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With analytics solutions for apps, we help you:
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Win moments Enable better Constantly
that matter decisions innovate

Drive new kinds Enable tracking and Use data to iterate and

of customer targeting features that unlock maximum value
engagement with help improve your ROI
mobile apps
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Mobile apps are changing the consumer worlad

# of mobile apps on Google Play

# of mobile apps on Apple iTunes

# of apps downloaded from Google Play

Mobile app revenue' expected by 2016
46B

1 Including pay-per-download, in-app purchase, subscriptions and in-app advertising.

Source: ABI research, eMarketer.com, comscore, Flurry, Gartner, IHS Screen Digest, internet search. New York Times.

Minutes the avg. smartphone user spends per month using apps
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Fluency in measuring apps is an emerging skill

60/ Extremely we measure our mobile apps
0 Sophisticated integrated with other initiatives

O/ Adnna we measure apps in a comprehensive
1 2 /0 Advanced manner but the data is in a silo

230 Intermediate  E—— we measure our apps but feel like
Y we're not seeing the whole picture

we're starting to measure
apps and are just learning

23% No understanding Se— we're not really sure where to start
with mobile app measurement

Research question: Rate your sophistication of using mobile analytics to measure a mobile app.
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Lifecycle of a mobile app

‘v

Measuring the
End-to-End
Value of Your App,
improve based on data

| FR |
r . ........... . —%J
X a - : ; allis &
Develop Market Measure
an app an app and iterate
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Understand the end-to-end value of mobile apps

App marketplace
download

New users
Active users
Demographics
Acquisition
channels

Improve App
Discovery
& Drive Installs

Acquisition

Engagement

Engagement flow Top app screens
User loyalty and  App crashes
retention Events

Delight Your Users

App sales
Ad monetization

In-app purchases
Goal conversions

Cultivate
Loyalty
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Marketers want to measure full app lifecycle

Metrics that matter to marketers:

71% C: 56% 51%

Engagement / Revenue Advertising metrics
usage of apps generated revenue gener?ted from
: : in-app or spent on
from apps achiF;itionp
Insights into app . Cross device Crash reporting /
‘ marketplaces D tracking troubleshoot
"é;agaﬁﬁgga; ...... § N— ; Nformation

of apps

Research question: What mobile metrics are important when choosing a mobile app analytics solution? (check all that apply)
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Benefits of Google Mobile App Analytics

New set of reports
tailored for mobile
app measurement

New Users:
revamped
sign-up flow

GOOS[@ “Analytics

More powerful
mobile SDK (easy
to implement)

Speaking the
language of the
mobile app world
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From app download to in-app purchase

App Acquisition Funnel

App Promo

Impressions
Clicks

v’

App Store
Number of views
Number of installs
Rating / reviews

v’

Installs
Number of installs

Number of opens
Interaction rate

Acquisition
Outcomes

App Analytics

Outcomes
Goals
E-commerce
Lifetime values
Monetization

N

Engagement
Events / screens
Loyalty
Crashes

N

Users
Demographic
Mobile device

Behavioral
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Slacker Radio: Beating ROl goals with analytics

7 O O/ Google @

@ SLACKER RADIO

Improvement
in Cost per
Download
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P
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Magma Mobile: Driving ad revenue with analytics

Google Analytics helps us

e 1 30m analyze data and draw clear
(3 magma mobile actions from which we can
build a better user experience
and encourage greater usage.

4 ¢ Words
8D Magma Mobil
PES kkd

Using Google Analytics we were
able to see that some marketing
channels drove installs but very
little traffic after the download.
We now focus promotion efforts
where we see the highest growth
in loyal users that consume more
/ pageviews and spend more time
using the app.

Plumber
Magma Mobi

agma Mo
b2 2.2 ¢

Mahjong 3D
Magma Mobi
ok kk
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Best practices for mobile app analytics

Track different apps Track different
in separate platforms and app
properties versions in the

same property
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Two-step app Analytics setup process

Set up a new app
property in your
Analytics account

Analytics
account
manager

Download the
Google
Analytics SDK2

Your app
developer
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A more powerful mobile SDK v2.0

v :
> o = ;
: ® ——
""°*§ai e o — B
O ---
Easy Open Secure
to implement platform and lean
| wire-format . |
Easy Tracker library auto _ _ API for app-specific Hits to GA backend
tracks Android /i0S Wire-format will user opt-out can be sent through
views and activities be open platform secure HTTP
to support

Less data will be sent
-better battery life

App developer can
implement initial
tracking in <5 min.

customized solution
on other mobile
platform
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Creating a new account in Google Analytics

Account Administration

Accounts

+ New{*ccount how Bl
Name * Role
Acme Travel App Account Admnistrator

Notepad Admnistrator
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Creating an app account

Account Administration

Accounts

What would you like to track?

Web Site App

-l

Track web sites whose HTML R
you control Android and iOS apps

Setting up your app property

App Name
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How to use the Google Analytics SDK

(United States $ ) [ (GMT-08:00) Pacific Time

Setting up your account

Account Name
Accounts are the top-most level of organization and contain one or more tracking IDs.

Data Sharing Settings ?

With other Google products only optiona
Enable enhanced ad features and an improved experience with AdWords, AdSense and other Google products b
Analytics data with other Google services. Only Google services (no third parties) will be able to access your data

Anonymously with Google and others optiona

Enable benchmarking by sharing your website data in an anonymous form. Google will remove all identifiable inf
combine the data with hundreds of other anonymous sites in comparable industries and report aggregate trends i
Show example
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Receiving your tracking ID

Profiles Tracking Info Property Settings Social Settings Remarketing Lists

Tracking ID
UA-35715131-1

This is the tracking ID for this Google Analytics property.
Use this ID in conjunction with the SDK to send tracking information from your app.

Download and use the SDK

Here are the SDKs available for your app.
You can download the appropriate SDK using the links below, or read about steps for integrating the

My app uses Admob features ?

Google Analytics Android SDK Download =~ Guide

Google Analytics iOS SDK Download =~ Guide

What's in store for Google Analytics reporting...
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Adding the code snippet to your app

public class TestActivity extends Activity {
GoogleAnalyticsTracker tracker;

protected void onCreate(Bundle savedInstanceState) {
super.onCreate(savedInstanceState);

tracker = GoogleAnalyticsTracker.getInstance();

// Start the tracker in manual dispatch mode...
tracker.startNewSession("UA-35715131-1", this);

Button createPageButton = (Button)findViewById(R.id.NewPageButton);

createPageButton.setOnClickListener(new OnClicklListener() {

public void onClick(View v) {
// Add a Custom Variable to this pageview
tracker.setCustomVar(1, "Navigation Type", "Button click", 2);
// Track a page view.
tracker.trackPageView("/testApplicationHomeScreen");
}
| D
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Finding acquisition and user data

New Users

Advanced Segments Email Export ~

& ° of new users: 100.00%
Overview

New Users ~ VS. Active Users ~

® New Users Active Users

2,000

Add to Dashboard

Shortcut BETA

Sep 18, 2012-0Oct 18, 2012

Hourly Day Week Month
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Understanding your app users

Devices and Network Overview Sep 18, 2012-Oct 18, 2012

Advanced Segments Email Export v AddtoDashboard Shortcut BETA

Key Metric: Sessions ~

e % of sessions: 100.00%

OS Versions Top Network Operators

W i0S5.1.1 china mobile communications corp... ||| EGTRGNNG

W 0560 . ,
B 08501 chinanet guangdong province netw... || NGB

: 2”’“"" 4‘2': chtd chunghwa telecom co. Itd. || N
ndroid 4.0.

“ M Android 2.3.6 chinanet shanghai province network [l

B Other
chinanetjiangsu province network.

china unicom beijing province netw... |

Top Device Models
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Knowing how & where your users are engaging

Start Screen
2.81k interactions
776 left

Profile
Picker
2.81k

. Category: P ..filePicker
‘i Action: pickProfile Label

2nd Interaction
2.03k interactions
162 left

success
994

3rd Interaction
1.87k interactions
1.16k left

AnalyticsMainActivity
731

“ategory: P ...filePicker

~* pickProfile Label:

Start Screen
2.81k interactions
776 left

Profile Picker
2.81k

2nd Interaction
2.03k interactions
162 left

(ﬁ)r[_l Category: P ...filePicker
" Action: pickProfile
Label: success

994

.accounts

/REAL-TIME

./DASHBOARD

4th Interaction

698 interactions
74 left

@"\

b i
(=

Category:

P ...filePicker Action:
pickProfile Label:
success

547

+ Step
Category: P... accounts
58

AnalyticsMainActivity
35

Category: P...profiles
34

AnalyticsMa.../DASHBOARD
10

ProfilePick...unt/prompt
4

(+4 more screens)
10
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Measuring your success

Goal Completions Goal Value

9,794 $9,794.00

100.00% 100.00%

Primary Dimension: Goal Completion Location
Plot Rows Secondary dimension ~ Q, advanced

Goal Completion Location Goal Completions Goal Value

Main Menu

(entrance)

com.blackmouton.smili_smilou.PopupDialogActivity

Main Game Screen

2,033
1,805
1,730

1,537

$2,033.00
$1,805.00
$1,730.00

$1,537.00

com.blackmouton.smili_smilou_summerll.PopupDialogActivity 761 $761.00

High Score 642 $642.00

com.blackmouton.smili_smilou.MainActivity 467 $467.00
Game Over 331 $331.00

com.blackmouton.smili_smilou_summerll.MainActivity 303 $303.00
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Interpreting the data

Acquisitions
v % of new users: 19.64%

New Users Explorer

Google Play Sources
App Acquisition Users GoalSet1 Ecommerce

Users
New Users ~ VS. Selecta metric

Overview
® New Users

App Versions
1,000

Demographics
Devices and Network
Overview
Devices

Network

Sep 22 Sep 29

Engagement

New Users Sessions Avg. Session Durg

Outcomes 3,745 51,459 00:08:32

19.64% 20.33% 00:11:21

Goals

Overview Primary Dimension: Source /Medium Campaign Source Medium Keyword
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Use autotagging to test and iterate on ad strategy

‘ Tools and Analysis ~ ' Billing ~ | My account ~

Preferences

Email jessicasapick@google.com Edit in Google Accounts

Preferences for ( jessicasapick@google.com )

Language and number preferences Edit

Display language ?' English (United States)
Number format (2) United States

Account preferences

Time zone

Time zone (GMT-05:00) Eastern Time
Tracking

Auto-tagging || Destination URL Auto-tagging
Automatically tag my ad destination URLs with additional information useful in analytics rep«

Qavia rhannac MNanncal
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Use Google's URL builder to test other strategies

Google Play URL Builder

Use the tool below to generate URLs for Google Play Campaign Tracking.

Package Name: *

(Java package, e.g. com.example.application)

Campaign Source: *

(original referrer, e.g. google, citysearch, newsletterd)

Campaign Medium:

(marketing medium, e.g. cpc, banner, email)

Campaign Term:

(paid keywords, e.g. running+shoes)

Campaign Content:

(ad-specific content used to differentiate ads)

Campaign Name:

(product, promotion code, or slogan)

Cenerate URL Clear
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Measuring ad effectiveness & lifetime user value

19.64%

Primary Dimension: Source / Medium Campaign

Source / Medium

. (Direct) / (none)

. google /cpc

. Email / Campaign June, 2012

4. Email / mobile display

5. google / organic

. google / SEA

New Users Sessions

3,745 51,459

Plot Rows Secondary dimension ¥ Sort Type

Keyword

New Users

¥

Avg. Session Duration

00:08:32

00:11:21 (-24

Q

Avg. Session

Sessions Duration

797 00:00:29
00:00:35

00:00:34

In-App Revenue
$0.00

0.00% ($5.4

®e|=|

In-App Revenue

$3,386.00

$2,493.00

V.UV .JI

00:00:35
00:00:34

00:00:33

YU, VUV UV

$2.493.00
$246.50

$0.00
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See highest value users with loyalty reports

May 21, 2012 - Jun 20, 2012

Loyalty
Advanced Segments Email BETA Export v Add to Dashboard

‘ Android Traffic % of sessions : 87.17% This report is based on 3540 visits (43.66% of visits).

Distribution
Screens / Session Goal Conversion Rate

5.59 12.44%

5.48 12.80%

Sessions Avg. Session Duration

7,769 00:04:13

Android Traffic
95.83% 00:04:20

Session Instances Sessions Avg. Session Duration Screens / Session Goal Conversion Rate

657 N 00:03:52 23.34%

.5 2%

Session Instances

Sessions Avg. Session Duration Screens / Session Goal Conversion Rate
657 N 00:03:52 9.13 23.34%
297 00:05:09 10.64 4.62%

00:00:35

51-100

101-200 00:01:21

201+ 00:00:52
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Avoid user attrition with crash and exception

Crashes and Exceptions Jun 1,2012-Jun 18, 2012
Advanced Segments Customize Email BETA Export v Add to Dashboard Save to Home
€ °: of sessions : 100.00%

Explorer

Crashes and Exceptions

Crashes v VS. Selecta metric

® Crashes
10

o
Jun 13

Crashes Exceptions

43 830

100.00%

Primary Dimension: App Versk Operating System  Mobile Device Branding  Other

Plot Rows Sece Q= ||

kceptions

Crashes Exceptions

43 830

100.00% 100.00%
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Unleashing your app potential with Analytics

Drive app Understand
downloads key business
drivers
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