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ldon’t watch TV anymore



Television & Mobile Daily Time Spent (Non-Deduped), USA

J
266
226
216
20

e |lobile e==Television

Usage includes both home & work for consumers 18+.
Non-deduped as ties spent with each medium individually, regardless of multitasking. Source: eMarketer (10/18).



Daily Hours Spent with Digital Media per Adult User, USA
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= Other Connected Devices Desktop / Laptop = Mobile

Source: eMarketer (9/14, 4/15,4/17, 10/18).

Note: Other connected devices include OTT & game consoles. Mobile includes smartphone & tablet.
Usage includes both home & work for consumers 18+. Non-deduped as ties spent with each medium individually, regardless of multitasking.
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Scott McCloud, Understanding Comics




think 1 spend too much
time on my phone...



% of Adults Trying to Limit Personal

Smartphone Use, USA

47%

63%

Parent Actions to Regulate Children’s
Internet / Phone Usage

57%

52%

39%

16%

Used Digital Used Digital
Parental Controls Parental Controls
for Websites for Phone Use
2015 M 2018

Source: Deloitte Mobile Consumer Survey, US (11/18)

Pew Research (7/15, 1/18)



Analytics reinforces the
power of story



About Kalamuna



We make
your mission
our mission

Kalamuna
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We share our knowledge
freely and actively in our
community of practice






We build community
as event organizers



“

= »’!"C. ” }&'“\}
=Y
LA

JoinUs
+

| In Loud, Loving
| Memory of Drupal 6

aepmtern

R
“ KALAMUI
-

B |
L

4 P



We foster community
interactions founded in
medaning and service

Hdrupal4good
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April Sides E
{ ollow v
@weekbeforenext

Saving the planet at #DrupalCon with
@kalamuna! #Drupal4Good

. Kalamuna

3:13PM - 10 Apr 2019

oies L DO E

[SIE T v 2 9

Rachel Agyemang

& Grachel 2 Follow
& Grachel_agy =

Was just thinking about event swag and how
it could be more meaningful. Now
@DrupalConNA and got to see this awesome
booth by @kalamuna

420 PM - 10 Apr 2019

Slikes 3@.*‘.

D1 v ®

Fight Climate Change!

For every Kalatree you plant on our wall

Kalamuna will plant up to 3 trees. %5"

TREE CERTIFICATE

TS CERTIFICATE 15 PROUDLY PRESENTED 10

Kalamuna

450 Trees Planted in California

= ML (" Follow
.@kalamuna has the best booth ideas! | just
helped plant three trees & A &
#drupald4good #drupalcon

1:59 PM - 10 Apr 2019 from Seattie, WA

sue: Q@EQ O
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Why invest in analytics?



Analytics help you understand what
works and what doesn’t, so you can
adjust your approach to your
audience and have a greater impact.



Why do you have a
website?




I may be analytical, but
I'm no analyst.



Vadim Tchernine
Senior Analyst

‘ Kalamuna




GATips, Tricks
& Best Practices



Users, Sessions, Pageviews



Person

A shopper

Trip To Mall

One trip

~

@ & % Stogsvgwi'r‘\?nall

Electronics  Clothing  Food Court Electronics Food Court  Clothing

’ KALAMUNA https://databox.com/basic-google-analytics-concepts-explained-visiting-shopping-mall
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/home

@ KALAMUNA

/pricing

/blog

oo

oo

oo

/home

/contact

/features

User

A real human (hopefully)

Session

Visit to a domain

Pageview

Page within domain



Session

m Begins when user visits a page with the tracking code

m Eachsessionis unique to a browser on a device

m Typically ENDS after 30 minutes of inactivity

m Ifvisiting the site once an hour, a new session starts each time.

m Google Analytics has no way to measure duration for the last page
visited within the session



Session Duration

Looks at the total time spent across the entire session.
It includes exits on the last page, so it is considered a less
reliable metric since the last page will always have a value of 0.

O © O O

12:00 PM 12:11 PM 12:13 PM 12:43 PM
11 min time on page 2 min time on page 0 min time on page

Electronics Clothing Food Court Exit

Session Duration = 13 Min



Sessions only demonstrate traffic to
your site, but not userintentonce
they've reachedit.



Events add a level of
granularity beyond
page data.
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Use events to create more defined
goals.

Goals in GA help measure success.
You can either create them yourself
or import them from the Solutions
Gallery.



Goals



Goals

——

Goal

Email Contact Us

File Downloads

Member Login

Social Share

Video Play

4+

Id

Goal ID 1/ Goal
Set

Goal ID 2/ Goal
Set

Goal ID 3/ Goal
Set

Goal ID 4 / Goal
Set

Goal ID 5/ Goal
Set

Goal Type

Event

Event

Event

Event

Event

Search

Past 7 day conversions

68

3583

5014

22

17

Recording



Funnel Visuadlization

73,333

View Cart
73.333

38,928 (53.08%)
proceeded to Start Checkout

Start Checkout
38.928

26,346 (67.68%)

proceeded to Checkout Completion

Checkout Completion
26.346

35.93% funnel conversion rate

P 34,405

Icheckouticartf
(exit)
I

b 12,582

{exit)
Icheckouticart/
!
Ishipping-info
ffirecheckout/

11,404

8,484
1,965
1,836
1,176

5,879
3128
530
485
394



Enhanced eCommerce Reports

M Sessi S ing Prog ion M Aband ts
T - U sl M Sessions Checkout Progression Ml Abandonments

All Sessions Sessions with Product Views Sessions with Add to Cart Sessions with Check-Out Sessions with Transactions 8illing and Shipping Payment Review Sessions with Transactions
420,593 80,217 27,908 s 12,151 2608 | 5,521 11,453 7691 e 5527 . 55021 j
[E=—]

— |
- i —_—
A 4 \ 4 A 4 A 4 A 4 A 4 A 4

No Shopping Activity No Cart Addition Cart Abandonment Check-Out Abandonment Billing and Shipping Dropoff ~ Payment Dropoff Review Dropoff
336,566 w00 53,658 sesox 18,182 15 6,666 5456 3,610 w52 2,506 w7 460 83z



Bounce Rate .-




Bounce Rate

m ABounce=asingle page session

m Bounce Rate is the the % of sessions that only saw 1 page

m Thereis NO relationship to time spent

m Sometimes visitors find what they want and Bounce. Success.

m Most time-based metrics within GA, such as Average Session Duration, only
include users who DID NOT bounce. If your Bounce Rate is 70%, that
number is calculated using only 30% your overall traffic.



Data Collection



Views

m Only Data from point of

creation forward

m The defaultView is called

“All Website Data.”

ORGANIZATION

ACCOUNT (123928328)

PROPERTY (UA-123928328-1)

l | l |




Create a Minimum of 3 Views for Every Property

The Master View is your working view. It’s where you apply many different filters and

modifications to get the most accurate and actionable data.

The Test View is where you test all of your filters first. Also where traffic from staging,

localhost and other non production environment can go.

The Raw Data View is untouched by filters that alter the data collection process for

safekeeping in case something goes wrong in your working view(s).



Filters

m Usethem to exclude your organization from
your traffic, to ensure you are only seeing
data on your real customers

m Remove query parameters that are polluting

your reporting

m Oncedataisfiltered out, you can’t get it back

Bot Filtering
[¥] Exclude all hits from known bots and spiders

Add Filter to View

Choose method to apply filter to view

I e Create new FiIterI

Apply existing Filter

Filter Information

Filter Name

Filter out own traffic

Filter Verification

See how this filter wc

Filter Type

Predefined Custom

Exclude +« traffic from the IP addresses + that are equalto «

IP address

67.173.191.105




Segments

Customizable subsets of visitors based on user, session, or page info.

m Mobile Traffic

m Single Session Users

m Female users 35-44 in California

m Users that performed a certain activity

m Canbeadded to any report and work retroactively

’ Desktop Cancel Preview

Demographics

Conditions

Segment your users and/or their sessions according to single or multi-session conditions
Technology >egment your users and the e N CCo 1g Q[E ul €SSIion ( artion
Behavior

Filter Sessions v Include ~

Date of First Session

Device C: Y - ly h v desktop - OR AND

Traffic Sources



Site Search

Ensure that you have enabled site search in each of your
views. This the most specific information about user intent
you are likely to get.

Look for the parameter after the question mark.

https://www.yoursite.edu/en/search?query=best+program

Site Search Settings

Site search Tracking

Query parameter

search

v/ Strip query parameters out of URL



Sending out emails and being active
on social media, but your main
source of traffic is Direct?

UTM parameters in your links help
Google Analytics understand where
traffic is coming from and what
campaign it belongs to.



UTM Parameters in URLs

Where is the traffic Why is the traffic
coming from? going there?

http://optimising.com.au/?utm_source=mailchimp&utm_medium=email&utm_campaign=newsletter

Where is the How is the traffic
traffic going? getting there?



UTM Hierarchy & Strategy

utm_campaign

Campaign
campaign-autumn-2016
Medium
|
Source utm_medium J,
Gontent referral cpc email social
PR— —
; T T T
utm_source
andy-blog max-blog google bing intercom Campaign facebook twitter
monitor
I : [
utm_content emaill
" banner infographic { banner-ad }— 9{ banner ‘ ‘ infographic ‘
| ] email2
blog-postl | link-in-text text-ad | icture icturel
L | ‘ ‘ email3 3{ . ‘ 2 ‘
b

utm_term
l tofu




UTM Best Practices

m Use agenerator service (utm.io) or Google Sheet to standardize UTMs
m Allcharacters should be lowercase

m No spaces between words - use dashes if necessary.

m Do notuse special characters, such as &.

m Do not create manual Google Ad UTMs

m Forsocial channels, its best for medium to be the broad category and say “social”, with
source being the specific network. Email already follows this convention.

m Keep naming conventions and parameters consistent, even across different traffic sources



Sedarch Console

Google Search Console ™ https://www.town-news.com
Status > Performance ¥ EXPORT
m Connect Search Console (Webmaster
= + NEW Last updated: Jan 3,2017

Tools) to GA to understand Organic
Search performance, improve SEO, and
identify broken links

Total impressions Avg.CTR Avg. position

665M R 4% N 74

m Search Console keeps data for the last 16
months. As a result, SEO reportsin
Analytics also include a maximum of 16 e e Re g 5 Ay e e 5 i
months of data.

QUERIES PAGES COUNTRIES DEVICES

Queries V¥ Clicks CTR

m Search Console data is always 48 hours
behind



Google Tag Manager



Use Google Tag Manager to deploy all scripts

a Choose Product

Drupal’

d Google
Download & Extend @ Trusted Stores
Drupal Core  Distributions = Modules Themes
clic<tale
GoogleTagManager _
criteo
Version control ~ Automated testing
neuscar

By solotandem on 19 February 2014, updated 26 February 2018

This Google Tag Manager project allows non-technical
stakeholders to manage the analytics for their website by
triggering the insertion of tags and tracking systems onto
their page(s) via Google's Tag Manager (GTM) hosted
application.

https://www.drupal.org/project/google tag

Velnteractive

A Google

AdRolL>

€ crazyegg.

affiliate

nudge.

2
Marin

dstillery

£ BULERIAN

1

‘ad
() cOMSCORE

TURN

SearchForce

m Googl
Linked [
VisualDNA

(-;' mouseflow

Tradedoubler



Google Tag Manager

m Connect 3rd party tags (Google Analytics, Adwords, Facebook, Crazyegg, etc)
m Enable/disable without code pushes (go, Marketers!)

m Tags with GTM load asynchronously

m Create Tags, Triggers, and Variables

m Track types of clicks like email, outbound links, pdfs, etc

m Add adatalayer to customize data captured > required for eCommerce



Tags

CURRENT WORKSPACE

Tags
Default Workspace > 9 Q ——
Name Type Firing Triggers Folder Last Edited
Q Search
CU - YouTube Tracking - LunaMetrics Custom HTML @ P Viewed Any Page YouTube Tracking 7 months ago
Plugin Plugin
@@ Overview
GA Viewed Page Google Analytics - @ P Viewed Any Page Site Tracking 7 months ago
B Tags Universal Analytics
@ Triaaers GAE Downloaded File Google Analytics - @ E Downloaded File Site Tracking 7 months ago
& Universal Analytics
M4 \Veriables GAE Email Link Clicked Google Analytics - @ E Clicked Email Link Site Tracking 7 months ago
Universal Analytics
BB Folders
GAE Outbound Link Clicked Google Analytics - @ E Outbound Link Clicked Site Tracking 7 months ago
Universal Analytics
GAE Reached Scroll Depth Google Analytics - E Heard Scroll Timing Site Tracking 7 months ago
Universal Analytics Ping
GAE Submitted Form Google Analytics - e E Submitted Any Form Site Tracking 7 months ago
Universal Analytics
GAE Telephone Link Clicked Google Analytics - @ E Clicked Telephone Link  Site Tracking 7 months ago

Universal Analytics



Save hours by automating your GTM
set-up with gtmbot.io






Data Validation



Tag Assistant (by Google)

Offered by: Google

' 6 & ¢ 1124 ] Developer Tools | S 1,685,104 users

(5 By Google

Nikki Kuhiman  Modified Jan 24,2019 %% %

Jessa Elsasser Modified Sep 28,2018 %
It's an extremely useful extension for my job BUT, lately, it's been failing a lot, where | have to remove the Flovisd thiis extrisi st and 1d still 1 itifit red v, At d i | click it and
extension and then re-install it. When it works, it's five stars. But when it fails, especially in the middle of a ove IS:extensiofratMStanc wodld: SWLIOVe ItIELWOIKed properly-al1andoim ames. - EiCkIkan

conference call with a client, it's not good. nothing happens, it just stops working, it doesn't matter what page I'm on or if | quit and reopen the browser
' it just completely stops working and the only way to fix it is to uninstall and reinstall. This happens A LOT
and it's really annoying. Google, get it together, you are better than this, it is a simple extension, make it

workliii
i i ?
Josh Deltener  Modified Aug 29, 2018 % Was this review helpful? (O Yes () No Reply | Mark as spam or abuse
Seems very unreliable/simple detection especially when working with single page apps.
It shows same tag included multiple times (GTM or even GTag) but it's impossible from my end as it's only @ HardRockUL - s Apr 18,2013
in the DOM once and on the first page hit. yeah, | am running into the same issue whenever | click on the icon for it, it just popped up

asking if | want to enable on checking for other tags and if | want to inspect all pages or
GTM preview mode clearly shows things firing as expected, but this tool doesn't reflect the same and sends specific page, then once choose an option, it doesn't do anything! So frustratel | removed

you on a wild goose chase. and re-added the plug-in over and over, yet still not working!
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@

category
action
label

category
action

category
action
label

dataslayer

Offered by: bearcla.ws

1 8.6 & & -5

UA-936475-3 (Universal)
(via GTM-T73TW6V)
Newsletter Click

Sign up for our newsletter

deyoung.famsf.org/exhibitions/ed-hard

UA-936475-3 (Universal)

(via GTM-T73TW6V)

Buy Tickets - DeYoung
deyoung.famsf.org/exhibitions/ed-hardy

UA-936475-3 (Universal)
(via GTM-T73TW&6V)
non-interactive

Scroll

deyoung.famsf.org/exhibitions/ed-hardy

Developer Tools

be
wn
.(A.)
o~
N
N
-
w
D
w

General
B use three-column layout where available
swap TMS columns
Bshow data layer presence
.auto»collapse nested data layer variables
.auto-collapse gtm.* events
Whide empty data layer variables
Wshow array indices
Wshow navigation timestamps
Bshow friendly names for query parameters where available
Bbiock tags from firing (experimental, requires Chrome dev/beta chanr
Mdon't decode query string values
Update interval (seconds)

(for: Launch data elements, Tealium data layer, TagCommander, additio
(0 to disable autoupdate)

Tags
@ <how Universal Analytics tags

®show GA Classic tags

Bshow Floodlight tags

B show Adobe Analytics tags

Ignored IDs (separated by semicolons)




Beyond Google Analytics



Google Analytics alternatives

& MAatomo

Adobe
Analytics




Google Data Studio



analytics meets powerpoint

Google
Data Studio




eCom Conv Rate

ebook.com /

Conrerence@m‘y‘_.

Source / Medium

google / organic

/ (none)

Product
Revenue

[

201,722

referral

(=]

o

< I
Transactions

il
(=]

O
=)
]
-
e

]
2
O

$370,475

$1,594.5

55.4

20.0% ¢

$1147.74
|

54




Interactive reports

«” Google Surveys | 2016 US Election Poll

Likely voters excluding Undecided and Other (page 1 of 3)

Latest Results Filter results:

November 8 poll, fielded November 1-7

; v/ Gender
I Clinton Sample size

=I;l:1r::on 26,574 Female
Male

Margin of error (%)

0.65%

0%  7.5% 15% 22.5% 30% 37.5%  45% Sample: Internet users,
Likely voters, aged 18+



What happened to M
Night Shyamalan?

In 1999 following the release of a low budget independent film Praying with Anger (1992), and his first major motion picture Wide Awake (1998),

M Night Shyamalan directed The Sixth Sense a box office smash hit that grossed half a billion dollars at the box office.

The Sixth Sense

Gross Box Office Revenue (AdjuS
X

600M 4 P

R
$498,635,200

1008 IMDB Rating Gross Box Office

SH $498.64M

Award Wins Box Office ROI

5 \
1998 Wide Awake 1999 The Sixth Sense 3 2 . O 7 3 3 . 7 7 %

Estimated Budget

200M

80M
$75.,000,000 Riding high of the success of The Sixth Sense, $75
60M million was invested into M Night's next project
"Unbreakable”.
40M $40,000,000
20M
’ $7,000,000

1998 Wide Awake 1999 The Sixth Sense 2000 Unbreakable




Q_ search

Google Connectors (18)

Connectors built and supported by Data Studio. Learn more
f File Upload BigQuery
= By Google By Google

Connect to CSV (comma-separated values) files. Connect to BigQuery tables and custom queries. c o n n ect o r G a I I e r
Learn more Learn more

Cloud SQL for MySQL Display & Video 360 * Extract Data / Google Ad Manager 360
By Google " By Google By Google '. By Google
Connect to Google Cloud SQL for MySQL databases. Connect to Display & Video 360 report data. Connect to Extract Data Learn more Connect to Google Ad Manager data. Learn more
Learn more
\ Google Ads : Google Analytics : Google Cloud Storage : Google Sheets :
@ By Google 'Y . By Google By Google H By Google
Connect to Google Ads performance report data Connect to Google Analytics reporting views. See your files in Google Cloud Storage. Learn more Connect to Google Sheets. Learn more
Learn more Learn more
MySQL PostgreSQL Search Ads 360 wem  Search Console
By Google By Google By Google L By Google

Connect to MySQL databases. Learn more Connect to PostgreSQL databases. Learn more Connect to Search Ads 360 performance reports. Connect to Search Console data. Learn more



™\ Page Modified :
“ By Page Modified
Automatically pull your crawl data into Data Studio with
the Page Modified Data Studio Connector. Learn more

Search Ads 360 :
By Supermetrics

#1 Connector for Google Search Ads 360. Powerful yet
Flexible and Easy To Use. Trusted by 300k+ Marketers.
Learn more

lg,) Sizmek
By Tapclicks

Connect to your data using Tapclicks's Sizmek
connector Learn more

@ PayPal :

By Power My Analytics

Free Trial! Analytics Importer PayPal Connector
connects PayPal Transaction data into Data Studio.
Learn more

SEMrush
By Supermetrics

#1 Connector for SEMrush. Powerful yet Flexible and
Easy To Use. Trusted by 300k+ Marketers. Learn more

Socrata
By Socrata

Connect Data Studio to Socrata Data Learn more

Pinterest :
By Supermetrics

#1 Connector for Pinterest. Powerful yet Flexible and
Easy To Use. Trusted by 300k+ Marketers. Learn more

Reddit :
By Supermetrics

#1 Connector for Reddit reporting. Powerful yet Flexible
and Easy To Use. Trusted by 300k+ Marketers.
Learn more

ShareASale Merchant :
By Power My Analytics

Free Trial! Analytics Importer ShareASale Connector
pipes ShareASale Merchant data into Data Studio.
Learn more

S A StackAdapt
== By StackAdapt

Access StackAdapt campaign metrics directly in
Google Data Studio. Learn more

w Pinterest Analytics
: By Power My Analytics

Free Trial! Analytics Importer Pinte
Connector connects Pinterest Ana
Studio. Learn more

Rival 1Q Social Analyt
‘ By Rival 1Q

Pull social media and SEO analytic
account into Google Data Studio. |

EEEN shufflePoint Preview
By ShufflePoint, Inc.
ShufflePoint's Data Studio Commt

allows you to query digital service:
Query Lang... Learn more

Stripe
By Supermetrics

#1 Connector for Stripe. Powerful
To Use. Trusted by 300k+ Markete



Google Data Studio alternatives

+
m]) Power Bl {El_—j}+ab|eau°

L) databox



More Tools



About L © ¢ Pubitictions

sharing the Helen Keller Archive
with Students

On June *, **** ty the New f
Special ’ launch Archive
with a pizza party and cake fit honor of Kellier's *** | bithday.

sharing th= Helen Keller Archive
with Students

On Jun *, == yisually Jmp
‘Special Education celetjai | the launch of the dightal Helen Keller Archive:
with a pl mmmmmmm!-u-ﬂ-mmnmqy.
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Donors & Giving Information

onors & Giving Information

Annual Giving

The generosity of Kettering University alumni and friends
enhances student experiences aq' 10% jnces the University
as a leader in STEM education. Sabﬁn ‘or another area of the University
that is lmponanl to you. By taking advantage of a company's matching gift program, you can
arrange for| 3 9% p t can double or tripie the impact of your contribution. Find your
employer with out our § Make a gift. Make a difference.

Estate & Planned Giving

Gifts through estate planning are a great way to support Kette
Bequests, gift annuities, life insurance, and other financial plan
advantages for the donor and their heirs. Conf 1.9% |to discusg
University can help you achieve your financial goals. {

. Page Analytics (by Google)
Offered by: google.com

% % % % & 1,015 | Productivity | & 841,662 users
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User Surveys

How often do you visit the website?

B Undergrad B L&S Undergrad I Grad Il Faculty/Staff

50%

37.5%

25%

12.5%

0%
Multiple times a day Once a day About once a week About a few times a week ~ About once a month Afew times a year I don't use the website.



Learning More



Bond Internet Trends 2019

bondcap.com/report/it1l9



Google Analytics Demo Account

analytics.google.com/
analytics/web/demoAccount



E-Commerce Demo - datalLayer Examples

enhancedecommerce.appspot.com



Free tips and tricks (with links)

bit.ly/ga-tips-13 = &«

Google Analytics
Tips, Tricks, and
Best Practices



Thank You!



Andrew Mallis, ceo

Twitter @andrew_mallis
LinkedIn /andrewmallis
Email mallis@kalamuna.com

® Kalamuna



