
InfoTrust and Ecentria’s partnership began in 
2018. The goal was to take Ecentria through 
the customer analytics digital transformation 
journey to enhance their analytics and 
measurement strategy, implementation, 
and activation across all digital efforts.

THE CHALLENGE 
While Ecentria had many digital marketing 
campaigns driving online sales, they did not 
have a clear measurement framework or plan 
in place. They had various websites, were 
managing some apps, and had Google Analytics 
implemented, but they were running into 
limitations with the free product when it 
came to reporting analysis insights and data 
collection. Given that Ecentria is an 
eCommerce business, they understood that 
there was a huge opportunity to leverage data 
better for marketing decisions and to drive the 
business forward. Their questions for InfoTrust: 
How do we enhance our digital analytics 
strategy and usage of our product suite, and 
what are the other products that can be used to 
grow our digital marketing efforts 
and conversions?

INTRODUCTION AND 
BACKGROUND
Digital analytics strategies today are often 
challenging and complex. Even for 100% digital 
retailers, it can be difficult to implement a 
sustainable, robust, and scalable measurement 
plan while still ensuring customer needs are 
constantly being met throughout the digital 
experience. At InfoTrust, when working with 
organizations on their measurement strategy, 
we review the “6 ‘Ps of Digital Analytics 
Transformation.” This allows us to build a plan to 
take our clients from the “nascent” stage of the 
customer analytics journey all the way 
to “multi-moment.”

A recent success story from an organization that 
took its measurement practice from the nascent 
stage to multi-moment centers around Ecentria 
(OpticsPlanet.com, CampSaver.com etc.). Ecentria 
is a pure-play eCommerce retailer that sells 
high-end scopes and tools for firearms, tactical 
apparel, and laboratories. Based near Chicago 
and founded in 2000, Ecentria has been 
recognized by both Inc. Magazine and Internet 
Retailer Magazine as a leading 
eCommerce company. 

DIGITAL ANALYTICS JOURNEY: 
GOING FROM NASCENT
TO MULTI-MOMENT
WITH INFOTRUST



THE PROCESS - STARTING AT 
NASCENT/EMERGING STAGES 

THE SOLUTION 
InfoTrust and Ecentria began a partnership to 
essentially take Ecentria from using just the 
Google Analytics standard (or “free”) version to 
using Analytics 360 and the entire Google 
Marketing Platform. This included a 
testing/experimentation tool, Optimize 360, 
integrated with Analytics 360, as well as Google 
Tag Manager, Data Studio, and various 
other products.

The organization started at the beginning of the 
end-to-end analytics journey, also known in 
Google terms as the “nascent” stage (see “The 
Analytics Journey” diagram on the next page). 
Ecentria was very much in the nascent or very 
early emerging stage; they had some digital 
analytics tracking and measurement 
goals/practices in place, but they weren't 
confident in what had been implemented. They 
knew they could be doing more to leverage data 
and activate campaigns further, but weren’t sure 
where to start. The Ecentria team was running 
very quickly to drive campaigns and growth, but 
didn't have an analytics expert in-house, nor the 
toolset to accommodate their growth and high 
volume of traffic and customer interactions.

The ideal system Ecentria team was looking to 
achieve involved a well-integrated and 
seamless experience for customers. 
This system’s goal was to allow data-powered 
campaigns both offline and onsite to showcase 
consistent messaging for customers as they 
interacted with Ecentria websites/platforms, 
such as OpticsPlanet.com. The full customer 
journey, using an integrated platform like the 
Google Marketing Platform, would ideally follow 
the flow below—with Analytics 360 at the core 
of all customer interactions.



There was no tag management system being 
used, providing an ideal first step for moving 
Ecentria fully from the nascent stage to the 
emerging stage. 

InfoTrust recommended to Ecentria that, when 
upgrading from Google Analytics to Analytics 
360 (or any other enterprise tool), they migrate 
the tag to Google Tag Manager (GTM). This 
would allow for a more robust and clean 
structure for data collection, using the data 
layer on websites to allow for long-term 
sustainability and scalability.

Other pixels and third-party tags that needed to 
be deployed on the site could also leverage the 
same, single source of truth for data (GTM). This 
tag audit and reimplementation was one of the 
first technical steps InfoTrust took as part of the 
digital analytics strategy for Ecentria.

InfoTrust then worked to build implementation 
guides, coupled with a technical and business 
audit. InfoTrust provided this all to the technical 
teams within Ecentria to deploy the new data 
layer using Google Tag Manager. 

InfoTrust was tasked with upgrading Ecentria 
from Google Analytics (free version) to Analytics 
360 and the entire suite of products within the 
Google Marketing Platform. InfoTrust was also to 
perform an audit to better understand the 
business objectives and goals.

There were a series of discussions between 
InfoTrust and Ecentria’s key eCommerce and 
digital stakeholders; this included everyone from 
the president of the company to the lead of the 
paid search team. There were dozens of 
stakeholder interviews as InfoTrust developed an 
understanding of business objectives, digital 
activities, and how measurement was being 
performed or set up initially. Other items 
reviewed included:

Their websites
Their apps 
How they had Google Analytics implemented
If they were using a tag management system(s)
Events they were tracking
Dimensions, metrics, attributes, and how the 
reports looked in Google Analytics 
How measurement was actually being leveraged 
and used for driving decisions

It was clear that there had been a lot of valuable 
tracking and metrics initially set up by Ecentria 
team members, but they were not being used 
across the entire business. Over time, there was 
some degradation of the quality of the data that 
was collected. There were many events causing a 
mess in terms of measurement and determining 
how to improve digital user experience/drive 
conversion; in fact, most tracking that had been 
set up was not being used. The implementation 
was very outdated, as well, since they were 
utilizing the regular Google Analytics JavaScript 
tracking code on the website directly. 



within Analytics 360 to power remarketing 
campaigns and actually be more data-driven. 

With a solid foundation for data collection 
in place, InfoTrust performed a series of 
mini-trainings and workshops to educate the
Ecentria teams on how to use this new clean, 
robust data. InfoTrust also showed Ecentria 
how to bring in more offline, or 
non-website-specific, interactions.

Ecentria customers can either make purchases 
offline through the call center or have touch 
points with different customer service reps in 
various ways--sales don’t always occur via the 
website. This offline data is now being pulled 
into Analytics 360, as well, including refund 
data. With this, Ecentria is not only able to see 
online touch points, interactions, and campaigns, 
but also the offline touchpoints for the
same users. 

This end-to-end customer view also allowed 
InfoTrust to find where CRM and Analytics 360 
data could be brought together.

InfoTrust then migrated all of the existing 
tracking and setup on the current site to the 
new, clean, better architecture with Google Tag 
Manager. After deployment, testing and 
validation took place to ensure key conversions 
(like orders, transactions, and new account 
registrations) continued since they pre-existed 
this migration. New attributes, dimensions, and 
metrics that were important to key stakeholders 
within the business were also tested at this time.

After the first few months of working with 
InfoTrust and by upgrading to Analytics 360, 
Ecentria was now in a state where they had no 
legacy tracking on the website. In its place was 
Google Tag Manager and a very clean 
architecture within that system to deploy 
the tracking.

EMERGING STAGE 
TO CONNECTED
From there, InfoTrust was able to take Ecentria 
to a more connected stage in the Analytics 
Journey; the client’s paid search and marketing 
teams were starting to leverage audiences built 



Bringing in that Analytics 360 foundational, 
robust data that InfoTrust set up, along with 
running some modeling to see which type of 
products are most correlated, allows Ecentria to 
predict which bundles will drive the most 
revenue and conversions. They can then test the 
hypothesis from InfoTrust’s models in the A/B 
testing tool, taking their digital marketing to the 
next level.

Over time, InfoTrust will add machine learning 
and automate this process as much as possible 
so that the onsite personalization testing, as 
well as off-site remarketing and audience 
capabilities, will be seamless and automatic. 
Being on the Google Marketing Platform allows 
bigQuery to be used as the Cloud platform 
hosting all customer and web behavioral data, 
as well as backend transactional and customer 
data tracked outside of GA for a unified 
customer database. This allows even more 
opportunities to drive more marketing activities 
based on CLV and predictive likelihood to 
convert. Ultimately, Ecentria will be able to 
target the right users at the right time with the 
right products all with the solid foundation of 
measurement.

CONNECTED STAGE TO 
MULTI-MOMENT
To take things further (going from the connected 
stage to mulit-moment), InfoTrust is also 
powering the analytics data into onsite, 
real-time personalization and experimentation, 
using Optimize 360. This was part of the Google 
Marketing Platform upgrade that Ecentria went 
through where they also obtained Optimize 360 
integrated with Analytics 360 to share audiences 
built within Analytics 360 for targeting. 

Ecentria now has many more capabilities within 
the experimentation and personalization tool 
itself, like more objectives for tests that are 
being run and audiences powered by GA 360 and 
predictive modeling to show personalized 
experiences for customers most likely to convert. 
Not only does InfoTrust run experiments based 
on accurate data tracked in Analytics 360 now 
from GTM and the data layer structure, such as 
key conversation events/goals, there is also 
automated modeling and CRM/user based 
attributes that can be incorporated in the 
targeting for experiments. These advanced 
techniques can be applied to the 
experimentation, such as data modeling (with 
InfoTrust’s data science team) on correlated or 
similar products or propensity to convert based 
on previous site interactions. This will help 
Ecentria understand which products are most 
popular to bundle and/or which customers are 
more likely to drive revenue and run tests 
accordingly within Google Optimize. From this, 
Ecentria can measure if the repeat purchases 
and average order value will increase with 
confidence in the data tracked.
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