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About Econsultancy

Econsultancy is the leading source of independent advice and insight on digital marketing and e-
commerce.

Our reports, events, online resources and training programmes help a community of over 80,000
registered marketers make better decisions, build business cases, find the best suppliers, look
smart in meetings and accelerate their careers.

Econsultancy is an award-winning online publisher of reports covering best practice, user
experience benchmarking, market data, trends and innovation, and supplier selection aimed at
internet professionals that want practical advice on all aspects of e-business.

Econsultancy also operates a highly popular training division, used by some of the world’s most
prominent brands for staff education, both in-house and via public courses. We provide training
across all areas of digital marketing and at all levels from one day courses to diplomas to Masters
in Digital Marketing.

In addition, we host more than 100 conferences and events a year, such as The Online Marketing
Masterclass, regular Supplier Showcases and Roundtables, an annual Future of Digital Marketing
event, Digital Cream and a range of social events.

The Econsultancy site now attracts 175,000 unique users per month where they access research,
read the blog and take part in discussions in the forums. And as a portal to the digital marketing
community, Econsultancy members can also link up with other members and digital suppliers
through our directories, as well as find a new job or new digital talent using the job listings.

Some of Econsultancy’s client-side members include: Google, Yahoo, MSN, MySpace, BBC, BT,
Shell, Vodafone, Yell.com, Dell, Oxfam, Virgin Atlantic, TUI, Barclays, Carphone Warehouse, IPC
Media, Deloitte, T-Mobile and Estée Lauder.

Join Econsultancy today to learn what’s happening in digital marketing — and what works.

Call us to find out more on +44 (0)20 7681 4052 or contact us online.
http://econsultancy.com
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About Lynchpin (research sponsor)

Lynchpin is an independent online analytics consultancy delivering understanding and insight for
companies like HMV, The Guardian and M&S Money.

With 5 years' experience of all the leading analytics platforms and methodologies, we work as part
of your team to ensure your organisation has the right resources on hand at the right time.

Lynchpin services include:

Advice - our experienced consultants provide answers to your specific questions on technical,
functional and strategic aspects of analytics.

Managed Services - retained clients benefit from having a dedicated expert analytics resource
to deliver ongoing advice, technical support and commercially focused analysis.

Project Management - clients benefit from our extensive experience in the implementation of
analytics software, page tagging, online marketing campaign execution and analytics
reporting.

Training - our trainers can help you company build an in-house analytics team or train you in
working with any existing analytics tools.

Technical Solutions - Lynchpin can utilise its own technology to create focused and cutting
edge bespoke reporting solutions.

For information on getting the most out of your web analytics tools, download our free best
practice guide from http://www.lynchpin.com/bestpractice

To find out more about how we can help, please visit our website at http://www.lynchpin.com or
contact Steve Dalgleish on +44 845 838 1136 / steve.dalgleish@lynchpin.com
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Executive Summary and Highlights

This is the second annual Online Measurement and Strategy Report published by Econsultancy in
association with Lynchpin.

There were more than 800 respondents to our 2009 research request, which took the form of an
online survey in April and May 2009.

Respondents, based mainly in the UK, included both client-side (in-house) organisations who
measure their online activity and supply-side respondents (i.e. agencies, vendors or consultants
offering web analytics services). The majority of company respondents are directly responsible
for the deployment of web analytics tools within their organisations.

Key findings:

® Companies are focusing on analytics which help them improve their customer acquisition and
customer retention. The recession has helped to bring into sharper focus the importance of
understanding return on investment and how individual elements of digital marketing impact
the bigger picture.

® There is a prioritisation of information requirements which relate directly to business
efficiency. The biggest focus is information relating to the cost of acquiring a customer or
lead which is regarded as a ‘high priority’ by 50% of responding organisations.

Other findings:
Information requirements

® Since 2008, there has been an increase in the extent to which most types of data are analysed,
with the exception of competitor information (down 1%) and third party market research
(down 7%).

Use of Google Analytics and other web analytics tools

©® More than half (55%) of those organisations relying completely on Google Analytics said they
have logged into their system within the last 24 hours and a further 30% had logged in within
the last week, showing that Google is widely used by those companies who have configured it.

Resourcing and budget

® Since 2008 there has been an increase from 8% to 15% of companies who have two dedicated
web analysts and a decrease in the proportion of companies who have one analyst (from 32%
to 26%). However, exactly the same proportion of companies (46%) report that they do not
have any web analysts.
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Related reports, training and events

Reports:

Web Analytics Buyer’s Guide
http://econsultancy.com/reports/web-analytics-buyer-s-guide-2008

Web Analytics — Digital Marketing Template files
http://econsultancy.com/reports/web-analytics-digital-marketing-template-files

Econsultancy / Speed-Trap CRM 2.0 Survey Report
http://econsultancy.com/reports/crm-2-0-report

Web Analytics Supplier Showcase — February 2009
http://econsultancy.com/reports/web-analytics-supplier-showcase-february-2009

Web Analytics: A Beginner’s Guide:
http://econsultancy.com/reports/web-analytics-a-beginner-s-guide

Measurement, Analytics and Optimisation Briefing - October 2008

http://econsultancy.com/reports/measurement-analytics-and-optimisation-briefing-october-2008

Training and events:

Econsultancy Breakfast Briefing, gth July 2009: Getting the most out of Google Analytics
http://econsultancy.com/events/getting-the-most-out-of-google-analytics

Web Measurement and Analytics Training:
http://econsultancy.com/training/courses/web-measurement-analytics

Measurement, Analytics and Optimisation Roundtable

http://econsultancy.com/events/measurement-analytics-and-optimisation-roundtable-september-200

Content Targeting & Site Optimisation Supplier Showcase

http://econsultancy.com/events/content-targeting-site-optimization-supplier-showcase-october-200
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Introduction

Introduction by Lynchpin

Lynchpin is delighted to sponsor this second Econsultancy Online Measurement & Strategy
Report and would like to thank all the survey participants. The increase in response from last year
only reinforces the ongoing importance of analytics in supporting the growth of the industry.

My favourite (and remarkably common) client comment about analytics is “I know there's
something vital I don't know... but I'm just not sure what it is or where to start”.

Analytics brings out a heady spectrum of issues from the technical right through to the social. An
important purpose we share as a business with this research is simply to help make sense of that
complexity.

The technology market for web analytics is still in many ways turbulent. There are clear pulls in
two directions: unrelenting consolidation at the high end set against increasing dominance of
Google Analytics (apparently across the board). With Google starting to open up APIs into
analytics data and Yahoo Analytics! coming to market, technology is likely to continue developing
apace over the next year.

Meanwhile, day-to-day usage of analytics is evolving to support current priorities, and some are
clearly economically driven. Threats of cutbacks to marketing budgets have pushed the
requirement to really understand what works and doesn't work right to the top of the agenda and
applied some real urgency.

The barriers to success remain remarkably consistent year-on-year, regardless of whether your
technology is paid for or not. Resource is still a massive issue, and while companies are looking to
increase spend on people there looks to be an underlying skills shortage operating against this.

It's almost a picture of two worlds. While the technology gets more and more sophisticated (and
arguably more accessible from a cost perspective), the challenges in interpreting and actioning the
data only get bigger.

An interesting trend is that while the proportion of companies with no analysts has remained
high, those with existing analyst teams are clearly growing them. That only emphasises the

practical benefits felt when businesses dedicate human resource to making the most of the data.

Andrew Hood, Managing Director, Lynchpin Analytics
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5.1.

5.2.1.

Methodology and Sample

Methodology

This is the second annual Online Measurement and Strategy Report published by Econsultancy in
association with Lynchpin.

There were more than 800 respondents to our 2009 research request, which took the form of an
online survey! in April and May 2009. Respondents included both client-side (in-house)
organisations who measure their online activity and supply-side respondents (i.e. agencies,
vendors or consultants offering web analytics services). The findings are shown for both client-
side (or ‘company respondents’) and supplier-side (‘agency respondents’) separately.

Information about the survey, including the link, was emailed to Econsultancy’s user base. The
incentive for taking part was access to a complimentary copy of this report just before its
publication on the Econsultancy website. If you have any questions about the research, please
email Econsultancy’s Research Director, Linus Gregoriadis (Linus@econsultancy.com).

Respondent profiles

There is a good representation of organisations across a range of sizes, including large corporate
organisations and small and medium-sized enterprises (SMEs). Around a quarter of respondents
work for companies with an annual turnover of more than £150 million while, at the other end of
the spectrum, organisations with annual revenues of less than £1 million account for 13% of the
sample.

Company turnover

Figure 1: What is your annual company turnover?

<ETmillion MWET-10million  WE10-50 million  WE50-150 million  M=E£150 million

Response: 285

1 Econsultancy uses Clicktools for its online surveys
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5.2.2. Business sector

The best represented business sectors or verticals are publishing (14%), retail (12%), financial
services (11%) and travel (8%).

Other sectors represented which are not included in the chart include manufacturing and
education.

Figure 2: In which business sector is your organisation?
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Response: 291
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5.2.3. Type of supply-side company

Of the supply-side respondents, 51% work for digital agencies, 15% are self~employed
consultants, 8% work for web analytics vendors and 7% work for specialist web analytics
consultancies.

Other types of supply-side respondent (‘others’) include web design agencies, media agencies,
search agencies, email service providers and PR agencies.

It is interesting to see that there are twice as many self-employed consultants as there are
specialist web analytics consultancies which suggests that this is still a very fragmented area

compared to other areas of digital marketing and e-commerce.

Note: we did not ask this particular question in 2008 so there is no trend data available

Figure 3: What type of organisation do you work for?

Wb analytics vendor mSpecialist web analytics consultancy
B Self-employed consultant mDigital agency
B Other

Response: 240
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5.2.4.

Proprietary web analytics technology

There are slightly fewer supply-side companies offering their own technology than there were last
year, suggesting that the focus is moving towards services and consultancy as technology becomes
more of a commodity.

Figure 4 shows that around a quarter (26%) of supply-side respondents work for a company
which has its own web analytics technology, and this compares to a third of respondents last year.

A further 14% of supply-side respondents said they white label someone else’s tool.

Note: we did not ask about white labelling last year so this figure cannot be compared to 2008.

Agencies (supply-side)

Figure 4: Does your company offer a proprietary web analytics technology?

Yes WMo, but we white label a technology  ®RMNo

Response: 237
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5.2.5.

Geography

Just under three quarters of respondents (71%) are based in the UK, with a further 11% from
elsewhere in Europe and 9% based in North America.

Other countries represented include India, Australia, China and Russia.

The supply-side sample [Figure 6] is slightly less UK-centric with 65% of respondents based in
the UK and 16% based in other European countries.

Companies

Figure 5: In which country/region are you (personally) based?

UK ®Europe (non-UK)  BMNorthAmerica B Other

Response: 29
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6. Findings

6.1. Information requirements

6.1.1. Types of data analysed

Figure 7 shows a range of data requirements in order of how likely organisations are to be
analysing this information. The trends shown in Figure 8 makes it clear that companies have an
increased appetite for most kinds of data, especially when it helps them to understand how online
channels impact on each other (and with offline) or how customers are engaging with them at an
individual level.

Companies

Figure 6: What types of data does your organisation analyse?

80%

70%
T0% —

53%

60% — 28%h

53% 5704
50% — 48%

41% 40%

40% — S
30% — — —
20% — — —
10% — — —
0%

Interaction Customer CRM f Customer Competitor Interaction Thirdparty Reputation/
between surveydata customer engagement information  between market  buzz f social

different profiling data online and  research media
onling {e.g. lifetime offline metrics
channels value)

Response: 304
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6.1.2. Which data requirements are business priorities?

Figure 11 again points to a prioritisation of information requirements which relate directly to
business efficiency. The biggest focus is information relating to the cost of acquiring a customer /
lead which is regarded as a ‘high priority’ by 590% of responding organisations.

SAMPLE ONLY. Please download the full report from:
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6.1.3. Conflicting information from different data sources

Almost two thirds (63%) of respondents say that they experience conflicting information from
different sources of online measurement data, and this figure increases to 70% of supply-side
correspondents. There is more detail on the following page around the types of information which
can contradict each other and the reasons for this.

6.1.4. Causes of conflicting data and confusion

Respondents were asked to specify which types of data are conflicting ...

‘What sources of data or types of data are conflicting?’
SAMPLE ONLY. Please download the full report from:
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6.2. Web analytics tools

6.2.1. Number of web analytics tools

Figure 15 suggests that, since last year’s report, there has not been any significant change in the
number of web analytics tools used by responding organisations. According to agency
respondents [Figure 16], there has been a 4% increase in the percentage saying their clients
access one tool on average, and a 6% drop in those saying they typically use two tools.

6.2.2. Main analytics tool used

The table below shows the main analytics packages used by respondents who say either that they
either use another tool in addition to Google or do not use Google Analytics at all. [See Section
6.3.1 below for use of Google Analytics]
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Use of Google Analytics compared to other tools
Use of Google Analytics

The use of Google Analytics is very much on the increase. Just under a quarter of responding
organisations (23%) now use Google Analytics exclusively compared to only 14% a year ago.

A further 57% of respondents are using Google Analytics in conjunction with another tool (up
from 52% in 2008), which means that 80% of companies are now using Google for analytics
compared to 66% last year.

SAMPLE ONLY. Please download the full report from:
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Google Analytics set-up

The majority of responding companies believe that they have set up Google Analytics properly.
There is more doubt among those who do not use Google exclusively, with 23% of these
respondents saying they don’t know if it has been properly configured [ Figure 28].

It is important to remember that there is a world of difference between having Google Analytics
installed and having it probably configured. Econsultancy Dave Chaffey has written a useful
guide2 on this topic.

Figure 7: Do you think Google Analytics has been set up properly? [Companies
exclusively using Google Analytics]

Yes BRo BDon't know

Response: 69

2 http: //www.davechaffey.com/blog /web-analytics/configuring-google-analytics-guide
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6.4. Agency questions

6.4.1. Interaction with online measurement tools

Supply-side respondents were asked how they and their clients ‘interact with online
measurement tools’. Just over a third (37%) of respondents said they ‘mainly access the tools and
then present the findings to their clients’, while 15% said that their clients ‘mainly accessed the
tools directly’. Around half (48%) said it was a mixture of these things.

SAMPLE ONLY. Please download the full report from:
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6.5. Resourcing and budget

6.5.1. Number of dedicated web analysts

Figure 45 shows that since 2008 there has been an increase from 8% to 15% of companies who
have two dedicated web analysts and a decrease in the proportion of companies who have one
analyst (from 32% to 26%).

But while this is a positive development, it can also be seen that exactly the same proportion of
companies (46%) report that they do not have any web analysts.
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6.6. Online measurement strategy

6.6.1. Company-wide strategy

There has been a slight improvement since last year but only one in five companies (22%) have an
internal strategy that ‘ties data collection and analysis to business objectives’. Companies

Figure 8: Do you have a company-wide strategy that ties data collection and
analysis to business objectives?
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6.7. Barriers to success

6.7.1. Frustration with analytics

Company respondents

Companies were asked about the main frustrations involved with managing and deploying web
analytics. The most commonly cited barriers to successful web analytics management include:

[y

Poor knowledge about what to measure

N

Limited time and/or resource to interpret the data

Lack of senior management buy-in

w

Lack of coherent strategy / business objectives

LA =

Cost associated with a paid-for solution

Lack of knowledge about what to measure
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6.7.3.

Barriers to an effective online measurement strategy

As was the case last year, the main barrier preventing an effective online measurement strategy is
lack of budget and resources, cited as a problem by 45% of responding companies.
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Positive and negative aspects of online measurement
activities
When companies were asked what were the most positive and negative aspects of their online

measurement activities, it is heartening to see that the majority responded with positive
comments.

From the positive comments, it is clear that web analytics is seen as an essential part of the
toolkit, and vital for understanding customer behaviours and motivations.

Companies: Positive aspects of online measurement activities
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