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Introduction 

This case study explores how the service team set up and used analytics on the Carerôs 
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 Carerôs Allowance exemplar 

 
Carerôs Allowance is a benefit for people looking after someone with substantial caring needs. 
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 
strategy.  
 

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. 
 

 
[The Carerôs Allowance start page on GOV.UK] 

 

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 
(KPIs). 

https://www.gov.uk/transformation/apply-carers-allowance
https://www.gov.uk/transformation/apply-carers-allowance
https://www.gov.uk/government/publications/dwp-digital-strategy
https://www.gov.uk/government/publications/dwp-digital-strategy
https://www.gov.uk/carers-allowance/how-to-claim
https://www.gov.uk/service-manual/digital-by-default
https://www.gov.uk/service-manual/measurement
https://www.gov.uk/service-manual/measurement
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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 
Carerôs Allowance service also has a dashboard showing high-level data on its performance.  
 

 
[Part of the Carerôs Allowance dashboard on the performance platform] 

 

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 (the óClassicô version) was used on the service. However, the same 
principles and techniques can be applied to any other commonly available analytics platform a 
department chooses to use.  
 

1. Starting out 

Based in Preston, the Carerôs Allowance service team works in agile fortnightly sprints and is 
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 

https://www.gov.uk/performance/carers-allowance
http://www.google.com/analytics/
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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 Carerôs Allowance service is made up of different sections, each containing a number of 
pages. Google Analytics, like many other analytics providers, uses page URLs 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. 
 

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

Thereôs a  common 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 powerful insights. On the Carerôs Allowance service the team committed resources in 
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 Analytics to remove as much ónoiseô as possible from the results, eg: 
 

¶ excluding visits made by the team (by filtering out our IP addresses) 
¶ excluding visits from back-end systems such as Preview 
¶ including only visits made on the domainôs hostname 

 

 
[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 page in the linear journey. Hereôs the goal details: 
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[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: 
 

 
[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: 
 

 
[Monetary goal values in our reports] 

3. Checking the data 
 
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. 
 

 
[Real-time report on the Carerôs Allowance service] 
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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/. Itôs 
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 date the test was done and óCA_testingô as the generic name for the testing. 
Hereôs an example that was used: 
 

 
[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: 
 

 
[Real-time report confirming the session is being distinctively captured] 

http://gaconfig.com/google-analytics-url-builder/
http://www.wikihow.com/Activate-Incognito-Mode
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After waiting a few hours the data appeared in the main reporting interface in the campaigns 
report: 
 

 
[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: 
 

 
[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 
óhumaniseô the data and quickly understand how the service was working over time. These 
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-
starters 

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

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: 
 

 
[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. 
 

 
[Weekly personas trend by numbers] 

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

 
[Weekly personas trend by percentages] 

https://developers.google.com/analytics/solutions/google-analytics-spreadsheet-add-on
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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. 
 

5. Moving into analysis 
 
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 óAbout youô section which is the first section users see past 
the eligibility stage. Itôs clear to see that there is a large proportion of visits that are leaving at 
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 the Carerôs Allowance service contained 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: 


