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No one is happy




We need to turn on GAA4.

We need to migrate so we can have consistent reporting.

Make GA4 like UA.

We have migrated but it doesn't feel right.

All our reports are broken and nothing matches what we had
as a baseline in UA.

What metrics should we use in our reports?
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“l can’t wait to grow up
and create 55 page
report, that takes a week
to create and no one
reads, or understands, or
cares about what | have
done...”

linkedin.com/in/jillquick01/



Campaign Overview
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Yesterday
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#3 : Event Map
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What Is your
confidence and
understanding

of GA4.
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Do you use
the data?




LOOK AT YOUR
FAVOURITE
REPORT...
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VWhat data do
you not trust?
Why don't

you trust it?




Check your hosthames

All accounts > Demo Account

Analytics GA4 - Google Merch Shop - Q  Try searching "Explorations”

Reports snapshot @ Ausers  Add comparison +

Last28days Apr 15 - May 12,2023 ¥ & Build filter
Realtime

User acquisition: First user default channel group A ~ i < »
Add filter +

CONDITIONS {BUILD UP TO
Life cycle
- Acquisition Include v Dimension
Acquisition overview :
New users by First user default channel group over time

Hostn:
New users by First user default channel group fiiies
User acquisition

Dimension values
Traffic acquisition

Direct
> Engagement

Cross-network shop.googlemerchandisestore.ct
» Monetization

www.googlemerchandisestore.ct
Retention Organic Search

googlemerchandisestore.com
Paid Search
User
flood-it.app
»  Demographics

Referral

Cancel
» Tech

@ Direct @ Crossnetwork @ Organic Search @ Paid Search @ Referral

Q search Rows per page: 10 Go to: 100f12 )
First user defa... channel group ~  + 4 New users Engaged sessions Engagement rate Engaged sessions per user Average engagement time Event count Conversions Total revenue
Allevents ~ Allevents ~

56,800 85,316

1,996,689 533,279.00 $141,484.94
100% of total 100% of total

100% of total 100% of total 100% of total

Direct 17.210 32,043 987,106 247,047.00 $100,174.77
Cross-network 16,718 300,368 101,303.00 $5237.95
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Check your CMP

ITaTmic acquisItion: Session aetault cnannel grouping & ~
Life cycle

Add fiter +

-~ Acquisition
Overview Users by Session default channel grouping over time Users by Session default channel grouping
User acquisition
Traffic acquisition Direct

» Engagement

Paid Search
»  Monetization

Retention Organic Search New user lands, UA activates and tracks
User Email

»  Demographics

Unassigned User consents, accepts cookies

» Tech

&
@ Diect @ PaidSarch @ OrganicSearch @ Emal @ Unassined Page load sequence has already occurred
GA4 page_view event does not fire

Q_ Search. Rowsperpage: 10~  Goto: 1 1100f13 >
Session default..annel grouping ~ + Average Engaged Events per Engagement Event count Conversions Total revenue
engegement  sassions per Al events - ) .
s per et User navigates to second page on site,
R page_view event fires, landing information
17,897.00 £374,172.22 . .
100% of total 100% of total (traffic source, referrer etc) not available to
Direct 85.68% 1315750 11,501.00 £240,542.80 ca ptu re
Paid Search 89.8% 419,478 3,273.00 £71,034.94
Organic Search v 79.11% 251,463 1,212.00 £14701.42

Email K 83.14% 111,940 1,262.00 £32,196.15

R s o o p And therefore - all new users in GA4 have
Paid Social 83.78% 17,903 136.00 £746.60 DC F Of IDI reCt‘ a nd cam pa ig n Of InOt Setl
Organic Social 84.11% 12,442 106.00 £1,958.69

Referral 76.65% 20,188 113.00 £3,024.38

Cross-network 95.38% 2,529 12.00 £512.95

Organic Shopping 80.77% 2,597 41.00 £278.50

https://thecoloringindepartment.com/google-analytics/why-is-my-ga4-acquisition-report-showing-too-much-direct-traffic/
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Reporting Identity (thresholds)

Q, Try searching "how to create funnel”

Analytics

Reports snapshot o All Users Add comparison +

Realtime q?
Reports snapsibt A -~

Life cycle
Acquisition

Engagement
Users New users Average engagement time @ Total reve

Monetization Q < 145K 67K 5m 41s £0.0

Retention

Q Try searching "how to create funnel”

Analytics

A Reports snapshot @ Alusers  Add comparison +

Realtime

0 Reports sr[::>t Q -~
Life cycle

Q

» Acquisition

@ » Engagement N—
Users New users Average engagement time @ Total revs

g Monetization C:> < 410K 381K 2m 51s £0.0 >

Retention

User
» Demographics

» Tech

linkedin.com/in/jillquick01/
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Why don’t you trust the data?

Some common reasons

Referral Exclusion list not updated

Wrong UTM parameters used in campaigns

Staging and dev sites not excluded from data collection
Duplicated purchase events

Collecting websites data that is not in your brand ecosystem
Reporting Identity thresholds

Using the wrong scope to build reports

Your Consent Management Platform is not correctly configured
Not knowing GA4 calculates data differently

Double counting Google Ads (UA and GA4 conversions both imported)
Inconsistent configuration settings across a group of sites

Always review the fundamentals first!
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What are the
most and least
important

metrics that you
track?
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WHAT DO THEY CARE ABOUT?

- T

Your VP of marketing may want... The CFO may want...

Reach = Events per session Reach = Cost per visitor

Act = Number of free trials Act = Cost per Acquisition
Convert = Return on investment Convert = Return on investment

Engage = Churn Rate Engage = Monthly recurring revenue

linkedin.com/in/jillquick01/
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Who is getting the report?




Rand Fishkin, SparkToro

Customer Lifetime Value
Cost of Customer
Acquisition
Churn/Retention Rate by
Cohort

Growth Rate (of customers
and revenue)

Traffic and Customer
Acquisitions by Channel

) : PRy
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What KPIs would you take to the board?

@d Fishkin, SparkToro Edwina Dunn, CEO Startcount \

e Customer Lifetime Value e Commitment/ Brand Love

e Cost of Customer Acquisition e Share of wallet

e Churn/Retention Rate by e Channel preference
Cohort e Spend / Frequency

e Growth Rate (of customers e Coverage (what proportion
and revenue) of spend the top x% of

e Traffic and Customer customers account for)

Acquisitions by Channel

\_ ),
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What KPIs would you take to the board?

gd Fishkin, SparkToro Edwina Dunn, CEO Startcount Jim Sterne, Founder eMetricﬁ
Summit & Digital Analytics
e Customer Lifetime Value e Commitment/Brand Love Association
e Cost of Customer Acquisition e Share of wallet
e Churn/Retention Rate by e Channel preference e Increased Revenue
Cohort ° Spend / Frequency ° Lowered Costs
e Growth Rate (of customers ¢  Coverage (what proportion e Improved Customer
and revenue) of spend the top x% of Satisfaction
e Traffic and Customer customers account for) e Increased Capabilities

Acquisitions by Channel

\_ ),
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Wireframe the report

HEADER GOES HERE

SSSSSSSSS

linkedin.com/in/jillquick01/



Paid Media Performance: Twitter Deep Dive
Our performance analysis of our campaigns launched across the Twitter channel

Impressions Clicks CTR Users Leads Cost
9,732,846 ) 87,104 0.89%) 2,009 30 16.2K
$-57.7% "-86.4% 1-67.9% $97.4% 1-98.0%

cPL

£469.70

1-39.7% 1112348%

Source: Google Analytics [Master Cross Domain]
How many users did our Twitter Campaigns drive to our website and how many conversions over time did we gain?
How does this compare to other paid media sources across users generated?

Website Users compared to other paid social

‘Conversions compared to other paid social
Advoll

e Twitter

—— Facebook —— Linkedin — Nrich

Adroll - —— Facebook —— Linkedin —— Nrich
e Twitter

Which of our campaigns across Twitter delivered on performance metrics?
Specific performance metrics drilled down by individual camp:

Source: Twitter Ads

Conversions

© THE COLORING IN DEPARTMENT
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What questions do you
have about the work you
are responsible for that you
would REALLY like to

answer ?

linkedin.com/in/jillquick01/



“How long does it take people to convert?”

o o Funnel explor. +

Ecommerce draft e 3 & . .
Funnel exploration Viewed Product 25.7% | Added Product 39.8%  Begin Checkout 247% | Choose Payment Infor. 11.6% | Choose Shipping 549% Purchase

Exploration Name: TECHNIQUE

e
Sep 1-Sep 17,2
SEGMENTS Standard funnel
us
MAKE OPENFUNNEL @)

Direct traffic

ki SEGMENT COMPARISONS

Mobile traffic Drop or select segment

Tablet affic =
steps
Wishlist users
Viewed Product e

DIMENSIONS Added Product '

¥

Event name WK 74 59K ¢ B 39K 753 B 13K 884
Begin Checkout

Gender Choose Payment Inf Step Elapsed time Users (% of St Completion rate Abandonments  Abandonment rate

i

!

I Country Choose Shipping 1. Viewed Product - MEY ) 257% 17,030 74.3%

’ Device category Gnchese 2. Added Product 5h33m % T84 (42.5%) 39.8% 5867 60.2%

i e e ok 3. Begin Checkout 3h46m 5170 (22.6%) 24.7% 3891 753%
BREAKDOWN 4. Choose Payment Information tion 2h 58m 1,451 (6.3%) 11.6% 1282 88.4%

METRICS Drop or select dimension 5. Choose Shipping 1ah 05m 905 (3.9%) 549% 408 451%

6. Purchase 4m03s 792 (3.5%)

sHowELAPSED TIVE @)

NEXT ACTION

Drop ¢

FILTERS

Drop or select dimension or
metric

© THE COLORING IN DEPARTMENT linkedin.com/in/jillquick01/




“l really want to know more about the custom journey and where
people get stuck”

GA4 - Google Merchandise Store

€ ol Analytics | GA4 - Google Merchandise Store X Ty searching "add user”

EENEETE o -

Exploration Name: TECHNIQUE

All Users
Path exploration Path exploration
Custom STEP-1 2 ENDING POINT
Jun 19 - Jul 18,2021
¥ SEGMENT
B Eventname v > K3 Eventname

Drop or select segment
SEGMENTS

view_item add_to_cart
i 5854 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 . non_purchasers
ONLY

DIMENSIONS scroll

926

Event name BREAKDOWN select_item

16

Drop or select dimension
Gonder P page_view

new_recent_active_user

Country
VALUES android_lovers
Device category Eventoount 3
campus_collection_user
2

First user medium
session_start
FILTERS 2

METRICS Drop or select dimension or
metric
Active users
Event count NODE FILTERS

Total usere No node filters applied
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Reports snapshot

Realtime

Life cycle

~ Acquisition
Acquisition overview
User acquisition: First user ...
Traffie acquisition

~ Engagement
Overview
Events
Conversions
Pages and screens
Landing page

» Monetization

Retention

User
»  Demographics

» Tech

THE COLORING IN DEPARTMENT

© susers addcomparison + Last28dors Mar 6 - Apr 2,2023 G Bulditer

Traffic acquisition: Session default channel group @ ~ @ <~

CONDITIONS (BUILD UP TO §)
Add filter +
Include v Dimension

Users by Session default channel group over time Users by Session default channel group Audience name
Dimension values
Rt
Paid Search O Anusers
Purchasers

Organic Search

Unassigned

(u]
[0 purchasetwice_1month
[m]

rev_extaxship>300
—_

Cancel ~ OK
a7 ) " 3 15 7
Mar

® Paid Social @ Paid Search ® Organic Search @ Unsssigned @ Direct

Q search Rowsperpage: 19~ 1100f10

Session default channel group ~  + ons Average E 4 E nt = H
engagement time sessions per All events ~ Allevents ~
215,367 295,070 190,317

4,264,852 6,377.00 £548,308.49
100% of total 100% of total 100% of total

100% of total 100% of total 100% of total

Paid Social 88477 101,762 59,769 1,068,546 276.00 £27457.54

Paid Search 45385 65012 46,527 1243295 2328.00 £208315.01
Organic Search 25013 34372 24,547 608,466 1,267.00 £94,540.10

Unassigned 24,543 28,838 17,233 400,601 635.00 £61,159.60

Direct 21271 31,600 20845 542,075 1.246.00 £101309.19

Email 12,407 20814 13974 323421 539.00 £50171.23

Organic Social 1917 2160 1346 28,349 9.00 £803.50

Organic Shopping 1445 1615 20,063 £1260.45
Referral 1385 2151 29,906 £3291.86
Organic Video 13 15 130 £0.00

illquicko



“] want to know where our best customers are who
spend frequently and above our AOV”

Realtime

Traffic acquisition: Sessio group @ -
Life cycle ~
Y Include Audience ID = purch.. X

~ Acquisition

Acquisition overview
Users by Session default channel group over time Users by Session default channel group

User acquisition: First user ...

Traffic acquisition
Organic Search
~ Engagement
i St _
Overview
Events ) S _
Seneee et _
Pages and screens
Emall
Landing page
s 10 0
»  Monetization [
Retention X
® Organic Search @ Unassigned @ Paid Search @ Direct @ Email
User ~
Q Search, Rows perpage: 10 ~ 1-80f8
» Demographics
N s ion default channel group ~  + 4 Users Sessions Engaged Average engagement Engaged sessions Events per Engagement Event count Conversions Total revenue
e sessions per user session rate - All events ~
97 686 450 4.64 18.00 65.6% 12,345 94.00 £26,352.39
100% of total 100% of total 100% of total 0 A Avg 03 00% of tot 100% of total 1 total
1 Organic Search 30 134 90 1m 055 3.00 2570 67.16% 3444 19.00 £5691.25
2 Paid Search 30 119 74 1mO01s 247 17.40 62.18% 2,071 27.00 £7,057.30
3 Unassigned 27 178 110 om 47s 407 1374 61.8% 2446 15.00 £5367.39
4 Direct 14 107 74 om 38s 529 16.16 69.16% 1729 17.00 £6,132.95
5 Email 1 57 36 1m 20s 327 20.93 63.16% 1193 6.00 £922.30
6 Paid Social 4 13 6 omais 1.50 877 46.15% 14 4.00 £962.95
7 Referral 4 64 52 om 59s 13.00 18.69 81.25% 1196 6.00 £218.25
8  Organic Social 2 13 8 om 33s 4.00 11.69 61.54% 152 0.00 £0.00

© THE COLORING IN DEPARTMENT linkedin.com/in/jillquicko1/




“Our CFO always picks on our reports as being
inaccurate due to ROI including revenue and tax”

ol Analytics | Q Try searching “trend of conversions from organic last month Q
USEl dCYUISILOIL FITSLUSE! Uegiduit Criarniner group Last28days Dec 19, 2022 - Jan 15, 2023
Customize report
REPORT DATA
Dimensions >
New users by First user default channel group over time New users by First user default channel group
Metrics >
paid Search REPORT FILTER
i Paid Social + Add filter
Direct cHARTS
2K Organic Search ®© i LineChart >
Unassigned © i BarChart >
o
= 5 > - 5 - 3 REPORT TEMPLATE
2 9 0 05 0; 09 ¥ 1 1 0 0K 40K ﬁ 80K
User acquisition «
@ Pad Search @ Paid Social @ Direct @ Orgaric Search @ Unassigned
SUMMARY CARDS
Rows per page: 10 1 100011 >
~ Newusers by .
First user defa.. channel group ~ + Engagement Engaged sessions per Average engagement Total Revenue ex Shipping and = First user default chann... 3
sessions rate user time Allevents ~ revenue Tax b
_ Newusers by s
253,028 278,159 68.98% 1.04 2m 04s 7.682.872 11,734.00 £1,123,213.63 920,000.84 g First user default chann. i
100% of total 100% of total Avg 0 Avg 0% Avg 0% 100% of total 00% of total 100 tal 100% of total G - i
1 Paid Search 73,045 83,966 100% 1.23 2m ass 2,504,827 4344.00 £411,657.51 336,777.50 + Create new card
2 Paid Social 44891 34,669 6253% 073 1m27s 801,877 324.00 £24,356.04 1971301
3 Direct 44173 55,572 100% 14 3m14s 1,659,084 3,253.00 £330,079.29 271,046.37
4 Organic Search 43,581 49,021 100% 124 2m37s 1,345,181 1.910.00 £181,394.70 148,590.43
5 Unassigned 25375 23,060 100% 1.20 2mo7s 586,751 1,011.00 £96,016.15 76,753.98
6 Email 16,573 22305 100% 1.44 2m 46s 596,484 802.00 £70,362.07 57,496.92
7 Organic Shopping 2,264 1382 51.41% 0.59 1m 30s 34,266 8.00 £965.47 788.10
8  Organic Social 1877 1366 56.1% 0.67 1m46s 35,539 21.00 £1,807.98 1,458.72
9 Referral 1,057 1,059 64.53% 0.9 2m18s 24177 47.00 €5202.17 427216
10 Cross-network 173 176 68.48% 0.95 2m37s 4,583 14.00 £1,372.25 1,103.64 [a]
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What are your
business
objectives?
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100% Scroll of Page

100% Scroll Page

Company Social Acconts Visited

Company Social Acconts Visited

Clicked Homepage Promo Images

Downloaded PDF

Watched Webinar

Brand Video Played

Created Account

Live Chat

Signed up to Newsletter

Watched Video

Tel Number Clicked

Email Address Clicked

Lead Gen Form abandoned
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Check the measurement
strategy for any DPO
triggers.

Can you collect the data,
what is the impact/ risk.

h/t Siobhan Solberg @ RAZE,
N7

linkedin.com/in/jillquick01/
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'INSIGHTS

CALL CID-100

CID

B

Mix the qual and the quant. Ask people
questions to find out what is important, what is
needed, and what is a nice to have.

Revisit your business model and map micro
and macro conversion points to it.

Find out/ ask key stakeholders what their ‘post

it note’ report would look like.

Review your website and event map
interactions that link to your survey data and
business model.

Implementation for blind spots.

Revisit data visualization for reporting
personas.
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Thank you for listening!
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