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Device Effectiveness (Average Order Value)

000
oo Which device is
generating your revenue Start here If you see this
o .
>1.3% and a higher Average shape OR a larger gap over
. order value? time
Where the green bar is
5 higher than the blue bar! _
5 300% - 29.4% Session Share
B 26.2% Purchased Share

B Revenue Share

15.0% 1

0.0%

Device
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Device — Average Order Value & [tems per Transaction

000
Device -Average Order Value Device - ltems per Transaction
£ 46.00 1.9 ;
£45.36
£44.72 ) )
Determine which
£44.00 | 1.775 - device can you use
v What can Average e bundles on to increase
_ @)
g order value tell 5 basket value.
T £4200 you? VWhat your =165 -
O - - Q
5 free shipping g
< threshold be. j3
£ 40.00 1.525
£38.00 - - 14
Q N > Q N o~
6@ © 6@ $ X
Device Device
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CALCULATING

.|.

=)

Revenue

Number of transactions
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Calculating your Average Order Value (AoV) iIn Google Analytics
000

L TOP TIP: Always look

Mobile Traffic M

=z < ot average order value

oo e e s Dy device to Take the revenue and

understand behaviour. divide this by the

15,000

number of transactions

May 2019 June 2019

Primary Dimension: Default Channel Grouping Source / Medium  Source  Medium  Other

Secondary dimension ¥ | Sort Type: Default +

\_

Acquisition Behavior Conversions eCommerce ~
Default Channel Grouping

New Users Sessions Bounce Rate Pages / Session Avg. Session Duration Ecommerce Conversion Rate Transactions Revenue

Mobile Traffic e 5255% f P e Ay 000226 S I T 1"79,_%

Email 51.46% 1 00:02:41 1.89%
Organic Search 46.08% : 00:02:28 1.39%
Paid Search 41.44% ; 00:02:33 2.36%
Display 82.46% . 00:01:06 0.35%
Direct 46.50% : 00:02:26 1.51%
Affiliates 41.94% : 00:03:38 3.46%
Social 50.83% : 00:02:00 1.92%
(Other) 80.90% : 00:00:50 0.25%

Referral 39.52% : 00:03:11 1.00%

Showrows:‘m leoto:1 1-90f9 £ >

s report was generated on 10/5/20 at 4:24.05 PM - Refresh Report
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~inding your overall Average Order Value (AoV) in Google Analytics =
000

Ecommerce Overview / B save 4, ExPoRT < SHARE = (&) INSIGHTS

™\ Mobile Traffic

e yOU have Ecommerce In
.- Google Analytics this
information is automatically

W/\/\/\Calculated for you

N

\/ May 2019 June 2019

Ecommerce Conversion Rate Transactions Revenue Avg. Order Value

Hourly Day Week Month

Unique Purchases Quantity
Mobile Traffic Mobile Traffic Mobile Traffic Mobile Traffic Mobile Traffic Mobile Traffic

1.79% (¥ i-kan i $67.70 ijoia 5 s

Top Revenue Sources Product

Quantity % Quantity
Product 1.

u
Product SKU 2;

=
Product Category 3.

Source / Medium 4.

view full report

This report was generated on 10/5/20 at 4:24:35 PM - Refresh Report
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mistakes

Average order value (AoV) must be higher
than your cost per acquisition (CPA
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Top tips to 52
to analysing your

Average Order

Value (AoV) _
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What is Average Order Value vs Product mix? <QEEEIERet

0900 Average Order Value
and reach the right
High Average Order Value au@ence and pr|.ce
poINt, Map your items
Y0 per basket against
average order value
w £70 +
E 2
< S
Q o
g £50 o
12 5
i - —
oD S
T S
£30
£10

10 /.5 5 2.5 1
Low Average Order Value
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Mega spenders due to lots of items

000
High Average Order Value

- £90
- £70 High spend with lots of items -
S S
r‘@ n
o S
o o
Q Q

£ : I
é >V |dentify your "Mega &
= spenders” who spend a 2
-%” lot and also purchase a E

£30 large number of items.

£10

10 /.5 5 2.5 1

Low Average Order Value
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High value item buyers

000
High Average Order Value

- £90
- £70 High spend with few items -
S S
c‘@ )
9 S
O o
g £50 o

=

) . T E
= Find your "High value 2
%" buyers" who spend a E

£30 lot on very few items.

£10

10 /.5 5 2.5 1

Low Average Order Value

© Wea reCra ﬂ |< | | m |ted 2020 Providing your levers for growth


https://wearecrank.com/?utm_source=referral&utm_medium=whitepaper&utm_campaign=average-order-value
https://wearecrank.com/digital-marketing-glossary-for-senior-leaders/?utm_source=referral&utm_medium=whitepaper&utm_campaign=average-order-value

Discount people looking for a deal

000
High Average Order Value
- £90
o £70 Reveal your "Discount "
k- people" looking for a 9
(Vp)
S deal, who purchase low &
S oriced and few items. g
g £50 »
g g
& 2
T :
£30 Low spend and number of items -
£10
10 /.5 5 2.5 1

Low Average Order Value
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People [ooking for samples and giveaways

000
High Average Order Value
- £90
Discover your "People

70 looking for samples
o and giveaways" who o
) . 4
ks spend very little on a B
o lot of items. s
Q o
g £50 »
g 5
£ E
T : :

£30 Low spend with lots of items =

£10

10 /.5 5 2.5 1

Low Average Order Value
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What channel should | reach by audience based on purchase behaviour?

000 ® Facebook @ PaidSearch ® Email @ [nstagram Affiliates @ Organic Search

High Average Order Value

- £90
High spend with lots of items High spend with few items

o £70 Add in channel by ~
k- device to understand K
S acquisition behaviour s
g 5
w £50 S.
GE) Low spend with lots of items Low spend and number of items GE)
..E 5=
oh S
8 | 5

£30

£10

10 /.5 5 2.5 1
Low Average Order Value
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Get in touch
To see how we can help you
translate your data into

marketing friendly actions

Too much
DATA?

Just want to know where
{o focus next?
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ben@wearecrank.com

peter@wearecrank.com

wearecrank.com

(@wearecrank
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