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Introduction 
 

This guide has been created in response to a growing desire and requirement from Irish Food 

& Drink companies to truly understand digital analytics. This guide will detail how digital 

marketing and website data can help you drive more business for your company. It does this 

by showing how analysing data can help you create more effective digital marketing activity on 

social media and Google etc.  

 

 Section 1: We begin by discussing why we analyse data and its benefits for campaign 

creation and decision making. Here we look at some of the information that makes 

campaign creation more effective like the location of your target audience and the 

devices they use to engage with your brand and buy.  

 Section 2: We look at setting up goals in Google Analytics which track the valuable 

actions people take on your website like buying or signing up for your email newsletter. 

Measuring the valuable actions or “conversions” people take on your website can help 

you optimize your campaigns more effectively to drive more valuable actions like sales 

etc. 

 Section 3: We take a look in more detail at the key reports in the four main reporting 

sections of Google Analytics. That is: Audience, Acquisition, Behavior and 

Conversions, detailing the most important reports in each. 

 Section 4: To bridge the data gap in your reports with channels like Facebook and 

Instagram that don’t automatically link with Google Analytics we can use the URL 

builder to create special tracking links that you can use in a social media post. All of 

this information can help you determine what type of content resonates with your 

audience. Understanding what content to drive website visits and sales etc. 

 Section 5: After looking at the reports and the data within them, it’s important for you to 

know how to read data to create more effective campaigns and actions. The Analyzing 

data section looks at how we can extract insights from data and present it in a visual 

way.  

 Section 6: Lastly we highlight some data protection considerations in relation to data 

collection and GDPR towards the end of the guide. 

 

This guide is part of the Bord Bia Think Digital programme. This programme seeks to 

enhance the digital capabilities of Irish food, drink and horticulture companies whilst equipping 

businesses with the resources and supports needed to deliver best in class digital activation. 

Find resources, webinars and more on the Think Digital page. This is one of a range of Client 

Capability services available, find out more about our additional resources here. For further 

support please reach out at clientcapability@bordbia.ie 

 

 

https://www.bordbia.ie/industry/grow-your-business/think-digital
https://www.bordbia.ie/industry/grow-your-business/
mailto:clientcapability@bordbia.ie
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Section #1: Why Analyse Data? 
 

Data Helps You Create More Effective Campaigns 

The purpose of analytics is to help you make decisions to improve your campaigns, make 

better use of your marketing budget and increase audience engagement levels. Rather than 

guessing what works well, use trends and patterns from your data to make informed decisions 

to improve your campaigns. Use data to identify what’s working well then increase your focus 

on these campaigns and communications to keep performance up. Also to identify what’s less 

effective and pull back on this activity to prioritize the marketing campaigns that are effective.6 

 

When you know the device, location, channel and seasonal behaviors of your audience, you 

can match your campaign targeting to audience patterns and create better campaigns. 

 

 

Custom Report 

 

As you can see in the screenshot above, you can create custom reports in the customization 

section in the left hand menu, to give you the information to launch social media and Google 

campaigns. For example, when launching a campaign on social media, you need to know the 

location, gender and age of the people you want to target. This information is available in 

Google Analytics alongside additional information such as the mobile/desktop device usage of 

your visitors.  

 

This means you can use your own website data to help you create targeted campaigns that 

show ads to the type of people who typically buy food from your ecommerce store, engage 

with recipes, interact with your blog or other food content on your site. The more data you have 
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available about your customers from your website data, the stronger and more tailored 

potential your campaigns have. 

 

 

Example of Location Data in Google Analytics 

 

Data improves Effectiveness of Paid Campaign Set-Up 

Use your visitor data to tell you how to target your advertising campaigns to your most engaged 

audience by location, demographics and device usage. When you do this, you can be assured 

that the people who usually buy your products or engage with your food content will see your 

brand advertising. This builds the brand and ensures that people see your produce often 

enough across the internet for it to resonate and remain top of mind with them. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Example of Location and Demographic setting in Facebook Ads 
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Section #2: Goals and Goal Set-Up 
 

Tracking Conversions and Valuable Actions on Your Website  

One of the key benefits of analytics tools is that they allow you to measure the valuable actions 

that people take on your website thus helping you to measure the effectiveness of your 

campaigns. It could be making an ecommerce food purchase or filling in a contact form that 

becomes a lead (for business to business food companies).  

 

These valuable actions are called conversions because you’ve converted a website visitor into 

something more valuable like a customer or a lead – which is ultimately the goal. As 

conversions can be tracked as goals in programs like Google Analytics, you can then attribute 

each goal to a channel, country and ad campaign etc. to learn more about what drove the goal. 

You can then try to re-create and efficiently optimize these conditions to drive more goals in 

your campaigns and food content. 

  

Common goals include: 

• A purchase 

• Enquiry form completion 

• Contact request 

• Newsletter sign-up 

• Pages viewed per session 

• Visit duration 

 

Goals can be set-up around areas like visitors, content, leads, conversions, and so on. It's very 

important to measure goals in order to see if your campaigns are contributing to the commercial 

success of your food business. This can help determine how much of your resources, time, 

and budget to invest in a channel; what channels and campaigns work at driving different goals; 

and what content on the site works to drive goals. It also allows you to understand what doesn't 

work as well, so you can focus your efforts on high-impact activities, channels and content. 

 

How to Set-Up and Track Conversions 

It's fairly straightforward to set-up conversion tracking in Google Analytics. These are called 

goals and we can see what channels, ads, social posts etc. are driving those valuable actions 

on your site. This can be done on a ‘View’ level. To set-up a goal: 

 

1. Navigate to the Admin area and find the Goal set-up options. 

2. Click on the left-hand cog to enter the Admin area. 
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3. Navigate to the ‘Goals’ section on the right-hand side under ‘View’. 

4. Add a Goal by clicking + New Goal. 

5. Choose to Add a Predefined goal or a Custom goal. 

 

 

 

Google Analytics will guide you through the process. Click Save when you’re done. These 

steps are detailed in the next sections. 
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Using Goal Templates 

To help you choose the type of goals you should measure, there are four predefined or default 

goal templates in Google Analytics: 

 

 Revenue: Choose this if you are tracking goals like ‘Food Purchases or Orders’ or 

other revenue streams 

 Acquisition: Choose this for New Client Leads. 

 Enquiry: Choose this for a goal like ‘Engaging with Key Content, Product Details or 

Contact Info’ or other forms of enquiry. 

 Engagement: Choose this for goals like adding to products or recipes to favorites, 

playing a video, sharing and contributing to content or other forms of engagement. 

 

 

 

If any of these goals represent an action that you would like to track, choose the appropriate 

goal template and name it appropriately. Alternatively, you can choose a ‘Custom goal’ and 

name it as you see fit. 
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Goal Types 

There are 3 defined goal types that we will be detailing: 

 

1. Destination Goals 

2. Duration Goals 

3. Pages per Session Goals 

 

1.  Destination Goals 

The first of our goal conditions is a URL Destination goal. This is for tracking ‘thank-you’ pages 

or purchase complete pages. These are the pages that a website visitor sees after buying 

something on an ecommerce site, signing up for a newsletter, or downloading a piece of 

content.  

 

It will say something like: “Thank you for downloading the good food guide eBook”; or “Thank 

you for your purchase – order complete”. 

 

We can track these ‘thank-you’ pages because the only time they are shown is when someone 

downloads something, makes contact with you, or purchases something. So we can measure 

the number of times that someone has downloaded or bought something by counting the 

number of times the ‘thank-you’ page is shown. We can set-up thank-you pages as a goal in 

Google Analytics. 

 

To create a URL Destination goal for ‘thank-you’ pages in Google Analytics, follow these steps: 

1. Enter the web address of the page you want to track. You don't need to include the full 

URL, just the URL directory name details that appear after the ‘forward slash’. For 

example, something like ‘www.bordbia.ie/purchase-complete’. 

2. This will track any visits to that page as a goal. 
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You can verify if this goal will work correctly by pressing the verify button below the goal. 

Sometimes you don’t need your full site name if you choose “begins with” instead of “equals” 

before the URL, you can simply say “begins with” /purchase-complete 

 

2. Duration Goals 

If you want to measure how long people are engaging with specific pieces of content on your 

site, like reading a recipe or food guide you can create a Session Duration goal. The longer 

people spend reading your content, the more valuable that can be for your organisation and 

brand development. 

 

 

 

Simply state the time of the session in the goal set-up to measure this goal. 

 

3.  Pages Per Session/Visit Goals 

Another engagement goal in Google Analytics is the Pages per Session goal. This will show 

you the channels, locations and visitors who spend time browsing multiple pages on your 

website. When created it can show you what time of marketing communications leads people 

to your website who then click through 5 or 10 pages on your site. This is a way of identifying 

some of your most engaged visitors. You can create a Pages per Session goal to record 

sessions where the pages viewed exceed a predefined number. Again, you can use this goal 

when user engagement with the site is important.  
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You can see if people are engaging with your products, recipes, services and other parts of 

your site. When you count multiple pages per visit in a goal it’s almost like tracking the people 

who are checking out your products and services before they decide to take action and buy 

online/in-store or reach out to you.  
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Goal Funnels 

A goal funnel is often used when there are multiple steps 

in a transaction process for ecommerce food sites. The 

benefit is to show how people move through important 

parts of your website towards conversion and to highlight 

where there are potential problems with the process as 

people drop off. 

 

You can use metrics to measure each step in the 

process. A goal funnel can provide you with valuable 

information. For example, it shows where visitors leave 

your ecommerce checkout. It highlights places where 

information is unclear or inadequate, or where the online 

process has good flow or bad flow.  

 

You can use this data to better understand and optimize 

the customer experience on their websites and the 

overall consumer journey. 

 

The Funnel Visualisation Report is another report found 

in the Goals reporting area in the Conversions tab. This 

report should be set-up during goal creation.  

 

It's very straightforward to use and it provides information 

about the various stages of the conversion process. For 

example, you can track the flow through the different 

steps in the purchase journey, such as selecting a 

product, adding it to the cart, entering name and address, 

entering payment details, and confirming purchase.  

 

If there is a drop-off at any point, you can investigate why, 

and then try to improve the user journey to get more 

people to convert.  
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Example screenshot of Goal Funnel Set-Up 
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Section #3: Analytics Reports 
 

4 Main Reporting Areas 

There are many reports in Google Analytics, some are useful, and some are less insightful. 

These reporting areas are located in the left-hand menu of Google Analytics and each contain 

many sub reports. For food businesses to better understand their website visitors try to think 

of the reports in 4 categories: 

 

1. Audience: Who are the people on your site, what are their characteristics? 

2. Acquisition: How they got to your site, what channels did they use, social media, 

Google, email etc.? 

3. Behaviour: What content did they look at on your site, what are the top pages 

4. Conversion: What valuable actions did they take on your site, buy, sign-up to 

newsletter, watch a video etc. 

 

 

 

 

 

 

 

We have also highlighted the most important reports in each of these report groups below so 

you can focus in on the most important data 

 

Four main report areas in left hand menu of Google Analytics 

Audience Conversion Behaviour Acquisition 
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Most Important Reports:  

 

1. Audience -> Geo/Location 

The Geo Report is a very important report. It's always important to know where your visitors 

are physically located, so you can use the Geo Report to view the language and location of 

your website visitors. Use this data to enhance your social media and Google targeting and to 

help you find clusters of high-value customers in different locations. This will help focus your 

paid media campaigns on high-value locations. 

 

 

 

2. Audience -> Device/Mobile 

Given the nature of on-the-go, 24/7 web browsing, a very useful report is the Mobile Report. 

This enables you to view traffic and conversion data from mobile, tablet and desktop users. 

This is particularly important for understanding how people search, browse, and buy or convert 

on your site on different devices. You might find you get a lot of visits from mobile, but more 

conversions or sales from desktop. The key will be to find the right balance of browsing and 

conversion-based traffic to drive the best results for your food business. 
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3. Demographics 

To find out about different user segments, you can look at the Demographics Report. With this 

report, you can view demographics information, such as the age and gender of your visitors. It 

can be very useful to learn more about the types of people that visit and convert/buy on your 

website to help enhance your paid social media targeting and brand messaging in ads and 

email etc. 

 

 

 

4. Acquisition -> All Traffic/Channels 

A key report in the Acquisition Tab, and in all of Google Analytics, is the All Traffic Report. You 

should become familiar with the All Traffic Report. This report allows you to find visitor traffic, 

conversion, and engagement data for different predefined channel types, known as default 

groupings or channels. Default Groupings or Channels include the following. 

 

1. Direct: When the user types your website URL into their browser (Chrome, Safari, 

Internet Explorer etc.) to directly access your site. 

2. Organic Search: Refers to non-paid search visits from SEO sources. 

3. Social: Refers to traffic from social channels like Facebook, Twitter, and so on. 

4. Email: Tagged email links and newsletters will allow Google Analytics to categorize this 

traffic as email. 

5. Affiliates: Refers to traffic from other websites, with whom you have an agreement to 

drive sales of your product. 

6. Referral: Traffic from sites that have hyperlinks on their website that point to your 

website. 

7. Other: Traffic that Google Analytics doesn’t know how to define. This can be 

erroneously tagged email, social or PPC traffic, or new traffic sources.  

8. Paid Search: PPC traffic directly linked through Google Ads, Bing Ads, and so on. 

9. Display: Traffic from banner display ads, and premium or Google Display Networks.  
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5. Acquisition -> Campaigns 

Another key report is the Campaigns Report. Food businesses engage with consumers on 

multiple devices and channels, not all of which are Google channels. But you still need to track 

how these channels drive value from your websites. To track non-Google traffic like social 

media campaigns in Google Analytics, you can use the Campaigns Report.  

 

 

 

NOTE: To do this you need to add special tracking URLs to your organic social posts and paid 

ad campaigns. These tracking URLs can be created for free using the URL builder tool (shown 

later) and will show your website traffic, conversions, mobile/desktop devices, locations and 

time spent on your site when someone clicks through from a social media post or ad.  

 

This is valuable to know so you can see what are the types of content that get clicks and 

conversions, so you can post this type of content more regularly. 
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6. Behaviour -> Site Content 

You might want to look at the individual pages on your website and see how visitors interacted 

with each page. You can do this by using the Site Content Report. This reporting area allows 

you to view reports on how you can improve your content to achieve better results from visitors. 
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Section #4: Using the URL Builder 
 

Use the URL Builder to configure a tracking URL for the social media 

campaign you are creating.  

The URL builder is an essential free and easy tool to track clicks on links to your website from 

your social media posts and ads. When you create specific website tracking URLs for your 

social posts you can see how many people clicked through to your website, how long they 

stayed there, what device they used to click, where they live and what valuable actions they 

took, i.e. conversions etc. With this tool, you can add your social network in source – for 

example, Facebook; your medium – this is only ever paid social or organic social (depending 

on the post type); your campaign name: always name your campaigns in this structure:  

social network – paid or organic social – description of the post or ad 

campaign 

E.g. Facebook - paid social - covid-19 support Ireland 

 

 

 

 

 

 

 

 

 

 

 

 

When you input this data into the URL builder, it creates a special tracking URL, which you 

can use in your organic posts or paid ads. You don’t need to do anything else, Google Analytics 

can automatically read this URL, you just need to use it in your posts and ads.  

 

NOTE: You will need to create a different URL for each post on your social channels – don’t 

forget to change the source name to Twitter and LinkedIn for posts from these social platforms. 

Also to update your campaign name to include the social platform you are posting from. 

 

Try it here 

https://ga-dev-tools.web.app/campaign-url-builder/
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Using Tracking URLs on Social Media 

Steps to using tracking URLs on Facebook and other social channels 

1. Enter the tracking URL from the URL builder into a new social post and wait for the 

preview to load.  

2. Once the preview loads, you can delete the URL text from the post, it will be included 

in the preview. 

3. Write your text and post onto Facebook 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Preview 
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Once the post is clicked, the visitor will land on your page and the tracking URL is visible in 

their browser. Just using this URL gives Google Analytics all the information it needs to track 

the visit from your social media post or ads. Take note of the next time you click through from 

an ad on social media to see if there is any tracking.  

You’ll see something like: 

utm_source=facebook. instagram etc. utm_medium=social, paid social, cpc 

etc. utm_campaign= the name of the advertising campaign 

Check Using Realtime Reports 

When you navigate to the Realtime report in Google Analytics, you’ll see how many people 

are currently on your website from clicking your social post or ad. When you post an update 

on social media with a tracking link remember to go to the real-time report in Google Analytics 

shortly after the post goes live to see are people clicking on it already. 

 

 

 

Analyse Social Traffic in the Campaigns Report 

To see the performance of your social posts and ads go to the campaigns report in the 

Acquisition menu on eth left hand site of Google Analytics. Set your date range to the desired 

range, including today and you’ll see what posts and ads were clicked. You’ll also see if these 

clicks led to any goals you have set-up. It takes about 10mins – 30mins after the click for this 

data to become available in the campaigns report. With this report you can look at your posts 

and ads performance over long date range, unlike the real time report which only shows you 

who’s on the website right now. 
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Section #5 Analysing Data 
 

Be Curious – Ask Questions 

 

 

 

When you are analysing data be curious and look at the key reports outline in this document. 

Get familiar with your website numbers and take note of changes or anomalies. Positive or 

negative changes in typical website numbers might be an indication of an opportunity you can 

capitalise on or a threat your need to react to. To get a feel for the typical patterns in your 

website visitors you must first establish the trends. Ask yourself: 

 

• How do people buy? 

• When do they buy? 

• Where do our customers live? 

• What are their character traits? 

 

When you get the data for these 4 questions you can establish an understanding of your 

customers from a digital perspective. Reflect on this data an ask yourself: Why is that? 

Interrogating the 4 questions and asking why can provide you with the insight you need about 

your customers to create better campaigns and drive more sales for your business. 

 

Using Dashboards 

When you find out which campaigns and channels drive the most conversions, traffic, and 

sales, you may want to improve the budgets that are allocated to these high-performing 

campaigns. 
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To do this, identify your clusters of high-transaction, high-revenue, or high lead-generating 

times in Google Analytics. Then, in Google Ads and social media ad campaigns etc. you can 

increase how much you spend on high performing campaigns and reduce spend on low 

performing campaigns, this should improve how much business you get for your campaign 

spend. 

 

TIP: When you’re creating a chart – name it as a question. This provides instant insight into 

the data and makes it easy for people to understand 

 

 

 

Use Annotations 

In digital marketing we make a lot of changes, and launch a lot campaigns etc. all the time. As 

a result, we won't be able to remember everything we've done. Luckily, we can use Annotations 

to help us track or record our actions. Annotations are small, written notes that appear as 

speech bubbles at the bottom of Google Analytics line charts. It's very easy to add an 

annotation.  

• Simply press the upside down triangle below any main line chart and click the “new 

annotation” button. Then, enter the details of your note. Mark it as public or private and 

press ‘Save’.  

• Now you will have a written record of what happened on a particular day, which you 

can look back on to see if it impacted traffic data over time. For example, you can add 

notes about campaign launches, sites going down, promotional offers or in store events 

as they happen. Then, when you are reviewing the traffic to your site later, and 

wondering what caused a spike or a drop, an annotation relating to an event might 

provide insight into why it happened. 
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TIP: Try to get into the habit of leaving yourself annotations/notes for all major changes to your 

food business, as well as for external events that might have an impact. It's a great way of 

leaving a written historical record of your year's work for you to review as you need. 
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Section #6: Data Protection Considerations 
 

Understanding Consent 

 There are several data protection considerations associated with web analytics.  

 As a result of regulations like GDPR in the EU, tracking personally identifiable 

information – or PII – now requires explicit consent from the consumer.  

 For example, you need to get consent if you are collecting cookie data from website 

visitors for analysis or in order to personalize advertising experiences.  

 Many analytics programs anonymize user names, IP addresses, and other PII, but you 

still need consent to share website visitor data anonymously with third parties, like 

Google Analytics, or with ad platforms 

● In relation to GDPR, it is essential that personally identifiable information is managed 

correctly and within the terms of the consent provided by your website visitors.  

● Collecting PII as part of your analytics program, and then mismanaging the information, 

can risk a data breach for improper use of PII. 

● To ensure this doesn’t happen, your company should have a clear policy or guidelines 

in place detailing how the analytics data you collect is used and managed.  

● This should include explicit opt-in visitor consent to track user visits, collect anonymous 

cookie data, and share anonymously with third parties like Google and Facebook for 

personalization of ads. 

● It is a requirement that people can opt out of cookies on your website 
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Key Takeaways  
 

 

 

 

 

 

 

 

 

 

 

 

 

  

Use location, device, demographics and conversion data to 
create better campaigns

Set-up conversions to track the valuable actions people are 
taking on your site like sales, leads of email signs ups etc.

Use the data to identify the channels, devices, locations, 
social posts and ads that drive most valuable actions and 
increase focus in these areas

Get into the habit of using the URL builder for social media 
posting to give more visibility on your most effective posts 
and social networks

When analysing data it’s important to leave annotations for 
yourself to record actions on specific dates

Be mindful of data protection, cookie consent and GDPR when 
using Analytics tools
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Additional Think Digital Resources 
Click on any of the below guidebooks to find out more: 

 

             

 

                                      

 

Contact our Think Digital experts on the Client Capability Team here 

This guide has been produced in conjunction with Cathal Melinn, founder 

of Digital Basics 

Digital Basics is a Dublin based digital marketing consultation and training 

firm.

https://www.bordbia.ie/industry/grow-your-business/think-digital/think-digital-programme-overview/
https://digital-basics.com/
https://www.bordbia.ie/industry/grow-your-business/think-digital/guidebooks/seo/
https://www.bordbia.ie/industry/grow-your-business/think-digital/guidebooks/introduction-to-email-marketing/
https://www.bordbia.ie/industry/grow-your-business/think-digital/guidebooks/website-project-fundamentals/
https://www.bordbia.ie/industry/grow-your-business/think-digital/guidebooks/ppc/
https://www.bordbia.ie/industry/grow-your-business/think-digital/guidebooks/facebook-and-instagram-beginners/
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