


Using  

Analytics As A Competitive Weapon  

   to Better Understand The Customer                  

      and Realize Business Optimization 



Agenda 
•  Introduction 

•  Track visits or visitors? 

•  Web Analytics: measurement or optimisation? 

•  Knowing where to spend your marketing budget 

•  How do you know how customers experience your web 
     site? 

•  How does your online marketing compare with the best? 

•  Summary 

 

 

 



What are customers telling  
you online? 

• Every Click 
• Every Form 
• Every email response 
• Every non-click 
• Every non response 
• Time taken 
• Path Taken 
• Marketing responses 
• Marketing non responses 



What are customers telling  
you online? 

Do you track Visits 
..............or Visitors? 

Are  
You   

Listening? 



Listening Online 

• Cookies 

– Session 

– Persistent 

• Standard Tags 

– Page View 

– Elements  

– Conversion Events 

– Technical Properties 

– Registration 

– Etc 

 

~3% 



Listening Online 

Web Analytics 
LIVE Profile 



Listening Online 
• Basic Details: Identification 

– Name 
– Address 
– Country 

• Additional demographics 
– eMail address 
– Phone number 
– Sex 
– Age 
– Income 
– Language 
– Preferences 
– Twitter ID 
– Loyalty ID code 

 
 

 



Tracking Marketing Campaigns 

Banner Ads 

SEM 

Shopping 
Comparison 

Social Media 

eMail Campaigns 

http://www.domain.com?cm_ven=SEM&cm_cat=Go
ogle&cm_pla=AdGroup&cm_ite=Keyword 

MMC Parameters: 



Tracking Social Campaigns 
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Impressions 

Content/Comment 

ClickThrough 



Let’s Recap: now We Know: 
 Who you are 

– New Visitor 

– Frequent Visitor 

– High Value Visitor 

– The person who is trashing us on Twitter? 

 Where you came from 
– Which marketing campaign got you to us 

– Which campaigns work for your customer 

   segment 

– Your geography and language;                                                         
pc/browser type 

 What you did on our site 
– Pages you looked at 

– Products you considered 

– Time taken 

 



Review Questions: 

• Are you counting visits or visitors? 

  



What to do with all this power? 

• Improved decisioning 

– Know your customers 

– Know how they interact 

– Better understand which campaigns 

are working  

– Tighter, defined KPIs  

– Continuously improve the marketing 

interactions 

• Automate Marketing Processes 

– Personalise marketing 

communications 

– Closed loop email marketing 

– Increase cross sell / up sell 

opportunities 
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Remarketing:Please Come Back! 

• When you know the visitor 
• When you don’t know the visitor 



When you know the Visitor: Targeted Email 
• Option 1: email blast – same message to everyone 

• Option 2: personalised, timely, behaviourally targeted  

                  message automatically crafted for each visitor 

• Targeted email 
• Tracking codes 

• Email template 
• Behavioural data 

• Click on email link 
• Browse web site 

• New Customer Welcome 
• Dormant Customer 
• Thank you 
• Cart Abandonment 
• Cross Sell / Up Sell 
• Special Offer (targeted) 

Typical Email Programs 



Targeted Email 
• Option 1: email blast – same message to everyone 

• Option 2: personalised, timely, behaviourally targeted  

                  message automatically crafted for each visitor 

Option 1 Option 2 

Open Rate 26.1% 43.1% 

Unique click rate 3.0% 19.5% 

Conversion rate 0.14% 2.43% 

Revenue per email 
message 

$0.11 $2.84 



What if you don’t know the Visitor: 
 

Behavioural Targeting 



A visitor to your 

site searches for a 

product or 

information 

Behavioural Targeting 



They view a specific item 

of interest, then depart 

without converting 

Behavioural Targeting 



Visitor goes to 

an unrelated 

site where ads 

are being 

served 

Behavioural Targeting 

Contextually relevant and 

targeted ads drive drastically 

higher conversion rates 



Behavioral Targeting:  
How it Works 

Cookies: Persistent 
 
 

Some time later...... 
Cookies: Persist 
 
 

Ad Targeting Network 



Personalised Recommendations 

Visitors Intent Web Site  Sales Person 

 

Sales Conversation  

• Other customers also viewed 

• Other customers also bought 

• Other customers went on to purchase 

• Recommendations based on the last item 
added to your cart 

• Recommendations based on the last item 
you’ve purchased 

• Top Sellers overall  

• Top Sellers by category 

• Top Sellers in a category of your interest 

• Many more…  
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Home  

 

Typical total site sales driven                 
by product recommendations  

Measured by visitors who click on and purchase the recommended 
product from each recommendation zone 

Category 

 

Order Confirmation 

 

Product 

 
1% 1.3% 6.5% 

Cart 

 
1.5% 0.3% 

Pre Cart 

 
1.6% 

Product List 

 

 

5% 



Intelligent Offers 

Leverages:  

• Click stream and order data  

• Individual Visitor Profiles 

• Advanced algorithms 

• Merchandiser Controls 

 

•  Site recommendations 

•  Email recommendations 

•  POS recommendations 

•  Call Centre recommendations 

 

 

Personalised Product Recommendations 



Review Questions: 
• Are you counting visits or visitors? 

• Are you using web analytics just to measure......                                                          
or as a marketing optimisation toolkit? 

  



Marketing Channel Attribution 

How do you decide where to spend your marketing budget? 



Marketing channel attribution 

• First Click: good for measuring acquisition 

• Middle Clicks: good for measuring influence  

• Last Click: good for measuring conversion triggers 

Paid Search 

Shopping 
Comparison 

Banner 

Social Media 

Conversion 

Email 

Conversion 

Sales/Conversion Cycle 



Revenue attribution by marketing channel report 
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Attribution Summary 
• Step 1: Find out which attribution model you are   

currently using. 
• Step 2: Re-assess your current marketing program now 

that you know what your are really measuring. 
• Step 3: Implement a First, Last and Average Click 

attribution model for your business. 
• Step 4: Reconsider your mix strategy for acquisition, 

influence and conversion. 
• Step 5: Make more informed and effective investment 

decisions. 
• Step 6: Bask in the glory of knowing you have improved 

your marketing effectiveness. 
 



Review Questions: 

• Are you counting visits or visitors? 

• Are you using web analytics just to measure......                                      

or as a marketing optimisation toolkit? 

• Are you measuring your online marketing properly? 

 

  



Customer Experience Management 

• Professionally designed 

• Agency Creative 

• Latest Gen IT techs 

• Useability testing 

• Q/A Process 

• Focus groups 

• Ongoing reviews 
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How do you know how customers 
experience your web site? 



What if...... 
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• All Customers 
• All the time 



Customer Experience Management 

• Capture 

• Analyse 

• Replay 

33 

Request 

Response 

Audit trail of each user experience 

Typical Outcomes 

• Increased Conversions and Revenue 

• Improved Site Useability 

• Optimised Channels 

• Resolve Application Problems 

• Reduce Call Handle Times 

• Manage Customer Disputes 

• Better User Experience 



Review Questions: 

• Are you counting visits or visitors? 

• Are you using web analytics just to measure......                                      

or as a marketing optimisation toolkit? 

• Are you measuring your online marketing properly? 

• How do you know how customers experience your 

web site? 

 

  



Marketing Metrics Context 

Your Facebook conversion rate has 
increased from 43% to 61.27%. 

Is that good or bad? 



Marketing Metrics Context 

Last Month 

This Month 
42% Increase 

Market  
Average 

31% Worse 

Your Facebook conversion rate has 
increased from 43% to 61.27%. 

Is that good or bad? 



US Apparel Benchmarks  
Apparel Apparel 
Q2 2012 Q2 2013  

 Average Order Value $137.73  $130.27  

 Average Session Length 5:44 5:51 

 Bounce (One Page) Rate 35.93% 33.53% 

 Items Per Order 2.68 2.49 

 New Visitor Conversion Percent 6.08% 1.59% 

 On-site Searches / Session 10.59% 9.72% 

 Page Views per Session 7.56 7.1 

 Product Views Per Session 2.00 1.71 

 Shopping Cart Abandonment Rate 73.64% 71.31% 

 Mobile: % of Sales 14.97% 21.92% 

 Social: % of Sales 1.69% 3.12% 



Referral from Mobile Device 

Convert = 

website      2 

Convert = 

2 X  website 



Review Questions: 

• Are you counting visits or visitors? 

• Are you using web analytics just to measure......                                      
or as a marketing optimisation toolkit? 

• Are you measuring your online marketing properly? 

• How do you know how customers experience your web 
site? 

• How does your online marketing stack up to world’s 
best? 

 

  



Don’t take my word for it 



IBM is the Leader in the Fashion 
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Recommendation-

influenced sales now 

account for over 16% 

of digital site sales 

Transformed marketing 

campaigns, boosted 

response rates and 

revitalized sales by 

capturing and 

consolidating  data 

from 40 million+ 

customers across 

channels.  

Executes highly 

targeted campaigns 

and sophisticated 

offers across 

channels including 

digital and in-store  

Highly targeted multi-

channel marketing 

system improves 

execution, 

decisioning, and 

personalized 

marketing 

Advanced predictive 

analytics improve 

forecasting and trend 

analysis 

 
 

* 



Speedo increases return on PPC advertising 

 Identified search terms that drive visits and conversions 

 Used data to drive natural and onsite search, and to 
optimize consumer experience 

 Gained new insight into ROAS by considering diverse 
attribution windows 

 Needed increased visibility into traffic from PPC ads 

 Wanted to understand how people use search, in order 
to better allocate marketing spend 

 Selected Coremetrics Digital Agency Services to manage 
PPC Advertising 

 Combined search with Coremetrics data for insight into 
customer behavior 

 Leveraged attribution windows to understand how 
diverse channels move through the purchase cycle 

Challenge 

Results 

Solution 

Customer Profile 

Born on Bondi Beach near Sydney, 
Australia in 1928, Speedo is the world‘s 
top-selling swimwear brand. Now sold in 
more than 170 countries around the 
world, Speedo’s product line includes 
women’s fashion and fitness swimwear, 
men’s water shorts, kid’s swimwear, 
footwear, and a comprehensive 
collection of aquatic fitness equipment. 



Li Ning Sports Goods 

 Delivers targeted personalized campaigns based on deep 
customer insights 

 Launched 600% more marketing promotions 

 Unified e-commerce  platform for web, mobile and social 
sites 

 Data from each shopper is dynamic and real-time 
intelligence is used to improve the overall customer 
experience with personalized promotion tactics 

Challenge 

Results 

Solution 

Customer Profile 

Li Ning Company Limited is one of the 
leading sports brand companies in China, 
mainly providing sporting goods 
including footwear, apparel, equipment 
and accessories for professional and 
leisure purposes primarily under the LI-
NING brand 

 A B2C platform lacking integration  

 Scant insight into visitors  

 Existing system limitations.  

 Needed to manage a multichannel environment  



Real results reported by IBM  
Marketing Solutions users 
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Better top- & bottom-line results: 
Revenue: up 1-3% 

Margin: up 2-5% 

More efficient marketing: 
Cycle times: down 40-80% 
Marketing costs: down 20-40% 
Campaign volume: up 2-5x 

Better customer relationships: 
Customer value: up 5-10% 
Loyalty and retention: up 10-15% 
Acquisition cost: down 25%-75% 

More effective marketing: 
Response rates: up 10-50% 
Campaign ROI: up 15-30% 
Online marketing ROI: up 15-25x 

Improved transactional results: 
Sales volume: up 0.5-1% 
Average order value: up 15-20% 
Trade ROI: up 15-20% 



Review Questions: 
• Are you counting visits or visitors? 
• Are you using web analytics just to measure......                                      

or as a marketing optimisation toolkit? 
• Are you measuring your online marketing properly? 
• How does your site stack up to world’s best? 
• How do you know how customers experience your web 

site? 
• Do you combine online and offline data to take 

advantage of multichannel opportunities?  
• Do you want to measure Social sentiment, RoI or both? 
• Did you know that IBM was a leader in world class               

marketing solutions? 
 



For more information: 

 www.ibm.com/software/marketing-solutions 
 www.rethinkyourcustomer.com 

 
 
 
 
 

 
 www-03.ibm.com/software/products/cn/zh/digital-

analytics 
 mrroth@us.ibm.com 



Questions 



IBM Marketing Solutions 

 Bringing Science 
        to the Art of                                     
            Marketing 
 


