Why should you use GA4 Explorations?

Free, fast, and flexible user-centric analysis
tool for Google Analytics 4 customers that
helps explore, discover, compare, and act.

Ease-of-use

Drag and drop dimensions and metrics onto
the analysis canvas, switch between analysis
techniques, and export your findings.

Advanced Analytics
Use Analysis to explore your data in depth and
answer complex questions about your users

Visual Segmentation
Create GA4 Audiences on-the-fly by simply
selecting a particular section of your data
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Getting Started With GA4 Explorations

Access Explorations

Explorations
@ Start a new exploration
Q
@

Blank
Create a new analysis

Template gallery

[
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Exploration Funnel analysis Path analysis
What insights can you uncover with custom What user journeys can you analyze, segment, What user journeys can you uncover with tree
charts and tables? and breakdown with multi-step funnels? graphs?

Explorations has variety of pre-made templates, aligned to business use cases ]

(i.e User Acquisition) or analysis techniques (Funnel Analysis).

Click on template gallery to explore more or click on Blank to start a blank

exploration for full analytics flexibility.
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GA4 Explorations Interface : Variables

Variables are a subset of data, attributes, and
measurements that make up your analysis.

They can be segments like “mobile traffic,” dimensions like
“country,” or metrics like “first_open.”

Drag and drop these variables into the Tab settings
technique to create a visualization of your analysis.

Start with segments (traffic sources, country, brands) which
represent largest volume of your users. This will allow you to better
understand visualization granularity as you a beginner. Avoid using
fringe use-cases at start (low volume markets, device types etc)
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GA4 Explorations Interface : Tab Settings

Tab Settings Panel This panel shows the settings for your
current analysis tab, and it's where you’ll choose an analysis
technique.

You can create several analysis tabs and keep them open at
the same time.
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GA4 Explorations Interface : Segments

Segments is a small group of your data.

For example, a segment might be users from a particular
country or city. Another segment might be users who
purchased a product.

Use the predefined segments, or create new segments from
scratch.
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GA4 Explorations Interface : Dimensions

Dimensions are a particular feature or attribute of your
data. For example, the dimension City indicates the city like
"Paris" or "New York.”

Dimensions are most often organized into rows, and metrics
are organized into columns.

_——
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GA4 Explorations Interface : Metrics
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GA4 Explorations Interface : Visualizations

Select visualization

Changes the appearance of the currently selected
technique. For example, you can display an exploration as a
table, pie chart, or line graph. Not all techniques have
multiple visualizations.
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GA4 Explorations Interface : Configuration Settings
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TECHNIQUE

Configuration Options: e
Most GA4 exploration techniques support breakdown by )| tomien iorten -
dimensions, applying various metrics, and comparing

Analysis Name:

B3

Custom 100% of total 100% of total 100% of total 100% of total
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different segments, plus filtering data to a subset + i: e 2 oot “ e
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. Marketing campaig. P —— 4 shop.googlemerchandisestore.com 6246 17,231 19 8340
Filters: S — P——— ”
Focus on the data that's most important to you. You can s & motpogeplccim =| =
. . . . Rows. 7 creatoracademy.youtube.com 2154 4428 0 2136
filter on dimensions, metrics, or both. ’ FRv— .
Dropo 9 baidu 1,863 3,766 0 1,841
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What You Can Do e
Drag Segments to Segment Comparison e
Drag Dimensions to Rows

Drag Dimensions to Columns By s i
Drag Dimensions to Filters

Drag Metrics to Values
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GA4 Explorations Interface : Creating An Audience

Visual Segmentation

Click on any subset of your data to create automatically the
corresponding GA4 segment , i.e in a breakdown of total
users by geo, select a particular channel.

By clicking [Create Segment from Selection], the Segment
Builder interface opens up, with the related GA4 Segment
pre-configured. By selecting Build An Audience, an GA4
audience for activation will be created as well. )

. . ——
Not all techniques support creating a segment and related
GA4 Audience, such as Cohort Analysis.
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What's the demographic composition of my audience?

¥

About This Type of Audience Insight Qo - QOO OOO0O00OO -+ S e

oy . TECHNIQUE
Learn about the composition of your audience, basedonage, @~ [L30D] All Users [L30D] Purchasers

Free form -

De

Total users Total users

gender, interests and geographic data available

VISUALIZATION

Ways to Leverage Audience Insight & = ©
e Understand age/gender distribution within audience S
. . . . . . 'SEGMENT COMPARISONS &
e |dentify main countries your audience is based in [ tao0 i users B
e Understand which interests your audience is over-indexing on | Lsoorpucrasers ‘
Step-By-Step Guide \ p
01. Ensure Google Signals are enabled in your GA4 property Total users

Slices per 10
dimension

- @ United States 32K

02. Create Free Form Exploration, choose Donut Chart as visual
03. Create relevant segment(s) mirroring your target audience(s) © tntedsies ’

| Total users

04. Choose demographic / geographic dimension as breakdown

05. Pick Total Users, or other metric of interest -

Ensure Google Signals have been enabled. Focus your analysis initially on geographics & interests.
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Which campaigns typically acquire my audience?

About This Type of Audience Insight
Learn which types of campaigns typically help acquire your target
audience, and what it tells you about where to best find them

Ways to Leverage Audience Insight
e Understand which channels most contribute to your audience
e |dentify particular campaigns that drive traffic of your audience

Step-By-Step Guide
01. Validate your campaign tagging / naming taxonomy
02. Create Free Form Exploration, choose Donut Chart as visual
03. Create relevant segment(s) mirroring your target audience(s)
04. Choose campaign, channel or similar for your breakdown
05. Start with looking at Total Users, then at Purchasers etc.

©Omuom - 00000000 + ©°

TECHNIQUE

Free form

VISUALIZATION

SEGMENT COMPARISONS

| [L30D] All Users
I [L30D] Purchasers

Drop or select segment

BREAKDOWNS

First user source / ...

VALUES

| Total users

—

De
®
4

[L30D] All Users [L30D] Purchasers

Total users Total users

f\\\

Jun 26 - Jul 25,2022
Total users

@ (direct) / (none) 35K

@ (direct) / (none) > >

Ensure campaigns are tagged appropriately. Start your analysis at channel-level before going deeper.
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Which items does my audience purchase most?

About ThiS Type Of Audience Insight Tab Settings - e ° erﬁIe-Purcha... - o G o o e 0 e -+ oS

Learn which items your audience typically purchases, which & ® [L30D] All Users [Tech] Apple Users

Purchases Purchases

content your users consume, or what sections they browse

SEGMENT COMPARISONS

| [L30D] All Users

l [Tech] Apple Users

Ways to Leverage Audience Insight ﬂ“‘ @‘
e |dentify most popular product categories of your audience _=—=——— ¢ f
e |dentify which onsite / in-app content is popular with them ““’““”:":

Jun 26 - Jul 25, 2022
Purchases
............ @ Google Cloud

Slices per 10

Step-By-Step Guide
01. Ensure eCommerce events are enabled and captured reliably N
02. Create Free Form Exploration, choose Donut Chart as visual

FILTERS

03. Create relevant segment(s) mirroring your target audience(s) Drop orseect dmension o

metric
> @ Google Cloud

04. Choose product category, item name or similar as breakdown
05. Pick Purchases, Add-to-Carts, Item-Views etc as your event

De

¥

Ensure eCommerce events & dimensions are reliably captured. Start analysis at product category level before drilling deeper.
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What are key drop-off points for my audience?

About This Type of Audience Insight 00 Q@i - QO OO0 O + o & ©-
. . . TECHNIQUE
Understand the path to conversion of your audience, key sticky o o
Funel exploration 7 Visit Site 100%  Browse lte... 30.2% Addto Cart 25.4%  Begin Chec... 31%  Purchase 48.7%

points in their journey and how their path might be unique.

Visualization 65K .
andard funnel - 33K
o . Standard funnel ‘ o B
Ways to Leverage Audience Insight B —

$ $ $

. . . . . .. MAKE OPEN FUNNEL 7.
e Compare audience likelihood to convert with [All Site Visitors] o s Rk s (Macos  (Ew
. . SEGMENT COMPARISONS ’ : ’ o ‘
° UnderStand key drop_Oﬁ pOInts In ecommerce purChase funnel I [L30D] All Users Step Segment Elapsed time Users (% of Completion ‘Abandonm... Abandon: |
|  [Tech] Apple Users ) e
e S, 1. Visit Site [L30D] All Users - (mg,(s)?g 30.2% 44,629 69.¢
step- By-step Guide i, roponsclectaegment | [Tech] Apple Users - (1:);1{3;2 35.2% 6,167 64
01. Ensure eCommerce events are enabled and captured reliably ’ 2 Brose tems ‘:""l“‘" veers seamo G e 10
ech] Apple Users 13h 26m (35.2%) 23.1% 2,572 76.
02. Create Funnel Analysis exploration with a Standard Funnel s S.AddtoCat  [L30D] Al Users Thom 491307%) s10% 3390 oy
i Browse Items —
03. Create relevant segment(s) mirroring your target audience(s) . Hechl Apple users o | TG w7 0 ”
. . . ilicdicieady 4. Begin Checkout [L30D] All Users 13h 03m 1,523 (2.4%) 48.7% 781 5
04. Create your funnel sequence, i.e view item > add cart > buy £ Begin Checkout ‘
05. Optionally filter funnel to sub-segments of users £ Purchase

Key Action Ensure eCommerce events & dimensions are reliably captured. Start with simple purchase funnel.
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GA4 Audience Insights Funnel Analysis

What influences my my audience’s path to conversion?

About This Type of Audience Insight
Measure difference in audience likelihood to convert between
different referral channels / geos / interest groups

Ways to Leverage Audience Insight
e Look at funnel completion impact from referral source
e Look at device-specific impact on funnel completion

Step-By-Step Guide
01. Ensure eCommerce events are enabled and captured reliably
02. Create Funnel Analysis exploration with a Standard Funnel
03. Create relevant segment(s) mirroring your target audience(s)
04. Create your funnel sequence, i.e view item > add cart > buy
05. Add dimension of choice as breakdown, i.e first-touch medium

Key Action
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Ensure eCommerce events & dimensions are reliably captured. Start with monitoring funnel impact from referral source & geo.
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What's the level of stickiness of my audience?
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Key Action Start simple with defining re-engagement based on session_start, and choose at least 3 months time range for your analysis.
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How likely is my audience to re-engage / re-purchase?
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Key Action Start simple by looking at purchase event only, comparing All-Purchasers against a subset of purchasers (i.e order value > $500)
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How much do app and web users overlap?
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Key Action For cross-device analytics, ensure User-ID and/or Google Signals are enabled, and App & Web environments are collecting data.
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How much do different buyer groups overlap?
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Key Action Ensure eCommerce events & dimensions are reliably captured. Keep analysis initially at product category level for simplicity.
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How much do users from different channels overlap?
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Key Action Ensure campaigns are tagged appropriately. Start simple by comparing audience overlap between different channels.
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