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Conversion Google Ads

Tracking and
Analytics

Running ads without tracking results is like driving with your eyes
closed — you might be moving, but you have no idea whether you're
heading in the right direction. In Google Ads, conversion tracking and

analytics are the backbone of intelligent decision-making. They allow
you to measure success, identify what's working, and optimize what
isn't. A conversion simply means any valuable action taken by a user
after interacting with your ad. It could be making a purchase, filling
out a form, signing up for a newsletter, downloading an app, or even
making a phone call. By tracking these actions, you gain a clear
picture of your campaign’'s performance beyond just clicks and
impressions without conversion tracking, advertisers may waste their
budget on campaigns that generate traffic but not results. On the
other hand, accurate tracking enables you to pinpoint profitable
keywords, high-performing ads, and effective landing pages — giving
you the insight needed to maximize Return on Investment (ROI).
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1. Understanding Conversions and Their Importance

Before diving into the technical setup, it's important to understand
the ditferent types of conversions and why they matter:

.Primary Conversions: These are the ultimate goals of your
campaign — actions that directly contribute to business
revenue or leads. Examples include product purchases,
completed contact forms, and app installations.

2.Secondary Conversions: These are micro-actions that show
user engagement or interest, such as viewing a pricing page,
watching a product video, or subscribing to a newsletter.

Both types are important. Primary conversions measure direct
business outcomes, while secondary conversions help identity the
customer journey stages leading to those outcomes.

Conversion data is essential for Google's Smart Bidding system, as
it enables the platform to automatically adjust bids for better
performance. When Google Ads understands which actions count
as conversions — such as purchases or sign-ups — it uses this data
to optimize bids and attract more valuable users. For instance, it
the algorithm detects that mobile users are more likely to make a

ourchase, it will automatically raise bids for mobile tratfic. This

intelligent automation ensures your budget is spent efficiently,

targeting audiences that are most likely to convert and maximizing
your overall return on investment (ROI).

In short, conversion tracking helps you move from guessing to

growing.
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2. Setting Up Google Tag Manager (GTM)

Google Tag Manager (GTM) is one ot the most efticient tools for
managing tracking setups. It allows you to easily add, edit, and
organize multiple tracking codes—known as “tags”’—on your
website without needing to change the site’s core code. As a free
tool from Google, GTM simplities the entire tracking process,
making it easier to manage analytics, conversion tracking, and
marketing pixels, all from a single, user-tfriendly dashboard without
relying heavily on developers.

Steps to Set Up GTM:

1.Go to tagmanager.google.com and create an account.

2.Add your website’'s domain and create a new container (a
container holds all your tags).

3.GTM will give you a small snippet of code. Copy and paste this
into the <head> and <body> sections of your website's HTML.

4.0Once installed, you can start adding tags from within the GTM
interface — no need to touch your website again.

Inside GTM, you can add different types of tags, such as:

e Google Ads Conversion Tracking Tag - Tracks when a user
completes a specitic action.

e Google Analytics Tag - Sends visitor data to your Analytics
account.

e Remarketing Tag - Helps show ads to users who visited your
site but didn’t convert.
You can also set up Triggers (events that activate a tag) and
Variables (dynamic data like page URLs or click text). GTM makes
your tracking more organized, tlexible, and error-tree.
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3. Installing and Linking Google Analytics 4 (GA4)

After setting up GTM, the next step is to install Google Analytics 4
(GA4) the latest version ot Google's web analytics plattorm.

GA4 provides advanced event-based tracking, which means every
interaction on your site (scrolls, clicks, purchases, etc.) can be
tracked as an event.

How to Set Up GAA4:

1.Visit analytics.google.com and create a property for your
website.

2.Add your site’'s URL and install the GA4 tracking tag (you can
do this easily through GTM).

3.0nce the data starts tlowing, you'll see insights like user
demographics, engagement rates, average session duration,
and top traftic sources.

4.Link GA4 with your Google Ads account by going to Admin >
Product Links > Google Ads Links.

This integration allows Google Ads to import conversion data from
Analytics giving you a unified view of performance. You'll be able
to see which ads drive not only clicks but also meaningful on-site
behavior.

With GA4, you can track user paths from the first click to the final
purchase. This holistic view helps you understand your customer
journey — what attracts them, what keeps them engaged, and
where they drop off.
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4. Using UTM Parameters for Campaign Tracking

UTM parameters are small pieces ot text added to the end of your
URL to track where visitors come from. They don’t aftect how your
website works but help Analytics recognize the exact source of

traffic.

Here's what each parameter means:

e utm_source = where the ftraftic comes from (e.g., google,
tacebook, email).

e utm_medium = the marketing medium (e.g., cpc, social,
organic).

e utm_campaign = identities the campaign name (e.g.,

summer_sale, product_launch).
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By using UTMs consistently, you can easily differentiate which
campaigns or platforms are driving results. When you check your
Analytics reports, you'll see exactly how much traffic and how
many conversions came from each source.

UTM tracking is especially useful when running multiple campaigns
or when comparing Google Ads performance against other
channels like Meta Ads or email marketing.
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5. Setting Up Conversions Inside Google Ads

Now that your tracking infrastructure is ready, it's time to define
what conversions mean to you inside Google Ads.

Conversions

<+ + NEW CONVERSION ACTION

Assign a % value to calculate ROL.

Steps to Create a Conversion Action:

1.Go to your Google Ads dashboard.
2.Click on Tools & Settings = Measurement = Conversions.
3.Click the "+ New Conversion Action” button.

4.Choose the type of conversion you want to track:
o Website Actions (e.g., form ftills, purchases)
o App Installs or In-App Actions
o Phone Calls (from call extensions or your website)
o Import Conversions (from GA4 or ottfline data)
5.Define the conversion's name, value, count, and attribution
model. For instance, you can assign a ¥ value to each
purchase or lead to calculate ROl accurately.
6.Once created, Google Ads will give you a tracking code

snippet or allow you to set it up through GTM.

Atter implementation, test your setup by performing a test
conversion and checking whether Google Ads registers it correctly.
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6. Measuring ROl and Performance Metrics

Once conversion tracking is active, you'll gain access to deeper

performance insights within Google Ads and Analytics. The key

metrics to focus on include:

e Conversions: The total number of tracked actions.

e Conversion Rate (CVR): Percentage of users who took the

desired action atter clicking your ad.

e Cost per Conversion: How much you spend for each successtul

conversion.

e Return on Ad Spend (ROAS): The revenue generated per unit of

ad spend.

DIGITAL AD PERFORMANCE: ROI & METRICS
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For example, it you spend 10,000 on ads and generate 40,000 in
sales, your ROAS is 4x (or 400%). This data helps you identity

which keywords or campaigns deliver the
Beyond numbers, look for behavioral

nighest returns.

oatterns. Which landing

pages convert best? Which devices or times of day produce better

results? These insights enable smarter targeting and budget

allocation.
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7. Advanced Tips for Smarter Tracking

e Track Micro-Conversions: Don't just measure final sales — track
smaller steps like “Add to Cart,” “View Pricing,” or “Download
Brochure.” These actions reveal customer intent.

e Use Event Tracking in GA4: Create custom events (like button
clicks or video views) to measure engagement more precisely.

ADVANCED CONVERSION TRACKING
& OPTIMIZATION
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*Add to Cart; "View Pricing’ » Lk et b Custom events for clicks,

‘Download’ to reveal intent ! ' » video views, and precise
engsgement

Enhanced Conversions $ -y Attribution Models

@ -- ..V'.‘..v..’.i..

Beyond “last-click® — use “data-
Hashed first-party data for "ds-driven’ to understand influence

Test and validate GTM/Analytics tags
to prevent broken tracking

e Set Up Enhanced Conversions: This newer Google Ads feature
improves tracking accuracy by using hashed first-party dato
(like email or phone number).

e Leverage Attribution Models: Instead of “last-click,” experiment
with models like “data-driven” to better understand which
touchpoints influenced the conversion.

e Regularly Audit Tags: Over time, tracking setups can break due
to site changes. Periodically test and validate your GTM and

Analytics tags.
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