
The Web Analytics Asso-
ciation defines web ana-
lytics as “the objective 
tracking, collection, meas-
urement, reporting and 
analysis of quantitative 
Internet data to optimize 
websites and marketing 
initiatives”. Effective Web 
Analytics goes beyond re-
porting on and measuring 
a site’s business and 
sales performance, to in-
clude predictions of future 
market trends.   

Good analytics considers 
a company’s entire mar-
keting strategy and prac-
tices, embracing what 
works well, while discard-
ing what has proven inef-
fective.  

Search engine optimiza-
tion and marketing em-
powers companies to pre-
sent their website infor-
mation in a more user-
friendly and spider-friendly  
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A great deal has been said 
and written about the 
good, the bad and the ugly 
of web analytics.  

Niel Bornman, Accelera-
tion's Director of Online 
Analytics boils the debate 
into five of the biggest 
challenges we face as we 
implement analytics tools 
and the ways that we can 
deal with them.  

1. Overselling and under-
delivering 

Our problems start when a 
slick sales person from a 
web analytics company 
sells you the solution to 
end all solutions and you 
buy into it without consid-
ering the practicalities of 
implementation and adop-
tion.  
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The days of basic Web 
statistics are coming to an 
end. In fact, Web statistics 
are rapidly evolving into 
Web analytics.  

We now have the ability to 
monitor very reliably us-
ers’ paths through our 
sites. We can see what 
content is attracting them, 
and even from a visual 
perspective we can deter-
mine which sections of 
landscape on our pages 

are attracting people’s 
eyes most effectively. We 
can easily measure how 
modifying a few words/
links, or moving a picture 
will impact final conver-
sion events such as prod-
uct sales or user registra-
tion. We can understand 
which pages people are 
getting hung up on, and 
even which fields in a 
form people are getting 
bored or frustrated about, 
and abandoning the proc-

ess! These insights and 
more can enable us to 
make intelligent predic-
tions and decisions, based 
not at all on gut feeling. 

Webmasters and Web 
marketers are beginning 
to understand that hits 
and session counts, while 
interesting, provide little if 
any value when analyzing 
the productivity and effi-
ciency of your website. 

fashion, thus 
leading to better 
site visibility 
and, consequently, in-
creased online business 
and sales. Web Analytics 
is an important aspect of 
SEM. Analytics enables 
companies to effectively 
measure the advertising 
and marketing campaigns 
and tactics employed to 
increase online business.  

Asia’a Electronic Marketers Empowering  

Niel Bornman 
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Analytics invariably involves at least 
two major considerations: what type 
of activity is happening on the site 
and how well current marketing 
strategies are  faring?  

Web Analytics empowers companies 
developing their site business to 
better comprehend site visitors and 
how they react with that site, trends 
in site traffic, marketing campaigns, 
and conversion dynamics, among 
other important factors. 

Web Analytics also allows compa-
nies to determine the factors pre-
venting site visitors from following 
through on their conversion objec-
tives. It enables companies to iden-
tify different types of site visitors, so 
that they can discover who their 
best customers are and which mar-
kets are most lucrative.  

It enables companies to find out 
how the site operates, and to spe-
cifically target optimum search mar-
keting campaigns and/or strategies 
(i.e. Pay-For-Calls and Pay-Per-Click 
Advertising, SEO).  

Ongoing improvement in site per-
formance should be a central objec-
tive of Analytics and this valuable 
information should be shared with 
pertinent company personnel (i.e. 
Sales and Marketing) so that Web-
site and Marketing Campaigns can 
be fine-tuned. 

Understanding Web Analytics re-
sults is significantly enhanced when 
a company sets up an Ongoing Im-
provement Program based on Key 
Performance Indicators (KPIs). KPIs 
should be rooted in a company’s 
overriding business goals and the 
website’s role in meeting those 
goals. KPIs should be company-
specific, easily measurable, in line 
with long-term objectives, and 
agreed upon by all relevant person-
nel, specifically management. Two 
important KPIs worth measuring, for 
example, are cost per action and 
return on advertising spending. 
Several very good analytics solution 
packages currently available on the 
market can be employed to meas-
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ure KPIs (i.e. Coremetrics, Omniture, 
WebSide Story, WebTrends). In addi-
tion, advanced analytics is moving 
towards people, process and organi-
zation. As such, analytics is starting 
to embrace the entire marketing 
approach practiced by companies, 
so that the next step is towards de-
veloping a science of holistic ana-
lytics, not just web analytics. 

Effective web analytics thus, in-
volves more than just good report-
ing and measuring as well as mar-
keting predictions. It entails making 
a company’s online marketing ef-
forts accountable and throwing out 
what does not work, while keeping 
those that do, then building on 
them. Effective web analytics in-
volves taking decisive action sooner 
rather than later. Finally, effective 
web analytics aspires to be part of a 
greater whole, assessing a com-
pany’s marketing efforts as a whole 
and then taking action from there.◊ 
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This sets you up for disappointment 
from the start. Even worse, your en-
thusiasm for the solution may have 
led you to sell the tool to your boss 
and colleagues as the answer for all 
online marketing woes. Now you've 
sold the solution so hard, your boss 
and the rest of the company have 
completely unrealistic expectations 
of it. To top it off, your boss may 
know even less about online ana-
lytics than you, but was led astray 
by the same sales person and your 
support for the tool.  
 

All is not lost, but you will need to 
move fast to correct unrealistic ex-
pectations. Arm yourself with the 
knowledge to understand what can 
realistically be achieved within your 
organization. 

If you are working at a large corpo-
rate with many web sites, marketing 
initiatives, teams, etc, it might be 
difficult to effect change in the short 
term and you should take a longer-
term approach. If your company is 
small and nimble, then it might be 
easier to reset expectations and you 
may have a shorter timeframe to 
delivering some business value.  
 

2. Working with data discrepancies 

 Second on my list are data discrep-
ancies. Nothing kills the success of 
an online analytics solution quicker 
than distrust of the data, especially 
if you also suffer from problem 1. 
 

To add insult to injury, the need for 
financial balance requires all num-
bers to always balance out. If the 

numbers don't balance, people sus-
pect that you're doing something 
sinister, that the product isn't work-
ing or that you don't know what you 
are doing. 

When confronted with a data dis-
crepancy between your email sys-
tem and your web analytics tool, the 
first thing you'll want to do is hunt 
down the problem and fix it. After a 
couple of months and two nervous 
breakdowns, you'll probably come to 
the same conclusion that Avinash 
Kaushik did in his article "Data 
Quality Sucks, Let's Just Get Over 
It." 

As a first step to addressing this 
problem, realize that you are proba-
bly not comparing apples with ap-
ples.  
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Reporting meth-
odologies be-
tween tools dif-
fer and they 
may even track 
different things 
but they are 
given the same 
name. One ex-
ample is web 
analytics solu-

tions that claim to track click 
throughs from emails, but actually 
either track server requests or page 
views (in Net terms) long after the 
actual click through occurred.  
 

Even though the data does not bal-
ance, the important thing is that it 
stays within an acceptable range 
that allows you to make decisions 
based on the trends. Arm yourself 
with knowledge to understand the 
differences and equip yourself to 
better deal with the next discrep-
ancy. It does help to work with a 
consulting partner that has dealt 
with these situations before.  
 

3. Not enough action 

Everyone knows you should use 
data to make better decisions, that 
you should have leading indicators, 
that you should look at key market 
segments, but how many of us actu-
ally do? How many marketers pro-
gress beyond simply looking at data 
and sending out a report? How 
many actually take action? 
  

Complacency and the inability to 
take action probably spring from too 
much data and too little focus. Take 
some time to identify your key per-
formance indicators and how to im-
prove them. Take action! Don't fear 
the unknown and failure. Learn to 
view change as a good thing and 
help others to see it in a positive 
light, too. 
 

Ask yourself, "What would I do if I 
weren't afraid?" The worst that 

could happen is that you revert back 
to the old system because the 
changes you implemented didn't 
have the desired effect. You can 
always start again and look for a 
new answer.  

4. Integration headaches 

The fourth problem on the list ties in 
with the top three and is the lack of 
data integration between the vari-
ous online tracking tools. Many ven-
dors are promising integrations be-
tween all kinds of data. In reality, 
however, how the data is collected 
and when it is collected makes it 
difficult to integrate data sources as 
seamlessly as we'd like.  
 

This problem has no easy solution, 
but many smarter vendors are work-
ing non-stop to overcome this hur-
dle. They realize the future of their 
products may depend on whether 
they are able to provide you, the 
marketer, with the ultimate solution 
that combines all the online track-
ing that is currently available and 
also supplies you with leading indi-
cators and data mining on the fly 
capabilities.  

Work with a vendor and consulting 
partner that can help you overcome 
some of your internal integration 
problems.  
 

5. Reactive focus 

This leads me to the final item on 
my list, automated data mining. 
Amidst all the terabytes of data and 
all variations in behavior, how do 
you find the critical segments and 
key behavioral patterns? How do 
you get to know whom the people 
are that interact with you or (better 
yet) don't interact with you? 

Online data mining is currently 
driven by human analysis, as is 
most data mining. The problem is 
sifting through the volume of data 
and translating the results into 
meaningful action. 
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Another key problem lies in under-
standing all the variables at play 
well enough to be able to use one of 
the more traditional data mining 
applications.  

To predict what will happen, you 
need to understand what hap-
pened. But what if you could 
"accurately" predict the impact of a 
small change to your next cam-
paign, or better yet, not having to 
know how a specific segment wants 
you to interact with them online, 
simply trusting your solution to 
know how and to do it?  
 

Data mining and predictive model-
ing applications have been around 
for many years and there are some 
that can be used on web data. How-
ever, it would be great to see the 
leading web analytics vendors step 
up and start offering such solutions.  
 
In the meantime, you can start in-
vestigating some of the solutions 
available and if you can overcome 
problem 4, you may start to see 
some viable proactive results.  

Closing words 

All these problems show that the 
industry is in its infancy and that 
there is a lot of education to be 
done. Accept the fact that the data 
will not match 100 percent, but edu-
cate yourself to know how to use it 
anyway. Take continuous action. 
Accept that everything will not work, 
but know that if you don't start mak-
ing changes now using testing plat-
forms you will continue to see the 
same conversion or worse than you 
are now. ◊ 

 

By Neil Bornman, 
Acceleration's Director of  

Online Analytics at Acceleration 
eMarketing  

(http://www.acceleration.biz) 
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Advanced Web analytics are evolv-
ing quickly, and giving us incredible 
insight into users’ behaviors, ena-
bling us to make intelligent deci-
sions with our Web content. 

Until recently Web statistics have 
been generated by passing raw Web 
logs. There are several disadvan-
tages to this approach: 

Time and resources consumption 

On a larger website, the amount of 
sheer processing power required to 
analyze log files necessitates an 
additional server simply for that pur-
pose. And depending on the proc-
essing schedule, these stats can be 
anywhere from a day to a week be-
hind. 

Unreliability 

Log files track users by their IP ad-
dresses. In today’s world, where 
ISPs pool IP addresses and proxy 
servers cache data to serve to multi-
ple users, this is simply unaccept-
able. Trending algorithms can only 
guess at users’ paths and sessions 
by a text trail of IP logs. And a thou-
sand people may be viewing your 
website from a cache on the proxy, 
leaving you with information on only 
one hit from the proxy server itself! 

Partiality  

There is really only so much infor-
mation that a server can detect and 
record from a visitor. A few minor 
browser details can be seen, and 
the pages that are viewed. Nothing 
can be detected from the client’s 
perspective that tells what he or she 
does while on a particular page.  

Enter Web Analytics 

Coming of age however, is the on-
demand, hosted ASP Web analytics 
technology platform. According to 
many in this field, not only does this 
technology answer the limitations of 
log file solutions, but it also provides 
for a far more advanced, insightful 
perspective of Web users.  

How on-demand, Hosted ASP Web 
Analytics works 

Generally all of the major vendors 
take the same approach. You li-
cense their technology for use on 
your website, the cost varying based 
on monthly count numbers. Then all 
you need to do is install a small 
piece of JavaScript code on each 
page of your website, and you’re off 
to the races! If your site is main-
tained by a Content Management 
System, this could be an implemen-
tation time of only a few hours, per-
haps less! 

Don’t be too concerned by the use 
of JavaScript, as it’s only a very 
small percentage of visitors that 
disable it. What will happen for ap-
proximately 97 percent of your visi-
tors (the ones with JavaScript), is 
that the code will pull as much infor-
mation from the user's browser as 
possible –- which is quite a bit -– 
and return that information to the 
ASP’s server. This is usually accom-
plished by making a call for a dy-
namic, transparent, 1x1 pixel gif 
image, with the compiled informa-
tion encrypted into the request. The 
moment this information is logged 
at the ASP’s data store, it is immedi-
ately accessible. 

A side benefit to this method is that 
search engine and spider traffic is 
not counted as valid hits to your 
site, only real people! And the 
amount of information exchanged is 
so insignificant that it will not dis-
turb the user’s visit to your site. 

So, what sorts of unique advantages 
does this model provide webmas-
ters and Web marketers? You’ll be 
surprised just how many there are, 
so read on! 

The Advantages: Path Analysis 

With log file solutions, path analysis 
was at best not very good. It was in 
no way a proven science, but actu-
ally observed and applied trending 
techniques.  

This is because an analysis solution 
would have to process an enormous 
text log, try to identify a series of 
hits from the same IP address, and 
try to map them together. 

If the user hit the back button, the 
path was thrown off. If the session 
timed out, the user was granted a 
different IP from their ISP (common 
with DSL), then the path all but dis-
appeared. It’s also important to 
note that even if a true path could 
be obtained, it was by the filenames 
of the pages viewed, which are in-
credibly unreadable and useless in 
a large, managed website! 

With on-demand analytics, the path 
analysis is incredibly accurate. You 
can very easily see a snapshot of 
the top 10 most common paths by 
visitors, and plan your Web strategy 
and e-marketing based on that. 

Drop-Off Files 

These are pages where users are 
ending their visit to your site, either 
by closing the browser window or 
moving on to another website. With 
log file solutions, these could only 
be assumed by an end to the IP 
trail. But based on how unreliable 
we’ve established this to be, it’s 
very difficult to trust these stats. 

With ASP solutions, it’s quite reli-
able. While at first this may seem 
like just another statistic, it’s very 
important for two reasons: 
 

It enables us to examine the pages 
where people are dropping off, and 
change them. Are we not providing 
clear direction or navigation from 
that page to the rest of the site? Is 
the content boring or confusing? 
Making modifications where neces-
sary will decrease drop-off. 

The ASP solution can now build and 
deliver conversion funnels. 

continues on Page 6 
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Conversion Funnels 

A conversion funnel is ba-
sically a representation of 
the following: how many 

visitors, originating at point X, end 
up completing conversion event 
Y. Very importantly, it also tells us 
how many drop out along the way, 
and at which stage. 

You could very easily set a certain 
paid keyword as the point of origin, 
and depending on how many people 
come to your site and eventually 
buy your products after clicking on a 
particular keyword, you could deter-
mine the value of each click. This 
will help you strategically decide in 
which keywords to invest the most. 
 

You could make comparisons be-
tween channels (email, direct mail), 
see which are generating the high-
est conversion rates, and determine 
where to invest marketing time and 
money. 

When you look at the funnel, you 
can examine where in the process 
people are dropping off, and make 
necessary modifications to keep 
them from leaving. Are instructions 
too lengthy, or form error messages 
too frustrating? A conversion funnel 
will enable you to have this kind of 
insight. In fact, some of the more 
advanced offerings even enable you 
to see which fields in a form people 
are getting to before abandoning 
the process! 

Content/Landscape Analysis 

A very powerful tool that many ven-
dors provide is a visual mapping or 
overlay for your site that clearly 
identifies hot zones on each page –- 
indicators that visually display which 
links were clicked on, and how 
many times. This is a very powerful 
way to understand which pieces of 
content, which action words, and 
which sections of landscape are 
attracting peoples’ eyes, and gener-
ating clicks. This enables you to 
know where to strategically place 
campaign related links, so that 
they’ll receive the most click-
throughs. It will also identify under-
performing links, so that they may 
be moved or removed, leaving more 
attention for performing links. 

PPC Tracking  

Most of the top solutions are incor-
porating pay-per-click campaign 
tracking suites into their applica-
tions. In a situation where you’re 
bidding on keywords from multiple 
search providers, these suites 
would allow you to consolidate the 
information from all campaigns, per-
mitting you to monitor the perform-
ance of your keywords, and make 
suggestions as to which keywords to 
juggle to generate the best returns. 

Exit Pages  

It’s one thing to know which pages 
are the so-call "drop-off" pages, but 
it’s entirely separate and infinitely 

more insightful to know exactly 
where they’re going to. The more 
advanced solutions are able to 
monitor users’ clicks, and identify 
which of those clicks are on links 
pointing to pages external to your 
site or domain. If you can identify 
common exit pages, you can have 
these open in new windows, or de-
vise another means of allowing us-
ers to retrieve that external informa-
tion while still remaining on your 
site. 

Reporting  

This is of course where the power of 
hosted Web analytics shines 
through. No longer must we manu-
ally compile the needed reports 
from data that’s actually a week old. 
Not only are the reports real-time 
and instantaneous, but most solu-
tions provide canned reports com-
mon to B2C or B2B websites. With 
common functionality ranging from 
regularly emailed reports to Excel 
integration, it’s extremely easy to 
have relevant reports delivered to 
decision makers at all levels. 

Conclusion  

Advanced Web analytics solutions 
are going to be the "next big thing" 
as far as the Web is concerned. 
Marketers are being held more ac-
countable to deliver tangible num-
bers as results of their marketing 
spend, and the Web is no exception. 
So be prepared and arm your com-
pany website!◊ 
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We see, however, on these pages 
around 15 to 20 percent restora-
tions, reloads, for example through 
the F5 key or the like, which defi-
nitely falsifies the results. Moreover, 
it is here not about the metric 
"number of registrations" but the 
metric "page views" and this makes 
a difference. 

If you want to count the real regis-
trations, you need a close connec-
tion to the backend. The same ap-
plies for orders and leads or the 
like. It gets interesting when ques-
tions are asked like: "How many pur-
chases are made by which age 
group in the past month?" Then a 
dimension "age group" is needed 
that can be broken down according 
to the metric “orders”. An entity of 
this dimension "age group" would be 
for instance "30-39".  
The approach to the creation of 
metrics and dimensions is, firstly, to 
formulate the questions from the 
reporting correctly and then to de-
termine what metrics in which di-
mensions have to be presented. 
Only then the necessary technical 
implementation can get derived 
from it. 
 

Allocation of dimensions to metrics 
  

Ideally, metrics and dimensions can 
be allocated freely, but that is not 
the case with all Web analytics 
tools. Some tools collect, for exam-
ple, the visitor characteristics such 
as age or gender et cetera only in a 
selection of available metrics, for 
instance only traffic metrics, al-
though a resolution of these dimen-
sions according to success metrics 

such as newsletter registrations can 
provide important information, too. 
 

Correlation of dimensions 
 

Dimensions present characteristics 
of certain events, but sometimes an 
attribute alone is not enough to gain 
the designated information. For a 
metric "newsletter registration" can, 
for example, the dimensions of "sex" 
and "zip area" be defined. But indi-
vidually, these dimensions still don’t 
give an answer to the question how 
many newsletter applications result 
from female visitors from Manila in 
the past month. For such a question 
there has to be established a corre-
lation between the dimensions "sex" 
and "zip code", whereby only corre-
lations between dimensions that 
are measured in the same metrics 
are feasible.  
Currently, only high-quality Web ana-
lytics tools are able to correlate di-
mensions, although often only the 
correlation of two dimensions is al-
lowed. The question of how many 
newsletter applications have been 
carried out by female visitors aged 
18 to 30 years from Manila in the 
last month can however only get 
answered with the correlation of 
three dimensions, namely sex, zip 
code and age. The flexibility in the 
correlations is yet another distinc-
tive feature of Web Analytics tools. 
In many cases, the correlations are 
provided and cannot be changed by 
the customer. But since the choice 
of the dimensions and correlations 
has decisive influence on meaning-
ful reporting, you often can’t waive 
the user defined choice of correla-
tions. 
 

Reporting 
 

When it comes to reporting, the re-
sponsible decision makers and em-
ployees should be informed regu-
larly about the latest target achieve-
ments and any potential weak-
nesses that come to attention.  

Dimensions and metrics provide the 
basis for business relevant informa-
tion of a Website, out of which re-
sult two important consequences.  
The detailed planning of metrics 
and dimensions lays the foundation 
for Web analytics. A good basis for 
the determination of the used di-
mensions generates the questions 
that the Web analytics system 
should answer. The answers to 
these questions will be subsumed 
for the decision makers in the re-
porting. After selecting the neces-
sary dimensions, the choice of the 
appropriate Web analytics tools has 
to be carried out to provide the de-
sired information. 
 

As the available tools differentiate 
significantly, the accuracy of the 
specification is particularly impor-
tant. The following shows you some 
criteria that can help to examine the 
suitability of the tools for the own 
Web analytics tasks. 
 

Interrelation of metric, dimension 
and entity 
  

The set-up of your own statistics in 
the Web controlling does not have 
to end with the standard metrics 
"page views", "visits" and "visitors". 
Most programs in this environment 
offer evaluations of these metrics 
according to dimensions such as 
domain names, Website areas, or 
navigation hierarchies. By defining 
own metrics however, mistakes are 
repeatedly made and it is not rare 
that metrics, dimensions and enti-
ties are simply confounded and jum-
bled. Thus, the counting of success-
ful registrations represents an own 
metric. Simple, as this is just a 
counter that can be displayed over 
time: yesterday one hundred, today 
two hundred registrations.  
 

The first and most common problem 
in this context is that in a “quite 
simple” implementation of the page 
only the acknowledgment page 
"Thank you ..." is counted.  

continues on Page 9 
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The performance of the reporting 
has a significant influence on the 
acceptance among users and thus 
on the overall success of the Web 
analytics project. 
The following aspects help in as-
sessing the reporting functions of a 
tool:  
• Can dashboards be established 

in the way that they display the 
figures individually, for example 
in relation to the role or function?  

• Can dashboards and reports 
send automatically scheduled e-
mail, for example, PDF files?  

• Is it possible to design data 
groups and user rights for the 
access to the reporting?  

In addition, the reports should be 
documented in order to explain 
"outliers" in the figures. 
 

Key Performance Indicators (KPI)  
 

With the KPI, collected on the basis 
of dimensions and metrics, the nu-
merous indicators are consolidated 
to meaningful success factors for 
the online business.  
 

The following aspects help in as-
sessing the KPI functions of a tool: 
•  Can own KPIs get defined? 
• Can objectives (set points) be 

specified for the KPIs? 
 

Performance-Marketing 
 

Web analytics data form the basis 
for decision-making regarding possi-
ble business optimization measures 
or idle potentials in the online area 
respectively. The duties of the per-
formance marketing can be done 
significantly more efficiently with 
integrated solutions than with allot-
ted systems.  
The following aspects assist in the 
evaluation of a tool - as for example 
the integration of SEM activities: 
  

• Can the performance of search 
engine marketing activity be 
measured? 

• What search engines can be 
administered? 

 

Selection of a suitable Web ana-
lytics tool  
 

An ideal “short list” of suppliers 
leads to at most three different 
tools which undergo a further com-
parison.  
Experience has shown that a longer 
list of suppliers and more offers do 
not necessarily mean a better basis 
for decision-making. Rather it is cru-
cial to make such accurate informa-
tion, possibly about the various cri-
teria as for example KPIs, dimen-
sions and metrics that can be inte-
grated into the reporting. 
In order to be able to make an ap-
propriate pre-selection of Web ana-
lytics providers you should take a 
look into the shopping guide of Ideal 
Observer. Based on the criteria 
listed there a pretty long list can be 
created, which should then be lim-
ited by means of primary criteria on 
a manageable number of manufac-
turers - whereas not more than 
three are really recommendable: 
• Economic position of the provider  
• Underlying license scheme  

References, active and passive, 
with preference on solutions that 
have similar business models as 
a basis as the site to be meas-
ured. 

• Readiness for marketing of the 
product. 

• Consulting and service compe-
tence of the provider 

 

Manufacturers in the still relatively 
young market "Web Analytics” often 
tend to an aggressive sales strat-
egy, which sometimes can really 
lead to "overselling”.  
In order to avoid here unpleasant 
surprises, the tender documents, 
including Request for Information 
(RFIs), should describe the require-
ments as accurately as possible and 
weigh demand. Otherwise occurs 
what we name in projects the "100 
percent syndrome": All invited sup-
pliers to the bidding meet the re-
quirements one hundred percent.  

This effect can be expected if far too 
banal performance figures are 
asked in a too general way. 
 
 

Evaluation of tools 
  

An effective means of assessing the 
performance of software programs 
is the evaluation, where for a limited 
period, in a limited but representa-
tive scenario, a number of tools for 
evaluating the capability are "test 
driven". 
Web analytics deal with the meas-
urement of success criteria on Web-
sites that include in particular those 
KPIs that show the economic suc-
cess of Websites, portals or shops. 
In general, these KPIs aren’t trivial 
and require adequate expenses re-
garding the technical integration of 
the tracking tools. Insofar compa-
nies run into two possible problem 
areas by evaluating such tools: 
• Either the evaluation avoids the 

major technical effort and instead 
carries it out on the basis of primi-
tive figures - then the result is not 
representative and leads again to 
the "100 percent syndrome".  

• Or the company tries to imple-
ment all KPIs with the tools that 
have to be evaluated, so that the 
economic framework (ROI) of the 
project is at risk. 

 

Experience shows that particularly 
those projects resulted in substan-
dard outcomes, where a large num-
ber of manufacturers with trivial 
requirements have been taken for 
an evaluation. Project durations of 
more than one year, with following 
predictable statistics, were unfortu-
nately the result - apart from an irre-
producible economy for such a pro-
ject handling. Rather, it has to be 
assumed that the total expenses for 
the implementation of the evalua-
tion can neither be amortized by a 
better decision as more economic, 
nor the selection of a supposedly 
better provider.◊ 

From Page 8 — Criteria for Selecting Web Analytics Tools  
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Usually you need an inter-
disciplinary project team to intro-
duce a Web analytics system where 
business management, marketing, 
IT and engineering respectively of-
ten work with external service pro-
viders and consultants. The objec-
tive of the project management is 
to contribute knowledge and re-
quirements from all areas to guar-
antee profitability. The approach to 
conduct a Web analytics project 
exclusively through marketing or IT 
usually does not bring in optimal 
results: 
 

□ The IT managers tend to focus 
more on technical feasibility which 
leads to more technological indica-
tors and which in turn are usually 
not really the relevant key figures 
for business success. 
 

□ The marketing team usually im-
plements relevant performance 
figures in the project, but works in 
cooperation with external service 
providers, often around structural 
island solutions that can’t or only 
with difficulties, get integrated into 
the information technology infra-
structure. 
 

□ Ideally, the executive board man-
ages the project with members 
from all involved functions in a 
classic matrix organization. The 
focus of the project management is 
primarily on the profitability of the 
Web analytics introduction meas-
ured in return on investment (ROI) 
on the integrated technical imple-
mentation and concentrated on the 
essential Key Performance Indica-
tors (KPIs), which actually repre-
sent the strategic objectives of the 
company. 
 

Planning of a Web analytics system  
 

Although the planning of a Web 
analytics system is different for 
each company, there can be devel-
oped a general guideline that 
points out the most important 
steps. 

Best Practice 
 

The success of Web Analytics pro-
jects stand or fall with the design of 
the online activities. If the Internet 
concepts already have a relevant 
reference to the business strategy, 
they are usually stable and contain 
the main KPIs. 
With the focus on the relevant fig-
ures, which are individually tailored 
to the particular businesses and 
own strategy, the selection of possi-
ble tools and manufacturers respec-
tively is automatically reduced.  But 
if on the other hand due to a lack of 
preparation only general figures 
without reference to the specific 
task of the company’s Web ana-
lytics system has been asked for, 
many tools can meet these require-
ments. In this way, the entire project 
starting from the introduction stage 
is clearly bloated, thereby putting 
pressure both on time and finances. 
The setting of a task should be de-
fined so far in advance that only 
about three possible solutions pro-
vider come into consideration as a 
partner. These candidates will then 
be examined and evaluated regard-
ing completion of specifications in 
order to come with an adequate 
effort. 
 

Duration of the project and project 
expenses 
 

The duration for the introduction of 
a Web analytics system depends of 
course heavily on the requirements. 
As a rule, approximately three to six 
months have to be planned in for 
the handling of complex Websites. 
Due to the large number of partici-
pating members from various func-
tions and the close connection with 
the business strategy, shorter pro-
ject durations are rarely reached. 

It is relatively difficult to make gen-
eral statements of expenditures for 
Web analytics projects, as require-
ments and technical implications 
according to Website, program pro-
ducers, and project organization 
can be diversified. 

In general however, for 
the calculation of ex-
penses, the following 
rules can be consulted: 
  

• The HTML elements that have to 
be integrated in the Website - 
tracking pixels, landmark – are 
set up very different from manu-
facturer to manufacturer and re-
quire very different back-end inte-
grations with complex dimensions 
and metrics. Generally, these 
HTML elements are completely 
incompatible in nature between 
manufacturers – an exchange of 
the provider leads at least to a 
completely new technical integra-
tion of the new provider, which 
has of course an impact on poten-
tial evaluations of tools.  

 

• The project phases - planning/
conception and validation - should 
be overall calculated with at least 
thirty percent of the expenditure.  

 

• Even if the technical integration is 
often mistakenly regarded as triv-
ial, an accurate integration con-
cept should be developed and it 
should pay heed to the fact that 
all KPIs and their illustrations in 
form of specific tracking elements 
in the pages are documented 
properly. Otherwise, a subsequent 
maintenance is not feasible. The 
expenses for it have to be calcu-
lated and scheduled. 

- - - - - - - - - - - - - - 
An exemplary project plan 
  

1. Creating a catalogue of require-
ments with the following as-
pects: 

 

• Key Performance Indicators 
(KPI) for the mapping of rele-
vant results from online ac-
tivities. 

 

•  Web scorecards to summarize 
the KPI and to compare them 
with the nominal values. 

W H A T  I T  T A K E S  T O  I M P L E M E N T  A  W E B  A N A L Y T I C S  S Y S T E M   

continues on Page 11 



Page 11 B E S T  P R A C T I C E S  &  S T R A T E G I E S  

Click here to return to the contents page 

• Breakdown of internal and 
external marketing activities. 

 

• Requirements of the report-
ing function with necessary 
formats, opportunities of 
user administration, distribu-
tion of reports and automa-
tion options.  

 

• Integration of data (import, 
export), interfaces to other 
“data worlds” such as data 
warehouse and inventory 
management system.  

 

• Information from other infor-
mation systems such as for 
instance the return rate from 
the ERP system. 

 

2. Development of the optimization 
potential and monetary valuation 
which is necessary for the ROI cal-
culation. 
 

3. Developing of a Request for Infor-
mation (RFI) for the selection of 
Web analytics tools and their manu-
facturers respectively. The RFI listed 
in the criteria should allow an indi-
vidual assessment and be weighted 
in accordance with the require-
ments of the company. 
 

4. Choice of an appropriate tool. 
Ideally, the chosen solution should 
be profitable within a maximum of 
24 months. 
 

5. Creation of a technical implemen-
tation concept with appropriate pro-
ject plan. 
 

6. Integration into the Website and 
first validation of the measured 
data. The plausibility test helps at 
this stage, with a large amount of 
figures possibly to identify vulner-
abilities. 

 

7. Set-up of the user administration, 
preparation and configuration of the 
reports. 
 

8. Positioning of the Extraction-
Transformation-Load (ETL) for the 
data flows into other information 
systems. 
 

9. Detailed validation of the figures. 
This phase sees the fine-tuning of 
the system, where if necessary, cor-
rections in the technical implemen-
tation have to be carried out. Fur-
ther needs that do arise only in the 
course of the project are realized at 
this stage. 
 

10. Project approval and launch. At 
this point starts the regular planning 
process of planning, measuring, 
analyzing and optimizing which en-
sures the success of the project. 

 

Tip 
 

A commitment to comply with the 
actual requirements, combined with 
a defined right of withdrawal, helps 
to sort out those suppliers that in 
principle meet in the first round all 
requirements, but can’t deliver later 
in the required form.  
 

The selection of only a few individ-
ual and important KPIs reduces also 
the costs for the technical imple-
mentation on the Website that 

represents a major part of the over-
all project. It is recommended not to 
define more than 5 KPIs per role.  
If on the other hand, the used tool 
due to inaccurate preparatory work 
has to be changed during the imple-
mentation, the needed effort is al-
most as high as with a new project. 
 

Budget and profitability 
 

Web analytics systems aim for eco-
nomic success of the company, with 
the consideration of returns on in-
vestment (ROI), profitability and/or 
economic efficiency, a central as-
pect. 
 

On the expenditure side, the follow-
ing has to be taken into considera-
tion: 
•  Expenses for marketing cam-

paigns  
• Expenses for Website optimization  
• Costs for analysis and evaluation  
• Cost for the Web Analytics Tool 
  
On the other hand, there are cost 
reductions and result improvements 
respectively through: 
• saving potential  with marketing 

actions (waste coverage, macro 
conversion) 

• improvement of the micro conver-
sion 

• increase of the efficiency  
• increase in sales and leads 
 

Based on a given period of twelve to 
twenty-four months, the introduction 
of a Web analytics solution should 
become profitable, according to this 
the required budget has to be pro-
vided - see also paragraphs 1-3 and 
9 of the project plan.◊ 
 
 

From Page 10 — What it takes to implement a Web analytics system  
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While the initial introduction of a 
Web analytics tool represents a 
completed project, Web analytics 
means to go through a continuous 
loop that can be described as fol-
lows:  
 

Planning 
It is necessary to define marketing 
goals to identify Key Performance 
Indicators (KPIs) and to make them 
measurable. 
 

Performance Measurement 
 

It means the monitoring of ongoing 
operations to ensure acting in time 
in case of relevant deviations from 
the target settings. 
 

Analysis 
 

It is important to evaluate the web 
statistic data in terms of target set-
ting and business objectives. 
 

Optimization 
 

It is essential to implement from 
the analysis derived policy recom-
mendations and to measure and 
analyze again the reactions to the 
changes . 
 

What distinguishes Web Analytics 
projects? 
 

They are interdisciplinary, often 
technically demanding and usually 
strategically aligned and have to 
adapt fast to new requirements. 
 

Interdisciplinary 
 

Web analytics projects are basically 
interdisciplinary and often enter-
prise comprehensive. They span a 
very wide range of necessary know-
how in order to be carried out suc-
cessfully: 
• Comprehensive marketing knowl-

edge 
• Special expertise in online mar-

keting whose instruments and 
pricing models, such as search 
engine optimization (SEO), 

search engine marketing (SEM), 
affiliate marketing, e-mail market-
ing and cross-media campaigns 

• Knowledge of the business model 
and strategy of the company 

• Knowledge of the processes in the 
company itself 

• In depth knowledge of IT, Web 
and other infrastructure 

• Skills in controlling and reporting.  
• And if so, knowledge in the area of 

data warehousing and business 
intelligence 

 

Web Analytics projects require a 
purposeful collaboration of different 
departments within a company. 
Marketing, sales and technology 
have to speak a common language 
in order to define the requirements 
of a Web analytics solution.  
It is necessary to bring together and 
merge the specifications of market-
ing and sales with the IT develop-
ment department and external ser-
vice providers as the complexity of 
the project implementation is often 
underestimated. 
 

Technically demanding 
 

Web analytics projects are techni-
cally demanding as it is ultimately 
about the processing of mass data 
in virtually real time.  
It is important to understand how 
active elements have to be inte-
grated into the site, how transaction 
processes are mapped, payment 
systems, credit systems, external 
databases and merchandise man-
agement systems are included, and 
internal and external marketing ac-
tivities can be measured. Additional 
tools such as bid-management tools 
or behavioural targeting solutions 
have to be involved as well as data 
from external online marketing and 
performance marketing service pro-
viders. If external service providers 
are taking over some areas of the 

online market-
ing, it is nec-
essary to inte-
grate these 
success met-
rics into the 
own tools or-
der to get a 
holistic view of 
the online 
marketing ac-
tivities. 
 

Strategically 
 

Web Analytics projects are sup-
posed to provide the data for the 
strategic development of the Web-
site and the company and therefore 
the collected figures should bear a 
strong reference to the business 
model. In addition, the tools should 
provide the basis for a successful 
online marketing. These data 
should be collected almost in real 
time, valid and reliable, and then 
made available detailed and aggre-
gated. 
Web Analytics system requirements 
are subject to permanent changes 
and adjustments: 
• Change of the Website structure 
• Change of the Website’s transac-

tion processes 
• Change or extension of the busi-

ness model 
• Marketing measures as “mini-

projects" 
• New advertising partners, new 

forms of advertising, new adver-
tising, new billing models 

• Further technological develop-
ment of the site 

• Integration of new tools and tech-
nologies 

It is essential to take these changes 
into account in project planning and 
tool selection.◊ 

T H E  W E B  A N A L Y T I C S  L O O P  A N D  W H A T  D I S T I N G U I S H E S  
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What if you as a search marketer 
are presented with one of the fol-
lowing scenarios? 

Scenario 1: A new design/creative 
element that is catchier has been 
proposed or finalized for your site 
or page. But seeing the search rank 
for your site in the major search 
engines, there is a fear of losing 
that position to your competitors. 

Scenario 2: In your website, there 
are a lot of pages which were ex-
pected to produce good conver-
sions, but haven’t met your expec-
tations. 

The common thread in these two 
scenarios is the fact that an A/B 
split testing could be employed to 
improve the conversions or finalize 
on the new design/creative, and 
the list may go on. 

With an ever increasing number of 
businesses on the web, there is 
also a need to be able to reap posi-
tive results out of it. To be able to 
draw a visitor’s attention, site de-
sign plays a great role. Implement-
ing changes without a rational ap-
proach may turn out to be a dam-
aging step. You make some 
changes and later wonder which 
change has finally given you more 
profitable visitors. Done the right 
way, you will successfully be able to 
analyze what actually lures visitors 
to your site and what leads to a 
greater conversion ratio. 

The bottom-line is that the objec-
tive of any website be it for lead 
generation, brand recognition, 
online sales, etc, can be reached 
by the method of A/B testing. 

What exactly is A/B testing? 

A/B testing a web page is a scien-
tific way of reaching at your Web-
site goal through optimization. It is 
one of the simplest and easiest 
forms of testing. It aims at testing 
two alternatives at the same time 

by displaying them to two different 
visitor groups, all in real time. It’s 
basically a relative term where item 
‘A’ is tested against item ‘B’. The 
application of this concept has been 
there for a long time preceding 
Internet, though of late it’s gaining 
popularity among website owners 
and web marketers. 

The concept of A/B split testing is 
essentially to determine which ele-
ments of a web page help in the 
better performance of the web page 
and which do not. These elements 
may include Page header, Creatives, 
Fonts, Layout, Bullet list or Number 
list, Button, etc. The possibilities are 
numerous. 

A/B testing is a process of continu-
ous or incremental improvements. 
With marginal changes in the page 
applied one after another, the page 
can be improved drastically with all 

the necessary changes which until 
before the test were doubtful. 

Why A/B test? 

If Web Analytics is working for you 
then you can’t let your eye off A/B 
testing. When every conclusion is 
met after a detailed analysis, then 
you should also probably do the op-
timization work after proper A/B 
testing on the site. Blindly going 
ahead with a crucial step such as a 
change in web page only leads to a 
lot of questions. For example, was it 
the leader board that caught the 
attention or was it the skyscraper? 
Did the text hyperlink get clicked 
more or the button? Should the bold 
headline at the top of the page be in 
red color or black color? Will a 
longer headline be better than a 
shorter headline? Answers to all 
such questions related to your site 
will tend to remain a mystery unless 

T H E  I M P O R T A N C E  O F  A / B  T E S T I N G  I N  W E B  A N A L Y T I C S  
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From Page 13 — The Importance of A/B Testing in Web Analytics 

there is a proper set up to test the effect of these 
changes. The answer to this is simple – A/B testing. 

How to do it? 

A/B testing has already proven its worth. To start with it, 
there are tools or services provided by companies which 
help in managing such tests. These solutions can be 
either hosted solutions or stand-alone products. The 
hosted solutions are more popular, because it is as sim-
ple as pasting a script on all the pages of your website. 
Almost all the solutions are priced based on the Page 
Views served during the test, and most of them offer a 
few days of trial for you to evaluate the capabilities. 

Here are some of the popular tools: 

Vertster 

Vertster offers A/B Testing as well as Multivariate Test-
ing solutions. Using Vertster's A/B testing module, you 
can have the rotation of elements in either a sequential 
fashion or in a variable rate. In sequential rotation, one 
element is served to every other visitor. In Variable Rate 
Split, the client can decide on what percentage of users 
should be served an element being tested. Vertster also 
has a solution for Multivariate Testing which is based on 
the famous Taguchi algorithm. 

Offermatica 

Offermatica offers a hosted solution for A/B Split Testing 
as well as MultiVariate Testing. Their solution splits visi-
tors into two segments randomly and displays one of the 
two desired elements that are being tested. In Multivari-
ate Testing, Offermatica's solution allows you to test only 
a subset of all the possible combinations of elements. 
The outcome of the rest of the combinations is pre-
dicted based on their statistical model. At the end of the 
test period, the solution gives the winning combination 
of elements. It also notes a combination that it predicts 
to be a potential winner, with the leverage of its statisti-
cal model. 

PageLab 

PageLab comes from the SiteLab staple that has all the 
tools required right from website building to optimiza-
tion. It’s important to bear in mind that the PageLab 
software provides solutions only for A/B testing and not 
Multivariate Testing. The highlight of this software is that 
after establishing sufficient data, the PageLab software 
automatically determines the page-element that is re-
sulting in maximum conversions. PageLab then starts 
serving that element to both the visitor segments, 
thereby taking the decision by itself.◊ 
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search marketing effectiveness – 
45% of them said that tracking 
search marketing effectiveness is a 
problem. 

JupiterResearch also advices that 
search marketers should also evalu-
ate the synergy between paid 
search and search engine optimiza-
tion (SEO). With 37% of search mar-
keters equally performing paid 
search and SEO campaigns, the per-
formance evaluation of both these 
listings must come from the analytic 
packages. 
 

Measurement of direct response 
objectives continue to lead over 
measurement of branding objec-
tives among search marketers. Yet 
despite this, the research firm ob-
serves that search marketers tend 
not to measure for each of these 
goals. Measurement tactics should 
include the following: 
 

Campaign metrics 
According to JupiterResearch, mar-
keters tend to measure the means 
to the end more than they do the 
end itself. Click-throughs and im-
pressions are the most used simply 
because they are the easiest to 
measure. 
 

ROI metrics 
Measuring relatively longer-term ROI 
of visitors will become important 
when it comes to the direction of 
spending as well as accurate attri-
bution of keywords, search engines 
and campaigns. For example, the 
ability to evaluate a visitor’s behav-
ior from a search engine over time 
will help marketers identify relevant 
user segments.  
 

JupiterReseach em-
phasizes the need to 
focus on conversions 
and ROI metrics 
thereby continuously 
creating metric groups aligned with 
search marketing goals such as pur-
chase, registrations and sign-ups. 

As search marketing and tactics 
become more ubiquitous and in-
creased marketing dollars go to 
SEM, marketers will require meas-
urement practices to justify their 
expenses. Additionally, as the cam-
paigns grow in sophistication, Jupi-
terResearch notes that marketers 
must go increasingly deep in terms 
of features and complexity. Accord-
ing to the company, entry-level prod-
ucts from Google and very shortly 
from Microsoft with Project Gati-
neau, allow marketers to get started 
at no costs, but add that these tools 
often lack valuable metrics. Of 
course, sophistication of tools will 
also depend highly on budgets. Inte-
grating multiple analytics packages 
to evaluate the same goals or con-
versions will be tricky and could 
lead to discrepancies warns Jupiter-
Research.  
 

Finally, the company also adds that 
more resources will be required to 
understand appropriate metrics and 
align them with campaign goals. 
While the cost of analytics tools will 
not significantly increase, search 
marketers have to be aware of the 
additional personnel required. 

Above all, marketers have to con-
stantly bear in mind that their ana-
lytics tools are always aligned with 
their search marketing goals in or-
der to effectively track perform-
ance.◊ 

Do you know that 81% of search 
marketers use third-party analytics 
tools to measure search campaign 
performance? At the same time, 
tracking search engine marketing 
(SEM) effectiveness remains a top 
concern of marketers. 

 

With the number of analytics ven-
dors offering search products on the 
rise, JupiterResearch stresses that 
marketers must facilitate tool inte-
gration while assessing relatively 
longer-term return on investment 
(ROI) metrics and easy-to-track cam-
paign metrics. 
 

Research from the analyst firm re-
veals that search engine packages 
such as Google Analytics are fast 
gaining favor with search engine 
marketers. According to the com-
pany in 2007, 20% of search mar-
keters, comprising mainly of small 
marketers, used this free tool to 
measure the effectiveness of their 
search campaigns, up from 16% in 
2006.  
 

The study also shows that market-
ers who use hosted applications 
such as Omniture or Coremetrics 
are most satisfied with search ROI, 
followed by marketers who use mul-
tiple analytic packages. The need 
for use of multiple analytic pack-
ages arises from the need to cap-
ture a variety of data – on search 
engines, site-search tools and of 
course, Web analytics.  
 

A major concern of these marketers 
though centers around tracking 
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get the right picture of whether his 
marketing expenditures are profit-
able within the budget.  
As in the end, especially due to the 
automation of online marketing, 
huge advertising budgets can be 
spent fast. 
 

Web Controlling Cycle 
 

Website operators should look at 
Web controlling not as a technical 
solution but as a strategic process. 
Only then can the potential of an 
intelligent online analysis be really 
effective. Therefore, companies 
should know their objectives and 
what Key Performance Indicators 
(KPIs) the analysis of their online 
activities intends to cover - before 
the integration of a new solution. 
  

But what exactly lies quiet behind a 
success-oriented Web controlling? 
 

The principle of control implies in 
particular that it is not only about 
observing and analyzing the inci-
dents around the own online activi-
ties. The key figures and insights 
are rather part of a closed process 
chain that triggers new measures.  
Be it the navigation structure of an 
information portal, the order proc-
ess of an Internet shop, or the eco-
nomic analysis of the current mar-
keting campaign - the control of 
Web activity is a cycle of four steps:  
1. At first, targets have to be identi-

fied and then appropriately the 
visitor numbers. 

2. Figures resulting from it can now 
be analyzed and can, if neces-
sary, entail optimization meas-
ures. 

3. The cycle starts again when the 
effectiveness of the introduced 
improvement measures get ana-
lyzed again. 

 

Web site operators who include this 
closed loop into the process struc-
ture of their company can exploit 
the potential of a comprehensive 
Web controlling solution to its fullest 
extend. 

Key figures and performance indica-
tors  
 

Generally, the cost turnover ratio 
and the conversion rates are among 
the central KPI of an Internet pres-
ence. This applies of course espe-
cially to online distributors. Signifi-
cant analysis results are not only for 
the sale but also essential for the 
creation of attention. Such control-
ling plays a crucial role in particular 
when the specific positioning of new 
content is important. Online publica-
tions have e.g. important news and 
current information is always placed 
where it is best perceived. 
 

Key indicators are made up of a va-
riety of different performance fig-
ures. These basic data include con-
crete, directly derived results such 
as page views, visitor numbers, ori-
gin, date of visit, sales or retention. 
By using statistical calculation for-
mulas these key figures are com-
bined to a determined KPI. In this 
way, complete information and dis-
tribution processes can be observed 
and the Website operators are able 
to recognize at a glance, where they 
lose their visitors. Furthermore, it 
brings to light where in particular 
large numbers of navigation breaks 
take place. In the end, even geo-
graphical reach analysis of the Web-
site users to the point of city level 
can be conducted. Moreover, mar-
keting campaigns such as keyword 
advertising, banner advertising, af-
filiate marketing, or search engine 
optimization can undergo a holistic 
success and efficiency control. 
 

Straightforward solutions for new-
comers 
 

If a Website operator can identify 
the requirements for the controlling 
of his Internet presence and deter-
mine strategic targets, some of the 
important criteria for a successful 
online analysis care are already ful-
filled.  

More than two thirds of active Inter-
net companies analyze their online 
activities with success, as a recent 
study by the Aberdeen Group 
shows:  

 

The top users in 
this research are 
pleased with 75 
percent growth 
among the first 
time clickers and 
a longer dwell 

time of 78 percent. The secret is an 
adequate Web controlling solution 
and the continuous implementation 
of clearly defined objectives. 
  

Only those who keep an eye on their 
online presence are able to im-
prove, if necessary, their Internet 
activities and optimize this continu-
ously.  
 

This maxim applies to all who are 
using the Internet as a strategic 
foothold without exceptions. 
Whether retailer, news and informa-
tion portal, insurance and banking 
industry or travel portal, with the 
community thought of the Web 2.0, 
personalized and automatically con-
trolled Website content comes obvi-
ously more and more to the fore, 
particularly for publishers and op-
erators of news portals. 
 

The study of the Aberdeen Group 
proves just how lucrative sophisti-
cated Web controlling can be for 
any kind of user. For example, web-
site operators that know how to ex-
ploit the full potential of their analy-
sis tools show, besides some other 
advantages, an increase of the con-
version rate by up to 68 percent. 
 

Such an impressive growth appears 
of course positive on the balance 
sheet and dispels any doubts on the 
meaning and purpose of a compre-
hensive online analysis. The possi-
bilities of an intelligent control even 
transcends optimizing its own web-
site. Because who uses Web con-
trolling tools can in addition always 
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shelf packages graded by price and 
performance.  
 

Normally such pre-defined standard 
solutions turn often out to be more 
cost-effective for users with small to 
medium visitor traffic.  
The set-up costs for the introduction 
of such a system are by the way 
marginal if there has been good 
preparation. The technical imple-
mentation is already completed with 
the integration of a counting code 
on the Web site of the operator. In 
principle, Website owners shouldn’t 
count on cheap no-name products, 
although, at first sight, there can be 
some cost savings. Renowned ser-
vice providers usually guarantee 
more security and accuracy due to 
the wider spread of their service, 
which can translate into possible 
cost savings.  
 

Insights in real time 
 

Besides strategic and financial de-
liberations, the currently available 
Web controlling products on the 
market should of course also be 
selected from a technical point of 
view.  
Thereby one performance feature 
appertain to particular attention 
besides the integration of Web con-
trolling solutions: Only with a real-
time-capable solution a target-
oriented, closed loop control can be 
realized. It lies in the nature of the 
Internet that its contents are sub-
ject to permanent change. This is 
precisely why a website operator 
should obtain anytime insight into 
the current controlling figures of his 
online activities.  
 

If it is about the analysis of the fig-
ures, a vivid visualization of the re-
sults is as important as aggregated, 
well arranged reporting functions. 
Therefore, sophisticated solutions 
offer so-called overlay functions 
which display directly on the Web-

site how visitors behave and give 
Web operators a chance to interpret 
key figures of their sites much bet-
ter and faster.  
 

Benefits and ROI 
The advantage of an intelligent Web 
controlling solution is obvious. It 
provides a considerable improve-
ment of the competitive excellence 
through a continuous profitability 
measurement of online marketing 
and by opening up new cross-and 
up-selling potentials. An operator is 
in this way able to multiply the effec-
tiveness of his Website enormously. 
Another key benefit of successful 
Web controlling is higher customer 
satisfaction. 

If an online presence provides con-
tent thanks to real-time analysis, 
which is easy to navigate and coin-
cides with the individual profile of 
the visitor, the pleasure of the cus-
tomer becomes quickly the benefit 
of the vendor. For a new Web con-
trolling solution to be profitable, for 
sure not only an enormous increase 
of 60 percent conversion rate or 
more has to be achieved.  
 

Who uses a customized system that 
is adjusted to his needs, already 
can expect after a few weeks the 
return on investment. Often it is 
enough to identify an unprofitable 
keyword at Google Adwords to bal-
ance again the acquisition and li-
censing costs. But the indispensa-
ble condition is that online analysis 
is understood as part of a closed 
process chain and not as an auto-
matically working process. Even for 
the best in class it is essential: They 
are above all successful because 
they never keep their Web control-
ling out of sight and optimize their 
activities continuously.◊ 
 

By Daniela La Marca 

However, some other aspects 
should be taken into consideration 
while introducing such a solution.  
In particular for Web controlling be-
ginners, it is recommended to en-
sure that the solutions are easy to 
use and integrate before making a 
decision. As the market offers a va-
riety of products that are very com-
plicated in its handling and require 
on top of it a lot of precognition re-
controlling, there are analytical in-
struments where the question con-
cerning the management of busi-
ness critical online data evolves 
only by itself. And that’s why all us-
ers for whom the topic Web control-
ling is still new territory should 
choose a solution with pre-
aggregated reports and an elabo-
rated auxiliary function. 
 

Planning of a right-minded budget 
plan 
 

Another aspect of the acquisition of 
a Web controlling solution is the 
cost-benefit ratio. Let me illustrate 
it. It isn’t wise to invest in a 
$20,000 system if there is only an 
annual turnover of $50,000. This is 
the reason why the market offers 
many solutions that have been 
adapted to the specific needs of a 
Website in terms of money. Most 
pricing models are volume depend-
ent and consider the number of 
page impressions (PI). Reliable pro-
viders however do not bill PI-exact, 
but sell instead at first a quota that 
gives website operator still some 
leeway.  
 

Furthermore, the license fee de-
pends on how extensive and com-
plex the analysis turns out to be. 
The Web operator has at his choice, 
all kinds of data and figures he 
wants to collect and evaluate for the 
controlling of his web presence. 
Here, most providers differ in offer-
ing either respective modules for 
individual combination or off-the-
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Its no wonder then that over the 
past year, Coremetrics has in-
creased its customer base by 46%, 
achieved over 70% growth in new 
business and sealed once again its 
leading position as the provider of 
services to the top online retailers in 
the industry. On top of all this, the 
company has achieved a compound 
annual growth rate of 61% over the 
past five years. 

Asian e-Marketing 
talked to Mr. Tony 
Tsang,’ General 
Manager, Greater 
China Region, Core-
metrics about his 
company and its 
success. 
 

Can you provide us 
a brief background of Coremetrics 
and its online analytics? 

Coremetrics was founded in 1999 
by three people who were frustrated 
by the difficulty of accurately and 
comprehensively tracking the cus-
tomer experience online. Without 
tools to do this, there were limited 
opportunities to measure or analyze 
how visitors were interacting with 
websites. In turn, this made it more 
difficult to carry out targeted mar-
keting activity. The founders set out 
to develop a unique web analytics 
firm designed for business-to-
consumer organizations architected 
from the ground-up for customer 
analysis. Simply put, Coremetrics 
was developed to help companies 
attract and convert high-value web 
visitors, optimize the web experi-
ence, increase customer lifetime 
value, and create a multi-channel 
view of the visitor. 

Coremetrics is one of the leading 
providers of web analytics solutions 
and is excellently positioned with 
innovative technologies. What are 
the key technical challenges for an 

analytics company in pulling to-
gether the development, operation 
and marketing of software solutions 
to review the performance of web-
site and e-business activities? 

The challenge is to effectively instru-
ment clients’ websites with ana-
lytics tags and to have them gain a 
level of technical proficiency so that 
they can recognize all the benefits 
that the solution provides, optimize 
their digital marketing initiatives 
and subsequently meet and exceed 
their business and website goals. 
Coremetrics excels at doing just this 
by implementing a consistent tag-
ging methodology that simplifies 
tagging and tag maintenance and 
reduces the dependency on IT or 
the analytics vendor for support. In 
addition, we also provide a set of 
best practice reports to shorten 
time to insight.  

The Web analytics space has been 
incredibly hot the past year. How do 
you differentiate from the other 
players in your industry? 

While Coremetrics’ customer base 
is diverse, all Coremetrics custom-
ers benefit from a Web analytics 
platform that can be scaled to fit 
the needs and objectives of their 
businesses. In order to gain visibility 
into the effectiveness of their mar-
keting campaigns, customers use 
Coremetrics’ analytics and digital 
marketing tools to dive deep into 
Visitor Data and pinpoint the key 
metrics that will impact their bottom 
line. Having pioneered the use of 
Web analytics among many of the 
world’s top Internet retailers, Core-
metrics is rapidly expanding into 
additional markets such as travel, 
financial services and media. The 
company is also continuing to ex-
tend its international footprint, 
boosting its presence in key regions 
such as Europe and Asia Pacific. 

Web analytics services are one of 
the fastest-growing sectors in the 
enterprise environment, although 
some of the big names in the online 
industry are offering the service for 
free, as for instance Google and 
Yahoo! However, their offers are 
more considered as giving compa-
nies a chance to dip a toe into the 
sea of Web analytics opportunities 
instead of tackling demanding re-
quirements of e.g. point-of-sale data 
in a retail environment which still 
remain the major growth area at the 
top end of the field. 

Coremetrics is a provider of digital 
marketing optimization solutions 
who embraces challenges like this. 
With more than 200 employees 
worldwide, Coremetrics’ Software as 
a Service (SaaS) supports already 
over 1,000 online business sites 
that are using their solution to opti-
mize online marketing efforts. With 
advanced Web analytics, digital 
marketing applications and an ef-
fective integration platform that en-
sure Coremetrics’ clients maximum 
return on marketing spending, the 
company competes in its league 
mainly with Omniture and Web-
trends.  

Unique in the industry due to its 
ability to combine the convenience 
of report templates built around 
best practices for specific roles in 
specific industries, as well as the 
power of a robust ad hoc reporting 
tool, Coremetrics’ doesn’t really 
have to fear competition. Moreover, 
Coremetrics solutions are powered 
by LIVE (Lifetime Individual Visitor 
Experience) Profiles, the industry’s 
only complete record of all visitor 
activity over time that allows mar-
keters to improve the performance 
of all their marketing activities, from 
email and paid search campaigns to 
Web site usability, by empowering 
them to target audiences with rele-
vant messages based on prior be-
havior.  
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How would you characterize the 
unique value propositions of Core-
metrics? 

Coremetrics is completely focused 
on customer success, a belief that 
goes right back to the core of its 
business model. By providing not 
only the tools, but also the expertise 
to its clients, Coremetrics can focus 
on adding real value and providing 
tangible benefits. Best practice ana-
lysts help clients draw additional 
insights out of their online data, 
leading to increases in revenue, 
conversion rates, and marketing 
effectiveness. 

Coremetrics uniquely offers: 

• Consistent tagging methodology 
that simplifies site instrumenta-
tion and maintenance. 

• Livetime Individual Visitor Experi-
ence (LIVE) profiles – a robust 
data warehouse that is standard 
with every deployment and allows 
clients to build rich visitor profiles 
to feed into marketing applica-
tions for focused and customized 
communication and user experi-
ence. 

• Best practice reports targeted to 
different verticals and job roles, 
helping clients new to analytics to 
focus on the most important met-
rics for their business. 

• Website benchmarking that allows 
clients to measure performance 
against peers and competitors. 

• Marketing attribution engine that 
allows clients to correctly credit 

their various marketing cam-
paigns, beyond the ubiquitous, yet 
awfully limiting 100% last-click 
model. 

• Marketing applications such as 
Search and Intelligent Offer that 
yield actionable data and analysis 

What advice would you give to a 
company that is just getting started 
in analytics? 

It is important to understand how 
and what metrics can effectively 
help in boosting your online busi-
ness. Will this be something more 
valuable, such as Visitor related 
metrics or is it just a simple Visit 
related metrics, like page view 
counts? Pick a vendor that will 
make website instrumentation easy 
and support you all the way. Instead 
of struggling with a blank slate, lev-
erage standard reports that will help 
you focus on the important stuff 
first. Build effective dashboards to 
deliver the right data to key stake-
holders in the right context. Focus 
on a few metrics first, benchmark 
your website to see how you’re do-
ing against the competition and 
then expand the metrics set as you 
gain confidence. Don’t stop optimiz-
ing your website -- it’s a dynamic 
process to evolve and ensure 
growth: measure performance, 
make changes, test if performances 
improve, and then start all over 
again. 

What tips do you have for compa-
nies who are investing in web ana-
lytics to help find the right provider? 

Make sure that the vendor can sup-
port you effectively at the most chal-
lenging phase – site instrumenta-
tion. Ask the vendor the following 
questions: 

• How does your solution capture 
every “click” from every visitor? 
How can these visitor related met-
rics be easily used and applied to 

our 1-1 target marketing cam-
paigns? 

• What benefits does the solution 
provide in terms of page tagging 
strategy and implementation? 

• How do you accommodate 
changes in client needs as well as 
industry developments surround-
ing metrics collection? 

• Please describe the specific types 
of tags that you require in your 
implementation. What do you rec-
ommend for your retail clients? 

• What kind of implementation sup-
port do you offer? What is in-
cluded for free and what would 
cost more (i.e. 24×7)? What are 
the limits? 

• If a tag-based solution is used, 
how will you help ensure all pages 
are tagged correctly? 

• Describe in detail, the tools used 
to test clients’ site instrumenta-
tion to ensure proper data collec-
tion. 

• Do you offer accuracy “service 
levels” or accuracy metrics, in 
your contracts? 

• Please explain how your solution 
helps me benchmark the perform-
ance of my website against the 
website performance of my peers 
and competitors. 

 

Can you comment on the accuracy 
of analytics solutions? What are the 
major sources of errors in web ana-
lytics? And what is the best way to 
deal with the errors inherent in web 
analytics? 

For the most part, analytics solu-
tions are very accurate. There may 
be some limiting factors such as: 

• Users deleting their web browser 
cookies 

• Tags not being placed or config-
ured correctly on the page 
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While the first point impacts the in-
dustry overall, it’s estimated that a 
negligible number of users actively 
deletes cookies. For the latter point, 
Coremetrics provides a set of tools 
that business and technical people 
can use to check the accuracy of 
the reported data. 

What are in your 
opinion the chal-
lenges associated 
with measuring 
Web 2.0 traffic?  

How do Web 2.0 
and rich media affect the land-
scape?  

In Q3 of 2007, Coremetrics col-
lected a survey of more than 100 
marketing professionals in the U.S. 
to further understand the perceived 
value of Web 2.0/social media mar-
keting campaigns, such as social 
networks, RSS feeds, user-
generated content, wikis and pod-
casts, within an organization. One 
significant survey finding was that 
social media marketing is quickly 
gaining popularity as a way to gain 
competitive edge, but time and 
budget allocations do not yet reflect 
this trend. The study found that the 
use of Web 2.0 and social media 
marketing tools is becoming an im-
portant part of a complete online 
marketing program. While most 
marketers recognize this trend and 
are eager to participate, very few 
have budgets that are in line with 
that objective. But measuring Web 
2.0 does not have to be difficult. To 
capture analytics data for Flash or 
Rich Internet Applications, website 
owners need to add analytics tags 
to those components. Fortunately, 
Coremetrics offers a special tag, 
called Element Tag, which allows 
clients to separate element view 
data from standard page view data. 
Furthermore, with Coremetrics Ex-

plore, clients can pass element at-
tributes (think of that as element 
meta data) that describe the con-
tent of the element (e.g. for a video 
element, we can pass things like 
genre, actor, topic, etc.) and then 
report, filter and segment on those 
attributes to truly understand the 
decisions that users make around 
Web 2.0.  

What do you see as the main chal-
lenges the web analytics industry 
will have to face in the future? 

The commoditization of web ana-
lytics will require expansion into re-
lated fields, such as behavioral tar-
geting, additional marketing applica-
tions, etc. At the same time, there 
will be a further need for sophisti-
cated analytics for things like IPTV 
and mobile. This adds complexity 
for the industry and also technical 
challenges for analytics service pro-
viders in offering a complete set of 
solutions to customers.  

For the Asia Pacific market in par-
ticular, more educational work still 
needs to be done, both to the influ-
encer (i.e., marketing agency) and 
the decision maker (i.e., customer) 
in a business regarding the values 
of running businesses online. How-
ever, with the network cost and in-
frastructure being improved in the 
region (pull factors), plus the fact 
that there is an overall increase in 
cost of acquiring & converting cus-
tomer offline (push factors) – e.g., 
increase in sales operation costs, 
like business travel cost, rents and 
salaries etc. we will be seeing more 
businesses going online in this re-
gion.  And even for those busi-
nesses that will still keep offline 
sales and marketing as the main 
stream, the online business actually 
represents a new channel for them 
to expand customer coverage in a 
relatively lower cost manner.  

What are the big opportunities for 
your business, your customers, and 
the market as a whole in 2008?  

There is only 3 months left for 
2008, but for Coremetrics, these 
months represent the investment 
into the Asia Pacific region, based 
on our vision and belief that more 
and more businesses will require 
and take up a solution like this. 
Based on some industry statistics 
shown on digital marketing spend-
ing in the region, the dollar amount 
is increasing. Another trend Core-
metrics has spotted here is that 
most of the online marketing spend-
ing now is still on acquiring visitors 
(i.e., via paid advertising, search 
keywords etc.); therefore Search 
Engine Management/Optimization 
could be the current focus.  

However, following our experiences 
in US & Europe, customers will 
gradually realize that visitor conver-
sion and buyer retention via site/
content optimization through indi-
vidual visitor’s browsing clicks/path 
analysis, plus the visitor’s profile 
based target segment marketing 
campaign follow up are far more 
important and valuable than just 
attracting them to browse their 
sites.    

With Coremetrics’ capabilities to 
capture visitor’s clicks and effec-
tively build the LIVE profile, we be-
lieve we can fill a big solution gap 
here in supporting business to go 
effectively online.  

As mentioned before, educating the 
market about effectively using web 
analytics to make noticeable im-
provements with their digital mar-
keting initiatives, plus helping them 
to put their analytics data in action 
by feeding the right data to their 
marketing applications are some 
key things we need to do.  

continues on Page 22 
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The market may not be there yet, 
but will be coming very soon, mainly 
because of the above mentioned 
push and pulls factors.  

How do you expect the Asian Web 
analytics market to evolve in the 
near future? 

We anticipate that the Asian web 
market itself will grow as more and 
more Asian companies use the web 
to drive larger portions of their busi-
ness transactions. Web analytics 
will have to follow it - basically it is 
expected that in Asia will happen 

the same as in North America and 
Europe. While the web was a nice-to
-have channel for companies, web 
analytics was not a top of mind, but 
now that the web has become the 
primary go-to-market vehicle, web 
analytics is crucial to ensure the 
effectiveness of this channel. We 
expect the process to repeat itself in 
Asia. 

Coremetrics is proving itself to be 
an innovative thinker and strategist 
amongst SaaS providers. The com-
pany provides hands-on business 

support in conjunction with an on-
demand solution that embeds in-
dustry-specific best practices, help-
ing clients interpret and make best 
use of their data. Its online ana-
lytics solutions provide organiza-
tions with resources for planning, 
measuring, and testing truly inte-
grated marketing efforts, providing 
its customers with multi-faceted 
analysis of their digital marketing 
strategies. I am impressed! ◊ 

By Daniela La Marca 
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A S I A ’ S  G R O W I N G  A P P E T I T E  F O R  D I G I T A L  C O N S U M P T I O N  A N D  T H E  
R O L E  O F  W E B  A N A L Y T I C S  

Asia is experiencing a fundamental 
change in consumer behavior. The 
rise of broadband internet has sig-
naled a change in the way people 
consume information and interact 
online. With a population of more 
than 540 million people online, 
China alone, in June, reported a 50 
percent surge in new subscribers in 
the last year, becoming the single 
largest market on the internet.  

According to a recent survey by Mi-
crosoft Advertising, in Singapore, 
Hong Kong and Australia, people 
spend more time on the internet 
than watching television. In Malay-
sia, the top online properties visited 
are corporate websites, while in 
China, blogging and social networks 
are growing in popularity exponen-
tially. 

User-generated content, social ap-
plications, mash-ups – things gener-
ally labeled as “Web 2.0” – repre-
sent a Web incarnation of an overall 
shift in expectations many consum-
ers have around technology and the 
expectations they have for interac-
tions with businesses, a shift to-
wards collaboration in creating per-
sonal, interactive and social experi-
ences. 

This presents an opportunity for 
businesses to harness the burgeon-
ing “Generation C (“C” standing for 
Content)” audience present in cy-
berspace. The way consumers inter-
act with web properties and online 
media provide invaluable insights 
and data to consumer behavior and 
preferences. At Microsoft, we be-
lieve that by harnessing this, com-
panies can have meaningful interac-
tions with their customers that re-
sult in strengthening brand loyalty 
and gathering relevant consumer 
insights.  

As marketing professionals continue 
to battle how they can best reflect 

ROI on their marketing spend, find-
ing the most effective medium is 
key. A 2007 study done by Four-
naise Marketing Group found that 
65 percent of marketing spend in 
2007 had no effect on consumers, 
while 70 percent of all Asian mar-
keters are not tracking the effective-
ness of their spending. 

To make this happen, companies 
need the right technologies in place, 
like web analytics tools and ser-
vices, to be able to capture data 
about their customers’ web usage 
behavior and then relate it to the 
way they interact with individual 
customers online. Web properties 
should be powered to drive relevant 
messages to their customers, as 
well as effectively cross-sell and up-
sell products and services to cus-
tomers.  

Beyond just a pretty website – Inte-
grated approach to Digital Market-
ing with Web Analytics 

Web analytics can serve as the plat-
form on which other digital market-
ing applications can be deployed 
and optimized. Microsoft believes 
that web analytics should help mar-
keters optimize their search engine 
marketing, e-mail marketing, and 
content management efforts.  

Although analytics is evolving, smart 
marketers are focusing on optimiz-
ing their return on investment, build-
ing better relationships with custom-
ers and increasing their value over 
time, and ultimately gaining com-
petitive advantage. Some programs 
help organizations drive targeted 
marketing and personalized online 
experiences that connect with cus-
tomers and helps the entire organi-
zation optimize online business re-
sults.  

Marketers should seek a Web ana-
lytics solution that does more than 

provide scattered pieces of data on 
their desktops, but instead supports 
a unifying platform with other appli-
cations.  

From mobile phones to interactive 
TV to in-store experiences, custom-
ers increasingly expect relevant, 
interactive and social experiences 
to be consistent across all of their 
devices, all aspects of their 
lives.  Businesses cannot support 
these types of experiences through 
a series of isolated Web sites, mo-
bile applications, etc.  Connections 
must be made from back-end sys-
tems out to a myriad of end-points 
using a combination of software 
plus services.  Integration is the key 
component for success. 

Integrating It All  

Businesses need the technology to 
support marketing platforms – from 
back business systems all the way 
to advertising solutions – to bridge 
the two worlds of marketing and 
information technology. For exam-
ple, by integrating rich client appli-
cations built on Microsoft’s .Net 
framework, Rich Internet Applica-
tions (RIAs) powered by Microsoft 
Silverlight, portals such as Office 
Sharepoint server, with backend 
technologies like Microsoft Dynam-
ics CRM and Business Intelligence, 
businesses benefit from the low 
total cost of ownership deployment 
while being able to bring the value 
of the next web to customers.  

RIAs empower companies to create 
wholly new kinds of engaging, inno-
vative user experiences and appli-
cations with features or capabilities 
that in most cases would be ex-
tremely difficult or impossible for a 
developer to create using traditional 
Web technologies.  

Further integrating RIAs and media 
players built with Microsoft Silver-

continues on Page 25 
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light with web analytics 
services like WebTrends 
On Demand, Omniture 
SiteCatalyst, and Microsoft 
AdCenter Analytics, allows 
companies to collect data 
about web usage behavior 
and measure how web 
sites perform against busi-
ness goals and ROI.  

The End Goal 

Ultimately, it is important 
that your marketing solu-
tions are tightly integrated 
with other applications 
that help you associate 
Web 2.0 technologies and 
RIAs with insights about 
customers gained through 
analytics and existing 
backend CRM solutions. 
This offers the potential for 
a fundamental shift in the 
experience of internet ap-
plications, leading to appli-
cations that come closer to 
delivering on the promise 
of the internet to their cus-
tomers. At Microsoft, we 
believe that by doing so, 
companies can realize the 
business promise of highly 
qualified lead generation; 
increased sales and brand 
loyalty; site “stickiness”; 
reduced bandwidth costs, 
deepened customer rela-
tionships and positive 
ROI.◊ 

By Leon Brown, 
User Experience &  

Designer Market Lead,  
Microsoft Asia Pacific 
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E T R A C K E R :  W H Y  W E B  C O N T R O L L I N G  M A K E S  S E N S E  

“Successful businesses are built on 
reliable controlling” I read on 
etracker’s Website, a German 
based Web analytics company com-
mitted to the industry since 2000, 
by developing, marketing and oper-
ating software solutions to review 
the performance of website and e-
business activities. Their web con-
trolling solutions provide real time 
analysis of every detail of what visi-
tors are doing on websites and de-
liver fundamental performance data 
for optimizing turnover and 
strengthening customer ties. With 
etracker’s services, operators can 
recognize the key factors for the 
success of their websites and po-
tential for optimization at the click 
of a button. Further, it uncovers 
click fraud quickly and reliably and 
even stops fraudulent affiliate hop-
ping. 

Asian e-Marketing got the chance to 
talk to etracker’s founder & CEO Mr. 
Christian Bennefeld about Web ana-
lytics and Web controlling, how he 
got into analytics, how etracker 
started off and the expectations of 
the industry. 

Mr. Bennefeld stud-
ied computer sci-
ence and holds a 
masters degree in 
mathematics. After 
university he began 
his professional 
career in Caracas, 

Venezuela, as an IT consultant for a 
company focused on the develop-
ment of large heterogeneous net-
work infrastructure. Once back in 
Germany, he worked as a scientist 
for the Max-Planck-Institute for me-
teorology where he developed com-
plex analysis and simulation soft-
ware, before starting his commer-
cial career.  

He worked in different top manage-
ment positions in the software and 
Internet industry before he started 

etracker in 2000 together with his 
friend Oliver Krapp.  As the Internet 
bubble burst happened just when 
they started their self-employment, 
they got no venture capital for their 
idea and had to start off with just 
their own money and some support 
from friends and family. The first 
three years he remembered were 
quite tough and every cent they 
gained was invested back into the 
company. Now, eight years later 
their hard work and effort have paid 
off. Both are still the only sharehold-
ers of etracker, a market leader with 
more than 60,000 clients in the 
German spoken markets today. Mr. 
Bennefeld is in charge of all busi-
ness operations, sales and market-
ing, the corporate strategy, and has 
a team of 33 full time employees. 

Mr. Bennefeld’s expertise in his in-
dustry is outstanding and therefore 
Asian e-Marketing was glad that he 
shared his very personal definition 
of Web analytics and Web control-
ling, especially as most of us tend to 
define Web analytics usually in a 
very, very narrow way. And 
etracker’s CEO immediately cut to 
the chase by explaining that nowa-
days, his industry differentiates Web 
controlling as the discipline that can 
answer control-relevant questions 
on Website and campaign optimiza-
tion at the push of a button. He 
added that the market would not 
only make use of purely quantitative 
analysis of visitor movements but 
include qualitative tools, such as 
customer surveys or remote usabil-
ity testing for a holistic approach, 
too. In this way, a real user-driven 
rather than a purely data-driven 
Website optimization can be real-
ized. The classic web analytics envi-
ronment has on the other hand, 
only a purely quantitative approach 
and focuses primarily on analytical 
details to answer Website usage. 

Indeed, etracker seems to be a for-

midable provider of web controlling 
solutions and is excellently posi-
tioned with innovative technologies 
and a balanced price-performance 
ratio. Mr. Bennefeld elaborated that 
their business goal was to develop a 
system that could operate Websites 
of any size and any traffic. It was 
always planned to be so easy to use 
that even novices to Web controlling 
would be able to gain insights into 
how to optimize their Website. And 
that’s also the reason why they 
have today such a wide range of 
products, which finds a solution for 
each target group and every budget. 
But the best would be he said, that 
the customer can start with the 
smallest etracker basic product and 
grow with the product without losing 
data or having migration costs. 

Mr. Bennefeld elucidated that espe-
cially in highly complex technical 
issues his company would tend to 
work with universities. For example, 
their click-fraud analysis was first 
developed prototypically in a univer-
sity research project, of course in 
close cooperation with them. Then 
his team was the first in Europe that 
presented the technology ready for 
production to the market. The big-
gest technical challenge is accord-
ing to him the real-time analysis of 
all data and he explained that the 
heart of their real-time technology 
would be their self-developed clus-
ter engine, which automatically 
adapts the compute capacity to the 
current needs and allocates the 
load in the data centre. 
As the Web analytics space has 
been incredibly hot the past year, I 
was interested to know from 
etracker’s CEO how his company 
differentiates from the other indus-
try players. He said that etracker is 
the innovative leader in the Euro-
pean market and that their secret is 
to supply their customers with use-
ful added value features, which they 

continues on Page 27 
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Commenting on the accuracy of 
analytics solutions, Mr. Bennefeld 
explained that there are basically 
various measurement approaches 
that due to technical reasons fea-
ture different accuracies. In the 
early days of the Internet the focus 
was almost exclusively on the so-
called web log analysis, which had 
the major disadvantage of huge un-
certainty, since page views, deliv-
ered from the browser cache or 
proxy cache, can’t get captured with 
the log-file analysis. The results 
were ratio dependent deviations of 
up to 70 percent – an intolerable 
magnitude for business purposes. 
But the so-called pixel technology 
that etracker uses is according to 
him, much more accurate although 
he admitted that it would have as 
well a small insignificant error in the 
one-tenth of a percent span: users 
who do not download images are 
not collected by the pixel technol-
ogy. The described measurement 
errors are inevitable, but practically 
do not have any effect on the analy-
sis, he said, if the Website is always 
analysed with the same Web con-
trolling system. Only if the technol-
ogy or provider would change dis-
crepancies and errors could get no-
ticed.  

As an innovative provider, etracker 
offers alongside the more traditional 
page-oriented analysis the opportu-
nity to track so-called events, too. 
Events are usually triggered by Web 
2.0 applications and comprise both 
the exchange of content within a 
page and for example the selection 
of a menu item in Rich Internet Ap-
plications. etracker‘s  leader sees 
the challenges in the combination of 
quantitative and qualitative data 
analysis in order to exploit the re-
sults automated for the control of 

content on websites and advertising 
campaigns. It allows for delivery of 
optimal content and targeted adver-
tising, as it is aligned with the visi-
tors' behavior and the visitor itself. 

Asked what he sees as the big op-
portunities for his business, custom-
ers, and the market as a whole in 
2008, Mr. Bennefeld said that con-
sidering more demanding custom-
ers, the markets and suppliers ma-
tured rapidly. Nevertheless, Web 
controlling is still a young industry 
with future growth rates far above 
the average IT promises, he added. 
Customers benefit from mature, 
affordable solutions that contribute 
fast and easy to the optimization of 
the online business. 

Driven by the gradual shifting of tra-
ditional markets and businesses in 
the Internet, he expects the com-
mercial Internet activities continue 
to grow as well. Essential for the 
success of this Internet activity is 
the application of a web controlling 
system, which applies to all interna-
tional markets and therefore in-
cludes Asian countries, too. He said: 
“We are witnessing in Asia only a 
slight delay compared to the U.S. or 
Europe, but we expect a similar 
growth and a rapid market penetra-
tion.” 
The interview with etracker affirms 
the company’s passion for innova-
tion, far-reaching transfer of know-
how, and cooperation with strong 
partners from research and industry 
which are the basis for the high 
quality level of etracker's web con-
trolling solution. And that’s why I am 
not surprised that etracker has 
been often been recognized and 
received awards due to its sophisti-
cated and comprehensive features 
by several well-known IT publica-
tions and associations in the recent 
past.◊ 

By Daniela La Marca 

wouldn’t be able to get from any 
other competitor. So they were the 
first that established as standard 
real-time analysis, comprehensive 
campaign success monitoring and 
click fraud detection. Today, he said 
they would come up with innova-
tions such as industry benchmarks 
for comprehensive potential analy-
sis and that they would combine for 
the first time quantitative data from 
the Web controlling with qualitative 
information from customer surveys. 

Asked how he would characterize 
the unique value propositions of 
etracker, he asserted proudly that 
they are the price/performance 
leader with a wide range of products 
and services to optimize websites 
and campaigns. He added that his 
company not only offers customers 
the right product for their appropri-
ate needs and budget, but also free 
technical support, tailored advice 
and support packages. In this way, 
they ensure that the customer al-
ways succeeds in optimizing his 
Website and online business. 

So what advice would he give to a 
company that is just getting started 
in analytics, I asked? According to 
Mr. Bennefeld it is essential to cre-
ate appropriate organizational con-
ditions, in addition to the selection 
of a web controlling system that 
suits a company’s needs and 
budget. Too often he had to observe 
that due to a lack of resources or 
know-how on the user side, Web 
controlling systems degenerated to 
pure reporting tools instead of being 
used to gain knowledge and to help 
control the website on a daily basis. 
Newcomers in Web controlling 
should in particular pay attention to 
the return on investment of the so-
lution and make first experience 
with a simple product. Ideally, they 
should choose a supplier with a 
broad product range, which adapts 
if the demands are rising. 

From Page 26 —  etracker: Why web controlling instead of log file analysis makes sense 
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Once your strategy has been formu-
lated, you want to ask your potential 
provider what types of data capture 
mechanisms they use. It is also vital 
to find out what (if any) shortcom-
ings exist based on your strategy.” 

A Web analytics strategy should go 
hand-in-hand with establishing ac-
tionable insights and goals. Jawor-
ski advices, “Situate your web analy-
sis team as a liaison between mar-
keting and the web developers to 
bridge any technological gaps while 
accommodating all business goals.” 
This is especially sound advice for 
companies’ that are just getting 
started in Web analytics. 

Emphasizing the fact that Web ana-
lytics are not 100% accurate, he 
stresses the importance in consis-
tency and in formulating compari-
son trends. After all, establishing a 
benchmark will help assist in analy-
sis and will more importantly deter-
mine the success of your website.  

Jaworski feels that one of the major 
challenges to Web analysis is the 
“necessary change of mindset.”  

Explaining this in further detail he 
says, “Web 2.0 and rich media pre-
sent increasing challenges as the 
click loses its value and the use of 
multiple tools for measurement of 
RSS and Event Logging takes prece-
dence.  Web 3.0 is the next evolu-
tion of the World Wide Web.  With 
the advent of Web 3.0 on the hori-
zon, we can only speculate the fu-
ture advances and the implementa-
tion of a “smart” web – machine 
learning and intuitive system capa-
bilities.” 

Web 2.0 and rich media present 
increasing challenges to the indus-
try as well as users. This will be pre-
cipitated as the click loses its value 
and the use of multiple tools for 
measurement of RSS and Event 
Logging takes precedence. There is 
however a silver lining - Web 3.0 is 
the next evolution of the World Wide 
Web and there is no telling where it 
will take the Internet and our web-
sites, and therefore, Web analytics 
too. And if you think that all this is 
only happening on the shores of 
faraway lands, Jaworski begs to dif-
fer. “While the Asian Web analytics 
market still lags behind the West, it 
will continue edging forward as 
more marketers, especially those 
with more technical backgrounds 
and expertise, embed themselves 
within organizations, thereby requir-
ing even more competitive analysis 
of their Websites,” he states. Bear-
ing all this in mind, there’s no doubt 
then that Web analytics is definitely 
worth its weight in gold◊ 

By Shanti Anne Morais 

W E B  A N A L Y T I C S :  T U R N I N G  W E B S I T E S  A N D  B U S I N E S S E S  T O  G O L D   

Being both a content generator and 
research aggregator with the capa-
bility of tapping into a pier powered 
network of 3,500+ top marketing 
professionals from 72 countries, the 
Chief Marketing Officer (CMO) Coun-
cil’s experience and take on Web 
Analytics is both insightful as well as 
interesting.  

Zooming in on the definition first, 
Scott Jaworski, senior direc-
tor, Interactive Marketing and Crea-
tive Services shares, “Web analytics 
is the act of garnering and analyzing 
traffic to your website.  Because all 
website visitors have different navi-
gation patterns and objectives, their 
success, lack of there and every-
thing in between is vital information.  
Analyzing and acting on data such 
as: the main entry and exit pages, 
the most popular products viewed, 
keywords submitted to the search 
engine, typical click paths, etc. allow 
marketers the opportunity to test 
pages, buttons, colors to increase 
transaction conversion rates, traffic 
and visit durations.” 

As with many other areas in busi-
ness, when it comes to Web ana-
lytics, Jaworski points to the fact 
that there is a great need to have a 
clear and sound strategy in place. 
Elaborating on this, he says, “I 
would like everyone to understand 
that all data is not 100% accurate 
and changing companies can pre-
sent inconsistencies when combin-
ing data due to variations in capture 
techniques. It is therefore crucial to 
take your time and have a clear 
strategy prior to selecting a pro-
vider.   

Click here to go back to the contents page 
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One of the biggest challenges that 
web analytics faces has to do with 
privacy issues. Even the Goliaths 
here have to deal with this matter, 
often being asked by executives just 
why they should entrust their busi-
ness’s metrics to a free tool pow-
ered by the search engine that runs 
most of their pay-per-click ads. After 
all, a company’s data is possibly its 
most valuable and precious asset, 
so its storage and access of data, 
and of course security and privacy, 
is of paramount importance. 

A key factor that 
makes a good, se-
cure and private 
data storage sys-
tem is the strict 
application of a 
one size fits all pri-

vacy and security policy. That is, re-
gardless of whether you are one of 
the worlds largest brands spending 
millions of dollars on operations, 
manufacturing or marketing, or a 
small company selling your handi-
crafts locally - your data should be 
treated with equal importance. This 
is for example Google Analytics ap-
proach to its users as well as its 
web analytics customers’ data. 

The company protects all its cus-
tomers’ web analytics transaction 
with Secure Socket Layer (SSL) 
technology. In addition, it has taken 
steps to ensure a strong privacy pol-
icy is in place. In addition, its web 
analytics reports do not include 
identifiable information about one’s 
website visitors and users. Google’s 
web analytics customers have con-
trol over who can log into their ac-
count and view reports. This ap-
proach seems to be working so far – 
Google Analytics is already being 
used by approximately 60% of For-
tune 100 businesses. 

Google has now taken its approach 
to privacy a step further by introduc-

ing new privacy control settings to 
its web analytics. Its web analytics 
users are now given the choice to 
share their data with the Google 
Analytics community, in turn, mak-
ing the industry benchmarking data 
more accurate and therefore, valu-
able. What’s important here is that 
users are clearly given the “Do not 
share option”.  

However, whether this overt demon-
stration of privacy control by Google 
Analytics will help persuade execu-
tives who have yet to be convinced 
to invest in web analytics remains to 
be seen. Many are still worried 
about cookies and how this affects 
their privacy. But how sinister are 
cookies when it comes to web ana-
lytics? 

Cookies Demystified 

Why are cookies used in the first 
place? Analytics packages use cook-
ies to store session information 
about each user that visits your 
website, or to store an ID that is 
used as an index to access informa-
tion about the user that is stored 
within the application. However, 
mainly because of the privacy con-
cerns people have when it comes to 
cookies, they tend to be deleted by 
users from time to time. About 2% 
of users even block cookies com-
pletely. 

When a web page is opened, most 
of the content your browser loads is 
from the domain being visited. 
When the site you are currently visit-
ing loads a cookie on your system, it 
is considered a first party cookie. 

However, many sites run ad ban-
ners, or pull in other content such 
as images, or content via an iframe, 
from other sites. When this hap-
pens, those other sites can put a 
cookie on your computer. These are 
known as third party cookies. 

Ad networks place such cookies on 
your computer to track what web 
sites you visit across the web. The 
information in the cookie is used to 
improve the targeting of the ads 
delivered to you. Normally, this in-
formation is not personally identifi-
able, but privacy groups object to 
this type of use of cookies. 

It’s for this very reason third party 
cookies often get deleted. One com-
mon way for them to get deleted is 
by anti-spyware software. Some esti-
mates suggest that about 15% of 
third party cookies get deleted. This 
is a big source of error for your ana-
lytics package, and worth eliminat-
ing. This is the main reason why 
analytics software packages use 
first party cookies. 

Analytics and Cookies 

Just what do web analytic compa-
nies do with cookies? The analytics 
software needs a method to track 
user sessions on the site. There is 
no way for the Javascript on a web 
page to do anything, except on a 
new page load. When the page 
loads, it can run, and then needs to 
decide if this is a new user session, 
a continuation of a current user ses-
sion, or a first time ever visitor. 
Some analytics packages simply 
use the cookie as an index into an 
internal data store where the visitor 
history details are stored. 

Cookies therefore play a critical role 
in identifying unique visitors and 
sessions. It is important to note that 
unique visitors are not the same 
thing as “users” as there is no way 
for a cookie to know when more 
than one user uses the same ma-
chine, or if one user is accessing the 
site from more than one machine. 

The problem with first party cookies 

In general, large numbers of users 
will not start banning all cookies 

P R I V A C Y  A N D  W E B  A N A L Y T I C S  
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Based on your needs for analytics 
and your site structure, make sure 
the analytics vendor you choose 
offers a first party cookie solution 
that will provide you with the solu-
tion that fits your needs. 

Back to privacy 

Each country or region of the world 
tends to have a different legal view 
about online data privacy as well as 
what is and isn't acceptable. In the 
European Union for example, there's 
a directive that states if you use 
cookies, you have to tell people you 
use them in "clear and precise infor-
mation". In addition, you have to 
provide information on how a user 
can reject the cookie. 

There's a differ-
ence, though, be-
tween minimum 
legal requirements 
and what may be 
considered best 
practices. The phe-

nomenal worldwide adoption of 
Google Analytics probably means we 
need to review best practices for 
data protection and communication 
of that protection to consumers. 
However, this is not because 
Google's approach to privacy issues 
is lax. On the contrary, the company 
is very explicit in its privacy policy on 
how it will and won't use personal 
data. Moreover, in the privacy sec-
tion in Google Analytics' ‘Terms of 
Service’, Google places strict condi-
tions on what a Web site owner can 
do with the Google Analytics data he 
collects on his users. It also states 
people using the service must post 
a privacy policy and explain a cookie 
is used to collect data. 

So why are the best practices 
needed, you ask then? Well, it 
seems that the issue at hand is not 
really based on privacy but instead 
on transparency. There's always 
been a tacit contract between con-
sumers and goods and service pro-
viders that understanding how peo-
ple use things ultimately leads to 
the improvement of these very 
goods and services. The whole mar-
ket research industry works on this 
basis. However, we increasingly 
need to demonstrate we're not 
abusing that trust. It's not so much 
about reality here but perceptions. 

Here, it might be useful if compa-
nies like Google provide their ser-
vice users with a template they 
could use in their privacy policies, 
thereby creating more of a stan-
dard. This will most likely help raise 
the level of transparency as well as 
assist in maintaining the contract of 
trust with consumers. 

As mentioned in the beginning of 
this article, organizations are gener-
ally highly sensitive to data protec-
tion issues. With the advent of a 
widely deployed Web analytics sys-
tem like Google Analytics, where the 
site owner has granted rights to 
user behavior data to the service 
provider, it therefore makes sense 
to tell people that's what you're do-
ing and explain the implications in a 
clear and precise way. Having a 
clear privacy policy in place and 
making sure you adhere to it can 
only make you a winner.◊ 

By Shanti Anne Morais 

simply because a lot of web func-
tionality depends on them. 

Having said this, there are two sec-
ond level issues: 

One problem occurs with first party 
cookies that then communicate 
their data to a third party site. Peo-
ple who have spyware blockers, 
such as Ad-Aware, actively resident 
in memory all the time will likely be 
blocking all this traffic. So even 
though the cookie has been read, 
the analytics software does not get 
the session data it needs. 

Another key challenge is that of 
"Multi-Domain Sites". A Multi-
Domain Site is a group of domains 
that the web site owner wants the 
analytics software to treat as if it 
were a single site. Just why would 
you do this? Many media compa-
nies (for example) make heavy use 
of multiple domains. Other sites use 
shopping carts or registration sys-
tems that reside on different do-
mains. If you simply set a first party 
cookie the first time a user arrives 
at your Multi-Domain site what hap-
pens is when they go to a different 
domain within your Multi-Domain 
site, it will be unable to read that 
cookie. This is simply because only 
the domain that sets a cookie can 
read it.  What happens now is that 
the analytics vendor’s Javascript will 
see the visit as a new session, set a 
new first party cookie, thereby caus-
ing your whole session tracking plan 
to fall apart because the visit not 
looks like multiple sessions. 

It is therefore very important to 
clearly understand your analytics 
needs.  

Click here to return to the contents page 
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The Web Analytics Association 
(WAA) unites and fosters the inter-
ests of industry practitioners, ven-
dors, consultants and educators, 
who use, sell, install, implement, 
consult, teach or train in the field of 
web analytics. 
 

During the second half of 2006 the 
Web Analytics Association Stan-
dards committee embarked on an 
effort to define what was agreed 
upon as the three most important 
metrics – Unique Visitors, Visits/
Sessions & Page Views. 
The Standards committee deter-
mined that these three metrics 
make up the foundation for most 
web analytics definitions. In addi-
tion, since many other metrics rely 
on an understanding of these three, 
the decision was made to focus on 
these metrics first. After completing 
and publishing the “Big 3” defini-
tions, the committee moved onto 
defining other key terms. 
 

Definition Framework Overview 
 

There are three types of Web ana-
lytics metrics – counts, ratios, and 
KPIs: 
 

• Count  
 The most basic unit of measure; a 

single number, not a ratio. Often a 
whole number (Visits = 12,398), 
but not necessarily (Total Sales = 
$52,126.37). 

 

• Ratio 
 Typically, a count divided by a 

count, although a ratio can use 
either a count or a ratio in the nu-
merator or denominator. (An ex-
ample of a ratio fabricated from 
ratios is “Stickiness.”) Usually, it is 
not a whole number. Because it’s 
a ratio, “per” is typically in the 
name, such as “Page Views per 

Visit.” A ratio’s definition defines 
the ratio itself, as well as any un-
derlying metrics. 

 

• KPI (Key Performance Indicator) 
 While a KPI can be either a count 

or a ratio, it is frequently a ratio. 
While basic counts and ratios can 
be used by all Website types, a 
KPI is infused with business strat-
egy — hence the term, “Key” — 
and therefore the set of appropri-
ate KPIs typically differs between 
site and process types. 

 

In addition, a year ago, The Associa-
tion released version number four 
of its document containing defini-
tions of 26 web analytics terms:  
 

1. Page 
A page is an analyst definable unit 
of content. 
 

2. Page Views 
The number of times a page (an 
analyst-definable unit of content) 
was viewed. 
 

3. Visits/Sessions 
A visit is an interaction, by an indi-
vidual, with a website consisting of 
one or more requests for an analyst-
definable unit of content (i.e. “page 
view”). If an individual has not taken 
another action (typically additional 
page views) on the site within a 
specified time period, the visit ses-
sion will terminate. 
 

4. Unique Visitors 
The number of inferred individual 
people (filtered for spiders and ro-
bots), within a designated reporting 
timeframe, with activity consisting 
of one or more visits to a site. Each 
individual is counted only once in 
the unique visitor measure for the 
reporting period. 
 

5. New Visitor 
The number of Unique Visitors with 
activity including a first-ever Visit to 
a site during a reporting period. 
 

6. Repeat Visitor 
The number of Unique Visitors with 
activity consisting of two or more 

Visits to a site during a reporting 
period. 
 

7. Return Visitor 
The number of Unique Visitors with 
activity consisting of a Visit to a site 
during a reporting period and where 
the Unique Visitor also Visited the 
site prior to the reporting period. 
 

8. Entry Page 
The first page of a visit. 
 

9. Landing Page 
A page intended to identify the be-
ginning of the user experience re-
sulting from a defined marketing 
effort. 
 

10. Exit Page 
The last page on a site accessed 
during a visit, signifying the end of a 
visit/session. 
 

11. Visit Duration 
The length of time in a session. Cal-
culation is typically the timestamp 
of the last activity in the session 
minus the timestamp of the first 
activity of the session. 
 

12. Referrer 
The referrer is the page URL that 
originally generated the request for 
the current page view or object. 
 

13. Specific Referrer Types: 
Internal Referrer, External Referrer, 
Search Referrer, Visit Referrer, 
Original Referrer 
 

14. Internal Referrer 
The internal referrer is a page URL 
that is internal to the website or a 
web-property within the website as 
defined by the user. 
 

15. External Referrer 
The external referrer is a page URL 
where the traffic is external or out-
side of the website or a web-
property defined by the user. 
 

16. Search Referrer 
The search referrer is an internal or 
external referrer for which the URL 
has been generated by a search 
function. 
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17. Original Referrer 
The original referrer is the first refer-
rer in a visitor's first session, 
whether internal, external or null. 
 

18. Click-through 
Number of times a link was clicked 
by a visitor. 
 

19. Click-through Rate/Ratio 
The number of click-throughs for a 
specific link divided by the number 
of times that link was viewed. 
 

20. Page Views per Visit 
The number of page views in a re-
porting period divided by number of 
visits in the same reporting period. 
 

21. Page Exit Ratio 
Number of exits from a page divided 
by total number of page views of 
that page. 
 

22. Single-Page Visits 
Visits that consist of one page re-
gardless of the number of times the 
page was viewed. 
 

23. Single Page View Visits 
(Bounces) 
Visits that consist of one page-view. 
 
24. Bounce Rate 
Single page view visits divided by 
entry pages. 
 

25. Event 
Any logged or recorded action that 
has a specific date and time as-
signed to it by either the browser or 
server. 
 

26. Conversion: 
A visitor completing a target ac-
tion.◊ 
 
http://
www.webanalyticsassociation.org/ 
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• click-through - the process of clicking through an 
online advertisement to the advertiser's destina-
tion. 

• click-through rate (CTR) - The average number of 
click-throughs per hundred ad impressions, ex-
pressed as a percentage. 

• conversion rate - the percentage of visitors who 
take a desired action. 

• cost-per-action (CPA) - online advertising payment 
model in which payment is based solely on qualify-
ing actions such as sales or registrations. 

• cost-per-click (CPC) - the cost or cost-equivalent 
paid per click-through. 

• CPM - cost per thousand impressions. 

• customer acquisition cost - the cost associated 
with acquiring a new customer. 

• hit - request of a file from a Web server. 

• hybrid model - a combination of two or more 
online marketing payment models. 

• impression - a single instance of an online adver-
tisement being displayed. 

• page view - request to load a single HTML page. 

• pay per click (PPC) - online advertising payment 
model in which payment is based solely on qualify-
ing click-throughs. 

• pay per lead (PPL) - online advertising payment 
model in which payment is based solely based on 
qualifying leads. 

• pay per sale (PPS) - online advertising payment 
model in which payment is based solely based on 
qualifying sales. 

• site stickiness - the amount of time spent at a site 
over a given time period. 

• unique visitors - individuals who have visited a 
Web site (or network) at least once in a fixed time 
frame, typically a 30 day period. 

• Web site traffic - the amount of visitors and visits a 
Web site receives.◊ 
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Dear reader, 

Statistics show that more than two-thirds of all active Internet businesses use solutions 
to analyze their online activities. And this is really expedient as only those who keep an 
eye on their online presence are able to improve their Internet activities and if neces-
sary optimize it continuously.  

This maxim applies to all who use the Internet as a strategic foothold without exception 
– from retailers to news and information portals to insurance companies, banks or 
travel portals.  It is crucial to those who control their information Websites very care-
fully, as their visitors could solicit a quotation through it and best of all buy the prod-
ucts/solutions offered.  

A study of the Aberdeen Group reveals that web site operators who know how to use 
the full potential of their analysis tools could increase their conversion rate by up to 68 
percent. In addition, the industry is moving to more sophisticated Web controlling tools.  
But the possibilities of an intelligent control still goes far beyond the optimizing of one’s 
own site: Whoever uses Web controlling instruments can get any time a picture of 
whether the marketing spend pays off from an economic point of view.  

The potential of an intelligent online analysis is most effective if Website operators 
don’t regard controlling as a technical solution, but as a strategic process. Even before 
the integration of a new solution, companies have to get straight about the objectives 
and key performance indicators (KPIs) they want to collect through the analysis of their 
online activities.  

Read more about web analytics, the latest trends in this space, best practices that 
count and companies that are making a difference here in the latest issue of Asian e-
Marketing. 

Are phishing attacks, hacking, spam threats, spyware, firewalls, anti-virus software, 
content filtering, intrusion detection terms that are swimming in your head? Or are they 
causing you sleepless nights? How do you know that your network is completely se-
cure? What does the hackers’ new playground look like? How can Unified Threat Man-
agement (UTM) help your business? To find out all this and more, join us at our half-day 
Expert Forum on 7th October at the National Library Board’s Possibility Room, Level 5 
(100 Victoria Street). Hear in person what our knowledgeable line-up of speakers from 
WatchGuard Technologies, Frost & Sullivan, SiTF’s Security & Governance Chapter and 
A*Star have to say on UTM. More information the program is available here:  

http://www.mediabuzz.com.sg/events/unified-threat-management.html 

Seats are going fast so ensure you get your seat by registering here:  

http://mediabuzz.com.sg/buzzevents/event-subscribe.html  
 

Till our November issue… 
 

Happy reading! 

 

Daniela La Marca 
Editor, Asian e-Marketing 
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