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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.
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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.

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

Segment data

Edit date range—
Allows you to 

recreate the report on 
different date ranges

Graph selector—Depending on the report, 
you can change how the graph is displayed 
(Pie, Bubble Plot, Line, Bar, an so on).

Report Configuration—Select the report 
details relevant to your analysis. The

choices will vary based on the report.

Data displayed as a graph—
Whenever you change the report 
details, options, or date, the graph 
will reload with updated information.

Filter—As long as the report has items in 
the list, you can filter by any term. You can 
use partial words and negative matches 
with the Advanced feature.

Report details—Hard data used to 
create the graph. Selected metrics 
and their values will be represented 
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.)

Configure Graph 
drop-down menu

Number of items 
shown in graph

Display 
options

Vertical Bar graph – Pages report
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Stacked Vertical Bar Graph

Stacked Vertical Bar graph – Pages report

Horizontal Bar Graph

Horizontal Bar graph – Pages report
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Stacked Horizontal Bar Graph

Stacked Horizontal Bar graph – Pages report

Pie Graph

Pie graph – Pages report
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Scatter Graph

Scatter graph – Pages report

Bubble Graph

Bubble graph – Pages report
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Trend Line Graph

Trend Line graph – Page Views report

Area Graph

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.

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.
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3 Analyze data.

Selected Pages—
Displays the webpage name 
selected for the breakdown

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.

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

2 Click OK to reload the report.
T I P  � If the Correlation Filter option is not visible, the feature is 
either not enabled or not available for that report.
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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
 � 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 drop-down menu—
Displays which segment is 

currently applied to the report.

Segment information icon—
If you have permission to edit 
the segment, the edit and delete 
icons will also appear here.

Adding a segment to a report

See Chapter 12 for more information on custom segmentation.
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Miscellaneous Custom Report Options

Table 4.1 Miscellaneous Custom Report Options

N A M E AC T I O N D E S C R I P T I O N

Copy Report Graph Copy a report to use it as a 
graph in a presentation or 
document.

More Actions > Copy 
Graph

Create Custom Report

(Admin only)

Copy the report configuration 
to use at a later time.

More Actions > Create 
Custom Report

Compare Dates Compare two separate date 
ranges on ranked reports.

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

Normalize Report Data Display the percent of change 
between two reports.

Select Yes on the Normal-
ize Data option.

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

Run Report; click Com-
pare to Site link, select 
report suite, and click OK.
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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
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technical documents, 7
Time Spent per Visit report, 84
traffic variables, 31

U

Unique Customers report, 137
Unique Visitors report, 73–75
Units report, 122
users’ technology preferences, 96

V

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 5+ 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

Category, 34
Channel Name, 34
Channel Type, 34
CreativeID, 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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