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Learning Objectives

This module will inform the trainees on how to measure the performance of their
online presence of businesses, including websites, e-mails and social media channels. In
this module, web analytic systems, their advantages and disadvantages, relevant tools

and data resources will be presented.
After reading this module, the reader will be able to:

e know what online web analytics and digital channel performance management
mean;

e explain metrics used in web analytics and digital channel performance
management;

e distinguish on-site and off-site web analytics and performance management tools;

e know the benefits and disadvantages of using web analytics;

e identify data sources and analytics tools for websites, social media, digital
advertising and e-mail;

e upload and use google analytics for a website;

e use various social media analytics and report metrics for social media ad campaign
or a post;

¢ adjust the social media activities and contents according to the analytics results;

e adjust the website services and contents according to the analytics results.



0 RER Co-funded by the
W Erasmus+ Programme
MM of the European Union

digitourism

10.0 Introduction

The tourism and hospitality industry gained new platforms to reach global clients
with the development of digital channels. However, it contains new rules and orders in
itself. Everything is online and a client’s satisfaction cannot be measured with only a
smiling face. This module introduces basic measurements of efficiency of online
platforms. In the chapter, web analytics and beneficial tools, social media analytic tools
and data analysis through these tools are explained in detail. The analysing process and

building an online strategy based on the gathered data are detailed step by step.
10.1 Definition of Web Analytics and Digital Channel Performance

Analysing website visitor behaviour is done using web analytics (Chaffe, & Patron,
2012). Web analytics, also known as digital analytics, is ‘the measurement, collection,
analysis, and reporting of web data to understand and optimize web usage’ (Chaffey and
Ellis-Chadwick, 2019, p.462 quoting Web Analytics Association, 2008). By using web
analytics, a tourism-related business can better understand how customers behave when
making purchases online, draw in more customers by learning where they are coming
from, keep existing customers coming back for more products or services, measure the
ROI (Return On Investment) of online (and offline to online) marketing campaigns, and
even increase the average amount each customer spends. The effectiveness of digital
channels is evaluated using web analytics or digital analytics. Performance management
is ‘the process of evaluating the efficacy and efficiency of prior acts through the collection,
coordination, organization, sorting, analysis, interpretation, and dissemination of pertinent
data’ (Chaffey and Ellis-Chadwick, 2019, p.464; Nelly et al., 2002).

Companies need to identify their clients’ needs, online buying behaviour and
foresee as well as understand trends in the industry. This will have an impact on the
provision of their own services more efficiently and can support the implementation of
innovation. Web analytics tools and performance management for digital channels help

companies to measure performance of their websites, global trends and client’s buying
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behaviour. Statistical data and graphics can help them plan their marketing strategy. Web

analytics can be on-site or off-site.
Off-site Web Analytics

Off-site web analytics is the practice of measuring, gathering and analysing internet
data outside of an organization's website. Through off-site web analytics, tourism and
hospitality businesses can gather and analyse data relating to their potential customers’
online buying behaviour, their visibility, competitive standing, customer comments and
complaints. It helps businesses to analyse macro level or industry data and to see the big
picture on the online market. Companies can see the market trends and their potential
with these analytics. Tourism and hospitality firms can observe the tourism trends,
activities, places and services in the sector and they can improve their business
operations accordingly. Off-site analytics gather and examine information gathered from
many online sources, including social media, search engines, forums, and review

websites.
On-site Web Analytics

On-site web analytics measure a visitor's online behaviour once on a website. The
on-site web analytic tools help to see how effective a business website is. These tools
provide data of visitor traffic to a website and they are capable to tracking the interest and
interaction on your website. Tourism and hospitality businesses can monitor how long
customers stayed on a website, what they did on a website, which services have been

demanded more and if booking funnel works as appropriately.
10.2 Key Terms Used in Web Analytics and Digital Channel Performance

There are a number of terms that are regularly used in web analytics and digital
channel performance. The most used terms are explained below and most of them are

adapted from Wikipedia (https://en.wikipedia.org/wiki/Web analytics).
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e Bounce Rate: Bounce rate is the percentage of visitors who only view one page on a
website before leaving it again without viewing any other pages or engaging with it in
any other way. In reports, this is frequently portrayed negatively. However, having a
high bounce rate does not necessarily indicate that your landing page or website is
subpar. It frequently depends on the page's content, which may be adequate for the
visitor. It's advised to use restraint when a bounce rate is high. It is best to carefully
investigate the true cause of this behaviour.

e Click Path: The click path details chronological sequence of the page views by a user
during her/his website visit. For example, a visitor has found your page via a search
engine, lands on page A, goes further to page B, C, ... up until the exit page. This list
of pages represents the click path.

e Hit: A request for a specific file that is fulfilled by the web server is represented by a
hit. Analysing the website logs reveals this. In reality, it is not very helpful if you want to
analyse website traffic. Therefore, it should not be employed to demonstrate the
popularity of a website. This is why: Several (sometimes dozens) separate files make
up a single web page, and each of these files counts as a hit as the page is downloaded.
A page with several of these individual files will receive many hits; a page with few of
these discrete files will receive much fewer hits. In other words, hits do not reflect a
page's popularity but rather its intricacy. If you notice an increase in hits, this can point
to a caching issue rather than increased popularity. A technology to quicken your
website and reduce the number of hits on your webserver is caching. Keeping your
server from being overburdened with traffic and data requests is its primary goal. A
more true and accurate evaluation of popularity is provided by the overall number of
Visits or page views.

e Page View: Literally, a page view is an impression of a page that has been viewed. It
is an instruction to open a single webpage (images, .js and .css files, etc.). Utilizing web
caching usually helps to moderate this.

¢ (Unique) Visitor / User (UV): This is the client who is markedly different (visitor of your
website). During a specific time frame, this customer is producing page views and hits
(this could be a few hours, a day, a week, a month, a year). Regarding the duration of

a UV, the total UVs for a website over the course of a month are not merely the sum of
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the UVs for each day. A cookie is stored on the browser you are using and is used to
identify a UV. An older method used to collect this data is the specific combination of
the computer's IP address and the User-Agent (browser) information. It's a good idea
to be aware of the possibility of bots tainting your statistics before assuming that all
UVs are legitimate visitors.

Visit / Session: The number of page requests made by a single UV are considered a
visit or session. It is typically regarded as finished when no requests are recorded for a
predetermined period of time, typically 30 minutes. Some of the technologies we'll
discuss allow you to customize this period (in particular for Google Analytics). It's best
practice to avoid keeping these times too brief because website users may move tabs
and visit other websites, for example.

Active / Engagement Time: On average, a UV spends the following amount of time
interacting with website content: scrolling, hovering, and mouse movement. This metric
precisely measures the duration of engagement, in contrast to session duration and
page view duration / time on page. However, most tools don't always have it available
right away.

Average Page Depth / Views Per Average Session: This is the "size" of an average
visit (approximately). To obtain this, we should divide the total number of page views
by the total number of website visits.

Average Page View Duration: This is the time spent on a website page. This can be
misleading as this is based on the visits over the course of for instance 30 minutes
while there is no correct info if a user has in the meantime also visited another website.
Click: This is a single instance of a user who is selecting a hyperlink on a page.
Event: This is a single action or a sequence of actions that take place during a website
visit.

Exit Rate / % Exit: The page from which the UV leaves the website is relevant to this.
This doesn't mean that a particular page is awful; it could just be the last page of the
booking form, for example. However, it could mean that a specific page is having issues
(loading slowly, unclear information, etc.). It is advised to look at ways to lower the exit
percentage on that page if a page that is generated throughout the booking process is

leading to a lot of exits before a booking has been made. Perhaps you should add a
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hint to your copyright or make the booking possibilities more obvious. In the case that
something happens, it is a good idea to analyse it.

First Visit / First Session / Absolute Unique Visitor: This details a uniquely identified
client. This is rather theoretical because this requires the usage of a persistent
cookie/digital fingerprinting. However, these may have been removed, so this is not a
very reliable indicator.

Frequency / Session Per Unique: This indicator details the visits a website receives
during a specific time period. We obtain this dividing the visits with the number of unique
visitors, and this during a specific period of time.

Impression: It is frequently employed to count the number of times an advertisement
was really shown on a website. If a website visitor actually noticed this and took action
by clicking on the link or banner of the advertisement is not specified. Because you
never know what will be displayed above the fold, CPM (cost per thousand views) is
not always a valid or decent method of running adverts (and we haven't even taken the
impact of bots into account here). Because of this, many businesses will only track and
compensate for legitimate clicks while running adverts.

New Visitor: This refers to a visitor who has never accessed your website before. Just
like with a UV, this is difficult to actually be proven.

Page Time Viewed / Page Visibility Time / Page View Duration: This reflects how
long a visitor have accessed your page.

Repeat Visitor: This indicator refers to a recurrent website visitor.

Return Visitor: A UV whose activity includes visiting a website within a reporting period
but who had already visited the website before the reporting period. The person is only
counted once throughout the reporting period.

Session Duration / Visit Duration: Average time spent by visitors on the site each
time they go there It is computed by dividing the total number of sessions by the sum
of all of the sessions.

Single Page Visit / Singleton: A visit during which only one page is accessed. This
might be a landing page for a campaign, for example. A landing page like this is a

separate web page made especially for a marketing or advertising campaign.
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Site Overlay: it is a content box that appears on top of a page and obscures
the background content. The site overlay typically shows click and conversion data
superimposed over the links on a Web page.

Click-through Rate: This is a comparison between the proportion of people that click
on a particular link and the total users who view a page, email, or advertisement. It is
frequently used to assess the success of an email marketing campaign and an online
advertising campaign.

Pay Per Click-PPC: A publisher is paid by an advertiser when the ad is clicked in this
internet advertising technique, which is used to increase website traffic.

Pay Per Acquisition / Pay Per Conversion-PPA: A campaign's or channel's overall
cost to acquire one paying customer is measured by this marketing metric.

Pay Per Lead-PPL: It is a performance-based digital advertising in which the affiliate
or publisher is compensated for each lead generated that satisfies the requirements
outlined in the advertiser's affiliate agreement.

Cost Per Conversion: It is the ratio of the number of successful conversions
(purchases, signups, participation, or whatever the advertisement's purpose is) to the
total cost of advertisements. Total cost of your ad campaign is dived by the number of
achieved conversions (customers) within that same timeframe.

Customer Acquisition Cost: The cost of converting a potential lead into an actual

customer.

10.3 Benefits and Downside of Web Analytics

Web analytics offer many advantages for digital marketing activities of tourism
and hospitality businesses. These benefits include the following

(https://engaiodigital.com/what-is-web-analytics/).

Measuring Traffic to a Website: It is possible to identify number of users or visitors,
their location, devices used, pages viewed, time spent on the website, interaction with

the website and conversion rates.
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Spotting Bounce Rates: Bounce rates show the number of visitors who do not interact
with the webpage after seeing the landing page. Bounce rate may be a good indicator of

the ineffectiveness of landing pages of a website.

Targeting the Right Market Segments and Measuring Marketing Effectiveness: Web
analytics allow businesses to choose the location and demographics of customers so that
they can align their marketing communication campaigns with the right location and
customers. Beyond that, businesses can also measure the results and performance of
their marketing communication and campaigns on the internet in relation to their digital

marketing objectives and metrics.

Improving and Optimising Website, Web Services and Conversion: All the
information collected through web analytics can be used to improve the website design,
marketing communication and campaign and increase conversion rates.

There are few disadvantages that may arise due to the use of web analytics. One
of the disadvantages of using web analytics may be the cost of using such software and
employing qualified personnel although many companies including Google offer analytics
solutions free of charge. Another drawback of using the web analytics is related to the
confidinciality of business data. It means that valuable information regarding your
company, customers and your business performance no longer remain confidential to you

(https://www.canddi.com/blog/2015/01/pros-cons-web-analytics/)
10.4 Web Analytics Data Sources

Web analytics data sources provide information to analyse the performance of your
website. Provided information is being analysed to measure the customers web trafficking
patterns. Generally, this information comes from the customers inputs on the online

software systems (such as HTTP headlines, IP addresses, etc.).
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10.4.1 Web Server Log File Analysis

When a user clicks on a link to a web page or enters its URL (Uniform Resource
Locator), the page is requested from the server by the user's ISP (Internet Service
Provider). Then, the ISP shares the user’'s information with the server and the server
saves this information in what are referred to as server logs or web logs. Log files includes
list of transactions that are recorded by web servers. A server log is a normal text file that
records the user’s activity on the server. You can see the activity details of the website,
and visitor’s information such as IP addresses, type of browsers, country of origin, etc.

Also, with these data pattern traffic can be detailed by day, week or referrer.
10.4.2 Page Tagging

Page tagging is a big improvement over server logs. Page tags are code snippets
of a webpage/website. Web page tagging can be named as web bugs and these data can
be used as the secondary data collection method. These codes are mostly created in

JavaScript. Cookies on webpages are a good example of page tagging.
10.4.3 Geolocation of Visitors

Geolocation information is used to define the language and currency as per the
visitor's country, region or the city. IP addresses are used to map visitors’ location. This
information helps to analyse diverse demands based on the geographical factors. It helps
businesses to predict customer behaviour and regional tendencies via online platforms. It
also helps to offer site visitors a better website experience by giving them info which is
related to their geographical location. This can come in various ways: adapted language,

refer to company website in their own country, change prices into local currency.

10
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Figure 1: Matomo, Geo Locate Your Visitors, March 2020, https://matomo.org/docs/geo-locate/
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- Baden-Wirttemberg, Germany 26 = Amsterdam, Noord-Holland, Netherlands 16
Bl Beijing, China 22 MW serlin, Berlin, Germany 11
== Noord-Holland, Netherlands 18 I | Paris, lle-de-France, France 11
1-50f 207 Next 1-50f 345 Next

Figure 2: Matomo, Geo Locate Your Visitors, March 2020, https://matomo.org/docs/geo-locate/

10.4.4 Click Analytics

The main focus of click analytics is on what and where website visitors are clicking
on a web page. This aids analysts in researching the web page's most often clicked or
avoided places as well as user behaviour there. It is useful to gauge both the popularity

of a website and its effectiveness.

11


https://matomo.org/docs/geo-locate/
https://matomo.org/docs/geo-locate/

0, RER Co-funded by the
J W Erasmus+ Programme

digitourism of the European Union

10.4.5 Customer Lifecycle Analytics

The customer lifecycle analysis is mainly helping businesses to identify the demand
and interaction of a website. This approach provides various data to predict behavioural
patterns of the customers regarding your goods and services. Businesses gather these
data to measure the demand for their product and plan for further steps. In addition to that
this method gives businesses a chance to get to know more about their customers.
Customers can be categorized into different lifecycle stages, including acquisition,

activation, revenue, retention and referral, based on their online journey.
10.5 Process of Managing Digital Analytics and Digital Marketing Performance

In order to measure the effectiveness of their website, online digital marketing

channels and performance, tourism and hospitality businesses should have a plan to

9,093 Recipients

List: Hotjar Blog (Unsaved segment) Delivered: Thu, 13 Dec 2018 14:00

Subject: If only we had known this *before* View email - Download - Print - Share
starting Hotjar ¢

Open rate 32.8%  Clickrate 4.8%
List average 26.7% List average 3.9%
Industry average (Software and Web App) Industry average (Software and Web App)
17.4% 21%
2,962 432 61 49
Opened Clicked Bounced Unsubscribed

Figure 3: Hotjar, Click tracking 101: what you need to know to start tracking clicks on your website, March 2020,

https://www.hotjar.com/blog/click-tracking/
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manage web analytics, digital channel performance and digital marketing campaigns.
Managing website analytics and digital channel performance usually involves five steps
including determining business needs and digital marketing objectives, identifying metrics
to measure and improve digital marketing performance, using appropriate tools and
analytics software to collect and analyse data, reviewing and interpreting performance
metrics or measures, and evaluation and monitoring (Chaffey and Ellis-Chadwick, 2019).

Each step is briefly reviewed below.
10.5.1 Determining Business Needs and Digital Marketing Objectives

The first step in the web or digital analytics process is to identify the business and
digital marketing objectives that a business tries to achieve through online marketing
activities. As discussed in module one, marketing objectives and performance indicators
should be specific, measurable, assignable, realistic and time-based (SMART). These
business objectives are usually known as Metrics as well as Key Performance Indicators

(KPIs) or Objectives and Key Results (OKRs) which are reviewed below.

10.5.2 Identifying Metrics to Measure and Improve Website and Digital Channel

Performance

Digital marketing metrics are quantitative values used to measure and track the
performance of websites, digital channels and digital marketing campaigns. These metrics
may be related to number of visitors to a website, conversion rates of customers who visit
a website (percentage of website visitors who turn into actual customers), number of likes

of a social media post, number of viewers of an e-mail etc.

Table 1: Metrics Used in Web Analytics and Digital Channel Performance

Metric Type Digital Performance Metrics

Financial Sales, Return on Investment, Conversion rate, Cost per action, Cost per

lead, Cost per customer, Customer lifetime value

Customer Volume Number of views (posts, videos, ads, Fans, likes, followers)

Customer Behaviour Volume / Value of repeated sales, willingness to recommend

13



*+

0 ‘: o Co-funded by the
Wl Erasmus+ Programme
M of the European Union

digitourism

Customer Satisfaction Net Promoter Score/Customer Satisfaction Score, Sharing, Re-tweets,
Favourites, Feedback to your business, comments on the site,

Ratings/Reviews, Advocates positively promoting your business

Product Quality Number of returns, Order / reservation cancellations, review scores,
Market Share Number of visitors to owned media

Market Growth Rate The percentage of online and offline market declining or growing
Awareness Share of voice (electronic word of mouth), Brand sentiment,
Engagement E-mail subscriptions, Group membership, Downloads, Love/likes,
Distribution / Availability Online availability

Source: Hanlon, 2019, p. 312.

Table 1 gives some of the digital metrics that can be used in web analytics and
digital channel performance measurement whereas Table 2 combines marketing
objectives with metrics and tools that can be used for the measurement purpose. In term

of the effects on business performance not all the metrics are considered as the same.

Table 2: Online Marketing Objectives, Metrics and Tools

Objectives Metrics Tool

Brand awareness Traffic generated to content via referral, direct, paid Google Analytics,
and organic channels, traffic generated to website, using URL builder
click-through rate from content to rest of website,

content views, time spent on content site/content

Lead generation Subscriptions and downloads Google
Analytics, using URL

builder
Sales and Return on Sales and Return on Investment Google Analytics,
Investment using URL builder
Retention Number of returning visitors Google Analytics
Social engagement Content views, shares, interactions, comments, Twitter Analytics
followers (Followerwonk), time spent on content,
in-page analytics, bounce rate LinkedIn Analytics

YouTube Analytics

14
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Google+ Platform

Insights

Meta Business Suite
(Previously Facebook
Analytics)

Simply Measured (for

Instagram)

Mailchimp reports

AdWords (for PPC)

Link building Number of high-quality inbound links generated to Open Site Explorer,

content and website SEMrush, Linkdex

Source: Iredale, Heinze, Williams, 2020, p.250.

Table 3: Weak, Acceptable and Strong Metrics

Weak Metrics (Awareness) Acceptable Metrics Strong Metrics (Conversions)

(Consideration)

Views (posts, video, ads)
Fans, likes, followers
Favourites

Feedback to your business

Comments on the site

e Number of visitors to owned e

media
e E-mail subscription )
e  Group membership .
e Downloads .
e Ratings/Reviews )
e Love/like this o

e Brand sentiment

Advocates positively
promoting your business
Return on investment
Conversion rate

Cost per action

Cost per customer
Conversion action (sale,
data swap, applicants)
Repated sales (retained,

returning customers)

Source: Hanlon, 2019, p.315.
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Hanlon (2019) distinguishes between weak, acceptable and strong metrics which are

given in Table 3.
10.5.3 Using Appropriate Tools and Analytics Software to Collect and Analyse Data

Web analytic tools are designed to make the website analysis and channel
performance easier. There are various such tools. Tourism and hospitality businesses can
choose among them based on their needs and specialities. In this module, more space is
devoted to Google Analytics since it is one of the most used web analytics tool and small

and medium sized tourism enterprises can take advantage of it freely.
10.5.3.1 Google Analytics

Google analytics is by far one of the most popular web analytics softwares. It is
provided by Google to analyse the visitor trafficking of a website, also in real time. It is
free, has an easy usage with an automatic data collection option, it supplies a
customization report, as well as easy integration with different devices (tablet, pc,

smartphone) and platforms (other Google services, CMS, etc.).

When people are logged into their Gmail when visiting your website, it will also
provide detailed information about your visitors based on their age and gender (which
basically is also a source of privacy concerns). It furthermore gives you information on the
device, location, OS used on PC or smartphone, etc. There’s a Google Analytics
Academy?, where you can get in-depth information on the platform. Also you can connect
your Google Analytics account with your Google Ads account in order to measure your
efforts, whether it's a lead or a sale. In that case you need to add a tag (which you define)
at the final page of the lead or the sale (for instance at the “thank you for ordering” page).
It can be complicated for non-professional users (beginners) and the learning curve never
stops as Google continuously changes and adds new features. Some of the needed

features are often hidden away and need various manipulations to discover. Furthermore,

L https://analytics.google.com/analytics/academy/
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Google Analytics has been found to have several errors such as; poorly placed/no page
tags, JavaScript error, inaccurate in-page analytics and multiple tracking codes on one
page. There are a number of advantages of using google analytics for businesses. It is
free except for the premium version. It is easy to use and it can be combined with other
Google products and services. On the negative side, Google Analytics raises some
privacy concerns, especially regarding the private data information it collects and provides

to the companies using it.

Since Google Analytics is the main platform that small and medium sized tourism
and hospitality businesses are likely to use, below is given a more in-depth analysis of the
tool. The main functions of Google Analytics are data collection, data processing and

report generation regarding a website.
Data Collection
It includes:

e Number of visitors to your website.

e Number of new visitors to your website.

e Origin (geographically) of the visitors.

e Devices used by the visitors to visit your website.
e The way those visitors navigate your website.

e User behaviour on your website.

e How users engage with various website elements.
e The length of time visitors stay on your website.

e When users depart your website during a visit.

17
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Shopping Behavior Analysis @ B swvr 4 peoar < swaar
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:
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MFHONS Sesstons with oouct Views
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76,623 12,097 4739

Figure 4: Google Analytics, March 2020, https://marketingplatform.google.com/about/analytics/

To collect all of this information, Google Analytics uses JavaScript code. You will
get that code once you set up your website Analytics. The code must be added to every
page of your website (you can do this easily via your CMS in one go without having to do
it manually on every website page). The code itself then creates a cookie in each visitor's
browser. Following that, a hit from the cookie reports every interaction a user makes with
your website to Google Analytics. There are three categories of hits that Google Analytics

accepts:

e Pageview Hit: Every time someone goes to your website, it gets sent. It includes
details on the browser and device that users are using. It also displays which pages
of a website were visited.

e Event Hit: It is transmitted whenever a visitor takes an action on your website, like
filling out a form, clicking on a link, or watching a video.

e Transaction/Ecommerce Hit: In our example, it is sent whenever a website visitor
makes a reservation. These hits may contain details such as which pages the
visitor left before placing a reservation. Additionally, it contains the particular goods

they bought and their total spending.
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Data Processing

Google Analytics produces reports after processing the data. Separating data by users
and sessions is the initial step in the processing of data.

e User Data: This information relates to various, unique site visitors. Each each
visitor to your website receives a special, arbitrary user ID generated by Google
Analytics. The user ID is recognized by Analytics when a user returns to your
website in the future (a returning visitor), unless the user has deleted all of the
cookies from their browser cache or when they use a different device, in which case
they will be counted as a new visitor.

e Session Data: A user's visit to your website is known as a session. When a user
first accesses the website, it starts with a pageview hit and continues until they
eventually leave. Google Analytics gathers a variety of session data types
throughout each session, including:

o The pages visited.
o The actions performed.

o The amount of time spent on your website.
Report Generation

These are illustrations of the information gathered by Google Analytics. For

example, the following report displays the volume of visitors a website receives over time:

N All accounts > hitp://www.averulle be e N HH H
Analytics  ceounts > e e Q. Try searching for "acquisition overview ® e @

Active Users @ B sAvE b, EXPORT =i SHARE g INSIOHTS

o All Users R Mar 24, 2021 - Apr 22, 2021

Active Users

1 Day Active Users 7 Day Active Users 14 Day Active Users. 28 Day Active Users

1 Day Active Users 7 Day Active Users 14 Day Active Users 28 Day Active Users
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A combination of Dimensions and Metrics is shown in every report generated by Google

Analytics.

e Dimensions: The fundamental characteristics of the data that was gathered, like,
say, "country."
e Metrics: These are numerical evaluations, such as the "Sessions" meter, which

informs you of the volume of visits to your website over time.

Of course, it's also possible to build unique reports that mix several metrics and

characteristics.

Not all dimensions and metrics can be merged into reports, so keep that in mind.
Each of them has a "scope,” which refers to the depth to which data is gathered. User-
level, session-level, and hit-level are the various scopes. Metrics and dimensions from the

same scope can only be combined once.

Setting Up Google Analytics

If you don't already have one, you should first create a Google Account. You
already have one if you use Google Drive, Gmail, or other services. If not, just create one
by going to https://accounts.google.com/signin . When you have got an account or signed

up for one, log in and go to Google Analytics at https://analytics.google.com .

Analytics

Start analysing your site's traffic in 3 steps

&) Sign up for Google Analytics -3 Add tracking code ) Learn about your audience Start using Google Analytics

“"&, A Sign up

. ; .
\/ — !’ \/ Sign up now, It's easy and freel
00C |5 some ba: fo about what siie youd YO rackng code % a3te ONto your pages In a few how you'l be able %0 start seeng data

Stil have questions? Help Centre

The platform can be set up in three steps, which are really easy to follow. To sign
up, click the signup button when you're ready. There you provide information about

yourself and what you will be using Google Analytics for.
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Create account

@ Account setup

Account details

Google products & senvices

Benchmarking

You decide what you want to measure after choosing an account name and a few

other settings.

4 Analytics

© vhat do you want 1o messire?

Web

D =
j Apps and web

Entering the precise information for the website you need to track is the last step

in the account registration procedure. Enter the URL you want to link to your Analytics

account after creating your account.
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@ what do you want to measure?

© rroperty setup

Your Google Analytics account will then be activated after you click the create
button. Additionally, it will provide you your tracking code for the website you selected to
track. The tracking code is what enables Google Analytics to gather information from
website visitors. The code needs to be added to your website as the following step.

Adding Your Tracking Code

Every page of your website needs to have your tracking code added. By including
the code in the website's header or footer, you may achieve this quickly and easily in your
CMS. The tracking code must be included immediately behind the "head" tag in your
header file. You may add a plugin to WordPress that will allow you to add Google Analytics
to your CMS. Simply type "Google Analytics" on the WordPress plugins page to find the
one you want, then download and install it. Analytics will immediately start monitoring the

data from your website. We'll now establish one or more objectives.

Setting Up Goals and Objectives

With your website, you want to persuade visitors to purchase a good (such as a
reservation, beverages, etc.). Whatever the objectives of your website are, Google
Analytics Goals will give you a tool to evaluate how effectively it achieves those objectives.
Now, let's talk about how to set this up.
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A1 Analytics 01, accelerate-agency.com.. ~

~ ADIAN

[ iR

The Google Analytics Admin panel should be your initial stop. Choose the "Goals"
option from there, as demonstrated above. When a new page appears, select the "+ New
Goal" button there. The choice then becomes whether to make a unique goal or use an

existing goal template.

Given that the current goal templates satisfy the requirements of the majority of site
owners, you should be fine. You can keep track of all the common goals that websites
have with this goal template. However, it is rather simple to construct a unigue aim if you

so choose.

Name the objective first. Any reports that contain information about the goal will
include this name. The following step is to select one of the four types of goals that

Analytics supports:
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e Destination: A conversion is noted when a user accesses a specified URL.

e Duration: A conversion is noted when a user has been on the site for a
predetermined period of time.

e Pages/Screens per Session: The quantity of pages or screens a user views
throughout a session.

e Event: When a user takes a particular action, e.g. playing a video.

Select the type of objective you wish to set, then carry out the additional instructions. For
a destination target, you can be requested to identify the URL where a visit would result
in a conversion. However, you must first put up "Events" through Analytics if you want to
pursue event goals (such as when viewers watch a video). This is quite elaborate and is
not in the scoop of this course. If interested you can check the guide for event goals out

right here: https://support.google.com/analytics/answer/1033068?hl=en.

The procedure is finished by selecting the "Create Goal" button. Google Analytics will

immediately begin gathering information about the objective.

Google Analytics Dashboard and Sections

After setting up Google Analytics and all of its capabilities, you can unwind. The
platform should have gathered enough information within 24 hours for you to view your

initial reports.
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N | Ana]yt\‘cs :L::;:ma\;ehﬁjligwt;;m'”ebe Q_ Try searching for "acquisition overview" ' HE > I e

#ft Home
Google Analytics Home fﬁmsmurs

» &% Customization

Users Sessions Bounce Rate Session Duration Active Users right now
REPORTS
P 19 20 50% Tm12s
ealtime 1118% 148% 145% 1717%
» & Audience
b > Acquisition 10

» B Behavior

» M Conversions

Top Active Pages

“ No data available

1
Apr

Last 7 days ¥ AUDIENCE OVERVIEW > REAL-TIME REPORT >

Lo bema
% Attribution How do you acquire users?

©Q Discover

Traffic Channel Source / Medium Referrals /a% Ack Analutire Intallinencs

These reports are easily accessible through the Google Analytics dashboard. The
"Overview dashboard" is displayed as the dashboard's home page. Each of your visits to
Analytics starts here. You can find all the information you need to use the platform on that

page. Below is a basic overview of the various Google Analytics dashboards.
Overview Dashboard

Along the left side of the dashboard in this section are links to particular Analytics
reports. The first insights into your site data are located on the overview dashboard's right
side.
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All accounts > http://www.averulle.be
i Try searching for "acquisition overview" ‘ - : 6
oAl Analytics  www.averulle.be - Sy 9 q e e
A Home How do you acquire users?
» &% Customization
Traffic Channel Source / Medium Referrals @ Ask Analytics Intelligence
REPORTS
4 ~”
» © Realtime UNDERSTANDING TRENDS
Show me a trend of my bounce rate
» & Audience over the last 3 months
3
» > Acquisition
A WHERE YOU GET YOUR USERS FROM
» (N Behavior Top campaigns by sessions excluding
2 (not set) campaign over the last 30
» M Conversions days
1 9 GEOGRAPHIC ANALYSIS
What states in the United States have
the most users?
0
16 17 18 19 20 21 22
Apr
e Direct  ® Organic Search  ® Referral Other
Last 7 days ¥ A ITION REPORT MORE INSIG} >
A How are your active users trending over time? How well do you retain users?
%, Attribution *™ ¥ 9 Y
©Q  Discover Active Users User retention

On "cards," graphs, tables, and other representations of your data are shown. They are
those panels on the home page's right side. To change what the cards display, use the
straightforward options associated to each. The type of data displayed and the time period

for which it is displayed are both changeable.

A report falls into one of five primary categories. A dashboard exists for each
category. You may get to them by selecting the appropriate link from Analytics' left-hand

menu. You can get a variety of different reports from each one.
Real-Time Dashboard

The Real-Time dashboard shows data visualizations of users who are now
browsing your site in real-time. The dashboard displays the visitors' location, the material
they are seeing, and the source of their traffic.
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All accounts > http://www.averulle.be
A0 Analytics  pwww averulle.be ~ Q_ Try searching for "acquisition overview" ‘ HE > I e
#A Home . A BT
Overview Create Shortcut 57
» &% Customization
Pageviews
REPORTS ng ht now Per minute Per second
~ @© Realtime
Locations
active users on site -
Traffic Sources
Content M DESKTOP
Evonte (T
Conversions i ! L 4
a .
P& LRHEE Top Referrals: Top Active Pages:
» 3+ Acquisition Source Active Users + Active Page Active Users |
There is no data for this view. 1./ 1 100.00%
» B1 Behavior
Top Social Traffic: Top L
» M Conversions
Source Active Users ¥

There is no data for this view.

%, Attribution *™ Top Keywords:

Keyword Active Users 4
©Q Discover There is no data for this view .

All ts > httpi/ verulle.bs
accounts > hetpuiwww.sveruliebe P 9 @

_' AnaJytTcs www.averulle.be ~ O\ Try searching for "acquisition overview"

#f Home
Locations Create Shortcut 574 @
» &% Customization 1 active cities
Pageviews
REPORTS .
Right now Per minute Sy

2 @ Realtime

p— ‘l

Locations

active users on site -

Traffic Sources

Content W BELGIUM

Events

i 1 1 -6 m 1
Conversions
Viewing: Map Earl
» & Audience May
Metric Total: 1 Q

b >+ Acquisition Country Aotive Users 4
» B] Behavior 1. Belgium 1 100.00%

» M Conversions

ETA

%2, Attribution *

©Q Discover

Audience Dashboard

Over time, the Audience dashboard teaches you more about the visitors to your
site. You can see the number of users and sessions your site has had for the selected
time period, along with metrics like how long users spent on your site, how many pages
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what browser they used, and their

. All accounts > http://www.averulle.be )
W Analytics www.averulle.be ~ Q, Try searching for "acquisition overview" ‘ H > 6
ft Home
Audience Overview @ B SAVE 4, EXPORT = SHARE %INSIGHTS
» B Customization Aor 16,2021 - Apr 22, 2021
rl 1 - Apr
All Users + Add Segment prie pres
REPORTS 100.00% Users
» (O Realtime
Overview
+ & Audience
Users = | VS. Selectametric Hourly  Day Week Month
Overview
® Users
Active Users 4
Lifetime Value™
Cohort Analysis
o 2
Audiences
User Explorer
Apr 17 Apr B Apr 19 Apr 20 Apr21 Apr 22
» Demographics
» Interests W New Visitor M Returning Visitor
Users New Users Sessions
Teee 19 18 20
» Behavior TT——— T
» Technology
o Number of Sessions per User ~ Pageviews Pages / Session
%2, Attribution *™ 1.05 50 2.50

Q Discover

Avn Seecinn Nuratinn Reunca Rata

There are various parts on the same dashboard that are only accessible when you
are running adverts. For instance, advertisements are linked to both the demographic and
interest data. It only functions when a visitor is logged into his or her Google account on
the different devices. Under cross device, you may find out more about the many devices

the same visitor uses to access your website.

Additionally, User specified variables and Custom variables are contained in the
section titled "Custom." With the launch of Google Analytic 4 properties, the newest

version of Google Analytics, both are being deprecated.

Benchmarking is a very interesting section under Audience Dashboard where you
can see how your site is doing over time in terms of traffic growth or decline from various
channels (social media, direct traffic, email, referral, organic search, display, paid search,

or other advertising) in terms of sessions, new users, and bounce rate.
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. All accounts > hitpsi/www.sideine.c. . . e L . .
.0 Analyt}cs www.side-line.com = Q, Try searching for "acquisition overview’ ' HH > B e
Audiences -
User Explorer y  Default
» Demographics = || Sort Type: | Default ~
» Interests Acquisition Behavior
@ Default Channel Grouping
°o Sessions ¥ %New Sessions New Users Pages / Session Avg. Session Duration Bounce Rate
» Behavior
5.95% # 18.85% = 23.67% % 45.31% % 55.46% # 35.00% «
» Technology 4,379 vs 4,656 56.18% vs 69.22 2460vs 3223 48 vs 2.7 00:01 00:02:06 79.01% vs 58.53
* Mobile 86.51% & 4.24% & 94.41% #* -43.04% ¥ 39.97% *
. 0 1. Social 1,037 vs 556 70.49% vs 67.63 73113376 1235216 89.87% vo 64.21
> Gl 40.66% 2.04% ¥ 18.48% ¥ 47.38% ¥ 63
) Custom 0 2 Direct 1,543vs 1,007 v 67.09 600 vs 736 151vs28 00:00:57 vs 00
- 5.33% -39.30% ¥ -36.07% ¥ -57.84% ¥ -52.87% ¥
~ Benchmarking O s Emai 257 vs 244 30.35% vs 50.00 78vs 122 47 Vs 3.48 00:01:19 v5 00:02:4
Channels 34.74% # 8.3 -49.69% ¥
n 4. Referral 248 vs 380 v 59vs3.17 &
Location - > 7Y
i -48.88% -37.53% 31.66%
Dovies O 5 Organic Search 1,237 vs 2,420 65 4 77.53% vs 58.88
-85.27% ¥ -45.79% ¥ -92.02% ¥ -56.68% ¥ 23.09% 61.95% &
» > Acquisition -100.00% ¥ -100.00% ¥ -100.00% ¥ -100.1
4! [J 7. Display 0vs 505 0.00vs 1.57 00:00:00 vs
» BE] Behavior i -100.00% ¥ -100.00% # -100.00% # -100.00% # -100.00% #
0] & Other Advertising Ovs 585 Qvs 478 0.00vs2.08 00:00:00 vs 00:00:44 0.00% vs 62.56%
ibution ™ ’ -100.00% ¥ -100.00% ¥ -100.00% ¥ -100.00% ¥ -100.00% ¥
S} Atribution O o PoidSearch 0vs 708 0Ovs 487 0.00vs3.28 00:00:00 vs 00.01:44 0.00%vs 53.25%
Q  Discover Show rows Got:[1  1-90f9 & >

Thic ronart was nenaratad an 4/93491 at 79920 DA - Rafrach Rannrt

Acquisition Dashboard

Understanding how those users found your website is possible thanks to the
Acquisitions dashboard. Three categories—acquisition, behaviour, and conversions—are

divided into the overview dashboard's multiple dimensions and metrics.

s X All accounts > http://www.averulle be = ‘ -
ry searching “Users today" : e
oAl Analytics  \www.averulle.be ~ S 9 Y e e
A Home
Top Channels Users Conversions
» 8%  Customization
M Direct i
REPORTS : ® Users @ Goal Conversion Rate
W Organic Search
4 100.00%
» ® Realtime M Referral
» & Audience
2 0.00%

v >+ Acquisition

Overview Apr 17 Apr18 Apr19 Apr 20 Apr21 Apr 22 Apr 17 Apr 18 Apr 19 Apr 20 Apr 21 Apr22

» All Traffic

» Google Ads

Conversions
» Search Console
» Social —
. -
» Campaigns Acquisition Behavior -
s Users 4 NewUsers Sessions Bounce Rate Pages / Avg. Session

» B0 Behavior Session Duration
» M Conversions 19 18 20 50.00% 2.50 00:01:12

1 m Direct 8

Set up a goal.
oo BETA To see outcome metrics, define
%2, Attribution 2 m Organic Search o I 2857 [ one or more goals.
o i
Q  Discover 1 10000% |

3 m Referral 5
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You may learn from acquisition data how many visitors your website receives from various
sources. Users' actions are reported by behaviour metrics, and conversion data shows

how users from various channels behave.

ts > httpif/w rulle.be

. All accour wwaverulle be o ) . .
N Ana\yt\cs www.averulle.be ~ Q, Try searching “Users today ‘ HH > I 6

ft  Home Search Console

» 8% Customization Clicks = | VS. Selectametric

Day Week Month
REPORTS ® Clicks

» O Realtime z
» & Audience

> >+ Acquisition

Overview

Mar 26 Mar 28 Mar 30 Apr 1 Apr 3 Apr 5 Apr T Apr 9 Apr 11 Apr 13 Apr 15 Apr 17 Apr 19 Apr 21

» All Traffic
» Google Ads Primary Dimension: Landing Page
~ Search Console Secondary dimension ¥ Q  ad d
Landing Pages Acquisition Behavior Conversions
Countries Landing Page 8 Average Goal Goal
pressions o Doston Sessions Bounce Rate Pages / Completions g var Conversion
Devices cks Session oal Value Rate
Qn
veries 391 11 2.81% 37 23 52.17% 217 0 $0.00 0.00%
» Social ¢ ; t
» Campaigns
1. /boeking-2/ 3102 (26.09%) 1 0.98% 59 2 100.00% 100 0 $0.00 0.00%
2, Attribution """
/2011/11/andere-woi-musea-in-d §
2. e-wijde-omgeving/ 83 (21.23 0 0.00% 64 0 0.00% 000 0 $0.00 0.00%
Q Discover
3/ B 77 (19.69 7 9.09% 1113 30.77% 246 0 $0.00 0.00%

You may analyze your data in a variety of ways using the other reports on the
Acquisitions dashboard, and other options focus primarily on other acquisition channels.
The most significant of these are the Search Console reports, which show you how visitors
found your website through organic search and the search terms they had used to find it.
This might be quite helpful to determine whether your major keywords actually do drive
traffic and whether any additional keywords surprisingly drive more traffic than you had
anticipated. The same is true for Social, which reveals which social media sites users use
to access your website.

Behaviour Dashboard

You can find more detailed information on user behavior in the Behaviour
dashboard, which also provides data on page views, session length, and bounce rate. It
is an addition to the Benchmarking section of the Audience Dashboard.
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Under the Behaviour Flow you will find what the average journey of a visitor is. You
can define the behaviour flow based on the landing page, the medium, the source, ...
Again, very useful to see if your internal traffic goes the way you want or if it shows that

some sections are not discovered as much as you want them to be.

accounts > http:#/www.averulle.be

Alla w.averulle be
i Try searching “Users today’ HE : 6
A0 Analytics  www.averulle.be ~ Q 2 U # oo
ff Home
» 8% Customization Behavior Flow Mar 24, 2021 - Apr 22, 2021
Automatically Grouped Pages ~  Level of Detail =  Export ~ Insights
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» (O Realtime O AJLI{SEJ“S . + Add Segment
» & Audience
» > Acquisition [: o Starting pages 1st Interaction 2nd Interaction
75 sessions, 42 drop-offs 33 sessions, 16 drop-offs 17 sessions, 10 drop-offs
~ B0 Behavior
- - = /boeking-2/ i
- 58 L] 13 i
Overview <@
Behavior Flow . T P
== (baschrijving-2/ 5
+ Site Content i -
+ Site Speed s —
. ——/f0t08-2/ LF]
» Site Search ()
=== beschrijving-2
» Events [
- 2011/4040¢ " 11 —averull mm /contact-2/
M PuUblisher % 5/.']1 #10i00... -averulie ﬂ ’5’?" 1110%c0 -averullel [ =0 S—
i e

Experiments

=, /BESChTVIng=2/ i oo
» M Conversions a4
. (2 more pag
2 Attribution *™ =, o il
Q Discover
contact-2/ w—/CONtACt-2/
5 i

The Site Content report displays a wide range of metrics pertaining to the various
pages of your website, as well as the volume of visitors to those pages. They consist of
metrics like bounce rate, average time on page, and page views. These measures have
a lot of potential. They let you know how well-liked your pages are. What are the
takeaways from this? The reports outline the types of content that are effective and the
types of material that need improvement on current pages.
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Conversion Dashboard

This section of the platform demonstrates how users of your website convert. The
goals you previously set up are connected to this dashboard. The summary report displays
the overall goal completions for your website as well as how they were distributed if you

had specified several goals.
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By using a dropdown menu, you can alter the overview report to concentrate on your goals

just like you can with all other reports.

Analvti s SETiRey Y v Top channe ¥ U L : [
Al Analytics 01, accelerate-agency.com... * Q 2 0 =

L Overview

0 1 5 ] 5
r:::s:omzcn Locaton chkwm Wm % Goal Completions
e} = i
Attribution

The Attribution feature of Google Analytics is connected to advertising and makes
use of the company's cutting-edge machine learning to more precisely assign credit to all
ad clicks that resulted in a conversion. But only marketers can use this tool. To help you

make more educated cross-channel and campaign-level budgeting decisions, this section
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compares attribution models. In order to comprehend the value of upper funnel ad clicks

in multi-click, cross-channel journeys, it also provides cross-channel conversion paths.
Discover

This is a section in Google Analytics which can act as a great resource. It offers
various tools and demos to better understand Google Analytics. Here are the ones we
advise to read and check in order to dive even further in the world of analytics:

e Custom Alerts: Set up custom alerts to email you when your data changes.

e Spreadsheet Add-On: Perform advanced analysis by pulling data directly into
Google Sheets.

e Analytics Academy: Learn analytics with free online courses.

e Analytics Help Centre: The official place to find tips and tutorials on using Google
Analytics and answers to frequently asked questions.

e Official Analytics Blog: The source for Google news and announcements on all
measurement and analytics products.

e GA Advertising Community: Official forums for all analytics products.

e Optimize: Simple and powerful A/B testing & website personalization.

e Campaign URL Builder: Easily add campaign parameters to URLS so you can track
Custom Campaigns in Google Analytics.

e Tag Manager: Simple, reliable tag management that integrates easily with existing
systems.

e Google Tag Assistant: Free Chrome extension that helps you make sure your
Google tags are working correctly.

e GA Debugger: Show useful information in the JavaScript console by enabling the

debug version of the Google Analytics JavaScript.

There are many other popular free web analytics tools such as HubSpot, Open
Web Analytics, Clicky, Amplitude as well as paid tools like Hotjar, Kissmetrics, SEMrush,
Matomo, Crazy Egg, Adobe Analytics and Chartbeat. According to Heinze, Fletcher,

Rashid and Cruz (2020) the most used analytics tools worldwide include Google Analytics,
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Google Universal Analytics, Google Global Site Tag, Meta Business Suite (Previously
Facebook Analytics), Google Analytics Event Tracker, Snowplow, Hotjar, Matomo,

Monsterinsights, Baudu Analytics, Adobe Analytics, Yahoo Analytics and Urchin.
10.5.3.2 Social Media Analytics

Almost all social media platforms have their own metrics which are also called
analytics and insights. Tourism and hospitality business that have a business account
can monitor the number of visitors, likes, link clicks, viewers, followers, daily active users,
monthly active users and many more. With the help of social media analytics, businesses
can see how their social media advertising or social media postings and content are

Table 4: Social Media Analytics Terminology

Expression Meaning
Reach/Impressions How many people were shown the post
Engagement/Actions on page Total number of times a user interacted with a page or post:

clicks, shares, replies, follows, likes, links

Engagement rate Number of engagements divided by impressions
Likes, fans, follows Times a user followed you
Clicks Number of clicks on the page, post, profile, hashtag, links,

attached media

Reactions Number of people reacting to, commenting on and sharing your

posts (like, retweet, shares).

Source: Hanlon, 2019, p.325.

performing. Specific social media analytics terminology is shown in Table 4 and some of
the social media analytics tools are briefly reviewed below.

Twitter Analytics

There are various reporting dashboards available in Twitter Analytics that are free
to use and measure each account's success. You may find analytics for each of your
Tweets on your Tweet activity dashboard. Each Tweet's precise number of views,

retweets, likes, and replies may be seen on Twitter. Twitter statistics track your account's
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visibility, followers, hashtag usage, and tweets. You can view the amount of engagement,
the number of clicks through, retweets, favourites, and replies in addition to data on the
impressions over the previous 28 days. You may download the complete data, which
includes much more information and displays time stamps for tweets. Your efforts may
not be as successful on Twitter as they would be on other platforms with a larger audience
because Twitter is still limited to a short number of characters and only accounts for a
small fraction of the market. Account Home, Tweet Activity Dashboard (TAD), Video
Activity Dashboard (VAD), Campaign Dashboard, and Conversion Tracking are among

Twitter's primary dashboards (https://business.twitter.com/en/advertising/analytics.html.).

Account Home: Your top tweets, mentions, and followers for any given month are
highlighted in the 28-day account activity summary that is shown on the account home
page. Tweets, tweet impressions, profile visits, mentions, new followers, tweets linked to
you, top tweets, top media tweet, top card tweet, top mention, top follower, etc. are some

examples of measured metrics.

Tweet Activity Dashboard and Video Activity Dashboard: Data about all tweets and
replies, promoted advertising, impressions, engagement rate, link clicks, Retweets, likes,
and replies, retention rate, view rate, and completion rate are collected in these

dashboards.

Campaign Dashboard: The impressions, clicks, engagement rates, and cost per result
are tracked through this dashboard. Target audience, individual campaigns, individual

tweets, and objectives can all be used to segment these data.

Conversion Tracking: By monitoring the activities users take after viewing or engaging
with their ads on Twitter, conversion tracking enables businesses to gauge the return on

their advertising investments.

Free features include these dashboards. Businesses can access it by

creating an account at either analytics.twitter.com or ads.twitter.com.
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Facebook and Instagram Analytics

Meta Business Suite is a potent analytics solution for Facebook and Instagram that
is still very new. It was developed to replace Facebook Business Suite and Facebook
Analytics, streamlining small business account management on Facebook and
Instagram. It provides a wide variety of data metrics that may be measured, including
likes, engagement, reach, and demographics. You can view and comprehend the
outcomes of your organic and paid social media activities on Facebook and Instagram
with the use of insights in the Meta Business Suite. To determine which Facebook Page
and Instagram techniques are effective and where you need to make changes, use
insights to view stats, trends, and image reports. You may then make the most efficient
use of your time and resources. Businesses need a business account and access to
https://business.facebook.com in order to use the Meta Business Suite. The following
metrics are provided for Facebook and Instagram by insights in Meta Business Suite.

e The "Insights" area of the Meta Business Suite provides information on the
coverage of each post as well as the total reach of the page on Facebook and
Instagram.

e The "Overview" page provides audience statistics. The amount of likes on your
Facebook page during the previous 28 days, broken down by age and gender, are
shown here.

e The "Results" column shows the evolution of Page Reach over time.

e The "Content" area provides detailed statistics on the number of likes, comments,
and reposts for each post.

e A target audience report is provided in the "Audience" section. You can create a
Facebook or Instagram audience profile based on the report data. The tool offers

demographic information including age, gender, the top cites, and the top nations.
YouTube Analytics

Businesses must comprehend their audience and how viewers interact with their
videos if they want to have a successful YouTube channel. You can learn a lot about your

audience through YouTube Analytics, including who they are, what they like, and the
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kinds of material you should make to succeed. If your company has a YouTube channel,
you can obtain YouTube channel data at https://studio.youtube.com. Under the Analytics
tab on YouTube, there are four sections: 1) Overview (displaying views, watch hours, and
subscribers); 2) Content (displaying views, impressions, impression click-through rate,
and average view duration); 3) Audience (displaying returning viewers, new viewers,
unique viewers, and subscribers); and 4) Research (displaying searches across
YouTube, your viewers' searches, and saved searches). You may track a variety of real-
time metrics with Google Ads reporting if you produce a video ad and set up a paid
YouTube advertising campaign. This tool offers an analytics dashboard that displays
impressions, website conversions, store visits, views, and clicks in addition to who you're
reaching. Businesses must have a Google Ads account in order to use Google Ads
reporting. On the plus side, YouTube Analytics has a user-friendly interface, thorough
information, and the ability to download statistics. On the down side, all other data have
at least a 2-day delay before statistics are displayed, with the exception of the real-time
portion. Additionally, many functions are hidden and require some digging to be found,

which is a problem with numerous Google services.

Numerous additional social media analytics platforms, including Hootsuite

Analytics, Iconosquare, Keyhole, and HypeAuditor, offer comparable features.
10.5.3.3 E-Mail Analytics

Email analytics is a method of tracking and analysing emails in terms of mail
delivery, engagement, and conversions with the help of software tools. Businesses can
understand the performance of their e-mail marketing campaigns and improve them over
time. There are paid and free e-mail analytics tools such as campaignmonitor.com,
emailit.com and mailchimp.com that tourism and hospitality businesses can use. Some
of e-malil tools also allow businesses to share their newsletter, offers or other information
through social media (Hanlon, 2019). Mailchimp is one among these programs: a
platform for marketing automation and an email marketing service. Businesses can use
Mailchimp to see which messages for email and advertisements were successful. It is a

very easy tool for beginners and is used by a lot of companies thanks to its integration in
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various shopping tools in order to execute its automation process. It works in most of the
web browsers, so you do not need to download it. General Data Protection Regulation
(GDPR)? rules should be respected at all time when using this and any other emailing
tool. Mailchimp is free for 2000 contacts and 10000 emails per month (with ads).
Businesses can import their own mail template, multiple integration with your current
online presence, access to complete comparative metrics. There is a dedicated module
for e-mail marketing (Module 9) and more detailed information about e-mail analytics is

given in that module.
10.5.3.4 Search Engine Advertising Analytics

Businesses can monitor the effectiveness of their paid advertising and
communication campaigns using search advertising analytics. Clicks, impressions,
average cost per click, click through rate, conversions, conversion rate, and cost per
conversion are common search advertising indicators (Hanlon, 2019). Google Ads is the
most well-known example of a search engine advertising analytics tool, but Bing, Yahoo,

Amazon, Trip Advisor, and Yelp also have their own versions.

In addition to the analytics tools mentioned above there are many other software
tools to capture and analyse online content and big data. These software tools can
capture and analyse both qualitative and quantitative data. Keywords, feelings and
sentiments can also be measured through such analytics tool. For example, online
reputation management tool of TRUSTYOU capture guests’ sentiments around different
topics regarding your business from online sources to reveal essential insights into the
guest experience. With Google Alerts, businesses can receive notifications every time
their names are mentioned anywhere on the Web. Google Alerts is completely free and
easy to use (https://www.google.com/alerts). Additionally, text can be analyzed to reveal

feelings in customer reviews and comments using tools like HubSpot's Service Hub,

2 European Commission. (2020, March). Rules for Business and Organizations. https://ec.europa.eu/info/law/law-
topic/data-protection/reform/rules-business-and-organisations_en
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Quick Search, Repustate, Lexalytics, Critical Mention, Brandwatch, Social Mention,
Sentiment Analyzer, MAXG, Awario, Talkwalker, Social Searcher, and Rosette.

10.6 Evaluating Online Performance and Taking Action

Once the data regarding online marketing metrics are collected with appropriate
online tools, they should be analysed and evaluated with regard to the key performance
indicators or metrics chosen for the digital channels. Different metrics can be used to
measure the performance of each digital channel associated with digital marketing
objectives. For example, number of views and likes may be good indicators for creating
awareness in the social media but conversion rates may be a better metric for measuring
the performance of a website. If digital marketing objectives are not met, corrective action
should be taken regarding the digital channel used, the marketing and communication

content, the design of the website or the goods and services offered.
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Supplementary Resources

e https://www.youtube.com/watch?v=VeRu6CVildE

e https://www.youtube.com/watch?v=9JjKucBpUCqg

e https://www.youtube.com/watch?v=mXcQ7rVn3ro

e https://www.youtube.com/watch?v=9m45nVsvvEY

e https://lwww.youtube.com/watch?v=bUe59yXheQ0

e https://www.checkfront.com/visualizing-your-booking-funnel-with-google-

analytics.

Google Analytics and GA4: Improve your online sales by better understanding customer

data and how customers interact with your website, Pittman, Christopher, 2021

Google Analytics Kickstarter Guide, Grigor Yovov, 2021

Social Media Analytics and Practical Applications: The Change to the Competition
Landscape, Subodha Kumar, Liangfei Qiu, 2021

Understanding Google Analytics for Business Growth: The Essential Guide to Google

Analytics for Businesses (360 Degree Marketing for Business Growth), Scott Jones, 2021

43


https://www.youtube.com/watch?v=VeRu6CVi1dE
https://www.youtube.com/watch?v=9JjKucBpUCg
https://www.youtube.com/watch?v=mXcQ7rVn3ro
https://www.youtube.com/watch?v=9m45nVsvvEY
https://www.youtube.com/watch?v=bUe59yXheQ0

0 RER Co-funded by the
W Erasmus+ Programme
MM of the European Union

digitourism

Assessment Questions

1. Which of the following tool can be used to measure the interaction of consumers
with a hotel’s website?
a) Facebook Analytics
b) Twitter Analytics
c) Google Analytics
d) Pay Per Click
e) E-Mail Analytics
2. If I want to measure the ad spent per keyword for hotel bookings, | should
a) link Google Adsense with Google Analytics
b) link Facebook Insights with Google Analytics
c) link Twitter Analytics with Google Adwords
d) link Google Analytics with Google Adwords
e) divide my spent by the number of bookings
3. To measure my site speed, | use
- asite speed checker
- the Behaviour tab in Google Analytics
- the Acquisition tab in Google Analytics
- my watch
4. Site speed refers to
- the speed of your server
- the speed of your plugins
- the speed of your html
- the speed of a page load
- the speed of script load
5. When a web page load is slow, | do not check the url structure.
(TIF)
6. To avoid being flagged for spamming the bounce rate of my mailing list should be
higher than 2,5%.
(T/F)
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7. Order the following steps of page tagging:
A. Deploy your tags.
B. Determine business requirements.
C. Maintain your website tagging strategy.
D. Document your tags and variables.

a) ABCD b) BDAC c) CDAB d) DABC
8. Please order the steps for managing web analytics and digital channel performance

A. ldentifying metrics or key performance indicators to measure and improve website
and digital channel performance.

B. Determining business needs and digital marketing objectives

C. Evaluating online performance and taking action.

D. Using appropriate tools and analytics software to collect and analyse data.
a) ABCD b) BADC c) DCBA d) DABC
9. Please match the concepts with the correct definitions

a) Click analytics 1) Data-driven approach to identify the key
touch-points where your customers have
b) Page tagging interacted with your company and products in

¢) Geolocation the course of buying stages

. . 2) Basic information on your audience’s
d) Customer lifecycle analytics
(website visitors) language and geographic

location.

3) Tool that allows you to mark or categorize a

page or groups of pages on your website.
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4) It is a feature that measures and reports
where people click or tap on websites, apps,

and emails.

a) a3,b4,cl,d2 b)a4,b3,cl,d2 c)al, b2,c4,d3 d)a4,b3,c2 dl

10. Please match the concepts with the correct definitions
a) Bounce rate 1) The cost of acquiring a customer online

b) Impressions 2) Number of times online content was

displayed to users
c) Pay per click

3) Percentage of visitors who only view one
d) Cost per conversion page on a website
4) A model of internet advertising in which
advertisers pay a fee each time one of their
ads is clicked

a) a3,b2,c4,dl b)a4, b3, cl,d2 c)al, b2, c4,d3 d) a4, b3, c2,dl
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