How to track marketing
campaign performance
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Digital Culture Network

1. Dance organisation

Want to reach more people over the age of 55

2. Orchestra

Want to increase subscribers to their email database

3. Small museum

Want more schools to use their resource packs




Why should | track my
marketing campaigns?

digitalculturenetwork.org.uk
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Why should | track my
marketing campaigns?

* Prove what Is working

* Focus your time and resources
* Live testing and adjustment

* Inform future activity
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Campaign structure

1. Objectives
2. Benchmark
3. Tactics
4. Targets
5. Evaluation
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1 ’
Campaigns should have specific

objectives to achievein a

defined timeframe
S —
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What are the challenges?
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What are/\the challenges?

|ncreased privacy standards, awareness
and expectation

 Closed-wall social media activity

» Data quality and limitations

*Inherent bias and interpretation

* Digital exclusion
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Accept the following:

1. There is no single source of truth
2. You will never know the full picture
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1 3
Campaign tracking is a mix of

metrics, benchmarks and

Informed assumptions
—
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What are metrics?
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Quantitative

* Website analytics
* Soclial media likes/shares/followers
* Ticket sales

Qualitative

* Feedback surveys
* Focus groups
» Case studies
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Where can | find this data?
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Twitter

Tweet activity

James Akers @JamesAkers
& Heard about Google Analytics but don't know where to start?

B Join our FREE webinar for absolute beginners!

&P Sign up now: https://www.eventbrite.co.uk/e/google-analytics-
for-absolute-beginners-tickets-984202867277
utm_source=twitter&utm_medium=post&utm_campaign=webinar
_ga_beginners ...

#DigitalCultureNetwork
@googleanalytics pic.twitter.com/7JWOyhRv8A

Reach a bigger audience
Get more engagements by promoting this Tweet!

Get started

Impressions
Media views

Total engagements

Media engagements
Link clicks

Likes

Retweets

Profile clicks

Detail expands

Replies
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Instagram organic

12:10 N =0 90%m 12:12 Gd N =+l 90%m 12:12 Gd N =+ 90%m
REACH AUDIENCE INTERACTIONS
€ Last7 Days O < Last 7 Days O < Last 7 Days ® .
Your Account Insights
Age Range All Men Women
Accounts Reached 1317 0.3% Content Interactions ACEQUDE AAGLIVILY
: : These insights measure the number of actions that
9,943 accounts 18-24 [} 10% 1,067 interactions sl e GNP ECRBUGE
+216.6% vs Sep 29 -0Oct 5 +727.1% vs Sep 29 -0Oct 5
25-34 41% ..
S— Profile Visits
35-44 - 27% The number of times your profile was visited.
45-54 [l 13% Post Interactions 1,055  Website Taps
+750.8% vs Sep 29 - Oct 5 The number of times the link to your website was
— e N 55-64 4.9% tapped.
Tues Wed Thurs  Fri Sat Sun Mon ) )
65+ | 2.8% Likes gag  Get Direction Taps
Accounts reached from Oct 6 - Oct 12 The number of times your address or Get Directions
button was tapped.
Comments 26
_ Gender Call Button Taps
Impressions 33,409 Saves 32 The number of times your phone number or Call Now
+294.4% vs Sep 29 -Oct 5 button was tapped.
Shares 149 Email Button Taps
Account Activity 8,134 The number of times your email button was tapped.
. Story Interactions 12 Text Button Taps
Profile YISItS 7,940 +140% vs Sep 29 -Oct 5 The number of times your text button was tapped.
+264.5% vs Sep 29 -0Oct 5 70% 30%
Women Men Replies 6 .
Website Taps 181
+524.1% vs Sep 29 - Oct 5 This value indicates a metric that is currently
) Shares 6 unavailable due to a lack of data needed to provide a
Most Active Times Hours Days value.
Foaaill Diddanm TamaA 1

1] @ S 1l O < |1 O < |1 O S
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Facebook organic

Page Summary Last 28 days ¢ Export Data £

Results from Aug 28, 2019 - Sep 24, 2019
Note: Does not include today's data. Insights activity is reported in the Pacific time zone. Ads activity is reported @ Organic [ Paid
in the time zone of your ad account.

Overview
Ads Actions on Page i Page Views Z Page Previews i
August 28 - September 24 August 28 - September 24 August 28 - September 24
Followers
Likes 28 73 5 4
Reach Total Actions on Page v 24% Total Page Views a 22% Page Previews v20%
eac

e _/\/J\,\_/\'v\/-\ /\ /\ /\ /\
Page Previews /MAVM

Actions on Page

Page Likes i Post Reach i Story Reach g
Posts August 28 - September 24 August 28 - September 24 August 28 - September 24
Branded Content 1 8 1 6 2 37 O Get Story Insights
Evante 5 ! See stats on how your Page's story is
Page Likes v9% People Reached 4 494% performing.
Videos
R
Shories _/\~/\/\/\/\,v
People
Messages Recommendations i Post Engagements i Videos i

Atirtniet 22 - Canteamhar 24 Aniatiet 22 - CQantemhar 24 Atirtiiet 22 - CQanteaembar 24
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Facebook Ads

| Performance 25 Demographics &y Placement  _.f Delivery

. Results: Landing page views 8,370 - Cost perresult £0.52 FResult Rate 0.97%

8,370

Results: Landing 400

page views

306,477

People Reached M 200

£4 392.61

Amount spent ]
Dec 29 Jan 12 Jan 26 Feb 9 Feb 23 Mar @ Mar 22 Apr 5

2.81 [ ] £2

Frequency

o~ £1
Custom
£0
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Ticketing and ecommerce

Dashboard

Orders Customers Stock Taxes Subscriptions

Posts Subscription Events by Date | Upcoming Recurring Revenue | Retention Rate | Subscriptions by Product | Subscriptions by Customer | Failed Payment Retries

Media
Year LastMonth ThisMonth Last7 Days Custom:yyyy-mm-¢ yyyy-mm-¢ Go 4+ Export CSV
Pages
Comments $779 00
Listings
&3 wooCommerce $10,049.00
Orders
Coupons 385
Subscriptions
Reports
Settings 37
System Status
Add-ons 19
Products
Appearance 69
Plugins
Users 52
Tools
Settings 112
+3 (+2.75%)

_ oM I-II
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Website Analytics

| Google Analytics

Users * |¥5. Selecta metric Day Week Meonth ﬁ ...
® Users

o ‘\./
.’I_.DCICI

300

Mow 1 Nov 2 Mov 3 Hov 4 Mov 5 HNov 6

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

Secondary dimension « | Sort Tvpe: | Default - Q, | advanced HI® = L =M
Acquisition Behavior Conversions =Commerce -
Default Channel Grouping
Ecommerce Conversion Rate
Users J Mew Users Sessions Bounce Rate Pages /[ Session Avg. Session Duration Transactions Revenue
7,162 6,168 9,101 45.36% 4.33 00:02:38 3.35% 305 £17,736.10
% of Total: 100.00% % of Total: 100.00% % of Total: 100.00% &vg for View: 45.36% Avg for View: 4.33 Avg for View: 00:02:38 fvg for View: 3.35% (0.00%) % of Total: 100.00% % of Total: 100.00%
(7,162) (6,168) (9,101) (0.00%) (0.00%) (0.00%) (305) (£17,736.10)
O 1. Organic Search 3,255 (44.14%) 2611 (42.33%) 4068 (44.70%) 33.55% 5.0 000312 3.37% 137 (44.92%) £8,254.30 (46.54%)
O 2. Direct 1,380 (18.71%) 1,258 (20.40%) 1,772 (19.47%) 49 89% 3.78 00:02:23 3.70% 55 (18.03%) £2384.05 (13.44%)
O 3. Social 1,127 (15.20%) 1,038 (16.83%) 1,164 (12.79%) 81.19% 1.82 00:00:42 0.86% 10 (3.28%) E257.50 (1.45%)
O 4. Email B63 (11.70%) 671 (10.88%) 1,179 (12.95%) 4996% 5.7 00:02:57 6.53% 7 (25.25%) £4,951.55 (27.92%)
O 5. Referral 473 (6.41%) 376 (6.10%) 570 ([6.26%) A48.07% 2.84 00:01:44 1.40% 8 (2.62%) E453.30 (2.56%)

6. Paid Search 283 (3.84%) 274 [3.47%) 348 (3.82%) 20.40% 7.28 00:03:53 2.17% 18 (5.90%) £1,43540 (B.09%)
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Email

Dashboard

Recent Campaigns

Nom Depot Daily Deals ~ View Report

43,791 Recipients * List: Nom Depot * Delivered: 2/27/14 4:00AM

18,392 Opens 42%
List avg 37.0%
Industry avg 18.4%
List Growth

All Lists ~ | Subscribes @ |« Imports @ || Existing

10,947 Clicks

List avg

Industry avg

Drafts ~ Create Campaign -

Top 5

Campaign Open Rate ~

1. Modern Cutlery

25%

21.0%

1.0%
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Surveys

hotjar

LANGUAGE

English

POSITION ON PAGE

] Middle Left
How would you rate your .

e experience? Make it your own

e @ b
e = = = = Set the position, emoticon, color and flow in seconds, add your own
W #fa364c p .

message, and you're good to go. Incoming Feedback works on all

Bm:;:m Dark ® Not using Hotjar yet? devices; and if you want to collect specific website feedback on more

HOT)AR BRANDING
| Hide

than one page, you can create as many widgets as you need.




Which metrics
should | look at?
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1 3
Don't value what you measure,

measure what you value
—
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What not to measure

1. Things you cannot change
2. Vanity metrics
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1. Dance organisation

What? Increase audience demographic of ages 55+

How? Lookalike audience with Facebook Pixel

Evaluation

 Facebook Insights
* Google Analytics demographic reports
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2. Orchestra

What? Increase subscribers to their email database

How? Drive traffic to the website using search and social ads

Evaluation

* Mailchimp subscribers
« (Google Analytics conversion rate
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3. Small museum

What? More schools using resource packs

How? Referral websites, emall campaign

Evaluation

 Website contact form submissions
* File downloads report in Google Analytics




Benchmarking and
SMART objectives

digitalculturenetwork.org.uk
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SMART objectives

SMA

SPECIFIC MEASURABLE ACHIEVABLE RELEVANT TIME-BASED

Image credit: https://www.questionpro.com/blog/smart-objectives-and-goals/
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1. Dance organisation

Objective: Increase audience demographic of ages 55+

Benchmark: An average month sees 400 visits from this
demographic to the website

Target: Increase by 50% over the next three months
400 x 0.5 x 3 =600

Evaluation: 600 additional visits of New Users In total
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2. Orchestra

Objective: Increase subscribers to their email database

Benchmark: An average month sees 30 people subscribe
Target: Increase by 100% over the next six months

30x1x6=180

Evaluation: 180 additional subscribers in total
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3. Small museum

Objective: More schools using resource packs

Benchmark: An average month sees 50 downloads
Target: Increase by 75% over the next three month

50x0.75x3=112.5

Evaluation: 113 additional downloads in total
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1 3
Conversions should be easy

to define, easy to measure, and

significantly beneficial
5
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How do | calculate cost
per conversion?

digitalculturenetwork.org.uk
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Spend
conversions

(minus benchmark)

£500 spend
25 additional people signed up

£500 + 25 =20

Cost per conversion = £20
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1. Dance organisation

Objective: Increase audience demographic of ages 55+

Spend: £200 on Facebook Ads
Result: 600 site visits

Cost per new site visitor: 33p
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2. Orchestra

Objective: Increase subscribers to their email database

Spend: £100 on Facebook Ads, £100 Google Ads
Result: 180 additional subscribers

Cost per new subscriber: £1.11
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3. Small museum

Objective: More schools using resource packs

Spend: 6 hours (building referral links and email campaign)
Result: 113 additional subscribers

Cost per new subscriber: 3 minutes staff time
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Multi-channel marketing
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On average It takes 14 cates

before a couple will say
®

“| love you”



https://thoughtcatalog.com/nico-lang/2013/08/29-eye-opening-dating-facts-that-will-change-the-way-you-view-relationships/

Digital Culture Network

What are channels?

 Soclal media
* Organic
 Paid
« Search
* Organic
 Paid
« Emall
 Referral
» Digital advertising
 Press and offline media
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Multi-channel marketing and attribution

MCF Channel Grouping Path Conversions + Conversion Value
1. Organic Search > [Direct] 236 (17.21%) £3,516.60
2. Direct xz]] 165 (12.04%) £1,067.75
3. Organic Search > [Direct X.‘Z]] 108 (7.88%) £1,779.80
4 Email > [ Direct] 86 (6.27%) £1,703.90
5. Direct x3]] 69 (5.03%) £004.20
6. Organic Search > [ Direct x 3]] 58 (4.23%) £1,338.20
7. :Direct > [Organic Search ] 45 (3.28%) £918.30
8. Direct x4]] 28  (2.04%) £423.70
9. Organic Search > [hDirect xtl]] 27 (1.97%) £632.50

10. rDirectXS]] 22 (1.60%) £425.00
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UTM Parameters

The method for tracking campaigns across marketing tools

digitalculturenetwork.org.uk 45
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Google

mailchimp

HOME THESHOW TOUR DATES GALLERY (W CREATIVES  EDUCATION PACK BOOK NOW @ f7¥ 7 @

Other websites

| B Z O G (referrals)

JULIA DONALDSON & AXEL SCHEFFLER

WITH BRAND NEW SONGS FROM JOE STILGOE - DIRECTED BY EMMA KILBEY

B\GGER, BRIGHTER mvowore ROAR-SOME THaN Eve

TOUR DATES
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UTM Parameters

Also known as URL parameters, campaign parameters, or
campaign tracking parameters

 Website URL

« Campaign Source
« Campaign Medium
« Campaign Name

| Google Analytics
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Example URL with UTM

 Website URL: https://www.eventbrite.co.uk/e/google-

analytics-for-absolute-beginners-tickets-98420286727
« Campaign Source: twitter

« Campaign Medium: post
 Campaign Name: webinar_ga beginners



https://www.eventbrite.co.uk/e/google-analytics-for-absolute-beginners-tickets-98420286727

Digital Culture Network

Example URL with UTM

https://www.eventbrite.co.uk/e/google-analytics-for-absolute-beginners-tickets-
984202867277?utm_source=twitter&utm medium=post&utm campaign=webinar
eqginners

= O
€ Google Analytics for absolute be X =+
& C ) @ eventbrite.co.uk/e/google-analytics-for-absolute-beginners-tickets-984202867277utm_source=twitter8utm_medium=post&... w € W 4l
eventbrite Q. Search for events Browse Events Create Event Help Sign In
event ended
Google Analytics for absolute beginners View Details

Follow this organiser to stay informed on future events

] The Digital Culture e ‘
b b g Network. Arts Council



https://www.eventbrite.co.uk/e/google-analytics-for-absolute-beginners-tickets-98420286727?utm_source=twitter&utm_medium=post&utm_campaign=webinar_ga_beginners

Digital Culture Network

Consistency Is key

Recommended best practice:

* Lowercase names (facebook not Facebook)

* Dashes instead of underscores, spaces or camel cases
(campaign-name instead of campaign_name, Campaign
Name or CampaignName)

* Consistent sources and mediums
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UTM campaign structure

Campaign Name Campaign Source Campaign Medium
campaign-name twitter post
campaign-name twitter cpc
campaignh-name mailchimp email
campaign-name google cpc
campaign-name google display
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UTM Parameters

Hootsuite 2 o
@ @hootsuite
Every time you post a link without a UTM you're putting yourself
at the mercy of dark social: ow.ly/U8s530kCJLK

31 5:15PM - Jun 27, 2018 ()

Q) 29 people are talking about this >
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Hootsuilte

vew post D00

Post to

Clear profiles

W Twitter

W JamesAkers X v

o James Akers @James... = Justnow
https://www.eventbrite.co.uk/e/google-analytics-for-
absolute-beginners-tickets-98420286727

Text

https://www.eventbrite.co.uk/e/google-analytics-for-absolute-

beginners-tickets-98420286727 Digital Culture
Network

Google Analytics

for absolute beginners

®

1¢7 Shorten with Ow.ly Add tracking

Media Open media library
2 5 o
Drag & drop files here Explore thousands of assets

Google Analytics for absolute beginners
What, why and how Arts and Culture organisations
can use Google Analytics for greater insight
https://www.eventbrite.co.uk/e/google-analytics-

e

- =
-I: oy e - |-|-\-rr - 5 ey ~_ 2 A0 i
Or-apsolute-peginners-iucCKels-Jo4llLob

Or select files to upload Browse your media

Twitter Location

No Locations applied.

The link preview may appear slightly different on e
Twitter.




Digital Culture Network

Hootsuilte

Link Settings

Link Settings is a combination of link shorteners and tracking parameters
you can apply to a link to better the the success of your post.

Shortener
You can use a shortener for your links.

H Ow.ly

Tracking

You can apply tracking parameters for your links.

Custom

W ame e
L

Er f

platform

utm_campaign Custom

| Make default settings for all links.

Valiia
o ELd

hootsuite

campaign

-Name
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Mailchimp

o

x|

Campaigns

All campaigns

Email templates

Reports

Keep it up! Draft

‘ Finish later
Draft email
LA BT T ekl ] II\_-'-CIIHI I TN TR WS R T TSl I':|l' L= Ll ||:':|l' WSS el all Tl T LY LA
the clicking.

Track plain-text clicks

Track clicks in the plain-text version of your email by replacing all links with tracking URLs. Learn
more

E-commerce link tracking

Track visitors to your website from your Mailchimp campaigns, capture formation, and

pass that information back to Mailchimp. Then you can view se details, conversions, and

total sales on the reports page. You can also set u 1ents based on your subscribers’

purchase activity. Learn more

Google Analytics link tracking

Track clicks from your campaigns all the way to purchases on your website. Requires Google

Analytics on your website.

ClickTale link tracking

Gain insight to how subscribers interact with your email content. Requires ClickTale on your

website.

CAamalls=ale




.0 Analytics X + — X

< C 0 @ analytics.google.com/analytics/web/#/report/trafficsources-all-traffic/a1964454w211020531p202733098/_u.date00=20200301& u.dat... & 3 bw % = @ a :
. All accounts > Digital Culture Network ‘5 o m
. Try searching “Any anomalies in sessions this month?” ! : a
00 Analytics  Master - filtered data for an... ~ S\ e SN ° B
REPORTS Primary Dimension: Source / Medium Source Medium Keyword Other
» ® Realtime Secondary dimension ¥ | Sort Type: Default Q, advanced BEHI@® = | & | =8N
» = Audience Acquisition Behavior Conversions eCommerce ~
o Source / Medium
v }" Acquisition New Users Bounce Rate Pages / Avg. Session Transactions
Users Sessions Sessi . ¥ Revenue
ession Duration
Overview
Al Trafe 512 430 517 0.00% 3.30 00:04:49 540 £0.00
v Sells [DCN] Product SKU = 170016385 % of Total: % of Total: % of Total: Avg for View: Avg for View: Avg for View: % of Total: % of Total:
39.26% (1,304) | 35.10% (1,225) | 29.58% (1,748) | 2.69% (-100.00%) 2.20 (50.00%) | 00:02:31(90.83%) | 80.84% (668) 0.00% (£0.00)
Channels
U 1. artsprofessional / referral 130 (25.29%) 116 (26.98%) 130 (25.15%) 0.00% 3.35 00:05:01 133 (24.63%) £0.00 (0.00%)
Treemaps
' ' % .09% 31% .00% . :035: .00% . .00%
Source/Medium J 2. tech_champion / email 104 (20.23%) 95 (22.09%) 105 (20.31%) 0.00 3.30 00:05:13 108 (20.00%) £0.00 (0.00%)
s J 3. clickdimensions / email 71 (13.81%) 50 (11.63%) 71 (13.73%) 0.00% 3.28 00:04:06 74 (13.70%) | £0.00 (0.00%)
» Google Ads U 4. (direct) / (none) 60 (11.67%) 95 (12.79%) 61 (11.80%) 0.00% 3.08 00:04:58 63 (11.67%) £0.00 (0.00%)
» Search Console L 5. eventbrite.com / referral 48 (9.34%) 43 (10.00%) 49 (9.48%) 0.00% 3.16 00:04:21 49 (9.07%) £0.00 (0.00%)
» Social (] | 6. eventbrite/email 14 (2.72%) 0 (209%) | 14 (271%) 0.00% 3.21 00:04:22 14 (2.59%) £0.00 (0.00%)
> Campaigns () 7. eventbrite / event_page 8 (156%) | 1 (023%) | 8 (1.55%) 0.00% 5.12 00:06:12 14 (2.59%) £0.00 (0.00%)
» B]  Behavior (] 8. relationship_managers / email 13 (2.53%) 8 (1.86%) | 13 (2.51%) 0.00% 3.31 00:05:00 13 (2.41%) £0.00 (0.00%)
» M Conversions L 9. twitter/ post 11 (2.14%) 8 (1.86%) 11 (2.13%) 0.00% 3.09 00:03:54 11 (2.04%) £0.00 (0.00%)
%2, Attribution BETA ) 1 10. linkedin / post 9 (1.75%) 7 (1.63%) 9 (1.74%) 0.00% 3.22 00:03:49 9 (1.67%) | £0.00 (0.00%)
~ Showrows: |10 ¥ Goto:|‘| 1-100f30 @ € >
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Facebook Pixel

Add the Facebook pixel to your website to measure the impact of your ads. Unlock powerful solutions in Facebook advertising.

’
@@2 \

Track Website Activities

Understand the actions people take after
seeing your ads. Track conversions and
measure your return on advertising.

Create a Facebook Pixel

9
~

N

Improve Your Return on Advertising

Facebook will automatically deliver ads to
people more likely to take action, based on
conversion data from your website.

Create a Pixel

Reach New and Existing Customers

Show ads to people based on the actions
they take on your website. Create lookalike
audiences to reach people similar to your
best customers.
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Evaluation

Data visualisation

digitalculturenetwork.org.uk 58
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Data Studio @ Product Overview

OVERVIEW GALLERY CONNECT TO DATA

Google Data Studio

Your data is beautiful. Use it.

Unlock the power of your data with interactive dashboards and beautiful
reports that inspire smarter business decisions. It's easy and free.

‘ USE IT FOR FREE
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Sessions

Digital Culture
Metwork

At-A-Glance

Sessions

27,380

¢ 16.7%

| OVERVIEW

Users

22,031

t 17.9%

Where is traffic coming from?

—— Organic S=arch —— Direct = Saocial —— [Other]

— Paid Search Emiail

TE

AK
500 W\/__\_/

S5ep 15 Sep 19 Sep 23
B z=zsicnis

google
{direct)

toco
Mewsl...

faceb...

bing

eCosia...

lLinsta...
en.wik...
RCTE...

Sep 27 Oct 1 Oct5

10K 15K

Select date range

Goal Completions

70
§ -29.1%

When are users most active?

Bl Sessions [ Goal Completions

= Hafarra

14

Occ 9 Saturday

Thursday
Friday Wednesday Monday

Tuesday Sunday

— 5Sessions = Godl Completions

1.5K

0 -

12 AM 3 AM &AM S AM 12 FM IPM & FPM 9 PM
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Digital Culture

Metwork I WHO'S YOUR AUDIENCE? Select date range

What's the "gender" split? What devices are people using? What are their interests?
e o S Affinity Category (... Users ~
B Sessions
1. Lifestyles & Hobbies/Gr... 4,395
2. Media & Entertainmenty/... 4 360
desktop
3. Media & Entertainmenty/... 3,911
@ female mobile 4 Lifestyles & Hobbies/Art... 3,747
® sl 5. Media & Entertainmenty/... 3510
tablet B. Shoppers/Value Shoppe... 3,185
7 Lifestyles & Hobbies/Fr... 2,968
0 5K 10K 15K
8. Beauty & Wellness/Bea... 2,954
1-100/116 >
Where do they live? How old are users?

Bl c=c=cicns
3K

4 B oo
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Digital Culture

Network

Products sold

-

M

Lo

-~

(&3]

o0

Yresetrirt Doevwvres sy
OQuUCtT nev

Product
Quick Donate
Friends Mem!
Donationto !
Silver Circle N
Friends Men
Gold Circle !
Donation to

Donation to

)

m

LI

£9,316.00

Traffic sources

=

Lo

Source / Medium
Newsletter / Emai
' (none)
organic
| / Email
referral

/ webmal

| Campaigns

Revenue

£6,146

£100

L]
L

1-

Product Category

donation

Memberships (Renewal)

Donations
Memberships (New)
Memberships (New)
Memberships (New)
Donations

)onauons

Conversion Rate

T a's

11.8%
L2000
0 SR44
V.00
pgpp—
V. 10O%

M
b
o

2 BCO4
- N -
N 2%
UV.LO%

00/ 271 >

Quantity
139

20

ra (WA}

n

-
(N

Campaigns

Campaign Revenue

1

J

o

Revenue ~

1-11/ 1M

£6,146

£2,543

"
n
-
Q

Filters

vd Campai
& campaign

-—

16.67

0.22

wn
(o]

A
L
0o
co

L

U229

(a1 4
44
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= DataStudio Report Gallery

OVERVIEW GALLERY CONNECT TO DATA VISUALIZATIONS HOME

P Marchendise Store " Y‘.m Sample Channel Report
O Featured
()  Marketing Templat - o=
arketing rempiates —
. 10
- aen
ax Community -
Community Visualizations
Submit your report Ecommerce Store |‘I AdWords Report \ YouTube Channel Report s
By Data Studio Team ews By Data Studio Team o By Data Studio Team
Shows data from an example Goegle Shows key conversion metrics Shows views, watch time, video shares, and
Merchandise store other key metrics over time.
» v~ .- AL . Lae P " B @n 8 | ambume - A - rtmy Mgy e Damvime v O ey A
- S - _ | T e -
__&
— e : srs  fom - . 4 -

Google Ads Auction Insights \ Google Ads Search performance \ Google Ads Video performance \
» o o

By Data Studio Team By Data Studio Team By Data Studio Team

®

Google Ads auction insights overview Google Ads search performance overview Google Ads video performance overv




Why should | track my
marketing campaigns?
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Why should | track my
marketing campaigns?

* Prove what Is working

* Focus your time and resources
* Live testing and adjustment

* Inform future activity
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Get In touch

digitalnetwork@artscouncil.org.uk
digitalculturenetwork.org.uk

Join the conversation

@ace_dcn
#digitalculturenetwork



mailto:digitalnetwork@artscouncil.org.uk
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Digital Culture
Network

digitalculturenetwork.org.uk #DigitalCultureNetwork



