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|l ntroducti on

This case study explores how the service team set up and used analytics on the Car er 0 s
Allowance beta exemplar service. It includes best practice examples of implementation and

ways of working to help other services with their analytics data. The period it covers is
November 2013 to November 2014.

The Carerds Al l owance exempl ar

Carero6s All owance is a benef it substantiapcarmgreeds.| oo ki
The new exemplar service replaced the previous online claim process which had low take-up
and did not meet the standards set out in the Department of Work and Pensions (DWP) digital

strateqy.

Users access the new service from a start page on GOV.UK, from where they go through an
eligibility section. Eligible users then answer questions through a series of different sections to
reach the end of the service.

i GOV.UK

Home - Benefits » Carersand disability henefits

Carers and disability
benefits

Make a claim

4. Make aclaim

More
Youwill need 3
Benefits
Befare you apply. check you're eligible and make sure you have: .
L]
= your Mational Insurance number Hiow b
« the date of birth and address of the person yeu're caring for o
- your bank or building society details
your bank or building society details -
You may need to provide course details if you are studying. and any
employment details including dates and how much you were paid
Apply now >
[ The Carerbés All owance start page on

Meeting the digital by default service standard

All new or redesigned transactional government services going live after April 2014 have to
meet the digital by default service standard. This is a set of criteria that digital teams building
government services have to meet. The criteria include using analytics tools to collect
performance data and as a minimum to report on a defined set of key performance indicators

(KPls).
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The GDS performance platform

GDS is putting all the government's performance data in one place, so it's easy to see
headline facts about services quickly. Each service gets a dashboard that displays data on
areas such as its running costs, live number of users, digital take-up and user satisfaction. The
Carer 6s Al | owan c edashmardshaveg high-lsvel datazos its performance.

Completion rate
Proportion of users who start and complete their application using the digital service

100%

S~ ~ 68.3%

10to 16 Nov 2014

Jan 2084  Feb Mar Apr PMay lumi uly Aug Sep Ot MNaw

Users at each step

Mumber of users who completed important steps of the transaction last week

[Partof the Carer 6 s Al | owance dashboalatfdmljon t he

As well as this dashboard, the service team wanted further insights into user behaviour. A
significant amount of time was spent by the team to capture more detailed data than was
provided by the performance platform dashboard.

Analytics solution

Google Analytics Premium ( t he 0 Cl a s was uséd on thersarvice. dwever, the same
principles and techniques can be applied to any other commonly available analytics platform a
department chooses to use.

1 Starting out

Carer

per i

Based in Preston, the Carerod6s All owance servi ce

made up of a multi-disciplinary group of people. These include developers, user researchers
and a performance analyst.

Determining analytics needs

It is extremely important to consider what data points are required right at the start of the
planning process and to incorporate them into the sprint planning. By doing this, the service
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team were able to continually focus on user behaviour during new iterations of the service and
had all the correct tagging in place.

[The sprint discussion board]

Ability to map every stage of a user journey

The Carerds All owance service is made wup of di
pages. Google Analytics, like many other analytics providers, uses page URLSs to track traffic

to web pages. By creating individual and intuitive URLs across the service, the team could see

where users dropped out of the online application. The number of views each service page
received was shown in the analytics reports.

Page Pageviews +
315,809

% of Total: 45.20% (698,747)

1. lallowance/benefits L 48,704 (15.42%)
2. lallowance/hours = 32,211 (10.20%)
3. fallowancelover-16 Ll 31,607 (10.01%)
4, [allowanceflives-in-gb 2 31,551 (9.99%)
5. lallowance/approve L] 30,865 (9.77%)
6. /about-youlyour-details el 27,956 (8.85%)
7. labout-you/contact-details L 24,276 (7.69%)
8. /about-you/more-about-you @ 22,581 (7.15%)

[Example of how service pages appear in analytics reports]
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2 Configuring the analytics

T h e r e éommaoa misconception that just adding some basic analytics tags to pages on a

website will automatically give detailed data on user behaviour. A basic implementation will

provide some useful data but dedicating some time and thought to extra tagging can enable

more power f ul I nsight s. On the Carerods Al Il owan
sprint planning to instrument additional tagging and reporting.

Creating filters

To ensure the analytics data was as accurate as possible, the service team created several
filters in Google Analybdbias possiemoeef asmmuicd ©

f excluding visits made by the team (by filtering out our IP addresses)
excluding visits from back-end systems such as Preview
f§ mcluding only visits made on the domainds hc

]

Filter Name

Carers Allowance hostname only

Filter Type

Predefined Custom

Exclude

@ Include
Filter Field

Hostname ~

Filter Pattern

www.carersallowance.service.gov.uk

[Filter settings to only include visits from the service hostname]

Building views

A series of views (or profiles) were configured to measure different aspects of the service. For
example, a view was created which only showed visits that got past the eligibility stage of the
service. This was important as it showed more accurately the distribution of the time users
were taking to complete the service once they had actually started it.

One view without any filters was kept to fall back on in case data was inadvertently lost by

incorrectly applying or removing filters. Sandbox views were also set up for testing filters prior
to being applied to our main reporting view.
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Mapping the user journeys

One of the first things the service team also did was to sketch a series of diagrams to visualise
the common user journeys to help determine what was important to measure. Only measures,
conversions and KPIs crucial in quickly telling us how the service was working were adopted in
addition to the KPIs required for the performance platform. In this way we were able to
consistently align our analytics with the objectives of the service.

[Sketch of the main user journey]

Setting up goals

Once the important things to measure were determined the service team set up a series of
goals in Google Analytics. A goal is a configuration which allows the measurement of a
specific action, such as the percentage of users reaching a particular page (also known as a
goal conversion).

For example, one of the goal conversions configured was the percentage of visits that went
beyond the eligibility stage. In addition, the service team wanted to see on which specific
pages in the eligibility section users were abandoning their journey. To do this, the first page
after the eligibility section was set as the goal URL and a funnel was built to show each
eligibility pageint he | i near | ouocaldeays: Her eds the g
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@& Goal description e

Name: 1.3 Eligibility section completed
Goal type: Desfinalion

© Goal details

Destination

Equalsto ~ | /about-yow'your-details Case sensitive
For exampla, use My Screen for an app and Ahankyou. hirml instead of www.axample.comdhankyou. himi for a web paga
Value OPTIONAL

hé CONVersion

on Assign a monetany vals

Funnel OPTIONAL
On

Use an app screen name string or a wab page URL for each stap. For example, use My Screen for an app and Ahamkyouw.hirml
insizad of www. example.comthankyou.him/ for a web page

Step Name Screen/Page Required?
Does the person you care fo | fallowance/benefits Mo

Do you spend 35 hours or | fallowance/hours

E’ Are you aged 16 or over? fallowance/over-16
O Do you live in England, Scot | fallowance/lives-in-gb

Based on your answers you fallowance/approve

[Goal funnel configuration]

This enabled the creation of funnel reporting in the analytics reports from which the service
team could see the conversion rate and where users were leaving:

1.3 Eligibility section completed

This Goal was completed in 19,341 sessions | 56 .33% funnel conversion rate

Does the person you care for get one of these benefits?

32,447
32,447 = p 7,821
{entrance) aveee wot)
Rmeout 501 FABOWBNOND.
ntomal-cla 29 24,626 (75.90%) ntormal.cla
TG-S ¥yIe 7 proceeded 1o Do you spand 38 houss or morg 88ch wesk canng for the porson you care for? (o relp o4
dar notes 7 fsmoout *
Do you spend 35 hours or more each week caring for the person you care for?
24,653
27 '
{ontrance) 2
your-claen-dato
24,183 (98.09%)
proceeded %o Are you aged 16 or over?
Anterral-clasm 9
Are you aged 16 or over?
24,194
11 p 148
{ontrance oot e
32
24,046 (99.39% "
3 to Do you #ve in England, Scotiend or Wales? 1
Antomal-cladm-n 3

Do you live in England, Scotland or Wales?

24,059
13 J b 323

[Conversion funnel report]
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On some goal configurations a monetary value was assigned to make reporting more
insightful. For example, it was calculated that a successful online completion generates an £8
saving over a paper claim. By including this in the goal configuration the team were able to
directly show potential savings in reports:

Goal T: 1.1 About you start > Thank you page ("Real" conversions) ~
Overview
1.1 About you start > Thank you page ("Real” conversions) (Goal 7 Completions) ~ V5. Select a metric

® 1.1 About you start > Thank you page ("Real" conversions) (Goal 7 Completions)

800

=
400 v\\_—/

Sep 9 Sep 11 Sep 13

1.1 About you start > Thank 1.1 About you start > Thank 1.1 About you start > Thank 1
you page ("Real” conversions) you page ("Real” conversions) | you page ("Real” conversions)  yi
(Goal 7 Completions) (Goal 7 Value) (Goal 7 Conversion Rate) (1
6,793 £54,344.00 36. 30% 3
e — /| | :

[Monetary goal values in our reports]
3Checking the dat a

Every time new analytics were configured, the service team put in place measures to confirm
that the data was coming through correctly so we had confidence in the reporting.

Real-time reporting

Real-time reports provided a quick check that high-level data was coming through as
expected. Sometimes it took a couple of hours for new Views and filters to populate with data
but usually before the end of the day the we knew if configurations were correct. If no data was
showing after a few hours we would investigate the problem.

Overview + Create a Custom Alert | Manage Custom Alerts | Create Shortcut BETA -

Pageviews

Right now Par minute Per second

36

BERIVE USETS OF

| |

El

Top Referrals: Top Active Pages:
Source Active Users -J Active Page Active Usors
1. gov.uk 5 1 6 1667%
2 1 2, 4 1MN11%
3. /a 3 833%
Top Social Traffic:
4 3 8w
Source Active Users o
5. ipay-detailsbank-building-society-cetails 3 8.33%
Ihere is np data for this view.
[Real-t i me report on the Carerds All owanc

| Page 9 of 24



Analytics case study: Carer

Validating the analytics

Granular analytics collection was validated by implementing a technique normally used for
tracking campaign links. It allowed the team to navigate through the service, note down the
specific journeys and then check after a while that the corresponding analytics were accurate.

This was done by associating unique query parameters to the landing page URL for each test
visit. Browsing through the service is unaffected but the parameters permits Google Analytics

to segment data by particular visits.

This tool was used to set up parameters: http://gaconfig.com/google-analytics-url-builder/. I t 6 s
normally used for marketing purposes but can be adopted for this purpose. Only the source,
medium and name fields were necessary. We used source to show the test visit number,
medium for the datet he test was done and O6CA_testingo
Hereds an example that was used:

Create URL
URL Enser the link for the webss

hitps:/fwww carersallowance service. gov.uk/allowancat

Campaign Source, Campaign Medium and Campaign Name should always be used.

Campaign Source [referer: google, citysearch, newsletiend

Campaign Medium (mareting medium: cpe, banner, ama
July_23

Campaign Name (product, promo code, or slogar

CA_testing

Campaign Term (dentity the pad rywonds)

Campaign Content (use to ¢ ferontiate ads

hittps./fwwew . carersallowance. service.gov.uk/allowancebenefits Tutm_source=48utm_medium=July_238utm_campaign=CA_testing

[Example of a parametered URL generated for testing purposes]

The URL was then pasted into an incognito browser window (so no previous cookies were
retained). The real-time report confirmed that the data was being collected:

Pageviews
nght now Per minute Per second
- = N
- — -_ — - -
— -
BClivir USErS on Sl - - T oL
- - —— -
-
H REFERRAL ‘ | |
I|||||| || |||||| | |||||| ||_|||
........... b ks i w
ota: 48 qQ,
Medium Source Active Usars
1. Referal gov.uk 47 97.97%

[Real-time report confirming the session is being distinctively captured]
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After waiting a few hours the data appeared in the main reporting interface in the campaigns
report:

Acquisition Behavior
O . Sessions % New Neow Usors Bounce ;:f;::‘ Avg. Session
Sesslons Rate Duration
1 100.00% 1 0.00% 29.00 00:08:20
4/ July 23 1(100.00%) 100.00% 1 ) 0.00% 29.00 00:08:20

[The test session as it appeared in the campaigns report]

This technique allowed the service team to cross check that data in the reports recorded
accurately how we had browsed during testing.

Further work was done with developers to debug our analytics set-up and to check that extra
tagging (e.g. events) were firing properly.

Reconciling with back-end databases

One of the other checks the team did was to periodically cross reference what our analytics
was telling us with what was being shown in back-end systems. The most important was the
number of service completions that were being made. Below is one of the reports comparing
the two:

Completions
Date Analytics no. Backend no. Difference
30/10/2013 293 300 7
29/10/2013 277 285 8
28/10/2013 334 345 11
27/10/2013 124 128 4
26/10/2013 66 68 2
25/10/2013 242 249 7
24/10/2013 288 297 5
23/10/2013 297 298 1
22/10/2013 303 314 11
21/10/2013 425 435 10

[Comparison of analytics data and back-end database]
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The numbers matched quite closely which gave the team further confidence in the analytics
data. It was more important to concentrate on trends, than to worry about minor discrepancies
such as those shown in the right-hand column. We were expecting the analytics figures to be
slightly less due to the fact that some people do not have JavaScript enabled and some users
install apps to prevent their usage data being collected.

4 Starting the reporting

Once we were satisfied with the integrity of our analytics data the service team started putting
in more effort into reporting.

Simplifying the analysis through visit personas

The team monitored how far users progressed with the service and then used this data to
establish 4 visit personas. Applying a persona to each type of visit was an effective way to
Ohumani sed the data and quickly wunderstand
were the 4 personas used by the team:

Curious Visits that went to the start page on GOV.UK but did not click through to the
service

Non- Visits that went to the service but did not get past the eligibility stage

starters

Abandoners | Visits that started the service but dropped out part way

Successfuls | Visits that started the actual service and reached the end page

Here are the personas superimposed onto the user flow:

End Page
{isubrmity

‘Real” start
{rabout-you)

Eligibility
{‘allowanca)

[Personas applied to the user journey]
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Using the Google Analytics API to automate data reporting

The team wanted to make our reporting as effortless as possible and so made use of
automated reporting via the Google Analytics application programming interface (API). Using a
spreadsheet add-on we were able to make queries through the API to directly populate graphs
created in Google Sheets and to have these update automatically. Although the spreadsheet
add-on is specifically for Google Analytics there are third party sites which can provide similar
functionality for other analytics platforms.

What the data showed

In the week the service was made available in Beta it received a high number of visits due to
the associated publicity. A large number of visits only looked at the start page on GOV.UK and
did not click through to the service itself. Visit numbers gradually tailed off.

Visit numbers by type

B CURIOUS I NOMN-STARTERS [ ABANDONERS [ SUCCESSFULS
8,000

6,000

4,000

2,000

wic 20010 wic 2710 wic 0311 wie 10111 wic 1711

[Weekly personas trend by numbers]

Breaking the persona numbers down by percentage gave a better picture of the trend:

wic 20110 wic 2710 wic 03111 wic 1011 wie 1711

[Weekly personas trend by percentages]

Visit percentages by type

W CcurioUs W NON-STARTERS [ ABANDONERS [ SUCCESSFULS
100%

75%

50%

25%

0%
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The team could see that over the next few weeks the percentage of curious visits declined
while the percentage of successfuls began to increase. This showed that the service was
heading in the right direction.

5Moviingt o anal ysi s

Initially, the service team had focussed on reporting rather than analysis. Reporting is
organising data to monitor service performance, analysis is further probing to yield insights.

Once the service had been running for a few weeks we moved into analysis sprints where we
sought to explore the data to extract more meaningful insights.

Assessing where users were dropping out

The goal funnels that had been configured were an obvious place to start as we could
immediately discover where in the process users were tending to leave.

Funnel steps showing where users were dropping off

The above example relates to the 6About yd
theel i gi bility stage. ltés clear to see that
this point. This data allowed the team to focus on analysing the reasons why users could be
dropping off with a view to reducing the rate.

Grouping sections

As t he Jdawaneeasérgce éohtained a uniform URL folder structure the team set up an
additional view which aggregated all the pages within a section so they appear as a single row
in our analytics reports. For example, we grouped all the pages in the education section using
the following custom filter:
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