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SIGNS FOR NAVIGATION 

❖ Group Exercise 

♦ Individual Exercise 

I. Introduction to web analytics 

Web Analytics consists of the study of user behavior on the Internet. This information will help 

us in making decisions to improve the promotion and performance of our website. 

Web analytics is mandatory in online marketing, where the data collected must have meaning 

and must be in accordance with business objectives. If we cannot measure the results of our 

website, we are doomed to be uncertain about what is or is not working in our online 

marketing strategies. 

For example, it may be that the contact telephone of our company rings many times and many 

of those calls belong to users who previously visited our website. But we will never know how 

they got to our website and what route they followed within it before making the call. To 

obtain such valuable information we need to apply a correct methodology for measuring the 

results of our website. 

The evolution of advertising investment on the Internet is growing unlike investment in 

traditional media (press, magazines, radio, television, outdoor, etc.). Companies are taking 

resources away from traditional media to allocate them to online advertising. The reason? 

Why the Internet is more profitable on the one hand and because the results can be measured 

more accurately compared to other means. 

What can be measured can be corrected; And if it can be corrected, it can be improved. This 

leads to falling into a cycle of continuous profitability increase.  

Web analytics allows us to know if the money invested in a campaign on Social Networks or 

Search Engines, for example, is giving results. If the visits we bring from those traffic sources 

are profitable. To promote a website you can use various online marketing tools such as search 

engines, social networks, pay per click, email marketing, etc. In the end, we must opt for the 

tools that bring us more and better clients. If we do not have a measurement system applied 
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that tells us which is the tool that brings those customers at the lowest cost, we will never be 

able to optimize resources to obtain greater volumes of benefits. 

Web analytics is the ideal yardstick to evaluate the work of external online marketing 

providers. Almost everything can be measured on a Web and if it can be measured, it can 

demonstrate the effectiveness of things. 

There are no excuses to apply web analytics, the tools are cheap or free. There are more and 

more professionals training in this area. More and more webmasters programmers, marketing 

managers and managers are They are becoming familiar with Web analytics tools and 

techniques. We are waiting to start measuring and analysing the visits that come to our 

website. 

II. What is web analytics? 

It is the study of the behavior of users within a Web page. It is not only based on analyzing the 

traditional metrics of the statistics of a website, but it also measures more critical factors such 

as return on investment and usability. 

One of the main advantages of Internet advertising strategies is that any promotional 

campaign can be measured in great detail. The beauty of the Internet is that performance 

measurement is cheap, very accurate, and quick to monitor. By having the appropriate 

components at hand, we can obtain a comprehensive scorecard that is highly representative of 

the evolution of our Web portal. Web analytics is the best tool to confirm that our Web 

promotion strategy is heading in the right direction. 

Within analytics, we have several fields of research such as: 

- Web Traffic Analytics of my website 

- Competitor and market analytics 

- Specific analytics of the results of an online campaign such as banners, 

pay per click, email marketing, etc. 

- Analytics in social networks 

- Analytics focused on conversion (Heat Maps, form analysis, usability 

test, etc.) 
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III. Elements for web traffic analysis 

People (Web Traffic Analysts) 

The great forgotten of Web analytics. According to the expert in Web analytics Avinash 

Kaushik, in Web analytics there is a pareto law where it says that for every 10 euros invested in 

a Web analytics tool, 90 euros should be invested in the staff dedicated to extracting value-

added information from that tool. In short, the important thing about Web analytics is the 

person in charge of extracting the information from Web analytics programs and doing quality 

analysis. 

What to expect from a web analyst? 

The tremendous potential of research and exploration tasks explains that they constitute the 

tasks where the web analyst contributes the greatest added value. That is why all those 

qualities and experiences that facilitate logical reasoning from large volumes of information 

will be especially welcome in your role. This is where data mining, business intelligence and 

intelligence are framed Of customers. But also common sense (how important!), The ability to 

synthesize (both graphically and numerically) and a business sense of smell. 

Two things must necessarily be added to these qualities and experiences: A knowledge of 

certain essential disciplines in the management of an online business and a deep 

understanding of the industry itself. Essential disciplines of the online business include SEO, 

SEM, social media, usability, copyrighting and the basic operation of the World Wide Web 

(protocols, cookies, forms, sessions and content structure). 

Finally, something else should be clarified: the web analyst is not a computer programmer. 

This is not necessarily someone capable of implementing the tracking code of a tool or 

developing JavaScript functions for the collection of additional data (which should be 

delegated to professionals). 

Tools 

A web analytics program or tool is an instrument to help us make decisions that improve our 

website. Not having any web analytics system is equivalent to having a store and closing your 

eyes every time a customer walks through the door. There are many online traffic 
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measurement tools, some free and others paid. Not all of them have the same functionalities 

and or all of them measure the traffic exactly the same. 

The main web traffic analysis tools or programs are: 

• Google Analytics. 

• Omniture. 

• Yahoo Analytics. 

• Urchin. 

• Nielsen Net Ratings. 

• Piwik 

• Weborama. 

• Hitlinks Net Applications. 

• Weboscope. 

• Webtrends. 

• Yandex Metric 

IV. Setting Goals: First Step of Web Analytics 

When starting a web page, we must be very clear about the strategy that we are going to 

follow and the “why” and “for what” we want to have that web. We have to define the 

purpose of the Web. 

The objectives of a Web are linked to the business model in which the site is framed. Let's look 

at the different assumptions: 

Objectives of a website according to its typology: 

 

Online store Services Portal Content portal 

Sales via the Web Obtain the highest number 
of "Leads", that is, obtain 

requests for quotes through 
the contact form on the Web 

Obtain the highest number 
of visits and page views, 
which makes the portal 
more attractive to sell 

advertising to its advertisers 
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Goals are always directly linked to earning income. In the case of an online store, the objective 

is the transactions, the purchases made in it. In the case of a service portal, such as a 

fumigation company, the main objective of the Web is for visitors to fill out the request for a 

quote form or request an appointment with a vendor. This is what is known in online 

marketing as "leads". Finally, in the case of an online newspaper, whose main source of 

income is banner advertising, its main objective is to obtain the highest level of web traffic so 

that it is easier for it to sell its advertising space. 

Always the first thing, is to be very clear about the objective of the Web to be able to advance 

in the efficient measurement of the Web site. 

 

V. Identify KPIs 

KPI is the acronym for Key Performance Indicators, which can be translated as Key 

Performance Indicators. KPIs are metrics or quantitative indicators that reflect that the 

website's objectives are being achieved. 

KPIs should help define and measure progress towards company goals. They have to show 

whether the company is achieving its business purposes. 

Web analytics offers us many metrics to take into account but KPIs are a small group (no more 

than 8-10) metrics that are widely taken into account to verify that the Web business is on the 

right track. 

Not all the metrics that Web analytics tools give us are KPIs, but all KPIs are metrics. KPIs have 

to be numbers, easily understandable, that help us make decisions about the Web. 

As in the case of objectives, KPIs are usually closely related to the type of business model and 

the type of the Web. 
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Online Store Service Portal Content Portal (Blog, online 
magazine online 

newspaper) 

Sales 
 

Total Visits 
 

Sale of Advertising Banners 
to Advertisers 

No. of sales / Visits Total Visits Pages Total Page Views 

Total Visits 
 

No. of contact forms filled 
out and sent 

Total Visits 

Visits to the product sheets 
 

Number of downloads of the 
technical data sheet services 

Total Visitors 
 

 Number of calls asking for 
services 

Recurring Visitors 

 

The evolution of the figures of these measures on a continuous basis can allow detecting 

business opportunities as well as correcting or fine-tuning the Web to achieve the objectives. 

Once the KPIs have been defined, the next step is to configure our Web traffic measurement 

tool so that it correctly measures the KPIs and more metrics related to these performance 

indicators. 

 

VI. Web Dashboard 

A Web Scorecard is a canvas where the KPIs of a website are displayed in a summarized and 

easy-to-understand way. 

An explanation of what KPIs are and the use of dashboards outside the Web world could be 

the following: Let's imagine that our business is a school, we would have metrics such as 

“number of students”, “hours of study”, “origin of the students"… 

One day we receive a visit from a parent, who wants to know the current situation of the 

school, in this case, although we could offer him a hundred reports, it is very likely that a) He 

does not have time to read them b) They overload him with little relevant information. 

What we should offer you would be a series of KPIs that give a global vision of the school such 

as “Percentage of passed”, “Rate of admission to university”, etc. 
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For us, the school is our website and the father can be the director of marketing, sales. 

With the KPIs we have to get a worker, who has no relation to the world of Web Analytics, 

understand the situation of our business. It is advisable that the KPIs are always displayed 

together with the previous KPI (for example, previous month) since this way we will know if 

the positive efforts are having results. It is also important that the number of KPIs is not very 

high. 

Example of Web Dashboards: 
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VII. Web traffic metrics 

Traffic metrics are numbers or ratios that indicate the average behavior of users who enter our 

website. The main ones to take into account are: 

Visitors, Unique Visitors or Unique Users 

A unique visitor should theoretically come close to estimating the total number of different 

people who enter a website. If a visitor enters a site 3 times, it is still counted as a single 

unique visitor. There are statistical systems that measure monthly unique visitors, that is, the 

number of visitors that have entered a given month. If in the same month a visitor entered 9 

times, it is counted as a single unique visitor. If a search engine optimization campaign is 

successful, the number of unique visitors should grow since one of the main sources of growth 

would be visits from search engines. 

Depending on the web traffic program, the unique visitor is measured with different 

methodologies. In the case of Google Analytics, it is measured through cookies that are 
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inserted in the user's web browser that has entered through their computer and a specific web 

connection. Cookies are a small piece of information sent by a website, which are stored in the 

user's browser of the site, in this way the website can consult said information to notify the 

site of the user's previous activity. 

If the user disables cookies in his Web browser, Google Analytics does not record anything 

from this browser. 

Visits or Sessions 

A visit is the number of times a unique visitor enters a website. The number of visits will always 

be equal to or greater than the number of unique visitors. A single user or visitor can make 

several visits in a day, in a week, in a month, etc., but it will always be the same unique visitor. 

A visit involves entering several pages within a website. If a visitor in one visit has seen five 

pages of the portal, it will continue to be the same visit. Ultimately a visit can involve several 

page views.  

 

 

 

 

 

 

 

 

2 visits this visitor has recorded 

Pages Views 

It is the number of pages a user navigates when visiting a website. Equivalent to the number of 

page impressions on a website. Page views will always be equal to or greater than the number 
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of visits and consequently the number of unique visitors. If a user visits a website and browses 

five different pages, the number of page views will be equal to five. 

 

 

 

 

 

 

 

3 Pages Views 

 

 

 

 

 

 

Visits per Visit Pages 

It consists of dividing the number of page views between visits. This gives us an average of the 

pages that are reviewed in one visit. The greater the number of page views per visit, it is 

understood that the user has a greater interest in the contents of the website. 

Depending on the type of website and its architecture, one website may have a higher average 

number of page views per visit than another. For example, a real estate portal type 

www.idealista.com has a higher number of page views per visit than a classic corporate portal. 
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The normal thing is that a user in a real estate portal compares several pages of property files 

and it generates many page views. 

The important thing in this case is to know that data, and make changes to the Web to 

increase that ratio. 

Average time on site or length of visit 

Another representative indicator of the loyalty power of a website is the average duration of a 

visit, which is not more than the average minutes that a visit lasts on the site. The longer the 

visit lasts, it is presumed that the contents of the portal are more attractive to users. However, 

depending on the methodology used by each web statistics software, the actual visit times will 

be counted. Normally a maximum visit time is stipulated depending on the click times a visitor 

makes on each page. This is done to protect yourself from those visitors who leave the page 

open and do not continue reading or consulting it. This value is one of the most difficult to 

estimate accurately. 

 

Dropout or bounce rate 
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This indicator calculates the number of visits that only saw the first page where they landed 

and left the website. At higher abandonment rates, it is presumed that the visits that have 

arrived were not qualified or were not interested in our content. 

 

 

 

 

 

 

 

Recurring Visitors and New Visitors 

Recurring visitors are visitors who have visited our site at least 1 time. New visitors are those 

who access our website for the first time. Let's take an example to better understand these 

metrics. 

Example: Period: from May 1 to May 31 

User A visits www.dominio.es for the first time on May 1 and accesses the website again on 

the 15th and 30th of the same month. 

User B visits www.dominio.es for the first time on April 15 and accesses the website again on 

April 15 and 30 of the same month. 

Results 

User A is counted as a new visitor on May 1, and as a recurring visitor on the 15th and 30th of 

that month. 

User B is counted as a recurring visitor on May 15 and 30. 

Conversion rate 
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It is the percentage of visits in which the user performs an action that you have defined as 

important to your company. In the case of Google Analytics, conversions can be configured 

through Goals. 

VIII. Where do we start a web traffic analysis? 

Every time we stand before our website with the intention of analyzing it, we ask ourselves: 

where do I start? The task of starting to measure and analyze seems very complicated to us, 

we have many pages, many links, and we do not know how to deal with them. 

The first thing is to know the website and the business. In addition to getting to know the 

business, you have to know the Web in depth. Know each of its sections and main contents. 

The first thing is to focus on the long-term trends of our visits and visitors, we seek to know 

seasonality, patterns and above all to have an idea of how they see the web from outside. How 

many return? (repeat visitors) How many do we draw attention to? (new visits) How many 

pages do you usually consult? (pages per visit) How long do they stay? (average length of stay) 

How many go ahead? (bounce rate) How many buy? (conversion rate) and so on. Without 

segmenting yet, we have to know our website globally, not to make decisions, but to 

understand and learn where we are. 

Once we have the global data, it is time to start segmenting to understand well where the 

business is coming from and the foundations of the strategy that we follow online. We will 

normally segment by Traffic Sources. It depends on the percentage of each source of origin 

that brings us traffic, we will know what we are spending the money on. Do we have a good 

SEO? Is Adwords our main source of acquisition? Do they talk about us and do we have a good 

network of referrers? Do we manage multiple campaigns? Do they adore us and our strong 

point is the traffic that reaches us directly? Do we need some kind of investment? 

Let's go a little further, let's delve into the keywords that come to our website, both those that 

include our brand and those that do not, and segmenting by organic or paid traffic. How does 

our branding work? Are our keywords interesting? Are they looking for us for what we want 

them to find us? 

All this must be analyzed both at the level of traffic volume and the level of income obtained. 

Knowing the origin of our traffic we can identify the type of visits that come to our site and 



PMTC.  
Project Management Training Course for Small Non-profit Organisations in Europe  
Erasmus+2019-1-PL01-KA204-065494 

 
 

  

 

 

16 
 

 
 

 

even guess their intention when visiting us. With only these three steps we will have a 

concrete idea about the type of website we are analysing.  

Now is the time to focus on the goals we are pursuing with the website. Let's take a quick look 

at the website to see if we can answer the million dollar question "Why and what does this 

website exist for?" We need to find out what we want to achieve globally with the site and 

take notes on whether or not the calls to action are correctly indicated on the main pages. For 

this, we will take from the Content report the most visited pages and through which the web is 

entered. Where do they come from? What is our star content? Where do they go after 

entering the website? Do they follow some kind of pattern? Where are they going? Contrast 

these data ALWAYS looking at the page in question. Trying to get under the user's skin to 

identify possible points of improvement, at the level of design, usability or all at once :) 

Identify the most important process on the web (the one that best fits with the main business 

objective) and follow it step by step, page by page (if there is not already a conversion funnel) 

to know the status of our main challenge. 

We have to keep in mind that there are two basic strategies to optimize our conversion rate, 

or reduce the number of pages in the process or optimize the pages individually. We must 

know what we are up against. 

The most important thing about this methodology to do a basic analysis is not really collecting 

metrics, that is easy with any web analytics tool, but interpreting them and being able to 

transform that data into knowledge. We are sure that along the way we find things that 

surprise us 

IX. Web Traffic Analysis and Reports 

Origin of the Visits 

The first thing is to measure where the visits come from, and above all, where the quality visits 

that generate conversions come from. 

Origin according to Traffic source: 
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Visits from search engines 

Most Web statistics systems break down the origin of visits that come from search engines. A 

well positioned portal in search engines should be able to get at least 50% of visits from search 

engines. If our SEO campaign is working correctly, we will observe how, month by month, the 

participation of visits from search engines is increasing. 

Another interesting parameter to measure is to see the distribution of visits by search engine. 

Know exactly what percentage of search engine visits comes from Google, Yahoo !, Bing, etc. 

These are data that can diagnose us if we are positioning ourselves correctly in the main 

search engines of the market. The distribution of the search engines in our web portal must 

resemble the real distribution of the market. For example, in Spain 95% of searches are carried 

out through Google, so our Web statistics system should indicate that more or less that is the 

percentage of visits we get from Google. If that value is much lower, we are having positioning 

problems in that search engine. 

Visits from natural results versus sponsored results in Search Engines 

When we run a sponsored links campaign in search engines, it would be convenient to analyze 

of the total visits from search engines, which ones originate from said sponsored links 

campaign and how many visits originate from natural or organic positioning. For example, the 

Google Analytics statistics program can separate visits from natural results versus visits from 

sponsored link campaigns on Google. 

 

Search terms that originated the visit 

Search terms are those phrases or words entered by Internet users in search engines (Google, 

Bing, Yahoo!). Some Web statistics programs register a list of the keywords used by users in 

the search engines that originated the visits to our site. This indicator is an excellent market 

study to know the content that our potential clients demand. This metric is also in high 

demand to improve the search engine positioning of our Web portal. 
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Direct traffic: 

It refers to the traffic generated by users who directly type the address of your web page, or 

click on a link in the browser's favorites. 

Referring Websites 

It is the traffic that reaches your web page when a user clicks on a link or link from another site 

as long as it is different from a search engine. 

Social networks (Facebook, Twitter, Linkedin, Youtube, etc.) are usually included in this group 

of web pages that give us traffic. 

In the reference web traffic report we can separately identify each of the websites that are 

giving us visits. 

 

Traffic sources by geographical origin 

Practically all the software packages used for the analysis of web traffic allow us to know the 

geographical origin of the visits that come to our website. This location is done by the IP 

number of the connection. Suffice it to say that every time we connect to the Internet, we do 

so through a unique number called an IP address. These numbers are distributed worldwide by 
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zones, so that knowing the IP number can, on many occasions, approximate the origin of a 

visit. 

Given the above, reports can be generated that tell us the quantity and quality of visits that 

come to us from different countries and also from different cities within a country. 

This information helps us to identify opportunities in new countries and see in which countries 

are achieving better results to enhance our targeted promotional campaigns. 

 

Visits that come through mobile devices 

It is also possible to measure the number and percentage of visits that come to our website, 

through any mobile device (tablets and mobiles). The report additionally gives us the details of 

the visits that come from each device name. 
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If we see that the proportion of visits by mobile devices grows, we have to make sure that our 

website is comfortable to view on a mobile phone and on a tablet. 

X. Reports associated with the Analysis of User Behavior within the website 

Ranking of most viewed pages 

A website is made up of several web pages, which differ in the number of times they are 

visited by users. Many web statistics programs list the page views in a day, a week, a month, a 

year, and so on. 

The interesting thing about this list is that we can order it from highest to lowest traffic in 

order to know which are the most visited pages of the website. In most cases the home page is 

the most visited page of a website. This indicator is extremely valuable to know the contents 

that arouse the most interest in users who visit the website. 
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Report of "Use of the Browser" 

Find out which browsers your site visitors use. It is convenient to check that the content of 

your site adapts to the software and the functionalities of its users. Optimizing your site to 

offer the right technical capabilities will make it more attractive and useful, which can lead to a 

higher conversion rate and more sales. 

For example, if through this browser use tool you verify that 15% of your users use the 

Internet browser Firefox, you will have to verify that your website is indeed viewed correctly in 

this type of browser. Today many Web pages do not validate for all the most used browsers 

(Internet Explorer in its different versions, Firefox, Opera and Safari). 

Using the screen resolution report 

Screen resolution is the number of pixels that can be displayed on a user's screen. In Web 

analytics programs there is a report in the The screen resolutions of the users who access your 

website are displayed. When designing a website, take into account the screen resolution used 

by most users and adapt the site so that it can be visible by as many users as possible. 
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For example, if through this screen resolution tool you verify that 25% of your users use 

monitors with a 1280x1024 screen resolution, you will have to verify that your website actually 

looks correctly on this type of screen. Today many web pages do not look good for most of the 

screen resolutions of your target audience. 

Visitors path within the website 

We can also visualize the main routes that our visitors take and check that they coincide with 

the desired routes so that they finally reach the page where the conversion is generated. 

That way we can see where the main visitor leaks occur and take action on it. 

 

 

 

Landing pages 
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It is the page that a user reaches after clicking on an ad on the Web, a link from another page 

or from a search engine result. It is the first page of our site that receives the user. 

Through web analytics tools we can measure the main landing pages that attract traffic to the 

website. Landing pages are our best sellers, as they are the pages that bring us the most visits. 

 

XI. Google Analytics: Preferred Tool for Measuring Web Traffic 

Google Analytics is a free website statistics service designed by Google. With the arrival of 

Google Analytics to the market, the excuse that measuring website traffic is complicated and 

expensive is eliminated. Google Analytics is free and easy to install. 
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Google Analytics is a free statistical tool that allows you to analyze your website traffic, track 

the users of your site, as well as the performance of your marketing campaigns, both AdWords 

campaigns and natural positioning campaigns in search engines. 

This advanced web analytics tool contains easy-to-use and clear graphical dashboards. You will 

know in detail the behavior of visitors to your Web page and you will be able to know which 

parts of it they like or which need to be improved to increase sales. Google Analytics 

incorporates all the functions of a high-performance analytics product. It is fully compatible 

with AdWords, which allows you to obtain the indicators on the return on investment. 

 

Google Analytics installation 

It is very simple and fast to install Google Analytics. Steps to follow: 

1) I will create a Google account (If you already have a Gmail account, that same account will 

work for us) 
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2) We enter the address www.google.com/intl/es/analytics  and write our username and 

password. Then we click on "Access" 

3) We begin to fill in the configuration form. We fill in the fields: Account Name (Identifying 

name of the page to be analyzed, Website's URL (page URL), Time Zone (Your time zone). In 

the Data Sharing Settings section, you must choose if you want to share anonymously with 

Google the statistics of your site, for the study of the same We accept the conditions of use 

and click on Create Account. 

http://www.google.com/intl/es/analytics
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4) Once this is done, we are already registered in Google Analytics and we are provided with 

the javascript code fragment that we must paste on our page to track our visits. 

 

 

5) Finally, we open the HTML code of our page and paste the javascript fragment provided 

inside the <head> tags or as Google quotes "just before </head>" 

6) Ready we are done. In one day, the Web traffic data will begin to be recorded in our Google 

Analytics account. 

XII. Setting Goals in Google Analytics 

The objectives are a mechanism to measure the Conversions of a Site. A conversion is the 

process in which a visitor performs an action of special interest to your business and / or 

website. 

For practical purposes, an objective can be simply a page viewed, which users reach after a 

certain action, for example, registering as a user, making a query, filling in a form, making a 

successful purchase or completing a download, among others. . 
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The Google Analytics Goal Conversions indicator measures the ability of your website to 

achieve the business goals for which it was created. These goals represent a page that your 

visitors access after completing a key action such as filling out a form or making a successful 

purchase. 

Currently Google Analytics only allows setting 4 objectives (G1, G2, G3, G4) per Web, so it is 

highly necessary to choose them carefully and define the URL of the page (s) that you want to 

measure. 

To configure an objective, you must enter the account administration section, and then the 

objectives tab. 
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After configuring the objective, we can already see the results of the objectives achieved from 

that day that the configuration has been made. That is why it is very important to have set the 

objectives as soon as we have the Web activated. 

To access the Objectives report go to the navigation menu, clicking on the Objectives tab> 

Overview. In the panel you will find a calendar to select the time interval you want to measure. 

A panel will open with the graph of the conversions (goals achieved) in that period of time and 

at the bottom you will find the number of conversions per configured goal. Use the chart to 

identify conversion trends for any of your goals, all of your conversions, and their value. 

 

You can click on each objective to expand the information on each one and analyze other 

indicators. 

Clicking on an objective will open a new panel with Objective Information, a graph with the 

achievements of the objective achieved over time. 

At the bottom of the graph you can select the configured goals from the drop-down menu and 

you can see more specific information for each goal, such as conversion rate and 

abandonment rate. You can also analyze the profile of users who have reached the URL (s) of 

the website (s) that have been configured. 
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NOTES 

Your notes here 
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NOTES 

Your notes here 
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