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We make it easy to
action experience
insights

One platform to align teams.
Highly visual, with fast insights so you can
act with speed

Increase conversion
Eliminate friction
Improve retention
Improve NPS

Autocapture

Connected Use Cases for All Teams

Digital Experience Analytics

Digital Experience Monitoring

Smarter Insights
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We've been on a journey...
The dream team of experience platforms

Multi-User, Multi-App
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Welcome Dave

Dive into your most impactful data for a super productive week!
Let's explore your headiines from last week (Aug 12 » 18 2024).
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So loyalty.
Why does it matter?



Returning customers cost a lot less

Cost to acquire 1
new customer

Cost to retain
1 customer

Retention Acquisition

Source: Forbes
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Plus, they’'re more likely to convert

The probability of converting an
existing customer is

BX

Higher than a new customer

Source: Forbes




Not quite.

of UK consumers are less loyal
to brands now than they were 2
yedrs ago

Source: ServiceNow Consumer Voice Report 2024
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| keep hearing the same things

. |

.

Chasing conversion
on every visit

Not really being
data-driven

Shoe-horning Al
without data
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“Every session
should lead to a
conversion.”




Ask yourself

p
(XX}

Session

What is the purpose of each

session?

-
(X X ]

User

How do these sessions come
together to achieve the overall
outcome?




Use session and user-based analytics together

Session

Create your account 50% .
Submitted

Email

Password

40%

Left blank fields

20

Refilled

3

User

Homepage Ist Visit (Desktop)

Basket Page 3rd visit email campaign -
(Phone)

Purchase 4th Visit
(Desktop)

Zoomin

Sweat the small stuff: Find errors, optimise site speed,
reduce friction.

Zoom out

Look at the bigger picture: Where in the process is
the user? On what device? Understand and optimise
their journey.
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Lets see itin action
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“Data-driven?
Completed it,
mate.”




Data maturity curve

Data-
Exploring

e Data is rarely used
to drive decisions

e little to no
experimentation

e Goals are
output-oriented

Data-
Informed

Data used to post-
evaluate decisions

Some goals
outcome-oriented

Data-
Driven

Most decisions are
data-driven
Business outcome

oriented goals

Teams have defined &
documented KPIs
Data embedded
operational cadence

Data-
Transformed

All decisions are
supported with data
Predictably set and hit
KPIs

All goals are outcome
oriented

Automated insights
Experimentation is the
default

Clear relationship
between KPIs and
business impact
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A data-driven organisation

Processes

Data-driven

Technology

People




Democratising the data
From the top-down and bottom-up

Influence and encourage the use of data
Be humble, be prepared to be challenged

Lean on your suppliers for industry insights

Validate and share the impact its having

Promote and seek insights from the team

Discuss key priorities with your tech partners

Adopt data into your workflow
Track and share insights - you are the heroes!

Engage in learning the tools at your disposal

@ Contentsquare

Champions

Platform users




Platform Users
Training, resources and questions Trello

S x Burberry Trello ¥ A Workspace visible v <? Power-Ups # Automation

Ask your questions here! Useful Links Upcoming events, training Contentsquare Analysis Burberry training & Use cases & best practices Partner
and webinars workshops

Useful links Webinars and Contentsq-uure Burberry Use cases &
training links Analysis training & workshops best practices

Question: Why is our Brand01 page

[l : @1 . @1
@1
Introduction to CS - who are we? Nov 2022: Checkout Analysis (CS + Add a card
® 02 @1 . Prof Service hours) Feb 2023: Design workshop
= ¢
Contentsquare Bible (all things | | Ria = Strategi
training, events, resources, Sep 2022: May Navigation Analysis
webinars!) o = (CS Prof Service hours) Contrac

@1

not tracking?
® = ¢

Question: How can | view drop off
between levels in the navigation
menu (L1, L2, L3)?

Dec 2022: Outerwear workshop
Aug 2022: Lola bag (CS Prof Profess
Service hours)

® = @1 @1 i I Wi ontsc
. ‘ o " - &= July 2022: Tips for Impact + Add
ion: Quantification
g:::::: ;A:‘:;Wo::'a;)‘/):::!’:m March 2022: Bounce Rate analysis
desktop nav menu (wholesite). [ i Intorostod? (CS Prof Service hours)
4 i ing ki 4 = ;
® = o1 ‘ Essential learning kit per team @

@2 —
Getting started with Contentsquare 2021 Analysis

Question: How many people webinars @6

clicked on menu icon from PDP, Contentsquare University
PLP and homepage.

® = 01 @1 _— 2020 Analysis
.‘ + Add acard -

+ Add a card

Flank Tea

\Fdaan

+ Add a card Q + Add a card + Add a card
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Champions
Track your insights

Status / Tags / Lables €S recommendition / requests

IN PROGRESS Suggestion on areas to look at /

[1] mepium priomity I, Fuacaen J investigate on website : Raise/ Flagged
[*, HiGH PrIORITY [/ NEW errors or theory's which you would like
3 TesTinG CS support : Tools & Modules within
S that you would like more

Contentsquare Insight Board

understanding of

+ Add a card

&g live demo of how zoning works
and the difference in mapping

+ Add a card Q

Active Insight

Category Page - Top Banner &
Carousel

# New 1, CURRYS

Universal Page - Brand Carousel

Category page - Brands Carousel

Care Plan on Basket Page

= o

Care Plan Information PDP

e FLAGGED 1's Hic PRIORITY
Checkout choose a store

c=c:E@ @

[« riaceen T, HiGH PRIORITY
I} CURRYS

PLP - Low product visibility
® = O1

+ Add a card

Testing / In Progress

W

When testing is in production

L\ IN PROGRESS
1 [T (MR

PDP Add to Bag - html target

@®
IN PROGRESS

PDP - Add to Bag CTA low exposure

® ©1 o ’&

S resTinG |
PDP - Care & Repair Pop ups

o = o1 I3
AD’@

+ Add a card (=]

Results / Archive

v *

Cards moved here are finished

Pending / Blocked / Not

Approved

Add comments if needed

Insights to revisit after changes

L\ IN PROGRESS | 1} currys |

+ Add a card [ meium PriogiTy | PDP Analysis - Page Loading Ti
Homepage - Category Icons
o= o o

PDP - Add to Basket low expos
omni

+ Add a card

[
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Exec
Share you strategy

Strategic Plan Example

KEY BUSINESS
OBJECTIVE TACTICS

Analyze: Identify and rank
pages that would have an
impact on sales

Increase e-commerce
sales by 15% Optimize: Pair insights with
the A/B testing strategy,
campaigns and UX
redesigns
Analyze: Product findability
including Search, Product
Increase average recommendations, PDP
order value from$200  "°9°N
to $250 Optimize: A/B testing of
exposure and/or usability
of product placement
Analyze: Define key areas
of lead generation on site
Increase lead (i.e. forms, email sign-up)
generation volume by
20% Optimize: A/B testing of

exposure and/or usability
of information captures

MEASURE

Data needed:

1. Baseline of sales for the
target pages

2. Conversion rate per
pages

In platform: Impact
Quantification module

Data needed:

1. % of users reaching product
after landing on Home

2.% of users reaching search
results after landing on the
site

3. # views per visit to Product
4. A0V

Data needed:

1. Baseline # of leads
generated per period

2. Form completion rate

In platform: Impact
Quantification module

VALUE
PROJECTED GENERATED
$4,000,000 $2,500,000
$2,500,000 TBD
20,000 additional 12,000 additional
leads leads

DUE DATE & OWNER
Through Q422 Jane Smith
Through Q424 Joe Brown

Through Q422 Parker Jones
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“We need to
shoehorn
half-baked Al
features into our
product.”




Behavioural economics
The peak-end rule

AN A
VAR AYAVARER
A/ V

\ /
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ASOS
Delight at the right time

MY ACCOUNT o) <« MY RETURNS

Displaying 3 items

RETURN IN PROGRESS

Hey,
Jade Sarah Smith

OrderNo.: 28394485602
£ Myorders > Tracking No.:  285YAZM38KB6TK

View Barcode/QR Code

E My returns >
RETURN IN PROGRESS
° Premier Delivery ® Active »
My details D
o]
P=N

Do

&~ RETURN DETAILS Done Your Barcode/QR Code

RETURN IN PROGRESS

No need for a label or printer. Just show
this barcode/QR code at your preferred
drop-off point and they'll do the rest.

VIEW BARCODE/QR CODE

DROP-OFF CARRIER

Hermes

You can drop your returns parcel off at any

of your chosen carrier's drop-off locations.

Easy!
283944859205789
£ order No.: 28394485602
@ Tracking No.: 285YAZM38KB6TK
E Returns created date: 10 April, 2019

WHAT'S NEXT?

Do
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https://docs.google.com/file/d/1KG0Nt2ai8v3SSsNV3jM1LtU7PI2D7YWM/preview

No Al without Analytics
Checklist to good Al

Have a clear idea of what problem you can solve, not what shortcut you can take
Use existing data to understand where and when to use Al

Practical > Shiny (think of your Dad using Siri)

Make sure you have analytics set up to allow you to understand the impact

If possible - test it!

<) &) &) &) &)
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We asked ourselves the same
questions...




In summary

Three things to think about...

Bring the session and
user together

Build a culture that's
brave with data

No Al without
analytics
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Thank you



