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The everyday problem: Which data should we care about... really?

"As an analyst | want to
be able to identify which
_ customer segments or
i = ' ‘ products that drive the

“ most revenue”

Adobe

We need to cut through the noise
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Which metrics are actually answering my
question?

Adobe
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80% of the results come from 20% of the
effort

Pareto Principle aka “the 80/20 rule”

It was discovered by Vilfredo Pareto
in 1896 and became a model later in
the next century.

Adobe

Why It’s Interesting

v’ Shows that a few products likely drive the bulk of revenue
v’ Creates an easy way of categorizing products

v Helps us focus on high-value segments for personalization or promotions

Adobe
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Let’s borrow this idea

® Which products (or customers) drive the most revenue?
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"As an analyst | want to be able to identify which products that drive the
most revenue”

Adobe
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Start with a revenue table in AA

@ Freeform table H v X

Online Revenue

Product

5269 457

Page:1/1 Rows: 400 1-48 of 48 Jun1 Jun30 out of $269 457
1. prdi036 530636 1,4%
2. prdi027 $16 975 6,3%
3. prd1004 $13658 51%
4. prd1048 $12630 47%
5. prdi017 M2 41%
6. prdi1029 SN034  41%
7. prd1033 $10039 37%
8, prd1024 $9729 3,6%
9. prdi010 $9326 3,5%
10. prd1006 58463 3)%
. prd1025 $7865 29%
12. prdi021 $7850 29%
13. prd1035 $6583 24%
14. prdion $6427 2,4%
118 nrdids 46357 24%

Adobe
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Export this data (from table or report builder)

[
E Online Revenue:

Product 5269 457
Page:1/1 Rows: 400 1-48 of 48 1 Jen 30 out of §269457
1 prdio3é kearch S30636 14%
2. prd1027 516975 63%
3. prehi0o4 Copy selection to clipboard $13658  51%
5. prdiOV? M2z 4%
Download selection as CSV
6. prdi029 1034 41%
7. prd1033 Create hyperlinks for all dimension items 510039 37%
8, prd1024 Biidi $9729 36%
9. prdi0i0 $9326 35%
10. prdio0s Create alert from selection s8463 31%
. prdi02s Visuslize 5 $7865 25%
2 prdio2t $7850 29%
13 prdi03s . S6563 24%
14, prd101i $6427 24%
1. prd1028 S$6352 24%
16. prdints $5961 22%
7 prd1020 $5893 22%
18. prdio34 $5745  20%
19. prd1040 $5440 20%
20. prd1016 $5358 20%
2. prdi032 $5091 19%
22, prdiodl $4516  17%
M ardiNgg 404 1A%
Adobe 02025 Adobe. Al g Rserve. AdobeConidena
Have fun in Excel with some formatting
AL o fe A B c D E F
A 8 c ] E
==} Product |4 Online Revenue (X
2 #Panel (2) prd1036 30.636kr. @ Online Revenue
3 # Report suite: Demo Data 7558
4 ¥ Date: lun 1,2025 - Jun 30, 2025 prd1027 16.975kr. SoFt
5
; prd1004 13.658kr.,
7 . .
: ; |pra1048 12630k %4 Ascending Z 4 Descending
I.L # Freeformtable - Product (48 items out of 48) > prd1017 11'122 h.l
1 Online Revenve B lour: None
e prd1029 11.034k. By colour a
13 prd1036 30635,55
o prd1033 10.039 kr., e
sjmat | swess prd1024 9.729kr.
17 pearo1? 218 prd1010 9.326kr. By colour: None 2]
e
19 pe1033 10038,84 prd1006 8.463 kr.
2 972927 v
— prd1025 7.865k.  Choose One a
g prd1021 7.850 kr. (a] )
Juos prd1035 6.583 k.,
84272
6352,08
5560,76
589281
e

Adobe
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Calculate % of total revenue and cumulative % of totals

% of Total Revenue Cumulative % of Total

LEFT * X+ fx | =B2/SUM([Online Revenue] LEFT : X fx | =SUM($C$2:C2)
A B c 1

:le; 2 : = =

2 [pratoss [ $10585) Revenue) 1 1
3 prd1017 $8.384 5% 2 |prd1036 $10.583] 7%]=SUM($C$2:C2)

4 jod oas £l a5 3 prd1017 $8.384 5% 12%
P | s = : o o710 o
7 prol0as $6.218 2% 5 prd1028 $6.992. 4% 21%
8 EEE’-_W $5.845 4% 6 | prd1025 $6.530 4% 25%
9 prd1028 $5.785| 4% 7 prd1044 $6.219 4% 29%
ﬁ Df:im :::z :2 8 prd1045 $5.845 4% 32%

pri T

12 1 FiE " 9 prd1028 $5.785 4% 36%
13 prd1032 $5.001 3% 10 |prd1006 $5.427 3% 39%
14 |pra1015 54,929 % 11 prd1010 $5.303 3% 43%
15 prd1011 $4.820 3% 12 prd1040 $5.187 3% 46%
16 prdio21 54.710 3% 13 prd1032 $5.091 3% 49%
g ::18;;’ E ;35: :: 14 prd1015 $4.929 3% 52%
1 | praioas S oy 15 prd1011 $4.820 3% 55%
20 pratoss | “$4022 % 16 prd1021 $4.710 3% 58%
71 prd1016 $4.019 3%, 17 prd1027 $4.593 3% 61%
22 prd1024 $3.815 2% 18 prd1035 $4.353 3% 64%
W praloor | $2915 2% 19 prd1033 $4.302 3% 67%

“How much of the total revenue has been ac

d up to and il

ludi

this product.”

Adobe
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Calculate % of total revenue and cumulative % of totals

prd1034 $4.022 3% 69% Top 20 %
prd1016 $4.019 3% 72% Top 20 %
prd1024 $3.815 2% 74% Top 20 %
prd1001 $2.915 2% 76% Top 20 %
prd1018 $2.854 2% 78% Top 20 %
lprd1004 | $2.818 2% 79% Top 20 %
prd1041 $2.803 2% 81% Long Tail
prd1049 $2.608 2% 83% Long Tail
prd1039 $2.503 2% 84% Long Tail
Now we know the minimum revenue for the products that contribute to 80% of revenue
Adobe 2025 Adbe A s Reseres Adobe Cnfden
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Back to Adobe Analytics

Create metrics in Analytics:

e IF (il sest, valae It valot it false) (D) x
o e If the product revenue is greater than
i iy e e x or equal to the revenue at the 80%
e 0 mark, then it can be categorized as
| & Onine Revenus x
L ° Top 20 % Products
metrie Y © nat
prd1034 $4.022 3% 9% Top 20 %
— % prd1018 $4.019 3% 72% Top 20%
: prd1024 $3.815 2% 74% Top 20 %
B prd1001 $2.915 2% 76% Top 20 %
prd1018 $2.854 2% 78% Top 20 %
|prd1004 $2.818 2% 79% Top20% |
‘ 3 Totst Griine Sevenue. & x prd1041 $2.803 2% 81% Long Tail
prd1049 $2.608 2% 83% Long Tail
S = pro103s $2.503 2% 84% Long Tail
Adobe I ——

Then we create the metric for Long Tail Products

e o (loical_test, vt voloe__tolse) (i) x
togial_test © nis
5 LESS THAN {mewric X, mevric_Y) - "Metric) < Metic?” (D x

© s
* X
metrc Y © Axd
| = x
alue_il_true L-RY
E 3 Gntme feven & x
E G TotalOniine Aevenie & %
value_il_talse © add

I ° x

Adobe
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Throw the metrics into a table with revenue metric

% Online Revenue E Top 20% Products E Long Tail Products
| 4u prawie S0 L% m
| 21 praton2 55091 15% 2%
| 22 prdrom $4516 17% %
| 23 prar0as s4284 16% 2%
| 24 prdtoz0 S4263 16% 2%
| 25 pratoos $4058 15% %
| 26, preors $3801 14% %
| 27. praone $3619 13% 1%
| 28, imprdioot $3445 13% 1%
| 29. praroor 53358 12% 1%
| 30. prdi0as $331 12% 1%
| 3. praioar 53320 12% %
| 32 pratoas $3203 1% 1%
| 33 prdioso 3133 12% 1%
| 34 prdioas 53087 1% 1%
| 35, prdioa3 53039 1% 1%
| 36. prdi03n 52309 05% 1%
| 7. prorena 52254 08% L
| 38 protons 52180 08% 1%
| 39, prdrooz 52096 08% %
| 40. praroo3 s1889 07% %
| a1 prdiozn SI1570 06% %
| 42 prai022 $1227 05% 0%
| 43 prr008 S1095 Q4% 0%
| 44 pra0as 961 04% 0%
Adobe 02005 o, i s, At Canfril
Use the combo chart
°
Online Revenue Top 20% Products. 4 Long Tail Products
= — —
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Adobe

Actions:
» Create a segment with those top products to use in personalization or promo targeting.
» Analyze the long tail products, do they perform differently in areas like conversion, time spent, entry source

and many other dimensions

© 2025 Adobe. All Rights Reserved. Adobe Confidential,
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Use Top 20% Products and Long Tail Products as segments

® Product Categories

Top 20 % products

Visits
B2B: Hi-Tech Product C: 2142
Page:1/1 Rows: 50 1-8 Apra outof2142
1. Desktops 896 418%
2. Laptops 703 32,8%
3. Workstations 326 152%
4. Server 272 127%
5. Peripherals 224 10,5%
6. Storage 142 6,6%
7. Mobile 91 42%
8. Unspecified 5 02%

Adobe

Long tail products

Visits

Aprd

1705
outof 1705

606 35,5%
169 99%
283 16,6%
299 175%
331 194%
271 159%
37 22%
63 37%

 Engagement

nts

Page:1 /1 Rows: 50 120l s

1 Top 30 5% products

2. Long tail products

+ Dayofweek

Oayof week *
Page:1/1 Rows: 50 1.60l6

1 Sunday
2. Monday

3, Tuesday

4. Wednesday
5. Friday

6 Saturday

Livengetimeonsie [ conversion sate
i i

v oae

2142 557%

1705 443%

Top 20 % products

§ Grline Orders

00:09:44

000451 499%

00:0453 50)%

Bor%

16115

ng6%

Long tail products

§ Oniine Orders
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st
31 i52%
3 152%
33 162%
33 162%
8. 235%
ER0 Y

Why it’s powerful

Focus on impact /

Clear narrative

Adobe
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“Here’s where 80% of our revenue
comes from - and here’s how the
rest behaves differently."

’

||||"||I""I"""llllllmnm.........
Actionable simplicity
\ “Let’s change our marketing effort

for some of the long tail produts”
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