


A Few Quick things…

A video recording of this live webinar will be sent to you afterwards.



A Few Quick things…

Links to the slide deck and other featured resources will be sent 
out with the recording.



A Few Quick things…

We have time for additional Q&A.



2 Days.
16+ Speakers.
600+ Fundraisers 
& Marketers



Learn More and 
Get Your Tickets

NIOSummit.com

Standard Price: $1295
Super Early Bird: 50% Off
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ON A MISSION TO DECODE WHAT WORKS IN 
FUNDRAISING AND MAKE IT ACCESSIBLE TO AS 

MANY ORGANIZATIONS AS POSSIBLE.



RESEARCH



RESEARCH RESOURCES



RESEARCH RESOURCES

TRAINING



Today’s Speakers

Kevin Peters
Chief Technology Officer,
NextAfter

Does not develop products. 
However…
• WinstonKnows.com
• Data Dashboards
• UTM Generators
• Friction Analysis Tools
• Auto eBook Generators
• Online Social Game 

Platforms
• MiniatureHorseTrader.com

DO NOT ask me 
about developing 

an online social 
game.





This is Greg*
Executive Vice President of 
NextAfter’s Client Services

*



Greg’s campaign revenue 
was being underreported by 
~25%.

Google Analytics Revenue Actual Revenue

Analytics vs. Actuals

$ Some Money

$ More Money



Where did my 
data go?



How Google Analytics Works…

Visitor

Your Web Server

Your Website



How Google Analytics Works…

Tracking Cookie



How Google Analytics Works…

Google Servers



How Google Analytics Works…

Google Servers



How Google Analytics Works…

Google Tag Manager



How Google Analytics Works…

Google Analytics



“Make it as good as possible, but do not 
pursue perfection. Data deviation of 
about 5% is expected and harmless.”
- Dan McGaw, Conversion XL

(https://cxl.com/blog/martech-stack-mistakes/)



“Perfect isn’t the goal. If you have 90-
95% accuracy, you’ve got plenty of good 
data to work with.”
- Michelle Noonan, Seer Interactive

(https://www.seerinteractive.com/blog/10-reasons-ga-data-never-match-other-sources/)



Asking “where is my data?” is the 
inverse of asking ”Where’s Waldo?”



It is like asking: 
“Who is missing?”



How do we find the gap?

We track EVERYTHING



How do we find the gap?
Add enhanced tracking to over 107.5K form submissions:

• Browser

• Device

• Operating System

• Screen Resolution

• Capabilities (Cookies, Ad Blocking, etc.)

• Tag Enablement & Success (Google Analytics & Google Tag Manager)

* Form submissions came between March 3, 2021 and March 22, 2021





GA Enablement with Ad Blockers
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Half of visitors with ad 
blockers prevented tracking



However, only 1 out of 20 
visitors had an ad blocker.

This wasn’t a major 
contributing factor…

No
95%

Yes
5%

Ad Blockers



GA Enablement by Traffic Source

* Based upon 41.6K form submissions across five organizations between March 3, 2021 and March 14, 2021
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It was a significant split 
between Email and Paid 
Social

Paid Social
57%

Email
41%

Paid Search
2%

Percent of Traffic by Channel



Traffic Source by Device Type
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Traffic Source by Device Type

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Paid Search

Email

Paid Social

Desktop Mobile Tablet

Paid Social is 2x more likely to be mobile
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GA Enablement by Device
1 out of 4 desktop users are 

blocking Google Analytics



GA Enablement by Browser
(Desktop Only)
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GA Enablement by Browser
(Desktop Only)
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87%
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GA Enabled Email Submissions

Chrome and Firefox 
often utilize plugins 
for blocking traffic. 
(Edge recently added 

this ability too)



How Google Analytics Works…



Desktop devices are roughly 
2x more likely to be donors 
than mobile.

(At least those we can track)

* Based upon all Google Analytics traffic to 28 nonprofit websites since Jan 1, 2021
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Consolidated Conversion Rate by Device

92%



When did all of this START?



Google Analytics vs. CRM Discrepancy

* Based upon a comparison of Google Analytics to CRM recorded one-time donations for five nonprofit organizations
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Remember: 5% to 10% 
discrepancy is considered 

normal



Google Analytics vs. CRM Discrepancy

* Based upon a comparison of Google Analytics to CRM recorded one-time donations for five nonprofit organizations
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15% Decrease in 
reporting accuracy





What are the implications 
of this LACK of 
TRACKING?



There are two primary areas of concern:

Reporting Advertising



•Will continue to see reduced tracking 
from desktop users (~25%)

•Data should be viewed as directional

•Use for quick decision making

Google Analytics



•Will suffer same lack of tracking as GA3

•However, machine learning projections 
may begin supplementing actual data

Google Analytics 4



• Appears to be blocked along with GA

• Keep using but only for tracking and 
non-necessary scripts

Google Tag Manager



•Will not be activated for those blocking 
GA and/or GTM

•However, samples and conversions will 
both be blocked 

• Results will be “sampled” but 
directionally accurate

Google Optimize



• Tracked conversions will be lower

• Remarketing lists will be smaller (even more so 
with iOS14)

• Google rolling out new options in coming 
months

Google Ads



• If FB is loaded with GTM, it will lose 
tracking for visitors and conversions

• Reported conversions will be lower for 
ads

•We did not test loading the script 
directly on the page

Facebook Advertising



Without Remarketing Ads With Remarketing Ads

44%
In Emails Acquired



Email Acquisition Optimization “Purchase” Optimization

157%
In Purchase



• Should not be affected! (Except 
potentially pixel tracking)

• Forms will still function, and open / click 
metrics will still be somewhat accurate

Email Service Providers



What can we DO about it?



Option #1: Do Nothing…



Option #2: Enhanced Source Codes

Example:

AT2102E01



Option #2: Enhanced Source Codes

Example:

AT2102E01
Department / Fund



Option #2: Enhanced Source Codes

Example:

AT2102E01
Fiscal Year



Option #2: Enhanced Source Codes

Example:

AT2102E01
Month



Option #2: Enhanced Source Codes

Example:

AT2102E01
Subchannel



Option #2: Enhanced Source Codes

Example:

AT2102E01
Marketing Effort



Option #3: Aggregate Your Reporting

Adveronix



Option #3: Google Sheets Reporting



Option #3: Google Data Studio



Option #4: Facebook Conversions API



Option #5: Server-Side GTM



Option #5: Server-Side GTM

googletagmanager.com

googletagmanager.com

YourSite.com



YourSite.com

Option #5: Server-Side GTM

analytics.YourSite.com



Q&A Time



Learn More and 
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MARCH 25TH

Get Certified in

Online Donor 
Acquisition

nextafter.com/workshop



MARCH 25TH

Acquisition

nextafter.com/workshop

• Proven and tested principles

• Live instructors

• Virtual classmates

• Breakout discussions

• Q&A time

• Live Optimization

Non-
Members

Basic 
Member

Standard 
Member

$99 $49.50 No Charge





MARCH 25TH

Get Certified in

Online Donor 
Acquisition

nextafter.com/workshop



Data Universe
• Historical Google Analytics Comparisons:

• Google Analytics from 5 organizations each with a unique GA Ecommerce implementation

• CRM data represents online-only one-time gifts and aligns with GA time period

• Google Analytics Enablement Analysis:

• Based upon Unbounce form submissions from 7 different organizations

• Data analyzed between 3/3/2021 and 3/22/2021


