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Dedication



It’s difficult to live up to the standards that many great thinkers and innovators
      have set before us. But they are our inspiration. This book is hopefully a stepping
      stone to many great things that we will do in our lives with the grace and blessings
      of God.
This book is dedicated to those who do good but are never recognized. For those
    who have dedicated their lives to the betterment of others.
This is book is dedicated to our parents, who spent their lives guiding us to achieve success through the fulfillment of our dreams.
And finally, this book is also dedicated to our children. We encourage you to
      always think big and strive for greatness, but continue to have humility and
      gratitude to He who blessed you.


Advance Praise for Conversion Optimization



“The Web is unique in its ability to deliver this almost improbable win-win: You can increase
      revenue AND make your customers happy. Yet most websites stink. Worry not, Khalid and
      Ayat to the rescue! Buy this book to follow their practical advice on how to create highconverting
      websites that your visitors love.”
—Avinash Kaushik, Author of Web Analytics 2.0 and Web Analytics: An Hour A Day
“Khalid Saleh and Ayat Shukairy are two of the world’s leading practitioners of conversion
      optimization, and they distilled their years of experience into this terrific book that guides you
      on the journey from clicks to sales. This is a must-read for online marketers and web operations
      managers alike.”
—Scott Brinker, President & CTO, ion interactive
“I am always surprised by the value of picking up a good compilation of insights, examples and
      recommendations and getting refreshed. Is it time for a new bottleneck review or a Life Time
      Value recalculation? When did you last spend time on your bounce rate? Have you updated
      your personas? Khalid Saleh and Ayat Shukairy have been there and done that and share lessons
      learned in a very readable and informative way. Refer to this book and get instruction on
      the things you know you should be doing. It will pay off in sales.”
—Jim Sterne, Founder, eMetrics Marketing Optimization Summit, Chairman, Web Analytics Association

Preface



PAINFUL LESSONS LED TO THE CREATION OF THIS BOOK.
In late 2005, I (Khalid) had the opportunity to lead the design and implementation of one
      of the largest ecommerce websites in North America, with a huge budget: $15 million. My team
      of 20 senior ecommerce developers and I built a “feature-rich” website that integrated with
      several external systems in a miraculous three months. While I pushed my team to work harder
      and spend more nights at the office, the marketing team assembled first-year revenue
      projections: $500 million!
Excitement built as the go-live deadline was approaching. However, I still had concerns:
      will visitors come to the site? On the go-live day, I sat with the other two architects to
      monitor the server’s performance. I was wrong. The website received tens of thousands of
      visitors during the first hour. Everyone was ecstatic. Yes, visitors were coming.
As the hours passed, though, my earlier tension built up again. Despite the site receiving
      tens of thousands of visitors, customers placed fewer than 10 orders in those first
        critical hours. Ten orders was all we had to show our client for their $15
      million investment. It was a disaster.
Why weren’t these visitors converting into customers? Looking back, the low number of
      orders wasn’t at all surprising.
We worked with an ad agency to create the design for the website. During the three months
      of implementation, we never discussed conversions, or even orders. In most cases, a few
      technical people, with little usability experience, decided how to design different pages,
      where to place elements, and how visitors would flow through the website. Both the technical
      and design companies promised the client a lot and delivered a great-looking website. It just
      did not convert.
That painful experience was not unusual. As more companies moved to the Web, most of them
      focused on driving visitors to their websites—the more eyeballs a website gets, the greater
      the chance that orders will be placed. However, the percentage of visitors placing orders was
      small compared to the total number of visitors. Marketers noticed this, and the practice of
      conversion optimization was born. While other areas of online marketing have developed
      tremendously in the past 15 years, conversion optimization is still in its infancy.
We started our practice in 2006 with a simple goal: create usable websites that visitors
      love, and generate more orders from these sites for clients. Consulting on conversion
      optimization projects suffers from the same problems as consulting in other fields. The
      quality of work a client receives is dependent on the skill set of the consultant working for
      them. Some clients we talked to felt that conversion optimization, while promising, involves
      random guessing and a lot of finger crossing. Since the early days of our company, we knew we
      had to establish a process and follow a methodology to generate consistent results for
      clients.
This book describes the Conversion Framework™, a process we developed in 2007 and have
      evolved since. The framework is built around eight principles: the first six principles cover
      how visitors interact with different websites and whether they are persuaded to stay or decide
      to leave. These principles are:
	Understanding your website visitors through persona creation

	Creating confidence and trust

	Understanding the impact of the buying stages

	Dealing with FUDs (fears, uncertainties, and doubts)

	Using incentives

	Engaging users



As you apply these principles to your website or campaign, you will begin to see what
      changes need to be made.
The seventh principle of the Conversion Framework asks you to test any change you make
      against your original design. By applying the science of online testing, you will measure the
      impact of any change you make on your bottom line. The eighth and final element of the
      Conversion Framework asks you to make a long-term commitment to conversion optimization—a
      willingness to iterate. Conversion optimization is not something you do only once. It is a
      long-term effort when done correctly. It should pay for itself for a very long time.
We have deployed this framework on hundreds of websites in different vertical markets to
      help increase conversion rates. The framework removes the guesswork from the conversion
      optimization process. It will provide anyone interested in optimization with a specific
      methodology to produce consistent results. The framework puts buyers at the heart of your
      optimization effort. It forces you to think of buyers’ needs, wants, motivations, and fears.
      By focusing on buyers, you will ultimately persuade more of them to become your customers. We
      continue to test the Conversion Framework and refine it every day.
How Should You Read This Book?



This book is divided into two sections. The first two chapters introduce online
        marketing concepts you’ll need to understand as you read the rest of the book. Chapter 1 covers some of the basic concepts in
        conversion optimization, and Chapter 2 explains some
        of the analytics concepts and mathematical formulas behind conversion optimization. These
        two chapters will provide you with enough information to understand the general concepts and
        numbers behind conversion optimization. A novice reader should start here.
If you are familiar with online marketing and have been doing it for a while, you can
        skip to the second section of the book, which starts with Chapter 3. This section is focused on the eight
        principles of the Conversion Framework.


Who Should Read This Book?



You may be a marketing and ecommerce professional who is interested in discovering new
        ways to maximize the ROI for the campaigns under your purview. You might be a sales
        professional looking for a way to optimize your sales funnels and increase output. You could
        be a web designer who is looking for ways to translate your beautiful designs into money for
        your clients. You may be a web developer or a software engineer creating great websites or
        ecommerce portals, but you have never focused on creating applications with revenues or
        users in mind—this is where one of the authors of this book started. Or you might be a
        small-business owner who is looking for quick tactics to implement on your website.

Who Should Not Read This Book?



We cast a wide net when we wrote this book, but there are a few people who might not
        enjoy it. Developers whose work stays far from the actual user of their application (i.e.,
        developers of backend applications) aren’t likely to enjoy this book. Those who believe that
        conversion optimization is only about testing may not like our approach to optimization.
        Finally, those who are looking for pure tactics and are not concerned with the theory behind
        conversion optimization might find some of the chapters in the book boring.

About the Examples in This Book



Most of the examples in this book come from our practice and our clients. This is only
        natural since we are discussing a process and a methodology that was initially developed to
        serve our clients. In addition, most of the screen captures from analytics programs come
        from our own websites; for those that don’t, we made sure the websites and their data
        remained confidential.

If You Like (or Don’t Like) This Book



If you like—or don’t like—this book, by all means, please let people know. Amazon
        reviews are one popular way to share your happiness (or lack thereof). Or you can leave
        reviews on the book’s website:
	
          http://www.oreilly.com/catalog/9781449377564
        

The book’s website also provides a link to errata. Errata give readers a way to let us
        know about typos, errors, and other problems with the book. The errata will be visible on
        the page immediately, and we’ll confirm it after checking it out. O’Reilly can also fix
        errata in future printings of the book and on Safari, making for a better reader experience
        pretty quickly.
We hope to update this book’s content in future editions, including implementing
        readers’ suggestions and other input.

How to Contact Us



Conversion optimization continues to grow every day. As such, we continue to fine-tune
        some of the elements we’ve outlined in the book. Please let us know about any errors you
        find, as well as your suggestions for future editions, by writing to:
	O’Reilly Media, Inc.
	1005 Gravenstein Highway North
	Sebastopol, CA 95472
	800-998-9938 (in the U.S. or Canada)
	707-829-0515 (international/local)
	707-829-0104 (fax)

We have a web page for this book, where we list errata, examples, and any additional
        information. You can access this page at:
	
          http://www.oreilly.com/catalog/9781449377564
        

To comment or ask technical questions about this book, send email to:
	
          bookquestions@oreilly.com
        

For more information about our books, conferences, Resource Centers, and the O’Reilly
        Network, see our website at:
	
          http://www.oreilly.com
        


Safari® Books Online



Safari Books Online is an on-demand digital library that lets you easily search over
        7,500 technology and creative reference books and videos to find the answers you need
        quickly.
With a subscription, you can read any page and watch any video from our library online.
        Read books on your cell phone and mobile devices. Access new titles before they are
        available for print, and get exclusive access to manuscripts in development and post
        feedback for the authors. Copy and paste code samples, organize your favorites, download
        chapters, bookmark key sections, create notes, print out pages, and benefit from tons of
        other time-saving features.
O’Reilly Media has uploaded this book to the Safari Books Online service. To have full
        digital access to this book and others on similar topics from O’Reilly and other publishers,
        sign up for free at http://my.safaribooksonline.com.
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Chapter 1. The Journey from Clicks to Sales



SELLING ONLINE IS HARD.
Although customers are just one click away on the Internet, merely reaching them is not
      enough. Potential customers are bombarded with more than 3,000 advertising messages every
        day.[1] The competition for their attention is fierce. They are also savvier than they
      were 20 or 30 years ago. If you want to increase sales, you must connect with your customers
      in new ways, capture their interest, give them control over their relationship with you, and
      gently guide them toward a conversion.
Every sales transaction is made up of a buying process and a selling process. In the buying process, the customer realizes his need or desire
      for a particular product or service, identifies and evaluates the different options available
      to him, and finally makes a purchase. The selling process is the flip side of this. In this
      process, the sales executive must establish a rapport with the buyer, qualify the buyer’s
      needs, demonstrate how her product meets those needs, deal with the buyer’s objections, and
      ultimately close the sale.
Although the Internet revolutionized how buyers and sellers communicate, the buying and
      selling processes have not changed much. The Internet gives buyers increased information and
      makes different products and retailers more accessible. Sellers, of course, have new ways to
      reach potential buyers.
The different stages of the selling process represent a funnel that many
        potential buyers or prospects enter on one side, and few
        actual buyers exit on the other. As potential buyers go through this
      sales funnel, many will exit at different stages for different reasons. The exit points
      represent holes in the sales funnel. Optimizing the sales funnel focuses on plugging these
      holes.
This process of sales optimization is complex. However, we can learn a lot about it from retail
      chains. No other retailer has perfected the art of maximizing revenue per visit as much as
      Wal-Mart has. Initially, they relied heavily on keeping prices lower than the competition and
      achieving profitability through higher sales volumes. Although this strategy remains at the
      heart of Wal-Mart’s marketing approach, its marketing mix has evolved tremendously over the
      past 20 years. The retail giant pays very close attention to every little detail of its sales
      process. Before a single visitor sets foot into a Wal-Mart store, plans are laid out and
      executed carefully to select the right location for the store, as well as its layout,
      merchandising displays, atmosphere, consistency in branding, and store traffic flow.
As a result, Wal-Mart continues to be one of the world’s largest and most successful
      retail companies. Regardless of whether you like Wal-Mart, the company’s planning, attention
      to detail, and successful execution provide critical lessons. As Wal-Mart has proven,
      choreographing every step and element of the sales process translates into more revenue. You
      must get into the minds of your customers. You must optimize your selling process to meet the
      needs of your customers. Ultimately, you must guide your customers through the sales funnel
      toward a conversion.
Converting Visitors to Buyers



The Web’s interactivity makes conversion fast. You can convert a prospective customer
        into a paying customer more quickly on the Web than in other media. People receive various
        messages through advertising and promotional media attempting to persuade them to take
        action. Although traditional offline media can broadcast those messages, it’s hard for
        people to act on them immediately. On the Web, a prospect could receive a message and, in
        mere minutes click on a link and buy a product.
Although this is wonderful, converting a prospect online is not that easy. The speed at
        which the conversion can occur is matched only by the speed at which the conversion will
        unravel, creating new kinds of challenges. Online prospects can become distracted and within
        seconds decide to navigate to another website, never to return to yours. So, how can you
        minimize the chance of your prospect leaving your site, and maximize the results of your
        online promotion?
Conversion optimization analyzes the behavior of consumers, focuses
        on what motivates a particular market segment to react in a certain way to marketing
        elements, and advises companies on how to adjust their marketing and sales mix in response.
        As the name suggests, conversion optimization is focused on increasing the percentage of
        visitors that “convert” into buyers for a marketing campaign. Conversion optimization is a
        departure from traditional marketing, where it is sometimes difficult to measure and
        quantify the impact of a particular campaign. Quantitative measurements provide a
        foundation. Although you should define a conversion based on your own specifics, you must be
        able to track the number of conversions during a certain period.
The process of conversion optimization starts with quantifying the numbers for each
        campaign you run. Different campaigns will track different kinds of conversions. For a
        retailer, these numbers might be the number of orders the retailer receives in one month or
        the average order value during the same period. For a law office, it might be the number of
        website inquiries or the number of new cases signed up. An online news website or magazine
        might track the number of subscriptions or how often stories are viewed. A nonprofit
        organization might track the donations collected in one week or one month.
After establishing an initial baseline, the next stage is to understand the story behind
        the numbers. Why did your target market react a certain way to a specific campaign? What did
        they love or hate about it? What could you have done better? Again, the customer is at the
        heart of this analysis. We will dig deeper into consumer behavior throughout the book and
        give you more specific examples to help you understand your customers’ behavior.
Armed with the knowledge from the analysis stage, you are finally ready to move to the
        optimization process. Because conversion optimization is focused on results, we rarely
        recommend making drastic changes where you lose track of which elements are impacting your
        audience. This can be one of the biggest challenges in conversion optimization. Many website
        operators and marketers are deeply frustrated by their low conversion numbers and are eager
        to find new ways to maximize revenue. As a result, they change hundreds of elements in a
        single campaign, hoping that these changes will have a positive impact on their bottom
        line.
We have done conversion optimization long enough to know that although some of the
        changes will have a positive impact, a few of them will have a negative impact. Many are
        likely to have little to no impact at all. Making too many changes at once dilutes the
        impact of such changes, making it difficult to track which elements actually helped—or
        hurt—your campaign.
Conversion optimization is an iterative process. You start by understanding your market
        and making assumptions about how your market interacts with your website. You then adjust
        your marketing and sales processes to test these assumptions and to measure how your market
        actually responds. Exactly measuring a customer’s response on the Web is far superior to
        measuring a customer’s response in any other medium—learn all you can from the response.
        Changes to a marketing campaign that increase revenue are rewarding. But instances where
        adjustments cause a decrease in revenue present valuable information about your market.
        Changes to a website or campaign that do not move the needle in any direction should be
        cause for concern.
Conversion optimization starts when a visitor views a particular ad and clicks to visit
        your website. A properly designed campaign, site, collection of web pages, and checkout
        process will give your prospects the information they are looking for and will increase your
        chances of converting them. However, a poorly developed website can undermine an otherwise
        successful promotional campaign.



[1] 
          http://www.ucsusa.org/publications/guide.ch1.html
        



Landing Pages



We are used to entering terms into a search engine and receiving results that are
        relevant to our query. If your website or campaign is displayed on the search engine results
        pages (SERPs), you have a chance of a consumer clicking on that listing and landing on
        your website.
Figure 1-1 shows how a SERP is divided into two main
        sections: organic results and paid results. The organic search results are your first chance to get visitors to your website.
        Organic search results appear in the order that search engines determine is most relevant to
        a particular query after crawling millions of pages on the Web. The competition for the
        coveted first place in organic search results is fierce. The discipline of search engine
        optimization (SEO) focuses on achieving a higher ranking in the SERPs. Paid results on a
        search results page are your second chance to get a customer to click through to your
        website. Although paid advertising is competitive, it is far less complex to appear first as
        a paid listing compared to the organic listings. In the paid listing section, advertisers
        pay only when a customer actually clicks on an ad.
[image: Search results page]

Figure 1-1. Search results page

Search is only one way to drive customers to your website. Many companies send regular
        promotions and advertisements to their email lists. Figure 1-2 shows an example of a promotional
        email we received from Amazon.com offering large discounts on textbooks. The goal of this
        particular email is to get us to take action: visit the site and place an order.
[image: Email marketing]

Figure 1-2. Email marketing

Banner advertising is another technique you can employ to drive visitors to your
        website. Although most paid search results rely on a model in which advertisers pay when a
        user actually clicks on the ad and lands on your website, most banner advertising is sold
        based on the number of times a banner is displayed. Figure 1-3
        shows how metroPCS uses a banner ad to drive visitors to its website.
[image: Banner advertising]

Figure 1-3. Banner advertising

The techniques for driving traffic to a website are similar to the techniques for
        driving customers to a retail outlet. Think of the advertising that media retailers use to
        convince customers to visit their store: yellow page listings, TV commercials, print
        advertising, radio ads, telemarketing campaigns, snail mail ads, and many other forms. Table 1-1 compares some of the online and offline advertising media. Ultimately, the goal is to convince a
        potential customer to come to the store and make contact with the retailer.
Table 1-1. Online versus offline advertising media
	
                Offline

              	
                Online

              
	
                Yellow pages

              	
                Directories

              
	
                Billboards

              	
                Banner ads

              
	
                Direct mail

              	
                Email campaigns

              
	
                TV/radio advertising

              	
                Online ads

              
	
                Print advertising

              	
                Content ads

              
	
                Conferences

              	
                Webinars and virtual conferences

              
	
                Telemarketing

              	
                NA

              



Regardless of the medium, the goal of most advertising is to drive customer demand. When
        you click on any of the different types of online advertisements or organic search results,
        you will be directed to a landing page. A landing page is the first
        page a visitor sees after clicking on or entering a specific link or web address. Figure 1-4 shows a banner ad for American Express. When
        you click on the banner ad, you will arrive at the landing page displayed in Figure 1-5.
In the offline world, as customers see your different ads, they might at some point get
        in their car and drive to your store. The entrance point and the first thing customers see
        when they walk into a physical store mirror the online landing page. That physical “landing
        page” is the first chance for a brick-and-mortar retailer to make a positive impression on a
        customer.
In the overall process of marketing, most of a company’s time and resources are spent on
        creative, production, media placement, and similar tasks. Often, without the proper
        attention, a landing page is marginalized, giving the impression that the strength of the
        overall campaign is all that is needed to attract customers. However, getting a prospect to
        the landing page does not mean success; it is just the start of the road to success.
Although you might get away with paying little attention to a
        customer’s entrance point (landing page) in the physical world, data shows that consumers
        are not very tolerant of poorly designed online landing pages. There is a large difference between how customers react to an
        online landing page and how they react to a physical store’s equivalent. Our analysis of
        hundreds of online advertising campaigns shows that more than 50% of online visitors leave
        landing pages in fewer than five seconds without continuing to the rest of the
          website.
When was the last time you drove to a retail outlet, stayed in the store for five
        seconds, and then just walked out? This does not happen often. Yes, the time investment
        required for a physical store visit might have a lot to do with this. But other factors,
        which we will discuss later in the book, also prompt customers to leave an online landing
        page right away.
[image: Banner ad for American Express]

Figure 1-4. Banner ad for American Express

[image: American Express landing page]

Figure 1-5. American Express landing page


Fifteen Years of Change



In 1995, when the first ecommerce stores began to appear online, marketers spent a lot
        of time convincing both large and small companies that they needed an online presence. Many
        companies thought the rush to the Web was similar to the gold rush: it was unjustified, and
        it would eventually die down. By the end of 1996, fewer than 50,000 websites were online and
        fewer than 2.6 million transactions were conducted on ecommerce websites.[2]
In the three years that followed, more companies embraced the Web, though often without
        focus. Many companies established an online presence because doing so was supposed to increase brand reach and open
        new revenue streams. As ecommerce was still in its infancy, very few companies could figure
        out how to actually generate online revenue or create sustainable business models. Having a
        website became a business goal in and of itself.
During these first few years, companies struggled to determine the technical and
        marketing complexities of selling online. At the same time, consumers were hesitant to hand
        over their credit card information to an online business. Security and privacy concerns for a brand-new medium were valid and stopped many
        customers from considering ecommerce as a viable option. In a 1998 article published in the
          New York Times, “Security Fears Still Plague Cybershopping,” the
        reporter points out the following:
While not many of the 19.7 million Americans who visited commercial Web sites from
          their homes in 1997 have reported problems with Internet credit-card use, some surfers—and
          security experts—say they are concerned enough about Internet crime that they would rather
          auction off their firstborn child than use a credit card to buy something on the
            Web.[3]


We’ve come a long way, haven’t we?
You Must Market Your Site



Back in 1999, at the height of the dot-com era, we worked with a software client who
          wanted to capture the online customer relationship management (CRM) space. The company was
          funded by a group of technologists who believed that their $40 million startup would take
          the Web by storm. They projected that the site could generate more than $100 million in
          its first year of operation. The company’s entire marketing plan seemed to center on a
          one-minute flashy spot during the Super Bowl.
Sound familiar? The first day the site was live, it had fewer than 1,000 visitors.
          Things did not improve. With no real online marketing plan to promote the website, the
          numbers continued to dwindle. Management learned a very hard lesson: it is not enough to
          build a website; you must spend the money to bring visitor “traffic” to it. Of course, our
          client was very similar to numerous other startups during the dot-com bubble. Too many
          companies assumed a website was a great marketing tool in and of itself. The reality is
          that for this marketing tool to be successful, you first must market the marketing
          tool!
Companies were quick to learn from their mistakes. By the late 1990s, companies
          started spending millions of dollars to advertise and bring traffic to their websites. By
          2005, online advertising reached $12 billion. The online channel has been growing steadily
          since 2003 and is on track to surpass the $61 billion annual level of ad spending for the
          first time in history by 2010.[4] Online advertising budgets, as displayed in Figure 1-6, are expected to continue to grow
          by close to 10% annually[5] worldwide to surpass $110 billion by 2015.[6]
[image: Online advertising budgets versus spending]

Figure 1-6. Online advertising budgets versus spending

For the most part, the purpose of these large investments is to drive as many
          consumers to a website or a landing page as possible. By the end of 2007, data from our
          ecommerce customers showed that 50% of online marketing budgets was spent on SEO. In 2008,
            spending on SEO increased to close to 60%.

Once Visitors Arrive, Convert



Many companies are making huge investments in their effort to drive as many consumers
          as they can to their websites. Yet, companies are discovering that it is not enough to
          drive visitors to their websites; it is just as critical, if not more so, to convert these
          visitors into actual consumers or leads. The concept of conversion is by no means a new
          idea. Print advertisers have discussed response rate and conversion ratios for years. Most
          direct mail campaigns convert at 1% or less.[7] Online conversion rates did not do a whole lot better. Data reported by
          Shop.org reflects a continuous decline in online conversion rates. In June 2007, the Fireclick Index reported an average ecommerce conversion rate of just 2.2%. Fireclick Index data shows an
          average conversion rate of 1.7% in August 2010.[8]
As a result, most firms are increasing their investment in conversion optimization. From our experience, the majority of
          Fortune 500 companies are allocating close to 5% of their online marketing budgets to
          conversion optimization efforts. Based on the current trends, we expect that by 2015 most
          companies will spend close to 15% of their online marketing budgets on conversion
          optimization, and the remaining 85% will be spent on other forms of online marketing (SEO,
          paid advertising, email, banner ads, etc.).
Tip

            DON’T FORGET!
          
	A lot of traffic does not necessarily translate into a lot of customers.

	Conversion optimization is crucial because it is not enough to just drive
                traffic to your website.







[2] http://www.acjournal.org/holdings/vol2/Iss3/articles/Online_Shopping.htm;
              http://www.docstoc.com/docs/7069364/ANALYZING-E-COMMERCE-GROWTH-FROM-THE-PERSPECTIVES-OF-INNOVATION-DIFFUSION

[3] 
              http://www.nytimes.com/1998/07/30/technology/security-fears-still-plague-cybershopping.html
            

[4] 
              http://www.bizreport.com/2010/06/forecast-by-2015-online-ads-to-surpass-110-billion.html#
            

[5] 
              http://www.comscore.com/Press_Events/Press_Releases/2010/8/comScore_Reports_Q2_2010_U.S._Retail_E-Commerce_Spending_Up_9_Percent_vs._Year_Ago
            

[6] 
              http://www.bizreport.com/2010/06/forecast-by-2015-online-ads-to-surpass-110-billion.html#
            

[7] 
              http://www.gaebler.com/Direct-Mail-Response-Rates.htm
            

[8] 
              http://index.fireclick.com/
            



Conversion Rates



Whether you are trying to measure the health of your website, the success of your paid
        advertising, or the ROI in an online marketing campaign, you’ll often discuss conversion
        rates. The term conversion rate has many definitions. For the purposes
        of this book, we define conversion rate as the percentage of visitors exposed to a campaign
        who take the desired action of that campaign. Since there are different goals and ways to
        measure conversion, this definition should be general enough to use with different
        media.
There are hundreds of millions of business websites, most of which fall into one of these categories:
	
            Ecommerce websites
          
	Mirror their physical store counterparts by offering products to their visitors. A
              conversion on an ecommerce store happens when a visitor places an order with the
                site.

	
            Lead generation websites
          
	Are not designed for consumers to place orders on them, but rather are designed to
              capture leads. The actual conversion process takes place offline. Many professional
              services firms such as consulting companies and law firms rely on their website to
              drive leads for their business. A conversion on a lead generation website takes place
              when a visitor successfully fills out a contact form and submits it online.

	
            Content-based websites
          
	Rely on publishing content to drive visitors to the site. Content sites usually
              sell advertising to generate revenue. A conversion on a content-based website is more
              difficult to quantify compared to a conversion on an ecommerce or lead generation
              website. These sites charge their advertisers based on the number of monthly views and
              visitors to the site. So, having more visitors or more page views will lead to higher
              advertising revenue. Thus, a conversion might take place when a visitor views more
              articles, spends more time on the site, visits the site regularly, or even subscribes
              to a newsletter.

	
            Brand websites
          
	Are designed to increase brand reach and awareness within a certain market.
              Although other types of websites can define measurable conversion goals, brand
              websites have vague notions of what a conversion is.

	
            Social media websites
          
	Are designed to help different audiences connect and communicate with each other.
              Examples of these websites include blogs, Facebook, and LinkedIn. Social websites
              introduce a new challenge in redefining what a conversion is within a social
                network.



Of course, a website does not always fit into a single mold. Although ecommerce
        companies sell products to customers, which is their main conversion goal, they still have
        other website conversion goals, such as increasing brand awareness or getting visitors to
        subscribe to a mailing list. A content website that relies on online advertising—such as an
        online magazine—might also sell paid subscriptions to access premium content on the
        site.
The discussion in the book will focus primarily on ecommerce and lead generation
        websites, although you can easily apply the same concepts to other kinds of websites.
Calculating Conversion Rates



The primary goal of an ecommerce website is to sell products to consumers. The
          conversion rate for an ecommerce website in a particular period is the total number of
          orders the site receives divided by the number of visitors to the site. If a website gets
          10,000 visitors in one month, and of those only 120 visitors place an order, the
          conversion rate for that site is 1.2%:
	Conversion rate = 120 / 10,000 = 1.2%

Of course, a conversion on an ecommerce website does not happen in one step; it is a
          multistep process. Let’s say you want to buy a copy of The Tipping
            Point, so you go online and search for the book in Google. Figure 1-7 shows the many search results for
          “The Tipping Point.” Data tells us that the first listing among organic results gets the
          highest number of clicks on a search results page, which is usually around 45%. Figure 1-8 shows “The Tipping Point” product
          page at Amazon.com, which you would land on if you click on the first search
          result.
Although product pages on an ecommerce website can have different goals, the main goal is to get
          visitors to click on the “add to cart” button. Of course, clicking on this button does not
          translate into a sale. Website visitors have many options after clicking on it. For
          example, they might get a phone call and forget about purchasing The Tipping
            Point. They might become distracted and navigate to other products. Or they
          might want the book enough to actually click on the “checkout” button to start the order.
          Of course, they still have to go through the different steps of the checkout process, with
          each step getting them closer to the final goal of placing an order. Only when a visitor
          clicks on the “Place your order” button in Figure 1-9, the final step in the Amazon.com
          checkout process, has Amazon.com secured an order and a conversion.
[image: Google search results for “The Tipping Point”]

Figure 1-7. Google search results for “The Tipping Point”

[image: “The Tipping Point” product page at Amazon.com]

Figure 1-8. “The Tipping Point” product page at Amazon.com

[image: The final step in the Amazon.com checkout process]

Figure 1-9. The final step in the Amazon.com checkout process

Figures Figure 1-7 through Figure 1-9 show a typical “order
            funnel” for many ecommerce web-sites. This funnel might start with visitors arriving at
          different pages (landing pages) in the website. Although an ecommerce website may or may
          not have full control over where a visitor lands initially on the site, it does have
          control over the design of the order funnel, such as the checkout process. Each step toward the final order
          page is a micro conversion. Small victories build toward the final,
          ultimate victory: a visitor placing an order, or a macro conversion.
          A macro conversion will only take place if the ecommerce store is able to convert the
          visitor at each micro conversion.
An online order funnel is very similar to a physical sales funnel. Think of a company
          that is looking to purchase an expensive piece of software. Evaluating the different
          software packages is similar to looking at a category page with different products listed
          in it. Narrowing the options to a particular software package mirrors looking at the
          product pages in an ecommerce store. Then there is the physical-world “checkout,” finally
          executing the agreement. The only time you reach a deal is when each step in the process
          successfully leads to the next step.
Tip

            DON’T FORGET!
          
A conversion rate is the percentage of visitors exposed to a campaign who take the
            desired action of that campaign.


Conversion Rate Averages



Online conversion rates have been on the decline since companies started tracking
          them. Although we used to talk to our clients about average site conversion rates of
          around 5%, these figures no longer hold true. Most websites struggle to convert visitors
          into clients, and the numbers aren’t improving. Table 1-2 shows the Fireclick Index average
          conversion rate based on the industry in June 2007 and June 2008. Most (though not all)
          categories report a decline in conversion rates.
Table 1-2. Fireclick Index average conversion rate by industry in June 2007 and June
            2008
	
                  Type of site

                	
                  Conversion rate in June 2007

                	
                  Conversion rate in June 2008

                
	
                  Catalog

                	
                  5.80%

                	
                  4.60%

                
	
                  Software

                	
                  3.90%

                	
                  3.30%

                
	
                  Fashion and Apparel

                	
                  2.30%

                	
                  2.20%

                
	
                  Specialty

                	
                  1.70%

                	
                  2.30%

                
	
                  Electronics

                	
                  0.50%

                	
                  0.70%

                
	
                  Outdoor and Sports

                	
                  0.40%

                	
                  2.40%

                



On the other end of the spectrum, some ecommerce sites report double-digit conversion
          rates. Table 1-3 shows the top converting
          ecommerce websites according to Nielsen’s MegaView Online Retail report in June 2007.[9] Next to each top converting website we included the industry averages as
          reported by the Fireclick Index.[10]
          Table 1-4 shows the top converting
          ecommerce websites according to Nielsen’s MegaView Online Retail report in March
            2010,[11] as well as the industry averages.[12]
Table 1-3. Top converting websites in June 2007 compared to industry averages
	
                  Type of site

                	
                  Conversion rate

                	
                  Industry average

                
	
                  Lane Bryant Catalog

                	
                  24.7%

                	
                  2.3%

                
	
                  QVC

                	
                  16.7%

                	
                  5.8%

                
	
                  Oriental Trading Company

                	
                  15.2%

                	
                  5.8%

                
	
                  Blair.com

                	
                  14.5%

                	
                  2.3%

                
	
                  Jessicalondon.com

                	
                  13.7%

                	
                  2.3%

                
	
                  Symantec

                	
                  13.5%

                	
                  3.9%

                
	
                  Roamans

                	
                  13.5%

                	
                  2.3%

                
	
                  The Sportsman’s Guide

                	
                  12.2%

                	
                  0.4%

                
	
                  Christianbook.com

                	
                  11.9%

                	
                  5.8%

                
	
                  Lillian Vernon

                	
                  11.8%

                	
                  1.7%

                



Table 1-4. Top converting websites in March 2010 compared to industry averages
	
                  Type of site

                	
                  Conversion rate

                	
                  Industry average

                
	
                  Schwan’s

                	
                  40.6%

                	
                  2.1%

                
	
                  Woman Within

                	
                  25.3%

                	
                  1.7%

                
	
                  Blair.com

                	
                  20.4%

                	
                  1.7%

                
	
                  1800petmeds.com

                	
                  17.7%

                	
                  2.1%

                
	
                  Vitacost.com

                	
                  16.4%

                	
                  2.1%

                
	
                  QVC

                	
                  16.0%

                	
                  5.2%

                
	
                  ProFlowers

                	
                  15.8%

                	
                  2.1%

                
	
                  Office Depot

                	
                  15.4%

                	
                  5.2%

                
	
                  Oriental Trading Company

                	
                  14.9%

                	
                  2.1%

                
	
                  Roamans

                	
                  14.4%

                	
                  1.7%

                



Although most online retailers are able to convert 2.3% of their visitors into
          customers, retailers such as Lane Bryant convert 24% of their visitors into customers.
          Yes, some online retailers are able to capture 10 times as much business compared to their
          competitors. Some even sustain that rate over years.
Tip

            DON’T FORGET!
          
Conversion optimization is ultimately about lost sales, helping you to get back some
            of the money you are leaving on the table.




[9] 
              http://www.internetretailer.com/2007/06/26/lane-bryant-catalog-site-tops-online-retailers-in-conversion-rat
            

[10] 
              http://index.fireclick.com/
            

[11] 
              http://www.marketingcharts.com/direct/top-10-online-retailers-by-conversion-rate-march-2010-12774/
            

[12] 
              http://index.fireclick.com/
            



What You Can Accomplish



Conversion optimization can bring a company a staggering increase in revenue. For many
        companies, conversion rate optimization translates into hundreds of thousands of dollars of
        additional revenue. For example, a client of ours that runs an ecommerce furniture store had
        annual sales of around $20 million. The initial three months of conversion optimization
        generated a 30% increase in online sales, which translated to around $600,000 in additional
        sales per month. With large numbers such as these, you may be wondering: why wouldn’t every
        company jump on the conversion optimization bandwagon?
Before we answer that question, let’s compare ecommerce conversion rates to those of the
        physical world. Although there is no published data on the average physical-store conversion rate, informal surveys show that most offline stores
        convert around 25% of their in-store traffic into actual purchases. When a store runs a
        large discount, those conversion rates shoot up even more significantly. Think back to Black
        Friday 2009. Even in a bad economy, thousands of customers waited in lines for hours in
        front of retail stores looking for good deals.
So, why are website operators content with low conversion rates? We’ve encountered three common reasons:
	
            Conversion data is difficult to track
          
	In the case of a standalone ecommerce website where the company does not operate a
              traditional physical store, calculating conversion is clear. The line is not so clear
              in the case of a mixed operation, where the company sells both offline and online.
              Many websites that have a physical-store presence report that offline retail sales
              increase as a result of their online advertising.
Research by Yahoo! and comScore shows that consumers who were exposed to online
              advertising are more likely to research products online and then to make their
              purchases offline.[13] And although more and more people are purchasing online, data shows there
              is a segment of visitors who are more comfortable completing a purchase offline. In
              that case, consumers complete the research online, but the actual purchase
              (conversion) takes place in the physical store.
So, although the reported online conversion rate is low, the overall conversion
              rate for the company is actually higher. The question of attributing offline sales to
              online visits presents a challenge that many companies continue to struggle
              with.

	
            Acquiring visitors costs money
          
	Acquiring website visitors, whether via organic search results or through paid
              advertising, used to be cheap. As a result, most ecommerce stores did not worry about
              their low conversion rates. This is no longer the case. Search engine optimization
              whereby a website ranks at the top of the natural search results requires more time,
              effort, and money today. Paid results requiring bids of between $3 and $5 per keyword
              are typical in most industries. It is not unheard of to pay more than $10 in certain
              competitive markets. As traffic gets more expensive, more website operators will look
              for ways to maximize ROI on the current traffic they are getting.

	
            The world of conversion optimization is mystical
          
	This is perhaps the biggest reason we have not seen a real
              push toward improving conversion rates in the past few years. Conversion optimization
              is a blend of science and art. It is the intersection of creative, marketing,
              and analytical disciplines. It would be easier to state that there is a simple formula
              you can apply to increase your conversion rate. And yes, there might be a few tweaks
              you can make here and there to quickly increase your conversion rate a bit. But it
              takes time and patience to move from a 2% to a 10% conversion rate.



Can You Really Achieve a Double-Digit Conversion Rate?



CEOs and VPs of marketing ask this question every day. Many of them have accepted low
          conversion rates as a fact of doing business online. They believe that achieving a
          double-digit conversion rate is farfetched, or even impossible. Some executives have not
          only accepted low conversion rates, but will argue that there is no way to increase sales
          conversion rates. Having helped hundreds of companies increase their sales, we know the
          possibilities are endless. The question is not whether you can achieve a double-digit
          conversion rate; the question is whether you are willing to do what it takes to achieve a
          double-digit conversion rate.
Expectations for conversion optimization results should be combined with
          realistic expectations regarding the amount of work required to achieve these results.
          Because many clients do not understand the investment and commitment required from their
          team, they give up too soon. Conversion rates won’t increase overnight. You must start by
          understanding the visitors you are trying to convert. You then have to create hypotheses
          about these visitors and why they interact the way they do with your website. Then you
          have to validate these hypotheses by making changes to your website and tracking the
          customer response. All of these steps require time, resources, and a financial commitment,
          which is why they must be done accurately and with great focus.

The Numbers Game



In the physical world, many executives believe sales is a numbers game. The more calls or appointments you book, the more sales you will
          generate. Let’s assume your sales force is able to convert 10% of their appointments into
          actual contracts. What would it take to generate more transactions? You shouldn’t discount
          the fact that making more calls and appointments, if the same averages hold, will
          translate into more transactions. But most experienced organizations understand the value
          of trying to convert more of their current pipeline into transactions. Developing new
          leads and making initial contacts with them is a lot more expensive than focusing on the
          current pipeline and increasing its output.
The same rules apply to the online world. Sales is both a numbers game and a quality
          game. You should figure out ways to increase the number of qualified companies or
          individuals entering your sales pipeline. It is even more important to increase the
          conversion rate of the current funnel. But which of the two is a better option? In the
          long run, much as in the physical world, the cost of acquiring new visitors to a website
          or a campaign is expensive. Converting more of your current funnel into actual paying
          clients typically costs less.
Conversion optimization puts your customers at the heart of the sales process and
          yields better results by following three main approaches:
	Determine current strong techniques that are working for your organization and
              enhance them.

	Discover weak points in your selling approach and replace them with better tactics
              that have worked for your particular market.

	Continue evaluating the sales funnel and test new elements to increase its
              conversion rate.



Over the long run, conversion optimization will generate more customers with the same
          investment in time and money.
CASE STUDY: Where Are Your Real Conversion Bottlenecks?
One of our clients is a large provider of desktop sharing software, and spends tens
            of thousands of dollars on pay-per-click (PPC) and banner ads to drive traffic to the
            landing page of its most popular software product.
This wasn’t enough, though. According to its vice president of marketing, the
            company’s landing page was “simply not converting.”
He was correct. For every 1,000 visitors who landed on the page, the company
            generated five orders. That page had a measly 0.5% conversion rate. The VP of marketing
            gave the optimization team one month to increase the conversion rate; otherwise, they’d
            have to stop spending money on advertising altogether. Our team was brought on board as
            a last-ditch effort to rectify the situation.
As the optimization team dug deeper into the page and different campaigns, they
            discovered that there were many issues with the way our client understood conversion.
            The first landing page we evaluated was very typical and did not allow visitors to place
            an order directly on the page. The page explained the software features and benefits,
            and presented the visitor with an option to place an order with a clearly marked “Start
            Your Service” button. Clicking on the button took the visitor through a three-step
            checkout process.
Focusing on a single landing page does not usually produce results. The Conversion
            Framework asks you to examine the full path, from the point a visitor lands on the site
            until the point the visitor successfully places an order. Since the client used the same
            checkout funnel for many other products, they did not want us to evaluate the funnel,
            and instead wanted our team to focus on the landing page.
When we examined the data more carefully, we discovered that the landing page
            visitors were actually clicking on the “Start Your Service” button more than we were
            told. Four percent of the landing page visitors clicked on the button to place an order
            for the service. As a micro conversion point, all the landing page could do was persuade
            visitors to move forward in the conversion funnel and start the checkout process. And
            although 4% was not great, it was doing a lot better than the 0.5% conversion rate the
            client’s team thought it did.
Of the visitors who clicked on the order button and started the checkout process,
            only 12.5% completed the checkout and placed an order with the client. The remaining
            87.5% were leaving the checkout process. As a result, the overall conversion rate for
            the campaign was 0.5% (12.5% * 4% = 0.5%).
Our team suggested examining the checkout process to determine why most visitors
            were not converting. The client, however, insisted that we focus our effort on
            optimizing the landing page itself. After one month of optimization, we were able to
            increase the landing page conversion (click-through) to the checkout process from 4% to
            14.88%.
Although that was a significant increase in the click-through rate, final orders
            were still not coming through. Most visitors continued to exit the checkout process. At
            that point, the client refocused on the checkout process. Completing checkout process
            optimization increased the overall conversion rate from 0.5% to 6.1%.




[13] 
                  http://www.comscore.com/Press_Events/Press_Releases/2007/07/Yahoo!_and_comScore_Online_Consumer_Study
                



Chapter 2. The Numbers Behind Your Website



UNDERSTANDING THE NUMBERS BEHIND YOUR WEBSITE is an
      important step toward conquering the conversion problem.
However, too many companies jump into conversion optimization without a real plan or a
      methodology to identify promising areas for optimization. A simplistic process won’t help you
      to understand why customers abandon the sales funnel.
A client recently came to us after working with another landing page optimization company.
      That company looked at conversion from a very linear perspective: pick a single landing page,
      test 32,000 different designs of that page, and one of these designs will be bound to convert
      better than the original. Predictably, that costly and time-consuming approach did not produce
      any results for the client. Who would have thought that none of the 32,000 combinations would
      beat the original design?
Conversion rate optimization takes a more sophisticated approach, requiring the following
      two elements:
	Identifying areas of the sales funnel that should be optimized

	Following a repeatable process to optimize these areas



Without these two elements, your optimization efforts are destined to fail. Regardless of
      the approach you follow, you will ultimately pick an area to optimize. The question becomes:
      what should you modify in that particular area or step? If your prospecting during the sales
      process is weak, what changes should you make to it to ensure that you are able to convert
      better? If you are looking for consistent results, your answers must move beyond the random
      guessing game of changing too many elements and hoping that one of the changes will increase
      conversions.
Macro Conversions



Most websites have more than one conversion goal. The primary goal of an ecommerce
        website is to capture orders. Forgetting other conversion possibilities, though, will hurt
        the ecommerce website in the long run. If you do not persuade a visitor to place an order
        during her first visit, getting her email address and sending her regular email promotions
        will increase the chances that she will come back to your website and eventually convert.
          Macro conversions refer to overall or ultimate conversions on a
        website. In contrast, micro conversions refer to the smaller steps or
        conversions a visitor must take to achieve a macro conversion.
Conversion optimization starts by pinpointing the conversion goals for your website. Typical conversion goals for an ecommerce
        website include:
	Capture visitors’ orders.

	Capture visitors’ email addresses.

	Allow visitors to download product manuals.

	Allow visitors to locate nearby stores.

	Allow visitors to create a registry or add to wish list.



A lead generation website might have some of the following conversion goals:
	Capture visitors’ information as sales leads.

	Allow visitors to call into a business.

	Allow visitors to download a white paper.



The next step is to identify a value for each of these conversions. It is easy to place
        a numerical value on a customer placing an order with an ecommerce website. But what is the
        value for getting an email address? If an ecommerce site allows visitors to use a store
        locator to find the store nearest to them, it is important to track the number of offline
        conversions that take place at the specific store compared to the number of leads sent to
        it. If within a 30-day period, 2,000 website visitors use the store locator functionality to
        find a store within a specific zip code, you should answer the following questions:
	How many of these visitors actually made it to the store?

	How many of those who visited the offline store actually ended up buying an
            item?

	What was the average order value these customers placed?



Some of these questions are more complicated to track than others, and they will all
        require some form of integrated online and offline system to find concrete numbers.
        Ultimately, your goal is to assign values to the different macro
        conversion goals on the site. Since these goals generally compete with each other, assigning
        values will help you find the right balance among them. Let’s take an example of a website
        that has two conversion goals. Conversion goal A has a $30 value. Conversion goal B has a $5
        value. Consider two different designs that lead to different conversion rates for these two
          goals:
	
                Conversion goal

              	
                Conversion rate for first design

              	
                Conversion rate for second design

              
	
                Goal A

              	
                0.18%

              	
                0.25%

              
	
                Goal B

              	
                0.80%

              	
                0.33%

              


Which design should we choose?
Assuming that each design receives 1,000 visitors, let’s calculate the financial value
        for each. For the first design:
	
                Conversion goal

              	
                Conversion rate for first design

              	
                Number of conversions

              	
                Value per conversion

              	
                Value of design

              
	
                Goal A

              	
                0.18%

              	
                1.8

              	
                $30

              	
                $54

              
	
                Goal B

              	
                0.80%

              	
                12

              	
                $5

              	
                $60

              


This calculation shows that the first design generates a total of $114.
For the second design:
	
                Conversion goal

              	
                Conversion rate for second design

              	
                Number of conversions

              	
                Value per conversion

              	
                Value of design

              
	
                Goal A

              	
                0.25%

              	
                2.5

              	
                $30

              	
                $75

              
	
                Goal B

              	
                0.50%

              	
                5

              	
                $5

              	
                $25

              


This calculation shows that the second design generates a total of $100. Based on the
        assumptions we stated, the first design will generate more value.
With a standalone landing page, such as a page designed to capture leads only, we
        recommend that you have one macro conversion goal for the page. Many clients struggle with this
        recommendation. Since visitors are landing on the page, these clients would like to take the
        opportunity to allow visitors to navigate to different services. This approach causes a
        lower overall conversion rate.





End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   
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Looking for UNIQUE German Flag Bedding

We have the Perfect Bedding for Youl

500+ German Flag Bedding Ensembles to fit your
unique bedroom!

Create Custom German Flag Bedding by uploading
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designs

Superior Quality Made in USA

320 Count Sateen Cotton
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German Flag Bedding Themes

Go Back To Bedding by Flag
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Senjay Gupta

Position: X-ray technologist
Temperament: Aggressive, Logical

Trigger Words: Satisfaction, Guarantee, Fast Delivery, Wide Selection
General Traits: Ambitious, likes to feel comfortable

Reason for purchase: comfort, right selection, confidence in the site.
Web knowledge: savvy

Candice Miller

Position: RN

Temperament: Caring

Trigger Words: Free Shipping, Recommended by, Guaranteed.
Generaltraits: organized, likes coordinates, is comforted by testimonials.
Reason for purchase: wide selection, quality, recommendedsite by others.
Web knowledge: Only uses web for email and hospital purposes.

Clarissa Dubb

Position: Student

Temperament: Impulsive

Trigger words: fashion, wide selection, prints, low pricing, Just arrived.
Generaltraits: looks for a bargain, loves fashionable new styles.

Web knowledge: involved in social media.
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HOME > News =)

GolGlubs
30 y0u love to goif an youte searching for Some new clubs, eh? Look no further! Golf Gear Review's
Selection of n-depth and user subrmitied club reviews will elp you familiarize yourself with some ofthe top
names n golf, and what olks Just ke you think about their clubs. Shopping or-ine for Goifclubs is an easy
and rewaring experience. Where else can you find the best selection and prices for clubs, all atyour golf-
happy fingertips?

GGR features revisws of golf clubs from neatly svery manufactursr out there. Some of the companies that we
have reviews on include:

Acer, Adams, Advanced Golf Technology, Aldila, Alien, Alpha Clubs, Ashton, Aurora, Bag Boy, Bang, Beast, Ben
Hogan, Billy Club, Brady Boy, Burrows, Butler, Callaway, Cleveland, Cobra, Confidence, Cooperstown, Cougar,
€86, Cyclone, Datrek Clubs, Dunlop, Dunnoy, Dupont, Dynacrafl, Dynarnic, Feel, Founders Club, Fujikura
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CLARK

PEST CONTROL !

We Need You!

Call Now 1-877-918-9988

Locations | Abous Clack | s-Schedule |Careers | Contact Us | Coupons | Customer Care

Clark Pest Control

For your convenience, call
877-918-9988

or we will contact you!

Why Should Clark Pest Control handle your pest problems?
We're More Than Pest Control.

[Name We are your one-stop shop for home and garden pest solutions! We offer Free inspections including
evaluations for our Lawn and Garden, weed control, Termite and Pest Control services, even Structural
one Fumigation! Whether you need Termite damage repairs, Weed Control or Remodeling and Contracting service,

loase Gall e ]| Cark Pest Control offers a variety of Pest Away® services that will take care of you and your family.

Our year-round Pest-Away® service includes a thorough inspection of your home and property, identify

conducive conditions and areas of current infestation, followed by customized treatments to address the

current and future pest problems. This customized, Integrated Pest Management (IPM) approach allows Clark

Pest Contrl’s highiy-trained and icensed servios techniian to reate 2 pest-free sanciuary in and around your
ome.

We are here whenever you need us! Our customer service is available 6AM - 8PM Monday - Friday, Saturday -
‘Sunday 8AM - SPM. We provide same-day solutions, Saturday appointments and our Online Scheduiing is
available 24 hours a day.

We care about your family’s heaith and safety and the environment! We provide a smarter approach and
softer solutions for all of your pest and termite control needs. You wil feel good about your Clark Pest Control
service.

(COMMON PEST INFORMATION ARE YOU AT RISK?
Want to know about the pests in your home? Green tips for your pest control

'SPIDERS IN YOUR HOME? TERMITES IN YOUR HOME?

While 3 beneficial pest, spiders can be a ‘You probably won't see them! Termites stay
nuisance in your home and can inflict painful, hidden from view when foraging. Learn more
sometimes dangerous bites. about Clark's programs to protect your home!

" recentmiocrosts
pest Control blog 9/5/10 Clark at the 2010 Best of the . 8/16/10 Clark Pest Control holds free ...

9/3/10 Visit Clark at Best of the Wes 8/10/10 San Diego - Clark wins divisio...
3 Become Clark pest Fan 8/26/10 Bed Bugs Causing Problems In s... 8/2/10 San Diego - The 30th Annual Sa...

Follow us on Twitter

Q [Clark Pest Control

We guarantee 100% satisfaction on every service we perform

Same-Day Solutions, Call Now 1-877-918-9988

Request\Your | Get Free | [schedulefservice™ [eayivoursill NN [Meostiand/Read B
Free Tnspection Expert Advice Oniine. ‘Oniine Customer Reviews
‘Clark Poss Controf's TV Commarcials | Commercial Past Contol | Site Mag | Affistons | Construction | Brivacy Policy | Schoo! Best Control

it s Chl et ool s e e et o
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Massage Supplies
Massage Tables

Massage Table Packages
Massage Chairs
Stationary Massage Tables
Massage Ol and Lotion
Massage Bolsters
ccessories

Day Spa Equipment
Spa & Salon Tables
Facial Steamers

Facial Machines

Hat Tawel Cabis
Magnifying Lamps

Facial Trolley Tables
Stools-Roling & Folding
Facial Beds & Tables
waxing Supplies

UV Sterilizers & Autaclave
vichy Showers

Exam Treatment Tables
Equipment Financing

Massage Tools

 viEw caRT

search

Location -> Home > lext Page

Massage table opti

ns to consider before purchasing your table:

1. Table Width:
Hany people think thay should purchase the uidest table availsble, but there are several factors
to consider when deciding on the width of your table. Ease of accass, comfort for your dlient,
comfort for you 35 the therspist, and portability are ail things that nesd to be considered when
making your purchasing dedision,

Generally spasking, the namauer massage tables will offer you the mast accas: to your dients,
patients, and sthistes, 32 nell as rester portability. Wider tables d affer = laraer wark surface
nd incraasd comfort for your dint. Howaver, If your tabl is too wide, you may have difficlty
reaching your dient effactivaly. This can bacome tresome and difficlt on your body over
period of time. The tabla below is 3 general guidelin to halp chooss 3 table width that’s right for
your size,

The table below is 3 general quideline to help choose 3 table width that's right for your size,

[ Therapist Height I Table Width |
[ 54" or shorter I o wider than 29" |
[ 54" 10510 I 27" ta 31" in width |
[ 510" o taller I 27" t0 33" in width |

For most general weliness massage choose a 23" - 30" width depending on your size and the
cize of your clients, Most tables come in a standard width: howsver Oakworks, Earthiite, Custom.
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Select Checkout Method

Returning Gustomers

Sign in far faster checkout and to earn paints an your
purchases if you are a Reward Zane® program member.

E-Mail Address uida(e e-mail sddrecs

Password

—

Forgot your password?

New Customers
You do not need to create an account
to place an order. Just click Checkout As
Guest to cantinue.

Reward Zone® program members: Create
an account to eam points on your order.

‘CHECKOUT AS GUEST >
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Your Payment Information

How would you like to pay for your items?

(eheck preferred method)

Buy Fast. Fes! Secure. ©
What iz BilMsLatec82

Ssve bme. Pay zecursly using your stored payment informsticn.
) Wt credit card, bank account. or your PayPal account balance.

€0 Pay by phone, tax o mat.
Sales/Promotion Code:.
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E-mail Subscriptions > Browse E-mail Subscriptions

Amazon
& DELIVERS

Browse E-mail Subscriptions

Name Frequency

41 Amazon Video on Demand

4] Amazon Windowshop Subscribe for the latest updates and lose yourself in new
releases, Amazon editors' picks, and bestsellers in music,
books, movies, and more.

4] Amazon.com Podeasts The best of Amazon.com via podcast

] Baby

4] Beauty

=+l Blogs Get a daily digest with the latest posts from your favorite
Amazon blog

) Books

| Clothing & Accessories

] Deals Deals from across Amazon, including the Deal of the Day
New Deals. Every Day.

+] Digital Text Digital Text platform, hardware, and content

+ DVD
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Download Latest Gartner Report on Unified Communications

Get Latest Gartner Report on Ul

Comprehensive UC Analysis and Top 11 Vendor Comparison Communications

‘Are you Ioaking for the right Unified Communication

e o amvemgermes o vt @rtner.
® Last Name*:

for one at your company? Then you need to read
Gartner's MarketScope on Unified Communications Email Address®

This newly released repart provide a wealth of information around best in breed Unified Busitess Phone 1
Communication systems. Research includes interviews with customers and resellers, and
provides valuahle insight for the decision-making process |:|

Company:
Download this free Gartner MarketScope report to learm cy:
+ The outiook for the UC market Stoteor Provineer
+ Criteria you need ta include in your evaluation of UC solutions Courtry — Select Cauntry - v,
* Gartner's independent evaluation of the top 11 UC vendors T S

Purchase Tineframe: - Select When -~ v

Read My Report Now:
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voip telephone comparison

‘About 671,000 results (026 seconds)

Small Business PBX
e cudatel com  Barracuda Networks does it again! No per user fees. Free Evaluations

VolP Comparison Report

ShoreTel com/Gartner-VolP-Report  Free Gartner Report: Compare Top 11 Business VolP Systers. With Ratings

Avaya IP Telephones
wuw Avayacom  Explore Avaya Phones & Softphones Free True Cost of VOIP White Paper!

VolP | voipreview org

With dozens of broadband phone plans offered by providers like TP, Jive, Nextiva, and more,
we let you compare VolP providers and find the best broadband ...

VolP Speed Test - Business VolP - Residertial Vol

weaw voipreview.org! - Cached - Similar

Compare Residential VoIP Providers | voipreview.org

Cormpare VoIP senice providers and digital phone senice plans by reading reviews and
ratings of residential VoIP companies.

e Voipreview org/senice all2 aspx - Cached - Sirmilar

VolIP Phone Service Providers | WhichYolP

Sirmply request a FREE, no obligation VolP quote and start saving maney on your business
telephony bills. Altematively check our comparison page to compare ...

ww whichvoip. corn/ - Cached - Similar

VolP | MyVoipProvider com

Our sole aim is to be the VolP and broadband phone consumer guide and best Internet
phone comparison specialist in the world. You can be rest assured that ...

e myvoipprovider.corn/ - Cached - Similar

VolIP: VolIP Providers: Compare Packet8, VoIP Com, Phone Power VolP ..

Sponsored inks.

Compare Voip Providers
Cormpare Prices, Features & more.
Over 200 VoIP Providers to compare
VoipReview. org

Thinking Business VolP 2
Before Deciding, Get a Reality
Check... 7 Biggest Mistakes |

Aptela com

Top 10 VolP Reviews
VoIP User Reviews

Of Top VoIP Providers
wiw VoIP Comparisons. net

|P Phones

Top Rated Phone Syster. Outlook
Integration & Unlirited Extensions.
PEBXtra Fonality com

Compare Phone Systems
Easily Compare Vendors & Prices
Our Free Guide is a Must Read!
ww comparebusinessphones. com

ATET™ Official Site

DVR, HD Channels & $300 Back!
The Complete Entertainment Package
att com/Unverse

Detroit, MI
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Dear Khald.

In reviewing your account our records show that your order was shipped on June 4, 2010. Your UPS tracking number is
1Z69F7970170482172. Please note that you can also track your order by logging into our website under Track My Orders, using your email
address and invoice number. This will allow you to not only retrieve your tracking number, but also track your order directly from the UPS
website as well

We also apologize for the inconvenience and the delay of your order. Due to the delay, we will request a store credit in the amount of
$123.69, which is the difference between Next Day Air and 2nd Day Air since the order is amiving one business past the expected delivery
date of June 4. 2010.
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Dickies 10106 Unisex
v-Neck Scrub Top  Colors:

Remove [}] Size: XS

Chocolate -
CHC

PROMOTIONAL SAVINGS

If you've received a Metro Uniforms promation cade you
wauld like to use for this order enter it below

Enter

* nly 1 coupon cada may be used per ordsr
* Frea Shipping is only vaild for the 48 contiguous United States
(HI 8 AK residants, contact Customer Sarvice)

ON PURCHASES OF $50+

G

Use Code: FSHP

Price x Quantity Actions
so9x[1 -$8.99
Edit options (3]
Update (5]

SUBTOTAL: $9.73
Est. Shipping Cost:  $9.46
ToTAl $19.19
Including:
T $074

Shop With Confidence

Need Help?
Contact Us Today
or Call 1-877-463-8864

Your Privacy Is
Important To Us!

ayPal
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| Need To.

IRS wants to help you accomplish what you came to IRS.gov to do, o we provide easy access to some of the most common tasks you

may need to camplete:

Find Tax Forms and Publications
Access and acquire tax products in both electronic and
print media

Check on by Refund

Checkthe status ofyour refund online afer 72 hours if
you e-fled or 3-4 wesks ifyou mailed your return.
Change Wy Mailing Address

Find out how to notiy the IRS that you have changed your
mailing address.

Geta Copy of

il of Contact the IRS
Find out how to contact us. To serve you best, we have established several
cnmachms tailored to serve specific purposes

SetUpa it Adreer
Setarmine fyout lile and pply o an online paymertinstaiment
agreementifyou have a tax iability you can' completely pay today

Link and Learn Taxes

Take online training for pariners and volunteers to provide qualiy tax return
preparation senvices intheir local communities.

Access e-Services for Tax Professionals
Register as an approved IRS business parner (z.0., e-fiing tax
professionals) and conduct business electronically with the IRS.
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