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Today’s Goal

Using GA4-to understana
how users interact with your
website.
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GA4 Set Up



GA%4 Set Up Audit

The first step to accurately measuring events on your website is making sure your
Google Analytics 4 (GA4) property and Google Tag Manager (GTM) settings are
correctly configured.

e Ensurethereis1GTM code onthe website on all pages you want to track, including the main
domain pages and any subdomain pages

e The GTM container has the Google Tag configured to send events to your GA4 property

e Confirm GA4 data stream is collecting events as expected

e GA4 primary settings:

o Enhanced measurements are enabled

Google
Analytics

R

o Dataretentionis set to 14 months s .
Tag Manager ®

o |lgnore duplicate instances of tracking



Enhanced Measurements

Ensure all Enhanced Measurements are enabled unless you have custom events setupin GTM

+ Page View + Scroll + Click
Required to be on as part of enhanced Counts a scroll events when a user scrolls Counts an event for every click on
measurements. Counts a page view 90% of the page. Custom events can be set an external link
event each time a page loads or the up for scroll events set at different
website changes the browser history thresholds
state
+  Site Search 4+  FormInteractions + Video Engagements
Counts a view search results event Counts aform interaction event each Counts video play, progress, and
each time a visitor performs a search time a visitor interacts with a form on complete events as visitors view
on your site. Verify the Site Search your website YouTube embedded videos on your
settings site

, Some of these events require specific settings and
S File Downloads .

OO may not capture all website events. Custom events

alinkis clicked may be required.
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Site Search -
Custom Events

Enhanced measurements may not track accurately if:
e (Juery parameter is not correct in settings
e No use of query parameter in URL
e Multiple search functions you consider separate events
o 1.e. general site search and program search



Video Engagements -
Custom Events

Enhanced measurements may not capture all video engagements:
e Any video player that is not YouTube
e Embedded YouTube videos missing ?enablejsapi=1 URL
parameter




Form Tracking -
Custom Events




Custom Dimensions

Ensure relevant parameters are added as custom dimensions to include in GA4 reports

+ Click URL + Click Text + Page Location

The URL that was clicked on The text that was clicked on The complete URL of the
webpage that someone
visited on your website

+ Page Referrer 4+ Traffic Type 4+  Custom from GTM
The referring URL, which is the The traffic_type value assignea =vent parameter names from
to a user (useful when internal GTM GA4 event tags(i.e. the

user's previous URL and can be
your website's domain or other
domains

name of the tour/visit/campus

traffic rules are set up in GA4)
event that was registered for)
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Website Review: Create a Measurement Plan

Samford University

Key events plan to determine high
value actions on your website:
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Determine Key Events on your website

Create a plan to focus on important website events that will provide actionable
or insightful data that can be used for measuring marketing activity or
understanding user behavior.
e |nclude the page URL where the event takes place.
e |nclude the trigger it will take to fire the event; Is it a button click event?
Form completion?

Once you have a plan, you can start building GTM tags and triggers to track each
event.

Keep in mind what events are already included in enhanced measurement
tracking and what events will need to be tracked through a custom GTM tag.



Event Implementation Decision Tree

Is the event tracked
automatically by GA4 Yes

No action required

Is the event tracked by Enable enhanced
enhanced measurement Yes measurement

No

Create a custom event
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Mark Key Events in GAL

You must manually mark relevant events as key events in GA4.

Option 1:

[ + Create ~ O\ 1
m pvata streams L_l
Data collection Mark as key event @
@ Data import
Q D ata retontion Toggle the switch on to mark an event as a key event.
x

Data filters If an event hasn't been triggered yet and doesn't appear in the

BsindelolBhitaglios = | table, click New key event in Key Events to preemptively mark
the event as a key event. You also need to create the event if
v Data display ' ‘
the event doesn't already exist. Learn more about key events
Events
Key events

{

Audiences

Custom definitions

{

Channel groups

Attribution settings

Reporting identity

DebugView

» Product links

© :

{ {
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Mark Key Events in GAL

Option 2:

+ Create ~

vata streams

Last 28 days Apr 9 - May 6, 2024
Data collection Compare: Mar 12 - Apr 8, 2024

D 4

@ 8 >

Data import
Key events @ ~

Data retention

D

Data filters

@ Analytics conversions have been renamed key events. Key events measure the interactions most important to Dismiss Learn more about key events
Data deletion requests your business. They show up in the Advertising, Reports, and Explore sections of Analytics.

v~ Data display >
Events 2
Key events Network Settings % New key event

Key events
M Key event name T Count (% change) Value (% change) Mark as key event @
Custom definitions account_creations_key 0 0% 0 0% & :
Channel groups

application_submissions_key 2,308 - - Q :
Attribution settings
Reporting identity general_rfi_key 1,233 - - Q :
DebugView

purchase 0 0% 0 0% & :

» Product links

Q Items per page: [ 10 v J 1-40f4
<




Thank You

for completing the form.
We will be in touch with you
soon.

Tracking Form
Completions by
Thank You Page

If a form brings a user to a Thank
You page after they submit the
form, you can set up tracking in
GTM based on Thank You Page

Views.

Thank you Page View [

Trigger Configuration

Jge

Page View

Page URL contains /thank-you

Referrer contains /form-url




Form Submission [

Trigger Configuration

Form Submission

v Wait for Tags

Max wait time 2000 milliseconds

v Check Validation

Page URL contains school.edu

Page URL contains /form-url

Form Submission Trigger

Track simple form completions

e (Createa Trigger Configuration with
Form Submissions

e Check Walit for Tags

e Check Validation on Page with form

e I[rigger on Page with form



Advanced Custom Events

You may need advanced GTM knowledge If:
e Tracking multiple button/link clicks as a single event
o I.e. track all program clicks on the program page as a
single event
e [racking multiple forms as a single event
O 1.e. track all event registrations as a single event
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Reporting on Events



Standard Reports

In the main navigation under

"Reports” you can utilize

out-of-the-box standard reports in

GA4.

Why would you use standard reports?

e Excellent for those still learning
GA4 and are not yet comfortable
creating custom reports

e Basic filtering capabilities for
narrower insights

e (Can edit and save as anew report
for permanent changes that best
suit your team’s analysis goals

e Standard reports also allow for
seeing all your historical data, with
no 14-month data retention limit




o All Users Add comparison +

Jser acquisition: First user primary channel group (Default Channel Group) @ -~

Add filter <4

New users by First user primary channel group (Default Channel Group) over time

Organic Search

Direct

Organic Social

Referral
Email
—_—— — /\/\&
9 15 7 9 2 2 25 27 29 01 03 05
Apr May
@ Organic Search @ Direct @ Organic Social @ Referral @ Ema
O\ Search
First user prim...Channel Group) 3 4 New users Engaged sessions Engagement rate Engaged sessions per user
322,376 438,741 57.69% 1.18
f tota 1 f tot Avg 0 Avg (
1 Organic Search 193,948 241,136 60.83% 1.12
2 Direct 99,791 172,453 54.54% 1.37
3 Organic Social 16,025 5479 29.53% 0.34
4 Referral 7,039 7478 61.98% 0.96
5 Email 2414 1,393 43.48% 0.56
6 Paid Search 2,343 311 61.2% 1.13
7 Paid Social 415 37 8.53% 0.09
8 Display 258 46 15.38% 0.18
9 Unassigned 76 37 38.95% 0.48
10 Paid Other 51 23 27.71% 0.44

Average engagement time

2m 07s

2m 00s

2m 35s

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

Rows perpage: 10 « Goto 1 1-100f12 )

Event count Key events Total revenue
All events ~ All events «
5,253,310 3,541.00 $0.00
100% of tota 100% of tota

2,773,076 2,062.00 $0.00
2,241,596 1,152.00 $0.00
75,644 5.00 $0.00
89,574 118.00 $0.00
17,026 24.00 $0.00
52,791 175.00 $0.00
1,364 2.00 $0.00
952 0.00 $0.00
577 2.00 $0.00
334 0.00 $0.00

© 2024 Google | Analytics home | Terms of Service | Privacy Policy | [Z] Send feedback

Standard Reports - User
Acquisition

e Analyze how users visit your site
for the first time
e Answer questions like:

o “Which channel is the most
successful in leading new users
to complete a key event?”

o “Which campaigns are most
successful in bringing new
users to the site?”



L TG, % )
ljo AllUsers ) | Add comparison +
p - U T g

Traffic acquisition: Session primary channel group (Default Channel Group) @ -~

Add filter +
Users by Session primary channel group (Default Channel Group) over time Users by Session primary channel group (Default Channel Group) S ' anda I d Rep () I ' S —
25K
Organic Search Y ™Y ™Y ™Y
20K ]h‘
Direct a lc CqUISl l()n
15K
Organic Social
10K Referral
° ° °
® Analyze how users visit your Site
— ——————— % 0 0 50K 100K 150K 200K 250K LT 4 ° o
p v v v ow owow e w e g whether it's their first or hundredt
Apr May
@ Organic Search @ Direct @ Organic Social @ Referral @ Unassigned
° °
Q_ search. Rows perpage: 10 « Go to: 1 1-100f12 V I S I t
Session primary..Channel Group) ~ + Vlisers Sessions Engaged Average engagement time per Engaged sessions Events per Engagement Event count Key events Total ° °
s Alewns - Alevents - e Answer gue stions like:
_________________________________________________________ o
370,891 760,523 438,741 1m 02s 1.18 6.91 57.69% 5,253,310 3,541.00 $0.00 N o N
D% foial 100% of total 100% of tota Avg 0% Avg 0% Avg 0% Avg 0% 100% of tota 100% of total : IIW h I C h ‘ a I I I a I n I S t h e
1 Organic Search 238,828 539,284 333,348 1m 09s 1.40 7.20 61.81% 3,883,356 2,332.00 $0.00 p g
2 Direct 105,855 153,632 76,350 45s 0.72 6.43 49.7% 987,531 779.00 $0.00 re a t e St C nt ri b t r t t ta |
3 Organic Social 17,085 20,932 7,001 18s 0.41 4.43 33.45% 92,809 10.00 $0.00 g : u : : :
4 Referral 10,313 21,274 13,077 Tm13s 1.27 7.98 61.47% 169,760 188.00 $0.00 t ?II
5 Unassigned 4,242 4,533 42 1m 22s <0.01 8.06 0.93% 36,542 40.00 $0.00 e V e n S L
6 Paid Search 3,181 4,444 2,867 1m 51s 0.90 11.50 64.51% 51,089 166.00 $0.00 IIW h [ h h | h h h [ h
7 Email 2,896 4,477 2,189 44s 0.76 6.14 48.89% 27,489 25.00 $0.00 O I C C a n n e a S t e I g e St
8 Paid Social 416 439 37 2s 0.09 3 8.43% 1,366 0.00 $0.00 °
T average engagement time per
10  Paid Other 70 119 42 50s 0.60 6.29 35.29% 749 0.00 $0.00

session?”

© 2024 Google | Analytics home | Terms of Service | Privacy Policy | [£] Send



o AllUsers ) | Add comparison =+

Pages and screens: Page title and screen class @ ~

Add filtter <+

Views by Page path and screen class over time Views by Page path and screen class

Standard Reports -
Pages and Screens

/programs/
20K

/search/

/render/page.a
ct

10K

/buildings/

e Analyze metrics based on page

e —
e e e e R —— — K 200K 300K 400K
09 13 15 17 21 23 25 27 29 01 03 05 0 °
® / ® /programs/ @ /search/ @ /render/pageact @ /buildings, | O C at I O n
° °
Q_ search Rows perpage: 10 Go to 1 1-10 of 44867 ) ’ A t I k °
nSwer questions liKe:
Page path and screen class ~ + J Views Users Views per user Engaged sgssions Average engagement time Bounce rate Event count Key events
All events « All events «~ IIW h ° h t
1,870,880 370,891 5.04 438,741 2m 07s 42.31% 5,253,310 3,541.00 O I C p a g e S a re I I Iy eve n S
100% of total 100% of tota 100% of total Avg 0 ftota
i . M 1/
1 / 370,846 145,492 2.55 186,313 48s 33.75% 1,160,695 0.00 m O St y O C C u r‘ r‘ I n g O n
L]
2 /programs/ 48,214 11,002 438 11,412 1m 33s 11.56% 80,386 0.00
Y7 ° °
3 /search/ 41,352 14,746 2.80 25,752 39s 4.29% 159,670 0.00 O W h I C h a e S re C e I Ve t h e m O St
B /render/page.act 25411 141 180.22 816 12m 52s 12.35% 43,220 0.00 p g
5 /buildings/ 23,070 9,285 2.48 12,873 m 27s 12.29% 68,759 0.00 ° n
6 /apply/ 17,488 7131 245 8,773 20s 30.12% 47157 0.00 V I e WS
7 /portal/ 16,625 8,647 1.92 8,162 12s 38.25% 46,370 0.00
8 /finawd/ 15,973 9,225 1.73 9,399 16s 33.71% 50,401 0.00
9 /profiles/index.php 14,288 2,155 6.63 3,917 2m 38s 12.88% 26,204 0.00
10 /final-examination-schedule-spring-2024/ 13,958 8,173 1.7 8,481 1m 00s 44.69% 33,167 0.00

© 2024 Google | Analytics home | Terms of Service | Privacy Policy | [Z] Send feedback



o All Users Add comparison -
Landing page: Landing page @ ~

Add filter +

Sessions by Landing page over time

Standard Reports -

3K
(]
1K
A W A ’
— e T ® nalyze metrics based on the page
igr 11 13 5 17 9 21 23 25 27 29 1““E‘Jal‘v 03 05 ° ° ° °
® / ® /account/login @ /paying-for-college/undergraduate/financial-aid-self-service @ /admissions/undergraduate/campaign/unleash-your-ambition @ /paying-for-college/undergraduate/costs-and-budgets U S e rS f I rSt V I eW W h e n t h ey V I S I t
Q_ search Rows perpage: 10 « Go to: 1 1-100f 7317 ) : u r S i t e
Landing page + {4 Sessions Users New users Average engagement time per session Key events Total revenue y
All events ~
° °
® .
336,473 215,259 196,192 59s 4,229.00 $0.00 °
100% of tota 100% of tota 100% of total Avg 0% 100% of tota
Y7 ° ° °

o o “Which campaign landin dage

2 (not set) 23,924 12,212 1 35s 29.00 $0.00 p g g p g

<] /account/login 13,718 7,645 4,444 2m 04s 286.00 $0.00 e f e t h | t ?ll

4 /paying-for-college/undergraduate/financial-aid-self-service 8,387 5,282 3,459 33s 12.00 $0.00 I S p e r O rI I I I n g e e S L]

5 /admissions/undergraduate/campaign/unleash-your-ambition 5,904 5,333 5,392 Os 6.00 $0.00 Y7 ° ° °

6 /paying-for-college/undergraduate/costs-and-budgets 4,787 3817 2,736 1mO01s 12.00 $0.00 O W h I C h C a I I l p a I g n | a n d I n g p a g ( !S

7 /academics/about-our-programs/summer-experiences-courses/high-school-students 4,496 4,025 3,899 22s 0.00 $0.00 ° °

8 /one-stop-student-administrative-services/qcard 3,271 1,735 805 14s 1.00 $0.00 n e e d t O b e O pt I I I I I Z e d b a S e d O n

9 /admissions/undergraduate/apply/check-your-admissions-status 2,900 1,915 1,184 29s 26.00 $0.00

10 /student-life/diversity-and-inclusion/our-vision/diversity-by-the-numbers 2,861 2,841 2,789 2s 0.00 $0.00

average engagement time per
session?”

© 2024 Google | Analytics home | Terms of Service | Privacy Policy | [Z] Send feedback



Add comparison =+

o All Users

Events: Eventname @ -~

Ad& filter +
Event count by Event name over time Event count by Event name S' andard Re Or' S —
50K
P _
40K
user_engageme
nt
30K
SeSSion_Start _
20K
first_visit
°
w = scroll - ’ Analyze event IlletrICS
0
2?“ 11 13 15 17 19 21 23 25 27 29 ?‘[ﬂ}al'v‘ 03 05 0 200K 400K 600K 800K ° °
- ® .
@® page_view @ user_engagement @ session_start @ first_visit @ scroll °
—= o m e - Sl o "How many events occurred last
Event name =+ 4 Event count Total users Event count per user Total revenue y
month compared to the same
100% of total 100% of tota Avg 0%
1 page_view 736,823 219,680 3.43 $0.00 ?,,
2 user_engagement 498,047 118,185 4.28 $0.00 I I I O n t h | a St ye a r °
3 session_start 343,504 219,879 1.60 $0.00 7,
—TTe o "What are the most common
5 scroll 138,851 61,667 227 $0.00
° °
_— click URLs with the Enhanced
7 video_progress 14,904 2,698 5.53 $0.00
° /4
8 schedule_visit_click 11,745 2625 4.48 $0.00 e a S u re m e n t C I C eve n t
°
9 video_start 5,823 3,157 1.85 $0.00
10 file_download 4,321 3,140 1.38 $0.00

© 2024 Google | Analytics home | Terms of Service | Privacy Policy | [Z] Send feedback
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Standard Reports - Key Events

e Googleisinthe process of rolling out a
Key Events Report
¢ In the meantime, your team can use: S s

O Key eve n t S p a g e u n d e r Ad m I n @ Analytics conversions have been renamed key events. Key events measure the interactions most important to Dismiss Learn more about key events
. . your business. They show up in the Advertising, Reports, and Explore sections of Analytics.
o Eventreport with added filters

O EX p | O re re p O rt S Key events Network Settings R 2

Last 28 days Apr 9 - May 6, 2024

v

Compare: Mar 12 - Apr 8, 2024

Key event name T Count (% change) Value (% change) Mark as key event (%)
account_creations_key 0 0% 0 0% Q
application_submissions_key 2,308 & :
general_rfi_key 1,233 .
purchase 0 0% 0 0% &

Items per page: 10 v 1-40f4

© 2024 Google | Analytics home | Terms of Service | Privacy Policy | [X] Send feedback
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Customize Standard Reports: Add Secondary Dimension N .
Add a secondary dimension to standard reports to add . o et

more context. This is where the custom dimensions may be 4 first sl
helprI. 5 scroll

6 form_start

7 click
Example:

8 form_submit
When viewing the Events report, it may be helpful to add : s

session campaign as a secondary dimension to see - T
additional information about how the user got to your site.

J

Q campaign X
Traffic source Name
Session-scoped Session campaign
Session-scoped Session campaign ID
Session-scoped Session manual campaign ID
Session-scoped Session manual campaign name
User-scoped First user campaign
User-scoped First user campaign ID
User-scoped First user manual campaign ID
User-scoped First user manual campaign name
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Customize Standard Reports: Add Filters and/or Comparisons

Quickly add up to b filters and 5 comparisons to a standard report.

Filter Example:
You may want to create a filter so it only shows data from a specific school's hostname or subfolder

Comparison Example:
You may want to compare traffic types (internal vs external)

@) Anusers | Add comparison + Last 28 days Apr 2 - Apr 29, 2024 ~ <& Build filter X
. 7. s
Events: Event name @ -~ IL_"J °< ~ 7 CONDITIONS (BUILD UP TO 5)
 Addfilter +
________________ Dimension O
Select dimension v
Event count by Event name over time Event count by Event name

120K
100K




Customize Standard Reports: Edit and Save as New Report

Unlike the last few tips that apply temporary changes to reports, you can use the “Customize
Report” function to permanently change an existing report or save as a new report for all GA4

adCCesSsors.

Dimensions and Metrics:

You can add additional dimensions to be used as the primary dimension as well as add additional i#  Customize report
metrics to be viewed in the table. For example, you may want to add engagement rate as a metric e

to the landing page report or remove revenue from the Events report.

Fllter + Add filter

You can add up to 5 permanent filters to your report. This can be useful if you'd like to create s

®© i Line Chart

permanent reports filtered to display data only from specific hostnames or subfolders.

®© i BarChart

REPORT TEMPLATE

Last 28 days Apr 2 - Apr 29,2024 ~ Events

. | > SUMMARY CARDS
W <|A~ Z

Customize report
-+ Create new card




Template gallery

Exploration Reports

Technigues

In the Explore menu you can create a

custom Exploration report to review

metrics further, including the

custom events you set up.

Why would you create a custom

report?

e \View more than 2 dimensionsin
report

e \View User path on a website

e (Group eventstogetherto create a
Funnel report

e (Create a Segment Overlap report
to see how User groups overlap

e Save Explore Reportsto view
later (without modifying standard
reports)




Compatible Dimensions and Metrics

When adding dimensions and metrics be sure to use
compatible combinations

Examples:
Event names are measured by event count.

Page locations can have metrics with sessions, Views, or
Users

Event name measured by Views will only show the page_view
event count, therefore is not a good combination of
dimensions and metrics

CARNEGIE

o Free form 1 "

Eventname

Totals

1 sesson_start

2 page_view

3 user_engagement
4 first_visit

S scroll

Views

406.919

D

406,919

D

D

D

+Sessions

98,978

98,670

93744

73029

69.609

42839




Free Form Explorations

Free Form Explorations allow you to add multiple
dimensions and metrics to view at one time to draw
deeper insights

For Example: Creating an Exploration for Search Term
and Page Referrer can show you what page users are
searching for information.

In this example, searches for programs are high on the
/academics page. A search barinthe program finder
section may help students find the program they are
looking for rather than using the main search bar.

o Free form 1 ¥

searcn_term

ra

LR )

10

Totals

nursing

onine

exploratory studies

study abroad

Nursing

pre med

tuiton

physiczal therapy

athletics

scholarships

Device category

page_referrer

https://www.website.edu/academics

https://www.website.edu/academics

https://www.website.edu/academics

https://www.website.edu/academics

https://www.website.edu/academics

https://www.website.edu/academics

https://www.website.edu/academics

https://www.website.edu/academics

https://www.website.edu/academics

https://www.website.edu/academics

deskiop

Event count

3.056

7S 5% of teral

10

19

mobile

Event count

952

23.5% o 10

(e )

ra
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Page Path Explorations

o Path explorati.. ¥ -+ St oy
. All Users
Page Path Report by events or page to see user journey
through the website STARTING POINT STEE 4 g STER+2
EJ Eventname > BEJ Eventname + > EJ Eventname ~
Tip: Click on Start over to create a Path Exploration report to
. . . session_start page_view scroll
see how users arrived at a ending point page or event 116,173 106,441 48,064

. session_start
9,815

first_page__signup_
W 8121

e view_search_results
2924




arsion performance EET!

212 Key events - 0 Path length « all touchgoin.. Add filter +

Attribution paths @ ~

el Group)w using Data-driven {Paid and organic channels)«

Mid touchpoints @EkrE]

Organic Search -
Organic Socia -
Paid Search .
Email .
Unassigned !
S more more
m { Key even ts  Purcha
1,.896.00
[ Paid Search @[ILY ] 413.00
| Direct DD | 304.00
[ Display @[IED ] 137.00
4 l Organic Social x 3 ELED ] 82.00

l Organic Search x 3 [P l

chase revenue

Advertising Reports

Late touchpoints

Do you need to answer the question
‘Are my Paid Search campaigns
directly affecting key events?”

e The Advertising Reports show the
Attribution path by Primary Channel

group

e Early, Mid, and Late touch points can
show the performance of Paid Search
= = campaigns

e Metrics such as how many days it took

users from Early touch point to
completing a key event and how many
touchpoints to the key event

This report shows Paid Search has
been a main contributor to key events
over the past 30 days.



Resources

Carnegie is Here for You

Partner with : Carnegie Marketin
Carnegie for - Carnegie Blog Articles Nl 5
Services

Analytics Consulting
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Thank You!

CarnegieHigherkEd.com



