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About Ann Stanley

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!

2 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/

There 1s a marketing apocalypse coming!

Everything we know is changing:

71 Universal Analytics (GA3) replaced by GA4

/1 Changes to Cookies & privacy legislation - [oss of data & remarketing
tactics

/1 Automation by ad platforms for campaign delivery, bidding &
optimisation — making us redundant

/1 Al & Machine Learning - ChatGPT, Al & tools for use in marketing — these
will change our jobs!
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Get ahead with kevy technical changes

o\ ©O

GA4 Server-side

Migration Tracking Automation
& CAPI
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Strategy l:
GA4 migration &

customisation
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What happened on the 15t July?

1. Universal Analytics (GA3) should have stopped processing data

2. GA4 will be the only option going forward and you will only have
data from the date you created your account

3. A new GA4 account may have been automatically created from
your old GA3 account. If you did not manually manage this
process, then your existing settings, Goals (conversions) etc. will
have automatically been migrated

4. There is still time to customise your GA4 account
5. You have up to 1 year to access and archive your old GA3 data
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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
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Accessing reports, setting & data

GAA4 Interface
Admin & Reports Looker Studio

(+ Library)
Exploration Hub
Advertising

Settings Visualisation
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. All accounts > 1 Anicca.co.uk Q . A T e e .
.ll Analytics 1 Anicca.co.uk - GA4  ~ ry searching “link with Ads an O

LI1]

"¢

LD 0

()  Expl i i + +
) xplore Users Sessions Event count Conversions @ - ++ USERS IN LAST 30 MINUTES @ - ++
Advertisin : ) 2
@ 9 175.9% 1 46.6% 182.3% 133.0%
2K USERS PER MINUTE
1.5K I I
1K COUNTRY ~ USERS ~
500 Colombia 1
. i 0 United Kingdom 1
01 01 01
Jul Aug Sep
== Last 90 days = = Preceding period
Last 90 days - View reports snapshot = View realtime =
Recently accessed
'@ Untitled exploration @ Explore m Library @ Admin 5
today today today yesterday
Suggested for you

Sessions v by @ - Views by @ - Users ~ by Country ID ~ @ -

Session defaultc... = Page title and scree... EI
£ Admin SESSION DEFAULT .. SESSIONS PAGETITLE AND S.. VIEWS COUNTRY L]

Organic Search 382 129.5% Free & Grant-Funded ... 439 t111.9% United Kingdom 508  tode%




Settings
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Webinar on GA4 set-up & settings

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

4 .

= CCC
Ed Trumaor Anicca Digia -
@ ediruman '

@®anicca
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GA4 Setup Assistant (In GA4 admin

. . ) . N
A Analytics All accounts ~ Q, Try searching "Data Streams "9 : ‘“‘

ADMIN USER

® 8 2>

1 Anicca.co.uk - 1. Anicca.co.uk - GA4 v (212912485) -
[y Account Settings Setup Assistant
(€
2% Account Access Management D Property Settings
Y AllFilters e Property Access Management
9  Account Change History <= DataStreams
i Trash Can g Events
1 conversions

Audiences

De

&6 Custom definitions
= » Data Settings
T, Datalmport

<A Reporting Identity

é 2, Attribution Settings
© 2023 Google | Analytics home | Terms of Service | Privacy Policy | [ Send feedback
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Connected accounts (as seen 1in GA4

. Analytics

ADMIN
[

All accounts ~

USER

ZGVER'M -} Create Property

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

Q, Try searching "Data Streams"

®

| <
&

Setup Assistant

To import settings to your GA4 property, use the tools below.

I @ This is your GA4 property. Any additional changes made to your connected Universal Analytics property will not be copied here.

Open connected property

O

0

'o

@ 5 % T ¢ i

[~

Dd

Property Settings

Property Access
Management

Data Streams

Events

Conversions

Audiences

Custom definitions

» Data Settings

Data Import

Reporting Identity

Attribution Settings

Property Change History

Data Deletion Requests

DebugView

Setup ASSiSta Nt  Connected to Anicca.co.uk - Universal

To confirm that your property is fully set up as desired, configure the settings below and mark the items
that are complete. Your smarter, more advanced data analysis awaits. Learn more about the Setup
Assistant

If you are new to Google Analytics, visit our training hub for videos, articles, and resources to get the most
from your data. Learn more about Google Analytics

7 | 7 marked complete

£ Start data collection

Collect website and app data
collect event data by adding the Google tag to your web pages. Learn more

& Customize data collection and display

Turn on Google signals
Access aggregated data from people with Google accounts who allow Ads Personalization. Learn more

Set up conversions
Identify the key user interactions most important to your business. Learn more

Define audiences

© 2023 Google | Analytics home | Terms of Service | Privacy Policy | [2] Send feedback

©® >

6 CONVERSIONS (@) >

13 AUDIENCES () %

e

nes

"¢

]_
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GA4
Configuration
steps
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Setup not started or incomplete

@ This is your GA4 property. Any additional changes made to your connected Universal Analytics property will not be copied here.
To import settings to your GA4 property, use the tools below.

Setup Assistant comec

To confirm that your property is fully set up as desired, configure the settings below and mark the items
that are complete. Your smarter, more advanced data analysis awaits. Learn more about the Setup
Assistant

If you are new to Google Analytics, visit our training hub for videos, articles, and resources to get the most
from your data. Learn more about Google Analytics

Open connected property

Start data collection

Collect website and app data
Collect event data by adding the Google tag to your web pages. Learn more

& Customize data collection and display

Turn on Google signals
Access aggregated data from people with Google accounts who allow Ads Persenalization. Learn more

Set up conversions
Identify the key user interactions most important to your business. Learn more

Define audiences

Find, group, and remarket to your most engaged visitors Learn more

N\ LinkGoogle Ads

Link to Google Ads
Connect to your Google Ads account, so your GA4 audiences and conversion-event data are exported to Google Ads by default. Learn more

Bid on GA4 conversions
Use Google Ads to bid on GA4 conversions Learn more

Target ads to GA4 audiences
Go to Ads and bid using GA4 audiences. Learn more

€3 Advanced setup (optional)

Not Started

ot Stared

ot Stated

2 AUDIENCES

Not Started

Not Started

Not Started
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Work through Set-up checklist

Start data collection

Need to install tag
gr?llllai?texen?j‘i;zz:gdz?rij?:;aeoogleTag10 your web pages. Learn more or ]'ink eXiSting Mok St )
GA3 account

) < . Eﬂﬁ Import from Universal Analytics
& Customize data collection and display [

Turn on Google signals . o NotStarted  » Ftl Manage conversions
Access aggregated data from people with Google accounts who allow Ads Personalization. Learn more

Setup conversions . _ _ e
Identify the key user interactions most important to your business. Learn more

@ Mark as complete

Qeflne audiences B 2 AuDiENGES S
Find, group, and remarket to your most engaged visitors Learn more

N\ LinkGoogle Ads

Link to Google Ads NotStatod >
Connect to your Google Ads account, so your GA4 audiences and conversion-event data are exported to Google Ads by default. Learn more

Eﬂ:ﬁ Import from Universal Analytics

Bid on GA4 conversions

) NotStarted  »
Use Google Ads to bid on GA4 conversions Learn more p Manage GOGQ|E Ads Iinks
Target ads to GA4 audiences NotStarted )
Go to Ads and bid using GA4 audiences. Learn more

@ Mark as complete

€3  Advanced setup (optional)
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Setup completed

Start data collection

Collect website and app data DATA FLOWING
Collect event data by adding the Google tag to your web pages. Leammore W e

€ Customize data collection and display

Turn on Google signals SIGNAL ON @
Access aggregated data from people with Google accounts who allow Ads Personalization. Learn more

To import settings to your GA4 property, use the tools below.

@ This is your GA4 property. Any additional changes made to your connected Universal Analytics property will not be copied here. Open connected property ‘

Set up conversions
Identify the key user interactions most important to your business. Learn more

1 CONVERSION @
Setup Assistant comectsdrocas ¢

To confirm that your property is fully set up as desired, configure the settings below and mark the items Define audiences

that are complete. Your smarter, more advanced data analysis awaits. Learn more about the Setup Find, group, and remarket to your most engaged visitors Learn more
Assistant

11 AUDIENCES ()

If you are new to Google Analytics, visit our training hub for videos, articles, and resources to get the most
from your data. Learn more about Google Analytics

717 marked complete

N Link Google Ads

Link to Google Ads
Connect to your Google Ads account, so your GA4 audiences and conversion-event data are exported to Google Ads by default. Leasmmore [ -

Bid on GA4 conversions

) ! 0 ADS CONVERSIONS @
Use Google Ads to bid on GA4 conversions Learn more

Target ads to GA4 audiences

0 ADS AUDIENCES @
Go to Ads and bid using GA4 audiences. Learn more

£83  Advanced setup (optional)

~
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Where to find “Settings”

@ This property has been created and set up for you based on your original Universal Analytics property, reusing existing site tags and settings where pos sible. You sh

A0 Analytics  Apicca tTest] Property - GA4 ~ R, T amaaing -Waxiai i

® 8B >
}

2)

=

-~ ((. ‘.t “\4‘“ 'y = ':i‘
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sSettings — Data retention

ADMIN USER
&= Audiences User and event data retention
& cAo Custom definitions

You can change the retention period for data you send that is associated with cookies, user identifiers, or advertising identifiers. These controls don't affect most standard
g w Data Settings reporting, which Is based on aggregated data. Changes to these settings take effect after 24 hours. Learn more about data retention settings

Lot Event data retention 2 months - 2 months £ |

123

Duta Fiers Reset user data on new activity @ @i

- 2 months v

Channel Groups

Data Import m Cancel | 14 mﬂ:gﬂﬂ I

<=8 Reporting Identity

(=

2, Attribution Settings Previousl-y-
O Property Change History unlimited
in GA3

Dd Data Deletion Requests

é DebugView
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Data Streams 1s where you choose the
sources of data e.g. website or app

ADMIN USER
P ty Set
Data Streams
+as Property Access
- Management
& : Al i0S Android Web Add stream ~
- Mot R Sl o 5513366716 Receiving traffic in past 48 hours.
3%  Events Aot apescas J\}:'J
9 Qonueime Additional setting and features can
s be activated within this section
,_f 1 defi
=
Dat
B3 Reg
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Data Streams > Go to Contigure Tag

X Web stream details I

@ Data collection is active in the past 48 hours

Stream details V4
STREAM NAME STREAM URL STREAM ID MEASUREMENT ID

TEST (Anicca) - GA4 http://www.test.com 5513366716 G-QPE6LFDN30 (O
Events

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. L e

Measuring: @ Page views @ Scrolls @ Outbound clicks  + 4 more @
Modify events
8 Modify incoming event ers, Leam >

Create custom events >

‘® Create new events from existing events. Le 1

e Measurement Protocol APl secrets >
Create an AP secret 10 enable additional events to be sent into this stream through the Measurement Protocol. Leamn more

Google tag w

Configure tag settings >
Configure your Google tag behavior, including cross-domain linking and internal traffic. Learn mote

> Manage connected site tags ‘ Ocomected >
Load tags for tional properties or products ng this stream's on-page Google tag. Lear

@ View tag instructions

Get instructions for how to imolement vour Gooale taa for this data stream. Learn more

v Dataflowing )
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Reporting
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.ll Analytics Q, Try searching "how to set up Analytics" @ 1i‘

Reports snapshot Last28days  Aug 25 - Sep 21,2023 ¥

Realtime

i < ~

Life cycle

Acquisition

Overview
Users by Session default channel group over time Users by Session default channel group

User acguisition

250
Traffic acquisition .
Organic Search

» Engagement 200

Direct

100 0 ic Vid
User rganic Video .

»  Monetization
150

Retention

v User Attributes 0 Referral I
Overview
= —— 0 0 500 1K 1.5K 2K
i i 27 03 10 17
Demographic details 2ug Sep
Audiences @ Organic Search @ Direct @ Unassigned @ Organic Video @ Organic Social
» Tech
Q, Search.. Rows per page: 10 ¥ 1-10 of 10
Session default channel group ~ + + Users Sessions Engaged Average Engaged Events per Engagement Event count C
sessions engagement sessions per session rate Allevents ~ Al
time per user
session
3,339 4,901 2,392 Om 07s 0.72 9.16 48.81% 44,891
100% of total 100% of total 100% of total Avg 0% Avg 0% Avg 0% Avg 0% 100% of total
1 Organic Search 1,579 2,338 1,398 0m 05s 0.89 10.71 59.79% 25,050
2  Direct 1,316 1,779 700 om11s 0.53 7.28 39.35% 12,959
3 Unassigned 250 378 102 0m 08s 0.41 9.57 26.98% 3,618 EI
Q [4 4 0Organic Video 156 189 104 0m 01s 0.67 9.16 55.03% 1,731
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All accounts > ScrawlrBox

ScrawlrBox - GA4 ~

0 Analytics

n Overview
User acquisition
Traffic acquisition
@ Engagement
@ Owverview
Events
Conversions
Pages and screens
Landing page
* Monetization
Overview

Ecommerce purchases

Purchase journey

Checkout journey
In-app purchases
Publisher ads
Promotions

Retention

User
* User Attributes

Owverview

Demographic details

Audiences

» Tech

e
g)jamcca |

@ Aiusers | Add comparison +

Q, Try searching "how to set up Analytics”

Demographic details: Country @f~

Users by Country over time

03
Sep

@ United States @ Canada @ Australia @ United Kingdom @ Mexico

Q, Search..

Country -~ -

1 United States

2  Canada

3 United Kingdom
4 Australia

5  Mexico

4 Users

3,339
100% of total

1,999

21

150

146

101

New users

3,296
100% of total

1,991

205

142

150

93

WWW.ITIKCUITNL.COITI/IT 1 /JUnrisiariey/

Engaged

2,392
100% of total

1,441
154
63
131

97

/24

150
100
50
0
17
Engagement

48.81%
Avg 0%

50.3%

50.66%

33.69%

59.28%

44.7%

0.42

0.90

0.96

Users by Country

United States

Canada -
United
Kingdom
Australia .
Mexico I
0
Average

Om 50s

0Om 18s

0m 07s

500

Rows per page: 10

Event count
All events «

44,891
100% of total

26,385
3,078
1,030
2,667

1,756

-

Conversions

G |

Last 28 days  Aug 25 - Sep 21,2023 ~

i < ~

1.5K 2K

Goto: 1 1-100f112 >

Total revenue

All events ~

100% of total

3,329.00 £4,190.17

100% of total

1,913.00 £1,445.62
207.00 £85.95
121.00 £1,473.15
200.00 £109.90 EI
142.00 £0.00
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N |
A
O
@

Q

i

i All accounts > Efikl
Analytics -
Reports snapshot

Realtime

Life cycle ~
»  Acquisition
» Engagement
»  Monetization

Retention

User A~
* User Attributes
Overview
Demographic details
Audiences
* Tech
Overview

Tech details

03 Library

<

Q, Try searching "link with Ads"

Collections ®)

Business objectives

Unpublished - ‘) Business object..

£ Generate leads

l_ 5 Drive online sales
[ Raise brand awareness
3 Examine user behavior

Create new collection

Edit collection

Name Creator

Generate leads
overview

Audiences

User acquisition

Traffic acquisition

Landing page

Drive online sales
overview

Last modified 1

®

Life cycle

© Published - & Life cycle

03 Acquisition
£ Engagement
£ Monetization
1 Retention

Edit collection

User
@ Published -+ ) User

3 User Attributes
5 Tech

Edit collection

Template

Generate |leads
overview

Audiences

User acquisition

Traffic acquisition

Landing page

Drive online sales
overview

Collection

Business
objectives

Business
objectives,Use
r

Business
objectives,Life
cycle
Business
objectives,Life
cycle
Business
objectives,Life
cycle

Business
objectives

Business

Description

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,
Conversions, and Total Revenue.

wen

¢




[Lookers Studio
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Some ot the Issues with GA4 reporting

1. Metrics are reported or measured differently, so you can view session or user-based metrics, or use
new metrics, such as engaged sessions

2. Some dimensions are still being introduced or have been retired

3. Many of the standard reports available in GA3 are not replicated or available in GA4, for example
you can not change the way graphs are presented from days to weeks or months

4. Actions are based on Events, which can be setup manually or imported via Google Tag Manager —
you can then choose if you want an individual Event to be recorded as a Conversion

5. Results do not match what you saw in GA3, although the overall data may be similar, the way it is
attributed, for example by Source/Medium or Channel can be quite different (especially when
Signals are activated as you may end up with a large chunk of your traffic from “Cross-Network”)

6. Conversion Attribution is data-driven and not based on last click (as in GA3)

/. The standard reports and data visualisation is still poor, so you have to create your own reports in
the Exploration Hub, however you can customise your menus and reports, to show what you want

8. Due to difficulties in reporting, many users have resorted to using Lookers Studio, which allows you
to import data, blend it and make your own custom metrics
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Looker Studlio reports

GA3 Data

GA3 Users

6,792

GA3 Sessions

8,897

Avg. Order Value

£33.69

Transactions

Revenue

£7,478.50

222

GA4 Data

GA4 Users

6,111

GA4 Sessions

8,829

Purchase revenue

£7,208.70

Average purchase revenue

£33.07

Transactions

218

(@)anicca |

www . linkedin.com/in/annstanley/

Sessions GA3 (pink) vs GA4 (blue)

—— GA3 Sessions —— GA4 Sessions
30K
20K
10K
0
Jan 2022 Mar 2022 May 2022 Jul 2022 Sep 2022 Nov 2022 Jan 2023 Mar 2023 May 2023 Jui 2023 Sep 2023
Feb 2022 Apr2022 Jun 2022 Aug 2022 0Oct 2022 Dec 2022 Feb 2023 Apr 20 Jun 2023 Aug 2023
—— GA3Revenue —— GA4 Revenue
60K
40K
20K
0
Jan2022 Mar 2022 May 2022 Jul 2022 Nov 2022 Jan 2023 Mar 2023 Jui 2023 Sep 2023
Feb 2022 Apr2022 Jun 2022 Aug 2022 Feb 2023 Jun 2023
AOQV GA3 (pink) vs GA4 (blue)
—— GA3 ADV  —— GA4 AOV
3K
2K
1K
0
Jan2022 Mar 2022 May 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 Apr2023 Jun 2023 Aug 2023
ol . ot _a . o~ A~ Lt 0N - o~ A oa fD N

/28
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anicca.co.uk/tree-looker-studio-report/

(a)anicca |

Get Your Free GA4-Friendly
Looker Studio Dashboard

Please complete all required fields below to get your free Looker Studio Report

“Ed Iruman has developed a
new looker Studio Report for
ecommerce or lead generafion
websites. You just need fo add

B By downloading this dashboard you are agreeil
GA4 source daia.” o - 4 - nﬂg

communicate with you regarding this download a

to our terms and privacy policy. We may
other Anicca services.

Submit

www linkedin.com/in/annstanley/ /29
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Strategy a:
Server-side Tracking

g Conversion API
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Use of server-side tracking &
conversion APIs in ads platforms

A To address the impact of privacy changes like iOS14 issues, you can use server-
side fracking and Conversion API's (CAPI) to import conversion data into Ad
Platforms, such as Meta or Google

A This can help advertisers maintain some visibility into the performance of their ads
and the effectiveness of their marketing campaigns, even if users have opted out
of tracking

/1 Other ad platforms e€.g. Pinterest and TikTok have also infroduced their own
conversion APl as a way of imported conversion data into their Ad manager
accounts

71 Implementation of server-side tracking and CAPI
A This can be relatively simple for some ecommerce or CMS platforms, which have
direct integration with Meta or Google
A/ Alternatively, you might be able to use a plug-in (such as Elevar) or employ a
developer for a bespoke integration
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sServer-side tracking setup

Send data via your own server

rather than directly to the ad — s
platforms from the users

browser (client-side) iy
Benefits
o010 . S Sid - User's - - _,(00’ DESTINATION)
21 Mitigate browser ad blocking BoNser 7 sERVERs
and recovers lost data v —

Tags/Pixels Server (Cloud)

I

A Improve page speeds

A Improve data security

) i . Step 1: Step 2:
fe.g. used Iin fracking I|c>rof|’r Server-side tracking to Use CAPI to send
rom ecommerce saies collect the conversion data the conversion data
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Understanding Server-side tracking

Client-Side Environment Server-Side Environment

Server
Request

Website
Server

Devices

Google Tag Manager Google Tag Manager
Container Client-Side Container Server-Side

GA4 Web Tag GA4 Client

Facebook GA4 Facebook
Tag/Pixel Analytics Tag Tag

Client-Side Tracking Server-Side Tracking

(@anicca |  www.linkedin.com/in/annstanley/ /33 Al fights reserved 2023



Conversion API (CAPI)

Your

Server Meta
Conversion

API]

Your
Website

Meta

@ Tag/Pixel

Customer

Customer’s Browser

@anicca | www.linkedin.com/in/annstanley/ /34
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Award-winning case
study for bookszdoor : 2
using the Meta : . AR /’?; =
Conversion API A EY G

UK Paid Media Awards | ., " 3 I o
/1 Best Large Paid Media Agency = “ s 4 e
A Best Shopping Campaign

A Best Retail Campaign

A Best Use of Conversion Attribution
A Case study link:

https://anicca.co.uk/blog/anicca-wins-large-paid-
media-agency-of-the-year-3-awards-for-work-with-
server-side-tfracking-meta-conversion-api/

TA
DS
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https://anicca.co.uk/blog/anicca-wins-large-paid-media-agency-of-the-year-3-awards-for-work-with-server-side-tracking-meta-conversion-api/

Strategy 3:

Automation in Google
Ads & redundancy of
kevphrase targeting

J1T NN 11 I n VP 710 1 \/ IV \
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Targeting in Google paid search (PPC)

A Ad platforms are moving away from traditional text or search campaigns where you
need to select your own keyphrases for use in ads

Using keyphrases Uses Website Content Use Audiences or
or topics (URL) or Product feeds other indicators
/1 Traditional search/text /1 Dynamic Search Ads 7 Display
campaigns (DSA’s)
/1 YouTube

/1 Standard shopping Ads
SRS /1 Performance Max (for

/1 Performance Max (for display, Video,
text, DSA & shopping) Discovery & email etc.)

A Although you don’t bid on keyphrases, in most cases you can get search term data or
you can add negatives phrases, so you can learn what works and optimise
accordingly (or create new text campaigns)
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Using search term data from PPC for
optimisation and other channels

By analysing PPC search terms, you can
understand which keywords or phrases Optimised
are driving fraffic and conversions to ';',oges

your website. Use these insights to:

SEO

2 Optimise campaigns or create new
ad groups for text campaigns.

/1 Use the search term data to create Product Feed T
negative search term lists to prevent e

the brand from being shown for
irrelevant results. Performance Shopping search Ads
. . Max Ads
A/ Use high converting search terms for

SEQO, so both your website content
and product feed are optimised

}

DAY W.Ye

\

) ) Shopping Ads PPC Campaign & Ad Types
/1 Use data in other shopping channels, In Amazon & =
such as Amazon or Pinterest Pinterest
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Automation means your website content
may become the new keyphrase

) ) Improving pages content through SEO
A Performance of these campaigns will depend & product feed optimisation

partially on how Google views your page content Optimisefor
or your product feedse

A This means that you should optimise your
shopping feed (especially product titles and

Your product feed

Will also improve LIS TS

Keyphrases
descriptions) to improve your shopping ads — Website e
Google recently announced that they will be
providing more tools for this within Merchant Product Y\ Selec’ed
centre Feed Kevohrases

A However, it you can directly optimise your page
content, you can benefit from improved

SEO/organic rankings as well as improved PPC
campaigns

= v ~
Shopping DSA
Ads Ads

L Performance Max Ads )
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[ predict:

The shift towards
automation means that

WL

EO gl

B

PC teams & tactics

| converge??
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Kevy takeaways

A GA4 may have replaced GAS3, but you can still improve the configuration of
your GA4 setup

A Your GA4 data is going to show different things from GA3, so you will struggle to
find reports compare data on a like-for-like basis with GA3, in addition making
Year-on-year comparisons is going to be difficult - as Reporting is still an issue for
Most users, so you need o learn how to create custom reports and use Lookers
Studio to fill in the gaps

A Apple, Google and other browsers/platforms are introducing more privacy
features and giving you less visibility of customers' data and conversions - so
consider server-side tracking and use of conversion APl to enhance results

2 Removal of keyphrase selection in Shopping ads and DSA’s - already means
that your site content is now a crucial part of targeting for PPC ads — so integrate
your SEO & PPC strategies
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Leicester Digital Live — 3'9 October 2023

s

DIGITAL
LIVE

TUESDAY 3rd OCTOBER 2023
WINSTANLEY HOUSE
LEICESTER
ALL PROFITS GO TO

Leice.ster
More info & tickets available at ¥/ Hospitals
ANICCA.CO.UK Charity

https://www.eventbrite.co.uk/e/leicester-digital-live-digital-
marketing-conference-3rd-october-2023-tickets-622450485157
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Come and visit us at Stc
Emaill me ann@anicca.co.t
Oor enguiries@anicca.co.uk

Ann Stanley
0116 2547224 or 07930 384443

-
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