
ClickTale® Interviews Experts from Different Continents to Hear What They Think 
about the Present and Future of Digital Analytics.

Digital Analysts
A Whole New Breed



The Future Is Definitely Here.

The digital landscape is constantly evolving at an unprecedented pace. Even though 
none of us can predict what next year or the year after will bring, we do know, for 
example, that social channels are here to stay, that mobile will continue to grow – 
and that changes will keep coming! 

In this ever-shifting and data-overloaded environment, the approach to sales 
and marketing is no longer one-size-fits-all, but rather personalization and 
segmentation, improving the experience of consumers, giving each of them what 
they need and want. All these are shaping digital analysts, who are becoming key 
roles in businesses of any size.

What does this all mean for today's analytics professionals? Rather than providing 
our own answer, we decided to ask professionals from around the world. 

Read on to learn how the profession that is in hot demand is shaping the 
eCommerce and mCommerce landscape in different continents. Share their 
experience, what they think of the profession, how they relate to data, and how 
consumers may differ depending on their culture. 



With the rapid growth of Internet-based marketing, a real demand for qualified web 
analytics specialists gets to the point, where more of them are required to cover all 
business areas and marketing models. 

Modern web analysts must collaborate closely with marketing teams to make sure 
that all the advertisement campaigns they launch go smoothly and efficiently. 
Nowadays, the rapid growth of mobile technologies poses a new challenge and 
requires full competence from web analysts in that area. Mobile advertising 
becomes yet another effective and demanding source of online advertisement. The 
reason for it is that with the growth of the smartphone market share all over the 
world, mobile advertising successfully delivers products and services offers right 
to customers’ smartphones via apps or mobile versions of a website, taking online 
marketing to a whole new level. 

Of course, web analysts have to research and integrate new tools to successfully 
measure mobile traffic and the effectiveness of mobile advertising campaigns. Not to 
mention that mobile website usability becomes more real now. Even though it may 
sound a bit odd, more and more people tend to buy goods online from their mobile 
devices. So in terms of making mobile advertisements more profitable, modern web 
analysts must be familiar not only with standard website usability requirements, but 
also with the requirements for mobile websites and apps.

Intuitive, creative, ingenious and with the ability to predict the trends – this is the 
perfect profile of the modern web analyst. A person who is always willing to try new 
tools, techniques, and technologies. In my opinion, web analysts have to possess 
these characteristics to be successful and competitive in the fast-growing and 
always-changing world of online marketing.

Andrey Vorobiev
www.adlabs.ru

ADLABS
Russia



In China, eCommerce is growing by the double digits. This is one of the reasons why Netconcepts 
established its head office in Beijing and a branch in Shanghai. As a leading Chinese search engine 
optimization (SEO) service provider, in the last three years Netconcepts has offered marketing 
services to hundreds of large and medium-size Internet and traditional enterprises, including Vancl, 
Lightinthebox, New Oriental, Zhaopin.com, Dangdang, Amazon.cn and Elong. 

The most remarkable example of the online commerce boom is China’s largest eCommerce 
enterprise, Alibaba, which recently announced that two of its sites, Taobao and Tmall, reached  
RMB 1 trillion (equivalent to USD 159.5 billion) in sales in 2012. As shopping habits change, 
more and more brick & mortar companies are investing in online marketing, including SEO, 
advertisement, social media, conversion rate optimization, and user-experience optimization. 
So if you want to be a professional digital analyst in China, you should master all these fields of 
expertise.

Along with the changes in user behavior, it becomes more and more difficult for digital analyst to 
track and integrate data from multiple online and offline devices and big data. I think the most 
difficult challenge is the one posed by multiple devices – smartphones and tablets are widely used 
now, and we could not identify the person unless they logged in to the website. In most cases, 
people rarely have interest in the registration, let alone log in. So I hope multiple devices will be 
able to be tracked in the near future, and that will highly improve the efficiency of data integration.

Moreover, online/offline and big data are forcing digital analysts to gradually shift from website and 
channel centricity to a more integrated, strategic expertise. We must focus not only on quantitative 
tools like Google Analytics and Adobe Analytics, but also on qualitative tools like ClickTale. Another 
area in which digital analyst should develop their skills is data visualization, because it is the best 
way of telling a story in an understandable and visual manner based on ‘boring’ data.

I think digital analytics will be the core of marketing in years to come. Only by collecting data from 
different sources will we be able to come up with integrated suggestions to improve ROI and drive 
more revenue. 

Nick Hu
www.netconcepts.cn

Netconcepts
China



For today’s digital analysts, surviving the constant changes of the industry require 
three things: an investigative mind, a willingness to learn, and the acceptance that 
just as you learn to effectively tackle one problem, a paradigm shift will occur that 
turns all your tried-and-true practices on their head. 

To succeed today, digital analysts require a few key attributes. A background in 
web development, usability and design, and web analytics will help develop the 
necessary quantitative and qualitative skills needed. A big part of your job is constant 
education. The rules of the game change on a regular basis, and this requires a 
digital analyst to stay up-to-date, especially with the major search engines pushing 
algorithm changes that alter how they index websites and online content.  

Herein lies the true crux of the problem: the challenges that digital analysts are facing 
in the near future almost always surround the information that Google will provide 
or take away. For instance, a recent Google Algorithm update now prevents website 
analytics data from tracking organic keywords. With this change, Google has now 
removed data that a lot of people were using to enhance their site experience while 
also making it more difficult to develop a personalization strategy or track keyword 
effectiveness.  Digital analysts now have to think about how to best address the 
needs of the site visitors versus how do I optimize a site to get better rankings for 
queries.  

If you do your job right, you’ll see the best return on your hard work: the satisfaction 
of seeing your direct actions and insights provide increased revenue, leads, or site 
visitor satisfaction to your customers.

Tim Ahlenius 
www.americaneagle.com

Americaneagle.com
United States



About Kschool 
KSchool is Spain’s premier school for Internet professionals. It offers 
practical training on new technologies, web analytics, user experience, 
SEO, and social-media marketing. Kschool is not a business institution 
but rather a school for today’s technology and communication 
professionals, which offers programs according to areas of knowledge. 
For KSchool, the one-size-fits-all model is no longer useful in today’s 
environment. Now it is all about creativity, imagination, drive. 

“Our philosophy is to train today’s professionals. The market is 
demanding the profiles of professions we offer at the school, which 
are in hot, hot demand. We don’t just give a diploma; we offer a future 
outside of the pack, and the opportunity to do things differently.”

Gemma Muñoz, Web Analytics Master Director, Kschool
www.kschool.com

“I studied communications and business 
management and I’m involved in online 
marketing, web analytics, and digital 
audiences. In recent years, I learned 
how using and analyzing data provide a 
competitive advantage and value to our 
field. I want to become a great digital analyst 
that thinks and feels the business. I also 
want to take digital analytics to universities, 
integrating it into academic programs as a 
valuable tool for future professionals.”

Francisco Gallego

“I realized early on the importance of 
web analytics for a good SEO strategy. 
In my work with various sectors, 
including travel, financial institutions, 
and education, I’ve learned that SEO 
consulting must rely on solid data, on 
tools that provide actionable insights 
based on that data, and that user 
experience is paramount.”

Doris Perez Alvarez

“I studied Business Administration 
specializing in Marketing and began working 
in the financial market. But my true passion 
has always been the online world. That’s 
why I decided to change paths and now work 
as an SEO expert consultant, and dive into 
web analytics whenever a project requires. 
With friends from Kschool we started a blog 
on web analytics. The program helped me 
merge the technical and creative aspects of 
the online sphere.” 
Javier Riestra

A Collaboration Project
ClickTale, the leader in Digital Behavior Management, firmly believes 
that obtaining insights into consumers’ psychology online is essential 
for businesses to achieve their online goals, improve usability, and 
dramatically increase conversion rates. In line with this approach, 
ClickTale embarked in a joint project with Kschool, a Spanish training 
institution for online marketing and digital analytics professionals. 

The idea behind the joint project was to promote the study of digital 
behavior analytics, which has become key in online business. In the 
framework of the project, Kschool’s students used ClickTale Core to 
analyze websites for their end-of-course project, and were mentored 
by ClickTale’s experts.

Kschool Students Share their Thoughts...



When I was asked to write about the digital analyst work, the first thing I did was 
go on the web to get some data. I read a few blog posts, checked for the common 
characteristics required in the job descriptions, viewed some profiles of digital 
analysts on LinkedIn, verified the trends, and even drew some correlations. 
So I got my initial set of data to begin with. I used four different screens, a bunch of 
different media types, and a few offline conversations – all of this in just less than an 
hour!

And this is what today’s the digital analysts’ work is all about. They are not only 
required to be good in data analysis, but also to understand the nature of the 
business and the mindset of the consumer. We live in an era where data has 
become a commodity; but getting the right information is still a complex and 
demanding process. In a sea of different platforms, systems and hundreds of 
metrics and indicators that surround us every day, it is easy to lose track. Therefore, 
a good analyst must understand the consumer, be able to connect the dots of 
information, and create the culture of information-based decision-making inside the 
organization. 

In Latin America, where marketing is still often confused with advertising, most 
data analysis is done post factum – to evaluate performance and present reports. 
However, I believe that the real power of digital analysts comes from being able 
to take advantage of the present data (whether it is web, mobile, social, or any 
other) and affect business results for the future. Thankfully, we have a lot of new 
technologies and fantastic tools to guide us through and facilitate this task. But 
there is still a long way ahead in order to change the standards of how decisions are 
being made on a large scale.

Jurgita Sarkovaite 
www.neo.com.pe

Neo Consulting 
Peru



On occasion, when faced with the simple question ‘Is being a digital analyst rewarding?’ 
the answer comes effortlessly: ‘Absolutely, yes!! Being part of an everyday revolution is life 
inspiring. Striving to create perfect digital journeys here at Jellyfish by testing, optimizing and 
daily mapping new user behavior, receiving new test results and insights into the different 
sections of these journeys, is breathtaking’.

In my heart, digital analytics is all about the passion for technology that can offer a market 
solution; about pure creativity in building ways to recreate your users experience so that you 
can learn from it; and about investigating to come up with the users’ facts: How do users 
actually interact with different elements and approaches on a page? How does a specific 
targeted segment’s behavior deviate from the average when on a specific device? How do 
these metrics change after testing a variation of a page based on a optimization hypothesis? 
As an optimizer – This type of data, plus reliable analytics tools & user behavior monitoring 
platforms that capture and effectively visualize them, are for me an absolute prerequisite 
before engaging with optimization projects at any level. 

One of the main challenges for digital analysts in the next two years will be to choose the right 
set of methodologies or platforms that will offer effective visualization and data mining UIs (for 
example, natural language). These could in seconds give us the gist of millions of multidevice 
user journeys with provision for the latest developments in behavior-tracking technology, 
big data, mobile and multichannel attribution modeling based on segment personas globally, 
while correctly anticipating the next moves of the big players.

With many areas of the user/shopper’s behavior and interactions still unexplored, digital 
analytics is a field full with promises that will continue to grow exponentially in years & 
decades to come. It will also incorporate into its rationale neuro and cognitive science 
findings, enriching our digital media everywhere around us, and the different ways that they 
get integrated into our life, creating our daily ever-changing digital universe.

Vassilis Tourtouropoulos
www.jellyfish.co.uk

Jellyfish
United Kingdom



About ClickTale

ClickTale®, the leader in Digital-Behavior Management™, creates innovative products and services that empower online and mobile business success. By understanding consumers’ behavior 
and psychology, ClickTale enables businesses to achieve their online goals, improve usability, and dramatically increase conversion rates. ClickTale’s SaaS products deliver actionable insights 
through powerful visualizations of in-page behavior such as playable videos of consumers’ browsing sessions and multilayered heatmaps. Serving over 100,000 customers worldwide, including 
many Fortune 500 companies, ClickTale is transforming the web into experiences that are enjoyable for consumers and more lucrative for businesses. 
For more information, visit www.clicktale.com. 
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