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Proprietary + Confidential

On July 1, 2023, standard Universal Analytics properties will no
longer process data.

You'll be able to see your Universal Analytics reports for a period of time after July 1,
2023. However, new data will only flow into Google Analytics 4 properties.

Note: 360 Universal Analytics properties will receive a one-time processing extension ending on July 1, 2024.
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The changing digital
landscape




Public sentiment on privacy has shifted, government
and tech platforms respond by giving users greater control

Users are demanding more control and transparency
over data collected and used for ads personalization.

640/0 User privacy controls

of consumers say they mistrust companies to
protect their personal data and privacy online.’

Browser updates
@ Browsers and mobile operating systems are restricting

5 7 o/ the use of third-party cookies and mobile identifiers.

Regulatory changes
of consumers believe companies are selling ((Vy New regulations such as GDPR and CCPA are
their data.’ impacting how data can be collected and used.




The digital ecosystem will continue to evolve

Traditional identifiers such
as 3P cookies and app
IDs will provide diminished

coverage and disappear overtime.

@

The granularity of event-level
conversion data will continue
to decrease, and we will need
to move to more aggregate
measurement.

o

Regulations on consent
collection will continue to
increase and change.



What this means for you...

You will need technologies to provide both durability and
comprehensiveness to your conversion data.

Wy

adapt as new solutions are continued to be brought to

You will need to be agile and ready to experiment and
@ the market in the next several years.

— Get comfortable with machine learning and automation.
HH UB These will be at the core of new technologies and central to
future measurement success.



This is an opportunity for you to re-engage with your
customers and build a privacy-first advertising strategy

Redefine Strengthen Build trust

advertising strategy measurement foundation

Use newfound insights from your Augment existing data with new and Build trust with customers and
relationships and measurement durable data sources. Additional data generate richer insights about their
foundation to power your marketing sources will be necessary to achieve a needs and preferences through
strategy for more effective campaigns. comprehensive view of measurement. developing strong relationships.

When people trust a brand, they are about of high-growth companies are
x 2x as willing to share their personal information.” shifting to a first-party data strategy.?
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Derive powerful business
insights and actions




Google Analytics 4 enables you to answer strategic
guestions in innovative ways and drive impact

Collect & enrich first-party Take action on

data in a privacy-safe way your data
o ........................................................................................................................................... o
Web interactions GO SIS > Advanced Analytics
via BigQuery
App interactions
........... N o
Offline interactions @
DU > \ P Activate your 1P data
“ Q via Google Ads & GMP

Other business data



Google Analytics 4 is a new analytics platform designed
to keep up with the changing digital ecosystem
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Optimize marketing campaigns by exporting audiences
and conversions to reach users across the funnel

Only in GA4: DV360 & SA360 integration for GA S '
Standard @ .
Auto-bidding
.. Audiences : Multiple bidding strategies such as
) i Maximize Conversions to increase efficiency
Activation : and optimize campaigns
0 O ........... > :
7 ‘.’ \ : Data-Driven Attribution (DDA)
St Predictive  Dimensions, Q/ Custom model to optimize your bidding
Signals Metrics  Metrics, Events . based on your specific account's

performance data in Google Ads

Engaged View Conversions (EVCs)

v . Reach users who view your in-stream

Conversion events
.. YouTube video ads and then convert on your

(app + web) site or app
@ J ° """""" > . Remarketing
b . Reach users across the funnel with Google
. Ads, Search Ads 360 and Display and Video
Purchase App Complete . 360
install Video "
A

Automated Bidding | Data-Driven Attribution | [GA4] YouTube Web EVC event | [GA4] Activate Gooale sianals for GA4 | [GA4] Create, edit, and archive audiences | [GA4] User-ID for cross-platform analysis | [GA4] Predictive metrics


https://support.google.com/google-ads/answer/2979071
https://support.google.com/google-ads/answer/6394265
https://support.google.com/analytics/answer/10130476
https://support.google.com/analytics/answer/9445345
https://support.google.com/analytics/answer/9267572
https://support.google.com/analytics/answer/9213390
https://support.google.com/analytics/answer/9846734

Evaluate YouTube ad performance in conversion reports

First ever direct integration with YouTube

O =

Integrate YouTube
Link your property to Google A user watches at least 10
Ads, and activate Google seconds of a skippable
Signals in-stream ad on YouTube

GA4] YouTube Web Engaged View Conversion events | [Google Ads] About Engaged-view conversions

4

Purchase

User converts on your website
within 3 days of viewing the
YouTube video

Reports

YouTube Web Engaged View
Conversions (EVCs) Events are
available in your Analytics
reports


https://support.google.com/analytics/answer/10130476
https://support.google.com/google-ads/answer/10048752

Enable the Google Ads suite of privacy-centric
measurement solutions for a future-focused digital strategy

&

Google
Analytics 4

Measurement &

o
— } attribution O -
B¢ |
stowize © 7] : O
itewide
© tagging O —
Campaign automation &

optimization
User interacts Revenue
with your growth
business

Privacy-centric measurement solutions work together to gather and use first-party data. This data helps you to accurately measure and attribute conversions for your
campaigns. More accurate conversion data fuels Google automated solutions to optimize your campaign performance and help grow revenue for your business.
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Get started




Journey to get started with GA4

Maturity Level

Stage 3
Stage 2 Test New Features
DTy Audience Activation (Predictive)
ual set-up Campaign Reporting (YT EVC &
Sta el Medium (Events) & ACe)
Advanced Implementations (User
GA4 Dual Set-up ID integration)

Basic Implementation

Stage 5
Stage 4
Complete GA4 Migration
A A GA4 360
' Daily Re_portlng GA4 Free
Business Intelligence (Funnel
Reporting)

Customer Insight (Attribution)

Transform

Universal Analytics (UA)
Use UA as your source of record



@ Avoid wasted time and resources

7 Remain competitive

Remain competitive by using
cross-environment insights that
enable compelling go-to-market
strategies

X Reduce down time

Prevent a lack of continuity by
tagging now, so historical data is
available for trending analysis in
the new GA4 property type

&, Mitigate siloed data

Avoid data governance risks, and
reduce time spent analyzing
data in different platforms such
as: Universal Analytics, FireBase
for Analytics, GA4

Google



Recap: Get setup for success with a best-in-class
digital marketing strategy, built with privacy in mind

1. Prioritize 2. Implement 3. Evaluate the
privacy readiness impact
Take action now and identify Start with a strong tagging Once implemented, measure
what you need to implement. infrastructure to build a the effectiveness

first-party data foundation. of these solutions against

your KPIs.



Thank you




