





TRACKING AND TESTING

Combining continual site design and
market testing with information from
Analytics, BuildDirect saw a 50 percent
increase in online sales volume.
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SEARCH: DELIVERING
MEASURABILITY AND ROI

012

arketers around the world are no longer
1 satisfied by campaigns that can’t deliver

measureable results. The demand for mea-
sureability is simply a part of the modern marketing
era - marketing activity must deliver ROl and ROl can
only be calculated if a given campaign is measure-
able. In this environment, the internet is a marketer’s
dream. Ads can be conceived, designed and placed
readily, adjusted if required and response easily
measured in real time. However, some of the results
delivered by online campaigns have also been mis-
leading. Click-through-rates have been the primary
measurement of internet advertising success in the
past but do not always deliver an accurate picture of a
campaigns success or lack there of.

The situation is now much improved through
changes to Google’s ad ranking system, where they
look further than click-through-rates (CTR) to the
overall quality of the ad, including the landing page
structure the ad links through to when determining an
ad’s rank on the page. Looking at the advertisement
on its own is not enough.

“The advertisement must be related to the text

which appears on the website,” says Yaron Berkowitz,

internet business consultant from W3I.
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The ad and landing page must be relevant and

useful for the user, speaking a language that they
understand. It may sound simple, but the mission to
improve return on investment (ROI) raises a myriad of
marketing questions.

Google’s previous ad ranking system utilised
click-through rates (CTR) as a major component to
determine the overall relevance of an ad and thus its
position on the page. This was a rudimentary way for
marketers to track how effective their AdWords
were. But many advertisers still didn’t know what
these visitors to their sites were doing once they
got there, no matter how high theirad CTR was. It
was an anomaly - advertisers could provide a poor
user experience on their landing page but still write
a high quality ad with a high CTR and thus achieve a
high ad rank. Unfortunately, it was both the user and
advertiser losing out for the poor experience and the
low conversion rate of these clicks/visitors once they
arrived at these websites. Google caught on to what
was happening and subsequently changed the way
it ranked ads on its search page to favour those with
high quality landing pages which provide a good user
experience.

Berkowitz explains that because of the improved
user experience, it's more likely to result in a conver-
sion from the user.

So often the bane of marketers, tracking the
effectiveness of an ad can be problematic. Part of the
problem is defining what is actually meant by a net
conversion. In the online world, a conversion occurs
when a user clicks onto an advertisement and follows

a command that the advertiser instructs, whether a
purchase, opt-in or page view.

Conversion tracking devices, like Google’s free
Analytics tracking tool, provide an effective method
of tracking results and keywords, but ultimately it's
in the hands of the advertiser to decide on the best
investment. Cookies, minus a few chocolate chips in
their electronic form, are provided so the advertiser
can see if users actually go to a specified conversion
page.

Beyond simply tracking site conversions, Analyt-
ics helps marketers understand which initiatives to
invest in and how to improve site design to maximise
ROI. “Once we began using Google Analytics cross-
segment performance analytic tools to identify our
customer demographics, we were able to design
specific creative tailored to our buyers,” explains Dan
Brodie, director, operations at BuildDirect.com.

Combining continual site design and market test-
ing with information from Analytics, BuildDirect saw a
50 percentincrease in online sales volume.

Executives, marketers, and webmasters across
a wide variety of organisations are taking note.
Fortune 500 companies, often assisted by one of
the high-profile firms that specialise in providing
marketing and analytics consulting, use Analytics
to identify long term trends in online programs and
test advertising concepts. And the smaller, but often
equally savvy publishers and advertisers are carefully
tracking their keyword buys, banner ads, and email
initiatives. Analytics might well be the nearest thing
the net has to a virtual site design consultant. G




Learn why prospects leave
your site. Or stay.

Our free web tracking tool, Google Analytics, is seamlessly integrated into
Google AdWords" — meaning you can learn everything you need to know
about how your visitors found you and how they interact with your site.
Which cities do your visitors live in? Which keywords deliver the highest
ROI? What bottlenecks are hurting your conversion and checkout processes?
You'll have exactly the information you need to focus your marketing
efforts and convert more visitors into customers. And you'll have it in
one convenient place — your AdWords account interface.

Visit google.com.au/analytics for more information.
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FUTURE TRENDS
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FINDING THE FUTURE: SEARCH
MOVES BEYOND THE COMPUTER

The vanishing mass market - we must accept that there is no ‘mass’
in ‘mass media’ anymore and leverage more targeted approaches.
-dJim Stengel, CMQO, Proctor & Gamble.

' ‘we mass media market is swiftly diminishing
-to be sawvy is to target. People will always
want access to information, but new platforms

mean information can be delivered on demand,

regardless of location. Marketers generally fall into
two categories: they either struggle to keep up with
technology and are bamboozled at the sheer speed
of change, or they are innovators and first in the
queue when the latest trend arrives.

Innovation is the word being bandied around
businesses, with everyone seemingly wanting to be
seen as a trendsetter. Because of technology, com-
munication has never been so effortless, fast and
convenient. But technology can also be vague. So,
what future trends await marketers?

“It's important (for marketers) to have a balanced
strategy, taking advantage of the wide variety of
avenues that can be used for customer acquisition,”
says Gavin Appel, senior vice-president, product
development for Hitwise Inc. When developing a
strategy, remember to remain focused on return on
investment and continue to test new channels to
drive traffic and customers.”

New media, or any other moniker, can be a
confusing collection of terminologies describ-

ing the latest technological developments. New
technologies open the door for exploration, enabling
marketers to own advertisements which can be deliv-
ered over numerous platforms and devices, including
mobile, web, print media and future portable devices.

While marketers have yearned for the gift to pre-
dict the future, keeping one eye firmly fixed on what’s
around the corner is vital. An example of technol-
ogy giving marketers more room for effectiveness
in delivering a marketing communication is mobile
advertising.

Google recently launched mobile ads in Japan
which is available to all advertisers in that country
whilst they are currently running pilot tests in the
US, UKand Germany. Advertisers can promote
their products and services specifically to the rapidly
growing population of mobile users and with mobile
ads, advertisers can point the user to their mobile
website and/or enable the user to call them directly
by clicking on the mobile ad, where the advertiser
and not the user, pays for the cost of the call.

In addition to this, it is clear that Google’s ad
vision is to provide advertisers with one platform
where they can effectively reach consumers across a
number of channels. Recent experiments using their

current advertising auction system and newly devel-
oped technologies to place print ads in magazines,
as well as the integration of radio advertising technol-
ogy into their AdWords platform over the course of
this year illustrates this ambition. dMarc Broadcasting
was acquired by Google in February, and its technol-
ogy connects advertisers directly with radio stations,
allowing them to create ads, schedule, place and
purchase inventory and track results. Whilst it is clear
that Google is only just beginning to experiment and
refine these media offerings, it is obvious the future
holds infinite technological solutions to the world of
media and advertising and the choice and acces-
sibility of these media, which used to be beyond the
reach of the small to medium sized advertiser, has
opened up a whole new world of possibility.

Itis an exciting time for advertisers, marketers
and web publishers. The scale, efficiency and
accessibility of media choices, ad formats, pricing
structures, targeting options, platforms and so on
are ushering in a new age of advertising account-
ability and effectiveness in communicating with your
target market. Mass-media might not be dead, but
it certainly looks old and grey compared to what is
around the corner. G
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Good-bye to advertising that
doesn’'t make sense.

Let’s face it, consumers aren’t always enthusiastic about advertising.
Website visitors assailed by pop-ups, for example, are known to have
strong feelings about the subject. That's why smart publishers are careful
about the ads that appear on their sites, and why so many of them have
signed up for Google AdSense.” This program makes sure AdWords" ads
served on your site are seen only by those prospects who are most likely
to have an interest in those particular products and services. AdSense
does that by delivering unobtrusive text, image and video ads that are
relevant to what visitors see on your pages, enabling you to earn ad revenue
without alienating your customers.

Visit google.com.au/adsense to learn how you can safely monetise
your content.
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