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1.1. The digital marketing ecosystem and digital consumer 
behaviour

 Digital ecosystem 

A digital ecosystem "is a socio-
technical system inspired by 
natural ecosystems. Its 
operation is based on the 
properties of self-organization, 
scalability and sustainability to 
achieve greater traffic on the 
website of the company, greater 
interaction and user loyalty and 
generate more leads".

(rockcontent.com, 2019) Image source: rawpixel.com/freepik
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1.1. The digital marketing ecosystem and digital consumer 
behaviour

(marketingenredessociales.com, 2020)

Direct traffic to the website 

Achieve greater interaction with users

Build up user loyalty

Generate 
purchase 
intention

 Digital ecosystem 

Image source: rawpixel.com/freepik
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1.1. The digital marketing ecosystem and digital consumer 
behaviour

Figure 1.1. Digital Ecosystem
Common categories in digital marketing ecosystem classifications
Source: Own elaboration

 Digital ecosystem 

Goals

Digital media and devices

Trademark

Web Analytics

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

8

mailto:iria.paz@urjc.es


Facultad de Ciencias de la Economía y de la Empresa

1.1. The digital marketing ecosystem and digital consumer 
behaviour

Digital ecosystem

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

Website

The central element of most digital 
ecosystems

Place to which traffic is directed

Formal aspects: good content structure,
unified criteria and harmony, which
attract the consumer's attention

Content aspects: well-defined what kind
of information you want customers and
leads to find on the website and how
you want to attract their attention

... It must "contain all the necessary tools 
to inform, interact, incite to request more 
information or to purchase and to build 
user loyalty“
(marketingenredessociales.com, 2020)
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1.1. The digital marketing ecosystem and digital consumer 
behaviour

Digital ecosystem
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Brand

It allows you to carry the 
message of what you want 
to sell to the rest of the 
channels in the ecosystem

Brand design involves how the
organisation is defined and
how it is communicated to
the consumer

1
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1.1. The digital marketing ecosystem and digital consumer 
behaviour

Digital ecosystem

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

Objectives

Clear and well-defined (as in 
any project)

In the design of digital
marketing actions, they are
usually very specific (gaining
presence, gaining visibility,
building customer loyalty,
increasing sales...)

"if you get 2 million likes on this tweet, we will add spicy chicken 
nuggets back to the menu“

Cyberclick (2020)

1
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1.1. The digital marketing ecosystem and digital consumer 
behaviour

Digital ecosystem

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

Digital media and devices

It is important to define in 
which digital channels the 
brand will have a presence 
(website, blog, email, 
social networks and apps)

As well as the access
devices for users
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1.1. The digital marketing ecosystem and digital consumer 
behaviour

Digital ecosystem
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SEO (Search Engine Optimization) 

SEM (Search Engine Marketing)

Search engine optimisation is an essential part of 
any digital strategy

SEO: a technique that ensures that website 
content contains the right keywords and is 
readable and attractive to search engines, so 
that it can appear in the results searched for by 
users (organic positioning)

SEM: attractive advertisements allow you to 
reach the top positions in Internet search 
engines, even if the target is more specific and 
are intended for pay per click (direct payment 
of advertising to the search engine itself)

Semrush (2021)
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1.1. The digital marketing ecosystem and digital consumer 
behaviour

Digital ecosystem

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

Web analytics

Measuring brand management 
allows us to understand the 
different possible scenarios, 
and to make decisions or 
corrections that favour the 
growth of the brand or the 
achievement of its objectives

1
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1.1. The digital marketing ecosystem and digital consumer 
behaviour

Digital consumer behaviour
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Image source: starline, macrovector/freepik

Digital first
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1.1. The digital marketing ecosystem and digital consumer 
behaviour

Digital consumer behaviour

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

Image source: https://www.ethiojobs.net/blog/bill-gates-software-architect-of-the-computer-age/

There will be two types of 
companies in the 21st 

Century: those that are on 
the Internet and those 

that do not exist
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1.2. VUCA environment

VUCA

1
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1.2. VUCA environment

VUCA

Figure 1.2. VUCA environments’ challenges
Source: Bennet and Lemoine, 2014
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1.3. Digital consumer factors. From the individual to the hive.

Marketing 4.0

(Kotler, Kartajaya and Setiawan, 2018)

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

Image source: rawpixel.com/freepik
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1.3. Digital consumer factors. From the individual to the hive.

Marketing 4.0

(Kotler, Kartajaya and Setiawan, 2018)

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

From 
exclusive to 
inclusive

Economic power is more dispersed

and inclusive 

Large companies need smaller, more innovative companies to 
continue innovating

Big fortunes redirect some of their wealth through foundations

2
0
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From vertical 
to horizontal

The vertical power structure is giving way to a more horizontal 
force

Citizens are journalists and content creators

Customer trust is driven by the F-Factor (family, friends, fans, 
followers) rather than by corporate marketing communication
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1.3. Digital consumer factors. From the individual to the hive.

Marketing 4.0

(Kotler, Kartajaya and Setiawan, 2018)

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales
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From 
individual to 
social

Power is not held by individuals,

but by social groups

Social approval increasingly influences decision-making (and 
brand image is not always as projected)

Connectivity will be massive

and market behaviour will change
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1.3. Digital consumer factors. From the individual to the hive.

Marketing 4.0

(Kotler, Kartajaya and Setiawan, 2018)

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales
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1.3. Digital consumer factors. From the individual to the hive.

Customer Journey

(Kotler, Kartajaya and Setiawan, 2018)

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

Una caricatura de una persona

Descripción generada automáticamente con confianza media
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2.1. Digital marketing strategies

Consumer journey

Figure 2.1. The new path of the consumer in a connected world
Source: Kotler, Kartajaya and Setiawan (2018)
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2.1. Digital marketing strategies

Customer Journey

(Kotler, Kartajaya and Setiawan, 2018)
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2.1. Digital marketing strategies

SoLoMo

Image source: freepik
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2.1. Digital marketing strategies

Showrooming vs. Webrooming

Research 

Offline

Research 

Online

Purchase 

Online

Purchase 

Offline

Better offers online Information online and advantages 
offline

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales
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2.1. Digital marketing strategies

Showrooming vs. Webrooming

Better offers online

➢ Uses the mobile to learn more about 
the product.

➢ They tend to be young.

➢ Explores prices, processes and shopping 
experiences.

➢ Most consumers use mobile devices to 
search for information about a product 
while they are considering a purchase 
in a physical shop.

Research 

Offline

Purchase 

Online

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

Cyberclick
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2.1. Digital marketing strategies

Showrooming vs. Webrooming

Information online and advantages 
offline

➢ Consumers who search for information 
about a product on their mobiles are 
more likely to end up buying it in a 
physical store.

➢ More than 80% of consumers research 
products on their mobiles before 
buying in an offline store.

➢ They take advantage of the large 
amount of information and opinions 
online, without giving up the personal 
treatment, see and try, absence of 
shipping costs...

Research 

Online

Purchase 

Offline

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

Cyberclick
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2.1. Digital marketing strategies

Inbound marketing

Unknown Visits Customers Promoters

Inbound Methodology

ATTRACT CONVERT CLOSE DELIGHT

Blog
Keywords

Social media posts

Forms
Calls to action
Landing pages

Questionnaires
Inteligent content

Social monitorization

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

Leads
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2.2. Psychological and behavioral phenomena associated with 
the digital ecosystem

Digital consumer

Discriminating person

Arrive at the moment 
of purchase with 

complete peace of 
mind

Moves very well 
between online and 

offline channels

Online to online

ROPO

Offline research

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

Puro Marketing
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2.2. Psychological and behavioral phenomena associated with
the digital ecosystem

FOMO

O

M

O

F Fear

Of

Missing

Out

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

3
7

mailto:iria.paz@urjc.es


Facultad de Ciencias de la Economía y de la Empresa

2.2. Psychological and behavioral phenomena associated with
the digital ecosystem

JOMO

J

O

M

O

Joy

Of

Missing

Out
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2.2. Psychological and behavioral phenomena associated with
the digital ecosystem

JOMO

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales
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2.2. Psychological and behavioral phenomena associated with
the digital ecosystem

Digital consumer neuroscience

(1) THE INTERNET IS OUR EXTERNAL 
HARD DRIVE

GOOGLE…

(2) CHILDREN ARE LEARNING 
DIFFERENTLY

memorizing facts wastes valuable 
brain power

ONLINE EDUCATION…

(3) WE HARDLY EVER GIVE TASKS 
OUR FULL ATTENTION

continuous partial attention ¿GOOD 
OR EVIL?

(4) WE DON'T BOTHER TO 
REMEMBER

(if we can expect to be able to 
access information in the future)

(5) WE'RE GETTING BETTER AT 
FINDING INFORMATION

 the brainpower previously used to 
retain facts and information is now 

being used to remember how to 
look it up

(6) DIFFICULT QUESTIONS MAKE US 
THINK ABOUT COMPUTERS

all we have to do is Google it

(7) IQ IS INCREASING OVER TIME

NOT SURE

(8) OUR CONCENTRATION IS 
SUFFERING

growing difficulty in deep reading

(9) WE'RE GETTING BETTER AT 
DETERMINING RELEVANCE

we spend much time sifting through 
meaningless research

(10) WE'RE BECOMING PHYSICALLY 
ADDICTED TO TECHNOLOGY

DOPAMINE

(11) THE MORE YOU USE THE 
INTERNET, THE MORE IT LIGHTS UP 

YOUR BRAIN

DECISION MAKING AND PROBLEMS 
SOLVING BRAIN AREAS

(12) OUR BRAINS CONSTANTLY 
SEEK OUT INCOMING 

INFORMATION

multitaskers, distractions

(13) WE'VE BECOME POWER 
BROWSERS

comprehension and attention are at 
risk

(14) ONLINE THINKING PERSISTS 
EVEN OFFLINE

your brain remains rewired: a lack of 
focus and fractured thinking can 

persist, interrupting work, family, 
and offline time

(15) CREATIVE THINKING MAY 
SUFFER

in new and different ways

15 Big Ways The Internet Is Changing Our Brain

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

https://www.onlinecollege.org/15-big-ways-the-internet-is-changing-our-brain/
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2.3. Digital consumer neuroscience

Digital consumer neuroscience

Image source: rawpixel.com/freepik
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2.3. Digital consumer neuroscience

Eye-tracking
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2.3. Digital consumer neuroscience

Eye-tracking

https://www.makinggames.biz/feature/use-your-eyes-interaction-through-eye-tracking,7117.html
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2.3. Digital consumer neuroscience

Eye-tracking

https://blog.hostalia.com/doctor-hosting/mapas-calor-scroll-web/
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2.3. Digital consumer neuroscience

Eye-tracking
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2.3. Digital consumer neuroscience

Eye-tracking

Impact 

AND
Usability
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https://neuromarketing.la/2018/03/eye-tracking-4-ejemplos-en-video-y-sus-valiosas-revelaciones/
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Model client-server
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REPLY

Internet

How many people
have seen that page?
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3.1. Introduction to digital marketing analytics

Key terms

Term Description Problems

Hit Request for a page or any other file. One single page can contain several hits (e.g. 
images, videos...)

Log Recount of the number of times a page is 
served.

Several hits on the same page are not counted.
Cached pages are not counted.

Cache Copy of a page made by the Internet 
access provider to deliver it more quickly 
to customers

Cached pages are not counted.

Hit counter Record every time a page is opened.
It consists of a few lines of programming 
that run on the server itself.

It is not possible to distinguish between visits from 
users and robots (bots, spiders, crawlers).
It can hide spam.

5
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3.1. Introduction to digital marketing analytics

Key terms

123.234.345.456 [18/Sep/2020:19:32:23-0400] “GET/pages/mypage.htmlHTTP/1.0” 200 18234 
http://www.thisotherpage.com/asdfg/ “Mozilla/4.03 (Macintosh; I; PPC)”

IP origin Date/Hour Requested file Status

Bytes

Previous page Browser OS
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3.1. Introduction to digital marketing analytics

Key terms

Term Description

Tag Code fragment that is executed when the web page is loaded.
It runs on the client computer and not on the server.
It allows you to check a view page.
It allows to store information on the user's computer to read it later.

Cookie Information stored on the user's computer to be read later.
Allows to know if the visits come from the same device.

Web Analytics Server The third element (apart from the initial server and the client) that stores all the data 
collected through the two previous techniques, such as: time spent on the visit, operative 
system of the computer requesting the page, etc.

Script Source code written in any type of (programming) language.
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3.1. Introduction to digital marketing analytics

Digital analytics

Images source: starline, pikisuperstar/freepik

Behaviour Data Decisions Clients
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Inbound Marketing

https://www.iab.com.uy/iabpedia/glosario-web/#i

5
9

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales

https://www.iab.com.uy/iabpedia/glosario-web/#i
mailto:iria.paz@urjc.es


Facultad de Ciencias de la Economía y de la Empresa

3.2. What is Inbound Marketing

Inbound Marketing

INBOUND MARKETING

OWNED MEDIA

PAID MEDIA

EARNED MEDIA

Image source: freepik
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3.2. What is Inbound Marketing

Inbound Metrics

What is it? How is it measured? How is it interpreted?

Conversion rate

Number of potential or real 
customers with whom an
action or attraction
strategy has been achieved

Conversion rate = users / users
that do the action

Relative success of the action/strategy (by KPI)

Sources of traffic
Origin of website traffic Google Analytics

(Acquisition report)
Origin of the traffic (organic, social network, paid campaign, 
etc.)

Leads
Number of people who
leave contact details, 
download material...

Number of interactions
(likes, comments, shared...)

Effects of a given strategy (visualisation of the impact of 
inbound actions)

Customer rate
Number of clients obtained
by the inbound
actions/strategies

HubSpot It allows to know what works

Lifetime Value
(LTV)

Total benefit produced by a 
client during the entire
time of its relationship with
the brand.

LTV = margin * (retention rate / 
(1 + discount rate - retention
rate)

It is fundamental for measuring ROI. It is a good starting point
for future digital strategies

Customer
Acquisition Cost

(CAC)

Acquisition action costs CAC = campaign costs / new 
clients

Positive indicator if lower than average ticket (one-time 
purchase business) or LTV (recurrent purchase business).
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3.3. Online behaviour and customer experience in relation to 
Inbound Marketing

Customer-centric marketing
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3.3. Online behaviour and customer experience in relation to 
Inbound Marketing

Conversion funnel

Image source: freepik

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales 

Acquisition refers to gaining notoriety and capturing 
the user's interest.

User behaviour when interacting with your business.

Conversion is when the user becomes a customer and 
makes transactions.
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3.3. Online behaviour and customer experience in relation to 
Inbound Marketing

Conversion funnel

Image source: freepik
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TOFU (Top of the Funnel)

MOFU (Middle of the Funnel)

BOFU (Bottom of the Funnel)
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3.4. Strategies and actions aimed at improving the customer 
experience and results of Inbound Marketing campaigns

Content is king

The Valley – Digital Business School (2016)
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4.1. Utility, measurement, and interpretation

Image source: upklyak/freepik
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SEO y SEM
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SE
M Search Engine Marketing

"Actions associated with the research and positioning of a
website in a search engine, with the aim of appearing in
the top positions of search results, which ultimately
increases visits. In Spanish, Search Engine Marketing is
usually related to keyword sponsored links".

4.1. Utility, measurement, and interpretation

SEO y SEM

Image source: upklyak/freepik
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4.1. Utility, measurement, and interpretation

What is it? How do you measure it? How do you interpret it?

Indexation
Number of URLs belonging to your domain
that Google can display within its results.

Google Search Console Growth vs. Decrease.

Keyword Ranking

Terms responsible for improving the
exchange of information between websites
and users.

SEMrush
Google Trends
Google Keyword Planner
Ubersuggest
Keywordtool.io

You display (or not) your content
to the right person.

External links 
(backlinks)

Links arranged in a text that direct the
reader to another site with content related
to what he or she is reading.

Ahrefs
SEMrush

The more people refer to a blog or
site on a certain topic, the more 
authority that site gets.
It can be positive or negative.

Organic
positioning

Boosting organic traffic to produce 
permanent and natural long-term results

SEMrush Organic authority.

Organic and total 
traffic

Number of visits to the website. Google Analytics The more visits, the better..

SEO Metrics
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4.2. Online behavior and customer experience concerning SEO 
and SEM

Customer-centric marketing

https://www.elcolombiano.com/blogs/marketingdigital/tag/triangulo-de-oro
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4.2. Online behavior and customer experience concerning SEO 
and SEM

Customer-centric marketing

https://www.santiagobarrionuevo.com/que-es-el-triangulo-dorado-de-google/
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4.3. Strategies and actions aimed at improving the customer 
experience and results of SEO and SEM campaigns

Optimization of a website

The Valley – Digital Business School (2016)
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4.3. Strategies and actions aimed at improving the customer 
experience and results of SEO and SEM campaigns

Natural positioning for mobiles

The Valley – Digital Business School (2016)
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5.1. Utility, measurement, and interpretation

e-mail marketing
E-

M
A

IL
 M

A
R

K
ET

IN
G e-mail marketing

“Type of digital advertising that displays personalized
messages or advertisements in the user’s e-mail account.
This type of advertising is regularly carried out through
newsletters and other forms o commercial communication
via e-mail. The advertisements can have different formats,
such as links, text, images, and/or video.”

https://www.iab.com.uy/iabpedia/glosario-web/#e
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5.1. Utility, measurement, and interpretation

e-mail marketing
SO

C
IA

L 
M

ED
IA social media

“Social networks, in the virtual world, are sites
and applications that operate at different levels –
such as professional, or relationship, among
others – but always allowing the exchange of
information between people and/or companies.”

https://www.rdstation.com/es/redes-sociales/
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5.1. Utility, measurement, and interpretation

e-mail marketing metrics

Image source: freepik

What is it? How it is measured? How it is interpreted?

Opening rate

Number of people who open your campaign 
emails.

Opening rate = (opened emails / 
sent emails) * 100

Effect (positive or negative) of the 
subjects you choose for your emails 
(which should stimulate clicking).

Expected 
conversions

Number of people who have completed a 
desired action (subscribe to a channel, start 
a free trial, download a material, complete a 
transaction...)

Conversions = (completed 
actions / visits) * 100

Effectiveness

Subscription rate
Number of users who have subscribed to 
your newsletter after a promotion.

Subscription rate = 
(subscriptions / sending) * 100

Effectiveness

Bounce rate Indicates email addresses that do not exist.
Bounce rate = (bounced emails / 
sent emails) * 100

It allows you to determine if you are 
following the best email marketing 
practices.

Unsubscribed rate

Number of people who unsubscribe from a 
newsletter or email list.

Unsubscribed rate = 
(unsubscribed users/ users that 
had received the email) * 100

It helps to understand if the 
frequency, quality of content, type of 
communication or design are being 
detrimental to your strategy.
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5.1. Utility, measurement, and interpretation

social media metrics

Image source: freepik

What is it? How it is measured? How it is interpreted?

Scope
Number of people who have seen a 
publication.

Number of people who have seen a 
publication

Also include users who are not part of 
your digital community

Engagement

Level of commitment of a user to any 
publication during a given period

Number of interactions (“likes”, 
comments, number of shares, 
mentions...)
Engagement = ((likes + comments + 
shares) / amount of fans) *100

Consolidation of the brand

Click Through Rate 
(CTR)

Click rate

Number of clicks obtained in relation to 
the number of impressions.

CTR= no. of clicks / no. of views If it is low, there are few clicks with 
respect to the number of impressions, 
so its cost will be higher

Social media 
referral traffic

Amount of visits to the website that 
come form social media

Google Analytics Effectiveness of the social media 
campaigns
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5.2. Online behavior and customer experience concerning email 
marketing and social media

Customer-centric marketing

Image source: freepik
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5.3. Strategies and actions aimed at improving the customer experience 
and results of email marketing and social media campaigns

e-mail marketing

The Valley – Digital Business School (2016)

Data Base

No spam

Attraction vs. Loyalty

Target

The subject

Sending time
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social media

The Valley – Digital Business School (2016)

5.3. Strategies and actions aimed at improving the customer experience and 
results of email marketing and social media campaigns

Real Time Content

Second Screen

Hypersegmentation

Customer service
Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales 
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6.1. Utility, measurement, and interpretation

Mobile marketing and apps
M

O
B

IL
E 

M
A

R
K

ET
IN

G Mobile marketing

"It is the use of mobile technologies for marketing
and sales solutions: mobile advertising, SMS, MMS,
App development, content sales, etc."

App (Aplication)

"Software developed for mobile devices."

Image source: freepik

https://www.iab.com.uy/iabpedia/glosario-web/#m
https://www.iab.com.uy/iabpedia/glosario-web/#a
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6.1. Utility, measurement, and interpretation

Mobile marketing and apps

Image source: freepik

What is it? Hoe do you measure it? How do you interpret it?

Downloads

Amount of people downloading you app from a 
certain origin

It allows you to buy different channels 
and see which ones are giving the best 
results.

Time spent in the
app

User interaction with the application. Time users spend in the app 
(per month, per week, per 
day...)
Another option:
Total time / no. of sessions = 
average time in each session

If the results are not satisfactory, we 
will probably have to review the 
usability of the app.

Cost per installation

How much it costs to recruit a new user. Total cost / no. instllations To evaluate whether or not the data is 
satisfactory, we must consider the 
benefits we expect to obtain from 
each facility.

https://www.cyberclick.es/numerical-blog/las-23-metricas-mas-importantes-en-marketing-digital
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6.2. Online behavior and customer experience concerning mobile 
and apps

Customer-centric marketing

Image source: freepik
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6.2. Online behavior and customer experience concerning mobile 
and apps

Customer-centric marketing

Image source: macrovector/freepik

Iria Paz Gil – iria.paz@urjc.es – @socialesydigitales 

1
0
3

mailto:iria.paz@urjc.es


Facultad de Ciencias de la Economía y de la Empresa

6.2. Online behavior and customer experience concerning mobile 
and apps

Customer-centric marketing

https://www.youtube.com/watch?v=aCcnCSWOk0A

https://www.initcoms.com/que-es-mobile-first-posicionamiento/
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6.3. Strategies and actions aimed at improving the customer 
experience and results of mobile and apps campaigns

mobile and apps

Context

Transactional

Multidevice
The Valley – Digital Business School (2016)
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Advergaming

interactivity

connectivity

player's 
perspective

freedom of 
movement

game genre
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7.1. Utility, measurement, and interpretation

e-commerce
E-

C
O

M
M

ER
C

E e-commerce

"Platform that allows the purchase and
sale of products or services through
electronic means.”

Image source: fullvector /freepikThe Valley – Digital Business School (2016)
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7.1. Utility, measurement, and interpretation

e-commerce

Image source: fullvector/freepik

What is it How do you measure it How do you interpret it

Web traffic

Number of people who visit your e-
commerce.

You can measure it according to traffic 
sources, keywords, active campaigns and 
percentages of new or recurring visitors.

Possible sales.

Cost of sales
How much it costs the company to 
sell each of its products.

It depends on the type of company, but 
production costs and inventory quantities 
are needed.

It allows for greater control over 
assets and budgets.

Cart abandonment
rate

Percentage of buyers who 
abandon their visit after adding 
products to the cart.

Cart abandonment rate = (abandoned 
purchases / initiated purchases) * 100

It helps uncover errors in shipping 
costs, hidden fees or misleading 
prices.

Average order value
(AOV)

Average amount of money each 
customer spends on your e-
commerce

Average order value = revenue / number 
of purchases

If you want to raise your income, you 
must know how much your users are 
spending and how to raise this figure.

Cancellation rate

Number of customers who stop 
buying at your store during a given 
period.

It is measured according to a determined 
period of time.

It allows you to recover old customers 
and rethink your promotional actions.
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7.2. Online behavior and customer experience concerning e-
commerce

Customer-centric marketing

Image source: freepik
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7.3. Strategies and actions aimed at improving the customer 
experience and results of e-commerce campaigns

e-commerce

e-commerce strategies

e-commerce marketing

Mobile first

User centric

Social commerce
The Valley – Digital Business School (2016)
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8.1. Visualization of KPI's according to the objectives

What is a dashboard?

The Valleypedia

Image source: slidesgo/freepik
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard

Target Screen size
Loading

time
Hot spots

Panels and 
colours

Interactive
elements

Design
Pop-up 

texts
General 
cleanup

Trials

Source: Tableau (Cyberclick, 2018)
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8.1. Visualization of KPI's according to the objectives

SEO

Image source: upklyak/freepikCyberclick (2020)

Positioning changes→ Position of 
your site on the Google results page 
(keywords)

Traffic types→ Optimization of 
campaigns (origin of clients)

Page loading speed→ Bounce rate
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8.1. Visualization of KPI's according to the objectives

Inbound Marketing

Image source: freepikCyberclick (2020)

Incoming links → Reputation + 
search engines

Organic traffic→ Origin (by
contents)

Conversion rate→ Atraction + leads
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8.1. Visualization of KPI's according to the objectives

e-mail marketing

Image source: stories/freepikCyberclick (2020)

Subscriptions→Monitoring
(amount, quality…)

Unsubscriptions→monitoring
(strategy)

Opening rate→ Optimization
(message’s subjetc)

Click rate→ Value (for the client)
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8.1. Visualization of KPI's according to the objectives

Social Media

Image source: freepik

Impressions→ Scope (allows 
calculation of CTR)

Clicks→ Effectiveness (content)

Comments→ Involvement and 
interaction (community)

Cyberclick (2020)
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8.1. Visualization of KPI's according to the objectives

e-commerce

Image source: fullvector/freepikCyberclick (2020)

Traffic sources→ Origin (visits)

Average order amount→ Strategy
(value conversions)

Abandoned carts→ Improvement
of results

ROI → Objectives
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8.2. Segmentation of decisions according to the phase of the 
funnel

Funnel

Image source: Davidzydd/freepik

TOFU (Top of the Funnel)

MOFU (Middle of the Funnel)

BOFU (Bottom of the Funnel)
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8.2. Segmentation of decisions according to the phase of the 
funnel

Sociotecnographic Segmentation

CREATORS

CRITICISTS

COLLECTORS

MEMBERS

SPECTATORS

INACTIVES

They publish web pages
Publish or maintain a blog
Uploading videos to the network

Comment on blogs
They value in posts or in contents

They use RSS
Classify websites

Registered in social networks

Readers in blogs
Watch videos
Watch/listen to podcasts

None of the above
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