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Why Are We Here?

Data Driven Decision Making







Pay attention after a redesign too

After a redesign, monthly traffic to a group 
registration form decreased by almost 80%

(July 1, 2017 – October 3, 2017)





What content worked & what didn’t



Tools for Analytics

Making analytics easier



Web Analytics
● Google Analytics (GA)

○ Javascript that runs on your page and communicates 
with Google.  You can only get analytics for sites that you 
own and have this code installed.

○ Google Tag Manager allows you to expand GA and do 
things like tracking downloads, tracking off-site links, 
viewing progress of videos, and more.  

○ If you haven’t set up GA yet, do so from within tag 
manager.

● SiteImprove

● Other third-party software



Heatmaps

• Heatmaps are visual representations 
users viewing your site.  

• They can track things like mouse clicks, 
cursor movement, and page scrolling

• HotJar, Crazy Egg, Clicktale, and many 
other vendors.  All of these use javascript 
placed on your site, similar to GA



Heatmap Examples



Heatmaps to show eye tracking

Source:  Andy Crestodina from 
Social Media Marketing World



Heatmaps to show eye tracking

Source:  ConversionXL



Important Metrics

What are the most important 
pieces of data to look at?



Important Metrics
We are overloaded 
with data.

All data is not the 
same.



“Vanity Metrics”

Pageviews are not actually terribly 
important.  This is the modern version 
of the 1990s counters.

Every site has its own most important 
metric depending on the 
content/audience/etc. Identify that that 
is for your sites.



Important Metrics

So what then are some general recommendations?
• Sessions - a visit, no matter how many pages they viewed.

• Visitors - unique visitors, new vs. returning

• Bounce Rate - how engaged are your users?



Important Metrics Continued
• Acquisition Channels - where is your traffic coming from?

• Demographics – age, gender, faculty/staff, geographic regions, 
etc.



Tracking Email and Social 
Media

Using campaigns to measure your traffic 
coming from email, social media, 

advertisements, and other non-website sources



Campaign Codes

These allow you to track incoming traffic 
from different types of external sources 
and categorize it into specific campaigns.  

These may be as general as “email” or as 
specific as a particular link in a 
particular issue of a newsletter.



Building Links
You need three pieces of data to build a campaign 
link: source, medium, campaign name.

Original link:http://leadbyexample.tamu.edu/Gracie.html

Source: facebook

Medium: social

Campaign: fdn_ad-campaign_gracie

http://leadbyexample.tamu.edu/Gracie.html?utm_source=facebook&
utm_medium=social&utm_campaign=fdn_ad-campaign_gracie

Link to the generator: tx.ag/URLBuilder





DATE RANGE

CAMPAIGN 
NAMES

MENU TABS



Goals & Conversions

Have a way to measure success 



What is a goal?

Tracked measurement of an action on 
your page that you have determined is 
valuable. 



Types of goals

When most people hear goal or 
conversion they think of tracking 
revenue. 

“GOAL”                       =    $



Types of goals
MANY different types of events you can 
track in Google Analytics like:

• Downloads of a named PDF
(ie. brochure, student handbook or PPT)

• Views of a specific page
(ie. application confirmation, event registration)

• Completions of a form
(ie. feedback form, inquiry form, newsletter sign-up form)

• Engagement measurements
(ie. specific time on site, # pages per visit, amount of time watching a video)



Determining goal value



Data Studio

“Beautiful data visualization starts here.”
- Google





Turns Dry, Traditional 
Reports...



CASE STUDY: MESSAGE
WHAT HAPPENED WITH HARVEY?



Questions?
Erick Beck 
ebeck@tamu.edu

Diana Tomlin
dtomlin@txamfoundation.com

Landon Harrell
lharrell@txamfoundation.com

GoWeb Documentation
https://goweb.tamu.edu/groups/analytics/
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