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Google Analytics Messaging

Google Analytics <analytics-noreply@google.com> Unsubscribe Fri, Feb 26, 2021, 453 PM <

tome »

Google Analytics <analytics-noreply@google.com> Unsubscribe Wed, Oct 28,2020, 519 PM  Y¥ € : This month in Analytics: New Demo Account for Google Analytics 4 Properties, User Scoped Dimensions

tome v and Session Scope in Google Analytics 4 and more.

Google ol Analytics Go:'gle .l' Analytics

- The new Google Analytics

Get set up for the future

February 2021 - Product Update

Google Analytics helps you understand your customers and create better
experiences for them. But with rapid changes in customer behavior and
evolving industry standards for privacy, it's more challenging than ever to
get the insights you need. So we're building a new, more intelligent
Analytics experience that delivers the essential customer insights you
need to be ready for whatever comes next.

LEARN MORE PRODUCT & FEATURE HIGHLIGHTS

As an early adopter of the App + Web property, you've seen the beginning New Demo Account for Google Analytics 4 Properties

of the new Analytics experience — and it just got even better. We're proud The Google Analytics demo account is a fully functional

to announce that App + Web properties are now Google Analytics 4 Google Analytics account that any Google user can access. It

GA4 ti d th ill the fut f Google Analytics. , . ; :
R prepERES-ahiheywill [IGWer e/ Itirg SFERaglS iigljiies contains one Universal Analytics property and two Google Analytics 4
This next generation is built to help take your digital analytics to a whole properties. The demo account is a great way to look at real business

data and experiment with Google Analytics features.

LEARN MORE

new level.
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Google Analytics Messaging

Google Analytics <analytics-noreply@google.com> Unsubscribe Tue, Oct 12, 2021, 6:00 PM ﬁ{
Google Analytics <analytics-noreply@google.com> Unsubscribe Tue, Jul 20,2021,6:31PM ¥ 6.6 ¥

tome ¥

0l Analytics GOTTQIQ .3 Analytics

Google

The new Google Analytics The new Google Analytics

Start exploring Google Analytics 4 Put Google Analytics 4 at the core of
We'd like to remind you to explore the new, more intelligent Google YOU I Measu rement

Analytics experience. This experience, called Google Analytics 4, is ready
for you to set up today with just a few clicks. You can begin collecting Over the past year, we've encouraged you to set up and explore your new
data and benefit from the latest innovations in Google Analytics 4 as Google Analytics 4 property that's built to help you get better ROI from

IRSHoacems sigliabieruiilic ReepINg.YoUremenyERgIFIES your marketing today, and for the long term. We now encourage you to

impl tation intact. ) .
mplementation fntse make full use of your Google Analytics 4 property and put it at the core

of your measurement in place of Universal Analytics.
SET UP NOW
Google Analytics 4 will take your digital analytics to a whole new level. LEARNN RS

® |t's built with machine learning at its core to automatically uncover insights

from your data that you can use to improve your marketing. Google Analytics 4 makes it easier to discover actionable, privacy-safe

It provides a more complete understanding of your full customer life cycle, insights from across the customer journey.

from acquisition to retention, by bringing together data across app and web ® |t provides a more complete understanding of your full customer life cycle,

Ak seale: from acquisition to retention, by bringing together data across app and web.

ksiesignediangundiyeunmiceCs asansgdvertisegwilinamalnew Rgverlising It works with or without cookies or identifiers, so you can learn about your

Workspace where you can get performance and attribution insights at a glance

RSN (SRR U R R S

customers even with gaps in your data.
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Bye UA
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Universal Analytics will be going away

Last updated: March 16, 2022. Visit this page in the coming months for the latest information.

Google Analytics 4 7 is our next-generation measurement solution, and it's replacing Universal Analytics. On
July 1, 2023, standard Universal Analytics properties will stop processing new hits. If you still rely on Universal
Analytics, we recommend that you prepare to use Google Analytics 4 [z going forward.

Understand what's going to happen

« Until July 1, 2023, you can continue to use and collect new data in your Universal Analytics properties.

« After July 1, 2023, you'll be able to access your previously processed data in your Universal Analytics
property for at least six months. We know your data is important to you, and we strongly encourage you to

export your historical reports during this time.

« In the coming months, we'll provide a future date for when existing Universal Analytics properties will no
longer be available. After this future date, you'll no longer be able to see your Universal Analytics reports in
the Analytics interface or access your Universal Analytics data via the API.

£ Google Analytics 360 properties will receive a one-time processing extension ending on October 1,
2023.

@jillquick
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Data Model Universal Analytics

Session 1 Session 2




Data Model GA4




Types of Events GA4

; Automatically

Collected

—

" Recommended

: Enhanced

Measurement

0 @ijillquick




Creating An Event From An Event (use case example)

; Enhanced

Events

;ecommended

Events

Events

Automatically
Collected

— | ™
event name = page_view

parameter = page_location

value = /thank-you/
\_ _

; thank_you

© @jillquick




Creating An Event From An Event (use case example)

Automatically
Collected

; Enhanced

Events

;ecommended

Events

-

Events

—
event name = sign_up
value = newsletter

\_

NS

:news_sign_up

 @jillquick




OH MY -
ADVANCED
FEATURES!
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Funnels: Retroactive and with

Analytics Q, Trysearching "Admin"

GA4 - Google Merchandise ...

H @ rvama. *

Analysis Name:
Funnel

Custom

Feb 20 - Mar 21, 2021

SEGMENTS

us

Direct traffic
Paid traffic
Mobile traffic

Tablet traffic

DIMENSIONS

Event name
Gender
Country

Device calegory

METRICS

© THE COLORING IN DEPARTMENT 2022

User medium: Cros...

Visualization

Standard funnel

MAKE OPEN FUNNEL ‘

SEGMENT COMPARISONS

Drop or select segment

STEPS y
First open/visit
Organic visitors
Session start
Screen/Page view

Purchase

BREAKDOWN

Device category

Rows per
dimension

SHOW ELAPSED TIME

Step 1

First open/visit

B 35K 82.5%

Step

£.Urgaric visnors

3. Session start

=

17.5%

Device category

uesKlop
mobile
tablet
Total
desktop
mobile
tablet
Total

desktop

Organic visitors

B 72K 16.1%

83.9%

Elapsed time

19h 25m

1Sh 04m

16h 52m

20h 47m

19m 24s

?27m 57s

Session start

(1Z1.1%)

15,545 (86.4%)
998 (80.4%)
41,805 (97.6%)
29,084 (124.0%)
12,240 (68.0%)
632 (50.9%)
44,985 (105.0%)

31,757 (135.3%)

99.9%

Step 4

Screen/Page view

Step 5

0%  Purchase

B 45K 100%

Completion rate

8Y.0%
75.2%
59.4%
99.9%
99.7%
100.2%

99.8%

Abandonments

2,947

3,861

405

28

Abandonment rate

1u.4%

24.8%

40.6%

<0.1%

0.3%

-0.2%

0.2%

@jillquick




Pathing Analysis

g o hing "ad
nalytics ' GA4 - Google Merchandise Store s B

@ renovoni * surtover

Exploration Name: TECHNIQUE

Path exploration

All Users

Path exploration

Custom STEP-1 2 ENDING POINT
Jun 19 - Jul 18, 2021
' SEGMENT
E3 Eventname ¥ - [EJ Event name

Drop or select segment
SEGMENTS

view_item add_to_cart
US 5,854 6,205

NODE TYPE

Direct traffic
Event name

Paid traffic ‘
Page title and scree...

Mobile traffic :
Page title and scree...

Tablet traffic

VIEW UNIQUE NODES ‘ ﬂOn_pUl’Chaszezrg
ONLY

DIMENSIONS scroll
96

Event name BREAKDOWN select_item

16

Drop or select dimension page_view
6

new_recent_active_user
Country 4

VALUES

Gender

android_lovers
3

campus_collection_user

2

session_start

FILTERS 2

Device category Event count

First user medium

METRICS Drop or select dimension or
metric

Active users

Event count NODE FILTERS

Totaliisars No node filters applied.

e
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Audiences : Event Count = add time-window metrics

<& Purchasers CANCEL SAVE AND APPLY

@ Users that have made a purchase ; %
[] Build an audience ‘
‘ Include Users when: 2~ [ 3
Summary
In_app_purc... ~ event_count Users in this segment
OR From Oct 5to Nov 3

purchase v Condition* 2K
OR '

>

ecommerce...

CIUUC

Time period

Remember: This
could be used as a
segment, create a

conversion, or use as

an audience in your

Q paid media.

-+ Add condition group ‘ 14 2 days

At any point in time

AD GROUP TO EXCLUDE

© THE COLORING IN DEPARTMENT 2022 @J il qu Ick



Audiences : Event Count = add time-window metrics

&  Untitled audience Cancel

B Add adescription
Membership duration

® 30 days

(O Set to maximum limit

‘ Include Users when:

Page title contains What is GA4? [ ] Atany point
Audience Trigger

+ Create new

Incomplete or igyalid audiepgs

AND definition

Sequence 1
= Step 1 Enable time constraint

Within 5 Minutes

| new condition v

— Add step

- Add condition group | E Add sequence

+ Add group to exclude

@jillquick
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Predictive Audiences

& Likely 7-day churning purchasers CANCEL

@ Purchasing users who are likely to not visit your property in the nex...

[7] Build an audience

‘ Include Users when: LR [

,,,,,,,,,,,,,,,,,,,,,,,,,, Summary

in_app_purchase v AUD 'DAR’“MC] LR Users in this segment

OR From Oct 5to Nov 3

purchase - ADD PARAMETER | 4

oR 0% of all users
ecommerce_purch... ~ . ADD PARAMETER

OR e Include Exclude
LTV v >0 X OR 4 -
AND

Churn probability v

Configure predictioy rediction summary

his summary only considers the predictive metric. Any additional condition filters will also
impact the audience size.

AND User range @

O Most likely to chu

Top 20% of users )
Churn probability over user percentile

-+ Add condition group | i= Ad O Least likely to churn CHURN PROBABILITY

3

Bottom 20'% o ugets Average in this segment
probability @
@ Custom 0.98

Customize user range

—+ ADD GROUP TO EXCLUDE all sessions

to| 10( |percentile 0.5

‘80

Prediction window @

0
Oth 20th 40th 60th 80th 100th W
In the next 7 days : 5
USER PERCENTILE %
o—0
100th %

Users in selected range @ Users expected to churn @
3,555 3,492
20% of all users active in last 7 days 21% of all users expected to churn

Cancel Apply

© THE COLORING IN DEPARTMENT 2022 @_] il qu Ick



Q_ Search...

Session default channel grouping v -}~

Totals

Paid Search

Organic Search

Direct
Referral
Unassigned

Email

Paid Shopping
Organic Shopping

Organic Social

Paid Other

Organic Video

Paid Social

© THE COLORING IN DEPARTMENT 2022

263,832
100% of total

72,358
97,616
55,662
16,009
8,328
28,070
8,355
2,464
2,858
183
133

33

Sessions

370,373
100% of total

76,695
124,267
76,812
24,097
10,567
41,414
9,942
2,904
3173
302
153

47

Engaged
sessions

258,325
100% of total

70,484
86,487
43,899
11,870
5,745
29,877
5,908
1,846
1,982
118

92

17

Average
engagement
time per
session

1m 54s
Avg 0%

2m 52s
Tm 38s
Tm 35s
Tm 50s
2m 00s
Tm 48s
Tm 04s
Tm11s
Tm 04s
Om 54s
Om 49s

Om 15s

Engaged Events per Engagement
sessions per session rate
user

69.75%
Avg 0%

91.9%

69.6%
57.15%
49.26%
54.37%
72.14%
59.42%
63.57%
62.46%
39.07%
60.13%

36.17%

Rows per page: 25

Event count

All events ¥

4,859,357
100% of total

1,428,617

1,477,121

924,026

272,565

136,919

459,197

93,864

31,405

31,305

2,738

1,344

256

Conversions

All events ¥

11,994.00
100% of total

3,756.00
3,119.00
2,390.00
987.00
674.00
546.00
404.00
78.00
25.00
15.00
0.00

0.00

1-12 of 12

¥ Total revenue

£280,657.32
100% of total

£84,240.57

£71,582.46

£56,420.68

£27,295.60

£17,225.12

£14,684.04

£6,848.95

£1,581.04

£455.09

£323.77

£0.00

£0.00

@ijillquick




Parameter

Dimension

utm_source

Source
First user source

Session source

utm_content

Manual ad content
Session manual ad content

First user manual ad content

utm_medium

Medium
First user medium

Session medium

utm_source_platform

Source platform
Session source platform

First user source platform

utm_campaign

Campaign
First user campaign

Session campaign

utm_creative _format

Creative format
Session creative format

First user creative format

utm_term

Manual term
Session manual term

First user manual term

utm_marketing_tactic

Marketing tactic
Session marketing tactic

First user marketing tactic

© THE COLORING IN DEPARTMENT 2022
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Work in Phases

You are
here
2022

ituation Analysis

UA configuration / GA4 knowledge
GA4 Roadmap

Where are you going?

Today Universal Analytics Primary Analytics

Phase 1 Phase 2 Phase 3 Phase 4 Phase 5

_._>_._>_._>_._>—._>

UA- Secondary Analytics

GA4% Primary Analytics

Skills Assessment> Training> Internal Communications
© THE COLORING IN DEPARTMENT 2022 7 @J | | | q U iC k
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