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average margin, 231
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average pages per visit, 248, 248
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Note to the Reader: Throughout this index boldfaced page numbers indicate primary discussions of a topic. 
Italicized page numbers indicate illustrations.
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paid, 281
segmentation filters for, 172–174, 173–174
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embedded links within digital collateral,

129–130, 130
landing page URLs, 124–127, 127
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data collection, 14
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e-commerce reporting, 149
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site search, 150–151
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tracking, 262–264, 263
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percent brand engagement, 254
percent new vs. returning visitors, 
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bounce rates, 279, 280
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benefits, 62–63, 62
CRM systems, 208–209, 209
description, 37–38
GATC for, 107
hierarchical KPIs, 222–224, 223
Map Overlays for, 67, 68
by visitor type, 170, 174, 243, 243

custom campaign fields, 130–131
custom filters, 164
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exporting and scheduling, 38
importing, 107
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summary, 289
tracking, 159–160
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ga.js file

in GATC, 94
migrating to, 95
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Consultants), 10
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for multiple accounts, 97
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for third-party payment gateways, 121–122
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Gaussian distributions, 160, 160
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goal-driven website design, 153
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conversions. See conversion goals and rates
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high-value item latency, 23

high visitor recency, 254–255, 254
historical data, backups for, 99–100
hosting providers for client accounts, 102–103, 102
hourly reports, 59, 59, 313–315, 314–315
HTML email vs. plain text, 128
HTTP headers, 142
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images vs. text, 305
importing data

AdWords, 105
campaign variables into CRM systems, 208–210
limitations, 107

include filters, 165
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$Index values

calculating, 86
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inline filters, 53, 54
instances, event tracker, 132–133
integration with AdWords, 36
interface, 49

cross-segmentation, 62–63, 62
date ranges, 56–58, 57–58
discoverability, 50–51, 50
hourly reporting, 59, 59
navigating, 51–54, 51, 54
scheduled export of data, 60–61, 60–61

internal search. See site search
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259–260, 259
Internet world statistics, 258
interpretation
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URL tagging, 124–127, 127

language interfaces and support, 36
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to direct downloads, 202–203, 202
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tagging, 129–130, 130
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customizing, 178–179
differentiating, 180–181
Google Image search, 181–182, 182
relationships, 195, 196–197

search engine marketing (SEM)
ad version optimization, 316–318, 316–317
AdWords ad position, 308–312, 309–312
campaign optimization, 298–302, 300–301
day parting optimization, 313–315, 315
keyword discovery, 295–298, 297
and landing page optimization, 302–308
optimizing, 295

search engine optimization (SEO), 302–303
ethics, 307
principles, 303–308

Search Engines report, 296
search terms vs. bid terms, 29
section scripts in multivariate tests, 337
secure transactions, 117–120
security

data, 42
page tags, 25

segmentation
for hierarchical KPIs, 222–224, 223
importance of, 160–162, 160, 162

segmentation filters, 162–163
campaigns, medium, and source referrers,

172–174, 173–174
common, 168
content, 175, 175
creating, 163–165, 163
fields, 165–167
geographical location, 172, 172
known visitors, 168–170, 169
new visitors vs. returning, 170–171, 171
ordering, 175, 175
website traffic, 168, 169

SEM. See search engine marketing (SEM)

SEO (search engine optimization), 302–303
ethics, 307
principles, 303–308

servers
Apache. See Apache web server
caching, 19
data collection, 14
status codes, 186–187
tagging, 96

session cookies, 16
session fields, combining with pageview fields, 193
sessionizing visitor labels, 184–185
_setCookiePath function, 142
setHidden function, 209–210
_setSampleRate function, 146
setup errors in data accuracy, 20
_setVar function, 170, 183–185, 206
shared computers in data accuracy, 22–23
Site Overlay reports, 37, 80, 80

differentiating links to same page, 198–199,
198–199

limitations, 81
site search

enabling, 150–151
feedback from, 297–298
KPIs, 264–268, 265–267
reports, 38, 84, 84
success measurement, 289–295, 290–294

Site Search Overview reports, 264, 265, 289
Site Search Terms reports, 290, 290–291
Site Search Usage reports, 266, 266, 291–293,

292–293
Site Usage area, 52
small business users, 36
sort order, 52
Source Medium reports, 53, 54, 76–77, 77–78
sources

Entrance Sources reports, 280–281, 280, 282
segmentation filters for, 172–174, 173–174
Traffic Sources reports, 298

AdWords Positions, 81–83, 81–83
AdWords reports, 73–75, 74–76
Source Medium, 76–77, 77–78

sparklines, 50–51
square brackets ([]) in regular expressions, 55
stakeholders

brainstorming with, 215
mapping, 214–215

Standard Match term, 190
static landing page tagging, 125
status codes, web server, 186–187
Stern, Jim, 7
Stone Temple Consulting study, 24
subdirectories

cookies restricted to, 142–143
redirecting, 331

53120bindex.qxd  2/21/08  1:24 AM  Page 362



363

■
 IN

D
E

X

subdomain tracking, 138–140, 139
subscription-based content, 246

T
tabbed layout, 52
tagging

accuracy issues, 20–22, 20–21
auto-tagging, 105–106
banner ad URLs, 127, 127
e-mail marketing campaigns, 127–128, 128
embedded links, 129–130, 130
landing page URLs, 124–127, 127
limiting, 125–126
missing, 20–21, 24
in multivariate tests, 336–339, 336
pages, 14–16, 14, 25, 94–96, 95
paid keywords, 129, 129
performance with, 108
placement considerations, 24

temporal KPIs, 217
temporary redirects, 329
Terms of Service

client accounts, 102
on privacy, 41, 43

testing
ad versions, 316–318, 316–317
auto-tagging, 105–106
Website Optimizer for, 332

AMAT in, 333, 333
multivariate tests. See multivariate tests

text vs. images, 305
themes, keyword, 304
third-party ad tracking redirects, 29–30
third-party cookies, 17, 22, 24
third-party payment gateways, 107, 121–123
3xx Redirection status codes, 187
time-bound KPIs, 217
time on site, average, 247–248, 247–248
time requirements for web analytics, 7–8
time zones in hourly reports, 59, 315
timeline sliders, 58, 58
timeouts

controlling, 143–144
cookies, 25

title tags, 306
tools, 4
top 10 reports, 65

Ecommerce Overview, 70, 70
Funnel Visualization, 72, 73
Goals Overview, 71, 71
Map Overlay, 66–69, 66, 68–69
Site Overlay, 80–81, 80
Site Search, 84, 84
Top Content, 78–79, 79

Traffic Sources reports
AdWords Positions, 81–83, 81–83
AdWords reports, 73–75, 74–76
Source Medium reports, 76–77, 77–78

Top Content reports
bounce rate, 249, 249
error pages, 188, 189, 264, 265
$Index values, 274, 275
overview, 78–79, 79
site search engines, 266, 266, 294, 294

Top Landing Pages reports
poorly performing pages, 279–282, 279–280,

282
SEO, 303–304

Total Revenue section, 59
tracker scripts in multivariate tests, 337
_trackEvent function, 132–133, 135
tracking software compatibility, 106
_trackPageview function, 112

in GATC, 94
for site search data, 267
virtual pageviews

for dynamic URLs, 113–115, 113
for file downloads, 115
for partially completed forms, 115–116

_trackTrans function, 118
e-commerce fields, 324
for negative transactions, 124
for third-party payment gateways, 122

Traffic Sources reports, 298
AdWords Positions, 81–83, 81–83
AdWords reports, 73–75, 74–76
Source Medium, 76–77, 77–78

transactions
matching to keywords, 199–201, 200–201
negative, 26, 123–124
secure, 117–120
unique, 120–121

translating OKRs into KPIs, 218–219
TV branding slogans, 330
Twain, Mark, 30
2xx Success status codes, 186

U
_uGC function, 205, 210
unique order IDs, 321–322
unique transactions, 120–121
unique visitors, 30–31
unnecessary parameters, 148–149, 149
unparallel results as accuracy issue, 28–30
unreadable URLs, 39
urchin.js file, 95
Urchin software, 43–44

vs. Google Analytics, 44–46
historical data from, 99–100
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URL Builder tool, 126–127, 127
URLs

case sensitivity, 158
dynamic, 113–115, 113
for funnel tracking, 159–160
match types for, 158
for multivariate tests, 339
for offline visitors, 327–330
for PPC, 194–197, 194–197
site search parameters in, 151
tagging, 124–127, 127
tracking, 28
unreadable, 39

Use Defined reports, 183, 183
user-defined filter variables, 167
user privacy, 41–43
utm_ variables, 126, 317–318
_utm.gif file, 98
__utmx cookies, 112, 122

V
validator function, 120–121
values

for goals, 319
of pages. See $Index values

vanity URLs, 327–329, 328
variables

filters, 167
multivariate tests, 338
virtual pageviews, 114

variations in multivariate tests, 339–340, 339
vendor data as accuracy issue, 23–28, 27
virtual pageviews, 24

dynamic URLs, 113–115, 113
file downloads, 115
partially completed forms, 115–116

Visitor Trending section, 59
visitors

accuracy issues, 18–22, 20–21
labeling, 182–185, 183
Map Overlay, 66–69, 66, 68–69

visits
AdWords, 308

by campaign type, 236–237, 237
vs. clicks, 28
by medium type, 234–235, 235

volume of visitors and pageviews, 256

W
Web 2.0, KPIs for, 269–272, 271
web analytics overview

decisions based on, 6–7
information provided, 4–6, 5
ROI of, 7–8
for understanding, 9

web resources, 348
web server status codes, 186–187
webmaster KPI examples, 256

internal search, 264–268, 265–267
percentage of error pages served, 264, 265
percentage of visitors not using MS Internet

Explorer, 259–260, 259
percentage of visitors with broadband 

connection speed, 262–264, 263
percentage of visitors with English language

settings, 257–258, 257
percentage of visitors with high-, medium-,

low-resolution screens, 260–261, 262
percentage of visitors with non-Windows 

platforms, 260, 261
volume of visitors and pageviews, 256

Website Optimizer tool, 332
AMAT in, 333, 333
multivariate tests. See multivariate tests

wildcards in regular expressions, 54–56

Y
Yahoo! Keyword Assistant Tool, 296
YouTube, 271, 271

Z
zero percent ROI, 229
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