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drive your online business

[drive]
v. drove, driven, driving

To move along or advance quickly as if
pushed by an impelling force



agenda

• What is Web Analytics?
– Data Models
– Available Information
– Visitor Identification

• Campaign Optimisation
– The Ad Vendor’s View
– The Site Manager’s View

• Behavioural Targeting
– Integration
– Email
– Direct Mail



what is web analytics?

• Page Statistics (Reporting)
– Page Views & Visits
– Volumes & Dashboards

• Enterprise Analytics
– Wisdom of the Crowd
– Individual Visitors

• Browsers
• Prospects
• Customers / Donors

– Profiling & segmentation
– System integration
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web analytics data models

Page View Centric Visitor Centric
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available information

• Geography - Country / Region (Town)

• Campaigns – Email / Promotions / Affiliates / Banners / Links / Offline

• Search Terms - Search Engine / PPC

• Forms – Business data (Site Search / Interest / Demographics)

• Content – Pages / Channels

• Calendar – Dates / Times / New / Repeat / Frequency / Recency

• Technical – Browser / Operating System / ISP / Organisation

• Commerce - Products / Values / Currency

• Inference:
– Needs, Wants, Desires, Preferences, Affinity, Attitudes etc.



visitor identification

• Achieving a match
– Register / Log in
– Form-fill
– Email open
– Email click-through

• Life-long visitor history
• The holistic view
• A person, not a PC

Home PC

Work PC

Mobile Phone



agenda

• What is Web Analytics?
– Data Models
– Available Information
– Visitor Identification

•• Campaign OptimisationCampaign Optimisation
–– The Ad VendorThe Ad Vendor’’s Views View
–– The Site ManagerThe Site Manager’’s Views View

• Behavioural Targeting
– Integration 
– Email
– Direct Mail



campaign optimisation

The Ad Vendor’s Model
(justifying the cost of a click-through)
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• Event centric

• Double counting



campaign optimisation

The Site Manager’s View
(attributing the value of a conversion)
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agenda

• What is Web Analytics?
– Data Models
– Available Information
– Visitor Identification

• Campaign Optimisation
– The Ad Vendor’s View
– The Site Manager’s View

•• Behavioural TargetingBehavioural Targeting
–– IntegrationIntegration
–– EmailEmail
–– Direct MailDirect Mail
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behavioural targeting – email

• Responsible holidays & travel
• PPC / SEO / Email / Affiliates / Links
• Regular Email Newsletter

– Special promotions
– New destinations

• Infrequent purchase
• Declining open rates

– Send more?
– Improve targeting
– Personalise



behavioural targeting - email

Standard Personalisation

Behaviourally Targeted 
Promotions

- Search terms used
- Pages visited

Standard Promotions



behavioural targeting - email

Standard Personalisation

Behaviourally Targeted 
Promotions

- Search terms used
- Pages visited

Standard Promotions



behavioural targeting – direct mail

• Direct Mail
– Personal
– Actual dates / places
– Call to action
– Matched to preferences



behavioural targeting – direct mail



behavioural targeting – direct mail
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