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Web & Apps

Retention

Connected Use Cases for All Teams

Smarter Insights
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Digital Experience Analytics

Digital Experience Monitoring

Product
Analytics

VOC

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 
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Multi-User, Multi-App VOC and Surveys

Immersive Visualisation, One Click Insights 

We’ve been on a journey…
The dream team of experience platforms 



So loyalty.
Why does it matter?
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Returning customers cost a lot less

Source: Forbes

Cost to retain 
1 customer

Cost to acquire 1 
new customer

Retention Acquisition

x7
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Plus, they’re more likely to convert

Source: Forbes

Higher than a new customer

5x
The probability of converting an 

existing customer is
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Not quite.

Source: ServiceNow Consumer Voice Report 2024

of UK consumers are less loyal 
to brands now than they were 2 
years ago67%
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I keep hearing the same things

Not really being 
data-driven

Chasing conversion 
on every visit

Shoe-horning AI 
without data



“Every session 
should lead to a 
conversion.”
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Ask yourself

Session User

What is the purpose of each 
session?

How do these sessions come 
together to achieve the overall 

outcome?
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Use session and user-based analytics together

Zoom in
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.

 

Session User

Homepage 1st Visit (Desktop)

Product Page 2nd visit - back through 
PPC (Phone)

Basket Page 3rd visit email campaign - 
(Phone)

Purchase 4th Visit 
(Desktop)

50% 
Submitted

30% 
Dropped

40% 
Left blank fields

20% 
Refilled

Create  your account

Email

Password

Submit

Forgot password

70%

2.4

35%

40%
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Lets see it in action



“Data-driven? 
Completed it, 
mate.”
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Data- 
Exploring

Data- 
Informed

Data- 
Driven

Data-
Transformed

● Data is rarely used 
to drive decisions

● Little to no 
experimentation 

● Goals are 
output-oriented

● Data used to post- 
evaluate decisions

● Some goals 
outcome-oriented

● Most decisions are 
data-driven

● Business outcome 
oriented goals

● Teams have defined & 
documented KPIs

● Data embedded 
operational cadence

● 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

Data maturity curve
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A data-driven organisation

Processes

Technology

Data-driven

People
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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

Platform users

Adopt data into your workflow

Track and share insights - you are the heroes!

Engage in learning the tools at your disposal

Exec

Champions
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Platform Users
Training, resources and questions Trello
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Champions
Track your insights
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Exec
Share you strategy



“We need to 
shoehorn 
half-baked AI 
features into our 
product.”
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Behavioural economics
The peak-end rule

-20

-40

20

0

40

-60
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ASOS
Delight at the right time
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https://docs.google.com/file/d/1KG0Nt2ai8v3SSsNV3jM1LtU7PI2D7YWM/preview
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No AI without Analytics
Checklist to good AI

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 AI

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...
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In summary

Build a culture that’s 
brave with data

Bring the session and 
user together

No AI without 
analytics

Three things to think about…



Thank you 


