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Introduction

We've all seen it happen — a new business launches in what seems like a prime location, only
to close just months later. Unfortunately, this is the simple reality of business. A great location
with exposure to consumers is important, but also entirely pointless if people just walk on by.

Therein lies the greater challenge of marketing.

Anyone can buy exposure, but how do you turn that exposure into something positive? And
when buying exposure via digital marketing — where you can't literally see who’s walking in and
out of your shop — how do you even know whether your campaigns are working?

That’s where Google Analytics comes in...

Google Analytics is a free service that gives business owners insight about how people interact
with their websites. Learn who visits your site, how they reached your site and what they do on
your site. See how long people stay on certain pages and which pages are viewed most.

You can also learn more about your visitors, such as which languages they speak and whether
they browse with desktop, laptop or mobile devices. All of this information can help focus your
marketing toward your intended audiences.

Plus, if you advertise in Google Adwords, Google Analytics can help you determine whether
your ads are on the right track. By analyzing data over periods of days, weeks or months,
business owners can identify changes to be made and new audiences to reach out to.

No more guessing that your SEO, advertising, email marketing, social media, and any other
channel you're investing in is generating leads and sales. By going through the steps in this
report, you'll be able to pinpoint exactly which campaigns are working and which are simply
wasting your marketing dollars. We’'ll walk through a step-by-step process to set up and review
Google Analytics reports that will help you measure and improve your digital marketing
campaigns.

To Your Success!

Phil Frost
Founder & COO
Main Street ROI
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Step 1. Create an Account

Google Analytics is a free service that’s open to anyone.

All you'll need to create an account is a few minutes and some basic information about your
website. You'll also need a free Google account in order to get started with Google Analytics (if
you have a Gmail address, then you already have a Google account).

For future reference, you do not need to start another Google Analytics account in order to keep
track of data for additional websites. Also, if your business has different divisions with unique
analytics needs — such as marketing and sales departments — then each division can have its
own profile with separated analytics data within a single account.

Here’s what to do to create your account:

1. Create an account by going to www.google.com/analytics

2. Enter the requested information, including whether you’d like to track a website or mobile
app.

3. Click the “Get Tracking ID” button at the bottom of the page. Copy that code to your
clipboard.


http://www.google.com/analytics
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ad Google Analytics

DS NaTE

Website URL required
http:/f -

Industry Category

Select One .

Reporting Time Zone
United States - (GMT-08:00) Pacific Time -

Data Sharing Settings

Data you collect, process, and store using Google Analytics {"Google Analytics dala”) is secure and kept confidential. This
data is used to provide and maintain the Google Analytics service, to perform system critical operations, and in rare
exceptions for legal reasons as described in our privacy policy

The data sharing options give you more control over sharing your Google Analytics data. Learn more.

+ Google products & services RECOMMENDED

product linking

v Benchmarking RECOMMENDED

¥ Technical support RECOMMENDED

1 Account specialists RECOMMENDED

Leamn how Google Analytics safeguards your data

/

Get Tracking ID Cancel

Step 2: Add Your Tracking Code to Every Page of your
Website

Your tracking ID code is what Google uses to track activities throughout your website. This code
must be added to all of your pages or else you won’t be able to report on every website visit.

Advanced Tip: If you already have a lot of tracking codes on your website and it’s getting
unruly, then | recommend using the free Google Tag Manager tool. With this tool, you’'ll place a
code from the Tag Manager on all the pages of your website, and then your analytics tracking
ID code goes into the Tag Manager. Later, any changes you make to codes in the Tag Manager
— whether that means altering your tracking ID or inserting new tracking codes for different
purposes — will be instantly reflected side-wide. No more need to make changes on every single
page of your site.

Adding the analytics tracking code is easy if your site is built in WordPress or another CMS like
Joomla or Drupal; simply add the tracking ID code to your site’s header template file. This
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template is used on every page of your site. Alternatively, the tracking code can be added
manually to each page.

<link rel='stylesheet' id='admin-bar-css' href='https://www.mainstreetroi.com/wp-includes/css/admin-bar.min.css?ver=4.3.1" type='text/css’
media='all' />

<link rel='stylesheet' id='wp-pagenavi-css' href='https://www.mainstreetroi.com/wp-content/plugins/wp-pagenavi/pagenavi-css.css?ver=2.70
type='text/css' media='all' />

<link rel='stylesheet' id='custom-style-css' href='https://www.mainstreetroi.com/wp-content/themes/cstardesign/css/style.css?ver=4.3.1
type='text/css' media='all' />

<link rel='stylesheet' id='skin-css' href='https://www.mainstreetroi.com/wp-content/themes/cstardesign/cache/skin.css?ver=4.3.1"
type='text/css' media='all' />

<link rel='stylesheet' id='responsive-style-css' href='https://www.mainstreetroi.com/wp-content/themes/cstardesign/css/responsive.css?
ver=4.3.1' type='text/css' media='all' />

<l-- This site uses the Google Analytics by Yoast plugin v5.4.6 - Universal enabled - https://yoast.com/wordpress/plugins/google-analytics/
-3
<script type="text/javascript">
(function(i,s,o0,qg,r,a,m){i[ 'GoogleAnalyticsObject']=r;i[r]=i[r]||function(){
(i[rl.g=i[r].q||[]).push(arguments)},i[r].l=1*new Date();a=s.createElement(o),
m=s.getElementsByTagName(0)[0];a.async=1l;a.src=g;m.parentNode.insertBefore(a,m)
}) (window,document, 'script’, '//www.google-analytics.com/analytics.js’','_ gaTracker');
__gaTracker('create', 'UA-19517891-1', 'auto'); \
__gaTracker('set', 'forceSSL', true); Tracking Code added to
_ _gaTracker('require', 'displayfeatures'); e %
__gaTracker('require', 'linkid', 'linkid.js'); website COdIﬁg
__gaTracker('send', 'pageview');
</script>
<l-- / Google Analytics by Yoast -->
<script type='text/javascript' src='https://www.mainstreetroi.com —includes/js/jguery/jquery.js2?ver=1.11.3"'></script>

<script type='text/javascript' src='https://www.mainstreetroi.com/wp-includes/js/jquery/jquery-migrate.min.js?ver=1.2.1"'></script>

<script type='text/javascript' src='https://www.mainstreetroi.com/53862b1124958/4s/load_lightbox.js?ver=3.10.2'></script>

<script type='text/javascript' src='https://www.mainstreetroi.com/wp-content/themes/cstardesign/js/adroll.qjs?ver=4.3.1'></script>

<script type='text/javascript' src='https://www.mainstreetroi.com/wp-content/themes/cstardesign/js/jquery.cycle.all.js?ver=4.3.1'></script>

Step 3. Set Goals in Analytics

One of the most powerful aspects of Google Analytics is conversion tracking using Goals.

Goals are specific actions that you want visitors to complete on your website. For example, if
you sell products from your website, then one of your goals would be for people to click on
“confirm purchase” buttons, indicating that you’ve made sales.

Once you set up your Goals, then Google Analytics will automatically track the key actions on
your website and attribute those conversions back to the appropriate marketing channel. That
way you'll be able to run reports to see which marketing channels are driving the most leads
and sales for your business!

The main types of Goals in Google Analytics that you can set up are:

e Destination: A Destination Goal is accomplished when a specific page in your site
loads. A common usage of this type of goal would be keeping track of various “thank
you” and confirmation pages that load when people purchase products, register for email
updates or request more information.

e Duration: These goals record how often people stay on your websites for specific
lengths of time. A Duration Goal can be applied to specific pages of your site, or this
Goal can be applied site-wide.
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e Page/Screens per session: Set these goals to see whether people who arrive at your
site are clicking around to view more products or get more information. An example of a
Page/Screens Goal would be requiring five page loads per session.

e Event: An Event Goal is accomplished when visitors complete certain actions on your
site. Examples include clicking social media buttons, playing a video, clicking an ad or
making a purchase.

If you're just getting started and you do not have any goals set up, then you can click on
Conversions, then click Goals, and then Click Overview (see screenshot below). On that next
page there will be a button to “Set up goals.”

2% Google Analytics Home  Reporting  Cu

‘' This report requires goals to be enabled for the view.

. S
» Mobile setupgoats | = Click here to start creating goals.
m more

On the side bar, find “Goals”
under the Conversions
tab.

Analytics Home | Terms of Service | Privacy Policy | Send Feedback

If you already have Goals set up, then you'll need to go to Admin in the top navigation and then
click Goals under the “View” column. From that page, you'll be able to click on the red “+ New
Goal” button to get to the screen shown below.
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2 Google Analytics

Go through these
steps to create
new goals.

ssssssssssssssssssss

CCCCCC

cccccc

Advanced Tip: Another tool to familiarize yourself with is Funnels for Destination Goals. When
setting a Destination Goal, you can specify how you expect visitors to move through your site.
Later, you can run Goal Flow and Funnel reports to see whether visitors interact with your site
as intended. This information can help you optimize your site so that visitors accomplish more of
your desired goals.

Remember, setting up Goals is absolutely critical so you can track the performance of all of your
marketing channels. Do not skip this step!

Step 4. Link Google Search Console to Your Analytics
Account

Google Search Console (formerly known as Webmaster Tools) is a free tool that helps
businesses manage how their sites appear in Google’s search results.

By linking Google Search Console to your Google Analytics account, you'll be able to see how
your website is ranked for various Google search queries as well as how many people click to
your site from Google.

First, you must set up your Search Console account if you do not have one already. Follow
these steps:

1. Create an account with Google Search Console at www.google.com/webmasters/.



http://www.google.com/webmasters/
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2. Complete the steps to verify that you own your site. There are several options to verify

ownership of your site like uploading a blank HTML file to your server (see screenshot
below).

Google
Search Console

Verify your ownership of http:ll_coml. Learn more.

Recommended method Alternate methods

Recommended: HTML file upload
Upload an HTML file to your site.
1. Download this HTML verification file. [googled528cb6ad6cfo0bd.html]

2. Upload the file to http:/| N NN o/

3. Confirm successful upload by visiting http:/ | NG (| in your browser.
4. Click Verify below.

To stay verified, don't remove the HTML file, even after verification succeeds.

Follow t.hese s.teps
m Not now and click verify.

After setting up your Search Console account, | recommend you add a sitemap to help Google
find your webpages. Go to Crawl > Sitemaps and add your XML sitelink.

Google mie 5 O @

Search Console

] www.mainstreetroi.com Help - e
Dashboard Sitemaps Click her‘e to add mECED
your sitemap
Messages (2)
» ce By me (1) All (1)
Sitemaps content
All content types Web pages
W Submitted 1,216 submitted
W indexed
714 indexed
800
00
Web
Sitemaps (Al content types)
Download All Show 25 rows 110f1
# Sitomap ~ Type  Processe a Issues it Submitted  Indoxed

Most importantly, you need to link your Search Console and Google Analytics accounts. To do

this, log into your Google Analytics account and go to Admin > Property Settings > Search
Console (see screenshot below).
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2 Google Analytcs Home Reporting  Cust Admin

Property Settings Move to Trash Can
Basic Settings

Tracking Id .
UA-19517891-1 Click here to access

property settings.

EjEioherty Seties Main Street ROI HTTPS

= Us

Default URL
hitps:// - | www.mainstreetroi.com

PRODUCT LINKING

Yesterday: Not yet available
Last 7 Days: 2,865 hits
Last

Days: 11,643 hits
Advertising Features

Enable Demographics and Interest Reports.

[ov I

In-Page Analytics
Use enhanced link attribution

How to setup enhanced link attribution on my site?
Start In-Page Analytics in
® Embedded mode (recommended)

Full view mode
Use of full view mode is recommended only if your site has trouble loading in embedded mode.

Search Console -
Click here to add
Adjust Search Console
Search Console

Simply follow the directions on the screen until your Search Console account is linked up with
Google Analytics. Once completed, you’ll gain access to additional reports that we’'ll walk
through later in this guide.

Step 5. Link Google AdWords to Your Analytics Account

Google AdWords allows businesses to advertise in Google search, as well as on millions of
other websites across the internet. If you're not using Google AdWords and don’t plan to in the
near future, then you can safely skip this step.

For everyone else, | recommend linking your AdWords and Analytics accounts to gain more
insight into your ad performance.

By connecting your AdWords and Analytics accounts, you'll get access to metrics such as how
long visitors stay on your site after clicking your ads, and you’ll also see how likely paid visitors
are to complete your various analytics goals.

Of course, if you're not already advertising, then you would need to first create an AdWords
account by going to www.google.com/adwords.

To link AdWords to Analytics, log into your Google Analytics account and go to Admin >
AdWords Linking (see screenshot below).


http://www.google.com/adwords
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mainstreetroi@gmail.com
2% Google Analytics Home  Reporting  Customization  Admin Main Street ROI HTTPS - http... =
WMain Street ROI

Main Street RO - Main Street ROI HTTPS - Main Street ROI

R View Settings

282 User Management

Click here to
link Google Analytics
to Google AdWords

ilated Metrics BE

PERSONAL TOOLS & ASSETS

gments

2
<

Simply follow the directions to complete the link between the two accounts. Now, you'll have
access to more in-depth user behavior data for your Google AdWords campaigns.

OK, just one more step and you’ll have your Google Analytics account set up properly!

Step 6. Enable E-Commerce Tracking

This step only applies for businesses that operate e-commerce websites.

If your website does not allow e-commerce transactions, then you can move on to step 7 and
skip this step. However, if you do have an e-commerce website, then this is one of the most
important steps to complete...

Enabling Google Analytics e-commerce tracking on e-commerce sites allows business owners
to track more advanced metrics such as which products are purchased and average revenue
per sale.

Plus, E-commerce tracking also allows business owners to see where most of their online
customers are coming from. For example, you can see how many sales are being generated by
your SEO, email marketing, social media, advertising, and/or other marketing campaigns.

To set up E-Commerce tracking, you must first activate it. Log into your Analytics account and
go to Admin > E-commerce Settings...

10
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Administration

- . All Web Site Data
B Account Settings B Property Settings B View Settings
a8 User Management a2 User Management 222 User Management

Y AllFiters s Tracking Info
© Change History PRODUCT LINKING i A Content Grouping
Click here to set up
B al =] Adwords g i Y Filters
W Trash Can jords Linking Ecommerce Tracklng Y Filter:
B Sense Linking =+ Channel Settings
1 Ad Excnange Linking W Ecommerce Setiings
™ Dd Cailcu d Metrics BETA

a4 Al Products

PERSONAL TOOLS & ASSETS
ostbacks

Segments

%’ Remarketing
(5 Annotations

Dd  Gustom Definitions
thi Attribution Models

Dd Data Import
Z+| Custom Channel Groupings

@ Ssocial Settings

On the next screen, click the button to Enable Ecommerce as shown below.

‘a4 Google Analytics Home Reporting Customization Admin

Administration

ata

Ecommerce set-up

- i -
Jliien Site Dete o Enable Ecommerce
Status
)

Ex

= User Management
Enable Rela!edm Make sure status

M= Goals —\ o5 is “on” for ecommerce.

Enhanced Ecommerce Settings

B View Settings

2\ Content Grouping
Y Filters

=] Channel Settings
W Ecommerce Settings

Dd C

ated Metrics BETA

PERSONAL TOOLS & ASSETS

Segments

Annotations
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Finally, you'll need to add more tracking code to your website. Exactly how you do this depends
on your e-commerce platform:

e If you're using an e-commerce platform that integrates with Google Analytics (ex.
BigCommerce), then you can turn on e-commerce tracking within your website’s admin
dashboard.

e |f your e-commerce platform does not integrate automatically with Google Analytics, then
the e-commerce tracking code will need to be added to the “thank you” page following a
shopping cart purchase. The code can be found here:
https://developers.google.com/analytics/devguides/collection/analyticsjs/ecommerce

At this point, you've done everything you need to do within Google Analytics to set it up
properly. However, there is one more step outside of Google Analytics to ensure all of your
marketing is tracked correctly...

12
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Step 7. Use URL Builder for Your Marketing Campaigns

Google Analytics is good, but it's not great when it comes to automatically figuring out where a
website visitor came from.

For example, if the visitor clicked a link in Facebook, then Analytics will consider that social
media traffic in your reports. If a visitor clicked an AdWords ad in Google.com, then Analytics
will consider that Paid Search traffic in your reports.

But what about a website visitor from one of your email marketing campaigns? Or how about a
visitor from a print ad? In both of those situations Google Analytics can not easily categorize
the traffic.

That is unless you use the URL Builder tool...

The URL Builder is a tool that will add tracking parameters to any URL you enter into the tool.
Most importantly, you can add the medium, or marketing channel, to your URL to specifically tell
Google Analytics how to categorize the traffic.

That means you can use the URL Builder to create a tracking URL for your email campaign and
every time a subscriber clicks the link to visit your website, Google Analytics will correctly
consider that traffic to be from your Email Marketing.

Follow these steps to create tracking URLs for all your marketing campaigns:
1. Go to the URL builder at: https://ga-dev-tools.appspot.com/campaign-url-builder/

2. Scroll down, complete the short form, and click the “Generate URL” button.
3. Then simply use the tracking URL in your marketing campaigns.

See screenshot below:

13
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Demos & Tools

e Dl Biiile ;
Campaign URL Builder

-
This tool allows you ta easdly add campalgn parameters (o URLs so you can track Cust s In Googh

Anabyics

Enter the website URL and campalgn information

out the required felds (marked with *) In the form below, and once complete the full camaa &h URL will b

penerated for you, Nofe: the generafed URL i automadically updated

* Website URL hitpsfwwew malnstreetrolcomd google-analytics-

checkiny

weliite URL (e https: /S v exxbaple. con

* Campaign Sournce hlakn Street RO Webinas

5. google. newslatter)

Campalgn Medium

Markoting med [eg cpc, banner. email )

camna-gn Mame
{e.g. spring_sale
Fill out the form, and
then copy and paste
MEfarcs this URL to a “clean
Campaign Contsnt | Google Analytics Checkdist LURL" format and use
for tracking

Campalgn Term

Use to differentiate ad

Resources

his URL En ATy Prootional CRERnes: you want o be associated Rh thas Curstom Campd &

L Lk g sogle-analytics-checkinu?
uEr 205 reet 20RO 0WebinarRutm_content=Cooglewl0AnalticsW20Checklise

Congratulations! At this point your Google Analytics account is set up properly and it will
automatically track all of your marketing campaigns.

Of course, there is one catch...
All of this data is worthless unless you actually look at it!

That’s why the remaining steps in this guide explain the most important reports you need to
review to stay on top of your campaigns.



Main Street ROI

Step 8. Review Sources/Medium Reports

Getting results from Google Analytics means understanding how to use each of the various analytics
reports.

The first report you need to be familiar with is the Source/Medium report. This report includes useful
data about the source of your traffic (such as Google, Bing or your email newsletter) and the medium
of your traffic (search ads, display ads, banner ads, email, etc.).

Plus, since you’ve already set up Goals, this report lets you see how different types of traffic are
converting into leads and sales. With this information, you can more easily determine where to
allocate your marketing budget and resources.

To generate the Source/Medium report, go to Acquisition > All Traffic > Source/Medium.

2% Google Analytics fome  Reporting  Customizaton  Admir & A

* Al Traffic Click here to customize date range. |—> Nov 1, 2015-Dec 1, 2015

Customize Email Export~ AddtoDashboard ~Shortcut -

O Al Sessions

Explorer

Summary

Primary Dimension: Source / Medium _Source  hedius

Click here to
Users Flow find the reporting screen |

12|
|

cquisition Behavior Conversions  eCommerce -

o o] s o seseions i Gouncanate . | PASSISHSiON | Avg Seiion | Ecommares COmeron | ipgpctons
9,458 80.97% 7,658 77.33% 1.58 00:02:23 0.15% 14 $2,481.00

5,248(55.49° 90.05% 4726( 87.40% 123 00:01:20 004% $507.00:

930 (9,83 76.56% 7129 69.78% 180 00:02:35 0.43% $1.002.00

641 (.78 4056% 260(2, 69.11% 154 00:02:31 031% $507.00;

592 (6.26%) 90.20% 534 (6,97 48.68% 181 00:02:33 0.00%

$0.00(0.00

350 (3.70° 7857% 275 (35 83.14% 185 00:02:34 0.00% o $0.00

As mentioned above, using the URL builder in all of your marketing campaigns is essential in
order to guarantee accurate and useful report results. If you don’t use tracking URLs from the
URL builder tool, then Google Analytics may incorrectly label certain traffic as uncategorized
“direct traffic.”

Review the Source/Medium report to see which traffic sources are performing well and which
need to be improved.

Now that you understand the Source/Medium report, the next report will make more sense...

15
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Step 9. Review Channels Report

The Channels report is a rolled up view of all the information collected for your Source/Medium
reports.

Rather than view data for channels according to specific referrers or types of traffic, the
Channels report shows larger trends according to broader traffic categories such as paid
search, email or social media traffic.

Business owners can use this report to quickly grasp which marketing channels are providing
the best results for their bottom line. Also, results from this report can reveal which marketing
efforts are falling short.

Most small business owners can get all the information they need from the Default Channel
Grouping of the Channels report. The default grouping encompasses the following channels:
direct, organic search, referral, email, paid search, social, display and other advertising. To
acquire additional channel data, the criteria for each type of traffic can be edited or new channel
groupings can be added.

To generate the Channels report, go to Acquisition > All Traffic > Channels and then select the
proper date rate.

1% Google Analytics Home  Reporing  Customzation  Admin o dl

Channels Click to customize your date range. » Nov 1, 2015-Dec 1, 2015

Customize Email Export~  Add to Dashbosrd  Shortcut -«

Click here to
einay| find the Channels Report |/Mesum souce  wadun omer

Acquisition Bohavior
Default Channel Grouping

Sessions & % New Sessions New Users Bounce Rate

9,458 80.97% 7,658 77.33% 1.58 00:02:23 0.15% 14 $2,481.00
1. Organic Search 5,326(56.31% 89.92% 4789062 87.25% 124 00:01:20 004% $507.00(2
2. Referral 1,330(14.06%) 70.38% 93612 5023% 242 00:05:35 023% $105.00

3. Email 1,000(10.57%) 37.20% 372 (4. 65.40% 183 00:03:23 0.40% §750.00(20.22

4. Direct 930 (3.83%) 75.56% 712 69.78% 180 00:02:35 0.43% $1,002.00(40.39

5. Display 350 (3.70%) 7857% 275 (3.5 83.14% 185 00:02:34 0.00% 50.00

6. Social 261 (276%) 73.18% 191 76.25% 148 00:01:14 000% $0.00,

If you want to isolate a particular channel to review the traffic trends over a given date range,
then click on the channel name. The next page will display data only for the selected channel.
As you'll see, this report is like a “one stop shop” for all of your high level marketing performance

16
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data. | recommend you review this report first to get a birds eye view of what's going on with
your marketing, and then dive in deeper as needed.

Now it’s time to check if how your website is performing for mobile and tablet devices...

Step 10. Review Website Traffic by Device

Is your website equipped for how today’s consumers browse the internet?

Building a website was much simpler until the tablet and smartphone industries took off. Now,
most people view websites on screens the size of the palms of their hands, which means sites

must be built with mobile interfaces or responsive designs in order to remain functional for
visitors.

Business owners who haven’t optimized their sites will likely see lackluster performance from

visitors using mobile browsers. Running the Website Traffic by Device report can highlight
whether your site needs additional work

Home Reporting Customization  Admin

Customize Email Export- Add to Dashboard Shortcut
= Dashboards

O All Sessions.
« Shortouts 100.00%
Explorer

@ Intelligence Events

Summary Site Usage GoalSet1 GoalSet2 GoalSet3 GoalSet4 Ecommerce

© Real-Time

Sessions « V5. Selecta metric

i Audience

« Sessions
Overview .
Active Users
Cohort
Wotalysis BETA =
+ Demographics
» nterests it B ouizs
+Geo =
«peauon Primary Dimension: Device Category
+ Technology Secondary dimension - | Sort Type: | Default -
Mobile
Overview Acquisition Behavior Conversions eCommerce -
Devices Device Category
+ Custom Sessions < % New Sessions New Users Bounce Rate Pages / Session Avg.Sesslon Duration | 1. ctions Revenue
 Benchmarkin
H 7,440 81.40% 6,056 73.94% 168 00:02:08 5
Users Flow f Total: 100 Avg for View: 81.2 of Total: 10 / o ¢ 38 | Avg for View: 00:02:0
2, Acquisiton
L s 1. deskiop 6,249(53.99%) 83.02% 5,188(35.6 7411% 168 00:02:08 5 $839.00
Overview
2. mobile 894(12.02%) 71.81% 642, 71.14% 166 00:01:54 o 0.0
3. tablet 297(3.99% 76.09% 226(3.7 78.79% 159 000143 o 500
Show row
This report was generatec

Analytics Home | Terms of Service | Privacy Policy | Send Feedback

To generate this report, go to Audience > Mobile > Overview and select an appropriate date
range. Compare performance differences between visitors using desktop, tablet and mobile
browsers. Pay close attention to how well each type of traffic converts into accomplishing your
site’s goals and keep in mind that mobile traffic tends to convert less than desktop traffic.

17



Main Street ROI

Note that the Mobile Overview report will highlight traffic and conversion trends per device, but it
does not allow you to dig into specific marketing channels. For example, the Mobile Overview
report does not tell you how your SEO, email, advertising, or any other marketing channel is
performing for each device. To do this you'll need to apply a Segment to the Channels report
(see Step 9 above).

To use segments, first run a Channels report and then click the “+ New Segment” button at the
top of the screen.

1% Google Analytics Home  Reporting  Customizaton  Admin o A

Overview Customize Date Range |——> Nov 1, 2015-Dec 1, 2015

Customize Email Export~ AddtoDashboard —Shorteut -«
@ imteligence Events

o Al Sessions + Add Segment

100.00%

© ReaTime

Explorer

Summary SiteUsage GoalSet1 GoalSet2 GoalSet3 GoalSetd Ecommerce

Sessions « | VS Select a metric Day Week Month =4 «%
A o Sessions
+ Demographics h
» Interests /\—/\ /\\k
»Geo 300
4 . Thusday. November 2, 2015 0—-\//\'

» Behavior Click here to generate * Sensors: 245
 Technology device report Nor 15 Novz2 Novza
~Mobile

Oversiew Primary Dimension: Device Category

Devices Secondary dimension « | Sort Type: | Default Q| advanced (@[ @ |Z | = 77
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» Benchmarking Device Category

Users Flow . o %Newsessions T Pages / Session A e Transactions —— L AT
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1 g for o7 Vie g for View: 1.58 of Total I: 100.C o i
1. deskiop 7.911(83.64%) 82.06% 6.492 T718% 162 00:02:18 12 $2.238.00( 0.15%
2. mobie 1,136(12.01%) 74.03% 841(10.98' 76.94% 141 00:03:23 2(14.2: 5243.00 0.18%

3. tablet 411(4.35%) 79.08% 325(4.24 81.27% 140 00:01:07 0 $0.00 0.00%
‘\l Tracking for the various mediums. " . ~
s repo 15 at 2:47:50 PM - Refresh Repo

Then, select the type of device traffic you'd like to learn more about, and then click “Apply.”
Remove the “All Sessions” segment and then you'll be left with a report showing visitors from
various channels for the type of device you selected. You can now click each channel to dig
even deeper into how the channel is performing per device.

Next, you're finally going to see why it was so important to link up your Search Console and
Google Analytics accounts...

Step 11. Review SEO Traffic Reports

The Search Engine Optimization reports can help you understand how people are reaching your
site through Google’s search results. Note that these reports can only be generated once your
Google Analytics account is linked with Google Search Console (See Step 4 above).
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The three types of SEO reports are:

1. Queries reports show which Google search queries resulted in the most impressions for
your website. You can also see how many impressions resulted in clicks, giving you your
organic search clickthrough rate.

2. Landing Pages reports show which specific pages of your site were most likely to
appear in Google’s search results. This data can help you identify which webpages are
ranked well in Google and which ones are more likely to attract visitors.

3. Geographical Summaries reports provide general SEO metrics from different
countries, which may not be useful for small businesses with mostly local clients.

The metrics in these reports are for Google’s organic search results only. Traffic from
advertising, email marketing, social media, or even other search engines like Yahoo or Bing is
not included in the SEO reports.

To generate your SEO traffic reports, go to Acquisition > Search Engine Optimization > Queries
and select an appropriate date range. It's important to note that these reports can only pull data
from the past 90 days. Then click the Landing pages report or the Geographical report links.

[Customize Date Range within the last 90 days|—> Nov.1:2015= Deo ;20151

nnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn

Click to generate reports for
SEO tracking

0.00%

Advanced Tip: Use the search bar above the table to find specific keywords or landing pages.
Then click the “advanced” link to the right of the search bar to help you view more meaningful stats
with less clutter. For example, you can limit the report to show landing pages that are getting clicks
and are ranked greater than 10 in Google. Those are pages you could likely edit to get on the first
page of Google and significantly increase your traffic very quickly.
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Step 12. Review Google AdWords Traffic Reports

If you’re not advertising in Google AdWords, then you can skip this step.

For everyone else, | recommend you check your Google AdWords Traffic reports in Analytics in
addition to using the reports within Google AdWords. These reports are loaded with information that
shed light on your visitors’ behavior after clicking on your ads.

By default your AdWords report in Google Analytics shows both your ad clicks and your bounce rate
(how often people leave your site after viewing just one page), which can help identify which of your
ad campaigns are most effective.

Further, you can use AdWords reports to see how users behaved once arriving on your site. Where
does your paid traffic click after landing on your website? How long is your paid traffic staying on

your site before leaving?

To generate an AdWords Traffic report, go to Acquisition > AdWords > Campaigns and select the
appropriate date range.

Customize date range Nov 1, 2015 -Dec 1, 2015

........

VVVVVVVVV

Important Note: Google Analytics and Google AdWords attribute conversions very differently so the
numbers will almost never be the same. You'll likely find more AdWords conversions than Analytics
conversions, but that doesn’t mean the reports are not working. The problem has to due with what’s
called “Attribution.”

Google Analytics uses ‘last click” attribution and AdWords uses “first click” attribution. That means,
if a visitor first clicked on your ad, then went back to Google and clicked on your website in Google’s
organic results, then Analytics would attribute the traffic and any subsequent conversions to the
Organic (aka SEO) channel. In that same example, AdWords would attribute the conversion as
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coming from the AdWords ad. Both are technically correct, but as you can see this can cause a lot
of confusion. Just remember, that the traffic and number of conversions reported in AdWords will
not match perfectly to the traffic and conversions reported in Analytics.

Before we wrap up, let’s review your social media traffic...

Step 13. Review Social Media Performance & Trends

Google Analytics provides several reports that can help you track and optimize your social media
marketing efforts.

You can see how visitors from all social channels interact with your website, or you can focus on
trends and statistics from specific channels such as Facebook or Twitter.

Social media exposure doesn’t tend to pay off immediately, which is why Google Analytics tracks
both immediate and delayed conversions.

For example, a visitor who arrives at your website from Facebook and makes a purchase during that
same session is labeled as a Last Interaction Social Conversion. If that person leaves your site but
returns later to make a purchase, then that visitor is recorded as an Assisted Social Conversion.
Both types of conversions must be considered when evaluating social media’s impact on your
business.

To generate the Network Referrals social media report, go to Acquisition > Social > Network

Referrals. This report will quickly show you which social networks are bringing people to your site.
You can also see which of your pages are being shared most often on social media sites.
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To review social media conversions, go to Acquisition > Social > Conversions. This report will
display the number of Last interaction and Assisted Social Conversions.

| Click here to generate this report

Finally, review the Plugins report (Acquisition > Social > Plugins) to see how often visitors click
social sharing buttons throughout your site. In other words, which webpages are visitors “liking”
or “+1’ing” or tweeting to share on those respective social media sites.

OK, at this point you should have your Google Analytics account set up properly and you know
how to run the most important reports to track your digital marketing campaigns.

| hope you’ve enjoyed this free report!

Want More Help with Google Analytics?
Special Offer: “The Ultimate Google Analytics Bundle”

Take advantage of our Ultimate Google Analytics Bundle offer. You're getting 2 courses plus a
Google Analytics audit for a special low price. This special offer expires Tuesday, March 7,
2017.

https://www.mainstreetroi.com/analytics-bundle/

To Your Success!
Phil Frost
Founder & COO
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