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Why the FTG framework?

›Digital analytics in the public sector is different 
than in e-commerce 



Differences digital analytics in e-commerce vs public 
sector

• Internal decision-making aimed at 
maximizing the return on 
investment

• Primary focus web analytics is on 
providing insights to online marketing 
management.

• We often see a CMS in use that is 
strong in creating and maintaining 
product categories, SKU’s and 
prices

• Analysis tooling aimed at analyzing 
the effectiveness of advertising 
channels. (e.g. Tealium, Blueconic, 
P161, etc.)

• Webanalytics: Google Analytics and 
Adobe, not GDPR compliant

• Internal decision-making aimed at 
transparency and accessibility of 
information and services

• Primary focus web analytics is on 
providing insights to web governance 
and content design

• We often see a CMS in use that is strong 
in creating and maintaining a content 
taxonomy

• Analysis tooling aimed at analyzing the 
content effectiveness and complying 
with guidelines. (e.g. Siteimprove, Axe 
and Screaming Frog)

• Webanalytics: Piwik PRO and Matomo, 
GDPR compliant
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Differences digital analytics in e-commerce vs public 
sector

• Internal decision-making aimed at 
maximizing the return on 
investment

• Primary focus web analytics is on 
providing insights to online marketing 
management.

• We often see a CMS in use that is 
strong in creating and maintaining 
product categories, SKU’s and 
prices

• Analysis tooling aimed at analyzing 
the effectiveness of advertising 
channels. (e.g. Tealium, Blueconic, 
P161, etc.)

• Web analytics: Google Analytics and 
Adobe, harder to be GDPR 
compliant

• Internal decision-making aimed at 
transparency and accessibility of 
information and services

• Primary focus web analytics is on 
providing insights to web governance 
and content design

• We often see a CMS in use that is strong 
in creating and maintaining a content 
taxonomy

• Analysis tooling aimed at analyzing the 
content effectiveness and complying 
with guidelines. (e.g. Siteimprove, Axe 
and Screaming Frog)

• Web analytics: Piwik PRO and Matomo, 
easier to be GDPR compliant



Added Value FTG framework

• All web analytics frameworks/methods are aimed at online marketing management . The web 
analytics community in the public sector is hindered by the lack of a standardized method.

• We’ve developed a framework/method – FTG model

• This approach breaks up a web site into its constituent pieces and then assigns one or more 
specific functions to each piece. These functions can be things like navigation (e.g. route visitors to 
a specific place), call-to-action (e.g. convince a user to do something) or information (e.g. provide a 
visitor with some piece of information) 

• Once a page type is assigned, the success of a page is measured by Key Performance Indicators 
(KPI’s) specific to the functions it was designed for

• The advantages of the FTG model emerge in several different ways. 
• It makes web analytics possible aimed at web governance and content design (instead of online 

marketing and e-commerce)
• It creates a “shared language” in web analytics in the public sector
• It reduces the need for finding and hiring this one (ore more) brilliant individual web analyst(s)
• It makes training of new web analysts easier.
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• All web analytics frameworks/methods are aimed at online marketing management . The web 
analytics community in the public sector is hindered by the lack of a standardized method.

• We’ve developed a framework/method – FTG model

• This approach breaks up a web site into its constituent pieces and then assigns one or more 
specific functions to each piece. These functions can be things like navigation (e.g. route visitors to 
a specific place), call-to-action (e.g. convince a user to do something) or information (e.g. provide a 
visitor with some piece of information) 

• Once a page type is assigned, the success of a page is measured by Key Performance Indicators 
(KPI’s) specific to the functions it was designed for

• The advantages of the FTG model emerge in several different ways. 
• It makes web analytics possible without a fully developed online strategy. One can start bottom up
• It makes web analytics possible aimed at web governance and content design (instead of online 

marketing and e-commerce)
• It creates a “shared language” in web analytics in the public sector
• It reduces the need for finding and hiring this one (ore more) brilliant individual web analyst(s)
• It makes training of new web analysts easier.



The heart of the framework: Evaluate the proper 
capacity

Would You Assess an Elephant by 
its Capacity to Climb a Tree? 



Would You Assess an Elephant by 
its Capacity to Climb a Tree? 

Would You Asses an Information 
Page by its Capacity to Route 
Visitors?

The heart of the framework: Evaluate the proper 
capacity





Each page of your website needs 
to be ‘labeled’

- Page type

- Top task (or subject)

- User journey phase



For example

- Page type: Router Page

- Top task: Applying for a parking 
permit

- User Journey phase: Do
(out of: See-Think-Do-Care)

Router Page

Applying for
Parking Permit

Router Page

Do



Another example:

- Page type: Informer

- Top task: Applying for a parking 
permit

- User Journey phase: Think
(out of: See-Think-Do-Care)

Applying for
Parking Permit

Informer

Think



Focus of this workshop: categorization of webpages 
into page types



What page types are there?

• Engager: primary function is to engage visitors and make them return to the website 
(blogs, news, tools etc.)

• Router: primary function is to route visitors (all navigational pages including search & filter 
pages)

• Informer: primary function is to provide visitors with non-product-specific information (e.g. 
a City Vision on Mobility in 2025 or a bio of a municipal official)

• Explainer: primary function is to provide visitors with product-specific information and/or 
task-oriented content (e.g. what is a parking permit and how to apply for one)

• Call-to-Action Page: primary function is to start a transaction (open a web form)

• Transaction Page: primary function is facilitate a transaction (the web form itself)



Labeling of pages
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Engager

Router

Labeling of pages



Engager

Router Router

Labeling of pages



Engager

Router Router

Informer

Labeling of pages



Engager

Router Router

Informer Engager

Labeling of pages



Engager

Router Router

Informer

Explainer

Engager

Labeling of pages



Engager

Router Router

Informer

Explainer
Call to Action 

Page

Engager

Labeling of pages



Engager

Router Router

Informer

Explainer
Call to Action 

Page
Transaction 

Page

Engager

Labeling of pages



Categorization added to Content Taxonomy 



Focus of this workshop: Operational level of FTG model





What is the function of this page?  
(Engager, Router, Informer, Explainer, Call-to-
Action page, Transaction page)

> It’s a router

So, what is the desired behaviour of the
visitors?

> They must click through
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What is the function of this page?  
(Engager, Router, Informer, Explainer, Call-to-
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> It’s a router

So, what is the desired behaviour of the
visitors?

> They must click through



Desired behaviour: 

High Click Through Rate



Desired behaviour: 

High Click Through Rate

Desired Behaviour: 

Short Time to Click



Desired behaviour: 

Low Click Back Rate



Desired behaviour: 

Low Menu Click Rate



Desired behaviour: 

Low Menu Click Rate

Desired behaviour: 

Low Search Rate



Screenshot website



Screenshot website









Rapport navigatiepagina’s RVO





Tool agnostic

• It doesn´t matter wich web 
analytics tool one uses

• FTG framework calculates
the relevant KPI’s per page 
type

• So, one is able to evaluate
each page type based on 
relevant KPI’s

Piwik PRO

Google Analytics

Siteimprove



So we explored the router…
There are 5 more types: let’s workshop!

• Engager: primary function is to engage visitors and make them return to the website 
(blogs, news, tools etc.)

• Router: primary function is to route visitors (all navigational pages including search & filter 
pages)

• Informer: primary function is to provide visitors with non-product-specific information (e.g. 
a City Vision on Mobility in 2025 or a bio of a municipal official)

• Explainer: primary function is to provide visitors with product-specific information and/or 
task-oriented content (e.g. what is a parking permit and how to apply for one)

• Call-to-Action Page: primary function is to start a transaction (open a web form)

• Transaction Page: primary function is facilitate a transaction (the web form itself)



We have great expectations for this workshop…

You know why?



We have great expectations for this workshop…

You know why?

Because you are Danish!



Dutch system – Danish execution



Dutch system – Danish execution



- part 2 -

A framework for digital analytics in the public sector

FTG framework



• The Government.nl website provides 
information on Dutch central government 
policy
• Inform the public
• Redirect to other organizations

• 400+ subjects on website
• School holidays
• Energy price cap
• COVID-19

Context

59
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• 80 FTE at Public Information and 
Communications Service
• central editorial board

• product owners, online project management

• customer service center vendor management

• Project “Data Driven Public Information 
Service”

Context

61



• With the premise that people are at the center of our work, we build the best 
digital government communication and services.

• We do this by collecting insights from users and converting those into 
experiments and actions, combining qualitative and quantitative research and 
working closely with colleagues from other departments.

• Specifically, we continuously work on improving our online channels so that they 
really help people, which translates into high satisfaction ratings and low effort 
ratings.

Mission of Team UX research & Analytics
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• Internal FTG Workshop in online 
MIRO whiteboard

• Categorizing pages

• Finding the right online metrics

Context
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Workshop Exercise A - Function category
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Workshop Exercise B - KPIs
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Next steps
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