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AGENDA

GA4 what to expect
GA4 Setup Checklist

Conversion Tracking

Reporting What You Need
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RECAP - WHAT YOU

NEED TO KNOW...
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1 JULY 2023

UNIVERSAL ANALYTICS WILL
COLLECTING DATA
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REPORTS
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&) Increase performance by
promoting campaign uk_srch -
ppc

Apr1 - 30,2022

13.83% of the cpe traffic from uk_srch - ppe.
This campaign performs worse than the
others.

Metric This Camggaign Other Campaigns

incpc
75.05%

00:00:49

npaign further to

Last 30 days « AUDIENCE OVERVIEW >

How do you acquire users? Where are your users?

Traffic Channel Source / Medium Referrals Sessions by country

Enn

Property <+ C

Q Select Property

reate Property

GA4 - Flood-Itl (153293282)

GA4 - Google Merchandise Store (213025502)

Property begins with UA-XXXXXXXX-X

UA - Google Merchandise Store (UA-54516992-1)

300 w
3 Properties
- I 200 United Kingdom - ||
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WHEN YOU BE ABLE TO
UNIVERSAL ANALYTICS*
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GA4 Verdict - Ok but not Fantastic....
The Good

v Higher data collection limits and quotas
v Better cross device capabilities

v Better engagement metrics

v Improved custom reporting

v" Powerful audience building

v More flexible event based model

v Improved custom reporting

v Improved conversion tracking and attribution
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GA4 Verdict - Ok but not Fantastic....
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
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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.




Glossary 1

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.
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Glossary 2

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:
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Link Other Google Products

= New abillities to link to Google
products like Search & Display 360,
Merchant Centre, BigQuery

= Audience Sharing

= Conversion Importing

aniccals

PRODUCT LINKS

.\ Google Ads Links

{- Ad Manager Links

BigQuery Links

r Display & Video 360 Links
Merchant Center

O
Q Search Ads 360 Links

Search Console Links

<’




Product Linking — Ones To Do Now

N

Google Ads

=
o

¢

Search Console

Merchant Centre
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Bring in cost metrics, clicks and impressions

Share Audiences and Conversions from Google
Analytics automatically. No more importing!

See Landing pages, search queries, clicks,
search impressions, ctr and more

See your conversions from free product listings




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 newlai 14 months
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Check Default Attribution Settings

Attribution Settings

Reporting attribution model

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
revenue data. User and session data will be unaffected. Learn about how attribution models affect your reporting data

Reporting attribution model

Cross-channel data-driven model~

aniccaly

Cross-channel

Data-driven (recommended)

Last click

First click

Linear

Position-based

Acquisition conversion events

(i.e., first_open, first_visit)

(O 7 Days

(® 30 Days (recommended)

All other conversion events

(O 30Days
() 60 Days

(® 90 Days (recommended)

Affects conversion and revenue data

All rights reserved 2022




= Auto tracking included by default!
Enable EnhanCEd = Smart pixel automatically listens for

clicks & scrolls, site searches, video
Measurement plays & downloads, form interactions

= Advanced users may want to use
Google Tag Manager instead

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 0 Site search o Video engagement 9 File downloads
Measuring: o3

Show less







GA4 as an Event Based Model

Event name -

All interactions are now events.

Totals

page_view

:
purchase a

2 user_engagement

3 session_start

Q file_download

4 first_visit
scroll e 5 scroll
6 blog_article_view
e page_view 7 click
8 view_search_results
session_start G = Leeeth

10 form_submission

_|_

+ Event count

26,360
100% of total

9,009

6,916

4,003

2 480

2311

1,004

201

179

130

31

Total users

2,687
100% of total

2,662

1,597

2 672

2 480

677

588

131

24

72

22




Get Familiar with GA4 Events

Recommended &
Custom Events

Automatically Enhanced Events*
Collected Events

purchase
add _to cart
begin_checkout

first_visit click
session_start file_download

in_app_purchase view_search_results
screen_view scroll
user_engagement video_start
first_open video_complete

login

sign_up
Share
view_promotion

& any custom event

See full list https://bit.ly/2Z35Ivt



Where to See Events- Example 1

Reports snapshot Events:Eventname @ ~ @ +
Realtime 0
@ video_progress @ video_start @ video_complete @ page_view @ user_engagement EVENT {
Life cycle A~
» Acqguisition Q Search..
~ Engagement Event name + ¥ Event count Total users
Overview
257,776 3.891
Events 100% of total 100% of total
e onversions 1 video progress 150,621 599
Pages and screens 2 video_start 38,342 624
»  Monetization 3 video _complete 36,909 266
Retention 4 page_view 10,665 3,872
5 user_engagement 7,303 2,282
User A
. 6 session_start 5675 3.877
»* Demographics
»  Tech 7 first_visit 3,663 3,656
8 scroll 2,455 1,109
9 viewed_blog_article 1,287 730
10 click 454 290




Where to See Events — Example 2

Reports snapshot Traffic acquisition: Session default channel grouping @ ~ @ + Last 26 days 4 May - 31 May
Real-time
Life cycle ~ Q, Search.. Rows per page: 10~ Goto: 1
= Acquisition Session default channel grouping + - Average Engaged sessions Events per session Engagement rate Event count COﬂVtSiOHS
engagement time per user All events ~ All dvents ~
Acquisition overview per session
User acquisition: First user ... 1m 08s 0.82 23.28 58.97% Q b
Totals : ' T
User acquisition Avg 0% Avg 0% Avg 0% Avg 0% All events al
Traffic acquisition 1 Direct Tm16s 0.84 25.02 65.9% [ 2dd_payment_info 0
. | add_shipping_info
~ Engagement 2 Organic Search Tm06s 0.87 21.29 60.13% 0
| add_to_cart
Qverview 3 Unassigned O0m 475 0.03 36.56 2.86% ) 0
| android_lovers
Events 4 Cross-network Om 33s 0.52 9.79 46.39% begin_checkout 0
Conversions: Event name 5 Display Om 20s 0.50 11.64 35.57% campus_collection_user 0
Pages and screens 6 Paid Search 1m 20s 0.76 20.63 62.08% click 0
-~ Monetisation 7 Referral Tm 51s 1.15% 31.04 70.34% 90,003 ]45?.00
Overview 8 Paid Video Om 47s 0.90 19.90 85.21% 248398 180.00
E-commerce purchases g Organic Social Tm 59s 1.10 35.07 75.23% 38,370 646.00
|n-app purchases 10 Organic Video Om 49s 0.75 18.79 66.76% 13,400 612.00




Convert Events into ‘Conversions’

Existing events

= More Flexible event based
conversion Model

Event name T

al0_form_submitted

= Choose & define which evenfs  academyfiee access
you want as conversions blog_article_view
directly within the interface dlick
contact_form_submitted
= No longer session based -
counted on every event.

core_service_page_view
file_download
first_visit

= Select upto 30 events

form_submit

= Conversions are not retroactive  outoundlink_dlick twitt

Count

55

2,053

634

10

468

97

4,936

16

% change

1189.5%

150.0%

143.3%

188.1%

142.9%

151.5%

186.5%

1162.3%

4 100.0%

1300.0%

Users % change

43

5

1,507

399

10

319

76

4934

13

1186.7%

166.7%

144.5%

1105.7%

142.9%

$170.3%

190.0%

1162.4%

4 100.0%

1225.0%

QW

Mark as conversion




Send in Extra Event Info

Events and parameters

= Send in extra info with your

events

= Upto 25 parameters

= Some parameters
automatically collected by

default

Event Name (3

video_start

v  Event 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

Page views

page_view

Parameter Name

video_title

video_url

Value

{{video title}}

{{video url))

KS

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

Parameters

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

No parameters are
collected

link classes,
link_domain, link_id,



Do | have to Upgrade My Ecommerce
Tracking?

Most Likely Yes ..

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*®

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

aniccals

datalLayer.push({ ecommerce: null }); // Clear
datalayer.push({
event: "purchase”,
ecommerce:
transaction_id: "T_12345",
affiliation: "Google Merchandise Store",
value: 25.42,
tax: 4.96,
shipping: 5.99,
currency: "USD",
coupon: "SUMMER_SALE",
items: |
{
item_id: "SKU_12345",
item_name:. "Stan and Friends Tee",

the

affiliation: "Google Merchandise Store",

coupon: "SUMMER_FUN",

currency: "USD",

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”,




A4 Ecommerce Reporting

- o
A  Reportssnapshot E-commerce purchases: temname @ ~ @ + Lestzsders 3May-30May2022 ¥ [ < A
D Real-time W GODQIE GAMPUS BIKE
Life cycle -~ %
Q «
= Acquisition
@ o ) 20 b Google Classic White Organic F/C Tee
x Acquisition overview
For Everyone Google Tee
:=| User acquisition: First user ... 2K

User acquisition

Jnisex Pride Eco-Tee Black ™
0 ) AT °

0 x

Traffic acquisition

» Engagement

0 50 100 150 200
s @ Google Campus Bike @ Google Classic White Organic F/C Tee @ Google Large Tote White @ Google Laptop and Cel > E-COMMERCE PURCHASES
= Monetisation
Overview - 10 - . 1
Q, search.. Rows per page: Go to: 1-100f455 >
[== h . . . .
L Item name - - Item Views Add-to-baskets Basket-to-view rate +E-commerce Purchase-to-view rate Itern purchase quantity Item revenue
In-app purchases purchases
Publisher ads Total 108,988 22,617 22.96% 1,831 5.38% 19,355 $245,830.27
otals
100% of total 100% of total Avg 0% 100% of total Avg 0% 100% of total 100% of total
Retention
1 Google Campus Bike 5,194 437 8.43% 134 307% 292 $9,880.00
User ~ ) . .
2 Google Classic White Organic F/C Tee 3,241 595 18.25% 120 403% 244 $5,616.80
» Demographics .
3 Google Large Tote White 661 268 44.15% 90 14.58% 590 $6,193.20
» Tech .
4 Google Laptop and Cell Phone Stickers 565 252 49.53% 70 15.81% 151 $381.00
5 Google Vintage Navy Tee 423 183 51.4% 69 22.03% 105 $2,316.60
6 Google Crewneck Sweatshirt Black 718 241 40.59% 67 13.6% 120 $5,597.40
7 Google Pacific Green Tee 598 219 42.03% 65 14.98% 82 $1,836.00
8 Super G Retractable Badge Lanyard 528 197 42.13% 63 16.8% 17 $804.80
9 Google Leather Strap Hat Black 563 183 36.86% 61 14.5% 208 $3,348.00
10  Google Heather Denim Tonal Tee 445 164 45.21% 59 18.48% 173 $4,587.00






GOOGLE GA4 DEMO STORE



YOUR GA4 ROADMAP

Install Basic GA4 All Pages Pixel with Enhanced Measurement
Integrate Products (Ads, Search Console)

Migrate Existing Goals from Universal to GA4

Enrich Tracking with Custom Dimensions & Ecommerce

Prepare to export historical reports from Universal analytics
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Thank you

ed@anicca.co.uk

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)
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Custom Reports

« 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

Gnicca 15 Universal Analytics









Where to Access Google Ads and Search Console

Reports snapshot

Realtime

Life cycle ~

~ Acquisition

Acquisition overview . o
May

User acquisition
Traffic acquisition
» Engagement

»  Monetization Sessions ¥ by

Session default channel gro... =

Retention SESSION DEFAULT .. SESSIONS
Organic Search 22K
User ~ -

Direct 14K
*  Demographics Paid Search 667
Organic Social 523

» Tech _g
Email 421
Referral 263

Paid Social 83

View traffic acquisition —»

O Library

Acquisition overview @ ~

Qo+

300
200

100

[==]

15 22

Sessions ¥ by
Session Google Ads campai... ¥

TOP COUNTRIES USERS
United Kingdom 9
Pakistan 1
Vietnam 1

View realtime -

GOOGLE ORGANIC SEARCH TRAFFIC

Organic google search impressions ~
by Landing page «

LANDING PAGE ORGANIC GOOGLE ..

No data available

Last 28 days Apr.

Paid Search 493
Organic Social 407
Email 346
Referral 101

Paid Social 80

View user acquisition =

GOOGLE ORGANIC SEARCH QUERIES

Organic google search clicks ¥ by
Organic google search query

ORGANIC GOOGLE ..ORGANIC GOOGLE ..

No data available

SESSION GOOGLE .. SESSIONS
UK _SRCH ...& CONTENT 284
UK_SRCH - ...cca Brand 199
UK_SRCH - ... Marketing

UK_SRCH - PPC

E_SRCH - SEQ & Tech

U_K_SRCH - Social 13
[JK_SRCH - ...+30km Only 5

View Google Ads campaigns —»

View Google organic traffic acqu... —»

View Google organic search quer... —»




Google Ads Reporting

A Feportssnapshol Google Ads campaigns: Session Google Ads campaign @ ~ @ +

Realtime
Life cycle - Digital Market...

@ o UK_SRCH - UK_SRClH
~ Acquisition PPC 100
@ UK_SRCH - Digital Marketing
x Acquisition overview UK_SRCH - ®
SEO & Tech ®
= User acquisition P
Traffic acquisition 0 100 200 300 0 g
0 100
SESSIONS
» Engagement
» Meonetization
Q, Search..
Retention
Session Google Ads campaign ~ -+ Users +Sessions Engaged sessions Google Ads clicks Google Ads cost
User ~
= hi Totals 508 646 380 656 £2,306.40
emographics 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 32 20 37 £216.94
5} UK_SRCH - Social 8 11 8 9 £59.39
7 UK_SRCH - PPC PPC - Leicestershire +30km Only 5 5 2 6 £26.10
‘ 81 Library



Google Search Console Reporting

Q, Search..

Landing page ~ -+

Totals

1 fimages/Web-development-proposal-Anicca-Solutions. pdf

2/

3 /blog/free-social-audit-tools/

4 /leicester-digital-live-2022/

5 /pricing-rate-card/

6 /?UTM_source=GMB_listing&UTM_medium=organic

7 /blog/wordpress-site-hacked-fake-spam-urls-resolved/

8 /blog/ppc-agency-costs-to-manage-adwords-pay-per-click/

9 /blog/creating-a-google-shopping-feed-from-scratch-using-googl...

10 /grant-funded-digital-skills-bootcamps/

aniccald

4 Organic google
search clicks

1,859
100% of total

399
289
165
142
17
74
69
46
35

35

Organic google
search
impressions

591,259
100% of total

9,550
110,855
5,810
4,190
6,295
8,995
1,965
26,542
6,452

2,501

Rows per page: 10~

Organic google
search click
through rate

0.31%
100% of total

4.18%
0.26%
2.84%
3.39%
1.86%
0.82%
3.51%
0.17%
0.54%

1.4%

Goto: 1

Organic google
search average
position

53.95
100% of total

34.45
54.05
53.12
33.28
21.18

4.00
51.85
68.51
47.11

28.93

1-100f902 >

User

1,377
100% of tota

99

47

[#a]

40




A Brand New & Customisa

o

Reports snapshot

Realtime

Life cycle
~ Acquisition
Acquisition overview

User acquisition

B 2 ®© @ 2

Traffic acquisition
»  Engagement
»  Monetization

Retention

User
» Demographics

»  Tech

[ Library

Acquisition overview @ ~

Users Event count

39K 258K 77

08 15
May

Sessions ¥ by
Session default channel gro... =

SESSION DEFAULT .. SESSIONS
Organic Search 2.3K
Direct 1.4K
Paid Search 617
Organic Social 538
Email 434
Referral 260

Conversions

Total revenue (D

£0.00

500
400
300
200
100
0
22 29
Sessions ¥ by
Session Google Ads campai... ¥
SESSION GOOGLE .. SESSIONS
UK _SRCH ...& CONTENT 262
UK_SRCH - ...cca Brand 200
UK_SRCH - ... Marketing 61
UK_SRCH - PPC 44
UK_SRCH - SEO & Tech 34
UK_SRCH - Social 8

ble Interface

Last 26 days May 4 - May 31, 2022 ~ T4} G(: ~

USERS IN LAST 30 MINUTES

3

USERS PER MINUTE

TOP COUNTRIES USERS
Australia 1
Ireland 1
United Kingdom 1

View realtime =

GOOGLE ORGANIC SEARCH TRAFFIC

Organic google search impressions «
by Landing page «
LANDING PAGE ORGANIC GOOGLE ..

! 104K
/international-seo/ 29K
/blog/ppe-...per-click/ 25K
/seof 20K
link-building/ 16K
[local-seo/ 16K

New users by

First user default channel g... =

FIRST USER DEFAU.. NEW USERS
Organic Search 1.2K
Direct 1K
Paid Search 442
Organic Social 418
Email 348
Paid Social 120
Referral 102

View user acquisition =»

GOOGLE ORGANIC SEARCH QUERIES

Organic google search clicks ¥ by
Organic google search query

ORGANIC GOOGLE ..ORGANIC GOOGLE ..

anicca digital 185
leicester digital live 72
annica digital 47
website de...sample pdf 29
anicca 28
annica 28



Powerful New Audience Builder

Ability to build sequences based on steps and fime taken

B Add adescription

. Include Users when:

And

Sequence 1 - v [\ [ ]
= Step1 - v
page_view - page_location contains blog X Hdcpalaﬂetel Or
And

|

is indirectly followed by - Within 5 Minutes ~ (@
= Step2 -
file_download -  Add parameter or

JAN

Membership duration
@ 30 days
(O Set to maximum limit

Audience Trigger

+ Create new

summary

Users in this audience

5]

0.13% of all users

Include Exclude

5 -




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‘IDE[SHID 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







Access Tag Details (Measurement ID)

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

anicca.co.uk
https://anicca.co.uk/

Setup Assistant

[ Property Settings 1598427166 Receiving traffic in past 48 hours. >

e, Property Access
&= Management

—= Data Streams

S oua setins Access existing tag details by going to Admin >
2, Dt mport Property > Data Streams

-=B@ Reporting [dentity

“2, Attribution Settings
YD) Property Change History

Dd Data Deletion Requests

aniccals




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 ° Video engagement

e File downloads Show less

Ky

Measuring:

aniccals




Google Tag Manager

(Recommended Option)

Tag Configuration
Tag Type
Google Analytics: GA4 Configuration

™ ) - Lr H - ' -
L Google Marketing Platform

Measurement ID (3

G-SSEWB24567 Ed

Send a page view event when this configuration loads

|:| Send to server container
*>  Fields to Set
> User Properties

> Advanced Settings

Gtag Pixel
(Alternative Option)

¢!-- Global site tag (gtag.js) - Google Analytics --»
<script async src="https:// www.googletagmanager.com/gtag/js?id=G-5SEWB22ZYT" "»</script
<scripts»

window.datalayer = window.datalayer || [];

function gtag(){datalLayer.push{argumants);}
gtag('js', new Date());

gtag( 'config', 'G-S5EWB22Z%T');
</script»

amccaie




GA4 Setup Assistant — Here to Help

1. www.anicca_co.uk (Main) (UA-33254_ -

Google Analytics 4 Property Setup Assistant  netConnectes

GA4 Setup Assistant You're currently using a Universal Analytics property. To join the future of Analytics, set up a Google Analytics 4 property below. Learn more about GA4

This Universal Analytics property remains unchanged and continues to collect data.
D Property Settings

+ue FPTOpEMy Access

Management | | want to create a new Google Analytics 4 property

¢ Tracking Info . We'll create a new Google Analytics 4 property based on this Universal Analytics property.

¥0)  Property Change History ' ' ™ r Get Started

Dd Data Deletion Requests

PRODUCT LINKS

| Google Ads Links
| want to connect to an existing Google Analytics 4 property

B Connect an existing Google Analytics 4 property to take advantage of future tools to help complete your property

Y
AdSense Links Lg

configuration. You'll be responsible for tagging your site.

Ad Exchange Links L

| Select an existing Google Analytics 4 property -

Optimize and Tag Manager
Links

H O M|
<
e
4
=
]

All Products

H

Fosztbacks

aniccailv




