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Capture More Audience Data
Next-level Audience Insights
Improve your Visualisation of Data
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Audience Insights, Data & Personalisation

Newcastle
<’ University

Collecting Audience Data

* Optimise your cookie consent and CTAs.

From Newcastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 4



Cookie Banner




WE LOVE COOKIES

We use cookies to make your experience on our website smoother, faster and more
relevant. Cookies also allow us to see what people do when they are on our site and

help us create content and tailor our marketing to you. So go on, click ‘Il Want The
Cookies’ to store them on your device. Review our Website Privacy Polic



https://www.northumbria.ac.uk/about-us/privacy/cookies/

Newcastle

Audience Insights, Data & Personalisation University

Collecting Audience Data

* Create and maintain a clear and easily updatable
website privacy policy.

* Consider a consent management platform.

* Audit your cookies; analytics & advertising technology.

* Audit and consolidate your personal data collection
privacy policies.

* Stay up-to-date on the....

From Newcastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 7
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Improve your understanding of

website audiences Bought Activity Owned Activity
A\AZE noeg
* Standardise, utilise and enrich Your Google <;.oog|eAds o facebook Ads P
UTM Tags/Values W Ads ¢ TikTok Ads @ b
Audiences

inconsistent use and naming of tags

e [ v [ S Jeners o | RIS
Name
UTM Tagged

fbook Social jason’s Top banner Link/U RL

Fb

Social Media 2022 Campaign

Spring-social High Quality
media Leads

Insta paid Social

Email Links Email Camp Case Study l
bbc.co.uk Website Campaign A A/B Test CTA Link
, _ Google
Bbc Referral B Campaign Anchor Link .' AnalytiCS
Jason Yip | Head of Marketing Automation and Analytics 9
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Key Takeaways

* Avoid confusion between parameters e.g. source & medium
* Avoid misspellings and uniformity of values
* UTM’s not being used across all bought and owned activity.

* Lack of synergy with paid channel tagging conventions

From Newcastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 10
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Key Takeaways

* Add additional facets to your campaign tag

From Newcastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 11
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Enhancing Your Campaign Tag

Campaign .

Tailor the campaign tag to your business and to support personalisation

UG UK awareness Full time course fashion testa Creative Colin

ug_uk_awareness_full-time_course_fashion_test-a_creative_colin

To: ‘campaign_utm=ug_uk_awareness_full-time_course_fashion_test-a_creative_colin

From Newcastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 12
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Develop UTM Building Tools
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Develop UTM Building Tools

Copy and paste below into Campaign field in UTM builder

Scholurshipn Vuriuﬁonn Audiencen UTM Campaign
alumni pe_uk_acquisition_full-time_prospecting_focus-course_x_x_fashion_x_x_alumni_x_x https:/fwww.ncl.ac.uk?utm_source=linkedin&utm_medium=sociald
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Develop UTM Building Tools

[ -] Full desfination URL

https://www . ncl.acuk?utm_source=linkedin&utm_medium=social&utm_campaign=pg_uk_acquisition_full-time_prospecting_focus-course_x_x_fashion_x_x_alumni_x_x&utm_term=&utm_content=alumni-cas
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Improve your understanding of

. . Top Tips for GA/GA4 Setup
your website audiences Have You?
. Updated your Channel Groupings
* Engender and develop 1% Party Analytics (measure paid versus organic)

and Sources . Updated your Brand Terms
(measure brand/audience awareness)

* Migrate to and setup GA4
(UA stops 15t July 2023)

. . * All Website Engagement
* Audit and update Google Analytics —) &98
Form Engagement

e CTA’s Clicks

Custom Dimensions

Setup All Event Tracking:

 Audience Segments

e Audience Status

From Newcastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 20
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Key Takeaways

* Push UTMs into your CRM platforms to develop personalisation

From Newcastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 21
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Email Recipient
O
&)

From Newecastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 22
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2,

Clicks Link

UTM Tagged

Link

Google UTM

campaign_utm
source_utm
medium_utm
keyword_utm
content_utm

From Newecastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 23
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©

Data Capture Form

[e] -

From Newecastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 24
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CRM Platform
Contact Record
First Name Jason
Last Name Yip
Email jy@ncl.ac.uk
Mobile Ask me later
Content_utm special offers

endorsed by x

Jason Yip | Head of Marketing Automation and Analytics 25
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Newcastle
Audience Insights, Data & Personalisation '

University

5

CRM Platform

Segment contacts by
Content_utm special offers
endorsed by x

From Newcastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 26
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6

CRM Process & Platform

Create more content of this type
Define a persona ‘Offers Oliver’
Email/Msg to this segment

From Newcastle. For the world Jason Yip | Head of Marketing Automation and Analytics
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Recipient

® O
ss 19

“This is what | love!”

)

III/

“They ‘get me

From Newecastle. For the world. Jason Yip | Head of Marketing Automation and Analytics 28
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Google

o - Q@ E
Google Ads !;\ facebook Ads @ m

 Connecting your data Y Ads ¢ TikTok Ads &

sources Audiences

« Use Google Data 0 U G ﬁ @ @ @
Studio to visualise UTM Tagged
your data HubSpbt
* Use offline sources G |
8. Excel [®] oogle
©-6. EXCE / Search chsole

| /
Google @ (Google £ YouTube

N Analytlcs = s DataStudip ¢

Visualising Data
N

From Newcastle. For the world Jason Yip | Head of Marketing Automation and Analytics
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Visualising your Google UTM Sources/Medium

Campaign filter

2020 2019 2018 M 2017

g g g

Unigue Visitors

]
=

0 I || - —

Generic Organic Search Brand Paid Search Generic Paid Search
Referral

Display Brand Organic Search
Paid Social

google / organic (direct) / (none) google / cpc bing / organic [l amnet/ display bing / cpc facebook / paid social
I facebook/ social [ m.facebook.com / social facebook / paid-social

From Newcastle. For the world Jason Yip | Head of Marketing Automation and Analytics
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Visualising your Google UTM
Reporting on your Enriched Campaign UTM

Campaign filter +  Campaign

creative colin

=]
=

ug_uk_awareness_full-time_course_fashion_test-a_creative_colin

Unigue Visitors
E =)
=

]
=

0
Generic Organic Search Brand Organic Search

Paid Social

google / orga

amnet / display bing / cpc facebook / paid social
I facebook / soq

From Newcastle. For the world Jason Yip | Head of Marketing Automation and Analytics
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Visualising your Google UTM

Consolidating your Data Sources

=. FROM REPORT o4 Share -

Newc a stle Area: R&E | Version 1|28,03.22
&/ University SR .

DASHBOARD

New Users Users Unique Page Views Page Views Sessions Pages/Session Bounce Rate Total No. of Pages

1.1K 1.8K 2.9K 3.5K 1.5K 2.3 67.8% 225

from previous 28 days

Statistics are based on visits to the website which included an /accommodation/ page view. The % is based on previous period.

1 % d hr Efs How visible is from.ncl.ac.uk from other websites and from Google? These are SEO Factors

Referringdomain —— Referring page count Backlinks count
i ™
400 Backlinks count { Referring page count Domain rating

= r 325 297 84

200 J
= /’—/_///_/ r 3 3 s N
Referring domain [ Internal links count Ahrefs rank

- 82 5,578

S .

2 117
13 Mar 2021 28 Apr 2021 13 Jun 2021 29 Jul 2021 13 Sept 2021 29 Oct 2021 14 Dec 2021 29 Jan 2022 16 Mar 2022
S5Apr2021 21 May 2021 6 Jul 2021 21 Aug 2021 6 Oct 2021 21 Nov 2021 6 Jan 2022 21 Feb 2022 8 Apr 2022 . v
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Visualising your Google UTM
Consolidating your Data Sources

=. FROM REPORT o+ Share - : 0@

100

Referring domain Internal links count Ahrefs rank

: 117 82 5,578
13 Mar 2021 28 Apr 2021 13 Jun 2021 29 Jul 2021 13 Sept 2021 29 Oct 2021 14 Dec 2021 29 Jan 2022 16 Mar 2022 ]

5Apr 2021 21 May 2021 6 Jul 2021 21 Aug 2021 6 0ct 2021 21 Nov 2021 6 Jan 2022 21 Feb 2022 8 Apr 2022

2 Google Analytics

Source = Medium = Campaign e . . . . , R .
How visitors arrived on the website where a visit included a from.ncl.ac.uk page view. The % is a year on year comparison.
Source/Medium Users ~ %A Sessions %A Pages/Session %A Avg. Session Duration %A Bounce Rate % A Users
W Ty ey s v FITES (Vo S £.3 sy (FYRTVRY, J Lrinr su o Lruriu
Search: Organic
bing / organic &7 -51.4% 34 -35.8% 37 -55.4% 00:43:13 41.4% 59% 41.7% Display
twitter / social 52 98.7% 56 -98.8% 21 72.0% 00:24:57 823.0% 70% -18.7% ) Dim_d
Social: Organic
t.co/ social 45 -55.0% 41 -52.3% 27 17.2% 00:18:08 83.9% 66% -2.4% Referral
Search: Paid
hs_email / email 24 -79.5% 21 -83.2% 23 3.8% 00:06:31 -57.6% 52% 2.1% Email
linkedin / social 19 98.5% 13 -99.0% 24 110.1% 00:02:44 33.6% 77% 14.4% Soser
YouTube: Paid
m.facebook.com / social 19 -89.9% 19 -90.1% 1 -18.3% 00:00:00 -100.0% 100% 14.3% Affiliates
0 100 200 300 400 500 600 700 800
fh / cnrial 19 04 8%, 21 04 A% 11 -6 3% ON-NN-14 -9 4%, ones 299%
M EES Average position Clicks CTR
Google Sea rCh 50 K 68 2 70 0.54% What visitors type into Google to view and click on from.ncl.ac.uk search results. ! Not controlled by date selector shows last 30 Days.
Search query Full URL Search type Clicks ~ Impressions CTR Average SERP Position
benefits of software engineering https:/ffrom.ncl.acuk/é-benefits-of-learning-software-engineering-for-proiect-managers WEB 61 321 19% 1
advantages of software engineering https:/ffrom.ncl.acuk/6-benefits-of-learning-software-engineering-for-project-managers WEB 42 368 11.41% 3
software engineering benefits https:/ffrom.ncl.acuk/6-benefits-of -learning-software-engineering-for-project-managers WEB 14 94 14.89% 1
water https:/ffrom.ncl.acuk/improving-water-security IMAGE 12 14,794 0.08% 97

what are the benefits of software engineering https:/ffrom.ncl.acuk/é-benefits-of-learning-software-engineering-for-proiect-managers WEB 8 39 20.51% 1
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Visualising your Google UTM
Consolidating your Data Sources

22 FROM REPORT 2 share - : 0@

& Mar 20% & Mar 20 0 Mar 20 Mar 20, 4 Mar 20 6 Mar 20 & Mar 20. 30 Mar 205
17 Mar 2022 19 Mar 2022 21 Mar 2022 23 Mar 2022 25 Mar 2022 27 Mar 2022 29 Mar 2022 31 Mar 2022 2 Apr 2022 4 Apr 2022 & Apr 2022 8 Apr 2022 10 Apr 2022 12 Apr 2022

3 HubSpont w

Email campaign name = Email campaign subject < Select date range -
Email campaign name Email campaign subject Email campaign type Contacts... Sent Opens Opens (%) Not sent (%) Not sent Clicks Clicks (%) Hard bounces Unsubscribes
Reputation & Ranking 2021 Welcome Find out how we're changing the world AUTOMATED _EMAIL 214 24 42 67% 796% 191 2 8.33% 0 0
Reputation & Ranking 2021 Do you want to change the world? AUTOMATED_EMAIL 152 21 38 62% 624% 131 é 19.05% 0 0
Grand total 366 45 80 64% 716% 322 8 1333% 0 0

Source of where contacts where acquired that are linked to email campaigns.

Original source Page URL Contacts
PAID_SOCIAL hitps://www.linkedin.com/ad/accounts/502279761/leadgen/view/400592037hsa_acc=502279761&hsa cam=621790483&hsa_grp=197228%63&hsa ad=184421193&hsa_src=&utm_campaign=Global?%2BPhD?%2EResearchers&hsa_la=true&hsa_ol=f... 297
PAID_SOCIAL https:/fwww.facebook.com/1395777 16095155 /publishing_tools/?section-L EAD ADS FORMS&hsa acc=1398455450207369&hsa cam=23848059986050687&hsa_grp—23849953818480687&hsa_ad-23849953818490687&hsa_src=%5BSITE S... 16
ORGANIC_SEARCH https://’www.ncl.acuk/research/impact/casestudies/diabetes/ 10
DIRECT_TRAFFIC https:/ffrom.ncl.ac.uk/reputation-and-ranking?hsCta Tracking=/fea9640-2826-4336-a517-931f44dbb0cd % 7C%dc?e140-4f03-4e51 -acha-4d 9cldc/ 39b6 8
Grand total 366
Source of where contacts where acquired that are | d to email campaigns. Email engagment from all email campaigns.
Contacts
Sent Successful deliveries Unique opens Unique clicks
PAID_SOCIAL
= 4 4 6 1
ORGAMIC_SEARCH
DIRECT_TRAFFIC a
REFERRALS 2 2 05

S0CIAL_MEDIA
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