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Google Analytics: Behavior

Abstract

The transition of stores to the Internet has created new opportunities for
retailers: analyzing the performance of e-commerce has become a must for
retailers. In this sense, the American technology multinational Google,
developed in 2005 a software to analyze all aspects of an e-commerce, is what
we know as Google Analytics.

In this white paper we will see reports on different sections of the website and
the use that users make of them.

In the preceding sections we can find:

e Set-up: how the Google Analytics account should be configured for an
e-commerce.

e Audience: what kind of users access our website.
e Acquisition: how they access your website.
e Behavior: this is the section we will now look at, it contains information

regarding how users behave on your website.

This white paper is aimed at retailers with a superficial knowledge of the
Analytics tool, so we will focus on the most relevant reports for online stores.
The most important sections of the behavior section and the ones that we will
cover carefully are "Site content" and "Site search".

White Paper



N

TABLE OF CONTENTS

SOLUTIONS. 4
Site content
All pages
Content drilldown
Landing pages
Exit pages

Site Search
Usage

Search terms
Search pages
Other reports

TAKEAWAYS. 15

ADDITIONAL INFORMATION.16

White Paper



o

Solutions

Site content

All pages

This report has valuable information for your business.
Itis a list of the pages that have more traffic. This report shows the visits
that each page has and the behavior of the users in these.

In general, the page that has more traffic is the main page but it could be
that in case of having positioned a keyword with a lot of traffic other
pages appear in the first positions.

You should know which pages have more traffic. Once they are detected,
you will be able to observe the user behavior metrics such as average
time on the page and the bounce rate. There are two possible scenarios:

e Apage with a lot of traffic has a high bounce rate. In this caseit is
necessary to review the structure of the page and try to modify it to
create a better user experience.

e Apage with low traffic shows very good performance metrics. If
itis an important page it will be essential to give it more visibility
internally using banners and internal links and study the reason for
its performance.
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You can select through the primary dimension if you want to see the URL,
the title of the page in question, or the dimension you choose.

Primary Dimension. Page Page Title Other

Secondary dimension ¥ \Sort Type: Default +«

Page Pageviews N2

23273
% of Total: 100.00%

Content drilldown

This report contains the information segmented by subdirectories. In this
case it will be possible to see the distribution of the traffic according to
the web structure of your e-commerce.

Tip
It is advisable to filter the traffic by source or medium using segments. If we want to

analyze what the users captured by LinkedIn visit, the report should be filtered by a
segment with the criterion Source >LinkedIn.
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In the picture below you can see an example about the organic traffic of
the Google Merchandise Store:

Primary Dimension: Page pathlevel 1  Page

Secondary dimension | Sort Type: = Default v

Page path level 1 Page Views ¥ Unique Page Views
Organic Traffic . 7279,769‘0 - 20,374
1 /google+redesign/ 15,374 (51.78%) 10,246
2. /home 7,799 (26.27%) 6,618 (32.4
3. /store.html 1,855 (6.25%) 1,153
4. /basket.html 1,101 (3.71%) 517 (254
5. /store.html/ 1,068 (3.60%) 364
6. /asearch.html 712 (2.40%) 403
7. /signin.html 611 (2.06%) 332
8. /asearch.html/ 293 (0.99%) 126 (0.62
9. /store-policies/ 283 (0.95%) 260
10. /yourinfo.html 125 (0.42%) 75

As one would expect, most of the traffic goes to the /google+redesign/
subdirectory as this is where the shop contains its product catalog. All
other subdirectories are divided between the home page and sections for
registered users.
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In this case, to access information about the categories that show more
traffic just click on /googletredesign/ and you will access the different
sections within this subdirectory:

Primary Dimension| Page pathlevel2 | Page Other
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Secondary dimension ¥ | Sort Type: | Default

Page path level 2

Organic Traffic

/apparel/
/shop+by+brand/
/lifestyle/
/apparel

/bags/

/new
/drinkware/
/accessories/
/new/

/lifestyle

Page Views

Ll

of Total: 2
6,288 (40.90%)

2,336 (15.19%

2,100 (13.66%)

1,038 (6.75%)
737 (4.79%)
665 (4.33%)
488 (3.17%)

401 (2.61%

389 (2.53%)

339 (2.219

' Unique Page Views

el

3,875 (37.82

1,583 (15.45%)

1,262 (12.32%)

808 (7.80

581 (

501 (4.89%)

390 (3.81%)

368 (3.59%)

138 ¢

257 (2.51%)
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Landing pages

This report includes the behavior of the traffic that lands on certain pages
of the website. Unlike the "All Pages" report, the "Landing Pages" section
only contains metrics related to traffic landing on specific pages, not
traffic browsing through them.

The report provides useful tools to analyze organic traffic. You have access
to metrics on which pages get the most traffic.

Continuing with the case of the Google Merchandise Store:

Acquisition Behaviour Conversions E-commerce ¥
Landing Page E-commerce
% New Sessions Pages/Session Avg. Session Transactions Bk
Sessions + New Users Bounce Rate Duration Revenue Emaon s
OganieTTratfis 8,485 75.82% 6,433 54.47% 3.50 00:02:16 9  USS$285.80 0.11%
. /home @ | 4,938 (58.20%) 78.64% 3,883 58.95% 2.99 00:02:05 5 (85 USS$164.20 (57.45 0.10%
3 Ipsogeriedeslonshoniviban @ 8750 eaan) 90.40% 678 (105 52.40% 317 00:01:23 2 (2222%  US$31.60 (110 0.27%
3, /gcogletredesign/apparel/mens/ g | 605 (razw) 87.27% 528 (32 40.33% 478 000236 0 (o US$0.00 0.00%
4. /google+redesign/apparel & 394 (4.64%) 72.59% 286 (4.45 37.31% 5.83 00:03:35 1 US$30.00 (10.5 0.25%
5. /google+redesign/apparel/mens @ 195 (2.30%) 57.95% 113 76 38.46% 5.33 00:03:12 0 (© US$0.00 00 0.00%
6: [goodiesredeslan/bags/hackeacka | 151 0ann) 87.83% 101 36.50% 437 000219 0 ( US$0.00 0.00%
7. /storepolicies/frequently-asked-a g | g9 (5175 8384% 83 87.88% 1.57 00:00:53 0 ( US$0.00 0.00%

° uestions/home

You can see that the website that gets the most traffic is the homepage,
followed by the YouTube product category.

You can also see the income generated by the users captured thanks to
certain pages in the Income column.
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Exit pages

This report contains the pages through which users leave the website. In
other words, it is the last page they visit before leaving.

Let's imagine that you detect that the purchase conditions page has an
exit percentage higher than 30%. This means that 3 out of 10 people who
visit this page leave the website. By detecting this, it is possible to see
what are the improvement possibilities of your web portal or to detail
certain aspects of the purchase to generate confidence in the user.

Page

. /home

. /store.html

. /google+redesign/shop+by+brand/youtube
. /basket.html

. /google+redesign/new

. /google+redesign/apparel/mens

. /google+redesign/apparel

. /asearch.html
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Exits

¥ Pageviews

14,675

5,088 (34.67%

896

748

736

598

393

379

365

(6.11%

(5.10%

(5.02%

(4.07%

(2.68%

(2.58%

(2.49%)

11,964 (1

62,356

9.19

4,807 (7.7

1,665

3,183 (5.10

2,093

1,970 (3.1¢€

1,602 (257

1,463 (235

% Exit

23.53%

42.53%

18.64%

44.92%

23.12%

28.57%

19.95%

23.66%

24.95%
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Site Search

If the search tracking on the website is well configured, you will be able to
get information about the use of your ecommerce internal search engine.

Total Unique h ¥ Its Pageviews / Search % Search Exits % Search Refinements Time after Search Avg. Search Depth

1,446 2.45 39.56% 17.83% 00:02:46 0.99

These are the unique metrics of these reports:

e Total unique searches: how many times have they performed a
search within your website.

e Number of result pages viewed / search: these are the search
result pages that a user sees for each unique search. This is a useful
metric to know the effectiveness of the search engine.

e Search abandonment: number of unique searches that users
perform before leaving the website.

e Search refinement: tells us how many times a user has performed
a search right after they have performed another search.

e Time after search: average time that users stay after performing a
search.
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Usage

In this report you can see how many people use the search engine of
your page and the behavior of the user.

The results you see on most accounts are similar to the following:

Acquisition Behavior Conversions eCommerce v

Site Search Status
% New Sessions Pages / Avg. Session Transactions

Sessions v New Users Bounce Rate Session Duration Revenue

16,278 72.44% 11,792 | 73.87% 1.80 00:01:03 132 €4,388.96

1. Visits Without Site Search 15,355 (94.33%) 73.50% 11,286 (95 77.79% 1.48 00:00:45 99 (7 €3,407.15 (77

2. Visits With Site Search 923 (5.67%) 54.82% 506 2 8.56% 713 00:06:07 33 (2 €981.81 (22.37

Following the example of the screenshot, you can see that the average
session length for users who perform a search is eight times higher
than users who do not perform a search. Another even more important
metric is the conversion rate. It is easy to identify that non-searching
users have a conversion rate of only 0.64% while the other user
segment is 3.58%.

This example is appropriate to understand the importance of the
search engine for any online store. It should also be taken into account
that if you create audiences based on the criteria of whether they
search or not, it is possible to design a retargeting strategy for users
who do not convert.
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0.81%

0.64%

3.58%
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Search terms

This report contains the search terms used by people visiting your
website. It is a report aimed at designing keyword planning for both
SEO and PPC.

It can also be a useful report for designing the store's assortment.
Imagine that 10% of the searches contain the name of a product that
we do not have. We can estimate the possible sales of a certain
product in case you have it in your assortment.

Search pages
This report contains three main dimensions:

Primary Dimension: Start Page Destination Page Search Destination Page

Secondary dimension ¥  Sort Type: Default

e Search page: this is the page the user was on at the time of the
search.

e Search results page: these are the search results pages. That is
to say, the list of products that a user appears when making a
search.

e Viewed results page: it is the landing page the user accesses

when clicking on a search result.
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Other reports
There are four more reports under "Behavior":

e Website speed: you can get a detailed view of the average loading
time of each page of your website. There are three main reports,
apart from the overview report:

o Page times: this report contains detailed information about
each page of your website.

o Speed suggestions: in this report you can see a list of pages
of your website with four columns:

m Page views: the number of times the page has been
viewed.

m Average load time: is the average time in seconds that
it takes to load a page.

m Page speed suggestions: if you click it will take you to
a report of the free Google PageSpeed Insights tool.

m Page speed score: a rating from 0 to 100 indicates how
fast the page loads.

e Events: an eventis a user interaction with an element of your
website. It is not important to know how to generate events, butitis
better to understand what information you can get from the

"Events" report.

o Main events: here you will see how many times the events
have been activated.

Dimension primaria: Categoria de evento  Accion de evento  Etiqueta de evento
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o Pages: this reportincludes information about how many
times events have been activated on your pages.

o Event flow: this report has a graph showing which way a user
follows when accessing the website.

(comty - 3 1st Event 2nd Event 3rd Event 4th Event
e @ 3K sessions, 1.3K final event 1.6K sessions, 638 final event 989 sessions, 317 final event 672 sessions, 195 final event
= United States Category: E... Ecommerce Category: E... Ecommerce Category: E...duct Click Category: E...duct.Click

= 1.7K @ Action: Qui...view Click @ Action: Product Click @ 21 @ 141

<A 12K 607
4
+ CHtegory € oo o cant
@ Category: E...view. Click. 101
I 162

Category: E...dd to Cart Category- £ view ciick

@ . @ o

@ S E e
104

@ Gree0: £ rEackpacy @ ooy B vew o @ Cateoon:E.. Tee Wnite

CHtegony b Tee BracK — Category: E... from Cart
ndia @7‘5 G Category: E... from Car @!7
. inds 2 ®@:; @ G100 more events)
1 = 297
(>100 more events)
@ G £ Tes Wnite @ Sereoen £ Tee Blac @i
7 2
-> a
=» 132
Category. E..odie Blad >100 more events)
@ e @520
=, Unite dom
-
gai @ {100 more events
1.5K
- G
=62
->
= 797

e Editor: this section is related to the income generated by each page
thanks to the ads that are published in them.

e Experiments: here you can access the results of your Google
Optimize experiments.
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Takeaways

After reviewing the available reports within the Behavior section, it is
necessary to highlight:

e Asin most of the mother sections, it is necessary to segment the
users in different terms, since in this way you will obtain a more
specific and complete knowledge about the behavior of the users in
your web portal. Segmenting according to organic/paid search
traffic will help you analyse the effectiveness of your company's
SEO strategy. Segmenting by device can help you adapt the design
of your portal to improve the User Experience.

e The analysis of the exit pages is important to detect possible errors
on your page (bad page loading, images with poor definition, etc.)
to improve the user experience during the purchase process and
increase the CRO.

e The Site Search reportis ideal for improving the optimization of
your store and even for adding products that could have a
considerable demand to your catalog, so it is necessary to keep an
eye on this report whenever possible.
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Additional information

If you want to learn more on user behavior on Google Analytics for
e-Commerce, you can visit netrivals.com for more information on the
topic. Netrivals helps pure-players and omnicanal stores in different
industries and verticals to be more competitive. The all-in-one vision
offered by Netrivals covers relevant and valuable KPIs for the e-commerce
world such as Price Index, Profit Margin and Conversion Rate. You can
learn more here or talk directly to one of our specialists.

© 2020 netRivals. All Rights Reserved

For more information, please contact support@netrivals.com or visit netrivals.com
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