How to Integrate
Spektrix with
Google Analytics 4

James Akers, Wednesday 11 January 2023




Five simple steps

Create a new Google Analytics 4 (GA4) account
Configure the GA4 account

Check If you have a Tag Manager account already
Import a template into Tag Manager

Publish your changes live
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Digital Culture Network

Spektrix Website Admin

Settings Administrator

Web Integration Administrator

Administrators can use and change settings for the interface. Users can only use the interface.

This User Account is active

Reset Save User Account



Digital Culture Network

Further steps and
considerations

D.

1. Install GA4 on your main website
2.

3. Wait 24 hours to view data in GA4
4.

Test your website works

Implement / Update any Cookie Management
Platforms
Configure GA4 to track other objectives




Digital Culture Network

Digital Culture
. Network

digitalculturenetwork.org.uk #DigitalCultureNetwork



GAA4 Reporting

y The missing piece of the puzzle

b

=« Chris Unitt, One Further
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GA4 - Reports

- Explorations
Looker Studio




GA4 - Reports




Real-time
Audience
Acquisition

Overview

w

All Traffic

w

Google Ads

Search console

N

» Social

N

Campaigns
Behaviour
Overview
Behaviour Flow

v Site Content

All Pages

Content Drilldown

Landing Pages

Exit Pages
» Site Speed

» Site Search

Reports snapshot

Real-time

Life cycle

v Acquisition
Acquisition overview
User acquisition
Traffic acquisition

v Engagement
Engagement overview
Events
Conversions
Pages and screens
Landing page

v Monetisation
Monetisation overview
E-commerce purchases
In-app purchases
Publisher ads

Retention



Al Analytics

n Reports snapshot

@ Real-time

Life cycle

v Acquisition

@ Acquisition overview
= User acquisition

Traffic acquisition

v Engagement
Engagement overview
Events
Conversions
Pages and screens
Landing page

» Monetisation

Retention

User
» Demographics

» Tech

0 Library

o+

Q, Try searching “measurement ID" =R 7 |
Last28days 21 Nov - 18 Dec 2022 ~

Traffic acquisition: Session default channel group A ~ +

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

4K
3K
Direct
/ 2K Organic Social .
Referral .
) 1K
Display .
0
27 04 11 18
Nov Dec 0 10K 20K 30K 40K 50K
@ Organic Search @ Direct @ Referral @ Organic Social @ Display
Q_ Search... Rows per page: 10~ 1-8 of 8
Session default channel group ~  + V¥ Users Sessions Engaged Average
sessions engagement s
time per
session
95,416 139,815 90,131 Tm 15s
100% of total 100% of total 100% of total Avg 0%
1 Organic Search 47,629 75,782 55,510 Tm 30s
2  Direct 24,599 33,706 16,541 Om 51s
3 Organic Social 7,412 8,713 4,214 Om 40s
4  Referral 7,265 10,839 7,306 Tm 20s
= Nilcawla.. T AO0ON T oy 1 7N Nee NDO .

@

[ < .




..l Analytics Q, Try searching “measurement ID" as O : @
= Reports snapshot O Anusers | Add comparison + Last 28 days 21 Nov - 18 Dec 2022 ~
Real-time
7 ot
@ E-commerce purchases: ltem name @ - i < ~ 7
Life cycle o e T
Q | Addfiter + |
» Acquisition
@ » Engagement Item view events by Item name over time Item view events and Add to baskets by Item name
= v Monetisation ADD TO BASKETS

Monetisation overview
E-commerce purchases
In-app purchases

Publisher ads No data available No data available

Retention

User

» Demographics

0
» Tech o
e ! ' ITEM VIEW EVENTS
Q_ Search... Rows per page: 10~ Goto: 1 1-100f 46 >
Item name ~ + ¢ Item view Add to Basket-to- E-commerce Purchase-to-
events baskets view rate purchases view rate
0 0 0% 3,294 0%
100% of total

1 0 0 0% 1 0%
O Library 2 0 0 0% 3 0%
Q 3 0 0 0% 21 0%

4 | 0 0 0% 1 0%




.|| Analytics

A

Reports snapshot

@ Real-time

Q
@

Life cycle
» Acquisition
» Engagement
» Monetisation

Retention

User
» Demographics

» Tech

O Library

Q, Try searching “measurement ID"

Library

All of your collections and reports organised in one place where you can customise them and create more.
Collections allow administrators to customise the presentation of reports in the left navigation.

Learn more

Collections (@

Life cycle ©)
@ Published + &3 Life cycle

[ Acquisition

+ ) Engagement

O Monetisation
O Retention

Create new collection

Reports

Type

Edit collection

Name Creator Last modified J
E-commerce
purchases: Item Team OF 11 Jul 2022 Team OF

name

Reports snapshot

Membership
Unpublished + & Life cycle

[ Acquisition
O Engagement
O Monetisation
O Retention

Edit collection

+ Create new report

Template Collection
E-commerce :

Life cycle
purchases

©

on
\b il

L&*‘{

2=

User ©)

© Published + &3 User

O Demographics
0O Tech

Edit collection

Q Search

Description

OF




,ll Analytics Q, Try searching “measurement ID"

< Back

Customise collection

Life cycle © Published Drag reports to create collection

COLLECTION TEMPLATE
Q_ Search reports

0

life-cycle

TOPICS AND REPORTS Detail reports Overview reports

it Acquisition

¢ Conversions

Overview

Demographic details

Users, sessions, engagement, conversion and revenue metrics (e.g.
Engaged sessions, Engagement rate, Total revenue) per age, city, country,
gender, interests and language.

User acquisition

Traffic acquisition

E-commerce purchases
Item purchases by views, basket activity and revenue.

it Engagement

Overview
Events

Event count by event name, along with total users that triggered the event,
event count per user and revenue per event.

Events

Conversions
In-app purchases

Product purchases by quantity and revenue.

Pages and screens

Landing page

Landing Page by Views, New users, Conversions and Total Revenue.

:: Monetisation

Monetisation overview
Pages and screens

Web pages and app screens by total views, number of users who viewed
each page/screen, average engagement time and scrolls.

E-commerce purchases: Item...

® ® ® ® ® ® ® ® ® ® ® ®

In-app purchases Publisher ads

Ad performance by impressions, clicks and revenue.

Tech details
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<
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Create new

Blank

I Add dimensions, metrics and other cards.

Start from a template

s User acquisition

— 1 . :

I User count by medium, along with
engagement, event-count, conversion and
revenue metrics.

Dimensions: First user default channel group,

First user medium, First user source, First user ...

— Conversions
— 1 . .
— Dimensions: Event name

0 ® E-commerce purchases
e © g
. Item purchases by views, basket activity and

revenue.

Dimensions: Item name, Item ID, Item category,

Item category 2, Item category 3, Item category...

i

Y\

i

Traffic acquisition

User count by source/medium, along with
engagement, event-count, conversion and
revenue metrics.

Dimensions: Session default channel group,

Session source/medium, Session medium, Ses...

Pages and screens

Web pages and app screens by total views,
number of users who viewed each

page/screen, average engagement time and ...

Dimensions: Page title and screen class, Page

path and screen class, Page title and screen na...

In-app purchases

Product purchases by quantity and revenue.

Dimensions: Product 1D

|
\/\/\
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Events

Event count by event name, along with total
users that triggered the event, event count per
user and revenue per event.

Dimensions: Event name

Landing page
Landing Page by Views, New users,
Conversions and Total Revenue.

Dimensions: Landing page

Publisher ads

Ad performance by impressions, clicks and
revenue.

Dimensions: Ad unit, Page path and screen class,
Ad format, Ad source
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.l Analytics Q, Try searching "measurement ID"
O

& Back 4 Customise report

Last 28days 14 Dec 2022 - 10 Jan 2023

Copy of Traffic acquisition: Session default channel group

REPORT DATA

Dimensions

Metrics

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

REPORT FILTER

60K
. <+ Add filter
Organic Search
Direct CHARTS
40K
Referral © Line Chart
Email © Bar Chart
20K

Organic Social REPORT TEMPLATE

;a—/—u?;l\ko

18 25 01 08
Dec Jan

Traffic acquisition

o

200K 400K 600K 800K

SUMMARY CARDS
® Organic Search @ Direct @ Referral @ Email @ Organic Social

Session default channel...

Q  Search.. Rows per page: 10~ Goto: 1 1-100f 12 )
Session default channel group ~  + ¥ Users Sessions Engaged Average Engaged Events per + Create new card
sessions engagement sessions per session
time per user
session
977,956 1,525,993 994,501 Tm 21s 1.02 14.90
100% of total 100% of total 100% of total Avg 0% Avg 0% Avg 0%
1 Organic Search 722,282 1,121,927 746,681 Tm 22s 1.03 14.74
2  Direct 158,895 230,030 141,089 Tm 20s 0.89 15.35 3
3  Referral 48,659 63,768 35,723 Tm 07s 0.73 11.42



Coach

What is Coach? Login

Welcome to Coach
Digital training for culture professionals

No time wasting

We know that working in the marketing department
in a cultural organisation means never having
enough time.

Coach courses get straight to the point and don't
waste your time. We'll teach you precisely what you
need to know, then let you get on with your work.

Taught by experts

Coach is taught by Chris Unitt, founder of One
Further. Chris has been a digital consultant for arts
and culture organisations for over a decade.

Chris has delivered training for the Arts Marketing
Association, Ticketing Professionals Conference,
Museum Computers Network and many more.

Get started today

Sensible pricing

If you just want training on a specific topic you can
pick any individual course from the catalogue for a
one-off payment.

The more exciting option is to subscribe to Coach:
All Access. This grants you immediate access to
everything we have to offer, including future courses.

Choose a specific course or subscribe to the Coach: All Access bundle to access all current and future courses

COACH

ALL ACCESS

DIGITAL TRAINING FOR
ARTS PROFESSIONALS




My Courses All Courses @

Coach

Here's what you'll be getting

Getting started
Reporting options in Google Analytics 4

Customising the standard reports

Marketing reports

Explainer: source, medium and channel
Report: All channels

Report: Email campaigns

Report: Organic search

Report: Paid search campaigns

Report: Referrals

Report: Social media - organic

Report: Social media - paid



;\#i‘ Get yours! ;'&’i'

https://onefurther.com/work/spektrix



https://onefurther.com/work/spektrix

Pros

Easily accessible
Can add custom reports

Can remove irrelevant reports

Cons

Basic reports aren’t great
Custom reports are a WIP
No drill-down option
Can’t share them between accounts

Can’t schedule email delivery



GAA4 - Explorations




.|| Analytics

h Explorations

Start a new exploration

+

Blank

Create a new exploration

Type Name

Q Try searching “measurement ID"

Free-form

What insights can you uncover with custom
charts and tables?

Owner

Funnel exploration

What user journeys can you analyse, segment
and breakdown with multi-step funnels?

Last modified Property

Template gallery

Path exploration

What user journeys can you uncover with tree
graphs?

No explorations to show.




’.' Analytics Q, Try searching "how to create funnel”

f Explorations

i Start a new exploration Template gallery
I

_ + S 1, s

Blank Free-form Funnel exploration Path exploration
Create a new exploration What insights can you uncover with custom What user journeys can you analyse, segment What user journeys can you uncover with tree
charts and tables? and breakdown with multi-step funnels? graphs?

Type Name < Owner Last modified Property Q
& Spektrix conversion funnel Team OF 15:19 GA4 - :
=2 Hostname report Team OF 15:19 GA4 - :
= Membership funnel Team OF 15:20 GA4 - :

& Path exploration - what's on Team OF 15:20 GA4 - E
2 GTM tag usage Team OF 15:21 GA4 - :
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Exploration Name: TECHNIQUE
Step 1 Step 2 Step 3 Step 4

Funnel - Spektrix .
Funnel exploration v Choose seats 100% Basket 40.8% Checkout 75%  Purchase complete  89.4%

A
il
@ Quarter to date 12K
w

1 Jan - 27 Mar 2022 Visualisation

¢« ..| Analytics Q, Try searching "Behaviour overview"

Q
SEGMENTS 4 Standard funnel -
5.9K
= :: Paid traffic
. 0
 Mobile traffic MAKE OPEN FUNNEL » - _
SEGMENT COMPARISONS

DIMENSIONS - B 68K 59.2% B 1.2K 25% B 374 106%
Drop or select segment

:: Event name i '
Step Elapsed time Users (% of Step 1) Completion rate Abandonments Abandonment rate
. I | Gr...
- Default Channel Gr STEPS 7 1. Choose seats . 11,531 (100.0%) 40.8% 6,827 59.2%
: Device category 2 Choose seats 2. Basket 1d 02h 4,704 (40.8%) 75.0% 1174 25.0%
: Basket 3. Checkout 6h 35m 3,530 (30.6%) 89.4% 374 10.6%
METRICS —- -
. 4. Purchase complete 2h 17m 3,156 (27.4%) - - -
! :: Checkout
ive u [ o
- [ :: Purchase complete
cvent coun o
Trar tion

BREAKDOWN

Drop or select dimension

Rows per 5

........
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Q, Try searching "Behaviour overview"

Al Analytics

S @ e - 4

Exploration Name: TECHNIQUE
Funnel - Spektrix , Step 1 Step 2
Funnel exploration v Choose seats 100% Basket
Quarter to date 12K
1 Jan - 27 Mar 2022 v Visualisation
SEGMENTS + Standard funnel v
5.9K
.. Paid traffic
- 0
i Mobile traffic MAKE OPEN FUNNEL »
SEGMENT COMPARISONS
DIMENSIONS - B 68K 59.2% B 1.2K 25%
Drop or select segment
:: Event name .
Step Device category
e U e STEPS /’ 1. Choose seats Total
:: Device category :: Choose seats mobile
:: Basket desktop
METRICS —- -
. tablet
! :: Checkout
ive u [ o
- 2. Basket Total
- [ :: Purchase complete
cvent coun o
mobile
Trar tion deskt
BREAKDOWN eskiop
. Device category tablet
3. Checkout Total
Rows per 5 -
dimension

40.8%

Elapsed time

1d 02h

23h 35m

1d 04h

1d 07h

6h 35m

Checkout

\ 4

B 374 106%

Users (% of Step 1)

11,531 (100.0%)

7,050 (100.0%)
4,339 (100.0%)
146 (100.0%)
4,704 (40.8%)
2,379 (33.7%)
2,262 (52.1%)
63 (43.2%)

3,530 (30.6%)

S 2

Step 4

75%  Purchase complete

Completion rate
40.8%
33.7%
52.1%
43.2%
75.0%
66.0%
84.7%
69.8%

89.4%

LA

OF

@ -

o)
Y &

89.4%

Abandonment

6,827

4671

2,077

)
J

1,174

810

345

19
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Al Analytics

Exploration Name:
Funnel - Spektrix

Quarter to date

1 Jan-27 Mar 2022

SEGMENTS
-: Paid traffic

:: Mobile traffic

DIMENSIONS

:: Event name

:: Device category

METRICS

Active users

Event count

Transactions

.. Default Channel Gr...

TECHNIQUE

Funnel exploration

Visualisation

Trended funnel

MAKE OPEN FUNNEL

SEGMENT COMPARISONS

Drop or select segment

STEPS

:: Choose seats
.. Basket
:: Checkout

:: Purchase complete

BREAKDOWN

Drop or select dimension

Rows per 5

.........

Q, Try searching "Behaviour overview"

S @ e - 4

ALL CHOOSE SEATS BASKET CHECKOUT
02 09 16 23 30 06 13
Jan Feb
Step Elapsed time Users (% of Step 1)

1. Choose seats
2. Basket

3. Checkout

4. Purchase complete

- 11,531 (100.0%)

1d 02h 4,704 (40.8%)
6h 35m 3,530 (30.6%)
2h 17m 3,156 (27.4%)

S
PURCHASE COMPLETE
20 27 06 13
Mar

Completion rate Abandonments
40.8% 6,827
75.0% 1174
89.4% 374

:
<

500

400

300

200

100

20 27

Abandonment rate

59.2%

25.0%

10.6%




Pros Cons

Funnels! Shorter date range

More flexibility

Confusing interface

Can’t share them



Looker Studio



¢y Looker Studio Overview

OVERVIEW GALLERY CONNECT TO DATA VISUALIZATIONS HOME

Looker Studio

Your data is beautiful. Use it.

Unlock the power of your data with interactive dashboards and beautiful
reports that inspire smarter business decisions. It's easy and free.

USE IT FOR FREE

Connect Visualize Share

Easily access a wide variety of data. Looker Studio's Turn your data into compelling stories of data Share your reports and dashboards with individuals,

built-in and partner connectors makes it possible to visualization art. Quickly build interactive reports and teams, or the world. Collaborate in real time. Embed
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Looker Studio

OVERVIEW

GALLERY

Report Gallery

CONNECT TO DATA VISUALIZATIONS

HOME

.II Google Anshytics Asdiance Overview .|| Google Anshytics Acquinition Overview

Caat o - Davel i - A 138 Asih b Cowt mn o Davel i - T 1208 Mo v 9
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Google Analytics Acquisition... 'l
o

Google Analytics Audience O... .l
’ By Looker Studio Team

By Looker Studio Team

Quickly see how users came to your
website.

Customize the classic Google Analytics
audience overview report.

Seect date range

Youlll®] Sample Channe Report

:
:
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AdWords Report
By Looker Studio Team

.\ YouTube Channel Report D
By Looker Studio Team

Shows views, watch time, video shares,
and other key metrics over time.

Shows key conversion metrics.
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Google Analytics Behavior Ov... 'l
By Looker Studio Team ’

View what users are doing on your
website.
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Google Ads Search Auction In... .\
By Looker Studio Team

Google Ads Search Auction Insights
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7 Marketing Website Summary

| Default Data
o. Click to select Universal Anal’

Users Session:

65,233 89,8

t8.3% t 13.6%

Acme Marketing Website 'l
By Looker Studio Team ’

Branded report created for the fictitious
Acme Widgets company.

—
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Google Ads Search performa... .\
By Looker Studio Team

Google Ads search performance
overview
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SO g Marchandise Store -
Ecommerce Store .l
=

By Looker Studio Team

Shows data from an example Google
Merchandise store.
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Google Ads Video performance .\
By Looker Studio Team

Google Ads video performance overview
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O [New] Google Analytics Acquisitions Overview

. .' Google Analytics Acquisition Overview

Continent v

Region v

Users

51,659

Sessions

67,249

Top Acquisition Channels

@ Direct

® Paid Search
@ Display

O Affiliates

Acquisition

Sessions Users

67.2K 51.7K

Sessions Users

Source / Medium

ra T ry.n - .Y ry..

K\ Reset 2+ Share
Channel v Device v 12 Dec 2022 - 10 Jan 2023 v
Bounce Rate Goal Completions Avg. Time on Page
Y 14,338 :00:
Users (vs. New Users) Conversions
4K 10,000%
3K 5,000%
2K e T i St S
1K -5,000%
0 -10,00...
12 Dec 2022 22 Dec 2022 1 Jan 2023 12 Dec 2022 24 Dec 2022 5 Jan 2023
17 Dec 2022 27 Dec 2022 6 Jan 2023 18 Dec 2022 30 Dec 2022
Behavior Conversions
New Users Bounce Rate Pages / Session Avg. Session Duration Goal Conversion Rate Goal Completions Goal Value
44 9K 46.5% 4.4 03:12 21.3% 14.3K No data
New Users Bounce Rate Pages / Session Avg Session Durat.. Goal Conversion ... Goal Completions Goal Value

- N NN _

NN = A Y. . yYr."m - Ny AN

v




Overview Search terms Keywords

One Fu rther 1 Nov 2022 - 30 Nov 2022 .

Campaign status v
GOOGLE AD GRANT DASHBOARD
OVERVIEW -------========mmmmm s mm s oo s et e oot m e o s o s oo oo sooeoceomoeo oo eeoeoa \:
E Cost Impressions Clicks CTR Conversions Total conv. value E
- $9.62K 33.8K 6.8K 20% 334 18.9K ;

Impressions Clicks Cost w0 B Conversions —— Total conv. value
1.5K 350
/
20
1K 300
500 250 10
0 200 0
TNov 4Nov  7Nov 10Nov 13Nov 16Nov 19Nov 22Nov 25Nov 28 Nov 'Ldﬂq'Ldlm q’gqfl« 'Ldlmq'!«dﬂoq'p . Q- oqqp 04'19 OQ,LQ OQ'I'Q y 'LQ oq OQQ’Q o‘np
WO w0 WO L0t et W BN AN W AW W oW AN oW
Campaign Impressions Clicks v Conversions CTR Conv. rate Cost / conv.
2 ot \ a7 1725 [ iasa) 5535
3. of_whats_on 6,326 1,117 0 17.66% 0% $0
4. of_worship 4,601 773 13.14 16.8% 1.7% §201.32
5. of_learning 2,001 76 0 3.8% 0% S0
6. of_donations_membersh... 139 23 1 16.55% 4.35% §126.88
7. (GG) December Families 0 0 0 0% 0% S0
8. (GG) Donations and Char... 0 0 0 0% 0% S0
9. (GG) EDWARDTIDE UK 0 0 0 0% 0% S0
10. (GG) Families Online Tou... 0 0 0 0% 0% S0
Grand total 33,836 6,766 334.45 20% 4.94% $28.76

1-10/44 < >




Pros Cons

Really flexible layouts Data quota limits

Multiple data sources Can take time to develop

Some GA4 data not

available

Shareable




What to use




GA4 Reports Day-to-day ‘just checking’

In-depth / one-off bits of

A4 Expl '
G xplorations analysis. Plus funnels

Fancy, shareable reports

Looker Studio and dashboards



What to do

(three takeaways)




1. Delete (or move/hide) anything irrelevant

2. Get your GA4 reports in order - they’re the most
accessible to everyone

3. Create some Looker Studio reports for regular,
shared reporting




Thanks very much

@chrisunitt
onefurther.com



http://onefurther.com

UNDERSTANDING USER
BEHAVIOR VIA GA4

for Spektrix Presents Google Analytics 4
Yosaif Cohain (he/him)

IIIIIIIIIII



Hi from CI!

We help arts and culture organizations
market smarter:

Digital Advertising

Email Marketing

Search Engine Marketing
Search Engine Optimization

Social Content Creation
Website Analytics

CAPACITY INTERACTIVE



Your User =

Your Primary
Stakeholder

!

- ——— . B S—— - - -

CAPACITY INTERACTIVE



Behavioral data takes you
from hindsight to insight.

CCCCCCCCCCCCCCCCCCC



3 Levels to Understanding
User Behavior:

1. Get started with the default
2. Make your data accessible
3. Customize your data for your needs

CAPACITY INTERACTIVE



LEVEL 1: i
GET STARTED

CCCCCCCCCCCCCCCCCCC



GA4 has new site-level engagement metrics.

n Reports snapshot

@ Realtime

Life cycle

R

» Acquisition

)

v Engagement

Engagement overview

Events

o All Users Add comparison -

Engagement overview © -~

Average engagement time @

2m 22s

Engaged sessions per user @

0.93

CAPACITY INTERACTIVE



We shouldn’t stop at site-level behavioral data - we must drill deeper in
order to learn more.

n Reports snapshot
@ Realtime
Life cycle A

Q

»  Acquisition
@ ~ Engagement
= Engagement overview
Events
Conversions
Pages and screens: Page p...
» Monetization

Retention

Q_ Search...

1

2

Page path and screen class ~ +

/production/evanston-salt-costs-climbing/

/production/evanston-salt-costs-climbing/tickets/

4 Views

33,869
100% of total

13,216

4,636

12,856
100% of total

8,352

2,859

Views per user

2.63
Avg 0%

1.58

1.62

Average engagement time

Om 4é6s
Avg 0%

0Om 34s

Om 26s

CAPACITY INTERACTIVE



Enable Enhanced Measurement to collect behavioral data without code.

Scrolls m
@ Capture scroll events each time a visitor gets to the bottom of a page. ‘

Outbound clicks

Capture an outbound click event each time a visitor clicks a link that leads them away

@ from your domain(s). By default, outbound click events will occur for all links leading Q
away from the current domain. Links to domains configured for cross-domain 4_
measurement (in Tagging Settings) will not trigger outbound click events.

Site search

Capture a view search results event each time a visitor performs a search on your site

@ (based on a query parameter). By default, search results events will be fired any time a Q 4—
page loads with a common search query parameter in the URL. Adjust which
parameters to look for under advanced settings.

CAPACITY INTERACTIVE



LEVEL 2.

AGCESSIBLE DATA

CCCCCCCCCCCCCCCCCCC

NEXT LEVEL!

o

NEXT LEVEL!

o

NEXT LEVEL!

v

NEXT LEVEL!
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Invest in Your Success
Configure the default reporting interface @ D byl < FebOmke - Nowt, a0t 30 00

Content Dashboard

BUiId Explorations Source: GA4 (G-8GN8D1E645)

Content Performance

Page Views by Site Section

60%
40% 44.06%

20%

19.58%
24 19415 0.26 w 0.77 0.09 1.95 0.3 0.77
0%
Press
Ci e

Create and automate dashboards

Visit

(not set ) Campaigns Give Internal Search
ce ts




LEVEL UP:

CUSTOM IMPLEMENTATION
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Instead of measuring content only by individual pages...

Q_ Search.. Rows per page: 10 ¥ Goto: 1 1-10 0f 2515 D

Page path and screenclass ~ + ¥ Views Users Views per

user

604,515 157,380 3.84

100% of total 100% of total Avg 0%

1  /operas/la-traviata/ 78,200 47,153 1.66

2 /opera%/dlalogues-of-the- 53,964 25795 209
carmelites/

3 / 50,797 30,317 1.68

4  /operas/eugene-onegin/ 49,991 19,634 2155

5  /buy-tickets/ 24,958 13,546 1.84

6  /calendar/ 24,364 15,518 1.57

7 /sezfsons/2022-23-season/the- 23182 12,345 1.88
traviata-encounter/

CAPACITY INTERACTIVE



...categorize them into meaningful groupings.
Try section/subsection/template/genre, etc.

Q_ Search... Rows per page: 10
Page path and screenclass ~ + 4 _\{[l_?_V_V_S_
604,515
100% of total
1 /operas/la-traviata/ 78,200
2 /opera%/dlalogues-of-the- 53,964
carmelites/
S/ 50,797
4  /operas/eugene-onegin/ 49,991
5  /buy-tickets/ 24,958
6  /calendar/ 24,364
7 /seasons/2022-23-season/the- 23182

traviata-encounter/

Goto: 1

157,380
100% of total

47,153

25,795

30,317

19,634

13,546

15,518

12,345

1-10 0f 2515 D

Views per

1.68
2855
1.84
1.57

1.88

Q_ Search...

site_section ~

1 Tickets
2 Account

3 Purchase Path

4  Homepage
5 Blog

6  About

7  Visit

Q I aarn

J Views

604,515
100% of total

347,962

66,583

52,809

50,549

20,930

16,736

8,436

Q297N

v

Rows per page: 10

157,380
100% of total

127,678

13,461

8,619

30,260

157,328

7,019

4,628

E 701

1

Views per

6.13

1.67

0.13

2.38

1.82

1-100f19 >

Average

0Om 03s
Tm 04s

Om 59s

1Tm N1e

CAPACIT

Y
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Don’t just
capture page
URLs—collect
metadata about
the page.

AWYZ sanrrancisco
Z/i\S OPERA

'
7
¥

W7
=

I\

FINAL PERFORMANCE |S DECEMBER 3

La Traviata

NEW SAN FRANCISCO OPERA PRODUCTION

By Gluseppe Verdi

V| Site Section: Tickets

Language: English

<]

Jump To v

Overview

DATES
November 11-December 3, 2022

COMPOSER
Giuseppe Verdi

PRICE
Starting at $31

RUN TIME
Approximately 3 hours, including two

intermissions

BUY TICKETS

:| Page Type: Production Details
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Define meaningful components
track them.

Through GTM, add tags that will let you see
how your users interact with the tools,
features, and content you create for them.

Henri Matisse
Femme au chapeau (Woman with a Hat), 1905

Winndid this painting cause a scandal?

Audio Guide

LL

& L
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GA4 “CHEAT

CODES™

RO E-I D —LIFE-
Yo

;ﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂr
f'ﬁfﬁrﬁrﬁrﬂrﬂrﬁﬁi'ﬁfi'ﬁwﬂrﬁiﬁhgr

e TR RONSTES g i
L,

L R - S ﬁ#

it it
1303 . inth
Tl ##
##

L S ’I"f ;

llllllllllllllll

RO E-I E-l —LIFE-
Yo

!ﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂﬂF
TRIBTRTRIRIRTRTRTRI BT RTRTBI BT O T

A 'i IT’S DANGEROUS TO GO "IJ'JI
fﬂ'p ALONE! TAKE THIS.

T O B W ﬁﬁ

#ﬁ #ﬁ
Trie | feie
#ﬁ ##

. maaam.s:'::’ ;
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GA4 is a challenge—and Growth Mindset
Use GA4 to improve at analytics and better understand

an opportunity. your users

Don't wait for perfection to begin

A phased approach might work best for your
organization and your budget

Prioritize the User and the UX
Your website’s main stakeholder is the user

Behavioral data and analysis helps you maintain a
user-centric approach to your website

CAPACITY INTERACTIVE



Timely and Relevant Resources
https://bit.ly/Follow-Up-Resources-Capacity
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