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The article proposes a set of techniques, the complex application, which
allows us to assess the activity of the company “Comfy” as a web
resource, as well as a commercial organization. The relevance of the use
of websites in Ukraine and the need for their integrated assessment,
calculation of the effectiveness of the website have been analyzed. The
achievements of scientists in such scientific directions as trading activity
in conditions of changes of mechanisms and technologies of its
organization, theoretical and applied aspects of electronic retail have been
considered. The issue of concrete methods for assessing the effectiveness
of organizations engaged in e-commerce on the Internet is still pending.
The dynamic of the target audience of the website has been analyzed
based on the statistics of the site of the company “Comfy.” The
geography of site visitors has been reviewed based on the data provided
by Google Analytics. It has been concluded that 93% of visitors are from
Ukraine and the table of distribution of geography of Ukrainian site
visitors is presented. The set of statistics services has been analysed, with
which one can analyse and evaluate the success of search promotion,
contextual advertising and other ways of promoting the site on the
Internet for the company “Comfy.” For in-depth analysis of the Comfy
website, Google Analytics has been used for determining the following
statistics: the total number of site visits for a particular period, the referral
source; pages visited by users; the keywords by which they found the site;
the time of their stay on the resource; depth of view. The purpose of the
promotion of a specific site and the generated Google Analytics reports
have been analysed. The conversion rate and its impact on sales, with
constant attendance of the site, have been analyzed. The conclusion has
been made regarding the attitude of visitors and buyers. The study of the
main sequences of conversions on the Comfy website is presented. An
estimate was made of the profitability of a website by calculating the
profitability of costs and sales by months in 2018. The advantages and
disadvantages of the website “Comfy” have been highlighted, namely: the
site has satisfactory quotes and good positions in search queries. The
average number of site views per day is more than a thousand, which is a
sufficient level of performance. The analysis of the website “Comfy” has
found out that the main page of the site does not contain a large amount
of text, and, in terms of ease of use of the site, the page is easy to
understand for perception, and one of the main disadvantages of the site
in terms of both search engine optimization and usability is the slow
loading of most of the pages on the site.
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3anponoHoBaHO Ha0ip METOIWK, KOMIUIEKCHE 3aCTOCYBaHHS SKHUX Ja€ 3MOTY
OTpUMATH OILIHKY HisibHOCTI migmpuemctBa «Comfy» i sk BeG-pecypey, i sk
KoMepuiiiHoi opranizauii. [IpoaHanizoBaHO akTyaJbHICTh 3aCTOCYBaHHS BeO-
caifiTiB B YKpaiHi Ta HEOOXINHICTh TX KOMIUIEKCHOTO OLIHIOBaHHS, PO3PaxyHKY
e(eKTHBHOCTI BeO-caiiTy. PO3IJITHYTO NOCSATHEHHS BUCHHX B TaKMX HAYKOBHX
HampsiMax, sIKk TOProBeJibHA JisIbHICTh B YMOBaX 3MiH MEXaHi3MiB Ta TEXHOJIOTIH
i opranizaii, TEOpETHKO-TIPHUKIIAIHI aCIIEKTH EIEKTPOHHOTO puTeiiny. BuninzeHno
HEBUpIIIICHE MUTAHHS IM0J0 KOHKPETHHX METOMIB OIHKA e(EKTHUBHOCTI
TUSUTBHOCTI OpraHizaiiid, M0 3aiiMarThCs CICKTPOHHOK TOPTIBICIO B MEPEKi
Iareprer. [IpoaHanizoBaHO MTUHAMIKY IITBOBOI ayqUTOpii BeO-caldTy, HA OCHOBI
CTaTUCTMYHHUX JaHuX caiity kommanii «Comfy». Posrmisnyra reorpadis
BiJBiJyBauiB caiiTy Ha OCHOBI maHmx, HajmaHux Google Analytics. 3poGneHo
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BUCHOBOK, 110 93% BiiBinyBawiB — 1e ayaurtopis 3 YKpaiHH, Ta HaBeleHa
Tabmuns pos3moxniry reorpadii ykpalHCBKHX BigBixyBauiB caiity. Posrmsmyro
MHOJKHHA CEPBICIB CTATUCTHUKH, 33 JOIOMOIOIO SKMX MOXKHA MPOaHaji3yBaTH i
OLIHUTH YCHIIIHICTh MOIIYKOBOTO NMPOCYBaHHS, KOHTEKCTHOI peKIaMH Ta 1HIIHX
CHoCcO0IB  PO3KpyTKH caiTy B IHTepHeri mis kommanii «Comfy». [lns
noraubaeHoro aHaiizy Beb-caiity «Comfy» Bukopucrano Google Analytics, 3a
JIOTIOMOTOI0 SIKOTO BH3HA4YCHA CTAaTHCTHYHA iH(opMamis: 3arajbHa KiJIbKICTh
MEepexo/iB Ha CalT 3a IEBHHUH Iepiof, DKepelio IEepexomiB; CTOPIHKH, SKi
BiJIB1lyBaJIM KOPUCTYBayi; KJIFOYOBI CJIOBA, 32 SKMMHU BOHH 3HAUIILIM CaiT; dac ix
nepeOyBaHHS Ha pecypci; TnuOuHy meperssiny. IlpoanamizoBaHo I
MPOCYBaHHS KOHKPETHOTO caifTy i 3a copmoBanumMu 3Bitamu Google Analytics.
[IpoananizoBaHO MOKa3HUK KOHBEpCii Ta HOTO BIIMB Ha MPOJAAXi, IPH HE3MIHHIN
BiZIBilyBaHOCTI caiiTy. 3po0ieHO BHCHOBOK, IOJO CTaBJICHHS BiJBiIyBadiB Ta
nokynmiB. HaBeneHO OCHOBHI MOCTIIOBHOCTI KOHBepciid BeO-caiity «Comfyy.
[IpoBenena omiHKa pEHTA0ENBHOCTI  BeO-CaliTy HUIAXOM  MiIPaxyHKY
peHTabenbHOCTI BUTpAT 1 mpogaxis 3a 2018 pik mo Micsausx. BuaineHo nepesaru
i Hemomiku caiTy kommanii «Comfy», a came: caliT Mae 3aJOBUIbHI OKa3HUKU
LOUTOBAHOCTI W TapHi mo3uuii B mourykoBux 3amurtax. CepemHs KiIbKiCTh
MeperisiaiB caiiTy Ha JCHb CKJIaJae MOHaJ THUCS4YY, IO € JOCTaTHIM piBHEM
MOKa3HHWKa. 3a aHamizoM BeO-caiity «Comfy» BHSBIEHO, IO Ha TOJOBHIH
CTOpIHII HEMae BEJIMKOi KIIBKOCTI TEKCTy, i, 3 TOYKH 30py 3pyJHOCTI
KOPUCTYBaHHS CaliTOM, CTOpPiHKa JIETKO 3pO3yMiNia JJIs CIPUHHATTS, & OJHUM 3
TOJIOBHUX HENOJIKIB CalTy 3 TOYKHM 30py IOLIYKOBOi ONTHMI3allil, a TaKoX
103a01TiTI € TOBINBEHE 3aBaHTa)KEHHS OUTBIIOCTI CTOPIHOK CAaUTy.

Statement of the problem

The modern world exists in

the conditions of

[2], V.A. Pavlova [5], K.V. Polevich, N.L. Savitskaya [6]
and others. However, published works do not completely
cover the question of specific methods for assessing the

revolutionary changes in the field of information effectiveness of organizations engaged in e-commerce on
provision of life, which transforms information the Internet. Since the success of such organizations
technologies and communication  systems into depends on many different factors, it is necessary to

evaluate not only the financial efficiency of the enterprise

strategically important vital values. The process of
globalization of mass communication systems and the
Internet coverage of the information space prompts us to
use these achievements of civilization in all types of
activities. There is no such trend in the trade sphere as
well. We are witnessing the emergence of the so-called
“electronic economy”, which, first of all, sets a
fundamentally new dimension and strategic direction of
the development of the field of commaodity circulation,
forming a new infrastructure of the service system.

Analysis of recent studies and publications

The problem of trade activity in the conditions of
changes in the mechanisms and technologies of its
organization was carried out by such scientists as V.V.
Apopiy [1], L.O. Ligonenko [3], A.l.P. Mischuk [1] and
many others.

The study of theoretical and applied aspects of electronic
retailing provided in scientific works by 1.T. Balabanov

Key indicator ~ Sessions

Sessions

Age total count

67.47% of the

based on the data from the accounting reports, but also
the extent to which the store site is convenient for buyers,
since it is the main and only source of customers.

Objectives of the article

The purpose of this article is the analization of the
effectiveness of using a website through the Google
Analytics toolkit as an example of the Comfy website.

The main material of the research

The target audience of the Comfy website is the key
indicator that should be taken into account at virtually all
stages of the web site’s operation: from design and
creation to the further advancement of an already
functioning web resource.

As for the site audience of Comfy, its majority is made
up of men aged from 25 to 34 (Figure 1) [7].

68.59% of the
total count

Gender Sessions !

B male W female

Fig. 1. The age and gender structure of the audience of Comfy’s website [8].
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Many visitors are between the ages 35 and 44 and
slightly less visitors aged from 45 to 54 years old. Thus,
visitors aged from 25 to 54 years make up almost 94% of
the entire audience of the site.

Table 1 - Geography of users of the web-site in Ukraine

ISSN 2414-0287

Referring to the visitors’ geography, according to data
provided by Google Analytics [8], we can conclude that
93% of visitors are from Ukraine. The geography of
Ukrainian site visitors has been distributed as follows
(Table 1) [8].

I Number of pages viewed . . _ New

Country Visiting o /Average time on site, min |visiting
per visit 0%

lvano-Frankivsk 38 457 5,6 00:04:00 32,05
Kiev 25 885 4,58 00:03:52 21,57
Lviv 6 976 4,13 00:04:03 5,81
Dnieper 5 382 3,29 00:03:28 4,48
Kharkiv 4 929 2,25 00:02:22 4,11
Odessa 4 408 3,41 00:03:57 3,67
Kherson 2 122 3,16 00:03:19 1,77
Zaporizhzhia 1975 4,43 00:02:57 1,65
Poltava 1760 2,25 00:05:32 1,47

Thus, the site is actively visited by users from lvano-
Frankivsk, Kiev and Lviv. They are more than half of all
visitors from Ukraine. The site is actively visited by
users from the Dnipro, Kharkiv, Odessa, Kherson and
other regions.

There are many statistics services that can help you to
analyse and evaluate the success of search engine
promotion, contextual advertising and other ways to
promote the website on the network for Comfy.

One of the most convenient, complete and, above all, free
tools is Google Analytics. With its help, you can see not
only the total number of referrals to the site for a certain
period, but also the source of these conversions, pages
visited by users, the key words by which they found the site,
the time of their stay on the resource, depth of view and
many other indicators that give comprehensive information
about the progress [2, pp. 51].

Additionally, Google Analytics has a unique ability to
customize the goals of moving a particular site and to
receive pre-existing reports, which greatly simplifies the
work of statistics and allows you to quickly adjust the
promotion strategy. In essence, Google Analytics can
provide all the necessary information that will allow you
to evaluate the progress of the site on the Internet.
Although there are other services that can also be used to
collect the necessary data (Ahrefs, Semrush, Serpstat,
etc.) [4, pp. 141].

straight

2 Straight x2
Straight x3
| straight x2

Straight x4

Suagntxs

- Straight x5

One of the basic performance indicators of the Comfy
website is the conversion and attendance. Conversion is a
measure of the ratio of targeted users to the number of all
visitors [1, p. 327]. Target action can be different. In the
case of a website, this is most often the execution of an
order.

Retrieving information about site visitors can be done
using various web analytics services provided by search
engines (Google Analytics, Yandex Metrics, etc.), or
through server logs, which logs all information about
user behaviour on the site. By installing its counters on
the site, the data systems collect the necessary
information to calculate the main statistical indicators of
the web resource.

The increase of conversions leads to increased sales,
even if traffic to the site remains unchanged. One can
conclude that not all visitors are buyers at the first visit,
even on the first day. Some of them ponder the purchase,
look at the goods in other stores and much more.

The report below shows the major conversion funnels
(Figure 2). Thus, the data in Figure 2 shows that the most
popular way is the way that a user enters the site through
a search engine, leaves the site and again returns to the
site as a direct link through the address bar (or bookmark
in the browser).

Fig. 2. The ways of conversion
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Source: Analytics from toolkit of Google Analytics [8]
There are listings and conversions from postal mail,
followed by returning to the site with a direct link and
making a purchase. However, transitions from other sites
and through search advertising occupy distant places in
this table. Probably they need to pay more attention.

Straight

ISSN 2414-0287

Based on the data already obtained, it can be concluded
that the direct channel of the visitors through the address
bar has the greatest value. Below, Figure 3 shows the
channel groups for multichannel sequences.

Fig. 3. Channel groups

Source: Analytics from toolkit of Google Analytics [8]

Consequently, the “Associated Conversions” column
shows conversions where this channel is not the ending
link in the chain of visits by the site’s user, but is
ancillary. “Last Click Transformations” — this column
stores information about those conversions in which this
channel was the last before making a purchase.

The last column shows the coefficients — the closer the
value to zero, the more often this channel is the last in the
multichannel sequence. The larger the channel, the more
often the channel plays an intermediate role. The closer
to the unit, the greater the channel is in both cases.

One can conclude that the leader in the number of
purchases is a direct channel, which is both final and
auxiliary. Most customers first go to the site through a
free search and then return to it directly. This explains
the high position of the “Free Search” channel as well as
its high rate. Conversions from the social network only
prepare visitors for the purchase, and they rarely become
extreme. It makes sense to focus more on contextual
search ads.

Next, we will determine the usefulness of the visit of the
user who made the transition to the company site from
any other site (Figure 4).

Fig. 4. Conversion Traffic

Source: Analytics from toolkit of Google Analytics [8]

Consequently, the above-mentioned Picture 4 shows the
traffic of traffic, sorted by the value of the visit, which
makes it possible to see the most profitable sources of
traffic.

It is also worth noting that from the first source was
made for all one transition that ended with the
transaction, so it can be considered as an outflow in this
table.
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According to the data in Figure 5, only 15% of the
visitors who placed the goods in the basket, have made

ISSN 2414-0287

an order. 235 users leave the site at the stage of the
purchase.

Fig. 5. Conversion funnel (per month)
Source: Analytics from toolkit of Google Analytics [8]

The reason for this may be the buyer’s desire to return to
the purchase later, after some time, slow loading of the
form and errors on the site, preventing the target action.
21 user goes to the shipping information page. This is
one of the most common transitions. It is likely that on
the ordering page it is not completely clear to a visitor,
how delivery will be carried to his region. Therefore, it is
desirable that, before the visitor hits a page with a basket,
he has already been acquainted with the shipping
information.

This can be done, for example, by placing a link to a
shipping information page on any of the pages that you
previously visited.

One of the key indicators of website performance is
profitability. With this metric, you can evaluate the
effectiveness of the site during its operation.

The profitability of sales shows the share of net profit in
the organization's revenues (Formula 1). Profitability of
sales is an indicator equal to the ratio of net profit from

sales to the amount of costs for production and sales, that
is, to the cost [3, pp. 111]:

P, = X 100%, 1)
where NP - net profit of the company;

E — the amount of expenses for production and sales of
products.

This ratio shows the amount of profit from each hryvnia
invested in the production and sale of goods.

Profitability of costs can be calculated for all products of
the company, as well as for individual products and for
certain types of expenses [3, p. 111]:

Po = = X 100% )
where SS - the full cost of goods sold.
This ratio is used to calculate the profitability of a
particular website.
The charts below represent the dynamics of sales and
expense sales comfy for 2018 (Figure 6-7).

Return on sales

=@—TReturn on sales by accrual

=—@—Return on sales of payment

Fig. 6. Profitability of sales of Comfy

Source: Analytics from toolkit of Google Analytics [8]
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Cost effectiveness

-100%

—&— Cost-effectiveness on accrual

—@— Cost-effective payment costs

Fig. 7. Profitability of costs of Comfy company

Source: Analytics from toolkit of Google Analytics [8]

Therefore, based on the constructed charts, one can
conclude that both the profitability of the costs and the
profitability of sales increase in the winter and summer
periods.

The evaluation of the effectiveness of an advertising
campaign must be carried out both during its planning
and during its implementation. By placing
advertisements for their products on paid traffic sources,
the company’s management is primarily interested in
getting the most out of the money invested in advertising.
In order to assess the effectiveness of an advertising
campaign, the financial indicator ROI is used — the rate
of profitability, which reflects the profit from the funds
invested in the advertising campaign.

In general, the formula for determining the ROI is the
following:

ROl = = X 100%, @3)

Table 2 — Indexes of advertising channels

R=p xQ, 4)
where R — total income;
| —advertising budget;
P — price of goods;
Q —sales volume [3, c. 114].
The analysis of the effectiveness of major Comfy
advertising campaigns was based on data from Google
Analytics between January 1 and December 31, 2018. By
the source [3], a channel can be considered effective if
the ROI> 100%. That is, the return on each hryvnia spent
on the campaign was more than 1 hryvnia.
Based on the calculations (Table 2), it can be concluded
that only Prom.ua channels (UAH 13 for 1 UAH of
invested funds) and Obyava.ua (UAH 6.8 per hryvnia)
are cost effective.

Advertising channel
Index -

prom.ua obyava.ua ria.com
Visiting 21490 7408 3783
Transactions 42 28 15
Conversion, % 0,20 0,38 0,40
Average order value, UAH 2167 3102 2712
Revenue, UAH. 90998 86863 40678
Attachments, UAH 6447 11112 44000
Cash flow, UAH 84551 75751 -3322
ROI, % 13,11 6,82 -8

It’s worth mentioning that the least effective channel
(ria.com) has the highest conversion rate. This is
confirmed by the fact that in the case of a website, this
performance indicator is not the most important.

This method of evaluating the effectiveness of
advertising campaigns is the most popular because of its
simplicity. However, it has its drawbacks. So, in this
method, it is assumed that the client went to the site of
the advertising channel, switched from it to the link to

the company’s website and made the purchase of the
product. But in reality, everything is a little more
complicated. In the terminology of Google Analytics,
there are such concepts as multichannel sequences. They
represent the chain of channels, from which new visitors
come to the site.

The multichannel sequence may look like this: a visitor
logs in to the site through a free search engine search,
quits the site, then sees the ad on the social network,
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moves it back to the company’s site, and this time
executes the transaction. In this situation, the customer
makes a purchase only from the second entry to the site.
This sequence is much simplified. There are also
situations when a person logs on to the site and 30 times
before making a purchase. It is worth noting the fact that
the same traffic channel can be repeated within one
sequence. For example, a user enters the transaction
several times in a row through a direct link to the site by
entering an address in the address bar of the browser.

Returning to the assessment of the effectiveness of
advertising site, we can conclude that the above method
based on the calculation of ROI does not fully reflect the
effectiveness of individual campaigns. The problem is
that in this method only the last channel in the
multichannel sequence is taken into account.

For example, if a user came to the store from an
advertising channel whose effectiveness is evaluated, and
then left the site, deciding to log in later, and eventually
entered the site for direct access through the browser’s
address bar and made a purchase, then the contribution of
the estimated channel in this case would not have been
taken into account.
Conclusions

Summarizing the analysis of the website, it can be
determined that the analysis of the Comfy website, with
the help of Google Analytics, has been conducted
according to the data provided by web analytics. Reports
submitted by the Google Analytics web analytics system
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have been reviewed. The analysis identified the most
profitable traffic sources, popular conversion channels
and conversion paths, considered the funnel conversion,
goals, reasons for which the conversion rate has a
specific value and the ability to increase this value.

An assessment of the site’s profitability has been made
by calculating the profitability of costs and sales by
months in 2018. The results of the calculations have been
illustrated in the graphs. Based on the received dynamics,
it has been concluded that the profitability of expenses
and profitability of sales increase in the winter and
summer periods.

Also, we have highlighted the advantages and
disadvantages of the Comfy website, namely: the site has
satisfactory quotes and good positions in search queries.
The average number of site views per day is over a
thousand, which is a good indicator. At the moment,
about 17 thousand web pages and more than a thousand
domains are sent to the site, which is quite a lot. The
website has some social activity. This is confirmed by
the presence of an official group on the social network
“Instagram”, “Facebook.”

On the home page of the site there is not much text, and,
from the point of view of the convenience of using the
site, the page is easy to understand for perception. One of
the main disadvantages of the site in terms of both search
engine optimization and usability is the slow loading of
most of the pages on the site.
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