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What is your customer’s journey?



“If you can't measure it, you 

can't improve it ”   Peter Drucker



Set Goals & KPIs For Your Website

1. Define Business Objectives and Website Purpose 
What is the purpose of the website? eg Direct revenue generation, Lead generation, 
servicing, education,? How do these align with business objectives?

2. Decide what you need to measure
Identify Primary and Secondary Goal types

3. Map out ideal customer journey across web

4. Map goals to quantifiable website metrics
How should these goals be measured?  What Metrics can we use? 
What should the Key Performance Indicators be?



Identify What You Need to Track

MACRO GOALS
i.e High level goals centered around your 

business objective

Examples:

Generate Sales Leads

Increase Transactions

Maintain Customer Loyalty

Educate about product or service

MICRO GOALS
i.e smaller goals helping you achieve & measure 

progress to macro goals

Examples:

Newsletter Signups

Product Views

Video Plays

Social media shares

Brochure download

White paper download

Completed customer surveys



The Customer Journey

Awareness

Engagement

Sale

Retention



How effective are 

you at moving the 

customer down 

the funnel?

Awareness

Engagement

Sale

Retention



• Map out customer onboarding 

journey

• Identify the metrics at each stage

• Join together metrics in a 

meaningful way to allow regular 

reporting and benchmarking

The Customer Journey

Awareness

Engagement

Sale

Retention



Metrics

• New Users

• Brand Searches

• Impressions

• Pages Viewed

• Time Spent on Site

• Downloads and Interactions

• Form Submissions

• Transactions

• Signups 

• Sales forms Returning users

• Login Frequency

• Renewal Rates

What Sort of Metrics?

Awareness

Engagement

Conversion

Retention



✓ Users (upto 2 years)

✓ Visits (sessions)

✓ Online Activities & Sales =  eg page 
views, events, social interactions, and 

ecommerce transactions

What You Can Track in GA



Different Metrics & Dimensions at Different Levels

Dimensions

Landing Page

Source/Medium

Campaign

Dimensions

User Type

Days Since last Visit

Session Count

Dimensions

Page

Hostname

Event Category

User Level Session Level Hit Level

Metrics

Users

New Users

Sessions Per User

Metrics

Sessions

Bounce Rate

Avg session 

duration

Metrics

Pageview

Time on Page

Total Events

Dimensions

Transaction ID

SKU

Product

Product Level

Metrics

Transactions

Revenue

Quantity



Different Ways to track conversions in Google 

Analytics

WAYS TO TRACK IN GA:

1. URL based goals - eg /thankyou.html

2. Time based – i.e spent longer than 10 minutes 

3. Pages per visit – based on number of pages viewed per visit

4. Event based – i.e on button click (requires custom code)

5. Transactional – using the Ecommerce tracking code

6. Custom Metric – Create a new metric you can add to GA



Reporting on Performance



Funnel Tracking: Ecommerce Shopping

Tip: Create remarketing lists for those that abandon

57% 

Abandonment 

at checkout! 

Ouch!



Funnel Tracking: Checkout



Funnel Tracking for Goals

• Setup a custom report based on your conversion funnel aligned against dimensions such as 
device, browser, traffic source

• Incorporate custom goal data side by side

• Helps you quickly identify what stage of the funnel users may be having issues

BRING IN YOUR GOAL DATA



Advanced Dashboards – Data Studio





Fantastic?



What About Offline Lead Sales?



Tracking Leads - The Problem

Sale Taken 

offline 
Web VisitWeb VisitAd Click

Money Spent on driving 

customer to website 

Form 

Submit

Enquiry dealt with 

offline with no 

attribution to lead 

source

X
Not Tracked 

GA

Tracked

GA
Tracked

GA

Tracked

GA

Tracked

GA



The Solution

Sale 

Taken 

offline
Measurement Protocol

To send Data back to GA in order to report sale

Form 

Submission 

with ID

1519959672 1519959672



1) Form Submit

Enquiry ID passed 
and stored in CRM 
along with Enquiry

2) Import

Tracking Offline Sales – The Process

Unique Form ID sent 
on form submission 

sent to GA and CRM 
as a custom field

1519959672

CRM

1519959672

Enquiry Status Sent 
back into Google 

Analytics 

The lead moves 
through your sales 
milestones.

3) Lead Nurtured 4) Data Import



Advantages of Importing Offline Data into GA

• Track performance across all online traffic channels.

• Gain insights from your data using Analytics segments.

• Grow customer value with remarketing audiences.

• Visualize your user journeys with custom reports

• Optimize your marketing based on ROI and predicted sales 

• Remarket based on sales data.



1. Ability to capture and store Google Analytics client ID on form 

submission 

2. Ability to send client  ID along with form enquiry details into CRM

3. Use Measurement Protocol to ‘Post’ data to GA from server 

Requirements



Custom Metric Passed 

into GA

How it Looks - GA



Data Studio Example - Lead Stage Analysis



Month on Month Analysis 



Channel ROI Analysis

High enquiry rate for Display, 

but poor sales conversion?

Would I best investing more 

in SEO and Social?



Segment Analysis - Converters



Segment Analysis - Demographics

Age Gender



Segment Analysis - Interests



Segment Analysis - Location



Optimise Google Ads for Offline Conversions

Import Offline Goals into Google Ads to allow you to report and optimise against 

offline sales

Can be leveraged by other AdWords features such as Search 

Funnels, Automated Rules and flexible bid strategies – which automatically sets 

bids to help you get as many conversions as possible while reaching your 

average cost-per-conversion goal.

https://support.google.com/adwords/answer/1722023?hl=en
https://support.google.com/adwords/answer/2472779?hl=en
https://support.google.com/adwords/answer/2979071?hl=en


• Understand Your Customer Journey

• Identify the conversion points on your site

• Track downloads, video plays & form fills etc

• Work with a developer to get setup

• Setup reports for quick access and analysis

Summary
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