
Google Analytics: Part one
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AGENDA
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 What is Google Analytics

 How to set it up

 Important definitions

 Digital marketing & measurement model

 Reporting overview

 Setting up goals

 Creating a dashboard

 Summary
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AGENDA
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OBJECTIVES
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 Understand what web analytics is and what it isn’t

 Understand how to set Google Analytics up

 Understand the variety of information it can give us

 Understand how to make goals and dashboards

5

OBJECTIVES
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WHAT IS GOOGLE ANALYTICS?
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 Female

 Chrome

 Samsung Galaxy S9

 Yoga enthusiast

 Cork

 25 – 34

 Uses Spanish as a default browser language

 Returning visitor
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WHAT IS GOOGLE ANALYTICS?

It helps with describing visitors
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WHAT IS GOOGLE ANALYTICS?

It shows us how visitors flow through our site 
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WHAT IS GOOGLE ANALYTICS?

It tracks actions visitors perform on our site
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WHAT IS GOOGLE ANALYTICS?

It helps with identifying trends and seasonality
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 Can’t show you exactly what visitors wanted or had issues with

 Can’t show whether visitors left feeling happy or frustrated

 Doesn’t know what happens outside of the website

 Doesn’t reveal the identity of your visitors

 Doesn’t record visitors in private browsing or using blockers

 Doesn't execute on resources that don’t support Javascript (PDFs)

 Doesn't track users beyond the cookie (yet, for the most part)
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WHAT IS GOOGLE ANALYTICS?

Google Analytics:
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HOW TO SET UP GOOGLE ANALYTICS?
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1. Go to https://marketingplatform.google.com/about/analytics/

2. Click the ‘Start for free’ button
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HOW TO SET UP GOOGLE ANALYTICS?

Create a Google Analytics account

https://marketingplatform.google.com/about/analytics/
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 Set up your account and property by filling out the form
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HOW TO SET UP GOOGLE ANALYTICS?

Create a Google Analytics account
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 Navigate to Admin / Tracking Info / Tracking Code
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HOW TO SET UP GOOGLE ANALYTICS?

Get the tracking code
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 Paste the tracking code as the first item into the <head> tag on every page of the site
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HOW TO SET UP GOOGLE ANALYTICS?

Install the tracking code directly onto the website
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1. Go to http://tagmanager.google.com/

2. Create a Google Tag Manager account

3. Install the GTM tracking code on every page of the website
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HOW TO SET UP GOOGLE ANALYTICS?

An alternative method: Install the tracking code via Google Tag Manager

http://tagmanager.google.com/
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1. Navigate to the ‘Tags’ section

2. Click the ‘NEW’ button
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HOW TO SET UP GOOGLE ANALYTICS?

Install the tracking code via Google Tag Manager



©
 Z

u
ri

c
h

 I
n

s
u

ra
n

c
e

 C
o
m

p
a

n
y
 L

td

1. Choose the ‘Google Analytics – Universal Analytics’ tag type

2. Choose the ‘Page View’ as the Track Type 

3. Tick the ‘Enable overriding settings in this tag’

4. Paste the Tracking ID from the Google Analytics account tracking code section

5. Add the trigger ‘All pages’

6. Save the tag and publish the changes
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HOW TO SET UP GOOGLE ANALYTICS?

Install the tracking code via Google Tag Manager
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HOW TO SET UP GOOGLE ANALYTICS?

Install the tracking code via Google Tag Manager
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HOW TO SET UP GOOGLE ANALYTICS?

Verify tracking is working via the Real Time report in Google Analytics
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IMPORTANT DEFINITIONS
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IMPORTANT DEFINITIONS

Pageview vs Session vs User
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IMPORTANT DEFINITIONS

Pageview vs Session vs User
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IMPORTANT DEFINITIONS

Typical Session vs Bounce
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IMPORTANT DEFINITIONS

Acquisition – Behaviour - Conversions
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DIGITAL MARKETING & MEASUREMENT MODEL
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“There is one difference between winners and 

losers when it comes to web analytics. 

Winners, well before they think data or tool, 

have a well structured Digital Marketing & 

Measurement Model. Losers don't.”

Avinash Kaushik
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DIGITAL MARKETING & MEASUREMENT MODEL

The importance of a model
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1. Identify business objectives

2. Identify a goal for each business objective

3. Define key performance indicators

4. Set targets for each key performance 

indicator

5. Identify segments of 

people/behavior/outcomes
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DIGITAL MARKETING & MEASUREMENT MODEL

Steps
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Thank you
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