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Acquisition

You should be able to see which sources
are driving traffic and conversions.
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Acquisition Terminology

e Acquisition: general term; how visitors are arriving

e Medium: method of travel, advertising or marketing medium (organic, referral,
email, social, paid search)

e Source: identifies the advertiser, site, publication, etc. (twitter, facebook,
forbes.com)

e Referral: click-through from a website that GA does not recognize as a search
engine (and does not have campaign parameters)

e Campaign: traffic generated from specific marketing/promotion

e Channel: user-friendly acquisition labeling based on medium and source (Social)
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Channels

Primary Dimension: Default Channel Grouping  Source / Medium  Source  Medium  Other =

Secondary dimension ¥ | Sort Type: = Default ¥

Acquisition Behavior

Default Channel Grouping Pages /

Bounce Rate Session

Avg. Session

Users ¥ New Users Sessions Duration

3,701,097 3,223,507 5,432,781 56.67% 2.83 00:03:06

% of Total: 100.00% % of Total: 100.00% % of Total: 100.00% | Avg for View: Avg for Avg for View:

(3,701,097) (3,223,507) (5,432,781) 56.67% | View: 2.83 00:03:06

(0.00%) (0.00%) (0.00%)

O 1. Organic Search 2,412,449 (62.59%) 2,004,257 (62.18%) 3,489,136 (64.22%) 58.54% 2.62 00:03:00
O 2. Direct 974,966 (25.30%) 884,232 (27.43%) | 1,251,372 (23.03%) 53.32% 8.27 00:03:15
O 3. Referral 415,295 (10.77%) 290,049 (9.00%) 631,607 (11.63%) 51.57% 347 00:03:34
O 4. Social 47,586 (1.23%) 42,242 (1.31%) 54,949 (1.01%) 72.94% 1.74 00:01:14
(J 5. Email 3,823 (0.10%) 2,601 (0.08%) 5456 (0.10%) 56.74% 2.63 00:02:35
O 6. (Other) 161 (0.00%) 118 (0.00%) 236 (0.00%) 69.07% 2.03 00:01:36
[J | 7. PaidSearch 13 (0.00%) 8 (0.00%) 25 (0.00%) 36.00% 3.44 00:03:54
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Default is too General

[ 3 = | RN Direct, Referral
Banner..........ccccceeeviinninnnnnnnnnnnnnes Referral
Remarketing/Retargeting........ Referral
Pay-per-Click.....cccccoeeveviicnnnnnnnes Organic
Twitter/Facebook App.....cccceeet Direct

Your Own App to Website......... Direct
Affiliate.......cccovvueeriiiiiiiinnnnnnnnnn. Referral

[ D 1 Direct

Press Release..................uuuue....e. Referral
SMS...tenneeeeeeeeere s Direct

Push Notifications...................... Direct

Promo URL Redirect................... Direct 65 CARDINALPATH
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Default Channel Definitions

Channel Description

Direct Source exactly matches direct AND
Medium exactly matches (not set)
OR

Medium exactly matches (none)

Organic Search Medium exactly matches organic

Social Social Source Referral exactly matches Yes
OR
Medium matches regex *(sociallsocial-network|social-medialsm|social network|social
media)$
Email Medium exactly matches email
Affiliates Medium exactly matches affiliate
Referral Medium exactly matches referral
Paid Search Medium matches regex *(cpclppclpaidsearch)$
AND

Ad Distribution Network does not exactly match Content

Other Medium matches regex A(cpvicpalcpp|content-text)$
Advertising
Display Medium matches regex *(display|cpm|banner)$
23 Distribution Network exactly matches Content
(other) Appears in reports when sessions don't match any channel description. 65 CARDINALPATH
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Campaign Parameters / Tags

Campaign parameters provide the following benefits:

Channels Report more accurate.
Source/Medium Report more accurate.
All Campaigns Report populated.

Use URL builder or Excel spreadsheet (recommended)

For Google Ads (AdWords), use Auto-tagging instead of manual campaign
parameters.

Take advantage of automated email campaign tagging.

No Admin Setup - just add campaign parameters / “tags” to your URLs.
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Campaign Tagging Parameters

Medium: The advertising or marketing medium, Largest “bucket”, for example: cpc,
banner, email, newsletter, social

Source: identifies the advertiser, site, publication, etc. that is sending traffic to your
property, for example google, newsletter4, billboard, forbes.com

Campaign: The individual campaign name, slogan, promo code, etc.

ﬁt CARDINALPATH
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Optional Parameters

Term: |dentifies paid search keywords. If you're manually tagging paid keyword
campaigns, you should also use utm_term to specify the keyword.

Content: used to differentiate similar content, or links within the same ad (version,
color, size, call-to-action)
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How to track Acquisition



Google - Campaign URL Builder

* Website URL

* Campaign Source

Campaign Medium

Campaign Name

Campaign Term

Campaign Content

https://www.epa.gov/

The full website URL (e.g. https://www.example.com )

epatlist

The referrer: (e.g. google , newsletter )

email

Marketing medium: (e.g. cpc , banner , email )

best+campaign+2019

Product, promo code, or slogan (e.g. spring_sale )

Identify the paid keywords

version2

Use to differentiate ads

Share the generated campaign URL

Use this URL in any promotional channels you want to be associated with this custom campaign

https://www.epa.gov/?
utm_source=epa%2Blist&utm_medium=email&utm_campaign=best%2Bcampaign%2B20198&utm_co

ntent=version2
&

(") Set the campaign parameters in the fragment portion of the URL (not recommended).

1 Copy URL ® Convert URL to Short Link (authorization required)

14
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UTM Excel Spreadsheet

Campaign Campaign
URL

Campaign Medium Campaign Source Campaign Name Content Term Destination URL
https://www.epa.gov/ social facebook Sample+campaign
https://www.epa.gov/research/role-science-epa

email mailchimp my+campaign+name
https://www.epa.gov/laws-regulations/summary-clean-water-act pdf

newsletter my+product

https://www.epa.gov/laws-regulations/summary-clean-water-act?utm_medium=pdf&ui
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UTM Structure Example: Facebook

https://www.epa.govi

utm_source=facebook

utm_medium=social:

utm_campaign=epamarketingQ1&

utm_content=version2

Landing Page = www.e

pa.gov

Source = facebook

Medium = social

‘Campaign = epamarke

tingQ1 |

Term = (n/a)

Content = version2

16
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Auto Tagging



Auto Tagging Source/Medium

Campaign Manager: dfa/cpm

D i S p I ay & Vi d eo 360: d b m/c p m e Tracking template Using tracking template

Ad groups Yes
sea rch Ads 360' googl e/cpc it ent Content exclusions Show ads on all content
. s & extensions
Landing pages

mmmmmm

Dynamic ad

Audiences

Demographics

eeeeeeeeee

oooooooo
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Do NOT use on Internal Links

NEVER use utm_source, utm_medium, utm_campaign, utm_term, or utm_content on
internal links (internal page to internal page)

Safe alternatives to internal campaign parameters: Page Navigation Report or Events

(PDF downloads)

O 0O 0O 0 OO @O OO D

10.

¥ Unique Events

Event Category Total Events
1,659,516
% of Total: 100.00% (1,659,516)
. download 1,079,826 (65.07%)
external 385,385 (23.22%)
climate change pages - special events 54,639 (3.29%)
web-service 44,489 (2.68%)
crossdomain 37,363 (2.25%)
panelizer 20,069 (1.21%)
enviroatlas 12,414 (0.75%)
email 10,257 (0.62%)
share 7,697 (0.46%)
banner 2,484 (0.15%)

1,458,602

% of Total: 100.00% (1,458,602)

956,994 (65.61%)

340,968 (23.38%)

41,197
38,288
34,157
16,539
8,957
8,324
6,613

2,371

(2.82%)

(2.62%)

(2.34%)

(1.13%)

(0.61%)

(0.57%)

(0.45%)

(0.16%)
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Best Practices

e Standardized naming conventions of all campaigns
o Month over month reporting will be easier and more accurate

o Create a matrix with your organizational tagging rules and ensure that
anyone responsible for tagging sticks to that

e Use lowercase for all tags — GA Channel Definitions are case sensitive
e Don't tag outbound links to other websites - it's not nice

e Create/Modify a Channel Grouping for any source/medium not in Default
Channel Grouping

e If using link shorteners, apply UTMs first and then shorten
e Don't add tags to Vanity URLs - it will redirect and disappear
e Align naming across auto-tagged Campaigns and all tagged links

o1 e Good processes and discipline 6/ CARDINALTA®
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Acquisition Reports

M Home

=! Customization

REPORTS

@ Real-Time

2. Audience

Users ¥ VS. Selecta metric

® Users

300,000

200,000"

100,000

Day Week Month d

}0 Acquisition

Overview

a4 All Traffic
Channels
Treemaps
Source/Medium

Referrals

v Google Ads
v Search Console

v Social

ﬁ;% Analysis *™

Q Discover

£ Admin

Feb 12 Feb 14 Feb 16 Feb 18 Feb 20 Feb 22 Feb 24
Primary Dimension: Default Channel Grouping ~ Source / Medium ~ Source ~ Medium  Other ~
Secondary dimension ¥ | Sort Type: = Default ¥
Acquisition
Default Channel Grouping
Users ¥ New Users Sessions
3,701,097 3,223,507 5,432,781
% of Total: 100.00% % of Total: 100.00% % of Total: 100.00%
(3,701,097) (3,223,507) (5432,781)
(=] 1. Organic Search 2,412,449 (62.59%) 2,004,257 (62.18%) 3,489,136 (64.22%)
(=] 2. Direct 974,966 (25.30%) 884,232 (27.43%) | 1,251,372 (23.03%)
(=] 3. Referral 415,295 (10.77%) 290,049 (9.00%) 631,607 (11.63%)
(®] 4. Social 47,586 (1.23%) 42,242 (1.31%) 54,949 (1.01%)
(=] 5. Email 3,823 (0.10%) 2,601 (0.08%) 5456 (0.10%)
(] 6. (Other) 161 (0.00%) 118  (0.00%) 236 (0.00%)
(J 7. Paid Search 13 (0.00%) 8 (0.00%) 25 (0.00%)

[ e e [B]0 T %

Feb 26 Feb 28
Behavior
Bounce Rate s:f.ﬂ:'/‘
56.67% 2.83
Mo | view 353
(0.00%) (0.00%)
58.54% 2.62
53.32% 3.27
51.57% 317
72.94% 1.74
56.74% 263
69.07% 2.03
36.00% 3.44

Mar 2

Avg. Session
Duration

00:03:06

Avg for View:
00:03:06
(0.00%)

00:03:00
00:03:15
00:03:34
00:01:14
00:02:35
00:01:36

00:03:54

Mar 4

Mar 6 Mar 8

Mar 10

Conversions  Goal 3: Destination Test ~

Test
Test Test
(Goal 3 Conversion c org:?:tllgns) (Goal 3 Value)
Rate)
0.00% $0.00
Avg for View: % of Total: 0.00% % of Total:
0.00% (0.00%) O] 0.00% ($0.00)
0.00% 0 (0.00%) | $0.00 (0.00%)
0.00% 0 (0.00%) | $0.00 (0.00%)
0.00% 0 (0.00%) | $0.00 (0.00%)
0.00% 0 (0.00%) | $0.00 (0.00%)
0.00% 0 (0.00%) | $0.00 (0.00%)
0.00% 0 (0.00%)  $0.00 (0.00%)
0.00% 0 (0.00%) | $0.00 (0.00%)
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aign Parameters/Tags

Primary Dimensi¢n: Campaign Sfurce Medium Source / Medium  Other ~

Secondary dimension ~ | Sort Type: | Default ~ Q, | advanced [ @N (-] ‘ e ‘ <
> Acquisition
Acquisition Behavior Conversions eCommerce «
Overview camealgn? % New Pages / Ecommerce
Sessions » &  Sessions New Users ~ BounceRate  session AV ¢ < Revenue
A ? S Duration * all; ?
v All Traffic 0 0 9 4
1,272,993 36.72% 467,382 42.81% 4.93 00:03:48 1.12% 14,251 $681,06°
% of Total: 52.86% | Avg for View: | % of Total: 39.24% | Avg for View: Avg for Avg for View: Avg for % of Total: % of Total: 5
(2,408,231) 49.46% (1,191,071) 38.13% View: 00:03:56 View: 55.90% (25,492) ($1,201.5
v Google Ads (-25.77%) (12.27%) 5.14 (-3.34%) 1.06%
(-4.12%) (5.76%)
v Search Console (] 1. Campaign #1 247,038 (19.41%) 49.60% @ 122,541 (26.22%) 25.25% 6.89 00:05:19 1.48% = 3,660 (2568%) $170,434.07 (2:
) | 2. 20150427_scarvesbogolaunch_us 48,210 (3.79%) 33.41% 16,109 (3.45%) 63.85% 3.36 00:02:22 0.60% 290 (2.03%) | $13,102.16 (
v i =
Social (W} 3. 20150410_freeshippingeventlaunch_us | 47,146 (3.70%) 33.02% 15,569 (3.33%) 37.97% 578 00:04:50 1.78% 837 (587%)  $23,810.44
A Campaigns 8| 4 cc 42,906 (3.37%) 58.12% @ 24,935 (5.34%) 19.34% 7.63 00:06:04 1.92% 823 (5.78%) | $41,241.47
(] 5. free shipping over 50 38,411 (3.02%) 28.22% 10,838 (2.32%) 30.24% 8.89 00:06:54 9.94% 3,819 (26.80%) = $198,134.30 (2!
All Campaigns
O 6 20150400 mwwpss=smslauncn_us | 37,836 (2.97%) 2829% 10,705 (229%) 49.50% 3.80 00:02:57 033% 125 (08s%)  $6,357.30 (
Paid Keywords 0 7. 20150424 _ccessentialslaunch_us 37,238 (2.93%) 3063% 11,406 (244%) 56.19% 328 00:02:28 0.24% 89 (062%)  $5100.88 (
Organic Keywords ) 8 20150501 twofortenearrings_us 32,684 (2.57%) 2003% 9489 (2.03%) 54.97% 413 00:03:32 007% 316 (222%) $14,03337 (
0 9 20150411_mothersdaygiftquide_us 26,127 (2.05%) 2002% 7,583 (1.62%) 44.67% 5.06 00:03:51 113% | 204 (206%)  $10,312.12 (
Cost Analysis )
0 10. 20150413 freeshiplastday_us 25211 (1.98%) 3220% 8119 (174%) 41.80% 5.04 00:04:02 1.64% (2.90%) | $14,496.46 (

Qb CARDINALPATH
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Campaign Parameters/Tags

Primary Dimension: Campaijn Sourtg Megium  Source / Medium  Other ~

Secondary dimension ¥ @ Sort Type: Default Q, | advanced ﬁ E‘ =_‘
Acquisition Behavior Conversions eCommerce
sowme Lt % New Bounce Rate  Fages/  pyg i Ecommerce
I E New Users - s“f"’“ Ditien (s IRate i B Revenue

1,272,993 36.72% 467,382 42.81% 4.93 00:03:48 1.12% 14,251 $681,063.8!
% of Total: 52.86% | Avg for View: | % of Total: 39.24% | Avg for View: Avg for Avg for View: Avg for % of Total % of Total: 56.68'
(2,408,231) 49.46% (1,191,071) 38.13% View: 00:03:56 View: 55.90% (25,492) ($1,201,528.5:

(-25.77%) (12.27%) 5.14 (-3.34%) 1.06%

(-4.12%) (5.76%)
(] 1. cheetah 625,017 (49.10%) 32.24% | 201,518 (43.12%) 52.16% 3.80 00:02:52 0.45% 2,839 (19.92%) $145,676.59 (21.39¢
[ 2. cheetahmail 292,663 (22.99%) 32.07% | 93,854 (20.08%) 42.61% 4.78 00:03:46 0.98% & 2,866 (20.11%) | $114,423.30 (16.80°
(] 3. google 247,143 (19.41%) 49.60% @ 122,589 (26.23%) 25.25% 6.89 00:05:19 1.48% 3,662 (25.70%) = $170,499.43 (25.03¢
O | 4. bing 47,643 (3.74%) 58.36% | 27,803 (5.95%) 20.15% 7.54 00:06:02 1.93% 920 (6.46%) | $45,803.31 (6.73¢
O 5. base offer 38,411 (3.02%) 28.22% @ 10,838 (2.32%) 30.24% 8.89 00:06:54 9.94% 3,819 (26.80%) | $198,134.30 (29.09¢
[ 6. facebook.com 10,971 (0.86%) 58.89% 6,461 (1.38%) 49.59% 4.1 00:03:06 0.33% 36 (0.25%) $1,809.24 (0.27¢
0 | 7. instagram 3,410 (0.27%) 29.77% 1,015 (0.22%) 54.78% 4.18 00:03:46 0.38% 13 (0.09%) $411.72 (0.06¢
(] 8. adroll 2,443 (0.19%) 29.39% 718 (0.15%) 35.86% 6.47 00:05:06 1.88% 46 (0.32%) $2,323.47 (0.34°
9. pinterest 1,826 (0.14%) 53.89% 984 (0.21%) 59.15% 3.84 00:02:55 0.55% 10 (0.07%) $443.66 (0.07°
10. SpruceMail 1,203 (0.09%) 49.29% 593 (0.13%) 38.74% 6.17 00:05:39 2.16% 26 (0.18%) $1,021.37 (0.15¢
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Campaign Parameters

Primary Dimensiok Campaign Soufce Medium Sgurce / Medium  Other ~

Secondary dimension ~ | Sort Type: | Default ~ Q,  advanced @ [ -] ‘ = ‘ T ‘
Acquisition Behavior Conversions eCommerce +
oA % New Bounce Rate ;age_sl Avg. Ecommerce
2 ¥ : New Users ~ A sf'°" Difation (7 .Rate L - Revenue

1,272,993 36.72% 467,382 42.81% 4.93 00:03:48 1.12% 14,251 $681,063.8
% of Total: 52.86% | Avg for View: | % of Total: 39.24% | Avg for View: Avg for Avg for View: Avg for % of Total: % of Total: 56.6¢
(2.408,231) 49.46% (1.191,071) 38.13% View: 00:03:56 View. 55.90% (25,492) ($1.201,528.2

(-25.77%) (12.27%) (7“5501/3 (-3.34%) (517%(5’;4;
(W] 1. email 917,680 (72.09%) 32.19% | 295,370 (63.20%) 49.11% 4.1 00:03:09 0.62% = 5,705 (40.03%) = $260,099.89 (38.19
O 2 cpe 294,786 (23.16%) 51.02% | 150,392 (32.18%) 24.43% 7.00 00:05:26 155% 4,582 (32.15%)  $216,302.74 (3176
0 3 affiliate 38,411 (3.02%) 28.22% @ 10,838 (2.32%) 30.24% 8.89 00:06:54 994% 3,819 (26.80%) $198,134.30 (29.09
) 4 sociaimedia 16,386 (1.29%) 51.58% 8,452 (1.81%) 51.51% 4.16 00:03:30 0.37% 61 (0.43%) $2,766.29 (0.41
J 5. retargeting 2,443 (0.19%) 29.39% 718 (0.15%) 35.86% 6.47 00:05:06 1.88% 46 (0.32%) $2,323.47 (0.34
[®] 6. social media 2,033 (0.16%) 49.04% 997 (0.21%) 37.92% 5.29 00:03:51 0.54% 11 (0.08%) $352.12 (0.05
[ 7. Facebook 1,203 (0.09%) 49.29% 593 (0.13%) 38.74% 6.17 00:05:39 2.16% 26 (0.18%) $1,021.37 (0.15
O | 8 social 23 (0.00%) 26.09% 6 (0.00%) 26.09% 12.87 00:27:28 0.00% 0 (0.00%) $0.00 (0.00
0 9. referral 12 (0.00%) 100.00% 12 (0.00%) 66.67% 0.67 00:00:00 0.00% 0 (0.00%) $0.00 (0.00
£ 1 10. (notset) 3 (0.00%) 66.67% 2 (0.00%) 66.67% 1.67 00:00:33 0.00% 0 (0.00%) $0.00 (0.00
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Thank You

Contact information:

Thad Baker
Senior Consultant - Implementation
thad.baker@cardinalpath.com
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