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Avg.Duration Pages /Visit Conv. Rate Goals

01:53 18

5 0.0% 157.1%

Users: The numl e witho 2 number of times Avg. Duration: The average JWwerags Conv. Rate: The percentage of cmplated:

visited yourwebsita ] lang 5

W n 1.1- & 20194Adhesion Ltd. All Righ rved
Traffic Sources Goal Breakdown
I Phone Link Clicks [ Get AQuoteFormS... [ Transactions Email Link Clicks

Contact Us Form Submissions

0 2 4 6 8 10 12 14 16
Source / Medium Users ~ Conv. Rate Goals
google /cpc 259 3.1% 10
google /organic 135 4.4% 7 WE b Site S pEEd
(direct) /(none) 19 3.8% 1
. This is an indication ofyour home page load performance. For further analysis, or
baidu.com /referral 10 0.0% 0 ta imprave your load perfarmance, contact Adhesian for advice.
facebook.com /referral 2 0.0% 0
Grand total 417 3.4% 18 ; ; /1 m
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City Users ~ Goals
Auckland 305 17
Zhengzhou 9 0 )
Device Category Users ~ Conv. Rate Goals
Wellington 6 0 mobile 300 371% 14
(not set) 6 0 desktop 101 3.13% 4
Christchurch 5 0 tablet 16 0% 0
Grand total 417 18 Grand total 417 3.44% 18
1-5/72 <D
Historical Analysis
Top Pages
Users —— Goals
. Ave. Ti 4K 300
Page Pageviews ~ \agn Plangg
527 01:02 200
2K
53 21 100
27 01:07 0 0
Mar 2019 May 2019 Jul2019 Sep 2019 Nov 2019 Jan 2020 Mar 2020
19 02:54
17 37 Month of Year ~ Users Conv. Rate Goals
16 13 Mar 2020 2112 2.24% 57
- 16 01:37 Feb 2020 239 2.23% 66
16 33 Jan 2020 2,262 6.26% 175
15 08 Dec 2019 1,871 7.09% 166
14 02:02 Nov 2019 1,782 6.79% 156
Oct 2019 1,878 4.7% 109
Grand total 1,535 58
0,
1-10 /406 ¢ S Sep 2019 1,791 8.84% 201
Aug 2019 1,883 5.55% 136
Jul 2019 1,291 8.81% 153
Jun 2019 1,675 5.65% 124
May 2019 2,600 2.69% 9
Apr 2019 3,098 2.69% 108

Mar 2019 2,959 3% 116
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Impressions ] Avg, Position

1,103 9.65

& 0.1% § -23.3%
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Grand total 76 1,388 5.5% MOBILE 49 =T 5.56%
1-10/19 > DESKTOP 25 492 51%

TABLET 2 B 4.5%

Grand total FiL 1,103 B.9%
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Top Organic Queries

9 15 4.5 Website SPEE‘d

This is an indication of your home page load performance. For further analysis, or
ta improve your load performance, contact Adhesion for advice,

T s B 383 /100

® 1-495low
50-85 Average

1 2 BL5 & 90-100Fast
1 1 4.0
1 1 280

1 1 2.0

: 5 69 Brand vs Discovery
1 5 40.2

1 2 1.0

Grand tatal TE 1,103 9.7

1-20/340 } i Discovery

@ Brand

Discovery 28 525 1212

HBrand 21 4.1
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CTR Conversions Cost /Conv. Conv. Rate

12.29%
15.83 4.7%

272.5% * 213.8%

Impressions

Clicks : clickac Conversions: A complatad action, Cost f Conv..Tha avarage Conv. Rate: The pe Cost: The amount

amount spent per Conyersio Clicksthat comwertec ads, exclud

Budget & Expenditure Conversion Breakdown
11.33
ackive  $22.85 £151.79
2
active  $7.00 $45.22
1.5
active $3.00 $12.38
1
Grand total 15.83
-
Campaign Performance
Lost Opportunity
288 13.5 4.69%
Maximise vour potential clicks and conversions by increasing your budget. Contact
39 0.33 0.85%
your Campaign Manager for more details.
9 2 22.22%
A0.82% 4 1
2.36% 1 o
0.099 0 o
Top Search Keywords
Tnp Locations 20 9.3% 4
13 22.4% 0
10 7.1% 0.5
o 8 7.5% 0
8 12.3% 0
7 15.2% 0
7 77.8% 1
7 16.3% 0
6 28.6% 0
6 16.2% 0
Grand total 336 12.3% 15.83
Auckland 2436 303 145 1-10/428 >
115 12 B
Fapakura 79 n 1
Fukekohe 65 7 033
o Devices
- - -
Historical Analysis
@ mobile devices with full
Clicks = Corwversions browsers
K a0 @ computers
tablets with full browsers
2K 20
] 0
Mar 2015 May 201% Jud 2015 Sep 2019 Mow 2019 Jan 20243 Mar 2020
Mar 2020 1442 #9743 36.25
Fet 2020 1527 $999,06 2567
Jan 2020 1,580 $969.41 4
Dec 2019 1314 F1LA - I .
Mow 2019 1,112 F910.18 o 'CﬂmPEt|tnr Ana Y‘SIS
Lt 2012 126k $84544 1 Contactyour Accountor Campaign Manager for mare information about this
Sep 2019 g $£760.35 1 section or flickhere o view a guide,
Aug 2019 878 $633.16 o
S0%
Jul 2019 551 $539.22 0
Jun 2019 1387 $606.75 1 o $
May 2019 2778 $1,207.81 1 & ‘
Apr 2019 3247 $1,600.82 1 5 30% 3
o
L
Mar 2019 3108 $1.54407 o =
2 0%
[F.]
4 °@®
104%
N e ©
0% 10% 20% 30% 40% 50%
Impr. share
How to check your ads in Google
| know it's tempting, but it's best to resist the urge to search on google.co.nzto check
_ : 44.7% 0.0% 36.5%
vour ads. By performing searches that trigger yvour ad, yvou'll accumulate
impressions without clicks,which can lower your clickthroughrate and prevent your 17.3% 32.6% 3.3%
ad from appearing as often as it should. Also,if you repeatedly lookfor your own ad 17.0% 30.1% 14.7%
using Google search but never click on it, you might stop seeing it entirely. That's 15.6% 25206 1520
because Google'ssystemn stops showing you ads that it thinks yvou aren't interested
in 11.5% 17.2% 16.3%
10.5% 17.1% 41.6%
Google provides an Ad Preview Toolsoyou can see where your ads are showing 10.0% 81% 1.5%
without impacting on your campaign data.
10.0% 8.7% 26.0%
Check Ads 10.0% 11.2% 2.2%
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Clicks

The number of times your ads were clicked. When a user clickson an ad they are takento

the ad'slanding page.

Impressions

How often your ad is shown. An impression is counted when an ad is displayed (with or

without a click). Often abbreviated as "lmpr."

Click Through Rate (CTR)

Need Help?

Get in touch with your Account or Campaign Manager by calling 0800234374,

Aratio showing how often people whao see your ad end up clickingit. Clickthroughrate can be used to gauge how well your keywords and ads are performing. A high CTRis a good

indication that users Ondyour ads helpful and relevant. Note that a good CTRis relative towhat you're advertising and on which netwarks.

Reach

The number of people that saw your ad.

Frequency

The average numier of times that people see your ads. Often abbreviated as "Freq."

Conversions

An action that's counted when someone interacts with your ad {for example, clicks a textad or views a video ad) and then takes an action that you'vedeOned as valuable tayour business,

such as an anline purchase or a call to your business from a mabile phane, Often abbreviated as "Conv.”

View-through Conversions

Aview through comversionis a comversion that is completed after a user sees your ad (an impression) but does not click or interact with it

Conversion Rate

The percentage of people who completed a conversion after clickingyour ad or visiting your website, Often abbreviated as "Conv. Rate”

Cost Per Conversion

The average amount spent for a conversion. Often abbreviated as “Cost/Comv.”

Cost

The amount spent on your ads, excluding G5T and Adhesion's management fee,




