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DATA STUDIO
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INTRODUCTION

Whether you are working at an agency or on the client side, in all likelihood, you are spending at
least one day a month poring over your Google Analytics (GA) account to pull together reports for
various parts of your site. Even people who know there is a better way will often postpone report
automation over and over again because of the initial investment of hours needed to set things

up.

Most of the time we will excuse the work to ourselves and others by pointing out that the monthly
report is pulled together much quicker these days as we have been doing it for so long and we are
used to the process. Other times, we will point out that spending the time automating reporting
will set us back in other tasks. For others, there is the issue of not knowing where to start or fearing
possible costs (sometimes even the worry that it may not work).

One of the best things about Data Studio is that, with effort and patience, anyone with a good
knowledge of Google Analytics can (and arguably should) automate their monthly reporting - and
Google are adding more functionality all the time.

WHAT IS DATA STUDIO?

Part of the “Google Analytics 360" package released in March of 2016, Data Studio is a data
visualisation tool that allows you to create and maintain a host of report types in more easy
to comprehend visual formats which can be shared via a link or downloaded as a PDF.
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SETTING UP A BASIC DATA STUDIO REPORT

First things first, you’ll need to ensure you have your access to Google Ads and Google Analytics,
but assuming you have these set up and linked to the account you will be using for Data Studio,
the next step is to sign in to Data Studio. Once there, you’ll have the option to create a new report
- which you can select:

=. DataStudio Home

Start a new report

+

ALL OWHED BY ME SHARED WITH ME BIN

TITLING YOUR REPORT

You'll then be taken to an ominously blank page - name it and make it your own. Bear in mind
the audience for your report and what you intend it to contain. While you can rename your title,
it’'s important to make sure it is clearly named - not only for ease of rediscovery, but for ease of
comprehension.

o= John's Dummy Report Templatel

File View Page Help
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CONNECTING TO ANALYTICS

Once this is done, you can connect your Analytics and Google Ads accounts by creating a new data
source using the menu bar that should be to the right of your blank page.

Add a data source

A data source provides data for charts. Select

an existing data source or click CREATE NEW
DATA SOURCE.

Select Data Source Q

[sample] World Population Data 2
m [Sample] Google Analytics Data
E [Zample] AdWords Data

[sample] YouTube Data

[sample] Rio Olympics Data

EJ [sample] Search Console Data (Sit.
EJ [sample] Search Console Data (UR

E} [sample] Google Analytics Events

o CREATE NEW DATA SOURCE

This will then bring a list of the currently available (built by Google) data sources - you can then
select Ads or Analytics. These data sources can also be augmented by third party tools - like
Supermetrics — if you want to add in things like social media followers without taking the long
road.
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You will then need to authorise the connection, then select the account, property and view.
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#= SELECT CONMECTOR
I Google Analylics
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NS B0 & Singht Googht Analylics reporting vidw

Googhe AnalicE gives wou ingights inte how visitory Bnd and use
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FIND OUT MORE  REPORT AM ISSUE

Azcount o Paoperty Q, Wiewm

Click co.ulk [ourmemt) Ok ook Additanad Gapls

Do ACCoun] Chckcouk {Classic Analytics) Additsonad Goats 2

L ] Additiorsl Gosls 3
Additonal Goals 4

additional Goals §
additsonsl Gosks 6
Additional Goaly 7
Atlditional Goals §
additaed dosls 4

All web Site Data

Misim (Mot Pravidied Filtar)
Tast

UsniD Feparnts

& EdviLoedn

This will auto load the dimensions/metrics etc that are currently part of that view in analytics or
Google Ads. Select ‘Add to report’ to make these available to you when setting up the report.

@i Fieid Enning in Reports: ON USING OWNER'S CREDENTIALS  (F) TAMCEL ADD TO REPORT

°.P|I3IJAHI‘:LIJ
Q, sewcnt

Once you have allowed Data Studio access, it will return you to your blank report - this will now
at least have some gridlines to ease your mind, it will also have a new menu bar on the right with
‘layout’ and ‘theme’ as tabs.
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Using these two tabs, you can choose the colour palettes and other various presentation
attributes - useful if you’re looking to use brand colours or, unlike me, have any kind of design
aptitude.

Once you’ve set your theme and layout, you can then begin creating your report using the various
chart types in the top toolbar.

@aotapae Kk e o b i D HOELE P KWIT D00 B F 4

You begin by selecting your chart of choice then drawing the area it will occupy - the chart types
(from left to right) are:

TYPES OF CHART

o Time series - aline chart plotting a metric over time.

« Barchart-showing comparisons of a metric vs. a stated dimension.

o Combo chart - literally a combination of the previous two types.

o Piechart - showing the share of a metric apportioned to a chosen dimension.

o Table - aversatile format allowing multiple metrics to be shown according to their relationship
with a dimension.

o Geomap - allowing you to display the spread of a metric across a map (you can refine the
level from global down to various subcontinental areas).

o Scorecard - asimple return of a count or total for a metric.

o Scatter chart - allows you to plot a source on a chart with an x and y axis that are both metrics.

o Bullet chart - used for showing progress toward a target (goal completions for example).

« Pivottable - allows you to show a metric distributed between two or more dimensions (with a
minimum of one per column and row).
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POPULATING YOUR CHART

To begin with, I'm going to set up a table — with a view to then refining this in the next two sections
using either a segment or a filter.

Whenever | draw a table (this may not be standard, but always happens for me), it auto-populates
with the Data Source I nominated initially (the view), the dimension ‘Source’ and the metric
‘Sessions” and looks like this:

1 pooge 33,354
2 [cirect] ]
3 Art0m Soffwan 1538
1 digialagencymetaodi com 168
-1 g 102
3 Lirkeadin : 95
T Fatetonk 41
g [t gat) LF)
g Twiller M
[r] ROk al
n T Pt b, COm i

1106 7 113 ¥

For a top level report table, however, using the menu on the left, 'm going to select some of the
most important metrics and use the dimension ‘month of the year’ to create a month by month
breakdown which will be sorted using the dimension in descending order to place the current
month top of the list.

EATR EME
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[} A BT TE LE:LY J e b LA U B 4TNT ¥ BE42 23 L i
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Warn
& i Y J 5] L o OB . Lasdd
- e
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R ]
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USING FILTERS

With this table giving us a starting platform, we can then look to narrow our focus and initially we’ll
do this using a filter - which you can do by selecting ‘add a filter’ in the right hand menu (under the
‘data’ tab). So, having copied the table and pasted it in to a new report page, you can select the
‘add a filter’ option. This will bring up the filter creation menu:

maw aser

You can use the basic include/exclude options with any metric or dimension, refining it with
‘contains’, ‘equal to’, ‘starts with” and other options. The full row is referred to as a ‘clause’ — which
can be augmented with additional clauses to refine the filter further.

If, for example, you wanted to look at a specific subfolder on your site, you would use the following
options (where ‘/blog/’ is equal to the specific name of the subfolder you want to look at):

v g by e

This gives us the same report as previous, only this time it will only include sessions that include a
visit to that particular subfolder:

1 Jam 3018 - 31 Dac 318
bemvwrba Al AR Mr  A5dNa HlA A & . [ 55 &0 AW A DN BT iTRA iR BRE B
Okl iri  miEwa pF - T BT A [ LM d1dwa 1330 MEIW A T S00EM ATA. 0 ARMEN O RO 4
CoptaTis LT 43T T N AT [ . 1EE TLERG O1EM 1B WA CETG 7 TR BT 47w Wl N
gt L1X) WP L5885 Al L e T & +  LEER A¥a 173 L BF i SiiE e B30T S0 SRS 1AW
loky TTHL AW IATR TR LT L o TH1 JERl 18T ATER 11 W04%T  DODETE FRG BMATTR JORG NIMIM TIPR
Jora 182 M1 TASY 15N TR kA ! LI 338% 1837 T Te4E 0% S008S) 12%F BEOEN 1% Q0D4E TAN%
iy IR EEERA INES ARARE IR MR © . TASE WITRD OE IR 1E0E MFRE  OUDEYS JEORE PSR 0§ OFININ -3
dgel 108 10T A A TN 1B L} LA %t 2T O LEAESNE & ] S0ORE 2E. AR ik RN RN
] FrF T ] ITeed 150 WA S0 [ LT AT ] 60 1 Wie EEEwT OnNcR? JREL 0 SREEN TR QOO M
Fabrusry nm ans mwe 178 MR ITH [ . WmEe 1 MWoeE 1M W OTEML: MM WT. 0 MIOTY EML T M
Lt ] LIEG V20N L6201 ThMY AT [ +  LI0B BTN 1T TIw T4 W% S0DkM I0%.F  BRTN LW W D
11151
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USING SEGMENTS

We can then refine this report further using ‘segments’, so if we copy the table across to a third
page, then select ‘add segment’, we'll be presented with two options in a ‘segment picker’:
‘System segments’ and ‘Custom segments’. We'll be using the former here - the latter is defined in
Analytics, so you will be aware already if you have any and what purpose they could be used for.

This list is fairly self-explanatory if you've

spent any time in Google Analytics - allowing

you to restrict the data in your table by one

of a number of factors - ranging from user

specific, like ‘New User’ and ‘Multi-session

All Usars User’, to general source, like ‘Organic Traffic’
and ‘Paid Traffic’

& Segment Picker Q

System segments

New Users
By using the ‘Organic Traffic’ segment, we

Returning Users now have a table which shows the organic
traffic, to the specific subfolder, as part of the

Paid Traffic overall site - giving us different levels of depth
to a fairly basic chart type.

Organic Traffic

Search Traffic

Direct Traffic

Retferral Traffic

Sessions with Conversians

Sessions with Transactions

Mobile Traffic

Tabilet Traffic

Mobile and Tablet Traffic

Tablet and Deskiop Traffic

Non-bounce Sessions

Bounced Sessions

Single Session Users

Multi-session Users
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This process - or, at least, a similar one — can be used across the full spectrum of available charts,
allowing you to produce geo maps for conversions, device specific traffic reports and a whole
range of others that can help you to better communicate your success with stakeholders.

CONCLUSION

While this is the first of what will likely be several eBooks on
Data Studio, the information should enable you to recreate
most of your Google Analytics reporting. Not only this,
once you replicate your reporting, you will be able to run
the report with minimal effort from then on. Not only is this
beneficial to the person compiling the report, but proper
use of a data visualisation tool such as Data Studio should
render your reports clearer and more readily understood.

In addition to this, it pays to keep up
to date with trends - and since Data
Studio left beta status in mid-2018, it
is becoming more widely adopted by
search and digital professionals across
verticals, meaning that not only is it
easier than manual reporting, but it

is likely to become a requirement by
employers and clients alike.
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