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GE PROFILE ADVANTIUM 120



SEARS

$899,99

BEST BUY

$809,99

AMAZON

currently $870,08




Dynamic Pricing

Retailers are adjusting prices on

5:31 p.m.
Best Buy raises
price to $899.99

— 6:25 p.m.

Amazon drops
price to $744.46

everyday items several times a
day. Here is a look at prices

for a GE microwave on Best Buy returns
Aug. 12 at three price to $809.99

Web retailers: 8:33 p.m.
Amazon raises

price to $856.08

7:43 p.m.
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Note: All times
are in Pacific
Daylight Time




MARKETING WAS NEVER EASY




UNDERSTANDING THE CUSTOMER

How to catch the important moments?
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WHO START A CHECKOUT PROCESS ALSO FINISH IT



99 % USERS DO NOT FINISH THE PURCHASE



WHAT ARE WE GOING TO DO?



UNDERSTAND USERS



DATA

TRACKING
CONSUMER
DECISION
JOURNEY

MICRO AND
MACRO
CONVERSIONS




CONSIDER

EVALUATE

EXPERIENCE



Understanding user behavior throughout the entire CDJ

Transactions Number of interactions

HEH-

Length

\./\_/



Micro & macro conversions

PRODAJNI PROGRAM _: INFO PORTAL : BIG BANG ASISTENT & PARTNER (B2B)

Big Bang + Slika + TV sprejemniki + LED TV sprejemniki # Tv sprejemnik 39PFL3208H+PTA128 PHILIPS

Tv sprejemnik 39PFL3208H+PTA128 PHILIPS

Spletna 369,99 €

cena:
4

60,00€=1
14

IZDELKI V KOMPLETU

PRIBO DODATEK
PTA12 I-F1 USB




Micro & macro conversions

Videoklici Skype™ prek televizorja* PREVERI ZALOGO IZDELKA V

Klicem dodajte novo dimenzijo in g jbligjimi jav TRGOVINAH PO SLOVENIJI
dnevni sobi opravljate glasovne i i -k [

udobnem naslonjatu uZivajte v sliki soku odliéne kakovosti.

Breziiéni vmesnik LAN Izberite kraj
Dodaten vmesnik USB omogoéa hitro in enostavno povezavo z domadim omreZjem, kar vam nudi dostop do cel
sveta vsebin ali b no izmenjavo doma.

Spletne aplikacije Smart TV
zkoristite moZnosti, ki presegajo tradicionalno televizijo. Filme, videoposnetke, igre in druge vsebineg in spletnih

<ajte neposredno na te or. 3 storitvijo Smart TV si oglejte priljubljene oddaje, ki ste
jih zamudili, in uZivajte v Sirokem izboru spletnih aplikacij. Prek storitve Skype™ ali druZabnih omreZjih bodite v stikih s
sorodniki in prijatelji. Ali pa samo brskajte po spletu

Televizor SimplyShare

Fotografije, glasbo, videoposnetke in filme delite prek pov /e DLNA 5 pametnim telefonom, tabliénim ali osebnim,
ratunalnikom in si jin oglejte na velikem zaslonu. Enostavna izmenjava.

LED-televizor Full HD
Kakovost slike je p-:umﬂm,na Obitajni te ji HD predvajajo kakovostno sliko, vendar pricakujete najbolje. SLOVAR IZRAZOV 4

Predstavijajte si osu osti, visoko svetlost, neverjeten kontrast, ostro gibanje, pristne barve in
izjiemno sliko - ob porabi energije. Ce si Zelite tega, se odlodit LEDte r Full HD, ki predvaja podrobnejia
rji HD. Podrobnejga slika pa vam zagotavija pristn etje.

100Hz PMR POVEJ PRIJATELJEM

Zanatanéno, tekoce in naravno gibanje s Philips razvil standard PMR za merjenje ostrine gibljivih sli erfe n u E ﬂ
Motion Rate je rezultat nage edinstvene obdelave slike, Stevila sli a sekundo in hitrosti os

s popolnega zatemnjevanja in tehnologije osvetlitve ozadja. avrednost PMR omaogoca bolj3i kontrast in Be the first of your friends to like this.
jasnejEe gibanje, kar peslediéno zagotavija vrhunsko slike.

Digital Crystal Clear
UZivajte viziemno jasnih slikah iz vsakega vira. Paket slikovnih inovacij digitalno prilagaja in optimira kakovost slike
kar zagotavlja optimalen kontrast, barve in ostrino.

Dve reii USB (fotografije, glasba, videoposnetki)

Z dvema rezama LJSB ima lahko priklju€en trdi disk za snemanje na USB in funkcijo Pause TV, kar vam vedno
zagotavlja nadzor nad programi. Priroéna dodatna vrata USB omogocajo prikljuitev kamere Skype™ ali dostopanje
do fotografij JPEG, skladb MP3 ali videodatotek v pomnilnikih LSB brez prekinjanja snemanja.




Micro & macro conversions matrix

AWARENESS

NEW FOLLOWERS

Long term

SOCIAL ACTIONS

USER REGISTRATION

LOGS DOWNLOADED

RESEARCH GALLERIES BROWSED - Mid term

VIDEOS WATCHED.

EMAIL SIGNUPS

REVIEWS & RATINGS

PURCHASE CHECK STOCK

PURCHASE

g—

Short term



TENISICE.HR

Conversion optimization

bounce rate

14,42

eviews per visit

% |

crease in number of transactions

Marke Namjena



Where are the benefits?

BETTER TARGETED BETTER
UNDERSTANDING ADVERTISING PEREORMANCE
OF USER THROUGHOUT

BEHAIVOR THE CD) AND BETTER ROI
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The key segments

Acquisition Behaviour Outcomes
WHICH HOW ARE WHAT
CHANNELS USERS INFLUENCES
DRIVE BEHAVING? CONVERSION?

TRAFFIC?




The key segments

Acquisition Behaviour Outcomes
WHICH HOW ARE WHAT
CHANNELS USERS INFLUENCES
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Income by digital channel

65,98 %
15,44 %
10,31 %
8,05 %
5,49 %
1.23 %
0,40 %

Organic Search
Paid Search
Direct
Referral
Email
Display

Social



MA JORITY OF ,,LAST CLICK"” CONVERSIONS
ARE MADE VIA BRANDED TRAFFIC

OTHER CHANNELS LIKE NON-BRANDED TRAFFIC,
SOCIAL MEDIA AND DISPLAY ADVERTISING

AS ASSISTED CONVERSIONS



INCLUDE NON-BRANDED VISITS



Outcomes report

Default Channel Grouping | Source / Medium Conversion Rate

Sort Type: | Default ~ Q

Ogled mnenja Prijava v Prua\.@ Interakcija na lzde dodan v Konéan _ ~ lzdelek dodan v
s uporabnika na P . . Ogled zaloge . y ) .

OZ. O e partnerski . . poddomeni primerjalnik carovnik (Goal . kogarico (Goal Nakup (Goal 1
. ) " . e-tasopis (Goal . N p izdelka (Goal 11 . L
izdelka (Goal § program (Goal 7 - (Goal 9 (Goal 10 13 y _ 4 Completions)

Completions) Completions) o Completions) Completions) Completions) Completions) Completions)
Completions)

~ P Registr: lzdelek dodan
_ _ Prebran Elanek P
Default Channel . uporabnika na seznam ielja
. . (Goal 12 A N .
Grouping Completions) (Goal 2 (Goal 5
ple Completions) Completions)

Druiabna
omreija (Goal 14
Completions)

Direct c 149

874 |
earc
farral

Social

Email

Display

Paid S h Bk 8 (11.11




Outcomes report

Default Channel Grouping  Source / Medium | Conversion Rate

Sort Type: | Default ~ Q,  advanced

Prijava r a lzdelek : Ogled lzdelek
Ogled mnenja oz. ) . av ) dodan v zaloge dodan v Nakup
ocene izdelka (Goal  Tiavavparnerski - uporabnika na e- imerjalni izdelka koarico (Goal 1
-~ program (Goal 7 Goal 3 . N
6 Conversion Conversion Rate} Conversion Conversion \ (Goal 11 (Goal 4 Conversion
Rate) Rate) = Rate) Conversion Conversion Conversion Conversion Rate)
. Rate) Rate) Rate) Rate)

Izdelek dodan na
seznam felja (Goal
5 Conversion

Rate)

(repean Slanck na Registracija

Default Channel Grouping - uporabnika (Goal 2
Conversion Rate)

Druzabna omrezja
(Goal 14

Conversion Rate)

Sacial ) 0.00% 0.063 0.00% 0. 0.00% 2. 1.0 0.5
Referral 1.15% /o 08 7% .06 0.00% 6 . . o 0
Organic Search 0.42% 45% 10% < 2 .30% .04% 0.00%

0.24%

0.10%

0.09%

0.05% e % 0.00%

0.01% 13% < .54% <0.01%




Digital Channels

FACEBOOK ADS

SEO

DISPLAY:

SEE

EMAIL

FACEBOOK ADS

SEO

SEARCH ADS

DISPLAY

THINK

EMAIL

FACEBOOK ADS

SEO

SEARCH ADS

DISPLAY

DO




The key segments

Acquisition Behaviour Outcomes
WHICH HOW ARE WHAT
CHANNELS USERS INFLUENCES
DRIVE BEHAVING? CONVERSION?

TRAFFIC?




What is our purchase behaviour?
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131,50€ 121,90€

Average order value Average order value

Conversion rate Conversion rate

0,07% 0,08%

Share of revenue Share of revenue

5,01% 92,12%



Enhanced Ecommerce

Slower 105p0NS0, Prodter precsion v

WEATHER Shopping Behavior Analysis May 8, 2014 - May 14, 2014
Shorteut This report is based on 19,485 sessions (100% of sessions). Leam moro
PRODUCT DATA O Al Sessions
M Sossiors Shopping Progression Il Abandorments
PURCHASE PRICE

All Sessions Sessions with Product Views  Sessions with Add to Can Sessions with Check-Out

5,455 458 559

A 4

No Shopping Activity No Cart Addition Cant Abangonment Chack-Out Abandonment

13,880 4,784 256 501

Sessions with Transactions

64




Content quality

Landing Page Sessions v (e Blog post article read (Goal 7 Conversion Rate)

{compared to site average)

55.96%

48% (647.95%

/blog/9-resnic-o-slovenskih-spletnih-uporabnikih

FJ.GG%
Pﬁ.dﬁ%
_23.?3%
PB.QH’»
-33.61%4

]
/blog/kaj-mi-oglasevanje-na-facebooku-lahko-prinese &
]
]
]
/blog/spletni-iskalnik-kot-ucinkovito-branding-orodje @ -9.25%1
]
]
]
]
]

Iblog/kako-se-na-spletu-vedemo-na-razlicnih-napravah
/blog/ste-na-facebooku-ze-opazili-kaj-novega

/blog/prodajajte-na-spletu-kot-branjevka-na-trznici

/blog/spremembe-google-algoritmov-v-2014-kaj-pomeni-za-vase-poslovanje

_30.34%
.ea.zs%ﬁ
_20.12%

/blog/
/blog/5-korakov-do-boljsih-rezultatov

/blog/google-analytics-summit-2014-0 -5.90%|

/blog/9-resnic-o-slovenskih-spletnih-uporabnikin?ct=t(Red_Orbit_Newsletter_
16_9_2014)

Iblog/spremembe-google-algoritmov-v-2014-kaj-pomeni-za-vase-poslovanje? & 13.03%
ct=t(Red_Orbit_Newsletter_17_7_20147_17_2014) -

Iblog/kako-se-na-spletu-vedemo-na-razlicnih-napravah?ct=t(Red_Orbit_Newsl®@
etter_17_7_20147_17_2014)

/blog/spletne-trgovine-pred-novim-letom @




The key segments

Acquisition Behaviour Outcomes
WHICH HOW ARE WHAT
CHANNELS USERS INFLUENCES
DRIVE BEHAVING? CONVERSION?

TRAFFIC?




Conversion rate based on user segment

New visitors

S

Returning visitors

e

Non-branded visits

S X

Branded visits



Influence of weather on conversions

Weather & Ecommerce
Ecommerce Conversion Rate ~ | VS.  Select a metric Day Week Month ﬂ ...

® FEcommerce Conversion Rate

1.00%

Primary Dimension: Weather

Secondary dimension ~ | Sort Type:  Default - Q, | advanced @ @ =_ -"'-

Weather Ecommerce Conversion Rate

Site Avg: 0.45% (-9.52%

1.  Thunderstorm 0.78%

2. Mist




Influence of ad content on conversions

All visitors

S 044%

Visitors who clicked on a specific Ad

O 0.78%



Influence of digital channels on conversions

Visitors who came through channel A

o 158%

Visitors who came through channel B

97 %

Visitors who came through channel A and B

244 %

Visitors who came through channel A and C

I 2,81 %



Why?

Acquisition Behaviour Outcomes

OPTIMIZE DIGITAL OPTIMIZE USER BETTER USER
MARKETING EXPERIENCE TARGETING




OPTIMIZING DIGITAL MARKETING

What is our goal?



CONSIDER

EVALUATE

EXPERIENCE



Digital Marketing Framework

TARGET GROUP GOAL USER NEED MESSAGE

DIGITAL




DECREASE CPA



YTD results (2014 vs 2013)

+159 %
+17 %
+95 %
+122 %
+127 %
+14 % - Average Order Value

_ Cost per transaction




Thank you

andraz.stalec@red-orbit.com



