Web Analytics
It's About the Story

BMA Minnesota
August 18, 2009




Agenda

WS

*

What is Web Analytics?

Why Do You Care?

The Drill Down — From Business Obijectives to Metrics
Looking Beyond the Obvious

The Next Level

J
’0

L)

J
’0

L)

J
’0

L)

/
’0

L)

N marketing




Web Analytics is...?

Web Analytics is the measurement, collection, analysis and reporting
of Internet data for the purposes of understanding and optimizing
Web usage.”

The Official WAA Definition of Web Analytics

Supporting marketing initiatives by finding insight in the data and
recommending actions that will influence a customer’s behavior and
further engage them in a brand.

Kristen Findley

*http://www.webanalyticsassociation.org/aboutus/ N marketing




When is Web Analytics Used?

« To measure online activity — even when it’s related to offline.

* Most common channels

Websites

Email

Online Banners/Media
Social Media

« Can also be integrated with

(sometimes not so well)

Print
Direct Mail
TV

Coc )8[(3 Analytics
Y v Reoports: |

My Acoount | Helo | Contact Us | Sgn Out

Dashboard

Jan 1, 2007 - Jan 31, 2007
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Why Do You Care?

« Do you have customers?

* Do you market to these customers via DM, Email, Advertising,
Partnerships, Websites?

« The reality is that websites are now the hub of our interaction with
customers.

M marketing




Source of Information

Which sources of information
do you most rely on as it
pertains to your job?

6 Mind of the Engineer Survey March 2009

; Rely on ;
Trade public 63%
Search engines 57%
Distributors’ website 41%
Printed catalogs from distributors 41%
Trade publication’s websites 40%
Word of mouth/Peers/User groups/Customers 39%
Case studies/White Papers 38%
Manufacturers’ sales reps 38%
Industry conferences/Trade shows 28%
Trade publications’ e-newsletters 28%
Distributors’ sales reps 27%
Online forums/Communities/Social networks 24%
Research organizations 23%
Webcasts 18%
Online video clips 13%
RSS feeds 6%
Podcasts 6%
B2B blogs 6%
Mobile wireless devices 5%

[L{EN)l marketing




TRUSTED —

Trust
SO u rce Of I nfo r m ati O n < Manufacturers’ website 55%
Tra ications 307 |
Search engines 18%
Distributors’ websites 21%
Printed catalogs from distributors 22%
Trade publication’s websites 23%
Which sources of Hrotnsonctomon 5" 21
information dO yOU trust the Case studies/White Papers 19%
mOSt? Manufacturers’ sales reps 18%
Industry conferences/Trade shows 15%
Trade publications’ e-newsletters 14%
Distributors’ sales reps 11%
Online forums/Communities/Social networks 10%
Research organizations 13%
Webcasts 7%
Online video clips 4%
RSS feeds 3%
Podcasts 3%
B2B blogs 2%
Mobile wireless devices 2%

7 Mind of the Engineer Survey March 2009 marketing




Where to Start?
Business Objectives




Standard Web Metrics

Site Heartbeat Metrics Content Segmentation Paths
v Page Views v" Most Popular Pages v Time Spent on Page
V' Visits v" Most Popular Site Sections v Time Spent on Site
v Visitors v" Next Page Flow
v Daily v Previous Page Flow
v Weekly o . v' Fall-out
v Monthly Visitor Segmentation v Entry Pages
v Quarterly v New & Return Visits v Exit Pages
Y Yearly v Visit Number v Exit Links
¥ Visit Duration v" Return Frequency v" Full Paths
v" Visitor Domain v" Page Values
indi v Languages v" Page Depth
Emqu Methqu 4 Tingognes v" Path Finder
External Campaigns
» e . .
N e GeoSegmentation Success Metrics
v" Referring Domain v Couptrles v' Conversion
v Search Engines v Regions v Redemption
v Search Keywords & Phrases v U.S. States v' Cart Additions
v U.S. DMA v" Enrollment
v" Apply Now
v Exit Pages

[L{EN)l marketing
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The Role of the Analyst

http.//www.flickr.com/photos/10500bc/3781314667/

GEN M marketing




Why Do You Have a Website?

Support

Available
Products
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| Sell Your Product |

Product Catalog for OH&ES > Respiratory Protection > 3M™ Elastomeric Facepiece Respirators, Filters & Cartridges =

SJMT™ Full Facepieces 7000 Series Ultimate Reusable

These durable elastomeric facepieces aredesigned for o wide range of ap

How to Buy

o - NN

Where To Buy

Where to Buy
lications., The full

facepiece is made of silicone.
Product
Information

Quick Links

Cortact L=

Material Safety Data Sheets
MSDE

OHEES Distributor Lodin

Use with 2M™ Filters 2000 Series, 2M™ Cartridges
6000 Series, 3M™ Cartridges and Filters 7000 Series
and powered and supplied air systems against a
variety of gases, vapors and particulates according
LIOSH approvals,

J g™ licone 1/Case
Serigs, 3M™ Cartridges
6000 Series, 3M™ Cartridges and Filters 7000 Series
and powered and supplied air systems against a
variety of gases, vapors and particulates according to

Use with 3M™ Filters 2000

MIOSH approvals,

3M™ Full Facepiece FR-7800B-I1. Medium 1/Case
Approved to NIOSH Chemical Biological Radiological
MNuclear{CBRM) reguirements in conjunction with the
AM™ Canistar FR-15-CRRMN. This farenirre fratiires an

3M™ Full Facepiece 78005{Sm}). Small. Silicone

1/Case

Use with 3M™ Filters 2000 Series, 3M™ Filter 7093,
P100 and 3M™ Cartridges 6000 Series. Also use with
powered and supplied air systems against a variety of
gases, vapors and particulates according to MIOSH
approvals.

3M™ Full Facepiece FR-7800B-L. Large 1/Case
Approved to MIOSH Chemical Biological Radiological
MNuclear{CBRM) requirements in conjunction with the
3M™ Canister FR-15-CBRM. This facepiece features an
integral speaking diaphragm that improves voice
amplification and clarity.

3M™ Full Facepiece FR-7T800B-S. Small 1/Case
Approved to MIOSH Chemical Biological Radiological
MNuclear{CBRM) requirements in conjunction with the
AM™ Canistar FR-15-CRRM. This farenirre fratiires an

Ml el & o (sell@l | @ | % webTrends |1

marketing
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Standard Web Metrics

Site | Paths
v' Pag ' v~ Time Spent on Page
v Visit v Time Spent on Site

v Visit
R F|ow

Y

- ) - 400..."
- - . o~ ‘ ...'“’ y—
V' Visitf o Sl : — o -'_--.o...,..‘...,. --
e T AR TN o Y o s . Ny e P-s ‘.p» ~.h
Findir- . o RS e e A : -m gt
v Extenh oL " : - vy -

v Search Englnes
v' Search Keywords & Phrases

v Exit Pages

GEN M marketing




Narrowing your objectives

Business Website
Objective Objectives

Support Sales
Throughout Buying
Process

Increase sales

by 10%

13

(research, purchase,
support)

Metrics
& KPlIs
Visits
Return Visits

Conversion
Contribution

M marketing




Look For Success Events

Product Catalog for OH&ES > Respiratory Protection = 3M™ Elastomeric Facepiece Respirators, Filters & Cartridges =

3M™ Full Facepieces 7000 Series Ultimate Reusable

VISITS &
PAGE VIEWS
Which product
IS more
popular?

facepiece is made of silicone.

Click to Enlarge

Products © .cuments prICI ng Info?

These durahle elastomeric facepieces are designed for a wide range of applications. The full

When do people look
at support info? 2nd
visit? 3"4? What about

What products
sent the most
traffic to “Where to
Buy?”

” N\

Where To Buy

Where to Buy

Quick Links
Contact Lis

Material Satety Data Sheets
(MEDS)

OHEES Distributor Login
nciustrial Distribodor | o
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3IM™ Full Facepiece 7800S(M}). Medium. Sili
Use with 2M™ Filters 2000 Series, 3M™ Cartridge3
6000 Series, 3M™ Cartridges and Filters 7000 Seri
and powered and supplied air systems against a

variety of gases, vapors and particulates according td
MIOSH approvals,

3M™ Full Facepiece 78005-L. Large, Silicone 1/Case,
Use with 2M™ Filters 2000 Series, 3M™ Cartridges
6000 Series, 3M™ Cartridges and Filters 7000 Serigh
and powered and supplied air systems against a
variety of gases, vapors and particulates accorg
MIOSH approvals,

T Full Facemece FR-T800B-I

pprd T Biological Radiclogical
Nuclear(CE‘.RN) reqwrementS in conjunction with the
AM™ (CAanister FR-15-CRRM. This farenicre featiires an

ium 1/Case

3M™ Full Facepiece 78005(Sm}. Small. Silicone

IUse with 2M™ Filters 2000 Series, 2M™ Filter 7093,
P100 and 23M™ Cartridges 6000 Series. Also use with
powered and supplied air systems against a variety of
gases, vapors and particulates according to NIOSH
approvals,

3M™ Full Facepiece FR-7800B-L, Large 1/Case
Approved to NIOSH Chemical Biological Radiological
Muclear(CEBRM) requirements in conjunction with the
AM™ Canister FR-15-CBREN, This facepiece features an
inteqgral speaking diaphragm that improves yoice
amplification and clarity,

JM™ Full Facepiece FR-7T800B-S. Small 1/'Case

Approved to NIOSH Chemical Biological Radiological
Muclear(CBRM) requirements in conjunction with the
AM™ Canister FR-15-CRRM. This fareniere fratiires an

>

6N | @ W WebTrends |

M SRl el a2 LTI
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Possible Metrics for You

Acquisition

Increased Revenue

KPS °
orders, revenue, visits; per traffic sources, by marketing
channels; data compared across different date ranges,
marketing efforts

Reduced Costs

ROAS, ROI, Reduced bounce rate; per traffic sources, by
marketing channels; data compared across different
date ranges, marketing efforts

Improved Customer Satisfaction/Loyalty

Increase in return visits post acquisition efforts,
positive ratings by acquisiticn efforts, increased
orders per marketing channels, etc.

Convert

Increased Revenue

orders, revenue, conversion rate; post AB test,
shopping cart optimization, navigaticn optimization

Reduced Costs

Reduction in people calling support center, shift in
people using online support, increased usage and
support on support forums

Improved Customer Satisfaction/Loyalty

conversion of testimonials/positive comments,
increase in shopping cart add, orders, revenue, return
purchase

Retain

Increased Revenue

increase in return visits, return purchaser, single click
purchases

Reduced Costs

advocates/testimonials by return visitors, direct
visitors (reducing acquisition cost), post optimization
data for CRM efforts, bounce rate by return visitors,
conversions for paperiess bill

Improved Customer Satisfaction/Loyalty

number of bookmarking, frequency, recency, email opt
outs, positive/negative ratings by customers, returning
and direct visitors

* Not limited to these metrics. These KPIs are just an example.

http:.//www.zoommetrix.com/online-strategies/web-analytics-site-objectivs-and-outcomes-methodology. htm|
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Looking Beyond the Obvious




Spending Ad Dollars Wisely

LEEW IUuuy..

ent

Free Webinar - Available On-Demand

Advances in Wireless Gas Detectior™-
Solutions for Qil, Gas, Petrochemical, and Utility Indus J

Industrial
Hygiene

Safety Health

Take my Fop Quiz
Challenge &

WIN!
Sponsoredby:
MARTOR USA

CURRENT ISSUE

S uly 2009
§ - Features
» Subscribe
« Advertis:
« Digital Edition
* Issue Archive
«Free
Literature

Current Features;
Machine Safety Solutions for
Protecting Employees and

for Envir

Health and Safety Leaders

Today

Welcomes You to Our New Site
(formerly Occupational Hazards)

phone orders 800.419.3671

and volume sales

SHOP NOW ABOUT TECHNOLOGY VIDEOS | BLOG REGISTRY

Environment LET

i. co RTABLE FR WEAR
A\l

DRIFIRE h ount Track Order

ENVIRONMENT

SHOP BY: Men | Women Military | Utllitles | 70E Fire Petrochem Law Enforcement

Health and Envirenmental Gro
Vielations
£ug 4, 2009 10:41 AM, By Sandy Smith

« View All Products

& codlition of Hlinois health and en
Generation LLC of their inter
release what the groups dlair
matter that lead to respirato
comrmunities,..

$45,99  YOURCART [0 items/$0.00]

Your cart is currently empty.

How Many Visits to
this page?

PRINT A PDF %
CHOOSE

OE"mEE =
© sz ~

People Want Green Gains Ni
Fuig 2, 2009 2:47 P, by Laura wislter

People make ervironmental choice:
preferring smaller gains right aweay 1
research published by the Americar

How Many Purchases
from this traffic?

What's the
bounce rate?

© cusnmity 1

Color: Coyote Brown | Size:
Tt | $4599

LR Y Z Ml Add toCart >

U.S.-EU Eiwironmental Politics at ¢
Jul 21, 2009 4:02 PM, by Laurs izlter

Although the United States and EL
erwvironmental and energy challeng
approaches to solving them, accore
professor of political science at the

Proceed to Checkout >
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What other items did
this traffic visit?

_ong Sleeve Shirt

ight fabric

wihuda

» Wear alone or layered in cooler
climates

» Also available as a short sleeve tee
Lightweight Long Pant

BT D) %W s 5/ X0 @ ¥ Gorketing




Email - looking beyond the obvious

Women Men Baby Kids Shoes Home Kitchen Bedding Patio Furniture Toys Electronics

Search | 18¢ View the Weekly Ad »

How many visits to
e How many the site were

~were sold? | gonerated? How
many of those moved
deeper into the site?
What other products
were interesting to
these visitors?

s # sent Sp
« # opened i

Car Seats
Strollers

Baby Beddin,

109%

Shop This Collection »

Check out the fresh — g

Discover your savings at your NeW e ==
new SuperTarget. SuperTarget. e __f
=

Learn More >

How much
Chef inspired, dog desired. trafflc tO the
Buyone,getonefree.orsavest.')o. — Secondary
_ message”?

Get Coupons >

Free Shipping

Free shipping when you Free shipping on select: Save 15% when you spend $125,
S| n select:

M marketing
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Social Media

I1l‘.|l.

Tl - 1I.'_'.I B 1|--\. e
cuJjieeer i§ myspace.com

Before you try to measure it. . .

The basics once you get started...

How Many Visits to
this page?
How Many Purchases
from this traffic?
What's the
bounce rate?

What other items did
this traffic visit?

M marketing




Where You Find the Story

16,000
Trends 180
: 1%’888 7?’77—4
Baselines 8,000 &9
- 00 \~/
Ratios 2j008
Segmentation F LT P e VG FS S
\ 3 I A 006\
Q o @
e <~ 9
16,000
14,000

Visits = 9,365
Page Views = 67,926

Page Views Per Visit = 7.25

12,000 —
10,000 rA—0— 08— 0K KB & B 0 B B —
8000 TRe—B— B0 —me B —B-—0-"0R: —HA— R —
6,000 B —B —R —0B —8B —BK N8R —8—0 8 —8 — = 2008
4000 -0 —R 0 R —08—R B R R0 R — 2009
2000 —0 R BB R0 KR R R R Q-

0 BT wWE =7 = =mF = O EE =7 =5

20 M marketing




Z)

Where There is No Story

“Hits”
Cookies

Engagement
Time on Page/Site

-

M marketing




The Next Level




Using the Data to Optimize

LEEW IUUUy.-...

it
Free Webinar - Available On-Demand

tad el Sl il &) Today
Advances in Wireless Gas Detectiorf' ‘ %R&E & ) = aup foay
Solutions for Qil, Gas, Petrochemical, and Utility Indus y— Welcomes You to Our New Site

Industrial

Safety Health

for Envir

t, Health and Safety Leaders

J

Construction

(formerly Occupational Hazards)

Environment Training PPE IR ST Standards International

Hygiene Response

Take my Fop Quiz

Challenge &
28 WINL
§ e
MARTOR USA

CURRENT ISSUE

T U.F July 2008

‘Eﬁﬂ { - Features

= Subscribe

+ Advertise

« Digital Edition

sue Archive

* Free
Literature

Current Features:
Machine Safety Solutions for
Protecting Employees and

rertisement

ENVIRONMENT

E:a‘;l‘:::;::;d Envirenmental Gry CO M Fo RTABL E FR WEAR

)
& codlition of llinois health and en
Generation LLC of their intent to g
release what the groups daim are
matter that lead to respiratory iling
communities. ..

People Want Green Gains Now

People make ervironmental choicd
preferring smaller gains right away
ressarch published by the Armerical

U.S.-EU Emvironmental Politics at

Although the United States and B
ervironmental and energy challeng
approaches to solving them, accor
professor of political science at the

Lightweight Short Sleeve Tee
This shirt cools skin temperature, )

23

inherently flame resistant and dries
faster than a Cotton T. ASTM 1506 &
70E compliant.

Try Different
Shirt?

Bigger link for
“Learn More”?

Video beneficial?

marketing




Optimization

A/B and Multivariate Testing - Once you have
the data and have found the stories, you can
start to improve them.

“If you do not have an active experimentation

and testing program in your company then you
are leaving so much money on the table that it is

not even funny.”
Avinash Kaushik

Google Website Optimizer SERES DR

OMHITURE.

o
00|c lest&larget

M marketing

http://www.mpdailyfix.com/2007/09/experiment_or_go_home.html
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Getting Started

1. Determine the Why
- Start small with one objective on your site
- Use the one with clear connection to $$$.

2y e R -
- v -

2. Apply Different Lenses
- How well is this objective achieved overall?
- Are different segments more successful?

3. Test
4. Share the story

5. Be a Champion and Create
More Champions!

ﬁ marketing
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Resources

Occam’s Razor- http://www.kaushik.net/avinash/

immeria :: an immersion in web analytics -http://blog.immeria.net/

Google Optimizer - hitp://websiteoptimizer.blogspot.com/

Future Now - http://www.grokdotcom.com/

http://www.zoommetrix.com/
http://actionableHanalytics.com/

Actionable Web Analytics: Using Data to Make Smart Business

Decisions by Jason Burby and Shane Atchison
Web Analytics: An Hour a Day by Avinash Kaushik

M marketing



http://www.kaushik.net/avinash/
http://websiteoptimizer.blogspot.com/
http://www.grokdotcom.com/
http://www.zoommetrix.com/
http://actionable-analytics.com/
http://actionable-analytics.com/
http://actionable-analytics.com/

Kristen D. Findley
Senior Communications Planner

Carlson Marketing Thank You

www.twitter.com/kdfindley
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