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 Please stand by for realtime captions. 
>> As you are you will is as I am that indications manager at the accountability office and today I'm going to be sharing with you information on [ Indiscernible ] that your super analytics metrics after a one-year period. So our agenda today can't we are going to go over a sample visual visitation that you can give at any level at your agency, executive can't in turn can't something that is really understandable for all kinds of different folks regardless of their analytics. 
>> And I am going to turn a sample in for graphic that goes through a lot of the data but presented in a really nice and concise way. And then pull up a template that you can use info graphic I was well. 
>> And then I will go to a few key takeaways followed by Q&A. 
>> So this is a presentation that I put up on Google analytics year in review. We did this presentation pretty much right when we got to our one year of data. I know that in October can't we are the new fiscal year so that could also be a great time to do your year in review. But [ Indiscernible ] with your data yet can't then you can do this when you get to your one year anniversary as well. 
>> So when this presentation is broken out, it is going to be around five key questions that is around the data and then as you can see here can't so what class is our main focus. What are you planning to do with your data? 
>> I am going to go first into the five main questions. So in our year of data we had 2.3 million people come to our website. When we look at our data we exclude internal users and the [ Indiscernible ] office were especially concerned with how the public is interacting with our website. So that 2.3 million people is all actual users that have come to our site. 
>> A lot of them have come more than once so we get 3.6 million views and a lot of them will look at more than one page on our site. So 13.4 million page views in the past year. And past presentation, I have talked about [ Indiscernible ] metric reporting and it is really nice to take that broader look at a year and just look at these numbers. 13.4 million page views which is really a lot -- says a lot about how much the public is interacting with our website. One of the things that I will mention is that we have one main website can't GAO.com Governor. I know a lot of you have  multiple sites and if you have questions about hire data configured or [ Indiscernible ] that you are also welcome to shoot me an e-mail. I'm happy to work with you on that. 
>> So the first question that I am going to get into is who are our users? So Google analytics provides great data about where the users are that our -- are accessing our websites. We have people from over 200 countries. There are all coming in and using our website. 
>> Which is really a great reminder of when we are writing our website can't writing our report what is going to go up on that web. People from all over are going to look at this content. So we are really writing it -- are we really writing it in a way that is understandable to folks who might not have a box -- background on the topic or people who are tuning in that might not be experts in. So it is just a reminder to us how we are presenting our information online. 
>> So the region that got the most traffic to our website was DC can't with 14% of our traffic that comes from the EC and we do a lot of work looking at other federal agencies can't doing key programs can't [ Indiscernible ] in our reviews. So we really expect a lot of the agencies that are auditing or making recommendations that are going to come in and look at our site. 
>> So it makes a lot of sense for us [ Indiscernible ] traffic on these base. And also with that can't one -- what are the top 10 agencies coming into our website? And this is really interesting for folks when I presented because it shows a big mix of agencies that comment. 
>> We have got [ Indiscernible ] homeland security can't Veterans Affairs can't just as, and GSA, and GPA. So just another reminder that we are writing to a large audience. 
>> In addition come we have quite a lot of folks coming in on an older basis. When we started looking at these analytics a year ago we were posting about 5 1/2% coming in and towards the end of the year we are about 10% coming in on mobile devices and so that will have a big impact for us on thinking about how does what we are doing translate well to a mobile user. 
>> In addition we have 60% of our users are new to our site and this is really how -- held constant for us over time. Even in weekly reports or quarterly reports can't we tend to see about 65% of our users new to the site and so that is another reminder to us in our writing in the way that we set up the information on our site that we are regularly making a first impression that users might not be familiar with the content or are website and that we need to really explain things clearly so we are communicating our message and it will be understandable to somebody who is new to our work. 
>> From here I am going to go on to the question where do our users come from? And this is broken out into four main categories and one that I have talked about before in past presentations with GSA and that is coming into research can't social can't [ Indiscernible ] and direct. There is a new change I'm going to talk about with social traffic measurement and I will talk about that when I get there. I will start with search. 
>> Most of our users can't 56% can't are used through a search engine that typically Google through Yahoo and look at that time the most searched terms on the side that drew people to our website work it looks like there are really generic terms. Government accountability office , GAO reports  it some of these argue that those are new that they are looking for some of these more generic [ Indiscernible ]. 
>> From there I am going to go to social and social in this presentation I am talking about it in a broader sense than I have talked about before. Google analytics will block a lot of traffic that could be considered social into direct traffic. So direct traffic assumes that somebody actually typed in a [ Indiscernible ] or can do a site that way. But that is not really accounting for the fact that a lot of that is actually probably something somebody e-mailed to someone or shared in a chat or an instant message. 
>> But a more person to person sharing of information and then the term for that out there is called art social. So dark social is a little bit harder. That is why it is called dark social. And really -- we know that somebody is not really typing and a super long string to come into our site. 
>> They probably got that because somebody shared it with and e-mail or your organization centered on an e-mail or you have that [ Indiscernible ] between instant messaging or in chat. 
>> So I have and not segment here that it is an approximation of how much of the traffic is coming in through dark social. So when you zoom into that what you see is an example [ Indiscernible ] for dark social that is looking at people coming into your landing page that is not your main page. The [ Indiscernible ] of that traffic is direct traffic. 
>> Landing page is not exactly matching the flash and your source contains direct traffic. So I will go back out a little bit more. Okay. And that is our way to approximate how much of your traffic really might fall into that dark social category versus somebody typing out a really long string and assuming that that is direct traffic but it is really probably not. 
>> So trying to get a more complete picture of social. Included with that is people coming in on social media platforms. So we have got Facebook , twitter  , LinkedIn , all of that traffic coming into our site  and I do try to break out some interesting stats for people for that so that they can understand the magnitude of that traffic coming in. 
>> The traditional media [ Indiscernible ] traffic over the past year was the Washington Post. They -- Facebook and twitter each sent in twice as much traffic as the Washington Post did to our site. So that is a nice way for people to understand or wrap their minds around the magnitude that is coming in is from Facebook and from Twitter. 
>> So take a look at your [ Indiscernible ] and you might find something similar with your site as well. I am then going to look at referral traffic. So other websites sending traffic into your site and the [ Indiscernible ] thing I have here. I just picked the top types from different groups. So what is sending the most traffic [ Indiscernible ] Washington Post as I mentioned earlier was a traditional media source sending traffic into the site and then USA.gov a government wide site put the most traffic into our site. 
>> And then direct traffic. So if you look at what I [ Indiscernible ] you will see that direct traffic number is quite a bit smaller because I'm trying to better approximate here somebody who is really in typing in that GAO.gov address or something that is bookmarked. 
>> And from here I am going to look at -- what were people doing when they were on our website? How are they interacting with that? Looking at pages per visit , you can see  how on average we have about 3.65 pages per visit for people looking -- people are looking at almost for pages when they come to our site. But you really have to look at the distribution of your pages and this has become a key part of our narrative and our story and how we look at our website is that knowing that half the people are going to look at one page and you will see on the next slide. And then [ Indiscernible ] will look at a second page. In a really short of time. We have to look at what is that one page that they are looking at in making that decision to leave? And we focus a lot of energy on excluding that page from our site. 
>> So as I was saying , looking at  visit duration , people are saying about  3 min. on our site but we have got [ Indiscernible ] 0 to 10 seconds on our site. So how much shorter amount of time that we might have got and has really honed in for us that we have are split second can't 10 seconds or less to make our first impression for people to go to another site. 
>> At GAO we are not a content provider website but a lot of reports out there , a lot of things on a similar topic  , we would really like to go onto that second page -- if they are coming in on the summer you page or the report , we would like to see them download the report or go to a homepage or go onto another related report. 
>>  So for us , for people looking at one page and deciding to go out quickly , that is not really  -- we want a lot of [ Indiscernible ] that we can serve up useful contact. But [ Indiscernible ] is really an internal website and your goal is to quickly get people out to another site ,  these numbers might be what you want to see as a positive trend. 
>> [ Indiscernible ] the content of your website and the service that you are providing. You could also take a look at just patterns and how people are coming in and accessing your sites work where are you getting your big spikes? We had about four big spikes over this period. We have got our high-risk update. We have a high risk period updates about one time a year. 
>> And about [ Indiscernible ] on areas that are high-risk. We have also got our duplication and overlap report and that has big of dates as well. So you can see where we do our [ Indiscernible ] we are really getting big traffic in a short time. 
>> So [ Indiscernible ] your data where you are getting spikes can't the dates here are weekends and holidays. So when you are looking at your data , you might also  look at holidays. 
>> And then our why question is really around -- why are people leaving our site so quickly? Why are they only looking at one page and not going to a second page? And what we found is that 50% of our traffic were starting on a product summary page or our one-page summary of our report. 
>> We do about 1000 reports a year and each of them gets a summary page and they all basically look like this. There are no images there. There are lots of facts. And what we found was that 63% of folks are leaving from this page. They are not going on to view the full report , not going onto the homepage. And we really want  to get people to look at that whole report and get all the information that we have there. 
>> So we have done a lot of work around this [ Indiscernible ] which I will show you. By contrast , we have 19% of people starting on  the homepage of our site and this is also another page where we have done some redesign and so we three -- we see 30% of people leaving from here. We have seen it that number go down and we continue to improve this page. 
>> It really has been beneficial for us to make these improvements on the page and help people more easily navigate to the content that they are looking for. 
>> Finally how are people interacting with the site overall? What are the different sections that they are going to? The period amid -- the. The that I have used in past presentations that I like is a cause it has a lot of information in one nice image here. So I am not going to zoom into the period more mid-more. But you can see with our product summary pages , the online pages that I showed you before ,  they can get 1 million views in a year. 
>> So it helps us to really know that this is a good place to focus our efforts because they get views so much as an entryway into our work agency and they really need that function as a factor of our homepage for as much more than they currently are. 
>> [ Indiscernible ] different primary navigation section , your career section ,  your [ Indiscernible ] section ,  legal section , key issues. You can [ Indiscernible ] interacting on the sections overall. 
>> I also put in the key parts of our website. We have [ Indiscernible ] had GAO , are high-risk list , our  duplication , our [ Indiscernible ]. So we like to see how those numbers are doing as well.  And then I also here have here that yellow square. That is an individual [ Indiscernible ] in our site that had the most -- the second most traffic to our website after the homepage. So I'm making sure that that individual page is doing well and that is an important goal for us. 
>> So I am going to go now to our so what section. What have we been able to do with this and what differences have we made. And [ Indiscernible ] making this your website based on your analytic data. You can also use this to showcase what you would like to do with your data , how it  build support for the different initiatives that you have to improve parts of your website. 
>> So first of all ,  we tackled our homepage. I am going to show you what it looks like before. As you can see ,  a lot of [ Indiscernible ] on the right side of the page and in our page analytics we were finding people were not really interacting with that content and that we had so much here -- it could get out of date easily so it was important for us to streamline this and to better priorities -- prioritized higher up on the page things that were more important. 
>> So what we did was streamline the content on the right-hand side of the page , we moved up our future collections  and gave them a more cohesive look with the medallions , streamlined our  [ Indiscernible ] that also made it much more graphic with different icons and images so that you can readily identify -- there is the yellow box , there is the blue box. You can get  into the content and see this is the page that they are looking for. 
>> From there we also have our key issues and collections work that we did. So what we started with was -- you can see on the left -- these are our terms that people are looking for when they are in our website. So I pulled out 20 or so that were the most searchable on our site over the past year. And people were looking for those , they did not really have a place to go to. They could get into a report  but we did not have what we have now is the [ Indiscernible ] data which provides a summary of our work around key issues. 
>> In addition to that , we have our feature topic  which [ Indiscernible ] his look , it has not updated it  in a while and so what we did with that was named a key issues section on our website where you can search for information by topic , by agency  , or Rauch a different collection that we have. And I have gotten questions before about when we make a change like this ,  do we go back in and measured again? How do we know that we made the right type of change or that it worked what we were trying to do? 
>> And that is a really great question and this is a good example of where we have gone and done it usability testing and we have continued to monitor. 
>> We make sure that we keep improving our initial solution. So what we see here , when we did our [ Indiscernible ] and asked them to interact with  our site and make sure it function like we thought it was going to , we did not have an overview taboo when we started. We started right in on topic and so we asked [ Indiscernible ]  if you could search for something by [ Indiscernible ] by collection , people were not noticing that they could navigate with different  tabs. 
>>  So before launching the site , we added this overview tab so that people would take a second and pause and see that they could choose topics or agencies or collections. 
>> And that helped to improve how people were navigating with the site. And it actually got up in [ Indiscernible ] reports when we launched the site with featuring this overview tab. So [ Laughter ] we had made a good choice there and then in continuing to monitor the metrics after the launch , I would still  say that a fair amount of people dropping off from the overview tabs , not getting the topics , not getting into agencies. 
>> So we made another change  where we used to have three and images under our section. They were -- they were not clickable.. So we made [ Indiscernible ] and we made one way to get through to topics and another one where you could get through to agencies and then we also made the medallions on the right clickable so that you could get right into the selection. 
>> So just an example of one way that we continue to log our metrics when we take a change like this to see if that change was in the right direction. How can we keep improving at? 
>> So this is an example of a key issue page. There are a couple of nice things about this. It -- really from the last it has got short sentences. It has got a nice image embedded into the page. You can either go onto media have so people can watch related videos right there. They can watch [ Indiscernible ] right there. And it is helping us better integrate multi media with this related content. 
>> And here is our updated collections page where then you have got a multilayer of -- there are animations with this one. So it is laid out really nicely and cleanly. It is really colorful and easy to interact with. So these templates have worked really well for us and we should actually be able to repurpose them. 
>> The other site that I mentioned before that was the most visited site after our individual homepage was -- [ Indiscernible ] the yellow box which is an actual documents was on the page quickly. So we used a collections template for this and we repurposed it so we could better designer yellow website and lay out the content and get more engaging [ Indiscernible ] you can clearly see and view the current yellow brick. So just taking that template and applying it to the page. 
>> And then mobile and social. So as our mobile traffic grows [ Indiscernible ] that we have on the mobile version of our site and we have also launched a couple of apps. We were able to see that most of our mobile traffic was coming in on [ Indiscernible ]. So we launched and app for iPhone users and then our second highest group of mobile traffic was android devices so we launched and app for android users. 
>> This would be another great way to think about how to use your analytics data. This is not necessarily a change we made to our website but it helped us form our approach to mobile based on our analytics data. We said let's do the app for iPhone users followed by and app for android users. 
>> With social media being such an important way of how people come into our site ,  we expanded our platform of LinkedIn in January and we were previously on Twitter and on Facebook. We also have a program plugged in where we work with our analysts in the agencies to help into jacked our work into conversations about breaking news data. For example , we did a tweet on Halloween  linking to a report we had done on [ Indiscernible ]. 
>> It was actually a representation that we had done rigorously with GSA and you can find that in the how to training section of the site. If you are curious to learn more about the program. We also embedded a sharing widget with some work he pages on our issues pages our collections and our [ Indiscernible ] have I comes so it is a little bit easier for folks to share that information on social media. 
>> In addition we updated the part of our website to put all of our social media platforms right there. With people who are only going to one page and not page not necessarily being the homepage, it was important to us that people could get into our social media platforms and get to any data on our website so that, as social becomes the way people are interacting and getting information [ Indiscernible ] we make that as easy as possible. 
>> And then it our product summary pages. So the main entry point into the work at the agency, as I showed before [ NULL ] as an example  come is but look for it when I started started with this project. And then the middle version is at phase 2 and we are in the process of making some changes. 
>> One of the things that I had done is that we added the share this icon to these pages to better highlight additional material such as a podcast or a video. And an icon for making that a little clearer. And then on the bottom of the page we added a couple of boxes to help -- say we are looking for a report on energy but [ Indiscernible ] report. So we have to -- we have a feed on the left-hand were now you can get into other work on energy. Or if you are interested in your work on energy and you want to know what we have done for energy issues can't well now we can on the right-hand get into all of our key issue pages around energy. 
>> And we have those for all the different topics of our reports. 
>> What we were working on now is being able to embed images on the page and we are hoping to pilot this in the next couple of months. And then this could be a [ Indiscernible ] for us so that the page -- we have a much more visual. And a lot of our work has images on the PDF versions of these pages and so we are just trying to take a step to get that onto our website as well. 
>> From their , phase 3  is looking at a much more interactive design of the site where the material is broken out into different boxes. So if you want to know why [ Indiscernible ] and read about that first. You can click onto that right there. 
>> Or maybe you are within agency and you are really looking at -- really interested in looking at the recommendation. You can see that information without having to scroll down and then you can choose to read more about that -- multimedia box where you can scroll through and see all the graphics from inside of the reports as well as play any videos or podcasts right on this page. 
>> So making it much more interactive for users. So that is the visual presentation. I am going to go next into the handout. I am trying to minimize this. Just bear with me. 
>> Any suggestions there? 
>> What are you -- are you trying to get the -- 
>> I cannot -- [ Indiscernible -- multiple speakers ] 
>> Can you minimize that? 
>> I am hitting escape. 
>> I could maybe click [ Indiscernible ]. 
>> You might need to do that. 
>> All right. I will have to do that in a minute to get back into the takeaways. But let me go into the [ Indiscernible ] now. Can you see the handout? 
>> Yes. 
>> I am showing my little puppy there in the background. [ Laughter ] you can tell that I am doing this from my home computer. Okay. So that the infographics template that we did at our agency and I just want to show you a complete version before I get into the templates. So we have got our logo up top ,  the annual report. And this is broken out by the same five questions and has a lot of the same data. Just present presented in a different way. 
>> So if you are going to hand people one piece of paper then they have got that take away for them. 
>> It is a really engaging way to layout the content. And so you can see who are those [ Indiscernible -- static ] where they come from and [ Indiscernible -- low volume ] coming from Facebook and twitter and the Washington Post. How -- the time on the site. If they are looking at the credit summary pages , all the views of our primary navigation section and then  the [ Indiscernible ] is really going to us which is the group that we are looking at which you would be able to customize this to your site. 
>> And then there is that why question. Why do they leave so quickly? What did we do with this data? And I'm going to pull up the [ Indiscernible ] version. And this is on the website with a webinar. So you can get in and download this template. You can put your information. You can put your start date and end dates. 
>> You can say how many people can [ Indiscernible -- static ] on the page these that they generated. And if you want to ask different questions , you can even ask whatever questions that you would like to ask. You do not have to stick with my questions. So you can really customize this  to what is going to be work work best for your agency. This is something that is meant to be for you. 
>> You have got all the questions there and then you can showcase with what you do -- what you did with this data or what you plan to do with this data. If you want to talk more about your social media metrics , the how to duck of has got a great page on that site about key social media metrics that you can take a look at and add more if you like to. 
>> You can talk about  your Facebook or your growth in your -- people are following you on Twitter. And you can add your name to the reports , the team that put it out ,  you can put you are e-mail in there. Just and easily digestible template that you can use and really show what the whole agency -- so that people can have a nice takeaway on your analytics. And bear with me as I get back into [ Indiscernible ]. 
>> And then we are summer to the and here. Okay. So for takeaways ,  interpreting your metrics in context. As I mentioned in the presentation , be sure  to consider the purpose of your site. Otherwise [ Indiscernible ] content provider site so we are all looking for people to go on that second page and stay a little bit longer. That if you are a referral site , you may not be  the key about your metrics in the same way.
>> With that looking at how your magic's relate to one another , for us we are really to  -- able to tell a story and looking at the number of pages people viewed , how long they stayed on the site , what were the pages they came in on. And that really helped us  to do our narrative. So consider when you are looking at your data how your metrics comment each other. 
>> And then another key point is listening to your use user feedback in interpreting your metrics. 
>> For us it is so important doing our usability testing. Many of us are also using the satisfaction service -- surveys [ Indiscernible ] we can also look at that data to help us interpret how to use the user expense. 
>> Takeaway. Tell a story with your metrics are think about what surprised you with your data. Because you know your website well. So if something surprised you , there might be something to it.  And then also thinking about where you can improve your website and leaving that into your narrative. 
>> And then also with telling a story -- running your data in style. If you are giving folks stuff -- a litany of different numbers and not really explaining the jargon to them , then it is going to be  harder to be able to relate to it and understand it and see it in a way that you are trying to tell. 
>> And [ Indiscernible ] why I'm doing this because it is just a really visually engaging way to show the data. I did not have any forward-looking on your metrics. It is more about looking at your metrics. So it [ Indiscernible ] really visually engaging so that people really tune in and listen to what you are saying. And just a reminder , you can download the templates for the annual report on this page. 
>> If you are looking for the week report or the quarterly reports [ Indiscernible ] on a past presentation I did and so you can go and find all different [ Indiscernible ] out there. 
>> So those are my key takeaways and if you have questions and you want to contact me and [ Indiscernible ] you have got my e-mail address right there. I am also on twitter so you can tweak at me and I have got my website there and on my site I have got the links to all of the videos that I have done ,  the templates. Please do stay connected and please send me any questions and I'm happy to send the knowledge that I have on my work on this to all of you. Thank you for taking the time to watch this presentation and tune in and I really appreciate it. 
>> [ Event Concluded ]
