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Who am I? Tépper

SCHOOL OF BUSINESS

* Prof. Param Vir Singh (a.k.a. Param)

—  Email: psidhu@cmu.edu
— Oftice: Posner 374
— Phone: 412-268-3585

* PhD, Management Science and Information Systems, University of Washington

e Research

—  Web 2.0

—  Social Media

— Social Networks
— Enterprise 2.0

—  Open Source

* Industry
—  Microsoft, Giant Eagle, UPMC, Nordstorm, Cognizant, Warner Bros.
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Who should take this course? Tepper

SCHOOL OF BUSINESS

* Marketing, Media, and Advertising Professionals: this is a
highly recommended course for you, whether you have

experience in these areas or are targeting them for your career
after B-School.

* Entrepreneurs: if you need to promote a new business venture
and plan to use social media then you should take this course.

* Consultants: it depends on your industry focus, but it is likely
that your future clients (and bosses) will expect you to know
something about digital marketing and social media, which this
course can help.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

This course counts towards
Information Systems and
Marketing Requirement

Tepper School of Business * William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

Course Goals

* To appreciate and understand the technologies that
are critical to business today

* To stimulate thinking of
— What they enable

— How to strategically use them for competitive advantage

* To develop a vision of what lies ahead

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

Course Overview

Blackboard

http://cmu.edu/blackboard

* Use your andrew username and password

* Confirm that you can access the course as soon as possible

* Information about your classroom colleagues
e All assignment descriptions
e All assighment submissions

e All lecture slides

e Grades, announcements, etc

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Key Objectives of Course TGppeI'

SCHOOL OF BUSINESS

A. Understand Search engine optimization & Web analytics

Who are your customers? Where do they come from? How search engines discover and rank web
pages? How can we identify issues and opportunities in a web site? Optimizing a website for
organic and paid search

B. Understand User generated content & Sentiment Analysis : Economining

Finding what customers are saying about you? Who are your influential customers? What types of
comments by customers affect your sales? How much premium can you make due to customer
reviews? Sentiment Analysis.

C. Harnessing the Wisdom of the Crowds, Crowdsourcing & Prediction Markets

What is the logic behind prediction markets? When are crowds accurate? How to design and run a
prediction market? Leveraging wisdom of the crowd to predict future, solve problems, etc .

D. Social Media & Social Networks Marketing

What makes marketing campaigns viral? How social media effects perceptions of a company? What
strategies can companies deploy in order to operate effectively when the power to craft messages and
images is shared between marketer and consumer? How to create and capture value in a social network?
How to do segmentation and targeting in social networks?

At its core: A hands-on, “how-to mentality” class
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SCHOOL OF BUSINESS

Course Overview

Class requirements

4 Assignments (group) [60%]
Class Discussions/SM Presentation [15%]
In Class Final Exam (open book & notes) /Google OMC [25%]

Students are expected to actively engage in class discussions, to have their
assumptions challenged, and to bring their various backgrounds to class in
order to make it a great experience for themselves and everybody else.

+ GROUP SIZE [3 to 5|
I do not allow PASS/FAIL or AUDIT

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Course Overview Tépper

SCHOOL OF BUSINESS

* Most of the assignments of this course will be hands-on, giving you real life
experience of web analytics, search marketing campaigns, user generated content,
and so on. All assignments will be accessible and doable by students without any
programming background. Some sample assignments for this course:

— Using User generated content develop a product development strategy for a
Company.

— Using real data optimize a search engine marketing campaign for a company.

— Use Google Trends to build a predictor of product demand.

— Use Quantcast to compare a website and its competitor and prepare a report
on which one of them you expect to fare better over time.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder




Viral Marketing Campaign (Assighment 3) ’Iépper

SCHOOL OF BUSINESS

* 'This assignment will require you to develop and implement a viral
marketing strategy.

* In your group you will create a (hopetully) viral video aimed at
promoting a particular product/brand.

* You will then disseminate that content and try to make it “go viral.”

*  Your product/brand is the MBA program at Tepper School of
Business. This 1s chosen for pragmatic reasons—it is a “brand” that
you are intimately familiar with and don’t need to spend time
researching in order to understand it before trying to market it.

* Your broad marketing objective 1s to raise awareness and generate
interest in the Tepper MBA.

* You can chose the particular segment you want to target, the
geographic focus, and the theme/message of your campaign.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Viral Marketing Campaign "Tepper

SCHOOL OF BUSINESS

This project is meant to be fun while at the same time giving you the opportunity to
p1oj giving y pp

put into practice many concepts you'll learn in class. In that sense, 1t is just like a
simulation you might have done in some of your other classes but it 1s actually real!

The following steps must be followed:

Develop specific marketing objectives that you hope to achieve with this campaign
that fit with the broad objective of building awareness and generating interest.

Come up with a theme for your campaign and specific message. E.g., it could be
about a range of different kinds of experiences, or it could be about one type of
experience, or something else.

Develop a preliminary concept for your video. Get this concept approved by me
before going any further. This is to be done no later than April 4th.

Create the 3-4 minutes video content. Get it approved by me by April 11.

Develop a viral marketing plan for distributing/disseminating your video using social
media. Get approval from me and Upload the video by no later than April 16%.

Professor Param Vir Singh Tepper School of Business ® William Larimer Mellon, Founder




Social Media Marketing Campaign Presentation 'Iéﬁﬁ%i-

(Contributes to your class participation grade) SCHOOL OF BUSINESS

Almost all of the world’s top brands are utilizing social media marketing in one way
or another. We will discuss some of the more successful campaigns in class. Some of
the most successful campaigns are:

. (1) Nike +

. (2) Burger king: Subservient Chicken
. (3) Ford Fiesta Movement

. (4) Pepsi Refresh Project

. (5) Dove Social Media Campaign

. (6) Volkswagen Fun Theory

. (7) Old Spice Social Media Campaign
. (8) Ikea: Facebook Showroom

. (9) Blendtec: Will it Blend?

. (10) OfficeMax: Elf Yourself?

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Social Media Marketing Campaign Presentation '—[épper

SCHOOL OF BUSINESS

e Each group will select one campaign and collect information about it and make a 15
minutes presentation on it on April 274,

e All the information on these campaigns is available on the web and on company
websites. These campaigns have been widely analyzed. Your presentation should
include the following information at least:

* (1) What was the campaign and how it was managed (who participated, what were the
incentives, who were the seeds)?

* (2) Analysis of the campaign
(a) Was 1t a good campaign to run.
(b) Why was the campaign successful?
(c) What are the key reasons that made the campaign viral?
(d) Is 1t easy to replicate?
(d) Would you have done anything different?
(e) Key take-away from this campaign.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Google Online Marketing Challenge (GOMC)TéppeI'

/7 SCHOOL OF BUSINESS

* Students can choose between doing GOMC and In-class final
exam (open book and notes).

* Project teams (3-5 people) participate in the Google Online
Marketing Challenge for three consecutive weeks from April 2
to April 23.

* FEach team develops strategies to drive traffic to a real-world
business site.

* Google offers $250 ad money for each team.

* A winning team will be selected globally based on
performance metrics and project reports.

or Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Google Online Marketing Challenge (GOMC)TéppeI'

/7 SCHOOL OF BUSINESS

Key deadlines for GOMC
* Choose between GOMC and In-Class Exam: Today

— You should find at least 2 more people who are willing to join forces with you to

do GOMC.

— If you pick GOMC, send me an email with your team-member names.

* Find a business which has not used Google Adwords in the last 6
months & Set up Adwords account & Read GOMC student
guide: March 215,

* Get approval from the business: March 26th,

* Pre-campaign strategy report due: March 28,
 Start GOMC: April 209,
* GOMC final report due: May 214,

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

Professor Para /ir Sing g —— i )
oiraisoi [Pz Wiie Sitig Tepper School of Business ® William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

Search Engine Optimization

Online Advertising & Landing Page
Optimization

Tepper School of Business * William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

If you know of a website

* (Can you find it on Google?
— If yes, how
— If no, why?

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Why is this important: Tepper

SCHOOL OF BUSINESS

Search Engines Influence Consumers

Needs DVD Player

/ 5% Search Engine
Search: Best Buy/ 9%
Search: Panasonlc/ 28%
Search: DVD Player
“l:l Amazon.com
Click/bot/portal/email/adse— 18% _ “ . W| panasonic.com
Type in URL\ "|:| BestBuy.com
23% | M ]| CircuitCity.com
Off-line ads / recommend \ 1| pealTime.com
11% 4

How Online Consumers Most
Often Find Stores



Internet vs. WWW lepper

Let’s cover the basics

* Internet and Web are not synonymous

* Internet is a global communication network
connecting millions of computers

* World Wide Web (WWW) is one component of the

Internet, along with e-mail, chat, etc

Professor Param Vir Singh Tepper S¢



Publishing on the Web Tepper

SCHOOL OF BUSINESS

1. You create the web page on your computer

CMU Web

Server

Random

Web User

@z

/ = ” \
Internet
P % /

CMU Student

Professor Param Vir Singh Tepper School of Business e William Larimer Mellon, Founder



Publishing on the Web "Tepper

SCHOOL OF BUSINESS

2. You send the files to the CMU Web server

CMU Web
Server

*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
“
*

CMU Student

Professor Param Vir Singh Tepper School of Business  William Larimer Mellon, Founder
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Publishing on the Web lepper

3. A web user requests your home page URL

CMU Web

Server

Py
.
.
.
.
“
.
PS4
.
.
.
.
.
.
.
.
.
.
PYd
®

CMU Student
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Publishing on the Web lepper

SCHOOL OF BUSINESS

4. The CMU Web server serves up your page

CMU Web

Server

http

.
.
.
.
.
.
.
*
.
.
.
*
.
.
**
.

Tepper Student
Client
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Information on the Web 'Epper

SCHOOL OF BUSINESS

When anyone can publish, how do we find what we need?

*  The information 1s spread across multiple autonomous computers

e  With millions of choices, how do we find what we need?

N\ \\ ) SN
Internet

N (

Professor Param Vir Singh




How Search Engines Work Tépper

SCHOOL OF BUSINESS

Three main parts:

i.  Gather the contents of all web pages (using a
program called a crawler or spider)

1.  Organize the contents of the pages in a way that
allows etficient retrieval (indexing)

ii1.  Take in a query, determine which pages match, and
show the results (ranking and display of results)

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



How do Search Engines Discover Information.rIépper

SCHOOL OF BUSINESS

®* How do crawlers find web pages?
= Start with a list of domain names, visit the

home pages there.

» Look at the hyperlink on the home page, and
follow those links to more pages.

s Keep alist of URLSs visited, and those still to
be visited.

» Fach time the program loads in a new HTML
page, add the links in that page to the list to

be crawled.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Standard Web Search Engine Architecture

SCHOOL OF BUSINESS
Send discovered pages to N
mothership v
Google
Crawler S
. Document
machines
Storage
—— — Create an
~ Google “inverted
e index”
O
O

O  — o /\
N A

«——| [nverted
index

N

For each word, the pages that

Search
engine

Servers

contain the word

Tepper School of Business * William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

Crawler behavior varies

* Parts of a web page that are indexed

— Until recently, only the first few parts of the page were
retrieved /stored

* How deeply a site is indexed
— Google/Yahoo/MSN get only the first top levels

* How frequently the site is crawled

— Can be few minutes (news), hours (blogs), days, or weeks (my

site © )

What are the implications?

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

Indexing

Record the following information about each page

List of words
— Is the word in the title?

— How far down in the page?
—  Was the word in boldface?

URLs of pages pointing to this one

Anchor text on pages pointing to this one

Clickthrough measurement
— How often users click on your URL, when they see it
— How long do they stay (using toolbars!)

e ...many other “secret ingredients”

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder




Anchor Text ']épper

SCHOOL OF BUSINESS

FREE PRESS RELEASE SERV'CE Free Online Press Release Distribt

FRONTPAGE BROWSE PRESS RELEASE
return home by topic rss feed Search press release

NOV 11, 2009 (EDIT)
Free Press Relez

SellingLTC.com’s LTCi Cafe Offers New Webinar Information

“Demystifying the Close - 5 Steps That Will Make You a Stronger Closer”

ATLANTA, Nov. 11, 2009 — SellingLTC.com, LLC, the leader in prov@?‘z long _term care insurance sales n&"‘} > Ad Eliminator Unli
marketing, and presentation solutions for insurance sales professionalsy=teday.; uncedth‘wﬂxg;/s@,\,gegg'fz‘b-mv'ﬂ”a o Contact

webinar in their LTCi Cafe Power Lunch Webinars Series. The LTCi Cafe is a free LTCI resource center

available to all financial professionals who desire a deeper knowledge of how to better serve consumers o Free Press Releast
when it comes to long-term care insurance.

The next webinar will be held November 18, 2009 at 1:00 pm EST. The
session is entitled: “Demystifying the Close - Five Steps That Will Make You a
Stronger Closer.” Attendees will learn how to take the pressure off both
themselves and the client, making the “close” feel like the next natural step in
the presentation process. “Many salespeople have a misconception about what o Embed Images

Benefits

o Anchor Text Lir

o Categories & T

The anchor text summarizes what
the website is about.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Measuring Importance of Linking

PageRank Algorithm

e Idea: important pages are pointed to by other important
pages
¢ Method:

— Each link from one page to another is counted as a “vote”

for the destination page

* The number of incoming links is important!
* Butitis not enough! B

— But each “vote” is different! Pagerank places more
importance to votes that come from pages with large number

of votes (and so on, and so on)

* Compare, for example, the cases for the circled page

in cases A and B

L]
EDPE DOV OT B



How PageRank is used Tépper

SCHOOL OF BUSINESS

1. Locate the pages that contain the query text
2. Weight the “text score” with the “link score”
3. Rank results

Lesson: PageRank of competitors matters!
Do not obsess (only) about your PageRank

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Cool! Let’s Get some PageRankTéﬁﬁéi'

SCHOOL OF BUSINESS

* Obvious incentives to game the system

* Or at least to speed up the process of going up in
the results

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Gaming PageRank: Link spam lepper

* Link spam: Inflating the rank of a page by creating nepotistic links to
1t

— From own sites: Link farms
— From partner sites: Link exchanges

— From unaffiliated sites (e.g. blogs, guest books, web forums, etc.)

 'The more links, the better
— Generate links automatically
— Use scripts to post to blogs

— Synthesize entire web sites

* 'The more important the linking page, the better
— Buy expired highly-ranked domains
— Post links to high-quality blogs

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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PageRank and Trust

CMU student

TrustRank Algorithm

* Votes from trusted pages are weighted
much higher compared to others.

MIT student

* Compare, for example, the cases for  |viaks from
. . untrusted soufces
the circled page in cases A and B N

e The main reason behind the initial success of
Google

-
—
* Get links from trusted, quality sites! ZW }

-



Case Study 1: BMW lepper

SCHOOL OF BUSINESS

* In 2006, BMW used thousands of doorway pages to
direct traffic to their German Website.

* For example, one door way page
had “Gebrauchtwagen” (meaning “used car”)
appear 42 times on it whereas on the “real” page
this word only appeared twice.

Did this work?

* For “Gebrauchtwagen” the “real” page showed up
as the top result.

* BMW gets caught and Google gives it a “death

sentence.”

Professor Param Vir Singh Tepper School of Business ® William Larimer Mellon, Founder
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Case Study 2: JC Penney lepper

* In 2010, JC Penney used link spam to boost up its page
ranking.
* For example, there were 2,015 pages with phrases like

)y ¢¢

“casual dresses,” “evening dresses,” “little black dress™ or
“cocktail dress.” Click on any of these phrases on any of
these 2,015 pages, and you were bounced directly to the main

page for dresses on JCPenney.com.
Did this work?

* For several months JC Penney showed as the first result for
thousands of very common keywords.

* JC Penney gets caught and the penalty for getting caught is a
pair of virtual concrete shoes: the company sinks in Google’s
results.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



How to Rank High in the Results lepper

SCHOOL OF BUSINESS

* Position your keywords (title, headings, early on page)
* Make text visible

e “Alt text” for images: Accessibility + search engines

* Have relevant content
* Do not change topics frequently on a page

* Buld links (nice to build a real community)

Just say no to search engine spamming

Submit your key pages and sitemap to Google

[http:/ /www.google.com/addurl/?continue= /addurl]

Tepper School of Business * William Larimer Mellon, Founder
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Going Beyond Existing Traffic lepper

SCHOOL OF BUSINESS

— Pay-per-Click Advertising

Letoifesoi] oo WAtk i Tepper School of Business e William Larimer Mellon, Founder



What is Search Engine Marketing (SEM)? lepper

SCHOOL OF BUSINESS

* Search Engine Optimization (SEO)
— Improve “organic” result rankings on search engines

— Adjust elements important to search engine algorithms

* Pay Per Click Advertising (PPC)

— Also known as “sponsored results”; advertising that appears to the top,
bottom, or side of search engine natural results

— Typically cost is generated on a “pay-per-click” model, where advertiser
pays for each click a searcher makes on an ad, vs. the traditional online
marketing method of “cost per impression”.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Anatomy of Search Results: Google

SCHOOL OF BUSINESS
; Web Images Groups MNews Froogle Local more »
Google pesertatos somnme o
Web Results 1 - 10 of about 278,000,000 for presentations [definition]. (0.20 seconds)
PPC Presentations
ww.microsoft.com Ready for more productive meetings? Try Microsoft® Office Live Meeting . ) .
, . We Design Presentations
AdS Impressive Presentatmn_s - _ ) Impress your audience, save time
ww_impactengine.com Quickly Create & Distribute Impressive Presentations-Free Trial Professional PowerPoint senices

Presentation Information Resources - Presentation Technology News ...
Presentation Information Resources - Comprehensive presenter's resource providing instant
access to up-to-date infarmation on technology and techniques for ...

Presentation Software
Make 3d page turning presentations

v.presentations.com/presentations/index_|sp - 33k - Jan 17, 2006 - embed or steam video, flash, QT-VR+
Effective Presentations homepage Video Presentations Ads

Create stunning video presentations

These are oriented toward presentations in the business environment, ... Mote however that
in minutes. Free trial available

business and scientific presentations differ in some aspects of ...

Ed/iradellafartive html - 2l - -

e edi /S AHIC o

The Marketing Depot
Integrated marketing & advertising
for growing businesses. St. Louis

T Eo e e -

Introduction: poster presentations
... tutorials intended to aid the user in effective scientific communication. You can access the

other tutorials at the Effective presentations page. ...

Lkumce. edu/SAH/OTEd irade ster Presentations/Pstrsta

- - i St. Louis, MO

[
3

]
3
il

]

Organic Web Results

r Param Vir Sing Tepper School of Business * William Larimer Mellon, Foun




Anatomy of Search Results: Yahoo!

Carnegie Mellon

lepper

SCHOOL OF BUSINESS
Web | Images | Video | Audio | Directory | Local | News | Shopping | More »
YAHOO!@SEARCH presentations
My Web Answers Search Services Advanced Search Preferences

Search Results

Also try: powerpoint presentations, flash presentations More

« Microsoft's Web Presentation Tools
PPC ww.microsoft.com Take a free 14-day test drive and host online meetings with Microsoft®
Office Live Meeting today
AdS » Online Presentation Solutions - WebEx

vebex.com WebEx online meetings are the closest thing to being there in person

1. Presentations com™
tips, techniques and technology for creating and delivering effective, dynamic presentations
Category

v.presentations.com -

2. Internet Research Presentations ™

Cur Internet research training materials consist of presentations, exercises, tips, and more
Home = Internet Trainers = Internet Research Presentations. Internet Research ... Internet
Research Presentations and Teaching VWehs

om/trainers/presentations. html -

Organic Web Results

r Paran

Presentation at
ProjectorSuperStore
ProjectorSuperStore - your direct
source for presentation
technolog

Presentations Magazine
Now 369 a Year

Buy Presentations magazine
publisher-direct. Save up to 92% on
1500

Energize Your PowerPoint
Presentations

Captivating 3D effects, beautiful
templates, TV-style 30 transition

Reszults 1 - 10 of about 120,000,000 for presentations - 0.14 sec. (About this page)

PPC
Ads

Tepper School of Business  William Larimer Mellon,




Search Marketing Facts TGppeI‘

SCHOOL OF BUSINESS

What percent of searchers do not search past the first page of results?
87%

* What percent of searchers believe that the top ranking is also the top brand of
the industry?

e 37%

* Tor retailers what percent of their total orders come from PPC advertising?
* 10-40%

e What percent of users do not know the difference between paid vs. natural

listings?
e 62%

(source: Pew Search Engine Users Study)

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder




A Typical PPC AD lepper

SCHOOL OF BUSINESS

e Headline: Static
“Search keyword insertion”

We Design Presentations

) Ad TeXt- Impress your audience, save time

: Professional PowerPoint senices
www.propointgraphics.com

Presentation Software
Make 3d page turning presentations
embed or steam video, flash, QT-VR+
www . DeskTopAuthor.com

o Landing URL Video Presentations

Create stunning video presentations
in minutes. Free trial available.
www.seriousmagic.com

The Marketing Depot
Integrated marketing & advertising
for growing businesses. St. Louis.
www .themarketingdepot.com

What matters? St. Louis, MO

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



PPC Terminology lepper

SCHOOL OF BUSINESS

PPC: Pay Per Click

CTR: Click Through Rate

— Percentage of clicks to impressions

e CPC: Cost Per Click

— Price an advertiser pays for each click on his/her ad

* Daily Budget

— Amount advertiser is willing to spend, each day, on PPC ads

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

How does a search engine decide
which ad to show for a user query?

Tepper School of Business * William Larimer Mellon, Founder



How PPC Works leppet

SCHOOL OF BUSINESS

Advertiser

User enters query

(T
5275
[ TF T IISS
SagsSSESSSSiaES
S SSSSSsS S
——as

Engine runs auction and
displays winning ads

SSS

Advertiset’s
Website/Landing Page

User Surfer clicks on an
ad Search Engine

Server

Millions of auctions executed every day

Once the daily budget is reached, the ad will no longer be shown.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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The PPC Auction Model lepper

e Basic model
— Highest bidder gets highest slot

— Winner pays winning bid
— Not ideal! Why?

* Vickrey-Clarke-Groves (VCG) auction

— Second price auction
— Optimal for single slot
— Reveals true willingness to pay, no need to be strategic

— Winner for slot i pays maximum bid of bidder that get i+1 slot

* Stll not the best for Google, Yahoo, MSN etc.

—  Why?

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Ad Quality Score + Landing Page Quality r[épper

SCHOOL OF BUSINESS

* Search engine needs repeat customers

* Needs to improve user experience for long term

 Bid transformation:

| | Main
— (Bid $ amount) x (Ad Quality Score) e —
~ (Bid $ amount) x (CTR rate + relevance) between
Yahoo and

In other words, rank by expected revenue for Google

Google until
* High quality ads — Lower bid amount 2007

(incentive compatibility)

Details for quality score: https://adwords.google.com/support/bin/answer.pyranswer=10215

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

Let us take a look at Google Adwords

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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AdWords Structure rIépper

SCHOOL OF BUSINESS
—
Unique email address Think of

~ Password this as your
Billing infarmation
company.
Dailv budaeat Dailv budaeat this as
If your client has a good Website, you can model @ Product or
your campaigns off the major sections of the Servi
Website! .
............... e e o3 lines.
Target keywords or sites Target keywords or sites
Ad group Ad group Ad group Ad group Think of this
PHJ!L Y Memes =k - Memes =k - [ PN E'E't ':I'f 1S lndlvldual
k Link each AdGroup to a specific Webpage on your jrds or Products or
client’s Website! &5 Services.
One or more Lne or more Lne or more Une ar mare
ads ads ads ads

- Larimer Mellon, Founder
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Campaign Settings e 4 >

Search and the New Economy
Networks

Show my ads on:
Search and the New Economy Y « adeOCk’,
Google search

When users search for my keyworde on Google

Basic Settings

Campaign name:

Start date: Jan 14, 2008

, . ) : Search network (2

Will run until: @ No end date When users search for my keyfords on Google's

: search partners

® | Jan 14 2009

[7] Content network 2
When users visit sites on Google's pontent network that

Budget Options match my ad settings

Budget: 5500 / day @ Content bids 2 _ .
content clicks

How will my budget affect mmv ad performance?
¥ View Hecommended Budget /Target Audience \

- - Languages: :
Delivery method: (= ") Standard: Show ads evenly over time anguages I'Sh imolified) =
il Accelerated: Show ads as quickly as possible Ch:::i: Etsrg?:lﬂilor?alj] =l
Danish
Advanced Options Dutch iRt 7
Keyword Bidding: Maximum CPC bidding #ds should be written in the sbovy |
Wiew and edit bidding options Locations: <€ Currently targeting: Edit
How will my Incation cheices affect my ad pWprmance? Canad:[Cnlj!mtry}g -
Ad scheduling: Off. Ads running at all times. 5 - United States (Country)
Turn on ad scheduling (2 K )
Position preference: > [ Enable position preferences 2 \
Ad serving: (2 i@ Optimize: Show better-performing ads more often aypart GeO-tafgetlng

") Rotate: Show ads mare evenly

Targeting
Il Rank Targeting BT et

William Larimer Mellon, Founder
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Keyword Selection
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Keyword Types r—[éﬁf) éi'

SCHOOL OF BUSINESS
Broad match keyword: Ads may show on searches for: B
 Broad Match: kﬁy word tennis shoes tennis shoes
. shoes
— Allows your ad to show on similar buy tennis shoes
phrases and relevant variations tennis shoe photos
running shoes
tennis sneakers
111 ) i
° Phras e MatCh: kCYWOfd Phrase match | Ads may show on Ads will not show on
keyword: searches for: searches for:
— Allows your ad to show for searches that
“tennis red tennis shoes shoes for tennis
match the exact thﬂse shoes” buy tennis shoes tennis shoe
tennis shoes photo tennis sneakers
Exact match Ads may show on Ads will not show on
° .
EXaCt MatCh‘ [I(@} WOT dS] keyword: searches for: searches for:
— Allows your ad to show for searches that : : :
) [tennis shoes] | tennis shoes shoes for tennis
match the exact phrase exclusively tennis shoe
Buy tennis shoes
. keywords: Ads may show on Ads will not show on
¢ Negatlve MatCh: ‘ke y W Ord searches for: searches for:
' tennis shoes
— Ensures yout ad doesn't show for any -used tennis shoes Used tennis shoes
search that includes that term Tennis Shoes used for
Buy tennis shoes tennis

Professor Param Vir Singh TEI!JDEr School of Business ® William Larimer Mellon, Founder
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How to come up with all relevant
keywords?
How much to bid on each
keyword?
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Keyword Selection: What keywords to bid on? TGﬁPBI'

SCHOOL OF BUSINESS

* Match by topic/relevance:
— Google Keyword Tool (rools — Keyword tool)

* Analyze keyword demographics [more in next class]

— (quantcast)

* Identity Negative Keywords

— E.g., “Dove” (soap) vs. Dove chocolates vs. Lonesome Dove (book) vs. Rita Dove

(poet)

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



.arnegie Mellon

Keyword Selection: How much?Tepper

SCHOOL OF BUSINESS

Tools > Traffic Estimator

Tools = Traffic Estimator

Traffic Estimator
Get quick traffic estimates for new keywords without adding them to an account or using the AdWords sign-up wizard.

1. Enter keywords, one per line:
keyword = broad match
d"= match exact phrase
[ ord]= match exact term only
~keyword = don't match this term

Set opticnal individual CPCs using this format:
keyword ** 0.25

2. Choose a currency. Enter a specific Max CPC for your estimates, or leave the field blank and we'll provide estimates
based on our suggested Max CPC.*
US Dollars (USD §) [=]
“~Suggested value should deliver ads in the top position 85% of the time.

3. Choose daily budget (optional). See estimates for the amount you want to spend each day, or leave field blank to see
all available clicks.

oCEEEIETL b, Location Tergeting Maximum CPC: 20 Daily budget: 50000 | GetNew Estimates |

é | f: ‘;"g‘d me:‘_"::z ;: Search Estimated Avg.  Estimated Ad Estimated Clicks/  Estimated Cost /
Danan |oone ) Custosptfad - snter a radive o Keywords » Volume CPC Positions Day Day
puteh car [ $3.22 - 54 68 1-3 8.447 - 10,564  $27.180 - $49.400
French honda element T $217-%2.73 1-3 13-18 $40 - 550
Available Countrisgfid Teritories sy ] $3.07-54.14 1-3 107 - 134 $330 - $560
R EREE ?Efa'fh Network $3.21 - $4.67 1.3  8568-10,716 $27,540 - $50,000
Araal | « Revise settings | Download as csv |

NG apper School of Business ® William Larimer Mellon, Founder
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Should one go for keywords or key-
phrases?
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Improving PPC ROI Teppér

The “Long Tail” Concept SCHOOL OF BUSINESS

* “The Long Tail” by Chris Anderson

— An aggregate of less popular products can sell more in the “long tail”
than the most popular products

e Same applies to PPC

— An aggregate of specific, less searched terms can provide better ROI
than highly searched terms

Think "specific keyword phrases' not just
"keywords"'.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Why Key Phrases and Eﬁﬁ%r
NOt JuSt Key WordS? SCHOOL OF BUSINESS

Key phrases with 2 - 3
words generate the most
traffic. 6 Words

B

7 Words 1.3%

3.p%

5 Words .60

1
\‘
(o))

Key phrases reduce
ambiguity (e.g., keyword
“bed”’- can mean “bed of
roses”’, “bed and
breakfast’”, “water bed”, 2 Words
and much more)

4 Words 16.2%

3 Words 27.6%

29.6%

1 Word 13.4%

1

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0%

Length of queries in terms Source: onestat.com, July 2005

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

Long tail keywords are keyword terms which are less popular, less
competitive and less searched for, but when taken collectively,

long tail keyword phrases can be responsible for driving
significant levels of website traffic.
— Example: Doing a phrase match search for “web hosting” shows that
there are 297,000,000 Google results (Head).

31

— The benefit of using long tail keywords in your Search Engine Marketing is the
reduced cost per lead with a higher conversion rate.

Head

Popularity

Long Tail

Keywords
Tepper School of Business * William Larimer Mellon, Founder
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http://www.google.com/search?hl=en&rlz=1B3GGGL_en___US215&q="web+hosting"&btnG=Search
http://www.google.com/search?hl=en&rlz=1B3GGGL_en___US215&q="web+hosting+orlando+FL"&btnG=Search

lepper

SCHOOL OF BUSINESS

Keywords: Embracing the Long Tail

The Search Long Tail Graph: # Visits

700

500 g+

500

400

200

Head .l

1 357 911131517192123252729313 3739414534547 4951535557

Talil
* How thick 1s your “head”? (Explains potential risk.)
e What is the distribution of Branded & Non-Branded keywords?

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



PPC Cycle

lepper

SCHOOL OF BUSINESS
Discover/
Research Compare Purchase
Broad, Medium, Specific,
Keywords approximately 50 keywords approximately 100 keywords approximately 1,000 keywords
ex: shoes ex: running shoes ex: Asics 2010 running shoes
High, Medium, Low,
Search . . . . .
Volume typically high cost per click, average cost per click, low cost per click,

more competition

Frame the buying decision;

Opportunit
PP y establish credibility

Conversion
Rate

Lower

Professor Param Vir Singh

medium competition

Compete on more specific
criteria;
capitalize on customer
preferences

Medium

very little competition

Obtain a ready sale now;
acquire a customer who knows
what he/she wants

Higher

Tepper School of Business * William Larimer Mellon, Founder



SCHOOL OF BUSINESS

Does It Really Work? YES.  cpper

* Major athletic retailer case study

— 80% of PPC sales come from long tail keywords
— Specitic, product-name keywords

— Only 20% of sales come from broad terms, like “BRAND
shoes” or “BRAND jacket”

* Most “long tail” keywords are inexpensive

— [web hosting] $8.30
— [treebsd web hosting] $0.10

* Targeted at customers with specific needs, closer to
purchase

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



More Keyword Tips lepper

SCHOOL OF BUSINESS

Plural and singular forms
— caf, cars
Verb forms, related nouns, related idioms
— fix, fixing, fix up, fixing up, how to fix up, fix-it-, fixer upper, fixer
Spelling mistakes or spelling variations
— address, adress; email and e-mail; UK and U.K.
— sub, submarine, sandwich, grinder, hoagie, poor boy
Numbers and codes
— years, product numbers, other weird uses
Hyphenated and unhyphenated versions
— soup ladle, soup-ladle
One word versus two words
— teacup, tea cup
Abbreviations and acronyms
— Carnegie Mellon University, CMU, Tartans
Phrases with who, what, when to capture people who type a question into a search engine.

— For example, how do I repair a kite or how to launch a new online business might be
common queries and might convert well.

Do NOT use competitors’ trademarks! ... or at least not in the Challenge! ©

— Don’t use “Nike” if you are not Nike, but you can use “Nike” if you are a distributor of Nike
products.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



A few online tools to help with the ’Iépp‘%r
development of a pool of key phrases scoco suswess

q?rellian

¢ Keyword Discovery by Trellian — http://www.keyworddiscovery.com

¢ Free trial limits you to 10 results; paid version gets 100 results
¢  Word Tracker (free trial) - http://www.wordtracker.com Word{racker

¢ Addme Keyword Suggestion - http://www.addme.com/keywordsuggest.htm

¢  Google Keyword Tool - https://adwords.google.com/select/KeywordTool @ uuuuuuuuuu g

= Shows advertiser competition and search volume

¢  Google Trends - http://www.google.com/trends

m  Great for localization efforts

= You can compare searches by separating with commas.

» Example: florida restaurants, orlando restaurants

¢  Google Insights - http://www.google.com/insights

¢ Google Search-based Keyword Tool - http://www.google.com/sktool/#

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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http://www.addme.com/keywordsuggest.htm
https://adwords.google.com/select/KeywordTool
http://www.google.com/trends
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Ads
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Ad Generation Tépper

SCHOOL OF BUSINESS

e Headline: { Static

“Search keyword insertion”
YW

e Ad Text: Well Written(describing product)

Poorly Written (vague, generic, dull)

* Landing URL

What matters?

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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SCHOOL OF BUSINESS

Keyword Advertising Exercise

Think of a product that you would like to purchase.
Let us go to Google and search for this product.

Review the first five results.

= b=

Find an ad that you believe 1s well written. Be
prepared to discuss why.

5. Find an ad that you believe is not well written. Be
prepared to discuss why.

Tepper School of Business * William Larimer Mellon, Founder



Writing Key Words Ads lepper

SCHOOL OF BUSINESS

* You get 4 lines of 25, 35, 35, and 35 characters

* Line 1 (headline): Make the potential customer read the
second and third lines

* Line 2 and 3: Set expectations for what 1s on the
landing page

* Line 4: Points to a relevant landing page and
establishes trust

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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LOOk at it this Way ¢eoeo SCHOOL OF BUSINESS

For a given ad ...

~ 2 Inches

"2009 Diet Of The Year:"
The #1 Ranked Diet To Lose Weight! =1 square inch

~ 1/2 1IN As Seen On CNN. NBC. CBS & Fox News
www.AcaiBurnMax.com

)
4
~

(™
.
\ / = 1 second
\‘ﬁ@@

\
C—~_

.. to get a potential customer’s attention
Tepper School of Business * William Larimer Mellon, Founder

Professor Param Vir Singh



Successful Keyword Advertisingz?npmpﬁg'

Clear and well written.
Keywords in the title.
An action verb (l.e., a call to action).

Include some details (1.e. price, sales, etc.).

oo o=

Capitalize keywords in the URL (L.e.,
www.CMU.edu).

6. Choose destination URL that points to good landing
page.

Tepper School of Business * William Larimer Mellon, Founder
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Ads (Some Advanced Stuff)

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



What about the URLs? lepper

Each keyword can point to a unique URL

|~ Google AdWords: Edit Keyword Settings - Windows Internet Explorer

98] | B
Go glc| g~ v|sEarcho® - ) b B - 9% bookmarks- (G Find - TP check - T Rl - 9 - @ dpans. -
File Edit Yiew Favorites Tools Help @ ©
Y7 '| Q"Web Search « [fpBookmarkss [735ettings = | [ Fnance = BB amazon [ vouTube 5§ Local = o weather - »
ﬁ *‘PR\" [g‘ Google Adwards: Edit Keyword Settings I_} ﬁ - B @; - Ijfgage - 9} Tools =

~

A

Campaign Management Analytics My Account

Account Snapshot | Campaign Summary | Tos Conversion Tracking | Wel Qptimizer

ch my campaig

Campaign Summary > Jim Jansen > Web Searching Research > Edit Keyword Settings

Edit Keyword Settings

This optional feature helps you track individual keywords and their costs. You may enter individual CPC bids or destination URLs
for any keyword. (These bids will apply only to search clicks and not to the content network.) Fields left blank will take the default
ad group CPC or URL. To enter an entire list of keywords, URLs, and bids all at once, try the Edit Keywords and CPC page.

Default bid: USD § Max CPC ¥
» Content bid - (Optional)

Prefill all keywords... ~ Save Changes

Keyword Status (7. Search Bid Destination URL Clicks Impr. CTR  Avg. Cost  Avg.
Max CPC CPC Pos
deep web searching Active 5 |28 [nton o] | |-

determining the user intent of web search

engine queries Active 5| | [ntor ] | | <
Active

infarmation retrieval Ads rarely show dueto low 5| | [ntzr ]| | <
quality score
Active

query log analysis Bid is below first page bid s[o0 | [nttgr s | |

estimate of $2.00

search log analysis Active $| ‘ |htlu.ﬁ v| ‘ ‘ <

search logs Active 5| | [ntpzr 3] | | <

transaction log analysis Active 5| \ [tz ]| ‘ < T " -

user intent Active 5| | [nttptr s | | < T T =

web information retrieval Active 5| | [nttgr s | | < ! |
web searching Active 5| | [tz ]| | <

Web searching Active 5| | [ntpzr 3] | | <

web searching engines Active 5| | [nita:(se] | | < v — —
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SCHOOL OF BUSINESS

Dynamic Keyword Insertion

* Dynamic Keyword Insertion is an advanced feature
* Will insert individual keywords into the same ad text

* A user sees a distinct ad for their keyword search, if
their keyword trigeers one of your ad group keywords.

* This minimizes the work you'll need to do to manage
larger ad groups and campaigns.

e J.et’s see an example

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Example (Say this is an ad you create in 'Iép‘p%r
Adwords) SCHOOL OF BUSINESS

{keyword:default text}

Qualy {KE 1
Selection © Bikes}
in stock. Free shippifigt

http:// WWW.example.c.om / 3@{ keyword:nil } )

Say the query is: mountain bikes

Quality MOUNTAIN BIKES

The user would see this ad -> Selection of Mountain Bikes
In stock. Free shipping!
http://www.example.com/?kw=mountain bikes

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder


http://www.example.com/?kw=mountain

Example (Say this is an ad you create in 'Iép‘p%r
Adwords) SCHOOL OF BUSINESS

Quality {KEYWORD:Bikes}

Selection of {KeyWord:Bikes}

in stock. Free shippingl!
http://www.example.com/?kw={keyword:nil }

Say the query is: Cannondale

Quality CANNONDALE

The user would see this ad -> Selection of Cannondale
In stock. Free shipping!
http://www.example.com/?kw=cannondale

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Dynamic Keyword Insertion lepper

SCHOOL OF BUSINESS

There are variations you can use to capitalize your dynamically inserted

keyword as follows:

* keyword - No capitalization, all word(s) are in lower case

* Keyword - The first word is capitalized

¢ KeyWord - Every word is capitalized

 KEYword - Every letter in first word is capitalized

 KEYWord -Every letter in the first word AND the first letter of the

second

« KEYWORD - Every letter 1s capitalized

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Campaign Budget lepper

SCHOOL OF BUSINESS

* Use very specific keywords in the beginning to build
up your CTR.

* Google uses CTR for determining your bid amount
for top position.

* Use small budget for the first few days (3-4).
* Once your CTR is decent broaden your keywords.

Tepper School of Business * William Larimer Mellon, Founder



Local Business Ads lepper

SCHOOL OF BUSINESS

Web Images Video News Maps more »

GO 08 le dentist Palo Alto, CA | [Search

Local results for dentist near Palo Alto, CA
(y Palo Alto Dental Group - 1.0 miles NW - 511 Byron St, Palo Alto, 94301 - (650) 323-1381
. Whetstone Earl L DDS - 0.8 miles NW - 744 Middlefield Rd, Palo Alto, 94301 - (650) 322-8572
Cox Miranda & Galbraith - 1.8 miles W - 777 Welch Rd # H, Palo Alto, 94304 - (650) 326-7257

Image 5-1: Local results for search ‘dentist Palo Alto, CA.’

Local business ads are eligible to appear in two places:
¢ On Google Maps (maps.google.com) in the enhanced manner shown in Image 5-2.

¢ |n the regular text-only format on Google.com and other sites in the Google
search network.

Tepper School of Business * William Larimer Mellon, Founder
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Local Business Ads

Carnegie Mellon

lepper

SCHOOL OF BUSINESS

Web
dentist

Google

Images

Video News Maps

jpaloalto. ca

more »

[_Search Businesses |

Search the map | Find businesses | Get duections

*Above or below
organic results

Maps

(630) F23-1001 - cal

850 Middiefield Rd # 2 Palo Alto, CA
(650) 3224750 - cal

' Jack Koumiian DDS - gees o1
770 Weich Rd # 280, Palo Alto, CA
(650) 3275486 - ca

*Highlighted in a blue
background

‘Upto4

Palo Alto Dental Care - mars ot
3737 El Camno Real, Palo Alto, CA
(650) 858-2028 - cal

853 Middiefield Rd # 7, Palo Alto, CA
(650) 327-75625 « call « 3 revie

703 Welch Rd # A3, Palo Alto, CA
(650) 328-1092 - call - 2 re

Goooogle »
1234  Next

d Links

(£ Boucher Dougias D DDS
Fillings, Root Canals, Cleanings
Family Dentist in Menlo Park
www DouglasBoucherDOS com

5 Qak Grove Ave 2 401, Menio J

Information window

Laughlin Eqgers & Mulcahy - nees ot

&) Print (3 Emadl @ Link to this page
[aep__|[ Sateiite J[ wyoria_]

~

~

EE { Tramc '
ezl :

. Boucher Douglas D DDS
Filings. Root Canals, Cleanings
Family Dentist In Menlo Park
(650) 325-8030

www DouglasBoucherDDS com

Ath

& e g e
‘/ L) f" \
/- :::” I lf;:v Palo Alto
e W
* & H N
P JJ s N

* A headline (25-character maximum)

e Two lines of creative text (35-character maximum per line)
¢ A small, eye-catching image (125 x 125 pixels)

e A display URL

¢ The business name and address

Image 5-2: Local r;/ults for search ‘dentist Palo Alto, CA.’

Balloons
82
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Creating local business ads lepper

SCHOOL OF BUSINESS

* Google Local Business Center

— www.google.com/local/add

— Free listing!

* Two steps:
— 1. create a local business center listing
— 2. create local business ads within an Adwords account

¢ Campaign Summary = Create New Local Business Ad

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Some Good Readings and Other Thingerépper

SCHOOL OF BUSINESS

e 10 Sure-Fire Headline Formulas That Work -

http:/ /www.copyblogger.com /10-sure-fire-headline-
formulas-that-work/

* 31 Killer Writing AdWords Ads Tips -
http:/ /www.googlelady.com /416 /10-killer-headline-
adwords-tips/

* Google Local Business -
https:/ /www.google.com/local/add/login

* Google Checkout -
https:/ /checkout.google.com/seller/?hl=en&gl=GB

Tepper School of Business * William Larimer Mellon, Founder
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http://www.googlelady.com/416/10-killer-headline-adwords-tips/
http://www.googlelady.com/416/10-killer-headline-adwords-tips/
http://www.googlelady.com/416/10-killer-headline-adwords-tips/
http://www.googlelady.com/416/10-killer-headline-adwords-tips/
http://www.googlelady.com/416/10-killer-headline-adwords-tips/
http://www.googlelady.com/416/10-killer-headline-adwords-tips/
http://www.googlelady.com/416/10-killer-headline-adwords-tips/
http://www.googlelady.com/416/10-killer-headline-adwords-tips/
http://www.googlelady.com/416/10-killer-headline-adwords-tips/
https://www.google.com/local/add/login
https://checkout.google.com/seller/?hl=en&gl=GB
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Where (Online), Where (in the Real
World), and When to Display Your Ad
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lepper
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Special Targeting

* Geo-targeting (i.e., where do my ads appear)
* Time target (i.e., when do my ads appear)

* Note: both are at the campaign level (not account

and not AdGroup)

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Geo-targeting lepper

SCHOOL OF BUSINESS

e Target your ads to specific locations and languages.

Default setting 1s by country

* (Can target by regions and cities

Customized Options
— Circular

— Multi-point

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder




Geo-targeting Options

Carnegie Mellon

lepper

SCHOOL OF BUSINESS

All network types
Search
Content
Device Platform

Scheduling and serving

Ad scheduling

Ad senving

Target audience

Languages

Locations

Google | AdWords X
Target customers by location Help
[ search | Browse | Bundles | Custom |
Map point | Custom shape | Bulk (2 Disable map
Target a custom area SN 7t
1. Click and drag the map to show the area ~ T ¢ Jackson (el m Satellit Hybrid -
you want to target. Click + and - to zoom in or @t(j I — “ L wnmm).; . le
out. ) 5 o
2. Outline your target area by clicking 3 or New,,‘f,,m Location: @
more points on the map. Broadway 4 . Sh 38.352426.-78.54126
3. Lines may not cross, and the last click b = ..../ @ (373-5191[;01:.7&596698.)‘ 4 )
Enter or edit coordinates ?’ (Custom) Remington
R A _ /Shena'-dca' Not selected
37.911701, -78.590698 —
38.110789, -77.895813 v Ham‘Sgnburg Elkt
A < Show ads here
[Reset ] [ View on map ] i @ :

Selected locations remove all | view all on map
Canada (Country) &

United States (Country) &

Exclude areas within selected locations (2)

t Crawford

w
Weyers
Cave

5
2 Grottoes

ARED]

Crimora’

Spots|

Granite

Lahore

persville

“Waynesboro Crozet o 4
? (54) A
kaft _y\r\:ﬁha/z’w”\.’\;“ arlottesville

FOWERED EY Scottsville

Weber City.

Cofcﬂle Colutfap data ©2009 Tele Atigs - Terms cf@
Areas on map are approximate, and you may receive clicks from outside your targeted locations.
Learn more about how AdWords targets ads.

|

Here is an example of a multi-point geo-targeted campaign around the city of Charlottesville, Virginia.

Tepper School of Business * William
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Time Targeting Tépper

SCHOOL OF BUSINESS

* Target your ads to show for specific days and times

* or conversely, pause your ads for specific days and
times

e Defaultis 24/7

* (Can change bids based on time

Professor Param Vir Singh
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Time Targeting lepper

SCHOOL OF BUSINESS

i dj9395AdWord@gmail.com | New Features | Help | Contact Us | Sign Out
GO ()gle Customer ID: 149-366-0225
AdWords

Campaign Management

Reports Analytics My Account

Account Snapshot | Campaign Summary | Tools | Conversion Tracking | Website Optimizer Search my campaigns: _
Campaign Summary > GOMCHA Example 01 > Edit campaign settings > Ad Scheduling

® Ad Scheduling

Edit days and times and watch the schedule update. When you're happy with the schedule, click ‘Save Changes' to activate
Ad Scheduling. To adjust your pricing during any time period, switch to advanced mode. (You can always switch back.) 2

’ Q By default, your ads are now running all days and times, as shown by the green squares below.

Ads are active on green sq . P d on gray sq 4 12 hour clock | 24 hour clock
Bulk edit: all days. weekdays, weekends

Midnight 4am 8am Noon 4pm 8pm
Monday  Rumingalhows  Edt [N EHENEEENENEREEENEEEN
Tuesday  Rumingalhows  Edt [ ENENEEENEEREEEENEREE

m
=
=

Wednesday Running all hours

Thursday  Rumingaithows  Edt [ HENENEN NN RN RN
Fiday — Rumingathows  Edt [ HHHENENEENN SN EENE NN
Saurday  Rumingathows  Edt [ HHENENEEENENEN NN ENEN
Sunday  Remingaihows  Edt [ HHNEENENEEENENEEEENEEE
Midnight 4am 8am Noon 4pm 8pm
[ Save Changes ] [ Cancel ] . = Running D = Paused

Time zone for all statistics in this account: (GMT-05:00) Eastern Time. Learn more.

©2009 Google - AdWords Home - Advertising Policies - Privacy Policy - Contact Us

Here is an example of a 24/7 time targeted campaign.

Professor Param Vir Singh
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How do I get to this stuff? lepper

SCHOOL OF BUSINESS

dj9395AdWord@gmail.com | New Features | Help | Contact Us | Sign Out

GO ()gle Customer ID: 149-366-0225

AdWords

Campaign Management Reports Analytics My Account
Account Snapshot | Campaign Summary | Tools | Conversion Tracking | Website Optimizer Search my campaigns: _

Campaign Summary > GOMCHA Example 01

Campaign: GOMCHA Example 01 - Paused | Resume campaign | Delete campaign

Budget: $9.00 / day | Edit campaign settings | ortunities for improvement (2
At the campaign.level =z
[ A |
OfFe

Targeting: 1 language Edit | 2 locations Edit
No campaign negative keywords : Add | No site or category exclusions - A0
|- [ar & |

+New adgroup v View all ad groups

[ EditBigs | [ Rename | [Pause | [ Resume | [Delete | Customize columns Statistics: (2

Split: all search/content network Vf [ Show all ad groups v‘
Current Bids - Max CPC 2 §
[ Ad Group Name Status Clicks Impr. CTR 2 Avg. CPC Cost Avg. Pos
Default Content

[J w Test02 Campaign Paused $1.00 - 0 0 - - - -
Search On 0 0 - - - -
Content 2 On 0 0 - - - -
Total - - - 0 0 - - - -

Reporting is not real-time. Clicks and impressions received in the last 3 hours may not be included here.
Time zone for all statistics in this account: (GMT-05:00) Eastern Time. Learn more.

©2009 Google - AdWords Home - Advertising Policies - Privacy Policy - Contact Us

Tepper School of Business * Willi




Examples of Winning Plays lepper

SCHOOL OF BUSINESS

'« Daytime targeting: Budweiser

* Roadblock + daytime: HollowMan DVD

— Ads in as many sites visited by target demongraphic

— Ads run during lunch time, and prime time of Friday

N Geo—targeting: Multichannel play (many customers shop online, but buy
offline)

— CompUSA: Displays inventory levels at local stores
— Luxury cars: Specific zip-codes + telephone of local dealer
— 40% of car rentals ads, convert offline

— 30% of job applicants saw online ad, submitted offline

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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LANDING PAGE OPTIMIZATION
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lepper
Landing Page scHom.:El)FIH)uswEss

* Alanding page is the page where visitors arrive at after clicking on
your promotional creative

* Optimized landing page is the page where visitor arrive after clicking
your promotional creative and get convinced to Convert

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Pu]_’pOSC of Landing Page Optimization SCHOOL OF BUSINESS

* Iill out a form- But people hate filling forms
* Provide personal details- But people hate getting spammed
* Buy something- But people hate getting scammed

* Read a lot of information- But people really hate reading

This 1s the purpose of landing page to convince people to do things they
hate

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Case Study - RealAge.com 'Iépp‘%r

SCHOOL OF BUSINESS

_

Conversion action: Completion of free RealAge Test
registration

Test Size: 552,960 unique “recipes”

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Before After Tépper

SCHOOL OF BUSINESS
reaige” The RealAge Test

? As seen on: ey

HREE Steps—— 2B ﬁ

Difference | My RealAge

The RealAge Test | i

-u--| Free Test

1. Test Questions

Privacy and
Personalization

“\TODAY Your RealAge is the "biological” age of your body, based on how well youve
maintained it.
- . @000
3, My Plan) Your ReaIAge IS the biological age of your body, based on how well you've AWERICA Privacy and Personalization

rnaintained it. Are you as young as you can be? Complete the patented,

one-of-a-kind RealAge test today! E-mail

We will not share your address or send you

i |
Asg you answer the guestions, watch your RealAge grow younger...or older! When il Wilhok ye U R o

you finish the test, you'll get a personalized RealAge plan, developed by MDs and
FhDs!

Privacy and Personalization

Password
If you don't have a password, make one up.

What is your e-mail address?

We will not share your address or send you To maintain your privacy, we
e-rnail without your permission. use your e-mail address to [ : : I [
identify you.

L 1 e

Remember password

C es © No
If you don't rermernber your
What is your password? password, go here. A password

If you don't have a password, make one up. will save your data at RealAge. m
— Subms

Switch to secure sockets (SSL).

Would you like us to remember your

password for next time? If you check Yes, you won't
have to tell us who you are next
i Yas O No time. If you are using a public

computer, check Mo to

mainian your pacy . 40% lift in conversion rate
| Continue . $3,285,000 annual profit

Switch to secure sockets (S50 lmprOVCmCﬂt

Param Vir Sing Tepper School of Business « William Larimer Mellon, F
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Case Study — Uniblue Registry Booster Tépper

SCHOOL OF BUSINESS

Conversion Action: Free software download

Test Size: 3,110,400 unique “recipes”

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Uniblue

% Registry Booster kA

Registry Bouster

55 94%

94% of computers have
corrupt, unused, and
possibly harmful files"

© Free Syster Scan

nt Awards

Microsoft &
WUCNET.

“Thiseasy-to-usetool lets

you remavefaulty Registry

entiies that slow down your
omputer”

Before

“\WINNER OF OVER 100
5-STAR AWARDS ~

Free System Scan

How many .exe related Errors does your Computer have?

‘You no longer need to guess... this Free System Scan will give you a
complete diagnosis and deep scan of your registry for Errors and
Corflicts.

CERTIFIED

Click Here to Start Free System Scan

What is Registry Booster?

Registry Booster is the safest and most trusted
solution to clean and optimise your system, free it
fram registry errars and fragmented entries. Thraugh
Advanced Eror Detection Technology, Registry
Booster automatically identifies missing, corrupt, or
invalid tems in your Windows registry and
dramatically snhances performanca and general

stability. + click to enlarge

How will Registry Booster fix .EXE related Errors?

The .exe file can be trying to use files and functions that aren't warking praperly. This
can be a cause of .exe enors. Reglstry Booster will remove empty registry keys, file
associations program shortcuts and mare that are left behind after improper
installation/un-installation, spyware, viruses and othar malware, laaving vou a clean and

© The Problem fal The Solution

Have yau naticed that the longer you Regisiry Boosi
have he slower it runs registry problen
Often this scans of your registry to chec
and conflicts, than repa

sin

phanomenon is causad by proble
the registry that accrue over time

Insialling and uninstalling programs leave
behind fragments — stray files, arphaned

s will keep your
ill greatly enhance

startup tasks, corrupted drivers. Dver stem's performance and stability.
s ta get bogged
merge. Left You'll see immediate incn n speed
ystem will bacorma and decreases in systam corflicts

gly unstable, run mare slowly
and crash more frequently

You may have .exe related errors on your system that can cause
crashes or system fallures, check It now!

CERTIFIED

Click Here to Start Free System Scan F

Professor Param

5 94%

There is a 94% chance
that your computer has
registry problems.

O Free System Scan

§StarUserRating

7,

Editors’
Choice

I

Rated 5 Cows by Tocoms

Microsoft &
WUGNET.

q\\. R eg i S tr y B oos ter' 2 win'm; o; ov;el 1‘00

r I 1 Carnegie Mellon

5-star awards

Free System Scan

How many .exe related Errors does your Computer have?

You no longer need to guess... this Free System Scan wiill give you a
complete diagnosis and deep scan of your registry for Errors and
Conflicts.

CERTIFIED

The Problem

Have you noticed that the longer you have your computer, the slower it runs and the
more it crashes? Often this phenomenon is caused by problems in the registry that
accrue over time. Installing and uninstalling programs leave behind fragments — stray
files, orphaned startup tasks, corrupted drivers. Over time the registry starts to get
bogged down and conflicts emerge. Left unchecked, your system will become
increasingly unstable, run more slowly and crash more frequently.

The Solution

Registry Booster is the easy answer to registry problems. It conducts deep scans of
your registry to check for errors and conflicts, then repairs and optimizes the registry to
peak performance and stability. Periodic scans will keep your registry "clean” and will
greatly enhance your system's performance and stability. You'l see immediate
increases in speed and decreases in system conflicts.

2 minutes can save you months of frustration and crashes.

CERTIFIED

24% Increase In conversion

$182,000 annual profit improvement

Tepper School of Business * William Larimer Mellon, Founder

from Uniblue
Software Made Easy
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Avoiding The Pitfalls
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Celebrate Mom for Who She Is!

Order Early and SAVE o 40% on select Flowers and Gifts

1-800-flowersiconr

Pick the best. We always do”,

Mother'sDay Occasions Flowers

Plants

lepper

SCHOOL OF BUSINESS

‘ »SHOP NOW

Homme Wy Account  Order Tracking  Customer Serice  Espafiol
“wm Shopping Cart | 0 ftem(s): $0.00
Gift Baskets & Food Exclusives Price Martha Stewart Same-Day

keyward or catalog # v SEARCH

Rose Elegance™ Premium Dozen
Roses

N+ ENLARGE IMAGE

Product Code: 1120

For the one you can trust, the one you can turnto,
the one who loves you above all else and knows
your heart ingide out. Give the ultimste expr ion of

assistance

+LEARN MORE

Check for Availabilit
Tell us whara and whan you need it c

1. Select your item

@ Red Roses ($59.99)
O Peach Roses ($59.99)
O Pink Roses ($59.99)
O Yellow Roses ($59.99)
O White Roses ($59.99)

2. Enter recipient zip / postal code

Sign in nowy to access your address book

Zip f postal code finder
(Zipipostal code)

romance— our stunning Rose Elegance™
arranusment of one dozen ruby red roses! Our floral
designers will select 12 of the freshest long stem
roses and artistically arrange them just for her ina
clazsic glass vase to create  oift of love they'l
always remember—and S0 will you. Choose fram
red, pink, peach, yellow and white. If your first color
choice iz not available, the second choice will be
multicolored rozes. Arrangement measures
spproximstely 22'H x 15"0.

Shop the Full Collection of Eozes

+EMAIL A FRIEND » SAVE TO FAVORITES

The first ol

e florist to offer a Seven.

zending outside the LIS?

3. Select location type
select location type  »

M S DELIVERY DA’

Before

Freshness Guarante

Customer Service About Us Catalog Ouick Order Internations| Flower Oelivery Store Locstor Contact Us
Gift Cards Zame Doy Flower Deliver:

Affiliste Program Business Gifts Employment Franchising sign up for email »SUBMIT

Inwestor Relations Enwia Flores Gift Etiquette Flowersto Canada Funeral Flowers Birthday Gifts

ool of Business ¢ William Larimer Mellon, Founder




#1 - Unclear Call-to-action lepper

SCHOOL OF BUSINESS

What am I supposed to do on this page?

Common issues:

* Spend precious time deciding what to do

e GGet confused and frustrated

Professor Param Vir Singh

Tepper School of Business * William Larimer Mellon, Founder
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"lenner

“wm Shopping Cart | 0 item(s): $0.00

o
1-8oo-f|owers\com- 5

Pick the best. w“,mysdo. Home MyAccount Order Tracking Customer Service Help Espafiol

You are here: Flowers > Roses > Rose Elegance Premium Dozen Roses (" SEARCH ]

Rose Elegance Premium Dozen Roses

From $59.99 Delivered

Customize your order:

Select color: Red Roses ($59.99) v
Delivery location:

Delivery Zip/Postal Code: |:]

zip { postal code finder
sending outside the US?
Sign in novy to access your address book

View Delivery Dates

After

EMAIL A FRIEND SAVE TO FAVORITES

Expertly designed and
hand-delivered by a local florist

Learn more...

Description

For the one you can trust, the one you can turn to, the one
who loves you above all else a'wd knows your heart inside out
Give the ultimate expression of romance— our stunning Rose
Eteqay'w " arrangement of one dozen ruby red roses! Our
floral designers .wH select 12 of the freshest long stem roses
and artistically ar them just for her in a clas jase
to create a gift of \o hey'll always remember—and so will you.
Choose from red, pink, peach, yellow, and white. If your first
color cho s not available, the second choice will be
nulm,olu» EJ) roses. Arrangement measures apgrwmaleu
2°H x 15"D.

sign up for email » SUBMIT

Tepper School of Business « Wi
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Professor Param

AD<,

The Phatography Peaple

New Products

@

Home

Search

Albums & Storage

Bags & Cazses

Cameras & Lenses
Computer Systems

Digital

Entertainment Certer
Filim & Diarkraom

Fiters

Flazh [ Lighting

GPS ¥ Binoculars [ Scopes
MP3 Players

Office Center
Photo Eszentialzs

Tripods

Underwater

Used Equipment
“ideo

Battery & #
Chargers Genter ‘@

Departments

Buy Used equipment
Sel Used equipment
Rental Department
Photo Certer
Government Accounts
Wiorkshops@Adorama

More ways to shop
e Products
Weekly Specials
Cverstock

Shop by Brand

Gitt Certificate
Rehate Center

Free Shipping

Affiliates

Site hlap

Links

Product Reviews

ail Advantages

Get your FREE

Specials Links Owersiock

Everything photographic

NYC Store

4x6 prints
' for 15¢ each

FAQ Contact Us

Log In, Creste Account, Track Orders

W ca

Haiz to master dog photography ey Bowser

Walkstool
$79.99
More Info
. Buy

walkstonl Comfark KL, 22" High Extrs
Large Pattable Tripod Stool, Supports

up to 435 Ibs.

Porta Brace

$59.95
b\l Mare Infao
wmp- Buy

Porta Brace Audio Harness &
waisthelt, Chest Support Carrying
Systern for all Audic Crasnizers,
Audic Recorders and all 4 Channel
Misers, USA Size Medium, 24" - 42"

Nikon

$674.95
Mare Info
Buy

Nikon 0100 Digital SLR Camera -
Refurbizhed By Nikon US4,

Nikon

.‘ $799.95

More Info

L =1 gy

Mikon D40 6,1 Megapixel Digital SLR
Carners with 18-135rmn £/3.5-5.6G
ED I 4F-5 DX Zoom Nikkor Lens &
sB400 AF Speedlight - USA Warranty

Lenmar

$24.95
’ More Info
Buy
Lenrnar NoMEM Lithium-Ion 7.du,

1000mah Replacement Digital
Camera Battery for the Nikon EM-ELS,

walkstool
‘ |7 $69.99
V More Info
I ." Buy
Walkstool Comfort L, 18" High Large

Partable Tripad Stool, Supports up to
440 Ibs.

Switronix
$399.95
% More Info
Buy

Switronix Battery Kit-1 with 2-NP-1S0
Hi-mh Batteries, BC-302 2 Channel
Charger, & PSA-124 AC Power Supply
& Case.

Dg Foto Art

L= $389.00
E More Info
Buy

Dg Foto At Classic, Digital Alburm
Creation Software, Full Version 5.1 for
Windows 2000 or 2P

Flora

Q $112.00
More Info
ﬁ Buy

Flara Bells Series, Professional
Library Bound Alburn, Medallion -
Black Cover with Black Trimmed
Black Pages, 12 Page Capacity
Holds 24 10" % 10" Photas,

iLuy

$59.95

Mare Info
-

Buy

iLuw i552 Portable AM/FM Radio &
Docking Speaker Systern for iPods
8 Other Diaitsl Audio Devices, Black

Ricoh

$199.95
Mare Info
Buy

Ricoh Caplis RS Black, Digitsl Paint
& shoot 7mp Camera, with
2B-200mm Optical Zoom &
Vibration Correction function

Ricoh

$699.00
More Info
Buy

Ricoh Caplio G¥100 Compact 10mp
Digital Carmera Kit with WFL
Fremovable LED Viewfinder

(0 items, $00
[ washlist: 0ftems

1-800-223-2500

+ Gopiers
+ Printers
+ Fax machines NEW

Exclusive!
Live, inte
classes

Entertainment (

Professional Equipment

RENTALS -+

THE IHRUIELL
INKJET INKS & PAP

146 clickable links!

Tepper School of Business * William Larimer Mellon, Founder




#2 - Too Many Choices lepper

SCHOOL OF BUSINESS

What am I supposed to do first?

Common issues:
* Takes a long time to find information
* May not make the right choice

e Overwhelms visitor

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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. lepper
... Focus on Visitor’s Goals Mppss

i

Video Edifing

Computers

|
Job &

Projectors Printers & Scanners Binoculars & Scopes Home Entertainment

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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search

GO &)gle lbest digitgl camera

Best Digital Camera

Set Expert Heviews of top Digital
Cameras from Consumer Reports.
whane, ConsumerHeparts. arg

* Title matches search term
* Promise of relevant expert reviews

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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— lepper

ConsumerReports.ory’ SCHOOL OF BUSINESS

Relevant tifle & content

Tested Digital

Over 56 digital camera models tested. Camera Brands
Canon

bk, ! Casio Over 56 digital camera models tested.

il
stahilization and large LCD maonitars), ”

v

ConsumerReports.org gives you test results with all the : Eg;va'i"" e WI'I I I"I are tq:]. p -rate d ?
information you need when huying digital cameras. ¢ Nikan

» What type: Point and shoot or SLR? » Olympus

» Megapixels and print quality » Panasonic

» Easeofuse » Pentax

» Battery life » Samsung

» Next-shot delay » Sany

» Optical or digital image stabilization » WMivitar

For our complete digital camera Ratings and Reviews,
including our Quick Picks, and how to choose guide.....

Save time and money.
gt Roadblock — must pay money
on hundreds of products.

+ Expert product Ratings

» Interactive features

~ Four-year archive

These days, there are so many decisions to
make before you choose to buy a hew
digital camera...it's hard to choose what's right for —a
your needs. How many megapixels do you really need? m
What's the difference hetween digital and optical image

stabilization? What are the important features? Find out

Join today!

. : ; P About Consumer Reports:
what's rea]lv maostimportant when b.uvlng a d:gltal We accept no advertising, take
camera with ConsumerReports.org's expert"How to no manufacturer samples and
choose" advice: we purchase each and every

» Most reliable brands Ereduct faralloutesteaThe

Paintandishont SLR result? Trusted, uninfluenced

» Point-and-shootvs. buying advice that can getyou
» Digital zoom vs. optical zoom the most for your money

» Manual vs. automatic controls

» Complete features glossary

» Click here to learn more

NO direct access
to promised info.

Start saving time and money with a subscription to
ConsumerReports.org. Join today and get instant
access to ratings and reviews for hundreds of
products. Product reviews include...

Complete performance test ratings

Valuahle buying advice.

CR Best Buy, the model with the best combination of
performance and price.

Most reliable brands

Best and worst products

Complete specifications from product dimensions to
features

yvow

yvow

Join Today for More Ratings and Reviews:
Cars | Appliances | Electronics and Computers | Home and Garden | Babies and Kids | Money | Health and Fitness | Food

er School of Business ¢ William Larimer Mellon, Founder
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#3 - Lack of Upstream Ad Continuity SOHOOF OF BUSESS

Does your landing page keep the promise

that your ad makes?

Common issues:
* Page title does not match user intent
* No access to the info promised

* Difficult to find ad-related content on page

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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PLYD BOXES INVERSION
UNIQUE PRODUCTS TABLE PORTABLE

ASSIST CHINMIP
STATION

NEW YORK BARBELLS

160 Home Street (Comer of Erie & Home Streets), Elmira, NY 14904,

800-446-1833

Show Room Hours: Mon to Fri 8:30 AH to 4:30 PH.

Linear Angled
Smith Hc &

DRAG SLED

THE ONE STOP

DISCOUNT STORE
SHOV/ROOM OPEN TO THE PUBLIC

DRIVING DIRECTIONS

CALF & SQUAT CL-96010 - TITAN Power Bench System
S'I'STEM COMPETITION BENCH

FREQUENTLY Search for |
ASKED QUESTIONS

HOME GYHS,
TREADHILLS

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



#4 — Visual Distractions lepper

SCHOOL OF BUSINESS

Wherte am I supposed to look?

Common issues:

* Visual assault 1s extremely annoying
* “Gratuitous graphics” unrelated to product/service
* No clear separation of content and navigation

* Time wasted on looking at the wrong stuff

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Seetre Grand Canyon Grond Canyon Tours, Grand Canryon
Sightseeing, Grand Canyon Actvbes

Toll Free Resarvations

888-478-1471

View the complete list

Qlck heve 10 Sontact ug
Bogkmark Thiz Page

HOME §[I~'»uv;& m.nwnu“(mmws il,IM'!‘;”I(mS] FAU'S Son--ml

Canyon Tours offers over 180 tours and activties a1 the Grand Canyon. Tours by bus, airplane,
hekcopter, train, 13ft, Jeep, SUV, van, and more. Tours flom Las Vegas, Wilkams, Flagstaff, Sedona,
Phoerax, Tucson, and Los Angeles

See the Grand Canyon aboard the Grand Canyon Train.
CanyonTours. us offers 2 vanety of options for visging the Grand Canyon by train

Train Only ~ Ride the train from Wiliams to the Grand Canyon and back - depart Wilkams in the
morming and retum 1o Williams in the aftemoon. Choose the class of senice - coach, club, fest class,
cbservation car, or luxury parlor car

Ovemight Package ~ Enjoy 3 specad overnight package that inciudes hotel and meals as well as
the tran. Choose from one night in Williams, two nights in Williams, one night in Wilkams and one
night at the Grand Canyan, or two nights in Williams and one night at the Grand Canyon

Classes of Service:

Five classes of serace ae avallable - Coach, Club Car, First Class Cars, Obseevation Car, and Luxury Paclor Car, Be sure to picki the class of semce that
you will most enjoy!

General Information:

The Grand Canyon Radway tram departs Wilkams, Anizona every moming We suggest you arrve early for breakfast 31 Max & Thelma's Restaurant and so
you will have time to look around the beaut#d old depot and see the gunfight show that takes a half hour before boarding time

' 4 relaxing 2 hour 15 minute tram nde Lo the Grand Canyon Youll emyoy the scenery, the information prowded by your passenger senices attendant, and
the on-train entertainment (fddiess, gutansts and qunfighters provide some of the entertainment you may see in your car)

When the tran aemves, we sugges! that you walk strasght to the nim of the Grand Canyon for an unbelevable saght. It's an amazing sight Then take the
shuttle bus that goes along the rim and nde to one of the last scenic overlooks. Work your way back 10 the train depot stopping at as many of the
overlooks as you choose. There are diferent sights to see at each stop

Be sure to be back at the depot in time to board 1he train for the retum 1o Williams as there is often only one train each day. There's even more
ententainment on the retum trip. The day ends when the tram reaches Wilkams.

Each train engine and each train car has been panstakingly restored to its ongnal state by a s1aff of mechanics who see their work as more a labor of love
than a job. On the tramn, your crew is no less enthusiastic. Each is bursting with local and Grand Canyon folklore and hestory, as well as Grand Canyon
Rattway knowledge. Steolling musicians catch you up with what was hot way back whean. And there's even fun recreations of an old fashioned shoot out snd
a train robbery

How to Find the Tours and Activities that Interest Yo

Your Reservations Cart

Your Reservatona Cart is emgty

| Keyword:

Most Popular Tours & Tickets

12thn Qaabac 13
2t Carxen Teais 18D Wiltdns - 2 eteedy Fhig Twsc Nt Padage
Mash 12 Sty Qstad:

Professor Param Vir Singh
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b My cart My A t | My order stat My ¢ | He Regrate

ONLINE SHOPPING

- .
.
' ro n CALL NOw Fot Custesn [T Solutems, Seraces or
- L 1300521 1RON One Sop CEM Plathm Owtwourdeg Search o |

Harwn & Guaation?

HoME AT US PRODUCTS PARTNERS supront CONTACT 0% FELOBAL chat OOLINE »

Garvers  Sades : Apobances Chustar  OfM-Apphance

You are hever vome » Froduts » Shange OTHER PROCOUCTS i

IStorage: Storage Network Buiding Blocks

DATA WUDSS Tawtes  IPOATA-LES Sanes  IFDATA TS Sorten  DIAS Shorege Arveys

IPDATA Network Storage Appliance Series:

Aftordable,

Scalable Storage Area Network Platfonms!
Sterage Appliance offering full NAS and IOST (9 /9AN) funciseaality, Virtualizatsen, Data Mirronag, Lecal and Ressste Replicatien for Disaster Rocovery sad mere ...

oy IStorege Praducts:  [POATA Apphunces  OAS Uiwrnge Arveys  Rogemst Quote

TPOATA Starage Appliance Hardware Platferms IPOATA Uaified (NAS + IP/SAN) Starage Appliance Software Platferms
IPOATA Applance Models w/ lategrated Shorape POATA-WUDSS Series EPDATALX Sartes IPDATA§5 Setes
esturas ™K reowrer 9 ’ Tentirer -
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#5 — Too Much Text ;Fepper

Do you really expect me to read all of this?

Common issues:
* No much text in paragraph style
* No clear hierarchy or flow

* Inappropriate level of detail for a landing page

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder




Professor

Before

Carnegie Mellon

Debt Settlement works for you!
Calt Now!

-~

Abor s Cumrere Dot Opthons Dotas B Basances o Progam et Laks vt Bin)
W 'r - i
» dat

%

Debt Relief Cemplete Thix Form lor immedete Apprant

N1 CaN S
. v Gl your detn
and you witl be detnt free n

v Got eut of dotst oty
{1238 montta!
[I 12-38mentts Gl 19908914231,

£ Call Us Now Toll Freal! 0
wat
gan-cn i

= .8 N spoase
P sroocE Yoo Bt U 10 2% =

Last
Norme

By thnse hastlrs
[-read

o Your Detd Wil e Podaced Trein 48735

Fhone

o W Credt (hacks

Wk
Fhone

= Becens Dbt o o 1236 Moosles WL an AlTahbde Mooy P ayrsatf el
wn Fhone

—ncec—— Beat
b DEBT CALCULATOR . l“:‘(“:‘

Chch Herw State

10 see howe you con be debt
3 free in less thea 3 years Unsecured Dule
g our dedt settlement

srogram.
Total amoant of snsecured doba
must be $10,000 e mare.

Qurvently Verthly Farywants

O Dottt Coumgolare will 30 in fouch with yoer
GUote ax soon ax ey receive your sabmivsion

Mo - Abowt Amenican Fmancial | How Debt Sottiamant Warks | Comtact Amedican Fmancad - Forms | Calowate Dot | Dodnt Setterment

Leere More
Listed

Tepper School of Business * Willi

ounder



#6 — Long Forms Tepper

SCHOOL OF BUSINESS

Is the information you are asking for absolutely

necessary to complete the current transaction?

Common Issues:
* Unnecessary fields
e Info not needed until later

* Requires supporting info that is not available
| pPp g
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SCHOOL OF BUSINESS

Debt Relief Without Filing Bankruptcy

» Be debtfree in 12-36 months Experience You Can Trust
& Avoid Bankruptcy
* Reduce dabt up to 65% + Thousands of satisfied clients
¢ One Lower Monthly Payment + Redlice your debt by Up 1o 65%

Debt Settlement is the fastest and least expensive « Avoid CCCS & bankruptey

option te get out of debt without filing bankruptcy. + Become debt-free in 36 months or

less
Afte r call Us Now Toll-Free!! + One lower monthly paymsnt
Free Debt Consultation
Or call Decide with Confidence

First Mame

N
. 0 . . Last Mame l:l
51% higher conversion o

I

« $48,000,000/yr more

-
reve n u e Debt Amaount

Get My Consultation J

=== CalChamber
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RiSk Reducers ~ SCHOOL OF BUSINESS

Over 2400 satisfied clients ...
WALMART [TRT oo tes
- &
. il .
United Way

4 ﬂii <
@ B St
4 BELL -
AMERICAN
RISV £ . ﬂﬂ
——

SCROLLLINE

&rumar 4 ADAMSGOLF
0., Weisin ) ol e

& m B g P

STANFORD st G
UNIVERSITY
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#7 - Ineffective Risk Reducers & Trust Indicatorsr—[épper

SCHOOL OF BUSINESS

Why should I trust you? Do I feel safe?

Common issues:

* Trust symbols are “below the fold”

* Lack of endorsements (client/media logos)

Professor Param Vir Singh

Tepper School of Business * William Larimer Mellon, Founder



Elements to tune

lepper

SCHOOL OF BUSINESS

* Page structure
e Information architecture
e Presentation

* Emphasis

Professor Param Vir Singh
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SCHOOL OF BUSINESS

Tuning Methods
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How do you tune? --variables o smmes

V1: Headline

V2: Sales Copy

| V4: Button Color
[ V3: Button Text ‘%/

Optimizel!

/

Input variables > Tuning — Output variable(s)

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Key Considerations Tepper

SCHOOL OF BUSINESS

Size of Test (total number of unique “recipes”)

Need to consider variable interactions

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Interactions are very important lepper

SCHOOL OF BUSINESS

Best setting for variable depends on its
context

Interactions exist & can be very strong

Ignoring interactions will lead to suboptimal
results

A/B Splits & Parametric Multivariate testing
assume that there are no interactions

Tepper School of Business * William Larimer Mellon, Founder
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Variable interactions SCROOLOT SUSTESS

“Ferraris are Really Fast”

Positive interaction between headline and picture

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Variable interactions SCHOOL OF BUSIESS

“Ferraris are Really Fast”

Negative interaction between headline and picture

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Carnegie Mellon
Variable interactions Tépper

SCHOOL OF BUSINESS

“Volvos Are Really Safe”

Positive interaction between headline and picture

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



Example Size of Test CalculatioftDper

SCHOOL OF BUSINESS

Page Header X 3
Navigation Bar X 2
Headline X 5
Call to Action X 4 ol

Photo X 4 g i

fde \Ag dy

As  the ath ur RealAge gro
aeS O X yfhthttyHgtp valized Fealhgs plan, dan \pdhyMD a
PhDs!

Privacy and Personalization

Endorsements X 2 o ettt

We wm | h & youl dd send you Ta maintain your privacy, we

rear The RealAge Test | SHi™ [oumsms wram: |

wwwwwwwwwww your perm\ggmn use your e-mail address to

Question Labels X 2 o
Question Delimiter X3 —

asswort 5ol
If you don't have a password, make one up. will save your data at RealAge

Question Explanations X 2 —

Would you like us to remember your

Button Text X3 .
Button Format X 4

Switch to secure sockets (S5

12 Variables , 38 different values

552,960 unique “recipes”
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Redesign and Experimentation J€PPer

SCHOOL OF BUSINESS

After detecting problems or opportunities:
1. Make a hypothesis
2. Redesign
3. 'Test for performance

(Common error: Skipping step 1)

Two common approaches for testing
A/B testing

Multivariate testing

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



A-B Split Testing lepper

SCHOOL OF BUSINESS

Test one variable at a time (with 2 or more values)
Send equal traffic to all versions
Very easy to design, implement, analyze, explain

Minimum Data Rate:

10 conversions / day

Typical Test Size:
1-10 recipes

. Limited # of recipes
. No variable interactions

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



A-B Split Testing

lepper

SCHOOL OF BUSINESS

~ Timbuktu Bike Zone

garch for bikes

=

swest bikes
ke reviews
rts and Gear
rder history
sgister bike

aps

and

| HOME |
2008 Bikes are now in stock! Take 20% off old
models

Looking for the best terrain
bike at the lowest cost?

We've got the bike for you.
Check out the latest model.
The 5' of rear wheel travel is
assisted by sealed bearings
and features a finely tuned
leverage ratio for maximum
benefit for all day riding. All
of our bikes are tested and
rated by the top riders. At
only $679, this bike is a
steal! Special Promotional
code available by email.

W Add to Shopoing Cart

Version A

Image on the left
‘add fo shopping cart” bottom right

. Timbuktu Bike Zone

earch for bikes

|

ewest bikes
ike reviews
arts and Gear
rder history
egister bike

rails and
1aps

IRUFFING CARI CUHECKU

[ ome | AE -
2008 Bikes are now in stock! Take 20% off
old models

E Add to Shopping Cart [

We've got the bike for
you. Check out our latest
model. The 5' of rear
wheel travel is assisted by
sealed bearing and
features a finely tuned
leverage ratio for
maximum benefit for all
day riding. All of our bikes
are tested and rated by
the top riders in the biking
community. At only $679,
this bike is a steal!

Version B

Image on the right
‘add fo shopping cart” top left

Run versions A and B and see which improves the target metric

Important Variation for Noise Measurement: A/A testing!

Professor Param Vir Singh
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Multivariate Testing lepper

SCHOOL OF BUSINESS

Modularize page and test variations for each module

(see Google Website Optimizer, Offermatica, Optimost,
SiteSpect, Kefta, ...)

* Timbuktu Bike Zone ———

@arch for bike = -
. 2008 Bikes are now in stock! Take 20% off old
Headline = ;mmode,s \

'west bikes L ooking for the best terrain

ke reviews bike at the lowest cost?
irts and Gearl
I e've got the bike for you.
Check out the latest model.
he 5' of rear wheel travel is
assisted by sealed bearings
and features a finely tuned
leverage ratio for maximum
beneﬁ?for all day riding. All € Text
f our bikes are tested and
rated by the top riders. At
nly $679, this bike is a
steal! Special Promotional
code available by email.

rder history
agister bike
ails and
aps

Image >

| < Call to action

Ili Add to Shopping Cart
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Multivariate Testing lepper

SCHOOL OF BUSINESS

o Timbuktu Bike Zone  »ewmaow ¥ | owr ' Timbuktu Bike Zone v W | awn

SU0H Bnhas Now in Sk ]

VioVe ok e bk

1 Y oot T e for you. Oheck
for you. Chack P btont
Ot e tent model The W of E tl t d Ch
o Tha 5°ct e whee raws stimate ange
aear wheed traned ot vy
» ansidad bry seaed brarnge P—

o RSP o from Original: -10%

for il chey NG
A of our bes are
T are) res
By 2 0p ncon
A2 covy $67%, s
e b 4 st
" A Zpeci
oy e Proectoral cose
—— pytgtty by erot

| T ———,

Estimated Change

o u Timbuktu Bike Zone oo M | s
from Original: +15%

Wo've got e Bboy
for you. Chack

o u Estimated Change

» smanird by -_—
o B iqinal: +12%
from Original: +12%
Snely tuned

everage e for
marrTun bared
o
A of our tans ane
Wt ated r s
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SCHOOL OF BUSINESS

Google Website
Optimizer

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder



lepper

SCHOOL OF BUSINESS
GOLJSIC Website Optimizer
Website Optimizer: Start Testing Today
Website Optimizer is an easy-to-use tool for testing site content that delivers actionable results.
Below are just three of the many benefits that testing brings.

Listen to your visitors Increase conversions  Eliminate guesswork

an:;ln: Testing makes it easy Testing makes it easy With Website

S =

to get direct feedback to increase vour site - = = | Optimizer, you can try

\‘*’ ||

from your site visitors. effectiveness and = any combination of
QOur five minute demo visitor satisfaction, = content to find out what
explains how. whlch Ieads to higher conversion - leads to the most conversions. Clear
rates and a higher return on your : reports will tell you what worked the
Investments. - best.

[ Get started » ]

Professor Param Vir Singh
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SCHOOL OF BUSINESS

Design an A/B Test lepper

* Identity the metric. What are you going to compare
and contrast?

* Describe the metric. How will you compare and
contrast the differences?

* Optimise the system based on comparison of two or
more tested solutions.

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder




lepper

SCHOOL OF BUSINESS

% A/B Experiment - The simplest way to start testing fast

This method compares the performance of entirely different versions of a page. Use
it If the points below describe your desired experiment.

+ You are able to publish a new page to test against an existing page
+ You want to test a new layout or overall look of a page

71~ Multivariate Experiment - The most robust way to test lots
~ of ideas

This method compares the performance of content variations in multiple locations
on a page. Use it if the points below describe your desired experiment.

* Your page receives more than ~1.000 views a week
« You want to try multiple content changes in different parts of the page simultaneously

Professor Param Vir Singh
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The Test Setup Teppen

SCHOOL OF BUSINESS

* For a simple A/B Test, the following scripts are
placed on the relevant pages.

* Original Page
— Control Script
— Tracking Script

* Variation Pages
— Tracking Script

* Conversion Page

— Conversion Script

Professor Param Vir Singh Tepper School of Business ® William Larimer Mellon, Founder
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lepper
ESS

Before you start, make sure you complete the following:

1. Choose the page you would like to test
Examples of potential test pages could be your homepage or a

vl

— product detaill page.
m(ﬂ.@ 2| 2. Create alternate versions of your test page
o = Create and publish different versions of your test page at unigue

URLs so that Website Optimizer can randomly display different
versions to your users. These URLs could be bookmarked by your
users, so after your experiment finishes, you may want to keep
these URLs valid.

< How many alternate versions should you test?

Generally, we recommend around 100 conversions per page
variation over the course of your experiment. For example, an
experiment with 3 page variations will typically need around 300
conversions before drawing any conclusions.

3. ldentify your conversion page
This Is an existing page on your website that users reach after
they've completed a successful conversion. For example, this might
be the page displayed after a user completes a purchase, signs up
for a newsletter, or fills out a contact form.

Scripts added to test and conversion pages

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder




Test Results - Combinations Tépper

SCHOOL OF BUSINESS
Combinations Page Seclions
Analysis for: Aug 21 2006 - Aug 21 2006
View:  Best 23 Combinations ¢ ‘Waorst 23 Combinations Download: re =) | &b Print | @ Preview
Chance to Chance to | Observed Comversions

Combination  Estimated Conversion Rate Range [7] Beat Orig. [7] Beat All 7] Improvement [7] Impressions [7]
Qrriginal 31.2% £ 3.0% 4 — 0.41% — 125/ 401
Combination 11 389%+31% | i 9o.0% 85 4% 24.9% 160 £ 411
Combination 4  336%+30% | i 76.8% 4.12% 7.74% 133 7 396
Cambination &3 334%:25% | i 75.9% 2.82% AT 153 7 458
Combination 16 32.7%x23% | { B67.8% 1.56% 4,75% 144 1 441
Combination 10 32.6% +29% | : 4 67.5% 1.69%, 4 57 % 1387 426
Combination §  324%+25% | i 64.6% 1.30% 3.50% 137 71 423
Combination 22 320%+30% | 1 60.0% 1.03% 269% 120 7403
Combination 7  3Mb6%+£258% | i 55.1% 0.45% 1.27% 143 7 453
Combination 14 314%t25% | ] I 1 52.2% 0.41% 0.57% 137 £ 437
Combination 21 3 A%+ 29% | | 49 1% 0. 40% 0.20% 126 7 408
Combination 18 30.3% s 28% | : 1 39 1% 0.11% Srs 130 7 429

[Pigoiesior et Wik Stu Tepper School of Business * William Larimer Mellon, Founder



Test Results — Page Sections Tépper

SCHOOL OF BUSINESS

Combinations Page Sections

Analysis for: Aug 21 2006 - Aug 21 2006

SotBy: & Relevance Rating  Order Created Downlaad: 2] &) | d8b Pt | & Preves
Relevance Chance to Chance to  Observed Conversions /
Rating [7] Variation Estimated Conversion Rate Range [7] Beat Orlg. [7] BeatAll 7] Improvement [2] Impressions [7]
Section 2 Onginal M 1hriox | | — 0U11 % — 951 3473
415 Yanation 2 325%=10% F { 93 9% 99 8% 11.9% 102 / 3380
L 1 [ ]
Wanshion 1 20.1% 10 F ' 1 52 8% 0.13% 0.25% 975 7/ 3347
Sectlon3  Onginal  28.3%+12% ¢ { — 0029 — BEd /2417
415 | |Varstion1 326%:12% | ' | 100% 89.7% 15.2% 833 / 2555
Waniation 3 309% £12% | / 97 9% 10.1% 9.33% 758 7 2450
Wanation 2 29.1% £11% | i 73.2% 0.18% 2.80% 750 #2578
Section 1 Opiginal  308%:08% i — B9.4% - 1529 / 4960
-1 % Variation 1 29.7%:08% HEEE Y —— 1006% 10.6% A71% 1496 /5040
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Example — Add to Cart Buttons lepper

SCHOOL OF BUSINESS

* Variables

* Shape, Size, Color

* Variations

* Shape: Round, Square

* Size: Small, Medium and Large

e Colour: Red, Blue and Yellow

* Hypotheses

* Red buttons convert better than blue or yellow

* Large buttons convert better than small or medium

* Round buttons convert better than square

Professor Param Vir Singh Tepper School of Business * William Larimer Mellon, Founder
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Example 1 (Not Recommended)tPPCl

HOOL OF BUSINESS

e 1,000 test combinations

* 10,000 page views per day

* 100% visitors in experiment
e 2.4% current conversion rate

* 20% expected improvement (from 2.4% to 2.9%)

* Duration of test: 3,515.9 days!
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Example 2 (Recommended) lepper

SCHOOL OF BUSINESS

e 20 test combinations

* 10,000 page views per day

* 100% visitors in experiment
* 2.4% current conversion rate

* 20% expected improvement (from 2.4% to 2.9%.
Focusing on key elements in the combinations
should increase expectations above this figure)

* Duration of test: 37.8 days
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