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Intro to Google Analytics

Alex Sierra — CEO Sigma Ridge



What You'll Learn Today

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

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

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

e Learn the basics of tracking goals, campaigns, conversions and events
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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

. What's your name?
. What's your current profession?
. What are you trying to get from today’s class?

. Have you used Google Analytics before?
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(A
Google Analytics

An Introduction



Why Google Analytics?

e FEasy to use.

e Powerful-yet-simple dashboards.

e Measures (almost) anything!

e Extensive online documentation.

e It's Google — i.e., integrates with most other major platforms.

e Freel
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Provides Insight into The Customer Journey

Customer Decision Journey
by Harvard Business Review

T~

Consider Evaluate
MANY BRANDS

FEWER BRAMNDS

/ Bond

Advocate

\ Loyalty Loop

Enjoy
~

FIMAL CHOICE

gl BUY
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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;
no;:

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>
<l=-- 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.qg.push(arguments)}).q=[]);
(function(){
var k=document.createElement('script’);k.type='text/javascript’';k.async=true;
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How Google Analytics Works

e JavaScript code (a.k.a., a pixel) “fires” and collects information every time a user visits.
e [t sends raw data to the cloud.

e The cloud computes and sends data to Google.

<html>
<Body>
<Tag Code>

<Body> Google Analytics

e Google Analytics visualizes it.

<html>
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Google Analytics: The Basics

e Sessions, % New Sessions, and New Users
e Bounce Rate

e Pages/Session

e Avg. Session Duration

e Goals & Events

e Segments

e Cohorts
e Referrals
e UTM Codes
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General Navigation (Part 1)

Account menu: Switch All accounts > Google Merchandise Store . Alert & User_ mer_nu: Chec_k
between accounts, B 1 Master View ~ a E account notifications, switch
properties/apps, and views. between Google Analytics
Q  Searchreports and help {oogle Analytics Home (R NTELLIGENCE tools, and switch between
| Google user accounts.
ﬁ HOME Users Revenue Conversion Rate Sessions Active Users right now
0,
B cusronazanon 17K $91K 2.37% 20K o7
41.2% 43.4% 43.9% 43.7%
Foports vs last 7 days
® REAL-TIME o Page views per minute
Navigation menu: Clicking . AUDIENCE =i L l
each of these sections will milm;! UE i
Be  ACQUISITION 1N-n=Ril
expose the reports that
belong to each section. B0 BEHAVIOR Top Active Pages Active Users
/home 8
F CONVERSIONS /Google+Redesi...Nest/Nest-usa 2
- /Google+Redes...Brand/YouTube 2
) /signin.html 2
“,‘ . /Google+Redesi...arel/Headgear 1
Last 7 days v AUDIENCE OVERVIEW > REAL-TIME REPORT >
< How do you acquire users?
e
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General Navigation (Part 2)

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.

o Allaccounts > Google Merchandise Stor . @
¥ 1 Master View ~ L ¢

Audience Overview @ B SAVE ) BRORT < SHARE | () INTELLIGENCE

Date range selector

HOME O All Users . 5 Feb1,2018-Feb 7, 2018 / & comparison

27 cusTOMIZATION \ .
Overview Segment Picker
rts
Users + | VS. Selecta metric
REAL-TIME
= AUDIENCE 4,000

Metric Selector for Line Graph

>

=
2

Duration selector

W New Visitor M Returing Visitor
Users New Users

16921 14512 a
Sessions Number of Sessions per User
19,975 1.18

Panaviaws Panas / Qacsinn
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Google Analytics: “"The Big Four”

Audience - Who's going to your website?
Acquisition - How are they getting there?
Behavior - What are they doing once they get there?

Sl i
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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.

. v —

1 Master View ~ L S 4
Q Audience Overvie w @ B SAVE 4 BRORT < SHARE (& INTELLIGENCE
A HomE O Huses Feb 1,2018 - Feb 7,2018
L

Overview

Reports
® =

eeeeeeeeeeeeee

Number of Sessions per User

nnnnnnnnnnn
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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
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Guided Walk- Google Analytics Demo
Thrannh-

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 Hometab 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.

(ACCESS DEMO ACCOUNT J)
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Computers OutExplore the Audience Tab

1. What is the percentage change in mobile sessions between Q1 2018 and Q1 2019
2.
3.
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Question 1: whatis the percentage change in mobile sessions between Q1 2018 and Q1 2019?

gle Merchandise Store
i A 1 @ &

1Master View ~

1help o O fﬂ”[lfse’f‘l + Add Segment

Explorer

All accounts > G

Jan 1,2019 - Mar 31,2019
C are to: Jan 1,2018 - Mar 31,2018

Summary SitelUsage GoalSet1 Ecommerce

oEETA
= Users = VS Selectametric Day Week Month | o4 o

JEE Jan1,2019 - Mar 31,2019: @ Users
Jan1,2018 - Mar 31,2018:  ® Users
6,000

February 2018 March 2018

Primary Dimension: Device Category

Secondary dimension v SoriType: | Default v Q| advanced

Acquisition Behavior Conversions | eCommerce =
Device Category

Users. + New Users Sessions Bounce Rate Pages / Session Avg. Session Duration Transactions Revenue Ecommerce Conversion Rate
. 33.12% = _Ef{.S_ZWf 14.63% % 17.41%# 41.94% = 96.41% ¢ 94 8{)“/'
1. desktop
_ Jan1,2019 - Mar 31,2019 96,820 (61 52%) 88,640 136,292 (71 35% 37.42% 460 000324 71 (31842 33726.51 (3 005%
- Jan1,2018 - Mar 31,2018 134,840 (65 13%) 128,750 (52472 185964 5 4445% 429 000228 5122368272 (3015 324%
% Change -28.20% -31.15% -26.71% -15.83% 11.95% 37.70% -98.82% -99.70% -98.39%
2. mobile
Jan1,2019 - Mar 31,2019 40,505 (22.67%) 38,6722 49,927 (2614 47.49% 290 000204 $7,404.61 0.26%
Jan1,2018- Mar 31,2018 64,639 (21 22%) 63,7112 7879 53.14% 207 000123 169 (272 $9234.79 021%
% Change -37.34% -39.30% -36.64% -10.63% 31.41% 48.34% 22.49% 19.82% 22.34%
3 tablet N
Jan1,2019- Mar 31,2019 3967 (281%) 3,850 (2 025 4813 4680% 461 000217 $125579 (1012 044%
Jan1,2018 - Mar 31,2018 7,562 (3.65%) 9,007 (3.20% 51.84% 356 000134 $127580 (010 024%
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Question 1: whatis the percentage change in mobile sessions between Q1 2018 and Q1 2019?

Primary Dimension: Device Category

Secondary dimension ¥ | Sort Type: = Default ~ | Q, | advanced @ (\ =_ '.1-_ Himl
Acquisition Behavior Conversions eCommerce v
Device Category
Bounce Rate Pages / Session Avg. Session Duration Transactions Ecommerce Conversion Rate
Users ¥ New Users Sessions Revenue
33.12% % 3432%%  30.22%% 14.63% 17.41% 41.94%« 96.41%* 99.00% = 94.86% #
13 131,162 vs 1 40.29% vs 56 00:03:01 vs 00:02:08 223 vs 6,220 $12,3 s 0.12% vs 2.279
3 00 7 [ 1
1. desktop
Jan 1,2019-Mar 31,2019 96,820 (68.52%) 88,640 (5 (71.35%) 37.42% 4.80 00:03:24 71 (31.84%) §3,726.51 (31 0.05%
Jan 1,2018-Mar 31,2018 134,840 (65.13%) = 128,750 (64.47%) 44.45% 4.29 00:02:28 $1,223,682.72 (99.15%) 3.24%
% Change -28.20% -31.15% -26.71% -15.83% 11.95% 37.70% -08.82% -99.70% -98.39%
2. mobile
Jan 1,2019-Mar 31,2019 40,505 (28.67%) 49,927 (26.14%) 47.49% 3.90 00:02:04 $7,404.61 (59.78%) 0.26%
Jan 1,2018-Mar 31,2018 64,639 (31.22%) 63,711 (31.90%) 78,796 (28.78%) 53.14% 2.97 00:01:23 $9,234.79 (0.75%) 9 0.21%

L]
% Change -37.34% -39.30% -36.64% -10.63% 31.41% 48.34% -22.49% -19.82% 22.34%
3. tablet / /

Jan 1,2019 - Mar 31, 2019 3,967 (2.81%) 3,850 (2.94%) 4,813 (2.52%) 46.89% 4.61 00:02:17 21 (9.42%) $1,255.79 (10.14%) 0.44%
Jan 1,2018 - Mar 31, 2018 7,562 (3.65%) 7,240 (3.63%) 9,007 (2.29%) 51.84% 3.56 00:01:34 22 (0.35%) $1,275.80 (0.10%) 0.24%
% Change -47.54% -46.82% -46.56% -9.54% 29.48% 44.70% -4.55% -1.57% 78.63%
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Computers OutExplore the Audience Tab

1.
2. Who had a higher bounce rate last December (2018), men or women?

3.
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QUEStiOI‘I 2% Who had a higher bounce rate last December (2018), men or women?

I Dec 1,2018-Dec 31,2018 «
O All Users + Add Segment
100.00% Users

Explorer

Summary SiteUsage GoalSet1 Ecommerce

Users ¥ V5. Selectametric Day Week Month

® Users ® male @ female

2.000

Decg Dec @ Dec10 Dec 11 Dec 12 Dec12 Dec 14 Dec 15 Dec 16 Dec 17 Dec 18 Dec 10 Dec 20 Dec 21 Dec 22 Dec 22 Dec 24 Dec 25 Dec 26 Dec 27 Dec28 Dec 20 Dec 30 Dec 31

Primary Dimension: Gender

Secondary dimensicn + | SortType: | Default +

Q, | advanced |ﬁ]'}|=-|1'_|ﬁﬁ|

Acquisition Behavior Conversions = eCommarce ¥
= Gender
Users + New Users Sessions Bounee Rate Pages / Session Avg. Session Duration Transactions Revenue Ecommerce Conversion Rate
25411 21,763 35,169 32.87% 5.65 00:03:54 13 $440.30 0.04%
% of Total: 52.67% (48.250) % of Total: 52.07% (41.796) % of Total: 53.29% (65.992) Awg for View: 35.50% (-7.61%) Avg for View: 5.30 (6.50%) Avg for View: 00:03:40 (6.32%) % of Totak: 10.40% (125) % of Tatal: 7.17% ($6.143.84) Awg for View: 0.19% (-80.49%)
@ 1. male 17,155 (67.23%) 14,524 (86.74%) 23,526 (66.29%) 31.70% 579 00.03:55 6 (46.15%) $194.40 (20.15%) 0.03%
=] 2 female 8,363 (32.77%) 7,239 (33.26%) 11,643 (3311%) 3523% 535 00:03:52 7 (53.85%) $245.90 (5585%) 0.06%

Qmwmm:sow: 1 |1-aef2| €] 3|

This report was generated on 6/3/18 st 6:02:44 PM - Refresh Report
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Question 2% Who had a higher bounce rate last December (2018), men or women?

Overview B save b EXPORT < SHARE ' EDIT % INSIGHTS
Dec 1,2018- Dec 31,2018
All Users ™ Female Male ! '
100.00% Users 17.31% Users 35 56% Users +
Explorer

Summary Site Usage Goal Set1 Ecommerce

Users ¥ |VS. Selectametric Day Week Month o4 o%

® Users (All Users) @ Users (Female) @ Users (Male)

Dec2 Dec3 Dec4 Dec5 Dec6 Dec?7 Dec® Dec9 Dec10 Decil Dec12 Dec13 Dec14 Dec15 Dec16 Dec17 Dec18 Dec19 Dec20 Dec21 Dec2? Dec23 Dec24 Dec25 Dec26 Dec27 Dec28 Dec23 Dec30 Dec3i

Primary Dimension: Device Category

Secondary dimension ¥ | Sort Type: | Default ~ Q  advanced (B | @ |Z | E
Acquisition Behavior Conversions  eCommerce ¥
Device Category
Pages [ Session Avg. Session Duration Ecommerce Conversion
Users ¥ NewUsers Sessions Bounce Rate Transactions Revenue Rate
0 48,244 41,827 65,920 35.59% 5.30 00:03:40 125 $6,143.84
All Users % of Total: 100.00% % of Total: 100.00% % of Total: 100.00% Avg for View: 35.59% Avg for View: 5.30 Avg for View: 00:03:40 % of Total: % of Total: 100.00%
(48,244) (41,827) (65,920) (0.00%) (0.00%) (0.00%) 100.00% (125) (S6,143.84)
| 8,352 7,232 11,616 35.26% ‘ 5.34 00:03:51 7 $245.90
Female % of Total: 17.31% % of Total: 17.29% % of Total: 17.62% Avg for View: 35. Avg f 5. Avg for View: 00:03:40 % of Total: 5.60% % of Total: 4.00%
(48,244) (41,827) (65,920) (5.02%) (125) (56,143.84)
| 17,154 14,519 23,518 31.71% 5.80 00:03:55 6 $194.40 0.03%
Male % of Total: 35.56% % of Total: 34.71% % of Total: 35.68% Avg for View: 35.59% Avg for View: 5.30 Avg for View: 00:03:40 % of Total: 4.80% % of Total: 3.16% Avg for View: 0.19%
(48,244) (41,827) (65,920) (-10.91%) (9.35%) (6.93%) (125) (56,143.84) (-86.55%)
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Computers OutExplore the Audience Tab

1.
2.
3. What is the revenue for the “region” of California (Q1 2019).
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Computers OutExplore the Audience Tab

Os

3. What is the revenue for the “region” of California (Q1 2019).

26 I 25 593
Primary Dimension: Region City Metro Other
Secondary dimension ~ Q  advanced |[HE | @ | | E | HT
Acquisition Behavior Conversions  eCommerdl ~
Region
Avg. Session Duration Ecommerce Conversion
Users b NewUsers Sessions Bounce Rate Pages / Session Transactions Revenue -
65,784 59,977 97,296 30.28% 5.95 00:03:32 213 11,987.31 0.22%
% of Total: 47.2 % of Total: 45.78' % of Total: 50.93" Avg for View: 40.29 Avg for View: 4 56 Avg for View: 00:03:01 % of Total: 95.52' % of Tot 6.77 Avg for View: 0.12
1. cCalifornia 25,593 (37.68%) 21,598 (36.0 40,834 (4197 2371% 6.14 00:03:59 65 (3052 $3,638.23 (30.35 0.16%
2. New York 6,784 (9.99%) 6,075 (1013 9,389 (9.65 30.97% 542 00:03:24 17 (7.98% §744.71 0.18%
3. Texas 4,040 (5.95%) 3,672 (612 5,399 (5.55 35.64% 525 00:03:21 13 (6.10% $538.43 (4.49% 0.24%
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Computers OutExplore the Audience Tab 10 minutes

Os

3. What is the revenue for the “region” of California (Q1 2019). Create a segment.

All accounts > Google Merchandise Store

1 . ‘ L1} :
Al Analytics | q Master View ~ S
Q,  Search reports and help Sales Performance B save by EXPORT < SHARE () INSIGHTS
Jan 1,2019 - Mar 31,2019
®  audience All Users \ California !
— : 100.00% Revenue 29 37% Revenue “— +
}- Acquisition
Explorer
B Behavior Revenus v |VS. Select a metric Day Week Month 24 o%
F Conversions -y ® Revenue (All Users) @ Revenue (California)
$1,000.00
v Goals
4  Ecommerce $500.00
-
S M\
Shopping
Behavior February 2019 March 2019
Checkout
Behavior Primary Dimension: TransactionID Date
Product =
e Secondary dimension ¥ Q| advanced B | @[ [ ]:
Sales
Performance Transaction 1D Revenue 4 Tax Shipping Refund Amount Quantity

Product List

product List. AT $12,386.91 $774.10 $1,406.00 $0.00 1,060
% of Total: 100.00% ($12,386.9 f Total: 100.00% ($774.10 % of Total: 100.00% ($1,406.00 % of Total: 0.00% ($0.00 f Total: 100.00% (1,060

v Marketing
. California . 3,3'63823 _ $33965 ,,ssgo}oo . SOOD 264
Multi-Channel of Total: 29.37% ($12,386.9 of Total: 42.71% (§774.10 of Total: 27.74% ($1,406.00 % of Total: 0.00% (S0.00, 4.91% (1,060

Funnels
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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.

¥ 1 Master View ~ y <
o\ Acquisition Overview @ B SAVE 4, EXPORT « SHARE (o‘_b INTELLIGENCE
Feb 1,2018-Feb 7,2018
A HOME () All Users ' iR
) Use
BT  CUSTOMIZATION
Primary Dimension Conversion:
Reports Default Channel Grouping eCommerce
(© REALTIME
2 AUDIENCE Top Channels Users Conversions
+  ACQUISITION M Organic Search ® Users ® Ecommerce Conversion Rate
M Social
M Referral 0 —
Direct ’—\//‘\o‘.‘
> Al Traff Paid Search .\_/_-’_*
» AdWord Affiliates 2,000 1.50°
Display
» Search Console (Other)
» Socia Feb2 Feb3 Feb4 Feb5 Feb6 Feb7 Feb2 Feb3 Febd4 FebS Feb6 Feb7
>

[T BEHAVIOR Acquisition Behavior Conversions
Users 4 NewUsers Sessions BounceRate  Pages/ Avg. Ecommerce Transactio... Revenue
M CONVERSIONS Session Session Conversion

Q < 16,921 14,512 19,975 47.48% 3.96 00:02:06 237% 474 $91,193.79
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ﬁ Computers OutExplore the Acquisition Tab 10 minutes

1. What was the highest revenue-generating traffic channel November 2018?

» All Traffic

» AdWords

» Search Console
» Socia

» Campaigns
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10 minutes

Computers OutExplore the Acquisition Tab

é

1. W_hat was the highest revenue-generating traffic channel November 2018?

All accounts > Google Merchandise Store

ol Analytics | Master View ~ 4 o @&

Q_  Search reports and help Channels B save & export < SHARE 4 EDIT %INSIGHIS
Nov 1,2018 - Nov 30,2018

A Home O Al Users + Add Segment

Customization

Explorer
REPORTS

® Real-Time

Summary Site Usage GoalSet1 Ecommerce

Users v | VS. Selecta metric Day Week Month 24
® Aud C
Audience
- ® Users
4,000
>*  Acquisition
Overview
2,000

4 Al Traffic

(Sl Nov2 Nov3 MNov4 Nov5 Nové Nov7 Nov8 Novd MNovid Novil Noviz Novil Novi4 Novi5 MNovi6 MNovi7 Movid Nov1d Nov20 Nov2i Nov22 Nov23 Nov24 Nov25 Nov26 Nov27 Nov2s Nov29 Nov30
Treemaps
) Primary Dimension: Default Channel Grouping Source / Medium  Source  Medium  Other
Source/Medium
Secondary dimension ¥ | Sort Type: | Default ¥ Q | advanced |EH @ [T

Referrals

v Google Ads Behavior Conversions cCommerce v
Default Channel Grouping
I ; Pages / Session Avg. Session Duration  Ecommerce Conversion
¥ Search Console Users New Users Sessions Bounce Rate o Transactions Revenue ¥
Social -N9-
v So 59,721 54,405 81,327 41.63% 00:02:55 0.09% 70 $3,269.78
of Total % of Total of Total 4 Avg for Vi e f Total of Total: 100.00
v Campaigns !
O Di 1. Organic Search 35,004 31,394 (5770 42,422 (5216 51.14% 3.65 00:0217 011% 47 0 $2,249.99 (68.81%)
iscover
2. Direct 11,291 (17.59° 10,400 (19.12% 27.26% 5.26 00:03:31 0.11% $669.61 (20.48%)
0 Admin
3. Paid Search 2316 (36 1875 44.68% 4.28 00:0217 017% 9 (74 $262.34 (8.02%)
< 4. Affiliates 3,497 (545 2,609 4033 (496 42.72% 4.00 00:02:46 0.05% 2 (286 $87.84 (2.69%)
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ﬁ Computers OutExplore the Acquisition Tab 10 minutes

1.
2. What had the best performing keyword (Q4 2018)?
3.

» All Traffic

» AdWords

» Search Console
» Socia

» Campaigns
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3
O

1. W_hat had the best performing keyword (Q4 2018)?

Q earch reports and help

A Home

1]
Customizatiol
s ustomization

REPORTS
@®© Realtime

& Audience

}o Acquisition
Overview
v All Traffic
4 Google Ads
Accounts
Campaigns

Treemaps

Sitelink

Bid Adjustments

Keywords
Search Querie

Hour of Day

L Admin

Computers OutExplore the Acquisition Tab

10 minutes

Summary Site Usage GoalSet1 Ecommerce Clicks
Users v | V8. Selecta metric Day Week Month 24 o%
® Users
November 2018 De nbe )18
Primary Dimension: Keyword ~ Ad Content
Secondary dimension ¥ | Sort Type: = Default Q advanced | @ T |E &
Acquisition Behavior Conversions eCommerce
Keyword
Ecommerce Conversion o
Clicks Cost cPC Users Sessions Bounce Rate Pages / Session s Transactions Revenue +
4114 $1,685.03 $0.41 3,349 4,396 42.54% 4.40 0.25% 11 $1,216.46
Google Merchandise Store 951 $311.38 $0.33 770 1125 25.60% 617 0.44% 5 0 s931.61
YouTube Merchandise 414 $139.84 $0.34 244 275 53.09% 3.20 0.36% 1 $133.92
(not set) 0 $0.00 $0.00 647 889 28.01% 5.63 0.34% 3 $115.95
Google Apparel 98 $14.04 $0.14 69 100 31.00% 5.48 1.00% 1 $21.99
google merch 104 $32.20 $0.31 77 191 54,45% 3.62 0.52% 1 $12.99 (1.0
Android Accessories 7 $5.69 $0.81 4 4 75.00% 1.75 0.00% 0 $0.00
Android Apparel 4 $2.54 $0.64 0 0 0.00% 0.00 0.00% 0 $0.00 0f
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ﬁ Computers OutExplore the Acquisition Tab

1.
2.

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

Computers OutExplore the Acquisition Tab

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

Primary Dimension: Region City Mews  Other

ecandary dimension: Source / Medium

Region Source / Medium

1. (notset) reddit.com / referral

2. Arizona reddit.com / referral

3. California reddit.com / referral
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46 (2471%)

I
Behavior
New Users. Sessions Bounce Rate Pages / Session
181 199 34.17% 3.80
1 1 0.00% 2.00
3 665 3 51% 3333% 167
43 (2376%) 49 (2462%) 3469% 308

-4

Advanced Filter ON

Conversions  £Commerce

Avg. Session Duration Transac tions
00:01:27 0

00:00:11 0 (000%)

00:00:11 0 (000%)

00:01:20 0 (000%]

10 minutes

x|eat [@B|@[T[x[m

Ecommerce Conversion Rate

Revenue
_.S0.00 ... 0.00%
50.00 0.00
$0.00 0.00
$0.00 0.00



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.

1 its » Google Merchan
g a : &
1 Master View ~ - R S
Q Behavior Flow Jan 9,2018-Feb 7,2018
:f CUSTOMIZATION Brands v  Level of Detail v  Export v
Reports
O All Users
(© REAL-TIME Sessions
®  AUDIENCE
o LA [ = Starting pages 1st Interaction 2nd Inter
—————, 88K sessions, 81K drop-offs 6.6K sessions, 1.7K drop-offs 4.9K ses
2+  ACQUISITION
= 42K A 87K A 3.7K A 4.8
BEHAVIOR
YouTube I
. A 2k A s
g You
A e A
= /google+red.. ndlyoutut Android 9
=+ 22k A o0 As
-, 3
LT Google
) A
= ories R
=+ 22K A
M CONVERSIONS - yogle+red.. s +t+shirts
= 22K F 3
£ <
.

33 | © 2018 General Assembly



ﬁ Computers OutExplore the Behavior Tab 10 minutes

Try to find out: ] BEHAVIOR

1. How many times was something added to the cart in January 2019?

2. Behavior Flow
3. » Site Content
» Site Speed

» Site Search
» Events
» Publisher

Experiments
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1.

Computers OutExplore the Behavior Tab

Os

How many times this week was something added to the cart in January 2019?

All accounts > Google Merchandise Store

10 minutes

.0 Analytics 1 pmaster View -

Q_  Ssearch reports and help

@

Real-Time

Audience

Acquisition

Behavior

a v

Overview
Behavior Flow
v Site Content
v Site Speed
v Site Search
4 Events
Overview
Top Events
Pages
Events Flow
v Publisher

Experiments
Q  Discover
2 Admin
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ALL » EVENT CATEGORY: Enhanced Ecommerce |v

All Users
99.45% Unigue Events

Explorer

Event Site Usage Ecommerce
Total Events ¥ VS. Selecta metric

® Total Events
4.000

2f000
L

A::OE&.

Jan 1,2019-Jan 31,2019

+ Add Segment

Day Week Month & <%

Jan2 Jan3 Jan4 Jan5 Janb

Primary Dimension: EventAction EventLabel Other

Secondary dimension ¥ | Sort Type:

Event Action

1. Quickview Click
2. Product Click

3. AddtoCart

4. Promotion Click

5. Remove from Cart

Jan11 Jan12 Jan13 Jan14 Jan15 Jan16 Jan17 Jan18 Jan19 Jan20 Jan21 Jan22 Jan23 Jan24 Jan25 Jan26 Jan27 Jan28 Jan29 Jan30 Jan31

Q, | advanced B @ | T | |F

Total Events ¥ Unique Events Event Value Avg. Value
75,241 0
of Total: 99.30% (75,768 of Total of i Avg e

41,775 (55.52%) 0 (00 0.00

14,050 (18.67%) 8,098 (1594 0 (0.00 0.00

o 9,618 (12.78%) 4772 (939 0 (000 0.00

8,291 (11.02%) 4830 (95 0 (00 0.00

1,507 (2.00%) 0 (00 0.00

Showrows: |10 v |Goto:|1 | 1-50f5| € | >



ﬁ Computers OutExplore the Behavior Tab 10 minutes

Try to find out: [ BEHAVIOR
1.
2. What were the three most-searched terms on the site in Q1 2019? Behavior Flow
3. » Site Content
»  Site Speed

» Site Search
» Events
» Publisher

Experiments
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2.  What were the three most-searched terms on the site in Q1 2019?

+ Add Segment

All Users
100.00% Pageviews
Overview

Sessions with Search = VS. Select a metric

® Sessions with Search
2

| A A AAA

Jan 1,2019 - Mar 31, 2019

Hourly Day Week Month

lahan A

February 2019

0.01% of your visits used site search

Sessions with Search Total Unique Searches Results Pageviews / Search % Search Exits

25 25 1.12 40.00%

Avg. Search Depth

1.24
I WY

LA

% Search Refinements

0.00%

March 2019

W Visits Without Site Search M Visits With Site Search
Time after Search

00:00:29

Site Content Search Term Tot;lel;l:;ﬂ:: % Total Unique Searches
Search Term »
1. fgopher 21 | 54.00%
Site Search Category ]
2.| ingress 2 [ 8.00%
Start Page
3. \jersey 1 | 4.00%

3737 | © 2018 General Assembly
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ﬁ Computers OutExplore the Behavior Tab 10 minutes

Try to find out: B BEHAVIOR
1.
2. Behavior Flow
3. What product category had the second-highest number of page views this > Site Content
month? »  Site Speed

» Site Search
» Events
» Publisher

Experiments
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3. What product category had the second-highest number of page views Q1 2019?

q Search reports and help
T™ nfome

m+ Customization

REPORTS

® Realtime
2 Audience
Acquisition

>
E Behavior

Overview
Behavior Flow
4 Site Content
All Pages
Content Drilldown
Landing Pages
Exit Pages
v Site Speed
v Site Search

v Events

Q Discover

£ Admin

Jan 1,2019 - Mar 31, 2019
+ Add Segment

All Users
100.00% Entrances

Explorer  Entrance Paths

Summary Site Usage Goal Set1 Ecommerce

Sessions ¥ VS. Selecta metric Day Week Month o4 %

® Sessions
4,000

2:000

February 2019 March 2019
Primary Dimension: Landing Page  Content Grouping: Product Categories (Landing Content Group) Other
Secondary dimensig Brands (Landing Content Group) Q, | advanced |[H c = | % &
v Product Categories (Landing Content Group)
Behavior Conversions eCommerce =

Product Categories (Landing Clothing by Gender (Landing Content Group)

Avg. Session Duration Ecommerce Conversion Rate
Sessions & % New Sessions New Users Bounce Rate Pages / Session Transactions Revenue
190,957 68.68% 131,142 40.30% 4.56 223 $12,386.91 0.12%
of Total: for Vie of Total: 100.10% Avg for A of Total: 1 % of Total: 10 Avg fo 12% )
(9 ) (131,010) 1

1. (notset) 115,676 (60.58%) 65.83% 76,145 ( ) 36.07% 4.94 00:03:21 ) $8,006.57 (64.64% 0.11%
2. |Apparel - ij— 28,719 (15.04%) 69.77% 20,036 ) 40.89% 4.62 00:03:05 56 (25.11%) $2,583.48 (2 0.19%
3. | Brands 22,294 (11.67%) 86.54% 19,293 (14.71%) 54.63% 3.03 00:01:33 21 (9.42%) $618.51 (4.99% 0.09%
4. Accessories 7,236 (3.79%) 74.20% 5369 (4.09%) 52.20% 3.56 00:02:12 8 (3.59%) $644.53 (5.20% 0.11%
5. |Bags 6,877 (3.60%) 64.66% 4,447 (3.39%) 41.37% 437 00:02:47 0 (0.00%) $0.00 (0.00% 0.00%
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Conversion Reports: Commerce Stats & Sales Analysis

Conversion reports offer in-depth analysis of eCommerce activities.
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U 1 Master View ~

Q

A HOME

-m STOMIZATION
o CUSTOMIZATION
Reports

@ REAL-TIME
& AUDIENCE
}. ACQUISITION
7 BEHAVIOR

[ CONVERSIONS

Shopping Behavior

Checkout Behavior

Product Performance

e

2 : @
- % <
Ecommerce Overview @ B save 4, EXPORT « SHARE __o"oINYELLIGENCE
O All Users Jan 1,2018 - Feb 23,2018
100.00% S
Overview
Revenue v VS. Ecommerce Conversion Rate v Hourly Day Week Month
® Revenue Ecommerce Conversion Rate
$30,000.00 5.00%

\ -
Y
femm\ ../\'\//\A/‘\ s\ \/-‘4/'\ A

an 22 Feb 12

& Conversion Rate

Revenue Ecommerce Conversion Rate Transactions

$704,978.33 2.25% 3,566

Avg. Order Value

$197.69

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

$5,386.93 revenu $4,194.72 revenve $704,978.33 revenue



(A
Google Analytics

Deeper Dive Into Audience: Creating Segments
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The ABCs of Audience Segmentation

Audience

Gender

Age

Income

Family status
Where they live
What they like

General Assembly

Behavior

New vs. return
visitors

Browsing behavior
Search behavior

Has or has not
purchased

Email engagement

—Abandoned-carts——

Context

Referral source
Device

Current location
Time of day
Time of week

Content on page



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?
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Audience

Acquisition

Behavior

Conversions

Who’s going to your website?

How are they getting there?

What are they doing once they get there?

EXR

4}




Google helps marketers out by creating “affinity
audiences.”

e Technophiles

e Movie lovers

e TV lovers

e Shutterbugs

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

o Travel buffs

o Shoppers/shopaholics

e Business professionals

... and so many more!
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10 minutesC

Guided Walk- A Deeper Look at Segments
Through:

Let’s create a segment together:

5 a : B
1 Master View ~ e
Q Audience Overview @ B osaE & BeoRT < SHARE (G INTRLLIGENCE
Feb 1,2018 - Feb7,2018
L M O All users
i o Overview

o Users BB oorromostery  shuresegmens view [m] 22 . 4

2 avowce Click here. Create audience here.

Segment Name Crested Modified
All best buy pick up - users Feb1,2016 Feb1,2016 Actions =
n Then here.  ovncedsessions gment N u cancel Segment isvisblein any View Change
Newsers CrED Converters
16,921 14,512 Demographics Demographics Summary
i Direct Traffic
Sessions. Number of Sessions per User Starred Wy
19,975 1.18 Exclude Target Market - Purchases A 1824 2534 3544 4554 55-64 65+
o Behavior ge 100.00%
Facebook second + visit r
) < acebook second+ s Date of First Session Gender Female | Male u
Frisco Traffic S "
raffic Sources Language contains  ~
German - Users Enhanced Ecommerce
Affinity contains +
o Category
(reach)
Conditions Number of users in
In-Market contains
Sequences Segment the segment over
the specified time
Other contains -
period
Location Continent + | contains
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8 Solo ExerciseSegments 10 minutes

Create a segment based on consumer personas.

Include at least one audience attribute, one behavioral attribute, and one contextual attribute in each
segment.

For example, movie lovers who are on mobile devices and have not yet converted.
e Segment 1: Must use affinity and/or in-market data.
e Segment 2: Must be an advanced condition.

Deliverable: Two segments
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(A
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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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

] 5. facebook.com / referral

49 | © 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: T4.65%
(10,413) (0.05%)

. 1,736 (24.77%) B0.70%
Without UTM

Cee OIS 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%) B81.46%

New Users

5,234

% of Total: 67.34%
(7, 773)

1,401 (26.77%)
953 (18.21%)
581 (11.10%)
688 [11.23%)

470 (B.98%)



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

. . Acquisition
Thls _labellng was Source | Medium Campaign
possible because s R ——
essions New Users
of UTM codes.

. 3,359 74.81% 2,513
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%) 79.46% 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 (5.40%)
O 6. Facebook/ TechPubs Cordarounds 154 (4.58%) B1.17% 125 (4.97%)
()] 7. Facebook / BurningMan Festivals 146  (4.35%) 93.15% 136 (5.41%)
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UTM Codes in Action

- T Se—

e O G —

Time For New Glasses?

WARBY PARKER
warbyparker.com

Cur new Linwood

glasses are flying
@ off our digital shelves!

Check them out here!

v

& 4nn e -

R S S

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

Your website URL

Three UTM elements: /
- Campaign source /
- Campaign medium

- Campaign name \

v

52 | © 2018 General Assembly

Stop 1: Entar the UAL of your wobsits,
Website UAL *

weerw. FlationFlowers. com

Campaign Content

Campaign Name *

Viday-021414

iy

www.FlatironFlowers. comutm_source=facebookButm_medium=socialdutm_campaign=\"day-021414



UTM Codes — How to Create Your Own

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

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 campaign 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
T site 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. ecpc , banner , email )

Campaign Name 180901 Free_Consultation

Product, prom

le, 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

e 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.”

e 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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8 Solo ExercisetJTM Codes 10 min

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

e 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.

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

bit.ly/URLBUILDERNiips://ga-dev-tools.appspot.com/campaign-url-builder/

e Create UTM structures for these three campaigns.
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https://ga-dev-tools.appspot.com/campaign-url-builder/

UTM Coding: Pro Tips

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

e 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).

e 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.
There is no “right” way to do this. Experiment until you find the right level of tagging for you.
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(A
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.
E:u ON | s l LOGONTOTHE |___ . smsssx i ¥ i‘m i
1 .

REQUEST
PASSWORD |
RESET
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E Guided Walk- Finding Data on User Flows 10 minutes

Through:

e Use the Behavior Flow report to see where people are dropping off your site.
e Use the In-Page Analytics report to see where people are (or are not) clicking on your site.
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The Puzzle Pieces of a User Flow

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

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

“Arrow” ' D

The connection between points.

A\ 1/4
Process What a user does.

“Decision” <> The choice a user must make.
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User Flows

THIS CLASS

( Start class )

Key
— Primary Flow
—— Becondary Flow
Screencast
Chat Room
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Presentation

and activity

Download PDF

Database

Yes

}( End class J

>  Getit?
No
Q&A
Find presentation PDF
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8 Solo ExerciseDraw Your User Flow 20 minutes

1. Define your objective, e.g.:

e Build a mailing list.

e Drive sales.

e Increase app downloads.

e Encourage webinar registrations.

2. Define your target audience:

e Who are you targeting?

Draw your user flow using the shapes provided.
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(A
Google Analytics

Deeper Dive Into Conversion: Micro & Macro Goals



How would you know if this webpage was successful?

Cqsper SLOP - : 003 G g

THE CASPER MATTRESS

together to create one perfect sleep surface

Kk KkKkI 44/5(6645) Ready to Ship ?

Dimensions: 60" X 80" X 10 Size Guide

QUEEN

5950
En = s e
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Conversion Funnels Are Made of Micro- and Macro-Goals
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CONVERSION FUNNELS

(@i 5
A |
!
!
|
I
i
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Refresher: Micro- and Macro-Conversions

Micro /

Micro /

Micro /
Macro /
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(A
Google Analytics

Attribution



Attribution

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

e 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?

- on i - { g
T ‘ ' bl Y
J.CREW & A 8‘ 42
NEW ARRNALS HAVEA VER)
- ' |:~A“-\ Al
- |

FREE SHIPPING
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Attribution Models

Last Interaction

Last Non-Direct Click

Last AdWords Click

First Interaction

73 | © 2015 weneral Assemply

Linear
EREER

Time Decay
_-l.l

1ol Position Based

l...l Data-Driven



View-Through vs. Click-Through Attribution:

VIEW-THROUGH CONVERSION

You get credit if your ad was seen within the
lookback window for a conversion.
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CLICK-THROUGH CONVERSION

-
@ "R
KE

You get credit if your ad was clicked on within
the lookback window for a conversion.



Attribution Models

Lookback Windows

Lookback Window

Set| 75 days prior to conversion

. S Conversions

80 75 60 45 30 15 0 day(s)

75 | © 2018 General Assembly @



Four Things to Know About Attribution

No channel is independent.
Attribution is a bit of art and science.
There is no complete data set.

There is no perfect attribution model.



First Touch & Last Touch

1
/
%100 %0 %0 %0 W
o
: i
1. Mom 2 Dad 3.Agent 4. Director ‘
%0 %0 %0 %100
1. Mom 2.Dad 3-Agent 4.Director
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Linear

%25 %25 %25 %25

1. Mom 2 Dad 3-Agent 4_Director
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Time Decay

i
_— f

%5 %15 %25 %655

1. Mom 2 Dad 3. Agent 4. Director
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U-Shaped

-iiIL W M ;ﬂ

%40 %10 %10 %40

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



Choosing your model

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

Awareness/Demand, New Product *  Short Sales Cycle: LI, PB (V), FI «  Not alot of data: FI, LI

or Brand, single point campaigns: I~ *  Long sales Cycle: LN-DI, TD, Linear , A |ot of Data: LN-DI, PB (U), TD, Linear
Conversion, easy & default for

Google Analytics: LI

Interest marketing: LN-DI

Awareness & Conversion: PB

Promotion: TD

Awareness TO conversion: Linear
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Lucky for Us, We Don’t Have to Pick Just One, or
Calculate This Manually

Model Comparison Tool

Conversion Segments Export » 3Shortcut

Conversion Type Lookback Window

1 Conversion Type Selected ~ All  AdWords Set| 30 days prior to conversion

First Interaction - Ve I Last Interaction




Attribution & Multi-Channel Funnels

® Assisted Conversions

First Click Conversions First Click Conversion Value Last Click or Direct Conversions Last Click or Direct Conversion Value F

68 £256.00 68 £256.00 1

Primary Dimensicn. MCF Channel Grouping  Default Channei Groupis Sowrce / Mecur Source  Medur Other -hannel Groupe

Seconcary dimension v

Last Click or Direct Conversions 1
MCF Channel Grouping First Click Conversions ¥ First Click Conversion Value
t 43 (E1.24% £256.00 50
2 Paid Search 14 (20,59 €000 10
3 9 £0.00 7
4 Referral 2 (294% £000 1

85 | © 2018 General Assembly @



Attribution & Multi-Channel Funnels

Feb 15

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 ~

MCF Channel Grouping

Last Chick or Direct Con
Assisted Conversions 4 Assisted Conversion Value
1 ect 32 (58.18%) £96.00
2 Refemral T (12.73%) £48.00
3. Paid Search 6 (1091 —
anic 3 5 (9.09%) —
5 Social Network 5 (9.09%) £48.00
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Attribution & Multi-Channel Funnels

597 £1,949.50
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ﬁ Computers OutExperiment with Attribution Models 10 min

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

Then, run a report to see how the attribution model affects your report.
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(A
Google Analytics

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 Learn to 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

\\

Questions?
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ﬁ Computers OutActivity

1. What was the highest selling product last year in terms of revenue?

What was the highest selling product last year in terms of quantity?

Where was the biggest drop-off in the checkout last month?

N

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