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OPTIMIZING CAMPAIGNS AND INVENTORY:  

 

ADVENTURES OF THE EEEO INSIDE AN EEEO  



Robert Petković…in numbers       

 
• 1990’s – Psychology 

• 1996 – web development 

• 2006 – web project management, SEO & analytics 

• 2014 – web analytics (agency) 

• 2015 – corporate web analyst 

• 60.000+ employees 

• 250+ GA Properties 

• A LOT of data 

• 1 GTM to rule them all 

 

Why me? 



You may say I'm a 

drummer  

But I'm not the only one 

 
 

 

So let’s do some rock!  

Who? Me? 



1st step: DEFINING GOALS 

 

 

 

Google Analytics proper usage 

Micro goals: 

  

- PDF Download 

- Newsletter subscription 

- User comment 
- Watch a video 

 

Macro goals: 

  

- Transaction  

- Reservation  

- Inquiry 
- Contact  



Google Analytics proper usage 

2nd step: SETUP AND IMPLEMENTATION 

 

• Goal-based website Measurement plan 

• Google Analytics setup 

• Placing analytics (GTM) code into websites or apps 

• Basic reports 

 

 
 

 

 

 

  
 



3rd step: REPORTS AND EDUCATION 

 

• Creating reports with recommendations to optimize: 

• marketing activities 

• Website content and design 

• web server 

• Custom reports 

• Sending reports to decision makers 

• Advanced reports and education 

 

 

Google Analytics proper usage 



4th step: INSIGHTS AND RECOMMENDATIONS 

 

• Data interpretations and recommendations for next time frame 

• Marketing channels and brands analysys 

• A/B testing and conversion optimization 

• Website changes planning and evaluation 

• Offline tracking 

Google Analytics proper usage 



HIRE AN ANALYST  



Analytics over time 

Google Analytics ROI 
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Conversion optimization 

Critical point 

Installation Reporting Education Insights 

* Brian Clifton: Successful Analytics 



As an analyst you have to sell yourself to the team: 

 

• Designers (browsers, resoutions,…) 

• Developers (page load, browsers, …) 

• Content marketing (content grouping, pageviews, page value,…) 

• Project Managers ( 

• CEO (Revenue, Users/Sessions, comparison,…) 

• … 

 

• Develop the culture of education 

Google Analytics ROI 



Povrat investicije u Google Analytics uslugu 

Facebook false data 

 

 

Mi smo zaslužni za takva pojašnjenja, jer prikazujemo nejasne 

podatke 

 

 
Slika Facebook podataka 

Slika Donalda Trumpa 

(ovo možda može i na dva slajda) 



Don’t blame it on the Data 

Facebook admits more measurement errors 



Don’t blame it on the data 

Seriously, don’t blame it on the (big) Data 



How to visualize your data in a proper way? 



An example of complexing the simple thing 



If only there were scientists who: 

 

• Study about people behavior 

• Research real (not artificial!) intelligence 

• know statistics/analytics/p-value 

• Know how to explain data and reports 

• Understand personality scales 

• know how to talk to people 

• Know when and how to ask WHY 

• … 

 

What is Google Analytics? 



HIRE A  PSYCHOLOGIST  



Gender Analysis:  

 

 

Simple yet useful reports 



UX analysis - Current Time – Session Start Time 

• Time to put first item in the basket 

• Time to purchase 

 

• GA Events analysis 

Simple yet useful reports 



Campaign Analysis:  

• Calculated metrics: Cost per goal/conversion 

• Cost import data 

• Utm tags 

 

 

Simple yet useful reports 



Enhanced e-commerce – Impression Data 

• Analysis of product impressions 

• Best products (group) position analysis 

• Product list views (search results, home, related products) 

• Product positions (how does position impact product revenue) 

• New metrics: 

• Promotional and product impressions 

• Clicks to product details and CTR 

• Cart-to-detail rate 

• Buy-to-detail rate 

 

Enhanced Ecommerce 



Internal Search Analysis 

• Search terms lists that return 0 items 

• Different QueryString for campaign traffic! 

• Paid traffic landing pages that returns 0 items 

 

Enhanced Ecommerce simple but useful reports 



Enhanced e-commerce – Reports 

Enhanced Ecommerce 



Enhanced e-commerce – Reports 

Enhanced Ecommerce 



Enhanced e-commerce – Standard Metrics 

• Cart to Detail 

• Buy to Detail 

 

• Correlation r=0.85 

Enhanced Ecommerce 
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prehrani 

TV, mobiteli i 
elektronika 

Auto-moto 

Dom 

Računala i 
periferija 

Knjige 

-200%

-150%

-100%

-50%

0%

50%

100%

150%

200%

-200% -150% -100% -50% 0% 50% 100% 150% 200%

+ CtD 

+ BtD 

+ CtD 

- BtD 

- CtD 

+ BtD 

- CtD 

- BtD 



Enhanced e-commerce – Calculated Metric: Buy to Cart 

 

• Buy to Cart 

• Cart to Detail 

• r=0.5 

 

 

 

 

 

 

 

• Buy to Cart ratio:  

{{Unique Purchases}} / ( {{Product Adds To Cart}} - {{Product Removes From Cart}} ) 

 

Enhanced Ecommerce 

Smartphones Ljetne gume Ženske haljine 

Ženske torbice 

Role 

Prijenosna PC 
računala 
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Dječji bicikli 
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Enhanced e-commerce – Buy to Cart  / Cart to Detail 

Enhanced Ecommerce 

Q1 

Looking a lot 

Adding to cart 

Not buying 

 

CURIOUS, Price cutters 

(SEE, THINK) 

 

Q2 

Looking a lot 

Adding to cart 

Buying 

 

FAST, Valuable 

(THINK, DO) 

Q3 

Less adding to cart 

Not buying 

 

NOT INTERESTED 

Q4 

Less adding to cart 

Buying 

 

FAST, few items 

(DO, CARE) 
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Buy to Cart 



Enhanced e-commerce – Category analysis 

Enhanced Ecommerce 

• Which products are easy to sell 

• Which products need some push 



Analytics & Insights – Practical tips 

 

• KISS 

• Listen to your report recipients and their feedback 

• Educate, Teach 

• Do not over-analyse  

• Don’t be afraid of simple metrics / graphs / reports 

• … 

 

 

Enhanced Ecommerce 



Thank you for your time 

 

 

 
your presence made my world 

and work better  

Robert Petković 

Web Analyst 

 

Robert.Petkovic@agrokor.hr | ropetko@gmail.com 

Linkedin.com/in/ropetko 
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