ANALYTICAL ASSESSMENT AND PERFORMANGE ENHANCEMENT IN

AN

3

9 DIGITAL MARKETING
&

¢



b Te b LY 2 A O G

N LT
. TASK 1 5
° DATA COLLECTION AND PREPARATION &
30 K
° 4
: C



o= 's@
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@ +  Pagesandscreens: Page pathandscreenclass @ ~ +  cusom 1Jan-siMar2024 -+ 5 Wl @ < ~
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i Total @ /Google+Redesign/Stationery @ /baskethtml @ /Google+Redesign/Apparel/Mens @ /Google+Redesign/New @ /Google+Redesign/Clearance

Q Ssearch... Rows per page: 10 v Go to: | <{ 1-100f1450 »

AN

& Page path and screen class + ¥ Views Active users Views Average Event count
per engagement All events  ~
active time per
9 Lol active user
4
505,173 109,175 4.63 1m 10s 1,994,446
Total
100% of total 100% of total Avg 0% Avg 0% 100% of total
1 /Google+Redesign/Stationery 63,937 (12.66%) 34,149 (31.28%) 1.87 4s 203,405 (10.2%)
‘ 2 /basket.html 31,276 (6.19%) 9,285 (8.5%) 3.37 39s 113,844 (5.71%)
3  /Google+Redesign/Apparel/Mens 22,269 (4.41%) 11,547 (10.58%) 1.93 49s 79,522 (3.99%)
4 /Google+Redesign/New 19,969 (3.95%) 10,885 (9.97%) 1.83 48s 71,618 (3.59%)
/] 5 /Google+Redesign/Clearance 15,730 (3.11%) 10,393 (9.52%) 1.51 23s 55,140 (2.76%)
A\l
\ |6 /store.html 15,211 (3.01%) 5,328 (4.88%) 2.85 56s 48,123 (2.41%)
7  /Google+Redesign/Apparel 13,397 (2.65%) 8,232 (7.54%) 1.63 43s 48,585 (2.44%)
/Google+Redesign/Android+Classic+Collectible 11,907 (2.36%) 7,717 (7.07%) 1.54 14s 46,293 (2.32%)

0 OO

9  /Google+Redesign/Lifestyle/Drinkware 11,702 (2.32%) 7,327 (6.71%) 1.60 32s 43,643 (2.19%)
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custom 1Jan-31Mar2024 ~ [ Bl @ < ~

— Page path and screen class ~ e Views Average EYent count Key evems Total
pet engagement page_view ~ add_to_cart ~ fevenue
< active time per
user active user
Total 4.63 1m 10s 505,173 24,003.00 $259,047.11
) Avg 0% Avg 0% 25.33% of total 14.8% of total 100% of total
4
1  /Google+Redesign/Stationery 1.87 4s 63,937 (12.66%) 0.00 (0%) $0.00 (0%)
2 /basket.html 3.37 39s 31,276 (6.19%) 693.00 (2.89%) $0.00 (0%)
3 /Google+Redesign/Apparel/Mens 1.93 49s 22,269 (4.41%) 0.00 (0%) $0.00 (0%)
‘ 4 /Google+Redesign/New 1.83 48s 19,969 (3.95%) 0.00 (0%) $0.00 (0%)
5 /Google+Redesign/Clearance 1.51 23s 15,730 (3.11%) 0.00 (0%) $0.00 (0%)
[l 6 /store.html 2.85 56s 15,211 (3.01%) 0.00 (0%) $0.00 (0%)
£
fi [7] 7 /Google+Redesign/Apparel 1.63 43s 13,397 (2.65%) 0.00 (0%) $0.00 (0%)
‘ [l 8 /Google+Redesign/Android+Classic+Collectible 1.54 14s 11,907 (2.36%) 2,349.00 (9.79%) $0.00 (0%)
[] 9 /Google+Redesign/Lifestyle/Drinkware 1.60 32s 11,702 (2.32%) 0.00 (0%) $0.00 (0%)
["] 10 /Google+Redesign/Lifestyle/Bags 1.46 20s 11,255 (2.23%) 0.00 (0%) $0.00 (0%)
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A : CREATING A FUNNEL FROM MAR 12024 T0O MAR 31ST DATA :

~ _

|E) Variables X 83 Settings X @ ruelewior.. ¥+ o cCaO-

EXPLORATION NAME: VISUALISATION Step 1 Step 2 Step 3 Step 4
Funnel First open/visit 100% = Session start 100%  Screen/Page view 100%  Purchase 0.886%

Standard funnel v
— — ——)

N
{ 20K
Custom .
T Mar - 31 Mar 2024 MAKE OPEN FUNNEL (@)
9.8K
) SEGMENTS + SEGMENT COMPARISONS
‘ i Us =+ Drop or select segment 0
Abandonment rate Abandonment rate Abandonment rate
T ; - W4 001% WMo 0% M 38K 99.1%
:: Direct traffic 2 STEPS 2
2t Paid traffic 2 it First open/visit Step Device category Active users (% Completion Abandonments Abandonment
of Step 1) rate rate
. o 35,620
it Mobile traffic 2, i Session start 1. First open/visit Total (100.0%) 99.9% 4 <0.1%
21,696
o " i 100.0%) 99.9% 3 <0.1%
3 3 oy :t Screen/Page view mobile (
it Tablet traffic 2 9 13,138
desktop (100.0%) 100.0% 0 0.0%
it Purchase
’ DIMENSIONS =L tablet 3,967 (100.0%) 100.0% 0 0.0%
/ o5
f.'i | it Eventname BREAKDOWN smart tv 7 (100.0%) 100.0% 0 0.0%
i i Device category 2. Session start Total 38,622 (99.9%) 100.0% 0 0.0%
it Gender
wishile 21693 (99.9%) 100.0° 0 0.0%
ROWS FER DIMENGIDN
| i Country
5 -
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VKX CREATING A FUNNEL FROM MAR 12024 TO MAR 31ST DATA

k Stages of the Funnel: Possible Reasons for Dropout: ﬁ

1.  First Open/Visit — Users land on the website (Total: 38,626). e Complicated checkout process.

ﬁ 2. Session Start — Users engage with the site (Completion Rate: 99.9%). e Lack of trust signals (reviews, [§
secure payment options).
@ 3. Screen/Page View — Users view product pages (Completion Rate: 100%). &
e High product prices or
4. Purchase — Users complete the transaction (Completion Rate: 0.886%). unexpected costs.

e  Major Drop-off (99.1%) occurs between Page View and Purchase.

7S
\ Users browse but don’t convert to buyers.

@A*@K\ﬁ?@ <N A Fes 2 S5

e Page load time or technical
Key Findings: s @
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VKX CREATING A FUNNEL FROM MAR 12024 TO MAR 31ST DATA

k Stages of the Funnel: Possible Reasons for Dropout: ﬁ

1.  First Open/Visit — Users land on the website (Total: 38,626). e Complicated checkout process.

ﬁ 2. Session Start — Users engage with the site (Completion Rate: 99.9%). e Lack of trust signals (reviews, [§
secure payment options).
@ 3. Screen/Page View — Users view product pages (Completion Rate: 100%). &
e High product prices or
4. Purchase — Users complete the transaction (Completion Rate: 0.886%). unexpected costs.

e  Major Drop-off (99.1%) occurs between Page View and Purchase.

7S
\ Users browse but don’t convert to buyers.

@A*@K\ﬁ?@ <N A Fes 2 S5

e Page load time or technical
Key Findings: s @
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ﬁXWAYSTU IMPROVE GOOGLE MERCHANDISE STORE'S METRICS @ % 4;6)/ ®@

x Increase User Engagement 3. Reduce Cart Abandonment C

e  Optimize landing pages with engaging visuals & offers. o SR ErISE EUE T T SR o Ees!
checkout.

ﬁl e Personalize recommendations & use exit-intent popups. e  Show transparent pricing & secure payment 1 &

_ _ _ options.

O e Improve site speed & mobile responsiveness.

o e Retarget abandoned carts with reminders &
discounts.

2. Enhance Product Page Experience {Z

° Loyalty programs & personalized email mark

¢

R

CAY G < <2 %\ A 3 s %

Al-powered recommendations & live chat support.

e  Subscription-based offers & exclusive deals.

30 e High-quality images, detailed descriptions, and user reviews. 4. Improve Customer Retention
e ;
[ ]

Clear CTAs to encourage deeper exploration.

Fast customer support & easy return policies. @



ez O=

A g AUDIENCE INSIGHTS (DEMOGRAPHICS & INTERESTS) IN GA4

- _

0+ User attributes overvie custom 1Jan-31Mar2024 - 5 NI <& A

Add comparison + Custom 1Jan - 31 Mar 2024 ~

Dm< ~

User attributes overview

174

------ Q@ ~ ACTIVE USERS IN LAST 30 MINUTES o -~

1 8 New York 46K Technology/Technop. 19K
ACTIVEUSERS — _—

; Ashbum 24K Media & Entertainme... 12K
United States 70K ACTIVE USERS PER MINUTE = —
—— Chicago 23K Media & Entertainme... 12K
India 9.6K - T e——

s I San Jose 22k Banking & Finance/A... 12K
| | Ll =
. K Los Angeles 22K Mediag 1Jan 2024-31 Mar 2024
@ = TOP COUNTRIES ACTIVE USERS =
) 2 N e Mountain View 2% Technol ACTIVE USERS
4 - United States 6 4 Media & Entertainment/TV Lovers 11,538
Japan 19K — = Atlanta 17K o mALe * FEMALE Lifestyle
= India 4 - 60.0% 40.0%
Taiwan 12€ -
. Kenya 2
Australia 1.2K E View cities > View genders > View interests >
= Vietnam 2
Japan 1
View countries > View real time > o
@ +  Userattributes overview custom 1Jan-3iMarzoza ~ 5 NI & A

Active users~ by Gender

Active users~ by Age A~ Active users~ by Language s

Spanish
35-44

Japanese
4554

Korean

b French

2,
CA¢ G

1 Jan 2024 - 31 Mar 2024

65+ Arabic

ACTIVE USERS
Media & Entertainment/TV Lovers 11,538

View age ranges > View languages >

N = @ NN fe
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,XXAUDIENGEINSIGHTS [DEMOGRAPHICS & INTERESTS) IN GA4 w ﬂ 2 &

: Custom 1Jan - 31 Mar 2024 DI @ < »~ ﬁ
Q search. Rows perpage: 10 { 1100f168 »

Country ~ + ¥ Active users New users Engaged Engagement Average Evel

Allev
time per

109,175 100,192 93,080 59.46% 0.85 1m 10s
100% of total 100% of total 100% of total Avg 0% Avg 0% Avg 0% i

Total

United States 0,065 (64.18%) 63,399 (63.28%) 59,105 (63.5%) 57.49% 084 mies  1,30737¢

<]

India 9,577 (8.77%) 8,935 (8.92%) 8,777 (9.43%) 72.25% . 44s 122,5¢

<]

Canada 7,013 (6.42%) 6375(6.36%) 4,852 (5.21%) 46.78% . 51s 101,1¢

<]

China 2,264 (2.07% 2,198 (2.19%) 896 (0.96%) 37.46% . 128°

<]

Japan 1,800 (1.74%) 1643(1.64%)  1925(2.07%) 66.06%
(not set) 1,397 (1.28%) 1,394 (1.3 793 (0.85%) 56.32%
Taiwan 1,246 (1.14%) 958 (0.96%) 1,258 (1.35%) 64.88% ! o+ Audiences @ -+ Custom 1Jan - 31 Mar 2024 Dm a < »~
Australia 1,233 (1.13% 1,148 (1.15%) 1,172 (1.26%) 69.19% . Q search.. Rowsperpage: 10 Gote: < T10ofa1 )
South Korea 1,156 (1.06%) 1025(1.02%) 1123 (1.21%) 61.23% . 8 Audience Session Viewsp Aver

name session session
Brazil 1,070 (0.9 974(0.97%)  1,031(1.11%) 68.83%

273,046 156,552 13m 40s $1,298,828.41 116,226
100% of total 100% of total v 100% of total 100% of total

Total

All Users 100,192 (36.69%) 156,552 (100%) . $259,047.11 (19.9 116,226 (100%)

Non-purchasers 100,192 (36.69%) 156,552 (100%) : $0.00(0%) 116,101 (99.89%)

Recently active

i 56977 (20.87%) 101,554 (64.87%) i $259,017.12 (19.9: 73,085 (62.88°

Engaged Users 14,262 (5.22%) 51,843 (33.12%) . $257,718.64 (19.84%) 26,029 (22.4%)

Users in San
Erancisco
Likely 7-day

1,206 (0.44%) 3,224 (2.06%) . $20,703.38 (1.59%) 1,953 (1.68%)

79 (0.03%) 19,461 (12.43%) ¢ $107,033.92 (8.2 20,734 (17.84%)

purchasers
Predicted 28-day
top spenders
5% o:::% 2 54(0.02%) 10691 (6.8 . $66,472.01 (5.1 28,697 (24.69
Added to cart & no
purchase

54 (0.02%) 10,691 (6.83%) & $66,472.01 (5.12%) 28,697 (24.69%)

28 (0.01%) 17,398 (11.11% . $0.00 (0%) 10,547 (9.07%)

Purchasers 2(<0.01%) 3,930 (2.51%) . $259,047.11 (19.94%) 2,486 (2.14°
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E-commerce purchases: tem name @ ~

Add filter +

Items viewed by Item name over time

07 14 21 28

04 n 18 25
Jan Feb

Custom 1Jan - 31 Mar 2024 ~

D

# Total @ Android Classic Collectible @ Chrome Dino Warm and Cozy Accessory Pack @ Super G Timbuk2 Recycled Backpack @ Goo

A B C
‘ Item Name Items Purchased Item Revenue ($)
Android Classic Collectible
Chrome Ding Warm and Cozy Accessory Pack
Super G Timbuk2 Recycled Backpack
Google Campus Bike
Google Sensory Support Event Kit
Hello Android Black Tee

Chrome Ding Collectible Figurines

Google Canyonlands Sweatshirt
Google RIPL Forest Green Bottle

For Everyone Google Tee

A0V ($)
15.4086956521739
11.4545454545455
108.823529411765
47.1884057971015

48.75
24.7333333333333
25.1392405063291
56.1857142857143

46.2
26.7885714285714

ﬁ
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Ad VISUALIZATIONS (CHARTS, GRAPHS) = 52

~ = Chrome Dino Warm and Cozy Accessory Pack

Android Classic Collectible
Revenue per Item (Jan 1 - Mar 31, 2024)

. 6000
s
o Super G Timbuk2 Recycled Backpack For Everyone Google Tee
3
c
9]
>
U
& 4000
) Google RIPL Forest Green Bottle
4
Google Campus Bike Google Canyonlands Sweatshirt
2000
Google Senso rt Event Ki . ) .
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Average Order Value (AOV) per Item

AN

=

&5
e

Android Classic Collectible
Google Campus Bike

Hello Android Black Tee
For Everyone Google Tee

Super G Timbuk2 Recycled Backpack
Google Sensory Support Event Kit
Chrome Dino Collectible Figurines

Google Canyonlands Sweatshirt
Google RIPL Forest Green Bottle

Chrome Dino Warm and Cozy Accessory Pack

Item Name

@4\{2 ) DN <2 @ 50 AN FT3 20 X
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C
& Key Sales Insights (Jan 1 — Mar 31, 2024) ﬁ
e Total Revenue: $258,405.93 | Total Sales: 24,462 | AOV: $10.57 [

e Top Revenue Item: Super G Timbuk2 Backpack ($9,250) despite only 85 purchases.
Oo e Best-Selling Items: Chrome Dino Accessory Pack & Android Classic Collectible (209 & 184 purchases).
° Cart Abandonment Issue: 264,064 items added to cart, but only 24,462 purchased (9.26% conversion).
30 e Optimization Opportunities:
o  Reduce cart abandonment with discounts & reminders. Q
s o Increase AOV through cross-selling.
\!

o Improve conversion rates for high-traffic, low-sales items. @
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}t{:TOP3BESTPERFURMINGPRODUCTS &) \> }Q @ % 6)/

‘ 1 Super G Timbuk2 Recycled Backpack 4,847 (3.4%) 447 (0.17%)

2 Google Vintage Wash Grey Pullover 1,251 (0.88%) 481 (0.18%)

3  Google Unisex Eco Tee Black 4 (<0.01%) 8 (<0.01%)

TOP 3 WORST PERFORMING PRODUCTS

11 Chrome Dino Hot Dino Summer Accessory Pack 1(<0.01%)
12 Chrome Dino Keyboard Sticker 2 (<0.01%)

13 Doogler Thanks Dawg Greeting Card 27 (0.02%)

85 (0.35%)
98 (0.4%)

213 (0.87%)

$9,250.00 (3.58%)
$5,975.40 (2.31%)

$5,236.00 (2.03%)

$0.00 (0%)
$0.00 (0%)

$0.00 (0%)
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}x: PRODUCTS THAT HAVE SHOWN CONSISTENT UNDERPERFORMANCE %ﬁéz 6)/ @®

: |11 ChromeDino Hot inoSummer Accesory P 1(<001%)

|12 ChromeDino KeyboardStcker 2001

|18 Doogler Thanks D Greetig Car 270024
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ng: PRODUCTS THAT HAVE SHOWN CONSISTENT UNDERPERFORMANCE &

% Consistently Underperforming Products

These products had zero revenue despite being viewed and added to the cart:

ﬁ
ﬁ 1.  Chrome Dino Game Over Cap 1 &
O 2. Chrome Dino Hit the Slopes Mug &

3. Chrome Dino Hot Dino Summer Accessory Pack

4. Chrome Dino Recycled Backpack

5. Doogler Noogler Greeting Card
/

6. Doogler Thanks Dawg Greeting Card
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ﬁ»i RECOMMENDATIONS T0 IMPROVE THE PERFORMANCE OF UNDERPERFORMING PRODUCTS. @@

Better Product Visibility:
% Vv Run Targeted Ads & Promotions:

e  Highlight these items in email campaigns & homepage promotions.
e Use social media ads to boost

e  Feature them in "New Arrivals" or "Trending Now" sections. AWareness. 1.&,, ,
O ° Offer "Buy One, Get One" or free
Vv Exclusive Discounts & Bundles: shipping for first-time buyers.

O

e  Offer limited-time discounts (e.g., 10-20% off).

Vv Improve Checkout & Conversion Rate: {Z
30 e Bundle slow-moving items with popular products.

e Reduce friction in the checkout process.

A v Improve Product Descriptions & Images: e  Offer "Limited Stock" or "Only X Left"
% e  Enhance visuals with lifestyle photos.

CAC B < <2 =" &\ A S »

{Xo Add compelling descriptions and unique selling points.



THANK YOU!



