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It can be quite overwhelming sometimes to learn a new tool, especially for users who don’t work with
it on a daily basis.

This guide is designed for users who already have some experience in using Google Universal
Analytics but would like to start learning more about GA4. It's a high-level view of the tool, I've
selected the areas that | think are the most valuable (based on my personal preferences) to include
in this guide. The aim is to give users a direction to start & make it easier to understand!

Hello!! My name is April, |
will be your tour guide for
today. Without further ado,
let’s get started!
Leshgooo!




Outline

Homepage
Report
o Report > Acquisition report
o Report > Engagement report
o Report > Monetisation report
o Report > Retention report
Exploration
o Exploration > Free form template
Building comparison & filter
Advertising
Building segment & audience

Ok, imagine you are
running an ecommerce
shop that sells clothes
and you’re trying to
understand how your
shop is performing!




A lot of people freak out when they see so many things going on on the Ul

3 All accounts > Demo Account Q T hing "t ot am
ry searching "top countries by users" :
Al Analytics  GA4 - Flood-It! = y g "top Y -2 I o
n Reports snapshot o All Users Addcomparlson+ : Last28days 25 Mar - 21 Apr 2023 ¥
Real-time
7 v
@ Reports snapshot Y < A
App developer ~
Firebase
(€ Games reporting R Users New users @ ~ USERS IN LAST 30 MINUTES @ ~ A7 Insights @
Acquisition 1 1 8 #: INSIGHT
Retention 6K USERS PER MINUTE Day 7 user of new users il d by
98.46%
» Engagement I II I The 18th of April, 2023 vs the 11th of April, 2023
L] L]
Monetisation 4K
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26 02 09 16 s q
» Monetisation Mar Apr Japan 3 going on?
Retention View acquisition > View real time >
User ~
HOW MUCH REVENUE ARE YOU GENERATING? HOW HEALTHY ARE YOUR REVENUE TRENDS?
»  Demographics
» Tech Total revenue @ Purchase revenue Total purchasers @ Q - Purchase revenue heartbeat
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Let'S Start With the ﬁrSt tab! » Home (is where my cat is...) 2

The metrics you see here are the ones you look at
regularly in the console. You can change it by
hovering over the metrics!

All accounts > Demo Accou

Don’t -1
on’t worry GA4 - Flood-It! ~

gotchu, let’s break

Home /

it down! Users New users Event count Average engagement time @ USERS IN LAST 30 MINUTES @ -
19K 9.6K 12M 5m 58s M
% ST Y. S R
PR Make sure you select your ]
q )’ B United States 6
business’ GA4 account! o e —— i
@ Adverti 7 u % 2 :;_I:‘I::n :
— Last 7 days = = Preceding period -
o Last 7 days v View reports snapshot > View real time -
Recently
g s S What you looked at recently & what Google suggests for

Just Now taday

Suggested for you /

you based on your activities - pretty self-explanatory!

Average engagement time @ Engaged sessions per user @ @ R
>
5m 58s 1.2
1603 1208 508
6m 40,
,—/k——\&\j a0s 00
3m 205 >
4 50
o 00
15 1 i 18 1
o 0.0°
werage engagement tme 15 16 7 s 3 ) 2 oy Os
® Average engagement t =z 1 }
Last 7 days v Last 7 days v Last 42 days ending
Insights and recommendations View allinsights =3
4 INsiGHT @ + sion New

Day 7 user engagement of new users

increased by 98.46%

Tha 18th af Al 2093 ua tha 11th f Anal

Official GA4 support page

£ Admin

Day 0 user engagement is 18.23%

lower for users who started on the
18th of Aoril. 2023 vs the previous


https://support.google.com/analytics/answer/11197963?hl=en

The RTD (ready to drink dig) - Reports

All account

| Analytics a .
Al Analytics | Gag Reports that are already built for users to use.
M Home
4- » .
Reports snapshot Your “custom report” - you can customise this report to see the metrics you check regularly so you don’t need to go through the different reports More

@ Explore ceal-time details
@ Advertising More details on Real-time report on
App developer ~ Regort

Life cycle
Life cycle section shows you how your users go through each stage of the journey- from acquisition to

retention. You can find your answers to the questions below from the this section:
° How did users land on your web/app?
What did users do on your web/app?

Acquisition

Engagement More details on Life cycle report

L[]
Monetisation . What and how much did users spend on your web/app?
[ ]

How many of your users are new vs. returning users?

Retention

User A

Personally, | think A .
these are the most PEUCEIEIRS  This report shows you the key metrics split by demographics such as gender, age and location More details on Demographics report

important items! So

I will talk about bdech .
them in detail. This report shows you the devices users use to access your web/app More details on Tech report Click on “Google
link” to see more

details for each
report!

£ Admin



https://support.google.com/analytics/answer/10668965?hl=en#:~:text=The%20Reports%20snapshot%20is%20the,to%20customize%20the%20Reports%20snapshot.
https://support.google.com/analytics/answer/10668965?hl=en#:~:text=The%20Reports%20snapshot%20is%20the,to%20customize%20the%20Reports%20snapshot.
https://support.google.com/analytics/answer/10668965?hl=en#:~:text=The%20Reports%20snapshot%20is%20the,to%20customize%20the%20Reports%20snapshot.
https://support.google.com/analytics/answer/10668965?hl=en#:~:text=The%20Reports%20snapshot%20is%20the,to%20customize%20the%20Reports%20snapshot.
https://support.google.com/analytics/answer/10668965?hl=en#:~:text=The%20Reports%20snapshot%20is%20the,to%20customize%20the%20Reports%20snapshot.
https://support.google.com/analytics/answer/9271392?hl=en
https://support.google.com/analytics/answer/11014767?hl=en
https://support.google.com/analytics/answer/12924233?hl=en
https://support.google.com/analytics/answer/12948931?hl=en
https://support.google.com/analytics/answer/12980150?hl=en

Report > Acquisition

How did you get here?!

(In a friendly tone)

Reports snapshot

Real-time

There are User & Traffic

acquisition reports. They look

0 identical the only difference is
that one is user centric and one

is session centric

~ Acquisition
Overview

User acquisition

Traffic acquisition
ement

User centric -See where your new  [E8iS

users came to your web/app

ion

Google link e

Session centric - See where new

sessions came from, regardless
of whether the user is new or
returning

Google link

Additional resources
Channel definitions
GA4 Metrics & dimension definition

This is similar to the Segments in UA - you can build it on the fly! E.g. | want to
compare traffic sources by device type (desktop vs. mobile)
Last28days 25 Mar - 21 Apr 2023 ~

Traffic acquisition: Session default channel group © - i < A

{ Addfilter +

Build your own filters by using different dimensions .
E.g. | want to only look at desktop traffic.

Users by Session def¥ Users by Session default channel group

e _

4K

oK Paid Search

Unassigned
2K

Organic Search

This is where you can add in another custom dimension, such as “session campaign”
then I can look at which campaign performed well under “Paid Search” - Like the oK 40K
secondary dimension in U

26 02
Mar Apr

@ Direct @ Paid Search @ Display @ Organic Search @ Unag

Q Ssearch 1 1-100f11 )
session et chamnel roue ./ b Users Sessions Engaged Average Engaged Events per Event count <
i ions per session rate All events ~ Al
time per user
0 session
62,911 141,219 100,373 3m19s 1.60 35.10 71.08% 4,956,127
100% of total 100% of total 100% of total Avg 0% Avg 0% Avg 0% Avg 0% 100% of total
) Direct 44,671 85,332 65,272 3m 20s 1.46 36.80 76.49% 3,140,056
2 Paid Search 14,938 31,165 19,038 2m 07s 1.27 23.24 61.09% 724,351

3 Unassigned 3,241 10,661 43 1m 23s 0.01 12.52 0.4% 133,444


https://support.google.com/analytics/answer/12923437?hl=en&ref_topic=13355730&sjid=18072373267697225884-AP
https://support.google.com/analytics/answer/12922540?hl=en&ref_topic=13355730&sjid=18072373267697225884-AP
https://ariel-lim.com/blog/default-channel-groupings-google-analytics/#:~:text=Default%20channel%20groupings%20in%20Google%20Analytics%20is%20what%20you%20call,Social%20Traffic
https://support.google.com/analytics/answer/9143382?hl=en

Report > Engagement

You already know the drill! Go
and master your comparison &

a Reports snapshot O niuvsers A filter building skill! Not sure Last26days 25 Mar - 21 Apr 2023 ~
how? | got you buddy - check
Real-time
5 7 o
@ Events: Event name © - < A
App developer ~
Firebase
(€
Games reporting 87 Event count by Event name over time Event count by Event name
Life cycle ~ 120K
screen_view
»  Acquisition 100K
~ Engagement :f arengseeme
80K
Overview level_start_quic
kplay
60K
Events .
level_end_quic
kplay
Conversions 40K
P d select_content
Adesancscraens W o
*  Monetisation 0 0 500K ™ 1.5M M 2.5M
26 02 09 16
Retention Mar Apr
@ screen_view @ user_ @ level_start_g

Wh.at LA b You can see all your tracked events here - Again,
actions users

. . A A - 10 > 5 1 -
took on my Q. Beaith you can slice and dice your event data by adding in Rows per page: Goto: { 1100f43 >

web/app? an additional dimension
Event name Event count per user Total revenue
4,956,127 68,310 78.78 $26.81
100% of total 100% of total Avg 0% 100% of total
1 screen_view 2,255,197 58,103 38.84 $0.00
2 user_engagement 521,506 53,578 9.73 $0.00
3 level_start_quickplay. 400,966 28,627 14.01 $0.00

. a4 laval and auirknlav 274 ARAR QR74 2222 <n nn



https://support.google.com/analytics/answer/12926615?hl=en&co=GENIE.Platform%3DAndroid

Report > Engagement > Conversion

" N @ AiUsers | Add comparison + Conversions are events that are marked as
eports snapshot W T STl " . " . .
f conversions”. E.g. “sign_up_success” is an event but if
@ Real-time Conversions: Event name A - you mark it as a conversion (you can do this under

App developer ~ 7 Cohiaa1d soarisn e, X) event” in the “admin” section) then it also becomes a
©) Fircbas conversion.

Games reporting 8 Conversions by Event name over time Conversions by Event name

Life cycle A 25K

» Acquisition page_view

~ Engagement
view_item

Overview

Events first_visit

Conversions 108 predicted_top_s
penders

Pages and screens

» M isati
onetisation You can dig further to find out more about your

petention ;'i'::!{ha::;oal conversion performance. For example, | added in device
User 2 in UA Wi s W s category to see the number of purchases on desktop
vs. mobile. This gives you additional insights to
optimise your conversion!
Q purchasq

Event name [ Device category ~ X ¥ Conversions Total users
981.00 900
0.19% of total 1.24% of total
1 purchase desktop 862.00 785

2 purchase mobile 119.00 115

Read re on Conversion report

100K

Last28 days 28 Mar - 24 Apr 2023 ~

200K

Rows per page: 10

Total revenue

$108,543.59

100% of total
$100,412.65

$8,130.94

-

300K

M < ~

1-20f2


https://support.google.com/analytics/answer/12925217?hl=en&ref_topic=13367693&sjid=18072373267697225884-AP

Report > Monetisation v
onetisation repo

Last2sdays 25Mar-21Apr2023 v [ < A7

fepons sheestey ® +  In-apppurchases: ProductID @ - Y@
Real-time
The Monetisation report is pretty
App developer & Quantity by Product ID over time Quantity by Product ID . i
Firebase = similar to UA's ecommerce report.

v extra_steps_pa
Games reporting ck 2

Life cycle A extra_steps_pa
k3

» Acquisition
remove_ads

»  Engagement 3
~ Monetisation e:-"a_sleps_pa
ck_1
05
Overview
0
26 02 09 16

E-commerce purchases - Q a 2 8
Mar Apr
In-app purchases
® extra_steps_pack 2 @ extra_steps_pack 3 @ remove_ads @ extra_steps_pack_1
ps._p ps_p: PSP Reports snapshot @ Aivsers | Add comparison + Last28days 25 Mar - 21 Apr 2023
Publisher ads E
Real-time
- s
Retention Q search E-commerce purchases: ltem name © - E < &
Games reporting v 4
Add filter +
User > Product ID | [t
Life cycle ~
»  Demographics
b Acquisition Items viewed by Item name over time Items viewed and Items added to cart by Item name
» Tech
 Engagement 800 20 ITEMS ADDED TO CART
r
1 extra_steps_pack_2 I e tisation
2 extra_steps_pack_3 Overview 600 15
Google Bamboo Lid Recycled Bottle
’ 3 remove_ads E-commerce purchases L) @ Super 6 2in1 Bottle
°
- 4
4 extra_steps_pack_1 Inopp pdrchases % el
Publisher ads
Retention 200 5
Show me the User ~ o @ CocdleFillit Forward Bate, s Bike
MONEYYY % M ) 16 . o °
b Demographics Mar Apr o o
0 ® 1.5 s 25K
. @ Google Campus Bike @ Google Fillt Forward Bottle @ Chrome Dino Collectible Figurines @ Super G 2-n-1 Bottle ITEMS VIEWED
b Tect
Q search, Rowsperpage: 10 ¥ Goto: N 1100f481 )
Item name  ~ + 4 Items viewed Items added to cart Items purchased Item revenue
72,488 745 10,582 $105,159.73
100% of total 100% of total 100% of total 100% of total
1 Google Campus Bike 2133 1 40 $1,848.00
2 Google Fill it Forward Bottle 1,342 2 22 $345.80



https://support.google.com/analytics/answer/12924131?hl=en

Report > Retention :
ad more on Retention rep

Reports snapshot @ Aivsers | Add comparison + Last28days 25 Mar - 21 Apr 2023 ~
Real-time
Retention overview
Games reporting v a y cq
This shows how well you're retaining your
biscyde 2 o users by cohort (collection of users who
L New users Returning users A ~ y;Er retention by cohort

> Acquisition

55K 14K are grouped by some criteria

» Engagement

~ Monetisation 5K
Overview & &'

E-commerce purchases = .. ) ) )
" This is when Comparison will come in handy!
In-app purchases X
= l.e. | created comparisons based on
Publisher ads & ) X
— ‘: membership level to see whether membership
2 o o % o P level has an impact on retention
User ~ Mat A Mar Apr
»  Demographics
» Tech N\ \
@ Wivsers X () member_levelincludes .. X (@) member_levelincludes S X Add comparison + Last20 dsys 28 Mar - 24 Apr 2023 ~ i Edit comparisons RN
User engagemen A
P’ member_level includes Platinum S COMPARISONS (ADD UP TO FOUR)
Retention b < A
| All Users :
This shows the average amount of time
users spend engaged on your web or app member_level includes :
. New users Returning users Platinum
after they were first acquired ¢ A ~
Hello new friends, 1K | member_level includes Silver :
welcome back old
pals! 1K + Add new comparison
500
29 0
Mar

— All Users — member_level includes Platinum — member_leve! includes Silver
14K o] 0



https://support.google.com/analytics/answer/11004084?hl=en

The witchcraft and wizardry - Explore

Read more on Explore section

The Explore section allows users to create custom reports and slice & dice their web/app data. It's
designed to give you more flexibility to leverage your data that standard reports cannot support.

A Home Explorations

M Reports i
Start a new exploration

Template gallery

@ Advertising

1 1
i
‘ —H B . I B -
- n | i [ 1 N
.
Blank Free-form Funnel exploration Path exploration
Create a new exploration What insights can you uncover with custom What user journeys can you analyse, segment ‘What user journeys can you uncover with tree
charts and tables? and breakdown with multi-step funnels? graphs?
Type Name Owner Last modified Property Q

Highly recommend

you to go through
. . the Google link
An example of a more complex question would be - | want to find out the above fo understand
number of events & users performed by users who visited my store, split by template!

gender.

“wWould
recomimeind.”


https://support.google.com/analytics/answer/7579450?hl=en#zippy=%2Cin-this-article

Explore > Free form S

create a segment?
CLICK ME

@ reeom -+

5 Show rows 10 v :
Exploration Name: | -meeeeeeeee- Segment Merchandise store traffic Totals
Merch Shop Analysis
Gender unknown male
Nested rows No v
Create a segment a0 || e
Event name Event count Total users Event count Total users ¥ Event count Tota
for users who 24 Mar - 22 Apr 2023 - ‘
have visited the
) COLUMNS 14,824 623 475 58 15,299
merchandise (" SEGMENTS 3 ) Totals
96.9% of total 91.48% of total 3.1% of total 8.52% of total 100% of total 100%
store Gender
Merchandise store t... 2 1 view_promotion 10,571 551 249 47 10,820
Drop or select dimension | ||
- J :
2 page_view 1,396 609 107 57 1,503
DIMENSIONS -N Start column group 1 oy ———— T =
3 user_engagement 928 401 74 45 1,002
Actions | Event name Show column 5 - i -
performed on site | ar 4 scroll 526 298 0 0 526
Gender - -
&'gendt.er as the 5  view_item_list 514 90 0 0 514
dimensions. VALUES - —
6 new_recent_active_user 4 4 4 4 4
METRICS + Event count A = — > ; =5 i i
Event count &
y 4 session_start 313 210 0 0 313
users as the | Event count I | |
tri Total users
IERICS 8  first_visit 154 152 0 0 154
l Total users —_—
Drop or select metric
9 new_engaged_user 38 38 0 0 38

QI type Barch... VA/ e

This is where you can design
your table - what dimension to

I will pick the one | use
most frequently in this
guide.

Using the example

from the previous
slide

be displayed in the row/column




The ROI - Advertising

Read more on Advertising section

This report helps you better understand the ROI of your media spend across all channels, make informed
decisions about budget allocation, and evaluate attribution models.

G i o AL 28 Mar=24 Apr 2028 7
Explore rformance A
All channels @ ~ You can pick a specific conversion to look at P,
All channels
Advertising

Attribution A

You can select the
different attribution

model to look at

Home

Reports

o8 © 8 2

Conversions by Default channel group over time Conversions by Default channel group

aK

Direct
Conversion paths 6K
Paid Search
report shows you the e
paths users go through . e
before they convert
Display
2K
Organic Search
0
09 16 23 0 S0K 100K

02
Apr

@ Direct @ Paid Search @ Cross-network @ Display @ Organic Search

Q search e Number of conversions and spend split by channels Rowsperpage: 10~  Goto: 1 1100f11 )

Default channel group ~ 4 Conversions Ads cost Cost per conversion Total revenue Return on ad spend

222,008.00 X X $29.42 0.00
100% of total 100% of total

Which channel should |

spend my money on? Direct 125,731.00 . . $29.42 0.00

Paid Search 44,751.52 . . $0.00 0.00

Cross-network 18,374.79 )i ! $0.00 0.00


https://support.google.com/analytics/answer/10607798?hl=en#zippy=%2Cin-this-article

Building Comparison & Filter

G All Users

Events A ~
r

Event count by Event name over time

Last28 days 27 Mar - 23 Apr 2023 ¥

)

Now you can see the events
performed by users aged 18-24
in comparison to users in all

age groups.

[ < ~
@ Aiusers X ) Ageincludes 1824 X ] Last28 days 28 Mar - 24 Apr 202
You can build up to 5
Events(A ~ comparison 7 <
Add fikter +
Event count over time Event count by Event name
150K
view_promoion l—
{0k view_item_list I
p—— I_
R
scroll I-
0
02 09 16 23 0 200K 400K 600K
Apr
@ AllUsers @ Age includes 18-24 @ AllUsers @ Age includes 1824
Q  Search Rows perpage: 10~ Goto: 1 1-100f30 )
Event name +  Comparison ¥ Event count Total users Event count per
EJS?Y
2,031,780 72,002 30.48 $107,292.06
All Users ) .
100% of total 100% of total Avg 0% 100% of total
I Age includes 18-24 157,415 4,303 44.06 $10,415.47
7.75% of total 5.98% of total Avg +44.55% 9.71% of total
1 view_promotion I All Users 503,869 25,316 20.02 $0.00

& Build comparison X

CONDITIONS (BUILD UP TO FIVE)

Include v  Dimension O
Age >

Dimension values

18-24 v

<+ Add new condition

SUMMARY

[ Include Age = 18-24 ]

Select a dimension from the
drop-down and pick what you

want the value to be! Easy!

Explore ®




Building Comparison & Filter

o All Users

Events A ~

Event count by Event name over time

40K

A .

Last28 days 27 Mar - 23 Apr 2023 ¥

Event count by Event name

S e _

@ < ~

Building a
filter is just

like building a

comparison!

Events: Event name A -~

Event count by Event name over time

The difference between filter
view & comparison is that you
only see the filtered view - in
this case, you only see the
events performed by users
aged 18-24

view_promotion

2 view_item_list

3 page_view

ption @ view_item_list @ page_view @ user_engagement @ scroll

& Event count

157,415
100% of total

37,392
28,849

26,448

Total users

4,303

100% of total

1911

2413

3,472

Event count by Event name

view_promotion

view_item_list

page_view

user_engageme
nt

scroll

Rows per page: 10

Event count per user

44.06
Avg 0%

19.66

11.96

20K 30K

Goto: 1

Total revenue

$10,415.47

100% of total
$0.00
$0.00

$0.00

40K

110026 )

& Build filter X

CONDITIONS (BUILD UP TO FIVE)

Include v  Dimension O

Age >
Dimension values

18-24 ¥

+ Add new condition

SUMMARY

[ Include Age = 18-24 ]

Select a dimension from the
drop-down and pick what you

want the value to be! Easy!

Apply




Building Segment & Audience

ables o e & Female users who added item to cart Give it a name Helpcentre [7]  CANCEL

[® Add a description

Exploration Name:
Merch conversion path

Build an audience

Include Users when: L= 0] MEMBERSHIP DURATION

Create your segment by setting add_to_cart - + Add parameter oR ® days

Custom . AND
; . conditions on your parameter. You can () setto maximum limit
24 Mar - 22 Apr 2023 . ) Gender . is one of “Female’ X OR =
create a sequence segment too i.e. R
users who add to cart THEN bounce. AND + Create new
SEGMENTS -

- Add condition group i= Add sequence
None Summary
o . “ . . " . Users in this segment
e ADD CROUPTO EXGLUDE Tick the “Build an audience” box and it From 24 Marto 22 Apr
will automatically create an audience 60

oas 0.08% of all users
Build new segment based on your segment condition.

Include Exclude
60 “

Create a custom segment

& User segment @ Session segment
For example, users who have previously purchased a For example, all session|
product

@ Eventsegment
For example, all events that took place in a particular
‘ Sessions in this segment

181

0.18% of all sessions

There are different types of

segments you can choose to Summary
build from. I'm going to pick S5 FRERICINE section shows
“User segment” as an you how many
9 Rloopuchaery: users fall into
example. the segment
) Seven-day inactive users
Users that have made a purchase Users who were once active, but have not been active for the

last seven days

X seven-day inactive purchasers
Purchasers who were once active, but have not been active
for the last seven days.




Who dat?

Analytics & Optimisation Auckland

April Hungy
Just a foodie who's passionate
about digital experience & trying
to make the digital world seems
less scary and more fun!

m Connect with me!

E Any feedback or question? aprilhung4@gmail.com



https://www.linkedin.com/in/april-hung-013382ba/
https://www.linkedin.com/groups/14237127/
mailto:aprilhung4@gmail.com

