IBM Tivoli Web Site Analyzer Target Audience

Decision Makers

Webmasters – Need to measure and optimize usage rates and report back to CIO and LOBs.  Manage day-to-day Web site content operations ensuring links are operational; verifying site integrity; identify missing content; targeting/updating/adding/deleting content; understand referrals and search usage.  
Feed Web site performance problems to IT operations.  
Interact with Business Analysts who govern e-campaigns and online advertising activities.
Significant influencer of sale

IT Operations Managers – Responsible for overall management of IT resources.  
Set hardware, network, and software strategies based on corporate need and budget considerations.  From a system management perspective must do more with less.
Major influencer of sale – most often the decision maker (if technology based) although this is shifting to Business Analysts

eBusiness Market Analyst – Track visitor traffic and customer trends; understand navigation patterns, visitor behavior and overall site effectiveness (the Web) as a channel.  
Determine the most appealing product & solutions to offer.

Significant influencer if benefit or ROI is evident during the sales cycle or PoC

Reports up to VP of Marketing (VP of LOBs)

Online Sales Analyst – Increase Web sales; increase browser to buyer ratios. Understand what makes a successful campaign and turn this into best practices. Plan and execute e-campaigns.

Significant influencer if benefit or ROI is evident during the sales cycle or PoC
Reports up to VP of Sales (VP of LoBs)
CIO and IT strategy specialists – Need to understand the usage of their Web site - content and structural integrity (policy conformance, page sizes, broken links) and improve site performance (Web traffic, server availability, response times, down load times.) Online marketers know that they need to do more than simply measure click-through rates and loosely defined hits.  Marketing professionals and analysts need to see the business impact, the business view - registration, download activity for products and product popularity for example. These individuals require metrics that allow them to profile users and segment them to deliver more personalized targeted and successful campaigns.  These metrics include search engine analysis, entry and exit points, referral sites, Web site traffic, page analysis, site and customer navigation paths etc.

Type of Customer

All Large Enterprise (1,000+ employees)

Middle Market Customers

E-businesses of all sizes

Organizations who have an interest in detailed Web site analytics - - visitor trends and preferences, visitor traffic, site content, site structure, site usage and site performance, and e-campaign analysis.
Customer Characteristics & Business Needs

In the current interactive environment, businesses need to monitor their Web site for more success than ever before.  Not only do they need to measure and optimize Web usage rates, but they have to verify the site’s integrity, track the user’s visit traffic and customer trends, and understand navigation patterns.  The main goal is to increase Web sales, by increasing browser to buyer ratios and provide ROI back to the company.  
Customer’s business needs are:

· To understand Web traffic, Web structure, Web content and Web server performance.

· To discover what Web visitors are actually experiencing. 

· To measure e-business success.
· To increase Web site ROI through Web sales.
· To measure and optimize usage rates and report back to CIOs.
· To ensure links are operational and maintain site integrity.
Key Verticals

Enterprise and Mid-Market customers – LOB & C-level Audience with a portion of their business on the web – Any business will be interested in understanding the usage information of their Web site - from content and structural integrity, as this information affects their bottom-line revenue.  If there are broken links on their site, they see it as a sale not closed.  If the server is completely down due to problems with performance (i.e., too many people currently on the site and it won’t allow for another person to enter), it means a loss in awareness and revenue.  They need a solution that can help their IT team ensure Web site performance, server availability, rapid response times and down load times.  They are looking for explanation as to what provided revenue to their site, for example, advertising and marketing results of their campaign.  Online marketers know that they need to do more than simply measure click-through rates and loosely defined hits.  Marketing professionals and analysts need to see the business impact, the business view - registration, download activity for products and product popularity for example. These individuals require metrics that allow them to profile users and segment them to deliver more personalized targeted and successful campaigns.  These metrics include search engine analysis, entry and exit points, referral sites, Web site traffic, page analysis, site and customer navigation paths etc.
Financial Institutions – With the state of affairs today (online banking, competition globalization, etc), a financial institution must be willing to reach their customers wherever they are around the world.  Since competitors are just about everywhere, customer satisfaction is key to the financial institution.  If their competitors are improving their Web site to include online banking, they must follow pretty much instantaneously.  Therefore, a solution that can help make Web site changes and improvements in real-time to respond to the changing marketplace is an advantage.  Financial institutions need to analyze their Web site traffic to gain insights about customer behavior, enabling them to respond to customer needs and increase customer value to the institution.  
e-businesses and Net Generation –  e-businesses need to understand the usage of their Web site – its content and structural integrity to improve site performance and their bottom-line revenue.  Every e-business has a Web site, and their success in the on demand world depends on how efficiently visitors can use and navigate their site as well as how technically sound and error-free the structure and content is.  They need a solution that can help them achieve an accurate and detailed analysis of their Web site activities, enabling them to transform random Web data into valuable e-business intelligence. As a result, they would be able to accurately evaluate trends and make proactive decisions to manage the entire e-business infrastructure better. 

