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A last click attribucion fuUl

... AVAGY MELYIK PIATOL RUGTAM BE?






A problémo

» Alulértékelt marketing csatorndk
» Hibds Uzleti / marketing dontések

» JOI mUkdAO terUletek folyamatos romldsa, esetleg 6sszeomldsa
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Az attribuciorol

» Egy felhasznalo = tobb Iatogatds konverzid elott
» Analytics alap riportok: a konverzid az utolsé forrashoz kerdl

» Kivéve, ha direkt joft 30 napon belUl, mert akkor a direkt Idtogatds eloti
forradshoz kapcsolodik

» AdWordsben az utolso fizetett kattintds szamit



Pé‘d(] AdWords: 1 konverzid tegnap eloftre
Analytics: 1 goal freemail.hu / referral

3% t

google / cpc freemail.hu / referral direkt latogatas
(tegnap elott) (tegnap) (ma)
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Multl-channel funnels

TOBB CSATORNAS UTVONALAK ELEMZESE



F Conversions

v Goals
» Ecommerce

+ Multi-Channel Funnels
Overview
Assisted Conversi...
Top Conversion P
Time Lag

FPath Length

v Attribution




Segitett konverzid

1 db segitett 1 db segitett

3%

1 db last click

Segitett konverzid: 2 db
Veégso konverzio: 1 db



Conversion: Type: Lookback Window:

| All ‘ -u AdWords Set | 30| days prior to conversion

& o of conversions: 100.00%




Assisted ¢ Last Click or Lastcii Assisted / Last

Marketing Channel Groups Assisted e : i . ‘
Conversions 4 Direct Click or Direct

1 Email Conversions Conversions

Direct 847 (27.06%) (28.82%) 528 (33.02%) (37.70%)
(Other) 515 (16.45%) (15.73%) 97 (6.07%) (5.05%)
Organic Search 283 (9.04%) (9.10%) 111 (6.94%) (7.08%)
Display 236 (7.54%) (8.52%) 30 (1.88%) (1.44%)
Referral 152 (4.86%) (4.25%) 40 (2.50%) (2.01%)

Facebook organic 13 (0.42%) (0.42%) 4 (0.25%) (0.27%)
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Paid Search 1 (0.22%) (0.12%) 4 (0.25%) (0.13%)




AttribUcios modellek

ERTEKELJUK A SEGITO KEZET IS!



I Last Interaction [ . Time Decay I

| Last Non-Direct Click I | Position Based F

| Last AdWords Click

e,

| First Interaction
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Model Compariso...
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Last Non-Direct Click | Last Adwords Click - Position Based

| Secondary dimension v| Q,  advanced

Conversi & Val
" == s T % change in Conversions -

Marketing Channel Groups ) . . . {from Last Non-Direct Click)
5 Last Hen-Direct Click Last AdWords Click Position Based

Last AdWords Positicn

Conversions e Conversion Value Conversions Conwversion Value Conversions Conwversion Value Click Based

Email 1,008.00 (52 04%) gz.e5%) 674.00 (42.15%) (29.15%) 809.35 (50.62%) [47.237%) -33.13% + -19.71% +
(Other) 165.00 (10.32%) {9.29%) 68.00 (4.25%) {3.44%) 30.87 (5.08%) (4.42%) -DB.79% -50.99% +
COrganic Search 162.00 (10.13%) (11.00%) 101.00 (8.32%) @esw) 126.09 (7.89%) &.11%) -37.65% + -2217% +

FEA R

Direct 148.00 (3.32%) (10.40%) 449.00 (28.08%) (20.53%) 439.05 (27.45%)

10362 (B.42%) 350.00% + 78.66% +

Display 58.00 (2.63%) (2.50%) 2671.00 (18.32%) {17.91%)

Referral 46.00 [2.88%) [2.43%) 34.00 (2.12%) {1.75%) 31.59 (1.398%) (1.83%) -26.09% + -31.32% +
Facebook organic 6.00 ([0.38%) {D.35%) 400 (p25%) {0.27%) 417 (0.28%) 024w -33.33% + -30.51%

Paid Search 500 (0.31%) {0.12%) 8.00 (o.50%) {0.28%) 425 (0.27%) {0.14%) G0.00% -15.06% +




A batydba

» Minél tdbb pdrhuzamos csatorndn hirdetink, anndl inkabb
probléma az attribUcio kezelése

» Ismernikell, hogy melyik rendszer hogyan szadmolja a konverziokat

» Erdemes lehet egy kdzds platformot kijeldini, ez lehet akdr a Google
Analytics is

» Figyelni kell a csatorndk egymasra hatdasat is, nem csak az egyes
csatorndkat kUlon-koIoN!
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