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*’ Agenda
 What is Google Analytics?

e Cool features

 New cool features recently released
e Q&A
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« Internet Marketing Consulting &
e Search Engine Marketing ANALYTICS
— SEO (Natural/Organic Search) | sutHorizeD
— SEM (Pay-Per-Click) CONSULTANT
« Miva and Google Partner Google
— Google products — Analytics, Website Optimizer,
AdWords

e Analytics consulting company—GAAC
— Focus is Google Analytics and Urchin

o Strategic marketing/business consulting
* Metrics-based marketing — data-driven
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Morgan Jones (President) .,?? .
— GreekinternetMarket.com founder
— Using GA since it was called “Urchin”

=
Steve Gott (CTO) |lemmm &

— Former Urchin employee
— Urchin/GA consultant prior to eComlQ
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eCom ~ \what is Google Analytics?*

ﬁl
Tons of website data! 4,
— Visits
— Where visitors from i e {
— What search engines sent _ """ i
traffic R YT

— Referring sites
— New vs. returning visitors
— Where visitors exited site

— 9% of visitors who reached
a goal

— 9% of visitors who made a
purchase

— Much, much more!
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8,398 {53.17%)

4 555 (31.37%)

B Rafaming Sites
2,443 (15.47%)

Google
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Analytics
danatyters Sottngs | Yy Ropoiin

B Search Engsng

Tradk and compar= sll your ads, email newsletss
sffiliats campaigns, refemals, paid links, snd
sywords on Google and other segrch 2ngines
Custom Dashboards
o rmore digging through reports Put all the
inforration you need on a customm Deshboerd the
ou canemail to others
AdWords Integration
Buy keyvwords on Google AdWords 2nd uss Google
Analytics to l=2erm which k2ywords gre most profiteble
o wour business
Trend and Date Slider
Compare time peficds snd select date ranges withou
losing sight of long term trends
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Visits to Purchase Trace transactions to campaigns and keywords, get
loyalty and latency metrics, and identify your revenue
-
SOUrCEs
Produst Overview Funnel Visualization
: sessssss— Find cutwhich pagesresult in lost conversions and
3‘-'{“’_““' where your would-be customers go

Froduct Towr
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Custom Dashboard

Dashboard

2,000

he 18,347 visits
—Sre 104,936 Pageviews

T B.T2 Pagesivisit

1,000

Visitors

16,294

200% & 50T
R -
150 x.-..__f yas® ‘o"\‘.ﬂ"" 1\_",'\;‘ '\h. Tws
Y

Goall Coenversion Rate

1.42%
Source/Medium Visits % visits
google f organic 5887 3283%
google [ ope 5,545 30.2%
(direct) / {none) gaa 52T%
msn | onganic aa7 4.83%

wahoo | ppe a5a 4 87T%

LD T T L S —

~—"— 40.08% Bounce Rate

~—~4- 00:03:11 Avg. Time on Site

" B3.60% % New Visits

Pageviews
‘groceries.php 6,042 578%
ljewelry.php 5,145 £00%
Imm&imerchant.mve 4,074 A07T%
findex php 4,213 401%
fwnmybeads.pf 3,193

3.00%

00
.

. . f\

15 Ul LA 5

Sl l\_‘-._f \.,.' \'J'\...-."'\ PR -
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Ecommerce Conversion Rate
0.93%

Customize to your
key metrics and
business needs

Easy to modify

View daily and
spend 1 minute
getting a snapshot
of your business
for the previous
day.

Dive in to take
action.
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Traffic Sources

g
All trathc sources sent 18,347 visits via 213 sources and mediums
Source Medum
Sile Ussoe  Gaal Comersion views: 5] @ | =
Vigis 7 Riwenie Transactans T Average Ve ) Ecommerce Cararsion Rate 71 P Visn WValwi o
18,347 $9.320.86 170 $54.83 0.93% $0.51
{ it 3l 100008 { Site Tokal: 100,008 3l 100008 8 Avg. S54.83 (0.00%) 1o fege 0.9.3% (0.00%) I $0.51 (0.00%)
SourcaMetium Vizits Revenws - Iransactions Average Value  Ecommercs Conversion Rats  PervisitValus
1 5545 $417730 BE 540,14 1.53% 5075
P P — 47 8451534 8 £150.42 17.02% 53224
3 recti ! inong] 986 $707.94 14 $57.00 1.45% 5083
4. google ! organ 5987 £707.75 2z §3217 0.37% 5012
5, yahod i ppd 856 $550.39 10 $55.04 1.17% 50064
6. msn/!pagan aa7 S453.21 T 56474 0.7%% 5051
7. newsleteFabI00g / am TE §326.42 6 $54.74 0.77% 50.42
8. |hee ! grganic 536 $144.90 1 $144.90 0.15% 5027
9. yahood i arganic 783 £124.81 4 £31.20 0.50% 5015
10.  zol/organic g | £80.85 1 55085 0.45% 50.41
Find SourcaMedium | cantaimng |+ £hi) G0t |1 Showrows: (10 s 1-1007213 [« »
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“Finding Your Niche” Case Studyg.,a_ |

&‘.‘c 7
. ;ﬁ _T!J L,]tj_r/J_:Jf_tr_.
Muttmart.com

* Big market (pet supplies)

e Very competitive market
— Petco, Petsmairt, local competition.

e Needed a niche

BRCK TO THE
FUTURE
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ST 4Einding Your Niche” Case Study,,

;R‘//_ _? \_:- .
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_T!J U i_r /J _:Jf_‘r_.

 Installed Google Analytics Dec 2006 and began
consulting on monthly basis

 MuttMart added focus to one particular product line
and was able to drive down cost

« AdWords keywords initially contained all breeds and
sizes when advertising this particular product line

BRCK TO THE
FUTURE
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AdWords Integration And

“Finding Your Niche” Case Studyi/.,

e e
i vords Campaign Ad Groups » -)III _i— =
AdWords Keywords: .
i ]
Export « || [ Email || 92 Add to Dashboard 1 jJ _._J _L %) J /J __J _r r
# o | B x| Besv | Bisv
-#= Visits
Thls AdWords ad group sent 3,526 visits via 20 keywords
egment. | Keyword ¥
Site Usage | Goal Conversion ~Ecommerce @ Views: [} @ < | £ |
Visits (#) Impressions (7) Clicks (@) Cost @ CTR (@ CPC (@ RPC @ ROl (@) Margin @
3,526 166,214 3,612 $1,425.92 2. 17% $0.39 $0.41 4.21% 4, 04%
% of Site Total: % of Site Total: % of Site Total: % of Site Total: Site Avg: Site Avg: $3.98 (- 1 i % (-
28.73% 45.63% 57.32% 56.37% 1.64%) 80.66%)
Keyword Visits Impressions - Clicks Cost CTR BE RPC ROl Margin
1 Eeyword One 1274 75,190 131 548577 1.74% $0.37 5013 -64.95% -185.29%
2. Keyword Two 622 27,770 616 $253.19 222% $0.41 $0.48 15.92% 13.73%
3. Eeywaord Three 768 24,482 780 $323.23 319% 50.41 $1.10 164.82% 62.24%
4. Keyword Four 412 17,979 420 $164.93 2.34% $0.39 $0.14 -64.27% -179.87%
5. Keyward Five 172 11,083 186 $73.38 1.68% $0.39 $0.33 -15.26% -18.01%

FUTURE
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@(50[’1’1 AdWords Integration And
ST “Finding Your Niche” Case Study

;R‘// jll % “a
\ , 2

_T!J U i_r /J _:Jf_‘r_.

* Adjusted focus to a particular size of dog and
certain breeds for the product line.

* Increased # of keywords and spend for the target
market keywords

 Reduced # of keywords and spend on other
keywords

* Optimized landing pages to focus on target market

BRCK TO THE
FUTURE
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o O
N =
¢ J | rr J = . Apr 1, 2007 - Apr 30, 2007
MIEISS s =] f 5 ymparing to: Jan 1, 2007 - Jan 30, 2007
/.\ B i /.\
. » T,
P g™ B g, g e g, ™ o—®, " ) b
L | ..-...-. X . -""llu-.__.a"- _\.——_., . \./.-./
Ad Group Visits Impres Clicks Cost CTR CPC RPC ROl  Margin
slons
Jan 1, 2007 - Jan 30, 2007 1,000 100,000 5,000 $500.00 1%  $0.10  $S.00 S0% 0 30%
Apr 1, 2007 - Apr 30, 2007 1,277 7080 3,736 $293.00 098%  $.070 $9.16 | 154% | 50.8%
% Change _ _ _ ) _
9292 2528 4322 24.01
% % % %

AdWords Integration And
“Finding Your Niche” Case Study ,

&

BRCK TO THE
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eLom Eunnel Visualization

. ®
e
Good data for
identifying LT
I e n 45 sitors finishe 2% unnel conversion rate
. Address
opportunities i ol P
W i t h C h e C k O u t ::Z:iz:z:::z:i:::izzf: ;e.lJ::;nanf?-'n1ercna.11m,c?sessuo g
Merchant2imerchant mve?Sessi0

236 (86%) Merchant2imerchant mvc?Sessio.

Merchant2merchantmvc?Sessio pping Merchant2imerchant mvc?Sessio,

Issues!
° Shlpplng Shipping

237

options ' =l

Merchant2imearchant mve?Sessio.. 1 (@axit)

RO W e W

Merchant2imerchant mvc?Sessio

[x

= MM ORI

Ipage/AlPRODMickelSolution

« Shipping pricing o
MerchaniZimerchantmyvc?Screen.
e Payment options
Payment
o Upsell 0 | B 4

(it 20
1 - Ipage/aVCTGY/Personal

e N av I g at I O n 143 [?60{5] Merchant2imerchanl mvePScraen..

proceeded to Compleled Purchase Merchani2imerchant mve?Scroen

MearchaniZimerchant myvc?Sessio.

= MR

Completad Purchase
146
3

52.52% funnal comversion rate
EHCK TD THE Merchant2merchantmvc?Sessio 1

Fl 'TI 'RE Merchant2merchant mvc?Sessio 1
(entrance) 1
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Site Overlay

| —ofsso dewelry e Oversse (=
[ > Add This Site To Your Favorites | Evil Eve And Greek Jewelry

550 B kg
e&iell a friend Il 72pees ([ aas mtsl srogpts [ «sf] zawjains | Jewelry
B abo e cito deweln . £2.056.69 B Revenue
. ool J 5??- I—%I1 $4.00 W Gos e
46 B Goal - Place
Shopping Categories 2 W Dhesl Faak
u 0ank Food ol co
L] i 2ak Giﬁ:ﬁ @
] "1.-3‘}'=|. Beads J

e EEarnngs ets

!

. Eﬁ =k Jewelry

1t Rugs
= [“ 0k Wine
= [“ 7ok Music
= Ofive 01l Soap &
B35 Supplies _&
» ok Cookbooks i
» [Tk Gift Baskets
s ATicient Greek Greek Evil Eyve Evil Eve & Swarovski [ 22Key Chains

Cr—=endant Chggiz =} Pendants 25 Rings
[ repndants

BRCK TO THE « |dentify top content on the
FUTURE page

wiva merenant conrenener 200 © VEry helpful for site design and 16
SAN DIEGO. FEBRUARY 27 & 28, MARCH 1 product placement/promotlon!
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7 New GA Features

e Site Search
 Event Tracking

New tracking code for Site Search &
Event Tracking

— Ecommerce tracking solution “Just
Around The Corner”

— Miva making It easy to integrate—we
can customize
BRCK TO THE
FUTURE
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Very cool for Merchants!!! ei"/"’;

Uses Of Site Search:

1) Monitor site search activity in Google Analytics--no need to
look at search logs or log into another system to view what
people are searching.

2) Can identify not only what people are searching for on your
site, but their behavior after the search.

* Do they exit the site? Do they conduct another search? Do they
make a purchase?

3) Can identify products and services you should consider
adding.

4) Site Search tracking gives insight into the intentions of site
visitors. By analyzing what they are searching for you can
easily gain understanding about why they visited your site in
the first place.

* Are you directing the right traffic? If not, did you pay for that
traffic?
BRCK TO THE

FUTURE
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B[RC

www._greekintemetmarkst con Feb 1. 2008 - Feb 18. 2008
Site Search Terms ' S

/-..._,./ h‘""\,____,-.._,____/ h—“-.\ /"\,/ \‘?e

There were 787 unique searches via 626 search terms

;maléjigiq ue Revenue Transactiona Average Value Conversion Rate  Per Search Valus
earches
$451.35 11 1.40% $0.57
?B? = % of Site Tota % of Site Total Site Avg: Site Awg
L_._.-"_;E-..':_'a" 11.68% 1341% 10.42% {-86.50% $4.81 (-88.32%)
1R LS e
Search Term Total Revanue Transaction Average Conversion  Per Search
Unigue = Valus Rate Walue
Searches

flokati 1 $155.00 1 5156.00 100.00% 5156.00

nalvah 2 358.25 1 358.25 50.00% F20.62

grape leaves 10 245.08 2 $23.04 20.00% 5481

candy 2 544 65 1 34485 50.00% §22.32

frappe 4 $35.01 1 $38.01 25.00% $8.50

Butter 1 52813 1 $268.13 100.00% $26.13

avash 1 524 78 1 32478 100.00% F24.78

hummus 2 %21.85 1 $21.85 50.00% F10.08

wormy beads 2 317.54 1 317.54 50.00% 58.77

got ouzo L 1 315.96 1 $16.298 100.00% §$18.896
1-10of 626

K TO THE
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eCommerce Intelligence

Search With Your Miva Cart g

\

It's Almost Ready!

 Requires new ga.js tracking code (Beta).
— Ecommerce tracking is not fully debugged.

To Inteqgrate:
« Install new tracking code and enable Site Search feature (from GA

admin)
Google e

Site Search Options: ~ “wemse o o
. rganic City Search
1) Install a Google Custom Search Engine
— http://www.google.com/coop/cse/ —~

2) Or, Modify your current Miva site search
— eComlQ solution to be available very soon.

— Will be part of our “Complete Installation” service offered on our website
and in Miva Central and separately as an add-on.

BRCK TO THE
FUTURE
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eCom”sjte Search Case Study

eCommerce Intelligence

GreeklInternetMarket.com
e |[nstalled Site Search
e |dentified items not sold

« Created product pages
and included Adsense
Ads in place of the
missing products

e Clicks=$$$ Gougle

BRCK TO THE
FUTURE
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:Z&E;n!;}lmsne Search Case Study

H
INT{RN{T M ARELT __
. __" 3 _
= ——

CRECK INTERME TMARKE T com

 |dentified product searches spelled in Greek

(or differently from how spelled on website)
— Modified product names and modified description

contents to include different spellings so search
_would include these items.

There were 1,211 unique searches via 881 search terms
Search Term
EER U Y  Goal Conversion  Ecommerce views: [l @ =
m Total Unique Searches  (7) Results Pagewews/Search (7)) % Ssarch Exits 71 % Search Refngments (7)) Time after Ssarch T} Search Depth
1am Pages 1,211 1.41 15.52% 34.09% 00:03:19 3.67
Best : 100.040% " 1,41 10.00% 15.53% [t . S0%% (0. Y18 0,085
= = arch Tenm + — s
rend Segrches PageviewsSagich Enits Refnements Jearch Depth
Ever cheese J33IT%H 0.00%
1 Goals chifistening 0.00%
v Ecomm
Settings

13 %

Help Resparces

0005 33.33% 00: 0034 233 22
J37% 0.00% 00: 0035 167
ya bo: 31 Showrows: |10 | 31-4001881 4|+
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Event Tracking . °

Added for demands of Web2.0

— Can use Event Tracking to work around
limit of only 4 goals available to track.

— Flash websites
 No change in page URL'’s

— Embedded video action tracking
* Play, Pause, etc.

BRCK TO THE
FUTURE
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* Lots of valuable metrics in Google
Analytics

* Miva/Google Analytics are fully compatible
— New cool features coming out of Beta soon!

o Configuration is key to getting the most out
of GA

— Default configuration will be part of Miva.
— We're here to help customize!

* Use Google Analytics to grow your
business!
— That's what the data is there for. ANALYTICS

_ ] I .........................
We're here to help! AUTHORIZED

ELITURE CONSULTANT




eCom” -

eCommerce Intelligence

Q&A
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