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Google Analytics 
Unlocked
Data Driven Strategies for Your 
Association Website
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Howdy!

Ray van Hilst, CAE
VP of Strategy

Yoko Co

2



yokoco.com

Yoko Co 
Overview
We partner with 
organizations that are 
working to create positive 
change in the world.
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Certifications, 
collaborations, and 
memberships



yokoco.com

What We’re Good At
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Branding & Messaging
Design your identity. Find your purpose. 
From logo design to copywriting, let's 
make you remarkable.

Website Design & Dev
Your website is your first point of 
interaction - and it shouldn’t just look 
good, it should do good. Security of any 
website or application.

Custom Development
Good code is the backbone for 
performance, security, & scalability. 

Hosting & Maintenance
Solid hosting and maintenance is the 
bedrock for the high performance and 
security of any website or application.

SEO & Consulting
If you're not searchable, you don't exist. Get 
to the top of the list and drive the right traffic 
to your content.

Marketing & Automation
Streamline. Automate. Deliver results. 
Supercharge your messaging with the right 
software & strategy.

Media Buying & Relations
When you put the right ads and the right 
content in front of the right people, you get 
the right results. Make your voice heard.

Video & Animation
From live action footage to animation, create 
versatile content that makes a complex idea 
simple and builds a connection with your 
audience.

Compliance & Accessibility
Navigate the complex legal standards and 
protocols to stay in compliance, protect your 
organization from lawsuits and deliver your 
message to all.

https://www.yokoco.com/services/branding/
https://www.yokoco.com/services/websites/
https://www.yokoco.com/services/custom-development/
https://www.yokoco.com/services/hosting-maintenance/
https://www.yokoco.com/services/seo-consulting/
https://www.yokoco.com/services/marketing-automation/
https://www.yokoco.com/services/media-buying-relations/
https://www.yokoco.com/services/video-animation/
https://www.yokoco.com/services/compliance-accessibility/
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How familiar 
are you with 
Google 
Analytics?

?
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Slides, Downloads
And More…

https://www.yokoco.com/google-analytics-unlocked/
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“Organizing is what you 
do before you do 
something, so that 
when you do it, it is not 
all mixed up.”

— A.A. Milne

Strategy
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Why We’re Here
● Let’s face it… Google Analytics 

can be confusing.
○ And you don’t use it every 

day!
● You want more than vanity 

metrics.

We’ll Walk Through
Why

What

How

What data you actually should use to make 
business decisions

What metrics should you look at in GA

How to find them and set things up. And 
then connect those to your goals.
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Say “NO” to Vanity Metrics
Data Driven Strategies for Your Association Website

What metrics tie
to your key goals?

What will you change 
based on the data?
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Where To 
Start
GA4 Setup & Core Metrics

Let’s Go!
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Connect the Dots

Executive Leadership’s Question KPI or Metric

How many people are using our site and 
how active are they?

Users / Sessions / Page Views
Engagement Rate / Average Engagement Time

What is our most popular content? Landing Pages
Pages and Screens (top pages)
Content Groups
Event Completions (key events / custom events)

How do people find our site? Source / Medium
Session Default Channel Grouping
Users by Channel
Google Search Console
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Case Study: AHA

KPI or Metric Affects Decisions For

Page Views
Engagement Rate
Landing Pages

What resources to market

User Acquisition 
Source / Medium

Where we share our resources

Downloads What format we use for our resources

Realtime Decision-making in the moment about marketing
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What Resources to Market
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Where to Share Resources
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What Format To Use for Resources
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Realtime Decisions
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Metrics: Can a State Secede?

Reacting to the News
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Metrics: Canada

Reacting to the News
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What’s a 
question your 
leadership 
wants 
answered?

?
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Essential Configurations

Enhanced Measurement

Data Retention

Data Signals

File Download Tracking

Search Term Tracking

Content Groups (GTM)
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Metrics 101: 
What & Where
● Pages & Screens
● Landing Pages
● Acquisition & Referrals
● Search Console Integration
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Wait! Something’s 
Missing!
● Psst.. Click the pencil.
● Add Metrics & Dimensions
● Common ones I add:

○ Engagement Rate (Metric)
○ Query String (Dimension)
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But wait… there’s 
more!
● AI Powered Analytics: Quick hits
● AI Powered Search: Ask what 

you want to know
● Realtime View
● Add additional dimensions to 

explore further
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Metrics 201: 
Let’s Go Exploring
● Downloads
● Search Terms
● 404 Report
● Path Exploration
● New Feature: Copy Explorations 

across properties!!
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Meet Google Tag 
Manager
● Add and manage tracking 

without needing to update 
code every time.

● Give access to necessary team 
and they can add and update 
tags anytime.

● Set advanced configurations 
like content groups, custom 
events, custom parameters, etc.
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Let’s Get 
Cooking
Google Analytics Recipes in Action

Recipes
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From Reports 
to Storytelling
Don’t Share Numbers. Share Insight

Section 4
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Google Looker Studio:
BI & More
● GA Data Visualization 
● Save time digging through 

multiple screens
● Automated reporting
● Scheduled sending
● Versions for different audiences
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Google Looker Studio:
Integrations Galore
● Google Analytics
● Google Search Console
● Google Ads
● SEO Tools (e.g. SEM Rush)
● Email Systems
● Social Media
● Google Sheets
● And more!!
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Leadership Dashboard Data
The Question Why It Matters The GA Metric

Are we attracting new audiences and 
growing membership?

Expanding reach

Membership growth 

User Acquisition Report (new vs. returning users)
Demographics > Overview (age, gender, location)**
Traffic by channel/source/medium

Are our key revenue drivers getting 
traffic?

Tracks performance of programs 
tied to revenue

Landing Pages & Pages/Screens reports
Event Tracking (registrations, clicks, downloads)
Conversion Events for CTAs

Are people engaging with our most 
important content?

Content strategy & value delivery Pages and Screens report
Engaged Sessions & Avg. Engagement Time- Content Groups (if configured)

Where are users dropping off in our 
join/renew/registration process?

Identify barriers to conversion Exploration Reports: Funnel Path
Custom Events (e.g. form views, join button click, membership page views)

Are people using our site search? And 
what are they looking for?

Insight into content gaps and user 
intent

Site Search Query Tracking (custom setup)
Search Term Reports

How are people finding us? What 
channels are working?

Inform marketing strategy and 
spend

User Acquisition & Traffic Acquisition reports
UTM Campaign Tracking

What content or resources are driving the 
most action?

Prioritize investment in high-value 
content

Pages and Screens
Events (downloads, clicks, shares)
Scroll and engagement depth (if configured)

Is our digital engagement improving over 
time?

Measure progress and justify 
investment

Trend lines in user behavior over time
Comparison periods in reports- Looker Studio dashboards with date filters
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Department
Dashboards
● Identify content owned by 

departments and figure out URL 
parameters

● Filter off URLs and content 
types

● Create one page reports with all 
metrics using filters
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Best Practices for
Circulating
● Good to share with staff & 

councils/committees
● Include a Glossary
● Summary
● Looker report



3838

● Review GA a few times a week
● Monitor realtime during major 

announcements
● Pull metrics for departments as needed
● Review Looker report closely each month
● Share Looker report and highlights with 

our communications team
● Prepare website and social media 

reports for governing Council at least 
twice per year

● Share metrics for departments for their 
Council reports as needed

AHA Analytics 
Workflow
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Advantages of Looker Studio
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Advantages of
Looker Studio
● 2022 website report: charts, 

tables created by staff
● Missed some metrics because 

of website structure
● Time-consuming, required a lot 

of explanation
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Advantages of
Looker
● 2025 website report: short 

memo highlighting new 
resources + Looker Report
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It’s ok to say “No” 

If the data doesn’t drive action, don’t 
report on it.
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What metric
are you 
looking at
today?

?
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3 Things To Do Next Week

Audit your Google Analytics Setup. Start with our worksheet.

Identify your KPIs. For you AND your teams.

Map GA metrics to those KPIs. (Bonus: Start a dashboard) 
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Questions?
Resources.
● ChatGPT or Gemini
● AnalyticsMania.com
● Facebook Google Analytics 4 

Community
● Google Analytics Release Notes
● Google Skillshop:

○ https://skillshop.withgoogle.com/

https://www.yokoco.com/google-analytics-unlocked/

Slides, Downloads and More…
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Get in 
touch!

Ray van Hilst, CAE
VP of Strategy

Yoko Co

ray@yokoco.com
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