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Case 1. Sales Revenue vs. Search Volume
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Business Gap

Case 1. Sales Revenue vs. Search Volume
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Business Gap

Case 2. Google Analytics vs. NAVER Shopping Insight
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Business Gap

Case 2. Google Analytics vs. NAVER Shopping Insight
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Case 3. Search Volume vs. Segment
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Business Gap
Case 4. Off-site vs. On-site
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Business Gap

Case 4. Off-site vs. On-site
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On Site

Performance

Business Gap
Case 5. Channel Performance vs. Marketing Funnel

Channel Performance

Channel Awareness -~ Consideration Conversion

Organic Search i 92 i 87 68 62

Paid Search ! 83 | 82 75 58

Referral 72 i 65 59 42

Display | 61 . B 42 31 27
Owned 58 A Y A 3 8
APP 49 ?9_[ 88 94 i
Others 2 51 25 21

Web to App d =8-S fIet Scoring

12
#PLUS ZERO



Business Gap | Data Integration & Visualization
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High Converting Content

.
Case 1. Growth Potential - Keyword
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High Converting Content

Case 1. Growth Potential - Keyword
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High Converting Content
Case 2. Growth Potential - Blog
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High Converting Content Of

Case 2. Growth Potential - Blog
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High Converting Content | Case 3. Branding Contents
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High Converting Content | Case 4. Targeting User Types
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Customer Experience | Framework
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Customer Experience | Framework
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Customer Experience | Framework

FREE A/B Test Tool CRO Framework + Success case A/B Test Developers

|

B 3]
Organic F74 Wew ae s pp Beowp B g B gegow B osgn B puchme — Aeist
H a B
Pad —“= Retuning —{= Seach -

85|
1] . Soilp

o fuavwr Touch Poires (Location)

Campaign R Touch Prives (Feet)

A4 o3 PURJPOR oL 45 o3 CleckOu ol 7992 L] T e
tﬂ! e PRTOR o A4 g 2= 4y HAE EiE ] 239 L] L]
wuAy o PO ot L1 458

S0 Wi 4428y PP R POF S FEnugan FEEG LY A g L g bk

Chipasa s L CRHE O Shofy g Spec LAY it CLl] #1 Rtk A4z usg sy
2] Corfliedaus HYW CRMRRE 4

LR

A HHEEE Lo GEsly Yy LEEs A FEHRHAA A WUHRE A2 ER R

R PP BYRAE LS 3 it Aan Hingap ddan A e
FEER EELEECE N cf EE AR ey

PLUS ZERO
A/B Engine

PLUS ZERO 300+
CEJ. & & CRO d3#[0|A

A/B Test M2 7jtol=

XtA| A/B Test Tool AH2 074 ol of = THA|

Tool/Platform (Web/App)

eH
— =
Solution License Fee 2Z CO[E{ =AM S M3 AL 7|8t MetE 7M1 =& A/B Test 2% 75

24
#PLUS ZERO



Customer Experience | Framework
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