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CLICKVALUE

Wij zijn goed in veel zaken, maar de beste in online marketing. Van visie
tot uitvoering, van samenwerken met uw interne marketeers tot leveren
van alle benodigde kennis en vaardigheden om concurrerend te zijn.

Wij hebben alles in huis voor uw online groei!



Groeien met ClickValue

Van visie tot uitvoering, samen gaan we voor duurzame groei. Zo zien wij uw online
groeiproces.

Duurzame Online Groei

Werven Optimaliseren Maximaliseren
Bezoekers Conversie Klantwaarde

Effectieve Inzet van Marketingtechnologie

Onderbouwde Besluitvorming door Web Intelligence

Activiteiten

Faciliteiten
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Wie wij zijn

Wij zorgen al sinds 2003 voor online groei bij bedrijven zoals die van u. Inmiddels zijn we

gegroeid naar 25 medewerkers. Samen met onze klanten vormen we een goed team en
realiseren we resultaat.

: Wij maken uw online marketingafdeling compleet

: Vanuit ons kantoor in hartje Amsterdam zorgen wij dat onze klanten alle benodigde online marketing

: kennis in huis hebben. Zo completeren we de online afdelingen van opdrachtgevers als New York
. Pizza, het Concertgebouw en The Body Shop.
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Groeiende interesse in Attributie

Attribution Modeling for Digital Success

Public Whitelist ;
Interest over time Tuesday, October 30, 2012 | 2:03 PM f'd"”“

Introducing Multi-Channel Funnels: discover untapped
opportunities in your conversion path

Wednesday, August 24, 2011 | 11:10 AM
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«  Veel data van onduidelijke kwaliteit
. Interpretatie leidt tot discussie

«  Acties formuleren moeilijk

- Toegevoegde waarde is onduidelijk

. Procesmatig werken is lastig

. Is dit iets voor ons?
. Waar moeten we beginnen?
. Hoe boeken we onze eerste successen?
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Waarom zouden we attributie-modelering nodig hebben?

e Doel?

- Verhouding tussen inspanning en opbrengst?

I



De rapporten die we gebruiken doen net of Attributie niet bestaat

Default Channel Grouping E
COMIMerce

Sessions 4 Conversion Rate fransactions Revenue

16,781 3.88% 651 €70,489.48
% of Total: Awg Tor View: 46 of Total: % of Total: 100.00%
100.00% 3.88% (0.00%) 100.00% (851) (E70.480.48)

(16, 781)
FPaid Search 11,254 (67.06%) 3.85% 433 8a.51%) | €46,381.68 (55.00%)
Direct 2,065 (12.31%) 412% 85 (13.06%) | €8,785.58 (12.48%)
Organic Search 1,667 (9.92%) 5.94% 89 (15.21%) | €10,832.57 (15.37%)
Referral 595 (3.55%) 1.68% 10 (1.54%) | €1,34917 (1.01%)
Display hb6d (2.36%) 0.53% 3 (0.48%) €317.36 (D.45%)
(Other) 436 (2.60%) 1.38% 6 (D.02%) €712.79 (1.01%)
Affiliates 178 (1.06%) 8.43% 15 (2.30%w) | €2,11033 (2.00%)

Social 22 (0.13%) 0.00% 0 (0.00%) €0.00 (0.00%) |;



Google Analytics toont standaard Last Click Attributie

First Click Assist

1ste bezoek 2de hezoek

Contributie Contributie
€0 €0




We gebruiken bewust of onbewust al andere modellen

OUR MISSION: YOUR SUCCESS

@ affilinet “c’ia:sycon
A Google Adwords doubleclick ’

By 5-3]!.;

= TradeDoubler ‘Q TradeTracker®

" Market like you mean it we frack your trade

ZAanox.

Transactie
1ste bezoek

Contributie Contributie Contributie
€0 €0 €0

Nde bezoek

Contributie Contributie
€0 €0

€100
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Dubbeltellingen liggen op de loer

OUR MISSION: YOUR SUCCESS

@ affilinet “c’ia:sycon
A Google Adwords doubleclick ’

By 5-3]!.;

= TradeDoubler ‘Q TradeTracker®

"'... Market like you mean it we frack your trade

ZAanox.

Transactie

Contributie Contributie
€100 €100




Ontdubbelen lost het attributieprobleem niet op

Add a New Trigger

o Choose yvour event

Page View Click Formm History Change Custormn Event
Google Tag Manager
a JavaScript Error Timer
Edit Rule
Rule Name

Thank you page only




Toepassing

leeft Attributiemodellering zin voor
ons?



Hoe maak je dit rapport Actiegericht?

There were 177,733 total conversions

S AN~ Conversions: 177,733
e~ Assisted Conversions: 128,137

Multi-Channel Conversion Visualizer

See the percentage of conversion paths thatincluded combinations of the

channels below. Select up to four channels. Direct & Email & Paid Search: 8.05% (14313)
= Direct 75.71%
¢ (D Email 35.80%
o Paid Search 35.63%
Organic Search 14.87%
Other Advertising 2.29%
Referral 2.44% |
() Social Network 0.54%

The overlap areas of the circles above are approximations.



Bepaal de Attributieratio van de belangrijkste conversie

Conversion: Type: Lookback Window:
1 Al - ] IAI I AdWords Set|3p days priorto co
Select all | none Show all | selected
Q,
« [v] Ecommerce
N [#] Transaction 245,704
2_ - []| Goal

There were 1,333,435 total conversions

s ot Conversions: 245,704
sk g ottt i Assisted Conversions: 178,279




Kijk naar budget

Multi-Channel Conversion Visualizer Direct & Paid Search & Email & Organic Search: 2.01% (4947)

See the percentage of conversion paths that included combinations of the
channels below. Select up to four channels.

Channel m;lﬁ?grfstigﬂ
¥ | Direct T4.71%
¥ Paid Search 3524%
¥ ) Email 29.40%
¥ Organic Search 19.99%
o Other Advertising 9.90%
1 Referral 2.48%
. (Social Network 0.64%
i Display 0.03%

The overlap areas of the circles above are approximations.




Toepassing

Moeten we stoppen met Display?



Default Channel Grouping [
Ecommerce
Conversion
Rate
3.23%
Awg for View:
3.15% (2.34%)
1. Organic Search 3.32%
2. Direct 3.83%
3. Paid Search 3.36%
4. Referral 4 12%
5. i(notset) 2.84%
6. Email 3.63%
7. (Other) 0.69%
8. Social 1.60%
—__
. Display 0.34 >
10.  Affiliates 1.88%




Doel van de analyse

MCF Channel Grouping Path

1. | Organic Search [[isulay]

2. | Organic Search [[is;ﬂa]r > | Organic Search

3. | Direct - | Display - | Direct |

4. :[is;ﬂay > | Organic Search |

5. | pirect - | Display |

6. | Organic Search [[is;ﬂa]r > | [irect]

7. | Paid Search | Display |

8. | Paid Search | Display / | Paid Search |

9. | Display - | Direct x 2]

10. | Display




Conversions

» Goals

* Ecommerce

= Multi-Channel Funnels
Overview 1
Assisted Conver...
Top Conversion ...
Time Lag
Fath Length

Maak een conversiesegment

Conw 3 A segments Export =+ Shortcut

Conversion: Type: Lookback Window:
All - All | AdWords Set| 30 days prior to conversion
il 2
Name: 3
| geen display P
SIS Any Interaction w| from

MCF Channel Grouping - Exactly matching Display
that occurred Greater than - 0 times




Bekijk de lift van een kanaal op het geheel of een ander kanaal

All Conversions

no display

Primary Dimension: MCF Channel Grouping Source /|

]

Assisted Conversions  Assisted Conversion Value Last Click or Direct

Conversions
7,110 €713,823.49 11,862
% of Total: 26.30% % of Total: 08.93% % of Total: 23.37% (50,752)
(27,038) [E723,762.40)
5,741 €577,915.22 10,277
% of Total: 21.23% % of Total: 70.85% % of Total: 20.25% W, 52)
(27,038) [E723,762.40)

ot Rows Secondary dimension -

20% minder

MCF Channel Grouping

1.

Paid Search
All Conversions
no display

Direct
All Conversions
no display

Organic Search
All Conversions

no display

omzet

L Value

Last Click or Direct Conversion
Value

€1,108,690.99

% of Total: 87.98% (£1,131,528.88)

€955,240.89

% of Total: B4.42% (£1,131,528.88)

Agsisted / Last Click or Direct
Conversions

0.60

Avg for View: 0.53 (12.52%)

0.56

Avg for View: 0.53 (4.87%)

Q| advanced [ @ [ |47

" Assisted Conversion Last Click or Direct

Conversions

3,965 (33 29%) £393 464 55 (32 .02%) 3 416 (28 .80%)

I} 3,270 £323,697.50 3244

18% minder

assisted omzet
uit Adwords

59 5,093 (42.04%)

Last Click or Direct Assisted / Last Click or

Conversion Value Direct Conversions

£€301,28097 27 17%) 116
£284,601.64 1.01

54 B 5% minder omzet

T%) 1,454 (12.28%)

1.20 1.346

uit Adwords

5% minder ROAS
op Adwords




Toepassing

MCF Channel Grouping Path

1. | Organic Search | Displaﬂ

2. | Organic Search | Display ;| Organic Search

3. | Direct ~ | Display .~ | Direct|

4. | Display | Organic Search |

5. | Direct ~ | DiEplE!‘_f|

6. | Organic Search | Display;| Direu::t| DEfInIeer Je e|gen ka nalen

7. | Paid Search | Display|

8. | Paid Search - | Display .~ | Faid Search |

9. | Display | Direct x 2|

10. Displaﬂ




Gebruik MCF Channel Grouping voor Branded en
Generic Search

Primary Dimension: MCF Channel Grouping Source [ Medium  Source Medium Other - Channel Groupings -

Secondary dimension - Create a custom Channel Grouping...
1 Copy MCF Channel Grouping template...

Channel Grouping Settings

Name

| Copy of MCF Channel Grouping 2
+
1. Display User defined r 4
2. Paid Search User defined 3 4
3. Other Advertising User defined 7



Definieer Branded Paid Search

Branded Paid Search

Define rules

Medium - matches regex - opelppc)d

Matched Search Query - contains - merk

Display Color: Preview:
S S d i d aa | Branded Paid Search

Done Cancel



Mogelijkheden zijn enorm

M ") PPC Brand (Google)

(8] PPC Non-Brand (Google)

Bl (1) PPC Brand (MSN)

[¥) PPC Non-Brand (MSN)

B (] PPC GDN (No Remarketing)
N [ | PPC GDN Remarkeling k

| PPC PLA

; l B Facebook Ad ,

8] Yahoo Display

M [ ] Direct (inc. not set/none)

Source, medium,
campagne, keyword

Advertentie, device
Placement

View
Landingpagina
Experiment

UserlD



Toepassing

PPC Keywordmanagement



Onrendabele generieke keywords

Keyword - Sessions &, Impressions ROAS

40,128 983,983 486.17%

% of Total: 25.06% | % of Totak 53.82% Avg for View:

(154,557) (1.828.302)  1.478.21% (87.11%)

1. - - . ' | 4,868 (12.1395)' 6,493 (0.86%) 7,964.43%
2 R : 2537 @) '

3, felgrE) | 2,306 (5.75%) | 3,108 (0.32%) 2,678.60%

4. N0 . | 1,959 (4.88%)‘ 26,591 (2.70%) 279.84%‘

5. FE VI e | 1,901 (4.74%) 22,489 (2.20%) 292.51%

6. TalnEid ¥ | 1,424 (3.55%)‘ 6,395 (0.65%) 199.95%

7. Selal ' 1,284 (320%) | (33634 (3.425% 72.60%

I s : 1,140 2.84%) 70,453 (7.16%) 304.88%




Gebruik Attributiemodellen

Conwversion: Type: Lookbachk Window:

| All - 1 All Aqurd5| Set| 30 days prior to conversion

@ = of conversions: 100.00%

I Conversions 2
I
I Last Interaction - 'E u First Interaction
v Goals |
3
* E{:ﬂ.mmr{:ﬂ. Primary Dirension: MCF Channel Grouping  Source [ Medium  Source Medium  AdWords Keyword =

¥ Multi-Channel Funnels

Conwersion Valus & BROAS =

« Aftribution

Model Comparis...




Conversion Value L

£39,182.83
€20,757.71
£5,783.41
£3,084.84
€4,745.16
£3,420.43
€3,135.04

€2,893.67

Zoek de rendabele keywords

Conversion Value & ROAS -

Last Interaction

(25.93%)
(13.74%)
(3.83%)
(3.70%)
(3.14%)
(2.26%)
(2.07%)

[1.92%)

ROAS

7,308.18%i2 688.60%)

1,667 47%(513.47%)

188.34% (52 20%

4 272 70%;(1,571.93%)

342 11%(125.86%)

169.85% (53240%)
124 .46% (45)70%)

First Interaction

Conversion Value

€52 840.48 (10.89%)
€30600.18 (11.52%)
€13,007.78 (4.00%)
€10,01721 (2.77%)
€5,212.36 (1.08%)
£€6,28746 (237%)
€8,052.94 (3.03%)

€8, 48310 (3.18%)

ROAS

9.855.54%(2,062.58%)
2 458 12%(514 44%)
423 62% (89.65%)
7,663.69%;(1,603.56%)

375 80% (78.65%)

436 28% (91.31%)

364 .86% ()5.28%)



Actiegerichte Analyse

ROI positief ROI waarschijnlijk toch positief

* Maximaliseer clicks voor | door assistentie
dit keyword » Doe nader onderzoek naar de
attributie van deze keywords

* Maximaliseer Clicks

» Onderzoek mogelijkheden voor
retargetting

Verlieslatend

« Verlaag de CPC

« Onderzoek met andere
modellen

» Onderzoek mogelijkheden om
ROAS te verhogen

« Overweeg beéindiging van
biedingen als bovenstaande
acties niet werken




5 dingen om morgen mee te starten

‘ Bepaal de Attributieratio
‘ Bepaal budget dat aan attributie onderhevig is
‘ Wees wijs met ontdubbelen

‘ Gebruik en MCF conversie-segmenten

‘ Beoordeel Generic keyword ROAS op First interaction

&)



Vragen

Daniel Markus
020 6751 621
06 5208 5432
daniel@clickvalue.nl
www.clickvalue.nl
Twitter.com/ClickValue
Facebook.com/ClickValue
Volg ons blog voor meer kennis, tips en technieken

blog.clickvalue.nl @
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