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I.  About Rosetta

Point of Difference:

We are focused on making our clientsô brands more personally relevant throughout interactive channels in order to drive 

material and measurable business impact.

Points of Strength:

ÅDeep industry knowledge and expertise in Consumer Products & Retail; Healthcare; Financial Services; and B2B

ÅFive patents on the intellectual property underpinning our Personality®-based marketing approach

Å650 professionals across 6 offices in Princeton, New York, Cleveland, Boston, Chicago and Denver

Scale of Our Impact:

ÅDirecting over $1 billion of online retail transactions annually

ÅServing 7 of the 10 leading pharmaceutical/biotech companies, touching millions of patients and thousands of doctors

ÅBuilding personalized relationships with over 28 million American drivers

ÅConverting profitable customers for banks in 7 of the worldôs top 10 economies

Rosetta is the largest independent interactive marketing agency in the US, and among the

top 10 overall.

http://www.rosetta.com/
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Coremetrics is the leading provider of online marketing and 

business optimization solutions.

Coremetrics helps businesses increase revenues and find 

and retain their most profitable customers by maximizing 

every online interaction.

I.  About Coremetrics

http://www.coremetrics.com/index.php
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II.  Introductions

Pat Duncan ïAssociate Partner, Rosetta   (pat.duncan@rosetta.com) 

Pat is an Associate Partner in Rosettaôs Consumer Products & Retail vertical providing clients with over 14 years of 

experience in eCommerce, merchandising, marketing, analytics and fulfillment.  Pat has directed both large and small 

eCommerce organizations showing a consistent record of growth in both.  He has developed expertise in providing value to 

companies by fully leveraging their Internet channel, particularly for multi-channel retailers.  Pat has worked for and with 

clients such as OfficeMax, Jo-Ann Stores, Coach and Kraftmaid.

Roy Bielewicz ïDirector, Rosetta   (roy.bielewicz@rosetta.com) 

Roy is a Director in Rosettaôs Analytics and Optimization group with over 13 years of experience in direct and interactive 

marketing in a variety of industries, including retail, business-to-business, publishing, healthcare and academia.  As a former 

director of internet marketing, Roy has hands-on experience in web analytics, A/B and multivariate testing, email marketing, 

PPC (pay-per-click), SEO (search engine optimization), affiliate marketing,  comparison shopping, social network marketing 

and reporting, content development, site design, site usability, and multimedia development.

Kelli Blankenbaker ïManager, Coremetrics   (kblankenbaker@coremetrics.com) 

Kelli possesses nearly a decade of analytics and consulting experience with clients ranging from the fields of education to 

agriculture, finance and e-commerce. Noted as a successful E-commerce Analyst and Internet consultant to a wide 

spectrum of industries, Kelli has a strong background of proven success in leadership roles, entrepreneurial initiatives and 

facilitating teamwork activities. Diversified experience encompasses ability to manage personnel and projects, establish 

quantifiable performance expectations, and communicate trend analysis to stakeholders in order to effectively meet 

corporate goals. Kelli was a noted speaker at RES, Retail Executiveôs Summit: How to translate customer behavior and 

satisfaction into a valuable segment of your online business.

mailto:pat.duncan@rosetta.com
mailto:roy.bielewicz@rosetta.com
mailto:kblankenbaker@coremetrics.com
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III.  Why this topic?

Rosetta works with some of the largest retailers in the Internet Retailer 500 as well 

as clients in the financial services and healthcare industries.  We work with over 200 

clients a year in all!  Here are some of the things we hear:

ñThe data within 

Coremetrics is 

overwhelmingò

ñWe donôt know 

what metrics we 

should be 

looking atò

ñWe donôt have an 

óanalytics groupô and 

therefore no one is 

looking at this stuff 

very oftenò

ñWe have a lot of 

reports but donôt know 

how to take action on 

themò
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III.  Why this topic?

53% of analysts say that taking action is the biggest hurdle

-- Forrester Research
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IV.  Why do companies need to get back to the basics?

1. Foundation: Not having the basics in place is holding them back from becoming 

more advanced:

ÅCustomer Lifetime Value (LTV) / Customer Lifecycle

ÅAcquisition Cost / Retention Marketing

ÅCustomer Segmentation (personalization)

2. Focus: Spend is becoming more scrutinized in the economy and you must be 

more focused and efficient.

3. Benefits: Basic data is critical to judging the success of a new project and helping 

to formulate a roadmap of future projects.
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V.  Back to the Basics ïWhat does it mean? How do we do it?

4 simple steps in getting back to the basics:

1. Organization: Get your organization focused on basic KPIs that are 

actionable for your business.

2. Data: Ensure data is accurate by performing a tag and data audit.

3. Reports: Distribute reports in a timely manner, on a consistent basis 

and without ñnoise.ò

4. Platform: Move to a single platform, where possible.
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V.  Back to the Basics ïWhat does it mean? How do we do it?

We have provided an ñoutlineò for a very basic set of reports to help you simplify your 

current reporting process and reduce the ñnoise.ò

The first report is a weekly executive dashboard distributed via email:

Executive
Weekly email report of key metrics for executives

ÅMerchandising (sales, margin, orders, 
avg. order with comp %)

ÅMarketing (sales and traffic by channel 
with comp %)

ÅTraffic (unique visitors)

ÅConversion (conversion rate of various 
conversion events with comp %)
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V.  Back to the Basics ïWhat does it mean? How do we do it?

The next set of reports are more tactical and grouped by functional area.  Think of each 

box as a ñpacketò or document and each bullet point as a tab in an Excel spreadsheet:

Merchandising

ÅCategory Sales 
Report

ÅCategory / Article 
Detail

ÅTop 200 Items

ÅOn-site Search (top 
performers, failed, 
under performing)

Marketing

ÅChannel / Promo 
Code Report

ÅNatural Search 
Report

ÅPaid Search Report

ÅEmail Performance

Operations

ÅPerformance (up 
time; outage 
description)

ÅTraffic Report:

ÅTop Visited Pages

ÅTop Entry Pages

ÅTop Exit Pages

Assortment

ÅAssortment 
Scorecard

ÅNew Items Report

ÅData Integrity 
Checks
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V.  Back to the Basics ïWhat does it mean? How do we do it?

KPIs should be customized to be your business needs and set up so they can be tracked 

over time.  Sample KPIs:

Traffic:

% New Visitors

% Returning Visitors

Click-through Rate (by campaign)

Engagement:

Avg. Page Views per Visit

Avg. Time per Visit

Avg. # Searches per Visit

% Visitors Using Search

% Visitors Using Store Locator

% Visitors Using Comparison Charts

Key Landing Page Stickiness Rate/Exit Rate

Conversion:

Conversion Rate of catalog request/Unique Visitor

Conversion Rate of email sign-up/Unique Visitor

Conversion Rate of sales flyer views/Unique Visitor

Conversion Rate of an order placed/Unique Visitor

Conversion Rate of a saved Wishlist/Unique Visitor

Avg. Order $ Amt./Unique Visitor

Avg. Item $ Amt./Order Placed

Avg. # of Line Items/Order Placed

% change of Sales/Margin/Units to LY (Comp %)

% Variance of Sales/Margin/Units to Plan (Plan 

Variance)

% of Orders generated by a saved list

% of Orders generated by sales flyer
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VI.  Case Study: OfficeMax.com

Situation

In November of 2007, OfficeMax launched a new website on the ATG platform with plans to soon 

migrate their Business-to-Business (B2B) site to the same platform. Results were disappointing, 

resulting in a decrease in sales and a rise in customer experience issues. Plans for OfficeMax to 

migrate the B2B and Reliable sites over to ATG were put on hold indefinitely.

Solution

Rosetta embarked on a major renovation to the customer experience of OfficeMax.com to radically 

improve traffic, conversion and sales.  Analytics played a key role in this project.  Rosetta helped 

OfficeMax get ñback to the basicsò with all of their reports and web analytics, set baselines for current 

KPIs and set targets to judge the success of the project.

The improved customer experience created by Rosetta included many best practice features, such as 

drop down navigation for product navigation, a cart widget  so you donôt leave the product page when 

you add an item to the cart, major Search Engine Optimization (SEO) enhancements, a single page 

checkout, improved product content (reviewed 32,000+ items) and a modified Information architecture 

that presents product information more effectively.
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VI.  Case Study: OfficeMax.com

Report: Executive Dashboard

Description: Provides a snapshot of  

business performance for the prior 

week.  Used to kick-off the weekly 

eCommerce meeting.

Information: Includes high-level data 

points and KPIs including sales, margin, 

orders, comp, avg. order and traffic, 

conversion metrics.

Frequency: Weekly (by 9 AM Monday 

morning)

Weekly Executive Email*

* The email is formatted as HTML or Rich text so it can 

be easily read on a Blackberry or other mobile device
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VI.  Case Study: OfficeMax.com

Report: On-Site Failed Search Report

Description: Part of the merchandising 

packet of reports that eCommerce merchants 

use each week.  Merchants review keywords 

to optimize results/landing pages.

Information: Includes failed search keyword, 

the number of times it was searched, the 

number of product results on the page, items 

sold, sales and orders.

Frequency: Weekly (by 9 AM Monday 

morning)

Failed Search Report*
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VI.  Case Study: OfficeMax.com

Report: Weekly Search Marketing Dashboard

Description: Email summary of the search 

marketing program (paid and natural).  Attached 

document provides detail around the 

performance of individual keywords and engines.

Information: Includes spend, traffic, revenue, 

orders, cost per order and profit %.

Frequency: Weekly (by 9 AM Monday morning)

* The email is formatted as HTML or Rich text so it can 

be easily read on a Blackberry or other mobile device

Weekly Search Marketing 

Dashboard*


