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About Ann Stanley - ann@anicca.co.uk

A Founder and CEO of Anicca Digital
A 21 years in digital marketing, 16 years running Anicca

A Consultant and trainer, specialising in paid mediq,
search, Analytics and ecommerce marketing — now
becoming an Al geek!

A Thought leader and author:
2 The A10 Marketing Framework
A/ Integrate — Creating an Integrated Marketing Strategy

7 Eﬁgg?ﬂjRicc):sci&s’r—morke’rinq—podcos’r.buzzsprou’r.com/
/1 Free weekly webinar -
hitps.//anicca.co.uk/resources-webinars/
A Socials

A Linkedin.com/in/annstanley
A Twitter.com/annstanley
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https://aniccast-marketing-podcast.buzzsprout.com/
https://aniccast-marketing-podcast.buzzsprout.com/
https://anicca.co.uk/resources-webinars/

Check out mvy books
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https://anicca.co.uk/Al0-marketing-framework/ https://anicca.co.uk/integrate-book/
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Video of this ( & other presentations
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bit.ly/anicca-GA4 bit.ly/anicca-webinars

bitly
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(a)anicca

17 years of data-driven digital marketing
for ecommerce & established brands

Search
Social
Shopping
Strategy
Skills



Part 1 - Demo of platform

GA4 Interface

Reports (+ Library)
Exploration

Advertising

Admin & Setftings

Lookers Studio Visualisation
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Accessing reports, setting & data

GAA4 Interface
Reports Admin & Looker Studio

(+ Library)
Exploration Hub
Advertising

Settings Visualisation

(@anicca | 1t une 202331 August 2023 /7 Allrights reserved 2023



Home page
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All accounts > 1 Anicca.co.uk

i . Try searching "where did my users come from"
.ll Analytics 1 Anicca.co.uk - GA4 V ~ S 9 y
n Home
@ Users Conversions Engaged sessions First visits @ -
@ +13.2% 4+0.8% 4 29.5% 4 14.0%
80
60
40
20
0
01 01 01 01
Apr Jul Oct Jan
= |Last 12 months = = Preceding period
Last 12 months ~ View reports snapshot -
Recently accessed
@ Admin @ Data streams @ Data streams
yesterday 2 days ago 2 days ago

(@)anicca | /9

USERS IN LAST 30 MINUTES @ -

3

USERS PER MINUTE

COUNTRY ~

United Kingdom

USERS ~ >,

Australia

View realtime -

@ Data collection
2 days ago

All rights reserved 2023



All accounts > 1 Anicca.co.uk

1. Anicca.co.uk - GA4 vV ~

@ Advertising

.|| Analytics

onversions Engaged sessions

2K 21K

0.8% 429.5%

01 01
Jul Oct

= Preceding period

@ Data streams
2 days ago

Q_ Try searching "where did my users come from"

First visits @ -
+14.0%
80
60
40
20
0
01
Jan

View reports snapshot —»

@ Data streams
2 days ago

/10

USERS IN LAST 30 MINUTES

3

USERS PER MINUTE

COUNTRY ~

United Kingdom

Australia

@ Data collection
2 days ago

T
T
[
=
—
-~

USERS ~ >,

View realtime -
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Reports menu
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Reports snapshot

Realtime

Business objectives
Generate leads
Drive online sales
Raise brand awareness

Examine user behavior

Life cycle

» Acquisition

» Engagement

Search Console

» Search Console

User
» User attributes

» Tech

[ Library

(@)anicca |
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Reports snapshot

Realtime

Business objectives
Generate leads
Drive online sales
Raise brand awareness

» Examine user behavior

Life cycle
» Acquisition

» Engagement

Search Console

» Search Console

User
» User attributes

» Tech

[ Library

(@)anicca |

-

-

enerate leads
Overview
Audiences
User acquisition
Traffic acquisition
Landing page

Drive online sales
Overview
Ecommerce purchases
Promotions

Purchase journey

Checkout journey

Raise brand awareness
Overview
Demographic details
Pages and screens

Examine user behavior
QOverview
Events
Conversions

Pages and screens

/13

All rights reserved 2023



enerate leads Life cycle
Reports snapshot

: Overview ~ Acquisition
Realtime

Audiences Acquisition overview

Business objectives U bv H c
User acquisition sers by Hostname (Custo...

Generate leads

Traffic acquisition Session Acquisition

Drive online sales User acquisition

Landing page

Raise brand awareness Google Ads
Drive online sales

Examine user behavior Google Organic

Overview

. Google Organic Keywords
Life cycle Ecommerce purchases

- Tech details: Device categ...
» Acquisition Promotions

~ Engagement

» Engagement Purchase journey

QOverview

Search Console Checkout journey

Pages and screens

s o | ~ Raise brand awareness
earch Console Landing pages (Custom)

Overview
User Promotions
Demographic details

» User attributes Landing page

Pages and screens

~ Conversions
» Tech

= Examine user behavior
Overview

Qverview Event
vents
[ Librar
s Events c .
onversions

Conversions -
Purchase journey

Pages and screens

(@) anicca | /14
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Reports snapshot

Realtime

Business objectives
Generate leads
Drive online sales
Raise brand awareness

Examine user behavior

Life cycle
» Acquisition

» Engagement

Search Console

» Search Console

User
» User attributes

» Tech

[ Library

(@)anicca |
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-

enerate leads
Overview
Audiences
User acquisition
Traffic acquisition
Landing page

Drive online sales
Overview
Ecommerce purchases
Promotions

Purchase journey

Checkout journey

Raise brand awareness
Overview
Demographic details
Pages and screens

Examine user behavior
QOverview
Events
Conversions

Pages and screens

Life cycle

Acquisition

Acquisition overview

Users by Hostname (Custo...

Session Acquisition
User acquisition
Google Ads
Google Organic

Google Organic Keywords

Tech details: Device categ...

Engagement

Overview

Pages and screens
Landing pages (Custom)
Promotions

Landing page

Conversions

Overview
Events
Conversions

Purchase journey

Retention

»  Drive online sales
» Raise brand awareness

»  Examine user behavior

Life cycle
Acquisition
Engagement
Conversions

Retention

Search Console
~ Search Console

Queries

Google organic search traf...

User
= User attributes
Overview
Demographic details
Users by Hostname (Custo...
~ Tech
Tech overview

Tech details: Device cateqg...

[ Library



All accounts » 1 Anicca.co.uk

..l Analytics 1. Anicca.co.uk - GA4  ~ Q, Try searching "where did my users come from" i @O

Reports snapshot Addcomparlson-}— Last 28 days Feb 11- Mar 9, 2024 ~

Realtime
Reports snapshot b <~ 27

Drive online sales Users New users Average engagement time @ T © USERS IN LAST 30 MINUTES o -~ A Insights @

Raise brand awareness < 3-2K 3 K 588 S > 1

Business objectives

Generate leads

Q CUSTOM INSIGHT D
Examine user behavior
1.5 USERS PER MINUTE Views spiked
On March 7, 2024
Life cycle I fMaren 7,
»  Acquisition 1K +
9 TOP COUNTRIES USERS RECOMMENDATION @
» Engagement United Kingdom 1 Stay connected to your business on the
go
»  Conversions 500
Retention
0
11 18 25 03
Search Console Feb Mar
~ Search Console View realtime - View all insights =
Queries
Google organic search traf... WHERE DO YOUR NEW USERS COME FROM? WHAT ARE YOUR TOP CAMPAIGNS?
User New users by First user primary channel group (Default Channel Group)~ @ - Sessions by @ -

Session primary channel group (Default Channel Group)~

~ Userattributes SESSION PRIMARY CHANNEL GROUP (D.. SESSIONS

- s DN 00 e e
Qverview Direct o

Organic Search

Demographic details Organic Search 1.3K

Display

Paid Search Referral 141

Organic Social Paid Search 86

- )23
Organic Social 33

Display 452
O Library Referral .-
1
|

Unassigned



. All accounts » charlesbentley.com . ) . . )
.'l Analytlcs ( om ( - Q_ Try searching "where did my users come from e e

Reports snapshot o - ::: Addcomparlson-}— Last 28 days Feb 11- Mar ¢, 2024 ~
Realtime
/ ot
Reports snapshot b < ~ 2

Business objectives

Drive online sales

Raise brand awareness New users Average engagement time @ Total revenue @ @ USERS IN LAST 30 MINUTES @ - A Insights
< >
»  Examine user behavior 1 7 K 1 m 1 25 £3 9 K 1 6
Life cycle £5K USERS PER MINUTE Your Insights will appear here soon.

Acquisition

£4K I I | i
n the meantime, you can create new
Lalllal & s =n ol eantime, you ca

Engagement custom InSIthS to monitor your most

£3K TOP COUNTRIES USERS important metrics. Learn more
Monetization United Kingdom 16

£2K

£1K

1 18 25 03

Search Console

£0.00
»  Search Console Feb Mar
View realtime - View all insights =
User
»  User attributes
WHERE DO YOUR NEW USERS COME FROM? WHAT ARE YOUR TOP CAMPAIGNS?
»  Tech
New users by First user primary channel group (Default Channel Group)~ @ - Sessions~ by @ -
Session primary channel group (Default Channel Group)~
SESSION PRIMARY CHANNEL GROUP (D... SESSIONS
Cross-network
Cross-network 10K
Referral
Organic Search 3.9K
Organic Search —
Direct Direct 31K
3 Library
Paid Search Referral 3K
Organic k
Shopping Paid Search 1.8K

023

Organic Social Organic Shopping 219



.ll Analytics

Reports snapshot

Business objectives

»  Drive online sales
» Raise brand awareness

» Examine user behavior

Life cycle
»  Acquisition
» Engagement
»  Monetization

Retention

Search Console

»  Search Console

User
»  User attributes

»  Tech

[ Library

All accounts > charlesbentley.com

com (... ~

" Add comparison +

e All Users

Realtime overview @ -~

USERS IN LAST 30 MINUTES

16

USERS PER MINUTE

DEVICE CATEGORY IN LAST 30 MINUTES

® MOBILE

75.0%

® DESKTOP

25.0%

#1 google

100% | |
FIRST USER SOURCE USERS
google

Q, Try searching "where did my users come from'

Londnonderry
‘g y
NORTHERN
IRELAND
Slgo
oDundalk
Dm%'leda
Galsvay Dughn
Ireland
Limerick  Kilkenny
o o
Tralee Waterford
Dingles ° °
Killarney Coork

#1 All Users

16

N T
AUDIENCE USERS
All Users 16
BBQs - Last 30 Days 4
BBQs - Last 60 Days 4
Garden Furniture - La... 1
Earden Furniture - La... 1

Cardan Enirnittiirae - |1 & 1

SCOILAND F

Gl

WALES

Plyrréouth

Durédee
=St Andrews
Edinburgh
o

w
Un ItEd Newcastle

Kingdom Zupr.m Tyne
Durham

Isle of Man

Blackpgol Legds
chester
o]

. o] (o]
Liverpool Sheffield

. rqgm N“ch

Cambridge
ENGLAND e

Oxford
[ ] °
- ristol

Cardiff ©

’ Bournemowth .
o

#1 The Home of Be...arles Bentley

4
17.39%

PAGETITLE AND S... VIEWS
The Home of Beautif... 4
30L/40L/60L Double ... 3
About Us | Charles B... 1
Estro Sets - Garden ... 1
a'larles Bentley 2.7... 1
:harl ae Bantlau 2001 1

Keyboard shoricuts

12" View user snapshot [ m 4
Q
D¢
=]
Flensbt
Hze
ey Bremen
o
Amsterdam Han
Bielefeld
o Netherlands ©
Rotterdam Dortmund
Esseno © Kass:
oAntwerp oDiisseldorf Ot
Brussels o
. = . Cologne
oLille oLiége

Ralainm

#1 page_view

23 |
2 Ll bl W1

EVENT NAME EVENT COUNT
page_view 23
user_engagement 22
session_start 14
first_visit g
\E_item 9
aneall A

Map data 2024 GeoBasis-DE/BKG (£2009), Google, Ingt. Geggr, Nacior

23



.|| Analytics

ﬁ Reports snapshot

(o

Realtime

Business objectives

®

»  Drive online sales

»

» Examine user behavior

Life cycle

~ Acquisition

Acquisition overview

User acquisition

Traffic acquisition: Session...

»  Engagement
»  Monetization

Retention

Search Console

» Search Console

User
» User attributes

»  Tech

All accounts > charlesbentley.com

o+

» Raise brand awareness

com{(... ~

Users New users

17K 17K

11 18
Feb

Sessions~ by
Session default channel group~

SESSION DEFAULT CHANN..

Cross-network

Organic Search

Direct

Referral

Paid Search

Organic Shopping

Organic Social

Acquisition overview

23

@ -

SESSIONS

218

178

Q, Trysearching "where did my users come from"

Last 28 days Feb 11- Mar 9, 2024

@ - USERS IN LAST 30 MINUTES © - New users by
14 First user primary ... v
FIRST USER PRIMA...
1.5K USERS PER MINUTE Cross-network
I Referral
y inm dl nm Organic Search
TOP COUNTRIES USERS
---------------------------------- Direct
United Kingdom 14
Paid Search
200 —
Organic Shopping
0 Organic Social
03 "
Mar
View realtime -
Sessions~ by @ v Lifetime value
Session Google Ads campaign~
SESSION GOOGLE ADS CA.. SESSIONS
Performance Max - Home Li... 51K

Performance Max - Garden L... 2.8K r

UK - Search - Brand - Charles... 1.7K
Performance Max - Outdoor ... 832
aormance Max - Toys & G... 749
Eformance Max - Garden ... 375

Performance Max - Pets - Sh... 83

-

= ©

7 L A P

@ ~

NEW USERS

2.6K
2.2K
1.2K

177

156

View user acquisition =

£3.00

Day Day Day

£2.00

£1.00

£0.00

Day

023



. All accounts » charlesbentley.com Q T hi wh did ¢ . am
ry searching "where did my users come from {
_|| Analytics com (.. ~ y 9 y == 0
Reports snapshot O All Users ::: Addcompanson-}— } Last 28 days Feb 11- Mar 9, 2024 ~
Realtime
. B . -+ o
Traffic acquisition: Session default channel group v G < ~ 7
Business objectives . -
Drive online sales
» Raise brand awareness
Users by Session primary channel group (Default Channel Group) over time Users by Session primary channel group (Default Channel Group)
» Examine user behavior
800
Life cycle
~ Acquisition 600
Organic Search
Acquisition overview
User acquisition 400 Referral
Traffic acquisition: Session... Direct
» Engagement 200
Paid Search
»  Monetization
0
i 11 18 25 03
Retention Feb Mar 0 2K 4K 6K 8K 10K
@ Cross-network @ Organic Search @ Referral @ Direct @ Paid Search
Search Console
PR e Conmeo & Q Search... Rows perpage: 10 - 1-100f 10
User Session primary..Channel Group) ~ + v Users Sessions Engaged Average Engaged Events Engagement Eventc
. sessions  engagement  sessions per rate All even
F et time per per user session
» Tech session
17,375 22,663 13,049 55s 0.75 7.54 57.58% 1
100% of total 100% of total 100% of total Avg 0% Avg 0% Avg 0% Avg 0% 100%
3 Library 1 Cross-network 8,176 10,094 6,150 Ads 0.75 5.98 60.93%
2 Organic Search 2,900 3,893 2,660 1m 03s 0.92 8.38 68.33%

23



All accounts » charlesbentley.com

.'l Analytics ~om (... ~ Q, Try searching "where did my users come from" : 0O
»  Haise brand awareness

Ecommerce purchases: ltem name @ - { Last 28 days Feb11-Mar9,2024 ~ [ < A~ 2/

» Examine user behavior

Items viewed by Iltem name over time

Life cycle
Acquisition 100
Acquisition overview a0
User acquisition
Traffic acquisition: Session... 60
» Engagement
40
~ Monetization
Monetization overview 20
0
11 13 15 17 19 21 23 25 27 29 01 03 05 07 09
Purchase journey Feb Mar
@ 30L/40L/60L Double Compartment Kitchen Bin @ 30L Square Retro Kitchen Pedal Bin @ Sydney Premium 6 Burner Gas BBQ with side Burner Black @ Cast Aluminium Bistro Table And Chairs Set @ Triple Cc >
In-app purchases
Promotions Q Search... Rows per page: 10 = Go to: 1 1-100f 721 >
Checkout journey .
ltem name -~ - 4 ltems viewed Iltems added to cart Iltems purchased Item revenue
Retention
14,989 1,158 388 £41,302.86
Search Console 100% of total 100% of total 100% of total 100% of total
»  Search Console 1 30L/40L/60L Double Compartment Kitchen Bin 790 43 21 £1,838.84
User 2 30L Square Retro Kitchen Pedal Bin 623 78 29 £1,304.71
»  User attributes &) Sydney Premium 6 Burner Gas BBQ with side Burner Black 474 26 10 £3,999.90
» Tech 4 Cast Aluminium Bistro Table And Chairs Set 286 13 5 £849.95
o Triple Compartment 62L Sensor Bin 267 10 3 £389.97
[ Library
6 6ft Premium Pool Table 230 22 3 £755.97

7 Wrought Iron Feminine Bistro Set - Grey/White 215 & 0 £0.00 023



. All accounts > charlesbentley.com ) i .
.'l Analytlcs com ( - Q, Try searching "where did my users come from" e e

o All Users ::' Add comparison + Last 28 days Feb 11 - Mar 9, 2024

Acquisition overview

User acquisition

Demographic details: Country @ ~ g < ¢

Traffic acquisition: Session...

»  Engagement

~ Monetization Users by Country over time Users by Country

Monetization overview 1.2K

) United
Ecommerce purChaseS‘ lte... 1K Kingdom _
Purchase journey |
500 Poland

In-app purchases

United States

Promotions 600
Checkout journey 400 Pakistan
Retention
200 France
Search Console /L\/\ 0
1F;b 18 25 M%Sr 0 5K 10K 15K 20K

»  Search Console
@ United Kingdom @ Poland @ United States @ Pakistan @ France

User
~ User attributes Q Search... Rows per page: 10 - Go to: 1 1-10 of 81 )
Overview Country ~  + ¥ Users New  Engaged Engagement  Engaged Average Event count Conversions
users sessions rate sessions engagement All events All events
Demographic details . T -p-gr-u-s-e-r ______ time
oLl 17,375 16,872 13,049 57.58% 0.75 m 12s 170,954 315.00  £3¢
» Tech 100% of total 100% of total 100% of total Avg 0% Avg 0% Avg 0% 100% of total 100% of total 100
1 United Kingdom 14,343 13,891 12,632 65.23% 0.88 1m 21s 153,616 312.00 f3¢
[ Library
2 Poland 2,447 2,447 0 0% 0.00 Os 9772 0.00

023

3 United States 107 103 76 64.41% 0.71 1m 20s 1,084 0.00



Use of the Library &

customised reports
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All accounts » charlesbentley.com

Analytics

Reports snapshot

Realtime

Business objectives ~

»  Drive online sales

» Raise brand awareness

» Examine user behavior

Life cycle ~

»  Acquisition
» Engagement
»  Monetization

Retention

Search Console

» Search Console

User A

~ User attributes
Overview

Demographic details

Audiences
» Tech
[ Library

m ( - Q, Try searching "where did my users come from"

All of your collections and reports organized in one place where you can customize them and create more. Collections
allow administrators to customize the presentation of reports in the left navigation.

Learn more

Collections @

Business objectives
@ Published

Life cycle (D
@ Published

Search Console @

+ & Life cycle @ Published - & Search Console

3 Drive online sales

|.

3 Raise brand awarenass
3 Examine user behavior

0 Acquisition
£ Engagement
£ Monetization

3 Search Console

[ Retention
Create new collection

Edit collection Edit collection Edit collection

Reports

Collection

Q, Search

Name Creator Last modified -} Template Description

Acquisition
overview

Dashboard overview of user count

Anicca Digital * )
g and the sources, mediums and cam...

Sep 4, 2023 Anicca Digital * Life cycle

Traffic acquisition:




N\

Create new

+

Start from a template

Blank

Add dimensions, metrics, and other cards.

User acquisition

User count by medium, along with
engagement, event-count, conversion, and
revenue metrics.

Dimensions: First user default channel group,
First user medium, First user source, First user ...

Conversions

Dimensions: Event name

Ecommerce purchases
Item purchases by views, cart activity, and
revenue.

Dimensions: Item name, Item ID, Item category,
Item category 2, Item category 3, Item category ...

Traffic acquisition

User count by source/medium, along with
engagement, event-count, conversion, and
revenue metrics.

Dimensions: Session default channel group,
Session source / medium, Session medium, Ses...

Pages and screens

Web pages and app screens by total views,
number of users who viewed each
page/screen, average engagement time, and ...

Dimensions: Page title and screen class, Page
path and screen class, Page title and screen na...

Checkout journey

Dimensions: Device category, Country, Region,
City, Language, Age, Gender, Browser

Events

Event count by event name, along with total
users that triggered the event, event count per
user, and revenue per event.

Dimensions: Event name

Landing page

Landing Page by Views, New users,
Conversions, and Total Revenue.

Dimensions: Landing page

In-app purchases

Product purchases by quantity and revenue.

Dimensions: Product ID



All accounts » books2door.com

JA Analytics 1 m & ~

Q, Try searching "how many users last month vs last year"

= O

"en

¢

Reports snapshot

Realtime

Collections @

Business objectives O] Developer ® Life cycle o
Business objectives ~ © Published - T3 Business object... © Published - T3 App developer @ Published -+ & Life cycle
M Gimerate e O Generate leads 0O Firebase 0O Acquisition
@ »  Drive online sales I_ (] Dnlve online sales () Engagfemeﬁt
3 Raise brand awareness 3 Monetization
RS sElDT andlanareness 3 Examine user behavior o Retention
Create new collection
»  Examine user behavior
Developer ~
Edit collection Edit collection Edit collection
»  Firebase
Reports
Life cycle A
»  Acquisition
»  Engagement
»  Monetization I:| Type Name Creator Last modified J Template Collection Description
Retention Source/medium
O @ Elevar Analytics Aug 10, 2023 Elevar Analytics  Traffic acquisition Life cycle :
(event scope)
Revenue A
Traffic acquisition: Business
5 RETERE O @ Session default James Ward Jun 29, 2023 PPC Geeks Traffic acquisition objectives,Life :
channel group cycle
» Products bought E ) = ) Busi
Xamine user xamine user usiness .
[0 93 ) . James Ward Jun 28, 2023 James Ward . . — :
behavior overview behavior overview objectives
Search Console ~
Drive online sales Drive online sales Business
u .
» Search Console (0 boj overview James Ward Jun 28, 2023 James Ward overview objectives :
u A Reports snapshot .
et (] 03 James Ward Jun 28, 2023 James Ward :
Current Reportis sn...
II‘_‘I Library I
Google traffic . i Business .
|:| ﬁ g - James Ward Jun 23, 2023 James Ward Traffic acquisition o :
* < acquisition objectives
Business

| andinn nama-




.l Analytics

Reports snapshot

Realtime

Business objectives
Generate leads
Drive online sales
Raise brand awareness

Examine user behavior

Life cycle
»  Acquisition

» Engagement

Search Console
v Search Console

Queries

Google organic search traf..

User

» User Attributes

» Tech

[0 Library

All accounts » 1 Anicca.co.uk

1. Anicca.co.uk - GA4 V ~

Q Try searching "link with Ads"

o All Users Add comparison +'__-

Queries: Organic google search query @ -~

Y IZ:{.S‘tream ID exactly matches '.. X\:I'

Organic google search clicks over time

40

27 03 10 17
Aug Sep

Q, Search..

Organic google search
impressions

Organic google
search clicks

Organic google search query ~ + ¥

425 409,660

100% of total 100% of total

1 anicca digital 87 219

2 annica 21 314

®
¢
Last28days Aug 25 - Sep 21,2023 ~

W < ~ 7

Organic google search clicks by Organic google search query

aniceca digital
annica

annica digital

website
development...

leicester digital
live

=]
[
(=]

40 60 80 100

Rows perpage: 10~ Goto: 1 1-10 of 16100 >

Organic google search
average position

Organic google search
click through rate

0.1% 60.85

Avg 0% 100% of total
39.73% 1.36 El

6.69% 3.49
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All accounts > Efikl
..l Analytics Q  Try searching "link with Ads" = 9

ee

"¢

A Home Explorations Q
u Reports

@ Explore ]

@ Advertising
L N mm mm I 0
E = = im.

Start a new exploration Template gallery

| —
- .
v

Blank Free form Funnel exploration Path exploration
Create a new exploration What insights can you uncover with custom What user journeys can you analyze, segment, What user journeys can you uncover with tree
charts and tables? and breakdown with multi-step funnels? graphs?
Type Name Owner Last modified Property Q

No explorations to show.

£ Admin

@ ClniCCCl | /29 All rights reserved 2023



All accounts » 1 Anicca.co.uk

Al Analytics 1 Anicca.co.uk - GA4  ~

n Home

m Reports

@) Explore 1

@ Advertising

L Admin

Explorations

Start a new exploration

Blank

F

Create a new exploration

Type

De

De

De

De

Do

Do

Do

De

Name ~

Monthly metrics

Blog Pages by Metrics

Segment overlap

Conversion

Path exploration TEST

Path exploration

Untitled exploration

Untitled exploration

Free form

What insights can you uncover with custom

Q Try searching "link with Ads"

charts and tables?

Owner

Anicca Digital *

Anicca Digital *

Anicca Digital *

Anicca Digital *

Anicca Digital *

Anicca Digital *

Anicca Digital *

Anicca Digital *

Funnel exploration

What user journeys can you analyze, segment,

Path exploration

and breakdown with multi-step funnels? graphs?

Last modified

5:01 AM

Aug 31,2023

Jul 31,2023

Jul 31,2023

Jul 31,2023

Jul 31,2023

Jul 17,2023

Jul 4, 2023

Property

1. Anicca.co.uk - GA4 v

1. Anicca.co.uk - GA4 v

1. Anicca.co.uk - GA4 v

1. Anicca.co.uk - GA4

1. Anicca.co.uk - GA4

1. Anicca.co.uk - GA4 v

1. Anicca.co.uk - GA4

1. Anicca.co.uk - GA4 v

©

Template gallery

What user journeys can you uncover with tree

e

- - ——
v

e




Advertising

menu
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All accounts > charlesbentley.com

0 Analytics ( som (... = Q, Try searching "where did my users come from" n O

Advertising snapshot

Performance

" add fitter + Last 28 days Feb 11 - Mar 9, 2024

11 conversion events ~

All channels

Advertising snapshot < »

Google Ads
WHICH CHANNELS DRIVE THE MOST CONVERSIONS?
Attribution .
Conversions by @ - A Insights 22
- --' --------
Model comparison Primary channel group (Default Channel Group)~ :_-— o
——

Conversion paths

Cross-network

Your Insights will appear here soon.

Direct Learn about the Advertising section

Organic Search In the meantime, you can create new custom insights Measure the impact of your advertising with
to monitor your most important metrics. Learn more the powerful attribution capabilities of Google

Paid Search Analytics 4.

Referral Identify key moments in your customers
purchase journeys using Conversion paths and

Organic .

Shopping Model comparison reports.

0 a0 100 150 200
View all channels —» View all insights = Read more [

WHAT TOUCHPOINTS DO CUSTOMERS TAKE TO CONVERT?

Conversion paths Q -
PRIMARY CHANNEL GROUP PATH CONVERSIONS
r
2
[ Cross-network x 2 ] 20
¢ 4 [ Organic Search x 2 ] 13




Admin menu
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. All accounts > charlesbentley.com . .
N | Analytlcs ( n ( - Q, Try searching "where did my users come from"

4+ Create ~ Account

These settings affect your analytics account What's an account?

Account details ® Account change history

m Admin
@ My preferences
Account access management ]El Trash

Setup Assistant

@ Allfilters

Account settings

PROPERTY SETTINGS
~ Account

Account details

Property Data collection and modification

Account access managem... These settings affect your property What's a property? These settings control how data is collected and modified

All filters

Property details Data streams

Account change history

Property access management Data collection

Trash
Property change history

Data import

Property settings

Scheduled emails Data retention

Propert
o Data filters

Analytics Intelligence search history

Property details

Data deletion requests
Property access managem...
Data display

Property change history . _ .

These settings control how data is shown in your reports A
Product links

Scheduled emails

g Events @ These settings control which products link to this property
Analytics Intelligence sear...
F:I Conversions @ o # Google AdSense links
Data collection and medifica...
8=  Audiences Google Ads links
Data streams = ® .\ 9
Data collection |:|A0 Custom definitions [©)] ,1_ Ad Manager links
Data import 3 Channel groups @ @ BigQuery links
Data retention °a. Attribution settings [©)] D Display & Video 360 links
Data filters %@  Reporting identity ®@ ® Floodiight links
Data deletion requests § DebugView @ ﬂ Merchant Center links
i v
l.:' Google Play links All rights reserved 2023



. All accounts » charlesbentley.com . .
Analytlcs ( n ( - Q, Try searching "where did my users come from"

4+ Create ~ Account
These settings affect your analytics account What's an account?

Admin m Account details ® Account change history

My preferences
v Account access management ]El Trash

All filters

Account settings

PROPERTY SETTINGS
~ Account

Account details

Property Data collection and modification

Account access managem... These settings affect your property What's a property? These settings control how data is collected and modified

All filters Property details Data streams

Account change history

Property access management Data collection

Trash

Data import

Property change history

Property settings

Scheduled emails Data retention

* Property

Analytics Intelligence search history Data filters

Property details

Data deletion requests

Property access managem...
Data display

Property change histor
[y & y These settings control how data is shown in your reports A
Product links

Scheduled emails

3 Events @ These settings control which products link to this property
Analytics Intelligence sear...
F:I Conversions @ o # Google AdSense links
= Data collection and meodifica...
Audiences Google Ads links
Data streams @ .\ 9
Data collection DAO Custom definitions ® /1_ Ad Manager links
Data import 3 Channel groups @ Q BigQuery links
Data retention °a. Attribution settings @ P Display & Video 360 links
Data filters = Reporting identity ® ® Floodiight links
Data deletion requests é DebugView @ ﬂ Merchant Center links
& Google Play links



Webinar on set-up & settings

E‘(jamicc
Last Call for - aniceca
Al _ anicec

4 .

= CCC
Ed Trumaor Anicca Digia -
@ ediruman '

@®anicca
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https://www.bigmarker.com/
anicca-digital/Your-last-call-
for-GA4-What-to-do-next-
Friday-23rd-June-9-00am-
10-00am
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TEMPLATE (Ann) GA3 vs GA4 Ecommerce 2+ Share - : O e

Welcome GA3 Ecommerce Data GA3 Data vs Last Year GA3 Data by Channel GA4 Ecommerce Data GA4 Data by Channel GA4 vs GA3 Google Ads

Discovery & Analytics Audit
TEMPLATE

Ann Stanley
August 2023
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Welcome

Sessions GA3 (pink) vs GA4 (blue)

—— GA4 Sessions

—— GA3 Sessions

GA3 Ecommerce Data

GA3 Data vs Last Year

GA3 Data by Channel GA4 Ecommerce Data GA4 Data by Channel GA4 vs GA3 Google Ads

30K
20K
10K
0
Jan 2022 Mar 2022 Jul 2022 Nov 2022 Jan 2023 Mar 2023 May 2023 Jul 2023 Sep 2023
Feb 2022 Apr 2022 Jun 2022 Aug 2022 Oct 2022 Dec 2022 Feb 2023 Apr 2023 Jun 2023 Aug 2023
—— GA3 Revenue — GA4 Revenue
BOK
40K
20K
0
Jan 2022 Mar 2022 Jul 2022 Sep 2022 Nov 2022 Jan 2023 Mar 2023 May 2023 Jul 2023 Sep 2023
Feb 2022 Apr 2022 Jun 2022 Aug 2022

Oct 2022 Dec 2022 Feb 2023 Apr 2023 Jun 2023 Aug 2023

Monthly data for GA3 (pink) vs GA4 (blue)

Sep 2023

Aug 2023
Jul 2023
Jun 2023
May 2023
Apr 2023

Mar 2023
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8,079
8,558
9,502
4,988

6,618

null

null
null

null

8,897
9,674
11,119
5,586

7,524

null

null
null

null

£2,531.02

£7,478.5

£9,721.63
£12,656.05

£6,066.25

£10,544.9 null null
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Part 2 - Agenda

Section 1: Infroduction
Introduction to Google Analyfics
User Privacy & Cookies

Section 2: What you can measure

Introducing Dimensions, Metrics,
Events & Conversions

Key Features of GA4
Section 3: Actions & outcomes
Tracking Events & Conversions

—Ecommerce Tracking

anicca |

Section 4: Reports
Acquisition Reporting
Campaign Tracking

b ution R ;

Section 5: Custom Reporting
Library
Explorer




What’s your current Analytics status

GA4 account Automatically Adjust Property
automatically Configured” fp|  gettings
set-up Create Events &
. L Conversions
Existing GA4 account Manually Customise
GA3) account set-up
GA4 account
set-up
independently
GA3 § GA4 Setup Assistant Settings &
Accounts should used for \ES 9
S Configuration Customisation

(0)anicca |

/41




What’s your current Analytics status

(0)anicca |

GA4 account Automatically Adjust Property
automatically Configured” fp|  gettings
set-up Create Events &
[ ] Conversions
GA4 account Manually Customise
manually ) Configured === Reporting
set-up
GA4 account
set-up
independently
GA3 § GA4 Setup Assistant Settings &
Accounts should used for 185 &
e Configuration Customisation

/42




How to export your GAS3 data

1. Google Analytics Interface
« Standard Reports
« Custom Reports

2. Google Sheets (Analytics plugin)
3. Looker Studio

* Reporting

« Archiving

« Use with connectors for max data input e.g. Supermetrics
4. Third-party Tools e.g. GA3-exporter

More technical users
« Google Analytics API
« Google BigQuery Export (For Google Analytics 360 Users)

2
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Section 1:
Introduction
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What i1s Web Analytics?

anicca |

Web analytics involves the collection, measurement, and analysis of
website data. Web analytics tools can provide lots of useful
information about the origin of website traffic, how website users
navigate and interact throughout a website, what content and web

pages they're most engaged with, and how they exit the site.

/45



4 N
measure it, how can -‘- 7
vou improve it?

- Peter Drucker




Benefits of Web Analytics

Informed data led decision making

9 Understand your audience and customers better

e Ability to forecast using trends and patterns in customer behaviour

o Accountability of media spend and resource allocation

e Stronger focus and prioritisation of resources
e Understand barriers to conversion

a Higher conversion rates and enhanced return on investment

@ ClniCCG | /47 All rights reserved 2023



Web Analytics Tool Examples

Google mixpanel
@ o o

Analytics _ _
.. / A kissmetrics

<7 Chartbeat

Adobe

A& matomo

wCopra

(@)anicca | 148




Introduction to

Google Analytics
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What i1s Google Analytics?

Google Analyfics is a web analytics product from Google that provides you with key insights
info customer behaviour across websites, apps and other devices.

It can provide you with answers to the following:

- Where Visitors come from — Channel Sources & Keywords, User Locations

- What they do — Time spent on site, Bounce Rate, What they click

(a)anicca | /50

- How they behave on-site — Onsite Searches, Conversions, Exits c;;’;;;%m% sty

- Technology Used g Browser Type, Screen Resolution , Language <&
. \

o o v : s \s\“

Where users go — Funnels, visitor paths, Abandonment rates S

: ESSS

Revenue & ROI - Revenue, Ecommerce, Sales Atftribution by Vents




Which Version of Google Analytics?

' 2007 — Classic Google Analytics (Async)
l 2012 - Universal Analytics (GA3)
l 2017 — Universal Analytics (Gtag version)

.. 2020 - Google Analytics 4 (GA4) - Latest Version

(0)anicca | /51



Types of things you can track in GA:

* Visits and Page views
» User Demographics

« Ecommerce Transactions
* Form Subbmissions

- Add to Carts

* Product Views

* Browser & Device Info
* New & Returning Visits
- PDF downloads

* New Account Signups
* Newsletter signups

» Social Shares

* Video plays

* And lofs more.....

(a)anicca | /53



What Google Analytics 1s NOT

1. A Customer Management System for storing customer data
2. A system for reporting on all ad spend and costs
3. A platform for serving advertising

4. A system for obtaining personal information

anicca | /54



GA4 Benerfits Summary

» Google Analytics rebuilt from the ground up!

» Mobile & App under a single platform

» Brand new interface and reporting

» New flexible ‘event based’ model

» Improved conversion tracking & attribution

» Improved cross device and user tracking capabilities

» Greater use of Al as well as better automated insights

» Enhanced Visualisations and custom reporting

» Higher data collection limits and quotas (less
sampling)

» Powerful audience building

@ ClniCCCI | /55 All rights reserved 2023



GA4 Negatives

» Still being worked on and still buggy

» Default Reports not great and still limited

» Often awkward to report what you need

» Thresholds and limitations still applied to data
» Lack of account level and report level filters
» No content grouping

» Metrics can be confusing

» No direct replacement of ‘views’

» GA4 API for reporting is problematic

(@)anicca | /56



User .

PYIVACY &

Cookies
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GDPR Considerations for GA4

- Audience Demographic Data (Google Signals)
- Data for ads personlisation

- Client ID and User ID cookie identfifiers

- Data Sharing with other Google products

- Data storing locations i.e EU — US Privacy Shield

Is GA4 Fully GDPR compliant? Answer = No

(@)anicca | /58



Privacy Features in Google Analytics 4

GA4 has infroduced a number of new data privacy features and controls to give
businesses more granular control over data collection and sharing.

9890

- Built in automatic IP anonymization feature.
- Data Retention conftrols

- Data Deletion Mechanisms

- Reduced Data Storage Duration
- Data Sharing controls for other products

- Google Consent Mode

(@) anicca | /59



GDPR & Privacy Laws Requlrements

1. Get Permission to Drop Cookies - As a result of regulations like GDPR in the EU, tracking
personally identifiable information — or Pll — now requires explicit consent from the
consumer.

2. Provide Cookie Controls - provide controls to users to opt out anytime.

3. Provide fransparent information in your website’s cookie policy about the details of all
Google Analytics cookies in operation — including their provider, technical details,
duration and purpose. This is important as consent is only valid under the GDPR if it
constitutes an informed choice on behalf of the users.

4. Compile detailed information in your website’s privacy policy about all Google
Analytics cookies on your domain, and what personal data your website processes in
general.

.
- o - 1o
CUGK\E‘J « usirng coakss You can f el T AnTe i
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;.",'\“if' Aata o T L » corerpiep e TUT UL R UL e
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e s pg mo personalisE eElLETE SRR i farEnres
n'E-"'*:E"E'tl'.es':-j?“‘".l“L--':- o llacrion adions, salert PR G ‘
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Cookie .

(@)anicca |

Our use of cookies

We use necessary cookies to make our site work. We'd
also like to set analytics cookies that help us make
improvements by measuring how you use the site. These
will be set only if you accept.

For more detailed information about the cookies we use,
see our Cookies page. [4

Accept all cookies Reject all cookies

Necessary cookies

Necessary cookies enable core functionality such as
security, network management, and accessibility. You
may disable these by changing your browser settings,
but this may affect how the website functions.

Analytics cookies

We'd like to set Google Analytics cookies to help us

improve our website by collecting and reporting

information on how you use it. The cookies collect

information in a way that does not directly identify

anyone. For more information on how these cookies work
'ease see our 'Cookies page'.

3

Banner .

ExXample

/61
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The Consent Process

1. Obtain the user’s choice to grant or deny consent for storing
information about their behaviour.

‘ 2. Communicate the user’s consent choice to tags & pixels.**

\

3. Ensure that tags that store or read cookies comply with the user’s
choice at all times along with ability to change consent settings
anytime.
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Step 1: Obtaining Consent

Award-Winning Digital 4
MO 1. élear Ino.tice abo;-’:. ce 200'7 =

cookie usage, with link

to further details
Let us

2. Opt-in and Opt-Out

Options presented

This website uses cookies

o We use cookies to personalise content and ads, to provide social media features and to analyse our traffic. We
| S— also share information about your use of our site with our social media, advertising and analytics partners who

may combine it with other information that you've provided to them or that they’'ve collected from your use of

their services.

Powered by Co?t(i(%!?ﬁt Show details >

No cookies fired until consent is granted!
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Cookie Consent Mode 2

From March 2024 Google will require all
advertisers® to utilize its latest version of
‘Consent Mode' If you want o make use of
audience targeting!

*Within EU/EEA and UK

anicca | /64



What is being attected?

1. Google remarketing and audience building
capda bilities (eg in-market audiences and interest categories)
O

2. Google demographic and Interest reports

3. GA4 audience & conversion exporting to google
Ads and Big Query .'

4. Potential Data Modelling Benetfits
X Search Ads 360

Note: Ad delivery and conversion tracking will continue
to work as normal provided you have consent for
ad_storage!

(0)anicca | /65



About us

(@) anicca

Analytics Paid

Award-Winnii
Marketing Si

Let us prove it

This website uses cookies

Q We use cookies to personalise content and ads, to provide social media features and to analyse our traffic. We
N also share information about your use of our site with our social media, advertising and analytics partners who

ad_storage
analytics_storage
functionality_storage
personalization_storage
security_storage
ad_user_data

ad_personalization

Denied

Denied

Denied

Denied

Granted

may combine it with other information that you've provided to them or that they've collected from your use of

their services.

Powered by COOkiGbOt Show details >

by Usercentrics

Granted
Granted
Granted
Granted
Granted
Granted

Granted

Zim

Customize » |




Getting Started with Consent Mode

If you need to engage in personalized advertising:

1. Set up a consent banner on your website:

2. If you use a Google-certified consent management
platform (CMP), make sure you enable consent
mode in the banner settings. Your CMP provider will
automatically update to the newest version of
consent mode. (RECOMMENDED OPTION)]

3. If you maintain your own banner, implement
consent mode v2 via Google scripts.
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https://support.google.com/tagmanager/answer/9976101
https://cmppartnerprogram.withgoogle.com/
https://cmppartnerprogram.withgoogle.com/
https://developers.google.com/tag-platform/security/guides/consent#upgrade-consent-v2
https://developers.google.com/tag-platform/security/guides/consent#upgrade-consent-v2

Cookie Management Platforms (CMP)

Coo kigcl?got

LElHY Cookieves

osaNno
Cookiebot

by Usercentrics

See Googles recommended Consent Partners
hitps://cmppartnerprogram.withgoogle.com/
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Go to Data stream to check your consent mode

Stream details 7 Stream details 7
STREAM NAME STREAM URL STREAM ID MEASUREMENT ID

STREAM NAME STREAM URL STREAM ID MEASUREMENT ID ) X bttos: /anicca.co.uk/ Teonarr16E o O

securein Web Stream 4002433784 G-WPHFCW1FHe O anicca.co.u ps: co. O

. Consent settings
Consent settings ~

. . Set up your consent signals (it may take 48 hours for those updates to show up here):
Set up your consent signals (it may take 48 hours for those updates to show up here):

C) Ads measurement consent signals active ~
0 Ads measurement consent signals not detected ~ _

To verify that your business is collecting end-user consent before sending personal data to Google for advertising_purposes, implement ads
measurement consent signals. You can do this using a consent management platform or the consent mode API. Learn mare about consent signals

To verify that your business is collecting end-user consent before sending personal data to Google for advertising purposes, implement ads
measurement consent signals. You can do this using a consent management platform or the consent mode API. Learn more about consent signals

[ Consent mode [ Certified Consent Management Platforms [Z Consent mode & Certified Consent Management Platforms

Ads personalization consent signals active ~
Ads personalization consent signals not detected “~

. . . . . ) . o To verify that your business is collecting consent from end users in the EEA before sending personal data to Google for use in ads personalization,
To verify that your business is collecting consent from end users in the EEA before sending personal data to Google for use in ads personalization, . o . . . L. . . .
. o . . . .. K . R implement ads personalization consent signals. If personal data is not labeled with end-user consent, EEA-based visitors will not be included in the
implement ads personalization consent signals. If personal data is not labeled with end-user consent, EEA-based visitors will not be included in the . . . - X h
. . . - . . audience lists exported to Google Ads and will affect ads personalization. To configure consent signals, use a consent management platform or the
audience lists exported to Google Ads and will affect ads personalization. To configure consent signals, use a consent management platform or the .
. consent mode API. Learn more about consent signals
consent mode API. Learn more about consent signals
7 Consent mode 7 Certified Consent Management Platforms
[ Consentmode [4 Certified Consent Management Platforms & & 9
Choose how to use your consented data:
Choose how to use your consented data:
. . Verify data consent settings ~
@ Verify data consent settings ~ @ Y 9
. . . . . Review which Google services can receive consented personal data from the European Economic Area (EEA). Learn more about data usage across
Review which Google services can receive consented personal data from the European Economic Area (EEA). Learn more about data usage across 5 | . 9 p P (EEA) 9
. oogle services
Google services g
Manage data Manage data
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Section 2:
What you can
measure
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Account, property &

data streams

(@)anicca |



Account structure

e |tisrecommended that each business have a single Google Analytics account

e [tisrecommended that each website you own have its own GA4 property, in order to report separately.

e |tisrecommended that additional data streams are created only if you have a website app.

Website 1 Website 2
Property ID = 12265656 Property ID = 12265656

Data Stream 1 Data Stream 1 Data Stream 2
G-SSEWB22ZiO G-SSEWB22ZYT G-SSEWB22ABT

Website Website App

-
App Store
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Data Streams & Accessing Tag
Details (Measurement ID)

All accounts » 1 Anicca.co.uk

o Analytics 1. Anicca.co.uk - GA4  ~ Q, Try searching "where did my users come from" "= 9 1
(| + Create ~ Data streams
m Admin
All i0os Android Web Add stream ~
A My preferences -

Setup Assistant a::;cscaaﬁicikcouk 1598427166 Receiving traffic in past 48 hours.
Account settings ~ a

» Account
Property settings ~ . . . . .

- ronerty Access existing tag details by going to Admin >

Property > Data Collection and modification >
Property access managem... Data Streams

D

Property change history

Scheduled emails

Analytics Intelligence sear...
a ~ Data collection and modifica...

Data collection

Data import

@ Data retention

Data filters



Grab Your Measurement ID

Stream details V4

STREAM NAME STREAM URL STREAM ID MEASUREMENT ID
anicca.co.uk https://anicca.co.uk/ 1598427166 G-SSEWB22ZYT |U
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Installing the GA4 Tag

3 Main Methods

© O -

1. Install via Google Tag 2. Implement via plugin 3. Install GA4 pixel
Manager (GTM)** (WordPress, Shopify) manually directly on
(recommended) page (HTML)
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Google Tag Assistant

Q Tag Assistant seta

A Google Tag Assistant helps you
identify and troubleshoot Google

Connect Tag Assistant to your site

tags on your website. b
z COn be downlOGded OS O Ent URLt ite to deb ;lF;t: lij _:ICIID:? Fcﬂ:id in. Debug inf ti
Chrome eX'I'enSion Or Occessed 'u'¢ill.<l)rl1I.5:t.Je:fisibIeci:thiswebbrowser_
ViG -I-he fO”OWing |in|<: https:’;’www_anicca.co.uld
https://tagassistant.google.com/
' @
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Google Tag Assistant

v

a Google tags found

Summary [ ]

4 Digital Marketing Agen...

Window Loaded @&

€ GTM-T938G6 B AW-973036153 .\‘ B G-SSEWB22ZYT | \

Page: Digital Marketing Agency based in Leicester | Anicca Digital
https://anicca.co.uk/?gtm_debug=1709911227296

(0)anicca |

Tag Details

Message Tag Name Tag ID
. anicca.co.uk [4 G-SSEWB22ZYT

Config

Source Destination 1D
cookie_consent_update Tag in container GTM-T938G6 G-SSEWB22ZYT
Set
Consent Output of G-SSEWB22ZYT @
cookie_consent_marketi... Hits Sent Data Layer Consent
cookie_consent_statistics ) .

https://stats.g.doubleclick.net/g/collect Page View
cookie_consent_prefere... gtag Hit Google Analytics Hit
Set
/77




Set Account and Property Level Permissions

00 Analytics

Admin

® B 2

2)

<+ Create

My preferences

Setup Assistant

All accounts » 1 Anicca.co.uk

1. Anicca.co.uk - GA4 + ~

-

Admin

Q, Try searching "where did my users come from"

These settings apply to all users of this account and property. For settings apply only to you, go to My Preferences in the left navigation.

ACCOUNT SETTINGS

Account

These settings affect your analytics account What's an account?

Account settings ~
> S B Account details ®@
20 Account access management
Property settings = 9 @
- Property Y  Allfilters @
Property details
PROPERTY SETTINGS
Property access managem...
Property change history Property
These settings affect your property What's a property?
Scheduled emails ¢ yourproperty £ L
Analytics Intelligence sear... B Property details @
~ Data collection and modifica... 28 Property access management @
Data streams ¥  Property change history [©)
Patalccll=ction Fe  Scheduled emails ®
Data import
=Q Analytics Intelligence search history @
Data retention
Data filters
Data display
Data deletion requests
These settings control how data is shown in your reports
: < g Events @

(@)anicca |

Y0 Account change history @

[  Trash ®

Data collection and modification

These settings control how data is collected and modified
ZZ  Datastreams

Data collection

Data import

Data retention

Data filters

Data deletion requests

O« P 0O
@ ® ® ® ® ©

Product links

These settings control which products link to this property

/78

Add users at account
level to give access to all
properties OR Add users
at a property level to give
access to a single

property.

Note you will need a
Google associated email
address to access GA4!



GA4 User Permissions

Administrator Full control of Analytics. Can manage users (add/delete users, assign any role or data
restriction). Can grant full permissions to any user, including themselves, for any account or
property for which they have this role.

Includes permissions of the Editor role.
(Replaces Manage Users permission.)

Editor Full control of settings at the property level. Cannot manage users.
Includes permissions of the Analyst role.

Marketer Can create, edit, and delete audiences, conversions, atftribution-models, events, and
conversion windows.

Includes permissions of the Analyst role.

ADC[IVSt Can create, edit, and delete certain property assets. Can collaborate on shared assets.
Includes permissions of the Viewer role.

Property assets include things like Explorations.

Viewer Can see settings and data; can change which data appears in reports (e.g., add
comparisons, add a secondary dimension); can see shared assets via the user interface or
the APls. Cannot collaborate on shared assets. For example, shared explorations can be
viewed, but not edited, by those with a Viewer role.
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https://support.google.com/analytics/answer/7579450
https://developers.google.com/analytics/devguides/reporting

. o Click Cast Stone Analytics ) Click Cast Stone - GA4 é
P e rm]_ S S 10]:-1 S Add roles and data restrictions “

Email addresses

|£ Ed@anicca.co.uk@ Enter email addresses

Notify new users by email

Direct roles and data restrictions @

Standard roles

Administrator

O

Full control of property. Learn more

Editor

Edit all data and settings for property. Cannot manage users. Learn more

Marketer

Edit audiences, conversions, attribution models, lookback windows, and events for property. Includes Analyst role. GA4 only. Learn more

Analyst

Create and edit shared assets like dashboards and annotations for property. Includes Viewer role. Learn more

Viewer

See report data and configuration settings for property. Learn more

None

O ® O O O

No role assigned. Learn mare
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Introducing
dimension, metrics,

events & conversions
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Types of things you can track in GA:

About the user -

who they are & where
they came from
(dimensions)

About their session -
where did they go on

your site/app and what

did they do) (metrics &
events)

The actions they took -
measuring conversions

Comparing metrics,
events & conversions
against specific
dimensions or
characteristfics

(0)anicca |

Visits and Page views
User Demographics

Ecommerce Transactions

Form Submissions

« Add to Carts

Product Views
Browser & Device Info
New & Returning Visits
PDF downloads

New Account Signups
Newsletter signups
Social Shares

Video plays

And lots more.....
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Understanding Reporting Tables

Session default channel group = <+ § Users Sessions Engaged Average Engaged Events per Engagement Event count
sessions engagement sessions per session rate All events
time per user
session
[ ]
2,589 3,937 2,330 Metrics 6.59 59.18% 25,933
100% of total 100% of total 100% of total Avg 0% Avg 0% Avg 0% Avg 0% 100% of tota
1 Organic Search 1,236 1,871 1,241 Om 48s 1.00 6.62 66.33% 12,387
2 Direct 878 1,142 a7a Om 43s 0.65 6.93 50.35% 7919
3 Email 130 226 129 1m 09s 0.99 6.13 57.08% 1,386
4 Organic Social 113 157 72 Om 23s D.64 6.11 45.86% 959
5 Referral 112 217 148 Om 30s 1.32 7.16 68.2% 1,653
6 Paid Search 26 126 93 Om 553 1.08 7.65 73.81% 964
¥ Paid Other 49 49 28 Om 10s 0.57 5.96 57.14% 292
8 Unassigned 40 R 39 0m 363 0.98 5.04 42.86% 459
9 Organic Video 2 2 2 Om 19s 1.00 5.00 100% 10

Each row of the table represents data related to a particular dimension and each column contains different metrics for each
dimension!
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Dimensions and Metrics

» Every report in Analytics is made up of dimensions and metrics so it is helpful to understand the differences:

* Metrics are quantitative measurements (or numbers). The metric Sessions is the total number of sessions. The metric Pages/Session is
the average number of pages viewed per session

« Dimensions are attributes of your data and provide context to meftrics. For example, the dimension 'City’ indicates the city, for
example, “London" or "Nottingham", from which a session originates.

Example of Dimensions Example of Metrics
Age Views
Country Active Users
Transaction Id Sessions
Session source Engagement Rate
Session campaign Add to carts
Date ltems Viewed
Page Location Purchases
Page Title User conversion rate
Vide URL Total Revenue
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Quick Fire Test — Dimension or Metric?

Sessions = Metric
New Users = Metric
Landing Page = Dimension
Transactions = Metric
Device Category = Dimension
Engagement Rate % = Metric
Page Load Time = Metric
Session Source = Dimension
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Levels of Reporting in GA

« Different Dimensions and Metrics also fall under different levels of reporting. This is called ‘Scope’.
» There are 4 Levels of scope. Here are some examples of dimensions and metrics for each.
» There are restrictions on which metrics and dimensions can be combined.

User Data Session Data Event Data Product Item Data
Dimensions Dimensions Dimensions Dimensions
Country Location Landing Page Page Path ltem Category
Audience Name Source/Medium Event Name ltem ID
First User Source Campaign Name Transaction ID ltem Name
Metrics Metrics Metrics Metrics
Total Users Sessions Views Items Purchased
New Users Pages per Session Conversions ltem Revenue
Sessions Per User Engagement Rate % Event Count ltem Quantity

anicca | /86



Key Features

ot GA4

(@)anicca |



All accounts » 1 Anicca.co.uk

0 Analytics 4 Apjcca.co.uk - GA4 V ~
n Reports snapshot 0 All Users
@ Realtime
Business objectives A

@ »  Generate leads
@ ~ Drive online sales
Overview
Ecommerce purchases
Promotions
Purchase journey
Checkout journey

» Raise brand awareness

» Examine user behavior

Life cycle A
»  Acquisition

»  Engagement

~ Add comparison +

Reports snapshot

MNew users

3K

Users

3.2K 58s

11 18
Feb

Average engagement time @

» Conversions

Retention

Search Console

»  Search Cgaeefe

Click on Library to
access
customisation
settings

on March 7,2024

RECOMMENDATION

Q, Try searching "where did my users come from"

Total revenue @

£0.00

500

Mar

WHERE DO YOUR NEW USERS COME FROM?

First user primary channel group (Default C...
Organic Search _

Referral

Paid Search

Last 28 days

USERS IN LAST 30 MINUTES

USERS PER MINUTE

TOP COUNTRIES

United Kingdom

Brand New & Customisable Interface

(7]

Feb 11- Mar 9, 2024 ~

W<~ 7

USERS

View realtime =

WHAT ARE YOUR TOP CAMPAIGNS?

@ -

Sessions~ by

@ -

Session primary ch...

SESSION PRIMARY ..

Direct

Organic Search

Display

Referral

SESSIONS
1.8K
1.3K

452

141



vent Based Model

Event name

e Totals

1 page_view

GA4 as an

purchase

° file_download

2 user_engagement

3 session_start

scroll e .

5 scroll

first_visit

Q page_view

6 blog_article_view

‘ 7 click

8 view_search_resulis

session_start

9 file_download

All interactions are now events! o
B 10 form_submission
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+ Event count

26,360
100% of tota

9,009

6,916

4,093

2,480

231

1,004

201

179

130

31

Total users

2,687
100% of tota

2,662

1,597

2672

2,480

677

588

131

24

72

22




Enhanced Measurement Events
(Auto Tracking)

X

+ Enhanced measurement

Automatically measure interactions and content on your sites in addition to standard page view measurement.
Data from on-page elements such as links and embedded videos may be collected with relevant events. You must ensure that no personally-identifiable
information will be sent to Google. Learn more

@ Page views @ Scrolls @ Outbound clicks e Site search o Video engagement e File downloads

Measuring: {3
Show less

« Auto tracking included by default!

- Smart pixel automatically listens for clicks & scrolls, site searches, video plays &
downloads, form interactions

« Advanced users may want to use Google Tag Manager instead
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User Metrics Examples

Total Users = Total number of users (aligns with Universal Analytics)

New Users = Number of Active Users who have 0 previous sessions

Active Users (aka Users) = total number of users who have an engaged
session or are New Users.

Session = Visit (aka session_start) is the period of time a user is actively
engaged with your welbsite or app).
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New Engagement Based Metrics

/1 Engagement rate
/1 Engaged sessions
/1 Engagement time
/1 Engaged Sessions Per User

A Scroll

Bounce rate still available within GA4
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New Engagement .

Q + Traffic acquisition: Session primary channel group (Default Channel Group) @ ~ +

Based Metrics

01

Jul

01
Oct

@ Direct @ Organic Search @ Referral @ Unassigned @ Paid Search

A
(o) .
Q

@ Q, search..

b

Session primary...Channel Group)

1 Direct
2 Organic Search
3 Referral

4 Unassigned
5 Paid Social

6 Paid Search

7 Organic Social
8 Display
9 Email

10  Paid Other

(@)anicca |

-

+

Sessions

42,095
100% of total

19,855

16,537

2,133

359

807

1,077

763

452

547

169

Last 12 months Mar 9, 2023 - Mar 9, 2024
01 . .
Jan 0 5K 10K
Rows per page: 10 « Go to:
Epggggd_ Events Engagement
sessions rate All events
21,271 302,916

100% of total

5,454

11,793

1,508

177

366

770

471

191

349

53

/93

100% of total

102,665

125134

16,019

32,968

4,303

8,794

5,030

2,154

4,867

964

R T
15K 20K
1-100f11 D>

Conversions
All events

1,181.00
100% of total

330.00

528.00

146.00

21.00

46.00

30.00

32.00

1.00

47.00

0.00




Where to See |

()]
©
Q
(@

(@)anicca |

All accounts > 1 Anicca.co.uk

1. Anicca.co.uk - GA4 v ~

Analytics

Session Acquisition
User acquisition
Google Ads
Google Organic

Google Organic Keywords

Tech details: Device categ...

¥ Engagement

Overview

Pages and screens

Landing pages (Custom)
Promotions
Landing page

» Conversions

Retention

Search Console ~

» Search Console

User ~

» User attributes

» Tech

Qo+

- vents- .

Q, Try searching "where did my users come from"

Pages and screens: Page path and screen class @ ~

A 1

1 I

AL

i

01 01
Apr Jul

01
Oct

01
Jan

® / @ /free-grant-funded-digital-skills-bootcamps/ @ /resources-webinars/ @ /meet-theteam/ @ /free

Q, search...

10

Page path and screenclass ~ +

/

/free-grant-funded-digital-skills-
bootcamps/

[resources-webinars/

/meet-the-team/

/free-grant-funded-12-day-digital-
skills-boot-camps-leicestershire/

/contact/
/careers-vacancies/
/training-qualifications/
/leicester-digital-live/

/blog/

4 Views

98,821
100% of total

41,459
3,956
2,547
2,250
1,770
1,607
1,460
1,308
1,198

1,178

/94

31,348
100% of total

7,199

2,745

991

1,213

965

1,204

999

782

574

483

2.09

2.44

Last 12 months Mar 9, 2023 - Mar 9, 2024 ~

Rows per page:

Average

50s
1m 36s
33s
49s
A1s
59s

40s

Fxample 1

0 10K

10 =

Event count

302,916
100% of total

77,667

15,335

7,103

6,155

5,643

5,404

4,985

6,466

8,372

4,200

= O
W < ~ 7
20K 30K 40K 50K
1 1-100f 1562 >
Conversions Total
All events revenue
1,181.00 £0.00
100% of total
51.00 £0.00
28.00 £0.00
1.00 £0.00
4.00 £0.00
0.00 £0.00
344.00 £0.00
1.00 £0.00
5.00 £0.00
0.00 £0.00
3.00 £0.00



Where to See Events- Example 2

All accounts > 1 Anicca.co.uk

i . Try searching "where did my users come from" o
0 Analytics 9 Anicca.co.uk - GA4 v ~ Q Ty 9 Y = 0
o} Session Acquisition ©® +  Pagesand screens: Page path and screenclass @ - + Last 12 months Mar9,2023-Mar9,2024 ~ [ < A 2/
@ User acquisition i I g T 1 0
01 01 01 01
Google Ads Apr it oot Jan 0 10K 20K 30K 40K 50K
@ Google Organic @ / @ /free-grant-funded-digital-skills-bootcamps/ @ /resources-webinars/ @ /meet-the-team/ @ /free >
Google Organic Keywords
@ g g Y Q Search... Rows per page: 10 - Go to: 1 1-10 of 1562 )
Tech details: Device categ...
Page path and screenclass ~ + ¥ Views Users Views Q  Isearch items Conversions Total
~ Engagement per Al events ~ revenue
- user All events
Overview T
98,821 31,348 3.15 404_error_response 1,181.00 £0.00
Pages and screens
100% of total 100% of total Avg 0% 100% of total
academy_free_access
Landing pages (Custom)
1 / 41,459 7,199 5.76 . 51.00 £0.00
academy_free_access_form_submitted
Promotions o ;
/free-grant-funded-digital-skills-
2 bootcamps/ 3,956 2,745 1.44 blog_article_view 28.00 £0.00
Landing page
3 /resources-webinars/ 2,547 991 2.57 click 1.00 £0.00
» Conversions ) )
4 /meet-the-team/ 2,250 1213 1.85 contact_link_click 4.00 £0.00
Retention /1 t-funded-12-day-digital i
5 sl 1,770 965 1.83 engaged_pageview 0.00 £0.00
skills-boot-camps-leicestershire/
Search Console ~ file_download
6 /contact/ 1,607 1,204 1.33 344.00 £0.00
» Search Console first_visit
7 /careers-vacancies/ 1,460 999 1.46 1.00 £0.00
User ~ 8 /training-gqualifications/ 1,308 782 1.67 As 6,466 5.00 £0.00
» User attributes 9 /leicester-digital-live/ 1,198 574 2.09 59s 8,372 0.00 £0.00
S TR 10 /blog/ 1,178 483 2.44 40s 4,200 3.00 £0.00
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Engagement Metrics

Views = Pageviews

Engaged sessions = The number of sessions that lasted 10 seconds or longer, or had 1 or
More conversion events or 2 or more page or SCreen views.

Engagement rate % = The percentage of sessions that were engaged sessions.

Average engagement time = Average time on page or time on site by users

Conversion Rate = Total % of users that completed a conversion marked event
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Ecommerce Metrics

* Transactions = count of purchases that had a transaction ID
« Ecommerce Purchases = count of purchase events

« Gross purchase revenue = The sum of revenue from purchases made in your
app or site. Purchase revenue is specified by the 'value' parameter in tagging.

« Gross item revenue (The tofal revenue from items only, excluding tax and
shipping)

* Iltems purchased - i.e quantity of items sold

« ltem revenue - same as gross revenue but minus item refunds
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Reporting Difrerences vs
Universal Analytics

User Counts GA4 uses ‘active users’ instead

Session Counts Different calculation used. Often lower.

Attribution Data driven campaign attribution set by default

Data Retention Data retention limited o max 14 months

Bounce Rate Different calculation used

Conversion Counts Counts each event as opposed to once per Visit.

L]
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Bilg Query Export

= Export Raw data to Google Big
Query for further analysis &
usability

= Previously only available to 360
enterprise users. Now FREE!

= Store data beyond 14 months
= Highly Recommeneded

(@)anicca |
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PRODUCT LINKS

.\ Google Ads Links

d":r_ Ad Manager Links

BigQuery Links

@ BigQuery




Section 3:
Actions &
outcomes
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Tracking Events

S Conversions
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GA4 Events

GA4 events fall under 3 categories:

Custom /
Recommended Events

Automatically Enhanced Events*
Collected Events:

purchase
add_to_cart
begin_checkout

page_view click
first_visit file_download
session_start view_search_results

login

sign_up

Share
view_promotion

in_app_purchase scroll
screen_view video_start
user_engagement video_complete
first_open

& any custom event

See Google’s full list of events
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Send 1n Event Parameters

« Send in extra info with your
events

* Upto 25 parameters

Events and parameters

The following table explains when events are triggered, and which parameters are collected for
each event. You can find data about each triggered event in the Events report within the
Engagement topic. Click the event name in the report for more information on the event.

Measurement
option / event

¢ Some parameters Page views
autfomafically collected by page view
default
Event Name @
video_start [
v Event Parameters
Parameter Name Value H
video_title [+ | {{video title}} [+ |
video_url = {{video url)) ¥ | E

@ amcTa

Triggered... Parameters

each time the page loads or the browser | page_location (page
history state is changed by the active URL), page_referrer
site (previous page URL)

This event is collected automatically. You
cannot turn off collection.

An advanced setting on this option
controls whether the event is sent based
on browser-history events. This
measurement option listens for
pushState, popState, and replaceState.

the first time a user reaches the bottom No parameters are

of each page (i.e., when a 90% vertical collected
depth becomes visible)
each time a user clicks a link that leads link_classes,

away from the current domain link_domain, link_id,



GA4 Event Parameters

GA4 Event Name

page_view

file_download

form_submit

anicca |

4

/1 Send in upto 25 parameters with each event
2 Some parameters automatically collected by
default

Event Parameters (Dimensions)

page_location (page URL),
page_title

file_extension, file_name, link_domain, link_url

form_id, form_name, form_destination
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sending in Events Into GA4

Option 1 = Use Google Tag Manager (GTM) to send in new events

Option 2 = Create directly within GA4 by piggy backing off of existing
events (fallback option)
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Option 1: Using GTM* to Send 1n .

Do this when an existing event
doesn’t exist within your current
Google Analyfics

OR

If you have want to have more
conftrol over which types of
event get fired

*GTM = Google Tag Manager

(0)anicca |

- vents

Tag Configuration

Tag Type
Google Analytics: GA4 Event

Google Marketing Platform

N et e e Ty S
Configuration Tag &

GA4 Global Config Setup Tag v @

(7)

Event Name (3)

enquiry_form_submit

?» Event Parameters

> User Properties

> Advanced Settings

Triggering

Firing Triggers

@ Enquiry
Custom Event



Option 2: Create from .

(@)anicca |

Confi ) Give your new event a name
onfiguration

Custom event name @) /

blog_article_view

Matching conditions

Create a custom event when another event matches ALL of the following conditions

Parameter Operator
event_name equals
page_location contains

Add condition

Parameter configuration
Copy parameters from the source event

Modify parameters (@

Add modification

- X1sting Events

Specify the existing event you

want to piggy back off

©

Value

v page_view

- /blog/ ©)

Set your conditions for new

event

/108
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Track Promotions & Banners

Track website banners and callouts in order
to measure clicks and iImpressions

GA4 parameter Description

promotion_id ID of the promotion.

promotion_name Name of the promotion.
Name of the creatfive |

creative_name OSSOC’-OTed with the Save up to 1/3 on selected Barbie Career Dolls
promotion. Celebrate International Women's Day.

Name of the slot where the

creative_slot creative was shown.

The physical location
associated with the item. It’s
location_id recommended to use

the Google Place ID that
corresponds to the location.
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Convert Events into ‘Conversions’

Existing events

= More Flexible event based
conversion Model

Event name T

al0_form_submitted

= Choose & define which events
you want as conversions directly
within the interface

academy_free_access
blog_article_view

click

= No longer session based -
counted on every event.

contact_form_submitted

core_service_page_view

= Select upto 30 events

file_download
= Conversions are not retroactive e

form_submit

outbound_link_click_twitt
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Count

55

b

2,053

634

10

468

97

4,936

16

% change Users
1189.5% 43
150.0% 5
1433% 1,507
188.1% 399
1429% 10
151.5% 319
186.5% 76
1162.3% 4934
4 100.0% 0
1300.0% 13

% change

1186.7%

166.7%

144.5%

1105.7%

142.9%

1170.3%

190.0%

1162.4%

1100.0%

1225.0%

QW
Mark as conversion
&
o
o

|-




Benefits of turning ‘Events’ into
‘Conversions’

v Get access to conversion metrics within reports i.e conversion totals and conversion
rates

v Ability to import conversions into Google Ads
v Ability to use metrics within attribution reporting
v' Conversions report will populate

Session default channel group +Session conversion rate Conversions First-time purchaser conversion User conversion rate

1.54% 30 1.75% 1.89%

Totals 100% of 1otal 100% of tota Avg 0% 100% of total

1 Referral 13.51% 13 20% 30%

2 Email 4.76% 1 0% 9.09%

3 Unassigned 2% 4 1.11% 2.29%

4 Direct 1.94% 135 1.86% 1.91%
5 Paid Search 1.5% 87 2.26%

6 Organic Search 1.31% 56 1.27% 1.48%

Paid Shopping 0.32% 3 0.5% 0.5%

8 Organic Social 0.22% 2 0% 0.44%
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GA4 Conversions vs Universal Analytics
Goals

Universal Analytics GA4

Session based Goals counted ONCE per visit Event based Conversions counted EVERY fime
action OCCuUrs *option to change this

Select up 20 Goals Select upto 30 Conversions active
4 Types of goal conversions 1 Type of conversion only
Last click attribution Data driven attribution by default

Expect some attribution & count differences between GA and Universal Analytics
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Importing GA4 Conversions into Google Ads

To import your Analytics conversions info Google Ads, you must:
* Link Analytics and Google Ads

« Enable auto-tagaing in your Google Ads account

Import conversions

Sign in to your Google Ads account.

In the top right, click Tools and Settings : ‘

Go to Measurement > Conversions.

In the top left, click + New conversion action.

Click Import, select Google Analytics 4 properties, then click Continue.

Select each conversion event you want to import, then click Import and continue.
Click Done.

R R
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https://support.google.com/analytics/answer/9379420
https://support.google.com/analytics/answer/10723132
https://ads.google.com/?

Importing GA4 Audiences iInto Google Ads

If you have linked your Analytics account 1o
Google Ads and keep the default option

to Enable Personalized Advertising, then your
audiences are automatically shared with Google
Ads for use in remarketing lists for search ads. You
will need to have enabled Google Signals inorder

Go to Audience Manager within Google Ads to
view full list

Add an audience segment by going to
campaign > audiences
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https://support.google.com/analytics/answer/9379420
https://support.google.com/analytics/answer/9379420
https://support.google.com/google-ads/answer/2701222
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Track

Reports snapshot

Real-time

Life cycle -~

= Acquisition

Acquisition overview

User acquisition: First user ...

User acquisition
Traffic acquisition

» Engagement

~ Monetisation
Overview
E-commerce purchases
In-app purchases
Publisher ads

Retention

User ~

» Demographics

»  Tech

Ccommerce Transactions

E-commerce purchases: tem name © ~

@ Google Campus Bike @ Google Classic White Organic F/C Tee @ Google Large Tote White @ Google Laptop and Cel

Q, Search..

Item name -

10

Totals

Google Campus Bike

Google Classic White Organic F/C Tee
Google Large Tote White

Google Laptop and Cell Phone Stickers
Google Vintage Navy Tee

Google Crewneck Sweatshirt Black
Google Pacific Green Tee

Super G Retractable Badge Lanyard
Google Leather Strap Hat Black

Google Heather Denim Tonal Tee

[~ JED

- Item Views

108,988
100% of total

5,194
324
661
565
423
718
598
528
563

445

Add-to-baskets

22,617
100% of total

437

595

268

252

183

241

219

197

183

164

30

20

Basket-to-view rate

22.96%
Avg 0%

8.43%

18.25%

44.15%

49.53%

51.4%

40.59%

42.03%

42.13%

36.86%

45.21%

For Everyone Google Tee

Jnisex Pride Eco-Tee Black

™ o
s o

0 50
E-COMMERCE PURCHASES

+ E-commerce
purchases

1,831
100% of total

134
120
90
70
69
67
65
63
61

59

Rows per page: 10~

Purchase-to-view rate

5.38%
Avg 0%

3.07%

4.03%

14.58%

15.81%

22.03%

13.6%

14.98%

16.8%

14.5%

18.48%

Last28days 3 May - 30 May 2022 ~

i < ~

W 5000E TEMpuUs BIKE

GA4 sends a purchase event

® Google Classic White Organic F/C Tee

100 150

Goto: | 1-1

Iten purchase quantity

19,355
100% of total

292
244
590
151
105
120

82
n7
208

173

200

0of455 »

Item revenue

$245,830.27
100% of total

$9,880.00
$5,616.80
$6,193.20

$381.00
$2,316.60
$5,597.40
$1,836.00

$804.80
$3,348.00

$4,587.00



Events for Ecommerce

You will need to implement ecommerce tracking and send in
the following events in order to report fully

/1 View_promotion 71 begin_checkout

/1 View_item /1 add_shipping_info
/1 Add_to_cart /1 add_payment_info
A add_to_wishlist A/ Purchase
A view_cart A Refund
Q  Search.
ltem name ~ + [tem views Add-to-carts Cart-to-view rate  VEcommerce purchases Purchase-to-view rate Item purchase quantity [tem revenue
Totals 48 24 50.00% 12 25.00% 52 €153.00
100% of total 50% of total Avg 50% 100% of total Avg 25% 100% of total 100% of total
1 T-Shirt 12 3 25% 3 25% 3 €20.00
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Send 1n Product Detalls

A typical ecommerce implementation
measures any of the following actions:

A Item_1d /1 Item varlant
A [tem_name /1 price
71 coupon /1 quantity

A Item category A Attiliation
A discount A [tem list name

Send in
product
data with

each event

(0)anicca | /119

datalLayer.push({
event: "purchase"”,
ecommerce: {

transaction_id: "T_12345",

value: 25.42,

tax: 4.98,

shipping: 5.99,

currency: "USD",

coupon: "SUMMER_SALE"

items: [
{
item_id: "SKU_12345",
item_name: "Stan and Friends Tee",
affiliation: "Google Merchandise Store",
coupon: "SUMMER_FUN",
discount: 2.22,
index: 8,
item_brand: "Google",
item_category: "Apparel”,
item_category2: "Adult”,
item_category3: "Shirts”,
item_category4: "Crew",
item_category5: "Short sleeve",
item_list_id: "related_products”,
item_list_name: "Related Products”,
item_variant: "green”,
location_id: "ChIJIQBpAG2ahYAR_6128GcTUE0",
price: 9.99,
quantity: 1



o+

E-commerce purchases: tem|D © -~ '+

Q, Search..

ltem name ~ +

1 Lift the Flap Hidden World Series 3 Books Collection Set By
Libby Walden, Stephanie Fizer Coleman -

2 Never After Series by Emily Mclintire 4 Books Collection Set -
Fiction - Paperback

3 Off-Campus Series By Elle Kennedy 5 Books Collection Set -
Fiction - Paperback

4 Briar U Series by Elle Kennedy 4 Books Collection Set - Fiction -
Paperback

5 Priest Trilogy Series by Sierra Simone 3 Books Collection Set -
Fiction - Paperback

6 Shatter Me Series By Tahereh Mafi 7 Books Collection Set -
Ages 12+ - Paperback

; A Court of Thorns and Roses Series by Sarah J. Maas 5 Books
Box Set - Fiction - Paperback

8  Gift Wrap

9 Numberblocks Friends Six to Ten By Learning Resources - Ages
3+

10 Wipe Clean Learn to Write Activity 10 Book Set Collection Pack -

(@)anicca |

Ages 3+ - Paperback

17,940

100% of total

496

315

228

150

144

133

125

119

99

97

/120

Iltem revenue

£350,787.36
100% of total

£14,529.96

£10,466.90

£14,755.09

£4,821.65

£3,622.06

£7,437.89

£5,681.67

£356.21

£2,192.80

£990.41

Ecommerce Product Reporting

Last 28 days Aug 15 - Sep 11, 2023 ~

Rows per page: 10

First time

7.265
100% of total

14

45

46

32

34

22

34

107

95

88

-

Gotor |

408,014
100% of total

422

1,356

929

393

610

1,023

1,922

43

1,666

1,230

[ < ~ 7

1-10 of 29755 >

ltems added to

1,100,323
100% of total

106
982
681
419
531
786
981
562
304

368



User Purchase Funnel (For Ecom Sites

Closed funnel View funnel steps
Step 1 Step 2 Step 3 Step 4 Step 5
Session start 100%  View product 71.8% Addtocart 9.7%  Begin checkout 6.2% ' Purchase 46.9%

84K r

42K

Abandonment rate Abandonment rate Abandonment rate Abandonment rate
B 84K 28.2% B 193K90.3% B 19K 93.8% B 683 53.1%

@ ClniCCCI | /] 2] All rights reserved 2023



Do I have to Upgrade MV .
Tracking?

Most Likely Yes ..

BEcommerce

1. However if using existing ecommerce implemented
through Google Tag Manager Datalayer = You can
use G'T'M to convert universal schema into GA4
version, without having to upgrade on page code*

2. If not leave your UA implementation unchanged &
install GA4 in addition to your existing Universal

analytics
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T 1
New GA4 Ecommerce
datalLayer.push({ ecommerce: null }); // Clear the
EE; ‘ datalayer.push({
event: "purchase”,

ecommerce:
transaction_id: "T_12345",
affiliation: "Google Merchandise Store",
. value: 25.42,
AExtra product categories tax: 4.9,
shipping: 5.99,

provided and ability to rreney Usp

coupon: "SUMMER_SALE",

track in app purchases e [

{
item_id: "SKU_12345",

item_name:. "Stan and Friends Tee",
affiliation: "Google Merchandise Store",

ZANew metrics added eg S GLEmL
add_to_wishlist, view_cart, discount: 2.2
discount, currency item brand: “Google’,

item_category: "Apparel”,
item_category2: "Adult”,
item_category3: "Shirts”,
item_category4: "Crew”,
item_category5: "Short sleeve”,
item_list_id: "related_products”,
item_list_name: "Related Products”,
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Reporting
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Acquisition Reporting

1. By Channel Grouping

Channels in the Acquisition reports are rule-based groupings of the most-common sources of traffic, and include:
= Organic Search: The search engines from which traffic originated
= Social : Any referral site automatically recognised as being from a social site
= Referral: Any referring domain other than that identified as being not organic, paid or social
= Paid Search: Any paid traffic source identified by (cpc | ppc)
= Display: The display-ad content and campaigns from which traffic originated
= Email: Email campaigns identified by the medium of ‘email’
= Direct: Source exactly matches Direct AND Medium exactly matches (not set) OR Medium exactly matches (none)

2. By Source = the name of the source eg Google, Facebook, Bing, Spring Email Every visit to your site has a source, or point of origin — for

example, a search engine (e.g. google, yahoo, bing), a referring site (e.g. youtube.com, zazzle.com), one of your newsletters (spring_newsletter), or
users enter your URL or have it bookmarked (direct).

3. By Medium: = The type of traffic or Method in which users reached you eg Organic, PPC, Email, Direct, Affiliate, Referral

4. By Campaign = the specific campaign details of the traffic source identified by a campaign parameter eg “FB Spring Sale
Campaign 001"

5. By Keyword: The paid and organic search terms that brought users to your site. For Google organic searches, when SSL search is
enabled, Keyword has the value (not provided).
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Session Acquilsition

The session acquisition report shows you where both new and returning users

are coming from when they start new sessions.

4 Session default channel group

1 Unassigned

2 Referral

3  Paid Social

4 Paid Shopping

5  Paid Search

6  Paid Other

7 Organic Video

8  Organic Social

9  Organic Shopping

10 Organic Search

(@)anicca |
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-+

Sessions

392,607
100% of total

10,440
3,000
53,080
2,365
17,832
6,693
251
7,792
4,241

79,891

Engaged
sessions

354,981
100% of total

7,765
2,365
52,599
2,235
16,124
6,441
212
6,586
3,966

69,055

Average
engagement
time per
session

0Om 58s
Avg 0%

Tm 15s
Om 53s
Om 28s
Tm 10s
1m 39s
Om 46s
Tm 47s
Tm 16s
Om 46s

1m 28s

/127

Engaged
sessions per
user

1.18
Avg 0%

0.94
0.93
1.34
1.12
1.30
1.09
1.08
1.00

2.16

Events per
session

12.70
Avg 0%

15.12
11.66

9.31
10.62
18.28

7.51
18.24
15.50
11.10

15.60

Engagement
rate

90.42%
Avg 0%

74.38%
78.83%
99.09%

94.5%
90.42%
96.23%
84.46%
84.52%
93.52%

86.44%

Event count
All events «

4,986,449
100% of total

157,831
34,985
494,345
25121
325972
50,273
4,578
120,744
47,070

1,246,132

Conversions
All events -

1,707,458.00
100% of total

49,544.00
11,363.00
225,138.00
10,144.00
101,072.00
23,414.00
1,311.00
38,239.00
15,786.00

381,753.00



User Acguisition

Use the User acquisition report to see which channels are bringing in first
time (New) users. Choose from a range of user dimensions:

First user defa.. channel group -~

1 Direct

2 Cross-network

3 Organic Search
4 Paid Social
5 Paid Search

6  Organic Social

+

Event count
All events -~

4,986,449
100% of total

1,963,353
902,142
1,237,192
489,626
300,246

116,672

Conversions
All events -

1,707,458.00
100% of total

478,762.00
365,215.00
379,962.00
222,049.00

94,069.00

37,395.00

Total revenu

£316,928.09
100% of total

£117,655.61

£84,026.69

£25,684.39

£23,461.25

£19,188.04

£2,618.38

Cross-network is from Google Ads (Performance Max Ads)

(0)anicca |
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First user default channel group

First user medium

First user source

First user source / medium

First user source platform

First user campaign

First user Google Ads ad network type
First user Google Ads ad group name

First user Expanded channel groups



Google Ads & Search Console

Reports snapshot Acquisition overview @ - BRI Apr
i Paid Search 493
Realtime TOP COUNTRIES USERS
300 . .
0 Social 407
United Kingdom 9 Emc octa
Life cycle ~ 0 i
Y 200 Pakistan 1 T'I 346
~ Acquisition 100 Vietnam 1 Referral 101
0 Paid Social 80
Acquisition overview 08 22 -
May
User acquisition View realtime - View user acquisition -
Traffic acquisition
ORGANIC SEARCH TRAFFIC GOOGLE ORGANIC SEARCH QUERIES
»  Engagement Where to Access Google Ads and Search Con%
»  Monetization Sessions ¥ by Sessions ¥ by Organic google search impressions Organic google search clicks ¥ by
Session default channel gro... = Session Google Ads campai... ¥ by Landing page « Organic google search query
Retention SESSION DEFAULT .. SESSIONS SESSION GOOGLE .. SESSIONS LANDING PAGE ORGANIC GOOGLE ... ORGANIC GOOGLE ...ORGANIC GOOGLE ..
Organic Search 2.2K UK _SRCH ...& CONTENT 284
_oame e PR —— No data available No data available
User ~ Direct 1.4K UK_SRCH - ...cca Brand 199
. Paid Search 667 UK_SRCH - ... Marketing
*  Demographics —_— —_—
Organic Social 523 UK_SRCH - PPC
o U Email 421 UK_SRCH - SEO & Tech 55 =~
Referral 263 UK_SRCH - Social 13
Paid Social 83 UK_SRCH - ...+#30km Only 5
View traffic acquisition — View Google Ads campaigns — View Google organic traffic acqu... = View Google organic search quer... —»

< 3 Library



Google Ads Reporting

A | Reportssnapshot Google Ads campaigns: Session Google Ads campaign @ ~ @ +

Realtime
Life cycle . Digital Market...
@ - P UK_SRCH - UK_SRCH
Acquisition PPC 10

@ UK_SRCH - Digital Marketing
13 Acquisition overview UK_SRCH - ®
SEO & Tech ®
= User acquisition e
Traffic acquisition 0 100 200 400 0 0@
0 100
SESSIONS
» Engagement
»  Monetization
Q, Search..
Retention
Session Google Ads campaign ~ -+ Users + Sessions Engaged sessions Google Ads clicks Google Ads cost
User ~
- h Totals 508 646 380 656 £2,306.40
B 100% of total 100% of total 100% of total 100% of total 100% of total
» Tech
1 UK _SRCH - PR & CONTENT 246 279 144 328 £1,115.41
2 UK_SRCH - Anicca Brand 106 196 138 140 £141.73
3 UK_SRCH - Digital Marketing 66 71 48 77 £461.71
4 UK_SRCH - PPC 49 52 20 59 £285.12
5 UK_SRCH - SEO & Tech 30 3z 20 37 £216.94
] UK_SRCH - Social 8 11 8 9 £59.39
7 UK_SRCH - PPC PPC - Leicestershire +30km Only 5 5 2 6 £26.10
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Google Search Console Reporting

Q, Search.. Rowsperpage: 10~  Goto: _ 1 1-100f902 »
Landing page - —+ +0rganic google Organic google Organic google Organic google Use
search clicks search search click search average
impressions through rate position
Totals 1,859 591,259 0.31% 53.95 1,377
100% of total 100% of total 100% of total 100% of total 100% of tota
1 /images/Web-development-proposal-Anicca-Solutions. pdf 399 9,550 418% 34.45 C
2 ! 289 110,855 0.26% 54.05 278
3 /blog/free-social-audit-tools/ 165 5810 2.84% 53.12 164
4 /leicester-digital-live-2022/ 142 4,190 3.39% 33.28 132
5 /pricing-rate-card/ 17 6,295 1.86% 21.18 107
6 [2UTM_source=GMB_listing&UTM_medium=organic 74 8,995 0.82% 4.00 99
7 /blog/wordpress-site-hacked-fake-spam-urls-resolved/ 69 1,965 3.51% 51.85 65
8 /blog/ppc-agency-costs-to-manage-adwords-pay-per-click/ 46 26,542 0.17% £8.51 47
9 /blog/creating-a-google-shopping-feed-from-scratch-using-googl... 35 6,452 0.54% 4711 35
10 /grant-funded-digital-skills-bootcamps/ 35 2,501 1.4% 28.93 A
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What does Direct / None mean

1 (direct) / (none) 29,881 40,544 30,985

Direct/none means Analytics can’t determine an entrance source for a particular user. It has
received no referral information for this user and can’t tell you exactly how their session on your
site started.

1. User typed directly in browser or came via bookmark

Any untagged or improperly tagged source without referrer information

Mobile applications that don't send a referrer.

Word/PDF documents that don’t send a referrer.

‘302 redirects’ that sometimes cause the referrer to be dropped.

During http to https redirect (or vice versa) the referrer is not passed because of security reasons.

All such traffic is treated as direct traffic by Google.

©® N oA W N

Can include Dark Social link clicks from Email, Text messages/SMS, Messaging apps like WhatsApp |
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https://datadrivenu.com/google-analytics-sessions/
https://datadrivenu.com/google-analytics-sessions/

What does ‘Not Set’ mean

‘ (not set) ‘ 2,284 1,695

(not set) is a placeholder name that Analytics uses when it hasn't received any information for
a dimension.

« Session source / medium will report (not set) for sessions where the automatically collected event session_start is
missing.

*  Not set can appear in Google Ads reports when:
«  Google Ads account and Analytics property are not linked
« Auto-tagging is not enabled
« Traffic from unlinked Google Ads accounts
«  Manually tfagged destination URLs with incomplete or incorrect UTM parameters
« (other) is the value Analytics uses for an aggregated row due to cardinality limits.
« Unassigned is the value Analytics uses when there are no other channel rules that match the event data
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GA4 Default Channel Definitions

Reports snapshot

(A JES | Traffic acquisition: Session default channel - See which digital channels are

- T p— T Users driving visits and conversions fo
o your website
ife cycle A
~ Acquisition ° ChOnne-I-S grqr%p / bundle traffic
N 1433 sources together
100% of total . .
User acquisition _ « Review conversion rates and
| | o lEErEEEe e revenue for each channel
Traffi isiti
rarric acquisition ) Direct 4'026
- Engagement - Unassigned is the value
o .
S G D S08e Analytics uses when there are
4 Referral 1,045 no other channel rules that
Events
5 Organic Social 108 match the event data.
Conversions
. 6 PaidSearch 134 * (other) is the value Analytics
ages and screens
| 7 Unassigned 92 uses for an aggregated row due
Landing page s Emai , to system defined limits over the
O Library amount of rows that can be
9  Organic Video 2 repor‘]‘ed
10 Paid Social 1
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GA4 Default Channel Definitions

Channel Analytics definition
° GA4 Wi” gr:oup Trgffic Channels for Google Ads traffic
based on ifs own rule
based classification. Paid Shopping | Source platform is “Google Ads'
AND

Google Ads campaign type is "Shopping”

 You need to be aware
Of _I_his Wheﬂ yOU Ore Paid Search Source platform is "Google Ads"
setting your UTM P
C(]mp(]ign Source Qﬂd Google Ads ad network type is one of ("Google Search”, "Google Partners”)

medlums Paid Video Source platform is "Goagle Ads"
AND
. Google Ads ad network type is one of ("YouTube Search”, "YouTube Videas")
* You can find the rule
deflnlhons here Display Source platform is "Google Ads"
AMD

Google Ads ad network type is one of ("Google Display Network™)
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https://support.google.com/analytics/answer/9756891?hl=en

Track Campalgns with UTM Tracking
Codes

Allow campaigns to be recognised within Google Analytics by adding
utm parameters to your campaign links

in

o\@
O

—)

https://anicca.co.uk/?utm_source=facebookSutm medium=paidsocialGutm_ campaign=winter sale 2020
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https://anicca.co.uk/?utm_source=facebook&utm_medium=paidsocial&utm_campaign=winter_sale_2020

U'TM Builder Tool

Use the Google Analytics free builder tool to help you create your utm links

Enter the website URL and campaign information

Fill out all fields marked with an asterisk (*), and the campaign URL will be generated for you.

website URL *
https://anicca.co.uk/paid-search/

The full website URL (e.g. https://www.example.com) S h a re th e g e n e rated Ca m p a i g n U R L

campaign ID

0001 Use this URL in any promotional channels you want to be associated with this

custom campaign.

The ads campaign id.

campaign source *

facebook generated URL

https://anicca.co.uk/paid-search/?utm_source=facebook&utm_mediu
m=paid_social&utm_campaign=summer_offer_10&utm_id=0001&utm |_ﬁ

The referrer (e.g. google, newsletter)

campaign medium *

paid_social _content=carousel_ad

Marketing medium (e.g. cpe, banner, email)

i e [] Set campaign parameters in the fragment portion of the URL (not recommended)
summer_offer_10 shortened URL

ribal e sndn R e S e I e e s L Click shorten link to shorten your generated URL. SHORTEN LINK

campaign term

Identify the paid keywords

campaign content
carousel_ad

Use to differentiate ads
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GA4 UTM Parameters

utm_source * (i.e the platform sending the traffic) Source, First user source, Session source

utm_medium * (i.e the general type of traffic think of this as | Medium, First user medium, Session

a category) medium

utm_campaign * (i.e the campaign name) Campaign, First user campaign, Session
campaign

utm_term (i.e the keyword, ad headline, email subject Manual term, Session manual term, First

lin e) user manual term

utm_content (i.c Use utm_content to differentiate ads or Manual ad content, Session manual ad

links that pOiITE to the same URL ) content, First user manual ad content

utm_id (Used to identify a specific campaign or promotion Source platform, Session source platform,
First user source platform

Failure to not include UTM tracking will result in campaign information not being passed and source data not accurately
being identified in GA.
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Use “secondary dimension” ror campalgns

e

Q, Try searching "how many users last month vs last year”

A0 Analytic: V& -

H Reports snapshot

@ Realtime

o+

Users by Session Expanded channel groups over time

< ~ 7

Last 28days  Aug 25 - Sep 21, 2023 ¥

Traffic acquisition: Session default channel group @ -

Users by Session Expanded channel groups

Business objectives ~ 10k
Generate leads Direct
@ Drive online sales aK
Cross-network.
Raise brand awareness
BIC
Organic Search
Examine user behavior
4K Paid Secial
Developer ~
Firebase % Paid Search
Life cycle ~ 0 1} 20K 40K GOK BOK 100K
27 03 10 17
Acquisition Aug Sep
@ Direct @ Cross-network @ Organic Search @ Paid Social @ Paid Search
Acquisition overview
User acquisition: First user ... Q, Search.. Rows per page: 10 ¥ Goto 1 1-100f223
S S TS S ik Session Expande..channel groups ~ Session campaign v X 4 Users Sessions Engaged Average Engaged Events per Engagement
i -
Engagement _s_g_s_gjl_)_r]
Monetization 314,725 405,528 367,550 1m O1s 147 13.05 90.63%
100% of total 100% of tota 100% of total Avg 0% Avg 0% Avg 0% Avg 0%
Retention
1 Direct (direct) 99,828 115,816 104,228 Om 52s 1.04 12.99 89.99%
Revenue ~ R .
p Organic Search (organic) 61,660 81,978 70,089 1m 253 1.14 14.90 85.9%
Revenue PMax: All Book Titles
3 Cross-network 42,648 51,858 49,111 Om 41s 1.15 9.78 94.7%
(Non-Structured)
Products bought PMax: Age Grouns
4 Cross-network - A9 P 15471 18,905 18,078 Om 47s 1.17 10.48 95.63%
(Structured)
Search Console ~ . .
5  Paid Social engagement 10,482 13,674 13,592 0m 258 1.30 8.99 99.4%
Search Conscle . )
6 Paid Social Engagement 7,803 10,005 9,849 Om 28s 1.25 9.35 98.44%

(@)anicca |

/140




Campalgn UTM Examples:

Keep naming conventions lowercase and use _underscores for spaces. These are just some recommended examples,
however campaign naming and tagging should be based around your own business and reporfing needs.

facebook organic (organic search) backZschool advertorial win20off
google cpc (paid search) academy_launch advert signup
youtube email certification005 carousel_ad learnmore
newsletter affiliate conference_launch message_ad
linkedin webinar web_banner_ad_120x9
twitter podcast o0
instagram guest_post
pinterest event

paid_display

organic_social

paid_social

(@)anicca | /141



Campalgn Naming Structure

Using a consistent and proper naming structure for your campaigns will help you easily filter
and identify your campaigns. There are many ways to do this.

By Product Variable: cg Brand, category, Sub Category, Product Name
By Offer: cg Promotion name / sale name

By Targeting Variable: cg L.ocation, Ad type, Campaign Objective, Audience,
Placement, Traffic Source
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Example Campalign Naming

us_nike_running pegasus_100ff remarketing

[Geo] [Brand] [Category] [Sub-category] [promotion] [objective]

Recommendations

e Pick a standard delimiter (e.g., underscore, dash, or pipe) to mark where one
variable ends and the next begins.

« Use all lowercase to prevent against capitalisation

Do not include blank spaces
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Custom
Dimensions &

Metrics

(@)anicca |



Create Custom Dimensions & Metrics

Admin > Custom Definitions

For dimensions and metrics that don’t exist within GA4, you can choose to create your own ‘custom dimensions’ based on
things that are relevant to your needs. This can help you with understanding and analysis based on data tailored to your
business analysis needs. Set at a User level, event level, or product level. You can set upto 50 custom dimensions® and 50
custom metrics*

. Quota information
Custom definitions

Custom dimensions Custom metrics Create custom dimensions

User

Dimension name T Description Scope Property/Parameter Last changed

Author Name Event author_name 16 Mar 2023 :
Member Renewal Date Event Tjear;ber_renewal 16 Mar 2023 :
Subscription Type Event zubscription_typ 16 Mar 2023 :
User ID User userlD 16 Mar 2023 E
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Detine your own Custom Channel Groups

Custom channel groups are available to all clients and you can use them across standard and
custom reports and explorations to see current and historical views of your campaign channels.

™ Conversions Channel Groups
2= Audiences

Q, Search Create new channel group
D‘ho Custom definitions

Name Last modified Description

((

w Data Settings

Default channel group GODQ'? Analytics
' predefined channel group
Data Collection

Data Retention
Data Filters

Channel Groups
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Attribution Reporting

You will need to have at least one conversion event in order to use attribution reporting.

A Advertising snapshot Conversion paths ©@ =~ 117 conversion events ~ o { + } Last28days Apr25 - May 22,2023 ~ & AZ
m Performance ~
Conversions by Default channel group ¥ using Cross-channel data-driven model~
All channels — TTTTTTTTTo
Attribution ~ Early touchpoints Mid touchpoints GEEIED Late touchpoints o
@ Model comparison
Conversion paths Paid Social I Paid Social . Cross-network
Cross-network I Affiliates I Direct
. Organic . .
Affiliates I Shopping I Paid Social
Qrganic Search I QOrganic Search I Paid Search
Organic } .
Shopping | Cross-network I Affiliates
8 more I 7 more I 10 more
0 1K 2K 0 1K 2K 0 1K 2K

(@) anicca | /148



Compare Attribution Models

Model Comparison ®@ ~ 17 conversion events ~ o + : Last28 days Apr25- May 22,2023 v &
Attribution model (non-direct) Attribution model (non-direct)

Cross-channel last click model ~ ~  Cross-channel data-driven model  chenge

Default channel group ~  + ¥ Conversions Revenue Conversions Revenue Conversions Revenue
8,322 £286,170.87 8,322.00 £286,170.86 0% >-0.01%

100% of total 100% of total 100% of total 100% of total

1 Cross-network 2,442 £73,581.67 2,513.70 £75,981.98 2.94% 3.26%
2 Direct 1,914 £64,053.58 1,914.00 £64,053.58 0% 0%
3 Paid Social 1,224 £33,261.95 1,222.45 £33,361.07 -0.13% 0.3%
4 Paid Search 677 £26,820.86 610.82 £24,005.15 -9.78% -10.5%
5 Affiliates 621 £26,404.61 683.57 £29,541.95 10.08% 11.88%
6 Organic Shopping 557 £26,874.52 544.54 £26,447.30 -2.24% -1.59%
7 Organic Search 445 £19,068.42 421.65 £18,379.12 -5.25% -3.61%
8 Unassigned 130 £4,908.24 128.82 £4,682.14 -0.9% -4.61%
9 Paid Shopping 100 £3,181.10 79.53 £2,293.52 -20.47% -27.9%
10  Organic Social 71 £2,178.62 65.71 £1,921.69 -7.44% -11.79%
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®

.. Ar‘.a|y‘tics Q Try searching "link with Ads"

¢

Reports snapshot Collections ®)

f
Realtime
0 Business objectives @ Life cycle @

H User (D H
Life cycle ~ Unpublished - ‘) Business object.. © Published - & Life cycle @ Published -+ ) User
»  Acquisition [ Generate leads 03 Acquisition [ User Attributes
@ l_ 5 Drive online sales £ Engagement 5 Tech
» > [Engagement [ Raise brand awareness £ Monetization
»  Monetization ' 3 Examine user behavior £ Retention
Create new collection
Retention
User ~ Edit collection Edit collection Edit collection

~ User Attributes

Overview

Demographic details
‘ + Create new report 0 Create overview report
Audiences

T Tech Name Creator Last modified |- Template Collection Description ﬁ Create detail report
Overview
Generate leads Generate leads Business
Tech details overview overview objectives

Business
Audiences Audiences objectives,Use
r
Business
User acquisition User acquisition objectives,Life
cycle
Business
Traffic acquisition Traffic acquisition objectives,Life
cycle
Business

User count by medium, along with
engagement, event-count, conversion,...

User count by source/medium, along
with engagement, event-count, conver...

Landing Page by Views, New users,

Landing page Landing page objectives,Life Conversions, and Total Revenue.
[ Library cycle

Drive online sales Drive online sales Business
¢ overview overview objectives

<

Business



Start from a template

anicca |

Blank

Add dimensions, metrics, and other cards.

User acquisition

User count by medium, along with
engagement, event-count, conversion, and
revenue metrics

Dimensions: First user default channel group,

First user medium, First user source, First user ...

Conversions

Dimensions: Event name

Ecommerce purchases
ltem purchases by views, cart activity, and
revenue.

Dimensicns: ltem name, Item 1D, Item category,
Item category 2, Item category 3, Item category

Traffic acquisition

User count by source/medium, along with
engagement, event-count, conversion, and
revenue metrics

Dimensions: Session default channel group,

Session source / medium, Session medium, Ses..

Pages and screens

Web pages and app screens by total views,
number of users who viewed each
page/screen, average engagement time, and

Dimensions: Page title and screen class, Page
path and screen class, Page title and screen na

Checkout journey

Dimensions: Device categery, Country, Region,
City, Language, Age, Gender, Browser
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Building a custom report

«— Create new

Events

Event count by event name, along with total
users that triggered the event, event count per
user, and revenue per event

Dimensions: Event name

Landing page

Landing Page by Views, New users,
Conversions, and Total Revenue.

Dimensions: Landing page

In-app purchases

Product purchases by quantity and revenue.

Dimensions: Product ID



Select a template

« Create new collection

Blank

'— Create a blank collection and add topics and
reports.

Start from a template

[ Firebase App developer Acquisition

Retention
Engagement
Monetization

Ideal for Android and i0S app developers;
focuses on the in-app user experience.

oooo

0 Acquisition Life cycle Search Console
0 Engagement Helps you understand your customer’s full

0 Monetization experience from acquisition to retention

O Retention

[ User Attributes User
0 Tech

Generate leads
Drive online...
Raise brand...
Examine user...

Helps you understand your customer's
demographics and the technology they use.

oooo

(0)anicca |

Games reporting

Ideal for game developers and marketers;
utilizes dimensions and metrics relevant to
app-based games.

Search Console

For Search Console integrations

Business objectives

These reports are customized to your business
objectives, such as sales targets, customer
metrics, and more
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Search Queries report

All accounts > 1 Anicca.co.uk

N | Ana|yt|cs 1. Anicca.co.uk - GA4  ~ Q, Try searching "link with Ads
& Back ¥ Customize report
Google Organic Keywords Last 28 days Aug 25 - Sep 21, 2023

Y- Stream ID exactly matches ‘anicca.co.uk’ |

Dimensions

Metrics

REPORT FILTER

Organic google search clicks over time Organic google search clicks by Organic google search query
100 Stream ID exactly matches
‘anicca.co.uk’
anicca digital
80
annica CHARTS
60 annica digital i Line Chart
website : Bar Chart
w0 development...
leicester digital
live REPORT TEMPLATE
20 Queries
0 20 40 60 80 100
: SUMMARY CARDS
27 03 10 17
Aug Sep
= Organic google search clicks
by O i I h ..
Q_ Search. Rows per page: 10~ Goto: 1 1-100f 16109 > y Mrganic google searc
Organic google search query = + { Organic google search Organic google search Organic google search click Organic google search + Create new card
clicks impressions through rate average position
425 409,660 0.1% 60.85
100% of total 100% of total Avg 0% 100% of total
1  anicca digital 87 219 39.73% 1.36
2 annica 21 314 6.69% 3.49 E
3 annica digital 20 48 41.67% 1.00

website development probosal samble . - R N
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. All accounts » 1 Anicca.co.uk am . ]
N | Analytlcs 1. Anicca.co.uk - GA4  ~ Q Try searching "link with Ads" . m e : -“‘
ﬁ Reports snapshot 0 AllUsers | Addcomparlson+ i Last28 days Aug 25 - Sep 21,2023 ~

Realtime
m Queries: Organic google search query @ W <~ 7
Business objectives ~

» Generate leads

@ » Drive online sales

L 3
Organic google search clicks over time Organic google search clicks by Organic google search query
» Raise brand awareness
100
» Examine user behavior . o
aniceca digital
Life cycle ~ &0 . -
annica
»  Acquisition
60 annica digital -
» Engagement
website
development...
Search Console ~ 40
leicester digital
~ Search Console live
5 20
Queries I 0 20 40 60 80 100
Google organic search traf... 0
27 03 10 17
Aug Sep
User A
» User Attributes Q_ Search.. Rows perpage: 10~ Goto: 1 1-10 of 16100 >
»  Tech Organic google search query ~ + + Organic google Organic google search Organic google search Organic google search
search clicks impressions click through rate average position
425 409,660 0.1% 60.85
100% of total 100% of total Avg 0% 100% of total
[0 Library
1 anicca digital 87 219 39.73% 1.36 El

¢ < 2 annica 21 314 6.69% 3.49



Explorer

L]
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L'

New Explorer Area

Techniques
| ~
I | -:
1 /
| ! -
L]
Blank Free form Funnel exploration Path exploration Segment overlap
Create a new exploration What insights can you uncover with custom [l What user journeys can you analyze, segment@What user journeys can you uncover with tree What do intersections of your segments of
charts and tables? and breakdown with multi-step funnels? graphs? users tell you about their behavior?
L] > ® -
I
I
I
I
User explorer Cohort exploration User lifetime
What individual behaviors can you uncover by What insights can you get from your user What can you learn by analyzing the entire
drilling into individual user activities? cohorts behavior over time? lifetime of your users?
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unnel Analy

Analysis Name:
Checkout Behavior Fu...
(read-only)

Dec 28, 2020 - Jan 24, 2021

SEGMENTS

us

Direct traffic
Paid traffic
Mobile traffic

Tablet traffic

DIMENSIONS

Event name

Gender

Device category

User medium: Cros...

| Country

METRICS

TECHNIQUE
S Swep 1
Begin Checkout

8K

Wisualization

Standard funnel

MAKE OPEM FUNNEL

SEGMENT COMPARISONS

STEPS ‘

Begin Checkout
W 253 147%

Billing & Shipping

Step
Review

1. Begin Checkout
Purchase

EREAKDOWN

Device category

2. Billing & Shipping

SHOW ELAPSED TIME »

3. Review
MEXT ACTION
FILTERS

4. Purchase

Device category
Total
desktop
mobile
tablet
Total
desktop
mabile
tablet
Total
desktop
mabile
tablet

Total

SIS —

100%

Users (% of Step 1)
1,722 (100.0%)
1,511 (100.0%)
205 (100.0%)

6 (100.0%)
1,468 (85.3%)
1,308 (86.6%)
155 (75.6%)

6 (100.0%)

630 (36.6%)
569 (37.7%)

60 (29.3%)
1(16.7%)

427 (24.8%)

Step 2

Billing & Shipping

\ 4

W 839 571%

Completion rate
85.3%
86.6%
75.6%

100.0%
42.9%
43.5%
38.7%
16.7%
67.8%
70.1%
46.7%

0.0%

Abandonments

253

203

50

]

&39

739

95

203

170

32

A

Swep 3

85.3% Review

4

W 203 322%

Abandonment rate

14.7%

13.4%

24.4%

0.0%

57.1%

56.5%

61.3%

83.3%

32.2%

29.9%

53.3%

100.0%

Build Your Own

= Step1 First open/visit

first_open -

OR

first_visit -
AND

is indirectly followed by

= Step 2 Organic visitors

User acquired campaign ... ~

AND

contains organic X

is indirectly followed by

= Step 3 Session start

session_start -

AND




Path Analysis

Analysis Name:
*Page Path Analysis

Custom

Dec 16, 2020 - Feb 8, 2021

SEGMENTS

us

Direct traffic

Paid traffic

Mabile traffic

Tablet traffic

DIMENSIONS

Event name

Gender

Device category

User medium: Cros...

| Country

METRICS
| Active users
| Event count

| Total users

-

-

TECHNIQUE

Path analysis

SEGMENT

Drop or select segment

NODE TYPE

| Event name
| Page title and scree._..

| Page title and scree._..

VIEW UNIQUE NODES
OMNLY .

BREAKDOWN

Drop or select dimension

VALUES

Event coumt

FILTERS

Drop or select dimension or
metric

NODE FILTERS

Mo node filkers applied.

S5TEF-5 4

Page title
= and scree...

SEOQ Leicester | Your St_..
1

Options to choose from starting point or end point

STEF -4 4
Page title
> B and scree..
Contact Us | Anicca Di...
1

STEF-3 STEF-2 4
Page title Page title
> 8 and scree.. > 8 and scree...

Contact Us | Anicca Di...

Digital Marketing Agen..
4 10

Digital Marketing Agen..
2

How Much Should | Pa..
1
Meet the Anicca Digita... International SEQ Age
]

:
SEO Leicester | YOUT St gy proquct Placement PR .
:

+2 More
3

Start over

STEF-1 4

Page title
and scree...

> B2

Thank you for contacti..
15

+1 More
1

5 ¢ & a

EMDING POINT

= B3 Event name

contact_form_submitt...
16



User Lifetime Reporting

Available only in Explore.

a First Source v e 0 -+ S cC & & A~
First user source Total users VLTV: Total Lifetime transactions: Total
Totals 851,655 £735,526.14 18,159
100.0% of total 100.0% of total 100.0% of total
2 bing 47,036 £52,887.07 1,077
3 facebook 46,708 £20,704.57 664
4 instagram 1,187 £503.32 20
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Custom Reports Examples

Acquisition Report

Top Page Report

Landing Page Report

User Lifetime Acquisition by Traffic
User Lifetime Acquisition by Date
Search Term Report

Google Ads

Search Console (Data NOT AVAILABLE IN EXPLORATIONS)
Site Search Report

Video Plays

Video Completions

* file_download

« Create a funnel exploration report for checkout (Google Merch Store
Example)

« Bonus - Path exploration
(@)anicca | /163




Section 6:
Bullding GA4
Audiences

anicca |



Creating Audiences within GA4

Audiences let you segment your users in the ways that are important to
your business. You can segment by dimensions, metrics, and events to
Include practically any subset of users.

/1 Set at a user, session, or event level

/1 Set based on demographic, age, gender, location

/1 Set based on level engagement or activity carried out
/1 Set by time period 1.e same day, past 7 days etc
/1 Set by sequence of activities carried out

/1 Audiences can update dynamically

/1 Choose to exclude temporarily or permanently
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Example Audlences

A Users that added item to basket but didn’t convert

A Users who downloaded content and engaged within last 30 days
/1 Users who came from social media

A Users who subscribed to email

A High value spenders who spent X amount

Choose from Prebuilt Audiences and Custom Audiences.
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Audlences: Group Users By Engagement

Non- Engagers — users who immediately abandoned

Engaged Users - users who viewed 2 pages or more and hung around
for 1 minute or more?¢

Repeat Engagers — users who have came back to the site

High Intent users — showed signs of being interested in product or
service

Converted Users — users who purchased or signedup
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Create An Audience in GA4

ADMIN USER

Admin > Audiences > New Audiences
Setup Assistant Audiences © - o

[1] Property Settings

8 Events

Audience name Description Users @

—]1 Conversions

Audiences

ao Custom definitions
£ » Data Settings

Data Import

>

<=@ Reporting ldentity
Attribution Settings
O Property Change History

Dd Data Deletion Requests
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Create Your Audience

Start from scratch

Define an audience with whatever conditions you would like.
©  Create a custom audience

=

Use areference

Prebuilt audience suggestions for you to consider.

General Templates 2. Predictive
H A,
2 Recently active users \ Non-purchasers
Users that have been active in a recent period Users that have not made a purchase
§ Purchasers &‘? 7-day inactive users
Users that have made a purchase Users who were once active, but have not been active for the last

7 days

“&i‘ 7-day inactive purchasers

Purchasers who were once active, but have not been active for the
last 7 days
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Example:
Users Who came via Organic Search

< First Visit Organic Search

@ Provide a short description

. Include users when:

First user default
channel group

And

<+ Add condition group to inc

Add group to exclude

Condition*

contains

Organic Search|

At any point in time

[ Help center Cancel

Additional audience settings
MEMBERSHIP DURATION

O ‘ 30 ‘days

@ Set to maximum limit

AUDIENCE TRIGGER

+ Create new

One of your filter definitions is not
complete.

Summary

USERS IN THIS AUDIENCE

Audiences membership can be set to a max limit of 540 days (17 Months)

(@)anicca |
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Example: .
Users Who Viewed Specitfic Content ’

< Users who viewed Blog Page [ Help center  Cancel “

@ Provide a short description . . .
Additional audience settings

MEMBERSHIP DURATION
N [»] [ ]
@ Include users when: 2 - ] O | 30 days
_ (@ Setto maximum limit
page_view page_location page_location or ®
AUDIENCE TRIGGER
And Condition* + Create new
contains -
+ Add condition group to ing
blo
/I g Summary
Add group to exclude USERS IN THIS AUDIENCE
1K

Cancel Apply
99.8% of all users

Audiences membership can be set to a max limit of 540 days (17 Months)
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Users who carried out speciric event

(@)anicca |

& Users who Downloaded

[2) Provide a short description

@ Include users when:

Q Searchitems

Events
Dimensions

Attribution
Custom
Demographics
Ecommerce
Event

Gaming
General

Geography

file_download

first_open

first_visit
hubspot_form_catch_all
hubspot_form_contact
hubspot_form_demo_request
hubspot_form_free_trial
hubspot_form_quote_request
hubspot_form_webinar

in_app_purchase

/172

[/ Helpcenter Cancel

Additional audience settings

MEMBERSHIP DURATION

©[n o

O Set to maximum limit

AUDIENCE TRIGGER

+ Create new

Summary

USERS IN THIS AUDIENCE

22

0.2% of all users

INCLUDE

22

EXCLUDE



Example:
Users Who spent more than 3 minutes

<& Session Duration More than 3 mins (60 Days)**

B Viewed more than 3 pages but didn't complete any form

. Include users when: =1 g 0|
jESSt‘F'" > 180 Set session duration in seconds
uration

AND

user_engage
ment
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Repeat Visitors

. Include users when:

session_star

-

t value value
And Condition*
E -

+ Add condition group 1

{ ) Add group to exclude

Cancel Apply

(@) anicca | /174
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Multi Step Conditions !

Ability to build sequences based on steps and time taken

B Add adescription

Membership duration

. Include Users when: @ 30 days
Sequence 1 ne N B (O Set to maximum limit
Audience Trigger
= Step1 3 - 99
+ Create new
page_view - page_location contains blog X {  Add parameter Or
And Summary
| Users in this audience
is indirectly followed by v Within S Minutes ~ (@ 0.13% of all users

= Step2 - Include Exclude

file_download - . Add parameter Or

And
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GA4 Audience Limitations

As with any new feature, there are a few limitations to consider when
working with GA4 Audiences. Current limitations include:

Audience Limits:
* Alimit of 100 audiences per property
* A limit of 20 audience-trigger events per property

Nofte: If these limits are reached, audiences can be archived.

Time needed to build lists:
e |t can take 24-48 hours for the audience to accumulate users

e |t can take 24-48 hours for GA4 to add a new user to an audience
based on the specified criteria
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Audience Based Events

Condition scoping

. Include Users when: .
- Across all sessions
blog_article_view - Add parameter
AND . ' ™ Within the same session
academy_free_access - Add parameter
""""""""""" § Within the same event
And [
Audience Trigger

Log the following event when a user becomes a member of this audience MEI’T‘ibEfShID duration

Event Mame *
(Viewed Blog and Downloaded| @ 30 days

(O Set to maximum limit

|:| Log an additional event when audience membership refreshes

Audience Trigger

Cancel Save =+ Create new
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Predictive Audiences

- Purchase
probability

« Churn probability

- Predictive Revenue

(@)anicca |

Start from scratch

O
[=1

Create a custom audience

Suggested audiences

GENERAL

TEMPLATES

2~ PREDICTIVE New

Analytics builds predictive audiences based on behavior like buying or churning. Learn more

Likely 7-day purchasers

Target users who are likely to make a

purchase in the next 7 days

ELIGIBILITY STATUS
(@® Not eligible to use (3

Likely 7-day churning users

Target active users who are likely to not
visit your property in the next 7 days

ELIGIBILITY STATUS
@ Ready to use @

/178

at
-

Likely first-time 7-day purchasers

Target users who are likely to make their
first purchase in the next 7 days

ELIGIBILITY STATUS
© Ready to use ®

... Likely 7-day churning purchasers

Target purchasing users who are likely to

not visit your property in the next 7 days

ELIGIBILITY STATUS
© Ready to use @



Segmenting & Comparing Data in GA4

3 Main Wavs

. Report Comparisons cnable you to evaluate subsets of your
data side by side similar to segments in UA

2. Audiences can be used Iin Google Ads remarketing campalgns,
but segments can’t. You can builld audiences rom segments

3. Segments are available only In exploration reports, while
audiences are not
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Comparisons vs Segments vs Audiences

Report Comparisons Segments Audience

Available in

Exploration Reports o ‘/ *
Available in

Standard Reports ‘/ % ‘/
Available in Google

N % % v

s retfroactive ‘/ ‘/ %
Reusable % % ‘/

Note Segments can be turned into audiences. Test your audiences as segments first!
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Section /:
Correct Set-up
S 1mplementation
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Webinar on set-up & settings

E‘(jamicc
Last Call for - aniceca
Al _ anicec

4 .

= CCC
Ed Trumaor Anicca Digia -
@ ediruman '

@®anicca
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Installing &

Setting up GA4




Creating A New GA4 Property

(@)anicca |

Property creation

Business details Business objectives

Create a property

To measure your web and app data, create a Google Analytics 4 property. Each property you create holds all your
measurement data for any selection of websites and apps you choose.

Property details

Property name

Reporting time zone @

United States ~ (GMT-07:00) Los Angeles Time ~

Currency

US Dollar (§) ~

You can edit these property details later in Admin

/184
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Access Tag Details (Measurement ID)

ZO=all -+ Create Property

2. Anicca.co.uk - GA4 Property (212912...

Setup Assistant 2 | i0s Android Web Add stream ~

[1] Property Settings anicca.co.uk
https://anicca.co.uk/

Data Streams

1598427166 Receiving traffic in past 48 hours.

«, Property Access
&= Management

S Data settngs Access existing tag details by going to Admin >
2, Data mpor Property > Data Streams

=@ Reporting Identity
“2, Attribution Settings
D) Property Change History

Dd Data Deletion Requests
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Grab Your Measurement ID

Stream details

STREAM NAME STREAM URL STREAM ID MEASUREMENT ID
anicca.co.uk https://anicca.co.uk/ 1598427166 G-SSEWB22ZYT |U

4" Enhanced measurement
+

Automatically measure interactions and content on your sites in addition to standard page view measurement.
Data from on-page elements such as links and embedded videos may be collected with relevant events. You must ensure that no
personally-identifiable information will be sent to Google. Learn more

@ Page views @ Scrolls @ Outbound clicks @ Site search o Video engagement

9 File downloads Show less

€3

Measuring:
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Installing the GA4 Tag

3 Main Methods

© O -

1. Install via Google Tag 2. Implement via plugin 3. Install GA4 pixel
Manager (GTM)** (WordPress, Shopify) manually directly on
(recommended) page
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Google Tag Manager
Recommended Option

Tag Configuration
Tag Type
Google Analytics: GA4 Configuration

N Google Marketing Platform

Measurement ID (3)

G-SSEWB24567|

Send a page view event when this configuration loads

|:| Send to server container (®

>  User Properties

(0)anicca |

Manual Install

¢!-- Global site tag (gtag.js) - Google Analytics --»
<script async src="https://www.googletagmanager.com/gtag/ js?1d=G-55EWB22ZYT" »</scripd
<scripts»
window.datalayer = window.datalayer || [];
function gtag(){datalayer.push{argumsnts);}

gtag('js', new Date());

gtag( 'config', 'G-SSEWB22ZIYT');
</script»
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Google Analytics Account Structuring

e |tisrecommended that each business have a single Google Analytics account
e [tisrecommended that each website you own have its own GA4 property, in order to report separately.

e |tisrecommended that additional data streams are created only if you have a website app.

Website 1 Website 2
Property ID = 12265656 Property ID = 12265656

Data Stream 1 Data Stream 1 Data Stream 2
G-SSEWB22ZiO G-SSEWB22ZYT G-SSEWB22ABT
Website Website App
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Set Account & Property Level Permissions

e Add users at account level to give access to all properties OR Add users at a property level to give access to a single property.

e Note you willneed a Google associated email address to access GA4!

ADMIN USER

Y=v )88 - Create Account SLLELE -+ Create Property

1 Anicca.co.uk 1. Anicca.co.uk - GA4  (212912485)

Q & Account Settings Setup Assistant

sae Account Access Management ﬁ Property Settings

Y allFilters Property Access Management

Account Change History - = Data Streams
Trash Can Events

Conversions
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GA4 User Permissions

Administrator Full control of Analytics. Can manage users (add/delete users, assign any role or data
restriction). Can grant full permissions to any user, including themselves, for any account or
property for which they have this role.

Includes permissions of the Editor role.
(Replaces Manage Users permission.)

Editor Full control of settings at the property level. Cannot manage users.
Includes permissions of the Analyst role.

Marketer Can create, edit, and delete audiences, conversions, atftribution-models, events, and
conversion windows.

Includes permissions of the Analyst role.

ADC[IVSt Can create, edit, and delete certain property assets. Can collaborate on shared assets.
Includes permissions of the Viewer role.

Property assets include things like Explorations.

Viewer Can see settings and data; can change which data appears in reports (e.g., add
comparisons, add a secondary dimension); can see shared assets via the user interface or
the APls. Cannot collaborate on shared assets. For example, shared explorations can be
viewed, but not edited, by those with a Viewer role.
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https://support.google.com/analytics/answer/7579450
https://developers.google.com/analytics/devguides/reporting

. o Click Cast Stone Analytics ) Click Cast Stone - GA4 é
P e rm]_ S S 10]:-1 S Add roles and data restrictions “

Email addresses

|£ Ed@anicca.co.uk@ Enter email addresses

Notify new users by email

Direct roles and data restrictions @

Standard roles

Administrator

O

Full control of property. Learn more

Editor

Edit all data and settings for property. Cannot manage users. Learn more

Marketer

Edit audiences, conversions, attribution models, lookback windows, and events for property. Includes Analyst role. GA4 only. Learn more

Analyst

Create and edit shared assets like dashboards and annotations for property. Includes Viewer role. Learn more

Viewer

See report data and configuration settings for property. Learn more

None

O ® O O O

No role assigned. Learn mare
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Settings

Check
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Link Other Google Products

PRODUCT LINKS

Admin > Property > Product Linking A Google Ads Links

A New abilities to link to Google %, AdManager Links
products like Search & Display
360, Merchant Centre, BigQuery

/Audlence sharing > Display & Video 360 Links

BigQuery Links

AConversion Importing B Merchant center

Search Ads 360 Links

Search Console Links

</’
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DO Now

ries, clicks, search

Product Linking — Ones To
\ = See Landing pages, search que
O Impressions, ctr and more
Google Ads
— = See your conversions from free product listings
oo |

¢

SizEiel) Sl = Bring in cost metrics, clicks and i

mpressions

automatically. No more importing!

B = Share Audiences and Conversions from Google Analyfics

Merchant Centre
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Adjust Data Retention Settings

Data retention by default set to 2 months only > change to 14 months!

== Data Streams
User and event data retention
= Data Settings
Data Collection You can change the retention period for data you send that is associated with cookies, user identifiers, or advertising
Data Retention identifiers. These controls don't affect most standard reporting, which is based on aggregated data. Changes to
these settings take effect after 24 hours. Learn more
Data Filters
_ r 1
4 DataImport Event data retention (@) 5 ot
A Reporting Identity Reset user data on neW|ai 14 months
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Check Detault Attribution Settings

Attribution Settings

Reporti ng attribution model Affects conversion and revenue data

The attribution model used to calculate conversion credit in your reports within this Analytics property. Changing the

attribution model will apply to both historical and future data. These changes will be reflected in reports with conversion and BN =S
revenue data. User and session data will be unaffected. Learn about how attribution models affect your reporting data e — & _ ° _
Reporting attribution model oo , A’
: - Cross-channel Acquisition conversion events
Cross-channel data-driven model~ (i.e., first_open, first_visit) iﬁ |
' Il Data-driven (recommended) O 7 Days e
L ___x .___\I__
| Last click (® 30Days (recommended) [ |
lua  First click All other conversion evenis
_ (O 30Days
wn  Linear

() 60 Days

i Position-based (® 90 Days (recommended)
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Understanding Users, Visits & Interactions

‘ A User = Unique Visitor (based on stored cookie

- id lasting upto 2 years¥)

‘ /1 Session = Visits from new or returning users
Session Session (ends after 30 minutes of inactivity)

A/ Events = the activity a user does during their

Page View | | Page View Page View | | Page View visit. This can include multiple interactions
such as: page views, events, social
File Form interactions, and ecommerce transactions
. Add to Cart purchase
Download Submission

All sessions and interactions are fied to a user ID (or client ID to be more accurate). GA4 sets first party cookies as
a primary method for tying activity to users. * Most browsers store first party cookies a max of 13 months.
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How Does GA4 [dentity Users

There are four different ways Analytics can identify visitors on your site and mobile apps:

1. By Cookie & Device - First, Analytics can identify users with their device ID. This is also known as client ID. This ID is

set as a random id stored by a first-party cookie, so it's set automatically. It's stored on the user’s first visit and set to
remain for two years. In the original version of Google Analytics, this was the only way visitors were identified.

2. By User ID (if available): This ID is set by you with a unique identifier. With user ID, after the user has logged

into your site, your authenfication system can assign them this ID. This should be consistent across your mobile apps
and website for the same user.

3. Via Google Signals (if activated) : This is the newest option. It was previously available in Universal Analytics,
and you can enable Google signals in GA4 too. Note that Google signals is only available for users who have turned
on_Ads Persondlization. With this feature, Google develops a holistic view of how those users interact with your GA4
property from different browsers and devices. Helps to deduplicate users.

4. By Data Modelling - Estimates user activity when identifiers such as cookies or User ID aren’t fully available.
Without modeling, your reports won't account for data that can’t be directly observed. Helps to deduplicate users.
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https://support.google.com/analytics/answer/9445345?hl=en#zippy=%2Cin-this-article
https://adssettings.google.com/authenticated

oose A GA4 Reporting Identity

How would you like to identify your users?

@ Blended @ 1 inactive method

This identity evaluates: user ID, Google signals, device 1D, modeled data.

Uses the first available method, in this order:

User ID
Uses a customer-supplied |1D to differentiate between users and unify events in reporting and exploration.

Google signals
Uses information from users who are signed in to Google and who have consented to sharing this information.

Device ID

Uses the client ID for websites or the app Instance |D for apps.

@ Meodeling | ®2eTa

Estimates user activity when identifiers such as cookies or User ID aren't fully available. Without modeling, your reports won't account for data that can't
be directly observed. Learn more

Attribution and conversion modeling aren't affected by this setting.

Modeling is unavailable for this property. Once it's available, it will be turned on by default in your reports.

—. Dbserved
| ]

~ This identity evaluates: user |D, Google signals, device 1D,

~ Device-based

~ This identity evaluates: device ID only. Your reports may only reflect a subset of users.
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Measurement

Planning
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What Answers Do
You Need?

/1 How are people finding my website?

/1 What pages do users arrive on?

/1 What makes people convert

/1 Where and why do users abandon?

/1 Is my content engaging?

/1 What % users return to my website?

21 What % users convert?

/1 What is my best converting traffic source?
21 Which traffic sources drive sales?

/1 Is my website performing well?

/1 Am I being found in search engines?
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Why Measure & Track KPIs

/1 Because Google Analytics won't tell you how your business is

doing without them!
A It makes Google Analytics much more relevant to your business
A1 Allows you to find out how your website is helping your business
A1 Allows you to measure the effectiveness of your marketing
channels

A Attribute credit and ROI to different channels

/1 Better understand user behaviour and which audiences convert

Bottom Line: Whatever your website
- you need KPIs
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Align Metrics with Business Objectives

1. Define Business Objectives and Website Purpose — what is the purpose of the websitee eg Direct revenue
generation, Lead generation, servicing, education,2 How do these align with business objectives?

2. Map KPIs to quantifiable website metrics. How should these goals be measurede What Metrics can | use?
What should the Key Performance Indicators be?

Business KPI Example Web Metrics

Brand Awareness #New Users #Traffic , #Page views, #Document Views,
#Downloads, #brand referrals.

Increase Sales & Enquiries # Form Submissions, # Ecommerce Transactions
# Avg Order Value, # Subscription Signups

Increase Loyalty & Retention #Logins, #Sales from Returning Users,
#Days to purchase, #Renewal Rates

Engagement and Education # PDF Downloads, # Video Plays, #Blog Views
#Likes, Shares, Tweets
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Tracking KPIs as Conversions in GA

Within GA, Key Performance Indicators (KPIs) can
be tracked as ‘Conversions’

A conversion is a significant & valuable action taken
by a visitor on your website to complete a desired

objective, such as filling out a form or making a
purchase
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[dentity Primary & Secondary KPI

Since not all conversion actions are valued the same - Identify Primary (Macro) Goals and Secondary (Micro)

Primary Conversions Secondary Conversions

i.e. High level goals cantered around your i.e. smaller goals helping you achieve & measure
business objective progress to macro goals

Examples:

Signups for webinar
(oo [VIed MATYES

Examples:
Form Enquiries
Purchases

Subscriptions Funnel Completion Success
Video Plays
Social media shares
Brochure Requests
White paper download
Completed customer surveys

(@) anicca | /206



Ways to Track KPIs in GA

By PAGE URL D

When page url
contains /thankyou

view_search_ results

(@) anicca |

BY ACTION* k

click
file_download
scroll
video_start
purchase
add_to_cart
begin_checkout
login

*Code required

/207

BY TIME

If user is on site for X
amount of time

If user completes
action within X time




[dentity what you need to measure

» Spend time going through your website to
identify what needs to be tracked.

Start your

 |dentify primary and secondary conversion
types

» Track as much as you can, you may need
this data in future!

< and get FREE
One-Day Delivery

GQ_’I;M Prirm

- Site search and engagement

« Slider interaction

« Banner views & clicks

- ProductClicks& CIR . ————

« Addto carts

DEADPOOL
.
,_'

 Social Shares
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Thank you

ann@anicca.co.uk

Anilcca.co.uk
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