


Hi, I'm Robin

“If it cannot be measured, it cannot be managed.”

by Peter Drucker



Agenda

Why is it important to be data-driven?
What are Key Experience Indicators?
What Metrics can you use, how do you find them and how do they play together?

Which tools can you use for Product Analytics?






If you want to design and built a
great product you need data to
make decisions.



PRODUCT
COLLECTIVE

“Every product person wants to make data-driven
decisions. But to do so, you must have the right data,
ask the right questions, and use the right tools. That's
having true product analytics maturity”

Mike Belsito
Co-Founder, Product Collective



Your users are
the greatest source of data.



Learn and collect data in each phase of your
development process

How engaged are our active

What do people need? Can people use the product? users?
Who are the users? Which design generates better How many of our active users
results? come back?
] D 1D
Strategize & Ideate Launch & Operate
What is the users Do people feel they will Are users successful in
workflow? benefit from the product? completing a task?

What percentage of our users
have experienced value from
the product?

How do they currently
solve their problems?

8 Confidential



You need to learn and collect data in each phase
of your development process

How engaged are our active

Can people use the product?

What do people need?

What is the users Do people feel they will T2 users successful in
workflow? benefit from the product? completing a task?

How do they currently What percentage of our users
solve their problems? have experienced value from
the product?



Many product teams fail to
continually assess the impact of the
features they deliver.



Key Experience
Indicators



Key Experience Indicators

Key Experience Indicators (KEIs) provide a quantitative score
of a specific, important, and actionable phenomenon related
to using a product or service.



Measuring KEls has the following
benefits

KEIs provide information to decision makers
KEIs can predict business outcomes
KEIs give insights into qualitative findings and customer anecdotes



Some things to be aware of when
working with Key Experience
Indicators



What vs. Why

KEIs will never explain themselves.
To fully understand a KEIl, you must invest in qualitative research.



Good vs. Bad

It is not always clear whether KEIs are showing a positive or
negative phenomenon.



Average time to first click
is 49 seconds.



Average time on site is 27:38
minutes.



Page bounce rate is 99%.



Attitude vs. Behavior

What people say does not necessarily match how they behave.

People’s attitude is interesting yet behavior is much more telling.



Overall vs. specific

Measuring a specific phenomena gives you the ability to focus
efforts and save resources.
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Test question for your team

Will we take action once we have data for this metric?






Test question for your team

Do we agree this metric is important to measure?






Test question for your team

Does this metric measure a thing that is core to the experience?
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Antonellas Restaurants

- Chef Antonella opened her new restaurant six
~ months ago.

Everything has been going really well.

! Revenue is up, tables are reserved in advance,
and the restaurant is full and lively every single
night.

Close to 100% of customers are new. She has
almost no returning customers.

On average, 70% of food is left on the plates.

Something is wrong although business is great.







The most used metric categories

Reach - Activation - Active Usage - Engagement - Retention - Happiness



ch

is the total number of people who

have used the product in a recent time
pod



Reach

How many people have used your product in a recent time period?
Sample Metric:

Subscribers

Users from paid accounts
Active licenses

Active buyers (6-month)






Activation (Adoption)

What percentage of new users have onboarded and experienced your product’s value?

Sample Metrics:

Completed registration within 30 days
Completed a first purchase

Made a first deposit within 7 days
Watched 5 videos on the first 7 days



Active usage

Active users are people who have taken a key
ived value from your product




Active usage

Are people showing up regularly and performing a key action?
Sample Metrics:

e Weekly active users (WAU)
e Monthly active users (MAU)
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NS, answering




Engagement

How engaged are your active users?
Sample Metrics:

Transactions

Viewed reports

Conversions

Recommended product views
Minutes watched (video)

divided by active users (WAU or MAU)
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Retention

How many active users come back?
Sample Metrics:

e 7 dayretention
e 30 day retention



How do these metrics play together?
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Also add metrics that are specific to
your business



Business-specific

How else does your business deliver value?

Sample Metrics:

Savings per user

ARR per DAU

Support Tickets per WAU
Average purchase price
Cart abandonment rate
Good Churn



Look at User Success to identify good metrics

©
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Goals Signals Metrics




Identify a User Success Goal

What makes your users successful?

“The user can complete task xyz efficiently
without the need for support.”



(#)

Look at signals

Which behaviour will indicate to you that you are on
the right track to user success?

Less questions asked to Support

User can perform the task quicker
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Identify the Metrics

Which metrics will you use to measure success?
#of support tickets/week 30 5

avg. time spent on task/WAU 8 min 4 min

BASELINE TARGET



OK ... there is one other metric
I should mention
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If you are going to track happiness
do it at the right time,
in the right context and
make it as simple as possible!
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How was your experience?




What went wrong?

| could not hear others | could not see others
Others could not hear me Others could not see me

Poor audio quality Poor video quality

Additional comments




Metrics
Framework



Choose your Focus Metric
What matters most for your business?



Active Usage
Weekly or monthly active users



Define what “active usage” means
for your product



What is an active user for your product?

People who go beyond visiting or logging in and also
take a key action that the product was built for.

Ask yourself

“If we improve this number will the product’s long-term
performance improve?”



Focus metric

Matters most
for your business

Level 1
Complement
the focus metric

Level 2
Get more specific

Active Usage

Reach

Activation

Engagement

Retention

Business-
specific




FOCUS METRIC

L1 METRICS

L2 METRICS

PRODUCT
Weekly active buyers

REACH

ACTIVATION ENGAGEMENT RETENTION

BUSINESS

||




Product
Analytics
Tooling



What you need to consider when
selecting a product analytics tool



Does the tool go beyond website and marketing analytics?

Does the tool provide real product analytics?

Can Product Managers and other stakeholders work with it?

Does the tool allow easy access for everyone in your organisation?



Analytics H-

Welcome to Google Analytics

Google Analytics gives you the free tools you need to analyze data for your business in one place, so you can
make smarter decisions.

Start measuring

Complete information
Understar

e Great for Marketing Analytics but hard to
~ use for Product Analytics

Get insights only Google -
can give |
Access Google's unique insights and machine b l

learning capabilities to make the most of your
data.

Connect your insights to
results | § ' S

Analytics works with Google's advertising and
publisher products, so you can use your
insights to deliver business results.

2021 Google | Analytics home | Terms of Service | Privacy Policy | Send feedback



O Heap Product Solutions Why Heap Customer Stories Pricing Resources Contact Us Log In -

A Smarter Approach to Product

Heap is an analytics platform that helps product, marketing, and customer success teams craft
exceptional digital experiences that convert and retain users.

We give you all of your customer data — automatically — and the tools to turn that data into
action.
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mIXponel Why Mixpanel Pricing Resources Log In Contact Sales Sign Up
oo

Build Better Products

Powerful, self-serve product analytics to help you convert,
engage, and retain more users.
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RydeShare ~ Dashboards

Dashboards & Product metrics - riders g m + Add Report save @ SaveasNew v Favorited

A summary of how RydeShare users are actlvating. engaging, and retaining
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Funnel Reports

OVERALL CONVERSION

O Uniques in Specific Order,
o who converted within 30 days.

1. Add credit card 2. Copy invite code

San Francisco  New York San Francisco  New York

3. Send invite

San Francisco
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Flow Reports

@ Last 30 days View in Flows Step 1+ Step 3 Dropoff Analysis

Email Campaign 32% Schedule Ride 54% Book Luxury Ride 100%

STEPS ENDING IN

Ride Now 26%

‘ ® A.Book Luxury Ride

FILTER

‘ g Operating system =i0S ’




Retention Reports

] Last é months ~ |= Linear ~ 3 Month v |~ Line ~

B Beriin
London Mumbai
Retained on and after 4th month
VEC
78% Retention STy
% o 24,022 Users
—— 7 DID A AND CAME BACK TO DO B

\ € A.Signup

\ € B. Complete ride

BREAKDOWN
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Launch impact

¢} Launchimpacton compets ride

Premium membership has a statistically significant effect on Complete ride.

On average, adopters of Premium membershipdid 1.1 (33.88%) more Complete ride events per day than non-adopters.
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Signal Reports

Rate Driver v

FREQ: WITHIN (DAYS):

Correlation with 2nd Week retention Key findi

Rate driver

Just once within 7 days.

Very rarely perforn 8MONE yoUur user group

Share invite code ee Unilikely to be useful

No strong correlations found

Done by a minority of your user g

B . o cron

Just once within 7 days.

KEY FINDINGS

yOUr user group.

0.38

Strong po







PRODUCT
COLLECTIVE

“Every product person wants to make data-driven
decisions. But to do so, you must have the right data,
ask the right questions, and use the right tools. That's
having true product analytics maturity”

Mike Belsito
Co-Founder, Product Collective



Make it a habit

Make data-driven decision making part of your product culture.



Start now

The later you start with collecting data the harder it will get.

Start simple with a few data points but start now.



Fina call to action

Please give feedback.

Get in touch if you want to learn more and

get Key Experience indicators into place for your product.



Thank you for
attending!



