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( Unica.

Question | + 1l

e “Visitors to Site and Where they are

From?”

“Getting People to Take Action?”
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Alert! The Conversion Rate is Down!
What Changed?

Reports Custom Archive Options -
Did we

1' Unica’s Affinium Netinsight
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Only After Segmentation Can

Unica. .
We See What Is Going On

Reports Custom  Archive Options
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ISITION

Ask about Cost Per Acqu

Unica.
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Unica. Beware of ROAS vs. ROI

PPC Outlet Paid Keywords Impressions Hl_'ﬂque Revenues
Visitors
1. W Google AdWords 14,252 7. 242 540 38348 514176011 27706% 205%
flat tvs 2,610 1.345 $11,571.00 32204889 1,805.5% 24.1%
plazma tv 4248 2263 838272 2515825 ZO9012% -8.8%
gbout plasma tvs 3,702 930 3$656604 312909393 13661% 23.1%
recruiting monitcrs 1,826 545 S630664 S$167.031.54 28285% 21.7%
YOUr company 1,450 424 53 102.00 525 6038.04 732.0% 40.0% y
Eevenue
EOAS= ,
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Investment
Returmn Gross Margin - Marketing Investment
ROl = = .
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(Unica@ Question |

“Improve Experience To Reduce
Drop-Offs”
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Funnel Reporting for

Unica. LT
Process Optimization

Superco: Scenario: Sign-up funnel @& December 2006

YO w

Scenano Analysis

603
Wiewed sign-up inffopage

Number of Visitors

319
Wiewed sign-up online form

108 Completed order form
44 Downloaded product information -

Scenanio Step Visitors Visitor Drop-off Conversion Rate
Wiewed sign-up info page 628 (10.7%) 803 (13.5%) = =
Wiewed sign-up online form 320 (5.6%) 319 (7.2%) 284 (4T7.1%) 52.9%

(22%) 108 (2.4%) 211 (35.0%) 17.9%

Completed order form 128 (2.2% 108 (2.4%)
L ]
Downleaded preduct information =1 (0.9%) 44 (1.0%) B4 (10.6%) 7.3% 5ﬁﬂlﬂhmylﬂﬂ
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Unica.

A/B Analysis

Landing Page - Champion

Page: fads/primary_landingpage himl

Landing Page - Challenger
_industry_b.himl

QP&H

Scenario Analysis s ]~ S
BO% Legend:
20% B Landing Page - Champion
B Landing Page - Challenger
m
@ an 17% Improvement
'% A
S o
>
U aom
Ve =g w-
1 2
seniosier 0% LOSS
Scenario Step Visits Visitors Visitor Drop-off Conversion Rate
Viewed sign-up info page
Landing Page - Champion 121 (12.1%) 118 (13.2%) - -
Landing Page - Challenger 11 (7.2%) 11 (8.0%) = =
Percent Change 20.8%) § (20.5%) § 0.05% 0.0%
Viewed sign-up online form
Landing Page - Chamgion B (76%) 74 (B.2%) 45 (37.8%) 822%
Landing Page - Challenger 8(5.3%) 8(5.8%) 3 (0.0%) T27%
Percent Change i89.5%) B i89.2%) B e33% B 170% %
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Unica. Example A/B Testing

Store Ratings and Offer Details for the Canon SD750

Store Rating Store Name Price Visit Store

bl $299.99 “Go! |

637 Store Reviews

Circuit City
Control:
A CRUTCHFIELD
2378 Store ~ cRUTeMTiELs LLL $299.99 “Go! |
Reviews Crutchfield
Store Ratings and Offer Details for the Canon SD750
Store Rating Store Name Price Visit Store
1 L) - -
v circuit city e m
637 Stare Reviews P
. Circuit City
Test:

S CRUTCHFIELD

2378 Stgre = CRUTCHFPIELE .oOM $25|5|_gg m

Reviews Crutchfiel

Result: Test converted better by 2.2%
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@caw Unica’s Recommendations

1. If It's Not Segmented It’s ...
2. No Single Metric Does it All

3. Don’t Be Fooled by ROAS
4. Test, Test, Test
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Unica

www.UnicaWebAnalytics.com

Akin Arikan
Blog: MultiChannelMetrics.com
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