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Google Analytics Bootcamp

Alex Sierra — CEO Sigma Ridge



Hello!

e WiFiinfo is on the whiteboard

e The slide deck will be emailed to you after class
e Coffee bar and bathrooms are on this floor

e There will be a break! Maybe several breaks...

e We are so glad that you’ve joined us today
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What You’ll Learn Today

Find your way around your Google Analytics account and learn basic terminology

Identify the metrics that matter to your business and how to measure these in Google Analytics
Learn how to export and share reports and export data

Find out which marketing campaigns and pages on your website create the most business value
Create custom segments, reports and dashboards

Learn the basics of tracking goals, campaigns, conversions and events
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Welcome to...

) GENERAL ASSEMBLY
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GA Campus Locations
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Alexander Sierra
CEO, Sigma Ridge

Alexander Sierra has a diverse background. He has a bachelor’'s degree in
Aerospace Engineering from the University of Florida, A master’s in Finance from
Harvard University, and an MBA from the University of Massachusetts. Over 23
years of experience as a leader in Consulting, Sales & Marketing. Alex has
managed teams of over 130 direct reports in 13 different countries and Marketing
budgets of over 25 million dollars a year. He has been able to achieve year-over-
year growth for his clients from 25% to 120%.

His consulting practice -Sigma Ridge- was a spinoff from the Harvard University
Consulting club where he works with companies like Cisco, Dell, and some of the
largest fashion companies in the US.




Please Introduce Yourself

e What’s your name?

e What’s your current profession?

e Why are you here and what do you want to learn?
e Have you used Google Analytics before?
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Questions for You

e Raise your hand: Have you used Google Analytics before?
e What was the most challenging part of using the tool?

8 1© 2018 General Assembly
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Google Analytics

An Introduction



Why Google Analytics?

® Easyto use.

® Powerful-yet-simple dashboards.

® Measures (almost) anything!

® Extensive online documentation.

® It's Google —i.e., integrates with most other major platforms.
® Free!
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GOOGLE ANALYTICS

Use Analytics to track performance and growing trends across:
1. Site Performance

2. Consumer Behavior

3. Advertising & Marketing Campaigns

4. Identify Top Products/Features



Provides Insight into The Customer Journey

MAMNY BRANDS -

‘" FEWER BRAMDS

**  FINAL CHOICE
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Customer Decision Journey
by Harvard Business Review
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GOOGLE ANALYTICS

BEFORE ANALYTICS

Beautiful
Ad

— Website
or
App
BEFORE ANALYTICS

—

Acme creates a display ad and places it into an ad
network on sites like CNN, Mashable, and Tech
Crunch. No analytics are used.

Beautifully

Website




GOOGLE ANALYTICS

WITH ANALYTICS

Beautiful Website Actionable
Ad _’ A(|)orp _> Insights
Demographic Info Sales Info
Geographic Info Content Performance
Site Referrer Product Performance

Design Performance

G



Behind the Curtain: What’s Going On?

<!-- detect adblock users for Piano and set cookie appropriately -->
<script>

// CustomEvent polyfill
(function () {

if ( typeof window.CustomEvent === "function" ) return false;

function CustomEvent ( event, params ) {
params = params || { bubbles: false, cancelable: false, detail: undefined };
var evt = document.createEvent( 'CustomEvent' );
evt.initCustomEvent( event, params.bubbles, params.cancelable, params.detail );
return evt;

}
CustomEvent.prototype = window.Event.prototype;

window.CustomEvent = CustomEvent;
nos;

var setAdblockerCookie = function(adblocker) {
var d = new Date();
d.setTime(d.getTime() + 60 * 60 * 24 * 30 * 1000);
document.cookie = "__adblocker=" + (adblocker ? "true" : "false") + "; expires=" + d.toUTCString() + "; path=/";

var event = new CustomEvent( 'piano_set', {'detail' : adblocker}):
document .dispatchEvent(event);

}

var script = document.createElement("script");
script.setAttribute(“async”, true);

script.setAttribute("src", "//www.npttech.com/advertising.js");
script.setAttribute("onerror"”, "setAdblockerCookie(true);");
script.setAttribute(“onload”, "setAdblockerCookie(false);");
document .getElementsByTagName ("head”)[0].appendChild(script);

</script>
<!-- Krux - Control Tag- Start -->
<!-- BEGIN Krux ControlTag for "businessinsider.com" -->

<script class="kxct" data-id="I2I9M2yx" data-timing="async" data-version="3.0" type="text/javascript">
window.Krux| | ((Krux=function(){Krux.q.push(arguments)}).q=[]);
(function(){
var k=document.createElement('script’');k.type='text/javascript';k.async=true;
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W Analytics Home Tweets Audiences

OVERVIEW

Top interest Top language

Science news English
Gender

Male Female

55% 45%

Income category
$75,000 - $99,999
$100,000 - $124,999
$150,000 - $199,999
$200,000 - $249,999

$125,000 - $149,999

% of audience

17%

13%

1%

1%

8%

Values based on 39.7% match rate from Twitter partners

Languages

English Spanish Portuguese French

Indonesian

More v Jon Chang v e v GotoAds

LIFESTYLE CONSUMER BEHAVIOR MOBILE FOOTPRINT

Top lifestyle type Top buying style Top wireless carrier

Online buyers Premium brands AT&T
Country
Country name % of audience
United States s0% [N
Canada 3% |
United Kingdom 3% |
India 2%
Indonesia <1%
Australia <1%
France <1%
Italy <1%
Brazil <1%
Spain <1%
Home value
Home value category % of audience
$99,999 and under 2% |
$100,000 - $199,000 16% W
$200,000 - $299,000 16%
$300,000 - $499,000 24%
$500,000 and higher 41%

Values based on 28.4% match rate from Twitter partners



GOOGLE ANALYTICS

<script>
(function(i,s,0,g,r,a,m){i[ GoogleAnalyticsObject']=r;i[r]=i[r]|[function(){
(ifr].g=i[r].ql|l0).push(arguments)},i[r].I=1*new Date();a=s.createElement(0),
m=s.getElementsByTagName(0)[0];a.async=1;a.src=g;m.parentNode.insertBefore(a,m)
H(window,document,'script','https://www.google-analytics.com/analytics.js','ga);

ga('create’, 'UA-57398258-1", 'auto’);
ga('send', 'pageview');

</script>

WEBSITE

<script>

ga('send’, {

hitType: ‘event’,
eventCategory: ‘checkout’,
eventAction: ‘complete’,
eventlLabel: 'blue sweater’,
eventValue: 37

i

</script>



http://www.google-analytics.com/analytics.js','ga');

GOOGLE ANALYTICS + FACEBOOK + ADWORDS

<script>

(function(i,s,0,g,r,a,m){i[ GoogleAnalyticsObject']=r;i[r]=i[r]|[function(){
(ifr].g=i[r].ql|l]).push(arguments)},i[r].I=1*new Date();a=s.createElement(o),
m=s.getElementsByTagName(0)[0];a.async=1;a.src=g;m.parentNode.insertBefore(a,m)
H(window,document,'script','https://www.google-analytics.com/analytics.js','ga);

ga('send’, 'pageview');

</script>

WEBSITE

= >

<script>

ga('send’, {

hitType: ‘event’,
eventCategory: ‘checkout’,
eventAction: ‘complete’,
eventlLabel: 'blue sweater’,
eventValue: 37

»

</script>

cVENT B EVENT

ga('create’, 'UA-57398258-1', 'auto’);

<!-- Facebook Pixel Code -->

<script>

Ifunction(f,b,e,v,n,t,s){if(f.fog)return;n=f.fbg=function(){n.callMethod?
n.callMethod.apply(n,arguments):n.queue.push(arguments)};if(!f._fbq)f._fbg=n;
n.push=n;n.loaded=!0;n.version="2.0';n.queue=[];t=b.createElement(e);t.async=!0;
t.src=v;s=b.getElementsByTagName(e)[0];s.parentNode.insertBefore(t,s)}(window,
document,'script','https://connect.facebook.net/en_US/fbevents.js");

fbq('init', '841205239359329"); // Insert your pixel ID here.

fbg('track’, '‘PageView');

</script>

<noscript><img height="1" width="1" style="display:none"
src="https://www.facebook.com/tr?id=841205239359329&ev=PageView&noscript=1"
/></noscript>

<!-- DO NOT MODIFY -->

<!-- End Facebook Pixel Code -->

<I-- Google Code for Contact Form Submit Conversion Page --> <script>

<script type="text/javascript"> fbq('track’, 'Purchase’, {
[* <I[CDATA[ */ value: 37,

var google_conversion_id = 938351317; currency: 'USD'

var google_conversion_language = “"en"; i )

var google_conversion_format = "3"; <Iscript>

var google_conversion_color = "ffffff";

var google_conversion_label = "22FpCJ3AyWMQ1bW4vwM";

var google_remarketing_only = false;

1>

</script>
<script type="text/javascript" src:"//www.qooqIeadservices.com/paqead/con@&

</script>



http://www.google-analytics.com/analytics.js','ga');
http://www.facebook.com/tr?id=841205239359329&amp;ev=PageView&amp;noscript=1
http://www.googleadservices.com/pagead/conversion.js

GOOGLE ANALYTICS + FACEBOOK + ADWORDS + ALL THE TAGS

<script>
(function(i,s,0,g,r,a,m){i[ GoogleAnalyticsObject']=r;i[r]=i[r]|[function(){

HEAD HEAD i[rLg=ilrlgl pysh(arguments)},ifrl.I=1*new Date();a=s.createElement(0),
= m=s.getElementsByTagMeage(o)[0];a.async=1;a.src=g;m.parentNode.insertBefore(a,m)
H(window,document,'script’, htiPsw/www.google-analytics.com/analytics.js','ga’);
qa(create’, UAMAEOR58-1", ' 4 I__ Faceba \de >
gatsert, PagasieVey, script> w
S

function(f,4 (f.fbg)return;n=f.fbg=function(){n.callMethod?
g.callMethod.apply(n,arguments):n.queue.push(arguments)};if(!f._fbq)f._fbg=n;

HEAD

E AN . . . tsByTagName(e)[0];s.parentNode.insertBefore(t,s)}(window,
e ;:/lconnect.facebook.net/en_US/fbevents.js’);

59329"); // Insert your pixel ID here.

oscripp<— 2~ *="1" width="1" style="display:none"

src=_b#tps:/ ook.com/tr?id=841205239359329&ev=PageView&noscript=1"
U J

<l--DONO -->

<I-- End Facebook Pixel Code -->

haeeusls oogle Code A:t Form Submit Conversion Page --> <script>
o pttype="texi £S fbg(track’, 'Purchase’, {

<I[CDATA[*/ value: 37,
var google_conversion_id = 938351317; currency: 'USD’

<script> var google_conversion_language = "en"; s .
ga('send', { var google_conversion_format = "3"; </script>
hitType: 'event’, var google_conversion_color = "ffffff";
eventCategory: ‘checkout’, var google_conversion_label = "22FpCJ3AyWMQ1bW4vwM";
eventAction: ‘complete’, var google_remarketing_only = false;
eventLabel: 'blue sweater’, 1>
eventValue: 37 </script>
b; <script type="text/javascript" src:"//www.qooqleadservices.com/paqead/con@&
</script> </script>


http://www.google-analytics.com/analytics.js','ga');
http://www.googleadservices.com/pagead/conversion.js

GOOGLE TAG MANAGER

<!-- Google Tag Manager -->
<script>(function(w,d,s,|,i){w[l]=w[l]||[];w[l].push({'gtm.start":

HEAD new Date().getTime(),event:'gtm.js'});var f=d.getElementsByTagName(s)[0],
j=d.createElement(s),dI=l!="dataLayer'?'&I="+I:";j.async=true;j.src=
‘https://www.googletagmanager.com/gtm.js?id="+i+dl;f.parentNode.insertBefore(j.f);
}H(window,document,'script','dataLayer',GTM-KTGMJV");</script>
<!-- End Google Tag Manager -->

WEBSITE

dataLayer.push({
'eventCategory' : 'checkout',

‘eventAction' : 'complete’,

‘eventLabel' : ‘blue sweater',

‘eventValue': 37,

‘currency’ : ‘USD’,
EVENT 'event' : ‘Transaction’

hE


http://www.googletagmanager.com/gtm.js?id='+i+dl;f.parentNode.insertBefore(j,f);

GOOGLE ANALYTICS

l A KISSmetrics

o sl

Google Analytics
@Rakuten

LINKSHARE "
Adobe
7Chartbeat Analytics
{0y

Google
AdWords




How Google Analytics Works

<html>
<Body>
<Tag Code>
<Body>
<html>

231 © 2018 General Assembly

Google Analytics

JavaScript code (a.k.a., a pixel) “fires” and
collects information every time a user
visits.

It sends raw data to the cloud.

The cloud computes and sends data to
Google.

Google Analytics visualizes it.



Why Google Analytics?

 GA for beginners
« GA advanced
 About the certification
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https://analytics.google.com/analytics/academy/course/6
https://analytics.google.com/analytics/academy/course/7
https://support.google.com/partners/answer/6089738?hl=en

GOOGLE ANALYTICS

Founder Marketer Designer Engineer Sales




GOOGLE ANALYTICS

Show me needles in the haystack on how to improve my
business!

I use analytics to:
Founder

1. Better understand the overall health of the business
2. Allocate company resources: budget and time

3. Pursue the next business initiatives

4. How to better direct my teams

5. Show our investors business growth.

Image credit: Behance



GOOGLE ANALYTICS

I have a monthly budget and need to acquire as many
customers as possible!

Marketer I use analytics to:

1. Plan my marketing campaigns

2. Understand what mix of channels would work best
3. Gather valuable user targeting information

4. Find insights to drive my next marketing initiatives

5. Better spend my budget.

Image credit: Behance



GOOGLE ANALYTICS

I aim to develop quality products the public wants and to
make sure there is enough supply for the demand!

I use analytics to:

Designer . Constantly know how my products are performing

2. Get insights about which types of products and design are
doing well

3. How many products are selling and being engaged
4. Determine which products to improve or create

5. Determine which products should be killed.

Image credit: Behance



GOOGLE ANALYTICS

I keep the website (or app) optimized to ensure its easy
to browse products and easy to complete purchases!

Engineer I use analytics to:

1. Find and fix bugs on the site and/or app
2. Improve the user experience

3. Optimize overall site performance based on the most recent
industry updates

4. Create or remove features.

Image credit: Behance



GOOGLE ANALYTICS

I make sure the product moves to new and repeat purchases.
Closing leads is a top priority of mine!

I use analytics to:

Sales

1. Understand what information leads want to see
2. Find out the top purchase factors for leads

3. Provide experiences that keep clients engaged and retained.

Image credit: Behance



Google Analytics: The Basics

Sessions, % New Sessions, and New Users
Bounce Rate

Pages/Session

Avg. Session Duration

Goals & Events

Segments

Cohorts

Referrals

UTM Codes

311 © 2018 General Assembly



A Real Business

Google Merchandise Store sarch | W@ Acountv  Help~

Accessories Fun Kids Office Wearables Doodies on Demand Brands Limited Supply Live Chat

fou Tube

yuTube Collection

Google Online Store This website and all orders are maintained and fulfilled through GatewayCDI

32| © 2018 General Assembly



Guided Walk-Through: Google Analytics Demo

Access the demo account
To access the demo account, click the ACCESS DEMO ACCOUNT link at the end of this section. When you click the link:

* If you already have a Google account, you are prompted to log in to that account.

* |If you do not have a Google account, you are prompted to create an account and then log in.

When you click the ACCESS DEMO ACCOUNT link below, you agree to let Google perform one of two actions related to
your Google account:

* If you already have a Google Analytics account, we will add the demo account to your Analytics account.

* If you do not have a Google Analytics account, we will create one for you in association with your Google account, and
then add the demo account to your new Analytics account.

The demo account is available from the Home tab in Analytics.

The demo account counts against the maximum number of Analytics accounts you are permitted to create under a single
Google account. The current maximum for Google Analytics Standard is 100 Analytics accounts per Google account.

You can remove the demo account at any time.

Q\CCESS DEMO ACCOUNT q)

33| © 2018 General Assembly http..//blt. /)//ZbZV)/SJ or https://support.google.com/analytics/answer/6367342#access @



http://bit.ly/2bzvysJ
https://support.google.com/analytics/answer/6367342#access

Google Analytics: Changes are always happening

341 © 2018 General Assembly

AUDIENCE

Overview
Active Users
Lifetime Value BETA
Cohort Analysis BETA
Audiences NEW
User Explorer
Demographics
Interests

Geo

Behavior
Technology
Mobile
Custom

Benchmarking

Users Flow

Vs.

v Cross Device

Audience

Overview

Active Users
Lifetime Value®™
Cohort Analysis
BETA

Audiences

User Explorer

v Demographics
v Interests

v Geo

v Behavior

v Technology

v Mobile

BETA

v Custom

v Benchmarking

Users Flow



Google Analytics: “The Big Four”

‘ﬁ‘ Home &

=! Customization

REPORTS

@ Real-Time

~
2  Audience o
Acquisition e

Behavior e

Conversions o

® 0O Y
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P Audience

“a

cquisition

Behavior

aC)u::rm»'a rsions

Who'’s going to your website?

How are they getting there?

What are they doing once they get there?

$ 33
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GENERAL
NAVIGATION




General Navigation

Account menu: Switch
between accounts,
properties/apps, and views.

Navigation menu: Clicking
each of these sections will
expose the reports that
belong to each section.

371© 2018 General Assembly

1 Master View ~

All accounts > Google Merchandise Store

Q_  search reports and help
A HoME

BT CUSTOMIZATION
Reports

(© REALTIME

2 AUDIENCE

>*  ACQUISITION
BT BEHAVIOR
[ CONVERSIONS

q

oogle Analytics Home
Users Revenue
17K $91K
11.2% 13.4%
vs last 7 days

Last 7 days v

Conversion Rate

2.37%

43.9%

Sessions

20K

43.7%

AUDIENCE OVERVIEW

5K

H

ow do you acquire users?

Alert & User menu: Check
account notifications, switch
between Google Analytics
tools, and switch between
Google user accounts.

2 : 8

{“" INTELLIGENCE

Active Users right now

27

Page vie

/home
/Google+Redesi...Nest/Nest-usa
/Google+Redes...Brand/YouTube
/signin.html

/Google+Redesi...arel/Headgear

REAL-TIME REPORT



General Navigation

Real-time reports let you look at live user behavior on your website, including information such as where
your users are coming from and if they’re converting.

All accounts > Google Merchandise Store

i i - H
M Analytics | 1 Master View ~ a9 g
Q,  Searchreports and help Overview Create Shorteut s ®¥
M  Home . Pageviews
Right now Fer minue e
27 customization
Real-Time — — - —_—

active users on site —

Overview
M pEskToP M MOBILE M TABLET [33]

;
e TS AT —_ — l ” |
min 8 min -imin| 160 sec Hes=c a0

Traffic Sources .26 min 21 min ~18 min
Content
Top Referrals: Top Active Pages:
Events
Ve Source Active Users & Active Page Active Users v
Conversions 1. analytics.google.com 1 1. | /Google+Redesign/Bags 2 1176%
2. /store htmi7tpt=4532&sortci=orderscountsdesc 2 1176%
2 Audience Top Social Traffic:
3 1/...00gle+Womens +Outpost+Vest 1 588%
Source Active Users ¥
Acauisitio 4. | /Google+Redesign/Apparel/Mens /Mens+Warm+Gear 1 588%
>+ Acquisition There is no data for this view.
5. /Google+Redesign/Bags/Google+Incognito+Flap+Pack 1 588%
B0  Behavior Top Keywords: 6. /Google~Redesign/Bags/home 1 588%
Keyword Active Users & 7. | /Google+Redesign/Drinkware 1 588%
Conversions
|- v ° 1. (not provided) 2 8. /Google+Redesign/Nest/Nest-usa 1 s588%
3. /Google=Red 1 588%
10. | /asearch.nmifquickview 1 588%

Top Locations:

381 © 2018 General Assembly @




DATE RANGES

Audience Overview

Email Export v  Add to Dashboard

Shortcut

January 2017

February 2017 March 2017

6 Feb 2017 -7 Mar 2017
2 Da(eRan

M T. W T F M T W' T F S S M T W T F.S 8§ Today —
BEEEE  [sfeb: e 2007
Last week i
23 4 5. 6 8 -
All Users n Compi Last month
| Users 9 10 11 12 13 Last 7 days
100.00% Sessions 16 17 18 19 20 Last 30 days
2324 262627268 29 MM 800900200/ o ocalawiad o R
. 30 31
Overview
Sessions ¥ VS Select a metric Hourly Day Week Month
@ Sessions
1,500
750
M g r -
o=
8 Feb 22 Feb 1 Mar



DATE RANGE COMPARISONS

Audience Overview 6 Feb 2017-7 Mar 2017
Compare to: 7 Jan 2017 - 5 Feb 2017

Email Export v  Addto Dashboard  Shortcut

P January 2017 February 2017 March 2017 ,  DateRange:| Custom ¢
MTWTFSS MTWTFSS MTWTEFS S l T
6Feb2017 |- |7Mar2017
1 [1]2]a]4[s] (1]2]3]4]s] '
All Users 6| 7] ¢ |7 0 € Compare t ¥ Custom
+0.00% Sessions Pravious period

| 7 Jan 201!  Previous year

Overview

Apply C

Sessions ¥ VS Select a metric Hourly Day Week Month

06-Feb-2017 - 07-Mar-2017: ® Sessions
07-Jan-2017 - 05-Feb-2017: @ Sessions

1,500

750

8 Feb 15 Feb 22 Feb 1 Mar



ANNOTATIONS

Overview

Users ¥ VS. Selecta metric

Hourly Day Week Month

@ Users
10,000
5,000
December 2018 B bruary 2019 March 2019 April 2019
Show: All | Starred o +Create new annotation
Jan 8,2019 Account was disconnected for a while g edit
Jan 30,2019 Account is d again gue— edit
W New Visitor M Returning Visitor
Users New Users Sessions

285,884 284,152 373,049 1.30

et N | b N e N T T e N T

Avg. Session Duration Bounce Rate

00:02:26 40.14%
e | e e

Number of Sessions per User

Pageviews

1,648,474

Pages / Session

4.42




SEGMENTATION



General Navigation
Start with Segments

Search reports and help

Q
ﬁ Home

™ Customization

REFORTS
@ Real-Time

=2  Audience

Overview

Active Users

Lifetime Value®™™
&eﬂhort Analysis
Audiences
User Explorer

+» Demographics

v Interests

v Geo

v Behavior

v Technology

v Mobile

v Cross Device *™

» Custom

+ Benchmarking

e}

Discover

* Admin

43| © 2018 General Assembly

Audience Overview &

All Users
100.00% Users

Overview
Users = |V¥S. Select ametric

® Users (All Users)

® Users (Converters)

12.31% Users

88.04% Users

Converters ( ) Non-Converters

® Users (Non-Converters)

a s

AVE b, EXPORT

= SHARE

85 INSIGHTS

Apr 5,2019-Apr 11,2019 +

Hourly | Day Week Month

3,000
1.000
Apr Apr 7 AprE Apro Apr 10 Apr 11
B New Visitor B Returning Visitor

Users New Users Sessions Number of Sessions per User | Pageviews All Users Converters
All Users All Users All Users All Users All Users
13,237 11,264 16,298 1.23 71,433
e R I —
Converters Converters Converters Converters Converters
1,630 1,219 2,672 1.64 35,651
- | - - o | - —

Non-Converters

11,654

—_—

Pages / Session
Al Users

4.38

Non-Converters

10,045

—_

Avg, Session Duration
All Users

00:02:59

Non-Converters Non-Converters

13,626 1.17

Non-Cenverters

35,782

Bounce Rate
All Users

42.62%

Converters

13.34

Non-Converters

2.63

Converters
00:09:56

Non-Converters

00:01:37

Converters

11.79%

—

Non-Converters

48.67%

Non-Converters




General Navigation
Start with Segments -Default Types

44| © 2018 General Assembly

Default Segments

»

All Users

Bounced Sessions
Converters

Direct Traffic

Made a Purchase
Mobile and Tablet Traffic
Mobile Traffic
Multi-session Users
New Users
Non-bounce Sessions
Non-Converters

» Organic Traffic

» Paid Traffic

» Performed Site Search

» Referral Traffic

» Returning Users

» Search Traffic

» Sessions with Conversions
» Sessions with Transactions
» Single Session Users

» Tablet and Desktop Traffic

» Tablet Traffic



The ABCs of Audience Segmentation

Audience Behavior Context
Gender New vs. return visitors Referral source
Age Browsing behavior Device
Income Search behavior Current location
Family status Has or has not Time of day

, purchased )
Where they live Time of week
, Email engagement
What they like Content on page

Abandoned carts

45 General Assembly



You can create powerful segments by adding some other

elements to your audience:

e A customer in your target audience
who is also a new visitor.

e Someone in your target audience
who has arrived through a
promotional ad.

e What else?

46 | © 2018 General Assembly

Audience

Acquisition

Behavior

Conversions

| 441

Who’s going to your website?

How are they getting there?

What are they doing once they get there?

4}




Google helps marketers out by creating “affinity audiences.”

e Technophiles

e Movie lovers

e TVlovers

e Shutterbugs

e News junkies/entertainment and celebrity news junkies
e Mobile enthusiasts

e Travel buffs

e Shoppers/shopaholics

e Business professionals

... and so many more!

47| © 2018 General Assembly Image credit: Behance m



8 Solo Exercise: Segments 10 minutes

Create a segment based on consumer personas.

1. Segment 1together: Male and Female From April 5t 2019 to April 11 2019
2. Segment 2: From April 5t" 2018 to April 11 2019
1. They are top of the funnel, have an affinity, or are “somewhat” interested in: Shoppers/Luxury Shoppers

2.They are in the market for Business technology
3.User location in San Francisco

48| © 2018 General Assembly @



Guided Walk-Through: A Deeper Look at Segments

Let’s create a segment together:

¥ 1 Master View -

O Huen

Click here.

.\.\_,——o-

Q Audience Overview @
"
L Overview
®
 Users
16,921
19,975
o <

49| © 2018 General Assembly

New Users

14,512

Number of Sessions per User

1.18

R

B & ooom < s G Maucece

Feb1,2018- Feb 7, 2018

BB oorromostery  shuresegmens

Segment Name

al best buy pick up - users

Bounced Sessions

system Then here.

Custom Converters
Shared

Direct Traffic
Starred

Exclude Target Market - Purchases
Selected
Facebook second + visit

Frisco

German - Users

Created Modified
Feb1,2016 Feb1,2016
Demographics
Technology
Behavior

Date of First Session
Traffic Sources

Enhanced Ecommerce

Conditions

Sequences

10 minutes

Create audience here.

Actions ~
. . Cancel

Demographics

Age 1824 © 2534 3544/ 4554 5564

Gender Female Male

Language contains ~

Affinity comains

Category

(reach)

In-Market contains

Segment

Other contains ~

Category

Locatien Continent ~  contains

65+

Segment is visble in any View Change

Summary

Number of users in
the segment over the
specified time period



General Navigation
Start with Segments -Custom Types

100.00% Users 16.60% Users

QQﬁ&o All Users "> Female

Segment Name m Cancel
Demographics Demographics
Technology
Behavior Age 18-24 25-34
Date of First Session Gender Female Male
Traffic Sources Language e o
Enhanced Ecommerce
Affinity Category (reach) contains
Advanced
Conditions In-Market Segment contains  ~
Sequences :
Other Category contains ~
Location Continent ~ contains

50 | © 2018 General Assembly

Preview

35-44

Unknown

45-54

55-64

65+

Male
33.46% Users



General Navigation
Start with Segments -Custom Types

All Users
100.00% Users

Overview
Users ~ VS. Selectametric

® Users (All Users)
3,000

® Users (Female)

® Users (Male)

™ Female

16.60% Users

\ Male m Apr5,2019 - Apr 11,2019 ~
33.46% Users

Hourly | Day Week = Month

S

@200
4
Apr 6 Apr 7 Apr 8 Apr 9 Apr 10 Apr 11
W New Visitor B Returning Visitor
Users New Users Sessions Number of Sessions per User = Pageviews All Users Female
All Users All Users All Users All Users All Users
13,237 11,263 16,297 1.23 71,432
—_—— —_— —_———
Female Female Female Female Female
2,197 1,824 2,780 1.27 11,606
- | . — —_
Male Male Male Male Male
4,429 3,702 5,540 1.25 26,856
—_ e —  ——— _————

Pages / Session
All Users

4.38

Avg. Session Duration
All Users

00:02:59

Bounce Rate
All Users

42.62%

Female

417

Male

4.85

Female

00:03:09

Male

00:03:11

Female

43.63%

Male

38.63%
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Male




8 Solo Exercise: Segments 10 minutes

Create a segment based on consumer personas.

1. Segment 1together: Male and Female From April 5t 2019 to April 11 2019
2. Segment 2: From April 5t 2018 to April 11 2019
1. They are top of the funnel, have an affinity, or are “somewhat” interested in: Shoppers/Luxury Shoppers

2.They are in the market for Business technology
3.User location in San Francisco
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General Navigation
Start with Segments -Custom Types

Apr 5,2018 - Apr 11,2019

All Users Exercise 1 +

100.00% Users 0.04% Users
Overview

Users v V5. Selecta metric Hourly ' Day Week Month
® Users (All Users) @ Users (Exercise 1)
4,000
2,000
May 2018 June 2018 July 2018 August 2018 September 2018 October 2018 November 2018 December 2018 January 2019 February 2019 March 2019 April 2019
M New Visitor M Returning Visitor

Users New Users Sessions Number of Sessions per User | Pageviews Pages / Session All Users Exercise 1
All Users All Users All Users All Users All Users All Users
640,873 623,261 918,288 1.43 4,167,754 4.54
TS o I S i T TNV i, el e sy i e
Exercise 1 Exercise 1 Exercise 1 Exercise 1 Exercise 1 Exercise 1

282

219

382

1.35

2,509

6.57

Avg. Session Duration

Bounce Rate

All Users All Users

00:02:51 41.68%
M"—-Mw R e IR
Exercise 1 Exercise 1

00:03:49

19.90%
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WALK THROUGH



Audience Reports: Understand the Characteristics of Your
Users

This can include what countries they’re in, what languages they speak, and the technology they use to
access your site. But, it can also include data such as their age and gender, their engagement and
loyalty, and even some of their interests.

g Allaccounts > Google Merchandise Sor : @
£ 1 Master View ~ LR
Q s rep nd helr Audience Overview @ B SAVE & EXPORT < SHARE (g INTELLIGENCE
Feb 1,2018 - Feb 7,2018
fr O All Users . ;
Overview
u vS. Select Day
® Users
o 4000
2000
Y
U New Users
16,921 14,512
Sessions Jumbe f
19,975 1.18

nnnnnnnnnnnnnnnnnnnnnnnn
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Audience Reports: Retargeting Audiences

All accounts > Alyce Paris

oAl Analyties  ser ID Creation ~

ADMIN USER

+ Create View

» o
i
i
i
{

tlyce Main - Alyce Paris - Iser ID Creation

[ 1]
+0

Bg Account Settings 2 Property settings &

iew Settings

@

©

a2 User Management a5 User Management a2 User Management
.
-

Y Al Filters £y Tracking Info M Goals

€ Change History PRODUCT LINKING 2\ Content Grouping

is Linking

u}
B

Filters

® 0 ¥
I

%] Channel Settings
[ AdExchange Linking
™ Ecommerce Settings

B allproducts

Dd Calc

ted Metrics
Postbacks PERSONAL TOOLS & ASSETS

Z|E segments

%# Audience J;ﬁm:mnse
=] Annotations
audiences (€)

thi  Auribution Models

De

Custom Definitions

=] custom Channel Grouping

De

Data Import

Q
s ©

™ custom Alerts

Scheduled Emails
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Audience Reports: Retargeting Audiences

57 1 © 2018 General Assembly

Sort by

(®) Most popular
| Latest

' Highest rating

Filter by ranking

1 2 3 4
+/ Show unrated

Filter by category
I Show all categories
| Acquisition

| Analytics Academy
| Branding

| Campaign
|| Conversion
.| Display Advertising
__|Ecommerce
| Engagement
| Enhanced Ecommerce
|| Lead Generation
| Mobile

| Organic Search
| Paid Searrh

All Solutions Type: Audience Definition X

% [Engagement Pack] Core Remarketing Lists
By Dan Stone, GA Team Jul 17, 2014
dkhkd (44) 2+28388 ™ a8+ [f]N Here WD?AST?;fﬁ

Start supercharging your remarketing with the power and precision of
Remarketing with Google Analytics. This core set of 20 lists is based
around user engagement and allows you to re-engage differently with
your users based on important behaviors like rece...

Import o

H n il F I8 All Devices and Operating Systems
By SunithaDevi Aug 12, 2014
Fokdkk (0) S+13353 ™ am | 841 I W Tweet -

A bundle of Traffic Sources. More by
SunithaDevi

Import

%’ [Ecommerce Pack] Intermediate Remarketing Lists « I
By Dan Stone, GA Team Jul 17, 2014

wkkan o) Ztose w91 [ Tt o
Expansion set of 7 remarketing lists to help you identify your loyal

customers and re-engage with them differently. Based on total purchase

amount and number of purchases across multiple sessions, using 540

day membership duration. Custom combo with the [E...

More by Dan Stone,




Audience Reports: Retargeting Audiences

Remarketing Audiences

"  [Engagement Pack] Visited >1m
[Engagement Pack] Visited >10m
[Engagement Pack] Visited last 7 days
[Engagement Pack] Visited last 14 days
[Engagement Pack] Visited last 30 days
[Engagement Pack] Visited last 540 days
[Engagement Pack] Conversions > 0
[Engagement Pack] Past Purchasers
[Engagement Pack] New Visitor
[Engagement Pack] Returning Visitor
[Engagement Pack] Visited last 360 days
[Engagement Pack] Visited last 180 days
[Engagement Pack] Visited last 90 days
[Engagement Pack] Visited last 1 day
[Engagement Pack] Visited =60m
[Engagement Pack] Visited >=3x
[Engagement Pack] Page depth >1
[Engagement Pack] Page depth =5

[Engagement Pack] Page depth >10

VR NN K8 8 V8 N N YK N N N S K-

[Engagement Pack] Page depth >=20

Selected Account "Google Analytics” o

Cancel

L
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Audience Reports: Retargeting Audiences

ADMIN USER

ZENS 4 Create Propeny

Alyce Paris

A [ Property Settings

Sma User Management

¢ » Tracking Info

PRODUCT LINKING

Google Ads Linking

7 0 %

E] AdSense Linking
[ Ad Exchange Linking

B Al Products

Postbacks

%’ Audience Definitions

e Audier
Dynamic Attributes

Dd Custom Definitions

Dd Data Import

‘0
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Audiences

Name

[Engagement Pack] Conversions = 0
[Engagement Pack] New Visitor
[Engagement Pack] Page depth »1
[Engagement Pack] Page depth >10
[Engagement Pack] Page depth »5
[Engagement Pack] Past Purchasers
[Engagement Pack] Returning Visitor
[Engagement Pack] Visited ==3x
[Engagement Pack] Visited =10m

[Engagement Pack] Visited »1m

Learn More

Description
Goal Completions = 0...

User Type: "Mew Visitor
Page Depth > 1

Page Depth = 10

Page Depth > 5

Transactions >0

User Type: "Returning Visitor'
Count of Sessions =3
Session Duration > 600

Session Duration > 60

Status

All

Date created

Apr 12,2019
Apri12,2019
Apr 12,2019
Apr 12,2019
Apr 12,2019
Apr 12,2019
Apr 12,2019
Apr 12,2019
Apri12,2019

Apr12,2019

Open Search
Last modified Membership
Apr 12,2019 Open
Apri12, 2019 Open
Apr 12,2019 Open
Apr 12,2019 Open
Apr 12,2019 Open
Apr12,2019 Open
Apr 12,2019 Open
Apr 12,2019 Open
Apri12, 2019 Open
Apr 12,2019 Open

Showrows | 10 -

Goto |1

Type
LA Analytics

§| Analytics
o ¥

[l Analytics
o ¥

[l Analytics
o ¥
] Analytics
. Analytics
LA Analytics
LA Analytics

§| Analytics
o ¥

[l Analytics
o ¥

1-100f20 < >



ACQUISITION
REPORTS



Acquisition Reports

Q,  search reports and help

§F ‘ustomizaton

REPORTS
@© Real-Time
L

2 Audience

}G Acquisition
QOverview
v All Traffic
v Google Ads
4 Search Console
Landing Pages
Countries
Devices
Queries
v Social

v Campaigns

B Behavior

M Conversions
Q  Discover
D Admin

\_J 100.00% Clicks
[y

Search Console
Clicks ~ | VS.

Select a metric

® Clicks

1,000

500

AU osyinE

Day Week Month

January 2018 March 2018 May 2018 July 2018 September 2018 November 2018 January 2018 March 2019
Primary Dimension: Landing Page
Secondary dimension Q  advanced
Acquisition Behavior Conversions Goal 1: Store Finder =
Landing Page
Average Position Pages [ Session Store Finder (Goal 1 Store Finder (Goal 1 Store Finder (Goal 1 Conversion
Impressions + Clicks CTR Sessians Bounce Rate . Value) Rate)
1,649,275 61,834 3.75% 21 215,46 37.95% 4.01 0 $0.00 0.00%
of Total of Total: 1 Avg for View: 3.75' Avg f 1 of Total: 16.15 Avg for View: 50.43 Avg fo 319 of Total: 0.00% (0) f Total Avg 0.00% (0.00%)
& ) ( 0 833) 24.75%) )
524,022 (31.77%) 40,790 (65 7.78% 42 92,706 (43.03 15.91% 5.06 0 (000 $0.00 0.00%
170,818 (10.36%) 4975 (8.05%) 2.91% 14 0 (0.0 0.00% 0.00 0 (000 $0.00 0.00%
118,787 (7.20%) 706 (1.14 0.59% 1.6 0 (oo 0.00% 0.00 0 $0.00 0.00%
83,349 (5.05%) 476 (0 0.57% 1.6 0 (0.0 0.00% 0.00 0 00 $0.00 0.00%
48,036 (291%) 689 (1.11%) 1.43% 17 0 (0.0 0.00% 0.00 0 $0.00 0.00%
31,613 (1.92%) 85 (0.4 0.27% 3 0 (0.0 0.00% 0.00 0 (000 $0.00 0.00%
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Acquisition Reports (Social Plugins)

All Users + Segment
Q eports and hel 0.00% Social Actions
S Real-Time : .
O ks m Social Interactions
2. Audience Day Week Month

i @ On-site Activities
}0 Acquisition

Overview
v All Traffic 5
' I Nl
AMA A A A
v Search Console January 2018 March 2018 May 2018 Novembe January 2019
4 Social Primary Dimension: Social Entity  Social Network  Social Network and Action (Hit
Overview Secondary dimension ¥ Q advanced B | @ = T
Network Referrals
Networ ri Soclal Entity Soclal Actions
Landing Pages 16 (153
Conversions 10 (9.62
Plugins 7 (673
Users Fl 3
5 (481
v Campaigns
4

Behavior

Conversions

O ® 0

Discover 3 (288

Showrows: 10 v Goto: |1 1-100f38 | € | >

e

Admin
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GOOGLE ANALYTICS
AUDIENCE TAB

GA



ﬁ Computers Out: Explore the Audience Tab 10 minutes

AUDIENCE
1. What is the percentage change in Android mobile visits between 2018 Overview
and 20177 Active Users
2. Who had a higher bounce rate last December, men or women (2018)? . I
3. What was the 26th-highest converting metro last April by revenue? By Audiences Mo
conversion rate (2018)? User Explorer

» Demographics
4. Create a segment the “region” of California. > Inerasts
» Geo

»  Behavior

» Technology
» Mobile

» Custom

» Benchmarking

Users Flow
64 | © 2018 General Assembly



Acquisition Reports: Channel Analysis

Acquisition reports can provide insight into how users get to your website and how well your digital
marketing and advertising works across different channels, such as email, search, and display ads. These
are some of the most important and actionable reports in Google Analytics.

. All accounts > Google Merchandise Stor a n
i 1 Master View ~ : &
Q_  Search reports and helg Acquisition Overview @ B SAVE 4 EXPORT < SHARE (3% INTELLIGENCE
Feb 1,2018 - Feb 7,2018
A HOME () All Users + Add Segment
00.00% User
BT  CUSTOMIZATION
Primary Dimension Conversion
Reports Default Channel Grouping  ~ eCommerce ~
(© REALTIME
& AUDIENCE Top Channels Users Conversions
S ACQUISITION B Organic Search ® Users ® Ecommerce Conversion Rate
M Social
W Referral “n Son
Direct —-_\//\‘N
Paid Search \\_/_—‘_*
~ Affiliates 2,000 1.50%
Display
(Other)
> Social Feb2 Feb3 Feb4 Feb5 Feb6 Feb7 Feb2 Feb3 Feb4 Feb5 Feb6 Feb7
ED  BEHAVIOR Acquisition Behavior Conversions
Users 4 NewUsers Sessions BounceRate ~ Pages/ Avg. Ecommerce Transactio.. ~ Revenue

N Se: Sessi C i
[N CONVERSIONS ssion Sentlon, Comveraion
65 | © 2018 General Assembly o < 16921 14,512 19975 47.48% 3.96 00:02:06 237% 474 $91,93.79




GOOGLE ANALYTICS
AQUISITION TAB

GA



ﬁ Computers Out: Explore the Acquisition Tab

Try to find out:

1.  What was the highest revenue-generating traffic channel
Feb 20197

2. What was the average CPC for the highest-performing
Google ads campaign last quarter of 20187

3. How much traffic came from California via Reddit in
November 20177

67 | © 2018 General Assembly

10 minutes

All Traffic
AdWords
Search Console
Social

Campaigns



Behavior Reports: User Experience & Flow

Behavior reports show how users interact with your website. This can include many different things, from
what content users view to how users navigate between pages.

i) B Py T T —
1 Master View ~ a : @

Q_  searchreports and he Behavior Flow Jan 9,2018-Feb 7,2018

:! CUSTOMIZATION Brands = Level of Detail ~ Export =

Reports

o All Users
(® REAL-TIME 100.00% Sexsion

- A ENCE
- AUDIENCE ) o Starting pages 1st Interaction 2nd Inter
88K sessions, 81K drop-offs 6.6K sessions, 1.7K drop-offs 4.9K ses:

De  ACQUISITION

= /home not set) Google | {no
CR> =+ 42K A sk A A s
BEHAVIOR
YouTube G
: A2 A
not set) You
v F 360 A 19
T = /google+red...nd/youtubs Androld A
=+ 22k A 201 F
> |
" h
> Event = /google+red...tinest-usa
%, ‘oogiorad..nestusa —
Publisher 9 A 20
fiment = /google+red...ccessories YouTube
oK Al

M CONVERSIONS > Tooogotred. atis
* 22K

e < -
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ﬁ Computers Out: Explore the Behavior Tab

Try to find out:
1. How many times this week was something added to the cartin Q1- 197
2. What were the three most-searched terms on the site for Q1-19?

3. What product category had the highest bounce rate in Q1-197?
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10 minutes

BEHAVIOR

Behavior Flow
Site Content
Site Speed
Site Search
Events
Publisher

Experiments



10 minutes

Computers Out: Explore the Behavior Tab

Os

All accounts » Google Merchandi

0 Analyties 1 paster View +

ADMIN USER

Ecommerce set-up
u - " Enable Ecommerce

ew Settings

M Goals

Enable Enhanced Ecommerce Reporting

R e Checkout Labeling

Dd Calculated Metrics seTa

Y Fiters

™ Ecommerc

* 0 ¥

PERSONAL TOOLS & ASSETS Billing and Shipping

gments

2 Payment
= Annotations

3 Review
il Attribution Modi
= om Channel Grouping

Done

W  Custom Alerts

duled Emails

d Reports

Share Assets

Q
o @
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GOOGLE ANALYTICS
CONVERSION TAB

GA



Conversion Reports: Commerce Stats & Sales Analysis

Conversion reports offer in-depth analysis of eCommerce activities.

721 © 2018 General Assembly

U 1 Master View ~

A HOME
BT  CUSTOMIZATION
Reports

(© ReALTIME

& AUDIENCE

> ACQUISITION
7 BEHAVIOR

[ CONVERSIONS

f
-

v Ecommerce

Shopping Behavior
Checkout Behavior

Product Performance

e

Ecommerce Overview @

O All Users + Add ¢
100.00% Sessi

Overview
Revenue ¥ VS. Ecommerce Conversion Rate ~
® Revenue Ecommerce Conversion Rate
$30,000.00

B save 4, EXPORT  « SHARE

a : B

(85 INTELLIGENCE
%6

Jan 1,2018 - Feb 23,2018

Hourly = Day

" "
e ok o
JS/V\J \N\/’/\A/\' S VA AV AR __/\/\

Week Month

5.00%

\

Jan8

&C Rate T

Jan 22 Jan 29

Transactions

_$704,978.33 2.25% 3,566

Revenue Ecommerce Conversion Rate

Avg. Order Value

$197.69

eb 5 Feb 12 Feb 19

Marketing
Campaigns Internal Promotion Order Coupon Code Affiliation
33 Transactions 46,638 Impressions 30 Transactions 3,566 Transactions

$5,386.93 Revenue

$4,194.72 e

$704,978.33 reve

G



ﬁ Computers Out: Activity

1. What was the highest selling product for 2018 in terms of revenue?

What was the highest selling product for 2018 in terms of quantity?

Where was the biggest drop-off in the checkout for Q1 20197

> W N

What was the top organic (unpaid) conversion path last month?
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Google Analytics

Goal Setup



All accounts > Google Merchandise Store

Al Analytics 4 Master View ~

O\ ADMIN USER

ﬁ LLLLILIEN - Create Account Property View

Demo Account - Google Merchandise Store - 1 Master View
h Account Settings - [] Property Settings - n View Settings
ame  User Management ¢ » Tracking Info F Goals
L]
-
Y AllFilters PRODUCT LINKING Y Filters

=] Google Ads Linking

ok
]

d Ecommerce Settings

E AdsSense Linking
Dd Calculated Metrics eTa

® 0 Y

ﬁ Ad Exchange Linking
PERSONAL TOOLS & ASSETS

B AllProducts Segments

=] Annotations
%’ Audience Definitions

|||| Attribution Models
Dd Custom Definitions

Custom Channel Grouping seTa
Dc

Data Import

ﬂ' Custom Alerts
G Scheduled Emails

[ saved Reports

Q

at Share Assets

> © 2019 Google | Analytics Home | Terms of Service | Privacy Policy | Send Feedback



GOAL SETUP

V=V -+ Create View 2
o Goal setup
(@) Template
- n View Settings Select a template to start with a pre-filled configuration

REVENUE

ams User Management Place anorder Completed purchase or pre-crder request

F Make an appointment  Scheduled a visit or meeting

Goals

ACQUISITION

,‘ Content Grouping Create an account  Successful sign up, account, or view created
INQUIRY

Y Filters Refer a friend  Emailed link

View more  Viewed product or service details

-~| Channel Settings
Contactus Viewed phone number, directions, chat or email

Find a location  Viewed lacation or dealer information

Ecommerce Settings

Seedeals Viewed curent sales or promotions

Dd Calculated Metrics &

ENGAGEMENT

Media play Played interactive media. like a videa, slideshow. or product demo

PERSONAL TOOLS & ASSETS
Share / social connect  Shared to a social netwark or emailed

Segments .
MNewsletter sign up  Signed up for newsletter ar mailings

Annotations Maximum cof one Smart Goal per view reached.  Smart Goal not available.

Measure the most engaged visits to your website and sutomatically tumn those visits into Goals. Then use those Goals to
I N Model improve your Google Ads bidding. Leam more
i Attribution Models

Custom

Custom Channel Grouping
BETA

Custom Alerts m Canecel

o Goal description
o Goal details

“I

G Scheduled Emails

™ Saved Reports Cancel

2+ Share Assets



EVENT GOAL SETUP

Q Goal set-up =it

Custom

Q Goal description  Ear

2. Alf Leads

al type: £

o Goal details

Event conditions
Set

one or more conditions. A con 1on will be counted if all of

nditions you set are true when an Event is triggered. You

must have at lea

ne Event set up to create this type of Goal. Learn more

Category Equalto v Lead
Action Equalto v Submit
Label Equalto ~

Value greater than

Use the Event value as the Goal Value for the conversion

YES ‘

If you don't have a value defined in the condition above that matches your Event tracking code, nothing will appear as the Goa

Value.

Verify this Goal  See how often this Goal would have con

“ Ca"col

ed based on your data from the




DESTINATION GOAL SETUP

Q Goal set-up  cdit

Custom

Q Goal description  edit

Name: She f

| type: Destination

soodie Lead

e Goal details

Destination

Regular expression v /sheworx100/.+form_confirmation\ htmi Case sensitive

For example, use My Screenfor an app and /thankyou.htmlinstead of www.exar Kyou.htmifor a web page

Value optiona

OFF Assign a mone

¢ value to the conversion.

Funnel optional

or example, use My Screen for an app and /thankyou.htm/!

2 web page URL for

ankyou.htmifor a web p

Step Named Screen/Page Required?
€  VisitLanding Page /landing T

@ Register Page /register

+ Add another Step



PREVIEW MODE

ACCESS MENU

Grow your business
without the guesswork

Test and scale marketing tactics that increase ROI across every channel

’ ENTER YOUR BUSINESS E-MAIL TALK TO A STRATEGIST —

} Soogle Tag Manager Tags  Variables  Data Layer QUICK_PREVIEW  GTM-KTGMJV
= \

Summary Summary
4 gtm.click

3 Window Loaded Tags Fired On This Page:

2 DOM Read
g Facebook Custom Audience GA Strat button click event Hotjar Tracking Code Universal Analytics

| Page View Custom HTML - Fired 1 time(s) Universal Analytics - Fired 1 time(s) Hotjar Tracking Code - Fired 1 time(s) Universal Analytics - Fired 1 time(s)

~



TAG ASSISTANT

T & Y e~ m
| v B A -prd -stg -dev P> @O Es 8 Google Tag Assistant
Result of Tag Analysis 3

m 1. AdWords Conversion Tracking

Success!

Ready to skip the line?

LEARN MORE AT OUR BLOG

&) 2. Google Analytics

a] 3. Google Tag Manager

SCHEDULE YOUR GROWTH CHAT, INSTANTLY

STOP RECORDING VIEW RECORDINGS




EVENT DATA

Google Tag Assistant = % Q :
& @l Google Analytics UA-54978695-4 203 S %
Metadata
UA-54978695-4
Universal
GTM-KTGMJV

o Pageview Requests o Keep Alive

STOP RECORDING VIEW RECORDINGS

Google Tag Assistant

o Event Lead - Submit

Event

Lead
Submit
Landing-Page-Form

Ladder.io - Growth Marketing




i}

Google Analytics

Deeper Dive Into Acquisition: UTM Codes



How can you know which social media
posts, ads, emails, etc. are driving the
most/best traffic to your website?
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GOOGLE ANALYTICS + FACEBOOK + ADWORDS + ALL THE TAGS

<script>
(function(i,s,0,g,r,a,m){i[ GoogleAnalyticsObject']=r;i[r]=i[r]|[function(){

HEAD HEAD i[rLg=ilrlgl pysh(arguments)},ifrl.I=1*new Date();a=s.createElement(0),
= m=s.getElementsByTagMeage(o)[0];a.async=1;a.src=g;m.parentNode.insertBefore(a,m)
H(window,document,'script’, htiPsw/www.google-analytics.com/analytics.js','ga’);
qa(create’, UAMAEOR58-1", ' 4 I__ Faceba \de >
gatsert, PagasieVey, script> w
S

function(f,4 (f.fbg)return;n=f.fbg=function(){n.callMethod?
g.callMethod.apply(n,arguments):n.queue.push(arguments)};if(!f._fbq)f._fbg=n;

HEAD

E AN . . . tsByTagName(e)[0];s.parentNode.insertBefore(t,s)}(window,
e ;:/lconnect.facebook.net/en_US/fbevents.js’);

59329"); // Insert your pixel ID here.

oscripp<— 2~ *="1" width="1" style="display:none"

src=_b#tps:/ ook.com/tr?id=841205239359329&ev=PageView&noscript=1"
U J

<l--DONO -->

<I-- End Facebook Pixel Code -->

haeeusls oogle Code A:t Form Submit Conversion Page --> <script>
o pttype="texi £S fbg(track’, 'Purchase’, {

<I[CDATA[*/ value: 37,
var google_conversion_id = 938351317; currency: 'USD’

<script> var google_conversion_language = "en"; s .
ga('send', { var google_conversion_format = "3"; </script>
hitType: 'event’, var google_conversion_color = "ffffff";
eventCategory: ‘checkout’, var google_conversion_label = "22FpCJ3AyWMQ1bW4vwM";
eventAction: ‘complete’, var google_remarketing_only = false;
eventLabel: 'blue sweater’, 1>
eventValue: 37 </script>
b; <script type="text/javascript" src:"//www.qooqleadservices.com/paqead/con@&
</script> </script>


http://www.google-analytics.com/analytics.js','ga');
http://www.googleadservices.com/pagead/conversion.js

GOOGLE TAG MANAGER

<!-- Google Tag Manager -->
<script>(function(w,d,s,|,i){w[l]=w[l]||[];w[l].push({'gtm.start":

HEAD new Date().getTime(),event:'gtm.js'});var f=d.getElementsByTagName(s)[0],
j=d.createElement(s),dI=l!="dataLayer'?'&I="+I:";j.async=true;j.src=
‘https://www.googletagmanager.com/gtm.js?id="+i+dl;f.parentNode.insertBefore(j.f);
}H(window,document,'script','dataLayer',GTM-KTGMJV");</script>
<!-- End Google Tag Manager -->

WEBSITE

dataLayer.push({
'eventCategory' : 'checkout',

‘eventAction' : 'complete’,

‘eventLabel' : ‘blue sweater',

‘eventValue': 37,

‘currency’ : ‘USD’,
EVENT 'event' : ‘Transaction’

hE


http://www.googletagmanager.com/gtm.js?id='+i+dl;f.parentNode.insertBefore(j,f);

UTM Code Introduction

UTM codes help you differentiate one traffic source from another. Think of it as a labeling and
categorizing tool for Google Analytics.

Source | Medium

All Traffic (No Advertising)

- 1. (direct) / (none)

- 2. google [ organic

- 3. dappered.com ! referral
- 4. reddit.com ! referral

B 5. facebook.com / referral

86 | © 2018 General Assembly

Campaign

(not set)
(not set)
(not set)
(not set)

(not set)

Acguisition

% New Sessions
Sessions 4

7,008 74.69%

% of Total: 67.30% Site Avg: 74 65%

(10,413) (0.05%)
1,736 (24.77% B0.70%

Without UTM (LTTH)
codes, you 1,459 (20.82%) 65.32%

cannot tell traffic
from the same 623 (8.89%) 93.26%
source apart.

620 (B.85%) 94.84%
57T (B.23%) 81.46%

New Users

5,234

% of Total: 67.34%
(7,773)

1,401 (26.77%)
953 (18.21%)
581 [11.10%)
£88 [11.23%)

470 (B.98%)



You Can Add UTM Codes to Any URLs You Control (i.e.,
Ads, Emails, Blog Articles)

This labeling was sl
possible Source | Medium Campaign
% New Sessions
because of UTM Sessions 4 New Users
codes. 3,359 74.81% 2,513
d 0
Paid Advertising - All % of Total: 32.26% Site Avg: 74.65% | % of Total: 32.33%
(10,413) (0.22%) 7.773)
O 1. Facebook / BrandFans DressPantsSweatpants 522 [15.54%) 91.57% 478 (19.02%)
O 2. Facebook / YMensFashion Woodies 443 [(13.19%) 79.468% 352 (14.01%)
g | 3. Facebook/ DiscoTuxedo 207 (6.16%) 85.02% 176 (7.00%)
- " DHoodie_Lookalike Reach ’ ’ R
O 4. google / cpc Search - Unbranded Opt 180 (5.36%) 73.89% 133 (5.29%)
O 6. Facebook / Lookalike_Similar DiscoTuxedoPants 164 (4.88%) B4.15% 138 (5.49%)
O 6. Facebook/ TechPubs Cordarounds 154 (4.58%) B1.17% 125 (4.97%)
O 7. Facebook / BurningMan Festivals 146 (4.35%) 93.15% 136 (5.41%)
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UTM Codes in Action

Time For New Classes? WARBY PARKER
warbyparker.com .

Cur new Linwood

glasses are flying
off our digital shelves!
Check them out here!

HTTP://WWW.WARBYPARKER.COM/MEN/OPTICAL/LINWOOD-REVOLVER-BLACK-M?

g

Vs

HTTP://WWW.WARBYPARKER.COM/MEN/OPTICAL/LINWOOD-REVOLVER-BLACK-
M?utm_source=tellapart&utm_medium=retargeting&utm_campaign=product_feed_retargetting
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UTM Codes — How to Create Your Own

You need the following to create your tagged URL: htips://ga-dev-tools.appspot.com/campaign-url-builder/

This tool allows you to easily add campaign parameters to URLs so you can track Custom Campaigns in Google
Analytics.

Enter the website URL and campaign information

Fill out the required fields (marked with *) in the form below, and once complete the full campaign URL will be
generated for you. Note: the generated URL is automatically updated as you make changes. Share the generated Ca mpaign URL

Use this URL in any promotional channels you want to be associated with this custom campaign
* Website URL  www.sigmaridge.com

www.sigmaridge.com?

— utm_source=facebook&utm_medium=banner&utm_campaign=180901%20Free_Consultation&utm_t
The full website URL (e.g. https://www.example.com ) erm=marketing%20help&utm_content=cute%20puppy
. Set the campaign parameters in the fragment portion of the URL (not recommended)
* Campaign Source  facebook
The referrer: (e.g. google , newsletter ) [ Copy URL @® Convert URL to Short Link {authorization required)

Campaign Medium  banner

Marketing medium: (e.g. cpe , banner , email )

Campaign Name 180901 Free_Consultation

Product, prom

{e, or slogan (e.g. spring_sale )

Campaign Term  marketing help

dentify the paid keywords

Campaign Content  cute puppy @
Use to differentiate ads


https://ga-dev-tools.appspot.com/campaign-url-builder/

UTM Code Principles

® Before you deploy any campaign, creative, email, or link, ask yourself: “Why are we not tracking
this?” The answer should unilaterally be, “Well, we need to.”

® UTM codes are only helpful if people are actually looking at the reports after you deploy them.
® Any UTM code you add to a URL will override the “source.” For example, without a UTM code,

traffic from Reddit would appear as “reddit.com.” However, if you added “source=reddit_blog,”
Reddit would then show as “reddit_blog” in Google Analytics.
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UTM Coding: Pro Tips

® Encourage others in your organization to add UTM parameters to everything they do (within
reason).

® You can even add UTM codes within your site (tag links on your blog that drive back to your main
website so you can separate who came from your blog).

® Develop a simple naming convention and circulate it to other departments (e.g., “medium” must
always be “medium=web” if it's coming from a website, or “medium=email” for any inbound email
efforts.)

Be consistent in your campaign tagging structure.
® Keep an Excel spreadsheet handy with your campaign tag structure until you memorize it.
® Thereis no “right” way to do this. Experiment until you find the right level of tagging for you.
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8 Solo Exercise: UTM Codes 10 min

Create UTM structures for these three campaigns.

® You are sending weekly emails to leads on your B2B list, driving them to your blog.

® You are conducting a sweepstakes for free tickets on Facebook and Twitter in order to
drive traffic to your site and build your email list.

® You are promoting the sweepstakes with a video campaign featuring your influencer,
Guy Fieri.
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CUSTOM DASHBOARDS

Starter Dashboard 10ct2016-8 Mar 2017 ~
B®  CUSTOMISATION
hb + Add Widget Share v  Email  Export v C ise Dashboard  Delete Dashboard
Dashboards
Custom Reports All Users

+ Add Segment
100.00% Sessions
Shortcuts

Custom Alerts

New Users Users
Reports
® New Users ® Users
(© REALTIME s iEo
& AUDIENCE
75 75
De  ACQUISITION
E BEHAVIOUR November 2016 December 2016 January 2017 February 2017 March 2017 November 2016 December 2016 January 2017 February 2017 March 2017
[ CONVERSIONS
Sessions Sessions by Browser
Browser Sessions
Safari 1,218
. Chrome 737
£ romiN ﬁ\ Firefox 113

@ p ; Google.com 60
< HggH PhantomJS Screenshoter 16



CUSTOM DASHBOARD GALLERY

Sort by

® Most popular
Latest
Highest rating

Filter by ranking
¥

1 2 3 4
v/ Show unrated

Filter by category

v Show all categories
Acquisition
Analytics Academy
Branding
Campaign
Conversion
Display Advertising
E-commerce
Engagement

Enhanced E-commerce

Lead Generation
Mobile
Organic Search

P

Social Media Dashboard
By Justin Cutroni 03-Apr-2013
*kkkok (48) S+ez7o6 v aml | 3+ | [Ty o Tweet ||

How is social performing for your brand? This dashboard gives you a
view of Off-site activity, On-site activity, and Conversions/Outcomes,
making it easier to evaluate user activity throughout the conversion
process.

Import

i Site Performance Dashboard

By Justin Cutroni 04-Apr-2013

Khkdhk (29) 2+37072 N G | 8+ W Tweet | — |

Is your IT team begging for useful data? This dashboard contains various
speed metrics to help identify issues with your pages or servers.

Import

Comments (8)

By Tomek on 26-Sep-2013
Great dashboard, thx.

By dburk on 31-Mar-2014
Thanks Just for a really useful dashboard, it help me see an intermittent
issue in page load speed that was hurting conversion rates.

By Deyson Thome on 08-Jul-2014
Thanks Justin very useful. | had downloaded and now It's in use in my
analytics and used to my costumers too. Thanks more once.

| SEARCH TERM: justin cutroni X | Type: Dashboard X

More by Justin
Cutroni

More by Justin
Cutroni

Go to Gallery Close
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https://econsultancy.com/blog/62828-10-useful-google-analytics-custom-dashboards

CUSTOM REPORTS

B®  CUSTOMISATION
Dashboards
Shortcuts
Custom Alerts

Reports

(© REAL-TIME

& AUDIENCE

> ACQUISITION

B BEHAVIOUR

"~

o

CONVERSIONS

ADMIN

Create Custom Report

General Information

Title

Report Content

Conversion Rate by Day of Week

Report Tab x + add report tab

Name
Type

Metric Groups

Dimension Drilldowns

Filters - optional

Views - optional

©

Report Tab

Explorer  Flat Table

Metric Group

Map Overlay

+ add metric group

+ add filter

All views associated with this account

1 view selected

v

Duplicate this tab




IMPORTED DASHBOARD

Site Performance Dashboard

+ Add Widget Share v Email Export v

All Users

100.00% Sessions

Avg. Page Load Time (sec)
1.82

Avg. Server Response Time

0.35

M

A

Avg. Domain Lookup Time (sec)

0.07

Visitor Caching Info

User Avg. Page Load
Type Time (sec)

Returnin

g Visitor 1.9

M

Avg. Server
Response Time
(sec)

034

+ Add Segment

Mobile Page Load Time (sec)

1.71

Page Load Time by Browser

Browser

Safari

Chrome

Firefox

Opera

Android Webview
Internet Explorer
Safari (in-app)

UC Browser

Sessions
235
163

9

Avg. Page Load Time (sec)
0.00

1.82
0.00
0.00
0.00
0.00
0.00

0.00

7 Feb 2017 -8 Mar 2017

Ci Dashboard  Delete Dashboard

Domain Lookup by Country

Avg. Domain
Country Sessions Lookup Time

(sec)

== Russia 203 0.00
B Uni
;g United State 95 0.07
@@ Serbia 33 0.00
Si& United King 14 0.00
dom
i India 6 0.00
il Bosnia & He 5 0.00
rzegovina
[ 1 France 5 0.00
B Australia 4 0.00
Brazil 4 0.00
i+l Canada 3 0.00



CUSTOM ALERTS

Alert name: | Facebook Traffic Down
Apply 101 All Web Site Data and = 0 other views
Period: | pay v |

Send me an email when this alert triggers. Also include = 0 other email addresses

Alert Conditions
This applies to

S

Alert me when Condition Value

[ ns v ] |Is less than = 1000




CUSTOM EMAIL REPORTS

Email Report: Audisnce Overview

From lexsierm@gmail.com

Ta‘

Subject ‘ Google Analytics: Audience Overview

h | A PDF - |[ Aupience overview |

Feenc Doy of ori -
4
seteor | 2monns -

Hello,

Here is the monthly report for your Audience overview:

\/ I'm not a robot

Cancel
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DATA EXPORT

Email  Export v  Add toDashboard  Shortcut This report is based on 100% of sessions. Learn more = Greater precision v @Y
| 3 CsV
C + Add Segment
TSV
Explc X TSV for Excel
Excel (XLSX
Pag| X ( ) Day Week Month d ...
il Google Sheets
® P
PDF
800
400
5——0—0/\/\% e - - =
8 Feb 15Feb 22Feb 1 Mar 8 Mar
Primary Dimension: Page Page Title Other ~
Secondary dimension ¥ | Sort Type: | Default v tactic Q | advanced H @ |= | E |0
Unique Page Views  Avg. Time on Page
Page Page Views + Entrances Bounce Rate % Exit Page Value
2,655 00:01:23 380 61.07% 24.42% USS$0.00
of T of Total: 19 % of To 34 Avg for View 4 Avg fo 5 of al: 0
1 ( ) )
0l . (fompaiioriomintie® 315 (10.83%) 232 (874%) 00:01:42 26 (s.04%) 32.00% 20.95%  US$0.00 (0.00%)
Glll g, SNSRI 176 (6.05%) 157 (591%) 00:01:23 29 (763%) 76.92% 30.11%  US$0.00 (0.00%)

3. /tactic/Power-User-Retargeting @ 141 (4.85%) 121  (4.56%) 00:00:57 12 (3.16%) 50.00% 15.60% USS$0.00 (0.00%)



DATA EXPORT

B HEO NG

Data

] Analytics All Web Site Data Pages 20170101-20170131 (

Insert Page Layout Formulas
o doredt Calibri (Body) +| 12
3 copy ~

—— <7 Format BUleD |8l i

n - fo #—
A B C D

1

2 |#All Web Site Data

3 |# Pages

4 |#20170101-20170131

5 |#-

6 |Page Page Views Unique Page Avg. Time on Entrances
7 |/tactic/Comp 132 105

8 | /tactic/Powe 72 62

9 | /tactic/Keyw 51 47
10 | ftactic/Videc 24 18
11 | fractic/Contz 22 20 0:01:30
12 | ftactic/AB-Te 19 19 :
13 | fractic/Multi 19 16 0:01:49
14 | ftactic/More 18 15 2
15 | ftactic/Daily- 15 14
16 | /tactic/Comp 14 13
17 | ftactic/Lead- 14
18 | ftactic/Story 14
189 | ftactic/Use-S 14
20 | /tactic/Optin 13
21 | /tactic/Bucke 12
22 | /portal/-/tac 11
23 | fractic/Free- 1
24 | fractic/Gatec 1
25 | ftactic/Inspir 11
26 | ftactic/Trans 11
27 | /portal/ffPcc 10
28 | fractic/Email 10
29 | fractic/Persc 10
30 | /tactic/Produ 10
31 | /ractic/Tools 10
32 | /portal/3anb 9
33 | /tactic/Two-! 9
34 | /portal/pHiK 8
35 | ftactic/Buzz- 8
36 | ftactic/Fake- 8
37 | fractic/Inquit 8
38 | fractic/Just-F 8
39 | ftactic/Lazy-| 8
40 | /tactic/Page- 8
41 | factic/Ques 8 B

4 » Analytics All Web Site Data Pag +

.
5}

COOORRONOOWO R R

Bounce Rate % Exit

83.33%
28.57%
66.67%
0.00%
44.44%
75.00%
66.67%
0.00%
0.00%
100.00%
100.00%
100.00%
0.00%
50.00%
33.33%
75.00%
25.00%
0.00%
0.00%
0.00%
100.00%
100.00%
100.00%
0.00%
33.33%
100.00%

0 g |

General v

Il
Il
9

=79 Wrap Text

Dele

= = = | Merge&Center v $ v % ) %0 % Conditional Format  Cell Insert
Formatting as Table Styles
G H I J K L ™M N o P Q
# All Web Site Data
# Pages
#20170201-20170228
[ =
Page Value Page Page Views Unique Page Avg. Time on Entrances  Bounce Rate % Exit Page Value
24.24% US$0.00 /tactic/Comg. 265 193 0:01:29 18 35.29%  20.75% US$0.00
25.00% US50.00 /tactic/Keyw 139 125  0:01:36 17, 7857%  30.94% US$0.00
21.57% US50.00 /tactic/Powe 115 99 0:01:06 11 45.45%  17.39% US$0.00
4.17% US50.00 /tactic/More 70 60 : 13 75.00%  35.71% US$0.00
72.73% US$0.00 /tactic/AB-Te 40 35 3 66.67%  15.00% US$0.00
21.05% US50.00 ftactic/Use-S 37 35 1 0.00%  24.32% US$0.00
31.58% US$0.00 /tactic/Daily- 36 30 3 66.67%  19.44% US$0.00
27.78% US50.00 /tactic/Videc 35 31 A 0.00%  22.86% US$0.00
0.00% US50.00 /tactic/Comg 33 31 4 75.00%  36.36% US50.00
28.57% US50.00 /tactic/Prody 32 31 0 0.00%  21.88% US$0.00
21.43% USS50.00 /ftactic/Multi 31 27 5/ 100.00% 25.81% US$0.00
57.14% US$0.00 /tactic/Optin 30 27 3 100.00%  23.33% US$0.00
35.71% US$0.00 /tactic/Spot- 24 19 2 50.00%  20.83% US$0.00
38.46% US$0.00 /tactic/Tellin 24 2 2 100.00%  25.00% US$0.00
33.33% US$0.00 /tactic/Tools 23 20 1 0.00% 8.70% US50.00
81.82% US$0.00 /tactic/Buzz- 2 21 4| 25.00% 9.09% US50.00
36.36% US$0.00 /tactic/Helpi 2 2 2 50.00%  22.73% US$0.00
36.36% US$0.00 /tactic/Lead- 2 2 2 50.00%  13.64% US$0.00
9.09% US50.00 /tactic/Cont: 20 19 15| 80.00%  75.00% US$0.00
18.18% US50.00 /tactic/Story 20 20 4| 75.00%  35.00% US$0.00
100.00% US50.00 /tactic/Lead- 19 17 4| 10000%  36.84% US$0.00
20.00% US50.00 /tactic/Custc 18 16 2 10000%  27.78% US$0.00
40.00% US$0.00 /tactic/Email 18 16 1 0.00% 5.56% US$0.00
30.00% US$0.00 /tactic/Intery 18 17 0 0.00%  16.67% US$0.00
30.00% US$0.00 /tactic/Twitt 18 18 0 0.00%  16.67% US$0.00
66.67% US$0.00 /tactic/Carou 17 17 1 0.00% 5.88% US$0.00
22.22% US$0.00 /tactic/Free- 17 16 3 33.33% 5.88% US$0.00
100.00% USS$0.00 /tactic/Imagt 17 17 1 0.00%  29.41% US$0.00
12.50% US50.00 /tactic/lust-F 17 16 1 10000%  23.53% US$0.00
50.00% US$0.00 /tactic/Goog 16 16 2 0.00%  18.75% US$0.00
25.00% US50.00 /tactic/Two-! 15 15 2 50.00%  20.00% US$0.00
12.50% US50.00 /tactic/Abou 14 14 0 0.00%  14.29% US$0.00
12.50% US50.00 /tactic/Gain- 14 14 2 0.00%  21.43% US$0.00
12.50% US50.00 /tactic/Remc 14 14 2 50.00%  14.29% US$0.00
0.00% US50.00 Aactic/Viral- 14 14 0 0.00%  42.86% USS0.00




EXCEL FORMULAS

SUM + X v fx =N2/E21

A B C D

L ettt — " -
2 |# All Web Site Data SuM I 1402]
3 #Pages COUNT 400
4 #20170101-20170131 AVG 351
5

6 Page Page Views Unique Page Avg. Time on Entrances
7 | fractic/Comp 132 105 0:01:16 11
8 ftactic/Powe 72 62 0:00:41 7
9 | ftactic/Keyw 51 47 0:02:12 3
10  /ftactic/Videc 24 18 0:01:06 0
11 fractic/Contz 22 20 0:01:30 18
12 | ftactic/AB-Te 15 15 0:00:16 4
13  fractic/Multi 15 16 0:01:49 3
14 | ftactic/More 18 15 0:03:41 0
15 | /ftactic/Daily- 15 14 0:00:24 1
16 | ftactic/Comp 14 13 0:01:40 2
17 ftactic/Lead- 14 13 0:03:35 2
18 | ftactic/Story 14 13 0:01:26 6
19 | ftactic/Use-S 14 14 0:00:28 1
20 | ftactic/Optin 13 12 0:03:07 2
21 | ftactic/Bucke 12 9 0:03:23 3
22 | /portal/-/tac 11 10 0:01:34 8
23  ftactic/Free- 11 10 0:02:06 4
24 | ftactic/Gatec 11 10 0:03:47 1
25 | ftactic/Inspir 11 10 0:03:43 (1]
26 | ftactic/Trans 11 10 0:01:13 0
27 | /portal/ffPcc 10 10 0:00:00 10
28 | ftactic/Email 10 10 0:00:50 1
29 | ftactic/Persc 10 9 0:01:31 1
30 | /ftactic/Produ 10 10 0:02:00 0
31 fractic/Tools 10 9 0:02:35 3
32 /portal/3anb S 9 0:00:11 6
33  ftactic/Two-! S ) 0:04:59 0
34 | fportal/pHiK 8 8 0:00:00 7
35 | ftactic/Buzz- 8 8 0:03:25 0
36 | /tactic/Fake- 8 6 0:00:19 1
37 fractic/Ingui: 8 6 0:00:35 1
38 | ftactic/Just-F 8 7 0:04:33 0
39 | ftactic/Lazy-| 8 6 0:01:24 ]
40 | ftactic/Page- 8 7 0:00:46 (1]
a1 | Factic/Oues: ] 5 0:01:19 n

Bounce Rate % Exit

83.33%
28.57%
66.67%

24.24% US$0.00
25.00% USS$0.00
21.57% US$0.00
4.17% US$0.00
72.73% USS$0.00
21.05% US$0.00
31.58% US$0.00
27.78% US$0.00
0.00% US$0.00
28.57% US$0.00
21.43% US$0.00
57.14% US$0.00
35.71% US$0.00
38.46% US$0.00
33.33% US$0.00
81.82% USS$0.00
36.36% US$0.00
36.36% US$0.00
9.09% US$0.00
18.18% US$0.00
100.00% US$0.00
20.00% US$0.00
40.00% US$0.00
30.00% US$0.00
30.00% US$0.00
66.67% USS$0.00
22.22% US$0.00
100.00% US$0.00
12.50% US$0.00
50.00% US$0.00
25.00% US$0.00
12.50% US$0.00
12.50% US$0.00
12.50% US$0.00
0N.00% LISSH 0N

Page Value

# All Web Site Data

# Pages

#20170201-20170228

Page

Jtactic/Comp
[tactic/Keyw
Jtactic/Powe
Jtactic/More
Jtactic/AB-Te
Jactic/Use-S
ftactic/Daily-
Jactic/Videc
ftactic/Comg
Jactic/Produ
Jtactic/Multi
Jtactic/Optin
[tactic/Spot-
Jactic/Tellin
Jtactic/Tools
Jtactic/Buzz-
Jtactic/Helpi
Jtactic/Lead-
Jtactic/Contz
Jtactic/Story
Jtactic/Lead-
Jtactic/Custc
Jtactic/Email
Jtactic/Inteny
Jtactic/Twitt
Jtactic/Carou
Jactic/Free-
ftactic/Imag¢
Jtactic/Just-F
[tactic/Goog
Jtactic/Two-!
[tactic/Abou
Jtactic/Gain-
Jtactic/Remc
Jractic/Niral-

265
139
115
70
40
37
36
35
33
2
31
30
24
24
23
2
2
2
20
20
19
18
18
18
18
17
17
17
17
16
15
14
14
14
14

193
125
55
60
35
35
30
31
31
31
27
27
19
24
20
21
2
2
19
20
17
16
16
17
18
17
16
17
16
16
15
14
14
14
14

COUNT

0:01:29
0:01:36
0:01:06
0:00:47
0:01:23
0:00:46
0:00:35
0:00:51
0:01:55
0:00:51
0:02:52
0:03:09
0:00:39
0:01:25
0:01:33
0:01:08
0:00:28
0:02:09
0:03:39
0:00:26
0:00:24
0:00:26
0:00:35
0:01:06
0:01:17
0:00:26
0:00:24
0:00:51
0:00:57
0:00:58
0:01:21
0:00:52
0:00:24
0:00:17
n:nn-44

==

26271

—l"s
5.80

Page Views Unique Page Avg. Time on Entrances

o e
Wk N m

-
VNN BHELONWOMO DR WA W

DNNONNKERMWREOORNDBD b

[} P Q

|=N2/E2-1 ‘|

13%

65%

Bounce Rate % Exit Page Value

35.29% 20.75% US$0.00
78.57% 30.94% US$0.00
45.45% 17.39% US$0.00
75.00% 35.71% US$0.00
66.67% 15.00% US$0.00
0.00% 24.32% US$0.00
66.67% 19.44% US$0.00
0.00% 22.66% USS0.00
75.00% 36.36% USS$0.00
0.00% 21.68% US$0.00
100.00% 25.81% USS$0.00
100.00% 23.33% US$0.00
50.00% 20.83% US$0.00
100.00% 25.00% US$0.00
0.00% 8.70% US$0.00
25.00% 9.09% US$0.00
50.00% 22.73% US50.00
50.00% 13.64% US$0.00
80.00% 75.00% US$0.00
75.00% 35.00% US$0.00
100.00% 36.84% USS$0.00
100.00% 27.78% US50.00
0.00% 5.56% USS$0.00
0.00% 16.67% US$0.00
0.00% 16.67% USS0.00
0.00% 5.68% US50.00
33.33% 5.68% US50.00
0.00% 29.£1% US$0.00
100.00% 23.53% USS$0.00
0.00% 18.75% US$0.00
50.00% 20.00% US$0.00
0.00% 14.29% US$0.00
0.00% 21.43% US$0.00
50.00% 14.29% US50.00
0.00% 42 56% 11S$0.00



VLOOKUP FORMULA

A

SumMm v X  fx =VLOOKUP(17,5A57:5B5406,2,FALSE)

A B C D E F G H | ] K L M N o] P Q R S T
2 #All Web Site Data SUM 1402 # All Web Site Data SUM 2627 DIFF 87%
3 #Pages COUNT 400 # Pages COUNT 453 DIFF 13%
4 #20170101-20170131 AVG 351 #20170201-20170228 AVG 5.80 DIFF 65%
5 |#- -~ #-
6 |Page Page Views Unique Page Avg. Time on Entrances  Bounce Rate % Exit Page Value _Page .Page Views Unique Page Avg. Time on Entrances  Bounce Rate % Exit Page Value PAST PAGEVIEWS DIFF
v rltactic/Comp 132 105 0:01:16 11 83.33% 24.24% USS$0.00 I_/tactic/Comx.I 265 193 0:01:29' 18 35.29% 20.75% US$0.00 FALSE) i 101%
8 |/tactic/Powe 72 62 0:00:41 7 28.57% 25.00% USS$0.00 ftactic/Keyw 139 125 0:01:36 17 78.57% 30.94% US$0.00 51 173%
9 | jtactic/Keyw 51 47 0:02:12 3 66.67% 21.57% US$0.00 ftactic/Powe 115 99 0:01:06 1 45.45% 17.39% US$0.00 72 60%
10 | /tactic/Videc 24 18 0:01:06 0 0.00% 4.17% USS$0.00 /ftactic/More 70 60 0:00:47 13 75.00% 35.71% USS$0.00 18 289%
11 | /tactic/Contz 22 20 0:01:30' 18 44.44% 72.73% US$0.00 ftactic/AB-Te 40 35 0:01:23 3 66.67% 15.00% US$0.00 19 111%
12 | fractic/AB-Te 15 13 0:00:16 4 75.00% 21.05% USS$0.00 ftactic/Use-S 37 35 0:00:46 1 0.00% 24.32% USS$0.00 14 164%
13 | ftactic/Multi 15 16 0:01:49 3 66.67% 31.58% USS$0.00 ftactic/Daily- 36 30 0:00:35 3 66.67% 19.44% USS$0.00 15 140%
14 | fractic/More 18 15 0:03:41 [ 0.00% 27.78% USS$0.00 ftactic/Videc 35 31 0:00:51 1 0.00% 22.86% USS$0.00 24 46%
15 | /tactic/Daily- 15 14 0:00:24 1 0.00% 0.00% USS$0.00 ftactic/Comg 33 31 0:01:55' 4 75.00% 36.36% US$0.00 14 136%
16 | fractic/Comg 14 13 0:01:40 2 100.00% 28.57% USS$0.00 ftactic/Produ 32 31 0:00:51 0 0.00% 21.68% US$0.00 10 220%
17 | jtactic/Lead- 14 13 0:03:35 2 100.00% 21.43% USS$0.00 ftactic/Multi 31 27 0:02:52 5 100.00% 25.81% USS$0.00 19 63%
18 | ftactic/Story 14 13 0:01:26 6 100.00% 57.14% USS0.00 ftactic/Optin 30 27 0:03:09 3 100.00% 23.33% US$0.00 13 131%
19 | ftactic/Use-S 14 14 0:00:28 1 0.00% 35.71% USS$0.00 ftactic/Spot- 24 19 0:00:39 2 50.00% 20.83% USS$0.00 3 700%
20 | /tactic/Optin 13 12 0:03:07 2 50.00% 38.46% USS$0.00 ftactic/Tellin 24 24 0:01:25' 2 100.00% 25.00% USS$0.00 8 200%
21 | /ractic/Bucke 12 9 0:03:23 3 33.33% 33.33% USS$0.00 /ftactic/Tools 23 20 0:01:33 1 0.00% 8.70% US$0.00 10 130%
22 | /portal/-/tac 1 10 0:01:34 8 75.00% 81.82% US$0.00 ftactic/Buzz- 22 21 0:01:08' 4 25.00% 9.09% US$0.00 8 175%
23 | jractic/Free- 11 10 0:02:06 4 25.00% 36.36% USS$0.00 ftactic/Helpi 22 22 0:00:28 2 50.00% 22.73% USS$0.00 3 633%
24 | fractic/Gatec 11 10 0:03:47 1 0.00% 36.36% US$0.00 ftactic/Lead- 22 22 0:02:09 2 50.00% 13.64% USS$0.00 14 57%
25 | ftactic/Inspir 1 10 0:03:43 0 0.00% 9.09% USS$0.00 ftactic/Cont: 20 13 0:03:39 15 80.00% 75.00% US$0.00 22 -9%
26 | /tactic/Trans 11 10 0:01:13 0 0.00% 18.18% USS$0.00 ftactic/Story 20 20 0:00:26 4 75.00% 35.00% USS$0.00 14 43%
27 | [portal/ffPcc 10 10 0:00:00 10 100.00% 100.00% US$0.00 ftactic/Lead- 13 17 0:00:24 4 100.00% 36.84% US$0.00 6 217%
28 | ftactic/Email 10 10 0:00:50 1 100.00% 20.00% USS$0.00 ftactic/Custc 18 16 0:00:26 2 100.00% 27.78% USS$0.00 7 157%
29 | ftactic/Persc 10 9 0:01:31 1 100.00% 40.00% USS$0.00 ftactic/Email 18 16 0:00:35 L 0.00% 5.56% USS$0.00 10 80%
30 | /tactic/Produ 10 10 0:02:00 0 0.00% 30.00% USS$0.00 ftactic/Intery 18 17 0:01:06 0 0.00% 16.67% USS$0.00 3 500%
31 | /tactic/Tools 10 9 0:02:35 3 33.33% 30.00% US$0.00 ftactic/Twitt: 18 18 0:01:17 [ 0.00% 16.67% US$0.00 4 350%
32 | /portal/3anb 9 9 0:00:11 6 100.00% 66.67% USS0.00 ftactic/Carot 17 17 0:00:26 1 0.00% 5.88% USS$0.00 6 183%
33 | /tactic/Two-! 9 9 0:04:59 0 0.00% 22.22% US$0.00 /ftactic/Free- 17 16 0:00:24 3 33.33% 5.88% USS$0.00 11 55%
34 | fportal/pHiK 8 8 0:00:00 7 100.00% 100.00% USS$0.00 ftactic/Image 17 17 0:00:51 1 0.00% 29.£1% US$0.00 3 467%
35 | /tactic/Buzz- 8 8 0:03:25 0 0.00% 12.50% USS$0.00 ftactic/Just-F 17 16 0:00:57 1 100.00% 23.53% USS$0.00 8 113%
36 | /tactic/Fake- 8 6 0:00:19 1 100.00% 50.00% US$0.00 ftactic/Goog 16 16 0:00:58' 2 0.00% 18.75% US$0.00 6 167%
37 | fractic/Inqui 8 6 0:00:35 1 100.00% 25.00% USS$0.00 ftactic/Two-! 15 15 0:01:21 2 50.00% 20.00% USS$0.00 9 67%
38 | ftactic/Just-F 8 7 0:04:33 0o 0.00% 12.50% US$0.00 ftactic/Abou 14 14 0:00:52 [ 0.00% 14.29% USS$0.00 2 600%
39 | ftactic/Lazy-| 8 6 0:01:24 [ 0.00% 12.50% USS$0.00 ftactic/Gain- 14 14 0:00:24 2 0.00% 21.£3% USS$0.00 7 100%
40 /tactic/Page- 8 7 0:00:46 0 0.00% 12.50% US$0.00 ftactic/Remc 14 14 0:00:17 2 50.00% 14.29% USS$0.00 6 133%
41 | fractic/Ques’ 8 5 0:01:19 1] 0.00% 0.00% USS0.00 factic/Viral- 14 14 0:00:44 [ 0.00% 42.86% USS0.00 2 600%




SUMIF FORMULA

=SUMIF(S7:5459,"#N/A" K7:K455)

C

D

SUM

coul
AVG

NT

E

1402
400
351

|ue Page Avg. Time on Entrances

5

W e ULUULUDBEVLIUULOUELDOITOOOD DO O

0:00:37
0:09:49
0:01:11
0:01:48
0:01:06
0:00:42
0:04:17
0:01:35
0:00:32
0:02:16
0:00:12
0:00:15
0:00:24
0:00:25
0:00:31
0:00:41
0:02:12
0:02:02
0:08:06
0:00:18
0:00:11
0:01:04

F G H
Bounce Rate % Exit Page Value

0.00% 33.33% USS$0.00
50.00% 50.00% US$0.00
100.00% 50.00% US$0.00
0.00% 0.00% US$0.00
0.00% 0.00% US$0.00
0.00% 33.33% USS$0.00
0.00% 50.00% USS$0.00
0.00% 16.67% US$0.00
0.00% 50.00% US$0.00
0.00% 40.00% US$0.00
0.00% 0.00% US$0.00
100.00% 40.00% USS0.00
0.00% 0.00% US$0.00
0.00% 0.00% US$0.00
0.00% 0.00% US$0.00
33.33% 40.00% US$0.00
0.00% 60.00% USS$0.00
0.00% 20.00% USS$0.00
50.00% 60.00% USS$0.00
100.00% 80.00% USS0.00
0.00% 25.00% US$0.00
66.67% 75.00% US$0.00

] K L M N

#

# All Web Site Data SUM 2627
# Pages COUNT 453
#20170201-20170228 AVG 5.80
#

Page Page Views Unique Page Avg. Time on Entrances
ftactic/Embé 11 11 0:01:45 1
ftactic/Find- 11 10 0:02:23 1
/ftactic/Incor] 11 10 0:03:19 3
ftactic/Twitt 11 9 0:00:38 0
/portal/-/tad 10 9 0:11:07 7
ftactic/Buck 10 10 0:00:55 4
ftactic/Movi. 10 10 0:04:58 4
ftactic/Page 10 10 0:00:21 0
/ftactic/Pen-3 10 10 0:01:04 2
[tactic/Post- 10 10 0:00:26 2
ftactic/Skysd 10 9 0:00:37 1
[tactic/Stock 10 10 0:00:57 0
ftactic/Trang 10 10 0:00:16 (1]
/portal/oiqrg S 7 0:05:59 7
ftactic/Acqu S 9 0:00:22 1
ftactic/Dyna S 8 0:00:54 1
ftactic/Emai S 9 0:01:21 2
/[tactic/One- S 8 0:06:41 6
ftactic/Price g 8 0:04:27 (1]
ftactic/Smar] 9 8 0:01:35 1
Jtactic/Testi 9 9 0:03:39 0
/portal/eXD$ 8 8 0:00:00 8

Bounce Rate
0.00%
100.00%
0.00%
0.00%
71.43%
75.00%
75.00%
0.00%
100.00%
50.00%
0.00%
0.00%
0.00%
71.43%
0.00%
0.00%
50.00%
33.33%
0.00%
100.00%
0.00%
100.00%

DIFF 87%
DIFF 13%
DIFF 65%

% Exit Page Value
18.18% US$0.00
45.£5% USS$0.00
18.18% US$0.00

9.09% US$0.00
70.00% USS$0.00
30.00% USS$0.00
50.00% USS$0.00
20.00% US$0.00
30.00% US$0.00
40.00% USS$0.00
10.00% USS$0.00
40.00% US$0.00
10.00% USS$0.00
77.78% USS$0.00
11.11% US$0.00
11.11% US$0.00
11.11% US$0.00
55.56% USS$0.00
33.33% USS$0.00
33.33% USS$0.00
11.11% US$0.00

100.00% US$0.00

s T
NEW TACTIC PAGEVIEWS
[ “#N/A",K7:K459) _|
PAST PAGEVIEWS DIFE
© EN/A T EN/A
1 1000%
5 120%
4 175%
1 -9%
12 -17%
1 900%
8 25%
7 43%
1 900%
8 25%
2 400%
1 -9%
" EN/A HNJA
6 50%
1 800%
3 200%
3 200%
" EN/A #N/A
2 350%
4 125%
2 300%
NEW TACTIC PAGEVIEWS
312



EXCEL CHART

Pageviews per Page
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Google Analytics

Deeper Dive Into Behavior: User Flows



What’s a User Flow?

A user flow is the path you construct for users to take the desired action.

Design each step of your flow with intention, and watch how traffic, leads, and sales grow.

i | P
TURN ON | > LOG ONTO THE
COMPUTER NETWORK

1 — —

109 | © 2018 General Assembly



The Puzzle Pieces of a User Flow

These are the standard titles, shapes, and functions of the pieces used in a flow:

“Start/End” @ The beginning or end point of the flow.

[13 (1] [ k>

Arrow The connection between points.
(13 2

Process What a user does.
“Decision” The choice a user must make.

110 | © 2018 General Assembly
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E Guided Walk-Through: Finding Data on User Flows 10 minutes

® Create a flow report for your organization’s Website. (if you don’t have one, work with Google’s store)
® Use the Users Flow to In-Page Analytics report to see where people are (or are not) clicking on your
site.

112 | © 2018 General Assembly m
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Google Analytics

Deeper Dive Into Conversion: Micro & Macro Goals



How would you know if this webpage was successful?

Casper sworv asour review & .1sss4s8-0005 | Loain T

THE CASPER MATTRESS

pportive memory foam and a springy comfort layer come

together to create one perfect sleep surface

ok hkkI 4L4/5(664LE) Ready to Ship ?

Dimensions: 60" X 80" X 10 Size Guide

_ I‘V““‘ll\. ]‘\“" ?‘ /<1 r‘\Jl ‘
- QUEEN Kb CAL KING

ADD TO CART
— / — 0

114 1 © 2018 General Assembly



Conversion Funnels Are Made of Micro- and Macro-Goals

N ownteman Go N S 0 4
- —— o —

]

151 © 2018 General A‘ — o
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Conversion Funnels Are Made of Micro- and Macro-Goals

116 | © 2018 General A
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Refresher: Micro- and Macro-Conversions

1171 © 2018 General Assembly



ﬁ Computers Out: Micro- and Macro-Goals el

Visit the Google Merchandise Store:

https://shop.googlemerchandisestore.com/

|dentify the macro- and micro-conversions.

118 1 © 2018 General Assembly @


https://shop.googlemerchandisestore.com/
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Google Analytics

Attribution



Attribution

® An attribution model is the rule, or set of
rules, that determines how credit for
conversions is assigned to various
touchpoints before a conversion.

® Without some form of attribution model, you
are not taking into account the full value of
your marketing efforts.

120 | © 2018 General Assembly



Attribution: Who Gets the Credit?

1211 © 2018 Genera | Assembly




Attribution Models

Last Interaction

Last Non-Direct Click

Last AdWords Click

First Interaction

122 | © 2015 weneral Assemply

Linear
EREER

Time Decay
_-l.l

1ol Position Based

l...l Data-Driven



Choosing your model

(0 0 ) —
N~
2 M~ —1
~
Campaign goal Sales cycle Tech stack
What am | trying to How long is my What data am | able to
measure and accomplish? sales cycle? gather and analyze?

* Short Sales Cycle: LI, PB (U), FI . Nota lot of data: FI. LI

Awareness/Demand, New Product _ ]
*  Long sales Cycle: LN-DI, TD, Linear , A ot of Data: LN-DI, PB (U), TD, Linear

or Brand, single point campaigns: FI
Conversion, easy & default for
Google Analytics: LI

Interest marketing: LN-DI
Awareness & Conversion: PB
Promotion: TD

Awareness TO conversion: Linear

1231 © 2018 General Assembly m



View-Through vs. Click-Through Attribution:

VIEW-THROUGH CONVERSION CLICK-THROUGH CONVERSION
-
@ YR
HERE_
You get credit if your ad was seen within the You get credit if your ad was clicked on within
lookback window for a conversion. the lookback window for a conversion.

1241 © 2018 General Assembly



Attribution Models

Lookback Windows

Lookback Window

Set| 75 days prior to conversion

' S Conversions

S0 75 60 45 30 15 0 day(s)

1251 © 2018 General Assembly @



Four Things to Know About Attribution

No channel is independent.
Attribution is art and science.

There is no complete data set.

There is no perfect attribution model.



First Touch & Last Touch

%100 %0

1.Mom 2_Dad

127 | © 2018 General Assembly

L
O ?
%60 X
i s
4. Director ‘
%0 %0 %0 %6100
1. Mom 2.Dad 3.Agent 4.Director

A



Attribution Models

Single-Touch Attribution Models

Pros:
e |t's simple and easy. First-touch may be useful for
marketers who are only focused on demand generation

(not conversion).

Cons:
e Increasingly, online behavior is to search for the
brand/product when you’re ready to buy.
e All the credit goes to this “paid search,” but it’s a
touchpoint of navigation, not of actual influence.
e So, last-touch, simple data say to spend more there... but
that’s not good advice!

128 | © 2018 General Assembly



Linear

| S

%25 %25 %25 %25

1.Mom 2 Dad 3.Agent 4_Director

129 1 © 2018 General Assembly



Time Decay

R
Y
’gq&‘ o

%5 %15 %25 %55

1. Mom 2. Dad 3.Agent 4. Director

130 | © 2018 General Assembly



U-Shaped

1311 © 2018 General Assembly

g i
.i _W @ e
%40 %10 %10 %40
1. Mom 2_Dad 3.Agent 4. Director



Attribution Models

Mid-Complexity Attribution Models

Linear:

Pros: Better than single-touch.

Cons: Because every touch
receives equal credit, you
lose the ability to optimize for
specific outcomes.

Also, low-value (i.e., email
click) and high-value (i.e.,
demo request) touchpoints
are given equal credit, making
it difficult to optimize.

132 1 © 2018 General Assembly

Time Decay:

Pros: Offers good recognition
for the conversion touchpoint
and those that occur shortly
before.

Cons: Doesn’t offer much
recognition for the first
touchpoint. Also doesn’t
account for the value of the
touchpoint.

Position-Based:

Pros: Still allows you to give
more credit to the
introductory touchpoint and
conversion touchpoint
without being as basic as
single-touch.

Cons: Same issue with the
value of the touchpoint not
being taken into
consideration.



Lucky for Us, We Don’t Have to Pick Just One, or Calculate
This Manually

Model Comparison Tool

Conversion Segments Export ~ Shortcut

Conversion Type Lockback Window
1 Conversion Type Selected All  AdWords Set| 30 days prior to conversion
4K of conversions: 11.71%
I First Interaction v Vs I Last Interaction

https://vimeo.com/202841438 {E}


https://vimeo.com/202841438

Attribution & Multi-Channel Funnels

® Assisted Conversions

First Click Conversions

68

Frimary Dimension. MCF Channel Grouping

Seconcary dmension

MCF Channel Grouping

1 Dwrect
2 Paid Search
g }

4 Referral

134 1 © 2018 General Assembly

First Click Conversion Value

£256.00

Last Click or Direct Conversions

68

Mg

Other

pannel Groupangs

First Click Conversions

43 (6224

14 (20

913

2

(2

+

)

249

94%

Last Click or Direct Conversion Value

£256.00

First Click Conversion Value

Last Click or Direct Conversions

50

~



Attribution & Multi-Channel Funnels

Feb 22

Assizsted Conversions Assisted Conversion Value Last Click or Direct Conversions Last Click or Direct Comversion Value

39 £96.00 | 68 £256.00

Primary Dimension: MCF Channel Grouping Defauk Channel Grouping  Source / Medium  Source  Medum  Other Channel Groupings
Secondary dimension

Last Click or Direct Con

MCF Channel Grouping Assisted Conversions +  Assisted Conversion Value

1 Dhrect 32 (58.18%) £96.00
2 Referral T (12.73%) £48.00
3 Paid Search 6 (10.91%) -
4. Organic Search 5 (9.09%) —
5. Social Netwark 5 (9.9%) £48.00

1351 © 2018 General Assembly @



Attribution & Multi-Channel Funnels

597 £1,949.50

136 | © 2018 General Assembly
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ﬁ Computers Out: Experiment with Attribution Models 10min

Pick an attribution model you'd like to try, then save it in your Google Analytics view.

Why did you pick that model?

137 1 © 2018 General Assembly m
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Google Analytics

Let's get to work



» AN
5

Founder Marketer Designer Engineer Sales

Link To worksheet
Download or make a copy! We are
looking at the first month of 2019

G


https://docs.google.com/spreadsheets/d/1wkhqnPIuoxw0Es9KCvW_nR3IeVaeNSVqv48PNSI3iVs/edit?usp=sharing

CONTEXT

- Been informed that the site needs to be mobile optimized

- Needs some convincing

- Creating a mobile optimized site will require using the
businesses profits and resources

- Wants to see data that would justify that resource




QUESTIONS
- What percentage of sessions and revenue are coming from mobile devices?

- Navigate to Audience > Mobile > Overview, Select July 2018 for the date
range and look at the percentage displayed for the Sessions metric (26.03%)
and Revenue metric (2.89%) for the Mobile dimension

- Has sessions and revenue from mobile increased since last period, if so by
what percentage?

- On the same report select the date selector and select Compare to previous
period, then look at the percentage increase for the Sessions metric (-4.83%)
and Revenue metric (7.96%) for the Mobile dimension




QUESTIONS

In terms of sessions are we performing better or worse
compared to businesses of the same kind in July 2018?

Deselect Compare to previous period and navigate to
Audience > Benchmarking > Devices, look at the Mobile
dimension (-52.81% below average).

Use these variable on the top input bar: Vertical: All Shopping,
Country/Region: All, Daily Sessions: 1,000 - 4,999.




QUESTIONS
What countries drive the most traffic to our site?

Create a list of countries organized by highest sessions to
lowest that exclude United States and Canada

Navigate to Audience > Geo > Location, select advanced next
to the filter box at the top-right of the table and create the filter
Excludes > Country > Exactly Matching > United States, add
another filter as well Excludes > Country > Exactly Matching >
Canada, select Apply. Click the Sessions metric to sort.

India, UK, Taiwan




QUESTIONS

Compared to last period by what percentage have we
increased or decreased in sessions and revenue?

Navigate to Acquisition > Overview, select the date selector
and select Compare to previous period, then look at the
percentage increase for the Sessions metric (-9.53%) and
Revenue metric (-43.45%)




QUESTIONS
Do males purchase more than female on mobile?

Navigate to Audience > Demographics > Gender

Which age categories produces the most transactions on
mobile?

Navigate to Audience > Demographics > Age




CONTEXT

»Using Pay-Per-Click to appear 1st in search results

»Google Analytics used to track users who click on ads

+Harry has linked Google Ads with her Google Analytics account

»Wants to understand her campaigns and how to spend his marketing

Marketer  budget
Harry




QUESTIONS

What is the hour of the day that the Store typically produces more
revenue than the site average from Google Ads campaigns in July 2018?

Navigate to Acquisition > Google Ads > Hours of the Day, change the
report to the Comparison view and select Revenue metric (far right
column) to compare to the site average. (10AM)

Marketer
Harry

Same question but for day of the week

From the report you are on select the Days of the week link above the
reporting table. Hint: 0 is Sunday! Thursday




QUESTIONS

For the AW - Apparel campaign within the top 10 keywords
that are attracting sessions are there any that are not
producing revenue?

Marketer Navigate to Acquisition > Google Ads > Campaigns, Click AW-
Harry Apparel, add Keyword as a secondary dimension

Google Merchandise Store (Men’s), YouTube Clothing
(Apparel All), Google Hats (Headgear), youtube clothes (All)




Marketer
Harry

QUESTIONS

We target different ads to different cities in the United States, what are
the top 3 states where we have a large audience (Top 10), but lower than
average performance (use bounce rate) for paid traffic

Navigate to Audience > Geo > Location > click United States (to show
drill down functionality), change the table to the Comparison view,
select Bounce Rate metric to compare to the site average, add the Paid
Traffic segment, remove the default All Sessions segment

Illinois, Texas and Florida
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Attribution work



QUESTIONS

-Harry knows that there are many channels that customers touch on
before they convert

»She wants to use attribution models to see the full value of Paid Search

»Believes that a time decay model will help her assign credit to the
Marketer channels in a more insightful way

Harry




QUESTIONS

Does the Paid Search generate more conversion value when being
attributed conversions based on the Last Interaction attribution model
or the First Interaction attribution model?

Marketer -Navigate to Attribution > Model Comparison > select First Interaction
from the second drop down menu (after the drop down menu next to

Harry

First Interaction)

The Paid Search channel is worth more when using the First Interaction
model




QUESTIONS

How long did the majority of customers take to convert in the last 90
days?

Navigate to Conversions > Multi-Channel Funnels > Time Lag, select 90
Marketer days for the Lookback Window.

Harry
Over this period there the majority of conversions happened on the
same day a visitor arrived at the site.




QUESTIONS

What percentage of conversions did Organic Search and Direct assist
with?

Navigate to Conversions > Multi-Channel Funnels > Assisted
Marketer Conversions and select 9o days for the Lookback Window.

Harry
- Organic assisted in 1692 (21.89%) of conversions worth $1,237.48
- Direct assisted in 3,815 (49.36%) of conversion worth $576.41
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Engineering and Design



CONTEXT

-Hermione wants to reduce page load times

»Knows visitors use the search feature on the site

Needs data to justify improving the search facility if over 50% of
visitors exit the site for searches made more than 15x per month

Eng Ineer ~She also wants insights on the check out process to make it easier to
Hermione  buy online

-Needs to know what part of the funnel she is losing visitors




QUESTIONS

What percentage of conversions did Organic Search and Paid Search
assist with?

Navigate to Conversions > Multi-Channel Funnels > Assisted
Engineer Conversions and select 90 days for the Lookback Window.

Hermione

- Organic assisted in:

- Paid Search assisted in:




QUESTIONS

What is the slowest loading page from the top 10 most viewed pages?

Navigate to Behavior > Site Speed > Page Timings

Engineer

) /google+redesign/shop+by+brand/quickview
Hermione




QUESTIONS

What are the internal search terms that are being searched more than 5
times in a month and causing over 30% of visitors that made the search
to exit the site?

_ Navigate to Behavior > Site Search > Search Terms, select advanced
Eng Ineer next to the filter field at the top of the table and create the filter Include
. > % Search Exits > Greater than 30%, add another filter Include > Total
Hermione Unique Searches > Greater than 5

gopher, beanie




QUESTIONS

Which part of the checkout / purchase funnel is causing the highest
percentage of drop offs / exits from the funnel?

Navigate to Conversions > Ecommerce > Checkout Behavior

Engineer

) Billing and Shipping
Hermione




CONTEXT

~Clark can only a produce 1000 units per product, per month

. : »He would like to know when he is getting close to this number
»Knowing what products are selling well would help
i ~Clark has been asked to create 2 new products for different brands to
Desi gner increase revenue

Ron




QUESTIONS

What is the product that sells the most quantities?

Navigate to Conversions > Product Performance, select the Quantity
column to sort it by quantities sold

Designer

YouTube 3 lines Tee Gre
Ron Y




QUESTIONS

Which part of the checkout / purchase funnel is causing the highest
( D percentage of drop offs / exits from the funnel?

Navigate to Conversions > Ecommerce > Checkout Behavior

Designer

Ron Billing and Shipping




QUESTIONS

We released a new product in October (SKU: GGOEGABB100999), how
q ) many units did we sell?

From the current report select the link to the Product SKU report at the

) top of the table and use the filter field at the top of the table to search
Designer

Ron 29
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Conclusion



Key Takeaways

e Google Analytics can provide real insights into your website’s visitors,
behaviors and trends.

e Tagging campaigns is non-negotiable. Do it and make everyone else on your
team do it, too.

e Learnto LOVE data, it is powerful!
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Google Analytics Certification

e GA for beginners
e GA advanced
e About the certification
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https://analytics.google.com/analytics/academy/course/6
https://analytics.google.com/analytics/academy/course/7
https://support.google.com/partners/answer/6089738?hl=en

(14

Questions?
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THANK YOU!

We love feedback.

Please complete the follow-up
survey via email.
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