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timelines

in opportunity comparisons, 157
in RFPs, 193–194
tool selection, 226

timing of purchases, 7–8
tools

blaming, 131
free, 229
perceived gap in, 45–46
selecting, 225–226
training for, 132
vendors, 224–225

top 10 searches, 136
total cost of ownership (TCO) questions for

vendors, 230–231
total impact in opportunity 

comparisons, 157
tradeshows

as agency source, 188
poor results at, 24

training
for tools, 132
web analysts, 219–221
web teams, 216

transaction data, leveraging, 117
trends, marketing. See marketing
TV ratings, 13

U
unique visitors, 239–240
University of British Columbia courses, 220
untrackable sites, 46
upgrade offers in monetization models, 93
usability benchmarking, 117–118
usability experts, 38
user-centric networks for competitive data,

114–115
user steps, 133

V
value in data-driven organizations, 31
value of product detail visits, 102
variety trends, 12–13
vendor listings as agency source, 187
vendors

questions for, 226–234
selecting, 226–229
training by, 221

versions, site, 33
visit length metric, 86
visitors

to call centers, 145
unique, 239–240

visits accessing product detail content 
metric, 102

visits per visitor over time period, 87
visits per week metric, 85
visits/sessions, 240
visual design problems, 19–21, 21

W
web agencies. See agencies
Web Analytics Association (WAA)

as agency source, 188
definitions by, 238, 238
for education and training, 219

web analytics steering committees
mandates, 35
members, 34
prioritizing by, 152
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web award fallacy, 19
web cast sign ups, 103, 103
web-only offer codes and coupons, 97
web publications as agency source, 188
web team manager/leaders, 38
web teams, 211

analyst skills, 212–215
building, 215
circle of influence, 216–217
cost estimates, 215–216, 218
goals and incentives, 48
internal vs. external, 217–219

key analytics positions, 216–217
training, 219–221

website manager role, 215
website visitor pyramid, 238, 238
whatamigonnadonext.com site, 20–21, 21
winning sites, 9–10
wireless phone company case study, 126–128
word of mouth marketing, 13
Wunderman, Lester, 8
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ZAAZ Exit Ratio, 138
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