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Audience overview 
1 month 

 

3 months 

 

6 months 

 

 

When we compare the website data for the periods: 

●​ 15 August 2020 - 14 September 2020 (1 month); 
●​ 15 June 2020 - 14September 2020 (3 months); 
●​ 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. 

3 

 



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: 

●​ From March, 21 till April, 22 
●​ From July, 21 till August, 22.  

 

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.  

Auditory location 

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.  
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We took the period for 6 months (March, 15 - September, 14).  

 

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).  

 

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.  

 

 

 

 

 

 

 

 

 

 

7 

 



Devices Overview 
 

The comparison period: 15 March 2020 — 14 April 2020 vs 15 August - 14 September 

 

 

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. 

 

 

9 

 



Comparing the google/organic traffic we won’t see big changes in figures between data in spring and summer 
periods.   

 

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.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

10 

 



All pages traffic 
 

The most viewed pages: 

Date: 15 August 2020 - 14 September 2020 (1 month) 

 

Date: 15 June 2020 - 14 September 2020 (3 months) 
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Date: 15 March 2020 - 14 September (6 months) 

 

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. 

 

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). 

 

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/ 
●​ /paints-for-wood/ 
●​ /checkout/ 
●​ /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/ 
●​ /brochure/ 

Here we want to highlight the following webpage: 

●​ /index.php?dispatch=shop_by_color.view 
●​ /testers-special-charts/colour-matching-service/ 
●​ /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. 

 

 

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.  
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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.  

 

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. 

 

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.  
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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.  

 
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 

 

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

 

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

The next page that has 
a great number of 
drop-offs is /index.php  

The link to this page is 
hidden on the 
homepage bottom. 
There is 301 redirect 
from the index page to 
the homepage. 

 

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.  
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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.  
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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.  

Goal 3. The quote for the free colour 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%.  

 

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” -> 

 
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% . 

 

It’s better to check the results in a month and verify the Google prediction.  
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Goal 7. The purchase is made through pages: Choose by Colour and Checkout. 

The funnel: 

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

 
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. 

 
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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We have data for 4 days. From 20 September till 23 September. The conventional rate is 12,65% now.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

23 

 



 

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”.  
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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: 
 

1.​ Improve the website performance.  
2.​ 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.  
3.​ Set up traffic filters in Google Analytics.  
4.​ When you make new design features, check it on Apple and Samsung devices carefully. 
5.​ 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. 

6.​ Revise the meta tags on product pages.  
7.​ 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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