‘ Contact us:
f“ Email: manager@alt-team.com

¢. ¢ alt-team Wobsit: it camcom
b

always in motion

Google Analytics Reports
https://www.example.co.uk/

Date ranges:

_.,'T'.,_| March, 15 - September, 14 (6 months);

(@ June, 15 - September, 14 (3 months);
August, 15 - September, 14 (1 month);
September, 1 - September, 22 (current month).

Comparison date ranges:
21 March - 22 April vs 21 July - 22 August;
15 March - 14 April vs 15 August - 14 September.
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Audience overview
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When we compare the website data for the periods:

e 15 August 2020 - 14 September 2020 (1 month);
e 15 June 2020 - 14September 2020 (3 months);
e 15 March 2020 - 14 September 2020 (6 months).

We took these date ranges because there was the increase in Paid Traffic in March and April (the lockdown time
in the United Kingdom). As it’s the only time when there was a growth spurt on the line chart for 6 months, we
will compare quarantine time with the data in August and September.



We see that there are almost no changes in the number of sessions per Users, pages per session. The average
Session Duration and the Bounce Rate are almost the same during the 6 months.

There is a slight increase in the percentage of Returning visitors.

Pay attention to the percentage of new and returning visitors. We see moderate growth in the percentage of
returning visitors during the last 6 months. The returning visitors are the people who visited your website within
the last 2 years and use one device. That means that people are around to buy, they are in a process of
choosing the right color or the right paint characteristics and some facts prevent them from buying.

To inspect this issue in detail we will take two periods:

e From March, 21 till April, 22
e From July, 21 till August, 22.
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We took these dates as there was an increase in the paid traffic from March, 21 till April, 22 and a lockdown time
in the United Kingdom. And the period from July, 21 till August, 22 seems to be the usual statistics during the last
year excluding the quarantine time.

The most interesting thing on the screenshot above is the growth of Avg.Session Duration 40% against the
spring period. Moreover we see the increase in the parameters: Pages per session and Number of sessions per
user.

We can'’t rely only on the Average Session Duration metric as Google Analytics can show here not precise
figures. Average session duration might tell you that your non-converting users spend about 20 minutes on your
site overall before they exit—but it doesn’t tell you how much time they spend on the page they exited from. So
you don’t really know how long they were on your website altogether before they decided not to convert.

But as we see the positive changes in other parameters: Pages per session and Number of sessions per User,
we can suppose that something was changed on the website during these 6 months (the website content or web
design elements) and people like these changes and they spend more time on the store.

Audi I ion

If we look into the website visitors’ location, we will understand that the most part of them come from the United
Kingdom (90%), but there are some clients from the United States (5%) that bring almost 60% of the website
transactions. It's possible that the e-commerce setup is wrong and the figures aren’t precise. You should
compare the Google Analytics data and real figures of transactions and revenue in your store backend.



We took the period for 6 months (March, 15 - September, 14).
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Pay attention to the e-commerce data and compare them with the data in your store admin panel. If you
understand that there is a big difference and mistakes, make the e-commerce settings through the TagManager
service.

So, we are analyzing the figures that are found in the Google Analytics account at the moment. Here we see
some interesting facts.

1. Almost 90% of website visitors come from the United Kingdom territory.
2. Almost 37% of transactions are made from the United Kingdom.
3. 68% of revenue comes from the territory of the United Kingdom.

That means that customers from the United Kingdom are in priority. It's the target auditory.

But we see that the United States website visitors are 5% of all website visitors. It gives almost 63% of website
transactions and 31% of revenue. On average, one transaction of the website visitor from the USA costs £27,24
(£259,799.52 (Revenue) /9,537 (Number of transactions)=£27,24 (1 transaction cost)). It's less than the cost of
one transaction that makes the United Kingdom citizen — £101,65 (£565,894.52 (Revenue) /5,567 (Number of
transactions)=£101,65 (1 transaction cost). As a result, the USA clients place more orders, but the average bill is
cheaper.

The strange fact with the Ireland customers. They make almost 2% of the webstore visitors and less than 1% of
the store Revenue. But Ireland customers should place more orders and buy more products as Ireland is located
near the United Kingdom. If we compare the clients from Ireland and Spain, they bring almost the same sum
during 6 months. But the traffic from Ireland is 13 times more than from Spain. But Spanish clients are more
inclined to buy and pay for the shipping that is more expensive than delivery price from the United Kingdom to
Ireland. You should search out all the facts why Irish people buy less despite the big traffic and better delivery
terms (delivery time, strong competitors in Ireland, confusing delivery terms, national features). Moreover the
bounce rate for Irish website visitors is higher than from other European countries. It can be compared with the
bounce rate for such far-away countries as Canada and Australia.

If we take a closer look at cities where you customers live, we will see the next picture.
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Pay attention to Bettendorf. As we see EXAMPLE.co.uk has an office there or a loyal business partner. This city
makes a great contribution to the whole website statistics. As we see the average session duration is extremely
short. So Bettendorf visitors know the webstore product range and they come to the website only to place the
order. It's not Organic or Paid traffic. It's a Direct traffic. Bettendorf is almost the whole USA traffic to the
example.co.uk

Ireland data is substantially different from the British and some European cities data. Find out the issues why in
such traffic from Ireland, there are just a few transactions. Please, notice that the Paid Traffic in Ireland doesn’t
give the expected profit according to the screenshot below. We took data from March, 15 till September, 14 (6
months).
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Pay attention that the paid traffic didn’t bring any transaction. Only organic traffic brought transactions here.

Paid and Organic Traffic

Paid Traffic is the main source of website visitors for 6 months (March, 15 - September, 14). It's 60% of all
website traffic.
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But the percentage of the paid traffic started to decrease at the end of summer and it reached 48% for the
period: 15 August - 14 September.
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Devices Overview

The comparison period: 15 March 2020 — 14 April 2020 vs 15 August - 14 September
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We see that the share of the mobile users is falling down in comparison with the spring data. As it was the
increase in the paid traffic in the spring, we can suppose that the ads settings were aimed at the mobile device
users. But notice that the e-commerce conventional rate in spring is lower than the e-commerce conventional
rate in the end of summer and September.

Also, pay attention to the bounce rate. We see the growth in this parameter on mobile devices (smartphones and

tablets) in August and in September. It's possible that the reason for the growth in the bounce rate is a slow
website on mobiles.
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But it's not the obvious reason.

We see that some changes in the settings of ads (google/cpc) for tablets and mobiles result in a bounce rate
growth in August and September.
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Comparing the google/organic traffic we won’t see big changes in figures between data in spring and summer
periods.
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Here is the list of devices your customers use to reach your online store. We recommend checking new design
features on these devices and do your best to adapt your web design theme to these devices first.

And pay attention to the bounce rate. It's not critical, but it trends upward. In an ideal case, the bounce rate
should be closer to 30%. It's true for desktops too.
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All pages traffic

The most viewed pages
Date: 15 August 2020 - 14 September 2020 (1 month)
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O | 15 ftesten I-ch: /i h ll-calour: 7 el 1411 (1.48%) 946 00:02:14 5478% 2077%
O | 16, jpaims-for.waod/satinaglass/ 1177 (2% 715 00:00:40 a032% 782%
O | 17. /whouseslakeland paints/ 890 (0.93%) 525 00:00:14 41.67% 472%
O | 18 jwalkpaint/claypaint 870 %) 607 o0:00:26 4090% 40.34%
O 19 /painsforwood/gloss/ 808 (0.85%) 513 00:00:21 37.50% 8.54%
O 20, fwalkpaint/safi-sheen/ 799 (0.84%) 518 0c:c0:19 33.33% 3.88%
g = I paints-for-wood/satin-gloss, satin-gloss-paint-interior/ 795 (0.83%) 597 00:01:40 79.55% I 27.92%
O 22 foorpainy 735 (0.77%) 146 00:00:26 107 15.80% 7.80%
s} " ’ e Iy 595 (062 23 00:01:56 5 56.67% | 2037
O | 24 jwalkpaint/sofi-sheen/soft-sheen-paint/ C.] 571 (0.60%) 218 00:01:29 28 57.14% 2067%
O 25 /advice/wood-stain-vamnish-calours/ 541 (0.57%) 455 00:00:37 l 53.52%
Date: 15 June 2020 - 14 September 2020 (3 months)
Poge Page Vews & Unique Page Views Aug. Time on Page Envrances Bounc fste Bt Page Value
296,294 196,793 00:00:48 53,881 40.81% 18.19%
o 1 96294,  of Totat 100007 (196793 g for View: 00.00:8 (0007 = Argfor Viaw: 401% (D003 g or v v

. 48215 (027 38352 (174 o000:a7 w32 ssa0%

2. painis) 35,408 (11.55%) 18819 o0o0:13 91s @ 2% s60%

3. Jwallpainy ] 17,626 (955 o483 ovo0:28 90 @9 w6% s0z%

4 Jpains forwoad, 1,282 @81%) 6201 00:00:20 555 n80% 720%

sI index php7dispatch=chop_by_color.view 10025 (338%) 5085 00225 s62% s382% I

5. Jeheckouts 5585 (23 2370 000231 2000% 1086%

7. ftesters-special charts/ Ba48 9% a1 o000:20 w250 s75% £7.05 (247

& /wallpainymazy ] 8471 @asn) s0ss o000:19 sz a72% £18.8007120%)

9.| ftesters-special-charts/colour-matching service! ] 668 (273%) 2880 o000:25 6a.56% oz 281 (3505
10. I-paint/matt/ecc-man-paint/ 6,433 (2.17%) 4633 00:01:45 69.23% 27.23% £20.23(141.24%)
11. /products-for-woed/ 5,784 (1.95%) 3529 00:00:27 46.93% 18.29% £2.01
12.  /brochure/ 4,764 (1.61%) 3.587 00:00:44 37.58% 775% £3.58 @24
13, Jeany 473 (o) 2185 0000:55 sa.49% 1289% £50.1180.04%)
14, I [testers-special-charts/matchpote-zll-colours-matt-only, 4,564 (1.54%) 2969 00:02:08 60.93% I 20.64% £8.85 (51.76%)
15, Jspecialistpaint: s 2301 (145 2584 a0 47.08% s565% £11.00
16.  /painte-for-wood/satin-gloss/ 3,380 (1.14%) 2240 00:00:: 43.48% 672% £21.69(151.4;
17. /wall-paint/soft-sheen/ 2,501 (0.84%) 1658 00:00:21 44485 4.52% £21.3301489
18. /paints-for-wood/glass/ 2,409 (0.81%) 00:00:24 42045 B.AT% £21.700151.5%°
19. I /paims-for-wood/satin-gloss/satin-glose-paint-interiar/ 2,399 (081%) 00:01:34 75.20% I 27.01% £25.73(179.66%)
20. /floorpaint/ @ 2,299 (0.78%) 1422 00:00:25 18.93% 8.61% £13.46 (33.96%)
21 /walrpaint/claypaint = 2210 @) 1,608 00:00:28 s269% 10005 £217 s
22 I /paintsfor-wood/gloss/gloss-paint-interior-exterior-1-litre; @ 1865 (0.63%) 1391 00:01:45 161 67.08% I 26.60% £21.76(151
23. /advice/woad-stain-varnish-colours/ 1,858 (0.63%) 1572 00:00:40 227 58.15% 2040% £274 (1915%)
24) /wallpaint/soft-sheen/soft-sheen-pai 1816 (0.61%) 1346 00:01:36 130 64.62% 2307% £24.62(171.90%)
25) /wallpaint/feng-shuitfeng-shui-multi-surface-paint-interior/ 1,601 (0.54%) 1.260 00:01:35 104 0 68.27% 19.30% £22 63(158.00%)
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Date: 15 March 2020 - 14 September (6 months)

Page Page Views ¥ Unique Page Views Avg. Time on Page. Entrances BounceRate s et Page Value
773709 507,592 00:00:43 147,570 39.79% 19.07% £11.89
150972 (1351 tossss o P o0ses (71 sz ssoz cazn e
o5 o wres o socen am aw ez s carn
ss7:2 0 e - 1100 s 533 087
asorr o - - s e 205 . To2s
w0346 (255 ta6as cossas st 4190 72 o0
oz o e sovaes I o B s
I Tat0a soean wor o P 12
2350 @7 oz soozzr 2 2080 02 2
1ast6 (5 oo conas s ss10 oz erss
Tos5 T20as soonss oo s Er e cazs
free = e e e - coso
11520 (1o 520 - a2 suze . 1500
1m0 (i sa0s P w0 o PES % e
: sa79 (m oar 2 soczos S 5775 s cose
ss30 (17m P P 2 s oz s
a5 (10w s sossas e 4501 a0 ras7
2577 oo s [ w2 o o7 s 1708
2408 Do 53 sooras o wse aran 1031
T e sonae T e os 1208
oses s saer - - secz 50 ez
oass @ P sossas w6 2 w03 o8 -
sam0 ey - sossas 20 sssz 03 cose
se2s @i soor P o 210e 7 30
a e o e = Py 250 ceor
25 arior-1-litrey 2 4295 (0.56%) 3140 0001:35 363 (02 6332 25285 10.19

We noticed that the order of the most popular pages on the website is changing during the last 6 months.

The page /catalog/ was renamed to the page /paints/ in June 2020.

Explorer | Navigation Summary

ect  meic 0oy | veak | womn | (2418

2
i e i = Separber 0
R—
. o] et B[O [T
Page Page Views & Unique Page Views Aug Time on Page Entrances. Bounce Rats Bt Page Value
_agom 23398 00:00:13 1115 20.45% 3.67% £10.23
O 1. /paims/ X 44,011(100 00%) 2339810 00:00:13 1.115(100.00%) 2045% 367% £1023

We won't include it into the analysis as the bounce rate and the traffic is almost the same as it was when this
page was under the name /catalog/.

If we look through the views to website pages, we will see that the homepage gets almost 20% of all views. It's
the ideal situation as it’s the first page. Another 80% of views are distributed among other website pages. Here
we can talk about the 80/20 rule (Pareto’s law).

Page ‘Source/Medium Page View: & Unique Page Views Avg. Time on Page: Entrances Bounce Rate % Exit Page Value
42.93%% 4237% | 23.68% ¢ 49.85% % 359% e 1213% % 37.80% ¢

] googl

15452020 14522020 re ses e 50122 o sones 176

152020 144002020 w565 1e7sa (7% ooz w2 s o

% Change 72.38% -70.42% 54.76% -70.86% 21.28% -3.25% 89.30%
o2 goegl

154052020 145292020 a0z ses wnm 90z o e

152020 -14-40r2020 oo 00 w0050 00 oo oo 200

“ Change en e = e e e wn
0 s google / org:

15 402020 145202020 4046425 ves w001 o waas 257 e 72015

15 var20z0 -1 -4pr2020 ooy o e o oo0n oo 00

~ change - = - - - - -
(s google / org:

1542070 -1 45ep 2020 Py 2 wwoou 2362 a8 2013 eraz ez

151ar2020 145002020 saes@rr) aam2 e s0sa02 . Spo. 1210 e

% Change -22.8% -20.16% -124% -2311% 13.16% -7.38% 0.14%

We compared the statistics of the homepage in spring and in the end of summer. We found that the most traffic
was paid. But the homepage bounce rate of the paid traffic is worse than it was in spring. That means that you
should review the ads settings.
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At the same time we see slight improvements in the organic traffic bounce rate.

As for other popular pages, please see the list below:

/paints/
/wall-paint/

/checkout/

e /brochure/

/paints-for-wood/

/index.php?dispatch=shop_by_color.view
/testers-special-charts/

/wall-paint/matt/
/testers-special-charts/colour-matching-service/
/wall-paint/matt/eco-matt-paint/
/products-for-wood/

Here we want to highlight the following webpage:

e /index.php?dispatch=shop_by_color.view

e /wall-paint/matt/eco-matt-paint/

These pages have a very high percentage of bounce rate. It's more than 60% for the Paid and the Organic Traffic.

12 findex php?diepatch-ohop_by_color view 2 | google / cpe
154052020 - 14.54p-2020 1,208 (1.37%) 1101 (177 ozo22 s0.82% X 2190
15-Mar2020 - 14-2pr-2020 4,367 @) 4205 000203 s257% 2408% £1.23 (10725
* Change 73.67% -73.82% 739% 66.51% 2125 0.64% sa.56%
3. ftesters-speciak-charnts/colour-matching-service/ 7 | google / cpe
15-Aug:2020 - 14-8ep-2020 1303 137 924 (1457 on00:41 691 (013 oz EEES 230
15-Mar2020 - 14-2pr-2020 2317 1.35%) 1,601 (1.49% on:00:43 1014 (3.0 047 022% £0.71 (6:20%
* Change -4376% -42.29% -4.09% 31.85% 737% 18.67% 221.85%
14, [testers-special-charts, @ | google / erganic
15.40g:2020 - 14.50p-2020 1,181 (.29 607 (058 o002z 520 9.28% 457 £11s207325
15-Mar2020 - 14-2pr-2020 1,151 0.65%) 586 (0.50% on00:22 26014 0234 695% £15.24 0132375
* Change 261% 358% -8.58% 13.04% -36.81% -3121% 2377%
5. /index.ghp2dispatch=shop_by_color.view @ | google / erganic
15.40g-2020 - 14-56p-2020 1,107 (L16%) 896 (1 417 os0s:07 E o132 PrEs £6.26G9.4%
15-Mar2020 - 14-2pr-2020 1377 082 1027 (0354 on02:53 E) ez1an 267 £0.0607867%
* Change “19.61% -12.76% 8.05% -13.9825% 2.89% ERT 20925
Page Sourse/Medium Page Viens. & Unique Page Views Aug.Time on Page Enrances Bounce Rate *Ei Page Value
3244% = 31.82% #  238%s 25.98% + 7.46% & _494% e 32.10% «
O | 1. feesters.special-charts/eolour-matching.service 7 | google  cpe
15-Aug-2020- 14-5ep-2020 1303 (6331%) az2s 0000:41 691 62534 a7 230
15Mar2020- 14-4pr-2020 0 1601 73415 00:00:43 1014 @6.85%) STy s022%
= change -a376% a229% -a09% aiEsn 7.a7% 18.67% 221.85%
O | 2. festers-speciah-charts/colourmatchingservice/ # | google  org
15.Aug:2020- 145802020 457 2221 34 con0:se s s584n 4.80% 591
15Mar-2020- 14-Apr-2020 03 (132 308 (1417 000047 1201309 FEET a6 £5.18 (190 20%
% Change 13.40% 1071% 241% 207.14% 13355 1.64% 14.02%

As /wall-paint/matt/eco-matt-paint/ page appeared only in June 2020, we don’t have any data for the spring
period, but we see that the bounce rate of this page is also extremely high.

Doy | Wk | ot | (4] %

e = stTpe | ot
P—— Fag s i o v o =

7449 5363 00:01:43
2200 (22 scorsr
1974 @aas sconie
ses 617 ocor
o1 ocoro
" 1o oo oocacs
y 10 as occzie
s scoran
" scorst
y proen
" /el N e 10 sy ocorer

561

SounceRste
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When we move to the page /wall-paint/matt/eco-matt-paint/ we see the product page where the customer can
put the item in the cart. But most of the customers don't do it, they just close the website here.
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The block with similar products or the block “People also buy” will help to keep the customer’s attention on the
website and offer them products they possibly need.

If we examine other product pages, we will see that many of them have a very high bounce rate.

st psm 155 o7 ooo0ar " e sasa e 2400 (25225
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Advice: find the information about the ideal product page and try your best to build the ideal product page on
your store.

As the most viewed page is a home page, we have checked the Previous and the Next pages for this page.

Date: 15 August 2020 - 14 September 2020.

Group pages by: | ungawes | | Gurrent Selection: / - | show rows{70 %]

Entrances 15.Au

Exits 15-2ug-21

Previous Pages

Next Pages 15-Aug-

Previous Page Path Page Views % Page Visws Next Page Path Page Views % Page Views
i 90 218z

S 1508 1218
29 573 27 Lo
22 55 E L08
20 ason 2 272
3s6% a0 s
15 EE 163 e
102 235% 47 .66
102 235 10 .58
a0 . 7 08

; wedon fresnReport

The home page is an entrance for around 65% website visitors. 35% of people come to the homepage from
other pages of your website.

Around 65% of website users open the next page and around 34% of website visitors exit the website from the
homepage.

Most of the people (48%) go to the “Paints” catalogue page after the homepage. This page is the second popular
page on the website.

Group pages by: | ungrowpes + | | Current Selection: /paints/ -| show rows{T0 v

Enlrances 15.Aug-2020 - 14:Sep-2020: 2.4

EXits 15.4ug:2020 - 14

Previous Pages

Previous Page Path Page Views % Page Views Pags Visws % Page Views
2288 rY; 3471 32.40%
60 558 2041 1952
0 571 as0 013%
l a6 a3 :
a8 203 719 6923
21 260 a2 :
25 272 ER 360n
252 2.8 229 2
21 233 a6 20en
1 +.e2 228 210%
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The second most popular page /paints is the entrance page for 2,4% of people and the exit page for 3,29% of
people. Most of the website visitors (more than 33%) move to the /wall-paint and many website visitors (19,64%)

go to the page /paints-for-wood

We make the conclusion that this page isn’t ranked on top in SERPs, but it’s like the navigation page on the
website. It would be better to revise the meta tags on this page and to add some useful content for paint buyers

in the United Kingdom.
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This can help to improve the Entrance statistics.

We have checked the behaviour flow on the website. Date range: 15 August 2020 - 14 September 2020

Behaviour Flow

Automatically Grouped Pages =  Level of Detail = Export =

All Users
100.00% Sessions

+ Add Segment

Lo Pog - i
17K sessions, 7.8K drop-offs
-
* a7k [

=Ll /index php
=0 A
= _lindex.pho?...calorvien
* 574 festers-sp...g-service!
= h
P ——— claypai
= 5t | B 1
511
= - /products-for-wood
b=t me )
* 48K

== (>100 more pagss)
M ok

1st Interaction
8.9K sessions, 1.2K drop-affs

paints
. 4K

== /index php

LIy

I8 e e
453

. 329

i (100 more pages)
24K

2nd Interaction
7.7K sessions, 1.4K drop-offs

& alesint
1.5K

.IGK .

§§ ertsfornood
731

T et X
701

' 'producis-or-wood' 1
85

i (7100 more pages)
23K

3rd Interaction
6.3K sessions, 664 drop-offs

Ipaints/
(L

fussll-paintimattl
W

& Fensfornead
)

= Nall-paint’
L_lE=

L

i (100 more pages)
TK

The website has a good traffic distribution among all website pages.
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As always the most important page is the homepage.

m ﬁ Starting Pages 1st Interaction 2nd Interaction 3rd Interaction
17K sessions, 7.8K drop-offs 8.9K sessions, 1.2K drop-offs 7.7K sessions, 1.4K drop-offs 6.3K sessions, 664 drop-offs
- 7 Ipaintsi
= a7k Lt L Epriym

7 %I

.557Hi¢l1

£ = Ipaints-for-wood |

2981348

............................ Fwal-pant’
- 21571323

r
. 161/296

L J§ 100 more pages)

. P 28K /3TK
219/ 385

i 100 more pags)
15K /29K

-
= 303/ 48K

It's a normal thing that the homepage has a great number of drop-offs. Here it's 38,9%.

e rTae. | C Nextpagethathas . Y
N : a great. n.umber of findex.php
97K [+100 pages) drop-offs is /|ndex_php (35 pages) ‘

61K Through traffic (61 1%)
= 3.5K Drop-offs (36.8%)

10K Sessions

852 Through traffic (63.0%) |
The link to this page is ' = 502 m:::fﬁg :;?_Igm q-\
hidden on the
homepage bottom.

14K Sessions /

There is 301 redirect '1' .::2?.!453

from the index page to \ Fé

the homepage. i Brochure’

an g e

= = Now we will compare the

paid and the organic traffic
behaviour flow. As you see
most of the traffic is paid and
goes from Google/cpc. But
the percentage of drop-offs
from the homepage is higher
on Paid Traffic than on
Organic ones.

(3

)

[ —
W iz
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= ‘Starting Pages. 1st Interaction (-] 2nd Interaction a 3rd Interaction []
. [=] 17K sessions, 7.8K drop-offs. 8.9K sessions, 1.2K drop-offs 7.7K sessions, 1.4K drop-offs 6.3K sessions, 664 drop-offs
», google /oe
* 7k

R - -

. 1217323

[ 1011296

{>100 more pages)

432/ 51

= (d
=+ 0/24K

o

&

)

As we see the Paid Traffic prevails on this website.

The list of the pages with the high percentage of drop-offs is in the screenshots below. And we found out that cpc
source gives more pages with a high percentage of drop-offs than organic traffic.

00:00:35 Avg. Time on group 2.6K Drop-offs

@
inext-day-delivery! [

fabout-our-company/ (3
/bargain-basement’ (&
Iprofiles-add! (2

floginiPreturn_uri=index.pho?
dispatch=checkout.completedorder_id=154414 @
flogini?return_uri=index.pho?
dispateh=checkout.completedorder_id=154852 (&
flogin/?return_uri=index php?
dispateh=checkout completedorder_ig=155313 [

s

= jers print_invoit - id=
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Jpaintsi (1

Iimll—paintﬂimmsl\l\'lnzwashf ]

Ipaints-for-woodl (2

fwall-paint! [F
Jcart (3
wall-paint/matt/eco-mati-paint/ (2

ipreducts-for-woodiclear-vamish/ (&

testers-special-charts/ (5

L

floor-paint!

Ispecialist-paints/air-purifying-wallpaint/ (&

e e e Fear T

wsli-paintimatts (5
Jadvicelwood-stain-vamish-colours/ (2

Check the pages in the lists on screenshots and find out why it has a high percentage of drop-offs.
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Conversions

The goals: 1, 2 and 7 were set on 19 September 2020.
The goals: 3, 4 and 6 were set on 23 September 2020.

The goal 5 should be set with the help of Google Search Console. We will give recommendations about this goal
in the recommendation part of the report.

There are 6 goals in the website settings in Google Analytics account.

Goal 1: Choose by colour

Goal 2: Choose by product

Goal 3: Homepage-> Free Colour Card

Goal 4: Homepage - testers

Goal 6: Homepage-Shop by colour - cart
Goal 7: Homepage-Shop by colour-checkout

The most interesting goals are Goal 3, Goal 6 and Goal 7.
13.Th for the fr lour card.
The funnel: Homepage-> Free colour card page -> filling out the form -> “The form is sent” page.

As the goal was set up only 1 day ago we will show here an approximate data from Google prediction. It says
that the conversion rate of this goal will possibly be 2,01%.

& Goal setup
& Gual description
€ Goal details
Nextiaxtian
Equd iz - [Ip— SR S —" —_—") Came manuiie
- J— , et i " l
Yalus
o L T
Furmad ccio
i T
e A= Pags LS
Hamapage P . [ |
- - pa:rervev MR - ik frochy
+ Akd avves Ereg
R -
Cowwd

We will analyze the data for 1 day as the goal was set later than other goals. But we give an explanation on how
to explain the results and you will check the data of this goal in a month using this analysis.
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Goal 6. The purchase is made through pages: Choose by Colour, Cart and Checkout.

The funnel:

1. Homepage. The client clicks to the banner “Choose by colour” ->

[ T

Choose by colour

COLOURS

Customer Comments

Choose by product

Who Uses Lakeland

x oy A

Choose Lakeland

3X More Pigment than Other Paints and
Free of ALL Solvents - 100% VOC-FREE -
INDEPENDENTLY CERTIFIED

20X Purer Than Our Nearest Competitor
MO heavy metal - all are totally VEGAN and
As NATURAL as NATURAL can be.

NO vinyl chloride. acrylic softeners.
plasticisers or fomaldehyde.

NO Phthalates, APECs, Bisphenols, Glycols.
FREE of All PLASTICS. All packaging is
100% Recycled or Recyclable

High Quality Organic Paint - NO pesticides.
herbicides or toxins. Winner of Four Major
ECO Awards. BREEAM Compliant:

Our Service

_ ISTREENS |

2. The client comes to the Choose by Colour page. The client selects the required colour on the page and

clicks the “Add to Cart” button.

3. Then the client visits the Cart page. The client clicks the “Proceed to checkout” button.

4. The client comes to the Checkout page. The goal is reached.

As the goal was set up only 1 day ago we will show here an approximate data from Google prediction. It says
that the conversion rate of this goal will possibly be 8, 10% .

ﬂ Goal set-up

Tueiom

e Goal description  ede

B | Shep by slew
0 Can hops

+ Add another Shep

& Homasa op by coloer - carz: eheokowt
type: Deatimation
© coal details
Destination
Eoual 1 - hizper e x“: uksphaghkouy Casa sanstdve
or spmpie. e Ay Somen d3r an app end Atenipe Soodnensed of e ST Comthanipol brmifor gwel page
Wahie cpticna
OFF AE5i07 @ monetary waket 1o the oorAension
Funnel cprons
ach stap. For s ple, use My Screes for an spp ard Ahankpobam!
age.
Step Mamed Soreen/Fage Aequred
ﬂ Hamspags ketpa e uk =

[W—— Y
-

Wi o raz based on

Aty

your dara from dhae pact

Cancel

It's better to check the results in a month and verify the Google prediction.
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17.Th rch ism hrough :Ch lour and Check

The funnel:

1. Homepage. The client clicks to the banner “Choose by colour” ->
| 4 Ty A

Choose by colour Choose by product Choose Lakeland

3X More Pigment than Other Paints and
Free of ALL Solvents - 100% VOC-FREE -
INDEPENDENTLY CERTIFIED

20X Purer Than Our Nearest Competitor
NO heavy metal - all are totally VEGAN and
As NATURAL as NATURAL can be.

NO vinyl chloride. acrylic softeners,
plasticisers or fomaldehyde.

NO Phthalates, APECs, Bisphenols, Glycols.
FREE of All PLASTICS. All packaging is
100% Recycled or Recyclable

High Quality Organic Paint - NO pesticides,
herbicides or toxins. Winner of Four Major
COLOURS e ECO Awards. BREEAM Compliant:

Customer Comments Who Uses Lakeland Our Service

2. The client comes to the Choose by Colour page. The client selects the required colour on the page and
clicks the “Proceed to checkout” button.

Shop by colour

Product options Selected colour
Category: change colour by selecting a colour In the palette balow.

Select categary

Quantity: 1

Total:

£0.00

ADD TO CART PROCEED TO CHECKOUT
Calamari

Pale beige

3. The client comes to the Checkout page. The goal is reached.

As the goal was set up only on September, 20, we will show here an approximate data from Google prediction. It
says that the conversion rate of this goal will possibly be 8,10%.
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Cunzm
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= I~ I B e | i
Fa-uwify
-
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We have data for 4 days. From 20 September till 23 September. The conventional rate is 12,65% now.

Homepage-Shop by colour-checkout

This Gosl was completed in 198 sezsions | 12.65% funnel conversion rate

Homepage
1,423
1,423 ——— » 1,063
{entrance) 1364
/brochure/?sent=Y 7
icart/ 6 360 (25.30%) J
Jpaintsforwosd/ 4 procesdad to Shop by colour [testers-special-charts/
/index php?dispatch=auth recover_passward 3 /edvice/woodstain-vamish-calours/

Shop by colour

453
93 —— ) 304
{entrance) 65 (exit)
swalkpaint/claypaim 3 /
Ipaints/ 2 149 (32.89%) Ipaints/
fprody dr d hywoods erish/ 2 praceeded 1o Hemepaga-Shop b h fbrochure/
fresters-special-charts/colour-matching-service/ 2

index php?dispatch=shop_by_color.view

Homepage-Shop by colour-checkout
198

fresters-special-chants/matchpota-all-colours-matt-only/

]

(entrance) 5
5

swallpaint/matt/sco-matt-paint s
/prod d/shed-and-fence- ent/shed-and- 3

503
344
56

15
a6
25

16
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Filters and Goals in Google Analytics

Filters

Your own IP address and the IP addresses of the website owners, administrator should be added to filters.
Goals

We have set up 6 goals. Check the section Conversion in this report.

The Demanded Goals:

You should use Google Tag Manager to trace all clicks on the homepage and to follow the website visitors
behaviour.

For example, it would be great to find out how many people click on the banner “Choose by product” on the
homepage and how many people click on the menu “Paints”.

i CROER TODAY: PAINT TOMOGRROW —
Wo have ewerything you reed 1o decarata
“Far Maxt Day Dalkvery plaass ander ORLINE
el B Chganis Eroos Paine - Reducr Glohal Waeming o

re Moon
visa ENES saoe

COLDUR WATCH AWICE WIDED REVIEWS

A ACCOUNT T £3519 | 1 MEM{S)

A breath of fresh :ﬁ

alr
100% VOC-free
Man Toxic
'Fll-_

Odourless
Organic & Natural

.

1 Mo Hoavy Motsls

Sultabie for Mursery & Baby ]
. ENTI:3/95 Toys Compllant ’ d 'f
- Supsr Gualky No Plastics {:US-TOMER \
+  Mamrally Solvantc-Froe COMMENTS 1

Choose by colour

¥ More Plgment than Scher Palnes and
Eroo of ALL Solwonts - W WOC-FREE -
MOEPEMDENTLY CERTIFIED

20 Puiner Than Qs Paanes Cormnpsetl oor
WO heavy matal - & are totally YEGAN and
A5 MATURAL 25 NATURAL can b

MO winyl chioeide, scrglic sofienes
olasticisers or fomaidahyda.

HO Frithalates, APECS. Bisphancds. Glhyools.,
FRACE of All PLAETICE AN packaging s
1003% Rocyciod or Hiocwclablo

High Gualty Organic Faint - NO pastickdes.
Py GAcidens o Qomins, Winres aff Four Magr
EC0 Awards. EREEAM Compliant:
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Conclusion

The web store https://www.example.co.uk/ has a steady number in the traffic statistics and the number of
website visitors was growing only because of the paid traffic.

We see moderate growth in the percentage of returning visitors during the last 6 months. These visitors are more
loyal to the website than the new visitors.

The main resource of traffic is Google/ cpc (Paid Traffic). The share of organic traffic is around 26% in
September. The share of Paid Traffic is close to 50% of all website traffic. And paid traffic brings less profit than
organic traffic.

Organic Traffic brings more people who are interested in the webstore products. They spend more time on the
website, they are more involved in the store content and make more transactions on the website.

Around 60% of visitors use mobile devices and tablets to browse the web store. Apple products and Samsung
Galaxy devices are popular among website visitors. New design features should be checked on these devices
carefully.

The bounce rate on mobile devices is growing in September. The reason can be in the website performance,
design changes on mobiles.

90% of website visitors are UK residents. But there are many customers (5%) from Bettendorf, USA. The USA
residents make a lot of transactions and this traffic is very important for the website. Ireland residents visit the
website a lot. There is paid traffic from Ireland. But Irish people don’t buy products on the website. You should
find out the reason for such behaviour.

There are some pages with a high bounce rate. Product pages are among them. Product pages should be built
due to the rules for the ideal product page. Find the recommendations on the Internet.

There were no created goals in the Google Analytics account settings at the moment we start to analyze the
statistics. We set up 6 goals and gave the expected statistics for the most interesting targets. You should check
the goal conversion in a month.
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Recommendations:

N —

o

Improve the website performance.

Set up more funnel goals. It’s better to use Google Tag Manager to set up more detailed goals such as
clicking on the buttons or viewing the video.

Set up traffic filters in Google Analytics.

When you make new design features, check it on Apple and Samsung devices carefully.

Revise the design for product pages. These pages have a very high bounce rate and you should
motivate visitors to visit other website pages if they don’t like the product on the product page and want
to quit the website.

Revise the meta tags on product pages.

Change the ads settings in order to bring more profit. Obviously the ads could be set up better. This will
help to attract only the target audience.
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Pay attention to our products and service:

1. Server tweaking and optimization service

https://www.alt-team.com/server-tweaking-and-optimization.html

2. CS-Cart add-on “Shipping availability”
https://www.alt-team.com/cs-cart-shipping-availability-add-on.html

CS-Cart “Shipping availability” add-on adds a shipping availability message on a product details
page. It allows customers to know how fast the product will be shipped. Also, administrators can give
any extra information regarding shipping.

3. CS-Cart add-on “Advanced Product Reviews”
https://www.alt-team.com/cs-cart-advanced-product-reviews-add-on.html

CS-Cart “Advanced Product Reviews” add-on improves the standard functionality “Comments
and reviews”. It makes the reviews user-friendly, more informative, and more structured. More than
90% of customers read product reviews before deciding to make a purchase.

4. CS-Cart add-on “Estimate Shipping cost”

https://www.alt-team.com/cs-cart-estimate-shipping-cost-add-on.html

"Estimate shipping cost" add-on allows shoppers to estimate a shipping cost for a product on a
product details page before making a purchase. This add-on displays the shipping cost for each
shipping method based on the quantity and weight of items the customer orders and location of the
customer.
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