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Data  make s your 
b rie fcase  he avy…
insights  make  you rich.”
– Niall Fitzge ra ld , Forme r Chairman of Unile ve r

“
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DATA TELLS A STORY

Data  is  more  than how many 
vis itors  you have  on your s it e .

● Whe re  are  the y from?

● How d id  the y find  you?

● What  do the y find  most  
inte re st ing?

● What  sparks the ir 
curiosity?

Source : Black Illust rat ions



http://drive.google.com/file/d/1-s7ZfspE1pgQnGU2eTYsWAx8rC7fHNBk/view
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AGENDA

INTRO TO GOOGLE ANALYTICS
Unde rstand  how Google  Analyt ics  can he lp  you make  be t t e r busine ss  de c is ions

UNDERSTAND YOUR ACCOUNT
Ge t  to  know basic  fe ature s  and  re port s

GOOGLE ANALYTICS SEARCH BOX
Use  e ve ryday language  to  ge t  the  informat ion you ne e d

USE GOOGLE ANALYTICS WITH GOOGLE ADS
Link Google  tools  for be t t e r re sult s

RECAP & RESOURCES
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Int ro  to  Google  Analyt ic s
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Source : Black Illust rat ions

Me e t  Eva
and  Ricky
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GUT INSTINCT VS DATA-DRIVEN DECISIONS

Eva and  Ricky:

● Kne w the ir face - to- face  custome rs  
love d  fashion with authe nt ic  de signs

● Couldn’t  unde rstand  why popular 
local it e ms we re n’t  se lling  online

● Starte d  using  Google  Analyt ics
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SMART GOALS

Spe c ific

Time -bound

Me asure ab le

Re le vant

At t a inab le

Source : Black Illust rat ions
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HAVE BUSINESS GOALS

Eva and  Ricky se t  a  goal to  incre ase  
vis itors  by 10 % from thre e  t arge t  c it ie s  
in the  ne xt  quarte r.

● Cre ate d  c ity- the me d  de signs

● Focuse d  soc ia l me d ia  and  
adve rt is ing  on those  thre e  c it ie s

● Monitore d  p rogre ss  with 
Google  Analyt ics
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Ideas: 

● Sale s

● Le ads

● Appointme nts

● Phone  calls

● Foot  t raffic

● Downloads

What  are
your goals?
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WHAT IS GOOGLE ANALYTICS?

Google Analytics is  no-cost  
online - tool tha t  you can use  
to  unde rstand  be havior on 
your we bsit e  and  mobile  app .
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WHY USE GOOGLE ANALYTICS?

Understand what  your 
we bsit e  vis itors  are  like  and  
how the y be have .

Learn which marke t ing  
st ra te g ie s  are  re a lly 
working…and which are  not .

Make  better decisions about  
your busine ss.

Source : Black Illust rat ions
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WHY USE GOOGLE ANALYTICS?

Understand what content 
your aud ie nce  is  inte re ste d  in.

Evaluate which channels
drive  the  most  conve rsions.

Create more content 
tha t  your aud ie nce  wants .

Focus marketing campaigns
on the  right  channe ls .
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Google Analytics 4 Universal Analytics

GOOGLE ANALYTICS IS EVOLVING

Is  p rivacy- focuse d  and  re port s  ac ross  
we bsite s  and  apps in one  inte rface .

All ne w accounts  automat ically use
Google  Analyt ic s  4 .

Prope rty IDs have  numbe rs  only: 
(XXXXXXXXX).

The  o lde r ve rsion of Google  Analyt ic s  will 
s top  colle c t ing  data  on J uly 1, 20 23.

Unive rsal Analyt ic s  p rope rt ie s  should  be  
migrate d  to  Google  Analyt ic s  4 .

Prope rty IDs s tart  with UA and  e nd  with 
numbe rs: (UA-123456789-1).
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SET UP GOOGLE ANALYTICS FOR THE FIRST TIME

Quick Tip:
Google  Analyt ics  on CMS p lat forms
g.co/grow/platforms

● Visit  g.co/analytics .

● To cre ate  an account , 
c lick Get started today .

● Se t  up  a  property in your 
Analyt ics  account .
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Quick Tip:
Migrat ion support  a t  
support.google.com/analytics

Admin

HOW TO MIGRATE FROM UNIVERSAL ANALYTICS TO GOOGLE ANALYTICS 4

Se tup  Assis tant
● Acce ss the  Setup 

Assistant from the  Admin
t ab , in the  p rope rty 
column.

● Follow prompts to  c re a te  a  
Google  Analyt ics  4  
p rope rty.
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Unde rs tand  your account
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YOUR GOOGLE ANALYTICS ACCOUNT

● The  Home  page  shows 
informat ion base d  on 
your past  be havior in 
your Analyt ics  account .

● Allows you to  navigate  
around  Analyt ics .

● Scroll down to  se e  more .
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GOOGLE ANALYTICS REPORTS

● Ge t  to  know 
d iffe re nt  re port s . 

● Customize  so  the  info  
you want  to  se e  most  
oft e n is  highlighte d .
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STANDARD REPORT OPTIONS

Date  Range● Se le c t  date  range .

● Customize  filt e rs .

● Add comparison.

● Customize  and  save .

Filt e rs

Add  comparison
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REALTIME: WHAT’S HAPPENING RIGHT NOW?

Re alt ime

● Watch re sult s  as  
you te s t  change s.

● Monitor imme diate  
e ffe c t s  on s it e  t raffic .

● De te rmine  if a  p romot ion 
d rive s  t raffic .
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ACQUISITION: WHERE DO CUSTOMERS COME FROM?

Acquisit ion

Unde rstand  how vis itors  
arrive  on your we bsite  or app .
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ENGAGEMENT: WHAT DO PEOPLE DO ON THE SITE? 

Engage me nt

● Engage d  se ssions

● Use r s t ickine ss

● Conve rsions

● Page s and  sc re e ns
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MONETIZATION: ARE PEOPLE BUYING?

Mone t izat ion

If you have  an e -comme rce  
s it e , you can le arn which of 
your marke t ing  ac t ivit ie s  are  
most  e ffe c t ive .



26

RETENTION: HOW LOYAL ARE YOUR CUSTOMERS? 

Re te nt ion

● How fre que nt ly and  for 
how long do use rs  
e ngage  with your 
we bsite  or app  afte r the ir 
firs t  vis it ? 

● How valuab le  are  use rs  
afte r the ir firs t  vis it ?
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TECH: KEEP UP WITH YOUR AUDIENCE

Know what  de vice s  and  
b rowse rs  your aud ie nce  use s .

Ke e p  up  with the  t e chnology 
change s to  e nsure  your s it e  or 
app  works on a ll de vice s .
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Google  Analyt ic s  
Se arch Box
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HOW THE SEARCH BOX WORKS

Source : Black Illust rat ions

Type  que st ions into  the  se arch 
box in p la in language .

The  se arch box is  a  fe a ture  of 
Analyt ics  Inte llige nce . The  
fe a ture s  that  make  up  Analyt ics  
Inte llige nce  he lp  you unde rstand  
and  ac t  on your data .
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Analyt ic s  Inte llige nce

Type  a  word , phrase  or basic  
que st ion into  the  se arch box.

● Search for instant answers .

● Search for reports , admin 
pages, or insights .

● Search for account or 
prope rty configura tion.

● Search He lp Cente r content.

GET ANSWERS FAST

Quick Tip:
Le arn more  about  the  se arch box 
g.co/grow/ai

https://support.google.com/analytics/answer/9357428#config
https://support.google.com/analytics/answer/9357428#help
https://support.google.com/analytics/answer/9357428#help
https://support.google.com/analytics/answer/9357428#help
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CUSTOM INSIGHTS VIA ANALYTICS INTELLIGENCE

● Se t  up  a le rt s  to  
not ify you whe n 
condit ions change .

● Cre ate  custom ale rt s  
for change s that  are  
important  to  you.

● Se e  a le rt s  in your 
account , or have  the m 
e maile d  to  you.
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WANT TO DO MORE YOURSELF?

Source : Black Illust rat ions

Dimensions de scribe  your 
data . Each d ime nsion can 
be  g ive n a  d iffe re nt  value .

You can use  secondary 
dimensions to  vie w your 
data  with more  granularity 
by add ing  anothe r 
d ime nsion to  your re port .

Segments are  subse t s  of 
your Analyt ics  data . 
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USE “EXPLORATIONS” FOR IN-DEPTH INSIGHTS

Explorat ions

Acce ss  the  se gme nt  builde r 
to  c re ate  subse t s  of use rs , 
se ssions, and  e ve nts .
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Back to  Eva
and  Ricky

Source : Black Illust rat ions
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WHAT DID THEY LEARN?

Eva and  Ricky:

● Le arne d  that  the y d id  achie ve  
the ir SMART goal with the ir 
thre e  t arge t  c it ie s .

● Discove re d  the  thre e  c it ie s  
d idn’t  a ll pe rform the  same  
way.

● De cide d  to  ke e p  the ir 
marke t ing  focus on the  two 
more  p rofit ab le  c it ie s .
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Us ing  Analyt ic s
with Google  Ads
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WHY LINK TO GOOGLE ANALYTICS?

Source : Black Illust rat ions

● Le arn what  happe ns afte r 
use rs  c lick on your ad

● Adve rt ise  to  spe c ific  use r 
groups base d  on the ir p re vious 
be havior

● Use  advance d  machine  
le arning

● Unde rstand  Google  Ads t raffic  
and  if ke ywords conve rt  (or 
not )
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GOOGLE ANALYTICS PRODUCT LINKING

● You ne e d  an account  for 
Google  Analyt ics  and  
Google  Ads.

● Click the  Admin t ab  in 
Google  Analyt ics .

● From the  p rope rty column, 
c lick Google Ads Links .

● Choose  your Google Ads 
account  and  follow the  
p rompts .

Google  Ads Linking
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Re cap  & re source s
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WHERE TO GO FROM HERE?

Se t  up  Google  Analyt ic s , 
or migrate  to  GA4 

Le arn what ’s  most  
valuab le  to  your busine ss .

Se t  goals  and  t e st  
marke t ing  s t ra te gie s

Me asure  re sult s , se t  ne w 
goals  and  t ake  ne w ac t ions
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Che ck out  the  Grow with 
Google  YouTube  Channe l 
for e xpe rt  t ips  to  g row 
your skills , care e r, or 
busine ss.

Quick Tip:
Subscribe  on YouTube
YouTube.com/GrowWithGoogl
e

KEEP LEARNING ON YOUTUBE

https://www.youtube.com/growwithgoogle
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GOOGLE CAREER CERTIFICATES

Digita l Marke t ing  & 
E-comme rce

Data  Analyt ic s IT Support

UX De signProje c t  
Manage me nt

Ge t  s t art e d  a t  
grow.google/ certificates

Pre pare  for a  ne w care e r in s ix 
months with p rofe ssional 
t ra ining  de signe d  by Google .

● No e xpe rie nce  ne ce ssary

● Le arn a t  your own pace

● Stand  out  to  e mploye rs

● A path to  in-de mand  jobs

https://grow.google/certificates/
https://grow.google/certificates/
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FREE ONLINE TRAINING AND TOOLS AT GOOGLE.COM/GROW

For teachers and students
Bring d ig it a l tools  into  
your c lassroom.

For local businesses
He lp  ne w custome rs  find  
you online .

For job seekers
Boost  your ré sumé  with a  
ne w ce rt ificat ion.

For developers
Le arn to  code  or t ake  your 
skills  to  the  ne xt  le ve l.

https://grow.google/


Thank You
Share your feedback
g.co/grow/feedback

# GrowWithGoogle

https://g.co/grow/feedback



	Make Better Business Decisions with Analytics
	Slide Number 2
	DATA TELLS A STORY
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	GUT INSTINCT VS DATA-DRIVEN DECISIONS
	SMART GOALS
	HAVE BUSINESS GOALS
	Slide Number 11
	Slide Number 12
	WHY USE GOOGLE ANALYTICS?
	WHY USE GOOGLE ANALYTICS?
	Slide Number 15
	SET UP GOOGLE ANALYTICS FOR THE FIRST TIME
	Slide Number 17
	Slide Number 18
	YOUR GOOGLE ANALYTICS ACCOUNT

	GOOGLE ANALYTICS REPORTS

	STANDARD REPORT OPTIONS

	REALTIME: WHAT’S HAPPENING RIGHT NOW?

	ACQUISITION: WHERE DO CUSTOMERS COME FROM?

	ENGAGEMENT: WHAT DO PEOPLE DO ON THE SITE? 

	MONETIZATION: ARE PEOPLE BUYING?

	RETENTION: HOW LOYAL ARE YOUR CUSTOMERS? 
	TECH: KEEP UP WITH YOUR AUDIENCE
	Slide Number 28
	HOW THE SEARCH BOX WORKS
	GET ANSWERS FAST
	CUSTOM INSIGHTS VIA ANALYTICS INTELLIGENCE

	WANT TO DO MORE YOURSELF?
	USE “EXPLORATIONS” FOR IN-DEPTH INSIGHTS

	Slide Number 34
	WHAT DID THEY LEARN?
	Slide Number 36
	WHY LINK TO GOOGLE ANALYTICS?
	GOOGLE ANALYTICS PRODUCT LINKING
	Slide Number 39
	WHERE TO GO FROM HERE?
	KEEP LEARNING ON YOUTUBE
	GOOGLE CAREER CERTIFICATES

	FREE ONLINE TRAINING AND TOOLS AT GOOGLE.COM/GROW 
	Slide Number 44
	Slide Number 45

