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Land Acknowledgment

Our team at CanadaHelps is grateful to have the opportunity to meet and work on many Indigenous homelands
across this land we share, Canada.

As settlers on these lands, it is important to acknowledge that our Vancouver offices are located on the unceded
territory of the Coast Salish People, the Montreal offices are located on Kanien'’keha:ka (Mohawk) territory, and the
land on which we operate in Toronto is the traditional territory of the Wendat, the Anishinaabeg, Haudenosaunee,
and the Mississaugas of the Credit First Nation.

We want to express our respect for the territories we reside in and honour the diverse Indigenous People who have
lived and worked on this land historically and presently. We, the staff and leadership at CanadaHelps, are
committed to being active participants in reconciliation. We are committed to continuing to amplify Indigenous
voices, and learning how our work affects Indigenous People.
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For the best webinar experience, close all
other applications.

The links to the webinar slides and recording
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Nonprofits are
changing the
world
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In 2011, we launched Google for Nonprofits

We exist to help empower
nonprofits to focus on
their mission, and on the
people and causes they
are committed to helping.
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Our program is global, like the nonprofits
we serve

0 350,000+

nonprofits

: © Q ¢ Q across
. 0 67+ countries



Our solutions are aimed at tackling
nonprofit challenges

Google Workspace
for Nonprofits

Nonprofits get Google
Workspace for Nonprofits
at no charge, and Google
Workspace Business and
Enterprise at a discounted,

nonprofit-only, rate

N
.‘Jzz

Ad Grants YouTube Nonprofit Google Earth
Program and Maps
Nonprofits get Engage audiences with Nonprofits get access to

$10,000/month in Google
Ads budget to create
text-only ads that run on
Google Search

video and direct traffic to
your website using Link
Anywhere cards

Nonprofits also get access
to shoot or edit videos at
YouTube Spaces

$250/month additional
Google Maps Platform
credit to use on maps
developer products
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How many of you are on
Google Analytics 4
today?

Answer ‘yes' or ‘'no’ in the chat to the side

Google



How well do you feel you know
Google Analytics 4
today?

Answer 1 (not at all) to S (very confident) in the chat |

Google




Google Analytics Has Evolved
Alongside changes in regulations, technical standards, and user

expectations...
Firebase
Analytics The New
Google rebranded to Google Analytics 4 Google Analytics
Google launches Universal Firebase Google Google Analytics 4 moves to 360 parity Universal
acquired Google Analytics + SDK Analytics Analytics for launches general with Universal Analytics
Urchin Analytics launch launched Firebase In beta availability Analytics Sunset
b4 ® ® ® : ® e e e
e ﬁz— | EEEEE——— | | . |
2005 2007 2012 2016 2017 2018 2020 2021 2022 July
: : : 2023/4
o o o .
GDPR CCPA ATT limits Chrome to
adopted adopted app tracking deprecate
&ITP 2.0 foriOS14.5+ 3P Cookie

launched



With Universal Analytics sunsetting very
soon, we will be talking about Google
Analytics 4

Let's get you equipped for the futurel

oogle



Our three main goals for you today

©
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How GA4 can How to Key
help with your navigate reports,
nonprofit's GA4 metrics, &
goals definitions

Learning Outcome
At the end of the session you will be able to confidently navigate
around the Google Analytics interface and read reports to
understaond the most important metrics from your website.


https://gweb-designyourown.appspot.com/icons.html

©

How GA4 can
help with your
nonprofit's
goals

How to
navigate
GA4

Key
reports,
metrics, &
definitions

Google


https://gweb-designyourown.appspot.com/icons.html

What are the

between GA4 and UA?

Why event-based versus sessions?
DATA COLLECTION 1. Flexible.. How do measure a session on mobile?
2. Privacy-safe as you can collect without cookies

3. Future proof since it is so flexible and device
Event-based now instead of agnostic

session-based.

How is GA4 more privacy-focused?
1. No cookies by default
2. More control for user over their data with features
to opt out of tracking or delete data
3. Compliant with global privacy laws such as GDPR
(General Data Protection Regulation)

Privacy focused and with
user consent in mind.

Google

Source: "The value of getting personalization right — or wrong — is multiplying McKinsey 2021


https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying

What are the

between GA4 and UA?

," Analytics é:A4"'G);0‘gleMyerch Shop ~ Q, Try searching “top countries by users” nQ @
RE PO RTI N G fn Reports snapshot @ Aluses © Addcomparison + Lsst28dws Apr 12 - May 9, 2023 ~
Realtime
G Engagement overview < A
Life cycle
Q
. ~  Acquisition
D l ffe re nt re p O rt s’ @ Acquisition overview Average engagement time @ Engaged sessions peruser @ Average ¢ A USERS IN LAST 30 MINUTES @ ~
ex: user engagement Lo sl v Imgs 13 Lok 140

Traffic acquisition

reports e

o T = 1111 T
. . Events TOP PAGES & SCREENS USERS
Different metrics, ome

Conversions Om 508

USERS PER MINUTE

Apparel | Goog.. handise Store 20
ex: lifetime value metric P L et bt
Landing page 3 5 % K b Men's  Unizex...chandize Store 0
. inibean e i The Google Me..tore - Log In 12
Different ways to view dataq, Overview PERED
ex: new explorer custom em—
In-app purchases
H isher a Views Event count @ - Eventcountby Eventname () «
reporting e 355K  2.1M e &
Q ( EVENT NAME EVENT COUNT

vigw_promotion 529K

Google

Source: "The value of getting personalization right — or wrong — is multiplying McKinsey 2021


https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying

What are the

between GA4 and UA?

I I HEEm

New default attribution
model, Last First Linear

Data driven ottribution interaction interaction

Use multiple attribution '

models,

DDA, last-click, first click, ‘
etc.

Time Decay Position Data Driven

Custom attribution Based

Google

Source: "The value of getting personalization right — or wrong — is multiplying McKinsey 2021


https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying

. .
innovating for a future that is:

CONSENTED FIRST-PARTY MODELED
Adapt to privacy demands and control how Enable you to collect and use first-party Enhance your first-party data with
data is collected and used based on user’s data to understand and engage your modeling to fill in the gaps from cookie
consent users loss and measurement restrictions
User Privacy Expectations By understanding users’ behavior throughout Marketers need to preserve
their journey, you will be able to tailor the behavioral measurement while
right experience based on their needs respecting user privacy

Regulatory Changes

21% " of consumers now expect to
Platform Updates . © * receive personalized interactions’

L JOXO,

IS MORE IMPORTANT THAN EVER SO YOU CAN
PROPERLY MEASURE THE SUCCESS OF YOUR BUSINESS

Google

Source: "The value of getting personalization right — or wrong — is multiplying McKinsey 2021



https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying

How GA4 can help with your nonprofit's goals

Google Analytics 4 enables you to answer strategic
questions in innovative ways and drive impact

Take action on

Collect & enrich first-party
data in a privacy-safe way your data
o ........................................................................................................................................... o
Web interactions REEERiigaliEilies > Advanced Analytics
@ via BigQuery
App interactions
........... > .' o
Offline interactions @
' DU > A P Activate your 1P data
. Q via Google Ads & GMP

Other business data Holistic view of your users

Ongoing measurement & activation of your data-......... 5

Google



How can Google Analytics 4 help your non-profit?

Understand your Make more
audience informed decisions

demographics, website troffic, Make more informed
interests, & behavior donations, newsletter decisions about how to
sign-ups allocate your

resources by providing
insights into the
effectiveness of your

R v marketing campaigns
and the impact of your

& / programs. This can be
i [ , used to make sure that
p your non-profit is using
' l its resources in the
""""""" o most effective way
' possible.

Google
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How to
navigate
GA4


https://gweb-designyourown.appspot.com/icons.html

Don’t have your own GA4 property yet?

(=

Go z::,gle gad4 demo account X

Q Al B News  Shopping [ Videos [ Images i More

About 244,000 results (0.34 seconds)

~ Google
https:/isupport.google.com » analytics » answer
[GA4] Demo account - Analytics Help
The Google Analytics demo account is a fully functional Google Analytics account that any
Google user can access. It contains one Universal Analytics ...
[GA4] Switch between... - About Search Console - User Explorer

.

+ Google Analytics 4 property: Google Merchandise Store (web data) z

+ Google Analytics 4 property: Flood-It! (app and web data) z
+ Universal Analytics property: Google Merchandise Store (web data) @

Tools

(GA4] Demo account

How to navigate GA4

Learn by experimenting with data from the Google Merchandise Store and

Flood-It!

The Google Analytics demo account is a fully functional Google Analytics account that any
Google user can access. It contains one Universal Analytics property and two Google Analytics
4 properties. The demo account is a great way to look at real business data and experiment

with Google Analytics features.

In this article:

| Access the demo account I

Ways to use the demo account
Limitations
Remove access to the demo account

Google



Introduction to GA4 User Interface

GAA4 Properties offer unique insights into the
customer journey across platforms and devices.

They allow utilizing 1st party data and Google's
proprietary data for use in audiences, behavioral insights
and to see customer journeys and x-device insights.

e  Measure customer journeys that span devices
and platforms, allowing for a full picture of how
users interact with content, based both on Google's
data and a flexible event collection and data model.

e The reporting infrastructure is designed to make a
quick check of business metrics, and then dig
deeper into the areas to explore.

How to navigate GA4

2l Ansytcs | s Goocse Werchanise ..« || Toyeswshing o mar e e ot ety
) || B Home B
g [ @ nuen | Adicomgesin 4
o cyee
s . Acquisition e
[ R —, Users Newusen Merope ergsgementiime ovemo @ .»
+ Norstizuean 21K 18K 1m 20s $50K 60
Tess vam iin :

Petention

Jears = by Country

o tax the emras claex
“Campus Collection | Gacghe
Mheschandine Shre” spakid last wee
Fon s

usees
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GA4 Ul Introduction

All accounts > Demo A
Analytics  GA4 - Googl
Home
Realtime
Life cycle
~ Acquisition

Acquisition overview
User acquisition
Traffic scquisition

~ Engagement
Engagement overview
Events

Conversions

e Merchandise ... ~ a

Try searching "Web overview"

Home

©Q ivsen

—
Users New users
20K 16K
16.0% r42%

Pages and screens
o4 s [
~ Monatization aw
— Last 7 days = = Preceding penicd
Monetization overview
Last 7 days v
Ecommerce purchases
In~ urchases
s VIHAT ARE YOUR TOP CAMPAIGNS?
Publisher ads
Retention Sessions « Dy Session medium «
SESSION MEDIUM
User ~
crganic
~ Demographics
(none)
Dy 5 i
referral
Demographic details
cpe
= Jecn affiiate
Tech overview emal
Tech details
Last 7 days v

Support Article: Reports, dimensions, and metrics

comparison

Average engagement time

1m 22s

180%

Total revenue (@

$59K

1157%

Create Filter / Segment for

USERS IN LAST 30 MINUTES

76

USERS PER MINUTE

mallaLond bt n

TOP COUNTRILS
United States
Canada

Indla

France

Turkey

View realtime -

WHERE ARE YOUR USERS VISITING FROM?

SESSIONS

13K e
78K oS
36K Lom
m T e
9% t 227
1 1 37.5%

View traffic acquisition =» Last 60 days v

Users = by Country

will give you the report without searching again

How to navigate GA4

You can search what you want to visualize: “traffic report”

v Insights @)

WHERE (0 YOUR NEW USERS CC

sers by User mediur

4 AUTOMATED INSIGHT
e, —
Performance week-over-week {nne) -
From March 28 1o Aprll 3, 2021
-
USERS| 4, AUTOMATED INSIGHT <@ cpe ,
|
29 (Organic) drove the mest conversions sitiiste
(50.74%) last month (daja deleted)
From March 110 31,2021
email
4 + AUTOMATED INSIGHT D 0
4 @ Laft 7 days @ Preceding penod
View all insights =» Lastf days »

COUNTRY

United States

Indis

Canada
Tavinn

United Kingdom
China

Spain

1NK 1 2813%
64K t134%
SIK 1 6a8%

36K 1 54%

View countries 3

HOW ARE ACTIVE USERS TRENDING?

User activity over time

Automatically generated
insights by ML, the core of our
GA4, provides you more
real-time notification for major
surges and drops in metrics.

View user acquisition =

120K e 3004VS

8K
" 20K
o 24K

n 5 ¢ o7 08
sar

Last7 dayz

—

Google


https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization

Ul Introduction

A% accounts 3 Demo Account

< .l Analytics | GA4- Google Merchandise ... -

Q  Try searching "URL builder + UTM"

@ | Heme Home @
Realtime i
[hrg @ #uses [ Addcomporson +
Uife cycle -
A
+  Acquisition SR
R Engagement Users New users Average engagement time
» Monetization 21K 17K 1m 22s
159% Teo% toan
Retention
Uszer -~
+ Demographics o o
» Tech
n 3 14 15 16
gt

= Last 7 days = = Praceding pariod

Last7 days v

WHERE DO YOUR NEW USERS COME FROM?

New users by User medium

i E—
o) E—
roforal M-
e}
email 1
aflste |
(data deloted)
0 g 4K 6K & 10K
® Last 7 days @ Frecodng period

Last7 days v Viaw user acquisition =

<

HOW ARE ACTIVE USERS TRENDING?

Support Article: Reports, dimensions, and metrics

Total revenue o

$53K

EES

774

USERS IN LAST 30 MINUTES

USERS PER MINUTE

|| it e 8

TOP COUNTRIES

Ireland
0 United States
Poland

Germany

WHAT ARE YOUR TOP CAMPAIGNSY

Sessions v by Session medium v

SESSION MEDIUM SESSIONS
onganke 1K 133%
(nene) 88K t12za
retomal 3K 4121
email 369 tasn2.
epe 151 850
affiiate 1“2 rares

Last7 days v View traffic acq.. —»

HOW WELL DO YOU RETAIN YOUR USERS?

United Kingdom

Users = by Country

Last 60 days

How to navigate GA4

Ask Analytics Intelligence questions about different data

Insights X

P

E <~

Ask Analytics Intelligence

Sedect 8 question below of Type It drectly in
1he gearch bar.

# Insights € (20 Basic Performance ~

+, AUTOMATED INSIGHT

Performance week-over-week
From Apel 1% 17,2021

Haw many users did | have last
waek?

USERS 4+ AUTOMATED NSIGHT What are my top pages and
2
5 Co oS e ciaaca screens by views?
= “Campus Collection | Goagle
Meschandise Store” spiked last week On what days | et the most
7 From Apel 4 1010, 2021 RS
5
47 AUTOMATED INSIGHT
4 Howe many new users this year?

View realtime —> View all insights =

What are my top events by user?

WHERE ARE YOUR USERS VISITING FROM?

@ Demographics v
COUNTRY USERS

United States &K & 201% &, User Acquisition v
Inda 12K 4 283%
Canada 94K 4z7en

Taiwan 1K 1 3507% Colisn a2 ¥
United Kingdom 62K T4
TR

zatine o A LG Technology %S
Spain 36K oz

Viaw countries —» Eectminesce >

WHICH PAGES AND SCREENS GET THE MOST VIEWS?

. Google


https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization

How to navigate GA4

Interface walkthrough - Analytics Intelligence

Analytics Intelligence is a set of
features that uses machine learning
and conditions you configure to help
you understand and act on your data.

Analytics Intelligence provides two
types of insights:

Automated insights: Analytics
Intelligence detects unusual changes or
emerging trends in your data and
notifies you automatically, on the
Insights dashboard, within the Analytics
platform.

Custom insights: You create
conditions that detect changes in your
data that are important to you. When
the conditions are triggered, you see
the insights on the Insights dashboard,
and you can optionally receive email
alerts. You can create up to 50 custom
insights per property.

Support Article: Analytics Insights

Home

© Muvsers | addcomparnon +
Users New users Aversge engogement time Total revenue (B
49K 15K 15m 36s $3.97

[REN FREEN ron [E R

Feb
= Lt T ebeyn = = Precading pericet

New users by User medium ~
o ————___

e
1

e

A2 Insights X

Ask Analytics Intelligence

Select a question below or type it directly in

USERS IN LAST 30 MINUTES #7 Insights @ the search bar.
28 +% MITOUATED MsioHT
beshidriodroi o (o0 Basic Performance v
I ull epubnsimaess
s + AUTouATED WeGHT @
Page views for “mobiie’ in United @ Demographics WV
riled i States spiked kst week
Phiipgines. From Fetruary 211027, 2027
:“::" : S @ 2 User Acquisition v
View resitime. = View slinaights -3
A2 Traffic Analysis v
Sessions * by Session medium ~ .L_I:I Technology v
.E Ecommerce v
e o E
= s R
referral 337 Ty
f Scroll through a unique set of suggested business questions
based on major reporting categories
— J P 9 g

Google


https://support.google.com/analytics/answer/9443595?hl=en

Interface walkthrough -

Home v p
Realtime overview [

@ wiusers

Realtime

USERS IN LAST 30 MINUTES

92

USERS PER MINUTE

N R .

DEVICE CATEGORY IN LAST 30 MINUTES

Real Time reports
are also embedded
in other reporting
sections

*

® DESKTOP

‘. 68.5%

® MOBILE

29.3%

® TABLETY

2.2%

Users by User source ~

Real Time

-

Russie

Uit
King

Karshhsisn

Turkwy Chine
Mghanitis
"
Fakist

o

Agera

[
Sa0 Arsbix v
Tharand

esete Cthicgma.

one S

O Tansanis
Anighe
[
Namisin

TP

South Aes

Regenting

Users ~ by Audience

Japer
South Kores

Pig e

Time

Aneveie

Nw
Zewand

Views by Page title and screen name

#1 (direct) #1 AllUsers #1 Home
15 92 49
65225 lIIIIII.l.I.I.I..I.IIJ....lI 100% nllnllll-.m.-l-nlllll-ll 19924 .I--IIIL ..... ErTT
USER SOURCE USERS AUDIENCE USERS PAGE TITLE AND SCREEN.. VIEWS
(direct) 15 All Users 92 Home 49
(data deleted) 5 Recently active users 65 Google Online Store 47
google 2 Engaged Users 3 Page Unavailable 16
creatoracademy.youtube.com 1 Campus Collect...egory Viewers 5 Sale | Google ...chandise Store 14
Added to cart & no purchase 3 Google Dino Game Tee 13
Purchasers 1 Shopping Cart 10
1404 ¢ > : 160f6 < > - 160139 ¢ >

@ Viewusersnapshot [1 [
crane
Canads
. Uniws Staiee
Weeico
[r—
Beurd
Vers
divin
e
Aagerera
Map data €2021

Event count by Event name

#1 page_view

246

37.36% |.LH|.L..|.L‘I||.|
EVENT NAME EVENT COUNT
page_view 246
&magermnl 102
session_start 72
scroll 70
first_visit 50
new_recent_active_user 36
» 160118 ¢ >

-+

Terms of Ui



Interface walkthrough - via Life Cycle reports

Earlier audience, acquisition and
behavior, conversion reports of
Universal Analytics can be found
under user lifecycle modules.

Broken down into
Acquisition
Engagement
Monetization
Retention

Ecommerce reports are a good
starting point and available under
the Monetization tab

Support Article: Reports, dimensions, and metrics

B B

& F

GA4 - Google Merchandise ... ~

All accounts > Damo Account
Analytics
Home
Realtime
Life cycle
v Acquisition
Acquisition overview

User acquisition
Traffic acquisition

~ [Engagement
Engagement overview
Events
Conversions
Pages and screens

~ Monetization
Monetization overview
Ecommerce purchases
In-app purchases
Publisher ads

Retention

User
» Demographics

» Tech

Home @

o Al Users

Add comparison +

—r
Users New users
20K 16K
16.0% 142%

04 05 6
Apc
== Last 7 days = = Preceding period

Last 7 days v

WHAT ARE YOUR TOP CAMPAIGNS?

Average engagement time

m 22s

$80%

Sesslons by Session medium «

SESSION MEDIUM

organic

(none)

referral

SESSIONS
13K T 6%
7.8K t0.8%
3.6K 4 08%

Q  Try searching "Web overview"

Total revenue @

$59K

t15.7%

(1] 10

How to navigate GA4

USERS IN LAST 30 MINUTES

81

USERS PER MINUTE

TR e

TOP COUNTRIES USERS
United States 26
Canada n
ndia. 7
France 5
Haly 4

View realtime —»

WHERE ARE YOUR USERS VISITING FROM?

Users = by Country

57
i 23

COUNTRY

. United States

- ;
c

‘ w =

o2 ==


https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization

.
Interface walkthrough - via User reports

All accounts > Demo Account

GA4 - Google Merch Shop ~

Q_ Try searching "top countries by users” = o H

.4l Analytics

A Reports snapshot O miusers }ag}f:qunpa(igen + Last28days Apr 12 - May 9, 2023 ~
Realtime
@ Demographics overview i < A
@ Life cycle A
Earlier user attributes like age, > Acquisition
gender, device type, and location R Engagement Users ~ by Country e ~ USERS IN LAST 30 MINUTES Q -
of Universal Analytics can be > Monetization — i 101
o] NTRY usl
found under user modules. Retention
United States 39K USERS PER MINUTE
. User ~ Canads 10K
Broken downinto s v iinlibeatintl
PY Demographics 9 -p ;ﬂa i TOP COUNTRIES USERS
A TeCh Overview : 3 5 United States 64
Demographic details ) ~ = : Canada 18
i i ~ Tech < St el Colombia 5
User information mostly comes “" brazil 776 o »
from the use of Google Signals Querylew Brazil 2
Wh'Ch comes from users Who fechdatalls View countries = ’ View realtime -
have signed into a Google

account or default browser
information such as device,
operating system, location, etc.

Support Article: Reports, dimensions, and metrics

Users ~ by City

CITY
New York
Toronto

Los Angeles

Users ¥ by Gender A ~

Users ~ by Interests A ~

INTERESTS USERS
Technology...nthusiasts 5.8K
Media & En...ation Fans 3.6K
Food & Din...nthusiasts 2.2K



https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization

Interface walkthrough - via Analysis Hub

=]

00000 +

Free, fast, and flexible user-centric analysis ff mu:. o y
tool for Google Analytics 4 customers that & . we | et o e
helps explore, discover, compare, and act on : el B o i
audiences. s eogogmwcaoecon  ww v
: # & mall googleplex.com 2900 7273 n 528
e Drag and drop dimensions and metrics : = e o - I
onto the analysis canvas, switch between s o "
analysis techniques, and export your e “w“-gi e =
findings. = = E
e Use Analysis to explore your data in depth 5
and answer complex questions about your
customers

Google
Support Article: Reports, dimensions, and metrics


https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization

How GA4 can How to Key
help with y?ur navigate reports,
nonprofit's GA4 metrics, &

goals definitions

Google


https://gweb-designyourown.appspot.com/icons.html

Metrics to know
Quantitative measurement of data

Sessions srrrrerer s The number of website or app visits

Users --- - rrmrmnreannn The total number of unique uses

Bouncerate -+« +sssaaaan The percentage of users who leave after only one page
You won't see bounce rate much anymore as it's too website-focused & not device agnostic

Conversionraote ===+« rve-t. Percentage of user who take a desired action, ie: donation
Engagement time -:--r-- - Amount of time users spend interacting with your website

Engaged Sessions vs. Sessions

Session = simply a website/device visit
Engaged session = a website/device visit that had an interaction (click, scroll, etc.)

Google


https://gweb-designyourown.appspot.com/icons.html

Dimensions to know
Labels to describe metrics

Channel ==+ «=seeemaan. A way to categorize the sources of traffic to your website
Device +rsrriirnaniaian Desktop, mobile, tablet, TV, console

Event ------ciiiiiiiiaat, A specific interaction that you label such as a click
nge ---------------------- Unit of content that users can interact with

Londing POQEe e The first page that a user arrives at

Conversion :ss=rssrrearnannn The new ‘goals’ of GA4, must first be an event - use for advertising


https://gweb-designyourown.appspot.com/icons.html

4l GA Demo: Reports

How are my website visitors overall?
o UA: Audience > Overview
GA4: Life Cycle > Engagement > Overview
e What are my website visitors interested in?
o UA: Audience > Interests
GA4: User > Demographics > Overview
e  Where are my website visitors from and who are
they?
o UA: Audience > Demographics
GA4: User > Demographics > Overview
e What devices do my visitors use?
o UA: Audience > Technology > Browser & OS
GA4: User > Tech > Overview

e  Where do people come from to get to my
website?
o UA: Acquisition > All Traffic > Channels
GAA4: Life Cycle > Acquisition > Acquisition Overview
e What other websites link back to my website?
o UA: Acquisition > All Traffic > Referrals
GAA4: Life Cycle > Acquisition > Acquisition Overview
(create filter for channel group = ‘referral’, change
dimension to source / medium to see websites)

What are my most popular pages?
o UA: Behavior > Site Content > All Pages
GAA4: Life Cycle > Engagement > Pages and screens
What'’s the first page most people see?
o UA: Behavior > Site Content > Landing Pages
GAA4: Life Cycle > Engagement > Landing page
What are my website visitors doing?
o UA: Behavior > Events > Top Events
GAA4: Life Cycle > Engagement > Events

How much in donations are coming through the
website?
o UA: Conversions > Ecommerce
GA4: Life Cycle > Monetization > Overview
What important behaviors do people have on my
website?
o UA: Conversions > Goals
GAA4: Life Cycle > Engagement > Conversions



Report

G B

& F

Home

Realtime

Life cycle

v Acquisition
Acquisition overview
User acquisition
Traffic acquisition

~ Engagement
Engagement overview
Events
Conversions
Pages and screens

~ Monetization
Monetization overview
Ecommerce purchases
In-app purchases
Publisher ads

Retention

User
» Demographics

»  Tech

Nonsampling reporting in the Ul:

Order by user Life cycle
e Acquisition
e Engagement
e Monetization
e Retention

User distribution
e Demographics
e Tech

e Audience

Sampling will apply for Analysis tools

e 360 version will have higher limits



Interface walkthrough - Acquisition

Life cycle ~
~ Acquisition
Acquisition overview
User acquisition

Traffic acquisition

User acquisition & Traffic
acquisition reports are
embedded in Overview

Acquisition overview.\y

O Aiusers

Add comparison -+

W

Users New users

o7 4

Feb
Sessions ¥ by Session medium ¥
SESSION MEDIUM SESSIONS
(none) 34K
organic 34K
referral 22K
epe K
affiiate 292
email 16

View tratfic acquisition =

Support Article: Reports, dimensions, and metrics

Reports are unsampled (Green Indicator)

USERS IN LAST 30 MINUTES

96

USERS PER MINUTE

g -y

ax TOP COUNTRIES
India

United Kingdom

United States
Talwan

28 Spain

Sessions ~ by Session campaign ~

SESSION CAMPAIGN

1009693 | Google A..xt ~ AW - YouTube
1009693 | Google An. . AW-8rand (US/Cali)
1009693 | Google A...r case description
1009693 | Google An...- T-ghirts (set 3)
1009693 | Google An...- T-shirts (set 0)
1009693 | Google An... Tkt ~ AW - Tumbler

1009693 | Google An .- T-shirts (set 2)

SESSIONS

604

359

33

19

145

View Google Ads campaigns —»

USERS

View realtime ~»

Lifetime value

Day

Day

Last 200ays  Feb 1- Feb 28, 202 ~

New users by User medium ~

USER MEDIUM
organic
(none)

referral

epe
affiliate
(data deleted)

email

View user acquisition =»

B <

NEW USERS
27K

23K

I3y Day
&1 02

Last 120 days ending Feb 28

$000

~

Google Ads reports (Cost, ROAS..)


https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization

Interface walkthrough - Campai

@ Home
@© Realtime
LIFE CYCLE

= 3= Acquisition
Overview
User acquisition

Traffic acquisition

» §  Engagement
+ @ Monetization
+ ¢ Retenticn
ustn
» & Demographics
» [0 Tech
EVENTS
B Conversions
& Aievents
EXPLORE
» 1 Analysis

GANFIGURE

User acquisition: User medium [

© diuses

New users by User medium

(none)

a=  Audlences

&o  User properties

5 DebugView
You can select
different dimensions

to reflect more
detailed analysis

Support Article: Reports, dimensions, and metrics

refarral
athiiate
Q Search,

Q, searen +MNew users
User medium
User source 257043
User source!medium 100% of totdl
Usar campaign 6,949

G 13
User Google Ads ad netwark type S5
Usar campaign creative 10

51230
Usar Googfe Ads ad 0rou) name
46897

5  referral 47
6 affiliate 2543
7 cpe 1252
8 gawebinar 7
9 email 55
10 dh an

39,999
100% of 10tsl

10013

B4,636

71,632

80,507

66,504

am

ne2

Engagemant

105.42%
Avg 0%

12690%

B739%

10061%

97.93%

1511%

106.7%

16526%

78.26%

100%

64.75%

gn performance

Filter different date

LW Sep5-Dec3.2020 * [ < A

range for faster and
relevant result

New users by User medium cver time

@ organic @ (datacelotod) @ [none) @ rofersi @ aMiiate

1418 m25s 5673899 282642
A O Avg % 100% o 10fal 100% of Yotal
1863 1mods 1075313 9,605
1324 m 485 179823 58698
1288 Om 558 981,805 54052
1097 om42e 207287 46904
1823 Imols 1542488 48719
1013 om49s arne2 2879
2109 2mis 21662 1375
1014 am13s 435 n
1728 2mS0¢ 4341 7
207 0m37s 703 as

Gof143 )

Total revenuo

$360,518.77
100% of total

$35904.32
$19.727.64
84981422
$0.00
515208428
$0.00
51.660.31
$0.00
$asa.16

$0.00

Google


https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization

Interface walkthrough - Events

user_engagem.. * B @+

Life cycle

»  Acquisition

~ Engagement
Engagement overview
Events
Conversions
Pages and screens

»  Monetization

Retention

Total users

60K

Event count

259K

Event count by Event name

EVENT NAME
page_view
user_engagement
scroll

view_item

session_start

first_visit
ymotion

Click on any
event

EVENT COUNT

623K

259K

148K

103K

100K

69K

58K

PAGE_TITLE

CUSTOM PARAMETER
(total) 200 items

Home

Google Online Store

Shopping Cart

Th_-Gongle Mer.._Store - Log In
;;lol Google ...chandise Store
Men's / Unisex...chandise Store

Apparel | Goog.. handise Store

Page Unavailable

for further
analysis

View events =>

Support Article: Reports, dimensions, and metrics

Event count per user

4.3

EVENT COUNT
259K

43K
21K

18K

79K

Event value

0

TOTAL USERS
60K

26K

16K

PAGE_LOCATION

CUSTOM PARAMET.
(total) 200 items

https://sho., store.com/
https://ww...store.com/
https://sh...0160512512
;ps:l/sh.. J[Clearance
;ps:(hho,..mmlmsc
https://sho...ewest+desc
https://sh,..Collection
https:i/sho...0160512512

EVENT COUNT

259K

32K
20K

13K

20K

15K

10K

TOTAL USERS

60K

21K

15K

Lest28dwys Feb 1-Feb 28, 2021 ~

EVENTS IN LAST 30 MINUTES

PARAMETER NAME
campaign
PARAMETER VALUE

(organic)

(referral)

PAGE_REFERRER

CUSTOM PARAMET.
(total) 200 items
https:/fwww.google.com/
https://sho...store.com/
htps:/fsh, 0160512512
https://sho...countsdese
https://ana...google.com/
https.//sh.../Clearance

https.{/ww...store.com/

EVENT COUNT

259K

33K
24K
18K
11K
7.9
74K
68K

6.7K

COUNT
35
35

4]

< %

50%
50%

View realtime =

TOTAL USERS

60K

26K
14K
12K
4K
37K
24K
39K

51K

Google


https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization

Interface walkthrough - Events Configuration

m Library Modify event Create event
Q Conversions Existing events Q o
L]
Events Event name Count % change Users % change Mark as conversion (2)
Q Kudignces 404_error 0 4 1000% 0 1 1000%
Toggle on&off to
¢ Customdefinitions el i s e g mark & unmark an
DebugView add_shipping_info 4616 T+ 20% 2177 ¢  8.5% even‘t as Conversion
add_to_cart 28776 | 3456% 3739 43%
android_lovers 1277 ¢ 269% 1,277 T 2699
begin_checkout 10,146 4 194% 2179 4 8.6% Once you mark an
campus_collection_user 4284 ¢t 6.3% 4284 ¢ 6.3% eVent as a Conversion,
For Events Editing go to clck w 1 20 1 6% Eappears |nEthe
q o onversion Events
Configuration - Events ols N6 1 137 4689 1 34%
table. New
discount_value 2107 § 314% 1077 3 3% conversions may take
errors 9121 ¢ 8112% 2105 ¢ 5457% up to 24 hours to
FID 26754 | 40.5% 5956 1 39.7% appear In your
reports.

first_visit 68791 } 171% 68374 | 182%
LcP 30314 § 34.2% 6848 } 323%
new_engaged_user 21002 ) 0.9% 21263 ) 0.4%
new_recent_active_user 65919 | 14.0% 56012 | 146%
non_purchasers 8738 § 33% 3568 ) 4.3%

Support Article: Reports, dimensions, and metrics


https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization

Interface walkthrough - Tech

Techoverview d @ + wezsdye Febl-Feb28,2021 v | [ &

User )
= Users by Platform USERS IN LAST 30 MINUTES Users ~ by Operating system Users ~ by Platform / device
» Demographics a0 W T catogory | T
_—— ANDROID OPERATING SYSTE USERS PLATFORM / DEVI USERS
v =
Tech N — 59.7% SIERS PER MINATE Android 8.2K Android / mobile 7.8K
: \ ko sl ST
. [ \ A\ i0S K i0S / mobile 32K
[ \ 0s
Tech overview 7 f \ : kL . = “IIIII Ill i .
| Android || ios | 29.6% Windows 821 web / desktop 1.2¢
\ / \ / TOP PLATFORMS USERS — J—
Tech details / N J = = = Macintosh 297 i0S / tablet 811
\ / e w = -
| R ) 4 == 10.7% Androld 11 Linux 75 Android / tablet 262
V= bl 3 Chrome 0S 22 web / mobile n
( \ = .
[ web | osr2 1 web / tablet 8
Platform overlap shows \
intersection of platforms N
by User ID View platforms = View realtime —> View operating systems = View platform devices —>

Platform / Device enables

Users ~ by Browser

Users ~ by Device category

Users ~ by Screen resolution

filtering data just as setting ewome | 200000 [
filters at view admin sator [ uesaes [
settings in UA reetor [l 1s36xss4 [

= [l ————|

Samsung Inte. I 1680x1050 -
Opera | 1280x720 -

Yagrowser | assonaeo [
0 200 400 00 800 13 12K SMoe . ocaoe  TASLEE 0 200 300
82.9% 9.1% 8.1%

View browsers =>

Support Article: Reports, dimensions, and metrics

View device categories —3

View screen resolutions =»



https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization

Interface walkthrough - Monetization

) Monetization overview & @ +
Life cycle A

» Acquisition Total revenue (D

$7.3K $7.3K

. » Engagement
~ Monetization
Monetization overview
Ecommerce purchases
In-app purchases
Publisher ads
Retention

Average purchase revenue per user

$0.10

Dashboard of ecommerce activity from the
perspective of revenue, purchases, items, and
coupons.

Metrics for shopping activity (e.g., item views, o,

cart activity) and results (e.g., quantity,
revenue), and revenue from publisher ads.

Support Article: Reports, dimensions, and metrics

Ecommerce reverue (D Total ad revenue

Total purchasers (D

Ecommerce purchases by Item name

ITEM NAME ECOMMERCE PURCHASES

i White Google Cloud Tumbles 24
Gaogle Small S.._ Journal Navy 16

$0.3¢ Google Twil Cap Charcoal 14
Google Speckled Beanie Navy 13

e Gift Card - $50.00 ]
0.0t Google Camp Mug hory B

YouTube Twill .ich Cap Black 9

View items —>

Click on View Items to get detailed reporting

Unt28diys Fob1-Feb28,2021 v [ o A

First time purchasers (O

$0.00 11K 1K

Ecommerce purchases by Item list name
ITEM LIST NAME LCOMMERCE PURCHASES

No data svailable

View item lists —



https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization

Users v by City

CITY

New York

Toronto

Los Angeles

San Jose

Mountain View

Chicago

Montreal

Support Article: Reports, dimensions, and metrics

USERS
2.5K
1.9K
1.3K
1.2K
11K
11K

987

View cities >

Users ¥ by Gender

® MALE

61.4%

e FEMALE

38.6%

View genders ->

Users v by Interests

INTERESTS

Technology...nthusiasts

Interface walkthrough - Demographics Overview

USERS

5.8K

Media & En...ation Fans
Food & Din...nthusiasts

Technolog...hnophiles

Media & En...V Viewers

Media & En.../TV Lovers

Media & En...ie Lovers

3.6K

22K

11K

989

932

View interests >

Google


https://support.google.com/analytics/answer/9143382?hl=en&ref_topic=9303476#zippy=%2Cengagement%2Cmonetization
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Additional Resources

Google Ad Grants



Ask us questions as a community
= Ad Grants Help

Help Center Community Announcements My Profile

Welcome to the Ad Grants Help Community

Q. Describe your issue

§ o ﬂ.uﬁ

Featured posts
View all featured posts -

) Testimonials from our Grantees - Learn how Ad Grants helped them succeed.

Hello Everyone! We wanted to share with you a series of inspiring testimonies by grantees such as yo.. 0 Replies

@) Happy Birthday Ad Grants! Google Ad Grants



Learn more with our educational videos

23 YouTuhe Search Q R ‘ ‘

CHANNELS ABOUT Q

HOME VIDEOS PLAYLISTS COMMUNITY

What is Maximize
Conversions Bidding?

Google Ad Grants: Melhorando a sua Taxa de
Connecting people to cause..  Cliques (CTR)

Choisir, Revoir et Optimiser
vos mots-clés

Google Ad Grants and Grow
with Google: Connecting...

1K views « 6 months ago 166 views * 6 months ago 109 views + 6 months ago 1.8K views * 6 months ago
cc cc

325 views * 6 months ago

Howdolc
automated rule?
Gosgle Ad Grae
How do | comply with Ad Creating Effective Ads to Comment Optimiser Votre Ottimizzare il tuo account per ~ Otimizando sua conta para
Grants' policies? An... Meet Your Goals Compte Ad Grants avec des..  una migliore qualita degli... melhorar a qualidade do...

1.3K views * 8 months ago

5@ glebogg

709 views * 8 months ago 212 views * 8 months ago

206 views * 9 months ago

243 views * 9 months ago

Google Ad Grnts
Nutze den Qualitétsfaktor als Grundlage
fiir Konto Optimierungen

10 April 20

E Google Ad Grants
4:59

Nutze den Qualitatsfaktor als Improving Your CTR

DEI

Choosing, Reviewing, and Fixing Common Tracking Welcome to Google Ad

Google Ad Grants



Resources

Website: @ Student volunteers:
google.com/grants get.google.com/onlinechallenge
Ad Grants Online Community Forum: 0 Google Ads customer service:
support.google.com/grants/community 1-866-2-Google

YouTube Channel: A Help Center:
youtube.com/GoogleGrants support.google.com/grants

Ad Grants Certified Professionals Directory:
bit.ly/adgrantsagencies

Google Ad Grants


http://www.google.com/grants
http://youtube.com/GoogleGrants
https://get.google.com/onlinechallenge/
http://www.support.google.com/grants
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Questions

Google Ad Grants



Thank You

Google



