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Customer Conversion: Dell Online
If you have ever purchased a computer over the Internet, chances are you would have probably visited Dell.com.  The company pioneered the direct sales channel approach in selling PCs over the Internet, and over the last decade has seen its stock soar more than 40,000%!  Yet, most of us would be surprised to learn that less than 1% of visits to Dell.com will result in an actual purchase.  Typical visitors make an average of six visits to Dell.com before making a purchase.

As the Director of Dell Online’s Home and Small Business Unit (Business Intelligence & Metrics), you are concerned.  You are concerned that you will not reach the goal of increasing Dell’s already lofty $52M/day online to $60M/day before FY’01 is over unless you can convert more of these opportunities (visitors) into sales (buyers).

How would you improve the site to increase the all-important “Conversion Rate”?

Case Background
The search for the complex answer to this simple question is what this case revolves around.  Your job is to formulate a plan (strategic goals with tactical initiatives), which will help Dell reach $60M/day online sales by January 2001.  Note that the question here is not one of customer acquisition.  We assume that a steady enough flow of visitors is arriving at Dell’s website.  Instead, the objective of this case is to analyze ways in which the customer experience at Dell’s website can be improved.

In thinking of creative (and practical) ways to improve customer retention and conversion, try for now not to think about personalized options.  Though useful in some instances, it is Dell’s view that personalization does not work because it creates too much antagonism (70% of viewers will either not fill out the requisite forms or fill in bogus information – 60 Minutes).   Given this, the assignment is not to concentrate on personalization, but rather on other ways of improving conversion.

Task

Prepare a three to four page report presenting you top three recommendations for improvements to Dell.com that focus on customer conversion.  To reference your recommendations, you are free to compare and use examples from any of Dell’s competitors.  As a hint, draw a behavioral decision process chart of customers buying and think about what elements are not met by the site experience.  In addition, think of what other types of click-stream or customer traffic data that could be helpful in the analysis. 

Below is a list of questions that you might find helpful in leading you to your final recommendations.

1. Who is this site targeted to?  It is more tailored to experienced or inexperienced customers?

2. How can the site be improved?  For example, focus on issue such as if the pages built in the right way, are the customers directed properly, are the trust cues in place?

3. How does Dell’s site differ from its competitors?  Are there features within its site that you think are unique and effectively increase conversion?  Are they features in its competitors’ sites that are unique?

4. How would you use panel the data from comScore to improve conversion rates (please see the comScore data PowerPoint slides)? 

Hint:

It will be helpful to use the data provided (Extracting Intelligence from Dell.com, comScore data) below in analyzing this case. In addition, you can look at a competitor’s site (just one from the list below)

Resources

Stanford Dell Online case 

This is very helpful if you are not too well familiar with Dell.  Even if you do know the company, skimming the case will be useful to better understand Dell’s segmentation strategy.

Extracting Intelligence from Dell.com

Summarizes abandonment percentages at Dell.com from various points in the click stream sequence. 

comScore Data (PowerPoint slides)
Data from comScore (www.comscore.com).  Traces click-stream from/to Dell.com site.

Internet survey companies (such as comScore, MediaMetrix, and Nielsen) provide data about Internet surfing behavior. To obtain this data, the first step is for the companies to contact prospective panelist. These individuals are chosen on a random basis. Based on their response to the initial contact and specific screening criteria, a software program is installed at their home (and even work PCs). This software package sits in the background and monitors their web surfing patterns. The data collection companies then aggregate, clean (such as to avoid double counting between home and office), package, and sell this data.

There are various advantages for corporations to use the data provided by these survey companies to augment information collected from their own internal server-logs. For example, internal server-log files cannot capture:

· Origination of request (local vs. international, work vs. home)

· Bots vs. people

· Unique visitors

Among these companies, comScore has the most panelists (over 1 million). comScore’s patented technology allows for the capture of activity during “secure sessions”. It is extremely difficult to capture panelist behavior when the web sites are in “secure sessions”. The importance of this is because most purchases are finalized in “secure sessions”. comScore is currently the only company that can provide data on direct purchasing behavior. In addition, because actually purchase accounts for less than 2% of most web-visits, comScore large panel base allows for better statistical accuracy.

For reference, other sources and competitors to comScore include:

MediaMetrix (www.mediametrix.com)

Nielsen NetRatings (www.netratings.com)

Dell.com

http://www.dell.com


Competitor’s web sites

http://www.compaq.com
http://www.hp.com
http://www.ibm.com
http://www.gateway.com
Class Visitor

Tilak Mandadi, CTO (Director of Technology), Dell Premier Online
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