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O ¢cem to bude dnes

— Ulohy WA
— Frameworky pro webovou analytiku

— Analyza vybranych dat webu nejlepsiho mésta v CR

Odledna 00

B Prodej majetkumésta |-+

jezdéte
levnéji

brno.cz/salinkarta

— Zadani prvniho projektu



Uvod



Ulohy

Reporting
Ziskava a zobrazuje data, neresi ale souvislosti
Priklad vyuziti: rychly manazersky prehled
Analyza
Popisuje jevy
Zjistuje priciny a souvislosti

Optimalizace



Frameworky

Lean Analytics

Digital Marketing and Measurement Model

See-Think-Do-Care
Lean
Analytics
DMMM . Ilzlra)llsstaveni
STDC -zj/g/[]odnoceni
j.l

e V\ymezeni
cild
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Popisuje metriky pri budovani firmy

Projekt postupné prochazi fazemi, v kazdé ma jiné cile.

4 Scale
y
4 Revenue
y Virality
Stickyness
Idea /
Empathy




Company Stage

Otazka

Empathy

Validace feseni -
kvalitativni a kvantitativni
vyzkum, obcas testovani
prototypu ¢i MVP
Poroste?

Stickness

MVP, ktery dokaie
zaujmout zakazniky

Virality

rust s pomoci virality,
optimalizace viralniho
koeficientu a cyklu

Primarni zdroj penéz
Revenue

Presvédcit uZivatele k
placeni optimalniho
pricingu, cast zisku pouZit
na akvizici

Scale

Rust pfes akcizici
zékaznikd, kanaly, zvyseni
efektivity, podil na
ekosystemu trhu

Two-sided market

place
Koupi dost za dost penéz?
Jak zdkaznik "zvédomi" Potiebuji projdeci
svou potiebu? Jak bude  prodejni misto a zakaznici
hledat feseni? kde nakupovat? Jak se
potkavaji?

E-commerce

Najdou té a reknou o tobé ostatnim?

Shop s ndkupnim kodkem. Cetnost vytvofeni
Pro akvizici - cena na nabidek, vyhledavani - typ

ziskani zakaznika. + frekvence

Pro loajalitu - ARR cena, pruznost kvalita
nabidek
tetnost kradezi nebo
reklamaci

Akvizice prodejc,
akvizice zdkaznika
Pfirozena viralita a VOM
Vytvofeni uétd a jejich
konfigurace

Akviziéni méd - cena za
akvizici, dosah sdileni.
Retenéni model -
schopnost reaktivovat,
podil uZivateld, ktefi se
vraci.
Transakce

Hodnota transakce, CLV, Transakce, ovéreni
pomér nékladl na akvizici uZivatel(, cena za
na CLV, metriky o zobrazeni
prodejich Zpoplatnéné sluiby

(pridani fotky, promotion)

Affiliates a daldi kandly,  Ostatnivertikily,
hodnoceni produktd, souvisejici produkty,
reviews nabidky tretich stran
naklady na support, vratky

a storna

Konflikty kanald

Software as a
Service

Free mobile app

Vyfedime problém uZivatel(?

Maji prospekti potiebu

Jaky je mij cilovy trh? Jaké

fesit néjaky problem? Lze podobné aplikace

to softwarem? Jak se
dozvidaji o feSenich?

existuji?

Prihlasi se, zistanou u tebe a feknou o tobé dal?
Zaujeti, opusténi, funnely Onboarding, pfijeti,

vrstvy uZivateld
Vyuiiti jednotlivych véci

Sdilena viralita, cena za
akvizici

jednoduchost uZivani,
pocet interakci za ¢as
opusténi, doba pouZivani
cileni podle lokalit /
uzivatelu

Hodnoceni na app store,
sdileni, pozvanky,
hodnoceni

Aktivni uZivatelé

Upsell, cena za akvizici,
CLV, funnely pro toto
véechno

Poéet staZeni, primé&rny
zisk na uZivatele,
primérny zisk na platiciho
uZivatele, cena za akvizici

Provoz na API, ekosystém Transakce vydavatele a

aplikace

kanaly, resellefi
naklady na support +
vyhovéni poZadavkim
verze na vyzadani /
soukromé

distributord
Mezinarodniverze

User generated

content
DokaZu ziskat dost pozornosti?
MUZu ziskat dost Existuje néjaka komunita?
pozornosti o dané véci?  Co ji déla jedinetnou? Jak
Jak uZivatelé konzumuji  se do ni Elovék dostane?
obsah? Jak rychle roste?

Media

Dokaiu ziskat tolik uZivateld, aby to bylo profitabilni?
Pocet navstév, zisky Funnel pro zaujeti tvorbou
Segmentovani metrik obsahu, spam rates,

podle kategorie, autora,... sdileni obsahu, kanaly pro
Mikrokonverze - RSS, akvizici (pouze primarni)
Share, prokliky

Viralita obsahu, SEM a
SEOQ, zobrazeni reklam na
strance

Pozvanky k obsahu, zpravy
v ramci aplikace, sdileni

Reklama
Ads (viz média), dary,
licencovani a prodej
obsahu

Cena za zaujeti, zisk z
affiliate, CTR, pocet
impresi

Publikovani, licence,
nabidky na parnerstvi
(média/udalosti/...)

Analyza uZivatelskych dat
Modely reklam - vlastni i
tretich stran

API



Digital marketing
measurement model



Digital Marketing and Measurement model

Autorem Avinash Kaushik

Proces nastaveni KPIs, vysledku

Clobal World DominationInc.

“We rock digitall”

Create Awareness

Website Goal:
Reinforce
Offline/COnline
Advertising

KPI:
Branded Traffic

Target:
7k Visits/Mo

Segments:

Traffic Sources
Converted Visits

Cenerate Leads

Website Goal:
Capture Leads
(Email/Contact)

KPIL:
Conv.eNews

Target:
45/Mo

Segments:

Traffic Sources
Site Tools Used

Website Goal:
Provide
Homebuyer Info
& Resources

KPI:
i of Downloads

Target:
150/Mo

Segments:

Document Type
Geography

Highlight Events

Website Goal:

Engage
Comrunity via

Local Events
KPI:
Visitor Loyalty

Target:
50% Repeat Visits

Segments:

1,23+
Visits Buckets




Business objectives

Business Ob jectives

(Why do we exist? Honestly, why?)

Cenerate Leads Highlight Events




Goals

Clobal World Domination Inc.

“We rock digrital”

Generate Leads Highlight Events

Website Goal: Website Goal | | Website Goal Website Goal
Reinforce Capture Leads Provide Engage
Offline/Online (Email/Contact) | | Homebuyer Info Community via
Advertising & Resources Local Events
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KPIs

Clobal World Domination Inc.

“We rock digital”

'I-_.. gy P Iﬁl 5 5 ;o e B S
Create Awareness

Website Goal
Reinforce
Offline/Online
Advertising

KPI:
Branded Traffic

Cenerate Leads

Website Goal | Website Goal

Capture Leads Provide

(Email/Contact) || Homebuyer Info
& Resources

KPI: KPI:
Conwversions # of Downloads
(e-newsletter)

KPI:
Conwversions
(Home Tours)

Highlight Events

Website Goal

Engage
Community via

Local Events

KPI:
Visitor Loyalty




KPIls

Supec lLame

Clicks

Page Views
Visits

Video Views
“Touches”

Emails Sent

+ of Press Reports

C o b ’ r:* - p
QUSE( AWESUNE

Loyalty, Recency
Conversation Rate
Days & Visits to...
Amplification
Share of Shelf
Economic Value

Task Completion Rate
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Targets

Clobal World Domination Inc.

“We rock digitall”

Website Goal
Reinforce
Offline/Online
Advertising

KPI:

Branded Traffic

Target:
7k Visits/Mo

Cenerate Leads

Website Goal:
Capture Leads
(Email/Contact)

KPI:
Conv.eNews

Target:
45/Mo

KPI:
Conv. Tours

Target:
20/Mo

Website Goal
Provide

Homebuyer Info
& Resources

KPI:
# of Downloads

Target:
150/Mo

Highlight Events

Website Goal:

Engage
Community via

Local Events

KPI:
Visitor Loyalty

Target:
50% Repeat Visits




Segments

wWebsite Goal:
Reinforce
Offline,/Cnline
Advertising

KPI:
Branded Traffic

Target:
7k Visits/Mo

Segments:

Traffic Sources
Converted Viarts

Global World Domination Inc.

Digital Marketing Measurement Model

Cenzrate Leads

Website Goal:
Capture Leads
(Email /Contact)

KPI:
Conv. Home Tours

Target:
20/Mo

Segments: Segments:

Traffic Sources
Site Tools Used

“isitor Type
Content Type
Wiewed

Website Goal:
Provide
Homebuyer Info
& Resources

KPI:
# of Downloads

Target:
150/Mo

Segments:

Document Type
Ceography

Highlight Events

Website Goal:

Engage
Community via
Local BEvents

KPI:
“isrtor Loyalty

Target:
20% Repeat Visits

Segments:

1, 2, 3+
Viarts Buckets




Pokrocilé funkce GA



Pokrocilé funkce GA

Seskupeni kanalld (channel grouping)
—  Akvizice
Cross channel reporty
Cross device reporty |
. : —  Chovani
Seskupeni obsahu (content grouping)
Enhanced ecommerce } Konverze

Data sampling, presnost dat
Segmenty

Custom dimenze a metriky



Custom dimenze a metriky

Vlastni data, o ktera lze rozsirit GA
Dimenze

Tykajici se uzivatele, navstév, hitu nebo produkt
Metriky

Cislo, ¢as nebo ména



Vyuziti custom dimenzi

Data o uzivatelich — pohlavi uzivatele, pocet nakupu, kraj
Informace o transakcich — zplisob dopravy, platby apod.
Pocasi v misté uzivatele

Atributy obsahu webu — napf. autor ¢lanku

Produktova data - aktualni dostupnost, stitky, specifické
parametry



Segmenty

Umoznuji zobrazit data v GA jen pro velmi Uzkou skupinu navstév
nebo uzivateld

All Users Bounced Sessions

m Import from gallery Share segments View

Segment Name Created Modified
VIEW
G All Users: Actions ¥
All
< i .
System Bounced Sessions Actions
Custom Converters
SSaEC custom Aug 11,2015 Jan 1,2017 Actions ~
Starred X _
Direct Traffic
Selected
Facebaok Dec 2,2014 Mar 8,2017
Jsou z Brma Jun 18,2015 Jun 18,2015 Actions =
Made a Purchase Ac

Mahila and Tahlat Traffie

&

ctions

m Gancel

*0



Seskupeni obsahu

Primary Dimension: Page Page Title  Content Grouping: Page Category (Content Group) Other

Secondary dimension v+ Page Category (Content Group)

Page Subcategory (Content Group)

Page Category (Content Group) ¢ Unique Views 1 (Page Category) Avg. Time on Page
Mavigation (Content Group)
1,480,242 00:01:11
% of Total: 100.00% (1,4 42 % of Tota fiew: 00:01:11 (0.00%
1. | Potfebuji si vyridit 481,432 (32.52%) 137,085 (21.53% 00:00:57
2. Magistrat mésta 244,798 (16.54%) 113,559 (17.83% 00:01:34
3. | Titulka 182,179 (12.31%) 121,315 (19.05% 00:00:55
4. | Sprava mésta 120,591 (8.15%) 39106 (614 00:01:16
5. | Volna mista 101,871 (6.88%) 25255 (3.97 00:00:47
6. | Aktuality 90,157 (6.09%) 51,651 (8.11% 00:01:36
7. | Ostatni 77,627 (5.24%) 43860 (6.89% 00:01:51
8. | Kontakty 63,587 (4.30%) 31,653 (497% 00:01:09
9. | Obé&an 29,168 (1.97%) 16,849 (2.65% 00:02:07
10. | Turista a volny éas 28,814 (1.95%) 21,879 ([3.44% 00:02:29

0



Ukol 1: Segmentace

Jaké jsou nejzadanéjsi stranky na webu Brno.cz?
Pouzijte seskupeni obsahu pro ,Page Category” a ,Page Subcategory”
Co délaji na Brno.cz Urednici magistratu?

Informace o tom, jestli-ze je uzivatel Urednik, je v custom dimenzi
,User Segment”

Pouzijte porovnani segmentu a seskupeni obsahu
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Komplexnost digitalniho marketingu

Reach Banner Generic Search Application Brand Search
' Display Google/Yahoo Android/i0oSs Google/Yahoo
““Mobile - ]
v ) - '-—\‘. N .'.-M'__--*’- ',"‘ - LT .r_r"‘ _"'1
" *~..  Reach Banner ..~ Pri¢e Comparison Brand Search .- Retargeting-**+ . P
2 .. Displsy Face[f’i;’pﬁ’:ﬁ'ff.f' Afiiates(Google Bing/Google - Dinpaypiste
o :
-
s
: L
o T i e . -
£ A Video Targeted Bapner Referral Program ‘\Ge.lgerlc Seamh Couponlng Web Conv.
YouTube RTE~ Affiliate Goug_leﬁ‘ahoo Affiliate/Mobile Optimisation
L. - orine ; e

™ MNewspaper OOH

*0




Vyhodnoceni

‘ ‘ User Data

y Profit / /LY

ROAS / ROMI
y PNO

‘ CPA
Zisk z
Pocet cild, kanalu
konverzni
pomer



Problemy

Atribuce

Opakované konverze

Chyby ve znackovani kampani
ROPO efekt

Cross device

Ztrata atribuce

Podmeérovani



Problemy

Atribuce

m<
()13

Opakované konverze - Resitelné

Chyby ve znackovani kampani
ROPO efekt

‘ - Resitelné slozité / omezené
Cross device

Ztrata atribuce _ Neftesitelné -> kritické my$leni
+ Solichaci kontatnha

Podmeérovani
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Cross Device

Before Universal Analytics

= ) [

Online Offline Mobile

v v v

3 distinct interactions
1 conversion
3 customers?
33% conversion rate?

Customer Online

E -------- > __ -----

NO CONVERSION

Offline Mobile

Jiiia ]|

3 distinct interactions
1 conversion

1 customer

100% conversion rate!
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Cross Device

— Funguje-li pouzivam-li funkci
UseriD

— Omezena presnost

B 2 Desktop

i C Mobile



Atribuce

*0






Atribuce

*0




Atribuce

*0

100 K¢




Atribucni modelovani

*0

Cesta ke konverzi byva dlouha
Nize stale jen offline zdroje

1. | uirectx 4 ||

12. [ Direct x 27|

13. | Direct x2 | Organic Search |

o

14. | Direct x2 % [Social Network > | ST e

15. [ Direct x 6 ||

20. | Referral >

21. | Organic Search > | Direct

(2.05%)

(2.05%)

(2.05%)

(2.05%)

(2.05%)

(2.05%)

(2.05%)

(2.05%)

(2.05%)

(2.05%)

(2.05%)

CLKZ0.00

CZK30.00

CZK670.00

CZK850.00

CZK546.70

CZK97.60

CZK101.40

CZK99.50

CZK130.80

CZK960.00

CZK375.00



Atribucni modelovani

*0

L4 e

Pokud je cesta pred konverzi kratka, neni tfreba modelovani resit. Zde tfeba Fesit je.

Distribution

Conversions

Path Length in Interactions

Conversions

2339

1,183

642

428

277

207

133

98

73

59

49

227

Conversion Value

CZK8,626,723.51
% of Total: 100.00% (CZK8,626,723.51

Conversion Value Percentage of total
M conversions Conversion Value
CZK2,549,332.22 g
29.55%
CZK1,557,283.50 e
18.05%
CZK878,349.20 .23
10.18%
CZK927,559.29 740 [
10.75%
CZK633,236.93 +e5 [N
7.34%
CZK468,242.26 s.02: [
5.43%
CZK326,680.28 233x [l
3.79%
CZK184,004.24 171% il
2.13%
CZK244,106.77 128% i
2.83%
CZK156,222.35 1.03%
1.81%
CZK106,872.92 o.86% [
1.24%
CZK594,833.55 357
6.90%



Google Analytics: last-non-direct model

@
|




Google Analytics: dalsi modely

m First Interaction

Linear - vs I First Interaction - Vs - Last Interaction -

~ Default Models

Primary Dimension: MCF Channel Grouping ~ Default Channel Grouping ~ Source / Medium  Source  Medium  Other Channel Groupings

Secondary dimension = Q,  advanced

Conversions & CPA ~

o

I Last Interaction

% change in Conversions +

. . & Spend
N _“I_ Last Non-Direct Click g MCF Channel Grouping (for selected time range) Linear First Interaction Last Interaction {from Linear)
Ce i + CPA Cor i CPA Cor i CPA First Last
) onversions nversions nversions interorton  Interaetion
I Last AdWords Click
=== 1. Paid Search C7K589,844.83 2,745.28 (45.04%) CZK214.86 3283.00 CZK179.67 229500 (40.16% CZK257.01 19.50% + -16.40% +
First Interaction [ 2. Direct - 1,175.33 (20.57%) - 668.00 (1165%) - 1,589.00 | — 43716% &+ 3520%
3. (Other) = 725.77 (12.70%) = 702.00 (1228%) = 783.00 (13 - 3% 789%
i i
Linear 4. Organic Search - 640.56 (11.21%) - 729.00 (12.76%) - 537.00 — 1381% ¢+ -1677% +
. 5. Emall - 212,65 (3.72%) - 169.00 - 335.00 - 2053% +  57.54% +
Time Decay [y
—=uill 6. Referal - 86.72 (1.52%) - 96.00 - 78.00 — 1070% + -10.05% *
o & 7. | Display CZK99,892.87 86.14 (151%) CZK1,159.63 20.00 CZK4,094.64 76.00 CZK1314.38 76.78% + -11.77% +
Iy Position Based i
=== 8. Social Network - 42.56 (0.74%) - 43.00 (0.84%) - 2200 - 1279% +  -4830% +

Custom Models

Create new custom mode!

Import custom model from Gallery

0



Channel Grouping

Umoznuje nastavit vlastni seskupeni zdroju navstév. Napf.
Earned / Owned / Paid — udava strategii ziskavani navstév

Dle uzivatelského scénare — jak ¢asto se scénare objevuji pred
konverzi?

Primary Dimension: Earned & Owned & Paid Source / Medium  Source  Medi

Secondary dimension ~ | Sort Type: | Default -

Q | advanced B @ | = || = |

Acquisition Behavior Conversions = =Commerce v
Earned & Owned & Paid
% New Sessions Pages [ Session Avg. Session Ecommerce Conversion Transa ctions
Sessions + New Users Bounce Rate - Revenue
Duration Rate
15,578 42.31% 6,591 44 56% 3.98 00:03:35 1.65%

257 CZK954,195.39

1. Paid 11,375 (73.02%) 39.67% 4512 (68.46% 42.57% 4.08 00:03:39 1.71% 194 (75.49%) | CZK775,5653.15 (81.28%
2. Earned 2,589 (16.62%) 44.88% 1,162 (17.63% 48.94% 3.94 00:03:39 1.20% 31 (12.06% CZK72,632.24 (7619
R 3. Owned 1,614 (10.36%) 56.82% 917 (13.91% 51.55% 3.36 00:02:56 1.98% 32 (12.45%) | CZK106,010.00



Ukol 2: vyhodnoceni kampani

Pro Centrum Mandala za Q3 a Q4 roku 2016

Mélo by centrum-mandala.cz resit atribuci, nebo staci last-non-
direct? Proc?

Pokud ano, jaké zdroje konverzni cestu castéji zaCinaji?

O kolik vétsi ¢i mensi hodnotu ma prirozené vyhledavani pro First
Interaction atribu¢ni model?
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STDC Framework



Kdo chodi na eshop nakupovat?

Traffic To Website

What's Success Here? lCDnuersiDn! I




See-Think-Do-Care

Nakupni cyklus se sklada z vice fazi
See
Think
Do
Care

Pro kazdou fazi je treba mit vlastni obsah, marketing a metriky



Kazdou fazi je treba meérit jinak

0



Fazi a cil jde odhadnout

Kombinace zdroj navstévy + vstupni stranka
Email -> ¢lanek na blogu
Vyhledavani -> titulni stranka
Srovnavac zbozi -> detail produktu
PPC reklama -> kategorie zbozi
PFima navstéva -> titulni stranka

Segmentace



Flows: lidé pri j

T «

= CpC product category product
= 20K 52K 7.5K 6.7K

2nd Interaction
8.8K sessions, 3K drop-offs

1st Interaction
11K sessions, 2.6K drop-offs

Starting pages
52K sessions, 41K drop-offs

category
A other Az
1.9K

, Volba dopra...y a platby
4]

N 586
, KOSk
' 11K
’. other
v 287
, home
% 353 ' home
v 160
, product
Y 268 ' (8 more groups
v 250
(7 more groups
N _ a A s
organic
= 56K

=p STOVNAVAC_CEN
= 7.9K

*0

azejici na detail produktu

3rd Interaction
5.8K sessions, 946 drop-ofis

A
A
A
A
A

category
34K

product
508

Kosik
594

Zadani osobnich Gdaju
441
other

441

(8 more groups
272



Lidé prichazejici na seznamy produktu

_ 2 Starting pages 1st Interaction 2nd Interaction 3rd Interaction

40K sessions, 21K drop-offs 19K sessions, 6.1K drop-offs 13K sessions, 4.2K drop-offs 8.4K sessions, 2K drop-offs

cpc

category
= 33K /33K

JIK /40K

product
13K /116K

category
95K /11K

product
6KITK

other

332/401

category
other 2571323
537 1638

Kosik
Kosik 1691203
3081375

home

130 /173

product
130 /175

(& more groups)
3001355

home
76194

(7 more groups)
135/169

home

269 /370
Kosik

260 /319
Search List
2311275

(7 more groups)
6517102




Navigace na strance

0

Group pages by: | Page Type (Content Group) -

Entrances Feb1,2017-Mar 7, 2017 57.45%

Previous Pages Feb1, 2017 -Mar 7, 2017: 42.55%

Current Selection: home

Showrows: 10 ¥

Exits Feb 1, 2017 -Mar 7,2017: 21.47%

MNext Pages Feb1,2017-Mar 7, 2017: 78.53%

Page Type (Previous Content Group) Pageviews % Pageviews Page Type (Next Content Group) Pageviews % Pageviews
category 1154 44.96% category 3,000 64.01%
product 627 24.43% other 995 21.23%
other 429 16.71% product 306 6.53%
home 255 9.93% home 255 5.44%
Kosik 22 1.32% Search List 84 1.79%
Odeslani objednavky 24 0.93% Kogik 25 0.53%
Search List 20 0.78% (not set) 1 0.23%
(not set) 12 0.47% Uzivatelsky ucet 7 0.15%
Volba dopravy a platby 5 0.19% Volba dopravy a platby 2 0.04%

3 0.12% Potvrzeni objednavky 1 0.02%

Zadani osobnich Gdajd



Ukol 3: chovani na webu

Kolik navstév chodi na web centrum-mandala.cz nakupovat? A co
délaji ostani?

Kam uzivatelé nejCastéji odchazi z titulni strany?



Ecommerce



Otazky

Které produkty mi vydélavaji a které ne?

Jsou néjaké produkty s potencialem?

Které produkty jsou na webu Spatné prezentovany?

Klikaji lidi na ,Posledni zobrazené produkty”, nebo je to k nicemu?

Kde lidé pri nakupu odpadavaji



Ecommerce

Za pomoci Enhanced Ecommerce budeme schopni zjistit:
Pocet impresi daného produktu (na vypisu hledani)
CTR daného produktu z vypisu hledani
Konverzni pomér na Urovni produktl / kategorii

Pocet zahajeni / dokonceni objednavky u kazdého produktu a opét
prislusné agregace na urovni kategorii

Detailni reporting s ohledem na typ produktu

Integrace CRM do Analytics - moznost propojit transakéni historii (a

tedy poté segmentovat chovani navstévnikd podle socdem a dalSich
R (idajC, které mame k dispozici)



Ecommerce: vyk

0

10.

Product

Nest® Learning Thermostat 3rd Gen-USA -
Stainless Steel

Nest® Cam Indoor Security Camera - USA
Nest® Cam Outdoor Security Camera - USA

MNest® Protect Smoke + CO White Wired Alarm-
UsA

Nest® Protect Smoke + CO White Battery
Alarm-UsA

Google Sunglasses

Google Men's 100% Cotton Short Sleeve Hero
Tee White

Google Laptop and Cell Phone Stickers
Google Men's Zip Hoodie

Windup Android

on produktu

Product List Views

314,54

% of Total: 10

21

5,863

1,810

2732

2626

S
P

=
=]
7]

00%

Product Detail Views

297

251

63

73

226

124

138

93

1.829

Product Adds To Cart

179

40

26

95

7

42

47

Product Removes From Product Checkouts
Cart
2,859
% of Total: 100.00%

11 2 189 (6.6
13 (3.3 171 (5.98
21 154

2 (D48 40 (1.40
8 (193 35

7 38 (13
4 (0.96% 51

3 (072 51 (178
3 27 (0.94%
5 1.20 40 1.40

Unique Purc

% of Total

86

80

23

21

17

16

15

14

14

hases

1,203

100.00%

(8.40%)

(7.15%)

(6.65%)

(1.91%)

(1.75%)

(1.41%)

(1.33%)

(1.25%)

(1.16%)

(1.16%)

Cart-to-Detail Rate

=]

for v

40.85%

40 853

47.37%

60.27%

63.35%

63.49%

60.27%

288.89%

42.04%

57.26%

30.43%

50.54%

Buy-to-Detail Rate

15.85%

Avg fo

265.79%

28.96%

31.87%

36.51%

28.77%

188.89%

7.08%

12.10%

10.14%

15.05%



Ecommerce: vykon produktu

Product List Views Product Detail Views Product Adds To Cart ~ Product Removes From Product Checkouts Unique Purchases Cart-to-Detail Rate
Product b Buy-to-Detail Rate
Cart
314,542 7,591 3,101 415 2,859 1,203 40.85%
% of Total: 100.00% % of Total: 100.00% % of Total: 100.00% % of Total: 100.00% (415) % of Total: 100.00% % of Total: 100.00% Avg for View: 40.85%
(314,542) (7,591) (3,101) (2 (1,203 (0.00%)
q, MNest® Learning Thermostat 3rd Gen-USA - 301 (0.10%) 38 (0.50%) 18 (0.58%) 11 (2.65%) 189 (6.61%) 101 (B.40% 47.37% 265.79%
Stainless Steel
2. Nest® Cam Indoor Security Camera - USA 1,856 (0.59%) 297 (3.91%) 179 (5.77%) 13 (3.13%) 171 (5.98%) 86 (7.15% 60.27% 28.96%
3. Nest® Cam Outdoor Security Camera - USA 1,878 251 (3.31%) 159 (5.13%) 21 (5.06%) 154 80 (6.65% 63.35% 31.87%
4. ng@ Protect Smoke + CO White Wired Alarm- 1,785 (0.57%) 63 (0.83%) 40 (129%) 2 (0.48%) 40 (1.40%) 23 (1.91% 63.49% 36.51%
5 Nest® Protect Smoke + CO White Battery 1,800 (0.57%) 73 44 (1.42%) 8 (1.93% 35 21 (1.75% 60.27% 28.77%
Alarm-USA
6. Google Sunglasses 21 (0.01%) 9 26 (0.B4%) 7 (1.69%) 38 (1.33%) 17 (1.41% 288.89% 188.89%
7. Google Men's 100% Cotton Short Sleeve Hero 5863 (1.86%) 226 (2.98%) 95 (3.06%) 4 51 (1.78%) 16 (1.33% 42.04% 7.08%
Tee White
8. Google Laptop and Cell Phone Stickers 1,810 (0.58%) 124 (1.63%) 71 (2.29%) 3 51 (1.78%) 15 (1.25% 57.26% 12.10%
9. Google Men's Zip Hoodie 2,732 138 (1.82%) 42 (1.35% 3 27 (0.94%) 14 (1.16% 30.43% 10.14%
10.  Windup Android 2626 (0.83%) 93 (1.23%) A7 (1.52%) 5 (1.20%) 40 (1.40%) 14 (1.16% 50.54% 15.05%

*0
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Ecommerce funnel: makro pohled

M sessions Shopping Prograssion B Abandonments

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

16,761 2,893 1,426 760

<

I
- I . -
I

¥

L

Mo Shopping Activity Mo Cart Addition Cart Abandonment Check-0ut Abandonment

T 1 3:6?9 81.61% 1 ,578 5455%  J44 5217% 92979

468

38.42%



Ecommerce funnel: objednavka

Kosik Doprava a platha Fakturacni idaje Rekapitulace Sessions with Transactions

519 346 294 269 256

I
I
I —
I I
Kosik Dropoff Doprava a platba Dropoff Fakturaéni idaje Dropoff Rekapitulace Dropoff
184 3545% | 58 16.76% 29 g% 15



Ecommerce: na co se divat

Produkty

CTR

Buy to detail range
Funnely

Vykonnost reklamnich ploch



Ukol 4: ecommerce

Centrum-mandala.cz pro rok Q3 + Q4 2016: Jaké produkty generuji
trzby a jaké maji potencial (buy-to-detail rate)?

Jsou néjaka slaba konverzniho trychtyre?

https://analytics.google.com/analytics/web/
webova.analytika.kisk@gmail.com [/ VIKMB20o+



mailto:webova.analytika.kisk@gmail.com
mailto:webova.analytika.kisk@gmail.com

Optimalizace



Mista na vylepseni

Konverzni trychtyre — mista s vysokou abandonment rate
Landing pages s vysokou bounce rate

Rozcestniky s vysokou exit rate

Produkty s nizkym Buy-to-Detail rate

Prizpasobeni webu uzivatelskym scénarim



Postup

Méreni a Validace v

vyhodnoceni datech




Limity GA



Sampling

0

Feb 1,2017-Mar 7,2017

This report is based on 9.10% of sessions. Learn more

Greater precision ~ WY

Faster response

v (Greater precision



Sampling

— Pokud je vdaném obdobi hodné sessions (od 250 tisic do 1 milionu
dle typu reportu)

— Pro Casté jevy to nevadi, pro méneé casté muze byt zkresleni
obrovské

Verze Vzorkovana data Nevzorkovana data
A 687.24 K¢ 709.18 K¢ 3.19%
B 701.67 K¢ 1,316.89 K¢ 87.68%




Agregace dat

Nejde zobrazit data pro konkrétniho uzivatele

Lze resit jinym nastrojem, napr. Piwik, A&T Internet



Presnost

100 % nelze dosahnout
Blokovani méreni
Technické chyby
Chyba prenosu

Dobra presnost pro méreni transakci je 95 %



Rozdily mezi nastroji

RUzny vyznam metrik

Napf. pageview u server-log nastroje vs. Google Analytics
RUzné atribu¢ni modely

AdWords rikaji, ze generovaly za mésic 100 transakci

GA rikaji, ze AdWords generovaly za stejny meésic 40 transakci
Jina metodika méreni
Bucketing

Nékdy se liSi se i 2 Uplné stejné nastavené views



Projekt 1



Projekt 1

Zpracovat pro libovolny web Digital Marketing and Measurement
Model

Cile projektu Ize pouzit realné, pfipadné vymyslet
Popsat:
V jaké fazi se dle lean analytics nachazi

Jaké nastavit cile, KPI, vysledky, segmenty
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Materialy

https://www.kaushik.net/avinash/see-think-do-content-
marketing-measurement-business-framework/

https://www.kaushik.net/avinash/digital-marketing-and-

measurement-model/

“Your competition will use this book to outgrow you."

- Mike Voipe, Hobspst

TH[ LEAN SERIES

Croll A., Yoskovitz B.: Lean Analytics — aussitolzseamiisor

LEAN

ANALYTICS

Use Data to Build a
Better Startup Faster

O'REILLY" Fric Ries, Series Editor


https://www.kaushik.net/avinash/digital-marketing-and-measurement-model/
https://www.kaushik.net/avinash/digital-marketing-and-measurement-model/

Pavel Sabatka

EHEWVELEE!
pavel@houseofrezac.com
houseofrezac.com
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