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CEO, Sigma Ridge

Alexander Sierra

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.
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Rules of the Road

● Be here now and share your experiences.

● Don’t wait for “Q&A” - our time together is a 

facilitated discussion. 

● You’ll take away as much as you put in… so put 

the work away! There will be breaks throughout 

the day.

● Have fun!
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Who’s in the room?

Let’s get to know each other!

● Your name

● Your experience as a marketer

● One thing you’re hoping to learn about 

during this course
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Your mission
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Your stakeholders
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Claire, Owner

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

Maggie, Marketer

I have a monthly  
budget and need 
to use it to 
acquire as many 
customers as 
possible.

Clark, Product Manager

I develop quality 
merchandise and 
to make sure 
there is enough 
supply for the 
demand.

Tony, Developer

I keep the site 
optimized to 
ensure it’s easy to 
browse products  
and complete 
purchases.



WELCOME TO GA

GENERAL ASSEMBLY

Choosing Your 
Attribution Model



Solo Exercise:

● Part 1: What, in your life, led you to your current 

position? Think about the people and institutions that led 

you there from childhood to recent times, and draw it out 

on a rough timeline. 

Attributing Your Success

11

10 minutes
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● Part 2: Due to a bizarre new regulation, you have to 

distribute $10,000 of your salary to the parties that led to 

your current employment. Looking at your timeline, how 

would you distribute this income? Write the % you would 

give to each party underneath them on the timeline.



Attribution

● 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
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Attribution: Who Gets The Credit?
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SMS

Web 

Retargeting

Email 

Cart 

Reminder

Social



Marketing objectives are typically rooted in the 
funnel. 

● Brand Marketing:

“I want to make people aware and excited 

about what we have to offer!”

● Customer Acquisition:

“I want to grow my bottom line by gaining 

new customers.” 

● Retention and Loyalty:

“I want to engage my customers and get 

them to buy more!”
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Attribution
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AdvocacyRetentionConversionInterestAwareness 

Radio
TV
Print

Email

Social Ads

Blog

eCommerce

Community 
Forum

Blog

Newsletter

PR

Word of Mouth

Online Ads

PPC Reviews

Media

Direct Mail
Email

Store

Website

FAQ
Knowledge Base

Promotions

Social Networks

Email/Survey



Four things to know about attribution

1. No channel is independent

2. There is no perfect attribution model

3. Attribution is art & Science

4. There is no complete data set



Bring Out The Models
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Last interactionFirst interaction
Last non-direct interaction

Position-based Time decay Linear



Group Exercise:
30 minutes

Choose the Model
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Review the handout for your assigned attribution model. 

Maggie, Marketer

“Why would I use 

each of those 

attribution models?”

Visit: http://bit.ly/MarketingModels

or

https://www.sigmaridge.com/general-assembly/advanced-marketing-analytics

http://bit.ly/MarketingModels
https://www.sigmaridge.com/general-assembly/advanced-marketing-analytics


Group Exercise:
10 minutes

Choose the Model
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Prepare a 3-minute presentation that covers:

● A quick overview of how that model works

● Why the Google Merchandise store would (or would not) 

want to use that model

Maggie, Marketer

“Why would I use 

each of those 

attribution models?”

Visit: http://bit.ly/MarketingModels

or

https://www.sigmaridge.com/general-assembly/advanced-marketing-analytics

http://bit.ly/MarketingModels
https://www.sigmaridge.com/general-assembly/advanced-marketing-analytics


Choosing your model
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Awareness ● First interaction
● Last interaction
● Position-based 

Demand 
generation

● First interaction
● Linear
● Position-based 

Conversions ● Last interaction
● Last non-direct 

Interaction
● Time decay

Engagement ● First interaction
● Position-based 

Campaign goal



Choosing your model
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Shorter Longer

Sales cycle

Last 
interaction

Linear

First 
interaction

Time decay

Position-based

Last non-
direct



Choosing your model
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Less 
complex

More 
complex

Tech stack

First 
interaction

Last 
interaction

Linear

Last non-direct
Time decay

Position-based



Choosing your model
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Tech stack

What data am I able to 
gather and analyze?

Campaign goal

What am I trying to 
measure and accomplish?

Sales cycle

How long is my 
sales cycle?

• Not a lot of data: FI, LI

• A lot of Data: LN-DI, PB (U), TD, Linear

• Short Sales Cycle: LI, PB (U), FI

• Long sales Cycle: LN-DI, TD, Linear
• Awareness/Demand, New Product 

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



Trivia!

Which model is best?

You market computing infrastructure to large enterprises. You spend 
a long time nurturing leads over a variety of touchpoints - email, paid 
search, events.

A. Position-based
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B. First interaction

C. Time decay

D. Linear



Trivia!
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+10 points!

C. Time decay

Which model is best?

You market computing infrastructure to large enterprises. You spend 
a long time nurturing leads over a variety of touchpoints - email, paid 
search, events.



Trivia!
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+10 points!

Which model is best?

You run an e-commerce site that sells high-quality organic makeup at 
a low price. Quickly getting customers to convert is your top priority.

A. Last interaction

B. Position-based

C. Time decay

D. Linear



Trivia!
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+10 points!

Which model is best?

You run an e-commerce site that sells high-quality organic makeup at 
a low price. Quickly getting customers to convert is your top priority.

A. Last interaction



Real Cases:

Case study

Share a real-life example of how a company chose an attribution 

model for a given campaign, or to use at a high level. Explain why 

they chose to use that model and the benefits they got from using it.
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5 minutes



The Model Hack



Guided Walk-Through:

30
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Let’s review the key features of the Google Analytics Model Comparison Tool.

Visit:
https://analytics.google.com/analytics.
https://analytics.google.com/analytics/web/demoAccount

We’ll use the Google Analytics demo account data for this exercise.
Already have a Google Analytics account? You’re all set!
Don’t have a Google Analytics account? Create one now! (It’s free and you can 
connect it to an existing Google account.)

Google Analytics Model Comparison Tool
10 minutes

https://analytics.google.com/analytics
https://analytics.google.com/analytics/web/demoAccount


Guided Walk-Through:

31
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Google Analytics Model Comparison Tool
10 minutes



Guided Walk-Through:

32

In the left hand navigation, select:

1-Conversions,

2- Attribution, 

3- Model Comparison Tool.
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Google Analytics Model Comparison Tool
10 minutes



Guided Walk-Through:

33
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Google Analytics Model Comparison Tool
10 minutes



Guided Walk-Through:

34
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Google Analytics Model Comparison Tool
10 minutes

● Compare up to three 

models at once

● Choose from 7 

different models or a 

custom model



Guided Walk-Through:

35
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Google Analytics Model Comparison Tool
10 minutes



Partner Exercise: 

Make Your Case
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5 minutes

Using Google Analytics, answer:

● Does organic search generate more 

conversion value when conversions are 

attributed on the last interaction or 

first interaction model?

Maggie, Marketer

“I want to use attribution 

modeling to understand how 

the SEO work, we recently 

launched, is paying off in terms 

of conversions.”



Guided Walk-Through:

37
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Google Analytics Model Comparison Tool
10 minutes



Partner Exercise: 

Make Your Case
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5 minutes

Using Google Analytics, answer:

● Does organic search generate more 

conversion value when conversions are 

attributed on the last interaction or 

first interaction model?

Maggie, Marketer

“I want to use attribution 

modeling to understand how 

the SEO work we recently 

launched is paying off in terms 

of conversions.”



Guided Walk-Through:

39
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Google Analytics Model Comparison Tool BEFORE



Guided Walk-Through:

40
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Google Analytics Model Comparison Tool AFTER



Guided Walk-Through:

41
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Google Analytics Model Comparison Tool AFTER 2.0



Partner Exercise: 

Make Your Case

42 | © 2018 General Assembly

5 minutes

Create a custom position-based model for Maggie, keeping 

these items in mind:

1. Focus on understanding how new SEO work is paying off

2. New SEO work launched 45 days ago

3. Last touch should be weighted more heavily than first touch

4. Give more credit to users who spend more time on the site

Maggie, Marketer

“Thanks for the 

insights! Now, can you 

create a custom 

position-based 

model for me?”
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5 minutes

Maggie, Marketer

“Thanks for the 

insights! Now, can you 

create a custom 

position-based 

model for me?”
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5 minutes

Maggie, Marketer

“Thanks for the 

insights! Now, can you 

create a custom 

position-based 

model for me?”
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5 minutes

Maggie, Marketer

“Thanks for the 

insights! Now, can you 

create a custom 

position-based 

model for me?”

& Last Interaction
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5 minutes

Maggie, Marketer

“Thanks for the 

insights! Now, can you 

create a custom 

position-based 

model for me?”
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5 minutes

Maggie, Marketer

“Thanks for the 

insights! Now, can you 

create a custom 

position-based 

model for me?”



Partner Exercise: 

Make Your Case
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5 minutes

Which is the best model under the following needs?

1. Focus on understanding how new SEO work is paying off

2. New SEO work launched 45 days ago

3. Last touch should be weighted more heavily than first touch

4. Give more credit to users who spend more time on the site
Maggie, Marketer

“Thanks for the 

insights! Now, can you 

create a custom 

position-based 

model for me?”



WELCOME TO GA

GENERAL ASSEMBLY

Statistics in 
Marketing



50 | © 2018 General Assembly

Statistical Significance
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What to ask your data

???
● Should I take action based 

on these results?

● Does x really affect y?
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Statistical Significance



Real Cases:
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Case study

For Sigma Ridge Data significance is the difference between a hunch and a fact. 

Between getting the job or not.

5 minutes
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Statistical Significance

https://www.youtube.com/watch?v=R13BD8qKeTg
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Use significance to review your insights

• What we currently have
• What we assume to be true
• Status quo

• The new guess, theory
• Opposite to what we had
• The “new”

Null hypothesis Alternative hypothesis

𝐻0 𝐻1 𝑜𝑟 𝐻𝐴
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Use significance to review your insights

A Dominos pizza manager is worried that his cheese distribution machine for 
each pizza is giving clients extra cheese for free!! -Anything more than 6 
ounces of cheese is free cheese to the clients. The manager doesn’t like that!

He makes 30 pizzas to see if the average weight of cheese is over 6 ounces.    

Alternative hypothesis

𝐻0: µ = 6 ounces

Null hypothesis

𝐻1: µ > 6 ounces
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Use significance to review your insights

Alternative hypothesis

𝐻0: µ ≥ 8 hours

Null hypothesis

𝐻𝑎: µ < 8 Hours

Source, Khan Academy
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Use significance to review your insights

Email B is getting a higher 
conversion rate than Email A 
due to random chance.

Email B is getting a higher 
conversion rate because it’s 
more effective than Email A.

Null hypothesis Alternative hypothesis

Step 1: Form two hypotheses to test

𝐻0: CR (B) = CR (A) 𝐻𝐴: CR (B) > CR (A) 
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Use significance to review your insights

Step 2: Run your test, get your data

Email options Email A Email B

Visits 5,300 5,200

Orders 46 55

Conversion rate 0.87% 1.06%
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Use significance to review your insights

Step 3: Calculate the p-value

p-value < .05 Results are statistically significant

p-value > .05 Results are not statistically significant

Probably not random chance; null 
hypothesis is incorrect

Probably random chance; null 
hypothesis is correct
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Use significance to review your insights

Source: https://emcrit.org/pulmcrit/demystifying-the-p-value/

https://emcrit.org/pulmcrit/demystifying-the-p-value/
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Which one won?

p-value = .15 > 0.05

Email B is getting a higher 
conversion rate than Email A 
due to random chance.

Email B is getting a higher 
conversion rate because it’s 
more effective than Email 
A.

Null hypothesis Alternative hypothesis



Guided Walk-Through:

63
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No Math Needed
5 minutes

Use AB Testguide’s calculator to determine the winner and p-

value for the A/B test.

https://abtestguide.com/calc/

Maggie, Marketer

“I want to know 

which of the two 

email options 

performed better.”

Email options Email A Email B

Visits 5,300 5,200

Orders 46 55

Conversion rate 0.87% 1.06%

https://abtestguide.com/calc/
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Use significance to review your insights
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Use significance to review your insights

Step 4: Do something

p-value < .05

p-value > .05

Take 
action!

More testing 
needed
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What do I do if it’s not significant?

Wait! 
Run the test longer

Get more people 
to test

Step 4: Do something



Partner Exercise: 

Make Your Case
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10 minutes

1. Use AB Testguide to determine if the results from 

the second test are statistically significant.

2. What next steps will you recommend for

Maggie to take?

Maggie, Marketer

“I ran the A/B test again, for a 

longer time period, and have 

new results to share. Can you 

let me know if they’re 

statistically significant?”

Email options Email A Email B

Visits 7,150 6,800

Orders 60 76

Conversion rate 0.84% 1.12%
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Use significance to review your insights
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Use significance to review your insights
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Use significance to review your insights

Since our sample usually only contains a subset of the data in the population, 

we cannot be absolutely certain as to whether the null hypothesis is true or 

not. We can merely gather information (via statistical tests) to determine 

whether it is likely or not. We therefore speak about rejecting or not 

rejecting (aka retaining) the null hypothesis on the basis of some test, but 

not of accepting the null hypothesis or the alternative hypothesis. Often in an 

experiment we are actually testing the validity of the alternative hypothesis by 

testing whether to reject the null hypothesis.

Source: http://www.real-statistics.com/hypothesis-testing/null-hypothesis/
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Use significance to review your insights

Source: http://www.real-statistics.com/hypothesis-testing/null-hypothesis/

When performing such tests, there is some chance that we will reach the
wrong conclusion. There are two types of errors:

•Type I – H0 is rejected even though it is true (false positive) - The

acceptable level of a Type I error is designated by alpha (α)

•Type II – H0 is not rejected even though it is false (false negative) -

the acceptable level of a Type II error is designated beta (β).
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1. Significance level is the acceptable level of type I error, denoted α. Typically, a significance

level of α = .05 is used (although sometimes other levels such as α = .01 may be employed). This

means that we are willing to tolerate up to 5% of type I errors, i.e. we are willing to accept the fact

that in 1 out of every 20 samples we reject the null hypothesis even though it is true.

2. P-value (the probability value) is the value p of the statistic used to test the null hypothesis.

If p < α then we reject the null hypothesis.

3. Statistical power is 1 – β. Thus power is the probability that you find an effect when one exists,

i.e. the probability of correctly rejecting a false null hypothesis. While a significance level for type

I error of α = .05 is typically used, generally the target for β is .20 or .10, and so .80 or .90 is used

as the target value for power.



Real Cases:
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Case study

Can you, yes you! Give us an example of how a company has made a bad 

decision based on insignificant test data, or avoided making a bad decision 

by looking at the significance of test data. Basically - how has a company 

used test data in order to make an informed decision?

5 minutes
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Causation or Correlation?
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Causation or Correlation?
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Regression Analysis

A way to measure the relationship between one 
variable and another

Email opens 
vs. 

conversions

Social 
engagements 

vs. 
clicks

Page 
ranking vs. 
page views



Guided Walk-Through:

77
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Linear Regression in Excel
15 minutes

Claire, Owner

“Maggie requested a bigger 
advertising budget for next 
quarter, but I’m not sure if I 
should approve it.”

Let’s use Excel to regress ad spend and 

revenue to understand if an increased 

advertising budget will actually pay off.

How is ad spend affecting revenue?



Guided Walk-Through:

78
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Linear Regression in Excel
15 minutes

Visit: https://www.sigmaridge.com/general-assembly/advanced-marketing-analytics

to download the Excel file. Open the file in Excel.

Make sure you have the Data Analysis ToolPak installed.

https://www.sigmaridge.com/general-assembly/advanced-marketing-analytics


Guided Walk-Through:

79

Installing the Data Analysis ToolPak

● Click “Tools” in the top menu

● Click “Excel Add-ins”

● In the “Add-ins available” box that 

pops up, select the “Analysis ToolPak” 

box and click OK

● Quit and restart Excel
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Linear Regression in Excel
15 minutes



Guided Walk-Through:

80
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Linear Regression in Excel
15 minutes

Creating the regression

Click “Data Analysis” and then “Regression”.



Guided Walk-Through:

81
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Linear Regression in Excel
15 minutes

Creating the regression

Select the data we want to regress.

● Y Range: what’s being affected?

● X Range: what’s the constant?

Check the other boxes as they appear 

here. Click okay!

How is revenue affected by spend?



Guided Walk-Through:
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Linear Regression in Excel
15 minutes

We did it!

Let’s dive into what this data means.
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What you get from a regression

“When we increase x by 1, 

we increase y by this much”

The Coefficient (AKA the slope)
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What you get from a regression

https://www.youtube.com/watch?v=Q-TtIPF0fCU
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What you get from a regression

https://www.youtube.com/watch?v=Q-TtIPF0fCU
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What you get from a regression

“The output graph and 

coefficient don’t match

our data very well.”
R square < 85%

R square > 85% “The output graph and 

coefficient match our data 

very well.”
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What you get from a regression

R square < 85??%

Are Low R-squared Values Always a Problem?
No! Regression models with low R-squared values can be perfectly good models for several 

reasons.

Some fields of study have an inherently greater amount of unexplainable variation. In these 

areas, your R2 values are bound to be lower. For example, studies that try to explain human 

behavior generally have R2 values less than 50%. People are just harder to predict than 

things like physical processes.

Fortunately, if you have a low R-squared value but the independent variables are statistically 

significant, you can still draw important conclusions about the relationships between the 

variables. Statistically significant coefficients continue to represent the mean change in the 

dependent variable given a one-unit shift in the independent variable. Clearly, being able to 

draw conclusions like this is vital.

https://statisticsbyjim.com/glossary/regression-analysis/
https://statisticsbyjim.com/glossary/regression-coefficient/
https://statisticsbyjim.com/glossary/predictor-variables/


Partner Exercise: 

Make Your Case
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5 minutes

“Maggie requested a 
bigger advertising 
budget for next quarter, 
but I’m not sure if I 
should approve it.”

Based on our regression analysis… 

● When we increase ad spend, how much does 

revenue increase by?

● How well does this coefficient (Slope) explain the 

data?

● How sure are we that these results are accurate? 

● Should Claire approve the larger budget?



Real Cases:
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Case study

Share a real-life example of how a company has made a bad decision 

based on a correlation that didn’t really exist, or avoided making a bad 

decision by using regression. Basically - how has a company used test 

data in order to make an informed decision?

5 minutes
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GENERAL ASSEMBLY

Storytelling with 
Data 



Storytelling with Data
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DATA MAKES IT RELIABLE,
STORIES MAKE IT RELATABLE.

research 

analysis 

mathematics 

algorithms 

people 

behavior 

emotion 

empathy 

A POWERFUL DATA-DRIVEN STORY

DATA SCIENCE COMMUNICATIONS
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The Shape of a Story

SITUATION COMPLICATION

QUESTION

ANSWER

The reason for being there, a 
change to a stable situation 
(the twist).

A finding, 
conclusion, 
resolution, or 
recommendation.

The question that 
the twist raises in 
the mind of the 
audience.

Setting the 
context, telling the 
audience what they 
already know 
(setting common 
ground).



http://www.youtube.com/watch?v=hVimVzgtD6w


Storytelling with Data
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SITUATION COMPLICATION QUESTION ANSWER

There is a lot of rich 
data about family size 
and life expectancy 
around the world. 

Many people believe 
that family size and life 
expectancy differ 
widely between the first 
world and third world, 
but don’t seem to know 
the exact facts. 

Is the world still really 
that different when it 
comes to family size 
and life expectancy? 

A lot has changed since 
the 1960s and the 
world is not as different 
as we think. 

Cool chart



Know your audience and objective
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What do you want this person to think, feel, and/or do because 

of this information? 

What does your audience care about? 

What questions would they have related to this content?

How will sharing this information with them help the business?

WHO

WHAT

WHY



WELCOME TO GA
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Google Data 
Studio



Google Data Studio
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● Web-based reports, connected to live data

● Visual control with many different chart types

● New features rolling out frequently

● Connects to many different data sources

● It’s free
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Google Data Studio

Data Reports
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Where Does the Data Come From?

Google data

Partner 
Connections

Data you 
upload



Importing Data
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Dimensions 
(describe data)

Metrics 
(measure data)
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Google Data Studio

Data Reports



Guided Walk-Through:
10  minutes

102

Create a Report
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Let’s play with some data.

● Visit https://goo.gl/1Tnfvr

● Click “Create Report” button

● Agree to terms (if asked)

● Click “Add to Report” button

https://goo.gl/1Tnfvr


Guided Walk-Through:
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Create a Report
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10  minutes



Guided Walk-Through:

104

Report Header
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Let’s make the report look nice.

1. Click the “Rectangle” icon.

2. Format the shape so that it creates a header across the top of the page.

3. Click the “Text” icon.

4. Write in a title and format the text.

5. Click the “Calendar” icon.

6. Set the Default Date Range as “Last 30 days”.

7. Format the date selector.

10  minutes



Guided Walk-Through:
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Report Header
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10  minutes



Guided Walk-Through:
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Make Report-Level
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Now, let’s set these elements to appear on every page of the report.

1. Click and drag to select all the elements just added.

2. Right-click.

3. Select “Make report-level”.

10  minutes



Guided Walk-Through:
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Make Report-Level
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10  minutes

Now, let’s set these elements to appear on 

every page of the report.

1. Click and drag to select all the 

elements just added. (1 to 3)

2. Right-click.

3. Select “Make report-level”. (4)



Guided Walk-Through:
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Let’s add some data!

● Click “Add a chart” and add the following charts:

○ Time series 

○ Scorecard

○ Table

○ Stacked bar chart
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Data Time
10  minutes



Solo Exercise:

Edit each of the charts to show…

(and don’t forget - make ‘em look nice!) 
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Data Time
15  minutes

Time Series Scorecard Table Stacked Bar Chart

Sessions on the site 
in Q4 2018

Transactions and 
revenue and change 
from the previous 
year (hint: add 
another scorecard)

Number of 
transactions that 
acquisition channels 
are generating

Daily traffic by 
country of origin

109
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Which chart works?



111 | © 2018 General Assembly

Which chart works?

Time Series Change in one variable (or more) over a period of time 

Combo Chart Compare three data sets to visualize a correlation 

Scorecard A running performance tally (e.g. revenue, transactions)

Bar Chart Comparison of different items, or comparison of items over time

Stacked Bar 
Chart

Demonstrate the composition of an item being compared

Pie Chart How different categories represent parts of a whole

Scatter Chart Demonstrate the relationship between two variables or distribution 
trends

Table Comparison of different items



Trivia!
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You want to show new user growth over the 
course of a quarter. Use a… 

A. Bar chart

B. Scatter chart

C. Scorecard

D. Line chart



Trivia!
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You want to show new user growth over the 
course of a quarter. Use a… 

D. Line chart



Trivia!
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You’re demonstrating the relationship between 
email opens and website visitors during a 
campaign that ran for 2 weeks. Use a… 

A. Time series

B. Scatter chart

C. Table

D. Scorecard



Trivia!
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You’re demonstrating the relationship between 
email opens and website visitors during a 
campaign that ran for 2 weeks. Use a… 

+10 points

B. Scatter chart



Group Exercise:
30 minutes

Data Studio Dashboard
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You have been asked to build a Dashboard for either Claire, Maggie, Clark or Tony.

You must build a dashboard that is most relevant to each person. Think beyond 

the needs they have requested and identify other reports that could be useful for 

them.

Claire, Owner
Clark, Product 

Manager
Maggie, Marketer Tony, Developer



Group Exercise:
30 minutes

Data Studio Dashboard
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Claire, Owner
Clark, Product 

Manager
Maggie, Marketer Tony, Developer

● Learn more about 
the customers using 
the site 

● Get deeper insights 
per segment

● Demographics 
Overview turned on 

● Event Tracking 
implemented

● Can only produce 
1,000 units per 
product per month 

● Know when he’s 
getting close to the 
limit and if he 
needs support

● Know what 
products are selling 
well to plan 
resources

● Understand how 
long people take to 
convert on the site

● Identify channels 
people visit before 
converting

● Know how Organic 
and Paid Search 
contribute to 
conversions

● Reduce page load 
time

● Justify improving 
the search feature

● Insights on check 
out process to 
make it easier to 
buy online

● Where in the funnel 
he’s losing visitors



WELCOME TO GA

GENERAL ASSEMBLY

Bring it on Home



Where We’ve Been
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Kick 
Off

Bring 
It On 
Home

Storytelling 
with Data

Choosing 
Your 

Attribution 
Model Statistics 

in 
Marketing



Solo Exercise:

Let’s take the time to reflect on what you learned today.

Complete the answer to 3 of the following statements (in an email to yourself, 

in your notebook… this is just for you).
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Reflection Time
5  minutes

120

I don’t want 
to forget… 

The best thing I got 
out of today was… 

When I get back 
to work, I will… 

I want to learn 
more about… 

I’m going to start… 



One More Thing… 
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Fill out an exit ticket!

(add link to exit ticket)


