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Intro to Google Analytics

Alex Sierra – CEO Sigma Ridge



What You’ll Learn Today

● Find your way around your Google Analytics account and learn basic terminology

● Identify the metrics that matter to your business and how to measure these in Google Analytics

● Learn how to export and share reports and export data

● Find out which marketing campaigns and pages on your website create the most business value

● Create custom segments, reports and dashboards

● Learn the basics of tracking goals, campaigns, conversions and events
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CEO, Sigma Ridge

Alexander Sierra

Alexander Sierra has a diverse background. He has a bachelor’s degree in

Aerospace Engineering from the University of Florida, A master’s in Finance from

Harvard University, and an MBA from the University of Massachusetts. Over 23

years of experience as a leader in Consulting, Sales & Marketing. Alex has

managed teams of over 130 direct reports in 13 different countries and Marketing

budgets of over 25 million dollars a year. He has been able to achieve year-over-

year growth for his clients from 25% to 120%.

His consulting practice -Sigma Ridge- was a spinoff from the Harvard University

Consulting club where he works with companies like Cisco, Dell, and some of the

largest fashion companies in the US.
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Please Introduce Yourself

● What’s your name?

● What’s your current profession?

● What are you trying to get from today’s class?

● Have you used Google Analytics before?
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WELCOME TO GA

GENERAL ASSEMBLY

Google Analytics

An Introduction



Why Google Analytics?

● Easy to use.

● Powerful-yet-simple dashboards.

● Measures (almost) anything!

● Extensive online documentation.

● It’s Google — i.e., integrates with most other major platforms.

● Free!
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Provides Insight into The Customer Journey
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Behind the Curtain: What’s Going On? 
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How Google Analytics Works

● JavaScript code (a.k.a., a pixel) “fires” and collects information every time a user visits. 

● It sends raw data to the cloud.

● The cloud computes and sends data to Google.

● Google Analytics visualizes it.
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Google Analytics: The Basics
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● Sessions, % New Sessions, and New Users

● Bounce Rate

● Pages/Session

● Avg. Session Duration

● Goals & Events

● Segments

● Cohorts

● Referrals

● UTM Codes



General Navigation (Part 1)
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Account menu: Switch 
between accounts, 

properties/apps, and views.

Navigation menu: Clicking 
each of these sections will 

expose the reports that 
belong to each section.

Alert & User menu: Check 
account notifications, switch 
between Google Analytics 
tools, and switch between 
Google user accounts.



General Navigation (Part 2)

Real-time reports let you look at live user behavior on your website, including information such as 

where your users are coming from and if they’re converting.
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Metric Selector for Line Graph

Segment Picker

Date range selector 
& comparison

Duration selector



Google Analytics: “The Big Four” 
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Audience Reports: 
Understand the Characteristics of Your Users

This can include what countries they’re in, what languages they speak, and the technology they use to 

access your site. But, it can also include data such as their age and gender, their engagement and 

loyalty, and even some of their interests. 
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A Real Business 
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Guided Walk-
Through:

http://bit.ly/2bzvysJ16

Google Analytics Demo
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Computers Out: Explore the Audience Tab

1. What is the percentage change in mobile sessions between Q1 2018 and Q1 2019?

2. Who had a higher bounce rate last December (2018), men or women? 

3. What is the revenue for the “region” of California (Q1 2019). 
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10 minutes

17
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Question 1: What is the percentage change in mobile sessions between Q1 2018 and Q1 2019?
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Question 1: What is the percentage change in mobile sessions between Q1 2018 and Q1 2019?



Computers Out: Explore the Audience Tab

1. What is the percentage change in mobile sessions between Q1 2018 and Q1 2019?

2. Who had a higher bounce rate last December (2018), men or women? 

3. What is the revenue for the “region” of California (Q1 2019). 
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10 minutes

20
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Question 2: Who had a higher bounce rate last December (2018), men or women? 



22 | © 2018 General Assembly

Question 2: Who had a higher bounce rate last December (2018), men or women? 



Computers Out: Explore the Audience Tab

1. What is the percentage change in mobile sessions between Q1 2018 and Q1 2019?

2. Who had a higher bounce rate last December (2018), men or women? 

3. What is the revenue for the “region” of California (Q1 2019). 
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10 minutes

23



Computers Out: Explore the Audience Tab

3. What is the revenue for the “region” of California (Q1 2019). 
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10 minutes

24



Computers Out: Explore the Audience Tab

3. What is the revenue for the “region” of California (Q1 2019). Create a segment.  
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10 minutes

25



Acquisition Reports: Channel Analysis
Acquisition reports can provide insight into how users get to your website and how well your digital 

marketing and advertising works across different channels, such as email, search, and display ads. 

These are some of the most important and actionable reports in Google Analytics.
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Computers Out: Explore the Acquisition Tab

1. What was the highest revenue-generating traffic channel November 2018? 

2. What had the best performing keyword (Q4 2018)?

3. How much traffic came from California via Reddit in November 2017?
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10 minutes

27



Computers Out: Explore the Acquisition Tab

1. What was the highest revenue-generating traffic channel November 2018? 
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10 minutes

28



Computers Out: Explore the Acquisition Tab

1. What was the highest revenue-generating traffic channel November 2018? 

2. What had the best performing keyword (Q4 2018)?

3. How much traffic came from California via Reddit in November 2017?
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10 minutes

29



Computers Out: Explore the Acquisition Tab

1. What had the best performing keyword (Q4 2018)?
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10 minutes

30



Computers Out: Explore the Acquisition Tab

1. What was the highest revenue-generating traffic channel November 2018? 

2. What had the best performing keyword (Q4 2018)?

3. How much traffic came from California via Reddit in November 2017?

31 | © 2018 General Assembly

10 minutes

31



Computers Out: Explore the Acquisition Tab

3. How much traffic came from California via Reddit in November 2017?
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10 minutes

32



Behavior Reports: User Experience & Flow
Behavior reports show how users interact with your website. This can include many different things, 

from what content users view to how users navigate between pages.
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Computers Out: Explore the Behavior Tab

Try to find out: 

1. How many times was something added to the cart in January 2019?

2. What were the three most-searched terms on the site in Q1 2019?

3. What product category had the second-highest number of page views this 

month?
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10 minutes
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Computers Out: Explore the Behavior Tab

1. How many times this week was something added to the cart in January 2019?
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10 minutes

35



Computers Out: Explore the Behavior Tab

Try to find out: 

1. How many times was something added to the cart in January 2019?

2. What were the three most-searched terms on the site in Q1 2019?

3. What product category had the second-highest number of page views this 

month?
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10 minutes

36



2. What were the three most-searched terms on the site in Q1 2019?
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Computers Out: Explore the Behavior Tab

Try to find out: 

1. How many times was something added to the cart in January 2019?

2. What were the three most-searched terms on the site in Q1 2019?

3. What product category had the second-highest number of page views this 

month?
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10 minutes

38



3. What product category had the second-highest number of page views Q1 2019?
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Conversion Reports: Commerce Stats & Sales Analysis
Conversion reports offer in-depth analysis of eCommerce activities.
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WELCOME TO GA
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Google Analytics

Deeper Dive Into Audience: Creating Segments 



General Assembly

The ABCs of Audience Segmentation

42

Behavior ContextAudience

Gender

Age

Income

Family status

Where they live

What they like

New vs. return 
visitors

Browsing behavior

Search behavior

Has or has not 
purchased

Email engagement

Abandoned carts

Referral source

Device

Current location

Time of day

Time of week 

Content on page 



You can create powerful segments by adding some 
other elements to your audience:

● A customer in your target audience 

who is also a new visitor.

● Someone in your target audience 

who has arrived through a 

promotional ad. 

● What else? 
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Google helps marketers out by creating “affinity 
audiences.”

● Technophiles

● Movie lovers

● TV lovers

● Shutterbugs

● News junkies/entertainment and celebrity news junkies

● Mobile enthusiasts

● Travel buffs

● Shoppers/shopaholics

● Business professionals

● … and so many more!
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Guided Walk-
Through:

A Deeper Look at Segments

Let’s create a segment together:
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Click here.

Then here.

Number of users in 
the segment over 
the specified time 
period

Create audience here.

10 minutesC

45



Solo Exercise: 
10 minutes

46

Segments

46 | © 2018 General Assembly

Create a segment based on consumer personas.

Include at least one audience attribute, one behavioral attribute, and one contextual attribute in each 

segment. 

For example, movie lovers who are on mobile devices and have not yet converted. 

● Segment 1: Must use affinity and/or in-market data.

● Segment 2: Must be an advanced condition.

Deliverable: Two segments



WELCOME TO GA
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Google Analytics

Deeper Dive Into Acquisition: UTM Codes



Discussion 

48

How can you know which social media 
posts, ads, emails, etc. are driving the 

most/best traffic to your website? 
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UTM Code Introduction

UTM codes help you differentiate one traffic source from another. Think of it as a labeling and 

categorizing tool for Google Analytics. 
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Without UTM 
codes, you 

cannot tell traffic 
from the same 
source apart.



You Can Add UTM Codes to Any URLs You Control 
(i.e., Ads, Emails, Blog Articles)
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This labeling was 
possible because 
of UTM codes.



UTM Codes in Action
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HTTP://WWW.WARBYPARKER.COM/MEN/OPTICAL/LINWOOD-REVOLVER-BLACK-M?

VS

HTTP://WWW.WARBYPARKER.COM/MEN/OPTICAL/LINWOOD-REVOLVER-BLACK-

M?utm_source=tellapart&utm_medium=retargeting&utm_campaign=product_feed_retargetting



UTM Codes – How to Create Your Own

You need the following to create your tagged URL:
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Your website URL

Three UTM elements:

- Campaign source

- Campaign medium

- Campaign name



UTM Codes – How to Create Your Own

You need the following to create your tagged URL: https://ga-dev-tools.appspot.com/campaign-url-

builder/
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=

https://ga-dev-tools.appspot.com/campaign-url-builder/


UTM Code Principles

● Before you deploy any campaign, creative, email, or link, ask yourself: “Why are we not 

tracking this?” The answer should unilaterally be, “Well, we need to.”

● UTM codes are only helpful if people are actually looking at the reports after you deploy them.

● Any UTM code you add to a URL will override the “source.” For example, without a UTM code, 

traffic from Reddit would appear as “reddit.com.” However, if you added “source=reddit_blog,” 

Reddit would then show as “reddit_blog” in Google Analytics.
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Solo Exercise: UTM Codes
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10 min

55

● You are sending weekly emails to leads on your B2B list, driving them to your blog. 
● You are conducting a sweepstakes for free tickets on Facebook and Twitter in order to drive 

traffic to your site and build your email list. 
● You are promoting the sweepstakes with a video campaign featuring your influencer, Guy Fieri.  

bit.ly/URLBUILDER

● Create UTM structures for these three campaigns.

https://ga-dev-tools.appspot.com/campaign-url-builder/

https://ga-dev-tools.appspot.com/campaign-url-builder/


UTM Coding: Pro Tips

● Encourage others in your organization to add UTM parameters to everything they do (within 

reason).

● You can even add UTM codes within your site (tag links on your blog that drive back to your main 

website so you can separate who came from your blog).

● Develop a simple naming convention and circulate it to other departments (e.g., “medium” 

must always be “medium=web” if it’s coming from a website, or “medium=email” for any 

inbound email efforts.)

● Be consistent in your campaign tagging structure. 

● Keep an Excel spreadsheet handy with your campaign tag structure until you memorize it. 

● There is no “right” way to do this. Experiment until you find the right level of tagging for you.
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Deeper Dive Into Behavior: User Flows



What’s a User Flow? 

A user flow is the path you construct for users to take the desired action. 

Design each step of your flow with intention, and watch how traffic, leads, and sales grow. 
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Guided Walk-
Through:

Finding Data on User Flows 

59 | © 2018 General Assembly

10 minutes

● Use the Behavior Flow report to see where people are dropping off your site.

● Use the In-Page Analytics report to see where people are (or are not) clicking on your site.

59



The Puzzle Pieces of a User Flow 

“Start/End”
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“Arrow” 

“Process” 

“Decision” 

The beginning or end point of the flow. 

The connection between points. 

What a user does. 

The choice a user must make. 

These are the standard titles, shapes, and functions of the pieces used in a flow: 



User Flows
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Real Cases: Netflix User Flows
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Solo Exercise: Draw Your User Flow

63

1.  Define your objective, e.g.: 

● Build a mailing list. 

● Drive sales. 

● Increase app downloads. 

● Encourage webinar registrations. 

2.  Define your target audience: 

● Who are you targeting?

Draw your user flow using the shapes provided. 

20 minutes
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Deeper Dive Into Conversion: Micro & Macro Goals 



How would you know if this webpage was successful?
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Conversion Funnels Are Made of Micro- and Macro-Goals 
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Refresher: Micro- and Macro-Conversions
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Micro

Micro

Micro

Macro
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Attribution



Attribution

● An attribution model is the rule, or set of 

rules, that determines how credit for  

conversions is assigned to various 

touchpoints before a conversion.

● Without some form of attribution model, you 

are not taking into account the full value of 

your marketing efforts.
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Attribution: Who Gets the Credit?
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Attribution Models
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View-Through vs. Click-Through Attribution: 
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VS.

VIEW-THROUGH CONVERSION CLICK-THROUGH CONVERSION

You get credit if your ad was seen within the 
lookback window for a conversion.

You get credit if your ad was clicked on within 
the lookback window for a conversion.



Attribution Models

Lookback Windows
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Four Things to Know About Attribution

● No channel is independent.

● Attribution is a bit of art and science.

● There is no complete data set.

● There is no perfect attribution model.



First Touch & Last Touch
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Linear
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Time Decay
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U-Shaped
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%40 %10 %10 %40

image credit: https://segment.com/academy/collecting-data/an-introduction-to-multi-touch-attribution/



Attribution Models

Mid-Complexity Attribution Models
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Time Decay:
● Pros: Offers good recognition 

for the conversion touchpoint 

and those that occur shortly 

before.

● Cons: Doesn’t offer much 

recognition for the first 

touchpoint. Also doesn’t 

account for the value of the 

touchpoint.

Linear:
● Pros: Better than single-

touch.

● Cons: Because every touch 

receives equal credit, you 

lose the ability to optimize for 

specific outcomes. 

● Also, low-value (i.e., email 

click) and high-value (i.e., 

demo request) touchpoints 

are given equal credit, 

making it difficult to optimize.

Position-Based:
● Pros: Still allows you to give 

more credit to the 

introductory touchpoint and 

conversion touchpoint 

without being as basic as 

single-touch. 

● Cons: Same issue with the 

value of the touchpoint not 

being taken into 

consideration.



Choosing your model
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Tech stack

What data am I able to 
gather and analyze?

Campaign goal

What am I trying to 
measure and accomplish?

Sales cycle

How long is my 
sales cycle?

• Not a lot of data: FI, LI

• A lot of Data: LN-DI, PB (U), TD, Linear

• Short Sales Cycle: LI, PB (U), FI

• Long sales Cycle: LN-DI, TD, Linear
• Awareness/Demand, New Product 

or Brand, single point campaigns: FI

• Conversion, easy & default for 

Google Analytics: LI

• Interest marketing: LN-DI

• Awareness & Conversion: PB

• Promotion: TD

• Awareness TO conversion: Linear



Lucky for Us, We Don’t Have to Pick Just One, or 
Calculate This Manually 



Attribution & Multi-Channel Funnels
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Attribution & Multi-Channel Funnels
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Attribution & Multi-Channel Funnels
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Computers Out: 
10 min
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Experiment with Attribution Models
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Pick an attribution model you'd like to try, then save it in your Google Analytics view.

Then, run a report to see how the attribution model affects your report.
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Conclusion



Key Takeaways

● Google Analytics can provide real insights into your website’s visitors, behaviors and trends.

● Tagging campaigns is non-negotiable. Do it and make everyone else on your team do it, too.

● Learn to LOVE data, it is powerful!
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Google Analytics Certification

● GA for beginners

● GA advanced

● About the certification
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https://analytics.google.com/analytics/academy/course/6
https://analytics.google.com/analytics/academy/course/7
https://support.google.com/partners/answer/6089738?hl=en


“Questions?
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Computers Out: Activity

1. What was the highest selling product last year in terms of revenue?

2. What was the highest selling product last year in terms of quantity? 

3. Where was the biggest drop-off in the checkout last month?

4. What was the top organic (unpaid) conversion path last month?
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