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Digital Analytics for Retail 

Brent Dykes         @analyticshero
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Ecommerce Trends in 2012?

MobilePersonalizatio
n

Social Product Experience
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“What gets measured, 
gets managed.”

Peter F. Drucker
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Digital Analytics Tools

Retail Key Performance Indicators

Orders Visits 
(or 

Visitors)

Revenue

Conversion Rate
(Orders/Visits)

Revenue per Visit
(Revenue/Visits)

Average Order Value
(Revenue/Orders)

Average Selling Price

(Revenue/Units)

Average Selling Price

(Revenue/Units)

Units per Transaction
(Units/Orders)

Units per Transaction
(Units/Orders)

Average Selling Price

(Revenue/Units)

Units per Transaction
(Units/Orders)
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1. Lack of clarity around key 

business objectives

2. Too much emphasis on reporting 

instead of analysis

3. Lack of process in handling 

reporting and analysis requests

4. Reactive with analytics instead of 

being proactive

5. Paralysis caused by the need for 

perfect data

6. Not slowing down to understand, 

fix, or enrich the data

7. Expecting the data to do things it 

wasn’t intended to do

8. Chasing shiny objects instead of 

focusing on the fundamentals

Top Digital Analytics 

Mistakes in Retail
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Disciplined.
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Undisciplined.
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Stuck in Setupland?

© Web Analytics Action Hero
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Analysis is Your Ticket to 
Actionland

© Web Analytics Action Hero
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RevenueOrdersVisits

Brows
e

Search

Product 
Details Checkou

t

Segmentation

Acquisition
Landing 
Pages

Device
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RevenueOrdersVisits

Brows
e

Search

Product 
Details Checkou

t

Segmentation

Acquisition
Landing 
Pages

Device
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Landing Page Analysis

Landing Page Entries

Bounce 

Rate Conv. Rate Revenue AOV

Revenue per 

Visit

1 landing:hiking 18,765 55% 1.90% $37,684 $106 $2.01

2 landing:climbing 10,289 88% 3.86% $65,982 $166 $6.41

3 landing:back-to-school 9,928 63% 2.14% $21,662 $102 $2.18
4 landing:northface 9,007 54% 2.39% $42,940 $200 $4.77

5 landing:columbia 8,091 75% 2.25% $38,946 $214 $4.81

6 landing:cycling 7,654 55% 2.47% $16,505 $87 $2.16
7 landing:backpacks 7,111 80% 0.96% $9,230 $136 $1.30
8 landing:tents 5,644 53% 2.21% $39,847 $319 $7.06
9 landing:merrell 5,283 58% 0.44% $3,205 $139 $0.61

10 landing:camelbak 4,782 49% 2.05% $12,839 $131 $2.68

Landing Page Entries

Bounce 

Rate Conv. Rate Revenue AOV

Revenue per 

Visit

1 landing:hiking 18,765 55% 1.90% $37,684 $106 $2.01

2 landing:climbing 10,289 88% 3.86% $65,982 $166 $6.41

3 landing:back-to-school 9,928 63% 2.14% $21,662 $102 $2.18
4 landing:northface 9,007 54% 2.39% $42,940 $200 $4.77

5 landing:columbia 8,091 75% 2.25% $38,946 $214 $4.81

6 landing:cycling 7,654 55% 2.47% $16,505 $87 $2.16
7 landing:backpacks 7,111 80% 0.96% $9,230 $136 $1.30
8 landing:tents 5,644 53% 2.21% $39,847 $319 $7.06
9 landing:merrell 5,283 58% 0.44% $3,205 $139 $0.61

10 landing:camelbak 4,782 49% 2.05% $12,839 $131 $2.68

Single-Page Visits / Entries

Lonely 
metric
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Testing

� Above the fold?

� Heatmap?
� Referrers? 

� Campaigns?
� Keywords?
� Paths?

� Visitor segments?

Landing Page Analysis: Deeper Dive

Ad

keyword

Ad

Landing Page Analysis

Landing Page Entries

Bounce 

Rate Conv. Rate Revenue AOV

Revenue per 

Visit

1 landing:hiking 18,765 55% 1.90% $37,684 $106 $2.01

2 landing:climbing 10,289 88% 3.86% $65,982 $166 $6.41

3 landing:back-to-school 9,928 63% 2.14% $21,662 $102 $2.18
4 landing:northface 9,007 54% 2.39% $42,940 $200 $4.77

5 landing:columbia 8,091 75% 2.25% $38,946 $214 $4.81

6 landing:cycling 7,654 55% 2.47% $16,505 $87 $2.16
7 landing:backpacks 7,111 80% 0.96% $9,230 $136 $1.30
8 landing:tents 5,644 53% 2.21% $39,847 $319 $7.06
9 landing:merrell 5,283 58% 0.44% $3,205 $139 $0.61

10 landing:camelbak 4,782 49% 2.05% $12,839 $131 $2.68

1Uncork the 

bottleneck

s

Scratch 

beyond 

the 

surface

2 Don’t forget the 

landing page’s 

objective

3

RevenueOrdersVisits

Brows
e

Search

Product 
Details Checkou

t

Segmentation

Acquisition
Landing 
Pages

Device
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Internal Search Analysis

Null Searches Biggest Gainers Search Conversion

search term

Search 

Phrases Instances
1 sunglasses 897                 
2 bike helmet 789                 

3 carabeener 543                 

4 sun glasses 501                 

5 11-345838 421                 

6 hiking trousers 345                 

7 energy bars 321                 

8 bike pump 309                 
9 energy gel 298                 

10 pedomiter 207                 

Internal Search Analysis: Null 
Searches

Not carried

Not carried

Not carried

Not carried

Not carried

Misspelling

Misspelling

International

Not indexed

Not indexed

Indexing

update

Merchandise 

opportunities
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Internal Search Analysis: Biggest Gainers

Search 

Phrases

Week of 

07/01

Instances

Week of 

07/08

Instances

% 

Change
1 hiking 4,523                  4,612           2.0%

2 hiking shoes 4,130                  4,256           3.1%

3 backpack 3,939                  4,008           1.8%

4 sleeping bag 3,721                  3,855           3.6%

5 tents 3,484                  3,569           2.4%

6 camping 3,419                  3,399           -0.6%

7 northface 3,320                  3,246           -2.2%

8 gps 3,107                  3,012           -3.1%

9 water bottle 3,028                  2,966           -2.0%

10 patagonia 2,934                  2,960           0.9%

Current 
Time Period

Previous 
Time 
Period

� Spot new trends and 

opportunities
� Adjust promotions

� Address campaign and site 
issues

Search Phrases

Week of 

07/01

Instances

Week of 

07/08

Instances Change
1 family tents 1,516           2,988                1,472
2 car racks 890               2,260                1,370
3 water filters 125               1,417                1,292
4 roof racks 783               1,987                1,204
5 water purification -                1,180                1,180
6 thule 398               1,563                1,165
7 roof rack 655               1,769                1,114

8 trekking poles 575               1,661                1,086

9 headlamps 269               1,093                824

10 cookware 792               1,494                702

% Change

97.1%

153.9%

1033.6%

153.8%

#DIV/0!

292.7%

170.1%

188.9%

306.3%

88.6%
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Internal Search Analysis: Search 

Conversion

Search 

Phrases Instances Revenue

Rev. per 

Search

Search 

Conversion
1 columbia 28,542 $55,698 $1.95 1.41%

2 northface 25,678 $45,697 $1.78 1.39%

3 hiking shoes 23,688 $21,045 $0.89 0.85%
4 patagonia 21,054 $12,585 $0.60 0.40%
5 coleman 20,415 $40,152 $1.97 0.91%

6 merrell 19,876 $18,961 $0.95 0.78%

7 camelbak 18,744 $24,568 $1.31 1.61%
8 backpack 16,872 $18,456 $1.09 1.92%
9 yakima 15,055 $7,189 $0.48 0.21%

10 water bottle 14,565 $9,565 $0.66 4.14%

Search 

Phrases Instances Revenue

Rev. per 

Search

Search 

Conversion
1 columbia 28,542 $55,698 $1.95 1.41%

2 northface 25,678 $45,697 $1.78 1.39%

3 hiking shoes 23,688 $21,045 $0.89 0.85%
4 patagonia 21,054 $12,585 $0.60 0.40%
5 coleman 20,415 $40,152 $1.97 0.91%

6 merrell 19,876 $18,961 $0.95 0.78%

7 camelbak 18,744 $24,568 $1.31 1.61%
8 backpack 16,872 $18,456 $1.09 1.92%
9 yakima 15,055 $7,189 $0.48 0.21%

10 water bottle 14,565 $9,565 $0.66 4.14%

� Referral source?

� Search refinements?
� Path to results page?

� Path from results page?
� Products viewed?
� Products added to cart?

� Products purchased?

Internal Search Analysis: Search 

Conversion

� Number of results?

� Relevance (sort order)?
� Selection?

� Product image quality?
� Availability (in-stock)?
� Ratings?

� Refinement options?
� Promotions?

patagonia

Volume: High

Conversion: Low

1Identify 
under-
performer

2 Evaluate 
search results 
page

3 Compare
against 
high-
performers

4 Explore 
search
segments

RevenueOrdersVisits

Brows
e

Search

Product 
Details Checkou

t

Segmentation

Acquisition
Landing 
Pages

Device
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Orders

Visits

Product
Views

Cart
Adds

Product Analysis: Key Steps

Product Analysis: Top Products

Products

Product 

Views

Cart Adds / 

Product Views

Product 

Conversion
1 Blueridge hiking shoes 128,298          3.34% 1.15%
2 Alpine 6-person tent 118,577          2.17% 0.89%
3 Pinecone sleeping bag 114,631          2.78% 1.21%
4 Yukon jacket 102,838          3.20% 1.02%
5 Fiesta sleeping bag 98,476            2.87% 0.91%
6 Rushmore jacket 95,674            1.86% 0.99%

7 Savoy backpack 91,910            2.95% 0.06%
8 Glacier 8-person tent 85,655            2.57% 0.88%
9 Thermali sleeping bag 83,234            2.15% 0.92%

10 Sprint kayak 81,829            0.96% 0.78%

Product Analysis: Top Products

Products

Product 

Views

Cart Adds / 

Product Views

Product 

Conversion
1 Blueridge hiking shoes 128,298          3.34% 1.15%
2 Alpine 6-person tent 118,577          2.17% 0.89%
3 Pinecone sleeping bag 114,631          2.78% 1.21%
4 Yukon jacket 102,838          3.20% 1.02%
5 Fiesta sleeping bag 98,476            2.87% 0.91%
6 Rushmore jacket 95,674            1.86% 0.99%

7 Savoy backpack 91,910            2.95% 0.06%
8 Glacier 8-person tent 85,655            2.57% 0.88%
9 Thermali sleeping bag 83,234            2.15% 0.92%

10 Sprint kayak 81,829            0.96% 0.78%

Products

Product 

Views

Cart Adds / 

Product Views

Product 

Conversion
1 Blueridge hiking shoes 128,298          3.34% 1.15%
2 Alpine 6-person tent 118,577          2.17% 0.89%
3 Pinecone sleeping bag 114,631          2.78% 1.21%
4 Yukon jacket 102,838          3.20% 1.02%
5 Fiesta sleeping bag 98,476            2.87% 0.91%
6 Rushmore jacket 95,674            1.86% 0.99%

7 Savoy backpack 91,910            2.95% 0.06%
8 Glacier 8-person tent 85,655            2.57% 0.88%
9 Thermali sleeping bag 83,234            2.15% 0.92%

10 Sprint kayak 81,829            0.96% 0.78%

� Price?

� Images?
� Description?

� Options?
� Availability?
� Promotions?

� Rating?
� Rich media?

� Related products?
� Wish list / social 

sharing?

� Shipping time?

� Shipping cost?
� Shipping method?

� Cross-sell?
� Promotions?
� Inconsistency?



11/09/2012

10

Product Analysis: Scatterplot

C
o
n

v
e
rs

io
n

 R
a
te

0.50%

0.75%

1.00%

1.25%

1.50%

1.75%

2.00%

50,000 100,000 150,000 200,000 250,000 300,000

Product Views

More exposure?

Better Conversion?

Products

Product 

Views

Cart Adds / 

Product Views

Produ ct 

Conversion

Excaliber 8-pe rson tent 112,045          3.83% 1.95%

Savage jacket 98,565            2.61% 1.29%

Diamond carabine r 80,147            3.98% 1.85%

Klondike jacke t 65,842            4.99% 1.96%

Hotstuff slee ping bag 50,147            5.64% 1.45%

Everquest jacket 48,511            3.66% 1.28%

Yosemite backpack 45,966            5.89% 1.67%

Platinum wat er bot tle 37,894            5.80% 1.44%

Tor nado hiking shoes 36,574            4.88% 1.09%

Voyager t rekking poles 29,878            2.64% 1.82%

Products

Product 

Views

Cart Adds / 

Product Views

Produ ct 

Conversion

Excaliber 8-pe rson tent 112,045          3.83% 1.95%

Savage jacket 98,565            2.61% 1.29%

Diamond carabine r 80,147            3.98% 1.85%

Klondike jacke t 65,842            4.99% 1.96%

Hotstuff slee ping bag 50,147            5.64% 1.45%

Everquest jacket 48,511            3.66% 1.28%
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"The price of light is less 
than the cost of 
darkness." Arthur C. Nielsen
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Questions?

Brent Dykes
@analyticshero

bdykes@adobe.com
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