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Introduction

Web analysis means trend analysis!

Web analysis is the measurement, collection, analysis and evaluation of internet data. It is used for better
understanding and optimizing web usage.

In general, web analysis means ALWAYS trend analysis. Therefore, the following advices should never be left
out of consideration.

e Never base your statements on absolute figures, but on change rates!
e Write down your questions, which you want to answer with Google Analytics. This helps to keep the focus
on what you are looking for.

Properly analyze and optimize!

Google Analytics allows website owners to optimize their online presence and to improve their marketing ROI
continuously. The optimization is carried out in continuous cycles in view of optimizing the defined KPIs (key
performance indicators).

points
Hypothesis =
Collect and prioritize unproved with the
weak points and aim to confirm it by gptimizations

potentials for experiments .
Creating alternatives

improvement
on the base of

‘ hypotheses
Defining targets g x
Analyzing and learning Testing changes

Evaluate and assess Implementation of

tests and analysis data testing software

and gain experience Integration with web
analytics

Create and start test

Of course it is not necessary to analyze every single change immediately. But conspicuous problems should be
rectified as soon as possible.

! Source: Web Analytics Association
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Ask the right questions!

Different target groups ask different questions to the Website. The following questions are examples to illustrate
which issues in the analysis of trends for different target groups could be important:

Management

e How does the performance of the site develop? (Conversion Rates, Visits, Bounces)?
e  Which customer segments are most valuable?
e  Which areas are the most popular? (brands, lines, etc.)

Marketing Professionals

e Where do visitors come from?
e  Which campaign/source/media/keyword is the best/worst?
e  Which products are sold most often?

Content & Developers

e Where do visitors leave the site?
e  Which pages retain visitors the longest?
e  Which search terms people use mostly to find the site

It is virtually impossible to answer questions based on predefined dashboards
I or reports completely. Rather, they serve to derive the right questions and to
give an introduction. For a complete analysis a "deep dive" into the data is
necessary!

<
>
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Google Analytics basic know-how

Login

1. Enter the URL http://www.google.com/analytics into your browser.

GO Sle Aﬂa |yt| CS Features Resources ~ Sign in or create an account

Home Why Google Analytics Mobile App Analytics ~ Grow with Premium

Click here to login.

“Google Analytics gives us key insigh

evolution of our product on our mold

It shows us exactly how people are using our product on
each platform.”

Jeffrey Fluhr, CEO Spreecast

Learn more

Mobile App Analytics Grow with Premium What's new
Know how your mobile apps are performing, from Get results now for your entire organization. Built for
discovery & download to in-app purchases. large organizations & the insights they need. 11:18 AM

Tip of the Week: Get help from
inside Google Analytics Posted
by +Daniel Waisberg Did you
know that...

Why Google Analytics
Whether you want to boost sales, find more visitors or improve your mobile app, Google Analytics
has the answers and insights you need to improve your business.

Y ay 7:5 M
Watch Google Analytics

AR AN AINMAA ARAT LA PAAlAnns Adiia 25vs L Asn

2. Enter your login data here:

Email: blanco@e-wolff.de .

Password: ¥ %% kk sk ko sk ok ok ok .
Blanco Germany
blanco@e-wolff de

sessssssnsnns

MNeed help?

feel the fflow
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Content of your accounts

The Account Home page lists all of the accounts, properties and profiles of your Google Analytics account. You
can use this page to navigate between these assets and get a quick view of how each is performing using the 30-

day visit and percent-change metrics.

Google Analytics

#

All Accounts. -

oiNg

e-wolff.
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bianco@e-wolff.de  Settings My Account  Sign out

Admin Help

Nov 17, 2013 -Dec 17, 2013 ~

~E= -

Visits

Avg. Visit Duration

Bounce Rate

BLANCO NL

BLANCO RU

BLANCO AT

BLANCO BE

BLANCO CAN

BLANCO CH

BLANCO CN
-

BLANGO CORPORATE \

You can search directly for accounts /
properties / profiles by entering the

desired title.

BLANCO DE
& BLANCO | ETK Consumer | DE (Us-4501332-3)

& BLANCO | ETK Consumer | DE

& BLANCO | Extranet | DE [ua-42801332-2)

Overview of all accounts /
properties / profile

& BLANCO | Extranet | DE

@ BLANCO | WEB | DE (UA-42501332-1)

00:0815

& BLANCO | WEB | DE

%) BLANCO | WEB | DE | Verteilerseite 30,439

00:05:33

000118

10.42% 0.00%
20.43% 56.30%
81.82% 0.00%

BLANCO ES

BLANCO FR

BLANCO HU

BLANCO INT

BLANCO IT

BLANCO PL

BLANCO UA

:
i

BLANCO US
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Account, Property & Profile

Each Google Analytics account has the following structure:

W HBLANLU LAN

ONLINE-MARKETING

I BLANCOCH

M BLANCOCH Account

/

& BLANCO CORPORATE

[ BLANCO MASTER (Ua-43543522-1)

£ BLANCO|O|ALL
£ BLANCO |1|ETK Consumer
% BLANCO | 1|Extranet

@) BLANCO|1|Intranet \

% BLANCO|1|WEB

| — Property

Profiles:
Inclusive dashboards &
reports

feel the fflow
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Definition Account / Property / Profile

Account

The account is your access point for Analytics, and the topmost level of organization.

Property

An Analytics account consists of at least one property. The properties are distinguished by individual UA-numbers
that are stored in the tracking. Based on these UA-numbers cookies are set.

Profile

Profiles are your access point for any reporting data. A property can contain one or more profiles, for example:
Website DE, Website UK, Website COM, Website CH, ...

p=
G
o
o
Q)
®)
3
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Where can | analyze what?

Your account has the following structure:

i Bl

W DN

W BLENCO AT

[ ol Y

i Bl fa
DN O

W BLENCO N

B G ORPORIT

B BLANCD BLETIR aaseonzs s

W BLAROD | B ] ALL At A o8 b a8 1T
) DLANCD | 1| ETK Convemsr

B BLANGD | 1| Extanet

B BLANCD | 1] sty

& DLANCD | 1| WER X WM L] 1T
£ DLANCD | 2| AR B L] TN LR
BLANGD | 7 BE 1388 20084y B (109
£ BLANCD | T CAM

B BLANCD | 3| CH L E k] ELR LT 1L
£ DLANCD | 2 CH = BT b L]
BLANGD | 7 DE 80323 200820 FSE T [T
OBLANCD | T ES 1238 200414 E T LT
B BLANCD | 3| FR T T o T 1L
£ DLANCD | 2| WY LR BT 0 i LR
N BLANGD T 2=21m L2 B ] b LY 0
£ BLANCD I T1IT 1839 20043 o0 00w
B BLARCD | 3| HL a4 gy L] 1LY
£ BLARCD | 2] PL 45K Lok L RLE LT L]

T BLANCO | T | R
£ BLANCO | T |RU nos T T T
£ BLANCO | 2 | WA 187 PARE 44 =R L L]
T BANCG | 3| U
€ BLANCO | 3| BBA
£ BLANCO |8 | Backup (RT FEETE 2039 T
£ BLANCO | 3 | Tewtpvien = L RIE ] [LEY FETY
BLasCD DE
(R el ]
BLENCO FR
LA HU

BLANCD T

BLANCO L
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Master

The master account shows the performance of the whole project across all properties. Filtered profiles help to
analyze for example Mobile Sites of all countries or the channels (e.g. web, mobile, shops) of each country.

Country accounts

These accounts represent the smallest level of analysis data. The rule here is: One property per project or domain

When do | use which profiles?

This is, as always, depending on your questions to the website. As recommended write your questions down, this

<
will help you in choosing the right account. Below you will find some examples and their allocation to the g
individual profiles.
e Master ALL
o How much traffic the project has in total?
E

o What is the overall conversion rate of my project and which conversions are performed most
often?

o Are there differences between the web traffic (www.) and the mobile traffic (m.) or the web
traffic of the country domains (www.).

e Mobile ALL
o Which mobile devices are the most popular from my users?
o On which mobile properties the conversion rate is the best?
o Which mobile campaign is the most effective in which country?

e WebDE
o How users navigate on the website?
o How successful is promotion X and where there is still potential for improvement?
o Which optimization potentials exist in my conversion funnel Y?

5
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The Google Analytics Interface

Google Analytics has the following structure. If you need further information choose one of the following links,

thus you will be redirected to the Google Analytics help.

MY STUFF

33 Dashboards
D Shortcuts

D Intelligence Events

Vah v VS, Selectametric

Emall Export v+ Addto Dashboard  Shortcut

© % ot visits: 100.00% . @ @ @

@suoum- GoalSet 1 GoalSet2 GoalSet3 GoalSetd4d Ecommerce Floodlight

e-wolff.
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@ Jan 22,2012 -Feb 18,2012 ~

___ STANDARD REPORTS ® Visits  ® google/omganic @ google / ¢pe
) Real-Time 4,000
- 2,000

B = Traffic Sources
{8 Content r—o—0—0—o oo O o009 o0 00— 09 o009 —
Jan29 Fed 5 Fed 12
K Conversions x
Visits Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
Help =
76,440 3.81 00:01:22 84.99% 59.45%

. The Al Traffic Report % of Tortst 30.29% (282,331) Sie Avg 3,31 (15.24%) 40 Avg: 00:09:20 (4.58%) Gie Avg $3.26% (2.00%) Ste Avg $7.00% (2.85%)
Viewing Metrics
Help center @ P Dimension: Source / Medlum  Source  Mecum  Other

@ Search heip canter

~ Source / Medium Visits | Pages/Visit Fo i % Now Visits Bounce Rato

™ 1. google / ceganic 66,368 382 00:01:24 85.12% 59.80%

™ 2. google/cpe 10,072 00:01:11 84.10% 57.12%
@srwm 10 ¢ Gow: 1 1-2002 € >

Data Inclusion Controls

7. Date Selector

8. Advanced Segments

9. Metric Group Selector

10. Primary Dimension Selector
11. Secondary Dimension Selector

Account Controls

1. Account Home

2. Account/Profile Selector
3. Administrative Settings

Report Navigation

[ Advancea Fiter ON @ [x)em [@]O[F[x&m

12. Table Filter
13. Table Controls

4. Report Finder
5. Dashboards, Shortcuts,

& Intelligence
6. Directory of Reports

Graph & Visualization Controls
14. Metric View Selector

15. Graph Increment Selector
16. Scorecard

17. Plot Rows

18. Data View Selector

feel the fflow

i

Report Sharing & Customization
19. Customization (Custom
Reports & Unsampled Report
Downloads)

20. Customize a Standard Report
21. Email, Export, & Unsampled
Reports

22. Add to Dashboard

23. Shortcut creation

24. Annotations

" Auedwoo van v

Help Resources

25. Link to Help Center
26. Contextual Help
27. Help Search Box
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Individual contents

Each user can create his individual contents (assets). For example:

e Advanced Segments
e Annotations
e Channel Groupings

e Custom Alerts

e Dashboards

e Scheduled E-Mails
e Shortcuts

e Custom Reports

Usually only advanced segment (User Defined), Custom Reports (Custom reports), as well as dashboards are
shared with other users. Other assets are not considered therefore. You can share the respective assets over the
share button. The displayed link will then be sent to the recipient via email.

My Dashboard

Advanced Segments + Add Widget Email Export =

New Visits

® MNew Visits

300,000

e-wolff.

ONLINE-MARKETING

Unique Visitors

® Unigue Visitors
400,000

——

200,000

Aprd Aprs Aprg Apr 7

If the recipient is logged in, he is able to import this asset in his Google Analytics account by clicking this link.

You can also share reports directly by copying the corresponding link in your
browser. In this case, it must be provided that the addressee has the access
rights to the reports and to user-defined segments or channel groupings.

feel the [flow
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Google Analytics 101

Dimensions and metrics

Below the difference between dimensions and metrics is described and the classification into the different levels
is shown. A complete overview of all dimensions and metrics can be found here (click on the Link below):
<~ Dimensions & Metrics Reference

Their definitions can also be shown with a mouseover on the sums above the data tables.

252,935 people visited this site

M New Visitor M Returning Visitor
Unigue Visitors
PP verw; e number of visits to your site. For more 52,935

information, see How Visits are
Calculated in Analytics.

If you're creating a visitor segment for a
remarketing list, then this is the number of
visits to your site over the previous seven

i
PUPWNRTE 75

Pagevi isit

Avig. Visit Duration Bounce Rate

ST 00:00:52 72.46%

% MNew Visits

T 89.84%

Dimensions: Describe Data

,A dimension is a descriptive attribute or characteristic of an object that can be given different values. For
example, a geographic location could have dimensions called Latitude, Longitude, or City Name. Values for the City
Name dimension could be San Francisco, Berlin, or Singapore.”

Metrics: Measure Data

,Metrics are individual elements of a dimension that can be measured as a sum or a ratio. For example, the
dimension City can be associated with a metrics like Population, which would have a sum value of all the residents
of the specific city. Pageviews, Page per Visit, and Average Visit Duration are examples of metrics in Google
Analytics.”
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T) Echizsit

i Besucher

I Besucherquellen

il Ccontent . 2
.
| .
K cConversions .
——y
Hilfe =
Bericht "Standort”
Anzeigen von Kennzahlen
AdwWords-Hilfe
In Hilfe suchen Les
1 W 70689
- ~ 1Besuch Durchschniti. Besuchsdauer Metrlcs prungrate
1,57 00:03:01 1,20 %
Dimensions jcheitt: 5,57 (0,00 %) Website-Durchschritt: 00:03:01 {0,00 %) schritt: 1,20 % (0,00 %)
r I= Region

aewetet (@] @] [ % [6r]

Besuche + SeiteniBesuch % Neue Besuche Absprungrate

Germany

United States
Japan 00:02:54
United Kingdom 00:02:13

China 00:03:55

Italy 00:02:42

France 00:02:34
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Visitor-, Session-, Hit-Level

Dimensions and metrics can be categorized in three levels.

Visitor-Level:

The associated cookie is valid for 2 years. Example: Absolute Unique Visitors (Visitors)

Session-Level:

The associated cookie is valid for the duration of one visit. In the case of inactivity the session expires after 30
minutes. The same occurs at midnight. Example: Entrances

Hit-Level:

Every page view and every event creates a so-called hit. Accordingly, almost all dimensions of the content area
are situated on the hit level. (Exceptions: e.g. landing pages or exit page) Example: page views (impressions)
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Important specials in Google Analytics

The (not provided) problem

Since October 21, 2011 Google made the SSL search the default search for signed-in users. The company justified
this approach with the growing claim of privacy protection and assured an improved user experience. This change
encrypts your search queries and Google’s results page and means that visits from organic search listings no
longer include the information about each individual query. Instead, Google started passing the term “(not
provided)” as the referring keyword for those organic search visits. This fact applies to all web analytic tools, not
only to Google Analytics.

Through Google Webmaster Tools, the website owners should still receive an aggregated list of the top 1,000
search queries that drove traffic to their site for each of the past 30 days, but these data are not nearly as
accurate. Furthermore, it is not possible to connect the data of the Webmaster Tools to Google Analytics, to view
conversions on keyword level, for example.

The trend of (not provided) has grown faster than originally thought. A recent Optify study found that the term
“(not provided)” now accounts for almost 40 percent of referring traffic data from organic search. Today, when

users are signed in to Google, Chrome sends their searches from the Chrome address bar (“omnibox”) over SSL.
Since January 18, 2013 omnibox searches performed by users who are not signed are sent via SSL. So, the traffic
data from organic search of the not-signed users show the term (not provided).

We currently expect that the situation will not improve and suggest you to trace the development of the (not
provided) issue. Websites as ©~ www.notprovidedcount.com can help you to do this. In addition, website owners

should review the performance of their landing pages to reveal at least approximate trends. Consider here, that
you segment always for organic search traffic.

The (not set) problem

(not set) is a placeholder name that Analytics uses when it has not received any information for the dimension
that you have selected. You might see (not set) as the value for dimensions within each of these dimension
groups: Advertising (e.g. Campaign, Ad Group, Keyword), Content: (e.g. Landing Page), Visitors (e.g. Flash
version).

(not set) appears also, if you try to analyze two dimensions, who are not able to be combined. For example, the

dimensions “keyword” and “direct traffic”. In this case (not set) is naturally displayed.

On the Google Analytics < support site, you will also find possible cases for the (not set) issue.

The Average Visit Duration problem

Google Analytics measures the visit of so-called permanent timestamps that are generated with each hit.
Therefore, the following should be strongly considered:

e If only one hit is generated, it is equal to a bounce (bounce visit)

e The visit duration of the last page view before leaving the site CANNOT be detected, because NO hit is
generated. Exception: For example a clickout to another domain. This will be recorded by the event
tracking.
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e Average visit duration is: total duration of all visits / number of visits
Why this is not a problem for web analytics?

e We are analyzing trends. If we revise our website, the trend should change.

Why the metric Average visit duration is a problem?

e The metric is useless, because always incompatible goals meet.
e Forexample:
o We want to have a low as possible average visit duration (Because, users should be guided to the
relevant areas of the website as quickly as possible.)
o We want to have a high as possible average visit duration (Because, the users should browse
through the website, to get familiar with the website.)
e Unfortunately, these two user groups cannot be separated.

Limits in Google Analytics

Google Analytics is used on many company websites. The volume of the traffic differs from website to website,
from low traffic on blogs to high traffic on international known websites. If your website sends more than 10
million hits per month to Google Analytics, the following limits may appear.

Limit of data collection: If you get more than 10 million hits per month it cannot be guaranteed that the excess
hits will be considered. So far, we did not find any data losses.” For premium accounts the limit is one billion hits
per month.

Limit of data refreshing: If default accounts send more than 50,000 visits per day to Google Analytics, the reports
are only updated once a day. Due to this the updating of reports and measurements could be delayed for up to
two days. For premium accounts the limit is two billion hits per month.

Each user interaction with you site or app can be sent as a single hit to Google Analytics. These activities include
all individual page views, screen views, events and e-commerce transactions. Thus, one visit can lead to several
hits.?

> This refers to customer accounts which get averaged more than 40 million hits per month.
® Source: http://support.google.com/analytics/answer/1070983?hl=en
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Sampling problem

When analyzing large data sets the so-called data sampling can occur. Thus, only a subset of those records will be
analyzed and not the whole 100%. Whether and how data sampling occurred, is visualized in the respective
reporting in the top right corner.

Feb 1, 2013-Apr 24, 2013

fata
L]

This reportis based on 235569 visits (49.45% of visits). Learn mare

Use the slider top right to adjust the data sampling and enhance the precision of the maximum (500,000 visits).

analytics@e-wolffde Settings My Account  Sign out

Admin Help =

Apr 9, 2013 -Apr 24, 2013

]
comg

I
Sm
mom
SEa

Control the number of visits used to
calculate this report:

Faster Processing Higher Precision

Learn Maore

When does data sampling occur?

Data sampling always appears, if the reports are not pre-calculated or the data sets you want to analyze are too
big. This is the case, if:

e More than 500,000 sessions are analyzed in a report, which was not calculated in advance. This could be
the case, if:

o Secondary Dimensions or Segments were being used
o Primary Dimensions were changed by drilldowns
o Default reports were being created

e More than 1,000,000 unique URLs (or other dimension values) are called up. However, this is mostly only

on the dimension "Page".*

Sampling always happens on Web Property level. This means that even with only 100,000 segmented visits, data
sampling could occur, in the profile Blanco | 0 | ALL because the Number of Visits in the Web property is always
the same as in the unfiltered Backup profile.

* Source: https://developers.google.com/analytics/resources/concepts/gaConceptsSampling
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Is data sampling a problem?

When deriving trends, data sampling is usually not a problem. In general, we recommend that you choose the
highest precision to achieve maximum accuracy. On the other hand data sampling is a problem, if:

e the sample is only a small part of the total website traffic (up to 50%)
e the sessions of a segment representing a very small proportion of the total website traffic

Faster Processing Higher Precision

1 =1 i i . { - n Oy i Oy T Ai 4 | . - . . . . 1 .
Frimére Dimensicn: Kampagne  Quelle  Medium  Quelle/Medium 2 Primére Dimension: Kampsgne Quelle Mediom Quelle/Medium

Sekunddre Dimensicn: Land/Gebiet - | Sotierungsart: | Standard - Sekundére Dimension: Land/Gebiet = | Sortierungsart: | Standard -

Pivot-Tabelle von: | Medium - Pivot-Kennzahlen: | Besuche - E-Ct Pivot-Tabelle von: | Medium Fivot-Kennzshlen: | Besuche = E-C
Gesamt Ge=zamt
. E-Cemmerce- E-Commerce-
) Land/Gebiet : i
Medium Besuche 4 Conversion- Medium Land/Gebiet Besuche J  Conversion-

Rate Rate

1. cpe Germany 1,18 % 1. cpo Germany 207,978 1,88 %
2. email Germany . 2,74 % 2. email Germany 39.027 T 8% %
3. cpo Austria 2,44 % 3. | cpc Austria 26.299 1,44 %

4. | email Austria 1428 % 4. banner Germany 6.941 442 %

wn

banner Germany 7,70 % 5. email Austria 3.567 5,38 %

How can | avoid data sampling?

e Reduce the considered time periods.

e Use Standard Reports

e Use similar KPIs. In the trend analysis there is not a big difference between the analysis of visits or unique
visits

The (other) problem

Each record in an Analytics report is stored in a fixed-size database. Once this limit (50,000 rows) has been
reached, Google Analytics includes additional records in the 'Other' record. Usually, this ‘problem’ should occur
only in large projects and only in the Master ALL Profile. With a change to the appropriate local profile, the

problem can be circumvented.
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Track changes - Annotations

With the Annotations Feature of Google Analytics you can track changes quickly and easily. This simplifies the
analysis and the answering of questions, because all stakeholders will have the same level of knowledge.

Annotations are visible through small flags in each report at the profile level, and can be opened with the slide
centrally placed under the graph.

e % of total unique searches: 100 .00%
Explorer

Site Usage Goal Set1 Goal Set2 Goal Set3 Goal Set4 Ecommerce

Total Unique Searches + V5. Selecta metric Day Week Month @24 %

@ Total Unigue Searches

400

Mar 8 Mar 15

Erﬂ Mar 29 Aprs

Total Unique Searches Results Pageviews / Search % Search Exits % Search Refinements Time after Search Search Depth

4,514 1.53 27.98% 5.81% 00:04:44 292

% of Total: 58.76% (7,682} Site Avg: 1.38 (11.04%) Site Avg: 18.26% (53.20%) Site Avg: 32.87% (-82.32%) Site Avg: 00:03:01 {56.64%) Site Avg: 1.85 (57.30%)

For a better overview, the following syntax should be considered when maintaining the annotations. In the case
of bugs, a "bug |" has to be prefixed.

e Dimension: URL | period | Info

Variable Value

(Bug | ) Dimension: Bug | (optional fiir Bugs), Dimension (z.B. Campaign, Page,
Wert Landing Page): Wert (z.B. /dealer_locator/

period start, end

Info (optional) 90197 hits in dealer locator

Complete examples:

e Bug | Search Terms: 70797 | end | 90197 hits in dealer locator on Site Search Reportings, global!
e Campaign: campaign name | start | Germany only
e Campaign: campaign name | end | Germany only
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Create new annotation:

1. Select date
2. Add status message
3. Select shared Visibility, so that all parties have access to the status

By adding the dimension to the status message — for example “Search Terms” — the bug is quick and easy to
understand for anyone.

‘ Berichte & menr finden Site Search-Ubersicht 17 11.2M3-1712 2013 |g
E-Mail Export- Zum Dashboard hinzufiigen  Verkniipfung -

EIGENE INHALTE

BB Dashboards v :‘y:ff;“m

Verknipfungen R —

! Radar-Ereignisse Besuche mit Suche -  IM Vergleich ZU Messwert suswéhlen stindlich Tag Woche | Monat

STANDARDBERICHTE © Besuche mit Suche

) Echieit

i Besucher

1.000

“Zy Akquisition

E Verhalten 22 Now 29_Hov

o
o
I
o
o
[

— i— —
Show All | Stamed
Ubersicht PR
e 1B, 201 i, igh W i
Verhaltensfluss ) L )
” B | Saaroh Teema: TOTHT | gng | BOVET hits in gaaler Ingader oo Sie —_—
» Website-Content Agr 8. 2013 5::,? Eagomiags glesal| = D I SEaE i 9 vinisitity: & Snaes Cancal | Suless
+ Website-Geschwindigkeit Lol o]
- Site Search - A - L -
. —~—TNTNS | T TN TN
Ubersicht
Mutzung
% Suchausstiege % Verfeinerungen der Suche = Zeit nach Suche
Suchbegriffe ) )
_ 6,74 % 46,63 % 00:03:48
Seiten | e
» Ereignisse
» AdSense Suchtiefe
Tests 5,57
—_—— N —

In-Page-Analyse

Use the Annotation-Feature to indicate global changes in or about the
o homepage in the profile Blanco | O | ALL
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Google Analytics Reports

In this chapter you will find a helpful overview of the most important functions, which you should use in daily
business.

Language settings

Use the ,settings” option to change the default language. You could change the language in your browser
settings, too. In this case the parameter ?hl=en is crucial.

1. Click ,,settings” in the header

blancoi@e-wolff.de My Account  Sign out
Admin Help

17 Nov 2013 -17 Dec 2013 ~

2. Change the language in the Drop Down-menu

Edit User Settings

Edit My Account Information

Emasil address: geberit@e-wolff.de

Language:,

US English |
Support access! to scoess my accounts when | report issues.

Catald
W Visit your Go| =T (F&)
SI(EH)
Eetina
Dansk
Nederlands
UK English
suomi

Francais
F‘erfo.rrnanc.c Deutsch s .
Receive upd EhAmviss .get the maost cut of my Google Anslytics account.

it your email address, reset your password or leam about acosss to other Google services.

Google Analyti|
‘We occasionslly

on what's new with Google Analytics. However, we want you to always be able to choose which communicati

Regardless of yoi .ave to send you important preduct updates that impact your account. But that's all you'll receive from us. We

Feature Ann| Magysr
Learn about | Bahasa Indonesia rements and new festures in Google Analytics.

ltalianc
Feedback ai o =z

Farticipste i st= & fo help improve Google Analytics.

Offers from LiEt”"i"l_ .
Learn about L (Brasil) 7 lervices, events and specisl promations.

Edits to your account are recorded in Change History (2

Save User Settings ancel

Use English language settings when you are operating globally, so that all
o parties learn the same designation of dimensions ad metrics.
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Locate profiles & reports

Google Analyt\cs blanco@e-wolff.de Settings My Account  Sign out

& © BLANCO MASTER - http-/frerwe blanco-germany com

BLANCO [ 0] ALL

17 Nov 2013-17 Dec 2013 ~

Find reports & more Audience Overview !
Use the drop down box to search for different profiles as shown in the following screen shot:
H’ © BLANCO MASTER - http:/ferererblanco-germany .com .
BLANCO | 0] ALL
ACCOUNTS LIST Find accounts & views

¥ B AR R

Define time periods

Use the Date Selector to define the relevant period. You can also compare periods with each other, to identify

trends faster.

Py © BLANCO MASTER - hitp:J/vweres blanco-germany.com

BLANCO [0] ALL

IMT Audience Overview 17 Nov 2013- 17 Dec 2013 ~

Y STUFF Email Export -  Add to Dashboard  Shortout 01.02.2013 - 28.02.2013 ~

) 4 Deember2or2 Januas 2013 Febnarzs )y
All Visits Zsitraum:

MDMDFSSWDMDFSSMODMDFS

100.00% 12 123458 [1]z2] 28.022013
SRRSARRERREES - | - - - BT

101t 1213 14 15 10 1 18 e 17 18 13 2o ] EEYRCARC IR .

2 222 2 222 ke 22 T E

HzavzmRERN

a

ﬁ Dashboards v

]
Shortcuts 0 5
Anwenden | Abbrechen

! Inteligence Events Visits = |VS. Seled s metic

STANDARD REPORTS. @ Visits
10,000
LTS Select the ,,Compare to”-Checkbox
e -——w to show two periods in one table.
Overview r >
+ Demographics C
+ Interests = = > : : o
» Geo 107,686 people visited this site (o)
SEEEE W New Visitor M Returning Visitor O
+ Technology Visits Unigue Visitors Pageviews o
+Wotie 152,985 107,686 1,676,936 “ 3
N TN | T TN | T T
o

When comparing periods, be sure that they have the same structure (e.g.
o analog weekdays) so that the comparability of the date is guaranteed.

ATA A .
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Visualization of Reports

Optimize the visualization of your reporting by the Increment Selector and the Data View Selector, to represent

trends meaningful. Of course you can change the displayed metrics with the ,,Metric Selector”, or activate
another metric for comparison.

BLANCO MASTER - hitp://werw.blanco-germany.com
[ ® sianco 1

0JALL - Reporting Customisation Admin Help

Pages 17 Nov 2013- 17 Dec 2013 ~

Y STUFF Email Export~ AddtoDashboard  Shortout 5
m Dashboards v All'Visits

100.00%

Shoncuts Explorer MNavigation Summary In-Page

! Intelligence Events

Pagev VS, Selecta m

Day Week | Month |24 «%)

® P

STANDARD REPORTS ageuiews

100,000
0 Real-Time
By
4 Audience 008
“Z. Acquisition
im Behaviour 22 Nov

25 Nov & Dec 13 Dec

Overview

Frimary Dimension: Page Fsge Title Other~
Behaviour Flow

Secondary dimension » | Sort Type: | Default = Q, advanceq
= Site Content —

All Pages

4 Unique Avg. Time on Bounce Rate
Page Pageviews ——— Page Entrances 55 Exit

Plot rows feature

The plot rows feature allows visualizing dimension values in a data table. Simply click on the appropriate line you
want to visualize.

Channels 17 Nov 2013 - 17 Dec 2013 ~
Customise Email Export - Addto Dashboard  Shortcut <r
MY STUFF
iy All Visits
mam Dashboards v 00 0%
Shorteuts Explorer
! Intelligence Events Summary Site Usage Goal Set1 GoalSet2 E-commerce
Visits - |VS. Selects metic Day Week Wonth | | o4 o
STANDARD REPORT S
) Real-Time ® visits @ Organic Search @ Direct

* Audience

Y - WMonday, 2 December 2013
= Acquisition = 000 = Visits: 6,740
) / P——v © Orpanie Bearch: 4,265
Overviewnewr '/0—0—._.__.__\.__‘/#—.- = Direct: 1,802

Al Traffic 22 Now

Channels vew

38 Mov 6 Dec 13 Dee

All Referrals

. Primary Dimensicn: Default Channel Grouping  Scurce/Megium  Scurce  Mesium  Ctnar~
Campaigns

Secondary dimension w | Sort Type: Default » = =
~TETs ry P Q sdvanced EH| B T |t

Cost AnalysigseTa

Acquisition Behawiour

Conversions  Goal 1: 1 Kontattanfrage
» AdWords
- Default Channel Grouping . , 1
» Social % New Hew Visits. Bounce Rate Pages | Awvg. Visit
Visits ¥ visits visit Duration (el s (==K (Goal 1 Value})
» Search Engine Optimisation ) T )
i Benaviour 162,985 67.52% 103,296 25.34% 1096 00:05:28 0.16% 247 €0.00
% of Total Site Avg % of Total Site Avg: | Site Avg Site Avg Site Avg: 0.16% % of Total % of Total
100.00% a7.42% 100.15% 25.34% 10.96 00.05:28 (0.00%) 100.00% (247) |  0.00% (£0.00)
B Conversions (152,885 (0.15%) (103,128} {0.00%) | (0.00%) {0.00%)
= 1. Organic Search 96,918 68.54% 66,429 21.34% 1243 00:05:50 0.19% 181 €0.00
= W2 Direct 41,083 62.24% 25611 31.86% 7.9 00:04:51 0.14% 57 €0.00

£l ER o [ PR - P [ - e

feel the [flow Seite 24



Google Go gle Go gle Google Google

(@ onoos W& wwwrs | T lff
CERTIFIED CERTIFIED CERTIFIED CERTIFI AUTHORIZED |~/ e e_V O ®
) RESELLER

ED
ARTNER PARTNER TRAINER PARTNER
ONLINE-MARKETING

Filter

Standard Filter

BLANCO MASTER - hitp:/fwww_blanco-germany.com
@ ® BLanco 1

0]ALL - Reporting Customisation Admin Help
17 Nov 2013 - 17 Dec 2013
Find reports & more Network =
Customise Email Export -  Add to Dashboard  Shortout -
MY STUFF
=% Dashboards v Al Visits

100.00%

Shorteuts

Explorer
! Intelligence Events Summary Site Usage GoalSet1 GoalSet2 E-commerce
Visits = V5. Selects metric Day | Week | Month | &4 %
STANDARD REPORTS
) RealTime ® Visils
10,000
"-’ Audience
Ovenview
5,000
» Demographics /
» Interests
22 Now 29 Now 8 Dec 12 Dec
» Geo

+ Behaviour
Fimary Dimensis —
= Technology
Browser & 0S

Network Acquisition Behaviour Conwversions  Gosl 1: 1 Kentsktanfrage =
* Mobile .
Service Provider 1
% Hewr New Visits  Bounce Rate  Pages/ Avg. Visit _iErEiETer 1Kontaklanfrage | oy intrage
+ Custom e b e P (Goal 1 Canversion (Goal 1 Ty
isits isi uration . T
Visitors Flow
%, Acquisiion 152,985 67.52% 103296 25.34%  10.96  00:05:28 0.16% 247 €0.00
% of Total Site Avg % of Total Site Avg: | Site Avg Site Avg Site Avg: 0.18% % of Tolal % of Total

Filters allow you to limit and modify the traffic data that is included in a profile. For example, you can use filters to
exclude traffic from particular IP addresses, focus on a specific subdomain or directory or convert dynamic page
URLs into readable text strings. With filters you can filter this primary dimension, which is shown in the data table.

Advanced Filter

By using advanced filters, data can be filtered easily, without having to rely on Excel or other third-party tools.
Furthermore, for example secondary dimensions or metrics can be filtered, too.

Include / Exclude Dimensions/ metrics

Include - Containing -

Exactly matching

Matching RegExp
Begins With 1
0 Ends With
Caontaining
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Using filters:

e Use “Include” and “Exclude” filters.

Choose a dimension, you want to in-/exclude by using a filter. Attend that you can filter only these
dimensions, which are already open in the table.

Choose the attribute of your filter. (Field 1.)

Enter the metric, which you want to in-/exclude from your data range. (Field 2.)

Connect several filter expressions with an ,and”. (Field 3.)

Use regular expressions, to tap the full potential of the filter feature.
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Digression: Regular Expressions

Google Analytics supports regular expressions so that users can create more powerful implementations. Regular
expressions are special characters that match or capture portions of a field.

Example: How many page views we had in Germany, Austria and Switzerland? Die URLs always begin with
/de_de/, /fr_ch/, /de_ch/, /de_at/.

Matching RegExp A *_(delat|ch)

and

e A =expression begins with
e _*=any character string
e (de|at|ch) = or condition / agreement

Regular Expression Characters

Wildcards

Matches any single character (letter,
number or symbol)

Matches zero or more of the previous
item

+ Just like a star, except that a plus sign
must match at least one previous item

? Matches zero or one of the previous item

| Letyou doan "or" match

feel the [flow

goo.gle matches gooogle, goodgle,goo8gle

The default previous item is the previous
character. goo*gle matches gooogle,goooogle

gooo+gle matches goooogle, but never google.

labou?r matches both labor and labour

a|b matchesaorb
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Anchors

~ Requires that your data be at the
beginning of its field

$ Requires that your data be at the end of
its field

Grouping

() Use parenthesis to create an item,
instead of accepting the default

[ Use brackets to create a list of items to
match to

- Use dashes with brackets to extend your
list

Other

\ Turns a regular expression character into
an everyday character

Tips for Regular Expressions

cing e-wolff.

ONLINE-MARKETING

Asite matches site but not mysite

site$ matches site but not sitescan
Note: to understand why anchors are necessary, please read Tips
for Regular Expressions at the bottom of this page.

Thank(s|you) will match bothThanks and Thankyou

[abc] creates a list with a, b andc in it

[A-Z] creates a list for the uppercase English alphabet

mysite\.com keeps the dot from being a wildcard

1. Make the regular expression as simple as possible so that you and your colleagues can work with them easily

in the future.

2. Make sure you use a backslash if you have characters like "?" or "." and you wish to match those literal
characters -- otherwise, they will be interpreted as special regular expression characters.

3. Regular expressions are greedy. For example, site matches mysite and yoursiteand sitescan. If site is your
regular expression, it is the equivalent of asking to match to all strings that contain site. Therefore, you
should use anchors whenever necessary, to get a more accurate match. Asite$, which uses both a
beginning A and ending $ anchor, will ensure that the expression has to start withsite and end with site and

include nothing else.

4. Use http://www.gethifi.com/tools/regex to proof your regular expressions.

feel the [flow
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Secondary dimensions

The Secondary Dimension feature allows you to add an additional dimension to analyze the data. Click the
Secondary dimension tab and choose the corresponding dimension. Additionally, you can use the Advanced

Search to reach your goal faster.

'BLANCO MASTER - hittp/fvewrwe bl .
4 © hitp: anco-germany.com

BLANCO | 0| ALL

Find reports & mors Network 17 Nov 2013 -17 Dec 2013 ~

Customise  Email Export -  Add to Dashboard  Shorteut

-r
MY STUFF
& Dashboards v f!uvu‘i:;s
Shorteuts Explorer
! Intelligence Events Summary Site Usage GoalSet1 GoalSet2 E-commerce
Visits = |V5. Selecta metric Day Week Wonth | 24 %
STANDARD REPORTS L :
T Real-Time ® Visits
10,000
9
o Audience
Overview
5,000
+ Demographics r
v Interasts
\ Geo 22 Nov 29 Nov 6Dec 13 Dec
+ Behaviour
Frimary Dimension: Service Provider  Hostname
= Technology —
Q, | advanced (B @ | = | % |
Browser & 03 —
Network Equisition Behaviour Conwversions  Gosl 1: 1 Kontaktanfage =
+ Mobile servifll More dimensions 1+ Kontaktants 1 Kontaktant ]
o . o rage o age
@ - Behaviour ite 4 HMew New Visits  Bounce Rate  Pages/ Avg. Visit (Goal 1 Comvercian Goa 1 Kontaktanfrage
Visits. Visit Duration ; IGoal 1 Value}
. Hostname Rate} Completions)
Visitors Flow
=2, Acquisiton 52,985 67.52% 103296 25.34% 10.96 00:05:28 0.16% 247 £0.00
9% of Totsl Site Avg % of Total Site Avg Site Avg Site Avg Site Avg: 0.16% 9 of Total % of Total
100.00% 67.42% 100.15% 25.34% 10.96 00:05:28 10.00%) 100.00% (247} 0.00% [£0.00)
jm Behaviour (152.985) {0.15%) {103.138) (0.00%) | {0.00%) (0.00%)
B Conversions O] 1. de 35795 64.50% 23,086 19.47% 1149 00:05:45 0.27% 98 £0.00
[ pisp Iphabetical list
0| 2 arcl ey e aphebeteall 5211 56.45% 4127 2008% 1225 00:05:53 0.39% 24 €0.00

Primary Dimensicn: Service Provider Hostname

Secondary dimension: Hostname = Q | advanced |E| @ | = | E|T

— contribution to total:
Service Provider Hostname Visits |ZI +

Visits [ visits

152,985 152,985

% of Total: 100.00% {152,985) % of Total:
100.00%

(152.985)

www.blanco-

| 1. m deutsche telekom ag

35,794 23.40%

germany.com
O 2 marcorag v Blanco- 6211 4.06%

germany.com

www.Blanco- "m
@l 3 "‘*-\...

W vodafone d2 gmbh

2873 1.88%
germany.com
telefonica germany www.blanco-
]
4 gmbh & co. ohg germany.com e 1.21%

[ 5 W uniymedia dynamic @ www.blanco- 1772 116%
customer ip pool germany.com

W kabel baden-
O | B. wuerttemburg gmbh &
co. kg

Www blanco-
germany.com 1,511 0.99%

feel the [flow
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Alternatively, you can also use the drill-down feature to reduce your data. You can use this function, if the
dimension is blue-highlighted.

BLANCO MASTER - http=/fvrem.blanco-germany. com _
® Eianco 101ALL = Reporting

MY STUFF

E Dashboards
Shortcuts

' Intelligence Events

STANDARD REPORTS
w Real-Time

"—’ Audience

Ovenview

» Demographics

v Interasts

+ Geo

+ Behaviour

= Technology
Browser & 05
Network

+ Mobile

+ Custom

Wisitors Flow

“ Acquisition
im Behaviour

I Conversions

In the next step you choose the desired Primary Dimension. Your reporting is then,

Customisation

Customise Email Export -  Addto Dashboard  Shorteut

All Visits
100.00%

Explorer

Summary Site Usage GoalSet1 GoalSet2 E-commerce

Visits = WS, Selecta metric

® Visits
10,000

Admin LE

Day Week Month | a4 o%

5,000
B W

22 Nev

Frimary Dimension: Service Provider  Haostname

Secondary dimension: Hostname

Service Provider

(m]

deutsche telekom ag

O | 2. arcorag
O | 3. vodafone d2 gmbh

o 4 tner:zfanica germany gmbh & co.

fu] 5. Eifx:memadvnamlccustomerm

Hostname

‘www.blanco-germany.com
Www.blanco-germany.com

WWw_blanco-germany.com

Www.blanco-germany.com

Www.blanco-germany.com

secondary dimension, shown much clearer.
However, please attend, that not all dimensions are available.

Primary Dimension:

Service Provider  Other -

28 Nev

Secondary dimension v| brow

Service Provider =

[ 1. deutsche telekom ag

feel the fflow

= Visitors

Browser

Browser Version @

[_J Display as alphabetical list

bg:
P
%)

Acquisition

% Hew
Visits

Visits. +

152,985 67.52%

% of Total
100.00%
(152.985)

35,794
6,211

2,873
1,847

1772

Newr Visits

23,086

% of Total:
22 38%
(1032.1238)

23,086

Site Avg
67.42%
{0.15%)
64.49%
66.45%

63.31%

69.90%

70.50%

&Dec 13 Dec
Q, advanced |ﬁ|0‘=_‘1‘.‘§'ﬁ|
Behawiour Conversions  Geal 1
1
New Visits  Bounce Rate  Pages/ Avg. Visit K“"'{“G";‘:‘":"‘* b3
; ; Visit - Duration - Conversion  Con
Rate] -
103,296 25.34% 10.96 00:05:28 0.16%

% of Total Site Avg: | Site Avg Site Avg Site Avg '
100.15% 26.34% 10.96 00:05:28 | 0.16% (0.00%) | 100
(102.138) {0.00%) | (0.00%) 10.00%)

23,085 19.47% 11.49 000545 0.27%
4127 20.08% 12.25 00:05:53 0.39%
1.819 28.65% 8.86 00:05:02 0.24%
1291 2212% 13.08 00:06:00 0.22%
1,251 22.23% 12.20 00:05:29 0.51%

Behaviour

Bounce Rate

19.47%

Site Avg:
26.34%

(-23.18%)

19.47%

Pages /
Visit

11.48
Site Avg
10.9¢€
{4.26%

11.4¢

in contrast to the use of a
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Advanced segments

Advanced Segments allow you to isolate and analyze specific kinds of traffic. For example you can create a
segment which only shows data of visits of buyers. You can then browse through your Analytics reports, viewing
data only for this segment or even comparing it side by side with data from other segments or data from all visits.

1. Choose segment

'BLANCO MASTER - http:/hwrer blanco-germany. . o -
A  ® siancorolall = - Reporting Customisation Admin Help

17 Nov 2013-17 Dec 2013 ~

Find reports Audience Overview

Email Export= AddtoDashboard  Shortout -
MY STUFF

228 Dashboards All Visits L

Shortcuts

+ Create New Segment | Import from Gallary d = show Al Builtin | Custom | Starred Search segments 6

! Intelligence Events

All Visits Bounced Visits Converers Direct Traffic # Made a Purchase
STANDARD REPORTS
0 Real-Time Mobile and Tabl... Mobile Traffic Multi-visit Users Mew Users Mon-bounce Visits %
i Audience
— Non-Converters Non-paid Searc. Paid Search Tra. Performad Sits Referral Traffic %
Overview
» Demographics Returning Users & Search Traffic % Single Visit Users Tabletand Des... Tablet Traffic *
v Interests
DIEZD Visits with Cany_. % Visits with Tran_. %
+ Behaviour
= Technology
Browser & 08
Network
I Apply I Cancel
+ Mobile

2. In addition, choose for example “Single Visit Users” to compare

BLANCO MASTER - hitp-liwew blanco-germany. . o -
a4 O BLANCO | 0] ALL . = Reporting Customisation Admin Help

17 Nov 2013-17 Dec 2013 ~

Find reports & more Audience Overview
e
MY STUFF
o All Visits Single VisitUs_
TS 100.00% u 56.73%

Shortcuts T

! LIEIgencEt eh Visits = V5. Selects metric Hourly ' Day  Wieek | Month

STANDARD REPORTS @ Visits (All Visits) @ Visits (Single Visit Users)

!D Real-Time

.
m, Audience }J—UW
Overview

10,000

» Demographics

22 Nov 29 Nov 8 Dec 13 Dec
v Interests x
e 107,817 people visited this site
- SR W New Visitor M Returning Visitor
«Technology Visits Unigue Visitors Pageviews Al Visits Single Visit Users
All Visits All Visits All Visits
Browser & 0S5
152,985 107,817 1,676,936
Metwark
* Mobile Single Visit Users Single Visit Users Single Visit Users
+ oot RR 7RRA RR 7RRA RAR 7R7
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Consider that segments are always working at the session-level. In the analysis this leads to the following results:
e [f you create a segment on the hit-level (e.g. page x) the pages Yy, z, a, ¢, j are shown in the Site report, too.
Because these sites were accessed in this session as well. Because these sites were also called in the

respective session.
¢ If you only want to view pages in a particular area, then you should filter your site reporting!

VISITOR-Level

SESSIC N Level SESSION-Level SESSION-Level SESSION-Level

HIT-Level

feel the ﬁlow Seite 32
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Analytics special: Visitors flow analysis

The visitors flow shows you the paths visitors take through your website/campaign — where they come from,
pages they see, and where they exit. Go to the tab “Reporting” and navigate over the audience-section to the
“Visitors Flow”.

D ———
A | ® siancol

0] ALL = Reporting Customisation Admin Help

Visitors Flow 17 Nov 2013-17 Dec 2013

Find reports & more

Level of Detail »  Export =
MY STUFF

All Visits
m Dashboards b 100.00%

Shorteuts This reportis based on 99.4K visits (67.7% of visits). Learn m

! Inteliigence Events m L, Starting pages 1st Interaction 2nd Interaction
147K visits, 69.2K drop-offs 77.6K visits, 16.1K drop-offs 815K visits, 14.2K drop-offs
STANDARD REPORTS = Germany . fdelindex.html - idelde/home.html ﬁ Ideldelspue. .uelen himl
(R 73K 27.8K 219K 4K
U Real-Time
+ — . I (eldespus e il
a Audience
Overview = ml | § /deldelspus _uelen.htmi
ideldeispue...uelen. himl / 357K
» Demographics i ceeespus usen il
» Interests Ll §B /oeldeispuclen
3.45K
= - These visitors have left your website b —_—
» Bahaviour 1 ° | §i 'dc/deisuch._esut ntml
321K
» Technology b
|
il = Russia (*100 more pages)
» Mobile = 921K AR w ZTIK = 43.5K
> g
i (100 more pages)
Visitors Flow M. (R
=, France 7.00K

The visitors flow is often used for analysis, unfortunately, often without specific question. Mainly you should use
this feature to answer the following question:

"How do users navigate through my page X?

To do this, click on any page in the visitors flow and select Explore traffic through here.

LR TE TN Y PEOST WESILE, I D U UL

ml {de/dehome. himl
. 21.9K

Highlight traffic through here
Explore traffic through here
Group details

..uglen. html 285K
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Afterwards, define the page that you want to analyze. You can then add as many steps forward or backward.

Match Type:| begins with =

Expression:| /defindex.html

Mame (optional) ;| /defindex.hitml

Auedwon nan v
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Campaigns

It is very important to differentiate between internal and external campaignes, because the tracking works
differently. If you would use the Tagging tool of external campaignes for internal campaignes, too, you would
have enormous influence on the attribution of the traffic source and the medium.

Use the Annotation Feature, to create your campaign reports more
o meaningful.

i<
Internal campaigns |
<
You can find internal campaigns on their individual pages in Google Analytics, in the Event Tracking area. Because
of this, here is in contrast to the external campaign tracking a different methodology to execute.
E

NCO

> BLANCO Gruppe > BLANCO Professional Gruppe

Catering
Professionelle Systeme und
Produkte fir GroRkiachen
und Gemeinschafts-
verpflegung.

Hochwertige Spulen, Mischbatterien
und Abfallsysteme — fir den wichtigsten
Arbeitsbereich in der Kiche

Medical
Funktionsmobiliar und

Sterilgutsysteme fiir alle
medizinischen Bereiche.

Industrial

Partner fur Produkte im
Zulieferbereich aus Edelstahl,
Leichtmetall und nicht

rostenden Werkstoffen.

r dié Industrie

Impressum BLANCO GmbH + Co KG Impressum BLANCO Professional GmbH + Co KG

-
>

feel the [flow Seite 35



Google Go gle Go gle Google Google

cing e-wolff.

CERTIFIED CERTIFIED CERTIFIED CERTIFIED AUTHORIZED
PARTNER PARTNER TRAINER PARTNER RESELLER
ONLINE-MARKETING
Link Tagging

The logic is very simple. Each teaser, banner, link will be expand by a parameter.

http://www.examplellink.de/de/forblanco/campaign/campaign.html#r=teaser-top

In principle, a parameter contains two terms, which can be combined in any way. Of course other terms are
possible, too.

o Type: slider, banner, link

e Position: top, left, right, content, footer, header

Accordingly, the following exemplary combinations for the internal link tracking emerge. Depending on the
analysis request, in some cases a description of the parameter according to the campaign could be useful

Parameter Explanation

slider-top Sliding banner, mostly located at the homepage
banner-left Banner in the right column

banner-right Banner in the right column

banner-content start, end

link-footer 90197 hits in dealer locator
2013-02-20_unboxing Designation of campaign

Evaluation

The evaluation of internal campaigns is carried out in the rubric Behaviour > events. Here, the event declarations

are structured like this:

Event Explanation

Category Link-Tracking

Action Parameter. z.B. link-footer

Label Referral. The site where the banner is displayed.
Page Landingpage. The page linked on the banner.

feel the [flow Seite 36
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Use the example below we can see which side of a particular banner has received the most clicks. In addition, you
can also check on which landing page the banner has linked. This is interesting, especially when analyzing
multilingual content. (example below: Test site of kunstform)

analytics@e-wolffde Settings My Account  Sign out

Google Analytics

&« Reporting Customization Admin Help &

© 1_test - hifpo/herww. mywebsite. com
kunstform.org [DEFAULT]

Apr 1, 2013 - Apr 10, 2013 ~
I ALL » EVENT CATEGORY: Link-Tracking ~| » EVENT ACTION: #r=2012-13-02-bmx-bike-sale [~ I

‘ Find reports & more

MY STUFF

Customize  Email Add to Dashboard ~ Shortcut

Advanced Segments Export

L1
Dashboards
AR % of unique events: 2.42%

feel the [flow

Shortcuts

? Intelligence Events

STANDARD REPORTS
w Real-Time

a Audience
".’ Traffic Sources

i Content
Oveniew
} Site Content
¥ Site Speed
* Site Search
~ Events

Pages

Events Flow
¥ AdSense
Experiments
In-Page Analytics

F Conversions
Help

The Top Events Report

Viewing Metrics

Help center

Search help center Go

i

Explorer

Event

Total Events w VS,

Site Usage Ecommerce

Select a metric

® Total Events

Week Month

= S

Primary Dimension: Event Label

]

O

o

o

10

% of Total: 0.82% (37,283)

Aprd

Total Events

304

Other ~

Secondary dimension: Page v | Sort Type:

Event Label

http:/fwww_kunstform org/de/diamondback-

element-2013-bmx-rad-p-4865

http:/fwww . kunstform.org/de/odyssey-bmx-

sxtn-oilslick-vorbau-p-4838

http/fwww. kunstform.org/de/bmxcteile-
pegs-c-1_16

http:/fwww kunstform org/de/bmc-teile-

“ vorbauten-c-1_63

http/fwww.kunstform.org/de/

http:/fwww kunstform org/de/eclat-pulse-
kassettennabe-p-2431

http:/fwww_kunstform org/de/proper-miller-

° ttl-2012-bmx-rahmen-p-3172

http/fwww. kunstform.org/de/naben-co-
kassettennaben-c-1_102_105

http:/fwww.kunstform.org/de/premium-
products-solo-2013-brmx-rad-p-3993

http:/fwww.kunstform.org/de/bmxcteile-c-1

Unique Events

215 0

% of Total: 2.42% (8,375}

Apr5 Apr 7

Event Value

Defaut v

pae Evonte
Idefspecials.php @
Idelspecials_php @
Ide/specials php @
Idefspecials php @
Idefspecials.php @
Idefspecials.php &
Idefspecials.php @
Ide/specials_php @
Idefspecials php @
Idefspecials.php &

% of Total: 0.00% (0}

Q. | advanced

+

Aprs

Avg. Value
0.00

Site Avg: 0.00 (0.00%)

B e = |=* m
Event Avg.
Value Value
1 0 0.00
3 1] 0.00
4 1] 0.00
3 0 0.00
5 0 0.00
1 0 0.00
1 0 0.00
1 1] 000
2 1] 0.00
2 0 0.00

The internal campaign tagging is a powerful tool and can be used for any link
tracking. Keep in mind: less is more. Enter only important links in order to

avoid any problems with the hit limit.

>
C
o
o
O
o
3
)

b‘
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External campaigns

The external campaign tagging serves to classify traffic sources neatly and meaningfully into Google Analytics. So

you can check the performance of your campaign quickly and easily.

Record any campaigns which cost manpower or money, except Google
o AdWords campaigns. These are recorded automatically.

Manual campaign tagging

Each campaign needs a unique campaign parameter to identify it. This tagging link can be created with a

campaign tagging tool. The tagging link has to be added to the advertising media (newsletter, QR-code, banner...)
before the campaign starts. By adding the tagging link to the advertising media, the data of the campaign will

automatically appear in Google Analytics.

UNI|TED
D G[JFAL UDG Campaign Tagging Tool
GROUP

Create Campaign Links

Country: CH E] ? Start Date: 04/01/2013 ?
Campaign Name: NL_KW12 74
Medium: banner_branding ?
Source: demo_bb_src_1 [«] 2 e—‘ O
®
Content: ?
Target URL: ? ONLINE-MARKETING
Create Link | Save Link | New

Campaign Link ? Quota:1 von 50

I #utm_medium=banner_branding&utm_source=demo_bb_src_1&utm_campaign=nl_kw12 I

The parameters must be appended to the deep links. Forwardings should not
be included, because otherwise parameters could be deleted. This is
important particularly in URL-shorteners:

Wrong: http://bit.ly/qrcode-aktiontutm_medium...

Wrong: http://www.companynema.de#utm_medium...
Correct:http://www.companyname.de/de_de/home.html#utm_medium...

Access the link, which refers to the landingpage. So you make sure that no
¥ forwardings are active.

feel the fflow
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Evaluation

When you pay for campaigns (AdWords, Banners, QR-Codes, Newsletters and other types), you want to know
how they are performing and how many visitors they send to your campaign target.

It is virtually impossible to answer questions based on predefined dashboards
or reports completely. These are always seen as an entry in the “deep dive”.

I Background knowledge about the individual campaigns is also essential. For
example, banner campaigns have ALWAYS higher bounce rates as for instance
search campaigns.

As described in the previous chapters, you can use the reporting function of Google Analytics to answer questions
concerning to the campaigns purposefully. Proceed always top-down and make use of the drill-down function or
secondary dimensions to investigate the cause. For example, you can use it to answer the following question:

»How well / bad campaign XY is performing? And which circumstances are influencing the performance?”

BLANCO MASTER - hitp:liwww blanco-germany. _ - -
n BLAIlC0|II|ALItmp = = Reporting Customisation Admin Hels
Campaigns 17 Nov 2013-17 Dec 2013
Customise Email Export - Add to Dashboard  Shorteut -
MY STUFF
nu All Visits
ams Dashboards ~ 001
Shorteuts Explorer
! Intelligence Events Summary Site Usage Goal Set1 Goal Set2 E-commerce
Visits = |VS. Selecta metic Day | Week Wonth | |24 «%
STANDARD REPORTS
1) Real-Time @ Visils
12
,‘. Audience
':. Acquisition e
OverviewHew
Channelsnew T T e
22 Nov 28 Nov 8 Dec 13 Dec
All Traffic L2
Slbzlel s Frimary Dimensicn: Campaign  Sourcs  Megium  ScurcsMedium  Gther
e
Secondary dimension | Sort Type: | Defsult = Q| advanced |@| @ | T | T | = |87
+ Keywords
Cost AnalysiseeTa Acquisition Behaviour Conversions | Gosl 1: 1 Kontsktsnfiage =
"
SRESETS Campaign 1 Kontaktanfrage 1 Kontaktanfrage 1
S Visits. % Hew New Visits  Bounce Rate  Pages / Avg. Visit [Goal 1 {Goal 1 Kontaktanfrage
SELEE Visits Visit Duration Conversion Rate} Completions)  (Goal 1 Value}
+ Search Engine Optimisation
- 15 | 33.33% 5 80.00% 0.00% 0 €0.00
I Behaviour ) . .
% of Total Site Avg: | % of Total g = Avg: e Ay Site Avg: 0.18% % of Total: % of Total:
0.01% 0.00% {-100.00%) 0.00% (247) | 0.00% (€0.00)
B conversions {152.985) {103,138)
1. at_2013_49_de|dealer|silgranitjcombicolors 5 20.00% 1 100.00% 1.00 00:00:00 0.00% o €0.00
2. int_2013_49_en|dealer|blancolsos 4 25.00% 1 50.00% 225 00:00:37 0.00% o €0.00
3. de_2013_49_de|dealer|silgraniticombicolors 2 0.00% 0 100.00% 1.00 00:00:00 0.00% ] €0.00

feel the [flow Seite 39



Google Go gle Go gle Google Google

CERTIFIED CERTIFIED CERTIFIED CERTIFIED AUTHORIZED 3 - e_V Olfﬁ
SELLER

T
PARTNER PARTNER TRAINER PARTNER RE
ONLINE-MARKETING

AdWords campaigns

AdWords campaigns are external campaigns. But these campaigns are representing a special case, because
Adwords can be connected with a profile in Google Analytics. Therefore it is possible to show AdWords traffic and

cost data in Google Analytics. You will find the AdWords campaigns in the section Traffic Sources in the rubric
Advertising.

By selecting the menu item “clicks” in the Metric Group Selectors Adwords cost data on all available dimension
levels are visible. If you can allocate values to stored targets, ROl and margin can be displayed.

'BLANCO MASTER - http-/fererw_blanco-germany - 4 i . "E.’
n ® siancoiolaLL — ~ | Reporting Customisation v

MY STUFF Link your AdWords and Analytics accounts

smn Dashboards
D Shaortcuts

! Intelligence Events Linking your AdWords and Google Analytics accounts gives you access fo the entire picture of

customer behaviour, from ad click or impression through your site to conversion. Once you've
linked your accounts, you can use insights from Analytics to refine and optimise your AdWords

Benefits of Linki

STANDARD REPORTS campaigns, improving the overall performance of your business
0 Real-Time ‘When you link accounts, you
i Audience *

Can impaort Analytics goals and Ecommerce transactions directly into your AdWords account el Aekwords Aseaus
Can also import valuable Analytics metrics—such as Bounce Rate, Avg. Visit Duration and

Pages/\Visit—into your AdWords account

OverviewNsw Get enhanced Remarketing capabilities

R Get richer data in the Analylics Mult-Channel Funnels reports _

. I Benefit Suif
Begin seeing ad and site performance data in the AdWords reports in Analytics ' ‘i;f_,"_‘ ;u :

"= Acquisition

All Traffic
All Referrals
Campaigns AdWords Campaigns 17 Nov 2013 -17 Dec 2013
» Keywords Customise Email Export + Addto Dashboard  Shortcut <
Cost Analysiseera
+AdWords All  Desktop  Mobile | Tablet

Campaigns All Visits

~ 0.00%
Bid Adjustments
AdWords Keywords Explorer

Matched Search Queries Summary Site Usage GoalSet1 GoalSet2 E-commerce Clicks

Day Parts

.
Destination URLS Visis » V5. Selects metric Day Wieek Month 54 o%

I AdWords conversions and Google Analytics targets are ALWAYS different from
each other. More information < here.

Use the AdWords Conversion Tracking Reports from your agency to control
the costs.

Use Google Analytics to analyze trends in user behavior.

For analyzing Adwords campaigns, in general, the same possibilities exist. As this is often done by your agency you
will not find further information at this point.
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Create Dashboards

Dashboards give you an overview on how your properties are performing by displaying summaries of different
reports as widgets on a single page. You can define a dashboard as a control instrument and as the entry to the

analysis.

With a dashboard, you can monitor many metrics at once, so you can quickly check the efficiency of your

accounts or see correlations between different reports.
To view and manage your dashboards, use the Dashboards menu on the left, placed underneath the Home tab.

BLANCD MASTER - http://wwer.blanco-germany.com _
L ® &lanco 101ALL - Reporting

My Dashboard 17 Nov 2013 - 17 Dec 2013

MY STUFF
+Add Widget | Email Export « Customise Dashboard
=== Dashboards
w All Visits
~ Private 100.00%
My Dashboard
+New Dashboard
New Visits s§ X unique Visitors
Shortcuts & MNew Visits ® Unique Visitors

6,000

L Intelligence Events 5000

Thursday, 12 December 2013
STANDARD REPORTS 2 500 ® New Visits: 2,822 |

) Real-Time
i Audience 22 Nov 28 Nov 8 Dec 12 Dec 22 Nov 25 Nov 8Dec 13 Dec
& Acquisition
Visits Visits by Browser
il Behaviour
Browser Visits
K conversions Firefox 40,817
- q ‘. ' ) Internet Explorer 32,137
: Chrome 29,225
L] ' & Safari

Mozilla

Which browser are the
visitors of the website using?

N

>

Please attend:

>
c
o
o
O
o)
3
)

You can create up to 20 dashboards in each profile, and each dashboard can contain up to 12 widgets.
Dashboards are only in the profile and user account in which you have created it. Use the Email and Export menu

options to share a dashboard.
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1. Click the reporting tab > expand Dashboards and click +New dashboard

>
“
Create Dashboards — First Method '

BLANCO MASTER - hitp:/fweerw_blanco-germany.com - - i
a 0 BLANCO |0 ] ALL =) Reporting Customisation

| Find reports & more My Dashboard
MY STUFF
+ Add Widget Email Export =
=== Dashboards
All Visits
= Private » 100.00%
My Dashboard
+ Mew Dashboard New Visits

2. Select ,Blank Canvas” (no widgets) or ,Starter Dashboard” (default set of widgets).

Create dashboard b4

Blank Canvas Starter Dashboard

| Create Dashboard || Import from Gallery Cancel

e Enter a title and click Create Dashboard.

3. Customize Dashboard Widgets

>
>
cw
o

e If you are adding widgets to a new “Blank Canvas” (new blank Dashboard), or if you click + Add Widget to
add a new widget to an existing dashboard, the widget editor opens.
e Select the display format for your widget: Metric, Pie chart, Timeline, Table.
e Select the data for the format you chose:
o Metric: Select the individual metric.
o Pie chart: Select the metric and dimension, and the number of slices.
o Timeline: Select the primary metric, and optionally a comparative metric.
o Table: Select the dimensions, up to two metrics, and the number of rows.
e Click Add a filter to filter the data in the widget.
o Select Only show to include specific data.
o Select Don't show to exclude specific data.
o Select a dimension.
o Select a method to evaluate your entry in the last field.

dwo?n 5

v
A
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o Enter avalue in the last field.
e Enter a title for the widget.
e Optionally, enter the URL to a report.
e Click Save.

Add a Widget n

Widget title:
New Widget

Standard:

21
METRIC

i
=
m
=
m

Real-time:

21
COUNTER

i
B
@
e
m

Filter this data:
Add a filter

Link to Report or URL: [

Clone widget
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Create Dashboards — Second Method

Select a standard reporting, click +Add widget, customize it and add it to an existing or a new dashboard.

Click on the
corresponding

widget you want to adiciasnnean
add to the
dashboard, e.g. |SsketDashboars
table or timeline.
You can also

rename the
WidgetS. Cance

Edit Dashboards

e You can drag existing widgets to new positions within the dashboard.

e Edit or delete an individual widget by clicking the gear icon in the top-right corner of the widget. Change
the items you want and click Save. To delete the widget, click Delete widget.

e To delete the entire dashboard, click Delete Dashboard in the upper-right corner.

Attention:

Each profile in your Google Analytics account displays a default dashboard that is pre-populated with a few
widgets. You can add new widgets to a dashboard by applying the two methods above. You can also customize
and remove any widget on a dashboard, including the default widgets that automatically display in your account.
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Data Export for External Users

Exporting Reports

Google Analytics enables you to export any of your reports in the following formats:

PDF (Portable Document Format)

@]
o CSV (Comma Separated Values)
o TSV (Tab Separated Values)
o TSV for Excel
o Excel (xlsx)
o Google Spreadsheets
B © Shncoora SR | Reporing | Customisation Admin  Help

17 Nov 2013-17 Dec 2013 -

Find reports & more Audience Overview

Email__ Export - Add to Dashboard __ Shortcut

-«

MY STUFF

m Dashboards ’ csv

o TSV

+ Private

TSV for Excel
+New Dashboard X

X Excel (XLSX) Hourly | Day Week | Month

Shortcuts

im GCoogle Spreadsheets

' Intelligence Evenis

STANDARD REPORTS
5,000
w Real-Time v

2 Audience
22 Mow 29 Now & Dec 12Dec
Overview =
Y ERE 107,686 people visited this site
SRR W New Visitor M Returning Visitor
» Geo Visits Unigue Visitors Pageviews
— 152,985 107,686 1,676,936 “
— TN T | e T TN | e T T
» Technology

Use Google Spreadsheets, to adapt and share data quickly and easily.
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Emailing Reports

You can send a report via email in one of the following formats:

PDF

TSV

TSV for Excel
Ccsv

Excel (xIsx)

e-wolff.

ONLINE-MARKETING

You can also schedule a report to be sent via email on one of the following schedules:

Once

Daily (sent each morning)

Weekly (sent the day of the week you selected)
Monthly (sent the day of the month you selected)
Quarterly (sent first day of each quarter)

Emails are being sent for a period of 12 month. Afterwards you have to renew

° the sending period.

To send a report via email:

1. Open the report you'd like to schedule.
2. Click Email above the report title

3. The email address you used as your login is listed in the From field.

Email Report: Audience Overview

From blanco@e-wolff.de

To |

Subject | Google Analytics: Audience Overview

Attachments 9 CS8V = || AUDIENCE OVERVIEW

Frequency | weekly- | DayofWeek| s n T

v ADVANCED OPTIONS

Send Cancel
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In the To field, enter a comma-separated list of email addresses.

Enter a subject, and select the attachment format and frequency.

Click Advanced Options to select how long Analytics sends the message with this report attached.
Use the text field to enter the body of your email.

Click Send.

© N v A

Comparability of data from different
Analytic Tools

Beside Google Analytics there are a lot of free tools for data visualization and data analysis out there. Increasingly,
the question arises to what extent these different data can be compared. To get more information on this topic
follow this link and find Use Case Scenarios which explain the questionability.
http://www.e-wolff.de/blog/vergleichbarkeit-von-daten-aus-unterschiedlichen-webanalyse-tools
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Contact

Sebastian Pospischil
Head of Analytics

07033 / 46871-28
sebastian.pospischil@e-
wolff.de

e-wolff Consulting GmbH
Alemannenstralle 9
71296 Heimsheim

Tel.: 07033 / 46871-0
Fax.: 07033 / 46871-99

mail@e-wolff.de

www.e-wolff.de
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