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Introduction

WELCOME

Welcome to the Yahoo! Search Marketing Advertiser Workbook. This comprehensive guide
will introduce you to everything you need to know to get the most out of your Yahoo! Search
Marketing account. Think of this as your “owner’s manual.” It contains a lot of information in
fine detail, so you'll probably want to read it once for an overview, and then refer back to it
again and again in the future.

Each chapter includes exercises to help you fully understand the information and apply it to
your own business, as well as action items that act as a checklist for what to do with that
information. In addition, we have provided a glossary at the end of the workbook. Words
included in the glossary are shown in italics.

This workbook will help you to:

Build a set of relevant keywords

e Develop better search listings

e Track your results

e Bid more effectively

e Manage your account more easily

e Form a marketing strategy

XGAMING CASE STUDY

XGaming, a company that develops, manufactures and markets high-end electronic
gaming products for serious video gamers, is a long-time advertiser that has made
Yahoo! Search Marketing an integral part of its online marketing efforts. In 2003, the
company was selected as the first participant in Yahoo! Search Marketing’s
Advertiser Makeover program with the desire to expand its online business.

Throughout the Workbook, look for examples of how Yahoo! Search Marketing has
improved results for XGaming.
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OVERVIEW OF YAHOO! SEARCH MARKETING’S PRODUCTS

Yahoo! Search Marketing is a global leader in commercial search services on the Internet,
providing new and more powerful ways for businesses and customers to connect online. In
fact, our advertisers can reach over 80% of active Internet users.” To facilitate this reach,
Yahoo! Search Marketing offers a full suite of Internet search products and search-related
services. In addition, Yahoo! Small Business offers a number of related services, including web
hosting, domain registration, ecommerce solutions and more.

In This Section:

e Sponsored Search e |nternational Markets
e Content Match™ * Manage Your Account
e Search Submit ¢ Resource Center

e | ocal Sponsored Search

Sponsored Search

Yahoo! Search Marketing’s flagship product is Sponsored Search, which lists your site in
search results across the Web, helping you connect with customers searching for what

you sell.
msn¥
Web | Images | Directory | Yellow Pages | News | Products
YAHOO! search fows |

altavista

Shortous g
Results 1-20 of about 44,300,000 for flowers. Search took 0,07 seconds. (2b:

YaHoO!

beautful flower anangsments and gits from $24.99.
1a000
« ETD Flowers - Same Day Delivery Send beautful cut ananged flowers, not the flwers you get in a bax fiom other
online florists. Order by 2 PM - same-day delivery, 100% satisfaction guaranteed - FTD and Teleflora florist.

« Profiowers - Send Flowers for $29.99 Send beautil floal aniangements and gits nationwide. We ship direct from
.com. the grower so they are guaranteed fresh for seven days. Save 30-55% of retail prices.
www profiowers. com
« Flowers From $29 - FTD.COM Official Site Celebrate all occasions with fiesh flowers and gifts from FTD.COM.
Same-day delivery availabls.
o com

fresh-cut flowers. com

1800Flowers.com - The Perfect Gift s Here ® (Nasdag: ELWS)
Fi

|nfOS ace us gits, gourmet foods, swests, plants & Specialty Boutique items presented by 1800owers.com, a leading

Category: Florists
v 1B00fowers. comy - Mare pages fram this site

Portals: Yahoo!, MSN, AltaVista, InfoSpace, Sympatico.ca
ISPs: Juno, NetZero

Metasearch engines: DogPile, Metacrawler, webCrawler, Alltheweb

Browsers: Microsoft Internet Explorer
Content sites: CNN.com, ESPN.com, KnightRidder

e And thousands of other web sites
As of October 2004.

*Nielsen//NetRatings, September 2004 (Custom aggregation of the many sites included in the Yahoo! Publisher Network).
**Site implementation may vary.
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Advertising in the top positions for a keyword enables you to appear on more search sites
and reach 80% of active Internet users*, while lower positions reach approximately 40% of
users. For the most exposure, bid into the top positions on as many keywords as possible.

Yahoo! Search Marketing has a sophisticated click protection system that is designed to
protect advertisers from unqualified clicks. You can learn more about click protection in
the Appendix.

Our search listings appear across the Web. See below for examples of how your search list-
ings may appear on sites like Yahoo! and MSN.

Note: Implementations may vary by distribution partner, and are subject to change.

[_ D[]
Agess [ €]t yahoo.coml ~] @oo |unis 7
Yahoo! MyYahoo! Mail  Welcome, overturetom (San u, My Acsaunt Seath Home pelo &

Web | Images | Directory | Yellow Pages | Mews | Products

YaeIoO!search fows | [sean

Shoteuts  Advanced Seareh Preterences
Web - (what's new?) Results 1-20 of about 44,300,000 for flowers. Search took 0.07 seconds. (About this page...)

Also try: wedding flowers, pictures of flowers, 1800 flowers, plants flowers  ore.

INSIDE YAHOO!

Yahoo! Search Marketing listings

d Elowers on Yahoo! Shopping

Buy High End Flowers

Onine
e A Buttald Blooms, we specialize
SPONSOR RESULTS (What's tia2) in isincie flrs desgns, Shoose
< FIGWers Trom $24.99 at 15 0-FLOWERS COM Same-day nationwide delivery at 1-800-FLOWERS.COM. Find e
beautiul flower aangsments and gits from $24.99. The perfect gift is hers chutorpdoonzcony
wonw.1B00lowers. com
ElowersWhisper.com Free
« FTD Flowers - Same Day Delivery Send beautiiul cut arranged flawers, not the flowers you get in a box from other e [
o Flower Delivery
aniine forists. Order by 2 PM - same-day delivery, 100% satisfaction guaranteed - FTD and Teleflra forst,

FTD Ronars: samacdaydelar
s snaroe Campard oo
Compattoe .
« Proflowers - Send Flowers for $29.99 Send beautifl floral and gifts nationwide. We ship direct from iy G
the grower so they are guaranteed fresh for seven days. Save 30-55% off retail prices.
www proflowers.com PR
Special, 18 Red Long Stem
« Flowers From $29 - FTD.COM Official Site Celebrate all occasions with fresh flowers and gits from FTD.COM T
Same-day delivery available. Elegantly wiapped long stems with
Pesonaad i Wisppea

www flowershope. corn

fresh-cut-flowers.com

1800Flowers.com - The Perfect Gift is Here ® (Nasdag: FLWS]
Flowers, unique gifts, gourmet foods, sweets, plants & Specialty Boutique items presented by 1800fowers. com, a leading
online provider of fresh-cut flowers, bouguets & specialty gifts Sotina dors spociatizes in
Category: Florists providing floveers for ai oceasions
w1800 owers.corny - More pages from this site (EEhD

www realpages. com

American Floral LLP

2. Flowers Only =
sending flowers and gifs locally, nationally and globally See your message here...
Category: Florists
www flowersonly.cor/ - 32k - Cached =
@ [ [ nkermet )
T g ———— M=

E \

ol - > - @ [B) | Quearch [arevortes @reda B | By B = 5
Adress [ ) it v com =] @0 |unks

MSN Home | My MSN | Hotmail | Shopping | Money | People & Chat

msn. - Search f‘ -

Results 1-15 of about 9252246 containing "flowers" NEXT >

SPONSORED SITES.
Proflowers.com - www.proflowers com
Send the freshestflowers direct from the grower.

1-800-Flowers com - www.1800fowers com
end beauifulflowers ananged by floral designer and hand-delivered. Same-day delivery available. Order online fast and sasy.

. . [m. -mmmmrm'uesmneu and delivered by an FTD Florist. Same-day delivery available. |
Yahoo! Search Marketing listings

SPONSORED SITES

to ourstore Flowers - Same Day
Delvery
Send beautiful cut arranged
ETD.COM - Welcome to FTD COM - Flower Bouquets and Gifts for All Occasions flowers, not the flowers you
PraductsBest Sellers. Flowers. Premier Flowers. Roses. Plants. Dried / Sl lowers. Baih & Beauty/ Spa getina hox

www flowershope.com

w1 B00Tawers.com

»» Send Fresh FLOWERS 35% - 55% OFF

offers low prices on a wide selection of ftesh flowers, bouguets and plants for next day delivery across the ... Photography, paintings, dried Buy High End Flowers.
flowers and ikebana. Flower Shops Online.
i flower-delivery-flowers com At Butterfield Blooms, we
specialize in distinctive floral
1-800-FLOWERS COM - Flowers, Plants, Gourmet, Sweets and Unique Gifts mﬁ“mwmmms
Flowers, uniaue gifs, gourmet foods, sweets, plants and Specialy Boutigue tems presented by 1-800-FLOWERS.COM, a leading anline
provider of fresh-cutflowers, bouguets, and Specialty oit. .. Make Lemonade™. Warm yellow flowers with a cool twist . Copyright @ 2004 1-
00-FLOWERS. COM, INC.
3 FlowersWWhisper.com Free
w1 B0070wers comowersiwelcome. asp iowe s
FTD flowers, same-day
YIRTUAL FLORIST - Buy fresh FLOWERS or send a FREE Virtual Card

delivery at no extra charge.
Compared to our.
ww owerswhisper.com

[0 [ [ memet

Years of experience in the floral business assure a Secure, Friendly and Dependable shopping experience for allyour Real Flower, Plant, and
Giftneeds. You can also use Virtual Floristto send a . then order up a Fresh Bouquet of lowers to putthe perfect finishing touch on the

NIEN

*Nielsen//NetRatings, September 2004 (Custom aggregation of the many sites included in the Yahoo! Publisher Network).
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Content Match™

Content Match enables you to place your listings on even more locations on the Web and
potentially drive more traffic to your site. For example, when a user goes to a site like Yahoo!
and views content pages (such as articles and product reviews), Content Match provides
relevant listings on the same page. In this example, if you have listings for the search term
“Travel,” your listing might appear in a lifestyle article on the Caribbean. As with Yahoo!
Search Marketing’s traditional listings, you pay your bidded amount only when a user clicks
on your listing.

Content Match listings currently appear on many of Yahoo!’s content areas (including
Entertainment, Finance and Shopping), MSN content areas (including Money and Tech &
Gadgets), and other online destinations.

Benefits of Content Match:

e |t offers access to the content of popular, high-quality sites, including Yahoo!,
MSN.com, Wall Street Journal.com, ESPN.com and CNN.com.

e Sponsored Search advertisers can edit existing listings, while bidding separately and
independently tracking results through our proprietary tools, providing more insight into
performance and greater control of spend.

e Relevant listings are displayed to interested users, increasing visibility.

Road trips: A parent's survival guide

Travel related listings

Thussday, Juna 10, 2004 Ported: 8:18 AM EDT (1218 OMT)

NEW YORK (&P) -- Think you're

= ik 5————————what's this?—
2 road warrior for planning a : i ; advertizer links: what's thiz
leng car trip with children this * Alaska Road Trip in the Mat-Su
summer? Vall
Maybe youTe heading west to national Explore some of the Mat-Su's popular
parks, south to Disney or north to 3 laka travel routes and tour attractions via...
In the woods. Surely your trek will urifld sy alaskavisit.com
on the hotest day of the year, in the o
worstiate - and one oithe ke wil TR | e
need a bathroom when there isnt ane. e — Visit Historic Mccarthy Alaska
games as he gete ready to iravel Loaoking for & unique experience? Fly by
B before you feel 100 Sory for yoursel, . .
cansider the finerary of Mark and :";nﬂ"'“'-mmm buszh plane to hI.S‘tD!’IC Mccarthy &...
Michalle Faldoski, parents of kyle, B, ¥ § wrangelmourtaingir com
and Kensie, 4. They spent the month of o o
May driving from Fairbanks, Alaska, o Alaska Road Trip in the Mat-Sy
their new home in Fort Y¥alton Beach, Valley
Flarida, visiting family in New York and Explore some of the Mat-Su's populsr
Ohio along the way— some 6,000 miles  travel reutes and four sitractions via_.
inall. www siasknvish com
Matk platted the route; Michelle wag in  ¥isiLHistorlc Mccarthy Maska
charge of water and £nacks -- notio m;mbwgmh‘
FrEntion 1oilet-seal covers for public e :;;“"
restrooms. Kensie had Barbies and art
supplies, and Kyle had his PlayStation --
connectad to a TV, plugged into the.
St gt ho 140w
homemade tapes and a pile of VD's, SEECULRELUR W
Bough 31 §5 closeout sales. m’“ Rg
The Faldoskis are expenenced road- ASUI e
Innners Mark a op = CvErview
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Introduction

Search Submit

Search Submit gives you additional coverage on search results pages by providing inclusion
into the Yahoo! Search Index, which powers standard or algorithmic search results (those
appearing in the main body of the page) across Yahoo!, AltaVista, AlltheWeb and other portals.

Search Submit provides an easy and time-saving method for submitting web pages to

the Yahoo! Search Index, eliminating the guesswork and chance often associated with
appearing in standard search results. URLs that are accepted into the Index are refreshed
every 48 hours and receive detailed reporting of search engine performance. There are two
Search Submit options, depending on the number of URLs an advertiser wishes to submit:

e Search Submit Express is offered to customers with 1,000 or fewer URLs.
Account enroliment and management occur online. Pricing is on an annual
subscription basis per URL.

e Search Submit Pro is a managed account program available to customers with
1,000 or more URLs. Customers provide content via an XML feed. Pricing is on a
fixed cost-per-click basis, based on content category, e€.g. automotive.

Tyt Rlp eyt Rpd  Wabasems mary_sopler [Tl Dyl By doogeed
Wab | magsd | Dol | Yelkes Piged | Mesd | Poaduils

YaroO! search = _seaich |
Ebeariny
Seadch Rimulb Banaks 8o 28 of sbout DEESE, B for DWD, Sasch b

Az iry: gvd player, dvd ey, fae dvd, gl widey Mo
m IViDe & Vidoos Begserch, Compane, ard By DDl on Yahoo! Shappng
1M "

. Zpin Theusards of uisd OV snd WHS mivied n dlock
1 grasd low pricas. Seaich by menie AR br Browis by catigery. 54016 ui ening for cith

waw, jcandipn cam

= DD TV tuner ard DVE - Fiecond programs and wabich later. Edk ard aew hama maves ke raver brbare.
WAL COm

DI ireshathreg - DTN rirviiew, Codumin,
DAY Sarvient. | Wielieni, Farbiddin Jara ind
ewri 6 | Vialeni

om_OyD ™=

§ uiid VT, with tiverwed and recar

OIVD Emgae - Infermitanil Ritadir of DV Woag d AL i Alin, b o 10 chack g g TV O
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Local Sponsored Search

Local Sponsored Search enables businesses to increase sales by precisely targeting
customers who are searching online for local products and services, but prefer to
purchase in person.

Whether your business has a web site or not, you can drive customers from the Web into a
physical store location or generate service calls.

When customers go to sites like Yahoo! and search for the products and services you sell,
your Local Sponsored Search listing may appear. Local Sponsored Search listings are cur-
rently available on Yahoo!, MSN, AltaVista, InfoSpace and AlltheWeb.

How Local Sponsored Search Works

1 You select keywords that apply to your business and write a description that accurately
describes the products or services you offer. Then, you choose a geographic area
(0.5-to 100-mile radius around your location) in which your ad will be seen.

2 When a customer interested in your area goes to a search site such as Yahoo! and
searches for a product or service you sell, your listing appears.

3 When the customer clicks on your listing, they see your Locator page, which contains
key details about your business, a map of your location and a link to your web site, if
you have one.

4 As with Yahoo! Search Marketing’s “national” Sponsored Search listings, you only pay
your bidded amount when a customer clicks on your listing. Local Sponsored Search
does not require a monthly minimum spend.

Ipasadena real estate ‘fahool Search |I

SCATCTT Fortia ot ann

_n;[—loo.

web || imoges | Oieciory | YollowPages | Mees | Prduch
IHSIOE YANOO!

@ Plna Estat: i bames s Yabos! Real Estte

SPONSOR RESULTS

. Pijadena Real Estate =
Thiry'Tran, Real Estate Agent, Pasadena

SPONSOR RESULTS. _cumu

« Pagadena Real Estate &
Tirer Tras Fawal Estate Agers, P

+ PaEadena Real Extate - Su7
s Paaden, =

T T (=
Torawenresuts || WAFIQO!

+ Pagadena Real

iy - pasans et ‘;i‘h_«_wﬂ = o

B o sprstin o

[T

isit Our Web Site.
Gt Dyiviee) Directioas . 3 ]

-Zanm Qut

*Site implementations may wary.
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Introduction

International Markets

Can your business benefit from gaining customers outside the U.S.? If you think it can, take
advantage of Yahoo! Search Marketing’s strong partner networks around the world to increase your
customer reach.

Asia-Pacific

=
g

Europe

United Kingdom, Germany, France, Italy,
Spain, Switzerland, Austria,

The Netherlands, Sweden, Norway, Finland,
Denmark

Asia-Pacific
Japan, Korea, Australia, Taiwan, Hong Kong

North & South America
U.S., Canada, Brazil

To create an additional account in any of these marketplaces, please call 626-685-5700 and
press 1, or visit http://searchmarketing.yahoo.com and select a country from the menu on
the top-right corner of the web page.
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The number of Internet users worldwide was expected to reach 935 million in 2004 and top
1 billion by mid-2005. As the Internet continues to spread at a phenomenal pace worldwide,
Yahoo! Search Marketing’s growing network presents a significant global opportunity for your
business. Many of our U.S. advertisers expand their reach by advertising in our two other
English-speaking markets, the United Kingdom and Australia.

Top 15 Countries in Internet Users

Year-end 2004 Internet Users (#K) Share %
1. U.S. 185,550 19.86
2. China 99,800 10.68
3. Japan 78,050 8.35
4. Germany 41,880 4.48
5. India 36,970 3.96
6. UK 33,110 3.54
7. South Korea 31,670 3.39
8. Italy 25,530 2.73
9. France 25,470 2.73
10. Brazil 22,320 2.39
11. Russia 21,230 2.27
12. Canada 20,450 2.19
13. Mexico 13,880 1.49
14. Spain 13,440 1.44
15. Australia 13,010 1.39
Top 15 Countries 662,360 70.88
Worldwide Total 934,480 100.00

(Computer Industry Almanac, September 3, 2004 Press Release)
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Introduction

Manage Your Account

Yahoo! provides an online interface that allows advertisers to manage all aspects of their
Yahoo! Search Marketing accounts. Once you are logged in, you can:

e Manage your budget
e Add new keywords
Set bids

e Take listings online/offline

e Change contact or billing info
e Review reports
¢ Track keyword performance

e And more

User Mame: advisor [Logout]

SEARCH : ivi
YAHOO-'@ S EARCH . Account: US PM Individual (90240)

Manage Sponsared Search

Manage Categories | Manage Bids | Manage Listings | Editorial Status | Add Listings

Sponsored Search - Manage Bids Page Help
Set your max bids, monitor your Click Index™ scores and choose your match type for each term. Keyword Selactor Toal
Account t Status (May 22, 2005 11:30:00 PM PDT) Refresh
A\ Please Note: 1f you change any grandfathered bids (from before February 2003), you wen't (May )
he able to reduce themn below $0.10 in the future, Sponsored Search/Content Match
Online Listings : 11
Offline Listings 0
Low Click Index™ Listings | N/A
Recantly Rermoued Listings 0

Rersonalize this page

Add Conwersion Data

View Category Display My Terms With Search Help
Risturn o Al Listings
- ElE
alllistngs ] [inthe Search Term =] (5 =enmes | fian i &1 Lk
| Edit Listings Edit Category Bid Options Listing OnfOff Match Type Options Listings Per page 1|40~
eh Standard  Your oo . Gick  Avg.  Total . Cost Per
K Category  'fatch Match tost  YOUT M @ Top 5 Max Bids ok Gicks Rate  cost  Cost (Tt Conwerion conargion
s Position (€3] () (&3] “) “)

@ Update Bids Stats for 1y Terms | Previous Day =

aduisor califarnia

I~ irwestrnent expatriaste Advanced 3 0.1z 0.12 0,44 0,13 0.12 0,11 0,10 Bid Toel o 000 000 000 o 00 0.00
registered
Bl il expatriste Advanced 3 o [oED 0,67 0,66 0.60 0,50 0,10 Bid Tool == o 000 poo  ooo o 0.0 0.00
canadian
I investrment aduizap SXPAMIBtE Advanced 2 ;11 011 012z 0.11 0,11 - - Bid Tool o oL.oo 0.00 0,00 o 0.0 0,00
Update Bids
* Edit Listing= Edit Categary Bid Options Listing Cnf Off Mastch Type Options v HE

Advertisers commonly use the Manage Bids page to view keywords, associated bids and
more. Statistics are updated daily.

You can learn more about managing your account—including how to use the Account
Summary, Money Manager and Reports sections—in Chapter 6 of this Workbook.
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The Resource Center

Yahoo! Search Marketing’s Resource Center, located at

http://searchmarketing.yahoo.com/rc/srch/index.php, is a portal to all of the information we
offer to help you learn how to use your account and improve your results.

The Resource Center provides:
¢ Product information
e Tutorials
e Guide to managing your Yahoo! Search Marketing account
e |isting guidelines
e Articles about optimizing your results and improving your site
e Case studies
¢ Newsletters
e Special offers
* FAQs

SEARCH
hHOO!a MARKETING

Resource Center r 4 N

Local Sponsored Search

Drive traffic from the Web to your door.

[ Vs

MORE 3

Getting started

MORE i3

() Find the

~ products that
meet your
business
objectives.

;

Search Marketing Home - Help

o Manage My Accounts

Sponsored Search 101 Bidding the right amount?

+ Keyword

is easy with this Keyw ord bidding Selector Tool

introduction -— is easy with Vew Blds Tool

to search l Search Optimizer™, ROI Calculator
= é = advertising CPM Calculator

o i

MORE 7
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Introduction

Action Steps

O Think about ways you can broaden your reach to take advantage of the growing areas

of sponsored search, including Local Sponsored Search, Search Submit and Content
Match.

0 Visit some of our partners in the network and type in a search query (perhaps

keywords you might use) to see the various treatments of Yahoo! Search Marketing
listings.

[0 Consider whether your product or service can be effectively marketed overseas, and
take advantage of the international markets that Yahoo! Search Marketing offers.

O Log in to your account and familiarize yourself with the interface.

© 2005 Yahoo! Inc. All rights reserved. Confidential and proprietary.
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GENERATING KEYWORDS

Writing Effective Search Listings

Over 500 million unique keywords appear on the Yahoo! Search Marketing network. You
should submit and maintain a core number of keywords that are relevant to your web site while
making sure you meet our Listing Guidelines, which you can view in the Resource Center at
http://searchmarketing.yahoo.com/rc/srch/index.php. The most successful advertisers bid on

between 500 and 5,000 keywords. For maximum traffic to your site, we recommmend you generate

as many keywords as possible (we'll also tell you about tools you can use to help you manage

large numbers of keywords).

In This Section:
e Basic keyword guidelines
e Analyze your site
e Use the Keyword Selector Tool
e Select your keywords
e Use the buying cycle
e Combine keywords

e Choose match types for your keywords

Basic Keyword Guidelines

Do:
e Always keep your customers in mind.

e Categorize keywords that describe your
products and services.

e |dentify how the customer has indicated
specific interest by entering keywords for
his/her search.

e Be specific. The more specific you are,
the more targeted your leads will be.

Don’t:
e Use marginally related keywords.
e Use keywords for things you don’t offer.

e Describe content not found in your web
site. Customers will become frustrated
and leave your site quickly if they do not
immediately find what they are looking
for. It will also damage your credibility if
you misrepresent your offerings just to
get users to your site. And of course, it
wastes your money.
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Analyze Your Site

When generating keywords for your advertising campaign, one of the best places to look for
ideas is your own web site. Here are some suggestions to help you get started:

e | ook through all the pages of your site and identify the words that are most relevant
and interesting to your customers.

e Review your offerings and use all of your products and services to generate keywords.

e Check your web server logs to see what visitors to your site are searching for, and how
they navigate around your site.

e Consider what you want your customers to do. Do you want them to become better
informed about your product, or do you want them to make a purchase? Generate
keywords that will lead customers to the desired action.

XGaming Case Study: Adding Keywords

When XGaming applied to Yahoo! Search Marketing for the Advertiser Makeover,
the company was actively bidding on 230 keywords that were generating
approximately 9,000 impressions and 195 click-throughs each day. To generate
additional traffic, Yahoo! Search Marketing added more than 5,000 keywords that
were relevant to XGaming'’s search marketing campaign. Very specific and targeted
keywords tend to have a higher click-through rate and conversion rate. As a result,
XGaming increased targeted leads to the site by more than 30%.

Use the Keyword Selector Tool

Yahoo! Search Marketing’s Keyword Selector Tool can be an excellent source of new
keywords for your business. It also shows the volume of searches last month and illustrates
the number of clicks and click charges you might expect to incur. Remember, these are only
suggestions; they may not be suited to your business, and they are not guaranteed to

pass editorial review.

To access the Keyword Selector Tool, log in to your account and click on the Manage
Sponsored Search tab.

Keyword Selector Tool B

In the box below, enter zingle wards or phrazes related to your producks and zervices, Then
click "Get Keywords" ta see a list of potentially relevant keywords you may wish o add to
vour category,

Enter a word or phrase

cooking Get Keywords
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Writing Effective Search Listings

Select Your Keywords

Keywords can be single words or multi-word phrases that relate to your products or services.
A listing for your business will appear when Internet users enter searches related to your keywords.

Choosing relevant keywords

Keywords should reflect what consumers will find on your site.

e Keywords should be based on substantial content offered on your site. For example,
links, banners, pictures, contact information or brief descriptions of links are NOT
considered substantial content.

e A keyword must not exceed 100 characters.

|Television Yahoo! Search |

Web Images Directory Yellow Pages News Products

[What's this?) (Becorne a Sponsor)

+ Brand Name Televisions for | ess & At ¥YZ Electronics you'll find a large
selection of hrand name televisions at discount prices.

Categories

Categories are names you assign to groups of keywords that are similar in a particular way
(i.e., product type, seasonal).

Using Categories

Categories enable you to simplify your account management, and how you organize
them will be based on your individual needs. To save time, we recommend that you set
up categories based on how you plan to manage your listings.

For example, you might want to create categories for frequent bid changes, bidding
activity or by product type. When your account is online, you can bid by category, and
also receive statistics and reports by category. Thus, categories are a useful
organizational tool, even if you do not want to make category-level bids.
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Entering Keywords

Keywords can be entered manually or by using the Keyword Selector Tool.

Manual Entry

Use manual entry when you already know which keywords you want to add to your
account. Simply type the keyword(s) into the box on the right side of the page.

There should be only one keyword on each line. Do not use any punctuation after the
keyword (e.g., commas or semicolons), as anything you type on a line will be

considered part of the term.

To remove a keyword, highlight it and use your delete key. Or, use your cursor and the

backspace or delete keys.

Use the Keyword Selector Tool

Use the Keyword Selector Tool when you want to receive suggestions for keywords
that are relevant to your site. Simply enter a keyword that is related to your business
into the box on the left side of the page. The system will provide a list of other
suggested keywords. To add one of these keywords, simply click the check box next
to the keyword and it will be automatically added. If you change your mind, uncheck
the keyword in the keyword selector list and it will be removed from the keyword box.

YAHOO! (5.

Add Listings - Select Your Keywords

o
| Select =
Keyword Selector Tool B

your categary,

Enter = word or phrass

Est.
Search . Est. Est.
BErmds o e G Clicks* E(:f Cost($)
I” | cooking 220,198 p,g9 Bid Tool 11,009 0,55 &,018.25
[ uscany 26,551 0,40 Bid Tool 1,327 0,32 429.06

cooking class

[" cooking light 25,063  p,53 Bid Tool 1,258 0,53 859,91
cooking

e 25,022 7,50 Bid Tool 1,251 5,37 7.464.30

r french
conking

cocking
r recipe

24,564 201 Bid Teel 1,229 1,51 1,859.89

24,252 | 0,34 Bid Tool 1,212 0,32 391,88

H: =

Manage Categories | Manage Bids | Manage Listings | Editorial Status

Manage Sponsored Search

To add new listings to your account, begin by entering your keywords using the box
on the right. If you need help choosing kewwords, try the Keyword Selectar below,

In the box below, enter single words or phrases related to your products and services. Then
click "Get Keywords" to see a list of potentially relevant keywords you may wish to add to

cooking Get Keywaords

s
Use the check
boxes an the left
to select keywords
ta add to your
account, When
finished, click
‘Continue’ to
proceed to bidding.

| Add Listings | Manage Agent

Page Help
Cheosing Relevant Keywords

Select a category for your keywords. vou may select an =xisting categery or create a new ons.

Example: # business that sells sparts equipment can create a3 "Tennis” category and enter keywords relsted to tennis products,

Enter Keywords

ou can alsa enter keyuords manually.

Enter one keyword per line up to 100 characters,

Do nok use commas or semicolons,

Account: US PM Ideal (74523)

Yau can add up to 500 keywards,

=

Continue
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Writing Effective Search Listings

Use the Buying Cycle

Because the customers you will attract to your site will be at different stages of the buying
cycle, you should select keywords and write titles and descriptions to appeal to customers at
each stage.

How Customers Search

Research Shop Purchase
Audience ~%# Gather information about ~# Track and compare =+ Ready to buy
description product category, purchasing criteria

production options or
key retailers

Your ¥ Frame the buying decision; ~* Compete on more ~# Acquire customers
Opportunity establish credibility specific criteria; who know what
capitalize on they want

customer preferences

Example # ~# Up to 50 ~% 100 - 500 ~% 500 - 5,000

of Keywords (general) (medium) (specific)

Example = Arcade =+ PC Joystick - Street Fighter

Keywords -+ Video Game -+ Classic 2Iaystation1
Game System ame

Search _— ;

Volume * High * Medium > Low

XGaming Case Study: The Buying Cycle

XGaming needed to broaden its keywords to reach customers in all three
segments of the buying cycle. For example, prospects searching on the term
“joystick” probably want to learn about the product, whereas customers searching
for “PlayStation 2 joystick” are more likely to be ready to purchase. During the
makeover, Yahoo! Search Marketing categorized XGaming’s keywords according
to the buying cycle and ensured that the corresponding landing pages were
appropriate for the three phases. This resulted in increased traffic and sales.
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Combine Keywords

Combining your relevant terms into new keywords is a powerful technique for
increasing traffic to your site. Be sure to check each combined keyword to make sure it
accurately reflects content on your site and/or the products or services you offer.

Combining Keywords for an Electronics Company

Brands

Sony
Panasonic
Toshiba
Zenith
RCA

JVC
Sylvania
Magnavox
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Product colors

Black
Gray
Silver
Charcoal

)

Product Types

TV

Television

13" television

19" television

32" television

64" television

Big screen television
Plasma TV

LCD TV

Example Keywords

Sony Black TV

Sony Gray Television
Panasonic Silver 13"

Toshiba Charcoal Plasma TV
Zenith Black TV

RCA Gray Big Screen Television
JVC Silver 19" Television




Writing Effective Search Listings

Opt into the Advanced Match Type

It's important to realize that when searching online, potential customers may type in many
variations of your keywords, including misspellings, plural forms, switching the order of words,
etc. It would be overwhelming for advertisers to bid on and manage every possible variation.

The solution is the Advanced match type, which enables you to leverage your existing listings
to appear on a wider range of relevant search terms, and track results separately from
Standard match type results.

You can even select up to 45 excluded words to make your listings more targeted.
For example, for the keyword “diamond ring” you might want to exclude the word “platinum”
if you don’t carry any platinum rings.

Match Type Stacked Results

For relevancy reasons, Standard match type listings are ordered first. So, it is possible to
have a Standard match type listing with a lower bid come before an Advanced match type
listing with a higher bid.

Bid
Standard 1. Diamondsafe.com Certified Diamond Rings $0 51
Compare our prices, Wide selection of certified three-stone diamond anniversary rings, .
match type diamond engagement rings, loose diamonds and diarmond jewelry.
results www gigmongsafe.com (zponszaored listing)
Z, Major Designers at Solomon Brothers $0 46

Everyday low prices, large selection of platinum and diarmond engagement rings in stock
from your diamond cutters, Free shipping.
www, sofomonbrothers.com (sponsored listing)

3. Titanium Era - Titanium Engagement Rings
Titanium engagement rings. Custornize your ring by adding diamonds or precious stones,
T_itanium Era is an online jewelry store offering a wide variety of custom-rmade titanium
rings.
www Atanivmmera.comn (sponsored listing)

Advanced ¢ . Diamond Auctions - Outrageous Auctions
Specializing in diamond engagement rings and stud earrings. & Full line of Fine Jewelry
match type with over 30 years experience,

results W outrageousadctions . com (zponsored listing)

5. Lippincott Buys Diamonds, Gives Quotes $0.41
Zell your diarmmond ring to Lippincott's Diamond Division at high market prices, Checlk our
database for walues and free quotes, Confidential and secure transactions direct with
Lippincott,
www 2hingswebuy.com (zponsored listing))

6. Fine Diamond Rings by Deloria $0.38
Beautiful engagement rings and diamond jewelry from Deloria, We will find the perfect
diamond for your engagement or anniversary,
www, gejoriz.com (sponsored listing)
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Exercise

Look at the keywords a real estate business is currently bidding on, and create at least 20
new keywords by combining terms and/or using the Keyword Selector Tool.

home

realtor

real estate

real estate agent
realty

new home

real estate broker
real estate for sale
real estate company
new home development
homes for sale

real estate listing
home sale price
Santa Monica
Hollywood
Brentwood
Southern California
Beverly Hills

Venice

Malibu

POOMA||OH Jusbe aje1se [eay ‘eold sjes swoy Joleay ‘Buiisl| 81e1Se [eal sWwoy MaN
‘1usbe 81e]1So [BS) BUWIOH ‘J01Bal duIoY MBN ‘Sewoy S|iH AleAeg pue poomiualg
‘8BS J0J saWoy NQielA ‘e1e1se [eal pooMmiuaig ‘1oljeal POOMA|IOH ‘Bluoy EBJIUOIA BlueS

:Buipnour ‘ejqissod ase suoneLea Auejy

Jamsuy
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Writing Effective Search Listings

Action Steps
O Generate at least 200 new keywords for your site using:
e Queries your customers might use
e Your specific products or services
e Your location (if you wish to target locally)
e |deas from the Keyword Selector Tool

e New combinations of your current keywords

|

Don’t forget to use your company name as a keyword.

[0 Set your keywords to the Advanced match type to get more traffic leveraging your
existing listings.

Advanced Action Steps

[0 Generate 500 or more keywords for your site using the three stages of the buying cycle.
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WRITING TITLES AND DESCRIPTIONS

Your titles and descriptions are of vital importance to your search advertising campaign.
They introduce your company to customers, indicate the quality of your site, and
communicate whether or not your site contains what customers are looking for.

In This Section
e \Write titles and descriptions that are tailored, clear and factual
e |isting preview
¢ |nclude the keyword
e Choose URLs carefully

e Change listings to reflect seasonality

XGaming Case Study: Improving Titles and Descriptions

Yahoo! Search Marketing’s experts looked at every one of XGaming’s listings to
ensure that each title and description included the keyword, as well as to make
them more “catchy” to increase click-through rates.

For example, for the keyword game controller we changed this:

Title: X-Arcade Authentic Game Gontroller

Description:  The X-Arcade is an authentic controller game joystick with real arcade parts.
To this:

Title: Into Games? Get X-Arcade Game Gontroller

Description: ~ Take gaming to a whole new level with X-Arcade’s multi-system
game controller. Get real arcade controls for your games on your system.
Really into games? Click here.

The Yahoo! Search Marketing makeover resulted in higher Click Index scores and a
35% increase in conversion rate.

Write Titles and Descriptions that are Tailored, Clear and Factual
e \Write as if you were a neutral third party describing the site.
e Formulate the title and description to meet the needs of the searcher.
¢ Do not use ampersands (&) or numbers replacing words (2 good 2 be true).

e \Write titles and descriptions that are accurate.

Describe what users will find when they go to your site.
e Avoid superlatives (best, lowest, super).

Research indicates that users are more likely to click on listings that are tailored,
clear and factual.
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Writing Effective Search Listings

Listing Preview

The listing preview illustrates how your listing may appear on one of Yahoo! Search
Marketing’s many distribution partners.

E Write a Title and Description for Your Keywords N =
Enter a a title, description and URL for each keyword 8 For best results, we recommend including the | @ Page Help i
keyword in the title and description. If you would like to use the same title and/or description for Writing an effective title and description
successive keywords, click on “"Copy Title Down' ar "Copy Description Down”, If you would like to use the Ehf“‘”ag t;‘E‘ right URL
title and/or description from the previous keyword, dick on "Auta Fill From Previous", 1=hng Buideings
Category: television [edit]
Keyword: color television [edit] Character | The preview below illustrates how your listing may appear when s user enters your
Gount | Keyword into one of Ouerture's many distribution partners,
Erter Title Writing effective titles B tomplate Listing B
Brand Mare Televisions For Less ,7 1
[ 31/40 YAHOO-' ‘Yahoo! Search
Enter Description: Writing effective descriptions B _V;/b | Di Yellow P N Prod
it X¥Z Electromics you' 1l find a large | _‘ e Images | Directory Ll e Lor 1
92/130
S=lection of krnad newe telavsions at SPONSOR RESULTS (what's this?) (Bacorne = Sponsor)
discount prices J070
J » Brand Mame Televisions For Less- At XvZ Electronics you'll find a large
selection of brand name televisions at discount prices
Enter LIRL: Choosing appropriate URLs B
|h1lp Ay tell ource=overture s3/1024

Keywords Count

e Be sure to include the keyword in the title and description.
e Consider starting the title with the keyword.

In search results on Yahoo! and other sites, your keyword will be bolded when it appears in
your title and description. Research indicates that the perceived quality is approximately 60%
higher in listings where the search term is included within the title and description. In addition,
customers give those listings a nearly 50% higher “likelihood to click” rating.

Choose URLs Carefully

e Take your customers to the URL that is most relevant to the search.

e For example, DVD Player should go to a page with DVD players on it, and Sony DVP-C660
should go to the page with that specific product.
Research indicates that 96% of customers prefer a specific page to a more general page.
While intuitively you may want to drive everyone to your homepage (because they might see
other products), research shows that sending customers to a specific product page is much
more likely to result in sales. In addition, online consumers want to reduce the number of

clicks required to find what they want.
Change Listings to Reflect Seasonality

¢ \When appropriate for your business, create seasonal search listings to reach
customers at specific times of the year (For example, flowers and gift retailers can
customize search listings for Easter, Mother’s Day, etc.).

e For additional impact, include special offers, discounts and/or free shipping in your
title or description.

¢ Take advantage of the “on/off listings” feature to activate listings seasonally.
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EDITORIAL GUIDELINES FOR SEARCH LISTINGS

Adhering to Yahoo! Search Marketing’s Listing Guidelines directly benefits both advertisers
and searchers. Following the guidelines will get your terms approved, improve the quality of
your search listings, and result in more qualified customers for your business.

In This Section:
e Technical requirements
e Editorial submission basics

e Top reasons for editorial rejection of titles and descriptions

Technical Requirements

Title: 40 characters in length, including spaces

Description: 190 characters in length, including spaces

URL: 255 characters in length; must work

Back Button: Consumers must be able to return from the advertiser’s web page to the

web page they came from with one click of their browser back button
Pop-Ups: Site must not spawn more than one partial window
Site Functionality: Site must be functional

For full information on Yahoo! Search Marketing’s Listing Guidelines, go to the Resource
Center at http://searchmarketing.yahoo.com/rc/srch/index.php on the Yahoo! Search
Marketing site.

Editorial Submission Basics

e Submit your listings to Yahoo! Search Marketing on the “Add Listings” page in
your account.

e Anticipate one or two days for your submission to be reviewed and approved, and your
listings to go online.

e You will not receive an email giving the status of your listings. Instead, you can check the
Editorial Status pages in your account to see whether your listings have been approved.
Click the “Manage Sponsored Search” tab to see your live, approved listings.
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Writing Effective Search Listings

Top Reasons for Editorial Rejection of Titles and Descriptions

Here are the three most common types of titles and descriptions that do not meet Yahoo!
Search Marketing’s editorial standards, along with approved versions. See the Appendix at
the end of this workbook for a more complete list.

Problem: Misleading Titles & Descriptions

Yahoo! Search Marketing does not allow search listings that may mislead customers about
where the listing goes or what the site offers. In this example, the unapproved listing gives the
impression that it goes directly to jcrew.com, when in fact it goes to an affiliate site.

Keyword: j crew

Unapproved:

Shop J. Crew.com Online
Save on great fashions for men, women and children at J. Crew.com online clothing store. Save with
great discount coupon. Click now for latest sales and promotions.

Approved:

J. Grew Savings at Shop Top Ten
Save money with Shop Top Ten's latest promotions, sales and discount coupons for J. Grew. Save time by
linking directly to J. Grew to buy your favorite apparel and accessories.

Problem: Including Contact Information

Yahoo! Search Marketing does not allow contact information to be included in the listing.

Keyword: car rental new york

Unapproved:

New York Car Rental at American Ways
American Ways Rent a Car has convenient locations throughout New York City. Low prices. All-size
cars, minivans and 4X4s available. Special rates for weekly rentals. Call 1-800-722-6923.

Approved:

New York Car Rental at American Ways
American Ways Rent a Car has convenient locations throughout New York City. Low prices. All-size
cars, minivans and 4X4s available. Special rates for weekly rentals.
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Problem: Using Prohibited Characters

Yahoo! Search Marketing does not allow symbols or numbers in place of words, excessive
exclamation points or words in all-caps.

Keyword: tanning lotion

Unapproved:

The BEST Tanning Lotions 50-70% Off!
Save BIG on over 30 brands of tanning lotions @ 50-70% below retail!!! Click here 4 California Tan,
Swedish Beauty, Australian Gold, John Abate and new Wolf Tanning Beds.

Approved:

Tanning Lotions at 50-70% Off
Over 30 brands of tanning lotions at 50-70% below retail. All the major brands. California Tan, Swedish
Beauty, Australian Gold, John Abate and new Wolf Tanning Beds.
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Writing Effective Search Listings

Exercise

Read these three search listings for the keyword “sailboat.” Which listing do you think has the
highest click-through rate? List three or more reasons why.

1. Sail on Over to Zephyr SeaCraft
Zephyr SeaCraft will give you a ship-shape price on the finest sailboats ever to sail the seven seas!
Click here today, and we’ll prove that working with Zephyr SeaCraft is a breeze!

2. Sailboats — Zephyr SeaCraft
Zephyr SeaCraft sells sailboats to private and professional buyers. A variety of small, medium and large
models are available in various price ranges.

3. Sailboats on Zephyr SeaCraft
Zephyr SeaCraft is the premier seller of the finest sailboats on the market. Click now to see our fine
selection of vessels.
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Answer:

Listing #2 had the highest click-through rate and was rated as being the highest quality.

Reasons:
* The keyword is included in both the title and description.
e The description is factual and accurate.
e The description includes factual information about products and prices.

e The description includes factual information about the intended customer audience.

The description is not “salesy.”

Respondents are more likely Respondents rate factual
to click on factual listings. listings as highest quality.
60% 60% = 58%
56%
55% - 55% -
52/0
50% 50% -
45% - 45% 43%
40% T 400, 40%
35% 35% -
32%
30% 30% -
25% 25%
20% — 20% Ll L
Listing Listing Listing Listing Listing Listing
3A 3B 3C 3A 3B 3C
Likelihood to Click Quality
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Writing Effective Search Listings

Action Steps

O Look at your current search listings. Do they include your keyword in the title and
description? If not, adjust them and resubmit.

0 If your titles and descriptions are too “salesy,” rewrite them to be more factual.
This will increase the likelihood that a searcher will click on your listing.

[0 Make sure that your URLs are specific to each listing.

[0 Make sure all of your titles and descriptions follow the Listing Guidelines.

© 2005 Yahoo!, Inc. All rights reserved. Confidential and proprietary.
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Basic Bidding Strategies

INITIAL BIDDING STRATEGIES

Bidding is often the most complicated aspect of managing your Yahoo! Search Marketing
account—but it doesn’t have to be. How high should you bid? How closely should you man-
age your bids? Are there tools or tricks to help? This chapter aims to answer these questions
and provide you with guidance to help you bid smarter and reap the rewards.

In This Section:
e Key bidding concepts
e Maximum bidding

® Three bidding strategies

Key Bidding Concepts
e Don’t just guess at bid levels. Base bids on your business model, business objectives
and supporting metrics.
e Don’t bid so high that you don’t make a profit.
e Don’t bid so low so that your listings dip out of the market.

e Monitor the performance of your account and adjust bids based on what you learn.

Maximum Bidding

With Maximum Bidding, you set the maximum you are willing to pay for a click, and the sys-
tem will automatically adjust your bid to get you the best price available. You pay only 1 cent
more than the maximum bid of the listing below yours. For example, if your maximum bid is
$.50 and the maximum bid of the listing below you is $.42, you pay $.43 per click. Yahoo!
Search Marketing’s systems continually monitor the bid prices to ensure that you never pay
more than your maximum bid for a click.

MAX BID
SET TO With Maximum Bidding

$050 1. $0.43 - YOUR ACTUAL COST

cgmpetitors’ 2. $0-42
bids: 3. $0.41
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Three Bidding Strategies

There are three initial bidding strategies you might consider to bid across all your keywords.

1. Set all listings to your target maximum bid.
Best for: Businesses that want to minimize time spent managing bids.
Recommended: This is not only the easiest method, but it also makes sure you are not
over-spending.

If you have already set a target maximum bid and want to learn more, refer to the
Advanced Bidding chapter in this Workbook.

2. Set individual bids on all your keywords, managing each one relative to the
competitive listings around it.

Best for: Businesses that would benefit more from spending a significant amount
of time and effort on consistent monitoring than risking the loss of
potential clicks.

Use with caution: This method requires a much heavier workload and may cause you to
miss out on opportunities.

3. Pick some keywords to bid higher than your average target bid.
Best for: Businesses that want to compete on specific keywords and/or want to
encourage conversion throughout the customers’ buying cycle.

Use with caution: This method requires careful management to avoid over-spending.

XGaming Case Study: Increased Bidding

To achieve the maximum amount of exposure for XGaming’s site (the company’s
overriding goal for the makeover), Yahoo! Search Marketing bid up all of XGaming’s
search terms into the top three positions to maximize distribution across our
partner network. The only exceptions to this were the few cases in which doing so
would have exceeded the company’s cost-per-acquisition (CPA) threshold. The
result? XGaming’s new bidding strategy doubled the number of impressions.
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Basic Bidding Strategies

Action Items
O Review your bids and make sure you’re not bidding too high or too low.
[0 Decide which bidding strategy works best for you, and put it into action.

0 Once you have mastered the strategies in this chapter and started to track your
campaigns (covered in the next chapter), move on to the Advanced Bidding chapter,
where you'll learn the calculations that will help you fine-tune your bidding strategy.

© 2005 Yahoo!, Inc. All rights reserved. Confidential and proprietary.
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Tracking Your Results

TRACKING YOUR RESULTS

Tracking the performance of your online marketing campaigns enables you to effectively
analyze your results, adjust bids and revise keywords, titles and descriptions to make your
account more successful. Tracking is essential to help you spend effectively so that you are
getting the most out of your advertising investment.

Without tracking you may not be able to see where all your visitors are coming from.

For example, Yahoo! Search Marketing leads may look like MSN leads, since MSN is part of
the Yahoo! Search Marketing network. Furthermore, you may not know if searchers clicking
to your site are converting into customers.

In This Section:
e Conversion Counter
e Yahoo! Easy Track™
e Advanced conversion concepts
e Marketing Console and advanced analytical tools

e Search Optimizer

Which tracking methods are right for you?
If you: Then use:

Want to track Yahoo! Search Conversion Counter
Marketing conversions

Want to identify the source of Yahoo! Easy Track
Yahoo! Search Marketing clicks

Are ready for advanced marketing Marketing Console, Search Optimizer or
campaign tracking other third-party tracking software
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Conversion Counter

If you don’t have any tracking solutions yet, this section is right for you.

Overview

Tracking conversions on your web site is of vital importance to understanding the success of
your advertising. Using Yahoo! Search Marketing’s free, easy-to-use Conversion Counter tool
will help you optimize your marketing budget and increase your sales. You need Conversion

Counter in order to track the sales that Yahoo! Search Marketing is helping to drive.

Using Conversion Counter will allow you to:

¢ Track the number of conversions on your site driven by Yahoo! Search Marketing’s

partner network.

e View conversion data at the keyword, category and account level.

e View conversion data for Content Match as well as Standard and Advanced match types.

e View conversion results alongside the Manage Bids and Manage Listings pages in
addition to reports in your account.

User Name: advisor [Logout]
SEARCH
YAHOO! i ne

Money Manager |

Account |

Sponsored Search - Manage Bids

Reports

Manage Categories | Manage Bids | Manage Listings | Editorizl Status | Add Listings

Manage Sponsored Search

Set your max bids, monitor your Click Index™ scores and choose your match tvpe for each term.

be able to reduce them below $0.10 in the future,

b Please Note: If you change any grandfathered bids (fram before February 2003, you won't

View Category Display My Terms With

all listings =

Edit Listings Edit Cateqory Bid Options
Standard
Keywords Match
Category Match
-
) Type Position
aduisor california
I~ inuvestment expatriate Advanced 3
registered
amnerican
I cxpatriate expatriate Advanced 3
o cEmeehem expatriate |Advanced 2

inuestrant sduisar

Edit Listings Edit Category Bid Opticns

I\n the Search Termj

Listing On/Off

Your Max Bid ($)
Cost
) 4
Update Bids
0.51 0,60

Update Bids

Listing on/Off
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Mstch Type Optians

Top 5 Max Bids

Manage C

4 sERRrEA

ontent Match

Return to 2l Listings

Advanced Search

0,14 0,13 0.12 0,11 0,10 Bid Teal

0.67 0.66 0.60 0.50 0,10 Bid Tool

012 0.11 011 -

Match Type Options

- Bid Tool

Click

Index

clicks

click

(CD]

Account: US PM Individual (90240)

Page Halp
IE Keyword Selector Toal

Account Status (May 22, 2005 11:20:00 M PDT) Refresh
Sponsored Search/Content Match

online Listings 11
Offline Listings : ]
Low Glick Index™ Listings : N/A
Recently Reroved Listings ¢ 0

Personalize thiz page

#dd Conversion Data

Search Help

Listings Par Paga @ [40 =

Total Cost Per

Cost  Cost fotal Conversion Conversian

& & Conversions Rate (%) &
Stats for My Terms: | Previous Day >

0.00 0.00 o 0.0 0.00

0.00 0.00 o 0.0 0.00

000 0.00 0 0.0 0.00




Tracking Your Results

What is a conversion?
A conversion is a completed transaction event on your web site. What constitutes a
conversion varies from business to business. The most common conversions are:

e Purchase

¢ Site registration

e Newsletter sign-up

e Request for price quote

e Other lead-generating activity

When you activate Conversion Counter, you will also see conversion rate, which shows you
the percentage of clicks that turn into conversions, and cost-per-conversion, which
indicates how much it costs to receive one conversion.

Conversion rate = Total conversions / Total clicks

Cost-per-conversion Total Yahoo! Search Marketing spend / Total conversions

How Conversion Counter Helps Your Business

Conversion Counter is designed to show you how many conversions result from clicks

that are driven by your Yahoo! Search Marketing campaign. It tracks conversion data at

the account, category and keyword levels, and enables you to test and evaluate the
performance of your keywords in both Sponsored Search, including Advanced match types,
and Content Match.

As you learn which keywords and categories drive the most conversions, you can make
informed decisions about your account, including how to allocate your budget and how to
improve under-performing listings. Decisions like these can help you optimize the overall
performance of your account and ultimately drive more sales.
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How Conversion Counter Works

You place the provided tag—a small piece of HTML code —onto the confirmation page on
your web site (usually the sales or sign-up confirmation page). The tag is invisible to your cus-
tomers and generally will not impact the performance or look of your site in any way. When a
customer reaches your confirmation page, the tag registers the conversion event, and the
information is presented on your Account Summary and other pages in your account.

Requirements

To use Conversion Counter, you need to have a Yahoo! Search Marketing account and be
able to make changes to your web site. Conversion Counter requires that you place a tag on
the transaction completion page. We encourage you to work with your webmaster or call our
customer service line at 866-YAHOO-SM (866-924-6676) for assistance.
Conversion Counter requires:

e A Yahoo! Search Marketing account

e A tag on your web site’s confirmation page

¢ A basic understanding of HTML

Installing Your Tag
Installing your Conversion Counter tag is a simple, two-step process:
1. Choose your web site’s confirmation page

2. Copy the HTML tag that Yahoo! Search Marketing provides in the Account Set-Up
page of your account, and paste it into the code on your confirmation page

For detailed instructions, you can access the Set-Up Guide at
http://searchmarketing.yahoo.com/rc/srch/ccii.php
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Tracking Your Results

Viewing Conversion Counter Data
You can find conversion data in several areas within your account:
e Account Summary page
e Manage Categories page
* Manage Bids page
e Manage Listings page
e Reports
On the Reports page, you'll be able to view conversion data for all your Sponsored Search
and Content Match results. You'll also be able to access the following reports:
e Account Summary
e Account Daily Summary
e Account Activity Detall
e Search Term Summary
e Search Term Activity Detail
e URL Activity Detail
e Category Summary
e Category Detall

XGAMING CASE STUDY

As part of their advertiser makeover, XGaming signed up for Yahoo! Search
Marketing’s Conversion Counter tool. Integrating Conversion Counter into its
account made it easy for XGaming to measure performance and adjust its bidding
strategy as necessary. Yahoo! Search Marketing was able to track conversions to
XGaming’s site, while keeping overall cost of acquisition in line with XGaming’s
goals and increasing its return on advertising investment.
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Tracking URLs

If you want to identify the source of Yahoo! Search Marketing clicks by regularly checking
your web server logs, this section is right for you.

Using tracking URLs is one of the most common techniques that associates where visitors
came from with what they do on the site. Simply put, a tracking URL is a bit of extra text at
the end of the normal URL that indicates where the visitor came from.

For example:
Regular URL: http://www.XYZelectronics.com/television
Yahoo! Easy Track: http://www.XYZelectronics.com/television?OVRAW=cheap%20sony

%20television&OVKEY=sony%20television&OVMTC=advanced

Tracking URLs can be typed in manually or you can use Yahoo! Easy Track™, which provides
URLs dynamically generated by the Yahoo! Search Marketing system. Note that setting up
tracking URLs alone will not enable you to track behavior and actions. You must also config-
ure your tracking system to monitor and report on these URLSs.

Yahoo! Easy Track

Yahoo! East Track is one of the best solutions for tracking your results because its URLs are
free, easy to activate and designed to provide more detailed information to advertisers who
analyze their web server logs or third party tracking solutions. To use them, you need to log
into your account and turn “Yahoo! Easy Track” to “On” in the Account Set-Up section. Please
read the “Page Help” portion within Account Set-Up to ensure that Yahoo! Easy Track is
compatible with your systems, as the program may not be in all circumstances.

Yahoo! Easy Track provides:
e Source tracking
e Raw search query tracking
e Keyword tracking
e Match Type tracking
e Content Match tracking
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Tracking Your Results

Yahoo! Easy Track URLs are enabled by using a simple On/Off switch in your account. All you
have to do is select “On” and tracking URLs are automatically added to your URL every time

your listing is clicked.

Source Tracking:

Raw Search Query Tracking:

Keyword Tracking:

Product and Match Type Tracking:

The mere presence of a tracking URL signifies that
the visitor came as a result of your Yahoo! Search
Marketing campaign.

The first element of the tracking URL denotes the raw
search query, i.e., exactly what the user typed into the
search box. The %20 characters signify a space
between the words around the %20; for example,
“cheap sony television” will look as follows:
“cheap%20sony%20television.”

The second element of the tracking URL denotes
the bidded keyword associated with the raw search
query.

The third element of the tracking URL denotes the
match type of the listing that was clicked on by the
searcher. This enables you to understand how many
visitors are coming from Standard and Advanced
match types as well as Content Match for any given
keyword.
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Advanced Conversion Concepts

In This Section:

e Conversion types

e Invest across the buying cycle

e Fvaluate at the campaign level

e Evaluate at the product level

e Use conversion data to improve your campaign

Conversion Types

There are five types of conversions that can occur on your web site. Note that Conversion
Counter measures only two types.

Direct*:

Deferred*:

Indirect:

Offline Customers:

Repeat Customers:

A conversion that occurs immediately following the click and within the
same browser section.

visitor searches > clicks on link > visits site > finds product >
makes purchase

A conversion that is attributed to a click but does not occur immediately fol-
lowing the click. Conversions can be recorded up to 30 days after the click.

visitor searches > clicks on link > visits site > finds product >
doesn’t purchase > visits site again > makes purchase

Keyword clicks that lead up to but do not immediately precede a con-
version. Note that the initial click does not get credit for conversion but
helped in making the transaction.

visitor searches > clicks on link > visits site > finds product >
doesn’t purchase > does new search > clicks on link > visits same
site > makes purchase

Buyers that purchase offline after visiting the web site.

visitor searches > clicks on link > visits site > finds product >
calls or visits physical store to purchase

Buyers that continue to buy after being referred through an initial click.

visitor searches > clicks on link > visits site > finds product > makes
purchase > returns to site by entering URL > makes another purchase

“Measured by Conversion Counter
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Invest Across the Buying Cycle

Customers have various intentions and needs when searching, depending on where they are
in the buying cycle. This buying cycle can be divided into three phases: research, shop and
purchase. Segmenting your keywords across this cycle, and writing corresponding creative
messages, will help you capture all conversion types.

Phase Research ———— 3 Shop ———— > Purchase
Audience - Gather information - Track and compare = Ready to buy
description about product purchasing criteria

category, production

options or key retailers
Your ~# Frame the buying # Compete on more * Acquire customers

opportunity decision; establish specific criteria; who know what they

credibility capitalize on customer want
preferences

Example # =+ Up to 50 -+ 100 - 500 = 500 - 5,000

of keywords (general) (medium) (specific)

Example = Computer Game, > Playstation, » Halo Xbox

keywords Video Game Xbox Halo Cheats

Search ~# High Medium Low

volume

Conversion == Low Medium High

rate

Likely ~= Deferred; indirect; ~# Direct; deferred; = Direct; offline

conversion offline; repeat indirect; offline;

types customers repeat customers

There are two ways to effectively invest across the buying cycle and maximize your sales.
One method is to evaluate your performance at the campaign level. You can see here that
overall, the campaign is generating a positive ROI.

Evaluate at the Campaign Level

Total Clicks CPC

1,100 $0.50 $550

Total Cost

Total Conversions

330

$1,650

Profit ROI

300%
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The other method is to evaluate your performance at each product line or category level. Note
that in this example, the product line for CDs is not performing as well as the other product lines.

Evaluate at the Product Level

Product Total Clicks CPC Total Cost Total Conversions Profit ROI

Books 1,250 $0.40 $500 88 $613 123%
CDs 970 $0.50 $485 49 $243 50%
DVDs 890 $0.60 $534 267 $1,335 250%

Note that this may not be recommended for all advertisers.

Note that you should not solely focus on ROl in all situations. It is usually desirable to maximize total profits, which
may come from campaigns or products with a lower overall ROI.

Use Conversion Data to Improve Your Campaign

You can further increase your results by analyzing your keywords’ performance and using the
conversion data to help you decide how to act. If you have a lot of keywords,we recommend
that you prioritize them by traffic volume and modify the high-traffic keywords first.
For categories/keywords performing well:
e Explore new keywords: Use the Keyword Selector Tool and other techniques for
discovering related keywords (see Chapter 2 for ideas).
¢ Raise bid and position: Bidding into the top positions will increase your exposure to
potential customers and boost click-through rate.
e Activate Content Match: Increase exposure across the Web by activating Content
Match, which puts your listing on related content pages on sites like Yahoo! and MSN.

e Opt your keywords into the Advanced match type: Provide search users with
relevant listings, even when the bidded keyword does not match word-for-word with the
search query.

For categories/keywords performing poorly:
e Improve titles and descriptions: Including the keyword in both the title and descrip-
tion will help filter out unqualified traffic (see Chapter 2 for more ideas).
e Change URLs: Send visitors to the product-specific page that relates to the keyword.
Consider testing alternate landing pages to see which is more effective.
* Improve web site design: Make sure your site is well organized and easy to navigate.
e Decrease bid: If you've over-bid in the hopes of increasing traffic and it didn’t pay off,
lower bids to a price that’s more reasonable. You may get fewer clicks but a higher RO/.
When analyzing your Conversion Counter data to improve your campaigns, we recommend
that you use data spanning a prolonged time period. Focusing on a single day’s conversion
data may not yield accurate and statistically valid results, and you may take actions that are
counter-productive to your campaigns. We recommend that, depending on your traffic and
conversion volume, you measure conversion results over a minimum two-week period—or if
possible, a 30-day period.
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Marketing Console and Advanced Analytical Tools
If you are ready for advanced tracking solutions, this section is right for you.
Our Marketing Console and other third-party tracking solutions enable tracking and monitor-
ing beyond conversions by source and keyword. They include tracking by:
¢ Navigation usage
e Shopping cart abandonment
¢ Time on site and on each page

e Visitor paths

Marketing Console

The most comprehensive Yahoo! Search Marketing product for tracking results is Marketing
Console, which lets you see exactly how your sponsored search, email, banner, paid inclu-
sion and/or affiliate programs are performing, all in one location.

Marketing Console provides you with information about:

Campaign Effectiveness: Track which campaigns, channels and creative
solutions are generating the most cost-effective
leads and conversions on your site.

Marketing Metrics: Measure the performance of your creative against
standard metrics, including conversion rate, total
revenue and cost per acquisition (CFA).

Sales Cycle and Funnel Analysis: Determine the length of your initial and repeat
conversion cycle or funnel.

New vs. Repeat Business: Monitor how many new and repeat leads or
shoppers are on your site.
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Bid Management Reports Campaign Configuration Manage Account
Doy [ une,zoos ]
< | < |selectToday] > [ » | = Campaign Performance: Campaign
o e T S o 7_Sei| This report measures campaign perfarmance relative to your creatives, It allows you to identify the creatives that most effectively generate leads,

1 0z 3 4 conversions and revenue for a campaign.

5 & 7 8 9 10 11
12 13 14 15 16 17 18
19 20 21 22[ 23 24 25
26 27 28 29 an

|A waming  The Books Clased Time for this repart is June 23, 2005 11:00:00 AM PDT Vien Details |

Download this Report
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How Marketing Console Works

Marketing Console uses a small JavaScript tag and cookies to track your customers’
movements from your marketing campaign and into your site. This information is collected,
processed and placed on an integrated, easy-to-follow set of reports that allows you to track
and ultimately improve the performance of all of your online channels, including sponsored
search, emails, banners, paid inclusion and affiliate programs. You can then view these
reports within Marketing Console.

Marketing Console uses three tags to simplify the set-up process for advertisers. The three
tags are the Universal Tag, the Shopper Tag and the Conversion Tag. The Universal tag is
meant to be placed on every page on your site. The Shopper Tag is used to trigger when a
visitor should be considered a Shopper on your site (e.g. a visitor to your site has placed a
product in your shopping cart). The Conversion Tag is placed on your transaction completion
page and allows you to define the value or revenue amount per transaction.

How to Sign Up and Activate

To sign up for Marketing Console, please visit http://searchmarketing.yahoo.com/mt/mc.php
and follow the easy instructions.

Once you complete the sign-up process, you will be emailed detailed installation instructions
and examples on how to implement the product (we recommend that you have your web
master or web site developer manage the installation of the tags on your site). Once these
steps are accomplished you will have access to Marketing Console, which will enhance your
ability to manage and optimize your online marketing campaigns.

Marketing Console vs. Third-Party Tracking Software

If you use third-party tracking software (e.g., the base version of WebTrends), the reported
figures may not match your web server logs. There are two common reasons for this:

You may not be using tracking URLs. Tracking URLs are important on advertising networks,
such as Yahoo! Search Marketing. Yahoo! Our network delivers 95% of its traffic from part-
ners like Yahoo! and MSN. If you do not have tracking URLs, your web logs will show traffic
coming from Yahoo!, MSN, or other sites, rather than originating from Yahoo! Search
Marketing.

Your software may not count visits correctly. Some programs count one IP address for every
half-hour interval as a unique user. One problem with this technique arises with proxy servers
(computers acting as agents for multiple users). For example, MSN routes all subscribers
through only a few IP addresses, so any one MSN IP address can map back to tens of
thousands of separate users. Third-party tracking software sometimes fails to take this into
account, which can result in incorrect numbers for you.

Many advertisers find they get the most effective information by calculating their results on a
monthly basis. Tracking results less frequently will prevent you from making the most
informed and effective decisions about how to best use your advertising budget.
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Search Optimizer

Search Optimizer is Yahoo! Search Marketing’s enhanced campaign optimization tool, which
automates the bid management process based on your business objectives. Search
Optimizer will help you save time and achieve better results from Yahoo! Search Marketing
sponsored search programs. Why are you paying for keywords and campaigns that do not
perform? Why are you not further investing in those that are returning favorable results?

Let Search Optimizer achieve results that are measurable and extensible to all your online
marketing activities.

Search Optimizer Benefits

Saves Time: Automated bid management reduces the amount
of time spent managing and optimizing a sponsored
search campaign.

Maximizes Return on Allows you to optimize the campaign based on your unique

Search Investment: business model; updates keyword bids as frequently as
every five minutes, helping to ensure that every keyword
remains competitive.

Aligns to Your Campaigns produce leads only when your call center or
Business Goals: customer support organization is able to respond to them,
which increases the effectiveness of the campaign.

Responds Quickly: Responds quickly to keywords that offer the greatest
opportunity and warrant increased investment.

Optimizes Content Match: Measures and optimizes the success of Content Match
traffic independent of Sponsored Search traffic. Search
Optimizer helps achieve your CPA or ROI goal in both
Sponsored Search and Content Match by making
independent bid recommendations for each product.
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rules by dicking "Changs" at right. For more details, see the Online Help. Download Bid Rules [ElUpload id Rules
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Search Optimizer shows relative performance of keywords in near real-time for a quick visual
overview of your campaign performance.
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Define the time of day and days of the week that your call center is available to respond to
leads, and Search Optimizer automatically optimizes to drive traffic at those times.

A Traffic Control — Web Page Dialog

Traffic Control

Traffic Control allows you to specify the hours of activity for your Yahoo! Sponsored Search
accounts. During the times you set your schadule to "off", high velacity tarms in this account
will have their bids set to the minimum bid to minimize traffic and spend during those hours.
Grandfathered bids in the account will not be affected. Note that Traffic Control will affect bids
for which you have set a Min Position constraint.

Start Time End time (Duration)
| Bids ON All Day |
DSunday DMcnday DTuesday D\Nednesday

DThursdav DFriday I:‘Saturday I:‘Checl-q"Clear Al

Update Graph

i2a 4z 2a 12N 4p 8p 12z =

Submit | | Caneel | ¥
https://demo.perf.overture.comfcaps/dispatch fauth bidman modal Chil @ Internet

How to Sign Up and Activate

For more information on Yahoo! Search Marketing’s Search Optimizer, visit
http://searchmarketing.yahoo.com/mt/so.php

To sign up for Yahoo! Search Marketing’s Search Optimizer, please call (866) 869-9256.
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Exercise

Keyword:

Bid price:

Cost of item:

Sale price:
Impressions:
Click-through rate:

ltems sold (conversions):

1. Calculate conversion rate:

2. Calculate cost-per-conversion:

3. Return on advertising spend:
4. Return on investment:

5. Total profits:

005°2$ = 00S$ - 000°C$ - 000'SS$
%00L40 L=|~-¢

¢ = (00g$ + 000°2$) / 000°G$
000°G$ = 00L$ X 05

%006 410 6 = | =0l

0} = 00S$ / 000°'G$

000°G$ = 00L$ X 0S

01$ =05 /005

00S$ = 02'0$ X 0052

%z =009'C / 0G

Tracking Your Results

Calculate frequently used marketing metrics based on the following information.

Radio
$0.20
$40
$100
25,000
10%
50

ltems sold / Visitors to site = __

Total Yahoo! Search Marketing spend / Total con-
versions =

(Total sales / Total advertising cost) -1 =_____
(Total sales / Total costs) —1=_____

(Total sales — Total costs) =

Woid °g

:JUBLUISOAU| UO UiNey “f

‘puadg BuisiaApy UO uiney ‘¢
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Action Steps

O If you want to identify the source of Yahoo! Search Marketing clicks, turn on Yahoo!
Easy Track.

[ If you want to track Yahoo! Search Marketing conversions, activate
Conversion Counter.

[0 If you want more information on visitor behavior, site performance, sales funnel, etc.,
use Marketing Console.

O If you want to automate your sponsored search bidding strategies based on
performance-driven recommendations, use Search Optimizer.

[0 Review your results and modify your bids, keyword listings or titles and descriptions
based on what you learn.

© 2005 Yahoo!, Inc. All rights reserved. Confidential and proprietary.
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Advanced Bidding Strategies

BIDDING CALCULATIONS

How do you know exactly how much to bid on each keyword? Your bids should be based on
the economics of your business and the performance of your site.

In This Section:

Profit

e Cost per action (CPA)

Return on advertising spend (ROAS)

e Return on investment (ROI)

Bidding calculations example

Profit
Profit = Revenues - Costs
Profit is truly the “bottom line” number. Most businesses want to maximize profit, but profit

can be hard to maximize when there are moving parts. Increasing advertising spend will bring
in more customers, but you must ensure it will also increase profits.

Cost Per Action (CPA) or Cost Per Conversion
CPA = Advertising Costs / Number of Buyers

CPA measures how much it costs for you to obtain the desired action (an action might be a pur-
chase of a product, a download of an application or a registration for a service).

[t's helpful for you to know how much it costs to get a buyer, but it’s even better if you know
what that buyer is worth. In order to do that, you need to know how much a buyer typically
purchases and what you make on that purchase; knowing how many visitors actually
become buyers is also important.

CPA is most useful when compared with the value of a customer. Useful measures include:
e Average Purchase Amount
* Margin

e Conversion Rate

Return on Advertising Spend (ROAS)
ROAS = Profit / Advertising Costs

ROAS measures how effective the advertising spend is at generating profits. Most businesses
prioritize their spending based on how much payback it will yield. Sometimes businesses will set
a hurdle rate, or a minimum threshold for that payback. Each business is different, so one person
may have a very different hurdle rate than another. But no matter what the hurdle rate, if there is
one, ROAS will show you what rate of return you are getting from your advertising spend.
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Return on Investment (ROI)
ROI = Profit / Total Costs

ROI measures how effective your overall business spend is at generating profits. ROl is
essentially the same as ROAS but takes into account all costs, not just advertising spend.

Bidding Calculations Example

In the following example, the first four measures are based on the economics of the business.
The fifth, conversion rate, is a measure of site performance.

Fixed Business Variables:
Average purchase amount: $100
Product cost: $40
Gross margin: $100 - $40 = $60
Value of a purchase: $60

Conversion rate: 2%

Marketing Variables You Control:
Clicks: 4,500
CPC (cost per click): $0.40

Definitions:
Average purchase amount:  How much a buyer spends when he or she comes to the site.
Product cost: How much the product costs, excluding advertising costs.

Gross margin: How much you make on the product, excluding
advertising costs.

Value of a buyer: The same as the gross margin, since that’s the profit from a
buyer (again excluding what we paid in advertising costs to
get the buyer).

Conversion rate: How many visitors convert to buyers.
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Bidding Calculations Example: CPA

CPA measures how much advertising spend is required to get one action (in this case, one buyer).

Advertising costs:
4,500 clicks x $.40 per click = $1,800 in advertising costs

Number of buyers:
4,500 clicks = 4,500 visitors to the site

2% of them became buyers = 90 buyers

CPA:
Spend on Yahoo! Search Marketing = $1,800
Number of buyers = 90

Result:
$1,800 / 90 = $20 CPA

Compare CPA to Buyer Value:

¢ |f CPA < Buyer value, you are making money and may be able to increase bids to get a
higher position.

e |f CPA > Buyer value, you are losing money and may have to reduce bids.

e For XYZ Electronics, value is $60 and CPA is only $20, so there is room to increase bids.

Bidding Calculations Example: CPA to Get Target Bid

Another way to view the CPA calculation is instead of starting with known advertising costs
and bids, figure out where to set the company’s bids. If the value of a buyer is $60, how
much are you willing to spend to acquire the buyer? It could be 5% or 95%; it depends on
what other costs are involved and what your goals are. For XYZ Electronics, we arbitrarily set
the amount at 33%.

1. Value of a Buyer: $100 average purchase x 60% gross margin = $60 value of a buyer

2. Maximum CPA:  33% maximum acquisition x $60 value of a buyer = $20 maximum CPA

3. Target Bid: $20 maximum CPA x 2% conversion rate = $0.40 CPC target bid
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Bidding Calculations Example: Profit

Profit is hard to maximize. You may have to experiment with moving bids up to see how
much more revenue it creates and whether it offsets the rise in advertising cost, but it’s
essential that you look at the bottom line when you are setting your bids.

Revenue: 4,500 clicks x 2% conversion rate = 90 buyers x $100 average purchase
amount = $9,000 revenue

Costs: $9,000 revenue x 40% product cost = $3,600 product cost + $1,800
advertising cost = $5,400 costs

Profit: $9,000 revenue - $5,400 costs = $3,600 profit

Assess Profit:
e |f Profit > 0, you may be able to increase bids to get more buyers and increase profit.
e |f Profit < 0, you may have to reduce bids.

e For XYZ Electronics, profit is $3,600, so there is room to increase bids.

Bidding Calculations Example: ROI

ROI measures how effective your overall business spend, including advertising, is at generat-
ing profit.

Profit: $9,000 revenues - $5,400 costs = $3,600 profit
Advertising Costs: 4,500 clicks x $0.40 CPC = $1,800 advertising costs
ROl $3,600 profit / $1,800 advertising costs = 200% ROI
Assess ROI:

The scenarios for ROI are the same as for profit.

e |f ROl is acceptable and profit is positive, you may be able to increase bids to get more
buyers and increase profit.

e |f ROl is unacceptable or profit is negative, you may have to reduce bids.

e For XYZ Electronics, ROl is very high and profit is positive, so there is room to
increase bids.
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BUSINESS MODEL IMPLICATIONS FOR BIDS

The calculations just reviewed apply particularly well to e-commerce sites, but the basic con-
cepts apply to all types of sites. You should always strive to define at least one action that a
visitor can take on your site that will denote that the visitor is worth more than average. Once
you have defined one or more actions and monitor which visitors undertake the actions, your
tracking system should tie it back to where the visitors came from. This will help you better
gauge the value of various keywords, for example, so you can set bids with better regard for
the economics of particular keywords.

E-Commerce:

Lead Generation:

Content:

Use CPA, profit and ROI if possible

Define action and how to track over time online or offline. Use CPA and
value per lead (= customer value x % of leads that become customers)

Estimate visitor value based on actions (e.g., newsletter subscription that
could lead to affiliate earnings) or ad revenue per page view. Use CPA,
profit and ROI if possible.
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ADVANCED BIDDING CONCEPTS

Once you have mastered the bidding strategies, tactics and techniques described in the pre-
vious sections, you can push your bidding success to the next level by pursuing more
advanced concepts. We recommend that you add one advanced topic at a time, rather than
tackling the whole set at once.

In This Section:
e | ifetime value (LTV)
e Deferred or latent buyers
e Per-product metrics
¢ Influencing the metrics

e Third-party tools

Lifetime Value (LTV)

Thinking in terms of lifetime value recognizes that buyers may not have only one transaction
with your business. Rather, they may be repeat customers, with transactions occurring over
the course of a month, year or longer.

If you understand the value of buyers over their lifetime, you will have a more accurate esti-
mate of the value of those buyers. Since the average lifetime will likely be more than one trans-
action, the lifetime value of a buyer will be higher than a single-transaction value. This enables
you to bid more accurately—and higher—because you can account for the higher value.

To calculate lifetime value, you must estimate:
e How long the average buyer has a relationship with your business
e How much the buyer purchases during the lifetime

e Costs during the lifetime (include product costs, as well as additional costs such as
customer service)

(Average length of relationship x purchases over lifetime) — Costs during lifetime = Lifetime Value

Deferred or Latent Buyers

Deferred buyers are customers who do not purchase on the first visit, but subsequently
return to your site and make a purchase at a later time. While the buyer might have used
advertising (such as your search listing) to reach your site the first time, often the buyer
returns to your site via a bookmark or by typing in your URL.

If you can associate prospects with the buyers they become, you’ll get a more accurate
understanding of how your advertising is performing. Since it's common to not count these
prospects, most businesses are underestimating the effectiveness of their advertising spend.
By accounting for deferred buyers, you will have a more accurate picture of your business,
and you will be able to justify higher bids, thereby getting even more customers.
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Advanced Bidding Strategies

Tracking deferred buyers typically requires assigning cookies to each visitor so you can see
the original source of each buyer.

Per-Product Metrics

Companies with multiple products or services can improve profits by tailoring bids to how
each product line performs. The examples we have reviewed so far assume a single
purchase amount, margin and conversion rate. For businesses with multiple product lines,
or even multiple products or services within the same line, it can make sense to analyze the
economics and site performance for each in order to bid smarter.
Evaluate each product line by its:

e Conversion rate

e Average purchase amount

* Margin

e |ifecycle

Influencing the Metrics
One of the best ways to bid smarter is to change the rules of the game by influencing the

metrics. Your bids are not your competitive advantage — your site, products and service are.

Rather than simply accepting the economic and site performance metrics that guide your
bidding, you should strive to improve them. Anyone can post a higher bid, but only a
successful business and web site can make money from that bid. By improving the
underlying economics of the business, you will be able to profitably bid higher, and get more
customers from whom you will make even more money.

Within the context of your sponsored search advertising, you can improve your metrics. For
example, writing search listings that accurately describe your products and services can filter
out searchers looking for something slightly different, thereby increasing the quality of your
visitors and your conversion rate.

XYZ Electronics Conversion Rate Example
Baseline conversion rate = 2%
If conversion rate increases to 3%:
* Revenue grows from $9,000 to $13,500
e Profit grows from $3,600 to $6,300
¢ CPA drops from $20 to $13.33
e ROl increases from 200% to 300%

Conversion rate is a powerful lever. In the example above, improving conversion rates by just
1% has a significant impact on revenue, profit, CPA and ROI.
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Third-Party Tools

There are software programs and service bureaus that can help you manage your bids.
Yahoo! Search Marketing has approved several services that automate bid-setting and
ongoing bid management. Additionally, many of these services have modules that aid in
identifying additional targeted keywords, or even writing search listings.

Fees may be monthly or one-time, and typically vary based on the number of keywords you
wish to manage, and sometimes the frequency with which you would like to re-set bids.

For the most current list of approved services, visit the Third-Party Bidding Tools section of
the Sponsored Search FAQs, which you can find in the Resource Center at
http://searchmarketing.yahoo.com/rc/srch/index.php.
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Advanced Bidding Strategies

Exercise

Apply these calculations to your business’s marketing metrics to determine your CPA, ROI
and target Maximum Bid.

1. Calculate Your CPA

Advertising costs:

(#) clicks x $ per click = § in advertising costs
Number of buyers:
#) clicks = visitors to the site

% of them became buyers
# of visitors) = buyers

(buyers, as a % of visitors) x (

(for example, if you had 100 visitors and 5% became buyers, .05 x 100 = 5 buyers)

CPA:

Advertising costs + Number of buyers = $

2. Calculate Your ROAS
Profit + Advertising costs = ROAS

3. Calculate Your ROI
_ Profit = Total cost = ROl

4. Calculate Your Maximum Bid
Value of a Buyer: $ average purchase x % gross margin = $ value of a buyer
Maximum CPA: % max acquisition x $ value of a buyer = § maximum CPA

CPA Target Bid: $ maximum CPA x % conversion rate = $ CPC target bid
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Action Steps

O Define what conversions are for your business by identifying one or more actions you
want customers to perform on your site (i.e., purchase, subscribe to newsletter, etc.).

[0 Based on your business model, select metrics for performance measurement.
[0 Set bids based on the economics of your business:

e Analyze site performance and financial metrics.

e Start with desired CPA.

e Apply this knowledge to “back into” your bids.

e | ook at profit and RO if possible.

[0 Once you have done the above, add one advanced strategy at a time to bid even smarter.

©2005 Yahoo! Inc. All rights reserved. Confidential and proprietary.
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Managing Your Account

USING YOUR ACCOUNT

Yahoo! Search Marketing provides advertisers with a comprehensive account management
system for multiple products. In this section, we lay out everything your account allows you to
do, along with helpful hints to help you manage your account more effectively. This chapter
can serve as your “quick reference guide,” and we recommend following along with your
account open on your screen.
By logging in to your account, you can:

e Manage your budgets

e Get reports

e Manage bids

e Track keyword performance

e Check editorial status

e Add listings

e Send email to Yahoo! Search Marketing’s Client Advocates

e And more
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ACCOUNT FEATURES

In This Section:
e Account summary
e Account set-up

e Edit profile

Change password

Edit account name

® Personalize pages

Account Summary
Upon logging in, you first see a summary of your account activity. This information is updated
at least every eight hours.

1 Use the tab structure to navigate within your account.

2 The Account Status box gives a high-level summary of listings, funds and opt-in status
on products and features.

3 Page Help is available throughout your account.

SEARCH -
1YAI‘IOC)..' MARKETING Account: US PM Ideal{ 74523)

ontent Match

Account

Account Summary =

Reports

+ | Current D
Show stats For s Account Status [September 20, 2004
sponsored Search Summary 12:15:00 PM PDT) Refresh
e S ol |G| o ek ) U sponsored Search/Content Match
Imprassions  Chicks Elicle Cost (4) (;MJ Convarsions Rata (90) converd  Online Lisktings ¢ 112
1A Hia H [ WA HiR ("2} WA w|  ©ffline Listings ¢ i0
Don't see any conversion dats? ¢ Low Click Index™ Listings 2
-
Contenciiath Rl mm Ay Recantly Removed Listings ¢ o
Chicke
Total Total CostPer Total Total Conversion tost| Budget (Edit) : oN
DU pmpressions  Chicks Ok Cost($) oy Conversions Rate [95) Canse] Eudget (Edit)
(86) Account Balance [add money) 1 $91.60
WA A [ WA WA WA WA WA ] P
Dort st any conversion dates ¢ Awerage Daily Click Charges 1 $15.20
Estimated Account Depletion @ 6 days
Account ¢ oN
Advanced Match Type & oN
Content Match™ 1 oN
Yahoo! Easy Track & oN

reopen at 7:00 2.m. Pacific Time an
Tuesday, May 31

Get More Quality Leads

Search Submit Pro expands your
presence in the algorithmic search
results on Yahoo! and other sites while
providing greater control over listing
presentation. View this short product
demo to l2arm more about this powerful
source of quality customer leads,
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Account Set-Up

On this screen you can control the overall status of your account, Content Match™,
the Advanced match type, Yahoo! Easy Track™

1 Content Match complements your Sponsored Search campaign by displaying your
existing listings along with relevant articles, product reviews and more, providing an

additional source of targeted leads.

2 The Advanced match type is a feature of the Sponsored Search product that provides
users with listings that are relevant to their searches, even when the bidded keyword

does not match word-for-word with the

and Conversion Counter.

search query.

3 Yahoo! Easy Track is a feature you can take advantage of to help associate
Yahoo! Search Marketing-generated leads with visitors to your site.

4 Conversion Counter is a free, easy-to-use tracking tool that measures the number of

Yahoo! Search Marketing clicks that lead to conversions on your site.

Managing Your Account

SEARCH
MARKETING

YasHoO!

Account Money Manager | Reports | Manage Sponsored Search |

Account Summary | Account Set-Up | Edit Profile | Change Password | Edit Account Name | Personalize Pages
Account Set-Up
Account On/fOff
To turn off your Spansred 5

resume your flow of custor
your Content Match™ ace

h account and step receiving customer leads, dick the "OFf" button.
ds, elick "On." Please note that your selection will also be applied to

Te

elick
will

CoN @ OFF

Submit

Advanced Match

Account: US PM Ideal

Manage Content Match

(74523)

Advanced Match Type

Reach even more targeted custamers by turning the Advanced
Then, g to the Manage Listings page, select the individual listi
feature and dick on the Match Type Options button, Please not
| individual listings uill be s=rued with the Standard match type

* ON  OFF

Submit

type feature on for this account.
i u would like to opt into this
if "Off" is selected below, your

aly.

Add Excluded Words

Content Match™ Advertising Yahoo! Easy Track
Tr
Content Match™ displays your listings when Internst users view relsted canﬂn our partners pages, If you'd like more detailed infarmation when anslyzing your Wﬂer lags, use Yzhoo! Easy Track,
“aur listings will sutoratically be displayed unless you chooze to apk aut o ent Match by clicking  fere d By clicking the "On” button, you'll recsive data that will sllow yo termine traffic by keyuard, match
the "OFf" butten. “on type =nd raw search quary.
hod Please note: Yahoo! Essy Track may nok be appropriste for all advertizers, To l2am mare, please dick
link | the Page Help link abave.
* ON  OFF Submit
o1 @on  coFF Subrmit
Conversion Counter™ H
Activate This Free, Easy-to-Use Tool to Track Your Results
Conversion Counter sllaus you ta:
# Measure conversions, conversion rate and cost-per-conversion
& Track conversions at the keyword, categary and account levels
& Track canversions for all match types and Content Match
& Sort consersion data (by day, week or month)
Getting started is fast and easy. Simply add the HTML code shown here to the <!-— Overture Services Inc. 07/15/2003
transaction completion page on your Web site (usually the sales or sign-up lvar cc_tagVersion = "1.07;
EEfmEiEn ek var cc_accountlD = *1244274523"%
Click on "Set-Up Guide" for more detailed instructions, You may also visit our var cc marketID = "on:
Advertiser Center for best practices and additional information. var cc_protocol="http";
If you need more robust tracking and bidding features, Search Optimizer may be the var cc_subdowain = “comvetr”:
perfect solution. Visit the Advartiser Centar for mora information if (location.protocel == "hrtps:™]

{
cc_protocol=rhtcpst:

Set-Up Guide

Copy

[N
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Edit Profile

Use this screen to edit your mailing address, email address, phone number, etc.
Please note that if you update your billing address, you will also need to do so in the
Money Manager section under Update Payment Methods.

User Name: advisor [Logout]
SEARCH " :
YARHOO! 5o Sczount: US v Individual (90240)

Account

Accourt Summary | Accourt 5

Edit Your Customer Profile

A\ Please note; E4%ting your address in the Customer Profile will not update the billing addrass,
To adit your credit card billing address. please go ta the Money Manager section.

Select preferred language for viewing your account:
English{US) English(UK) German French Japanese Korean Italian Spanish Dutch Portugues Chinese (Traditional)
Chinese(Simplfied)

* = Indicater & required fiald

Tide:* Mr. =
First: Name:* ffom
Middle Tnitial: .
Last Name:* [Fzea

Address 1:* [oPrasan st

Address 2: [

Address 3: [

City:* [Morroaa

US State/Canadian Provinee:®  [California =]
2ip o T —

Country:* [United States =
E-mail Address: * [rome@ads com

(Exsrpla - fammith@sps corn)

Phong Number:* [o19-s55-555

Cexarmple - 217 £55 1212)

Mobile Phone: I
Fa: [B-aaa-aaas
Submit

Change Password

Here, you can update your password and password hint.

User Name: advisor [Logout]

nI—IQO! SEARCH 6 Account: US PM Individual: (90240)

dit Account Name | Perscnalize Pages

Manage Sponsored Search Manage Content Match

Account Summary | Account Sst-Up | Edit Prof{ Change Password

I Account Money Manager Reports

Change Password
* = Indicates & required field

A\ Please Note: The password needs to ba batwaen six and ten charactars
long. No spaces, pundtuation, or special characters allowed.

User Name: * advisor

Old Password: * I

New Password:
{6 o 10 characters fong)

Confirm Password: I

Password hint: [
This will ba used be remind you of pour password should pou forget.

(&.g. - If your passwerd is ‘Rax,’ your Rint could be My dog's name.)
Tou don't hava to charga your pazswerd ta changa your passwerd Bint.

Submit
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Edit Account Name

Managing Your Account

On this screen, you can change the name of your account. This can be a useful feature if you

manage multiple accounts and need different names to distinguish them.

User Name: advisor [Logout)

SEARCH . ivi
-mﬂoo.' A ARCH NG pecount: US PM Individual (90240)

Personalize Pages

Manage Sponsored Search Manage Content Match

Edit Account Name

Money Manager Reports

I Account

Account Summary | Account Set-Up | Edit Profile | Change Passw

Edit Account Name
* = Indicatas a requirad fiald
Account: * Us PM Individual (90240)

Account Name: * ||ndividua|
Submit |

Personalize Pages

Customize your account view by selecting which columns you want to appear

on your screens.

SEARCH .
YAHOO! 55 e Account: US PM Ideal ( 74523)

I Account Money Manager | Manage Sponsored Search | Manage Content Match
Personalize Pages

Account Summary | Account Set-Up | Edit Profile | Change Password | Edit Account Hame

Personalize Pages

Personalize the pages below by specifying which columns appear on your screen.
‘You can choose to view all of the information available, or only those columns that
are most impartant to you.

Account

Account Summary

Sponsored Search
Manage Categories
Manage Listings
Manage Bids

Content Match™
Manage Categories
Manage Listings
Manage Bids
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MONEY MANAGER

In This Section:
e Budgeting
e Add Payment Method
e Update Payment Method

Budgeting

Budgeting saves you time, helps you control your costs and keeps your flow of customer
leads regular. You simply set an approximate daily budget for your click charges, and
Budgeting adjusts the rotation of your listings so that, after 30 days, your total click charges
end up close to your target monthly budget.

To set up budgeting, simply:
1 Select Budget On.

2 Determine your approximate Daily Budget Amount.

3 Use the default charge amount (approximate Daily Budget x 30) or enter a custom
biling amount.

4 Click submit.

‘YAHOO.. HARKETING Account: US PM Ideal (74523)
I oo oo Reports | Manage Spansored Search | Manage Gontant Mateh

Budgeting | Add Money | Add Payment Method | Update Paymant Mathod

Budgeting Page Halp
Account A tvity: 20, 2004 12:13:00 ¢
Account Balan $35.39
e $0.32
e 111 days
1. Set your approximate daily budget
To use budpeting, salect "Budget On,” then enter the spproximats senount you would ke £ spared each dy n the box belo.
Or, to sacaive the maxirmum ameunt of sales leads, selec "Budgat OFf. "%
" Budget On
1 Budget OFF (Non-Stop Traffic)
CheB e TR g e O Cr ang Enrer S JaTy Bodget amount. You may make changes to your approximate daily budget at any time. But note, once you make changes
your targat monthly budgat will be recaloulstad snd & new 30-day paricd will bagin. =%
Approximate Daily Budget  Target Monthly Budget  Impressions  Clicks  CPC  CTR  Cost  Conversions  Conversion Rate (%) Cost Per Conversion ($)
|1 0o 30.00
Wou ey sober & fev credit card on the Add Peveent Method Page.
Each tirne your balance is lowt, your credit card will be charged the following smount:

$30.00

¥ check this box to specify a differant amount.

Amount: § |[1,000.00

Sl
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Tips for using budgeting

e Set your account to Budget Off (Non-Stop Traffic) if you are more interested in

capturing every sales lead than in controlling your costs.

Managing Your Account

e Remember your budget when you make changes to your account. Whenever you add
or remove keywords, change your bid amounts, or adjust anything that affects traffic

volume, remember to adjust your budget accordingly.

e Avoid under-budgeting. When you consistently spend your full budget, you know that
interested customers are clicking on your listings. However, you might be restricting the
maximum flow of sales. In this case, increasing your budget helps you drive more

traffic and connect with more customers.

Add Payment Method

On this screen, you can add a new credit card to your account.

| User Name: test123 [Logout]

SEARCH o
YK_HOO! SRARCH & Account: US PM (372fc464)
Money Marsgse Reporis | Manage Sponsored Search | Manage Content Match

Budgeting | Add Mond Add Payment Method |\ -aate payment Method

Add Payment Method

Please provide the following Information:

Select Payment Methed: (You may pay by Visa , Mastercard / Eurocard , or American Express .)

Card:= [visa i
Number:*
Exp. Date:* [llr: i-ﬂi_'l_:

Please enter the 3-digit or 4-digit security code found on your card.

Please Note: For security purposes we contact new advertisers to verify credit card and
billing information. Please ensure your contact information is correct to minimize any delay in
activating your account.

[ Check here if Billing Information is the same as Contact Information from the previous page.

The Billing Information for that card is (* required fields):
First Name:™

Last Name:™

E-mail Address:*
(Example - jsmith@xyz.com)

Country:® United States 3

Address 1:*

Address 2:

Address 3:

City:™

US State:™ Alabama b

Postal/ZIP Code:™

Phone Number:*
(Example - 213 555 1212}

Submit
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Update Payment Method

Here, you can select which payment method to use for your account, as well as
your billing address.

User Name: test123 [Logout]

nHQO! SEARCH. o Account: US PM (372fc464)

Money Manager | Manage Sponsored Search | Manage Content Match
Budgeting | Add Monay | Add Pay Mlthol pd; v Method i

Update Payment Method

Choose a payment method:

Payment |Tesl Evans X000(000(-3000(-1111 exp.12/2008 Visa ji
Method:* L b ot it W R B R B ]
Please provide your i

The Billing Information for that card is:

First Name:=  [Test i
Last Name:* Evans |
Exp. Date:* ’ﬂ‘ ’m
Country:™ | United States ﬁ
Address 1= 140 W Union St
Address 2: |
Address 3: |
City:* [Pasadena |
US State:® | California ]
Postal/ZIP @
Code:™
2314-645310 |

Phone Number:™
(Example - 213 555 1212}

J

E-mail Address:™
(Example - jsmith@xyz.com)

Submit
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REPORTS

Managing Your Account

You can access many reports in your account to help you understand how it is performing.
Below is the complete list of reports available to you. Take special note of the first three
reports, as these are the most helpful reports for beginners.

Account Summary:

Keyword Summary:

Keyword Activity Detail:

Account Activity Detail:

URL Activity:

Intra-Day Account Activity Detail:

Category Summary:

Monthly Financial Reports:

Category Detail;

Biling Transaction Detail:

Match Type Activity Detail:

Daily Budgeting Report:

A look at your account click and cost totals, and your
cost-per-click summarized for all terms.

A look at the totals for each of your search terms by
average bid, average position, total clicks and total cost.

Detailed information on a given search term by bid, position,
clicks, cost and URL.

Detailed information for search terms within an account by
all bid amounts, positions, number of clicks, cost and URL.

Information on a given URL, including search term, bid,
position, clicks, cost and URL.

Updated several times per day with the latest available
information for search terms by all bid amounts, positions,
numiber of clicks, cost and URL.

Information on your categories, including average bid,
average position, total clicks and total cost.

Access your Invoices, Account Statements and Activity
Reports. Invoice clients may view past invoices in this
section. Data is available for the previous six months.

Information on the search terms in each of your categories.

Historical data of all billing transactions on your account.
Data is available for the current month, previous month,
and previous three, six, nine or twelve months.

Data is refreshed daily.

Displays impressions, clicks and click-through rate for the
top 25 matches for each search term opted into the
Advanced match type.

Keep track of daily spend against budget.
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Manage Sponsored Search

° Manage categories

™

Manage Content Match

e Manage categories

* Manage bids

* Manage listings
¢ Editorial status
e Add listings

e Manage bids

¢ Manage listings

Sponsored Search: Manage Categories

Categories allow you to organize your listings into groups and manage at a category level.
They are especially helpful if you have a large number of listings and want to bucket them into
specific categories, e.g. “Easter,” “discount,” etc. You can see how the category listings are
performing as a group and can turn them online or offline as a group.

User Name: advisor [Logout)

SEARCH
MARKETING

YasHoO!

mas bid and budget for each
ently in the cab

2003 be abla to raduce 1

Keyworts
Mt TS il
Category  one = Different
Terms e
Bids

Create a New Categary

& alkstngs . 1 1u

© umassigned

Sponsored Search - Manage Categories

et If you change any grandfatherad bids (from
o vt ham balow

Category
on/0ff

Your Hax ’
Submitthanges | Clicks Rats Cost Cost Conversions Comvarsion
L) G @ e Rat(ee) 4
stats for my Categores [PPEADUS Day
orline  [0.00 Update Bids o 0.00 000 0.00 o 0.0 0.00

oniine  [0.00 Update Bids o

8id Optians Match Type O

Account: US PM Individual (90240}

Page Help

utn a categary offine o wil 18 Kevwerd Satector Tool
¢ now listings yor n the

bafore
$9.10 in the

chiek  Avp. Toual
o

uuuuuuuuuu

olire  [0.00 Update Bids L 0.00 000  0.00 o 0.0 L
el [000 Update Bids b 004 ads  0.00 o o ™

0.00 000 0.00 o 0.0

regary On/OFf Gownlaad

Choose the category you would like to work on (by checking a box on the left) and select
one of the following actions:

Rename Category:

Delete Category:

Bid Options:

Match Type Options:
Category On/Off;

Download:

Rename the category for your listings.

Delete one or more categories. All listings within a deleted category
will be moved to “Unassigned.”

Update your Max Bids and bid types across all of the selected
listings in the category.

Change your Match type options.
Take your listings on or offline by category.

Download your category.
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Managing Your Account

Sponsored Search: Manage Bids

This is one of the main pages you will access in your account. Here, you can view and
make changes to most of the pertinent information about your listings. The statistics are
updated daily.

User Name: advisor [Logout]

YKHOO-' ?NEAARRKCE"'TING Account: US PM Individual (90240)

'S Jnage Listings | Editorial Status | Add Lirtings

Account Manager

Reports

Manage Categories

Sponsored Search - Manage Bids Paga Help
Set your max bids, monitor your Click Index™ scores and choose your match type for each term. 19 Kevward Salactor Tost

A\ Please n
be able

Account Status (May 22, 2005 11 P BOT) Refrash
hange any grandfathered bids (fram before February 2003), you won't

e them below £0.10 in the future.

1

Wiew Category Display by Torms With
listi = —— nen | Ratum to Al Listings
[alllistings =] [ [In the Search Term =] [3 ssnnen | Fetum = & Lot
% | Edit Listings Edit Cateqory Bid Options Listing OnfOff Makch Typa Options Ustings Par Page 1[40 T
standard Your chick Avg. Total - Cost Par
ords Match Your Max Bid () Click e Tatal Conenrsion
FEe Category Match tost | Top § Max Bids Tk Giks  Rate  Cost  fost ) i tonwarsion
TR poson () e Go) @)y Conversiens ) )

Update Bids Stats for My Tarms: | Previous Day =

axpatists Advanced 2 oaz o2 0.140.13 0.12 0.13 0.10 Bid Teel o o0 oo 000 o 00 0.00
expatriste Advanced ¥ 051 Em 0.67 0.66 0.60 0.50 0.10 Bid Tool == o o.00 0.00 0.00 o 0.0 0.00
" & adviser XAt Advanced 2 s foi 0.12 w1181 - - Bid Teel o ooo o0 000 o 0.0 0.00
Update Bids
Edit Listingz Edit Cabeqory Bid Options Listing OniGff Match Type Opbians Page:|l T

These buttons allow you to manage certain aspects of your listings, such as:
e Editing Listings
¢ Online/Offline
e Match Type Options

Advanced search allows you to filter which listings you want to view by different parameters.
You can personalize the Manage Bids page, showing only those columns you're interested in.
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The column labeled Click Index™ displays a score that reflects how well each of your listings
is performing relative to your competitors, while taking into account your position. Your score
is displayed as a meter number of up to five bars. The number of bars corresponds to your
listing’s click-through performance as follows:

mmmmm  [jyve bars:  Well above average

mmmm | [FOur bars: Above average

=== Three bars: Average
= Two bars: Below average
= One bar:  Well below average

Click Index is a scoring system designed to help you understand how well your listings are
performing. It works by evaluating your listing’s click-through rate relative to your competitors,
while taking into account your current position. If your listing significantly underperforms, it will
be removed.

Five blue bars indicates that you are significantly out-performing your competitors. One red
bar indicates that you are significantly under-performing your competitors and are at risk of
being deleted. These listings represent great opportunities to increase your bid and reap the
added benefits of improved positioning. If no bars are showing up, it only means that there is
not enough data to make a judgment on that particular listing.

If your listing is removed, you may resubmit it if you make changes to your title and
description that result in an improved click-through rate. For the vast majority of removed
listings, the easiest solution is to re-write the title and description incorporating the keyword
into both and making the creative more specific to what users are looking for when they
search on that term. On occasion, in addition to changing the title and description, it may be
worthwhile to lower your bid. This is especially true when you are bidding on a very general
search term but only want to promote a very specific offering.
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Managing Your Account

Sponsored Search: Manage Listings
On this screen, you can review and manage your approved, online listings.

1 Choose the listing you would like to work on (by checking a box on the left) and select
one of the following actions:

Edit Listings:
Change Category:
Bid Options:

Listing On/Off:

Match Type Options:

Modify, delete or copy selected listings.
Move selected listings to a new or existing category.

Update your Max Bids and bid types across all
of the selected listings in the category.

Take your listings on or offline.

Change your Match type options.

User Mame: advisor [Logout]

YAHOO! 555 6

| Maney Manager Manage Content Match

Manage Sponsored Search
Manage Categories | Manage Bids | Manage Listings | Editerial Status | Add Listings
Sponsored Search - Manage Listings

Review your statistics for each listing. You may also dedde to turn individual listings offline or online.

A\ Please Note: If you change any grandfathered bids (from befora February 2003), you won't
be able to raduce them below §0.10 in the future.

Account: US PM Individual (90240)

Page Help
{8 Kayword selactor Tool

View Category Display My Terms With

Account Status (May 22, 2005 11:30:00 M POT) Refresh
Spensared Search/Content Match

Online Listings 1 1

fffine Listings 0

Low click Indax™ Listings 1 N/
Racantly Ramovad Listings : "

Parsonalice this page
Add Corwarsien Data

Search Help

[alllistings =] [

Faturn to All Listings

[in the Search Term =] [sseanci] T30 18 5005

n ¥ Edit Listings Edit Categary gid Optians Listing Cn/off Match Type Options IRy parpagaty 40 ~
Cost Par
Fatch = ek oy Total Convarsion .
Keywords Category Tite Description wRL Match Clicks  Rate Conversion
Type Pogison  1ndex (1) Conversions Rate (%) )
[ Stans for My Tarms: | Previous Day =
[v] S T
& Advanced expatriate [MVestmant in por 3 o o000 o 0.0 0.00
btrrcnt Ad p il
Rired and financial plar
wxpatristes.
I o Individual Managamant
’ = independant finandial ad
d'”"_'l‘c Advanced expatriate B in porfalic 2 — [} 0.00 o 0.0 .00
T and financal planning for Amarican
expatristes.
Individual Managermant is an
| feen Investment  independent finandal advizory firm
btrmcnt  Advancad expatrista Advizor spacializing in portfolio managament http:/faduisors.comi 2 o o0 o 00 0.00
or and financial planning for Canadian
expatristes.
it Listings Edit Catagory Bid Options Listing OnfOFf Match Typa Options Page:|1 ™
e
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Sponsored Search: Editorial Status

On this screen, you can review your Declined, Pending and Removed Listings. Your approved
listings appear on the Manage Listings page.

1 The Declined Listings tab shows submitted listings that were declined during the
Editorial Process. The Pending Listings tab shows listings that are currently undergoing

the Editorial Process. The Removed Listings tab shows listings that were removed due
to their low Click Index score.

YAHOO! 5i&ne

Account: US PM Ideal (74523)
I Money Manager | Reports Manage Sponsored Search

Manage Categories | Manage Bids | Manage Listings | Editorial Status | add Ustings | Manage Agent

Editorial Status

Page Halp
Here you tan review your Declined, Pending and Removed Listings. Your approved listings appear on the Manage Listings page. You
can also view and print a list of all dedine and remove reasons.

Declined Listings (1) Pending Listings (0) Removed Listings (0)

I
Dalate Listings Per Page: |40 |
Keywords Titke ot submittod On Daclined on submissian 10
7] e e, Dascription uRL Rensons e Anad Pl
Dalate

page 1 =]

Sponsored Search: Add Listings
This is where you can add new search listings to your account.

1 Use the Keyword Selector Tool to find new terms relevant to your site.
2 Select a category or create a new one.

3 Add keywords to your account.

SEARCH
moo' MARKETING Aceount: US PM Ideal (74523)
| MoneyMsnager | Reports Manage Sponsorsd Search Manage Content Match

Manage Categories I Manage Bids | Manage Listings | Editorial Status | Add Ustings | Manage Agent

n Add Listings - Select Your Keywords |

To add new listings £o your account, begin by entering your keywords using the box
q et Selector below,

B Page Help.
Select a category for your keywords. vou Cheering Relovant Rayuerds

ol
| Select E

Exampla: A business that salls sports aquipmant <an craata & Tannis” category and antas keywords ralatad to tannis products.

=3 Enter Keywords

lly.
Entar are Rayeerd par e UF to 100 charactars.
o Da not ure commar or samicalan.

Gt Vavureds | =

catagery or craste & naw one

Keywaord Selector Tool Bl
1

antar single vords or phrases related to your products and services, Than
o " to 308 a list of potertially ralavant kaywords pou may wish to add to

¥

[

[

Keyword Selector Tool

In the box below, enter single words or phrases related to your products and seruices. Than
click "Get Keywords" to == s list of potertially relevant keywords you may wish to sdd to

your category.
Get Keywords Continue

Entet a word or phrase
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Content Match: Manage Categories

Managing Your Account

Categories allow you to organize your listings into groups and manage at a category level.
Any changes will apply to all listings currently in the category, but not to any new listings you

may add to the category in the future.

User Name: advisar [Logout]

SEARCH
nHOO! MARKETING

sceount: US PM Individual (90240)

Account |~ Mone ger eponts Manage S se Manage Content Match _
Manage Catagories | Managa bide | Mansge Lirtinge

Content Mateh™ - Manage Categories

Set your max bid and budget for each category and tum a categary offine or anline. Any bid changes will 9 kayvord satactor Tool
apply to all kstings currently in the category, but not to any new listings you may add to the category in the

Page Halp

Parsonalize thir page

A Plomse Hate: 1 you change any grandFathared bids (from bafore
Fabraary 2003), you wen't ba abie £ reduce tharn balow $0.10 in the
futurs,

Add Conwarsion Data

¥ Bid Optisns Catagary OnfOF Download
y hek  Avg.  Total Cost Par
Total vith  Category  Vour Max . Comversion
Category of Terms  Different Bids On,/OFF Bid ($) Submit thanges  Clicks ?::; tﬁ!)t t(véi Conversians Rate (%) tvw(veé!\on
Create a New Category Stats for my Catagorias |Préviows Day ¥

& alllistiogs 13 11 onine [000 | Update Bids I o 000 000 000 o 0.0 0.00

C umassigned 0 o sabne D00 | Update Bids | o 000 008 000 o 0.0 0.00

Clopstriata | 9 ° onine 00| Update Bids I o o000 000 000 ) 0o 0.00

lrstiramant| 2 2 onine 000 | Update Bids | o o000 000 000 o 0.0 0.00
9

S bid Optiens Catagory OnIOK Dawnlos:

Content Match: Manage Bids

This is the first screen you will see in the Content Match section. Here, you can review your

statistics and set your Maximum Bids for each Content Match listing.

User Name:! advisor [Logout]

YAHOO! (5455 e

PManage Spo

Ceontent Match™ - Manage Bids
s and set your Max Bids for each Content Match listing. You may also decide to tum individual listings offline or

ently testing déferent approaches for posttioning listings on a small percentage of Content Match traffic, which
m what's on this page.

Aecount: US PM Individual (90240)

Hansge contert et [

Page bal
L E———

whis page
may Sier your pasition fro P ——
[AA Please Hotm: 1F you change any grandiatherad bids (from before Fabruary 2003), you wan't
ba able to reduce tham balow $0.10 in the future.
Wiew Category Display My Terms With. Search Help
[aiistings =] [ [ the Search Term =] (saxmnen] S350 550 mer
id Gptiont Listing BriOH tngsEarEaoat 0 =
o cate, Posit Your Cost (4 v
() B s = ) clicks  Cclick Rate (%) Avg. Cost ($) Total Cost ($)
-] Updat
T| scwizor califormia investmant ragirtarad  axpatnate 2 o1 12 Stats for My Terms: |Prevmus Day ~
I wxpatriate 2 0.1z 15 o 0.00 0.00 0.00
I canadian investment advisor wpatriate 1 010 1"
Updste Bids 0 0,00 0,00 0,00
#id Options Uisting On/Of 0 0,00 0.00 0.00

1 Within Content Match, select which page you would like to view.
2 View statistics for your keywords.
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Content Match: Manage Listings

On this screen, you can review and manage your Content Match listings.

User Name: advisor [Logout]

SEARCH 1 ivi
YA_HOO!Q SEARCH Account: US PM Individual {90240)

Manage contant aren [

Manage Categaries | Manage Bids | Manage Listings

Content Match™ - Manage Listings

Page Help
Review your statistics for each listing. You may also decide to turn individual listings offline or online,

IE\ Keyword Selector Tool

A Please Note: If you change any grandfathered bids (from befare February 2003), you wan't Personalize this page
be able to reduce them balow $0.10 in the future.

add Conversion Data

View Category Display My Terms With

Search Help
all listings  ~ In the Szarch Termj U semmon | Return to Al Listings

Advanced Search

¥ Bid Options Listing On/Off Listings Per Page + [40

Approved ittt Total Conversion =l
Keywords  Categary Titde Description URL iy Position Clicks (%h; e R v o EnnlE:rslnn

@ Stats for My Terms: | Previous Day >

Y et Asset Management is a
et egisterel Registered Investrnent Advisor Fri Now 12
o expatriate Investment offering independent personalized http:ffaduisors.com/ 18:17:22 PST 2 o 0,00 o 0.0 0,00
e EnChS jaduscy artfolio management and 2004
registered p i 'd a
finzncial planning services,
Asset Management is an
American independent finandal advisary firm Mon May 02
o ar"E'éE": expatriate [Expatriate specializing in portfolic management and |http:/f advisors.com/ 00:48:50 PDT 2 o 0,00 o 0.0 0,00
expatriate Financial Advisor finandial planning for expatriates, 2005
Aszet Management iz an
canadian Investrment independent finandal advizary firm Fri tow 12
[~ investrment expatriate advizar specializing in portfolic management and http://advisars.com/ 18:17:23 PST 1 o 0,00 o 0.0 0,00
aduisor financisl planning for expatristes, 2004
% [ Bid options Listing On/Off poge |1 ¥

SUPPORT CENTER

You can reach the Support Center by clicking the “Support Center” link at the bottom of
every page in your account.

1 Support Request Form: Send a message directly to the Customer Solutions team.

2 Yahoo! Search Marketing Listing Guidelines: Review the listing guidelines for each
international market.

Action Steps

https://secure.overture.com - Support Center - Microsoft Internet Explorer prov

Support Center

Welcome to the Customer Support areal

1. Support Request Form

Submit your inguiry directly to our Client Services team using this form.

2. Listing Guidelines

We have designead a set of guidelines to help our advertisers understand our high
relevancy standards and the criteria we use to evaluate search listings. To ensure your
listings are accepted, please be sure that they conform to the listing guidelines. Also,
be aware that guidelines may be different depending on marketplace.

a B @
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Managing Your Account

[0 Bookmark your account log-in page for easy access:
http://secure.overture.com/login.do

O Use the Keyword Selector Tool to generate more keywords: Click the Manage
Sponsored Search tab and choose Add Listings.

|

Use categories to manage your listings.

O Keep your budget in mind when you make changes to your account such as adding
keywords and changing bids.

[0 See how Yahoo! Search Marketing is increasing business: Turn on Yahoo! Easy Track
and track your conversions using Conversion Counter.

[0 Review results at least once a month to optimize your performance. For example,
if you find that one set of keywords is outperforming another, increase your budget for
those terms or increase your bid to get even more leads.

©2005 Yahoo! Inc. All rights reserved. Confidential and proprietary.
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Forming Your Marketing Strategy

FORMING YOUR MARKETING STRATEGY

Forming a marketing strategy will help you optimize your advertising efforts. To help you
create your own marketing strategy, we’ve put together this best practice exercise,
which consists of five key areas for how to think strategically about your marketing
program. Many top companies practice these thought exercises to help them manage
their marketing efficiently.

Start by reading through these five steps, then fill in the exercises on the following
pages. When you’re finished, you’ll be well on your way to forming a marketing strategy
for your business.

Five Steps to Forming a Marketing Strategy

1. Identify Your Target Audience

Once you've identified your audience, you can better target by selecting the keywords
they would search on.

Example: XYZ Electronics’ target audience is teens aged 13-19.

2. Define Your Business Objectives

What online marketing objectives are you trying to accomplish through Yahoo!
Search Marketing?

Example: The marketing objective is to capture lead information and drive downloads of
XYZ’s company software.

3. Construct Your Value Proposition

Your value proposition is what makes people buy from you versus your competitors. Put
into words what it is that your company has to offer that’s different from the competition.

Example: XYZ Electronics sells hip, new, edgy technology that appeals to generation Y.

4. Decide How to Measure Your Campaign Success

Determine which calculations and results (RO/, cost-per-lead, cost-per-acquisition, etc.)
best indicate the success of your campaign.

Example: XYZ Electronics measures cost-per-lead, number of downloads and
cost-per-acquisition.
5. Plan Your Customer Experience

You can plan your customers’ experience by creating user scenarios. These help you envision
the target customer’s key steps, which will allow you to anticipate and exceed expectations.
Proceed to the User Scenario Exercise on the next page.
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User Scenario Exercises

1.
Customer’s Key Step:

Successful Outcome:

Implications for the Advertiser:

Metrics:

Exercise:

2.
Customer’s Key Step:

Successful Outcome:

Implications for the Advertiser:

Metrics:

Exercise:

3.
Customer’s Key Step:

Successful Outcome:

Implications for the Advertiser:

Metrics:

Exercise:

Complete search

Notice your Yahoo! Search Marketing listing
Bid to top positions

Number of impressions

How many of your keywords appear at the top of the list-
ings on sites like Yahoo! and MSN? Bid as many of your
keywords as possible to the top of the listings.

Read title and description
Click your Yahoo! Search Marketing listing

Write titles and descriptions that reflect the users’ intent and
capture their attention.

Click-Through Rate (CTR)

Choose one of your keywords and rewrite the title and
description to be more effective. See chapter 2 for help.

Visit your site for the first time
Add item to shopping cart

Select the URL that takes users directly to the page related
to the search term.

Ensure the content on your site reflects the title and
description.

Page views

For the keyword you chose, what is the most specific URL
on your site to send users to?
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4.
Customer’s Key Step:

Successful Outcome:

Implications for the Advertiser:

Metrics:

Exercise:

5.
Customer’s Key Step:

Successful Outcome:

Implications for the Advertiser:

Metrics:

Exercise:

6.
Customer’s Key Step:

Successful Outcome:

Implications for the Advertiser:

Metrics:

Exercise:

Forming Your Marketing Strategy

Browse for additional items
Add item to shopping cart

Introduce related or complementary items.
Make it easy to navigate to other items.

Page views

Brainstorm three ideas to encourage customers to browse
for additional items.

Make purchase
Complete purchase

Do not surprise your customer: no new charges or questions.
Consider investing in usability testing.
Emphasize security.

Conversion and profit

Brainstorm three ideas to improve your checkout process.

Give permission for additional follow-up
Provide key information

Don’t ask for too much information too soon.
Ensure there are appropriate incentives.

Customer database

Brainstorm three ideas for leveraging customer information
to promote additional sales.

Page 95




7.
Customer’s Key Step:

Successful Outcome:

Implications for the Advertiser:

Metrics:

Exercise:

Return to site
Make additional purchase

Offer a broad selection of products.
Make it easy for repeat buyers to use your site
(store their shipping address, etc.)

Deferred sales and profit

Brainstorm three ideas for marketing to existing customers.
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Forming Your Marketing Strategy

Action Steps
OO0 Complete a marketing plan that answers these questions:
e \What products do you offer?
e What are your product capabilities?
e Who is your target audience and what are their needs”?
e What is your value proposition?
e What does the competitive landscape look like?
[0 Based on the above factors, what is your marketing message?
[0 Create a pricing strategy based on your marketing plan.

[0 Create a user scenario customized for your business objectives.

©2005 Yahoo! Inc. All rights reserved. Confidential and proprietary.
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Appendix

TOP 10 EDITORIAL REJECTION REASONS
(AND HOW TO AVOID THEM)

Our goal is to create a marketplace where users and clients benefit. Users win because they
find what they’re looking for quickly and easily. Advertisers win by getting a large volume of
targeted traffic to their sites. Adhering to the listing guidelines is essential and directly benefits
both advertisers and users.

Below are the 10 most common rejection reasons along with tips on how to avoid them.

1. Content

A web site must have substantial content that is clearly and obviously reflective of the
keyword’s meaning. There must be a strong, direct relationship between keywords and the
content, purpose and theme of the site.

Approved

Keyword: attorney

URL: http://www.t-tlaw.com

Reason: Although there is no actual “attorney” verbiage on this page, the term is
synonymous with “lawyer,” which represents the purpose and theme of the site.

Rejected

Keyword: lemon law

URL: http://www.t-tlaw.com

Reason: Even though the site is about legal aid, there’s no substantial content that

clearly and obviously reflects information about this specific law on the site.
Therefore, “lemon law” would not be allowed as a keyword.

Please note that Yahoo! Search Marketing does not accept listings containing or relating
to certain products or services. Our Unacceptable Content Policy can be found at
http://searchmarketing.yahoo.com/rc/srch/relevancy.php.
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2. Obvious Path

The URL must take the user to a page that is obviously and immediately relevant to the
specific keyword, where the user will be able to find the content quickly and easily.

A diluted path is a source of frustration to users, who will often click away from the site if they
cannot find the information quickly.

Approved

Keyword: Online Dating

URL: http://www.yahoo.com

Reason: It’s obvious that the user should click on the link for “Personals.”
Rejected

Keyword: Scam Support Group
URL: http://www.yahoo.com

Reason: Although users might think to click into the “Groups” area, they may not
know that they should then click on Cultures/Community, then Crime, then
Crime Prevention. A better URL would be: http://dir.groups.yahoo.com
/dir/Cultures  Community/Crime/Crime_Prevention?show groups=1

3. Title and Description Specificity

Titles and descriptions should provide an accurate reflection of what the user will find at the
site, and should be at least as specific as the keyword.

Approved

Keyword: Find Love
Title: Find Singles in Your Area

Description: Looking for that special someone? Yahoo! Personals puts you in touch with
singles across the nation.

Reason: “Find Love” does not appear in the title or description, but synonymous
language suffices here.

Rejected

Keyword: Search Engine Marketing
Title: Big Discount on Yahoo! Search Marketing
Description: Check out Yahoo.com for sign-up deals, special offers and information.

Reason: It’s not clear how the title and description relate to the keyword. It’s fine to add
descriptive information to descriptions, so long as they are specific to the term.
A better description would be: Market your products through Yahoo! Search
Marketing. Check out our sign-up deals, special offers and SEM information.
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4. Title and Description Superlatives

Titles and descriptions must be objective. We do not allow superlative language such as
“best,” “cheapest,” “the leader,” “can’t be beat,” etc. This policy keeps our listings from
sounding too “salesy.”

5. Trademark

Advertisers may bid on trademark terms if, in addition to meeting our regular guidelines, their
sites meet at least one of the following three criteria:

a. The site clearly sells (or facilitates the sale of) the product or service described by the
branded term.
b. The primary purpose of the site’s landing page is to provide substantial information
about the branded term, and the site does not sell or promote a competing product.
c. The site offers detailed comparative information about the branded term in
comparison to the product or service they offer, and ALL of the following are true:
e The information spans multiple dimensions or features that clearly help users make
an informed decision about the product or service described by the branded term.

¢ The title includes the word “compare” and makes it clear to the user to which
company the listing belongs. For example, “Compare Us to <Branded Term>".

In addition, the titles and descriptions for these listings must focus on the site content that
qualifies the advertiser for the keyword, so that users have a clear understanding of what to
expect if they click on the listing.

This policy allows us to honor legal trademarks, while ensuring that users will find the
products and services they’re looking for.

6. Broken Site

Yahoo! Search Marketing does not approve listings for sites that are not functional during the
time of review. This is to preserve a good user experience and to protect advertisers from
futile clicks.

7. Location/Specific

Yahoo! Search Marketing rejects general terms where the offering of the site is location-
restricted and therefore not a good result for a broad audience of users. We don’t want a
California user in search of a hairdresser to have to sift through Florida hairdresser results.
Likewise, we don’t want to deliver poor click-throughs to advertisers. However, if a site sells
services that a reasonable person searching on the term would expect to travel for, we will
grant the term.
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We do not apply our Location-Specific guideline to: Events, seminars, conventions, confer-
ences, hiche or exotic services, theme parks, surgery sites, or non-travel advertisers who
offer boarding as a component of their service (addiction treatment centers, schools, etc.).

8. Web Site Ownership

Yahoo! Search Marketing will only send traffic to our advertisers’ own web pages. Advertisers
may not list a site that they do not control. However, Yahoo! Search Marketing does accept
pages that are powered by, or are co-branded with, another entity. This rule is in place so that
we may protect the verticals from over-saturation by one type of affiliate site. We don’t want
the top three results for “marketing” to be comprised of three affiliate marketers who have their
URL redirect to the grantor site.

9. Adult Site: Unapproved Term

Yahoo! Search Marketing maintains an adult database comprised of approved adult terms. We
do not allow non-adult terms for adult sites. This is to protect the integrity of the adult
marketplace by only delivering users who want to see adult content, and to focus on user intent.
For example, a user who types in “Paris Hilton” may be looking for a hotel in France, and not
necessarily the celebrity.

10. Location Terms

Sites bidding on location names (e.g. “Las Vegas” or “France”) should either share
information about the location or advertise an event, attraction or accommmodation there. The
appearance of a place name on the web site, regardless of prominence, does not qualify that
place name as a keyword. In addition, just because a business happens to be located in a
particular place, the business’ web site does not qualify for that place name as a keyword.
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CLICK PROTECTION

Yahoo! Search Marketing’s click protection systems are in operation 24 hours a day,
monitoring each click and filtering out those that are questionable or clearly unqualified. To do
this, we track search-and-click patterns across more than 50 data points—including /P
address, users’ session information and browser information, and pattern recognition—to
help detect invalid clicks.

Sources of Traffic Spikes

Some advertisers automatically point the finger at a nefarious competitor or Yahoo! Search
Marketing distribution partner as the source of increased clicks, and this can unfortunately
occur. However, many times the real culprit is less sinister. For example, one cause we have
identified is when Mac users, who are accustomed to double-clicking their single-button
mouse to make a selection, repeat that action when clicking on search listings. In this
circumstance, our system may interpret it as two distinct clicks. However, Yahoo! Search
Marketing's Click Protection technology will flag and remove the second click before you are
charged for it.

Some keyword markets have a lot of volatility in their quantity of clicks, sometimes leading to
traffic spikes that might be interpreted as fraudulent activity. Imagine how many added clicks
bidders for the term “Janet Jackson” received after the infamous Super Bowl incident. If you
see an unexplained surge in traffic, it can often be related to a news story. Our Click-Through
Protection team is trained to identify these click spikes and their possible legitimate sources.

An increase in traffic can also be explained by an upward movement in your listing position,
either because you increased your bid, or another advertiser lowered its bid or dropped out
completely. A change in creative content (title and description) by you or another advertiser
can similarly create a surge in customer traffic.

One more important note: Yahoo! Search Marketing filters out all clicks that come from our IP
addresses around the world. So if an editor or member of our Customer Solutions team
clicks on your listing in servicing your account, you will not be charged.
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What You Can Do

We acknowledge that no system, no matter how sophisticated, can detect every invalid click.
While bid prices will ultimately reflect the true quality of the traffic, Yahoo! Search Marketing
continues to spend substantial time and money to make sure that our technology leads the
industry. To further our efforts, we also rely on, and encourage, our advertisers to bring possi-
ble invalid clicks to our attention.

Fortunately, the practices you are probably already taking as an involved, successful
advertiser are the ones that will help identify possible invalid clicks. These include monitoring:
e Your web server logs, for source of clicks
¢ Your number of clicks
e Your click-through rate
e And the keywords that are most effective in garnering clicks and subsequent conversions

If you observe a dramatic change in one of the above areas and you suspect you have
received invalid clicks, we invite you to contact our Customer Solutions team or your Yahoo!
Search Marketing account representative. Please collect as much information as possible
about the suspected activity and have it available for our Click Protection team. With your
help, our advertiser security systems can continue to be improved, and the number of invalid
clicks can be decreased even further.

©2005 Yahoo! Inc. All rights reserved. Confidential and proprietary.
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GLOSSARY

Advanced Match Type

The Advanced match type is a feature of Sponsored Search that provides users with listings
that are relevant to their searches, even when the bidded keyword does not match word-for-
word with the search query.

Buying Cycle

A three-stage process by which a shopper 1) researches, 2) shops and 3) purchases. Customers
exhibit various intentions and needs through their search terms during each stage of the cycle.

Click Index™

A scoring system designed to help you understand how well your listings are performing. It
works by evaluating your listing’s click-through rate relative to your competitors, while taking
into account your current position. If your listing significantly underperforms, it will be
removed, but you may resubmit it if you make changes to your title and description or bid
that result in an improved click-through rate.

Click-Through

The action when a user clicks on your search listing and arrives at your web site.

Click-Through Rate (CTR)

The number of clicks of all of your listings in a category received divided by the number of
impressions received.

Content Match™

Content Match complements your Sponsored Search campaign by displaying your existing
listings along with relevant articles, product reviews and more, providing an additional source
of targeted leads.

Conversion

A conversion is typically a sale, newsletter sign-up, product registration, price quote or other
type of lead-generation activity.

Conversion Counter

A free, easy-to-use tracking tool that lets you see how your Yahoo! Search Marketing listings
are performing by measuring the number of clicks that lead to conversions on your site.

Conversion Rate

The number of visits to your site that convert to a sale or action, divided by the number of
visits to your site.
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Cookie

A piece of information your web site places on a user’s computer that identifies the user’s
computer during current and subsequent visits to your web site.

Cost Per Acquisition (CPA) | Cost Per Conversion

The cost of advertising divided by the number of conversions.

Excluded Words

Words that block certain matching combinations from occurring. For example, an advertiser
bids on “used car” and sets this keyword to the Advanced match type with the excluded
word “cheap.” The advertiser would match to queries like “car that is used,” “
“used car Toyota,” but would not match to “looking for cheap used car.” Excluded words are
limited to 45 word sets per listing and 45 on an account-wide basis.

really used car,”

Impressions

Refers to the number of times a web object is shown. For example, each time a Yahoo!
Search Marketing listing is displayed on a page, it is considered one impression.

IP Address

An identifying number for a computer, often used to calculate how many visitors came to a site.

Keyword Selector Tool

A tool designed to help advertisers pick more related search terms to bid on, as well as to
estimate how much traffic they will receive.

Listing Guidelines

Available online in the Resource Center at http://searchmarketing.yahoo.com/rc/srch/index.php,
this document summarizes the relevancy standards and criteria Yahoo! Search Marketing
uses to evaluate search listings.

Local Sponsored Search

Local Sponsored Search allows advertisers with physical locations or service areas to target
customers who research online but prefer to purchase in person.

Marketing Console

Yahoo! Search Marketing’s innovative performance marketing tool that measures the
effectiveness of online marketing campaigns. One set of reports shows exactly how search
advertising, email marketing, banner advertisements, paid inclusion and/or affiliate programs
are performing.
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Match Types

Yahoo! Search Marketing has two match types — Standard and Advanced — that give you
the advantage of appearing on a wide range of relevant search terms while maintaining a
manageable number of keywords. Your account automatically uses the Advanced match type
unless you turn off this feature at the account or listing level.

Max Bid

The amount that an advertiser is willing to pay when a consumer clicks on their listing. The
amount of the max bid determines the advertiser’s ranking in the search results. With Yahoo!
Search Marketing’s auto bidding system, you pay only $0.01 more than the max bid of your
next highest competitor with out exceeding your own max bid.

Profit

The amount of money you earn from your sales. For example, if you sell 50 teacups at $10
each, and they each cost $7 to make, your profit would be $3 per teacup or $150 total.

Resource Center

An online source of information about advertising with Yahoo! Search Marketing, including
tutorials, FAQs, market research, sponsored search strategies and more. Visit the Resource
Center at http://searchmarketing.yahoo.com/rc/srch/index.php.

Return on Advertising Spend (ROAS)

How much revenue is generated per dollar spent on an advertising method.

Return on Investment (ROI)

How much profit is generated per dollar spent on a business, including product, service and
advertising costs.

Search Optimizer

Yahoo! Search Marketing’s enhanced bid optimization tool designed to help advertisers
maximize the effectiveness of their advertising campaigns.

Search Submit

Search Submit gives you additional coverage on search results pages by providing inclusion
into the Yahoo! Search Index, which powers standard search results (those appearing in the
main body of the page) across the Web.

Sponsored Search

Sponsored Search delivers highly targeted customer leads to your business on a pay-per-
click basis, by allowing you to control placement within search results across the Web.
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Stacked Results

A ranking methodology for search results. Matches are divided into multiple bands. Standard
match type listings appear in the first band. Advanced match type listings appear in the
second band.

Standard Match Type

Matches the bidded search term to the search query when the match is exact, accounting for
pluralization and common misspellings.

Tracking URL

A URL that includes an added tag designed to provide information on the source of traffic to
a web site, the search query used, and the advertising product or match type that generated
the listing.

For example: http:// www.XYZelectronics.com/television?OVRAW=flatscreen%20sony %20
television&OVKEY=sony%20television&OVMTC=phrase

URL (Universal or Uniform Resource Locator)

The electronic address for an information source on the Internet, such as a web page.
For example, the URL for Yahoo! Search Marketing is http://searchmarketing.yahoo.com.

Web Server Logs

A file that lists actions that have occurred on your web site. For example, web servers
maintain log files listing every request made to the server. With log file analysis tools, it’s
possible to get a good idea of where visitors are coming from, how often they return, and
how they navigate through a site. Using cookies enables webmasters to log even more
detailed information about how individual users are accessing a site.

Yahoo! Easy Track

Yahoo! Easy Track provides expanded landing page URLs that are designed to give more
detailed information to advertisers who analyze their web server logs. By clicking the “On”
button, your existing URLs will be appended with information that will allow you to determine
traffic by search term, match type and raw search query.

©2005 Yahoo! Inc. All rights reserved. Confidential and proprietary.

Page 112 — Yahoo! Search Marketing Advertiser Workbook




74 N. Pasadena Ave. 3rd Floor
Pasadena, CA 91103

searchmarketing.yahoo.com




