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THE USE «Call-TRACKING» TECHNOLOGY
IN THE MODERN WORLD

Abstract. The world becomes more and more developed and with the advent of the Internet, mobile com-
munication, applications, the call-tracking develop and gains momentum. In this article, the concept of call-tracking,
and also its great popularity, a role and application are considered in detail.

In the modern world, companies use a large number of channels to attract customers: contextual advertising,
banner advertising, advertising on radio or TV, outdoor advertising and etc. Therefore, all types of call-tracking are
considered which exist at the moment and the principles of their work are described in the article.

As a result, using call tracking solutions for measurement of performance digital and offline - advertising,
marketer scan now better optimize their strategy to attract potential customers and increase revenue. Data and call
tracking ideas - also called call analytics, call attribution and call intelligence - allow marketers to generate best
conversion calls, to reduce their cost for leadership, to personalize the customer experience and to stimulate growth.
The work considers the main advantages of using this technology among companies. The real example of the appli-
cation of call-tracking by the company in Russia is described. The detailed description is provided.

Keywords: technology, call-tracking, tracking, advertising, website, calls.

Introduction. The relevance of this topic is determined by the fact that calls with variable success
have been trying to track for a long time. But with the increase in the number of customers, as well as the
massive transition of buyers to the Internet, it became necessary to automatically track each call, which led
to the emergence of the concept of call-tracking.

Before developing and implementing this technology in the company, we considered the concept of
"call-tracking".

Call-tracking - is a method of tracking offline conversions (calls) from the site. Today, call-tracking
is included in the gentleman's set of marketers, because up to 70% of applications are received by phone.
The main task of service - the analysis of payback of advertising investments.

Call-tracking is a technology for tracking call sources, and also collecting additional information
about calls. It allows you to evaluate the effectiveness of the advertising campaign and the quality of the
call center specialists [1].

Methods of research. The history of call-tracking begins with a traditional, "lamp" way to find out
the source of the call - just ask the customers where they found out about us. The method is still in demand
in some places, although it is unlikely that in such a labor-intensive way it has ever been possible to track
every call. Tracking in manual mode has the lowest efficiency. However, if you have a piece of goods or a
very expensive B2B service, you can easily talk to each customer and find out the source of the call. In the
mass market, people come from hundreds of Internet sources and few say for sure where he/she took the
phone. The most frequent and logical answer - the number I saw in advertising somewhere on the Internet.

Then the marketing went to promo codes, which were applied and are now used as an analogue of
call-tracking. A unique promo code is displayed on the site next to the phone for a unique visitor. Then the
buyer makes a call and says the manager his "code word". According to the promo code, the manager
understands from what advertising a call is made and can add this fact to the statistics. In general, the
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method of tracking calls on promo codes is not reliable, has a rather high error. In connection with the
quick development of advertising, there was a static call-tracking, which is ideal for offline advertising. It
suits those who do not strive for high detail and just want to monitor the effectiveness of advertising
channels. When you place an ad on sites, then a virtual phone number is determined (leased) for each
source. Each incoming call is recorded in the corresponding section of the report. In general, the use of the
call-tracking service in the static version - inexpensive and convenient, but for full-fledged analytics is not
enough.

We found out that the call-tracking service is needed to "count" calls from each advertising channel.
A person visits a site from an advertisement, from a particular source and sees the phone number assigned
to that source or visitor. After the call, the system determines the source by a unique phone number and
"puts a plus" on a specific channel - "the leader came from here" [2].

With this conversion tracking method, you can easily measure how many requests a particular traffic
channel actually receives and optimize your ad campaigns more effectively.

In essence, call-tracking works according to the similar scheme with tracking of online conversion by
the systems of analytics (Google Analytics, Yandex. Metrics).

According to various statistics, a large number of applications (about 70%) in B2C (business for
people) segment occurs through the phone, and in B2B (business to business) as much as 10% more. Thus, it
turns out that setting up goals in Metrics or Google Analytics, Internet marketers do not get a complete
picture of what is happening. Therefore, the optimization of advertising campaigns is not entirely complete.

Because the huge share of applications goes via phone, special services have developed which would
help us to trace calls. One of them is call-tracking, which we will develop and implement in Kazakhstan.

Call-tracking has become a substitute for managers forced to record the sources of the call to the
database with the words of the buyers. Modern dynamic call-tracking itself will record each call,
determine the source right up to the keyword, and also bring the user's device, operating system and other
data into the database, and will know exactly whether the person has called before [3].

Results of a research. We have considered why call-tracking is necessary according to theory. Let's
say that you have a website the main purpose of which is to receive calls from a visitor interested in
buying a product or service. You start advertising on this site from different sources (Yandex Direct, tar-
geted advertising, a banner on the site, advertising in the popular Vkontakte group, etc.) and start to get a
lot of calls. Do you want to know which of the sources of advertising brings the most calls, and which one
and none at all? Then you need static call-tracking. And now we will complicate a task. Let's say that you
want to know which specific announcement the person who called you has transferred to. Or, if you use
contextual advertising, which keyword the caller came from. Yes, it is possible to make it too, and
dynamic call-tracking will help. For you, this call will not be different from the usual one, but you will
know exactly what traffic channel it came from [7].

We have considered why call-tracking is necessary in practice. "What do I need from what I know
from what specifically the customer called," you ask. Everything is simple, knowing this - you can save a
lot of money on advertising. This is especially nice when you are an advertiser, but it is very necessary if
you are a director or any other specialist in advertising on the Internet. After all, you can increase the
effectiveness of the advertising campaign and reduce the cost of 1 client from advertising.

An example of dynamic call-tracking in practice. And now we will show a real example from our
practice in figures. As for 1 month to get the advertising budget savings of almost 6,000 rubles. We found
a man who shared data on saving money with call-tracking on his personal experience.

He spent on advertising in Yandex Direct the amount of not more than 45 thousand rubles with VAT
per month. The main goal of advertising is to get calls from interested users in purchasing, with whom
sales managers continue to work. In this example, we show only the numbers from Yandex Direct, we will
not take other sources of advertising into account. Data on received unique calls from Yandex Direct in
May are shown in figure 1.
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Figure 1 — Data on received unique calls from Yandex Direct in May 2017
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The amount he spent on advertising with VAT is shown in figure 2.

Rara Pasmep Gowyca ecero, pyo Mokassi Krnkn CTR (%) Pacxog ecero, py. Cp. ueHa knka, pye. Cp. pacxop 3a Aeks, pyd
¢ 01.05.15 no 31.05.15 0.00 33007 AL 046 | 43 785.31 me 1807 48

Figure 2 — Advertising costs in May 2017

If to make a simple calculation, then we will receive that 1 call of the unique user has cost 1152,25
rub. for him. In late May-early June, he has carried out the deep analysis of the received calls. Knowing
which particular ad and keyword the buyer called, he disabled ineffective ads. In addition, at the end of
May, he increased traffic from the RSA quite well due to low-frequency requests, began to receive
cheaper clicks, and, in addition, increased their number. So, the result was not long in coming. The
number of unique calls from Yandex Direct in June is shown in figure 3.

direct / cpc cpc 26 1407

yandex / cpc cpc 15 423

Figure 3 — Data on received unique calls from Yandex Direct in June 2017

The cost of advertising in June is shown in figure 4.

Aata Paamep GoHyca Ecera, pyd. Mokazsl Kk CTR (%) Pacxop cero, pyd Cp. LeHa knnka, pyo. Cp. pacxof 3a AeHe, pyo.
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Figure 4 — Advertising costs in June 2017

The cost of call-tracking for June was 2400 rubles. Total net savings of 5628.01 rubles. And this is
with a fairly small budget for advertising. But that's not all. Due to the increase in the coverage of the RSA
for low-frequency requests, it began to receive more calls from this source. And the price of a click on the
RSA is much lower than on the search. Total, 1 unique call from advertising in June costs 872.13 rubles.
Believe - it is very good price of a lead for the b2b segment in Moscow.

In the business environment, from 30 to 100% of sales are done by phone - it all depends on the
specifics. Many managers (about 66%) are confident in the effectiveness of incoming calls, especially
compared to other types of contacts with potential customers. Internal statistics show that firms that make
sales on the Internet miss about 30% of calls, but quite often they do not even know about it.

Call-tracking is a special technology, through which it is possible to associate incoming phone calls
with the source of advertising, detailing information to the keyword.

Call-tracking is a technology that allows you to track, analyze and process phone calls. Tracking and
processing can be done in different ways: manually and automatically. There is a logical question: what is
the purpose of call-tracking, what does this system provide? Firstly, thanks to it, setting up your adver-
tising campaign can be very effective. Call-tracking begins to evolve with the setting of the advertising
campaign and its binding to the tracker. What is call-tracking used for? One large marketing agency has
conducted a research. The Agency examined 100 organizations operating in eight different business
sectors. It is revealed that about 70% of all orders are carried out by phone and, certainly, businessmen
should consider it not to miss profit. Thanks to call-tracking you can make your business truly efficient
and profitable. In table 1, the systems of call-tracking, taken from Internet sources are considered [11].

The discussion of the results

Based on the reviewed all types of call-tracking system, we will develop our system in the Republic
of Kazakhstan. What will our technology consist of? Each user on the site is allocated a unique virtual
phone number from the prepared pool. The script in the system automatically determines the advertising
source from which the visitor came, as shown in figure 5. What is a pool of numbers? This is a set of
virtual numbers leased from the service call-tracking or own. The number of rooms must be enough to
cover all the people who are present at the same time on the site.
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Systems of call-tracking

Ne Name

About the service

Cost

Features

1 2

3

4

5

1 | "Target Call"

Metrics

from Yandex.

In Yandex. Metrics, you can
activate the service "Target
Call".The service allows you to
assign a number to any of the
traffic sources. The amount of
numbers is unlimited. Service
counts the number of calls and
gives detailed statistics

One "number-day" of
Yandex costs 11 rubles.
Pay for the service one
month in advance, that
is, the minimum cost is
330 rubles.

The "target call" works only with the
Yandex. Metrica counter. If you do
not want to put it for some personal
reasons, then you will not be able to
connect the service.So far, the service
is available only for Moscow, St.
Petersburg, Nizhny Novgorod and the
region, Samara and the region. Calls
from banners installed on other sites
cannot be tracked either - "Target
Call" works only according to the
code assigned to the website, tied to
the number

2 | Track calls
with Google

AdWordshastheabilitytotrackphon
ecalls (conversions) for your ads
with the extension "Phone
Numbers." In setting up the
conversion account, you can set
the minimum talk time so that
useless short calls are not
considered. The tool allows you to
detail the statistics for queries or
campaigns. You can track calls for
advertisements, for numbers on
the site, for conversions imported
from AdWords from other
systems

The service is free

The feature works only for AdWords
advertising. You can track calls from
more than 20 countries, including

Russia, Poland, Germany, USA, etc.

ru

3 | CallTracking.

Quite a powerful analyzer with
good functionality. Allows you to
track conversions both offline and
online. Calls from each
advertising system are distributed
as standard in channels with
separate numbers. Allows to trace
and analyze the efficiency of
inquiries, that is the used keys.
There is a free demo version for
testing

Connection is free. The
package can be selected
depending on the
required number of
channels:

Basic (3 channels) -
1500 rubles per month.
Advanced (8 channels)
- 3990 rubles per
month.

Expert (20 channels) -
9990 rubles per month.
Separate tariffs for
analytics of calls to a
keyword

Technical support of the service
promises accuracy of counting with
an error of up to 10%. If you do not
pay the package, then keep access to
the personal cabinet and the
accumulated statistics, it is stored in
the service indefinitely. Call records
are stored for 1 year. Dedicated phone
numbers remain with the customer for
two weeks after the last paid period
ends. The service connects to many
CRM-systems (Salesforce, BPM
online, amoCRM, SugarCRM,
Microsoft Dynamics CRM and Bitrix
24) and integrates with popular
analytics systems and contextual
advertising automation services

4 | Calltouch

One of the first services with a
dynamic system of call tracking
(tracking calls to sessions).
Asolidgeographyofservices (40
countries and 60 cities). Technical
support declares an error of
counting no more than 7% and
promises to increase the number
of allocated numbers in case of
default

Standard packages are
not available, but you
can calculate the cost of
services on an online
calculator. For
example, for mobile
and regional numbers,
when you connect 5
static phones with an
average session
duration of 3 minutes,
500 sessions per day
will cost you 11,000
rubles per month.

The numbers do not connect
themselves to the interface of the
account, you need to make a request
to the technical support. A lot of
settings, which you can not easily
figure out yourself. There is a demo
version for testing

— 18 ——
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5 | Comagic The system of call tracking works | There are three basic When purchasing any package,
with all major Russian cities (37 standard packages: provided a personal manager. In the
regions). Immediately need to pay | Lite — 1000 Lite package, besides functionality,
for connecting numbers (450 rub/month. there is only integration with CRM.
rubles per room + monthly fee per | Optimum — 3000 Optimum already has a dedicated
room for 250-450 rubles rub/month. API, integration with Yandex.Direct
depending on the package), so the | Enterprise — 20000 and Yandex.Metrics, Google
first month will be more rub/month. AdWords, Google Analytics,

expensive than the next. The error
in counting is about 10%. It
integrates with third-party amo
CRM and has its own CRM

It is possible to connect
to any package in
addition functions at
additional expense.

contextual advertising automation
systems

6 | Lptracker.ru

In the market recently. The
service analyzes each advertising
channel, connects to an external
CRM, "captures" the visitor
immediately when entering their
site-fixes his profile vk.com Oh.
That is, even if the visitor did not
call you and did not leave a
number, you get his contacts for
the base of cold calls.

There are three
packages:

Freelancer - 900 rubles
per month. (up to 100
customers per day and
only 1 site).

Startup - 2000 rubles
per month. (up to 500
visitors a day from a
single site, in total you
can connect 3 sites).

More than 10 different products (call
records, virtual numbers, customer
geolocation, order collection,

etc.). There is a CallBack widget for
accessing visitors who have decided
to leave the site. You can analyze
your offline advertising, for example,
ads on transport.

7 | Our
technology

Is in development

The free period is 14
days.

The paid version,
depending on customer

It does not depend on the country, has
a box solution, which includes a
service for tracking, CRM, API for
third-party developers and the ability

requirements to integrate into the most popular
CMS. It allows analyzing traffic
sources and thus optimizing them. In
the future, it is planned to include in
the box solution mine PBX[17]
» ATE e
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Figure 5 — Call-tracking structure
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Each advertisement will be assigned its own number. Accordingly, we will immediately understand
from which source the customer is calling. An example is shown in figure 6.
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Figure 6 — Analyzing sources of incoming call traffic

Conclusions.

Based on the above, we can note why we need call-tracking:

— Defines the sources of calls by phone - which advertising brings calls and sales, and which uses the
advertising budget for nothing.

— Allows you to monitor managers and improve the quality of service.

— Reduces the number of missed calls - and therefore, customers that could go to your competitors.

— Submit statistics about calls to GoogleAnalytics or other analytical platforms.

— In the case of integration with CRM, automatically creates transactions, tasks and contact cards
upon the fact of the call.

First of all, the service is relevant for companies that have a more or less significant advertising
budget.

Call-tracking in any form carries certain costs. And saving on ineffective advertising should cover
them. Also, it is necessary to take into account the peculiarities of the business sector. It should be
connected to telephone calls. For example, a modern online store, this service may not be useful, because
most of the purchases are made online, without using the phone. But a service store, for example, a travel
agency, call-tracking can be very useful - the primary treatment often happens by phone. The same goes
for insurance companies, real estate sales, furniture, windows, etc. For example, according to polls, about
55% of car dealers have used or continue to use the call-tracking service to track effective advertising
channels. Using call tracking systems in your advertising campaigns, you will receive various reports on
calls and, most importantly, you will be able to really evaluate the work of the Call-center and, as a result,
optimize it [26].
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'Kasaxckuii arporexuuueckuii yuusepcurer um. C. Ceitpymiuna, Acrana, Kasaxcra,
*BeIopyCcCK il rOCY 1apCTBEHHBIH YHHBEPCUTET HHPOPMATHKH M PaIHodIeKTPOHKKH, Benopych

HUCITIOJIB30BAHHUE TEXHOJIOT'MH Call-TRACKING B COBPEMEHHOM MHPE

AnHOTanusi. Mup craHoBHTCsSI Bce Ooiiee pa3BHTBIM M C HOsiBIeHHEM VHTepHeTa, MOOWILHOI CBSI3U, NpU-
JIOXKCHHUN HabupaeT 000poThl U pa3BuBaercs call-tracking. B manHO# cTathe moapoOHO paccMOTpeHO moHsTHe call-
tracking, a Tak:ke ero 0oJblIast MOMYJIIPHOCTD, POJIb U IIPUMEHEHHE.

B coBpeMeHHOM MHpE KOMIAHHH HCHOIB3YIOT OOJBIIOE KOJUYECTBO KAaHAJIOB TMPHUBIICUCHUS KIIUEHTOB:
KOHTEKCTHAsI pekjiamMa, GaHHepHask peKiiama, pexiiama Ha paauo win TB, Hapy)kHas pekiiama u Tak fganee. [loatomy B
CTaThe PacCMOTPEHBI Bce BHIBI call-tracking, KOTOpbIe CYHIECTBYIOT HA AaHHBIA MOMEHT M OIKCAHbI PUHIIUITBI UX
paboTEHL.

B pesynbrare 3TOro, HCHOJB3Ys PEIICHHS OTCIICKHUBAHUS 3BOHKOB JUIS W3MEPEHHUS! POU3BOJUTEILHOCTU
rdpoBoii u odaliH-pekIaMbl, MApKETOJIOTH TENEePh MOTYT JIydllie ONTHMU3UPOBATH CBOIO CTPATETHIO JIJIsl IPHUBJIE-
YEHUsI OTCHI[MAJIBHBIX KIMEHTOB U POCTa JOXO/O0B. JlaHHBIE U HUAEH OTCIIEKHUBAHHS 3BOHKOB - TAK)KE Ha3bIBAEMbIE
AHAJIUTUKON 3BOHKOB, anPI6yIlHel>lI 3BOHKOB M HMHTCJUJICKTOM BbIZOBa - IMO3BOJIAIOT MApPKETOJOI'aM PbIHKA I'€HCPU-
poOBaTh JIy4lINE KOHBEPCHUOHHLIC 3BOHKH, CHUKATh UX CTOMMOCTH 3a JIMACPCTBO, MECPCOHAINIUPOBATH KJIIMEHTCKHU I
OIIBIT ¥ CTUMYJIUPOBATB POCT.

B pabore paccMOTpeHBI TJIaBHbIE MPEHMYIIECTBA HCIOJIL30BAHUS JTAHHOW TEXHOJIOTHH CPEAM KOMITAHHH.
Onucan peanbHblil pumep npumenenus call-tracking komnanwueit B Poccun. [IpuBeieHo moapodHoe onucanue.

KioueBble ciioBa: TexHosorus, call-tracking, orciexuBanue, pekjiaMma, CaiT, 3BOHKH.
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A. Mcmamosa', O. Iokycaii', A. Omup6aii’, B. SIxosaes', C. Coserxun’, JI. JIuxaueBckuii’

'C. Ceiidynmun atbinmars Ka3ak arpoTexHHKaIbIK yHUBepcHTETi, Actana, Kazakcran;
?BenopyccnsuIbiK MHDOPMATHKA JKOHE PaJMOdIeKTPOHNKA yHHBepenTeTi, Bemapyccns

CALL-TRACKING TEXHOJIOTUSICBIH KA3IPTT KE3/IE ITAHJJAJIAHY

AHHOTANMsAA. OJIeM WHTEPHETTIH, MOOWMIbAI OalIaHBICTHIH, KOCBIMIIAJIAPIbIH Maiina OOMybIHAH CEPIiHII
nmamyna xoHe call-tracking KapKBIHIBI JaMBInT Kene xatblp. by makanana call-tracking yFBIMBI )KoHE COHBIMEH KaTap
OHBIH YJIKCH aTaFbl MCH POJIi, KOJIaHBLTYhI XKaH-)KaKThl KApacTHIPhLIAJIEL.

Kazipri 3amMania KOMIaHusUIap KIACHTTEPII TAPTYAbIH KOITEreH KOJMIaphlH KOJJaHA bl: KOHTEKCTI )KapHaMa,
OanHepni xapHama, panuo Hemece T/l skapHama, CBIPTKBI JkapHaMa jkoHe T.0. COHIBIKTaH MaKajaja Kasipri kKesae
Oap call-tracking KpI3MeTiHIH OAPIBIK TYpiepi )KOHE KYMBIC ICTEY IPUHIUOTEP] KapaCTHIPBUTFaH.

OCBIHBIH HOTW)KECIHAE CaHIBIK JXKoHE OQIaifH-KapHaMaHBIH OHIMIIUIITIH ©JIIey YIIiH KOHBIpayJIapAbl Kasa-
Fajay IIeNMiH KaObuiiay apKbUIbl MapKeTOJIOrTap MOTEHIUAIbI KIMEHTTEP I TapTy KOHE KipicTi ecipy YIIiH e3
CTpaTerusulapblH OHTailnaHipipa anaapl. JlepekTep MeH KOHbIpayAbl Kajaranay wHIesuiapbl - KOHbIpayJap/bl
Tayfaynap Aem aranajbl, KOHbIpaybl aTTeCTAlMsUIAY HKOHE KOHBIPAY LAY - MapKEeTOJOITapFa yKaKchl KOHBEPCHs
KOHBIpayJapblH jKacayra, KeIIOacHIbUIbIK YILIIH HIBIFbIHIAPABI TOMEHIETYre, KIMEHTTEPIIH TOKIpUOeCiH Keke-
JICHIIIPYTE KOHE OCY/Ii BIHTAJIAHBIPYFa MYMKIHIIK Oepei.

JKympicTa OepiireH TEXHONOTHSHBIH KOMIAHWSIAP apachlHAA KOJIMAHYIBIH OacThl apTHIKIIBUIBIKTAPHl Ka-
pacteipeiTFaH. Peceiingeri 0ip xommanusHbIH Call-tracking KbI3MeTiH KOJIAHYBIHBIH HAKTHI MBICAJIBI CUIIATTAIIFaH.
ToMNBIK CHUITATTAMACHI KEATIPUITeH.

Tyiiin ce3aep: Texnonorus, call-tracking, Kanaranay, >kapHama, CaifT, KOHbIpayJap.
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