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The next sub-report in the visitors
section is behavior. This section gives 
you more information about new vs 
returning visitors, how frequently and 
recently visitors are returning to your 
site, and user engagement. Looking at 
how many visitors you have returning 
frequently gives you an idea of how 
many true fans you have. Users who 
have visited your site a dozen or more 
times are most likely fans of your site or 
company. These are the users you can 
more or less count on when asking for 
help in promoting a new product or 
otherwise getting the word out. You can 
also view the “days since last visit” 
report, which gives you an idea of how 
often your return visitors are coming 
back to your site.



Traffic Source



Traffic Sources

• Your traffic sources overview is one of the 
most important parts of your Analytics 
account. Where your traffic is coming from 
tells you a lot about the strength of your SEO, 
your incoming links, and your AdWords and 
other advertising campaigns. It also shows you 
where your weaknesses are. Ideally, you want 
traffic coming from a variety of sources, so 
that your traffic isn’t tied to closely to a single 
source that’s beyond your control. For 
example, if 80% of your traffic comes from 
organic Google results, and suddenly Google 
changes their algorithm and your site ends up 
on page 10 instead of the top of page 1, you’ll 
see a huge drop in traffic. But if only 40% of 
your traffic is coming from the same source, 
it’s easier to compensate (in this case you 
might increase your AdWords spending to 
compensate for a lack of presence in organic 
results).



One of the most important reports in your traffic sources is the keyword reports. These are 
vital to figuring out how your search traffic is finding your site. Because Analytics tracks not 
only the top keywords driving traffic to your site, but every keyword used, you can see all 
the long-tail search results driving traffic to your site. There’s a brief keyword report on your 
overview page, but more detailed reports can be found under the “Search” sub-report.
The search sub-report also tells you which page visitors are landing on most often, and 
which search engine they’re coming from. You can view your paid (AdWords) traffic and 
organic traffic, or a mix of the two. You can also view traffic in terms of campaigns, including 
traffic from RSS feeds.
If you use AdWords, you can view detailed reports for traffic driven by your ads, including 
campaigns, keywords, day parts, destination URLs, placements, keyword positions, and TV 
ads. These reports show you the number of visits generated, how many pages/visit, the 
average time spent on the site, the percentage of new visits, the bounce rate, your total 
goal completions, and the revenue generated from each. The last two are the most 
important metrics to watch, as you want to make sure that the ads are generating enough 
revenue or conversions to make them worthwhile. You may have some ads that only drive 
a small percentage of traffic, but a large number of those visitors convert (or vice 
versa). Without knowing the goal completions or revenue, you might disregard those ads 
and throw away important revenue sources.





On the content overview page, the graph represents page views rather than visits, so you’ll notice the 
numbers used should be a lot larger than on the visits graph. One thing you’ll notice here is that both 
pageviews and unique pageviews are both shown. The difference is that a pageview is recorded every time 
a page is loaded (so if a user clicks refresh, a second pageview is logged, or if a user navigates to a different 
page and then uses their back button, a new pageview is counted), whereas a unique pageview is only 
logged once per browsing session.

Also on the overview page is a list of AdSense revenue, and the $ Index for a given page (which is the value 
of that page in your sales funnel). Your bounce rate and average time on each page is displayed here, too.
At the bottom of the overview page you’ll see options to review your site content by page or page title, to 
view your site search stats (if you’re using Google Site Search), to view your events, and to view AdSense 
earnings by page.

Other reports included in the content section include your more in-depth information about your pages 
viewed, as well as landing and exit pages. Pay close attention to the exit pages, as these can provide clues 
as to where in your sales funnel visitors are getting hung up. Landing pages can also be important, as you 
want to make sure that necessary information is included on the pages your visitors are actually viewing.



It’s a good idea to check your 
site speed report occasionally 
to make sure there aren’t any 
pages that are incredibly slow 
to load. Slow pages can deter 
visitors, and can interrupt 
your conversion process. Be 
sure to check the page speed 
of any of your main exit pages, 
too, as slow loading times 
could be one reason people 
are abandoning your site.
The other reports here are a 
bit more advanced, but if you 
use Google Site Search, or 
AdSense, or you’ve 
programmed Events into your 
site’s code, you’ll be able to 
monitor those things here.



Additional Reads



Audience Analysis

As the name suggests, audience analysis gives you an overview of the audience who

visit your site along with their session history, page-views, bounce rate, etc. You can

trace the new as well as the returning users along with their geographical locations.

You can track −

•The age and gender of your audience under Demographics.

•The affinity reach and market segmentation under Interests.

•Language and location under Geo.

•New and returning visitors, their frequency, and engagement under Behavior.

•Browsers, Operating systems, and network of your audience in Technology.

•Mobile device info under Mobile.

•Custom variable report under Custom. This report shows the activity by custom

modules that you created to capture the selections.

•Benchmarking channels, locations, and devices under Benchmarking.

Benchmarking allows you to compare your metrics with other related industries. So,

you can plot what you need to incur in order to overtake the market.

•Flow of user activity under Users flow to see the path they took on your website.



Acquisition Analysis

Acquisition means ‘to acquire.’ Acquisition analysis is carried out to find out the

sources from where your web traffic originates. Using acquisition analysis, you

can −

•Capture traffic from all channels, particular source/medium, and from referrals.

•Trace traffic from AdWords (paid search).

•See traffic from search engines. Here, you can see Queries, triggered landing

pages, and geographical summary.

•Track social media traffic. It helps you to identify networks where your users

are engaged. You can see referrals from where your traffic originates. You can

also have a view of your hub activity, bookmarking sites follow-up, etc. In the

same tab, you can have a look at your endorsements in details. It helps you

measure the impact of social media on your website.

•See which plug-ins gave you traffic.

•Have a look at all the campaigns you built throughout your website with

detailed statistics of paid/organic keywords and the cost incurred on it.



Behavior Analysis

Behavior analysis monitors users’ activities on a website. You can find behavioral data

under the following four segments −

•Site Content − It shows how many pages were viewed. You can see the detailed

interaction of data across all pages or in segments like content drill-down, landing

pages, and exit pages. Content drill-down is breaking up of data into sub-

folders. Landing page is the page where the user lands, and exit page is where the

user exits your site. You can measure the behavioral flow in terms of content.

•Site Speed − Here, you can capture page load time, execution speed, and

performance data. You can see how quickly the browser can parse through the page.

Further, you can measure page timings, user timings, and get speed suggestion. It

helps you to know where you are lagging.

•Site Search − It gives you a full picture of how the users search across your site,

what they normally look for, and how they arrive at a particular landing page. You can

analyze what they search for before landing on your website.

•Events − Events are visitors’ actions with content, which can be traced independently.

Example − downloads, sign up, log-in, etc.



Conversion Analysis

Conversion is a goal completion or a transaction by a user on your website. For example, download,

checkout, buy, etc. To track conversions in analytics, you need to define a goal and set a URL that is

traceable.

•Goals − Metrics that measure a profitable activity that you want the user to complete. You can set them

to track the actions. Each time a goal is achieved, a conversion is added to your data. You can observe

goal completion, value, reverse path, and goal flow.

•Ecommerce − You can set ecommerce tracking to know what the users buy from your website. It helps

you to find product performance, sale performance, transactions, and purchase time. Based on these

data, you can analyze what can be beneficial and what can incur you loss.

•Multi-channel funnels − Multi-channel funnels or MCF reports the source of conversion; what roles

the website plays, referrals’ role in that conversion; and what all slabs did when users pass through

landing page to conversion. For example, a user searched for a query on Google search page, he

visited the website, but did not convert. Later on, he directly typed your website name and made a

purchase. All these activities can be traced on MCF.

•Attribution − Attribution modeling credits sales and conversions to touch points in conversion tracking.

It lets you decide what platforms or strategy or module is the best for your business. Suppose a person

visited your website through AdWords ad and made no purchase. A month later, he visits via a social

platform and again does not buy. Third time, he visited directly and converted. Here, the last interaction

model will credit direct for the conversion, whereas first interaction model will assign credit to paid

medium. This way, you can analyze what module should be credited for a conversion.





Optimizely is an optimization platform to test and validate

changes and the present look of your webpage. It also

determines which layout to finally go with. It uses A/B

Testing, Multipage, and Multivariate Testing to improve

and analyze your website.

A wonderful feature of Optimizely is that you do not need

to be a technical expert. You just need to insert a

deployed code provided by Optimizely in your HTML. After

putting it, you can trace anything, take any action, and

make any changes in your website.





Optimizely provides you administrative and management functionality to let you create account,

organize projects, and experiment. This facility helps you in tracking clicks, conversions, sign-ups,

etc.

You are allowed to run tests and use custom integrations with Optimizely interface. All you need is

−

•Set up an account on Optimizely and add a generated script.

•Once you are done with it, select your test pages. It implies the factors you want to run test on.

•Set Goals. To set goals, click on the flag icon at the top right of the page and follow up the

instructions. Check metrics you are looking for. Click Save.

•You can create variations with the usual editor like changing text and images.

•Next step is monitoring your tests. You need to test which landing pages are performing well.

What is attracting the visitors? What is the bounce rate? Understand the statistics, filter the non-

performing areas, and conclude the test.

•You can run multipage tests using javascript editors.

Optimizely gives you a better understanding of conversion rate optimization and running tests.



KISSmetrics is a powerful web analytics tool that delivers

key insights and user interaction on your website. It

defines a clear picture of users’ activities on your website

and collects acquisition data of every visitor.

You can use this service free for a month. After that, you

can switch on to a paid plan that suits you. KISSmetrics

helps in improving sales by knowing cart-abandoned

products. It helps you to know exactly when to follow up

your customers by tracking the repeat buyers activity slot.

KISSmetrics helps you identify the following −

•Cart size

•Landing page conversion rate

•Customer activity on your portal

•Customer bounce points

•Cart abandoned products

•Customer occurrence before making a purchase

•Customer lifetime value, etc.





Summarizing KISSmetrics

•It gets you more customers by not letting you lose potential customers and maintaining brand loyalty.

•It lets you to judge your decisions where you are playing right.

•It helps you identify data and trends, which contribute in customer acquisition.

Best Features of KISSmetrics

•Ability to track effective marketing channels.

•Figure out how much time a user takes to convert.

•Determine a degree of which user was engaged with your site.

•A convenient dashboard. You do not need to run around searching for figures.

Tracking

Add a java snippet under <head> tag of the source code of your website.

Event Setting

By default, KISSmetrics sets two events for you − visited site and search engine hit. To add more events, click on new

event, add an attribute and record an event name.

Setting up Metrics

Click on create a new metric. Select your metric type from the list. Give metric name, description, and event. Save metric.

Define Conversions

Define your conversion and track them. Select number of times event happened. Give metric name and description and

select event. Save metric again.

KISSmetrics can track web pages, mobile apps, mobile web, facebook apps, and can blend all data into one. You don’t need

the multiple analytics platforms.


