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Analytics and processing data can be hard to 
understand. Here are 4 tips to help you get started 
with your analytics.   
Tip 1. Pick a platform. There are various analytical platforms on the market, figure 
out which would best suit your website. 
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Savvy marketers already know that 
website analytics can deliver a new level 
of insight into how users react to different 
messaging.  However, before you jump into the analytics 
game, be sure you do the legwork in the early stages of set-up.  
Going beyond just the “basic” set up will help make sure your 
data is not only more accurate, but more actionable.  Here are 6 
points to remember to ensure you are getting the most out of 
your analytic data:

1. Set Goals
Clearly define what your primary objectives 
are for visitors on your website.  This can vary 
widely depending on your particular business 
model.  What is considered a “win”?  Without 
goals, analytics are not going to be of value to your website or 
your company.  

2. Learn To Funnel & Filter
Having analytics track your page views and activities 
can be useless if you don’t funnel/filter data. Chances 
are your website is visited by more than just your 
customers and prospects. To make analytics more 
accurate eliminate internal and vendor views.  Funneling 
or filtering can help you focus on customers and potential 
customers and allows you to exclude the IP ranges used by your 
company, web development and marketing agencies.

3. Measure User Interaction
Understanding what your business model (goal) 
is helps you understand bounce rate and time on 
site. These actions are different because a bounce 
rate is the percent of single page visits. Googling 
a website and then clicking the link to find out the 
site isn’t what you are looking for, so you hit “back” or close the 
browser is what constitutes a “bounce”. Time on page can also 
track a single page visit. For example, if someone googles “Blue 
Angels Air Show” and they are re-directed to “YouTube,” that is 
a single page view but they have the analytics set up to track 
time on page. If you click on a website and don’t perform any 
additional  action for a set amount of time, you can be timed out 
and considered a “bounce.”

Get Ready, Get Set, 
THEN Analyze - 
Pre-Analytics

4. Understand Your Audience Behaviors
Understanding a visitor’s behavior requires a look into their 
search terms used on your internal website search.  This will 
show what potential customers are looking for on your website. 
A proper Google Analytics internal search 
function will help website owners understand 
which content is being searched, which 
searches are yielding irrelevant results and 
which ones are helping the conversion process. 
Use this information to create a more relevant 
experience to visitors by exposing high converting content in 
strategic places and by adding content that is interesting to 
visitors.

5. Use Campaign Tracking
Make sure your site is tracking multiple 
acquisition channels like PPC campaigns, 
display banners, affiliates, email marketing 
and social network interactions.  A default 
Google Analytics set up will only recognize 
organic search, referral sites, and direct visits. For the other traffic 
sources to show in your reports, you need to modify the landing 
page URL so that GA can detect and categorize it properly.

6. Segment Your Data 
Most Google Analytics default reports present aggregated data, 
i.e. the overall visitor behavior. Remember, the average is not 
representative when analyzing a website as a whole – each 
segment is likely to have a significantly 
different behavior to the average. n
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Here is a look at the top 4 modern User Behaviors 
and Searches:

1. Users frequent websites from their mobile devices and desktop. 
It is a good idea to format your website to be user friendly for both. 
Most mobile searches are happening on smart phones vs. tablets or 
larger devices; users want quick and convenient. Make your website 
mobile friendly for on-the-go users.

2. Local searches create local results. Half of users who conduct 
a search for “near me” or in their city end up interacting with the 
business same day. Users know what they want, quickly finding you 
in a city near them is a jackpot.  

3. Ratings or reviews of a website or company have a stronger 
influence on women than men. Women are more likely to veer away 
from lower ranked results. 

4. Search keywords are becoming more specific and have grown 
past “who,” what,” and “how to” or “why”.  They integrate more of a 
point the person is looking for rather than a general statement. n

Tip 2. Divide the responsibilities.  Who is responsible for 
what and when? It is critical to get this right.

Tip 3. Set up a world-class testing team.  Having a 
testing team can help you understand what you are missing or 
what you need to fix. This might require developers, designers, 
analysts and usability consultants to succeed. 

Tip 4. Ask for help.  Analytics and data processing requires 
someone who has training and is an “analytics evangelist.” Ask 
someone to pull your reports, break them down, and present 
them to you. It is ok to have an outside source develop and 
present data. n

*MAI offers analytic services for website and mobile apps. We work 
with you to develop and create the information you want to know.
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Have any Questions?   

contact us at:
Marketing Alternatives, Inc.
155 Chesterfield Industrial Blvd.
Chesterfield, MO 63005

Tel:   636.530.0088
Fax:  636.530.1724

website:  
www.mai-stl.com

facebook:  
www.facebook.com/
marketingalternatives

twitter:  
@MAISTL

For Information On Website & Mobile App Development, 
Call MAI at 636.530.0088
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6NBAA Regional Forum .......... White Plains, NY .............. September 15, 2016

AOPA Fly-In- ......................... Battle Creek, MI ............... September 16-17, 2016

AOPA Fly-In- ......................... Prescott, AZ ..................... September 30-Oct 1, 2016

NBAA ................................... Orlando, FL ...................... November 1-3, 2016 

HAC ..................................... Edmonton, Alberta  ......... November 11-13, 2016
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Understand your Website Business Model  - Get Better Results
Identifying the type of company you are and creating a business model for your website will help you 
track your progress better. A business model is a “must have” for a company and its website. Analytics are 
about customization, development and understanding what information to track is key to be closer 
to answering the age old question, “Is my marketing working?” 

Understand your business model.  Identifying your business type will help you get to the point sooner.
•	 Do	you	want	to	sell	products	on	your	website	at	the	end	of	the	day?	That	is	E-Commerce. 
•	 Is	your	company	and	website	designed	to	give	information	as	quickly	as	possible?	That	is	Online Informational.
•	 Does	your	company	prefer	to	have	clients	call	for	services	and	pricing?	That	would	be	Lead Generating. 
•	 Will	your	website	provide	answers	to	questions	or	have	frequent	updates	of	information?	The	layout	of	that	business	model	is	a		
 Contributing Publication.
•	 Is	the	point	of	your	company	or	website	to	drive	awareness,	and	engage	loyalty?	That	would	be	Branding.

For example a company that engages in ecommerce sales, getting a user to convert to a sale is a clear goal.  After that, a secondary 
goal might be to ensure they are exposed to other product information (cross selling) in order to generate awareness for other 
offerings.

A service company may have different goals because they don’t actually sell products on their website.  A primary goal of a service 
company may be to capture lead and contact data for follow-up.  Or, present enough information to the user in order to prompt the 
action of contacting you.

Identifying these goals gives you the basis for setting up your analytics so you know when things are working and more importantly, 
when they aren’t. n


