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Dear Reader: 

A marketing revolution is taking place. Consumers have become inured to hype and 
old-fashioned advertising that yells untruths and exaggerations. Consumers have 
become deaf and banner blindðby choice. With a click of the remote or the mouse, 
business can be muted or sent off into cyberspace. Marketing Experiments does not 
claim to know anything other than what it has tested; and those things constantly 
evolve, usually becoming more subtle and sophisticated.  

The activities of our research group are predicated on a central philosophy: marketing 
is testing. Indeed, the marketplace itself is the great testing ground. 

In view of this conviction, we have focused our resources on ñdiscovering what really 
works.ò This collection of experiments represents our efforts to that end. It contains 20+ 
major experiments, 50+ data tables, 1,400+ resource references, and 250+ pages. 

The data in this book represent $3 million worth of research but it is only a fraction of 
what youôll find at www.MarketingExperiments.com. We hope you discover this library 
of research helpful as you plan and execute your marketing strategy. 
Thank you for your trust. 
 

 
Flint McGlaughlin 
Director 
MarketingExperiments.com 
April 2007 



 



 

EDITORôS NOTES 
 

NOTE 1 
Marketing Experiments conducts primary, real-time Internet research with an extremely wide variety 
of businesses. The chapters in this book are a compendium of Marketing Experiments journal 
research briefs that were highly time-sensitive and important to get online as soon as possible. The 
timeliness, however, fades in perspective as the truths we discovered in pursuing what really works 
in marketing have proved themselves to have lasting merit. All of the lessons learned from our 
experiments, even in our fast-changing technological world, verify the old saw that the more things 
change the more they stay the same. You can keep up with the latest research by subscribing to the 
Marketing Experiments journal at www.MarketingExperiments.com. It costs nothing to join. 
 
NOTE 2 
The dimensions and format of the book, you will have noticed by now, are a little unusual. The large 
format was chosen to make it easier to make notes. You will notice also the wide margins on the 
outside edge of the test pages They are there for you to make any notes you might want. We felt 
that people who really wanted to take advantage of the millions of dollarsô worth of insight scientific 
testing reveals, might want to record their own comments, insights, and notes in appropriate places. 
Especially if you go to some of the Web sites, you may find plenty to supplement the text. I think you 
will be particularly taken with the vast additional knowledge and goodwill available from the audio 
that many chapters offer via the Web. You simply must hear Dr. McGlaughlinôs voice to fully 
appreciate the pleasure he takes in sharing what we have discovered. 
 
NOTE 3 
Since the splitting of URLs at the ends of lines cannot bear hyphens without their being mistakenly 
taken as part of the URL itself, lines are broken with URLs wherever in the URL happens to best fit 
the line without causing odd spacing. 

Documentation of online material occasionally presented problems; namely, of authorship, date, 
place, and category. We evolved a style for documentation that is a blend of MLA (Modern 
Language Association), American Psychological Association, Words Into Type, and The Chicago 
Manual of Style. Where we could simplify, we did. We assume our readers are savvy to URLs and 
the URLs they operate. Thus, for instance, we have eliminated ñhttp://www.ò as long as it is not 
necessary to access the referred site. At the end of most chapters a section called ñRelated 
Marketing Experiments Reportsò uses an extremely abbreviated style, but one that should make 
immediate sense and ease the ability of the reader to access those reports without having to enter 
inordinately long URLs. We hope you can easily find any source cited. Some sites change and get 
redirected. Some fade away. Where a site has ceased to exist or is under construction we note so at 
the end of the entry. We have verified every citation with inclusion of the last time it was accessed 
exactly as noted. Even so, errors may have crept in and we beg your indulgence. Every effort has 
been made to ensure their accuracy. 
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http://www/
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Preface 

 
This is a compendium of a yearôs worth of in-depth online research experiments designed to 

discoverðwithout any bias or preconceptionsðwhat really works. We are often surprised and some-
times embarrassed to discover how much we DONôT know about marketing. However, the tasting of the 
testing is always sweet. Itôs good to know what really works, and works better and best. We do not mind 
at all if weôre proved wrong, if our intuition or preconceptions or ñknowledgeò proves out to have been in 
error. Indeed, we learn the most when proved wrong through valid testing. 

We have been fortunate to have collaborated with some of the Netôs leading thinkers. Ours is 
a fast-changing world that requires producers of products and services to keep pace with con-
sumersô minds and moods. As Heraclitus observed, the only constant is change; not only can you 
not step in the same place in the stream, but you canôt step in the same stream. And as Alfred 
North Whitehead showed in his metaphysical interpretation of Einsteinôs relativity theories, reality 
is in the process. 

What we have discovered is in one sense timely but in another eternal. And the basic princi-
ples and formulas can be applied to a very large extent both to the offline and brick-and-mortar 
worlds. The basic principles prove themselves time and again to be scientifically replicable and 
psychologically sound through the real-life, real-time results of our experiments. 
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Transparent MarketingÊ 
How To Earn the Trust of a Skeptical Consumer 

 

 

 

 

 

 

Okay, marketing pro, letôs take a quick test. The following sales copy is 
excerpted from the Altoona Tribune. Just how effective do you think it could 

be? Is it persuasive? What is your instant reaction to the tone of the message? 

Modoc OilðThe greatest medicine on earth. It has no equal. It relieves 
all pain instantly: Toothache in one minuteðHeadache in one min-
uteðEarache in ten minutesðSore Throat in one nightðNeuralgia in 
from three to five minutes. 

Modoc Oil can be used internally as well as externally without the 
least danger. It has never been known to injure anyone young or old. 
One of the most valuable properties of this oil is its adaptability in 
painful diseases of children. Should your babe show any symptoms of 
pain in the stomach or bowels, wet immediately a flannel cloth and lay 
it on the seat of pain. Relief will certainly follow in less than ten min-
utes. 

Modoc Oil is a sure and speedy cure. Every family should have a 
bottle within reach. Itôs a doctor in the house.

1
 

 
Brash, isnôt it? Would you rush out and buy a bottle of this miracle cure? 

Would anyone? In 1885 the demand was so strong that the Oregon Indian 
Medicine Company had to build a new plant encompassing an entire city block 
of Corry, Pennsylvania. As late as 1912, the Company was still in full produc-
tion with a popular price point of fifty cents per bottle.

2
  

 

What about today? How would such blatant copy be received in our cynical 
marketplace? 
Researchers at MarketingExperiments.Com endeavored to place the very 
same ad in the Altoona Mirror (The Tribune is no longer published). But the 
Mirror wouldnôt accept the copy, and neither would any other major metro-
politan newspaper.  

                                                
1.
 ñModoc OilðThe Greatest Pain Medicine On Earth,ò Altoona Tribune (Altoona, PA), January 29, 

1884. 
2.
 ñThe Oregon Indian Medicine Company,ò Indian Bottles and Brands, bottlebooks.com/oregon 

.htm, Digger Odell Publications, 1997. 

NOTES  

http://www.marketingexperiments.com/index.php
http://www.bottlebooks.com/oregon.htm
http://www.bottlebooks.com/oregon.htm
http://www.bottlebooks.com/oregon.htm
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A fairly predictable resultðbut it demonstrates a vital point. This 
original ad worked only because people trusted and believed its mes-
sage. Not anymore.  

With each passing nanosecond, consumers are growing more and 
more jaded. It is difficult to fathom just how much this generation has 
become skeptical and wary.  

 

The average person is assaulted with a barrage of nearly 600 new 
marketing messages per week. 

If we could somehow wire the mind of consumers as they sift through 
the conundrum of emails, snail mails, banners, and commercials, we would 
probably hear a resounding response: ñI donôt have time to listen and I donôt 
believe you anyway.ò 

Indeed, experts tell us that people sort their mail in order to find an 
excuse to trash it. And even if by chance, a message somehow es-
capes this ruthless purge, it probably wonôt be remembered. 

 

Statistics indicate that we retain less than 1% of the marketing mes-
sages we encounter.3  

That means that this very week, your companyôs pitch is just one of an-
other nearly 600 being hurled at the prospect. You may be #11, or you may 
be #450, but whatever number you are, it is imperative to win a place 
among the fortunate 1% that are actually ñheardò and remembered. 

And this is only half the battle. . . . Somehow you must be believed. 
In the first quarter of 2000, our colleagues and competitors burned 

nearly $2 billion in online advertising. This is 182% more than the first 
quarter of 1999. And this is despite the fact that only a fraction of these 
monies will ever purchase a trusted first position.

4
  

Hereôs the bad news: Post Modern Consumers just donôt believe 
us anymore. They have endured too many empty promises, too many 
exaggerated benefits, and too many artful disclaimers. 

 
The word ñsalesò has become synonymous with the word ñhype.ò 

What are we as marketing experts to do? How can we continue to 
invest against these diminishing returns? How can we be heard? And 
most importantly, how can we be believed? 

While these questions are challenging, they also afford a major oppor-
tunity. 

Most companies are churning out traditional sales jargon laced 
with vague adjectives and ñme tooò claims. A visionary (even if small) 
firm that learns how to communicate in a new way could achieve in-
stant credibility. 

Credibility translates into trust; trust translates into relationship; 
and relationship can translate into sustained sales. 
But what is this ñnew way to communicateò and how can we learn 

it? Hereôs one place to begin: 
This article contains about 2,600 words. You have already read more 

than 700 of them. It will not answer all of your questions. It is very limited by 
its length and by its medium, but it will disclose five key principles that could 
truly help you penetrate the  venerable  defenses  of  your  target  market.  It  

                                                
3.
Kam Wai Yu and Derek Lee Armstrong, The Persona Principle (New York, NY: Simon & 

Schuster,1996). 
4.
Maria Nitke, ñInternet Advertising Revenues Pass $2 Billion in Second Quarter 2000,ò Interactive 

Advertising Bureau, http://www.iab.net/news/pr_2000_10_03.asp. 
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uses two research studies, it contains eight quotations, and it refers to seven 
sources. It is tightly focused on a single question: 

 

How can we get this skeptical generation to accept and respond to our 
marketing message? 

The answer can be found within a simple set of principles that embody the core 
philosophy of Transparent MarketingÊ. 

As we race into the future, the rules are changing; people are changing. 
The ñold schoolò methods of selling products are growing stagnant. Social sci-
entists call this new era ñThe Age of Post Modernity.ò 
And Post Modern Consumers will not tolerate multiple ñcloses,ò self-pro-

motion, or invasive mail. Many donôt even like ñsuits and ties.ò 
Technology has empowered this new generation with far more options 

than in times past. Marketers are often held hostage by a single click. And 
whether the weapon of choice is a mouse or a remote, we have but seconds to 
initiate a relationship. 

A more effective way to communicate must exist. 
Transparent MarketingÊ offers a discrete new philosophy based on a col-

lection of historic values. 
The British poet, W.H. Auden said:  
 

The image of myself which I try to create in my own mind in order 
that I may love myself is very different from the image which I try to 
create in the minds of others in order that they may love me. 
 

In Transparent MarketingÊ both images are one and the same. 
 

To understand the application of this new philosophy we must fast forward 
from 1885 to some 100+ years later. 
Here is a modern (if subtle) version of ñsnake oil copy.ò It is actual sales text 
extracted from the high traffic Web site of a major company (the name has 
been changed). 
 

Led by one of the finest management teams in the industry, Medi-
Widgets has consistently demonstrated a keen understanding of the 
industry and a strong vision for its future. This vision translated into a 
concept of a superior systemðof how patients should move smoothly 
through a logical healthcare system that offers highly technical, less-
invasive, cost-effective procedures. 

 
What is wrong with this piece? Is it too long, too short, or too direct? If you 

were the expert hired to revise it, what changes would you make? 
Transparent MarketingÊ suggests a different way to analyze this sample 

copy. Here are five key principles:  
 

1.  Tell (only) the (verifiable) truth. 
ñWrite the truest line you know.ò When Ernest Hemingway penned this fa-
mous advice, he could not have known that it would have such lasting im-
pact. His words still resonate today. If the new marketer is to succeed in 
persuading the Post Modern Consumer, he must embrace this maxim just 
as eagerly as the aspiring author. 

The task is challenging. First, we must strip our ad copy of every last info 
fragment that is not absolutely accurate. Then we must go back and strip it 
again, this time of every fragment that is not absolutely verifiable. 

Here is a direct quote from the mission statement of MediWidgets.com: 
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We consider respect, trust, and integrity to be essential in all our deal-
ings. We expect honest, ethical behavior from ourselves and we en-
courage it in others. 
 

Fine sounding words, but despite the noble tone, their message will 
likely be discarded. If Post Modern Consumers canôt instantly verify a claim 
they will assume that it is false.  
 

2.  Purge all vague modifiers. 
Letôs take a pair of surgical scissors to the MediWidgets pitch. Letôs cut 
away the subjective adjectives, adverbs, and prepositional phrases. 
 

Led by ______________________ management teams in the in-
dustry, MediWidgets has ____________________ demonstrated a 
_________ understanding of the industry and a _____________ 
vision for its future. This vision translated into a concept of a 
_______________________ systemðof how patients should 
move _________________ through a ______________________ 
healthcare system that offers ___________________ procedures. 

 
Question: What do we have left? Answer: Not much. 
What is this copy saying? How will it impact a prospect? 
Here is a paraphrase of the remaining paragraph, along with the likely 

responses of a weary decision maker as he scans for meaning.  

 Info-Fragment  1:    MediWidgets is led by a management team.  
(So what? So is every other company.)  

 Info-Fragment 2: MediWidgets has demonstrated an under-
standing of the industry and its future.  

 (Yeah, yeah, yeah. Says who? How have they demonstrated this 
ñunderstandingò?)  

 Info-Fragment  3:  MediWidgets has designed a system for mov-
ing patients through a healthcare system.  

(What are these people talking about? What do they really do? 
How can they help me?) 

If these responses seem harsh, they are probably not harsh enough. 
Though we have no desire to demean the work of another professional, 
Post Modern Consumers couldnôt care less about unsubstantiated claims. 
They actually despise hype and anything else that insults their intelligence. 

They are armed and dangerous. With a single click, they can terminate a 
companyôs opportunity.  

 
3.  Let someone else do your bragging. 

To Post Modern Consumers, nothing is more nauseating than the sound of 
people singing their own virtues. If you must convey subjective information about 
your product, then do so through the voice of your customers, peers, or review-
ers. 

In our sample copy we deleted the following modifiers: finest, consistently, 
keen, strong, superior, smoothly, less invasive, and cost-effective. Any one of 
these colorful words could be acceptable, bracketed within the quotes of an un-
biased third party, but they will not work when we declare them for ourselves. 

As King Solomon advised his son some 3,500 years ago, ñLet another man 
praise thee, and not thine own mouth; a stranger, and not thine own lips.ò

1
 

                                                
1.
Proverbs 27:2 (KJV) 
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4.  Substitute general descriptions with specific facts. 
Post Modern Consumers demand to be respected as capable decision 
makers. They despise thinly veiled sales pressure, but they appreciate 
simple, direct communication. Give them the resources they need to make 
an intelligent comparison; then politely ñstep backò and allow them to make 
their own evaluation. 
Letôs see how this second principle applies to the first two key points of 

the sample copy.  
 
ǒ Info-Fragment 1: MediWidgets is led by a management team. 

This fragment does not offer any substantial 
meaning. If the goal is to persuade the reader to 
trust the company, then we need to provide 
specific facts that clearly show/imply the 
effectiveness of the Team.  

This goal can be accomplished with a hyperlink to more informa-
tion, and/or with a single inclusive statement of ñipso de factoò (by 
the fact itself) qualification.  

In the limited space of the above copy, it is probably best to fo-
cus your prospect on the qualification of one team member. Here 
is an example:  

 Ʒ Modified Info-Fragment 1: Jan Vincent, the CEO of Medi-Wid-
gets.com, was formerly the Technol-
ogy Director of the Mayo Clinic. She 
holds dual doctorates in Computer 
Science and Nuclear Medicine.  

* * * * 
ǒ Info-Fragment 2: MediWidgets has demonstrated an under-stand-

ing of the industry and its future.  
This fragment makes a bold proclamation, but does not offer a 

shred of evidence. It is not difficult to imagine how sarcastically 
this nebulous claim will be received by the readers as they slash 
through the dross.  

 Ʒ Modified Info-Fragment 2: In the past seven years, the R&D staff 
of MediWidgets.com has developed 
six new software applications and 
eleven new patented patient care 
procedures. According to Medicine 
Today, 62% of all U.S. hospitals use 
at least one software solution created 
by the MediWidgets Research Team. 

 
5.  Admit your weaknesses. 

Post Modern Consumers are not looking for perfection. They are looking 
for honesty. They want to build a relationship with someone or with some 
company that they can trust. Best selling authors Al Ries and Jack Trout 
espouse this vital principle: 
 

Why does a dose of honesty work so well in the marketing proc-
ess? First and foremost, candor is very disarming.  Every negative 
statement you make about yourself is instantly accepted as truth. 
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Positive statements, on the other hand, are looked at as dubious at 
best.

2
  

 
When a company is humble enough to admit a weakness, it immediately 

distinguishes itself from the competition. It opens the door for a trust relationship. 
Consumers are all too aware of the fact that we are not perfect. To pretend 

otherwise, serves only to raise their suspicion. Tell them what you canôt do, 
and theyôll believe you when you tell then what you can do. 
Letôs see how the principles of Transparent MarketingÊ work in the sam-

ple copy. For the sake of clarity, we have divided it into two paragraphs. 
 

MediWidgets.com helps people access their personal medical 
records from their home computer. Jan Vincent, the CEO of MediWid 
gets.com, was formerly the Technology Director of the Mayo Clinic. She 
holds dual doctorates in Computer Science and in Nuclear Medicine. 

In the past seven years, the R&D staff of MediWidgets.com has 
developed six new software applications and eleven new patented 
patient care procedures. According to Medicine Today, 62% of all 
U.S. hospitals use at least one software solution created by the 
MediWidgets Research Team. 
 
These paragraphs reflect a new approach to the MediWidgets marketing 

message, but they could be improved still further. In fact, they would be more 
Web compatible if they were organized in an easy-to-scan list format. The 
message, itself, could be strengthened, if it were complemented by a simple 
set of decision tools. These include:  

 
 A customer satisfaction rating reflected in real time, on the Web site.  

 A symbol beside each feature that reveals the percentage of current 
customers who agree with its claim. This information would be 
gathered in a simple agree/disagree poll taken from customers who 
have used the product for six months.  

 A simple, easy-to-scan chart that (politely) compares the Medi- 
Widgets solutions with its competitors. 

 A ñWhat Are Your Limitations Section?ò that would allow the pros-
pect to learn in advance the productôs inherent weaknesses. This 
section would have a (moderated) forum that lets customers add 
their own comments and observations. 
 
In the final analysis, itôs not the prose; itôs the principles. People see 

through hype and lies. People perceive honesty and integrity through clear, 
precise prose. Transparent MarketingÊ is about values, not sentence al-
chemy. It asks that we treat the customer with the same integrity that we would 
expect to be treated. 

Its simple approach to a complex problem can best be captured in the 
words of an anonymous rhyme:

3
  

 
A lion met a tiger 
As they drank beside a pool. 
Said the tiger, ñTell me why . . . 
Youôre roaring like a fool.ò 
ñThatôs not foolish,ò said the lion, 
With a twinkle in his eyes. 

                                                
2.
Al Ries & Jack Trout, The 22 Immutable Laws Of Marketing (New York: HarperCollins, 1994). 

3.
Dan Kennedy, The Ultimate Marketing Plan (Holbrook, MA: Bob Adams, Inc., 1991). 
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ñThey call me king of all the beasts 
Because I advertise!ò 
A rabbit heard them talking, 
And ran home like a streak. 
He thought heôd try the lionôs plan, 
But his roar was just a squeak. 
A fox, who happened on the scene, 
Had a fine lunch in the woods. 
The Moral? When you advertise, 
Just be sure youôve got the goods. 
 

 
 
 
 
 

Transparent Marketing  
 
 
 
 
 
 

NOTES  



TRANSPARENT MARKETING 

10  

 

 
 
 
 
 
 
 

 

NOTES  



11 

Marketerôs Intuition 
Trustworthy? ðTesting Proved Intuition Wrong at least 50% of the Time 

 
 
 
 
 

 
 
 
 
 

 

 
Though intuition may reward us with breakthrough ideas, it often fails 

us when it comes to identifying the most effective text and design for our ads, 
emails, and Web pages.  

There is no doubt that intuition and moments of great insight can have a 
profound impact on your marketing efforts. We all know of business leaders 
who have achieved extraordinary success for their companies by following 
their instincts and capitalizing on moments of great insight. However, when we 
get down to the details of how best to communicate our value proposition in 
words and design, intuition appears to be a great deal less reliable. 

 
Å Can your intuition and experience tell you which advertisement headline will 

result in the most click throughs? 
Å Can intuition tell you which email subject line will result in the highest open 

rates? 
Å Can intuition tell you which Web page design will give you the best ROI?  

 
In this chapter we will walk you through some of our own test results, and 

also share the results of your own intuition when it comes to identifying the 
best-performing copy and design. 

 

 
Test 1: Multivariable Testing 

In a clinic on multivariate testing (see Chapter Ten) we looked at JoAnn.com, a 
website serving millions of arts and crafts enthusiasts. The company used Of-
fermatica to set up multivariate tests in a number of site areas.  

After one round of testing, they registered the following improvements: 
 

 

NOTES  
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JoAnn.com Multivariate Tests 

Metric Improvement 

Sewing Machine Conversions   30% 

Average Order 137% 

Revenue Per Visitor 209% 

 

 

 
 

  What You Need To Understand 
As noted in Chapter Thirteen, this company experienced significant 
growth due to its multivariate testing, including an overall revenue per 
visitor improvement of 209%. 

But the most memorable lesson was this: the offer that the mar-
keting team thought would be the least viable (ñbuy two sewing ma-
chines and save 10 percentò) actually generated the highest return. 
ñPeople were pulling their friends together and we sold enough . . . 
machines to outperform single purchases,ò said Linsly Donnelly, 
JoAnn.comôs chief operating officer. 

 
 
 
 

KEY POINT: Even the smartest marketers are often proved wrong by testing. 
Intuition is no substitute for well-designed experiments. 

 

Test 2: Offer Page 
In an optimization effort for one of our test sites, we believed that customers 
visiting the site with an 800 X  600 or 1024 X 768 resolution monitor were not 
finding the relevant sales language for the primary site product unless they 
scrolled down that page. 

 
We set up an A/B/C split to test this hypothesis: 
Å Page A was the original page. 
Å  Page B featured slightly shortened data and used a ñclick hereò anchor 

text to take visitors down the page. This page showed the order proc-
ess on a 1024 X 768 resolution monitor, but on an 800 X 600 resolution 
monitor it displayed the offer copy for only the primary product. 
Å Page C was a radical redesign in which the order process was partially 

viewable on 800 X 600 and higher. It used two columns to make more in-
formation available ñabove the fold.ò 

 
 

The actual pages we tested follow: 
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Page A: 
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Page B: 
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Page C: 
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Before revealing our test results, we polled the audience of one of our Web 

conferences. We asked them to vote for which page they thought would per-
form the best. Here is a breakdown of their votes: 

 

A/B/C Split TestðSurvey 

 Page A Page B Page C 

Total Votes 22 51 103 

Percentage of Votes 12.5% 28.98% 58.52% 

 
 

 

  What You Need To Understand 
More than half of our live audience predicted that page C would 
perform the best. In addition, many of the members of our team 
believed that Page C would perform the best. Our experts and 
many of the seasoned marketers on the phone all seemed to be-
lieve that Page C would out-pull the other two pages. 

 
 

 
But here are the results of our testing: 

 

A/B/C Split TestðActual Results 

 Page A Page B Page C 

Percent of Traffic 34.00% 33.00% 33.00% 

New Sales 244 282 114 

Change N/A 15.57% 53.28% 

 
 
 
 

                        What You Need To Understand 
Page B outperformed the original page by 15.57%. Page C was a 
dismal failure. 

  
 
 
 
KEY POINT: What seems ñintuitiveò to most marketers is not always revealed 

as the best page after testing. In this test, our hypothesis about 
important sales language appearing higher on the page proved 
correct. However, the two column approach of Page C was inef-
fective. 
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Test 3: PPC Headline Copy 

In our next test, we tested four PPC headlines on Google AdWords. We polled 
an audience of 50,000+ marketing professionals, asking them to select which 
headline they thought would generate the highest click-through rate (CTR).  

 
These ads were tested on the following selection of keywords: 

 
B.C. Foxtrot Ziggy 
Boondocks comic Calvin & Hobbes Calvin Hobbes cartoon  
comic comic art  comic page  
comic store comic strip   comics Doonesbury  
free comic  funny comic Garfield newspaper comic   
online comic Sunday comic strip web comic  
webcomic Yahoo comic  ñAndy Cappò  
ñBC Comicò ñDog Eat Dougò  ñFor Better or For Worseò 
ñBloom Countyò 

 
Here are the results of the survey: 
 

Google AdWords CTR Test 

Survey 

Headline Total Votes Percentage of Votes 

uComics Comics   83   6.39% 

GoComics Comics 155 11.94% 

ReadComics Comics 270 20.80% 

DailyComics Comics 790 60.86% 

 
 

   

What You Need To Understand 
The majority of our audience chose the fourth headline, ñDaily-
Comics Comics,ò as the most likely to achieve the highest click-
through rate.  

 
 
 
The actual test results are below: 
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            What You Need To Understand 
The fourth headline, ñDailyComics Comics,ò actually did perform 
somewhat better than the others. In this case, our marketing audience 
was able to predict the headline with the greatest success. 

 

 

 
KEY POINT: Intuition proved sufficient to select the most descriptive head-

line, which performed the best out of our selected group. 
 

Test 4: Email Subject Line Copy 

Email Subject Line Test 

Survey 

Subject Line Total Votes Percentage of 

Votes 

An MEC Invitation:  

Test Your Marketing Skills 

 

138 

 

17.31% 

Test Your Marketing Intuition 266 33.38% 

So You Think Youôre a Marketing Expert? 

Prove it here. . . . 

393 49.31% 

 
        

      

            What You Need To Understand 
The majority of marketers who responded to our poll predicted that the 
third subject line would perform the best. 

 
 
 
 

Google AdWords CTR Test 

Actual Results 

Headline Click-Through Rate 

uComics Comics 0.8% 

ReadComics Comics 0.9% 

GoComics Comics 0.9% 

DailyComics Comics 1.2% 
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Email Subject Line Test 

Actual Results 

Subject Line Open Rate CTR 

Test Your Marketing Intuition 11.99% 3.34% 

An MEC Invitation:  

Test Your Marketing Skills 

12.59% 2.93% 

So You Think Youôre a Marketing Expert? 

Prove it here... 

11.46% 2.90% 

 
 
 
         

  What You Need To Understand 
The second subject line generated the greatest Open Rate, while the first 
generated the highest click-through rate. Interestingly, our survey respon-
dents favored the worst performing subject line. Why did almost 50% of re-
spondents choose the worst line? Probably because it appears to be the 
ñstrongestò line pushing and challenging the reader. However, the data 
demonstrate that the less pushy, more passive lines generated higher open 
rates and click-through rates.  

This is an excellent example of a result that is counterintuitive. Hence 
the need for rigorous testing. 

 
 
 
The following guidelines will be helpful in determining the 
best applications of marketing intuition: 

  1. Intuition can be effective in determining what needs to be tested. It can 
provide the insights you need to decide which general direction to explore. 

  2. Intuition may fail you when you attempt to predict which of those 
tests may prove successful. Depending on intuition to select one of 
three possible email subject lines, for instance, may not be a reliable 
way to maximize your chances of achieving the best open rate. 

  3. Intuition can be used, sometimes, to dig deeper into your test results. 
Sometimes it can help you glean an insight as to why the market be-
haved in a particular way. 

  4. Intuition typically fails miserably when applied to initial test results. In 
the beginning stages of the tests the conclusions may be seriously 
flawed. You have to wait until you have a large enough sample. The 
danger is particularly real when provisional results happen to match 
your own intuitive opinion. 

  5. A mistake many marketers make is to take the initial findings of the 
test, make an intuitive determination as to what is best, and stop the 
experiment. More often than not, this leads to a bad decision. 

  6. Intuition is often limited, in that it depends on previous experiences. It 
depends on pattern recognition. Because of this you may make natu-
ral assumptions that are contrary to absolute changes in the context, 
or to changing conditions in the marketplace. 



MARKETERôS INTUITION 

 

20  

 

Intuition and testing are not mutually exclusive. Far from it. They go together. 
Being dependent on intuition alone leaves you flying blind, crossing your fingers, and 
hoping for the best. At the same time, testing without being open to intuitive leaps 
tends to constrict breakthrough thinking. Here is an example.  

Bridges.com publishes newsletters for career counselors and students. 
Most of their newsletters are fairly conservative. Then one day a new and very 
young employee suggested writing a newsletter to the 18-to-24-age group in 
the voice of an alien from outer space. They even had a cartoon image of the 
alien as part of the masthead. This newsletter grew very rapidly and became 
hugely successful for them. 

The idea came from an intuitive leap. Testing of the regular newsletter 
lineup would never have yielded the idea of developing a career counseling 
newsletter written in the voice of an alien. 
Both intuition and testing have their place. Itôs a matter of embracing both 

and knowing the right time to apply them. As Henri Poincar® stated: ñIt is 
through science that we prove, but through intuition that we discover.ò 
 

      

 
Related Marketing Experiments Reports1 

                                                  ñOffer Pricing Testedò: opta 
                                              ñOrder Process Testedò:ofta 
                                             ñLanding Pages Testedò:lpta 
                                        ñCustomer Ratings Testedò:crta 
                                        ñShipping Charges Testedò:scta 
                                       ñLong Copy vs. Short Copyò: lcsc 
                                    ñAbandoned Order Recoveryò: aora 
                                   ñPrice Testingò (Chapter Four): ptaa 
                                 ñSubscription Revenue Testedò: srta 
                             ñA/B Split Testingò (Chapter Nine): asta 
                       ñ90-Day PPC Planò (Chapter Twenty): dppa 
                  ñAvoiding Unprofitable PPC Campaignsò: aupc 
                 ñPPC Ad advertisingò (Chapter Fourteen): pact 

ñConversion Rate Optimizationò (Chapter Six): croa 
 

Audio2 
miaa.wma or rm 

 

                                                
1.
Precede each acronym with ñwww.MarketingExperiments.com/ò and then add ñ.htmlò as a suffix to 

the acronym; for example, ñwww.MarketingExperiments.com/ofta.htmlò (without the quotation 

marks) for ñOffer Price Tested.ò 
2.
These audio clinics often contain significantly more information than the online brief or the 

chapters.  As with the ñRelated Marketing Experiments Labs Reports,ò precede each acronym with 

ñwww.Marketing Experiments.com/ò but without the ñ.htmlò. 

http://www.marketingexperiments.com/
http://www.marketingexperiments.com/ofta.html
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Marketing Blueprint 
A Fifteen-Step Plan for Optimizing Your Marketing; 

Our Tests Yielded Increases in Revenue of 14.7% to 31.5% 

 
 
 
 
 
 
 

 
 
 
 
As you look at the year ahead, how do you know which marketing ef-

forts will yield the highest returns?  
And how do you know the best sequence in which to apply various tactics? 
The choices can be overwhelming, and mistakes can be expensive. To 

help you in this task, each year we put together a Marketing Blueprint. 
How can it help? It will help you cut through the clutter and avoid wasting 

time and resources on tactics unlikely to give you a worthwhile ROI. It will keep 
you focused on what truly works best.  

This blueprint is drawn from our own experiments with our Research Part-
ners. These are the steps we follow ourselves. And as youôll see from some of 
the test data we share to illustrate the various steps, the results of following 
such a plan as this can be dramatic. 

As you consider each step, here are some qualifiers to keep in mind: 
  1. Not every single step described applies to every single online busi-

ness. Consider each point we talk about and eliminate those that 
do not apply to your business. 

  2.  Online subscription to Marketing Experiments journal is free. Every two 
weeks we hold a live clinic and follow it up with an online brief/report 
that contains the salient points of the clinic. If you want to listen to the 
entire clinic again, you can go to www.MarketingExperiments.com/web-
clinic/index.html. And if you want to share and apply the data and 
learning from a particular report, take advantage of the online option to 
print it out as a PDF document. Follow the example of some of our 
Partners and others who have bound the reports and work through 
them line by line with their colleagues. Subsequent annual volumes of 
this series will contain a compendium of each yearôs briefs. 

  3.  Keep in mind that some of the research reports we refer to are based 
on testing we conducted some time ago. While the principles and 
learning opportunities remain valuable, some of the companies and 
sites we covered in our research may have been acquired, changed 
name, or gone out of business. 

  4.  If you find that you would like more help than the various reports pro-
vide, you may want to consider applying for a Research Partnership 
with us. To find out more, go to the back of this book, remove, copy, 
and fill out the call for Research Partners or go online to www.Marketing 
Experiments.com/research_call.asp. 

 

NOTES  
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     Overview of the Fifteen-Step Marketing Blueprint 
  1. Conduct a Competitive Analysis and Plan Your Strategy. 
  2. Optimize Your Home Page and Landing Pages. 
  3. Optimize Your Website Copy. 
  4. Implement Your Website Metrics and Testing Platform(s). 
  5. Improve Your Order Process. 
  6. Develop Your Email Capture. 
  7. Optimize Your Offer Pricing. 
  8. Set Up Your Comparison Shopping Engine Campaigns. 
  9. Set Up Your Pay-Per-Click Campaigns. 
10. Optimize Your Website for Natural Search Engines. 
11. Implement a Linking Campaign. 
12. Pursue Site Credibility Indicators. 
13. Use Email Marketing. 
14. Explore Alternative Marketing Channels. 
15. Explore Additional Marketing Opportunities. 

 
Step 1ðConduct a Competitive Analysis and Plan Your Strategy. 

A competitive analysis is a formal evaluation in which you review the busi-
nesses of one or more companies that compete, directly or indirectly, with you. 
Online competitors have access to each otherôs company information and mar-
keting materials that they might not be able to gather as easily in the offline 
world. This allows for even greater opportunities to benefit from competitive 
analysis data. 

But how can companies improve by analyzing their competitors?  
What is the best way to implement a thorough competitive analysis? 
For our online competitive analysis testing see www.MarketingExperiments 

.com/ocat.html and for a competitiveness analysis spreadsheet see below or 
go online to www.MECLabs.com/CompetitiveAnalysis.xls. 

 

Competitive Analysis Chart 

  
Your 

Site 

Competitor 

1 

Competitor 

2 

Competitor 

3 

Competitor 

4 

Competitor 

5 

Rankings        
Google Page 
Rank             

Alexa Rank             

Ratings Sites        

Bizrate             

Reseller Rating             
Comparison 
Ratings        

Dealtime             

Pricegrabber             

CNET             

NexTag             

PriceWatch             

Search Results        

Back Links             

Indexed Pages             

 
Are you using the best names for your products and services?  
Is your domain name the ideal name for your business?  
Our testing shows that intuition and even what seems logical or ñnaturalò 

do not always produce the best namesðand that there is no substitute for well-

http://www.marketingexperiments.com/see/1093
http://www.marketingexperiments.com/see/1093
http://www.marketingexperiments.com/see/1093
http://www.meclabs.com/CompetitiveAnalysis.xls


MARKETING EXPERIMENTS 

 

23  

crafted name tests. Nothing beats empirical testing to discover what really 
works. See what we discovered in Chapter Two (ñDomain/Product Name Test-
ingò) or see our online brief at www.MarketingExperiments.com/dpnt.html. 

How does seasonality impact your marketing?  
What market fluctuations should you be prepared for? 
In addition to providing an easy-to-follow guide that will enable you to plan 

well in advance for upcoming merchandising seasons, we provide a wealth of 
research and tips online that will further enhance your marketing efforts at 
www.MarketingExperiments.com/mc07.html (ñ2007 Merchandising Calendarò).  

 

Step 2ðOptimize Your Home Page and Landing Pages. 
Before you drive traffic to your site, you need to make sure that your site is op-
timized for the highest possible yield. You have just a few seconds at most to 
capture your visitorsô attention, focus their eye path, and drive them to a reve-
nue-yielding click. Be sure to examine carefully what we discovered about site 
design at www.MarketingExperiments.com/sdta.html. 

Page weight is another crucial matter. It is a measurement of the file size 
(usually in kilobytes) of a Web page that includes the combined size of all the 
elements of the page, including HTML files, images, audio or video, flash ani-
mation, etc. Optimizing your page weight can have a significant impact on your 
siteôs conversion ratio. You can see online what we discovered about optimiz-
ing page weight at www.MarketingExperiments.com/pwta.html. 

What are landing pages and why are they important?  
Is it possible that these pages may be even more important than your home 

page? 
Are you spending too much time optimizing the wrong pages on your site?  
For our July 2004 brief ñLanding Pages Tested,ò go online and see how our 

test site improved conversion and increased revenue by 31.5% just by opti-
mizing its primary landing page www.MarketingExperiments.com/lpta.html. 

What good is it to optimize your site for maximum yield if 40% of your visi-
tors experience browser display issues? This is the single most overlooked 
problem with site design. For some reason, marketers donôt know how or donôt 
want to be bothered with crossplatform testingðbut it is essential. You might 
want to go online to pore over what we discovered with our site compatibility 
testing at www.MarketingExperiments.com/sctb.html. 

 

Step 3ðOptimize Your Website Copy. 
In addition to site design optimization, you should pay close attention to your 
site copy.  

What impact can the length of your sales copy have upon your websiteôs 
conversion ratio?  

What are the advantages of long copy and short copy?  
What are the ten key guidelines to keep in mind when evaluating your site copy? 
Go online to see what weôve discovered: www.MarketingExperiments.com/lcsc. 

html (ñLong Copy vs. Short Copy Testedò). 
And for guidelines for writing high-quality copy for the Information Age be sure to 

see the all-important ñTransparent Marketing: How to Earn the Trust of a Skeptical 
Consumerò in pages 3-9 and online at: www.MarketingExperiments.com/tmta.html. 

 

Step 4ðImplement Your Website Metrics and Testing Platform(s). 
The Internet was supposed to provide a wealth of useful data, but for many, it 
is a quagmire of disconnected, inaccurate numbers. 

Is there a way to cut through the Web metrics confusion?  
Here are some of our discoveries, including our testing of A/B Split Testing 

(Chapter Nine) and Multivariable Testing (Chapter Ten) platforms:  

http://www.marketingexperi/
http://www.marketingexperiments.com/see/1063
http://www.marketingexperiments.com/see/1094
http://www.marketingexperiments.com/see/1041
http://www.marketingexperiments.com/see/1061
http://www.marketingexperiments.com/see/1085
http://www.marketingexperiments.com/see/1085
http://www.marketingexperiments.com/see/1068
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Å  www.MarketingExperiments.com/asta.html (ñA/B Split Testingò)  
Å  www.MarketingExperiments.com/mtaa.html (ñMultivariable Testingò) 
Å  www.MarketingExperiments.com/wmta.html and wmtb.html (ñWeb Met-
rics Testedò) 

Although some marketing efforts may be home-runs, donôt expect spectacular 
results with each new effort. Einstein remarked that compound interest is the most 
powerful force in the universe. This compounding force can apply to small, incre-
mental gains in your marketing as well.  

See Chapter Thirteen (ñThe Compounding Effect of Micro-Gainsò) or go online to 
www.MarketingExperiments.com/cemg.html. 

See also the Compounding Effect Spreadsheet Tool at www.MECLabs.com/ 
CompoundingEffectTool.xls. 

 

Step 5ðImprove Your Order Process. 
More than 30% of all orders are abandoned in the shopping cart.  

Billions of dollars per year are lost due to poor cart design, unstable credit card 
processing, or weak follow-up. Improve your order process and you can double your 
revenue without spending one dollar more for advertising.  

See the following chapters and online reports: 
Å  Chapter Six (ñConversion Rate Optimization Testedò) online at www.Market 

ingExperiments.com/croa.html 
Å  Chapter Twelve (ñShopping Cart Recoveryò) online at www.MarketingExperi 

ments.com/scra.html 
Å  ñOrder Process Testedò at www.MarketingExperiments.com/ofta.html 
Å  ñAbandoned Order Recovery Testedò at www.MarketingExperiments.com/ 

aora.html 
What is a Configurator and how does it work?  
What are the benefits of using one and how can it contribute to increased 

conversion on your retail site?  
On what kinds of sites is a Configurator useful and what is the best way to 

set one up? 
You can find the answer to these questions and more at our August 2004 

brief ñConfigurator Testedò at www.MarketingExperiments.com/ctaa.html. See 
also the Appendix (p.221ff.). 

For subscription- and service-based sites, we looked specifically at optimizing the 
subscription path for potential customers. In just the first month of testing, our test site 
was able to increase its monthly revenue 14.74% by improving its subscription path. 
See how we did it at www.MarketingExperiments.com/ispt.html (ñIdeal Subscription Path 
Testedò).  

 

Step 6ðDevelop Your Email Capture. 
Before spending thousands of dollars with the pay-per-click engines, make 
sure that you are capturing the email addresses of as many visitors as possi-
ble. Why pay again to reach the same shopper? A smart email capture pro-
gram can significantly improve your pay-per-click return by eliminating the need 
to pay to reach the same individuals more than once. You can see what works 
online at the following sites: 

Å  www.MarketingExperiments.com/ecta.html (ñEmail Capture Testedò)  
Å www.MarketingExperiments.com/ecpr.html (ñEmail Capture Pop-Ups 
Testedò)  
Å www.MarketingExperiments.com/wmst.html (ñWelcome Message Se-

quence Testedò 
 
 

 

http://www.marketingexperiments.com/
http://www.marketingexperiments.com/mtaa.html
http://www.marketingexperiments.com/see/1081
http://www.marketingexperiments.com/see/1126
http://www.meclabs.com/CompoundingEffectTool.xls
http://www.meclabs.com/CompoundingEffectTool.xls
http://www.marketingexperiments.com/ctaa.html
http://www.market/
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Step 7ðOptimize Your Offer Pricing. 
When determining your ideal offer price, youôll find no substitute for effective testing. 
Often, you wonôt know your ideal price until youôve gone too high. On the other hand, 
free trials sometimes produce greater returns by allowing your customers to try your 
services risk-free. See the following chapters and sites: 
Å Chapter Four (ñPrice Testingò), online at www.MarketingExperiments.com 

/ptaa.html  
Å ñPrice Testing Analysis Toolò online at www.MECLabs.com/MECPrice-

Testing_Analysis_Tool.xls 
Å ñFree Trial Offers Testedò at www.MarketingExperiments.com/ftoa.html 
Å ñFree Trial Profitability Calculatorò at www.MECLabs.com/FreeTrialProfita 

bilityCalculator.xls. 
What if you could leverage a few simple tests to optimize the price of your 

online offer? How do you know if your price point is high enough to achieve 
maximum margins, but low enough to achieve maximum revenue? We tested 
three price points to maximize profit for our test site. See ñOffer Pricing Testedò 
at www.MarketingExperiments.com/opta.html. 

For subscription-based sites, we also looked specifically at content sales 
and subscription revenue. What is the ideal pricing structure for your online 
content? Take a look at these online resources:   
Å ñSubscription Revenue Testedò at www.MarketingExperiments.com/srta.h 

tml    
Å Subscription Site Metrics Tool at www.MECLabs.com/SubscriptionSiteMe 

trics.xls. 
 

Step 8ðSet Up Your Comparison Shopping Engine Campaigns. 
The comparison search engines typically achieve a much higher conversion 
ratio than traditional pay-per-click because the shopper reviews price, avail-
ability, and shipping information before clicking through to your site. We tested 
40,000 products to measure the conversion ratio for 17 different engines. You 
can use these data to select the most appropriate channels for your products. 
You can find the April 2002 ñComparison Search Engines Testedò brief online 
at www.MarketingExperiments/cset.html. 

We achieved a conversion rate of 13.3% on this information-rich shopping 
search engine and we did not have to enter thousands of keywords. DealTime 
may be one of the quickest ways to begin capturing qualified traffic. You can 
find it online at www.MarketingExperiments.com/dtra.html (ñDealTime Testedò). 

What are the typical requirements of a comparison search engine data feed?  
How do you update and maintain a data feed once it is created?  
And how can you optimize and effectively use data feeds to drive the most 

qualified traffic? For answers to these questions and others you may have see 
www.MarketingExperiments.com/dfta.html (ñData Feeds Testedò). 

 

Step 9ðSet Up Your Pay-Per-Click Campaigns. 
Pay-per-click (PPC) remains one of the most effective means of attracting 

a large volume of qualified traffic. Our research outlines a 90-day plan for 
launching a new PPC campaign. See Chapter Twenty ñ90-Day PPC Planò or 
go online to www.MarketingExperiments.com/dppa.html. 

What are the risks of click fraud? 
Our research indicates that as much as 30% of paid search traffic may be 

fraudulent. Chapter Fifteen ñClick Fraudò will help you remain vigilant against 
potential losses. You can also find the brief online at www.MarketingExperi 
ments.com/cfra.html.  

PPC optimization begins at the level of the ads themselves. This next article 
outlines techniques for optimizing your ad headlines, body copy, and more. Our 

http://www.marketingexperiments.com/ftoa.html;
http://www.meclabs.com/FreeTrialProfitabilityCalculator.xls
http://www.meclabs.com/FreeTrialProfitabilityCalculator.xls
http://www.marketingexperiments.com/
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testing improved click-through rate by as much as 121%. See Chapter Fourteen 
ñPPC Advertisingò or go online to www.MarketingExperiments.com/pact.html. 

Our experience suggests that the best way to begin your primary search engine 
work is to create an effective Google AdWords campaign. We generally use the data 
from this campaign to prepare all of our other search engine plans. It can be the least 
expensive and most data-rich testing platform. Read our online research briefs 
ñGoogle AdWords Select Testedò to see how we achieved a 1,200% ROI at www. 
MarketingExperiments.com/gasr.html. Itôs a step-by-step blueprint for success. 

Overture (Overture.com/d now SearchMarketing.yahoo.com) can drive sig-
nificant traffic to your site. The key is to control your bid pricing. Read how we 
reduced our average costs from $1.52 to 25¢ per click. Get our online step-by-
step blueprint for an effective Overture campaign at www.MarketingExperi 
ments.com/otra.html (ñOverture Testedò). 
Weôve also tested other PPC engines and techniques that may help en-

hance your PPC marketing:  
Å  www.MarketingExperiments.com/spet.html   (ñSmall PPC Engines Testedò),  
Å  www.MarketingExperiments.com/pset.html   (ñ5 Paid Search Engines Testedò) 
Å  www.MarketingExperiments.com/gatb.html   (ñGoogle AdSense Testedò),  
Å  www.MarketingExperiments.com/psbs.html  (ñPPC for Subscription Sitesò),  
Å  www.MarketingExperiments.com/aupc.html  (ñAvoiding Unprofitable PPC 
Campaignsò),  

See also the bid analysis tool, ñMax Bid Analysis Spreadsheet,ò at www. 
MECLabs.com/MaxBidAnalysis.xls.  

 

Step 10ðOptimize Your Website for Natural Search Engines. 
With the predominance of PPC engines, how important are natural search 

engines?  
How much traffic can you expect from those sites? 
What techniques can you implement that will help improve your site rank-

ing in all natural search engines? See ñNatural Search Engines Testedò at 
www.MarketingExperiments.com/nsea.html.  

Researchers at Marketing Experiments studied the Google PageRank sys-
tem for six months before publishing any results. Our objective was practicalð
if a bit dauntingðto cut through a number of complicated algorithms and 
articulate a simple way to increase your Google traffic. See ñGoogle PageRank 
Testedò at www.MarketingExperiments.com/gprt.html.  

What are the advantages and disadvantages of using dynamic Web pages?  
Can you increase the likelihood that dynamic Web pages will be indexed 

by search engines?  
What are most effective techniques that you should keep in mind when op-

timizing dynamic Web pages? See ñDynamic Web Pages Testedò at www.Mar 
ketingExperiments.com/dwpt.html. 

 

Step 11ðImplement a Linking Campaign. 
Why are incoming links important for your website?  

What is the most effective technique to generate incoming links, and how 
can you measure the number of incoming links to your site?  

What are 20 additional strategies to generate incoming links? See www. 
MarketingExperiments.com/lsta.html (ñLinking Strategies Testedò). 

 

Step 12ðPursue Site Credibility Indicators. 
Customer ratings are a customer feedback mechanism used on many online 
shopping sites, such as Shopping.com (DealTime), BizRate.com, Yahoo!Shop-
ping (Shopping.Yahoo.com/), Amazon.com, and eBay.  

How can customer ratings impact your conversion rate?  

http://www.marketingexperiments.com/see/1114
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Why should you view customer service as a marketing expense?  
What are the best ways to increase your customer ratings? See ñCustomer 

Ratings Testedò at www.MarketingExperiments.com/crta.html. 
What if you could launch a two-part campaign that focused on 1) winning 

website awards and leveraging those awards and 2) improving your conversion 
ratio?  

Jean Baudrillard
1
 is quoted as saying, ñGoverning today means giving accept-

able signs of credibility.ò
2
 He might as well have been talking about Web marketing. 

In our hype-laden world, credibility is key. Marketing Experiments researchers 
analyzed 600 award websites and tested 50 to determine how to use awards to 
improve your marketing. You should like the interesting ñWebsite Awards Testedò at 
www.MarketingExperiments.com/wata.html. 

 

Step 13ðUse Email Marketing. 
How has SPAM impacted the effectiveness of email marketing?  

How does the CAN-SPAM legislation affect your email strategy? See ñThe 
Impact of SPAM on Email Marketingò (Chapter Nineteen) or go online to www. 
MarketingExperiments.com/isem.html. 
What if you could leverage the online marketing resources youôre already 

using to create a perception of value in the eyes of your customers?  
Can your email be designed to be more effective?  
Researchers at Marketing Experiments tested using a new approach. You 

can see what we discovered at our online brief ñEffective Email Campaignsò at 
www.MarketingExperiments.com/eeca.html. 

How effective is ezine (email newsletter) advertising?  
How can you gauge the effectiveness of your ezine advertising campaigns? 
How can you get the most out of your ezine advertising dollars? See 

ñEzine Advertising Testedò at www.MarketingExperiments.com/eata.html. 
 

Step 14ðExplore Alternative Marketing Channels. 
Does eBay, the undisputed leader in online auctions, represent a viable mar-
keting channel for your retail business?  

Or is it prohibitively expensive for many products?  
How can you determine if eBay is right for you? See ñeBay Stores Testedò at 

www.MarketingExperiments.com/esta.html and ñeBay Basics Testedò at www.Mar 
ketingExperiments.com/ebta.html.  

Are Amazon OLS (Online Store Front) Stores a viable marketing tool?  
What is the difference between the (old) Amazon zShops and the (new) 

Amazon OLS Stores?  
What costs are involved with running a store on Amazon.com?  
How difficult is it to set one up?  
This research chapter will answer those questions and will offer seven key 

points to setting up a successful store on Amazon.com: ñAmazon Stores 
Testedò at www.MarketingExperiments.com/astb.html. 

At Marketing Experiments, we have also been testing Yahoo! Stores for the past 
several years. Previously we have identified Yahoo! Shopping as one of our labôs 
ñTop Performers.ò Changes at Yahoo! gave us reason to pause and re-examine 
Yahoo! Stores as a marketing channel.  

Is Yahoo! still as effective as it once was? See ñYahoo! Stores Testedò at 
www.MarketingExperiments.com/ysct.html. 

 
 

 

                                                
1.
A social theorist best known for his analyses of modes of mediation 

2.
America, (New York: Verso, 1988), 109. 
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Step 15ðExplore Additional Marketing Opportunities. 
Do you view inbound customer service calls as an unfortunate expense and 
take steps to minimize them?  
 

If so, you may be surprised to learn that our testing shows these calls can 
actually generate a profit. See Chapter Three ñProfit from Inbound Customer 
Serviceò or go online to www.MarketingExperiments.com/pics.html. See also the 
customer service analysis tool at www.MECLabs.com/MEC_Cust-Svc_Analysis_ 
Tool.xls. 

We tested the impact of press releases on website traffic and inbound 
links, and found that effective PR can deliver an ROI superior to PPC advertis-
ing. See Chapter Seventeen ñPress Releases Testedò or go online to www.Mar 
ketingExperiments.com/prta.html. 

In our testing, one affiliate program achieved a success ratio of 80%, with 
sales per affiliate ranging between $100,000 and $1 million per year. Yet, an-
other affiliate program projected (a very promising) $3.6 million per month, but 
has failed to generate even 10 percent of that number. Why? 

What made the crucial difference?  
Can the average company still grow through affiliate/partnership marketing? See 

ñAffiliate Marketing Testedò at www.MarketingExperiments.com/amta.html. 

 
We have provided abstracts and online links for each report. Many of the online 
reports also include archived audio recordings from our interactive Web clinics. 
You can access the full Web clinic recording of this Marketing Blueprint at 
www.MarketingExperiments.com/mbaa.wma (Windows Media) or with Real Player 
at www.MarketingExperiments.com/mbaa.rm. 

Additionally, some topics in subsequent chapters include spreadsheet tools that 
you find extremely valuable in helping you make strategic calculations about your 
marketing. 
. 
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Marketing Blueprint in Practice 
Case Histories and Success Stories  

From a Simple Conversion Increase of 36%  
To a Compounded Conversion of 6,068% 

 
 
 
 
 
 
 
 
 

 

How do you actually apply the 15-step blueprint to your own business? 

We will break the 15 steps down into three simple stages. 
In addition, we will share test results and case histories to illustrate how the 

process works . . . and the kinds of results it can achieve. 
 
 

* * * * * * * * 

 

, ,  

 
 In the preceding chapter we presented the 15-step blueprint optimized for a new 
business or an existing business interested in proactively optimizing its online mar-
keting efforts. Because 15 steps and 60+ reports can be quite overwhelming, as you 
may notice from the table of contents, weôve broken the structure of the book down 
into three strategic stages:  product, presentation, and channel. This structure is rep-
resented by the formula 
 

O(PRD) > O(PRN) > O(CNN) 
 

Where: 
     O = Optimize 
 PRD = Product 

                                                    PRN = Presentation 
                                                    CNN = Channel 
 
 

In plain English, product optimization is greater than presentation optimiza-
tion, which is greater than channel optimization. In other words, the greatest 
impact you can make on your marketing success is through your product offer 
itself. 

Secondly, your presentation (primarily your website) is very important. 
Finally, you should optimize for the various marketing channels (such as 

the comparison shopping engines or pay-per-click search engines). 
 

Stage 1ðOptimizing Your Product or Offer 

This stage covers Steps 1 and 7 in our Marketing Blueprint (ñConduct a Com-
petitive Analysisò and ñPrice Testingò), but also covers  
 
 

NOTES  
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 similar efforts, 
 market analysis, 
 quantitative analysis, 
 usability testing, and 
 product and program strategy. 

 

Stage 2ðOptimizing Your  Presentation 
This stage covers the following six steps from the fifteen delineated in our Mar-
keting Blueprint: 

 
  2. Optimize Your Home Page and Landing Pages 
  3. Optimize Your Website Copy 
  4. Implement Your Website Metrics and Testing Platform(s) 
  5. Improve Your Order Process 
  6. Develop Your Email Capture 
12. Pursue Site Credibility Indicators 

 
Stage 3ðOptimizing Your Marketing Channels 

This stage covers the following seven steps from our Marketing Blueprint: 
 

  8. Set Up Your Comparison Shopping Engine Campaigns 
  9. Set Up Your Pay-Per-Click Campaigns 
10. Optimize Your Website for Natural Search Engines 
11. Implement a Linking Campaign 
13. Use Email Marketing 
14. Explore Alternative Marketing Channels 
15. Explore Additional Marketing Opportunities 

 
Using these three stages, a busy marketer should find it easier to approach 

our previous research in a systematic manner. Not every business will benefit 
from taking the 15 steps precisely in the order they are presented. Below, we 
will look at two existing businesses which have improved their marketing by 
focusing specifically on a small group of steps. 

 
Case Study #1 

For an established online publishing company, we initially focused on four key 
areas of improvement: 

 
1. Optimizing landing pages 
2. Testing a free-trial offer 
3. Improving site offer copy 
4. Optimizing the subscription path 

 
Most of these improvements fall within the category of ñPresentationò 

(Stage 2).  
The company already had a very strong product, so we moved directly to 

optimizing the presentation, prior to any channel-specific optimization efforts.  
 

Here are the results of our testing: 
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Case Study #1 

Compounded Improvements in Conversion Rate 

Implemented Change Improvement in 

Conversion Rate 

Optimizing Landing Pages       64% 

Testing a Free Trial Offer     541% 

Improving Site Offer Copy      47% 

Optimizing the Subscription Path    293% 

Total Improvement 6,068% 

 
 
 

  What You Need To Understand 
These four improvements resulted in a compounded gain of 6,068% in conver-
sion rate. See Chapter Thirteen ñThe Compounding Effect of Micro-Gains,ò or 
go online where we show how small, incremental gains can produce significant 
gain when compounded in a sequential manner at www.MarketingExperiments 
.com/cemg.html. 
 

 
When the gains themselves are significant, the compounding effect is quite 

impressive. Albert Einstein reputedly said that the most powerful force in the 
universe is compound interest. We can clearly see why from the above data. 

To help you project the combined gains of your own unique business you 
can use the online compounding effect spreadsheet tool at www.MECLabs 
.com/CompoundingEffectTool.xls. 

What did we actually learn from this testing? 
 

 1. Landing PagesðThis effort resulted in a 64% increase in conver-

sion, involving three primary improvements:  

 including the offer price on the landing page (which also re-
moved one page in the order process),  

 switching from standard buttons to radio buttons, and  

 highlighting the call-to-action more effectively.  
For more on landing page optimization, see Chapter Seven and go 
online to the 2004 brief ñOptimizing Landing Pagesò at www.MarketingEx 
periments.com/lpta.html. 

 2. Free-Trial OfferðAfter our previous landing page optimization, this 

subsequent test included a 7-day free trial offer on the primary landing 
page. Because potential customers were allowed to try the service be-
fore they made an actual purchase, the overall site conversion to paid 
subscribers increased by 541%. 

For more on free-trial offers, go online to the April 2005 brief ñFree Trial 
Offers Testedò at www.MarketingExperiments.com/ftoa.html. In addition, 
we have created an online spreadsheet tool that helps you calculate the 
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