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Intelligent data
insights EMPOWER
users

to achieve business
GOALS




— Bl Business Opportunities

77%

Achieve business goals
when data driven

59%

Achieve actionable
insights

127%

Return on Bl Investments
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= Measurement & Data Analytics Investments Continue to be
Top Priority

The CMO Survey™™*, February 2022 ’

Data analytics investments skyrocket to top priority, with digital

marketing investments increasing across the board

What investments did your company make to improve the performance of your digital marketing activities over the last year?

. % Change
Investmen % Reporting Y ; :
estment btz Since Feb-21 Insights
Data analytics 77.5% +37.2% Although investments in digital marketing
have increased across the board, data-related
Optimizing of company website 74.0% +0.3% activities e)gpen::-mced ‘the largest growth.
Data analytics, in particular, grew 37.2% from
- . 0, +0 19 56.5% of companies investing in February
Digital media and search 70.9% 9.1% 2021 to 77.5% of companies investing today.
. Larger companies are investing the most in
0, 0
Marketing technology systems or platforms 69.8% +29.7% s anaky Ty vt 9 oF conparise wilh
. - . . more then 10K+ employees making the
0, 0
Direct digital marketing (e.g., email) 68.2% +19.0% investment. With data collection and
. . . . purchasing becoming more complex,
Onhne exper|mentat|0n and/OI’ NB testlng 473% +42% companies are increasing their investments in
. . ) capabilities to analyze, store/manage, and
Managing privacy issues 35.3% +23.9% automate their data. MarTech stacks are
becoming more complex by the minute and
Machine learning and automation 26.4% +29.4% companies are investing in the technologies
necessary to keep up.
Improving our app 24.4% NA*
= ]
© Christine Moorman *Variable was not included in the February 2021 survey - 16

The CMO Survey, 28th edition (© Christine Moorman)
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— Why Is Analytics & Business Intelligence Important?

O

Optimize Marketing Gain Improve User Become a Data-
Performance Customer Insights Experience Driven Organization
Improve measurement & Enhance utilization of Use analytics as an Improve analytics
reporting strategy so that existing analytics data to effective tool at optimizing framework and
you know where to focus drive key customer insights  user flows, interactions and understanding to better use
your efforts and dollars to inform omnichannel conversion points this intelligence throughout
most effectively strategy your organization
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Digital Strategy Framework —
Future Proof Your Digital Presence

s % 797 a

Repeatable Planned Prioritized Action and Aligned with Goal and
Activities Outcomes Across Organization




Focus on Channels

Deriving business insights & actions from
all channels




— The Future of Digital Measurement

 Embrace first-party data

* Collect across multi-channels
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Pay attention to Consumer
behavior by audiences

Understand privacy controls/
changes

Ensure solution and
approach can scale for
future Al/ML capabilities

Milestone



— Business Intelligence & Analytics Focus Areas

Co-optimization CRO & A/B Testing Predictive Analytics
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Align to Business Goals

Use data and insights to support, refute
and predict business performance.



= Setup Matters:
Foundation for
Success

Align to customer journey
wise segmentation:

Device segmentation by
campaign

Initiative (Retargeting,
Brand, Prospecting, etc.)

Keyword theme groupings
Match type segmentation

Ad format and ad
experience
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— Robust Data Strategy & Execution

Market trends
Goals Results

(

Competition
Our internal and external customer input
Gaps — skills, technology, process, external factors

N -

Strategy Bk’jégifs Execution

-/ -

S N

Create strategic plan

Prioritization / execution rigor
Cross-functional alignment

Communicate consistently

© 0 N O

(

Refine Action 10. Measure — objectives and key results

Webinars, newsletters, trainings
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Customer Touchpoints

Understand all of the interactions with
consumers to ensure each is maximized.



— What do customers want?

O DATAPRIZM

/5% of search queries were
"clothing type + shapewear"
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e

Event/Occasion

Body Shape

Tank
Garment Type || Tanks

-

Briefs
Slips
Clothing
Bridal
Maternity

Post-surgery
Business

Night Out/Date
Casual

Curvy

Top Heavy
Bottom Heavy
Square/Flat

Adjusted site structure & content

Every girl needs...

With these slimming essentials, you'll be ready to get dressed for anything.

130% increase in sales

3,000% increase in engagement

Milestone



Metrics

Not only gather and analyze massive
datasets, but make decisions and
recommendations based on that input




— Customizable Omnichannel Performance Measurement

Centralized Data User Insights KPI
Store Dashboards Reporting

Media Impressions GMB Direct Searches
777777777

s Peid Media Sessions
222222222
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— Analyzing Performance Data for Strategic Decision Making

UNIFIED DATA SOURCES

| WEBSITE/CMS
N
=S - ) ‘
OFFLINE '
ACTIVITY = \‘ H i
@ Z)
. DATA
IVERNANCE

CRM

¥

PREFERENCE
CENTER

REGISTRATION
m.

g

EVENTS
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IDENTIFY OPTIMIZATION AREAS

CTR Analysis

For optimizing high ranking
content with low CTR from
search

Related searches

Related search trends
analysis to identify
unexplored content ideas

Content Gap analysis

Competitor insights to
identify areas competitors
dominate

Before and after analysis

Identifies ongoing
optimization needs and
CRO opportunities

Milestone



Alignment

Enforce alignment and collaboration in
the organization.






= Reasons for Analytics Fails

 Ambiguous Deliverables and Conflicting Interests
 Actionable Insights Are Not the Key Focus

A Lack of Leadership and Ownership

 |ack of an Flexibility and Agility

 Poor Data Integration
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— Forecasting the right success plan — Action Driven

Page Types Organic Impressions Organic Sessions  Projected Sessions Totals +20% Lift Traffic Loss to Counteract
Organic Traffic - On Page Optimizations 717,793 7,178 14,356 21,534

Current US Non-Brand Organic Traffic - Location Pages 1,116,696 11,167 22,334 33,501 40,201 -3,351

Current US Non-Brand Organic Traffic - Product Pages 191,395 1,914 3,828 5,742 6,890 408

Current US Non-Brand Organic Traffic - Blog Pages 204,480 2,045 4,090 6,134 7,361 -2,430

Current US Non-Brand Organic Traffic - Events Calendar 112,512 1,125 2,250 3,375 4,050 -2,686

Current US Non-Brand Organic Traffic - FAQ 88,619 986 1,972 2,959 3,550 1,436

Current US Non-Brand Organic Traffic - Blog 13,962 140 279 419 502 499

Loss in Organic Traffic to Counter from Holiday Pages -42,816

Loss In Organic Traffic to Counter from Lost Events -1,112 -104,456(Less overall Loss
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— Forecasting Success Plan - Broad If - Then

Projected Visits
Percent of
Keyword Global Current SE Global Avg. Rank Incremental Incremental
Demand Traffic Est1| Monthly |Added Visits| Est2 @ Monthly Added Visits
Demand
Visits Visits
Cheap Flights 68,000,000 88,277 0.13% 6 1% 680,000 591,723 5% 3,400,000 3,311,723
Airline tickets 4,090,000 34, 0.83% 4 40,900 6,891 204,500 170,491
Las Vegas Hotels 2,740,000 5 0.00%) 50 27,400 27,34 137,000 136,947
New York City Hotels 1,830,000 0.00% 42 18,300 18,30 91,500 91,500
Cheap Hotels 9,140,000 5,98 0.07% 9 91,400 85,41 457,000 451,013
Total 85,800,000 128,3 0.15% 858,000 729,67 4,290,000 4,161,674
Value of a Visit$0.50
SE Visits for | Monthly | Annual Potential % |
Words Listed | Revenue | Revenue | Increase " McTease
Current SE Traffic 128,326.00 $64,163.00/$769,956.00 N/A
1% 858,000 $429.0000 $5,148,000 $4,378,044| 568.61%|
5% 4,290,000 $2,145,000 $25,740,000 $24,970,044| 3243.05%
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Technology/Search Trends

Al and Machine Learning, ChatGPT,
Search Generative Experience



= Industry is buzzing = Golden Age of Al

Want to know which generative Al solution is the best? Check out my latest Elon Musk R e Rabuachid Vel Kinles
post on Search Engine Land. In it, | ask Bard, Bing Chat Balanced, Bing Chat S y 9

Creative, and ChatGPT 30 different questions. These included qu ...see more

2 x -
. . o G Q/ Yuhuai (Tony) Wu @ Christian Szegedy ? Jimmy Ba

Q

Goodgle . o |
g | @ eyda Solis - 2nd + Follow  «.«

International SEO Consultant & Founder at Orain...

bard a1
My thoughts from Google's Al search announcement & potential impact: The losers,

the winners and why | believe the "Perspectives" feature launch is a pivotal strategic
move that will mark a new creator-driven era too, making G regain the lc ...see more

ChatGPT vs. Google Bard vs. Bing Chat: Which generative Al solt

“ Lily Ray « 1st

best?
1 Well, this is a pleasant surprise & @
Thanks for mentioning my recent presentation / article in the Google ...see more
Mic King Google Search News
@iPullRank
New post "Al Content is not the SEO threat they want you to think i P e Community €
ipullrank.com/ai-content-not... e Lily Ray
“Google SGE vs. Bing Chat:
T Early Research on Al-Driven

Search Products + Results”

I'm not just talking about this from the consumer perspective of using Al
content tools. | go a bit into the technology of large language models
(LLMs). 1/14
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= Businesses are investing

There is exponential

Data integration is the ' [
integration | Businesses will spend need for Al/ ML

fastest-growing market, on average >300K on

products focused on

with 117% YoY growth solutions this year achieving goals
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— Personalized Metrics > Leading to Automation

/ .
“Actions” \

“Direction” “Objectives” “‘How

Objective A

L o
VISION

Objective B

Objective C

The long term vision The vision broken down The approach for how to The short term plan with

_—_—_—_—__‘

N I N I D S S B e .

with network automation into reachable reach the objectives actions and activities to
\ objectives reach the objectives /
\ /
e — S 1 R R R IR, -

Image from Oracle
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= Milestone Offering

Bl Intelligence Dashboards Solution

& ®

2. Create Success Plan - 3. Target Custom KPI

Insights & Action Items and Understand ROI o LT

1. Collect & Analyze

Measure whether
Identify factors needed Connect data and create Benchmark performance performance is meeting
to store big data action items to identify opportunities goals or should be
reviewed

Performance Dashboards — Customized with Personalization Engine
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= Future Proof Your Digital Presence — Score Cards

Digital Performance
Competitive Benchmarking
Intelligence

Content Health
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User Experience
Website Score Card

Local 3.0

Technical SEO/Schema
Readiness

Analytics / Business
Insight / Benchmarking

Milestone



— What scorecards solve for?

20 0009

DEMOCRATIZE OPERATIONALIZE DRIVE MITIGATE IDENTIFY INCREASE SCALE WITH
DATA PROCESS EFFICIENCY RISK GROWTH VISIBILITY EASE
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= Google's Helpful Content Update (HCU)

Since December 2022, Google's Quality Rater Guidelines
(QRG) focuses on E-E-A-T:

* Experience - Audience Centric

* Authoritativeness — Originality & Point of
View

* Trustworthiness — Attribution & Authorship

What does this mean for your
business?

More details: https://searchengineland.com/google-search-quality-rater-

quidelines-changes-december-2022-390350
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— Your Content Audit Elements

Your website's content is focused on bringing new users/traffic to your site and providing
users with a rich experience.

DISCOVERABILITY ENHANCED REACH PERFORMANCE
AVAILABILITY VISIBILITY RICH RELEVANCY TRAFFIC ENGAGEMENT CONVERSION
RESULTS
*  Number of *  Visibility % *  Number of rich *  Number of *  Organic traffic * Combination of * Conversion rate
indexed pages for identified results entities * Traffic potential bounce rate, time <+  Transactions
* Site-level group of terms *  Number of Q&A covered based on click on site, and * Revenue
content gaps results * Page-level through rate pages per visit
(Featured Snippet, entity gaps based position
PAA, FAQ)
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— Content Scorecards

Overall Score

‘ 713.49%

Discoverability Visibility Rich Results Coverage Relevancy Performance

‘ 100.00% \‘ 100.0% \‘ 59.06% ‘ 83.33% ’28.57%
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— Metrics & Core Action Items

Rich Results Coverage

o Measure Score Performance
Featured Snippets* 28.71% 0
Rich Snippets* 34.98% Q
Knowledge Panel 29.87% 0
Reviews 0 9
Images 27.51% o
People Also Ask 28.74% o
FAQ (Schema on page) 1 0
Related Searches 39.93% Q
Video 0 @
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Noo,rWNE

o

Your Content Must Be Discoverable?

Crawling

Crawled to Indexed Ratio
Crawl Purpose Gap Ratio
Crawlability Errors
Mobile verses Desktop
Milestone JSON Detection
Invalid Canonical Tags
Undiscoverable URLs in
Crawl Path

Broken Links

Indexing

Estimated number
of URLs
XML Sitemap for
URLs
Valid URLs- Green,
Yellow and Red
based on number of
crawlable URLs
Index Gaps
analysis
GSC Errors
Mitigation

. Robots.txt

exclusions
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Rendering

JavaScript
Dependency
JavaScript verses
HTML ratio
Content
Accessibility
Number of DOM
Elements

o

ol SRS

Page Experience

Speed Score
LCP

FID

CLS

Optimized
Images
Optimized Video

Schema &
Clickability

1. Types of

Schema

2. Number of
detected schema

3. Schema Gap

4. Total opportunity

by page

Globalization

Geo detection
strategy
International
versions
Hreflang/XML
sitemaps
Consistent cross
market templates

Milestone



— Technical Scorecards

<

Crawling ®

Indexing ®

Rendering ®

Page Experience (®)

Schema & Clickability ()

Geo Localization (@

A0  Average Performance

20 Below Average Performance

100 Excellent Performance

25 Below Average Performance

50 Average Performance

50  Average Performance
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Summary Details

Crawlability

® 18.89%

Crawlability errors ©

® 125

Canonical Tag Issues O

e 0%

Broken Links

e 0.3%

Mobile - % of Total Visits ©

® 39.69%

Crawl performance

Google is experiencing a lot of irregularities in recrawling your site, which may impact
indexation.

Recommendation: Investigate the root cause of irregularities, such as server errors or

crawl budget limitations. Implement fixes to ensure Google's crawlers can access your
site without interruption.

Google is encountering issues when trying to access pages on your site.

Recommendation: Review server logs to identify patterns of errors and address them.

Your site has proper canonical tags implemented, avoiding duplicate content concerns.

Recommendation: Continue to monitor canonical tags regularly to ensure they remain
accurate and prevent any potential duplicate content issues.

Your site has no broken links, ensuring a smooth user experience and positive SEO
performance.

Recommendation: Continue to monitor for broken links periodically to prevent any
potential issues.

Google is having issues rendering your mobile site. This should be resolved immediately.

Recommendation: Check mobile site configuration, CSS, and JavaScript issues, and
optimize for mobile performance.
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— Action items

@ Indexing Gap

89.66%

Download URLs

@ Pages from XML Sitemaps

56

Download URLs

@ Total Errors

156

Q Pages Missing from XML
Sitemaps

611

Download URLs

@ Robots.txt Errors

0%

GD  Total 404 URLs

47

Download URLs

Download URLs
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— Woaebsite Health Scorecards

Website Health Scorecard

100%

Overall Score

63%

Measuring Metric
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Company revenue Conversion rate 1%
User behavior Average time on page 12:20
User behavior Pages per Session 2.5
User behavior Bounce rate 46%
SEO outcome Organic traffic 58000

Milestone



— Milestone USP: Gain insights on digital performance with
omnichannel analytics

___: J9 2 Jq 3

Performance Measurement Result Drivers

Improvement Opportunities

Analyze performance across key metrics What are driving results? And what aren’t? How to improve further

dashboards L [P@INGINKE, optimization

ol Ax
a4
Reports — schedule/ J L
export data ; Co-optimization

1 -~ r il
/ ’ .’A. b '\\
¢ W®\ \

q

=

Get reports scheduled,
exported and delivered on
your mailbox

traffic, session, clicks, n
revenue, funnel reporting %

] i
/ Q@
/A

/
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5 Key
Takeaways!
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e ORISR

Don't keep your data in silos!

Implement Bl framework

Encourage team to leverage centralized data
Use scorecards for KPI's and Opportunities

Let’'s grow together!

Milestone



Thank You
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