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ABSTRACT

Thisarticledescribesaanalytic-hierarchy-process(AHP)applicationtoidentifyandevaluatethe
bestonlineadvertisinganalyticssoftware.This technique ismulti-criteriaandused in thisstudy
bycomparingthetopfourwebadvertisinganalyticssoftware.AHPusespair-wisecomparisonof
matrices.Therearesixcriteriaidentifiedforevaluation:Adscheduling,adtargeting,creativebanner
rotation,features,performance,costandforeachcriterion,amatrixofpair-wisecomparisonwith
web-analyticssoftwarei.e.Googleanalytics,AccentureAnalytics,Funneland,MoatAnalyticswere
evaluated.AHPisaneffectivemethodformulti-objectivedecision-making,andoptimization.Thus,
ithelpswebadvertiserstoevaluatetheexistingwebadvertisinganalyticssoftwareforpostingtheir
webadvertisements.
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1. INTROdUCTION

Recentyearshaswitnessedphenomenalgrowthofinternetusersandsimilartrendsareexpectedinnear
futureaswell,although3.9billionpeoplearestillnotadoptivetowardsonlineusageforpersonaland
commercialactivities(WEF,2018).Therefore,‘Internetinclusion’becomesasignificantchallenge
and its cornerstones include- ICT Infrastructure, affordableuser charges, ITawareness,Cultural
acceptability,anduser-orientedcontent(Nisha,2016).

Withfastemergencetowardscyber-drivensociety,theusersbecomethecenterofattractionfor
commercialadvertisers,directlyorindirectlythroughInternetwebsites.BigCommercialwebsites
include,Google,Yahoo,Hotmail,engageintohugeportfoliooffreeInternetservicestoitsuserswhile
generaterevenuefromadvertising(Cvijikj&Michahelles,2013).Conceptually,WebAdvertisinguses
webtodeliverpromotional/advertisingmessagestoexistingandpotentialconsumersanditbecomes
thefocalstrategyforonlinewebsites(Kumar&Sethi,2009;Roel&Fridgeirsdottir,2009).Inrecent
times,Webadvertisinghasbecomeamulti-domainentity(banners,popups,pay-per,skyscrappers,
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interstitial,etc.)withvarietiesofunderlinedactivities(viz.interandintraCommunication,content-
orientedCommunicationandCustomerInitiatedCommunication)withtheprimaryaimtogenerate
SalesRevenue(DeHaans,Wiesel,&Pauwels,2016).Webadvertisinghasaddressedanexponential
growthfrom$72.5billioninFY2016to$88.0billioninFY2017(InteractiveAdvertisingBureau,
IAB2018).Thebusinessmodelsaremoreagileandadaptivetowardstechnologicalchangesand
recentadvancementstoenhancetheirAdvertisementrevenues(Kumar,Jacob,&Sriskandarajah,2006;
Javanetal.,2018;Kauletal.,2018).Theadaptionincludescustomizationanddynamicoptimization
of online advertisement (Amiri & Menon, 2003; Gilbert & Powell-Perry, 2001). Firms are still
engagedinoptimizingthestrategiesforenhancingtheefficiencyofwebadvertising(Hanssens,2009;
Sethuraman,Tellis,&Briesch,2011;DeHaans,Wiesel,&Pauwels,2016).

The industry has witnessed the transformation in the pattern of Revenue models, portfolio
management.‘Brand-keywords’paidsearchisgraduallybecomepassivewiththechangingbusiness,
while ‘Non-Brandkeywords’ influencesnewandcasualusers (Blake,Nosko,&Tadelis,2015).
Frequent,retargetingbasedoncustomerproductpreferencesandpurchasinghistorybecomesalso
important(Braun&Moe,2013;Lambrechtet.al.,2014).Also,onlineadvertisingcoveragebecoming
moreadvancedandhasreplacedofflinemarketing(Li&Kannan,2014).Besides,Budgetallocation
decisionsacrossvariousformsofadvertisements,havealsobecomeanareaofconcernformarketers
(Dekimpe&Hanssens,2007;Karugaetal.,2001;O’keefe1998;Raghuetal.,2001).

Advertisinganalyticssoftwarehelpmarketerstounderstandtheintegratedbehavioralintentions
ofconsumersandalsofacilitatethemtocreatenewmarketandrevenuegeneration(Adler,Gibbons
&Matias,2002).BasedontheDelphiMethodapproach,thestudyhasanalyzedtopfouradvertising
analyticssoftwaremostlyusedbythesocialnetworkingsitesandtheonlinemarketers.TheAHP
methodhasbeenadoptedtoevaluatetheweb-advertisingsoftware.

2. LITeRATURe ReVIeW

Theoretically, Advertising is a form of communication that deploys an openly sponsored, non-
personalmessagetopromotetheawarenessforsellingaproduct/serviceoranidea.Theaimofthe
formofmarketingcommunicationistoconvincecustomersaboutcompany’sservicesorproductsto
purchasethem.Duetochangeinconsumerbehavior,thereisagrowinginterestofboth,Practitioners
andResearchers indetermining theprofit-maximizingadvertisingstrategies (Buratto,Grosset&
Viscolani,2006;Jiang&Ma,2018).ThegrowingusageoftheInternethassubstantiallychanged
theexistingbusinessmodels(Assija,Baliyan&Jain,2018).Although,Internetadvertisingismore
expensiveandeffectiveinplaces,whererestrictionsareenforcedonofflineadvertising(Goldfarb&
Tucker,2011;Tian,Qin&Liu,2018).Marketersneedtoenhancetheirresearchforidentifyingthebest
advertisinganalyticssoftwaretotargetonlinecustomers.Personalization,integrationandreal-time
interactionsarethekeystrategiesforonlinetargetcustomers.Withthehelpoftheuser’sresponses,
mainlyuser’ssearchengineanditsqueriesidentifywhichadvertisementhastobedisplayedonthe
websites(Amiri&Menon,2003;Kumar,Dawande&Mookerjee,2007;Asdemir,KumarandJacob,
2012;Sunet.al.,2017;Rui,Liu,&Whinston,2017).

Basedontheconsumer’smediausage,firmsareinstrumentingtheircross-mediaadvertising
synergybydefiningoptimalmediamixes,fordifferent typesofmediausers(Densetal.,2018).
Theoverall impact of consumer’s participation positively influences thebrand equity. The term
‘AdvertisingAnalytics2.0’definesthesetofactivitiesincorporatingoptimizingstrategiesincluding
personalization,multimediaintegration,andreal-timeinteractiondepictedinFigure1.Itbroadlyuses
statisticalmodelstoanalyzethecausaleffectamongconsumerbehaviorandadvertising,basedon
avarietyofvariablesviz.MarketConditions,MarketingActions,andCompetitiveActivities(Duan
&Cao,2015;Rosenkrans&Myers,2018).AnaAdvertisingAnalytics isdonebyusinganalytic
engines,basedonvariousmodelstoattributeeachvariablewithagility,accurately,havinganaim
tooptimizemarketingmix(Brettel&Spilker-Attig,2010;Deng,Gao&Vuppalapati,2015;Jobs
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