
Maximize Your Google Analytics

This Google Analytics eBook is designed to help you maximize
your digital marketing data collection for informed decisions.
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The Many Benefits of Web Analytics
● Track Customer Behavior

With Google Analytics (GA), you’re able to see important data about your website and
sources of traffic from multiple channels such as online ads, social media, and referring
websites. Google Analytics consolidates and aggregates website data, collecting
information about how visitors find and interact with your site’s content. This data
collection is made possible through user ID tracking. With accurate tracking, you can
keep monitoring your most effective channels, analyze visitor engagement, and much
more. As Google Analytics upgrades to version GA4, Aggregated Data Streams provide
a new view of audience engagement across web properties.

● Targeted Audiences
GA collects an abundance of user data, including demographics, interests, user
behavior, technology, device, etc. It also collects generalized data from Google Ads,
allowing you to create and manage granular audiences. You can compare a wide variety
of audience behaviors (e.g., channel, geography, interest, new vs. returning visitors) to
drill into how visitors interact with your marketing channels.

● Compare Performance Across Traffic Sources
GA collects data from various traffic sources such as organic search, online ads, social
media, etc. Use GA to segment and analyze visitor behaviors, such as which pages
perform best, how users flow through the site’s content, and what contributes to
conversions (e.g., phone calls or form fills) or desired events (e.g., watching a video,
subscribing to a newsletter). GA data is invaluable when determining what content needs
help to improve engagement through your sales journey.

● Identify Data Trends & Anomalies
Earned media (such as press coverage, online customer reviews) and special events
can positively affect your website performance. Similarly, referral spam can skew your
data and can be filtered. Through GA annotations, you can add time stamps helping you
identify potential positive trends or data anomalies. You can also set up custom alerts to
capture anomalies in data and receive email notifications.

● Predictive Metrics
GA4 is adding predictive metrics to the analytics interface. It enriches your data by
bringing Google’s machine-learning to your datasets, predicting future behavior of your
visitors.
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Maximizing your Google Analytics Data

● Set Your Goals - Based on your website or business KPIs, you can create goals within
GA that measure specific actions on your website, such as a completed form, phone call,
or newsletter sign-up.

● Utilize Event Tracking - Apart from goals, you can also track other visitor behaviors and
actions that can lead to a conversion. Examples of event tracking are how far a visitor
scrolls down on a page, views on multiple pages during a session, and view count on a
video.

● Set Up Custom Alerts - It would be tedious to keep checking GA daily. Setting up
custom alerts means you’ll know when something important happens on your site. This
also ensures you don’t miss out on opportunities while promptly taking care of issues.

● Monitor Your Site’s Performance - Google Analytics has lots of useful data to help you
understand and monitor your site’s performance. Use it to see the number of visitors,
page views, bounce rate, and site speed, to name a few. You can also use it to identify
your top-performing content. Pro tip: GA allows you to switch views from data to
percentage, performance, and even comparison.
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● Identify Your Sources of Traffic - Traffic can come in different forms, and knowing
where you’re getting the most leads will tell you which is most profitable. You can use it
as a secondary dimension on another report to customize and see traffic origin.

● Analyze Behavior Flow - Get a visual aid of which pages keep visitors engaged and
which pages are a point of exit. This helps improve your page to get visitors deeper into
your site or when you’re trying to figure out how they get from point A to point B.

● Use an Attribution Model - Give credit for any conversion that engaged with your ads
or website using an attribution model. Google understands how important it is for
marketers to understand their customer’s journey, and Analytics helps with that. When
done right, you have a data point for every action made by a user.

● Have Custom Dashboards & Reports - Want an overview of metrics you care most
about? Creating custom dashboards and reports not only saves you time but also gives
focus on the KPIs for your business.

● Make Use of Segments - Segments let you choose specific criteria - dimensions,
metrics, or even visit data - to compare to your website performance. It’s like creating
reports within reports.

● Annotations - A final way to maximize Google Analytics for your data is to use
annotations. These short notes can be added to your reports by marking specific dates.
This is helpful to mark any changes or events that affect your website, like an update or
deletion of pages.

Google Analytics FAQ & Glossary
Since Google Analytics is such a complex digital marketing tool, let’s review its most important
terms and their definitions:

Account - Your website is generally assigned to one Google Analytics account that stores all
the data. It can be considered the top-level folder you’ll access. When clients work with us, they
always retain ownership of their GA account and grant us access as their digital marketing
agency partner.
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Acquisition - shows where new and returning visitors are coming from, such as referrals,
organic search, social networks, etc. This section of GA helps you view data by acquisition
source, comparing traffic source and its performance (e.g., bringing traffic to the site, generating
conversions).

Bounce Rate - A bounce is when a user opens a single page on your site and then exits
without triggering any other requests (e.g., events, conversions, visiting another page) to the
Analytics server during that session. Bounce rate is the percentage of all sessions that bounced.
In Google Analytics 4, bounce rate is the percentage of sessions that were not engaged. In
other words, bounce rate is the inverse of engagement rate.

Channel/Traffic Source - Channels are top-level groupings for your inbound marketing. Source
is the origin of the traffic (a search engine or domain). Medium is the general category of the
source, such as organic/SEO, paid search (CPC), referral, etc. Default channels include Organic
Search, Paid Search, Emails, & Social, where it combines pre-defined sources & mediums.

Conversion - Conversions in Google Analytics are key actions website users take which
convert them into customers, leads, or subscribers. In other words, these are actions that you
define as being valuable to your business. Conversions can be a form fill, phone call, download,
etc. Conversions must be accurately configured in GA to track an action on a website or app.

Engagement Rate - GA4 features an engagement rate metric that calculates the engaged
sessions divided by the total number of sessions. “Engaged sessions” means that the user
triggered a conversion, viewed more than 1 page, or stayed on a page for 10 seconds or more.

Event - An event lets you measure distinct user interactions on your website that cannot be
tracked as pageviews within a session. Any activity that users take on a page of your website is
considered an 'event' or 'event hit'. User interactions on a website like a click, a pdf download, or
playing a video are all examples of events. GA4 is an event-based solution, and it tracks some
automatically collected events and enhanced measurement events by default (you’ll need to
enable enhanced measurement in the data stream settings manually). You can set up custom
events tracking with additional configurations

Landing Page - In Google Analytics, a landing page is the first web page that users see when
they enter your site. Unlike a marketing team's definition of a 'landing page'—a web page that
has been designed to convert—GA's definition includes any first page of a session, regardless
of the purpose of the page

Lifetime Value - enables analysis of customer value over time. For example, some customers
may make a one-time purchase while others may be repeat buyers over many years. Lifetime
value helps you determine which marketing efforts are profitable so you can strategically
allocate resources based on customer behavior.

Organic Search traffic - the traffic that's come to your site through unpaid search results on
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search engines such as Google, Bing, Yahoo, DuckDuckGo, etc. Organic traffic in Google
Analytics can be found under the Acquisition section.

Property - the website or mobile app you want to track is associated with a unique tracking ID.
It’s possible for one GA account to have multiple properties and data views.

Segment - a subset of your analytics data. Data is often segmented by location, purchase, page
visited, first-time vs. returning visitors, etc.

Session - a group of user interactions recorded when a user visits your website within a given
period. A single session may contain multiple page views, event hits/interactions, or
conversions. By default, a session lasts until the user leaves or when there are 30 minutes of
inactivity, but you can adjust this limit, so a session lasts from a few seconds to several hours.

Tracking ID - a unique identifier that allows Google Analytics to collect data when inserted into
a website. In GA4 properties, this ID is called ‘Measurement ID,’ and it starts with "G-." Whereas
in Universal Analytics properties, it’s called ‘Tracking ID’ and starts with "UA-”.  This ID,
associated with the tracking code, allows Analytics to identify and collect data from that specific
site, including user dwell time, search terms, and source of traffic.

FAQs

● How Do I Transfer my Universal Analytics (GA3) to Google Analytics 4 (GA4)?
Google encourages businesses and webmasters to begin using GA4 as soon as
possible, as Universal Analytics will stop receiving new data by July 1, 2023. Keep in
mind that GA4 does not have historical data, and migrating data is currently not possible.
Additionally, GA4 does not have the full functionality currently offered in Universal
Analytics. Therefore, we recommend setting up GA4 now and collecting data in both
versions.

● Will I lose data moving to Google Analytics 4?
No data will be lost from everything you’ve collected since using Universal Analytics
(UA). However, GA4 uses an entirely different data collection model. It is separate from
Universal Analytics. Once you set up GA4, it will begin collecting analytics data.

● How do I get full use of Google Analytics?
Google Analytics is a robust and dynamic tool. The data collected can be overwhelming.
To get the most out of the tool, we recommend utilizing Google’s free online courses,
including GA 4 training. Another option is to hire an agency like The Spectrum Group
Online. We can ensure that Universal Analytics and GA4 are configured to collect data
accurately. We can also create customized data dashboards so you can monitor the
metrics most important to your digital marketing efforts.
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GA Checklist Management
Ready to start managing your Google Analytics Account? Here’s an easy checklist to share with
your Webmaster to ensure your website has everything in place.

Set up conversion goals and event tracking.
You can't improve what you're not accurately tracking.

Connecting Google Analytics with Search Console and Google Ads.
You need multiple systems to monitor digital marketing performance.

Confirm data collection is correct.
Avoid situations where double-counting may skew results or cause incomplete goal attribution.

Configuring GA settings and customizing for your business goal is complex.

Use appropriate data filters.
Exclude traffic from employees and vendors as it can cloud true visitor behaviors. Remove

referral spam and bot traffic to keep from skewing your data.

Create a campaign tracking system.

Track individual marketing campaigns with UTM (Urchin Tracking Module) codes and sort

tracking parameters so your data is not fragmented.

Track audiences & segments

Segment key audiences based on important page views, conversions, and demographics to

see how each group performs differently and to identify the most valuable audience.

Configure eCommerce tracking

GA can integrate with many 3rd party tools, such as CRM and lead tracking tools, which gives

you powerful insights into your audience and marketing results.
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Who We Are
Don’t have a analytics wizard on your team and need help with your Web Analytics? The
Spectrum Group Online has helped companies just like yours succeed.

Founded in 2011, the Spectrum Group Online is a digital marketing agency that embraces the
values of transparency and integrity. We use an integrated approach to achieve results,  building
winning strategies and tactics that are based on data, collaboration, and years of real-world
experience.

What Our Clients Say
Spectrum Group Online delivered a high-quality website that captivates users. Their
commitment to designing an intuitive UI/UX and polished web content helps generate sales.
Executive-level engagement facilitates productive and positive collaboration. They’re
industry-leading professionals.  If you’re looking for a collaborative agency, you’ve found that
and more with The Spectrum Group.

~ Marketing Professional, B2B Water Treatment Company

Spectrum Group Online delivers a personal touch and provides a service-oriented team that is
easy to communicate with. Their work produces consistent traffic growth and high-quality leads,
which lowers expenses. They even created a way to measure and track results when it couldn’t
be done before. They care about your website as much as you do.

~ CEO, Silicon Valley Broadband Microwave Company

[They] do an amazing job of educating people …. That really instilled confidence in us to move
forward. The team works well together, but what sets them apart is their willingness and ability
to teach an internal team how to best do their job. Their availability and responsiveness are
top-notch. They are reliable in meeting deadlines and even improve accountability in their
clients.

~ Marketing Director, Fruit Delivery Vendor

You can see additional client reviews on Clutch and the results we’ve achieved for our clients in
case studies on our website.
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Free 30-Minute Consultation
When you’re ready, we invite you to schedule a 30-minute no-obligation consultation to discuss
your website and digital marketing strategies. Click on the link below.
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