Web Analytics in
Digital Marketing:

Concepts, Purpose, and Examples . I ! I

e Web analytics: measure, collect, analyze, and report web data to optimize usage (W4)

® Distinguish web analytics from digital marketing analytics and product analytics (W2, W4)
e Core purpose: turn visitor behavior into better decisions, not prettier dashboards (W4, W8)
® For marketers, growth teams, site owners, content leads, and early-career analysts (W6, W9)

® You'll map objectives to KPIs, read metrics, audit data quality, and pick 2026 tools (W2, W6, W8)

® Measurement literacy is now a survival skill: consent rules, ad blockers, Al reporting,
first-party data (W1, W5, W8)



Why Measurement Matters: From Traffic to Decisions

MEASURED PATH  UNMERSURED PATH

Data drives better decisions and outcomes. Decisions without data lead to waste and risk.
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€ - Budgets, channel mix, content, and UX all depend on reliable web data

. Core questlons who visits, where from, what they do, do they convert
. Ignormg measurement means wasted spend blind spots, slow feedback

. GAA4 alone misses 35-65% of real traffic, first-party rebuilds cut CAC 31% /~—



Core Concepts and Terminology oA

(—( CORE UNITS: THE USER JOURNEY
- Basic units: users, sessions,
. . pageviews, events, conversions

- Engaged session (GA4):
User Session Pageview Event Conversion 10+ seconds, a key event,
. Dimension: Dimension: Dimension: Dimension: Dimension: Of, 2:# pageviews
who visit context content interaction outcome
Metric: Metric: Metric: Metric: Metric: - Dimensions describe attributes;
reach sessions IEE event count conversions

metrics quantify behavior;
segments isolate groups

- Engagement rate = share of
engaged sessions; bounce rate
is its inverse

- Traffic sources: organic, paid,
direct, referral, email, social —
each with different intent




How Web Analytics Works:

From Data Collection to Reporting
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CONSENT MODE V2
Uses four signals
to adjust what
tags send
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1. DATA COLLECTION

Events captured via client-side
tags, server-side tracking,
pixels, and SDKs
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2. TAG MANAGEMENT & CONSENT

Tag managers route events and
enforce consent before data
reaches platforms

v

3. PROCESSING

Processing cleans, sessionizes,
resolves identity, and
aggregates raw events

v

4. DATA DESTINATIONS

Data lands in analytics platforms,
BigQuery warehouses, and
Looker Studio
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Events captured via client-side
tags, server-side tracking,
pixels, and SDKs

Tag managers route events and
enforce consent before data

reaches platforms

Processing cleans, sessionizes,
resolves identity, and

aggregates raw events

Data lands in analytics platforms,
BigQuery warehouses, and
Looker Studio

Consent Mode v2 uses
four signals to adjust

Server-side tagging lifts event
survival to 90-95%, versus
45-65% for pixels

what tags send



)

The 2026 Measurement Stack: Tools and Platforms

Pageview &
Cross-Platform
Tracking

GA4

/T
. Privacy-Focused
/ Web Analytics
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In-Product
Behavior &
Funnels

See & Understand
User Behavior

Visual Behavior \

Tools
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GAA4: strongest free option for Google Ads
import, BigQuery export, cross-platform
tracklng

Prlvacy-flrst alternatlves PIau3|bIe

Fathom, Matomo, Simple Analytics, Umami —
cook|eless no banner

Product analytlcs Mlxpanel Amplltude
PostHog — best for funnels, retention,
in- product beha\nor

Sessmn replay: Mlcrosoft Clarlty (free)
Hotjar, FullStory — complements, not

replacements

Most teams need two categorles pageview

tool + product analytics or behavior tool

Choose by goals, budget, privacy needs,
team skills, Google Ads dependency




Setting Up Measurement: Goals,
Events, and KPlIs

Acquire the
right audience

Drive meaningful
engagement

Retain and
build loyalty

Generate
revenue

Ensure efficient
and scalable
operations

KPI HIERARCHY

NORTH-STAR KPI

Captures overall success
aligned to the core
business objective

TRACKING
DICTIONARY

Define events and
conversions before
implementation;
document naming
in a tracking
dictionary
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Start with business objectives;
map each to at least one
measurable KPI

Build a KPI hierarchy: north-star,
campaign/channel, and
tactical diagnostics

Define events and conversions
before implementation;
document naming in a
tracking dictionary

Align KPIs across acquisition,
engagement, retention, and
revenue to settle ownership

Set baseline, target, and cadence:
weekly operational, monthly
channel, quarterly strategic

Validate tracking matches
business intent before scaling
campaigns or dashboards




Reading Reports Without

Fooling Yourself

Four report families: acquisition,
engagement, monetization, retention

Read in sequence:
volume — source — engagement —
conversion — cost

Never read a number alone —
compare to prior period and channel

Use drill-downs, filters, and
segments to isolate what changed

Rule out anomalies, seasonality,
tracking breaks before blaming
campaigns

End with one clear action item
per insight
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Compare to prior
period and
channel
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Use drill-downs,
filters, and
segments

Rule out
anomalies,
seasonality,
tracking breaks




Practical Example 1: Ecommerce
Funnel and Checkout Optimization

Product
Page

Add to
Cart

.
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Payment

Confirmation v

\\ High drop-off
ﬂﬂﬂu throughout the funnel

Analyze the purchase funnel from
product page to confirmation to find
the biggest drop-off (W7).

Warby Parker cut cart abandonment by
31% and lifted revenue per session by
22% through checkout redesign (W7).

Parachute Home lifted checkout
initiation by 31% and cut cart
abandonment by 19% with PDP and
payment changes (W7).

Allbirds recovered an estimated $11M by
reducing checkout latency and
simplifying guest checkout (W7).

Caraway reduced cart abandonment
from 71% to 49% with in-checkout
recovery and BNPL visibility (W7).

Lesson: fix the bottom of the funnel

before spending more on acquisition (W7). |




Practlcal Example 2: Content, Pald
Media, and Lead Generation

CONTENT: PAID MEDIA: LEAD GEN:
ENGAGEMENT FLOW CAC REDUCTION FORM TRACKING
pOROMORORNCO .-» ~(®

Impresswn Engagement Deeper Intent Audience First-Party Data Lower CAC Form Form Qualified
Targeting + Server-Side VlSlted Abandoned Lead
Tracking || s

BEFORE - AFTER
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Content: judge intent with engagement rate, engagement time, scroll depth

Momentous cut blended CAC 31%, lifted Meta ROAS via creative and LTV signals

Lead gen: track form abandonment, lead quality, cost per qualified lead ’~ : ’
Prioritize revenue per session; report as before-after with one next step '

@)

Paid media: first-party data plus server-side tracking cuts CAC 30-45% B \




Common Pitfalls and Data Quality ),

e®0o Al Website ; -
P Traffic ® Bots, internal traffic, and spam referrals

inflate sessions and distort conversion rates

@ Ad blockers hide 15-35% of visitors from
GA4; 40-60% on technical audiences

® EU consent rejection removes another
30-50% of observable traffic

® GAA4's bot filter only catches declared
user agents — most modern bots pass

through
| P@ [ Tool Discrepancy ] ® 10-35% gaps between GA4 and
(Gaps Are Normal) : :
privacy-friendly tools are normal, not a bug
A" Observed Traffic | ® Audit first: internal IP filters, hostname
i | 7 l in GA4 validation, bot signals, consent-mode

changes



Consent Mode v2 is
mandatory for EEA Google
Ads targeting; a certified
CMP is required

Basic mode blocks tags
until consent; advanced
mode sends cookieless
pings for modeling

Server-side containers do
not bypass consent — gate
every non-Google tag
explicitly

Consentless analytics
(no cookies, no
fingerprinting) measures
100% of traffic without
a banner

First-party data is table
stakes: clean CRM data
cuts CAC 30-45%

Privacy is now a
performance metric —
suspicious audiences
convert worse

Website & App
Traffic

\

CONSENT LAYER

Consent Mode v2 Signals

Blocks tags
until consent

()

Privacy, Consent, and the First-Party Data Shift

Consent
Preferences

- ==

Sends cookieless
pings for
modeling

L
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Server-Side Container (Consent Enforcement)
Gate every non-Google tag explicitly

!

S

First-Party Data
(Clean CRM Data)

b

Ad Platforms &
Activation




Al, Automation, and What Is Changing in 2026

- GA4 now writes Al summaries and
answers plain-language questions
about performance

- Al explanations never validate
measurement — confirm events fire k&
once and match a second source i Here's a summary of what

changed and why. S
- Al crawlers (GPTBot, ClaudeBot, B &
PerplexityBot) consume content but _
rarely appear in client-side analytics o0 o G
- Marketing mix modeling and
incrementality testing now
accompany attribution Safest 2026 Stack

- Privacy-constrained Al rewards
first-party data, disciplined creative
testing, and brand fundamentals

- Safest 2026 stack: pageview tool,
product analytics if needed, server-side

: _ pageview tool product analytics server-side session replay
collection, session replay if needed collection




Hands-On Practice: Audit, Interpret, and Recommend /

- Report read: what changed, where,
and the next action

- Tracking check: duplicate conversions,
missing UTMs, internal traffic leaks

- Compare one number with CRM,
ad platform, or server logs
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- Build one KPI tree: north-star, channel,
and tactical metrics

- Draft a 30-day measurement plan with JUUEEEE
owners and cadence

30-DAY - Ship one change this week to
IMPROVEMENT improve data trust

>

PLAN PREVIEW




Next Steps, Learning Paths, and Resources
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30-DAY MEASUREMENT PLAN =

ROLE-FOCUSED NEXT STEPS
- Lock KPI definitions; fix tracking

hygiene; run one quality test Marketers

Focus on channel KPIs and
campaign impact.

- Build one decision-oriented
dashboard with clear owners

© B ©

Content Leads

Focus on engagement and

- Before trusting any report: check audience connection.

events fire once, dates match,
second source agrees

Analysts

Focus on taxonomy quality
and measurement integrity.

- Role focus: marketers on channel
KPlIs, content leads on engagement,
analysts on taxonomy
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- Learn: Google Analytics cert, LEARNING PATHS & RESOURCES

J’y
Coursera, CXL minidegree, =

platform docs
i 4 L0 || (=

- Keep current: review stack and
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PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A

personwise.ai/t/8282c75c/public


https://personwise.ai/t/8282c75c/public?entry_surface=public_courseware_pdf

