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MARKETING

Google Analyticsis a free tool offered by Google that allows you to track all of your website traffic and data,
and provides detailed statistics on any visitors to your site.

I guess
my gut feeling
was actually just
heart burn

Have you experienced a sudden slowdown in
website conversions? Perhaps leads through
website form submissions all of a sudden
grind to a halt? Access to your website
analytics can help you understand these
issues, and more. You start by installing a
small snippet of code on your website, which
will then activate the analytics on your site
and send it back to your Google Analytics
account for further analysis and review.

It's a very powerful resource that gives you insight into how visitors find and use your site, and how to keep
them coming back. Google Analytics will also help you make decisions about the design and layout of your
website, content and service offerings.
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GET STARTED?
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STEP-BY-STEP GUIDE TO
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ACCOUNT




//01. Creating an Account

Head on over to Google Analytics and set up a new

account by clicking Create an Account (or register

by signing in with an existing Google account). Once
registered or signed in, you'll get to the setup page.

Here are some tips to setting it up:

e Account Name: This is just to help you keep track
of your analytics accounts if you register more than
one under your master account.

* Website Name: Again, this is just to help you
differentiate between multiple accounts; you can
just use your website URL.

* Website URL, Industry Category, and
Reporting Time Zone are pretty self-explanatory.

« Data Sharing Settings: this is completely optional;
select the options that make sense for you.
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"‘ Google Analytics

New Account

What would you like to track?

Website Mobile app

Tracking Method

This propery works using Universal Analylics. Click Get Tracking /D and implement the Universal Analytics tracking code
snippet to complete your setup.

Setting up your account

Account Hame required
Accounts are the top-most level of organization and contain one or maore tracking 1Ds

My Mew Account Name

Setting up your property
Website Hame required

My New Weabsite

Website URL required

hitpell - Example: hitp:iwww mywebsite.com

Industry Category

Select One =

Reporting Time Zone

United States - [GMT-08:00} Pacific Time -

Once you've entered all relevant information, click "Get Tracking ID" and agree to the terms of service. Now

we can work on installing the tracking code.


https://www.google.com/analytics/#?modal_active=none
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//02. Installing the Tracking Code urnami

Installing code?! You?! Don't worry - this step is actually quite easy.

If you're using Wordpress
. E (_Ttu.lgk' Analytics Harms Reporting  Cusomizsson Admin
to manage your website, —
you'll just need to install b R 5

Find your baskc fracking code, and addiional data-colection satings.

the GOOg|e Ana|ytICS for @ Trasking ints Tha Follpwing ST 30 avElebE andy in Uaiversal Analytics,

E Froparty Ssfings

Wordpress Plugin. Once i skl kil bt e st
installed' go to Settings .j! T-.,_-in-; re Gl Segsin lemﬁ‘dﬂﬁlhmlhﬁllmhlhﬂ Hlﬂlﬂwqﬁlﬂbﬁmilwl

AR iNDDTED Session-kngih MEding 080 ve 3 Qe irgex o8 i wrabpHE Tor eoarale il vouw v
" ” Trazzing Code wonld nonmadly tae mone thin 3 reineies of Inacihity during & semsion. 8 thonier i el wou ld divide singhe
and enter the UA COde, [ HHEAGT G 70 i e S 0nE A [T B S DILTE R OF BT
Sansice Saftng 507 COPEpMgn Hratyl 63 SOMEREng 10 the lngEh oF 1me you B 10 e 0N 15 BT DGR B BESHON OF SarTDS 1D
Make Su re you enter your = e ol e qra. For i, IF o4 man ] bgn et i Vel B D Ranshi H you s waskly

campalgne. wi s wplue in 7 Cey

unique number exactly as - : -
it appears in your Tracking UA-52656557-1

Websie Iracking

.| Aofiords L ng
Tris is e Unrerial S5l veoing oode e i oy To get ail the benefits of Universal Analytics bor thes property, copy and paste this csde into every veebpage you wan 1o
ID page, and save the S
entry. This i your (racking £ode. Copy NG PASEE LN e Code of BYEr KA0E YU WANTI Ik,
‘li‘ Remarksting TP

[henctizni, s e g re, M Goaglat nalptions) w= jJarfrisr] fu=cisn{
1 e ] Eu e ok s L] 10 e Do L 3 20 0 B i 1 ),

DOd Cuaiom Definestions s gesEigrna nas iy Tag o rrerie){ D 0 ax o= 10 womg o paren iMosde EnppnSiedont] Bmi
Twindom documem sl Pawe. google-anelyiiza comlanalytio o g’

Even if you aren’t using — A———
Wordpress, the process PRI e

is still quite simple; just

follow these easy steps

provided by Google:

wiipEe


https://wordpress.org/plugins/google-analytics-for-wordpress/
https://wordpress.org/plugins/google-analytics-for-wordpress/
https://support.google.com/analytics/answer/1008080
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1. Find your tracking code snippet. It's in a box with several lines umami

of JavaScript in it. Everything in this box is your tracking code MARKETING
snippet. It starts with <script> and ends with </script>.

2. The tracking code contains a unique ID that corresponds to
each Google Analytics property. Don’t mix up tracking code o
snippets from different properties, and don't reuse the same User Privileges

tracking code snippet on multiple domains.
If you have multiple people who

3. Copy the snippet. need to be accessing your business'
Google Analytics account with
admin privileges, you can easily
set that up as well. Simply click on
the "Admin" button at the top of

4. Don't edit your snippet. Just copy it. You might want to paste it
into a text document if you're worried about accidentally losing
or changing the snippet from your clipboard.

5. Paste your snippet (unaltered, in it's entirety) into every web your Analytics account, and click
page you want to track. Paste it immediately before the closing on the "User Management" link.
</head> tag. Add permissions for your new

user, filling out the new users'

6. If you use templates to dynamically generate pages for your email address, and selecting all
site (like if you use PHP, ASP, or a similar technology), you can roles to make them administrator.
paste the tracking code snippet into its own file, then include it You can choose to give this user
in your page header. admin access to all or some of the

profiles set up under your master

Whichever method you use, make sure you check it afterwards to account; once they receive the

ensure it was saved correctly. You can verify your setup here, and email verification with access to the

your website data will begin tracking to your new Google Analytics profile(s), they are good to go!

site within the next 24 hours.



https://support.google.com/analytics/answer/1008083
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//03. Setting up Filters, Goals & urnami
Linked Accounts

Now that you have your account set up and your Tracking Code installed, it's time to start playing around

with the features of Google Analytics to make sure you are always viewing the most relevant and useful
information.

Filters

**Before we begin, a very important piece of information to note: once done, filtered information from
a Google Analytics profile cannot be undone. So it's extremely valuable to have a master profile that

contains all raw data so that you don’t permanently lose any data that is being excluded by a profile
filter***

Filters can be used to remove certain data so it isn't displayed in one or more of your Analytics profiles. Why
is this useful? Here's one example: you could have multiple employees in your office accessing your website
numerous times throughout the day. If you filtered your data to exclude all traffic coming from your offices’ IP
address, then your true website traffic number won't be polluted with this internal access.

Quick Tip:1f you're unsure of how to find your company’s IP address: head on over to

whatsmyip.org. You can then enter this data directly into your filter to exclude your office network
from your results.)



http://www.whatsmyip.org/
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1. You can sort your data using nearly any filter you can think of. Click on Admin and select the umami

Profile you'd like to add the filter to, and click on Filters. MARKETING

2. From there, click + New Filter, and then Create New Filter. You can either select a Predefined
Filter or a Custom Filter, and then select which views you want that filter to apply to.

3. Save your choices and re-run your new filtered data, comparing it to your original raw master
profile (see the "very important" note above) to make sure your filter is working the way that you

want it to.
You can add multiple filters to one o e e e
profile (ie: filter by IP address, and oSSRt Yo S "
then by Visitor Campaign) and they N St
will be filtered in the order in which O e e e b oy o s et

you set them up. If you ever wanted e Bcno
to change this order, you would click
Assign Filter Order and then Move

AT kLR LM = a LD AT T TR T, ) = = UMM TN, o8

Up or Move Down to move your mE— - S
filters to how you want them. = ==

W Ecorm 1
If you want to add or remove an e
additional filter from a profile,
you just need to go into the Apply S
Existing Filter section and add or B
remove as you wish. Make sure you B sl

click Save to keep your selections.


https://support.google.com/analytics/answer/1033162#PredefinedFilters
https://support.google.com/analytics/answer/1033162#PredefinedFilters
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Goals & Conversions umami
MARKETING
Goals allow you to measure the true results of your online marketing efforts, and how often
users take or complete defined actions. They allow you to track which sources of traffic and
which actions lead to the most conversions on your website.

To set up Goals, head to the Admin section, click Goals and then Create a Goal. You can choose from a list of
template goals (that have standardized business objectives) or create your own custom goal from scratch.
B¥L Google anaijrics Woms  Heodng  Cuomisicn Admn
Here are some types of common =
types of Goals that are popular to set Pl

Upgracs 52 gal & despar Lsdintanding of pout cwan thecugh raw locls nd mots scourais dats
t " L =l i thic Untiviessd 2nedyti o Usgisda Canlir

) Js

e Time on Site
umamimalkaﬂng.cm‘n ! AR dumETreTEArke g Com | urmarmEnarketing com -

e Pages/Visit _

[} U R L D e Sti n ati o n B View Seving :':3;“'":“ ''''''' o TcallD 4 Goal Sat 1 a KR pre
P’ foaly Caviaar Form Submimion ol 1D 1 Godl Sa1 1 q m cal

 Tracking a specific event (such as v o i e : - -
S S Pmmiatier Sigrup Seal |D 3/ Soal Sail 7 a E‘;ﬂ W

clicking on a "subscribe" link, or _
downloading a whitepaper file). -

Anrcisdon

il Aizuticn Mosen

After your Goals have been set up

for a few days or weeks, head to the Conversions section of your Analytics account to view more information
of completed goals and your conversion rates. Goals and Conversions are a necessary tool to help you
understand the actions taken by visitors of your website and track trends over time; you can receive all of the
analytics data in the world, but it is meaningless if you don't know how to read it and act on it.
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Associating Google Search Console & AdWords Accounts umami
MARKETING

If applicable, you can also associate Google Search Console and AdWords accounts to your new Google

Analytics account. For Search Console, you can associate the accounts through your Search Console

homepage; click on Manage site and add Google Analytics property. You then just need to choose the web

property that you want to link to the site, and save your selection. This will now allow you to view Search

Console data directly within your Google Analytics reports, and also be able to access Google Analytics reports

directly from within your Search Console account.

To link Google AdWords to your Analytics account, it's a similar process: from your AdWords account, click
Tools and then Google Analytics. Or, go to your Analytics account first, click Admin, and select the account
that you would like to link to your AdWords account; in the "Property" column, select the property, and then
under Product Linking click AdWords Linking then the +New Link Group button and follow the instructions.

This AdWords and Analytics connection will allow MG e i e b

you to analyze customer activity through your umaimakoling com et o -
website; it will also allow you to do the following: i e _[

e Import Google Analytics goals and transactions R o] e e

into AdWords as conversions

* View Google Analytics site engagement data in
AdWords

e Create remarketing lists in Analytics to use in
AdWords for targeting specific audiences

e Automatically view your AdWords click and cost oo B
data alongside your Analytics site engagement o
data S oo smien
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//04. Setting up and Using Dashboards urnami

Dashboards create visualized summaries of different reports as widgets; they are displayed on a single page
in your Analytics account, giving you real-time, high-level access to your metrics and their performance.

Every Google Analytics account comes with a default dashboard that has a few standard widgets already
included. You can add or remove any widgets to this default dashboard, and you can create up to 20
dashboards to display your data in different formats (up to a maximum of 12 widgets per dashboard).

Shared Dashboards

Google has an awesome feature where you
can import any shared dashboard templates
into your own account for free! All you have
to do is find a shared dashboard that you

like, click on the link while logged into your Copy the URL below to share

Analytics account, and choose the profile

you want to add the dashboard to. This is a o e oy sharing ihe dashboard configuration. No iraffc data s
really great tool that can save you time setting

up your own dashboards, and boost your hitps:iwww google com/analyticsebftemplate?uid=w1HgAPbYRZWAS19_02bnqQ

reporting capabilities using others’ creativity.
Econsultancy.com has this useful listing of
some great templates to get you started.

Paste this link in email or IM



https://econsultancy.com/blog/62828-10-useful-google-analytics-custom-dashboards
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Separate your Dashboards umami
MARKETING

It's a smart idea to separate your dashboards based on the information you want to pull out of them. For

example, if you want a real-time view of your Social Media Analytics, create a dashboard tailored just for

this data; or, if you want to test the stats on your new mobile-friendly website, set up a new dashboard that

tracks all of your Mobile Analytics. This separation of your data allows you to pull up one of these custom

dashboards and know exactly what you are looking at, and what section of your website the data is reporting

on. It's quick, it's easy, and readily accessible for all team members to access and understand.

How many unigue visitors? How many unigue smartphoneftablet visitors? How many unique laptop/desktop visi...
437,132 79,196 358,327
% of Total: 100.00% (437,132) ANV % of Total: 17.47% (453,451) NV % of Total: 81.97% (437,132} (RYATRYAV]
In which countries/territories do you ... Your visitors' favorite devices - Top 5 Language preference settings of your...
Country / Unigue Bounce . . Unigue Bounce Language Unigue Visitors Bounce Rate
Territory Visitors  Rate Mobile Devica infa Visitors Rate
en-us 318,130 70.71%
United Kingdo Apple iPhone L 38,612 84.75%
m L i en-gb 49,006 B7.85%
Apple iPad L] 20,853 73.55%
United States 112,343 76.75% fr 6,991 73.48%
Samsung GT-19300 Galax (=
Australia 23011 71.24% y Sl 2,007 70.58% en 6,696 79.05%
India 22,155 74.85% fasrr}?ung GT-19100 Galax = 1,084 82 249, de-de 4,672 75.79%
Canada 14,653 76.52%
Google Nexus 7 L 703 70.22%

Your visitors' screen resolutions - To...

In which cities do your visitors live? -...

Brands of your visitors' mobile/tablet devices - Top 3 ERGWT:ﬁ - :'.;Ii:'i';':; B"'R""I ce
City Uniqus Visitors Bounce M Apple M Samsung MW HTC Other 19BEx TRA 77 0573 BE 230
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Using Widgets umami
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There are a number of widgets available to add to your dashboards - the trick is knowing which
ones to use to get the insights you want and need.

* Metric widgets: these widgets present a single piece of data on your dashboard along with a small sparkline.
This is ideal if you need to check one specific piece of data each day, like the amount of revenue generated from
an online store for a certain time of day.

* Timeline widgets: these widgets provide a detailed chart showing trends by day. This widget allows you to
show a single metric or compare two metrics, such as the daily number of website visits and corresponding
revenue generated in the same period.

* GEO map widgets: these widgets allow you to display a map within your dashboard, which can be very handy
if your business is worldwide. You can go as detailed as showing the location of your visitors, or even compare
conversion rates or engagement by specific geographic location.

* Table widgets: these widgets are great for monitoring PPC campaigns, landing pages or specific content.
They display a table that combines information with up to two metrics per dimension, so you can compare, for
example, conversion rates between two products.

* Pie widgets: these widgets are pretty self-explanatory. The data is presented in a pie or doughnut chart and
can be useful for visual comparisons.

* Bar widgets: these widgets present data in a bar chart, and are very useful for visualizing comparative data.
You can edit the widget to present the data horizontally or vertically, and allows for additional customization to
get the most out of the chart for your reporting.
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Any one of these widgets can also have filters applied to them, allowing you to further
manipulate and define what is presented in the dashboard views.

Widget title:
| Total Aclive Visitars by Medium

Standard:

21 - | 2 ;

METRIC TIMELINE GECMAP ‘ T.

e |l
&
:E

Real-time:

21 M o

COUNTER TIMELINE GECMAP ‘ TABLE

il

Show the following melric:

Group by (optional):
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//01. Acquisition ymami

Let's start with Acquisition, or, in layman’s terms: visits. In order to build your website audience, you first
need to find out who is coming to your site, where they are coming from, and what they are up to. The data
provided can tell you anything from the country your visitors are coming from, how often they come to your
site, how they found your site, and how they are browsing (smartphone, tablet, or computer). Google Analytics
breaks down acquisition stats in a variety of views:

e Channels: how do you acquire visitors to your site? This view will allow you to compare between direct visits,
referral visits, social media visits, etc.

» Keywords: which keywords or which sections of content are performing the best on your site?
e Campaigns: which campaigns are driving the most traffic to your site?

* AdWords Spend Analysis: you may be spending a lot on your AdWords budget and not understanding how
to track your ROI. This view will allow you to analyze your paid marketing channels and get details on which
campaigns are sending you the most traffic.

* Social Media: this section will show you all the stats on your social media accounts - which network is bringing
you the most visitors, conversions, and shares, and which landing pages are most visited through which social
channels.

* Affinity: This is an interesting analytics segment that allows you to understand which user profiles are visiting
your site, based on their affinities. For example, “TV Lovers”, “Business Professionals”, or “News Junkies”. You
can then use these categories to tailor your advertising towards categories that are bringing the most traffic to
your site, or you can choose to remarket towards them in your AdWords account.

...and a few more, but you get the gist. Measuring your site visits is the easiest piece of the analytics pie - but
it's also the smallest.


http://info.umamimarketing.com/how-to-create-buyer-personas-for-your-business

//02. Engagement
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Attracting visitors to your website is one thing, but keeping them there and getting those conversions is an
entirely different thing. Once you have a better idea of who is out there visiting your site, you can more easily
ensure that you reach them and fulfill their needs, by providing them what they're looking for on a a well-

optimized, usable, peak performing site.
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There are three actions that a site visitor can make: read the page they are on, click through your umami

site to additional pages, or leave your website entirely. Google Analytics engagement metrics will MARKETING
help you track and measure these actions, and evaluate the quality and performance of your content.

There are three main metrics that track engagement in Google Analytics:

* Pages/Visit: when a visitor comes to your website, they click through an average number of pages; the more
engaging your content is, the more pages your visitors will click through, looking for more.

* Average Time on Site: similarly, this metric tracks the average length of time a visitor will spend on your
website, whether on a single page, or clicking through multiple pages. As a result, it's safe to assume that the
longer someone spends on your site, the more likely they found the content engaging and relevant to their
needs. You can use this data to understand what keeps a visitor on your site, and also what makes visitors leave
- which is extremely important information.

* Bounce Rate: this rate measures the number of visitors that leave your website directly after reaching the
entry page. This can help you determine if your entry page is performing well enough to interest your visitors
into clicking through further, or if they leave right after reaching your website. Doing a thorough user experience
analysis will help you pinpoint any potential reasons why a visitor may leave your site, and help you fix them
before they become an issue.

If you are considering making any changes to your website design or layout, this information will be the most
useful for those decisions. Your entry pages need to be engaging, your content interactive, and your website

user-friendly. Accurately responding to your visitors’ behavior will lead you right to the next Google Analytics

metric that you need to track.
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//03. Outcome (Goals & Conversions) urnami

Setting goals are necessary
for you to measure the Type Description Example
performance of your

website. Google has four Destination™ A specific location loads ;’:;aer;i}fnu for registering! web page or app

goal types, and each one

measures a different Duration Sessions that lasts a specific amount of time 10 minutes or longer spent on a support

action or event: or longer site

Every time 3 goal is F'age.s.fScreens per A userviews a specific number of pages aor 5 pages or screens have been loaded
session SCreens

completed, Google

Analytics will log a Event An action defined as an Event is triggered Social recommendation, video play, ad

conversion in your click

account; if you can assign

a monetary value to each of these conversions, you can see how much these conversions are worth to your

business. You can also track abandonment rates (which is the rate of visitors who fail to convert on a specific
goal you've set up). The information provided within the Outcomes section really helps to paint a full picture
of your visitors, your website performance, and how your business is tracking against its conversion targets.

From this point, you have all of the data you need to sell and convert to your target market, and reach your

goals. As you can continue to watch your trends over time, you can do more testing, adapt as needed, and
then repeat, based on the insights that are provided within Google Analytics.
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If you've been humming and hawing over which tool to rely on for your website analytics, here’s your Um,(gml

answer: you don't have to choose! Use both! HubSpot is an Inbound Marketing tool, and Google Analytics
is a website analytics tool: they each offer their own benefits to results and analytics reporting.

Whether you're an existing HubSpot user or a new one, and are still looking to leverage your Google Analytics
results, here are some practical ways that you can rely on both tools, concurrently, for a complete view of your
website’s performance.

But first: because there is no team in “I” (or in this case, “H"), you have to start off by inserting your Google
Analytics tracking code into the HubSpot platform. Follow these steps:

. Tracking 1D Status: Recening Data
1. Loginto Google UA-36102166-1
Analytics and click
Ad m i n Websile tracking
This & thie Univeesal Anahytics Enching tode ler s prapacty. To get all the benefits of Universal Analytics for this property, copy and paibe this tode inls svery wobpage yo. wanl 1o brack.
2. Under the Property This is your tracking code. Capy and pasto it into the code of every page you want to track.
1 1 H ".’-‘:'"'Fd" wa.nr \ o uREk
section, click Tracking o oottt e e Mttt
M= gelementsBy Taghamsl o] & apymi=1 8 SIe=gm parantN e | naserTBaloreda, m)
I nfo JHm".mumwml'.'w.ama.m‘ma}ﬂm'.'qa'n
ga'oroate’. UA-38 10216817, ‘aula’);
. . ‘eend’. ‘mapoviow]
3. Click Tracking Code P
. 5 um‘:‘
and copy the Tracking /
ID that is listed. e — , .
Craata 3 PHP fils named “analyticsiracking php™ with the code abowe and includa it on each PHP tomplate page Then, add the following ne 1o each templale page immedialely afer he opening
= body> 80!

<Tphg Lrelode cnce| "analyticaericking.php®) 1>

Dynarme Contand Implamesntaton OFTIOMAL

LUia 3 Ficlutds of glate o padla the oode abowe inatead of mamually sdding A 1o avely pags.
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Once you've copied the Tracking ID, login to your HubSpot account and follow these next steps:
1. Click Content --> Content Settings

2. Under the Select a Domain to Edit, select one of the options from the dropdown list: either a default for
all domains, or for one specific domain

3. Scroll down to the e
Google Ana |ytiCS Content Optimization Systermn Options ?hanging loge image here will update all logo modules in all iemplates.
. Select image Remove
section and check off —_—
. COS URL Mappings
the Integrate \{Vlth Stemape HubS pjst
Google Analytics box, Advanced Venus
and add in the tracking oeg
. Email
ID, copied from above. e o P Image ALT text
4. Scroll down and click Adjust size
Save Changes Content Optimization System Tools =] =] = [ # | width 3391px Height: 983px
Design Manager =
N th G | et Coend &9 g::tﬂ;:z::gﬂo;:e Analytics integration by checking the bax and adding your tracking code.
ow that your GOoogle B Mk = )
Analytics code is tracking on Fie Mansger - O ko s @
your HubSpot platform, you e 8 «—/Q
Exoort COS Pages ! =

can start using either tool, or
both, to answer some standard analytical questions.
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//01. Basic Reporting urnami

For basic reporting, one of these tools isn't really better than the other. You could use either to get the same
information, so there is no clear “winner” in this category, covering items such as traffic, acquisition, and basic
conversions.

//02. Lead Tracking

With Google Analytics, there isn’t actually an out-of-the-box way to determine if your leads are on your site,
besides looking at the limited “Returned Visitors” section. You can use goal setting to track leads, but it's not
the most intuitive tool.

HubSpot, on the other hand, integrates with many CRMs that can give you the ability to track specific visitors
and leads on your site, and where they are coming from (down to the IP address). This information can help

you tailor their website experience, depending on where they are in the sales cycle.

Lead tracking and the ability to nurture contacts is one of the best “pros” of using the HubSpot tool.
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//03. Increasing Site Traffic umnarmi
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This is a category where the two tools work best as a team. Google Analytics offers the ability to customize
your reports in many different ways to see how users are viewing your site, and they have a great section on
SEO analytics, which, partnered with Google Search Console, will help you become a master of your site's SEO.

HubSpot, on the other hand, is built for inbound marketing; this means they have great tools for keyword

research and competitor research and analytics, which can help you with brainstorming new content for your
target audience.

ATTRACT CONVERT CLOSE DELIGHT
@
Blog Forms CRM Surveys
Keywords Calls-to-Action Email Smart Conten!
Social Publishing Landing Pages Workfiows  Social Monitoring

- HUbSpEPHt



http://blog.umamimarketing.com/inbound-marketing-5-reasons-to-make-the-switch
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If you're running different marketing campaigns and want to understand the results of each, Google Analytics

has all of the traffic information down pat, from direct traffic to referral traffic, or from search traffic to
campaign or AdWords traffic.

HubSpot's email marketing tool will give you a great report on results from an email campaign, but they will
not provide the same information on site traffic that GA can.

//05. Content Performance

As noted above, HubSpot is all about Inbound Marketing, so their tools to help you create and market your
content are above par and will help you be the most successful in your content creation journey.

Google Analytics also offers a comprehensive section that can help you to understand how your content is
being consumed, such as how long visitors are staying on your site and how many pages they are visiting.
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SUMMARY

Website analytics aren't just helpful for understanding historical website traffic stats; they can
also help you understand and predict future trends as well. All it takes is regular review of your
analytics data, in comparison to prior periods, for you to see and understand your traffic trends
and any areas where irregular traffic might be highlighted. Instead of trying to guess what could
be causing a traffic or conversion slowdown on your website, a simple review of your analytics

account can usually point out the problem right away.
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Learn More umani

If you're still looking for more information about Google Analytics and how it can help you improve your
website experience, check out these additional resources:

Bss)>
Bss)>
Bss)>
Bss)>
NN

How Not to Analyze Your Analytics [Video]
http://blog.umamimarketing.com/how-not-to-analyze-your-analytics-video

Ad Blockers: What They Are and How They Affect Your Analytics

http://blog.umamimarketing.com/ad-blockers-what-they-are-and-how-they-effect-your-analytics

7 Smart Ways to Analyze Your Analytics
http://blog.umamimarketing.com/7-smart-ways-to-analyze-your-analytics

Recent Google Analytics Updates to Help Grow Your Business
http://blog.umamimarketing.com/the-most-important-things-to-know-about-the-recent-google-

analytics-updates

Gut Feelings...or Just Heartburn? Why You Need Analytics
http://blog.umamimarketing.com/gut-feelings...or-just-heartburn-why-you-need-analytics




About Us

Umami Marketing is a results-driven inbound marketing agency based out of Vancouver, BC,
Canada. We are a one-stop shop for small to medium-sized businesses’ marketing needs,
including search engine optimization, social media marketing, content creation, Google Adwords
and other paid marketing campaigns, and also Wordpress design and development. We're
passionate about marketing and excited to partner with you in elevating your web presence and
reaching your inbound marketing goals.

Get Your Assessment With an Inbound Marketing Specialist

“Liked what you read? Why not sign up for a free Inbound Marketing Assessment?"
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http://info.umamimarketing.com/free-inbound-marketing-assessment
http://info.umamimarketing.com/free-inbound-marketing-assessment

