
GOOGLE 
ANALYTICS 
WORKSHOP 



•  B2C eCommerce 

•  Product Development & Management 

•  B2C eCommerce (again) 

•  B2B eCommerce 

•  B2B Global Digital Marketing 

•  B2B eCommerce (again) 



Agenda 
• What to measure & why, how to identify your conversion 

metrics and setting up goals 

• Overview of standard reports in Google Analytics, including 
how you can customize them to meet the needs of your site & 
metrics 

• Custom reports & dashboards, Using Regular Expressions to 
get more specific information, & Advanced Reporting tips & 
tricks 

• Working in Excel using key formulas & pivot tables to garner 
insights that Google Analytics can't do alone 



BEHAVIORAL  
PERSONAS 



What do these two have in common? 

Age: 22 

Occupation: Student  

Annual 
Income: $15,000 

Gender:  Male 

Location: Chicago 

Age: 52 

Occupation: Purchasing 
Manager  

Annual 
Income: $75,000 

Gender:  Female 

Location: Kansas City 

John Linda 



Creating a Behavioral Persona 

How’d they 
get here? Email Triggered  Drip Campaign 

Organic Bing Google Short Long-tail 

Paid PPC Display Remarketing Promoted 
social 

Social Facebook Twitter LinkedIn Google+ 

Referral Site name Site type  “Paid” 

Direct “True” direct Direct mail Trade show Catalog 



Creating a Behavioral Persona 

How’d they 
get here? 

What did 
they do? 

Search 

Navigation 

Click banners 

Watch videos 

Read articles 

Buy products 

Fill out forms 



Creating a Behavioral Persona 

How’d they 
get here? 

What did 
they do? 

How/ 
When? 

Device/OS 

Time Day/Date 

Browser 



Creating a Behavioral Persona 

How’d they 
get here? 

What did 
they do? 

How/ 
When? 

Why did 
they leave? 

Completed a 
Purchase 

Found a 
Location 

Filled out a form Got a phone 
number 

Did 
Research 

Gave Up! 



WHAT IS CONVERSION? 



# 1 
ADVANCED SEGMENTS 



Google Analytics Provides Some Detail 

Not the full story 

Getting closer…but still one-dimensional 

Yes!  But I need to see this across metrics… 

For the full view, Google Analytics 
offers Advanced Segments  



The Standards 

Mobile 

Local 

Social 



Make Your Own “Cart Complete” 

Why?  Well… 

Might use sampling but should still provide solid data 



SEO + Behavior 

Other Common Uses with Organic Traffic 
•  Completed carts  
•  Engaged customers  
•  Big spenders 
•  Frequent purchasers 

•  Bounces 
•  First Time users or buyers 
•  Repeat users or buyers 
•  Site search users 



Keyword Group Performance using RegEx 

? 



# 2 
REGULAR EXPRESSIONS  

(REGEX) 



Common RegEx Characters 

For example: 
To match a manufacturer part number with the 
format:  abcd-123456 
 

 You could use :  (a-z){4}\-(0-9){6} 
 
 

What if that hyphen could also be a white space? 
 (a-z){4}(\-|\s)(0-9){6} 

 
 
What if that first number can’t be a zero? 

 (a-z){4}(\-|\s)(1-9)(0-9){5} 
 
 
What if there the number of digits varies? 

 (a-z){4}(\-|\s)(1-9)(0-9)+ 
 



# 3 
SITE NAVIGATION 



Navigation After Landing Page 



Navigation After Landing Page 



Low Value Pages 

Filter page views to show only those w/view above a reasonable value 

Sort ascending on page value OR 
 Sort descending on Bounce 



# 4 
SITE SEARCH 



Search Start Pages 



Searches & Exits 



Converting Searches 



# 5 
ANALYZING REFERRAL 

SOURCES 



Best Performing Referral Sites 

So…are you paying for this placement?  Is it hitting a high enough ROI? 



Top Performing Referral Landing Pages 

Two things here: 
1.  Is that the right page for that referrer? 
2.  Is this an organic or paid placement? 



“Stitching” Information Together with Excel 

VLOOKUP(A2, ReferralNames.csv!$A:$B, 2, 0) 

ReferralNames.csv PageList.csv 

Column 1 Column 2 



# 6 
EXCEL 



My Favorite Excel Formulas 
• Find/Replace 
• VLOOKUP 
•  IF 
• COUNTIF 
• TRIM 
•  ISNA 
• LEFT/RIGHT 
• Text to columns 
• Remove Duplicates 
• PivotTables 



Fun with Recursion 

Find/Replace 
Text to Columns 

Multiply by 1 
Sort Ascending 



Fun with Recursion cont. 


