Assess your strategy

Web Marketing — class 4



The audience is
targeted through
digital channels

When it comes to assess digital strategy, conversion
seems the most appropriate Kpi to look at
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Paid digital
channels

SEA
Social
media
Display
Emails
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If the message is appealing
enough to some people,
they’ll want to click on the
links and they’ll be
redirected to the site / app
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Acquisition phase :

(site or app)

Objective = make people come to your ‘place’

Mean = digital channels (we’ll cover them in
details in the next lessons)
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[ Merchandising ] [ UXx ]

At this point, the advertiser should
W1, make sure their navigation is

w seamless and pleasant.

If that’s the case, the visitor will
probably end making a conversion.
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Conversion phase :

Objective = make people do whatever is
contributive to the advertiser business (ex : fill
in a form, buy a product, etc...).
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A conversion occurs each time a visitor fulfills a key objective (aka goal) .

Goal definition
Think of it as “ whatever your boss wants the digital marketing
department to achieve “

Eg:
Number of pageviews
Newsletter subscription confirmation
Purchase confirmation
Appointment request confirmation
White book download / key content consultation

Account creation



Macro

Micro

conversions

conversion

|BENN What’s a conversion (2/2)?
ONSULTING

There are micro and macro conversions

Macro conversions : immediately nurture the business (ex : purchase for an
e-commerce website)

Micro conversions : pave the way to macro conversion
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minutes on the consultation creation subscription

site



Conversion rate

Your conversion rate is

-

How many of these guys ... turn into these guys

/ & Your goal can be ...

* Placed an order
i * Subscribed to newsletter
i N GOAL * Viewed X pages
—> | Your webpage — % —>| * Spent X minutes on site

* Viewed at least [one type of page]

(XP% 7 * ... basically whatever makes sense
to you to assess your business

efficiency

... expressed as a percentage

\




',13 BENN To allow you to follow along, | encourage you to
L JINSULTING use the demo website offered by Google.

Please follow these instructions to access Google Analytics demo account :
https://support.google.com/analytics/answer/6367342#access

The data is issued from https://shop.googlemerchandisestore.com/.




@ _______________________________________________ ,
Proceed to the

B ?:i)_ @@ corresponding

settings (for events) @ _______________________________________________ >

1 <::> Once achieved,

o0 : Goal defined |
9 What conversions odls are detinedn goals become
should be tracked the analytic tool conversions



Measure the most
engaged visits to
your website and
automatically turn
those visits into
Goals.

...spending Viewing
[X minutes] [X pages]
per visit per visit

Doing
[this action]

...reaching

|

|

|

|

|

|

|

|

Evaluates the share of users... :

|

|

|

|

|

. |
[this page] I
|

|

|

|

The first 4 types of goals are set up by the owner of the website / the app or his
tracking agency.

Smart Goals are ‘goals by default” set up by Google, to be used to improve Google ads
performance.




[ | | |
Setting Goals in Google Analytics
UNSULTING ° 5 /

Remember : no conversion can be observed if a goal has not been previously set.

Dibenn Consulting » mywebmarketingclass

Al Analytics mywebmarketingclass - inte... ~ O [ searching i

ADMIN USER
1. ADMIN USER
o :
- - - , @ Goalsetup e
»y T | Vue non filtrée
mywebmarketingelass - imemal waffic .. ‘ | Import from Gallery Custom
b N — ) . i
= - B Viewsettings [ =L + - B view Settings © Goal description
b S Name
a2s View User Management aae View User Management [ |
=
—> Please specify the goal name.
y F Goals 20 goals left F Goals
Goal slot ID
A Content Grouping X
2\ Content Grouping Goal Id 2/ Goal Set1 +
Y Fiiters
¥ Filters Type
E Ghannel Settings Destination  ex: thanks html
] Channel Settings Duration  ex 5 minutes or more
W Ecommerce Settings Pages/Screens per session  ex: 3 pages
W Ecommerce Settings Event ex:played a video
Dd Calculated Metrics esTa -
Goal Smart Goal not available:
PERSONAL TOOLS & ASSETS
Z|z segments
E‘ Annotations
ilii Multi-Channel Funnels
" Settings
IE‘ Custom Channel Grouping
BETA
0 g Custom Alerts
o [ scheduled Emails

You can set them up from the ‘admin’ section.



Bear in mind

Goals are not retroactive!

Unlike reports where you can go back in time to look through data with various filters,
goals only rely on data from what happens after you set them up!

It is therefore key to plan upfront if you want to use goals in your analytics!

Goals are often used for retargeting purposes

It’s best practice to retarget visitors based on significant actions that they have

undertaken.

M Inbox (328) - % | & 20192020z X | M MAJ Objectitsi X | @ EditPage:Wer X | Analytics X Nouvel onglet x| + S
€« > C @& analytics.google.com/analyti part/ /a33157472w60357594p6.. % © Q@ ' % @ & 4 57. » @ H
We're excited to announce the new Google Analytics, designed to give you the essential insights you need to be ready for what's Dismiss Learn more
next. You can access the new Google Analytics experience by setting up a Google Analytics 4 property, formerly known as “App
+ Web" property.
R Dibenn Consuiting > Site Dibenn Consulting . . ;
.ll Analytics ' site Dibenn Consulting ~ U8 Iy ecarhing Slop chantsis by ibars oo @

H
Azt Content Drilldown & B savE & EXPORT < SHARE /' EDIT %msmms

» B Customization
Sep 1,2020 - Oct 14,2020

REPORTS

r'*\. All Users Choose segment from list

» ® Realtime =
» & Audience
» 3o Acquisition

mportfrom gallery  share segments vew = =2 ste @

‘Segment Name Created Modified
VIEW SEGMENTS O

~ B Behavior

Performed Site Actions =

All Search
= Copy
System " Build Audience

Overview

Behavior Flow

~ Site Content

Custom
All Pages Build an audience in order to re-engage with these users with Remarketing [Learn
e e Shared More]
" . BETA 0

2, Attribution Starred

™t e Calartad

_|| Analytics

Dibenn Consulting » Site Dibenn Consulting

Site Dibenn Consulting ~

f ADMIN USER
. -
» um
O e |
»®
Site Dibenn Consulting (UA-33157472-1)
> &

Property Settings

aaa Property User Management
¢ Tracking Info

D) Property Change History
Dd Data Deletion Requests

PRODUCT LINKING

=] Google Ads Linking

‘AdSense Linking

Optimize and Tag Manager
Linking

B
Bl AdExchange Linking
2
=

All Products

Q Try searching “Top channels by users™ ﬂ H

9 Audience definition  edit

Audience name: Site search
Estimated display audience size (active last 7 days): -
Membership duration: 30
Audience definition
Sequences: Search Term: not match regex "3/*\(not set1)8”

o Audience destinations

Choose the destinations where you'd like to publish your audience.
Note: You cannot change the destination account for Google Ads/Google Marketing F
after publishing. (7

m‘ You have selected D destinations.

. Search

~ Google Ads
~ Dibenn Consulting
(71 275-555-2063
+ Analytics

Site Dibenn Consulting (UA-33157472-1)




|BENN Conversion funnel
ONGULTING

The conversion funnel shows the churn rate associated with each step of the

funnel YOU determine.

2 0 Y » @ &

<

All accounts » Google Merchandise Store

1 Master View ~

Search reports and help Purchase Completed

REAL-TIME This Goal was completed in 553 sessions | 28.37% funnel conversion rate

AUDIENCE

ACQUISITION
/google+redesign/nest/nest-usa/quickview
(entrance)

BEHAVIOR Thome
/google+redesign/apparel/mens/quickview

CONVERSIONS /google+redesign/shop+by+brand/youtube

Goals

Overview

Goal URLs

Reverse Goal Path

If the churn rate is too high for

Funnel Visualization a given step, think of a way to
Goal Flow Skl It

Smart Goals p '

Ecommerce

Multi-Channel Funnels

Remember : shortening the

Atrbution conversion funnel is the best
DISCOVER way to increase conversion
ADMIN rate'

Cart
1,949
1,949
261
133 618 (31.71%)
a5 proceeded to Billing and Shipping
78
Billing and Shipping
618
U
582 (94.17%)
proceeded to Payment
Payment
582
o p
560 (96.22%)

proceeded to Review

b 1,331

(exit)
/signin.html
/basket.html
/store.htm!
/home

P 36

(exit)

/basket.html
fstore-policies/shipping-information/home
Jyourinfo_html

/google+redesign/bags

b 22

(exit)

/payment.html

/basket.ntml
/google+redesign/accessories
/google+redesign/apparel/mens

Source : google analytics interface

395
266
197

73
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“What channels are the most efficient to generate
conversions ?”

By default, reports show the last interaction model.
But is it always the most suitable?

Some channels may not appear as effective conversion triggers, yet they are

necessary in the funnel, either to initiate the relation or to maintain it (eg:
social media).

For a refresher about what web-marketing channels are, please go back to lesson 1



What is a touchpoint ?

A touchpoint is a communication to which the users have been exposed, and that is
expected to lead them to the website, and eventually generate a conversion.

There are two types of touchpoints : clicks and view.
We talk about click-through and view-through conversions Conversion

Touchpoint Touchpoint Touchpoint !
O @ @

View-through Click-through Click-through

the communication the user clicks on the the user clicks on the
has been seen (or at communication, and communication. and
least loaded on the actually lands on the actually lands o,n the
screen of the user), website it’s pointing to

. website it’s pointing to
but not clicked on P 8

Display &

campaigns
mainly




'Aes IBENN What is a lookback window ?
/OISULTING

The lookback window determines how far back in time an event is eligible for attribution
credit.

Most of the time, the following lookback window values are adopted :

30 days for a click-through or post click conversion,

and 24 or 48 hours for a view-through or post view conversion (depending on the choice of
the advertiser)

Conversion

Touchpoint Touchpoint Touchpoint !
e g ®

Lookback window : 24 or 48 hours for view-through

<
<

A

Lookback window : 30 days for clicks-through



I B E N N How to evaluate the contribution of each channel to the
1NSULT|g ComPpletion of your objective ?

All accounts > Google Merchandise St._

1 Master View ~ Q, Try searching “Any anomalies in sessions this month?” A Lt 0 H @
Top Conversion Paths Oct 13,2020 - Oct 19, 2020 ~
Conversion Segments Export v Save < @ Insights
Conversion: Path Length: Type: interaction Type:  Lookback Window:
Ml seciunty GooglE Merchandise St All - [ 2 Al Google Ads All = Set|30 | days prior to conversion
c A . L
"l Ana{yﬂcs 1 Master View ~ Q, Trysearching “Any anomalies in se % of conversions: 1.78%
r Realtime
@ MCF Channel Grouping Path Conversions & Conversion Value

+ L Audience 1 Diret:tx5| 15 (30.00%) =
» = Acquisition 2 DErecikﬁI 4 (13.33%) =

+ E1 Behavior

3 ’ Crganic Search [ Direct xﬁﬂ 3 (10.00%) =

* M Conversions 4 unavailabie Direct x3 I 1 (333%) -
» Goals -
5. | Directx3 ?' unavailable Direct x 2 1 (333%) =

¥ Ecommerce

Multi-Channel 5. [Direc:t > [Organic Search [D'rrect xd” 1 (@ -
~ Funnsis
Overview 7. | unavailable Direct x5 1 (333%) =
Assisted 0 = - < (e
Gt . 9 unavailable Organic Search Pl unavallable 3 e -
Paths.
Time Lag 9. [Refena| > [nirect x2 %, [ Organic Search [Dired x 2]] 1 (233%) =
Path Length \
g 10. [Referral > [Direct ) [ Referral x2>/ (Direct # 2]) 1 (2339 -
Model

ComparisonTool e

shi : : - f _E. ’_I
ey A o raws Gn'ao 1 1-100f11 |__|_|

First, you have to take a look at the different channels customers go

through before converting.




N Attribution Model (1/5)

Once you have identified the most efficient multi-
channel funnel, you have to define the attribution
model.

Think of it as a football game : who do you think
has contributed the most to score one goal ? The
player who scored the goal, the player just before
who passed on the ball, etc.... ?

This is called an attribution model.

All accounts » Google Merchandise 51.

1 Master View ~ Q.  Try searching "Any anomalies in sessio... ‘
MCF Channel Grouping Path Conversions &
1. [Dlrect x6 15 (50.00%)

2, | Referal > I Direct = 5“ 4 (13.33%)

3 IE!rgar.:‘c Search | Direct x 5“ 3 (10.00%)




N Attribution Model (2/5)

You may keep the ‘by default one’: Last Interaction model attributes 100% of the
conversion value to the last channel with which the customer interacted before buying or
converting.

In your GA demo account, all conversions are presented with the use of this attribution
model (except for the attribution model that we’ll see later on in this presentation).

When it’s useful : if your ads and campaigns are designed to attract people at the moment
of purchase, or your business is primarily transactional with a sales cycle that does not
involve a consideration phase.

But you might as well want to consider other models:
U shape -> gives most of the credit of the conversion to the first and the last channels

J shape -> attributes most of the conversion credit to the last channel, that ‘clinches the
deal’

L shape -> attributes most of the conversion credit to the first channel, that initiated the
conversion.

Linear -> gives equal credit to all channels

In the end, the advertiser is free to design his own attribution model, depending on his
situation on a given market and on the specificities of the products / services he is offering



"es IBENN Attribution Model (3/5) : U shape illustration

' U N S U H | N B For the sake of the illustration, we assume that only 3 interactions are necessary

Third interaction : retargeting campaign
click on an ad showing the house/flat

First interaction : click on an
ad showing the house/flat

s <>¢ Objective of the advertiser : gbjectwe :
Promote the flat/house and enerate a macro

. conversion (request for
create an audience to retarget _
appointment)

Second interaction : exposure to a retargeting
campaign

Objective : maintaining the presence in mind
It’s understood that the target might be busy

performing administrative chores : select banks for
best housing loans, visit other houses, etc...

40% 20% 40%



'ls IBEN Attribution Model (4/5) : J shape illustration

Most of the credit of the conversion is granted to the last

UNSUWNB interaction

For the sake of the illustration, we assume that only 3 interactions are necessary

Third interaction : click on
an ad showing the product

Objective :
Generate a !

First interaction : click on Second interaction : click macro
an ad showing the on an ad showing the conversion
product/service product/service

Objective : ¢
<> appear when a
< <> search is N <>

performed

20% 20% 60%



"s IBENN Attribution Model (5/5) : L shape illustration
UNSUWNB Most of the credit of the conversion is granted to the first

interaction

For the sake of the illustration, we assume that only 3 interactions are necessary

First interaction : click on
an ad showing the product

<><><> Objective :

raise
awareness

Second interaction : click

on an ad showing the Third interaction : click on
product an ad showing the product

Objective :
C raise Objective :

<> Q awareness Generate a
macro !
conversion

60% 20% 20%



Make some tests using the Model comparison toll to assess your

UL current model

All accounts » Google Merchandise 5i...

1 Master View ~ Q. Try searching “Worst pages by load speed”

_|I Analytics

A Home Model Comparison Tool
. =, Customization Conversion Segments Export ~ Save
REPORTS C_onverfion: Type Lookback Window.
All = All | Google Ads Set| 3 days prior to conversion

» (O Realtime

» &  Audience

» >+ Acquisition
» B Behavior

~ [ Conversions
» Goals

» Ecommerce

- Multi-Channel
Funnels

Overview

Assisted
Conversions
Top Conversion
Paths

Time Lag

Path Length

Model
Comparison Tool

2. Attribution ®™
Q Discover

L  Admin

. % of conversions: 100.00%

I Last Interaction

Primary Dimension. MCF Channel Grouping

Secondary dimension

MCF Channel Grouping
1. Direct

2. (Other)

3. Display

4. Other Advertising
5. Organic Search

6. Refermral

- | ~ First Interaction - vs Select modef
CLLTY

First Interaction

Defauh Channel Grouping  Source / Medium  Source  Medium  Other = Channel Groupings «
Conversions & CPA v
Spend
(for selected time
range} Last Interaction
Conversions + CPA Conversions

— 1,723.00 - 1,507.00 (81.20%)
= 123.00 = 156.00 (B41%)
= 8.00 - 8.00 (043%)
= 2.00 — 3.00 (015%)
— - - 88.00 (474%)
- - - 94.00 (5.06%)

. i )
A " @9 : 8

Oct 12, 2020 -Oct 18, 2020 ~

< @ Insights

Q, | advanced

i e
| % change in Conversions ~ l
| |

{frorn Last Imeraction)

cPA First Interaction
- 1254% +
- 26.83% +
- 0.00%

= 50.00% #

Shcwrows'Gmo: 1 '1—60l6; <



Thanks for your attention.



