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Data Habits

Web analytics for the rest of us.
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YOUR USE OF GOOGLE ANALYTICS

We don’t use Google Analytics yet!
We have it, but we rarely look at the data
We use it often to track goals such as donations and email signups

We use it to track goals, website revenue and our email, ads and
social media

engaging NETWORKS Data Habits



TODAY

Why use Google Analytics?
Who is coming to our site, and what's popular once they get there?
What is the impact of our outreach - email, ads, social?

How can we optimize our fundraising and advocacy pages?
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MORE INFORMATION - DATAHABITS.COM

Don’t worry about writing everything down - you can download
everything covered today (and more) here:

bit.ly/GA-EngagingNetworks

#EngagingNetworksGoogleAnalytics
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WHY USE GOOGLE ANALYTICS?

We don’t use Google Analytics yet!
We have it, but we rarely look at the data
We use it often to track goals such as donations and email signups

We use it to track goals, website revenue and our email, ads and
social media
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WHY USE GOOGLE ANALYTICS?

_ QUICK TO
What content is most popular? ANSWER

What brought visitors to our site?

What is the impact of our outreach - email,
ads, social?

How can we optimize our fundraising and

advocacy pages? MORE SETUP
REQUIRED
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GOOGLE ANALYTICS IS...

m 31.15% Search Traffic
16,008 Visits

m 21.88% Referral Traffic
11,244 Visits

m 25.77% Direct Traffic
13,240 Visits

- 21.20% Campaigns
10,891 Visits

A web-based tool that
records (anonymously)
visits to your website

—— ~
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GOOGLE ANALYTICS IS...

Some code you place
on every page of your
site, then adjust to track
specific behaviors.

engaging NETWORKS

m 31.15% Search Traffic
16,008 Visits

m 21.88% Referral Traffic
11,244 Visits

m 25.77% Direct Traffic
13,240 Visits

- 21.20% Campaigns
10,891 Visits
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GOOGLE ANALYTICS IS...

Tracking the source of
conversions — signups,
donations — is the superpower
of Google Analytics.

engaging NETWORKS

Sources of Donations

Facebook

Email List
62% Online ads

23%

Search engines
6%

T — T
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QUESTIONS ANSWERED

Who is coming to our site, and what content is
most popular?

This is answered once you have tracking code
on every page.
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PAGEVIEWS

Page Title

Pageviews +

1. Home | The Trust for Public Land
2. Urge your Senators to cosponsor S. 569 - The Trust for Public Land

3. Underway: An all-out fight - The Trust for Public Land

Monuments review evidence ignored! Take action now - The Trust
for Public Land

5. Donate Today - The Trust for Public Land

497,466

% of Total: 100.00%
(497,466)

50,865 (10.22%) ‘
25175 (5.06%) ‘
22,891 (4.60%) ‘
19,243 (3.87%)

18,106 (3.64%)

engaging NETWORKS

Google Analytics
automatically records a
‘pageview’ every time
someone loads a page with
tracking code.
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SOURCE / MEDIUM

. W google / organic

. W (direct) / (none)

1
2
3. M bing / organic
4

m.facebook.com / referral

090618XA_TrumpMJCommission-

5 M XA/ email

6. 1 yahoo / organic

T —

Google Analytics automatically records what brought
people to the site: the source and the medium
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DASHBOARD: TOP CONTENT

Sources of Visitors and Top Content

+AddWidget | Share v  Email Export v

10000% Sesins *+ Add Segment
Visits Top Content - Most Viewed Pages
33;338100.00% (23,028) /\_,—. m
To P C o NT E NT DAS H B OA R D Sources of Visits ’/“fww"”'”? df_id=11 fc_pref=T&11204.donation
. M (none) M organic M email referral W e_appeal
bit.ly/popularcontentandsources e v ‘ .
\\ Jabout
Click to add this dashboard to your account. oo
Jour-work

Landing Pages from Search
All Visitors

Page Title
15,814 I
Home | The Trust for Public Land
% of Total: 100.00% (15,814) N — :
Fleming Pl ion - Jean Lafitte National Historical Park | T
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http://bit.ly/popularcontentandsources

WHY USE GOOGLE ANALYTICS?

QUICK TO
What content is most popular? ANSWER

What brought visitors to our site?

What is the impact of our outreach - email,
ads, social?

How can we optimize our fundraising and
advocacy pages”? MORE SETUP
REQUIRED
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QUICK QUESTIONS?

?

engaging NETWORKS ENCC-TORONTO 2019



MARKETING MEASUREMENT

WHAT IS THE IMPACT OF OUR OUTREACH?

Add some information to each link you
send out via email, social media, ads etc.

These “campaign tags” and source codes

tell Google Analytics which link is being
clicked.
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UTM OR ‘CAMPAIGN’ TAGS

The objective and
timeframe

The method of
communication

The audience

The specific message

engaging NETWORKS

CAMPAIGN

SOURCE

CONTENT*

utm campaign Eoyfundraising2019

utm medium cpc, social, email

google, facebook,

utm source subscribers

am adib, 1009 _1,
10082019a

utm_content
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UTM OR ‘CAMPAIGN’ TAGS

mywebsite.com/link?s_src=facebook

!

mywebsite.com/link?
s_src=facebook&utm_source=facebo
ok&utm_medium=social&utm_conten
t=09102019&utm_campaign=Eoyfun
draising2019

engaging NETWORKS

UTM GENERATOR SHEET

—

http://bit.ly/UTMSheet1

STEP-BY-STEP HOW TO
bit.ly/tracking-fb-post
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Good to know:

e Tags should be consistent (including case sensitive) to allow for easy
automatic reporting

e Most ad platforms (Google, Facebook, Bing) can automatically add
campaign tags if set properly.

e DO NOT add utm codes to links or buttons on your website: these are

only used for links you send out via email, social, ads etc.
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CAMPAIGNS DASHBOARD

Campaigns Report

+ Add Widget \ Share v  Email  Export v

All Users
100.00% Sessions

Conversions from Campaigns

2,582

+ Add Segment

Goal 1 Conversions from Campaigns

Visits to Donate Page Visits to Donate Page (Goal

% of Total. 15.80% (16,346) Campaign (Goal 1 Compl, a9 1 M Sh.,)

2018_ye_fund 366 72.05%
Campaign Conversion Rate 2018_gt_fund 142 67.30%
55.78% 2018_YE 100 62.11%
Avg for View. 30.80% (81.13%) 2019_June_Match 68 61.82%

december_2018 68 37.99%
All Conversions 2019_earthday 38 66.67%
16,346 Search Campaign 23 5.02%
 of lotal. 100.00% {16,346) 2017 California '

2019_mothersday 23 38.98%

S19E4_(FYE 18 72.00%
Goal Conversion Rate (FYE)

barn-dance-logisti
30.80% cs s 2055%
Avg for View. 30.80% (0.00%)

T

engaging NETWORKS

CAMPAIGN DASHBOARD
bit.ly/campaignsdash
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WHY USE GOOGLE ANALYTICS?

QUICK TO
What content is most popular? ANSWER

What brought visitors to our site?

What is the impact of our outreach - email,
ads, social?

How can we optimize our fundraising and
advocacy pages”? MORE SETUP
REQUIRED
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QUICK QUESTIONS?

?
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SITE OPTIMIZATION

How can we optimize our fundraising and advocacy pages?

Send extra information to Google Analytics
e Petition signups

e Donation details (amount, type)
e (Conversion funnels
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GOOGLE TAG MANAGER

A free tool that can be used with many
different technologies, not just Google.

Manages ‘tags’: bits of code you place
on your site to send information to
different platforms: Google analytics,

Facebook Ads, Wiland, Quantcast, etc.

engaging NETWORKS

° Tag Manager

T—

—
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“Tag Management” before

R

Web developer Marketing

Marketing 2. Places tags on 3. Tests tags are

1. Collects tags relevant pages working properly

o 8

Sl Web developer

Vendor
5. Requests changes

4. Fixes tags based
on tfests
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engaging NETWORKS

“Tag Management” after

Iy I

Web developer Marketing Vendor

L. Places Google Tag Manager 1. Place tags on relevant pages
code on everyiwgbsife page 2. Test tags are working properly
one time. 3. Fixes tags based on tests



ECOMMERCE TRACKING

Sends detailed donation and
sales data to Google
Analytics

engaging NETWORKS

Ecommerce Conversion Rate

0.85%
M

Avg. Order Value

$89.91
Y\

Top Revenue Sources

Product
Product SKU
Product Category

Source / Medium

Transactions Revenue
486 $43,694.60
A_A—/\_\,AN~/\~\ ’\/\/\__\,_./\/\/\——
Unique Purchases Quantity
410 410
,“_/\—-/\_\_/q/\/\/\—x ,“_/\—-'\_\,,W/\—-\
Product Quantity % Quantity
T ..
hon gomin ow mll 112 W 27.32%
L _
[ ————
2.« == mem: 82 [ 20.00%
(
m_| i =
3. C | -r‘ 43 [ 10.49%

——
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ECOMMERCE TRACKING

Tracks donations, with dollar value, donation form
name and gift type (recurring or one-time)

When paired with UTM tracking, it can help calculate
ROI on email, ads, SMS, and social

Helpful, but doesn't give the granular data around
donor behavior that Enhanced Ecommerce does...

engaging NETWORKS Data Habits



ECOMMERCE TRACKING

Shopping Behavior Analysis Report

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

15,605 4,218 2ro0e 735 s 791 S0 542 3.47%

I 27.03% - 87.35% 68.52%
I I I

¥ ¥ ¥

No Shopping Activity No Cart Addition Cart Abandonment Check-Out Abandonment

11,370 72.86% 3,351 79.45% 93 1265% 249 31.48%

Allows you to identify and designate custom tracking points on your
forms: donation, advocacy, signup

engaging NETWORKS Data Habits



ECOMMERCE TRACKING

e : i
e Track specific donation forms to E
optimize page completion rates e
— : 35
e Enhanced Ecommerce + Google {:w csh—
Data Studio make reporting much vz
I ' Pay Details
easier! .
e 28
e

engaging NETWORKS 5% W




WHY USE GOOGLE ANALYTICS?

QUICK TO
What content is most popular? ANSWER

What brought visitors to our site?

What is the impact of our outreach - email,
ads, social?

How can we optimize our fundraising and

advocacy pages? MORE SETUP
REQUIRED
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TODAY WE COVERED

e Why use Google Analytics?
e Who is coming to our site, and what's popular once they get there?
e What is the impact of our outreach - email, ads, social?

e How can we optimize our fundraising and advocacy pages?
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THANK YOU!

QUESTIONS? COMMENTS?
eric@datahabits.com
Download these slides and more here :
bit.ly/GA-EngagingNetworks

* Intro to Google Analytics online course
* Invitations to free webinars

engaging NETWORKS Data Habits
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