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Imagine a catalog marketer who said to the boss…

I shipped February’s 
catalog on time

And under budget

Customers like it

And it looks beautiful

Wanna see it?

But that’s all we say about our Web 
sites—where are the metrics?
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Direct marketing is run by the numbers
Direct Mail Catalogs

Elements Envelope, letter, 
return envelope

Cover, size, inserts, 
response form

Segmentation Mailing lists are culled by demographics, 
firmographics, RFM, and other factors

Editors and copy writers assure a consistent 
message

Create multiple versions; analyze response 
Test responses to multiple designs
Monitor over time and adjust

Conversion rates are low but costs are, too

Message

Testing

Response



4

Mike Moran

© 2008 Mike Moran

Search marketing is similar
Direct Mail Catalogs

Elements Envelope, letter, 
return envelope

Cover, size, inserts, 
response form

Segmentation Keyword lists are culled by demographics, 
firmographics, RFM, and other factors

Editors and copy writers assure a consistent 
message

Create multiple versions; analyze response 
Test responses to multiple designs
Monitor over time and adjust

Conversion rates are low but costs are, too

Message

Testing

Response
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The direct marketing process leads to success

Measure—define objectives numerically and assess 
performance

Experiment—try different approaches

Test—get real feedback before execution

Monitor—keep looking at performance even after launch

Define 
numeric 

objectives

Get real 
feedback

Constantly 
look at 

performance

Try 
different 

approaches
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How can you drive demand for your products?

Visitors 1000

Conversion Rate 1%

Conversions 10
Base
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How can you drive demand for your products?

Visitors 1000 1000

Conversion Rate 1% 2%

Conversions 10 20

Increase your 
conversion rate

Base
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How can you drive demand for your products?

Visitors 1000 1000 2000

Conversion Rate 1% 2% 1%

Conversions 10 20 20

Increase your 
conversion rate Increase your 

traffic

Base
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How can you drive demand for your products?

Visitors 1000 1000 2000 2000

Conversion Rate 1% 2% 1% 2%

Conversions 10 20 20 40

Increase your 
conversion rate Increase your 

traffic

Or both

Base
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What are your conversions?

Online sales 

Find a store

Find a dealer

Find a partner

Phone call

Affiliate link

Download a 
white paper

Fill out a 
contact form
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How do you count your Web conversions?

Google 
Analytics is 
free

It’s easy

It works
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How do you track offline conversions to the Web?

The easiest way is for you to 
contact the customer

If the customer switches channels, 
entice the customer to:

Print the product’s 
specifications to bring to the 
dealer

Print a coupon to present at 
the retailer

Call a special phone number
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What are your Web visitors doing, anyway?

Learn

Buy

Shop

Use

Get

Learn: Research products 
and services

Shop: Compare offerings and 
prices

Buy: Check out and purchase

Get: Check order status

Use: Get technical and 
customer support A Web 

Conversion Cycle
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What is your Web Conversion cycle? For your site?

Learn

Buy

Shop

Use

Get

Land

Some sites lead to offline activity

Online PC 
Sales?

Land
Consulting?

Le

Learn

Engage
Select

Colla
borate
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Use your cycle to measure conversion value
Finding the right product 
page puts the visitor in the 
“Learn” stage.

How many customers that 
view a product page put 
items in their carts? 

And how many check out?

Multiply by your average 
revenue and you have the 
impact on revenue.

Learn

Buy

Shop

Use

Get

Land

Increasing the success rate at any stage 
increases the overall conversion rate
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Respond to your customers

Change your products

Change your content

Change your prices

Change your policies

Change your experience

Then, change them again

Customers vote with their mice

Learn

Buy

Shop

Use

Get

Which changes increase 
your conversions?
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Should the shopping cart be on the left or right?

A/B testing decides
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Beyond A/B testing: multivariate testing

Yes, it’s free

Create different
versions of your
pages

Google tests them with live visitors and reports 
back on which variations did the best

Then you permanently change the page to the best 
version
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Do it wrong quickly and then fix it

Instead of killing ourselves to plan 
exactly the right thing that we can 
execute in every country for the next 
two years…

…Do it wrong quickly, and then fix it

Let the market tell you
what works and what doesn’t

And then quickly do it better

Listen, learn, and adjust
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Read all about it
“Buy this book, read it, and then 
read it again.”
--Chris Sherman, Search Engine Watch

Updated at each printing

www.mikemoran.com

The 
search 

marketing 
best seller

For more information about the 
books, and for the free Biznology 
newsletter and blog:

Miami Herald: A Top 
Biz Book of 2007

“Great book.”
--Robert Scoble, Scoblizer blog

“Act now and read 
it.”
--Bryan Eisenberg, Author of #1 best 
seller Waiting for Your Cat to Bark?
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