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4
Reports Overview

This is really where the magic happens in Adobe Analytics. It’s where
you take data, rules, and website information and display them in a
report. This chapter discusses reports—types of reports, sections of a
report, and how to configure reports.

Reports are designed to interpret data, but ultimately they’re used to
summarize trends and offer performance metrics for your website.

35
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How to Run a Report

1 After you've signed on to the Adobe Marketing Cloud, navigate to
Adobe Marketing Cloud > SiteCatalyst > SiteCatalyst Reporting.

Dot Warshorse

Sastataym Cesmaps

5 Discover- Sawlatays Casboar
Payar
® TesthTaeger EnpCatym wagee
B8] Genesis® FpariBuidor

2 Use the Reports list to navigate to Site Content > Pages.

Report Configuration—Select the report ~ Graph selector—Depending on the report,
details relevant to your analysis. The  you can change how the graph is displayed
choices will vary based on the report. (Pie, Bubble Plot, Line, Bar, an so on).

Data displayed as a graph— Edit date range—
Whenever you change the report Allows you to
details, options, or date, the graph recreate the report on
will reload with updated information. Segment data different date ranges

rom—— 1 7 L
|
Filter—As long as the report has items in Report details—Hard data used to
the list, you can filter by any term. You can create the graph. Selected metrics
use partial words and negative matches and their values will be represented
with the Advanced feature. in columns on the right.

The Pages report is used here as an example, as it illustrates the basic features of most reports.
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Graph Options

Running a report is just the first step in gathering data for analysis.

Next, you'll want to customize the report data. Depending on your

report analysis, you'll want to choose a useful graph presentation.

There are several graph configurations, and not all of them are avail-

able for every report.

1 Run the desired report. Click Configure Graph. (This example
shows a standard vertical bar graph.)

Number of items Display Configure Graph
shown in graph options drop-down menu
Pages Report
Repon Type: Trended | Ranked Compare 1o S§e: None
Selected Metrics: Page Views & Dally Unique Visitors Compare 1o Spament: None
Conelation Filter; Nane Parcant Showh as: Number | Graph
Data Fiter: None Include Currefji Data: Yes | No ()
Contigure Graph ~
W Page Views B Daily Unique Viitors 3] Varticai Bar
80%i il Stacked Vertical Bar
Tu%i B Horizontal Bar
0% | = Stacked Horizontal Bar
0% ®re
Aum‘ " Scatter
30%1 ", Bubbie
— - - - %) ltems Sh
o E ] English English product datal; Int., e shann

Vertical Bar graph - Pages report
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Stacked Vertical Bar Graph

Pages Report
Repon Type: Trended | Ranked Compare 10 Ste: None
Selacled Metrics: Page Views & Dally Unique Visltors Compare to Segmant: None
Correlation Fiter: None Percent Shown as: Number | Graph
Data Fiter: None Include Current Data: Yes | No
| Configure Graph ¥
B Page Views B Daily Unigue Visitors.

en:search:.Search enzEnglish English product detzil: Interlaken Trek undefined: undefined

Stacked Vertical Bar graph - Pages report

Horizontal Bar Graph

Pages Report
Report Type: Trended | Ranked Compare to Site: None
Selected Metrics: Page Views & Dally Unique Visliors Gompare to Segment: None
Cormelation Fiter: None Percent Shown as: Number | Graph
Data Fiter: Nane Include Current Dala: Yes | No (1)
Configure Grapn ~ |
N Page Views B Daily Unique Visitors.
en:zearch:Search
en:English
English
product delsil: Interaken Trek
undefined::undefined
0% 0% 20% 30% 40% 50% B0% 0% 80%

Horizontal Bar graph - Pages report
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Stacked Horizontal Bar Graph

39

Pages Report

Dala Filer: None

en:search.Search
en:English

English

product detsil: Interisken Trek

undefined: undefined

Repaon Type: Trended | Ranked
Selecied Metrics: Page Views & Dally Unique Visitors Compare to Segment: None
Conelation Filler: None:

Compare to Site: Nong

Percent Shown as: Number | Graph
Include Current Data: Yes | No (D

Cantigure Grapn ~

B Page Views B Dally Unique Visitors:

0%

20% 40% 0% B80% 100%

Stacked Horizontal Bar graph — Pages report

Pie Graph

Pages Report

Data Fiter: None

Legend
W ensearch:Search
® en:English

® English

® Showing

Aepon Type: Trended | Ranked
Selected Metrics: Page Views & Dally Unique Visitors Campare ta Segment: None
Correlation Fiiler: None

™ product detail: Interisken Trek

B undefined:undefined

Remaining

Compare 1o Ste: None

Percent Shown as: Number | Graph
Include Current Data: Yes | Na (O

Configure Graph ~
Page Views Daily Unigue Visitors

é‘

L\
A/

68.4% of Total ) 174.5% of Tatal .

Pie graph - Pages report
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Scatter Graph

Pages Report
Report Type: Trended | Ranked Gompare 1o Sile: None
Selecled Metrcs: Page Views & Dally Unique Visitors Compare to Segment: None
Conelation Fitler. None Parcant Shown as: Number | Graph
Data Finar: Nane Include Current Data: Yes | No (D)
Configure Graph ™ |
# ensearch:Search # en:English # English # product detail: Interiaken Trek
# undefined: undefined
0% w
0%
S L]
>
® 40% |
g
5
= 20%
2 + * *
0%
% 3% 5% 8% 0% 13% 5% 8% 20% 2%
Page Views
Scatter graph - Pages report
Pages Report
Fiepart Type: Tranded | Ranked Compare to Stte: Nane
Salactad Metrics: Page Views & Dally Uniqua Visitors Compare 10 Segmant: Nana
Carelation Fiter: None Percent Shown as: Number | Graph
Data Fiter: None Include Current Dala: Yes | No (0
| Conigure Graph ™
® enisearch:Search ® en;English ® Englsh ® product detail: Interiaken Trek
® undefined: undefined
a0%
T0%
e
B 60%
g
g 40%
> 30%
g . . .
0% R
ks 4
0%
0% 5% 10% 15% 20% 25%
Page Views

Bubble graph - Pages report




Trend Line Graph
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Page Views Report

View by: Day =
Day of Week: All Days ~

W Selected Month

4 weeks prior

Selecled Page: Entire Site
Include Curent Data: Yes | No (1)

Configure Graph ¥

— 52 weeks prior

1,200

1,000 /\

Page Views

Jun 2013

16 17 18 18 20 21 22 23 24 25 2/ 27 28 29 W

Trend Line graph - Page Views

Area Graph

report

Page Views Report

View by: Day ~
Day of Week: All Days ~

Selected Month

4 weeks prior

Selected Page: Entire Site
Inciude Curent Data: Yes | Ne ()

Canfigure Graph ™

52 weeks prior

Page Viaws

1 2z 3 4 5 B 7 8 8% W 1 12

18 17 18 19 20 21 22 23 24 25 26 27 28 2\ W

Area graph - Page Views report
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Report Breakdowns

A report breakdown is a type of segmentation that allows you to see
how two or more reports relate to each other. They provide context
around the metrics in Adobe Analytics.

Report breakdowns give you a further way to drill down on a report.
For example, if you are viewing the Pages report, you can see the
most popular pages by page views. However, you may want more
information about these pages, so you break down the report by
Time Spent per Visit metric, which allows you to see different inter-
vals of time that visitors spent on a specific webpage, such as the
home page.

Click the Breakdown icon to break
down this report by another.

Pjges Report

Jepart Type: Trended | Ranked
jelected Metrcs: Page Views
foreiation Filler: None

Compare to Site: None

Compare 10 Segment: None
Percant Shawn as: Number | Graph
pata Fiter: None Include Gunent Data: Yes | Na ()

CGonfigure Graph ¥
W Page Views

HE -

en:searchiSearch enEnglish English proguct detsit int undefined:undefined
e Roport | A8 Visits (No Sagrment] | June 2013 | Graph generated by SifeCalalyst using Repert Acceleraior al 10 PM MD.

o finar data Go | Advanced

Page

‘ ’1 en:saarch:Search

2. en:English

3. English

4. product detail: Interiaken Trak

Pages report [Site Content > Pages]
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How to Break Down a Report

1 Navigate to the report you want to break down. Scroll down to
the details section and click the Breakdown icon. (The Pages
report is used here as an example.)

Breakdown icon

2 Select report from Breakdown list.

BREAKDOWN BY: (]!
Sie Contant Time Spent per Visit
Traffic Sources ¥ Trek
Campaigns ]
Products b
Bis by OTTO
Conversion }
Vistor Retention +
Visitor Protiie b
Marketing Channels » | Search
SHOW PAGE VIEWS FOR THIS
ITEM CORRELATED WITH:
Slle Contant , dis powered by OTTO
Mobile 3
Traific Sources L]
Traffic L
Visttor Profiie L2
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3 Analyze data.

Displays time intervals that visitors interacted with
the webpage. In this example 35% of the page
traffic viewed this webpage for 10 to 30 minutes.

Different metrics can be selected to see
correlations between time spent on the
webpage and its relation to other metrics.

Selected Pages—

Displays the webpage name

selected for the breakdown
1

Pages Repo

A AN
Fepart Type: T] AI thx/

Selected Matrfs: Ravenue, Visis
Broken Downfly: Time Spant per Visit

B Revenue . Visits

Compare 1o Site: Nane
Campare ta Segment: Nane
Selected Pages: en:search:Search
Percent Shown as: Number | Graph
Include Gument Data: Yes | No (D

Configure Graph ¥ |

B

10-30 minutes 1-5 minutes 5-10 minutes

45 PM MO,

Pages Rapors | A Visis (No 1] durs 2613 Graph y .

— (-6 minutes. less than 1 minute

Pages report broken into Time Spent Per Visit
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How to Add a Correlation Filter

A correlation filter is another way to break down a report.
1 Navigate to the report you'd like to filter. (In this example, the
Pages report is used.) Select Correlation Filter.

Correlation Filter

45

Pages Report

Fitar the data shown In your report by any avallable comelations. From the pul-down menu, select the desired
comalation calegary. Then click "Selact liem” to choose a particular itlem for that calegary. Onoe the fem has been
selactad, e NEw fula is autamatically added 1o the comelation titar. You may deiete any rule by elicking the
buton

Filter Rule Creator

1 . ltem
Rapon an data whete [_< Select Category > 3] = < Select tem >

Correlation Filter

Naons Sslectad

[oK | [canser |

2 Click OK to reload the report.

Tip » Ifthe Correlation Filter option is not visible, the feature is
either not enabled or not available for that report.

Report Type: Trended | Ranfed Compare to Site: None
Selectad Metrics: Page Vievls & Dally Unique Visitors Compare to Segmant: None
Correlation Filter: Nane Percent Shown as: Number | Graph
Data Fitter: None Include Current Data: Yes | No ()
CortiouniGanhizy
Wl Page Views W Daily Unique Visitors.

BO%
70%
B0% |
50%
40% |

™ _. _. mm =l W

en:search:Search en:English English product detall; Inl. undefined: undefined

Correlation Filter
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How to Use Segments Within a Report

To create custom subsets of data, use the segmentation feature in
Adobe Analytics. Segments can be based on pages, visits, and visi-
tors, and can be applied to reports, reportlets, dashboards, and book-
marks. Here are some examples of how segments can be used:

* How many visitors to your website originated from Facebook

o Which campaign delivered the most first-time visitors in the last
month

¢ The amount of revenue derived from repeat customers during the
last quarter

1 Run the desired report. Click the desired segment from the
report page.
The report reloads with the segment applied.

Segment information icon—

Segment drop-down menu— If you have permission to edit
Displays which segment is the segment, the edit and delete
currently applied to the report. icons will also appear here.

i —
.11 Adobe" SiteCatalyst I | deamstne At
ravDaTES & | Dyoowsess  ®gana  Wocoran  @oewocsm | M
A3 Viats P Sogran
Pages Report SUATE SEGUENTS
Bogsmas Faden o Purchasr
oot Typa: Tranded | Aunied © hon-Fumhasn e 10 5 Mok
[ ' meecied Meres Page Views O rFumnasen s 1a Begmant: Hone
Stwrd Dashboests ¢ Consaton FRer Mo et St ok Wumber | Gragh
Cuta Pitar: Hone Incide Cumu Data Yeu | Mo )
nepomTs -
Caniguse Gran =
St assca ' B Fage Views

San Comess

e o = i Warachie:
£ ascresr

Paina " 18%

Trme faoTes 3 e PRELONFGURED
Cameag (R x ) e Sasen
e i

Trme "

" r——— prapmo

Vikor Protis

Adding a segment to a report

See Chapter 12 for more information on custom segmentation.



Miscellaneous Custom Report

Table 4.1 Miscellaneous Custom Report Options

4: Reports Overview: 47

Options

NAME

Copy Report Graph

Create Custom Report
(Admin only)

Compare Dates

Normalize Report Data

Compare Report Suites

ACTION

Copy areporttouseitasa
graph in a presentation or
document.

Copy the report configuration
to use at a later time.

Compare two separate date
ranges on ranked reports.

Display the percent of change
between two reports.

Display data from two sepa-
rate suites in one report.

DESCRIPTION

More Actions > Copy
Graph

More Actions > Create
Custom Report

Run Report; click Calen-
dar and select Compare
Dates; select dates and
click Run Report.

Select Yes on the Normal-
ize Data option.

Run Report; click Com-
pare to Site link, select
report suite, and click OK.
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Campaign Conversion Funnel, 130
Cart Additions/Removals report, 125
Cart Conversion Funnel
Cart Additions/Removals report, 125
Carts report, 124
Checkouts report, 126
Number of Carts report, 124
using, 123
Carts report, 124
Checkouts report, 126
clickstream data, analyzing, 89-90
Connection Types report, 105
conversion analytics
Campaign Conversion Funnel, 130
Cart Conversion Funnel, 118-122
explained, 115
funnel report structure, 116
funnel types, 117
metrics, 26
Products Conversion Funnel, 127
Purchase Conversion Funnel, 118-122
purpose, 6
report examples, 6
report structure, 116
conversion variables, 33
Cookies report, 104
copying report graphs, 47
correlation filters, adding to reports, 45
Customer Loyalty report, 138
customer marketing journey, 5-6

D

Daily Return Visits report, 136
dashboards. See also report distribution
Adobe Analytics, 161
content options, 155
creating, 153-154
editing, 158-159
managing, 157
reportlets, 156
sharing, 160
using, 153
Data Extract tool, using, 150
Days Before First Purchase, 132-133
deleting
alerts, 178
calendar events, 172
segments, 168-169
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Device Type report, 112-113
Devices report, 111
display advertising
metrics, 65
reports, 65
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downloading reports, 143-144
Downloads report, 92

E

email marketing campaigns, 58-59
emailing reports, 145-147
engagement analytics

Downloads report, 92

enabling video tracking, 87-88

engaging content, 84-86

entry/exit page preferences, 91

Exit Links report, 92

explained, 81

metrics, 25-26

Page Not Found errors, 82

path analysis, 89-90

purpose, 6

report examples, 6

Single Page Visits, 83

user experience, 82-83
entry/exit page preferences, 91
Exit Links report, 92

F

First Time Visits segment, 170
frequency
Daily Return Visits report, 136
explained, 134
Return Frequency report, 134
Return Visits report, 135
Unique Customers report, 137
funnels
Campaign Conversion, 130
Cart Conversion, 118-122
email marketing campaigns, 58
mobile campaigns, 59
online display marketing, 65
paid search, 62-63
Products Conversion, 127
Purchase Conversion, 118-122
report structure, 116
social media, 64

G

graph options
Area, 41
Bubble, 40
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Pie, 39
Scatter, 40
Stacked Horizontal, 39
Stacked Vertical Bar, 38
Trend Line, 41
Vertical Bar, 37
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linking to reports, 149

M

marketing channels
attrition, 67-68
performance, 56-57
visits, 67-68

metrics
acquisition, 24
awareness, 24
calculated, 28-30
conversion, 26

P

Page Not Found errors, 82
Pages report, 36
paid search
keyword performance, 62
metrics, 63
reports, 63
participation metrics, 27
path analysis, 89-90
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performance, tracking against targets, 173-175

persuasion analytics
Bot Activity reports, 110
Browser Types report, 98
Browser Width report, 99
Browsers report, 97

Connection Types report, 105

content of influence, 94-95
Cookies report, 104

Device Type report, 112-113

Devices report, 111
explained, 93
JavaScript report, 103
Languages report, 102

mobile technology specifications, 113-114
mobile technology influence, 111-113
Monitor Resolution report, 100

Operating Systems report, 101

pages of influence, 94-95

purpose, 6

report examples, 6

users’ technology preferences, 96

conversion variables, 33
engagement, 25-26
explained, 23
participation, 27

SAINT classifications, 33
success events, 26, 32
traffic variables, 31

\{ideo, 27 ) Video Detail report, 108
mob%le campaigns, 59 Video Host report, 109
mobile technology Video Overview, 106

influence, 111-113

nee, Video report, 107
specifications, 113-114

Product Categories report, 129

monetary reports Products Conversion Funnel
Cl'lstomer Loyalty, 138 Product Categories report, 129
using, 138 Products Cross Sell report, 129

Visit Number, 139

' 1 Products report, 128
Monitor Resolution report, 100

using, 127
Products Cross Sell report, 129
N Products report, 128
Purchase Conversion Funnel
Orders report, 121
Revenue report, 120
Units report, 122
using, 118-119
O Purchasers segment, 170

Non-Purchasers segment, 170
notification system. See alerts
Number of Carts report, 124

online display marketing, 65
Operating Systems report, 101 R
Orders report, 121
organic search
keyword optimization, 61
reports, 60

recency
Days Before First Purchase, 132-133
explained, 132
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Referrers report, 52-55
Referring Domain report, 52-55
report breakdowns, 42-44
report data, normalizing, 47
report distribution. See also dashboards
Data Extract tool, 150
explained, 141-142
report graphs, copying, 47
report suites, comparing, 47
reportlets, creating, 156
reports
adding correlation filters, 45
affiliate marketing, 66
attrition and visits, 67-68
bookmarking, 151-152
Bot Activity, 110
Browser Types, 98
Browser Width, 99
Browsers, 97
Campaign Conversion Funnel, 130
Cart Additions/Removals, 125
Cart Conversion Funnel, 123-126
Carts, 124
Checkouts, 126
comparing dates, 47
configuration, 36
Connection Types, 105
Cookies, 104
custom options, 47
Customer Loyalty, 138
Daily Return Visits, 136
details, 36
Device Type, 112-113
Devices, 111
domains, 79
downloading, 143-144
Downloads, 92
edit date range, 36
emailing, 145-147
Entry/Exit pages, 91
Exit Links, 92
filter, 36
graph options, 37-41
graph selector, 36
internal online campaigns, 67
JavaScript, 103
Key Metrics, 50-52
Languages, 102
linking to, 149
managing scheduled, 148
mobile technology specifications, 113-114
mobile technology influence, 111-113
Monitor Resolution, 100
Number of Carts, 124
Operating Systems, 101
Orders, 121

organic search, 60
Page Not Found errors, 82
Pages, 36
paid search, 62-63
Path Analysis, 89-90
Product Categories, 129
Products, 128
Products Conversion Funnel, 127-129
Products Cross Sell, 129
Purchase Conversion Funnel, 118-122
Referrers, 52-55
Referring Domain, 52-55
Return Frequency, 134
Return Visits, 135
Revenue, 120
Rich Media, 85-86
rich media, 85-86
running, 36
segment data, 36
segments, 46
Single Page Visits, 83
SMS campaign effectiveness, 59
social media, 64
Time Spent per Visit, 84-85
Unique Customers, 137
Unique Visitors, 73-75
Units, 122
using, 35
Video, 107
Video Detail, 108
Video Host, 109
Video Overview, 106
Visit Number, 139
Visitor Demographics, 76-78
visits and attrition, 67-68
retention analytics
frequency, 133-137
monetary reports, 138-139
purpose, 6, 131
recency, 132-133
report examples, 6
Return Frequency report, 134
Return Visits report, 135
Revenue report, 120
rich media, 85-86

S

SAINT classifications
AdGroup, 34
AfhiliatePartnerID, 34
Campaign Cost, 34
Campaign Country, 34
Campaign ID, 34
Campaign State, 34
Campaign Status, 34



Category, 34
Channel Name, 34
Channel Type, 34
CreativelD, 34
Keyword, 34
Keyword Type, 34
Marketing Objective, 34
Referring Domain, 34
Sub-Category, 34
scheduled reports, managing, 148
segments
adding, 164-167
deleting, 168-169
editing, 168-169
First Time Visits, 170
Non-Purchasers, 170
Purchasers, 170
Visits from Facebook, 170
Visits from Social Sites, 170
Visits of more than 10 Minutes, 170
Visits with 5+ Previous Visits, 170
SEO (search engine optimization)
metrics, 61
organic search, 60
reports, 61
tracking data, 60
Single Page Visits, 83
SiteCatalyst, accessing, 8. See also Adobe
Analytics
SiteCatalyst Reporting, navigating to, 13
SMS campaign effectiveness
measure, 59
metrics, 59
report, 59
social media reports, 64
success events, 26, 32
support website, 8

T

targets
creating, 173-174
deleting, 175
editing, 175
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technical documents, 7
Time Spent per Visit report, 84
traffic variables, 31

V)

Unique Customers report, 137
Unique Visitors report, 73-75
Units report, 122

users’ technology preferences, 96

\"

video, 27

Video Detail report, 108

Video Host report, 109

Video Overview, 106

Video report, 107

video tracking, enabling, 87-88

Visit Number report, 139

Visitor Demographics reports, 76-78
visits, measuring number of, 70-72
Visits from Facebook segment, 170
Visits from Social Sites segment, 170
Visits of more than 10 Minutes segment, 170
Visits with S+ Previous Visits segment, 170

w

web analytics. See also Adobe Analytics;
SiteCatalyst
acquisition, 6
awareness, 6
conversion, 6
engagement, 6
fundamentals, 6
persuasion, 6
purpose of, 2-3
retention, 6

websites
Adobe Marketing Cloud, 5
support, 8
technical documents, 7
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