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ABOUT GPC

GPC is the largest industrial and automotive
aftermarket parts and service supplier in Asia
Pacific. GPC deliver respected, quality parts
and service to retail, commercial, and
industrial customers. From the big cities to the
hidden corners, GPC impacts every movement
in the world.
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Digital analytics offers a
treasure trove of benefits
for B2B businesses of all
shapes and sizes.



KEY ADVANTAGES

Here are some of the key advantages of investing in digital analytics:

Data-driven decisions: Instead of flying blind, digital analytics equips you with hard data to
make informed choices about your marketing strategies, content creation, and overall digital
presence.

Understanding your audience: By analysing user behavior on your website or app, you can gain
valuable insights into your target audience.

Improved marketing ROI: Digital analytics helps you measure the effectiveness of your
marketing campaigns across various channels.

Content optimisation: Digital analytics can tell you which type of content performs best with
your audience. You can see what topics they're interested in, how long they engage, and what
kind of content converts them into customers.



TODAY’S AGENDA

e Digital Analytics Tools

e Data Privacy

e Google Analytics (GA)

e Google Tag Manager (GTM)

e Microsoft Clarity

e Hotjar

e User Journey Example

e Available Metrics in GA, Clarity and Hotjar

e Advanced Analysis (cool stuff)



DIGITAL ANALYTICS TOOLS

USER ANALYTICS EXPERIENCE QUALITATIVE
e Adobe Analytics e Hotjar e Google Forms
e Matomo e Mouseflow e Mouseflow
e Mixpanel e Smartlook e Qualtrics

e Inspectlet e Meddllia
e Tealeaf e Survey Monkey

e Contentsquare



DATA PRIVACY

It I1s your responsibility to make sure that
your analytics tools comply with
requirements for personally identifiable
Information (PII), and that any PII is
accessed and handled securely.



GOOGLE ANALYTICS (GA)

e As of 2019, Google Analytics is the most
widely used web analytics service. Goodle
e Itis available both for free, and as an g )
enterprise application (GA360). .' Analyt|CS 4
e Google Analytics has undergone many
updates since its inception and is currently
on its 4th iteration - Google Analytics 4 C
(GA4). .
e Asof July 1, 2024, Universal Analytics O Looker Studio
entirely ceased collecting new data, with
GA4 succeeding it as the primary analytics
platform.
e Platforms that are also part of the Google

Analytics ecosystem are BigQuery, Looker ' GOOgle Tag Manager
Studio & Google Tag Manager.



GOOGLE TAG MANAGER (GTM)

The easiest way to set up Google Analytics, is
using Google Tag Manager (GTM).

GTM is installed into your website header using
a single code snippet.

The benefits of using GTM include:

- Many other platforms (like Clarity &
Hotjar) can be installed using GTM,
without the need for development.

- GTM unlocks advanced reporting in GA.

- GTM has versioning, and tiered admin
privileges.

Install Google Tag Manager

Copy the code below and paste it onto every page of your website.
1. Paste this code as high in the <head> of the page as possible:

<1—— Google Tag Manager —-> I_D
<script>(function(w,d,s,1,i} {w[l]=w[1l]||[]:;w[1l].push({"gtm.3tart":
new Date() .getTime(),event:'gtm.js"'}):var f=d.getElementsByTaglame (s)

|;'j

Element (3) ,dl=1!='datalayer'?"'&l="+1:"'";j.async=true;j.src=
¥ W . googletagmanager. com/gtm. js?
id="+i+dl;f.parentNode.insertBefore (j, £);

1) (window, document, "script', 'datalayer’', 'GIM-NESWZITMZ') ;</3cript>
<1-—— End Google Tag Manager ——>

2. Paste this code immediately after the opening <body= tag:

<!-- Google Tag Manager (noscript) —-> 1I_D
<noscripre><iframe sre="https://wwWwW.googlatagmanager.com/ns. heml 2id=GT
MESHZITMZ"

height="0" width="0" style="display:none;visibility:hidden"></iframe>
</noscript>

<!-— End Google Tag Manager (noscript) —->

3. Test your website (optional):

e.g. hitps://example.com



MICROSOFT CLARITY

e Clarity is a user behavior analytics tool
that helps you understand how users are
interacting with your website.

e Unlike other experience measurement
tools, it captures 100% of the visitors to

your website at zero cost. j; ;N'“at {°ga‘:;;fs
e The primary available data types are

recordings and heatmaps. BELENLS =
e Clarity has a user-friendly dashboard == @&

that captures key high-level metrics like
scroll depth and page load speed.

See dashboard demo at: clarity.microsoft.com



HOTJAR

e Hoftjar is an insights platform that
provides visual behavior insights and Pricing
qualitative on-site user feedback.

e Hoftjar has two core offerings - Hotjar Ask
(on-site surveys) and Hotjar Observe

X Basic

19 AUD / month

(recordings Qnd hequqps). We're sorry to see you go! What's your
. . reason for leaving?

e Using Hotjar Ask, you can prompt users _ _
for feedback via active on-site surveys (i vevesstecyowe ) I
and passive feedback buttons. ( idigntindwhatiwaslookingfor ) jncludes:

L Thls feedquk helps TO Immedquely -. | didn't have enough information . i -
identify pain-points in your website user '

. Something else
journey.

7 Made with Hotjar



EXAMPLE

WINFOE

Video

USER ACTIONS

View homepage

View content & experiment
Subscribe to newsletter
View demo page

Start video

View contact page
Start contact form

View Calendly page
Start Calendly booking
View pricing page

Start & complete survey
View product page
Start checkout


https://drive.google.com/file/d/1sUrRxXDJr28xVxbHn0w-xXhL6GmhZWH1/view

GA-DASHBOARD

Al accounts > tdsex

Analytics  \infoe « Q Try searching "Admin HC °
Home ~
Q Event count ~ Users ~ Event count per user ~ Total users ~ © - + AGTIVE USERS IN LAST 30 MINUTES @ +
@ 4656% 4667%
1.2 ACTIVE USERS PER MINUTE
*®
a0
00 COUNTRY - USERS ~
. 0

No data available

t7daye ~ View reports snapshot View real time >

Recently accessed

@ events (@ Pages and screens [ Reattime overview [ Traffic acquisition

odzys a0

Suggested for you
Views by Users+ by Country D~ Sessions by N
Page title and scree... Session primary ch...~
PAGE TITLE AND S COUNTRY SESSION PRIMARY SESSIONS
Survey - WINFOE o Australia Direct s
Survey-1 - WINFOE o United States Referral 0
WINFOE Poland 0 i Email 2

Pricing - WINFOE Singapore o 100

o Semo - iFoE s imn

-



https://emojipedia.org/loudly-crying-face
https://emojipedia.org/loudly-crying-face

GA -PAGES REPORT

]

Reports snapshot

0 Real-time

€]

Life cycle

»  Acquisition

~ Engagement
Overview
Events
Pages and screens
Landing page

»  Monetisation

Retention

User

»  User attributes

0 Library

Q-

Q search..
Page path and screenclass ~ + + Views
298
100% of total
1 / 14
3 /pages/pricing 26
4 /pages/contact 23
5 /pages/demo 21
6 /products/basic 21
7 /pages/lets-chat 17

Pages and screens: Page path and screen cla t=st

Rows per

39

View homepage v

View demo page v
View contact page v
View Calendly page v
View pricing page v

View product page v



GA-EVENTS REPORT (DEFAULT)

M | Reportssnapshot @ +  EventsiEventname @ - +  tmmay
Real-time
® 4+ Eventname + Event Total
Life cycle ~ count users
et . e View homepage v
@ 100% of total 100% of total
® ~ Engagement
1 click 7 3
Overview
2 first_visit 52 48 .
Subscribe to newsletter v
3 fomstrt @ 45 14
Pages and screens .
Cancing page 4 fom sumit @ 3 4 PY View demo page v
5  pageview 983 51
> Monetisation
) 6 scroll 834 a
Retention
) .
- ) 7 sessions tart 95 50 Y VleW COI"ITOCT poge \/
8 er_engagement 406 29

S e Start contact form v
e View Calendly page v

e View pricing page v

e View product page v



GA-EVENTS REPORT (DEFAULT+)

P Reports snapshot

Real-time

Life cycle
»  Acquisition

@ - engagement
Overview

Events

Pages and screens

Landing page
» Monetisation

Retention

User
»  User attributes

+  Tech

03 Library

o+

Events: Event name @ ~

+ Eventname +

begin_checkout

click

first_visit

form_start .
form_submit .

purchase

page_view

seroll

session_start

user_engagement

video_complete

video_progress

video_start

2,746
100% of total

7

7

52

45

31

51

View homepage v

Subscribe to newsletter v
View demo page v

View contact page v
Start contact form v
View Calendly page v

View pricing page v

View product page v



GA-EVENTS REPORT (CUSTOM)

A Reportssnapshot @ +  Events:Eventname © - '+ sz
@ R.Eal-“me 4 Eventname + ,E\rsl!z Total
S . e View homepage v
@ - Engagement 100% of total 100% of total . .
1 begin sheskout 1 : e View content & experiment v
Lo @ e Subscribe to newsletter v
Pages and screens o .
Landing page 4 experiment . 18 10 . VIeW demo pqge \/
- 5 first_visit 52 48 .
- o , . e Startvideo v
- . 7 form start : 15 14 °® VieW Con.rac.r poge \/
»  User attributes 5 hotjar_complete . 1 1 . STG I’T COITI'CICT form \/
e 10 hotjaropen (@) 4 4 .
o s ® : : e View Calendly page v
2 page v 4 e Start Calendly booking v
o — e View pricing page v
15 sessensie s “ e Start & complete survey v
v oo @ 1 1 e View product page v
18 video_progress () 1 1
19 video start (@) 1 1
20  view_content . 229 22

O Library



GA-EVENTS REPORT - PARAMETERS

Q, form_start ®

J Event name form_id - b Event count Total users

45 14

.64% of total 27.45% of total

1 form_start 23 11
2 form_start ContactForm 9 3
3 form_start customer_login 3 3
4 form_start newsletter 10 2

Q, calendly ®

J Event name clarity_id = x Event count Total users

EL 3

1.13% of total 5.88% of total

1 calendly 1f05go5 29 1
z calendly jbvogd 1 1

3 calendly qelfaa 1 1




CLARITY -DASHBOARD

B Microsoft | Clarity Winfoe

B n

Dashboard Recoerdings

Sessions @

Pages per session

L 370 2.31

& 65 bot s
=
i Users overview

“ 0

= 288

essions excluded average

All users it Insights

Rage clicks @

Live users - e 0%

0 sessions

Unique users - Dead clicks @

= 2.16%

@ Sessions with new users gsia% 315 W @ Excessive scrolling @
szions with o % 55 [+]
@ Sessions with returming users 12269 55 W B 0%
0 sessions
Quick backs @
Top user See all users
0,
27 sessions ustralia ] [} O 5.95%
22 sessions

ol @

Heatmaps Settings

Scroll depth

83.44%

average

Show percantage of session: (@) CFf

]

Active time spent @

1.2 min

out of 4.8 min total time

i Smart events @

Submit form

Hotar Responsz

Subscribe

Login

View Pridng

See dashboard demo at: clarity.microsoft.com

11 sessions

S sessions

4 serzions

2 sessions

1 sessions



linkedin.com/in/m-vb

CLARITY -FILTERS

Filters

Last30days  Clarityuser D =jbvlgd = %O Clear

~ Userinfo

Clarity user ID @ User type

jevoad Select user type v

~ User aclions

~ Path

~ Traffic
User actions

~ Performance

Insights Actions Clicked text @
~ Product
[ Ragecicks @ [] cursormovement @ Enter text
v Session [] Deadclicks @ [J Entered text @
o Paze [0 Excessivescroling @ [0 selectedtext @
[0 Quick backs @& [0 Resized page @
~ Custom filters
Page scroll depth @ Smart events @ Funnels

Select Funnel

Select events




CLARITY -FILTERS

View homepage

View content & experiment
Subscribe to newsletter
View demo page

Start video

View contact page
Start contact form

View Calendly page
Start Calendly booking
View pricing page

Start & complete survey
View product page
Start checkout

Visited URL = homepage

Clicked Text = ‘Subscribe’
Visited URL = demo page

Visited URL = contact page
Visited URL = Calendly page
Visited URL = pricing page
Clicked Text = ‘Next’

Visited URL = product page
Visited URL = checkout page



CLARITY - RECORDINGS

>
=3
0O ‘o V V DA ' «0 e
1

Video


https://drive.google.com/file/d/133rYm_KjuYRbyzTQEPpLwePHz_mgFddH/view?usp=sharing

HOTJAR - SURVEYS

% hotjar . ° . o
https://www winfoe.com rad i English 7 responses left
o p: ¥ Uograde your plans giish » & P o & g? @
@ Overview Responses  Results  Performance
9§ Dashboards
All questions v
@ Highlights 1
14 responses (4—, Sentiment Edit [0} ) m & &
J
@ Trends
We're sorry to see you go! What's your What could we do to improve? We may want to follow up. If you're happy Page Datc  Actions
e Funnels =
reason for leaving? 10 be contacted, enter your email:
%) Recordings
I didnit have enough information Hi - | need more information. Please call me on Ipages/pricing @ 14 & > :
Heat ® 0412556668 Thanks Jane Doe Janedoe@examplebusiness... ’
@ Heatmaps Y Inviteto interview =
[2 Feedback S D
B Surveys
I didnit have enough information | need more information [pages/pricing @ 14 & s
&, Interviews ° userabc@examplebusiness... & v Tew respon e *
© © Invie to tenvie =
® B
I didn't find the website easy to use no [pages/pricing @ 14 & > '
© ©
Something else All good [pages/pricing @ 14 & s
; " ° userabe@123ght com = v [ e respon bk
Mo I'm ok thanks © Invite to intenv o
40% off on your first year ©
©On any plan! Choose what's & D
best for your goals.
1 didnt have enough information Ipages/oricing @ 07 g, >y t

©

I+ Collapse



What cool things can these
platforms do?



LOOKER STUDIO DASHBOARDS

I:B w I N Fo E email address = 20 Jun 2024 - 10 Jul 2024
Top Users + Events
Il begin_checkout M sign in form_start page view [ view account form_submit
form_abandon
brian.stone@countryroad.com.au [ ]
lisa.barlow@bunnings.com.au [ |
[ ]

andrew.cummins@microsoft.com
dylan.rylan@hotmail.com
wanda.connery@dior.com

luke robbie@lorealparis.com.au
ellen.hopkins@gmail.com
herman.roberts@myer.com.au
kevin.nguyen@theiconic.com.au
tania.clooney@kmart.com.au

0 1 2 3 4 5 6 7
Hotjar Responses

Days Since Last Visit

20
15
important
10 widated
5 different ::
o 8

LTS S gt E C O L RN S N e Coge Cur S o
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8 9 10 11 12
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read difficult
clearly 9%
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5280
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ABANDONED FORM AUTOMATIONS

linkedin.com/in/m-vb

[EWINFOE

Contact
Name Email *
Jane user123@abc.com

| Phone number

Company

Comment

© 2024, WINFOE - Privacy policy - Terms of service - Subscription policy

Do

Sorry we missed you! lnbex x ® & 2

Winfoe winfoedotcompgmail.com vigksdnMavi.. BMay204.22 % @ 4

tome -

[HWINFOE

Sorry we missed you!

Hi - it looks like you might be looking for more information
on our services.

Please reply to this email if you have any questions.

Thanks for dropping by!

Get Started

Unsubscre
Wintoe PO Box 225 Flemngton, VIC 3031




UTM PARAMETERS

n Reports snapshot
@ Real-time
Life cycle

~ Acquisition
@ Overview
User acquisition
Traffic acquisition
User acquisition cochorts
+  Engagement
»  Monetisation

Retention

User
+ User attributes

» Tech

Is this QR code trackable?

0 Library

? utm_source = [YOUR SOURCE] & utm_medium = [YOUR MEDIUM]

Traffic acquisition: Session source/mediur t==

Search...
Session source/medium  ~
google / cpc
linkedin.com / referral
(direct) / (none)
winfoe / affiliates
bing / organic
m.facebook.com / referral
I.facebook.com / referral
duckduckgo / organic
CRM / email
linkedin / grcode

Rows per page:

 Users

160
100% of tota

114
26
7

3

10 ~

Sessions

255
100% of tota

145
29

22

Ge



A/B TESTING

[HWINFOE

Original

Step 3

*Basic plan only

Ready to optimise your
storefront experience?

VIEW P

Variation

step 5

*Basic plan only

Ready to optimise your
storefront experience?

20 Jun 2024 - 10 Jul 2024

B Ciicks [l Users
5K 400

4K

3K

2K

1K

Variation Original

Original Conversion Variation Conversion

5.36% 8.35%



CONTENT VALUE

[EWINFOE

%

[T WINFOE

20 Jun 2024 - 10 Jul 2024

Text Views ~ Conversions Revenue
1,188
1786
Utilise analytics to elevate your storefront window experience 2,000
We can help your customers easily locate the products featured in your... 2,617
Does your business spend countless hours creating innovative and app... 1,789
2412
1717
2,287
Direct sales to your online store, with your window attributed as the so... 1,054
Receive a free* QR code sticker to place on your store window for your ... 1,021
Upload links to your products using our simple portal. No development... 2183

Revenue / View

246

4.09
542
7.46
5.94
8.61

7.15

1116

6.02

642
18.34



Thank you!
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