thousand visitors came to your site
looking for product X and did not find it, there is
an opportunity for you to add product X to the
site.

How Do You Measure Visitor Intent?

Customer surveys and research reports are two
traditional methods adopted by businesses to
understand the needs and motivations of their
end customers. Another method can be found
right in Google Analytics. We have all seen the
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small search box on most websites where visitors can type in a
keyword to specifically search for content. Imagine searching for
something on Amazon.com without using a search box…that's how
important a tool this is. Using the internal site search feature in Google
Analytics will allow you to track how people use the search box on your
site and what these visitors are actually looking for

. 

Figure 1: Site Search Overview

Using internal site search data, which is located under the "Content"
section, shows how many visitors used this feature along with results
per search request. Referencing this data is a very systematic
approach to collecting visitor intent. The following is recommended in
order to make the most of this feature.
• Figure out the percentage of visitors using site search by reviewing histor-

ical data (six months or longer).
• Note the search items in order of number of searches to prioritize addition

of new content.
• Try to understand what the visitor was doing prior to the search—correlate

that with the keyword query to help further understand the intent of the
user.

Internal site search provides valuable insight into the visitor's intent by
providing a list of keywords that were searched for. It also helps you
understand what activities occurred, such as a purchase, a download,
or a prolonged browsing session. The combination of the two provides
a solution to produce content and retain visitors coming to a website
looking for a particular topic. 
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11 Understand Visitor 
Behavior 

We Americans
think you have
to accomplish

everything
quickly...Haji
Ali taught me

that I had more
to learn from

the people I
work with

than I could
ever hope to
teach them.

- Greg
Mortenson,

Co-author of
the bestselling

book, Three
Cups of Tea

(2006)

In just a few years, Google Analytics has com-
pletely transformed how you measure your
website's performance. No longer is measuring
website performance just for developers and
technology professionals, nor is it gauged solely
on tracking hits. Using Google Analytics has now
shifted to marketers, designers, small business
owners, and business executives, all of whom
seek answers to more complex questions about
website behavior.

It is no longer about just getting visitors but rather
turning those visitors into customers…and it all
starts with understanding visitor behavior. 

Whether you know it or not, the people who visit
your website are doing you a favor by helping
you improve site performance, telling you what's
working or not working, and growing your
business. That's why there is an entire section in
Google Analytics dedicated to just visitors. To
assist in understanding visitor behavior, you can
adopt the following key performance indicators
(KPI).

Bounce Rate: Google Analytics defines a
bounce as any visit where the visitor views only
one page on the site, and then does something
else like clicking on a link to a page on a different
website, closing an open window or tab, typing a
new URL, clicking the "back" button to leave the
site, or perhaps the user doesn't do anything and
a session timeout occurs. A high bounce rate can
indicate a poor site experience, irrelevant
content, or confusion on the part of the visitor. On



Rule 11: Understand Visitor Behavior 29

the contrary, you should expect high bounce rates for pay per click
landing pages or sites with very minimal content.

Time on Site: this is calculated by generating time stamps on a visit to
every page and then calculating the difference between the last and
first time-stamp of a visitor session. In case of a bounce, time on site
and time on page are both reported as 00:00 minutes. Keep in mind
that a low time on site average is not perceived as negative. For
example, if the average time on site is only 55 seconds, then your
visitors could be landing on the appropriate page or finding exactly
what they are looking for without having to navigate further. 

Average Pageview: this is one of the most used key performance in-
dicators as it is a quick understanding of website engagement. This is
a ratio of the number of pageviews the average web visitor views per
session—it is a ratio and not a metric. So, compare average pageviews
between segments or different groups of people visiting your site,
varying time frames, and across multiple sites or sub-domains (differ-
ent sub-sites of your main site).

Funnel Visualization: funnels are custom paths that you want the
visitors to take before they reach your designated goal (see Rule 20,
"Convert Your Visitors"). This can be used for both e-commerce and
lead generation websites. If your shopping cart abandonment rates are
high, you can see what page visitors are most likely to drop off before
making a transaction. Funnels allow you to take action by making ad-
justments to the page with the high drop off rate so that visitors are
more likely to continue with their purchase.

You don't necessarily need experienced professionals to identify
behavior patterns. Simply utilizing the above KPIs will help you identify
and understand visitor behavior, which will, in turn, assist you in
improving your website's overall performance. 
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12 Practice Kaizen 

Excellent
firms don't

believe in
excellence—

only in
constant

improvement
and constant

change.
- Thomas J.

Peters,
Management

Guru and
Author of In

Search of
Excellence:

Lessons from
America's
Best-Run

Companies
(1982)

Web analytics, according to the infinite number
of sources on the World Wide Web, is believed to
do everything you want and more. So, you invest
in Google Analytics and wait for it to work its
magic. You wait and wait. However, you must
realize that enabling Google Analytics is just the
beginning. You can't stop at the installation and
leave it at that.

Truth is, Google Analytics is a never-ending
practice. You can be flying high in April and then
be shot down in May. That's the nature of the
website traffic. In order to cope with the inconsis-
tencies and the highs and lows that go with it,
practice what the Japanese call "kaizen," or con-
tinuous improvement. 

To continually improve the performance of your
website, use the following criteria to practice
kaizen.
• Data consistency and quality: always make

sure the data is accurate and consistent. Your
goal is to compare apples with apples, not apples
with oranges. The best way to compare data is
using ratios. An example would be the conversion
rate or click through rate of one marketing
campaign against the conversion rate of another
marketing campaign. Another example would be
comparing the cost per action of two marketing in-
itiatives. 

• Flexibility: you have to deal with the reporting
needs of various stakeholders, from global man-
agement to local/national marketers in a dynamic
context where various content and technologies
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coexist. Google Analytics can assist by allowing you to set up various
reports for each stakeholder based on their needs (see Rule 39, "Share
Your Data").

• Organization and integration: web analytics is a process you need to
integrate into your organization AND your technical infrastructure. You
need to define roles and responsibilities. You need to have methodolo-
gies. You need resources. Google Analytics can help by allowing you to
grant "user" access or "administrative" access to others who may have an
interest or can contribute to the success of your website. 

• Education and communication: learn how to use the data, how to
interpret it, and how to make it actionable. Not all websites are alike. You
need to stick to it and give it time. Let everyone in the loop know the value
of using Google Analytics and how kaizen practices are the way to go.
Spread insights, knowledge, and data across departments, hierarchies,
and the whole company. Otherwise, all those state-of-art detailed reports
that Google Analytics generates will only end up in the shredder, destroy-
ing any possible incremental value to your business. 

Continuous improvement. Continuous updates. Kaizen. It's what will
make Google Analytics work for you. What use are those reports and
data when no one has a clue about what to do with them? 

Continuous improvement is not rocket science. With Google Analytics,
and of course, patience, perseverance and kaizen, you will stop
saying, "50 percent of our Marketing worked, we just aren't sure which
50 percent it was."
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13 Use Your Intelligence 

Intelligence is
not to make no

mistakes, but
quickly to see

how to make
them good.

- Bertolt
Brecht,

German Poet
and Playwright,

1898-1956

Google Analytics has gotten a lot smarter over
the years. You can even go as far as saying they
are more intelligent now, now that they have
added an "Intelligence" feature. This feature acts
as a virtual assistant by monitoring key
information in your account and then alerting you
to any irregular activity. For example, if your
bounce rate suddenly jumps over the course of a
week, then Google Analytics Intelligence creates
an alert notifying you (daily, weekly, or monthly)
via email or to your mobile phone via text
message. 

It also works with your AdWords account as long
as the two are linked (see Rule 27, "Link
AdWords with Analytics"). 

When you create a custom alert, you must input
your parameters. You can also configure the
settings that can apply to multiple profiles and
include other email addresses. 
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Figure 2: Creating an alert requires you to input your parameters

Google Analytics has added an insurance policy with its automatic
alerts. Google Analytics Intelligence has already gone through your
data and automatically posted alerts. How many and the type of alerts
depends on your sensitivity to being alerted. A low sensitivity lets you
view just the most significant reports, like dramatic changes in traffic.
High sensitivity shows you all alerts created. It's up to you to set the
scale based on your own preferences. 

Intelligence is a great feature for understanding the following:
• Seasonality for specific products or categories over a period of time 
• Percentage of organic or paid search results (if the number spikes or de-

creases) versus the average
• Impact of social media and whether traffic pattern increases due to your

social marketing efforts
• Changes in conversion rates to your shopping cart or goals in order to take

corrective action

It is comforting to know that Google Analytics Intelligence is constantly
monitoring website behavior and noting and alerting significant
changes. If something out of the ordinary happens (and trust me,
something significant will eventually happen), you will be the first to
know. Now that is intelligent!
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14 Benchmark Your Data 

All successful
companies are

constantly
benchmarking

their
competition.
They have to

know what they
have to match
up with day-in
and day-out if
their company
is going to be.
- James Dunn,

Actor,
1901-1967

You may elect to share your Google Analytics
data with other Google products, and Google will
use the data to improve the products and
services they provide you. Electing to share your
data "anonymously with Google and others"
allows you to use benchmarking. To provide
benchmarking, Google removes all identifiable
information about your website, then combines
the data with hundreds of other anonymous sites
in comparable industries and reports them in an
aggregate form. 

Please note that if you select "do not share my
Google Analytics data," you will not be able to
use the benchmarking feature.

How Does Benchmarking Work?

Benchmarking is a reporting mechanism that
tells you where your site stands among the com-
petition. Google Analytics is used by millions of
websites. As such it has access to a lot of infor-
mation traffic, visitors, average time visitors
spend on a site, etc. Google buckets this infor-
mation based on criteria, such as countries and
verticals. It uses this information to rank the sites
in each of these buckets. For example, Google
can rank the sites by US visitor count in the tech-
nology vertical. You see a number of charts from
sites of comparable traffic, so that you can find
out if your visitors stay longer on pages than
average, or if they visit more pages than
average. 
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Information about where your website stands in terms of quantity and
quality of traffic in comparison to your competition is vital to monetizing
the traffic the website receives. It is about knowing where you stand in
your industry and helps you identify the variance between average and
good. 

Remember, Google does not reveal any specific data about your
website. Rather, it exposes your relative standing within your vertical.
This is very different from other websites that release rankings of sites
based on traffic volumes. 

Why Is Benchmarking Useful? 

There are primarily two broad uses to benchmarking: it helps website
owners increase the value of the site and also helps them pitch the site
to advertisers. Consider an example of a camera review site. If the
benchmarking report says that the site ranks above benchmark with
visits in its industry vertical but below the benchmark for pages per
visit, then there is an opportunity to investigate further. 

If you are interested in advertising and pitching to high-value advertis-
ers, you can especially use the benchmarking report to your advantage
if you have the high traffic volume compared to the benchmark in your
industry. 

Recently, Google removed the benchmarking report from the Google
Analytics interface. They are now providing benchmarking data as an
expanded report that will be emailed directly to Google Analytics users
that are opted-in to anonymous data sharing.1 According to Google,
the benchmarking report will include broader trends, such as geo-
graphic and traffic source differences in visitor engagement.

You may not want to utilize the benchmarking numbers on a regular
basis given that it does not compare your traffic against direct compet-
itors. Rather, you may find it interesting and even inspirational to know
how you stack up against other websites in your niche. 

1. Phil Mui, "Evolution of Analytics Benchmarking Report, Google Analytics 
(blog), March 4, 2011 (3:39 p.m.), http://bit.ly/haML0s
analytics.blogspot.com/2011/03/evolution-of-analytics-
benchmarking.html. 
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15 Choose Keywords Wisely 

Life is change.
Growth is
optional.

Choose wisely.
- Karen Kaiser

Clark,
Inspirational &

Motivational
Speaker

All year long, without pause, Google is on a hunt
to collect the data we need to in order to run a
successful website. All that this high-powered
engine requires is a few well-chosen words, or
keywords, to produce results in nanoseconds.
That's all there is to it. Or is it? It is actually the
relevance of the keyword that draws in the
qualified traffic to your website from the search
engines. So in order to lure this highly qualified
traffic, you need to develop an understanding of
how to select the most effective keywords.

The task of choosing keywords can be very cum-
bersome given the infinite number of possibilities
to choose from. Choosing the wrong keywords
can be disastrous and set you back months while
you are ramping up your search engine
marketing efforts. 

Below are a few considerations for choosing
keywords that can help bring the most relevant,
qualified traffic to your website.
• Say no to single words by using phrases or "long

tail" keywords (a keyword phrase that has at least
three words in the phrase). For example,
choosing the keyword phrase "men's running
shoes" will draw qualified traffic versus the
singular keyword "shoes".

• Target highly searched terms that have as little
competition as possible. However, do not use
keywords that have less competition just for this
reason alone. 
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Note that you can retrieve competition data by using Google's Keyword
Tool (https://adwords.google.com/select/KeywordToolExternal). 

• Choose keywords that are specific with a narrow focus, but avoid getting
too specific so as to not lose traffic. For example, "Nike men's running
shoes" might be specific enough versus something narrower like "Nike Air
Pegasus men's running shoes".

• Localize your keywords by making use of your geographical location. For
example, "shoe store in San Francisco" might yield better results by at-
tracting local traffic to your website or storefront. 

Of course, you may be tempted to focus your energy on the keywords
that are driving the most traffic to your website. That's where Google
Analytics comes into play. Take a look at a keywords report and see
what is happening after a visitor arrives to your website. Your focus
should shift to keywords that assist in achieving your website goals
versus those with higher volumes that yield less revenue.

Figure 3: Google Analytics displays what keywords visitors are 
using and which ones are converting

Furthermore, the average per visit value, or the value of a visit calcu-
lated as revenue divided by visits, may be a better indicator of keyword
value as opposed to just total revenue. In looking at Figure 3, we can
see that the search term "tent" (keyword 8) actually translated into a
higher average per visit value at $4.28 compared to other keyword
terms in the sample set including a similar keyword in "tents" (keyword
2), which yielded only $1.45 per visit value.

Regardless of how much traffic you get per month for a search term,
even if you are generating very few visitors, the fact that you can drive
a high conversion rate or a high per visit value from a keyword may
suggest that it is a keeper! And while there are hundreds of ways to
begin the keyword selection process, your best bet will be with Google
Analytics. 
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16 Do the Two-Step with Your 
Content 

Words are of
course the

most powerful
drug used by

mankind.
- Rudyard

Kipling, Writer,
Poet, Novelist,

and Nobel Prize
Recipient

(1907)

Let's get right to the point: website content is the
heart and soul of your website's success. The
content you write can be informational,
commercial, or a current event. Its purpose can
be for entertainment, marketing, research,
specific industries, online advertising, or search
engines. It can be objective or subjective.
Whatever the case, effectively using your
content is a two-step process. 

If you have ever taken dance lessons then you
know that particular dances have several steps.
For the uncoordinated amongst us, like myself,
memorizing dance steps can be a difficult task.
The dance number known as content is a mere
two-step: leverage the content and measure it for
success. 

Leverage the Content

It is no longer a secret that search engines like
content and feed off it to determine rankings. And
it's not just content that gets search engines
excited about crawling a site, it's "fresh" content
that keeps the robots coming back for more. With
the advent of "real-time content" in search
listings, search engines (Google in particular) will
seek out the best and most useful content on the
Internet for any given keyword query. Updating
your website content and blogging regularly will
not only help fulfill the appetites of hungry search
engines but also increase your chance of higher
rankings and more traffic as a result.
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Establish Goals 

Ask yourself, "What is the desired result?" or "What am I trying to
accomplish?" for a particular web page. Whether it's increasing traffic
or converting customers, having clear, established goals and
objectives will prevent you from performing unnecessary analysis. It
will also keep your website on the right track to achieving its goals.
Google Analytics allows you create up to 20 conversion goals per
profile. So, there is no excuse for adding such simple goals, such as
length of time on site and number of pages per visit.

Test and Tweak, Then Test Some More 

Once you establish goals (see Rule 18, "Decide on your Goal Type") it
is time to put the data to the test. Literally. Because what do bounce
rates really mean if the data is not coupled with the testing of a
message, design, layout, or call to action? The results will show how
users react to changes. So, if your goal is to decrease the bounce rate,
then did the test show the visitor staying on the website longer, or
leaving quicker? You want to keep tweaking and testing until you reach
the desired result. Without testing, how can you really make a sound,
logical decision pertaining to your website? There are no excuses for
not testing. Google has a free tool called "Website Optimizer"
(http://www.google.com/websiteoptimizer) to achieve the desired test
data you seek.

Patience Is a Virtue 

It is generally not a good idea to make changes on the basis of a few
days worth of data. Before you delete or pause a keyword or ad (either
temporarily or permanently), ask yourself if you have "statistical
significance" or statistically enough data to make a sound decision. A
longer date range translates into statistical significance, which then
translates into easier decisions. Shorter time frames offer misleading
data, which lead to miscalculated decisions. Take into account
returning customers or those who return to your website a second time
at a later date to make a purchase. You may miss out on important
conversion data if you react too quickly due to a small date range of
data. Also, depending on your goal, it may take days or even months
for many of your visitors to convert to customers. So, be patient and set
a date range that will last as long as your expected sales cycle or that
will return statistically significant data.
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39 Share Your Data 

Often, we are
too slow to

recognize how
much and in

what ways we
can assist each

other through
sharing such
expertise and

knowledge.
- Owen Arthur,

5th Prime
Minister of
Barbados

Google Analytics is to help you understand how
your site is performing so you can optimize it to
accomplish your goals. Yet, there are lots of
twists and turns to analyzing the data that
Google Analytics provides. Understanding visitor
behavior, trends in traffic, conversion and
e-commerce reporting, and site navigation paths
employed by the visitors can be a lot to ask of
one person. Why not try sharing the load with
others as an effective way for you, the website
owner, to truly know if your website is performing
at an optimal level?

Who are these "others" I refer to that might find
this information useful? Well, for starters, these
people are your partners, teammates,
colleagues, and subordinates, not to mention the
people you report to. Let's take a look at a short
list of recipients of Google Analytics reporting.

You

First and foremost, make sure you are set up to
receive reporting on, preferably, a weekly basis.
Customizing your Google Analytics dashboard
(see Rule 17, "Customize your Dashboard") is a
good starter as it contains an overview of
everything going on with your website. Besides,
the dashboard should be tailored to meet your
needs as someone who is responsible for
multiple facets of the website.
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Advertisers

In the context of online advertising, the advertiser has one goal in mind:
maximizing ad revenue. Advertisers want to know and have a right to
know how their ads are performing on your site. Rightly so, advertisers
are particular about the quality of traffic they receive and how much
they pay for that traffic. Therefore, sharing pertinent data would add a
lot of credibility to the validity of your claims as a website owner. Keep
the advertiser informed, and most importantly, provide them with a
reason to spend more advertising dollars due to your website's
performance.

Search Agencies

A website's worth lies in its visitors: quality and quantity. One of the
ways of increasing visitor count is to ensure that the site appears in the
top results in a search engine. Agencies that specialize in search
engine optimization or pay per click advertising could use the reports
to check the effectiveness of their efforts and make the necessary
changes to correct any anomalies.

Website Designers/Developers

The aim of a website designer, in the context of a commercial website,
is to make the site conversion as "user friendly" as possible.
Information collected through conversion funneling reports, for
example, could help the website designer pinpoint roadblocks resulting
in low or no conversions caused primarily because of poor web design.
Access to these reports could help a web designer continuously
improve the website design to maximize conversions.

Stakeholders

The expression "There are many ways to skin a cat" in website terms
really means that there are many ways to monetize a site. And those
with a stake in the website want to know how it is performing
monetarily. Details about which campaign or keyword performed well
are not necessary at this level. The bottom line is overall site
performance, and a high-level overview of e-commerce or conversions
will keep your stakeholders informed.

The data that Google Analytics reports is as good as gold and should
not be shared without discretion. A non-disclosure agreement might be
in order before providing access to that all-important data. However,
once you have multiple sets of eyeballs scanning the allotted data plots
and providing feedback, then your decision to share the data may
prove to be the best decision you've yet made.
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40 View In Page Analytics 

People only
see what they
are prepared

to see.
- Ralph Waldo

Emerson,
American
Essayist,
Lecturer,
and Poet

Ever notice the video surveillance camera in your
neighborhood corner store? Well, Google
Analytics has a feature called "In Page Analytics"
that behaves in a similar fashion and is
immensely valuable as it helps you understand
how visitors interact and navigate your site. 

In Page Analytics is a nice upgrade to the old
"Site Overlay" feature that even Google will
admit has not worked as well as it could have. In
Page Analytics works as an overlay to a website
allowing users to see data superimposed right
over different products or design elements. The
goal of this feature is to help you better correlate
between site elements and traffic metrics, under-
stand how your visitors interact with various
pages, and allow you to make educated design
and navigation choices. 

In Page Analytics is good for determining the ef-
fectiveness of your content, navigation, page
layout, and call to action. 

Equally important, it will also help you answer
which of the clicks have the highest value, con-
version, transactions, and revenue. For
example, when you can identify the widely used
exit points of your website, you can display some
of your most popular posts and other important
content there. This could persuade the casual
visitor to act on your desired goals. In addition,
you get to know about your visitor's interest and
focus.

In Page Analytics is a wonderful way for design-
ers, marketers, analysts, and website publish-
ers/owners in general, to get a virtual firsthand
look at the nature and frequency of interaction
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between the visitors and all page elements on the site. In Page
Analytics visualizes prospective changes with regards to layout,
design, and positioning.

Figure 12: In Page Analytics visualizes prospective changes with 
regards to layout, design, and positioning. (Image Source: Google 

Analytics) 

From my experience, people tend to be more visual, so translating raw
data into something more illustrative and meaningful is valuable to both
you and your visitors.
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41 Know Where to Seek Help 

No question
is so difficult
to answer as
that to which

the answer
is obvious.

- George
Bernard Shaw,

Irish Playwright

You are not alone in the confusing world of inter-
preting Google Analytics. There are plenty of
resources available online as well as offline to
get answers to all your questions. Since Google
Analytics does not offer direct support, I
recommend the following solutions. 

Google Analytics Help 

The Official Google Analytics Help Center is
probably the first place to start as they provide
articles, tips, tutorials, and answers to frequently
asked questions, as well as a forum. You can
find a "Help" link in the upper right corner of any
Google Analytics web page. 

Books 

There appear to be very few books written exclu-
sively on Google Analytics. The books that are
written on the subject are very informative. Two
of the more popular and recommended readings
are Advanced Web Metrics with Google
Analytics by Brian Clifton (2008) and Web Ana-
lytics: An Hour a Day by Avinash Kaushik (2007).
Both authors are experts in Google Analytics and
have dedicated websites to Google Analytics.

Google Analytics Authorized Consultants 
(GAAC)

If you are looking for quick consultation, training,
detailed help, or long term support with your
Google Analytics account then you can turn to an
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authorized consultant. Companies that become Google authorized
consultants have demonstrated a level of expertise and have met
rigorous requirements. GAACs are rewarded with a Google Analytics
Certified Partners logo so that they are more easily identifiable. Google
Analytics lists all certified partners at 
http://www.google.com/analytics/partners.html.

Figure 13: Clicking on the small question mark next to each metric 
will provide a brief description—available in the "older" version of 

Analytics only

Blogs

Blogs are a great source of information. Of course, where else would
you go but to the Google Analytics blog (
http://analytics.blogspot.com)? Occam's Razor by Avinash Kaushik
(http://www.kaushik.net/avinash/) and Measuring Success 
(http://www.advanced-web-metrics.com/blog/), the official blog for the
aforementioned book, Advanced Web Metrics with Google Analytics by
Brian Clifton, are two informative blogs on the subject of Google
Analytics (see Appendix B: Resources).

Other Sources

Take part in the Google community and start a discussion that you are
curious about. An example can be found at online community website,
Get Satisfaction http://bit.ly/obbiTR. 14

You can also subscribe to a feed of Analytics Market, a blog about
Google Analytics, by going to 
http://feeds.feedburner.com/AnalyticsMarket. 

14. http://bit.ly/obbiTR
getsatisfaction.com/google/products/google_google_analytics

http://analytics.blogspot.com
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42 These Are My Rules. What 
Are Yours? 

Rules are not
necessarily

sacred,
principles are.

- Franklin D.
Roosevelt

Congratulations! If you are reading this chapter
then you clearly understand that Google
Analytics is one of the most important aspects to
marketing online and measuring your website's
success. And you should know by now that what
you can't or don't measure cannot be changed or
improved. So, segmenting your audience,
adding filters, enabling e-commerce, or using In
Page Analytics and all the other features
mentioned in this book should now be of serious
interest. 

Without it, there will be a lot of uncertainty, inef-
fectiveness, and unnecessary spending in the
long run. That's how essential Google Analytics
is to any business, website owner, or marketing
manager. It also builds confidence. You will be
able to make proactive decisions, address areas
of improvement, plan ahead, and eventually
meet your objectives. Overall, it will help you plan
for maximum success by serving as a solid foun-
dation for a stable website. 

Analytics is impossibly hard to ignore. Everyone
is talking about it, writing and jumping on the
analytics bandwagon. Social media conglomer-
ates, Facebook and Twitter, have even joined in
the fun. Yet, there is even more fun to be had.
What was covered in this book is merely a list of
best practices and features that may be helpful to
improving your website's success. My goal was
to give the beginning user some basic under-
standing into: 
• Preparing you for what you need to know about

Google Analytics
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• Focusing on areas of interest in order to make decisions
• Identifying specific reports so you get the information you need 
• Taking specific action steps to help you optimize the data
• Knowing what to do with the data

There are a lot of features that were not even covered in this book. For
example, there's the site speed report that will allow you to see how
quickly your content was loaded for visitors. Or, there is the plot rows
feature that allows you to mark off rows on a data table and see those
segments displayed in your timeline for a quicker way into gaining
insight into the performance of your traffic. The point being is that the
potential for new features in Google Analytics is endless as time goes
on. 

According to Google, the future challenge for improving Google
Analytics is not necessarily the lack of data, but the ability of tools to
create actionable insights from that data. This makes me think that
Google is still putting the end user at the forefront. They even seem to
be aiming for a better control for multiple users to include more user
levels, easier implementation, multiple dashboards, and easier sharing
across users.

What the future holds remains a mystery. Though, I am optimistic and
enthusiastic. For now, the rules outlined in this book showcase a
number of common features that will help you prepare for online
success. 

If I missed anything obvious to some then I apologize in advance.
However, I would invite you to share your ideas on my blog at 
http://rso-consulting.com/blog.php. I would also be curious to know
how you have applied my rules, or others, to your advantage. So, let's
keep the conversation going. What rules and best practices would you
like to share?
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A Glossary 

• Auto tagging—a feature in AdWords that auto-
matically tags each of your ad destination URLs
with tracking URLs in order to display the
AdWords keywords and cost details in Google
Analytics 

• Backlinks—also known as external links, a
backlink represents a link from an external
website to your website

• Bounce rate—the percentage of single-page
visits, or visits in which the person left your site
from the entrance (landing) page

• Click paths— the sequence of hyperlinks one or
more website visitors follow on a given site

• Click through rate (CTR)—calculated by dividing
the number of users who clicked on an ad on a
web page by the number of times the ad was
delivered (impressions)

• Clicks—the number of clicks for which you paid
and which your ads received

• Conversion—getting a visitor to take a desired
action on your website, such as opting in to an
email newsletter, purchasing a product, or down-
loading a white paper

• Conversion rate (CR)—the ratio of visitors who
convert casual content views or website visits into
desired actions

• Cost per conversion—also known as cost per
lead or cost per application; cost per conversion
allows you to measure how much you spent on
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marketing to obtain a lead, application, or conversion—it is calculated by
taking the ad spend and dividing by the number of conversions 

• Direct traffic—traffic that came to a web site via bookmarks or by directly
typing in the URL

• Funnel—represents the path that you expect visitors to take on their way
to converting to the goal

• Hits—a request for a file from a server—whether it is an HTML file, an
image, a CSS file, or a JavaScript file—and are in no way a measure of
the number of visitors that view a site

• Impressions—the number of times your ads were displayed

• Key performance indicator (KPI)—pre-determined metrics that help you
define and measure progress toward organizational goals

• Pageviews—a request for a file that is defined as a page 

• Pay per click (PPC)—an advertising payment model that requires the ad-
vertiser to pay when a user clicks on a sponsored advertisement
appearing in the search engine results

• Referring site—the website that a visitor comes from

• Regular expression—also known as regex; provides a way for matching
strings of text, such as particular characters, words, or patterns of charac-
ters

• Return on investment (ROI)—also known as invested capital; ROI is cal-
culated by taking the total capital of the investment (gain minus cost of in-
vestment) and dividing by the cost of investment 

• Returning visitor—a visitor that has made at least one previous visit to a
website

• Search engine marketing (SEM)—includes all activities, such as SEO,
PPC, or a combination of the two, that undertake to promote a product or
service through search engines

• Search engine optimization (SEO)—activities undertaken to generate
traffic to a website through the natural or organic results in a search engine

• Unique visitor—an individual who visits a website during a given period
of time, and does not take into account, multiple visits made by the same
individual

• Visit—a series of requests from the same uniquely identified client within
a given time period often 30 minutes
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B Resources

• Google 
– Google Analytics blog

http://analytics.blogspot.com 

– Google's Keyword Tool 
http://bit.ly/2c0iJz 15

– Help Forum 
http://bit.ly/11qr1Q 16

– Trends
http://www.google.com/trends

– URL Builder 
http://bit.ly/7dJR 17

• Measuring Success, official blog for the book,
Advanced Web Metrics with Google Analytics by
Brian Clifton
http://www.advanced-web-metrics.com/blog

• LunaMetrics, Google Analytics Certified Partner
http://www.lunametrics.com/ 

• Market Terms.com, 
http://www.marketingterms.com/

• Occam's Razor, a blog by Avinash Kaushik 
http://www.kaushik.net/avinash 

• e-nor blog
http://www.e-nor.com/blog/

15. http://bit.ly/2c0iJz
adwords.google.com/select/KeywordToolExternal

16. http://bit.ly/11qr1Q
www.google.com/support/forum/p/Google+
Analytics?hl=en

17. http://bit.ly/7dJR
www.google.com/support/analytics/bin/answer.
py?hl=en&answer=55578
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About the Author

As founder of RSO Consulting, Rob Sanders
brings a wealth of knowledge and experience to
the world of online marketing. He and his team
provide creative and technical solutions across
many verticals, including healthcare,
e-commerce, technology, law, and finance. RSO
Consulting's core competencies include search
engine marketing (pay per click management
and search engine optimization), social media
optimization, and web analytics consulting.

Prior to moving to San Francisco, Rob was an
Interactive Project Manager chosen to lead
multi-million dollar online initiatives for Ford
Motor Company in Detroit, Michigan. Rob
started his online career as a Web Producer for
USA Today Online in 1994 before moving to
Philadelphia to help launch an online media
service at The Sports Network.
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Rob was honorably discharged from the U.S. military after serving four
years abroad. He volunteers for a number of non-profit organizations
and splits his time between his homes in San Francisco and Murica,
Spain, with his wife, Kathy, and two dogs, Pepe and Paco. 
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Write Your Own Rules
You can write your own 42 Rules book, and we
can help you do it—from initial concept, to writing
and editing, to publishing and marketing. If you
have a great idea for a 42 Rules book, then we
want to hear from you.

As you know, the books in the 42 Rules series
are practical guidebooks that focus on a single
topic. The books are written in an easy-to-read
format that condenses the fundamental elements
of the topic into 42 Rules. They use realistic
examples to make their point and are fun to read. 

Two Kinds of 42 Rules Books

42 Rules books are published in two formats: the
single-author book and the contributed-author
book. The single-author book is a traditional
book written by one author. The
contributed-author book (like 42 Rules for
Working Moms) is a compilation of Rules, each
written by a different contributor, which support
the main topic. If you want to be the sole author
of a book or one of its contributors, we can help
you succeed!

42 Rules Program

A lot of people would like to write a book, but only
a few actually do. Finding a publisher, and
distributing and marketing the book are
challenges that prevent even the most ambitious
of authors to ever get started.

At 42 Rules, we help you focus on and be
successful in the writing of your book. Our
program concentrates on the following tasks so
you don’t have to.
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• Publishing: You receive expert advice and guidance from the 
Executive Editor, copy editors, technical editors, and cover and 
layout designers to help you create your book.

• Distribution: We distribute your book through the major book dis-
tribution channels, like Baker and Taylor and Ingram, Ama-
zon.com, Barnes and Noble, Borders Books, etc.

• Marketing: 42 Rules has a full-service marketing program that 
includes a customized Web page for you and your book, email reg-
istrations and campaigns, blogs, webcasts, media kits and more.

Whether you are writing a single-authored book or a contributed-author
book, you will receive editorial support from 42 Rules Executive Editor,
Laura Lowell, author of 42 Rules of Marketing, which was rated Top 5
in Business Humor and Top 25 in Business Marketing on Amazon.com
(December 2007), and author and Executive Editor of 42 Rules for
Working Moms.

Accepting Submissions

If you want to be a successful author, we’ll provide you the tools to help
make it happen. Start today by answering the following questions and
visit our website at http://superstarpress.com/ for more information
on submitting your 42 Rules book idea.

Super Star Press is now accepting submissions for books in the 42
Rules book series. For more information, email
info@superstarpress.com or call 408-257-3000.
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Other Happy About Books

42 Rules for a Web
Presence That Wins

This book was created
for business owners,

executives and
managers, associations

and nonprofit
organizations who want

to understand what it
takes to create

and sustain a successful
web presence.

Paperback: $19.95
eBook: $14.95

42 Rules of Social
Media for Small

Business

This book is the
modern survival guide to

effective social media
communications and the
answer to the question,

“what do I do with
social media?”

Paperback: $19.95
eBook: $14.95
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Purchase these books at Happy About 
http://happyabout.com/ 

or at other online and physical bookstores.

42 Rules for Successful
Collaboration

The book filled with
high-tech nuggets of wisdom

for programmers and IT
professionals. But it also has

practical rules that apply to
anyone who works

with others.

Paperback: $19.95
eBook: $11.95

I've Got A Domain
Name—Now What???

This book is your guide
to the many technology tools

that can be utilized to build
your web presence. Stages

from registering a domain
name to creating a website

and utilizing your domain for
email and internet marketing

are outlined.

Paperback: $19.95
eBook: $14.95
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A Message From Super Star Press™

Thank you for your purchase of this 42 Rules Series book. It is 
available online at: 
http://happyabout.info/42rules/applying-google-analytics.php or 
at other online and physical bookstores. To learn more about contrib-
uting to books in the 42 Rules series, check out
http://superstarpress.com.

Please contact us for quantity discounts at
sales@superstarpress.com.

If you want to be informed by email of upcoming books, please email
bookupdate@superstarpress.com.
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