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THE IMPORTANCE OF THE ACQUISITION OVERVIEW REPORT 
USING GOOGLE ANALYTICS TO MEASURE THE PERFORMANCE 

OF VARIOUS TRAFFIC SOURCES IN A DIGITAL ECONOMY 
 
Abstract: A new, digital economy would be introduced and a short comparative analysis would be made between the 
old and the new digital economy as we are approaching new cyber era ahead, where material capital would have no 
meaning. Also, the aim of this paper is to show the importance of the acquisition overview report and how it allows us 
to measure the performance of various traffic sources (channels) through behaviour and conversion analysis or how 
visitors arrive to your web site (on line business). Analyses shown in this paper were made for a 4-month period of 
time. Using Google analytics will help us explain the meaning of the referral, social, direct, organic search and display 
users. Also, we can see how businesses are moving forward from material to digital space. 
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1. INTRODUCTION 
The most radical change that has been manifested in the last two decades in the economy is the rise of 
information, new or digital economy, and thus the virtual space in which the information is produced, 
distributed and consumed. Unlike the real, the virtual space implies the dematerialization of the world, that is, 
the logical projection of the evolutionary mind. Virtual space is an extract, i.e. an essential product of the 
communication act. With the acquisition of communication sovereignty, today users benefit from the benefits 
of multidimensional virtual space, whereby information becomes an undeniable resource for increasing the 
economic power of society in general. The new economic paradigm is based on the achievements in the 
information-communication technology, so that the Internet, as a distribution channel, becomes an endless 
cosmos to the monitor, and today, with the emergence of the smart-mobile phone, the real space is completely 
redefined, that is, within its framework the virtuality is applied, whose benefits are intensively projected in the 
economic sphere. In this context, Baudrillard J. (1988) emphasizes that "if the industrial age is characterized by 
an explosion of goods, science and technology, then this semicircular society is characterized by implosion 
between the boundaries of the real and the hyperreal." Mychilo Cline stated that„We will see the emergence of 
the virtual economy and the virtual economy will become intertwined with real world economies(2009)“. 
Namely, today's network markets are open to all companies, but only some of them use the benefits of e-
commerce. In particular, those companies that use EDI (indicator of customer and supplier concentration) are 
more easily involved in business-to-business electronic commerce (and such are mostly automotive companies, 
computer equipment industries, etc.), so their benefits are projected through: reduction of administrative, 



transactional and operational costs (using just-in-time deliveries, on-line sales, TQM, know-how, etc.), 
achieving diversification of products and / or services, reducing production cycles and creating a space for 
innovation (through partnerships and collaboration in defining ideas, using intellectual capital and adopting 
new knowledge), increasing transparency in the formation of prices, etc. 

 
  

2. MATERIAL VERSUS DIGITAL ECONOMY 

 

Virtualization of the economic real space is a kind of implication of information and telecommunication 
development and it arises as a consequence of the newly emerging conditions in which the companies persist. 
A precondition for it to be the space of an entirely new economy is social virtualization, which means that 
every segment of human existence gets a new status in this space, just as it does with human activity itself. 
Hence, the new economy is a consequence of functioning according to new rules and principles. The old 
industrial economy operates in a real economic space, in a definite time and space, according to certain 
principles and rules, with the main role of physical capital. In such an economy dominates the physical, versus 
the virtual existence, which now becomes the main engine and motivator of the new economy. As the expert 
group from the European Commission stated „The digital economy is the result of the transformational effects 
of new General-Purpose Technologies (GPT) in the fields of information and communication. It has impacted 
all the sectors of the economy and social activities, for instance: retail, transports, financial services, 
manufacturing, education, healthcare, media and so on. It has implications much beyond the Information and 
Communication Technology (ICT) sector“. 
The digital economy was promoted spontaneously, quietly and intensively, in a space that until quite a certain 
period was completely unknown to users, as well as for the powerful companies in the world. In a race for 
profit and position on the global market, companies have adopted a different concept of action, which is the 
basic difference between the virtual and the real economic space. This new concept of action implied full 
reconceptualization of companies, mainly in their organizational structure, human resource management and in 
general the overall market-oriented strategy of business entities. The rigorous hierarchical organizational 
structure in the old economy is now replaced by a democratic organizational structure, with human resource 
management being crucial to the success of companies. However, as the Lehdonvirta & Ernkvist stated „The 
“digital economy” of online services and abundant digital contents that developed in the late 1990s has given 
rise to new kinds of entrepreneurship and earning opportunities. So, exploiting these opportunities has required 
advanced skills and technologies that place them outside the reach of developing countries and poor and 
uneducated people(2011).„ 
What pretended to be a key mechanism in the old organizational structure was the hierarchical position of the 
manager of the company and the remaining managerial team. Such a mechanism required that attitudes and 
strategies be accepted without notice, exclusively because they were imposed by the management function, so 
that it represented a closed system for which there is no place in the virtual economy, because knowledge and 
intellectual capital are the main driving force of modern companies.  Linear thinking, as an essential 
characteristic in the structure of companies today is replaced by dynamic cyclical thinking, and the main goal 
is to achieve a higher creativity that will certainly contribute to greater economic growth, development and 
success. The new strategy of companies operating in the virtual space raises new attitudes not only inside the 
company, but also outside to consumers, customers and stakeholders.  
The information "bomb" does not mean the complete destruction of the physical, but the destruction of the old 
communication structures and the creation of a different virtual reality.  
According to Vilem Flluser (1993) the question arises: "what does the term" information society "mean? 
Information society is, in fact, the one that is increasingly important to produce clean information, and less 
important production of informed items. "So, the virtual economy today becomes an indispensable segment of 
every company, that is, it is a catalyst for its economic development. The virtual economy is characterized by 
several major segments that, in fact, present the key differences between it and the old economic paradigm. 
Namely, the very complexity of the economy implies a situation in which changes occur slowly and 
continuously, i.e. along with new technological and communication invasions. Thus, in the eighties of the 20th 
century there is a new theory of economic growth developed by P.Romer and many other economists,(1990) 
according to which "technological progress is the central indicator of economic development". 
This new theory interprets technological changes as processes that directly depend on the action of each 
individual company, and the action, in turn, is stimulated by the technological changes themselves. The basic 
segments in which the virtual economy penetrates the real old economy are the following: 
- Material production requires fewer employees, which means that the approach to human resources is 
completely reorganized, 
 - Development of a global communication infrastructure,  
 - Globalization versus spatial restriction,  
 - Non-material capital and knowledge are emphasized; 



 - Access to information is imminent, and so on. 
The virtual economy is based on software and communication. This new economic paradigm is also generally 
referred to as a "weightless economy", because it is based on knowledge. As Andre Grimaud sad „the case 
where intermediate goods are replaced by knowledge goods in which ideas are embodied(2008)“. 

With the advent of the Internet, there is an Internet economy, which is directly implied by the Internet 
infrastructure, that is, all those companies that profit from the components that make up this particular 
infrastructure. The virtual space has changed the way companies in the world operate, not only at the local 
level, but also in the global market, where international connections are created at the global level, the way of 
communication changes, the business of companies is more efficient, because the transmission time of the 
information is reduced to seconds, and so on. In this way, operating costs are drastically reduced, and that is 
the main goal of any company that seeks to be competitive on the global market. According to OECD, „Digital 
economy is an umbrella term used to describe market that focus on digital technologies. These typically 
involve the trade of information goods and services through electronic commerce (2012) “.   
Virtualization of business processes offers innumerable possibilities, and the presence of companies on the 
Internet, in one form or another, certainly positively affects their profitability. This is a particularly important 
strategic position that every company should possess. The changes that have taken place in recent years in the 
field of information technology and the impact they have on the economy are not reversible processes, which 
means that business entities, consumers and society as a whole become bearers or designers of the changed 
concept of action. So, all the businesses are moving forward, from material to digital.   According to 
Gligorovski, „The pixel in the virtual world has enormous economic power, especially when it comes to its 
financial value in the sphere of advertising (advertising activities). How much the pixel value can reach, or 
how much you can earn from it, depends mainly on the strategy used or simply on the idea of how to achieve 
it(2018)“. 

Here we have made an analysis of an actual page, so we can see how the businesses are digitalized. 
All businesses are performing in the virtual space, so we are using Google Analytics to measure the 
performances of the page. Web page is the final digital form of a business. (Here we are analysing the 
www.vegansproducts.com, page that doesn’t sell any products (just an idea of vegan lifestyle), yet, but is using 
Google ads for financial benefit. ) 

 

3. ANALYSES OF AN ACTUAL PAGE 
Google analytics can help us find out how an actual web site is performing. This powerful platform 

provides you with the tools you need to measure site traffic, conversion, behavior and ad performance, and will 
help us understand how people use your website, or how they are approaching to your web oriented business. 
Google Analytics helps you view these referrals, which then add to your understanding of how customers find 
your website and what they do once they get there. Referral traffic can be a strong indicator of which external 
sources are most valuable in helping your business achieve its goals. The originating site is called a “referrer” 
because it refers traffic from one place to the next. Referral traffic is traffic that occurs when a user finds you 
through a site other than a major search engine. 

  

 

 

 

 

 

 

 

 

 

 



 

Image 1: Acquisition Overview 
Source: www.vegansproducts.com 

 
Social traffic refers to traffic coming from social networks and social media platforms, such as Facebook, 

LinkedIn, Twitter, or Instagram. Direct traffic can include visits that result from typing the URL directly into a 
browser, as the simple definition suggests or any traffic where the referrer or source is unknown. Analytics separates 
traffic that arrives at your site through a search engine result from traffic that arrives through other referring channels, 
like paid advertisement or another site that links to yours. In your reports, this traffic segment is called organic search 
traffic. 

 Organic is Traffic from search engine results that is earned, not paid.  Paid search: Traffic from search engine 
results that is the result of paid advertising via Google AdWords or another paid search platform. Email: Traffic from 
email marketing that has been properly tagged with an email parameter. Other If traffic does not fit into another source 
or has been tagged as “Other” via a URL parameter, it will be bucketed into “Other” traffic. 
 

 

Image 2: Acquisition, Behavior, Conversion 
Source: www.vegansproducts.com 

 

 

 

 

 

 



 

Image 3: Channels 
Source: www.vegansproducts.com 

 
As we can see from the image above, the sample page that we analyse www.vegansproducts.com has 15.039 

users, of which, 12.571 users come to the page from referral search, 1700 of the users come to the page from social 
search, such as Facebook, Instagram etc. Then, from direct search from browsers we have 446 users, 179 visitors are 
from organic search and 29 from display.  

For a long time, digital marketers summed up the properties of direct and organic traffic pretty similarly and 
simply. To most, organic traffic consists of visits from search engines, while direct traffic is made up of visits from 
people entering your company URL into their browser. This explanation, however, is too simplified and leaves most 
digital marketers short-handed when it comes to completely understanding and gaining insights from web traffic, 
especially organic and direct sources. Beyond organic and direct traffic, you must understand the difference between all 
of your traffic sources and how traffic is classified. Most web analytics platforms, like Google Analytics, utilize an 
algorithm and flow chart based on the referring website or parameters set within the URL that determines the source of 
traffic.  

 

Image 5: Source 

Source: www.vegansproducts.com 
 

From this image we can see the medium/source which the visits come from are from referral sources, and some 
organic sources. Also we can see segments as the Acquisition, Behavior, and Conversion. As we can see from the 
Figure 1, there are 14.847 users on this page and 15.040 new users. The main difference between users and new users 
is that the Google analytics does not count the returning users, so new users are some that return to the page.  
There are total of 15.750 sessions, which means that there are groups of interactions that take place in your 
application within a given time frame. A single session can contain multiple screen or page views, social interactions, 
and events. In Google Analytics, a page view is a single viewing of a Web page. This means that any time the page is 
loaded by the user's browser, the number of page views is incremented. If a user visits the same page multiple times 
within a single session, each viewing of the page will add to its page view count. Also, if the user refreshes the page in 
their browser, this counts as a new page view. For this reason, page views are sometimes seen as being of limited 
significance. For example, if the same user views the same page five times as part of a single session, this is different 
from five users viewing that page independently. As we can see there are 1.39 Pages per session which means Pages 
per Session: the average number of pages viewed during a session on your website. More pages per session means that 



users are more engaged and exploring more of your site. Average Session Duration: the average length of visitors’ 
sessions. Again, longer sessions indicate that users are more engaged. For this page is 00.0018 sec. And the Bounce 
rate is 75.56% which is not good because Bounce Rate: the percent of visits that are single-page only (i.e. people who 
visit one page and leave). Usually, a high bounce rate is a sign that people are leaving your site (or a certain page) 
because they aren’t finding what they are looking for. 
 

4. GOOGLE AD IN FORM OF LANDING PAGE 
 
When you are creating an ad on a web page, using Google analytics we can measure how the ad is performing. Here is 
the ad in a form of a landing page, and landing page is referring to a free e-book about veganism. We can see that we 
spend 13 dollars on this ad, then we gain 62 clicks. Cost per click is 0.22 dollars, and there are just 2 users (people who 
downloaded the book) in 3 sessions.   
 

 

Image 6: Google ad 
Source: www.vegansproducts.com 

 

 

Image 7: Lending page 
Source: www.vegansproducts.com 

 
 

In this image we can see which of your content of your landing page has most engagement to your audience. 
As we can observe we can see the post 1. has the most engagement and as we can see it has 2.126 impressions, So, by 
using Google trends you can also know which of the information on the internet is new and has the ability to write a 
post that would be attractive to people. Also, if you are planning to have an ad you can observe the trends and know 
what attracts people the most. 

 



 

Image 8: Country 
Source: www.vegansproducts.com 

 

  In this image we can analyse the audince location. As we can see the most audience that this web page has is 
from Unated States, then Macedonia, United Kingdom, India ect. You can target your audince whan you are using 
\google ads and you can make a custom audince. 
 

 

Image 9:Device category 
Source: www.vegansproducts.com 

 

As we can see in this image, the audience is mostly reaching your web page from a desktop. So 2.485 users 
have seen your page through PC and had 50 clicks on the content on the page, 1825 users have seen your page through 
mobile phone, and 78 through tablet. Interesting fact here is that the audience that was reaching your page through 
mobile phone has more clicks on your content, 147 clicks. So we can say that the page is well optimized for mobile 
phones, which is very important thing. 
 



 

Image 10: Social network 
Source: www.vegansproducts.com 

 From this image we can see activity from Social Network. As we can see, Facebook is the social network that 
is the most used network for users on this page, followed by Instagram, Blogs, Pinterest and Twitter. There is a starting 
page for every user and then there is one interaction, second, third interaction etc. Interactions mean that users from 
starting page go to another link from the page. As we can see we have more users on the first interaction, than on the 
second interaction. It means that users go to the page and don’t check other links on the web page, or don’t stay on the 
page long enough. You can use social interaction analytics to measure the number of times users click on social buttons 
embedded in webpages. For example, you might measure a Facebook "Like" or a Twitter "Tweet". 

 

CONCLUSION 
 

The material era is far behind us. We live in a virtual era. Our life is connected to the digitalization of the 
things we need and use. There is a huge difference between material and virtual era, so businesses are moving forward 
to the digital world, where other rules are applied. In this paper by using comparative analyses we have shown the main 
differences between material and digital economy. Digital businesses are very complex, but we can use many tools to 
perform some analyses that will help the business to grow. As we can see digital era has moving forward to a new 
complex technology based business, where we use different tools to make an assumptions about the future of the actual 
business. We have shown in this paper that we can have complete overview report of how customers are approaching 
our web page or digital business that we have. Google analytics can help as to measure how the ad that we create with 
Ad Words is performing, so we can improve the ad, custom the audience, select their preferences, gender etc. We live in 
a virtual world where other rules are applied and businesses can be more controlled by different tools such as Google 
Analytics, Stat Counter etc. 
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