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Dijital Pazarlama
Sektorunde
Olciimleme ve Analiz
Kavrami




Olciimleme ve Analitik Kavrami

Dijital pazarlama alaninda &l¢imleme, son yillarda veriye dayali pazarlama kavrami ile Gnem
kazanan ve markalarin yatirrm yapmaya basladiklari bir alan. Onceki yillarda farkl dijital pazarlama
ekiplerinin de yapmasi gereken bir is olarak gorullrken, ayri bir uzmanlik alani oldugu anlasildi.

Miisteri/Marka Tarafi Ajans Tarafi
> Ucretsiz bir hizmet olmali. > Diger hizmetleri satmak icin Gcretsiz sunulabilir
> Ekstra bir harcama kalemi. > (Capraz satis yapilabilecek bir triin
> Yonetilemeyecek kadar teknik konu. > SEO ve SEM/Sosyal Medya Reklamciligi ekiplerini
> Ajansta yetismis uzmanlari ise al. beslemek icin kullanilabilir

> Diger departmanlardan gecisler ile yetistirilebilir
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Olciimleme ve Analitik Cercevesi

Channel

Measurement Performance

Strategy DELE Optimization

Understandinelparposelof Collection Analysing different channels
performances with an

accurate attribution model,
and optimizing channels
investments by data driven tg
User reach goals

assets, and Online & Offline Data
defining macro & micro KPls Collection
In this meanwhile, building
strategy

(Re po rti ng Experience Conversion Rate

Monthly Wi stales b g0 Optimization

Documentation

with data, behavior
flows, heatmaps &

recordings

& performance &

. actionable insights
Implementation reports, ad-hoc &
on-demand
analysis

A/B/n Testing
Landing Page Optimizations
Personalization
Recommendation
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Miisteri/Marka Tarafi Ajans Tarafi
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Olciimleme / Analiz
Stratejisi ve
Implementasyon
dERIEINEN




Planlama

Olclimleme stratejinizi belirlerken kendinize sormaniz gereken 5 soru

% Bu web sitesinin / mobil uygulamanin varolus amaclari nedir?
% Bu amaclarin gerceklesmesi, kullanicilarin hangi davranislari gerceklestirmesi ile mimkin?
% Bu davranislarin gerceklesmesini saglayan / destekleyen metrikler hangileri?

% Bu degerleri Greten kullanicilar anlamli gruplara ayrilabilir mi?

% Bu metriklerin gelmesini hedefledigim degerler neler?




Planlama

implementasyon stratejinizi belirlerken kendinize sormaniz gereken 4 soru

% Teknik kaynaklarim neler? Kimden ne kadar destek alabilirim?
% Hangi Ol¢climleme / pazarlama aracinda hangi verilere ihtiyacim var?
* Oncelikli raporlarimi olusturmam icin sart olan veriler / dlciimlemeler neler?

% Uzun vadede hangi platformda hangi verileri almak istiyorum?
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Olciimlemede Kullanilan
Baslica Araclar
ve Calisma Mantiklari




En Yaygin Aracglar

Olcme ve Analiz implementasyon
aoode @ Firebase )
Google Tag Manager
% TEALIUM
TAG

COMMANDER

Raporlama

=

Google Data Studio

Google

Google
BigQuery

UX & Test

A Google

hotjar
VYwO

& Optimizely



Google Analytics
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Google Analytics nedir ve nasil ¢alisir?

Google Analytics veri toplama, depolama, analiz etme ve raporlama amaclarina hizmet eden, internet
tabanli bir is zekasi aracidir. Google Analytics’in Temel Bilesenleri:

Olciimleme
Javascript kittiphanesi
SDK’lar

Measurement Protocol

Analiz
Kullanici arayizi

Raporlama
APl’ler

HA-OPY @v®



Google Analytics nedir ve nasil ¢alisir?

Google Analytics’e veriler JS kitiphanesi, SDK’lar ya da measurement protocol yoluyla
aktarilir.

Web sitelerinde agirlikli olarak Google Analytics’in JS kttlUphanesi kullanilmaktadir.
Belirlediginiz kosullar gerceklestiginde sayfa kaynagina eklediginiz kodlar ¢alisarak GA
Uzerine gondermek istediginiz bilgileri ilgili GA mulktne génderir.

https://www.google-analytics.com/collect?v=1& v=j65&a=1318744224& & _s=1&dI=https%3A%2F%2Fwww.simoahava.com%2Fgtm-tips%2Frespect-opt-out-from-
advertising-and-analytics%2F&ul=en-us&de=UTF-8&dt=%23GTMTips%3A%20Respect%200pt-Out%20From%20Advertising%20And%20Analytics%20-
%20Sim0%20Ahava%275%20blog&sd=24-bit&sr=1366x768&vp=548x638&je=0&_u=QACAAEABIAAG~&jid=&gjid=&cid=107798784.1509874727 &tid=UA-40669554-

1& gid=412174229.1510684337&gtm=GbdW92WQQ&cgl=2-3&cg2=500-800&cg3=11-12&cd6=1510685442226.0uuwqbwq&cd7=2017-11-
14T21%3A50%3A42.226%2B03%3A00&cd5=107798784.15098747278&2z=1026306362




Google Analytics Kurulumu

https://support.google.com/analytics/answer/7538414

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 into the <HEAD=> of every web page that you want to track. If you already have a Global Site
Tag on your page, simply add the config line from the snippet below to your existing Global Site Tag.

<I- Global site tag (gtag.js) - Google Analytics —»
<script async src="https://www.googletagmanager.com/gtag/js?id=UA-54516992-1"></script>
<script=

window.datalayer = window.dataLayer || [I;

function gtag(){datalLayer.push(arguments);}

gtag(js, new Date());

gtag('config, UA-54516992-1);

</script>
4

The Global Site Tag provides streamlined tagging across Google's site measurement, conversion tracking and remarketing products — giving you better control while making implementation easier. By
using gtag.js, you will be able to benefit from the latest dynamic features and integrations as they become available. Learn more

Google Tag Manager

Our free tool Google Tag Manager can help you add tags to your site if you have many analytics and tracking tags. Consider using Google Tag Manager if:

« You use multiple analytics and ad performance tracking tools that require site tags.
= Adding tags to your website slows down your ability to run marketing campaigns.

Learn how to get started with Google Tag Manager.

Additional implementations

Global Site Tag (gtag.js) and Google Tag Manager are the recommended tracking methods for new implementations. Additional implementation options are also available including analytics.js and the
Measurement Protocol. Learn more about additional tracking methods.

HA-OPY



https://support.google.com/analytics/answer/7538414

GA Hesap/Miilk/Goriiniim Yapilari ve Ayarlari

Google Analytics yapisi Hesap, Mulk ve Gorinim olmak tzere 3 temel bolimden
olusur.

Hesap: Google ile sozlesmeler, hesap adi vb. temel yapilandirmalar.

Miilk: Veri toplamaile ilgili tim yapilandirmalar.

Gorunum: Verinin kullanimiile ilgili tim yapilandirmalar.




GA Hesap/Miilk/Goriiniim Yapilari ve Ayarlari

(users ALL FAVORITES
Analytics Accounts Properties & Apps Views
I § \/ Brevita Google Merchandis... " 1 Master View T[ff
ROYD J ~VILE & EAE]EDGD P
PROI r|1T | UA54516002-1 232028
Dema Account (Beta) » E'Zfst ‘qulww ‘ji?
Humanlytics 3 R\?W‘ pata View -[jf

a0822334

1 hesaba bagli 50 milk ve her bir miilke bagh 25 gorinim olusturabilirsiniz.
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Google Analytics’te Belli Basli Terimler

Oturum (Session): Oturum, bir kullanicinin web siteniz, uygulamaniz vb. ile aktif olarak etkilesimde bulundugu
zaman araligidir. Tum kullanim verileri (Ekran Goruintilenme Sayisi, Etkinlikler, E-ticaret vb.) bir oturum ile
iliskilendirilir.

Kullanici (User): Belirlenen tarih araliginda en az bir oturum baslatan kullanicilar.

Hemen Cikma Orani (Bounce Rate): Sayfayla herhangi bir etkilesimin bulunmadigi, tek sayfalik oturumlarin
yuzdesi. Hemen c¢ikilan oturumlarin stresi O saniyedir.

Cikma Yiizdesi (Exit Rate): Cikis Ylzdesi, belirli bir sayfa veya sayfa kiimesinden yapilan site cikislarinin
yuzdesidir.

Acilis Sayfasi (Landing Page): Ziyaretcilerin sitenize giris yaptig sayfalar.
Yeni Kullanici (New User): Secilen tarih araliginda ilk kez gelen kullanicilar.

Geri Gelen Kullanici (Returning User): Secilen tarih araliginda
birden fazla oturum olusturan kullanicilar.

HA-OPY



Milk & Gorinum Konfiglirasyonlari

User ID

G]

T 0 ¥

o)

All accounts > Google Merchandise St..

Analytics 1 Master View -

ADMIN USER

Tracking Info

Tracking Code
D

Data Retention

User-ID

Session Settings
Organic Search Sources
List

Search Term Exclusion List

Referral Exclu

PRODUCT LINKING

=
=]
|
=2
ﬂ'

Dd

Dd

Google Ads Linking

AdSense Linking

Ad Exchange Linking

All Products

Audience Definitions

Custom Definitions

Data Import

To use this feature, you must enable it in your account by agreeing to the policy in the steps below, set up and configure the User-

ID in your tracking code and create a User-ID view to analyse the data. Learn more about the User-1D.

@ Review the UserID Policy
You must agree to the User-ID Policy before you can enable the feature.

View Full Policy

.

You must make sure that you have the full rights to use this service, to upload data and to use it
with your Google Analytics account.

.

You will give your end users proper notice about the implementations and features of Google
Analytics that you use (e.g. notice about what data you will collect via Google Analytics, and
whether this data can be connected to other data that you may have about the end user). You
will either get consent from your end users, or provide them with the opportunity to opt out from
the implementations and features that you use

.

You will not upload any data that allows Google to personally identify an individual (such as
certain names, national insurance numbers, email addresses or any similar data), or data that
permanently identifies a particular device (such as a mobile phone’s unique device identifier, if
such an identifier cannot be reset)

.

If you upload any data that allows Google to personally identify an individual, your Google
Analytics account can be terminated, and you may lose your Google Analytics data.

You will only session stitch authenticated and unauthenticated sessions of your end users if
your end users have given consent to such stitch, or if such merger is allowed under applicable
laws and regulations.

| agree to the User-ID Policy.

Set up the User-ID

Create a User-ID view



Milk & Gorinum Konfiglirasyonlari

Organik Arama Kaynaklari

®? 0O %

All accounts > Google Merchandise St...

Analytics 4 Master View ~
ADMIN USER
P'ODG"t'}'

Google Merchandise Store
e E Property Settings

Tracking Info

Tracking Code

Data Collection

Data Retention

User-1D

Session Settings

Organic Search Sources
Referral Exclusion List
Search Term Exclusion List

PRODUCT LINKING

=-| Google Ads Linking

AdSense Linking

=
D Ad Exchange Linking
m

All Products

@ These settings only work with the analytics.js version of the tracking code. If you're using the ga.js version, configure the
gajs, customise these settings to match your previous configuration for data continuity.

Organic Search Sources
Add more search engines to the default list of Organic Search Sources. Users arriving at your site(s) from any search engine in the
Learn more

The order of search engines in this list can affect how data appears in your reports.

Search Engine Name Domain Name Query Parameter Path

There is no data for this view.



Milk & Gorinum Konfiglirasyonlari

Yonlendirme Hari¢c Tutma Listesi

All accounts > Google Merchandise St...

0 Analytics 1 Master View ~

Q ADMIN USER

Google Merchandise Store @ These settings only work with the analytics.js version of the tracking code. If you're using the ga.js version, configure these setting
: ga.js, customise these settings to match your previous configuration for data continuity.

(1
nm+
L 5 Property Settings
o) Referral Exclusion List
js Tracking Info Exclude these domains from your referral traffic. Users arriving at your site via any of these domains will not be counted as referral trafficin y
- Tracking Code

Data Collection
Data Retention o
User-ID

Session Settings

googlemerchandisestore.com

Organic Search Sources

Referral Exclusion List

® 0 ¥

Search Term Exclusion List
PRODUCT LINKING

=-| Google Ads Linking

AdSense Linking

E
B ad Exchange Linking
co|

All Products




Milk & Gorinum Konfiglirasyonlari

Google Ads Baglantisi

All accounts > Google Merchandise St

- . ‘ am
o)l Analytics 4 Master View ~ ST
Q ADMIN USER
fr Google Ads Linking
HE Caarah
m+ =2drcn
- 1 Prope
® Link group name 4 Linked accounts Linked views
! Google Merchandise Store - Shopping and Video 1 linked account 3 linked views
= I
PRODUCT LINKING Google Merchandise Store - Text and Display 1 linked account 3 linked views

ygle Ads Linking

Show rows 10 « 1-20f2 <« »

E
:I Ad Exchange Linking

* 0 ¥

Dd Custom Definitions

Dd Data Import




Milk & Gorinum Konfiglirasyonlari

Kitle Tanimlari

All accounts > Google Merchandise St...

0 Analytics 1 Master View -

lo) ADMIN USER

A S

Froperty

ﬁ Google Merchandise Store AUd Iences
— e +-+. ur users throug soogle’s Audience marke e
= e B Property Settings te with Google Optimize Learn More
@ s Tracking Info You do not have Edit permission on this property, which is required for creating audiences.
[
- PRODUCT LINKING

=-| Google Ads Linking

AdSense Linking

Ad Exchange Linking

T O ¥

All Products

H B @

']' Audience Definitions

Audiences

Dynamic Attributes

Dd Custom Definitions

Dd Data Import




ulk & Gorunum Konfiglirasyonlari

Ozel Tanimlar (Boyutlar ve Metrikler)

All accounts > Google Merchandise St...

Al Analytics 1 Master View ~ A o

Q, ADMIN USER

Search

1]
LA “- Custom Dimension Name Index 4 Scope Last Changed State
® Logged In Status (Coming soon) 1 Session Jun 29,2016 Inactive
. cking Info
-~ Product ID 2 Hit Jan 26, 2016 Active
- PRODUCT LINKING
== le Ads Linkina User Category 3 User Dec 17,2015 Active
Sales Region 4 Session Feb 16,2017 Active
E AdSense Linking
8 Shipping Method (Coming Soon) 5 Hit Jun 29, 2016 Inactive
g g
D Ad Exchange Linking
L1 GA session goal 6 Session May 9, 2018 Active
m All Products
Tatoy Test - Luca 7 Hit May 24, 2018 Active
Cart 8 Hit Oct 19,2018 Inactive

'\' Audience Definitions

Dd Custom Definitions

Custom Dimensions

Custom Metrics




Milk & Gorinum Konfiglirasyonlari

Hedefler (Goals)

All accounts > Google Merchandise St

0 Analytics 1 Master View ~ a

ADMIN USER
Q

Search
oo
L o ‘ iew Setting Goal Id Goal Type Past 7 day conversions Recording
@ F Engaged Users Goal ID 2 / Goal Set 1 Pages/Screens per session 1623
Goals
~ Entered Checkout Goal ID 4 / Goal Set 1 Destination 278
= Y Filters
Purchase Completed Goal ID 1/ Goal Set 1 Destination 13
>* h Ecommerce Se ]
Registrations Goal ID 3/ Goal Set 1 Destination 53
Dd Calculated Metrics seTa .
8 Calulated Metr Smart Goals Goal ID 5/ Goal Set 1 Smart Goal 1173

PERSOMNAL TOOLS & ASSETS

Annotations

Attribution Models

Custom Channel Grouping st



Milk & Gorinum Konfiglirasyonlari

Filtreler

All accounts > Google Merchandise St...

0 Analytics 1 Master View ~

Q ADMIN USER

o
m+ “- B View Settings Rank 4 Filter Name Filter Type
@ 1 Rename AdWords Campaigns Search and Replace
M Goals
2 Include Hostname Include
e
- Y Filters

™ Ecommerce Settings

Dd Calculated Metrics BeTa

PERSONAL TOOLS & ASSETS

* 0O Y

_5|§ Segments

Annctations




Milk & Gorinum Konfiglirasyonlari

Hesaplanmis Metrikler

All accounts > Google Merchandise St...

5 ‘ m
Al Analytics 1 Master View ~ ~
Q ADMIN USER
Master View Calculated Metrics are user-defined metrics that are computed from existing metrics and drive more relevant analysis and enable greater actionability without leaving the product. Use
calculated metrics within custom reports, dashboards, or widgets. Learn more
[ 1]
L “BRT; Cattinme
- View Settings
Search
@ M Goals
Calculated Metric Name 4+ | External Name Formatting Type Last Changed
[
- Y Filters Avg User Duration calcMetric_AvgUserDuration Time Jul 26,2016
o W  Ecommerce Settings Checkout to Purchase Rate calcMetric_EnteredCheckoutTo. Percent Jul 26, 2016
] Conv Rate Per User calcMetric_ConvRatePerUser Percent Apr 11,2016
=y Dd Calculated Metrics seTa
Product Views Per Transaction calcMetric_ProductViewsPerTr.. Float Apr 11,2016
& PERSONAL TOOLS & ASSETS
ZI= seaments Revenue Per User calcMetric_RevenuePerUser Currency (Decimal) Apr 11,2016




ulk & Gorunum Konfiglirasyonlari

Ozel Uyarilar

All accounts > Google Merchandise St..

A0 Analytics 4 Master View ~

Q ADMIN USER

ﬁ i View Settings

Goals

u+ Name 4+ | Period

@ Y Fitters There is no data for this view.

W Ecommerce Settings

Dd Calculated Metrics seTa

PERSONAL TOOLS & ASSETS

Z|E segments

* 0 ¥

Annotations

ihi Attribution Models

+*| Custom Channel Grouping seT

™ Custom Alerts

L&l Scheduled Emails

|1 saved Reports

O

Share Assets




Milk & Gorinum Konfiglirasyonlari

Ozel Kanal Gruplamasi

All accounts » Google Merchandise St...

0 Analytics ¢ Master View ~

ADMIN USER
Q
ﬁ H View Settings
an M Goals
W+ o Name Aggregated t Last Modified Description
@ Y Filters There is no data for this view.
® ™ Ecommerce Settings
-

Dd Calculated Metrics seTa

PERSONAL TOOLS & ASSETS

Z|5 Segments

®* 0O Y

Annotations

ihi Attribution Models

-*| Custom Channel Grouping BET

™ Custom Alerts

(=] Scheduled Emails




GA Standart Raporlar

REAL-TIME AUDIENCE

BEHAVIOR CONVERSION

(GERCEK ZAMANLI) (KITLE) (DAVRANIS) (DONUSUMLER)

Satis ya da yeni liye
Kullanicilarin o anda kaydi gibi hedefleri

i Bu i Web sitesine izlemek Uizere veya bir
etkin oldugu ilk on Ziyaretgiler ziyaretci ceken Web sitesindeki 'z ; tuz't veya bl
sayfayi, her sayfadaki e-ticaret sitesi iseniz,

hakkinda bilmek s s icerikler hakkinda .
kullanicilarin kaynagini istediklerinizi size Eamaﬂn r;cielnc?lld;gu bilmek performgn.5|.r?|2| ve gelir
ve her bir sayfadaki gosterir. nare orme istediklerinizi ﬁedefle'r.m'l.m"lzlemek
. istediklerinizi size tizere dénisim
aktif kullanicilarin bildi ti gosterir.
sayisini gosterir. lidirecextir. raporlarini
kullanabilirsiniz.
I 1 — ., |




GA Standart Raporlar

Gergek Zamanli Rapor (Real Time)

Traffic Sources
2 keywords

Right now

Create Shortcut BETA

Page Views

Per minute Per second
. . »
active users on site pl ]
B ORGANIC M DIRECT M SOCIAL | PAID B REFERRAL —_—— -— = — -
[ ex [ ax | ax [l —a - —_—_ - | I ‘ ‘ H
— =
-2 min -21 min -1 min -11 min 2 mmin -f:lEi: -.—'fze: -30 sec -15 z=c
Viewing: Active Users Page Views (Last 30 min
.

Metric Total: 17 Q

Medium Source Active Users
1. | Organic google 7 41.18%
2. (none) {direct) 4 23.53%
3. Social YouTube 4 23.53%
4. Referra google.com 1 5.88%
5  ecpe

google 1 5.88%




GA Standart Raporlar

Kanal Raporu (Channels) https://support.google.com/analytics/answer/3297892

All accounts > Google Merchandise St

0l Analytics 1 Master View ~

_ Primary Dimension: Default Channel Grouping Source / Medium  Source Medium
O\ Search reports and help
Secondary dimension ~  Sort Type: Default ~
Ui Acquisition
ntent Default Channel Grouping
Events Users ¥ New Users
ersi
14,884 12,493
S  AUDIENCE ordoe Vol
2* ACQUISITION
1. Organic Search 8,226 (52.58%) 7,026
o 2. Referral 2,854 (18.24%) 1,571
v All Traffic
3. Direct 2,697 (17.24%) 27384
Channels
4. Affiliates 920 (5.88%) 717 74
Treemaps
5. Social 628 (4.01%) 569
Source/Medium
6. Display 260 (1.66%) 202
Referrals
7. Paid Search 60 (0.38%) 24
» e Ad
> e e

Behavior

Bounce Rate
Sessions

18,921 39.90%

9,593 47.34%
3,941 «(: 21.16%
3,242 31.92%
1,063 43.18%
670 : 60.45%
328 72.26%
84 14 45.24%

Pages /
Session

4.67

Q advanced

H e = % s

eCommerce ~

Transactions

Revenue

239  $54,688.00

$9,490.49
$33,912.97
$10,387.23
$685.13
$0.00
$212.18

$0.00

10 v Goto: |1 1-70f7 | € >

Conversions
Avg. Session m‘:‘:‘;ﬁfz
Duration Y
00:02:59 1.26%
00:02:34 0.65% 62
00:04:14 3.25% 128
00:03:20 1.30% 42
00:02:53 0.47% 5
00:01:17 0.00% 0
00:01:07 0.61% 2
00:02:20 0.00% 0
Show rows
This report was generated on 1

1:13:57 PM - Refresh Report



https://support.google.com/analytics/answer/3297892

GA Standart Raporlar

Kaynak / Araci Raporu (source/medium)

& C @& Secure | https://analytics.google.com/analytics; /trafficsources-all-traffic/a54516992w 79473p92320289/ Q
. All accounts > Google Merchandise St... ‘ - . P
Al Analytics  q Master View ~ A X0 : g
Primary Dimension: Source / Medium  Source Medium  Keyword  Other
Q Search reports and help
Secondary dimension ~  Sort Type: | Default = Q advanced HH @ = T | & HT
ﬁ HOME Acquisition Behavior Conversions eCommerce ~
Source / Medium
== CUSTOMIZATION Bounce Rate ;age_s,f Avg. Session E:oomme_ree Transactions
Users ¥ New Users Sessions o) Durati L) Revenue
uration .
Reports
© REALTIVE 14,884 12,493 18,921 39.90% 4.67 00:02:59 1.26% 239  $54,688.00
& AUDIENCE
1. google/ organic 8,047 (51.10%) 6,872 (55.01 9,409 (49.7 47.04% 4.08 00:02:35 0.65% 61 (255 $9,438.50
> ACQUISITION
2. (direct) / (none) 2,697 (17.12%) 2,384 (19 3,242 (1 31.92% 513 00:03:20 1.30% 42 E $10,387.23
ene 3. mall.googleplex.com / referral 1,810 (11.49%) 939 53 2415 (12.7¢ 12.96% 7.58 00:04:39 2.94% T (297 $16,657.63
v Al Traffic )
4. Partners / affiliate 920 (5.84%) 717 (574 1,063 (5.62 43.18% 427 00:02:53 0.47% 5 (209 $685.13
Channels
5. analytics.google.com / referral 537 (3.41%) 347 (2 651 (3.44 47.31% 296 00:02:48 0.00% 0 $0.00
Treemaps
6. sites.google.com / referral 365 (2.32%) 122 570 15.79% 6.94 00:05:12 9.30% 53 (221 $16,327.34
Source/Medium
7. dfa/cpm 260 (1.65%) 202 328 72.26% 230 00:01:07 0.61% 2 ! $212.18
Referrals
S T g, Creatoracademyyoutube.com/ 235 (Lasx) 230 (18a%) 242 (1 68.60% 217 000033 0.00% 0 $0.00
»_ Search Conanle 9. youtube.com / referral 195 (1.24%) 183 ! 210 62.86% 238 00:00:46 0.00% 0 $0.00
n < 10___haidu / araanic A5 (0 54%) R4 faie] 4 A5 9% 135 nn-NN-15 N.NN% n annn




GA Standart Raporlar

Cihaz Raporu

All accounts > Google Merchandise St

A0 Analytics 1 Master View ~

O\ Search reports and help Summary Site Usage GoalSet1 E-commerce
EP Users ¥ VS Selecta metric Dy Weex
@ Real-Time
® Users
3,000
; Audience /
Overview
1,500
Active Users
ifetime Value o
28 Oct 29 Oct 30 Oct 31 0ct 1 Nov
Cohort Analysis x
Audiences "*" Primary Dimension: Device Category
User Explorer Secondary dimension v Sort Type: Default ~ Q_ advanced B3
v Demographics Acquisition Behaviour Conversions E-commerce ~
v Interests Device Category
rests Pages/Sessi Avg. Sessi i T i
Users ¥ New Users Sessions Bounce Rate Revenue
v Geo
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v Technology :
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GA Standart Raporlar

Etkinlik Raporu

All accounts > Google Merchandise St

A0 Analytics 1 Master View ~

O\ {Search reports and help All Users ¢ Ad nt
100.00% Unique Events
REPORTS
@ Real-Time Explorer
Event Site Usage E-commerce
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Total Events ¥ VS Select a metric
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@ Total Events

S 4,000
Behaviour

Overview /

€27000
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Behaviour Flow

v Site Content

28 Oct 29 Oct 30 Oct 31 Oct 1 Nov
v Site Speed =
v Site Search Primary Dimension: Event Category Event Action Event Labe
A Events Secondary dimension ~  Sort Type Default ~ Q
Overview Event Category Total Events W Unique Events Event Value

Top Events 17,149 11,839 0
Pages ‘ ‘ o -

1. Enhanced Ecommerce 17,025 (99.28%) 11,786 0
Events Flow

2. ContactUs 124 (0.72%) 53 45 0




Gelistirilmis E-ticaret Modulu

Google Analytics

Before After
Enhanced Ecommerce Enhanced Ecommerce

Gelistirilmis e-ticaret raporlari sayesinde, standart
islem izlemenin otesine gecerek Urlnlerinizin ve site
ici kampanyalarinizin performansi hakkinda daha

CONVERSIONS

CONVERSIONS S derin icgoruler elde edebilir, kullanicilarinizin
S alisveris davranislari hakkinda alacaginiz detayli

me Checkout Behaior raporlardan yola cikarak isinizin performansini

Product Performance Productperformance gelistirebilirsiniz.

R Marketing E-ticaret sitesi olmasaniz dahi, enhanced e-

MultChamnel Funnel A commerce modullintn 6zelliklerinden faydalanarak
E e :ddccp,, icerik stratejinizi gelistirebilirsiniz. Bugtn bir¢ok blog
= Affitate Code ve icerik sitesi, Google Analytics Enhanced

‘jv e Ecommerce modiiliinden faydalanmakta.
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TO ACTIONABLE INSLHTS




Entegrasyon Kontrolii icin Tarayici Eklentileri
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GA Uzerinde Calismalar & Yorumlamalar

Google Analytics



https://analytics.google.com/analytics/web/#/a54516992w87479473p92320289/admin

Google Data Studio ile
Rapor Olusturma




Data Studio Uzerinde Calismalar

Google Data Studio



https://datastudio.google.com/
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