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In 2012, as Hurricane Sandy approached the eastern coastline, Walmart’s data analysts hustled 

to get relevant products to the stores in New Jersey and New York. Batteries and flashlights 
made sense, but strawberry Pop-Tarts? The data said yes; the distribution centers sent the 
toaster pastries to the stores, and they sold extremely well.

It’s only been in the past 10 years that marketing and advertising have moved out of an 
abstract, hit-and-miss effort towards a decision-making model built upon supremely 
measurable information — big data.

With robust information about their audience’s habits, marketers can make better decisions 
about messaging, timing, media, and more. A recent eMarketer article reports that B2B 
marketers are feeling optimistic about big data. When asked about its effectiveness in their 
organizations, 84% indicated that it’s already having a positive impact.1 IDC’s Worldwide 

Semiannual Big Data and Analytics Spending Guide predicts the big data and business analytics 
market will grow by 56% to $203 billion by 2020.2

At the same time, however, less than one-half of 
B2B marketers believe their organization puts 
big data to use effectively.3 Marketing 
departments struggle to interpret their data. This 

admission reminds us of the confusion 
surrounding switching marketing dollars from 
traditional advertising to digital platforms. After 
a few years, as employees and departments 
assimilated that huge paradigm shift, companies 
re-created their marketing and enjoyed higher 
ROI. After all, in the past 10 years, 126 daily 
newspapers have closed,4 and print advertising 
revenue is just 40% of what it was in 2006.5  The 

future arrives whether we want it to or not, and 
the most competitive companies shift to meet 
new opportunities. With a goldmine of 
information about market segments and even 
individual consumers available, the opportunity 

big data provides cannot be ignored.1 https://www.emarketer.com/Article/B2Bs-Keen-Vague-About-Big-Data/1014971
2 http://www.idc.com/getdoc.jsp?containerId=prUS41826116
3 https://www.emarketer.com/Article/B2Bs-Keen-Vague-About-Big-Data/1014971
4 http://www.journalism.org/2016/06/15/newspapers-fact-sheet/
5 https://www.wsj.com/articles/plummeting-newspaper-ad-revenue-sparks-new-wave-of-changes-1476955801



Companies that have implemented data tracking 
into their marketing plans report these top benefits 
(percentages refer to the number of companies 
reporting that they've noticed the benefits):

The good news is that the amount of 
automation today has made gathering 
data both timely and affordable. Consumer 
research companies not only find the data, 
but help marketing teams and senior 
management analyze the numbers to 
develop or refine better products, services, 
marketing campaigns, customer service, 
and more. Companies no longer have to 
make their biggest decisions based on the 
subjective opinions of a few key players, 
hyped trends, or expensive consultants 
unfamiliar with their business. Data tells 
clear stories, free of emotion and ego.
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49%

46%

In this guide, we’ll address some of the most common questions about modern digital tracking, and 
answer them with actionable insights and real examples from Luth Research.

51%

51%

Gaining competitive 
advantage

Better communication 
and knowledge sharing

Improved efficiency 
in business processes

Improved customer 
experience & satisfaction6

6 https://www.linkedin.com/pulse/20140502105616-8781298-25-insightful-and-thought-provoking-quotes-about-big-data
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CHAPTER 1

What Can I Track?
Your tracking capabilities dictate what kinds of digital metrics you 

can glean. Luth Research’s passive digital tracking technology offers 
the following key data points and much more:

Marketing is the subtle art of hitting the right person with the right message at the right time (and in 
the past five years, on the right device). Get all four elements of the successful connection right and 
sales will surge. When companies understand which market segment or individual consumer is using 
which device at what time and for what reason, they can design messages to support that consumer’s 
experience in the moment. Marketers that shape their messaging to dovetail with the consumer’s 
intent will enjoy greater success. Access to data indicating what consumers want from their devices 
helps marketers connect with them, increasing goodwill, ROI, and revenue.
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Visits and 
time spent on 

hundreds of 
thousands of 

websites & apps

Advertising 
exposure and 

interactions with ads

Activities people do on a 
website or within an app

Video consumption at the 
title and episode level

Music consumption 
via varying sites/apps

Time patterns of 
visits to sites/apps

Social media 
usage and trends

Searches and search terms from 
search engines and on websites/apps

Online retail 
purchases

Sequences and 
correlations between 
visits to sites/apps



O5

Luth Example #1

Consumer Foods Company Uses Digital 

Tracking to Get Smart About Ad Placement

A global consumer foods company and Luth Research client 
wanted to determine how a shopper moves across devices and 
the digital path to purchase. They also wanted to find the ideal 
touchpoints at which to interact with and influence the shopper, 
as well as identify any missed opportunities for digital outreach.

www.luthresearch.com

Using passively tracked data and surveys, their research found that placing coupons 
on websites consumers patronized earlier in their buying journey would elicit a 
better response. The team concluded that, by the time the consumer is ready to go 
to the grocery store and spend, they have their coupons cut (or printed) and packed, 
ready for deployment at the cash register. The company learned they would need to 
intercept the consumer during the consumer’s deliberate planning process, which 
means recipe and coupon sites.

Can I Capture Search Behavior?

Yes. Capturing search terms is just the start of understanding how a consumer looks for 
your products and services. Data experts can take those search terms and code them to 
be similar to open-ended questions. For instance, you can mine the information in these 
phrases by using algorithms and past client experience to deduce what questions your 
consumers want answered. This information helps companies understand consumer 
needs and intent when searching for specific categories, products, or services.

Can I Capture Information From Purchases?
Yes. You can track purchase behaviors across mobile apps and mobile websites once 
purchase-behavior patterns are defined. By parsing out “Thank you for shopping” pages, 
shopping cart activities, and credit-card submissions you can capture valuable purchase 
indicators. Not all e-commerce sites are programmed in a manner that collects data, so 
there are instances where it’s not feasible to capture a purchase. Still, the vast amount of 
behavioral data collected on how consumers shop, combined with the ability to pinpoint 
a transaction, provides a superior opportunity for data analytics to predict what factors 
are driving the final sale.



They also found recipe and coupon site visitation highest Thursday through Saturday before 9 p.m. 
Grocery-related search terms include the words “recipes” or “coupons,” whereas product-specific 
search terms were much less frequent.

With this data, the company’s marketing team has the tools to implement tactics and strategies that 
zero in closely on their market segments at the most opportune point in their buying journey.
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THE PEOPLE

CHAPTER 2

Who Can I Track?
Permission-based tracking, used by Luth Research, 

allows businesses to track anyone who has given their 
express consent. Individuals might offer permission to a 

company for one or many of the following reasons:

A small incentive (i.e., money, 
special access, merchandise)

A desire to help brands and publishers 
they love so that consumers like them 
are better served

A fascination with tracking technology 
and the desire to be an early adopter
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Do People Change their Behavior When They Agree 

to be Tracked?

Luth’s research has revealed that people’s digital habits 
remain unchanged in their behaviors when they are tracked. 
One mechanism to add an even stronger safeguard is to 
build in survey questions that allow you to compare results 
to those in the U.S. Census or those of the known target 
population. These comparisons to a standard aid in 
weighting and analysis.

Research companies will carefully monitor behavior-change indicators like the amount of search 
activity as well as visitation to sensitive websites such as the adult sites. We’ve found that the 
percentage of related search and visitation activities in the digital panel closely mirrors that reported 
by Google and other well-established sources. People who are passively tracked tend to remain 
authentic in their natural search and other digital behaviors.

Luth Example #2

Children’s Network Studies 

Behavior to Develop Programming

A Luth Research client that provides video entertainment to 
children recognized that consumers were increasingly 
turning to YouTube to watch shows while on the go. They 
partnered with Luth to help them uncover children’s and 
parents’ motivations for using YouTube. They also wanted to 
explore their target audience’s YouTube habits and feelings 
about the platform and its channels. This data would help 
them understand the ideal form of programming they 
should develop for consumers using YouTube. Paired with 
digital tracking, they sent a survey exploring attitudes, 
perceptions, appeal, motivations, and content discovery.
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YouTube is a 
primary source for 
children’s content.

Children often watch 
YouTube child stars, 
clips about video 
games, and music 
videos rather than 
episodic shows.

There is a significant 
opportunity for the 
network to reach 
children & parents 
on YouTube.

Children as young 
as 2 and 3 years 

old navigate to the 
videos themselves.

Children and parents 
mostly watch 

child-related videos 
on tablets, followed 

closely by PCs.

Both want full episodes 
that include likeable 
characters. Character- 
centered shows draw 
the most attention.

Parents are concerned about the type of 
content their kids watch and know that 

content from the client’s network can be 
consistently trusted and view it as wholesome.

RESEARCH 
CONCLUSIONS

With parent’s permission, they were able to collect hart-to-get data about parent and child video 
consumption, preferences, and other behaviors.

These insights provided Luth’s client with the foundation to make well-informed decisions about their 
future programs and marketing efforts.

THE APPLICATION

CHAPTER 3

How Can I Use the Data I’ve Collected?
Finding thousands of interesting consumer insights is the 
first half of the consumer researcher’s task. The second 

half is about identifying high-value opportunities.
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Most companies implement the opportunities first by initiating “pilot” or limited programs. With 
success, these programs can be scaled, and companies can do away with projects that aren’t meeting 
expectations before spending too much.

Marketers and companies can slice, dice, and combine thousands of potential data points millions of 
different ways to answer particular questions. Once the data and conclusions reveal the desired 
opportunities, companies can use them to improve revenues and relationships and cut costs and waste.

Just as a doctor cannot diagnose an illness without first examining the patient, businesses and 
marketers cannot improve sales and cut costs without looking at their consumer data. How prospects 
perceive, research, and then purchase their products must inform every marketing and product 
innovation decision. Data-backed decisions not only increase the likelihood of better ROI and revenues, 
but ease the minds of every member of the senior management and marketing teams as well.

Companies use data to:

Optimize pricing (get the most 

sales at the highest possible price)

Improve responsiveness and 

relationship-driven strategies

Tailor promotions

Target custom segments

Improve customer service

Reduce customer churn

Improve the quality of sales leads

Lower customer acquisition cost

Determine most effective content

Distribute goods to appropriate 

stores (see Walmart example above)

Determine the value of different 

customer segments over a lifetime

Optimize sales strategies by location

Improve search engine optimization

Improve customer engagement and 

loyalty

Improve existing products and 

develop new ones

Create greater customer loyalty and 

lifetime customer value
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Adapting to Your Consumers’ Path to Purchase
Data tracking reveals the key digital influences in the customer journey. It illuminates how 
people engage with sites and apps as they research and ultimately purchase products or 
services. The role of device types (mobile vs. desktop) and search in the path to purchase 
shapes marketing messages. Designing from the prospect’s actual behaviors, limitations, 
needs, and desires creates stronger relationships, greater loyalty, more sales, and less 
money wasted on ad spends.

Creating Digital Profiles of Your Audience
In the Internet Age, learning your customers’ habits during the 99% of the time they 
aren’t engaging with your brand, website, or app just makes sense. Businesses can use 
this information to develop rich digital profiles of their target audience to improve ad 
planning and digital strategy for their own products.

Luth Example #3

Household Products Company 

Digs into Buyer Influencers
Luth Research helped a consumer household brand with 
products in the $600–$2,500 range determine how their 
customers made their buying decisions. Despite a competitive 
marketplace, the company’s technology was a unique 
differentiator. Luth Research conducted a three-month study 
of those considering the product purchase in the next three 
months. Luth captured these prospects’ online actions (data 
digital tracking) and asked them to complete surveys as well.

The resulting data revealed that while consumers researched the product online first, they converted at 
a far higher rate in store than they did online (29% vs. 6%). Still, these consumers expressed confusion in 
the store regarding all of the different options and pricing levels. They also expressed that they didn’t 
want to be pressured by salespeople. These two findings support re-training sales teams to direct 
in-store shoppers to a robust product website that will help them narrow down their choices. This 
message would lower the barrier of getting prospects into the store where the conversion rate is higher.

The most common ways companies implement this long list is by:
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Another important discovery gleaned from the data confirmed spend on review generation and 
placement. Prospects admitted to consulting the brand’s reviews that appeared on the website rather 
than third-party review sites like Yelp. The hosted reviews carried significant influence on the buyer’s 
decisions. Therefore, budget devoted to collecting and broadcasting customer feedback is a must.

In this customer-centric digital era, companies 
must create and emphasize what customers 
actually need and confront them with 
meaningful messages at the proper stage in 
their buying journey. Researching the 
consumer’s path to purchase can have a huge 
impact on a business’ bottom line as the 
application of this data serves as the 
foundation for decisions related to products, 
services, marketing, and more. 

Luth Research partners with companies to collect specific, digitally tracked data, conducts 
comprehensive data analysis, and designs and implements targeted surveys. These services result in a 
comprehensive picture of prospects’ buying journeys, motivations, traits, and more. Luth’s digital 
measurement capabilities combined with their proprietary data collection methods allow them to 
deliver insights that put their clients ahead of their competition.

Contact us at 800-465-5884
to learn more about the data possibilities for your organization. 

CONCLUSION

For more on market research, metrics, & measurement, visit
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