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If Bread, Butter, Elixir and Enigma were all rolled
into one for a Digital Marketer, It would be

#GoogleAnalytics
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Poll 1

No one needs an introduction to Google Analytics! Tell us what do
you typically use Google Analytics for?

Monitoring Traffic Sources

Analysing Campaign Performance & ROI
Understanding User Behaviour & Engagement
Tracking E-Commerce Conversions

Creating a visual map of the entire user journey without leaving out any activity of
importance

Capturing all product related information to understand which products / variants are
performing better

Personalising content / layout and perform A/B Tests to analyse its impact
Tracking Offline data to estimate lifetime value of customers across channels
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Advanced
Funnels




With a sizeable percentage of visitors
Bike Tour Lead exiting or not otherwise proceeding

(7)) through the funnel, the Tour Catalog
- ° 2,273 visitors finished | 44.95% funnel conversion rate | page may be ripe for optimization.
= Funnels & Goals for Conversion forcans\
[ ]
- 5,056
S Tracking - Standard .|
(7)) (entrance) 4,793 (exit) 1414
74 —— :2 2,746 (54.31%) SSa— :2
— 4 Tyees of Funnels: &mz " proceeded to Tour Description ._’- o
o :............................: :............................: = 27 oo 16
< E E E E Tour Description
= : . 2 : ' : 2,746
« : Series of Web page : : Series of Web : 0 : b 67
a) expected for users & : pages expected for f (et a1
: to follow to : : userstofollowto : Becauss wemamedstep Tas  POOTEN :
i com plete a non- : complete a . required, the Funnel Visualization|” -
 wansactionalgoal 1 ! transaction goal o ot dopley st =
: (Signup, :o (Product :
. C- . 2,679
LtassssssssssssEEEEEEEEEEEEEES LasssEEEEEEEEEEEEEEEEEEEEEEEE 0 P 406
2,273 (84.85%) =
proceeded to Bike Tour Lead ——— L)
p——— - 18
e o 15

Sales funnel, but
takes into account
multiple marketing

channelsin the

conversion path

Goal funnel, but
takes into account
multiple marketing

channelsin the

conversion path

Bike Tour Lead
2,273

44.96% funnel conversion rate

/

Of the 5,056 visits that included at least one
pageview of the Tour Catalog page, 2,273 resulted
in at least one pageview of the thank-you page,
for a Funnel Conversion Rate of 44.96%.
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Funnels & Goals for Conversion Tracking - Advanced

[ficontvane | - 7
Here we configured steps /
Basis on Host Name

T 49.4%

To Collect Lead we
considered an Event

+ 7.0%

No. Sold Policies No. Sold Policies No. Sold Policies No. Sold Policies

Lezds Leads Leads Leads
3,945 3,139 2,073 3,810 To measure purchase
*30.2% T 334% & -237% 4 -1.3%
we used Ecommerce 372

T 048%

To bifurcate lead with product wise we used Custom Tracking

Dimensions
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Enhanced
Ecommerce




m [ ] [ ]
- Tracking Ecommerce conversions - Setup @
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E Ecommerce set-up
“ All Ecommerce v
. & Enable Ecommerce  car
3 Setting up Enhanced "
gup = . e These need to be
< Ecommerce in Google I ViewSatings >R s defined b
- . nhanc commerce Settings
< Analytlcs ConSOIe ams User Management Enable Enhanced Ecommerce Reporting efine y you
a —— [ on |
Checkout Labeling 9#nona
Notlce the Checkout Labels ,‘ Content Grouping Create for the checko ; steps you identified Jf your ecommerce tracking code. Use easily
L understood, meaningful names as these will appear in yofir reports
definitions ¥ Fiters FUNNEL STEPS
1. Review Cart V4

|==| Channel Grouping

W Ecommerce Settings 2. ' Collect Payment Info p

PERSONAL TOOLS & ASSETS 3. i Confirm Purchase Details V4

Z|z Segments

4. ' Receipt V4
L_f] Annotations

il Attribution Models

| Custom Channel Groupings
Cancel
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Tracking Ecommerce conversions - Reports @
®

Standard Ecommerce Report

Includes the following data

Transaction Data

Product Data

Unique transaction identifier

Product Name

Partner or Store Product SKU

Total value of transaction Product
category

Shipping charge for transaction Unit price

Tax amount for transaction Number of
items

List of items purchased in
transaction

Enhanced Ecommerce Reports:

Shopping Behaviour Analysis
Checkout Behaviour Analysis
Product Performance

Sales Performance

Product List Performance
Internal Promotion

Order Coupon

Product Coupon

Affiliate Code

O - @
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Enhanced Ecommerce - Sample Reports

Here we can clearly see the number of users who passed through

different stages of the buying journey on the website
Shopping Behaviour Analysis

Email  Export =  Shericut

All Sessions

hd 100.00%

Checkout Behavior Analysis @

M Sessions  Snopping Progression Ml Abandonments

Sessions Sessions with Product Views  Sessions with Add to Cart essions with Check-Out Sessions wath Transactions O '?,}L‘éﬁi”;tmns + Add Segment
12 067,900 4 117, 342 908,548 999 975 210,314
M Sessions  Checkout Progression Bl Abandonmens
Funnel step
Billing and Shipping Payment Review Sessions with Transactions
184 1 m 14

Transition from

one step to next
Enlered funnel
{top bar) bar)
— — =
Step abandonment ’ ’ ’ ’

7,682,634 seew 3,115,783 790 253,635 To 805,534

Billing and Shipping Dropoff ~ Payment Dropoff Review Dropoff
Many people are dropping off at  — 122 o | 62 el I
the Billing & Shipping stage - may L -
be because the shipping cost is =N - -~ B p— .

hlgh 1 Returning Visitor 95 45 4737% | 7 737% | 4 421%

2 New Visitor 89 34 38.20° 4 4.49% 10 11.249

Show rows: m Gotor | 1 1-20f2 | ¢ ‘ >



Enhanced Ecommerce - Sample Reports

Sales Performance @ B sAVE (b EXPORT < SHARE £ INSIGHTS
Apr 1, 2020 - Apr 7, 2020 ~
O All Users + Add Segment
100.00% Revenue
Explorer
Revenue = | VS.| Quantity v Day Week Month o4 <%
® Revenue Quantity I_
Product List Performance & B sve & oromT < same S @ & msonts
$300.00 1
1 - Apr7, -
Al sers T Apr 1, 2020 - Apr 7, 2020
520000 ; 100.00% Prosuct List Cicks
Explorer
510000 —
/
Product List Clcks. ~ | VS. | Product Adds Ta Cart = Doy Week Momth | 2§ <%
Apr 2 Apr3 Aprd Apr 5 Apr6
- © | ® Product ListClicks  Product Adds To Cart
1500 200
Primary Dimension: Transaction I Date x -———_______J—___‘____‘_ —
‘Secondary dimension ~ [ Q| advanced ‘ 1] I © ‘ = ‘ 1| oo
e
500
Date 7 Revenue b oTax ¢ ‘Shipping 7 Refund Amount Quantity
Aora A3 At o5 0 AT
$591.20 $34.60 $84.00 $0.00 -
% of Total: 100.00% (§591.20) % of Total: 100.00% ($34.60) % of Total: 100.00% ($84.00) % of Total: 0.00% ($0.00) % of Total: 100)

. Primary Dmension: Product List Name  Prouct List Position  Product  Praduct SKU

Secondary dimension =

1. 20200402 $298.75 (s0.53%) $21.47 (s205%) $30.00 (25.71%) $0.00 (0.00%) 21 ,77 tvarced [B10 T T

2. 20200404 $74.55 (12.61%) $0.00 (0.00%) $6.00 (7.14%) $0.00 (0.00%) 24 Product List Product List Product List TR Product AddsTe  Produst Unique Product Revense
Product List Hame Views + Clicks. Cart. Chechouts. Purchases

3.83% 1,043 704 34 $591.20
for Vi a o

@
1

3. 20200407 $72.40 (12.25%) $7.27 (21.01%) $12.00 (14.29%) $0.00 (0.00%)
|| 195862 7,497

4. 20200406 $69.50 (11.76%) $2.09 (5.00%) $18.00 (2143%) $0.00 (000%) 12 T anea) | ronoor o | t0cok oM | 10000 7o) T o)
5. 20200405 $55.00 (9.30%) $1.80 (520%) $12.00 (1429%) $0.00 (000%) ) 1. jouTube Toddler Tee White, YouTube Toddier Tee Black, YouTube Kids Gnesie: 23314 (1150 0 ooy 0.00% 0 (o ) 0 $0.00 (oov
6. 20200401 $21.00 (3.55%) $197 (569%) $6.00 (7.14%) $0.00 (0004 1 2 GoogleDecal Google Cup Cap Tumbler Grey, Google Cork Base Tumbler 19368 (580%) 0 (©oon) 000% 0 (o o (oo 0 (oo $000 (00
| Google Crew Socks, Google Youth FC Tee Charcoal, Goagle Youth FC Longsleeve -
Show rows: w1 rsors [ v o 18508 (7610 0 o 000s 0 0 ] so00
This report was generated on 4/9/20 at 10:27:26 AM- Refres 4 ?g:rﬂ“;;‘dm Microfleece Jacket Black, Google Zip Hoodie F/C. YouTubelcon Tee | 3902 (5 oav ¢ mow 0.00% 0 oo ° 0 moo $000 (on
I 5 is Black Tee, Google Color Block Tee White 1484 5560 0 ) 0.00% o 0 0 5000 (0ov
6 Google Packable Bag Black. Google Mesh Bag Blue, Google Flat Front Bag Grey | 10,860 (5.39%) 0 o 00% 0 o 0 ooy | 0 @oo 5000
7. Android Buoy Bottle, Google Glass Bottle, Gaogle Campus Bike Bottle 8382 (427 0 ) oo0% 0 oo 0 [ §0.00 000
N gﬁ::;n\:jlomapum Black, Google LoveHandle Black, Gaogle Laptop Sleeve 8220 wary 0 o o o o o N 5000 oo
Pet Callar ) Google Large Pet Collar
9 Google Medium Pet Leash {Blue/Green] 788 w0y 0 o) 0.00% 0 o o so.00
10, Search Results THE3 povy | AT (ssen) sem 49 G 7 o | 1 pes| $1600 @n

homrowr (1081 goen 53 ancima ey



DATA & INSIGHTS

Content
Personalization
and Testing

using Optimize




Use case: Internal Site Search @

eseec T-Mobile NL 5 12:06 @70 EM CRA Rt B
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# Matalan Retail Limited (& & Matalan Retail Limited (o5

= MATALAN [ MATALAN  [@

+4 POTLPERFECT &

ord or Product Code

| -
- WO W
49% 17%
Search Conversion
Engagement Rate uplift
uplift

‘ Source: www.thinkwithgoogle.com
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Plugging
Offline Data

Sources




Plugging in Offline Data Sources @

Your Store
| ||

1
Store Visits
Data Import
Data Import
BigQuery Integration (360 only) > I ‘

Salesforce Integration (360 only)
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Measurement Protocol

salesforce

Measurement
Protocol




Using Measurement Protocol: Merge Online Data with Offline Data

GA data
enriched with
CRM data p ) 1st Purchase 2nd Purchase 3rd Store Customer LTV
Natasha
Order Value Order Value Purchase $240
$50 4 » 390 Order Value
$100 Y-
GA Data .- CRM Data

Session Product Page Online Customer In-store

Views Purchase Status Purchases

3 10 $140 abc123 abcl123 active 4 $100
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MP Script Example

Use The Measurement Protocol

» POST or GET requests via API

Build and request the URL www.google-analytics.com/collect using
parameters

http://www.google-analytics.com/collect?v=1&i=event&iid=UA-

Drate

XXX X&cid=[InsertClientldHerel&ec=Lead&ea=DemoSet&sr=Measurement




Big Queries about
BigQuery
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DATA &

What is BigQuery?

Advantages:

Fully managed structured data store query-
able with SQL

Fast, Simple & Easy to use

Cost effective

Built on Google's infrastructure component

Specialized visualizations not available in GA

Advanced Data Analysis such as Al-driven predictions
which uses GA data as a starting point

Needs only regular skills of data analyst to use SQL
instead of a data scientist
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Use Case :

Online/Offline Mapping with single view of Digital
Backend

l%i
CRMs

Google Sheets / Helpdesk

- E

Google BigQuery
l v \

Google Analytics

Google Data Studio
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Use Case : Recommendation engine

|

Google
Analytics

Analytics data
sync

Product data obtained
by scraping plus
optional database
import

Product data

CRM

000U

BigQuery Recommendation Recommendations
engine API User web page

I Google

Google Analytics
enriched with user ID
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GA Std v/s GA 360

Google Analytics

Google Analytics 360 Suite
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Google Analytics vs Google Analytics 360 Differences

Data Collection

|

Google Analytics

STANDARD

Google Analytics 360

PREMIUM

Hits Per Month 10 million
Custom Dimensions/Metrics 20 each
Properties Per Account 50
Views Per Property 25
Roll-up Properties °

Data Freshness No timeframe guarantee

1 billion +

200 each

50+

N
w
o

AdWords Integration
4 ho
(ty

AdSense Integration

DoubleClick Campaign
Manager Integration

DoubleClick Bid
Manager Integration

DoubleClick for
Publishers Integration

Import Custom Data Sources

Query-time Data Import

( Importing Advertising & Other Data )

STANDARD

OO0 00000

e

PREMIUM
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E Google Analytics vs Google Analytics 360 Differences @
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Z
STANDARD PREMIUM
o3
Standard Reports
: Pre-aggregated 0 °
< =
0 E_ Report Row Limit Per Day 50k 75k
g Session Threshold for g STANDAHD PREMIUM
sampling in Ad Hoc Reports 500k per property 50M per view
\ ClistorriTables ° Standard Reports o
=
._'é Custom Reports,
Custom Table Report Dashboards, & Segments
Row Limit ° §.
o= Custom Funnel Reports
Unsampled Reports °
; Intelligence Alerts
Unsampled Report Row Limit ° 3M

Real-time Reports

Flow Visualization Reports

MCF Reports &
Attribution Modeling

Data-driven Attribution
Model




Thank You

Write to us at masterclass@logicserve.com




Logicserve Masterclass : Next Sessions @

28th April:

Explore the World of GMP with Use Cases & Case-studies

Write to us at masterclass@logicserve.com (



