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Google Analytics for SEO – the ultimate guide 
 
 
Playing with advanced segments and custom reporting  

 

 
Recently the folks at Google Analytics rolled out some new features in the form of Advanced 
Segmentation and Custom Reporting. 
 
 
 It is still in beta and being released to accounts over the last few weeks; yours truly just got 
access last week – so let’s look at some potential metrics and reporting that we can do in line 
with our SEO programs. 
 
 
 
Three of the main areas we look at are; 
 

1. Search traffic – how much traffic are search engines sending, growth rates and 
conversions  

2. Keywords – which terms are bringing the most traffic and affecting conversions  

3. Content performance – which content items are performing the best and search traffic 
growth.  

 

 

 

  

 

 

To start we’ll look at ‘Search traffic’ and how we can use Google Analytics to dig better 
understand the efficacy of your SEO program. 
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Search traffic analytics 

 

Many times in the SMB world we’ll have limited engine targeting, as far as targeting Google 
more so than say Live. Because of limited budgets, many small business owners simply can’t 
afford to be chasing the engines with smaller traffic share. Looking at over-all search traffic 
growth is a simple, but effective metric. So fire up GA and go to; 

‘Traffic Sources > Search Engines’ 

One of the simplest views is month over month; 

 
  
 

This will give you some ongoing data as to the progress of your campaigns. As important as 
search traffic growth is, be sure to ALWAYS investigate the conversions (goals) tab as well.  

 

Here’s what our ‘Goal Conversions’ info looks like; 

 

And don’t be cheeky – as noted we were consciously moving more peeps to our primary 
conversion… so it’s doing what we want. As far as traffic growth, Google is the main target in 
this campaign and has been steadily improving 15-25% month over month and conversions are 
growing as well… happy times… back to the metrics ;0) 

 
 brought to you by; Reliable SEO -  http://www.reliable-seo.com – the name says it all.  



   5 

Digging deeper into your search traffic 

 

So that’s the basics, let’s say we want to look into the actual visitor engagement this month? 
Understanding the engagement levels from search engine traffic will help give an over-all view 
of how well things are going. 

For that we can make a few advanced segments  to; the first we’re looking at is page depth. 
Generally speaking, (varies by site type) we want to try and engage users to at least 3 pages as 
these tend to be the strongest visitor segment and have higher conversion rates. 

 

So, the first advanced segment  we’ll make is for visitors that have gone deeper than 3 pages 
on the site like so; 
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Now when you go back to the; ‘Traffic > Search Engines’ report, go up to the top right and 
select where it says ‘Advanced Segments ’. In the drop-down select, from our custom ones, the 
new segment we just created (whatever name U gave it).  

 
  

 

As you can see, I have been creating a wide variety of them for different purposes…. More on 
the others in time. For now let’s look at this month’s search traffic with an eye to those super-
visitors that went at least 3 pages into the website; our report now looks like this; 

 

 What does this tell us? For starters just under 9% more Yahoo visitors are digging deeper and 
generally seem more engaged. We also note that the average Googler visit are of a shorter 
span, new visitors and most likely to bounce. Anecdotally our Live traffic is the most active  as 
far as ‘repeat’ visitors, be that what it may. Ultimately we cannot discount the Google traffic as 
its sheer mass still makes it the target of choice. 
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But let’s talk turkey... Show me the money – or conversions at least. Is the increased 
engagement making a rat’s ass of a difference?  

 

Click our ‘Goal Conversion’ tab; 

 

 

Now considering ‘Goal 2 and 2a’ are my primary conversion points, it seems my Google traffic is 
making out just fine.  

 

What is great about using this simple engagement segmentation is that we can see how 
effectively we’re engaging traffic from search engines  and converting it as well.  

 

From here we can dig into the actual keyword data for cross supporting data which can 
establish the over-all efficacy of the program. That is to say, we also want to look at which 
keywords/phrases are driving conversions and which aren’t. More on that later. 
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DIY Reporting – Creating custom reports 

 

Now, one thing that you may come across is when the reports just don’t offer up all the metrics 
you’re interested in. So let’s try a few new angles on our search traffic report that can also be 
helpful.  

Let’s have a look at some engagement data and conversion data wrapped into a traffic report.  

 

We want to go to the custom reports interface and create a new report; 

You can use different metrics to get different results – this is something I advise playing with on 
a site by site basis;  
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Custom reporting continued; 

 

 

Here’s what we’d have with this report (including our page depth data segment); 

 

 

 

 

This time we’ve included the data from our primary conversion point  as well as some other 
engagement data .   

 

We can really start to see the importance of the relationship of page depth (engagement) and 
our conversions. This is simply an example to get you going… U want to know some of the real 
nuggets, well… pay me – a guy has to make a living – this is more about getting your juices 
flowing.  

 

The main point I wanted to get across is there are a variety of ways to look at your search traffic 
in order to establish if current programs are bearing fruit. Create some reports that best 
represent your key indicators and start a baseline to work from.  
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Geo-Targeting 

 

Now let’s say that we’re targeting a given region, in this case; Australia. If we want to see what 
percentage of our search traffic is from the targeted region, we create a location segment.  

 

 

  

 

Now if we go back to our ‘Traffic > Search Engines’ report and activate our new custom 
segment which gives us this; 

 

 

 

And as always, check the conversions tab as well. This begins to give us an idea of not only 
how are targeting is going, but how well it is converting. You really need to play around and find 
the data that best suits your situation.  

These are simply a few of the metrics involved in benchmarking over-all search engine 
performance relating to your SEO efforts - as always, get creative. Often each project will have 
its own Key Performance Indicators... find them! 
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Toys to go 
 
 

One great aspect of the custom segmentation and reporting  is that they carry over to other 
accounts you may have access to.  

 

Most SEO consultants (that’s me) manage many accounts and ALL of your custom goodies go 
with you.  

 

This can be a problem when tighter segmentation is required on an account by account basis, 
but still groovy. I’d like to see the option of ‘sharing with all profiles’ mind you.. if it exists, I 
haven’t found it yet. All in all, the new additions are welcomed and I encourage you to play 
around to get the most from it.  

 

 

 

 

Next we’ll look at some custom segments and reports to better understand the keyword 
analysis  in your optimization programs. After that, content performance  and search traffic.  
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Part II - Keyword analysis with advanced segments a nd custom reporting 

 

Engagement by keyword 

 

In the first part on Google Analytics for SEO we looked at advanced segmentation and custom 
reporting for search traffic analysis. This time around we’re going to look at different metrics and 
key indicators for keywords and phrases that are being used to reach your site. 

What’s important with this is that we’re looking to adapt our SEO programs by better 
understanding how various keywords/phrases are performing . 

Before we get going, it should once again be stressed, be creative. These are but some 
examples to start you down the path of crafting approaches that best work your situation.  

 

Right away, to get us started, navigate to ‘Traffic Sources > Keywords’ this is our main focus for 
this round. Now, last time we created a custom segment to measure our prime engagement 
visitors by segmenting those that went 3 pages or more into the site.  

We can now use this segment on our keyword report; 
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And of course the ‘Goal Conversion’ tab – 

 

 
 

There are a few things we’re looking at here; 

1. Level of engagement – which terms are bringing in the visitors that engage with the site 
the most. You can then do some deeper analysis as to why a target is performing well 
or why it isn’t. This can be used to better adapt the over-all keyword targeting of the 
SEO program. 

 

2. Engagement V. Conversions – As you can see above, some terms are going to 
accomplish your goals better than others. This begins to help focus future efforts as far 
as where you invest your resources in your SEO program.  

 

What we can see from that above is that while some terms to have some great traction 
engagement wise, they don’t always ultimately lead to the best conversions.  

 

Another evident factor is that it re-affirms our desire to engage visitors on this particular site as 
deeper engagement does show itself to lead to higher conversions ultimately. 

 

 

 

 

 

 

brought to you by; Reliable SEO -  http://www.reliable-seo.com – the name says it all.  



   14 

Data at a glance 

 

Now, using the default report can give us some in-depth understanding, but I like to have an 
over-view; so let’s create a custom report. Go to ‘Custom Reports’; 

 

 
 

This will give us a report which is more of an ‘at a glance’ view incorporating engagement 
metrics AND conversions data as well. 
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Using our earlier custom segment we’d have this; 

 

 
 

 
Once more, I normally add other conversion points, but I leave that to you.  

 

The main thing is we can look at some of our core keywords to gain insight into the engagement 
and conversion points related to them. If I am deciding where to concentrate my efforts ( as far 
as something like link building is concerned) on terms that are performing best. This is essential 
to an effective SEO campaign. 
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Keyword Geo Targeting 

 

Last time we also created an advanced segment for our Australian visitors since this program is 
specifically targeting this market.  

 

So now let’s apply that to our Keyword Engagement Report – and we’d have something like 
this; 

 

 

 

 

Once more we’re looking at not only the efficacy of the keyword targeting but also how well the 
geo-targeting efforts are going. I this case, it’s going well and we can drill down other ‘at a 
glance’ engagement metrics for each term. 

 

By creating segments, that are important to your site, you can have a nice set of engagement 
metrics to better understand the performance of your core terms. Now let’s look at primary and 
secondary terms. 
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Primary and secondary keyword targeting 

I don’t know about you, but we generally have primary and secondary targets with each SEO 
program. These are essentially groups of terms that have been identified as the money terms 
and secondary ones. For this we’ll be creating some new segments…  

 

Depending if you want to track ‘just’ the primary terms, or inclusive of connectors (used in long 
tail) you can use either ‘matches exactly’ or ‘contains’ – it’s situational. 

Now if we go to ‘Traffic Sources > Search Engines” and then activate our two keyword 
segments that we just created. We’ll get something like this; 

 

This shows us that our primary terms are certainly not only pulling greater traffic, as expected, 
but also engaging the traffic better. It’s worth noting I am using constructors ( inclusive of 
primary targets). As always we also want to look at the conversion data to look for weaknesses 
which can be further mined.  
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Engagement by query type 

Another area worth having as an overview on is query types, that is the general nature of a 
keyword/phrase. Common ones are transactional (seeking a purchase, support information and 
so forth), informational and geo-modifiers (location specific). So let’s go create a few more 
advanced analytics. 

Transactional query modifiers  

 

This time, add the following one at a time as shown above; 

Find 
Get 
Buy 
Purchase 
Locate 

Compare 
Shop 
Store 
Services 

…and so on. Try mining your keyword referrer data for transactional terms related to your 
market. Once done, we can name this (KWs Transactional) and save.  

Now create one for informational queries. This time use this list; 

Information  
Website  
Help 
Resources 
How to 
Tutorial 
Guide 

Samples 
Examples 
Ideas 
News 
Tips 
Learn  
Site 

… and mine your keyword data as always. 

If we return to our ‘Traffic sources > Search engines’ report and apply our new segmentation; 
we have something like this; 

 

By looking a search traffic engagement and related conversions a deeper understanding of your 
over-all content creation and term targeting invariably emerges. 
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Get creative - Dig in and muck about 
 

It should be noted that you should be cross referencing your mean average rankings and geo-
targeted rankings with ALL kw analytic data and analysis.  

Often times we find that certain search types (transactional, informational etc..) can lead to 
deeper engagement. This data is but starting point for deeper research. 

The easy access across reports for cross referencing with conversions, make these advanced 
segments and custom reports quite useful. Each website and market is going to have different 
key indicators, by playing with the goodies we looked at here you should be able to get your 
own creative juices flowing into ways to best identify keyword interactions produced from your 
SEO efforts. 

Next time we’re going to look at the content engagement from an SEO point of view. We shall 
then be able to wrap all our new ideas up and how each can be analyzed for adaptation of 
ongoing search optimization programs. 
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Analytics for SEO Part III 
 
 
Content engagement analysis 
 
Now we’re going to look at our content and how it is performing from an (organic) search 
perspective.  
 
So far we looked at; 
 
Search traffic analysis and Keyword effectiveness analysis 
 
While those trails contained plenty of primary indicators, we can get some deeper insight to 
potential points of interest by looking at the content of the site and related search data.  
 
 
Query Types and performance 
 
Last time out we created some advanced segments in the form of isolating ‘transactional’ and 
‘informational’ query types; this time we’ll add geo-modifiers. Essentially we’re looking for query 
types that are from a given targeted geo-location. This can tell us, at a glance, how well any 
location targeting aspects of the SEO program are progressing.  
 
To get started, go to Advanced Segments > Create New Segment 
 
 
Then we’ll create our KW Geo-modifier; in this case we’re using Australia as an example. 
 
 

 
 
 
Start with your core targets and then look at past search referrers for other potential granular 
level (city, region) geo-modifiers. Once done, name and then save the new segment. 
 
 
 
 
 
 
 
 
 

brought to you by; Reliable SEO -  http://www.reliable-seo.com – the name says it all.  



   21 

 
Now, let’s put all three into context with some of the content from the site. Go to ‘Content > Top 
Content’ and then select the segments (2 created last time and our new one); 
 
 

 
 
This will produce a report now that juxtaposes our various query types against the content 
which can tell us what types of traffic we’re getting and it’s general efficacy. This can be 
important in establishing how well your targeting and keyword mapping programs are playing 
out… here’s an example of the report; 
 

 
 
In this case, we’re definitely getting traffic that we want which is transactional terms inclusive of 
geo-targeting that we are after. I would then dig deeper to establish which terms are achieving 
this and associated conversion metrics. 
 
Additionally if you are offering brands of products or tracking brand searches for your company 
name, you can also create a segment for navigational query types as well. It all depends on the 
situation. 
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Keyword target performance 
 
Next we can have some fun looking at which content items are pulling users for our various KW 
targets associated with our SEO program. For this we need to create a few new advanced 
segments based on the primary and secondary terms being targeted with the SEO program. We 
went through this earlier, but as a quick refresher; 
 
Go to our advanced segments screen and create a new one (Advanced Segments > Create 
New Segment ). Break out your keyword research and start entering them into the segment 
(we’re creating a ‘primary’ and ‘secondary’ segments); 
 

 
 
 
Do this for all your core target terms and then name and save it. Repeat the process, this time 
using your secondary KW targets and then name as save that as well (I name mine ‘KWs 
Primary’ and ‘KWs Secondary’. Once we have that navigate back to ‘Content > Top Content’ 
and apply our two new advanced segments. This gives us a report like this; 
 

 
 
Now, none of this is of any use unless you are actively mapping KWs to pages in your SEO 
programs and have a general content plan as far as the types of targeting being conducted. 
Once you have this in place, you can look at the data to ensure the over-all program goals are 
making sense.  
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Moral of the story 
 
 
Ultimately this journey was about looking at ways in which Google Analytics and the new 
features, can be used in concert with your SEO programs. Each type of site (blogs, ecommerce, 
informational etc..) are going to have different key indicators and conversion points. 
 
This means that you will need to establish which types of segmentation and reporting best 
worked for your optimization plans. 
 
Over the last three instalments in the series we looked at what types of approaches are possible 
– it’s up to you to adapt them for your own applications.  
 
In the near future I will be going over various key performance indicators that we can take from 
these new tools and how to glean actionable data from them. That is really where the rubber 
hits the road… data by itself is useless. We will look at data analysis real soon… 
 
 
Be sure to watch my blog for more details – http://www.huomah.com 
 
 
 
 
Written by: 
 
David Harry – President: Reliable SEO (a division of Verve Developments). 
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