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Incoming visitors to your landing page
N b W . s

Marketers who

consistently test and

tweak therr landing Visitors who bail
pages see an average i e
lift of 40%. = mke

Visitors who bail when Fnur page
does not prove compelling under
closer examination

Visitors who are attemptinF to convert but
fail somehow, or who would convert if there
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« Multivariate testing can be performed prior to launch.

« Testing can be performed quickly and only requires page
URLSs to get started.

« Relevant data can be generated by as few as 5 users.
« Testing was conducted over three days in December of 2004.
« The test sample included 33 people, randomly divided into A

and B groups. Test subjects were diverse in age, gender and
occupation.

Eyetools® Eyetracking

. _ « Members of each group were shown the A or B versions of
For more information - 5 5 5 c
contact Eyetools at landing page examples. The versions differed in graphical

www.eyetools.com and/or content related characteristics.
or 916-792-4538

 For testing purposes, companies and services were simulated.
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Eye movements are
consistent across
audiences because the
reactions are natural
and automatic.
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Landing Page — Business to Business

Source: Eyetools/MarketingSherpa Landing Page Eyetracking Study, 01/2005

Note: MarketingSherpa’s Landing Page Handbook features 6 additional B-to-B
eyetracking tests.
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Amarketingsherpa Eyetracking Study - Retail

Proauct-focused ) _
pages are viewed . ot icudes.
differently from . P -y W oot coAded
content-focused iy

DAges.

Source: Eyetools/MarketingSherpa Landing Page Eyetracking Study, 01/2005
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Layout tweaks can
have a dramatic
Impact on conversion.
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Before & After: 64% Conversion Lift

Click for help, or call (677) §95-1717
our cart » &
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100% Satisfaction Guaranteed!
Questions? Call (877) 695-1717
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Get Yours Now!

Email Marketing Metrics
Guide 2005: Real-Life Open, | for-

. H now
Click & Conversion Data —

$147.00

o Click here for complete Table of Contents

167 Charts and Tables
Includes data from
2,293 surveyed
marketers

Published 11/04 by
MarketingSherpa

80% of data from 2004,
20% from 2003

ISBN 1-932353-40-2
100% money-back
satisfaction guaranteed.

Tell a friend about
this product:

[Yiour narne
Friend's email

50| privacy policy

Printed copy
ships in 24
heours

Add to Cart

Sawve $107.00
known as the "Ulimate Email Stats Guide”, MarketingSherpa's -- get POF +
Guide pulls together data from 2,293 real-life marketers' Print
campaigns, plus 89 additional studies into one handy add to cart
cornpendium for you,

» Click here for your free Executive Summary

$157.00

At last! Real-life numbers to base your email marketing
plans on (and compare your results to)...

$197.00

Iy 100% M ¥-
‘60% BacEnE

.~ Guarantee &
Shipping Info

Use the 167-charts and tables of real-life email campaign data
[UH

»» COmpare your opt-in, open, click, and conversion rates to
your competitors'

>> Strategize your 2005 plans & forecast results

== Convince your boss (or client) to OK your email marketing
ideas

Discover real-life results stats from email newsletters, sales
alerts and blasts; plus, usability, design, measurement, and
delivery tips. Also includes:

s Trends in opt-in rates
« Spam filtering, bounce rates and deliverability data
s List rental and email newsletter ad campaign stats

« ‘Which email creative tests give worthwhile results

Mew this year: for the first time ever we've included conversion
rate data. Ves, it's broken out by:

s B-to-B vs. B-to-C conversions
« Conversions by type of list (house vs. newsletter vs, rented)
« How conversions vary by goal (free offer vs direct sale).

In total, 167 charts and tables are included. Click here for &
complete list,

At last! Real-life numbers to base your email marketing

plans on (and compare your results to)...

Email Marketing Metrics Guide

rleting

Ermail I 2005: Real-Life Open, Click &
Marketing
Metrics Guide:

Conversion Data

2005 ® 167 Charts and Tables

.
Eanor ) — ¢ Published 11/04 by MarketingSherpa
Stefn Tormautst ® 100% satisfaction guaranteed

Known as the "Wtimate Emall Stats Guide”, MarketingSherpa's Guide pulls
together data from 2,293 real-life marketers' campaigns, plus 69 additional
studies into ane handy compendium for you,

Use the 167-charts and tables of real-life email campaign data to:

=> Compare your opt-in, open, click, and conversion rates to your
competitors'

=>> Strategize your 2005 plans & forecast results
=> Convince your boss {or client) to OK your email marketing ideas

Discover real-life results stats from email newsletters, sales alerts and

blasts; plus, usability, design, measurement, and delivery tips. Also includes:

« Trends in opt-in rates
» Spam filtering, bounce rates and deliverahility data
» List rental and email newsletter ad campaign stats

o ‘Which email creative tests give worthwhile results

New this year: for the first time ever we've included conversion rate data.
Yes, it's broken out by:

e B-to-B vs. B-to-C conversions
» Conversions by type of list {house vs, newsletter vs, rented)
» How conversions vary by goal (free offer vs direct sale),

In total, 167 charts and tables are included. Click here for a complete list,

Find out what 2,293 surveyed marketers revealed about their open
rates, clicks, conversions, and 2005 email marketing plans

Includes data from 2,293 surveyed marketers

Take your pick:

PDF -- Download 147
It now

Add to Cart

Printed copy ships
in 24 hours $157

Add to Cart

Save $107.00 --
get PDF + Print e

Add to Cart

100% Money-Back
Guarantee & Shipping
Info

The Email Marketing Matrics Guide features exclusive results data from 2,293

professional marketers surveyed by MarketingSherpa in October 2004,
Respondents revealed:

» Real-life email marketing opens, clicks, conversions
» What's worth testing (and what's not)

» How their expenditures are changing for 2005

» How they grow their house list

vou'll find the data broken down into B-to-B versus B-to-C so it's far more

useful for you than a general all-encompassing number, (In fact, more than

half of survey respondents were B-to-B specialists.)

Bonus sections: the 2005 Edition goes beyond basic response data to

include measurement, design, and deliverability data you need...
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Zan yvou read this typeface? The average person under 12 or over 40 may not be able to, and
anvone in between probably doesnt want to! 10 points is baseline and 12 j5 better. Try changing
vour site today,

Hello and welcome to my lovely headline,
which might impress you with benefits and features except for
the fact that it's centered, so no one can read

It without working very, very hard at it -- which no one will
do.

Why do art directors love white type on a black background so much?
Is it because they don't read words on the page so they don't expect

anyone else to either? Unfortunately, conversions require more than
hip-looking graphics (most of the time anyway.)

http://www.marketingsherpa.com
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0 st Quick Fix #1: Match Creative and Keywords

14.00%

12.00% ~
10.00% ~ 9.28%

11.81%

8.00%

Conversion rates for oo 6.31%
landing pages that £.00%
match keywords 200% |  0.79%
exactly are 25% 0.00% - ‘

o Doesn't Match  Home Page of Matches Theme Specific Match
hlghel‘ than ,Uages that Keyword Site of Keyword to Keyword
OHIJ/ match the theme Source: Atlas DMT, Search Listing URL and Conversion, 04/2004

of the keyword,

WI N 2 ROUNDTRIP TICKETS to ANYWHERE IN THE U.S.

e NELY FREESweees

spansored by NFMIGH Control

W|H 2 ROUMDTRIP TICKETS to AMYWHERE IN THE U.S.

SN 20 Second Pace Prices: HIVEA FOR MIH pift baskets volued ot $50
150 Third Floce Frizes: One monlh prensium personal ods on Goy.com

= Raquired Fislds

. *First Name *Address 1

~ {\f FREE SWE Ps st s Addrags T
asorea by NIVEA FOR MEN Oil cdmof “city “State | seiect sote m

*Zip Code *Email

20 Second Place Prizes: NIYEA FOR MEN gift baskets valued at 550
100 Third Place Prizes: One month premium personal ads on Gay.com

Gender Cifamale i sle
1. You have pelected HIVEA For Han as your NIVEA Brand of prefarance. Are you still interested in our othar Brandst

HOW O maven vissge [ mives Bady

2.* Fleasn provide us with your birth date:
Meniths | --Select—> %] Daps| -Snlect--~ | Yoar| --Selest-> x|

3.7 How much impertance do you place on the condition of your facial skin? Would yow say you fesl Rtis...
B I S

4.* Mow often do. you purchass the skin care brand you wse most often for your face?
I you are oot sure, plsais Ul your Dest estivide.
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To figure out your

‘ Skt I Feset ‘
wording, go back to

the main selling point - |
of your landing page, Euy NOW! ‘ add to cart » L ‘
and put it into an ) i

active form on the
button. Click to qualify - It's Free |

Am | Eligible? Find Out Instantly!

_» Click here faryour Top 10 Mistakes Feport
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\ v

& do not rent names

#1 Frotecting
. Data Assets:
Every question you Soriaiing Naki Amete Owverview of
e —— Securaware Privacy

ask lowe_rs the form ureware Bl
completion rate.
Make every question e g Safe, b | bt WAdget Software, [nc.
relevant.

#2 Fax # ?17?

Email address: .
#3 ‘ | We value your privacy
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@eyetools

See yourself through your customer’s eyes

Special offer:
Get 15% off when you order Eyetools testing before March
15th with promotional code “Sherpa_1”
Prices start at $4,995 for test and results report
Eyetools Testing:
because people can’t  To order or get more info:

click on what they call 916-792-4538 http://www.Eyetools.com
don’t see. '

How it works:
Eyetools provides practical, actionable results within 10
business days.

All you have to supply is the URL of the webpage or A/B
mock-ups to test a description of your demographics. We'll
recruit consumers to review your webpages and promptly
o e e Yoy deliver a results report, heatmaps and redesign
v el ot onine s e Fecommendations.

altered, edited, sliced, or cut in any way, shape or
form. All copies must be in their entirety. Thank
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Anbiarmpeee  VWant Step-by-Step Instructions To Help
You Raise Conversions By Up To 40%?

A marketingshorpa e

PP
Landing Page [ :
Handbook:

How o Raise
Conversions — Data
Design Guidelines

ARGRYRYTTY!

Grab your copy of MarketingSherpa's
Landing Page Handbook today.

Includes:

-> 59 Creative samples (from real-life
campaigns) you can use as templates for your

Get your 100% satisfaction own
guaranteed copy at:

http://www.landingpagehan — -> 13 heatmaps from Eyetracking Study
dbook.com

or call 877-895-1717

ATV

-> Rules for Email Landing Pages, Search
Marketing Landing Pages, and Business-to-

Business Landing Pages.

Get your 100% satisfaction
guaranteed copy at:
et e, httpi//press.landingpagehandbook.com
e e et o et oy ey eeor—— OF Call 877-895-1717

form. All copies must be in their entirety. Thank
you. http://www.marketingsherpa.com
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Handbook:

Haw (o Raise
Conversions — Data &
[esdgn Guidelines
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Get your 100% satisfaction
guaranteed copy at:
http://www.landingpagehan
dbook.com

or call 877-895-1717
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