
ROPO STRATEGY WEBINAR

The customer journey does not always start and finish online. 

ROPO helps to close the gap.
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 WHO IS WHO?

This webinar dives into the wonderful world of omnichannel marketing.

WHAT IS ROPO ?

WHY IS IT IMPORTANT TO MASTER?

WHY DOES ITS IMPORTANCE GROW?

HOW DO I IMPLEMENT IT?

MATTHIAS LAQUEUR

Founder BossData



ROPO EXPLAINED

ONLINE / ONLINE & OFFLINE / OFFLINE 

In the past, campaigns were valued on the additional value 

they provide within their very own channel. Online marketing 

was accountable for online sales and off-line marketing was 

accountable for offline sales.

RESEARCH ONLINE / PURCHASE OFFLINE

Utilizing ROPO for your organization allows marketing

departments to truly understand the ROI of online 

marketing by taking into account offline sales as well.

It will have a huge impact on your campaign strategy. 
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Customer Journeys
RESEARCH ONLINE / PURCHASE OFFLINE
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The Research Online Purchase Offline (ROPO) is a process that describes 

when consumers’ research products they are interested in purchasing online, 

but purchase the product offline in a physical store. 

https://www.openpr.com/wiki/market-research
https://www.openpr.com/wiki/research-online-purchase-online
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Why ROPO matters?

The Research Online Purchase Offline (ROPO) is a process that describes when consumers’ research 

products they are interested in purchasing online, but purchase the product offline in a physical store. 

WHY 58% 63% 89%

58% of consumers visited a 

retailer’s website or app 

before making an online

 purchase

63% of consumers say they 

consult the internet at least in 50% 

of the time before completing an

 in-store purchase.

89% of total sales stil 

occur offline.

https://www.openpr.com/wiki/market-research
https://www.openpr.com/wiki/research-online-purchase-online


Importance grows 🚀
Several factors skyrocket the importance of ROPO. The 

world has changed and companies must change with it. 

01
New Company Mindset
Omnichannel is no longer a buzzword floating through

the organization but but a mentality implemented from 

within every layer of the organization.

02
New Customer Behavior
Gone are the days when people walk into the local 

store and ask an employee for advice before completing 

their purchase. Nowadays, the buyer journey can be 

completely online/offline or via a hybrid model.

03

‘Old’ Customer Behavior
Despite the boom of e-commerce and the introduction

Of ROPO, offline sales still account for 89 % of the total

sales volume in the US.* So despite all new technologies 

& behavior, the bulk of all sales still happen in offline 

stores.  

04

New Technologies
Until recently it wasn’t evident to map the impact of 

online advertising on offline sales. Then Google and 

Facebook introduced Store Visits, a state of the art 

solution linking clicks / visits  to offline store visits. 

5

WHY 

* Source = Statista Research Department 

https://www.statista.com/statistics/379112/e-commerce-share-of-retail-sales-in-us/
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I want to see/touch item first

I want to try the item on first

Delivery takes too long

Shipping costs are too high

Product is too valuable to buy online

0 15 30 45 60

Source: global online consumer report. KMPG International. 2017

Reasons customers shop
in-store instead of online

Main Reasons per %
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How do your online efforts
impact offline sales?
WHAT CHANNELS AND CAMPAIGNS DELIVER THE 

HIGHEST ROI WHILE KEEPING ROPO IN MIND?



TRACK OVERVIEW
WHAT STEPS SHOULD I TAKE? HOW 

LONG DOES IT TAKE?

9
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Track Overview
YEAR

KICKOFF

Business Goals

SETUP ROPO

ROPO CAMPAIGNS

ONGOING MANAGEMENT

KPI Framework

ROPO Baseline

Targets (ROPO)

Channel Setup

Campaign Management

Channel Diversification

Ongoing Campaigns, scaling up, segmentation, 
automation, test & measurement

Web Analytics

ROPO Baseline Measurement

MONTH 2 MONTH 3 MONTH 4 / ONGOINGMONTH 1

Strategic Reporting
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01. KICK OFF
During this phase we take time to critically evaluate and deeply understand your 

business and the goals you’ve set. Together, we’ll draw up a new (or enhanced) 

KPI Framework that serves your business and therefore will define 

campaign objectives and business targets.

01
BUSINESS GOALS

An omnichannel strategy can only be successful and boost results 

if an organization embraces an omnichannel way of thinking both in 

strategy & execution. Read more about it here.

02

TARGETS (ROPO)
Why do you need targets? Consider this: You had an amazing campaign 

on YouTube. You got 1.2 million views. Is that great or awful? 

Online marketing budget needs to have online AND offline targets.

04

ROPO BASELINE

As with many new measurement protocols we need to create a baseline.

The baseline acts as a point of reference to determine future success 

and failure. We need to set a baseline to make sure we are able to 

assess results in a proper way. 

03

KPI FRAMEWORK

The framework makes sure that all the efforts we do to achieve 

your goals become transparent and are non-negotiable. These are the metrics

 that will define your success.

Business Goals

KPI Framework

ROPO Baseline

Targets (ROPO)

KICKOFF

MONTH 1

https://bossdata.be/why-omnichannel-starts-with-the-right-mindset/
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02. SETUP ROPO
We have to set up all measurement & reporting systems like Google Analytics 

and/or your CRM and our custom report to make sure we are tracking the 

evolution of the KPIs correctly. It is of great importance that your analytics

implementation is unquestionably free of error right from the start.

01
WEB ANALYTICS - GA STORE VISITS

Analytics is the heart for the state of affairs. In the first instance, our decisions 

are based on the results in Google Analytics, meaning we need to measure 

results correctly to make the right decisions.

02

ROPO BASELINE MEASUREMENT

After we set up our web analytics & strategic reporting, it’s time to set

up our baseline measurement that we mentioned in the ‘kick off phase’. 
03

STRATEGIC REPORTING

Now, the time has come to transform your data into actionable insights. As 

reporting concerns, you want it to show the bigger picture, be completely 

up-to-date and easily consultable. We approach our reports top-down, 

meaning we will analyze the most important metrics and KPIs bottomline 

(all channels, all profits vs all costs).

SETUP ROPO

Web Analytics

ROPO Baseline Measurement

MONTH 2

Strategic Reporting
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2.1. In Store Visits 
available in Google 
Analytics
AS A NEXT STEP, WE’LL START INTEGRATING STORE 

VISITS WITHIN GOOGLE ADS, FACEBOOK ADS, 

GOOGLE MARKETING PLATFORM, ETC. ALSO SEE 

STEP 3. 
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LOCATION SETTINGS

Google can only track location information

of users that have enabled location sharing

with Google. The rest is inferred statistically.

CELL TOWER SIGNALS / GPS

If a cell phone’s signal is picked up 

by three or more cell towers, every 

user’s location can be 

USER SURVEYS

Google also relies on user surveys to 

calibrate their algorithms. It helps get store 

visit estimates to a high level of accuracy.

MACHINE LEARNING

Google has gotten better over time at

training the system to recognize legitimate 

visits (instead of passing through a store).

How does Google measure Store Visits?
Facebook leverages similar techniques.
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2.2. Reporting - Data Studio
THIS REPORT IS FULLY CUSTOMIZED TO YOUR BUSINESS NEEDS 

& EXPECTATIONS, DAILY UPDATED, ALWAYS AVAILABLE.

We made the report available for 
everyone. Download it here. 
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03. ROPO CAMPAIGNS
First off, we have to obtain store visits across all of your channels (Google Ads, 

Google Analytics, Facebook ads, etc.), This means we’ll integrate the new metric

in your campaigns for you to be able to build new / adapt current campaigns, 

test them, learn from them, and pivot them so they perform better and better. 

01
CHANNEL SETUP

We have already set up Store Visits in our central hub Google Analytics. Now

it is up to BossData to implement these Store Visits metrics into Google Ads, 

Facebook Ads & other channels. 

02

CHANNEL DIVERSIFICATION

After going through all the steps mentioned above, it is crucial to give old 

campaigns / channels a new chance. What did not work in the past, might be 

of huge value in terms of generating store visits. 

03

CAMPAIGN MANAGEMENT

This is where the magic happens. From now on we will start managing 

campaigns on both e-commerce and offline store visits in all of your channels. 

You’ll start seeing which keywords, audiences (affinity/interests), etc. end up 

generating tons of in store traffic. The by catch of your online marketing 

campaigns is no longer a mystery. ROPO CAMPAIGNS

Channel Setup

Campaign Management

Channel Diversification

MONTH 3
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3.1. Store Visits available 
as a metric in Google AdsE-COMMERCE STORE VISITS

ROPO MODEL

This allows us to easily spot which campaigns 

send more traffic to our stores and generate an 

overall higher ROI than anticipated. 

CRITICAL THOUGHTS

I. It is crucial to understand that the value of a 

store visit is an average. This is important when 

comparing e.g. campaigns that sell ‘cheap 

decoration’ vs. ‘expensive electronics’. 

II. It is based on extrapolations. But the 

confidence interval is strict. 
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04. ONGOING MANAGEMENT
First off, we have to obtain store visits across all of your channels (Google Ads, 

Google Analytics, Facebook ads, etc.), This means we’ll integrate the new metric

in your campaigns for you to be able to build new / adapt current campaigns, 

test them, learn from them, and pivot them so they perform better and better. 

01
SEGMENTATION & SCALING UP

We will notice that certain product groups, audiences, keywords, search

terms, etc. outperform others. It is up to the agency / in-house team to act

upon this. 

ONGOING MANAGEMENT

MONTH 4 - ONGOING

Segmentation, scaling up, automation, test & 
measurement

02
AUTOMATION
As we have set up our campaigns, we will start looking for automating our 

keyword bidding, keyword exclusions, etc. Automated campaign management

alongside automated reporting allows everyone to focus on other marketing

questions. 

03
TEST & MEASUREMENT

Campaign management is all about testing & measurement. ‘Failing faster’ is

what we believe in here at BossData.



Want to learn more?
There is more where this came from. 

01

01

WHITEPAPER:  16 Ways to convert Online Traffic to Foot Traffic

Read along as we will share 16 different ways in which major brands maximize the 

contribution of their website to offline sales.

BLOG: ’Why Omnichannel Starts with the right Mindset?

Omnichannel / ROPO – which stands for: research online, purchase offline – should not 

just be a buzzword floating through the organization, but a mentality implemented from 

within every layer of the organization. 

03

02
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DASHBOARD:  DataStudio dashboard combining both on- and offline metrics

Proper ROPO calculations is one of the most significant steps your company can take.

It's right up there with customer lifetime value, attribution etc. Therefore the calculation 

you make have to be as thorough as possible because they will hold the power to

transform entire organizations.



ABOUT US
DISCOVER OUR BRAND & 

VALUES. 
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Who We Are

We think alongside you. Together, we define what you want to achieve as a 

company. What are your business objectives? Where are you going? 

01

We take your business reality into account by looking at your company’s bottom line. 

This way, the ambitious goals we set together truly develop your business 

and put you ahead of the curve.

We are committed to continuously impact our partners’ businesses by 

setting the bar in an ever growing digital landscape and to foster an 

environment in which people become the best version of themselves. 
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Values

Our goal is to create and implement digital marketing strategies for our clients and to be a deciding 

part of the tactical execution of such strategies. It is based on these 6 key pillars.

01

Completely Candid. We say what we think even 

if it is considered controversial.

01

03

02

04

06

05
Outspoken Ownership. We stand up and take

responsibility.

True Transparency. No hidden agendas.

We are open about all aspects of business.

Incurable Curiosity. We have a constant 

desire to learn.

Solid Commitment. We care and believe 

In what we represent. 

Exulting Equality. Every voice counts and 

has an equal weight.
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01

BLUME Consulting
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