
Beyond the One Hit Wonders!

How do I get from 1 to 2?

Some thoughts on the issue

Neil Mason

Emetrics Summit – London - May 2006

neil@applied-insights.co.uk



applied insights© 2006 applied insights consulting ltd

The journey we’re all on…

Performance Tracking

Insight

Investment
Clarity of goals and objectives

Definition of KPIs and key 
metrics

Development of key reports and 
deliverables
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The journey we’re all on…

Performance Tracking

Process Analysis
& Optimisation

Insight

Investment
Embark on response and 
process analysis:

•Test

•Learn

•Adjust
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The journey we’re all on…

Performance Tracking

Process Analysis
& Optimisation

User Centricity

Insight

Investment Focus on customer lifecycle 
management
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You can lead a horse…
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The “long tail” or the “short head”?
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The challenge:
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The key business processes to generate 
customer value

LandAware Browse Engage Convert RepeatConsider

Acquisition Marketing Optimisation

Conversion Optimisation

Retention Marketing
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Measure: Bounce rate

•Percentage of visitors who 
enter the site on a page who 
then immediately exit the site

•Difficult metric to interpret

•What’s a good/bad bounce 
rate?

•Benchmark internally:
•Over time
•Against other pages/sites
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Landing page prioritisation 
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Optimise: Test, learn and adjust…
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Testing, testing, testing…

•A/B testing
•Systematic comparative testing
•Changing one variable at a time
•Limited options
•Can take time to find optimum 
option
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Testing, testing, testing…

•Multivariate testing
•Handle multiple elements at the 
same time
•Understand best page “recipe”
overall
•Can reduce the amount of time to 
get valid results
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Operational choices

•In-house
•Split traffic to different pages or 
recipes
•Measure using existing analytics 
tools

•ASP service
•Service hosted by external 
provider
•Recipes generated by ASP
•Specialised reporting
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User centricity: Automated visitor profiling and 
behavioural targeting

• Perhaps we used to call this “personalisation”

• Leveraging our understanding of our visitor’s 
behaviour into the way that we interact with them

• This concept is hundreds of years old

• In today's online world, this process takes place in 
two steps:

• Software builds real-time profiles of visitor behaviour
• Targets most relevant content to each individual 
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The key business processes to generate 
customer value

LandAware Browse Engage Convert RepeatConsider

Acquisition Marketing Optimisation

Conversion Optimisation

Retention Marketing
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Retention 
marketing:

The art and science of converting 
people twice

(preferably without the pain and cost 
of acquiring them twice…)

Definition:
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The value of repeat customers – car hire 
example
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The “friction curve” – car hire example

Booking frequency
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31% of people 
who order once 
go on to order 
again
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who order tw ice 
go on to order 
again
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A retention marketing framework

Repeat 
converters

Single 
conversion

Segmentation 
and profiling

Browser
“1 to 2” conversion

Events and triggers

Probable segment membership
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Overcoming friction: Moving customers from 
one to two orders
•How to communicate?

•Email, DM, On site

•When to communicate?
•Timing

•What to communicate?
•Content

Conversion rate from (n-1) 
orders to n orders
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Shopper profiles – repeat buyers compared 
against new buyers

Age profile
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Creating meaningful segments

•Demographic
•Gender, age etc
•Lifestyle

•Behavioural
•Browsing
•Engagement
•Purchasing

•Attitudinal
•Brand empathy
•Satisfaction
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RFM Analysis: Shopper behaviour 
segmentation
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RFM Analysis

Recency

Monetary
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Visitor segmentation

New visitor Repeat
visitor Known user New

customer
Repeat

customer
High value
customer

100%

?? %

Poor conversion

Good conversion

Mini case study:
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Looking at user behaviour

•80% converted within 5 days

•After 5 day gap, low likelihood of 
conversion

•Issues with navigation and content

Time to First Transaction

Same 
day
35%

Within 5 
days
45%

After 5 
days
20%
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Developing the new campaign

• New email campaign was introduced to touch visitors with the 
right messages at the right time

• A new “welcome mail”
• Improved HTML format
• With key messages targeted at new users

• New “activation mailings” sent people who had registered but 
not tried the service

• Sent after 6 days and then again after 20 days
• Promoting exciting and interesting content
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Tracking the results

•Conversion ratio improved 
by over 20%

•Generated an additional 
£350,000 in sales
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Beyond RFM – content based segmentation

• Segment and classify customer according to 
consumption:

• What they buy
• What they read
• What they download etc…

• Profile to understand:
• Demographics (if available)
• Lifestyle
• Behaviour
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Predicting future segment membership
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It’s all about timing…

Timing of first email appears 
to make a difference

Overall the propensity to order twice doubles if an email 
is sent within the first 3 days – emailing within 5 days 

still generates a significant increase in conversion from 
single shopper to repeat shopper

The whole tree is not displayed 
here…
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Operational issues

• The need to integrate the analytical engine with the 
operational processes

• Data interoperability
• Two way links between analytics systems, customer systems and 

outbound e-marketing systems
• Segment selection and maintenance

• Database scoring

• Deployment capability:
• Systems and tools
• Resources and skill sets
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Thoughts, tips and recommendations

• Significant gains to be made by influencing the early stages of 
the visitor journey and the customer journey

• Explore testing and optimisation strategies for improving on-
site conversion

• Landing page analysis
• A/B and multivariate testing

• Analyse and understand why customers buy twice and use that 
as part of the retention marketing process

• Content consumption
• Timings and events

• Look to invest in data integration and interoperability

• Buy Spud Troopers – they’re great!
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Thank you

Neil Mason

e: neil@applied-insights.co.uk

t: +44 (0)20 7870 2214

m: +44 (0)7768 082162

s: neil_mason


