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How to Present
Contentsquare Insights

A practical guide to
communicating Contentsquare
data effectively



How to Use This Guide?

Have you ever found it challenging to translate the colourful and
dynamic visualisations of Journey Analysis into your PowerPoint?

Do you often wonder how zoning data can be made easily digestible
for your internal stakeholders?

Have you ever found a great session replay but couldn’t include it into

your deck?
Then this guide is for you!

Learn all the tips and tricks to turn your Contentsquare insights into a

sleek and compelling presentation.

Page 3 introduces quick guidelines for presenting data, from
organizing your data to building a storyline and making a compelling

presentation.

Pages 4-6 shift the focus from conceptual to practical by providing an

overview of key visual capabilities of different Contentsquare modules
and highlighting some steps you can take to author compelling

visuals and communicate your analysis more effectively.

Pages 8-10 focus on the application of the different concepts through

comparing different data visualization examples.
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Data Visualization
Checklist

Focusing the Message

Have one key message per visual, table or slide

To summarize main finding use 6-12 word descriptive titles

Have Executive Summary slide summarizing key actionable information

Have the key points standing out (e.g, relying on different color to highlight key
insight)

Organizing your Data

Remove any mental steps or calculation the viewer would need to perform to
obtain the main message (e.g., using hard to grasp fractions, ratios, prabilties
etc.)

Make a link between the insights and the graph (e.g., separate the insights in
numbered bullet points with each number corresponding to a highlighted part
of your graph)

Build on each insight so there’s a sense of progression (e.g., by using visual
guidance such as arrows, numberring etc.)

Present/Highlight only data points that are relevant to the audience/the
analysis (additional data can be added in an Appendix).

Add useful signposts to provide necessary context (e.g., Journey analysis

legend, date range/segment details, highlighted metric etc.)



Data Visualization
Checklist

Delivery

Start by appealing to the audience. Have a clear understanding of your
audience, their needs and expectations

The purpose of your presentation is to convey a clear message by telling a
simple story. Make that story overly clear. Structure your analysis and slides so
they're easy to follow

End by appealing to your audience. They should feel like they've learnt
something. What is the most useful thing to leave them with (e.g. mock-up to

urge them to act)



Journey Analysis

Journey Analysis allows you to visualize your site journeys to identify how your
users navigate the site and why they leave the site (e.g. high bounce rate,

looping behavior, etc.).

Journey Analysis Top Tips

Many users leave the site after the Promotional page
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OBSERVATIONS

(1) Around 5% of the users will reach the
Promotional page after landing on the
Homepage. Majority leave straight after.

(2) More than 30% of the users that land on
the Promotional pages will successfully reach
the Checkout.

RECOMMENDATION

- Consider making the campaign banner more
prominent

1. Highlight specific journeys using the ctrl key on your | s

keyboard and hovering over the pages, or by circling

the key journeys

2. Highlight the context of your analysis (e.g., segment, LFJ

device date range, etc.)

3. Copy and paste the legend

Click to download Journey Analysis template
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https://uxanalyser.zendesk.com/hc/article_attachments/4415270312082/Journey_Analysis_Template.pptx

Page Comparator

Page comparator helps you compare your pages’ key metrics and
identify how many users bounce, convert and engage with your site.

Page Comparator Top Tips
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Users in the Control condition scroll more but convert less
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Copy and paste the Analysis Context
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Click to download Page Comparator analysis template
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https://uxanalyser.zendesk.com/hc/article_attachments/4415270308498/Page_Comparator_Template.pptx

Zoning Analysis

The Zoning Analysis helps you understand how users interact with
the elements on your page. You can quickly visualize the attraction,

engagement, or visibility of any page element.

Zoning Analysis Top Tips

‘Recently Viewed' content outperforms the ‘Recommended

products’

AL/WVQ-L
Users generate more revenue per o e e
lick and ttracted t
‘Recently Viewed' content i
_ M | = wa
Recommendation ! " I |
I
Swap these elements around on the 2 I“ 1 1 ‘\“:
page to maximise revenue potential —— : W@%— : 1 SDE/T?O‘ |
I __,_;,"_,_,,__ I i e :
- . - T
Attractiveness rate Revenue per click
S~
1. Build out your insights using multiple met
I" d Clear’
| 1
. . . . . . . I !
2. Use visualisation tricks (e.g., highlighting the KPIs, ! e !
. . . . . 77ﬁ S |
greying out irrelevant data points, zooming in on g i :
o pe L] e g I Adidos Orignaks Gasste Vidioge:
specific zones) to draw attention to each specific e
point
i ;_ CStore
3.  When taking a snapshot of your zoning, switch off the . “
editing mode by unclicking the pencil icon at the —
top-left sidebar menu.
0 Moble [ OctiBaNovN2021@Sdays)  xx Aluses @D 0 £ Oct 18 + Nov 11 2021 (25 day: ars r

Top Tip: To quickly find insights, use the comparison mode and
simultaneous scrolling to easily create a relevant comparison.

Click to download Zoning Analysis template
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https://uxanalyser.zendesk.com/hc/article_attachments/4415256738578/Zoning_Analysis_Template.pptx

Session Replay

Session Replay allows you to watch replays of your user sessions to
understand and validate analysis results

Session Replay Top Tips

Frustration shown with unclickable main banner

2 Session replay

Click rate | Click recurrence

LIPS P

3

Key Takeaways:

1. The homepage banner is one of the most clicked elements on the page. Its is, however, also generating a very high
click recurrence suggesting user frustration
2. And a key reason emerging from session replay is the fact that the image is actually unclickable

Click recurrence

. 03P

1. Session replay only show single examples of behaviour. Link :
a |

them to data from other modules to show that they truly
represent a behavioral trend.

2. Use recording tools to add replays directly in your presenta]
If possible, display event stream to highlight the recorded | ¢, ¢,
behavior. —

See it in the tool

3. Provide links to the exact session replay in the toor,

@ Contentsquare



Data Visualization
Examples

Journey Analysis

The slide is too
cluttered, the

main message

and data can’t 777

chine through

-

The Bad

ADVENT CALENDAR PERFORMANCE

Context:
Client X has started selling Advent Calendars, and wants to understand how visitors navigate to
these pages, and if the main landing pages are effective in terms of conversions

AR
s\\z W

® Advent Calendar Packs Page . 5\\
NS

Insights

It appears that most visitors land on the
Advent Calendar pages directly, however
when they do so 70% of these visitors
bounce.

@ Site exit

@ Al Listpages

Homepages Navigating to the Advent Calendar page
Pack overview pages via the seems to be more

effective as the exit rate is then only 20%.
® Addtocart
Visitors who view the Advent Calendar

® Pack detail pages
have a much lower bounce rate in general,

Dpencart spend more time on site and have a higher
AOV & conversion rate.
Ecommerce @
A -79.3% -89.5% -83.8%
R Viewed Advent Calendar Page e este azm Janx ans T o o
The Good TAC x'/fa(e "
ctripped down
90% of users in the campaign don’t reach sign up Lo essential -

e key data points
P . and fns’ig/u ts.
...8% see log in then sign up.

The data reads

(suggesting confusion)
like a ctory.

...55% bounce.

(more than twice the usual bounce rate)

Users land on the homepage but...

XSTORE

Site exit

8.05%

Home
Login

Login

PDP
New AirPods,

from $159.99 My Account
Checkout Step 1
® New Product Releases.
@ -] [

‘.) CONTENTSQUARE 01.06 - 15.06 | All devices | Segment: Account email campaign
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Data Visualization
Examples

Page comparator

The Bad
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HOMEPAGE CAMPAIGN VS NO CAMPAIGN DESKTOP
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CLCK RATE
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Insights:
It appears that most visitors landing on the usual
homepage pages are spending longer on the page,
interacting more, and have a slightly higher
conversion rate. They also have a higher average
cart.

<--o
However, zoning tells us that the key elements of the
landing pages - the main banner and product
recommendations - are gaining higher click rates on
the campaign page.

-._ There are no
key pointe
ctanding out

Therefore PPC visitors are spending less time on
these pages than others because they are more
likely to click an element that takes them away from
the page.

The Good

Poorer performance of the Variant seen across both devices

0’\/’/ the ée‘y
data points,  ----7777

insights and

the context are

highlighted

Pages

Campaign page

% [A/B] Control

% [A/B] Variant

Pages

Campaign page
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| Activity
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235%
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INSIGHTS
Load time | On Desktop, the users in the
Control condition spend
+14.3%

significantly more time scrolling
through the content compared to
the Variant.

1765

Activity rate for the Variant is
lower across devices. Desktop
users showing a significantly
higher decrease of engagement.




Data Visudlization Examples

Zoning Analysis

The Bad
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. The click rate is similar to Mobile. We also see a relative higher hiver rate on Sale (178%) and News (6.41%) that does not translate into a high click rate (only
178% and 1.90% respectively)

. The ‘New arrivals’ is the most clicked entry. Little user attention goes to the columns on the right.

. The image has a relatively low click rate (2.33%) suggesting that users may not understand the functionality of an image and it may detract from the

elements on the menu

The Good

Users are distracted by the Menu and the Promo code

Example of a
good vce of
highlighting.
- The irrelevant
-==~.data pointe are
greyed out and
the central
story is much

more vicible.

Key Takeaways: Exposure rate Click rate Conversion rate
(1)  When users arrive on the Checkout, the first = ] = o . 9:86%
thing they see is not related to the Checkout
(2) Asaresult, on around 20% of the
pageviews, the users don’t get to the
address information fields
(3) The sticky menu and promo code fields get a
lot of attention. However, the low conversion
rate suggests that this attention should be )
discouraged s =
Hypothesis: | .

Users get distracted as soon as they arrive by the
menu and the promo code field.
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