Google Analytics 4 Case Study: The Google Merchandise Store.
1. Introduction

The Google Merchandise Store is an ecommerce site that sells Google-branded merchandise.
These 2 properties contain data in the account that is typical of what you would see for an
ecommerce site, and include the following kinds of information:

e Traffic source data. Information about where website users originate. This includes
information about organic traffic, paid search traffic, and display traffic.

e Content data. Information about the behavior of users on the site. This includes the
URLs of pages that users look at, and how they interact with page content.

e Transaction data. Information about the transactions that occur on the Google
Merchandise Store website.

2. Business Context & Goal

This case study analyzes user behavior on an e-commerce website using Google Analytics 4

(GAA4). The primary objective is to evaluate the sales funnel performance, identify key drop-off
points, and provide data-driven recommendations to increase conversion rates and maximize

revenue.

A specific focus is placed on:

e Understanding the conversion rate differences between new and returning users.
e |dentifying where users drop off in the purchase funnel.
e Assessing the effectiveness of traffic sources in driving conversions.

3. Methodology.
Data Sources & Approach

e Data Source: Google Analytics 4 (Demo Account)

e Timeframe: Last 30 days

e Metrics Analyzed:
o Conversion rates by user type (New vs. Returning)
o Funnel drop-off rates
o Traffic acquisition effectiveness



Key Reports Used

e Funnel Exploration: Step-by-step analysis of the checkout process.
e Event Reports: User interactions with products and purchases.
e Traffic Acquisition Report: Conversion rates by traffic source.
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4. Key Findings.
Conversion Rate: New vs. Returning Users

New Users Purchase Conversion Rate: 0.72%

Returning Users Purchase Conversion Rate: 3.14%

Returning Users convert 4.36x more than New Users, confirming the importance of
retention efforts.
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Conversion rate difference between New and Returning Users.

Sales Funnel Performance.
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Drop-off rates at each step of the funnel

e Largest drop-offs occur at:
Session Start — View Item List (57.27% abandonment rate)
View Item — Select Item (9.7% abandonment rate)

Add to Cart — Begin Checkout (70.67% abandonment rate)
Begin Checkout — Purchase (51.59% abandonment rate)
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Traffic Acquisition Insights.

e Organic Search has the highest conversion potential (19.92% session key event
rate).

e Paid Search underperforms (3.58% session key event rate), but has high engagement
(69.57%).
Referral traffic struggles with conversion (6.78%), requiring optimization.
Direct traffic contributes the most revenue (53.59%), indicating strong brand loyalty.
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Traffic source effectiveness based on session key event rate and engagement.

5. Insights & Recommendations.
Improving Paid Search Performance

e Implement A/B testing on ad creatives to increase click-through rates.
e Refine audience targeting by focusing on high-converting segments.
e Launch remarketing campaigns for users who viewed products but did not purchase.

Reducing Funnel Drop-offs

Improve product page design to encourage more clicks on items.
Enhance checkout UX by minimizing form fields and providing multiple payment
options.

e Offer incentives (e.g., discounts, free shipping) to users who abandon carts.

Strategic Recommendations for Sustainable Conversion Growth.



While the current recommendations focus on tactical improvements (UX, checkout optimization,
and retargeting), implementing strategic enhancements can drive long-term improvements in
conversion rates and revenue. Below are three key strategic initiatives:

1. Optimizing Paid Search Campaigns

Problem: Paid Search exhibits a high engagement rate but struggles with conversion efficiency
(3.58% session key event rate). This suggests that while users interact with the site, they are
not completing transactions at an optimal rate.

Solution:

e Conduct a performance audit to identify underperforming campaigns.
e Remove low-converting ads and allocate the budget to high-performing keywords.
e A/B test ad creatives and landing pages to improve relevance and user intent match.

By refining campaign targeting and ad messaging, we can enhance conversion rates and
improve ROAS (Return on Ad Spend).

2. Implementing Personalized Offers

Problem: Returning Users convert 4.36x more than New Users (3.14% vs. 0.72%), yet they
represent a smaller portion of the overall traffic. Capturing and retaining these high-value users
is crucial for sustained revenue growth.

Solution:

e Leverage machine learning models to predict purchase behavior and segment users
based on likelihood to convert.

e Deploy personalized email and push notification campaigns with tailored product
recommendations and exclusive discounts for high-intent users.

e Introduce dynamic pricing or loyalty incentives to increase repeat purchases.

By focusing on returning users and personalization, we can significantly improve retention and
lifetime value (LTV).

3. Enhancing the Mobile Checkout Experience

Problem: Users drop off significantly during the checkout process, particularly on mobile
devices, indicating possible friction in the purchasing flow.

Solution:



e Introduce a One-Click Purchase option for returning customers to minimize checkout
steps.

Enable auto-fill for payment and shipping details to reduce friction and improve speed.
Optimize the checkout Ul for mobile by ensuring clear CTA buttons and eliminating
unnecessary form fields.

Simplifying the checkout process for mobile users can directly impact conversion rates, as
mobile transactions continue to grow in e-commerce.

Leveraging Returning Users for Higher Conversions.

e Email marketing campaigns with personalized product recommendations.
e Exclusive promotions for repeat customers to encourage retention.
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Returning users have significantly higher conversion rates.

6. Conclusion

This analysis highlights the importance of returning users in driving conversions, as well as key
areas where the sales funnel can be optimized. By refining paid search strategies, enhancing

the checkout experience, and leveraging loyalty marketing, The Google Merchandise Store can
improve conversion rates and maximize revenue growth.
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