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Land Acknowledgment
Our team at CanadaHelps is grateful to have the opportunity to meet and work on many Indigenous homelands 
across this land we share, Canada.

As settlers on these lands, it is important to acknowledge that our Vancouver offices are located on the unceded 
territory of the Coast Salish People, the Montreal offices are located on Kanien’kehà:ka (Mohawk) territory, and the 
land on which we operate in Toronto is the traditional territory of the Wendat, the Anishinaabeg, Haudenosaunee, 
and the Mississaugas of the Credit First Nation.

We want to express our respect for the territories we reside in and honour the diverse Indigenous People who have 
lived and worked on this land historically and presently. We, the staff and leadership at CanadaHelps, are 
committed to being active participants in reconciliation. We are committed to continuing to amplify Indigenous 
voices, and learning how our work affects Indigenous People.
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About CanadaHelps

Vision:
We envision a society in which all Canadians are 
committed to giving and participating in the charitable 
sector, and in which all charities, regardless of size, have 
the capacity to increase their impact.

Mission:
To inform, inspire, and connect donors and charities, and 
to democratize access to effective technology and 
education in the charitable sector.

For charities, CanadaHelps builds effective and affordable 
fundraising technology, and provides free training and 
education so that all charities, regardless of size, have the 
capacity to increase their impact and succeed in the digital 
age. 

For Canadians, www.canadahelps.org is a convenient, safe 
and trusted, one stop destination for donating to (once, 
monthly, or gifts of securities), fundraising for, or learning 
about any charity in Canada. 

TRUSTED SINCE 
2000

$2.1 BILLION 
RAISED

3.4  MILLION 
DONORS

24,000 CHARITY 
PARTNERS
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Trouble hearing us?

• Turn up your computer’s volume.

• Click Sound Check under Audio in your 
GoToWebinar Panel.

• Select the speaker tab and then turn the 
volume on the speaker to the far right for 
maximum volume. 
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For the best webinar experience, close all 
other applications. 

Yes! 
The links to the webinar slides and recording 
will be emailed to you within 24 hours. You’ll 
be able to watch the recorded video on 
demand. 
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You can hear us, we can’t hear you.

Have questions? 
Type them into the 
Questions Log at anytime.



Allison 
Everhart
Analytical Lead, 
Food & Beverage

Ben 
Wise
Head of 

Programmatic Media
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Agenda

TOP TIP!
To replace the icons 
click here to select from 
a range of other icons.

https://gweb-designyourown.appspot.com/icons.html
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Nonprofits are 
changing the 
world

Photo credit: charity:water
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But this comes 
with a unique set 
of challenges

Organizing and collaborating
Managing volunteers
Raising awareness and storytelling
Driving donations

Photo credit: Direct Relief
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We exist to help empower 
nonprofits to focus on 
their mission, and on the 
people and causes they 
are committed to helping. 

In 2011, we launched Google for Nonprofits
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Our program is global, like the nonprofits 
we serve

350,000+ 
nonprofits

across
67+ countries  
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Nonprofits can collaborate 
more effectively with smart, 
secure business apps like 

Gmail, Docs, Calendar, Drive, 
and Meet

Google Workspace
for Nonprofits

2 billion people come to 
YouTube every single month. 
YouTube enables nonprofits 

to reach a large and 
passionate audience that 

can amplify their cause and 
fundraise

YouTube Nonprofit 
Program

Nonprofits can attract 
donors, raise awareness for 

their organization, and recruit 
volunteers with in-kind 
advertising on Google 

Search

Ad Grants

Our solutions are aimed at tackling 
nonprofit challenges

Nonprofits can develop 
compelling data 

visualizations to track their 
impact. Plus, Google Maps 

Platform can help nonprofits 
share programs and 
resources with their 

community 

Google Earth
and Maps

Nonprofits get Google 
Workspace for Nonprofits 
at no charge, and Google 
Workspace Business and 

Enterprise at a discounted, 
nonprofit-only, rate

Nonprofits get 
$10,000/month in Google 

Ads budget to create 
text-only ads that run on 

Google Search

Engage audiences with 
video and direct traffic to 

your website using Link 
Anywhere cards 

Nonprofits also get access 
to shoot or edit videos at 

YouTube Spaces

Nonprofits get access to 
$250/month additional 
Google Maps Platform 
credit to use on maps 

developer products



Basic 
Definitions



What is Google Analytics? Why non-profits?

Understand your 
audience!

Understand your 
donors!

= more efficient 
non-profit



Account Views are the access points for reports

Account 1 
My Charity Website 

UA - 1234

Property 1 
www.mychairty.com

UA - 1234-1

View 2
filter=y

View 1
filter=x

View 3
filter=z

Once you create a view, the reports for that view 
will show data from the creation date of the view 
going forward. If you delete a view, that specific 
perspective of the data is gone forever.

GA Account Structure



GA Definitions - Basic

Session A session is the period time a user is actively engaged with your website.

User  A combination of a specific device and browser that visits your website.

Avg. Session Duration Tells you the average amount of time (in seconds) that sessions (visitors) were on your 
website.

Bounce Rate The percentage of single-page sessions in which there was no interaction with the 
page.

Segments A subset of sessions or users that share common attributes.

Dimension A descriptive attribute or characteristic of an object that can be given different 
values.  Browser, Landing Page and Campaign are all examples of default dimensions.

Metric A quantitative measurement of your data. Metrics can be sums or ratios.



GA Definitions - Acquisition & Marketing

Channel Traffic sources in the Acquisition reports that groups several marketing activities 
together.

Source The origin of your traffic, such as a search engine (for example, google) or a domain 
(example.com)

Medium The general category of the source, for example, organic search (organic), 
cost-per-click paid search (cpc), web referral (referral).

Referral A website that “referred” visitors to your site by clicking a link.

Conversion Rate The average number of conversions per ad interaction, shown as a percentage.



Demo 
Time



GA Demo: Reports

● How are my website visitors overall?
○ Audience > Overview

● What are my website visitors interested in?
○ Audience > Interests

● Where are my website visitors from and who are 
they?

○ Audience > Demographics
● What devices do my visitors use?

○ Audience > Technology > Browser & OS

● Where do people come from to get to my 
website?

○ Acquisition > All Traffic > Channels
● What other websites link back to my website?

○ Acquisition > All Traffic > Referrals

● What are my most popular pages?
○ Behavior > Site Content > All Pages

● What’s the first page most people see?
○ Behavior > Site Content > Landing Pages

● What are my website visitors doing?
○ Behavior > Events > Top Events

● How much in donations are coming through the 
website?

○ Conversions > Ecommerce
● What important behaviors do people have on my 

website?
○ Conversions > Goals



The Future 
of Analytics:

Google Analytics 4
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Recommended 
events

● Retail/Ecommerce

● Education/Real estate

● Travel (Hotel/Air)

Enhanced 
measurement events

● Outbound clicks

● Site search

● Video engagement

Custom events
(optional)

● Custom event 1

● Custom event 2

● Custom event 3

DO REQUIRE additional code to be added to the web page or app

DO NOT REQUIRE additional code to be added to the web page or app

● Simplifies and streamlines implementation.
● Combines data from app and web.

Edit and modify events for the first time

Implement Events automatically and with custom options

21

3 4

[GA4] Automatically collected events | [GA4] Enhanced measurement | [GA4] Recommended events | [GA4] Event modifications and custom events | GA4 properties tag and instrumentation guide | Custom web | Custom app

Automatically 
collected events

● First visit 

● Session start

● User engagement

https://support.google.com/analytics/answer/9234069
https://support.google.com/analytics/answer/9216061
https://support.google.com/analytics/answer/9267735
https://support.google.com/analytics/answer/10085872#limits-of-event-modifications-and-custom-events
https://developers.google.com/analytics/devguides/collection/ga4/tag-guide#events
https://developers.google.com/analytics/devguides/collection/ga4/tag-guide#custom_events
https://firebase.google.com/docs/analytics/events?platform=android
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[GA4] About Google Analytics 4 reporting

Realtime: Monitor activity on your app or website as it happens.

Acquisition: The campaigns through which you acquire users.

Engagement: User engagement by events, pages, and screens.

Monetization: Buyer volume, revenue by items, promotions, and coupons.

Retention: Retention by new and returning users, cohorts, and lifetime value.

Demographics: User volume by demographic dimension.

Technology: Adoption of app releases and the technologies used to engage 

your content.

Analyze unsampled and real-time data in Reports 

https://support.google.com/analytics/answer/9212670
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Access predictive metrics for Audiences and Analysis

[GA4] Predictive metrics | [GA4] Predictive audiences

Purchase probability

Predict which users are likely to 
make an in-app or ecommerce 
conversion in the next 7 days

Churn probability

Anticipate which users are likely to 
churn when they disengage with 
using your website and/or app

Revenue prediction

Assess the revenue expected from 
all purchase conversions within the 

next 28 days from active users

Machine Learning

Analysis

Use Purchase probability and Churn probability in 
Analysis within the User lifetime technique

Audiences

Build Audiences with predictive metrics using 
suggested audience templates in Audience Builder

https://support.google.com/analytics/answer/9846734
https://support.google.com/analytics/answer/9805833
https://support.google.com/analytics/answer/9947257
https://support.google.com/analytics/answer/9267572


Closing Comments
and Q&A



Want to learn more?

Google for Nonprofits hub: overview of all products and 

services available for nonprofits

Google Skillshop for Analytics: free training and 

certification on Google Analytics

Google Analytics Academy: deeper training on Google 

Analytics with multiple course options

Google for Nonprofit Search Ads 101: previous webinar 

introducing Google Grants

Follow us on social

@googlenonprofit

@googlefornonprofits

youtube.com/googlefornonprofits

Engage with the community
support.google.com/nonprofits/community

Helpful Links

https://www.google.com/nonprofits/
https://skillshop.exceedlms.com/student/path/2938-google-analytics-individual-qualification
https://analytics.google.com/analytics/academy/
https://youtu.be/bbDbGlcokUE


Questions?


