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The Hype Cycle
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“What and How”        &         “Who and Why”

What are the top pages

What pages have errors

What do people search for

How do people find us

What paths do people take

Who looked at product xyz

Why did customer 123 not complete

Who is interested in product xyz

Who is a real customer

Who reaches important goals

Web Site Experience Customer Experience
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 Customer experience insight @

Major European Bank

• 300% ROI after 3 months

• 10-15% reduction in online media spend

Major Global Bank

• Saved $30m of IT investment within a month

Customer Experience – (non-)Disruptive 
Technology

“You delivered insight in 4 weeks that others failed to 

give us in 2 years.”

- Global IT Director

Corporate and Investment Banking Sept 2007
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The Customer Experience
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Are you collecting the right data?
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Here’s how you solve the data collection issue…

Customer 
Data

Web
Logging

Sniffing Single
pixel .gif

Tagging Dynamic Collection™

Back Office

Applications

Web

Servers    

The

Internet    

PC

Browser    

The

Audience    



Copyright © 2006, SAS Institute Inc. All rights reserved.

Funnel

Product 

Details

Personal

Details

Thank

You

10,000

100

1%
Who are they?

Are they customers?

What have they bought before?

Are they window shopping?

How do we contact them?

Have they called us?

What are they buying?

What terms do they want?

What else did they look at?

Have they looked at 

alternatives?

What price will they pay?

But… And…
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Many ways to one thing
Credit Card
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Connecting Customer Experience and Marketing 
Execution

Search

No Interest for 6 Months

Credit Calculator

Customer 

Shows 

Interest

To: Valued Customer

No Interest for 6 Months

Convert to 

Customer Event

“Credit Card Interest”

Marketing and sales 

Campaigns for 

Credit Cards 

Informed

Credit Card Go

lloyds_c.avi
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Real World Example
Holidays

 March 2006, holiday Section 48,613
different visitors

 8,162 revisited repeatedly

 Most visited 2-3 or three times a day

Holiday Site Interest

Days

 Many showed high degree of interest over 
several days as much as 10 visits per 
week

 All interacted with a variety of content
e.g. configurations, therefore…

 We know the breakdown of interest in 
type, amount, length, extras

 Several thousand were known customers

 We knew how soon we would lose them if 
they didn’t apply

Turn this intelligence into actionable 

communications
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Campaign Effectiveness

To: Valued Customer

No Interest for 6 Months

The Campaign Drove the Sale
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Campaign Effectiveness

To: Valued Customer

No Interest for 6 Months

No Interest for 6 Months

Search The Company Go

The Ad initiated

The eMail followed through
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Enterprise Intelligence
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Web Design Sales

Islands of Data – No Enterprise Intelligence

Behaviour Transactional

Customer

Brand Management Product Marketing Direct Marketing
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Web Design Sales

Islands of Data – No Enterprise Intelligence

Behaviour Transactional

Customer

Brand Management Product Marketing Direct Marketing

Ad to Goal

Affiliate to Goal

Searches

Product Interest

Customer 

Segment

Demographics

Geographic

Sales

Improved Segment Targeting

Improved Stickiness

Improved Channel / Brand 

Integration
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Web Design Sales

Islands of Data – No Enterprise Intelligence

Behaviour Transactional

Customer

Brand Management Product Marketing Direct Marketing

Product Interest

Product 

Configuration 

Details

“People who 

liked”

Contact Info

Segment

Demographics

Sales history

Complaint History

Increased Sales

Improved lead qualification

More efficient sales force

Earlier customer engagement

Quicker reaction to trends
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Business Information – From day 1
Form

Fields

Values
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“What and How”        &         “Who and Why”

What are the top pages

What pages have errors

What do people search for

How do people find us

What paths do people take

Who looked at product xyz

Why did customer 123 not complete

Who is interested in product xyz

Who is a real customer

Who reaches important goals

Web Site Experience Customer Experience
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What can Customer Experience Tell us

 Cross Sell / Up sell

 Next Best offer

 Site design

 Campaign Effectiveness

 Campaign Design

 Banner Ad Effectiveness

 Fraud

 Product Design


