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WHY ECOMMERCE

ANALYTICS?







What data can be tracked with ecommerce
analytics?

 Product impressions

« Product actions (click, detail, add/remove to/from cart,
checkout, purchase, refund...)

 Promotion impressions

e Promotion clicks
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Let’s fake your product

(e-shop)!




,Fake" product examples

Mercedes-Benz National Tourist System

« Engine « Points of Interest
 Packages « Events

 Colors and rims « Stores

e Interior « Special offers

e Equipment




Let’s treat your goals as

transactions!




Neither of these websites sell directly

Mercedes-Benz National Tourist System

Request for quotation Trip itinerary




BENEFITS OF ANALYSIS




Shopping/Checkout Behaviour

B seszions Shopping Progression M 2bandonments

All Sessions Sessions with Product Views  Sessions with Add to Cart Sessions with Check-0Out Sessions with Transactions

38,243 13,637 3,916 2,237 1,336
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Mo Shopping Activity Mo Cart Addition Cart Abandonment Chec k-Cut Abandonment

23,802 s2z24% 10,267 7a29% 1,918 ssoen 920




Trieda S sedan

> Informacie o vozidie

rov ’ o v o S 300 h sedan
Vase osobneé vozidlo na zelanie B zdielat &= Tlacit o
Celkova cena 82 ()ZU()U

Prehfad Zoznam prvkov vybavy Cena Sluzby
EE OniineCode: M1539332 B

s Poslat predajcovi Mercedes-Benz
Motor EF Naéitat OnlineCode

> Wziadajte si ponuku fohio vozidia

S 300 h sedan (2220041) 82 620,00 eur

> Nova konfiguracia
Technické adaje
Druh paliva
Pocet valcov 4
Zdvihovy objem 2143 cm?®

Viykon 150 + 20 kW (204 + 27 k)




Mercedes-Benz funnels example

All sessions > Sessions with car views > Sessions with configurator >
Request for proposal

Engine > Packages > Colors and rims > Interior > Equipment > Your new
car

NTS funnel example

1. All sessions > Sessions with POl viewed > Sessions with add to itinerary >
Completed itinerary PO




Insights & Answers

1. Where do visitors struggle during the process?
2. Where should | start in terms of website optimization?

3. What stage of See-Think-Do-Care process should | work on harder?

Useful benefits

 Create segments with ease (to understand visitors, to create more targeted
advertising) /Q\




Product and product list performance

What is the CTR of my listings?

Which products are added/removed to/from the cart?
Cart-to-detail rate (which products are interesting?)
Buy-to-detail rate (which products are desired?)

Which category of products is the most attractive/demanded?




Mercedes-Benz's questions answered

What are the most wanted engines/interior equipments?

Which accessories are removed from the configurator (follow with
‘WHY")?

What are ‘MUST HAVES' for our visitors? Should we include them in the
standard equipment?

Could we reduce choices to maximize the goal completion?
s our pricing favorable?

What do our high-value clients demand?




NTS' questions answered

Which events/points of interest are the most engaging ones?

Is the description of the points of interest attractive enough to make our
visitors add them to their itinerary?

Which points of interest are not attractive enough so people remove
them from their itinerary?




Possible additional options

1.  Set more precise price although you don't sell anything via website

2. Implement internal promotion tracking

3. Implement affiliate code tracking




What now?

Can you treat your goal as a transaction?

YES NO

Can you create a fake product/s for your website?

/\

NO

‘ I

START A DISCUSSION! Thank you for staying, anyway!
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