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In	Google	Analytics	4,	there	are	no	views	and	you	can	perform	separate	collections	of	data.	The	granularity	to	which	you	separate	your	data	and	how	you	control	access	to	it	depends	upon	(1)	your	needs	and	(2)	whether	you	use	standard	Google	Analytics	or	Google	Analytics	360.	This	article	is	meant	for	structuring	large	business	accounts.	If	you
manage	an	account	for	a	small	or	midsize	business,	you	may	not	need	to	consider	your	account	structure.	Example	Google	Analytics	account	setups	Business	with	one	website	This	business	has	one	website	and	one	Google	Ads	account.	The	business	does	not	need	to	separate	data	according	to	region	or	line	of	business.	Google	Analytics	Standard
account	structure	Account:	One	account.	Data	is	owned	by	a	single	legal	entity.	Property:	One	property	for	the	website	Data	streams:	One	data	stream.	If	the	business	also	has	an	app,	a	separate	data	stream	for	the	app.	Principles	applied	Structure	Rationale	One	Analytics	account.	If	there's	an	existing	Analytics	account,	there's	no	need	to	create	a
new	one.	Data	is	owned	by	a	single	entity	in	one	location.	One	Google	Analytics	4	property	with	one	(web)	data	stream.	A	single	property	makes	the	data	for	each	aspect	of	the	site	available	in	one	place.	The	marketing	team	can	create	audiences	from	any	cross	section	of	site	data.	Analysts	can	understand	cross-device	usage,	and	whether	there's	a
need	for	a	mobile	site	or	app.	One	Google	Ads	account	linked	to	the	Google	Analytics	4	property.	The	marketing	team	can	export	audiences	to	Google	Ads	for	remarketing	and	prospecting.	Educational	institution/business	This	organization	has	one	website	and	one	Google	Ads	account.	Business	requirements	The	account	structure	needs	to	address	the
following	requirements:	Students	review	course	offerings,	register	for	courses,	and	perform	and	manage	course	work	online.	The	marketing	team	needs	to	be	able	to	create	audiences	for	remarketing	and	prospecting.	Analysts	want	to	understand	cross-device	usage	and	whether	there's	a	need	for	a	mobile	site	or	app.	Google	Analytics	Standard
account	structure	Account:	One	account.	Data	is	owned	by	a	single	legal	entity.	Property:	One	property	for	each	logical	user	base	(institutional	site).	Data	streams:	One	data	stream	for	the	institutional	website.	Principles	applied	Structure	Rationale	One	Analytics	account.	If	there's	an	existing	Analytics	account,	there's	no	need	to	create	a	new	one.
Data	is	owned	by	a	single	entity	in	one	location.	One	Google	Analytics	4	property	with	one	(web)	data	stream.	A	single	property	makes	the	data	for	each	aspect	of	the	site	available	in	one	place.	The	marketing	team	can	create	audiences	from	any	cross	section	of	site	data.	Analysts	can	understand	cross-device	usage,	and	whether	there's	a	need	for	a
mobile	site	or	app.	One	Google	Ads	account	linked	to	the	Google	Analytics	4	property.	The	marketing	team	can	export	audiences	to	Google	Ads	for	remarketing	and	prospecting.	Geographically	distributed	ecommerce	retailer	selling	products	via	web	and	app	This	umbrella	corporation	has	multiple	geographic	regions	and	each	region	is	its	own
business	entity.	Each	region	has	its	own	website,	marketing	team,	and	Google	Ads	account.	The	umbrella	corporation	also	has	an	app	(available	for	iOS	and	Android).	Business	requirements	The	account	structure	needs	to	address	the	following	requirements:	The	umbrella	corporation	needs	to	have	a	global	view	of	data	from	all	business	entities.	There
is	no	need	for	each	business	entity	to	have	legal	ownership	of	its	data.	Each	business	entity	wants	to	understand	how	the	user	journey	moves	across	the	website	and	app.	Each	business	entity	needs	to	compartmentalize	its	data.	The	marketing	team	for	each	business	entity	uses	the	Google	Ads	-	Analytics	link	to	create	and	share	audiences,	and	uses
the	audiences	for	bidding	in	Google	Ads.	Google	Analytics	Standard	account	structure	Account:	One	account.	Data	is	owned	by	a	single	legal	entity.	Property:	One	property	for	a	single	logical	user	base	Data	streams:	One	data	stream	for	the	website.	One	data	stream	for	each	version	of	the	app.	Google	Analytics	360	account	structure	Account:	One
account.	Data	is	owned	by	a	single	legal	entity.	Property:	One	property	for	a	single	logical	user	base	Subproperties:	One	subproperty	for	each	business	entity	that	has	a	need	to	compartmentalize	data	Data	streams:	One	data	stream	for	the	website.	One	data	stream	for	each	version	of	the	app.	Principles	applied	Structure	Rationale	One	Analytics
account.	If	there's	an	existing	Analytics	account,	there's	no	need	to	create	a	new	one.	The	umbrella	corporation	has	legal	ownership	of	the	data	for	all	business	entities.	One	Google	Analytics	4	property.	A	single	property	with	data	streams	for	web	and	app	to	make	all	the	data	available	for	inclusion	in	the	same	reports.	You	can	combine	data	for	sites
and	apps	as	necessary	to	see	how	users	journey	between	the	two.	The	umbrella	corporation	has	a	unified	view	of	all	data,	and	can	compare	data	between	different	business	entities.	A	subproperty	for	each	regional	team	(360)	Each	regional	entity	has	its	own	subproperty	with	compartmentalized	data.	The	umbrella	corporation	has	a	unified	view	of	all
data	in	the	source	property	and	can	compare	data	between	different	business	entities.	One	data	stream	combining	all	regional	business	entity	websites.	Use	one	web	data	stream	for	multiple	domains.	One	Firebase	project	for	the	Android	and	iOS	implementations	of	the	app.	The	Firebase	project	is	linked	to	the	Google	Analytics	4	property.	One	data
stream	each	for	the	iOS	and	Android	version	of	the	app	(i.e.,	two	data	streams).	A	separate	data	stream	for	each	app	implementation	makes	it	possible	to	isolate	iOS	vs	Android	data.	Each	Google	Ads	account	is	linked	to	the	property	(standard)	With	each	Google	Ads	account	linked	to	the	single	property,	audiences	from	the	property	are	available	to
each	Google	Ads	account	for	bidding.	Optional:	Each	Google	Ads	account	is	linked	to	the	appropriate	subproperty	(360)	With	each	Google	Ads	account	linked	to	its	appropriate	subproperty,	audiences	from	the	property	are	available	to	each	Google	Ads	account	for	bidding.	Global	game	developer	with	multiple	games	in	Play	Store	and	App	Store	This
business	has	one	global	brand	website	and	a	separate	marketing	site	for	each	game	title.	It	sells	multiple	game	titles	in	the	Play	Store	and	App	Store.	Business	requirements	The	account	structure	needs	to	address	the	following	requirements:	Collect	first-party	data	from	websites	and	apps	to	create	audiences	and	inform	media	buying.	A	separate
environment	for	development,	staging,	and	production	of	each	game.	Google	Analytics	Standard	account	structure	Account:	One	account.	Data	is	owned	by	a	single	legal	entity.	Property:	One	property	for	each	logical	user	base	(global-brand	site;	each	game	title's	marketing	site	and	app).	Data	streams:	One	data	stream	for	the	global-brand	website.
One	data	stream	for	each	marketing	site,	and	one	for	each	corresponding	version	of	the	app.	Google	Analytics	360	account	structure	Account:	One	account.	Data	is	owned	by	a	single	legal	entity.	Property:	One	property	for	each	logical	user	base	(global-brand	site;	each	game	title's	marketing	site	and	app).	Roll-up	property:	One	roll-up	property	pulling
together	data	from	all	separate	source	properties	for	a	holistic	view	Data	streams:	One	data	stream	for	the	global-brand	website.	One	data	stream	for	each	marketing	site,	and	one	for	each	corresponding	version	of	the	app.	Principles	applied	Structure	Rationale	One	Analytics	account.	If	there's	an	existing	Analytics	account,	there's	no	need	to	create	a
new	one.	Unifies	properties	under	a	single	account	owned	by	a	single	legal	entity.	One	Google	Analytics	4	property	for	the	global	brand	site,	with	one	(web)	data	stream.	Separate	measurement	of	the	global	brand	site.	One	Google	Analytics	4	property	for	each	game	titles	marketing	site	and	app.	Each	property	has	one	(web)	data	stream,	one	iOS	(app)
data	stream,	and	one	Android	(app)	data	stream.	Data	from	each	marketing	site	and	related	app	is	collected	in	the	same	property.	Related	site	and	app	data	is	used	to	create	audiences	and	inform	media	buying.	One	Firebase	project	for	each	game.	Each	project	is	linked	to	the	related	property.	Each	Firebase	project	includes	the	development,	staging,
and	production	versions	of	the	game.	A	separate	Firebase	project	for	each	game	creates	a	separate	environment	for	development,	staging,	and	production	of	each	game.	Optional:	A	separate	Firebase	project	for	each	version	of	the	game	or	for	some	combination	of	versions;	for	example	one	project	for	the	development	version,	and	another	project	for
the	staging	and	production	versions.	You	can	further	subdivide	individual	game	environments	by	project,	but	this	requires	more	properties	if	you	want	to	measure	the	game	version	associated	with	that	project.	Optional:	Roll-up	property.	Each	source	property	feeds	into	a	roll-up	property	that	provides	a	holistic	view	across	web	and	app.	You	can
further	subdivide	individual	game	environments	by	project,	but	this	requires	more	properties	if	you	want	to	measure	the	game	version	associated	with	that	project.	National	insurance	company	with	multiple	independent	subsidiaries	(life,	health,	homeowners,	auto)	This	business	has	one	corporate	website	to	provide	information	to	clients	and	to
generate	leads	that	require	offline	interaction	to	finalize	contracts	(e.g.,	phone,	mail,	point-of-sale).	Each	subsidiary	has	its	own	website,	a	separate	marketing	team,	and	its	own	Google	Ads	account.	One	subsidiary	(auto)	also	has	an	app.	Business	requirements	The	account	structure	need	to	address	the	following	requirements:	Data	is	owned	by	a
single	business	entity	in	one	location.	Data	from	the	corporate	site	needs	to	be	available	for	analysis	to	improve	lead	generation	and	content	optimization.	Each	subsidiary	needs	to	compartmentalize	its	data	in	order	for	the	related	marketing	team	to	create	audiences,	and	track	conversions	associated	with	a	single	Google	Ads	account.	Google	Analytics
Standard	account	structure	Account:	One	account.	Data	is	owned	by	a	single	legal	entity.	Property:	One	property	for	each	logical	user	base	(corporate	site;	each	subsidiary's	site	and	app).	Data	streams:	One	data	stream	for	the	corporate	website.	One	data	stream	for	each	subsidiary	site,	and	one	for	each	corresponding	version	of	the	app.	Google
Analytics	360	account	structure	Account:	One	account.	Data	is	owned	by	a	single	legal	entity.	Property:	One	property	for	all	sites	and	apps	(corporate	site;	each	subsidiary's	site	and	app).	Subproperties:	One	subproperty	for	each	for	each	logical	user	base	(corporate	site;	each	subsidiary's	site	and	app).	Data	streams:	One	data	stream	for	the	corporate
website.	One	data	stream	for	each	subsidiary	site,	and	one	for	each	corresponding	version	of	the	app.	Principles	applied	Structure	Rationale	One	Analytics	account.	If	there's	an	existing	Analytics	account,	there's	no	need	to	create	a	new	one.	Data	is	owned	by	a	single	business	entity	in	one	location.	One	Google	Analytics	4	property	with	one	(web)	data
stream	for	the	corporate	website	(standard	account)	A	single	property	and	data	stream	for	the	corporate	website	makes	that	data	available	for	analysis	to	improve	lead	generation	and	content	optimization.	For	each	subsidiary	website:	(standard	account)	One	Google	Analytics	4	property	with	one	(web)	data	stream.	The	auto-insurance	subsidiary
property	also	needs	an	(Android	app)	data	stream.	A	single	property	and	data	stream	for	each	subsidiary	site	keeps	each	site's	data	separate	from	the	others.	The	auto-insurance	subsidiarys	app	and	web	data	will	be	available	in	the	same	property.	One	Google	Analytics	4	property	with	one	(web)	data	stream	for	all	the	websites	(corporate	and
subsidiary).	(360)	A	single	source	property	and	data	stream	for	all	websites	makes	that	data	available	for	analysis	to	improve	lead	generation	and	content	optimization.	It	also	allows	for	subproperties	to	be	built	off	the	source	property.	Subproperties	for	each	subsidiary	and	the	corporate	website	A	subproperty	can	be	created	to	filter	each	logical
combination	of	data	(corporate	website	or	subsidiary	site)	into	its	own	view	of	data.	One	Firebase	project	for	the	auto-insurance	subsidiary's	Android	app.	The	Firebase	project	is	linked	to	the	auto-insurance	subsidiary's	property	(standard	account)	or	source	property	(360	account).	A	Firebase	project	for	the	auto-insurance	app	creates	a	separate
environment	for	app	development.	Linking	the	Firebase	project	to	the	auto-insurance	property	makes	the	app	and	web	data	available	in	the	same	property	(likewise	for	the	source	property	for	360	accounts).	The	corresponding	Google	Ads	accounts	and	subsidiary	properties	(standard	accounts)	or	subproperties	(360	accounts)	are	linked.	With	the
Google	Ads	account	for	each	subsidiary	linked	to	the	corresponding	property,	audiences	from	the	properties	are	available	in	the	relevant	Google	Ads	accounts,	and	key	event	data	from	the	Google	Ads	accounts	is	available	in	the	relevant	Google	Analytics	4	properties.	Travel	company	with	multiple	brands	operating	in	multiple	countries	This	company
has	multiple	brands,	each	with	a	desktop	website,	a	mobile	site,	and	an	app.	Each	brand	has	its	own	marketing	team	and	advertising	accounts.	Business	requirements	The	account	structure	needs	to	address	the	following	requirements:	Data	needs	to	be	analyzed	by	country.	Each	marketing	team	needs	to	build	its	own	audiences	and	attribute	key
events	to	its	linked	advertising	accounts.	Google	Analytics	Standard	account	structure	Account:	One	account.	Data	is	owned	by	a	single	legal	entity.	Property:	One	property	for	each	logical	user	base	(corporate	site;	each	brand's	site	and	app).	Data	streams:	One	data	stream	for	the	corporate	website.	One	data	stream	for	each	brand	site,	and	one	for
each	corresponding	version	of	the	app.	Google	Analytics	360	account	structure	Account:	One	account.	Data	is	owned	by	a	single	legal	entity.	Property:	One	property	for	each	logical	user	base	(corporate	site;	each	brand's	site	and	app).	Roll-up	property:	One	roll-up	property	to	view	all	entity	and	geographical	data	sets	together.	Data	streams:	One	data
stream	for	the	corporate	website.	One	data	stream	for	each	brand	site,	and	one	for	each	corresponding	version	of	the	app.	Principles	applied	Structure	Rationale	One	Analytics	account.	If	there's	an	existing	Analytics	account,	there's	no	need	to	create	a	new	one.	Data	is	owned	by	a	single	business	entity.	One	Google	Analytics	4	property	per	brand,
each	with:	One	(web)	data	stream	for	the	brands	website	One	(app)	data	stream	for	each	version	of	the	brands	app	(Android,	iOS)	One	property	per	brand	allows	for:	Analysis	by	brand	and	country	Building	audiences	from	a	brand-specific	and	country-specific	user	base	Attributing	key	events	to	the	linked	advertising	accounts	Individual	data	streams
for	each	platform	allow	for	all-inclusive,	comparative,	or	individual	analysis	of	data,	and	for	building	platform-centric	audiences.	One	roll-up	property	bringing	all	brand	properties	together	in	one	place	(360	accounts)	A	single	roll-up	property	with	all	source	properties	included	allows	for	a	holistic	view	of	the	data	at	the	institution	level.	The	brand-
specific	Google	Ads,	Display	&	Video	360,	and	Search	Ads	360	accounts	are	linked	to	the	relevant	properties.	Each	marketing	team	needs	to	build	its	own	audiences	and	attribute	key	events	to	linked	ads	accounts.	Extended	guide	and	reference	The	remainder	of	this	guide	provides	detailed	information	for	businesses	whose	needs	extend	beyond	the
examples	in	the	section	above.	This	extended	guide	is	particularly	relevant	if	you	are	a	Google	Analytics	360	customer.Table	of	contents:	Concepts	and	definitions	If	youre	learning	about	Google	Analytics	4	properties,	you	may	find	these	articles	and	videos	helpful:	Account:	A	collection	of	properties	whose	data	is	owned	by	a	single	legal	entity	and
governed	by	region-specific	terms	of	service	(TOS).	Is	it	important	that	the	data	from	each	region	is	owned	by	a	distinct	legal	entity	within	that	region?	Yes:	Create	multiple	accounts,	one	for	each	region.	No:	Create	one	account	in	the	region	that	houses	your	company	headquarters.	Property:	Lives	within	an	account,	and	represents	data	for	one	user
base.	If	data	should	generally	be	analyzed	together	(product	line,	brand,	application),	data	should	be	in	one	property	(which	can	act	as	a	source	property	if	you	have	Google	Analytics	360.)	Is	the	data	you	collect	related	to	a	single	logical	user	base?	When	you	link	Analytics	to	other	products,	do	you	want	to	share	that	entire	body	of	data	with	each
product?	Yes:	Create	one	property.	No:	Create	a	separate	property	or	subproperty	for	each	logical	user	base.	Data	stream:	Lives	within	a	property,	and	is	the	source	of	data	from	an	app	or	website.	The	best	practice	is	to	use	a	maximum	of	3	data	streams	per	property:	1	single	web	data	stream	to	measure	the	web	user	journey	and	1	app	data	stream
each	for	iOS	and	Android.	App	data	stream:	You	can	have	one	data	stream	for	each	combination	of	app-package	name	and	platform.	Web	data	stream:	In	most	cases,	you	should	use	a	single	web	data	stream	to	measure	the	web	user	journey.	To	ensure	consistent	user	and	session	reporting	for	web	journeys	that	span	domains,	use	a	single	web	data
stream	combined	with	cross	domain	measurement.	Best	practices	The	following	best	practices	and	recommendations	are	meant	to	cover	a	wide	range	of	users	and	use	cases.	There	may	be	edge	cases	where	this	guidance	does	not	apply	or	needs	to	be	adapted	to	specific	circumstances.	In	general,	you	should	set	up	one	account	per	company	and	one
property	per	brand	or	business	unit	(assuming	your	brands	and	business	units	are	unique/distinct	operating	entities	with	separate	stakeholders/analyst	groups).	Parent	Company	A:	1	account	Brand	X	(automotive):	1	property	Brand	Y	(household	goods):	1	property	Brand	Z	(consumer	electronics):	1	property	In	this	case,	the	parent	company	has	one
account	and	three	distinct	properties,	with	each	property	containing	data	related	only	to	that	brand/business.	Enterprise	company	B:	1	account	Product	line	D	(home	insurance):	1	property	Product	line	E	(car	insurance):	same	property	as	D	Product	line	F	(life	insurance):	same	property	as	D	&	E	In	this	case,	the	enterprise	has	chosen	to	have	all	lines
of	business	send	their	data	into	a	single	property.	They	may	have	customers	that	regularly	use	multiple	products,	or	often	use	upsell	or	cross-sell	campaigns	between	products,	so	it	makes	sense	to	see	all	of	that	data	together.	This	property	can	act	as	a	source	property	to	subproperties	for	individual	product	line	analysis	(see	below).	Small	business	C
(ex.	Joes	deli):	1	account	All	products	(deli	meats,	sandwiches,	beverages,	etc):	1	property	In	this	example,	Joe's	deli	is	a	small	business	and	doesn't	need	multiple	properties.	They	analyze	all	of	their	data	together	for	their	online	deli	delivery	business,	since	customers	often	buy	more	than	one	product	and	Joe's	deli	doesn't	have	different	lines	of
business.	A	single	property	for	all	of	their	data	makes	sense.	Data	streams	Each	source	property	has	streams	of	data	from	an	app	and/or	website	providing	incoming	data.	A	data	stream	is	therefore	simply	a	website	or	app	sending	data	to	a	specific	GA4	property.	We	recommend:	1	web	data	stream	per	property	1	iOS	data	stream	per	property	1
Android	data	stream	per	property	Each	app	data	stream	can	only	be	linked	to	one	GA4	property,	so	consider	this	as	you	decide	which	streams	to	link	to	a	property.	Search	Console	integration	You	can	link	a	GA4	property	to	Search	Console.	This	brings	rich	new	data	into	Google	Analytics,	such	as	Search	Queries	from	Organic	Google	Search,	and
dimensions	for	reporting,	such	as	Landing	Page.	You	need	to	decide	which	property	should	be	linked	to	which	Search	Console	property.	If	you	are	using	subproperties	and	roll-up	properties,	you'll	need	to	choose	whether	to	link	to	the	source	property,	subproperty,	or	roll-up	property.	Setting	up	the	link	between	your	GA4	property	and	your	Search
Console	property	is	a	quick	and	straightforward	process	that	can	be	done	in	the	GA4	Admin	page.	Note	that	you	will	need	to	be	a	verified	site	administrator	on	the	Search	Console	property	and	have	the	Administrator	role	on	the	Google	Analytics	4	property	to	set	up	the	link.	Customize	what	reports	are	visible	Google	Analytics	4	properties	give	you
full	control	over	what	reports	to	show,	the	metrics	and	dimensions	included	in	those	reports,	and	the	graphs	within	your	reports.	You	can	set	up	an	entire	report	collection	that	is	relevant	to	just	a	certain	group,	for	example,	the	Marketing	team	(but	note,	you	cannot	restrict	access	to	these	collections;	all	property	users	will	be	able	to	see	them).	This
allows	you	to	customize	GA4	so	that	the	most	relevant	reports	are	the	first	that	you	see	or	the	easiest	to	access,	without	having	to	wade	through	reports	that	you	may	not	need.	Example	of	Marketing	Team	report	collection:	You	can	customize	the	specific	reports	within	each	collection.	For	example,	most	table	reports	have	a	Total	Revenue	metric	that
shows	up	in	the	standard	report	configuration.	This	is	great	if	you	are	an	ecommerce	business	sending	revenue	data	and	you	want	your	teams	to	be	able	to	analyze	this.	However	if	you	do	not	have	revenue	data	to	report	within	Google	Analytics,	this	column	will	show	a	$0.00	value	for	every	row.	If	its	not	a	relevant	metric	for	your	business,	you	can
remove	it	and	declutter	your	reports.	Events	report	with	Total	Revenue	metric:	Edit	interface	(click	the	X	next	to	the	metric	to	remove):	Apply	and	save	without	Total	Revenue	metric:	This	report	is	now	much	cleaner	for	a	business	that	does	not	have	(or	does	not	want	to	show)	revenue	data	within	Google	Analytics.	Data-hygiene	best	practices	In
addition	to	filtering	your	reports	to	include	or	exclude	certain	data,	pay	close	attention	to	data	hygiene,	which	includes	excluding	internal	IP	traffic,	excluding	unwanted	referrals,	and	ensuring	cross-domain	measurement	is	properly	set	up.	Exclude	internal	IP	traffic	Removing	internal	IP	traffic	from	your	data	sets	can	be	an	important	set	up	step	for
many	businesses	who	see	a	lot	of	employee	traffic	on	their	website,	for	example,	a	support	technician	who	often	references	help	center	articles	from	their	companies	website	while	working	with	a	customer.	This	ensures	that	your	company	employees	(internal	users)	are	not	skewing	your	analytics	data	meant	to	report	on	external	customer	use	cases.
This	is	now	a	preset	filter	in	GA4:	Another	aspect	of	data-hygiene	best	practices	to	consider	is	excluding	unwanted	referral	traffic.	This	allows	you	to	keep	data	from	certain	referral	sources	out	of	your	production	data	by	keeping	the	event,	but	ignoring	the	referrer	so	the	traffic	attribution	is	unaffected.	Again,	this	is	now	a	predefined	configuration	in
GA4:	Set	up	cross-domain	measurement	Lastly,	a	common	issue	for	Google	Analytics	users	has	always	been	dealing	with	cross-domain	traffic.	Previously,	you	would	have	to	set	up	cross-domain	measurement	either	through	Google	Tag	Manager	or	your	TMS,	or	by	hard	coding	it	on	your	site.	This	required	extra	effort	that	was	not	always	achievable	for
Google	Analytics	users,	and	thus	often	led	to	data	hygiene	issues	showing	new	or	inflated	session	count	and	referrals	from	your	own	owned	domains.	Google	Analytics	4	makes	this	easy	to	set	up	within	the	user	interface	to	help	improve	your	data	hygiene:	Data	transformations	Data	transformations	can	be	handled	through	event	creation	and
modification	in	Google	Analytics	4	properties.	For	example,	lets	say	that	you	discover	that	a	certain	event	has	been	sent	to	your	GA4	property	twice,	but	in	two	different	ways.	Maybe	the	start_now	event	that	leads	to	a	key	action	on	your	website	is	being	sent	to	GA4	in	multiple	ways	(start_now	and	startNow)	because	it	appears	in	several	different
places	on	your	website	that	were	developed	by	different	teams	that	unknowingly	coded	things	differently.	This	is	a	common	scenario	that	can	impact	your	data	quality,	however	you	can	now	correct	this	by	creating	and	modifying	events	in	the	user	interface.	To	fix	this	issue,	click	Modify	event	in	the	Configure	section	of	your	GA4	property.	Youll	get	to
this	screen	where	you	can	specify	the	changes	you	want	to	make.	In	this	case,	youll	choose	which	Start	Now	event	you	want	to	keep,	and	choose	to	modify	the	other	to	match	it.	The	example	below	shows	that	any	event	with	the	name	startNow	will	be	modified	to	instead	have	the	event	name	of	start_now.	This	will	consolidate	these	two	event	names
into	a	single	name	going	forward;	your	reports	will	look	much	cleaner	with	a	single	row	for	this	event.	User	permissions	and	user	roles	Google	Analytics	4	properties	introduce	streamlined	and	smarter	roles	and	restrictions	functionality.	Standard	roles	now	include	the	following:	Administrator:	someone	with	full	control	of	the	account	Editor:	someone
who	has	full	edit	access	to	data	and	settings	but	cannot	manage	users	Analyst:	someone	who	can	create	and	edit	shared	assets	in	addition	to	viewing	data	and	configurations	Viewer:	someone	who	can	see	report	data	and	configuration	settings	Additionally,	GA4	properties	add	the	ability	to	hide	cost	and	revenue	data	within	the	reporting	interface
based	on	an	assigned	data	restriction	role	of	No	Cost	Metrics	or	No	Revenue	Metrics.	This	is	a	useful	addition	to	user	permissions	to	help	protect	sensitive	business	data	while	allowing	access	to	site	and	behavioral	data	to	certain	audiences.	Note	about	cost	and	revenue	restrictions:	Metric	filters	will	not	work	on	an	audience	that	shows	revenue	data.
Additionally,	users	with	these	restrictions	will	still	be	able	to	see	purchase	event	counts.	So,	if	you	are	concerned	about	seeing	event	counts	for	purchase	data,	you	will	need	to	consider	a	subproperty	for	this	use	case.	360-specific	features:	subproperties	and	roll-up	properties	Subproperties	are	a	new	kind	of	Google	Analytics	4	property	available	to
Google	Analytics	360	accounts.	They	allow	you	to	create	a	subset	of	the	data	thats	in	a	source	property.	Subproperties	replace	the	need	for	views.	For	example,	you	can	create	a	subproperty	that	has	a	subset	of	the	data	thats	in	your	source	property,	and	provide	certain	users	with	access	to	just	that	subproperty.	In	addition,	subproperties	provide
capabilities	around	data	hygiene,	data	governance,	user	governance,	and	feature	governance	that	significantly	increase	the	benefit	of	using	GA4	for	larger	businesses	and	enterprises.	You	can	create	a	subproperty	from	any	source	property,	but	cannot	create	a	subproperty	from	a	roll-up	property.	Subproperties	have	a	one-to-one	relationship	with	a
source	property.	Subproperties	incur	an	additional	cost	for	360	customers.	See	Cost	considerations,	below,	for	more	information.	Data	governance	One	of	the	biggest	use	cases	for	subproperties	is	data	governance	-	controlling	what	data	is	included	or	excluded	from	a	property.	Subproperties	allow	you	to	filter	data	in	or	out	in	order	to	create	the	set
of	data	needed	for	a	specific	audience	or	use	case.	This	allows	for	better	organization	of	your	data	to	make	it	more	easily	accessible	to	certain	audiences.	Separating	data	sets	allows	for	each	group	to	access	their	information	more	quickly	and	easily,	even	if	they	could	have	achieved	the	same	thing	with	a	little	more	filtering	in	the	source	property.
Subproperties	allow	you	to	achieve	this	with	import	and	export	filters	from	a	source	property	to	a	subproperty	for	these	types	of	use	cases.	Data	can	be	filtered	into	a	subproperty	using	any	event	or	custom	dimension	collected	in	the	source	property.	User	governance	Another	use	case	for	subproperties	is	for	user	governance	needs.	An	example	of	this
would	be	if	you	have	strict	company	policies	stating	that	one	region	(for	example,	North	America)	can	see	a	certain	subset	of	data	related	to	their	region,	but	another	region	(for	example,	South	America)	should	not	have	any	access	to	the	data.	Using	subproperties,	you	can	restrict	data	for	each	region	within	its	own	property	so	that	there	is	no	access
outside	of	the	appropriate	region.	This	line	of	thinking	similarly	applies	to	lines	of	business	that	need	to	keep	their	data	separate	for	their	own	operating	needs,	or	separate	data	between	the	marketing	site	and	the	in-product	experience,	if	your	company	has	reasons	that	one	team	should	not	see	the	data	of	another	team.	If	you	do	not	need	to	restrict
access	to	data,	but	instead	just	need	to	point	a	certain	subset	of	users	to	certain	data	sets,	report	customization	and	report	collections	may	be	a	better	solution.	For	example,	you	could	create	a	collection	of	reports	specifically	tailored	to	the	marketing	team	so	they	can	more	easily	navigate	to	the	data	relevant	to	them.	These	features	help	to	organize
data	in	an	easy-to-access	format	for	specific	audiences	and	come	at	no	additional	cost.	Roll-up	properties	A	roll-up	property	contains	data	from	two	or	more	properties.	A	roll-up	property	can	include	data	from	ordinary	properties	and	subproperties,	but	not	other	roll-up	properties.	They	enable	a	broader	view	of	a	business	across	products,	brands,	or
regions	by	bringing	together	data	from	multiple	properties	within	the	same	account.	Roll-up	properties	in	GA4	support	similar	use	cases.	Roll-up	properties	function	in	much	the	same	way	as	any	other	property.	Each	roll-up	property	has	its	own	quota	for	custom	dimensions,	custom	metrics,	user	properties,	and	more.	All	settings	are	controlled	from
within	the	roll-up	property	(roll-up	properties	do	not	inherit	settings	from	their	source	properties),	and	are	specific	to	the	needs	of	the	roll-up	property	and	roll-up	user	base.	Roll-up	properties	incur	an	additional	cost	for	360	customers.	See	Cost	considerations,	below,	for	more	information.	Each	event	that	is	sent	to	a	subproperty	or	a	roll-up	property
is	processed	again,	which	incurs	an	additional	cost	to	the	360	account.	Each	additional	event	hit	is	charged	at	half	the	rate	of	the	initial	event	hit.	In	other	words,	each	subproperty	or	roll-up	property	hit	costs	0.5	of	an	event	hit.	To	help	you	get	a	better	understanding	of	how	your	setup	may	impact	your	billing,	you	can	use	a	new	feature	called	Bill
Preview,	available	to	Google	Analytics	Certified	Partners	to	help	their	customers	get	a	better	understanding	of	potential	GA4	360	costs.	Examples	with	subproperties	and	roll-up	properties	If	we	revisit	some	of	our	examples	from	the	beginning	of	this	guide,	we	can	see	how	these	scenarios	look	from	a	set-up	perspective.	Enterprise	company	with
several	complementary	lines	of	business	Enterprise	company	B:	1	account	Product	line	D	(home	insurance):	1	property	Product	line	E	(car	insurance):	same	property	as	D	Product	line	F	(life	insurance):	same	property	as	D	&	E	In	this	case,	the	enterprise	company	has	1	account	with	1	source	property.	While	there	are	different	lines	of	business	which
may	need	to	analyze	data	separately,	the	products	are	complementary	and	there	is	often	a	need	to	analyze	multiple	products	together,	so	they	have	decided	to	send	all	product	data	into	the	same	source	property.	The	specific	product	teams,	however,	need	to	be	able	to	analyze	their	data	separately.	Due	to	high	volumes	of	traffic	in	the	overall	property,
they	have	elected	to	create	subproperties	for	each	line	of	business.	Parent	company	with	several	brands	Parent	company:	1	account	Brand	X	(automotive):	1	property	Brand	Y	(household	goods):	1	property	Brand	Z	(consumer	electronics):	1	property	In	this	case,	the	parent	company	has	1	account	with	3	source	properties,	one	for	each	brand.	Each
individual	brand	operates	separately	and	needs	to	analyze	their	data	separately,	so	they	each	have	their	own	source	property.	The	parent	company,	however,	would	like	to	see	all	of	their	brands	rolled	up	into	a	single	property	so	that	they	can	have	a	good	understanding	of	total	users,	total	revenue,	and	more.	In	this	case,	the	parent	company	will
create	a	roll-up	property	with	all	3	brand	properties	as	sources	for	the	roll-up.	This	will	give	them	the	holistic	view	they	need,	while	allowing	the	brands	to	remain	independent	from	one	another.	Lets	elaborate	on	this	example.	This	parent	company	has	a	loyalty	rewards	program	that	extends	across	all	of	their	individual	brands.	When	a	user
participates	in	this	loyalty	program,	they	have	a	unique	rewards	ID	that	we	can	associate	with	the	user	as	a	user	property	and/or	as	a	parameter	on	every	event.	The	rewards	team	works	at	the	parent	company	level,	and	needs	to	see	data	for	loyalty	program	participants	across	all	brands	together	in	the	same	property.	We	can	achieve	this	by	using	a
combination	of	subproperties	and	roll-up	properties	so	that	the	rewards	team	has	their	own	data	set	to	work	with.	Each	source	property	would	produce	a	subproperty	with	data	just	for	rewards	participants,	and	then	all	three	subproperties	would	be	pushed	into	a	roll-up	property	for	rewards	data.	Global	enterprise	with	regions	and	subregions	In	this
case,	the	global	enterprise	account	has	3	regional	roll-up	subproperties	with	2	source	subproperties	each.	Google	Ads	In	Google	Analytics	4	properties,	there	are	a	few	enhancements	to	Ads	linking,	however,	the	premise	remains	the	same.	You	can	link	your	Google	Ads	account	to	your	Google	Analytics	4	property	in	order	to	share	audiences	and	site
stats	to	Google	Ads	and	benefit	from	Google	Ads	reporting	data	in	your	GA4	property.	Linking	to	an	Ads	account	is	at	the	Google	Analytics	property	level.	You	can	link	a	source	property,	a	subproperty,	or	a	roll-up	property.	In	GA4	properties,	you	share	an	individual	audience	with	all	linked	accounts.	With	this,	sharing	becomes	much	easier,	but	you
must	share	all	audiences	or	none,	so	keep	that	in	mind	as	you	develop	your	Google	Analytics	4	audiences.	When	you	link	your	GA4	property	and	Google	Ads	account,	you	are	able	to	see	site	stats	in	Google	Ads.	This	feature	exports	behavioral	engagement	data	from	Google	Analytics	directly	into	the	Google	Ads	user	interface.	While	you	can	set	up	a
link	to	any	property	type,	we	recommend	that	you	only	link	to	either	the	source	property	or	the	subproperty	(but	not	both):	this	avoids	the	double	counting	that	would	occur	if	you	linked	to	both	a	source	property	and	a	subproperty.	Audiences	can	be	shared	from	any	GA4	property	(i.e.	ordinary	property,	subproperty,	or	roll-up	property)	to	Google	Ads,
but	keep	in	mind	that	an	audience	from	a	subproperty	or	a	roll-up	will	have	different	data	than	the	source	(ordinary)	property,	due	to	filtering	or	multiple	data	sets.	This	is	important	to	note	when	using	audience	targeting	in	Google	Ads.	Similarly,	key	events	are	dependent	on	the	linked	property	type.	You	dont	want	to	import	the	same	key	event	type
from	a	source	property,	a	subproperty,	and	a	roll-up	property,	so	the	best	practice	recommendation	is	to	link	the	source	GA	property	to	Google	Ads	and	export	your	key	events	only	from	the	source.	An	exception	to	this	may	be	if	you	have	regional-specific	Ads	accounts,	which	you	may	need	to	link	at	the	subproperty	level	instead.	Data	brought	from
Google	Ads	into	a	Google	Analytics	4	property	is	done	at	query	time.	This	ensures	that	you	are	always	looking	at	the	most	up-to-date	data	and	prevents	duplication	or	aggregation	across	subproperties	and	roll-ups.	Search	Ads	360	At	its	initial	launch,	the	SA360	integration	will	support	data	inheritance	from	the	source	property	to	a	subproperty	or	a
roll-up	property.	This	means	that	if	the	link	is	established	on	the	source	property,	the	subproperty	or	roll-up	property	will	receive	data	from	SA360,	but	the	subproperty	or	roll-up	cannot	control	or	set	up	the	link	itself.	In	Google	Analytics	4	properties,	you	will	share	an	individual	audience	with	all	linked	accounts.	With	this,	sharing	becomes	much
easier,	but	you	must	share	all	audiences	or	none.	Keep	this	in	mind	as	you	develop	your	Google	Analytics	4	audiences.	Display	and	Video	360	At	its	initial	launch,	the	DV360	integration	supports	data	inheritance	from	the	source	property	to	a	subproperty	or	a	roll-up	property.	This	means	that	if	the	link	is	established	on	the	source	property,	the
subproperty	or	roll-up	property	will	receive	data	from	DV360,	but	the	subproperty	or	roll-up	cannot	control	or	setup	the	link	itself.	In	Google	Analytics	4	properties,	you	share	an	individual	audience	with	all	linked	accounts.	With	this,	sharing	becomes	much	easier,	but	you	must	share	all	audiences	or	none.	Keep	this	in	mind	as	you	develop	your	Google
Analytics	4	audiences.	You	can	create	additional	properties	to	an	existing	GA4	account.	Its	up	to	you	to	manage	the	relationships	between	your	accounts	and	properties,	but	each	GA4	account	can	contain	up	to	2,000	properties.	Learn	more	about	the	Google	Analytics	hierarchy.	On	this	page	Before	you	begin,	make	sure	you	are	in	the	correct	account
where	you	want	to	add	a	new	property.	You	must	also	be	an	Editor	or	above	at	the	account	level.	To	create	a	property:	In	Admin,	click	Create,	then	select	Property.	Enter	a	name	for	the	property	(e.g.	"My	Business,	Inc	website")	and	select	the	reporting	time	zone	and	currency.	If	a	visitor	comes	to	your	website	on	a	Tuesday	in	their	time	zone,	but	it's
Monday	in	your	time	zone,	the	visit	is	recorded	as	having	occurred	on	Monday.	If	you	choose	a	time	zone	that	honors	Daylight	Savings	Time,	Analytics	automatically	adjusts	for	time	changes.	Use	Greenwich	Mean	Time	if	you	don't	want	to	adjust	for	Daylight	Savings	Time.	Changing	the	time	zone	only	affects	data	going	forward.	If	you	change	the	time
zone	for	an	existing	property,	you	may	see	a	flat	spot	or	a	spike	in	your	data,	caused	by	the	time	shift	forwards	or	backwards,	respectively.	Report	data	may	refer	to	the	old	time	zone	for	a	short	period	after	you	update	your	settings,	until	Analytics	servers	have	processed	the	change.	We	recommend	that	you	change	the	time	zone	for	a	property	no
more	than	once	per	day	so	Analytics	can	process	the	change.	Click	Next.	Select	your	industry	category	and	business	size.	Click	Next.	Select	how	you	intend	to	use	Google	Analytics.	Google	Analytics	tailors	the	set	of	default	reports	based	on	the	information	you	provide	about	how	you	intend	to	use	Analytics.	For	example,	if	you	choose	"Leads,"	you	will
see	a	collection	of	reports	to	help	you	measure	lead	generation.	Learn	more	about	Business	objectives	collection.	Click	Create.	If	you	want	to	start	collecting	data,	you	can	continue	to	Add	a	data	stream.	Set	up	data	collection	for	websites	After	adding	a	web	stream,	youll	be	prompted	to	set	up	a	Google	tag.	Youll	have	different	options	to	select	from,
depending	on	how	the	site	is	configured.	Click	Show	more	options	to	see	the	full	list	of	options.	Choose	this	option	if	one	of	the	following	is	true:	Your	website	builder/CMS	does	not	yet	support	the	Google	tag	(gtag.js)	You	or	your	web	developer	are	manually	tagging	your	website	You	use	Google	Tag	Manager	How	to	manually	install	the	Google	tag
When	you	select	"Install	manually,"	you	will	see	the	JavaScript	snippet	for	the	Google	tag.	To	establish	a	connection	between	your	website	and	Google	Analytics,	copy	and	paste	the	entire	Google	tag	in	the	code	of	every	page	of	your	website,	immediately	after	the	element.	Dont	add	more	than	one	Google	tag	to	each	page.	Your	Google	tag	is	the	entire
section	of	code	that	appears,	beginning	with:	and	ending	with	If	you're	using	a	website	builder	or	Content	Management	System	(CMS)	that	doesn't	yet	support	the	Google	tag,	copy	the	entire	Google	tag	and	paste	it	into	the	platform's	custom	HTML	field.	When	you've	set	up	your	tag,	you	need	to	configure	your	Google	tag	settings.	For	basic	data
collection,	follow	the	Google	Tag	Manager	help	center	instructions	to	add	the	Google	Analytics:	GA4	Configuration	tag	using	your	Google	Tag	Manager	account.	If	you	manage	your	site	using	certain	website	builders	or	Content	Management	System	(CMS)	platforms,	like	Wix	or	Duda,	you	can	finish	setting	up	your	Google	tag	without	making	changes
to	your	code.	If	you	manage	your	site	using	one	of	the	platforms	listed	on	the	Installation	instructions	page,	select	your	platform	and	follow	the	instructions	to	finish	setting	up	your	Google	tag	without	making	changes	to	your	code.	If	your	platform	doesn't	yet	support	the	Google	tag,	use	the	previous	"Install	manually"	option.	We're	continually
updating	the	CMS	instructions	to	make	it	as	easy	as	possible	to	set	up	your	Google	tag.	If	you	don't	see	your	platform	on	the	Installation	instructions	page,	you	might	still	be	able	to	paste	your	Google	tag	ID	into	your	website	builder	or	CMS.	Before	installing	manually,	check	for	your	platform	on	this	list.	Learn	more	about	installing	your	Google	tag
with	a	website	builder.	You	are	seeing	this	option	because	Google	has	identified	an	integration	between	your	site	and	a	specific	Content	Management	System	(CMS).	This	option	lets	you	finish	setting	up	your	Google	tag	without	making	changes	to	your	code	using	the	existing	CMS	integration.	Follow	the	instructions	to	finish	setting	up	your	Google
tag	without	making	changes	to	your	code.	If	your	platform	doesn't	yet	support	the	Google	tag,	use	the	previous	"Install	manually"	option.	We're	continually	updating	the	CMS	instructions	to	make	it	as	easy	as	possible	to	set	up	your	Google	tag.	If	you	don't	see	your	platform	on	the	Installation	instructions	page,	you	might	still	be	able	to	paste	your
Google	tag	ID	into	your	website	builder	or	CMS.	Before	installing	manually,	check	for	your	platform	on	this	list.	Learn	more	about	installing	your	Google	tag	with	a	website	builder.	Select	this	option	to	reuse	an	existing	Google	tag	that	you	have	admin	access	to.	Click	Choose	a	tag.	You'll	see:	A	list	of	tags	you	have	admin	access	to.	(If	you	don't	see	the
tag	you	are	looking	for,	you	might	not	have	the	appropriate	user	permissions	to	make	changes	to	that	Google	tag.)	Tag	IDs	Whether	or	not	the	tag	was	detected	on	your	website.	Choose	a	tag	labeled	"On	site"	to	complete	setup	without	making	changes	to	your	site's	code.	If	you	choose	a	tag	labeled	"Not	detected",	you	might	need	to	install	it.	(Note
that	if	your	site	has	low	traffic	volume,	your	tag	may	be	shown	as	"Not	detected".)	The	destinations	that	are	associated	with	the	tag	Select	the	Google	tag	you	want	to	use,	then	click	Confirm	to	finish	creating	your	new	GA4	property.	Users	on	your	property	will	be	added	as	users	on	the	tag.	Learn	more	about	managing	your	Google	tag	Use	the	tag
detected	on	your	site	to	complete	setup	without	making	any	additional	changes	to	your	site's	code.	Google	will	add	the	Google	Analytics	property	to	the	tag	found	on	your	site.	Choose	this	option	if	Google	detected	a	tag	on	your	website,	but	you	want	to	use	a	different	tag	from	the	one	Google	detected.	Choose	this	option	if	Google	detected	a	tag	on
your	website,	but	you	want	to	install	a	new	Google	tag	on	your	website	manually	instead.	How	to	manually	install	the	Google	tag	When	you	select	this	option,	you	will	see	the	JavaScript	snippet	for	the	Google	tag.	To	establish	a	connection	between	your	website	and	Google	Analytics,	copy	and	paste	the	entire	Google	tag	in	the	code	of	every	page	of
your	website,	immediately	after	the	element.	Dont	add	more	than	one	Google	tag	to	each	page.	Your	Google	tag	is	the	entire	section	of	code	that	appears,	beginning	with:	and	ending	with	If	you're	using	a	website	builder	or	Content	Management	System	(CMS)	that	doesn't	yet	support	the	Google	tag,	copy	the	entire	Google	tag	and	paste	it	into	the
platform's	custom	HTML	field.	When	you've	set	up	your	tag,	you	need	to	configure	your	Google	tag	settings	To	ensure	that	your	new	property	is	fully	set	up,	in	Admin,	click	Setup	Assistant	on	the	left	side	of	the	screen.	Setup	Assistant	in	Google	Analytics	4	properties	guides	you	through	recommended	features	and	settings	to	help	you	finish	setting	up
your	GA4	property.	Learn	how	to	Configure	your	GA4	property	using	Setup	Assistant.	In	Setup	Assistant,	you	can	configure:	Data	collection	Property	settings	Google	Ads	(Optional)	Advanced	setup	Manage	users	Import	data	Link	to	BigQuery	Set	up	user	IDs	Use	measurement	protocol	It	can	take	up	to	30	minutes	for	data	to	begin	appearing	in	your
new	GA4	property.	To	verify	that	data	is	being	collected,	browse	your	website,	then	select	Realtime	from	the	report	navigation.	You	should	see	activity	in	the	Realtime	report.	If	you	have	an	existing	Firebase	project,	you	can	link	this	GA4	property	to	it.	However,	you	have	to	do	this	from	Firebase.	Learn	how.	Your	first	step	is	to	set	up	an	Analytics
account,	unless	you	already	have	one.	Skip	to	creating	a	property	unless	you	want	to	create	a	separate	account	for	this	website	and/or	app.	For	example,	you	might	want	to	create	another	account	if	this	website	and/or	app	belong(s)	to	a	separate	business.	Go	to	.	If	this	is	your	first	time	using	Google	Analytics,	click	Start	Measuring.	If	you	already	have
an	account	set	up,	go	to	step	2.	In	Admin,	click	Create,	then	select	Account.	Note:	The	previous	link	opens	to	the	last	Analytics	property	you	accessed.	You	must	be	signed	in	to	a	Google	Account	to	open	the	property.	You	can	change	the	property	using	the	property	selector.You	must	be	aViewer	or	aboveat	the	account	level	to	create	an	Analytics
account.	Provide	an	account	name.	Configure	the	data-sharing	settings	to	control	which	data	you	share	with	Google.	Click	Next	to	add	the	first	property	to	the	account.	You	need	the	Editor	role	to	add	properties	to	a	Google	Analytics	account.	If	you	created	this	account,	you	automatically	have	the	Editor	role.	You	can	add	up	to	2,000	properties	to	an
Analytics	account.	To	raise	this	limit,	contact	your	support	representative.	To	create	a	property:	Are	you	continuing	from	"Create	an	Analytics	account",	above?	If	so,	skip	to	step	2.	Otherwise,	In	Admin,	look	at	the	Account	column	to	make	sure	that	you've	selected	the	right	account.	Then,	in	the	Property	column,	click	Create	Property.	Enter	a	name	for
the	property	(e.g.	"My	Business,	Inc	website")	and	select	the	reporting	time	zone	and	currency.	If	a	visitor	comes	to	your	website	on	a	Tuesday	in	their	time	zone,	but	it's	Monday	in	your	time	zone,	the	visit	is	recorded	as	having	occurred	on	Monday.	If	you	choose	a	time	zone	that	honors	Daylight	Savings	Time,	Analytics	automatically	adjusts	for	time
changes.	Use	Greenwich	Mean	Time	if	you	don't	want	to	adjust	for	Daylight	Savings	Time.	Changing	the	time	zone	only	affects	data	going	forward.	If	you	change	the	time	zone	for	an	existing	property,	you	may	see	a	flat	spot	or	a	spike	in	your	data,	caused	by	the	time	shift	forwards	or	backwards,	respectively.	Report	data	may	refer	to	the	old	time
zone	for	a	short	period	after	you	update	your	settings,	until	Analytics	servers	have	processed	the	change.	We	recommend	that	you	change	the	time	zone	for	a	property	no	more	than	once	per	day	so	Analytics	can	process	the	change.	Click	Next.	Select	your	industry	category	and	business	size.	Click	Next.	Select	how	you	intend	to	use	Google	Analytics.
Note:	Google	Analytics	tailors	the	set	of	default	reports	based	on	the	information	you	provide	about	how	you	intend	to	use	Analytics.	For	example,	if	you	choose	"Generate	more	leads,"	you	will	see	a	collection	of	reports	to	help	you	measure	lead	generation.	Learn	more	Click	Create	and	(if	you	are	setting	up	a	new	account)	accept	the	Analytics	Terms
of	Service	and	the	Data	Processing	Amendment.	Continue	to	Add	a	data	stream	to	start	collecting	data.	Add	a	data	stream	Are	you	continuing	from	"Create	a	property",	above?	If	so,	skip	to	step	2.	Otherwise,	In	Admin,	look	at	the	Account	column	to	make	sure	that	you	have	your	desired	account	selected.	Then,	look	at	theProperty	column	to	make	sure
that	you	have	your	desired	property	selected.	In	the	Property	column,	click	Data	Streams	>	Add	stream.	Click	iOS	app,	Android	app,	or	Web.	iOS	app	or	Android	app	When	you	add	an	app	data	stream,	Analytics	creates	a	corresponding	Firebase	project	and	app	data	stream,	and	automatically	links	the	Firebase	project	to	your	property	if	your	project
and	property	are	not	already	linked.	You	can	link	to	an	existing	Firebase	project,	however	you	have	to	do	this	from	Firebase	(and	for	a	GA4	property	that	is	not	yet	linked	with	Firebase.)	Learn	how.	Enter	the	iOS	bundle	ID	or	Android	package	name,	the	app	name,	and	for	iOS,	the	App	Store	ID,	then	click	Register	app.	Click	Next	and	follow	the
instructions	to	download	the	config	file	for	your	app.	Click	Next	and	follow	the	instructions	to	add	the	Google	Analytics	for	Firebase	SDK	to	your	app.	Click	Next.	Run	your	app	to	verify	installation	of	the	SDK	and	that	the	app	is	communicating	with	Google	servers.	Click	Finish.	(Alternatively,	click	Skip	this	step	if	you	want	to	complete	app	setup	at	a
later	time.)	Web	Watch	a	step-by-step	video	to	see	how	to	set	up	Google	Analytics	on	your	website	using	Google	Tag	Manager.	Set	up	data	collection	To	begin	seeing	data	in	your	new	Google	Analytics	4	property,	you'll	need	to	do	one	of	the	following:Add	the	tag	to	a	website	builder	or	CMS-hosted	website	(e.g.,	HubSpot,	Shopify,	etc.)	Many	CMSs
have	native	integrations	with	Google	Analytics	4.	If	you're	using	one	of	the	CMSs	listed	below,	follow	the	instructions	to	find	your	Google	tag	ID	and	paste	it	into	the	Google	Analytics	field	that	your	CMS	provides.	To	find	your	Google	tag	("G-")	ID:	In	Admin,	under	Data	collection	and	modification,	click	Data	streams.	Note:	The	previous	link	opens	to
the	last	Analytics	property	you	accessed.	You	must	be	signed	in	to	a	Google	Account	to	open	the	property.	You	can	change	the	property	using	the	property	selector.You	must	be	an	Editor	or	above	at	the	property	level	tocreate.	Click	the	data	stream	for	which	you	need	the	ID.	Under	Stream	Details,	copy	the	Measurement	ID	(starts	with	"G-"	or	"AW-")
Enter	your	Google	tag	ID	into	the	field	that	your	CMS	provides:	All	other	website	builders	If	you	are	using	a	CMS	or	website	builder	that	doesn't	provide	a	field	to	enter	your	Google	tag	ID,	you'll	need	to	paste	your	Google	tag	into	your	website	using	your	CMS's	custom	HTML	feature.	In	Admin,	under	Data	collection	and	modification,click	Data
streams.	Note:	The	previous	link	opens	to	the	last	Analytics	property	you	accessed.	You	must	be	signed	in	to	a	Google	Account	to	open	the	property.	You	can	change	the	property	using	the	property	selector.You	must	be	an	Editor	or	above	at	the	property	level	tocreate.	Click	Web.	Click	the	data	stream	for	your	website.	Under	Google	tag,	click	View	tag
instructions.	On	the	Installation	instructions	page,	select	Install	manually:	On	the	screen,	youll	see	the	JavaScript	snippet	for	your	account's	Google	tag.	Your	Google	tag	is	the	entire	section	of	code	that	appears,	beginning	with:	and	ending	with	Paste	your	Google	tag	to	your	website	using	your	CMS's	custom	HTML	feature.	Follow	your	CMS's
instructions	on	how	to	do	this	below:	Cart.com:	Contact	Cart.com	support	for	instructions.	PrestaShop:	Contact	PrestaShop	support	for	instructions.	Salesforce	(Demandware):	Contact	Salesforce	support	for	instructions.	VTEX:	Contact	VTEX	support	for	instructions.	Weebly	instructions	Data	collection	may	take	up	to	30	minutes	to	begin.	You	can	then
use	the	Realtime	report	to	verify	that	you're	receiving	data.Add	the	Google	tag	directly	to	your	web	pages	You	need	access	to	the	HTML	for	your	web	pages.	Ask	your	web	developer	to	perform	these	steps	if	you're	unable	to	complete	the	steps	yourself.	In	Admin,	under	Data	collection	and	modification,click	Data	streams.	Note:	The	previous	link	opens
to	the	last	Analytics	property	you	accessed.	You	must	be	signed	in	to	a	Google	Account	to	open	the	property.	You	can	change	the	property	using	the	property	selector.You	must	be	an	Editor	or	above	at	the	property	level	tocreate.	Click	Web.	Click	the	data	stream	for	your	website.	Under	Google	tag,	click	View	tag	instructions.	On	the	Installation
instructions	page,	select	Install	manually:	On	the	screen,	youll	see	the	JavaScript	snippet	for	your	account's	Google	tag.	Your	Google	tag	is	the	entire	section	of	code	that	appears,	beginning	with:	and	ending	with	Paste	your	Google	tag	immediately	after	the	on	each	page	of	your	website.	Data	collection	may	take	up	to	30	minutes	to	begin.	You	can	then
use	the	Realtime	report	to	verify	that	you're	receiving	data.Add	your	tag	using	Google	Tag	Manager	To	set	up	data	collection	for	an	app,	read	these	instructions.	Next	steps	After	you	have	set	up	data	collection,	complete	additional	configurations	to	get	more	useful	data	out	of	Analytics.	Review	the	checklist	to	learn	which	configurations	are	right	for
you	to	collect	more	data,	filter	unwanted	data,	and	power	advertising.	Owners	can	remove	a	property	from	their	own	list,	or	from	the	list	of	any	non-owner.	Users	can	remove	a	property	from	their	own	list.	Removing	a	property	has	the	following	effects:	You	will	no	longer	receive	notifications	for	the	removed	property.	If	other	verified	property	owners
remain,	the	only	effect	is	to	remove	the	property	from	your	list;	other	users	will	not	be	affected.	You	will	not	be	able	to	see	any	information	about	the	property	or	access	the	property	settings.	Your	message	history	for	the	property	will	be	retained.	If	you	are	the	last	verified	owner	of	a	property,	all	users	of	the	property	will	lose	access	to	the	property	in
Search	Console.	To	remove	a	property	from	your	property	list:	Open	the	property	settings	pageof	that	property	and	clickRemove	property.	If	you	are	a	verified	owner,	you	might	alsoremove	the	access	token	you	used	to	verify	ownership.	If	you	don't,	you	can	regain	access	to	the	property	by	simply	adding	the	same	propertyin	Search	Console	and
clicking	Verify.	So,	for	example,	if	you	used	HTML	tag	verification,	you	must	remove	your	tag	from	the	site	homepage;	if	you	used	domain	verification,	you	must	remove	your	TXT	verification	entry	from	the	domain	host.	Be	sure	to	remove	only	your	own	token;	removing	someone	else's	token	will	remove	their	access.If	you	are	the	last	verified	owner	of
a	property,	all	users	of	the	property	will	lose	access	to	the	property	in	Search	Console.	Removing	a	property	from	someone	else's	account	has	the	following	rules	and	effects:	An	owner	can	remove	access	for	any	user.	However,	removing	access	for	another	owner	will	only	work	if	that	owner's	access	token	(HTML	file,	meta	tag,	or	whatever	was	used	to
prove	ownership)	is	also	removed.	If	the	access	token	still	exists	and	is	valid,	ownership	status	will	be	re-granted	to	the	removed	owner	the	next	time	Google	sees	the	access	token.	Removing	a	property	from	someone	else's	account	deletes	their	access	to	the	property.	In	order	to	regain	access,	theremoved	user	must	be	re-granted	access	by	an	owner,
or	else	verify	themselves	as	described	inVerification.	The	removed	user's	verification	history	for	the	property	will	be	deleted	after	18	months.	To	removea	property	from	someone	else's	account:	Post	to	the	help	community	Get	answers	from	community	members	You	can	be	an	owner	or	user	of	a	property.	Each	of	these	roles	has	different	rights	and
capabilities.	You	can	grant	permissions	to	other	users	only	if	you	are	a	property	owner.	See	and	manage	the	user	list	in	(site)	Settings	>	Users	and	permissions	in	Search	Console.	MANAGE	USERS	AND	PERMISSIONS	Permissions	Each	user	for	a	Search	Console	property	is	assigned	one	of	the	following	permissions:	Owner:	Has	full	control	over
properties	in	Search	Console.	Owners	can	add	and	remove	other	users,	configure	settings,	view	all	data,	and	use	all	tools.	A	property	must	have	at	least	one	verified	owner,	or	no	users	will	have	access	to	the	property.	There	are	two	types	of	owners,	both	have	the	same	permissions:	Verified	owner:	Someone	who	verified	ownership	of	the	property
using	a	token	to	prove	ownership	(such	as	an	HTML	file	uploaded	to	the	website).	To	add	or	remove	a	verified	owner,	you	must	add	or	remove	a	token	on	the	site.	Delegated	owner:	Someone	granted	ownership	status	by	a	verified	owner	without	the	use	of	a	verification	token	(such	as	an	HTML	file	or	tag).	To	add	or	remove	a	delegated	owner,	an
owner	of	any	type	simply	adds	or	removes	the	new	owner	using	the	Search	Console	user	management	screen.	Full	user:	Has	view	rights	to	all	data	and	can	take	some	actions.	Restricted	user:	Has	simple	view	rights	on	most	data.	Associate:	Associates	are	people	or	accounts	that	can	take	certain	actions	on	behalf	of	your	site,	or	access	certain	data.
Unlike	site	owners	and	users,	associates	can't	open	or	view	your	Search	Console	account	or	data	directly	but	they	are	authorized	to	perform	other	tasks.	The	actions	and	permissions	vary	depending	on	the	type	of	association	(for	example,	Chrome	Web	store).	Learn	more	about	association.	We	lost	our	only	verified	site	owner!	If	the	only	verified	owner
of	your	site	leaves	your	team,	you	should	verify	ownership	to	maintain	(or	regain)access	to	the	property.	If	you	are	taking	over	a	site	from	another	owner,	after	you	verify	ownership	you	can	unverify	previous	owners	by	removing	their	verification	token	(for	example,	removing	the	HTML	tag	from	the	site,	for	HTML-tag-verified	owners).	See	Add	or
remove	owners	for	more	information.	Add	or	remove	users	or	delegated	owners	Limits:	Full/restricted/associate	users:	A	property	can	have	a	maximum	of	100	non-owners.	Delegated	owners	can	be	added	to	a	property	until	the	property	reaches	500	total	verified	+	delegated	owners.	That	is,	if	a	property	has	200	verified	owners	and	300	delegated
owners,	no	new	delegated	owners	can	be	added	to	that	property.	Verified	owners	have	no	maximum	per	property.	That	is,	if	a	property	already	has	500	owners	of	any	type,	you	can	still	verify	additional	owners.	You	must	be	a	property	owner	(or	an	owner	of	a	parent	property)	to	add	or	remove	another	user.	Add	a	new	user	or	delegated	owner	Open
the	property	in	Search	Console.	Open	the	Users	and	permissions	page	in	property	settings	(Settings	>	Users	and	permissions).	This	page	is	visible	only	if	you're	a	property	owner.	Click	Add	user	Enter	the	Google	Account	name	(email)	of	the	new	user	Users	must	have	a	valid	Google	Account.	An	email	group	cannot	be	added	as	a	user.	Choose	the
permission	level	(role)	to	grant	the	user.	Save	your	changes.	If,	when	trying	to	add	a	new	user,	you	get	the	error	"This	user	may	only	be	added	as	'Owner',"	it	means	that	the	user	you	are	trying	to	add	already	owns	a	containing	property	and	thus	has	implicit	owner	rights	for	this	property.	You	can	only	add	this	person	as	an	owner	of	this	child	property.
Adding	them	as	a	full	or	restricted	user	would	be	a	demotion	in	permissions	on	this	child	property,	which	isn't	allowed.	Remove	a	user	or	delegated	owner	Open	the	property	in	Search	Console.	Open	the	Users	and	permissions	page	in	property	settings	(Settings	>	Users	and	permissions).	This	page	is	visible	only	if	you're	a	property	owner.	Select	the
menu	next	to	the	user	to	delete	and	click	Remove	access.	The	change	should	take	effect	very	quickly.	If	you	see	a	notification	warning	that	the	user	might	regain	access,	this	means	that	the	user	was	a	verified	owner,	and	has	one	or	more	ownership	tokens	that	might	be	used	to	regain	access	to	this	property.	Remove	the	tokens	listed	in	the	notification
to	prevent	the	user	from	regaining	access.	You	can	also	find	this	list	by	clicking	Unusedownership	tokens	in	the	Users	and	permissions	page.	Add	or	remove	verified	owners	To	add	yourself	as	a	verified	owner	Follow	the	verification	flow	to	prove	ownership	of	a	site.	To	add	another	person	as	a	verified	owner,	you	must	add	their	personal	verification
token	to	the	property:	Ask	the	other	user	to	start	the	verification	flow	to	generate	a	personal	token	(an	HTML	file,	HTML	tag,	or	whatever	type	you	want	to	use).	Post	their	personal	token	in	a	place	appropriate	for	that	token(for	instance,	for	HTML	file	verification,	have	them	give	you	their	HTML	file	and	then	upload	it	for	them	to	the	website).	Tell	the
user	to	open	the	property	in	Search	Console	and	click	Verify.	If	all	verified	owners	are	removed,	then	all	remaining	users	and	delegated	owners	will	lose	access	to	the	property	after	a	grace	period.	Data	for	the	property	will	continue	to	be	collected,	but	nobody	will	have	access	to	it	until	someone	verifies	ownership	of	the	property.	Follow	the
instructions	for	removing	a	delegated	owner.	When	complete,	you	will	be	shown	a	popup	that	lists	all	verification	tokens	for	this	user	in	this	property.	You	can	also	find	this	list	by	clicking	Unused	ownership	tokens	in	the	Users	and	permissions	page.	The	deleted	owner	will	immediately	lose	access	to	the	property.	Delete	all	verification	tokens	for	this
user	in	this	property.	If	you	do	not	delete	these	tokens,	the	removed	owner	will	be	able	to	re-verify	ownership	if	they	choose	to	(all	current	owners	will	be	notified	if	this	happens).	When	you	remove	the	owner	in	the	previous	step,	you	will	be	shown	the	list	of	tokens	associated	with	the	removed	owner.	You	can	also	see	this	list	in	the	Unused	tokens	list
for	the	property.If	an	owner	used	several	verification	methods,	you	should	remove	all	tokens	for	that	person.	If	you've	found	an	owner	that	you	don't	recognize,	you	might	have	been	hacked.	A	hacker	can	probably	add	their	token	back	after	you've	removed	it,	so	you	should	either	visit	the	web.dev	site	and	try	to	secure	your	website	yourself,	or	else
contact	a	website	security	professional	to	help	you	secure	your	site.	Change	permissions	for	an	existing	user	Requirements:	You	must	be	an	owner	to	be	able	to	change	permissions	of	another	user.	You	can	change	permissions	for	any	non-verified	owner.	To	change	permission	level	for	another	user:	Open	the	property	in	Search	Console.	Open	the
Users	and	permissions	page	in	property	settings	(Settings	>	Users	and	permissions).	This	page	is	visible	only	if	you're	a	property	owner.	Select	the	menu	next	to	the	user	to	delete	and	click	Change	permissions.	If	this	option	is	not	active,	it	means	that	the	user	is	a	verified	owner;	you	can	remove	a	verified	owner,	but	not	downgrade	their	access	level.
Choose	the	new	permission	level	and	save	your	change.	The	change	should	take	effect	very	quickly.	If	the	changed	user	does	not	see	the	change,	ask	them	to	refresh	their	page	in	the	browser.	Determine	your	own	or	someone	else's	permission	level	Open	Settings	page	(click	the	settings	icon	in	the	navigation	pane).	Find	the	Ownership	verification	row
to	see	your	permission.	If	you	are	an	owner,	you	can	click	the	row	to	see	your	verification	details.	You	must	be	an	owner	to	determine	someone	else's	access	level.	Open	the	Users	and	permissions	page	in	property	settings	(Settings	>	Users	and	permissions).	This	page	is	visible	only	if	you're	a	property	owner.	Find	the	user	that	you're	interested	in.
The	Permission	row	will	show	each	user's	permission	level.	If	the	user	is	listed	as	both	Owner	and	Verified,	it	means	that	they	are	a	verified	owner.	If	a	user	is	listed	as	Owner	without	the	word	Verified,	it	means	that	they	are	a	delegated	owner.	Determine	ownership	verification	methods	If	you	are	a	verified	owner,	you	can	determine	the	method(s)
used	to	verify	yourself	or	any	other	verified	owners.	For	yourself:	Open	the	Ownership	page	in	property	settings	(Settings	>	Ownership	verification)	Click	the	Ownership	verification	row	in	the	property	settings	table	to	see	the	method(s)	used.	To	see	the	details	about	the	exact	tokens	used,	use	Search	Consoleas	described	below.	For	another	user,	or
to	see	your	own	token	details:	Open	the	Users	and	permissions	page	in	property	settings	(Settings	>	Users	and	permissions).	Find	the	user	that	you're	interested	in.	Click	the	(more	icon)	next	to	the	user	that	you're	interested	in.	Click	Ownership	verification	details	to	see	information	about	the	tokens	and	methods	used	to	verify	this	owner.	Find	(and
remove)	unused	ownership	verification	tokens	Ownership	verification	typically	requires	putting	a	token	that	is	unique	to	a	specific	user	in	a	specific	location	associated	with	a	Search	Console	property.	When	you	remove	an	owner	from	a	Search	Console	property,	that	owner	cannot	access	the	property	any	more,	but	their	verification	tokens	are	not
deleted	or	revoked.	As	long	as	a	user's	verification	token	remains	for	a	property,	a	deleted	owner	can	re-verify	ownership	of	the	property.	You	can	see	a	list	of	remaining	unused	ownership	tokens	for	verified	owners	that	were	removed	from	a	property.	As	long	as	these	tokens	remain,	the	user	associated	with	the	token	can	re-verify	ownership	of	the
property,	and	regain	access	to	the	property.	If	a	removed	owner	reverifies	themselves,	all	current	owners	will	receive	a	notification.	To	see	the	list	of	unused	ownership	verification	tokens:	Open	the	Users	and	permissions	page	in	property	settings	(Settings	>	Users	and	permissions).	Click	Unused	ownership	tokens	to	see	any	remaining	tokens	for	that
property,	and	the	user	that	they	are	associated	with.	Click	a	token	in	the	list	for	more	information.	Use	caution	when	removing	tokens.	The	same	verification	token	can	be	reused	across	various	services	to	verify	ownership	(like	Search	Console,	Merchant	Center,	Google	Workspace,	etc.),	and	removing	those	tokens	could	negatively	impact	other
services	relying	on	them.	Learn	more	about	how	to	verify	your	site	ownership.	Click	a	token	in	the	list	to	see	information	about	how	to	remove	the	token.	Here	is	a	little	more	information:	HTML	file	upload:	Look	for	the	HTML	file	associated	with	the	user	at	the	root	location	for	your	site.	The	file	will	have	a	long	alphanumeric	name,	and	a	single	line	of
text	that	includes	the	string	"google-site-verification".	Remove	this	tag.	Make	sure	that	you	remove	only	the	tag	assigned	to	the	person	you	wish	to	remove.	HTML	tag:	Look	in	the	page	source	of	your	homepage	for	the	user's	tag,	which	looks	something	like	this:	.	You	must	remove	the	tag	from	the	page	source	HTML.	Make	sure	that	you	remove	only
the	tag	associated	with	the	user	that	you	wish	to	remove.	Domain	name	provider:	You	must	find	and	remove	the	DNS	record	associated	with	the	user.	Google	Analytics	account:	In	order	to	permanently	disable	this	verification	mechanism	for	this	user,	you	must	either	switch	Google	Analytics	accounts	for	this	site,	or	else	revoke	edit	rights	given	to	this
person	in	the	Google	Analytics	account	for	this	site.	To	determine	which	Google	Analytics	account	is	used	for	this	site,	look	at	the	rendered	source	of	the	page	(in	Chrome,	right-click	and	choose	Inspect),	and	search	for	"UA-"	or	"G-"	in	the	page	code,	which	should	correspond	to	your	Google	Analytics	account.	Google	Tag	Manager	account:	In	order	to
permanently	disable	this	verification	method	for	this	user,	you	must	either	switch	Google	Tag	Manager	accounts	used	on	this	site,	or	remove	the	person's	Publish	or	Admin	permission	in	the	associated	Google	Tag	Manager	account.	Google	Sites/Blogger	account:	The	owner	of	a	Google	Site	or	Blogger	website	will	always	have	access	to	the	associated
property	in	Search	Console.	To	completely	remove	access,	the	owner	of	the	Google	Site	or	Blogger	website	must	be	switched	(because	a	Google	Site	or	Blogger	account	must	always	have	one	and	only	one	owner).	See	ownership	event	history	You	can	see	a	history	of	ownership	events,	including	owners	added	and	removed,	successful	and	unsuccessful
verification	attempts,	and	cases	where	a	previously	known	verification	token	has	been	removed.	To	see	ownership	event	history	for	a	property:	Open	the	Users	and	permissions	page	in	property	settings	(Settings	>	Users	and	permissions).	Click	Ownership	history.	Post	to	the	help	community	Get	answers	from	community	members	A	property	is
Search	Console's	term	for	a	discrete	thing	that	you	can	examine	or	manage	in	Search	Console.	A	website	property	represents	a	website:	that	is,	all	pages	that	share	the	common	domain	or	URL	prefix	that	you	specify.	You	can	manage	multiple	properties,	and	choose	which	one	to	see	or	manage	using	the	property	selector	in	Search	Console.	Here	is
how	to	add	a	website	property	to	your	Search	Console	account.	Note	that	you	must	be	able	to	prove	that	you	own	the	site	(or	appropriate	section	of	that	site)	in	order	to	add	it	to	your	Search	Console	account.	You	can	create	a	property	that	includes	an	entire	domain	(example.com)	or	a	property	that	is	limited	to	a	single	branch
(example.com/clothing/).	If	you	are	unable	to	prove	ownership,	you	can	ask	another	property	owner	to	grant	you	access	to	the	property.	You	can	have	up	to	1,000	properties	in	your	Search	Console	account.	Types	of	website	properties	Search	Console	supports	the	following	website	property	types:	URL-prefix	property	Domain	property	Description
Includes	only	URLs	with	the	specified	prefix,	including	the	protocol	(http/https).	If	you	want	your	property	to	match	any	protocol	or	subdomain	(http/https/www./m.	and	so	on),	then	consider	creating	a	Domain	property	instead.	See	more	details.	A	domain-level	property	that	Includes	all	subdomains	(m,	www,	and	so	on)	and	multiple	protocols	(http,
https,	ftp).	If	you	need	to	limit	your	data	by	URL	path	segments	(example.com/es/,	example.com/en/,	and	so	on)	or	by	protocol	(http/https),	then	create	a	URL-prefix	property	instead.	See	more	details.	Verification	Many	possible	methods	DNS	record	verification	only	Examples	Property	-	https	does	not	match	-	www.	does	not	match	Property
example.com	Add	a	new	property	If	someone	else	has	granted	you	permission	to	a	property,	just	open	Search	Console	and	select	the	property	using	the	property	selector.	Otherwise,	you'll	need	to	add	a	new	property	to	your	Search	Console	account	as	described	next.	Adding	a	property	does	not	affect	your	website	on	Google	Search,	it	only	enables
you	to	track	your	site's	performance	on	Google.	If	you	don't	get	it	done	all	in	one	sitting,	or	have	setup	problems,	it	won't	hurt	your	website.	To	add	a	new	property:	Open	the	property	selector	dropdown	in	any	Search	Console	page,	or	click	here.	Select	+	Add	property	on	the	dropdown.	Choose	the	type	of	property	to	add:	URL-prefix	property	(	)	A
URL-prefix	propertyspecifiesthe	start	of	a	URL.Any	URLs	that	begin	with	thisprefix	areincluded	in	that	property.	For	example,	if	your	URL-prefix	property	is	then	all	the	following	URLs	will	be	part	of	your	property:	The	following	URLs	won't	match:	[The	URL	prefix	specified	is	https,	not	http.]	[Subdomains,	such	asm.example.com,	are	not	included	in
this	URL	prefix.]	Tips:	Specify	the	full	URL	prefix	for	your	property,	including	the	final	/	mark.	Any	URLs	that	start	with	this	prefix	are	included	in	your	property.	Include	the	http://	or	https://	in	the	URL.	If	your	site	supports	multiple	protocols	(http	and	https),	you	must	add	a	separate	property	for	each	protocol.	Similarly,	if	you	support	multiple
subdomains	(such	as	example.com,	m.example.com,	and	www.example.com)	you	must	add	a	separate	property	for	each	subdomain.	If	you	need	to	track	data	separately	for	multiple	subsections	of	your	site,	consider	creating	a	separate	Search	Console	property	for	each	domain	or	subpath	that	you	want	to	track,	as	well	as	a	property	that	contains	them
all.	For	example,	if	you	have	a	travel	site	with	specific	subfolders	covering	Ireland,	France,	and	Spain,	you	might	create	accounts	for	the	following	URL-prefix	properties:	(or	a	Domain	property	for	example.com)	(for	your	mobile	site)	If	you	support	variations	of	your	domain	or	protocol	(m.example.com,	,	),	consider	telling	Google	which	URLs	are
canonical.	This	helps	Google	crawl	your	website	more	effectively.	Domain	property	(example.com)	Specify	a	Domain	property	to	capture	data	from	that	domain	and	all	subdomains	and	protocols	(http/https).	See	below	to	learn	the	supported	syntax	and	to	understand	which	URLs	are	included	in	your	property.	A	Domain	property	requires	you	to	verify
ownership	using	DNS	record	verification,	unless	the	property	is	on	a	Google	product	such	as	Blogger	or	Google	Sites.	Syntax	A	Domain	property	is	created	by	specifying	just	the	root	domain	of	your	site	and	any	optional	subdomains	except	for	www.	Do	not	include	the	protocol	(http/https)	or	a	path	(/some/path/)	in	your	property	definition.	If	you	need



to	specify	a	protocol	or	path,	you	must	create	a	URL-prefix	property.	The	following	URLs	are	all	valid	Domain	property	definitions:	m.example.com	example.com	support.m.example.org	support.m.example.co.es	Don't	include	a	www	prefix.	Domain	properties	automatically	include	both	www	and	non-www	prefixes;	that	is,	if	you	specify
www.example.com	as	your	property	URL,	the	property	will	be	created	as	example.com,	and	include	data	from	both	www.example.com	and	example.com.	We	don't	support	domain-property	verification	ofpublic	suffixes.	Coverage	A	Domain	property	aggregates	data	for	all	subdomains,	protocols,	and	subpaths	of	the	property.	For	example,	if	you	define
a	Domain	property	as	"example.com",	the	data	includes	example.com,	any	subdomains	of	example.com	(for	example,	m.example.com,	support.m.example.com,	www.example.com,	and	so	on),	and	any	subpaths	of	any	of	those	domains,	on	http,	https,	and	ftp.	Here	are	some	example	Domain	properties,	and	what	URLs	they	cover:	Domain	definition
Included	URLs	example.com	...	NOT	-	The	public	suffix	(.org,	.com,	and	so	on)	is	part	of	the	property	name,	so	the	Domain	property	"example.com"	does	not	include	"example.org"	or	"example.il.com".	fish.example.com	...	NOT	example.com	-	fish.example.com	is	a	child	of	example.com,	and	a	child	domain	doesn't	contain	data	about	the	parent	domain.
example.co.cn	...	NOT	example.co.de	-	The	public	suffix	(.cn,	.de)	is	part	of	the	property	name,	and	different	suffixes	are	different	properties.	If	you	want	to	separate	your	Domain	property	data	by	subdomain,	path,	or	protocol,	use	one	of	the	following	techniques:	Add	a	page	filter	in	the	Performance	report	to	see	data	for	specific	protocols	or
subdomains	Create	additional	URL-prefix	properties	for	segments	of	the	Domain	property;	for	example	for	the	Domain	property	example.com,	create	additional	properties	for	m.example.com,	,	and	so	on.	If	you	want	to	add	a	Google-hosted	site,	such	as	a	Sites	or	Blogger	site,	or	a	Google	Workspace	account,	you	can	create	either	a	URL-prefix	or
Domain	property,	and	verification	will	happen	automatically,	if	you	are	signed	in	with	the	same	account	as	you	use	to	manage	the	Google-hosted	property.	You	will	be	asked	to	choose	a	verification	method.	After	choosing,	you	will	be	shown	the	required	verification	steps	for	the	chosen	method.	You	can	verify	immediately	or	save	your	settings	and
resume	the	process	later:	To	verify	immediately,	follow	the	verification	steps	described	without	closing	the	popup	window,	then	click	Verify	in	the	popup	window.	If	it	will	take	you	some	time	to	perform	these	steps,	you	can	always	save	your	settings	and	resume	the	process	later	(described	next).	To	pause	and	resume	the	process	later,	click	Verify
later	to	save	your	current	state,	close	the	popup,	and	verify	your	site	at	your	convenience.	After	you	have	performed	the	required	verification	steps,	finish	verification	by	selecting	the	saved	(but	unverified)	property	in	the	property	selector	in	the	navigation	bar,	and	selecting	Verify.	Data	should	begin	to	appear	in	your	property	in	a	few	days.	Data
collection	for	a	property	starts	as	soon	anyone	adds	the	property	to	their	Search	Console	account,	even	before	verification.	Data	collection	continues	as	long	as	any	user	has	that	property	in	their	account,	whether	or	not	it	has	a	verified	owner.	If	your	property	has	no	data	several	days	after	verification,	it	is	possibly	because	the	site	hasn't	been	seen	in
Google	Search,	or	that	you	have	specified	the	wrong	URL	(for	example,	you	specified	http	instead	of	https	for	your	URL-prefix	property).	Support	for	non-latin	characters	in	property	URLs	Search	Console	supports	Internationalizing	Domain	Names	in	Applications	(IDNA)	as	site	URLs.	Just	type	your	domain	name	as	usual,	and	it	will	appear	correctly	in
Search	Console.	For	example,	if	you	type	in	the	Add	property	box,	it	will	appear	correctly.	Re-add	a	removed	property	You	can	re-add	a	property	that	you	have	removed	without	verification,	as	long	as	the	property	still	has	one	verified	owner.	To	re-add	the	property,	simply	add	the	property	as	described	above	in	steps	1-3,	and	you	should	automatically
be	re-verified.	Post	to	the	help	community	Get	answers	from	community	members	
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