
TO BETTER RESULTS 
WITH GOOGLE 
ANALYTICS 

12 STEPS

Mastering Google Analytics will make you more 
valuable, your career opportunities brighter, and your 
marketing more effective. Win win win! 

But! In over a decade of teaching Google Analytics to 
professionals, including to Google personnel, we’ve learned 
three critical facts:

1. An active (NOT reactive) approach is essential to success. 
2. You need to take the time to set it up and manage it 

properly. 
3. Yet! Most users don’t understand what properly means... 

Following, our twelve steps to better business results 
with Google Analytics.

It’s not just the #’s!
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You log in and think you’ve 
found the pot of gold.
You ask:

• What is this telling me?

• Which reports offer the insights I need?

• Can I set up a report to send insights 
weekly?

But Google Analytics is far more goldmine 
than pot of gold (okay, it’s better than a 
goldmine – in a real gold mine, 10,000 pounds 
of ore contains about … wait for it ... 5 ounces 
of gold). You need smarts and technical skills 
to reveal those buried nuggets.  

Time to up your game! Learn to filter and 
segment the data to get insights that 
matter.

1. 
REPORTS ARE 
ONLY THE START

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFtms1
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2. 
ANALYTICS IS A 
NEVER-ENDING 
JOURNEY OF 
OPPORTUNITY

If reports are just the start, what 
are they the start of?

A journey of exploration 
… optimization … and 
continuously improving 
results:

1. Analyzing data leads 
you to ideas about 
new opportunities.

2. Taking action on 
new opportunities 
leads to measurable 
results.

3. Analyzing what 
works and what 
doesn’t leads you to 
more opportunities. 

You’re not going to 
get to significant 
results today. But in 
a week, you’ll make 
progress identifying 
opportunities. 

In a month, you’ll make 
an impact by taking 
action.

In a year, you’ll be a 
master of multiple 
cycles.

Now, where do you 
start?  

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFtms2a
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3. 
PLAN TO  
CREATE VALUE 

FOR EXAMPLE
Say it’s cost reduction? You could:
1. Look for under-performing 

keywords in paid campaigns. 
Reduce your bids or test a 
different landing page.

2. Scrutinize off-target keyword 
phrases and build out your 
negative keyword lists, so that 
you’re not paying for off-target 
clicks.

3. Day-part your media spend 
so that CPM ads are shut off 
in low-performing hours and 
boosted during hours or days 
that seem to lead to higher 
engagement / conversion.

Go in with a plan. Have questions 
that lead to opportunities you can 
convince people to take action on.

To put it another way, do not just dive in 
and start analyzing.

Stop. Take a breath or two. 

Now, think about how you can further 
your organization’s business priorities 
with the insights you uncover. You want 
relevant actionable opportunities – ones 
that your organization takes action on.

It’s not the amount of data that matters, 
it’s knowing what to do with the data 
– any chef on the Food Network could 
pull together an amazing feast with a 
half-dozen ingredients and a few spices. 
Yet someone without the necessary 
culinary skills could have an infinite array 
of ingredients and the best cooking 
technologies available, and they might 
not be able to make a single edible dish.

Don’t let the data manage 
you! You manage it ... 
By having a plan. 

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFtms3
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4. 
BE A VIRTUOSO 
OF FILTERS AND 
SEGMENTS

For example ...

You want to identify inefficiencies on your site 
that cause people to click the Call for Help 
button, which is on every page.

• You’re interested in visitors from just one 
city or country? Create a segment that 
only includes data for that city or country 
(otherwise, you’ve got ’em all!)

• Want to know which pages had the most 
Call clicks? Filter your Events reports for that 
interaction, and add a secondary dimension to 
identify pages where Call was clicked.

• If you have onsite search … did Call-clickers 
search first?  If so, what did they type in? You’ll 
need to create a sequence segment for your 
search term report.

Now you’ll know what could be changed to 
reduce calls! You hero you! 

You have your 
burning questions 
– you’re ready 
to identify 
opportunities  
for action. 
Maybe you’re thinking, 
which report will show me?

Uh, oh. There isn’t one.  
Like the miners cutting 
away worthless ore, you’ll 
have to filter and segment 
so that you analyze only 
the data that’s useful  
to you.

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFtms4
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5. 
BE A  
MASTER 
STORYTELLER

For example ...

Tell the story of ‘Sanjay,’ a loyal repeat 
customer. Sanjay has a question that isn’t 
answered. He searches three times, still can’t 
find what’s needed, and then clicks Call. Now, 
share how many times this happens in a day. 
If you have a physical store, frame it in terms 
of the number of people who might end up at 
the customer service desk, or just walk out.

Stories create a lasting, memorable impact. 
You want to make an impact.

Numbers are 
critically important. 
But the story the 
numbers tell bring 
your findings  
to life.
Take the previous example. 
Should you share the 
numbers and comparison 
tables?

No. Tell a story. For 
instance … 

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFtms5
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6. 
ALWAYS BE 
TESTING

For example ...

For the nerds / math geeks 
/ stats-brats among you, 
think about the results over 
time of NOT executing 
ideas just because they are 
new, thereby avoiding a 
compounding 75-90% error 
rate… 

ABT. Always. Be. Testing.

Your story was persuasive but 
you still don’t have enough 
influencers on board.  
Propose a test – your recommendation 
against the status quo  

And do not expect your suggestion to always 
beat the original – another great reason to 
test! Experts say we don’t know what the 
customer wants: 

• 80% of the time we’re wrong about what a 
customer wants – Avinash Kaushik, author 
of Web Analytics 2.0 and Web Analytics: 
An Hour a Day.

• Google ran approximately 12,000 
randomized experiments in 2009. [Only] 
about 10% led to business changes – Jim 
Manzi, founder and chair of Applied 
Predictive Technologies.

By testing, you’ll consistently be able to 
identify the more promising idea, build on it, 
and come to be known for good decisions 
and campaigns that succeed. 

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFtms6
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For example ...

Think of a new bit of data – say a user 
landing on one of your landing pages 
– as a rat going through a complex 3D 
maze. You want that rat (bit of data) to 
eventually land in the right place, so that 
it will tell you the right thing. 

But there are many clicks and relays 
and levers in the maze and if any one 
of them is mis-set (which happens as 
changes are made to your site, over 
time) the data-bit lands in the wrong 
place, along with many of his brethren ... 
and you get the wrong information.

7. 
BE A  
DATA QUALITY 
FANATIC

Nobody sets out to 
have bad data. Most 
land there anyway. 
Databases naturally rot, day 
by day. Unless you have an 
assigned owner who puts effort 
into care and feeding, your data 
will too. And you’re in trouble, 
because if you can’t trust 
your data, you can’t trust your 
analyses or recommendations. 

For an explanation of why data 
rots and how to keep it hale and 
hearty, check out: Build a Strong 
Data Quality Governance 
Foundation to Avoid Death by a 
Thousand Cuts 

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFs7-1000
http://bit.ly/12SPDFtms7
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8. 
BUILD OUT 
YOUR TOOLKIT

As you’ve been reading, have you 
been thinking “Google Analytics  
can’t do all that!” 
You’re right.

According to ChiefMarTec.com there are about 7000 
tools … we think 8 is a good number: 

clickinsight.ca

1. Google Tag Manager (GTM)

The free version is great to start with. 
Using GTM will speed up page load time 
– good for user experience and organic 
search rankings. It also reduces the 
implementation effort of Google Analytics, 
plus tracking pixels from Facebook and 
other media / affiliate platforms. 

2. Google Data Studio

Use Data Studio for reporting and 
presentations (instead of Google Analytics 
Dashboards or Custom Reports) to create 
integrated stories in one place.

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFtms8
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8. BUILD OUT YOUR TOOLKIT

3. Google Optimize

Test and personalize 
up to 5 simultaneous 
situations free of charge. 
Nicely integrated with 
Google Analytics. 

4. Google Search 
Console

Yes, indeed, you CAN 
still see which organic 
keywords drive traffic 
to your site with this 
integration. 

5. Google Ads

Integrate your Google 
Analytics and Google Ad 
accounts to help you link 
post-click behaviour to 
pre-click impressions. 

6. Google Analytics 
Demographics  
and Reports

Understand what 
characteristics your top 
customers share, and find 
more of them with Google 
Ads display ads.

7. Google Trends

A great place to monitor 
rising / emerging trends.

8. Google Cloud Natural 
Language 

Like Google Trends (#7), 
not integrated with Google 
Analytics. But, when you 
see a bump in blog post 
comments, use it to help 
you analyze sentiment 
using machine learning. 
(How cool is that?).

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFtms8
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For example ...

Take personalization, all the rage along 
with Data Marketing Platforms (DMP). 

How would mass personalization, aka 
customization, allow you to achieve 
organizational objectives faster? Use 
case studies of successes in other 
industries to convince others that: “We 
can do that too. Here’s what we could 
accomplish. And here’s where to start.”

9. 
BE A  
(RESULTS-
FOCUSED) 
FORCE FOR 
CHANGE

With your insider 
knowledge and your 
access to different 
departments, you can 
see possibilities for 
improvement – and 
their significance – 
before anyone else.
So be a force for change and 
paint a picture of a different 
tomorrow.  A result-focused 
picture.

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFtms9


 Tell me when registration is open for the free course! clickinsight.ca

For example ...

1. Cultivate relationships with Marketing, 
Communications and Publicity. Share success 
stories. Downplay your own contributions, focus 
on their peers’.  

2. Cultivate IT.  Using Google Tag Manager lessens 
IT’s burden – lead with how it helps them deliver 
faster sites and reduces marketing pestering to 
get campaign tracking beacons in place.

3. Cultivate Finance. Show them your interest in 
maximizing every campaign dollar, backed by 
your use of testing. Help them be more informed 
about, and when you need ideas for justifying 
a project or upgrading a tool, they’ll be more 
willing to help with your business case.

4. Cultivate (aka bribe) with Food! Hold lunch ‘n’ 
learns, or coffee ‘n’ connects. Your attendance 
will more than double if you get edibles out 
there - truth! 

Remember – give to get! 

10. 
FIND AND 
CULTIVATE ALLIES

Being a force for 
change is not 
easy. Find allies. 
People you can help 
(with insight), who can 
help you (to take action, 
so that real, measurable 
change happens). 

How to start? Be the first 
one to give.

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFtms10
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11.  
GET TO 
YOUR 
FIRST WIN

All this sounds like 
a lot to take in?
Not to worry. Just work 
your way to your first win – 
any win. For example ...

1. Take a 5-page report. Look at the 
recipients. Pick 3 who would benefit most 
from a customized report. Then create a 
customized 1-page report for each one. 
Send each report with a personalized 
email, highlighting how the report will  
help them more. 

2. Analyze a campaign a different way to 
uncover opportunities.

3. Segment an audience journey on one of 
your websites. Compare what did happen 
with what did not. Any ideas on what might 
work better? Let that be your first split test! 

Remember – never let perfection stand in the 
way of progress. 

The best is the enemy  
of the good. 

– Voltaire

Better a diamond with a 
flaw than a pebble without. 

– Confucius

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFtms11
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12. 
INVEST IN 
YOURSELF  
AND BUILD 
YOUR BRAND 

Once you establish 
yourself as a results-
focused expert in 
analytics, opportunities 
abound!  
So: 

• Find like-minded others. Share
stories, successes, and even
failures.

• Join local communities, attend
conferences, organize your own
meetup.

• Learn, learn, learn!

Sign up to hear first about our 
upcoming free online course 
on how to turn these 12 steps 
into better business results 
with Google’s analytics tools.

And most important? 

http://bit.ly/12SPDFL0G0
http://bit.ly/12SPDFURL
http://bit.ly/12SPDFSUs12
http://bit.ly/12SPDFtms12



