








Visitor Segmentation & Personalization

Step 3:
Add this advanced filters.

This removes any goal conversion rates above 99% and any data samples with less
than 50 sessions as their volume makes them irrelevant.

Step 4:

Order your report by conversion rate with the highest at the top of the table

How many of your highest converting referrers are new or returning visitors, which
sources have the highest conversion rates and bring the biggest ROI for your
marketing investment?

You can follow these exacts steps for your source/medium report also report:

Acquisition > All Traffic > Source/Medium
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Visitor Segmentation & Personalization

Visitor frequency

To understand your customer journey and decision process in more depth you can
look at two key reports:

« Count of sessions
« Days since last session

These two reports help you to understand how many times a visitor comes back to
your website before deciding to convert and how manys days are between the visit
they convert on and their previous visit.

This can help you understand their buying process in more detail and can provide
you with valuable information when creating your customer journey.

Count of sessions

Step 1:
Navigate to:
Acquisition > All Traffic > Source/Medium

Step 2:

Primary Dimension: Source / Medium Source Medium Keyword Other ~

In the secondary dimension

Plot Rows Secondary dimensi ¥ | Sort Type: | Default ~
select menu choose ‘ B =" | Dot - |
. . coun|
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Visitor Segmentation & Personalization

Step 3:

Add this advanced filters.

| cove: | IR | v - | [ s

This removes any goal conversion rates above 99% and any data samples with less
than 50 sessions as their volume makes them irrelevant.

Step 4:
Then sort your table by number of goal completions.
Step 5:

Analyse the most common number of sessions users have before converting, this
will help you to understand how considered the purchase is.

If this number is very high for the majority of your conversions. 5 sessions plus, then
you will need invariably a lot of product or service information on your website
before you ask for the conversion, this is a considered and important purchase for
the visitor.

If this is generally one session, then your visitors purchasing decision is not a
considered one. Push for more immediate conversions within your website design
and sales funnel.
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Visitor Segmentation & Personalization

Days since last session

Step 1:

Navigate to:

Acquisition > All Traffic > Source/Medium
Step 2:

In the secondary dimension select menu choose ‘Days since last session’.

‘Sessions - ‘VS. Select a metric

® Sessions
5,000
| . days| |
- Ecommerce
2500 | Days to Transaction ®|
v Users s =
. Days Since Last @
—_— Session
Primary Dimens m Keyword C
Plot Rows Default «
[ Display as alphabetical list Acquisition

] Source / Medium  ©

Step 3:

Add these two advanced filters to segment and clean up your report

[ e | TN [ o - | [ °
and
I3 - Jerrelc ®
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Visitor Segmentation & Personalization

Step 4:
Then sort your table by conversion rate and by number of goal completions
Step 5:

Analyse the most common length of time in days between when your users convert
and when they last visited the website.

Again is this a long considered purchase or a shorter more impulse buy, structure
your customer journey and sales funnel accordingly.

Personalization

For return or frequent visitors, consider offering personalization such as
recommended products based on past purchases.

If your visitor logs in as a user, think how you can use their profile data to make
product or service offerings more aligned to their needs and interests.

You can also personalize by customer persona, taking into account different age
groups or products that appeal to different genders.

You can use software to help you with such tasks such as 4-tell.com
Location
Your conversion locations can help you to further understand your customer.

Some countries may be your primary markets, or certain cities within those
countries.

By looking at your conversions per location you can find new opportunities.
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Visitor Segmentation & Personalization

Step 1:

Navigate to:

Audience > Geo > Location
Step 2:

Make sure the appropriate goal is selected in the Conversions select menu and
order the table so the country with the highest conversion rate is at the top.

Step 3:

Look at the cities in your top three countries to see which ones have the highest
conversion rate.

For example in this report Hawaii has double the conversion rate of any other US
city, you could target this area with paid ads in a separate campaign based on this
data.

Step 4:

If you have areas with very low conversion rates, whole countries for example.
Consider using an advanced filter to remove these from the report and get a better
understanding of your customers behaviour.

Personalization

You can use javascript to detect your visitors location and show them personalized
messaging. For example if a specific service or product is very popular in one area
or region you could show just visitors from this area a special offer or a targeted
pop up for this product.
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Visitor Segmentation & Personalization

Age/Gender

To get an insight into your demographics data you can look at the age and gender
of your converted customers using Google Analytics.

Step 1:

Navigate to:

Audience > Demographics > Age

or

Audience > Demographics > Gender
Step 2:

Analyse the report to understand the age and gender of the majority of your
converted customers.

You’ll go over this in more detail in module 4 video 1 when you complete your
customer theory documents.

Other segments or data you dig into are:

» Date, Day and time of conversion
» Devices

Add learning to your hypothesis spreadsheet

Add any personalization or segmentation testing ideas to your spreadsheet.

MODULE 3 Data Analysis & Hypothesis Page 10

VIDEO 15 Worksheet
Visitor Segmentation & Personalization © 2014 Whole Design Studios Ltd




