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HOW GOOGLE ANALYTICS LED
TO 35,000 LEADS IN A YEAR
(AND 5 ACTIONABLE TIPS)

| ouis Halton-Davies
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IF WE DON'T MIGRATE TO GAA4...

A short, visual,
story about GA3
and July 2023.
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THEN, IN OCTOBER...

Overview
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Crunch time in France
The Ten years on: banking after the crisis

E C 0 n O m i S t South Korea’s unfinished revolution

Biology, but without the cells

MAY 6TH-12TH 2017

The world's most
valuable resource
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FINDING THE BALANCE

IS HARD
TRUSTING
NO ole DATA
DATA OUT OF

HAND




PATTIE

Personal
Assessment

Tallying and
Totalling
Individual
Efficiency




“My daughter got this in
the mail!” he said. “She’s
still in high school, and
you're sending her
coupons for baby clothes
and cribs? Are you trying
to encourage her to get
pregnant?”

TARG ET Angry man, Minneapolis

Image source: wikipedia.org



WHAT DOES
GOOD LOOK LIKE?




B3 im0
SUNNY DAYS = MORE TRAFFIC

Overview
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DIGGING DEEPER...

e Traffic was predominantly from search
e "“Thingsto do” pages were the most visited
e 85% of people went walking during a visit




WHAT WE DID

Designhed around demand

Built out a walking hub

Created walking route pages

Made downloadable walking route guides

Cwm Clydach Walk [ J
Enter your emall address below and
keep an eye on your inbox .




35,000 emails
Over 12 months

Cwm Clydach Walk
Enter your emall address below and
keep an eye on your inbox

(Vs. 1,000 the year before)




“SELL THEM WHAT THEY WANT,
GIVE THEM WHAT THEY NEED”

e Company target: increase traffic by 50,000 unique visitors per year
e Personal target: create “meaningful” growth
e Method: regularly monitor GA data and identify opportunities for both



LET'S LOOK AT THOSE 5
ACTIONABLE TIPS



“TRACK DON'T SLACK"”

Alex Hormozi
@hormozi




Blank

Create a new exploration

Segment overlap

at do intersections of your segments of

5 tell you about their behaviour?

EXPLORATIONS

Free-form

What insights can you uncover with custol
charts and tables?

User explorer

What individual behaviours can you uncover
by drilling into indivi

user activities?

Funnel exploration

What user journeys can you analyse. segment

and breakdown with multi-step funnels?

Cohort exploration

What insights can you get from your user
cohorts behaviour over time?

Path exploration

W

graphs?

User lifetime

What can you learn by analysing the entire
lifetime of your users?

hat user journeys can you uncover with tree



FUNNEL EXPLORATION

View Event List

donment

W38 20

Step

1. View Event List
2. View Event

3. Add Event to Cart

4. Register for Event

Users (% of Step 1)
182 (100.0%)

144 (79.1%)

69 (37.9%)

65 (35.7%)

79.1%  View Event

M 75

Completion rate
79.1%
47.9%

94.2%

Abandonments

38

75

47.9%  Add Event to Cart 94.2% Regi

- nent rate
| IS 5.8%
Abandonment rate
20.9%
52.1%

5.8%

ster for Event




CONVERTORS VS NON-
CONVERTORS

New users by First user default channel group~ @ -

All Users Converters Mon Converters

Organic Search Organic Search

Direct Direct

Organic Social Organic Social

Referral Referral
Organic Social

Unassigned Unassigned

Email Email
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AUDIENCE PROFILING

Audience name +Sessions Total users Engagement rate Conversions
Totals 86 74.42% 34

All Users 74.42%

Non Converters 73.08%

Mon Members 47 75%

Returning Members 7 33.78%

Active Members 84.38%

Converters 1 90.97%

All Members : 92.31%

All Members (no profile) ’ 92.31%

New Members : 90.91%




LAUNCHING IS NOT THE
END OF THE PROCESS.
IT'S THE BEGINNING OF
A NEW PHASE.



WHAT QUESTIONS
DO YOU HAVE
FOR ME?

Louis Halton Davies
louishd@webmarketeruk.com
linkedin.com/in/louishd/
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