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GOOGLE ANALYTICS NEDIR?

* Sitenize gelen ziyaretgilerin sitedeki etkilesimlerinden bir seyler 6grenerek ¢ikarimlar yapabilmenizi saglayacak verileri
toplayarak size sunan bir aractir.

« Ornek olarak hangi sayfalarin ziyaret edildigi, ne kadar kalindigi, hangi cihazlarin ve tarayicilarin kullanildigi, sitede hangi
yollari izlendigi, hangi hedeflerin gerceklestirildigini, hatta hangi trlnlerin alinip ne kadar ciro toplandigi gibi temel bilgileri
sunabilir.

* Google Analytics'i ilgili sitenin is hedeflerini g6z 6niinde bulundurarak distinmek gerekir. Bunlari genel olarak 5 kategoriye
ayirabiliriz.

= Eticaret: Uriin veya hizmet satmak.

= Lead toplama: Potansiyel musteri bilgisi toplamak.

= |cerik yayini: Tekrarli ziyaretleri ve site ici etkilesimi arttirmak.

= Online bilgilendirme: Ziyaretcilerin aradiklari bilgiye ulasabilmelerini saglamak.

= Branding: Marka farkindalig| ve sadakati yaratmak.




NASIL CALISIR ?

Olusabilecek veri anomalilerini anlayabilmek ve ¢c6ziim bulabilmek icin Google

Analytics’in calisma mantigini bilmek énemlidir.

Analytics Library

<script src="http:/ /www.google -analytics.com/urchin js" type="text/javascript™>
</script>

<script type="text/javascript”>

_uacct = "UA-16633-37;
urchinTracker();
</script>

<script>
(function(i,s,0,g.r.a,m)}{i[ GoogleAnalyticsObject]=r;i[r]=i[r]|ifunction(}{
(ilr-q=i[r]-qli[]).push(arguments)},i[r].I=1"new Date();a=s createElement(o)
m=s_getElementsByTagName(0)[0];a.async=1;a.src=g.m.parentNode. insertBefore(a,m)
}window,document,'script’ 'https://www.google-analytics_com/analytics.js’,'ga’).

ga('create’, ‘UA- i, ‘auto’)
ga('send’, ‘pageview).

</script>

<1~ Global site tag (gtag.js) - Google Analytics >
<script async src="https://www.googletagmanager.com/gtag/js?id=UA-50453599-18"></script>
<script>

window.dataLayer = window.dataLayer || []

function gtag(H{dataLayer.push(arguments);}

gtag(js’, new Date());

gtag(confic  NEG—_—

</script>




GOOGLE ANALYTICS NEDIR?

Company Account
g Google account users

Website 1usz41z3s72:2)

© All Web Site Data

Website 2 (UA-45196081-1)
® 00. domain2.com | Unfiltered View
® o1 domain2.com | Main View
® 02 domain2 .com | Test View

Website 8-24153372-1 Properties

®

6 &6 & & © ©

00a. All Subdomains | domain3.com | Unfiltered

00b. All Subdomains | domain3.com | Test View

01. All Subdomains | domain3.com | Main View - Full URL Views
<

-

(Personal user, sales)

Qo O

(Marketing) [Marketing)

liz@gmail com jimagmail.com sue@gmail.com

Analytics accounts Liz's Personal Account
Account ID; 18988

example.com 123.gmaodules.com

example blogspot.com

Liz's Team Account
Account ID: 10876

@@

googleanalytics.com

02. Website 3 Ana Site | www.domain3 .com | Main View

03. Website 3 Blog | blog.domain3.com | Main View N

04. website 3 Etkinlikler | etkinlik.domain3 com | Main View

05. website 3 English | www.domain3 .com/en | Main View



Kurulus/Hesap/miilk/goriiniim yonetimi

Google Merchandise Store (Website)
Organization 1
View View Y

Google Merchandise Store (Mobile)

View View

Google Merchandise Store (Website + Mobile)

View View View

* Her bir veri kimesini analiz edebilmek icin web sitelerinden ve mobil uygulamalarindan gelen verileri ayri mulklerde,tek bir hesap
altinda gorebilirsiniz.
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HESAP OLUSTURMA

New Account

What would you like to track?

Website Mobile app H esa p Ad |

Setting up your account

Account Name
Accounts can contain more than one tracking I1D.

My New Account Name

Site Adi (Miilk)

Setting up your property

Website Name

Websitesi URLi

My Mew Website

Website URL
We bSItESI Se kto r-u hitp:f ~ | Example: http://www.mywebsite.com
Industry Category

Select One ~

Reporting Time Zone

United States (GMT-07:00) Pacific Time

Zaman Dilimi

Data Sharing Settings >

Data you collect, process, and store using Google Analytics ("Google Analytics data”) is secl
rare exceptions for legal reasons as described in our privacy policy.

The data sharing options give you more control over sharing your Google Analytics data. Leq

| Google products & services RECOMMENDED

Chars Cooale Analtice dats with Conalo o heln iponrous Conola's prodycte and copion:




IZLEME KODU

* Veri toplamaya baslamak icin hesap olusturma stirecinden sonra GA’in bize verdigi kodun siteye yerlestirilmesi gerekiyor.

 Avyarlar > Yénetici > Miilk > izleme Bilgisi > izleme Kodu

Tracking ID Status
UA- Receiving traffic in past 48 hours.

59 active users right now. See details in real-time traffic reports.

Send test traffic

Website Tracking

Global Site Tag (gtag.js)

This is the Global Site Tag (gtag.js) tracking code for this property. Copy and paste this code as the first item in
Tag on your page, simply add the eenfig line from the snippet below to your existing Global Site Tag.

<!- Global site tag (gtag.js) - Google Analytics —
<script asyne sre="https//www.googletagmanager.com/gtag/)s?id=UA- "»z/gCript>
<script=

window.dataLayer = window.dataLayer || [];

function gtag(}{dataLayerpush(arguments);}

gtag(’js’, new Date());

gtag(config’, 'Uk- B
</script=




GORUNUM OLUSTURMA

Yeni bir GA hesabi/mulki olusturduktan sonraki 6nemli adimlardan biri mutlaka
filtrelenmemis/kisitlanmamis bir gorinim olusturmaktir. —
Goals
Avarlar > Yonetici > (ilgili Miilkteki) Gériinim > «Goriiniim Olustur» A content rouping
Y Filters
E Channel Settings
[Best Practice] Bir milkin altinda en az Ug adet gériinim olusturulmasi tavsiye edilir: e s
Dd  calculated Metrics seTa
« Master View: Ana goriinim Lo
* Unfiltered View: Hicbir filtre ve ayar degisikligi uygulanmamis yedek gériinim [ Annotations
* Test View: Master View’a filtre uygulanirken veya yeni goriinimler olusturulurken yapilacak o edae
degisikliklerin 6nce test edilmesi gerekir. Goriinimlere uygulanan filtreler gegmise doniik degildir Gustom Channel Grouping 27
ve etkileri kalicidir. Yani hatali bir filtrelemeden sonra filtre silinse bile filtre uygulanan veri ¥ Custom Alerts
kurtarllamaz. H Scheduled Emails

O saved Reports




GORUNUM FILTRELERI

Sitenin GA hesabina eklenmesi gereken filtreler sitenin ihtiyaglarina ve yapisina gére degisebilir. Edit Filter

Filter Information

Filter Name

Ornek filtreler:

* [P adresini haric tutma

domain3.com Ofis Statik IP Adresi

» URL/kampanya/arama-terimi kiiciik harfe déniistirme Filter Type

e . e Predefined Custom
* Subdomainigin ayri gériinim olusturma

’e .
° «Sayfa» bOVUtunda hOStname | de gOSterme Exclude « traffic from the IP addresses that are equalto «
* vb..
IP address
Assign Filter Order Search 195.155.97.70
Rank 4 | Filter Name Filter Type
1 RND Exclude Exclude remove

Filter Verification

2 Combine Instagram Referrals Search and Replace remove
Analytics cannot provide a preview for this filter: previews for advanced filt
3 Combine Facebook Referrals Search and Replace remove
4 Exclude testchakra.iyimarkalar.com Exclude remove
5 Exclude groupmtest Exclude remove = Cancel
[ Exclude GroupM Office IPs Exclude remove
7 Medium as Lowecase Lowercase remove

a2 Source to Lowercase Lowercase remove




YETKI SINIRLANDIRMALARI

Kullanicilari Yonetme (Manage Users) :Hesap kullanicilarini yonetebilir (kullanicilari
ekleme/silme, herhangi bir izin atama). Diizenleme veya Ortak Calisma'yi icermez. Bu
izne sahip oldugu her tirlt hesap, milk veya gorinum icin kendisi dahil herhangi bir
kullaniciya tim izinleri verebilir.

Diizenleme (Edit): Gortnumler, filtreler, hedefler vb. olusturabilir ve diizenleyebilir.
Kullanicilari ydonetemez.Yonetim ve raporlarla ilgili islevleri yerine getirebilir (6r.
hesaplari, milkleri, gorinlimleri, filtreleri, hedefleri vb. ekleme/diizenleme/silme,
ancak kullanicilari yonetme harig).

Ortak Calisma (Collaborate): Dashboard’lar ve ek agiklamalar gibi paylasilan varliklar
olusturabilir ve diizenleyebilir. (lliskilendirme modelleri,kanal gruplamalari,donlisim
segmentleri,6zel raporlar,segmentler,vb.)

Okuma & Analiz (Read & Analyse): Rapor ve yapilandirma verilerini gorebilir,
raporlardaki verilerle oynayabilir (or. tablo filtreleme, ikincil boyut ekleme, segment
olusturma).

Can add users, delete users and change user permissions. Learn more

X Add permissions
Email addresses
Notify new users by email
Permissions
Edit
[m]
Can create and edit views, filters, goals, etc. Cannot manage users. Learn more
Collaborate
Can create and edit shared assets, like dashboards or annotations. Learn more
Read & Analyse
Can view report and configuration data. Learn more
Manage Users
[m]




CHROME UZANTILARI

Tag Assistant (by Google) Facebook Pixel Helper

Sunan: Google m (I) Sunan: Facebook oyl
a

Tag Assistant helps to troubleshoot installation of various Google tags including C The Facebook Pixel Helper is a troubleshooting tool that helps you validate your ¢

Tag Assistant by Google

% % & % & 1123 Gelistirici Araglan % % % % / 1.000 Gelistirici Araglari

&, Google Analytics Debugger V

Offered by: Google Analytics

dataslayer

Sunan: bearcla.ws m

e [ ]
J ke ok 600 | Developer Tools | 2 334,996 users Debug and test tag management (Google Tag Manager, DTM, Tealium) and analy

( By Google

% % % k65 Gelistirici Araglan




ARAYUZ

) Company Account > Website 2 1 .
N | Analytlcs 360 website2.com Master... E3 ~ Q, search for reports, insights or help * 0o 0 HI )
" " - =
- Audience Overview @ [ B save (b, EXPORT  « SHARE ] 1 A/B-Test Calculater @ msichts XK Analytics Intelligence %

All Users [ Nov 1, 2018 - Nov 7, 2018 -]

100.00% Users

Customization + Add Segment Insights Saved Read

HEFORTS o Within Medium cpec, Campaign
: e smart display campaign is
@ Real-Time performing poorly

Users ¥ |VS. Selecta metric Hourly = Day Week Month Jct1-31.2018
s :
a Audience
® Users o Some of your top landing pages
Qverview 120 000 perform worse on ecommerce
conversion rate this week
Active Users t8- 14, 2018 vs. Oct 1 - 7. 2018
Lifetime Value ™™ 30,000
I u Know what users are interested in
Cohort Analysis purchasing right now
) MEW Oct1- 31,2018 vs._ S -30.2
Audiences Nov 2 Nov 3 Nov 4 Nov5 Nov 6 Nov 7
-
User Explorer S i i
- _ . ome paid-search landing pages
. M New Visitor B Returning Visitor u perform poorly on ecommerce
v Demographics Users New Users Sessions Number of Sessions per User conversion rate

¥ Interests 335,21 1 257,81 5 445,1 34 1.33

v Geo u Heads up: Room to improve
loading speed of a top landing
v Behavior Pageviews Pages / Session Avg. Session Duration Bounce Rate page
- - 0, 2
e 1,327,528 2.98 00:01:27 35.20% =5
/‘E‘___—A
» Mobile More Insights
v Cross Device ™™
INSIGHTS ON DEMAND
Demographics Language Users % Users
AT Language ' 1. tretr 248620 [N 74.00% [cO0 Basic Performance v
Country 2. tr 62790 [ 18.69%
O Discove .
< City 3. enus 12,650 | 376% XA Where You Get Your Users From v
£ Admin System 4 2095 | 0.62%
Browser 5. en-gh 2004 | 0.60% A7 Understanding Trends v

< Operating System b_ar 1530 | 046%




TERIMLER

iliskilendirme: Attribution Hedeflere giden yollardaki adimlara deger atama islemi

iliskilendirme Modeli: Attribution Model Deger atama isleminin nasil ve neye gore ayarlandig

Donusim: Conversion Isletmenin basarisi icin énemli olan bir aktivite. Satis, form doldurma, video izleme vb.

Boyut: Dimension Verinin tanimlayici bir 6zelligi. Tarayicl, sehir, trafik kaynagi vb.

Etkinlik: Event Site icerigiyle olan kullanici etkilesimlerini tanimlayan bir tir «hit». Dosya indirme, reklam tiklama vb
Hedef: Goal Is hedeflerini ne kadar gerceklestirebildigimizi gdsteren sitede gerceklesen dnemli aksiyonlar

isabet: Hit GA’e veri gonderilmesiyle sonuglanan her etkilesim. Sayfa ylklemesi, event gerceklesmesi vb
Metrik: Metric Nicel deger veren veriler. Toplam ya da oran olarak olabilir. Ort. Oturum Siresi, Sayfa Gorlntileme vb
Sayfa Goriintleme: Pageview Websitesindeki sayfalarin yiklenmesi/yenilenmesi islemleri.

Segment: Segment Benzer 6zellikler tasiyan oturum veya ziyaretgilerden olusan alt gruplar.

Oturum: Session Kullanicinin sitede aktif oldugu zaman dilimi. 30 dakikalik eylemsizlikten sonra biter.*

Kaynak: Source Trafigin kaynagidir. Ornegin «google», «facebook.com» gibi

Araci (Arag): Medium Trafik kaynaginin kategorisidir. Ornegin reklam trafigi icin «cpc», organik trafik icin «organic» gibi.

[
() b education
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ARAYUZ KULLANIMI

) SaveE 4, EXPONY «, SHARE . INTELLMENCE
7~ . >
Q) B
- -

°
- - -~ , » » »
e R >
(=)
e
2ssions Bounce
Explorer 80.000
Primary Dimension: Source / Medi
Summary Site Usage
Secondary dimension
40.000
Sessions v VS. Selecta
: Source / Medium
All Sessions ) = = s =
00.00% ® Sessions S ——

5,000




ARAYUZ

Birincil Boyut: Default Channel Grouping  Kaynak / Arag  Kaynak Arac Dige

kincil boyut + | Siralama Tiiri Varsaylan = Q, | gelismis ﬁ =_ '.t o

Edinme Davranig Doniigiimler E-ticarst ~
Default Channel Grouping

Yeni Kullanicilar .
Kullamicilar ¥ Oturum Hemen Gikma Orami Sayfa / Oturum Ort. Oturum Siiresi E-ticaret Doniigiim Oram Iglem Sayis: Gelir

116.598  99.492  191.734 248  00:01:51 %0,52 $307.693,31
00,00 ( %100 : %100,0 2 oony | 0 ) Met o) %100,00 (&3

1. Paid Search 39.422 (%30,90) 29.805 (%2996 57.961 (%3023 %69,20 2,91 00:01:59 %0,43 250 (%2520 $84.74511 (%2754

2. Display 34.843 (%27,31) 31.732 (%31,89 51.077 (%2664 87,19 1,30 00:00:34 %0,03 15 (%15 £3.288,25 (%107

3. Organic Search 28.008 (%21,96) 17.414 (%1750 47.286 (%2466 %61,08 315 00:02:54 %0,53 250 (%2520 £67.038,24 (%2179

4. Direct 13.507 (%10,59) 11.461 (%1152 20.395 (%1064 %68,98 2,60 00:02:12 %0,37 76 (%766 £23.47417 (%763

% Veri: Verileri tablo biciminde gosterir.

(:'__5 Ylzde: Secili metrigin toplam degere katkisini gdsteren pasta grafik goriintiler.

Performans: Secili metrikler icin goreli performansi gésteren yatay bir cubuk grafik gorintiler.

_-t Karsilastirma: Secili metriklerin site ortalamasina gore performansini gésteren bir cubuk grafik gérintiler.

= | Terim Bulutu: Anahtar kelime performansinin goérsel bir temsilini gosterir.

Pivot: Verilerinizi ikinci bir boyut eksenine yerlestirerek belirli raporlar igin tablolardaki bilgileri yeniden diizenler.




METRIKLER VE BOYUTLAR

* BUtln raporlar boyutlar ve metriklerin Gzerine insa edilmistir.

* Herhangi bir veri tablosundaki veriler T~ T~ T~ T ~—

May 15 May 22 May 29

[Frmen Dmension: Source M SouceMiedum _epoard_oter = J—————3>Birincil boyut se¢imi
ili i Secondary dimension v | Sort Type: | Default v | agvanced || @ |E | £ | = |
» secili tarihe, -

Acquisition Behavior Conversions  eCommerce
» bulundugumuz goérinime ve o/t ———
Users ¥ New Users. Sessions Bounce Rate Pages / Session Avg. Session Duration Transactions Revenue
o o Boyutlar

> uyguladlglmlz segmente baglldlr. Y 64,461 59,151 43.84% 459 00:02:39 410% 3,491 $414,398.52
% of Total: 100.00% % of Total: 100.11% Avg for View: 43.84% Avg for View: 453 Avg for View: 00:02:39 Avg for View: 4.10% (0.00%) % of Total: 100.00% % of Total: 100.00%
saso) (52089 (0o ) o (o) (Gar4730.5)
1. google / organic 30,442 (45.51%) 28177 (47.64%) 37.536 (44.11%) 4711% 413 00:02:22 0.98% 368 (10.54%) 54130480 (397%)

2. (direct) / (none) 13,025 (19.47%) 12,132 (20.51%) 17,5 i 00:03:21 10.55% 1,848 (52.94%) $86,203.19 (20.80%)

I — amem wwew s Metrikler | o wr|  zuw| e aom
[ ) Sunu Ia n Ve rlde bl r so ru n Old ugu n u d u§u nuyorsa n IZ her 4. mallgoogleplex.com / referral 5,070 (7.58%) 3178 (537%) 7779 (@1a%) 13.42% r.ot 00:04:03 874% 680 (19.48%) $129957.16 (31.36%)

. .e . . 5. analytics.google.com / referral 1,909 (2.85%) 1369 (231%) 2425 (2.85%) 49.20% 312 00:03:02 0.00% 0 (0.00%) $0.00 (0.00%)

§eyde N bu ucuini kontrol etmek gere Kir. B i am| ot oom|  2e2 o weore | amgarm | sromranss pam
7. Partners / affiliate 1,581 (2.36%) 1418 (2.40%) 1,920 (226%) 54.11% 282 00:02:20 0.05% 1 (0.03%) $0.00 (0.00%)

8. google / cpc 1,216 (1.82%) 988 (1.67%) 1,586 (1.86%) 70.68% 2.53 00:01:25 057% 9 $1,66540 (0.40%)

9. google.com / referral 381 (057%) 349 (0.59%) 436 (0.51%) 39.22% 4.74 00:02:46 0.23% 1 (0.03%) $19.89  (0.00%)

0. gdea\; gDOg\ep\EX «com / referral 259 (0.39%) 32 (0.05%) 498 (0.59%) 14.66% 7.63 00:04:39 12.65% 63 (1.80%) SIJAZU 96 (3.48%)

* Bakilan bir varsayilan rapordaki birincil boyut degistirilebilir, i
ikincil boyut eklenebilir.

* Raporlara farkli kombinasyonlarda filtreler eklenebilir.




SEGMENTLER

* Segmentasyon her analizin en dnemli ilk adimlarindandir.
 Ozet olarak segmentler bir analitik verisini farkli kriterlerle tanimlanmis alt gruplara bolerek analiz etmeyi saglar.
* Esasinda segmentler, verinizden iyi tanimlanmis alt gruplar (subset) olusturmaya yarayan filtreler btutintddr.

* Segmentler sayesinde kurallarimiza uyan kullaniciari bir araya toplayarak beraber analiz edebilir, boylece benzer kullanicilarin
davranis pattern’larini daha iyi gorebiliriz.

* GA'de dnceden tanimlanmis segmentler oldugu gibi kendi segmentlerimizi yaratma imkani da vardir. Bazi 6ntanimli segmentler

*  Mobil Trafik
* Masalstl Trafik et e El - e
° Yeni Kullanicilar Demographics Demographics
* Tekrar Kullanicilari gibi 6rnekler verilebilir. Technology
i Age 1824 [J 25-34 [ 3544 [ 4554 [ 5564 [ 65+
Date of First Session Gender Female Male Unknown
Traffic Sources Language contains -
Enhanced Ecommerce B .
Affinity Category (reach) conmtains -
Advanced g
In-Market Segment contains
Conditions
* . . tail -
'\ Mobile Traffic Tablet and Desktop Traffic + Sequences Other Category containg

28.12% Users 72.58% Users

Location Continent ~  comtains -




SEGMENTLER

Segment Adi iptal Onizleme Segment, herhangi bir Goriinimde gorinir durumda Dedgistir
Demografi Demografi Ozet
Teknoloji
Davranis Yas 18-24 25-34 35-44 45-54 55-64 65+ Kullanig
0,
, N %100,00
[lk Oturumun Tarihi Cinsiyet Female Male Unknown
kadari

Trafik Kaynaklan ) L

Dil sunu igerir: -
Gelistirilmis E-ticaret Kullanicilar

Yakin ilgi Alani Kategorisi sunu igerir: -

Gelismis (erigim)
Oturumlar
Kosullar Lo >
: Pazardaki Segment gunuicerir:
Oturumlarin

Diziler %100,00

Diger Kategorisi sunu igerir: kadari

Yer Kita ~ sunuicerir: -




KITLE OLUSTURMA

YONETICI KULLANICI
Q

chakra.com.tr -

Kitleler

@ R B vk Yonetici>Mulk>Kitle Tanimlari>Kitleler

= —— @ ilekaman v altindan hedefleme alaninda aktif olarak
e P © e kullanilabilecek kitle tanimlamalari
=] ope
yapilabilir.
> = E] Google Ads Baglantisi

Onerilen Kitleler
EJ AdsenseBaglantis © AliListe

Tum Kullanicilar
ﬁ Ad Exchange Baglantis
Yeni Kullanicilar

B Tom Oronler Geri Gelen Kullanicilar

Sitemin belirli bir bdlimiin ziyaret eden kullanicilar (6r. /index.html, gdmlekler, /alisverissepeti/)
Iglem Bildirimler Bir hedef dontgimi tamamlayan kullanicilar

‘c Kitle Tammlar Bir islemi tamamlayan kullanicilar

Kitlele:

Kitle adi
Dinam

Dd Ozel Tamimlar

Q Dd Verileri ige Aktarma m ipral

3 ® 2019 Google | Analytics ana sayfasi | Hizmet $artlari | Gizlilik Politikasi | Geri bildirim génder




FILTRELER
Filtreler verilerimizi organize ederek daha derinlemesine bakabilmemizi /

Sagla r' May 22 May 29

nj
l.||1
f

Q, | advanced | | HH | ©

Temel dlizeyde veya gelismis olarka uygulanabilir.

Conversions eCommerce ¥

Avg. Session i Es C ion Rate
Pages / Session Transactions Revenue

Gelismis filtrelerde boyutlar 90% 453

3.84% 4,488 $598,007.9

s gerir

* Sununla baslar

Primary Dimension: Source / Medium  Source  Medium  Keyword  Other

* Sununla biter
Secondary dimension ~ | Sort Type: | Default -

* Tam olarak eslesir

* ve regex eslesmesi olarak siralanir.

include~ | | | | containing referral
and
Filtrelerde ilave kistaslar otomatik olarak «<AND» (ve) operatoriyle eklenir. Exclude- | | | | containing - | | googieplex
«OR» (veya) operatoriini kullanmak icin basit diizeyde regex eslesmesi and
kullanmak gerekir. et

HA-OPY




KITLE RAPORLARINA GENEL BAKIS

Kus bakisi bir goriiniim verir ve basit diizeyde bir dashboard gibidir.

Genel olarak trendleri gormemizi saglayabilir ancak tarihsel karsilastirma seklinde baktigimizda daha ¢ok veri sunabilir.

Audience Overview @ B save b EXPORT < SHARE /@ INTELLIGENCE
May 1,2018 - May 28, 2018
o All Users +Add Segment ompare to: Apr 3, 2018 - Apr 30, 2018
+0.00% Users - - . -
Overview
Users ~ | VS. Selectam

Hourly | Day Week | Month

May 1, 2018 - May 28, 2018: @ Users
Apr 3,2018 - Apr 30,2018: @ uUsers

20,000
——— e
—_———t ——
Pt e ==
10,000
May & May 15 May 22
M New Visitor B Returning Visitor
Users New Users Sessions Number of Sessions per User | Pageviews Pages / Session May 1, 2018 - May 28, 2018
[¢) Q, 0, o, 0, 0,
5.31% 5.60% 16.37% 10.51% 24.30% 6.81%
233,743 vs 221,967 188,768 vs 178,764 494716 vs 425,121 212vs1.92 1,977,042 vs 1,590,541 400vs374
e = —=" N s ——— e |
Avg. Session Duration Bounce Rate
10.09% 1.94%

00:03:24 vs 00:03:06 41.09% vs 40.31%

Apr3,2018 - Apr 30, 2018

ol




KITLE RAPORLARINA GENEL BAKIS

Q Raporlarda ve yardimda ara

» (O Gergek zamanh

- - - _
-~ & Kitle S~
=~ ~
Genel Bakig ~ N Audience Overview & «% SHARE % INSIGHTS
N\
Etkin Kullanicil -
tkin Kullanicilar \ O AI\AUSErs E + Add Segment 2 Jul 2019 -8 Jul 2019
Yasam Boyu \ 100.00% Users
e v :
Overview
A pa ;77 BETA . . .
Kohort Analizi Demografik : Yas, Cinsiyet s <[ stexament g [] v
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KITLE: YENILER — GERI GELENLER

Siteye ilk defa gelenlerle, daha sonra geri gelen ziyaretcilerin davranislari birbirinden farkh olacaktir. Bu nedenle Yeniler — Geri Gelenler
(New vs Returning) 6énemli raporlardan biridir.

Primary Dimension: User Type

Secondary dimension + | Sort Type: | Default -

Q | advanced (B | @ | = |F |
Acquisition Behavior Conversions | eCommerce v
User Type
Avg. Session Duration Ecommerce Conversion Rate
Users b New Users Sessions Bounce Rate Pages / Session Transactions Revenue

34518 45,004 2,128,633 41.01% 3.90 00:03:22 6,656 | TRY 29,921,765.51 0.31%
1. Mew Visitor 855,734 (70.34%) 845,004(100.00% 844999 (39.70% 40.14% 3.72 00:02:47 1,394 (20.94% TRY 6,251,133.12 (20.89% 0.16%
2. Returning Visitor 360,771 (29.66%) 0 1,283,634 (60.30% 41.59% 4.02 00:03:45 5,262 (79.06% TRY 23,670,632.39 (79.11% 0.41%

Sh o snaa:

PP . J 1_aafn P LY




KITLE: MOBIL

Mobil altinda Genel Bakis raporunda 3 cihaz kategorisine gore (mobil, pc ve tablet) performans metrikleri sunulur.

Cihazlar raporunda ise detayli olarak cihaz bazinda segmente edilmis veriler vardir.

| Q | advanced B | @ £ | & T

Secondary dimension * | Sort Type: | Default «
Device Category Users ¥ Users Contribution to total: | Users v

934,518 934,518

% of Total: 100.00% (934,518 % of Total: 100.00%

934,513

1. W mobile 495,370 53.15%
2. M desktop 417,019 44.74%
19,703 2.11%

3. MW tablet




EDINME RAPORLARINA GENEL BAKIS

Q Raporlarda ve yardimda ara

M Ana Sayfa
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» Search Console
» Sosyal

» Kampanyalar

¢ — =
a ——

» B3 Davranis

» M Dénisimler

Q Kesfet

£ Yonetici

HA-OPY

Tiim Trafik: Kanallar,
Kaynak/Araci

Google Ads:
Kampanyalar,Kelimeler

Search Console: Inis
Sayfalari

Kampanyalar: Tim
Kampanyalar, Organik
Kelimeler

Acquisition Overview & B save
All Users + Add Segment
100.00% Users N q April 2010 May 2019 June 2018
MTWTFSSMTWTEFSS MTWTEFSS
123455867 12345 [ 1]
Primary Dimension: Conversion: g s wniziru s 78910 2 EEEEED
1516 17 18 19 20 21 13 14 15 16 17 18 18 1
Top Channels  ~ E-commerce Edit Channel Grouping 22 23 24 25 26 27 28 20 21 22 23 24 25 26 DEEEEE
EIE 27 28 29 30 3 BElEEEEEE]

Conversions

&

>

EXPORT  «, SHARE (’o‘_blesers

1Jun 2019 -30 Jun 2019
Date Range:

1Jun 2019 - | 30Jun 2019
Compore o e 7]

Apply

® E-commerce Conversion Rate

1.50%

Top Channels Users
M Paid Search ® Users
M Display
M Organic Search 10.000
Direct
W Paid social
Social 000
Referral
Email
(Other)
Retargeting 3Jun 10 Jun 17 Jun
Acquisition Behaviour
Users +  NewUsers Sessions Bounce Rate
116,598 99,356 191,734 71.68%
1 @ Paid Search 39,422 - 69.30%
2 @ Display 34843 - 87.19%
3 @ Organic Search 28,008 - 61.08%

24 Jun 3 Jun 10 Jun
Conversions
Pages/Session Avg. Session E-commerce
Duration Conversion
Rate
248 00:01:51 0.52%

17 Jun 24 Jun

L

Transactions Revenue

992 TRY 307,693.31




EDINME RAPORLARI NEDIR?

v

Edinme raporlari gelen kullanicilari hangi yolda elde ettigimize dair bilgiler verir.

Bu raporlar genel olarak kanal, kaynak, arag, anahtar kelime ve kampanya olarak bolunur.

Acquisition Overview @ B save 4, EXPORT  « SHARE | (@) INTELLIGENCE

Feb 1,2018 - May 31,2018
All Users + Add Segment !
100.00% Users

Primary Dimension: Conversion:
Top Channels  ~ eCommerce ~ Edit Channel Grouping
Top Channels Users Conversions
B Paid Search ® Users ® Ecommerce Conversion Rate
M Organic Search
X 20,000 0.80%
M Direct
Social
Display
Referral 10.000 \Ej[)%
(Other)
March 2018 April 2018 May 2018 March 2018 April 2018 May 2018
Acquisition Behavior Conversions
Users 4 New Users Sessions Bounce Rate Pages / Session Avg. Session Ecommerce Transactions Revenue
Duration Conversion Rate
934518 842836 2,128,633 41.01% 390 00:03:22 0.31% 6,656 TRY 29,921,765.51

3 W pirest 122002 [l <o [ 035

0.07%

A Social 38325 . 59 46%




EDINME: KAMPANYALAR

Kampanyalar (Campaigns) raporunda pazarlama kanallarindan siteye cektigimiz kullanicilarin gelirken
kullandiklari terimleri ve reklam / organik kampanyalarimizin performansina dair veriler bulunur.

Buradaki kampanya adi ve tcretli anahtar kelimeler reklam kampanyalari sirasinda kullanilan UTM
parametreli url’lerden gelir.

[Best Practice] Site disinda paylasilan her URLe tutarh sekilde utm etiketlemesi eklemek son derece
onemlidir.

* Website URL  https://www.websitedomain.com/

UTM etiketlemesi Google Campaign URL Builder Gzerinden yapilabilir. T e

* Campaign Source  facebook

* utm_source: «Kaynak» boyutunda e s e st

® Utm_medlum. «AraC|» boyutunda Campaign Medium  paid_social

* utm_campaign: «Kampanya» boyutunda
. Campaign Name  black_friday

e utm_term: «Anahtar Kelime» boyutunda e

e utm_content: «Reklam icerigi» boyutunda goérindr. Campaign Term

Campaign Content

HA-OPY @20



EDINME: KAYNAK/ARACI

Kaynak/araci (source/medium) raporunu siteye gelen trafigin kaynagini daha detayli incelemek icin kullanabiliriz.

Primary Dimengion: Source | Medium  Source  Mediom  Keyword  Other

Secondary dimension - ort Type: | Default - Q, advanced § 'I_" E T =
Acquisition Behavior Conversions  eCommence =
Source | Medium
. & S — e m Pagee / Session Avg. Session Duration Ecommerce Conversian Rate T R

934,518 845,004 2,128,633 41.01% 3.90 00:03:22 0.31% 6,656 TRY 29,921,765.51
1. google / cpc 436,776 (385 344524 4 937,600 (44 39.88% 3.90 000312 0.29% 2727 TAY 12,065,241 96
2 google / organic 307,021 (27.08 225443 584137 1 30.86% 4.81 00:04:29 0.44% 2549 TAY 11,396,333.15
3. (direct) / (none) 122,989 (10.85 119,534 183,629 49.89% 3.05 00:02:48 0.33% 601 TRY 2,777.486.45
4. cnteo- cpe 58,91 : 12,603 116,633 54 8T% 3.06 00:02:38 0.19% 225 TRY 1,097,682.18
5. facebook / cpc 45,589 (4.00 32,049 71,215 54 BE% 2.61 00:01:33 0.0T% 51 TRY 237.790.12
6. rtbhouse [ cpc 30,5086 (7.5 9276 52687 (2 58.65% 278 0020217 0.18% a7 TRY 471,668 .42
7. instagram / cpc 25,380 (2.24 22584 (2 29,665 57.72% 224 00:01:02 «0.01% 1 ; TRY 3.999.00
8  m.facebook.com / referral 11,929 (1.05 10,778 14,185 BT 4T% 1.92 00:01:04 0.04% ] TRY 26,880.84
9. yandex / organic 10,416 988 16672 21.44% 3.36 000519 1.01% 169 1 TRY 819.050.47

100 youtube.com / referral 10,211 (0.50 6727 17,362 33.91% 3.6 0003 0.05% ] 1 TRY 38.528.73




EDINME: KANALLAR

Kanallar raporu trafik kaynaklari ve bunlarin kalitesine genel bir bakista bulunmak icin dnemlidir.

Burada baktigimiz rakamlara gore hizli kararlar vermek yerine buradaki verinin bizi daha detayli incelemeler yapacagimiz raporlara ve
segmentlere yonlendirmesine izin vermek daha saglhkhdir.

Summary Site Usage Ecommerce

Users = | VS. Select a metric Day Week | Month | o4 %
® Users
20,000
10.000
March 2013 April 2018 May 2018

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

Secondary dimension ~ | Sort Type: | Default + Q, advanced || @ = | R | = |

Acquisition Behavior Conversions eCommerce
Default Channel Grouping

Users + New Users Sessions Bounce Rate Pages / Session el e Transactions Revenue

845,004 2,128,633 41.01% 3.90 00:03:22 0.31% 6,656 TRY 29,921,765.51
1. Paid Search 522,832 (47.97%) 416,122 (49.24% 1,135,606 (53.35% 43.26% 3.68 00:02:59 0.26% 3,009 (45.21% TRY 13,461,632.98 (44.99%
2. Organic Search 317,548 (29.14%) 236,127 (27.94% 603,107 (28.33% 30.57% 4.82 00:04:30 0.45% 2,736 (41.11% TRY 12,299,594.18 (41.11%
3. Direct 122,989 (11.29%) 119,534 (14.15% 183629 (8.63% 49.89% 3.05 00:02:48 0.33% 601 (9.03% TRY 2,777,486.45 2
4. Social 38,325 (3.52%) 31,177 (369 50,874 (239 59.46% 261 00:02:02 0.07% 34 (os TRY 141,157.79 (0.47
5. Display 35,900 (3.29%) 6,239 (0.743 74318 (349 47 .65% 324 00:02:41 0.13% 93 (1.40% TRY 420,410.16 (1.41%
6. Referral 32,992 (3.03%) 22984 (272% 53,064 (2.49% 46.24% 3.56 00:0337 0.156% 78 (1.17% TRY 367,104.42 2
7. (Other) 19,246 (1.77%) 12,821 (1.52% 28,035 (1.32% 55.51% 3.24 00:02:55 0.37% 105 (1.58% TRY 454,379.53




KITLE RAPORLARINA GENEL BAKIS

O\ Raporlarda ve yardimda ara

M Ana Sayfa

Overview @ B SAVE 4 EXPORT < SHARE | (& INSIGHTS
» B Ozellestirme
1 Jun 2019 - 30 Jun 2019
c) All Users + Add Segment
100.00% Page Views :
RAPORLAR

Sayfa icerigi: Tim
Sayfalar,Ayrintili icerik
incelemesi,Acilis Sayfalari,Cikis o oo
Sayfalari o

20,000

> @ Gergek zamanh

Overview
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L34 Kitle

» »* Edinme
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. 3dun 5 Jun 7 dun 9Jun 1 Jun 13 Jun 15 Jun 17 Jun 19 Jun 21 Jun 23 Jun 25 Jun 27 Jun 29 Jun
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¥ Site Hizi « Slte Ara ma : Slte Ig I a ra n a n Page Views Unique Page Views Avg. Time on Page Bounce Rate % Exit
. . . 0, 0,
e Ao kelimeler 474,826 383,025 00:01:15 71.68% 40.38%

————— T .~ S T |

Etkinlikler
» Yayine Etkinlikler: Sayfa raporu,En -
Denemeler Populer Etkinlikler,Genel Bakis Page SR

Page Views % Page Views

@ 148417 [ 31.26%
e Page Title 2. fcart @ 13,350 2.81%
» M Danilsimler I
Site Search 3. /firsat-urunleri fici] 9,391 | 1.98%
Search Term 4. /50-indirim & 7006 | 1.48%
Events 5. /ev-dekorasyon il 6,181 \ 1.30% @
Event Category 6. /banyo @ 5928 | 1.25%
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DAVRANIS: SITE ARAMASI

Site ici arama kullanicr intent’ine (niyet) dair en net ipuclarini veren davranislardan biridir.

Sitede arama yapan kullanicilarin dontisim oranlari ¢ok biyuk oranda arama yapmayanlara goére daha yuksek olur.

. . . .. e ee e Search Term
Site aramasi takibi Yonetici > Gorunum
> GOrunum Ayarlari > Site Arama
Ayarlari bélimunden kurulabilir. 1
. sepet
2. Sepet
3. Koku

4. 0Oda kokusu
5. tepsi

6. Tepsi

7. Paspas

8. vazo

9. Vazo

10 Mum

Total Unique Searches

4 Results Pageviews / Search

28,903

% of Total: 100.00% (28,903)

1,184
1,092
357
310
293
292
256
254
238

233

(4.10%)

(3.78%)

(1.24%)

(1.07%)

(1.01%)

(1.01%)

(0.89%)

(0.88%)

(0.82%)

(0.81%)

1.47

Avg for View: 1.47 (0.00%)

2.57

% Search Exits

25.30%

Avg for View: 25.30% (0.00%)
43.41%
20.70%
36.69%
36.77%
34.47%
14.04%
26.56%
37.80%
15.55%

21.89%



DAVRANIS: ETKINLIKLER

Etkinlikler (event) GA’in kendisinde hazir olarak bulunmayan ancak bizim takip etmek istegimiz d6nemli eylemler olarak
degerlendirilebilir.

Bir event’in 4 parametresi vardir. Kategori, Eylem, Etiket ve Deger. Bunlardan sadece Kategori ve Eylem zorunludur.

Primary Dimension: Evemt Category  Eyent Action  Event Label

Secondary dimension ~ | Sort Type: | Default -

Event Category Total Events J+ Unigue Events
71,90 54,94
% of Total: 100.00% (71,900) % of Total: 100.00% (54,943)
1. Menu Clicks 31,894 (44.36%) 28,408 (51.70%)
2. Form Submit 29,217 (40.64%) 21,345 (38.85%)
3. Form Engagement 6,934 (9.64%) 4651 (B.47%)
4. JavaScript Errors 3,809 (5.30%) 499 (0.91%)

5. 404 Errors 46 (0.06%) A0 (0.07%)




DONUSUM RAPORLARI

Q Raporlarda ve yardimda ara
i3 B Amna sayid

BT  Ozellestirme

RAPORLAR

» O Gercek zamanh

» & Kitle

» > Edinme

» B Davranis

~ M Dénisimler
» Hedefler
v E-ticaret
Genel Bakig
Alsveris Davranisi
Odeme Davranigi
Uriin Performansi

Satig Perfermansi
Urdn Listesi
Performansi
» Pazarlama

R Cok Kanall
Huniler

» lligkilendirme

Q  Kesfet
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Hedefler: Tanimlanmis olan
hedeflerin
performansi,Hedef
Akisi,Huni Gorsellestirme

E-ticaret: Uriin ve satis
performansi

iliskilendirme: Model
Karsilastirma Araci

Genel Bakis @ B KaoET L DisaakTaR < PaVLAS | (S ANALIZLER
1 Nis 2019 - 30 Nis 2019

Tum Kullanicilar + Segment Ekle
%100,00 Hedef Tamamlama Sayisi

Hedef Secenedi:
Tim Hedefler +
Genel Bakis
Hedef Tamamlama Sayisi ~ |- Bir metrik segin Saatlik = Gin Hafta Ay

@ Hedef Tamamlama Sayisi

400

— ~<z— —

2MNis 3Nis 4MNis SNis 6Nis 7HNis SNis 9Nis 10Nis 11Nis 12Nis 13Nis 14Nis 15Nis 16Nis 17 MNis 18 Nis 19Nis 20Nis 21Nis 22HNis 23 Nis 24 Nis 25 Nis 26 MNis 27 Nis 28 Nis 29 Nis 30 Nis
-

Siparis (Hedef 1 Tamamlama
Hedef Tamamlama Sayisi Hedef Dederi Hedef Déndgtinm Orani Toplam Vazgegme Orani Sayisi)

2.791 0,00 %0,84 %80,11 2.791
_— . o~  ~ I~

Hedefler Hedef Tamamlama Yeri Tamarr‘:lzfne; % Hedef Tamamlama
Hedef Tamamlama Yeri 3 Sayist Sayisi
Kaynak / Arag 1. /Siparis/Ozet?id=357279517 11 | %039

2. /Siparis/Ozet?id=357327280 5 | %018 @

3. /Siparis/Ozet/357330114 5 \ %0,18




DONUSUMLER: HEDEFLER

Hedefler Google Analytics’in en 6nemli noktalarindan biridir. Hedef kurulmadiginda siteyi ve site trafigini neye gére optimize
edecegimizi ve yaptigimiz pazarlama calismalarinin basarili olup olmadiklarini bilemeyiz.

Goal Option:
HOME AllGoals ~
CUSTOMIZATION Overview
orts Goal Completions + VS. Selecta metric Hourly Day Week
TR ® Goal Completions
200
AUDIENCE
ACQUISITION 100
BEHAVIOR
May 15 May 22 May 29 Jun 5
CONVERSIONS -
Goals TUm Bireysel Formlar (Goal 1 | Bireysel Ferdi Kaza Sigortalar  Bireysel Hayat Sigortalan Bireysel Emeklilik Planlan
Ovevias Goal Completions Goal Value Goal Conversion Rate Total Abandonment Rate Completions) (Goal 2 Completions) (Goal 3 Completions) (Goal 4 Completions)
o 2,472 TRY 0.00 8.31% 0.00% 183 40 39 104
S BN

N Vaa N o NN ~—n A MO ARy WA AN — | A A A~
Reverse Goal Path
Funnel Visualization Bireysel Kategori Popup Hemen Teklif Al Butonu

Beni Arayin Formlan (Geal 5 Tim Kurumsal Formlar (Goal 6| Tam Otomatik Katiim Formlan Grup Ferdi Kaza Sigortasi Grup Hayat Sigortasi (Goal 9 Kurumsal Loca Emeklilik Plami | Formlan (Goal 11 Tiklamalan (Goal 12

Completions) Completions) (Goal 7 Completions) (Goal 8 Completions) Completions) (Goal 10 Completions) Completions) Completions)
Multi-Channel Funnels AN A | AAANANA A | SAAACA A AN A AA [ W
ANALYSIS B2 Wobil Arama Butonu Tiklamasi

(Goal 13 Completions)
DISCOVER 1 p591

ST NS

ADMIN




DONUSUMLER: HEDEFLER

L ADMIN USER

» Hedefler sitenin is modeline gére degisecektir. Ornegin
5 v EED @ vedetoustuma bunlar tyelik/irtibat formu doldurma, icerigi sonuna
2 - © satln kadar okuma, bir videoyu izleme veya bir e-ticaret

M [ View Settings Anceden doldurulmug bir yapilandirmayla baglamak igin bir sablon segin . . . ere

3 _ sitesinde satis aksiyonu olabilir.
. = ama User Managemem Siparig verme  Satn zima iglemi tamamlzma veya an siparis isted

M Goais Alisverigi tamamlama  Satin alma iglemini tamamlama
i EDINME

." Content Grouping Hesap clusturma B e ya gbriindm olugturm

SORGU
Y Filters Daha fazlasim goriintileme  Orinve
. Bizimle badlant kurma  Telefon num:

| Channel Settings

Meveut olup olmadigina bakma

W Ecommerce Settings Firsatlan inceleme

incelemeleri okuma  Yorumian ve degeriendin

Dd Calculated Metrics eeTa
sted Metic ETKILESIM

Bilgi kargilagtirma  Ozellikler, trini

O0LS & ASSETS

Paylagim [ sosyal badlanti S
Biilene kaydolma  Bahen

() ekleme Aks
Annotations Sepete ekleme 5

Akilh Hedef

Attribution Models onugtirun. Ardindan, bu

n Channel Grouping

W Custom Alerts
Hedef agiklamasi
Hedef aynintilan

I scheduled Emails

iptal

5 @ 2019 Google | Analytics home | Terms of Service | Privacy Policy | Send feedback




DONUSUMLER: ETICARET

All sessions Sessions with Product Views ~ Sessions with Add to Cart Sessions with Check-Out Sessions with Transactions
. . e . T . . e ee Jae 83,659 18,037 7,862 4,466 3,504
Eticaret siteleri icin kesinlikle gerekli olan bir rapor tiraddur.
Altinda,
* Alisveris davranisi raporu
* Satis performans raporu
e Uriin performans raporu

» Odeme davranisi raporu I
\ 4 \ 4 \ 4

e Siparis kuponu raporu

No Shopping Activity No Cart Addition Cart Abandonment Check-0Out Abandonment
e Urun kuponu raporu gibi raporlar bulunur. 64,627 10,333 3,975 1,220
Sales Performance Shopping Behavior
Product Product Refund Amount
Product Revenue 4 Unique Purchases Quantity Avg. Price Avg. QTY Cart-to-Detail Rate Buy-to-Detail Rate
$397,786.59 5497 14,095 $28.22 2.56 $0.00 32.74% 11.58%
%o of % % of Total: 100.0 Avg for Vi Avg fo % of Total: 0.00% ($0.00 fie: 3 11.58%
1. Nest Hello Doorbell - USA $54,418.00 (13.68%) 294 (535° 322 (228%) $169.00 1.10 $0.00  (0.00% 60.23% 30.85%
2. NestA® Cam IQ Outdoor - USA $32,364.00 (5.14%) 79 (144 116 (0.82% $279.00 1.47 $0.00 (0.00% 42.54% 10.65%
Lf:;f‘@ Leaming Thermastat 3rd Gen-USA - Stainless $23,691.00 (5.96%) 16 (2110 159 (113%) §149.00 137 s000 (0000 76.50% 53 46%
4. NestA® Secure Alarm System Starter Pack - USA $20,591.00 (5.18%) 59 (107" 59 (0.42%) $349.00 1.00 $0.00  (0.00% 38.12% 16.30%
5. MestA® Cam Outdoor Security Camera - USA $20,349.00 (5.12%) 122 (222 171 (1.21% $119.00 1.40 S0.00 57.80% 24.40%
6. NestA® Cam IQ- USA $19,701.00 (2.95%) 78 (1.42° 99 (0.70%) $199.00 1.27 $0.00  (0.00% 43.40% 19.80%
7. MNestA® Cam Indoor Security Camera - USA $18,921.00 (4.76%) 122 (222 159 (1.13% $119.00 1.30 S0.00 42.45% 28.77%
8. NestA® Learning Thermostat 3rd Gen-USA - White $15,943.00 (4.01%) 87 (158 107 (076%) $149.00 1.23 $0.00  (0.00% 54.60% 24.23%
9. MestA® Protect Smoke + CO White Battery Alarm-USA $11,060.00 (2.78%) 67 (1.22 $79.00 2.00 S0.00 228.00% 268.00%
10.  NestA® Protect Smoke + CO White Wired Alarm-USA $10,902.00 (2.74%) 56 (1.02° 138 (0.98%) $79.00 2.46 $0.00  (0.00% 175.00% 200.00%




GERCEK ZAMANLI RAPOR

Sitenin ziyaretcilerini ve davranislarina dair bazi temel bilgileri anlik olarak sunan bir rapor tiriadur.

Create Shorteut €74 @

Overview
Pageviews
R|ght now Per minute Per second
— — — >
active users on site — — — —
M DESKTOP M MOBILE Ml TABLET 5 — — I |
e -
. o
Top Referrals: Top Active Pages:
Source Active Users +J- Active Page Active Users &
1. mall.googleplex com 1 1. /home 8 3478%
2. /Google+Redesign/Shoptby+Brand/YouTube 3 13.04%
Top Social Traffic:
N 3. /Google+Redesign/Office 2 8.70%
Source Active Users 4
/Google+Redesign/Acces: /S rs/ 1 4
1. | YouTube 2 4. Google+Redesign/Accessories/Stickers/home 4.35%
5. /Google+Redesign/Apparel 1 435%
Top Keywords: 6 /Google+Redesign/Apparel/Mens 1 435%
Keyword Active Users <l
7. /Google+Redesign/Apparel/__+Twill+Cap+Sandwich+Black 1 435%
1. (not provided) 10
8 /Google+Redesign/Shop+by+Brand/Android 1 435%
9. /Google+Redesign/Shop+by+Brand/Google 1 435%
10. /Google+Redesign/bags/backpacks/home 1 4.35%

Top Locations:




OZEL NOT EKLEME

Belirli tarihlere herkesin gorebilecegi bir not ekleme:

Report Tab

islem Sayisi ~ | - Bir metrik segin Gun Hafta Ay d -..
® islem Sayisi

400

200

Mayis 3019 Haziran 2019
Goster: Tumd | Yildizh + Yeni not olugtur
1 May 2019 ‘Yeni Site Gegigi Yapildi

aybuke sutgel@groupm.com
10 Haz 2019 | Yeni Search Kurgusu Baglangic

diizenle analyticsTR@agroupm.com
i




OZEL RAPORLAR

Q.  Raporlarda ve yardimda ara

A AnaSayfa
v B Ozellestirme
Gosterge Tablolari
Ozel Raporlar

Kayitl Raporlar

Ozel Uyarilar

RAPORLAR

» (O Gergek zamanli
» & Kitle
Edinme

Davranis

L '

Déndsimler

— - e
== = = es

Gezgin, bir ¢izgi grafik ile veri tablosunun yani
sira arama/siralama secenekleri ve ikincil
boyutlar iceren standart Analytics raporudur.

Diiz Tablo, verileri satirlarla gdsteren statik ve
siralanabilir bir tablodur.

Harita Yerlesimi, trafik ve etkilesim hacmini
gostermek icin farkli bolgelerin ve tlkelerin
koyu renklerle gorintilendigi bir diinya
haritasidir

Create Custom Report

General Information

Title | New Custom Report

Report Content
[ WURE I+ add report tab

Name | Report Tab

S o Type | Explorer Flat Table = Map Overlay

Metric Groups X
Metric Group

+ add metric group

Dimensien Drilldowns

Filters - optional

+ add filter

Views - optional

All views associated with this account

® 1viewselected ~

Save | Cancel




Google ads & Analytics dlclimleme farki

|_ Organic Search [Eﬁlﬂgﬁﬂ@ﬂ ' | Direct x 2 “

Google Analytics lizerinde Source/Medium ve
Kampanya performanslari,Multi Channel Funnel
haricinde Non-direct Click Attribution modelini
kullanirken Multi Channel Funnel raporlarinda
Last Click modelini kullanmaktadir.

GA Multi Channel Olmayan Raporlar: Donlisim Degerini Paid Search’e yazilir
GA Multi Channel Raporu: Donlsiim Direct Altina yazilir.
Google Ads Raporu: Donusim Paid Search’e yazilir

Google Ads ise Last Adwords Click iliskilendirme
modelini kullanmaktadir. Yani dontsim
tamamlayan kullanicilarin kullandigi son google
ads kanali donltisum degerini almaktadir.

Paid Search > | Organic Search > | Direct x 3 “

GA Multi Channel Olmayan Raporlar: Donisim Organic Search’e yazilir.
GA Multi Channel Raporu: Dontisum Direct altina yazilir.
Google Ads Raporu: Donusim Paid Search’e yazilir.

HA-OPY @u®



GOOGLE DATA STUDIO NEDIR ?

User Metrics

Sessions  New Sessions E-commerce Metrics

55,223 67.12% Revenue Transactions

(]| Tube $129,018.54 2,749
' — 43,700 37,063 R

i 498% 4693

Pageviews Avg. Session Duratio
143,929 00:02:06

Bounce Rate
5.31% w28
. o 037 2 £ 8
) s i g
§ s £
Istanbul 40412 109.745. “
0 0%
o e - Oetober
Novermber
Adera 1270 420207
e e
P -
'“N = 481 $440.32
i« T Gazames s v100874
@ w5208
et
% . = 13890 Fy— sy
I I VersinFrovince w s13507
o - 7 L M Kocasl 187 w2
23 s3ee 182t s o 63
Grand total 95,053 +128,700.6 h
110/ 67 >

Google Data Studio Google’'in pazarlama hizmetlerinden ve farkl kaynaklardan yararlanarak 6zel raporlarin olusturulmasina olanak saglayan
Ucretsiz bir Google aracidir.

Analytics, AdWords, Search Console, Google Sheet, YouTube gibi platformlarda bulunan datalarin dinamik olarak gorsellestirilmesini saglayan
raporlama aracidir.
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GOOGLE DATA STUDIO NEDIR ?

Arcgu;rrz, Collaborate to ~ Share with
trpanfforrrlw create visual stakeholders
: stories with and decision

and integrate the data makers
data

Explore,

model, and
discover
key insights

HA PY @130



CONNECT
1

== Untitled Report

File View Page Help

c 0 | ©vEw

Select Data Source

DpBEEEEAE

3 S Unuleq report

ove

Z = UNTITIea Keport

L3
|

<l

N

A

o =

Q search Ads 360

o) 1 @
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GOOGLE DATA STUDIO NEDIR ?

Use Template Create your own Template

- Copy of [Sample] Google Ads Overview Report o ooc b ovEw I (g -« Untitled Report o ooe p o == @
File Edit View Insert Page Arrange Resource Help DOz Eh U o G Ommp femmn ek n @
o e s - B3l = J °
e b ki OB SHE & U R EEEOE =~ & Quime ke kb OEODLEBLEIT IMOO B 4 2
4. Google Ads 21,2018 - (5 it o ; '
9 Ag el B0 20 2 Layout and Theme
Overview
Click Through Rate & Impressions Conversion Rate & Cost Cost Per Click O Left O Top Lavout THEE
by Clicks, CTR, and Impressions by Conversions Rate and Cost / Conw. by Cost, CPC, and CPM
Clicks cm [ee— Comersions  Conv.rate Cost / Conx. Cost Avg.cPC ’
7.0K 1.7% 403.5K 386.0 5.5% $5.42 $2.09K $0.30
QO Fitto widt @ Actual size fead
@ e
3 (O Auto hide
QO Hnitially hidder
% 1
Top Campaigns Device Breakdown O .
by CTR, Avg. CPC, and Cost / Conv. 1, and Conver: eft l@ Top
1200 900

Campaign +  AgCPC  Cost/Com.




VISUALIZE

&

3K 20K 954
Product Revenue
80K 4 2 e om etumning Visitor tes.g
5K 5. direct Retumning Visitor 3,761 9 7 ; youtube.com - 2465
40K 6 mall.googleplex.com New Visitor 2,942 , - dfa
0 - ! 7 youtube.com New Visitor 2,163 analytics.goo. 1,639
Jul 3 Aug5 Augl0 Aug 25 - N Partners
¢ y ¥ o | | creatoracade.
\ ) 2 3

@ Source

40K
160K aK

@ google
@ (direct)

mall.google... 120K »
@ sites.google._. ’\ 7
@ youtube.com ) w { ‘
@ dfa .

@ analytics.go._
@ Partners 40K ”
@ crestoracad .

@ others ..

: Q ! A 36733 0 o I[;\V\ )ﬂ; HW N V—‘ll’l\\

Sessions

80K
2K

Pageviews

10K

il 31 Aug 4 Aug 8 Aug12 Aug16  Aug20  Aug24




VISUALIZE (DATA)

i dh

T
[ %)

N wQdo &

v

bl g D E 6

DATA STYLE

Data 5

ce

/‘ carrefoursa.com [...

Dimension

3 Hour

Dimension

Metric
AUT Revenue
AUT  Users

AUT Ecommerce Conv...

o Add metric

Default Date Range

Filter

Series Filter >
° ADD A FILTER

Google Analytics segment (2

© oo asecmEnT

Default Date Range

4+ Previous period

Cties

Lastuce Longinude

Mo

/ Megnm
Landing Page Groug 4 (Lan

Page Degtn




VISUALIZE (STYLE)
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Daily/Hourly Analysis 23 2 DATA STYLE
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LOWER&CONCAT FORMULLERI

e LOWER Formuiilu

Data Studio’da ki Lower formulu herhangi bir dimension’daki metni kiiciik harfe dontstirmenizi saglar.
Dimension’da ki harf olmayan karakterlere etki etmez.

Formul: LOWER(_)

e CONCAT Formiilii

Birlestirmek yada bir araya getirmek igin kullanilan formule denir. Farkli dimension’daki verileri
birlestirmemizi saglar. Ornegin bir den fazla domain’i yada subdomaini olan sitelerin page raporunu
incelemek icin ornekteki gibi kullanilabilir.

Formiil: CONCAT(Difmensiond, Dimension2)

HA-OPY @40®



CASE WHEN FORMULU

e Case Formiulu

Data Studio’daki Case ifadesi dimensionlari belirli bir kurala gore gruplandirmamizi ve metrik
degerlerinin bu gruplandirmaya gore verilmesini saglar. Ornegin beinsport lGizerinden izlenen mag
Ozetlerini url’lerindeki takim isimlerine gore gruplandirip takim bazli raporlamalar yapilmasini
saglayabilir.

Ornek Formiil:

CASE

WHEN REGEX_MATCH (_, “ Regex ifadesi “) THEN “istenilen Grup ismi“

WHEN REGEX_MATCH (_, “ Regex ifadesi2 “) THEN “istenilen Grup ismi“

ELSE “Others “

END

HA-OPY @s500®



BLENDED DATA

* Blended Data Source: Google Data Studio’da blended data 6zelligi, birden fazla kaynaga(max=5) dayall
grafikler olusturmaniza olanak saglar. Bunun icin iki kaynak arasinda mutlaka ortak olan bir dimension

gerekmektedir. Bu dimension, iki kaynagin join key’i olarak adlandirilir.

Dataset 1 Dataset 2

Metric 1 Metric 2

Combined dataset

Metric 2

HA-OPY @5:®
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