


The objective of this audit is to conduct a thorough gap analysis of the current Google Analytics implementation on the website.

Google Analytics 
Implementation Audit

The audit will assist the company in eliminating work�ow and conversion tracking ine�ciencies in GA4 and will also help in evaluating overall tracking
 and data collection health allowing the business to make data driven decisions 

GTM Implementation Setup

Google Analytics 4 Property Setup

Google Analytics 4 PageView Setup

PageLoad Tagging Status

User Interactions and Events

Lead Generation

Landing Page Analysis

E-Com item View

Purchase

Conversions

Google Ads Integration

Marketing Data Points

Goals and Business Intelligence

Product Linking

User Data Privacy Regulation Compliance

The audit has been done on status of the following items in the Google Analytics Implementation stack and GTM :

Pass: Con�gured correctly

Evaluate: Consider feature adoption

Fail: Address con�guration
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Missing data source
There is no data source associated with this component

See details

Findings :Parameters : Comments :

Your Overall Audit Score
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Good Points Missing Points

31.8%

68.2%

Category Total S… Site Score Score %
GTM Implementation Setup 7 3 42.86%

Google Analytics 4 Property Setup 19 11 57.89%

Google Analytics 4 PageView Setup 7 6 85.71%

PageLoad Tagging Status 2 2 100%

User Interactions and Events 9 5 55.56%

Lead Generation 4 3 75%

Landing Page Analysis 6 3 50%

E-Com item View 11 8 72.73%

Purchase 6 4 66.67%

Conversions 4 3 75%

Google Ads Integration 6 4 66.67%

Marketing Data Points 21 19 90.48%

Goals and Business Intelligence 1 0 0%

Product Linking 3 2 66.67%

User Data Privacy Regulation Complian… 4 2 50%
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Executive Summary
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1. Lack of eCommerce Events

Issue: Key eCommerce events such as begin_checkout, select_item, and view_item_list, typically reserved for tracking product interactions in eCommerce, are not being
utilized to track essential steps in the nonpro�t’s donation process. These events can be repurposed to measure interactions such as viewing donation options, selecting
donation amounts, and beginning the donation process.
Impact: Without tracking these key interaction events, there is a signi�cant gap in understanding how users engage with donation forms or event registrations. This leads
to underreporting of important actions such as starting the donation process or selecting a speci�c donation amount. Consequently, it becomes di�cult to identify where
users drop off or struggle, limiting the ability to optimize the form completion and donation process, potentially resulting in lost donations or lower engagement.
Recommendation: Utilize eCommerce events such as begin_checkout, select_item, and view_item_list to track the donation process in GA4. 

2. Discontinuity of Data Due to Separate GA4 Properties

Issue: The setup separate GA4 properties for the main domain and other subdomains, leading to session discontinuity and fragmented data tracking across user journeys.
Impact: This results in incomplete tracking of user interactions across both domains, causing session breaks and an inability to accurately attribute user behavior,
conversions, and revenue between the main site and the shop.
Recommendation: Implement cross-domain tracking by using same GA4 property across subdomains to unify both domains, allowing seamless tracking of user sessions
and interactions between the main domain and the shop.

3. Unassigned Tra�c

Issue: A signi�cant portion of tra�c is classi�ed as "Unassigned," meaning that many sessions are not being properly attributed to the correct channels or sources. For
instance, (not set) in source/medium indicates missing or incomplete tracking.
Impact: Limited insights into marketing channel performance and effectiveness.
Recommendation: Review and correct the UTM tagging on marketing campaigns and ensure that all external links are tagged properly. This will allow accurate
source/medium data to be captured. Explore creating a custom channel grouping to bucket these tra�c appropriately into their corresponding channels.

4. Session Timeout Con�guration

Issue: The session timeout for the data stream is con�gured for 7 hours and 55 minutes, which is signi�cantly longer than the standard session timeout period (default: 30
minutes).
Impact: Longer sessions may cause metrics such as bounce rate, session duration, and average session engagement to become skewed. For instance, the system might
report unusually long session durations, even if the user was inactive for most of that time.
Recommendation:  It is recommended to set the session timeout closer to the default of 30 minutes, which aligns with typical user behavior.

5. BigQuery Not Linked

Issue: BigQuery is not linked to the website’s Google Analytics 4 (GA4) property, which limits the ability to perform advanced data analysis and reporting for the NGO’s
website.
Impact: The lack of BigQuery integration makes it harder to create detailed, custom reports that track website engagement, donor behavior, or conversions, which are
critical for measuring the success of campaigns or initiatives.
Recommendation: Leverage BigQuery to combine GA4 data with other data sources, enhancing your ability to perform detailed analysis on user interactions, campaign
effectiveness, and business performance.

6. Use of Universal Analytics Tags Across Website Pages

Issue: Universal tags are still active across all website pages even though Universal Analytics has stopped processing new data.
Impact: The presence of active Universal tags leads to futile data collection which results in wasted resources, increased data clutter, and undermines the integrity of the
data environment.
Recommendation: Pause or remove Universal tags across website pages. This proactive measure will streamline tag management practices, reduce resource wastage, and
maintain data integrity

7. User Interaction Events

Issue: User interaction events are not set up in GA4, meaning key actions like clicks, form submissions, video engagements, scrolls and other engagements are not being
tracked e�ciently. This results in a lack of visibility into user behavior on the website. Without these events, it's di�cult to assess how users are interacting with various
elements.
Impact: The absence of user interaction tracking leads to incomplete data, making it hard to understand user engagement and optimize the website accordingly. This
affects decision-making, as crucial insights about conversions, drop-offs, and user preferences are missing.
Recommendation: Set up custom events in GA4 to track critical user interactions, such as clicks, form submissions, and other engagement actions. Use Google Tag
Manager or directly implement event code to ensure that all key behaviors are captured accurately.
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Overall KPIs
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Observations:

Key Performance Indicators 
A monthly snapshot of primary metrics for the business, showcasing changes compared to the previous month.

Purchase revenue

$757.59K
 24.0%

E-commerce purchases

5.0K
 24.3%

Avg. Order value

$152.49
 -0.3%

Conversion rate

2.23%
 6.4%

Sessions

222.8K
 16.8%

Monthly Performance Summary 
The following section provides a monthly overview of the business's key performance indicators (KPIs).

Month Purchase revenue E-commerce purchases Sessions CVR Avg. Order value

Sept 2024 $757,591.56 4,968 222,792 2.23% $152.49

Aug 2024 $611,078.41 3,997 190,679 2.1% $152.88

Total revenue reached $757.59K, representing a 24.0% increase compared to the previous month. This suggests a positive trend in sales, indicating successful marketing or
promotional efforts.

The number of purchases was 5,000, which is a substantial increase of 24.3%. This re�ects a growth in customer engagement and successful conversion strategies.
Sessions:

The website attracted 222.8K sessions, marking a 16.8% increase. This indicates that more users are visiting the site, potentially due to improved tra�c generation efforts.

The conversion rate showed an increase of 6.4% MOM. This indicates that in spite of 16.8% increase in sessions, the ecommerce purchases have increased at a higher rate
indicating a successful strategies to convert visitors into donators.

The average order value is $152.49, showing a slight decline of 0.3%. This may require further investigation to understand if customers are purchasing fewer high-value
items or if there are other in�uencing factors.

Overall Summary

The business shows signi�cant growth in revenue, purchases, and sessions, indicating effective marketing strategies and improved customer engagement. However,
while conversion rates are improving, a slight decrease in average order value may need attention to ensure that customers are not opting for lower-priced items. 

Target Revenue Target Purchases Target Sessions Target CVR Target AOV
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1. Paid Social's AOV is among one of the lowest at $72 indicating that the audience coming in from social ads do not like to donate higher amounts. There is an
improvement of 17% which is a positive and the business would hope this improves further in the coming months.

2. Organic Search's conversion rate is among the lowest at 0.88% (this is an increase of 11% MOM) indicating an opportunity to optimize the performance. A positive
point here is that the AOV for Organic Search is highest sitting at $246. 

3. An alarming drop in performance if from Email channel. There is a drop of ~50% in both purchases and revenue in spite of ~21% drop in sessions. This has resulted
in a whopping ~43% drop in conversion rate. Although the overall conversion rate for Email is still among the leaders, a signi�cant drop in all key metrics suggest a
room for improvement especially considering its high CVR and relatively high AOV.

4. There is a high number of tra�c bucketed under Unassigned which needs to be reviewed. This takes away from our ability to reliably generate actionable insights
from marketing channel reports.
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Web - By Source/Medium

© 2024 DataVinci, LLC  Æ  Reach out 

Observations:

Monthly Performance Summary 
The following section provides a monthly overview of the business's key performance indicators (KPIs).

Session source/medium Purchase revenue % Δ Sessions % Δ E-commerce
purchases % Δ CVR % Δ Avg. Order

Value % Δ

56.3% 24,676 100.5% 1,414 34.8% 5.73% -32.8% $211.96 16.0…

2.5% 37,238 -2.3% 634 3.8% 1.7% 6.2% $175.83 -1.2%…

395.5% 26,049 183.1% 1,312 323.2% 5.04% 49.5% $72.5 17.1…

11.2% 37,360 5.6% 263 10.5% 0.7% 4.6% $260.1 0.6%

9.8% 8,812 9.6% 391 33.0% 4.44% 21.4% $145.97 -17.5…

-58.6% 1,441 -50.7% 196 -70.8% 13.6% -40.8% $154.35 41.8…

-9.8% 2,879 -18.0% 100 -25.4% 3.47% -9.0% $131.06 20.8…

44.9% 3,603 3.3% 53 26.2% 1.47% 22.2% $192.54 14.8…

-30.8% 148 -51.0% 60 -56.5% 40.54% -11.3% $163 59.2…

- 439 7,216.7% 90 - 20.5% - $88.7 -

112.5% 400 5.8% 32 52.4% 8% 44.0% $215.91 39.5…

450.8% 1,823 23.6% 23 64.3% 1.26% 32.9% $290.96 235.3…

-24.9% 203 -22.2% 25 -7.4% 12.32% 19.0% $245.68 -18.9…

-15.3% 12 -7.7% 94 9.3% 783.33% 18.4% $62.01 -22.5…

▼

1 - 100 / 1217 < >

Performance by Source/Medium
A monthly snapshot of primary metrics for the business, distributed by source/medium

Revenue by Source/Medium Purchases by Source/Medium

obshare

Sessions by Source/Medium
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 24.0%

Purchases

 24.3%
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Overall, Google CPC is the highest performer in terms of revenue and shows signi�cant growth in sessions and purchases. 

Paid Social also demonstrates remarkable increases, especially in purchases. 

However, Email Campaigns show a concerning decline in both revenue and engagement metrics. Organic Search maintains stable performance, while Direct Tra�c has
seen a slight decrease in sessions. 

The data indicates a strong reliance on paid channels for revenue growth and highlights the need to enhance email marketing strategies.
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Web - By Device Category
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Observations:

Monthly Performance Summary 
The following section provides a monthly overview of the business's key performance indicators (KPIs).

Performance by Device Category
A monthly snapshot of primary metrics for the business, distributed by device category.

desktop
mobile
tablet

Revenue by Device Category

desktop
mobile
tablet

Purchases by Device Category

mobile
desktop
tablet

Sessions by Device Category

Revenue

 24.0%

Purchases

 24.3%
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 16.3%
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Conversion Rate by Device Category Average Order Value by Device Category

AOV

desktop mobile tablet
0.00
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100.00

150.00

200.00

Device category Purchase revenue % Δ E-commerce
purchases % Δ Sessions % Δ CVR % Δ AOV % Δ

desktop 14.5% 2,434 -0.2% 107,998 2.1% 2.25% -2.2% $194.31 14.8%

mobile 39.8% 2,397 64.3% 111,582 36.1% 2.15% 20.7% $109.50 -14.9%

tablet 113.3% 137 38.4% 5,370 69.1% 2.55% -18.2% $161.81 54.2%

▼

1 - 3 / 3 < >

Overall Performance: 

Desktop continues to lead in revenue, though purchases have slightly declined. Mobile shows impressive growth in purchases and sessions, indicating a successful
strategy in this channel. Tablets demonstrate the highest percentage growth in revenue, though the overall contribution remains lower than the other two devices.

Conversion Rates: 

The conversion rates vary across devices, with mobile showing signi�cant improvement, while desktop and tablet experience declines.

Average Order Value:

Desktops and tablets have higher AOVs, with notable increases, while mobile AOV has decreased, suggesting a need to encourage higher-value purchases through
mobile.

https://datavinci.services/certified-google-analytics-consultants/
https://datavinci.services/certified-google-analytics-consultants/


E-Com Product Checkout  | Audit Parameters

Missing data source
There is no data source associated with this component

See details

Findings :Parameters : Comments :

Web - By Funnel Performance
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Observations:

Key Performance Indicators 
A monthly snapshot of primary metrics for the business, showcasing changes compared to the previous month.

Sessions

222.8K
 16.8%

Sessions with Item Views

55.6K
 71.5%

Item Views to Purchase %

8.7%
 -24.7%

Sessions to Item Views %

24.95%
 46.7%

Sessions with Purchases

4.8K
 29.1%

Performance by Source/Medium Wise Funnel: 

Session source/medium Sessions with items views % Δ Session with purchases % Δ

18,659 170.7% 1,399 34.8%

17,876 234.8% 1,318 325.2%

8,236 14.7% 382 30.8%

2,875 30.6% 562 10.6%

1,525 6.9% 255 9.9%

1,636 -1.0% 1 -

646 53.8% 98 -26.9%

488 -63.9% 195 -70.8%

532 -46.6% 58 16.0%

401 7,920.0% 90 -

1 - 334 / 334 < >

Daily Trend - Item Views to Purchase Rate
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Source/Medium Wise Conversion Rate: 
Session source/medium Item Views to Purchase Conversion Rate % Δ

7.5% -50.2%

7.37% 27.0%

4.64% 14.0%

19.55% -15.3%

16.72% 2.9%

0.06% -

15.17% -52.5%

39.96% -19.1%

10.9% 117.2%

22.44% -

1 - 334 / 334 < >

Overall, the metrics indicate strong growth in sessions and engagement with items, particularly in item views. However, while more sessions are leading to item views and purchases,
the drop in the conversion rate from item views to purchases may require attention to optimize the purchasing process.

Item Views to Purchase rate has decreased by 24% MOM, upon digging further and analyzing the daily trend, there is a signi�cant decrease in this conversion rate when comparing
with August's baseline of 11.48%. This indicates either a tracking issue that happened from 23rd Sept or a change in marketing effort where in higher number of users did come to
the donations page but ultimately did not convert into purchasers. 

This drop is contributed by 3 notable channels - google/cpc, email and direct. 

There are a number of ecommerce funnel events missing in the setup. This affects the ability to go as granular as possible in the funnel and understand where the drop offs are
happening - a highly essential data point for any optimization strategy.
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Web - By Landing Pages
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Observations:

Monthly Performance Summary 
The following section provides a monthly overview of the business's key performance indicators (KPIs).

Performance by Landing Pages
A monthly snapshot of primary metrics for the business, distributed by landing pages.

Revenue by Landing Pages

uide

Purchases by Landing Pages

form
Others

Sessions by Landing Pages

Revenue

 24.0%

Purchases

 24.3%

Sessions

 16.1%

Conversion Rate by Landing Pages Average Order Value by Landing Pages

AOV
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Landing Pages Purchase revenue % Δ E-commerce
purchases % Δ Sessions % Δ CVR % Δ AOV % Δ

44.7% 3,757 36.5% 55,883 73.1% 6.72% -21.2% $141.29 6.0%

-2.5% 869 -3.7% 36,589 -6.3% 2.38% 2.9% $198.53 1.2%

20.2% 78 11.4% 15,302 -0.6% 0.51% 12.1% $148.82 7.8%

-12.4% 49 -50.5% 2,136 -44.2% 2.29% -11.3% $219.60 76.9%

8.3% 78 39.3% 15,038 183.4% 0.52% -50.9% $123.46 -22.2%

1.5% 46 -11.5% 685 -19.1% 6.72% 9.4% $189.57 14.7%

-38.0% 20 -9.1% 143 -44.4% 13.99% 63.4% $359.00 -31.8%

- 20 - 948 1,002.3%… 2.11% - $79.45 -

-89.1% 14 -6.7% 14,633 6.4% 0.1% -12.3% $85.64 -88.3%

-41.8% 8 -11.1% 4,692 -10.3% 0.17% -0.9% $129.88 -34.6%

140.5% 5 25.0% 65 -13.3% 7.69% 44.2% $101.00 92.4%

-33.3% 1 -50.0% 192 -8.1% 0.52% -45.6% $500.00 33.3%

67.3% 7 40.0% 1,475 35.2% 0.47% 3.6% $58.57 19.5%
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The Donate page saw a signi�cant increase in tra�c which also led to an increase in purchases but not at the same rate - which has lead to a decrease in CVR by a
massive 21%. Although this paints a negative picture on the effectiveness of these landing pages to convert users into paying customers, its overall CVR of ~ 7% is the
highest. 

Conversely, the home page is not that effective in converting users into paying customers with only a ~2.5% CVR in spite of gaining the second highest tra�c after
Donate pages.

A high number of entries for Landing Pages are coming under (not set) which signi�cantly affects the level of analysis and actionable insights we can get from the
report. This needs to be worked upon and �xed so that the data under landing page reports are as accurate as possible.
There is also a considerable amount of sessions coming from eipn.fa.us2.oraclecloud.com which looks to be the career portal of the website. 
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Observations:

Monthly Performance Summary 
The following section provides a monthly overview of the business's key performance indicators (KPIs).

Landing pages Device Largest Contentful Paint (s) Cumulative Layout Shift First Contentful Paint (s) Interaction to Next Paint
(ms) Time to First Byte (s)

Mobile 5.6 0 5.2 436 1.5

Dekstop 2.3 0 2.3 148 0.6

Mobile 2 0 2 272 0.8

Dekstop 1.9 0 1.7 129 0.5

Mobile 2.2 0 2 - 0.6

Dekstop 1.8 0 1.6 - 0.5

Mobile 5.2 0.01 4.4 301 1.2

Dekstop 2.5 0 2.4 73 0.7

▼
▼

1 - 8 / 8 < >

Technical Analysis of Key Landing Pages
A monthly snapshot of primary metrics for the business, distributed by landing pages.

27
Performance

62
Accessibility

79
Best Practices

92
SEO

1. Home Page

For Mobile:

78
Best Practices

92
SEO

For Dekstop:

35
Performance

81
Accessibility

79
Best Practices

85
SEO

2. Donate Page: Help Around World-2
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4. Donate Page: Global Food Crisis
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The mobile performance score is notably low, indicating signi�cant room for improvement in speed or responsiveness.

Accessibility and SEO scores are relatively strong for both mobile and desktop.

Enhancing performance on mobile could lead to better user engagement and conversion rates, given the other metrics are solid.
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