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Michael Fried

DRIVING INCREMENTAL REVENUE BY 

TAKING ADVANTAGE OF CUSTOMER 

TOUCHPOINTS

GAINING A NEW PERSPECTIVE ON THE DATA



AGENDA

– Competing on data

– Owning your funnel conversion

– Action plan



Web analytics is the measurement, 

collection, analysis, reporting and merging
of internet data for the purpose of 
understanding and optimizing your 

business, not just your website. 



“Hi my name is Mike,

here is my payment method,

thank you for my product”

“Hi my name is 382383472398, 

I last visited you 3 days ago…”

THE POWER OF ONLINE DATA
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THE POWER OF WEB ANALYTICS

10:1 Data Ratio

Central to your Business 

70%-80%



Market Size

Site Visit

Search

Cart

Sale   

SITE CONVERSION FUNNEL



SITE CONVERSION FUNNEL

Market Size

Site Visit

Search

Cart

Sale    

50M Annual Visits

6.0% convert

Increase by .1%

50,000 additional sales

@$100 = $5M

Incremental Wins



ANCILLARY CONVERSION FUNNEL

Market Size – Who are my customers, best way to market to them?

Site Visit - How effective is my visual merchandising? Engagement?

Search - What are people searching? Conversion? Price     

impact? 

Cart - How effective are we in the booking flow?

Sale – Loyalty, Affinities.



ANCILLARY DASHBOARD
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YOY WOW YOY WOW YOY WOW YOY WOW YOY WOW DIRECT ORGANIC EMAIL PAID DIRECT ORGANIC EMAIL PAID DIR ORG EM PD

Thu 10/01/09 523$                    122% 0% 72,244         125% (10%) 13.2% 33% (5%) 4,727         150% (7%) 225$         (11%) 7% $633 121% 165$        32% 178$        34% 71$          14% 50,897     70% 7,381        10% 9,998       14% 3,968                  5% 5.8% 6.6% 12.8% 6.1% 10/1 Thu

Fri 10/02/09 423$                    124% (1%) 56,082         96% (28%) 14.2% 50% 12% 4,562         167% (6%) 214$         (16%) 5% $590 139% 154$        37% 155$        37% 63$          15% 37,417     67% 6,318        11% 8,996       16% 3,351                  6% 7.6% 8.1% 13.3% 6.9% 10/2 Fri

Sat 10/03/09 234$                    177% 3% 38,933         108% (30%) 15.7% 71% 6% 2,860         209% (2%) 214$         (10%) 5% $363 155% 113$        48% 77$          33% 41$          18% 27,231     70% 4,966        13% 4,630       12% 2,106                  5% 7.0% 6.7% 14.5% 6.9% 10/3 Sat

Sun 10/04/09 342$                    129% (0%) 45,354         94% (33%) 13.2% 48% 8% 3,342         157% (2%) 204$         (11%) 2% $411 120% 131$        38% 82$          24% 47$          14% 31,526     70% 5,695        13% 5,681       13% 2,452                  5% 7.0% 6.8% 13.9% 7.1% 10/4 Sun

Mon 10/05/09 453$                    92% (5%) 64,339         87% (29%) 16.3% 27% 10% 4,954         114% (6%) 235$         (10%) 2% $390 86% 125$        28% 89$          20% 49$          11% 51,251     79% 5,432        8% 5,342       8% 2,314                  4% 5.8% 6.6% 12.8% 6.1% 10/5 Mon

Tue 10/06/09 453$                    90% (17%) 64,627         77% (34%) 14.8% 23% (6%) 5,273         98% (18%) 237$         (4%) 2% $379 84% 117$        26% 84$          19% 47$          10% 51,679     80% 5,234        8% 5,362       8% 2,352                  4% 7.6% 8.1% 13.3% 6.9% 10/6 Tue

Wed 10/07/09 324$                    97% 9% 69,579         65% (57%) 14.8% 44% 31% 5,351         112% 3% 233$         (7%) 5% $369 114% 118$        36% 81$          25% 44$          14% 56,161     77% 5,234        8% 5,732       8% 2,452                  4% 7.0% 6.7% 14.5% 6.9% 10/7 Wed

Thu 10/08/09 235$                    110% 7% 67,535         84% (7%) 12.3% 32% 1% 5,293         141% 12% 215$         (13%) (4%) $398 169% 123$        52% 89$          38% 40$          17% 53,939     74% 5,131        8% 5,822       9% 2,643                  4% 7.0% 6.8% 13.9% 7.1% 10/8 Thu

Fri 10/09/09 134$                    107% 6% 62,716         84% 12% 14.1% 17% (16%) 4,834         140% 6% 215$         (14%) 0% $402 300% 132$        99% 90$          67% 49$          37% 49,527     77% 5,232        8% 5,823       9% 2,134                  3% 5.8% 6.6% 12.8% 6.1% 10/9 Fri

Sat 10/10/09 632$                    135% (0%) 35,096         86% (10%) 11.1% 52% 12% 3,143         187% 10% 194$         (18%) (9%) $411 65% 131$        21% 91$          14% 48$          8% 21,579     79% 5,622        16% 5,742       16% 2,153                  6% 7.6% 8.1% 13.3% 6.9% 10/10 Sat

Sun 10/11/09 432$                    137% 5% 41,141         81% (9%) 12.1% 54% 12% 3,612         175% 8% 198$         (14%) (3%) $401 93% 129$        30% 86$          20% 47$          11% 28,620     78% 5,114        12% 5,234       13% 2,173                  5% 7.0% 6.7% 14.5% 6.9% 10/11 Sun

Mon 10/12/09 10/12 Mon

Tue 10/13/09 10/13 Tue

Wed 10/14/09 10/14 Wed

Thu 10/15/09 10/15 Thu

Fri 10/16/09 10/16 Fri

Sat 10/17/09 10/17 Sat

Sun 10/18/09 10/18 Sun

Mon 10/19/09 10/19 Mon

Tue 10/20/09 10/20 Tue

Wed 10/21/09 10/21 Wed

Thu 10/22/09 10/22 Thu

Fri 10/23/09 10/23 Fri

Sat 10/24/09 10/24 Sat

Sun 10/25/09 10/25 Sun

Mon 10/26/09 10/26 Mon

Tue 10/27/09 10/27 Tue

Wed 10/28/09 10/28 Wed

Thu 10/29/09 10/29 Thu

Fri 10/30/09 10/30 Fri

Sat 10/31/09
 

 

CAR  HOTEL  BAGS  CHG  CXL  OTHER  

Thu 10/01/09 523$                    9% 72,244         125% 14.37% 33% 4,727         150% 111$         (56%) 23$          20% 11$          15% 12$          80% 9$            7% 8$              7% 1$              2% 10/1 Thu

Fri 10/02/09 946$                    3% 128,326       111% 15.48% 41% 9,289         158% 102$         (60%) 23$          20% 12$          15% 4$            80% 6$            7% 6$              7% 2$              2% 10/2 Fri

Sat 10/03/09 1,180$                4% 167,259       110% 15.52% 47% 12,149       168% 97$            (61%) 43$          20% 3$            15% 23$          80% 7$            7% 5$              7% 3$              2% 10/3 Sat

Sun 10/04/09 1,522$                6% 212,613       107% 15.45% 47% 15,491       166% 98$            (60%) 23$          20% 12$          15% 23$          80% 5$            7% 7$              7% 1$              2% 10/4 Sun

Mon 10/05/09 1,975$                (3%) 276,952       102% 15.14% 42% 20,445       151% 97$            (61%) 43$          20% 3$            15% 43$          80% 9$            7% 6$              7% 4$              2% 10/5 Mon

Tue 10/06/09 2,428$                (10%) 341,579       96% 15.07% 37% 25,718       138% 94$            (62%) 21$          20% 1$            15% 34$          80% 6$            7% 5$              7% 2$              2% 10/6 Tue

Wed 10/07/09 2,752$                (17%) 411,158       90% 15.02% 39% 31,069       133% 89$            (65%) 22$          20% 23$          15% 23$          80% 7$            7% 5$              7% 1$              2% 10/7 Wed

Thu 10/08/09 2,987$                (23%) 478,693       89% 14.95% 38% 36,362       134% 82$            (67%) 34$          20% 12$          15% 12$          80% 5$            7% 8$              7% 4$              2% 10/8 Thu

Fri 10/09/09 3,121$                (29%) 541,409       89% 14.84% 35% 41,196       135% 76$            (70%) 23$          20% 32$          15% 32$          80% 6$            7% 6$              7% 2$              2% 10/9 Fri

Sat 10/10/09 3,753$                (19%) 576,505       89% 15.01% 36% 44,339       138% 85$            (66%) 32$          20% 54$          15% 12$          80% 7$            7% 5$              7% 1$              2% 10/10 Sat

Sun 10/11/09 4,185$                (15%) 617,646       88% 15.15% 37% 47,951       140% 87$            (65%) 34$          20% 23$          15% 32$          80% 6$            7% 6$              7% 2$              2% 10/11 Sun

Mon 10/12/09 10/12 Mon

Tue 10/13/09 10/13 Tue

Wed 10/14/09 10/14 Wed

Thu 10/15/09 10/15 Thu

Fri 10/16/09 10/16 Fri

Sat 10/17/09 10/17 Sat

Sun 10/18/09 10/18 Sun

Mon 10/19/09 10/19 Mon

Tue 10/20/09 10/20 Tue

Wed 10/21/09 10/21 Wed

Thu 10/22/09 10/22 Thu

Fri 10/23/09 10/23 Fri

Sat 10/24/09 10/24 Sat

Sun 10/25/09 10/25 Sun

Mon 10/26/09 10/26 Mon

Tue 10/27/09 10/27 Tue

Wed 10/28/09 10/28 Wed

Thu 10/29/09 10/29 Thu

Fri 10/30/09 10/30 Fri

Sat 10/31/09 10/31 Sat
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ACTION PLAN

– Are you optimizing your customer touch points?
• Measure the applicable data elements, get multi-

dimensional.

• Own your piece of the funnel conversion.

• Hold Marketing accountable to your needs.

• Steer your efforts

– Are you protecting your core business?
• Am I distraction in the booking flow?

– Segment the data to get the answer.
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COMPETE ON DATA

70-80%

Michael Fried

MDF Consulting

mike@mdfconsultingsvcs.com

203-613-5929

mailto:mike@mdfconsultingsvcs.com

