
 

www.dotnetinstitute.co.in           Call us at - 011-4004 0815 

Google Adwords/PPC ADS 

Lesson no. 22: Google Adwords- PPC Advertising 

OPTIMIZING WITH CONVERSION REPORT 

Increased traffic won't help you reach your business goals unless some of that traffic 

converts. Having your visitors perform a desired action once they land on your pages is the 

driving force behind increased revenue.  

Every website has a unique set of goals. An industrial website generates leads, an 

ecommerce store sells products, a blog converts visitors to subscribers. If you're unfamiliar 

with the term, a conversion is essentially any action that moves a site visitor towards 

becoming a customer, and your conversion rate is the percentage of visitors who make a 

conversion. So if your company overlooks conversion rate optimization, you're missing out 

on the opportunity to make the most of your website as a marketing and sales tool. 

It’s easy to get caught up in measuring metrics like traffic and rankings, in part because 

Internet marketing is so data-driven. But monitoring and improving your conversion rate is 

more effective for driving the metrics that really matter, like sales and revenue. 

That's why conversion rate optimization, or CRO, has become so important — it gives you 

the power to identify what isn't working, why, and how you can fix it. 

 

Following points aims to list of key reports and hidden features in Google 
Analytics to begin your conversion rate optimization — CRO — efforts.  

 

i. Audience Demographics Report 

Understanding your audience is an essential foundation to any successful CRO campaign. 

Slicing and dicing data available in your audience demographic report will provide unique 

insights on the shoppers that generate revenue for your business. 

To delve into the report, go to: Audience > Demographics > Age. 
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Understanding your audience is key to any successful CRO campaign. 
 

Then be sure to change the view from data (as displayed above) to “comparison,” which 

compares a particular metric against a site’s average. 

It should look like this when you have changed it. 

 

Change the view from data (as displayed above) to “comparison,” which compares metrics 

against a site‟s average. 
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The data from the Audience demographic report above indicates that two age groups — 35-

44 and 45-54 visit this site 37.82 percent and 36.19 percent more, respectively, than the site 

average. 

To delve more into the data, use the Secondary dimension (the drop down on the top level 

corner), and select Users > Gender. Or, select any of the other secondary dimensions, such 

as City, Country, Browser, or Language. 

Also change the drop-down on the top right of the table from “Sessions” to “Revenue.” 

 

Change the drop-down on the top right of the table from “Sessions” to “Revenue.” 
 

The report above reveals that we should target our user-testing activity towards 35-44 year 

old females and 45-54 year old males and, also, that 65+ adults are not our target audience. 

Some of this data can also be fed into the targeting of paid media acquisition campaigns. 

ii. Using Advanced Segments 

Segments are a powerful way to view sources or groups of traffic. It is also a good way to 

understand sources of traffic that are more valuable than others. 

To access the full option segments interface, browse to Admin > then under the View list 

click Segments > and then click “New Segment” button. 



 

www.dotnetinstitute.co.in           Call us at - 011-4004 0815 

Google Adwords/PPC ADS 

You can segment traffic by Demographics, Technology, Behavior, Date of First Session, 

Traffic Sources, and Enhanced Ecommerce. 

For a CRO campaign, this is a treasure-trove of data. My favorite segment category for 

analyzing the sales funnel is “Enhanced Ecommerce.” It provides several action criteria, 

such as filters by sales, revenue, product name, category, and brand. It also filters sessions 

that added items to their cart and for purchases. 

The example below is basic — i.e., it is segmenting sessions that have generated revenues 

of £350 or more. 

 

This basic segment is for sessions that have generated revenues of £350 or more. 

 

 

 
iii. Optimizing for Mobile Traffic 

To find poor-performing category or product pages from mobile traffic, this report will come 

in handy. Browse to Behavior > Behavior Flow > Site Content > Content Drilldown. 

Add a secondary dimension: “Device Category.” 
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To find poor-performing pages from mobile traffic, add a secondary dimension: “Device 
Category.” 

 
Then apply an advanced filter to “include bounce rate over 60” and “Device category 

containing mobile.’’ 

You may want to only see pages with over a specific number of page views. In the example 

below, I have specified only pages with 100 views or more. 
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You can see pages with only a specific number of views. I have specified only pages with 

100 views or more. 

 

Another point worth noting is if your URL paths are well structured — i.e., your products are 

in a /prod/ or /product/ folder and category-page URLs can be filtered out — then you could 

apply a filter with the “Page path level 1” dimension that will display only product or category 

pages for your analysis. 

 

You can apply a filter with the “Page path level 1” dimension that will display only product or 

category pages. 

 

iv. Optimizing the Checkout 

Whilst the home page and category pages form the top of the ecommerce sales funnel, 

product views and basket-add actions form the mid-stage of the funnel. The checkout 

process — the final stage — attracts only a small portion of traffic. Conversion rate 

campaigns that aim to start optimization of the checkout process result in quicker results. 

To measure user and traffic movement through checkout, use the “Checkout Behavior 

Analysis” report under Conversions > Ecommerce > Shopping Analysis > Checkout 

Behavior Analysis. 
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Try to determine where drop-offs occur during checkout. The example below shows that 

49.56 percent of shoppers dropped off from the checkout process after reviewing their order 

total — i.e., the “Payment” to “Review” step. This requires further investigation. The “Billing” 

to “Shipping” drop-off is also quite high at 30.07 percent. 

 

 

Try to determine where drop-offs occur during checkout. In this example, 49.56 percent of 

shoppers dropped off from the checkout process after reviewing their order total. 

 

v. Optimizing Screen Resolutions 

To determine the screen resolutions your site is not optimized for, go to Audience > 

Technology > Browser & OS. Then click the Primary Dimension “Screen Resolution.” 

Then create an advanced filter to drill down to resolutions with significant traffic over the 

period of time you are analyzing. To do this, use the “Sessions” dimension under “Site 

Usage.” In the example below, I am filtering out entries with 1,000 sessions or less. 
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In this example, I have filtered out entries with 1,000 sessions or less. 

 
Add the secondary dimension: “Operating System.” Change the view from “table” to 

“comparison” and Filter by “Bounce Rate.” 

 

 

Add the secondary dimension: “Operating System” and change the view from “table” to 

“comparison” and Filter by “Bounce Rate.” 

 

 

vi. Optimizing Site Search 

Ecommerce merchants should know if shoppers are getting relevant results from the site 

search function. This is an important CRO question because shoppers arrive on product 

pages from different sources, such as the following. 
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a) Home page: featured products. 

b) Category pages. 

c) Search engines, social shares, or direct links. 

d) Searching for products. 

 

Remember that site search must be enabled and “search query parameter” must be set in 

Admin. To do this, go to Admin > View Settings (under view) > and enter your Query 

parameter (most Magento sites have a „q‟ as a search query parameter). 

 

 

 

Site search must be enabled and “search query parameter” must be set in Admin. 

 

Next, go to Behavior > Site Search > Search Terms. 
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Identifying site search terms. 

 

Here is how to interpret the report. 

a) Sort the table by “Total Unique Searches” to view the most popular searches. Do you 

stock products that people search most for? 

b) In the top 10 or 20 results of Total Unique Searches, view the “Average Search Depth” 

column. What are the lowest numbers? They indicate visitors who have the least 

engagement with search results as compared to other search queries. 

c) Also analyze the “Time after Search” data to identify the lowest time sessions after 

search queries, which is another engagement metric. 

d) Finally, click the “Ecommerce” link on the “Explorer” tab and note the total revenue 

generated from internal search queries and average order value. 

e) View other queries that should generate revenue but currently are not. Further 

investigate these queries in your CRO campaign. 
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Analyzing revenue and orders from site search. 

 
vii. Behavior Flow Reports 

Access Behavior Flow reports from Behavior > Behavior Flow. 

Viewing the Behavior Flow report can be intimidating at first glance. Simplifying the data you 

view would be a good first step. Start by using an advanced segment to view a specific 

portion of traffic, like paid search traffic or paid social traffic. 
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Simplify data by using an advanced segment to view a specific portion of traffic, like paid 

search traffic or paid social traffic. 

 

However over a starting page (of your choice) and you will be presented 

with three options. 
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a) Highlight traffic through here. Highlights the five most popular pages after the selected 

page. 

b) Explore traffic through here. Resets the starting point from your home page to the 

selected page and then further reveals the next three steps. 

c) Group details. Generates an easy-to-analyze table based on the current visualized data 

of the most popular pages after the selected page. 

 

In the context of CRO, Behavior Flow reports are a gold mine to help you understand traffic 

flows within your site. 

viii. In-page Analytics 

For page-by-page or on-page template CRO analysis, don’t forget to use In-page Analytics, 

which is accessible from Behavior > In-Page Analytics. 

It is most powerful when used with advanced segments. Use it as a precursor to using more 

sophisticated heat maps and eye tracking platforms (such as Crazy Egg and EyeQuant). 

For example, you can use the in-page feature to analyze click behavior in your checkout 

page or a specific product page over a specified date range. In-page analytics also has a 

scroll map to analyze how far down visitors scroll down pages — this is particularly useful in 

category pages. 

X. OPTIMIZING WITH KEYWORDS 

Keyword optimization (also known as keyword research) is the act of researching, 

analyzing and selecting the best keywords to target to drive qualified traffic from search 

engines to your website. 

Keyword search optimization is a critical step in initial stages of search engine marketing, for 

both paid and organic search. If you do a bad job at selecting your target keywords, all your 

subsequent efforts will be in vain. So it’s vital to get keyword optimization right. 
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BEST PRACTICES 

a) Drive qualified traffic to your website: To drive searchers to your site, you must optimize 

for the keywords they're searching for 

b) Measure traffic potential: Analyzing the popularity of keywords helps you gauge the size 

of a potential online market. 

c) Write effective content: By incorporating optimized keywords into your website content, 

you can connect instantly with potential customers and address their needs. 

d) Understand user behavior: By analyzing the words that your customers use, you get an 

idea of their needs and how to service those needs. 

 


