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Introduction to
Google Analytics
Reporting

e Overview of core GA reporting experiences
(Reports, Explore, Advertising, Data AP,
BigQuery)

e Understand why data looks different across
GA reporting surfaces

e Review how scopes work in GA

Google



Google

GA offers a diverse set of reporting tools to
cater to various needs and levels of expertise

Let's explore the five key reporting experiences:

Reports

Explore

Advertising

Data API

I

BigQuery
Export

Purpose:

IS Key Features:

@ |deal for:

Provides a quick and user-friendly way to gain
insights into your data and core

Enables you to go beyond standard metrics

and perform deeper analysis, create custom
visualizations and segments, identify hidden patterns
and trends in user behavior, and answer specific
questions about your data. This includes building
complex funnels, conducting cohort analyses, and
exploring

user paths.

Focuses specifically on analyzing the performance of
your advertising campaigns. It allows you to
understand how your advertising efforts drive
conversions and revenue, optimize your ad spend
and targeting strategies, and ultimately measure the
return on your advertising investment.

Grants programmatic access to your GA data,
opening up a world of possibilities for custom
integrations and applications. This allows you to
automate data extraction and reporting, integrate GA
data with other marketing tools and systems, and
build custom dashboards tailored to your specific
needs.

Enables you to export raw, unsampled GA data to
BigQuery, Google's powerful data warehouse. This
unlocks the ability to perform large-scale analysis,
complex queries, and data manipulation. You can
combine GA data with other data sources, build
custom machine learning models, and gain a truly
comprehensive view of your business.

-

Pre-built and custom
reports,
easy-to-understand
visualizations, real-time
data, and basic
filtering options.

Flexible drag-and-drop
interface, powerful
filtering and segmentation,
cohort analysis, funnel
visualization, path
exploration, and custom
report creation.

Integration with Google
Ads and other advertising
platforms, attribution
modeling, cross-channel
performance

analysis, and

conversion tracking.

Flexible data retrieval,
automation capabilities,
integration with other
systems,

and advanced

data analysis.

Access to complete
datasets, powerful
querying capabilities, data
integration, and

advanced analytics.

Routine monitoring,
high-level overviews, and
sharing with stakeholders
who need readily
accessible data.

Answering complex
questions, uncovering
user behavior patterns,
and performing
ad-hoc analysis.

Understanding campaign
effectiveness, optimizing
ad spend, and
measuring ROI.

Automating reporting and
integrating GA data with
other tools.

Complex analysis, custom
attribution modeling, and
combining GA data with
other data sources.

~
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Why does data look different between Reports, Explore, Data APl & BigQuery?

This table outlines key differences between Reporting platforms that contribute to differences in data.

K REPORT /1 EXPORT
4 I
M Reports ® Explore & Advertising ~4 Data API ~{ BigQuery
Data Scope Session and Event, Session, Event-level data Event, Session, Raw Event, User,
User-level data User, and Item User, and ltem Item, and
level data level data Cross-Channel
/integration-spe
cific Session
level data
High Cardinality Possible. When Possible. When Possible. When Possible. When  No
using aggregate using aggregate using aggregate using aggregate
data from tables  data from tables  data from tables data from tables
with more rows with more rows with more rows with more rows
than the table's than the table's than the table’'s row than the table's
row limit. row limit. limit. row limit.
Sampling Possible. When Possible. When Possible. When Possible. When  No
Used when the processing more  processing more  processing more processing more
number of events events than the events than the events than the events than the
returned by quota limit, quota limit, quota limit, quota limit,
an exploration Analyticsusesa  Analyticsusesa  Analytics uses a Analytics uses a
exceeds the representative representative representative representative
limit for your sample of the sample of the sample of the sample of the
property type. available data. available data. available data. available data.
Data Driven No Yes Yes Yes No
Attribution
Data-driven
attribution
distributes credit
for the key event
based on data for
each key event.
Key Event Included Included Included Included Not Included
Modeling
Allows for accurate
conversion
attribution
without
identifying users.
S ying

© Table continued on next slide

Google
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Why does data look different between Reports, Explore, Advertising, APl & BQ?

This table outlines key differences between Reporting platforms that contribute to differences in data.

-

K REPORT /1 EXPORT
4 )
M Reports @ Explore &= Advertising ~{ Data APl ~{ BigQuery

Behavioral Modeling Included in Partially No Included Not included

Behavioral modeling for consent the reporting  included, only in

mode uses machine learning to .modul.e, path, funnel,

model the behavior of users who mclu.dlng custom funnel

decline analytics cookies based realtime. and user

on the behavior of similar users Purchase

who accept analytics cookies. journey reports.

Limitations 150 custom 200 individual Maximum of 30  Analytics APIs Standard
reports / explorations per  key events per are subjectto  properties
property. user/property property. GA360 API quotas. have a daily
GA360 and up to 500 properties have  GA360 export limit
properties shared higher limits properties of TM
have higher explorations/pro  overall. have higher events/day.
limits overall.  perty. Upto 10 limits for data GA360

segments per collection, properties
exploration can reporting, have a nearly
be imported. retention and  limitless
GA360 quotas. export.
properties have

higher limits

overall.

Thresholding Possible Possible Possible Possible No

Applied to prevent anyone

viewing a report or exploration

from inferring the identity of

individual users based on

demographics, interests, or other

signals present in

the data.

Cross-Platform Reporting Can be Can be applied Can be applied  Can be No

with Google Signals applied applied

Google signals are session data

from sites and apps that Google

associates with users who have

signed in to their Google

accounts, and who have turned

on Ads Personalization.

Google
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© Building Blocks of GA Data: Before we dive into scopes, let's recap the fundamental elements

of GA data
4 N
[ Metrics <!> Dimensions B Item
Quantitative measurements Attributes that describe your Individual products, services,
that represent numerical data data, typically represented as or distinct objects tracked
(e.g., Event count, Pageviews, text (e.g., Event name, Page within an event (e.g., a specific
Revenue) title, City). SKU, product name).
\§ J
s N
[%) Event =T Sessions =5 Users
Distinct user interactions A period of user activity on Individuals who interact with
within a session (e.g., your website or app, initiated your website or app.
page_view, add_to_cart, when a user arrives and ending
purchase) after a period of inactivity
or a specific action.
N J

© Ata high level: Google Analytics organizes users, session and events in the following hierarchy

&l (CEE U MEvent & Item

User

BEd A user is a person who interacts with your website or app

Q

@© Session

™ Event B Item

A session is initiated when a user either opens your app in the foreground or views a page or screen and

no session is currently active, for example, their previous session has timed out.

e By default, a session ends or times out after 30 minutes of user inactivity (session timeout duration can
be configured from the admin panel). There is no limit to how long a session can last.

™ Aneventis a distinct user interaction within a session (such as an add to cart or purchase in an

ecommerce website, or a level
up in a game).

B Anitem refers to an individual product, service, or distinct object that is tracked within an event, typically
in the context of e-commerce (e.g., a specific product purchased within an 'add to cart' or ‘purchase’ event).

Google



Introduction to Google Analytics Reporting

GA Reporting Foundations

© Understanding Scopes: Scopes determine how metrics and dimensions are aggregated
and reported in GA. There are four main types of scopes:

N User-scoped: Applies to all actions a user takes across multiple sessions.
Example: Total number of sessions a user has initiated, lifetime value of a user

N Event-scoped: Data is associated with a particular event.
Example: Event name, event parameters, event timestamp

Session-scoped: Appliesto all events within a particular session.
Example: Session duration, number of pages viewed in a session, traffic source of a session

Item-scoped: Applies to items within an event, such as products in an
e-commerce transaction.
Example: Product name, product price, quantity added to cart

© GA Scopes Explained: How Items, Events, Sessions, and Users Connect to Your Data

Q In GA, understanding how data is organized and grouped is crucial
for accurate analysis and reporting.

This is where the concept of "scopes" comes into play. Scopes define how metrics

and dimensions are associated with different levels of user interaction, such as events,
sessions, and users.

Google
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GA Scopes Explained: How are Scopes Useful?

Objective

g Strategy

Metrics &
o
Dimensions:

Proprietary + Confidential

Report
Example

\

“I want to identify top You can use user-scoped New Users User Acquisition
acquisition channels for metrics and dimensionsto | First User Source
new users for my website.”  determine which marketing | First User Medium

channels are the most

effective at driving

user acquisition.
“I want to analyze You can analyze the steps Sessions Traffic Acquisition
conversion paths users take within a single e Session Source
within sessions seSS|on.that leads to a e Session Medium

conversion (e.g. purchase,

signup) via a combination

of session and

event-scoped metrics

and dimensions.
| want to segment my You can compare how Views, Active Pages and Screens
users based on their different user segments Users, Engagement
engagement with our interact with specific types o Page Title
blog page” of content by using user & Screen Class

and eyent-sFoped metrics e Content Group

and dimensions.
“l want to analyze what You can use a combination = Purchases, Revenue Ecommerce Purchases
factors in.ﬂl.Jence my users  of e\{ent and |.tem-3f:oped e Item Name
|n' subscrlPlng"to metrics and dlmen3|9ns to e Item Category
different tiers. measgre for conversion e Item Brand

behavior between the

subscription bundles.

J

m By understanding scopes, you can ensure that you're using the right metrics and dimensions
for your analysis, leading to more accurate and actionable insights from your GA data.

Google



Introduction to Google Analytics Reporting

Data Scopes: A Quick Reference Guide in the Reports Section

Understanding how data is scoped is fundamental to interpreting your reports correctly, as it determines how metrics
and dimensions are associated with a user's interactions. Below is a quick guide to the primary scope of key GA reports,
summarizing information from across the platform.

m Report Category Primary Scope(s) G Typical Use Case
4 )
. Analyzing how new users
User Acquisition User . .
discover your site/app.
Understanding the
Demographics User characteristics of your
audience.
Seei hich devi d
Tech User eeing which devices an
platforms your users use.
. N ) Evaluating how sessions are
Traffic Acquisition Session . .
initiated by different channels.
Measuring the engagement
Pages & Screens Event . 9 gag
and views of content.
Analyzing user behavior and
Engagement & Events Event y J
tracking key events.
Monetization & Ecommerce Event, Item Understgndlng product and
transaction performance.
- J

m Key Takeaway: By knowing a report's primary scope, you can ensure you are using the right
metrics and dimensions for your analysis. For instance, you wouldn't use a session-scoped
dimension like "Session Source" to analyze a user-scoped metric like "New Users," as the data
would not align correctly.

Google



When to Use What
Reporting Section

e A quick guide on the different reporting sections,
and when to use what type of report.
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When to Use What Section: An Overview

Google Analytics offers distinct sections, each designed to help you answer different types of
questions about how customers engage with your business across various touchpoints.
Understanding the primary benefit and typical use cases for each section will empower you to

efficiently find the insights you need.

Reports section

Explore section

Q

jon

t

ising sec

Advert

Main Customer Value/Benefit

Example Use Cases

Main Customer Value/Benefit:
The Reports section is your
essential hub for monitoring
predefined/custom reports,
high-level behavioral trends and
overall site and/or app
performance. It provides a quick,
structured overview of what your
users are doing and how your
content and features are
performing, serving as your daily
pulse check for user engagement.

Main Customer Value/Benefit:

The Explore section offers
advanced techniques for custom,
granular behavioral analysis and
uncovering unique insights into
complex user journeys and
interactions. It's ideal for answering
specific "why" questions and
building highly segmented views of
how users truly behave, moving
beyond predefined reports to deep
investigative analysis.

Daily Engagement Monitoring: Track core metrics (active users, sessions,
engagement time) to get a rapid, high-level pulse on daily and weekly user activity.
Understanding User Demographics: Easily view aggregated data on user location,
age, and interests to inform content and audience targeting decisions.

Tracking Key Events (Behavioral): Monitor the frequency and volume of specific user
actions.

Content Interaction Review: Identify your top-performing content, pages, and
screens to understand what users are consuming most frequently.

Standard Traffic Source Analysis: Review pre-built acquisition reports to understand
which channels (Organic Search, Direct, Social) are successfully delivering engaged
users to the property.

Ad-Hoc Analysis: Answer specific, one-off questions about user behavior (e.g.,
"What's the typical path users take before completing a specific key event?").

User Segmentation: Create complex segments and compare behavior across
different user groups (e.g., "How do users who complete a specific key event behave
differently from those who don't?").

Key Event Funnel Optimization: Visualize and optimize multi-step user journeys
leading to a key event, identifying drop-off points (e.g., "Where are users abandoning
our signup process?").

Path Exploration: Understand the sequence of events users take on your site or app
(e.g., "What are the common navigation paths for users coming from social media
before a key event?").

Cohort Analysis: Analyze the behavior and engagement of groups of users over time
(e.g., "How does user retention change for users acquired in different months who
performed a specific key event?").

Main Customer Value/Benefit:
Advertising section focuses on
advertising performance, offering a
dedicated space to measure
campaign performance /
attribution. If your goal is to
measure the ROI of Ads, plan future
budgets, optimize current budgets
across channels & campaigns - this
is where you should be to
understand this data and make
decisions.

Cross-Channel Conversion Performance: View holistic conversion data, including
robust insights from Engaged View Conversions (EVCs), and other key metrics (e.g.,
ROAS, revenue, CPA) across all your marketing channels in one consolidated report.
This is the primary report for understanding your business's defined conversions and
their comprehensive impact.

Ad Campaign Optimization: Evaluate which advertising campaigns are most efficient
in driving conversions and revenue.

Attribution Modeling: Apply different attribution models (e.g., data-driven, last click)
to understand how various touchpoints contribute to your defined conversions.
Understanding Paid User Journeys to Conversion: Analyze the specific conversion
paths of users acquired through your advertising efforts that lead to a conversion.
Justifying Ad Spend: Demonstrate the return on investment (ROI) of your advertising
budget by tying it directly to business conversions.




GA Reports

Section

e Understand the different types of GA Reports

O

O

O

O

e Customize and share reports/collections across

Home
Predefined Reports
Custom Reports

Integration Reports

an organization

Google
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Getting started with Reports in GA

Let's review the foundations of the GA Reports, your essential hub for quickly
understanding and monitoring digital property performance through
structured, predefined, and customizable data views.

© Overview of GA Reports

The Home page surfaces information that's relevant to you based on your behavior in Analytics. You can use
the page to monitor traffic, navigate around Analytics, and get insights about your websites and mobile apps.
The Home page provides more personalized content as you continue to use Analytics.

Predefined reports:

A set of standard, out-of-the-box reports organized into collections (like Lifecycle/Business Objective and
User) that provide immediate insights into common aspects of user behavior, such as acquisition,
engagement, monetization, and demographics, without requiring any initial setup.

e Overview reports: These reports summarize data about a topic; for example, see how much you're making
across ecommerce purchases, in-app purchases, and mobile ads.

e Detail reports: These reports provide more in-depth information about an area of interest;
for example, see in-depth data about ecommerce purchases.

Custom reports:

Customizing reports allows users with appropriate permissions to modify existing predefined reports by
adjusting dimensions, metrics, filters, and charts, or to create entirely new custom detail reports to precisely
fit their analytical needs and visualize the most relevant data.

Integration reports:

Integration reports leverage linked platforms like Google Ads, SA360, CM360, DV360, and Search Console to
provide a unified view of user acquisition and engagement activity directly alongside your website or app data,
enabling a more holistic understanding of user journeys and channel contribution.

© Report Collections

e The set of reports below the Reports snapshot and Real Time reports in the left navigation
are called report collections. You will see some of the following report collections based
on information you provide during setup. You can customize the report collections to include
any report.



Google Analytics Home

Understanding GA Home

Google Analytics Home provides a personalized, high-level overview of your website or app's
performance, featuring key metrics, real-time activity, recently accessed reports, and
Al-powered insights to help you quickly understand trends and navigate your data.

Analytics 360 s

To access Home, click Home in the left navigation.

Gold on Gobglé‘AnaIytics ;| -

Reports

01-Home

Q

Explore

Advertising

05 - Recently
accessed

06 -
Suggested
for You

07 - Insights

& Recom.

Proprietary + Confidential

N\
New users Event count Average session duration @ + USERS IN LAST 30 MINUTES
+
A 981K 734M 10m 42s 112,314
tosu 119.7% 148%
16m 40s USERS PER MINUTE
/m 208 J I I I
- [T FETE PEEE R SRR S
10m 00s
COUNTRY ~ USERS ~
6m 40s
United States 19K
3m 20s United Kingdom 87K
m 00s Brazil 73K
04 05 3 07 o8 0 —
India 6.2K
7days = = Preceding period
s v View reports snapshot = View realtime >
\. \. J
03 - Overview section 04 - Realtime section
accessed
& )
ports snapshot ] Realtime overview @ Explore [ Acquisition N
t Now today today yesterday
\ J
d for you
o ~
ers by First user default channel group ~ Q - User activity over time o - Conversions by Default channel group
10M e 30 DAYS
——— gaM  oeo | —
= ©7DAYS Referral ——
= o 35M Unassigned  I—
ed B Email = >
Social B ®1DAY Organic Video B
n am M B
video ¥ 13 Organic Social |
0 100K 200K 300K 400K 500K ——— s ™ 0 100M
0
days ® Preceding period - @ Last7days @ Preceding period
s ~ View user acquisition > Last 7 days ~ Last7 days ~
. J
x recommendations View all insights =
A
OM INSIGHT [ew] Q  CUSTOM INSIGHT Q  CUSTOM INSIGHT a Q CUSTOM INSIGHT [New]
creased by 7.61% Users increased by 51.26% Users increased by 15% Users increased by 31.92%
130 to May 6, 2023 On May 8, 2023 On May 8, 2023 On May 7,2023
me Insight name Insight name Insight name
tive users Merinoj test notification Mobile change usage Merinoj test notification
Users Users Users
600K ™
500K 800K | 5
400K
600K
300K
400K
200K
100K 200K
0 0
Apr29 Apr 30- May 6 May 8 May 1 May 8 May 6 May 7
\L J
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Google Analytics Home

CR LTI VHE Navigating GA Home

~
02 | Insights
An Insight is a piece of information, either automatically generated by machine
learning or triggered by a custom condition you set, that alerts you to an unusual
trend, anomaly, or key change in your data.
03| Overview section
The Overview section shows relevant metrics with a trendline for each metric. To
change a metric, hover over the metric’s drop down menu and click a new metric.
The Realtime section shows activity as it happens using data from the Real
Time Report. The card shows the number of users in the last 30 minutes.
05 | Recently accessed
Recently accessed provides links to parts of your Analytics account that were
accessed most recently.
06 | Suggested for You
The Suggested for You section highlights cards that you view often, even if they
haven't been viewed recently.
07 | Insights & Recommendations
The Insights & Recommendations section highlights Google Al powered
Insights (unusual changes or emerging trends) and Recommendations (tailored
suggestions) to help you get the most useful and accurate data & take
advantage of new features as they become available.
- J

Google
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Understanding Predefined Reports

GA offers a library of predefined reports organized into collections to help you analyze different
aspects of your website or app's performance. Let's take a quick look at the key categories

a .

Reports Snapshot: This report offers a more detailed
overview of user behavior, acquisition channels,
engagement metrics, and monetization performance.
Users can choose from three out-of-the-box templates in
this section.

Real Time Reports: These reports provide a live view
of user activity on your website or app, showing data
within minutes of it occurring.

Business Objective: This collection organizes
reports around common business goals, offering
a more goal-oriented view of your data. It helps

you track performance directly against specific objectives.

Life Cycle (Alternative to Business Objective): These
reports focus on the user journey, from acquisition to
conversion and retention. They help you understand how
users discover your website

Key sections typically include: or app, engage with your content, and ultimately become
valuable customers.

=+ Generate leads: Focuses on reports related .
Key reports include:

to user acquisition and lead generation efforts.

A7 Drive sales: Tracks sales performance @ Acquisition: Analyze traffic sources, campaigns, and
and e-commerce related metrics. : user demographics.
. . 9 . i
® Understand web and/or app users: Provides insights 7% Engagement: Explore user behawor, content
into overall user behavior, demographics, and performance, and event tracking.
technology. © Monetization: Track revenue, conversions,
:a: View user engagement & retention: Highlights how and ecommerce performance.
users interact with your content and their retention § 1Y Retention: Understand user retention, churn, and

over time. lifetime value.

® User: These reports provide deeper insights into your user base, including demographics, technology
used, and behavior patterns. Key reports include:

E2 Demographics: Analyze user characteristics like age, gender, and interests.
& Tech: Understand the devices, browsers, and operating systems used by your audience.

G App Developer (when applicable): These reports provide specific insights for app developers,
focusing on app usage, performance, and user engagement.

+ Games Reporting (when applicable): These reports offer specialized metrics and dimensions for
analyzing game performance, player behavior, and in-app purchases.

Purpose: Use these predefined reports as a starting point for your analysis. They provide valuable
insights into various aspects of your website or app's performance, helping you identify trends,
understand user behavior, and uncover opportunities for improvement.

Google
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CRLTIVH Navigating Predefined Reports

. All accounts . - ot e "
g! Analytics B Q, Try searching "Data Streams
@YW

v

01| Report Snapshot N
Reports snapshot @ AllUsers ) | Add comparison -

Life cycle A 03| Life cycle reports

Active users @ New users @ Average engagement

n -
Realtime overview 02 | Realtime reports
@ : Reports snapshot
Realtime pages
Q@

»  Acquisition
95K 21K 53s
~ Engagement
Overview
Events
Pages and screens
Landing page

» Monetization

Retention

[ ) . 08 15
User A 04 | User reports

» User attributes

» Tech

New users by First user primary channel group (Default Channel Group,

Reports snapshot o
P P '@ All Users) Add comparison -

Realtime overview

Realtime pages Re p orts SnapShOt

Business objectives ~ 03 | Business Objectives

» Generate leads Active users New users

» Drive sales 8 6 7 81 6

» Understand web and/or app t...

@@@:

» View user engagement & rete...

Depending on your GA setup, you will either see the “Life cycle” or “Business objectives” Google
i predefined collection in the left navigation.
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CRLTIVH Navigating Predefined Reports

-

01| Report Snapshot

Report Snapshot in GA provides a customizable, high-level overview of
your website or app's performance, summarizing key metrics from various
reports into a single, digestible dashboard.

02 | Realtime reports

Real Time reports provide immediate, up-to-the-minute insights into active
users on your website or app.

03 | Business Objectives / Life cycle reports

The Business Objectives collection organizes predefined reports around
common business goals, offering a goal-oriented view of your data for
tracking specific objectives.

Life cycle reports offer a holistic view of the customer journey, breaking
down user interactions into key stages such as acquisition, engagement,
monetization, and retention, enabling businesses to understand and
optimize the entire user experience.

04 | User reports

User reports provide detailed insights into your audience, helping you
understand who your users are, how they were acquired, and their
individual behaviors.

u'/




Google Analytics Reports: Custom Reports

How to Customize Reports in GA

While GA's predefined reports offer valuable insights, customizing them allows you to tailor your
analysis and focus on the metrics that matter most to your business objectives. Keep in mind that
only users with Editor or Admin roles in GA have the ability to customize reports. This means they

play a key role in creating curated views of data for other stakeholders.

What Customization Means:

Customizing reports involves modifying existing reports to better suit your specific needs. Here's
what you can currently customize:

s s N
m © = o
Metrics and Dimensions: Visualization: Filters and Segments: Report Settings:
e Add or remove metrics e Change the chart type e Apply filters e Change the date range
and dimensions e Adjust chart settings e Create and e Modify the report title
e Reorder metrics apply segments and description
and dimensions e Save custom reports
e (Create
calculated metrics
N N J

How to Customize and Share Reports:

B To edit an existing report, click into the Reports — Library left menu item. Hover over a detail report in the
' table and click More. To create a new detail report, click into the Reports — Library menu.

=» To customize a report, open the report you want to customize — click the "Customize report" icon (it
; looks like a pencil) — use the "Report customization" panel to add or remove metrics and dimensions,
change the visualization, apply filters, and create segments — save your customized report by clicking

the "Save" button.

B To share your report with others click the "Share" button in the top-right corner of the report — choose
your preferred sharing method (e.g., via a link, email, or embedded) — configure the sharing settings,
such as who can access the report and their level of access.

e To export your report for offline use or further analysis click the "Export" button in the top-right corner — select your
desired export format (e.g., PDF, Google Sheets, CSV) — configure the export settings, such as the date range and specific

data to include.

By customizing, sharing, and exporting reports, you can effectively collaborate with others,
communicate your findings, and make data-driven decisions based on tailored insights.

Google
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CRDPELTRNIVHE How to customize the Reports Snapshot

The Reports Snapshot is the overview report displayed when a user clicks Reports in the left navigation.
An overview report can be set as the Reports Snapshot. Below, we highlight how to customize the cards
within the Reports Snapshot page using the Report Builder.

What are the steps to customize cards on the Reports Snapshot page?

© STEP 1: Access the Report Builder by clicking the Click Customize Report / in the upper-right corner
STEP 2: Drag cards 3 to change the order in which the cards will appear in the report

]
® STEP 3:Click ® to remove a card from the report
(]

STEP 4: Click “+ Add Cards” to add a card to the report

[ Customize report
CARDS (UP TO 16)

it Overview

i Realtime

i Insights

i User activity over time

i User activity by cohort

®
®
®
. New users by ®
®
®
®

¥ temname 8
Conversions by Platform ®
Users by

------- ®

* Page path and screen ... ®
E -+ Add Cards
\, J




Proprietary + Confidential

CRPEETRMIVHE How to create a report from scratch in GA Reports

While GA provides many predefined reports, creating a custom report from scratch in the Reports section
allows you to tailor a view to your specific business questions. This is particularly useful when you need to

I I combine specific dimensions and metrics not found together in standard reports, or when you want a highly
focused view for regular monitoring of a unique aspect of your business.

Steps to Create a Custom Report

1. Go to Library & Create New Report

e Navigate to the Reports section in GA, then click
on Library at the bottom of the left-hand navigation.

e Click the "Create new report" button.

2. Choose Blank or Template T B

e Select "Create new report" if you want to build it entirely —
from scratch, or choose a template to start with a Sl amee:
predefined structure.

3. Add Dimensions and Metrics i SRR, e

e Inthe report builder, select the dimensions =
(e.g., "Page path," "Device category") and metrics » "

(e.g., "Views," "Active users," "Event count") =

you want to include in your report. — e =
e Organize them as needed (e.g., table columns, charts).

4. Save Your Report

e Once you've configured your report's data and layout,
click the "Save" button in the top right corner.

e Give your report a meaningful name.

5. Add to Collection and Publish

e After saving, you'll have the option to add your new report
to an existing report collection (like "Life Cycle"
or "Business Objectives") or create a new one.

Al Analytics  picoparker (aty)- QT searching URL buider + UTM"

e Ensure the collection is published for your new report
to appear in the left-hand navigation for all users with
access to that property.

Google
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CRPEETRMIHE How to customize the Reports Left Navigation

Property administrators can organize reports into collections and topics in the report navigation.
A By customizing collections and topics within collections, reports will be customized for all those with
access to the account.

What are collections and how do | create them?

A collection is a set of reports. GA users can create their own collections. Business
Ea  Objective/Life cycle and User are predefined collections that appear in the report
navigation by default.

¢ Back To create a collection:

Customi llecti - s "
e S 1. Inthe left navigation, click “Library

in the bottom left corner and

My Example Collsction Unpubliched Drag reports to create collection "Create New CoIIection"
oo Q search reports 2. Click Blank to start with an empty
e Q@ collection that has no topics
Drop overview report Detailed reports Overview reports and repOI’tS
Drop detailed report i Conversions 3. Enter a name in the Collection
name field
—+ Create new topic « D hic detail: . “ o

Fsiich i A 4. Click “+Create new topic” and enter
a topic name

:: Ecommerce purchases . X

** Item purchases by views, cart activity, and revenue. 5. Click app|y and drag a Detail report

% Events from the card on the right and drop

** Event count by event name, along with total users that triggered the eve... |t Under the new TOpiC

.: In-app purchases 6. Drag and an Overview report from

** Product purchases by quantity and revenue ) )
the card on the right and drop it

. P d .

E Ly pages and app sceens by ot views, numberofuser who viewe. under the new topic

7. Click save
1+ Publisher ads . )
* Ad performance by impressions, clicks, and revenue 8. Reports will now appear in the

left navigation

How do | make collections available for all users within the Property?

My new collection : Collections must be Published to make it available
B to everyone with access to the Analytics property.
3 My new topic @ Publish
2 Edit To publish a collection:
1. Inthe left navigation, click Library and locate your collection card
@ Maked eopy 2. Click “More” and click “publish”
Edit collection ] Delete

Resource: Customize Report Navigation

Google
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Google Analytics Reports: Integration Reports

Using Your Marketing Data with
Integration Reports

Integration reports in GA are special reports that become available in your "Reports” section when
you link your Google Analytics property with other Google marketing and advertising platforms.
They combine data from these external sources with your website or app data within GA.

The value: These reports are crucial for understanding the holistic impact of your acquisition

* and content strategies. Instead of looking at results in isolated silos, integration reports allow you
to see how different channels contribute to user acquisition, engagement, and the achievement of
business Key events, enabling more informed optimization decisions.

© Key Examples:

Google Ads Report: Once linked, GA provides reports (accessible by default under Acquisition Overview) that show
traffic and user behavior of your Google Ads campaigns. They help you analyze:

e Which campaigns and ad groups are driving traffic to your site (dimensions like Session Google Ads Campaign).
e The on-site user behavior those campaigns generate (metrics like Sessions, Engagement Rate, and Key events).
e The Total Revenue generated from users who arrived via a specific campaign.

Google Marketing Platform (GMP) Reports: Linking platforms like DV360, SA360, and CM360 also
generates dedicated reports deeplinked within Cards in the Acquisition Overview report. These reports allow
you to segment session-scoped behavior data by GMP-specific dimensions (e.g., DV360 Creative Name, SA360
Engine Account Name).

Q Google Search Console Reports: After linking, GA surfaces a dedicated report collection. Note: This collection is
unpublished by default and must be published from the Library to appear in the main navigation menu. Once
published, the new Search Console section contains two primary reports that merge organic search data with
on-site behavior:

e Organic Search Queries Report: Displays the specific search queries that led to impressions and clicks
in Google Search.

e Organic Search Traffic Report: Displays landing pages with associated Search Console metrics and subsequent
user engagement metrics (e.g., sessions, Key events).

&> Note on Additional Integration Performance Reporting

The Advertising section in Google Analytics is a separate, dedicated section where you can find deeper performance,
attribution, and cross-channel reporting. This is the primary area to analyze paid media metrics such as Ads Cost,
Ads Clicks, Return on Ad Spend (ROAS), and to use advanced Attribution Models across all your linked Google
advertising platforms (e.g. Google Ads, SA360, DV360, CM360). More information on the Advertising Section can be
found in following sections!

Google



Google Analytics Reports: Integration Reports Proprietary + Confidential

CRETIINVEHE Navigating Integration Reports

You can find your integration reports deeplinked within Cards in Acquisition Overview reports,
as seen below:

Business objective Ul Example

by Session DV360 Yy @ - Sessions~ by Session SA360 campaign~ Y @ -~

SESSION DV360 CAMPAIGN NAME SESSIONS SESSION SA360 CAMPAIGN SESSIONS
Merch Shop | Youtube | VAC | optimi... [Evergreen] Merch Store US and CA |...
[Evergreen] Merch Store US and CA |...

[Experiment Bug: 418061089] Merc...
[_E;;im Bug: 411232449] Merc...
[Experiment Bug: 411232445 Merc...
[Experiment Bug: 411232445] Merc...

Demo Store | NA | US | en | Exact | S...

[ View Display & Video 360 campaigns > ] [ View Search Ads 360 campaigns > ]

Life cycle Ul Example

by Session DV360 Yy @ -~ Sessions~ by Session SA360 campaign~ Yy @ ~

SESSION DV360 CAMPAIGN NAME SESSIONS SESSION SA360 CAMPAIGN SESSIONS

Merch Shop | Youtube | VAC | optimi... [Evergreen] Merch Store US and CA |...

[Evergreen] Merch Store US and CA|...
[Experiment Bug: 418061089] Merc...
[E;-imm Bug: 411232449] Merc...
[:xpldmnm Bug: 411232449] Merc...
[:xporimom Bug: 411232449] Merc...

Demo Store | NA | US | en | Exact | S...

[ View Display & Video 360 campaigns -> ] [ View Search Ads 360 campaigns > ]

Google
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Aligning GA Reports to your Marketing
Obijectives

GA Guides You

When you initially set up your GA property, you'll be guided through a process that asks about your
primary business objectives. This is a crucial step! GA uses this information to tailor your reporting
experience and suggest relevant reports and metrics.

( ) ° ° ° °
It's important to remember that your
marketing objectives might change Eisai e i
over time, and that's perfectly fine! GA | RS
allows you to adjust your R
measurement plan and reporting ‘ D e

focus as your business needs evolve.

This ensures that your reporting © o arros e o
always remains aligned with your o o .
current goals. You're not locked into o e
your initial choices!

N ) gk

Marketing Objectives and Corresponding GA Reports

Here's a table showcasing common marketing objectives and the GA reports that can help you track
progress:

Awareness .
. Lead =# Online App
L8 & brand . a G
. . Generation Sales Engagement
consideration
p

Acquisition Overview, Acquisition Overview, Monetization Overview, Engagement Overview,
Traffic Acquisition, User Traffic Acquisition, Events, Ecommerce Purchases, Pages and Screens, Events,
Acquisition, Engagement Conversions Product Performance, App Developers Report
Overview, Pages and Sales Performances (if available)
Screens, Events

*Note: This table provides a general guideline. The specific reports you choose will depend on your unique
marketing objectives and KPlIs.



Aligning GA Reporting to Marketing Objectives

@ Deep Dive:

n Reports snapshot
Realtime overview
@ Realtime pages
Life cycle
@ ~ Acquisition
Overview
User acquisition
Traffic acquisition
User acquisition cohorts
Lead acquisition
Non Google cost
» Engagement
»  Monetization

Retention
User

»  User attributes

»  Tech

Proprietary + Confidential

Awareness & Brand Consideration Predefined Report Example

w@ AllUsers ) Add comparison +

Last 28 days Sep 1-Sep 28,2025 ~

Traffic acquisition: Session primary channel group (Default Channel Group) @ - Dl < ~
Add filter +
A7 OnSeptember 25, 2025, "Direct" sessions spiked to around 8k, a sharp increase from the expected value of around 1.1k sea X
This change is most salient for sessions with source "(direct)" or browser "Chrome," which increased week over week from 1.1k to 8k and 875 to 7.5k, respectively.
Furthermore, the largest relative increase in sessions came from the "United States’, up 253% week over week.
Sessions by Session primary channel group (Default Channel Group) over time Day »

20K

15K

® Total @ Direct M Organic Search @ Unassigned W Paid Search A Referral

Q search
= Session primary..Channel Group) ~ + + Sessions Engaged
gessions
Total 90,157 52,803
100% of total 100% of total

1  Direct 36,384 (40.36%) 22,719 (43.03%)

Common reporting use cases
To measure Awareness and Consideration in GA standard reports, you should focus on metrics and dimensions
that reveal how users find you and how they engage with your site/app once they arrive. For example:

e Awareness (reach): How many new people are discovering my brand? Which marketing channels are driving
the most first-time visitors?

o Relevant metrics: New Users, Views, Total Users, Sessions

e Consideration (Engagement): Are people interacting meaningfully with my content? Which pages are most
effective at holding attention? How deep are users exploring?

Engagement

Rows perpage: 10 v Go to: 1 < 1100f11 )
Average Online Event count Koy events
online session Allevents ~ All events ~
session events
engagement
1m 28s 19.27 1,737,720 129,862.00
Avg 0% Avg 0% 100% of total 100% of total
1m37s 20.58 748,672 (43.08%) 62,644.00 (48.24%)

o Relevant metrics: Engaged Sessions, Engagement Rate, Average Engagement Time, Views per User,

Scroll event

%» Recommended report(s)

Traffic Acquisition Report: Allows you to look into which sources and mediums are driving
traffic and, crucially, how engaged that traffic is.
Pages and screens Report: Measures Consideration by showing you which specific pieces of
content are most effective at driving engagement.
Demographics Details Report: Provides an understanding of the age, gender, and location of
your users and measures whether your brand is reaching your target audience.

Google
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CRDP TRV Lead Generation Predefined Report Example

This week  Mar 27 - Apr 2,2022 ~

P Reporos Sharanot @ Anusers | Add comparison +
e Realume Lead Acquisition: First user default channel group © -~ ® < ~ v
Y  Addreport filter 4
@ Business objective 4=
~ Generate Leads

@ : New leads by first user default channel group over time

Overview
= Audiences

User acquisition

Tafficacquisiion | e LT

| Leadacquisiton o e

Landing page o
User acquisition cohorts r's 6K
Lead disqualification and ... i

4 = —— /—-” 0

g -
User o+ 0 01 01 01 01 01
Mar Apr May Jun Jul Aug

» Demographics
# Total @ Direct M Cross-network 4 Organic Search ¥ Organic Social A Organic Video

» Tech
Q  Ssearch Rows per page: 10 ~ Go to: 1 1-10f1 >
First User Default Channel... ~ + ¥ New leads Qualified leads Converted leads User key event rate
95,707 75,707 26.76% 12.4%
Total vs. 68,930 vs. 68,930 Avg 12% vs. 68,930
1. Direct 2,000,820 6,700 36% 12%
2. Cross-network 1,900,823 3,040 45% 7%
3. Organic Search 1,283,221 6,110 46% 37%
4. Organic Social 1,000,820 1,000 20% 27%
M Librarv 5. Organic Video 900,053 4,000 45% 7%

Common reporting use cases

For customers whose goal is to generate leads, Google Analytics automatically populates reports that
help them understand key business insights for assessing the success of their lead generation
initiatives. By understanding key metrics at important stages of the lead funnel such as lead
acquisition and lead disqualification and loss, customers can learn from these insights to better
convert future leads; for example, by finding out which channels are most effective at driving lead
acquisitions, or by learning why potential customers did not make their way through the funnel.

%» Recommended report(s)

Lead Acquisition: The Lead Acquisition report shows data for the first time your potential
customers (also known as leads) visit your website or app. This report is user-scoped and
primarily focuses on user attributes.

Lead Disqualification and Loss: The Lead Disqualification and Loss report shows the reasons
why potential customers did not progress through the stages of becoming qualified leads and
converted leads for your business

Google
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CRDP LRIV Online Sales Predefined Report Example

Show open funnel Q View funnel steps
Step 1 Step 2 Step 3 Step 4 Step 5
Session start 100% = View product 18.1% = Add to cart 33.2%  Begin checkout 52.9% = Purchase 55.6%
72K
36K
Abandonment rate Abandonment rate Abandonment rate Abandonment rate
W 58K 81.9% Il 8.6K 66.8% W 2K 47.1% W 999 44.4%

Common reporting use cases

For customers whose goal is to drive online sales, Google Analytics automatically populates reports
that provide detail around customer behavior and performance of the products or services sold
online. For example, the purchase journey report (pictured above) breaks down the customer journey
from session start to purchase, and can help you identify key points of drop off for users undergoing a
purchase journey on your site. Similarly, the checkout report deep-dives into checkout funnel from add
to cart to purchase, enabling you to act on insights related to drop off points in the checkout process.

%» Recommended report(s)

Purchase journey report: Helps you understand the stages of customer progression from
arriving on your site, to viewing your product, to adding to cart, to checkout. This report gives
insight into the purchase journey holistically as well as across dimensions like device category.

Checkout journey report: Similar to the purchase journey report, this is a more granular
funnel-style report that provides insight into the key points of the checkout journey, such as
adding shipping or payment information.

Apps-specific reports: The in-app purchases report and the publisher ads reports are specific
to mobile apps, and can help answer questions around how many in-app purchases an app is
driving, as well as performance of mobile ads.

Google
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CRDOECTRMIVEEN App Engagement Predefined Report Example

Active users by Platform @ -~ ACTIVE USERS IN LAST 30 MINUTES @ - Active users~ by @ -
2 O O Operating system
ANDROID OPERATING SYSTEM ACTIVE USERS
o,
85.5% ACTIVE USERS PER MINUTE Android 63K
hhandialatilal
10.3% LLLRTTL LTS LS LT —
4 TOP PLATFORMS ACTIVE USERS =
Android wes || U s Macintosh 675
; Android 147 :
4.3% Linux 189
ios 50
— Chrome 0S 36
web 3
View platforms - View realtime -> View operating systems -
Active users~ by @ - Active users~ by Browser ¥ Platform exactly matches ‘'web’ @ ~ Active users~ by @ -
Platform / device category Device category.
PLATFORM / DEVICE CATE... ACTIVE USERS
Android / mobile 59K
Safari -
i0S / mobile 5.9K
85/ e
ﬁdroid / tablet 3K Firefox I
web / desktop 2.5K Samsung I
. Internet
i0S / tablet 1.6K Opera |
- i Android
web / mobile 668 Webview
web / tablet 33 0 500 1K 1.5K 2K 25K ® MOBILE © TABLET e DESKTOP

903% 6.4% 3.4%

Common reporting use cases

Google Analytics and its Firebase integration provide a unified view of your users across web and app platforms. The App
developer collection serves as the central hub for app-specific reports, starting with the Firebase overview for a high-level
summary of user activity. Tech reports offer crucial details on devices and operating systems, while the App versions
report helps track user distribution across different releases. For monetization, the Publisher ads report, found in the
Monetization collection, provides a direct view of ad revenue when your AdMob account is linked.

@ Recommended report(s)
Retention Report: A fundamental measure of app health. Tracks how many users return after their initial visit to
gauge engagement over time.

Monetization Reports: For any app with a revenue stream. The In-app purchases report details product revenue,
while the Publisher ads report provides ad revenue data.

App Versions Report: Vital for developers to monitor user adoption of new releases and plan for technical support.

App Install Traffic Sources: Essential for marketing teams. Shows which campaigns, networks, and sources are
driving the most new users to help optimize marketing spend.

Firebase Overview: A high-level dashboard providing a quick snapshot of user activity, engagement, and
revenue—perfect for executive updates.

Google



GA Explore Section

e Use Explore to gain deeper insights about your
user and their journeys on your website or app.

Google
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Getting Started with Explore in GA

-t Explorations are a collection of advanced techniques that go beyond Reports to help users uncover deeper
insights and customer behavior.

Why Use Explore

Explore allows users to get answers to their most specific, ad hoc and advanced questions, leveraging
techniques such as pathing, cohorts and others. Explore is available to both Standard and 360 properties.
360 properties can adjust sampling sizes to give faster or more detailed results.

segmentation to uncover powerful insights on their businesses with just a few clicks. Results and insights
can then be shared with others on the property and/or used to create audiences directly.

In Explore, users can drill down into their GA data, leveraging powerful data models and advanced
Introduction To Exploration Techniques

Explore provides access to data and analytical techniques that aren’t available in reports. Use Explore to
analyze your data in depth and answer complex questions.

= Free Form ;2. Segment Overlap
- —— A crosstab layout where many @ See how different user segments
& - u visualization styles can be applied relate to each other. Use this
including bar charts, pie charts, line technique to identify new segments
charts, scatter plots & geo maps. or users who meet complex criteria.
= Funnel & User explorer
I I l Visualize the steps users take to Examine the users that make up the
in. complete tasks on your site or app segments you create or import. You
and see how you can optimize user can also drill down into individual
experience and identify over or under user activities.
performing audiences.
¥ Cohort 22, User Lifetime
— Gain insights from the behavior + Explore user behavior and value
E performance of users related by over their lifetime as a customer.

common attributes.

2 Path

Visualize the paths your users take as
they interact with your website and app.



GA Explore Reports

Use Cases for Explore in GA

Proprietary + Confidential

Q Each Exploration Technique allows you to answer specific questions for your business and dig deeper into

your data.

Question

g Technique Name

m Analyzing the Data

What steps do users
take to complete a
task on my website
or app?

How well are users
progressing on the key
journeys on my
website and/or app?

How do users behave
during their lifetime as
a Customer?

How do my users
relate to one another?

How is the user
behavior on my
website and/or app
improving over time?

Path Exploration
Tree Graphs

Funnel Exploration
Funnels

User Lifetime
Data Table

Segment Overlap
Venn Diagram

@

Cohort Exploration

IIII f

Click “start over” and select the desired ending point for the task you are
looking into.

The path will change from the default forward path to a backward one,
looking at what steps users took to get to your selected ending point rather
than the steps they did after the selected starting point.

Define the steps of the journey you want to explore.

Adjust the relevant settings, such as selecting an open funnel if you want to
consider users starting the funnel at any step (vs. a closed funnel where
only users starting at the first step of the funnel are considered), and see
which steps your users are struggling with the most.

Once you see a step you want to understand better, choose Trended funnels
to see how each step has performed over time.

This technique analyzes users based on their:

1. Initial Interactions data from a customer’s first time engaging with
your property

2. Most recent interactions show data from the last time the user was
measured for a property

3. Lifetime interactions shows data aggregated over the user’s lifetime

4. Predictive metrics show data to predict user behavior

This technique lets you compare up to 3 user segments to see how users
overlap and relate to each other.

Users can create new segments based on the findings.

Define the inclusion criteria that characterizes the cohort of users you
want to analyze (e.g. users who have viewed your promotional landing
page). Then define a desired (or undesired) behavior for this group of
users (e.g. a purchase) and see how many users went from the first event
to the second, how long it took them, and how this is changing over time
to see if any changes you have made to your campaign or purchase funnel
are improving your conversions.

J

Google
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CRDP LRI Understand how to set up Explore in GA

* Customize each Exploration to dig deeper into your dataset. The variable panel, shown below, is common
for all techniques. The Tab Settings below will change slightly based on the technique selected.

. Gold on Google Analytics ) N i i i - . . )
< o) Analytlcs 360 Aeua Gold on Google Analytics Q, Try searching "MoM growth in users for each device ... i : @

——
TECHNIQUE a Country nnt count
Free form

Exploration Name:
m Free form
2,381,553,986
Totals .
Custom 100.0% of total
Aor 3- May 22023 02 VISUALIZATION
pr3-May2,2023 Q| |
@ 1 United States 352,404,834
A Gu P
SEGMENTS A
ml- 2 Japan 241,325,723
S .00 = @ 3 India 198,760,428
ii Direct traffic 4 United Kingdom 124,287,765

: paid traffic —L SFGMENTCOMPARISONSQ 5  Brazil 107,018212

Drop or select segm

i Mobile traffic 6 Spain 72,407,541
= 7 France 71,120,804
:: Tablet traffic ROWS
- 8 Germany 70,196,409
| :: Country L
DIMENSIONS - 9  Netherlands 65,211,359
Drop or select dimension ! ——
: Event name 5 = i 10 Canada 59,555,640
—d Startrow 1
Gender
Country | Show rows 10 b

Nested rows No v

First user medium

city COLUMNS m
Drop or select dimens
METRICS
w 4 Sstart column group 1

| i Active users

| i Device category

| - s smsm'umn 5 =
:: Event count
| i Transactions VALUES
i Event count m
L = br(;p or select metric
Cell type Barch.. v
FILTERS
Drop or select dimensizn
metric
01 - Enter Name 06 - Adjust Technique Type 11- Add New Tab
02 - Edit Date Range 07 - Double click or drop in segments 12 - Export Exploration
03 - Create and Add Segments 08 - Specify row details 13 - Share Exploration
04 - Add Dimensions 09 - Specify column details
05 - Add Metrics 10 - Add in Metrics

Google
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GA Explore Reports

CRDPEETRNIVEHE How to open a Report as an Exploration

You can also take reports in the Reporting section and open them within Explore to make adjustments.

.0 Analytics accounts Q_ Try searching "URL builder + UTM" nE e
A Reports snapshiot @ AIIUsers\) Add comparison + Last 28 days Feb 20 - Mar 19,2025 ~
Realtime overview
O .. e Traffic acquisition: Session primary channel group (Default Channel Group) @ - 0 If @ F w
@ . Add filter + m
Life cycle A

@ ~ Acquisition ~ " - o s
27 On February 19, 2025 sessions from “Referral" spiked to 511, a sharp increase from expected numbers of 89 sera X

Overview
This increase can likely be attributed to increased traffic from Chrome and art-analytics.appspot.com, which increased week over

User acquisition week from 63 to 509 and 53 to 483, respectively. This increase is most salient in sessions with page path and screen class

Traffic acquisition "/shop/collections/emoji’, where we observed 408 sessions for the first time on this date.

User acquisition cohorts View key drivers

» Engagement

»  Monetization Sessions by Session primary channel group (Default Channel Group) over time Day v
Retention AK
Search Console ~
» Search Console JEREe = ) e 3K
User A """""" 1
s - T
Lo \/\/—’\—\/\/_\—/_\/\/\/_\
» Tech
1K
e ——
21 23 25 27 01 03 05 07 09 ] 13 15 17 19 0
Feb Mar
i Total @ Direct @ Organic Search @ Paid Search @ Unassigned @ Referral
O\ Search Rows per page 10 v Go to: 1 1-100f11 D>
= Session primary..Channel Group) ~ + ¥ Sessions Engaged Engagement Even
Q sessions rate pt
< sessic

01 - Open report as Exploration

Google
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Aligning GA Explorations to your
Marketing Objectives

Marketing Objectives and Corresponding GA Explorations: Here's a table
showcasing common marketing objectives and the GA explorations that can help
you track progress

,

Awareness
& Brand

Consideration:

Lead
Generation:

(=]
8
=

Online
Sales:

App
Engagement:

@ Reasoning:

-
Free form: Awareness and brand consideration often involve analyzing a wide range of

metrics and dimensions to understand reach and engagement. The Free Form template
provides the most flexibility to create custom visualizations and tables.

Path exploration: To understand how users are navigating through your website, and
where they are dropping off.

User lifetime: To explore user behavior and value over their lifetime as a customer, which
is a great way to measure long-term engagement from brand campaigns.

Funnel exploration: Lead generation is inherently a funnel-driven process. The Funnel
Exploration template allows you to visualize and analyze the steps users take towards
becoming a lead.

Segment overlap: To see how different segments of users are converting into leads.

Free form: Similar to awareness, online sales analysis often involves a deep dive into
various metrics and dimensions, including product performance, transaction data, and
customer behavior, which Free Form provides.

Cohort exploration: To see how different groups of customers are purchasing over time.

Path exploration: To visualize what users do in the sessions leading up to a purchase,
which helps uncover hidden conversion paths.

Path exploration: Understanding user navigation within an app is crucial for optimizing
the user experience and driving engagement.

Cohort exploration: To analyze app user retention.

User exploration: To examine the individual actions of a specific user, which is invaluable

for debugging and understanding complex user journeys.
-

~

J

Note: This table provides a general guideline. The specific reports you choose will depend on your unique
marketing objectives and KPlIs.
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CRDPELTRMIVHN Awareness & Brand Consideration Exploration Example

Common reporting use case

The goal here is to measure how effectively your content is capturing attention and engaging users.
Instead of focusing on conversions, you'll be looking at how users interact with your site, whether they
are new or returning, and what content they find most compelling. You can analyze the behavior of
users who came from your key brand campaigns and see their long-term value. This helps you
understand which campaigns not only drive traffic but also create engaged, loyal users over time. You
can compare metrics like engaged sessions per user and views per user across different campaigns.

%» Recommended approach

Explore Template: User Lifetime
Recommended Settings:
e Dimensions: First user medium, First user source, User first campaign.
e Metrics: New users, Total revenue, User engagement, Event count per user.
e Segments: Apply segments for different channels (e.g., Paid vs. Direct) to see which one
brings in the most valuable long-term users.

Resource: User lifetime

Google


https://support.google.com/analytics/answer/9947257?hl=en&sjid=7988742026932676324-NC
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CRP TR Lead Generation Exploration Example

Common reporting use cases

Your primary goal is to identify which sources are driving the most qualified leads and where potential
leads are abandoning your forms. Explorations allow you to build and visualize your entire lead funnel
from a user's first visit to a form submission. You can trace the path of users through your lead form,
from landing on the page to a successful submission. This helps you identify friction points and
optimize the form's design.

%Y Recommended approach

Explore Template: Funnel Exploration
Recommended Settings:
e Steps: Define your lead funnel events. For example:
o Step 1: page_view (for your lead page URL)
o Step 2: form_start (auto-collected event)
o Step 3: form_submit
e Breakdown: Use Session source / medium to compare lead submission rates from different
traffic channels.

Resource: Funnel exploration

Google


https://support.google.com/analytics/answer/9327974?hl=en&sjid=7988742026932676324-NC
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CRDPEETRMIEHE Online Sales Exploration Example

Common reporting use cases

For online sales, the objective is to understand customer behavior and optimize the purchase journey.
In Explore, you can visualize what users do in the sessions leading up to a purchase. You can start
from the purchase event and work backward to see what pages or events led to a conversion.

This helps you uncover unexpected customer journeys, identifying which content and products are
most frequently viewed before a purchase. You can find "hidden" conversion paths that you might not
have considered.

?» Recommended approach

Explore Template: Path Exploration

Recommended Settings:

e Technique: Path exploration

e Ending Point: Set to Event name and select the purchase event.
e Nodes: Use Event name or Page location as nodes.

e Metrics: Event count or Total users.

Resource: Path exploration

Google


https://support.google.com/analytics/answer/9317498?hl=en&sjid=7988742026932676324-NC

Aligning GA Explorations to Marketing Objectives Proprietary + Confidential

CRDPEETRNIVEEN App Engagement Exploration Example

Common reporting use cases

For an app, success isn't just about a download; it's about what users do after installation. The
exploration section is perfect for mapping out the user journey within the app, from first launch to key
actions like making an in-app purchase or using a new feature. This is the most granular report,
allowing you to examine the individual actions of a specific user. It's invaluable for debugging issues,
understanding a complex user journey, or investigating the behavior of a high-value user.

%» Recommended approach

Explore Template: User Explorer

Recommended Settings:

e Step 1:identify the user you want to analyze by adding the relevant metrics and filters

e Step 2: click on the identified Effective user ID to see their journey event by event and apply
filters to focus on specific events

Resource: User explorer

Google


https://support.google.com/analytics/answer/9283607?hl=en#zippy=%2Cin-this-article

GA Advertising
Section

e Use the Advertising section to gain a
comprehensive understanding of their campaign
performance and return on investment (ROI)
across all channels.

Google



Google
Getting Started with Advertising in GA

The Advertising section in Google Analytics is your dedicated hub for understanding the
impact and performance of your media efforts. You can use the Advertising section in your
Google Analytics property to get more insight into your most important user journeys. The reports
in this section help you better understand the ROI of your media spend across all channels, make
informed decisions about budget allocation, and evaluate attribution models.

The Advertising section is designed to help you:

@ Measure Return on Ad Spend (ROAS): Understand the revenue generated from your advertising campaigns.

@ Analyze Campaign Performance: Evaluate the effectiveness of different campaigns, ad groups, and keywords.
® Understand User Journeys: See how users interact with your site or app after engaging with your ads, leading to
. conversions.

) Optimize Ad Strategies: Make data-driven decisions to improve your advertising ROI.

The Advertising section includes reports and features that help you:

© Review campaign-level metrics: Track key performance indicators (KPlIs) like clicks, impressions, cost,
i and conversions directly related to your ad campaigns.

Q Attribute conversions: Understand which touchpoints and channels contribute to conversions using various
. attribution models.

© Integrate with ad platforms: Connect your Google Ads, Google Marketing Platform, and other accounts for a unified
view of your data across conversions and key events reporting.

The Advertising section is Evolving!

The Google Analytics Advertising section is rapidly evolving to become the central hub for understanding the effectiveness
of all your media and advertising efforts. It has already seen significant enhancements, including the new Cross-Channel
Conversion Performance report, which provides a unified view of your advertising impact across all marketing channels.

This section continues to evolve to provide increasingly robust and insightful reporting capabilities,
focusing on:

Getting a deeper understanding of user journeys and channel contributions within GA with new reports and metrics to
see a full picture of your investments.

Improved and new reporting capabilities and customization enable you to better understand your business’s
cross-channel performance to make informed decisions.

/
e Key events and conversions: Dedicated reporting sections to e Conversion Performance: Drill into conversion performance
drive delineation and use case clarity across specific channels or all channels
e Budgeting: Nested under conversions upon Beta launch, use to e Conversion Attribution Models: Compare different attribution
optimize for ROI models side-by-side to see how attribution + metrics shift
e Tools: Centralized conversion management to create conversions
and review/edit attribution settings - all directly in GA
-
This ongoing development ensures that the Advertising section remains a powerful tool for analyzing and
v

optimizing your advertising performance in GA with greater precision and insight.



GA Advertising Section

Proprietary + Confidential

Important Advertising Section Changes as of
EOY 2025

o

Performance Reports.

The Conversion performance report lets you review which marketing channels
(paid and organic) led to conversions across selected accounts in Google Ads and GA.
This report is in Open Beta for web conversions (app conversions to be supported in H1

Key event performance report lets you view key events measured with paid
and organic channels and select a product dimension to view campaign performance
across different ad products like Google Ads, SA3, or DV3. This report supports web

and app conversions.

Two new separate sections in the left navigation for Key Events and Conversion

J

]
m
Q@

©

All accounts > Demo Account

GA4 - Google Merch Shop ~ QRsarcca Ad i

Analytics

Advertising snapshot

7 v Web only: 7 Conversions v
Key events A
erformance @ ~
Key event performance

by Primary channel group (Default Channel Group) over time

Key event attribution paths

Key event attribution models
\. o,
Conversion attribution models 3 g

Conversions BETA A
Conversion performance

Conversion attribution models

Paid and organic = Data-driven

o 0 (

To see how conversion credit is attributed across your marketing channels, select the account and conversions you want to review in this report

 Addfilter +

Last 28 days Aug 18 - Sep 14,2025 ~
D~
Day v
1.5K
1K

21 23 25 27
Eonverslon management o

@ Total @ Direct M Organic Search @ Paid Search W Email A Referral
Advertising segments

Q_ search..

8 Primary channel.Channel Group) ~ + < All conversions

13,042.14
Totel 100% of total
1 Direct 7,355.00 (56.39%)
2 Organic Search 3,528.95 (27.06%)
3 Paid Search 735.82 (5.64%)
4 Email 659.30 (5.06%)
5  Referral 379.91(2.91%)

6  Organic Social 162.82 (1.25%)

n 0
Sep

Ads cost

$10,101.90
100% of total

$0.00 (0%)
$0.00 (0%)
$9,655.62 (95.58%)
$0.00 (0%)
$0.00 (0%)

$0.00 (0%)

Rows per page: 10 v 1-90f 9

Cost per all Ads Adscllcks 55!?_,‘?_‘??_! Total revent

conversions impressions per click int.
(by int. time)

$0.77 264,837 14,572 $0.69 $186,3

Avg 0% 100% of total 100% of total Avg 0% 100% o

$0.00 0(0%) 0(0%) $0.00  $99,704.34 (53

$0.00 0(0%) 0(0%) $0.00 $60,849.96 (32

$13.12 258,941 (97.77%) 13,947 (95.71%) $0.69 $5,611.08 (3

$0.00 0 (0%) 0(0%) $0.00 $8,838.99 (4

$0.00 0(0%) 0(0%) $0.00 $8,606.86 (4

$0.00 0(0%) 0 (0%) $0.00 $2,316.90 (1

Google



GA Advertising Section

[New] Cross-Channel Conversion
Performance Report

4 N
I What: We've significantly upgraded the Conversion Performance report in the Advertising
— section. In the new Cross-Channel view added to the Conversion Performance report,
you can view more metrics (e.g. ROSS, revenue, CPA, etc.) and evaluate the performance
across all your marketing channels. You can use cross-channel conversions to connect
the dots between your paid advertising activities, organic marketing activities, brand
and performance campaign objectives, and the site that matters most to you, across
your channels. Cross-channel conversions refer to either conversions based on Google
Analytics events/key events or the cross-channel conversion data itself, or both.

@ Engaged View Conversions Support: The cross-channel view will include same device &
cross device signed-in and signed-out web EVCs. It requires activating Google Signals.

- J

S ®
[, ] To see how conversion credit is attributed across your marketing channels, select the account and conversions you want to review in this report
a .1l GApropertyname v | Webonly 1conversion Paid and organic = Data driven ¥ AR <
Q@ Conversion performance © - of <~ .
@ Addfiter 4
:=] All conversions by Default channel group over time Day v
:mTola\ @ Direct Ml Referral @ Unassigned W Organic Search A Email b
Q Search Rows perpage: 5 v 1 1 1-250f33 > 1 1-250f33 >
B Default channel group ~  + L All Conversions Ads cost cos\:’esr‘sf:lz Ads clicks ;gfccl?cs; rev:‘r:(uael ATJ?JL‘"’E
240,000 $1,000 $1,000 1,000 $1,000 $1,000 1,000
1 Referral 100,000 $100 $100 100 $100 $100 100
2 Email 10,000 $100 $100 100 $100 $100 100
3 Referral 90,000 $100 $100 100 $100 $100 100
4 Organic search 20,000 $100 $100 100 $100 $100 100
5 Direct 20,000 $100 $100 100 $100 $100 100
L]
Note: This feature is coming soon. App conversion data will not be available in the cross-channel view until H2
v
2026.

Google



GA Advertising Section

Maximize every interaction: Dive into GA's
Attribution Analysis Reporting & Assisted
Conversion reports

4 )

What:

New Attribution Analysis reporting and Assisted Conversions reporting that sorts
touchpoints into assists and last touch.

Unlocks:

@ Improved measurement across channels, enabling a better view into how media drives
early engagement and interactions that lead to conversions.

[, ] ACCOUNT AND CONVERSION ACTION ATTRIBUTION

1l GA cross-channel v | 3 conversion actions v 1, Last Click + RayleNaviat 2025 B
o Last 90 days
Q Attribution Analysis © ~ < A

Paid
Social

MOCKS - subject to change

Display

a
Cross
Ntk n ACCOUNT AND CONVERSION ACTION ATTRIBUTION
Lastondars
o 4l GA crosschannel = | 3 conversion actions ~ 1l Data Driven Attribution (0DA) + I
Email @
Attribution Analysis © - < w
0 sk 10k 15k 20k 25k 3 @
o pam— Touchpoints by Default Channel Grouping ~
m Last Touch Comversions = Assisted touchpoint
Single touchpoint (credit) Early touchpoints (credit) Mid touchpoints (credit) Late touchpoints (credit)
Q Search
Paid Search Paid Video Cross Networkc Paid Search
sfauk Chann Group: = Samersion el I |
conversion touchpoint cony
(count) v (count)
Cross Network Cross Network Paid Search Cross Netiork
Display Display Paid Video Paid Video
2 Paid Social 35,000 30,000 Paid Video Paid Search Display Display
o e o | ] ]
4 Cross Network 25,000 15,000
5 Email 35,000 10,000 Q search Rows perpage: 25 v Goto: _1_ 1250133 >
o 6 Organic Search 40,000 5000 Default Channel Group ~ Single Early wid Late Total Total Ads Cost
Touchpoint Touchpoint Touchpoint Touchpoint Conversion Revenue
(Credit) (Credi (Credit) (Credit) (eredit)
Total 25,000 15,000 22,500 37,500 2,500,000 2,500,000 500,000
1 Paid Search 8750 2250 6,750 16,875 800,000 800,000 800,000
2 Cross Network 6,250 3750 4,500 7,500 650,000 650,000 650,000
3 Display 8,750 2,250 6,750 16,875 800,000 800,000 800,000
4 Paid Video 6250 3750 4500 7,500 650,000 650,000 650000
[0 5 Paid Shopping 8750 2250 6,750 16,875 800,000 800,000 800,000
O 6 Organic Search 6,250 3750 4,500 7,500 650,000 650,000 650,000
O 7 Organic Shopping 8,750 2,250 6,750 16,875 800,000 800,000 800,000
O & Email 6,250 3750 4,500 7,500 650,000 650,000 650,000
o O 9 Aaffiliate 8750 2,250 6750 16,875 800,000 800,000 800,000
[0 10 Referral 6,250 3750 4,500 7,500 650,000 650,000 650,000

Note: This feature is coming soon. App conversion data will not be available in the cross-channel view until H2
2026.

Google



GA Advertising Section

Proprietary + Confidential

Translate insights into actionable business
strategies by leveraging GA’s Cross-Channel
Budgeting tools

-

N, What:

Unlocks:

\_

New Cross-Channel Budgeting tools (Projection plans & Scenario Planner) to analyze
performance across channels and determine where to invest incremental dollars or
adjust budgets.

@ Optimize media strategies and execute highly effective cross-channel budget allocation
to maximize ROL.

Acme World > Acme USA

,|| Analytics  Acme USA  ~

<« Back

Projected spend over time

= Historical cumulative " Projected cumulative
Q search
Default channel group ~ _Cost
$7,200.00
vs $5,402.00
+45%
1 Paid Search
To date (June 1,2023 - today) $200.00
Projected (today - June 31, 2023) $850.00
Expected final (June 1 - June 31, 2023) $1,050.00
2 Paid Display
To date (June 1,2023 - today) $200.00
Projected (today - June 31, 2023) $850.00
Expected final (June 1 - June 31, 2023) $1,050.00
3 Paid Video
T detaflimnd AAAD bmdad 4200 nn

Projection Plans

3,360.00
VS 3,060.00
+0.2%

498.00
522.00
920.00

164.00
80.00
84.00

16400

Rows per page: 25

cPA

$1.61
vs $1.21
23%

$1.98
$1.24
$1.55

$1.98
$1.24
$1.55

&108

Q  Try searching “compare conversions from organic vs direct channels”

Acme World > Acme USA

b Analytics Acme USA  ~

& Back
@ Optimized O Projected
Q search
Default Channel Group ~
Totals  Optimized
Projected
1 Paid Search
Optimized
Projected
2 Paid Video
Optimized
Projected

Create a plan

PLAN NAME @

Write a plan name

PLAN PERIOD

June 1-June 30, 2023 ~

TARGET kPI @

Revenue

TARGET VALUE @

Set value

Q_  Try searching “compare conversions from organic vs direct channels”

Target spend: §100,000

Spend

Cost

$100,000.00
vs $100,000.00

$51,000.00
$42,000.00
21.43%

$39,000.00
$26,000.00
50.00%

Rows per page: 25+

$300,000.00

Vs $200,000.00

$170,000.00
$90,000.00
88.89%

$80,000.00
$50,000.00
60.00%

Goto: 1

Scenario

Save

Revenue

$400,000

B Purch

Purchase_1

purchase_2

purchase_3

3.33
214
55.56%

2.05
1.92
6.67%

Planner

10
Create a plan
PLAN NAME @
2025 year plan
PLAN PERIOD @
Q1,2025 ~ Q4,2025

CONVERSION @

Web only: Purchase_1 selected

ics report will be available in 2026.

Note: This feature is coming soon. App conversion data will not be available in budgeting tools until H2 2026.

Google


https://www.figma.com/design/0cwuxcy3bx7GTSNR9bgVuR?node-id=9095-83352
https://www.figma.com/design/0cwuxcy3bx7GTSNR9bgVuR?node-id=9033-237320

GA Diagnostics

e Diagnostics proactively identify data issues or
configuration problems, ensuring the accuracy
and reliability of your analytics data for more

trustworthy insights.

Google
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Diagnostics in Google Analytics

Proprietary + Confidential

Diagnostics in Google Analytics are proactive alerts designed to help you maintain data quality.
They flag issues that can directly impact the accuracy and reliability of your reports, ensuring you
have the most trustworthy data for decision-making.

What are Diagnostics?

A o

Proactive Alerts:

Diagnostics warn you about
potential problems with your

data, so you can address
issues.

N

Clear and Actionable:

Diagnostics explain what the
problem is, how it impacts
your data, and provide a clear
path to fix it or to helpful
documentation.

Persistent:

Diagnostics will surface for
issues currently impacting
your data. Once the identified
issue has been resolved, the
diagnostic will no longer

appear (changes are not
immediate).

Where Diagnostics Appear
Diagnostics can show up in several different places within the GA user interface, depending on the severity of the issue:

A

Data Quality
Indicators (DQIs):

These are small icons that
surface within specific reports,
flagging issues that impact
that particular dataset.

Global Banners: System-Generated

These appear at the very top Annotations:

of the GA Ul for issues with
significant severity that impact
the entire property.

These automatic notes flag
instances where a Google change
directly affected your data,
resulting in a significant shift

in your report line charts.




Diagnostics in GA Proprietary + Confidential

Diagnostics in Google Analytics

Existing Diagnostics You May Encounter (not exhaustive):

Google > U an Goo
Gold on Google Analytics €8 - Ty searching “URL buider + UTw" m R €

S e T B (data not available) in Reports: This diagnostic
appears when data for specific traffic-source

dimensions hasn't been fully processed yet.

It's often a temporary issue due to attribution delays.

B Unsampled report

This report is based on 100% of available data.

€ Total @ (data ot avalable) @ scheduled_report/ (data not available) @ pdfReportLink §

e What to do: This is an informational diagnostic.
You simply need to wait 24-48 hours for the data
to be fully processed.

Q. datanot available ®  Rows per page:

e Session source /medium « 4+ < Sessions ‘Engaged

Sessions

—_ 228,778 62,362 27.26% 4m 04s 73.67
003%oftotal  0.01% of total Avg13899%  Avg +1240

Ry | 159183 202 rasw amass w67

a

Sessions by Session source / medium over time

R e — n Missing session_start Events: This diagnostic

flags when the crucial session_start event is not
firing reliably. This can lead to underreported session
counts and a lack of confidence in core engagement
and acquisition metrics.

: e What to do: Investigate your tagging and consent
=TS —— p— b e e o management setup to ensure the session_start event
sssssss is firing correctly.

e 2 , e (not set) Values in Reports: While (not set) has
LI SR . . . .

always existed, diagnostics can now specifically flag
instances where you can take action to resolve the
missing data. It often indicates a misconfiguration
in your tagging.

e What to do: Review your implementation to address
missing data issues, ensuring all parameters are being
sent correctly.

Consent Settings Hub Diagnostics: These are
alerts within the Consent Settings Hub that help
you identify and fix consent-related data collection
errors, strengthening the enforcement of our EU
user consent policy.

e What to do: Use the guidance in the hub to check your
& I Consent Mode implementation and rectify any errors.

Do you have an idea for a diagnostic? We are always looking for new ways to help you maintain data quality. You can share your ideas
with our product team by submitting a request via this form.

Google


https://docs.google.com/forms/d/e/1FAIpQLSeff3KqXhgXeTswHssJwi47RiT6hP9htEEpPJmXjWUl_0FjBQ/viewform?usp=header
https://www.google.com/about/company/user-consent-policy/
https://www.google.com/about/company/user-consent-policy/

Using Audiences in
Google Analytics

e GA audiences enable precise user segmentation
and Al-powered predictions for highly
personalized experiences, targeted marketing,
and actionable customer insights.

Google
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Understanding Your Customers with
GA Audiences

Audiences in GA allow you to group users based on their demographics, actions, or predicted behavior,
unlocking powerful insights and activation opportunities.

What Are GA Audiences?

n Smart Segmentation
Define highly relevant and customized groups of users specific to your business goals. Examples:

Users who viewed _ Users who added items to B Users predicted to make a
a specific product category their cart but didn't purchase purchase in the next 7 days.

Al-Powered Predictions

Use Predictive Audiences to group users based on their predicted behavior from their previous site interactions.

-~ Automatic Updates

Once defined, Google Analytics continuously adds users who meet the criteria to the audience.

Why Do They Matter for Your Business?

Personalization W Targeting & Al-Powered W) Deeper
» w: . . N :
& Engagement Campaign Signals Customer Insights
( A
Deliver tailored content and experiences Export audiences directly to Google Ads Analyze the behavior of specific user
on your website or app for specific (and other platforms) to run targeted segments within GA reports to
user segments. advertising campaigns or give valuable understand their unique journeys,
signals for Al-powered campaigns. preferences, and pain points.
Example: Show special offers to returning  Example: Re-engage cart abandoners Example: Compare the conversion rates
customers, or a "welcome back" message  with specific product ads, or expand a and engagement of users from different
to users who haven't visited in seed list to reach users with similar traits marketing channels, or identify common
a while. to your highest-value users. paths for high-value customers.
& J
.8, [ The Power ] Audiences transform your raw data into actionable insights, enabling you to reach the right
ot of Audiences people with the right message at the right time, driving better outcomes for your business.

Tip: To get the best out of Audiences on campaign performance, you should link GA to Google Ads/GMP and activate Google Signals.




Google Analytics APIs

Get Started with Google Analytics Audiences

Take advantage of pre-built templates for suggested audiences for your business, or predictive
audiences.

Suggested audiences in Google Analytics

+ Simple to create:

With pre-built templates in Google Analytics, you can create audiences relevant to your business in just a few clicks. Google Analytics
will prepopulate audiences for businesses focused eCommerce, Lead Generation, or Gaming. GA also surfaces Top Suggestions of
audiences to use based on the events you're already collecting.

€ Powerful * Baneserce g
With suggested audiences, you can use a structured

approach to create highly-relevant audiences, and then
customize them based on your business-specific needs. prm—

B Prerequisites:

Suggested audiences are built based on the events you
collect in GA. For example, implementing the Lead
Generation event schema is required to populate suggested
audiences fOI’ Iead generation. Suggested audiences to Generate leads

Predictive audiences in Google Analytics

Configure prediction Prediction summary
4 simple to create: @ Mot tocnr
Churn probability over user percentile
In a few clicks, create audiences powered [0 molposifniony
by Al-based predictions. You can quickly build O i
and customize the following audiences: |y ] i
e Likely 7-day churning purchasers iteen 7o
B . o*—0
e Likely 7-day churning users @
e Likely 7-day purchasers T I
e Likely first-time 7-day purchasers Cancel Aoy = :
) Pred|C‘t|Ved 28_day ‘top Spenders Default prediction fig jon for churn probability, set to include 80th to 100th percentile of users

(top 20% of users).

¢ Powerful:
Predictive audiences help identify users likeliest to perform certain actions, which adds powerful Al segmentation to
reporting and activation use cases. You can configure predictions in order to customize for your business goals.

®@ Reporting Tip:
Use Purchase Probability and Churn Probability in Explorations within the User Lifetime Technique.

B Prerequisites:
Predictive audiences depend on the availability of underlying predictive metrics (see eligibility requirements).

Resources: Suggested audiences, Predictive audiences

Google


https://support.google.com/analytics/answer/9846734?sjid=1573709562846990472-NA
https://support.google.com/analytics/answer/9846734?sjid=1573709562846990472-NA
https://support.google.com/analytics/answer/9846734?sjid=1573709562846990472-NA
https://support.google.com/analytics/answer/10427338?hl=en
https://support.google.com/analytics/answer/9805833?hl=en
https://support.google.com/analytics/answer/9846734?sjid=1573709562846990472-NA

GA APIs

e APIs provide programmatic access to the GA
report data for automation and integrations

Google
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Build on top of Google Analytics with
Google Analytics APIs

APIs can be used to automate complex reporting and configuration tasks, such
.= - as creating custom dashboards to display GA data, saving time by automating
complex tasks and integrating your GA data with other business applications.

O Why Use The GA APlIs
a The Google Analytics APIs has four key benefits:

Increased flexibility and control over your GA account(s)

Easier integration with other systems and applications

There are two ways to help pull GA data without accessing the GA Ul:

~4 Query Explorer - I Google Analytics spreadsheet Add-on

| |

both make use of the Data API to pull data from your GA account.

Resources: Query Explorer, Spreadsheet Add-On



https://ga-dev-tools.google/ga4/query-explorer/
https://workspace.google.com/marketplace/app/ga4_reports_builder_for_google_analytics/589269949355

Google Analytics APIs

What are the APls compatible with Google Analytics?

Data API:
Access GA
report data

Admin API:

Access andmanage
configuration

data for GA properties

User

Deletion API:
Process deletions of
data associated with
a given user identifier

v

GMP API:

Manage GA accounts
and properties within
a Google Marketing
Platform organization

Measurement
Protocol:

Send event data
directly to Google
Analytics servers

B Use Cases:

Proprietary + Confidential

Available reports:

s

Programmatically generate reports and export audience segments for
advanced data analysis.

A data analyst can use the Data API to pull Google Analytics data into a
data warehouse for in-depth analysis alongside other business data.
Integrate Google Analytics data with other marketing tools and platforms
to create a unified view of customer behavior.

Use the Data API to build custom dashboards and reports that

meet the specific needs of your business.

Automate the creation, management, and deletion of Google Analytics
accounts, properties, and data streams at scale.

A marketing team can use the Admin API to quickly provision new
Google Analytics accounts for new ad campaigns.

Use the Admin API to manage user access and permissions

for Google Analytics accounts.

Automate the deletion of Google Analytics accounts and properties that
are no longer in use.

Provides a live view of user activity on your website or app, showing data
within seconds of it occurring.

Meet data privacy requirements by fulfilling user deletion requests
submitted through your app or website.

An e-commerce company can use the User Deletion API to automatically
delete user data from Google Analytics when a user requests account
deletion.

Use the User Deletion API to comply with data privacy regulations, such
as GDPR or CCPA.

Track user interactions that occur outside of a website or app,

such as offline conversions or server-side events.

A retail store can use the Measurement Protocol to send data about
in-store purchases to Google Analytics.

Send data from loT devices or other platforms that don't support
traditional GA tagging.

Track events that occur on your backend server, such as successful
order processing or email opens.

Attribute offline marketing efforts, such as direct mail campaigns,
to online user behavior.

Core reporting
Pivot tables

Real Time reports
Funnel reports
Audience exports

e Account & property provision
Manage property configuration
settings at scale

e Manage linking
Manage user permissions
and data access

e Manage property
custom settings

e Manage GA
implementation settings

See what pages users are currently
viewing, which events are being
triggered, and where users are located
geographically.

Google



GA BigQuery

e BQ provides exports of all raw events from GA
properties for use in SQL-like syntax to build
customer models

Google
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Available to both Standard and
Enterprise customers in GA!

Run advanced analysis on your
GA data with BigQuery Export

BigQuery is a cloud data warehouse that runs highly performant queries of large datasets. Use the
BigQuery integration with Google Analytics to export your raw, unsampled data for advanced

“ analysis in BigQuery. Get started today by setting up a Google Cloud Platform (GCP) account and
enabling the BigQuery APIs to configure the export.

Why Use Bigquery

The GA BigQuery export is an extremely powerful tool that offers increased flexibility when analyzing data
- all your GA data without the limitations of the Ul.

Integrate raw GA Run advanced Export data for No sampling, no
data with additional analyses (ex. visualization in cardinality, no data
1P data sources propensity modeling) popular Bl tools retention limits
(ex. CRM data) and build custom (ex. Looker, Data

attribution models Studio, etc)

® Considerations

e 1M Event Limit for Standard: Standard customers have a daily event export limit of 1M events/day. Data
streams and events can be filtered out of the export to maintain this limit, otherwise we recommend upgrading
to enterprise for a nearly limitless export.

e No Google Signals: The BigQuery export is intended to give customers back the data they collect with GA.
It does not export Google’s proprietary data including Google Signals, modeled, or attributed data.

e Ul vs. BigQuery Discrepancies: Beyond the exclusion of Google data noted above, there are a number of
expected reasons why data in the export may not match what’s in the Ul. See here to learn more.

e BigQuery Costs: While the BigQuery integration is a free GA feature, there is cost on the BigQuery side
associated with storage and query processing.

Resources: Google Analytics BigQuery Export, [GA] BigQuery Export, [GA] Set up BigQuery Export, Bridge the gap:
Google Analytics Ul and BigQuery export



https://developers.google.com/analytics/bigquery
https://support.google.com/analytics/answer/9358801?hl=en&sjid=4657123194540691427-NA
https://support.google.com/analytics/answer/9823238?hl=en&ref_topic=9359001&sjid=4657123194540691427-NA#zippy=%2Cin-this-article
https://developers.google.com/analytics/blog/2023/bigquery-vs-ui
https://developers.google.com/analytics/blog/2023/bigquery-vs-ui
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GA BigQuery

BigQuery Export Types in Google Analytics

Available to both Standard and
Enterprise customers in GA!

What options do | have to export data via BigQuery?

E@ To support the ability for Customers to have access to raw, unsampled data in a timely manner, the following export
types are available:

Export [E) usecCase [EJ Export Cadence [5) Export Details Limits
(Daily Export Best for e Once a day, specific time e Export of raw, unsampled GA Standard:
Standard + 360 customers who not guaranteed event data from the previous day ™
require a On average, daily exports expect e Export commences based on the event/day.
complete set to be completed in timezone of the property 360 may be
of data mid-afternoon of the given e Last click observed, no modeling limited
properties timezone, but it is e For standard customers who wish ~ above 20B
expected to see daily exports to stay under the 1M event limit events/day
completing significantly later in per day, event filtering can
the day and possibly into the be used
following day
Fresh Daily Best for Data arrives typically by 5am. The e Same schema as Daily Export SLA will not
Export customers who SLA (planned for H1 2026 launch e Export commences based on the be available
360 require faster for general availability) will timezone of the property for a few XL
data updating contractually commit to an early e Last click observed, no modeling properties
throughout the morning delivery for the previous e Notably faster than the
day day’s data Daily Export
Batched updates happen
throughout the day. Typically
updates will happen within
60 minutes
Streaming Best for A realtime export of current-day e New User and new session traffic No volume
Export customers GA data source data is not included in limits
Standard + 360 who require real Best effort service, no SLO on this export
time data data completeness
- J

What considerations are there if I'm using BigQuery exports?

01 Billing

Each export will incur costs on the
BigQuery side for storage and
processing. Additional costs for the
streaming export at the rate of $0.05
per gigabyte of data.

02 Speed

If a Customer wants access to data
quickly, the streaming delivers data
fastest. The Fresh Daily export arrives
typically in the morning, while the Daily
Export provides a complete set of the

previous days’ data.

03 Guarantees

There are currently no guarantees on
the timing of data delivery in the Daily
Export. The Fresh Daily Export will have
SLAs on the timing per day, to come in
H1 2026.

Google



GA Data

e To effectively interpret your GA reports, it's
crucial to understand how data is processed
over time and to correctly interpret common
values like "(not set)," "(data not available)," and
"Unassigned,” which signal specific data gaps or
categorization issues.

o Knowing these helps you accurately assess
data freshness and troubleshoot reporting
discrepancies.

Google



Google

Cross-Channel Traffic: Auto-Tagging vs. UTMs

E Understanding how your traffic data is populated is key to accurate reporting. The main difference lies in how a visit's
@  source and medium are identified.

Manual Tagging: UTMs

Example URL:

www.example.com/?u
tm_source=email_new
sletter&utm_medium=

email&utm_campaign
=summer_sale

What How they
@ they are: m work:

UTMs (Urchin Tracking Module) are
a set of parameters you manually
add to the end of a URL to track
specific campaigns.

When a user clicks a link, the parameters pass information about
the source (utm_source), medium (utm_medium), and campaign
(utm_campaign) to Google Analytics. Additional information can be
passed through UTMs like source_platform, term, creative_format,
etc. See more in the hyperlinked resource below.

Automatic Tagging: GCLID

When you set up auto-tagging, a Google Click Identifier (GCLID) or DoubleClick Identifier (DCLID) is added to your destination URLs.
GCLID and DCLID are parameters added by the ad platform to your URLs so you can identify the campaign and other attributes
of an ad click.

) Example
What How it URL:
€

itis: works:
www.example.com/?gclid=CjOKCQIA...

Auto-tagging is a feature in Google
Ads and DV360 that automatically
adds a unique identifier, the GCLID
or DCLID, to your ad URLs.

This GCLID/DCLID passes a wealth
of data about the click to Google
Analytics. It populates a rich set of
dimensions, including source,

Best for:

medium, campaign, and granular
details like keyword, ad group, and
ad network type.

All paid campaigns within Google's ecosystem (e.g.,
Google Search, Display, YouTube, and Performance Max).
It provides a more comprehensive and accurate view than
manual UTMs.

Important Note: Aggregate identifiers can help you get the most accurate picture of your campaign performance. Aggregate

E@ identifiers, specifically BRAIDS and gad_ parameters, are URL parameters that help maintain reporting accuracy in instances where
Google Analytics can't automatically retrieve campaign information from Google advertising platforms using the standard GCLID
or DCLID. By using these aggregate identifiers, Google Analytics can help provide more complete data about your campaigns,
offering better insights into your marketing efforts.

The Overlap & Hierarchy

When a Google Ads or DV360 URL contains both auto-tagging (GCLID or DCLID) and manual UTM parameters, Google Analytics will
prioritize the auto-tagged data for determining the source, medium, and campaign, effectively ignoring the manual UTMs for these
dimensions. If Google Analytics cannot retrieve campaign information from Google advertising platforms using the standard GCLID or
DCLID, it will then fall back on Aggregate Identifiers; however, the manual UTMs are not entirely ignored, as they will still populate other
specific dimensions like Manual Content (utm_content) and Manual Term (utm_term).

Key Takeaway

e For Google Ads: Always use auto-tagging. (It is best practice to also include UTMs as a fallback for the core dimensions, in case
GCLID is stripped.)

e For all other marketing channels: Use a consistent naming convention with UTMs.

Resources: URL builders: Collect campaign data with custom URLs, About aggregated identifiers
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https://support.google.com/analytics/answer/16479993?hl=en

GA Data

GA Data: Understanding Processing & Value Meanings

Understanding GA Processing Intervals: Google Analytics data is processed daily in intervals -
realtime, intraday, and daily. These intervals provide faster access to some of your data as it
becomes available. Below are the typical intervals of data freshness for Google Analytics 360 and
standard properties.

than 1 minute

4 )
= Typical . om Datalimit , Query

& Interval @ processing time g Properties B® per property Q coverage

Real time Typically less 360, Standard None Limited for a few

360 intraday  About 1 hour 360 Premium Normal All reports and
and Premium API queries,
Large as except these
defined here
Standard 2-6 hours Standard Standard Normal All reports and
intraday API queries,
except these
Daily 12 hours 360, Standard Standard, Premium  All reports and
Normal API queries
Daily 18 hours 360, Standard Premium Large All reports and
API queries
Daily 24+ hours 360, Standard Premium Large All reports and
API queries
o

dimensions
and metric

Note: When looking at prior day data, we recommend waiting until the day after the day you want to analyze, ideally in the
afternoon (e.g. after 3:30pm in your GA property’s timezone), to allow for the daily data processing to be largely complete. For

weekly or monthly data, we recommend waiting at least 24-48 hours after the week or month has concluded, to make sure all

the data from the final days are fully processed and attributed. More info here.

Google
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GA Data

Proprietary + Confidential

Understanding GA Data Values (not set), (data not available), & unassigned:
These values indicate different types of data gaps or categorization issues in your GA
reports, each with distinct causes and implications

Not set

S

Data not
available

&
TN

Unassigned

=: Meaning e Why it happens 0 What to do
~
A placeholder indicating that Google e Technical issues: e.g., GA tag
Analytics has not received any fires before crucial data is loaded, &% Thisis often fixable
information for a specific dimension. or an event like page_view isn't | . ki
The data is simply missing recorded for a session (causing 'nvestlgate your tracking
or undefined. "Landing page" to be not set). implementation, check UTM
o ) parameters, ensure proper account
 Missing or incorrect parameters: |inking, and verify tag firing order.
e.g., Campaign dimensions being
not set due to missing Additional info here.
utm_source or utm_medium, or
unlinked Google Ads accounts.
e Configuration errors: e.g., Custom
dimensions not being properly
registered or sent.
e Privacy/Browser limitations: e.g.,
Ad blockers or privacy settings
preventing data collection for
certain dimensions
Indicates that attribution information e Processing time: Most common
for traffic source dimensions is reason. GA requires time (typically en requires patience
temporarily unavailable or hasn't 24-48 hours) to process and apply
been fully processed yet. The data attribution models, especially for ~ Wait 24-48 hours for the data to fully
might exist, but its attribution intraday process. Review your User ID
e User ID misconfiguration: recurring Issue.
Incorrectly assigning the same Additional info here.
User ID to too many events can
lead to processing issues.
e Rare system failures: Occasional
internal Google processing errors.
Appears in Default Channel Grouping e Non-standard UTM parameters: Often fixable.
reports when GA cannot categorize Using custom utm_source or Review your UTM tagging strategy to
traffic into any of its predefined utm_medium values that don't align with GA's default channel
default channels (e.g., Organic match Google's default definitions, or create Custom Channel
Search, Paid Search, Direct, Referral). channel definitions. Groupings to categorize your specific
GA knows the source/medium, but it e Missing required UTMs: For a traffic.
doesn't fit an existing channel rule. campaign to be recognized by Ensure all Measurement Protocol
default channels, utm_source and events related to active web sessions
utm_medium are usually required.  include the correct client_id and
. . session_id parameters to stitch the
° MeasuremenF Protocol issues: event to the existing session source.
Events senj[ via Measuremen@ Confirm the GA Configuration Tag (or
Protgcol without proper session Google Tag) fires before any other
or client ID context. event tags (like page_view, purchase,
e Incorrect tag configuration: If the  or custom events). This guarantees
GA config tag fires too late the initial session context is captured.
relative to other events.
- J
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GA Data

Understanding Sampling and the (other) Row

4 N
E The Data Trade-Off: GA is powerful, able to support very high-volume use cases. To properly utilize this
@  power, users must understand how GA implements trade-offs between:

Latency (Speed): Data Accuracy: Cost:
Returning results quickly. . Providing precise, granular data. : The processing resources required.

While for most properties these trade-offs never happen, for large properties GA uses approximations when exact results would
take too long.

N J
How Approximations Appear: There are two common manifestations

N The (other) row /

Y EEle * High Cardinality N
This happens when a query for a The (other) row is a symptom of high
standard property exceeds 10 cardinality (e.g., dimensions with many unique e Yourresults are affected by
million events. Rather than failing, values like page URLs). To improve latency and this approximation every
GA provides representative reduce costs, for properties with high time the Data quality icon
results quickly by analyzing a cardinality data GA aggregates less-common, displays the "Some data
sample of your data, not all of it. long-tail values into a single "(other)" row. condensed" message.

Options to Improve Accuracy:
1. Property Setup

e Audit Collection: Be mindful of high-cardinality dimensions. It's the combined cardinality that generates the (other) row (e.g. 5
dimensions of 10 values each and data on all combinations have the same impact as 1 dimension of 10%).

e [GA360] Expanded Datasets: For 360 properties, set up expanded datasets for the high-cardinality reports you use most often.
This pre-aggregates the data and provides more detail.

2. On-the-Fly Improvements

e Shorten Date Range: The simplest fix. Reducing the date range lowers the total data volume, often removing the need for
sampling or the (other) row approximation.

e Check Data Quality Icon: The Data Quality icon in the Ul will tell you when approximations are applied. Look for the "Some data
condensed" message.

e [GA360] Unsampled Explorations: In the Explorations section, 360 users can request a fully unsampled report for a complete,
granular view of specific analyses.

e [GA360] Increased Sampling Limits: 360 properties benefit from much higher sampling limits by default (e.g., up to 1 billion
events) in standard reports, reducing the frequency of approximation.

3. BigQuery for High Cardinality Needs

e Leverage BigQuery: For the ultimate high cardinality solution, export raw event data to BigQuery. This bypasses all Ul limitations,
allowing you to query the complete, unsampled, high-cardinality dataset.

o Pro-tip: Pass high-cardinality parameters to BQ without registering them as custom dimensions to keep your GA Ul
reports clean.

Resources: Unsampled Explorations, Expanded Datasets

Google



https://support.google.com/analytics/answer/10896953?hl=en#zippy=%2Cin-this-article
https://support.google.com/analytics/answer/12867885?hl=en&sjid=11817048619369159874-NC#zippy=%2Cin-this-article

Google Analytics
Reporting Case
Studies

e Check out success stories from real customers
and learn how they leveraged GA reporting to
fuel growth!
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Case Study BEAUTY & FITNESS @ E—

5% more click-throughs.
9% less drop-offs.
Gymshark achieves new
personal best, with GA.

GYMSHARK -7

Online fitness apparel and accessories brand
Solihull, England + gymshark.com

*Results achieved during the campaign period from May to July,2021.

The challenge

To provide their shoppers with a more personalised experience, Gymshark planned to launch a new ecommerce app. To
do that though, they first needed a product analytics platform capable of delivering key data points that could be quickly
interrogated, and turned into actionable decisions.

The approach

Gymshark began by implementing the global site tag across their ecommerce website and new app to collect
observable first party data. Next, they replicated their tracking structure across both platforms to gain a consistent view
of customer performance. To further improve the data quality, the team created a series of rich data points by adding
custom parameters to certain data sets. Lastly, in-house analysts leveraged the flexible and customisable features of the
new Explore section to reveal fresh insights, and uncover key pain points in user journeys.

Partnering with 55: Working closely with data specialists, 55, gave Gymshark the necessary tools, support and training
to successfully implement Google Analytics 4 (GA) — and achieve the best possible insights and results.

The results

GA has allowed the team to reduce the number of data processing tools and platforms from five to just one. They're also
spending 30% less time conducting user journey analysis. What's more, the ease and fluidity of using GA means the
number of custom dimensions that enrich Gymshark data has since doubled. New insights derived from the GA User
Explorer report and other ecommerce reports have also helped reduce checkout drop-offs by 9%, and boost product
page click-throughs by 5%.

Google Analytics 4 was the perfect choice in understanding and improving our new
ecommerce app.”
—Maxwell Petitjean, Head of Product Insights, Gymshark

30% ?% 9%

Less time analysing Fewer drop-offs at More product page
user journeys checkout click- throughs
About Google Marketing Platform: Google Marketing Platform is a unified advertising and analytics platform that helps enterprise the
marketers make better decisions faster. With Google Marketing Platform, you're in control of every campaign, so you have the gg:r?pan
y

flexibility to adapt to the needs of your business and your customers. Learn more at g.co/marketingplatform. © 2021 Google LLC.
All rights reserved. Google and the Google logo are trademarks of Google LLC. All other company and product names may be

trademarks of the respective companies with which they are associated. GO gle Marketing Platform Google
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Case Study APP _—

412 Food Rescue uses the
new Google Analytics to
cut reporting time by 50%

Non-profit organization to prevent food waste
United States - Link to full case study

The challenge

In Pittsburgh, we typically distribute around 300,000 pounds of food in a month, but during the pandemic that has
increased to about a million pounds of food. Our challenge is that we need to inspire more people, every single day to
step up, and rescue food. In order to recruit more volunteers, we needed to understand where people were learning
about 412 Food Rescue. The information that we previously gathered was pretty time intensive because we're pulling
data from a number of different sources.

The approach

Bounteous has been our digital analytics partner, they came to us with Google Analytics to help look at information in a
more cohesive manner. The new Google Analytics allows us to look at our data across platforms, web and app, to
understand the full journey of our users. We're able to track volunteer engagement, donations, or social media
campaigns that were driving traffic to our website.

The results

Automated Insights also opened our eyes to a whole new set of data. For example, we learned that weekends tend to be
a little bit slower in terms of volunteers and engagement. And now we understand more about our user experience and
where those efforts need to be focused. We've been able to cut our reporting time by 50% and it's freed up our already
limited staff to grow our strategy and increase our activities throughout the community.

“The new Google Analytics allows us to look at our data across platforms, web and app,
to understand the full journey of our users.”

—Sara Swaney, Director of Advancement, 412 Food Rescue

Reduction in
reporting time

About Google Marketing Platform: Google Marketing Platform is a unified advertising and analytics platform that helps enterprise A I .
marketers make better decisions faster. With Google Marketing Platform, you're in control of every campaign, so you have the .. na ythS
flexibility to adapt to the needs of your business and your customers. Learn more at g.co/marketingplatform. © 2021 Google LLC.

All rights reserved. Google and the Google logo are trademarks of Google LLC. All other company and product names may be b°unte°us

trademarks of the respective companies with which they are associated.
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EXTERNAL-SAFE

Sara Assicurazioni: e e
effective data strategy e
improves usability 2X with

u\’ ’\ I J“NW\"\"‘M\JUU ‘M LV
GA and BigQuery T

sara () |

ti assicura

Insurance company
EMEA - Italy « sara.it

Agency Name: Cavallo Consulting

The Challenge

Sara Assicurazioni is a leading Italian insurance company. It faced the challenge of an omnichannel environment with
fragmented data collected through its various physical and digital touchpoints, with different tools such as web analytics,
CRM, and others. This made a unified vision of Sara Assicurazioni customer difficult. At the same time, it needed to
comply with GDPR and carefully manage consent and protect user data.

The Approach

Sara Assicurazioni implemented migration from Google Universal Analytics to Google Analytics 4 (GA) and from Data Studio to
Looker Studio, creating an in-house database in Google BigQuery. The company set out to underpin its new new data management
strategy with a strong data governance framework to make sure that data was collected, managed, and used in a secure and
compliant manner.

Partnering with Cavallo Consulting & Partners S.r.I: Cavallo Consulting & Partners helped with the migration from Google
UA to GA, the transition from Data Studio to Looker Studio, and supporting Sara Assicurazioni IT team in integrating BigQuery.

The Results

Sara Assicurazioni solution led to a reduction of over 50% in data rendering times, and, comparing viewing and processing times,
improved usability and performance 2X. It also introduced a data blend between tracking data and Salesforce databases in full
compliance with GDPR. Continuing with the optimization of current solutions, the company feels confident facing digital
transformation with Google technologies.

"The long change management path we’ve undertaken since 2017 led us to build today’s
ecosystem of integrated heterogeneous technologies that allows us to analyze relevant
data to make the best managerial choices while respecting customer privacy."

—Luigi Vassallo, CIO, Sara Assicurazioni

5 O % 2x Featured Primary

........................................................................ Product Area Marketing objective
Faster data Improved e Measurement - e Multi-MO
rendering rate usability Google Analytics 4
About Google Ads: Google Ads is a digital advertising solution for businesses of all sizes. Whether you're a small business g N
owner or enterprise marketer, Google Ads delivers reach, relevance, and trusted results to help you grow your business. o. Analyt|cs 360
Learn more at ads.google.com/home.
© 2023 Google LLC. All rights reserved. Google and the Google logo are trademarks of Google LLC. All other company and ~ CAVALLO
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Case Study AUTOMOTIVE @ I

Kia automates global GA
and GTM deployment via
APls, cuts effort by 80%

LI

Kia automobile manufacturer
APAC - South Korea + kia.com

Agency Name: .Monks

The challenge

Kia prioritized global data quality through GA and Google Tag Manager (GTM) standardization. It needed consistent
deployments for data collection and governance. For this reason, Kia wanted to automate deployments of GA and GTM for
multiple markets across LATAM, APAC, and EMEA.

The approach

Kia automated deployments via APIs, rapidly creating market-specific GA properties, Google Tag Manager (GTM) containers, and
regional roll-ups. This ensured standardized data collection and naming for comparable analysis. Key automation elements include
consistent custom dimension/metric configuration across properties and roll-ups; standardized deployment of all GTM tags, triggers,
and variables based on the solution design; automated key event configuration in GA for accurate conversion reporting; and dynamic
custom event creation in GA to capture detailed user behavior.

Partnering with Monks: Kia partnered with .Monks to enhance its ability to provide standardized high-quality data at scale in a
matter of minutes, instead of days across key global markets.
The approach

The bulk API automation cut deployment effort by 80%, reducing 300 manual hours to 30. This enabled Kia to deploy analytics in 22
markets in the time of one. This efficiency, driven by standardization and automation, delivered rapid time-to-value and significantly
reduced errors. Kia plans to keep using Google's automation for streamlined GA/GTM deployments, driving operational excellence
and consistent global analytics standards.

“Automating GA/GTM across 32 markets yielded an 80% efficiency gain, saving resources and
enabling consistent data analysis for regional CX optimization, driving faster iterations

and a unified brand experience.”

—Sun Hur, Head of Kia Digital CX Planning, global HQ

8 O % 5 O % Primary Marketing Featured

........................................................................ Objective Product Area
Reduction in effort and time Increase in Kia markets with o Generate Leads o Measurement -
via automation access to high-quality data. Google Analytics 4
About Google Ads: Google Ads is a digital advertising solution for businesses of all sizes. Whether you're a small business A | t-
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RETAIL: HOME &
Case Study PERSONAL CARE @

Privacy-centric strategy
drives 311% ROSS boost
for Bauknecht

b,

@tuknecht

Multinational home appliances manufacturer and marketer
EMEA - Germany + bauknecht.eu

Agency Name: GroupM

The challenge

Bauknecht, a German brand of Whirlpool, faced challenges in accurately measuring campaigns due to increasing privacy
regulations and limitations on third-party cookies. Relying on a third-party tracking provider led to data discrepancies with
Google Analytics 4 and hindered a unified view of Bauknecht performance. Using a different source of truth was
time-consuming, and privacy regulations posed challenges to traditional tracking methods.

The approach

Bauknecht decided to implement consent mode and Google tag to improve its measurement and user experience, and take
advantage of Google’s modeling capabilities. After completing the implementation, Bauknecht decided to enrich Google’s smart
bidding algorithm with first-party data, which improved audience segmentation for effective targeting through Customer Match.
Then Bauknecht implemented enhanced conversions to recover lost conversions.

Partnering with GroupM: GroupM Germany supported Baucknecht throughout the enhanced conversions and consent mode
implementation process.
The approach

Bauknecht significantly improved its measurement capabilities to achieve durable reporting that was on par with its previous
third-party tracking provider. Consent mode played a key role and led to a 28.5% conversion uplift, while enhanced conversions
achieved a 5% uplift for Search and YouTube. Combining these two features with the new Google tag deployment and Customer
Match led to a remarkable 311% increase in return on ad spend (ROAS).

“We're very pleased with the outcome since we were able to improve our business’ results
and respect customer data. We’'ll continue delivering strong performances, and we couldn’t
have done it without Google and GroupM.”

—Carolina Menta Trupel, Performance Marketing, Whirlpool

2 8 ° 5 % 5 % Primary Marketing Featured
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Common
Questions &
Reporting Gotchas

e This section provides answers to frequently
asked questions, practical advice, and key
miscellaneous information to deepen your

understanding and optimize your use of
GA reporting!

Google
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Common Questions & Reporting Gotchas

ol

How can | share GA reports with internal stakeholders? How can | share
these reports with external stakeholders?

Sharing with Internal Stakeholders (Team Members, Colleagues)
For internal teams needing ongoing access and interactive data exploration:

@ Direct GA Access & Collaboration:
e Method: Grant user permissions (Viewer, Analyst, Editor) in GA Admin.
e Benefit: Enables interactive data exploration, custom report building, and collaboration directly within GA.
e Help Center Article: Add, edit, and delete Analytics users and user groups

@ In-Platform Sharing & Exports:
e Method: Share report links, set up scheduled email deliveries for standard reports, or export data as CSV/Sheets/PDF.
e Benefit: Easy for ad-hoc sharing of specific views or automated regular updates.
e Help Center Article: Share & export reports, Schedule reports

@ Custom Looker Studio Dashboards:
e Method: Create personalized, interactive dashboards in Looker Studio connected to GA.
e Benefit: Powerful for combining data, tailoring views, and creating consolidated performance overviews.
e Help Center Article: Connect to Google Analytics in Looker Studio

Sharing with External Stakeholders (Clients, Partners, Agencies)
For users wanting to share with external stakeholders who don't have GA property access:

@ Custom Looker Studio Dashboards:
e Method: Build custom, aggregated dashboards in Looker Studio.

e Benefit: Safest and most professional way to share insights; you control data visibility and maintain privacy without
granting direct GA access.

e Help Center Article: Connect to Google Analytics in Looker Studio

@ Static Exports & Summaries:
e Method: Export specific standard reports as static PDF/CSV files.
e Benefit: Useful for one-off presentations or high-level updates.
e Caution: Always ensure no sensitive info is included.
o Help Center Article: Share & export reports, Schedule reports

@ Limited Direct GA Access (Use with Extreme Caution):
e Method:Only consider granting Viewer-only access in rare, specific cases to partners.
e Caution: Requires strict adherence to data governance, ensuring your GA property never collects PII.
e Help Center Article: Safequarding your data



https://support.google.com/analytics/answer/9305788#zippy=%2Cin-this-article
https://support.google.com/analytics/answer/9317657
https://support.google.com/analytics/answer/13722168
https://cloud.google.com/looker/docs/studio/connect-to-google-analytics
https://cloud.google.com/looker/docs/studio/connect-to-google-analytics
https://support.google.com/analytics/answer/9317657
https://support.google.com/analytics/answer/13722168
https://support.google.com/analytics/answer/6004245
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How should | think about configuring my reports using APls vs BQ Export
vs GA Ul for my reporting needs?

Below is a table that helps to outline APIs, BQ and the GA Ul, and when to use what:

Feature

Google Analytics Ul

[ Google Analytics Reporting API

& BigQuery (BQ) Export

Overview

Best For

Technical Skill

Data Type

Customization

Data
Integration

Key Use Cases

Your intuitive analytics
dashboard for deep dives,
visual explorations, and
understanding user behavior
directly.

Pro-level ad-hoc analysis,
comprehensive visual
reporting, audience building,
and everyday performance
monitoring.

Low to Medium (Point & Click,
drag-and-drop for
Explorations)

Processed, modeled, and
aggregated data with
advanced exploration
capabilities; includes Google
Signals data.

High within Explorations
(custom funnels, paths,
segments) but limited outside
of predefined structures.

Native integrations with
Google products, 3P Cost
Data, Salesforce

Performance monitoring,
ad-hoc funnel/path analysis,
audience building, quick
insights, internal team
reporting.

A programming interface for automating
data pulls and integrating GA insights
into other systems or dashboards.

Automating routine reports, integrating
GA data into custom dashboards, and
feeding other applications.

Medium (Coding required: Python, R,
JavaScript, etc.)

Processed and aggregated data, similar
to the UI, but accessed
programmatically.

Moderate (Can define specific
dimensions, metrics, and filters for
custom data pulls).

Possible, but requires custom
development to pull data into
external tools.

Automated dashboards in Looker
Studio/Tableau, custom alerts,
programmatic data pulls for
internal apps.

Your direct access to raw,
unsampled data for highly
advanced analysis, data
warehousing, and machine
learning.

Deepest analytical insights,
custom attribution, combining with
other datasets, and long-term data
ownership.

High (Strong SQL, data
warehousing, and potentially cloud
architecture knowledge)

Raw, unsampled, event-level data
(every single user interaction) for
maximum granularity.

Highest (Complete freedom to
query, transform, and model data
any way you need with SQL).

Excellent (Designed for combining
GA data with CRM, ad spend, sales,
and other first-party data).

Building custom attribution
models, advanced predictive
analytics, deep user segmentation,
long-term trend analysis.
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What is the difference between comparisons and segments in Google
Analytics, and when do | use which?

The core difference between segments and comparisons in Google Analytics is where and how you
use them. Comparisons are for quick, high-level analysis directly within your standard GA reports
(screenshot below). They let you filter and view different subsets of your data—like mobile versus
desktop traffic—side-by-side in the same report, making it easy to spot immediate trends. Use a
comparison when you need a fast answer to a simple question.

In contrast, segments are a much more powerful tool used for deep, custom analysis in the
Explorations section. They allow you to define complex groups of users, sessions, or events based on
multiple conditions, which is essential for building advanced funnels or user-journey reports. You
should use a segment when you need to perform an in-depth, multi-step analysis on a specific subset
of your data.

.ll Analytics Aleceounts Q  Try searching "how to activate Google signals” RS ) a
@ | Reportssnapsnct (@ mivsers x) @ (@ virecttratfic X ) Add comparison + Last 28 days Aug 6 - Sep2,2025 ~
Realtime overview
@ . Traffic acquisition @ - Dmweae < ~
Realtimepages 0 ssseeeeeeeeeedheeceaoces
Add filter -+
Life cycle o
@ - Acquisition
A7 OnAugust 28, 2025, "Direct” sessions decreased to 838, a sharp decrease from the expected around 2.7k s X

Overview

User acquisition This drop is most salient in sessions from source “(direct)” and browser "Chrome,” which decreased week-over-week from 2.6k to 840 and 2.5k to 729, respectively.

Traffic acquisition View key drivers

User acquisition cohorts

Lead acquisition

Sessions over time Day v
Non Google cost
ETS
» Engagement
»  Monetization
6K
Retention
User ~ K
> User attributes
> Tech 2K
]
07 09 n 13 15 17 19 21 23 25 27 29 31 o1 0
Aug Sep

@ AllUsers M Direct traffic

Q search Rows perpage: 10 v Goto: 1 < 1100f11 )
Session primary..Channel Group) ~ + Comparison ¥ Sessions Engaged Engagement Average Online Event count K
sessions rate online session Allevents ~ All
session events
engagement
105,164 43,074 40.96% 49s 13.02 1,369,649
All Users
100% of total 100% of total Avg 0% Avg 0% Avg 0% 100% of total
58,576 16,465 28.11% 32s 9.48 555,316

Direct traffic
55.7% of total 38.22% of total Avg -31.37% Avg-3531%  Avg-27.21% 40.54% of total 3
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What are the different types of Annotations?

In Google Analytics, an annotation serves as a note linked to specific data points on a report's line
graph, providing context for unusual metrics or significant events. User-created annotations are
manually added by a user to highlight things like website changes, marketing campaign launches, or
known data discrepancies. These annotations are customizable with a title, description, date range,
and color, and are visible across all relevant reports within a property.

In contrast, Google Analytics-created annotations are automatically generated by the system to alert
users about significant, data-impacting events, such as data processing issues or system outages.
While they appear similar to user-created annotations, the key difference is that these
system-generated annotations cannot be edited or deleted by users. You can Hover your mouse
cursor over the system annotation icon to view.

@ Add comparison + X Custom Jan 19 - Feb 22, 2

cquisition: First user primary channel group (josh biug) @ -~ Dl @ < A
+
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1.2M
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