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Beyond the First Pour: Tracking, Analyzing, and Optimizing 
The Spiritly Vodka Customer Journey (August 2025)



Spiritly Vodka

SPIRITLY IS A MEDITERRANEAN-STYLED BEVERAGE COMPANY OFFERING DISTILLED,
LOW-ALCOHOL VODKA INFUSED WITH BLUEBERRY FLAVORS, SPRITZ CANS, AND
CURATED GIFT SETS — INCLUDING 2-PACK AND 3-PACK BOTTLES.

The question we’ll answer:

Is Spiritly’s data ecosystem — combining BigQuery event tracking and Shopify sales — providing a clear, scalable view of

customer acquisition, conversions, and repeat purchase behavior that can directly guide marketing and product strategy?

The pain points:

 • Limited clarity on how many sessions it typically takes for a new visitor to convert into a paying customer.

• Unclear attribution on which campaigns, mediums, and landing pages most effectively drive first-time purchases.

• No consolidated view of unique customers, total sales, and AOV across both acquisition and retention.

• Difficulty tracking recurring purchases and identifying high-value existing customers.

Why this matters now:

With new product bundles (gift boxes, 2-packs, 3-packs) and flavored spirits expanding Spiritly’s catalog, this is the right

moment to establish end-to-end data tracking — from first session through repeat purchases — ensuring growth decisions are

based on reliable customer journey insights.

To solve this challenge, we’ll analyze their Big Query data, Facebook campaigns, combined with Shopify’s customer data and

purchases, to spot patterns and insights to improve performance.
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OUR APPROACH:



Understanding The Business Problem

After building a strong foundation in the premium beverage space, Spiritly is looking to expand both its customer base and product reach.

With low-alcohol vodka, blueberry-infused spirits, canned spritz, and curated gift sets gaining traction, the team wants clarity on how digital

marketing campaigns and website activity are translating into first-time purchases, repeat orders, and higher customer lifetime value. Their

goals include maximizing ROI from Facebook campaigns, identifying the most effective acquisition channels and landing pages, and

creating a clearer path from first session to conversion and recurring sales.
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Tools & Strategies

We collected and analyzed performance data in August 2025, combining BigQuery session-level tracking with Facebook campaign data

and Shopify sales. This unified view allows us to evaluate how campaigns, landing pages, and sources influence customer journeys. By

measuring sessions-to-conversion, average order value (AOV), and repeat purchase behavior, we can move beyond surface-level metrics to

understand which campaigns truly drive sustainable growth.
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Key Questions Addressed

Our analysis focused on uncovering insights to guide Spiritly’s growth strategy, including:

• How many sessions does it typically take before a visitor converts into a paying customer?

• Which campaigns, channels, and landing pages most effectively drive first-time purchases?

• What is the average order value (AOV), and how do bundles (2-pack, 3-pack, gift sets) impact purchase behavior?

• What percentage of customers return for repeat purchases, and what patterns emerge in retention?
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Insights & Recommendations

By analyzing data month over month, we can surface actionable strategies such as:

• Identifying the campaign sources and landing pages that consistently deliver the highest conversions.

• Highlighting customer segments that convert faster, allowing for more efficient targeting.

• Developing retention-focused campaigns to nurture repeat buyers and maximize lifetime value.
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Structuring Big Query For Analysis

We started off by pulling the right data per pseudo id, along with events that we want to include - in this case  they are:

session_start, page_view and purchase. We will not go into the other actions such as clicks, add to carts, initiate/begin

checkout and items purchased etc, for this analysis. 

🔹 Why Tracking Each user_pseudo_id is Valuable: 🔹

Granular journey tracking

You can see the exact purchase path for each cookie/device/session identity.

Example: A customer might browse on her laptop, abandon cart, then later buy on mobile → each user_pseudo_id

shows a different path.

Multi-device insights

Splitting IDs shows how customers behave differently on mobile vs desktop.

You can compare conversion rates or time-to-purchase between devices.

Attribution clarity

Because each user_pseudo_id holds its own source/medium, you can see which channel actually converted on each

device.

Privacy-safe tracking

GA4 purposely designed user_pseudo_id to avoid persistent, person-level tracking. Treating each ID as a separate

journey keeps you aligned with Google’s privacy model.





Facebook Report

We’ve gathered and downloaded the Facebook campaigns report, incorporating additional dimensions and metrics.

At the campaign level, we want to identify which campaigns generated the most revenue and how often each played

a role in the customer journey.



Shopify Report

Next, we will extract each customer’s name, shipping details, tax, and purchase value from Shopify, then match this

information with BigQuery’s pseudo ID. This will allow us to visualize each customer’s journey, including their viewing

behavior, the number of sessions needed before purchase, and any returning activity.



Combining All in Excel

We consolidated all the data into a single Excel sheet for easier viewing and analysis. To enhance usability, we added

helper columns such as ‘Has Purchased,’ applied customer names across every journey taken by each purchaser, and

created additional fields like ‘Customer Name per Purchased Pseudo ID’ and ‘Cleaned Page URL’.



Q - HOW MANY SESSIONS DO USERS TYPICALLY NEED
BEFORE PURCHASING?

Purpose: Uncover friction, intent, and efficiency in Spiritly’s customer journey.

Recommendation

50% of Spiritly’s purchasers completed their transaction

within their first session, showing that many customers

convert quickly when presented with the right offer and

landing page. 

On the other end, the longest path observed was 14

sessions before purchase, indicating that some customers

require repeated exposure and nurturing before deciding.

Capitalize on the strong first-session conversion rate by

ensuring high-performing landing pages and bundles (2-

pack, 3-pack, gift sets) are prominently promoted in

acquisition campaigns.



Q - WHAT PAGES ARE TYPICALLY VIEWED BEFORE MAKING A
PURCHASE?

Purpose: To understand the role of content and navigation in Spiritly’s conversion path.

Recommendation

We observed each customer’s journey from their first landing through to purchase, focusing only on customers who

completed a transaction. The analysis included every page they viewed, based on the page_view event, but

excluded sessions where users dropped off without purchasing. While there was no consistent “most-viewed page”

before purchase, the data now provides full visibility into the complete sequence of pages that converting customers

interact with.



Q - WHICH CAMPAIGN SOURCE AND NAME HAVE PLAYED
THE BIGGEST ROLE IN PRODUCING SALES?

Purpose: To gain an objective comparison of performance across campaigns, highlighting which ones

deliver the strongest results.

Recommendation

Spiritly currently has two marketing channels

namely: Google Ads & FB Ads, and organic

channels from Google, Bing & Direct. The one

channel that stood out is FB - so running

images and videos across the top to the

bottom funnels is definitely working.



Q - DO WE KNOW WHICH LANDING PAGE PERFORMS THE
BEST IN PRODUCING SALES? 

Purpose: Pinpoint which entry points into Spiritly’s site directly influence revenue.

Recommendation

Among customers who completed a purchase,

the “All Products Collection” page stood out as

one of the most frequently viewed landing

pages. 

This suggests that many buyers prefer to

browse Spiritly’s full catalog before selecting a

product, rather than arriving directly on a

single product page.



Q - WHAT IS THE RETURN RATE OF CUSTOMERS?

Purpose: To measure customer loyalty and long-term / life-time value.

Recommendation

Within the short analysis period, 4 out of 36 unique customers

(≈11%) made a repeat purchase. Their journeys looked like

this:

 • Shane: 1st via Facebook Ads → 2nd via Email

 • Peter: 1st via Facebook Ads → 2nd via Direct visit

 • Maria: 1st via Google Ads → 2nd via Facebook Ads

 • Jerry: 1st via Google Ads → 2nd within the same session

While return rates are still early-stage, the fact that repeat

purchases came through different channels (ads, email,

direct) shows that multi-touch engagement matters. Spiritly

should:

 • Strengthen email flows (post-purchase offers, loyalty perks,

reminders) since Shane converted this way.

 • Optimize retargeting campaigns on Facebook/Google to re-

engage past buyers like Maria and Peter.

 • Explore bundle or limited-release campaigns to encourage

same-session add-ons like Jerry’s behavior.



Q - WHAT ARE SOME OF THE CUSTOMER STATS THAT CAN
BE FOUND? (AOV, VISITORS VS BUYERS %)

Purpose:  To establish a baseline view of performance and customer quality.

Recommendation

Out of 1,413 visitors during the analysis period, 36 completed a purchase — giving

Spiritly an approximate conversion rate of 2%.

 • To improve conversion, Spiritly should introduce urgency-based tactics such as

limited-time offers, low-stock alerts, or seasonal bundles that encourage visitors to

purchase on their first visit.

 • Additionally, since most visitors leave without purchasing, Spiritly should prioritize

email capture and retargeting. Simple pop-ups or incentives (e.g., 10% off first order,

recipe guides, cocktail pairings) can help collect contact details. This ensures non-

converting visitors are added into email flows and retargeting ads, creating multiple

chances to bring them back and convert later.



Q - HOW DO THE DIFFERENT MARKETING
CHANNELS/CAMPAIGNS COMPLIMENT ONE ANOTHER?

Purpose: To uncover whether Spiritly’s marketing touchpoints are working together to drive

conversions, or if they’re operating in silos.

Recommendation

Thinking big picture means viewing each platform not in silos, but as part of a holistic

growth strategy. Each channel — Facebook Ads, Google Ads, Email, and Direct —

plays a unique role in guiding customers through discovery, consideration, and

purchase.

For example, one buyer made their first purchase immediately after clicking a

Facebook Ads campaign. Just four days later, they engaged with Spiritly’s newsletter

email, clicked through, and made another purchase within a single session.

Spiritly should design marketing campaigns with defined roles for each channel:

Use Facebook and Google Ads for first-touch awareness and discovery.

Deploy email sequences to deepen engagement and encourage repeat

purchases (e.g., personalized offers, loyalty programs).

Leverage retargeting ads to re-engage visitors who didn’t convert on their first

session.







https://projects.datadashly.com

Visit Our Website:


