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○ UA-116128249-1 was used for this analysis

○ The All Website Data view was used for this analysis

○ No other views were analyzed
○ ------ is the GTM account used in the analysis

○ Data as of January 2022 to January 2023 was evaluated
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Executive Summary
Analytics - Ecommerce tracking should be installed on the Domain

Analytics - Site Migration should be completed
Analytics - GA4 should be installed on the Domain
Analytics - Bot Filtering should be activated
Analytics - Site Speed
Analytics - Link AdWords
Analytics - Cross device should be Activated
Analytics - Goals Need to be updated and reassessed.
Analytics Remarketing lists - Each domain should have as many lists as possible
Analytics - Segments should be used to target traffic patterns and used to
attribute conversion.
Analytics - Channel Data should be evaluated for conversions and Optimization.
Analytics - Self-Referrals - —--- should be removed as a referrer
Analytics - Campaign Traffic should be organized by Campaign Type (Name)
Analytics - Site Search should be tracking to inform future Posts.
Analytics - Custom Alerts should be created to track any issues with Analytics
Google Tag Manager - All Events & Marketing Pixels (Analytics, Facebook,
AdWords) should be firing from GTM.
Google Tag Manager - Only some Engagement tracking on the site (who’s clicking
what).
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Analytics

eCommerce Tracking

Adding eCommerce tracking to your website can provide valuable insights into
customer behavior and purchasing patterns, allowing you to optimize your online store
and improve the customer experience. It can also help you measure the effectiveness of
your marketing campaigns and make data-driven decisions about your product
offerings and pricing. Overall, eCommerce tracking can help you better understand and
serve your customers, leading to increased sales and revenue.

eCommerce tracking will also give you funnel data:

● Funnel Fallout (see image below)
● Cart Abandonment
● Conversion Rate
● Customer Lifetime Value
● Customer Acquisition Cost
● Average Order Value
● Repeat Purchase Rate
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Migration Update
Because of the site migration - the setting for Analytics should be updated
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Google Tag Manager (GTM) Installation
GTM is installed on this domain

● Many of the tags have been paused as we reassess why they were not firing.
● The two pixels firing are the analytics marketing and Engagement pixels.

GA4 Installation
Ga4 is not installed on this domain (see below)

● GA4 should start collecting traffic data ASAP, and update immediately after UA
edits.

● I did find some marketing tags, however these are not coming from GTM
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○ Facebook, AdWords etc. Hotjar is coming from GTM

Connect AdWords account
Connecting your analytics account with your AdWords account allows you to view
important data and metrics from your website, such as visitor behavior and conversion
rates, within your AdWords account. This can provide valuable insights into the
performance of your AdWords campaigns and help you make more informed decisions
about how to optimize them. Additionally, linking your accounts allows you to track
conversions and set up conversion tracking, which can help you measure the ROI of
your AdWords spend and improve the ROI of your AdWords campaigns.
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Cross Device Reporting Activated
Activate Google signals to get Cross Device reports with data from users who turned on
Ads Personalization.

● This will allow you to track Users when they visit your site on a Mobile Device and
the return on Laptop or Desktop

Search Console
Connecting Google Search Console to Google Analytics allows you to view how
important data on your website is performing in Google search results. This includes:

1. Data on the number of clicks in Search
2. Impressions in Search
3. Average click-through rate for your website's pages

It also gives information on the keywords people are using to find your site. Additionally,
it allows you to see which queries are driving the most traffic to your site and how your
site is performing for specific keywords. This data can be used to improve your
website's search engine optimization (SEO) and overall performance.
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● Search Console should be connected to analytics

User Permissions
All Users with permission to Analytics should be reviewed.

● Your Analytics account should have only ONE admin - this is to avoid duplicate
segments, profiles etc.
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● All Users no longer using Analytics should be removed or given one of the Roles
below.

Site Speed
There is no reason why the site loads so slowly on Safari

Especially when 32% of all traffic are using Safari
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Bot Filtering
Google does a decent job or excluding known Bots - this has not been activated

Even though they manually Filter out some Bot traffic

Below is that filter.
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Goals
Google Analytics goals are the bread and butter of a good digital measurement strategy,
they help you measure how effective your efforts are in leading to your business
objectives.

There is only one Goal firing - and it seems to be broken (see below)

1. I would recommend at least 5 Goals for engagement, add to Carts and purchases
2. I would also recommend a Purchase Funnel Goal

2.1. Order Now Clicked
2.2. Select ------s
2.3. Artwork
2.4. Checkout
2.5. Thank you

Checkout Complete Goal is based a Page Event firing - those pages are firing and yet you
have Zero Goal completions
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● At the very least this goal should be corrected

Remarketing Audiences
The more remarketing lists are used in marketing efforts the higher the Conversion rate
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● At present there are no Remarketing audiences.
● It is recommended, based on traffic numbers (there is enough traffic in this

account) that you create as many audiences as possible.
○ An audience for each service, that way you can target anyone who added

Cuffed Beanies but did not purchase them
○ Each audience should exclude anyone who completed a purchase

Site Segmentation
The purpose of segmentation is to better understand your visitors, and to obtain
actionable data in order to improve your website or mobile app. In concrete terms, a
segment enables you to filter your analyses based on certain elements (single or
combined).

There is no segmentation occurring in Analytics.

● To understand your customer journey each action should be a customer segment
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○ Clicked Order but did not make a purchase
○ Left a product in cart
○ Localization (country, city etc)
○ Technology (device, browser etc)
○ Website activity, such as: Specific pages visited Specific forms filled out

Marketing Channels
Once this data has been corrected - a Marketing Channel report should be created to
track which channels are working and which are not (put more money behind the
channels with the highest Return on Investment.

1. All Channels should be organized into
a. Social
b. Paid
c. Referrer
d. etc.

2. All of these channels (especially paid) should be assessed for “Return On
Investment” - this is difficult to do if there are no Goals or e-commerce data
coming into the account
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Campaign Traffic

From July to November there was traffic to the site from Monster Agency® Interest
Campaign Value.

● These campaigns should be organized and analyzed by campaign (see
Prospecting) below.

● They should be assessed once a month at least to check the effectiveness of
these campaigns and where to optimize based on the data (keyword, device, GEO
etc.).
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Some campaigns are across different Channels - these should all be assessed and
Analyzed to find which channel has the highest ROI

As of September 18th 2022 there has been traffic to the site from a Banners Campaign.

● These campaign names are below (I hope they make sense to someone).  This
traffic should be analyzed looking at each campaign goal and a report should be
created to see which campaigns are working and which are no.:

○ deservebetter
○ safe_again
○ focus
○ lostinbooks
○ mindatrest
○ beyourguide
○ Smarter_decisions

● The data started September 19th and should be assessed once a month at least
to check the effectiveness of these campaigns and where to optimize based on
the data.
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404 Pages

● 404 pages should be tracked in a report so that if a page goes down (see above)
and the data shows a spike in Pages Not Found - the issue can be addressed
quickly.
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Not all 404 errors are being tracked (see above).

● If your marketing team puts out an Ad sending people to “Orders” instead of
Order - if they are being tracked - you can catch this very quickly

● If someone on Twitter with a million followers posts that they like your product
but with the wrong URL - you would want to put a redirect into place asap.

Site  Search
Having site Search on your site can be very powerful and give your visitors a power tool
to aid UX.

Tracking what visitors on the site are searching for can guide what future Pages should
be about.  It can also indicate which Products visitors are having trouble finding.

● All searches can be tracked and analyzed based on site segmentation or
audiences which search for particular keywords.

Traffic Issues

Referral Traffic
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● Traffic is low, however it should be investigated as to why — is coming in as
referrer traffic.

Geo Traffic

Your site seems to target US only - there is paid traffic coming in from other countries -
these should be looked at - you don’t want to pay for traffic that cannot convert, in fact it
will have a negative impact on Conversion Rate and with such a high bounce rate - it
seems they are not interested at all.
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Missing Data
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● When data issues do happen - they should be investigated and then an
annotation should be added to any reporting.

○ Most Reports need context - the best context is Year over Year and as you
can see above that data will not be accurate three times four months.

Track Bounce Rate

Tracking bounce rate can indicate an issue on a page, an issue with the code on the
page, an issue with your analytics or an issue with your Paid and Earned media
(someone posts a link tour site with a message of “free puppies”)

Lastly - NOT marketing, but track your backend

You may find a lower conversion rate if you have issues on your backend and customers
are having frustration and “Rage Clicking”.
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Custom Alerts

Based on the loss of traffic (above) Alerts should be set up in order to let you know as
soon as an issue (loss of traffic) occurs.  Some Alert examples

o No Data (daily): This will let you know if you had no visits on a particular day, a
great way to let you know that something is wrong with the tracking on your site
(or maybe your site itself is down).

o General traffic: Look for changes in your organic traffic, or your branded and
non-branded organic traffic. You might want to know if the traffic to your site
from people looking for your branded term has spiked. Maybe there is
something going on in the news you need to get on top of with PR. Some Alerts
(Organic Traffic change) (Non-Branded Organic Traffic) (Referral Traffic
change from Twitter or Facebook)

o Spike in Goal Completions: You can configure an alert for a sharp increase in
goal completions, which could mean a piece of content or an email is performing
exceptionally well, or perhaps you received an important, highly-targeted
mention from the press.

o 404 Pages: Track the number of 404 pages (Page Not Found): If there is a
broken link on your site taking visitors to a page that does not exist (see
“Orders” page above)

o Bounce rate spikes: This represents the percentage of visitors who enter the
site and then leave ("bounce") rather than continuing to view other pages within
the same site. This could indicate that  you are running a campaign with the
wrong text.

o Organic Session Decline Week-Over-Week: Is your competitor doing
something different to cause your Google Rank to decline? Have your URLs
changed?

o Social Media: If someone shares your link and it goes viral, good or bad, you
may want to know ASAP (could impact Paid Search).
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Google Tag Manager (GTM)

Marketing Pixels

All these marketing Pixels should be firing from within GTM.

● Some other factors to consider:
○ Bing (yes I know … but Conversion rates tend to be higher on Bing)
○ Facebook (Helps to find “look-a-like” audiences)
○ TikTok Pixel
○ Optimize Pixel for A/B Testing

Right now - none of these pixels come from GTM (see below)
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Event (Engagement) Tracking

As the Order Page is a SPA each part of the engagement should track as a page:

1. Order Page (load)
2. Select ------s (engagement)
3. Size Selection (engagement)
4. Artwork (engagement)
5. Contact (engagement)
6. Payment (engagement)
7. Thank you Page (page load)

Some other things you may want to track

● Artwork (left, center, right)
● Colour (blue, pink etc.)
● All payment error messages

Look for errors:

● Look to see how often this error is clicked
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● How often do people see these errors - change the error message to say “Please
enter a valid email address” - see why below

● Track this error (I did not put an @ in the input box)
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Data Studio Setup
1. Make connection and import all views, segments, filters and goals
2. Connect Data Studio to:

a. Google Analytics
b. Adwords Data
c. Facebook Data
d. YouTube Data
e. CRM Data (mailchimp etc.)

3. Create Dashboard (below)

Website Dashboard Report - Data source Google Analytics OrthoArts External Traffic
1. PageViews
2. New/Returning Visitors
3. Device (what Device are they visiting the site on)
4. Bounce Rate (How many people only view one page)
5. Traffic Sources (where is the traffic coming from)
6. Consultation Forms Filled In (Completed) by channel
7. Consultation Forms Filled In ( Not Completed)
8. Top Landing pages (#1 SEO need to know - what pages are ranked in Google and

Google is sending traffic to)
9. Top Internal  Links Clicked
10. Top External Links Clicked
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3. Other Possible Dashboard recommendations:
Each dashboard can have between 8 and 80 metrics that are tracked..
3.1. Site Goal & Acquisition Dashboard (Goal completion based on referrer, Keyword,

day of the week, channel like social or paid media)

3.2. Site Engagement Dashboard (where are visitors engaging with the site? A good
example is that you have a “Contact us for a Consultation” button on many
pages - which pages gets the highest Click-Through-Rate?

3.3. Mobile Dashboard
3.4. Social Dashboard
3.5. Blog Dashboard
3.6. Support Dashboard
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Some Report Examples:
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