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Figure 1. Section from No Money No Time Homepage. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Section of dietary feedback report from the embedded dietary assessment tool—Healthy Eating Quiz. 

 



 

 

 
Figure 3. Section of recipe page on No Money No Time with filters. 

 
Figure 4. Section of personal dashboard on No Money No Time.



 

 

 

 
Figure 5. Engagement information from Google Analytics for all users of No Money No Time. 



 

 

 
Figure 6. Funnel report to map out the customer journey on No Money No Time website from 17 July 2019 to 17 July 2020. 

 

 



 

 

 
Figure 7. Engagement information from Google Analytics for return users vs new users of No Money No Time. 

 



 

 

 
Figure 8. Engagement information from Google Analytics for young adults 18−34 years compared to the rest of sample from No Money No Time.



 

 

 

 
Figure 9. User-acquisition data from Google Analytics by channel for new users and returning users. 

 
Figure 10. User-acquisition and engagement data from Google Analytics by channel for young adults (18−34 years) and 
all other users. 

 

 

 

 

 



 

 

 
Figure 11. User-acquisition and engagement data from Google Analytics by device type for young adults (18–34 years) 
and all other users.



 

 

 

 

Figure 12. Mobile device use for all users accessing No Money No Time from 17 July 2019 to 17 July 2020. 

 

 



 

 

 

 
Figure 13. Mobile device use for young adults (18–34 years) accessing No Money No Time from 17 July 2019 to 17 July 2020. 

 



 

 

 
Figure 14. Google analytics ‘benchmarking’ comparison of traffic acquisition for ‘No Money No Time’ with aggregated industry data from 13,034 food and drink websites 
from 17 July 2019 to 17 July 2020. 

 

 

 



 

 

 
Figure 15. Google analytics ‘benchmarking’ comparison of traffic acquisition ‘No Money No Time’ with aggregated industry data from 1830 websites with ‘Cooking & 
Recipes’ category from 17 July 2019 to 17 July 2020. 

 



 

 

 
Figure 16. Google analytics ‘benchmarking’ comparison of device type recruitment and engagement data of ‘No Money No Time’ with aggregated industry data from 
13,034 food and drink websites from 17 July 2019 to 17 July 2020. 

 

 


