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Tracking is often an afterthought for marketing 

campaigns, it is really the most important bit.

Make sure you:

Use Google Analytics to measure and monitor 

results across multiple channels

Use Ad Platform specific pixels/analytics to 

optimise your media buys
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If you can’t see this, then you need to revisit!
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Third party pixels

Facebook

TikTok

Taboola

Make sure they’re all tracking

Volume

Value

Type - one-off, monthly, p2p, shop etc.
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Universal Analytics is going 
away – 1st July 2023 it’ll stop 

recording data (unless 
you’re a paid Analytics 360 

customer)
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Universal Analytics Google Analytics 4

Navigation & Terminology
Quite different between the two – more on this later!

Measurement
Session-based data model

Flexible event-based data model

Reporting
Limited cross-device and cross-platform 

reporting

Full cross-device and cross—platform 

reporting

Automation Limited automation
Machine learning throughout to improve and 

simplify insight discovery

Cookies
Relies on cookies as primary means of 

tracking sessions across users.

Yes, uses first-party cookies when they’re 

available.

Also started incorporating machine learning 

to fill potential data gaps.
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• Bounce rate

• Specific reports – likely to get added within next 12 months

• If you don’t install GA4 you don’t get the data and can’t easily do comparative analysis in the future 

– better to get it now but imperfect as opposed to missing out and not collecting data

• GA4 data doesn’t match UA – data in UA isn’t accurate either, this can be due to:

• Javascript not executed

• Blockers in place

• Mobile devices closed before loads

• Thank you pages closed before loaded

• Sessions based on pageviews

• Data never been perfect it’s directional

• Front-end not good – back-end is enterprise level, likely to see rapid innovation with front-end 

• No product scoped custom dimensions – likely to be by July

• Views – almost always used incorrectly – achieve views via user-interface (360 will have views)



WWW.DIGITALNINJAS.COM

There are 3 new metrics we’ll see in our GA4 reports:

Engaged session: 

count of sessions that lasted longer 
than 10 seconds, or had a conversion 
event, or had 2 or more screen or 
page views.

Average engagement time 
per session: 

the User engagement duration per 
session. In other words, the amount of 
time the user is actually engaging with 
the page (scrolling, etc) and the page 
is the primary window being viewed on 
the screen.

Engagement rate: 

Engagement rate is the ratio of 
Engaged sessions relative to total 
sessions. If you had 1,000 total 
sessions and 130 of them qualified as 
Engaged sessions (per Google’s 
definition above), the Engagement 
rate would be 13%.
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Deploy your GA4 tracking script via 
Google Tag Manager (GTM)

If you haven’t already configured GTM for your site – get it 
set up today

Before you deploy produce a 
measurement plan

As a minimum think about your organisational objectives 
and how these translate to your website/mobile apps
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1. What is the most popular content on 
my site?

2. What is the most popular arrival 
page(s) on my site?

3. Where is my traffic coming from and 
how is it performing?

4. Which paid search/grant keywords 
are driving traffic/results?

5. Which goals/eCommerce transactions 
are driving the most value?
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Download your free GA4 configuration check-list bonus content by visiting: 

digitalninjas.com/fia

or scan the QR code below:

Set up GA4 as soon 
as you possibly can

Familiarise yourself with 
the new terminology

Test your setup. Revenue 
discrepancies with 

Universal analytics and 
amend. 

It will get easier to 
work with over time
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