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Understanding the
Value of Your Leads in
Google Analytics and
Data Studio

Ed Truman
ed@anicca.co.uk
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data driven digital marketing




What is your customer’s journeye



“If you can't measure it, you
can't | Improve it”

Peter Drucker

-
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Set Goals & KPIs For Your Website

1. Define Business Objectives and Website Purpose
What is the purpose of the websitee eg Direct revenue generation, Lead generation,
servicing, education,2 How do these align with business objectives?

2. Decide what you need to measure
ldentify 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?
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ldentity 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

anicca

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

A\ 4
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How effective are

you at moving the
customer down
S .

the funnel?¢
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The Customer Journey

* Map out customer onboarding
journey

+ |dentify the metrics at each stage

- Join together metrics in @
meaningful way to allow regular
reporting and benchmarking
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What Sort of Metricse

Metrics

* New Users
Brand Searches

° |mpressions -

« Pages Viewed

- Time Spent on Site

«  Downloads and Interactions '
’

«  Form Submissions
- Transactions
«  Signups

« Sales forms Returning users
« Login Frequency
- Renewal Rates
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What You Can Track in GA

‘ v Users (upto 2 years)

v Visits (sessions)
Session Session
[ | [ |
] 1 ] 1

v Online Activities & Sales = eg page

Pageview | | Pageview | | Pageview | | Pageview views, events, social interactions, and

ecommerce transactions
Trarg;acti Agg,l—o Event Event

aniccq Google Analytics




Different Metrics & Dimensions at Different Levels

User Level Session Level Hit Level Product Level
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Different Ways to track conversions in Google
Analyfics

WAYS TO TRACK IN GA:

URL based goals - eg /thankyou.html

Time based — i.e spent longer than 10 minutes

Pages per visit — based on number of pages viewed per visit
Event based —i.e on button click (requires custom code)

Transactional — using the Ecommerce tracking code

o oA WD oE

Custom Metric — Create a new metric you can add to GA
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Reporting on Performance



Funnel Tracking: Ecommerce Shopping

M sessions Shopping Progression M Abandonments

All Sessions Sessions with Product Views Sessions with Add to Cart Sessions with Check-Out Sessions with Transactions

52,911 46,061 40,247 36,908 15,995

87.05% 83.76% 88.79%

.
\ 4 \ 4 \ 4 \ 4

N ' S7%
No Shopping Activity No Cart Addition Cart Abandonment Check-Out Abandonment \
3,641 see% 7,415 161% 4,495 1% 21,365 57.89% Abandon ment

T at checkout!
Ouch!

Tip: Create remarketing lists for those that abandon




Funnel Tracking: Checkout

M sessions Checkout Progression B Abandonments

Review Cart Shipping Billing

5,919 4,540 767% | 1,499

[
68.24% « 296% - 7395% w —_— 75.74% w

) 4 ) 4

Review Cart Shipping Billing

1,879 s175% | 3,193 70.33% 379

Review Transaction

% | 1,121

) 4

Review Transaction

284

Sessions with Transactions

~ 849



Funnel Tracking for Goals

device, browser, fraffic source

* Incorporate custom goal data side by side

4 Safar

Primary Dimension: Browser

Desktop Traffic

1 nternet Explorer
2. Chrome

3. Fiefox

Secondary dimension -  Sont Ty

Visits

e, Defaull -

61,423

21,218

21,037

10,424

8,115

Unique Visitors
¥

50,577

17.329
17.304
6.566

5,101

Bounce Rate

48.06%

BRING IN YOUR GOAL DATA

\

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

[

5 Pages+ (Goal 11
Conversion Rate)

19.62%

£ =3
2387%
17.13%
16.80%

16.11%

4 Minutes+ (Goal
12 Conversion

Rate)

14.76%

=%
17.19%
1361%
14.58%

11.53%

Q\ advanced @ (5

Sh Cart Start  Ch C Biting

(Goal 6 Conversion  (Goal 7 Conversion  (Goal 9 Conversion
Rate) Rate) Rate)

1.63% 0.77% 0.58%
zZ =t =z T=1
221% 1.09% 079%
112% 0.57% 0.42%
1.62% 071% 0.59%
1.42% 0.49% 0.43%

65% Dropoff of Safan Desktop Trafic
from Cartto Checkout
IE and Chrome are ~ 50%

|/

Ecommerce
Conversion Rate

0.45%

=3
0.59%
0.34%
0.49%

0.28%

Setup a custom report based on your conversion funnel aligned against dimensions such as

£t |m

i

Per Visit Value

$2.27

= 3
-

$3.10

$2.01

$2.02

$0.98



Advanced Dashboards — Data Studio

Acquisition Engagement Conversion

Sessions Avg Sessions Per User Viewed Blog Viewed Press Center Viewed Industries Page

125,773 1.39 9.04% 3.59% 15.56%

New Users % New Users Pages / Session Viewed News & Events Product Detail View Rate % Viewed Case Siudy Page

81,330 89.73% 28 4.28% 17.69% 1.94%

Unigue Pageviews Number of Sessions per Usq Bounce Rate Viewed Services Page Unique Pageviews

269,286 1.39 34.67% 3.87% 269,286

Sessions that included

Downloaded A Brochure Downloaded A Case Study [l Outbound Link Click
4.71% 0.10% 8.55%
Product Page

Viewed File Downloads Blog Views Viewed Industries Viewed News & Events Viewed Press Center Enquiries Form Enquiry Rai:

Feb 2019 8,816 I 10,955 1,921 512 1,064 I 1,622 425 I 444 NN 122 -

Jan2019 B 07 4 S 2 /I 1237 1152 I 4

Dec 2018 18466 IE— 23,597 I 4187 I 1,127 I 2,012 I 3,730 I 1,016 I 234 I 267 I

Nov 2018 22,305 I 28,631 I 4971 I 1471 I 2,681 I 4,437 I 1347 N .02 I 23c I

Oct 2018 B VS SO S I A7 G 05 I 125 0.6%
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Jul 16 Aug 16 % MoM Sep 16 % MoM Oct16 % MoM Nov 16 % MoM Dec 16 % MoM 1]

Facebook Posts 45 26 W-43.1% 17 W -355% 17 A 18% 16 W-48% 22 A s0.0%
Facebook Fans 7.403 5248 W-20.1% 5402 & 2.9% 3912 W-276% 5232 & 337% 5242 A 0.2%
Twitter Followers = = = = o 9,930

Brand Mentions C = = L o 3,053

Branded Search 33,975 49,315 A 45.2% 47226 W-4.2% 43,406 W -8.1% 646,058 M 47.6% 41,643 W -353%

The dashes in this Kiip mean there is no data available for the month,

How do you define engagement? Use the dropdown menus below to define what Engaged means for your business,

Average Time I b
Jul 16 Aug 16 % MoM Sep 16 % MoM Oct 16 % MoM Nov 16 % MoM Dec 16 % MoM 1]
Referral - Engaged 4123 3766 ¥ -8.7% 4,162 & 105% 3952 W-5.0% 4507 & 14.0% 2634 W -416%
FIRST VISIT Referral - Not Engaged 5,584 5670 & 1.5% 5047 W-110% 4854 W -3.8% 5512 & 13.6% 3,334 W-35.5%
Sacial - Engaged 1,150 817 W -237% 854 W-26% 796 W -G.6% 1161 & 45.6% 743 W -360%
Social - Not Engaged 4,806 1885 W -60.8% 1911 A 14% 1952 A21% 2367 A 21.2% 1510 ¥ -36.2%
(Other) - Engaged 583 935 W -48% 725 W-225% 731 A0I% 1,100 & 50.5% 413 W -625%
(Other) - Not Engaged B30 732 W17 605 W -17.4% 62 A 25.9% 589 W-22.7% 589 & 0.0%
Total New Visits 409,212 344065 W -159% 336763 W -21% 353,362 A 4.9% 425,273 & 203% 229,873 W -46.0%
Jul 16 Aug 16 % MoM Sep 16 % MoM Dct16 % MoM Nov 16 % MoM Dec 16 % MoM L]
2nd or 3rd Visit 45,280 52,060 A 15.0% 45,166 W -13.2% 30,766 W -231% 24,050 W -30.8% 23,461 W-25%
&th to Oth Visit 24,508 26352 A 75% 21001 W -20.3% 16030 W -237% 10,420 W -35.0% 10586 A 16%
RETURNING VISITS 10+ Visits 32,550 37202 A 162% 28242 W -26.1% 19,263 W -318% 13,198 W -315% 12,019 W -8.3%
Avg. Browse Rate 33 3.4 & 36% 36 A3S% 35 W-0.4% 36 ALl 34 W-4.0%
Avg. Time on Site 3m:30s 2m:19s W -33.7% 6m:33s A 181.8% 2m:19s W -64.7% 2m:lss W -2.8% 3Im:20s A 55.4%
Jul 16 Aug 16 % MoM Sep16 % MoM Oct16 % MoM Nov 16 % MoM Dec 16 % MoM (]
WER COMVEREION Product Page Visits 2,578 2525 W-2.1% 2775 A 9.9% 2431 V-122% 3004 A 233% 2,932 W -23.6%
Goal Conversion Rate 70% 9.8% & 40.7% 6.0% W -38.9% 228.3% A37188%  712% W -68.8% 29% W -95.9%
Jul 16 Aug 16 % MoM Sep 16 % MoM Oct16 % MoM Nov 16 % MoM Dec 16 9% MoM Q
New Customers 858 1072 A 269% 0 ¥ -100.0% 14 0.0% 32 A 128.6% 11 W -65.6%
Returning Customers 900 1448 A 60.9% 116 W -92.0% 0 W -100.0% 48 0.0% 0 ¥ -1000%
Avg. Revenue/Buyer $2.814 $1,177 W -58.2% $181 W -84.6% $526 Ak 190.2% $105 W -80.1% $1,104 A 955.9%
Total Transaction 4,793 3,717 W-225% 46 W -98.8% 18 W -60.0% 46 A 150.0% 9 W -80.0%
Tatal Revenue 3066814  $68.535 W -92.9% $10,400 W -84.8% $16,380 A 57.5% $17,060 A 48% $23,563 A 37.3%

q n I ch A Conmacied Copyright © 2016 Kiipfolio Ine.  Trust & Terms of Use  Aowered by IlipTolig?
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What About Offline Lead Salese



Tracking Leads - The Problem

Money Spent on driving
customer to website

_> I D —
Ad Click Web Visit
Tracked Tracked
GA GA

anicca

W
I

Web Visit

v

Tracked
GA

|5
Swn
| 5]

Form
Submit

v

Tracked
GA

Enquiry dealt with
offline with no
attribution to lead
source

Sale Taken
offline

X

Not Tracked
GA




The Solution

l

B33
- |
ER=

Google Analytics
1519959672 1519959672
Form Sale
Submission Taken
with ID offline

Measurement Protocol
o send Data back to GA in order to report sale
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Tracking Offline Sales — The Process

1) Form Submit 2) Import 3) Lead Nurtured 4) Data Import

How Can We Help?

Your Email sale 5fg rce
—— ——
Your Phone” Monthly Budget”
Project Description or Enquiry
CRM Google Analytics
Please tic.k this box to opt in to marketing gy
communications from Anicca Digital
1519959672 1519959672
Unique Form ID sent Enquiry ID passed The lead moves Enquiry Status Sent
on form submission and stored in CRM through your sales back info Google
sent to GA and CRM along with Enquiry milestones. Analytics
as a custom field

anicca



Advantages of Importing Offline Data into GA

« Track performance across all online fraffic 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.

anicca



Requirements

. Ability to capture and store Google Analyfics 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

anicca



How It Looks - GA

EnquiryFormID

1. 1541422472
2. 1547069528471
3. 1549282291450
4. 1541421896768
5. 15428820098
6. 1546204220
7. 1546369155

8. 1547007542

anicca

Source

(direct)
offline
google
offline
google
offline
offline

offline

588

% of Total: 0.87% (67,456)
1 (011%)

1 (0.11%)

1 (0.11%)

1 (0.11%)

1 (0.11%)

1 (0.11%)

1 (0.11%)

1 (0.11%)

File Downlead

0

0

% of Total: 0.00% (4,900)
(0.00%)
(0.00%)
(0.00%)
(0.00%)
(0.00%)
(0.00%)
(0.00%)

(0.00%)

Enquiry Ferm Submit (CM)

% of Total: 1

875

0.00%4875)

(foox)

(foox)

(§11%)

(foo0x)

(foo0x)

(foo0x)

(foo0x)

(foo0x)

Opportunity Created (CM)

% of Tota

13

100.00% (13)

1 (7.69%
0 (0.00%
1 (769%
1 (769%
1 (769%
1 (7.69%
1 (7.69%
1 (7.69%

Order Received (CM)

% of Total: 1

17

00.00% (17)
2 (11.76%)
2 (11.76%)
2 (11.76%)
1 (5.88%)
1 (5.88%)
1 (5.88%)
1 (5.88%)

1 (5.88%)

Custom Metric Passed
into GA

- Order Revenue (CM)

£46,500.00

% of Totak 100.00% (£46,500.00)
£5000.00 (10.75%)
£400000 (8.60%
£10000.00 (2151%
£300000 (6.45%
£6,000.00 (12.90%
£2,00000 (430%
£250000 (533%
£2,00000 (4.30%



Data Studio Example - Lead Stage Analysis

Enquiries by Digital Channel Opportunities Created by Digital Channel Opportunity Value by Digital Channel Opportunities Won by Digital Channel

@ Not Available

@ Organic Search

@ Mot Available @ Not Available @ Mot Available

Direct
: Referral @ Organic Search @ Organic Search @ Organic Search
®s N | @ Direct @ Referral @ Referral
ocia
@ (Other) @ Referral @ Direct @ Direct
er
o @ Social @ Social @ Social
@ Paid Search
@ Email

Lead Stage by Channel

Opportunity (Lead Define Acceptance of Proof of Solution Acceptance of Date Committed

Channel All Enquiries ~ (1%) Requirements (10%) Request (25%) (50%) Solution (75%) (99%) Order Recieved Closed Lost

Not Available

£22.977.296.4

Direct 7211 £441377.83 7 7 5 8 3 0 2 10
Referral 236 £840,881.95 [} 3 1 2 0 0 4 16
Social 19] £1.83537 0 0 0 0 0 0 1 1
(Other) 4 £0 0 0 0 0 0 0 0 0
Paid Search 2| £0 0 0 0 0 0 0 0 0
|
0 K X
Grand total 4720 £26,633,741.95 74 120 94 47 21 1 195 984
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Month on Month Analysis

—— Enquiry —— Opportunity Sale

10
7.5

5
25

0 A A /\
Nov 1, 2018 Nov 19,2018 Dec 7, 2018 Dec 25,2018 Jan 12,2019 Jan 30,2019

Nov 10,2018 Nov 28, 2018 Dec 16,2018 Jan 3,2019 Jan 21,2019 Feb g, 2.

Win Rate % from

Month ~ All Enquiries Opportunities Order Recieved Closed Lost B by Opporé:?‘g Opportunity
Feb 2019 o2 0] 1] £0| ] null null
Jan 2019 547 I 5/ il | £669,710.02[l 0| 67.5% 1.82%
Dec 2018 451 I 56 I &l | £201,801.25] ]| 57.14% 5.08%
Mov 2018 464 I o5 £488,501.7 M 12 - 62.5% 441%
0Oct 2018 346 I o I O £213,608.69] 16 I 50.13% 12.82%
Sep2018 272 I 54 I & | £398,020.14H 14 63.53% 8.47%
Aug 2018 322 o I S £304,773.160 28 I 68.04% 7.04%
Jul 2018 236 I 44— o I £307,204.42] 10 50.46% 12%
Jun 2018 245 44— A £1,087,380.10 27 I 65.67% 833%
May 2018 204 I 36 I s £487,982.62[l 21 54.55% 12.2%
Apr 2018 401 33 o I £1,106,726.96 23 63.33% 13.64%
Mar 2018 4383 I 45 I o £41022316 30 I 54.22% 16.67%
Feb 2018 317 44— 7 £694,600.31 [l 26 I 51.76% 13.73%
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Channel ROI Analysis

Would | best investing more

: . , in SEO and Sociale
High enquiry rate for Display,

but poor sales conversione

Leads & Revenue

Channel All Enquiries ~ Order Recicved Enquiry Rate% Win Rate% Avg R"'“E:fl&?; Avg Revenut:st’::
1. Organic Search £669,710.02 547 43N 2.3% 1.82% £1,224.33 £28.1
2. Paid Search £488,591.71 464 301 5.54% [[GGR £1,053 £58.39
3. Direct £201,801.251 451 125 2.34% 0.65% £447 45 £10.47
4. Referral £213,608.69 ] 346 135 12.43% _ £617.37 £76.73
5. Display £20,773.16| 322 5 54.58% 0.85% £64.51 £35.21
6. Social £398,020.141 272 5 14.29% 0.26% £1,463.31 £200.04
7. Email £0| 6 0 3% 0% £0 £0
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Segment Analysis - Converters

™ Order Received

16.29% Users

Engagement

Channel

Users ~

Blog View Rate%

File Download Rate %

Video Completion

Video Completion

1. Organic Search
Direct

Paid Search
Referral

Social

Display

N oo ok W

Email

anicca

23,833
19,274
8,368
2,784
1,904
590
200

3.06%
5.89%
8.86%
5.65%
2.42%
4.01%
12.05%

1.08%
2.55%
3.48%
1.65%
2.95%
3.56%
4.05%

Rate%
10.29%

10.51%
10.44%
10.63%
9.63%
8%
13.16%

Rate% Engagement Score%

10.29% 11.53%
10.51%

10.44% 32.89%
10.63%
9.63%
8%

13.16% 30.96%



Segment Analysis - Demographics

Age Gender

™ Order Received
16.29% Users

Jan 12,2019 -Feb 10,2019 ~
+ Add Segment

Key Metric: | Users +

Age 7.76% of total users Gender 7.87% of total users.

0%

Emale Mfemale

0%

10%

0%

1824 2534 3544 4554 5564 a5+
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Segment Analysis - Interests

™ Order Received

16.29% Users

In-Market Segment

2.73%
2.32%
2.06%
1.73%
1.72%
1.66%
1.57%
1.46%
1.36%
1.33%

anicca

Employment

Software/Business & Productivity Software
Travel/Hotels & Accommodations

Financial Services/Investment Services

Travel/Air Travel

Consumer Electronics/Mobile Phones
Employment/Career Consulting Services

Autos & Vehicles/Motor Vehicles/Motor Vehicles (Used)
Business Services/Advertising & Marketing Services

Real Estate/Residential Properties

36.85% of total users



Segment Analysis - Location

™  Order Received

16.29% Users
Acquisition
Country
Users + Mew Users Sessions

54,815 49,579 72,662
% of Total: 100.00% (54,815) | % of Total: 100.00% (49.579) | % of Total: 100.00% (72,662)
1. E@ United Kingdom 14,250 (25.93%) 13,231 (26.60%) 17466 (z404%)
2. = United States 6,904 (12.56%) 6,252 (12.61%) 8344 (11.43%)
3 Germany 4891 (z90%) 4402 (3.eex) 6,195 (2.53%)
4. & India 4,366 (7.94%) 3817 (7.70%) 5826 (so2%)
3. = South Korea 2,187 (3.98%) 2,047 (a13%) 2615 (3.60%)
B. China 1,882 (z.42%) 1,693 (3.41%) 2253 (310%)
7. &= Spain 1,854 (3.37%) 1614 (326%) 3226 (a44%)
8. = Metherlands 1,836 (3.34%) 1636 (330%) 2331 (az1%)
9. [LH France 1,704 (2.10%) 1,505 (3.04%) 2453 (3.38%)
10. [+I Canada 920 (1.67%) 840 (1.69%) 1,181 (1.63%)

anicca

Behavior

Bounce Rate

50.68%

Avg for View: 50.68% (0.00%)
67.50%
48.01%
3B.29%
42.80%
49.25%
57.21%
53.72%
47.36%
34.53%

41.83%

Pages [ Session

2.29

Avwg for View: 2.29 (0.00%)
1.89
2.31
268
2.61
284
2.08
204
244
271

267

Avg. Session Duration

00:02:05

Avg for View: 00:02:05 (0.00%)
00:01:29
00:01:44
00:02:02
00:02:28
00:02:11
00:02:44
00:02:12
00:01:50
00:02:38

00:02:27



Optimise Google Ads for Offline Conversions

Import Offline Goals info 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.

b4

Google Ads
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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

Summary

Understand Your Customer Journey

ldentify 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
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Thankyou

Ed Truman
ed@anicca.co.uk

m fedtruman
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data driven digital marketing




