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| feel your pain

- If only we had more reports

- |If only the data was accurate

* If only IT could tag the pages

- |f only | didn’t need to tag the pages

* No one-size-fits-all




Practical examples using GA
& other simple tools.




5 Elements of effective ROl analysis

* Reports

« KPlIs

* Segments

» Other sources of data
» Bringing it all together




Element #1

* Reports — the easy part
+ Consider building custom reports....
— but don’t spend too much time on this




Element #2: KPIs

- Key Performance Indicator

» CEO should understand them
+ 3-5 works best

» KPIs are metrics on steroids

* Traffic??




My favourite KPIs

* Average order value (not conversion %)
—Lead gen ?? Still OK

* Average time on site

* Bounce rate

» Task completion rate

» Share of search

 Profit per visitor
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Sales of 201 products generated $15,632.35

M 0.98% Conversion Rate

il $70.73 Average Order Value

412 Purchased Products

Top Revenue Sources

Products tems Revenue
Marzhmallow Shooter 17 330430
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Revenue Analysis

ﬁ Visitors Profile: languages, network locations, user defined

EL"\ Traffic Sources: keywords, paid keywords, non paid
“keywords, all traffic sources

@ Map Overlay

Geolocation visualization

Sources | Medium Revenue % Revenue
google (organic) $8,1599.00 52.45%
yahoo (organic) $2251.58 14.40%:
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Conversion metrics caveats

- Comparison across tools

+ Measuring the 2%, ignoring the 98%

- Based on VISITS

- Unsegmented = unclean

- Dependent on cookie longevity

+ Gets worse with longer sales cycle (lead gen)
- Looks like accounting (=accurate?)

- But go ahead and use it




Element #3. Segmentation

* What it's not
- What it might be, depending how you look at things
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Segmentation

Insights Insights Insights

- - W A c—— g — —

You replied on 3172010 12:30 PM,

To:  john marshall
Attachments: EPiCtL.IFE 2.png (339 KB)

Holy crap John!!!! Look at the opportunity in the screen attached. The core objective of any hotel is
to book rooms, meetings, and wedding. LOOEK AT WHAT SEGMENTATION HAS SHOWN US
AIREADY

3% of visitors are demonstrating interest in their Weddings business
1.3% of Visitors are interested in Meetings
12 8% of visitors are showing interest in their rooms business.

This is unbelievable data to begin with and these INSIGHTS bring up so many questions. I think
they will hire me to overhaul their entire site by the time I am finished with this report!!

Thank you John for spending so much time for hammering home the importance of segmentation
and EFis.
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Search sent 19,465 total visits via 8,902 keywords in the "All Visits" segment
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5 segmentation ideas

* New vs returning (built-in)

* Organic vs paid search (built-in)

- Carted but didn’t buy (custom)

- Brand vs product (generic) keywords (custom)
- Buyer vs Service (custom)

- Segmentation = intent
- Segment where you spend money
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Element #4: Additional Sources of
Data

- Don’t expect GA (or any web analytics tool) to tell
you everything.




Task Completion Rate — 4Q

MarketMotive

Hello!

Your opinion is important.
After your visit, would you be willing to answer 4 guick questions?

It's easy to participate:
Click the *Yes” button below to continue your visit as intended™. When done, retrieve the window
remaining on your desktop and complete the brief questionnaire

Thank you for your help!

Yes No

* A second window will open on your desktop if you click "Yes".
Flease make sure not 1o close that window if you wish 1o paricipate,

4Q is. an Avinash Kaushik | iPerceptions Collaboration

- What is the purpose of your visit to our website?
- Were you able to complete your task?
* If you were not able to complete your task, why not?




Privacy Policy
Which of the following best describes the primary purpose of your visit?

O Learn about products
O Buy

O check shipping costs
O ask a guestion

O Take a tutorial

) Other Please Specify

Make a zelection to continue

W

2 iPerceptions 2008




© 1. Overall Satisfaction

Overall Satisfaction

100
g 20 - ;
@ ; ‘
e 60 \ e
g m— ]
2 ) [ ' ] |
2 40 ‘
% ;
: a0
w20
! ! |
0 i i i ] i
Aug Sep Oct Now Dec

The graph above trends the overall salisfaction score for all visitors over a selected time
frame. You have the option of looking at the data sliced by month, wesk, or day. In the table
below, you can see trending for the overall satisfaction score, as well as the total respondent
counts, over a selecled time frame.

Aug Sep Oct Nov Dec
Score 80 53 €0 80 80
Respondents 1 8 8 7 7

© 2. Task Completion

Task Completion

Aug Sep Oct Nowv Dec

u YES | NO

This graph above trends the task completion rate for all visitors over a selected ime frame
You have the option of looking at the data siiced by month, week, or day. In the table below,
you can see trending for the task completion rate, as well as the total respondent counts,

over a selected time frame
Aug Sep Oct Nov Dec
YES 100%¢ 83% | 65% 85% Ti%
NO 0% 16% 3% 14% 28%
Respondants 1 ) 13 7 7




Surveys tell you why

* Web analytics tools only tell you what
+ Give users the chance to enter open text

It will amaze you. Guaranteed.




Share of search

 Don’t measure traffic
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Share of search
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Element #5: Bringing it all together

» Reports should be brief and insightful with facts
and not opinions

« Scannable text that also contains details
- Data from multiple sources

- Stitched together into a single email

- Significant human effort required

+ Lovingly hand tooled works best

* Very hard to automate




Brainwaves Toys Dashboard

Performance through 8/31/09

Anailytics Unlimited
September, 2009

KPI #1:Ecammarcs Convarrimn Rats
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August Ecommerce Conversion Rate fell short of Goal by more than 1.00z. Holiday "09

Fevenues in jeopardy if metrics do not improve in 30 days.

» Becommendation; Leverage top-searched entrance keyword "Educational Toys" az cornerstone of Holiday 2009
Google Adwords campaign. Capitalize on current promotional lull to build site awareness with Sept. start date.
* Expected Outcomes: Achieve goal Converzion Rate of 140 on campaign conversions and ROl of 253,

Dirive continued acquisition of Mew Yisitors o Brainwave Toys wehsite.

» Becommendation: Expand Email marketing program targeting Returning Visitors for Haoliday '08
by utilizing databaze of registered site visitors and past-year purchazers.
» Eupected Oyteomes: Achiewe superior Conversion Rate of 3.7 and ROl in excess of 30024
Earn Awerage Order Yalue of $97.11, nearly 30 higher than site average.
more info.

LA OANEE AR M I NE 4 S B A e

Brainwaves Toys AOY has been declining over time; Holiday sales provide boost,
but ADY remains well below Brainwaves Goal target.

» Becommendation; Filot Bing Cashback program during Holiday 039; IF successiul, cansider expanding to additional
"toy holidays" such as Easter, Halloween, Back to School, ete.

» Enpected Outcomes: Potential for A0 up to $95.00 on campaign conversions and guaranteed ROl on each zale,
Projections indicate successiul launch could generate mare than half of Brainwaves incremental volume target for Fiscal '09.

Dirive mew customer acquigition through increazingly-popular shopping portal service and search engine.

maore info.

KPl B2: Task Completion Rate For Site Search Users"

55X Sualz P5T

Camparines sbap

“KaFarw

wnual, 2003,
Task Completion Rates continue to lag internal Goals by wide margin. ¥aluable Site

Search User population particularly underserved by Brainwaves Togs site content.

» Begommendation: Better align site content with stated primary purpose of Sike Search Users [product research
incl. “newsy” itemz, product afery and recalls, and home schooling rezources).
» Eupected Oytcomes: Close gap between low 353 Satisfaction among Sive Searchers and 533 average across

all vizitors, Build layalty and future purchaze intent for Brainwaves Toys by listening to Vioice of Consumer,

» Beommendation; Implement AME testing plan ta serve up landing pages optimized for "Brain," "Brainwawves,”
and "Science” entrance keywords used more frequently by Site Searchers. Leverage Internal Search Terms
o refine product assortment for Holiday 03, particularly LEGO skus [add "City" series].

» Eupected Outcomes: Deliver optimized landing pages that improwve ecommerce conversion. Feduce Search Exit

rates and Search Term Refinements for specific product types.

more info.

KPI#4: Share of Search for "Educational Toys" (August, 2009}

| 1 1
| Volume | i1 | % Total Keyword | % of Site’s
| Rank g | e | Valume ! Search Traffic i}
1 Toys R US.com 38.27% N e.76%1 Erainuaner
Shareof Search: 0L#12
2 Wallart.com 5.58%0 2.34%| Fiank: £39/56
3 educationaltovsplanet. 4.48%] 10.22% 8
4 BarnesandNoble.com 4.26%1 0.34%

Brainwaves Togs does not have material Share of Search for its primary search entrance term

“Educational Toys." New competitors both small and large are asserting category leadership.

= Begommendation: Monitor actions of key competitors inorder to develop truly unique positioning
for Brainwaves Toys, Conduct SEQ and PPC to enable Brainwawves ta begin ranking on the major search engines.
» Egpected Oyteomes: Stay in the game as major players, like Barnes & Moble and Borders, begin aggressive
Holiday '09 promations. Pending additional rezearch, conzider adding new product categaries o mit

on Brainwaves Toys bazed an seanch terms wtilized (2.9, school supplies, educational OYDs, et

» Becommendation; Maonitor declining interest in "Educational Toys" zearch termz and begin to diversify products
and marketing activities into related categories growing ininterest [educational video games, ete.).
* Expected Outcomes: Align business growth trajectary with consumer demand; Enjoy early mower status

in the increasingly competitive toys market.

more info.




Brainwaves Toys Dashboard

Anailytics Unlimited ’e’"

Performance through 8/31/09 September, 2009 T
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August Ecommerce Conversion Rate fell short of Goal by more than 1.00z. Holiday "09 Brainwaves Toys AODY has been declining over time; Holiday sales provide boost,
Fevenues in jeopardy if metrics do not improve in 30 days. but ADY remains well below Brainwaves Goal target.

» Becommendation; Leverage top-searched entrance keyword "Educational Toys" as cormerstone of Holiday 2003 » Becommendation: Pilot Bing Cashback program during Haoliday 0% If successful, consider expanding to additional
Google Adwords campaign. Capitalize on current promotional lull to build site awareness with Sept. start date.

"toy holidays" such as Easter, Halloween, Back to School, ete.
* Expected Outcomes: Achieve goal Converzion Rate of 140 on campaign conversions and ROl of 253,

* Espected Outcomes: Potential for ACY up to $95.00 on campaign conversions and guaranteed ROl on each zale.
Dirive continued acquisition of Mew Yisitors o Brainwave Toys wehsite. Projections indicate successiul launch could generate mare than half of Brainwaves incremental volume target for Fiscal '09.

Dirive mew customer acquigition through increazingly-popular shopping portal service and search engine.
» Becommendation: Expand Email marketing program targeting Returning Visitors for Haoliday '08

by utilizing databaze of registered site visitors and past-year purchazers.
» Eupected Oyteomes: Achiewe superior Conversion Rate of 3.7 and ROl in excess of 30024
Earn Awerage Order Yalue of $97.11, nearly 30 higher than site average.

maore info.

KPI#4: Share of Search for "Educational Toys" (August, 2009}

| 1
KPI 22: Task Completion Rate for Site Search Users" Volume | iy | % Total Keyword % of Site's
Rank i | i | Valeme Search Traffic i)
|

N .
5

5 Sl PEX Tovs R US.com 38.27% g.76%0 Erainuaser

Shareof Scarch: 0.3}
Vallart.com 5.50%0 2.34%] Fiank: #3956

educationaltovsplanet. 4.48%] 10.22% 8

Camparines sbap

BarnesandNoble. com 4.26%| 0.34%

“KaFarw

Task Completion Rates continue to lag internal Goals by wide margin. ¥aluable Site

Search User population particularly underserved by Brainwaves Togs site content. “Educational Toys." New competitors both small and large are asserting category leadership.

» Begommendation: Better align site content with stated primary purpose of Sike Search Users [product research = Begommendation: Monitor actions of key competitors inorder to develop truly unique positioning
incl. “newsy” itemz, product afery and recalls, and home schooling rezources). for Brainwaves Toys, Conduct SEQ and PPC to enable Brainwawves ta begin ranking on the major search engines.
» Eupected Oytcomes: Close gap between low 353 Satisfaction among Sive Searchers and 533 average across » Egpected Oyteomes: Stay in the game as major players, like Barnes & Moble and Borders, begin aggressive

all vizitors, Build layalty and future purchaze intent for Brainwaves Toys by listening to Vioice of Consumer, Holiday '09 promations. Pending additional rezearch, conzider adding new product categaries o mit

on Brainwaves Toys bazed an seanch terms wtilized (2.9, school supplies, educational OYDs, et
» Beommendation; Implement AME testing plan ta serve up landing pages optimized for "Brain," "Brainwawves,”
and "Seience” entrance keywords used more frequently by Site Searchers. Leverage Internal Search Terms » Becommendation; Maonitor declining interest in "Educational Toys" zearch termz and begin to diversify products
o refine product assortment for Holiday 03, particularly LEGO skus [add "City" series]. and marketing activities into related categories growing ininterest [educational video games, ete.).
» Espected Qutcomes: Deliver optimized landing pages that improve ecommerce conversion. Feduce Search Exit » Espected Quteomes: Align business growth trajectony with consumer demand; Enjoy early mowver status
rates and Search Term Refinements for specific product types. in the increasingly competitive toys market.

more info.

more info.




Thank You Pages
Currently, when someone registers, or uses the contact form, there is no thank you page. Adding

a thank yvou page to both of these could not only help in tracking, it could help people stay on the

site.

Adding some links of top performing products, or anything else to a thank you page keeps

people onsite longer. When someone registers, they could be sent to a thank vou page that offers
them a discount, or a discount to invite their friends to register.

Cookie for Cart

If a user puts something in their cart, then turns off their browser, the product is gone. Many

people are buying after more than one visit.

Most purchases occured after: 1 visits

Wists to Furchas: | Iransachons Percentegs of all purchssss
1 stz 11800 [ =i R

2 wisls 1300 [ G AT

Tivinds ran [ o

& wiats 1 luers.

Bwists 180 |oEs%

Many people also bought after visiting the day days after their first visit.

flost purchases occured after: 0 days

Deatys iD Purchase  Transaciions

U clays
1 duyx

2 days

A dayx

2.0




-~

e Christmas }Fﬂﬂh t'}'il IE E

season starts.

[ May 5, 2002 [ May 24, 2008 Junc 12, 2000 July 1, 2002 | July 20, 2002 August 8, 20/ August 37, 2 Scptember 11 October 4, 20/ October 23, 2| November 11

Summary
Segment Visitors Bounce Rate Time on Site Page Views Product 1in Sale {Goal 2)
Cart (Goal 1)

Search Traffic 24177 h3.4% 2018 4.15 563 121

Referrals 4,758 59.7% 1:45 3.2 o2 8

Category 6,914 A0.2% 217 4.11 121 a2

Landing Page

Product 0,728 76o.4% 1:10 2.3 222 48

Landing Page




KPI#4: Share of Search; Focus on Competitive Intelligence

Goal

Brainwaves Toys achieves volume rank of 5% or greater for "educational toys" search term.

Segments
Key competitors, including Toys R Us, Wal*Mart, Barnes & Noble and Borders Books.

Recommendations & Analysis

Proactive SEQ and marketing to increase visibility, awareness, and search rank of Brainwaves Toys.

Report Overview \
Search term educational toys
Time frame 2009-08-01 to 2009-08-31
Available results 56 domains
Dizplaying 1 =5 | Access: all 56 domains
>Brainwaves Toys not ranking in top 10."
[ Toys R US.com 38.27% I 6.76% I
|E| Walldart.com s.58% I 2.34% |
[a] | educationattoysplanet.com 4485 P | 10,225 BRI
|E| Barnegandioble.com ER-I-L1 D 0.34% )
—

Compete.com Share of Search data suggests that Brainwaves Toys is not meeting its objectives of 5% total keyword volume for the
search term "Educational Toys.” In addition, the data suggest that small competitors, such as educationaltoysplanet.com,

as well as new entrants such as Barnes and Noble, are making inroads in the educational toys category, perhaps due
in part to their participation in the Bing Shopping portal.

Analysis from Google Insights for Search also indicates that interest in the search term "Educational Toys™ has been in gradual
decline since 2004, though interest peaks seasonally during the annual holiday shopping season.

Interest over time [v] Forecast [] News headlines
dhrn whl e numsds magn
® (forecast’) 14 | Avguse 2010
100
/
[ A =
[ 1 'l -
[ /1 I | 60
[ {1 I [\ \ i
[ [ [ [ \ s
/o o ) /| . ; =
| | \ 1 | ’
e e | | _// | \ 7 20
e L~ b | | _
e . oow
[}
' ' i | r | . i | ' . ' \ ‘
2004 2005 2006 2007 2008 2009 2010
Forecast values are based exciusively on the extrapolation of past values. Learn morg




What happens to the reports?

- Big company
— Use reports to explain economic impact of inaction
— Be the squeaky wheel

- Small company
— Measure what you can change

* No action?




* Reporting * Analysis
— Re-active: — Pro-active:
‘run reports” for mgmt find actionable data
— Backward-looking: — Forward-looking:
‘how have we done?” ‘how can we improve?”
— Quantitative focus: — Qualitative focus:

‘how many visitors?” ‘how well-targeted?”




Resources

Books

— Avinash Kaushik

Training

— Market Motive courses online
— Many options for onsite/groups
Yahoo Group

— Webanalyticsassociation.org
Web Analytics Wednesday

#measure


http://images.google.com/imgres?imgurl=http://www.dailycardinal.com/polopoly_fs/1.303397!/twitter.png&imgrefurl=http://www.dailycardinal.com/media&usg=__lknW46qivNmKASByWWhYVw2uxUo=&h=256&w=256&sz=27&hl=en&start=6&um=1&itbs=1&tbnid=FbMT-lNSzauZsM:&tbnh=111&tbnw=111&prev=/images%3Fq%3Dtwitter%26um%3D1%26hl%3Den%26sa%3DN%26rls%3Dcom.microsoft:en-us:IE-SearchBox%26rlz%3D1I7GGLJ_en%26tbs%3Disch:1

My top tips




More reports won’t help you




Dedicated analyst works best




Analytics for entertainment vs
decision making vs job justification




You need some help from IT

* Implementation debugging kills web analytics

* Firefox + WASP
- $69 without site crawl




WASP Firefox Plugin

VWASP
File Edit Advanced

Analytics | share | About |
Google Analytics (GA)

Help

Mame Value
= Tag http: ffiwww . google-analytics. com)__ utm.gif (ol
= Account
Version (utmww) 1.3
Host id {utmhid) 1397931585
Account (utmac) UA-231537-1
= Content
Unigue Request (utmn) 326525661
Title (utmdt) Backroads: Bike Tours, Family Tours, Walking and Hiking Vacat...
Referrer {utmr) -
Page URL (utmp) /
= Browser
Encoding (utmes) LITF-8
Screen ResolutioM (utmsr)  1920x1200 =
Color Depth (utmsc) 32-hit
Language (utmul) En-us
Java Enabled (utmije) 1
Flash version (utmfl) 10.0r2
= Network
Hostname (utmhn) backroads.com
[= QueryString cookies {utmec)
= __utma
Domain hash 67774082
Visitor token 17207633584
1st visit start Wednesday, January 27, 2010 2:57:29 FM |
Previous visit start Tuesday, February 09, 2010 7:47:41 AM
Current visit start Sunday, March 21, 2010 7:17:46 AM
Visit count 8
= __utmz
Domain hash 67774082
Traffic source 1265672502
# of responses [
- frafarcall b
Details
Mame: | |

Value: |

*

i 1 |:etMoii... | ‘M Re:Traddng... | M Internet Ma. . | FER PHP: setcoo... IT

THE WORLD'S #1 ACTI

BACKROADS

FIND A TRIP WHY BACKROADS GUEST REVIEWS TRIP P

Backroads e-Newsletter Sign Up Today!

First Name Last Name e-mail address

Re-enter e-mail

Cpt out any time | 2
*Make sure sur e-mail gets to you here,

Teland Advrantuen Camas WAl WA



Click around! You can’t break
anything




Offline conversions? Use Average
Time on Site




Other sessions

+ “Meaningful SEO Metrics” — 2:45 Tuesday

« “Deep Dive into Analytics” — 4:00 Tuesday

* "Why Does Search Get All The Credit’™- 1:00 Weds
« "Speaking Geek” 2:00 Thursday

« “Conversion Clinic” 3:30 Thursday




Q&A

+ Jmarshall@marketmotive.com




