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CUSTOMER EXPERIENCE ANALYTICS:

The next-best thing to reading
your customer’s minds
If you knew exactly what your users wanted, you could just give it to them. That would be
easy. You’d enjoy a huge amount of success, and your profit margins would be enormous
because you wouldn’t have wasted a dime on developing anything that your customers
didn’t immediately love. The catch is figuring out what customers truly want. Sure, you can
conduct surveys and run focus groups, but the results might not be reliable. Here are three
of the most common reasons why you shouldn’t always base decisions just on what users
say.

3—

• People are emotional and likely to respond based on their current feelings, so when you
ask them to complete a short survey after they’ve just waited twenty minutes for
customer support, their answers will probably be more negative than at another time.
• Most people aren’t good at imagining something new. Ask them if they’d like a new
feature, and they probably won’t be able to imagine using it, and may even say they
would hate it. That’s what customers told Facebook when it added the News Feed
feature years ago. People even created groups where they vented about their dislike of
News Feed, which ironically gained popularity because of the News Feed. With so much
public pressure and criticism, Facebook had to make the decision to keep the new
feature or abandon it. Facebook discussed changing News Feed—but when the
company looked at usage data, it saw people were using Facebook more since the
launch of News Feed and were becoming more engaged with their friends’ posts and
activity. Facebook paid attention to the event data and ignored the naysayers. It kept the
feature, which dramatically increased engagement and usage of Facebook.
• Everybody wants to look good, even on an anonymous survey. If you want to know your
customers’ habits, don’t waste time asking them. If there’s a possibility that one answer
is “better” than another, they won’t tell you the truth. For example, in a recent British
survey, almost 60 percent of respondents said they flossed regularly, but UK sales of
floss indicate the true figure is more like 5 percent. So ask, if you’d like, but know that
you’ll hear claims like, “Oh, no, I only spend about five minutes a week on Facebook. And
never at work.”

To truly understand your users, don’t just listen to what they say. Turn off the sound and
understand their actions. They’re interacting with your brand across various touchpoints
without a sense of being observed, and their actions reliably reveal what they truly want,
need, or don’t like. Scuba Analytics' customer experience solution does just this; it provides
the tools you need to understand how your customers behave across all mediums, and how
they’re using your products. Scuba takes away the complexity and the mystery of
understanding exactly what users truly want, need, or don’t like - and it all starts with
studying their actions in what’s called “event data.”
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UNDERSTAND WHAT’S IN YOUR EVENT DATA:

You will be able to read
customers like they’re an
open book
An event represents any action or interaction that happened in a discrete moment in time.
Event data is a continuous stream of actions that reveals the patterns of events that people,
products, and machines make over time. Event data is commonly stored as clickstreams,
logs, sensor data, call detail records, and more. It’s easy to identify event data: it has a
timestamp, an entity performing an action, and attributes of that action. Every piece of
event data has context and, reviewed over time, tells a story.
For example, every transaction on an e-commerce site may include a supplier, a vendor, a
shopper, and a third-party payer (credit card company, PayPal)—each with its own
attributes—any of whom may participate in a given event during the transaction.
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Each piece of event data can have hundreds of attributes that describe each action and
entity, and can encompass multiple entities. Attributes associated with event data
contribute to the richness of the data and contain vital information businesses seek to
comprehensively understand their users and their business. The timestamp and entity
columns answer questions about when things happened and by whom. By analyzing events
over time, you can identify the patterns and trends that reveal behavior and usage. These
data points are the building blocks of an important type of analysis called customer
experience analytics.
For example, product and growth teams use this information to learn about their
customers, which informs them of ways to better attract and communicate to customers.
Specifically, product managers rely on event data to see how products and services are
used, where there are shortfalls and identify areas for improvement.
In today’s digital economy, event data is the fastest growing and most important data for
businesses. Imagine a wearables company with hundreds of thousands of devices in the
market, each generating thousands of rows of event data daily. The company probably
needs to analyze event data from other sources too: maybe from GPS systems, social media
sites, or website interaction records, to name just a few other potential sources of event
data. You can see how all this can quickly add up to trillions of rows of events in just a short
amount of time.

Event data is the foundation of customer experience analytics and
accurately reveals what users truly want, need, or don’t like.
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START MAKING SENSE:

Look at your event data with a
view to answering your
questions
Now that you know what event data is, we can start to explore how to perform customer
experience analytics using Scuba to start asking questions about users.
For example, you might start by asking what happened on your e-commerce site in the runup to some important date, like Valentine’s Day. Let’s say you ran a promotion for people
who had been on an online dating service within the past year, so you create a cohort of
users who qualified for that promotion. Looking to generate insights, you start segmenting
that cohort further by attributes you picked up from the dating service, including age group,
income, and region. To figure out whether any of those attributes correlate to actions that
influence conversion, you create cohorts for each attribute and build a funnel to see how
close each user came to conversion. You might use session analysis to see who actually
came to your site, how long they stayed, how many pages they viewed, and which pages
seemed to interest them most. You might create a new metric, for example, which captures
the ratio of time the user spends on the dating site every week and compares it to how long
he or she spends on your site.
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This brief example shows how you might start exploring the deluge of event data and
uncovering insights. But don’t be intimidated. While it sounds very complex, it can be quite
easy when you have the right solution.
The fundamental components in the example above are cohorts, metrics, sessions, and
funnels. They are the building blocks of behavior analytics. Scuba has made using these
components easy by eliminating complicated query languages and providing users with a
visual, interactive, and intuitive interface. Everything is done using pre-built features and
guided wizards, so questions are built using drop downs and typeaheads, not code. Scuba
retains all the flexibility and freedom complicated query languages afford; we just made
asking questions more intuitive and accessible.
Behavioral questions may be simple or complex, but you don’t want your customer
experience analytics solution choosing what questions you can ask. You want complete
freedom to build queries that can answer any question, across any dimension. Since Scuba
doesn’t place limits on the number of filters or features that can be combined, you can
build on each question to create increasingly complex queries. Drill down and cohort users
in ever-more specific groups, apply custom metrics, and run the results through a funnel.
Every time you get back an answer that seems interesting, you can explore it further, asking
additional questions, all with a goal of creating an even more effective promotion next
Valentine’s Day.
And don’t be surprised if you suddenly look up from your screen to see that you lost track
of time because you were so fully engaged in asking questions and getting answers. That
happens to Scuba users when they are in the zone because asking questions and getting
answers is a fast and iterative process. But before you get started, let’s dig deeper into each
of these components.
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Group similar users together in Cohorts
Cohorts help you explore the many ways different groups of users engage with and use
your product or service. Use cohorts to segment groups of users and then go deeper to
create sub-cohorts based on characteristics you choose, such as demographic information,
channel, retention rates, conversion rates, or type of actions taken over time. Cohorts help
you determine the impact of new ideas or features, see what sticks, and answer other
usage questions.

Measure what matters to you with Metrics
To answer questions that relate to statistics, ratios, or measurements about users’ behavior,
create your own precise, customizable metrics. Get creative: look at metrics that correlate
exactly to your industry, users, and line of business. You can isolate in a metric the events
your users create as they interact with your products and services, then apply ratio metrics
to any unit of analysis you choose. Activity metrics enables you to track emerging trends
and how they shift over time, and if you see something intriguing, you can always use
additional metrics to dive into users’ actions per session.
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Be a fly on the wall for the duration of each
Session
Define a session—such as the period between login and logout—and you can see all the
actions users take and all the events that occur during that time period. For example, you
can look at how long people stay on a certain page, or how much time they spend logged in.
You can also take a step back from what happens within a session, and take in the bigger
picture of session frequency to analyze the amount of user activity by the week, day, hour,
or month.

Find out who completes the path you’ve laid out—
or where they step off—using Funnels
Funnels track the steps users take through a predetermined flow and provide a visual
representation of how users convert, get off-track, or drop off the path that you’ve laid out
for them. They show you how users interact with your products and services, how long they
stay in each step of a flow, and what happens between steps. You can explore subpopulations within a funnel or a combination of funnels to unearth granular information on
how users change as they interact with your product or service and understand what
influences your users to complete a flow. You can also monitor users over time with multivariable funnels.
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Get the right answers by
asking the right questions
It’s sometimes hard to know what to look for, but customer experience analysis with Scuba
helps you start. Whether you have a general curiosity about your users and how they
interact with your business, or just want to start exploring the data to see what stands out,
Scuba makes it easy to explore specifics of conversion, retention, engagement, or root
cause. Here’s how you can get to work in Scuba using cohorts, metrics, sessions, and
funnels.
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Cast your net wide
Take a fresh look at your business and its opportunities by getting creative and curious with
the data. Slice and dice data with ad hoc queries, conduct unstructured research,
experiment, and build flexible cohorts on the fly to drill down, glean insights, look for “magic
metrics,” and pursue hypotheses until they play out or pay out. The insights you gain could
deliver entirely unexpected benefits for your business.
For example, you might want to explore cohorts and sub-populations within a session using
a combination of funnels and metrics to understand what your niche users are up to. Leave
nothing behind as you discover and explore all the way down to row-level detail.

Convert browsers into buyers
What turns someone who’s “just looking” or checking out a “free trial” into someone who
signs up and pays for your product or service? Find out using conversion analysis. This
involves tracking your onboarding flows, registrations, memberships and subscriptions and
maybe slicing out conversion metrics for KPIs, shopping cart/checkout, or converting
freemium to premium.
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You’ll likely want to run multiple iterations to go beyond top-level funnels. Dig deeper into
the details and ask additional questions, such as how long it takes for a user to convert or
how many site visits he or she makes before converting. You might find it helps to isolate
cohorts of users at any step of a flow and create metrics to explore questions such as why
certain users took longer to convert or didn’t convert at all. Combine funnels with cohorts
or metrics to see if the funnel changes across different dimensions or use funnels to define
other insights for more in-depth analysis.

Keep your best customers
For most businesses, keeping users is as important as acquiring new ones. There’s always
churn, but customer experience analytics with Scuba helps you look beyond churn rate to
understand why users are staying or straying. Turn to retention analysis to analyze your
renewal and churn rates, resurrection, customer loyalty, active use, and product testing.
Insights gleaned from retention allow you to take action to build a dedicated user base,
attract new customers, and increase engagement.
To get started, set up cohorts and start comparing them over time to understand what
customers like and what they don’t. Their actions will tell you how or why they disengage
and how often they re-engage, so you can identify what drives them to return, which users
return, and why. Form cohorts of users to identify characteristics that influence which users
become loyal and which are fickle. Furthermore, you can drill into an individual’s journey
from a cohort to understand characteristics and actions in more depth.
Is an event about to happen that could lead to churn? Get ready to figure out the
characteristics of those who are churning or renewing. Create funnels with specialized
metrics to track subsequent actions, and take advantage of flexible cohort and funnel
features to drill down into multiple views of different cohorts.
To maximize your organization’s profitability, you don’t necessarily want to retain every
customer. It’s more important to identify the minority of users who generate the majority of
your organization’s value.

Here too, creating cohorts can help, by enabling you to identify who contributes
the most revenue, and gain insights into ways to convert more users to VIPs.

Get “sticky”
In the context of customer engagement, “sticky” is good. You want to create a more valuable
and long-term relationship, one in which users come back often and stay longer. Figure out
whether you’re successfully building that engagement by understanding the frequency and
depth of how users interact with your products. Use engagement analysis to reveal the
deeper meanings and patterns of active hours/days per user, characteristics per session,
activity per user and per session, the frequency of feature or service use, and users’
characteristics and demographics.
By studying the features or behaviors that increase engagement, you can develop products
and services that better meet the needs of your customers. For example, if you cohort
users by multiple dimensions of engagement, you can gain insight into what kept users
more or less engaged. Then, leverage that insight to create strategies to increase the activity
of less-active users. You can also combine metrics using cohorts, funnels, and sessions to
build a comprehensive picture of engagement behavior. Specialized metrics—such as the
number of times a feature is used over time—correlate a variety of per-session metrics to
provide a deeper understanding of your ability to hold a user’s attention or get them to
perform intended actions.

Go deeper, from “what happened” to “why”
It’s good to know what’s happening, but it can be even more important to understand why
certain events occurred. Use root cause analysis to figure out why something did (or didn’t)
happen, for example, by debugging, studying performance analysis/bottlenecks, identifying
and understanding outliers and raw user traces, and drilling down into your data. Once you
identify the root causes of events, you can develop a prescriptive plan to encourage or
discourage the right actions.
To identify patterns that will help you accurately and quickly diagnose the situation, iterate
on questions using cohorts, funnels, sessions, and metrics. Quickly drill down and slice and
dice across dimensions like “state” or “customer type” to see the impact on cohorts of users.
You might want to cohort users by behavior rather than just characteristics to prevent or
quickly diagnose issues. Reveal anomalies by drilling into outliers using complex metrics.
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Make investigation easy—and
fun!—with Scuba
Tools for segmenting data and analyzing behavior have been around, in some form or
another, for years. But they’ve been so complex that only technical experts and data
scientists could work with them. Business users had to ask the experts to run queries
against the data and often had to wait days or even months for answers. After so much
time had passed, the question—and the long-awaited answer—were sometimes no longer
relevant.
Scuba changes all that with a visual query builder that makes it easy for non-technical users
to ask questions themselves, eliminating the cost and delay of having technical experts
write long and complicated queries. It helps business users create metrics through a
dialogue box that makes recommendations based on what is measured and adapts to the
flow of what is tracked.
Once Scuba helps users build their queries, it shows its behind-the-scenes power: Scuba is
the only customer experience analytics solution for event data that scales up to analyze
trillions of records and provide answers in seconds. You can scan your entire dataset in one
comprehensive single pass and get your answer immediately.
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Scuba’s combination of unprecedented speed and ease of use transform data analysis,
making it fun and intuitive. Everyone in the company now gets to play with data, asking
questions and immediate follow-on questions for fluid, intuitive, ad-hoc exploration and
discovery that draws insight from trillions of events. You might reach unexpected and deep
insights now that you can quickly drill down and slice and dice data to easily iterate on
questions, one after the other. For straightforward questions, you can quickly get answers
to conversion, usage metrics, retention, engagement and more with a few short clicks using
behavior-based tools like cohorts, funnels, and sessions. And don’t let fear of making a
mistake hold you back: “breadcrumbs” make it easy to go back and redirect questions, so
it’s impossible to ask a “wrong” question.
With Scuba, you can at last find out what your customers truly want—and start using that
information to build the success of your business, with informed decisions that increase
conversion, deepen engagement, and maximize retention in products and services.

Scuba as a managed service
provider
Scuba is a managed service provider, meaning that when you and your team enter into a
partnership with Scuba, you’re getting a dedicated team of expert account managers and
solutions architects that proactively help you maximize behavioral analytics insights.
If you’re interested in learning more about how other companies—including Salesforce,
Microsoft, Bleacher Report, Comcast, Asana, and more—have used Scuba to gain insights
into their customers’ behavior, click here.
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Start finding out how Scuba
can help you discover what
your customers think and do.
Request a demo
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