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1. Mapping the
Consumer Journey
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QUESTIONS:

How do you
categorize the
consumer journey?

How do you
accurately attribute
performance across
all marketing touch
points?

About 12,600,000 results (0.54 seconds)
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Play fun games to instantly win Minion goodies or a trip to London. Sweepstakes ends —

August 15th so visit now! ' - ‘I‘_.‘“ i INSTANT[Y"

EACH STICHER UNLOKSAPRZE |
SOLLECT THEN A

or HUNDREDS
ommer PRIZES

Optimizing Mobile Content for Google Analytics | 4



Answer:

Create and track
custom URLs using
UTM Strings.

Google Analytics
O
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What are UIM Strings?

‘Campaign Content




2. Google’s Unique
Taxonomy
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How Google organizes Your Actual
your URL: Campaign Hierarchy:

1. Campaign Source Campaign Name

|
2. Campaign Medium | |

_ Campaign Medium
3. Campaign Term | | |

Campaign Source

5. Campaign Name Campaign Term /Campaign Content

4. Campaign Content




Google Analytics uses different terms
than Google’s UTM Creator:

UTM Terminology GA Terminology
1. Campaign Source 1. Source

2. Campaign Medium 2. Medium

3. Campaign Term 3. Keyword

4. Campaign Content 4. Ad Content

5. Campaign Name 5. Campaign




3. Defining UTM
Parameters

Optimizing Mobile Content for Google Analytics



Campaign Source -
The point of interaction. rea I ng a US Om
(e.g if Social Media is your

Campaign Medium, the

Campaign Source would

be Facebook, Twitter, etc.)

Campaign Medium
Refers to the context in
which the consumer
interacts with the content
(e.g. Paid Media, Earned,
Owned, or In-Store).

8 chiquita

2. Publish

Landing Page URL

Generate URL:

Short URL or

Custom URL i
ing lab
Campaign Source: facebook z

RECIPE CONTEST

Campaign Term Campaign Medium:  social 2 WEEKLYW|NNERS
Identifies AdWords, CTAs,

or offers (e.g. Shoes, Pants,
15% off, etc.).

Campaign Term:

Campaign Content:  banner

Campaign Name: Chiquita_Cooking lab

& Shorten

Campaign Content
Define the different creative
units promoting the
- a URL Expiration:
campaign (e.g. ad size, Never @Expire
COlor, messaglng: etC) Activation Date @ Deactivation Date @

2120140921 AM V32015 11:59 P

Retpd/mo-pro.co/xOFron

Campaign Name
Encompasses the entire
campaign (e.g. Spring Sale,
December Product Release,
etc.)

The FunMobility Platform
features a built-in URL builder

™
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Lampailgn
Source

Campaign

L~ Source N\

On-Pack df
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O Print Media

Demos & Events =&
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M Email Pinterest ®
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Lampalgn
Medium

~ Campaign
Medium
2 T\




Campaign
Term

Primarily used for paid
search, the UTM
Parameter for
Campaign Term
identifies AdWords &
keywords associated
with the campaign.

Examples:
» Designer_Shoes

e 20 _percent_off
* Guitars_New_York

Google

fun_recipes

fun recipes
Web News Images Shopping Videos More ~ Search tools

About 302,000,000 results (0.74 seconds)

Cooking Lab Recipe Contest - Chiquita® Bananas

www.chiquitabananas.com/cookinglab/ ~
Get creative in the kitchen with Chiquita Bananas and you could WIN $4000 in our

Cooking Lab recipe contest!
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Lampaign
content

‘ M oets ARSI i
@) cooting (b oAl
N RECIPE CONTEST $4000 Enter Now!

728 win_up to 4000

o oo 54000 ] 300_win_up_to_4000

wivsso00 B L& ] 300_win_4000




Campaign
Name

The UTM parameter

cooking_lab recipe contest_q3 2014

for Campaign Name vgllr’q%%url':saooo
should encompass the

entire campaign. \H l’:‘.’r‘.’sfng?,

Example: I ln's'lfp'é'mgwm $' [ cekmo |
» Spring_Sale 2015

‘Stgr} Scratt‘:ll.\ing

@ coofing, lab

4000

Ad) hat Will YOU Come Up With?
WINNERS GALLERY

2
4 4 Chiquita Arcade

-~
MyRecpes o

Q
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Best
Practices

cooking lab recipe contest g3 2014

= ]

No spaces: use underscores to ensure links
remain functional when pasted

300x250_win_up_to_4000

No ad sizes: Ad blockers identify standard
ad sizes in the text, so avoid obvious
markers like “300x250”
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4. Audience &
Attribution
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Once the UTM parameters have
been implemented, and you have
generated a custom URL for each
touch point connected to your
landing pages, your Google
Analytics account will automatically
attribute each interaction to the
appropriate Medium, Source, Term,
Content, and Name.

By tracking this data in Google
Analytics, it’'s easy to gauge which
touch points are generating the
most conversions & activity across
different audience demographics &

geography.

These insights can inform future
messaging and re-allocation of
marketing spend.

N'-

MOBILITY

- o A

" Al Traffic

Jun 23, 2015-Jul 23, 2015

1 pletions) @ PadMeda ® EamedMedn ® OwnedMedia InStoreMedia

- [
awan  Avg Session Deities

Summer Sale 2015 Channel 86,370 62.42% 53912 53.37% ; 00:03:00 % 3,678 $110,317.34

46,576 (r1
2039 (am
15,868 (1037%

3535 aow
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In Google Analytics,
Click on “All Web Site

Data” for the website
you want to look at
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z Google Analytics Home  Reporting Customization ~ Admin > S A

FEATURE UPDATE X
Google Analytics has simplified its data sharing settings. Learn more

Jun 23, 2015 - Jul 23, 2015 ~

3T e [l = o[ < |

Sessions Avg. Session Duration Bounce Rate Goal Conversion Rate
811 00:01:16 85.82% 0.00%
89 00:11:02 25.84% 0.00%
1,015,220 00:04:37 28.23% 13.70%

This table was generated on 7/24/15 at 3:43:26 PM - Refresh Table

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



Select “Add Segment”

Faponing

- o
Audience Overview
tmad Expont v A

00 10 Dashboard  Shortewt

Jun 23, 2015 - Jul 23, 2016
O Al Sessions

Overview

Sessions Usens Pageaens
1,015,220 480673

3,052,380

Sessions % Sessions

5016 I 5 11%
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z Google Analytics

% Dashboards

4 Shortcuts

@ Intelligence Events
(O Real-Time

By Audience
Overview
Active Users BETA
Cohort Analysis BETA
» Demographics
» Interests
» Geo
» Behavior
» Technology
» Mobile
» Custom
» Benchmarking

Users Flow

'!,’ Acquisition
Overview
» All Traffic
» AdWords

» Search Engine
Optimization

» Social
~ Campaigns
All Campaigns

Paid Kevwords

Home Reporting Customization Admin

Audience Overview

Email Export + Addto Dashboard Shortcut

All Sessions
100.00%

Overview

Sessions ¥ VS. Select a metric

+ Add Segment

-

Jun 23, 2015 - Jul 23, 2015 ~

<

Hourly Day Week Month

@® Sessions

60,000

P — e e
30,000, S— s T = > T
Jun 29 Juls Jul13 Jul 20
B Returning Visiter M New Visitor

Sessions Users Pageviews Pages / Session Avg. Session Duration Bounce Rate
1,015,220 480,673 3,052,380 3.01 00:04:37 28.23%
e | AN | e s | === | el | AL e

% New Sessions

45.49%

r—me N

Demographics Language Sessions % Sessions
Language » 1. enus 965616 [N °5.11%
Country 2. engb 6202 | 061%
City 3. de 4250 | 0.42%
System 4. es 4101 | 0.40%
Browser 5. es-419 3717 | 0.37%
Operating System 6. eses 3672 | 0.36%
Service Provider 7. de-de 3293 | 0.32%
Mobile 8. en 1,88 | 0.19%
Operating System 9. nlnl 1643 | 0.16%
SLarvire Provider 10 ee-gie 41874 | 01804




Select “New Segment”

Reporting lomaaton  Admr - 0 A

Audience Overview Jun 23, 2015~ Jul 23, 2016

Dwad  Cxport v AGd 10 Deshboard  Shortewt -
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z Google Analytics

n

%

=

[

Dashboards

Shortcuts

Intelligence Events

Real-Time

Audience
Overview
Active Users BETA
Cohort Analysis BETA
» Demographics
» Interests
» Geo
» Behavior
» Technology
» Mobile
» Custom

» Benchmarking

Users Flow

Acquisition

Behavior

Conversions

Home Reporting

Customization

Audience Overview

Email Export v

Admin

Add to Dashboard  Shortcut

All Sessions

+ NEW SEGMENT Import fi

gallery

Share segments

Choose segment from list

- & A

Jun 23, 2015 - Jul 23, 2015 ~

<

View

Segment Name Created Modified
VIEW SEGMENTS =
¥ - All Sessions Actions ¥
All
(B May 26, 2015 Jun 2, 2015 Actions v
System
Custom o Apr 27, 2015 Apr 27. 2015 Actions
Shared ) -~ Bounced Sessions Actions v
Starred -
() Jun 3, 2015 Jun 4, 2015 Actions v
Selected -
B < Converters Actions v
a Mar 3, 2015 Mar 3, 2015 Actions v
) - Direct Traffic Actions ~
ol Mada 2 Pirrhaca Actinns =
Overview
Sessions ¥ VS, Select a metric Hourly Day Week Month
@® Sessions
60,000
= o e ®
30,000 G = >4 = - T
@t o .smm
Jun 29 Jul& Jul13 Jul 20
B Returning Visitor M New Visitor
Sessions lsers Paaeviews Panes / Session Ava Session Duration Bounce Rate




Looking at the
“Conditions” tab, add
the UTM parameter
string that you wish
to analyze
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z Google Analytics Home Reporting Customization Admin

- 2 A

e Do RS Audience Overview Jun 23, 2015 - Jul 23, 2015 ~

Email Export v Addto Dashboard Shortcut ﬁ
Dashboards

,'Agloigzsions + Add Segment
4w Shortcuts v

, Intelligence Events ‘ Summer Sale 2015 Channel Media Performance Cancel Preview Segment is visible in any View Change
© RealTime Demograp Conditions Summary
Segment your users and/or their sessions according to single or multi-session conditions
Technology =2 2 = =

Audience

Behavior Filter Sessions v Include ~

0.00%
Overview % < of users
Date of First Session Campaign v  exactlymatches v  SummerSale2015 — OR AND
Active Users BETA
Traffic Sources

AND
iSBETA :
Cohort Analysis Users
» Demographics Advanced Medi v ly h ~  SocialMedia — OR AND 0
Conditions a4
» Interests AND Ses(s)lons
» Geo 0.00% of sessions
Source exactly matches « Facebook - OR AND
» Behavior Conditions
AND Campaign: "SummerSale2015”
» Technology Medium: "SocialMedia”
< Source: "Facebook™
£ Keyword contains « % — OR AND
» Mobile 2 20%0ff - Keyword: contains "20%Off"
» Custom
» Benchmarking rets AR Lo
Users Flow
'!’ Acquisition
[0 Behavier Overview
Sessions v | VS. Select a8 metric Hourly Day Week Month
K Conversions
® Sessions
60,000
= e 53 e ®
30,000 e P o N o=

L = P




- Audience Overview

Emsd  Export » A4 10 Dashboars  Shorteut

This repont & based

Select “Source/
Medium” under the
“Acquisition” tab

Optimizing Mobile Content for Google Analytics | 28



z Google Analytics

8 Dashboards

s Shortcuts
1.36%

@ Intelligence Events
(O Real-Time

By Audience

'!’ Acquisition
Overview
~ All Traffic
Channels

Home Reporting Customization Admin
Audience Overview
Email Export + Addto Dashboard Shortcut

Summer Sale 2015 Channel Media Performance

Overview

Bounce Rate ¥ | VS. Selecta metric

@ Bounce Rate

+ Add Segment

——— v 3 A

This report is based on 249,849 sessions (24 61% of sessions). Leam more

Hourly Day Week Month

=}

x

Source/Medium

» AdWords

» Search Engine
Optimization

» Social

~ Campaigns
All Campaigns
Paid Keywords
Organic Keywords
Cost Analysis

Behavior

Conversions

100.00% L —
S Sl L —— —— '\_A e -

/‘ —gp— — o -

50.00%

Jun29 Jul§ Jul13 Jul 20
-
B New Visitor M Returning Visitor

Sessions Users Pageviews Pages / Session Avg. Session Duration Bounce Rate

Summer Sale 2015 Chan

13,823
FINEER—- T

% New Sessions
Summer Sale 2015 Chan...

90.36%

\_

Summer Sale 2015 Chan..
12,649
SISO e

Summer Sale 2015 Chan. ..

17,866
SRR 35

Summer Sale 2015 Chan...

1.29

7

Summer Sale 2015 Chan..

00:00:30

AN

Summer Sale 2015 Chan.

81.89%

Demographics Language Sessions % Sessions

Language » 1. enus 13702 I -° 13%
Country 2. eses 28 | 0.20%

City 3 en 24 | 0D17%

System 4. esus 24 | 0.17%

Browser 5. en-gb 20 | 0.14%

Operating System 6. es-419 8 | 0.06%

Service Provider 7. en-au 4 | 0.03%

PRI T 8 an.va A | n0RoL




Now we can compare
different content within the
segment.

In this example, the
“20%0Off” CTA has
performed better than the
“Save20%” CTA in the
Summer Sale campaign

Benavior

13,823 90.36% 12,491 81.89% 1.29 00:00:30
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"‘ Google Analytics Home Reporting Customization Admin

vy & A

mare All Traffic

Jun 23, 2015 - Jul 23, 2015 ~

Customize Email Export v Addto Dashboard Shortcut gase ﬂ’
% Dashboards

This report is based on 249,849 sessions (24.61% of sessions). Leamn more
¢ua Shortcuts Summer Sale 2015 Channel Media Performance

+ Add Segment
1.36%
! Intelligence Events Explarer
Summary Site Usage Goal Set1 Ecommerce
0 Real-Time
Sessions v | VS. Selecta metric Day Week Month g" ...
" :
imy Audience
o @® Sessions
4,000
't’ Acquisition
Overview
2,000
v All Traffic
Channels o o = gy > n "
T Jun 29 Juls Jul13 Jul 20
reemaps z
Source/Medium . — :
Primary Dimension: Sourge ol curce  Md@um  Keyword Othe
Referrals - - —
Secondary dimension: Ad Content v |ort Type: | Default v Q |advanced |[HH @ | = | L= 0
» AdWords
% Acquisition Behavior Conversions Goal 1: Create an account v
» Search Engine
Optimization Keyword ° Ad Content
; € % New Sessions Pages / Session Avg. Session Create an account (Goal 1 Create an account (Goal 1 Create an account
» Social Sessions ‘ New Users Bounce Rate Duration Conversion Rate) Completions) (Goal 1 Value)
~ Campaigns ) 13,823 90.36% 12,491 81.89% 1.29 00:00:30 0.91% 126 $3,778.90
: Summer Sale 2015 Channel Media Performance % of Total- 1.36% AvaforView: | %ofTotal: 271% Avg for View Avg for View Avg for View Avg for View: 8.18% (-88.87%) % of Total: 0.15% (83,124) % of Total: 0.15%
All Campalgns (1,015220) 45.42% {98.96%) (461,091) 28.26% (189.81%) 3.01(-57.02%;} 00:04:37 (-89.09%) ($2,493,708.86)
Paid Keywords O | 1. Facebook 20%0ff 13,823(100.00%) 90.36% | 12,491(100.00%) 81.89% 129 00:00:30 0.91% 126/(100.00%) $3,778.90(100.00%)
Organic Keywords =
£ Y U 2. Facebook Save20% 3,790 (2.19%) 92.93% 3.622 (3.07%) 49.13% 2.22 00:02:01 6.52% 247 (1.95%) $7.404 44 (1.95%)
Cost Analysis =
Showrows: (10 v |Goto: | 1 1-10of1 | € | >
8 Behavior

This report was generated on 7/24/15 at 4:55:18 PM - Refresh Report

gle | Analytics Home | Terms of Service | Privacy Policy | Send Feedback
K Conversions



You can also
compare activity
across different
marketing channels,
demographics,
devices, & more

Optimizing Mobile Content for Google Analytics | 32



A" CO()gk‘ Analytics

5§ Dashboards
4wy Shortcuts
' Intelligence Events
® Real-Time
i@y Audience
't’ Acquisition
Overview
v All Traffic
Channels
Treemaps
Source/Medium
Referrals
» AdWords
» Search Engine
Optimization
» Social
» Campaigns
[0 Behavior

F Conversions

Home Reporting Customization Admin

All Traffic

Customize Email Export v Addto Dashboard Shortcut

S Summer Sale 2015 Channel Media Performance
16.59%

2015 Channel Media Performance

Demographics Conditions

Technology

Behavior Filter Sessions v Include ~
Date of First Session Medium ~  contains

Traffic Sources
Medium « contains

Advanced

Conditions &h Medium +  contains

Sequences i s
+ Add Filter

Explorer

Summary Site Usage Goal Set1 Ecommerce

Sessions v | VS. Select a metric

@ Sessions

20,000

Cancel

PaidMedia

EarmedMedia

OwnedMedia

InStoreMedia

+ Add Segment

Preview

Segment your users and/or their sessions according fo single or multi-session conditions

R S
S
S W —

OR

OR

OR

OR AND

Tuesday, July 21, 2015

Jun 23, 2015 - Jul 23, 2015 ~

This report is based on 249,812 sessions (23.90% of sessions). Leam more

Segment is visible in any View Change

Summary

0.00%

of users

Users

0

Sessions

0.00% of sessions

Conditions

Medium: contains "PaidMedia”
Medium: contains “EarnedMedia”
Medium: contains "OwnedMedia”
Medium: contains "InStoreMedia™

Day Week Month o4 o%




Select each media
channel and hit “Plot
Rows” to get a visual
overview of how your
entire campaign Is
performing.

Optimizing Mobile Content for Google Analytics | 34



W% Google Analytics

Secondary dimension v | Sort Type: | Default v Q
» AdWords ‘

% Dashboards
4w Shortcuts
@ intelligence Events
® Real-Time
.'i'. Audience
'!’ Acquisition
Overview
v All Traffic
Channels
Treemaps
Source/Medium
Referrals
» Search Engine
Optimization
» Social
~ Campaigns
All Campaigns
Paid Keywords
Organic Keywords
Cost Analysis
[0 Behavier

F Conversions

Home  Reporting  Customization  Admin - i e - c @A
<

All Traffic Jun 23, 2015-Jul 23, 2015 =

Customize Email Export v Addto Dashboard Shortcut gagE

it e
This report is based on 250,369 sessions (45.03% of sessions). Leam more

™ 2015 Channel Media Performance + Add Segment
15.54%

Explorer

Summary Site Usage Goal Set1 Ecommerce

Create an account {Goal 1 Completions) v | VS. Select a metric Day Week Month d ...

@ Create an account (Goal 1 Completions) @ PaidMedia ® EarnedMedia ® OwnedMedia InStoreMedia
400

Jun 25 Jun 27 Jun 29 Jul1 Jul2 Juls

Primary Dimension: Source/Medium Source Medium Keyword Other ~

Acquisition Behavior Conversions Goal 1: Create an account v
= Medium
. ! . Pages / Sessi Avg. ion D ( Create an account (Goal 1 Create an account (Goal 1 Create an account (Goal 1
Sessions % New Sessions New Users Bounce Rate > N Conversion Rate) 7 Completions) Value)
Summer Sale 2015 Channel Media 86,370 62.42% 53,912 53.37% 2.46 00:03:00 4.26% 3,678 $110,317.34
Performance % of Total: 15.54% Avg for View: 48.73% % of Total: 19.90% Avg for View: 33.72% Avg for View: 2.88 Avg for View: 00:04:19 Avg for View: 7 51% (-43.31%) % of Total: 8.81% (41,760) % of Total: 8.81%
(555,959) (28.08%) (270,9389) {58.25%) (-14.77%) (-30.38%) (81,252,794 67)
1. PaidMedia 46,576 (53.93%) 73.11% 34,054 (63.17%) 59.63% 245 00:02:31 5.22% 2.432 (66.12%) $72,945.35 (66.12%)
EamedMedia 20,391 (23.61%) 10.82% 2.207 (4.09%) 19.48% 3.33 00:05:51 2.21% 451 (12.26%) $13,523.20 (12.26%)
3. OwnedMedia 15,868 (18.37%) 94.29% 14,962 (27.75%) 79.87% 1.28 00:00:31 1.53% 242 (6.58%) $7.261.23 (6.58%)
4. InStoreMedia 3,535 (4.09%) 76.07% 2,689 (4.99%) 47.30% 279 00:04:13 15.64% 553 (15.04%) $16,587.57 (15.04%)

Showrows:‘m v‘Gotoz 1 1-40f4 | €| >

This report was generated on 7/24/15 at 5:02:30 PM - Refresh Report

© 2015 Google | Analytics Home | Terms of Service | Privacy Policy | Send Feedback
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Want to learn more?

Mobile

Read the free ebook Content Strategy
for more info \) The Definitive Guide

Optimizing Mobile Content for Google Analytics


https://www.funmobility.com/?p=10757
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