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oday’s always-on, multi-device-using 
consumers have never been more 
reachable. But whi le increased 

connectivity presents a great opportunity 
for marketers ,  capita l i z ing on th is 
unprecedented access has proved to be 
challenging. Consider that in one week—or 
even over the span of a few hours—consumers 
may begin a product search on their desktop, 
scope reviews on social media using their 
tablet and compare email offers on their 
phone. This scenario has become the norm, 
so it’s key for marketers to connect the dots 
and respond to consumers in real time 
throughout the path to purchase.  
 However, constant movement 
between devices makes it difficult to gain a 
holistic view of each individual and targeting 
users via web cookies creates inaccurate and 
Incomplete audience coverage. Based on 
the latest analysis from Adobe Digital Index 
(ADI) as of March 2016, the average U.S. 
consumer owns 7.2 internet-connected 
devices and uses three or more devices daily, 
yet the average marketer typically only 
identifies one of them during web visits. 
Moreover, the majority of marketers say that 
they don’t have a single v iew of their 
customers across channels, and only 
20 percent report using cross-channel 
data and attribution to evaluate market ing, 
according to ExchangeWire. This is 
a problem, since without a complete 
picture, it’s nearly impossible to employ 
an ef fect ive and crucia l cross-dev ice 
e x p e r i e n c e .  E n t e r  p e o p l e - b a s e d 
marketing (PBM), a strategic discipline that 
leverages data to connect brands with actual 
individuals across all digital devices 
and channels.  

Back up. What’s the problem 
with cookies?
 Once upon a time (or around five 
years ago), targeting through a cookie-
based technology, pixel tracking, was 
m a r k e t e r s  b e s t  o p t i o n  t o  r e a c h 
“people”—a term used lightly as cookies are 
associated with web browsers, not specific 
people. Essentially, every time users visit a 
website, a pixel drops a web cookie into their 
browser that serves to follow and identify 
them anonymously. This method enables 
marketers to target ads to inferred audiences 
based on various criteria such as age and 
gender as determined by the user’s browsing 
activity. When one person equaled one 
browser and mobile usage wasn’t so 
prevalent, this targeting method sufficed. 
But obviously times have changed, and the 
rise of mobile served as the impetus for 
finding a more reliable alternative while also 
exposing cookie’s flaws. 
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n today’s day and age a website is one of the most, if not the 
most vital components to a brand. A flawless website experi-
ence is therefore crucial, and in order to ensure these positive 
online experiences for consumers, all brands need to establish 
a solid web analytics strategy.
 Aside from basic website metric reporting, web an-
alytics—which, simply put, is the study of online behavior to 
improve web experience—can provide valuable insight into 
many areas of a brand’s digital landscape, including website 
functionality and usability, ecommerce activity and media 
campaign performance.

Optimizing website functionality and usability
According to eMarketer, 45 percent of small and midsize 
businesses consider their company website to be their number 
one marketing tool. It comes as no surprise then that more and 
more companies are turning to web analytics to ensure their 
website is functioning properly.
 Besides verifying that a website is functioning, web 
analytics can identify whether certain traffic flows of a website 
are working as expected. The checkout process of an e-com-
merce site is a prime example of a page flow that is often mon-
itored via web analytics platforms. A company may anticipate 
that 50 percent of visitors who add a product to their shopping 
cart will complete their purchase, but find that only 45 percent 

An Intro to
Web Analytics
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website to be their number 
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actually convert. By analyzing how visitors navigate through 
the purchase process and watching where visitors drop-off, 
businesses can identify areas of opportunity to improve con-
tinuation rates. For instance, if there are a high percentage of 
visitors who abandon their shopping cart when prompted to 
enter in a payment method, optimizations might include clari-
fying credit card entry instructions, adding a review step prior 
to completing an order or adding the functionality for guests 
to save their payment details for future purchases.
 Web analytics data is also unbiased and helps identify 
usability issues that are often overlooked by individuals who 
are most familiar with the website. New promotional content 
may not be generating the expected volume of page views, 
which could indicate a navigational issue. The internal team 
may know exactly how to get to these pages, but not neces-
sarily the general public.

The importance of web analytics in measuring 
campaign performance
Combined with media analytics, web analytics tools can 
provide supplemental data that allows marketing teams to see 
how paid traffic behaves after landing on a website. Analyzing 
both data sets provides a holistic view of the visitor and can 
help uncover key learnings that may have been missed if each 
data set were looked at separately.

Take an online display ad campaign for example. Media ana-
lytics might indicate that ad “A” is out performing ad “B” when 
comparing conversion rates, cost-per-acquisition and click-
through rates. With this information alone, optimizing away 
from ad “B” would seem probable. However, when taking into 
consideration web analytics data that shows customers gen-
erated from ad “B” have 10 times the customer lifetime value 
than customers generated from ad “A,” optimizing away from 
ad “B” all together would no longer be the best decision.
 As in the above scenario, supplementing media and 
campaign analytics with web analytics can provide valuable 
context that may prevent premature optimizations based on 
incomplete data.

Data doesn’t lie (usually) 
Websites and web analytics technology are constantly evolv-
ing, leaving plenty of opportunity for tracking issues to occur. 
While web analytics data can lead to valuable actionable 
insights, it is critical to ensure data accuracy before making 
any optimizations. If “dirty” data is used to generate insights 
and recommendations, there is a risk of hurting the business 
instead of helping. Having a data audit plan as part of the web 
analytics strategy will help verify the data is accurate, as well 
as keep the data clean moving forward.







By Omer Fazal

The following are explanations of the most commonly used types of location-determining technology, along with their scale and 
degree of accuracy:

An advertiser’s ability to locally target an audience has evolved considerably over the years and continues to 
gain momentum. The proliferation of smartphones and connected mobile devices has fueled the need to target 
audiences locally as they consume media on multiple screens wherever they want and whenever they want. 
Smartphones have now reached mass penetration in U.S., with numbers from comScore showing 76 percent 
mobile market penetration. In addition to that, eMarketer predicts that mobile advertising will account for nearly 
52 percent of total digital spending in 2015 and almost 70 percent by 2019. It is not surprising then that marketing 
is witnessing phenomenal growth and innovation in location-based advertising and targeting techniques.

However, differentiating between standard local targeting and location-based targeting is important. While standard local tar-
geting is based on a range usually determined by zip codes, designated market areas (DMA) or Internet protocol (IP) addresses, 
location-based targeting seeks to target advertisements on mobile devices such as smartphones, tablets and laptops by using a 
device’s GPS capabilities in combination with various other technologies.

Global positioning system (GPS): 
GPS is a satellite-based system that is considered the gold standard of location 
data as it is among the most accurate of methods; this system provides the actual 
latitude and longitude of the device. All smartphones have GPS capabilities, and 
it’s always on if the user has opted in to allow access to this information. However, 
potential customers may not be accounted for if they have not activated location 
sharing. GPS has limitations when used indoors due to interference with building 
structures. Also, due to small targeting area (as determined by the device’s coordi-
nates), this method reaches a limited audience.

Indoor position system (IPS) using beacons: 
Beacons are small pieces of hardware that act like a GPS but are used in-store or 
inside buildings, utilizing Bluetooth Low Energy proximity sensing to determine the 
physical location of a mobile device. They can be positioned at relevant points to 
allow the exchange of data with the smartphone or tablet. A beacon can pinpoint 
where someone is with the accuracy down to a few inches and from as far as 70 
feet. This technique is considered to be more accurate than the outdoor based 
systems like GPS. However since this is a geo-precise signal, scale is limited and 
typically reaches a smaller audience.

Wi-Fi triangulation: 
Wi-Fi trangulation looks for and examines the strength of all nearby Wi-Fi systems 
in relation to a specific device. The localization technique used for positioning with 
wireless access points is based on measuring the intensity of the received signal. This 
system can provide location-discovery capabilities indoors and in dense urban areas. 
Though, a potential downside is that a device’s Wi-Fi must be turned on for this to 
work. Also, a user’s phone and targeting accuracy depends on the number of Wi-Fi 
hotspots that are available in the area. As a result, this method typically reaches a 
limited audience. Additionally, the processing time involved in triangulation may cause 
latency in the communication of this location information.

User reported location data: 
User-generated location data is created by users providing an address or zip code when 
registering for a service. Especially when applied to social targeting, user-reported loca-
tion data can deliver high value through high engagement. However, unless it is tied to 
social targeting there is little likelihood that the user is actually at the registered address 
or zip code and very difficult to differentiate between what might be a user’s home or 
work address.

IP-based geo-targeting: 
Every computer connected to the Internet is assigned an IP address by its Internet 
service provider. IP-based geo-targeted advertising is delivered to a user’s geographic 
location as determined by the IP address. Because every computer connected to Inter-
net has an IP address, the pool of IP targeted impressions is large. However, the location 
of a computer cannot be determined by IP address alone. IP intelligence firms match IP 
addresses to a physical location. Also, since the advertiser’s intent is to reach people 
and not their IP addresses, the discrepancy between the location of an IP address and a 
user’s true location diminishes the precision of IP-based geo-targeting. 

*Some other important technologies used in the process of location identification include Wi-Fi hotspots, cell-tower triangulation and search targeting.



Is your brand 
tapping into the 
next generation 
of consumer 
marketing data?
BY TRACY BIELENBERG
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euromarketing research 
has been around since 1990 
when it was developed by 
psychologists at Harvard. 
Yet advances in technology, 
coupled with a growing fo-

cus on data among marketers, have made 
biometric market research much more 

N
relevant recently. According to the Ameri-
can Marketing Association, marketers are 
using biometrics to tap into the minds of 
consumers as they mentally process and 
subconsciously respond to messaging and 
overall branding. Unlike traditional re-
search methods such as interviews and 
surveys, biometric measures do not de-
pend on verbal articulation and are nor-
mally very accurate since they are report-
ed subconsciously.
 Most individual biometric mea-
sures do not provide the whole picture 
by themselves. For instance, eye tracking 
may be especially useful for understanding 

which elements of media are most notice-
able, but eye tracking alone will not pro-
vide any concrete insight regarding a per-
son’s thoughts or feelings.
 Brands, filmmakers, TV networks 
and others continue to invest in biometric 
research to better understand and engage 
with consumers. Technological advances 
and the proliferation of wearable devices 
will undoubtedly lead to more powerful 
insights and opportunities for marketers. 
That is, assuming the industry is able to 
overcome the inevitable privacy concerns 
that lie ahead.
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Current Uses
 With the rise of biometrics and 
wearable devices, advertising is now just as 
much a science as it is an art. Whether it’s 
observing the emotional reaction of mov-
ie viewers through heart rate monitors or 
identifying what catches a consumer’s at-
tention through eye-tracking devices, the 
industry is just starting to scratch the sur-
face in terms of how science will change 
the game for marketers.
 Makers of “The Revenant” em-
ployed bio-analytic testing (heart rate, 
skin moisture, movement and audible re-

actions) using wearable wristbands during 
a screening of the film. The results iden-
tified 15 fight or flight responses and 14 
heart-pounding moments, among other 
insights. Such studies, if performed early 
enough in the process, could be used to in-
form marketing campaigns as well as how 
films are edited.
 TV networks are also experiment-
ing with biometrics to more accurately un-
derstand what viewers are thinking and 
feeling.  NBCUniversal (NBCU), Time 
Warner and Viacom have all begun to ex-
plore the various ways biometric insights 
may help optimize TV commercials and 

content, and with good reason given that 
consumers continue to time-shift in order 
to avoid ads. Perhaps biometrics will help 
the networks better adapt to this shift if 
they are able to uncover ways to improve 
ad targeting and engagement. In the mean-
time, initial studies have yielded interesting 
implications and potential opportunities 
for marketers.
 Similar to “The Revenant” stud-
ies, NBCU is examining which scenes in 
various movies and TV programs elicit the 
strongest emotional response from view-
ers. With this information, NBCU is able 
to identify what to use in its promotional 

Eye tracking:
Provides a useful indication 
of attention

Facial coding: 
Decodes the underlying emotion 
that registers on the 
human face

Functional magnetic res-
onance imaging (fMRI):
Measures brain activity via 
blood flow

Facial 
electromyography: 
Monitors facial movement and 
muscle activity in the eyes

Electroencephalogram 
(EEG): 
Measures changes in brain wave 
activities

Heart rate monitoring:
Determines potential levels of 
excitement or anxiety

Biometric measures 
include but are not 
limited to: 
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The death of
brick-and-mortar 
retail?

As retailers continue scaling back, questions are growing about how 
to combat current trends. In an effort to address this, KSM’s latest 
study digs in to which marketing elements drive consumers into 
physical stores, and why…
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 Anyone paying attention to brick-and-mortar 
retail activity over the past couple years knows it 
hasn’t been a pretty picture for some. Store closings 
and consolidations across 2015 and 2016 have steadily 
grown, with all retailers facing rising pressure to 
compete more ef f iciently and ef fect ively in an 
increasingly online world. In just this year alone, eight 
big-box retailers announced plans to either completely 
close or partially scale back their physical presence, 
according to bankrate.com. In al l, these 
announcements represent more than 1,518 planned 
U.S. store closings for some considerably large retailers 
thus far in 2016. And with thousands of additional 
closings announced across smaller brands, the harsh 
reality is clear that for many, this trend has no end 
in sight. 
 Though beyond the doom and gloom, brands 
and marketers know one undeniable fact: brick-and-
mortar stores will never completely die off—at least 
not anytime soon. Having a place where the public 
can physically interact with a brand or product still 
carries a lot of weight in both the minds of consumers 
and retailers. Other reasons for optimism include 
select examples of success seen amidst the ongoing 
carnage, like fast-fashion groups such as H&M, Zara, 
Uniqlo and Primark continuing to press on with U.S. 
expansion plans (even though recent sales figures 
point to an overall slowdown for this sector, with 
Uniqlo in particular just conceding its need to 
diminish future developments due to underperforming 
suburban markets, according to numerous sources).   
 While some organizations are rightfully 
looking at this instability with fearfulness, others see 
the opportunity to reimagine operations in ways that 
weren’t previously possible, thus reducing inefficiencies 
and overall costs. In other words, it’s becoming a hall 
pass for brands to make drastic changes that will 
ultimately benefit their efforts well into the future. So 
with that in mind, how can brand marketers work 
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following the same advice as given for apps; 
test any of this activity through third-party 
providers rather than spending money and 
resources to build custom interfaces. 
 New technologies currently in place 
and ones coming down the line to help 
physical retailers maximize customer data 
collection and efficiencies are also exciting 
aspects to ponder. Though as is the case with 
many new developments, it seems that 
privacy issues are leaving some with 
conflicting feelings about in-store behavior 
monitoring. Of total audience responses, 31 
percent claim they don’t like it at all, while 
37 percent say it’s not a bother if it benefits 
the customer. That left just 13 percent saying 
they outright like the idea of behavioral 
tracking, and 20 percent unfamiliar with 
this technology. Similar to online behavioral 
advertising (via AdChoices), it appears that 
an education campaign needs to be launched 
in order to boost positive feelings and 
understanding about the beneficial ways that 
retailers plan to use in-store tracking data. 
It remains to be seen who would pick up that 
torch, but the National Retail Federation is 
certainly a likely candidate.  
 Final ly, when looking at the 
e m e r g i n g  i n - s t o r e  t e c h n o l o g i e s 
t h a t  shopper s  find exciting, the themes 
of convenience and time savings continue 
to present themselves. Touch-screen k iosk s 
are l i s ted as the most intriguing, with 
nearly 40 percent of respondents ranking it 
highly on an interval scale. Next came near-
f ield communication shopping with 32 
percent ranking it high, which is interesting 
given its relatively technical nature, and 
rounding out the top three high rankers is 

mobile pay at 30 percent. Virtual reality or 
augmented reality experiences and smart 
dressing rooms fell in the middle of rankings, 
while advanced display, personalization 
and tracking technologies (e.g., holograms, 
3D printing and beacon tracking) came last. 
 In the end, overall enthusiasm with 
new in-store technologies isn’t particularly 
high for the average U.S. consumer. This 
could be due to underexposure, since these 
type of executions are often only installed 

and valuable at flagship stores, or it could be 
due to general disinterest.  
 Time and again, it has proven in 
this data that unless something is increasing 
value or saving time, it doesn’t fall high on 
the priority list for most consumers. Retail 
marketers should certainly take note of this, 
and ensure that their marketing efforts are 
finding the right balance in order to drive 
robust store traffic well into the future.

Find or redeem deals, promotions and coupons

Take a picture and share with my network before purchase

Use price comparison apps to compare prices

View ratings or reviews

Check websites of other stores

Check availability of an item

Use a retailer’s in-store app

Other

I don’t use my mobile device when shopping in-store

I don’t have a mobile device

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -

MOBILE USE WHILE SHOPPING IN STORE

33%

R9
Base

How do you use your mobile device when shopping in store?
Total Adults 18+ (n=1,011)

20%

24%

21%

24%

19%

15%

1%

29%

7%

Source: KSM/ORC 2016 BMCS

Gen X
29%

Gen Y
40%

Boomers
30%

Mobile use while shopping in store



actually be empowering to the industry, as 
w e l l  a s  i n v i t i n g  t o  a d v e r t i s e r s .  
While programmatic is one trend currently 
buzzing in the media industry, another is 
podcasts. iHeartMedia recognized this, and 
also acknowledged advertising’s place in the 
execution. iHeart plans to join forces with 

dynamic entrepreneur-services company 
WeWork to create and curate a series of 
podcasts specifically for the modern working 
person. Some of them will feature content 
like interviews with successful startup CEOs. 
There will also be live radio shows which 
focus on the type of music people listen to 
throughout a typical work day. These shows 
will premiere in WeWork locations around 
the world. As they are made available for 
streaming to all of iHeart’s users, they will 
serve as a type of native ad for the benefits 
of joining WeWork. The hope here being 
that the music, when packaged and paired 
with a brand, will become something people 

are excited to access. 
 One of the most complete brand 
packages in the digital music streaming space 
up to this point is British fashion retailer 
Burberry’s presence on Apple Music. The 
brand has its own “curator” channel that 
puts together playlists full of the type of 

mellow, rainy-day British songs that might 
entice a listener to go straight out and buy 
a fine tweed jacket. And the brand doesn’t 
stop there. Some of the independent artists 
featured on the channel perform during 
Burberry fashion shows as part of a series 
called Burberry Acoustic. Of course, these 
musicians also wear the brand and have 
become full-time influencers. But the lesson 
here is that this is a campaign creating value 
for all parties—Burberry, Apple Music and 
any consumer who discovers Benjamin 
Clementine, a London pianist and tenor, on 
the channel.   
 Wherever value is created, revenue 

is not far behind. And sure enough, The 
Economist recently reported the U.S. music 
industry’s second straight year of revenue 
growth, the only two consecutive years of 
growth in this millennium. Assuming a 
continued cooperation with advertisers and 
pr imary focus on improving the fan 
experience remains in place, the music 
industry might soon strike gold once again.
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What is the likelihood that you would pay for listening to music from the
following sources or for the following content in the next three months?

I definitely or probably would pay I definitely or probably would not pay

CD or DVD

Digital tracks downloaded on your computer

Internet video services

Exclusive music content

Digital tracks downloaded on your mobile phone

Music application on your mobile phone

Streaming Services on your computer

Handheld multimedia device - not a phone

Social media sites

Streaming services on your mobile phone

Artist website

Web radio

Through an in-home video game system

Source: Nielsen “Digital music: willingness to pay for music” report
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Tapping
into the 
next era of
baseball
By Jade Osowski and Sara Van Kuiken

aseball, a sport full of longstanding 
traditions, has been plagued by 
an aging fan base. According to 
ESPN, it currently has the oldest 

fan base among mainstream professional 
sports, with the median age of a fan pegged 
at 53 years old. In comparison, the median 
age for the NFL is 47 years old, and 37 years 
old for the NBA, which has managed to keep 
its audience age stagnant.
 Not only does the MLB have the 
oldest fans, but this number continues to get 
older as the years go by. According to Nielsen 
ratings, 50 percent of baseball viewers are 55 
or older, up 41 percent from 10 years ago. 
 “If baseball does nothing, they’ll 
probably stay flat for another 10 years,” Rich 
Luker, a psychologist and sports researcher 
who has run ESPN’s polling for two decades, 
told the Washington Post in a recent interview. 
“But 20 years from now, they’ll be moving 
to a secondary position in American life, 
doomed to irrelevance like Tower Records 
or Blockbuster Video.”
 Some point to the decline in Little 
League participation as a cause, since those 
who are less likely to go to games as a kid 
are also less likely to attend as adults. A poll 
conducted by the MLB supports this, with 
70 percent of fans, 12 to 17 years old, citing 
“playing the sport” as a big factor in building 
their interest for watching and attending a 
sporting event. 
 Other likely factors contributing to 
the decline in adolescence interest include slow 
game play with less minute-by-minute action 
than other sports; fewer local, informal youth 
baseball leagues that have been replaced 
with elite, traveling leagues; more options 
fighting for their attention (e.g., gaming) and 
a fragmented media landscape.
 Due to this, teams are quickly 

making changes to try and generate interest 
among the younger crowd. The Boston Red 
Sox eliminated the $30 membership fee for 
Kid Nation, its official fan club for those 14 
and under. MLB research also found that 
those who attend games as a child are 2.9 
times more likely to become a “core” fan 
later on, or at least take their own kids to an 
annual game or two. And in order to further 
prove the family-friendly experience, the 
organization has also taken the opportunity to 
invite “mom bloggers” to partake in various 
events such as field-side yoga. 
 Taking advantage of digital media 
is clearly going to be a crucial part of how 
baseball involves the next generation of 
fans. For proof, look no further than the 
fact that for many teams, the most active 
group of social followers range in age from 
18 to 24, according to social analytics firm 
Klear. Evidently, this is the audience that the 
league, teams and sports marketers need to 
engage in the coming years.
 Working to keep up with this digital 
push, the MLB is dedicating attention to its 
online entities such as the At Bat app, which 
offers fans live scores, news, statistics and 
league standings for their favorite teams. The 
premium version provides live look-ins and 
access to radio broadcasts. It has remained 
the top grossing sports app for the last seven 
years and the number one sports app overall 
for the last four years.
 Major League Baseball Advanced 
Media (MLBAM) is also paving new digital 
roads for the organization. The online 
interactive brand of the league operates the 
official website and the 30 club websites via 
MLB.com, drawing 4 million hits per day. It 
offers news, standings, statistics and schedules, 
and paying subscribers also have access to 
live broadcasts. In addition, MLBAM runs 

other digital efforts including social media 
and Statcast (real-time statistics), as well as 
managing ticket sales.
 The MLB also extended their 
partnership with fantasy sports operator, 
DraftKings, in 2015. The multi-year deal 
makes DraftKings the “Off icial Daily 
Fantasy Game” at the league level, and 
additionally allows its participation at the 
club level. This means DraftKings can 
develop partnerships with individual teams to 
offer in-stadium experiences and contesting 
at various ballparks. The MLB views this 
involvement with fantasy sports as another 
way to engage with younger fans.

So what does this mean 
for advertising?
 De s p i t e  t he  a g i ng  f a n  ba se 
argument, baseball is not going away. The 
sport will continue as one of the top major 
league sports in the U.S. While overall league 
attendance was down 1.1 percent versus one 
year ago, 2016 was the sport’s eleventh highest 
year for attendance (73,159,044 fans across 
30 teams during the regular season). 
 The league and various clubs 
continue to make advancements to connect 
and engage with their fan bases, regardless 
of generation. Brands that are interested in 
a MLB partnership have several options at 
the national or local level. The main angle to 
keep in mind is that in order to create lasting 
brand equity, advertisers should strive to 
reach MLB fans across in-stadium, broadcast 
and digital media properties. The good news 
for marketers? Brands looking to tap into 
the next generation of baseball fans will be 
welcomed with open arms, since the MLB 
is proactively cultivating these opportunities 
through their most recent efforts and media 
partnerships.
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