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With the advent of the Internet, the world has experienced an unprecedented explosion in data
generation. Every action we take, no matter how seemingly insignificant, is recorded, and our
devices become powerful generators of information that is critical to businesses. This digital
ecosystem has transformed our ability to measure virtually any action in real time. From the
moment a user goes online, we can track their behavior, identify patterns, and develop
personalized strategies to meet their potential needs.

This progress has been made possible by web analytics, a discipline that offers businesses a vast
universe of opportunities. However, to make the most of its potential, we need to understand
what web analytics is, how it works, what it-allows us to measure, and most importantly, what
we should be measuring.

What is web analytics?

The Web Analytics Association (WAA) defines web analytics as “the measurement, collection,
analysis, and reporting of Internet data for the purposes of understanding and optimizing Web
usage” (Web Analytics Association, 2008)

Its main purpose is to collect, structure, and analyze information from websites and then
translate it into data-driven strategic actions. Today, companies use web analytics for a variety
of purposes, including:

e to report business data,
e to gain a better understanding of their customers and users,

e to manage digital marketing campaigns,
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e to assess brand reputation, and
e to study the competition.

The key is to determine what to measure and how to analyze various sources of information to
draw conclusions that drive business growth.

The first steps in web analytics were taken with log analyzers, tools that tracked server activity
by processing log files,* which contained basic access data such as IP addresses and request
details. Although useful at the time, the limitations of these tools were significant, leading to the
creation of more advanced systems based on tagging (client-side tracking).?

These systems provided more precise and comprehensive data and were widely adopted in the
mid-2000s, coinciding with the advent of digital marketing. During this period, measurement
methodologies such as site-centric, user-centric, and ad server-centric approaches emerged.

Today, web analytics is one of the most important disciplines within the digital ecosystem. It has
evolved significantly in recent years and remains a key element for the future. Web analytics
enables companies to measure the effectiveness of their actions and make informed decisions
by acting as their eyes in the online environment.

Thanks to this discipline, organizations can gain a better understanding of their users and
develop more precise strategies to stand out in a highly competitive environment. In a world
where data is the new gold, web analytics is not just a tool; it is a strategic pillar for any business
that wants to thrive in the digital age.

Toward advanced analytics

In a world where consumers are constantly exposed to an endless stream of ad impressions
across multiple channels, capturing their attention and keeping brands top of mind has become
an increasingly complex challenge. To adapt to this reality, web analytics has been evolving
toward an increasingly advanced approach that allows businesses to measure, optimize, and
allocate resources with greater precision and efficiency.

Advanced analytics integrates technologies such as big data,? cloud computing,* and analytics
tools based on artificial intelligence (Al) and machine learning (ML). These technologies provide
companies with a detailed, real-time view of their digital campaigns and help them make more
informed decisions. This approach focuses on three key activities:

1. Attribution. Attribution assigns credit for a conversion (such as an online purchase) to all
the media or channels that influenced the customer’s decision. Modern models go
beyond traditional methods, leveraging ML algorithms to analyze complex interactions
and optimize budgets based on actual behavior patterns.

1og files are server-generated records that store information about website traffic, including IP addresses, request details,
and access times.

2 A tag is a keyword assigned to a piece of data. Tag-based measurement is performed by a JavaScript code that is placed
on each page of a website and collects information to send to the server.

3 Big data refers to data sets so large and complex that traditional software tools cannot effectively capture, manage, and
process them within a reasonable time frame.

4 Cloud computing is a paradigm for delivering computing services over the Internet.
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2. Optimization. Optimization is a multi-step process. Determining the contribution of each
channel is just the first step. The next is to align marketing resources to maximize
performance. Tools such as Google Analytics 4 and Adobe Analytics enable real-time
simulations, generating scenarios that help companies make more informed strategic
decisions based on real market conditions.

3. Reallocation. This is the ongoing redistribution of marketing resources in response to
changes in the marketplace or consumer behavior. The goal is to maximize return on
investment (ROI) by adapting strategies as the digital environment evolves.

For example, detailed analysis might reveal that a particular combination of social media
campaigns and paid search has a significant impact on conversion. This would-lead companies
to redirect resources to these more effective channels, allowing them to maximize their results.

In short, advanced analytics is not limited to measuring what has already happened; it also
enables us to anticipate and quickly adapt to the changing dynamics of the digital ecosystem.
This approach ensures that every action taken has a significant impact on achieving business
goals, making web analytics an indispensable strategic pillar.

Attribution models

Often when we think about attribution, there can be doubts about the process, so let’s take a
closer look at what attribution is before we delve into different attribution models.

What is attribution?

As explained in the previous section, “Toward advanced analytics,” attribution is the process
that allows us to identify which actions or channels are generating the best results, with the aim
of redistributing resources efficiently.

This analysis raises some key.questions: How can we determine which of the various channels a
user has engaged with is responsible for a conversion? Which channel should we attribute the
success to?

To answer these questions, we introduce the concept of attribution models—rules or sets of
rules that determine how credit for sales and conversions is assigned to different channels or
user touchpoints. These rules must be predefined in the web analytics tool being used.

It is important to understand that, in most cases, conversion is not the result of a single
touchpoint or channel but rather the interaction of multiple channels throughout the decision-
making process. Each touchpoint along the way can influence the user and contribute to
conversion to varying degrees.

For example, a consumer might discover our website through an Instagram campaign, return
through a remarketing campaign, and finally complete the conversion through a Google Ads
search campaign. The attribution model selected determines the weight, or relevance, assigned
to each of these channels in the conversion process.

In addition to providing a more precise view of the effectiveness of each channel, this approach
allows for the optimization of investments in digital strategies, maximizing the return on
marketing actions.
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