
Internet advertising reve-
nues hit a new record of 
almost $5 billion for the 
first quarter of 2007 
which is an increase of 26 
percent compared to the 
year before. And the con-
tinued growth of online ad 
revenues clearly illustrates 
marketers' increasing 
comfort with the extraordi-
nary vitality and account-
ability of this medium. It 

reaches consumers with 
an unprecedented level of 
efficiency and measurabil-
ity that provides market-
ers with actionable data. 
The ever-changing land-
scape of new platforms 
and technologies that en-
rich interactive advertising 
guarantees that this 
growth trend will continue. 

Web analytics (also called 
Web controlling, traffic- or 

W E B  M E T R I C S  A N D  W E B  A N A L Y T I C S :  

W H A T ’ S  T H E  D I F F ?  

What’s the difference be-
tween Web metrics and 
Web analytics? Many peo-
ple tend to confuse them 
and one of the main rea-
sons for this is because 
there are so many differ-
ent variations of their defi-
nitions floating around, 
and/or they are too 
loosely defined.  

To straighten things out 
and make life a little eas-
ier for those of us trying to 
fathom this space, let’s 
take a closer look at both 
these key words. 

Web Metrics 

Very simply put, this is the 
measurement of what’s 
happening on the Internet 

itself. Web metrics fo-
cuses on the number and 
types of people online, the 
number of broadband ver-
sus dial-up connections, 
advertisers, advertise-
ments (shapes, sizes, 
level of annoyance) and 
all things related to the to 
the Internet as a whole. 
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W E B  A N A L Y S I S   

c l i c k 
s t r e a m 
ana lys is ) 
stands for 
the collec-
tion and evaluation of visi-
tor behavior on Websites 
and typically examines 
where Web visitors come 
from, which areas are vis-
ited, and how often which 
page is seen.  

W E B  A N A L Y T I C S :  T O  I N F I N I T Y  A N D  B E Y O N D  

C A N  Y O U  T R U S T  Y O U R  W E B  A N A L Y T I C S  T O O L S ?  

Audit accuracy 
is extremely 
important in 
web analytics 
in order to 

ensure the reliability of 
the data used to evaluate 
site performance as well 
as ensuring the identifica-
tion of opportunities. 

Web analytics experts 
have found that there usu-
ally is about 10 to 30 per-
cent discrepancy between 
reported and actual met-
rics. Though this might 
seem like nothing much, 
in many cases, this per-
centage is enough to 
cause damage to the web 

analytics market, signifi-
cantly diminishing the 
value and insight that can 
be gained through ana-
lytics. It can even cause 
people to stop trusting 
their analytics data com-
pletely. 
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For professionally operated Websites this analysis is 
used particularly for the optimization of the Website 
and for a more effective reach of the Website’s goals 
(e.g. frequency of visits, increase of page views, or-
ders, newsletter subscriptions etc.). 

As often with new procedures, there is a certain ambi-
guity and disagreement regarding Web analytics 
terms and meanings. The question, which procedure 
for data collection is the best in individual cases or in 
general? - is fuelling discussions over and over again, 
too. Fundamentally, analytics can be differentiated 
between analysis procedures for the permanent 
measurement of the site effectiveness and methods 
for the location of weaknesses of the Website and 
possibilities for improvement. 

Procedure for the data collection 

Web analytics are usually evaluated via either the log 
files of the web servers or through certain tags in 
Websites used to gather data. Besides these, there 
are some other less popular exotic procedures and 
combinations such as: 

• Log file analysis which reads the log files where 
the web server records all its transactions. 
• Page tagging which uses JavaScript on each page 

to notify a third-party server when a page is ren-
dered by a web browser. 

Server-based data: Log file analysis  

The software to operate business Websites such as 
Apache or MSII, usually produces sequential minutes 
of all activities of the software, which serves compa-
nies initially and primarily for the recording and recov-
ery of errors. The possibility of analyzing with the sup-
port of these log files the results for the popularity of 
the Website, the frequency of page visits, and to get 
information on the activity of the Website visitors was 
discovered pretty soon after and triggered the web log 
analysis software industry in the early 1990s. During 
this time Website statistics consisted mainly of count-
ing the number of client requests made to the web 
server, which was initially a practical method, since 
each Website often was made up of only one single 
HTML file. However, with the introduction of images in 
HTML, and Websites that spanned multiple HTML 
files, this count became less useful. In the mid 
1990s, the measuring units “page views” and 
“visits” (or sessions) were introduced to register more 
accurately, the amount of human activity on web serv-
ers – defining “page view” as a request made to the 
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Web server for a page and “visit” as 
a sequence of requests from a 
uniquely identified source. Still to-
day, page views and visits are com-
monly displayed metrics, but consid-
ered as rather unsophisticated 
measurements. 

The emergence of search engine 
spiders and robots in the late 
1990s, along with Web proxies and 
dynamically assigned IP addresses 
for large companies and ISPs, saw 
the problem of identifying unique 
human visitors to a website as log 
analyzers responded by tracking 
visits via cookies, ignoring requests 
from known spiders. Another set-
back was caused by the wide-
spread use of web caches for log 
file analysis. If a person revisits a 
page, the second request will often 
be retrieved from the browser's 
cache, and so no request will be 

received by the web server, mean-
ing that the person's path through 
the site is lost. Caching can be ad-
dressed by configuring the web 
server, but has the negative side 
effect of a degraded performance 
for the Website visitor. For the 
evaluation of minutes usually soft-
ware is used, which provides statis-
tics, assigns data, and presents 
them in diagrams and tables - pure 
text files, which show line by line 
activities of the software. 

Client-based data: Page tagging 

Concerns about the accuracy of log 
file analysis in the presence of cach-
ing, and the desire to be able to per-
form Web analytics as an out-
sourced service, led to the second 
data collection method, page tag-
ging. In the mid 1990s, Web count-
ers - images included in a web page 
that show the number of times the 
image has been requested- were 
quite common. Then, in the late 
90s, this concept evolved to include 
a small invisible image instead of a 
visible one, and JavaScript was 
used to pass along with the image 
request certain information about 
the page and the visitor, so that 
Web analytics companies could 
process this information remotely 
and generate statistics. Since then, 
Web analytics services started the 
process of assigning a cookie to the 
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user, which can uniquely identify 
them during their visit and in subse-
quent visits. 

With the increasing popularity of 
Ajax-based solutions, an alternative 
to the use of an invisible image, a 
call back to the server from the ren-
dered page is implemented. So, a 
piece of Ajax code would be called 
back to the server and there, pass 
information about the client that 
can then be aggregated by a Web 
analytics company. However, this is 
in some ways flawed by browser 
restrictions on the servers which 
can be contacted with XmlHttpRe-
quest objects. 

Advantages and disadvantages of 
tag- and log files 

Traffic analyses have to fight with 
strong distortions in the volume of 
data. None of the analysis can claim 
to map the actual data traffic of a 
Website. 

Both logfile analysis programs and 
page tagging solutions are promptly 
available to companies Web ana-
lytics performance if needed, but 
the question is which method is the 
best? Fact is that there are advan-
tages and disadvantages to each 
approach, so let us compare in the 
following the two methods: 
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server-based – log files client-based – tag files 

The web server normally already produces logfiles, so 
the raw data is already available 

To collect data via page tagging requires changes to the website 

The web server reliably records every transaction it 
makes. 

Page tagging relies on the visitors' browsers co-operating, which a 
certain proportion may not do (for example, if JavaScript is disabled). 

With logfile analysis the server has to be configured to 
assign cookies to visitors 

The page tagging service manages the process of assigning cookies 
to visitors 

Logfiles contain information on failed requests Page tagging only records an event if the page is successfully viewed 

Page requests, which are served by proxies, cache, or 
similar cannot be registered by the server 

Distortions through cache can be avoided 

The usual way of session allocation (same IP address 
for max. 30 min.) is high-grade error-prone 

The use of cookies can increase the session and visitor allocation up 
to a measure that is acceptable for further processing 

The usual visitor allocation (IP address, if necessary + 
user agent) isn’t reliable in any way 

Visitors who block Java script and/or pictures in their browser cannot 
be recognized 

The data is on the company's own servers, and is in a 
standard, rather than a proprietary format. This makes 
it easy for a company to switch programs later, use 
several different programs, and analyze historical data 
with a new program 

Page tagging solutions involve vendor lock-in; 
The data format is proprietary, which means data can hardly be 
taken along by provider A to provider B in case of a transition; 

Cookie blockades and delete rates create uncertainties 

Logfiles contain information on visits from search en-
gine spiders - although these should not be reported 
as part of the human activity, it is important data for  
performing search engine optimization 

Spiders and bots are only partly registered - that slenderizes the ac-
cruing data which represents an obstacle for search engine optimiza-
tion 

All error messages of the servers are registered di-
rectly 

Not all error messages are recognized 

Furthermore:   

Logfiles contain information on visits from search en-
gine spiders. Although these should not be reported as 
part of the human activity, it is important data for per-
forming search engine optimization. 

  

The JavaScript is automatically run every time the page is loaded 
and so there is less worry about caching.  It is easier to add addi-
tional information to the JavaScript, which can then be collected by 
the remote server. With logfile analysis, information not normally 
collected by the web server can only be recorded by modifying the 
URL 

  Page tagging is available to companies who do not run their own web 
servers. 

  Different locations, server cluster, domains and sub domains etc. do 
not represent a substantial problem 

  Page tagging can report on events which do not involve a request to 
the web server, such as interactions within Flash movies. 

In summary, it can be stated that 
the client-based procedure in com-
bination with 1-party-cookies repre-
sents today the most common and 
pragmatically best solution. On this 
basis, the data quality is good 
enough to make sustainable deci-
sions.  

The costs for an equivalently reli-
able system on the basis of log files 
(+ cookies) would be in general 
much higher and should be consid-
ered where there is a substantial 
sensitivity of the data. 

Interestingly, some companies are 
now producing programs which col-

lect data through both log files and 
page tagging. By using a hybrid 
method, they aim to produce more 
accurate statistics than either 
method can on its own. ◊ 

By Daniela La Marca 



Among other things, it looks at: How 
many Web sites are there? How 
many searches? How many emails? 
How many are spam? Does it make 
sense to promote items online for 
sale to certain countries or to cer-
tain demographics?  

Web metrics are studied by compa-
nies with large panels of surfers 
whom they follow around online. 
These are the firms that report 
which Web sites are the most popu-
lar and can ask their panel mem-
bers to run comparative tests of 
competitors’ sites.  

Web metrics firms can also track 
the hits and clicks at Internet nodes 
– that is, the ISPs. They watch how 
the unidentified masses surf from 
site to site, reporting how people 
research cars, get dates and track 
news stories.  

In addition, web metrics firms also 
measure the responsiveness of 
popular Web sites – for example, 
can and how effectively do voting 
sites of for e.g. Singapore Idol, han-
dle the number of visitors they get 
on voting nights. 

Web metrics firms can also track 
online commerce – for example, 
how much is being spent on adver-
tising?; what percentage of con-
sumer spending is happening on 
the Internet? In the online world, is 
the B2B industry growing at a faster 
pace than the B2C space? 

Finally, web metric firms can also 
track online commerce. They look at 
for example:  

How much is being spent on adver-
tising? What percentage of con-
sumer spending is happening on 
the Internet?  

Web Analytics 

On the other side of the coin lies 
Web analytics which focuses on 
what goes on inside a particular 
Web site. It zooms in on the follow-
ing for example: How successful are 
you at attracting visitors? Once an 
individual becomes a visitor, what 
do they do and where do they go? 
How easily can they accomplish 
what they want and what you want 
them to?  

More and more companies are 
closely tying their businesses to 
their websites, investing a lot of 
time, resources and money to en-
sure their websites not only look 
good but delivers results to both 
customers as well as to the com-
pany itself. This in turn makes web-
sites more and more crucial and 
valuable to a businesses’ competi-
tive advantage. 

Because of the above, the following 
questions are coming more into play 
- Are we successful in attracting our 
company’s target audience to our 
site? Do they drill down to the prod-
uct information? Do they put things 
in their shopping carts? Are we sav-
ing money by providing online cus-
tomer care? How fast is our re-
sponse and customer support? 

This arena just described is gov-
erned by software for sale and sys-
tems for use (Application Service 
Providers—ASPs) that gather, crunch 
and report on data from server logs, 
cookie data, JavaScript, e-
commerce information, etc. When 
you troll the search engines for Web 
analytics, these are the measure-
ment tools you’ll find. These are 
also the very tools that help you de-
termine the success of your own 
site.  
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As can be seen, web metrics and 
web analysis are really quite differ-
ent, but are both very necessary 
tools to ensure the success of web 
sites and the online marketing 
world. ◊ 

By Shanti Anne Morais 

http://www.spiceroads.com/charity/tourofhope
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Advertisers have learned to be vigi-
lant about offline media research 
and demand quality and account-
ability. The same needs to be true 
for online research, as the quality of 
your online targeting and marketing 
depends on it. 

A primary benefit of online advertis-
ing is the ability to locate precise 
groups of customers who are cur-
rent customers or attractive pros-
pects for your brand.  

Targeting strategies have to support 
your marketing objectives. Each tar-
geting approach provides marketers 
with different consumer lenses.  

• Demographic  targeting  defines 
customers in terms of personal 

characteristics (their age, gen-
der, and income) and therefore 
is best for broad usage catego-
ries. 

• Contextual  targeting  looks  for 
shoppers with interest in a cate-
gory or subject matter related to 
your brand. 

• Behavioral  targeting  describes 
online usage patterns of poten-
tial buyers. 

• Day-part  targeting  is  life-  and 
work-style oriented, 

• Geographical targeting overlays 
customer  location  data  onto 
products  and  services  catego-
ries and is particularly valuable 
for local business objectives. 

• Affinity targeting reaches people 
where they congregate around 
shared interests. 

• And  purchase-based  targeting 
looks to predict your best pros-
pects based on their online be-
havior. 

The most popular way to target with 
online advertising has been to se-
lect a content site that matches the 
subject of your product or service, 
such as a site on horse-riding when 
you want to sell riding gloves & rid-
ing boots or a site on yachting if 
your  desire  is  to  sell  boats  and 
equipment.  Of course these sites 
should have a good reputation from 

R U L E  N O . 1  -  K N O W  Y O U R  C U S T O M E R   

K N O W  T H E  D A T A  Y O U  U S E  T O  M A K E  T A R G E T E D  D E C I S I O N S  

Many things can lead to data inac-
curacy including: 

1. Internal visitors and traffic are 
counted 

2. Tracking spiders and robots that 
visit the site are also included 

3. Tracking is not based on an ac-
curate, persistent cookie 

4. Inaccurate filters are set up 
within the tracking tool 

5. Missing pages are served by the 
caching servers 

Data inaccuracy in turn can lead to 
the following: 

• The tracking of false visitors 
 This happens when the analytic 

tool registers visitors who never 
actually came to the site. 

• True visits are untracked 
 This occurs when the tool misses 

or does not pick up information 
on true visits. 

• False paths 
 Website visitors seem to jump 

from one page to another when 
there is actually no way to do so 
without keying in the URL. 

• The gathering of incorrect infor-
mation for high-level metrics 

• Miscalculating conversion met-
rics 

• Identifying false drivers to key 
pages 

 Occurs when there is an inability 
to understand what pages and 
content drive people to your 
pages. 

Don’t let the above 
dishearten you - the 
power of web ana-
lytics is powerful 
and if used effec-
tively, can be a 
business enabler 
and transformer. 
However, do re-
member that it is 

always important to continuously 
review your reporting methodology. 
The configuration of your tracking 
tool is also imperative. This takes 
commitment and time, but at the 
end of the day, you can ensure the 
data integrity of your web analytics 
and use it as a business catalyst.◊ 

 By Shanti Anne Morais 
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The web has become crucial to 
businesses. As the online world 
evolves, more and more busi-
nesses’ websites are now running 
in real time. This makes web ana-
lytics more pivotal than ever.  

As the understanding of Web ana-
lytics increases, it’s definitely mak-
ing its presence felt. Website 
dashboards have become an inte-
gral part of and tool that measures 
and manages businesses. More 
and more web analytics tools are 
being introduced. But just how to 
decide which web analytics system 
is right for your business? Here are 
some guidelines that will hopefully 
prevent you from falling into the 
common web analytics pitfalls: 

Ask yourself whether and why you 
need a web analytics system 

Do not fall into the trap of installing 
analysis for the sake of analysis. Do 
your research well. Find out which 
data and metrics are crucial and 
which will make a difference to your 
business.  

Place value and accuracy of ana-
lytics before consensus 

Yes it’s good to have all your de-
partments involved in the planning 
stage of your web analytics system 
and allow them the opportunity to 
voice their opinions or put forward 
suggestions. However, don’t let this 
impede you and don’t fall into the 
consensus trap. Keep projects fo-
cused by deciding which metrics 
are crucial to your business, and 
which are distracting and have to 
go. 

Focus on the future 

Plan well and focus on your future 
business needs. A very common 
pitfall is businesses which focus on 
metrics that were important in the 
past. Always remember that you 
should have a web analysis strategy 

in place and it should be more fu-
ture-oriented than anything else. 
Many tend to fall into the comfort 
zone but this can prove to be a 
costly mistake. Don’t get caught up 
in what you are or were used to 
when it comes to data metrics, but 
instead, zoom in on what it should 
look like.  

Misunderstanding metrics and their 
methodology 

This may seem very straight-
forward, but it is vital to never for-
get that online marketing and me-
dia are still in their infancy, espe-
cially in Asia. It is important not to 
take your web analytics system at 
face value. Remember that defini-
tions and methodologies that deter-
mine metrics such as page views, 
visits, unique visitors, and ad deliv-
eries are different in every system. 
There are still no real standards in 
peripheral metrics. Bear in mind 
that counts can vary between 5 to 
30 percent. In fact, counts can also 
differ between different products 
from the same vendor as this often 
depends on whether you use its 
installed or ASP products, or how 
they are configured. 

There is still no easy solution to 
solving the above problem. It is 
however key to understand how 
various systems count, resolve this 
with your own needs and then ac-
cept the compromises that have to 
be made. 

Ensure you are taking real advan-
tage of the systems' intelligence 

Do not hamper your web analytics 
success by getting caught up in 
rules and procedures. Concentrate 
on training the users of your web 
analytics system well and thor-
oughly, and then step back and en-
joy the benefits of wide-use of your 
system. 

Don’t get caught up in just pretty 
data visualization 

Everybody likes pleasing visualiza-
tion tools but more often than not, 
too many people worry about pic-
tures first, and the data and analy-
sis second. Graphics are fantastic 
at getting attention, but it is essen-
tial to remember that often, they 
are not very good at putting data 
into action. What looks good in re-
ports should be a means to the 
end, not the end in itself. 

Beware: Ensure your data is not 
compromised 

It is imperative that you read the 
fine print of your web analytics 
agreement. Sometimes, the vendor 
may reserve ownership rights of the 
data, data aggregates, and/or 
metadata derived from providing 
analytics services. It is not uncom-
mon for companies to use subsi-
dized analytics services to create 
aggregated research products they 
sell back to the marketplace, or 
even use analytics services to build 
a databases of anonymous con-
sumer profiles and their behavior to 
use in ad targeting when those con-
sumers visit other sites. All this of 
course is often done without the 
knowledge/approval of and com-
pensation to the publishers whose 
sites were harvested. 

Remember your privacy policy  

Do not create conflict with your own 
privacy policy. Again, read the fine 
print of your agreement with the 
web analytics vendor. If service pro-
viders harvest consumer behavior 
and reuse it for targeting on third-
party sites or resell it, it may violate 
your privacy policy. Be aware and 
vigilant. 

Ensure your web analytics system 
allows you to take the action you 
want 

continues on Page 8 
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your  customers’  perspective.  This 
targeting strategy has demonstrated 
that it does not only find interested 
customers, but the engagement in 
the content of the site enhances the 
engagement in the specific brand 
advertising. 

A much newer targeting approach 
unique to the Internet is based on 
tracking Internet site behavior via a 
cookie  of  an  attractive  customer 
and placing your ad in a highly vis-
ited site by that customer (which 
may have content unrelated to the 
product/service  category).  For  ex-
ample,  a  prospective  boat  buyer 
often checks the weather forecast 
online, thus the weather site offers 
an excellent targeting opportunity to 
reach that prospective boat buyer. 
The engagement in this specific ad 
occurs because it is the only boat 
ad on the site and benefits from the 
surprise factor  it  has from being 
placed there at all. 

Success in  generating growth via 
targeting involves linking the target-
ing approach to the overall market-
ing goal. Simply selecting an inter-
esting  targeting  approach  without 
linking to the marketing goal will 
lower the chances of sales success. 
Day-part and behavioral targeting, 
for instance, are good for expanding 
brand awareness if that’s your pri-
mary marketing goal. If your goal is 
to generate good-quality leads for 
the  brand,  contextual  and  demo-
graphic  or  category  usage  profile 
combinations often work best. How-
ever, the fact is that your targeting 
strategies have to serve your mar-
keting goal. 

The key is that the more information 
you have on customers or potential 
customers,  the  more  innovative, 
cost-effective, and successful your 
targeting strategies can be.   And 
this  can easily be achieved today 
as  technology  allows  to  routinely 
track how people connect online, 
finds  out  which  service  providers 
people use for their on-ramps (e.g. 
StarHub, AOL, Earthlink); and which 
internet protocol (IP) addresses are 
used for internet access, connection 
types  (dial-ups,  broadband)  and 
speeds; as well as browser names 
and versions (e.g. Internet Explorer 
5.5, FireFox 1.0, MSN 8, Safari 1.2). 
Behavioral  data  gets  stored,  too: 
date and time of log-ins and clicks; 
pages visited; entry and exit pages; 
length of time people interact with 
the ads (relevant for rich media); 
ads served and their page place-
ment;  and  cookie-based  actions 
that indicate site visitors’ status – 
prospect, shopper; or buyer. Couple 
that information with traditional tar-
geting variables, data mine the com-
bination to create rules that person-
alize ad delivery, and you can see 
why the industry is excited about 
online advertising’s unique targeting 
power. 

And what is the potential?  

Simply being able to deliver relevant 
messages more  precisely  to  your 
customers whenever and wherever 
they are in the buying process for 
your product or service. Whether the 
advertising’s goal is direct response, 
further information through search, 
or brand building, efficient targeting 
is a critical element of success. 

The newer online tar-
geting  approaches  – 
demographic,  contex-
tual,  behavioral,  geo-
graphic, day-part, affin-
ity  and  purchase-
based  targeting  –can 
be  used  to  achieve 
specific marketing ob-
jectives  or  you  can 
combine these market-
ing methods for further 
fine-tuning.  Some  fo-
cus on the individual (a person’s 
actions, gender, age, location, atti-
tude,  desires  and  acceptance), 
some on contextual targeting that 
places ads on web pages that have 
a relationship to the content of the 
page. For example, shampoo ads 
are placed in the hair care section 
of health and beauty sites, financial 
products are placed on money sites, 
and hotel ads on travel sites, well, 
you get the picture. Collectively, sec-
tion pages within such properties, 
called  contextual  inventory,  sell 
quickly,  sometimes  years  in  ad-
vance for prime locations. By con-
trast  day-part  targeting,  assume 
that external factors – the content 
on the page or the time of the day/
week/year – will serve well to target 
ads to segments of  prospects or 
customers. 

But please keep in mind that ad 
targeting is worth nothing if it’s only 
a kind of marketer language – look 
at it more from the audience per-
spective. Relevance is priority and 
balance this with well-targeted ad-
vertising. ◊ 

By Daniela La Marca 

Click here to return to the contents page 

From Page 6 — Rule No.1—Know your customer 

This again may seem like a no-
brainer, but remember that there 
are as yet, few systems that enable 
an enterprise to take immediate, 
tactical steps to leverage data for 
value. Being actionable for many of 
these vendors often refers to the 

system being able to generate re-
ports (like user navigation). Remem-
ber, while knowing and understand-
ing this may improve your users’ 
experience, very often these reports 
do not gel with real-time action. 

The above best practices all rein-
force the same thing – always be 
alert, understand your web analytics 
wants, needs and actions, and 
never assume anything. ◊ 

By Shanti Anne Morais 

From Page 7— Avoiding common pitfalls and traps in web analytics systems 



continues on Page 11 
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F R E E  W E B  A N A L Y T I C S :   

“ I T  I S  N O T  T H E  T E C H N O L O G Y  B U T  H O W  C O M P A N I E S  A R E  U S I N G  I T ”  

A recent web analytics report co-
written by web analytics author Eric 
T. Peterson, and Zori Bavriamova, a 
former JupiterResearch analyst and 
market researcher has reinforced a 
common known fact: if you get 
something for free, you are less 
likely to appreciate it or take it seri-
ously. The report reveals that this 
also holds true when it comes to 
web analytics. 

The authors of the study found a 
“very strong correlation between a 
lack of investment in Web analytics 
technology and a sub-optimal use of 
this type of technology.” What this 
means is that companies that are 
not investing in web analytics are 
most likely not harnessing its true 
potential. 

According to the authors’ research, 
thirty-five percent of those with free 
software consider Web analytics an 
ad hoc endeavor to their company’s 
goals, but only 19 percent with li-
censed software expressed this be-
lief. 

Furthermore, companies which de-
pend on an ad hoc strategy and ap-
proach towards Web analytics are 
more likely to not know how to inte-
grate Web analytics into their or-
ganization’s decision-making. They 
therefore tend to use their free web 
analytics only for general guidance.  

The research also revealed that 
companies using free analytic tools 
tend to have a general lack of re-
sources and are more likely to be 
new to the practice of web analytics. 
They are also more likely to be un-
derstaffed. Forty-two percent of 
companies using free tools reported 
zero dedicated resources for Web 
analytics and an additional 39 per-
cent reported only a single dedi-
cated resource.  

It is also unsurprising that smaller 
companies are more likely to use 
free tools: 52 percent of respon-
dents using free tools are working 
for companies with fewer than 50 
people.  

Eric T. Peterson who is also the CEO 
of Web Analytics Demystified, ad-
vised marketers “not to be lulled 
into a sense of complacency” that 
may come with using free tools. 
“Web analytics is still hard work,” he 
stressed. “Companies can have the 
tools but they need people to run 
them.”  

He emphasized however that with 
the right organizational commitment 
and attention to process, any com-
pany with any application, regard-
less of price, can be tremendously 
successful in their use of Web ana-
lytics. Peterson also noted that cur-
rently there is no quality difference 
between free and licensed software. 

“Nothing in the report suggested 
that companies couldn’t be very 
successful with free tools,” he 
noted. “The findings indicate that it 
is not the technology — it is more 
how companies are using it. This is 
great news.” 

The report scrutinized the use of 
free web analytics tools like Google 
Analytics as well as Microsoft’s up-
coming “Project Gatineau” and 

other licensed web analytic tools. 

Key takeaways of the report con-
ducted in April this year include: 

1. 82% of respondents said ana-
lytics was poorly understood in 
their organizations and that most 
people interacting with web data 
did not understand what it 
meant. 

2. Over half (56%) said web ana-
lytics was difficult, despite the 
majority of respondents having at 
least two years of experience 
with these technologies and 23% 
having more than five years of 
experience. 

3. 50% of respondents said they 
had considered looking for a new 
job in the last six months –
s p e a k i n g  v o l u m e s 
about employee satisfaction 
within organizations, as well as 
the overall stability of measure-
ment projects. However, 65% 
said  their organizations were 
using analytics to make tactical 
or strategic decisions. 

The study also noted the following:  

“The web analytics industry is at a 
turning point in 2007. Vendors are 
consolidating, vendor offerings are 
expanding, and the external support 
network for companies working to 
leverage web analytics is positively 
exploding. Companies serious about 
web analytics are encouraged to re-
examine their current investment in 
this light and respond appropri-
ately.”  

Peterson also recommended that 
organizations take several steps to 
make better use of their web ana-
lytics data: 

R E A E A R C H ,  A N A L Y S I S  &  T R E N D S  
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G O O G L E  A N A L Y T I C S  –  S T I L L  S H O R T  O F  B E I N G  E N T E R P R I S E  R E A D Y ?  

• Recognize that analytics is not 
easy - invest in education 
for analytics end-users and data 
consumers, as well as invest in 
learning and implementing the 
core processes behind analytics. 

• Recognize that most people in-
side organizations probably 

don’t understand web analytics 
data when it is presented to 
them. Simplify reports that are 
distr ibuted to staff ,  de-
emphasize 'reports' and invest 
in the process of generating 
'analysis' for key stakeholders. 

• Re-evaluate the depth at which 
analytics is used and work to 
understand what 'strategic use 
of web analytics' means.  

• Re-assess the use of analytics 
and aggressively look for strate-
gic opportunities wherever pos-
sible. 

• Invest in dedicated resources to 
manage web analytics systems.  

This will ensure high-quality analysis 
is produced.  

Provide web analytics professionals 
with high-value work and high-
visibility opportunities. Few experi-
enced web analytics professionals 
wake up in the morning looking for-
ward to 'generating reports'; bright, 
well qualified people want to ask 
and answer really hard questions 
and produce analysis that can posi-
tively impact the entire online busi-
ness.◊ 

By Shanti Anne Morais 

Click here to return to the contents page 

From Page 9— Free web analytics: “It is not the technology but how companies are using it” 

In a report released in May this 
year, analyst firm CMS Watch stated 
that while Google Analytics looks 
“pretty”, it is still unable to meet the 
analytic needs of the enterprise. 

“While Google can rightly boast that 
its Google Analytics service can 
process enterprise-level web metric 
loads […] there’s more to analytics 
than processing. Integration, sup-
port and documentation can be de-
cisive to e-marketing success. Basi-
cally, Google Analytics lacks a for-
mal support model and can’t per-

form the deep analysis that fee-
based products can handle,” said 
CMS Watch’s lead analyst Phil Ke-
melor. 

The firm’s findings stated: 

• Unlike most enterprise-ready 
analytics tools, Google Analytics’ 
lacks an ability to query against raw 
data, limiting in-depth analysis into 
segmentation behavior. 
• No API exists to support the im-
port or export of data for third-party 
e-marketing package and enterprise 
data integration. “Because the prod-
uct lacks an API for exporting data, 
Google Analytics customers cannot 
integrate the Web analytics data 
with another tool or a database,” 
noted Kemelor. “That’s the short-
coming of the tool,” he continued. 
• In addition, support comes only 

from consulting partners, who 
lack the ability to make modifi-
cations on the Google back-end. 

•  And with little documentation, 
license-holders have come to 
rely on bloggers for assistance. 

However, all is not gloom and doom. 
CMS Watch has noted that Google 
Analytics has its advantages and 
perks: It is free, simple to set up, 
integrates with the keyword-based 
advertising system known as Google 
AdWords, and holds the long-term 
possibility of integration with 
Google’s enterprise Search Appli-
ance. 

The analyst firm also added that 
there are many businesses that 
have come to effectively employ 
Google Analytics as a supplement to 
more robust offerings. In particular, 
Google Analytics is especially help-
ful for AdWords performance met-
rics and campaign tuning, the firm 
noted.  

In addition, Google Analytics’ recent 
upgrade has yielded usability im-
provements that CMS Watch says 
should inspire the competition to 
pay more attention to interface aes-
thetics and economy of features, 
which can only benefit users. ◊ 

By Shanti Anne Morais 
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Web Analytics provide marketers 

with all they need to know before 

investing in any online business. 

The most successful companies 

operating in this sector have allied 

pioneering technology with frame-

works, making online advertising 

business goals the focus of their 

solutions. This has helped the 

evolution and progression of ana-

lytics from something only of inter-

est to IT departments into a tool 

which is being used by strategic 

marketers and other senior execu-

tives within organizations. And 

although the technology has be-

come more sophisticated, vendors 

have made software which is 

more business-friendly. But in or-

der to get the best match with 

your own company’s require-

ments, the first step is to identify 

exactly what you need from a web 

measurement and analytics solu-

tion.  

Web analytics vendors are reaping 

the benefits of business-oriented 

solutions which help organizations 

to make tangible gains by giving 

them actionable insights rather 

than just interesting data. This is 

fuelling growth in the market be-

cause more organizations under-

stand that they can get a signifi-

cant return on their investment. 

In order to identify the right web 

analytics provider for your busi-

ness it is important to understand 

that different vendors will have 

different approaches and tech-

nologies.  

The most popular 20 web ana-

lytics suppliers are:  

• Clickstream  

• ClickTracks  

• Coremetrics  

• eVisit Analyst  

• IndexTools  

• Intellitracker  

• Nedstat  

• Nielsen//NetRatings  

W E B  A N A L Y T I C S  V E N D O R S  

• Omniture  

• Pilot Software  

• RedEye  

• SageMetrics  

• SAS  

• Site Intelligence  

• Speed-trap  

• Urchin  

• WebAbacus  

• WebSideStory  

• WebtraffIQ  

• WebTrends  

There are world-wide around 150 

companies that offer professional 

Web analytics solutions. Their 

products can be installed partly 

internally or via an ASP offer with 

(usually) monthly usage fees and 

without significant enterprise-

internal hard or software ex-

penses. if you look at the Web as 

another communication medium 

that can raise revenue, lower 

costs and increase customer sat-

isfaction, it is worth paying atten-

tion to how well it accomplishes 

those things by making use of 

Web analysis. ◊ 

Click here to return to the contents page 
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vertisers’ trust in the new media 
vehicle - the Websites, the net-
works, brands, and the advertising 
system. The issue has to be tackled 
the sooner the better to stop mis-
trust of advertisers caused by them 
not getting what they've paid for. 

A ray of hope comes from Tom 
Cuthbert, President and Chief Ex-
ecutive Officer of Click Forensics, a 
click auditing company. He demon-
strates that click fraud is manage-
able if correct technical defenses 
are in place, as most click fraud is 
accomplished through massive bot 
networks that infect PCs with mali-
cious code. Mr. Cuthbert is one of 
the leading industry voices in the 
battle against pay-per-click advertis-
ing fraud. He developed the Click 
Fraud Network, the first and largest 
service of its kind that advertisers 
use to monitor online advertising 
campaigns for click fraud. It's also 
the first service to report accurate 
monthly and quarterly data on the 
overall industry-wide click fraud 
threat level. 

In his role as president & CEO of 
Click Forensics, he is responsible for 
all facets of operations, product de-
velopment and marketing for the 
online advertising industry's No.1 
click fraud monitoring and data re-
porting service, and Asian e-
Marketing is honored that he made 
the time to give us some insights 
into this fast rising online threat by 
answering a couple of questions. 

Advertisers are pushing agencies 
more and more towards pay-per-
performance models and the inter-
net definitely accelerates that trend. 
What are your thoughts on this?  

Online advertising continues to 
grow. There is no doubt that pay per 
click advertising is a great way for 
advertisers to acquire custom-
ers.  However, in the same way that 

other mediums such as television 
and radio have evolved, so will 
online advertising.  One of the key 
parts of a natural evolution will be 
standards that can be audited to by 
third parties. 

'Click frauds' rise goes hand in hand 
with the rise of cyber-crime and Asia 
is listed as the new growth region 
for cyber-crime. Although the extent 
of click fraud is impossible to meas-
ure with any certainty, its persis-
tence has exposed a fundamental 
weakness in the promising business 
of Internet search marketing. Please 
comment on this. 

First, we agree that there is a direct 
correlation between the rise in cyber 
crime and the rise in click fraud. 
Like spam, phishing and spyware, 
click fraud is just another form of 
cyber crime and many would argue 
it’s easier to make money perpetrat-
ing click fraud.  

I disagree with the statement that 
the extent of click fraud is impossi-
ble to measure with any certainty. 
That’s like saying the extent of 
spam is difficult to measure with 
any certainty. The truth is we do 
have a very good assessment of the 
extent of spam and the same is true 
for click fraud. We have over 4,000 
members of our click fraud network 
and the data we report on the ex-
tent of click fraud is taken from live 
advertising campaign data from 
across all search engines (e.g. 
Google, Yahoo!, MSN and more). We 
actually have a statistically reliable 
sample of industry data unlike 
search engines, which can only see 
campaigns run on their networks. In 
addition, the search engines lack 
advertiser site data about how a 
click behaves when it leaves the 
search engine’s site. This is perhaps 
the most important piece of data for 
determining click fraud.  

continues on Page 14 

C L I C K  F R A U D :  

F A C I N G  T H E  T R U T H  O R  S U F F E R I N G  T H E  C O N S E Q U E N C E S  

The Interactive Advertising Bureau 
(IAB) and PricewaterhouseCoopers 
LLP (PwC) declared in their last re-
port that Internet advertising reve-
nues have reached a new record of 
$4.9 billion for the first quarter of 
2007, which represents a 26 per-
cent increase over Q1 2006 at $3.8 
billion and a 2 percent increase 
over Q4 2006 at $4.8 billion. Obvi-
ously, online advertising is on the 
right track in fulfilling its high expec-
tations and it looks like it will quad-
ruplicate its current revenue in the 
near future – unless of course the 
growing threat of click fraud doesn’t 
jeopardize the industry’s wave of 
success. 

Fact is that nearly half of all online 
ad spending is pay-per-click (PPC) 
advertising, which spurs right now 
the discussions on click fraud, as it 
is easy to cheat the PPC business 
model. Indeed, it can simply be 
done by repeatedly clicking on an 
online ad, manually or by the use of 
robots, automated clicking tools, or 
other deceptive software, solely 
aiming to inflict a cost upon the ad-
vertiser, who pays per click, and of-
ten to collect some portion of that 
payment by colluding with the pub-
lisher hosting the ads. We also talk 
about click fraud if a company is 
clicking on a competitor's advertise-
ments which creates costs for the 
rival and is eating up advertising 
budget. Knowing this, it makes 
sense then that currently, around 
10 percent of clicks on advertise-
ments are faked.  

Not to mention that the online ad-
vertising industry seems to have 
adopted so far, a rather hard-nosed 
attitude to click fraud, which gives 
advertisers the impression that they 
only want to shove this unpleasant 
liability away. But the industry has 
to face the truth or it will end up fac-
ing the consequences of losing ad-
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Because we have it we actually 
have greater insight into clicks that 
may be fraudulent. 

Although search engines beef up 
their defenses, click scammers are 
becoming more sophisticated and 
increasingly deploy complex soft-
ware to disguise the origins of 
clicks. How can Click Forensics 
come here into play? 

Unlike search engines, Click Foren-
sics tracks live advertising cam-
paigns across all search engines not 
just one. This means we can identify 
fraudsters committing fraud on 
Google and then ensure that our 
advertisers watch for the same per-
petrator on campaigns running on 
Yahoo! or MSN for example. It’s 
quite common for a fraudster 
blocked on one search engine to 
attempt the same scheme on an-
other search engines. The good 
news is we can see this and stop 
our advertisers from being affected 
before it happens.  

Search engines don’t share such 
data between them so they are at a 
disadvantage. 

Click Forensics also has advertiser 
site side data. This is the data about 
what happens to a click when it 

leaves Google or Yahoo and hits the 
advertiser’s web site. This data is 
proving to be some of the most im-
portant for identifying click fraud 
because we can actually see how a 
click behaves. For example, if the 
click proceeds through the adver-
tiser website every 2.1 seconds, we 
know it’s a bot and not a real per-
son. Search engines can’t see this 
information so they are missing an 
increasingly critical piece of data for 
identifying click fraud, especially as 
bots continue to play a larger role in 
perpetrating click fraud. 

Although there are currently only a 
few technological solutions avail-
able to combat click fraud, how 
does Click Forensics differentiate its 
offerings in the competitive PPC in-
dustry? What do you believe is the 
main strength and success factor 
respectively of Click Forensics?  

We differ in a couple ways. First is 
the live industry click fraud data 
sample we collect from live cam-
paigns from the 4,000 members of 
the Click Fraud Network. This data 
is crucial to identifying click fraud-
sters and click fraud trends. Second 
is our business model. We do not 
get paid for identifying click fraud or 
for securing refunds as some of the 
other vendors do. We get paid to 

monitor client campaigns for fraud 
– whether or not we find any. This 
ensures that search engines can’t 
accuse us of profiting from fraud. 
This is much in the same way you 
pay Symantec a yearly fee to ensure 
your spam filters are updated with 
the latest information about mali-
cious attacks so you can ensure 
your computer is protected. 

Please give me some insights into 
Click Forensics’ value proposition 
and go-to-market strategy? What 
are the biggest challenges your 
company faces right now? 

Click Forensics is constantly working 
to improve our heuristics and detec-
tion methods. Other challenges is 
managing our growth and serving 
the member of Network and client 
base. There is a great demand from 
advertisers to have a third party 
help ensure they “get what they pay 
for”.  That is our primary mission 
and we work hard to ensure that 
advertisers can have confidence in 
the system. 

Click fraud has been in the news for 
the past 4 years and only lately le-
gal actions started to take place. 
How should in your opinion legisla-
tion look like? How should legisla-
tion interfere? 

continues on Page 15 

From Page 13 —  Click Fraud – Facing the Truth or Suffering the Consequences 
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Advertisers can do several things. 
First they should work with a third-
party to monitor all online cam-
paigns for click fraud.  

Doing so can help them steer their 
campaigns away from known bad 
traffic in the future. The most obvi-
ous thing an advertiser can watch is 
if it’s receiving traffic from outside a 
defined geographic area.  

This would indicate that the search 
engine is indeed not complying with 
the agreement they have in place 
not to receive traffic outside a geo-
targeted reason. 

How could he build a legitimate 
case and demand a refund where a 
refund is due? 

Advertisers need to collect log file 
and site data about clicks and work 
with third parties or experts to deter-
mine which are low quality, fraud or 
outside the traffic agreement they 
have in place with the search en-
gines. They then need to examine 
their monthly bill to determine if in-
deed they were charged more than 
they should have been charged. 
This data combined would give 
them a case to secure credits. It’s 
important to note that search en-
gines like Google will not provide 
refunds of any kind. They will only 
provide credits for future advertis-
ing. We of course believe advertis-
ers should be able to choose either 
refunds or credits but Google does-
n’t believe so. 

Do you expect click fraud cases will 
negatively influence the trust in 
Web metrics?  

It will if advertisers don’t have ac-
cess to third-party data to confirm 
search engine claims. 

Do you see any new technologies 
coming to power that could have an 
influence on the pay-per-click indus-
try and click fraud exposure respec-
tively 

Yes. We’re currently testing new 
technology that allows advertisers 

to auto-block bad domains and 
sources of click traffic before it hits 
their Pay-Per-Click advertisements. 
It’s similar to a spam filter in that 
we send our click fraud filter cus-
tomers regular updates (just like a 
spam filter does) about bad sites to 
block. The click fraud filter auto-
matically blocks these sites. It has 
improved the quality of traffic by 76 
percent for clients testing it. 

If you would be in charge to develop 
click fraud measurement standards 
– how would the look like?  

We are actually participating in the 
Interactive Advertising Bureau’s ef-
fort to develop click measurement 
standards as we speak. However, 
we feel that the ideal scenario 
would be to have such standards 
development driven from a body 
equally representing the interests of 
both publishers and advertisers. 
The IAB’s mission is to represent 
the interests of just publishers. We 
are, however, doing our best to 
make sure the voice of advertisers 
is also heard by helping to form in-
dependent group of 40 leading 
online advertisers called the Click 
Quality Council. The Council devel-
oped a list of eight principles it be-
lieves should be part of any click 
measurement standards. Informa-
tion about the principles can be 
found at:  

http://www.clickforensics.com/
Pages/ClickQualityCouncil.aspx  

According to Mr. Cuthbert, Click Fo-
rensics is constantly innovating and 
working on new product releases to 
help advertisers get what they pay 
for. Their most recent version for 
instance allows advertisers to ex-
clude low quality domains and IP 
addresses important to advertisers 
as they want control over their cam-
paigns. And their tools are built to 
help advertisers gain new levels of 
control and improve the ROI of their 
online campaigns. ◊ 

By Daniela La Marca 

From Page 14—  Click Fraud – Facing the Truth or Suffering the Consequences 

It’s hard to say what legislation 
should look like. It is curious to us 
that after four years, not one person 
who has committed click fraud has 
been prosecuted.  Google should 
make this a priority and they have 
not. 

Google and Yahoo insist there's no 
reason to fret and claim to use so-
phisticated algorithms and intelli-
gence from advertisers to identify 
the vast majority of fake clicks. How-
ever, those big search engines don't 
disclose the specifics of their meth-
ods, saying illicit clickers would ex-
ploit the information. What are your 
thoughts on this? 

It’s a way for the fox to continue to 
guard the hen house. There are very 
simple ways Google and Yahoo 
could work with third-parties like us 
to share such data in a secure way 
so that advertisers can verify that 
search engines are indeed doing an 
adequate job stopping click fraud. 
It’s similar to what Nielsen already 
does on behalf of advertisers for 
other media organizations and pub-
lishers. 

How can an advertiser protect him-
self against click fraud? Do you 
have insider tips on how an adver-
tiser can identify click fraud easily? 
Are there any typical characteristics 
he shouldn’t overlook?  

Photo: Tom Cuthbert, CEO & President,  
Click Forensics, Inc. 

http://www.clickforensics.com/
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• Automatically pre-selects the lowest performing 
members so you can create an Exclusion List for 
that category. 

• Ensure you can rank order the categories by return 
on investment and return on advertising spend. 

MFA Advisor  

• Identify Made for Adsense sites and avoid them 

• Proactively ensure your spending is directed at high 
ROI sites 

Publisher Advisor 

• Identify all other sites on the content network that 
draw low quality traffic and waste your budget. 

• Create exclusion lists so you can improve your traffic 
quality and ROI. 

Keyword Advisor  

Provides the information required to improve your ROI 
by moving your ad spend from low performing key-
words to your most successful keywords. 
Visitor Advisor 

Identify fraudsters, bots and competitors clicking on 
your ads. 
Country Advisor 

• Find out the countries to target for conversions and 
the countries to avoid for fraud 

• Identify traffic coming from outside your geographi-
cally targeted area and better manage the ROI of your 
pay per click campaigns. 

Day Part Advisor 

• Schedule your ads so you can avoid hours or days 
when invalid clicks reduce your ROI. 

• Optimize the time of day for your campaigns and see 
quick improvement in your campaigns. 

Competitor Tracking  

Identify clicks that come from competitors, including 
how many clicks from each competitor. Mitigate future 
costs associated with those clicks by applying IP Exclu-
sion Lists. 

continues on Page 17 
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So let us take a deeper look at what Click Forensics offers: 

Click Forensics Pro 

Click Forensics Pro is a click fraud management solu-
tion designed for online advertisers, agencies and 
search providers. The software-as-a-service (SaaS) 
product uses patent-pending heuristic detection tech-
nology to identify click fraud. IGain immediate insight 
into the number of invalid clicks, apply changes to stop 
click fraud before it happens and improve click quality 
for all campaigns. 

Features 

Click Forensics Pro includes the following features (all 
in one, easy to use, software as a service solution): 

Billing Audit  

• A campaign phone bill showing exactly what you are 
charged 

• See how many and what type of invalid clicks you 
are paying for 

• See your estimated losses due to invalid clicks 
Campaign Advisor 

• Enables you to proactively manage your campaigns 
to avoid click fraud and to improve ROI 

• Helps you rank order campaign attributes by Traffic 
Quality to stop paying for wasted clicks and direct 
spending to the best performing terms and sites. 
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Detailed Reports  

• Evidence Report: Automatically cre-
ate an evidence report with a list of all 
invalid clicks, ready to submit to your 
search provider to request a refund 

• Trend Reports: these easy to read reports alert you 
to the level of fraud and any sudden bursts of click 
fraud activity. 

Benefits 

Increase Content Network Effectiveness: See which 
domains are driving paid traffic to your site and which 
are draining your budget. Compare the effectiveness of 
each domain and exclude poor performers. Mitigate 
sources of invalid clicks to optimize your ad spend tar-
geting and make the most of every paid click. 

Compare Paid Marketing Channels: Evaluate traffic 
quality by ad provider and marketing channel. Discover 
the impact Content Network channels are having on 
your conversions. Redistribute ad spend to optimize 
traffic quality. 

Keyword Analysis: Assess the value of each keyword 
you’re bidding on. Discover if expensive keywords are 
driving qualified traffic or are the tool of choice for 
fraudsters. Target your keywords to gain maximum ef-
fectiveness while minimizing invalid spend. 

Visitor Insight: Glean key information about your paid 
click visitors to ensure your marketing campaigns are 
reaching the right demographic. Verify your ad provid-
ers are properly geo-targeting your campaigns. Sched-
ule your ads so that traffic volume mirrors traffic qual-
ity. 

Competitor Tracking: Keep an eye on your competitors 
and affiliates to make sure malicious sources aren’t 
draining your ad budget. 

Industry Action: Gain access to a community of over 
4000 online advertisers in the fight against click fraud. 
Compare your invalid click rate with the baseline Click 
Fraud Index to see where you stand. Participate in click 
fraud forums to share common concerns with other 

online advertisers and stay abreast of the latest indus-
try news. 

Click Forensics Pro monthly subscription service is the 
company’s primary offering. You can immediately gain 
insight into your click fraud exposure and start proac-
tively improving you campaign ROI. Each Click Foren-
sics Pro subscription starts with a brief on-boarding 
period where a Client Services team helps you set up 
your campaigns for tracking and set up your data for 
transfer. Once the on-boarding period is complete, you 
will receive their 30 day Click Audit. The audit provides 
you with an analysis of your campaigns along with ac-
tionable information that will help get you started and 
help get internal support for the on-going subscription 
service. Click here to get started > 

Click Audit Report 

For advertisers, one of the best ways to get started with 
Click Forensics and to evaluate their solutions is by 
requesting a Click Audit Report, which gives you a risk 
assessment snapshot accompanied by analysis and 
recommendations. The company uses software to ana-
lyze your data, applying heuristics to rate the quality 
and assess risk across various dimensions of PPC cam-
paigns. You choose the amount of data to be analyzed 
– the number of sites, number of campaigns, and date 
range, etc. A Risk Analyst from Click Forensics is as-
signed to your account and will author the report and 
go over it with you in detail. The Click Audit Report ex-
plains the analysis and includes actions you can take 
immediately, including: 

• Full exclusion lists for Visitor IP’s and Ad Publishing 
sites. 

• Recommendations on day-parting and geo-targeting 
• Recommendations on keywords to use and avoid 
• Evidence report for submission of refunds (if appli-

cable) 
• Expected ROI from implementing the recommenda-

tions 
The primary limitation of the Audit is that it is a snap-
shot analyzing a static amount of information. To stop 
click fraud before it happens, a monthly subscription to 
the Click Forensics Pro solution is recommended. 

From Page 16 —  Part of Click Fraud – Facing the Truth or Suffering the Consequences 
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Click Forensics is a leader in the 
emerging search engine auditing 
(SEA) market. Their click fraud man-
agement solutions help online ad-
vertisers, agencies and publishers 
monitor pay-per-click campaigns 
and stop click fraud before it hap-
pens. Led by online marketing and 
Internet security veterans, the com-
pany offers the only software-as-a-
service solution to combine fraud 
detection with proactive prevention 
techniques, resulting in dramatic 
improvements in overall campaign 
performance. 

Click Forensics and Mr. Tom 
Cuthbert respectively is a key mem-
ber of the Interactive Advertising 
Bureau (IAB) Click Measurement 
Working Group. The company is 
working with Google, Yahoo!, Micro-
soft and top advertisers to develop 
the industry's first click fraud meas-
urement standards and Mr. 
Cuthbert also founded the Click 
Quality Council, which represents 
more than 40 leading advertisers 
who work together to provide adver-
tiser input into the development of 
industry click quality measurement 
standards. 
 

The Click Fraud Index monitors and 
reports on data gathered from the 
Click Fraud Network, which more 
than 4,000 online advertisers and 
their agencies have joined. The Net-
work provides statistically signifi-
cant pay-per-click data collected 
from online advertising campaigns 
for both large and small companies. 

Key findings from data reported for 
Q2 2007 include: 

• The overall industry average click 
fraud rate was 15.8 percent for 
Q2 2007. This is an increase 
from 14.1 percent for the same 
quarter in 2006 and 14.8 per-
cent for Q1 2007. 

• The average click fraud rate of 
PPC advertisements appearing 
on search engine content net-
works, including Google AdSense 
and the Yahoo Publisher Net-
work, was 25.6 percent. That’s 
up from 21.9 percent for Q1 
2007 and 19.2 percent for Q4 of 
2006. 

• Traffic from botnets doubled 
from Q1 to Q2 2007 and contrib-
uted significantly to the increase 
in click fraud rates. 

• In Q2 2007, the greatest per-
centage of click fraud originating 
from countries outside North 
America came from France (5.1 
percent), China (3.2 percent) and 
Australia (3 percent).◊ 

Click here to return to the contents page 

Click Forensics’ Audit is another way to get started. The 
Click Audit is an analysis of a particular time period as 
opposed to a continuing subscription. It is for Advertis-
ers who want to investigate a particular time period – it 
might be a single day, a few months or a suspicious 
time period in the past. The Click Audit provides you 
historical evidence in a format that can be presented 
directly to the search providers. The Click Audit also pro-
vides in-depth analysis of campaign activity, settings, 
and over-billing to protect your investment and improve 
the ROI of your campaigns. Click here to get started > 

Click Forensics takes click fraud management defi-
nitely to a new level by looking at more than just re-
peat clicks from the same origin. Their patent pend-
ing detection engine looks at the technical, behav-
ioral and market attributes to get a more complete 
picture of the level of click fraud threatening an ad-
vertiser.  

Unlike web analytics providers who analyze only the 
advertiser's data, Click Forensics is able to analyze 
traffic from thousands of advertisers, major search 
engines, multiple vertical markets, and thousands of 
keywords to detect and eliminate click fraud. Each 
Click Forensics customer is able to benefit from the 
aggregate learning from thousands of advertisers' 
data.  It seems that the Texas bases company is 
tackling perfectly the issue with their solutions. 
Maybe they can satisfy the disappointed advertisers 
which have already started to sue Google, Yahoo! & 
Co. and the big marketers which are currently threat-
ening to hold back spending on internet advertising 
unless the industry generally becomes more transpar-
ent and accountable. Time will show if the measures 
being taken against click fraud will be enough to sat-
isfy them. ◊ 
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M I C R O S O F T ’ S  F R E E  A N A L Y T I C S  T O O L  I N  B E T A  V E R S I O N  N O W  

Microsoft’s free web 
analytics tool code-
named ‘Project Gati-
neau’ is not even really 
out yet , being right now  
only in its beta stage 
(the first beta invitations 

will be out before the end of Septem-
ber 2007) but it is already causing rip-
ples in the online marketing world. The 
free-of-charge tool is expected to take 
on Google Analytics as well as other 
basic web analytics software vendors.  

“…The target audience for this project 
is broadly similar to the target audi-
ence for Google Analytics - though it’s 
emphatically not our intention simply to 
replicate the functionality within that 
product”, said Ian Thomas, the director 
of Microsoft’s Gatineau project, on his 
blog “Lies, Damned Lies…” 
According to Thomas, offering the tool 
for free fits into the company’s strategy 

of adding value to its digital advertising 
solutions for the Live platform and the 
MSN Networks.  

Gatineau will also be able to be used 
on other online properties as well. 

He also has noted that the beta-version 
of Gatineau will be feature incomplete 
but will provide the market with an idea 
of Microsoft’s vision in web analytics.  

Microsoft has been collecting email 
addresses from early adopters who 
have indicated their interest via Gati-
neau’s project website, in test-driving 
the beta release. 

Thomas has also added on his blog 
that Microsoft is ramping up Project 
Gatineau slowly but surely in order to 
avoid the massive performance prob-
lems Google had when it launched its 
free web analytics service back in No-
vember 2005. Then, Google had to 
suspend new subscriptions for the ser-

vice a week after it was 
launched because unfore-
seen demand impeded its 
performance. It reopened to 
new users again in January 
2006. 

Gatineau is aimed at help-
ing advertisers achieve bet-
ter ROI on their advertising 
spend as well enabling pub-
lishers to target their con-
tent for contextual ad reve-
nues. 

Some of the highlights of 
the beta version include: 

• Click and visitor tracking 
• Marketing campaign re-

porting 
• Demographic and geo-

graphic segmentation 
• Conversion tracking 
• Paid and natural search 

analysis 
For the time being, Gatineau 
will only be available in Eng-
lish. Microsoft will also only 
be launching the tool in 
countries with a local ad-
Center support team, but 
has plans to expand into 
other countries and lan-
guages at a later stage. 

Project Gatineau is based 
on technology acquired from 
DeepMetrix Corporation, 
which MSN acquired in 
2006. Gatineau is the name 
of the Canadian city where 
DeepMetrix was based for a 
number of years. Final nam-
ing of the product is still un-
confirmed. ◊ 

By Shanti Anne Morais 

Click here to return  
to the contents page 
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N I E L S E N  O N L I N E  E X E R T S  I T S  I N F L U E N C E  O N  M A K I N G  I N T E R N E T  A D -
V E R T I S I N G  E F F I C I E N T  A N D  T A R G E T E D   

Online advertisement continuously 
develops and has once gain regis-
tered the strongest growth rate of 
all media formats analyzed by Niel-
sen  Media  Research.  Thanks  to 
more sophisticated targeting possi-
bilities enterprises can measure the 
efficiency of their online campaigns 
better and better, enabling them to 
answer for instance questions such 
as  “Which  online  activities  are 
promising most success?” or “How 
can valuable customer relationship 
be developed via online advertise-
ment?” straightforwardly.  

Concentrating on a ‘fully integrated 
suite of services’ and the intention 
to serve the Internet marketing in-
dustry even better, the Nielsen Com-
pany, a leading global information 
and media company, acquired just a 
few months ago the remaining 42 
percent  shares  of  BuzzMetrics,  a 
global leader in tracking and analy-
sis  of  online  consumer-generated 
media Already earlier this year, Niel-
sen Company announced another 
merger agreement with NetRatings, 
Inc. by acquiring here as well re-
maining 40 percent of  shares to 
own  the  company  completely. 
Therefore, Nielsen Company’s pre-
miere Internet information services -
- which are marketed as Nielsen//
NetRatings and Nielsen BuzzMetrics 
– is now consolidated into a single 
service unit and part of the newly 
formed Nielsen Online unit. Or as 
David Calhoun, Chairman and CEO 
of The Nielsen Company, described 
it in a press release: “By acquiring 
100 percent  of  these world-class 
brands, Nielsen can provide our cli-
ents with unrivaled understanding 
of  consumer  behavior  in  this 
space”, and added: “More broadly, 
we can provide our clients with even 
more  insightful  information  when 

Internet/Online consumer usage is 
combined with what products and 
services  consumers  buy 
(ACNielsen), what consumers watch 
on  television  (Nielsen  Media  Re-
search), and what books, films, au-
dio  and video usages consumers 
interact with across multiple plat-
forms.  
 

Asian e-Marketing got the chance to 
talk to Ms. Patricia Poo, Managing 
Director of Nielsen//NetRatings Sin-
gapore since 2004 to find out more 
about their delivered Internet media 
and market research solutions in 
the island republic. With high qual-
ity, technology-driven products and 
services, Nielsen//NetRatings is a 
global  standard for  Internet audi-
ence  measurement  and  leading 
source for online advertising intelli-
gence, enabling clients to make in-
formed business decisions regard-
ing their Internet and digital strate-
gies. The Nielsen//NetRatings port-
folio includes panel-based and site-

centric Internet audience measure-
ment  services,  online  advertising 
intelligence,  user  lifestyle  and 
demographic data, e-commerce and 
transaction  metrics,  and  custom 
data, research and analysis.  
 

“Netratings is very localized as Niel-
sen  in  general”,  Singapore’s  MD 
told me, “we are helping each indi-
vidual market to grow their ad dol-
lars.” Ms. Poo’s firm conviction is 
that “the only reason why people 
want to have something audited is if 
a lot of money is at stake”. Elaborat-
ing, she adds that advertisers are 
only interested in finding out the 
best online advertising opportunity 
before they invest money, and com-
ments  further,  “The  issue  in  the 
past with the online medium, espe-
cially in emerging market, is that 
every  online  publisher  was giving 
you different numbers. And I think it 
became  even  worse  after  the 
dot.com bust, when people started 
to be very careful with their ad dol-
lars.  

Source: PwC/IAB Internet Advertising Revenue Report (www.iab.net) 

continues on Page 23 
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It’s different with TV and radio as 
there already has been for a long 
time a very good tracking system is 
in place.” 

When asked why a company should 
track  their  online  marketing  and 
advertising results and how she is 
evaluating the growing importance 
of  Web analytics,  she said:  “The 
Internet or rather new media is the 
most “trackable” medium at very 
low costs. It offers a wealth of infor-
mation  and  makes  online  busi-
nesses very transparent”. In addi-
tion, she said that the entire online 
marketing value chain wants and 
needs clarity and transparency in 
interactive audience measurement 
and that’s exactly where Nielsen//
Netratings comes into the play.  And 
indeed I could watch Ms. Poo’s en-
thusiasm closely when she was talk-
ing about her initiatives to educate 
marketing, media, and agency ex-
ecutives about best practices in au-
dience  measurement.  Nielsen//
NetRatings provides its independent 
Internet  and  digital  measurement 

services SiteCensus, Market Intelli-
gence  and  AdIntelligence  to 
“basically  any  company  with  an 
online presence”, according to Ms. 
Poo, measuring already over 70% of 
global  Internet  traffic.  Nielsen//
NetRatings has a track record of 
providing high quality  Internet re-
search solutions - syndicated Inter-
net and digital media research re-
ports  and  custom-tailored  data  - 
helping companies to gain valuable 
insight into their business. Accurate 
and consistent online reporting via 
independent browser based meas-
urement, instead of server log files, 
encourages confidence in the online 
medium. Market Intelligence gives 
advertisers and agencies the ability 
to track the effectiveness of their 
advertising investments as Nielsen 
Online can actually measure e.g. the 
local traffic a company gets over all. 
This confidence has proven to be 
vital in unlocking Internet advertis-
ers’ spend in Asia Pacific markets. 
Singapore’s MD believes, “for differ-
ent markets advertisers want to use 
Web analysis for different reasons” 
and explains: 

• “Online publishers, for instance, 
want to use Web analysis mainly 
for two reasons namely for mak-
ing  revenue with  their  website 
(subscriptions  and  advertise-
ments) and to prove and demon-
strate their effectiveness. Nielsen 
is used globally to audit publish-
ers. 

• Advertising agencies want to be 
informed and know the quality of 
a Websites to give recommenda-
tions to their clients rather then 
wait for publishers to give them 
their figures pro-actively. “There 
are  two  leading  methods  of 
measuring online audience activ-
ity”, Ms. Poo explained “metered 
tracking using panels, and tele-
phone  surveys”.   Nielsen//

NetRatings is using a combina-
tion of both, depending on the 
service.  Metered  tracking  data 
services  utilize  technology  that 
records which websites an inter-
net user visits via software that 
panel members voluntarily install 
on their computers. So Nielsen 
Online is able to provide demo-
graphics through online surveys 
which  is  necessary  as  today’s 
advertisers  don’t  easily  spend 
their ad dollars, always wanting 
to know if their target group and 
market can be provided. 

• Brand advertisers  want  to  use 
Web analytics to understand how 
to fulfill their own ROI. 

• And for e-businesses there is e-
commerce on their Web site and 
they want to know how it grows, 
their brand ranking, what kind of 
content the should cater to which 
kind of  customer etc.  insisting 
again on the fact that it’s all just 
about the wealth of information.” 

According to Ms Poo, “companies 
in the region are seeking flexible, 
reliable and high quality measure-
ment and analytics tools to support 
their Internet strategies” and Niel-
sen//NetRatings'  ability  to  deliver 
these services with local sales and 
data centre resources clearly differ-
entiates them from competitors’.  

In  May  this  year  the  company 
launched  AdRelevance,  its  latest 
product, in Singapore and Asian e-
Marketing was curious to get some 
first-hand  insights  into  this  new 
online advertising tracking system, 
which  allows  marketers  to  see 
online  advertising  activity  across 
formats, channels, industries, and 
platforms for their own and competi-
tors’  campaigns.  AdRelevance 
works by using spider technology, 
providing information on who is ad-
vertising online, which sites’ cam-
paigns are running on, the duration 

Photo: Ms Patricia Poo, MD,  
Nielsen//Netratings Singapore 

continues on Page 24 
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and frequency of campaigns, crea-
tive  content  and  ad  types,  and 
online display ad impressions and 
expenditure estimations. Its technol-
ogy captures ad data across more 
than 2,000 sites and it reports on 
15 discrete but commonly used ad 
dimensions in addition to rich media 
formats  and  paid  search  place-
ments. The reason why Ms. Poo be-
lieves it will be successful is again 
the revenue factor: “If you have a 
very limited marketing budget, you 
want to know where to allocate your 
money best” and described it in this 
way: “Without being able to give an 
audited number, TV guys cannot get 
away with selling TV ads, I think the 
same situation will happen in the 
online business.” And added: “What 
drives all Web analytic businesses is 
very obviously - the ad dollar. Web 
analytics help the marketers to de-
cide wisely. It helps the publishers 
to gain confidence of the advertis-
ers and that is where Nielsen differ-
entiates itself as a Web analytics 
company – we have the ad dollar 
and ad relevance for all in mind. 
Through AdRelevance, a publisher is 
able to see which are the online 
players, which are the brand mar-
keters advertising with them, etc. 
making their live easier. Still there 
are  marketers  around  who  don’t 
feel comfortable with online adver-
tising - who think it’s something new 
that doesn’t work. That’s one aspect 
of many others., such as the fact 
that with AdRelevance you have a 
competitive  advantage  by  seeing 
others’ Websites and how they play 
and place their campaigns, what’s 
their ad dollar spend, or you can see 
the top range of advertisers in Sin-
gapore and how much they spend,  

“Nielsen helped to redefine the mar-
ket, not only with the Web analysis 
methodology, but also by showing 
advertisers  their  target  audience. 
And out of all the traffic, how many 

are  local  eyeballs?”  Ms.  Poo  re-
ported and came up with an exam-
ple: “If Samsung e.g. wants to sell 
its flat screens and has to choose 
between two sound Websites and 
has to decide on A or B, but both 
are equally good – so do I dump my 
money on two of them or only on 
one – and if, which one? What Niel-
sen is able to do here is to track 
down on each single one of them 
thereby  enabling  advertisers  to 
compare fairly. Like e.g. Singapore 
Press Holding (and I mean all of its 
different  newspapers  and  maga-
zines),  Microsoft  Windows  Live 
(MSN), CNet, HardwareZone all of 
them are using Nielsen codes, so 
they are measurable the same way 
and the most local traffic can be 
identified  -  that’s so called market 
intelligence. Publishers can see the 
unique traffic, the unique visitor to 
that  particular  request  or  demo-
graphics  and  that’s  what  every 
agency,  publisher  and  advertiser 
want to know and use.” She claims 
that nobody else in the market has 
this tool at this moment, and this is 
definitely Nielsen’s competitive ad-
vantage right now. We are “enabling 
the  market  ,teaching  them,  and 
educating them that there is such a 
tool that can give you so much infor-
mation from the Internet such as 
page views, demographic questions, 
or for finding the perfect niche pub-
lisher who has the perfect Website 
to promote your product/service.”  

Advertisers  are  pushing  agencies 
more  and  more  towards  pay-per-
performance models and the inter-
net definitely accelerates that trend, 
I asked Ms. Poo on her thoughts 
here too. 
“I think this only spurs the lack of 
Internet advertising. It’s as if you 
would advertise on TV and say I pay 
you  only  for  each  product  I  sell 
through the TV spot”, she said “but 
advertising and marketing is a game 

on  how  you 
perceive 
value.”  She 
thinks  it 
started  with 
people  who 
created  tac-
tics how they 
could  draw 
marketers to advertise and then to 
give proof of effectiveness and guar-
antee to receive their confidence: “If 
you don’t believe, you only pay for 
the result – just to get their confi-
dence. But again, that is affecting 
the growth and potential of online 
advertising. So what Nielsen tries to 
do globally is to merge and to ex-
plain the relationship of TV, radio, 
and Internet.” “Isn’t it that you can 
be at work and look at advertising 
but most probably, you won’t click 
on it or buy immediately, but check 
the offers out?  It stays in your mind 
and a few days later maybe you’ll 
buy? I think that’s the whole con-
cept of marketing – so why should 
the Internet be different from the 
other traditional media?” she elabo-
rated on and described her picture 
of  the situation and why Nielsen 
online feels that the industry needs 
education: 

• The brand advertisers want au-
dited media so that they can rest 
assured about the value of the 
service; 

• The agencies think most of the 
money gets to the traditional me-
dia, so why should they put so 
much effort  and  research  into 
online media, if only a small per-
centage of the ad spending goes 
to it?; 

Nielsen//Netratings doesn’t want to 
measure only Websites, but wants 
to help everybody to understand his 
own Website and help to grow the 
market. “The Internet should not be 

continues on Page 25 
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deemed lesser than the other me-
dia”, Ms. Poo emphasized in this 
context. 

When asked if she sees any new 
technologies coming to power that 
could have an influence on online 
marketing services and Web ana-
lytics tools respectively, Ms. Poo 
mentioned immediately that Nielsen 
definitely steps ahead in terms of 
video streaming audits. 
“We are talking all the time about 
convergence so I don’t think any 
technology will come and dominate. 
And if one dominates it will not be 
for a long time as everything is mov-
ing so fast. Before 3G was launched 
in Singapore we were already curi-
ous about 3.5 and so on and how 
much more we will have to expect 
from Japan and South Korea?”, she 
remarked.    

“Nielsen is striving to keep ahead of 
technology and to be able to track 
and evaluate them, we can not only 
track the Internet, but also wireless, 
streaming, video ads and even digi-
tal TV so I think that’s what happen-
ing. We are also able to track mobile 
campaigns, WAP and streaming”, 
she claims, most probably enabled 
with their recent buy of Telephia, 
which tracks web behavior on cell 
phones. 

Any current new trends in the Web 
metrics arena in the region haven’t 
been spotted by Nielsen//
Netratings’ MD and claims that “the 
bottom line is always the ad dollar.” 
Pointing out that Singapore is one of 
the best connected countries in the 
world and that the government 
works hard to provide a perfect in-
frastructure, Ms. Poo asked for their 
ROI: “What are all those who have 
invested into the new media getting 
back? What about ROI?  

The only trend I see is to drive more 
ad dollars into this new media and 
question how marketers can reach 
a larger crowd. For this, agencies 
and marketers have to be better 
informed about the new opportuni-
ties as there is still a separation be-
tween traditional and new media in 
general. Hopefully the trend will be 
not only the convergence of the 
technology, but convergence among 
the different media as well – in 
terms of expertise” she concluded. 

When it comes to online marketing 
services and Web analytics usage 
and acceptance everybody is won-
dering where Asia stands and Ms. 
Poo came up with a very simple an-
swer “Like for every other business, 
Asia has still the biggest popula-
tion.” Furthermore, she believes 
that Singapore, although small, has 
an advantage as it’s English-
speaking and represents therefore 
a good market for global advertis-
ers–on the other hand it also offers 
other local languages as well, espe-
cially Chinese. The downside is that 
there would be more competition in 
this market as it is not like e.g.  in 
China where the market is huge 
with only one language. Fact is she 
said, that “It’s a very different chal-
lenge in every different country – 
that’s why Nielsen is dealing sepa-
rately in every single individual 
country in order to address the local 
issues.  

That’s the reason why it is even 
more in my heart to make sure that 
the local publishers get visibility and 
I think we provide the bridge for the 
advertisers, for the agency, and the 
advertiser and publisher to interact. 
Of course we cannot stand by a par-
ticular brand, but we allow the pub-
lishers to be able to interact with 
the agencies and introduce each 
other. We have the passion for 
that.” 

Looking at it with the “half full 
glass” perspective, she emphasized 
that there is a lot more potential in 
Asia: “It’s just a matter of how we 
build the brand advertiser’s confi-
dence and then how to show them 
the opportunities.  

The expertise in understanding the 
interactivity is not the same as in 
Europe or US and digital marketing 
and strategies are not as developed 
here. I think most of the local mar-
keters are still thinking the tradi-
tional way - how do I market, how do 
I strategize and get insights into the 
consumer on the Internet, what are 
the changing demographics - but it’s 
so fast changing that we need much 
more chances to educate and teach 
them how they can do marketing, 
campaigns and use the tools.” For 
sure Nielsen//Netratings can ex-
pect an even stronger revenue 
growth buoyed by an expanding 
broadband subscriber base here in 
Asia, which will translate into more 
users spending more time online 
and offers a better platform for rich 
media and video ads. Without doubt 
the pioneers of the industry will live 
up to this with Web analytics as 
well. ◊ 

By Daniela La Marca  

Click here to return to the contents page 
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A  L O O K  A T  G O O G L E  A N A L Y T I C S  

Not only is the online market grow-
ing at a breath-neck pace, it is also 
highly competitive. The race to con-
stantly be and remain ahead has 
resulted in web analytics becoming 
a key tool of most web marketers. 
 

In this industry, knowing where your 
customers come from and what 
they're looking for is one of the most 
important things a webmaster or a 
web marketer needs to know. The 
task of finding this information out 
has traditionally been carried out by 
a host of expensive online analytics 
packages that usually require a 
rental fee to use - but not so in the 
case of Google Analytics. 
 

Google Analytics was the first free 
analytics package that incorporated 
the levels of usability and function-
ality seen before only in paid ana-
lytics tools. It is basically a re-
branded version of Urchin, a web 
analytics service that Google pur-
chased in early 2005. 
 
As with all Google services, this ser-
vice attempted to generate money 
by incorporating the analytics pack-
ages with the Google AdWords pro-
gram. 
 

May 2007 saw Google Analytics be-
ing upgraded (in fact, the company 
referred to the latest version as “a 
much easier-to-use toolset”). The 
reporting interface has been re-
designed to enable greater customi-
zation and collaboration, thereby 
making it easier for businesses and 
website owners to find and share 

the data needed to make informed 
decisions. The new version is also 
said to present data more clearly 
and in context, so you can look at a 
single report to gain insights rather 
than having to pull up several re-
ports to understand what action to 
take. 
Another major feature enhance-
ment is the remote scheduling and 
emailing of previously built reports. 
According to Google, this should 
save time and ensure that the re-
ports can be delivered at a pre-set 
date straight into your inbox. In ad-
dition, a feature that has set 
tongues wagging is the prospect of 
an entirely customizable dashboard, 
where any aspect of any parts of the 
report can be pre-compiled and 
moved into one area according to 
the user’s particular taste. This al-
lows the user to sign in and in-
stantly see the information they are 
looking for, without having to spend 
time drilling down into the various 
sections of the report. 
 

Along with new features for veteran 
users, contextual help and tips are 
available with every report to teach 
new users the best way to use the 
packages. This is complemented by 
a new trend-over-time feature, 
which will compare various time pe-
riods in order to identify market fluc-
tuations without losing sight of short 
term trends. The Google Team has 
redesigned the reporting interface 
for greater customization and col-
laboration, which should make it 
easier for businesses and website 
owners to find and share the data 

you need to make informed deci-
sions.  
 

“At Google, we're focused on build-
ing powerful tools to help advertis-
ers measure the effectiveness of 
their marketing dollars and optimize 
their business," said Paul Muret, 
Engineering Director, Google. "The 
new version of Google Analytics will 
give advertisers and site owners’ 
greater insight into their customers' 
needs, thereby increasing advertiser 
ROI while also improving the e-
commerce experience of consum-
ers,” he continued. 
 

With the release of its new version 
of Google Analytics, Google is defi-
nitely not willing to give up its lead-
ing position in the free web ana-
lytics pie. Whether it holds on to this 
lead, only time will tell, with other 
free analytics tools like Microsoft’s 
Project Gatineau breathing down its 
neck. Yet despite the pressure, 
Google Analytics may seal itself as 
one of the company’s most interest-
ing and valuable tools.◊ 
 

By Shanti Anne Morais 

http://www.mediabuzz.com.sg
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Fraudsters are getting more inter-
ested in the advertising concept 
“Pay-Per-Click (PPC)” therefore 
many marketers are concerned 
about the effective success of their 
online campaigns, fearing that de-
spite high costs, customers are 
missing. 

In 2000 only 114,000 Asians used 
the Web but the number has quad-
ruplicated since then so much so, 
Asia represents now more than one 

third of Internet users world wide - 
and the full potential is by far not 
tapped yet. Parallel to the trium-
phant advance of the Internet, 
online advertisements have been 
established successfully too and 
new technologies make it possible 
to co-ordinate advertisements indi-
vidually according to consumers’ 
preferences and needs by measur-
ing their reactions straightforwardly.  

With the increasing prominence of 
Google & Co. the marketing of ad-
vertising space in result lists of 
search queries belong to the most 
inquired marketing tools, beside 
the classical online advertising 
forms such as link exchange and 
banner placement. Both with the 
keyword advertising and with 
marked contributions via search 
engine sponsored links or with affili-
ate marketing, the pay-per-click pro-

cedure has established itself with 
regards to billing. Marketers appre-
ciate the marketing tool’s effective-
ness and transparency as it pro-
vides an exact feedback of how of-
ten their advertisement has been 
“surfed”. For search specialists, 
providers of affiliate programs as 
well as their partners which are in-
volved with a commission, the pro-
cedure is uncomplicated to bring to 
account and lucrative.  

With online advertisements alone 
Google gained world-wide in 2005 
approximately US$6.06 billion with 
a gross income of US$6.14 billion. 
Although this specific market got 
forecasted profits in the billions in 
the coming years, pay-per-click is 
currently intensively caught in a 
crossfire of critics . The accounting 
procedure has despite all its advan-
tages its shady sides as well, as 
fraudsters have discovered that it is 
possible to earn “easy money” with 
these “clicks”, too. 

There are different motives for click 
fraud. Only of marginal importance 
in the damage statistics are so 
called “Internet hooligans”, which 
act without financial interest. Con-
certed actions of recruited click 
crews have a substantially larger 

potential of destruction. These 
groups act for example on behalf of 
an advertiser’s competitor and at-
tack jealously their advertising cam-
paigns till they disappear on the list 
of sponsored links.  According to 
the “Times of India” for instance, 
Indian housewives and students 
are used as professional clicker, 
accessing specific Websites, which 
dubious service providers send 
them.  

The knowledge, how you can earn 
money with the “wrong” click has 
long developed into a lucrative mar-
ket. If you search online with the 
key words “ Internet”, “money” and 
“earn”, you will find several million 
sites with most of them referring to 
possibilities—for example, how with 
terms like “quality test”, “inquiry 
marketing” or “test account” money 
can be earned. These Internet ac-
tivities almost always stand for a 
form of click fraud. 

Fraud has many roots 

Online co-operation forms such as 
affiliate marketing are in particular 
susceptible to abuse when enter-
prises decide to let their achieve-
ments or products be promoted 
online by affiliates. These partner 
Websites for example may take out 
a banner which is linked to the en-
terprise’s Website offer.  

Here, each time an Internet user 
clicks on the advert of the affiliate’s 
homepage, a commission is paid 
for the “partner click”. And by click-
ing the adverts on their own sites, 
fraudulent affiliates can drive their 
commissions sensitively up. For this 
purpose, software programs, so 
called click bots are often used - 
automated systems that produce 
inconspicuously as many advert 
clicks as possible. 

C L I C K  F R A U D  J E O P A R D I Z E S  A D V E R T I S I N G  B U D G E T S   

continues on Page 29 
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The possibi l it ies of lett ing 
“synthetic” inquiries run script-
controlled are very extensive. Just 
in May 2006 the anti-virus manu-
facturer Panda software discovered 
a global network of over 30,000 
computers, which were infected 
with harming software named Click-
bot.A. Unnoticed by the PC owners, 
the computers clicked themselves 
automatically with each Internet 
contact on given sites from adver-
tisement to advertisement. 

Search engine providers under 
pressure  

A practice test of the US-American 
“Marketing Experiments Journal” in 
June 2005 shows the immense ex-
tent of the click fraud. Up to almost 
30 percent of the registered clicks 
in one of the accomplished test 
runs had a fraudulent background, 
but were not recognized and there-
fore regularly paid for to a large ex-
tent. And according to the current 
statistics of the American “Click 
Fraud index” the number of fraudu-
lent clicks is expected to be around 
14 percent.  

The  search  engine  providers  are 
regarding the pay-per-click issue in 
an awkward situation. On the one 
hand, they are interested in pre-
venting abuse since they risk other-
wise their implicit basis of a con-
tract; on the other hand, they earn 
with each click,  independently  of 
whether behind it there is a pro-
spective customer with serious pur-
chase intention or a fraudster. It is 
for this reason why the online ad-
vertising  industry  alleges  search 
engine companies have not been  
very motivated in putting a stop to 
fraudsters’ activities. 

So,  it  happened  that  in  the  US 
Federal State of Arkansas, Google 
received  in  April  2006  a  class-
action lawsuit for not having been 

proactively  taking  appropriate 
measures in recognizing and pre-
venting click fraud or doing in gen-
eral enough to avoid invalid and/or 
abusive clicks on online advertise-
ments,  which  have  reportedly 
caused financial damages of over 
90 million dollars for advertisers.  
That’s nothing considering that the 
world-wide  largest  search  engine 
earned an income of 13.3 billion ad 
dollar online since 200. 

Even Yahoo agreed recently to set-
tle out of court with a complainant 
and plans to return performed pay-
ments to thousands of their adver-
tising customers - hoping to pay in 
this way only a small part back. Its 
portal received from January until 
March 2006 an amount of 9.1 bil-
lion dollars. So, of course the ques-
tion arises whether click fraud is a 
general problem or in principle a 
weakness of the pay-per-click busi-
ness models. Google for example 
tests at present the model “cost-
per-action”, where advertisers only 
have to pay if and when after the 
transacted  click,  something  was 
actually bought. 

In either case, it is a matter of a 
multi-causal  problem,  which  re-
quires a differentiated view, as it 
doesn’t have to be necessarily be-
hind each conspicuous behavior an 
actual fraud. Indeed different indi-
cators can be a sign of abuse, but 
the methods of  online  hoodlums 
become more and more sophisti-
cated.  Fraudsters,  for  example, 
adapt  their  clicking  behavior  to 
usual daily and weekly profiles and 
try to simulate with their click inter-
vals eventuality. Through so-called 
open proxy servers - services which 
can provide access to the Internet - 
cyber criminals can hide their iden-
tity.  In addition professional click 
fraudsters often act out of foreign 
country and can’t often easily be 
sued. 

Providers of Web controlling tools 
come forward with the promise to 
uncover possible fraud by tracking 
user behavior completely. For this 
purpose, for instance, the software 
determines the geo data and IP ad-
dresses of Website visitors, exam-
ines the period of time they spent 
there, and examines at which time 
and with which frequency advertise-
ments are called up. In combination 
with other features such as site call 
frequency  and  conversion  rates, 
you can get a picture that allows 
you to make conclusions whether a 
user is a regular visitor or a fraud-
ster. However, a warranty to com-
pletely prevent mean competition 
with help of such programs isn’t 
really given. 

The right mix is necessary 

For  many  marketers  the  advan-
tages of being able to address tar-
geted consumers is worth the risk 
of click fraud. However, it is recom-
mended to combine “pay-per- click” 
with other online advertising forms, 
even if it results in waste coverage. 
Beside the classical online market-
ing tools such as banner advertise-
ment or pop-ups,  according to a 
survey conducted by the TNS Emnid 
Institute,  consumers  are  sympa-
thetic to new, innovative advertising 
forms.  For example video clips- ei-
ther placed as a short film in a pop-
up or banner –get attention due to 
its moving pictures and awakens 
the user’s curiosity.  

And if you have high costs but no 
customers, there are alternatives, 
too. A health marketing-mix com-
prising  of  “pay-per-click”  -  an-
nouncements, classical online ad-
vertising forms and innovative ad-
vertising concepts is an effective 
and safe alternative to a pure key-
word advertising strategy. ◊ 

By Daniela La Marca 

From Page 28 —  Clicking fraud jeopardizes advertising budgets  
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T H E  F O U R  C O N S I D E R A T I O N S  T H A T  G U I D E  M E T R I C S  

Metrics need to be tailored for each 
brand and company with respect to 
its particular objectives. There is no 
magic number. Instead, smart mar-
keters use a combination of metrics 
that are guided by four considera-
tions: 

Determine your online advertising 
goals 

Define what you are looking to ac-
complish with your online campaign 
– site traffic, lead generation, 
online sales, offline sales, and so 
forth. Ask if your goals are relevant 
to the business results you seek. If 
they are not, why measure? Don’t 
confuse tactics with objectives. 

Make sure they are realistic 

Are the goals achievable within the 
time frames you’ve established? 
Are you able to assign the right re-
source levels to them with the right 
level of capability and focus? Do 
they require some future event to 
occur in order for them to be ac-

complished? 

Ensure that they are measurable 

We all know that business objec-
tives need to be stated clearly and 
quantifiably. Objectives that specify 
capturing 300 qualified leads in 30 
days or gross product sales of $9 
million in the next quarter leave no 
room for interpretation. Progress 
against them is easily measured, 
and you can use a variety of tools 
for tracking, from local spread-
sheets to rich analytical systems. 

Be certain you have the right met-
rics to measure your objectives 

There’s no point in tracking a spe-
cific metric, say average sale per 
visitor, if you don’t have the sales 
data, visitor data, and dates of sale 
at hand. Recognize that some met-
rics are easily available, some are 
easy to compute, some may need 
to be derived from multiple data 
sources, some may be proxies be-
cause direct measurement is not 

possible, and data quality may be 
quite variable. Be very clear about 
why you’re measuring, what you’re 
measuring, the quality of your met-
rics, and the confidence you have in 
them. Don’t waste time with metrics 
that don’t matter. Merely accepting 
data, no matter how cool and per-
suasive its presentation, will not 
give you the guidance you need to 
manage your brand, search adver-
tising campaign, or budget effec-
tively.◊ 

Click here to return to the contents page 
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Percent reach 

The percentage of individuals who 
visited a particular website among 
the total number of individuals us-
ing the web during a given time pe-
riod 

Planned impressions 

The number of impressions in the 
media buy for the particular site 
during a given time period. 

Target impressions 

The number of impressions in the 
media buy served to a particular 
target audience at that site. This 
number is derived from the total 
pages viewed at the site by the tar-
get audience as a percentage of 
total pages viewable at the site. 

Percent planned/target impres-
sions 

This shows the “demo conversion 
factor” for each entity - i.e., the fac-
tor used to convert planned impres-
sions to target impressions. 

Frequency 

The number of ads the average per-
son could be exposed to in a given 
time period. 

Unique visitor (UV) delivered 

The number of people in the target 
audience who will have the opportu-
nity to see an ad at least once. 

Percent reach delivered 

The percentage of the target audi-
ence who will have the opportunity 
to see the online advertisement at 
least once. 

Average frequency 

The number of ads the average per-
son in the target audience is ex-
posed to in a given time period.◊ 

Source:  The online advertising playbook 
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With the online tool of m-pathy.com  you can track the 
mouse movements of your Website visitor. Only a small 
java script has to be built into the site and m-pathy 
tracks all  movements a visitor has made with his 
mouse. 

On the m-pathy administration domain, you are then 
able to watch each individual session as a film, which 

means you can check the individual web page visit 1:1. 
Apart from the movements, the clicks and keyboard 
entries in a text field are indicated, too. 

It’s a great tool for usability tests and (currently) still 
free! ◊ 

T I P S  I N  M A K I N G  Y O U R  C O M M O N  W E B  A N A L Y T I C  T O O L S  W O R K  F O R  Y O U  

Tip 1: Tracking mouse movements of Website visitors - for free 

Tip 2: Google Analytics: Tracking of campaigns 

In discussions with other Google analytics users, it is 
conspicuous that most of them seem to use Google 
Analytics apparently only to find out how many people 
come on their web page. But Google analytics has 
much more to offer, having in mind one specific func-
tion, which is not so obvious, if you didn’t read the as-
sistance page – the option to track Internet campaigns. 
 

Let’s assume you would want to know how successful 
your sent newsletter has been:  
• How many clicks on your web page did it bring? 
• Which links have been clicked specifically in your 

newsletter? 
• Did some newsletter readers buy something in the 

end ?  

To get these questions answered, you only have to add 
various parameters to all URLs used in the newsletter 
and to do this easily Google offers a URL-builder 
(http://www.google.com/support/analytics/bin/
answer.py?hl=en&answer=27255). 
Google analytics evaluates the parameters automati-

cally with the call of these URLs and represents it e.g. 
under Google analytics > sources of access > cam-
paigns.  
 

It is obvious: This method does not replace any profes-
sional e-mail marketing tool. User segmentations for 
instance would have to be provided with Google ana-
lytics manually. But you can assign conversions to the 
respective campaigns and media, which is a very im-
portant factor for the evaluation of the profitability of a 
campaign. There is further information on this topic 
which is worth reading at the Google Conversion Uni-
versity.  

Tip 3: Google Analytics: Internal search 

If your internal search function of your Website isn’t 
already equipped with a statistics function, Google ana-
lytics could be the perfect tool “to implement” it belat-
edly. It analyzes and provides statistics that are very 
important to your business like identifying what visitors 
are looking for on a page, enabling you to adapt the 
offer appropriately if necessary. 

 

If the retrieval query is 
transmitted via GET 
request, witch means 
through URL parame-
ters, it would be e.g. in 

this way: http://www.domain.com/search.php?
request=product 

continues on Page 32 

http://www.google.com/support/analytics/bin/
http://www.domain.com/search.php?
http://www.google.com/analytics/conversionuniversity.html
http://www.google.com
http://www.m-pathy.com


Click here to return to the contents page 

Page 32 B U Z Z W O R D S  

W H O  S E T S  E - M E T R I C S  S T A N D A R D S ?   

Click here to return to the contents page 

h t t p : / / w w w . m e d i a b u z z . c o m . s g / s e a r ch . p h p ?
request=computer) and then it works the following 
method, which orients itself for instance at the docu-
ment for the search “search.php”: 

1. Google analytics tracking code in page template of 
the search (in the example search.php) insert. 

2. tracking 
3. Log-in into Google analytics 
4. “Content” > call up “Top Webpage” 
5. At the bottom of the Webpage enter “URL find with” 

the filter of the URL site, e.g. “search.php “ 
 

Immediately, all tracked URLs which contain 
search.php, get listed. And these are usually only those 

which were generated by a retrieval query on the web 
page.  

Thus you recognize the retrieval queries then in the 
URL; in the example above “computer”. 
If the URL is too long and can’t be indicated com-
pletely, then it would be best to generate a PDF in 
Google analytics.  There the whole URL is then dis-
played and you can see in the URL, which retrieval que-
ries were placed.  

It is of course not really ideal and comfortable, but per-
haps you have the chance to extract unnecessary con-
tents by yourself to receive a list that can be proc-
essed. In any case, top search queries are recogniz-
able.◊ 

From Page 31  —  Tips in making your common web analytic tools work for you 

The following industry bodies are among those leading 
the way in defining Web standards, protocols and e-
metrics: 

• Internet Advertising Bureau (www.iab.net) – “the 
industry's leading interactive advertising associa-
tion. Its activities include evaluating and recom-
mending guidelines and best practices, fielding re-
search to document the effectiveness of interactive 
media, and educating the advertising industry about 
the use of interactive advertising and marketing” 

 

• ABCe (www.abce.org) – “the source of independ-
ently audited data in Internet traffic measurement 
in the UK and Ireland using internationally agreed 
standards.” 

• ISO (www.iso.org) – “The mission of ISO is to pro-
mote the development of standardization and re-
lated activities in the world with a view to facilitating 
the international exchange of goods and services, 
and to developing cooperation in the spheres of in-
tellectual, scientific, technological and economic 
activity.” 

 

• IEEE (www.ieee.org) – 
“The IEEE ("eye-triple-E") 
helps advance global 
prosperity by promoting 
the engineering process 
of creating, developing, integrating, sharing, and apply-
ing knowledge about electrical and information tech-
nologies and sciences for the benefit of humanity and 
the profession.” 

• The World Wide Web Consortium (www.w3c.org) – “The 
World Wide Web Consortium (W3C) develops interoper-
able technologies (specifications, guidelines, software, 
and tools) to lead the Web to its full potential as a fo-
rum for information, commerce, communication, and 
collective understanding.” 

 
• The recently formed Web Analytics Association, with 

Jim Sterne and Bryan Eisenberg at the helm, is set to 
raise awareness of the importance of analytics and 
help define best practice. ◊ 
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Dear reader, 

This issue of Asian e-marketing intends to assist you in dealing with and us-
ing Web analytics and I hope you will find the reading useful. 
 

Empower your business, create more transparency and deploy web analytics 
for your advantage by pursuing continuously the measures in the Web with 
the simple push of a button. 
 

Web analytics has come a long way since it was referred to as only "looking 
at log file stats. Indeed online advertising looks nowadays a lot different. 
Conversion and accountability across multiple online channels (PPC, affiliate, 
SEO etc.) is getting more complex and current tracking systems allocate con-
versions to the last action, and search enjoys the benefits and value of all 
online marketing activities. 
 

Modern Web analysis has the ability to affect your marketing expenditures 
positively as due to accurate controlling purposeful decisions for better 
online marketing can be made easily and at lower costs. Efficient Web con-
trolling tools illustrate the behavior of Internet users on the own Web pages, 
show the conversion rates, and determine the origin of the visitors. A tedious 
search for log file or data base statistics is unnecessary thanks to analytic 
tools, which represent and prepare automatically substantial characteristic 
numbers. Web analysis is a great tool for companies to stay ahead of their 
competitors as it allows a fast reaction to changed visitor behavior and han-
dling online obstacles. Trends can be forecasted as you simply get to know 
your Web visitors well. 

Till November, 

Daniela La Marca 
Editor, Asian e-Marketing 
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