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Make  Your Online 
Advertising

Pay Off 



What	Does	The	Content	Spectrum	Look	Like?

(1)	Journalism/Reportorial: designed	to	inform -- based	on	verifiable	facts	and	data	with	statements	by	or	
attributed	to	credible	sources.
(2)	Public	relations:	Should	inform/persuade in	a	manner	that	is	good	journalism	from	a	client's	
standpoint.	To	be	credible,	superlatives	and	congratulatory	language	must	be	tied	to	verifiable	facts	and	
data	with	statements	by	or	attributed	to	credible	sources.
(3)	Editorial	advocacy/opinion	pieces: designed	to	persuade. To	be	credible,	expressed	opinions	must	be	
based	on	verifiable	facts	and	data	with	statements	by	or	attributed	to	credible	sources.
(4)	Native	advertising: designed	to	sell	and/or	persuade but	presented	in	an	editorial/reportorial	format.
(5)	Graphic	advertising: designed	to	sell.



The	Content	Spectrum	&	Credibility
• The	elements	of	getting	effective	readership,	reaction,	and	response	
for	your	content	-- regardless	of	whether	it	is	journalism	or	advertising	
-- are	basically	the	same.	
• The	implementation of	those	elements	varies	depending	upon	where	
your	message	fits	in	the	journalism	->	advertising	spectrum.
• Credibility is	earned	by	a	combination	of:

1. Extent	of	"Sell.“
2. Implied	third-party	verification
3. Relevant	expert	status	of	the	third-party.

• Given	intentions,	format,	content	and	other	considerations,	those	five	
categories	are	moving	targets,	analog	sliders	along	a	scale	with	no	firm	
digital	landmarks.



1. Be	specific	about	what	you	want: Branding/Image?	Sales	
leads?	Direct	sales?

2. First	Do	No	Harm:	(To	yourself	or	your	customers)	-- Don't	
annoy,	offend,	or	endanger.

3. Know	your	customer	(targeting): Narrowcast	for	best	
results.	What	specifically	motivates	them?	What	do	you	
have	that	will	help	their	business?	What	can	you	offer	to	
help	the	ad	viewer	keep	or	advance	their	jobs	or	position	in	
life?

4. Make	an	offer	that	matters: “What’s	in	it	for	me?”
5. Select	your	media	to	fit: Go	where	your	customers	are.	

Once	you	know	your	customer,	select	your	venue	to	reach	
those	people



10	Primary	Rules	For	Effective	Advertising	6-10
6.	Be	visually	eye-catching: Context	matters.	Shape.	Size.	Context.	
Position.	Color	choice	has	meaning	and	motivational	content.	
Remember	to	be	practical:	Beauty	and	awesome	design	often	fail	
when	they	fail	at	the	other	rules.	Use	your	purchased	pixels	
creatively	- make	something	that	does	not	look	like	a	typical	
banner.
7.	Issue	a	call	to	action: Get	your	clicks.
8.	Convert	&	sell:	Your	ad	is	a	content	link.	Links	should	go	to	a	
landing	page	that	specifically	pays	off	on	the	offer.
9.	Rinse	and	repeat:	Change	often	to	avoid	banner	blindness.
10	Monitor	results: Click-throughs and	conversions.	Be	agile	and	
fast.



Targeting:	You	can't	sell	to	a	crowd.
• No	matter	how	loud	you	yell	at	a	crowd,	you	reach	damn	few.	And	the	bigger	the	
subscriber	or	user	base	of	any	medium	you	choose,	the	more	you	will	pay	per	
faceless	head.	You	always	lose	when	you	try	to	be	all	things	to	all	people.
• But	you	CAN	be	many	specific	things	to	a	number	of	specific	target	customers.
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Narrowcasting:	Get	A	Look	At	The	Faces

Image	copyright:	Kurhan /	123RF	Stock	Photo



Put	A	Face	To	Your	Prospect



First	decision?	Approval?	The	Ultimate	Decision?

Answer	the	#1	question	in	THEIR heads:	“What's	in	it	for	me?"



Target	ALL The	Right	People
• In	order	to	buy	your	product	or	service,	people	must	have	the	
ability to	do	so.	That	includes	authority	and	financial	resources.	
• For	example,	a	product	sale	may	need	to	clear	a	technology,	
production,	or	other	primary	middle-management	hurdle.
•But,	depending	on	the	expense	involved,	it	will	probably	be	a	
business	sale	as	well.	
•Owners	and	upper-management	execs	can	have	other	"what's	
in	it	for	me"	triggers	you	will	need	to	pull	for	success.	And	
remember	that	your	primary	prospect	may	not	have	the	ability	
to	sell	you	to	upper	management.



Motivation,	Ease,	
Ability	All	Affect	

Behavior



Sell	By	
Informing,	

Not	
Selling.

Maintain	Focus	on	
Them

• Your	customer	does	
not	care	when	you	
shout	about	NEW,	or	
FIRST	or	BEST	or	
AWARD	WINNING!

• Those	are	boasts	
about	YOU.	They	
care	about	"what's	
in	it	for	ME?”



"What's	in	it	for	ME?"	… Doesn’t	Apply	To	YOU.
Advertising	is	about	prompting	a	desired	behavior: buying	your	
product	or	services.
• Success	has	less	to	do	with	your	product	and	more	to	do	with	
your	customer's	primary	motivation:	"What's	in	it	for	me?"
•Advertising	is	not about	you.	It's	not about	your	company,	your	
boss,	your	awesome	cool	product	or	service	or	some	mind-
blowing	campaign.	Nothing	works	unless	it's	all	about	your	
customer.
•And	to	be	all	about	your	customer,	you	need	to	step	inside	your	
target	customer’s	head.



To	find	out	what	customers	want,	you	must...LISTEN

• Feedback	from	your	sales	people:	Make	sure	they	know	to	pass	
customer	needs	to	help	with	advertising.

• Trade	shows:	Listen,	ask	questions	...	find	out	about	the	person	
and	they	will	tell	you	their	needs.	Put	on	a	hard	sell	and	they're	
gone.	

• Seminars
• Industry	receptions
• Lunch/coffee	meetings
• LinkedIn/Twitter
• Articles	they	have	written/speeches	made/quotes		in	industry	
publications



• Read	the	publications	your	target	customers	read.	Absorb	and	take	
notes	on	their	problems,	needs,	expressed	wishes,	opinions	of	
shortcomings	in	existing	products	and	services.	Absorb	those	articles	
and	make	lists	of	how	your	products	and	services	can	address	those.
• Listen	before	you	sell.	People	want	to	have	their	needs	met.	This	
means	they	want	to	be	heard,	informed.	Not	sold.	The	best	selling	is	
the	offer	of	a	solution	to	a	problem	they	have	told	you	about.
• Listen	honestly	and	intently	to	hear	the	meaning.	In	one	ear	and	out	
the	other	is	a	waste	of	time.
• Hear	accurately:	Paraphrase	what	you	hear	and	ask	if	that	is	correct.

How	should	you...LISTEN?



After	listening	…UNDERSTAND
No	one	is	going	top	click	on	your	ad	out	of	the	goodness	
of	their	heart.	You	must	make	them	WANT	to	click	on	it	
üGetting	a	promotion
üMore	sales
üRecognition
üAvoiding	disaster
üSaving	money
üFinding	a	
better/faster	way	to	
do	something

üGetting	a	promotion
üMore	sales
üRecognition
üAvoiding	disaster
üSaving	money
üFinding	a	
better/faster	way	to	
do	something

Find	the	TOP	need/want	&	marry	that	to	your	TOP	strength.



•Make	listening	a	company	policy.	Require	others	to	do	the	
same.
•Collaborate,	take	notes.
•Distill the	notes	into	customer	needs	that	your	company	can	
satisfy:	These	solutions	are	your	selling	points.
•Prioritize the	need/solution	combination.

After	understanding...ACT



How	To	Make	
"What's	In	It	

For	Me?"	Work	
For	You

• Both	of	these	ads	are	very	
well	done	… but	with	minor	
tweaks	could	be	even	better



Make	people	hate	you.	Use	these	ads.



Annoy	+	Penalize	=	Ad	Blockers	make	you	disappear



Remember	3/53



Just	a	100-millisecond	delay	in	load	time	
hurts	conversion	rates	by	up	to	7%
• Mobile	has	the	traffic	(browse,	price	check),	but	desktop	rules	in	conversions	(buy).

• Both	important	and	you	lose	if	page	load	is	so	slow	they	bounce.



Delays	Kill	Conversion	Rates



Optimal	load	time	for	conversions



The	$13-Billion-Dollar	Second
Tiny	Delays	Can	Sabotage	Online	Revenues

• Amazon’s	$1	Billion-Dollar	Second
üAmazon	found	that	slowing	page	load	by	just	100	milliseconds	(1/10	of	a	
second)	resulted	in	a	1%	decrease	in	sales.	With	2015	net	sales	of	$107	
billion,	a	delay	of	that	magnitude	would	have	cost	it	more	than	$1	billion.

• Google’s	$13	Billion	Dollar	Half	Second
üAn	internal	Google	study	discovered	that	a	half-second	decrease	in	a	
10-result	page	(loading	in	0.4	seconds)	to	a	30-result	page	loading	in	(0.9	
seconds)	decreased	traffic	and	ad	revenues	by	20%.

üGiven	Google’s	2015	ad	revenues	of	$67.39	billion,	a	20%	slowdown	for	
a	whole	second	would	have	cost	it	approximately	$13.48	billion	for	FY	
2015.

• The	Cost	of	Mobile	Ads	on	50	News	Websites



Millennials Gung-Ho	On	Ad	Blockers



Reckless	Endangerment:	Malvertising
• Why	should	you	care?	If	you	advertise	in	places	that	
allow	malvertising,	you	are	needlessly	putting	your	
customers	at	risk.	Even	if	it	is	not	your	ad	that	nails	
them,	you	may	be	blamed.
• How	Malvertising works:	From	Cyphort SlideShare	deck
• A	sample	of Malvertising headlines	Illustrates	an	
inherent	danger	of	large	corporate	advertising	servers

• Yahoo,	MSN Struck	by	Advanced	Malvertising
Campaign

• Major	sites	including	New	York	Times,	AOL,	the	
NFL and	BBC hit	by	'ransomware'	malvertising

• Google	DoubleClick Network	Hit	With	More	
Malvertising

• Forbes forces	readers	to	turn	off	ad	blockers,	
promptly	serves	malware

• Hackers	spread	malware	via	Yahoo ads
• Google	Ads	Allow	Malware	on	HuffPo
• Pair	of	ad	fraud	campaigns	linked	to	defacement	

attacks	by	Indonesian	hackers
• Malvertising campaign	leads	to	DoubleClick	ad	

fraud
• How	Forbes	inadvertently	proved	the	anti-

malware	value	of	ad	blockers
• Google’s	DoubleClick	ad	network	abused	once	

again	in	malvertising attacks
• Google's	Doubleclick ad	servers	exposed	millions	

of	computers	to	malware
• Google's	DoubleClick	by	ad	networks,	malware	

could	have	hit	many.



Advertising	Malware	On	The	Rise
• Nearly	1	million	new	malware	threats	released	every	day





Another	good	reason	to	avoid	ad	servers



Desktop	Dominates	Business	Hours



Mobile	growing,	but	desktop	dominates	
business	hours	&	purchase	decisions



Go	Where	Your	Customers	Want To	Hang	Out
• Place	your	ad	where	your	where	your	customers	LIKE to	go.
o Avoid	slow-loading	sites	with	obnoxious	Flash,	auto-running	video,	
potential	malware	ads,	other	technologies	they	hate.

• Know	the	position	where	your	ad	will	appear.	
oDo	not	buy	an	ad	unless	you	know	the	exact	real	estate	you	are	
buying.

• Beware	of	big	industrial	ad	servers.
oUntargeted
oExpensive
oNo	guaranteed	position
oMalware	potential



Targeting	(2):	Industry	Websites	&	News	Stories	Are	
Top	Purchase	Drivers	for	B2B	Buyers

Source:	GlobalWebIndex.Com



Execution	- Ad	Design

• Context	matters: Design	your	ad	to	be	distinctive	from	your	ad	and	
editorial	neighbors.	That	means	guaranteed	position
•Make	an	offer	that	matters	to	your	customer:	“What’s	in	it	for	me?”
• Be	visually	eye-catching: Color	choice	has	meaning	and	motivational	
content.	
• Be	practical:	Results	matter	more	than	a	design	award.	Beauty	and	
awesome	design	often	fail	when	they	fail	at	the	other	rules.	
• Be	creative	in	a	practical	way:	Use	your	purchased	pixels	creatively	–
make	something	that	does	not	look	like	a	typical	banner.
• Issue	a	call	to	action.
• Pay	off:	Your	ad	link	should	go	to	a	landing	page	that	backs	up	the	offer.
• Rinse	&	Repeat: Change	often	to	avoid	banner	blindness.



• Just	as	in	real	estate,	location,	
location,	location,	location
matters	for	a	web	page.

• Squint	or	defocus	your	eyes	a	bit	
and	focus	only	on	the	red	heatmap	
areas	and	you	will	see	an	"F"	shape	
indicating	a	falloff	of	interest	as	
the	person	scanned	down	the	
page.	

• The	"F"	shape	was	disrupted	in	the	
middle	image	because	the	eye	was	
attracted	by	an	image.	Relevant	
pictures	and	especially	human	
faces	(see	next	image)	can	be	used	
to	disrupt	the	"F" pattern	and	
direct	attention	in	a	purposeful	
manner.

• Source:	Nielsen-Norman	Group:	F-Shaped	
Pattern	For	Reading	Web	Content

Where	The	F	On	A	Page	Or	Screen	Do	You	Want	Your	
Content	(Advertisement)	To	Appear?



Faces	are	important	eye	attractors	and	will	usually	
disrupt	the	"F"	pattern

Additional	resources:
• F-Shaped	Pattern	For	Reading	Web	Content

• NN-Client	List	(Partial)

• About	NN/g



Landing	Page	Design	- A	great	offer	has	to	
pay	off	IMMEDIATELY	otherwise,	you	get	

clicks	but	not	lots	of	conversions

• You	need	to	pay	off	better	for	people	who	click	through to	the	sign-up	
page.	Rather	than	a	single	landing	page	for	all	links	and	banners,	it	
would	be	better	to	“pay	off”	by	playing	off	the	ad	text.
• This	means	having	a	bit	of	specific	content	that	connects	to	the	offer	
…	and	adds	a	bit	more	reason	that	some	one	who	was	interested	in	
that	headline	should	register.



Landing	Page	Design	- A	great	offer	has	to	
pay	off	IMMEDIATELY



• To	the	right,	is	the	top	of	a	
lengthy	landing	page.	The	
word	"pass"	is	nowhere	to	be	
found.

• People	need	to	be	directed.	
They	are	looking	for	directions	
and	the	direction	keyword	is	
“pass."

• Many	visitors	will	be	pissed	
and	punt.	The	email	sold	them	
"pass"	and	they	are	not	
looking	for	tickets	or	
registration.	In	reality,	this	will	
turn	out	to	be	free.	But	will	
you	hang	on	to	them	long	
enough?

A	great	offer	has	to	pay	off	IMMEDIATELY



• The	unusually	motivated	
might	spend	more	than	
1.5	seconds	(but	you	
canNOT count	on	it).
• If	they	hang	around,	they	
might	click	on	the	tickets	
button	and	get	a	pop-up	
(which	many	browsers	
block	by	default)	shown	
to	the	right.

A	great	offer	has	to	pay	off	IMMEDIATELY



A	great	offer	has	to	pay	off	IMMEDIATELY

Additional	Resource:
• Is	Eventbrite	Helping	Or	Hurting	Your	

Workshop	Attendance?



This	is	the	ad	that	stands	out



Remake	for	visibility	&	
payoff	+	conversion



Payoff!



1. Rob	McMillan		knew	what	his	audience	was	immensely	interested	in.
2. Shaped	a	shortchanged	but	powerful	headline	that	was	impossible	to	ignore
3. Paid	off	on	the	headline	by:
• Offering	a	strong	up-front	chart	(pictures	speak	louder	…)
• Paid	off	on	the	headline	and	followed	up	on	the	chart	with	tightly	written	and	information-
packed	analysis	and	more	charts.

4. 1-3	got	immediate	first-day	response.
5. All	of	that	combined	prompted	people	to	share	which	is	why,	on	the	second	

day,	Wine	Industry	Insight	was	pushed	into	#2	by	Facebook

This	Is	How	You	Get	Clicks	For	Content	-1



Restaurant	Wine	Sales	Collapsing	for	Small	Wineries

• It's	more	about	the	value	of	having	
compelling	content	aimed	specifically	
at	your	target	audience	and	a	solid,	
concise,	clearly	written	headline.

• I	am	forever	trying	to	get	this	across	to	
PR	folk	and	other	content	creators.

Get	Your	Clicks	- 2



Get	Your	Clicks	- 3



Eyes	&	Faces	Attract	
Attention	-1	



• Faces	dominate	eye	
tracking	even	with	a	
boring	staff	page

Eyes	&	Faces	Attract	
Attention	-2	



• Even	if	the	
faces	are	not	
human.	(The	
eyes	have	it.)

Eyes	&	Faces	
Attract	

Attention	-3	



• Example	of	a	
really	good	
ad:

Eyes	&	Faces	
Attract	

Attention	- 4	



Formatting	Text	For	Landing	Pages

• Make	sure	to	connect	
the	ad	to	the	landing	
page.	Use	the	same	
trigger	words	and	
perhaps	a	smaller	
version	of	a	relevant	
graphic.	The	page	
should	pay	off	by	
fulfilling	the	offer	or	
expectation	created	
by	the	ad.



Formatting	Text	For	Landing	Pages



Summary
• Use	Sections,	Headings,	and	Subheadings.
• Sections	and	headings	are	probably	the	best	ways	for	information	designers	to	
direct	the	user.	Headings	denote	the	topic	as	well	as	the	priority	of	the	content	
on	a	page.
• The	better	websites	break	content	into	chunks	that	are	easily	discerned	with	just	
a	look	or	even	peripherally.	White	space,	color,	borders,	compacting	text	into	a	
visual	family	or	section	are	all	good	ways	to	indicate	one	body	of	related	
information.

Formatting	Text	For	Landing	Pages
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Be	creative	with	your	space



Ad	Images- Good	&	Bad



Ad	Images- Good	&	Bad



Color!



• Use	color	to	stand	out	and	attract	attention

Color!



• Color	use	determines	who	gets	the	
most	attention	here

Color!



The	Emotions	of	Color



Which	ad	
stands	out	
on	this	
page?



Contact	Information

Lewis	Perdue
811	W.	Napa	St.,	Suite	G

Sonoma,	CA	95476
Twitter:	@vinoindustry

• lewis.perdue@wineindustryinsight.com
• http://wineindustryinsight.com
• Download	this	PowerPoint	at:	http://lewisperdue.com/archives/4842


