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Objectives After this session you should:

➢ Know how and when to use UTM parameters;

➢ Understand what Goals and Events are and what they 

are used for;

➢ Have a basic understanding of Google Tag Manager;

➢ Know what multi-channel tracking is and why it is 

important;

➢ Understand the Google Analytics (GA) attribution model.



UTM Parameters

❖ Why?

Direct traffic is an “unknown” figure. We don’t know why someone directly entered our 

website into their browser or clicked on a link that wasn’t tagged.

❖ What?

UTM parameters are tags you can add to the end of the URLs of your marketing or 

promotional efforts. When your appended URL is then visited, it allows GA to track 

information, such as how visitors are coming to your site and if they're interacting with 

any content associated with a campaign. The highlighted part in the below image 

shows how the UTM parameters appear in the URL.

❖ When?

The UTMs are used to classify and understand the effectiveness of your various 

marketing efforts better, especially the ones that GA is not capable of automatically 

categorizing, e.g. untagged links in the email campaign would simply be assigned to 

(direct) traffic.

What, when and why 
of UTM Parameters



UTM Parameters

There are 5 parameters you can use to tag your campaigns:

➢ Campaign Source - The referrer: (e.g. google, newsletter);

➢ Campaign Medium - Marketing medium: (e.g. cpc, banner, email);

➢ Campaign Name - Product, promo code, or slogan (e.g. spring_intake);

➢ Campaign Term - Identify the paid keywords;

➢ Campaign Content - Used to differentiate similar content, or links within the same ad.

You can also make use of Google’s Campaign URL Builder that helps you generate UTM tagged URLs.

https://ga-dev-tools.appspot.com/campaign-url-builder/


Goals and Events

➢Goals

Goals in Google Analytics allow you to track specific visitor 
interactions on your website. For example, you can track things like 
form submissions, button clicks, submitted applications, etc.

Then, once a visitor performs the specific action you’ve defined as 
a goal, GA records that as a conversion.

Note: Setting up Goals requires Admin rights.

➢Events

Events are user interactions with content that can be measured 
independently from a web page or a screen load (change in URL). 
Examples include downloads, video plays, clicks on email 
addresses, etc.

Event tracking can often be set up with some basic HTML and 
JavaScript knowledge.

Goals and Events



Setting up a Goal

1. Click on “Admin”



Setting up a Goal

2. Click on “Goals”



Setting up a Goal

3. Click on “+New Goal”



Setting up a Goal

4. Select a desired Template, e.g. Inquiry Submission

5. Click on “Continue”



Setting up a Goal

6. Name your Goal

8. Click on “Continue”

7. Select Goal Type, e.g. Destination



Setting up a Goal

9. Specify the condition, e.g. destination URL equals to /thank-you.html

10. Click on “Save”



Setting up a Goal

The new goal is now created



Setting up a Goal

The goal is now available in the reports 



GTM in a Nutshell ➢What is Google Tag Manager (GTM)?

GTM is a free tool that allows you to manage and deploy 
marketing tags (snippets of code) on your website without 
having to modify the code.

No more developers needed. Whoo hoo!

Unfortunately, it’s not that simple…

➢Google’s Promise

“Google Tag Manager helps make tag management simple, easy 
and reliable by allowing marketers and webmasters to deploy 
website tags all in one place.”

➢The Reality

Google Tag Manager is not “easy” to use without some technical 
knowledge or training (courses or self-taught).

Events and Google 
Tag Manager

When I explain someone how to work with GTM 
and then ask, “Did you understand?”



What is GTM used 
for?

➢GTM is essential in tracking user interactions that do not 
trigger a change in the URL. Examples include:

▪ Downloading a prospectus;

▪ Watching a YouTube video;

▪ Clicks on outbound links (e.g. social media accounts);

▪ Clicks on a button;

▪ Etc.

➢However, GTM is not only used to enhance GA tracking. With 
some coding skills the possibilities are limitless.

Events and Google 
Tag Manager

Trying Google Tag Manager for the first time





Multi-Channel Analytics



Overview

Multi-Channel Analytics

➢ Multi-Channel Analytics is the practice of getting information from various touchpoints in the 
prospect’s journey to really understand which marketing activities contributed to converting the 
prospect into an enrolled student. Generally, the journey can be split into two broad stages:
▪ Assist - assisting channels help build awareness, promote consideration, and stimulate 

intent earlier in the customer journey or the conversion funnel.
▪ Last Interaction – these channels are the final point of contact prior to a conversion.

➢ All too often, too much emphasis is placed on the last interaction, and the assisting channels do 
not get enough credit. For example, Display Ads might seem non-productive for many because 
they aren’t often the last interaction in the prospect’s journey. However, they play an important 
role in building awareness early in the journey.



Multi-Channel Analytics



Multi-Channel Tracking 
in Google Analytics

But first, we need:



Multi-Channel Tracking 
in Google Analytics

1.

2.

3.



Multi-Channel Tracking 
in Google Analytics

The Lookback Window is max. 90 days



Attribution Models
Which touchpoints are the most important to you?



Attribution Models

Default Google 
Analytics Model

Last Google Ads Click



Attribution Models

➢ Last Interaction
The last touchpoint would receive 100% of the credit for the sale.;

➢ Last Non-Direct Click
All direct traffic is ignored, and 100% of the credit for the sale goes to the last channel that the customer 
clicked through from before converting;

➢ Last Google Ads Click
The last Google Ads click would receive 100% of the credit for the sale;

➢ First Interaction
The first touchpoint would receive 100% of the credit for the sale;

➢ Linear
Each touchpoint in the conversion path would share equal credit for the sale.

➢ Time Decay
The touchpoints closest in time to the sale or conversion get most of the credit;

➢ Position Based
40% credit is assigned to each the first and last interaction, and the remaining 20% credit is distributed 
evenly to the middle interactions.

➢ Data-Driven - gives credit for conversions based on how people search for your business and decide to 
become your customers. It uses data from your account to determine which ads, keywords, and campaigns 
have the greatest impact on your business goals.



Attribution Models

1.

2.

3.



Thank you!
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