Customer Journey Tracking

Elevate Multi-Channel Marketing
To a Higher Level
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Introduction




Remember your latest hangover? ¥4 MediaDecision

Who gets the credit for the ,,success event™?




The Situation ¥4 MediaDecision

Rising Ad Spendings Increasingly Competitive
Environment

In All Channels
2



Challenges in Multi Channel Marketing ¥4 MediaDecision

— Track, Understand and annel Effects

— Optimize Budget Allocation acro rketing Channels

— Understand Purchase Decisio esses

— Acquire more Customers .



Solution




Gaining insights in activities leading to a Conversion #g MediaDecision

Think of your marketing channels
as highly paid football players ...



Multi Channel Marketing is no Single Player Game — ¥4 MediaDecision
It's a Strategic Team Sport!

Strategy:
Assign functions to
© Campaigns

admitad ‘)
/’ Evaluation:
| ‘ Identify how the
| / campaigns interact

v

DISPLAY Invest in the best line-up!
ADS

Keep in mind:
Strategically

coordinated Team beats
individual performance



Assigning Functions to Campaigns —
Focus on Your Target Audience

¥4 MediaDecision
-
Q

S

Open- mlnded (@) Fears

8
Needs-=:
Strivings © £

Pain . & hopes

Expectations

Realize that you are dealing with real people - human beings

Understand what drives humans to optimize driving them towards your goals
Address your target audience

Consider diverse state of minds
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Assigning Functions to Campaigns
Phases of Purchase Decision Making

In this stage of purchase decision making all marketing
efforts aim at sendNNR] BB@SSomer to your topic
and your brand. Instigate needs!

Need for change, power, security etc.

Offer value proposition. Be present when the
potential cystomer is thying to satisfy
nis A GF M Ation

Support your customer’s assessment of

cot&it¥stion

In this highly competitive phase it's
essential tp proyide the ultimate
incenfntqgﬁtﬁ?oﬁlw @é@/ert to

do so right now, right here

¥4 MediaDecision

AmMO0O-40nCO

<MmMZ2AVCO «

¢
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Phases of Purchase Decision Making #2 MediaDecision

Awareness:

Sensitize & Create Awareness!

Favorability: -
Satisfy the hunger for information! vorabili
Consideration: |
Support narrowing down alternatives! nsiderat

Intent to Purchase:

Trigger the ultimate conversion decision! ‘to Purchz

Pivotal to Success
— Reach out to your target audience in all phases ®
— Phase-optimized campaign management
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Address Target Audience in Awareness

Awareness

O boring JOb

Opportuni

¥4 MediaDecision

work-life-balance

ate or MiIne (eb] w
y £ dead-end@®
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Address Target Audience in Favorability ¥ MediaDecision

nge

Q)SteppingStone
? ZSalary

ProfessmnalA1ms
ClimbTheLadder

all
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Phase-consistent Landing Page ¥4 MediaDecision

Login or Register | Security | Contact | About StepStene | Select your language: DE EN

[Y) LY
OD SL,,,(‘A, B N
T
2Sal
(_) a ar y Jobs Career Advice My StepStone For Recruiters
Professichal Aims |
ClimbTheLadder t

Job Search

What Where Radius
(job title, company or ID) (city or 5-digit zip code) {optional) Advanced search

Campaign | | | |

Application Career Salary

= .
Important facts about s / — Learn how to negotiate
working in Germany. a fair salary.

The latest application
trends for applying in

Germany.
READ ARTICLE READ ARTICLE READ ARTICLE
StepStone Job App

Like no other site, we understand how impertant it is to make your job search
fast and efficient. That's why we have built the StepStone Job App. This tool

Working in Germany

The following article contents all necessary information regarding working
permits, |sws and social security,

Read more
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Address Target Audience in Consideration ¥ MediaDecision

CorporatePhilosophy
Skills OSecurity

tbenefits-in-kind

JobPo
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Address Target Audience in Intent to Purchase ¥ MediaDecision

Stone

mobile-job-search £
w B

(=
£ AdvancedSearch

P

3
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Phase-Based-Attribution

., Action
Allocator

Actionable Insights
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How it works — 1 — ¥4 MediaDecision

Everyone has duties and responsabilities.

So do campaigns.

Phase-related duties and responsabilities.

Campaigns get rewarded when completing their phase-related duties.
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How it works — 2 —

Options of Weighing Phases

You decide. For example like this:

Awareness
30%

Favorability
10%

Consideration
10%

Intent to Purchase
50%

¥4 MediaDecision

30%

50%

20



How it works — 3a — ¥4 MediaDecision

-
agn
avommili o)
(A
=
nsi . \rati £

A
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How it works — 3b — ¥4 MediaDecision

o
Y

i
avamili

.ﬁ -atl

ns
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Case Study




FONIC

Customer Journey — Road to Success

Understand

¥4 MediaDecision

Optimize
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Protect against Data Flood! ¥4 MediaDecision
—

B
Data Flood!
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Structured Approach ¥ MediaDecision

Combine explorative and testing approaches

Test Hypotheses

Generate Hypotheses

26



Initial Questions @ Das ist die Wahrheit. ¥4 MediaDecision

“What are our most common Customer Journeys?”

“How do tf{e iverse Channels and.Cam | ns |n eract?”
we esSe and more questions 0 answer

Hmmgtdr@u@etaiie. budget eff|C|entIy across all Channels?”

“Is our facebook fanpage worth the (monetary) effort?”
“What is the true, real value of the expensive Display Channel?”

“Can | identify and save campaigns which did not lead to a direct sale from
being stopped although they may have triggered multiple customer
journeys which resulted in sales?”

=> “We want a fair, valid evaluation of the efficiency of our complete
Channel Set-Up!®

27



Customer Journey Report

Marketing Channel ‘ Campaign |

j CJ (Channel) ‘ v ‘ contains ‘ v ‘ Please select =
Add filter
o v

S Conversions < Percentage = Journey

23h
> 8,89 % [Coogle Search Brand Desktop 4]——m
d
> - £20% TD Private 4 ‘—m
18h
2 - s [coogle Search Brand-Combi Desktop 4]—"'—m
E - 285% (70 private PayBack 4 ‘-‘-’-—m
" 238% (75 pubiic 4 wn_m
> - 1i89% [ o Tt 3
-

! I
\, ’
» 137 % Google Search Desktop "v'—m

- 2d 28h
E 124% [TD Private 4}—"'—{TD Private 4}—§"—m

> 1,55 %

- 3d 18h
> 1122 F:oogle Search Brand Desktop tt]—"'—{t:cogle Search Brand Desktop 4]—" —m

> _ 1,03%
A,

> - 0,97 %

¥4 MediaDecision

Apply Clear all filters

Average duration = Revenue
23 hours

4 days

2 days
18 hours
1 days
10 hours
3 days

2 weeks
3 days

4 weeks
3 days

3 days
2weeks
2 weeks
53 minutes

T ——
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Customer Journey Metrics ¥4 MediaDecision

n -

- Conversions Average duration Avg. Order Value Avg. CPCJ Avg. LCCPO CJ ROl Revenue &% Revenue
Average duration Avg. Order Value Avg. CPCJ Avg. LCCPO CJ ROl Revenue I Revenue
1 days 166,44 € 940 € TB61€ 1.670 64 % 7340100 € 2,16 %
3 hours 59,05 € 2361€ 15,30 € 15306%  21.04400€ 0,65 %

> 2929 49 minutes 38114 € 287 € 6,87 £ 13.180,14 % 7127400 € 210 %

4 weeks 24390 € 0,00 € 0,00 € 0,00 % 31.951,00 € 0,94 %

[l 187

4 weeks 21716 € 0,00£€ 0,00£ 0,00 % 28.01400€ 0,82 %

5 weeks 107,03 € 0,00 € 0,00 € 0,00 % 1327200 € 0,39 %

2 days 193,73 € 16,82 € 941€ 1.051,73 % 232458 00€ 0,63 %

17 hours 300,00 € 287€ BE7T€ 1035296%  29.100,00€ 0,86 %

6 weeks 23498 € 0,00£€ 0,00£ 0,00 % 2067800 0,61 %

4 days 43058 € 8,65 € 791€ 4.877,80 % 3272400 € 0,96 %
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Customer Journey Filter Engine #2 MediaDecision

Marketing Channel Campaign

|. CJ (Channel) - | | begins with v | | Dizplay T | Remowve

|. CJ (Campaign) v | | does not contain r | | Adtiger View 1 x (r | Femowve

. Revenue *[:U is greater than r | Femowve
CJ(Channel)

CJ(Campaian)

Revenue

&% Revenue

ntage < Journe
Avg. Order Value ET -

1d
Mumber of Touchpoints 01% [CuugleSearch Brand Desk:mpzt]—"'—m
Mumber of Conversions 1d

DCiuration

k U 8h
" =33 % IFacebuu-k:.cumS I_M
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Cross-Channel Report: Starter-Converter ¥ MediaDecision

Identify most valuable (or striking!) Starter - Converter Combinations

Starter Channel Convert Channel
Affiliate Display Price Comparison SEA E-Mail Marketing Social Total
Affiliate 27,58 % 073% 0,77 % 172% 0,11% 0,02% 30,92 %
Display 6,53 % 16,65 % 1,64 % 737% 1,28% 0,03% 33,56 %
Price Comparison 0,31 % 0,00 % 343 % 0,02 % 0,00 % 0,00 % 3,76 %
SEA 263 % 1.89 % 042 % 20,91 % 013 % 013% 26,11%
Starter Channel Convert Channel

M

Convert Channel

ison SEA E-Mail Marketi]g Social Total
077 % 1,72 % 011 % 0,02 % 30,92 %

1,64 % 7,37 % 1,28 % 0,03 % 33,56 %
343 % 0,02 % 0,00 % 0,00 % 3,76 %
0,42 % 20,91 % 0,13 % 0,13 % 26,11%
0,03 % 0,15 % 3,08 % 0,00 % 3.55%
0,02 % 0,01 % 0,00 % 2,00 % 2,11%
6,30 % 30,18 % 4,59 % 2,18 % 100,00 %

6,59 % of all Sales were triggered by Display and closed by Affiliate

31



Cross-Channel Report: Influencer-Converter

Identify how successful your channels interact

Influencer Channel

Convert Channel

¥4 MediaDecision

Affiliate Display Price Comparison SEA E-Mail Marketing Social
Affiliate 100,00 % 9,55 % 19,02 % 11.22% 7.83% 0,92 %
Display 2313 % 100,00 % 34,23 % 32,83 % 3413 % 321 %
Price Comparison 1,63 % 0,00 % 100,00 % 0,23 % 0,43 % 0,00 %
SEA 11,03 % 21,22% 11,73 % 100,00 % 522 % 5,96 %
E-Mail Marketing 1,31 % 0,93 % 2,22% 1,09 % 100,00 % 0,00 %
Social 1,04 % 1,86 % 0,79 % 1,32 % 0,43 % 100,00 %
Exportfor.  Excel
R ]
Influencer Channel Convert Channel
E-Mail Marketing Social

Affiliate 7,83 % 0,92 %

Display 3413 % 3,21 %

Price Comparison 0,43 % 0,00 %

SEA 5,22 % 5,96 %

E-Mail Marketing 100,00 % 0,00 %

Social 0,43 % 100,00 %

Exportfor.  Excel

——
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Cross-Channel Reports — Metrics ¥4 MediaDecision

Dashboard
Planning
Analysis

Phases
Customer Journey
Touchpoints

Sales

Traffic

Cross-Channel

Efficiency

Cross-Channel - Influencer

% Conversions v

Conversions E' l

Conversions

Revenue

% Conversions

27T R2L R

% Revenue

Conversions | IS
Starter Channel
Afitiate
Affiliate 2956

99.45%
2478%
11,63 %
1154 %

148%

= Convert Channel
Se |ect lar Metrlc Price Comparison SEA

952% 3333%

100.00 % 66,67 %

0,00 % 100,00 %

21.26% 0,00 %

0.93% 0,00 %

1.86 % 0,00%

1,00 %

Convert Channel
Display Price Comparison SEA

72 1 173

33



Phases Report — Overview

Group by Channels Group by Phases

¥4 MediaDecision

Expand/Collapse All

Name = Clicks + Views
v Awareness - e -
» Display - - - .
» E-Mail Marketing - -~ -
» SEA -
v Social '
Facehook Klingelton View 1 . -

Facehook Willkommen View 1 ¢

» Intentto Purchase - - -
v Consideration -

» Display - - . - -

» SEA .

v Social » ..
» Favourability - - -
» nophase -

- - ——

Exportfor. Excel

Touchpoint <
16.220
14.424

1.726
34

36

]

30
17.708
34.204
33.641
127
436
436
918
1.642
70.692

Patticipation
2810
2,050

821
30

]

1

8
9541
3889
3457
a7
335
335
678
a0g
17.927

-

First Touchpoint = Open Rate
4.839 -
4173 -

634 -
19 -
13 -
1) 0,000 %
13 1,073 %
7.255 -
10,772 -
10.469 -
29 -
274 -
274 4135 %
477 -
37 -
23.380

e

—] Last Touchpoint & Finish Rate
0,000 %
0,578 %
4392 %
-

Budget

]
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Phases — Rationale and Metrics ¥4 MediaDecision

U Group by Channels Group by Phases Group by Channels Group by Phases
- -
Expand/Collapse Al /] Name

N N Clicks =
¥ Name E Views
¥ Display Channel Touchpoint
P Awareness Participation
» Consideration PhaseS First Touchpoint
> SEA ) Open Rate
w Affiliate Campalgn Last Touchpoint
> Intent to Purchase Finish Rate
B E-Mail Marketing Budget

* Price Comparison
¥ Social

» Favourability

b Awareness

b Consideration

1.7

Exportfor:  Excel
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Phases — Result Social App

Group by Channels Group by Phaszes

Expand/Collapse All

Mame
¥ AWAreness
b Display
F E-Mail Marketing
b+ SEA
¥ Social
Facebook Klingelton Wiew 1
Facebook \Willkommen Wiew 1
b Intentto Purchase
¥ Consideration
bk Display
b+ SEA

w Social

¥4 MediaDecision

QOpen Rate

4
4

0,000 %
1,073 %

Last Touchpoint = Finish Rate

0,000 %
0,578 %

4>

Budget

b Favourahility

» nophase

Exportfor: Excel




Phases — Display Budget Optimization #2 MediaDecision

Group by Channels ‘ Group by Phases |

o~ |dentify and eliminate Underachiever

Expand/Collapse All

MName Clicks Views I Touchpaoi Finish Rate Budget E Open Rate

¥ Awareness Tl

“ews Shift Budget to well-performing campaigris

100,000 % 0,000 %

i 50,000 % 0,000 %

0,000 % 0,000 %

- 7l 800,000 % 0,000 %
ReSUIt : 100,000 % 0,000 %
o ' _ ] % 0,000 % ] 0,000 %
ldentification of 30 % potential Awareness Display Budget Savings! b
i 0,000 % 0,000 %

1,333 % 0,000 %

i 2,113 % 0,000 %

4: 0,000 % 0,000 %

Hil 4 566 % 0,000 %

0,039 % 0,000 %

0,000 % 0,000 %

1 0,000 % 0,000 %

0,005 % 0,000 %

0,000 % 0,000 %

0,000 % 0,000 %
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Efficiency Report —
Valuable Insights in Monetary Performance Metrics

¥4 MediaDecision

Compare Last Click Performance Metrics to Cross-Channel Metrics:

|dentify the Value of Your Entire Multi-Channel Set-Up:
— On Purchase Decision Phase Level

— On Channel Level

— And even broken down to single campaign level

Key Performance Indicators:
<=> Cross-Channel Orders
<=> Cross-Channel Revenue
<=> Cross-Channel ROI
<=> Cross-Channel Average Order Value
<=> Cross-Channel Cost per Order

38



Efficiency Report ¥ MediaDecision

Group by Channels Group by Phases

Expand/Collapse All

Cross-Channel Perspective

Campaign Cosis Orders Revenue ROI LC-AOV CPO Orders Revenue ROI CC-AOV CPO
¥ Awareness 417411 69€ 551 13212100€ 6835 % 227 40€ 71844€ 637,93 14659551 € 54,88 % 22980€ 65432€
» Display 316128 61€ 156 55.266,00 € 8157 % 16367 € 888,00 € 390,59 6571376 € 7921% 168,24 € 809,36 €
> SEA 45457 € 2 798,00€ 7555% 399,00 € 22720€ 3,38 1072,62¢€ 135,96 % 317,34€ 13449€
v E-Mail Marketing 100828 51 € 223 73.057,00€ 27 54% 327 61€ 452158 243,95 79.800,14 € 2085 % 32714€ 11330€
Newsletier 1 000€ 165 67.296,00 € -100,00 % 407,85€ 000€ 185,79 73.159,09 € -100,00 % 29378 € 0,00€
Newsletier View 1 100828 51€ - St i e e 5817 6.650,05€ 9340 % 11432 € 173327€
> Favourability 5581207 € 340,37 100.742,97 € 80,50 % 20598 € 163,97 €
» Consideration 56.062,20 € GFUUFI h]r' Channels GFCILIFI b}l‘ Phases 6,20 355 465,28 € 539,41 % 176,92 € 2767 €
» Intentto Purchase 4760970 939 49 1.048.82224 € 210296 % 266,23€ 12,00€
576.806,56 € 00 1.654.629,00 €
— Expand/Collapse All
Campaign CPO CPO
Awareness ¥ Awareness 718,44 € 654,32 €
- Display 288,00 80936
. - SEA 227 29€ 13449 €
Favorability
¥ E-Mail Marketing 45215 € 41330
C id fi Mewsletter 1 0,00€ 0,00€
onsiaeration
Mewsletter View 1 173842 € 173327 €
P Favourability 22325€ 163,97 €
Intent to F Consideration 27,08 € 2767 €
Purchase > Intentto Purchase Mise 1209€

39




Sales Report

¥4 MediaDecision

Rule based Conversion Container Tag: Real-time De-Duplication of Sales

Ca

a8 WWinner Marketingchannel

1a3 GOOQle Search Brand Deskt...  SEA

payback.de 4 Price Comparisan

194%

189:

Google Search Handy gener...  SEA

150+

sms.de 3 Display

Google Search Brand Deskiop 4 SEA

Black-List Rule(s)

P r

e =
!In-.-‘ite Media [ AoD h"i&'-.*.'-':;f@----:chip.de View 3—128 |
%

o

P

--@ 9w wo oo -4@

4
5 'chip.de View 3: ----- Bl 1Zanox PV View 47
% L

-

-------------

Conversion
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Case Study S. 7
Top 5 Actionable Insights ¥ MediaDecision

— Display Budget Optimization of Awareness Campaigns: 30%
Identification of 30 % Einsparpotential in Display Awareness: Cut down
low-performer and shift Budget to the top-performer

— Social Media works!
Allocate a certain amount of the saved Budget to Social Apps

Invest in Retargeting to skim the investment of awareness Campaigns

— Preissensible Kampagnen funktionieren Uber alle Kanale und Phasen
— Vernetzen der Werbemalinahmen uber alle Kanale hinweg

41



Comparison of Solutions

&  Action
> Allocator

Actionable Insights

View-Tracking %

No Time Limit %

Rule-based Conversion %
Container Tag

Concept-driven: %
Marketing Model

¥4 MediaDecision

GD»‘JSI@

No View-Tracking
30 Days = Max. Duration

No Rule-based Conversion
Container Tag

No underlying Marketing
Model

42



Advantages ¥ MediaDecision

&  Action
> Allocator

Actionable Insights

Enrich your Customer Journeys with views and
discover their influence on your customers’ behavior
Monitor Display networks

Benefit from tracking long-term Customer
Journeys for your marketing decisions

Reduce costs immediately by de-duplicating
winners according to the basic principle
“one sale - one winner”

Take advantage of a marketing model that
allows you to strategically plan your campaigns
by assigning functions to campaigns

43



Why ActionAllocator Elevates Your
Digital Marketing to a New Dimension

¥4 MediaDecision

Concept- Data-
driven driven

Oplimization

44



-’

ﬁ Uta Hermanns
s Head of Analytics

= W ozl

explido.com
Phone +49 821 21 77 95 33
Mail uta.hermanns@explido.de

% . . . . -
£ Yamondo lcontext e(X)plido ¥4 MediaDecision
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e(X)plido

Additional , Techie-Slides”

— Tagging & Conversion Container Tag
— Conversion Container Tag
— ,BanSpam"” — Protect from unrightful Couponing

47



«

ActionAllocator e(X)plido

1. Redirect between Ad and Target Website

Creative ActionAllocator Target Page
redirect

e(X)plido

. ) ‘- PASSION FOR™=,
Anzeige zu explido YILLKOMEN BEI PERFORMANCE
. = -1 - Oe e
explido WebMarketing | explido.de
www.explido.de/
Individuelle Erfolgsstrategien fir lhr erfolgreiches Online-Business

Referenzen Affiliate Marketing
Suchmaschinenmarketing  Conversion Optimierun g
SEO Display Advertising

http://www.actionallocator.com/cset.php?ex-aid=##&ex-cid=##&ex-url=target-url.ru
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« ActionAllocator e(X)plido

2. Tracking of Conversion & Rule-based Tag Management

@ o @@@@

{ {<ifmmwmmmwm&wab@ﬁﬁe@mm‘L‘Tf‘élcké_rth)‘é/wa/checkpoint?checkpoint:## \
SICERHBHANRC BB IeAHOH CRIB PRI I b e Roten RIRG Ble Lo IR HASTAREYTIAG RIHAISS

yn@gggagez[alteﬂ&value=[umsatz]&customeridz[kunden-id]&sidz[shop-
id]&gender=[geschlecht]"></iframe>

Examplary winner pixel 49



«

Higher Mathematics?

=
|
L

true

X

false

e(X)plido
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«

Higher Mathematics?

1=3 ¢

true false

Digital Marketing without
Rule-based Container Tag Management

e(X)plido
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« Your Customers‘ Journey to Success e(Xplido

Order Confirmation Page

52



« Focussing on the Conversion e(X)plido

‘ Digital Marketing without Rule-based Tag Management

o Order Confirmation Page
ﬁ ks!
All Touchpoints will be
2 f compensated/
(] ] credited

Google

53



« Conversion Container Tag Management: How it Works

e(X)plido

Reduce Costs by De-Duplicating Conversions

54



« ActionAllocator — Conversion Tag Management Solution  €(X. plido

Your Benefit

— Reduce Cost by De-Duplicating conversions ‘

— Rule-Based Compensation resp. Commission:
You decide who will be tracked as winner of a Customer Journey

— Gain independence from your IT Department by simply implementing one
Container Tag once on the order confirmation page

4
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« ActionAllocator — Reduce Costs

BanSpam - Protect from unrightful Coupons

R 4

ik Urlaub Geschenke

: lmmﬁl
~

e(X)plido

56



