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What We’ll Cover

Understanding the 
Consumer Journey

Using Advanced 
Functions to Create 

Narratives

Applying Your 
Findings



How Familiar Are You 
With Google Analytics?

POLL: 

I’ve heard 
of it.

I’ve logged
in a few
times.

I’m pretty
comfortable

with it.

I should
probably be
giving this

presentation!



Why Should I Use 
Google Analytics?

MOVING FROM 

data  acquisition  TO

data  application

OUR FOCUS:



Understanding Consumer Narratives



are the stories you can discern 
about groups of customers

Consumer Narratives



Why Should I Care?

Creating Consumer Narratives



The Consumer Journey



Discovery Qualification Conversion

The DQC Framework



Largest 
Acquisition Pool

Discovery Qualification Conversion

Starts with SEO, word of mouth, advertising, 
and first interaction with website

Customers need to know: what you 
do, why you are valuable, why it’s 
important to them

Your task: have purpose with 
your content, branding, and SEO



ConversionQualification

Leads Become 
Customers

Qualification

Keep customers invested in your 
brand and on your site

Customers need: logical paths that 
create sales. Assume likely decisions 
and make it easy to get there

Your task: provide key information that 
the customer needs, such as: product 
information, costs, accommodations, 
schedule, emotional buy-in



ConversionConversion

Deal or No Deal

Qualification

This is a binary point: yes or no

Customers need: that last push. Don’t 
make the customer work - help them 
make decisions effortlessly

Your task: be consistent and ensure trust!



Discovery

Qualification

Conversion

Audience & Acquisition

Behavior

Conversion

Google’s ABC Funnel



Our Focus Today: 
Discovery & Qualification



What Do You Use Most to 
Drive Traffic to Your Website?

POLL: 

SEO 
Projects

Google
Ads

Facebook
/ Social
Media

Word
of Mouth

I Don’t Do 
Anything



Today’s Research: 



Key Concepts & 
Advanced Functions

Dimensions

Examples: traffic source, 
landing page, device category

Secondary Dimensions

Think, show me additional details, 
let’s dive deeper.



Segments

Think, let’s limit the details 
to this filter.

Advanced Search

Key Concepts & 
Advanced Functions



Metro Landing Pages Campaign

Key Concepts & 
Advanced Functions



Ways to Improve Marketing Strategy

Narrow Down to
Metro/City 

Develop Your Targeted 
Strategy

Understand Where to
Optimize Spending



Narratives By Location



Finding Demographic Information
[Audience > Geo > Location]



Investigate Effectiveness of Marketing Spend



Use Comparison To Create Action

   



What Should I Consider? 

1

2

3

Which metros convert at the highest rate? 
Quality of users vs. quantity of users

Set geotargeting for your Ads, even 
going as far to set your bid sensitivity 
based on location

Understanding exactly where 
to target will help you spend the 
right money for your outreach

What Should I Consider?



Utilizing Your Findings



Narratives By Landing Page



Finding Landing Page Information
[Behavior > Site Content >Landing Pages]



Investigate Effectiveness of Marketing Spend

x



Use Comparison To Create Action

   



1

2

3

Which landing pages 
convert the highest? 

Consider different landing 
pages for your ads based on 
customer location

This information can help you 
determine the best behavior for 
your potential customers

What Should I Consider?



Utilizing Your Findings



Narratives By Campaign



Finding Campaign Information
[Audience > Location > Metro]



Investigate Effectiveness of Marketing Spend



replace this image with yours

Use Comparison To Create Action

   



1

2

Am I spending more on a 
Campaign than I am earning?

Can I incorporate 
location insights to 
make these campaigns 
more effective?

What Should I Consider?



Utilizing Your Findings



Let’s Recap



3 Key Takeaways

Importance of 
the Consumer 

Journey

Using Advanced 
Functions for 

Narratives

Applying Your 
Findings to 

Your Strategy



•  Learn the stages of the DQC Framework

•  Know which stage you are targeting

•  Save time in Analytics using the right reports

Importance of the Consumer Journey



•  Ask questions to narrow your scope

•  Break the report down using advanced functions

•  Ask: are you reaching the right customers 
   and spending marketing dollars wisely?

Using Advanced Functions for Narratives



•  Use comparison!

•  Form hypotheses based on what you control

•  Implement and test

Applying Your Findings to Your Strategy



Three Narrative Options!

Adjust Your 
Strategy By 

Location Itself

Adjust Your 
Landing Pages 

By Location

Adjust Your 
Campaigns 
By Location





Questions?



Thank You!


