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Why Google Analytics v

Google Analytics is a free tool from Google that provides you with key
insights into customer behaviour across ads and videos, websites and
social tools, tablets and smartphones.

It can provide you with answers to the following:

Website Quantity and Quality — Time on site, Bounce Rate
- Where Visitors come from — Sources, Keywords

- Where users go — Funnels, visitor paths

- How they behave on-site — Searches, Conversions, Exits

- What prospects do - Goals, Transactions

* Results and ROI - Revenue, Ecommerce
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Getting Started with GA
Setup & Configuration

ad
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Setting up Google Analyfics

1. Check whether your site is already using Google Analytics

 Install and use Google Tag Assistant recommended)
- View Page Source

2. Set up a new Google Analytics Account (if necessary)

- Go to www.google.co.uk/analyfics
- Requires a Google account
* Requires access to webpages to add code

3. Insert GA code on all pages of your site (do this manually or setup through Google
Tag Manager)

4. Link Google AdWords (if applicable)
5. Link Webmaster Tools (if applicable)
6. Exclude internal traffic and referrals from any payment gateways (filters) l
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Placing GA code on your website

« New Universal .js tracking code available from Google
«  Many accounts set to auto upgrade to it at some point

« Copy and paste code into every web page you want to track. Paste it
immediately before the closing </head> tag.

Tracking ID Status: Receiving Data
Anicca.co.uk (Universal A... -

UA-3325446-11
EQ Property Settings Website tracking

his is the Universal Analytics fracking code for this property. To get all the benefits of Universal Analytics for this property, copy and paste this code into every webpage you want to track.
=a= UserManagement
)

This is your tracking code. Copy and paste it into the code of every page you want to track.
=script=

Tracking Code (function(i,s,0,9,r.am}{if GoogleAnalytics Object]=r;ilr=i[r]|[function(}{

(i[r.a=i[r] a||0). push{arguments )} i[r] I=1*new Date();a=s createElement(o),
m=s.getElementsByTagMame(o)({0],a.async=1;a.src=g;m.parentNode insertBefore(a,m)
Session Seftings Wwindow,document, scriptffwww.google-analytics.com/analytics s "ga’);

JS Tracking Info

User-ID

Organic Search Sources ga(create’, UA-3325446-11" “anicea.co.uk);
Referral Exclusion List galsend, 'pageview’);

Search Term Exclusion List
=/script=

=] AdWords Linking

%¢ Remarketing

o

Custom Definitions

s

Data Import

@& Social Settings
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Check if your account is live using
Real-time Reports

anicca.solutionsi@gmail.com  Seftings My Account  Sign cut

Google Analytics

hittp:/iererwr weighttogo_com - hitp:/fwesrw weighttogo.com
www.weightiogo.com

Create Shortcutzets 9

| - Overview
MY STUFF . Pageviews
R|g ht now FPer minute Per second
(171 5]
amm Dashboards
Shortcuts
! Intelligence Events .
active visitors on site 2 -
STANDARD REPORTS B HEW B RETURNING -
1) Real-Time TR T
. -25 min -20' min -15 min -10 min -5 min 50 -45 sec -3 =20 -15 se
Overview = = =5
Locations )
Top Referrals: Top Active Pages:
Traffic Sources
Source Active Visitors & Active Page Active Visitors )
Content
There is no data for this view. i | [ 1 50.00%
Events 8eTa
) B 2. | lproductTKAWYP.html 1 50.00%

Conversions s=T4 Top Social Traffic:

i T Source Active Visitors + Top Locations:

There is no data for this view.
- -
- Acquisition
Top Keywords:
Keyword Active Visitors J

il Behavior

K Conversions 1. | (not provided) 1
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Website Conversion Tracking
Understanding what's driving results
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Principles of Conversion Tracking

1. Users Clicks Ad

" GO gle fresh coffee near victoria station| 2 LO n d S O n We bsi-l-e
:
Ads related to fresh coffee near victoria station ® L4 L4 1 L4 )
iy Gt 3. Performs important action eg ‘Signup
cafe example-business com
Always perfectly brewed coffee. The perfect way to start your day.

4. Conversion Fired!

5. Data sent to Analytics

sssssssss

| %W
A loyalty programme that's all
about you [+ = | -
set exclusive offers by simply registering a Starbucks ®  Keyword

30570 £3057
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Define Website Goals and KPIs

« ldentify website goals and objectives — what is the purpose of the website?e eg
Servicing, Educate & Informing, Direct Revenue generation?

« Establish metrics for measurement? E.g. How can these goals be measured,
what matters, what are the KPIs¢

Example Goals KPI

Enquiries # form submissions
Transactions # of Ecommerce Transactions
Account Signups # of signups

Login session activity # of logins

News Alert Signup # of signups

Social Shares # of shares and signups
Engagement Bounce rates

# of Downloads
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Google Analytics Overview
Understanding Analytics
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Getting Started with Reporting

Admin & Customisation

d {:L‘IDBIE Analytics Home ‘ Reporting Customization \ Admin

L]
Audience Overview

Email Export+ Add to Dashboard Shortcut

-~

e Dashboards

All Sessions + Add Segment

4«5 Shortcuts 100.00%

Overview
® Intelligence Events

Sessions + W5, Select a metric

G Real-Time # Sessions

1,000
im Judience e oy o

500
'L Acquisition
[ Behavior Jul 22 Jul 28
M Conversions

Sessions Lsers Pageviews Pages ! Sessi

22,383 16,561 69,345 3.10

Main Reporting (ABC) |7 TN S T T
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Analytics Conversion & Goal Tracking

ad
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Goals & Conversion Reporting

« Access your goal and ecommerce data in the Conversions secftion
« Relevant if you have setup goals and ecommerce reportinge

"ad Google Analy Home  Reporting  Customiation  Admin
d
Overview
Emall Export v  Add fo Dashboard Ehoriout
IB Dashboards a0

Shortcuts

Inteligence Events

All Sessions
100.00%

Goal 2 AN Enguirias T
D ReskTime

Overview

i Audience

.!P Acquisition

[0 Behavior
=

Conversions

~ Goals ol 22 Juil 23 A s - g iz

Cwerview

Goal URLs All Enquiries {Goal 2 All Enguiries (Goal 2 All Enquiries {Goal 2

A Completions) All Enquiries (Goal 2 Valee) | Conversion Rate) Abandonment Fate)
Reverse Goal ..
o, 0,
N 291 £29,100.00 0.45% 0.00%
AV A VAN AN o pVAVANNAV AR 0 o WAV,

Goal Flow
L EDDITITm
+ Mult-Channel Funnels Goals

- _ Goal Completion Location
+ Attribution Goal Completion Location L
Snurra ! Madiin 1 lanfahstas dnizsricssheandonmuersllesrines
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Goal Funnel Visualisation Report

Use the funnel visualisation report to see where people drop out of the funnel
process

Checkout 5 - Thank you for ordering
425 vigitors finished | 12.213% funnel conversion rate
Choose Food
2,544
2,544 — F 1,700
BT (e =]
435 How_Cur_Diket_Works il 122
421 844 (33.18%) ichoose plani22 meml 121
e procesded to View Your tems products/ofizrs heml 18
183 Icnange_your_Ise_forever. niml ]
View Your ltems
1,754
910 I
170 42
142 E
102 BrOGC TWPESR M 3
i o o e e T ] ]
) |productsiofiers raml ES]
Enter login details page
560
o L]
560 (100.00%)
d to Enter payment details page
Enter payment details page
586
26 —— b 162
{entrance] 4 = ™
! z checkout1 memil 41
1DIOErEdROD031357 reml 2 424 (72.35%) ‘eneckoutd remi 12
forderedRi0003 1650 Ml z proceeded to Checkout 5 - Thank you for ordering 7
FARRT 1 ‘OrGereARDI31S3E meml
Checkout & - Thank you for ordering
425
1 1221% funnel comversion rate
SFAQ M| 1
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Goal Flow Report

+ Use the goal flow report to see how people navigate towards goals.
« See where people exit or loop back!

Goal Flow

Doal: Theokout & Compleisd ~ Lawel of Dedsll Empart +

Choose Meals
414

Baskal Chec_outl hi
e
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Reporfting on Events

Once you have setup event fracking correctly on your site, you will see this data
appear in your events reports Behaviour>Events. You can turn events into goals
by using the names specified.

Events Overview Apr 21, 2014 - May 21, 2014

= Email Export ~ Addto Dashboard Shortcut

<
4 Shortcuts

TIP: Keep a consistent naming

All Sessions
~ 100.00%
§ it Srne format and watch capitalisation!
Overview
o Real-Time
Total Events v | V8. Selecta metric Hourly | Day Week Month
hi‘. Audience ® Total Events
800
't’ Acquisition
300
[0 Behavior rday, April 26, 2014
otal Events: 50
Overview
Apr 23 Apr 29 May 6 May 13
Behavior Flow >
» Site Content
T — Tofl Events Unique Events Event Value Avg. Value Sessions with Event Events / Session
» Site Spee =
e Somrh , 758 1,339 379,040 65.83 1,131 5.09
—~ N S A _ A |~ T
- Events
Overview
Top Events Top Events Event Category Total Events % Total Events
Pages Ewvent Category » 1. Enquiry Form 4251 [ 73.83%
Events Flow Event Action 2. Video / Seconds played 599 [l 10.40%
» AdSense Event Label 3. undefined 427 | T42%
Tprmes 4. Enquiry 233 | 405%
In-Page Analytics 5 Campaign Form 189 | 328%
6. test category 53 | 092%
f& Conversions L 7. Canlopenin 3 | 005%
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Audience Engagement

Bounce Rate = % of people that viewed one page and left

Pages/Session = Average number of pages viewed per user

« Session Duration = Average Time spent on site per user

Audience Overview Apr 1, 2014 - May 19, 2014
o Real-Time . Email  Export v  AddtoDashboard  Shortcut <r

All Sessions
100.00%

v
o8y
i Audience

TR e Overview

» Demographics Sessions ¥ | VS. Selecta metric For a more In depth VIeW go
» Interests ® Sessions to the engagement tab

200

Hourly Day Week Month

» Geo

~ Behavior
MNew vs Returning

Frequency & Rec >

Engagement ~ _
Apra Apris Aprzz Apr2s May & T My 13
I Technology b4
» Mobile M New Visitor B Returning Visitor
3 Sessions Users Pageviews Pages / Session Avg. Session Duration
» Custom
Veore 6,619 5,332 32,561 4.92 00:03:51
sers Hlow A AT Y T AT Y A A AN s | T e e A M
* P
= Acquisition Bounce Rate % New Sessions
Overview 48.89% 77.78%
Channels \[] Vo
All Traffic
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Audience Engagement

- For a more detailed breakdown of time spent on site and number of
pages viewed by visitors go to the Engagement tab under Audience

[
Engagement Apr 19, 2014 - May 19, 2014
Email Export~ AddtoDashboard Shortcut .
I Dashboards
“ All Sessions
aaaaaa
4 Shortcuts
bution
! Intelligence Events Session Duration  Page Depth
Sessions Pageviews
O Real-Time
3,631 8,199
|iii Audience o o
Overvie oX Sessio 551 Pageviews
Demographics .40 seconds 266 I— 4,401
Interests 4130 seconds 6 I 5%
G 3160 s [ | 361
Beh. 61-180 seconds 1l 736
New vs Returning 181-600 seconds 65 [l 871
Frequency & Rec. 601-1800 seconds 23 W 29
Engagement 1804 25 |
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New and Returning Visitors

How many people return to your websitee

Overview
Locations
Traffic Sources
Content
Events

Conversions

L]
fmy Audience
Overview

+ Demographics

New vs Returning

e Customize Email Export~ AddtoDashboard Shortcut
o All Sessions
100.00%
Explorer
Summary Site Usage Goal Set1 Goal Set2 Ecommerce

Sessions ¥ VS, Select a metric

® Sessions

200

Apr 19, 2014 -

You can change the
graph view here

Day Week Month

May 19, 2014

-

» Interests
» Geo
Apr2z Apr 29 May 6 May 13
~Behavior -
New vs Returning Primary Dimension: User Type|
Frequency & Rec... 3 Secondary dimension ~ | Sort Type: | Defaut ~ Q | atvanced B @ = |k EN
Engagement
Acquisition Behavior Conversions Goal 1: Guaranteed PPC enquiry ~
» Technology
lemiice Guaranteed PPC enquiry Guaranteed PPC
» Mobhile ~ % New Bounce Rate Pages | Avg. Session Goal 1 C son Ral Guaranteed PPC enquiry iry (Goal 1 Val
Sessions v Sessions New Users Session Duration ‘ anversion =) (Goal 1 Completions) LI =t
» Custom
Users Flow 3,631 71.30% 2,589  39.96% 00:01:23 0.00% 0 £0.00
6 of Total: b Sits q o of Tot b Site Avg Site Site g 1:23 Site g: 0.00% (0.00% o of Tot; 0 ]
'!’ Acquisition
F] 1 New Visitor 2,589 (71.30%) 100.00% 2.5890100.00% 32.64% 218 00:00:59 0.00% 0 (0.00% £0.00 (000
E Behavior B 2. Returning Visitor 1,042 (28.70%) 0.00% 0 (0.o0% 58.16% 248 00:02:23 0.00% 0 (0.00% £0.00 (0.0
L J \ J \ J
| | ] |

anicca
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% Mobile and tablet visits

* What % of your visitors come from Mobile or Tablet?

+ What is conversion and engagement like on Mobile devices?

- Do you need a mobile optimised website?

Intelligence Events

STANDARD REPORTS

) Real-Time

& Audience
Overview
+ Demographics

+ Behavior

» Technology

Explorer
Summary Site Usage
Visits » (V5. Select s metric

® Visits

8,000

W

2,000

Goal Set1

Goal Set2 Ecommerce

Day Week Month ﬂ L'y

« Mobile Sep 15 Sep 22 . Sep 28 Oct6
Overview
Primary Dimension: Dewvice Category
Devices
Secondary dimension = | Sort Type: | Default Q| advanced |FBH @ | = | E |0
¥ Custom
Visitors Flow Acquisition Behavior Conversions =Commerce ~
P Device Category
g Acquisition ¥ New Visits Bounce Rate Pages / Visit Avg. Visit Transactions Ecommerce
Visits ¥ New Visits Tt Revenue ;
uraticn Conversicn Rate
ym Behavior
143,315 62.94% 90.196 44.18% 83 £18,979.10
M Conversions % of Total Site Avg % of Total Site Avg Site % of Total
1. desktop 106,794 63.71% 68,034 4215% 3.69 00:03:47 60 £13,277.85 0.06%
2. tablet 21,823 57.29% 12,503 46.20% 3.32 00:03:31 20 £5,073.30 0.09%
3. maobile 14,698 G5.72% 9,659 55.93% 279 00:02:16 3 £627.95 0.02%

Show rows: | 10 |z| Goto: |1 1-2cf2 | £
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Note: If you have a separate mobile site you may want to setup a separate
profile to report on this data




Where are your visitors locatede

* Use the Location report to see the locations of your visitors

search@anicea.co.uk

Google A Home Reporting Customization Admin hitp:/fwww.anicca. oo.uk - hitp -
ad 3 www.anices. o, uk {
4
Sessions v VS, Select 2 metric Day Week Month 44 o
® Sessions
Dashboards I 200
+-2  Shorlcuts
100
@ intelligence Events
Apr32 Apr 28 May 6 hay 13
Q Real-Time -
Frimary Dimension: Country / Territory ity Continent  Sub Continent Region
Audience Secondary dimension * | Sort Type: | Default o | advanced [H @[T [T
Overview
Acquisition Behavior Conversions | Goal 1: Guerenteed PPC enquiry ¥
» Demographics Country I Territory
% New Sessions Pages j Session Avg. Session Guaranteed PPC enquiry (Goal 1 Guaranteed PPC enquiry (Goal 1 Guaranteed PPC enquiry (Goal
TWIEESE Sessions, - New Users Bounce Rate Duration Conversion Rate) Completions) 1 Value)
~Geo
3.631 71.30% 39.96% 2.26 00:01:23 0.00% 0
Language f Total: 100.00% g 00:01 0.00%; of Total: 0.00% (0
3,63 0.043% 0
Location
= 1. @3 United Kingdom 1,702 (46 87%) 73.15% 37.25% 266 00:01:59 0.00% 0 (000 £0.00 .00
+Behavior
[ 2 =5 United States 988 (27 21%) 54.35% 52.94% 177 00:00:51 0.00% 0 (000 £000 000
» Technology
» Mobile O 3 &= Inda 214 (5.89%) 88.79% 33.64% 20 00:00:57 0.00% 0 (o.00 £0.00 000
» Cuslom O 4§ canada 100 21.00% 21 16.00% 225 00:00:40 0.00% 0 oo £0.00 000
Users Flow [ s (notset) 53 (1.46%) 24.53% 13 75.47% 1.36 00:00:16 0.00% 0 (oo £000 oo
[ 6 == Metherlands 68.00% 54.00% 1.66 00:01:20 0.00% 0 (o.00 £0.00 000
"_, Acquisition
0 7 m Germany 95.83% 48 35.42% 1.94 00:01:13 0.00% 0 (o.00 £0.00 000
E Behavior ] 8. HA Australia 34 (0.54%) 100.00% 34 1471% 185 00:00:01 0.00% 0 .00 £0.00 .00
[l 9. ™ Indonesia 33 (0.91%) 90.91% 30 24.24% 218 00:00:14 0.00% 0 oo £0.00 0.00
M Conversions
B w0 = Spain 92.00% 23 28.00% 2.08 00:00:55 0.00% 0 (0.00% £0.00 0.000
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Advanced Segments

« Apply a custom segment to your reports to isolate and analyse subsets
of your traffic

« Select from predefined custom segments or easily create your own.

Audience Overview Apr 19, 2014 - May 19, 2014
Email  Export v Add to Dashboard _ Shorteut B e
o All Sessions Google ICPC Sessions with Referral Traffic

100.00% 1.24% 0.00% A 21.56%
Overview

Sessions ¥ V8. Select s metric Hourly Day Week | Month

® Sessions (All Sessions) @ Sessions (Google ICPC) @ Sessions (Sessions with Transactions) & Sessions (Referral Traffic)

100
[ . ——
F 4 - —— - - - * - - o - 2 - - 3 - 2 - - > - ol g > v 2

Apr 22 Apr 28 May May 12

W Mew Visitor B Returning Visitor
Sessions Users Pageviews Pages / Session Avg. Session Duration All Sessions Google ICPC Sessions with Transactions
All Sessions All Sessions All Sessions All Sezsions All Sessions There is o data for this view.
3,631 2,736 8,199 2.26 00 01:23
N P e WAL Ve VI Y . Y " YRR NP W o Wl e e i
Google ICPC Google ICPC Google ICPC Google ICPC GJJ;I= ICPC
45 44 86 1.91 00:00: 36
ot DR | b n S| an A ol | B A |
Sessions with Transact. . Sessions with Transact... Sessions with Transact.. Sessions with Transact.. Sessions wth Transacl
0 0 0 0.00 00:00:00
Referral Traffic

Referral Traffic Referral Traffic Referral Traffic Referral Traffic Referral Traffic
783 233 1,599 2.04 00:01:45

A AN | N o AN | e N A | A AN A AL
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Acquisition
What drives traffic
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Acquisition Report

* Find out what brought visitors to your site

« See visits by channel, campaign, keyword and source/medium

Acquisition

Overview
Channels

All Traffic

All Referrals
Campaigns

r Keywords

Cost Analysis BETA
r AdWords

+ Social

¢+ Search Engine
Optimization

anicca

Acquisition Overview

Email Exportv Shorteut

All Sessions
100.00%
Primary Dimension Goal Option:
Top Channels ~ eCommerce + Edit Channel Grouping

N

Top Channels

Acquisition

Sessions

1 m Paid Search

2 m Organic Search

3 W Direct

4 1 Referral

+ Add Segment

W Paid Search
W Organic Search
W Direct
Referral
w Email
(Other)
Display
Social

+ % MNew Sessions

22,383

89.27%

1943 [

sas ||

62.36%

50.85%

51.09%

Sessions Conversions
® Sessions ® Transactions
1.000 &0
o }"\/
Julzz EED) A5 Aug 12 Juizz
Behavior Conversia
New Users Bounce Rate Pages / Session Avg. Session Duration Transactions
15,504 56.11% 310 00:02:16




Channels (Acquisition

See the performance of each individual channel

ad Goog Home  Reporting  Customization
.l
Channels
Customize Email Export v  Add to Dashboard
Dashboards
- All Sessions
100.00%
#=5  Shortcuts
Explorer
@ Intelligence Events Summary Site Usage Goal Set 1
Sessions ¥ VS, Selecta metric
G Real-Time
® Sessions
imi Audience 200
=%, Acquisition
100
Oveniew
Channels
Apr 22
All Traffic
Al Referrals Primary Dimension: Default Channel Grouping
Campaigns
+ Keywords
Cost Analysis
Default Channel Grouping
» AdWords
»Social
»Search Engine
Optimization
[0 Behavior [E1] 1. Organic Search
O 2 Referal
Conversions
i ] 3 oirect
| 4 (othen)
O & social
O & Email
O 7. PaidSearch

Admin

Shortout

Goal Set2 Ecommerce

Source / Medium  Source  Medium

Secondery dimension ¥ | Sort Type: | Default v

Acquisition

Sassions.

3,631

1,912 (52.66%

721 (19.86%)

¥ % New Sessions

71.30%

82.58%

2247%

86.22%

89.91%

46.03%

48.89%

91.11%

Completions}

aprzs sy May 13
Behsvior Conversions  Gosl 1: Guarantesd PRC enquiry =
Pages / Session Avg. Session Duration nquiry (( 1
New Users Bounce Rate =
39.96%
1,598 ¢ 23.60% 2.49 00:01:31 0.00%
162 (225 74.62% 1.09 00:01:45 0.00%
29.50% 230 00:01:08 0.00%
98.68% 1.09 00:00:01 0.00%
29 25.40% 2565 00:01:48 0.00%
2 42.22% 1.96 00:00:20 0.00%
41 40.00% 191 00:00:36 0.00%

Analtics Home | Terms of Senvice | Privacy Policy | Contact us | Send Feedback

PPC enquiry (Goal 1

Show rows: 10

htp:

Apr 19, 2014 - May 19, 2014

-

=~

Day Week Wenth

Q  advanced B | @ T [E| &

Guaranteed PPC enquiry (Goal 1
Value)

£0.00

0 £0.00
0 £0.00
0 £0.00
0 wo0% £0.00
0 £0.00
0 £0.00
0 £0.00

w Gote:|1 | 1-7cf7 [ % 2

wss generate:

5/20/14 8t 2:18:47 PM - Refresh Report
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Referring sites

See the top external sites sending traffic to your website

Referral Traffic
Customize  Email Export - AddtoDashboard  Shortout
All Sessions
e S oaTme
Explorer
Summary SiteUsage Goal Set1 GoalSet2 Goal Set3 Ecommerce
Sessions ¥ VS, Select = metic
® Sessions
20
1
L4
Aprg Ap
Primary Dimension: Source Landing Psge  Other
Secondary dimension v | Sort Type:  Default ~
Aoquisition
Source
% New Sessions
Sessions
316 72.47%
| 1. comment-economiserfr 25 (7913 72.00%
[E| 2 livesagepaycom 2 (685 476%
[ 3 googlefr 18 (5.70% 100.00%
[[1| 4 linksvimego.com 18 (5.70% 5.56%
| 5 semaltsemaltcom 100.00%
O] 6 google.couk 13 (a.113 23.08%
[ 7. googlese 12 (2308 100.00%
[C1| 8 rsearchyahoo.com M (348 100.00%
1| 9. thebestofcouk 9 (2859 44.44%
| 10, youtube.com 9 100.00%

New Users

Behavior

Bounce Rate.

229

7.86 2400%

44 0.00%

7.86% 50.00%

3333%

8.55' 100.00%

92.31%

5.24% 66.67%

4.80% 45.45%

1.75! 2222%

66.67%

»
"
3

Pages | Session Avg. Session

Duration

428 00:04:21
652 00:09:35
189 00:00:32
9.06 00:11:40
1.00 00:00:00
1.31 00:00:43
133 00:00:03
273 00:01:00
822 00:06:55
1.56 00:00:10

»

“Event: Transacti

Conversions

*Event: Transaction Complete (new 16 May) (Goal
4 Conversion Rate)

2.22%

0.00%

476%

0.00%

16.67%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

May &

Q

plete (new 16 May) ~

*Event: Transaction Complete new 16 May)
(Goal 4 Gompletions)

T My 12

Apr 1, 2014 -May 19, 2014

-

Day Week Month | o4 %

advanced H (@ | T | k| &

*Event: Transaction Complete {new 16 May)
(Goal 4 Value)

£0.00

£0.00

£0.00

£0.00

£0.00

£0.00

£0.00

£0.00

£0.00

£0.00

£0.00

Note: If you are seeing your own website listed here it you may have tracking code missing or

not working on certain pages. There are a number of reasons for self-referrals
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Behaviour
Understand what people do
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Most Visited Pages (All Pages

See which pages are viewed most

search@anicca.co.uk

ad GUOSIL‘ Analy Home Reporting Customization Admin mf-group.com - htty - 1
32_tmf-group.com (
. Pages Apr 21, 2014 -May 21, 2014
Email Export~ Add toDashboard Shortcut € r
I8 Dashboards - All Sessions
100.00%
#m Shortcuts Explorer = Navigation Summary In-Page

View by Page Title

® Pageviews

X Day Week Month ﬁ B
@ intelligence Events

O RealTime 10,000
Audience /
5,000

'!, Acquisition

Apr22 / Apr29 May 6 May 13
[0 Behavior

Primary Dimension: Page Page Tile Content Grouping: none Other
Qvenview
Secondary dimension v | SortType: | Defaut v Q, advanced B @ | T
Behavior Flow —
~ Sjte Content Page Pageviews 4 Unique Pageviews Avg. Time on Page Entrances Bounce Rate % Exit Page Value
GIlF=s 160,882 00:01:14 63.47% 41.11%
Content Drilldown o SRR EOEENE RSO S DLEEERIERS
Landing Pages B 11 @ 25340 (1 00:01:24 23,778 (20710 45.18% 43.80% £0.01
Exit Pages B 2 reniwho-we-arefabout-usitmf-group & 6,949 (357%) 5,775 00:01:37 434 (059 5369% 3321% £0.01
» Site Speed [0 3 lescoiwhat-we-do/senices/hr-and-payroll-senices ] 6,326 (3.25% 5806 (251 00:01:45 89.80% 85.68% £0.01
0D EeEne [ 4 fenfwhowe-are/about-us/our ofices @ 4539 (233 3661 (o0 00-00-16 86 (011 20.42% 6.10% £0.020101 2%
» Events
[ 5 ren/where-we-are/europe-middie-east-and-africa i 4312 (222%) 3,184 00:00:21 123 15% 13.82% 6.73% £0.03(162 44%
» AdSense
[ 6 fenWhat-We-Do/Senices/Tax i 4,265 (2.19%) 3.854 00:02:10 3,846 (451% 85.91% 85.32% £0.01 (48 22%
Experiments
O 7. ren/iwho-we-are/woricfor-usivacancies & 3,636 (1.87%) 2,353 (145 00-00:24 79 (10% 21.52% 7.78% £0.00 (1122
In-Page Analytics
I} 8. /quickstartsimplicity @ 3,608 (1.85%) 3,483 (216 00:02:47 3478 (235% 95.14% 95.84% £0.00 oo
B Comersions O 9. lescolwhat-we-do/senices/accounting @ 3,374 (173%) 2,993 00:01:39 2,781 (3.47% 86.59% 80.56% £0.020124.12
[ 10. len/who-we-arefabout-us/executive-board @ 8) 2,463 (152 00:00:42 145 (0.18% 53.10% 14.05% £0.01 (2227

Show rows: 10 ~ Goto: |1 1-100f4341 | < >

©2014 G e | Analytics Home | Terms of Senice | Privacy Palicy | Contact us | Send Feedback
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Top Landing Pages

See which pages people enter your site on...

Tip: Use Weighted sort

Primary Dimension: Landing Page Other
Secondary dimension ~ | Sort Typel] Weighted ~ | < Q |advanced H | @ | = |k |7
Acquisition Behavior Conversions | Goal 1: Guaranteed PPC enguiry =
Landing Page .
X %% New Bounce Rate Pages / Avg. Session {GGI:;TPCE::‘:F;::‘:RZE} ‘Guaranteed PPC enquiry Guaranteed PPC enquiry
E=ssons Sessions e Session Duration {Goal 1 Completions) {Geal 1 Value)
3,722 71.41% 2,658 2.29 00:01:24 0.00% £0.00
Il 1. Ippc-mistakes-online-survey htm = 481 (12.92% 10.19% 49 124% 93.149 1.09 00:00:52 0.00% 0 j0.00% £0.00
[l 2 Icontacthtm = 164 (4.41% 83.54% 137 (5.15% 96.349 1.09 00:00:02 0.00% 0 (0.00% £0.00
[l 3 lindexhtm = 635(17.06% 68.19% 433 (1 49.29% 280 00:02:34 0.00% 0 (0.00% £0.00
Il 4 iphonecall = 88 (2.38% 86.36% 76 2 100.00% 1.00 00:00:00 0.00% 0 (0.00% £0.00
Il 5. Ippc-pay-per-click-packages.htm s 109 (2.93% 85.32% 93 (2.50% 71.569 1.60 00:02:03 0.00% 0 j0.00% £0.00
. Ippc-pay-per-click-managementhtm & 2.42% : 2.56% . . 03 X 0.00% £0.
8 1 lick: t.ht 90 75.56% 68 53.339 21 00:03:44 0.00% 0 £0.00
Il 7. ladwords-bootcamp.htm = 31 pe2% 83.87% 77.429 1.48 00:01:31 0.00% 0 j0.00% £0.00
[ g ocole-adwordspayperdici-ebookn® 26 (0 70% 9231% 76.929 177 00:01:57 0.00% 0 (.00% £0.00
Il 9. fonline-prhtm & 14 (0.28% 50.00% 92.869 1.14 00:01:37 0.00% 0 j0.00% £0.00
lcontact itm?50% Grant for Leicester B &
0.40% -00: 0.00% £

1 10 'B Businesses= 15 (0.40% 60.00% 86.67Y 1.47 00:00:16 0.00% 0 (0.00% £0.00

Check Bounce Ratese
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Landing Pages

Identify landing pages with high bounce rates (Comparison view)

Pri

10.

mary Dimension: Landing Page Other

Secondary dimension = | Sort Type: | Default =

Landing Page

findex.htm
Iblog/2013M10/se0-update-googles-new-hummingbird-algorithm-updatelindex.htm
Ippc-mistakes-online-survey.htm

Iblog20111 0Mhow-to-improve-your-amazon-listing/index.htm
Iblogf2012/03the-benefits-of-using-channel-advisor-for-ecommerce-management/index htm
Icontact.htm

Iblogf2013105/cv-writing-tips-for-a-digital-marketing-jobfindex htm
Iblog/2014/05/growth-vouchers-and-leicester-business-grantsfindex. htm
Ippc-pay-per-click-packages.htm

Ippc-pay-per-click-management.htm

Hal | Hal eE] Hal | Mwl Hal Hal  Hal Hal

&

Sessions

259

181

164

121

121

109

90

Bounce Rate

Q, | advanced | (@ | =§ T FT
+ [compared
to siteaveragec

39.47%

24.89%

-T7.74%

_135.99%
-gg.ug%ﬂ
-gs.sn%ﬁ
_144.10%

_35.13%
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Top Exit Pages

See which pages people exit on....

Primary Dimension: Page

Secondary dimension ¥ | Sort Type: | Default * Q  advanced M| @ | = | T |
Page Exits. + Pageviews %% Exit

e eaT22 e e
= 1. Iblog/2013M10/seo0-update-googles-new-hummingbird-algorithm-update/index.htm & 625 (16.79%) 1,469 (17.22% 42 55%
= 2. Ippc-mistakes-online-survey.htm & A7 [12.84%) 514 (6.02% 93.00%
I71 3. findexhtm & 37T (10.13%) 815 (9.56% 46.26%
= 4. [blog/20111 0/how-to-improve-your-amazon-listingfindex.htm = 256 (6.88%) 551 (6.48% 46.45%
7] 5 Icontacthtm = 239 (5.42%) 343 (s02% 69.68%
I s Iblogl2012/03the-benefits-of-using-channel-advisor-for-ecommerce-managementindex. htm = 170 (4. 403 (4.72% 42.18%
= 7. Iblog/2014/05/growth-vouchers-and-leicester-business-grants/index.htm = 120 (3.22%) 339 (297% 35.40%
ol 8. Iblog/2013/05/cv-writing-tips-for-a-digital-marketing-job/findex.htm ] M7 (214 47.37%
Il a Ippc-pay-per-click-packages.htm it 109 (2.33%) 176 208w £1.93%
=1 10. Iphonecall & 98 (2.53%) 99 (1.16% 95.99%
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Behaviour Flow

« See the path users take through your site (useful for understanding paths to
conversion)

Behavior Flow

Select a view type:

A Create Content Grouping

il Automatically Grouped Pages

@ Events

Automatically Grouped Pages |r Level of Detail

Starting pages

3.72K sessions, J.1K drop-offs

I. (=100 more pages)
1.48K

1st Interaction
619 sessions, 260 drop-offs

2nd Interaction
350 sessions, 165 drop-offs

3rd Interaction
185 sessions, 69 drop-offs

Pages and Events findex. htm feontact htm findex htm
. = 640 L 93 = 43 i 23
! Icontact htm
+ a H ] Tblogfindex.htm in 40 n 19
&2
l' fcontact htm Il Pre-pay-pe TR
; 19
“ ! 26
- - - 66
= /blog/201 index.htm fblog/2013/.. findex.htm /blog/ind
&% in p - logfindex him iw Ibloglindex.him
fabout ht 25 ©
1 i .-359 out.htm
findex. ht
- l' Ippc-pay-pe...gement.him l' 1'2 s nm
l' Ippc-pay-pe...gement.htm 2
34 — o
iw (+53 more pages) [ '93‘ TAre pages]
. \ 195
=% /ppc-mistak..surveyhtm I. Ippc-mistak...survey. htm n (+25 more pages)
481 481 =13
&4
= /blog/2011/.. findex.htm fblogi2011/... findex.htm
259 i 259 |3
= (bipg/2012/.../index.htm [ 1 1
/blog/2012/.. findex. / .
o | [ip: Apply a segment to get more detalil
< 154K
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Navigation summary

The navigation summary provides detailed insight into the pages the
proceed and follow a particular page

Explorer MNavigation Summary In-Page
Pageviews = V5. Select s metric Day Week Month
@ Pageviews

200

&g

Sep 8 Sep 15 Sep 22 Sep 29

Current Selection: / - Show rows; 10 [+]

Entrances Sep 1, 2013 - Sep 30, 2013: 43.85% Exits Sep 1, 2013 - Sep 30, 2013 21.36%

Previous Pages Sep 1, 2013 - Sep 30, 2013 56.15% Next Pages Sep 1, 2013- Sep 30, 2013: 78.64%

Previous Page Path Pageviews % Pageviews Next Page Path Pageviews % Pageviews
fchoose-plan/22. html & 252 12.51% fchoose-plan/22 html i a6 29.95%
fproductsioffers.html [ic) 238 11.81% iproductsioffers. hitml it 348 11.76%
fproductMWPESR. html i 86 4.27% flogin.html it 325 10.99%
fproducts/Customer_0Order. html & T3 3.62% How_0Our_Diet_Works.html i 141 477%
How_Qur_Diet_Works html i Ga 3.37% fproductfCCAS65.htmi i 124 4.19%
fcheckout.html & 65 3.23% Iproducts/Customer_Order.html il 112 279%
flogin.html i 62 3.08% Iproducts/22 htmi it 99 3.35%
fproduct/CCASES htmi & 55 2.73% forum.html i a1 274%
forum.html L 49 2.43% Iclinicaltrial-success.html & 65 2.20%
IFACLhtmI i 43 2.38% Icheckout1.html & 60 2.03%
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IN-page analytics

Visually see how users interact with your webpages

GOOS[Q AnalytiCS Loading...

Pageviews Unique Pageviews

Avg. Time on Page Avg. Page Load Time (sec)

931 760 00:01:38 4.28

% of Total: 20.62% (4,514) % of Total: 19.99% (3,801)

Bounce Rate % Exit

48.05% 44.79%

Site Avg: 70.94% (-32.27%)

Site Avg: 00:01:48 (-9.65%) Site Avg: 13.25 (-67.73%)

Site Ava: 52.84% (-15.23%)

#® Show bubbles n Show colour Browser Size Exit

Clicks

~ with more than: | 0.10%

v

“anicca

Experts in the science of search @

a@ Tel: 01&29&929

About | Contact us | Blog | Support | Careers
14% 45% 6.8%

Ecommerce Marketing Web Development Training  Portfolio

12%
Home Search (SEO) Pay Per Click (PPC)

Website design, Search engine  Pay-Per-Click,  Audits, Google Tools, tips &
build & optimisation

e-mail & online Analytics & training for
ﬁvelopment rketing online success

N R%.
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New site

Page Views

Unique Page Views

1,144 952

% of Total: 24.10% (4,746)

Avg. Time on Page Avg. Page Load Time (sec)

00:01:21 4.62

Avg for View: 00:01:25 (-3.97%)

Bounce Rate % Exit

54.07% 52.01%

Avg for View: 66.01% (-18.10%)

% of Total: 23.56% (4,041) Avg for View: 12.51 (-63.03%) Avg for View: 53.10% (-2.

— FEICE

Clicks + with more than:| 0.10%

-

16% 14% 1.3% 5.6% 01 i 6 2544876

5.1%
Home | About | Contact | Support | Careers | Blog | Case Studies

CII'IICCCI

[ Experts in the science of search .

—— e e — — =

PPC SEO Content Social Analytics Lead Generation Ecommerce Training Web

@ 2015 Google | Analytics Home | Terms of Service | Privacy Policy | Send Feedback

anicca




Top Conversion Paths

Primary Dimensicn: MCF Channel Greuping Path  Scurce/Medium Path  Scurce Peth  Medium Psth Other Channel Groupings
Secondary dimension Q | advanced | BB | @ | = | &
MCF Channel Grouping Path Conwersions A Conwversion Value
1. | Organic Search | Direct | 5 £1,308.75
2. | Direct=2 || 3 £678.90
3. [F'aid Search /| Organic Search | 2 £199.90
a. | organic Search > | Direct x2 || 2 £248 05
5. | Organic Search x 2 || 2 £199.90
6. [Paiosearcn > [Direct =2 1 £99.95
7. | Paid Searcn > | Display > | Direct | 1 £99.95
8. | Paid Search x2 ) | Direct | 1 £09.95

9. [Paiasearch x3  [Direct x 3] 1 £429.95

10. | Direct =3 ]| 1 £229.00

Show rows: | 0 IZI Goto: |1 1-10ecf28 | £ ]

The report shows all of the unique conversion paths (i.e. sequences of channel interactions)
that led to conversions, as well as the number of conversions from each path, and the value
of those conversions. This allows you to see how channels interact along your conversion
paths.
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