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Business Intelligence

Processus d’affaires
Tl
... mois

Précis et fiable

Discipliné et mature

Rappel: Salon Bl 2010

Web Analvytics

Online Marketing
Marketing
Jours...

Population statistique
marge d’erreur

Jeune et en changement
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Attention to details &

creativity in a continuous
improvement process



Anyone can make the
simple complicated.
Creativity is making
the complicated
simple.

Charles Mingus
American jazzman

(© AndyFreeberg
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Analytics: the science of analysis

"

How a business arrives at an
optimal or realistic decision based
\ on existing data.

Adapted fom Wikipedia



Analytics: the science of analysis

"

How a business arrives at an
optimal er and realistic decision
\  based on existing data.

Adapted from Wikipedia



The process of

breaking a complex

topic into smaller parts
&, 1o gain a better
understanding of It.

Adapted from Wikipedia
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Essential elements of effective processes
which describes an evolutionary
Improvement path from ad hoc, immature
processes to disciplined, mature processes
with improved quality and effectiveness.



ONLINE ANALYTICS MATURITY MODEL®



CMMI
(Capability Maturity Model Integration — Carnegie Mellon)

TDWI Maturity Model

Gartner Maturity Model for Web Analytics
Forrester

“Competing on Analytics”, Tom Davenport
Stratigent Marketing Analytics Model
WebTrends Digital Marketing Maturity Model



Management,

Governance,
Adoption
5
Tools, 4 T
Technology & 3 Objectives
Data \ 2
Integration 1
0
Continuous
Improvement / \ Scope
Process & P
Methodology l
Team &

Expertise



1. MANAGEMENT,
GOVERNANCE &
ADOPTION
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What is the highest job title with accountability for
online performance measurement against
business objectives?

5. Implicit throughout the organization
4. Several senior managers

3. Senior manager, VP

2. Director or team lead

1. Project Manager

0. Nobody

Copyright © 2009-2011 Stéphane Hamel
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What is the objective of your current online
analytics program?

. Reinventing the business
. Business optimization

. eBusiness optimization

. eMarketing optimization
. Task list

. Yet to be defined

C = NWHALWO

Copyright © 2009-2011 Stéphane Hamel
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The scope defines the size of the
playing field.

5. Beyond online = offline
4. Ecosystem

3. Single channel

2. Specific activity/sector
1. The HiPPO game

0. Improvising

Copyright © 2009-2011 Stéphane Hamel
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How Is your online analytics team
structured?

. Empowered business users
. Multidisciplinary team

. Distributed team

. Full time analyst

. Project team

. No dedicated resources

C = NWHALWO

Copyright © 2009-2011 Stéphane Hamel






How do you identify problems &
opportunities, develop hypothesis, analyze
and provide insight?

5. Agile organization (off/on-line)

4. Agile (online)

3. Proven methodology

2. We have our own methodology

1. My own way

0. No methodology

Copyright © 2009-2011 Stéphane Hamel






How sophisticated is your use of
technologies?

S.
4.

3.

= N

. Defined outcomes/KPl/dashboard
. Clickstream/behavioral analytics
. TBD

Predictive analytics, Activity-based costing

Multiplicity, merging data, Multivariate Testing
(MVT), Behavioral Targeting, Lifetime Value

Segmentation, merchandising, A/B, campaign
optimization, personas, KPI alerts

Copyright © 2009-2011 Stéphane Hamel



1. Management

2. Objectives
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Self assessment tool

Immeria.net/oamm

IMTera e o o )

Online Analytics Maturity Assesment
Background

This survey 5 part of study on online analytcs practices within organizations of vanous
ndustries, sizes, geographies and organzational structures.

Plezse note this survey represents only & small subset of a full matunty assessment,
Should you want an mdependent, professional evaluation, please contact me,

Your benefits
This survey will assist you in evaliating your current anine analytics matunty. Itis
based on the Web Analytics Maturty Model (WAMM) proposition,

Contributing

¢ The survey will take about 5 to 10 minutes to complete,

* The collected data will be analyzed and will contribute to WAMM future releases.

¢ Once filed you wil receve a summary of your answers along with a visual
representation of your current matunty.

Confidentiality

Your privacy will be respected and your answers won't be shared under any

arcumstances unless spedificaly authornized. Only aggregated results wil be publshed.

Email i mandatory in order to insure responses validity and quabty,

* Required
Your employer/company

Please provide your email *

Your privacy wil be respected and your answers won't be sharad under any
orcumstances. Email 8 mandatory m order to insure responses vahdity and qualty,
II | Can't be empty!

Please enter your current employer name, *

Company name is required to insure response vaidity and guality

In which country are you located? *
What is the shcdwcmmy (or number of students if academic) *

About

immeria Sk, g W Mooe

Online Analytics Maturity Assesment |FREE paper & newsletter
Download the FREE WAMM paper and

becnbe to racenve refated Nnaws.

Once enough data s collected you wil have access to: X
+ Benchmark by Country/State, Company sze, Company type, | Erter Yow Name

Industry Erter Emal Addrass
« Department and Job tithe word cloud
« and other insights! GO ‘) { vakie your privacy

Make sure 1o subscribe to the newsletter in order to receive
additional information.

. ?
B ' Manegernos Dulture Ao bn
q
B 2 Otyectteen
| RR
B 4 Teom Svpetine
B 4 Cortruous mrgsovertt Frocess
| LRE RS
M 2 Teprprgh! 2010 snmsre vl
“
Stesnane Hamai
shameiZmmerta nat

Home | Baevices | Speanng | Resourcas | Blog | Azoul
Privacy | © 2010 mmara consutng sanicas nc




Stéphane Hamel
Director of Strategic Services
shamel@cardinalpath.com Quebec City, QC, Canada

Tel: 418-454-2637 Twitter @SHamelCP
www.CardinalPath.com

v' ULaval MRK-6005

v' Google Analytics, 7-9 décembre

v LinkedIn Web Analytics Québec
http://bit.ly/wa-qc




