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About
BlackTruck

30+ years of digital marketing experience 
and recognized internationally for 
excellence in SEO , D igital Advertising, 
and C ontent M arketing across industry.

W e aim to apply our craft to your 
industry, your challenges, and your goals 
for a positive outcome.



Agenda (1) Universal Analytics (GA3) vs.  
Google Analytics 4 (GA4)

(2) W hat you need to do to prepare 

(3) W hat this means for the future 
of attribution /  measurement in 
digital marketing



It's Going Down July 1, 2023



UA (GA3) vs. GA4



- Alex Birkett, Omniscient Digital and JJ Reynolds, M ediauthentic

UA GA4





UA
Based on Sessions

Code B ase 25 Years O ld

Pre-W eb 2.0, eCommerce, M obile, 
Social, Broadband

Pre-Privacy Era

GA4
B ased on Events

B uilt for Current Environment

M ulti-surface, eCommerce-dominant, 
M obile-first Landscape

Privacy-Forward Era





UA Data
7 Types of Hit Data

(pageview, timing, ecomm, etc.)

Session-based, Pageviews

Less Sampling/ M odeling

Cookie-based

GA4 Data
All H it Data is an Event

(event, event, event, event, etc.)

Event-based

M ore Sampling/ M odeling

"Google Signals" + Cookies
(1st Party-only W hen Chrome B locks 3rd)



UA Data Storage 
& Retrieval

Duration: Unlimited

Throttling: Not Really a Problem 

GA4 Data Storage 
& Retrieval

Duration: 2 months or 14 M onths*

Throttling: B ig Problem
(Affects Platforms That Access API - like 

DataStudio/ Looker)

You'll Likely Need Data W arehou$ing



Has Historical Data *Actually* Been 
Comparable Since 2020 Tho?



UA Events
Not Tracked Automatically

Structure Limited
(Category, Action, and Label)

Not Customizable

GA4 Events
Automatically Tracked

Structure Flexible
(Up to 25 Parameters for Each Event)

H ighly Customizable



UA Sessions
Group of Hits By a User 
in a Given Time Period

Less Accurate for International

GA4 Sessions
Group of Events B y a User 

in a Given Time Period

M ore Accurate for International



GA4: 
"Engaged Session" 
Defined

Lasted At Least 10 Seconds

At Least 1 Conversion Event

M in. 2 Page/ Screen V iews

-O R-

-O R-



Engagement Rate vs. Bounce Rate

Engagement
Rate

B ounce
Rate



UA Success M etric
Conversions Name: "Goals"

"Instant" Setup

Limit: 500 (20 per view x 25 views)

GA4 Success M etric
Conversions Name: "Conversions"

Setup Requires Event Firing (<24 hrs)

Limit: 30/ property



UA Reports
Focus: Pre-B uilt

Philosophy: Analysis H appens In UA

Display: Expanded
(M ultiple Tables)

GA4 Reports
Focus: Custom

Philosophy: Analysis H appens O utside GA4

Display: Condensed
(Reorganized Into Single Tables)

TIP
Look for:

"Demographic Details" (1 table, 7 reports)
- and -

"Tech Details" (1 table, 10 reports)



UA Acquisition 
Reports

Overview
All Traffic
- Channels
- Treemaps
- Source/ M edium
- Referrals
Google Ads
Social
Campaigns

GA4 Acquisition 
Reports

Acquisition overview
User acquisition
Traffic acquisition

(Note: this is likely a hint at the future of 
attribution, i.e. there won't be much)



UA Losses
(Free) Historical Data Storage

V iews

Scheduled Report Emails

Easy Date Navigation

M ost Pre-formatted Reports

Annotations

Saved Segments

GA4 Gains
DebugV iew

Predictive Analysis /  M achine Learning

Anomaly Detection

Use Custom Dim. as Primary Dim.

Audience-based Conversions

Elapsed Time to Convert

Forwards/ B ackwards Pathing



How to Prepare for GA4



A Proposal: Change Everything

"B lame Google" 
H all Pass

Once-in-a-generation 
opportunity to reset with 
stakeholders.

Shed Y our 
Technical Debt

W e've adapted to a lot of 
change and had to carry a 
lot of baggage as a result.

M easure W hat 
M atters

If you're not using a piece 
of data to shape decisions -

- why are you measuring it?



Get Comfortable W ith Looker Studio 
(Formerly Google Data Studio)



Prepare: Turn On 
14-month Data 
Retention

Admin > Data Settings > Data 
Retention



Prepare: Turn Off 
Automatic Form 
Interactions

Admin > Data Streams > [select your 
data stream] > Enhanced 
measurement > Form Interactions



Prepare: Don't 
Port Over UA 
Event Settings

Admin > Data Streams > [select 
your data stream] > Configure 
Tag Settings > “Collect 
Universal Analytics Events”



Prepare: Avoid (or 
Use Sparingly) the 
Setup Assistant 
& W izards



Blending UA/GA4 in Looker Studio
(courtesy Dana DiTomaso, K ickpoint)



Prepare: Consider 
Data W arehousing



Prepare: Consider 
Paid Alternatives to 
Google Analytics

Adobe Analytics

Amplitude

H eap

K issmetrics

M ixpanel

Starts at $500/ mo

Growth plan $995/ mo

Growth plan $300/ mo

Starts at $299/ mo

Growth plan starts at $20/ mo



The Future of Attribution





Less User Data = Three Things

Less Accurate 
Targeting

Fewer available targeting 
interests /  features.

(Esp. health/ medical, 
politics, race, religion, etc.)

H arder
Attribution

W e know less (or in some 
cases, nothing) about what 
brought someone to our 
website.

Less M achine 
Learning

Ad platform targeting (esp. 
social ad platforms) is 
heavily-reliant on learning 
from user behavior after 
encountering an ad.



Custom 
/  User-Based Contextual

Privacy Impact on Digital Ad Targeting



Privacy Impact on Marketing Attribution



Current Attribution Band-aids

Server-side 
APIs

Information is exchanged 
on the server side (not the 

client side like a cookie).

I.E. The Facebook 
Conversions API (CAPI)

In-Platform 
Conversions

Changing the funnel so the 
conversion happens IN SIDE the 
ad platform instead of on your 

site.

I.E . FB  Instant Forms /  
M essenger Ads, FB/ Insta 

Shopping, LinkedIn Lead Gen Ads

Data M odeling
Extrapolating from limited 
data using new statistical 

models.

I.E. AI-driven solutions 
(you know, the ones that can't 
properly count human fingers 

at the moment)



"Trends, N ot Absolutes"
(- Dana DiTomaso, K ickpoint)

W e aren't going to know exact numbers 
(and, actually, we never truly did).

Focus on what trends tell us to (a) keep 
doing, or (b) change.

M ulti-Touch Reality
A single ad does not cause a conversion.

M ost have multiple points of contact.

All our channels work in concert, 
not unilaterally.

Navigating Reports to Stakeholders



Articles/Tools

• Krista Seiden’s GA4 Cheat Sheet
• Google’s GA4 “Announcements” Page (for the latest changes to GA4)
• SparkToro Office Hours [Video]: “The End of Attribution” with Rand Fishkin
• Data Driven’s Periodic Table of Google Analytics 4
• GA4Spy’s GA4 Dimensions and Metrics Cheatsheet
• Orbit Media: GA4 Versus Universal Analytics
• New Perspective: Google Analytics 4: How to Make the Switch from GA3 and Leverage 9 Great New Features
• Google’s GA4 “Business Objectives” Collection
• GA4 Looker Studio Template – Year-to-Year Basic Looker Studio Template
• GA4 & UA Looker Studio Template – Comparing GA4 and UA Data in Looker Studio Template

Tutorials:

• Analytics Mania [Video]: Acquisition Reports in Google Analytics 4
• Loves Data: Automatic, Recommended and Custom Events in GA4
• Measure School: Complete Google Analytics 4 Course for Beginners (2023)

https://ksdigital.co/ga3-vs-ga4-guide/
https://support.google.com/analytics/answer/9164320?hl=en
https://www.youtube.com/watch?v=PGomifZVP1U
https://www.datadrivenu.com/google-analytics-4-periodic-table/
https://data.ga4spy.com/
https://www.orbitmedia.com/blog/ga4-vs-universal-analytics/
https://www.npws.net/blog/google-analytics-4-features
https://support.google.com/analytics/answer/12924488?sjid=8367967512528050321-NA
https://lookerstudio.google.com/reporting/91fc82b1-d34c-463d-b446-01a325a05974
https://lookerstudio.google.com/u/0/reporting/91fc82b1-d34c-463d-b446-01a325a05974/page/mIVb
https://www.youtube.com/watch?v=ldSOshmM5s8
https://www.youtube.com/watch?v=N5mGXJLrtrs
https://www.youtube.com/watch?v=ZOmhyQICMXw
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