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Actions & Solutions

RECAP - WHAT YOU 

NEED TO KNOW…



Actions & Solutions
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UNIVERSAL ANALYTICS WILL STOP

COLLECTING DATA
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UNIVERSAL ANALYTICS*



GA4 Verdict - Ok but not Fantastic….
The Good

✓ Higher data collection limits and quotas

✓ Better cross device capabilities

✓ Better engagement metrics

✓ Improved custom reporting

✓ Powerful audience building

✓ More flexible event based model

✓ Improved custom reporting

✓ Improved conversion tracking and attribution



The Not So Good

►Lack of account level and report level filters

►Default Reports not great

►No content grouping

►No customisable channel groupings

►Metrics can be confusing

►Limited ecommerce reporting

GA4 Verdict - Ok but not Fantastic….



Reporting Differences to Expect

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 to max 14 months

Bounce Rate Different calculation used

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



 Session = Visit (aka session_start) is the period of time a user is actively 

engaged with your website or app). A session will end when there has been 

more than a 30-minute period of inactivity (depending on the session timeout 

settings)

 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.

Glossary 1



 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): Primary user metric in GA4: Number of distinct 

users who visited your website or application. An active user is any user who 

has an engaged session or when Analytics collects:

Glossary 2



SETTINGS CHECK



 New abilities to link to Google 

products like Search & Display 360, 

Merchant Centre, BigQuery

 Audience Sharing 

 Conversion Importing

Link Other Google Products



 Bring in cost metrics, clicks and impressions

 Share Audiences and Conversions from Google 

Analytics automatically. No more importing!

Product Linking – Ones To Do Now

 See Landing pages, search queries, clicks, 

search impressions, ctr and more

Google Ads

Search Console

 See your conversions from free product listings 

Merchant Centre



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

Adjust Data Retention Settings
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Check Default Attribution Settings



 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

Enable Enhanced 
Measurement



CONVERSION TRACKING



All interactions are now events.

GA4 as an Event Based Model

scroll

file_download

purchase

session_start

page_view
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Get Familiar with GA4 Events

click 
file_download
view_search_results
scroll
video_start
video_complete

Enhanced Events*Automatically 

Collected Events

first_visit
session_start
in_app_purchase
screen_view
user_engagement
first_open

Recommended & 

Custom Events 

purchase
add_to_cart
begin_checkout
login
sign_up
Share
view_promotion

& any custom event

See full list https://bit.ly/2Z35lvt



Where to See Events- Example 1



Where to See Events – Example 2



▪ More Flexible event based 

conversion Model

▪ Choose & define which events 

you want as conversions 

directly within the interface

▪ No longer session based -

counted on every event.

▪ Select upto 30 events

▪ Conversions are not retroactive

Convert Events into ‘Conversions’



 Send in extra info with your 

events

 Upto 25 parameters

 Some parameters 

automatically collected by 

default

Send in Extra Event Info

https://bit.ly/3NCp39b



Most Likely Yes ..

1. However if using existing ecommerce implemented through Google 

Tag Manager Datalayer =  You can use GTM 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

Do I have to Upgrade My Ecommerce 
Tracking?



New GA4 Ecommerce 
Schema

 Extra product categories provided 

and ability to track in app 

purchases

 New metrics added eg 

add_to_wishlist, view_cart, discount, 

currency



GA4 Ecommerce Reporting



CUSTOM REPORTS



GOOGLE GA4 DEMO STORE



YOUR GA4 ROADMAP

1. Install Basic GA4 All Pages Pixel with Enhanced Measurement

2. Integrate Products (Ads, Search Console)

3. Migrate Existing Goals from Universal to GA4

4. Enrich Tracking with Custom Dimensions & Ecommerce

5. Prepare to export historical reports from Universal analytics



Thank you

ed@anicca.co.uk
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Recommendations

 Duel Tag Your website - run GA4 in Parallel with your Existing Universal 

(GA3) Analytics– best of both worlds!

 Use Google Tag Manager!

 Start small and build up.

 Decide on what custom events you need and be organised

 Challenge yourself to start using and learning GA4 

 Try the GA4 Demo account (search GA4 Demo account)



Universal Analytics

• 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

Custom Reports





2. LINK TO GOOGLE ADS & 
SEARCH CONSOLE



Where to Access Google Ads and Search Console

Click to access reports



Google Ads Reporting



Google Search Console Reporting



A Brand New & Customisable Interface



Powerful New Audience Builder
Ability to build sequences based on steps and time taken



Audience Based Events



1. INSTALL & ACCESS



Access Tag Details (Measurement ID)

Access existing tag details by going to Admin > 

Property > Data Streams

1
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Grab Your Measurement ID



Google Tag Manager
(Recommended Option)

Gtag Pixel
(Alternative Option)



GA4 Setup Assistant – Here to Help


