Creating Reports With Explorations

Custom reports in GA4
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After the previous guide on Custom Reports in GA4, | got a few questions around how to create a
more customised report or a more granular report that fits the business’s need in GA4.

Apart from the standard reports, GA4 also has the “Explore” section that lets users create different
types of dashboards and with more flexibility to slice and dice your data!

Previous guides:

Google Analytics 4 Guide

GA4 vs. UA Metrics

GA4 X Looker Studio Dashboard

GA4 Custom Report

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


https://online.visual-paradigm.com/share/book/google-analytics-4-guide-1eb17yalwn
https://online.visual-paradigm.com/share/book/ga4-vs-ua-metrics-april-h--1eb0wefouk
https://online.visual-paradigm.com/share/book/ga4-x-looker-studio-dashboard-april-h--1f3nu0dun
https://online.visual-paradigm.com/share/book/ga4-custom-reports-april-h--1h1h47svis

Outline

The topics that will be discussed in this guide:

e Different type of Exploration reports
e Freeform
e Funnel Exploration
e Path Exploration

. Let’s Expl t ther ;
e Share and export your exploration reports et’s Explore together ;)
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Read more here

“Explorations is a collection of advanced techniques that go beyond standard reports to help you uncover
deeper insights about your users’ behavior.”

All accounts > Demo Account ~ " n
\ AnaIytics GA4 - Google Merch Shop - Q_ Try searching "Admin HH 0
Home H
A orations Q
M Reports Aew exploration Template gallery

‘
There’s also a

- i i
@ Advertising I ! . description for
1 Click on “Explore” on I' : ; > Each :ﬁp:rt type.
the left navigation ! ove that!
menu
Free-form Funnel exploration Path exploration
ew exploration What ins: tom What user journeys can you uncover with tree

charts and ta

N Oow . P
el S & 2 '\ou can see a list of R e
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https://support.google.com/analytics/answer/7579450?hl=en#zippy=%2Cin-this-article

Exploration

Read more here

The Exploration page is made up of three sections. Variables, Settings and Canvas.

De
®

>

|E Variables X || €3 Settings % @ Freeform1 - @ + S

EXPLORATION NAME TECHNIQUE
April's online shop repor..

@ Free-form v

Custom

@ 24 Mar - 22 Apr 2023 v \iUA"!sA”ON
o
SEGMENTS + @‘ ¢ » %o 3 Canvas is where the magiC
= © happens - it's the final output
DIMENSIONS g
No data available
METRICS + SEGMENT COMPARISONVS

+ Drop or select segment

ROWS Okay, let’s put
. things into
it Event name action!
b5 o saiect Setting section is where you
dimension design what your report looks
R like and how you want to

manage your data i.e report &
Variables section is where | chart type and data filters
you define the metrics &

dimensions youwantto  [EEs

10 ~

include in your report.
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https://support.google.com/analytics/answer/9327972#zippy=%2Cin-this-article

Exploration - Free-form

Read more here

Free from gives you the flexibility to format your data the way you want, as well as the ability to create different charts.

1
Give your
report a

name :)

=] Variables

EXPLORATION NAME
April's online shop repor..

£83 Settings

Custom

,T,EC H N ‘QL,‘,[,

Free-form v

VISUALISATION

24 Mar - 22 Apr 2023 v
o
B & ~ &
SEGMENTS +
DIMENSIONS + B
MFTR\CE + SEGMENT COMPARISONS

Select the
dimensions & the

metrics you want
to report on by
clicking in the “+”
icon

+ Drop or select segment

ii Eventname

Drop or select
dimension

START ROW

1

10 ~

4 Free-form1 - Q -+

Select “Free form” from the

technique drop-down

Okay, let’s build a
free-form report
together!

Here are the different charts you can choose to display

your data.

Table, pie chart, time series, scatter chart, bar chart or geo

map

This section is where you
design how you want your

graph to look like (what are
displayed on the columns &
rows etc.)

Freedom to slice
& dice my data
however | want.
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https://support.google.com/analytics/answer/9327972#zippy=%2Cin-this-article

Free form - User report

Here's an example of a free-form report that shows the gender of my online shop customers.

[E) Variables X Settings X Free-form 1 - +
L ® . @ 00 | You can add
another page
EXPLORATION NAME TECHNIQUE All Users ool k'p g
April's online shop repor... Total users Yy ClICKINg on
wyn:
Free-form - the +" icon
Custom
VISUALISATION
24 Mar - 22 Apr 2023 v | e
SECMENTS +
DIMENSIONS + =/1®
.. Session default
" channel group SEGMENT COMPARISONS
. =+ Drop or select segment
i Gender
. BREAKDOWNS
i Region | | e
ii Gender
I i Event name
ALICES:PER DIMENSION
I it Device category 10 .
METRICS + VALUES
ii Total users i Total users
| it Event count [ ] ® male @ female @ Other
8 FILTERS

Event name exactly
matches purchase

Here are the
dimensions & metrics |

2

| created a filter to look at users who made
a purchase on my site. Event name exactly
matches “purchase”

imported to create my
free-form report

Drop or select
dimension or metric

S @ 2 (A~

This report tells me that
56% of my customers are
male.

Hmm now | want to know
if male and female buyers
purchase different items
on my site...shall we find
out?

Note that you need to import
the dimension you want to
filter on too. l.e. | had to
import “event name” as a
dimension in order to filter
on event name
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Free form - User report

A free-form report with a table to look at item purchased by users split by gender.

| created another page within the same report

|E) Variables X €83 Settings

EXPLORATION NAME:
April's online shop repor...

ii Item name

Custom Item name to be
24 Mar - 22 Apr 2023 v displayed on the
SEGMENTS C &
1
DIMENSIONS +
SHOW ROWS
. Sessiondefault T
* channel group 10

i Gender

And Gender to go
on the columns

Change the
visualization to “table”

o e Free-form 2 v

Q +

S @ (A~

Gender male female Totals
Item name Total users Total users ¥ Total users
8,959 5,887 14,516
Totals
61.72% of total 40.56% of total 100% of total
1 (not set) 6,907 4,350 11,026
2 | Google Doogler Unisex Tee 2,893 1,784 4,598
3 Google Marled Midnight Tee 2,853 1,807 4,579
4 | Google Dune Paracord Bottle 3,049 1,494 4,501
5 Super G 2-in-1 Bottle 3,021 1,478 4,456
6 Emoji Outdoors Nalgene Bottle 3,007 4,442
7 YouTube Traveller Tumbler 4,253
Ah, now | know the most
8  Super G Tahoe Unisex Black Puffer Vest popular item for female is
§ e Jackak Doogler Tee & for male is
oogle Vail Unisex Grey Puffer Jacke
g 2 the Dune Paracord bottle.
10 Google Fill it Forward Bottle Maybe | can set up

gender specific targeting
to advertise these
products.
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Exploration - Funnel Exploration

Read more here

Funnel report shows the performance of a specified journey on your site.

|E Variables

EXPLORATION NAME
April's online shop repor...

Custom

24 Mar - 22 Apr 2023

SEGMENTS

X

£83 Settings P

Change the Technique to
“Funnel exploration”

it Event name

METRICS

Each step of my
check-out journey is
tracked as an event

so “Event name’
would be the
dimension | report
on.

Standard funnel v

MAKE OPEN FUNNEL Q

-+ Drop or select segment

it View item
i Add tocart

it Add payment info

it Purchase

The “STEPS” section is where 3

you can create your funnel.

X Edit funnel steps

@ step1 | Viewitem

view_item

And

is indirectly followed by~

© step2 i Ad

add_to_cart

And

is indirectly followed by~

@ step3 | Add paymentinfo

add_payment_info

And

is indirectly followed by~

© Stepd | Purchase
purchase

And

= Addstep

+ Add parameter

Here’s how | set up my
check-out journey funnel.
Depends on how detailed you
want your funnel to be - you
could include event
parameters in your steps too.
l.e. add payment info event
where payment method is
credit card

o Step 3

add_payme
nt_info

And

is indirectly followed
Purchase

o Step 4

purchase v

Add payment info

payment_type payment_type

Condition*

exactly matches (=) - ‘

l Credit Card ]

Cancel Apply

% Help Centre

Summary

1 FUNNEL

o ®

| really want to
dive into the
checkout journey
and see where
my users are

dropping off!
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https://support.google.com/analytics/answer/9327974

Funnel Exploration - Check out flow

Personally, | find funnel reports
really useful as you can easily
Tadaa! This is my check-out funnel report: spot the step with the biggest
drop-off & completion rate. You
can also dive deeper and look at

he flow f hi
@ 0 0 Qrmiwn - + e oo e e

Step 1 Step 2 Step 3 Step 4
View item 100%  Add to cart 1.1% Add paymentinfo 63.8% Purchase 66.3%

25K
12K
The drop-off rate from
0 “View item” to “Add to
cart” is big..yikes. This
Abandonment rate Abandonment rate Abandonment rate indicates that | need to
M 24K 98.9% W 9% 36.2% W57 33.7% optimise this step.
Step Users (% of Step 1) Completion rate Abandonments Abandonment rate
1. View item 24,134 (100%) 1.1% 23,869 98.9%
2. Add to cart 265 (1.1%) 63.77% 96 36.23%
3. Add payment info 169 (0.7%) 66.27% 57 33.73%
4. Purchase 112 (0.46%)
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Exploration - Path Exploration

Read more here

Another report that | use frequently. Similar to the funnel report, it looks at user journey on site too. But instead of pre-defining what that
journey looks like. Path exploration does the reverse - it shows you where your users go before or after a specific event.

De
®

|B) Variables X __£83 Settings X @ 0 @ O O rtrexpiorai. - + S

EXPLORATION NAME

Path exploration v

April's online shop repor... STARTING POINT ENDING POINT

; Change the Technique to

24 Mar - 22 Apr 2023 Path exploration
Drop or select segment

Drop or select node OR Drop or select node

S[G_M)f_NjS_ +
NOREERS Select a node type or drag and drop one from the Settings panel to one of the two steps.
MENSIONS i1 Event name - -
ey + Start by selecting whether you want to begin your path
i Eventname ' -Page titis sndscresn by an ending point or starting point.
" name
METRICS +
.. Page title and screen @
it Total users * class
g —
i Event count U Ending point is useful when you want to backtrack
# what pages users visit or actions they take before the
ending event you specify i.e backtrack the purchase

As of the date of
this guide, the
node type”

journey

Starting point is useful when you want to see what
pages or actions users take after the starting event
you specify i.e finding out the most common path
users take after registering as a member.

cannot be
modified
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https://support.google.com/analytics/answer/9317498?

Path Explorati

on - Purchase journey

| want to look at the steps users take before making a purchase.

G 0 ©

Maximum
number of
nodes is 5

Qo +

explorati... «

STEP-5 2 STEP-4 2 STEP-3 2
Page title Page title Page title
= and scree... > B8 and scree... > B and scree...

STEP-2 2

Page title
> B8 and scree...

Checkout Your Inform...

The Google Merchandi...
2 775

Shopping Cart
725

Home
77

Payment Method __
By looking at this, | know the most common
path to “purchase” is through homepage >
Shopping cart > check information >
payment method > confirmation.

Shopping Cart |

Payment Method

(heckout Review & Pa..

300 25
X Checkout Review heckout Your Inform
However, there are quite a number of users 4 R ot
who re-visit their shopping cart in step 3. Eleduenly beredOue. Checkout Review
This tells me that | need to check why users L o — Fms
are going back to their shopping cart? What ik 1
information were they looking for and is 9 s

there a way to make the journey more
seamless?

Startagain © & 2 ©@ ~
“Purchase” as the ending
event
STEP-1 2 ENDING POINT
Page title
> B and scree... > | E3 Eventname
Checkout Confirmation purchase
862 984
-

(not se})

Payment Meth /

Checkout Review & Pal..
1

You can click on the blue
bars to expand and see
further breakdown
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Share, Download and Exporting Explorations

The options to export and
Q)
share the report are on the ‘i, * @ -

right top corner of the
canvas.
0o

b >

[«
D2
Q)

Downloading unsampled

reports in UA was also a pain
in the bum bum because it |
always take ages! H Unsampled exploration

<

This report is based on 100.0% of available data.

br Faster results v
¢ More detailed results
otal Results are based on a larger subset of
data
153

— Faster results

There's also an option to Results are based on a smaller subset v
show unsampled data! of data
Lo Redle] BIU/D BuU
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Explorations is subject to the following limits:

Up to 200 individual explorations per user per property

Up to 500 shared explorations per property

Up to 10 segments per exploration

Up to 10 filters per tab

Reports are subject to data thresholds. If your exploration includes demographic information or
data provided by Google signals, the data may be filtered to remove data that might identify
individual users (Google)

HMU if you are looking for
ways to report your GA4 data -
| can give you a hand or we

can just nerd out about
visualisation & analytics
together.
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https://support.google.com/analytics/answer/9383630

Who dat?

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!

What other topics
are people
interested in? Or
want to know more
about? Let me
know!

E Any feedback or question? april.hung@fourdigital.io

Analytics & Optimisation Auckland



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

