Chapter 3

Installing and Configuring
Google Analytics

Abstract

This chapter of Using Web Analytics in the Library pro-
vides a step-by-step guide to installing and configuring a
web analytics platform using Google Analytics—one of the
most popular platforms—as an example.

illustration and model for a web analytics imple-

mentation in your library. I will walk step-by-
step through the initial registration and setup, and will
look at some specific aspects of configuration that can
be useful for library website analysis.

This chapter will use Google Analytics (GA) as the

Getting Started

The initial registration and start-up with Google
Analytics (GA) is extremely easy. All you need for
your first step is to set up a basic account with Google.
(Since setting up a Gmail account is just one activ-
ity once you have that basic Google account, you do
not need to have Gmail to get started with Google
Analytics.)

When you register with GA, you can use any
e-mail address. Keep in mind that the e-mail account
you use for you library’s Google account registration
becomes the login that you use to register for GA and
will then be associated with your library’s analytics
account and the reports. Thus, for this purpose use an
e-mail account specifically associated with your library
rather than your personal account. In my example, I
use webmaster@mylibrarary.org (see figures 1 and 2).
You are, of course, still free to create additional per-
sonal and professional accounts with Google.

Once you have created an account, you are ready

to register for GA. In the GA support material you will
see references to AdWords accounts; this fee-based ser-
vice from Google is associated with online advertis-
ing. The installation process of GA differs depending
on whether or not you subscribe to the AdWords ser-
vice. The GA versions are the same, but the free ver-
sion (called the standalone version) is limited to five
million page views per month, or approximately three
thousand visits per day.! Larger libraries will want to
consider this as you consider analytics options. If you
do decide to use AdWords, check the GA documenta-
tion for special instructions for getting started and for
installation.

The following examples are based on the stand-
alone version of GA (see figure 3).

Google Analytics signup
www.google.com/analytics/sign_up.html

At this stage, you are ready to begin the signup
process. Make sure you select the proper geographic
region (found in the upper right-hand corner under the
phrase Change Language), as that affects not only the
language but also the appropriate terms of service.

Once you are registered, the system will welcome
you and will generate a snippet of code specific to
your website. This unique page tag, the Google Ana-
lytics Tracking Code (GATCQ), is the key to making GA
work (see figure 4). Copy and paste this same GATC
directly into the source code of every page in your
website.

Currently, the recommendation is to place the
GATC immediately before the </head> tag (figure
5). This is called the asynchronous snippet.
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Go« nge accounts

Create an Account

If you already have a Google Account, you can sign in here.

Required information for Google account

Your current email address:

your account.

webmaster@mylibrary.org
e.g. myname@example.com. This will be used to sign-in to

Choose a password:

LA R L LA LR ALl L)

Minimum of 8 characters in

Password sirength: Strong

length.
Re-enter password: sssusssnsssns
__ Stay signed in
W Enable Web History Learn More
Figure 1

Signing up for a Google account.

The practice up until recently was to place the
code just above the </body> tag, and if you are
already using GA, your pages probably reflect that
practice. GA refers to the previous placement as the
“traditional” GATC placement. The current GA rec-
ommendation is that you update your code to the
asynchronous snippet by locating the Edit link next
to your profile on the Analytics Settings page, retriev-
ing the asynchronous code, and making the place-
ment changes throughout your site. The rationale for
the new asynchronous snippet and its placement is
that by placing the code in the <head>, browsers
will continue to render the visitor’s webpage as the
GATC loads, thus more quickly capturing the data
from that visit. With the traditional placement imme-
diately above the </body> tag, the page load itself
is not delayed, but data capture will not kick in as
quickly. See the Google Analytics Help article “Set Up
the Tracking Code (Asynchronous)” online for more
information on the GATC and its current placement.
The webpage “Asynchronous Tracking Usage Guide”
compares the asynchronous and traditional snippets
and how they work.
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Set Up the Tracking Code (Asynchronous)
www.google.com/support/analytics/bin/answer.
py?answer=174090

Asynchronous Tracking Usage Guide
http://code.google.com/apis/analytics/docs/tracking/
asyncUsageGuide.html

Explaining the GATC

As Brian Clifton explains in his book Advanced Web
Metrics with Google Analytics, there are three compo-
nents of the GA tracking code:?

« The call of a master JavaScript file from Google
servers. This master file, ga.js, is exactly the
same for all GA accounts. It contains the code nec-
essary for data collection and is cached by the visi-
tor’s browser either from a previous visit to your
site or to a visit to another site which also uses
GA. This portion of the GATC also includes code
detecting whether to load ga.js as a standard



webmaster@mylibrary.org| Google Home | My Account | Sign out
Google accounts

Account Creation Confirmation

Welcome (o Google Accounts! Your account usamanme is webmasten@mylibrary.org. In order to verily that the emai address associated with
your account is comect, we've sent an emai to webmaster@mylibrary.ong. Please make sure you elick the link provided in the email,

Can't find our ermai in youwr inboxc? Learm mone

Here's what you can do with a Google Account:

.i.maua I‘m-a Gmgla pmducm mnludlnu rﬁm-gla Picasa Wab Albums, Blogger, orkut, Google Groups, and 50 much more
. m Gnngla mand Gmghﬂhackmt

Accessing your Google Account is easy
When you sign in o use any of the products ksted above, you're automatically accessing your Google Account. Here's how you can view a lisi of
i products Of your accounl

» Click the My Account link located in the top ight-hand comer of the page.
+ Sign in on the Googhe Actounts homepage.

Pkt HOL Tl CraNtng & (Googhe Acount domes| aulomaseally ghv you G, sor will £ H%ect you cuement amil secounl.

£2011 Google - Googla Home - Tenns of Service - Privacy Policy - Help

Figure 2
Google account confirmation.

Google Analytics e Lirguage: [UERGITT¥)

Improve your site and increase

Danl have a Googls Account?
: Creabe an sccount now
marketing ROI.
Geogis warts you bo atires) mon of tha FaMe you aee locking lor, and halp
youl turm mone Visiion o Cusiomeds, Sigr i weth your

Use Google Analytics to lanm which onling markating nifiathas: s oot
afective s ses how visilors sciuially inisrsct wilh your sile. Maks irlonmes
sile design improvements, drive largeted ruffic, and ncrease your
corwansions and profits Ernact:| |
ex; patBexnmple.com
Paswaoed:
. Stay sigrmd in

-

(Sign In)

Canl Rtenss your scoouni?

Google Account

Sign up now, It easy - o free!

Leam Mo

Figure 3
Google Analytics signup without an AdWords account.

request or via an encrypted protocol for any
secure areas of your site.

« An individual account ID with the format UA-
XXXX-YY. This is the portion of the page tag that
is unique to your account. If not used exactly as
quoted to you in the setup window, your data will
go to another account. Since the Web operates in
an open source environment, your unique ID will

be visible to anyone who views your HTML source
code. To protect your data, Clifton strongly sug-
gests that you set up a custom profile filter that
tells the program to capture only your website’s
traffic in the GA results.? Thus, if someone either
makes a mistake or deliberately copies your GATC
and pastes it into their own webpages, GA will
still report only traffic to mylibrary.org and any
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@ What are you tracking? © Paste this code on your site

a A single domain (default) Copy the following code, then paste it onte avery page you want fo track
Domain: katemarnk com mémadiatady bafore the closing </head> tag. Leam mome

< ypa=" s

) One domain with muliple subdomaing Beript € ="taxt/javascript

B Msdtioks ‘el - var _gag = gnq || [1:

L} Muitipls top-level domaing _gaqg.pushi |’ _setAccount', ‘UA-21499516-1")):
_gag.push([ "_trackPageview']);

{function() {

01 want 1o track AdWords campaigns var ga = document.createElement(’script');: ga.type |
ga.sra = [ 'https:’ == document.location.protocol ?
var 8 = document.getElementsByTaghame( " script')[0];

Fidhs

</acript>

[ sssssssssssssseee |

¢ Optional: Email these instructions

‘Wa recommend that you do not use both new and old tracking code snippats iogether on any ghven page. Doing 5o might generale inaccurate report
¥ data, You can, howaver, migrate select pages of your site to the new tracking code while the clder tracking code remaing on others.

Figure 4
Google Analytics Tracking Code (GATC), sent upon signup.

<|DOCTYPE html PUBLIC “-//W3C//DTD XHTML 1.0 Transitional//EN"
"http: //www.w3.org/TR/xhtmll/DTD/xhtmll-transitional.dtd">

<html xmlns="http://www.w3l.org/1999/xhtml" lapg="en" xml:lang="en" >

<head>
<meta http-equiv="content-type" content="text/html;charset=utf-g" />
<title>Sample Site</title>
<link type="text/css" rel="stylesheet" href="style.css" />

<script type="text/javascript">

var gag = _gag || []:
_gag.push(['_setAccount', 'UA-0l49XXXX-1']);
_gag.push(['_trackPageview']);

(function() {
var ga = document.createElement('script’); ga.type = 'text/javascript';
ga.async = true;
= ('https:’' == document.location.protocol
‘http://www') + '.google-analytics.com/ga.js’;
QCUmMent . JeLLASMENTEEY 2 aghame

</script>

</head>

Figure 5
GATC placement in HTML code.
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Gox ;-gle Analytics

Your ads can appear

Analytics Settings | View Reports: [T el e

Common Questions Overview » katemarek.com (Edit account sattings)
How do | knaw that my tracking
code s installed comectly?
Why am | not sesing any data in m Starrad
my reports? -
: Wabsita Proflles
I've added the tracking code, but
the "Status’ column won't confirm
If's receiving data. Why? Namea-: Reports Status Wi
Recommended for you http:/katemarak.com UA-21499516-1
AdWords katemarek.com View repon o

when peaple search

Google or visit our
network of partner sites.

Find profile:

Figure 6

The checkmark lets you know the program is active. The “View report” link takes you to your Dashboard and your GA reports.

directories and subdomains you specify. Setting
up filters will be explained in more detail later in
this chapter.

« The call of the JavaScript routine track
Paveview () . Clifton calls this the “workhorse”
of GA.* This part of the code collects the data,
including the URL of your visitor’s pageview, the
browser type, language setting, and timestamp.
Cookies are also read and set, and then communi-
cated back to the Google servers.

There are many modifications and customizations
to the GATC available according to your individual
needs. Check the GA online documentation as well as
support materials such as Brian Clifton’s book for addi-
tional technical details about GATC setup. In addition,
if you are using a content management system (CMS)
such as Drupal or Joomla!, check its documentation
for GATC installation instructions.

Testing Your GATC

Remember that your Google Analytics Tracking Code
must be pasted on all of your pages in order for the
program to capture complete data across your website.
You should begin to see results in your account views
within 24 hours of your page tag installation.

Brian Clifton stresses the importance of accu-
rately tagging all the pages in your site, noting that

a page not tagged is a page not counted. “Missing
tags equals no data for those pageviews.”> Aim for 98
percent or more of your pages being tagged with the
accurate GATC. Depending on your web server, you
may be able to find loadable modules that will help
with automatic page tagging. For example, Clifton
suggests mod_layout for Apache servers, available
at TangentOrg.® If you are using a CMS, watch out
for pages that do not use your standard template and
be sure they are tagged along with the rest of your

pages.

TangentOrg
http://tangent.org

To see data capture results, log in to your account
page. In the meantime, identify the Check Status sec-
tion at the top of the Profile Settings page. Once the
system detects that your code is in place, you should
see a green check in that status area (figure 6).

You can also view reports from your main screen
and watch for new results to populate the forms within
the first day of installation. If you are unsure if you've
placed the code correctly and you are using a web
authoring system such as Dreamweaver, make sure
that you did not place the GATC in the Design window
of that program’s interface; double check your HTML,
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and make sure the GATC does not display on your
pages via your browsers.

Configuration Best Practices

Creating Profiles

When you sign up for a GA account, a profile is auto-
matically created; at least one profile is required per
account in order to view data collected from your
visitors. In many cases, libraries may want to keep a
single profile for data collection and reporting. There
are some instances, though, when separate profiles
would be desirable. An example typically used in the
literature is to create separate profiles for website visi-
tors from the United States and for European visitors.
Another example of separate profiles is when the orga-
nization has different departments or divisions, and
separate reports can be beneficial when those depart-
ments have very different goals and responsibilities. A
possible library application would be a large, multi-
campus university where each campus library would
need to generate its own reports.

The downside for most libraries to creating sepa-
rate profiles is that no aggregate reports are available
for those separate profiles. See chapter 4 for a more
detailed discussion of GA reports.

Setting Goals

One of the most important things you can do when
planning for website analysis, both from a big-pic-
ture, organizational perspective and from the per-
spective of your website’s specific role within the
library, is to set goals. You do this first conceptually,
based on your library’s mission, and then technically
within GA.

As mentioned in chapter 1, a key part of website
planning is first knowing its role in the overall mission
of the library. What is the purpose of your website?
Why does it exist? If your website has been clearly
defined by the library as its digital branch, what
exactly does that mean for design and content? How
will you evaluate its success?

A goal as set within GA is a key strategy that helps
accomplish your overall website priorities.

For libraries, setting goals within GA becomes eas-
ier once you begin to consider some examples.

+ An academic library’s overall mission is to support
education through the provision of informational
resources. One website goal is to increase use of
instructional support, both through face-to-face
instruction sessions and through student use of
online instruction tutorials. You can identify the
following goals:

+ Online registrations for face-to-face sessions

Using Web Analytics in the Library Kate Marek

+ Page views and time in page for your online
tutorials
+ LibGuide page views
* A goal for a public library could be to increase the
page views and time on page for the director’s blog.

Remember when analyzing success with these
goals, you will start with a baseline figure that you
capture at a certain point in time. Then, make assess-
ments in coordination with your knowledge of what
else is going on in the library: is it a peak instructional
time in the library? Is there a big concurrent market-
ing plan that includes promoting the director’s blog?

Conversions

A conversion, then, is when the visitor completes the
action that comprises your goal. Looking again at the
goal of increasing the use of online tutorials, you may
have set your goal as a certain number of minutes on
specific pages that include the tutorials. A conversion
is tallied when a visitor completes that defined action.
Thus, your success is measured by the number of con-
versions for each goal.

Funnels

A funnel is a specific, predefined path toward a con-
version. This is another metric that is most appropriate
for e-commerce, where an efficient step-by-step path
toward the moment of purchase is critical to potential
profit. The funnel visualization will show the analyst
where the customer abandons his or her cart, and thus
that’s the area that the designer knows to fix. (Think of
the potential airline passenger who ditches the ticket
purchase at the last minute because the credit card
form will accept only American Express.) Using a pre-
defined funnel can be helpful in certain situations for
libraries as well. For example, if one of your key goals
is to increase usage of your digital collection, you may
try to streamline the menu system that leads to that
collection. Setting up a funnel path and then analyzing
the visitors’ paths can be very useful toward taking
action for continuous improvement of the process.

Setting Up Goals and Funnels in
Google Analytics

Find the Goals section in the GA Administration basic
left-hand side menu (figure 7).

Follow the link on the next welcome screen to Set
Up Goals and Funnels (figure 8).

Select Add Goal (figure 9).

Add a goal title. Then select the type of goal from
URL Destination, Time on Site, or Pages/Visit. The
URL Destination goal would be used when you are



shooting for a higher number of visits for the direc-
tor’s blog. The Pages/Visits would be a goal where
you would like to go over a certain number of pages
viewed per visit, so 15 might be an appropriate thresh-
old for this category. In the example in figure 10, I
have used Time on Site as a goal for the online instruc-
tion session, with a five-minute time threshold. (I'm
assuming the instruction videos are five minutes long.)
I selected Time on Site rather than URL Destination

G()Ugle Analytics

Analytics Settings | View Reports: [T Cuiiy

| 22 Dashboard |

. Intelligence **
A Visitors

2, Traffic Sources
] Content

- Goals

[ Custom Reporting

My Customizations
[5] Custom Reports

(@) Advanced Segments
L Intelligence Beta

=1 Email

Figure 7
Goals section from the left-hand GA menu.

because I don’t want to know just that the students are
going to the page, but rather that they are viewing the
entire tutorial. (For information about tracking use of
Shockwave/Flash tutorials, see chapter 4.)

If you would like to work with Funnel Visualiza-
tion, set up the funnel path when you identify your
goal. Find the report area under the expanded Goals
menu (figure 11).

Goal conversions will be displayed in graph form,
also through the expanded Goals menu. Each profile
in GA can be configured for up to 20 goals. You can
expand this number, however, by using wildcards in
your goal settings, such as specifying *.pdf rather than
one individual PDF file name in the URL Destination.
And again to stress a caveat: all data, including goal
conversions, should be analyzed in collaboration with
a variety of relevant players in the library structure.
The more people, the greater the potential for insights;
the more insights, the more potential actions toward
continual improvement.

Monetizing Goals

One suggestion from the primarily e-commerce ori-
ented analytics literature is that non e-commerce sites
consider monetizing goals. This would involve assign-
ing a dollar figure to each conversion. You will notice
in figure 10 that an opportunity does exist at the bot-
tom of the goal setup screen to enter a Goal Value. This
might be an interesting research project, particularly for
libraries where return on investment (ROI) discussions
have taken on critical importance. Assigning a dollar
value to each conversion, such as each program regis-
tration or each completed ILL request, could become a
key part of your budget justification. For more informa-
tion on monetizing goals, see Clifton’s book Advanced
Web Metrics with Google Analytics. Avinash Kaushik also
blogs about this issue frequently, and I would suggest
a basic Web search for various articles on monetizing
non—-e-commerce website goals.

Creating Filters

A filter is applied to your incoming data such that you

Dustiward Goals Overview
L imelligsnce
R T ‘What are Goala 7
2 GO COreErIOnE Bn B prrmany T b mamorng how wal your nle Bt busree ot & gos o webem page which B vuor sesche onow Baey hava e @
.- TewfTis Baurces Eatubann o st oS dpare) B B CF B 8 e biabor o domprroid
Cntant Hiem s g bk e T
_ O i Prirel b e QAL T B A S e CEFeR R (B, B I LRy wiiu O T R pou TRl Vi Gl SRS S i el BT R el S A v
Y 8 O [ T A SSAEHY W LR T P e D) i T (Y e O G TR Moy e TR VRMENE WD D COFTT N [OCESE SRy TR
Tanrgaes ol grsts ircns
 “Fhank you lor regienng” pages
& ECHpiE
& PBighl Drareny corfrmadors
\ » Townices mrpeiad” pags
Bl s il dd Pt Fl Limaem. msng
Figure 8

Link to Set up goals and funnels.
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Figure 9
Adding a goal or a filter.
Aralyics Sefsngs = Profils Sotngs = Coal Bettings
Goals (st 1): Goal 1
Entar Goal Information
Goal Marme Cning Titorial 51
Gasl fama will appaar It ComPREEn epera.
Achve Dot @on Con
Gt Poaion Bl 1, Geoal 1184)
Craenging Qo posimon will nol mave Pasioncal Gae iod (he posl
Ploasa select a goal typa
Goat Type } LIRL Dessnation
1 Tima on San h
7 Pageatd
Goal Details
Conditon Hours  Minutes Soconds
Tt et Mine Grestar than i85 0 5 o |
Goal Value 0.0 h
Save Goal) Cancel

Figure 10
Add arrow to Goal Name, type of goal, and specific minutes
of this goal.

can create a specific accurate report. For example, you
can exclude specific information or IP addresses, or
report from a specific subdomain or directory. GA has
predefined filters (such as the two just listed), as well
as custom options.’

For example, one way to eliminate “noise” through

Using Web Analytics in the Library Kate Marek

the use of profile filters is to eliminate data counting
visits from your own employees or from library com-
puters that automatically open to your home page. This
you can do by selecting individual IP numbers or ranges
of IP numbers and filtering out that data capture.

Brian Clifton lists two common profile filters that
are relevant to libraries:®

+ Include only your website’s traffic. Clifton recom-
mends applying this to all your profiles, if indeed
you have more than one profile. As discussed ear-
lier, people could use your unique GATC snippet
either by mistake or deliberately. This could cause
corruption of your data unless you filter in only
data from mylibrary.org.

« Exclude certain known visitors. Examples of
known visitors are your own employees and pub-
lic access computers that open to your home page.
These visitors will create a high number of visits
that will skew your metrics and your conversion
rates. (Note: for filtering a range of IP addresses,
see the article “How Do I Exclude Traffic from a
Range of IP Addresses?”)

How Do | Exclude Traffic from a Range of
IP Addresses?

http://tinyurl.com/googleanalytics-ip

To create a filter, click Edit next to the profile
name where you’d like to add the filter. Then scroll
down to the Add New Filter for Profile link. Give the



Google Analytics

- Dashboard

1. Intelligence ***
M, Visitors

2, Traffic Sources
[] Content

mooms

Overview

Total Conversions
Conversion Rate

Goal Verification

Reverse Goal Path

Goal Value

Goal Abandoned Funnels

Funnel Visualization '

Figure 11
Funnel Visualization.

new filter a name, complete the remaining inputs, and
Save Changes. Figure 12 shows the settings for adding
a filter to include only your website traffic.

The Google Analytics Help screens provide clear
instructions for setting filters, including the method
used to exclude traffic from a domain or an IP address or
range of addresses, and to include only traffic to a subdi-
rectory. See “How Do I Create a Predefined Filter?” For
a more in-depth study of filters, see also Brian Clifton’s
book, Advanced Web Metrics with Google Analytics.

How Do | Create a Predefined Filter?
www.google.com/support/analytics/bin/answer.
py?answer=55496.

That’s the basics of the GA setup. There is a great
deal more sophistication and customization available,
but this will give you a good start. Remember to use
Brian Clifton’s book and the Google Analytics Help

Create New Filter
Enter Filter Information
Fiiter Name: Only mylibrary.org traffic
Filter Type: O Predefined filter @ Custom filter
) Bxclude
® Include
) Lowercase
) Uppercase
() Search and Replace
) Advanced
Filter Field Hostname ¥
Filter Pattem mylibrary\org |
Case Sensitive () Yes @ No
Figure 12

Create a new filter.

(as well as its Conversion University website found
at www.google.com/support/conversionuniversity/)
for more details and more technical information.
Chapter 4 will look more specifically at the various
ways you can sift, parse, highlight, and segment data
for reports to help you find actionable insights.
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