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COPYRIGHT NOTICE

ALL RIGHTS RESERVED. No part of this report may be reproduced or transmitted in
any form whatsoever, electronic, or mechanical, including photocopying, recording, or
by any informational storage or retrieval system without express writer, dated and
signed permission from the authors.

LEGAL NOTICE

The Publisher has strived to be as accurate and complete as possible in the creation of
this report, notwithstanding the fact that he does not warrant or represent at any time
that the contents within are accurate due to the rapidly changing nature of the
Internet.

While all attempts have been made to verify information provided in this publication,
the Publisher assumes no responsibility for errors, omissions, or contrary
interpretation of the subject matter herein. Any perceived slights of specific persons,
peoples, or organizations are unintentional.

In practical advice books, like anything else in life, there are no guarantees of income
made. Readers are cautioned to rely on their own judgment about their individual
circumstances to act accordingly.

The report is for informational purposes only. This report is not intended for use as a
source of legal, accounting or financial advice. All readers are advised to seek services
of competent professionals in legal, accounting and finance fields.

You are encouraged to print this book for easy reading.
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Introduction

You've placed ads in ezines, on websites, on blogs, alongside search engine results, in
offline publications, on the radio... and just about every place where you'll target
market will see them.

Let me ask you this:
Which of these ads is making you money?
Which ones are giving you the best return on your investment (ROI)?
Which ad venues work the best?
Many business owners and marketers wouldn’t be able to answer this question.

Instead, week after week they pump money into their advertising, figuring if they're
making a profit overall, then that’s “good enough.”

But it’s NOT good enough. Some of these ads could be tweaked to provide a higher
conversion rate. Some of the ad venues could be dumped because they're not
performing.

The business owner might even have a killer ad that’s being under-utilized because he
or she doesn't realize the ad performs so well. And the only way to know for sure is by
testing and tracking the ads.

Example: Let’s imagine for a moment that you have an ad selling a
$50 product that’s returning a 1% conversion rate (one buyer per
100 visitors). That means for every 100 visitors who see the ad,
you make $50 (gross). If your ad expenses are $25 for every 100
visitors, then your net profit is $25 for these 100 visitors.

Now imagine if you tested another version of your ad and discovered
a headline improvement that boosted your conversion rate to 2%. Now
you’ re making $100 for every 100 visitors. And since your ad
expenses remain the same ($25), you’re now making a $75 profit for
every 100 visitors.

That'’s the power of testing and tracking. Do it right and you can give yourself an
instant pay raise. Read on to learn how...
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What Should You Test and Track?

What parts of your marketing campaigns can you test and track?

The short answer is “everything.”

However, you'll want to start by testing and tracking those elements of your ads and
campaigns that tend to have the biggest impact on the conversion rate. These
elements include:

>

Ad headline. The headline is the most-read part of your ad, so it can make
or break your conversion rate.

Ad body. If the ad is short (like a PPC ad), then you can test the entire
body. If it's a long ad, such as an email solo ad, then you’ll want to test the
elements of the ad separately. That means testing things like the ad opener,
any sub headlines, the call to action, and the P.S.

Keywords. If you're using PPC advertising, then you’ll want to test and
track the keywords you’re bidding on to see which ones produce the best
results.

Ad venues. This is where you place the same ad in multiple places to see
which venue brings you the best response. That way you know which
publications, websites, newsletters, radio stations and other venues bring
you the most sales.

Ad placements. Sometimes in a single publication or on a website you have
the option of placing ads in different locations

Example: In newsletter ad you may buy the top ad
placement, the middle ad, or the ad at the bottom of the
newsletter. And since these three different placements
can impact your conversion rate, you should test it.

Another factor to consider is size. This is particularly
important when you’re placing newspaper display ads and
classified ads. You’ll want to test to see if it’s worth
the extra cost to buy a bigger ad.
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> When you place the ad. If you find a publication that gives you a good
overall conversion rate, then you can drill down a bit and test days of the
week.

Example: You can test a classified ad to see whether you
get a better response in the Saturday paper or the Sunday

paper.

> Your landing page. All your ads point to a landing page, which is usually
either a sales page or subscription page (where you encourage prospects to
join your list). Just as you test every other part of your campaign, you need
to also test your entire landing page, including the headlines, openers,
guarantee, P.S., order form, upsells and so on.
Tip: Test and track your actual ads until you find your
Eggt—converting ad. Then you can start testing this
proven ad in different venues. For fast results, try PPC
advertising, which can tell you very quickly if your ads
are working. Be sure to choose targeted keywords and weed
out any non-performing words.

Now that you know what to test, let’s talk about how to test...

How to Test Your Campaigns

In order to test and track the different elements of your campaigns, you need two
things:

1. The right tools.
2. The right procedure.

Let’s look at these separately...

1. Utilizing the Right Tools

Before you can start testing your ads and campaigns, you need to find a service or
use software that can do all the testing and tracking for you. One of the most popular
tracking tools is Google Analytics, which you can find here:
http://www.google.com/analytics/.
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Generally, most marketers find Google Analytics to have all the features they need to
test and track. If you need to go one-step further, you may use the free Google
Website Optimizer — which integrates well with Google Analytics.

If you're not interested in using Google’s tools, then you can try the alternatives listed
below:

e For multi-variate testing: http://www.vertster.com

e For simple A/B (split) testing: http://www.DamnGoodTracker.com

e Here is another alternative: http://visualwebsiteoptimizer.com/

These tools randomly show versions of your campaigns to your different visitors, track
the results, and crunch the data. In other words, you don’t even need to know any
statistics to use most testing tools.

Now, you probably noticed that I listed two tools for two different procedures: Multi-
variate testing and A/B (split) testing. Read on to understand the difference between
these two...

2. Using the Right Procedure

The simplest way to test and track different parts of your ad campaign is to use a
basic A/B split test. Here’s how it works...

First, decide which ONE element that you'd like to test.

Example: Let’s say you want to test the headline on your pay per
click ad. You’d then create two identical ads, with the only
difference being the headline. We’ll call them Ad A and Ad B (hence
the name A/B split test).

Dog Won’t Stop Barking?
Here’s a safe, painless, quick
and easy way to stop the barking.
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Stop the Barking Now
Here’s a safe, painless, quick
and easy way to stop the barking.

Now you put these two ads to the test by holding ALL other variables constant. That
means:

¢ You send the same traffic to these ads. In the case of a PPC ad, that
means generating traffic using the exact same keywords.

¢ You send all traffic to the same landing page.

¢ You get the traffic from the same source. For example, do NOT send
traffic from Google AdWords to one ad and the traffic from Kanoodle to
another.

Point is, if you hold all other variables constant, then you know that any changes in
your conversion rate are due to the headline. If you start using different ad bodies,
different traffic sources, and different landing pages, then you’d have no idea what
caused the change in the conversion rate.

Your next step is to start your PPC campaign with these two ads. Generally, you'll
need 30 to 50 “actions” before you can analyze the data. An action refers to any
specific action that you want your prospect to take, such as:

Subscribe to a newsletter.

Buy a product.

Call you on the phone.

Click on an ad. (This is useful if you're trying to improve your ad’s CTR
(click-through rate).

Let’s say your primary purpose for this ad to get the prospect to buy the product. In
that case, you need to wait until 30 to 50 prospects have completed a purchase
before you can look at the data. Then you can see which ad gives you a better overall
response.

Once you know which headline performs best, then you have a decision to make. If

you think you can create a headline that performs even better, then do it. Create a
new headline and test it against your control headline (which is the one that is
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currently performing the best). You can keep doing testing headlines against your
control until you're satisfied with the result.

The other option is to start testing something else, like the ad body. Whatever
element you decide to test, you do it in the same way as described above. Namely,
you hold all other variables constant and just test one element at a time.

Tip: While software makes it easy for you to test your online
campaigns, you can and should test your offline campaigns, too. You
do this by creating different URLs for different tests or otherwise
“keying” or marking your ads so you can differentiate them during
your testing.

Example: If you’re testing to see which radio station gives you a
better response, you’d put the same exact ad on the air at both
stations. The only difference is that the prospects from Station A
are sent to www.yourdomain.com/1l and the prospects from Station B
are sent to www.yourdomain.com/2. Just be sure you don’t use links
that are so different that the links themselves cause the change
(e.g., www.domain.com/amazingdogsecrets vs.
www.domain.com/dogtips) .

What's Multi-Variate Testing?

You’ll notice earlier that I gave you a link to a tool that you can use for multi-variate
testing. This is where you test multiple elements of your ads and campaigns at the
same time.

Example: You can test three different headlines, two different ad
bodies and multiple traffic sources all at the same time (rather
than setting up multiple A/B split tests).

So why not just do multi-variate testing all the time?

Simple: Because it takes more time and effort to get the results.
You see, the amount of traffic and actions you need increases exponentially with the
number of variables you're testing. What's more, you’'ll also need to create different

versions of your ads and campaigns before you can even start testing.

Point is, if you just have a couple headlines that you want to test to see which one
brings you the best response, then A/B testing is the quick and easy way to find out
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which one is better. If you've gotten past some of the big (high-impact) elements,
then you can use multi-variate testing to test these elements all at once.

Conclusion

Give yourself a pat on the back, because you now know more than many marketers
about boosting your ad’s effectiveness and ROI... not to mention giving yourself an
instant pay raise!
And all you have to do is:

= Set up a tracking tool.

= Choose one element to test while holding all other variables constant.

= Start your campaign.

= Analyze your data.
Pretty simple, right?

It is. And yet many marketers never apply the tips in this guide. But that's like leaving
stacks of money on the table.

Think about it: With just a few minutes work you could add thousands or even
tens of thousand of dollars to your bottom line this year.

So start tracking your ads today... because the sooner you do, the sooner you’ll
discover which ads really work to put money in your bank account!

Here’s to your making [[ th@t million dollars ]]
Mr. B.O.L.D
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IYou’ve never seen anything like this online...

|
The Last Thing You'll Ever Need To
Know About How To Make Money,
Anytime You Want!

Want to make a little extra money or make
$100,000+ income; this is exactly what you need...

Glick here to find out how

- =ENE =B I I I I I S S S S -

r—— -

Web Business Essentials

Here is a list of resources that every internet marketer MUST have. In fact I use these
very same resources every single day, so have no second thoughts about
recommending them. And even if the recession hits, these are the bare essential

resources I would keep to run my online business.

Domain Name & Hosting

This is probably one of the most important parts, even though almost everyone simply

goes the “cheap” route. I personally suggest that you purchase a robust hosting
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package, which isn't overly-expensive, but provides you with the features you need to
run a professional site.
1) Register Your Domains with Namecheap - Have been using them since July
2006.
2) Get Your Hosting @ Hostgator - Have been using them since July 2006.

Use the coupon "kachinghost994" (without quotes) to get your first month hosting for
just $0.01

OR

Use the coupon "kachinghost25pc" (without quotes) to get 25% OFF your FIRST Year.
(You will have to sign up for 1 year plan and can choose to pay up to 3 years in

advance)

Autoresponder
In addition to a good domain and hosting, you will need a good auto responder

system to follow up with your subscribers and customers. As the saying goes "MONEY

is in the LIST", you need to use the right service to manage your list.

If you are on my list you can see it live that I use Aweber for managing my mailing list

and that is the same service I am recommending to you. Have been using them since
2007 and you can't go wrong with them.

Go get your Aweber free trial now.

Track Your Marketing Efforts
One of the important aspects of running an online business is TESTING what works

and what doesn't. You need to know where all your traffic is coming from, and analyze
the return on investment for each traffic source. And then focus your efforts on

campaigns that make money, and drop those that doesn't.
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Here is a tool that can track everything from pay per click traffic, banner traffic, article
traffic, forum traffic, email ads and more... This tool even comes with an inbuilt link
cloaker that allows you to protect all of your affiliate links from commission hijackers!
And its the very same tool I am using to track my links right here :)

Get it Here!

Centralization

If your goal is to build an online business that makes you money 24/7, 365 days a
year, you must use a CENTRAL system through which you CONTROL and MONITOR
EVERYTHING you do - especially your online sales.

So what does CENTRALIZATION really mean?
e Offer ALL of your products / services through ONE SYSTEM

Accept ALL orders for your products / services through ONE SYSTEM

e Offer your affiliate program/s through ONE SYSTEM

e Deliver your product downloads securely through ONE SYSTEM

e Track all sales and credit the right affiliates, right on time through ONE SYSTEM

e Partner with the BIG GUYS and make them feel SAFE JVing with you through
ONE SYSTEM

And much much more...

ALL of this is possible through ONE SYSTEM and is now available at an unbelievable

price.

Click here and take your online business to the NEXT LEVEL
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