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Introduction 

At the start of 2014, e-commerce managers all over the 

world were suddenly told how to run their business by 

Google. Overnight, their Google Analytics account 

‘upgraded’ to Universal Analytics. 

In Google’s own words: “Universal Analytics is the new operating standard 

for Google Analytics. All accounts will soon be required to use Universal 

Analytics.” 

If this happened to you, your first reaction may have been ‘How dare they?’. 

But given that you really have no choice, how do you make the best of 

things? 

Google has given everyone until April 2016 to make the full transition. But 

should you wait or should you get on to it now? 

In short, yes, it is well worth switching as soon as possible. Why?  It’s not just 

because it’s better to be in control rather than have a third party make 

decisions about your business. 

UA is very, very good. It gives you everything that GA has plus a host more 

benefits. These are so useful you’ll want to get your hands on them. 
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CEO 
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Why is Google scrapping Google Analytics? In reality it’s 

not. Universal Analytics is the new version of Google 

Analytics. However this is not just a re-branding exercise. 

The Universal moniker (and features within Universal 

Analytics) demonstrates that Google understands the 

growing demand from e-commerce directors and 

businesses to be able to track customer behaviour online, 

offline and across different devices. Google have recognised 

this and responded to it with all the shiny new features in 

UA. 

Has your GA account been upgraded? 

If you haven’t already upgraded your Google Analytics account to Universal 

Analytics over the last few months then it is more than likely that Google will 

have done this for you automatically. However there is nothing to worry 

about here as your old ‘classic’ GA code will continue to work until 2016. 

One you have migrated your Universal Analytics account the next stage is to 

upgrade your analytics code on your site to the Universal Analytics version of 

the tracking code. We would recommend at this point to consider using 

Google Tag Manager, if you are not already, to make the transition from 

Google Analytics to Universal Analytics code. 

Background 
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You have until April 2016, but if you get it set up now you have lots of time 

to run a test UA account live alongside your original GA, so you can check it’s 

working properly before changing over. 

The sooner you do this, the sooner you’ll start to reap the benefits and enjoy 

the richness and depth of analysis, and new insights just waiting to be turned 

into sales-winning split tests. UA gives you information much faster than GA 

too. 

How Universal Analytics gives you data rich beyond belief 

Although not a feature itself of Universal Analytics, a data layer is becoming 

a pre-requisite for any self-respecting Universal Analytics setup especially 

when used in tandem with a tag management system such as Google Tag 

Manager. A good data layer holds lots of information about the page the 

user is viewing including page type, page category, product details (name, 

SKU, category, sub-category, price, whether the product is on sale). In other 

words pretty much anything you want to know about a page can be held as 

data within a data layer. 

The benefit for you is to be able to pass that data from the data layer into 

your Universal Analytics tags and finally into your Universal Analytics account 

providing you with much richer and relevant data about your business and 

website. 
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There are many reasons to love Universal Analytics, but 

these are the main three: 

Reason 1:  UA gives you data designed for your business 

With classic Google Analytics you had the custom variables feature to 

capture data specific to your business. Google have upgraded this feature to 

more user-friendly Custom Dimensions and Metrics. In partnership with a 

good data layer, Custom Dimensions and Metrics enable businesses to 

configure Universal Analytics into a reporting system that meets their 

individual needs. 

One of the criticisms of Google Analytics was that it reported what it wanted 

to report i.e. you were stuck with its standard reports. With Custom 

Dimensions and Metrics you can use bespoke Universal Analytics to report 

on what you want to report on.  

Reason 2:  UA lets you see customer behaviour by content 
category 

Related to Custom Dimensions is another feature called Content Groupings. 

This feature is especially useful for grouping pages. Currently, in GA, the 

standard page report can be a bit overwhelming, especially if you’re looking 

at a bunch of URL structures which don’t mean very much 

Three reasons to love Universal 

Analytics 
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‘Google Analytics gives you lots of URLs’ 

Instead, Content Groupings shows you real categories – such as site section 

groupings, page type groupings, e-commerce product groupings. 

‘Universal Analytics gives you usable information that everyone can understand’ 

Reason 3:  UA tells you what your customers do leading up to a 
sale 

Possibly the most exciting new feature of UA is Enhanced E-commerce. This 

feature provides a much more granular and detailed picture of what your 

customers (and potential customers) are doing on your e-commerce site. 

Although many of the reports in Enhanced E-commerce could be achieved in 

GA, before it required a lot of manual setup and analysis often in Excel. 

Enhanced E-commerce now produces a whole raft of e-commerce/customer 

journey reports out of the box including: 

• Product performance reports (by individual product, SKU, category) 

o How many times was a product viewed 
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o How many times was a product added to the basket 

o How many times was a product taken to checkout 

o How many times was a product purchased 

• Checkout reporting 

o Conversion and abandonment rates for each step of the 

checkout process 

• Customer journey reporting (look to book reporting) 

o How many customers viewed a product 

o How many customers added a product to the basket 

o How many customers went to the checkout 

o How many customers purchased 

With this type of reporting you can start to identify where the barriers to 

purchase are within your site and consequently you can start to develop 

tests and improvements to your site based on real data and evidence rather 

than guesswork.   
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If you have a GA account, you will almost certainly have 

seen the upgrade to Universal Analytics. You have until 

2016 to plan how to make that migration. 

But why wait?  Don’t let Google tell you how to run your business. Instead, 

make the most of this opportunity and get all the benefits sooner rather 

than later.  It’s also a chance to get your Universal Analytics code set up 

properly right from the start to give you a stream of clean, reliable and 

incredibly valuable data. 

True, there will be a learning curve and possibly some cultural change getting 

up to speed with the new way of working.  You will also need to budget for 

tag management, whether you do it in-house or outsourced. UA is a free 

tool, but it does cost money to run it effectively. 

However, what you’re paying for is sharp, accurate and complete 

information with huge potential to turn that into record-breaking sales.

So what should you be doing now? 
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About the author 

World leading optimization expert and boardroom 

advisor, Dan delivers stirring talks on using CRO to build 

and grow any business, with first hand success stories 

from blue-chip companies from around the globe. 

Drawing on his experience as CEO of the global website optimization agency 

AWA digital, Dan’s engaging  performances combine up-to-date knowledge 

and wisdom, with valuable insights and actionable takeaways that will have 

your delegates nodding and note making. 

Dan is also co-author of the Amazon best seller ‘E-Commerce Website 

Optimization: Why 95% of your website visitors don’t buy – and what you 

can do about it’, published by Kogan Page. Dan holds a MBA from Bath 

University and was made of Fellow of the Institute of Direct Marketing in 

2004. 

If you need any further help or advice, please don’t hesitate to get in touch. 
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CEO 

AWA digital 

dan.croxen-john@awa-digital.com 

+44 (0) 20 7887 2695 
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Next steps 

Are you serious about implementing website improvements 

that deliver massive sales increases to the bottom line? 

At AWA we’re here to help companies like yours master all aspects of web 

optimisation. That’s why we’re offering a free consultation with one of our 

Lead Optimisers – to show you how to get up to speed with CRO. 

Your free, no-obligation consultation is tailored to your business, to give you 

some of the most useful and practical advice you’ll find anywhere. Delivered 

at a time to suit you, there's no limit on the number of people who can 

attend, so your whole team can benefit. 

Lasting 30 minutes, you’ll learn 

• Exactly how to get an effective CRO programme running in your 

business (OR how to optimise your efforts, if you already have an in-

house CRO programme) 

• The top conversion mistakes most multichannel businesses make, and 

how to avoid them 

• 5 personalised recommendations to implement now for fast results 

Book your free no-obligation 30 minute CRO consultation now. Just follow 

the link on the next page and fill out the form so we can get it all set up for 

you.  
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Free no-obligation 30 minute CRO consultation 

Note: this is not a sales presentation. We aim to give you the best 

advice we can in 30 minutes to help you do CRO yourself. 

Get a free consultation 
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AWA digital is one of the UK's leading conversion rate optimisation 

consultancies, helping multi-channel and online retailers increase 

sales, repeat business and visitor satisfaction. 

Our experienced team of web analysts and ecommerce specialists 

use a range of tools – from in-depth website data analysis to usability 

testing – to show you how you can quickly boost conversion rates, 

repeat business and visitor satisfaction. Our pinpoint analysis of your 

online campaigns will show exactly what’s working, what’s not and 

what you need to change to get results that you are bound to make 

you smile. 

We offer our services to both multi-channel and ecommerce 

retailers, as well as agencies who wish to extend their range of 

services to include conversion rate optimisation. 

Our direct clients include Dunelm, Richer Sounds, Barbour, Interflora, 

Cotton Traders, Ironmongery Direct, Dune, Bettys and Taylors of 

Harrogate as well as a number of large and small B2B businesses. 

Get in touch 

e: info@awa-digital.com    w: awa-digital.com 

 

UK 
London 

+44 (0) 20 7887 2695 

USA 
Austin 

+1-866-615-1814 

South Africa 
Cape Town 

+27 (0) 21 974 6178 

UK 
York 

+44 (0) 1904 500637  

mailto:info@awa-digital.com
http://awa-digital.com/

