
Digital Snacks
Lost in GA4? 

Where to find the answers you need



www.e-dialog.group

“If you're tired of playing the 
guessing game with your 
analytics data, join me 
generate next level insights 
as we uncover the power of 
GA4 reports!”

Nike Male Meyer
Consultant

+43 1 309 09 09

nmm@e-dialog.group
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“Working with GA4 data is 
fun and intuitive once you 
feel confident to navigate it!”

Matilda Wassgren
Consultant
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What we will cover today

● Quick UA vs GA4 recap

● GA4 reports structure

● Use case 1: Realtime 

● Use case 2: SA360 Data 

● Use case 3: Custom Ecom Funnel

● Use case 4: Traffic Acquisition

● Use case 5: Share reports

Overview



Quick recap UA vs GA4
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New more flexible data model
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New more flexible event model
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Reports structure
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Main sections

Quick 
access

Standard 
Customizable

Ad hoc
Flexible

Conversions
Attribution



GA4 Standard Reports: Structure

Collections

Topics

Reports Template
or

Custom
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GA4 vs UA - Standard reports - Comparison

UA GA4

Home 
Customization

Realtime
Audience
Acquisition
Behaviour
Conversions

Home
Explore

Realtime
User
Acquisition
Engagement
Monetization
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Page Navigation Reports can be customized to fit your 
business and saved as new reports.Tip
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Admin section - Important settings



Use Cases
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Use your own Google Analytics 4 Account or 
Access the Demo GA4 Accounts from Google

Google: “Google Analytics Demo 
Account”

Properties: 

GA4 - Google Merchandise Store
(213025502)
or
GA4 - Flood-It! (153293282)

https://support.google.com/analytics/answer/6367342?hl=en&sjid=488500159292624883-EU#zippy=%2Cthemen-in-diesem-artikel%2Cin-this-article
https://support.google.com/analytics/answer/6367342?hl=en&sjid=488500159292624883-EU#zippy=%2Cthemen-in-diesem-artikel%2Cin-this-article


Use case 1: Realtime 
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Realtime report

● Gone from UA
● Event count by Event name → Note that 

the graph is filtered on the event with 
the highest event count

● You can drill into the event parameters 
by clicking on the events in the table

● Apply comparison on data stream 
(“stream name exactly matches …” or 
“device category exactly matches 
desktop”)



Use case 2: SA360 Data 
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I want to see data from SA360 in GA4

Find it via reports > acquisition > overview > 
scroll > find SA360 card > click link 

Make your own copy - customize

Add to a collection via library - need edit rights

If you look in Advertising instead of Reports - 
attribution will be event scoped



Use case 3: Custom Ecommerce Funnel
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I want to customize an e-commerce funnel

If you want to have a more advanced or customized report 
- the Explore section is very useful.

Tip: Start from a detailed report - convert to Explore



Use case 4: Traffic Acquisition
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I want to explore different scopes for traffic acquisition

Understand where users and traffic are coming from?
How do Users & Traffic find and return to your website?

If you are in Explore - you will see all of them and it 
helps you which metrics & dimensions can be combined 
- be careful it is not always correct!

Three scopes: User, Session and Event

If you want to read more: Akquisitionsberichte in GA4 
so werden sie interpretiert

https://e-dialog.group/at/blog/digital-analytics/akquisitionsberichte-in-google-analytics-4-so-werden-sie-interpretiert/
https://e-dialog.group/at/blog/digital-analytics/akquisitionsberichte-in-google-analytics-4-so-werden-sie-interpretiert/


Use case 5: Share reports



 25

I want to share a report with my collegues

Share a copy and send the link 
to your colleagues.

They can not edit the report, 
have to make their own copy.

It is possible to use rolling time 
ranges - e.g. “last 7 days”

https://analytics.google.com/analytics/web/#/analysis/p316344406/edit/ZjR5zXBXTrG36toXFQqW5A
https://analytics.google.com/analytics/web/#/analysis/p316344406/edit/ZjR5zXBXTrG36toXFQqW5A


Matilda Wassgren
mwa@e-dialog.group

Nike Male Meyer
nmm@e-dialog.group

GET IN TOUCH

with our 

EXPERTS!

Gaps in GA4 data collection
implementation of consent mode

Google Analytics 4
reporting & dashboards with GA4

Further insights 
regarding acquisition 
reports? 👀 
→ blog article 

https://e-dialog.group/at/blog/digital-analytics/akquisitionsberichte-in-google-analytics-4-so-werden-sie-interpretiert/


QUESTIONS?
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YOUR 
QUESTIONS

        Could you tell me where I can 
find the old UA report in the GA4 
interface, which shows the 
number of visitors compared to 
the time of day?

OUR ANSWER

Go to the “Explore” section by opening the 
“Dimensions” on the left side of the interface, then 
look for the “Time” section in the drop down 
window, there you will find several options to tick 
in order to customise your dashboard.

        New reports remain static 
and don’t have a movement 
anymore, whereas in the UA 
interface they actually did 
and changed as well by the 
adjustment of the timeline.

OUR ANSWER

 You can add rolling time ranges also to GA4 
reports, like for example last 7 days or last 
28 days. 
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YOUR 
QUESTIONS

        How do you add an exploration report to the 
library?

OUR ANSWER

The first step is to make sure you have edit access to the property - this may 
solve the problem already. 
The second step is to find the “Save as a report in the Library” icon in the top 
right corner of your report - it looks like this:
 

and by clicking on the icon you can save it as a report in your library. However, 
this only applies to some report types, like the (Standard) Funnel Exploration at 
the moment.
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YOUR 
QUESTIONS

        What if I have 
campaigns that are tagged 
only with utms, can I see 
them in reports?

OUR ANSWER

If you have only manually tagged 
campaigns, you should also be able to 
see them in the “Acquisition overview” 
as a small summary card with the title 
“Manual campaigns”.

        You mentioned that Google 
Analytics 4 is an event-based data 
model, how are sessions defined in 
GA4?

OUR ANSWER

Sessions start when the user opens your app or 
visits your page or website and usually end when 
they leave. However, and this is a little different 
from UA, it does not end at midnight or when the 
campaigns change. The session also ends - and this 
is the default setting - when the user is inactive for 
30 minutes.
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YOUR 
QUESTIONS

        When I make an explore report, it 
is usually sampled heavily. How can I 
reduce this?

OUR ANSWER

There are different scenarios in the explore report - 
In the one shown in the top screenshot, the report is 
already based on all available data, sometimes it is shown 
that it is based on only - let’s say 20% of the available 
data, then the tick in the circle would not be green but 
rather orange, so it would be unhappy. 

In this case you will be able to choose from the 
drop-down menu whether you want “Faster results”, 
which is usually the default, or “More detailed results”, 
which would include more of your data in your explore 
report. 

Sometimes that won’t even be enough… please go on to the 
next slide to continue reading.
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YOUR 
QUESTIONS

        When I make an explore report, it is 
usually sampled heavily. How can I reduce this?

OUR ANSWER (continued)

…in this case you can request unsampled results by clicking on the respective button shown in the 
screenshot below:

It takes a few seconds to generate the new tab with all your unsampled results.
So, for example, I got a lot of data that was collected in this other row and I didn’t know which data 
was hidden in this row. So I requested the unsampled results and then I found out that they were all 
(not set) values. So there wasn’t even that much hidden data behind it, but it helps to see that there 
were no other values apart from (not set). Lastly, you can also extend the data, which is a more 
permanent measure. Also in the same dropdown you can see if you are not using the most optimal 
reporting identity.



Learn more about 
Google Analytics 4 & 
Digital Marketing

Online tool trainings 
about GA4 & further GMP tools

Conference Day & Networking
at Schönbrunn Castle, Vienna

Masterclasses by Google 
& e-dialog in Vienna, Berlin & Zurich

analytics-conference.net
-50% für DTAG :)-20% on your ticket

>> Comment “Digital Snacks”

https://www.analytics-conference.net/#workshop


Noch mehr Know-How zu GA4 & Digital Marketing
-20% 

>> Kommentar 
“Digital 
Snacks”
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Über e-dialog 

21 Jahre Erfahrung & 
Leidenschaft für digitales, 
datengetriebenes Marketing

110 erfahrene Spezialisten 
mit digitaler Begeisterung

Von Kreation bis Data Science

Erster GMP Full Stack
Partner DACH



Digital Analytics

Consent Management

Data Science & AI in Marketing & Retail

Attribution & MMM

CDP - Customer Data Platform

UX, Testing & Personalisation

Holistic Cross Channel Thinking

Programmatic Display, Video & Everything

Social Channels

Search & Shopping

Creativity

Marketing Automation

Unser Fokus - was wir tun



e-dialog.group

GET IN CONTACT  

https://at.linkedin.com/company/e-dialog-gmbh
https://de-de.facebook.com/edialog.at/
https://www.instagram.com/e_dialog/?hl=de
https://www.xing.com/pages/e-dialog
http://www.e-dialog.at
https://twitter.com/e_dialog?lang=en

