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Part One: 
Primary Views & Filters
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1. Best Practice Check: 
    Three Primary Views
For this project, I am using the Google Merchandise Store Demo 
Account. The three views are as follows:

1 Master View - Production

2 Test View - Test

3 Raw Data View - Unfiltered
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2. Best Practice Check: 
    Filtering Internal Traffic (1 of 2)
Since I am using the Google Merchandise Store Demo Account, I do 
not have authorization to filter internal traffic, so I am including a 
screenschot of where I would create this filter.

On the next page, I will include a filter from a website I manage that 
has removed internal traffic and hostname spam to properly 
demonstrate my knowledge.

We navigate to Admin Panel → Filters → Add Filter (option is 
removed for demo account)
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2. Best Practice Check: 
    Filtering Internal Traffic (2 of 2)
Please see below for successfully filtered Home IP Address Traffic.
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Data Exploration



Standard Display - Audience (1 of 3)
From the Audience Overview Report, select a three month time 
period you would like to explore. Which week had the most 
visitors, and which week had the fewest visitors to your site?  

Replace this box with 
screenshot from report 

Here is an overview of the Jan 1, 2019 – Mar 31, 2019 period 
broken down by week. The following pages show close ups of the 
weeks with most and least visitors. The first and last segments 
have been eliminated because they are not full weeks.



Standard Display - Audience (2 of 3)
From the Audience Overview Report, select a three month time 
period you would like to explore. Which week had the most 
visitors, and which week had the fewest visitors to your site?  

Replace this box with 
screenshot from report 

Close-up of most visitors screenshot. The week with the most 
visitors from Jan 1, 2019 – Mar 31, 2019 was Mar 17 – Mar 23 with 
13,663 visitors. The weeks before and after were a close second 
and third.



Standard Display - Audience (3 of 3)
From the Audience Overview Report, select a three month time 
period you would like to explore. Which week had the most 
visitors, and which week had the fewest visitors to your site?  

Replace this box with 
screenshot from report 

Close-up of fewest visitors screenshot. The week with the fewest 
visitors from Jan 1, 2019 – Mar 31, 2019 was Jan 20 – Jan 26  with 
10,774 visitors.



Standard Display - Audience
Do you have any ideas why certain trends are associated with 
these specific weeks?

Retail sales are traditionally slower in late January, so a drop in 
revenue is to be expected. By resegmenting the data according to 
month instead of week, we can see a slight monthly increase from 
January to February and from February to March for 2019.

If we wanted to further confirm this trend, we could look at data 
from additional years from this three month time period (Jan 1 - 
Mar 31).



Standard Display: Acquisition (1 of 3)

BOUNCE RATES

CONVERSION RATES

Note: Size of this page can be increased to 
see more detail, as with other pages in this 
report.



Standard Display: Acquisition (2 of 3)

The previous page shows two reports: the highest to lowest 
bounce rates and the highest to lowest eCommerce conversion 
rates from Jan 1 – Mar 31, 2019.

Note about the filter: The most efficient way to filter out Direct and 
Other traffic seemed to be to create a filter that addressed both of 
them; otherwise, the report will segment them out separately, 
which is not what we wanted. I was initially surprised to find that 
they are still listed in the pie chart but confirmed the traffic was 
filtered properly because the numbers show 0 with the channels 
list, and the pie chart does not display them (though the color of 
Direct is close to Affiliates).

Based on my experience, the results for both bounce rates and 
eCommerce Conversion Rates are not surprising.

Bounce Rate Analysis

The channel with the highest bounce rate was “Display”. Since 
these ads are not targeted, we expect a fair amount of traffic that 
isn’t from motivated buyers. That said, it is interesting that there is 
the lowest bounce rate from referral traffic, so we would likely 
want to investigate which traffic sources are bringing us traffic 
with engaged users and perhaps consider ways to further build 
and solidify successful partnerships.



Standard Display: Acquisition (3 of 3)

eCommerce Conversion Rate Analysis

The channel with the highest eCommerce Conversion Rate was 
paid traffic. This is a good thing because it means that our 
targeted traffic that we are paying for is working more effectively 
than the other types of traffic.

We would have to drill down further to find out which ads are 
performing best. Once we can isolate that information, we can 
perform an additional analyses to see if there is a cost benefit in a 
larger spend for the top performing paid traffic sources.



Percentage Display: Conversion

During the three month period you’ve selected, which Product 
Category contributed the highest number of unique purchases for 
New Users and which Product Category was responsible for the 
largest percentage of revenue for New Users? (Screenshot(s) only; 
no elaboration required.)



Comparison Display:  Behavior (1 of 3)

For traffic from All Users between the start and end of your three 
month period, please provide a comparison report showing Site 
Speed Page timings for our top ten pages (based on pageviews) 
and identify any potential troublespots.  

This comparison display report highlights a few potential problem 
areas. The most immediate one we need to deal with is the fact 
that our home page loads 23% more slowly than the average for 
our website. In addition, there are three re-designed pages that 
load more slowly than the site average and a slower than average 
load time for the asearch page.



Comparison Display:  Behavior (2 of 3)

I was, in particular, I thought the two most immediate areas where 
we need to focus our attention were the Home page and the Shop 
By Brand page with a YouTube video that was redesigned. 

While not required for this exercise, I was genuinely curious, so I 
broke the pageviews down according to device category and 
discovered a couple of important finds.



Comparison Display:  Behavior (3 of 3)

As the screenshot on the previous page shows, there are a couple 
of issues that should be addressed. The most immediate ones I 
see are as follows:

● The desktop version of the homepage loads more slowly than 
on mobile. This leads to more questions, such as, Is there is 
one browser that are skewing our results? In order to discover 
the issue, further analysis would be required to make this 
determination. A possible next step would be to see if there is 
an issue with one of the major browsers like Safari or Firefox. 
(It’s likely not Chrome, though we could be surprised.)

● The redesigned Shop By Brand page is underperforming 
significantly on both mobile and desktop, so we will want to 
look into this more deeply since it’s one of our top ten 
webpages. There is a YouTube connection to this page, so 
perhaps the video is slowing down load times or there might 
be another issue with the re-design. Further discovery is 
needed.



Percentage Display:  Audience (1 of 2)

Please go into the Audience → Overview → Mobile report and 
provide a screenshot or screenshots that show the following:  
Between the start and end of the three month period you’ve 
chosen, please provide percentage charts (pie charts) that show 
what percentage of All Users came from mobile, desktop, and 
tablet devices and what percentage of Paid Traffic Users came 
from mobile, desktop, and tablet devices.  

Top half of report



Percentage Display:  Audience (2 of 2)

Bottom half of report

While paid traffic is only 6.3% of our total, it is worth noting that 
the percentages of paid traffic from mobile and tablet make up a 
greater percentage of paid traffic (more than half) compared to 
that of non-paid traffic.

While the pie charts are interesting, a comparison display would 
probably also accurately showcase these findings. 



LEARN MORE udacity.com/google-analytics

Segmentation



Segmentation

For this section of the project, I decided to analyze the three 
different audience segments in relation to purchase behavior. All 
three reports have one unifying feature: they all examine an 
audience segment in the context of users who made a purchase, 
which is pre-defined in the demo account as Purchase Completed 
(Goal 1). Since we are analyzing a merchandise store, I thought it 
would be helpful to focus this section on revenue.

The following pages include audience segments for technology 
(desktop vs. mobile), geography (US customers vs. international 
customers), and user behaviors (number of sessions it took a user 
to make a purchase).



Audience Segment: Characteristic 
(Technology)

This report for the audience segment of technology shows the different 
audience segments for desktop and mobile users. A segment for desktop 
traffic and a segment for mobile traffic were applied so that we can 
compare the two. 

The findings are actually quite surprising. While desktop traffic accounts 
for more than 70% of the overall traffic, compared to mobile, far fewer 
desktop users made a purchase. This report shows that mobile accounts 
for 59% of the overall purchases for this time period while desktop 
accounts for roughly 32%. The other 9% is not accounted for, so additional 
analysis could include adding a filter for tablet. We should also consider 
additional paid ads that target mobile traffic and see if there is a problem 
with the checkout process for desktop users.



Audience Segment: Geography (US vs 
International Traffic)

This report segments users in the US versus users outside the US.

Once the data is segmented, we can see that 94% of purchases in 
the Google Merchandise store come from US users, even though 
international traffic exceeds US traffic towards the end of this time 
period.

Since we are receiving a fair amount of international traffic, it 
might be worthwhile to research if the checkout process is 
problematic for users in countries outside of the US.



Audience Segment: User Behavior 
(Number of Sessions When Purchase 
is Made)

This report segments users by the number of sessions so that we 
can see how many sessions it takes for a user to make a purchase. 
This can be helpful to see if we need to do additional retargeting, 
so the segments include one session, two sessions, and more 
than two sessions.

The report shows that 45% of purchases come from users of a 
single session, which means we can consider concentrating our 
spend on paid mobile advertising since the mobile sector is 
performing well in terms of purchases for this time period.
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Part Two:
Connecting a Data 
Source and Creating a 
Custom Dashboard
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1. Merchandise Store Draft 
Dashboard: Built on the Master View
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2. Merchandise Store Draft 
Dashboard: Time Series chart
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3. Merchandise Store Draft 
Dashboard: Pie chart, 7 slices
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4. Merchandise Store Draft 
Dashboard: Pie chart, 5 slices
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5. Merchandise Store Draft 
Dashboard: Scorecard
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6. Merchandise Store Draft Dashboard: 
Date Range Control (1 of 2)
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6. Merchandise Store Draft Dashboard: 
Date Range Control (2 of 2)
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