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Visitor Interaction Profiling™

Do you know the most important VIP in your business?
The Customer.
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FEATURE SPOTLIGHT

BETTER CUSTOMER UNDERSTANDING LEADS THE VISITOR INTERACTION PROFILE ADVANTAGE
TO BETTER CUSTOMER ENGAGEMENT
Visitor Interaction Profiling™ (VIP), a feature of the Omniture

Today’s savvy online consumers require a more SiteCatalyst® platform, allows users to enrich VIP profiles with both online
personal, relevant, and meaningful experience. and offline data sets, to gain a more thorough and holistic profile of site
The ability to communicate and conduct busi- visitor behaviors, motivations, needs and desires.
ness in a more personal manner is now critical to
meeting customer expectations. Assembling cus- Armed with this information, companies can easily tailor program
tomer profiles containing a variety of data types strategies to ensure relevant and targeted engagements. This provides
can eliminate biases and incorrect assumptions, consumers with a more humanized, relevant and satisfying experience. In
and provide a more robust portrait of site visitors. today’s changing environment, it could make the difference between loy-
Yet, companies are struggling to bring together alty to your site over a competitor’s.
online and offline data to create a holistic view of
the consumer. KEY CAPABILITIES INCLUDE

* Atomic level data. Provides complete and accurate data at the granular
, ’ level that has eluded marketers relying on older macro profiling tools.

* Lifetime Visitor Profiling. Since behaviors can change from visit to visit,
"The insight we provide through the ability to capture, organize and classify behaviors and patterns over

the lifetime of an interaction versus a single visit snapshot provides a truer

. , .. .
Ommtu re's VISITOI’ Interaction picture of the motivations, attitudes, and potential value of each visitor.

Proﬁling has become a strategic * Xographic Profiling. Most profiles rely on a limited number of data
link between ma rkeﬁng and sales. sets. However, with Xographic Profiling, any combination of available
N b d deli . data types can be used to pinpoint specific profiles and actions. Use

Ow we can go beyon elivering behavioral, attitudinal, sociographic, demographic, technographic, and
a generic list of leads and provide psychographic attributes.
insight into the online behavior ikl o, Eomie e s bobovoraf o,
of prospects,” said Ross Jenkins, terns and trends. '
senior strcntegic marke’ring cmculys’r, * Corporate Profiling. Associate a visitor with a company to gain a more

Ciena. “This is for real: this is how macro understanding of their business motivations.
: / * Nomadic Profiling. In today’s world, visitors utilize a variety of devices,
we connect the dots.” locations, and sessions to access information. VIP allows you to pool
behaviors from all of those sessions to create one overall profile.
* Behavioral Targeting Integration. Profiles can be automatically pub-
lished to behavioral targeting technologies for remarketing efforts or
enhanced in-session interaction.

KEY CAPABILITIES INCLUDE

* Provides visitors with a more humanized and relevant experience.

* Allows you to better understand site visitors.

* Brings together any combination of data sources to create the accurate
rich and granular profiles.
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LEADER IN ONLINE BUSINESS OPTIMIZATION SERVICES

O M N |TU RE® AMERICAS: EMEA OFFICE: APAC OFFICE:
550 East Timpanogos Circle Quatro House W22F Shibuya MarkCity
IS S s Orem, Utah 84097 Lyon Way 1-12-1 Dogenzaka Shibuya
1.877.722.7088 TEL Frimley, GU16 7ER Tokyo, Japan 150-0043
. 1.801.722.7001 FAX United Kingdom +81.03.4360.5385 TEL
WEB: www.omniture.com 144 870 734 5678 TEL
EMAIL: sales@omniture.com +44.870 734 5679 FAX

ABOUT OMNITURE Omniture, Inc., is a leading provider of online business optimization software, enabling customers to manage and enhance online,
offline and multi-channel business initiatives. Omniture’s software, which it hosts and delivers to its customers on-demand, enables customers to capture,
store and analyze information generated by their Web sites and other sources and to gain critical business insights into the performance and efficiency of
marketing and sales initiatives and other business processes. In addition, Omniture offers a range of professional services that complement its online services,
including implementation, best practices, consulting, customer support and user training provided through Omniture University. Omniture’s customers include
eBay, AOL, Wal-Mart, Gannett, Microsoft, Oracle, GM and HP. www.omniture.com.
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