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A B O U T   G P C

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. 
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K E Y   A D V A N T A G E S

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.
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T O D A Y ’ S   A G E N D A

● Digital Analytics Tools

● Data Privacy

● Google Analytics (GA)

● Google Tag Manager (GTM)

● Microsoft Clarity

● Hotjar

● User Journey Example

● Available Metrics in GA, Clarity and Hotjar

● Advanced Analysis (cool stuff)
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D I G I T A L   A N A L Y T I C S   T O O L S

U S E R   A N A L Y T I C S

● Google Analytics

● Adobe Analytics

● Matomo

● Mixpanel

E X P E R I E N C E

● Microsoft Clarity

● Hotjar

● Mouseflow

● Smartlook

● Inspectlet

● Tealeaf

● Contentsquare

Q U A L I T A T I V E

● Hotjar

● Google Forms

● Mouseflow

● Qualtrics

● Medallia

● Survey Monkey
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D A T A   P R I V A C Y

It is 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.
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G O O G L E   A N A L Y T I C S   ( G A )

● As of 2019, Google Analytics is the most 
widely used web analytics service.

● It is available both for free, and as an 
enterprise application (GA360).

● Google Analytics has undergone many 
updates since its inception and is currently 
on its 4th iteration - Google Analytics 4 
(GA4).

● As of July 1, 2024, Universal Analytics 
entirely ceased collecting new data, with 
GA4 succeeding it as the primary analytics 
platform.

● Platforms that are also part of the Google 
Analytics ecosystem are BigQuery, Looker 
Studio & Google Tag Manager.
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G O O G L E   T A G   M A N A G E R   ( G T M )

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.
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M I C R O S O F T   C L A R I T Y

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

● Unlike other experience measurement 
tools, it captures 100% of the visitors to 
your website at zero cost.

● The primary available data types are 
recordings and heatmaps.

● 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
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H O T J A R

● Hotjar is an insights platform that 
provides visual behavior insights and 
qualitative on-site user feedback.

● Hotjar has two core offerings - Hotjar Ask 
(on-site surveys) and Hotjar Observe 
(recordings and heatmaps).

● Using Hotjar Ask, you can prompt users 
for feedback via active on-site surveys 
and passive feedback buttons.

● This feedback helps to immediately 
identify pain-points in your website user 
journey.
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E X A M P L E

● View homepage

● Subscribe to newsletter
● View demo page
● Start video
● View contact page
● Start contact form

● View content & experiment

● View Calendly page
● Start Calendly booking
● View pricing page
● Start & complete survey
● View product page
● Start checkout

U S E R   A C T I O N S

Video

https://drive.google.com/file/d/1sUrRxXDJr28xVxbHn0w-xXhL6GmhZWH1/view
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G A  -  D A S H B O A R D

https://emojipedia.org/loudly-crying-face
https://emojipedia.org/loudly-crying-face
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G A  -  P A G E S   R E P O R T

● View homepage ✓

● View demo page ✓

● View contact page ✓

● View Calendly page ✓

● View pricing page ✓

● View product page ✓
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G A  -  E V E N T S   R E P O R T   ( D E F A U L T )

● View homepage ✓

● Subscribe to newsletter ✓
● View demo page ✓

● View contact page ✓
● Start contact form ✓
● View Calendly page ✓

● View pricing page ✓

● View product page ✓
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● View homepage ✓

● Subscribe to newsletter ✓
● View demo page ✓
● Start video ✓
● View contact page ✓
● Start contact form ✓
● View Calendly page ✓

● View pricing page ✓

● View product page ✓
● Start checkout ✓

G A  -  E V E N T S   R E P O R T   ( D E F A U L T + )
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G A  -  E V E N T S   R E P O R T   ( C U S T O M )

● View homepage ✓

● Subscribe to newsletter ✓
● View demo page ✓
● Start video ✓
● View contact page ✓
● Start contact form ✓

● View content & experiment ✓

● View Calendly page ✓
● Start Calendly booking ✓
● View pricing page ✓
● Start & complete survey ✓
● View product page ✓
● Start checkout ✓
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G A  -  E V E N T S   R E P O R T  -  P A R A M E T E R S 
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C L A R I T Y  -  D A S H B O A R D 

See dashboard demo at: clarity.microsoft.com
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C L A R I T Y  -  F I L T E R S
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C L A R I T Y  -  F I L T E R S

● View homepage

● Subscribe to newsletter
● View demo page
● Start video
● View contact page
● Start contact form

● View content & experiment

● 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
● Custom Tag
● Visited URL = contact page
● Custom Tag

● Custom Tag

● Visited URL = Calendly page
● Custom Tag
● Visited URL = pricing page
● Clicked Text = ‘Next'
● Visited URL = product page
● Visited URL = checkout page
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C L A R I T Y  -  R E C O R D I N G S

Video

https://drive.google.com/file/d/133rYm_KjuYRbyzTQEPpLwePHz_mgFddH/view?usp=sharing
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H O T J A R  -  S U R V E Y S
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What cool things can these 
platforms do? 
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L O O K E R   S T U D I O   D A S H B O A R D S



linkedin.com/in/m-vb

A B A N D O N E D   F O R M   A U T O M A T I O N S

Beware!
This does not mean you can add these users to your marketing database.
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U T M   P A R A M E T E R S

? utm_source = [YOUR SOURCE] & utm_medium = [YOUR MEDIUM]
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A / B   T E S T I N G
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C O N T E N T   V A L U E
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Thank you!
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