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A Few Words About WebTrends

� 12 years of consistent market share leadership

� Global operations - 330 employees

� #1 in Web Analytics Strategy Forrester 

� #1 in Web Analytics Market Presence
Forrester 

� #1 in Web Analytics Market Share, IDC

� More than 10.000 Enterprise customers globally 
on Webtrends 8

� More Enterprise On Demand Tagging 
customers than any other vendor

� 7500 people trained in over 1800 leading 
companies worldwide including Telecom Italia, 
Ferrari and Maserati

� 45 People in European Team; Offices and 
Training Centres throughout Europe

� Italy Presence and Offices

� Extensive European and Italy Partner Network
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WebTrends Selected European Customers

Telecommunications Finance

Pharmaceuticals Auto/Manufacturing
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WebTrends Selected European Customers

Media/Entertainment Consumer

Retail Travel
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WebTrends in Italia
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Microsoft Standardizes on WebTrends

Account Profile:
� Multiple Business Units & 100s of departments

� 45 Billion page views

� Numerous analytics vendors

Requirements:
� Metric standardization across the organization

� Easy to use reporting and administration for 
hundreds of users

� Scale & solution flexibility

� Long-term vision

� Training and Support

Result:
� WebTrends chosen due to

� Reporting flexibility and Easy Customization

� Accurate key performance indicators
• 1st Party Cookies

• Unique Visitors over time

� Ease of use 

� Segmentation – deemed most powerful

� Scalable, Secure On Demand Service

� Unique Consistent Framework
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� Entire Marketing Dept.

� CMO / VP

2006+

� Integrated Metrics 

Framework

� Customer-focused 

Relationship Marketing

� Consistent KPIs

� Marketing 
Performance 
Management

1995 2000 Early 2000’s

� IT ManagerAudience � Webmaster � Marketing Manager

Web analytics is expanding to meet the need

� Quicker Analysis Time

� Content Analysis

� Path Analysis

� Hosted Real-Time 

Analysis

� Web Traffic 

Reporting

� Traffic Analysis

� Bandwidth 

Utilization

� Conversion Analytics

� ROI Focused Analysis

� Visit-based Reporting

� Customized Reporting

� Basic Segmentation

Benefits

Solution

Products
� Log Analyzer

� Analog

� WebTrends Live

� WebSideStory Hitbox

� Superstats

� WebTrends 7

� Google

� Yahoo

� Atlas,

� Cheetahmail

� MSN



© 2006 WebTrends Inc. Company Confidential – Internal Use Only

Integrated Reporting Integrated Metrics 

Captures campaign 

details, business events 

and customer profile 

data in a single, 

consistent metrics 

framework.

Measure all your campaigns 
consistently

Marketing 
Investment

Business Intelligence

Used by database 
marketers and business 
analysts to fuel relationship 
marketing campaigns and 
build strategic plans

Operational Analysis 

Designed for functional 
managers to dig into their 
program details, take 
action and improve results

Business Reporting

Custom Reporting

Top-line performance

Appropriate for the whole 
organization to monitor top 
line key performance 
indicators (KPIs) 

Performance Dashboards

Real-time traffic metrics

Customer Segmentation

Business Intelligence
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Performance Dashboards to 
prove and improve your results

Set GoalsMonitor KPIs
Model 
Performance
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WebTrends Marketing Lab

Measure and Optimize 
for Success

Marketing 
Performance 
Management

Framework for Marketing Success

Strengthen Customer 
Relationships

Profitably Acquire 
New Customers 
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WebTrends Marketing Lab

Measure and Optimize 
for Success

Marketing 
Performance 
Management

Framework for Marketing Success

Strengthen Customer 
Relationships

Profitably Acquire 
New Customers 
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How do I accurately identify visitors?

The accuracy continuum for unique 
visitors…

Least accurate Most accurate

IP Address Session cookie Persistent cookie

Recommended 

best practice

Session parameter

Authentication

Ideal, but 

rarely 

practical

IP Address

IP + Agent
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Unique visitors and conversion

Day 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7

1 Conversion / 12 Daily Uniques = 8.3% Conversion rate

1 Conversion / 2 Unique Visitors = 50% Conversion rate

1 Conversion / 20 Visits = 5.0% Conversion rate

2 1 2 22 12 =  12 Daily Uniques

=    2 Unique Visitors+ 

3 2 4 32 33 =  20 Visits

1 Conversion
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The Range of Services

Through our unique service model, we provide industry-leading 
services at every stage of our partnership. 
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Demo



© 2006 WebTrends Inc. Company Confidential – Internal Use Only

Conversion Scenario Analysis

� Most Accurate Analysis

� Shows optional step behaviour, counting and understanding every visit.

� Unlimited steps can be included, pages or groups of pages.

� No surcharge for multiple reports (often used for behaviour trials)

Scenario Analysis Report

In-flow

Showing how visitors 
arrive at each step of the 
process, which page they 

viewed last

Fall-out

At which step of the process 
did the most visitors end 

their visit?

Detours

Showing at which point 
visitors left the process if 
they did not come back 

during their visit, identifying 
the detour page.

Abandonment

Showing those who leave the 
entire site when they leave 

the registration process

Step Jumping

Another view of WebTrends 
Scenario Analysis shows 

visitor step jumping trends. 
This can identify behaviour 

which may be cause by 
confusing page content
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What Visitors are 
Reading ->

Content Groups
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What Visitors are 
Reading ->

Product Content 
Group Paths
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What Keeps 
Visitors most 
engaged ->

Content Group 
Duration Report
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Campaign 
Drilldown
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Are you well 
spending your 

dollars on 
Search? -> 

Paid Search 
Report



© 2006 WebTrends Inc. Company Confidential – Internal Use Only

On Site Search 
Terms Most 

Found
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On Site Search 
Terms NOT 

Found
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Demographic 
Breakdown of 

Visistors -> 
Geography 

Reports


