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About Me

My name is Richard Wong

« When I'm not teaching, I'm leading the marketing
team at #paid (www.hashtagpaid.com), an influencer
marketing company.

- Twused towork at Procter &§ Gamble, Johnson & Johnson,
and Google.

- Ilove photography, social media, and meeting new
people.

- In my spare time, I love rock climbing, playing
basketball, snowboarding, and fantasy sports.



http://www.hashtagpaid.com

Introductions

Name
Project you’'ll be applying your new sKkills to

+ What is one purchase you're super happy with?



What We'll Cover Today

« Google Analytics key terms

« Google Views, Segments, and Goals

 Setting up Reports & Dashboards

« Google Analytics Scavenger Hunt

+ Take up answers and walkthrough of answers

* Questions & wrap up



Resources for today’s class can be found here:

http://camptech.ca/analyticsl

Instructors: We make this class page for you.

Need to add downloadable zipped files? Other links? Send
them to us and we'll build them into your class page.
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Follow along with this demo account
« Pull up your Google Analytics account on one tab

« Follow along with this demo account
e Go tobit.ly/GoogleAnalyticsDemo
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METRICS VS. DIMENSIONS

METRICS

- Are numbers, they answer simple quantitative questions such as
“how many?”, “how long?”, and “how much”?

DIMENSIONS

- Segment metrics or break up that data to answer more
qualitative questions such as “who are my users?”, “where do my
users come from?”, and “how do my users find me?”
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Audience Report | Who's on my site?

Audience Overview @ B SAVE & EXPORT «{ SHARE | (%) INTELLIGENCE

Jan 22,2017-Jan 21,2018 ~
All Users + Add Segment
100.00% Users c

Overview
Users = ¥5. Select a metric Howrly Day Week Month
Users New Users Sessions Number of Sesslons per User | Pageviews Pages / Session
752915 748,402 1,024,765 1.36 4,237,496 4.14
e e 1‘— - 0% s J g ““;J.._ M WT...
Avg. Session Duration Bounce Rate

00:02:30 48.99%

e A — Now let’s explore each of these metrics!

vemograpnics tanguage Users 5 Users
Language » 1. enus 449520 [ 59.71%
Country 2. engb 62461 ] 8.30%
City 3. es 18,545 | 2.46%
System a. fr 16247 | 2.16%
Browser 5. de 14200 | 1.89%
Operating System 6. pt-br 11,840 | 1.57%

\
Service Provider 7. zhaw 11,751 | 1.56% m
Mobile 8. es-a19 11357 | 1.51% 2
Operating System 9. ru 9734 | 1.29% QAMP TECH

AT R INTROTO
i 10.ja 8961 | 1.19% GOOGLE ANALYTICS




Acquisition Report | How did they get here?

Acquisition Overview @

All Users

+ Add Segment
100.00% Users -

Primary Dimension: Conversion:
Defauit Channel Grouping - eCommerce -~
TopChamels | Top Channels
\\‘ M Organic Search
: M Direct
M Social
Referral
' M Display
B Paid Search
‘ W Affiliates
‘ (Other)

1 m Organic Searc

2 @ Direct 134421 -
3 @ Social 110,711 -
4 » Referral 90,914 .

B SAVE &, EXPORT « SHARE Qb INTELLIGENCE
Jan 22,2017-Jan 21,2018 ~
Conversions
© Ecommerce Conversion Rate
800%
i
4. 00%
October 2017 January 2018 April 2017 Ay 2007 October 2017 January 2018
Behavior Conversions
| ounce Rate Pages / Session Avg. Session Ecommerce Transactions Revenue
Duration Conversion Rate
48.99% 414 00:02:30 2671% 26,754 $5,105,985.73
)TO
2472% _ 10.09% JALYTICS




ehaviour Report | What did they do?

Q,  Search reports and help Overview @
A HOME sers
00% Pageviews
Bv  CUSTOMIZATION
Overview
Reports

® REAL-TIME
- AUDIENCE
De  ACQUISITION
£

BEHAVIOR
Overview
Behavior Flow
» Site Content
»  Site Speed
»  Site Search
» Events
» Publisher

Experiments

[N CONVERSIONS

Q Discover

£ Aomin

Pageviews = ¥5- Select a metric

© Pageviews
20,000

~—

Pageviews

4,237,496

Unique Pageviews

3,072,374

+ Add Segment

Avg. Time on Page

00:00:48

B SAVE &, EXPORT < SHARE | (& INTELLIGENCE

Jan 22,2017-Jan 21,2018 ~

Hourly Day Week Month

Bounce Rate % Exit

48.99%

24.18%

B e T o S P el A
Page » 1. /home & 926215 [l 21.86%
Page Title 2. /basket.himl & 264,499 || 6.24%
Brands (Content Group) 3. /googletredesign/shop+byrbrand/youtube & 251950 | 5.95%
Product Categones (Content Group) 4. /signin.htmi & 150366 | 3.55%
Clothing by Gender (Content Group) 5. /googlesredesign/nest/nest-usa 2 113,790 | 2.69%
Site Search 6. /store htmi 2l 102129 | 241%
Search Term 7. /googletredesign/apparel/mens/mens+t+shirts & 87603 | 2.07%
Events 8. /asearch.himl a 79,787 | 1.88%
Event Category 9. /googletredesign/bags & 75458 | 1.78%
10./google+redesign/nest/nest-usa/quickwiew & 70343 | 1.66% 6

wiew full report

This report was generated on 1/22/18 at 11:21:15 PM - Refresh Report
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Q,  Search reports and help Overview @
A HOME All Users
100.00% Goal Completions
BY  CUSTOMIZATION
Goal Option
Repacts Al Goals «
® ReAL-TIME
Overview
- AUDIENCE
Goal Completions = | V8. Select a metne
>' ACQUISITION © Goal Completions
1,000
N BEHAVIOR
HENR S ——
M cop
v Goa
Goal Completions Goal Value
Ovel
15,768 $0.00
vt AN
Rev)
Funi
Smart Goals (Goal 5
Goa
Completions)

Conversion Report | Measuring impact

4,891
feq .. .V "

B SAVE &, EXPORT «{ SHARE %INTELLIGENCE

Dec 23,2017-Jan 21,2018 ~

+ Add Segment
Howly Day Week Month
Purchase Completed (Goal 1 | Engaged Users (Goal 2 Registrations (Goal 3 Entered Checkout (Goal 4
Goal Conversion Rate Total Abandonment Rate Completions) Completions) Completions) Completions)

19.89% 22.54% 1,946 6,683 1,676 572

(8}

CAMP TECH.

Mulf
Attriooom
Goals Goal Completion Location mmmf:n‘: % Goal Completions
Goal Completion Location »
1. /ordercompleted.htmi 3386 I 2.22%
Source / Medium
2. /registersuccess html 1,738 | 1.02%
DISCOVER 3. /basket.himl 1188 [ 7.53%
4. /home 788 | 5.00%
ADMIN INTROTO
S. /yourinfohtml 640 | 4.06%

GOOGLE ANALYTICS



Setting up Views, Segments, and Goals

How to draw more insights from your data
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Setting Up Views | Keeping data clean

PROPERTY VIEW

v - hashtagpaid 2 T Huh‘l} Moy
ﬁ Hashtagpald Website e
B eroperty Settings Hash
- User Management Haay ‘ Searc h
paid ¢
Tracking Info RAW Hashmgpa.d Website
PRODUCT LINKING Creaf Hashtagpaid Website - TEST

=] AdWords Linking Y H

paid dev
RAW DATA (do not change or alter)

E AdSense Linking - d
3 AdExchange Linking W Ec
m

All Products Dd C

Create new view Using 4 out of 25

PERSOI

Postbacks
Z|Z Segments
N Audience Definitions
(=] Annotations
Dd Custom Definitions
tl Atribution Models

Dd Data Import X :
= | Custom Channel Groupings

[T scheduled Emails

Y Saved Reports 6
b~

&t Share Assets CAM P?'.ECH
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Setting Up Views | Keeping data clean

View Settings Copy view Move to trash can
© | TestView -

Basic Settings
B View Settings View ID

168347403
== User Management

View Name
M Goals Test View
A Content Grouping Website's URL

http:// ~ hashtagpaid.com/

Y Fikers

User-ID Reports
| Channel Settings Enabled
W Ecommerce Time zone country or territory

ated Metrics United States - (GMT-05:00) Eastern Time ~

Defaultpage  optiona
PERSONAL TOOLS &
ASSETS
Exclude URL Query Parameters optional

%~
= Annotations
Currency displayed as
fha Attribution Models US Dollar (USD §) ~
> Bot Filtering

< Exclude all hits from known bots and spiders

Linked AdWords Accounts

2 Scheduled Emails AdWords accounts not linked to this view
Hashtag Paid Inc (574-427-2493)

Saved Reports

Site Search Settings

~' Share Assets

Site search Tracking - ocptional
Query parameter
Use mas to sepa

Strip query parameters out of URL

I:Glmc categories oplona 6
2
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Setting Up Segments | Spl

Overview @

All Users

+ NEW SEGMENT Import from gallery Share segments

VIEW SEGMENT
All

System
Custom

Shared

Starred

Selected

Apply

Segment Name

s All Users

Bounced Sesslons

Canadian Users

Canadian Users (2)

Converters

Direct Traffic

Made a Purchase

Mobile and Tablet Traffic

Maobile Traffic

Cancel

segment from

Created

Sep 22,2016

Sep 22,2016

itting our audience

Modified

Sep 22,2016

Sep 22,2016

B SAVE

&, EXPORT <

View

Dec 23, 2017-Jan 21, 2018

SHARE 'EZ) INTELLIGENCE

Actions

Actions

Actions

Search segments

Actions ~

Actions

Actions ~

Actions

Actions

Actions

&
2
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Setting Up Goals | Measuring our wins

Administration » View Goals

hashtagpaid / hashtagpaid / Hashtagpaid Website

VIEW
S —
- Hashtagpald Website -
Goal .

. View Settings Influencer onboarding complete
- zer Management RFP (CW) Submitted
| reP (cW) Submitted
= Goals (w/marketers)

Sign up - Brands (landing page)
" Content Grouping

Sign up - Influencer

Y Filters
- Channel Settings 15 goals left

W Ecommerce Settings

Dd Calculated Metrics BETA

PERSONAL TOOLS & ASSETS

an

Segments

L~ Annotations

th Astnbution Models

= | Custom Channel Groupings
=1 BETA

W Custom Alerts
Scheduled Emaits
Saved Reports

o' Share Assets

o Goal setup
(®) Template
Select a template to start with a pre-filled configuration

REVENUE
Register online  Signed up for & cla

or scheduled an appointment

ACQUISITION

Create an account Successful sign up, account, or view created

Submit content  Submitted or uploaded a file
INQUIRY

Refer a friend Emailed link

Read reviews Viewed reviews and ratings

Upcoming events Viewed calendar or list or events

Download or print  Downloaded or printed brochure information
ENGAGEMENT

Share / soclal connect Shared to & social network or emalled

Get alerts  Signed up for alerts or newsletter

Contribute content Submitted or uploaded a picture, story, or other

Signup Subscnbe to newsletter, update alerts, or join group

Smart Goal not avallable

Measure the most engaged visits to your website and automatically tumn those visits Into Goals
Then use those Goals to improve your AdWords bidding. Leam more

Custom

ﬁ m Cancel

0 Goal description
Q Goal details

Cancel
&
2
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Setting up Reports and Dashboards

Used to customize our data for certain initiatives or tracking.
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GA Custom Reports & Dashboards

Custom Reports are generally used for time-bound initiatives such as
campaigns.

Dashboards are used for more broad analysis such as tracking social
traffic.

(%)

CAMP TECH.
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GA Reports | Creating custom re

Q Search reports and help

A HOME

BT  CUSTOMIZATION

Dashboards
Custom Reports
Saved Reports

Custom Alerts

Reports

(© REAL-TIME
o AUDIENCE
P+ ACQUISITION
B BEHAVIOR
Bs

CONVERSIONS

Q Dbpiscover

Create Custom Report

General Information

ports

Title | New Custom Report

Report Content

T——

Name ’ Report Tab

[ype | Explorer Flat Table = Map Overlay

Maetric Groups -
Metric Group

+ Add metric group

Dimension Drilldowns | --=-==---==----meommomomomoao o Y
: + add dim ) )

Filters - optional

Views - optional

All views associated with this account

O 1 view selected +

Save Cancel

&
2
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GA Reports | Creating custom reports

A B O Summary Content Analysis x Device Analysis

Name I Content Analysis

+add reporttab

Type {Explorel' Flat Table | Map Overlay

I

Metric Groups -
[Metnc Group

i Unique Pageviews

i Avg. Page Load Time (...

i Page Value v B

.+ Add metric group |

Dimension Drilldowns | gm
;i Landing Page

i Social Network > X

—

Landing Page ~

Javinash/

favinash/competitive-intelli
ysis-tools-metrics-reports-t

/avinash/complete-digital-a
osystem-how-to-win-big/

/avinash/google-analytics-¢
b-data-analysis/

/avinash/digital-marketing-;
adly-myths-de-mythified/

favinash/data-visualization
analysis-insights-action-fas

/avinash/digital-marketing-
ement-model/

/avinash/universal-analytic
tation-tips-strategy-tactics/

/avinash/see-think-do-care
t-marketing-measurement/

favinash/see-think-do-cont
ng-measurement-business

Unique

Pgwlews ¥ Ppageviews

47,831

% of Total
2.96%
(1,617,762)

9,888 (20.67%)

4,281 (8.95%)
3,944 (8.25%)
2,444 (5.11%)
2,430 (5.08%)
2,154 (4.50%)
1,675 (3.50%)
1,556 (3.25%)
1,289 (2.69%)

1,261 (2.64%)

53,525

% of Total: 2.92%
(1,834,313)

11,719 (21.89%)

4706 (8.79%)
4318 (8.07%)
2,646 (4.94%)
2,617 (4.89%)
2,393 (4.47%)
1,818 (3.40%)
1,687 (3.15%)
1,448 (271%)

1,420 (2.65%)

Avg. Page

Load Time
(sec) ~*

Bounce Rate

15.28 77.78%

Avg for View Awvg for View:
1235 74.86%
(23.72%) (3.90%)

6.83 53.25%

23.95 84.65%

21.52 84.34%

11.87 88.22%

9.43 86.69%

10.68 82.87%

25.22 81.98%

1491 86.97%

8.27 82.04%

9.1 83.25%

Page Value

$1.68

% of Totak
93.14% ($1.80)

$3.66(217.93%)

$0.53 (31.87%)
$1.18 (70.34%)
$0.55 (32.56%)
$0.85 (50.39%)
$0.47 (27.98%)
$1.41 (83.91%)
$0.66 (39.41%)

$1.39 (82.55%)

$1.31 (78.25%)
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GA Dashboards | Creating custom reports

Unique Visitors

752,915

100.00% (752,915)

Visits

® Sessions

N 10000

Visits
1,024,765
£ Total 100.00% (1,024,765) sttt
Aprii 2017
Type of Visitors
B New Visitor ® Returning Visitor Visits by Location

<

Pageviews

4,237,496

100.00% (4,23

Bounce Rate

48.99%

48.99% (0.00%)

Average Pages per Visit
414

4.14 (0.00%)

Average Visit Duration

00:02:30

00:02:30 (0.00%)

1 R 192103

e
S Visits by Device
Device Category
desktop
mobile
———ry. tablet

July 2017

Octaber 2017

Sesslons
678,481
303,723

42,561

January 2018

Bounce Rate
43.84%
59.17%
58.45%

&
2
CAMP TECH.

INTROTO
GOOGLE ANALYTICS



Google Analytics Scavenger Hunt

Let’s put our sKkills to the test!
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Scavenger Hunt — Use the Google Demo Account

e Tryto do this on your own.
o Ifyou're stuck, ask a friend next to you.

o We'll take this up in 45 minutes.
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http://camptech.ca/analyticsl
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Thank you!

Have questions? Reach out to: info@camptech.ca
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