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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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You can hear us, we can't hear you.

Type them into the
Questions Log at anytime.

e




Tushar Ben
Mathur Wise
Analytical Lead Head of

Programmatic Media




Google Analytics
1.  Whatis GA4?
2.  How to Navigate GA4?
3. Reportsin GA4

00:50 Closing Comments, Q&A







Managi gvo ﬂeers
~ Raising awarefess
nvmg dor




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.

\ E




Our program is global, like the nonprofits
we serve

0 350,000+

nonprofits

. © Q ¢ 9 across
: 0 67+ countries




Our solutions are aimed at tackling
nonprofit challenges

M

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

A

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




Our three main goals for you today

©

=

What is GA4 How to Built it

and how can navigate reports,
it help with GA4 metrics, &
your goals definitions

Learning Outcome
At the end of the session you will be able to confidently use GA4 to
understand how your website visitors are reaching your website and
which are the most effective sources for your organization



What is GA47?



Google Analytics has evolved to meet the needs of today

Google Analytics Google Analytics Analytics 360 Firebase Google Analytics 4  Google Analytics 4
Google acquired  Rebranded to Classic Universal Analytics + Launched Properties in beta Moves out of beta
Urchin Analytics SDK
. . . . . .
a o) e ] — ﬂh 4 eee—— . —
2005 2007 2012 2015 2016 2018 2020 2024
o o o

iPhone Mobile queries 3P Cookie
introduced overtake desktop deprecation

Google



How GA4 can help with your nonprofit's goals

Google Analytics 4 is a new way of tracking
website and app traffic across devices and
platforms, with enhanced capabilities.



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

- P marketing compaigns
and the impact of your
« / programs. This can be

used to make sure that
your non-profit is using

a ' L its resources in the
"""""""""""""""""" _ most effective way

' possible.

Google



How to Navigate GA4



Don’t have your own GA4 property yet?

Gog:;g|e gad demo account X & ®Q

Q Al B News Q Shopping [ Videos (&) Images : More Tools

About 244,000 results (0.34 seconds)

B) Sooe (GA4] Demo account
ol https://support.google.com » analytics » answer  }
, Learn by experimenting with data from the Google Merchandise Store and
[GA4] Demo account - Analytics Help Flood-It!

The Google Analytics demo account is a fully functional Google Analytics account that any
DD00S Uaercan acens: EcorEmaIne Universel Ao Ich The Google Analytics demo account is a fully functional Google Analytics account that any
[GA4] Switch between... - About Search Console - User Explorer 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: A

| Access the demo account I

Ways to use the demo account

+ Google Analytics 4 property: Google Merchandise Store (web data) z o 2

Remove access to the demo account

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

+ Universal Analytics property: Google Merchandise Store (web data) @
Google



.
Introduction to GA4 User Interface

GA4 Properties offer unique insights into the oot B ——
customer journey across platforms and devices. reme ”
2 ek s T N
e  Measure customer journeys that span devices e :::'."'I'I"“'""""::'.‘
and platforms, allowing for a full picture of how N
users interact with content, based both on Google's = :
data and a flexible event collection and data model. o R Y S
e The reporting infrastructure is designed to make a o B e . .
quick check of business metrics, and then dig .

deeper into the areas to explore.




GA4 Ul Introduction

All accounts > Demo Account

..i Analytics

E] Home

GA4 - Google Merchandise ... ~

Q Try searching "Web overview"

Realtime

B

Create Filter / Segment for
comparison

Life cycle ~

~ Acquisition

& Fp

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
Demographics overview
Demographic details
v Tech
Tech overview

Tech details

ow to navigate GA4

You can search what you want to visualize: “traffic report”
will give you the report without searching again

Home
@ Musers { Addcomparson -
—
Users New users Average engagement time
20K 16K 1m 22s
16.0% 142% 180%

Total revenue (D

$59K 76

115.7%

04 05 06 07 08
Apr
— Last 7 days = = Preceding period
Last 7 days v

WHAT ARE YOUR TOP CAMPAIGNS?
Sessions ~ by Session medium ~
SESSION MEDIUM SESSIONS
organic 13K 1116%
(none) 7.8K 108%
referral 3.6K 4 08%
cpe n t140%
affiliate 96 t247%
email n 1375%

Last7 days v

Support Article: Reports, d'imensions, and metrics

View traffic acquisition —>

USERS PER MINUTE

bl

K [|

3K TOP COUNTRIES
X United States
Canada
1K —
0 India
09 10 France
Turkey

WHERE ARE YOUR USERS VISITING FROM?

Users ~ by Country

Last 60 days v

USERS IN LAST 30 MINUTES

View realtime —

A Insights @

4 AUTOMATED INSIGHT [New]

Performance week-over-week
From March 28 to April 3, 2021

WHERE (J

New

users by User mediur

rone
—

spain

View countries —>

vournew users cc - Aytomatically generated
insights, the core of our GA4,
provides you more real-time
notification for major surges
and drops in metrics.

—

referral
USERS| 4, AUTOMATED INSIGHT cpe
29 (Organic) drove the most conversions amiise
] (50.74%) last month (dafp deleted)
From March 10 31,2021 ;
email
7
4 <+, AUTOMATED INSIGHT g 2K % LS 8K oK
4 = ® Lafft 7days @ Preceding period
View all insights = Last f days v View user acquisition —=>
HOW ARE ACTIVE USERS TRENDING?
User activity over time
COUNTRY USERS 120K 30 DAYS
United States 50K 4 295% 81K
- 100K
India 12K 4333% o 7 DAYS
= 80K
Canada 95K 4 322% 20K
Ewan 11K t2813% 60K ©1DAY
United Kingdom 64K 1134% o 24K
China 51K 1 648%
- 20K
3.6K 154% 0

04
Apr

05

Last 7 days v

06 07 08

09 10


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

Search for insights and reports with natural language

A4l

2 Ask questions about your Analytics
data in natural language

Q Find reports, admin pages, and insights

Google > google com:api-project-

.0 Analytics Al data ~

&

0

@ Locate account or property configuration

@ Explore Help Center content and topics

conversions last week from united states

EXPERIMENTAL REPORTING (BETA) v

Home ©
A Home
© Realtime

REPORTS

o
2 Users

@ Demographics
B Behavior

L0 Technology
EveNTS

§il  Conversions

§ Aevents
ExpLORE

& Analysis

Add Segment  +

Users Engaged sessions Conversions Revenue
3.7M 9.3M 1M $0.00
42% $37% $39% "

vs last 7 days

May

Last7days v

rch box in le Analytics 4 pr

rti

A»  Conversions for United States Nov 10,2019 - Nov 16, 2019
441,132

[il] Event name: conversion Nov 10,2019 - Nov 16, 2019
Country includes United States

[i] Country: United States Nov 10,2019 - Nov 16, 2019

[il] Event name: conversion Nov 10,2019 - Nov 16, 2019
Country includes United States

[i] Allevents

i) Home
Country includes United States

[i1] Platforms Nov 10,2019 - Nov 16,2019

Country includes United States

Google


https://support.google.com/analytics/answer/9357428

Examples from Analytics Intelligence

Try searching for “how many users did we get last week from Toronto”

how many users did we get last week from Toronto

Users for Toronto

694

O Copy

Reports > User > User Attributes > Overview
Compare City includes Toronto

Reports > User > Tech > Overview
Compare City includes Toronto

City: Toronto
how many users did we get last week from Toronto

Reports > Reports snapshot
Compare City includes Toronto

Oct 15, 2023 -

Oct 15, 2023 -

Oct 15, 2023 -

Oct 15,2023 -

Oct 15, 2023 -

How to navigate GA4

A4l rch box in

le Analytics 4 pr

rti

Google


https://support.google.com/analytics/answer/9357428

Examples from Analytics Intelligence

How to navigate GA4

Try searching for “how much revenue did we get from paid search last month”

how much revenue did we get from paid search last montH

Total revenue for First user medium of Paid Search Sep 1,2023 - Sep 30, 2023

$6,692.17

O Copy

Reports > Life cycle > Monetization > Overview Sep 1, 2023 - Sep 30, 2023
Compare First user medium includes Paid Search

Reports > User > Tech > Overview Sep 1, 2023 - Sep 30, 2023
Compare First user medium includes Paid Search

API Dimensions & Metrics | Google Analytics Data API
The dimensions and metrics supported in the Analytics Data API queries. Dimensions....

Reports > Reports snapshot Sep 1, 2023 - Sep 30, 2023
Compare First user medium includes Paid Search

A4l rch box in

le Analytics 4 pr

rti

Google


https://support.google.com/analytics/answer/9357428

Examples from Analytics Intelligence

Try searching for “how many users by device”

All accounts > Demo Account

..j“ Analytics  ca4 - Google Merch Shop ~ Q_  how many users by device

Feedback

Home
m
@ Users Event count Conversions New users @)
22K 621K 53K 17K
@ 18.9% 11.7% 10.0% t11.3%
6K
4K
2K

16 17 18 19 20 21

15
Oct

— Last 7 days = = Preceding period

Land Tidain = \liaui ramarbe cnanchat A

GAA4] Search box in Google Analytics 4 properties

USERS IN LAST 30 MINUTES @ -

USERS PER MINUTE

COUNTRY ~ USERS ~
Canada 45
United States 34
India 9

Saudi Arabia 3

\Blaws malbimna A

How to navigate GA4

A7 Insights X

You asked: how many users by device :

Top Device category by Users
Oct 15-21, 2023

tablet I

smart tv

0 2K 4K 6K 8K 10K 12K

Was this answer helpful? i) ca


https://support.google.com/analytics/answer/9357428

Reports in GA4



Manage and analyze data with a new reporting Ul

Al Analytics a m Reports includes default metrics and core report

collection, including Realtime reporting
m Reports snapshot

Realtime

Explore offers a flexible drag-and-drop interface for
data exploration, funnel analysis and pathing analysis

Life cycle ~

2
®

»  Acquisition
=) » Engagement

ttoneuzztich Advertising workspace is a new suite of reports for
measuring ROI and evaluating attribution models

D

Retention

User ~

» Demographics

Configure allows you to manage and edit Events,

> Teeh Conversions, Audiences and Custom definitions
* Admin console enables you to access Property
o < settings, Data Streams and Data Governance settings
—

GA4] About Google Analytics 4 reporting | [GA4] Get started with Explorations | [GA4] Event modifications and custom events | [GA4] Structure your Analytics account | [GA4] Get started with Advertising


https://support.google.com/analytics/answer/9212670
https://support.google.com/analytics/answer/7579450
https://support.google.com/analytics/answer/10085872
https://support.google.com/analytics/answer/9679158
https://support.google.com/analytics/answer/10607798

Analyze unsampled and real-time data in Reports

diytics

Q4 Reports snapshot

Demographic detals

Realtime @ ° .

@ hies  asalimond

sy oy Life cycle Y

> Acquisition

s

conacs

> Engagement
> Monetization

Retention

o User
2 ik » Demographics

P » Tech

GAA4] About Google Analytics 4 reporting

im0

Realtime: Monitor activity on your app or website as it happens.

Acquisition: The campaigns through which you acquire users.
Engagement: User engagement by events, pages, and screens.
Monetization: Buyer volume, revenue by items, promotions, and coupons.

Retention: Retention by new and returning users, cohorts, and lifetime value.

Demographics: User volume by demographic dimension.

Technology: Adoption of app releases and the technologies used to engage

your content.


https://support.google.com/analytics/answer/9212670

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.)

Support Article: Reports, dimensions, and metrics

Google


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

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 s srrremeaaaan The new ‘goals’ of GA4, must first be an event - use for advertising

Support Article: Reports, dimensions, and metrics


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

How are my website visitors overall?
GAA4: Life Cycle > Engagement > Overview
What are my website visitors interested in?
GA4: User > Demographics > Overview
Where are my website visitors from and who
are they?
GA4: User > Demographics > Overview
What devices do my visitors use?
GA4: User > Tech > Overview

Where do people come from to get to my

website?
GAA4: Life Cycle > Acquisition > Acquisition
Overview

What other websites link back to my website?
GAA4: Life Cycle > Acquisition > Acquisition
Overview (create filter for channel group =
‘referral’, change dimension to source / medium to
see websites)

Support Article: Reports, dimensions, and metrics

4l GA Demo: Cheat Sheet for Reports

What are my most popular pages?

GAA4: Life Cycle > Engagement > Pages and screens
What's the first page most people see?

GA4: Life Cycle > Engagement > Landing page
What are my website visitors doing?

GA4: Life Cycle > Engagement > Events

How much in donations are coming through
the website?

GA4: Life Cycle > Monetization > Overview
What important behaviors do people have on
my website?

GA4: Life Cycle > Engagement > Conversions


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

Key reports, metrics, & definitions

4 GA Demo: Where are my website visitors from and who are
they?

. All accounts > Demo Account Q -
ing ™ i = Feedback
..l Analyﬂcs GA4 - Google Merch ShOp - Try searching "top countries by users' eedbacl n 9 &
Reports snapshot © Aiusers | Addcomparson + Last28 days Sep 24 - Oct 21,2023 ~
Realtime
User attributes overview P
Life cycle -~
~  Acquisition
® Sretvien Users~ by Cc Q - USERS IN LAST 30 MINUTES o - Users~ by Cif © - Users~ by Gender = 57
User acquisition
2 Users v RY 8 6 Y. 5
Traffic acquisitior
ic acquisition N i ) : United States 56K G s New York 4.5K Technology/Technop.. 24K
» Engagement Canada 11K Mountain View 42K Media & Entertainme... 16K
~ Monetization Returning users Indi 62K Sunnyvale 31K Media & Entertainme... 15K
T TOP COUNTRIES = s eeriitidey
Overview — o s— Taiwan 21K 2 = San Jose 25K Media & Entertainme.. 15K
. United States 37 - —_
Ecommerce purchases China 17K —_— Toronto 24K Technology/Mobile E... 15K
- Canada 28 - —
Japan 16K e — San Francisco 22K Banking & Finance/A... 13K
Purchase journey o Indi 7 = —_—
d South Korea 13K e Los Angeles 1.9k MALE e News & Politics/Avid.. 13K
In-app purchases - Sauiprabig 2 = 62.1% 37.9% E—
Publisher ads Sosnthe !
View countries - View realtime > View cities > View genders > View interests >
Promotions
Checkout journey
Retention
Users by Age A ~ Users~ by Language @ -
Search Console A~
» Search Console
Chinese
= ] ex o B
nis!
z 35.44 | e
~  User Attributes — Japanese ]
4554 e French |
Overview
g L Korean |
Demographic details 65+ J Borigness |
Audiences 0 5K 10K 15K 20K 0 20K 40K 60K 80K
» Tech
View age ranges > View languages =

Google
Support Article: Reports, dimensions, and metrics


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

Key reports, metrics, & definitions

4l GA Demo: What devices do my visitors use?

Al accounts > Demo Accout
| Analytics  Ga4- Google Merch Shop - Q Try searching "top countries by users™ Feedbiach ) i

A Reportssnapchot @ AUses Add comporison + [ Last 28 days Sep24-0ct21,2023 + I 7 Insights X
Realtime
o< sk Anslytics Inteligence
Tech overview (i
- Select a question below o type i dreclyin
Lisacyce the search bar
- Acquisition
€} Overview Users by Platform @ - USERS IN LAST 30 MINUTES @ - Users~ by Operating system o - Users~ by @ -~ @ 7 Platform exsctly matches Viels Users~ by Device category @ ~ [0 Besic Performance v
User acquisition
s e 90 opeaaTiG svsTEn usens usens
et seisiion 6% , — |
. Anioid 26¢ webf desk siK
USERS PER MINUTE top. Safari ] ® Demographics v
RIEEaesea I 25 web { mabile. 29K 1
« Monetiation [| ™ T i M S e s
77 - Ko
ToP PLATFO & e i Webniow ] 2 UserAcquisition -
g Firefox |
Ecommerce purchases L safart Gevapp) |
27
Purchase journey . 20K a0k K 20K
& eoEscTOR  emomLE e TABLET 77 g prtya %
Jzpp pachases 54.8% 424% 28%
Publisher ads
i View platforms > View realtime > View operating systems > View platform devices > View browsers > View device categories > L0 Technology v
omotions
Checkout journey
Retontion ‘H Ecommerce v
Users~ by Screen resolution @ ¥ Platorm exactly matchas b Users~ by App version @ ¥ Piattom exactly matches ‘ardrols R Latest app release overview © - App stabllity overview Q - Users~ by Device model Qv
Search Console ~
5 e Caraois aep vension  status app CRASH-FREE USERS DEvICE MoDEL users
192011080 North Americs & Canad 100.0%
2560x1440 Ne data available forth America & Canadss No data
Usor ~
172801117 My offline wed data 1000%
- User Atiributes nzos
o 390x844 No data available
a12e892
Demagraphic details 14601900
Audiences o 2« « o «
~ Tech
o s s
Overview e
T View screen resolutions > View app versions > View device models >

2023 Gongle | Analytics home | Terms of Service | Privacy Policy | [ Sand fondback

Google
Support Article: Reports, dimensions, and metrics


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

Key reports, metrics, & definitions

4l GA Demo: Where do people come from to get to my
website?

l B All accounts > Demo Account Q S gt = Fna " Q &
ol nai yfICS GA4 - Google Merch Shop - ry searching "top countries by users' ‘eedbac == H
" Reports snapshot o All Users Add comparison + Last 28 days Sep 24 - Oct 21,2023 ~

Realtime

< A

Life cycle

Users New users @ - USERS IN LAST 30 MINUTES Q -~ New users by @ - Sessions~ by @ -
First user default c... Session default cha...v
User acquisition 92 K 74 K 91
FIRST USER DEFAU.. NEW USERS SESSION DEFAULT .. SESSIONS
Traffic acquisition :
- 25K USERS PER MINUTE Direct 35K Direct 61K
* Engagement Organic Search 22K Organic Search 43K
= Tataliall
~  Monetization Cross-network 13K Cross-network 17K
15K TOP COUNTRIES
overview [\ T Referral 24K Unassigned 7.4K
i Canada M - —— -
Erommerepichiomes e Organic Social 1.5€ Referral 67K
United States 32 - -
_ Email 203 Organic Social 46K
Purchase journey K India 3 z bt ka '
0 = Paid Search 109 Email 37K
In-app purchases 2 01 o8 15 ! 2 . -
Sep Oct e
Argentina 1
Publisher ads am
View realtime > View user acquisition > View traffic acquisition >
Promotions
Checkout journey
GOOGLE ORGANIC SEARCH TRAFFIC GOOGLE ORGANIC SEARCH QUERIES
Retention
Sessions~ by @ v Q - Organic google search impressions~by @ v Organic google search clicks~ by @ v
Search Console A Session Google Ads campaign~ Landing page + query string~ Organic google search query
SESSION GOOGLE ADS CA.. SESSIONS §3500 LANDING PAGE + QUERY S..  ORGANIC GOOGLE SE ORGANIC GOOGLE SEARC..  ORGANIC GOOGLE SE
» SearchConsole ~  SeeoesoeooonoooononoTT o SSSSln i s S
1009693 | Google Analytics . 6.5€ /Google+Redesign/Emoji+Ki... 31M emoji kitchen 664
i ~ 1009693 | Google Analytics ... 52K /Google+Redesign/Apparel 62K youtube store 387
. TR IR $2.00 e s
»  User Attributes 1009693 | Google Analytics ... 5K /Google+Redesign/Shop+by... 58K youtube merch 308
» Tech 1009693 | Google Analytics .. 137 /Google+Redesign/Accessor... 49K g25gle 251
19562501177+4105133311.. 2 $1.00 /Google+Redesign/Apparel/.. 43K google hoodie 242
19562501177+4743366791... 1 /Google+Redesign/Chromet... 40K google tshirt 204
19810167557+1446411939... 1 $0.00 /Google+Redesign/Clearance 31K google stickers 198
Day Day Day Day . -
7 38 69 99
View Google Ads campaigns > Last 120 days ending Oct 21 View Google organic traffic acquisition > View Google organic search queries >

m) Google
Support Arficle: Reports, dimensions, and metrics


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

4l GA Demo: Campaign Performance for User Acquisition

Al sccouns > Demo Accaunt
Al Analytics  Gag- Google MerchShop~ & Ty searching"top countries by users Fesgbck HH IS
A Reportssnapshor @ sivsers  Add comparison +
Realtime
User acquisition: First user default channel group @ ~
Life cycle A

Add fiter +

= Acquisition

1)

Overview

Traffic acquisition

New users by First user default channel group over time New users by First user default channel group.

+ Engegement "
- Monotization
«
il Grossmetwork
Ecommarce purchmses & Retern .
Purchase ourn
foumey Orgarc Social l
n-app purchases
&
promtions
R
Checkout journey
Reterticn Q search Rowsperpage: 10 ¥ Goto: 1 1100113 )
R . o Fistuserdefa. channl goup -+ < Newusers Engaged sessions peean oo Toat revenue .
 sewencomae Q_ [searchitems
74132 126,540 86.89% 137 3m03s 4,514,079 432,743.00 $402,367.08
A 1 Direct 35035 70874 sa12% 148 amads 2874646 278,580.00 299222 First user default channel group
o 2 organi Search 21968 30451 o8 san 128 mass 098126 8826 00 5610822
3 Cross'network 12,684 15851 95.25% 1.6 m23s 251,394 27,048.00 $4,833.50 s H
First user medium
4 Referal 218 257 B 129 2m36s 131458 6300 sazs0.36
s organic Social 1404 2526 o 4sn 148 ams2s 104108 1133400 saa7ase .
1 First user source
6 Eman 208 2085 s 23 Tmo7s 133083 1499500 st924668
7 Paid Search 109 324 83.94% 147 Om 0Ss. 2142 140.00 $0.00 " .
2 First user source / medium
8 Affiliates 86 10 88% 120 0m 26s 1,655 103.00 $0.00
9 Unassigned 51 215 1378% 014 Om dbs 15141 64400 $48.00 .
3 First user source platform
10 Organic Video s s oo 115 2mo3s 2000 15000 12360

4 First user campaign
First user Google Ads ad network type

First user Google Ads ad group name

Google

Support Article: Reports, dimensions, and metrics


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

website?

All accounts > Demo Account

..l Analytics GA4 - Google Merch Shop - Q_ Try searching "top countries by users”

A} [\eponts snapshot @ Miusers  Addcomparison +

Realtime

Monetization overview
Life cycle A~ I

» Acquisition

@ » Engagement Total revenue @ Purchase revenue Total ad revenue
~ Monetization $402K $402K $OOO
Overview
Ecommerce purchases
Purchase journey

In-app purchases

Publisher ads

Promotions
Checkout journey 24 01 08 15
Sep Oct
Retention
Search Console ~
» Search Console
User ~ Average purchase revenue per user Q -
»  User Attributes $4.35
» Tech
$15.00
$10.00
$5.00
o < $0.00

Feedback
@~ Total purchasers @
$250K
$200K
$150K
$100K
$50K
$0.00
24
Sep

Items purchased by Item name

G25gle Birthday Tee

G25gle Birthday Mug

Google Design Contest Stick...
Google Recycled Memo Not...
Google 25th Birthday Sticker...

Chrome Dino Party Time Stic...

Google Pen White

First time purchasers ®

2.7K

Key reports, metrics, & definitions

4l GA Demo: How much in donations are coming

HHI > B S

Last 28 days Sep 24 - Oct 21,2023 ~

< A

2K

500

01
Oct

Q@ -

ITEMS PURCHASED

08

Items purchased by Item list name @ -

ITEM LIST NAME

1K
973
769
588
529
520

493

i

No data available

B) Google



Custom Reports in GA4



Manage and analyze data with a new reporting Ul

Al Analytics a m Reports includes default metrics and core report

collection, including Realtime reporting
n Reports snapshot

Realtime

Explore offers a flexible drag-and-drop interface for
data exploration, funnel analysis and pathing analysis

Life cycle ~

2
®

»  Acquisition

=) » Engagement

» Monetization

Advertising workspace is a new suite of reports for
measuring ROI and evaluating attribution models

D

Retention

User ~

» Demographics

Configure allows you to manage and edit Events,
Conversions, Audiences and Custom definitions

» Tech

Q Admin console enables you to access Property

o settings, Data Streams and Data Governance settings

B —

GA4] About Google Analytics 4 reporting | [GA4] Get started with Explorations | [GA4] Event modifications an m events | [GA4] Structure your Analytics account | [GA4] Get started with Advertising Google


https://support.google.com/analytics/answer/9212670
https://support.google.com/analytics/answer/7579450
https://support.google.com/analytics/answer/10085872
https://support.google.com/analytics/answer/9679158
https://support.google.com/analytics/answer/10607798

Interface walkthrough - via Analysis Hub

Free, fast, and flexible user-centric analysis
tool for Google Analytics 4 customers that
helps explore, discover, compare, and act on
audiences.

e Drag and drop dimensions and metrics
onto the analysis canvas, switch between
analysis techniques, and export your
findings.

e Use Analysis to explore your data in depth

and answer complex questions about your
customers

Support Article: Reports, dimensions, and metrics

B B8

& £

Variables Tab Settings
Q s

Analysis Name:
Acquisition

Custom
Feb 13 - Mar 14,2021

SEGMENTS
Organi

Marketing campaig

| Gender
| Country

| User medium: Cros.

| Event count

TECHNIQUE

VISUALIZATION

@ e ~ &

®

'SEGMENT COMPARISONS

Drop or select segment

ROWS

Event source: Cross.

Drop or select dimension

COLUMNS

Drop or select dimension

Start column group 1

I Event count

Event source: Cross-channel last click

Totals

(not set)

google

(direct)
shop.googlemerchandisestore.com
analytics.google.com
mall.googleplex.com
creatoracademy.youtube.com
youtube.com

baidu

yahoo

¥ Active users

84,369
100% of total

84369

43327

21,685

6246

279

2390

2154

1977

1,863

659

00000 +

Event count

1,664,344
100% of total

1467273

95744

48,995

17231

5840

7273

4,428

4186

3766

1,446

Transactions

336
100% of total

Conversions

90,743
100% of total

2,542

43267

20973

8340

2,148

3528

2136

1,989

1841

657


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

Template Gallery

— i I :
- N Il N : H -
-
Exploration Funnel analysis Path analysis
What insights can you uncover with custom charts What user journeys can you analyze, segment, and What user journeys can you uncover with tree
and tables? breakdown with multi-step funnels? graphs?

| | - |
| || |
| | |
] | |
— | ]
Segment overlap Cohort analysis User lifetime
What do intersections of your segments of users tell What insights can you get from your user cohorts What can you learn by analyzing the entire lifetime

you about their behavior? behavior over time? of your users?

Google



Analysis Tools Key reports, metrics, & definitions

Use cases and Industries

m
N\
)
'
/ e
’ \
Conversion Acquisition User behavior
What does your customer journey to conversion How successful are your marketing efforts? How do your users move through your app or site
look like? from where they first land?
N T
° C
L) P [
o B
Gaming Ecommerce
How are your games performing? How are your ecommerce platforms doing?

Specifically designed and prepared for these specific use cases. Google



Analysis Tools

Creating your own analysis

All accounts > GA4 Demo Account

. n s . an P
<« N | Analytlcs Google Merchandise Store ~ Q_ Try searching "users from USA last week' an 0 H w
®©  Analysis Name: TECHNIQUE + Active users
5 Untitled Analysis Exploration w052

NN Custom .

Nov 4- Dec 3, 2020 UALIZATION
' ®

-

SEGMENTS + . . . .
e Different visualizations can help
B T you to to fgrther built your report
Create anew analysis i Paid traffic Drop or select segment
B Mobile traffic
8 Tablet traffic Rows H
. Data can be segmented as you give you
o prefer, e.g. by country, device, segments
s HEEIEE s paid vs. non-paid.
& | Gender
| oy Nested rows Can —
| Device category oo aVaL )
| User medium: Cros.
/
METRICS 2 Start column group 1
| Active users Sovom 5 .
@ | Event count

VALUES
Transactions

> Active users



Key reports, metrics, & definitions

Understand app and site behavior with Pathing reports

e Pathanalysis1 ~ -

All Users
STARTING POINT STEP+1 /. STEP+2 / STEP+3 /.
E3 Event name > K3 Eventname v > [E3 Eventname v > Event name ~
session_start page_view I scroll
s N page_view
I view promotion | _ ___ _
scroll
.
o . SEssion_start
view_item 0 ammaa
_____ .. select_promotion
scroll Bl we g SN SRR
————— - fe_ss_"f‘f(an _ new_engaged_user
view_item N rmem——
_____ new_recent_active_user +9 More
new_engaged_user  __—_ ==—==
__:_g_g - -+14More

GA4] Path exploration

2y
Rv¢

)

Find the top pages that new users open after
getting to the Home page

Uncover looping behavior which may
indicate users becoming stuck

Discover what actions users take after an
app exception

Determine the effects of an event on
subsequent users actions

Google


https://support.google.com/analytics/answer/9317498

Additional Resources



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
A

§ o g ot

Featured posts
View all featured posts >

0 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

O Happy Birthday Ad Grants!

Google Ad Grants



Learn from others who have a similar objective

Success stories

See how nonprofits around the world use Google Ad Grants to drive awareness,
attract donations, recruit volunteers, and much more.

DonorsChoose.org Days for Girls We Care Animal Rescue
Drove over 5,000 donations to Saw a $212 average donation to Raised monthly 125% adoption
public schools. empower women around the applications.
world.
iy 2> =

SOS Children’s Villages of Samaritans The Federation of Canadian

India Raised over $48,000 in online Artists

Grew website traffic by over 30%. donations for their helpline. Introduced 70,000 new website

visitors to their exhibitions.

Google Ad Grants



Resources

Google Analytics Skillshop
https://skillshop.exceedims.com/student/catalog

A  Student volunteers:

Google ad transparency library get.google.com/onlinechallenge

https://adstransparency.google.com

1 Google Ads customer service:

Website: 1-866-2-Google
google.com/grants

A Help Center:

Ad Grants Online Community Forum: support.google.com/grants

support.google.com/grants/community

YouTube Channel: youtube.com/GoogleGrants

Ad Grants Certified Professionals Directory:
bit.ly/adgrantsagencies

Google Ad Grants


https://skillshop.exceedlms.com/student/catalog
https://adstransparency.google.com
http://www.google.com/grants
http://youtube.com/GoogleGrants
https://get.google.com/onlinechallenge/
http://www.support.google.com/grants

Q&A



Thank youl! :)

Google



