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Zen and the Art of Analytics:
A practical guide to increasing your ROI
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Who are you?

What are you 
conversion metrics?
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HINT: 
Your conversions should MAKE YOU MONEY

E-Commerce: Sale

Lead-Gen: Lead or account

Publishing: Subscribers or 
Page views

B2B: Leads and sales
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First things First:

Add all of your 
tracking
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Then . . . .

Create metrics in your analytics tool
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Then . . . .

Build Dashboards



www.lvlogic.com

Finally . . . Beware of data Overload!
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Relax . . . We have KPI’s

• Lead Gen
– Quality Leads

• E-Commerce
– Sales

• Publishing
– Repeat 

visitors/multiple 
page views
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Site designed to generate leads for 
forex trading

Filter out poor leads

Analytics used to optimize traffic to 
generate leads that will open trading 
accounts

Lead- Gen Site: FXCM.com
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Multiple ad placements to 
generate revenue

Analytics used to 
segment ‘quality traffic’
(repeat visitors with 
multiple page views)

Action taken to increase 
advertising that brings in 
top traffic

Site optimized to increase 
ad click through rate

Publishing Site: GoCurrency.com
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Amazon.com does a 
great job of rewarding 
their best clients

E-Commerce Site: Amazon.com
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YOUR SITE:

Make sure your KPI’s are known and agreed upon 
company wide – it will make your life  A LOT
easier!
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Make Analytics Actionable!

• Increase ROI by 
using segmentation 
and taking action



www.lvlogic.com

3 Case Studies
• Veg-o-mania

– Fictional E-
Commerce 
Vegan healthfood

– Online 
Conversion

– No Sales team

• FXCM
– Financial 

Services
– Lead Gen
– Offline 

conversion
– Sales 

department

• GoCurrency
– Publishing
– Generates revenue 

from ad sales
– Some lead-gen
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• Segment out 
your best 
performing 
traffic

o
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• Integrate with 
your CRM

• Pass campaign 
data into your 
CRM
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• Filter report by 
highest 
conversions to 
get best 
performing leads
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• Give this 
information to 
your sales team

• Let them close
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• ROI goes up!
• Sales is happy 

because they are 
closing more leads

• Marketing is happy 
because it is their 
leads

• C suite happy 
because they are 
making more money

• You’re happy 
because no one is 
pestering you
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• Use time to purchase 
reports to distinguish 
between informational 
leads and 
transactional leads

• Create segments of 
each type of lead
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They don’t look or act the same, so don’t market to 
your all your leads the same
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Long lead time – Informational
• Often still information 

gathering
• ‘Awareness’ part of 

sales cycle
• Give them information
• Send them to pages 

comparing products
• Have optional form to 

fill out and offer them 
whitepaper, newsletter, 
more info
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• Informational leads 
should be presented 
with information 
pertaining to their 
search

• Try to capture their 
details

• Don’t try to close 
them now – they 
aren’t there yet
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Now that we have captured their 
information . . . 

• Integrate E-Mail 
with analytics

• If time to purchase 
is 5-7 days, on day 
3 email them a 
coupon

• No purchase after 
10 day market more 
aggressively
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Do Not SPAM Them!
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Short Lead Time - Transactional

• Purchase point in 
sales cycle

• Give them exactly 
what they are looking 
for and an easy to 
find BUY NOW 
option
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• Come to the 
site on a 
transactional 
lead term
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• Present them with a 
Buy-Now option

• Make the purchase 
process as simple 
as possible
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Takeaways

• Always go back to agreed upon KPI’s

• Generate Sales Lead Lists based on 
analytic data

• Segment out informational leads from 
transactional and Market to them 
accordingly
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Contact: 
Lauren@lvlogic.com
www.lvlogic.com

mailto:Lauren@lvlogic.com
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