CASE STUDY - GOHIGHLEVEL - META CAPI

Lead Farming Blueprint
GoHighLevel Funnel Tracking &
Server-Side Optimization

How I rebuilt Meta Pixel, Meta Conversions APl and GA4 ecommerce tracking for an online
course funnel running on GoHighLevel, using a custom data layer and server-side GTM
on Stape.

Project snapshot

Client Lead Farming Blueprint, an online course business

Platform GoHighLevel (High-Level CRM) sales funnel with OTO upsells

Services Tracking audit, GTM implementation, custom data layer, server-side tracking, Meta

Conversions API, GA4 ecommerce rebuild

Tools GoHighlevel, Google Tag Manager, Server-side GTM, Stape, Meta Pixel, Meta
Conversions API, Cookie Monster, GA4

Specialist MD Niamul, Data Analytics Architect and official Stape partner
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01 - ABOUT THE CLIENT

An online course business selling entirely through
GoHighlLevel

Lead Farming Blueprint sells an online course through a sales funnel built fully inside GoHighLevel
(High-Level CRM). The funnel covers course view, add to cart, lead capture, checkout, payment information
and purchase, followed by one-time-offer (OTO) upsell steps after the first sale.

The business was already spending on Meta ads, and Meta Pixel, server-side tracking and GA4 were all
installed. On paper the setup looked complete. In practice most of it was reporting incorrectly, so Meta was
optimizing campaigns on weak and incomplete purchase signals.

02 - THE TRACKING PROBLEMS

A tracking setup that looked complete but was broken

| audited every funnel step from the browser to the ad platforms. The core problem: Meta could not reliably
match purchases to real people, and GA4 could not report revenue at all.

Meta [ Facebook tracking Google Analytics 4

x Event Match Quality on key events only 3.1, 4.1 x Purchase revenue not reported

e AE e eie x No way to see which course or product was

x Pixel data not sent correctly bought
x Server-side tracking installed but never x Purchase value and revenue not coming
properly implemented through
x GTM not properly connected to the website x Transaction ID not captured correctly
x No data layer x Ecommerce item data not sent properly
x First-party data not used x Ecommerce events across the funnel not
tracking

x No real connection to Stape, custom loader
missing
x Funnel step data not sent to Meta

x Purchase events missing transaction ID and
value

Why it mattered: Event Match Quality is Meta's 0 to 10 score for how well a conversion can be linked to a
real person. At 3 to 4, Meta was close to guessing which ads produced sales, so budget could not be
steered toward the campaigns that actually worked.
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03 - OBJECTIVES

What the client needed

Accurate conversion tracking with no missing funnel steps

Higher Meta Event Match Quality on commercial events

Full funnel visibility, including the OTO upsell steps

Reliable GA4 ecommerce reporting: revenue, product and transaction data

A durable first-party, server-side setup that survives ad blockers and browser restrictions

04 - PROJECT SCOPE

What | delivered

Full tracking audit across the funnel, Meta and Google Tag Manager implementation with the
GA4 required triggers and variables

Custom data layer for every funnel and Server-side tracking and first-party setup on
ecommerce step Stape

Meta Conversions API with deduplicated events GA4 rebuilt as a full ecommerce property

05 - ACTION STEPS

How I fixed it, step by step

0 Diagnose before touching any tag

I mapped the funnel, the Meta setup and the GA4 setup side by side to find exactly where data was
lost and which events were missing which parameters. Patching tags on a broken foundation only
produces a cleaner-looking version of the same bad data.

e Implement GTM and build a custom data layer

GoHighLevel does not provide an ecommerce data layer, so | wrote one from scratch. Each funnel
step now pushes structured data, and each step has matching GA4 and Meta Pixel tags.

® Course and product ID and name, value, transaction ID and item data
® User information for matching, plus the funnel step reached

® Separate OTO1 and OTO2 triggers for offer accepted, offer not accepted and checkout complete
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Workspace  Versions  Admin GTMKICGQHBR  Workspace

e
Custom HTML 14days ago

Google Analytcs: GA4 Event 14 deys ago

Google Ansiytics: GAd Event 14 doys ago
Google Analyics: GAd Event otoz_offe.accepted 14 days ago
Google Analytics: GAA Event 14.days ago
Google Analytics: GAd Event 14 days ago
Google Analytics: GA Even 14 doys ago
Google Analytics: GA4 Even 14 days ago

Goo

o
o
o
o
o
o
14 days ago
o
o
o
o
o
o
o

Google Ansiyts:GAd Even Tp—
Google Ansyics:GAd Evens Tp—
Google Ansiytcs:GAd Event Tadaysag0
Goosle Ansytos: A Evrt Tp—
Goosle Ansytcs: GA Evrt Tp—
Google Tog ipages 14days ago
Meta Pl o @) otr.chctoutcompits Tadaysag0
complte

vt s 14 days ago
Vet s csccopes 14 daysago
veta s

Meto Pixel

o
o
14 days ago
14days ago

o

Meta Pixel 14 days ago

Web GTM container: GA4 and Meta Pixel tags for every funnel step, including the OTO1 and OTO2 upsell offers.

o Add listeners for real user journeys

Data layer listeners record which step a user reached and which action they completed, instead of
logging generic page views. This is what lets Meta and GA4 see the funnel as it actually works.

° Move tracking to a server-side, first-party setup

| set up a server-side GTM container on Stape and routed the funnel data through it.

Server GTM > Meta CAPI

i > > >
Website Web GTM Data layer (stape) + GA4

® Meta Conversions API tag sends every funnel event server to server
® GAA4 server tag sends the same events to GA4
® Cookie Monster extends first-party cookie lifetime so returning visitors are recognized

® Matching and deduplication: hashed email, phone, first name, last name and country, plus IP, user
agent, fop and fbc, with the same deduplication keys on browser and server events

Workspace Versions Admin
@ Overview Tags Y Q New
5] Clients
O Namen Type Fiting Triggers Last Edited

2. Transformations

Gookie - life - Monster Cookie Monster © ce migger 14 days ago
» Togs

Google Anaitios GA% Google Analyics: GA¢ © oneoser 15 days ago
@ Triggers

Meta - Conversion API Gonversions API Tag © meta-capi 14 days ago
M Variables
m Folders
D Templates

Server-side GTM container on Stape running the Meta Conversions APl, GA4 and Cookie Monster tags.
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e Rebuild GA4 as a full eccommerce property

The same data layer now sends view item, add to cart, begin checkout, add payment info and
purchase to GA4, with product IDs and names, price, quantity, revenue, transaction ID and item

data.

06 - RESULTS

What changed after the rebuild

The funnel itself did not change. What changed is that Meta and GA4 now receive complete, matched

conversion data for every step.

GA4 now reports real revenue

Add to carts, purchases, purchase revenue and revenue per paying user now appear in GA4. Before the
rebuild these were empty or zero.

2 20 >

» Monetization

b oo =

(@ muses ) | Addcomparison +

Reports snapshot
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Realtime overview
Add to carts

) 429
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Product-level reporting shows views, add to carts, purchases and revenue for the main course and each

upsell offer.

L] b ocree ~

Q| s

@ Reatimeoverview s e +
Realtime pages

&

Campaign data import valida

Lifecyeie ~
- Acquisition

Overview

User aequisition

Traffic acquisition

Lead acquisition

(@ rivsers) i comparison +

Ecommerce purchases: ftem name © -

tems viewed by ltem name over time

Nen ign 7
User acquisition cohorts * ol @7
+ Engagement
- Monetization
a8

Overview

Ecommerce purchases

Purchase journey
Checkout journey 1
Promertions 2
Transactions O s
atont o .
u B O s
User attributes O s

Before vs after

Area

GTM

Data layer
Server-side tracking
First-party data
Meta funnel events
Purchase data

GA4 revenue

Meta EMQ (key events)

The Lead Farming Blueprint Masterclass

Blueprint
One Last Thing_ Promisat Struggling with (Comman Problem in Your Nichel?
Thank You for Your Purchasol

Wolcoma 1o Tha Laad Farming Bluaprint. Hero's a spocial invitation for you.

checkout-course

& Mams viawed
a.a6s
4463(99.98%)
1(002%)
0@w

0%

0%

204 Gnnla | Arluting hama | Tarme nf Sarviea | Drivary Prliey

Before

Not connected

None

Installed, not working

Not used

Key events untracked

No transaction ID or value
Not reported

31to 45
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429 (100%) 0(0%) £0.00 (0%)

0(0%) 0(0%) £0.00 (0%)

0% 50.8%) £257.63 (19.28%)

0(0%) 2(3.92%) £0.00 (0%)

0% £619.34 (46.35%)

0(0%) £459.19 (34.37%)

After

Fully implemented

Custom, on every funnel step

Live on Stape

Implemented, with Cookie Monster
All 8 funnel events live

Sent correctly

Reported, with item data

7.5t0 9.3
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Meta Event Match Quality across the funnel

All 8 funnel events are active through Pixel and Conversions API: Purchase 9.3, Add Payment Info 8.8, Lead
8.3, Initiate Checkout 7.9, Submit Application 7.9 and Add to Cart 7.5. Top-of-funnel events (View Content 6.],
PageView 5.4) score lower because most visitors are still anonymous at that stage.

AR Dataset IN
ot Eventactivities e Integrations
) . . D+ Integrations
This chart displays any events from your business' website, CRM, mobile app or server that we've processed and received within the selected date range. Events may take up to 30 minutes to appear. R By A

Manage integrations

@ Websites
wiwwleadfarmingblueprint.com
+3 more

No activity was received in the selected time frame.
@ Addevents [ Columns: Event usage metrics. - T Allevents v Q Search by event 0/50
vents tatus se Integration vent match qualit otal events
E stat Usedby Integrati Event match quality Total events |
PageView " 5.4/10 173K
B et MItpe® A Update recommended Lastreceived 39 minutes ago e
View content x 61/10 121K
@ gactive A Multiple © £ Update recommended sstrecen h
Addtocart " 7510 909
¥ o hctve Multiple @ & Updste recommended satreceived | hour sgo ¥
@ Lm:wite:n«koul Multiple @ 79/10 4;“,,,,“0 ] TR »
@) L~ N Multiple @ 83/10 i T— v
T e Multiple @ 7.9/10 228 i e v
uttiple ) v
=) eyt Multiple @ 88/10 L
(7" (bl Gadsets Multiple @ 93110 e e e v

100% Conversions APl coverage on Purchase

Over the last 7 days, 100% of Purchase pixel events were also sent through the Conversions API with the
same details and deduplication keys, well above Meta's 75% goal.

x
o Purchase
® Active

Event coverage

deduplication keys).

Summary
100% | © Rateot pixel eventscoverey Canversons Pl o
Vo average vt covrage et 7 dysis 100%

@ Aug 22,2026 -Sep 18,2026 v

A2 A5 A2 A2 Augdl  Sepd  Sep7  Sepd  Sepls  Sep?

= Rate of pixel events covered by Conversions API Goal
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The headline result: Purchase EMQ 9.3/10

Every customer detail Meta uses for matching is now sent on 100% of Purchase events.

Purchase
8 o actve

Event overview
Event coverage
Event match quality
Event deduplication
Event parameters
Data freshness
Sampled activities
Adssets

Event source

Event match quality
Event match quality score (web) @

9.3/10

Actions you can take

-#{ Send State, Country, City, Last Name, First Name, Gender, Date of Birth and ZIP code to improve conversion

ional conversions reported.
Potential outcome
Increase in additional conversions reported @

Getstarted v

Shared parameters
Reviey
requirement

it and add

See formatting

tion you've added to thi

Customer Information @ Actions @ Percent of Events Sending @
100%of total events
100%of total events

100% o total events

100% o total events

100% of total events

First Name
ey 100% of total events

.

FINAL RESULT - META PURCHASE EVENT MATCH QUALITY

11 9.3/10

s who sent State, Country, City, Last Name, First Name, Gender, Date of Birth and ZIP code for Purchase saw an

With 100% CAPI coverage, 8 funnel events tracked and GA4 revenue recovered.

Need the same on your GoHighLevel funnel?

MD Niamul - GoHighLevel, server-side tracking and Meta CAPI specialist - official Stape partner

Full case study: mdniamul.com/case-study/leadfarmingblueprint/

Book a call: mdniamul.com/contact-us/
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