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Source Traffic Defaults 

Understanding GA4 Traffic Attribution 

GA4 uses an improved attribution model that automatically categorizes traffic sources into default 
channel groupings. These defaults help ensure accurate traffic reporting and attribution. 

Default Channel Groupings: 

●​ Direct: Users who arrive without a referrer or through bookmarks 
●​ Organic Search: Traffic from search engines without paid campaigns 
●​ Paid Search: Traffic from paid search campaigns (Google Ads, Bing Ads) 
●​ Social: Traffic from social media platforms 
●​ Email: Traffic from email campaigns 
●​ Referral: Traffic from other websites 
●​ Display: Display advertising traffic 
●​ Video: Video platform traffic (YouTube, etc.) 
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Understanding UTM Parameters 

UTM parameters are special tags you add to the end of your website URLs to track exactly where 
your visitors come from. Think of them as digital breadcrumbs that tell you which marketing efforts 
are working best. 

The 5 UTM Parameters Explained: 

1.​ UTM Source (utm_source) - Where the traffic comes from 
○​ Examples: facebook, google, newsletter, billboard 
○​ This answers: "Which platform sent this visitor?" 

2.​ UTM Medium (utm_medium) - How the traffic gets to you 
○​ Examples: email, social, cpc (cost-per-click), banner, organic 
○​ This answers: "What type of marketing channel was this?" 

3.​ UTM Campaign (utm_campaign) - The specific marketing campaign 
○​ Examples: summer_sale, black_friday, product_launch 
○​ This answers: "Which specific campaign was this?" 

4.​ UTM Content (utm_content) - Which creative or link (optional) 
○​ Examples: header_banner, text_link, red_button 
○​ This answers: "Which specific creative or link was clicked?" 

5.​ UTM Term (utm_term) - Keywords for paid search (optional) 
○​ Examples: running_shoes, best_pizza, digital_marketing 
○​ This answers: "What keyword triggered this ad?" 

How to Create UTM URLs 

Step 1: Use a UTM Builder Tool The easiest way to create UTM-tagged URLs is using a free UTM 
builder tool. These tools automatically generate the proper URL format with UTM parameters and 
help prevent common mistakes. Here is Google's Campaign URL Builder. 

Step 2: Fill in the Required Information Fill the required fields like Website URL, UTM Source, UTM 
Medium, UTM Campaign and the optional fields UTM Content and UTM Term: 

1.​ Website URL: The page you want people to visit 
2.​ Campaign Source: Where you're placing the link 
3.​ Campaign Medium: The type of marketing 
4.​ Campaign Name: Your campaign identifier 
5.​ Campaign Content & Term: Optional details 

Step 3: Get Your Tagged URL The URL builder will automatically generate your UTM URL. Copy 
the generated URL and use it in your campaigns. 
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Real-World UTM Examples 

Email Newsletter Example: 

●​ Original URL: https://yoursite.com/products 
●​ UTM-tagged URL: 

https://yoursite.com/products?utm_source=newsletter&utm_medium=em
ail&utm_campaign=march_promotion 

Key Best Practices for UTM Implementation 

1. Consistency is Critical: Create a UTM naming convention document and stick to it across all 
campaigns. This ensures your data is clean and comparable. 

2. UTM Parameter Standards 

●​ Always use lowercase letters 
●​ Use underscores instead of spaces (summer_sale, not "summer sale") 
●​ Avoid special characters and symbols 
●​ Keep names short but descriptive 
●​ Use consistent abbreviations (fb for facebook, ig for instagram) 

3. Essential UTM Guidelines 

●​ Always use the first three parameters: Source, Medium, and Campaign are required 
●​ Be specific but not overly complex: "facebook_video_ad" is better than 

"facebook_video_advertisement_campaign_2024_Q1" 
●​ Use logical groupings: Group similar campaigns together for easier analysis 
●​ Don't use UTMs for internal links: Only use them for external traffic sources 

4. Common UTM Mistakes to Avoid 

●​ Using different capitalizations (Facebook vs facebook vs FACEBOOK) 
●​ Including spaces in parameter values 
●​ Using UTM parameters on internal website links 
●​ Forgetting to use UTMs consistently across all campaigns 
●​ Using overly long or complex parameter names 

5. Testing Your UTM Links (Before launching campaigns) 

●​ Test all UTM-tagged links to ensure they work properly 
●​ Check that the links direct to the correct landing pages 
●​ Verify that UTM parameters appear correctly in GA4 reports 
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●​ Use GA4's DebugView to confirm events are being tracked 

6. Organizing Your UTM Strategy 

●​ Create a UTM naming convention document for your team 
●​ Maintain a master spreadsheet of all campaigns and their UTM codes 
●​ Review and clean up old or unused UTM parameters regularly 
●​ Train team members on proper UTM usage and naming conventions 

 

Conversion & Ecommerce Tracking with Parameters 

Setting Up Conversions in GA4 

1. Key Event Configuration - GA4 uses "Key Events" (formerly called conversions) to track 
important user actions. Configure these systematically: 

Common Key Events: 

●​ purchase (for ecommerce) 

●​ form_submit (for lead generation) 
●​ sign_up (for registrations) 
●​ download (for content downloads) 
●​ video_play (for engagement) 

2. Ecommerce Parameters - For ecommerce tracking, ensure your website captures essential 
purchase information like transaction ID, total value, currency, and individual item details including 
product ID, name, category, quantity, and price. This data helps track which products are selling 
and how much revenue each generates. 

3. Enhanced Ecommerce Parameters - Include these additional parameters for comprehensive 
tracking: 

●​ item_brand: Product brand 

●​ item_category: Product category 
●​ item_variant: Product variant (size, color) 
●​ promotion_id: Promotion identifier 
●​ creative_name: Creative name for campaigns 
●​ creative_slot: Creative position 
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4. Custom Parameters - Add custom parameters for business-specific tracking: 

●​ Customer type (new vs returning) 
●​ Product margins 
●​ Seasonal categories 
●​ Geographic regions 

Conversion Tracking Best Practices 

1. Event Parameter Consistency - Ensure all conversion events include necessary parameters: 

●​ value: Monetary value when applicable 
●​ currency: Currency code (USD, EUR, etc.) 
●​ event_category: Logical grouping 
●​ event_label: Specific identifier 

2. Conversion Value Assignment - Assign meaningful values to non-ecommerce conversions: 

●​ Lead form submission: Average customer lifetime value 
●​ Newsletter signup: Estimated value based on conversion rates 
●​ Content download: Value based on lead quality 

3. Conversion Counting - Set appropriate conversion counting methods based on your business 
needs: 

●​ One per session: Use for single-purpose conversions like newsletter signups or account 
registrations where only one conversion per session is meaningful  

●​ Multiple per session: Use when you need to track multiple distinct form submissions within 
a single session (e.g., sites with multiple forms like contact form, quote request, and demo 
request that all should count as separate conversions), page views, or video plays 

●​ Once per click: For click-based conversions from paid advertising campaigns  

Choose the counting method that aligns with your business objectives. If your site has multiple 
forms that serve different purposes and you want to track each submission separately, configure 
those events to allow multiple conversions per session. 
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Cross-Domain Tracking & Referral Exclusions 

Cross-Domain Tracking Setup 

Cross-domain tracking allows you to track users as they navigate between different domains that 
belong to your organization. 

1. Configuration Requirements - To enable cross-domain tracking: 

●​ Both domains must have the same GA4 tracking code (check below how to check it) 
●​ Configure domains in GA4 property settings 
●​ Set up referral exclusions properly 

2. Implementation Steps 

For Basic Website Setup: Configure your GA4 property to recognize all domains that belong to 
your business. This tells GA4 that when users move between these domains, they should be 
tracked as one continuous session rather than separate visits. 

For Google Tag Manager Users: Add all your domains to the "Configure Domains" field in your 
GA4 Configuration tag settings. 

3. Cross-Domain Tracking Limitations - Be aware of these limitations! 

●​ Only works with link clicks, not button clicks 
●​ Requires JavaScript to be enabled 
●​ May not work with some redirect scenarios 
●​ Single-page applications may need custom implementation 

3. Cross-Domain Tracking Implementation Details 

●​ Link Clicks (Automatic): GA4's automatic configuration handles standard HTML link clicks 
(`<a>` tags) seamlessly. When a user clicks a link to another domain in your cross-domain 
setup, GA4 automatically decorates the URL with the `_gl` parameter to maintain session 
continuity. 

●​ Button Clicks & JavaScript Navigation: Cross-domain tracking also works with button clicks 
and other elements, but requires proper configuration: 

○​ Buttons that trigger JavaScript-based navigation can maintain cross-domain 
tracking 

○​ The key requirement is that the navigation event must be recognized by GA4 or 
configured in GTM 
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○​ The URL must be "decorated" with the linker parameter (`_gl`) before the user is 
redirected to the new domain 

●​ GTM Configuration for Button Linkers: If you're using Google Tag Manager and need to 
track button-based cross-domain navigation: 

○​ In your GA4 Configuration tag, enable "Decorator Forms" 
○​ Add "URL decorators" to handle button clicks that navigate to other domains 
○​ Configure the linker to fire before the redirect occurs 
○​ Test using GTM Preview mode to verify the `_gl` parameter appears in the 

destination URL 
●​ Common Limitations: 

○​ Requires JavaScript to be enabled in the user's browser 
○​ May not work with some redirect scenarios (e.g., server-side 302 redirects) 
○​ Single-page applications may need custom implementation 
○​ Third-party security tools or browser extensions may strip the `_gl` parameter 

How to check GA4 Tracking Code 

1.​ Right-click on any page of the website 
2.​ Select "View Page Source" from the menu 
3.​ Press Ctrl+F (or Cmd+F on Mac) to open the search box 
4.​ Search for "G-" - this is how GA4 measurement IDs start 
5.​ Look for something like G-XXXXXXXXXX (where X represents letters and numbers) 

Important: When is Cross-Domain Tracking Required? 

Cross-domain tracking is only necessary when the booking engine (or other third-party tool) exists 
on a completely separate domain from your website. For example: 

●​ Requires cross-domain tracking: Your website is www.yourhotel.com and the booking 

engine is hosted at reservations.synxis.com — these are entirely different root 
domains. 

●​ Does NOT require cross-domain tracking: Your website is www.yourhotel.com and the 

booking engine is hosted at reservations.yourhotel.com — this is a subdomain of 
the same root domain, and GA4 handles subdomain tracking automatically. 

Before implementing cross-domain tracking, verify whether your booking engine runs on a separate 
domain or a subdomain. Unnecessary cross-domain configuration can introduce tracking issues 
rather than solve them. 

Referral Exclusion Best Practices 
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1. Essential Exclusions - Add these domains to your referral exclusion list: 

●​ All your own domains and subdomains 
●​ Payment processors (PayPal, Stripe, etc.) 
●​ Authentication providers (Google, Facebook login) 
●​ Third-party tools that redirect users 

2. Common Referral Exclusions 

paypal.com 
stripe.com 
checkout.shopify.com 
accounts.google.com 
facebook.co 
 
Important Note About LLM Platforms: 
 
Do NOT exclude LLM platforms (chatgpt.com, perplexity.ai, claude.ai, gemini.google.com, etc.) 
from your referral exclusions list. These are external traffic sources you want to track. Only exclude 
payment processors, authentication providers, and other services that redirect users back to your 
site as part of an internal flow. 

3. Exclusion Configuration - In GA4 Admin → Property → Data Streams → Configure Tag Settings 
→ List Unwanted Referrals: 

●​ Add each domain separately 
●​ Don't include http:// or https:// 
●​ Include both www and non-www versions if needed 

4. Testing Cross-Domain Tracking - Verify implementation using: 

●​ GA4 DebugView for real-time testing 

●​ Check for _gl parameter in URLs 
●​ Monitor user journey reports 
●​ Validate session continuity across domains 

5. Internal Traffic Filtering 

Filtering out internal traffic is essential to prevent hotel staff, marketing teams, and agency partners 
from inflating your analytics data. Without proper filtering, internal browsing can skew conversion 
rates, engagement metrics, and revenue attribution. 
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Why Internal Traffic Filtering Matters: 

●​ Hotel front desk and sales staff frequently visit the website and booking engine 
●​ Marketing teams testing campaigns generate non-genuine sessions 
●​ Agency partners reviewing the site create artificial traffic patterns 
●​ Unfiltered internal traffic can inflate page views by 5-15% for smaller properties 

Step-by-Step Setup: 

Step 1: Identify Internal IP Addresses Collect the IP addresses for: 

●​ Hotel property network(s) — both guest-facing and staff networks 
●​ Corporate/management company offices 
●​ Marketing agency offices 
●​ Remote team members (if applicable — consider using VPN IPs) 

Step 2: Define Internal Traffic in GA4 

1.​ Go to Admin → Data Streams → select your web stream 
2.​ Click "Configure tag settings" 
3.​ Click "Define internal traffic" 
4.​ Click "Create" to add a new rule 
5.​ Give the rule a descriptive name (e.g., "Hotel Property Staff" or "Marketing Agency") 

6.​ Set the traffic_type parameter value (default is "internal") 
7.​ Enter the IP address(es): 

○​ Use "IP address equals" for a single IP 

○​ Use "IP address begins with" for a range (e.g., 192.168.1) 

○​ Use "IP address is in CIDR range" for subnet notation (e.g., 192.168.1.0/24) 
8.​ Click "Create" to save 

Step 3: Activate the Data Filter 

1.​ Go to Admin → Data Settings → Data Filters 
2.​ You should see a pre-created "Internal Traffic" filter 
3.​ Set the filter state to "Active" (it starts in "Testing" mode by default) 

Important: Before activating, use "Testing" mode first. In testing mode, internal traffic is tagged but 

not excluded, allowing you to verify the filter is working correctly by checking the traffic_type 
parameter in your reports. 

Best Practices: 

●​ Review and update IP addresses quarterly, especially after office moves or ISP changes 
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●​ Create separate rules for each location for easier management 
●​ Document all filtered IPs in a shared spreadsheet for the team 
●​ Use "Testing" mode for at least one week before activating new filters 
●​ Remember that IP-based filtering does not work for mobile networks or dynamic IPs — 

consider using GTM-based solutions for remote teams 

 

Goals vs Event Setup 

Understanding GA4 Event Structure 

GA4 is event-based, meaning all interactions are tracked as events rather than the 
pageview-focused model of Universal Analytics. 

1. Event Hierarchy - GA4 organizes data in this hierarchy: 

●​ Events: All user interactions 
●​ Parameters: Additional context for events 
●​ Key Events: Important events marked for conversion tracking 
●​ Audiences: Groups of users based on behavior 

2. Automatic Events - GA4 automatically tracks these events: 

●​ page_view: Page views 

●​ session_start: Session initiation 
●​ first_visit: First-time visitor 
●​ user_engagement: Engaged sessions 

3. Enhanced Measurement - Events Enable these for additional automatic tracking: 

●​ scroll: Page scrolling (90% threshold) 
●​ click: Outbound link clicks 
●​ view_search_results: Site search 
●​ video_start, video_progress, video_complete: Video interactions 
●​ file_download: File downloads 

Here is a link to the official documentation about events in GA4. 

Event Setup Best Practices 

10 
 

https://support.google.com/analytics/answer/9322688?hl=en&sjid=1349630338598127144-SA


 

1. Event Naming Convention - Use consistent, descriptive event names: 

●​ Use lowercase with underscores 

●​ Start with action verbs (click_, view_, download_) 
●​ Be specific but not overly complex 
●​ Avoid special characters 

2. Parameter Strategy - Design a parameter strategy that supports analysis: 

●​ Use consistent parameter names across events 
●​ Include relevant context (page, section, user type) 
●​ Don't exceed 25 custom parameters per event 
●​ Use string values for dimensions, numeric for metrics 

3. Key Event Selection - Choose Key Events strategically: 

●​ Focus on business-critical actions 
●​ Limit to 30 Key Events per property 
●​ Ensure each represents meaningful business value 
●​ Review and update regularly 

4. Custom Event Implementation - For custom events, work with your development team to 
ensure events include meaningful names that describe the action, relevant categories for grouping, 
specific labels for identification, and numerical values when applicable. 

Migration from Universal Analytics Goals 

1. Goal Translation - Map UA goals to GA4 Key Events: 

●​ Destination Goals → page_view events with specific page parameters 

●​ Duration Goals → session_start events with engagement parameters 
●​ Pages/Screens per Session → user_engagement events 
●​ Event Goals → Direct event equivalent 

2. Funnel Analysis - Replace UA goal funnels with GA4 exploration reports: 

●​ Use Path Exploration for user journey analysis 
●​ Create Funnel Exploration for conversion analysis 
●​ Set up Cohort Analysis for retention tracking 
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Google Tag Manager (GTM) Best Practices 

GTM Container Organization 

1. Container Structure - Organize your GTM container systematically: 

●​ Use descriptive naming conventions 
●​ Create folders for different tag types 
●​ Document tag purposes and dependencies 
●​ Implement version control practices 

2. Workspace Management 

●​ Create separate workspaces for different team members 
●​ Use meaningful workspace names 
●​ Regularly merge and publish changes 
●​ Maintain backup versions 

Tag Configuration Best Practices 

1. GA4 Configuration Tag - Set up one GA4 Configuration tag that: 

●​ Fires on all pages 
●​ Includes all necessary settings 
●​ Serves as the foundation for all other GA4 tags 

2. Event Tag Structure - Create reusable event tags: 

●​ Use meaningful trigger names 
●​ Include error handling 
●​ Test thoroughly before publishing 
●​ Document tag functionality 

3. Variable Strategy - Implement a robust variable strategy: 

●​ Use Built-In Variables when possible 
●​ Create Custom Variables for reusable values 
●​ Use Data Layer Variables for dynamic content 
●​ Name variables descriptively 
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Data Layer Implementation 

1. Data Layer Best Practices - The data layer is a structured way to pass information from your 
website to GA4. Work with your development team to ensure consistent data structure, clear 
naming conventions, and accurate information capture for all important user interactions. 

2. E-commerce Data Layer - For e-commerce websites, ensure your data layer captures complete 
transaction information including transaction ID, total value, currency, and detailed item information 
for each product purchased. This enables comprehensive revenue and product performance 
analysis. 

GTM Testing and Debugging 

1. Preview Mode - Use GTM Preview mode to: 

●​ Test tag firing 
●​ Verify data layer values 
●​ Check trigger conditions 
●​ Validate event parameters 

2. GA4 DebugView - Use GA4 DebugView alongside GTM Preview: 

●​ Confirm events are received 
●​ Verify parameter values 
●​ Check real-time data flow 
●​ Identify tracking issues 

3. Quality Assurance Checklist - Before publishing! 

​All tags fire correctly 

​Data layer values are accurate 

​Events appear in GA4 DebugView 

​Key Events are marked properly 

​Cross-domain tracking works 

​Referral exclusions are configured 

​Enhanced measurement is enabled 
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Working with Limited GTM Access 

When GTM access is restricted for BI purposes: 

1. Documentation Requirements - Request comprehensive documentation: 

●​ Current tag configurations 
●​ Data layer specifications 
●​ Custom event definitions 
●​ Parameter mapping 

2. Collaboration Protocols - Establish clear processes: 

●​ Regular data quality reviews 
●​ Change request procedures 
●​ Testing protocols 
●​ Issue escalation paths 

3. Alternative Solutions - Consider these alternatives: 

●​ Direct gtag.js implementation 
●​ Third-party analytics tools 
●​ Custom data collection methods 
●​ API-based data integration 

4. Monitoring and Reporting - Implement monitoring for: 

●​ Data quality issues 
●​ Missing events 
●​ Parameter inconsistencies 
●​ Attribution problems 
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Google Product Linking 

Linking your GA4 property to other Google products unlocks additional data sharing, reporting 
capabilities, and audience features that significantly enhance your analytics and marketing 
effectiveness. 

Google Search Console Linking 

Why Link Search Console: 

●​ View organic search queries that drive traffic directly in GA4 
●​ Understand which landing pages perform best in organic search 
●​ Correlate search impressions and clicks with on-site behavior and conversions 
●​ Identify content optimization opportunities based on query performance 

How to Link: 

1.​ Go to GA4 Admin → Product Links → Search Console Links 
2.​ Click "Link" 
3.​ Select the Search Console property that matches your website 
4.​ Choose the GA4 web data stream to associate 
5.​ Click "Submit" 

Prerequisites: 

●​ You must have Editor access to the GA4 property 
●​ You must be a verified owner of the Search Console property 
●​ The website URL in Search Console must match the domain in your GA4 data stream 

Where to Find the Data: Once linked, access Search Console data in GA4 under Reports → 
Search Console → Queries (or Google organic search traffic). 

Google Ads Linking 

Why Link Google Ads: 

●​ Share GA4 audiences with Google Ads for remarketing campaigns 
●​ Import GA4 key events (conversions) into Google Ads for bid optimization 
●​ View Google Ads campaign performance data directly in GA4 reports 
●​ Enable cross-platform attribution between paid search and on-site behavior 
●​ Access Google Ads cost data in GA4 for ROI analysis 
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How to Link: 

1.​ Go to GA4 Admin → Product Links → Google Ads Links 
2.​ Click "Link" 
3.​ Select the Google Ads account(s) to link 
4.​ Configure data sharing settings: 

○​ Enable "Personalized advertising" to share audiences for remarketing 
○​ Enable "Auto-tagging" to ensure proper campaign attribution 

5.​ Click "Submit" 

Prerequisites: 

●​ You must have Editor access to the GA4 property 
●​ You must have Admin access to the Google Ads account 
●​ Auto-tagging should be enabled in Google Ads (Settings → Account Settings → 

Auto-tagging) 

After Linking — Key Steps: 

●​ Import GA4 key events as conversions in Google Ads (Google Ads → Goals → 
Conversions → Import) 

●​ Create remarketing audiences in GA4 (Admin → Audiences) and verify they appear in 
Google Ads 

●​ Review the Google Ads campaigns report in GA4 under Reports → Acquisition → Traffic 
Acquisition 

Other Recommended Product Links 

Depending on your marketing stack, also consider linking: 

●​ Google Merchant Center: For hotels using Google Hotel Ads or free booking links 
●​ BigQuery: For advanced analysis and data warehousing (available on all GA4 properties) 
●​ Display & Video 360: For programmatic advertising campaigns 
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LLM Traffic Configuration 

Understanding AI-Generated Traffic 

Large Language Models (LLMs) like ChatGPT, Perplexity, Claude, and Gemini are increasingly 
driving traffic to websites through AI-generated answers and recommendations. This traffic often 
converts at higher rates than traditional search traffic. 

Why LLM Traffic Matters: 

●​ 63% of websites receive at least one visitor from an AI chatbot 
●​ Users arrive with higher intent after researching through AI conversations 
●​ ChatGPT users view an average of 2.3 pages per session, nearly double that of organic 

search 
●​ AI traffic provides insights into how content performs in conversational contexts 

Current LLM Traffic Sources 

Major AI Platforms Driving Traffic: 

●​ ChatGPT (chatgpt.com, openai.com) - Largest market share, typically 40-60% of LLM 
traffic (figures vary by industry) 

●​ Perplexity (perplexity.ai) - Second largest, approximately 10-20% of AI traffic 
●​ Google Gemini (gemini.google.com, bard.google.com) - Approximately 10-15% of AI 

traffic 
●​ Claude (claude.ai, anthropic.com) - Growing rapidly, now 5-10% of AI traffic 
●​ Microsoft Copilot (copilot.microsoft.com, edgeservices) 
●​ Other Tools (copy.ai, jasper.ai, writesonic.com, quillbot.com) 

These market share percentages are approximate and change frequently. The exact distribution 
depends on your industry, content type, and audience. Monitor your own GA4 data to understand 
which LLM sources drive your specific traffic. 

LLM Traffic Configuration Options 

Option 1: Create Dedicated AI Channel Group (Recommended) This approach treats LLM 
traffic as a distinct channel, providing clear visibility into AI-driven traffic patterns. 

Benefits: 

●​ Clear separation allows for specific analysis of AI traffic performance 
●​ Easy to track growth and trends in AI-generated referrals 
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●​ Enables targeted optimization strategies for AI-driven content 
●​ Provides insights into which content performs well in AI responses 

Option 2: Include LLM Traffic in Organic Channel This approach groups AI traffic with organic 
search, treating it as a form of search-driven discovery. 

Benefits: 

●​ Maintains simpler channel structure with fewer categories 
●​ Reflects user behavior of using AI tools for search-like queries 
●​ Aligns with traditional attribution models 
●​ Reduces complexity in reporting and analysis 

Recommendation: Use Option 1 (dedicated AI channel) if you want detailed insights into AI traffic 
patterns and performance. Use Option 2 if you prefer simplified reporting and consider AI tools as 
alternative search engines. 

Setting Up LLM Traffic Tracking 

For Option 1 - Dedicated AI Channel Group: 

●​ Go to Admin → Channel Groups (under Data Display) 
●​ Click "Create New Channel Group" 
●​ Name it "AI & LLM Traffic" or similar 
●​ Click "Add New Channel" 
●​ Name the channel "LLM Traffic" 
●​ Set channel conditions: Source matches regex 
●​ Use the comprehensive regex pattern (see below) 

For Option 2 - Include in Organic Channel: 

●​ Go to Admin → Channel Groups (under Data Display) 
●​ Edit your existing channel group or create a modified version 
●​ Modify the "Organic Search" channel conditions 
●​ Add the LLM regex pattern to the organic search conditions using OR logic 
●​ This will group AI traffic with organic search results 

Step 2: LLM Traffic Detection Regex Use this regex pattern to capture most AI traffic sources: 

.\*chatgpt.\*|.\*openai.\*|.\*perplexity.\*|.\*claude.\*|.\*anthropic.\*|.\*gemini.\*|.\*copilot.\*|.\*bard.

\*|.\*writesonic.\*|.\*copy\\.ai.\*|.\*jasper.\*|.\*quillbot.\*|.\*deepseek.\*|.\*mistral.\*|.\*neeva.\*|.\*ed
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geservices.\*|.\*bnngpt.\*|.\*aitastic.\*|.\*xai.\*|.\*grok.\*|.\*01\\.ai.\*|.\*yi\\.ai.\*|.\*duckduckgo.\*|.\*

aws.\*|.\*replicate.\*|.\*huggingface.\* 

Important Notes: 

●​ Position the AI channel above "Referral" in the channel hierarchy 
●​ Update the regex regularly as new LLM tools emerge 
●​ Test the regex pattern to ensure it captures your specific AI traffic 
●​ This regex pattern should be reviewed and updated quarterly as new LLM platforms 

emerge regularly. Set a calendar reminder to review this pattern every 3 months and check 
for new AI chatbots that have launched. Subscribe to AI industry newsletters or follow AI 
release announcements to stay informed of new platforms that should be added to your 
tracking. 

Step 3: Create LLM Traffic Segment For deeper analysis, create a custom segment: 

●​ Go to GA4 Explore → Create new exploration 
●​ Add a new segment → Session segment 
●​ Name it "AI/LLM Traffic" 
●​ Set condition: Session source matches regex 
●​ Apply the same regex pattern 

LLM Traffic Analysis Best Practices 

1. Monitoring Key Metrics Track these specific metrics for AI traffic: 

●​ Conversion rates - Typically much higher than organic search 
●​ Pages per session - AI traffic often shows deeper engagement 
●​ Session duration - May vary significantly from human traffic 
●​ Bounce rates - Generally comparable to organic search (58-62%) 
●​ Revenue attribution - Direct value from AI-referred visitors 

2. Content Performance Analysis Understand which content resonates with AI systems: 

●​ Landing pages most commonly referenced by LLMs 
●​ Content topics that generate AI traffic 
●​ Pages where AI visitors convert most frequently 
●​ Seasonal or trending topics that attract LLM attention 

Advanced LLM Traffic Strategies 

1. Content Optimization for AI Optimize content to perform better in AI responses: 
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●​ Use clear, structured formatting with headers 
●​ Include factual, linkable information 
●​ Create authoritative, source-worthy content 
●​ Maintain up-to-date, accurate information 

2. AI-Specific UTM Tracking For controlled AI-focused campaigns: 

●​ Use UTM parameters specifically for AI platform marketing 
●​ Track AI-related content promotion efforts 
●​ Measure success of AI-optimized content strategies 

3. Cross-Platform AI Analysis Monitor how users interact across different AI platforms: 

●​ Compare conversion patterns between ChatGPT vs. Perplexity 
●​ Analyze content preferences across different LLMs 
●​ Track user journey differences by AI source 

Technical Considerations 

1. Data Privacy and AI Traffic 

●​ Some AI tools may strip referrer data for privacy 
●​ Certain AI visits may appear as "Direct" traffic by design 
●​ Ensure compliance with privacy regulations for AI-referred visitors 

2. Attribution Challenges 

●​ AI traffic may not follow traditional attribution models 
●​ Consider creating custom attribution for AI-influenced conversions 
●​ Account for multi-touch journeys that include AI research phases 

3. Distinguishing User-Generated Traffic vs. AI Bot Access 

When AI platforms like Claude or ChatGPT access your website, it can appear in GA4 in two 
different ways:  

●​ User-Generated Traffic (What You Want to Track): 
○​ A real person using Claude/ChatGPT receives your URL in an AI response 
○​ They click the link and visit your website as a normal user 
○​ This appears as referral traffic from the LLM platform 
○​ These visits should be included in your LLM Traffic channel group  

●​ AI Bot Access (Separate from User Traffic):  

20 
 



 

○​ The AI platform's crawler/bot accesses your site to read content for training or 
answers  

○​ This visit happens without a user clicking through 
○​ Referrer header may be stripped or show as "direct" 
○​ These bot visits may not show up in GA4 at all (many sites block them via 

robots.txt)  
●​ How to Tell the Difference in GA4: 

○​ User-generated traffic: Will have normal session data (multiple pages, scroll depth, 
time on site) 

○​ Bot traffic: Often shows single page view, no events, immediate bounce 
○​ Check "Page title and screen class" reports for unusual patterns  
○​ Use GA4 DebugView to inspect individual sessions from LLM sources  

Practical Implication:  

Your conversion rate metrics from LLM traffic reflect real users who clicked through, not bots. If 
you're seeing high conversion rates from Claude/ChatGPT traffic, it means users who found you 
through the AI platform are genuinely converting—this is legitimate traffic worth optimizing for. 
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Privacy & Compliance Best Practices 
 

Consent Mode v2 
 
What is Consent Mode v2? 
Google's Consent Mode v2 is essential for websites that advertise in European Union countries. It 
allows GA4 to adjust its behavior based on user consent choices, ensuring GDPR compliance 
while still collecting aggregated, anonymized data. 
 
Why Consent Mode v2 Matters: 

●​ Required for Google Ads campaigns targeting EU audiences (mandatory as of March 2024) 
●​ Enables conversion modeling when users decline cookies 
●​ Maintains data quality while respecting user privacy choices 
●​ Provides both granular consent controls and aggregated insights 

 
Two Consent Types: 
1. analytics_storage: Controls Google Analytics cookies and data collection 

2. ad_storage: Controls advertising cookies and remarketing capabilities 
 
 
Implementation Steps: 
 
Step 1: Choose Your Consent Management Platform (CMP)  
Select a CMP that supports Consent Mode v2: 

●​ OneTrust 
●​ Cookiebot 
●​ Usercentrics 
●​ Termly 
●​ Other or Custom implementation 

 
Step 2: Configure Default Consent State 
Set default consent states before GA4 loads (required for EU users): 
 
// Set default consent to denied for EU users 

gtag('consent', 'default', { 
  'analytics_storage': 'denied', 
  'ad_storage': 'denied', 
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  'region': ['AT', 'BE', 'BG', 'HR', 'CY', 'CZ', 'DK', 'EE', 'FI', 
'FR', 'DE', 'GR', 'HU', 'IE', 'IT', 'LV', 'LT', 'LU', 'MT', 'NL', 
'PL', 'PT', 'RO', 'SK', 'SI', 'ES', 'SE'] 
}); 
 
// Set default consent to granted for non-EU users 

gtag('consent', 'default', { 
  'analytics_storage': 'granted', 
  'ad_storage': 'granted', 
  'region': ['US', 'CA', 'AU'] 
}); 
 
Step 3: Update Consent Based on User Choice 
When users make their consent selection: 
 
// User grants consent 

gtag('consent', 'update', { 
  'analytics_storage': 'granted', 
  'ad_storage': 'granted' 
}); 
 
// User denies consent   

gtag('consent', 'update', { 
  'analytics_storage': 'denied', 
  'ad_storage': 'denied' 
}); 
 
Step 4: Configure in Google Tag Manager (if using GTM) 

1.​ Go to your GTM container 
2.​ Navigate to Tags → Your GA4 Configuration Tag 
3.​ Under "Consent Settings," enable "Consent Mode" 
4.​ Configure the built-in consent variables: 

   - Analytics Storage 
   - Ad Storage 
 
Step 5: Verify Implementation 
 
Test your Consent Mode setup: 

●​ Use GA4 DebugView to confirm consent signals are sent 
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●​ Check that events fire with correct consent states 
●​ Verify conversion modeling is working for denied consent states 
●​ Test in different geographic regions 

 
Consent Mode v2 Reporting: 
 
Monitor consent choices in GA4: 

●​ Go to Admin → Data Settings → Data Collection 
●​ Enable "Google signals data collection" 
●​ Review consent statistics in reporting 

 
Best Practices: 

●​ Always set default consent to "denied" for EU users before any tracking code loads 
●​ Provide clear, accessible consent management UI 
●​ Respect user choices and honor withdrawal of consent 
●​ Regularly audit consent implementation for compliance 
●​ Document your consent strategy and legal basis 

 
 

Google Signals Activation 

 
What are Google Signals? 
Google Signals enables cross-device reporting and remarketing in GA4 by using data from Google 
users who have signed in and opted in to personalized ads. This provides deeper insights into user 
behavior across devices and enables advanced remarketing capabilities. 
 
Why Activate Google Signals: 

●​ Demographic and Interest Reports: Access age, gender, and interest category data for 
your users 

●​ Cross-Device Tracking: Understand how users interact with your site across mobile, tablet, 
and desktop 

●​ Remarketing Audiences: Create more sophisticated remarketing lists for Google Ads 
●​ Enhanced Attribution: Better understand the customer journey across devices 
●​ User Behavior Insights: See how different demographic segments engage with your 

content 
 
What Data Google Signals Provides: 

1.​ Demographics: Age ranges and gender information 
2.​ Interests: User interest categories based on browsing behavior 
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3.​ Device Overlap: How many users access your site from multiple devices 
4.​ Cross-Device Conversions: Conversions that span multiple devices 

 
How to Activate Google Signals: 
 
Step 1: Enable in GA4 Property Settings 

1.​ Go to Admin in your GA4 property 
2.​ Under "Data Settings," click "Data Collection" 
3.​ Find "Google signals data collection" 
4.​ Click the toggle to enable it 
5.​ Review and accept the Google Signals terms of service 

 
Step 2: Review Data Thresholds 
When Google Signals is enabled, GA4 applies data thresholds to protect user privacy: 

●​ If a demographic group is too small, GA4 may withhold data 
●​ This prevents identification of individual users 
●​ You'll see "(thresholded)" indicators when data is withheld 

 
Step 3: Access Demographic Reports 
Once enabled, demographic and interest data appears in: 

●​ Reports → User Attributes → Demographics 
●​ Reports → User Attributes → Interests 
●​ Custom exploration reports with demographic dimensions 

Step 4: Create Remarketing Audiences 
With Google Signals active, create more targeted audiences: 

●​ Go to Admin → Audiences 
●​ Create audiences based on demographics, interests, or behavior 
●​ Link these audiences to Google Ads for remarketing 

 
Important Considerations: 
 
Privacy and Compliance: 

●​ Google Signals requires user consent in regions with privacy regulations 
●​ Implement Consent Mode v2 (see above section) to handle consent properly 
●​ Users can opt out of personalized advertising at any time 
●​ Data is aggregated and anonymized to protect individual privacy 

 
Data Sampling: 

●​ Google Signals data may be sampled in properties with high traffic 
●​ Thresholding may hide small demographic segments 
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●​ This is intentional to protect user privacy 
 
Best Practices: 

●​ Enable Google Signals early to start collecting historical data 
●​ Combine with Consent Mode v2 for GDPR compliance 
●​ Use demographic insights to inform content strategy 
●​ Create targeted remarketing audiences for paid campaigns 
●​ Monitor data quality and threshold impacts on reporting 
●​ Respect user privacy choices about ad personalization 

 
When NOT to Enable Google Signals: 

●​ If your business operates exclusively in regions with strict privacy laws that prohibit 
cross-site tracking 

●​ If you don't use Google Ads or need demographic data 
●​ If your primary audience opts out of personalized advertising at high rates 
●​ If data thresholding would make reports unusable due to low traffic volume 

 
For most hotels and hospitality businesses, Google Signals provides valuable demographic insights 
that can improve marketing targeting and content strategy, making it a recommended best practice 
to enable. 
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Hospitality-Specific Content 

Understanding Hotel Analytics Needs 

The hospitality industry has unique analytics requirements that differ significantly from traditional 
e-commerce or content websites. Hotels need to track complex customer journeys that often span 
multiple devices and extend over weeks or months from initial research to booking. 

Booking Engine Integration 

1. GA4 Configuration for Booking Engines Configure GA4 to capture hotel-specific metrics and 
create custom events for tracking booking funnel performance. 

Essential Booking Engine Events: 

●​ booking_initiated - User starts booking process 

●​ room_selection - Specific room type selected 

●​ date_selection - Check-in/out dates chosen 

●​ rate_selection - Rate plan selected 

●​ guest_details - Contact information entered 

○​ ⚠️ PII Compliance Warning: The guest_details event should only track that a 
user has reached the contact information step of the booking funnel. No raw guest 
information (such as name, email address, phone number, physical address, or 
payment details) should ever be passed as event parameters to GA4. Passing 
personally identifiable information (PII) violates Google's Terms of Service and 
applicable privacy regulations (GDPR, CCPA). Use anonymized or categorized 

values only (e.g., guest_count: 2, form_completed: true). 

●​ payment_initiated - Payment process started 

●​ booking_completed - Successful reservation 

●​ booking_abandoned - Exit from booking funnel 

●​ ai_referral_booking - Booking completed from LLM source (use when session 
source = LLM platform AND booking_completed fires) 

Important Note on Booking Engine Capabilities: The events listed above represent the 
recommended ideal tracking setup. However, the actual events you can implement depend entirely 
on the specific booking engine your property uses. Each booking engine (e.g., Synxis, Bookassist, 
Sabre, Mews, Cloudbeds, etc.) has different levels of support for custom event tracking and data 
layer integration. 

Before implementing these events: 
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●​ Consult your booking engine's technical documentation to understand which events and 
parameters are supported 

●​ Contact your booking engine provider to confirm data layer availability and customization 
options 

●​ Prioritize the events that your booking engine can reliably fire (at minimum: 

booking_initiated, booking_completed, and booking_abandoned) 
●​ Work with your development team or booking engine vendor to implement custom events 

where the platform supports it 

Some booking engines may require middleware or server-side integration to capture certain events. 
If your booking engine has limited tracking capabilities, focus on the most critical funnel events and 
supplement with GA4's built-in enhanced measurement features. 

 

2. Enhanced Ecommerce for Hotels Implement hospitality-specific ecommerce tracking: 

Room Booking Parameters: 

●​ item_id: Room type identifier (e.g., "deluxe_suite") 

●​ item_name: Room name ("Deluxe Ocean View Suite") 

●​ item_category: Property or room category 

●​ price: Nightly rate 

●​ quantity: Number of nights 

●​ check_in_date: Arrival date 

●​ check_out_date: Departure date 

●​ occupancy: Number of guests 

●​ rate_plan: Booking rate type (BAR, advance purchase, etc.) 

3. Multi-Property Tracking For hotel groups or management companies: 

●​ Use separate GA4 properties for each hotel 
●​ Implement roll-up reporting for group-level insights 
●​ Create property-specific custom dimensions 
●​ Track brand performance across multiple properties 

Hotel Industry Best Practices 

1. Booking Funnel Analysis Track the complete customer journey from initial website visit to final 
booking confirmation: 

Stage 1: Awareness & Research 
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●​ Track landing page performance by marketing channel 
●​ Monitor search query analysis for on-site search 
●​ Measure content engagement (blog, destination guides) 
●​ Track brochure downloads and virtual tour interactions 

Stage 2: Consideration 

●​ Room page views and time spent 
●​ Rate comparison interactions 
●​ Amenities page engagement 
●​ Photo gallery interactions 
●​ Review section engagement 

Stage 3: Intent & Booking 

●​ Booking engine entry points 
●​ Abandoned booking analysis 
●​ Payment method preferences 
●​ Mobile vs. desktop booking completion rates 

2. Revenue Attribution Use GA4's Monetisation reports to compare performance of different 
booking channels, room types, and rate plans: 

Revenue Tracking Setup: 

●​ Track total booking value including taxes and fees 
●​ Separate room revenue from ancillary services 
●​ Monitor cancellation and modification impacts 
●​ Calculate net revenue after commission deductions 

Channel Performance Analysis: 

●​ Direct website bookings vs. OTA referrals 
●​ Paid search vs. organic performance 
●​ Social media booking attribution 
●​ Email marketing conversion value 

3. Seasonal and Market Analysis Implement tracking for hospitality-specific patterns: 

●​ Peak season vs. off-season performance 
●​ Weekend vs. weekday booking patterns 
●​ Business vs. leisure traveler segments 
●​ Local event impact on booking patterns 
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●​ Weather-related booking correlations 

Mobile and App Integration 

1. Mobile Booking Optimization 46% of hotel guests book using mobile devices, making mobile 
optimization critical: 

Mobile-Specific Tracking: 

●​ Mobile booking completion rates 
●​ App vs. mobile web performance 
●​ Touch interactions and scroll behavior 
●​ Mobile-specific conversion barriers 
●​ Device-specific abandonment points 

2. Cross-Platform Journey Tracking GA4's enhanced cross-platform tracking helps understand 
guests who research on one device and book on another: 

●​ Desktop research → mobile booking patterns 
●​ App download attribution 
●​ Email click-through to booking completion 
●​ Social media engagement to direct booking 

Hotel-Specific Custom Dimensions 

1. Guest Segmentation Dimensions 

●​ guest_type: Business, leisure, group, wedding, etc. 

●​ booking_window: How far in advance booking was made 

●​ length_of_stay: Number of nights 

●​ party_size: Number of guests 

●​ repeat_guest: First-time vs. returning visitor 

●​ booking_source: Direct, OTA, GDS, phone, walk-in 

2. Property-Specific Dimensions 

●​ room_type: Standard, suite, villa, etc. 

●​ rate_plan: Best available, advance purchase, package, etc. 

●​ market_segment: Corporate, leisure, group, etc. 

●​ season: Peak, shoulder, off-season 

●​ property_location: For multi-property operators 
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Integration with Hotel Systems 

1. Property Management System (PMS) Integration Connect GA4 with your PMS to track the 
complete guest journey from initial interest through post-stay engagement: 

Integration Benefits: 

●​ Match online behavior with actual stay data 
●​ Track guest lifetime value accurately 
●​ Identify high-value guest acquisition channels 
●​ Measure true ROI of marketing campaigns 

2. Channel Manager Integration Connect booking channel performance with GA4 data: 

●​ Track which channels drive the highest value guests 
●​ Monitor rate parity across channels 
●​ Identify optimal channel mix strategies 
●​ Measure incremental vs. displaced bookings 

3. Customer Relationship Management (CRM) Integrate GA4 with hotel CRM systems: 

●​ Link guest profiles with web behavior 
●​ Track email campaign performance through to booking 
●​ Measure loyalty program effectiveness 
●​ Identify upselling and cross-selling opportunities 

Hospitality Reporting Dashboard 

1. Executive Summary Metrics Key performance indicators for hotel leadership: 

●​ Total booking revenue and growth trends 
●​ Direct booking percentage and value 
●​ Conversion rate by channel and device 
●​ Average booking value trends 
●​ Guest acquisition cost by channel 

2. Marketing Performance Campaign and channel effectiveness: 

●​ Campaign ROI and ROAS 
●​ Channel attribution analysis 
●​ Content performance metrics 
●​ Social media engagement and conversion 
●​ Email marketing effectiveness 
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3. Operations Intelligence Insights for hotel operations: 

●​ Booking pace and demand forecasting 
●​ Room type preference trends 
●​ Seasonal demand patterns 
●​ Guest service request patterns 
●​ Mobile experience optimization needs 

Common Hospitality Tracking Mistakes 

1. Incomplete Booking Funnel Tracking 

●​ Missing micro-conversions in the booking process 
●​ Not tracking booking modifications and cancellations 
●​ Failing to capture phone booking attributions 
●​ Overlooking group booking inquiries 

2. Channel Attribution Issues 

●​ Not properly excluding OTA domains from referrals 
●​ Missing direct booking attribution from paid campaigns 
●​ Incorrect cross-domain tracking with booking engines 
●​ Failing to track offline-to-online conversions 

3. Guest Journey Misunderstanding Not accounting for the extended research phase typical in 
hotel bookings 

●​ Underestimating the importance of content marketing 
●​ Missing the connection between destination content and bookings 
●​ Not tracking the full customer lifecycle including repeat visits 

4. LLM & AI Traffic Neglect  

●​ Failing to identify and track LLM-referred bookings separately 
●​ Not optimizing property descriptions for AI readability and citations 
●​ Missing attribution to AI platforms because bookings appear as "direct" traffic 
●​ Underestimating the growing importance of AI travel assistants in the booking journey  
●​ Not analyzing which content types (destination guides, amenities, reviews) drive AI 

recommendations 
●​ Overlooking the opportunity to appear in multiple AI platforms' responses through content 

optimization 
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