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MAIN KPI

Sessions
It is the number of visits on the website.
A session is ended after 30 minutes of inactivity. 
Note that a new session is counted for a new entry 
after 30 minutes of inactivity.

User
It is the number of unique visitor on your website.
One user can have multiple sessions. 

Bounce rate
It measures the percentage of sessions with only one page 
viewed.

If you have a high bounce rate on specific pages, make sure you 
delever the appropriate content on it. 
A bounce rate < 30% is very good and > 60% is an alert sign (you 
should look where you lose your traffic the most)

Transactions
The number of bookings.

Conversion rate
The number of transaction / the number of visits.

Sales
Revenue associated to the bookings. 

Traffic sources
It gives you an insight on which sources give more 
traffic to your website. It is particularly interesting to 
focus on the SEO acquisition. 

Per default, it is the last-non direct click attribution 
method used on Google Analytics for conversion. 

Average basket
It is the Sales divided by the number of Transactions. 

ENGAGEMENT PERFORMANCEACQUISITION

Avg. Session Duration
How long user spends time on your website. (It does not take 
into account the bounce sessions) 
It is difficult to have a clear interpretation from that metric: the 
user is interested by your content vs the user doesn’t find what 
is looking for. 
You need to combine this metric with other engagement 
metrics for making better analysis. 

Pages/Session
It measures the average number of page views per sessions
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Google Analytics 
Basics

To help you to understand the basics, please refer to the Google Analytics Training website 
=> https://analytics.google.com/analytics/academy/course/6

We advise you to look at the « Unit 3 : Basic Reporting »

https://analytics.google.com/analytics/academy/course/6


Interface Overview
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Email 
Export 

Shortcuts to have access 
easily to your top reports Segments 

Period selection : it is possible to 
make comparison

Annotation : you can add 
comments not to forget 
event that could influence 
your data. (Ex : Redesign of 
a website/Launch of a 
campaign)

Select a Second 
dimension to have 
a deeper analysis

Filter your data
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Customisation : Dashboard, Custom Reports, Shotcurts and Custom alerts  

Real time : Monitor user activity as it happens

Audience : Who are the users?

Acquisition : How users arrive on your website?

Behaviour : How users interact with your site? 

Acquisition : Track your performance and revenue

Admin : Set correctly your Google Analytics account (this part is mainly 
managed by Fastbooking)



Audience
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Overview

This report gives you most of your main KPI. 
You can compare those KPI month per month to analyze the evolution. 
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Devices > Mobile

This report helps you to analyze on which device your user consult your website
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Location / Language

This report helps you to better understand where your traffic is from and to target campaigns/offers

Location Language



Acquisition
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Traffic sources > Channels

Thanks to this report, you can analyze where your users are coming from. 

• Organic search : natural results from search engines 
• Direct : access to the website thanks to a bookmark or typing the 

URL in the address bar
• Referral : visits from external websites 
• Paid search : Paid campaign (ex : SEA, display)
• Social : Social campaigns

Last non-direct click attribution prevails in Google Analytics : it attributes any action to the last traffic source 
excluded direct traffic.



Behaviour
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Top 10 of your pages
Thanks to this report you can analyze your pages performance. 
You should use the URL of each pages to identify them on Google Analytics. 
Ex : http://www.abcdef.com/offers/hot-summer-special/ for the « hot summer » special offers.  

http://www.xxxxx.com/offers/hot-summer-special/
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Top 10 of your offers pages
Thanks to the page report, you can also analyze your most performant offers.
You need to filter on « offers », and then you will have the top of your offers pages.
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Event > Where the user click the most?

What to follow
● Total Events which corresponds to the number total of clicks
● Unique Event which corresponds to the number of time a functionality has been clicked at least once 

during a session.
An event has this following structure : 
                      Event category / Event Action / Event label which enable to identify clearly each clicks.
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Top Events
The Top Event report is interesting to follow the clicks. You can switch from dimensions : Event Category / Event 
Action / Event Label. This would be useful for the explanations below.  
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Number of “book” clicks

v

On « Event Action », the « Book » action corresponds to the number of clicks on the « Book » buttons
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Number of “book” clicks
By adding « page » as a « Secondary dimension » you can identify on which pages the « Book » button has 
been clicked.  
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Number of “book” clicks
By adding « page » as a « Secondary dimension » you can identify on which pages the « Book » button has 
been clicked.  
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Special offers performance
2) The « book » event action means that your user 
clicked on a book button from a special offer page.

1) On « Event Category » click on « specialoffers » 

3) Click on « Book » to identify on which offers the book 
button has been clicked.
You will know how many clicks redirected to the 
booking engine from a specific offer.

Format : clickbook_nameoftheoffers
Ex : 34 clicks have been done on a « Book » button on the « Time For Family » offer.
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Form Completion
1) On « Event Action », the « Send » action corresponds to the number of form completion

2) Click on « Send » in order to identify which type of 
form have been completed
Ex: meeting / restaurant / newsletter / wedding / spa / contact …
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Social Share
On « Event Action », the « Share » action corresponds to the number of click on the social media widgets

You can filter directly on « Share » to have only a view on the Social media actions : 
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Social Share per Social Media

By adding « Event label » as a « Secondary dimension » you can identify the specific social media your users 
clicked.
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TripAdvisor clicks

On « Event category », the « tripadvisor » category corresponds to the number of click on the tripadvisor widget 
(if available on your website)
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Thank you


