Top 5 Actionable Google Analytics Reports For Boosting X-Cart Store Conversions

Web analytics are an important tool for you to monitor and better understand the performance
of your e-commerce store in all aspects — not just sales. It can help increase your bottom line by
providing you reports detailing what is working and what isn’t in relation to your marketing efforts.

As an X-Cart store owner you should have a properly functioning Analytics system (X-cart statistics do
not count). Not having one is like lacking financial reporting of your company. You have no way of
knowing if your business is successful or in need of dire help!

Because Google Analytics offers more reports than you could possibly need it is easy to become
lost and end up ‘avoiding’ your reports. Listed below are the top 5 reports | have used with other clients
to help them increase the performance of their stores. This is by no means an exhaustive list, but it is
meant to help you get started in turning your Google Analytics reports in actionable data for improving
your visitor experience.

It is important to note that these reports assume you already have Google Analytics set-up
properly and are recording both your visitors & e-commerce transactions as well as proper
segmentation & filtering. Using Google Analytics that is not set-up correctly is like reading a map upside
down...you’ll end up somewhere, but nowhere near where you should be!

Ok time to start crunching reports, let’s begin!
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1. Top Landing Pages Assessment

Entrances Bounces Bounce Rate

11,062 3,491 49.64%

% of Site Total: 100.00% % of Site Total: 100.00% Site Avy: 49.64% (0.00%)

Page Entrances - Bounces Bounce Rate

1. @y 1,158 209 18.05%
28 652 260 42.94%
M 548 3 62.23%
4, - 394 93 24 87%
5.0 368 n a7.34%

To access this report click Content->Top Landing Pages in the left hand column. We are interested in the
first 5 results. Take a look at these pages as they’re your websites most popular point of entry. Is it

what you expected?

Look at your bounce rates for these pages...are they higher than 50%? If so that is generally an indicator
that something is amiss: either in your visitor acquisition strategy or your landing page design — or both.
You should then proceed to click on the link to find more information as to what issues it might be

facing.

In the example above page 3 might need some attention as its bounce rate is 62.23%.

page will take us to more detailed view:
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1,569 Pageviews

1,050 Unique Views

00:00:46 Time on Page

62.23% Bounce Rate
33.27% % Exit
$3.46 $ Index

Navigation Analysis
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| Entrance Paths
Paths visitors used to get to your content

Landing Page Optimization
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Now we are getting more information, but don’t quite have anything actionable yet. What we need to
do is look at the entrance keywords for this page. That will tell us what keywords brought your visitors
to this particular page. Click on the ‘Entrance Keywords’ link in the lower right portion of the page
under ‘Landing Page Optimization’. That will bring up something like this:

Content Performance l:i; =[x

Pageviews Unique Pageviews Ay, Time on Page Bounce Rate % Exit § Index

1,147 812 00:00:51 66.88% 40.37% $0.60

% of Site Total: 2.88% % of Site Total: 2.86% Site Avg: D0:00:57 (-9.68%) Site Ay 49.64% (34.74%) Site Avg: 27.82% (45.11%) Site Avey: $1.17 (-48.66%)

Keyweard Pageviews J- Unigque Pageviews Ay, Time on Page Bounce Rate % Exit i Index

1. &2 73 000037 #3.33% TilT% §i0.00
2. 59 23 000030 0.00% 338% §0.00
3. 59 34 00014 35.46% 18 .64% §i0.00
4. 49 il 000023 G5 .67% 45 98% §0.00
3. 3 23 o013 f1.54% F333% §i0.00
. . 38 13 000033 50.00% 1053% §i0.00
7. 38 28 o027 S0.00% 36.84% §0.00
& 29 20 000139 41 67% 37 93% §0.00
ER 27 17 oo 0.00% T111% §0.00

10. 26 18 0000 26 75.00% 3077% §0.00

Findl Kesewvardd: | containing |+ | Go Gota |1 Showe roves: (10 |[wf 1-100f213 | A 14

Here we have the list of keywords, both paid and non-paid (you can adjust this by clicking on either link
to view on or the other) that visitors typed in and were brought to your page. Are these keywords all
closely related? Do they reflect the content on your landing page in its headline, images and body copy?
If not that could explain the high bounce rates and means you should work on optimizing the page to
better meet the “scent” your vistors are hunting.

From the report above it looks like the first term — which brings the most traffic — also has the highest
bounce rate: 83.33%. In this case it was a result of two issues: first, the client was targeting a very broad
keyword which typically will lead to higher bounces and second their headline was not very clear and did
not contain this particular keyword.

Using this report from Google Analytics will help you improve the performance of your top high traffic
landing pages. Since these are your ‘first impression’ pages it is essential they are operating at their
best!



2. Top Traffic Sources Assessment

Site Usage  Goal Conversion l'f-‘ ==

Wisits Revenue Transactions Average Walue Ecommerce Conversion Rate Per Wisit Value

16,687 $25,643.72 148 $173.27 0.89% $1.54

% of Site Total: 100.43% % of Site Total: 100.54% % of Site Total: 100.68% Site Avy: $173.52 (-0.14%) Site Avg: 0.88% (0.25%) Site Ava: $1.54 (0.10%)
Sourceledium Visits ) Revenue Transactions Lverage Walue EEEITEED Per “isit Walue

Conversion Rate

1. gongle / organic 5,894 §8,14275 44 $185 06 0.75% $1.38
2. google fopo 4,460 $6,951.28 48 a1 1.03% 156
3. yahoo! organic 1,283 $1,355.30 ] $225.63 0.47% $1.08
4. Froogle [ base 934 $ae3.22 £l $176.64 0.54% $09s
5. men/organic 767 $400.65 2 $200.32 0.26% f052
6. (direct) f (none) LTl 446272 22 $202.85 3.28% JEES
7. H5 $280.27 2 $140.14 0.458% J0ES
8. aol/ organic 369 $1,01826 £l $203.65 1.36% 3276
9. live forganic 340 F175.46 2 5773 0.59% f052
10, shopzilla f ppc 268 $350.83 2 #7542 0.75% $1.31
Find SourceMedium | cortaining || Go Gota |1 Showe rowess | 10 [s] 1-100f 186 | 4 3

To access this report click ‘Traffic Sources -> All Traffic Sources’ in the left hand column - once there be
sure to click the ‘E-Commerce’ tab like you see above. This report is telling you the top sources /
mediums that sent traffic to your website AND how much revenue each source has generated as well as
its e-commerce conversion rate.

Look at your top 5 sources / mediums, is it what you expected? Which of these 5 are generating the
highest revenue? Can you expand traffic generated from this source? Why is one greatly outpeforming
the other?

These are just a few questions you’ll want to start asking about your results. Just like the a Top Landing
Pages report you’ll want to click on a link to see more information about that source / medium at which
point you can drill down to the keywords those visitors used and landing pages visited to help uncover
performance issues.



3. Top Keywords Assessment

L, LU | RS | 1L =

Site Usage  Goal Conversion He :_-""“

Yisits Revenue Transactions Average Value Ecommerce Conversion Rate Per Yisit Value
13,688 $18,683.13 109 $171.40 0.80% $1.36
% of Site Total: 82.38% % of Site Total: 73.26% % of Bite Total: 74.15% Site Avi: $173.52 (-1.22%) Site Avo: 0.88% (-0.00%) Site Avi: $1.54 (-11.09%)

Dimenzion:  Keyword

Inclividual Keywortt | Ecommerc) s |compared to ste average

1. 620 -8.85% '
2 . - M9 - 196 73%
3. 273 A7.20%
4 222 -o0.00% [
E . 220 2.75%
168 54 569
7 156 |0 REEEAE
8 138 18.10%
135 -100.00% q
10. "7 -340% |
Find Keyweard: | containing e G0 Gota |1 Showe rowes: | 10 | 1-100f5222 | 4 3

Showe: tatsl | paid | non-paicd

Site Usage  Goal Cormversion H e EEM

Wisits Revenue Transactions Average Value Ecommerce Cornversion Rate Per %igit Value
13,688 $18,683.13 109 $171.40 0.80% $1.36
% of Site Total: 82.38% % of Site Total: 73.25% % of Site Total: 74.15% Site Ave: $173.52 (-1.22%) Site Avg: 0.88% (-9.99%) Site Avg: $1.54 (-11.00%)

Dimension:  Keyword =

Jo Individual Keyword: | Revenue [ |compared to ste average

1 620 P 13,809 54%
2 M9 - 46,561 B4%
3. 273 7 ez 43%
4 3 100.00%
5 220 I 5,204 76%
6. 168 5051 .02%
7 156 W 12,703 20%
&, 138 3,507 B9%
E 1385 -100.00%
10. . "7 472091%
Find Keyword: | contsining [+ Go Goto |1 Show rows: (10 [w] 1-100f5222 | 4 »

You can view this report by clicking ‘Traffic Sources -> Keywords’ in the left hand menu. You will then
need to click the ‘E-commerce tab’ followed by the ‘Comparison’ button on the upper right. Here we
see two reports for our top 10 keywords, their e-commerce conversion rate (compared to the site
average) and their revenue generated (compared to the site average).

Looking at your reports are your top keywords performing as expected? Using the example above we
can see that the number 1 keyword generates a good portion of revenue...but it’s conversion rate is low.
We would want to click on that keyword to find out more information as to why that could be. Again
we’d look at the same things: top landing pages and sources for this keyword.



Perhaps the highest landing page for this keyword has a high bounce rate - you would want to examine
the content and presentation of that page, possibly explore testing new variations to try and lower the
bounce rate and increase conversions.

Also, we want to ‘mine’ this list for new converting keywords you might not know about. Clicking on the
‘Table’ view in the upper right corner and then clicking on the ‘Revenue’ column will sort the keywords
in order from most revenue generated to none. Carefully eyeball this list (top 50 or so) and see if there
are any keywords you are surprised by.

Site Usage  Goal Conversion ©= |~

Visits Revenue Transactions Average Value Ecommerce Conversion Rate Per Visit Walue

13,688 $18,683.13 109 $171.40 0.80% $1.36

% of Gite Total: 82.38% % of Site Total: 73.25% % of Gite Total: 74.15% Site Avy: $173.52 (-1.22%) Site Avo: 0.88% (-9.99%) Site Avy: $1.54 (-11.09%)

Dimension:  Keyword 2 isits Revenue J Tranzactions Average Yalue ConvEefgirgl:n;rai: Per Yisit Value

1. 9 $2,284.10 i F207 BS 2E3% $545
2. 109 $913.89 5 ¥e2rs 4.59% 838
3. 620 $679.42 5 $13588 081% $1.10
4 156 $625.38 4 F156.34 2.56% F4.01
. 34 $503.96 3 F167.09 8.82% $14.82
6. 27 $494.46 1 494 45 370% $18.3:
7 3 $416.63 1 F41663 3333% 13888
8. 1 541242 1 F412.42 100.00% §412.42
Q. 12 $411.49 1 F411.49 8.33% $34.29

10. 105 $404.27 3 #3476 2.86% §385

Find Keswarc: ;]:'EFr'{;a'\HiFié . Go ot |1 Show rovws: |10 |»|| 1-100f5222 | A +

Are you targeting these keywords in your PPC campaigns and SEO efforts? If not it’s something to
consider given they’ve already proved they can make the sale!



4. Checkout Process Assessment

Added to Cart

1,564
1,564 1,313
[entrance) Ed1 (exit) 383
54 233
56 251 (16%) 48
59 proceeded to Checkout 35
33 - - 35
Checkout
257
6 110
1 45
1 45
1 147 (657%) 2
1 proceeded to Sale 2
1 2
Sale
149
2 9.45% funnel conversion rate

[entrance) 2

You can view this reports by clicking on ‘Goals -> Funnel Visualization’ in the left hand menu. This is a
great report because it shows you visually how your checkout process is doing.

You will quickly be able to spot errors or problems in your checkout process. Is it too long? If visitors are
dropping off at a particular page be sure to examine that page for any problems with assurances,
anxiety, length and even technical issues.

From the example above it appears this client has some issues to workout on both the cart and checkout
pages. The client was having a sale in which customers had to ‘add to cart’ to see the price which would
help explain for some of the drop-offs. They also had their shipping calculator on the cart page so
perhaps shipping rates are too high? Maybe the call to action isn’t large or clear enough on the cart
page?

These are just a few questions you can start to ask as you examine your checkout process. You may
then want to start testing variations of your checkout pages to help fix poorly performing aspects.



5. Site Search Assessment

CREEIGNIERLER  Goal Conversion  Ecommerce L“ = E

Tatal Unigue Searches Results Pageviews/Search % Search Exits % Search Refinements Time after Search Search Depth

72 1.68 22.22% 15.70% 00:03:41 2.94

% 0f Site Taotal: 101.41% Site Aviy: 1,69 (-0.57%) Site Avy: 22.54% (-1.39%) Site Avi: 15.83% (-0.83%) Site Ay 00:03:42 (-0.48%) Site Ay 2.97 (-0.92%)

Dimensior: | Search Term % Totauniave ¥ Pagewewsg:fgi % Search Exts R SN | fime after Search Search Depth

1. 3 1.00 0.00% 33.33% 00:03:04 867
2 2 1.00 0.00% 100.00% 00:00: 30 0.00
3. 2 1.00 0.00% 0.00% 00:17:30 10.00
4. 2 4.00 0.00% 12.50% 00:00:47 1.50
5 2 200 0.00% 0.00% 00:32:58 21.50
6. 1 200 0.00% 0.00% 00:01:08 4.00
7 1 1.00 100.00% 0.00% 00:00:00 0.00
8 1 1.00 0.00% 0.00% 00:04:03 8.00
9. 1 8.00 0.00% 12.50% 00:09:50 0.0

10. 1 4.00 0.00% 0.00% 000124 1.00

Find Search Term: | containing [+ G Goto: 1 Show rows: | 10 [s| 1-100f66 | 4 L4

You can view this report by clicking ‘Content -> Site Search -> Search Terms’ in the left hand column.
This report shows us the top search terms used on your stores internal search engine. This is your
visitors TALKING TO YOU! They’re telling you exactly what they want or are looking for on your site so
its important you pay close attention to it.

Keep an eye out for non-widget terms such a help, support, instructions, contact, price, etc. which
indicate your visitors are having trouble finding information on your site. Looking at the ‘% Search Exits’
column tells you who is leaving immediately after their search (meaning they didn’t see any relevant
results). If these search terms are for widgets you don’t offer that may not be cause for alarm (but
maybe an opportunity to expand into a new market), but if they are searching for widget you carry and
leaving you will want to drill down on the search terms to uncover what is going on.

From the example above it doesn’t appear the site search engine is used a lot, this could be due to poor
location or excellent site structure. In this clients case it was the latter. Clicking on the ‘Ecommerce’ tab
will show you what (if any keyword) searches resulted in a conversion and is a great way to find new
keywords to describe your widget(s) that you might not have thought of!



