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» What is user intent? 
» Why is it important? 
» Case Study: PODS.com 

» Q&A

Using Segmentation to Serve Up the 
Optimal Website Experience
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Digital Marketing
(a quick glance)
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Digital Marketing: A Quick Glance

» I need to have a blog. Everyone has a blog.

» What about Facebook? Twitter? My competition is there.

» What are our KPIs? 

» Is my site optimized for search engines? 

» Should I be doing PPC? 

» What about e-mail? What can I do there?

» How can I demonstrate how important social media is to my CEO?

» What does my conversion rate look like? 

» Is my bounce rate too high? 

» What about web engagement? How do we measure that? 

» My pageviews are down. Why? What should I be doing? 

» I’ve got to drive more traffic. Are affiliates the answer? 
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Digital Marketing: A Quick Glance
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It’s really not magic.
(a trip back to the basics)
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The Basics

Audience Segments
Who are you trying to attract or retain? 

User Intent
What do they want to do? 

User Behavior
What are they actually doing? 
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A (slightly) deeper dive

Audience Segments
Who are you trying to attract or retain? 

» What are your primary business goals?
» What types of users are you trying to serve that will ultimately 

complete that goal? 
» Where can you find those users?
» How can you speak to those users?   
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A (slightly) deeper dive

Audience Segments
Who are you trying to attract or retain? 
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A (slightly) deeper dive

User Intent
What do they want to do? 

» Differentiate between primary intent and underlying intent

I want or need… Because…

A new supplies vendor My existing vendor increased rates

Monitor software for our network If the network goes down, I’m going to lose my job

A new pair of shoes I really want to run a half marathon

Help with my marketing strategy I don’t think I’m getting the number of leads I should 

Information on investment programs I need to demonstrate a solid return for my clients

A printer I’m sending out invitations to an upcoming event
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A (slightly) deeper dive

User Behavior
What are they actually doing? 

» Current site entry methods and keywords
» Primary user paths from key landing pages
» Key site metrics tied to entry keywords
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PODS.com
(a real-life example)
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PODS.com: An Example

A little about PODS

» 2009 – 17% of local orders came from online 
» 2010 – Increased to 25%
» Sweet spot: Customers who

are moving and will need
storage

» Value proposition:
» Flexibility
» Less-Stress
» Customer-centric
» Clean & Secure
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PODS.com: An Example

A little about PODS

» Competition
» Container ‘copy cats’
» Moving vans
» Truck rental
» Public Storage

» Online landscape
» Majority of traffic is branded
» Primary action is 

getting a quote
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PODS.com: An Example

2009: “We need a redesign, and we want to…”

» Increase traffic
» Improve visit to quote ratio
» Improve overall conversion rate
» Incorporate new branding approach

16

The research.
(where we started)
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PODS.com: Our Approach

The Research
Step 1: Identify primary user segments.

Review existing customer-base and complete stakeholder interviews.

» How many of our current customers just use us for storage? 
» Of that, how many are storing at their home? 
» How many store at one of our storage centers?  
» How many use us for moving? 
» How many keep the container for longer than one month? 
» How many move within their ZIP Code or surrounding ZIP Codes?
» How many move across country? 
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PODS.com: Our Approach

The Research
Step 1: Identify primary user segments.
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PODS.com: Our Approach

The Research
Step 2: Brainstorm on potential intent and underlying intent. 
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PODS.com: Our Approach

The Research
Step 3: Use the search landscape to identify opportunity.

Keyword Term Volume

Kitchen remodeling 90,500

Bathroom remodeling 40,500

Remodeling costs 6,600

House remodeling 13,000

Home improvement remodeling 2,400

Keyword Term Volume

Long distance moving companies 18,100

Moving long distance 27,100

Long distance movers 33,100

Cross country movers 8,800

Long distance moving tips 1,700

Keyword Term Volume

Decluttering 12,100

Declutter your home 4,400

How to declutter 5,400

Decluttering tips 1,300

Declutter house 2,200

Keyword Term Volume

Business storage 22,000

Business storage solutions 4,400

Business records storage 1,600

Business storage solution 590

Office records storage 2,100

» Data represents trends – but 
can help prioritize segments

» Look for similarities across 
all universes. 

» Identify similarities within 
each ‘universe’ of terms
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The solution.
(what the research showed us)
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PODS.com: Our Approach

The Solution Key concept 1: The Traffic Cop
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PODS.com: Our Approach

The Solution
Traffic Cop: Not too common in the industry. 

Hero branding tile –
primary action is 
getting rates. 
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PODS.com: Our Approach

The Solution
Traffic Cop: Not too common in the industry. 

Hero branding tile –
primary action is 
getting rates. 
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PODS.com: Our Approach

The Solution
Traffic Cop: Not too common in the industry. 

Primary action: Get 
Rates.
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PODS.com: Our Approach

The Solution
And remember OUR old strategy... 

Primary action: Get 
Rates. Secondary –
general hero image.
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PODS.com: Our Approach

The Solution
Our new answer – direct people based off their segment.

Primary action: 
Segmented 
education. 
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PODS.com: Our Approach

Key concept 2: 
Segmentation doesn’t 
stop at the homepage.
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PODS.com: Our Approach

The Solution
Consistent, segmented messaging throughout customer cycle. 
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PODS.com: Our Approach

The Solution
Consistent, segmented messaging throughout customer cycle. 
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PODS.com: Our Approach

The Solution
Consistent, segmented messaging throughout customer cycle. 
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PODS.com: Our Approach

The Solution
Consistent, segmented messaging throughout customer cycle. 
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PODS.com: Our Approach

The Solution
And we didn’t stop there … 
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PODS.com: Our Approach

Key Concept 3: 
Education is the only way
to demonstrate our value
proposition.
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PODS.com: Our Approach

The Solution
Enhanced, education-focused messaging.
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PODS.com: Our Approach

The Solution
Enhanced, education-focused messaging.
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The results.
(did it work?)
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PODS.com: Our Approach

The Results
PODS customers
like to be directed.

52% click on 
a segment 

page

20% click to 
get a quote
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PODS.com: Our Approach

The Results
Dramatic impact to primary KPIs.

Metric Q4 2010 vs. Q4 2009

Web Orders +47.3%

Orders-to-visits conversion rate +48.1%

Ratio of Web orders to phone orders +40.4%
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PODS.com: Our Approach

The Results
And don’t forget…a declining housing market and economy 

directly impacts our business. 
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PODS.com: Our Approach

The Results
Oh…and we’re not the only ones who like it.

“The brilliance of this site is in how easy it is for 
users to get information about PODS, generate quotes 
and compare options. The UI really facilitates the sales 
experience for me.”  

42

So what’s next?
(you might guess … )
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PODS.com: What’s Next?

More segmentation.
Take it one step further – providing entry to smaller segments.

» Local moving versus long-distance moving
» Storing the container at your home: Remodeling
» Storing the container at a facility: Decluttering, Seasonal 

Storage
» Business Storage: Inventory Management, Seasonal Storage
» Business Moving: New Locations
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PODS.com: What’s Next?

More education.
Step-by-step process ‘herding’ prospective customers through our 

value proposition.

» The power of a simple continue button. 
» Simple, easy-to-read brand differentiators. 
» Sell the user during the quote process. 
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Q&A

Becki Dilworth
Vice President of Digital Strategy
bdilworth@blinedigital.com
@beckidilworth

Chris Hachey
E-Commerce Manager – PODS.com
chachey@pods.com

www.bridgelinedigital.com

blog.bridgelinedigital.com

www.twitter.com/bridgeline


