SETUP 101




HIERARCHY BREAKDOWN

Account: top-most level

Property: website, mobile application, or
device. When you add a property analytics
generates a unique tracking code for you.

Views: Access to reports. Within one property
you may want to see:

« one view of all the data for www.example.com

« one view of only AdWords traffic to Pro pe rty
www.example.com

« one view of only traffic to a subdomain like
www.sales.example.com

Users and permissions: you can add users at
the account, property, or view level and you
can restrict access at each level
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http://www.sales.example.com/

GETTING STARTED WITH GOOGLE ANALYTICS

Start analyzing your site's traffic in 3 steps

o Sign up for Google Analytics e Add tracking code o Learn about your audience Start using Google Analytics
‘ Signu
\ o) -
N
~ ,f;?
~’ Sign up now, it's easy and free!

Still have questions? Help Center
All we need is some basic info about what site you'd You'll get a tracking code to paste onto your pages so In a few hours you'll be able to start seeing data about
like to monitor. Google knows when your site is visited. your site.

1. analytics.google.com

2. Signup for your Google Analytics account
» Name for your Account
« Name for your website
* Need your website URL
 Time Zone
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GETTING STARTED WITH GOOGLE ANALYTICS

Website Tracking

Global Site Tag (gtag.js)

This is the Global Site Tag (gtag.js) tracking code for this property. Copy and paste this code as the first item into the <HEAD= of every webpage you want to track. If
you already have a Global Site Tag on your page, simply add the config line from the snippet below to your existing Global Site Tag.

<|- Global site tag (gtag.js) - Google Analytics >
<script async src="https://www.googletagmanager.com/gtag/js?id=UA-109465322-1"=</script=
<script=

window.datalLayer = window.dataLayer || [I;

function gtag(){datalayer.push(arguments);}

gtag(js', new Date());

gtag('config, 'UA-109465322-17;

</script=
e

The Global Site Tag provides streamlined tagging across Google's site measurement, conversion tracking, and remarketing products — giving you hetter control while
making implementation easier. By using gtag.js, you will be able to benefit from the latest dynamic features and integrations as they become available. Learn more
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STEP 1: READY YOUR WEBSITE

* GAtracking code on all pages of your
website (even checkout page!)

* Make sure you don’t have two
instances of the same code on the
same page

WHEREOWARE



STEP 2: LINK OTHER GOOGLE PROPERTIES

Search Console

Queres Clicka impressions crR position
whereoware 2 533 840 63.45% 1.0 »

G O Ogle 2 whereoware careers [ 43 51 84.31% 10 »
Search Congo|e 3 whereowareL: 34 55 61.82% 1.0 »
whereowhere 24 40 60% 1.0 »

Google Search Consoleis :  iccownees 3 138 9.42% 24 »
a free service offered by 8 mheroneatt 10 19 52.63% 10 »
Google that helps you 7 whereowsrebc 6 14 £2.86% 10 »
monitor and maintain 8  whereoware chantity va ! 6 14 42.86% 10 »
your site's presence in 9 whereware 2 6 33.33% a7 5
Google Search results. 10 codeperfect 2 2 20 10% 6.9 »
11 digital sales consultant job description = 2 26 7.69% 6.0 »

It shows the keywords
folks are searching where
your site shows up in
search results. It tells your
position in the search
results and clicks.
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STEP 2: LINK OTHER GOOGLE PROPERTIES

Connecting Search Console with Google Analytics

All accounts » Test

l All Web Site Data ~

Google

Search Console

Q Search reports and help This report requires Search Console integration to be enabled.

Set up Search Console data sharing

Reports What is Search Console?

Search Console is a free product that provides data and analytics to help improve your site's performance in

(© ReALTIME Google search.

Enabling Search Console data within Analytics
; AUDIENCE Once you connect a site you own in Search Console to your Analytics property, its data becomes visible in
your Search Engine Optimization reports. You can visit the Property Settings page in Analytics account
management to change which of your Search Console sites' data you wish to show, and control which views

}.. ACQUISITION on your Web Property have access to view the data.
How to use Search Console data within Analytics
Overview Search Console provides data about what users see in Google search results before they decide to click to
your site (or some other site). You can use this data to identify opportunities and prioritize development
»  All Traffic effort to increase the number of visitors to your site. Examples:
» AdWords = |dentify landing pages on your site that have good clickthrough rates (CTR), but have poor average
positions in search results. These could be pages that people want to see, but have trouble finding.
v Search Console « |dentify search queries (keywords) for which your site has good average positions, but poor click
through rates. These are queries for which your pages get attention and improved content could lead
Landing Pages to more visitors.
Countries
Devices
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STEP 2: LINK OTHER GOOGLE PROPERTIES

Connecting Search Console with Google Analytics

All accounts » Test

l All Web Site Data ~

Google

Search Console

Reports

(© ReALTIME

2  AUDIENCE

Q Search reports and help

2>+ ACQUISITION

Overview
»  All Traffic
» AdWords

v Search Console

Landing Pages
Countries

Devices

WHEREOWARE

Search Console

Adjust Search Console

This report requires Search Console integration to be enabled.

Set up Search Console data sharing

What is Search Console?

Search Console is a free product that provides data and analytics to help improve your site's performance in
Google search.

Enabling Search Console data within Analytics

Once you connect a site you own in Search Console to your Analytics property, its data becomes visible in
your Search Engine Optimization reports. You can visit the Property Settings page in Analytics account
management to change which of your Search Console sites' data you wish to show, and control which views
on your Web Property have access to view the data.

How to use Search Console data within Analytics

Search Console provides data about what users see in Google search results before they decide to click to
your site (or some other site). You can use this data to identify opportunities and prioritize development
effort to increase the number of visitors to your site. Examples:

= |dentify landing pages on your site that have good clickthrough rates (CTR), but have poor average
positions in search results. These could be pages that people want to see, but have trouble finding.
« |dentify search queries (keywords) for which your site has good average positions, but poor click

through rates. These are queries for which your pages get attention and improved content could lead
to more visitors.




STEP 2: LINK OTHER GOOGLE PROPERTIES

Connecting Search Console with Google Analytics

All accounts » Test

l All Web Site Data ~

Google

Search Console

Q Search reports and help This report requires Search Console integration to be enabled.

Set up Search Console data sharing

Reports What is Search Console?

Search Console is a free product that provides data and analytics to help improve your site's performance in

(© ReALTIME Google search.

Enabling Search Console data within Analytics
; AUDIENCE Once you connect a site you own in Search Console to your Analytics property, its data becomes visible in
your Search Engine Optimization reports. You can visit the Property Settings page in Analytics account

management to change which of your Search Console sites' data you wish to show, and control which views
}.. ACQUISITION on your Web Property have access to view the data.
How to use Search Console data within Analytics
Overview Search Console provides data about what users see in Google search results before they decide to click to
Ao Search Console Settings
» AdWords

Search Console site
If your property is also a verified website in Search Console, and you are the owner, you can associate your Search Console data here. Google

v Search Console

Landing Pages Analytics will then be able to display some of that data in some reports.
none g Add

Countries

Devices

T
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STEP 2: LINK OTHER GOOGLE PROPERTIES

Connecting Google Ads with Google Analytics

. anacecunts > [
A Analytics | aj\web Site Data ~

Q, ADMIN USER
LSS 4 croate Proparty L] .
Google AdS f T —— Configure Google Ads link group
B By linking your Analylics property to your Google Ads account(s), you will snable data ta fiow betwe=n the products. Derta =g
n = subject to the Google Ads terms of s=rice, while Google Ads data imported imo Snalytics is subject tothe Analytics tems
R = | [0 Froperty S=tings
TR ——— ey 0 0 Select linked Google Ads accounts
I i UserVanagerert
-
m Property Settings J5 Tracking Info
>
PRODUCT LINEING
s User Management
= = Google Ads Linking
Ve 5 requined.
IS TrarJur'g Info F 'E AdSense Linkng

—
FRODUCT LINKING [0 &dExchangs Linking

I ﬁ Link configuration
B ANlProducts

| B2 cooge ads Linking

o
l:l Adtence Linking -

(1 adExchange Linking

B A Produces

WHEREOWARE
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STEP 2: LINK OTHER GOOGLE PROPERTIES

Google Ads

Campaign / Campaign ID

N

A Shopping (B2C)

225433173

WHEREOWARE

Acquisition
Clicks Cost

130,839 $3,‘I_,087H.5'!
(130,839)

22,745 (17.38%) | $5,312.43 (17.09%)

31,909 (24.39%)

A
A
A st e
A
A

$8,422.32 (27.09%)
$3,526.08 (11.34%)
20,858 (15.94%) $4,894.26 (15.74%)

11,175 (8.54%)  $2,270.96 (7.31%)

cPC

$50.24

Avg for
View:
$0.24

(0.00%)

$0.23
$0.26
$0.31
$0.23

$0.20

Behavior

Bounce Rate
Sessions

141,225 26.84%

% of Total: | Avg for View:

27.34% (516,482) 33.17%
(-19.09%)

29,700 (21.03%) 18.82%
38,438 (27.22%) 21.00%
14,576 (10.32%) 16.77%
24,186 (17.13%) 52.21%

13,563 (9.60%) 22.89%

Pages /
Session

7.82

Avg for
View
6.79
(15.29%)

8.87
8.92
9.51

410

8.78

Conversions eCommerce ~

m: Transactions a .
S5 evenue
1.41% 1987 $130,017.90
1169

(21.82%)

1.68% 498 (2506%) $35,087.82 (26.99%)
1.22% 470 (23.65%) $30,862.29 (23.74%)
2.12% 309 (15.55%)  $21,125.14 (16.25%)

1.75% 423 (21.29%) $20,708.96 (15.93%)

1.00% 136 (6.84%) $10,512.66 (8.09%)

11 OO



STEP 3: START TRACKING CAMPAIGNS

» Track external traffic by appending
UTM parameters to URLs (https://ga-

dev-tools.appspot.com/campaign-url-
builder/)

* Email campaigns
« 3 party campaigns

* Non-Google Ads

WHEREOWARE

* Website URL  www.whereoware.com

The full website URL (e.g. https://wuw.example.com )

* Campaign Source

The referrer: (e.g. google , newsletter )

Campaign Medium  Display

Marketing medium: (e.g. cpc , banner , email )

Campaign Name  170726-FacebookAd101

Product, promo code, or slogan (e.g. spring_sale )

Campaign Term

Identify the paid keywords

Campaign Content  Singlelmage

Use to differentiate ads

Share the generated campaign URL

Use this URL in any promaotional channels you want to be associated with this custom campaign

www.whereoware.com?utm_source=Facebook&utm_medium=Display&utm_campaign=170726-
FacebookAd101&utm_content=Singlelmage




STEP 3: TRACK CAMPAIGNS

Acquisition Behavior Conversions eCommerce ~
Campaign / Campaign ID
i . Pages /S E c i .
Clicks + Cost CcPC Sessions Bounce Rate Rate Transactions Revenue

27900  $6580.97  $0.24 32712

26.47% 7.77 620 $47,099.82

12,555 (45.00% $3,032.65 (46.02° $0.24 16,491 (504 18.78% 9.06 1.87% 308 (49 68% $24,221.50 (51.43%

5,361 (19.22%) $1,263.36 (192.17% $0.24 6,466 (19.77¢ 49.18% 447 2.29% 148 (2387 $9,367.85 (19.89°

1,667 (5.97% $559.35 (8.4¢ $0.34 2028 (6.20% 24.65% 7.27 1.73% 35 (565 $3,124.64

1,603 (5.75% $469.34 (7.12% $0.29 1915 (5.85% 29.19% 8.12 0.78% 15 (242 $995.16

$494.61 $0.32

1,800 $2,051.34

WHEREOWARE 13



STEP 4: SET GOALS

All accounts > Test
b Al Web site Data -

Q Administration
Test
ACCOUNT PROPERTY VIEW
| ||
m+ Test ow. Test All Web Site Data

‘ Account Settings
aae User Management
Y AllFilters

€D change History

® 0 %

i Trash Can

Lo

ﬁ Property Settings
2 User Management
Js Tracking Info
PRODUCT LINKING

=] Adwords Linking
E AdSense Linking
ﬁ Ad Exchange Linking

@ All Products

n View Settings

e User Management

F Goals

2\ Content Grouping

Y Filters
Ei Channel Settings

W Ecommerce Settings

Dd Calculated Metrics BeTa

WHEREOWARE
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STEP 4: SET GOALS

o Goal setup  Edit

Template:

 Destination: user reaches a specified © Goal description
Name
web page or app screen

‘ Download Whitepaper A

* Duration: user spends specified Goal slot ID
amount of time on site or app e
« Pages/Screens per session: user views R
specified number of pages or screens Duration ox s mimaes o more
. ro . Pages/Screens per session ex: 3 pages
* Event: user conducts a specified action, Event ex playeda vcco

| i ke Viewi ng a Vi d eo Smart Goal  Smart Goal not available.

Measure the most engaged visits to your website and automatically turn those visits into Goals. Then use those Goals to
improve your AdWords bidding. Learn more

e Goal details

Cancel

WHEREOWARE



STEP 4: SET GOALS

o Goal description  Edit
* Destination: user reaches a specified o e et e 4
web page or app screen © coal details

Destination

PY Du ration: user Spends Specified Equalsto ~ /thankyou.html Case sensitive

For example, use My Screenfor an app and /thankyou.html instead of www example.comy/tharfyou htmifor a web page.

amount of time on site or app Valee oo

- Pages/Screens per session: user views ELFF e

specified number of pages or screens o

Use an app screen name string or a web page URL for each step. For example, use My Screen fpr an app and /thankyou.html!

PS Eve nt: user Cond ucts a Specified action, instead of www.example.comy/thankyou.htmi for a web page.

| M k M H M d Step Name Screen/Page Required?
Whitepaper A Form /whitepaperA.html
IKE VIEWINEG a VIAdeOo |

+ Add another Step

Verify this Goal  See how often this Goal would have converted based on your data from the past 7 days.

Bl o
WHEREOWARE 16 OO




STEP 4: SET GOALS

Default Channel Grouping
8 1. Email
& 2. Direct
) 3. Organic Search
) 4. PaidSearch
) 5. Referral
) 6. Social
& 7. (Other)

WHEREOWARE

Acquisition

Sessions

v

1,155

% of Total:
100.00%
(1,155)

301 (26.06%)
298 (25.80%)
185 (16.02%)
149 (12.90%)
110 (9.52%)
62 (5.37%)

50 (4.33%)

% New
Sessions

64.76%

Avg for View:
64.76%
(0.00%)

45.51%
87.92%
82.16%
88.59%
16.36%
53.23%

28.00%

New Users

748

% of Total:
100.00%
(748)

137 (18.32%)
262 (35.03%)
152 (20.32%)
132 (17.65%)
18 (241%)
33 (4491%)

14 (1.87%)

Bounce Rate

64.59%

Avg for View:
64.59%
(0.00%)

44.85%

72.48%

83.24%

90.60%

49.09%

79.03%

6.00%

Pages /

Avg. Session
Duration

1.71 00:01:30

Avg for
View: 1.71
(0.00%)

2.03

1.48

1.28

117

243

1.58

2.84

Avg for View:
00:01:30
(0.00%)

00:01:50
00:00:39
00:00:48
00:00:49
00:03:41

00:01:32

00:04:12

Conversions All Goals =

Goal
Conversion

Rate

Avg for View:
3.90%
(0.00%)

3.32%

3.02%

1.62%

10.74%

3.64%

4.84%

0.00%

3.90%

Goal
Completions

45

% of Total:
100.00% (45)

10 (22.22%)
9 (20.00%)
3 (6.67%)

16 (35.56%)
4 (8.89%)

3 (6.67%)

0 (0.00%)




STEP 4:

This Goal was completed in 12 sessions | 5.56% funnel conversion rate

216
216 204

(entrance) 211 (exit) 194
= I
I 12 (5.56%) I -
= proceeded to Submit - =
————————1» 1}

Submit -

12

5.56% funnel conversion rate

WHEREOWARE



STEP 4:

WHEREOWARE

Place an order

This Goal was completed in 639 sessions | 22.52% funnel conversion rate

View Cart
2,697
2,697
(entrance) 596
/ 272
/search/ 60 1,007 (37.34%)

_ a7 proceeded to Check Out Login
.. 34

Check Out Login

1,039
32

909 (87.49%)

proceeded to Check Out

Check Out
947
38
(entrance) 31
- &
/ 1 568 (59.98%)
I
Place an order
639
7 . .
22.52% funnel conversion rate
(entrance) 65

P R B XY

1,690

(exit) 638
/shopping-cart/ 408
/search/ 97

i 67
52

130
(exit) 42
/checkoutlogin/ 30
/checkoutlogin/GuestCheckout/ 12
/shopping-cart/ 12
/ 5
379
/checkout/_AddEditAddress/ 173
(exit) 66
/shopping-cart/ 34
/checkout/ 25

/ 7




STEP 5: ENABLE ECOMMERCE

Only relevant if you have an ecommerce site

All accounts > Test

-‘ All Web Site Data ~

Q Administration
Test / Test / All Web Site Data
1
== L o - Ecommerce set-up
n+ - All Web Site Data v

Enable Ecommerce

® Status
i View Settings Use the Ecommerce developer reference guide to properly set-up the tracking code for your site.
2 EN
L]
s User Management
}. Enable Related Products
M Goals ‘ T o |
2. Content Grouping
- o
Y Filters _
() Enhanced Ecommerce Settings
Channel Settings
0 ™ Ecommerce Settings
0 Dd Calculated Metrics BETA

WHEREOWARE




STEP 5: ENABLE ECOMMERCE

Only relevant if you have an ecommerce site

Default Channel Grouping

Organic Search
Paid Search
Direct

Email

Social

(Other)

Facebook Promoted

Referral
Instagram

Display

% New

Sessions J  Sessions
182,876 59.75%
% of Total: | Avg for View:
100.00% 59.63%
(182,876) (0.19%)
71,835 (39.28%) 62.99%
45,047 (24.63%) 51.94%
32,452 (17.75%) 71.84%
19,251 (10.53%) 40.21%
4,729 (2.59%) 69.63%
3,795 (2.08%) 79.16%
2,293 (1.25%) 51.50%
1,722 (0.94%) 44.72%
1,556 (0.85%) 77.12%
148 (0.08%) 53.38%

New Users

Bounce Rate

109,261 33.36%

% of Total:

45250
23,397
23313
7,741
3,293
3,004
1,181
770
1,200

79

100.19%
(109,049)

(41.41%)

(21.41%)

(21.34%)

(7.08%)

(3.01%)

(2.75%)

(1.08%)

(0.70%)

(1.10%)

(0.07%)

Avg for View:
33.36%
(0.00%)

32.79%

25.50%

44.16%

32.49%

43.56%

40.37%

26.82%

32.52%

34.32%

36.49%

Pages /
Session

6.45

Avg for
View:
6.45
(0.00%)

6.13
7.79
6.05
6.07
5.20
5.03
5.60
8.09
2.06

6.75

Avg. Session
Duration

00:03:44
Avg for View:
00:03:44
(0.00%)

00:03:26
00:04:15
00:04:11
00:03:31
00:02:39
00:01:55
00:03:35
00:06:00
00:01:12

00:04:05

Ecommerce
Conversion

Rate

1.22%

Avg for
View:
1.22%

(0.00%)

1.05%
1.62%
1.16%
1.01%
1.37%
0.79%
0.35%
4.18%
0.06%

0.68%

Transactions

2,234

% of Total:
100.00% (2,234)

755 (33.80%)
732 (32.77%)
375 (16.79%)
195 (8.73%)
65 (2.91%)
30 (1.34%)
8 (0.36%)
72 (3.22%)
1 (0.04%)

1 (0.04%)

$158,778.58

% of Total: 100.00%
($158,778.58)

$51,022.56
$53,908.17
$28,055.98
$14,795.19
$3,347.35
$2,346.21
$660.74
$4,495.39
$105.00

$41.99

(32.13%)

(33.95%)

(17.67%)

(9.32%)

(2.11%)

)

(0.07%)

(0.03%)

WHEREOWARE
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STEP 6: ENABLE EXTRAS

Site Search

All accounts > Test

-‘ All Web Site Data ~

Q

©

" e

Administration » Reporting View Settings

Test / Test / All Web Site Data

- V::web Site Data . ANALYTICS EDUCATION
@ View Settings
B View Settings
2 User Management
F Goals
A Content Grouping
Y Fitters
IT:_:I Channel Settings
W Ecommerce Settings View Settings
Dd Calculated Metrics 8eTa Basic Settings
View ID

REOWARE

originate in New York, London, or Moscow.

Identify the default page for your site (e.g., index.html, default.aspx) so that multiple URLs that x
point to the same page are treated as the same entry in your reports.

Identify query parameters that you want to exclude from your report data, and choose the
currency for your reports.

If you want to include ecommerce data in your view, then turn on ecommerce tracking.

If you include ecommerce data, then select one or more of the linked AdWords accounts that are
listed. Ecommerce data from those accounts will appear in your reports.

You can also configure the view to include Site Search data. This data is useful because it gives
you explicit information about the search terms users employ, providing insight into what they
want to find on your site, the language they use to define your goods or services, as well as
language you can use in your keyword lists.

Copy view Move to trash can
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STEP 6: ENABLE EXTRAS

Site Search
All accounts > Test ' . .
A8 All Web site Data ~ .
O\ Administration » Reporting View Settings
Test / Test / All Web Site Data -«
f
VIEW originate in New York, London, or Moscow.
nm
H . ANALYTICS EDUCATION
* hBS All Web Site Data Identify the default page for your site (e.g., index.html, default.aspx) so that multiple URLs that x

A point to the same paae are treated as the same entrv in vour reports.

©

B View Settings | Site Search Settings

°
-
2 User Management Site search Tracking ~ optional
e n—‘ www.test.com/example.php?q=keyword
F Goals
£ _ Query parameter
" Content Grouping Use commas to separate up to S parameters (case insensitive)
[
Y Filters q

TIp query parameters out of URLC ¢
EI Channel Settings -
Site search categories optional

- i Viey (
Q W Ecommerce Settings I oFF |

Q Dd Calculated Metrics eeTa Basic
' =
WHEREOWARE
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STEP 6: ENABLE EXTRAS

Site Search
@® Sessions with Search

2,000

Tuesday, October 31, 2017 /—-
= Sessions with Search: 897
PER —— e w . g ._—.-._‘

Oct 19 Oct 23 Oct 27 Oct 31

10.97% of your visits used site search

M Visits Without Site Search M Visits With Site Search

Sessions with Search Total Unique Searches Results Pageviews / Search
20,066 35,897 1.16

N e P
% Search Exits % Search Refinements Time after Search
21.12% 40.99% 00:02:45

e — —— | ——— s e

Avg. Search Depth

3.00

WHEREOWARE
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STEP 6: ENABLE EXTRAS

Site Search

Search Term

1. Christmas

w

5. Thanksgiving

o

7. Stocking
8. Turkey

9. Halloween

-
o

WHEREOWARE

Total Unique Searches ¢

35,897

% of Total:

326

319

299

223

180

142

134

110

108

104

100.00%
(35,897)

(0.91%)

(0.89%)

(0.83%)

(0.62%)

(0.50%)

(0.40%)

(0.37%)

(0.31%)

(0.30%)

(0.29%)

Results Pageviews /
Search

1.16

Avg for View: 1.16 (0.00%)

% Search Exits

21.12%

Avg for View: 21.12%
(0.00%)

11.04%
44.51%
44.48%
14.80%
24.44%
51.41%
57.46%
31.82%
38.89%

34.62%

% Search Refinements

40.99%

Avg for View: 40.99%
(0.00%)

24.80%
5.90%
4.85%

17.12%

30.69%
3.82%
9.66%

13.49%

23.66%

19.83%

Time after Search

00:02:45

Avg for View: 00:02:45
(0.00%)

00:03:53
00:02:46
00:02:19
00:04:47
00:03:00
00:01:39
00:01:36
00:03:14
00:02:35

00:03:04

Avg. Search Depth

3.00

Avg for View: 3.00
(0.00%)

522
3.21
3.00
6.71
3.91
2.65
T
327

3.06

353
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STEP 6: ENABLE EXTRAS

Demographics

All accounts > Test

Al web site Data ~

o\ Administration » Property Settings
Test / Test
PROPERTY

[ 1]

u+ - Test

ﬁ Property Settings

-
ame User Management
JS  Tracking Info
=]
PRODUCT LINKING
B Adwords Linking
E AdSense Linking
O ﬁ Ad Exchange Linking
Q B3 Al Products

WHEREOWARE

ANALYTICS EDUCATION

) Property Settings

Property Settings

Basic Settings

Tracking Id
UA-109465322-1

Set the context for your property, and configure property- FAF
wide options.

Name the property to easily identify what you're tracking. For example, if it's a single website, like
example.com, give the property the same name. If it's successive versions of the same app, use
some relevant name like AppXYZ-AllVersions.

Select a default view for the property. Integrated services like AdWords Express and Google Play
use the default view to pull data from Analytics.

Analytics collects Industry Categoryinformation for future improvements to the data and
reporting we can provide. This option is not mandatory, but audience participation is
encouraged.

Enable and/or configure additional reporting features like Demographics Reports and In-Page
Analytics.

Move property Move to Trash Can
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STEP 6: ENABLE EXTRAS

Demographics

All accounts > Test

Al web site Data ~

o\ Administration » Property Settings
Test / Test
PROPERTY

[ 1]

u+ - Test -

ﬁ Property Settings

ame User Management

JS  Tracking Info

PRODUCT LINKING

® O Y

B Adwords Linking

E AdSense Linking

Q ﬁ Ad Exchange Linking
Q B3 Al Products
>

——
WHEREOWARE

ANALYTICS EDUCATION [ 1
Set the context for your property, and configure property- FAF

b Property Settings wide options.

Name the property to easily identify what you're tracking. For example, if it's a single website, like
example.com, give the property the same name. If it's successive versions of the same app, use
some relevant name like AppXYZ-AllVersions.

Select a default view for the property. Integrated services like AdWords Express and Google Play
use the default view to pull data from Analytics.

Analytics collects Industry Categoryinformation for future improvements to the data and
reporting we can provide. This option is not mandatory, but audience participation is
encouraged.

Enable and/or configure additional reporting features like Demographics Reports and In-Page
Analytics.

Property Settings Move property Move to Trash Can

Advertising Features

Enable Demographics and Interest Reports -
Demographics and Interest Reports make Age, Gender, and Interest data available so you can better understand who your users are. To see this data, you need to enable
vertising Feafures first. Learn more

N
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STEP 6: ENABLE EXTRAS

Demographics

Key Metric: Sessions ~

Age 48.78% of total sessions Gender 49.51% of total sessions

40% M female M male

30%

20%

10%

0%

18-24 25-34 35-44 45-54 55-64 65+

This report was generated on 11/9/17 at 11:15:20 AM - Refresh Report
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STEP 6: ENABLE EXTRAS

Demographics

Acquisition Behavior Conversions cCommerce «
In-Market Segment
sfs':?“ Bounce Rate g:s / Avg. Session Transactions
Sessions = ¥ ki New Users ; 208 st z - Revenue
~ on
89,479 57.25% 52,448 28.07% 7.16 00:03:56 1,219
% of Total: | Awvg for View: % of Total: = Avg for View: Avg for Avg for View: % of Total:
48.93% (182,876) 59.63% | 48.10% (109,049) 33.36% View: 00:03:44 54.57% (2,234)
(-4.00%) (-15.85%) 6.45 (5.28%)
(11.05%)
1. Home & Garden/Home Decor 51,825 (4.84%) 56.31% | 29,184 (4.76%) 28.14% 717 00:03:58 685 (496%) | S
2. Home & Garden/Home Furnishings 39,347 (3.67%) 55.45% | 21,819 (3.56%) 27.63% 7.34 00:04:03 531 (384%) | $
3. ﬁggg:ﬁ} RS SRS WS 31,377 (2.93%) 56.57% 17,749 (2.90%) 26.98%  7.37 00:04:00 420 (304%) $
4. Travel/Hotels & Accommodations 28,519 (2.66%) 57.10% | 16,283 (2.66%) 26.88% 7.3 00:03:58 410 (297%) | §
Real Estate/Residential
5. Properties/Residential Properties | o631 (324%) |  57.34% | 13780 (225%  2538% 7.47 00:0405 335 (242%) §
(For Sale)/Houses (For
Sale)/Preowned Houses (For Sale)
f S &OcosionsFatySppliesd. D4 ougl o ey 55.16% 12,002 (196%) 2713% 753 00:04:05 318 (230%) $

Planning/Party Supplies

WHEREOWARE
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QUESTIONS?

Contact us: Follow us on:

O Lf
& v
=)

WHEREOWARE
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