
Familiarisation Guide II

• Clearly define the objectives of your campaign. What specific goals are you aiming to achieve through Google Analytics?
• Outline the key performance indicators (KPIs) you will use to measure the success of your campaign.

• Configure your account settings, ensuring they align with the goals and objectives of your campaign in GA4.
• Set up relevant goals and events in GA4 that correspond to the KPIs defined in your campaign planning.

• Generate and implement the GA4 tracking code on the website of your chosen business.
• Ensure that the tracking code is correctly placed on all relevant pages to capture essential user interactions in GA4.

• Monitor the real-time data in GA4 to track the immediate impact of your campaign.
• Analyse the data to identify any immediate insights or trends that may inform adjustments to your campaign strategy within GA4

• Implement UTM parameters for your campaign URLs to track source, medium, campaign name, and other relevant information.
• Set up enhanced measurement to automatically track key interactions related to your campaign
• Configure and implement conversion events in GA4 to track conversions aligned with your campaign objectives.

• Generate custom reports in GA4 to present key metrics related to your campaign.
• Analyse the data to identify areas of improvement and optimization.
• Propose at least three actionable insights or changes based on your analysis to enhance the campaign performance.

• Set up a new GA4 configuration with relevant settings and objectives tailored to the campaign.
• Ensure proper integration with other relevant tools, such as Google Ads or other advertising platforms if applicable.
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Identify Key Metrics & KPIs

From the Google Merchandise Store Demo Account:

• Clearly define the objectives of your campaign. What 
specific goals are you aiming to achieve through 
Google Analytics?

• Outline the key performance indicators (KPIs) you will 
use to measure the success of your campaign.



Identify Key Metrics & KPIs
Examples of Goals to Achieve

Objective
Awareness: Increase brand visibility for Google-branded merchandise and drive traffic to 
the online store.

SMART Goal
I want to increase unique page views of the Google Merchandise Store by 10% in the next 
month.

Objective
Engagement: Encourage more interactions with product pages and increase average 
session duration.

SMART Goal
I want to increase average session duration on product pages by 15 seconds within two 
weeks.

Objective
Conversion: Drive sales of specific product categories (e.g., apparel, drinkware) or increase 
overall revenue.

SMART Goal
I want to achieve a 5% conversion rate for the “Dino Bricks" merchandise category in the 
next quarter

What to Measure

 Sessions: Total number of website visits.
 New Users: Number of first-time visitors.
 Impressions: Number of times your ads or content are displayed.
 Reach: Number of unique users who saw your ads or content.

What to Measure

 Average Engagement Time: Time users spend actively interacting with your site.
 Pages per Session: Average number of pages viewed per session.
 Event Count: Number of specific actions users take (e.g., adding to cart, playing a video).
 Scroll Depth: How far down the page users scroll.

What to Measure

 Ecommerce Conversion Rate: Percentage of sessions that result in a purchase.
 Transactions: Total number of purchases made.
 Revenue: Total revenue generated from sales.
 Average Order Value (AOV): Average amount spent per order.



Identify Key Metrics & KPIs
Examples of Key Performance Indicators

SMART Goal
I want to increase unique page views of the Google Merchandise Store by 10% in the next 
month.
Awareness KPI:
 Sessions: Total number of website visits.
 New Users: Number of first-time visitors.
 Traffic Sources: Channels driving traffic (e.g., organic search, social media, referrals).

SMART Goal
I want to increase average session duration on product pages by 15 seconds within two 
weeks.
Engagement KPI:
 Average Engagement Time: Time users spend actively interacting with the website.
 Pages per Session: Average number of pages viewed per session.
 Event Count: Number of specific actions users take (e.g., product views, add to cart).
 Scroll Depth: How far down the page users scroll.

SMART Goal
I want to achieve a 5% conversion rate for the "YouTube" branded merchandise category in 
the next quarter

Conversion KPI:
 Ecommerce Conversion Rate: Percentage of sessions that result in a purchase.
 Transactions: Total number of purchases made.
 Revenue: Total revenue generated from sales.
 Average Order Value (AOV): Average amount spent per order.

Acquisition Report

Engagement Report

Monetization Report



Identify Key Metrics & KPIs

From the Google Merchandise Store demo account:

• Configure your account settings, ensuring they align 
with the goals and objectives of your campaign in 
GA4.

• Set up relevant goals and events in GA4 that 
correspond to the KPIs defined in your campaign 
planning.



Identify Key Metrics & KPIs: Aquisition
SMART Goal
I want to increase unique page views of the Google Merchandise Store by 10% in the next month.
Awareness:
 Sessions: Total number of website visits.
 New Users: Number of first-time visitors.
 Traffic Sources: Channels driving traffic (e.g., organic search, social media, referrals).

Awareness:
 Sessions: Total number of website visits.



Identify Key Metrics & KPIs: Aquisition
SMART Goal
I want to increase unique page views of the Google Merchandise Store by 10% in the next month.
Awareness:
 Sessions: Total number of website visits.
 New Users: Number of first-time visitors.
 Traffic Sources: Channels driving traffic (e.g., organic search, social media, referrals).

Awareness:
 New Users: Number of first-time visitors.



Identify Key Metrics & KPIs: Acquisition
SMART Goal
I want to increase unique page views of the Google Merchandise Store by 10% in the next month.
Awareness:
 Sessions: Total number of website visits.
 New Users: Number of first-time visitors.
 Traffic Sources: Channels driving traffic (e.g., organic search, social media, referrals).

Awareness:
 Sessions: Total number of website visits.
 New Users: Number of first-time visitors.
 Traffic Sources: Channels driving traffic (e.g., organic search, social media, referrals).



Identify Key Metrics & KPIs: Engagement

Engagement KPI:
 Average Engagement Time: Time users spend actively interacting with the website.



Identify Key Metrics & KPIs: Engagement

Engagement KPI:
 Pages per Session: Average number of pages viewed per session.

Total Views = 271,914

Step 1:



Identify Key Metrics & KPIs: Engagement

Engagement KPI:
 Pages per Session: Average number of pages viewed per session.

Total Sessions = 87,456

Step 2:



Identify Key Metrics & KPIs: Engagement

Step 3:

Refers to a period of time a user is 
actively engaged with your website. 
It's a way to group together a user's 
interactions within a given timeframe.

Total Views = 271,914

Total Sessions = 87,456
= Average number of pages viewed per session = 3.1

Starts: 

• A session begins when a user opens your app in the foreground.

• Views a page or screen on your website

Ends (Times Out): 

By default, a session ends after 30 minutes of inactivity. However, you 

can adjust the session timeout period in your GA4 settings. There's no 

limit to how long a session can last if the user remains active.

Session

Engagement KPI:
 Pages per Session: Average number of pages viewed per session.

If you do not want to make a custom 
report, you can easily estimate in 
this manner.



Identify Key Metrics & KPIs: Engagement

Engagement KPI:
 Event Count: Number of specific actions users take (e.g., product views, add to cart).

Look at which event is important to you
Events
Actions people 
take on your 
website, like 
clicking a button, 
watching a video, 
or buying 
something.



Identify Key Metrics & KPIs: Monetization

What to Measure
 Ecommerce Conversion Rate: Percentage of sessions that result in a purchase.

Step 1:

Items Added to Cart Items Purchased



Identify Key Metrics & KPIs: Monetization

Step2:

Items Purchased = 10

Items Added to Cart = 900
= Average number of pages viewed per session = 3.1

Engagement KPI:
 Pages per Session: Average number of pages viewed per session.

If you do not want to make a custom 
report, you can easily estimate in 
this manner.

Calculate Conversion Rate for Specific Products
For each product, divide the "Items purchased" by "Items added to cart" and multiply by 100%. 



Track Immediate Impact and Gather Insights

Start Your Own Property

• Generate and implement the GA4 tracking code on 
the website of your chosen business.

• Ensure that the tracking code is correctly placed on 
all relevant pages to capture essential user 
interactions in GA4.



Starting a New Account, Property & Getting a Google Tag

<!-- Google tag (gtag.js) -->
<script async 
src="https://www.googletagmanager.com/gtag/js?id=G-
6XKH4JJHP0"></script>
<script>
  window.dataLayer = window.dataLayer || [];
  function gtag(){dataLayer.push(arguments);}
  gtag('js', new Date());

  gtag('config', 'G-6XKH4JJHP0');
</script>

Copy and Paste this Code on every page of your website,
Immediately after the   <head> element1

2

3

4

5

6

7



Insertion into Web Code

<!DOCTYPE html>

<html> 

<head> 

<title>Helpz Air-Con Cleaning Singapore</title> 

<meta name="description" content="Singapore's trusted 24/7 aircon servicing."> 

</head> 

<body> 

<header> <h1>Helpz Air-Con Cleaning</h1> 

</header> 

<main> 

<h2>Breathe Easy with Clean Air</h2> 

<p>Expert aircon servicing, cleaning, and repair.</p> 

</main> 

<footer> 

<p>&copy; 2024 Helpz Air-Con Cleaning</p> 

</footer> 

</body> 

</html>

<!-- Google tag (gtag.js) -->
<script async src="https://www.googletagmanager.com/gtag/js?id=G-
6XKH4JJHP0"></script>
<script>
  window.dataLayer = window.dataLayer || [];
  function gtag(){dataLayer.push(arguments);}
  gtag('js', new Date());

  gtag('config', 'G-6XKH4JJHP0');
</script>



Insertion into Web Code
<!DOCTYPE html>

<html> 

<head> 
<!-- Google tag (gtag.js) -->
<script async src="https://www.googletagmanager.com/gtag/js?id=G-
6XKH4JJHP0"></script>
<script>
  window.dataLayer = window.dataLayer || [];
  function gtag(){dataLayer.push(arguments);}
  gtag('js', new Date());

  gtag('config', 'G-6XKH4JJHP0');
</script>
<title>Helpz Air-Con Cleaning Singapore</title> 

<meta name="description" content="Singapore's trusted 24/7 aircon servicing."> 

</head> 

<body> 

<header> <h1>Helpz Air-Con Cleaning</h1> 

</header> 

<main> 

<h2>Breathe Easy with Clean Air</h2> 

<p>Expert aircon servicing, cleaning, and repair.</p> 

</main> 

<footer> 

<p>&copy; 2024 Helpz Air-Con Cleaning</p> 

</footer> 

</body> 

</html>



Track Immediate Impact and Gather Insights

Using Email Campaign as an example:

• Monitor the real-time data in GA4 to 
track the immediate impact of your 
campaign.

• Analyse the data to identify any 
immediate insights or trends that may 
inform adjustments to your campaign 
strategy within GA4

Browse Our Collection now!

Hey Google fan,

We've just released a fresh collection of Google-inspired goodies that will make you 

stand out in style. Whether you're a Pixel enthusiast, a YouTube creator, or just love the 

iconic Google logo, we've got something to match your passion. Discover comfy hoodies 

perfect for coding marathons, sleek phone cases to protect your Pixel, and even fun 

accessories to brighten up your workspace. 

Plus, don't miss our limited-edition items that celebrate your favourite Google products 

and services.

Ready to show your love for all things Google?

Show Your Google Pride with Exclusive New Merch!

Google Merch Store <store@google.com>

To: learner@class.com

This email campaign was sent out to your database list of customers



Access Realtime Report

 We visualise that we have sent a Marketing Email
 In the email, we redirect users to “Google Merch Shop”
 Now we access our Real Time Report in GA4.
  Look for specific product or landing page linked in the email in “Page View”



Access Realtime Report

 We visualise that we have sent a Marketing Email 15 minutes ago.
 Now we access our Real Time Report in GA4.
  Look for specific product or landing page linked in the email in “Page View”



Access Realtime Report

Rationale: This shows which specific actions users are taking 
after clicking on the email, indicating their level of 
engagement and interest.



Access Realtime Report

Data to identify any immediate insights
 Users: The number of unique users who first came to your site from an email.

 Sessions: The total number of sessions that originated from email.

 Engagement Rate: The percentage of Engaged Sessions vs. Sessions from email.

 Revenue: The total revenue generated from users who first came to your site from an email. 



Track Immediate Impact and Gather Insights

• Implement UTM parameters for your campaign URLs to track 
source, medium, campaign name, and other relevant 
information.

• Set up enhanced measurement to automatically track key 
interactions related to your campaign (e.g., clicks on 
specific buttons, form submissions, etc.)

• Configure and implement conversion events in GA4 to track 
conversions aligned with your campaign objectives.



Simulated Campaign Setup in Demo Account

UTM (Urchin Tracking Module) parameters are tags added to URLs to track 
the source, medium, and other details of where website traffic is coming from.

Google Ads: 
https://shop.googlemerchandisestore.com/product/dinobricks?utm_source=google&utm_medium=cpc&utm_campaign=dino_bricks_launch

Facebook Ads:
https://shop.googlemerchandisestore.com/product/dino-bricks?utm_source=facebook&utm_medium=paid_social&utm_campaign=dino_bricks_launch

Email Campaign:
https://shop.googlemerchandisestore.com/product/dino-bricks?utm_source=email&utm_medium=newsletter&utm_campaign=dino_bricks_launch

Explanation of UTM Parameters
utm_source: Identifies the source of traffic (e.g., google, facebook, email)
utm_medium: Identifies the medium or category of the source (e.g., cpc for cost-per-click, paid_social, newsletter)
utm_campaign: Identifies the specific campaign name (e.g., dino_bricks_launch).

UTM Parameters

https://shop.googlemerchandisestore.com/product/dinobricks?utm_source=google&utm_medium=cpc&utm_campaign=dino_bricks_launch
https://shop.googlemerchandisestore.com/product/dino-bricks?utm_source=facebook&utm_medium=paid_social&utm_campaign=dino_bricks_launch
https://shop.googlemerchandisestore.com/product/dino-bricks?utm_source=email&utm_medium=newsletter&utm_campaign=dino_bricks_launch


Simulated Campaign Setup in Demo Account
UTM can be manually generated at wherever you are creating the ad campaign

When creating a new ad campaign in Google Ads, you have the option to add UTM parameters to the "Final URL" field 
of your ad. You can manually add the parameters by typing them directly into the URL field after the question mark 
(?).

https://shop.googlemerchandisestore.com/product/dinobrick?utm_source=google&utm_medium=cpc&utm_campaign=
dino_bricks_launch



Track Immediate Impact and Gather Insights

• Implement UTM parameters for your campaign URLs to track 
source, medium, campaign name, and other relevant 
information.

• Set up enhanced measurement to automatically track key 
interactions related to your campaign (e.g., clicks on 
specific buttons, form submissions, etc.)

• Configure and implement conversion events in GA4 to track 
conversions aligned with your campaign objectives.



Acquisition: Ads Relevant KPIs Special Note

Referral traffic in GA4 specifically refers to traffic that comes from other websites via links. This means that it does not 
include traffic from:

Display Ads: Traffic from display ads, whether on the Google Display Network or other platforms, would be categorized as 
"cpc" (cost-per-click) or "display" under the "Session source / medium" dimension.

CPC Campaigns: Similarly, traffic from other pay-per-click (CPC) campaigns, like Google Ads search campaigns, would 
not be categorized as referral. Instead, they would typically be categorized as "google / cpc"

Look for: Session source / medium, Session campaign 

As this is a Demo account, we will not find it. However, in actual 

deployment, and if we implement tracking with UTMs, we will 

see our campaign names and channels here.



Engagement: Conversion Relevant KPIS

Look for conversion relevant events



Engagement: Conversion Relevant KPIS

Look for conversion relevant 

events, if we have specific products 

in our Ads we want to promote



Track Immediate Impact and Gather Insights

• Generate custom reports in GA4 to present key metrics 
related to your campaign.

• Analyse the data to identify areas of improvement and 
optimization.

• Propose at least three actionable insights or changes based 
on your analysis to enhance the campaign performance.



Campaign Tracking Simulation



Campaign Tracking Simulation

✓

Access Explore: Go to the "Explore" section in the left-hand 

navigation menu.

Choose a Template: Select the "Free Form" exploration 

template to start with a blank canvas.

Start Analyzing

1.  Choose Your Segments: These are the segments you 
want to analyse, helping you understand where the traffic 
is coming from Drag and drop these items into the 
“SEGMENT” section:

1. Paid Traffic

2. Choose Your Dimensions: These are the categories 
you want to analyse. Drag and drop these from the left 
sidebar into the "ROWS" section:

1. Event name
2. First User Medium
3. Device category

3. Choose Your Metrics: These are the numerical values 
you want to track. Drag and drop these into the "VALUES" 
section:

1. Event count
2. Active users



Campaign Tracking Simulation

✓

✓

✓

Access Explore: Go to the "Explore" section in the left-hand 

navigation menu.

Choose a Template: Select the "Free Form" exploration 

template to start with a blank canvas.

Start Analyzing

1.  Choose Your Segments: These are the segments you 
want to analyse, helping you understand where the traffic 
is coming from Drag and drop these items into the 
“SEGMENT” section:

1. Paid Traffic

2. Choose Your Dimensions: These are the categories 
you want to analyse. Drag and drop these from the left 
sidebar into the "ROWS" section:

1. Event name
2. First User Medium
3. Device category

3. Choose Your Metrics: These are the numerical values 
you want to track. Drag and drop these into the "VALUES" 
section:

1. Event count
2. Active users



Campaign Tracking Simulation

Access Explore: Go to the "Explore" section in the left-hand 

navigation menu.

Choose a Template: Select the "Free Form" exploration 

template to start with a blank canvas.

Start Analyzing

1.  Choose Your Segments: These are the segments you 
want to analyse, helping you understand where the traffic 
is coming from Drag and drop these items into the 
“SEGMENT” section:

1. Paid Traffic

2. Choose Your Dimensions: These are the categories 
you want to analyse. Drag and drop these from the left 
sidebar into the "ROWS" section:

1. Event name
2. First User Medium
3. Device category

3. Choose Your Metrics: These are the numerical values 
you want to track. Drag and drop these into the "VALUES" 
section:

1. Event count
2. Active users

✓

✓



Campaign Tracking Simulation
Firstly, this report is primarily focused on what happens when we run CPC.

Primarily Mobile

The majority of users (258 out of 418) are accessing the website through mobile 

devices. 

This suggests that mobile optimization is crucial for user experience and 

conversion.

Effectiveness in Engagement

view_item_list Active Users: 60

view_item_list Event Count: 278

This means that on average, each of those 60 users viewed approximately 4.6 

product lists (278 events / 60 users ≈ 4.6). This indicates repeated engagement 

with product listings by these users.

View_promotions

Desktop: 130 events / 108 users ≈ 1.2 views per user

The view_promotion event was triggered 130 times on desktop. This means 

that, on average, each user on desktop viewed slightly more than one promotion.

Mobile: 155 events / 134 users ≈ 1.15 views per user

The view_promotion event was triggered 155 times on mobile. This means 

that, on average, each user on mobile viewed slightly more than one promotion

Actionable Insights: Prioritize Mobile Optimization

1. Implement responsive design - Ensure your website adapts to different screen sizes and devices.
2. Simplify navigation - Make it easy for users to find what they're looking for on mobile.
3. Optimize page load speed - Compress images, minify code, and leverage browser caching to improve mobile page load times.
4. Test on various devices - Use a mobile emulator or test on different mobile devices to identify and fix any issues.

Actionable Insights: Maximize the Impact of Promotional Content

1. Analyse promotion placement - Determine the most effective locations for displaying promotions (e.g., homepage banners, product pages).
2. A/B test different promotions - Experiment with various offers, visuals, and messaging to identify what resonates best with your audience.
3. Track engagement and conversions - Measure the click-through rate and conversion rate of each promotion to assess its effectiveness.
4. Personalize promotions - Tailor offers based on user behavior and preferences (e.g., recommend products based on browsing history).

Actionable Insights: Enhance Landing Page Experience

1. Clear Call to Action - Ensure a prominent and compelling call to action (e.g., "Shop Now," "Learn More") on the landing page.
2. Streamlined Checkout Process - Simplify the checkout process to reduce friction and make it easier for users to complete their purchase.
3. Clear Product Information - Provide detailed product descriptions, high-quality images, and customer reviews to help users make informed decisions.
4. Mobile-Friendly Design - Ensure the landing page is optimized for mobile devices to cater to the majority of users



Track Immediate Impact and Gather Insights

• Navigate to the "Admin" section and create a new GA4 
property specifically for your campaign. (Not Possible if using GA4 Demo Account)

• Set up a new GA4 configuration with relevant settings and 
objectives tailored to the campaign.

• Ensure proper integration with other relevant tools, such as 
Google Ads or other advertising platforms if applicable.



Report Configuration with Setting Relevant to You

Let’s Assume we want 

to analyze “Paid Traffic”

✓



1

2

3

4

Add New Dimensions

Use the Search Function for:

• Session campaign

• Session source / medium

• Page title and screen class

Using the + function in 
Dimensions & Metrics

Report Configuration with Setting Relevant to You



Add New Metrics

Use the Search Function for:

• Sessions

• New Users

• Transactions

• Product Revenue

• Add to Cart

• Items Viewed

1

2

3

4
Using the + function in 
Dimensions & Metrics

Report Configuration with Setting Relevant to You



✓

✓

✓

✓

✓

✓

✓

✓

I want to understand…. Overall Paid Traffic Campaign Performance

Sessions, New Users, Transactions

These metrics will provide a comprehensive overview of my campaign's performance, 

i) showing how many people it reached

ii) how many of them were new users

iii) how many of those users converted into customers.

Add to carts & Product Revenue

This will allow me to understand the impact of the campaign on specific user actions such as

i) Adding items to their cart 

ii) Generation of revenue.

Comparison across Channels
By analyzing the data for different Session source / medium and Session campaign combinations, 
I can identify which channels and campaigns are most effective in driving traffic, engagement, and ultimately, conversions.

Website Performance
Analyzing the data by Page title and screen class can help me understand which pages are most popular 
and which ones might need improvement in terms of user experience or conversion optimization.

Report Configuration with Setting Relevant to You

Why did I 
configure my 
Report like this?
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