R/ RULER ANALYTICS

Tracking
customer
touchpoints

A guide to tracking your leads throughout the entire
buyer's journey to understand your marketing impact.
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84% say associating
conversion events with
marketing is very important to
growth, but only 10% has a
‘strong capability’ to do so. 1

Source: Leadsrx




Introduction to the
buyer’s journey

We've all heard of a marketing funnel,
right?

Many marketers use a marketing
funnel to define their user journey.
Website users enter at the top of the
funnel. Your job as a marketing
professional is to guide that user
down the funnel to eventually become
a customer.
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Here at Ruler, we like to look at this
journey in a slightly different way.

The buyer’s journey still consists of
three distinct phases:

e The awareness stage,
e The consideration stage
e The decision stage.

, Awareness

)
E’ Consideration

Decision



The buyer's journey

3

Awareness stage Consideration stage Decision stage

Here, a user is looking for a solution to a The user now knows what product they Lastly, the user makes a decision on a
problem. They might not know what need to solve their problem. But, they’re particular product or brand and so
product they are ultimately looking for and now considering many different brands all purchases.

so this is purely an information-gathering offering the same product or service.

stage.
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What content to use in the buyer’s journey?

There are plenty of channels and types of content you can use to be seen
within each of these stages.

We generally suggest the following...

SEO content, paid advertising and strong organic social for the
awareness stage to get your brand and product out there.

® ®
Comparisons, detailed reviews, email marketing and explainer ConSIderatlon

videos for the consideration stage to push your product to front of

mind. stage.

Offers and discounts, free trials or even just targeted advertising
for the decision stage to promote a sale.
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What touchpoints can occur in
the buyer’s journey?

So now we know:
e what the buyer’s journey is
e what touchpoints are, and
e how the two work together to move a
user from prospect to lead to customer.

But, what touchpoints can occur in the
buyer’s journey?

Let’s take a look.
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Touchpoints:

Newsletter subscription

Paid Advertisement

These are just some of the touchpoints

that a user can have with your business.

How do you go about tracking each
and every step when there are so many
potential steps a user might take?

Now you might be thinking, we can
track email open rate.

—>

Contact us form

Phone call

Live chat

We can track social media impressions.
We can even track phone calls with
click-to-call metrics.

But can you understand the role each
channel plays both individually and as
part of a whole? Probably not.




How to track
touchpoints 89%

Why tracking is so important

Without proper reporting, how can you optimise your
marketing and understand what sales your team is bringing
in?

While tracking vanity metrics that highlight the potential of
your marketing is useful - that’s clicks, impressions, open
rate etc, you need to go beyond that.

And we mean beyond tracking lead generation too. Don’t
get us wrong, tracking form submissions and phone calls is

a must, but it’s not enough.

You need to be tracking revenue.
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15-30%

Understanding
marketing
attribution

What is marketing attribution?

Marketing attribution (MA) is a set of rules that helps you,
as a marketer, determine the role channels have played in
your lead and sales generation.

Ruler Analytics is a marketing attribution tool which takes
all the hard work and guesswork out of reporting.

Lets see how it works...




How Ruler's closed loop works

0 0

Traffic

Ruler tracks each anonymous
visitor to the website over
multiple sessions, traffic
sources and keywords.

Website

When a visitor converts via
form, call tracking or live chat
on your website, their data is
captured.
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John Smith

Form fill

Google Paid

High Value Keyword

Matching

Ruler matches the real user’s
details with their marketing
touchpoints.

Integration

The marketing and
conversion data is sent to
your CRM or sales tools.
Marketing data includes
channel, source, campaign,

keyword and/or landing page.

Close the Loop

Upon conversion, revenue is
attributed to the channels,
campaigns and keywords that
influenced it and can be fired into
the marketing apps you choose.
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Marketing

attribution and

the customer

journey 78%

Tracking conversions within a

customer journey

To better explain how you’re losing data at every
intersection, we’re going to take you through an example
buyer’s journey.

Our user, Dan, visits your site from various sources and
eventually converts into a sale. Let’s dig into the problems
you and your business could face in this particular

customer journey, and the data you’ll lose along the way.

This particular customer journey lasts ten weeks in total.
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Customer journey
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1st interaction 3 weeks later 2 weeks later 3 weeks later 2 weeks later

Dan finds your site through He then revisits your site Dan revisits your site via an He is then retargeted with a Dan then revisits your site

organic search through social referral and email referral PPC campaign and clicks but directly with multiple sessions
downloads an E-book no further action and converts to a customer
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Organic referral

Dan finds your website initially via an organic search where an
SEO-optimised blog comes up in the top results for his searched
key term.

However, Dan doesn’t act on this visit.

What data have we lost?

Well, if you’re a content marketer, you’re not getting oversight
that your blogs are leading to anything.

While you might be tracking web sessions, time on page and
maybe conversions, that’s probably direct on that page. You
won’t be able to get oversight of how a blog viewer ultimately
becomes revenue.
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Social referral

Dan is browsing Instagram, when a post of yours comes up
under a hashtag he follows. He clicks on your account, and
through to your website.

The link was organically promoting an eBook you’ve created, so
Dan goes and downloads it.

He is now a lead.

What data have we lost?

Again, as a content marketer, you've spent a long time working
on lead magnets. But without closed loop marketing, you won’t
be able to see whether a download results in a sale.

So, you can’t get a true return on investment for the time spent
on your eBook. After all, while it’s getting contacts into your
CRM, is it resulting in revenue?




Email referral

Dan downloaded an eBook and as such was entered into an
email cadence to try and convert those leads into revenue.

What data have we lost?

As a marketer, you’ll be tracking the open rate and click-through
rate of this email.

But while you know Dan has clicked on the link in your cadence,
unless he converts directly, you won’t know (without a lot of
digging), that email affected his eventual decision to convert.
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Retargeted PPC campaign

Dan has been on your website on three occasions now. Your
PPC marketer creates a retargeting campaign to try and convert
anyone who has visited the pricing page on your website.

Dan is targeted, and clicks through to the site. But, he doesn’t
convert.

What data have we lost?

While you might be tracking clicks, impressions and perhaps
even conversions, this doesn’t prove success. And while
revenue will be low, as Dan (and many others targeted) won’t
convert directly, this means you’re missing key data on the
impact of your ads.

Without marketing attribution, you can’t provide a true return on
your ad spend as you’re not tracking how it impacts further
down the journey. Without ROAS, management could stop the
budget for paid advertising as it’s not “bringing in revenue”.




Direct session

Dan has visited your website four times now over ten weeks,
and now, he’s ready to convert. He views a number of different
pages on your website, and clicks to call you.

What data have we lost?

Dan converts via a phone call to your business. While you might
be tracking click to calls on your website, how do you
understand which calls lead to revenue?

If you’re not tracking, or recording, your inbound calls, how can
you understand what’s bringing in revenue and what isn’t? And
how can you pinpoint how marketing affects your rate of high-
quality inbound leads via phone call?
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Enter Ruler

Ruler will track every touchpoint a user has with your company,
that’s when they’re anonymous, when they’ve become a lead,
and even after they’ve converted.

Ruler will fire relevant data on your lead over to your CRM, and it
will fire revenue data from closed opportunities back to your
analytics software, essentially closing the loop.

And even better, Ruler will build up customer journeys for each
of your leads and sales.

So, you can see what journeys are happening often, and identify
the channels that are working best for each stage of the
customer journey. Not only that, but you can identify micro-
conversions that work well to drive that journey even quicker.
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What Ruler can do

Ruler can help solve the data gap between your sales
and marketing. We can:

Track

Track form submissions, phone calls and live chat, match them to the
marketing channel, campaign and keywords which drove the lead.

Enrich your CRM

Enrich your CRM with first-click last-click marketing source variables tracked
to individual visitors interaction

Pass through additional variables

Pass through additional variables including marketing source, keyword,
campaign, UTMs, GCLID

Integrate with over 1000+ platforms

Ruler can also integrate with over 1000+ other platforms including Google
Ads, Google Analytics, Salesforce and more.

Ruler can also integrate marketing data with your products via native
integrations, Webhook or SQL.



How can Ruler
Analytics help you?

Tracking a full customer journey is hard work. When a potential
customer could be engaging with your content hundreds of times,
ensuring each touchpoint is tracked requires a lot of guesswork
without proper tracking.

Thankfully, Ruler can take away that guesswork, and make it easy.
It'll store, record and fire all the data you need, where you need it
most.

Book a demo to find out how to implement Ruler's marketing
attribution software and help you track full customer journeys.

Want to find out more?

Book a demo with Ruler’s attribution

experts today at
www.ruleranalytics.com
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