
 



“Companies have had to, mistakenly, choose between delivering  
customer delight or increased revenue— assessing that delivering the 
former is expensive and delays the latter. With patterns gleaned from 50 
real- world case studies, Akin delivers a clear roadmap for how to deliver 
customer delight AND increase revenue! In fact, one cannot live without 
the other.”

Avinash Kaushik, Author: Web Analytics: An Hour A Day;  
Web Analytics 2.0; Global Lead, Strategic Analytics, Google

“Akin’s deep expertise in digital intelligence shines through as he delivers 
practical tools to help you understand your customers better.”

June Dershewitz, Digital Analytics Association Board Chair

“There’s no lack of customer data for Marketers and CX professionals. 
But much like the famous line ‘water, water everywhere and not a drop to 
drink’ in Samuel Taylor Coleridge’s poem, that doesn’t mean all that data 
is useful or usable. Akin Arikan’s book provides the key to unlock insights 
from digital experiences so that business leaders can make improvements 
to increase customer loyalty and drive value to the enterprise. Highly 
recommended.”

Bob Thompson, Founder/ CEO of CustomerThink and Author of 
Hooked on Customers: The Five Habits of Legendary  

Customer- Centric Companies

“At Human37 most of our clients are complementing their traditional 
analytics solution with experience analytics to get comprehensive and 
actionable insights so they can fine- tune all the details of the experiences 
they offer on all of their digital assets.”

Julien De Visscher, Managing Director, Human37

“At Wunderman Thompson, our clients prioritize delivering the best pos-
sible brand experiences. This book illustrates that at the core of any great 
brand experience, is great data.”

Josh Archer, VP Analytics, Wunderman Thompson
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Customer Experience Analytics

An unprecedented guide to user experience (UX) analytics, this book 
closes a mission- critical skill gap and enables business professionals in a 
digital- first world to make smart, effective, and quick decisions based on 
experience analytics.

Despite two decades of web metrics, customer experience has largely 
remained a black box. UX analytics tools help businesses to see them-
selves and their customers with a new lens, but decision- makers have 
had to depend on skilled analysts to interpret data from these tools, 
causing delays and confusion. No more: this book shows a wide range of 
professionals how to use UX analytics to improve the customer experi-
ence and increase revenue, and teaches the C- SUITE method for applying 
UX analytics to any digital optimization challenge. It provides 50 case 
studies and 30 cheat sheets to make this a daily reference, and includes 
ten mindmaps, one for each role discussed, from senior leaders to product 
managers to e- commerce specialists.

Managers across industries will regularly consult this book to help them 
guide their teams, and entry-  to mid- level professionals in marketing,  
e- commerce, sales, product management, and more will turn to these 
pages to improve their websites and apps.

Akin Arikan has over 20 years of experience working with customers in 
the field of digital intelligence and is an award-winning industry speaker, 
a published author on multichannel marketing, a frequent contributor to 
magazines, and a blogger. Akin is a director of product at Contentsquare, 
a popular customer experience analytics and optimization solution, and a 
guest lecturer on the first-of-its-kind Cross-Channel Management certifi-
cate program at the University of St. Gallen.
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Foreword

For the last 20 years or so I have been researching how organizations 
gather and make sense of the increasing amounts of data at their disposal. 
Despite a lot of progress in this regard, there are some very common 
mistakes that companies and their advisors make in the realm of cus-
tomer data and analytics. I’ll describe these mistakes first, and then point 
out how Akin Arikan largely avoids them in this book.

Focusing on only one type of data— Companies, consultants and 
authors seeking to understand customers often focus only on a single type 
of data, be it internal transactional, external, digital, sensor, image, and 
so on. It’s understandable that they do so, given the challenge of man-
aging structured and unstructured data in all its many forms. However, 
to really make sense of any business domain— and the most important 
one, your customers— requires using all the data available. One of the 
great things about the current environment is that we have so many data 
types to choose from. We should choose as many as possible!

Addressing only one customer channel— New channels to interface 
with customers have come along at regular intervals over the past few 
decades, be they direct mail, call centers, the web, social media, and so 
on. Each new channel understandably brings considerable enthusiasm 
for employing it with customers, improving their use of it, and making 
sense of the data coming through it. But each channel provides only 
a partial view of how customers interact with a company, since most 
customers employ multiple ways of communicating with companies. 
Better to employ a multichannel approach whenever possible (which, not 
surprisingly, this book does, given that the author previously wrote a 
book on multichannel marketing!).

Dealing with only one business function— Many authors and com-
panies focus their attention on one business function, be it sales, finance, 
or supply chain. But if your primary interest is in creating more loyal and 
satisfied customers, there are several different functions that serve them— 
including marketing, sales, customer service, and various aspects of 
operations. You really can’t ignore any function that customers deal with.

 

 



xii Foreword

Pushing for a single metric— Those who want to know how customers 
are feeling about a company tend to argue for a particular metric. Most 
recently, for example, the “Net Promoter Score” has been advocated for 
this purpose. Now Fred Reicheld, its creator, is a friend of mine, and I do 
believe it is a useful metric. But I don’t really agree that any single metric 
is the “ultimate question” (as his book on NPS is titled). There are many 
different aspects of the customer experience, and they need to be assessed 
by multiple metrics.

Advocating only one analytical method— Even most enthusiasts for 
analytics typically focus their enthusiasm and efforts on only one type 
of analytical thinking and investigation. I’m somewhat guilty of this 
myself, having advocated for predictive and prescriptive analytics for 
many years, and now for AI. But I try to remember that all types of 
analytics, customer- oriented and otherwise, can be useful, including 
simply counting stuff and displaying it in a bar chart.

The good news, as I already suggested, is that Arikan and this book 
avoids most or all of these mistakes. That’s only appropriate, because 
“customer experience” is a broad term that should encompass all the 
interactions a customer has with an organization. To address such a 
broad concept through any particular narrow lens doesn’t make any 
sense, though many have attempted it anyway.

Throughout the book there is an admirably broad focus on multiple 
data types, multiple channels, multiple analytics foci, multiple metrics, 
and so forth. I really like the term “digital intelligence ecosystem” that is 
central to Arikan’s approach, because it suggests an array of related inter-
action types that customers pursue. Multiple analytical techniques are 
discussed and promoted, including web analytics, A/ B testing, application 
performance monitoring, voice of the customer tools, journey mapping, 
and more. Each of these has something to bring to the understanding of 
the customer experience, but each alone is not enough to make sense of 
our complex world.

Admittedly, this book is primarily about the digital customer experi-
ence. That might be perceived to be somewhat narrow. However, it’s 
undeniably true that the customer experience is increasingly a digital 
experience at least in part, so I don’t begrudge that focus. And the book 
does discuss non- digital customer experiences like visiting a store, calling 
a helpline, and so on.

In case you’re not yet persuaded to read beyond this foreword, the 
book has many other virtues. It has plenty of examples and case studies. 
It deals with past technologies like web analytics, current ones like AI, 
and even (mostly) future ones like augmented reality and smart cities. 
Throughout it addresses the core questions of the customer experience, 
such as:

 



Foreword xiii

 • To what content was the customer exposed?
 • How much did they consume of the content, and what difference did 

it make?
 • What problems did the customer have in navigating through the 

available information?
 • What particular journey did they take, and was it a good one?

The book is also admirably down to earth, with lots of helpful 
frameworks and management tools. However, I don’t want to suggest 
that it will be easy for any company to create a digital intelligence eco-
system that gives you intimate knowledge of your customers’ needs and 
desires. Despite a growing amount of software that helps you understand 
your customers’ experiences, a good bit of detective work is still required. 
But with this book you at least have a detailed guide to the investigation!

Thomas H. Davenport
Distinguished Professor, Babson College

Fellow, MIT Initiative on the Digital Economy
Author of Competing on Analytics and The AI Advantage
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Introduction
The Experience Imperative—  
Experience or Bust!

Why Experience? Why Read This Book?

Meet my colleague, Lisa. She’s a professional, a manager, head of house-
hold, and a busy city slicker. She is in tune with the times. She’s on 
her digital screens more than ten hours a day. Do you want Lisa as a 
customer? Better not make her eyes bleed with a bad or bland digital 
experience!

She doesn’t have a second to waste on sites and apps that are slow, con-
fusing, broken, or dull. You can’t make her work too hard to achieve her 
goals. There is only so much disposable energy and attention span left at 
the end of her day. Her head already hurts most of the time, so don’t give 
her another headache (e.g. see Figure 0.1)!

If you do not maximize the moment by making Lisa’s experience 
seamless, inspiring, and rewarding, she will be gone before you get a 
second chance. However, tens of other sites and apps are next in line to 
give it a go after you.

Life Is Digital

Does Lisa seem familiar? That’s right! Most of us are a bit like Lisa today. 
With Smartphones, Smart TVs, Smart Homes, Smart everything, every-
where, all the time, we now stand with one foot in the real world and one 
foot in the digital world. Although, if you look at our kids, you might be 
forgiven to think that they are only dipping one toe into the real world 
anymore, while the rest of their lives are firmly digital.

Wherever we go, as we shop, travel, talk, or type, digital is by our 
side. Almost everything we plan and do involves some digital compo-
nent. We’re on digital when we buy something, when we study, travel 
somewhere, communicate, enjoy some downtime, fix everyday ailments, 
fix the dishwasher, or exercise for fitness. Heck, even our quality of sleep 
is measured digitally.
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2 Introduction

Business Is “Digital- First”

The pandemic of 2020 has accelerated this trend to a “digital- first” 
economy further, prompting “10 years’ growth in 3 months” for 
ecommerce, according to a study published by McKinsey in 2020.1 That 
shift in 2020 wasn’t a one- time spike, however. Instead, it was a per-
manent change to a new normal. The pandemic is slowly starting to 
get under control as of this writing, but the growth of ecommerce is 
continuing.

Yet, an even more significant shift to digital is still on the horizon if 
Asia and the UK are a tell- tale of what’s to come: As eMarketer reported 
at the end of 2020, in a global historic first, ecommerce has reached over 
50% of total retail sales in China, and around 30% in S. Korea and the 
UK (while the US is still far behind at 15– 20%).2

Visit this book’s supplemental materials online to view growth 
charts for ecommerce across a variety of regions.
https:// Expe rien ceAn alyt ics.live/ Figu res
Select Ecommerce Growth for the Introduction chapter.

Figure 0.1  Why this book exists.
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Introduction 3

Our Jobs Are Becoming “Digital- First”

In our professional lives, as the people tasked with creating and improving 
these digital experiences, our work is meaningful beyond just business 
optimization. We are the people that are making the (digital) world a 
better place.

Competing in a digital- first economy is no small feat. Suddenly, trad-
itional business advantages such as local store proximity represent less of 
an advantage, or sometimes no advantage at all. Businesses don’t want to 
compete in the race to the bottom on pricing, either.

So, that leaves businesses with a few strategies. They can compete 
on brand perception, unique product offerings, and in most cases, also 
by engaging customers by providing better experiences. It’s what has 
been dubbed the Experience Economy.3 It follows the earlier agrarian 
economy, the industrial economy, and the most recent service economy 
(see Figure 0.2).

How Will I Know What’s Missing in the Experiences 
We Provide?

“OK, smartypants,” you probably say. But we have been working for 
decades to make our digital experiences the best we can. “We’re not 
stupid.” So, how can we tell where our experiences are missing some-
thing? And, how can we design better ones?

The truth is, we probably can’t always tell by ourselves. But our 
customers can show us. They can show us how to create a better site 
and app through their behavior. Their behavior on the site and app holds 
all the clues in the world. What is it that they are looking for? How do 
they wish to interact with you? How do they make decisions? Are we 
succeeding with them? So, we need to have a look.

Customer is king— yet, we cannot see our digital customer.
The problem is, until the advent of Digital Experience Analytics, 

there hasn’t been a systematic, proactive, and quantifiable way to take 
a look at where and why we are succeeding or failing at the goal of 

Stage Example Differentiation and pricing power

Extract Commodities Coffee beans Lowest
Make Goods Coffee Low
Deliver Services Brewed coffee Medium
Stage Experiences Starbucks High

Figure 0.2  An example of the shift to the Experience Economy.
Source: Based on B. Joseph Pine II and James H. Gilmore, The Experience Economy. And 
based on an example from Runtriz published on HospitalityNet.

 

 

 

 

 



4 Introduction

providing our digital customers with a good experience. When business 
managers could see their customers with their own eyes for thousands 
of years and understand their wants and needs, they cannot do so on 
digital channels.

Despite two decades of Digital Analytics tools, customer experience has 
largely remained a black box. Meanwhile, the 2021 Digital Happiness 
Pulse survey4 by Contentsquare found that only 15% of consumers say 
that shopping online makes them feel happy, while the majority agree 
that they have more satisfying in- store experiences.

Digital Customer Experience Analytics tools were supposed to help close 
this gap by providing behavioral insights via session replays, heatmaps, 
journey analysis, and frustration scoring. They give the digital team a 
new lens on their customers and businesses. But until recently, the people 
tasked with managing digital experiences have primarily had to rely on 
blackbelt analysts. The analysts needed to interpret Experience Analytics 
data and hypothesize what the data means to improve experiences.

It’s as if business managers could not hope to know their customers 
directly but had to ask an intermediary to write them letters about what 
customers want and need. Due to this process’s inherent delays and 
shortcomings, most decisions have still been made based on gut feel.

That gap in data and skills may have been acceptable before the shift 
to digital in 2020, but now it no longer is. Experience metrics are now 
as mission- critical for the management of any business in the digital- first 
world as eyes and ears have always been critical for running a business 
offline.

This book aims to help everyone in the digital team close the know- 
how gap and train their digital eyes and ears to take advantage of experi-
ence metrics (Figure 0.3).

Who Should Read This Book?

This book is for everybody in the digital team at B2C and B2B companies. 
As my colleagues at Contentsquare always say, the digital customer 
experience is too important to be the job of only analysts or technical 
roles. Ultimately, nobody can succeed in business if they don’t know their 
customers. So, this book is for both people in business- oriented roles and 
those in more technical and analytical functions.

For example, readers in business roles that will gain value include the 
CDO, VP Digital, VP Ecommerce/ Merchandising, Marketing, and Digital 
Content and Customer Experience (CX). Readers in more technical and 
analytical roles that will benefit from the book include leaders in Product 
Management, User Experience (UX), Analytics, Experimentation, 
Ecommerce Operations, and the Performance /  Support teams.
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What You Will Learn

With this book, the reader will train their new eyes to see and understand 
their customers on digital channels. You will know how to make better 
decisions for improving customer experience and revenue by letting 
customers show you the way.

This book is focused on behavioral Customer Experience Analytics 
data and metrics rather than survey data or customer feedback. Behavior- 
based data is sometimes referred to as quantitative experience data vs. 
qualitative in the case of user research. The latter is covered by many 
dedicated and scientific books already. So this book will only touch on 
them as far as it is necessary for understanding the many great connection 
points for using both types of experience insights together.

What This Book Covers

Part I covers “the what” of behavioral Customer Experience Analytics 
metrics and visualizations for websites and apps, that is, what are the 
essential metrics, and how do they go beyond traditional digital analytics? 
Where are the connection points for using both together?

Figure 0.3  Without data, it’s just a guessing game.
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Part II covers “the how” of Experience Analytics, that is, how users 
in various roles apply metrics for everyday decision- making across all 
stages of the customer lifecycle, from the top to the bottom of the funnel. 
Practical examples, case studies, and cheat sheets, not just “theory.”

Part III is an outlook on emerging trends and the future of Experience 
Analytics. The future is already visible today but not yet widely adopted.

Privacy is a Critical Part of the Experience

For decades already, customer- centric marketing has sought to maxi-
mize moments for customers by understanding them as individuals. 
Toward that goal, CRM marketers worked to build as rich data profiles 
of customers as possible. That’s great for customers that have opted in 
and given their permission to market. However, brands first need to earn 
customers’ trust.

For that, experiences need to be excellent even before we can get per-
mission. As a result, we need data that informs better decisions without 
compromising customers’ privacy. We’ll cover how Experience Analytics 
achieves that with a privacy- by- design approach and anonymous data in 
the book.

About the Screenshots

Throughout the book, screenshots have been used for illustration 
purposes. Following the precedent set by other books on analytics, the 
screenshots were created using the Experience Analytics tools that will 
be most familiar to users based on their market share. Therefore, unless 
marked otherwise, the screenshots are from the most commonly used 
digital Customer Experience Analytics products on the market today, 
namely Hotjar for SMB users and Contentsquare for enterprise users.

However, this was not to suggest that similar reports could not be 
created with other comparable products. Everything covered in this book 
will be useful to the reader, regardless of which Experience Analytics 
tools you are using. Check in your digital Customer Experience Analytics 
provider’s documentation how you can create the closest equivalent 
reports. In full disclosure, this author works at Contentsquare, so their 
products were also most easily accessible to me.

How to Contact the Author

I would be grateful for feedback from you about this book or about 
books you’d like to see in the future. You can reach me by writing to 
akin@MultichannelMetrics.com. For more information and to join 
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ongoing discussions, please visit the accompanying website at https:// 
Expe rien ceAn alyt ics.live.

Notes

 1 McKinsey, The quickening, 2020 www.mckin sey.com/ busin ess- functi ons/ 
strat egy- and- corpor ate- fina nce/ our- insig hts/ five- fifty- the- qui cken ing

 2 eMarketer, In global historic first, ecommerce in China will account for more 
than 50% of retail sales, Feb. 2021, www.emarke ter.com/ cont ent/ glo bal- histo 
ric- first- ecomme rce- china- will- acco unt- more- than- 50- of- ret ail- sales

 3 Wikipedia, Experience Economy https:// en.wikipe dia.org/ wiki/ Exp erie nce_  
Econ omy

 4 Based on Contentsquare, Digital Happiness Pulse survey, 2021 https://  
conten tsqu are.com/ digi tal- happin ess/ 
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