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A% Marketinuéxneriments.com

ERIMENTE Discover what really works

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 blindd by 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.

Inviewof t his conviction, we have focuse
works. o This collection of expe ltcomeansd0s
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
whaty o u 6 lat wwiv.MarkdtingExperiments.com. We hope you discover this library
of research helpful as you plan and execute your marketing strategy.

Thank you for your trust.

ot

Flint McGlaughlin

Director
MarketingExperiments.com
April 2007






EDI TORG6SS NOTE

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 wantedtotakeadv ant age of the millions of
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. | think you
will be particularly taken with the vast additional knowledge and goodwill available from the audio

dol | ar so6

that many chapters offer via the Web. You simply must hear Dr . Mc GI aughl i nds

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 el i mhttp/aviwe b s | ong

necessary to access the ref er red sit e. At the end of mo st

as

Voi ce

it i s
chapter

Marketing Experiments Repor t s6 uses an extremely abltmakesi ated styl

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.


http://www.marketing/
http://www/
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Preface

Thisis acompendiumof a vy e ar &dspthwrdine tesearah Experinments designed to
discoverd without any bias or preconceptionsd what really works. We are often surprised and some-
ti mes embarrassed to di s c cboatmarketmgyHomever, lthe taseng @MNO T know
tesi ng i s al ways sweet. | td&s gakslbkttetandbksnWerdomohnend r eal |y w
at all if wedre proved wrong, if our intuition or pre.
error. Indeed, we learn the most when proved wrong through valid testing.

We have been fortunate to have collaborated with some of the Net& leading thinkers. Ours is
a fast-changing world that requires producers of products and services to keep pace with con-

sumer sé6 minds and moods. As Heraclitus observed, the
notstepinthe same place in the stream, but you candét ste
North Whitehead showedi n hi s met aphysi cal i nter priestreality on of Ei |

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.






Transparent MarketingeEk
How To Earn the Trust of a Skeptical Consumer

Okay, marketing pro, 1l etés take a quick test. |~ T wing
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 Oild The greatest medicine on earth. It has no equal. It relieves
all pain instantly: Toothache in one minuted Headache in one min-
uted Earache in ten minutesd Sore Throat in one nightd Neuralgia in
from three to five minutes.

Modoc QOil 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. 1tés a doctor in the house
Brash, i sndt it? Would you rush out and buy a bot

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.?

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 woul dndt accept the copy, aar chetrokei t her woul d any
politan newspaper.

i Mo d o & The Grkatest Pain Medicine On Earth, Altoona Tribune (Altoona, PA), January 29,
1884.

“fiThe Ore gon | ndi an Mdad Batiesmand Bfamdspbattiepoolds.com/oregon
.htm, Digger Odell Publications, 1997.


http://www.marketingexperiments.com/index.php
http://www.bottlebooks.com/oregon.htm
http://www.bottlebooks.com/oregon.htm
http://www.bottlebooks.com/oregon.htm

A fairly predictable resultd but 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: il

believe you anyway. o0

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 pr

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

That means that this v e isyustone e &n;

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%t hat are actually fAheardo

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.*

Herebs the bad news: Post Moder

us anymore. They have endured too many empty promises, too many
exaggerated benefits, and too many artful disclaimers.

The wor d hiassa |beescoo me synonymous with
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 fAme too

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 Anew way to nommuni

it? Hereds 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

®*Kam Wai Yu and Derek Lee Armstrong, The Persona Principle (New York, NY: Simon &
Schuster,1996).
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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 MarketingE .
As we race into the future, the rules are changing; people are changing.

The Aold school d methods of selling products are groa
enti sts cal The Age of PostrMedernigy.r a

And Post Modern Consumers will -proet tol erate mul ti
motion, or invasive mail. Many dondét even |like fAsuit

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 Marke t i noffelfs a discrete new philosophy based on a col-
lection of historic values.

The British poet, W.H. Auden said:

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

INnTranspar ent bdfaimakes tré angahd the same.

To understand the application of this new philosophy we must fast forward

from 1885 to some 100+ years later.

Hereisamodern (ifsubtl e) version of Asnake oil copy. o It i s
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 systemd of 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?

Transpar ent sifgestk adifferent\iay to analyze this sample
copy. Here are five key principles:

1. Tell (only) the (verifiable) truth.

AWrite the truest | ine you know. & When Ernest Hemi
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
|l i kely be discarded. | f inBtangytverifyl@aadaenr n Consum
they will assume that it is false.

2. Purge all vague modifiers.
Letds take a pair of surgi cal scissors to
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
systemd of 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.

o Info-Fragment 1. MediWidgets is led by a management team.

(So what? So is every other company.)
e 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
funderstandingo?)
e 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 coul dnotclasmare | ess a
They actually despise hype and anything else that insults their intelligence.

They are armed and dangerous. With a single click, they can terminate a
companybds 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 hiss on s ome 3, 5 0&angteamas ago, 0
praise thee, and not thine own mouth; a st

“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 fAstep bac
their own evaluation.
Let 6s see h o wncipldéapgdiessoghe first o key points of
the sample copy.

0 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-
ti on, and/ or with a single inclusive statement o
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:

35 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.
* % % %

0 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.

3 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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Positgve statements, on the other hand, are looked at as dubious at
best.

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. T e | | them what you cant¢
and theyoll believe you when. you tell then w
Let6s see how the princngBlwersintbdsanFr anspar en
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:

o 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.

e A simple, easy-to-scan chart that (politely) compares the Medi-

Widgets solutions with its competitors.

A AWhat Aimaatiohne8ecti on?0 that would all ow
pect to |earn in advance the productds i
section would have a (moderated) forum that lets customers add
their own comments and observations.

I n the final anal ysi s, ités not the ©pros
through hype and lies. People perceive honesty and integrity through clear,
precise prose. Tr anspar ent Ms ab&ue valuas,gnft 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:*

A lion met a tiger

As they drank beside a pool.

Said the tiger, ATell me why
Youbre roaring |like a fool .o
AThat 6s not foolish, 06 said the
With a twinkle in his eyes.

D

2 Al Ries & Jack Trout, The 22 Immutable Laws Of Marketing (New York: HarperCollins, 1994).
*Dan Kennedy, The Ultimate Marketing Plan (Holbrook, MA: Bob Adams, Inc., 1991).
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AiThey call me king of all the beasts
Because | advertise!o

A rabbit heard them talking,

And ran home like a streak.

He thought heplah, try the | ionds

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 youbve got the goods.

Transparent Marketing
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Mar keterdés I ntui
Trustworthy? 6 Testing Proved Intuition Wrong at least 50% of the Time

_4}  SYNOPSIS

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.

A Can your intuition and experience tell you which advertisement headline will
result in the most click throughs?

A Can intuition tell you which email subject line will result in the highest open
rates?

A 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.

//an), FINDINGS
\‘l," ]

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:

t

on

11
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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-

keti ng team thought would be the-

chines and save 10 per the highesjrettancfilual | y gene
ifPeople were pulling their frie s togethe
machi nes to out perform @slynQanrelly, pflur chases, 0
JoAnn. combés chief operating offi er

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:
A Page A was the original page.
APage B featured slightly shortened data
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.

A Page C was a radical redesign in which
viewable on 800 X 600 and higher. It used two columns to make more in-
formation available fiabove the fold. o

The actual pages we tested follow:
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the scoop on anyone.

Member Login

Login:
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RESOURCES FACTS & QUESTIONS SIGN UP NOW

Internet "Detective” Software Program For Investigating Anything About Anyone Online.

WELCOME TO YOUR PERSONAL PRIVATE INVESTIGATOR

urrent Database Statistics

' Search Over 211,461,546 U.5. Residents
Info on over 90% of the residents in the U.5.
. Join over 750,000 happy users.
" Instant Access, No download required.
211 Million Name Database

nal Records

 Check Cril

 Uncover Your OWN Family History!

 Find Birth, Death, SOCIAL SECURITY, Adoption, DMV Records,
and More!

 Find how to locate UNLISTED Phone Numbers!

 Find Address, Phane Number and E-mail Addresses FAST!

v “Your Own CREDIT REPORTS!
ENDORSED BY THE
National Association of  Get Your Own FEI file. What does BIG BROTHER know about
Independent Private You?
Investigators™

 Don't be a wi of stolen identity. Protect your Identity by
reviewing your awn Informaticn as an ongoing part of your
monthly bill-paying routine. Identity Theft happens everyday.
Protect Yourself.

Become A In Just 2 Step:
Step 1: | Enter Email Address

Continue To Step 2

whether you're just curious, trying to locate or find out about peaple for personal or business reasans, or
you're looking for peaple you've fallen out of touch with - Het Detective makes it all possible!

What others have to say... h Net Detective you will learn.

“Thanks Net Detective, You » How to "CLOAK" your e-mail 50 your TRUE e-mail address can't
saved my life. If [ hadn't found be discovered.

out about my girlfriend's credit

problems, 1 might have made HOW to make phone calls through a third party the number called
the biggest mistake of my life." doesn't appear on your phone bill.

. Where to find a list of SPEED TRAPS throughout the USA,
David Longo
Stockton, Califarnia

Haw to check out the ETHICS and business practices of
businesses worldwide, including those on the Internat.

Where you can get SECURITY PRODUCTS such as recording and
tracking equipment, listening devices, mini cameras, bomb
detectors and more

"1 wanted to track down my ex-
husband because he hadn't
paid child support in 6 years
After using Net Detective, [
found hirn hiding in Texas. Plus,
I was able to find the contact I
needed to fill out the
paperwork, hire an attorney
and collect back payments.”

Information on UNTRACEABLE ASSET protection {anonymous
banking) and more.

How to locate MILITARY records from Wiet Nam, Korea, Wi I1

Search LEGAL opinions, trial transcripts, etc...

Find Wanted FUGITIVES -- mavbe your secretive neighbor,

Karen Green
El Paso, Texas

Net Detective Can Be Used For Just About ANYTHING

USES for this incredible set of

You will find T of and
INVESTIGATION tools.

Net Detective allows you to uncover anything you want to know about your doctor, boss, friends,
neighbors, lover and even yourself,

You can do searches on anyone in total privacy!

It's 100% legal and no one will know what you are doing.

Itis simple and easy to use even for a beginner.

Track down or look up the facts on anyome.

Net Detective is used worldwide by private investigators and detectives , as well as every day

people who use it to find lost relatives, old high school and army buddies, deadbeat parents, lost
loves, people that owe them money and just plain old snooping around

Become A In Just 2 Steps!
Step 1: | Enter Email Address

Continue To Step 2

= Member Logil

Customer Comments

"As 5 private
investigator with over
22 years experience, 1
was very surprised to
discover what a great
asset Met Detective is
for our business. e
can now locate hard
to find information
in minutes that used
to take hours or even
days."

- Robert J, Carfson,
St Paul, M

"This is great, Just 30
minutes after
downloading Met
Detective T had
lacated my long-lost
college roommate
and had her on the
phone. We talked for
two hours, (We hadn't
talked in 27 years.)
have been telling 2l
my friends and they
are amazed."

-Marsha Seiler,
Dallas, TX

"1 have been telling my
friends about Het
Detective. I have also
been snoaping on my
friends, and they don't
even know it, I found
out how much alimany
and child support my
next door neighbor
gets, and that my
neighbor across the
street has some big
credit problems. This
is AWESOME!

-Marianne Clewiston,
iy MY

"We are using Net
Detective to really
check out all of our
new employees
before we hire them
Using Net Detective 1
have made some
rather startiing
discoveries, One
applicant was wanted
by the FBI for
embezzlernent and he
was applying far a jab
in our accounting
department.”

- George L. Whitaker,
Sacramento, CA

Copyright © 1996 - 2005, Harris Digital Publishing Group, all Rights Reserved,
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WELCOME TO YOUR PERSONAL PRIVATE INVESTIGATOR Customer Comments

“As a privats
investigator with over
22 years experience, [
was very surprised to
discover what a great
assst et Detective is
for our business, We
can now locate hard
to find information
in minutes that used
to take hours or even
days."

Current Database Statistics

Qur database now includes information on over 90% of the
u.s. residents,

Unlimited searches.

Search multiple databases through our new user-friendly
interface.

We have almost 1 million happy user.

B - Robert 7. Carison,
Net Detective Features st P,

 Instant online access, NO software download required

« People search - search for names, addresses and phone

nurnbers fast. “This is great. Just 30

minutes after
downloading Net
Detective [ had
located my long-lost
college roommate
and had her on the

« Search by phone number - Find out who keeps calling you.

 validate Social Security Numbers.

 Search the Death Index by name or SN,

National Association of gsesrchiorunclaimedimoney} T Vo, e hagmt
Independent Private N . talked in 27 years.) 1
Investigators™  Business Search - Discover annual sales for most companies H e Do raliore )

and their number of employees.

Start Your Search in Just 2 Steps!
Step 1:| Enter Email Address

Become a Net Detective e G e iy
riends about Met
Detective, I have also
been snaoping on my
friends, and they don't
even know it. I found
aut how much slimany

. and child support my
Whether you're just curious, trying to locate or find out about people for personal or business reasans, or Rext door neighbar

you're looking for people you'we fallen out of touch with - Het Detective makes it all possible! e[ e i
neighbor across the
street has some big

credit problerns, This
What others have to say... With Net Detective you will lears is AWESOMEI"

"Thanks Net Detective. You + How to "CLOAK™ your e-mail so your TRUE e-mail address can't
sawed my life. If I hadn't found be discovered,

out about my girffriend's credit

problems, T might have made HOW to make phone calls through  third party the number called
the biggest mistake of my life.” doesn't appear on your phone bill,

my friends and they
are amazed."

-Marsha Seiler,
Datlas, TX

-Marianne Clewiston,
Elmira, MY

i where to find a list of SPEED TRAPS throughout the USA. .
David Longo We are using Net
Stockton, California How to check out the ETHICS and business practices of Detective to really
businesses worldwids, including those on the Internet, check out all of our
new employees

5 Where you can get SECURITY PRODUCTS such as recording and befare we hire them,
tracking squipment, listening devices, mini cameras, bomb Using Net Detective I
detectors and more. (i) s Gt
z " L d rather startling
h] whantz h‘° rac iy e 5 Information on UNTRACEABLE ASSET protection {anonymous discoveries. One
ushand because he hadn't banking) and more applicart was wanted
paid child suppartin & years, by the FBI for
After using Net Detective, I » How ta locate MILTTARY records from Viet Nam, Korea, WWw 1T embezzlement and he
found him hiding in Texas. Plus, was applying for a job
I was able to find the contact T » Search LEGAL opinions, trial transeripts, etc... in our accounting
needed to fill out the department.”

paperwork, hire an attorney
and collect back payments.”

Find Wanted FUGITIYES - maybe your secretive neighbor,

- George L. Whitaker,
Sacramento, CA
Karen Green

El Paso, Texas

Net Detective Can Be Used For Just About ANYTHING

You will find TI of and USES for this incredible set of
INVESTIGATION tools.

Net Detective allows you to uncover anything you want to know about your doctor, boss, friends,
neighbors, lover and even yourself.

‘You can da searches on anyane in total privacy!
It's 100% legal and o one will know what you are doing.

Itis simple and easy ta use even for 2 beginner.

Track down or look up the facts on anyone.

Net Detective is used worldwide by private investigators and detectives , as well as every day

people who use it to find lost relatives, old high school snd army buddies, deadbeat parents, lost
loves, pecple that owe them money and just plain old snaoping around.

Start Your Search in Just 2 Steps!
Step 1:| enter Email Address

Become a Net Detective

iz Member Logi; ling & Support :: Become an Affiliate ::
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was very surprised to
discover what a great
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can now locate hard
to find information
in minutes that used
to take hours or even
days.”

- Rober? 7. Carison,
St Paul, M

"This is great. Just 30
minutes after
downloading Net
Detective 1 had
located my long-lost
college roommate
and had her on the
phane. We talked for
two haurs, {we hadn't
talked in 27 years.) I
have been telling all
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—— are amazed,

-Marsha Seiter,
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Continue To Step 2
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"I have been telling my
friends about Net
Detective. I have also
been snooping on my
friends, and they don't
even know it. T found
Whether you're just curious, trying to locate or find out about people for personal or business reasons, or out how much alimany
wou're looking for peaple vou've fallen out of tauch with - Net Detective makes it all possible! and child suppart my
next door neighbor
gets, and that my
neighbor acrass the
strest has some big
credit prablems. This

What others have to say.

"Thanks Met Detective. You »  Howto "CLOAK™ your e-mail so your TRUE e-mail address can't is AWESOMEIN"
saved my life. If I hadn't found be discovered.

ot about my giffriend's credit }

prablems, 1 might have made » HOW to make phone calls through a third party the number called RS G,
the biggest mistake of my life." doesn't appear on your phone bill, b
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pavid Longo
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How to check out the ETHICS and business practices of

businesses worldwide, including those on the Internet. e are using Met

Detactive to really
wihere you can get SECURITY PRODUCTS such as recording and check out all of our

tracking equipment, listening devices, mini cameras, baml new employees
detectors and mare. before we hire them.

Using Net Detective I

Information on UNTRACEABLE ASSET protection [anonymous have made some

banking) and more. rather startfing
discoweries. One

"I wanted to track down my ex-
husband because he hadn't
paid child support in 6 years,

After using Net Detective, 1 »  How ta locats MILITARY records from Viet Nam, Korea, WW I applicant was wanted

found him hiding in Texas. Plus, by the FBI for

I was able to find the contact T »  Search LEGAL opinions, trial transeripts, etc... embezzlement and he
needed to fill out the was applying for a job
paperwork, hire an attorney »  Find wanted FUGITIVES -- maybe your secretive neighbor, in our accounting
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Net Detective Can Be Used For Just About ANYTHING

You will find THOUSANDS of BUSINESS and PERSONAL USES for this incredible set of
INVESTIGATION tools.

Net Detective allows you to uncover anything you want to know about your doctor, boss, friends,
neighbors, lover and even yourself.

“fou can da searches on anyone in total privacy!

It's 100% legal and no one will know what you are daing.

Itis simple and easy to use even for a beginner.

Track down or laok up the facts on anyone.

Net Detective is used worldwide by private investigators and detectives , as well 35 every day

people who use it ta find lost relatives, old high school snd army buddies, deadbeat parents, lost
loves, people that owe them money and just plain old snooping around.

Become A Net Detective In Just 2 Step:

Step 1:| Enter Email Address

Continue To Step 2
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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 Testd Survey

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 Testd Actual 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%

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

KEY POINT: What seems fAintuitived to most
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.

mar ket e
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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 AfAndy Cappo

ABC ComicofiDog Egb Do ufforBetter or For Worseo
ABl oomn€yo

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 headlin e , A D
Comics Comi cs, 0 lyadsachieheahe highsst click-i
through rate.

The actual test results are below:

17
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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%

The fourth headl i ne,

v What You Need To Understand
fiDail yComi cs Co
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 Youbre 393 49.31%
Provei it here. . ..

A What You Need To Understand

The majority of marketers who responded to our poll predicted that the
third subject line would perform the best.




Email Subject Line Test

Actual Results

Subject Line Open Rate CTR
Test Your Marketing Intuition 11.99% 3.34%
An MEC Invitation: 12.59% 2.93%

Test Your Marketing Skills

So You Think Youodre 11.46% 2.90%
Prove it here...

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

fistr on g euhng and chalenging 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.

MARKETING EXPERIMENTS
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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
y t hem.

t hat we

and knowing the right time to appl
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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-
ner s. These are the steps we follow
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

oursel ves.

this series will contain a compendium of each

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.

And a

year
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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 10 Conduct 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.
Onlinecompetitors have access to eachr-other ds
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 Competitor | Competitor | Competitor | Competitor | Competitor
Site 1 2 8 4 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
do not always produce the best namesd and that there is no substitute for well-
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crafted name tests. Nothing beats empirical testing to discover what really

works. See what we discovered in Chapter Two ( i Domai n/ Pr deabtu ct

i ngodo) or see ovwwMadketihgExperimdnts.com/pntaitml.

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

MARKETING EXPERIMENTS

www.MarketingExperiments.com/mcO7.html (1 2007 Mer chand).si ng

Step 26 Optimize 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 vVvisitorsdéd attention, &
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
sitebs conversion rati o. iscdverad aboatmptimiz
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?

ocus

For our July 2004 brief ALanding Pages

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

What good is it to optimize your site for maximum vyield if 40% of your visi-
tors experience browser display issues? This is the single most overlooked
problem with site design. For some
want to be bothered with crossplatform testingd but 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 30 Optimize Your Website Copy.
In addition to site design optimization, you should pay close attention to your
site copy.

What impact can the lengthof your sales copy have

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 wha Markstedgbxperiments.coro/lose.er e d:
html( AiLong Copy vs. Short Copy Testedo).

And for guidelines for writing high-quality copy for the Information Age be sure to

seetheali mportant A Tr an s pvdoEarnthe Thist of la Skepticalg : Ho

C o0 n s u inpages 3-9 and online at: www.MarketingExperiments.com/tmta.html.

Step 40 Implement 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:
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Awww.MarketingExperiments.com/asta.html ( A A/ B Spl it Testingo)
Awww.MarketingExperiments.com/mtaa.html ( A Mul t i vari abl e Test.i
A www.MarketingExperiments.com/wmta.html and wmtb.html ( i We b- Me't

rics Testedo)

Although some marketing efforts may be home-r un s, d a spadacularx p e ¢

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 ( A T h e  C o mpffecuohMidrorG a i nosgo gnline to
www.MarketingExperiments.com/cemg.html.

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

Step 50 Improve 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:

AcChapterSix( iConver si on Rat e obipgatwwiviaketi on Test e

ingExperiments.com/croa.html

AChapter Twelve ( iShoppi ng C anline at RevdviarkegngBxper)
ments.com/scra.html

AfOr der Pr o c e swsw.MarketingExpkimerastcom/ofta.html

AnAbandoned Order RevwblarketingExpéfiraests.cord/ o
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 AConf i guwwa MarketingExpsriments.com/atda.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 (i | d e lasdriptid® Bath
Test.edo)

Step 60 Develop Your Email Capture.
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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:

Awww.MarketingExperiments.com/ecta.html (f Emai | Capj ur e
A www.MarketingExperiments.com/ecpr.html (A Ema i | Cafpsur e
Testedo

A www.MarketingExperiments.com/wmst.html (i Weome Message Se-
guenceTest edo

at

Testedbo
Pop
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Step 78 Optimize Your Offer Pricing.

When determining your 1ideal of fer price, youoll
Often, you wondét know your ideal price until youbve

free trials sometimes produce greater returns by allowing your customers to try your
services risk-free. See the following chapters and sites:
A Chapter Four (i Pr i ¢ e ), oniine &t immnwgViarketingExperiments.com
/ptaa.html
AiPrice Test i ngnlnd ataiwNMHEClsabs.dom/MEGPrice-
Testing_Analysis_Tool.xls
AiFree Tri al @iwMarkeingBxeesemstan/fteathtml

AiFree Trial Prof it MBGLabs.conyFre€TadPeofitd at or 0 at www.

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 ou
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:

AdiSubscri pti oadaRew. sarketegEderisdnts.com/srta.h

tml

A Subscription Site Metrics Tool at www.MECLabs.com/SubscriptionSiteMe

trics.xIs.

Step 80 Set 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 ERgOResiCoenptaed S obr Sefarohline

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 ( i Deal Ti me Test edod)
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 ( iDat a Feeds Testedo) .

Step 90 Set 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 i@Day PPC Pl and 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 A Cl i ck Fraudo wi || hel p you remai

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
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testing improved click-through rate by as much as 121%. See Chapter Fourteen

APPC Adverti si ng oMadketingBxperintemd.convipact.htnmd. www.

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
iGoogl er A WSel ect Testedd to see hvaw
MarketingExperiments.com/gasr.html. | t O-lsy-step blaepriator 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 ( i Overture Testedo).

we achi e

Webve also tested other PPC enginmes and t

hance your PPC marketing:
Awww.MarketingExperiments.com/spet.html  (
Awww.MarketingExperiments.com/pset.html  (
Awww.MarketingExperiments.com/gatb.html  (
Awww.MarketingExperiments.com/psbs.html (
A www.MarketingExperiments.com/aupc.html (
Campaignso),

5 Paid Search
Googl e AdSens

1 g ! S | S 1 B 1}

Avoi ding Unpr

e
PPC for Sub¥ecr
0

Smal | PPC Engines Test

Engines
Test edod
ption S
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f abl e

See also the bid analysis tool, i Max Bi d Anal y®i satSpwwenads he e

MECLabs.com/MaxBidAnalysis.xls.

Step 100 Optimize 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 natur al seamath SemgichesEhgseme s i Na

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 practicald
if a bit dauntingd to cut through a number of complicated algorithms and
articulate a simple way t o GoogerrajaRamrk
Test ed o MarketingBxperiments.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 fiDynami ¢ Web PvawiMar
ketingExperiments.com/dwpt.html.

Step 110 Implement a Linking Campaign.

Why are incoming links important for your website?

What is the most effective technigue 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/Ista.html( iLi nki ng Str ategi es

Step 120 Pursue Site Credibility Indicators.
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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?

your Goo

Testedo

Test edo
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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 A Cust omer
Rati ngs Tww. MakdtingExgperiments.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" is quoted as saying, i Gover ni ng today tmeans giving accej
abl e si gns ?demigot aserelihéve beenttalkingcabout 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
i mprove your marketing. You should |like the interesti.
www.MarketingExperiments.com/wata.html.

Step 130 Use Email Marketing.
How has SPAM impacted the effectiveness of email marketing?

How does the CAN-SPAM | egi sl ati on affect your email strate
Impact of SPAM on Email Market i ng 0 (NDéteem) brego online to www.
MarketingExperiments.com/isem.html.

Wh at if you could | everage the online marketing r e
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 AR Ef f ect i ve Emai | Campaignso 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
AEzi ne Adver t wswMadetingExperimedts.cora/¢ata.html.

Step 140 Explore 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
www.MarketingExperiments.com/estahtml and fAeBay Basi cMarTestedodo at www.
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. ¢ o m: AAmazon Stores
T e s t ewwiv.MarketingExperiments.com/astb.html.

At Marketing Experiments, we have also been testing Yahoo! Stores for the past
several year s . Previously we have identified Yahoo! Shoppin
ATop Performers. o0 Changes at Yaheamine gave us reason t
Yahoo! Stores as a marketing channel.

Is Yahoo! still as effective asitonce was? See fAYahoo! atores Testedo
www.MarketingExperiments.com/ysct.html.

LA social theorist best known for his analyses of modes of mediation
Z America, (New York: Verso, 1988), 109.
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Step 158 Explore Additional Marketing Opportunities.
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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 A Pr of i t from |
Serviceodo or g MarketindExperiments.com/pissmtiml. See also the
customer service analysis tool at www.MECLabs.com/MEC_Cust-Svc_Analysis
Toolxls.

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 Seventeeni Pr eslse®&ses Test ed awwoMar
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
AAffiliate MawnvdlarketmgExpérienants.eoh/amtaahtml.

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.

nbound

C


http://www.marketingexperiments.com/see/1125
http://www.meclabs.com/MEC_Cust-Svc_Analysis_Tool.xls
http://www.meclabs.com/MEC_Cust-Svc_Analysis_Tool.xls
http://www.marketingexperiments.com/see/1122
http://www.marketingexperiments.com/see/1122
http://www.marketingexperiments.com/mbaa.wma

MARKETING EXPERIMENTS

Marketing Blueprint

29



MARKETING BLUEPRINT

30

NOTES



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.

*kk Kk kK Kk*

Product Presentation, Channels

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 content
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 10 Optimizing Your Product or Offer
This stage covers Steps 1 and 7 i mm-
petitive nAlndlPysiceo Te@stingo), but al
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« similar efforts,

« market analysis,

« quantitative analysis,

« usability testing, and

« product and program strategy.

Stage 28 Optimizing 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 30 Optimizing 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

Mo st of these improvements f all/l within t
(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:



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 ThitreenAa The Compoundi n gGéeEif f s,
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 Pagesd This effort resulted in a 64% increase in conver-
sion, involving three primary improvements:
e 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

MARKETING EXPERIMENTS

@rf

online to t@pmizh@Dandirmgegf P d&gMasketingExt www.

periments.com/Ipta.html.

2. Free-Trial Offerd After 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 brie f A Fr e e
Oof f er s T evemMarlebingEperiments.com/ftoa.html. In addition,
we have created an online spreadsheet tool that helps you calculate the
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