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Why are we writing this guide?

A significant percentage of our clients feel overwhelmed by marketing 
data. And we have often felt exactly the same way as the variety of 

data points available to measure your web traffic has exploded. 

But after more than a decade of managing complex, multi-channel market-
ing campaigns for a wide range of clients, we’ve found that there are really 
only ten (yes 10) key numbers that marketing managers need to watch on a 
regular basis.

We are writing this guide so you can begin to focus effectively on the big 
picture and guide your team to online marketing success.

There are many, many dimensions you can examine in trying to under-
stand how best to maximize your online opportunities. Delving into these 
details is a task best left to the line staff who are experts in a particular 
piece of your marketing mix. 

Your job is to understand the big picture and guide your staff in strategi-
cally effective directions – let them handle the tactics.

Why You Should Use Google Analytics? 

Most managers and chief marketing officers know that Google Analyt-
ics is a free service that allows you to track the traffic to your web-

site. There are a number of tools on the market that will allow you to track 
more detail or give you greater flexibility in creating reports, but the basic 
version of Analytics is a superior first choice for the majority of marketers 
because:

It is easy to set up. Creation of your google analytics account can take as 
little as 15 minutes plus the turn around time to have your IT staff install a 
small piece of code on your web pages.

It is free. The basic version of Google Analytics is incredibly powerful and 
meets all of the tracking needs of most companies.

It is powerful. You can easily set up Google Analytics to track specific 
marketing goals like lead capture, ecommerce sales, events and more. You 
can also analyze almost every facet of your web traffic. 

It is customizable. As your staff gains confidence in using Google Ana-
lytics, you can customize high level reports for leadership/management as 
well as extremely detailed reports for use by your staff.

What You Need:

To use this cheat sheet effectively, 
you will need an active Google Ana-
lytics account for your website and 
a login with at least “Read” access. If 
you don’t have those things handy, 
ask your IT department. 

Who Will Benefit:   

This guide is for marketing manag-
ers and leaders who are responsible 
for the success of their online mar-
keting campaigns.

What You Get:

This Ultimate Cheat Cheat consists 
of the PDF file you are reading 
now and the accompanying excel 
spreadsheet. There is also a series of 
follow-up emails that explain core 
elements of the Google Analytics 
interface. 

If you have only this document and 
would like the excel sheet and the 
email series, send a request to:

andy@abeedle.com 

or visit 

abeedle.com/AnalyticsCheatSheet

Time to Read & Implement:

25 Minutes
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How to Use the Spreadsheet

The accompanying spreadsheet contains a printable, two-page report. Whoever prepares the report for you will log in to 
Google Analytics and look up and record the data outlined below. We recommend creating this report on a monthly 

basis and having the prior month’s report on hand to simply cut and paste data into the appropriate cells.

The two pages of the spreadsheet contain the 10 numbers you need to 
know so you can effectively guide your online marketing strategy.

1.) Users are distinct visitors to your site.

2.) Sessions are distinct visits to your site over a period of 
time. A session can involve a user visiting more than one page.

3.) Sessions per User shows you how many times the 
average user visited your site.

4.) Duration is the length of the average session.

5.) Channels are the major types of traffic to your site. 
They include searchers you type your web address into the 
browser, visitors from search engines, and people visiting 
from the major social media sites.

6.) Referring Sites are sites whose pages have links to your content.

7.) Goals are specific behaviors or events that you set up in the 
Analytics admin interface. If you are not using goals, then don’t 
worry. The other numbers will still help. If you would like help 
understanding goals and setting them up, then just give us a call.

8.) Landing Pages are the pages where most users first en-
counter your website.

9.) Keywords are the terms that users type into search engines 
when they discover your site.

When you enter this month’s and last month’s values for 
each of your key numbers, the spreadsheet will auto-
matically calculate the percentage change and indicate 
whether that change was positive or negative. It will also 
calculate the different ratios for you.

10.) Bounce Rate is the percentage of visitors who visit only this 
page and then immediately leave your site.
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Finding the Numbers in Analytics

Start by logging in to Analytics and selecting the Reporting tab. Then choose the date range you want.

Click “Audience” in the 
left hand menu and se-
lect Overview. Now, you 
can record the numbers 
for Total Users, Sessions, 
and Duration.

To find out how many of your visi-
tors were new users, click “Behavior” 
under the Audience menu, and then 
click “New vs Returning”. You’ll see 
the number of new users (Google 
calls them ‘visitors’ here) and record 
it in the spreadsheet.
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Select “Acquisition” 
from the left hand 
menu, then select 
“All Traffic”, then pick 
“Channels”. Make 
sure “Default Channel 
Grouping” is selected. 
Then you can record 
the amount of Direct 
traffic to your site.

Next, click “Organic Search” and 
then click “Source”. From here you 
can record your traffic from the 
Google, Yahoo, and Bing search 
engines.

Click the back button on your 
browser, then select “Social” from 
the Default Channel Grouping 
report. Make sure that “Social 
Network” is selected. Now you 
have the numbers you need for 
your traffic from each of the major 
social media sites.
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Click the back button again and then 
choose “Referral” from the Default 
Channel Grouping. This will give you a 
list of the other top sites that link to your 
content. Just pick the top three.

Now choose “Conversions” from the left hand menu. Then select “Goals” and “Overview”. Here, you only need to record 
the number of Goal Completions for your top Goals. The spreadsheet will calculate the rest.
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You’ve finished the first 
page! Now two more 
screens in Analytics and 
you are done. Choose 
“Behavior” from the left 
hand menu, then select 
“Site Content”, then 
select “Landing Pages”. 
Now you have a listing 
of the top pages that 
visitors use to enter your 
site. Record the Sessions, 
Users, Bounce Rate, and 
Duration in the chart on 
the second page of the 
spreadsheet.

Finally, you will record some data about the keywords people use to find your website. Analytics now gives you keyword data in 
the “Search Optimization” section of the “Acquisition” menu. Click on “Queries” and you will get a listing of the top keywords that 
people typed into search engines when they found your site. The column we care most about is “Clicks” (circled in red), so you 
will click on that column header so that Analytics displays the top keywords for your site based on the number of clicks gener-
ated. For our purposes, a click is the same thing as a user or visitor. You can record impressions (the number of times your listing 
showed up in response to a search), the average position of your site when it showed up (this is often called your “ranking” for a 
keyword), and the Click-thru-rate (the percentage of times someone visited your site in relation to how many times it showed up 
in search results). All of these numbers are worth looking at -- but for the Marketing Manager, what really matters is how many 
visitors came from your top keywords.
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To be sure, there is a vast wealth of meaningful and useful data captured by Google Analytics. And that trea-
sure trove is far bigger than what we track in this Cheat Sheet.

But, Analytics data is so dense and so detailed that it is common for marketing leaders to have so many numbers 
in front of them that they cannot easily grasp the big picture of “How are we doing?” Leave the detailed reports 
for the members of your staff who need to find out why traffic is down in a particular area. Your job is to identify 
what is working and what isn’t and to direct your team in finding solutions and strategies for success.

You now have the numbers you need to guide and 
manage your online marketing strategy. What Next?

We encourage you to concentrate on just tracking and discussing the numbers offered here for a few months 
before deciding to analyze more detailed reports on a regular basis. Use this Cheat Sheet to get the 10,000 

foot view of your web traffic and then assign deeper analysis and solution development to your staff. 

If you or your staff need help understanding some of the data tracked here, you want to know how to set up 
Goals, or you just want a better sense of the additional data points you can measure using Google Analytics, we 
encourage you to get in touch with us or search Google’s very detailed and helpful guides on the web.

Want Effective & Customized Tactics for Your Online Marketing?

Contact us for a FREE 1/2 hour phone consultation. There is no obligation and no sales 
pitch. Before the meeting, we will review your site, ask a few questions, and then develop 
recommendations suited to your unique situation.

To make an appointment, visit:

www.abeedle.com/consult
or call:

540.520.3221

Hi, I’m Andy Beedle. Since 1998, abeedle.com has created online marketing cam-
paigns for more than 77 companies and colleges and generated over 42,628,000 
client website visits as a result. Because our methods are so immersive and we 
work so closely with you, we can only work with a handful of clients at a time. If 
you’d like to explore what we can do for you or want us to send this Cheat Sheet 
to a colleague or friend, drop us a line at abeedle@abeedle.com.


