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USERS

Numero de utilizadores que
registaram pelo menos 1
s$essao

SESSIONS

Conjunto de interaccoes num
determinado espaco de
tempo (até 30 mins de
inactividade)

MEDIUM

A categoria da fonte do
trafego - pode ser organic,
cpc, referral, email ou none

PAGEVIEWS
Total de paginas
visualizadas

BOUNCE RATE
Saida rapida da pagina
(sem interaccao)

LANDING PAGE
Pagina onde teve inicio a
sessao

EXIT PAGE
Pagina de abandono

CTR

Formula:

(Clicks/
Impressoes)x100

ORGANIC SEARCH
Trafego oriundo dos
resultados dos
motores de busca

REFERRAL TRAFFIC
Trafego oriundo de
outros sites



EVENT
Uma accao do utilizador
registada no site
(ex: click, scroll, page_view)

CONVERSION
Uma accao do utilizador registada
no site e que tem valor para a
marca (ex: signup, purchase)

PARAMETERS
Informacao adicional associada a
um evento ou conversao para
maior contexto (ex: source,
medium, page_url...)

SEGMENTS
Um conjunto de utilizadores
(ex: visitantes de um
determinado pais)

DIMENSIONS
Uma caracteristica dessa
informacao (qualitativo,
como por exemplo a cidade)

METRICS
Medidas quantitativas,
como o numero de sessoes



OLHA PARA AS METRICAS
QUE REALMENTE IMPORTAM.

SEM ILUSOES.




AD BLOCKERS

35.4% DOS UTILIZADORES TEM UM AD BLOCKER

USE OF AD BLOCKERS
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GLOBAL OVERVIEW
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https://datareportal.com/reports/digital-2024-july-global-statshot

AD BLOCKERS - RAZOES

REASONS FOR USING AD BLOCKERS

PRIMARY REASONS FOR USING AD BLOCKERS AMONGST INTERNET USERS AGED 16+ WHO USE AD BLOCKERS AT LEAST SOME OF THE TIME
GLOBAL OVERVIEW

THERE ARE TOO MANY ADS

ADS GET IN THE WAY

TO PROTECT MY PRIVACY

ADS AREN’T RELEVANT TO ME

TO STOP INAPPROPRIATE CONTENT BEING SHOWN
TO IMPROVE DEVICE PERFORMANCE

TO STOP COMPANIES COLLECTING DATA ABOUT ME

cnel

U, S we
@ oo | are. . <O>Meltwater

Digital 2024 July Global Statshot Report 458 of 483 (O} =™ M ™ English e



https://datareportal.com/reports/digital-2024-july-global-statshot

ANALYTICS DO LADO DO SERVIDOR?

Google Analytics banned in several
European countries due to GDPR
violations

JUNE 28, 2022 BY JOHANNA ROMERO — LEAVE A COMMENT

In yet another blow to Google Analytics in Europe, the Italian data
protection authority found that a local web publisher’s use of it violated
GDPR rules. As a result, the popular analytics tool has been declared
illegal in Italy after being banned in France and Austria earlier this
year.

%> netlify

Netlify Analytics

See what we see—Netlify Analytics brings you data
captured directly from our servers, presented simply
and beautifully.

fathom/

Privacy-focused website
analytics without compromise

For the longest time, website analytics software was seriously bad. It was
hard to understand, time-consuming to use, and worse, it exploited visitor
data for big tech to profit.

Fathom is a Google Analytics alternative that doesn’t compromise visitor
privacy for data. We revolutionized website analytics by making them easy
to use and respectful of privacy laws (like GDPR and more).



https://www.gpdp.it/web/guest/home/docweb/-/docweb-display/docweb/9782874#english
https://usefathom.com
https://www.netlify.com/products/analytics/
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GA 3 (UA)

GA4

Reports snapshot

Real-time
A Home
» B¥ Customisation Life cycle
REPORTS Acquisition
» © Real-time » Engagement
. » Monetisation
» & Audience
Retention
» >e Acquisition
. User
» B Behaviour
» User Attributes
» M Conversions

» Tech



ALGUMAS DIFERENCAS

Universal Analytics (GA 3) Google Analytics 4
Bounce Rate Engagement Rate (Bounce Rate é o inverso)
Avg. Session Duration Average Engagement Time per Session
Pages / Visit Events per Session or Engaged Sessions per User

Pageviews Views



Segments

(comparison
and filters)

Search

Dimensions

_ Add fiter +

Users by Session default channel group over time

01 02 03 04 05 06
Jun

@ Organic Search @ Direct @ Paid Search @ Unassigned @ Referral

Session default channel group ~ —+ 4 Users

100% of total
Organic Search 4,884
Direct 3,974

Paid Search 3,045

Unassigned 2,999

Referral 1,103
Cross-network
Organic Social

Organic Video

22,395

100% of total

8128

6,770

4,449

823

08

0%

Engaged
sessions

12,521
100% of total

4199
3,857
2,724

10

Average

600

400

Users by Session default channel group

Organic Search

Direct

Paid Search

Unassigned

Referral

o
=

Events per Engagement
session rate

55.91%
Avg 0%

51.66%
56.97%
61.23%

1.22%
60.76%
§5.78%
56.43%

57.34%

Event count
All events ~

148,629
100% of total

42,744
46,565
31,079
11,335
11,281

3,155

1,585

885

Date Range

Custem 1Jun - 12 Jun 2023 ~

Rows per page: 10

Conversions
All events

7.681.00
100% of total

5.00

§.00

3.00

7,665.00

2.00

0.00

1.00

0.00

<~ 7

-

Total revenue

Metrics



A ATIVIDADE NO TEU SITE NOS ULTIMOS 30 MIN
De onde vém? Que paginas visitaram?
Que eventos e conversoes existiram?

Realtime overview © -~

Sweden
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Nigeria

Russia

USERS IN LAST 30 MINUTES

197

USERS PER MINUTE

DEVICE CATEGORY IN LAST 30 MINUTES

® DESKTOP e MOBILE

98.5% 1.5%

- sland

2. Viewusersnapshot [1 [if <

Canada

United States‘

Mexiii
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c

Brazil
Peru

Bolivia

Chile I

Argentina

Keyboard shortcuts Map data ©2023 Terms of Use




AS INFORMAQGES MAIS RELEVANTES
De onde vém? Que paginas visitaram?
Que eventos e conversoes existiram?

New users by First user default channel group over time

12K

10K

8K

6K

4K

2K

%EM 0

08 15 22 29
Oct

® Organic Search @ Direct @ Referral @ Paid Search @ Organic Social

New users by First user default channel
group

Direct I

Referral
Paid Search

Organic Social

0 50K 100K150K200K250K



SOBRE O VISITANTE
De que cidade é€? Qual € o género e idade?
Qual € o idioma? Quais os seus interesses?

Users~ by Country @ -
COUNTRY USERS
United States 72K
India 30K
United Kingdom 15K
;many 14K
C—anada 8.4K
;ance 7.6K
;oland 5.1K

View countries >




PARA O CRUZAMENTO DE DADOS
Cria os teus graficos personalizados e
analisa a jornada dos teus visitantes.

A B Vvariables

m EXPLORATION NAME:
Free form

Custom
@ Jun 22 - Jul 19,2023
SEGMENTS
VA

i Direct traffic

Paid traffic

Mobile traffic

Tablet traffic

DIMENSIONS

it Event name

Gender

ii Country

Device category

i First user medium

City

€83 Settings

TECHNIQUE

Free form v

VISUALIZATION

Drop or select
dimension

START ROW

X 6 Free form 1 - 4+ &) & A
Segment us
Event name session_start page_view
City Active users Total users Active users Total users
Totals 84,440 90,549 84,425 89,972
99.7% of total 99.8% of total 99.7% of total 99.2% of total
1 New York 5,650 6,235 5,619 6,100
2 (not set) 5,524 6,151 5,463 5,905
3 San Jose 4314 4,773 4,258 4,590
4 Ashburn 2,869 3,202 2,845 3,103
5 Seattle 2,842 3122 2,809 3,021
6 Chicago 2,606 2,887 2,597 2,826
7 Boardman 2414 2,716 2,391 2,629
8 Los Angeles 20 2,185 1,992 2127
9 San Francisco 1937 2,134 1,925 2,070
10 Reston 1,357 1,544 1,353 1,515

fir




PARA VERES O QUE REALMENTE IMPORTA
Com a ajuda do Google Tag Manager, podes criar
conversoes para depois acompanhares no GA.

Conversion Events © ~

Conversion Events Network Settings .i.

Conversion name 1T Count (% change) Value (% change) Mark as conversion (2)
newsletter_sign_up 2,874 1t 111.6% - o9
purchase 0 0% 0 0% Q

purchase_all 142 T 21.4% - Q




0 Google TagManager



https://tagmanager.google.com

GERIR TAGS FACILMENTE
O GTM permite a gestao de tags de outras ferramentas
de Marketing, como o GA ou o Facebook Pixel

X Usercentrics Tag - Facebook Pixel [ Save

Tag Configuration

Tag Type
<> Custom HTML
Custom HTML Tag
HTML ®

1 <!-- Meta Pixel Code —

2 <script>

3 !function(f,b,e,v,n,t,s)

4 {if(f.fbq)return;n=f.fbg=function(){n.callMethod?

5 n.callMethod.apply(n,arguments):n.queue.push(arguments)};
6 if(!f._fbg)f._fbg=n;n.push=n;n.loaded=!0;n.version="'2.0";
7 n.queue=[];t=b.createElement(e);t.async=10;

8 t.src=v;s=h.getElementsByTagName(e) [0];

9 s.parentNode.insertBefore(t,s)}(window, document,'script’,
10 'https://connect.facebook.net/en_US/fbevents.js');

11 fbq('init', '545953992196333');

12 fbq('track', 'PageView');

13 </script>

14 <noscript><img height="1" width="1" style="display:none"
15 src="https://www.facebook.com/tr7id=545953992196333&ev=PageView&noscript=1"
16 /></noscript>

17 <!-— End Meta Pixel Code ——>

Triggering
Firing Triggers

@ Usercentrics Trigger - Facebook Pixel & All Pages
Trigger Group




CRIAR EVENTOS E CONVERSOES
Que podem ser depois acompanhados
no Google Analytics

X Stream Mix [

Trigger Configuration

Trigger Type

e Click - All Elements

This trigger fires on

Click ID starts with stream

References to this Trigger

o Stream Mix
Tag

> PLAY

Event count by Event name

#1 page_view

27.27% |__I_
EVENT NAME EVENT COUNT
stream-october2023 1




PREVIEW E DEBUG
O GTM permite-te testar cada tag criada
antes de publicar as alteracoes

Output of GTM-WHXSHB ®

Tags Variables Data Layer Consent Errors

Tags Fired

Usercentrics Tag - Quora Pixel Usercentrics Tag - Google Analytics 4 Usercentrics Tag - Google Analytics Universal

Custom HTML - Fired 1 time(s) Google Tag - Fired 1 time(s) Google Analytics: Universal Analytics - Fired 1 time(s)

Usercentrics Tag - Google Ads Usercentrics Tag - Google Optimize Usercentrics Tag - Conversion Linker

Google Ads Remarketing - Fired 1 time(s) Google Optimize - Fired 1 time(s) Conversion Linker - Fired 1 time(s)

Usercentrics Tag - Facebook Pixel Usercentrics Tag - Twitter Universal Tracking

Custom HTML - Fired 1 time(s) Custom HTML - Fired 1 time(s)

Usercentrics Tag - Fathom Analytics & Website Usercentrics Tag - Rewardful (new) Usercentrics Tag - Hotjar

Custom HTML - Fired 1 time(s) Custom HTML - Fired 1 time(s) Custom HTML - Fired 1 time(s)




CONTROLO DE VERSOES
O GTM cria um histdrico de todas as alteracoes
Introduzidas para veres o que mudou a cada iteracao

Versions

Version ID Status Name Created Published

50 Live, Latest Add Buy Pro and Buy 09/27/2023 09/27/2023
Basic triggers (+ Hotjar)

49 Add Hotjar + Homepage 09/27/2023 09/27/2023
and Pricing page triggers

48 Usercentrics 08/01/2023 08/01/2023
Improvements

47 Remove Custom 05/11/2023 05/11/2023
Domains from Fathom
Analytics

46 Add Google Optimize to 04/13/2023 04/13/2023
project




Google Search Console



PERFORMANCE
Identificar a performance do nosso site nas pesquisas
realizadas pelos utilizadores ou no Google Discover

Total clicks Total impressions Average CTR

985K 26M

7/29/23 8/10/23 8/22/23 9/3/23 9/15/23 9/27/23 10/9/23 10/21/23


https://developers.google.com/search/docs/appearance/google-discover

INDEXING
Garantir que todo o nosso site esta a ser devidamente
encontrado pelo Google e pedir remocoes

Not indexed Indexed

2.86K 838

7 reasons

D Impressions

Pages
45K

o I nnnmmnm

1.5K

0

8/1/23 8/13/23 8/25/23 9/6/23 9/18/23 9/30/23 10/12/23 10/24/23

Q View data about indexed pages >



EXPERIENCE
Garantir que o nosso site proporciona uma boa
experiéncia em mobile e cumpre os Core Web Vitals

Desktop
Good URLs (@) Total impressions of good URLs (@)

@ About chart
89.2% 23M
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eve M+ (< > & datastudio.gocgle.com - X ® M + =8

=. [New] Google Analytics Behavior Overview & share - 1 @

..l Google Analytics Behaviors Overview

Continent v Region v Channel - Device hd 27 Jun 2022 - 26 Jul 2022

~— Pageviews ~ Unique Pageviews =~ Bounce Rate  ~— % Exit
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Unique Pageviews Avg.TimeonPage @~ Bounce Rate % Exit Pages / Session
394,116 264,547 00:00:49 44.99% 20.07% 498

What do users see when they are in your website?
Which page is the most popular? Most popular pages with title breakdown Which content group is the most popular?

I users I New Users

@ /home

CRIA O TEU PROPRIO RELATORIO, AGREGANDO DADOS DE:
Google Analytics - Google Ads - Google Sheets - MySOQL -
YouTube Analytics - Search Console - Facebook Ads - Shopity -
LinkedIn Ads - Ficheiros CSV - Mailchimp - PayPal - TikTok -
Reddit - QuickBooks - WooCommerce


https://datastudio.google.com/u/0/reporting/6af699aa-328a-49dd-b507-268fe82ad2a6/page/4VDGB
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PARA MEDIR O IMPACTO DE CADA ESFORCO PROMOCIONAL

https://brunobrito.pt/10-mandamentos-de-social-media/

v

https://brunobrito.pt/10-mandamentos-de-social-media/
? =soclal& =10-
Mandamentos& =twitter

UMA FORMA MAIS DETALHADA DE
ENTENDER A ORIGEM DO TRAFEGO (EX:

QUAL FOI O TWEET MAIS EFICAZ, OU O
LINK DA NEWSLETTER MAIS UTILIZADO)
NOTA: SAO CASE-SENSITIVE




g A W DN

Parametros UTM
Campaign Name
Campaign Medium
Campaign Source
Campaign Term*

Campaign Content*

*parametro opcional

Descricao Exemplos

O nome da campanha, para depois filtrar no GA promo_natal, gopro5
O meilo utilizado para divulgacao social, banner, email
O canal utilizado (mais especifico que medium) google, newsletter, pinterest
Utilizado para paid search tacos+golf

Para diferenciar links, banners ou tweets link-header, banner3



GOOGLE CAMPAIGN URL BUILDER UTM.IO0 - CHROME EXTENSION

Ferramenta oficial da Google Extensao para Google Chrome

Cam palg n U RL Bu Ilder ‘ utm_io Team Personal ~ Project Your firs... ¥ Sugm SET?I'NGS

WEB PLAY URL

This tool allows you to easily add campaign parameters to URLS so you can measure Template Select multiple to bulk create links. (Watch Tutorial)
Custom Campaigns &
in Google Analytics.

Enter the website URL and campaign information
Fill out all fields marked with an asterisk (*), and the campaign URL will be generated for you. Campaign
website URL *
Medium
The full website URL (e.g. https://www.example.com)
campaign ID
i Source
The ads campaign id.
campaign source * Term
The referrer (e.g. google, newsletter)
campaign medium * Content
Marketing medium (e.qg. cpc, banner, email)
. Notes
campaign name *
Product, promo code, or slogan (e.g. spring_sale) One of campaign hame or campaign id are required.
Shortener —

campaign term

Identify the paid keywords

campaign content @ c
opy & Save
Use to differentiate ads -



https://ga-dev-tools.appspot.com/campaign-url-builder/
http://utm.io

I 4

DUVIDAS?




