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Using
Analytics As A Competitive Weapon
to Better Understand The Customer

and Realize Business Optimization
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Agenda

* Introduction

* Track visits or visitors?

* Web Analytics: measurement or optimisation?
 Knowing where to spend your marketing budget

e How do you know how customers experience your web
site?
 How does your online marketing compare with the best?

* Summary
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What are customers telling
you online?

e Every Click

* Every Form

* Every email response

* Every non-click

* Every non response

* Time taken

* Path Taken

* Marketing responses

* Marketing non responses
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What are customers telling
you online?

Are
You
Listening?

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

DM e i e ¢ COOKIES
. — Session ~304
— Persistent
« Standard Tags
— Page View
— Elements
— Conversion Events
— Technical Properties
— Registration
— Etc
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Listening Online

LIVE Demo HOME \"(lr'lnl.f‘”' MIENIN Lt"t‘fl
ol - B e I T T =

SEARCH

Furmiture

Lirunge Thaers

OFficw Chas

Web Analytics
LIVE Profile

(o ae mrvc
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Listening Online

e Basic Details: Identification
seascH S Cart 0 itemis) sublatak $0.0 — Name
— Address
— Country

* Additional demographics
— eMail address

— Phone number

— Sex

— Age

— Income

— Language

— Preferences

— Twitter ID

. — Loyalty ID code
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Tracking Marketing Campaigns

Google 59!
SEM

Marketing Programs | By Vendor

| Period & 6/1/2011 - 6/30/2011 BE

,‘D

L I:'-L\ % Segrment:  All Visitors -
» Chart
v Tahle

Find in Table aQ @

v
Vendor / Category / Placement / tem

Unigue
Visitors

v ; = = =
Y Bl_ly_er. Sales Bounc: ] I_ew . Average Order
L] Visitor % Value

Social Media

MMC Parameters:

O Total 95 1.23Y% .580.77 0.69% 59.55% $982.22

E #®~ google PPC 28 1.22%  $357,369.41 0.69% 60.82% $971.11

*|¥| facebook 17,151 1.06%  $180,936.21 0.69% 59.87% $972.88

# ¥ dotomi g,680 1.90%  $140,609.25 0.50% 28.26% $1,081.61

M ®iw w1 5972 1.29% $74 536 08 el BT U 0 $955 60

[ #i¥ Exact Target Mﬂf 1.29% $87 51283 0.67% 27.14% $1,123.24 H

[0 ®i* Responsys 5 668 1.08% $63,547 .15 0.51% 58.72% $1.041.76 I

O #®= Microsoft PPC 2,998 1.17% $31.427 .67 0.63% 60.27% $842.40

O ¥/ yahoo PPC 2,998 1.20% $27,361 .92 0.70% 27.81% $760.05 “

O ¥ Google Content Metwark e 2077 1.41% $45,853 .27 0.57% 258.05% $1,091.74 '
] ¥ | Commission Junction 2975 1.04% $24 885673 INCr T oE= el V
[ Sl inleShare N 1.a80% £44 409 01 [175% a9 194 £1 009 =30 p

The Interactive Marketing

http://www.domain.com?cm_ven=SEM&cm_cat=Go
ogle&cm pla=AdGroup&cm _ite=Keyword

unica Joumey continues... R

a BM Company .

Banner Ads
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Tracking Social Campaigns

L. ana | mamm |

Impressions

SEEA  WAVP mASE

x> 8% > FE > HE

Content/Comment

ATEXBEREALERE
AIBBABAER ! MAEKL0%FMEI0%ISHES, ;
-

ClickThrough

download Library | Request Demo | Contact Us
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Let’s Recap: now We Know:

Who you are

— New Visitor

— Frequent Visitor
— High Value Visitor

an Twitter?

Awesome &

Marketing
Power!
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Review Questions:  ZE¥®
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What to do with all this power?

Improved decisioning

Automate Marketing Processes
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Know your customers
Know how they interact

Better understand which campaigns
are working

Tighter, defined KPlIs

Continuously improve the marketing
interactions

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
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Option 1: ema

Typical Email Programs

Option 2: per

« New Customer Welcome
* Dormant Customer

e Click on em Thank you Email template
TR s ° Cart Abandonment Behavioural data

* Cross Sell / Up Sell
* Special Offer (targeted)

X

e Targeted email
e Tracking codes
ABEBAREEBMELEEHSIES
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Targeted Email

* Option 1: email blast — same message to everyone
* Option 2: personalised, timely, behaviourally targeted
message automatically crafted for each visitor

L’OCCITANE
RSNV | optionl | Option2
woceme | vox Open Rate 26.1% 43.1%
Unique click rate 3.0% 19.5%
o Conversion rate 0.14% 2.43%

# Revenue per email $0.11 $2.84
' =! message
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What if you don’t know the Visitor:

Behavioural Targeting
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Behavioural Targeting = =+

é@ élw”g‘ HOME ‘ SHOPPING CART SIGN IN | GET EMAIL A ViSitO r to yo u r
:’ SEARCH | - s;—!{ Cart: 0 item(s) sub;otal: $0.00 Slte Sea rCh es fo r a
o product or
urniture . .
information

Lounge Chairs

Office Chairs

' Order Discount

;esks -
Coffes Tables ' N i Registered Customers

Table Lamps

Desk Lamps

Accessories

/f

10% off
Entire Order

Table Lamps
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Behavioural Targeting

= 7" ’: £IW/77,- HOME SHOPPING CART | SIGNIN | GETEMAIL o - . o
: They view a specific item

| searcH 3 cart 0 item(s) subtotals $0.00 of interest, then depart
Furniture Table Lamps W |t h ou t conve I’tl n g

Lounge Chairs

A

Office Chairs

X
Desks x l
Coffee Tables L L |
Table Lamps Mocha Linen Table Beige Linen Table Trice Black Ta

Desk Lamps

Accessories

Clearance

Lamp Lamp Lamp

$149.99 $179.99 $29.99

Order: Order Order
Top Selling Items

. 8]
How to clean '1‘ ﬂ

’ Mocha Linen Table Beige Linen Table Trice Black Table
’ Lamp Lamp Lamp
| $149.99 $179.99 $29.99

N
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Behavioural Targeting

VE Liiny Visitor goes to
o [ RS~ OFFICE CHAIRS | coF ] ) ELAMPS | 5 an unrelated

SEARCH ¥ cart: 0 item(s) subtotal; $0.00
Furniture Table Lamps E S I te W h e re a d S
Lounge Chairs -
= A A \ ' are being

i
Desks 1 !
coffee Tab served
Table Lam) Mocha Linen Table Beige Linen Table Trice Black Table
e PR gremramryselerrong | perpvopvowegeny 2
Desk Lamps $149.99 $ & - $ - - —t a8
rder rde

Accessories

; & Top Selling Items
How to clean = o |
~ Lamps to add spotlighting )

rut st
~
T MUSICFIX
@ Mocha Linen Table Beige Linen Table Trice Black Table

Lamp Lamp Lamp
$149.99 $179.99 $29.99

Contextually relevant and
targeted ads drive drastically
higher conversion rates
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Behavioral Targeting:
How it Works

HOME SHOPPING CART SIGNIN | GETEMAIL

Cookies: Persistent

- Some time later......
Rar———— - Cookies: Persist

® Trendingtopics  BoXilai Diaoyu lsiands  Bali 18th Party Congress

rned ® neaLTH

1e Mandatory
Provident Funds are 26 times higher than
others, awatchdog's survey shows. The
Consumer Council found huge variations in
management fees, with the MPF fund

Ad Targeting Netwo_rk

()‘-'I lkkamai UMV Science’ JpenX
unheathy presenatives, the Consumer | Most Popular

Canetvarer 1 bW .
yesterday.

. COMMENTED = VIEWED  SHARED | r ‘“ m
700,000 slip through Hong Kong's welfare net & osincn R 5 4 y .E, ld' U u .
About 700,000 people living in poverty in Hong Kong are slipping through 1 Zadig & Voltaire shouldn't get away with "

Lingnan University president Chan Yuk-shee K B
resigns Dried fruits may be
_— wy The head of the city's liberal arts college, harmful to your health
Lingnan University president Chan
Yuk-shee, has resigned for what he says
are health reasons.

Hongkongers often snack on dried fruits
because they are seen as healthy and
natural. In fact, they can be laced with

25k Lamy]

Taking Media Personally
the social welfare safety net According to welfare department figures, ALICE WU discrimination
Comprehensive Social Security Assistance (CSSA) - a Zadig & Voltaire
shouldn't get away ~ 2 Nearly half of MPF funds lost money,
; ; ith discriminati says watchdo;
Nearly half of MPF investments lose money in last five with discrimination 9 &

ouE iyt B M choice@stream Val UECI!.I.ICelEi
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Personalised Recommendations

Sales Conversation
Visitors Intent e gttt e e Sales Person

Other customers also bought
Other customers went on to purchase

Recommendations based on the last item =
added to your cart

yraay
»»»»»
-4 4.0

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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Typical total site sales driven
by product recommendations

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

Personalised Product Recommendations

Leverages: BE/\LLS e .}
. Wamens ;I-'uqv-lw shoes iwi._',’;",",,',,‘,, Juniors [ Kicts | swimmear .:::‘1
* Click stream and order data T —— T T T
L Home .« Housawars Measuring & Mixing previous | next
* Individual Visitor Profiles Bpoons e VEasiring
-
e Advanced algorithms ' i B
. “It’s easy to pick the low-hanging fruit with
* Merchandiser Controls Coremetrics. We're making decisions quicker than

ever before, and we’re making them based on
data we can rely on.”

e - Site recommendations — BeallsFlorida.com Manager of eCommerce for
Merchandising and Analytics

e - Email recommendations

e - POS recommendations -8 >
o
» = Call Centre recommendations I Q

L
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Review Questions:

* Are you using web analytics just to measure......
or as a marketing optimisation toolkit?
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Marketing Channel Attrlbutlon

How do you decide where to spend your marketing budget?

LW L ™
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Marketing channel attribution Z%%

xﬁ\, vy
’*\ V “ /‘:2&(, ’*\ V 'L:,s.& /‘g(,
Jd & g
a»] ' ™ ,I]

B 1o oo . suam:.'r suannt
Conversion Conversion

| Sales/Conversion Cycle !
v / y >

* First Click: good for measuring acquisition
* Middle Clicks: good for measuring influence
e Last Click: good for measuring conversion triggers

ABEEARESBMELXTESIEE
@ TENIEEERES



Revenue attribution by marketing channel report

» Chart
v Table

nd in Table

LY ©

_—

—
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v | 1 | P i / i v v
Vendor / Category / Placement / Iter( Sales i: e; R iie; Bk ?a‘ e; Rivk Ee \1,:: ;“S:‘ss o Bounce Rate Nev

| Total WMQJH.?Z S107.255.8W/ 12.60 0.69%
+ v Bing PPC $401.98 $12,318.75 $401.98 $15878.02 12.28 0.00%
E + v Commission Junction $1,283.08 $7.214.24 $1,382.08 $18,687.71 12.89 1.867%
+ |w | Dotomi $11,123.58 $5,490.18 $11,123.58 §5,8622.40 12.80 1.11%
E + v | Exact Target $6,229.12 $3,837.81 $6,229.12 $3,712.48 12.52 0.00%
E + v Facebook $23,901.95 $3,084.79 $23,901.95 $2,391.31 12.50 0.73%
[ # v/ Google Content Network $221.14  $1,260.43 $221.14  $1,784.51 12.11 3.57%
D + v Google PPC $28,196.78 $2,410.94 $28,196.78 $17.99 12.61 0.63%
D + v In House Email $5,703.73 $4,089.92 $5,703.73 $1,632.81 12.21 0.76%
D + v LinkShare $3,839.25 $28.79 $3,839.25 $1,287.28 11.89 0.00%
D + v Micosoft PPC $107.03 $7.19 $107.03 $107.02 12.47 0.00%
D + |w| Responsys $2,024.94 $283.99 $2,024.94 $8,041.28 13.02 1.02%
D + v X+ $6,778.27 $5,637.76 $6,778.27 $852.89 12.25 0.00%
D + 'w| Yahoo PPC $68,490.65 $0.00 $6,490.65 $213.95 13.25 0.91%
D + v YouTube $10,074.21 $4,032.93 $10,074.21 $1,228.21 12.74 0.00%
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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.
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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?

ABEEARESBMELXTESIEE
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Customer Experience Manageme;\t_'

* Professionally designed

* Agency Creative

How do you know how customers
experience your web snte?

\\L‘

EEEEE

* Focus groups

* Ongoing reviews

ABEBAREZ BMEESESIFE
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What if......

e All Customers
e All the time
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Generation C:
The Connected Customer

* Analyse
* Replay

O

TEMRBENRES

Typical Outcomes

Increased Conversions and Revenue
Improved Site Useability
Optimised Channels

Resolve Application Problems L

Reduce Call Handle Times

Manage Customer Disputes

Better User Experience

> Audit trail of each user experience

—

AHIEHAREZ BMEXSESIES
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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?

ABEEARESBMELXTESIEE
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Marketing Metrics Context

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

Is that good or bad?

Social Sites Conversion Rate

/
-
Q_
V'~
\

Compare Your Site || Ay Percentile
Facabook 61.27% 61.27%  0.00% I [ [
MyS pace 92 .96% 92 96% 0.00% | [ |
Twitter 92.83% 92.83% 0.00% | [ [
Orrfeut 92.95% 92.95%  0.00% I [ I
Linkedin 100.00% 100.00% 0.00% | I I
YouTube 83.06% 83.06% 0.00% | | |
WordPress 0.00% 0.00% | | |
Blogger 0.00% 0.00% - | [ |
Digg 48 69% 48.69% 0.00% | | |
Stumblelpon 49 64% 4964%  0.00% I [ [

ABBHEARESBMELXTESIEE
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Marketing Metrics Context

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

Is that good or bad?

31% Worse

Market
Average

42% Increase

/ This Month

Last Month

ABEBAREZ BMEESESIFE
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US Apparel Benchmarks

Apparel

Q2 2012

Average Order Value

Average Session Length

Bounce (One Page) Rate

Items Per Order

New Visitor Conversion Percent
On-site Searches / Session

Page Views per Session

Product Views Per Session
Shopping Cart Abandonment Rate
Mobile: % of Sales

Social: % of Sales

5:44
35.93%
2.68
6.08%
10.59%
7.56
2.00
73.64%
14.97%
1.69%

$137.73

ABEEARESBMELXTESIEE
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Q2 2013
$130.27

5:51
33.53%
2.49
1.59%
9.72%

7.1
1.71
71.31%
21.92%
3.12%




Referral from Mobile Device

Motorola, 0% HTC, 1% _ |G, 2% _Palm, 0%

Convert =
Samsung, 3% website 2

iPod Touch, 1% Blackberry,
8%

iPhone,42%

Android, 23%

Convert =
2 X website

iPad, 19%

R ..
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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?

ABEEARESBMELXTESIEE
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Don’t take my word for it




IBM is the Leader in the Fashion

A

FINE GAUGE ]
LeE Ann

=2\
[ = Lo
<

IV
£" 3
‘ Tv‘ -&-
~

LA Bl Ny o

Recommendation- Transformed marketing Executes highly Highly targeted multi- Advanced predictive
influenced sales now campaigns, boosted targeted campaigns channel marketing analytics improve
account for over 16% response rates and and sophisticated system improves forecasting and trend
of digital site sales revitalized sales by offers across execution, analysis

capturing and channels including decisioning, and

consolidating data digital and in-store personglized

from 40 million+ marketing

customers across
channels.

COACH Ab;nl:‘ll-;?h“- RALPH LAUREN 3 ZARA m N?:%:T:E.\‘ URBAN OUTFITTERS

LLBean

+*
HOLT REMFREW| | DAVID'S BRIDAL gEé DEBENHAMS [OPSHOP iw@and

vl
ALDO MEN'S WEARHOUSE . %nglr‘a‘;‘; hl_]l' a(:-mANrHrEOPOLocls' 6

LI-NING el

41
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Speedo increases return on PPC advertising TSR W

Challenge
= 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 ( 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

» |dentified 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 women’ s fashion and fitness swimwear,
attribution windows men’ s water shorts, kid’ s swimwear,
footwear, and a comprehensive /

AMIERAREB BMEXSESIFE
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Li Ning Sports Goods ISEE W

“Data from online

shopping interactions is

1o longer just a static

snapshot; it's dynamic,
actionable intelligence for
IMPrOVING OUY CUStomers’
shopping experience and

facilitating per aawlz,z:ed

promotional tactics.’

— Li Ning Sports Goods

/‘) ' -d'
X O € eh o
SN e f VN
N —.5, R
77

£ . Cloten . g SIZE . @WR . AT BOQKMARK |l 3 2 =

eRdiE R

PR Y

EPERREES

( 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




Real results reported by IBM
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Marketing Solutions users

rMore effective marketing:

Response rates: up 10-50%
Campaign ROI: up 15-30%

Online marketing ROI: up 15-25x

_/

fBetter customer relationships:

rImproved transactional results:

Sales volume: up 0.5-1%
Average order value: up 15-20%

Trade ROI: up 15-20%

Customer value: up 5-10%
Loyalty and retention: up 10-15%

Acquisition cost: down 25%-75%

_/

(More efficient marketing:

Cycle times: down 40-80%
Marketing costs: down 20-40%

Campaign volume: up 2-5x

Better top- & bottom-line results:

Revenue: up 1-3%
Margin: up 2-5% |

ABEBAREZ BMEESESIFE
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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?
e 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, Rol or both?

* Did you know that IBM was a leader in world class
marketing solutions?
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For more information:

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

sRERETER -

IBM k75 4 7

ERBARRBERT. 2 MERTHRENTE RN IR MR, |
AR E ok

REBREIEATI R, THRBEMAERASOBRIEN, REYRAWTEERAATE ey
T 3IE P ERGEE, SR TR RN, AR SENT. TSRS
RS AR

IBM ik i E HEHE (EMM) B+

T AR IR (EMMD ik, 1BM EMM #5075

MR M B E S ?Q’ {

@ e o SRS CEMM) 18
—— IBM HREEHENE (cmo

paiw -l View) dE IBM FATT)

B SRR (EMM BT EH P EHETRERNA AT, wEonr. 1 ROUION oo mamanzas

T SIS SR AT SR AR TR, [BM MM WAV R e

B ST AT SRS EE AT S AT AT R

B, WTHERSET AT R, SRR

& E-mail &A1
o = i

W @ @ - RMEEG. 8008101818 5 5156 (&)
0 fskEta. 101Ks03W

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

" mrroth@us.ibm.com
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Questions
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o I | to the Art of .
& . 9Marketing

Bringing Science
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