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USING GOOGLE ANALYTICS TO GET STATISTICS ON USER ACCESS TO  
READING LISTS AND READING LIST TITLES ON TALIS ASPIRE 

 
Google Analytics is an application that generates detailed statistics on visitors to a website.  It is mainly 
aimed at companies marketing their products online, for them to monitor their website usage.  
Therefore, not all functions and options offered by the application are necessarily going to be relevant 
for gathering statistical information on the usage of Talis lists. 
 
For Talis, Google Analytics can be used to get intelligence on users who access Talis as well as the 
number of visitors to individual reading lists, including number of clicks on titles.  User intelligence 
contains information such as access points (from which county/city), operating systems and networks, 
or even the type of computer or brand of mobile phone that is used to access Talis.  
 
However, what we are mostly interested in is how many users access Talis reading lists, which reading 
lists from which modules are accessed most, and which resources on these lists users are interested in 
most.  We cannot prove usage of resources, naturally; we can only look at number of clicks on a title, 
gather information on how many times a resource page is viewed, and make assumptions. 
 
Setting up access for the first time 
 
In order to use Google Analytics, one needs to have a Google account.  This will automatically give one 
access to Google Analytics which will initially contain nothing.   
 
Once you get a Google account, you need to ask the relevant ITS person in the Library or our contact 
person from Talis to be added to Talis Aspire in Google Analytics.  Once this is done and you receive 
confirmation, QMUL Aspire will appear in your Google Analytics home page next time you log in at 
http://www.google.com/analytics/.   

 

 
 
 

http://www.google.com/analytics/
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Getting started with Talis Aspire statistics 
 
Once you follow the QMUL Aspire link, you will see three tabs at the top of the page.  You will be taken 
by default to the Standard Reporting tab and to the Visitors Overview page.  Here you have access to 
Talis visitor figures and their behaviour for the past month.  Using the calendar gadget, date range can 
be changed to cover another time period. 
 
Note tools available in the main frame: links to get detailed information on user Demographics, the 
System used for access, and Mobile access information.   There is also a view full report option at the 
bottom of the page.  
 
In the left navigation pane, there are options for gathering even more detailed information on visitors to 
Talis Aspire and its contents by using tools such as AUDIENCE, TRAFFIC SOURCES, CONTENT, etc.   
CONTENT is the one we will use most for our information gathering.   
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Under the Home tab, the REAL-TIME tool accessed from the left navigation pane might be of interest as 
the Overview gives intelligence on live user activity in Talis and which pages users are visiting.  
 

 
 
The Custom Reporting tab contains any special reports set up by you. 
 

 
 
Note: This user manual only covers the basic features of Google Analytics relevant to obtaining Talis 
Aspire reading lists data.  If you are interested in various other functions and options in Google 
Analytics, check its information pages at https://support.google.com/analytics/?hl=en-GB.    
 

https://support.google.com/analytics/?hl=en-GB
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Gathering reading lists data 
 
If you want to get figures for pages users viewed in Talis during a chosen period, go to CONTENT in the 
left navigation pane and expand it.  Select Site Content and expand it; then select Pages (these pages 
can be reading list pages or item pages – Analytics does not discriminate).  Choose Page Title in the main 
frame to view titles of pages instead of web links that are not going to make much sense.  You will see a 
mixture of lists and items in ranking order by the number of time they have been viewed by visitors.  
Reading list ‘Introduction to Film Studies’ is fourth in the rank for our chosen period, for example.  If 
you want more detailed information on visitors and what they looked at, click on the reading list link.  
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Then click on In-page for details.  
 

  
 
You will then be taken to the reading list page.  At the top, there is detailed information on the number 
of visitors for this list and their behaviour.  The bubbles in the list represent clicks on particular segments 
of the reading list.  
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You can also come here from In-Page Analytics, again under the CONTENT section in the left navigation 
pane.  When you click on In-Page Analytics, you will see the Talis home page opening in Google 
Analytics and the number of clicks on the homepage segments if any.  Search for your reading list as 
normal.  
 

 
 
Once you find your list and go in, select your date range from the calendar if required (default is the 
period covering the last one month).  You will get relevant in-page data covering your selected period.   
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Gathering reading list title data 
 
Start scrolling down the list.  When you hover over the percentage bubbles, you will see the actual 
number of clicks.  An essential print resource below has been clicked on 23 times between September 
and February from the reading list’s main page, for example.   
 

 
 
You can go further into  a title to see how many times the resource page has been viewed, because 
users might not arrive there only by clicking on the title from the main reading list page.  This resource 
page has been viewed 34 times, for example as opposed to the 23 clicks cited on the main page above.     
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Sometimes an item can appear multiple times in a list, or it might be on other reading lists as well.  
Getting the ultimate page view statistics for an item that has been clicked-on, therefore, is best done 
from CONTENT/Site Content/Pages in the left navigation pane and then by selecting Page Title in the 
main frame, same as finding out about visitor numbers to reading lists themselves.    
 

 
 
Then it is a matter of finding our item in the list.  As you can see, our title has been viewed 174 times as 
opposed to the figures we got previously because this particular title exists multiple times in the reading 
list with a different chapter to be read each time.  It can also be on another reading list.  Therefore, the 
total viewing figures are quite high here.  
 

 
 



Page 9 of 15 
 

Exporting data and getting information on actual item usage 
 
Some data can also be exported into an Excel sheet using the EXPORT tool whenever it is available on 
the screen.  In the new version of Analytics the option of emailing PDF reports is not available anymore.  
 

 
 
As for finding out item usage statistics, this needs to be done from the LMS by checking usage for the 
title or by running reports to get usage statistics.   
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Setting up custom alerts for specific reading lists or reading list titles 
 
You can set custom alerts to monitor the usage of specific reading lists or titles in lists.  However, data 
does not get emailed to you.  You only receive an email alert as the one below, meaning that visitor 
numbers to a particular page (reading list or an item in a reading list) exceeded the alert limit you set for 
your chosen period. 
 

 
 
When you get the email, you need to go to the Analytics web site to see the actual data under the Home 
tab.  When in this tab, in the left navigation pane you go to Intelligence Events and then Daily Events or 
Weekly Events or Monthly Events (whichever one you set).   
 
Below is a report on daily page views of a reading list for the 2nd of March 2012.  On this date, the list 
has been viewed 71 times: a sudden peak in viewing figures.  An important piece of intelligence here is 
that 58 of these views have been via a Talis blog (the list had been selected the list of the week recently) 
and some of them are from other cities, meaning that these visitors were most probably from external 
institutions rather than our own users.  
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In order to set up a custom alert to monitor a particular reading list (or reading list title), go to the Home 
tab in Google Analytics.  Then go to Intelligence Events in the left navigation pane and, depending on 
the frequency with which you would like to receive email alerts, select one of the options: Daily Events 
or Weekly Events or Monthly Events. 
 

 
 
Once you select the desired event (alert) frequency, in the screen that comes up click on Create a 
Custom Alert. 
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A form will come up.  Fill it as below if you would like to monitor a reading list (or a reading list item): 
 

 Alert name: same as the reading list (or the reading list item) to make it identifiable in the email 
alert if multiple lists (or items) will be monitored 

 Apply to: leave as it is since you do not want to monitor anything else such as the library catalogue 
or the archives if you have access to their data 

 Period: if you change your mind regarding alert frequency, you can amend it from here 

 Send me an email when this alert triggers: you must tick this option; by default the alert will go to 
your Google email account but you can include your QMUL email too or any other email address/s 

 This applies to: open the drop-down box and select Page Title under Content  

 Condition: choose as appropriate from the drop-down box;  if copying and pasting reading list title 
(or item title from a reading list), you can leave the default option Matches exactly 

 Value: paste/enter reading list title (or item title); as soon as you enter a value here, options will 
appear and you can select one (beware of module names since they will have the same name as list 
names) 

 Alert me when: select Pageviews under Site usage from the drop-down list 

 Condition: select Is greater than or as appropriate from the drop-down list 

 Value: enter you figure 
 

You have set up an alert that will be triggered when this particular reading list (or reading list item) is 
viewed more times during your chosen period (a day/a week/a month) than the figure you entered in 
the last Value field, and you will get an email alert when this happens. 
 
Click on Save Alert. 
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You will be returned to the original screen.  In order to view your new alert or make any changes to it, 
click on Manage Custom Alerts at the bottom.  
 

 
 
Your new alert will be at the top of the list.  To edit it follow the link.  You also have the option of 
deleting it. 
 

 
 
 
Note: If you are interested in deciphering Google Analytics terminology that appears in various reports, 
there is a dictionary at  
http://support.google.com/analytics/bin/topic.py?hl=en&topic=1006229&parent=1726904&ctx=topic. 
 

http://support.google.com/analytics/bin/topic.py?hl=en&topic=1006229&parent=1726904&ctx=topic
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Glossary 
 
Explanations of some basic terms (as taken from Google Analytics support pages) are provided below. 
 
% New Visits  
The percentage of visits from first-time visits (from people who had never visited your site before).   
 
Bounce Rate 
The Bounce Rate is the percentage of bounced visits to your site.  A bounce is calculated as a single-page 
view or single-event trigger in a session or visit.  The following situations qualify as bounces:   
 A user clicks on a link deep into your site sent by a friend, reads the information on the page, and 

closes the browser. 
 A user comes to the home page, looks around for a minute or two, and immediately leaves. 
 A user comes directly to a reference page on your site from a web search, leaves the page available 

in the browser while completing other tasks in other browser windows and the session times out. 
 
Count of Visits 
Each time a user visits your site, there is a counter applied to their visit that increments with each new 
session by that visitor. For example, if Visitor A visits your site for the first time in January, their session 
count is 1. If that visitor then returns in February, their session count will be 2, and so on for each 
subsequent visit.  
 
Medium 
In the Traffic Sources reports, medium indicates the means by which a visitor to a site received the link 
to that site.  Examples of mediums are organic and cpc (cost-per-click) in the case of search engine links, 
and referral in the case of referring links from websites.    
 
Pages/Visit  
The Pages/Visit (Average Page Depth) metric displays the average number of pages viewed per visit to 
your site. Repeated views of a single page are counted in this calculation. This metric is useful both as an 
aggregate total as well as when it is viewed with other dimensions, such as country, visitor type, or 
mobile operating system. 
 
Pageviews 
A pageview is an instance of a page being loaded by a browser. The Pageviews metric is the total 
number of pages viewed; repeated views of a single page are also counted.  
 
Source 
In Analytics, a source is an origin of a traffic. Examples of sources are the Google search engine, the 
name of a newsletter, or the name of a referring website. 
 
Visitor Type  
Analytics records two types of visitors:  
 New Visitors—The first time a browser accesses your site, Google Analytics records the visitor as 

new. This is done by checking to see if the _utma cookie for your domain exists on the browser. If it 
does not, the visit is considered a first-time visit. 

 Returning Visitors—Google Analytics records a visitor as returning when the _utma cookie for your 
domain exists on the browser accessing your site. 

http://support.google.com/analytics/bin/answer.py?hl=en&answer=1006245&topic=1186564&ctx=topic
http://support.google.com/analytics/bin/answer.py?hl=en&answer=1006257&topic=1186564&ctx=topic
http://support.google.com/analytics/bin/answer.py?hl=en&answer=1032796&topic=1186565&ctx=topic
http://support.google.com/analytics/bin/answer.py?hl=en&answer=1006269&topic=1186565&ctx=topic
http://support.google.com/analytics/bin/answer.py?hl=en&answer=1006251&topic=1186564&ctx=topic
http://support.google.com/analytics/bin/answer.py?hl=en&answer=1006243&topic=1186564&ctx=topic
http://support.google.com/analytics/bin/answer.py?hl=en&answer=1006267&topic=1186565&ctx=topic
http://support.google.com/analytics/bin/answer.py?hl=en&answer=1032739&topic=1186565&ctx=topic
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Visitors 
There is of course no way to know if a single person is using different browsers to visit your site. In this 
case each browser a person uses actually counts as a distinct visitor in Analytics. There is also no way to 
know if two people are sharing the same browser on the same user profile, and this activity would be 
tracked as activity from one visitor. 
 
Visits 
This metric is a count of sessions that have been active on your site for the selected date range.  
 
Clicks vs. Visits  
There is an important distinction between clicks (such as in your AdWords Campaigns reports) and visits 
(such as in your Visitors reports). The Clicks column in your reports indicates how many times your 
advertisements were clicked by visitors, while Visits indicates the number of unique sessions initiated by 
your visitors. There are several reasons why these two numbers may not match: 
 A visitor may click your ad multiple times. When one person clicks on one advertisement multiple 

times in the same session, AdWords records multiple clicks while Analytics recognizes the separate 
pageviews as one visit. This is a common behavior among visitors engaging in comparison shopping.  

 A user may click on an ad, and then later, during a different session, return directly to the site 
through a bookmark. The referral information from the original visit is retained in this case, so the 
one click results in multiple visits. 

 A visitor may click on your advertisement, but prevent the page from fully loading by navigating to 
another page or by pressing the browser's Stop button. In this case, the Analytics tracking code is 
unable to execute and send tracking data to the Google servers. However, AdWords still registers a 
click. 

 To ensure more accurate billing, Google AdWords automatically filters invalid clicks from your 
reports. However, Analytics reports these clicks as visits to your website in order to show the 
complete set of traffic data. 

 
Visits vs. Visitors 
Analytics measures both visits and visitors in your account. Visits represent the number of individual 
sessions initiated by all the visitors to your site. If a user is inactive on your site for 30 minutes or more, 
any future activity is attributed to a new session. Users that leave your site and return within 30 minutes 
are counted as part of the original session.   
 
The initial session by a user during any given date range is considered to be an additional visit and an 
additional visitor. Any future sessions from the same user during the selected time period are counted 
as additional visits, but not as additional visitors. 
 
Pageviews vs. Unique Pageviews  
A pageview is defined as a view of a page on your site that is being tracked by the Analytics tracking 
code. If a visitor clicks reload after reaching the page, this is counted as an additional pageview. If a user 
navigates to a different page and then returns to the original page, a second pageview is recorded as 
well.   
 
A unique pageview, as seen in the Content Overview report, aggregates pageviews that are generated by 
the same user during the same session. A unique pageview represents the number of sessions during 
which that page was viewed one or more times. 

http://support.google.com/analytics/bin/answer.py?hl=en&answer=1006942&topic=1186564&ctx=topic
http://support.google.com/analytics/bin/answer.py?hl=en&answer=1006237&topic=1186564&ctx=topic

