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Hi, | am Chris Edwards

*Website Developer 17 years
*WordPress Developer for 5 Years
-Digital Marketer/SEO for 10 Years

Follow me on Twitter:
@ChrisEdwardsCE
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Outline For Today’s Talk

‘Filters & Segments

Event Tracking | AN W X N\ ‘
-Goal Tracking f\wiykﬁ‘
Custom Reports & Dashboards ”'*' b
We have a lot to get through, I N O ‘
please hold Questions to the end. ‘
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FILTERS &
ADVANCED SEGMENTS
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Filter vs Advanced Segments

Filter - A filter is applied to a profile view and is permanent. This stops
the data from ever being saved into a profile.

Advanced Segment - An advanced segment allows you to isolate

similar visitors into groups. These can be applied to any report without
making permanent changes to your data.
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How To Create a Filter

. , o ) chris@amazingcorps.com u
od Google Analytics Home Reporting Customization Admin Effin Amazing - Website - http://effinam... ¥ O ‘
All Web Site Data

Administration

Effin Amazing

Effin Amazing v - Effin Amazing - Website v = All Web Site Data v
B Account Settings 1 Property Settings B View Settings

= User Management -~ User Management = User Management

Y All Filters Tracking Info F Goals

O Change History PRODUCT LINKING f\ Content Grouping

i Trash Can ==-| AdWords Linking Y Filters

AdSense Linking | Channel Settings
Ad Exchange Linking W  Ecommerce Settings
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How To Create a Filter

- _ S chris@amazingcorps.com n
v Google Analytlcs Home Reporting Customization Admin Effin Amazing - Website - http://effinam... ¥ Q ‘
All Web Site Data

Administration » View Filters

Effin Amazing / Effin Amazing - Website / All Web Site Data b

“ All Web Site Data v

Rank 1 Filte

Filter Type

. View Settings There is no data for this view.

2== User Management

F Goals

7\ Content Grouping

Y Filters
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How To Create a Filter

Add Filter to View

Lo All Web Site Data v

Choose method to apply filter to view

. | e Create new Filter
. View Set

Apply existing Filter

amn User Management Filter Information

Filter Name

F Goals

Block Internal IP

)‘\ Content Grouping .
Filter Type

. Predefined Custom
Y Filters

| Channel Settings traffic from the IP addresses « thatareequalto «

n

h Ecommerce Settings IP address

123.123.123.123

Dd Calculated Metrics BETA
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How To Create a Filter

;\ Content Grouping

Filter Type
- Predefined Custom
v Filters
~=| Channel Settings —

ilter Field

Request URI «

Get Custom!
Go beyond the standard predefined
filters and create filters off any N ufgost

Up Campaign Target URL

v’ Request URI
Hostname

Page Title

A . . il Attribution Models Se Hit Type
dimension of Google Analytlcs. | ) Ad Search Torm

= | Custom Channel Groupings

Learn Site Search Category
o L Source Property Tracking Id

“ Custom Alerts Filter v
Verifytf ~ rent

N Srhadiilad Emailc .

. Scheduled Emails Campa‘gn Source

Campaign Medium

n Campaign Name

Share Assets Campaign AdGroup

Shortcuts

Campaign Term

Camnainn Cant
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Filter Examples

Edit Filter

Exclude Internal Traffic Filter Information

The best converting user on your Filter Name

) ] . Block the Office
site is you! Your internal team
- . . Filter Type

doesn't act like typical web users T

and will alter the metrics that are = e h |
Exclude traffic from the IP addresses « thatareequalto «

most reported, including users,
IP address

sessions, and pageviews. 71.42.64.200
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Filter Examples

View Filter

Filter Information

Filter Name
EXCIUde Deve|0pment Sites exclude effinamazing.local
Have a development site? Exclude Filter Type
trafﬂC gOIng -to -tha-t hostname Predefined Custom
Exclude traffic to the hostname «~ that contain
Hosthname

effinamazing.local
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Filter Examples

Lowercase on Campaign Attributes Assets Users Goals | Filters | Profle Setiings
By default, UTM parameters are Add Filter to Profile
case sensitive in GA. Simply add 5 Fhooss mefiod o 9ply er o Profe
lowercase filters on the UTM oy eicing e
Campaign parameters: Campaign v arn [ o
Medium, Campaign Source, Zldd“‘ fler @ Custom e
Campaign Content, Campaign Term o e
and Campaign Name. Seach rd s
citorFiold [Campaian Medim ,
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Filter Examples

Filter Information

Filter Name | Exclude All Query Parar

Filter Type (© Pre-defined filter @ Custom filter

Exclude All Query Parameters N
Use filters to make website.com/ Iprd

order.php?id=1234 and 2 Seachsnd Repics
website.com/order.php?id=4321 e

show up as just order.php by ot To > Constructor. [ Romaeat UR —
eXClUding the query String. Field A Required @ Yes © No

Field B Required © Yes @ No
Override Output Field @ Yes © No

Case-sensitive © Yes @ No
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Other Filter Examples

*Include/Exclude Specific Campaign
‘Lowercase on Request URI

* Attach Hostname to Request URI
» To make page.html be domain.com/page.htmi

*Include Mobile Only

*Include/Exclude Traffic to Specific Subdirectory
*i.e. /blog/ or /shop/
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Advanced Segments

w Import from gallery Share segments View = o= ?
Segment Name Created Modified
~ = GMENT
All Users Actions «
All
System Bounced Sessions Actions
Custom Converters Actions
Shared Direct Traffic Actions
Starred
Made a Purchase Actions
Selected
Mobile and Tablet Traffic Actions
Mobile Traffic Actions
Multi-session Users Actions
Naw | lcare Acrtinne
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Advanced Segments

All Users \ Organic Traffic * Referral Traffic +
100.00% Sessions 33.50% Sessions 9.09% Sessions
Overview
Sessions ¥ VS. Selecta metric
® Sessions (All Users) @ Sessions (Organic Traffic) @ Sessions (Referral Traffic)
500
250
Feb 15 Feb 22 Feb 29
Sessions Users Pageviews Pages / Session Avg. Session Duration Bounce Rate
All Users All Users All Users All Users All Users All Users
. . 0
3,313 2,435 6,323 1.91 00:01:39 69.48%

Organic Traffic Organic Traffic Organic Traffic Organic Traffic Organic Traffic Organic Traffic

1,110 926 2,170 1.95 00:01:32 65.05%

Referral Traffic Referral Traffic Referral Traffic Referral Traffic Referral Traffic Referral Traffic

301 251 590 1.96 00:01:04 64.12%
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Create Custom Advanced Segments

Audience Overview Feb 13, 2016 - Mar 14, 2016
Email Export v Add to Dashboard Shortcut <
All Us_grs | + Add Segment
100.00% Sessions

Overview

Sessions v VS. Select t Hourly Day Week Month
® Sessions

500

250

Feb 15 Feb 22 Feb 29 Mar 7
M New Visitor M Returmmg Visitor

Sessions Users Pageviews

3,313 2,435 6,323
PR A W R A W B A
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reate Custom

dvanced Segments

Email Export + Addto Dashboard Shortcut <
All Users Choose segment from list

m Import from gallery Share segments View = a= ?

Created Modified

Oct 15, 2015 Oct 15, 2015 Actions

All
System [RSB] All sessions Oct 15, 2015 Oct 15, 2015 Actions ~
Custom Ads Landing Page Aug 3, 2015 Actions
Shared All Users Actions ~
Starred
Bounced Sessions Actions
Selected
Converters Actions
Direct Traffic Actions
Donate Widget Only Oct 30, 2015 Oct 30, 2015 Actions ~
B N —
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Create Custom Advanced Segments

Email Export = Add to Dashboard Shortcut Q
Cancel Preview Segment is visible in any View Change
Demographics Summary
Technology
Behavior 25-34 35-44 45-54 55-64 65+

100.00%

Date of First Session

Female Unknown of users

Traffic Sources ,
contains -

Affinity Category (reach)
Conditions
Sequences In-Market Segment contains

Other Category contains ~

Location Continent « contains «
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Other Cool Things With Advanced Segments

2= Cancel Preview Segment is visible in any View Change

Demographics Conditions Summary
Technology 19 10 51
Behavior Filter Sessions +~ Include ~ 1 00000/0
Date of First Session Ad Content « contains « of users
Traffic Sources — OR AND
Users
Advanced -
L + Add Filter
Conditions Sessions
Sequences 100.00% of sessions
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Other Cool Things With Advanced Segments

2= Cancel Preview Segment is visible in any View Change

Include hostname filter

Demographics Sequences Summary
TeChnology cegment your users anda/or tneir sessions accordaing to seqguential conaiuons

SIS Filter Include ~ Sessions » Sequence start Any user interaction ~ 100 _000/0
Date of First Session STEP 1 of users

Ad Content « contains «

Traffic Sources

— OR AND Users
Advanced -
» Add Ste
Sequences 100.00% of sessions
+ Add Filter
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Advanced Segments Examples

Everything you use filters for

*Include Mobile Only

Show traffic from a specific campaign

Show only traffic from a specific geographical location

*Include/Exclude Traffic to Specific Subdirectory
-i.e. /blog/ or /shop/
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Advanced Segments Gallery

Email Export = --:: <
data where there are values for "Event Action” dimensic
Tpe:Sogmens X
lime
All Users Sort by 38 E3 =| Occam's Razor Awesomeness
o ® Most | By Avinash Kaushik Aug 20, 2013
ost popular
ok kKo (228 150,036 3+ T t
Latest m W Twes
view . . A collection of my top Segments, custom reports and dashboards critical More by Avinash
+ NEW SEGMENT Highest rating for any Anal yﬁcsyusea 9 P Kaushik View BB == Search segments ?
‘e Users Fllter by ranking :
' mport
ort Analysis BETA
VIEW SEGMENTY
: 1 2 3 = Actions ~
mographics ale .
ONEE Al 7 Show unrated i B3 =Iz New Google Analytics User Starter Bundle
erasts . By The Google Analytics Team Sep 20, 2013 Actions
System Filter by category bbb (107 e s Qo1 m o Tweet
'o . . ‘ - ‘\ e »
Custom v'Show all categories A bundle of the must-have dashboards, custom reports and segments for GN;S K,?J.,Tzhi Actions ~
havior Acquisition any new Google Analytics user. Includes: Really Engaged Traffic Team
| Shared Analytics Academy segmentatlon analysis, Visitor Acqunsnt_lon Efficiency analysis, Mobile P
metrics by hour segment, SEO: Referring Pages custom...
New vs Returning
Branding
- m :
“requency & Rece... S Campaign Import Actions ~
Conversion
=ngagement Selected |
Display Advertising . ‘ , Actions ~
c Z|z Social Media Traffic
ChnOlOgy commerce | -
Engagement By Rachel W (GA team) Mar 1, 2013 T
bile Enhanced Ecommerce KR X x ¥ (20) 17,606 S+ m W Tweet
Stom Lead Generation Captures as many major social media channels and common social URL ~ More by Rachel V Actions ~
Mobil shorteners as possible. Feel free to suggest more so we can make this (GA team)
. oORe more comprehensive. Currently the list includes: facebook, quora, twitter,
nchmarking Organic Search linkedin, google plus, youtube, hacker news, ... Actions
's Flow [ A
Go to Gallery Close
sition
e ————————— N —
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I EVENT TRACKING
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What is Event Tracking?

Events are user interactions with content that can be tracked
independently from a web page or a screen load.

Downloads, mobile ad clicks, gadgets, Flash elements, AJAX embedded
elements, and video plays are all examples of actions you might want

to track as Events.
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Event Tracking

Top Events Event Action Total Events % Total Events

Event Category 1. copy 5575 I 95.19%
Event Action » 2. addnew 223 | 3.81%

Event Label 3. save 59 | 1.01%
T — R R I————=—=—=—=—=—=—===—==—=——_© >

Primary Dimension: Event Action EventlLabel Other

Secondary dimension ¥  Sort Type: Default Q, advanced H @ = =T
Event Action Total Events ¥ Unique Events Event Value Avg. Value
5,634 1,741 % 0 % 0.00
lotal: 96.19% (5,857) of Total: 9.58% (18,166) of Total: 0.00% (0) Avg for View: 0.00 (0.00°
1. copy 5,575 (98.95%) 1,724 (98.35 0 (0.0 0.00
2. save 59 (1.05%) 29 (165 0O (0.009 0.00
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Event Tracking JavaScript

Implementation
ga('send’, ‘event’, [eventCategory], [eventAction], [eventLabel], [eventValue], [fieldsObject));

Field Name Value Type Required Description

eventCategory text yes Typically the object that was interacted with (e.qg. 'Video')

eventAction text yes The type of interaction (e.g. 'play’)

eventlLabel text no Useful for categorizing events (e.g. 'Fall Campaign')

eventValue integer no A numeric value associated with the event (e.g. 42)
Example

ga('send’, ‘event’, 'Videos', 'play’, 'Fall Campaign’);
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I GOAL TRACKING
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What is Goal Tracking?

Goals measure how well your site or app fulfills your target objectives.
A Goal represents a completed activity, called a conversion, that
contributes to the success of your business.

Examples of Goals include making a purchase (for an ecommerce site),
completing a game level (for a mobile gaming app), or submitting a
contact information form (for a marketing or lead generation site).
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Types of Goal Tracking

URL Destination Goals - Tracks visits to a URL.
Visit Duration Goals - How long people stay on your site.
Pages/Visit Goals - Number of pages visited.

Event Goals - Goals based off the firing of an event using event tracking.
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Know Important Metrics!

Leads Remember: You're
Trial signups limited to 20 goals total!

Account creations
Newsletter signups
White paper downloads
Ebook downloads
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Destination Based & Event Based

Goals (set 1): Goal 4

General Information

Goal Name
@ Active ® Inactive

Goal Type @ URL Destination

» Visit Duration
y PagelVisit
y Event
Goal Details
Goal URL

e.q. For the goal page http:.//www .mysite.com/ithankyou.html enter /thankyou.html. To help you verify that your
goal URL is set up correctly, please see the tips here.

Match Type | Exact Match E

]

URLs entered above must exactly match the capitalization of visited URLs.

o
=
-
4

Case Sensitive

Goal Value optional

Goal Funnel

Afunnelis a series of pages leading up to the goal destination. For example, the funnel may include steps in your
checkout process that lead you to the thank you page (goal).

Use funnel [}

Please note that the funnels that you've defined here only apply to the Funnel Visualization Report. Note: URL
should not contain the domain (e.g. For a step page hitp://www . mysite.com/step1.html enter /step1.html).

Save Cancel

@ =} SQUARED

Goals (set 1): Goal 4

General Information
Goal Name

@ Active ® Inactive
Goal Type @ URL Destination

@ Visit Duration

5 Page/Visit

o Event

Goal Details

1. Configure a combination of one or more event conditions from the list below

Category| - Select -
Action | - Select -
Label | - Select -

Value | - Select -

v
v

v

v

2. For an event that meets the above conditions set the following goal value

@ Use the actual Event Value

Goal Value

() Use a constantvalue

Save Cancel
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Goal Value

Assign a value for each goal. This should not be your only way of
tracking revenue.

Goal values can be useful when looking for the ROl on specific
campaigns, referrals, social sources and more.

@ =) SQUARED #WCMPLS  @ChrisEdwardsCE



Conversion Rate

Organic Search Traffic

Advanced Segments Email =&/ Export + Add to Dashboard
W 56.92% of total wisits
Explorer

Site Usage Goal Set1 GoalSet2 Goal Set3 Ecommerce

Visits + VS, Select a metric

® Visits
120
Primary Dimension: Keyword Source Landing Page Other
Plot Rows Secondary dimension + SortType. Default ~
Source Visits ¥ (Goal6 Conversion Rate) (Goal7 Conversion Rate)
1. google 3,872 33.16% 51.32%
2. bing 505 35.05% 50.89%
3. yahoo 251 28.69% 47.41%
4. aol 127 28.35% 51.18%
— —_—
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CUSTOM REPORTS &
DASHBOARDS
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Custom Reports

Create custom reports to slide and dice your website analytics data in
very interesting ways, based on your unique business goals and needs.

- - . . . ‘ _ chris@amazingcorps.con
4 Google Analytics Home Reporting Customization Admin Effin Amazing - Website - hitp://effinam... ¥
q
Custom Reports
Custom Reports

Overview

+ New Custom Report + New Category Import from Gallery

Title Creation Date
There is no data for this view.
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Custom Reports

Edit Custom Report

General Information

Tite  Cestiom Browser Usage

Report Content

Name Repon Tabd JUDIICale TS tat
Type Eaplorer Flpt Tadble Map Overay
'f't'

Filters - ootona

+ 840 Niter
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Custom Reports

Custom Browser Report

Edit Emall Export~ Addto Dashboard Shortcut

Report Tab

Visits + V8. Select a metnc

Nov 18, 2013-Nov 30, 2013

L =

X

Day Week Month 24 %

® Visits
= —e— — e
40 000
Now 19 Nav 21 Nov 23 Nov 25 Now 27 Now 29
Prmary Dmension: Browser
Secondary dimension ~ Sort Type: Default ~ Q advanced EH @ = | T
Browser Visits + Pages / Visit Avg. Time on Page
583,82 1.29 00:03:22
of Total: 100.00% (583,829) Site Avg: 00:03:22 (-0.13%)
1. Chome 276,626 1.34
2. Firefox 102,751 1.28
3. Safar 98,314 1.23
4. |Internet Explorer 45,340 1.28
5. Safan (in-app) 27,320 00:03:18
6. Androwd Browser 14,190

SQUARED

00:05:03
—
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Custom Report Examples

‘Browser Report

‘Mobile Performance Report

*Hours & Days Report

Referring Sites Report

*Any Custom Segment You Use Often
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Custom Dashboards

Mobile Ecommerce Conversion Rate Onsite Behavior Mobile Revenue & AQV
) [ 0.01 0/0 , ® Bounce Rate Avy. Session Duration ® Revenue Average Ocder Value
Dashboards are a collection of widgets that SH—
MMWM M
ReVenue 0002

$150.00
$10,503.52 20.0

LAWK

give you an overview of the reports and
metrics you care about most. Dashboards
let you monitor many metrics at once, so — ——

Serskog obide Labiet
Mobile Device Info Sesslons Bounce Rate W deskiop W mobide W table

Appie IPhone 206,741 T4 55%
Apple Pad 88,346 65.17%
Apple iPhone 6 62474 8361%

(not set) 15937 T70.13%

Samsung SM-GOOOV Galaxy S5 12.316 I381%

Campaign Sessions Revenue Top Mobde Products

you can quickly check the health of your e T T =

5,904

The Forks Over Knives Plan: How

185008970 Newsletter 3 9 16 1,162 0 .
ot —~ . . $0.00 % TraraiBon 10 e Lile-Saving, W 25 25
° 57390Ma17-Newsletier 3 9 16 1,108 $0.00 Top Mobile Content wie-Food, Plant-Basad Die
& Meal Plan g .
HEOBB06C17-Newsletter 3 0 16 1.067 $0.00 15 Meal Pl 8 -
Avg
. . -
bedfer %0 $0.00 Page Pageviews Time on 10 Meal Pla 1 "
Page
- 5 Maal Plan 10 10
. ive Sons ] D
Meal Delivery - Search 280 $0.00 www IOrksoverknives. comy ) 53,187 000118
e jest Transiion Package 8 9
Dechedule 105 S“ 0 www lorksoverinives com'obesty-fis-not-aboul-the-ca .l -~ -
[ ] SRR e LOMTReSty-fa-fotatd el 53034 0004:30 .
s orks Over Knves W 3
weballe 158 $0.00 orks Over Knives - DVD 8 8
v forksoverknives comyedipes z 51560 00:01:18 Forks Ovar Knives - The Cookbao
postolanner a5 $0.00 www forksoverinives comyacine y Forks “,"A', Knives - The Cooktoo 7
[ J kK Over 300 Recipes for Pant-Bas 6 5
www fOrksowerknives Comwihat-10-aa 5 37660 0004:19 od Estng Al Through e Year
www. forksoverknives comom-couch-potato-40-0ne-0 not set) 4 4

4 23104 000443
Lokl - (Miesl-men
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Custom Dashboards

"
- o |

‘ Audience Overview Feb 13, 2016 - Mar 14, 2016

-

To access dashboards, a

user needs to navigate to the S e e AN S~
property view, select the orm T ’-

o A Users Pageviews Pages / Session
= 1,126,679 765274 - 226780 201

Reporting tab, and then
select Dashboards.

Duration E

Avg. Session Durg dounce Rate % New Sessions
00:0205  70.30%  52.96%

Demographics Language

Sessions % Sessions
Language 632 1T 5311
1462 | 599%
0563 | 3.60%
System 7.740 1.57
340 3
037 3
-» 3,632
-
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Custom Dashboard Examples

*Goals & Conversions
Different SEO Dashboards
Social Media Dashboard
*Visitor Facts Dashboard
‘Ecommerce Dashboard
*Mobile Dashboard
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Google Analytics Solutions Gallery

Pre-Built items that can be imported to your Google Analytics account.

(;U Sl\ JITIOf llery Gallery Q

«Segments
All Solution B3 3|z Occam's Razor Awesomeness

*hkk m W Tweet

'

Y SRS A collaction of my 10p Sagments, custom reports and dashboards critical for any Analylics user "ore Dy Avngsh K
a S O a S : ' P-:-:."“
I =] ' DY

® Most popular

Latest m n

Highest rating . .
7 Show all tyoes A bundle of the must-have dashboards, custom raports and segments for any new Google Analytics user. Includes vioce Dy The & e
» y @ m v B

Really Engaged Traffic sagmenlation analysis, Visilor Acqusition EfMicency analyss, Mob

w Google Analytics User Starter Bundle

)

A b e Mo -
Altnbution Mocel segment, SEQ: Rederring Pages custom
Channel Grouping

Moo

Custom Report

. G O a I S Dashboard
oo SEOQ Dashboard - Findin 9 Too Content and KC."‘._,:} ds

4
Remarketing list

Segments
' S b & & . m W Tweet

e Dy ranking Dashboard view of top landing pages by goal completons. Also sae 10p long tail keywords with conversion and More by K
. I l O I e bounce rate for future content markeling ideas

¥ mEorn

v’ Show unrated

i Dy Cagory n F Content Analys
v Show all catlegones Nudoe I y
Ak h iy . m W Tweet

Analytics Academ - ~ r
’ ’ his Content Analysis Dashboard s all about analysing and provicing insghtful data that will hedp

is Dashboard

P an
ACQUISILOC

Branding efciancy of the contet in your website. Basad on these wicgets you wil be able 10 ¢

underperformingloverper

Campagn

Google.com/Analytics/Gallery

Engagement Social Media Dashboard

Enhanced Ecommerce

Lead Generaton *rvxT ! m W Tweet

Lobiln
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Slides up for download at:
Chrisedwards.me/WCMPLS

COME AT ME BRO!
QUESTIONS? \_pd
) )

e’
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TRACKING ROI
WITH UTMs
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Know What Drove Traffic!

Without UTMSs, you can already see the referral source of your traffic,

but you do not know which campaign, which tweet, which email actually
drove the traffic.

UTMs allow you to know exactly what is working and where to spend
more marketing dollars.

@ =) SQUARED #WCMPLS @ChrisEdwardsCE




DEFINITION

A UTM (Urchin Tracking Module) is a group of tags appended to the end

of a URL. When these tags are appended, it allows you track the
specifics of your source.

EXAMPLE
http://effinamazing.com/?

utm_source=google&utm_medium=cpc&utm_campaign=product&utm_
content=mixpanel&utm_term=segmentation
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EXAMPLE

http://effinamazing.com/?
utm_source=google&utm_medium=cpc&utm_campaign=product&utm_
content=mixpanel&utm_term=segmentation

LET'S BREAK IT DOWN

Website URL: http://effinamazing.com Campaign Name: product
Campaign Source: google Campaign Content: mixpanel
Campaign Medium: cpc Campaign Term: segmentation
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EXAMPLE
http://effinamazing.com/

LET'S BREAK IT DOWN

Website URL: http://effinamazing.com
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EXAMPLE

utm_source=google

LET'S BREAK IT DOWN

Campaign Source: google
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EXAMPLE

utm_medium=cpc

LET'S BREAK IT DOWN

Campaign Medium: cpc
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EXAMPLE

utm_campaign=product

LET'S BREAK IT DOWN

Campaign Name: product
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EXAMPLE

utm
content=mixpanel

LET'S BREAK IT DOWN

Campaign Content: mixpanel
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EXAMPLE

utm_term=segmentation

LET'S BREAK IT DOWN

Campaign Term: segmentation
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Campaign Source

2utm_source=google

-
D

This is the referrer of the traffic to your page. This is normally the ?,
: . D

website, platform or tool you posted your link on. o

EXAMPLES

Google Mailchimp

Facebook Outbrain

Twitter Reddit
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Campaign Medium

2utm_medium=cpc

-
Q

This is the marketing medium that referred the traffic. Unlike the ?,
. 0,

source, it tracks the type of traffic. aa

EXAMPLES

cpcC post

banner-ad tweet

email article-link
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Campaign Name

2utm_campaign=product

This acts as the identifier for a specific campaign, product or offering
that you're driving traffic to.

o
Q

—
-
O
Q

ad

EXAMPLES

spring-sale
social10152015
product

your promo code (250ff)
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Campaign Content

2utm_content=mixpanel

@©
-
This is an optional part of a UTM, but allows you to easily differentiate '%_
between ads on the same channel. Good for A/B testing ad copy. O
EXAMPLES
content-a
content-b
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Campaign Term

2utm_term=segmentation

-
D

This is also an optional part of a UTM, but allows you to easily ?,

differentiate between different ad keywords. o

EXAMPLES

Your Key Word
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See Campaign Info in Google Analytics

xevan@bufferapp.com
-

ad (0K UC Home Reporting Cuslomezation Admin nttips./blog.bufferapp.com - hitps.'bio v O 1

bioq . bulferapo. con

Explorer

Summary Site Usage Goal Set1 Ecommerce

'!’ Acquisition

Sesswons ¥  VS. Salect a metric Day Week Month d ...
Overview ® Sessions
» All Traffic 1 8,000

» AdWords

» Search Engine
Optimization

» Social

v Campaigns

All Campaigns

Primary Dimension: Campaign Sowce Medium Source ! Medun Other
Paid Keywords
Secondary dimension ¥  Sorl Type Defaull + Q, advanced e © :— T =

Organic Keywords
Cost Analysis 2. Acquisition Behavior Convers
New
Campalign accou
D Behavior 3 SZ’B:‘:):‘ Bounce Rate g:sg:;:‘ Avg. Session signu|
Sesslons New Users Duration (Goal
Overview Convers

ye LA™

Rate)

140,628 40.48% 56,932 80.39% | 1.31 00:01:22 5.93

Behavior Flow

» Site Content

—

» Site Speed

w
o

» Site Search 1. buffer 82,425 (55.61%) 46.73% 38.520 83.63% 1.22 00:01:05 0.7
» Evenls

ver iii?énﬁ.{fﬁ{app (Updates and tips 25,180 (17.91%) 26 07% 6312 77 28% 136 00:01:54 14
» Publisher - ;
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See Campaign Info in Google Analytics

Acquisition Behavior Conversions eCommerce

Campaign
paig Ecommerce

Conversion
Rate

165,141 44.96% 32.12% | 35.52 | 00:03:42 3,262 | $526,939.92 | 1.98%

Pages /
Session

% New

; Transactions
Sessions

Bounce Rate Avg. Session

Sessions ¥ New Users Revenue

Duration

(&h] b/ & 7 3% 7 | o | % 0 8/ { ¢ . (571 179 ,
- g W S SR == = — N - e NN L NN D o W N ) - - I~ W N W N -— gt - . A W o NN

) 240 f 44 £H0/ o oNnoy N NLo L 770/
| . DL 70 1 0.0V 7o \U. U0 Yo \ L

32,298 (19.56%)

22,555 (13.66%

14,610 (5.85%)

'

7,955 (4.82%

0,571 (3.98%

6,298 (3.81%

56.67%

55.46%

11.10%

46.49%

55.53%

54 .68%

12.609 (16.85%

1,621 (2.18%

3,698

3.649 (491%

3,444

18.12%

22.77%

34.76%

69.20%

29.02%

21.47%

7.29

6.57

4.56

2.78

6.26

6.00

00:04:52

00:04:04

00:02:39

00:01:56

00:04:26

00:03:52

@ =} SQUARED

#WCMPLS @ChriseEdwardsCE

704 (21.58%

A70 (14.41%

121 (3.71%

125

168

$77,226.23 (14.66%

$19.063.85 (262%

$18,126.43 (3.44%

$19,009.15

$30.652.20 (582%

2.18%

2.08%

0.83%

1.57%

2.56%

2.83%



Wow, Amazing! Now, how the heck to | create
these “UTMs” for my campaigns?
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Online UTM Builder

Online UTM Tracking Code Builder

Fill in the information in the form below and click the Generate URL button.

Just do a Google search for an
. online UTM builder.

Campaign Medium®*

-Or-

Campaign Name*

Campaign Term

Use Effin Amazing’s online builder

at http://effinamazing.com/ under

our Generated URL the Resources menu item.

Campaign Content
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- Our Amazing Chrome Extension

We have created an amazing UTM
builder as a Chrome extension. This
builder includes saved presets and
bit.ly integration.

Get it at http://effinamazing.com/utm

Stay tuned after the presentation for a quick demo
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URL Shorteners

UTMs are long and ugly! Utilize URL shorteners to create easier to
view URLs and shorter to type URLs.

Two popular shortener services:
http://goo.gl
http://bit.ly
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