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What is Google Analytics 4
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» Launched in October 2020 - but sfill in development —
» Google Analytics rebuilt from the ground up! o
» Mobile & App under a single platform

» Brand new interface and reporting

» New Event based model

» Brand new conversion tfracking (requires new id) y = """""!!»;

» Improved cross device and user tracking capabilities
» Greater use of Al as well as better automated insights
» Enhanced Visualisations and custom reporting

» No sampling of data (within standard reports)

April 2005
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Main Noted Differences
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» Brand new interface and large scale changes to reports &
interface

Basic reports from previous GA missing in GA4
Less focus on sessions (visits) — more focus on users & events

Goals are now Conversions

usens

Profile Views replaced by Streams g

Limited filtering options

Limited Ecommerce Reporting

User data held to a maximum of 14 months
Attribution Modelling still not available

No Content or Channel Grouping

>
>
>
>
>
>
>
>
>
>

Bounce rate replaced with new Engagement metrics




What's New



A Brand New User Interface

.|| Analytics

@ Home
(© Realtime
LIFE CYCLE

>* Acquisition

% Engagement

® Monetization

¢* Retenti

USER

® Demographies

L0 Tech

EVENTS

R Conversions
3 All events

EXPLORE

I'Iﬁ‘ Analysis

CONFIGURE

Audiences

User properties

o
o¥

{F DebugView

8 Admin

anicca

All accounts > 1 Anicca.co.uk

Anicca GA4 Property ~

Home

o All Users

Users

935

187.4%

07
Jan

New users Average engagement time
843 1m Oés
186.5% 4 236%

= Last7 days = = Preceding period

Last 7 days «

WHERE DO YOUR NEW USERS COME FROM?

New users by User medium +

iy

(none)

referral ]

social
|

Total revenue (7

£0.00

Q, Try searching “where did my users come from”

WHAT ARE YOUR TOP CAMPAIGNS?

Sessions ¥ by Session medium «

SESSION MEDIUM

organic

(none)

referral

400

300

200

100

USERS IN LAST 30 MINUTES

8

USERS PER MINUTE

TOP COUNTRIES

United Kingdom 7

United States 1

View realtime —

Users v by Country

SESSIONS
613  1432%
259 11252%
226 1 794%

86 T 2766..

WHERE ARE YOUR USERS VISITING FROM?

A Insights @

4: AUTOMATED INSIGHT
Users spiked yesterday
On January 12, 2021

4, AUTOMATED INSIGHT

User engagement for the campaign source "
(direct)" spiked last week
From January 3 to 9, 2021

@

+, AUTOMATED INSIGHT

View all insights —»

COUNTRY USERS
United Kingdom 28K 4 473%
United States 636 + 33.1%
India 477 1 246%

4 90.7%

Iran 25




Real Time Reports

I . All accounts > 1 Anicca.co.uk Q T h vadd b . - 0 . .
H ry searching "a web stream H
0f Analytics | Anicca GA4 Property ~ v < = | (4
& Home Wirkleigh Lapford P Lunmeswen
Realtime overview b & Viewusersnapshot 11 [ <
 Red Post Hatherieigh
@® Realtime Holsworthy L e Copplestone Siverton
O Alusers ~«boume North Tawtan Cradhion Heniton
LIFE CYCLE Halwill Northlew
o Clawton Broadclyst Whimple
» 3+ Acquisition Crackington TBrr?;‘ngn Ottery St Mary
USERS IN LAST 30 MINUTES Haven Okehampton ;MMD::;\
Whiddon
Sidbi
+ & Engagement 2 Down Exeter s‘ér :;y
St Giles on Saurton e
o Boscastle the Heath Topsham h
+ (8 Monetization USERS PER MINUTE i Sidmout
Tintagel Moretonhampstead
on
s i Liftor Lydford
» & Retention . .. . . . I La‘m ifton ¥t e
Camelford Exmouth Salterton
USER DEVICE CATEGORY IN LAST 30 MINUTES Altarmun
Port Isaac Bovey Tracey ‘
i Bell Widecombe Dawlish
+ @ Demographics Polzeath L e Baoor
Bolventor
»[6 Tech Padstow TSR Princetown  Dartmeet Kingsteignion Teignmouth
Gunnislake D R
Wadebrldge Minions Ashburton
EVENTS Callingten
Yelverton
StClaar Buckfastleigh +
R cConversions ® DESKTOP * MOBILE Mawgan Porth Bodmin Torquay
50.0% 50.0% e Dartapn -
®  Anevents St Columb L Woolwell Totnes Paignton
Major South Brent
Newquay Sahash Mzp dstz 82021 Google  TermsofUse  Report a map error
EXPLORE
5 [‘-_10' Analysis Users by User source ~ Users = by Audience Views by Page title and screen name Event count by Event name Conversions by Event name
B e TR T LD e i R s —
#1 google #1 All Users #1 PR Campaign Ca...ll-Ex | Anicca #1 video_progress #1 video_start
CONFIGURE
1 2 1 99 24
Audiences 100% 100% 33.33% 63.06% II II II |I | III IIII II. 96% 1 || || | 18
& User properties USER SOURCE USERS AUDIENCE USERS PAGE TITLE AND S.. VIEWS EVENT NAME EVENT COUNT EVENT NAME CONVERSIONS
google 1 All Users 2 PR Campaig...x | Anicca 1 video_progress 99 video_start 24
{# DebugView —_—
Mobile Sessions 1 SEO Copywri...ca Digital 1 video_complete 24 blog_article_view 1
Desktop Sessions 1 WordPress ... RESOLVED 1 video_start 24
Users who Viewed Blog 1 first_visit 3
{83  Admin Users who ...t 90 Days) 1 page_view 3 EI

session_start 3
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New Engagement Metrics

#ll sccounts > Demo Account

GA4 - Google Merchandise ... ~ @ iy e ) TS R S

.|| Analytics

@ Home . B . = = # s
Traffic acquisition: Session source/medium [ L=t 28dey= Jan 12 - Feb 8, 2021 [ < ~
® Realtime
Q) Allusers | Add comparison +
LIFE CYCLE
~ ¥ Acquisition
Duenvic Users by Session source/medium over time Users by Session source/medium
User acquisition
5K
Traffic acquisition
{direct) / (non...
» & Engagement 4K
»® Monstizstion s 00 |
3K
o s gocsleferge. _
2K
USER google / cpe
+ @ Demographics e
shop.google... -
» 3 Tech — -_—
- e 15 17 19 bl 23 25 29 o 03 05 o7 5 ok 0k - ok S0k
. ® (direct) / (nons) @ google / organic @ (notset) / (not 22t) @ gocgle [ cpe @ shop gosglemerchandisestore com / referral
F Conversions
& Events Q, Rowf§ perpage: 19 ¥ Go to: -10ofsz )
EXPLORE Session source/medium « =+ +Users Sessions Engaged sessions Average engagement Engaged sessions Events per session Engagement rate Event count Conversions Total revenue
time per session per user begin_chack. ~ begin_check . ~
3 @ Analysis
85,922 110,622 161,436 Om&59s 1762 16.187 137.02% 12,709 12709 $70.887.72
CONFIGURE Totals : . E . .
00% of total 00% of total 100% of total Avg 0% Avg 0% Avg 0% Avg 0% 100% of total 100% of total 100% of toral
& Audisnces 1 (direct) / (none) 1347 54207 59,373 1mols 1678 17.786 127.98% 5926 5926 $15590.26
Y - .
o User properties 2 (notset)/ (notset) 16,400 14,733 21438 Om 26s 1.307 9.692 14551% 522 522 §2,923.64
## DebugView 3 google / organic 16,379 18,705 31,158 0m 555 1.902 14.066 166.58% 1,494 1494 $8413.39
4 google / cpc 6427 6,872 10,737 0m 38s 1.671 11.517 156.24% 338 338 $1,238.58
b shop.googlemerchandisestore.com / referral 4374 8,203 6,307 1m51s 1.442 23.438 76.89% 3,255 3255 $35424.86
] analytics.google.com / referral 1,220 1,639 2447 0m 32s 2.006 14.531 149.3% 54 54 $0.00
Admi
553 min ¥ mall.googleplex.com / referral 1,055 1,255 2182 3m57s 2.088 44178 173.86% 853 853 $5250.61
< 8 creatoracademy.youtube.com / referral 835 871 1482 0m 49s 1.775 11.248 170.15% 10 0 $0.00
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Page Reporting

(Y Healtime

Views by Page title and screen class Views and Users by Page title and screen class
LIFE CYCLE
1.5K USERS
© 2 Acquisition
- & Engagement
— e [ To view landing pages foggle
WordPres i - to Event of session_start
@ Monetization 500
' & Retention Resources - o PR S AR e

=

[ )
USER [
500 1K 1.5K 2 a

- &) Demographics \CnEws s ® 15K
- [0 Tech
Q, Search Rows per page: 10 - Goto:
EVENTS
Page title and screen class ~ =+ + Views Users MNew users iews per user Average Unigque user scrolls Event count Conversions Total revenue
R Conversions engagement time session_s.. ¥ All evers =
S Events Totals 10,000 5143 4,936 1.944 0Om 4%9s 2104 6,860 32,594 £0.00
100% of 1otal 100% of total 100% of 1otal Avg 0% Avg 0% 100% of 1otal 100% of total 100% of 1otal
EXPLORE
Lq D 1 Leicester Digital Live | FREE Online Conference 16th Feb 2021 1,524 1,239 1,134 1.23 0m 13s 149 1,291 16,612 £0.00
B LT nalysis
2 Digital Marketing Agency Based in Leicester | Anicca Digital 1473 959 814 1.536 0m 27s 239 1,187 0 £0.00
CONFIGURE
3 What We Do | Integrated Digital Marketing | Anicca Digital 886 633 558 —
2= Audiences i |
4 WordPress Site Hacked: Fake Spam URLs Indexed - RESOLVED 397 286 282 X N O LO n d I n g P O g e R e p OrT o
46 User properties i 1
= Frop 5 Resources 381 187 14 X NO pOgeV|eWS per session
& DebugView 6 9 Free Tools fo Audit Your Social Media | Anicca Digital 289 249 239 X No Bounce Rate Metrics!
7 Meet the Anicca Digital Team | Anicca Digital 263 121 23
8  Leicester Digital Live | Leic Premier Co 239 130 92 N [ \VALS] p | ace d W| 'I'h
P— 9 Pricing, Rate Cards and Inveicing | Anicca Digital 23 182 146 v' New En gageme Nt Metrics: e g
10 Conference Agenda | Leicester Digital Live 16th Feb 2021 200 97 33 engaged sessions engagemenf ﬁme
B — ’ ’

Enaggement rate, views per user
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Enhanced Automatic Event Tracking

X Enhanced measurement SAVE

Page views

@ Capture a page view event
browser history stat

advanced set

e — Auto Tracking Included by
@ Scrolls ‘ dEfaUHZ!

Capture scroll events each time a visitor gets to the bottom of a page

y turn off browser history-based events under

Outbound clicks

@ T onpuounddck vt sschme vt sk st e hem sy gy Smart Pixel Automatically

from y main(s). By default, outhound click eve

bl et lobvat s Sk A i b oo Briov o listens for clicks & scrolls, site

Site search searches, video plays &
Capture a view search results event each time a visitor performs a search on your site
el e T T T g downloads

JRL Adjust which

Video engagement

e Capture video play, proaress, and complete events as visitors view embedded videos ‘
oh your site. By default automatically fired for YouTube videos

, video events will be auto

embedded on your site with JS AP supporl enabled

File downloads

e Capture a fide download event each time a link is cicked with a common document .
~ 4 1 [T xt 1 :

compressed file, apphication, video, or audio extension

anicca



Cross Device Capabilities

All accounts > 1 Anicca.co.uk

.ll Ana|yt|cs Anicca GA4 Property - Q, Try searching "add web stream

@ ADMIN USER
®
ZEVill - Create Property

> - -

> Anicca GA4 Property (212312485) A\ Default Reporting Identity
» B How would you like to identify your users for "Anicca GA4 Property"? Learn more

- Setup Assistant

r ® @ Note that reporting/analysis will only reflect data collected under the Google Signals setting where there is sufficient traffic for the property. Learn more

=

Property Settings

aae Property User Management

r @ _ -
+| & ||% 2
v [T '_-_. Data Streams A
=] - i
= Data Settings
[ By User-1D and device ) By device only
<A Default Reporting Identity @ o
y (8
D Property Change History
Dd Data Deletion Requests
B Save Cancel
PRODUCT LINKING
e

.\ Google Ads Linking

BigQuery Linking

ADDITIONAL SETTINGS

=Q Analytics Intelligence Search
=" History

anicca



Data Streams instead of Views

Data streams can be used to separate out different sections of your website or app.
For separate websites create a separate property instead!

@ ADMIN
®
r e
r
i
r®
. o
v &
'y © =
» (G =
R )
&
v 18
a= =A
do o)
¥

Dd

USER

Anicca GA4 Property (212912485)

Setup Assistant

Property Settings

Property User Management

Data Streams

Data Settings

Data Collection
Data Retention
Data Filters

Default Reporting Identity

Property Change History

Data Deletion Requests

Data Streams

All i0s Android Web
anlcg.c_o.uk ) Receiving traffic in past 48 hours.
https:/fanicca.couk/
STREAM URL STREAM NAME MEASUREMENT ID
https://anicca.co.uk/ anicca.co.uk

G-ssEwB22zYT |0

STREAM ID STATUS

1598427166 Receiving traffic in past 48 hours. Leam more

— — — —

'Thiere are no viev\;rﬁl’rers. Filters are créo’red and applied

inside your reports!

O iosapp
o Android app
Web



GA4 As An Event
Based Model



GA Events - Get to know them!

Automatically Enhanced Events Recommended &
Collected Events Custom Events

first_visit page_view Custom event
session_start click (outbound clicks) purchase
language file_download add_to_cart
page location view_search_results begin_checkout
page referrer scroll login
page title video_start sign_up
screen_resolution video_complete Share
view_promotion

See full list here http://bit.ly/2735Ivt

anicca




New Events

» § Engagement

» ® Monetization

» ¢ Retention
USER

» ® Demographics

v [0 Tech

EVENTS

R Conversions

® Events

EXPLORE

-

[ Analysis
CONFIGURE

2= Audiences

&, User properties
{¥ DebugView

£3 Admin

anicca

Existing events
Event name ‘T
al0_form_submitted
academy_free_access
blog_article_view
click
contact_form_submitted
core_service_page_view
file_download
first_visit
form_submit
outbound_link_click_twitter_test

page_view

Count

55

2,053

634

10

468

97

4936

16

10,000

% change

1 189.5%

1 50.0%

1 433%

1 881%

1 429%

1 51.5%

1 86.5%

1 162.3%

1 100.0%

1 300.0%

1 99.4%

Last28 days Jan 13 -Feb 9, 2021 «
Compare: Dec 16, 2020 - Jan 12, 2021

Modify event Manage Custom Definitions

Users

1,507

399

10

319

76

4934

13

5114

% change

1 186.7%

1 66.7%

+ 445%

+ 105.7%

+ 429%

1+ 170.3%

1+ 90.0%

1 162.4%

1 100.0%

1 225.0%

1+ 156.0%

Q&

Mark as conversion 7

vy v 088 ve e



Send Parameters with

Each Event

Send in extra information with each event.

Up to 25 parameters allowed with each
eventl

nt Name @

Videos

v Event Parameters

Parameter Name

Play

Video name

Add Row

anicca

{{Play}}

{{Video Name}}

Measurement
option / event

Page views

page_view

Scrolls

scroll

Outbound clicks

click

Site search

view_search_results

Triggered...

each time the page loads or the browser history state is
changed by the active site

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 of each page (i.e., when
a 90% vertical depth becomes visible)

each time a user clicks a link that leads away from the current
domain

each time a user performs a site search, indicated by the
presence of a URL query parameter

By default, the event is triggered based on the presence of one
of the following 5 parameters in the URL:

g

.5

= search

- query

+ keyword

You can optionally configure this option to look for search
terms in other parameters.

parameters

page_location
(page URL),
page_referrer
(previous page
URL)

Mo parameters ar
collected

link_classes,
link_domain,
link_id, link_url,
outbound
(boolean)

search_term,
optionally
‘q_<additional
key="">" (where
<additional key=""
matches an
additional query
parameter you
specify to be
collected under
advanced settingq




Creating New Events in GA4

= Create Directly within GA4 by piggy backing off of existing events

= Use Google Tag Manager



Option 1 Creating New Events within GA4

» § Engagement

» ® Monetization

» ¢ Retention
USER

» ® Demographics

v [0 Tech

EVENTS

R Conversions
® Events

EXPLORE

-

[ Analysis
CONFIGURE

2= Audiences

&, User properties
{¥ DebugView

£3 Admin
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Existing events

Event name T

al10_form_submitted

academy_free_access

blog_article_view

click

contact_form_submitted

core_service_page_view

file_download

first_visit

form_submit

outbound_link_click_twitter_test

page_view

Count

55

2,053

634

10

468

97

4936

16

10,000

% change

1 189.5%

1 50.0%

1 433%

1 881%

1 429%

1 51.5%

1 86.5%

1 162.3%

1 100.0%

1 300.0%

1 99.4%

MOdifY Svent

Users

43

1,507

399

10

319

76

4934

13

5114

% change

1 186.7%

1 66.7%

+ 445%

+ 105.7%

+ 429%

1+ 170.3%

1+ 90.0%

1 162.4%

1 100.0%

1 225.0%

1+ 156.0%

Last28 days Jan 13 -Feb 9, 2021 «
Compare: Dec 16, 2020 - Jan 12, 2021

Manage Custom Definitions

Q

Mark as conversion 7

&

e



Example: Firing an event based on specific page

Configuration Give your new event a name
Custom event name (2 /

blog_article_view

Specify the existing event you

want to piggy back off

Matching conditions
Create a custom event when another event matches ALL of the following conditions
Parameter Operator Value
eveni_name equals v page_view @
page_location contains A /blog/ @
Add condition

Set your conditions for new

Parameter configuration

event

Copy parameters from the source event

Modify parameters (@

Add modification

anicca



Option 2. Creating New GA4 Events Directly within Google Tag Manager

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

OR

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

( Tag Manager

anicca

GA4 Event enquiry_form_submit [J X Choose tag type

() Discover more tag types in the Community Template Gallery
Tag Configuration

Tag Type Featured
Google Analytics: Universal Analytics

Google Analytics: GA4 Event
N | Google Marketing Platform

Google Marketing Platform

Google Analytics: GA4 Configuration

Configuration Tag @ ol Google Marketing Platform
GA4 Global Config Setup Tag h @ Google Analytics: GA4 Event
ol Google Marketing Platform
Event Name (&
\ Google Ads Conversion Tracking
enquiry_form_submit [+ ] . Google Ads

> Event Parameters

> User Properties

> Advanced Settings

Triggering

Firing Triggers

Q Enquiry
Custom Event

m Enquiry - PPC Landing Page




Conversion
Tracking



RIP to Goals !

Goals do not exist in GA4

ADMIN USER

\U"l 4 Create View

Goal setup  Edit
1.Main /GB (with Filters)

H View Settings

View User Management

Goals Goal slot ID
Goal Id 3/ Goal Set1 v
Content Grouping
Type
Filters Destination
Duration
Channel Settings

Ecommerce Settings
re the most engaged visits to your website and automatically se visits into Goals. Then use those Goals to

Dd Calculated Metrics seT rove your Google Ads bidding. Learn more

PERSONAL TOOLS & ASSETS
=|= Segments

Goal details

Annotations
Cancel
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Say Hello to GA4 Conversion Events

Existing events Q oYy

Conversions are important actions you want your visitors to Event name Count % change % change Mark as conversion
complete
al0_form_submitted 55  1189.5% 1186.7%

academy_free_access 150.0% 166.7%
Within GA 4 Goals are defined as conversions directly
within the interface blog_article_view 143.3% 144.5%

Conversions can be either defined from existing events, click 188.1% 1105.7%
created new or are predefined automatically

contact_form_submitted 142.9% 142.9%
Certain events will be marked as conversion
automatically eg purchase, eg in_app_purchase core_service_page_view 151.5% $170.3%

Select upto 30 Conversions per property file_download 186.5% 490.0%
Conversions are not retroactive first_visit 1+162.3% 1162.4%

Turn on ‘Enhanced Measurement’ within Your Property form_submit 1100.0% 4 100.0%
Settings

outbound_link_click_twitts 1300.0% 1225.0%
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Ecommerce Reporting

@ Home R X 4
Ecommerce purchases: ltemname @ @ + Sz e 202 =
Realti
@ bl Item views by ltem name over time Item views and Add-to-carts by ltem name
LIFE CYCLE 1.5K 12K ADD-TO-CARTS

» >+ Acquisition
10K °

Google Cloud U

» © Engagement

1K 8K o® = 3

*® Monetization ..

Overview oK ®

.. @

Ecommerce ) ®

purchases s00 & Google Crewneck Sweatshirt Navy ‘r

In-app purchases Google Aluminum Bottle Red @

Publisher ads K

0
> & Retention 5
— ————
0 SK
USER @ Google Cloud Unisex Zip Hoodie @ Android Iconic Crewneck Sweatshirt @ Google Women's Striped L/S @ Super G Unisex Joggers @ Google She b ITEM VIEWS / P ro d U CT vi eWS

» ® Demographics

ks v View > Purchase

» [0
Item name ~ 4+ vltemviews Add-to-carts Cart-to-view rate Ecommerce purchases Purchase-to-view rate Item purchase quantity Item revenue
Rafes
Totals 877,098 481,269 28.76% 3373 0.99% 8,599 $70,887.72 |
R Conversions 100% of total 100% of total Avg 0% 100% of total Avg 0% 100% of total 100% of total ‘/ ( : O r-I- > R O -I-es
8 Events 1 Google Cloud Unisex Zip Hoodie 17,907 9,805 29.75% [1] 0% 1] $0.00
EXPLORE 2 Android Iconic Crewneck Sweatshirt 15845 8796 31.21% 51 0.46% 52 $2,310.00

s G8 Analysis 3 Google Women's Striped L/S 15739 9203 31.49% 0 0% 0 $0.00 No Ecommerce Rate
4 Stoer  Uiser Joggers “ R N O Shopping Reports

Audiences 5 Google Sherpa Zip Hoodie Charcoal 14,696 8,095 31.34% 31 0.81% 34 $1,876.80
6 Google Small Standard Journal Navy 14,665 8399 371.44% 17 0.53% 74 §453.70
&5 User properties
7 Google Zip Hoodie F/C 14435 8,091 302% 62 0.7% 69 $3,360.00
{# DebugView
8 Google Crewneck Sweatshirt Green 14299 8,096 31.85% 64 1.53% 69 $3,146.00
9 Android Large Removable Sticker Sheet 13,686 8,132 3271% 10 0.33% 14 $25.20
10  Android SM S/F18 Sticker Sheet 13432 7925 32.89% 16 0.52% 20 $35.70

£3  Admin
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Ecommerce Tracking

add_payment_info when a user submits their coupon, currency, items, payment_type, value
payment information

add_shipping_info when a user submits their coupon, currency, items, shipping_tier, value
shipping information

New Ecommerce TI’CICking SChemCI add_to_cart when a user adds items to currency, items, value

cart

add_to_wishlist when a user adds items to a currency, items, value

New tagging and setup required if ep—
yOU wd Nt fo be able to use begin_checkout when a user begins checkout coupon, currency, items, value
Ecom merce ‘I'r(]cking generate_lead when a user submits a formor  value, currency

request for information

purchase when a user completes a affiliation, coupon, currency, items, transaction_id,

S'I'Clnd(]rd reporﬁﬂg Of Ecommerce purchase shipping, tax, value (required parameter)

much more limited in GA4 than in refund when a refund is issued affiliation, coupon, currency, items, transaction_id,
. . . shipping, tax, value

previous version of Google Analytics

remove_from_cart ~ when a user removes items currency, items, value
from a cart

Use Goog|e TOg MOnOger Where select_item when an item is selected from items, item_list_name, item_list_id

. . alist
pOSSIbIe TO ImplemenT - mOkeS select_promotion when a user selects a items, promotion_id, promotion_name,
Updoﬁng much |es$ Of a hegdgche promotion creative_name, creative_slot, location_id

view_cart when a user views their cart currency, items, value
view_item when a user views an item currency, items, value

view_itern_list when a user sees a list of items, item_list_name, item_list_id
items/offerings

view_promotion when a promotion is shown to items, promation_id, promotion_name,
a user creative_name, creative_slot, location_id

anicca




Audience
Segmentation



New Audience Builder

< Users that Downloaded but didn't Contact

Cancet Option fo fire an
event when user is

B Add a description

added to list!

Membership duration
(® 30 days

O Set to maximum limit

Audience Trigger

+ Create new

Permanently exclude Users when: ~

contact_form_submitted -

And

< Add condition group 1= Add sequence

anicca

Build based on multiple criteria

» Use Session,
» Event,
» User metrics

. Include Users when: an v [ ]
file_download - Add parameter Or
And
AND
- T ]
core_service_page_view - Add parameter Or
And
< Add condition group i= Add sequence
-

Summary

Users in this audience

4

0.18% of all users

Include Exclude

5 1

Audiences sent fo

Google Ads

Sessions in this segment

78

2.34% of all sessions .

These figures are an estimate based on

the last 30 days. Actual audience size

may vary Google Ads




New Predictive Metrics*

X Build new audience

Start from scratch

2 Create a custom audience

» Purchase probability
» Churn probability R e s i eroit

GENERAL TEMPLATES 2 PREDICTIVE WNew

» Revenue prediction

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

Likely 7-day purchasers ..+ Likely first-time 7-day purchasers ..+ Likely 7-day churning purchasers
Target users who are likely to make a N Target users who are likely to make their ’ Target purchasing users who are likely to
purchase in the next 7 days first purchase in the next 7 days @ not visit your property in the next 7 days

*Minimum traffic & conversion ELIGIBILITY STATUS ELIGIBILITY STATUS ELIGIBILITY STATUS
reqUired (© Mot eligible to use (3 @ Readytouse @ © Readytouse @

Likely 7-day churning users
Target active users who are likely to not
vigit your property in the next 7 days

ELIGIBILITY STATUS
(@ Ready to use @

anicca




Integration



g Query & Google Ads Integration @

ADMIN USER

LB | Create Property

Anicea GA4 Property (212912485)
Setup Assistant
B Property settings
25 Property User Management
Z£ Data Streams
Data Settings
Default Reporting Identity
) Property Change History

Data Deletion Requests

@ BigQuery Linking

PRODUCT LINKING

d\ Google Ads Linking

@ BigQuery Linking

e —

=Q Analytics Intelligence Search
—" History

anicca

BigQuery

‘ Google Ads

Q searct

Project ID Project name Project number

vaulted-algebra-282508 My First Project 705347180218

» Export Raw data to your own data warehouse for further
analysis & usability!

» Link Google Ads to enable you to export your Analytics
audiences and conversion-event data (app and web) to
Google Ads.

—

Currently No Search Console, Double Click, Search
Ads Linking

— —_— —



Analysis Hub (New)



New Template Gallery

USER

» @ Demographics

» [0

Tech

EVENTS

R
&

Conversions

Events

EXPLORE

v (1S Analysis

CONFIGURE

Audiences

User properties

DebugView

Admin

Template gallery

Techniques

Blank

Greate anew analysis

Cohort analysis
What insights can you get from your ussr
cohorts behavior over time?

Use cases

Acquisition

How succsssful ara your marksting efforts?

Exploration

Whatt insights can you uncaver with custom
charts and tablss?

User lifetime
What can you learn by analyzing the entirs
§fatime of your users?

a4

What does your customer journey to

Conversion

canversion lack liks?

Funnel analysis
What user journeys can you analyze,
ssgment, and breakdown with mutti-step
funnels?

AV

User behavior

How do your users move through your app or

site from whers they first land?

Path analysis

What user journeys can you uncover with
tree graphs?

Segment overlap
What do intersections of your segments of
users tsll you about their behavior?

User explorer

Wihat individual behaviars can you uncover by
driling into individual user activities?



Funnel Analysis — Build Your Own Funnels!

&ll sccounts ? Dema Account

. - . e s
= .'I Analytics GA4 - Google Merchandise ... ~ Q_ Try searching "Data Streams H >

@ L = o Checkout Behavior Funnel \D
TEH E

@ Analysis Name:

Checkout Behavior Fu.. Siep 1 Step 2 Step d
v (read-only) - - Begin Checkout 100%  Billing & Shipping 853% Review 42.9%  Purchase 67.8%
> g 1.8K
Dec 28, 2020 - Jan 24, 2021 Visualization
r®
SEGMENTS Standard funnel
> (;. i
8 79
@ Direct traffic MAKE OPEN FUNNEL »
o= Paid traffic
SEGMENT COMPARISONS
= Mobile traffic 0
STEPS
8 Tablet raffic ‘ ‘
Begin Checkout
- @& W 253 147% M 839 571%
_ DIMENSIONS Billing & Shipping
- | Event name - Step Device category Users (% of Step 1) Completion rate Abandonments Abandonment rate
eview
A
L | — 1. Begin Checkout Total 1,722 (100.0%) 85.3% 253 147%
Purchase
{53 desktop 1,511 (100.0%) 86.6% 203 13.4%
| Country
mobile 205 (100.0%) 75.6% 50 24.4%
| Device category BREAKDOWN
Device category tablet 6(100.0%) 100.0% o 0.0%
| User medium: Cras...
2. Billing & Shipping  Total 1,469 (85.3%) 42.9% 839 57.1%
Rows per 5 .
METRICS diiERsTS deskiop 1,308 (86.6%) 43.5% 739 56.5%
mobile 155 (75.6%) 38.7% 95 61.3%
SHOW ELAPSED TIME
E » tablet 6(100.0%) 16.7% 5 83.3%
N 3. Review Total 630 (36.6%) 67.8% 203 32.2%
MEXT ACTION
desktop 569 (37.7%) 70.1% 170 29.9%
FILTERS ~
mobile 60(29.3%) 48.7% 32 53.3%
tablet 1(16.7%) 0.0% 1 100.0%
4. Purchase Total 427 (24.8%)



Funnel Analysis - Ecommerce Example (Trended funnel)

AIl 8CCOUNTS ~ LEMa Account

€ Analytics  Gag - Google Merchandise ... ~

Q, Try searching "Data Streams"

Analysis Name:
Checkout Behavior Fu...

] (read-only)
r @
Dec 28, 2020 - Jan 24, 2021
r®
SEGMENTS
e us
' ® Direct traffic
Lo Paid traffic
i Mobile traffic
] Tablet traffic
- %
DIMENSIONS
| Event name
a
oo
| Gender
¥
| Country
| Device category
| User medium: Cros...
METRICS

anicca

TECHNIQUE

Visualization

Trended funnel -
MAKE OPEN FUNNEL »
SEGMENT COMPARISONS
STEPS

Begin Checkout
Billing & Shipping
Review

Purchase

BREAKDOWN

Device category

SHOW ELAPSED TIME »

NEXT ACTION

FILTERS

ALL BEGIN CHECKOUT

20
Dec
Step
1. Begin Checkout

2. Billing & Shipping

3. Review

4. Purchase

Device category

Total
desktop
mobile
tablet
Total
desktop
mobile
tablet
Total
desktop
moabile
tablet

Total

BILLING & SHIPPING REVIEW

o 02
Jan

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

205 (100.0%)
6(100.0%)
1,469 (85.3%)
1,308 (36.6%)
155 (75.6%)
6(100.0%)
630 (36.6%)
569 (37.7%)
&0 (29.3%)
1(16.7%)

427 (24.8%)

Completion rate
85.3%
86.6%
756%

100.0%
42.9%
435%
38.7%
16.7%
67.8%
70.7%
48.7%

0.0%

PURCHASE

Abandonments

253

203

50

839

739

95

203

170

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%

150

100



Segment Overlap Report - Device Segment Example

GAd - Google Merchandise Stare

€l Analytics GA4 - Google Merchandise Store

Q, Try searching "Data Streams”

@ somso

@
®© Analysis Name:
b % Mob|le£ Paid / Direct.. |
(read-only) -
» @
Dec 28, 2020 - Jan 24, 2021
' ®
SEGMENTS
3 6. -
' ® Direct traffic
* Lo Paid traffic
B Mobile traffic
3 Tablet traffic
~ 8
DIMENSIONS
Event name
A
oo
Gender
&
Country

Device category

member_level
favorite_food
Event campaign: Cr_.
Event campaign: Cr_.

®

Event campaign: Go...

| User medium: Cros...

anicca

TECHNIQUE

SEGMENT COMPARISONS

Mobile traffic

Paid traffic

Direct traffic

BREAKDOWNS

Start row

10

VALUES

Active users

FILTERS

Active users overlap
[ Mobile traffic
[ Direct traffic
O Paid traffic

Segment set
Totals*

1 [ Mobiletrafiic |

2 [ Mobiletraffic ONLY |

3 [ Directiafiic |

4 [ DirectwafficONLY |

s

6 [ Mobiletraffic | + [ Direct traffic |

7 [ Mobiletraffic | + [ Paid waffic

.

9 Paid traffic | + [ Directraffic |

10 [ Mobiletraffic | + ( Paidwafic | + [ Direct waffic |

+ Active users

87,287
100.0% of total

39,990

Vi Direct \\
[ traffic

Mobile
traffic

26,943

19,519

12,694

7,051
6710
5970
1,034

1



Path Analysis — Reverse Funnel Path
@ Q@ @ srmis - +

C] Analysis Name: TECHNIQUE
*Page Path Analysis ) All Users
bobe Path analyzis -
Custorn
r o Dec 16, 2020 - Feb B, 2021 ~ STEF-5 & STEF 4 &
SEGMENT P | P |
age title age title
» ® Dron o welect acerment o > =22
SEGMENTS + rop or select segmel and scree... and scree...
- us SED Leicester | Your St . Contact Us | Anicca Di...
1 1
» MNODE TYPE
@ Direct traffic
Event name
= _ |
Paid traffic
R | Page title and scree._.
Mabile traffic
8 | Page title and scree._.
Tablet traffic
- i§
VIEW UNIQUE NODES .
- DIMENSIONS + ONLY
| Event name
|:llmu BREAKDOWN
| Gender Drop or select dimension
Ec
| Country
VALUES
| Device category
Event count
| User medium: Cros...
FILTERS
METRICS +
Drop or select dimension or
| Active users metric
| Event count
MNODE FILTERS
| Total users

Mo node filters applied.

anicca

Startover & & &, A B
STER-3 4 STEF-2 & STEF-1 & EMDING POINT
Page title Page title Page title
> 8 and scree... > B8 and scree... > 8 and scree... < & Eventname
. Digital Marketing Agen.. Contact Us | Anicca Di... Thank you for contacti... contact_form_submitt...
4 10 15 16
Digital Marketing Agen...
2
How Much Should | Pa...
;B
Meet the Anicca DigiTa_{ | International SEO Age... [
1
SED Leicester | Your 311 [ Product Placement PR ..
1
+2 More +1 More
3 I 14



Exploration Report - Landing Page Report

© w4

us

Direct traffic
Paid traffic
Mobile traffic

Tablet traffic

DIMENSIONS
Event name
Gender

Country

User medium: Cros...
City

| Device category
| Page path

METRICS
| Active users
| Event count

| Transactions

anicca

+

ROWS

| Page path

Drop or select dimension

Start row 1

COLUMNS
Drop or select dimension

Start column group 1

Show column

VALUES

| Sessions
| Total users

Drop or select metric

Barch.. =

Page path +Sessions Total users
Right click on visualization to interact with data

Totals 7.400 5,507
100% of total 100% of total

/ 992 726
/blog/wordpress-site-hacked-fake-spam-urls-resolved/ 488 303
/leicester-digital-live/ 441 312
/blog/free-social-audit-tools/ 356 261
/blog/ppe-agency-costs-to-manage-adwords-pay-per-click/ 208 160
/about-us/pricing-rate-card/ 194 168
/blog/ecreating-a-google-shopping-feed-from-scratch-using-google-shests/ 124 a0
/resource-library/ N 124 105
/leicester-digital-live 120 97
/blog/introducing-aniccas-a10-digital-marketing-framework-to-develop-your-digital-... _ 105 75
/leicester-digital-live/agenda/ ] 96 54
/blog/google-data-studio-dashboards/ o 95 60
/dmi-presentations/ 86 14
/training/digital-marketing-qualifications/ M 70 56
/blogrdigital-marketing-support-vacancies-6-month-placements-trainees-via-the-kic.. M 66 3z
/meet-the-team/ N 56 46
/terms-and-conditions/ 53 48

Filtered by event: session_start




User Explorer Report

&

>
>
3
.

.

anicca

.l' Analytics

Al BCCOUNTS # 1 ANICCE.CO.UK

Anicca GA4 Property ~

Q,

Try searching "property ID"

C]
Pl
®
®
p
®

o

0

o
ab

Analysis Name:
User explorer

Custom
Jan 10 - Feb 8, 2021

SEGMENTS
us
Direct traffic
Paid traffic
Mohile traffic

Tablet traffic

DIMENSIONS

Event name

Device category

| Country

User medium: Cros...

METRICS
Event count

Sessions

Transactions

| Purchase revenue
| Conversions
I

TECHNIQUE

User explorer v

SEGMENT COMPARISONS

+ Drop or select segment

ROWS

| App-instance D

| Stream name
Start row 1

Show rows

WALUES

| Sessions
| Transactions
| Conversions

Drop or select metric

Cell type Barch.. =
FILTERS

Drop or select dimension or
metric

App-instance ID Stream name
1 1122100825.1610365897 anicca.co.uk
2 768388575.1606398246 anicca.co.uk
3 877145240.1610386488 anicca.co.uk
4 498304918.1611869141 anicca.co.uk
3 601129952.1595244042 anicca.co.uk
& 1594524946.1591690691 anicca.co.uk
7 1276714863.1610187617 anicca.co.uk
e 2138112971.1611569670 anicca.co.uk
9 1803582584.1595404407 anicca.co.uk
10 1987343840.1587565487 anicca.co.uk
11 894992269.1610470697 anicca.co.uk
12 1959150002.1605627289 anicca.co.uk
13 43594952.1605173964 anicca.co.uk
14 552622315.1605613052 anicca.co.uk
15 1401421814.16118456162 anicca.co.uk
16 672078917.1611842023 anicca.co.uk
17 1063608360.1611118211 anicca.co.uk
18 332005041.1595581374 anicca.co.uk
19 42142086.1566897015 anicca.co.uk
20 117452009 = Include only selection

21 505734889,

22 972655596,

=® Exclude selection

View user activity

23 114205107 e

24 446554618.1612341365

anicca.co.uk

+ Sessions

73

43

38

37

37

3

28

27

24

22

21

Transactions
o

0

Conversions

577

27181

33
1,073

2637

75

1,772

33

361

6685

27

35

2548

2174

136

868



<

User Explorer Report

All accounts > 1 Anicea.co.uk

Analytics | anicca GA4 Property =

Q,  Try searching "property ID*

: 0 Qv - +

@ Analysis Name: "
User explorer
r e User explorer -
Custom
@ Jan 10- Feb 8, 2021 -
TIMELINE
' ®
Select
SEGMENTS -
| + . 4 selected
v
@ us
Display timeline =~ Expan.. «
r @ Soemmeeeees
Direct traffic
LD Sort timeline Desce.. =
Paid traffic R
R Mobile traffic
8 FILTERS
LT LETEE Drop or select dimension or
- 2 metric
5
.= DIMENSIONS +
A | Event name
oo
Gender
s |
| Country
| Device category
| User medium: Cros...
| Stream name
METRICS +
| Event count
| Sessions
| Purchase revenus
| Transactions
{9] | Conversions

1142051074.1605533188

First seen on Nov 16, 2020
from Stamford, United Kingdom
using anicca.co.uk.

WIEW USER PROPERTIES

Event count

77

Jan 29, 2021 | 15 Events

L w page_view

[0 =

scroll

O scroll

session_start

O o0

page_view

Jan 28, 2021 | 4 Events

[0 @ scroll

O page view

[] o session_start

D M blog_article_view
Jan 22,2021 | 1 Event

D B session_start
Jan 21, 2021 | 2 Events

[ o session_start

Purchase revenue

£0.00

Transactions

0

4:05:53 PM

User engagement
3m11s

CREATESEGMENT [l & & 4 2

Top Events
©:0:0:0%

B page_view 7
B user_engagement 26
B scroll 12
B session_start 10
M blog article view 2

blog_article_view

2

QDO

U 19,30 AM

10:15:30 AM

10:15:21 AM

10:15:16 AM

10:15:16 AM

@' ' 0°0:
8:55:17 AM

8:48:37 AM

8:48:37 AM

8:48:37 AM
@:Q°0Q:
8:56:19 AM
©:Q0°0°0:-
=) Pageview X

E



Should | Upgrade to GA4 Yet?

Basic Reporting can still be very challenging — no content grouping, content reporting
Missing Attribution / Multichannel funnel components
Missing referral exclusion lists

Many integrations not available (opfimize, campaign manager, SA360, Google Ads Manager,
Google Search Console

Still undergoing heavy development

Limited Data studio connectors

Limited filters available eg rewrites, lowercase etc
Stream level user permissions not available

Ecommerce still not missing some features of universal eg product level dimensions, pre built funnels
Sijc



Recommendations

Duel Tag Your website - run GA4 in Parallel with your Existing Universal
Analytics — best of both worlds!

Create A New GA4 Property within your existing account

Add GA4 to your site

Even if starting from scratch install Universal analytics (analytics.js)
Use Google Tag Manager!

http://bit.ly/3rDapTm



Thank you
Any Questions?

Ed Truman
ed@anicca.co.uk
WWW.QNICCA.CO.Uk
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