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1. [bookmark: _Toc7813979]Introduction
This written report is about how Web analytics has changed since its invention, and a general overview of what web analytics is and how using a model strategy can allow an organization to grow and reach strategic goals set.
2. [bookmark: _Toc7813980]What is Web Analytics?
Web analytics is the collection, analysis and reporting of measured user behaviour data from websites. Web Analytics or Web Metrics can be used to enable organizations to manage strategies to successfully reach business goals, such as: [1]
i. Attract new customers to purchase goods or services.
ii. Retain customers.
iii. Enable more web traffic.
iv. Receive user feedback.
v. Improve the user experience. [2]

3. [bookmark: _Toc7813981]History of Web Analytics
In 1990 Sir Tim Berners-Lee successfully created the internet, through HTML. 3 years later Webtrends[3], one of the first web-analytics providers became available for business, through web log-file analysis. In 1995, Analog was created and was the first log-file analyser to show, usage patterns on web servers.  In 1996, the internet became accessible to everybody which created a demand for web-analytic tools, to help companies understand and increase traffic. Web-Counters is the industry leader currently with a speciality in counting website visitors. In 2005, Google Analytics[4] is released to the world for free after its acquisition of Urchin.[5] The ease of adding a few lines of JavaScript to your website and having access to an easy to use reporting tool, made the amount of people looking at web analytics go from a few thousand to hundreds of thousands very rapidly.[2] In  2006 Clicktale[6] is released and gives marketers the ability to track in-page user behaviour to improve webpage performance, conversions and the overall user experience. [5] Yahoo![7] Acquired IndexTools in 2008, and took a commercial enterprise analytics tool, and released it for free, which only accelerated the growth of the industry as to what we know today.[2]
	Comment by John Rees: Through this paragraph, the use of “is” in relation to historical events  (e.g.  Google Analytics [] is released) would be better as “was”.
4. [bookmark: _Toc7813982]Modern approach to Web Analytics
At present, the most successful approach to web analytics is by using the paradigm of Web Analytics 2.0 model as shown in Fig 1.[2]  Web analytics has evolved since the days of tracking user IP addresses, hit counting, or even page views, and visits. The Web analytics 2.0 strategy combines multiple web technologies to achieve strategic business objectives. This model strategy is split into 5 core toolsets and one goal. The main goal of web analytics is to create insights into the business operations, and to make informed decisions based off of analysed data. [2]

[image: ]
[bookmark: _Toc6662577]Figure 1 – Paradigm of Web Analytics 2.0

i. The Clickstream
Google Analytics[4]’, Webtrends[8] and Yahoo[9] are Clickstream tools, these are software that gather, store and analyse the website’s user data and behaviour.[2]
Google Analytics’ will collect specific data of your users behaviour: 

· Time of visit, pages visited, and time spent on each page of the webpages.
· Referral website details.
· Type of web browser.
· Type of operating system (OS).
· Flash version, JavaScript support, screen resolution, and screen colour processing ability.
· Network location and IP address.

ii. Multiple Outcomes Analysis
To achieve strategic goals, multiple outcomes analysis is very important when trying to understand the data sets presented. Google Analytics provides reports on the Clickstream data, but there are other tools to measure different goals – social media success, task completion rate, number of subscribers. [2]

iii. Experimentation and Testing
Using experimentation and testing tools such as Google Web Optimizer[10], Omniture’s Test&Target[11] or SiteSpect[12] can change the business strategy very quickly, instead of a website with one idea, experiments can be launched live, so the customer can give you feedback on the new software. [2]

iv. Voice of Customer (VOC)
VOC is an incredible tool for making decisions. Clickstream data and analysis can only record user behaviour, It can’t record why the user viewed a webpage, or why the user didn’t purchase the product.[2] Using tools such as: Live chat, Surveys and customer reviews. VOC allows the business to connect with the customer and help spot early warning crisis’s, evaluate new ideas, customize products, features, add-ons, and services to meet the needs and wants of the users and to increase customer retention.[13]

v. Competitive Intelligence
Using competitor intelligence tools such as Google AdPlanner[14], Trends[8]. Businesses can now compare analytics of competitors websites. These tools can show you how many of a certain product they have sold, how much they’ve spent on those advertising key phrases, what key phrases brought the most traffic, which can help businesses reduce trial and error decisions when searching for insights.[2]

vi. Insights
Clickstream data, analysis, experimentation, VOC and competitive intelligence tools all produce insights. When pieced together they allow you to make informed decisions to reach the objectives of the business as to Increase the revenue, reduce the cost or improve the customer satisfaction / loyalty.  [2]

The insights generated using this model allow organizations to make informed decisions based upon hard data.  This is critical for achieving business goals, improving the customer satisfaction of the user and increasing revenue. 	Comment by John Rees: OK.  Very much Kaushik’s approach.

5. [bookmark: _Toc7813983]Conclusion
Web analytics has rapidly evolved over a very short period.  New technologies have been constantly changing the way in which businesses and organizations work. Organizations and businesses using the Web Analytics 2.0 model can adapt to the changes of these technologies alot easier by analysing their user’s behaviour and acting upon it. Having such a range of tools for analysis allows the organization to grow with the technology. 
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Figure 1.2. The updated paradigm of Web Analytics 2.0
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