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Introduction

Each year marketers stake their reputations on digital advertising programs and Web sites that deliver irrel-
evant content to consumers and limited business value to the enterprise. And yet the marketplace is glutted 
with Web analytics tools that are supposed to help marketers create better digital ads and Web sites. Why is 
there such a disconnect between Web analytics tools and business results?

Razorfish prepared Actionable Analytics to help you close the gap between analysis and performance. We  
assume that Web analytics packages are useful tools for measuring performance, but they don’t provide act-    
tionable advice. Our approach is to show marketers how to turn analytics into action by answering 14 critical
business questions you should ask when attempting to use analytics to make better decisions about customers. 

Actionable Analytics offers several breakthrough ideas. For instance, we believe investing into brand — or 
direct response marketing need not be an either/or decision. We introduce a way to use analytics to deter-
mine the right mix of advertising spend in both categories. We answer the practical but tough questions —like 
should you spend your next advertising dollar on brand or direct response and what can you do now to im-
prove your Web site’s performance?

You’ll find the 14 questions in three major categories: media analytics, Web analytics, and customer relation-
ship management. Within each category, we’ve attempted to go beyond simply examining historical data. We 
aspire to provide useful information that marketers can use to achieve better results, both now and in planning 
future programs.
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Here is an overview of each of the three sections:

Media analytics refers to analyses that inform and improve the effectiveness of the planning, execution, and 
optimization of digital media. Marketers continue to waste money every year because they don’t optimize their 
online media campaigns based on metrics that drive long-term value for the business.

This section suggests measurements and analyses that allow you to determine challenges ranging from allo-
cating marketing spend across media to creating the right mix of brand and direct response marketing.

Web site analytics informs site design, usability, and ongoing optimization. Web analytics tools deliver no 
value unless they are configured properly, and experts analyze the captured data. These tools are flawed as 
holistic media measurement solutions. You should augment them with purpose-built media analytic tools.

Expertly designed and used tools can now tell a company something about how consumers behave when they 
visit a page. How long do they spend on a page? Where do they stop scrolling? A sophisticated Web analysis 
program should track those and other questions.

This section also looks at ways to improve your Web site performance through multivariate testing tools and 
test plans. One company we worked with was able to use tools and expert advice to discover problems in its 
Web pages and to redesign them for double-digit improvement in conversion rates.

Customer relationship management helps manage visitors or customers over time to increase the value and 
breadth of services provided. Marketers can create a seamless and personalized consumer experience across 
all digital contact points without incurring massive set-up costs or capital investments.

This section includes ways to extend a marketer’s segmentation scheme into display media, Web site, e-mail,  
and even direct mail. You may also integrate data from these digital interactions into an enterprise-wide  
e-CRM solution.

Actionable Analytics bases recommendations on numerous studies, years of collective knowledge, a broad 
range of specialist expertise, and deep experience with companies that are tackling the issue of a positive 
return on marketing investment. As you read Actionable Analytics, please let us know what you think. Did this 
information help you? Why or why not? What can we do better next time around? Please write Lee Sherman 
at lee.sherman@razorfish.com, or call Lee at (206) 816-8751.

Now, take action.
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Media Analytics
Media analytics refers to a group of analyses that help marketers achieve the desired consumer response to 
digital media campaigns. This section covers a critical set of advertising questions and forward-thinking analy-
ses that shed light on which types of media are working most effectively. This section does not cover the basic 
analysis that should first be performed and fully institutionalized (e.g., time-to-convert analyses).

Look to this section for advice on how to optimize your online media campaign based on the analysis of media data.

Brand versus direct response advertising

QUESTION 1
Where should I spend my next advertising dollar — on brand or direct response advertising?

ANSWER
By analyzing historical campaign data, you can obtain a targeted mix of brand and direct 
response messaging that yields the highest probability of online conversion.

Background

Increasingly, advertisers are shifting brand dollars online from more traditional branding media, including tele-
vision, radio and print — as depicted in Exhibit 1. 

EXHIBIT 1
Advertising Media Where US Marketers Will Spend Less  

in Order to Fund Increases in Online Advertising Spending, 2005 
As a percentage of respondents
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11.1%
16.7%

22.2%
27.8%
27.8%

33.3%
38.9%

44.4%
Magazines

Direct Mail

Newspapers

Other Marketing & Promotion

Radio

Television

Telemarketing

Yellow Pages

Print Classifieds

Note: n=18 marketers
who are decreasing other channels; multiple 

responses allowed

Source: Forrester Research,
 May 2005 in Internet Retailer, August 2005; 

eMarketer calculations, August 2005
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These advertisers are forced to wrestle with the seemingly conflicting goals of brand building or driving sales. 
Actionable Analytics skirts the question of what defines “brand creative” versus “direct response creative” 
because all creative work serves both purposes to some degree. For practical purposes, companies need to 
come to an agreement, or work with an agency, to categorize each creative element as either brand or direct 
response based on its intended purpose, format, and message.

Approach

With the help of Razorfish, a travel and hospitality company analyzed ad-serving data from a large digital  
media campaign. The campaign contained both brand and direct response creative. We grouped all cook- 
ies* according to the combination of brand and direct response creative to which they were exposed. We 
then analyzed the subsequent conversion (online purchases) made by each segment of cookies. The results 
of the analysis are illustrated in Exhibit 2.

* Razorfish tracks anonymous cookie data.

How to read Exhibit 2 

The table lists the frequency of impressions from a given campaign, brand impressions (0 to 10) across the 
X-axis, and direct response impressions (0-10) along the Y-axis. The cells within the table represent a combi-
nation of brand and direct response frequency, and within each cell is an indexed number indicating the prob-
ability of converting or purchasing. A score of 100 indicates the average conversion rate for all cookies with 10 
or fewer impressions. Each cell is color-coded according to its index conversion rate score.

EXHIBIT 2
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Key takeaways

• The probability of converting increases with the frequency of impressions, but at a decreasing rate.  
In some cases, increasing frequency actually reduces the probability of converting. (See index scores 
along the row of zero direct response impressions and 0-10 brand impressions.)

• When the impressions are heavily weighted towards brand, a direct response banner works better. 
The opposite is true when impressions are heavily weighted towards direct response. To illustrate: if a 
person has viewed four brand impressions and no direct response impressions, the indexed probabil-
ity of converting is 100. If that individual is served one more brand impression, the index rises to 113. 
Conversely, if that same person is served one direct response impression, the index almost triples to 
270. This pattern is seen again and again, as indicated by the red arrows.

• Ultimately, there is a “hot zone” of media mix between brand and direct response messaging that 
indicates the highest indexed conversion rate. While the best performing cell was two brand impres-
sions and eight direct response impressions (index 751), advertisers cannot force users to consume 
10 impressions nor absolutely control the mix. For this reason, you should identify a hot zone as the 
target, then monitor and optimize the mix towards that zone over the course of a campaign.

• The index scores and the hot zone vary with campaign, which means you need to perform this analy-
sis based on your own campaign data, rather than any rule of thumb you might extrapolate from  
Exhibit 2.

The best set of online media metrics for my business

QUESTION 2
Have I established the best possible set of metrics to optimize my online media campaigns?

ANSWER
Probably not. Few companies have linked media data to transaction data to enable media 
optimization against the behaviors that drive business value.

Background

Because online media are infinitely measurable, marketers invest in tools and resources to monitor and opti-
mize their performance. An industry of Web analytics providers and interactive agencies has been built on the 
foundation of data and measurement. But, what a marketer chooses to measure and how she defines success 
will shape a given campaign and can influence a broader media mix.
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Approach

Follow three rules to improve the effectiveness of your online media campaigns:

• Clearly define the objective of the media campaign; be specific.
• Identify an optimization metric(s) that ties directly to the campaign objective.
• Enable the metric through measurement technology and data integration.

First, be clear about the goal of the campaign. Optimization metrics differ dramatically between brand and 
direct response campaigns. Brand campaigns are designed to build awareness, re-position a brand, or en-
hance desirable brand associations. In contrast, direct response campaigns are intended to elicit a consumer 
response or trigger an action.

Second, whatever the campaign goal, tie the optimization metrics to the strategic intent of the campaign 
and the underlying business objectives. For a direct response marketer, those objectives may be to acquire 
customers, maximize gross margin, maximize total gross margin dollars, launch or extend a specific product 
category, or maximize lifetime value.

When your media department or agency is focused on specific business goals, it’s easy to see how a dated 
cost-per-action (CPA) metric fails to represent those objectives and actually misdirects your media dollars.

Third, tie back-end transaction and profitability figures to the media data and use a data platform that can pres-
ent this information in a timely fashion to a media group. Maintaining a single database or repository containing 
all customer and transaction data is not a prerequisite. What is important is that all databases contain a com-
mon key, such as Customer ID. A purpose-built media tool can tie disparate database information and media 
data together using a common Customer ID that is associated with an anonymous media cookie.  

Exhibit 3 illustrates how a purpose-built media optimization tool can link creative and placement impression 
data through to online or even offline transaction data. Such tools can associate ongoing transaction data back 
to the original campaign that acquired a given customer to support media optimization based upon lifetime 
value. Moreover, a custom-built tool can provide the planner with an integrated view of all digital media cam-
paigns (Web media, video, search, email, etc.) and do so at a customer segment level.

For marketers who want to realize the vision of providing a seamless customer experience across digital con-
tact points, this “global marketing dashboard” is a prerequisite. Razorfish has invested millions of dollars bui-
lding the technology infrastructure to support such custom media analysis and optimization tools.
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EXHIBIT 3

For an illustration of how quickly a change in optimization strategies can yield results, see Exhibit 4. Through 
April, the marketer optimized media based on conversion rate. As of May, it implemented a custom media 
dashboard that tied lifetime value (LTV) to online media. From May onwards, the marketer was able to achieve 
a lifetime value that exceeded the cost of acquiring the customer.

EXHIBIT 4
Company X Search Results
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Key takeaways

• Don’t burden a single campaign with both direct response and brand goals.
• What you measure is what you get, so choose your metric(s) wisely.
• Invest in a custom media dashboard so that you can tie media data to the desired transaction or finan-

cial data. Don’t settle for a proxy metric unless you have no alternative.

Media channel interaction

QUESTION 3
Do media channels interact to influence consumer behavior? If so, how much?

ANSWER
Controlled experiments by Razorfish repeatedly measure interaction between display media 
and search. A smaller body of research points to a similar interaction among display media and  
TV, radio, and print.

Background

With the dramatic increase in online media spending as well as the seemingly endless stream of new media, 
the marketer is left with complex questions about how media channels interact to influence consumer behav-
ior. Razorfish conducted a number of studies that measure the interaction among different media channels,  
including display media, search, television, print, and radio. What follows is a summary of two such studies.  
The first measures the interaction between display media and search while the second case study examines
the interaction between display media and television.

The interaction between display media and search

Approach

In this experiment, Razorfish simultaneously executed a display media campaign and a search campaign.  
Within the display media campaign, we employed the Atlas customer targeting function to randomly set 
aside a group of cookies to receive an International Red Cross banner rather than the advertiser’s banner.  
Both exposed and control cookies had an equal opportunity to be exposed to all other media, both histor- 
ical and concurrent.

The control group within the display media campaign effectively isolated the impact of the display media cam-
paign since the only difference between these groups was the exposure to display media. The results of this 
study are illustrated in Exhibit 5.
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EXHIBIT 5
Interaction Between Display Media and Search

Indexed click conversions
given display media exposures

Display media increased Search
click volume by 27 percent

Display media increased  
conversion rate by 41 percent

Incremental Search Conversions

Display media lifted total
Search conversions by 80 percent

12,700

Test

10,000

Control

x 1.7%    =    216

96

x 1.2%    =    120

Key takeaways

The study revealed that the group exposed to display media were 27 percent more likely to click on a branded 
search term as compared to the display media control group. What’s more, the exposed group was 41 percent 
more likely to convert on the search click, compared to the control group. (Conversion was defined as com-
pleting an online purchase.) The compounded effect of the increased propensity to click on search terms and 
to convert on those clicks equates to an 80 percent lift number.

You can see the interaction effect through similar studies that Razorfish has performed. This body of work  
establishes an interaction effect between display media and search. Marketers who understand this inter- 
action have an advantage over their competitors because they have better informed media buying strategies 
and performance targets.

Interaction effect between display media and television

Approach

To evaluate the impact of online banner campaigns on the advertiser’s site subscriptions, Razorfish designed  
and executed a market test during the first two weeks of a spring online campaign. The study sought to answer  
two key questions:

• What is the impact of online advertising during the advertiser’s spring campaign?
• What is the stacking effect of various media (specifically online display with broadcast television)?

Razorfish partnered with the advertiser to understand the relationship between an online campaign and a  
TV campaign that aired across matched markets. We identified cookies in these markets and separated 
them randomly into two groups to either receive or not receive the advertiser’s online banner ads.

We segmented the media data into four test groups shown in Exhibit 6, and we measured conversion rates for 
each of the four cells to quantify the interaction between online and offline media.
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EXHIBIT 6
Interaction Between Online and Offline Media

Segmented 
by geographic 
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Media

No Online 
Media

Key takeaways

As depicted in Exhibit 7, the study showed a positive relationship between the amount of conversion lift that 
the online campaign generated and the level of offline media.

EXHIBIT 7
Conversion Rate Index
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• Online media drove significant conversion lift across the board (69 percent).
• Online media had a higher impact on conversions when supported by offline media, generating 80 

percent lift in markets with heavy offline media and 47 percent lift in markets with light offline media.

This study led us to conclude that offline media such as TV can have a positive impact on the performance of 
online campaigns. Online banner ads are more effective in driving conversions when combined with the buzz 
and awareness that is created by TV campaigns.

Developing advanced attribution models

QUESTION 4
If media channels interact to influence customer behavior, am I correctly attributing sales to 
media and inefficiently allocating my media?

ANSWER
No. You are likely attributing far too much credit to the last online impression viewed or 
clicked. Those marketers who move quickly to develop more advanced attribution models 
will likely gain market share.

Background

The interactive media industry has standardized on a very simple business rule to attribute credit for a conver-
sion, a business rule that was first established in 1997. The two-part media attribution business rule is very 
simple and fairly effective:

• One hundred percent of the credit for a conversion is assigned to the last ad impression served prior 
to the conversion.

• A click on an ad impression trumps a view.

This two-part rule defines attribution and is therefore fundamental to all media optimization. The industry stan-
dard attribution rule is used by marketers to assign credit for all online conversions, all digital media channels, 
and all variations of media buys. A marketer’s entire digital media spend – whether display media, search, 
emerging media, portal buys, niche sites, or performance networks — is subject to this simple rule of media 
attribution.

It is intuitively satisfying to believe that multiple media exposures over time will influence a consumer’s re-
sponse to that media, but the idea of assigning 100 percent of the credit to the last impression served feels 
wrong, or at least sub-optimal. That intuition has been born out by recent extensive cookie-level analysis of 
media data.
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Approach

In order to assess the impact of multiple media exposures on consumers, Razorfish analyzed six months  
of cookie-level data. (Web-based reports from third-party ad servers consist of aggregated data, which 
 is not suitable for this type of analysis.)

For the benefit of readers steeped in analytics: our approach was to establish a group of stable cookies, those 
that were alive and tracked over the course of the six-month test period. We then rolled up all digital media 
exposures to the cookie level. This data set included impression data from all display media, sponsorship, and 
paid search campaigns as well as click and action data. Action data includes behavioral and purchase data 
from a marketer’s Web site and is the basis of measuring the response to the media campaigns.

In this way, we were able to analyze the entire history of tracked digital media exposures for a given cookie 
over time. We performed this for millions of unique cookies. Next, we analyzed the media history for all cookies 
that converted during the test period, employing regression techniques to measure the influence that different 
media exposures had on the eventual purchase.

Exhibits 8 and 9 highlight just a few insights derived from an analysis of one client’s data. For the portion of 
purchase behavior that could be explained from online media, the data revealed that almost 60 percent of the 
influence came from the last media exposure prior to conversion. The second-to-last and third-to-last place-
ment were each responsible for about 20 percent of the influence from the measured online media. Exhibit 8 
illustrates the appropriate weighting for the three placements preceding an online conversion.

EXHIBIT 8
Sample Conversion Attribution

Overall average for a Personal Service client during a specific season

3rd Last Placement

20%

Last Placement

59%

2nd Last Placement

21%

This insight implies that the client had been attributing at least 40 percent of the conversions to the wrong me-
dia and had been doing so across all online media campaigns. More importantly, the company is now in a posi-
tion to act on this information by implementing a custom algorithm to optimize online media going forward.
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We achieved a number of additional insights from analyzing the client’s data this way. For example,  
Razorfish categorized all publishers into a standardized scheme. We then analyzed the relative strength 
(influence on consumer probability to convert) of each publisher type at each placement preceding the  
conversion. The results of this analysis can be seen in Exhibit 9.

The data tell a story about how the target audience is influenced by the client’s media. The consumer begins 
on a niche site, where she consumes information about a subject matter that interests her. She views the ad-
vertisement but takes no action. Subsequently, she performs an unbranded search on the client’s category of 
service offering. Later, she is on a broad-reach network site and reminded of the client’s service, but takes no 
action. Finally, she conducts a search on the client’s branded search term, clicks on the result, and converts.     

EXHIBIT 9
A Story of Conversion

Indexed scores of the effectiveness
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Traditional methods of optimization would have given 100 percent of the credit to the branded search term, 
which would have led to some ill-informed decisions, like cutting back the spend on niche sites or unbranded 
search terms that don’t appear to convert cost effectively.

However, when a media planner views the data as in Exhibit 9, he or she recognizes that niche sites, unbrand-
ed search, and network sites are required to feed the funnel for branded search. An optimization algorithm as-
signs credit accordingly and enables the marketer to optimize the media placements that truly create value.

Razorfish used this same methodology to learn how other aspects of media campaigns can  be optimized 
across placements, including ad format, message, ad sizes, business seasonality, frequency, and more. 
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Note that no commercially available Web analytics tool or ad serving technology supports custom attribution 
modeling as described in Actionable Analytics. Razorfish has made the significant technology investment to  
support this functionality and enable additional innovation around the topic of media attribution.

Key takeaways

• Long-standing industry standard rules for online media attribution over-allocate credit to the last im-
pression viewed or clicked.

• Custom algorithms for assigning credit may help improve the efficiency of media buys and scale on-
line media further.

• Media attribution analyses can inform a range of online mix decisions, including media, ad unit,  
and message.

• Marketers will likely need to partner with a specialist who has the technology platform and analytical 
expertise to implement a custom media attribution algorithm.

• More research on media attribution is required before drawing final conclusions about the best way to 
attribute sales to media.
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Web Site Analytics

Web analytics packages are useful tools to help monitor a Web site, guide site design and usability, and aid 
ongoing optimization decisions. But it is not enough to simply implement a Web analytics package and expect 
actionable results. Marketers must configure tools thoroughly. They must invest heavily in analytical experts 
who can extract actionable insights. Finally, marketers must understand that Web analytics packages are lim-
ited, particularly as holistic media measurement tools.

Beyond a Web analytics package

QUESTION 5
Now that I’ve settled on a Web analytics package, what must I do to create a successful Web 
analytics program?

ANSWER
Successful application of Web analytics requires multiple resources working together to at-
tain accurate and actionable marketing data: implementation, analysis, and action.
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Background

Web site analytics is important, especially to marketers who need their Web sites to conduct a high volume of 
transactions. The opportunity cost of generating poor or inaccurate information is enormous.

Think of your Web site as a retail outlet. You track the purchase of every SKU, every basket of goods, profitabil-
ity of the sale, and the customer’s purchase profile. Online marketers also do this, but they can actually do so 
much more. Imagine if you could track every single action that occurs in your retail outlet – not just the volume 
of traffic in a store, but how many people stood in the toothpaste aisle and felt overwhelmed by the dozens 
of different brands offered, examined three products, put two down in under 10 seconds, and purchased the 
most expensive shiny box they handled because it promised 10 times brighter teeth in a week. Web analytics 
make this level of analysis possible but only if you know how and where to look for it. Are your analysts digging 
into your Web site data this deeply? Are they producing insights that are merely interesting or those that clearly 
indicate action? If your analytics are not actionable, you are leaving revenue on the table.

Approach

Implementation. The system must be correctly configured and customized to your organization’s specific 
needs. You might assume that with the migration to application-hosted analytics systems, every installation 
would be configured properly, but that is not the case. If your installation has not been vetted for accuracy, in 
all likelihood the data you are looking at are wrong. Another element often overlooked with analytics systems is 
the maintenance required, including updated filters, development of new report templates, and the fine tuning 
required for site or marketing campaign updates.

Data analysis.  After ensuring that your data are as accurate as possible, you need someone who can squeeze 
the right reports out of your system. Take Omniture as a system for instance. Omniture can provide hundreds 
of customized scenarios, standard reports and the ability to drill down to extremely granular levels of site 
performance data. An analyst has to understand both how to get the system to produce the data and how to 
present the data to executive, marketing, and IT resources so it is clear and can be acted on.

A highly skilled Web analytics analyst will understand the system and the intricacies of the site. Many organiza-
tions require a deep statistical background for someone in this role. But if the analyst does not understand how 
a Web site works and the basics of Internet networking, he or she will miss key subtleties that make or break a 
site’s performance. A great analyst understands that Web analytics is both an art and a science.

Acting on the data. Many different roles in an organization can benefit from reviewing and understanding 
Web analytics data when it is presented at the appropriate level of detail required by each role. Typically, 
business managers or leaders will not have the expertise or time to extract the necessary insight from Web 
analytics tools. A dedicated team of analysts is best suited to understand a given business need and pull the 
information that can support a business decision.

Key takeaways

• A properly configured Web analytics system combined with knowledgeable analysts and marketers 
provides insights into the performance of your Web site.

• Data analysis is both an art and a science.
• Many roles in an organization can benefit from understanding Web analytics, but it requires expert 

analysis to extract the information that is relevant to each role and actionable.
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Web analytics is not a solution for media measurement

QUESTION 6
Do Web analytics tools provide holistic media measurement?

ANSWER
No. These tools only attempt to measure a small slice of the overall media landscape and 
base their measurement on unreliable data.

Background

The holy grail for many media planners is a single-page flowchart indicating reliable, unduplicated reach and 
frequency numbers against the target across all media channels. This ideal flow chart is unlikely to emerge 
until traditional media can be tracked digitally by a shared technology platform.

In the interim, Web analytics tool providers are moving to position their applications as holistic measurement 
tools capable of tracking and optimizing all accountable media, including organic and paid search, display 
media, e-mail, and direct mail. In fact, these tools fall short of meeting the needs of most advertisers and may 
result in ill-advised media mix and media optimization decisions.

Approach

All four leading Web analytics tools share similar methodologies to enable media optimization. All rely on the 
referring URL as the basis for attributing online actions to a media stimulus. If a user clicks on an advertise-
ment and then takes an action (typically makes a purchase) within a defined time window, the sale is attributed 
to the specific creative, publisher, and placement. A planner then makes optimization decisions based on that 
media attribution. There are a number of problems with this approach:

Issue 1  
The referring URL — the basis of media attribution for Web analytics tools — is unreliable. The refer-
ring URL passed to the Web analytics tool may be affected by the Web browser, the ad unit, the 
publisher, the ad network, or host of other variables. The impact of this fundamental issue ranges 
from mis-attribution to duplicate counting of conversions.

Issue 2  
Web analytics tools do not receive impression data, and marketers have no independent measure of 
media delivery, unique reach, or frequency on a Web site. This issue is particularly problematic to mar-
keters who seek to build or reposition their brand as opposed to those who drive online commerce.
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Issue 3 
Web analytics tools do little to measure all but the bottom-of-the-funnel transactions. They largely 
ignore measurement brand metrics or engagement metrics that are critical for driving consumers 
to an ultimate conversion. The consequence of such an approach is a loss of sales volume as the 
marketer optimizes away from media that build demand for the brand and product and focuses only 
on harvesting those consumers who are ready to buy.

Issue 4  
Web analytics tools are completely lacking in the art of media planning. Marketers who opt to rely 
on Web analytics tools as measurement and optimization technology do so at a very real cost. They 
forgo the lower media rates that are often secured by agencies with large media spending and lever-
age. Similarly, they are subject to inferior terms and conditions with publishers, resulting in less flex-
ibility for optimization. Perhaps most importantly, they lack the publisher relationships and creativity 
that produce cutting edge media solutions that meet an advertiser’s specific needs.

Key takeaways

• Web analytics tools are useful for providing intelligence about a Web site or online business perfor-
mance, but they are not holistic media measurement tools.

• Web analytics tools lack the essential media impression data required by brand marketers pursuing 
an integrated flowchart across digital and traditional media channels.

• Web analytics packages’ reliance on the referring URL for media measurement is a fundamental flaw 
causing significant errors in media attribution and optimization.

• Media optimization should support the entire sales funnel, not just the ultimate conversion — some-
thing missed by leading Web analytics packages.

Other limitations of Web analytics tools

QUESTION 7
In addition to media measurement, are there other limitations to Web analytics tools to keep 
in mind?

ANSWER
1. These tools may provide 100 canned reports but not the ones you need.
2. Web analytics tools aren’t directly actionable through site or media personalization.
3. These tools only provide information once a consumer has reached the bottom of the 

purchase funnel.

Background

Web analytics applications have several things in common: they all focus on the Web site as their primary 
source of data (and interactions); they all provide dozens, if not hundreds, of reports; and they all provide their 
reports through a Web-based product.
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These products pose myriad challenges. From “I don’t want data for the sake of data” to “these reports are 
nice — if they were only actionable,” marketers consistently complain about their functionality. Their approach 
to Web measurement is not a magic bullet for increasing site ROI.

In many cases, a more custom approach to site measurement is a better solution. Actionable Analytics does 
not advocate that marketers abandon their current tools. Rather, they should recognize these tools for what 
they are: site measurement applications. How effective these applications can be depends upon how well 
marketers augment them to overcome their deficiencies.

Approach

Canned reports. To provide a company that has unique marketing challenges with canned reports is like 
saying that all investors should use the same set of mutual funds. Every company is different, just as every 
investor’s situation is different. One size does not fit all. A custom approach to Web analytics determines what 
metrics, benchmarks, key performance indicators, and trends are right for a specific organization and builds 
those reports, graphs, and key performance indicators that are relevant and nothing more.

Lack of action.  Web reporting is just that: reporting. It is almost always based on analysis of past perfor-
mance and is usually not actionable. It’s nice to know that 20,000 new visitors to your site purchased some-
thing. But what if you could use that data to market to those individuals differently the next time you see them, 
either on your site or anywhere else on the Web. The limitation of the Web analytics tools is that they provide 
numbers but not the innate ability to act on those numbers. A custom approach leverages the data to create 
actionable behavior, value, and life cycle segments that can be used to drive targeting and personalization.

Bottom of the funnel.  Site analytics tools tend to focus only on the part of the funnel where customers 
have already been acquired. This is a mistake commonly made by marketers. If you rely solely on these data 
for your optimization, you will invariably make decisions that reduce the number of customers entering your 
funnel — and in turn, reduce the number of overall conversions. A custom approach is to measure customer 
behaviors and interactions before they enter the site and then combine the two data sets to manage the cus-
tomer experience during a site visit.

Key takeaways

• The one-size-fits-all approach routinely leaves marketers with important tactical questions unan-
swered.

• Reporting should not be the end of the marketing cycle; rather the data available in the reports should 
be actionable.

• Limit your vision and you run into walls. An analytics tool should provide a wider view of your market-
ing efforts and their effectiveness.
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Rich internet applications tracking and reporting

QUESTION 8
How can I deliver the highest-impact, brand-focused messaging, and how can I gauge the 
success of my efforts?

ANSWER
Rich internet applications are the best vehicle to engage users online and build brand equity.

Background

Rich internet applications (RIA) are a relatively new breed of Internet software that allow marketers to create 
engaging, innovative user experiences. Their functionality and capabilities are extremely difficult or impossible 
to create using traditional Web technologies. But a new generation of Web 2.0 tools has emerged that allow 
marketers to build sites that empower users to manipulate content in a more intuitive manner. These tools 
also lead to a better online experience and can help increase brand favorability. There are four main types of 
RIA capabilities: Flash-based; AJAX (a combination of JavaScript, HTML, and XML); Java Applets or ActiveX 
controls, as well as custom-developed applications that use Java or .NET. The primary technology used today 
is Flash-based because of its broad penetration, developer competencies, and development environment-
based on a graphical user interface.

There are many uses for RIAs — from portals and microsites to peer-to-peer and mash-up solutions. The big-
gest opportunity for RIAs in the marketing space is around brand or product evangelism. This value can be 
extended across all digital channels — from a company Web site to a Web media buy. All Web real estate can 
provide a home for RIA penetration. From a pure development standpoint, RIA spending is expected to exceed 
$500 million by 2011 (ZapThink, July 2006).

Approach

Building an RIA that has impact is the most important component of any brand-focused site. However, market-
ers often overlook the opportunity to validate the impact through reporting solutions. Developing a compel-
ling RIA is no small task. Companies often spend hundreds of thousands of dollars on development alone, 
and that’s not counting the cost to drive user traffic to the RIA, the ongoing support and hosting cost, or 
any ties to the e-commerce site. Furthermore, there is a general feeling that RIAs are not measurable due to 
their dynamic and custom nature. Companies are literally spending millions of dollars with no accountability  
on performance.

An RIA tracking and reporting application should be a requirement that is factored into the project at the start. 
Regardless of the key metrics — be it brand awareness, video plays, game interactions, or simply number of 
visits and number of page views — the marketer must know if the cost justifies the result.
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Furthermore, if the RIA performs poorly without a reporting solution in place, the marketer has no insight into 
optimization opportunities for site redesigns or future RIA development efforts. Marketers also need to know 
how current RIA solutions stack up against past RIA solutions and which visitors are visiting multiple RIAs. 
Without a measurement tool in place, there is no opportunity for apples-to-apples comparison across differ-
ent initiatives.

Traditional Web analytics packages are typically product-focused. Their approach is one-size-fits-many.  
For a traditional HTML Web site, this method works well. The marketer implements the tags and an analyst 
looks at the available reports to determine the Web site’s success based on basic site metrics such as unique 
and repeat users. This approach does leave room for improvement for marketers with specific business ques-
tions or for those who want to integrate with Web media or paid search.

Due to the unique nature of each RIA, the one-size-fits-all approach does not work. An appropriate tracking 
and reporting solution must have a flexible data capture methodology that allows any type of interaction to 
be captured and reported – whether you’re talking about a video play, picture upload, or interactive game 
play. Once captured, these interactions must be presented in a manner that a marketer can digest and use to 
improve performance. Thus, marketers benefit by leveraging a solution that has a client service component 
built in.

The characteristics of a robust RIA reporting application include:

• Ease of implementation
• Speed to market
• Flexible and extensible design
• Customization for specific business questions
• Service-based vendors

A robust RIA also needs to mitigate failure risk by decreasing cost barriers found with traditional Web  
analytics providers.

In addition, different interactions may have different values or scores for building brand equity or product en-
gagement. A robust reporting solution will allow you to score each interaction type to produce a brand index 
score. Another key element is the ability to create surveys using a test-and-control methodology to gauge 
whether the RIA increases attitudinal success metrics such as intent to purchase. Finally, for the marketer with 
multiple digital channel data (Web media, paid search, e-commerce, e-mail, etc.), the RIA reporting must tie 
directly with each channel in a holistic report view — a view that accounts for the interplay of users across all 
channels and the ability of each channel to drive the success for the overall campaign.

Key takeaways

• RIAs represent a growing class of applications that are well-suited for the rich engagement of users  
in an attempt to build brand awareness and increase the perception of product value.

• Traditional Web analytics providers lack the customized, flexible approach that RIAs demand.  
Additionally, they lack the service component to answer questions regarding the complex nature of 
RIA tracking and reporting.

• A robust RIA tracking and reporting solution must be built with a high level of flexibility to allow all 
types of interactions to be tracked and reported.

• RIAs are often focused on building brand. The reporting solution must have metrics focused on this 
success measure.
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Web site usability, testing, and optimization

QUESTION 9
What steps can I take now to improve my Web site performance?

ANSWER
Reduce friction and barriers to conversion and develop an ongoing testing and optimization 
platform.

Background

Many major Web site development projects span a year or more from initial planning to release. In the interim, 
marketers seek smaller changes that can be implemented quickly to provide a better customer experience 
and boost the site conversion rate.

Here are some approaches that work:

1. Reduce user friction and barriers to conversion. Overall, the optimization of a Web site depends on  
a number of factors, including how well it meets customer needs, competitive positioning, and site  
usability. However, significant improvement can be achieved through improved usability and effi-
ciency. When optimizing the performance of a site, focus on two or three primary user paths. For a  
commerce-based site, the focus could be on getting a user to buy, register, or research particular 
product categories.

2. Increase user engagement. Once you identify key user paths, you should focus on the middle of the 
acquisition funnel, around engagement and consideration. For optimization, analysis of key processes 
must be able to determine:

• Where within key pages are users dropping off?
• In what areas of a page do people engage or abandon the site?
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EXHIBIT 10
Where Users Drop Off
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The dotted box in the funnel in Exhibit 10 indicates a framework to measure how well key pages and  
processes are engaging and converting users. First, you must define elements of success and the  
associated measurements.

For example, measure the level of initial page engagement by page interactivity quotient (IQ). Page IQ  
measures the percentage of users who do something when reaching a page (for example, scrolling or click-
ing). Scrolling analysis measures the percentage of people that scroll on a page and where they drop off within  
the page.

Once you identify where users are encountering friction (dropping off on a page), you can apply best practice 
usability and design techniques to modify the page. Once you make the changes, metrics should be recalcu-
lated to measure improvement. The following case study illustrates this practice.

Case study: reducing user friction and drop-off

An example of breaking down user engagement for a commerce company is illustrated in Exhibit 11. The 
analysis looks at where users drop off within a key page and compares it against drop-off benchmarks. Once 
the drop-off areas are identified, you can begin to remedy the situation by engaging usability and best practice 
design experts.



© Avenue A | Razorfish, Inc. All rights reserved. Actionable Analytics  24

EXHIBIT 11
Users Don’t Drop off Between Pages… They Drop off Within a Page…

Step 1
Arrived on Page

Step 5
Converted

Step 4
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Step 2
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D. ANDREWS

365 9842 234

D. ANDREWS

Note that the key drop-off point for this client is at the very end of the acquisition process. More than 20 per-
cent of users encountered errors after submitting the application form.

Optimizing the acquisition page results in double-digit improvement in conversion.

Exhibit 12 shows the variation in page statistics for a particular company within the financial services industry. 
The vertical lines show the range in performance for an application page. Each of these pages performs differ-
ently, requiring different recommendations and changes. For companies with low page interactivity, particular 
focus is placed on 1) visitor quality, 2) visitor purpose, 3) and page content.

EXHIBIT 12
Engagement & Conversion Metrics — Financial Services
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Key takeaways

• You must understand user needs and expectations as part of an optimization process.
• Behavioral analysis is a great tool for removing friction in key user paths, but it doesn’t fully ad-

dress what might be missing in a user experience. (Tools such as focus groups and site-side surveys  
are effective.)

• You need to understand your performance relative to your industry and other industries.
• Once you have optimized the usability of the design, the second step or method for optimization is 

ongoing testing and optimization.

A disciplined approach to multivariate testing

QUESTION 10
How do I turn my site into an ongoing testing and optimization platform?

ANSWER
Combine testing expertise with multivariate testing technologies to rapidly test and iterate 
your Web site to higher levels of performance.

Background

While many companies are considering multivariate testing on their Web sites these days, most marketers 
don’t know exactly what it is or whether it is even feasible to conduct on their sites. Multivariate testing is  
a methodology that allows companies to test multiple changes within a page of their Web site by serving up 
different versions of the page and elements within it. Some key questions to ask before trying multivariate 
testing are:

• Does the site have enough traffic to yield significant results?
• Do you know enough about the page to determine the most critical areas to test?
• Do you know how to set up a controlled test?

Testing helps you understand not only what the best performing page is but also the optimal combination of 
elements within the page.

Multivariate testing requires three key steps:

• Determine what to test
• Execute
• Interpret results
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The first and most critical step to this process is determining what to test. To identify the problem areas, use 
the process described in “Reducing user friction and drop off,” tracking the page to understand detailed user 
behavior and identifying areas of friction. After tracking the page, make changes that should be implemented 
immediately, and determine those that should be tested.

We recently employed this approach with a financial services client. In the initial phase, we identified three key 
areas to test, based on user behavior and best practice experience. (See Exhibit 13.)

EXHIBIT 13
XYZ Bank Test Matrix
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Bulleted Text
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• henim et wis aciniscidunt ut verciliquat. Met vullut vulla faccums
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XYZ Bank Card
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Start building your credit now—
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• Quisim ipissent vulla feugait la feugiam 
• accum nit alit lan henibh et
• Igna feui te exero eu faci blam nonsecte 

It’s easy and it takes
just a few minutes.

Apply Online today and
recieve your card in 
3–10 days*

Standard delivery is 10
business days. Rush is
3 days and requires a
special fee.

365 9842 234

D. ANDREWS

The areas for testing were the format of the copy in the top banner (which was popular but underperforming 
in terms of driving conversions), the comparison chart (which was confusing users with non-linked content), 
and the communication of the process for applying for a credit card (which was successful but very long and 
located primarily below the fold).

If we were using a full factorial methodology, the process would have necessitated 27 different test runs  
(or versions) of the Web site, causing the data collection period to last for months. By using a fractional fac-
torial design methodology — a fancy name for a process that effectively streamlines testing — we limited the 
number of test runs to nine and predicted the performance of the remaining 18 runs, allowing for the most 
efficient test possible.

The successful page contained a shortened, bulleted list of benefits in the banner, the control comparison 
table, and the shortened communication of the process. (See Exhibit 14.) This combination yielded a double-
digit lift in conversion rate over the control page. The factor with the biggest impact on the conversion rate was 
the communication of the process. The client has modified its landing page to include these changes.

heatherg
rightfooter



27 Actionable Analytics  © Avenue A | Razorfish, Inc. All rights reserved.

EXHIBIT 14
Best Test Design

Key takeaways

• As commonly seen in multivariate testing, the factor that we assumed would have the biggest impact 
often did not.

• An effective test requires creativity, usability best practices, and data.
• Clients who use self-service multivariate testing tools many times get caught in the trap of testing for 

the sake of testing, without evidence behind the test design, which can lead to a suboptimal page and 
suboptimal performance.

• Multivariate testing isn’t for every Web site. If your site has low traffic volumes or inability to improve 
conversion rate, you should consider another methodology, such as A/B testing.

1C: Reduced Bullets

2B: Reduced Right Column

2A: Control Comparison Table
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Dashboards for a holistic view

QUESTION 11
How can I get a holistic view of my complex multi-channel and multi-country marketing 
campaigns?

ANSWER
Dashboards that combine disparate data from different channels, campaigns, and agencies 
have emerged as critical to marketing success.

Background

In a complex, multi-channel world, executives are increasingly being presented with fragmented reporting 
leading to decisions made in a silo. Wasted time, energy, and dollars are the result. Marketers need up-to-date 
answers to questions like:

• How can I get an at-a-glance view of my holistic marketing efforts when I have six different agencies 
for six different channels?

• Where appropriate, how can I get a deeper analysis of specific campaigns regardless of channel?
• In a global economy, how can I visualize the impact of marketing efforts in different regions, countries, 

and continents?
• Which channels are performing above or below benchmarks?

The promise of the executive dashboard is to bring all this disparate data together in a common platform. But 
there are significant challenges.

Disparate data. Most large organizations are leveraging multiple agencies across multiple channels to ac-
complish their marketing goals. Results from campaigns run online, on television, in print, radio, etc., are usu-
ally collected in different sources and are rarely, if ever, checked against one another for duplication. Marketers 
are forced to log in to multiple sources to get their aggregate measurements and then must attempt to compile 
these data into a usable format.

Disparate agencies. The number of vendor relationships marketers may have can further complicate the is-
sue. Getting different agencies to share data with one another can be difficult. In addition, companies must 
manage relationships with non-agency vendors, such as Nielsen.

Customization. One-size-fits-all products fail to take into account the unique nature of each organization. 
Trends, analysis, and key performance indicators valuable to one may be entirely irrelevant to another com-
pany. Successful implementations are based on deep analysis of the metrics and measurements that drive the 
customer’s business.
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Approach

Our approach is to understand clients’ current capabilities, agency relationships, marketing goals, and data ar-
chitecture to recommend a solution that matches their specific challenges. Some of the factors to consider are:

Existing Web analytics provider. The top Web analytics providers all have dashboards. They provide the 
ability to customize reports by user, a graphical Web interface, and deep dive analysis features. Many of our 
clients already have such a tool in place. These tools usually lack the ability to easily display other data sourc-
es. Neither do they typically offer the service layer necessary to make the data meaningful to a specific audi-
ence. Furthermore, they do not typically focus on managing relationships with other agencies and vendors.

Hosted dashboard providers.  A growing segment of companies specifically provide marketing dashboards, 
tailored to customer needs. They will provide vendor management and data consolidation within a Web-based 
interface. Their challenge is a lack of access to the raw data. They are essentially data aggregators, further 
exacerbating the duplication of data and results.

Custom solutions.  For companies that have a deep relationship with a partner steeped in marketing analyt-
ics and Web development combined with a service component, a custom solution may be the right fit. This 
approach allows for the design and implementation of custom dashboards built on the analysis of what’s im-
portant. Additionally, these partners usually have access to the raw data, eliminating duplication of results.

This approach offers the greatest flexibility for our clients. For clients that are using Razorfish’s Web media  
and search capabilities, the resulting trends and key performance indicators (KPI’s) can easily be tailored 
to match a marketer’s at-a-glance vision. Additional data such as Nielsen television data and comScore can be 
overlaid to show the impact of other channels on response. Other agency data can similarly be applied.

Custom dashboards like those in Exhibit 15 and 16 can provide a holistic view of how traditional and online 
media may be influencing unconventional brand metrics such as branded searches or online buzz.

EXHIBIT 15
Typical Dashboard

© DNA  An Avenue A | Razorfish company
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EXHIBIT 16
Impact on Branded Keyword Searches and Buzz by Channel
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Key takeaways

• A custom approach to dashboard design ensures relevancy to the client.
• Dashboards should not provide data for data sake; they should focus on answers to high level busi-

ness questions (trending, KPI’s, etc.).
• Incorporating additional (non-digital) channels into a dashboard can provide a holistic view of market-

ing efforts and can be leveraged to show impact on brand-related buzz.
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Customer Relationship Management

The Internet serves several roles within the marketing organization. It is at once an advertising medium, a 
sales and distribution channel, and a customer relationship management (e-CRM) tool. The Internet is not the 
CRM solution by any stretch. e-CRM could fairly be described as a broad group of processes, technologies, 
and resources aimed at deepening an individual’s affinity with a company or brand. However, the Web site, 
digital media, and the underlying platform can add value to a company’s overall CRM efforts. This section  
of the paper provides some direction for marketers using the online environment to enrich relationships with 
their customers.

Creating a seamless customer experience

QUESTION 12
Is it possible to create a seamless customer experience across all digital contact points?

ANSWER
Yes. When used correctly, existing third-party ad-serving technologies can deliver a consis-
tent and personalized experience across the Web site, display media, and e-mail.
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Background

The promise of the internet since its inception has been one-to-one personalized marketing across all online 
contact points. However, early promises far exceeded the reality, and multi-million-dollar implementations 
failed to deliver a positive ROI. Now, marketers are experimenting once again but this time with low-cost per-
sonalization technologies that reduce the barriers to trial. They are also adopting techniques from the direct 
marketing world that make cross-channel personalization plans more effective.

Approach

Our approach to delivering an integrated, cross-media personalization program is to find a means of  
minimizing cost and complexity without sacrificing enhanced functionality. For marketers requiring the most 
advanced site personalization capabilities, we have recommended and completed dozens of ATG and Inter-
woven implementations.

For marketers whose goal is cross-media integration and who want to prove the ROI prior to making large 
capital investments,  Razorfish has also implemented solutions based on the Atlas Digital Marketing Suite.  
The primary benefit of this solution is that it provides a single technology platform that can deliver per-
sonalized content to any digital media: display media, Web site, or e-mail. The key benefit of a single platform 
is that it enables the marketer to have a holistic view of the consumer across all digital contact points, tied to-
gether by an anonymous customer identifier. With a 360-degree view of the consumer, a marketer is then able 
to plan, execute, and report on the totality of digital media contacts. Without a common underlying technology, 
a program is likely to stall due to process integration, data integration, and measurement issues.

Alaska Airlines is a perfect example of an integrated approach. The airline first developed a framework that 
could support messaging and a testing plan across digital media. This framework is composed of a series 
of customer states, ever increasing in loyalty and value to the company. These states start with booking a 
ticket online and escalate to membership in the Alaska Airlines Board Room (airport lounge). See Exhibit 17.  
The beauty of the framework is that it is:

• Simple.
• Behavior-based and therefore highly actionable.
• Discrete and complete. All customers are covered by the framework and can objectively be assigned 

to a segment.

EXHIBIT 17
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An integrated suite of offers and creative was developed around this framework, each aimed at taking con-
sumers from one level of the framework up to the next. We deployed the creative using the Atlas Media Suite 
across display media (see Exhibit 18) as well as the Alaska Airlines homepage. The airline is currently evaluat-
ing dynamic content insertion into its e-mail newsletter through the same personalization platform.

EXHIBIT 18

Alaska Airlines’s cross-channel personalization program has delivered value to consumers and the company. 
The program achieved in excess of 20 percent lift in site conversion rates in terms of orders and other conver-
sions tied to the segmentation plan.

The efficiency gains have driven results straight to the bottom line but also allow the company to further scale 
its advertising efforts across search, display media, sponsorships, and so forth, because it is more efficient at 
driving revenue from every site visit.

Key takeaways

• Effective and low cost cross-channel personalization solutions have emerged in the marketplace un-
der more feature-rich enterprise solutions.

• Simple segmentation plans and trigger programs can deliver results.
• Media-offer testing and site-side offer testing can be managed in concert.
• These solutions require a layer of strategy and service to execute them effectively.

heatherg
Footerleft



© Avenue A | Razorfish, Inc. All rights reserved. Actionable Analytics  34

Extending segmentation and personalization to e-mail and direct mail

QUESTION 13
Can I extend an online segmentation and personalization plan into e-mail or even direct mail?

ANSWER
Yes. All media channels can work in concert to achieve a desired response from the consumer.

Background

A multi-channel retailer in the home products category had made the strategic decision to invest heavily in 
customer development and retention. The company had amassed a large customer file over time, and mar-
keted to the customer base with catalogue, direct mail, and e-mail pieces. In 2006, the company conducted an 
experiment to determine if Web site behavioral data could be used to create lift within its e-mail campaigns.

Approach

An e-mail program was designed around a simple segmentation plan defined by Web site visitation behavior. 
Web site registrants entered their e-mail address and were assigned a customer ID number, enabling the re-
tailer to associate Web site sessions with their customer file.

The segments were:

• Viewers — those that browsed products in the past 48 hours.
• Abandoners — those that initiated but did not complete the purchase process in the past 48 hours.
• Purchasers — those that had completed a purchase in the past 48 hours.

The advertiser then executed a series of seven e-mail campaigns against these segments, each testing a num-
ber of offers and creative treatments built to support the retailer’s product lines.

The e-mail program, built around Web site behavioral data, generated higher open rates, click-through rates, 
and online revenue per e-mail sent compared to the average e-mail campaign. Most striking is that the revenue 
per e-mail sent was five to 40 times higher compared to non-Web-site-segment mailings.
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Key takeaways

• Customer data from Web sites can readily be associated with a database and all direct, cata-
logue, and e-mail media data. (The privacy policy must disclose that data is captured and used for  
marketing purposes.)

• Even the most basic Web site behavioral segments can generate significant lift to e-mail campaigns, 
driving incremental sales and margin.

• The same methodology can be extended into the direct mail campaigns or catalogue mailings. (Imag-
ine catalogue creative tests driven by Web site visitation behavior.)

Plugging online media into an e-CRM solution

QUESTION 14
I’ve invested millions of dollars in my enterprise-wide e-CRM solution. Can you plug in the 
online media component?

ANSWER
Yes. It is an increasingly common request to provide data management and data pass-back 
services to support large e-CRM programs.

Background

Many leading marketers, particularly within the retail, financial services, and pharmaceuticals industries have 
invested heavily in e-CRM technologies and databases. Customers in their databases may be exceedingly 
valuable and stand to be customers for many years. Not surprisingly, these marketers are incredibly sophis-
ticated with respect to modeling advertising stimulus and response as well as the overall customer contact 
strategy. e-CRM is typically considered a core competency and is staffed with dozens of strategists, statisti-
cians, and direct marketers.

Approach

This category of marketers requires highly accurate media and Web site data, rolled up to the customer level 
and provided on a frequent basis. With this data in hand, the marketer appends other media and offline trans-
action data using the same customer identifier.

The value of using an agency on this front is managing the metadata, which boils down to administering com-
mon naming and classifications for the creative, media placement, and site-side action so that the data gener-
ated by the system accurately represents consumers’ online behavior and media consumption.
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Interactive agencies with strong analytics capabilities can help manage and prepare the billions of rows of 
media data for an enterprise e-CRM system.

Key takeaways

1. Sophisticated direct marketers are incorporating online media data into overall e-CRM and media  
mix analyses.

2. The complexity of the online environment will produce inaccurate media and Web site data unless it is 
rigorously managed.

3. Interactive advertising agencies that specialize in online media campaign set-up, analysis, and opti-
mization may be useful in preparing online data for e-CRM integration.
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Conclusion

With the emergence of the Internet, analytics has taken on a strategic role in enterprises. Analytics tells com-
panies how consumers relate to their brands. Depending upon how wisely it is used, analytics can create or 
consume vast sums of money. Analytics can even separate the leaders from the also-rans within entire indus-
tries. Analytics can enrich relationships with consumers in ways that have never before been possible.

But analytics is a complex field that is evolving. New data, technologies, and expertise are constantly emerg-
ing. Actionable Analytics offers a glimpse into our best thinking on how to use data to answer critical busi-
ness and marketing questions. Through the case studies, we have provided tangible examples of how 
data can be leveraged for insight and can be transformed into superior media and marketing experiences.  
Ultimately, these experiences create lasting value for the consumer and generate incremental growth and 
margin for the business.

Building and maintaining a world-class analytics capability requires continuing financial and resource com-
mitment from the business. We encourage our clients to invest heavily in their in-house analytics, in addition 
to developing a deep partnership with analytics experts. By accessing the best thinking both internally and 
externally, companies can create lasting competitive advantage and a leadership position that is difficult for 
competitors to match.
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Appendix: Razor�sh Philosophy
Razorfish helps clients build lasting and profitable relationships with consumers by creating use-
ful experiences across the digital landscape. The Internet represents both a tremendous challenge and the 
potential to build lasting competitive advantage to marketers who create relevant and persuasive experiences 
for consumers at every online interaction.

We don’t believe that this goal is uniquely ours. Nor is it something that can be realized through a single big 
idea. Rather this vision is an ongoing pursuit, powered by technology, analytics, creative thinking, and a relent-
less focus on the consumer.

Actionable Analytics emphasizes how analytics, in particular, has contributed to our clients’ success at using 
digital interactions to better service their customers. At Razorfish, our philosophy towards analytics 
shapes how we approach virtually every client assignment.

• We believe the answers to critical marketing questions can be found in data.

• We are open to data from any source and will seek to extract information and value from it.

• We seek the very best technologies to support our analytics and act on the insights.

• We recognize the limitations of technologies alone and value the specialized skills required to extract 
value from technology.

• We believe that any research or analysis must be designed with a use in mind.

• We believe that the best analysis combines rigorous statistical or research technique with a strong 
command of marketing strategy.

• We believe that marketers who embrace analytics as an ongoing process will make superior market-
ing decisions and generate a sustainable, competitive advantage.

Central to our philosophy at Razorfish is our core belief that we can dramatically improve our cli-
ents’ advertising and marketing programs through intelligent use of data, analytics, and insights. Accordingly, 
we have consistently invested in our analytics capability in the form of statisticians, data-driven marketers, and 
analytic technologies. Our aim is to provide analytics services that help you turn data into actions that drive 
bottom-line business results.
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—East, West and Central—with offices located

 — 

About Razor�sh
Razorfish Webmarketing solutions are entrenched in deep technology, rigorous analytics and a rich  
understanding of customer needs, including award-winning web media and creative, search marketing  
services, email marketing/eCRM, and world-class creative, design and implementation of customer websites, 
intranets and extranets.Razorfish operates three U.S. regions  
in major U.S. markets, the United Kingdom, Australia, Germany, China and headquarters in Seattle. Clients 
include Best Buy, Disney, Kraft, Microsoft and Starwood Hotels & Resorts. 

Razorfish recognizes the importance of internet privacy.  
Go to http://www.razorfish.com/company/ and click “privacy policy” for details.

Razorfish 
821 2nd Avenue, Suite 1800 
Seattle, WA  98104

Phone: 206.816.8800  
Fax: 206.816.8808

For more information: 

Visit: razorfish.com

Lee Sherman 
SVP and General Manager, Global Solutions 
Razorfish 
206.816.8751 
lee.sherman@razorfish.com

For more information on our thought leadership, contact: 

Lauren Nguyen 
Marketing Manager 
Razorfish 
415.369.6454 
lauren.nguyen@razorfish.com

Media Contact:

Ann Woolman 
Director, Public Relations 
Razorfish 
206.816.8941 
ann.woolman@razorfish.com

heatherg
Razorfish

heatherg
rightfooter




