@iPULLRANK

DATA-DRIVEN PERSONAS
FOR CONVERSION RATE

OPTIMIZATION

MICHAEL KING (@IPULLRANK)

FOUNDER & DIGITAL MARKETING CONSULTANT
IPULLRANK



@iPULLRANK

DOWNLOAD THIS
http://bit.ly/actionable-personas




THE STATE OF
PERSONAS

Measurement has come a long way, but there
are still some people skeptical of the value of
audience segmentation.




REALLY? ANOTHER PERSONAS TALK, MIKE?!

data." - @eppievojt #searchlove

43 58

Rand Fishkin ¥ W
“r randfish

"Personas are a bunch of marketers,
goofing in a room, coming up with
alliterative names b/c they heard it's
important." - @eppievoj

AS OF LATE
PERSONAS ARE
UNDER FIRE

LOTS OF MARKETERS DON'T LIKE PERSONAS

There are a lot of complaints in the internet
marketing echo chamber about personas not
being a valuable fact in lieu of “real data.”




FIRST, HOW “"REAL" IS YOUR DATA?

Percent of Computers that Delete Cookies

Source: comScore, Inc . Aped 2010
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ALL OF YOUR DATA IS INHERENTLY BIASED OR

SKEWED.
- ME



DIGITAL MARKETERS PREFER TESTING OVER STRATEGY

(o ) SR

BAD IDEA
You could have avoided this
waste of time with a little
bit of research up front.



“ DIGITAL MARKETING IS PREDICATED ON THE
IDEA OF "GUESS AND CHECK." IT MAKES US

ALL VERY COMPLACEMENT.
- ME



INCOMING:
OBVIOUS
REALITY




AXIOM 1. DIFFERENT USER TYPES REPRESENT DIFFERENT VOLUME

Sessions ¥ VS. Select a metric

® Sessions (Value-Conscious Vicki) ® Sessions (Successful Sally) ® Sessions (Active Aimee) @ Sessions (Energetic Erin)

Hourly  Day Week Month

5,000
*2,500

April 2015 May 2015

M New Visitor M Retuming Visitor

Sessions Users Pageviews Pages / Session Avg. Session Duration Value-Conscious Vicki Successful Sally Active Aimee
Value-Conscious Vicki Value-Conscious Vicki Value-Conscious Vicki Value-Conscious Vicki Value-Conscious Vicki
27,026 15,592 104,402 3.86 00:02:10
Successful Sally Successful Sally Successful Sally Successful Sally Successful Sally
178,331 118,532 731,444 4.10 00:02:11
Active Aimee Active Aimee Active Aimee Active Aimee Active Aimee
219,883 142,715 765,151 3.48 00:01:57
WWWMM\ WWWM\ V\AM\-AMN\—/\\ T e S AIAMMAMACANANA AN, Energetic Erin
Energetic Erin Energetic Erin Energetic Erin Energetic Erin Energetic Erin
246,710 161,677 824,227 3.34 00:01:50

It's an axiom, that different user types visit your site at different rates.

In optimization you need to account for that.

@iPullRank



AXIOM 2: DIFFERENT USER TYPES CONVERT AT DIFFERENT RATES

.@

Ecommerce Conversion Rate v | VS. Select a metric Hourly Day Week Month

® Ecommerce Conversion Rate (PERSONAS: Curious Courtney)

12.00%

6.00%

Ecommerce Conversion Rate
PERSONAS: Curious Co...

0.00%

Apr 15

Transactions

PERSONAS: Curious Co...

0

Revenue

PERSONAS: Curious Co...

$0.00

® Ecommerce Conversion Rate (PERSONAS: Fanatic Freda)

Apr 22

Average Order Value

PERSONAS: Curious Co...

$0.00

Unique Purchases
PERSONAS: Curious Co...

0

® Ecommerce Conversion Rate (PERSONAS: Mommy Mandy)

Apr 29

Quantity

PERSONAS: Curious Co...

0

PERSONAS: Fanatic Fr

2.35%
SA A A /\

PERSONAS: Mommy M...

5.67%

PERSONAS: Fanatic Fr

14
\/\_\/\ N/

PERSONAS: Mommy M...

8

PERSONAS: Fanatic Fr

$1,145.10

A N

PERSONAS: Mommy M...

$347.75

PERSONAS: Fanatic Fr

$81.79

N Y4V \

PERSONAS: Mommy M...

$43.47

PERSONAS: Fanatic Fr

51

M NN

PERSONAS: Mommy M...

21

PERSONAS: Fanatic Fr

60
N A AA

PERSONAS: Mommy M...

23

PERSONAS: Regular Ro...

2.74%

PERSONAS: Regular Ro...

2

PERSONAS: Regular Ro...

$371.70

PERSONAS: Regular Ro...

$185.85

PERSONAS: Regular Ro...

6

PERSONAS: Regular Ro...

12

® Ecommerce Conversion Rate (PERSONAS: Regular Robby)

May 6

Another axiom. Different user types convert at different rates. Your messaging strategy must account for that as well.

@iPullRank



SEGMENTED MESSAGING FTW

@iPullRank
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PERSONAS DONE RIGHT ARE JUST DATA-

DRIVEN STORIES ABOUT YOUR USERS. NOT
PROFILES BUILT FROM ASSUMPTIONS. YOU
ARE MEANT TO USE DATA TO VALIDATE OR

INVALIDTE THEM.
- ME



IN OTHER WORDS...

DO MORE OF THIS. ® NOT JUST THIS.

MORE QUANTITATIVE ANALYSIS ASSUMING THINGS AND WHITEBOARDING

15



PERSONA
MEASUREMENT

There are a number of ways to effectively measure
your personas.




CUSTOM DIMENSIONS AND VARIABLES

Custom Variables - Web Tracking (ga.js)

Custom variables are name-value pair tags that you can insert in your tracking code in order to refine Google Analytics
tracking. With custom variables, you can define additional segments to apply to your visitors other than the ones already
provided by Analytics. This document describes custom variables and how you can set them up.

Overview

You'll get the most out of custom variables if you understand the basic visitor interaction model used in Google
Analytics. In this model, the visitor interacts with your content over a period of time, and the engagement with your site is
broken down into a hierarchy.

The diagram illustrates this model for a single visitor to your site,
where each block represents the number of user sessions and
interactions from that particular user.

USER PROFILES

URL TAGGING FROM AD TARGETING

@ DATA APPENDING

@iPullRank
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HOW GOOGLE MODELS US ALL

learn

learn
Ubiquitous affinity .
+ Comprehensive data 1. Robust data signals
= Dynamic data analysis
« Offline ads Aff Se
init ments
Smart affinity Vo
~Comprenersive s g w
« Dynamic data analysis . . [WHA O] =
+ High-impact onfine ads Google Display Network Google l Forbes
Big affinity M Yube 800Mvisnors/ T )ﬂ
« Broader data sets websies You mo
* Simple data analysis Go gk 3.AMvisilors/ =
* Medium-impact online ads 94% of U.S. inlernet Firance mo
users
66MVisitors/ T m
Simple affinity — () slogger -
«Isolated data sets ——— h S
: le data m‘w mpressions/month (; M i' 100M
+ Low-impact online ads 65% of comScore's top i
200 sitas 343M -

users

R
e 0 220

DATABASE OF AFFINITY

Applications of the Data Store

THE DATA FUELING IT

The Data Store

@iPullRank



AFFINITY SEGMENTS

Gougle Active Lifestyle

Outdoor Enthusiasts

kayaking, mountain biking, rafting, skiing, boating, fishing, hunting, etc. regularly. Their weekends are
spent outdoors and they vacation at places that allow them to pursue their passions. They read
publications about these activities, look for and comparison-shop goods and services related to these
interests. Oftenthese people have apps on their phone such as 0” and other pedometers,

@ Outdoor enthusiasts love nature and sports. They engage in outdoor activities like camping, hiking,

Offline Media
TVICable: Outdoor activities and nature shows

Print: Magazines about nature, outdoor recreational
i activities, the wildemess, etc.

TARGETING ADS - MEASURE AUDIENCES
Example Advertisers

On the f ntend, « Auto Manufacturer targets to raise awareness of their SUV line On the baCk end,
Google a||OV\/S \/OU 0 \ : \ « Tourism Board wants to raise awareness among outdoor enthusia Google Analyt‘ics aHOWS
) \ 4 to encourage tourism o
ta rget d |ﬁe rent 25 = @ + CPG Co wants to raise awareness of their deodorant product with \/OU to measure aﬁ:l n |t\/
. . . \ : ” active young men and women
audiences with affinity segments.

semgents.

@iPullRank



ADVANCED SEGMENTS

Demographics
Technology

Behavior

Date of First Session
Traffic Sources

Enhanced Ecommerce

Conditions

Sequences

El o o % SEQUENTIAL BEHAVIOR SEGMENTS

Sequences

Filter Include ~ Users ~ Sequence start First user interaction ~
STEP 1
AccommodationType +  contains
is followed by... ~
STEP 2
prevwos e AFFINITY SEGMENTS
is followed by... +
STEP 3

AccommodationType ~  contains v

Add Step

+ Add Filter

@ PERSONAS

20
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TYPES OF
SEGMENTATION

There are a number of ways to segment your audience




THE CONTEXT BUCKET

OLI HAS SOMETHING HE
CALLS A CONTEXT BUCKET

In Oli’s talk from last year, he defined a
user’s “Context Bucket” as their
desires, expectations and data that
represent what a user wants when
they land on your site.

@iPullRank



PERSONAS ARE CONTEXT BUCKETS

CONTEXT BUCKETS

| counter that personas and context buckets are one and the
same thing. Personas are a long form version of what he’s
describing with context buckets.

USER STORIES

This tells us why the available audience is
interested.

USER NEEDS

This tells us the specific needs that must be met.

@iPullRank



| LOVE OLI'S FRAMEWORK \* /

Delight

O
2
O 9. =
= 11 =)
2 o
1T} 2

: 8 :
< © o
O

CREDIBILITY
CLOSING
CONTINUANCE

Friction

Where Personas are Actionable

Oli's framework aligns with persona and user journey modeling in helping to understand context, communicate with your
audience clearly, making sure your message is congruent with their needs and that you speak in a way that they believe is

credible. ,
@iPullRank



WHAT IS MARKET SEGMENTATION?

-

\

Market segmentation is a marketing strategy that involves dividing a
broad target market into subsets of consumers who have common needs
and priorities, and then designing and implementing strategies to target
them. Market segmentation strategies may be used to identify the target
customers, and provide supporting data for positioning to achieve a
marketing plan objective.

J

@iPullRank



SEGMENTS \ * /)

Segment A
MALE SMURFS, THAT
WEAR SHIRTS AND

Segment B
MALE SMURFS, THAT
DON'T WEAR SHIRTS

& CARRY
EXPLODING BOXES

m

A segment is a representation of your users or audience based on the combination of two or more factors or data points.

@iPullRank



SEGMENTS (IN TERMS OF ANALYTICS)

Segment A

MALE VISITORS, %
REFERRED FROM -
SOCCER WEBSITE@

= .\

-z

Segment B
MALE VISITORS,
REFERRED FROM

PYROTECHNIC
WEBSITES

m

This is an example of the same types of users measured based on specific identifiable data points.

@iPullRank



COHORTS \*/

MILLENIALS

GENERATION X

BABY BOOMERS

Cohorts are segments of people that are tied together by similar experience. Colloquially we refer to these as generations.
A common cohort that you hear about is marketing as in “Facebook is losing the Millenials to other services like Instagram”

@iPullRank



COHORTS (IN TERMS OF ANALYTICS) \* /

Acquisition Date cohorts by User Retention 1selected
W All Sessions

®100.00%

50.00%
Day 0 Doy 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7
Day 0 Day 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7 Day 8 Day 9 Day 10 Day 11 Day 12

All Sessions 100.00% 2.36% 1.63% 0.94% 0.90% 0.44% 0.00% 0.00%
May 2_53 2015 100.00% 0.88% - 0.44% 0.00% 0.00%
May 2_? 2015 100.00% 147% 147% 0.47% 0.00% 0.00%
May 2_7‘ 2015 100.00% m 127% 051% 0.00% 0.00%
May 2% 2015 100.00% 0.64% 0.00% 0.00%
May 29, 2015 100.00% - 0.00% 0.00%
May 30, 2015 100.00% 0.00% 0.00%

May 31, 2015 0.00% 0.00%

In terms of analytics, cohorts are defined by users that visited in the same timespan. For example, everyone here is in the
NYC Conversion Road Trip cohort.

@iPullRank



PERSONAS

Stylish Smurfette

Stylish Smurfette got all high-end
fashion on us, dying her hair
blonde, wearing Diane von
Smurfstenburg dresses and
Christian Smurfboutin shoes. She's
more likely to be found at high-end
establishments, but only goes out
when invited. Stylish Smurfette
would rather be shopping than go
to a music night spot. She's all
about convenience over
supporting her local community.
Stylish Smurfette likes to see and
be seen.

Scuzzy Smurfette

She shops at second hand stores
before it was in style. No, really.
Scuzzy Smurfette goes to open
mics and loves to be around music.
She enjoys vintage vinyl records
and playing with her rescue cat.
The Scuzzy Smurfette is a bit of a
couch surfer who frequents
SmurfBNB and eats at Baker
Smurf's restaurant rather than the
big chains. You guessed it; Scuzzy
Smurfette is a persona based on
the female hipster Millenial cohort.

Personas are archetypal representations of actual people in your target audience. Depending on whose model you follow
they typically include a user story, user needs, engagement insights. They are often given alliterated names and have a

quote that personifies them quickly.

@iPullRank



“ IN TERMS OF ANALYTICS, PERSONAS ARE
STORIES BUILT FROM THE DATA. MUCH LIKE

THE ANALYSIS THAT REPORTING YIELDS
- ME



AUDIENCE PERSONAS VS. BUYER PERSONAS @

BUYER PERSONA AUDIENCE
PERSONA

There are variety of persona types, but the most important distinction to make in the marketing context is the distinction
between those that are actively looking to buy your product (buyer personas) and those that are just interested in
consuming your content (audience personas). There is often overlap between the two, but they should be treated

differently. @iPullRank



KEYWORDS VS. PERSONAS \ * /)

o ©

KEYWORD PERSONA

Keywords while the best proxy for intent were just a type of abstraction for a need a user is looking to fulfill. As marketers
we've focused on the need rather than the user. Personas are also an abstraction, but they put more focus on users.
Metaphorically speaking a keyword is a stick figure while a persona is an action figure meaning a persona is a more robust

representation of a user and their intent. @iPullRank



BUILDING
PERSONAS

The different methodologies for performing market
segmentation and ultimately building personas.




QUALITATIVE RESEARCH METHODS



AFFINITY MAPPING

THIS IS WHAT
MOST PEOPLE
THINK

LOTS OF MARKETERS DON'T LIKE PERSONAS

There are a lot of complaints in the internet
marketing echo chamber about personas not
being a valuable fact in lieu of “real data.”



AUDIENCE PERSONAS VS. BUYER PERSONAS

nokids, 2
wealthy, divorced, incomes, . hip
widowed, lots of lifestyle, tech.
e, languag savvy, online
arrier, security often, not much
seeking Hm
Double income
will b
adventurous, will
share their trip
Northern nd b
Lights top: petit
ucl

Booming Family
Travel Is Hot
Opportunity for
Agents

@ About
Idis the
a

years ol
new
drawing up ket
fist. Topis
=

lights. Egyptand [Por ]
Route 66

ASSUMPTION ROUND ONE (GOALYS)

ex. Looking to go to Europe

ASSUMPTION ROUND TWO
(ATTRIBUTES)

ex. 25-34, Male, Wealthy, Single, New York City

FACTOID ROUND (DATA)

ex. 85% of all single male New Yorkers 25-34 wish the travel
booking experience to be handled completely by someone else.

When performing an affinity mapping session you want to do 3 distinct rounds of sharing and discussion. Each round has a
different color post-it. Give the team 20 minutes to jot down their thoughts for each round then go around the room
discussing each post-it until there’s a consensus of what goes on the board. Discuss groupings helps segments to form.

@iPullRank



GOOGLE+* HANGOUTS X MURA.LY \ * /)

@ Google+

It is highly effective to do the affinity mapping session with stakeholders over Google+ Hangouts with a tool called
http://mural.ly. Mural.ly is described as “Google Docs for Visual People.” It allows for collaboration and even has a template
specifically for affinity mapping.

@iPullRank



OPEN-ENDED SURVEYS

[Product Name] Free Plan

* If there was 1 thing that would have convinced you to upgrade your [Product Name] account, what would it be?

*We all have something we can change, if there was one thing you would change

*If you were the CEO of [Product Name], what would you do to make it better?

Done

about [Product Name], what would it be?

Asking open ended questions using an online survey tool will allow you to get a sense of the trending issues on the mind of
you target demographic. The downside is that data is very difficult to analyze at scale and often comes down to just using

word clouds of responses.

@iPullRank



ETHNOGRAPHIC RESEARCH \*

NETNOGRAPHY: Systematic listening to online conversations @"WE
-
Research Community Community Data Analysis Product
Definition Selection Observation and Insights Solutions
=== v - v ' ¥ | '
= g 1 Key Word Community : Initial Coding : Innovation
Brainstorming | Definition : Observation : Structure ; Fields
‘ B B * ; v
| Community : Discussion S Qualitative Content E Creative
Desk Research H Identification - Selection - Analysis H Workshop

- H (Coding-Report)
' ' ' ' H
' H ' '
x g X - v ] ¥ . H

i : ]
i : ‘ H
Topic : Community : Discussion ‘ e ‘ Initial
Dimensions 1 Selection ; Download i Rl 1 Solutions
] : : E e :
(Mindmap) U] (community-usyy | (Text-Files) ' R ; (Presentation)
1 : . ‘
] : ]
i ]

Ethnographic research is an iterative process of observing users or audiences in their natural environments and distilling
conclusions from those observations. This has been brought into the online realm and nicknamed “netnographic research.”

@iPullRank



FOCUS GROUPS

BEWARE THE
MODERATOR
BIAS

R

e
i - &

=
v

I
} 1

Focus groups involve sit downs with actual or
potential consumers of the either your product,
service, or content. These are typically run by a
moderator, but be warned that moderators or
highly opinionated respondents may coerce the
opinion of the group. (Mad Men Sidebar: Faye
Miller is Don Draper’s best girlfriend).




USER INTERVIEWS \ * /)

User interviews are just like focus groups, but just focusing on one user at a time. You can do this to see how users are
interacting with your product or content. You can leverage Google+ Hangouts for this or use a tool like http://
www.luckyorange.com or http://www.usertesting.com to watch a user’s session after the fact to see where they are getting

hung up. @iPullRank



QUANTITATIVE RESEARCH METHODS



MARKET SEGMENTATION STUDIES
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NIELSEM PRIZM

Nielsen’s Market Segmentation Profiles

Type 37 Type 38 Type 39 Type 40

EXPERIAN MOSAIC

Experian’s Market Segmentation Profiles

@iPullRank



LAYERING DATA \ * /)

L

CONSUMER
INSIGHT AT,

'SOCIAL APIS

PERSONAS

At my previous agency | built a methodology of layering data from the market segmentation tools and validating those data
points with the Social advertising inventories to collect the demographic and psychographic data points and then build the
user stories, key characteristics and engagement insights.

@iPullRank



DATA LAYERING CONCEPT @

5% Experian nielsen

e & @
Simmons 00000 09

[\ DATA comp\m\sme }AE PERSONA /]

Layering data entailed seeking out commonalities in multiple datasets. If there were commonalities across the datasets
then we assumed that a data point from one was valid to the other and we could use both to build our personas.

@iPullRank



FREE MOSAIC INTERACTIVE GUIDES @

Group H: New Homemakers

Young singles and couples in small modern starter homes

AW oo oo e Dot el Strectscapes | Description | Famiy Tree | Distribution | Data | Mapping |RESSRUEIEI
A4

Rankings Imagery
Adult Age 1/15~
Youngest R

> I H New Homemakers 1/15 l
% I O Liberal Opinions 2/15
& N Terraced Melting Pot 3/15
F G Careers and Kids 4/15
S 4 K Upper Floor Living 5/15
L—]._, » Oldest 7
L(., d|  Presence of Children <18 7/15 »
_L-‘ Y| Household Income 7/15»
M’ Gross Financial Assets  14/15
= nNon-Mortgage Debt 8/15»
»‘— *‘:' Indebtedness Indicator 2/15»
Q) Levelof Urhanksation S/ASD: Profile: Who we are | Presence of children P Group H ranked 4 out of 15 [ Profile Rank
3 or more under 15 with an Index of 135 Group Order

While Experian Simmons is quite an expensive tool that is out of reach for many there are free Mosaic Interactive Guides
for the US, Germany, Australia, France, Brazil, Scotland, and Spain. I'll get you started with the US guide http://
guides.business-strategies.co.uk/mosaicusa2011/html/visualisation.htm

@iPullRank



ETHNOGRAPHIC RESEARCH \* /]

-

Below & a lst of statements that can apply to refrigeraled pre-cut frull brands. Using a scale of 1 to 5, where | means
“Not at allimporiant” and 5 mearns "BExdremely important’, please {ell us how imporiant each of Ihese statements & to
you, when purchasing brands of refrigerated pre-cut fruit.

(Setect one answer in each row.)

Not at all Extremely
impertant important
1 4 5

Has premivm products

Provides fruit products thal are of a corsstent quality
Haos produchs packed in 100% fruit pice

Haos products packed in syrup
Haos products that are in ready-fo-eal, bite-size chunks

Has products thal are available in portable single serve
packaging

Has products thal are available in rmwiti serve, 1ake home
packaging

k a good source of nufrition

Has products thal are always ready 1o eal

Se|e eeeeds-

IOCE|0|0 P ee

& all natyral

Haos products that are easy/convenient 1o eatl

Provides healthy food oplions for me/my family

Provides delicious food choices

CICIO0CICI0|1C1CI0CCE
efeebieelelelefoieeb

Once you know what questions you need answered you can increase the sample size and get more definitive insights
across a wider group of your audience. SurveyMonkey Audience is also great for this. They have great resources on survey
design: http://help.surveymonkey.com/articles/en US/kb/Design-Tips-How-to-create-and-administer-effective-surveys

@iPullRank




ANALYTICS \* /

Your analytics is the most relevant data source to you and you may have a lot of information specifically about user needs if
you have internal search activated. You also have a lot of information on the rest of their behaviors especially if you are
already doing any cohort analysis.

@iPullRank



USER PROFILES

Pete Peterson’s Public Profile

we My

Profile Information

C 40 Peccent Complete
( army +15 Moeo Mazpoints
\ ¢ Full Name
First ond Last Namx

Usernamo

Emall

Tivle

| work as &
Location
Favortie Thing About SEO

Bio

Acdisonal Contact info
A MSAL 3

Favortie Topics.

Vital Stats
7/t
s s 2 Moz Poents ?
Leve Contrdator
- Py o
2430
Pete Petarscn s
7] rce my fl name. Use my utername rotesd The o= 02742

e
Srfetel0t0

TonteQuecmos cea

e _gaq.push([' setCustomVar',
w1, 'userSegment' ,userSegmentName |,

A3d Your Locat
L) F
A3d Your Favorte 1 4 120 Folowers

Lorem ©aum d0kr 52 amet CONTECHOS ASOHEING -
2 waw linkedin comipesey Detel
el Asnean ou ladus nulia, et congue el Dut pora &8 Connectons
naTUm erat « soelersQue
B~ wenre
men - Srpetelornpread0t) WWW S00MOE org

LOrem DU G0Kr SR et Congaciety
BO0GCNg el Asrean ey 90Ul Ml ot
congue nisl. Duts porte nrum eret i
soeerizaue

TEO , Google Avaiytcs, Pad Search, S n-Sides

» ASa More URLs

User profiles are a great way to truly understand precisely what your users are here for. You can fire custom variables into
Google Analytics when these users login to then create advanced segments which allow you to see what actions different

customer types are taking.
@iPullRank



SCRAPING USER PROFILES \ * /)

2000

. TIME SPENT ON 5ED “

1600
1435

1400
1200

1000

1364
969
857
792
800
631
600 506
440
0 277
" .
0
S hours/week 10 15 20 25 30 35 40 45 »50

hours/week  hours/week hours/week hours/week  hours/week  hours/week hours/week hours/week  hours/week

= Total

Speaking of user profiles, they are great for scraping to get insights. | scraped Moz's active user base last year and did some
in-depth analysis. http://moz.com/blog/what-i-learned-from-scraping-seomozs-active-user-base If you have your own user
profiles you can do the same with a few database queries.

@iPullRank



INTERNAL DATA

Frms besis

m brokers  ..ou Whebher survival handid

Mmcom
s pnvacg i -
collection iRy

R e i ae lnd|V|du§!m party =

R e T e e mIANAge '
irirtigpees often "

atbributes markeb

personal

household looking

Consumer _ government far

bransparencg e|p

— individuals
accounbabullby
Km wsbusmesses wndespread egogs s em emefging
“;?"" 1% m@”:b'::;sp{gmﬁers adgﬂbngn contuee managemenb increasingly
ol G P"U“‘ "'“‘ use capured new  example v compaies SOUFCES
conke) m oy cusbomers
e B Companles

custic
Szable See make
meet

Ethnographic research is an iterative process of observing users or audiences in their natural environments and distilling
conclusions from those observations. This has been brought into the online realm and nicknamed “netnographic research

@iPullRank



PUBLICLY AVAILABLE STUDIES

CONSUMER BAROMETER with Google BROWSE ~ DATA MAP ABOUT ~ ¢

Select and graph data Links
DOWNLOAD ~ HOW TO USE? ~

Topics (6) -

100%
Purchase behavior (2) -
Research behavior - S0

Research & Purchase

behavior (4) on
USA > Cars > compared with Canada

@ USA @ CANADA

- 70%
CROSS TABULATION OF RESEARCH AND PURCHASE BEHAVIOR PURCHASE
PURCHASE
60% ONLINE OFFLINE
% of people who expect 9%  purchased online 4%  purchased online
leading brands to be on 91%  purchased offine 96% purchased offine
top of the search results S0 .
page O'Z‘)thl':‘s FO { )} RESEARCH
% of people who think w0 — [
the placement of a 3
brand on the search i 22% did rescarch online only 29% did rescarch online only
et 13% did rescarch offiine only 4% did rescarch offinc only
importance of the brand 30% - OFFLINE \ did both 50% did both
3 ONLY -y g didn't do rescarch 7% didn't do rescarch
% of people who think 5
search results with local 20% |
information are more g H 'WHAT INFORMATION SOURCES DID PEOPLE USE TO DO RESEARCH?
relevant
o ONLINE AND S -

% of people who OFFLINE STARTED RESEARCH WITH
sometimes use their USA CANADA
mobile phone when 0% ? i g mor
shopping in a store to Digital cameras/ci +
find more information 1
about products NO RESEARCH - L N— h
% of people who think ’ ..
that websites that are LEGEND i i '

mmens N N
;:L:u en l'i:d by Global (G) Selected topics WHAT DEVICES DID PEOPLE USE?

- r: ”‘”u "';} ®  %of purchasers who purchased online filtered by Internet Usage (High) o H
e ®  %of purchasers who purchased offline filtered by Internet Usage (High) o, uscd a mobile phone to 0, uscd 2 mobile phone to Raco prograin
e ®  %of purchasers who did research online only before purchasing online filtered by Internet Usage (High) 4% do rescarch 3 A do rescarch Voo porlats
Products (1) . % of purchasers who did research both online and offline before purchasing online filtered by Internet Usage (High)
% of purchasers who did research online only before purchasing offline filtered by Internet Usage (High) 3% used 2 tabletto 0, uscd 2 tabletto
©  dorescarch ) do rescarch

Countries . m % of purchasers who did research both online and offline before purchasing offline filtered by Internet Usage (High)

Google’s Consumer Barometer provides data on buying habits around specific product types and what devices they use to
buy them. http://consumerbarometer.com
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YOU GET A COMPLETE PICTURE \* /

Internal ;

1 :
! o 0 Industry Data & Competition
Sales History ; F B
Customer Behaviour & i J Demographics & Lifestyle
Interactions : ﬂ Network & Environment
Customer Profiles 1 )

1 ) Territory & Trade Areas

Campaign Results '

paig I (©) Marketing Prospects

1
. External

All of these internal and external data sources begin to give you a very clear hypothesis of who these users are. Now the
only thing left to do is making sense of the data points in context of your business and its goals.
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LET'S BUILD A PERSONA

55



STEP ONE: STATE YOUR GOAL

TIMESPENT ON SEO V5. MEMBERSHIP THPE
[HEAVY LUSERSI

= basic

= pro

u pro plus

E i m pro elite
= pro elite v2

I ® pro agency

>S0hours/week >S50 hours/weekin- >S50 hours/week >50 hours/week >50 hours/week >50 hours/week
agency house business owner independent design / other
development

One of Moz's key business goals is to increase the number of SMBs that signup for free services that become monthly
subscribers. Therefore the goal of this persona exercise will be to discover a key segment of Moz's audience that is very
likely to share and link to content, but hasn't purchased a Moz Analytics pro membership yet
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STEP TWO: USE DEMOGRAPHICS TO FRAME \*

Available network inventory (Weekly~) 7

100M - 500M cookies 10B+ Impressions

AGE GENDER DEVICE

26%

Unknown - 13% Tablet

18-24 25-34 35-44 4554 5584 65+ Unknown

|dentifying the demographics allows to figure out where does the persona fall. Based on this data it's equally valid to have a
segment that is 25-34 and female desktop user as it is to have one that 55-64 and male mobile user. The percentages give
the likelihood that that person is part of your audience.
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STEP THREE: COLLECT USER NEEDS

.@

TYPE OF WORK VS. MEMBERSHIP TYPE Amtini

() Isthere away | could add another user to access my PRO account?
1400 roldmans6 June 16, 2011 « Latest comment 23 days ago
1200
G Automa!ed PDF Reportin|
1000 By \2 y Hall December po,w g'L te ent about 7 months ago « ) 38 =
win-house [+ 42]
800
 business owner
600 () Canlhaz more than 3 campotmvo Link Analysis compemors?
- () aminaz mre tnan s campettve Link Anaysiscompettors? [anned)
400 = design / development @
200 » other
( comprehensive npon on googh volumt ranklng, compn(mvnnnl etc [ Done |
peo plus proelite  poelitev2  proagency proenterprise 2]
g and Keyword Benchi [ Done |
2010 « Latestco @5
Count me in on this one. | recently cancelled my subscription for the second time but Fm sure Il be back in couple of weeks. Your tools are .
great at the start of a SEO-project But after that | think the price is a bit high for pure monitoring purposes. What I'd fove to see (and instantly O] Link Manager ('-"‘9 Raven Tools) [ Pranned |
subscribe 1o for a year) is something like a SEO-Start-up-Plan somewhat along these lines: One gets two campaigns. One 1o be set during SteveOllington Oc! 5.2011 « Late V2
subscription, which could not be changed afterwards. Thal's preferably for your own webpage. SEO-Starters like me need and love to monitor
their own pages. The second one should be like they are ight now and be used for the SEQ's customers. At a price around 40 USD this ;
chrwakd would be perfect for people like me. That's more cash for you guys and regularly SEOmoz for me. Sounds like a win-win, doesntit? ‘\9 Cheaper / Less Campaign Plans
it May 11,2011  Latest comr ths ago
March 22, 2012 1224 P )
V K.yword research tool Planned
npaddialing April 08,2011 « Latest comment 12 Q10
416
Being able to add more competitors for analysis would be extremely useful for all of my clients for similar reasons as outlined by @itjames =
- above. | would imagine a great number of websites sell a variety of products and senvices, meaning each keyword ‘sef has its own set
of competitors. What would be really useful is to have 3 unique set of competitors (maybe top 3 for each) for each tagged group of keywords JQ SEO Moz Iphone App
Or even add the ability to better group keywords for the sole purpose of adding top competitors to each group. I'd love to know If any of this is fass) eyepaq March 19, 2011 = Latest comment about 1year ago «
planned in any up and coming updates please?
Noverber 27. 2011 03:46 PM V\ Change Domain in Web App Settings
eeler November 29, 2010 » Latest comm t1yearago @ 11
an

I've used a combination of Moz's Q&A, Twitter's advanced search and data that | scraped from Moz's user profiles to
uncover user needs. I've done it this way because these data sources are available for this site. Another site would require
other methods.
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STEP 4: OBSERVE PSYCHOGRAPHICS \ * /)

Casual Men aged 2 to ln Entrepreneur who follow Moz
| CormrrmT q g Advanced Search
Joe Hall / ) h e = : 3
Senior Marketing Analyst o Internet Marketing tinjas \ Words
~ A m " All of these words
¢ Camg - ence c..,..""'.;", e -

This exact phrase

41 AddFriend 3 Follow Message | |Q

~

Tony Adam Any of these words

(Chief Marketing Offcer at Tradesy

None of these words

SEE MORE Locations These hasht
ese hashtags

Written in Any Language ¥

People

BlogConsulting com iz,

From these accounts

41 Add Friend 3 Follow Message | |Q |

To these accounts @meod

Avi Wilensky
New York, New: York

Mentioning these accounts

A Places
41 Add Friend Message | Q S
Womer Near this place
Age Est.
7 Other
o2
Select Positive ) Negative (@ Question ? Include retweets

Facebook Graph Search, Twtrland, and Twitter Advanced Search all allow me to look precisely at the people that are
interested in Moz based and review their demographics to then examine their psychographics based on the other features
of your profile.
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BRING IT ALL TOGETHER

MOZZY SMUR

.@

USER STORY
PROFILE MOZZY SMURF Mozzy Smurf is an internet entrepreneur whose coffee table is littered with books like “The
Lean Startup™ and “The 4-Hour Work Week.” As a young male business owner in an
GENDER  MALE aMa'y°s~on world he has little tolerance for lack of speed or agility in the tools he chooses to
pay for.

AGE -
25-34 Mozzy Smurf is a power user that prefers one tool over many and he needs his data easily on
YWH the go. A fan of the Moz brand, he has learned a lot of what he knows from the thought
LOCATION EVER ERE leaders on the Moz blog and is busy putting it into practice on his business venture. Trying to
get his business off the ground he knows SEO is free traffic, but he also knows that it requires

OCCUPATION ENTREPRENEUR a large time and content commitment. While Mozzy Smurf subscribes to the philosophies in
the books he's read he knows itll take hard work to get him there and he appreciates that.
Keeping the ball in the air takes a lot of traveling for Mozzy Smurf. He's often found in the
SmurfAir Lounge on upgraded flights. Mozzy Smurf appreciates his
loyalty programs and will pay money to get exactly what he wants. but only if he's getting
exactly what he wants.

Mozzy Smurf is an avid reader of the Moz blog and its long form content. He especially
* enjoys listening to Whiteboard Friday as he's traveling. Mozzy Smurf wants 1o know the

tactics that will get his business to profitability as scon as possibie and he needs his team to
be able to help out and monitor the progress.

Mozzy Smurf was a long time follower of Moz for some time and considers himself a fan of
the brand, but he expects more out of the software in the wake of their funding and doesn't

A o
‘ " > — see enough value. He monitors the growth of the product, but finds it difficult to invest in when
é there are so many features that he never uses.
ENGAGEMENT INSIGHTS

o Ala Carte Pricing Tier

I0S/Android App or Phone-Optimized Views T h e U s e r N e e d s

Multi-Seat Accounts

Post the Moz Roadmap and Progress O r CO ntext

Gamfied Feature Catch up

More Premium Gated Content

Ve bosed Onbouring Bucket
Tooltips at Login

“MAKE SURE IT'S FAST,
MAKE SURE IT WORKS."

00000O0O0

This research process yielded a persona that called Mozzy Smurf that is always on the run trying to live the 4-Hour week
lifestyle. He's an avid traveler, lover of Moz's content, but he expects more out of the product. Mozzy Smurf would become
a subscriber if their were different pricing options, an iPhone app, multi-seat accounts and more premium content.
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THE QUICKEST WAY TO DATA-DRIVEN
PERSONAS

(YOU'RE WELCOME)



HOWTODOIT

7
THE WORLD'S

FASTEST SEGMENTATION ’

@ MAILING LIST SOCIAL MEDIA DATA % SEGMENTATION

Export your mailing list Run it through social media tools Segment your data as you see fit
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STEP ONE: GET YOUR MAILING LIST

::‘:( Calibri 1 -AA g ¥ Genenal . ‘ ’A H | Normal hd’ Good Neutral Calcutation = of [ ] 5;‘:‘&:5“"‘ ,r Lﬁ
matpoines B LU= 0 DA EEW B Hieaceer $ % 1 B3R Codtond famut Hyperlink [Input | uinked co . ment b Fomat ohiglive sl
T ai P i o
. £ ~

4 A 8 c [} £ F G H | ] K T e
1 WEBSITE EMAIL BUSINESS NAME ADDRESSLINEL  TOWN _ DISTRICT/COUNTY POSTCODE REGION TELEPHONE £
248 jhr-interlors.com mail@jhr-interiors.com JHR Interior i Mead Ci GL7IWE  South Wast England 441285642775
249 com m Kate Fletcher Interiors 10, Macefield Close  Coventry Northamptonshire CV22P)  Midlands 448007834208
250 iors.co.uk co.uk Key Interiors By Appointment Only 1 Park Mansions, Star London W60YD  London and the South East 03601 267 291
251 i K i ison-interi K La Maison 6, Aspley Hill Milton Keynes Bedfordshire MK178N) London and South East England 441908586900
252 co.uk uk Napier Bathrooms & Interior 30, Canonmills Edinburgh Edinburgh EH3SLH  Scotland 441315566166
252 i com CM Design Consultants 211, Dumbarton Road Glasgow Glasgow GI16AA  Scotland 441413410343
258 co.uk co.uk Crawford Jones Associates 5, Church Road Pol East Sussex BN2658X London and South East England 441323484242
255 co.uk @ 0.uk Warnham Interiors 58, Church Street  Horsham West Sussex RH123QR London and South East England 441403257398
256 com igns.com DESIGNS 18-20, South Streat  Worthing Brighton BN147LH London and South East England 441903256151
257 ak co.uk David Gavin 216,BurtonRoad  Manchester Lancashire M202LW  Northern England 441614451116
258 united-d m 4 United Designers Ltd 200, Tower Bridge Roa London London SEL2UN  London and South East England 442073576006
259 co.uk k Silver Leaf Interiors 4, Chapel Lane Holt Norfolk NR2S6HG London and South East England 441263712193 R
260 co.uk i couk  Natalie Martin Design 70,Panfieldlane  Braintree Cambridgeshire  CM72TL  London and South East England 447985475210 1
261 interi i Noona Interiors Ltd 298, Leads Road Bradford Leeds BDI0SAD Northern England 441274614024
262 co.uk i uk Design Interiors UK Ltd  Sedling Road Washington County Durham  NE389BZ Northern England 441914150791
263 co.uk k Nicholas 320, Cheapside Birmingham Shropshire 8S6AX  Midlands 441216666448
2648 com com Hudson Designers Ltd 55 0ld Shereham Read Brighton BN15DQ  London and the South East 01273 727020
265 designs-ofdistincti i stinction.com  Designs Of Distinction 10/11/2013, Sun Strest Hitchin Bedfordshire SG51AQ  londonand Sob-h EastEngland 441462438357
266 iors.com m Allan (commarcial & Industri Lister Road Glasgow Glasgow GS524BH  Scotland 441418825761
267 inginteri jnteri ASTOUNDING INTERIORS LT(27, Medway Court  Aylesford East Sussex ME207QN  London and South East England 448003345994
268 design.co.uk ions-design.co.uk c Design 21, PenlineRoad  Cardiff Devon CF142AA  South Wast England 442920626521
269 co.uk i |- DUO interiors Marston Road Cheltenham Gloucestershire  GLS23/Q  South West England 441242241101
270 co.uk co.uk Hauser Design Studios 28, Straet  Bi 816818  Midiands 441214422323
271 co.uk K Interior Matters UK Ltd 18, Cecil Avanue Bournemouth Dorset BHSSEH  South West England 441202528152
m i co.uk i co.uk JOHNSON INTERIORS Acre Close Haywards Heath  Brighton RH164NT London and South East England 441444454566
273 com Orchard Interiors 2, Warburton Street  Manchester Cheshire M206WA Northern England 441614346278
273 interiors.co.uk josephinei co.uk Josaphine Mill Street Colchester Essox CO64HU  London and South East England 441206263350
275 interiors.co.uk interi uk Phase2 Interiors 9, Kirkham Avenue  Wakefield East Riding of Yorks WF20RY  Northern England 441924201442
276 arcdesign.co.uk paul@arcdesign.co.uk Arc Design 80A, York Street Loads EastRiding of Yorks LS98AA  Northern England 441132446252
bl com ign.com Bevis Design Associates 10, Church Street  Rickmansworth Buckinghamshire WD318S  London and South East England 441923772422
278 f co.uk co.uk Paula Jayne Interiors 68-6C, Market Street  Stourbridge Shropshire OYS81A8  Midlands 441384370467
279 curtis-design.co.uk paulcurtis@curtis-design.co.uk Curtis Design 20, Chiel Close Coventry Warwickshire ~ CVS7LQ  Midlands 447902910297
280 ign.co.uk uk Pentangle Design Group 3, Tileshouse Street  Hitchin Bedfordshire SG520W  Londen and South East England 441462431133
a0 : SR SRR Avhnatie Oasinne 42 Candbnrd ©and  Chalmofasd N L FAKYENE  Landan nd Cauth Enek Ennland  AA1248787842
W 4 W Sheetl Sheet? Sheetd ©J = 4 e
Heady | S D 300w (=) v
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STEP TWO: RUN IT THROUGH FULLCONTACT

m FullContact

m FullContact
pPerson API

Turn partial contact information into

full contact data

‘ Get Started for Free

PRICING DOCS RESOURCES v APIPORTAL | GET STARTED

Bart Lorang
CEO / Co-Founder
FullContact, Inc.

(] ] [im]

bart@f EMAIL  bart@fullcontact.com
TWITTER  @bartlorang

AGE 34
LOCATION  Boulder, CO
GENDER  Male

Provide a Complete Picture

Query by email address, Twitter username, Facebook ID or phone
number. FullContact's Person APl finds publicly-available social

nrofiles nrafile nhatae hasic demaaranhice and encial inflience

Use FullContact’s Person API to append data to the mailing list http://www.fullcontact.com
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HERE'S WHAT THAT LOOKS LIKE

fullName [ website1
David Farrell
Josh Newman http://www.mediatavel
Ken i i} jam.col
Matthew Borland http//www.zephyrsf.com
Mike Carr http://www.namestorn
Raphael Ades
Randy Hoover http://hooverenergy.bi
Robert Giannini http://giaspacemsp.cor
Steven Sprague http//www.Rivetz.com
Tom Loveland http://www.MindOverMachines.com
Liam See
Eric Jacobson http//www.irkproducti
David Bradley
Tedd Stephenson
Dwight Michael
Daryle Ridley
Hugh Regan
Janice Pariza http://janice-rae-pariza
Raman Rama http//www.jhmhotels.com
Gj Goldwyn http//www.acomputer
Dan Ci tp:
Janet Larocque
Keegan Mullaney http://keegoid.com

Pedro Torres
Dale Smith
Sharlett

Andy Gaskell
Ajit De Silva
Allison Gormley
Alan Geer

Alex

http//www.YourRealtorPedroTorres.com
http://www.SolidChoice

http://gifninja.com

http://alangeer.com

Alex Andrianopoulos
‘Alex Goolsbv

p:

|~ | gender B4

45 Male
36 Male
52 Male
Male
55 Male
36 Male
52 Male
37 Male
47 Male
Male
66 Male
34 Male
43 Male
49 Male
47 Male
41 Male
52 Male
58 Female
Male
55 Male
39 Male
49 Female
33 Male
Male
46 Male
42 Female
33 Male
49 Male
18 Female
28 Male
38 Male
45 Male

18-2

25-34
35-44
45-54

locationGeneral §d interest1 |
Grosse Pointe, MI 4823 U New Mexico State Univ Football

Norwalk, CT Email Marketing E-Commerce
‘Washington, DC Software Ambient Music
San Francisco, CA
Austin, Texas Publicity Autism

Fascism South America
Dallas, Ga Religion and Spirituality Self-Improvement
Fort Lauderdale, FL Social Networks VolP
Richmond, MA Deals Private Security
Baltimore, Maryland Arez SAAS Entrepreneurship
Portland, OR Immigration Social Justice
Vancouver, Washington Software Finance
Hinsdale, Illinois, United ¢ Self-Imp
Castle Rock, Colorado  Software Google Drive
Gettysburg, Pa. Health Turk
Georgia Software Marathons
Montrose, Colorado

Software Social Media
Madison, Wi Software Biology

Naperville, lllinois
Gresham, Oregon
California

Colleges and Universitic HomeGoods

Finance
Real Estate
Entertainment

Dave Ramsey
Littleton, Colorado Self-improvement
Moreno Valley, CA 92557 Acting

St Paul, MN Twitter Technorati

New Jersey Movies Paste Magazine
Orange County, Californi: Movies Guitars

miami Software Shoes

Pasadena, California Software SAAS

interestz 5

interest3 [
Cars Mopar
Digital Media Business
‘Western Michigan Univ Smartphones

interesta |

interests [ kloutScore
Michigan
Foursquare

Android Apps

Harvey Mudd College U.S. Department of Cor Books

Israel Latin America
Science and Technolog Speakers
Business

Books
Books

Computer Networking Cloud Computing

Innovation Books

Business Business Intell Software D it
University of Cincinnati Journalism Books

Jim Cramer Video Games Podcasting
Finance Books Venture Capital
Physics Literacy Charter Schools
Health Care Journalism Football

Religion and Spirituality Journalism Reporting

Apple Technology Pownce

The Onion Mobile Applications  Journalism
Illinois Olympics Basketball

Real Estate Journalism Personal Finance
Journalism Books Playmates
Movies Soap

Software Development Physics Computers

My Chemical Romance GERD Books

Business Stephen Colbert Cars

Fashion Branding Marketing

Cloud Computing Journalism Salesforce

This is an example of a mailing list with data appended to it.

R &R RN

22

13
26
13

53
15
14
42
13
23
13
27

16
"
16
18

twitterFollowers
61
336
89
87
96
42
29
47
443
138
21
48
75
31
231
35
31
4769
38
7935
83
22
4573
46
535
32
132
67
66
39
79
63

- 56Male 5564  RICHMOND.VIRGINIA Movies ~  Gadeets = Technorati =~ Business ~  Podcastpe 13 64
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USE DEMOGRAPHICSPRO

'iliDemographicsPro Free Triall'Signiin/v

Understand and Grow your Social Audience

Demographics and psychographics via dashboard or API to Analyze,

Influence and Target the consumers who matter most for your brand.

rd Demographics via API
LEARN MORE

Analyze | Influence ‘ Target

1 1
Deep insight into the consumers Find and rank the people, brands Use our demographics and
who follow your Twitter accounts, and media that most influence psychographics to tailor
tweet about your brands and your target audience on Twitter, ideal target audiences for
influence your campaigns YouTube, Instragram and more your Twitter advertising

Upload your Twitter list for analysis. http://www.demographicspro.com
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HERE'S WHAT THAT YIELDS

ANALYZE COMPARE TAILOR HISTORY HOW-TO

Analyze any Twitter account, tweeted brand, hashtag or campaign:

Analysis of: | @ipullrank v PROFILE | BASICS | ETHNICITY | LOCATION

AUDIENCE STATS Audience Profile for @iPullRank

@iPullRank's followers are in their mid thirties, typically married

® 68.9% with children and with very high income.The account has a notable

@ 93.4% audience concentration in London

® 38.8% Professionally, @iPullRank's followers are web developers.
entrepreneurs, senior managers, consultants and

© 35.4yrs administrative staff. The account has a notably high

$66.6KIVE concentration of sales/marketing managers (within the top

10% of all Twitter accounts in this respect). Analysis.

In their spare time they enjoy political news, art/culture, beer,
wine and arts and crafts. People following @iPullRank are
health conscious. Sports that stand out for this audience
include skiing and cycling. Analysis.

AUDIENCE LOCATION

Mostly United States (53.5%).
with top cities:

As consumers they are affluent and active, with spending
focused most strongly on technology, travel and
fashion/beauty. Their strongest brand affiliations include
Airbnb, Oculus Vr, Alaska Airlines, Old Spice and Delta Air
Lines. Analysis.

London (6.5%)
E= New York (6.1%)

Seattle (2.9%)
On Twitter they tweet most often about business, technology
and sport. Notable audience correlations include @google
@mashable, @TechCrunch, @hootsuite and @WIRED.
Analysis.

San Francisco (1.9%)
B Philadelphia (1.9%)
Los Angeles (1.9%)

1 of 32 pages of analysis >

OCCUPATIONS | INTERESTS

Download this Analysis

Get an Audien:

BRANDS | TOPICS | FOLLOJ

BRAND AFFILIATIONS

B oshable

TEneeme Freddit ®
@ -
wenvato AdAge.

TNW Google mMC

> @ipullrank followers: people who are male *

CONCENTRATION COLOR KEY
HicH - Top 30% [N
AVERAGE - Mid 40%
LOW - Botom 30%

% OF FOLLOWERS PUTTING THIS IN CONTEXT DISTRIBUTION OF ALL TWITTER ACCOUNTS

68.9% of @ipullrank followers @ipullrank (68.9%)
are male

This puts @ipullrankin the top 20% of all
accounts, in terms of concentration of people
who are male

o |- I

% Elance W=

| Ranging

average| from to

HubsgBt  Life o

Gender iale \ 3% [oea% ]

TOPICS OF DISCUSSION

#SEO #googleplus #javas
#blogging #htmi5 #marketi
#SharkTank #SXSW

#Millennials #employment
#digitalmarketing more.

X PDF report B Spreadsheet

DemographicsPro generates A 20+ page report on your twitter list
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UPLOAD YOUR MAILING LIST

CreateNew  Open  Save

o (New People on Facebook
Custom Audience 303.3K monthly active people Country: United States of America #

Account: | Michael Icon Kin..

CREATE AUDIENCE

maling st Demographics Page Likes Location Adtivity Household Purchase

Custom Audience

Age and Gender

Leinn Self-reported information from people in their Facebook profiles. Information only available for people aged 18 and older.

UNITED STATES

Al Unilod Sta W 89% Women
nited States 54% Al Facebook .

+ Country, region, or ciy :
Age and Gender
Age = 35- 534

18 ¢ — Anys W 1% Men [ ]

46% All Facebook
Gender
[ Men | Women
_ Py 2%
Interests v 205 7%
Lifestyle

I . USdemographic and interest data based on purchase behavior, brand affinty and other activiies. Source: Personick
Pages w  Lifestyle Selected Audience Compare
People Connected to Shooting Stars 3% 3%

+ Your Page

Tots and Toys 2% . +44%

People Not Connected to

+ Your Page Kids and Clout 2% +37%
Advanced > DynamicDuos 2% I +31%

— S—

https://www.facebook.com/ads/audience_insights/
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OR JUST USE AUDIENCE INSIGHTS WITHOUT A MAILING LIST

CREATE AUDIENCE

Custom Audience

Location

o~

UNITED STATES, UNITED STATES

Denver

Age and Gender °
Age

18 ¢ | —| 65 ¢
Gender
| All Men Women
Interests o

Connections

Pages

Advanced

M (New Audience) People on Facebook
150K - 200K monthly active people Country: United States of America #
Demographics Page Likes Location Activity Household

Age and Gender

Self-reported information from people in their Facebook profiles. Information only available for people aged 18 and older.

M 50% Women
54% All Facebook

18-24 35-4 45-54
W 50% Men
46% All Facebook
23%
Lifestyle
US demographic and interest data based on purchase behavior, brand affinity and other activities. Source: Personicx
Lifestyle Selected Audience
Hard Chargers 2% I
Dvnamic Duos 2% I

Purchase

0.8%

Compare ~

+100%

+100%

With 1.2 billion people on Facebook, it's a damn good research panel.
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SEGMENT YOUR DATA

CREATE AUDIENCE
Custom Audience >
Location o v

UNITED STATES, UNITED STATES

Denver
*+ Country, region, or city
Age and Gender o v
Age
253 — 342
Gender
Interests o v

BUSINESS AND INDUSTRY

Marketing

+ Interest
Connections v
Pages >
Advanced >

M (New Audience)
20K - 25K monthly active people

People on Facebook
Country: United States of America ¢

Demographics Page Likes Location Activity Household

Age and Gender

Self-reported information from people in their Facebook profiles. Information only available for people aged 18 and older.

W 100% Women 100%
54% All Facebook

0% % % o%
18-24 25-3 35-44 45-54 55-64
0% Men
0%
46% All Facebook o% - % %

Lifestyle
US demographic and interest data based on purchase behavior, brand affinity and other activities. Source: Personicx
Lifestyle Selected Audience

Career Building

10% (I

Purchase
0%
65+
0%
Compare «
+100%

Audience insights lets you segment on demographics & psychographics

@iPullRank
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ACXIOM'S PERSONICX SEGMENTS

Lifestyle

US demographic and interest data based on purchase behavior, brand affinity and other activities. Source: Personicx

Lifestyle Selected Audience Compare ~
Apple Pie Families 10 | +100%
Sawy Singles 10% | +100%
Solid Single Parents 10% | +100%
Country Comfort 5% I +0%
Career Building 5% I +0%
Established Elite 5% I +0%
Full Steaming 5% I +0%
Urban Tenants 5% I +0%
Summit Estates 5% I +0%
Skyboxes and Suburbans 5% I +0%

Facebook’s tool connects to Acxiom'’s data for more context

@iPullRank
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AXCIOM'S PERSONICX SEGMENTS

INFOBASE-X" DEMOGRAPHIC CHARACTERISTICS

8
FLUSH FAMILIES—APPLE PIE FAMILIES 2 <
CLUSTER SZE g ) FLUSH FAMILIES—APPLE PIE FAMILIES
Cluster 17 (Group 128) Households: 4,716,200 u 3
% US. Househods: 381%  [F Il Cluster 17 (Group 128)
= = Group Natioral
Apple Pie Families households are well-educated, upper-middie class families. They ? B 27 R e
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CHECK AGAINST YOUR GOOGLE ANALTYICS DATA

Demographics: Overview Jan 12, 2015 - May 12, 2015 ~

Some data in this report may have been removed when a threshold was applied. Leam more

B Epmie AEEESDT Cm Tris reportis based on 2,222,410 sessions (100% of sessions), Leam more. ST ©
O Al Sessions +Add Segment
0000%
Key Metic: | sessions ~
Age 6318%oftofalsessions | | Gender 67.60% of tofal sessions

% W female W male

® Sessions
30000

15000

February 2015 March 2015 Apri 2015 May 2015

Primary Dimension: Affnkty Category (reach)

e Secondary dmension + | SortType: | Defaut [ Ta anancea [@]@[T %[
Acauisiton Benavior Conversions 41Goas
T ——— ity Cotegory (esch)

© 2015 Google | Analytics Home | Terms of Service | Privacy Policy | Send Feedback e ) e [AD G pogen s END
1,461,667 68.13% 995,862 31.34% 4.04 00:01:58 0.00% 0 0.00
SoToaisTrs | gV T020% RofTom e | AgrVen D7 | AgfrVerd®m | AwlrVewO0ist | Agfocvew000% | eorTomoome | orTusour
© 1. MovieLovers 739583 (sor 69.23% 512012 (s 15% 30.74% 406 00:01:56 0.00% 0 woo% | $0.00 ©000%
© 2 Home Decor Enthusiasts 72831 (405 66.53% 480880 (45 2.25% 429 000203 000% 0 000w | $0.00 ©000%
O 3 TViovers 645852 (142 69.19% 44682 2% 402 000157 000% 0 000w | $0.00 000%
© 4 Cooking Enthusiasts/Aspiring Chefs 639676 (455 66 29% 42400 0745 404 000157 000% 0 000w $0.00 000%
@ | 5. News Junkies & Avid Readers/Entertainment & Celtety 602845 (115%) a% BT e snss% 408 oworss 000 0 oo 5000 (000,
© 6 Shoppers/Shopaolics 568,908 (405%) 66 6% 392,460 (35% 262% a2 000202 000% 0 000w | $0.00 ©00%
O 7. Technophiles 558334 (352%) 68.97% 385101 (357% 2060% 416 000159 000% 0 ©o%) 5000 000%
O 8 News Junkies & Avid Readers 81722 (300 68.50% 334088 (336% 214% 3% 00:01:56 000% 0 0o%) 5000 000%
O 9 Travel Bufts 43T ) 66.39% 310229 (312% 30.38% 408 000159 000% 0 0o0% | $000 (©00%
10, Music Lovers 304,893 (254%) 66.98% 265498 2674 3079% 402 000156 000% 0 0o0%) | $000 (©00%
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BUILD YOUR PERSONAS

Crazy Catherine

17% of audience

User Needs

High-touch relationship with
pet insurance company

= Aninsurer that shares their
enthusiasm and empathizes

= Regular communication and
fast response to all
communication

= Aninsurance company that
appears to put her and her
pets before other insurants.

.@

Crazy Cathel'lne is obsessed with her pets. As a divorcee she started spending more time with her pets when the children moved

out. She ultimately graduated into taking in rescues and strays until she has more animals than friends. Much of her limited discretionary income goes to pet
food, toys and services. Crazy Catherine cares for her animals as though they were her children.

Crazy Catherine will look into pet insurance extensively, but may be turned off quickly by any negative reviews. Nothing is good enough for her pets and she
will thoroughly vet her choice before making any buying decisions. She has low confidence in companies and is a heavy consumer of content via search
engines. Crazy Catherine is meticulous about her pet food, veterinarian care and anything else for her pets so insurance will be no different. If Crazy Catherine
moved into her dream home with all of her animals and was confronted by her neighbors with a city ordinance in hand she'd rather move to another home
than get rid of her pets.

Crazy Catherine drives a domestic automobile that is inundated with pet dander. She has her vet on speed dial and visits at more than she needs to, As an
insurant Catherine is high touch and she needs a pet insurance company that understands her pets are the most important pets in the world. She expects
around the clock service and that is fast and easy, she wants a company that cares about her animals the way she does and displays it on their website. She
expects frequent updates, tips and guides to pet wellness and she wants an company that she can trust. Crazy Catherine is also incredibly vocal in speaking
against perceived threats to her pets’ livelihood so count on her to spread the word if things if things don't go her way.

As a blue collar worker, Crazy Catherine feels the weight of the economic downturn and has to make careful decisions with her money, however that doesn't
necessarily mean her pets will suffer. Catherine is an outdoor enthusiast, often taking her pets to parks so they can enjoy the open space. Crazy Catherine is
averse to advertising and is best targeted through inbound channels through educational and funny content starring animals.

Crazy Catherine relationship with her pet insurance company needs to be reinforced through proactive communication with regard to their specific pet type
and checkup schedule. These people would be best encouraged through a "MyPet" platform that acts as a dashboard with a picture of their pets and sends
alerts via email. Additionally, Crazy Catherine is highly interested in multi-pet discount offers.

Digital Behavior

[ 4

.“- Crazy Catherine routinely visit blogs and chat forums, as well as lifestyle sites devoted to pets, animals, food and beverages.
Because they live in towns that may be a long drive away from a mall, they’re happy to become regular customers of e-
retailers such as kohls.com and cabelas.com.
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“ THIS YIELDS PERSONAS BASED ON
MEASURABLE SEGMENTATION TO TARGET

YOUR ADS AND BUILD EXPERIENCES.
- ME



USER JOURNEYS

What are the series of needs that users go through
when looking for your product or service?



STANDARD FUNNEL THINKING

‘ -

DISCOVER

Random User is looking for
something

RESEARCH

Random user lands on your
site to try and make a
decision

BUY

Ideally the random user
buys something.
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WHAT'S A JOURNEY MAP?

(1341))  Designing the Experience - Example WOW

Heathrow express train to Airport _expedited security & passport checks for frequent flyers @

@check—ln at Paddington train sbé @ @ @wamng to board plane in comfortable lounge

receive tickets

® bookﬂckms@'

Contact travel dej

board plane

®,
ol the
hotel firm flights backe=\ "/ -~ safety procedures
.| Frpamd )

getto LEGO hesh@‘ I I @ take off

@ driver checks into hotel for me @ f @seatlng - wide comfy seats @)

met by driver @ @sleap in fold-out beds

business lounge for shower mowor A\ / readlwork in quiet with internet connection

@cuswms fast trsck atch a movie

luggage collectio Q % of mealtimes
(@ passport & immigration fast @ \ (sl infoid-out beds

short walk in airport disembark - reserve seat @ Use the Experience Icons:

for return flight @

@ How can this be a positive
experience?

@ Make or break moment -
what can we do to make
sure consumers come back
time and time again

@ Where do we need data to
help deliver the experience?

A series of stages or needs that users go through when they are looking to consume your product or service.
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BUILDING JOURNEY MAPS

i | 8
BUSINESS
’ GoALS s

DISCUSSION KEYWORD
SEARCH RESEARCH

L )

SOCIAL

INVENTORIES SOCIAL
LISTENING
© B
= e Y
© =T

User journeys are built by an iterative ethnographic research process
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ORYOU CAN USE THE CDJ

CONSUMER DECISION JOURNEY

EVALUATE
PP L -
s 00 emwmmww, S >
o -~ - -~ . S
P P - S > 5
, p N \
\
CONSIDER / THE LOYALTY LOOP \ '
b ’
\
~ .
N Sn. il
\‘-‘- vvvvv -
ADVOCATE ENJOY

You can use any journey model that you'd like
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CONTENT PER NEED STATE

8008800880 80020008 ® II. DATA VISUALIZATION Twnes oo v maeme pace
8880 0088808080086006860

%’}OOQ.U(\...EEC&).O(‘ 4% 34 ol lejel 1@
) 00806007208

ARTICLE 'RANKINGS SOCIAL  LINKS  TRAFFIC  PAGE  TIME SOCIAL  UNKS  TRAFFIC

C.O..L L le]l 1 o iSE ot
®2SO® ...OC.(“O.‘0.0.’ ®

2508000020020 . I E .
2008 ITOOL

'RANKINGS SOCIAL  LINKS _ PROGESS _ TIME PURGHASES SOCIAL  LINKS _PROCESS ~ TIME  PURCHASES
COMPLETIONS ON SITE

O .L 880800«

PYer T
19600 80006 I
0eee0808e ? .
GUIDE

PURCHASE

RANKINGS SOCIAL  LINKS PURCHASES
SHARES

L Jol 1 1@

LOYALTY .’L EVENT/COMMUNITY - . I k= . L

,.@% RANKINGS SOCIAL  CONTENT = SIGNUP  #LOGINS ~ TIME PAGE
) SHARES CREATION ONSITE  VIEWS

Different content types serves different needs for different stages and should be measured as such.
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ALIGNING WITH THE JOURNEY

Content Marketing Alignment With the Buyer Journey
% of respondents

February 2014

1 - We are sophisticated in our content alignment and
measurement

2 - We understand how to align content but lack
measurement strategy

3 - We are learning to align content and plan to execute on
our strategy within hs

4 - We do not understand how to align content and
measurement but realize the value in doing so

"On a scale of 1-5, with 1 being the best
assessment, how well do your sales and
5 - We have no plan to align content to the buyer's journey marketing teams leverage marketing
Or measure success automation to align content across the
buyer's journey to present a more united
front in communications?"
I MARKETINGCHARTS.COM
Source: Oracle Eloqua/LookBookHQ

MARKETERS
STRUGGLE
WITH THIS

Marketers are still learning how to align content
with the journey.



MEASURING THE JOURNEY

MC Important Factors For B2B Marketers' Future Digital Initiatives
) based on a survey of 351 senior marketing executives and CXOs
February 2015
Understanding customer buyin: urney

Educating and influencing purchase by mapping right content assets
and distribution channels to ey stages in the customer buying journey

Attributing and measuring performance of multiple channels used by
customers in their buying journey

Measuring effectiveness of digital vs. offline marketing activities 46%

Integrating offline and online data points to provide consistent and

" o
enhanced customer experience 43%

Social media's contribution to the bottom line 35%

Customers' dependency on connected devices for making purchase

decisions 32%

"According to you, how important
will the following be for yoi

digital marketing initiatives over
30% the next 3 years’

Understanding the mobile user's customer journey

MarketingCharts.com | Data Source: Regalix




ACTUALY, WE'VE BEEN DOING THIS. SO CAN YOU

Curtomar [ ipeon Jomrnary (| antng C ontens

3 Commltation

4 Anweress

Read this:

A quarcn Beripre Convermmns  Sonct sshe ~
83 e Caprea
Sensinn N N Senans New Dby [ Poges eesme
11,840 89.24% 10,566 83.19% 149 00:00:58 0.95% 112
WA s wans 9822 %0 0 BTN a 20 00 5 3N »ox
1051 e 800N & - TN 206 005 STIN
W oo 0N 8 oo 89N 20 002 %2 N 13
123 e 0 50N 15 \ T168% LR 3 NN o 00N 0

http://ipullrank.com/how-to-measure-the-user-journey-with-content-groupings-wordpress-gtm/

@iPullRank



UNDERSTAND THE LIFE CYCLE

Common Customer Behavior Phases

Our Customer Behavior Phases Here at BigDoor

-

Read this: http://bigdoor.com/blog/2013/11/01/a-quick-guide-to-customer-journey-mapping/

@iPullRank



UNDERSTAND USER NEEDS

Identify the customer questions at each phase and extract goals.

What works in driving How do the products
engagement? stack against each
other?
What works in building
loyalty? How do they compare
in pricing?
What are other
companies like me Who has the most
using? expertise in the
industry?
Who is doing it the best
out there? Who has the best
technology that will
scale and grow with
us?

Who has the best
reputation for ongoing
support and expertise?

GOAL: GOAL:
Finding the best Exhaustively

options to consider  compare the options
for their engagement and select a few
& loyalty needs front runners.

Keyword research and social listening will directly support this

How easy does it
appear to get set up
and running?

Who has been the most
helpful and best to
work with?

What sort of analytics
& reporting do they
have?

Does it appear we
could grow with this
company and partner
for our growth?

GOAL:

Identify the company
or solution they want

to work with to
foster loyalty.

Do | have all the
information | need to

Am | seeing the success
| hoped to see with this

get approval? program?

Do we have all Are my needs being
contractual information met both in program
and doc tion for perfi e and in the

our needs? partnership?
Do we clearly know Do | feel ongoing
next steps to get expertise, program

started on a path
toward success?

How flexible is this
contract based on our
future needs and
changes?

GOAL:
To enter the best
partnership

agreement and peace

of mind in decision.

optimization and
suggestions from the
experts?

Have | been able to sell
this loyalty program
internally?

GOAL:
To prove program’s
worth and continue

to grow with partner.

@iPullRank
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ALIGN WITH YOUR TOUCHPOINTS

What touch-points are available for you to move customer through the phases?

GOAL: GOAL: 4 GOAL:

GOAL: GOAL:

Finding the best Exhaustively Identify the company  To enter the best To prove program'’s
options to consider  compare the options  or solution they want partnership worth and continue
for their engagement and select a few to work with to agreement and peace to grow with partner.

& loyalty needs front runners. foster loyalty. of mind in decision.
Make the case. Stand out. Win out. Contract signed.  Partner happy.
Blog Product tour Sales calls Contract specifics Strategy docs
Case studies e —— - rfi reports
Testimonials Sales meetings Supporting
Press documents
SLA
Ex. Implementations
Newsletter Case studies Kick off steps
Client check ins
Webinar Contract detalls
Feature lists Technical assistance In person meetings
wom Pricing specifics
Technical support
Conferences Pricing sheets Design assistance
Implementation o~
prosess steps Design suppo
Product demos Ex
d vt :r‘:';‘:"“ mup:‘clnﬂl* Expert support

A journey can be as granular as you want it to be, but keeping it basic is best because you'll have to map and manage
content for each phase. Specifically what content goes with which phase?
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USER JOURNEY EXAMPLE

Consumer
Tension

Touch-
Points
&
Emotional
Experience

Thoughts &
Feelings

“l have a
need/desire that |
want to find a pet
insurance provider
to fulfill”

Skepticism

Customer Decision Journey

Buyin
g Awareness
Process

Research

“I need to feel more confident
before | make my final pet

insurance purchasing
decision.”

Affirmation

Purchase

“Did I make the best pet
insurance decision and how do
I know?”

Validation

Claim

“Will filing a claim for my pet

be a difficult experience ?”

W

i

Renew /
Advocacy

“How do | renew my
pet insurance so it
doesn’t lapse.”

Unbranded Search
Facebook
Brand Websites

Friends
Co-workers

What is pet
insurance?

How do | care for my
new pet?

How can | insure my
pet against its
ailment?

How much is it?

Is it worth it?

Is it an improvement?
What will my peers
think?

What exactly does it
cover?

Consumer Review Sites

(PetinsuranceReviews,
ConsumerAdvocate)
Unbranded Search

Experts
Bloggers
Friends
Co-workers

What type
available?
Does it cover pre-existing
conditions?

What's the waiting period from
signup to coverage?

Does this product cover what my pet
needs?

How long is the commitment?

How is the customer service?

Is the insurance company made up
of pet owners?

Can | speak to someone on the
phone?

What types of claims are approved?

et insurance plans are

Brand Site
Branded Search

Are their discounts available for
multiple pets?

Can | change my coverage?

Will this product last long?

Will this product live up to its
promise?

What stands out about each
solution?

Brand Site
Branded Search

How do | file a claim?

How do I reach customer
service?

Can someone walk me
through the process?

Where can I find a claim
form?

How long does it take for
claims to be approved and/or
reimbursed?

/ Trust
Twitter

Facebook
Instagram
YouTube
Branded Search
Brand Site
Friends
Co-workers

How do | renew my
policy?

How do | extend my
policy to more pets?
How can I convince
others to try this
product?

Am | making the most

Here's the output of the data that we collect and turn into a journey

@iPullRank
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FIND GAPS IN YOUR CONTENT

EXPLORE BOOK

How do | find
all the features
of the trip |
want and book
it?

How do | find
a place to go?

tno

PREPARE

What do |
need to get

ready for this
trip?

TRAVEL

How to do |
get to the

airport? What
if my flight is
canceled?

ARRIVE

What do | do
once | land?

STAY

How to find

the things in
my itinerary?

DEPART

How do | get
back to the

airport? Can |

take this stuff
home?

PROBLEM

How do | get
help when I'm
on a trip?

REPORT

Where’s the
best place to
share my
experience
online?

|

Trip.Me had no content for
any of these phases in the

user journey
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FILLING GAPS ASSISTS CONVERSIONS

Assisted Conversions

Conversion Segments Export v Shortcut

Conversion Type: Lookback Window:
Al v All  AdWords Set| 90  days prior to conversion

“ % of conversions: 100.00%

Explorer

Assisting Interactions Analysis  First Interaction Analysis ~ Conversions
Assisted Conversions v | VS. Select a metric

® Assisted Conversions

.@

May 12, 2014 - May 12, 2015
«

Day of Conversion Days before Conversion = Path Position

500
250
9 7 5 3 1
Assisted Conversions Assisted Conversion Value Last Click or Direct Conversions Last Click or Direct Conversion Value Assisted / Last Click or Direct Conversions
1,027 $68,704.26 1,943 $0.00 0.53
% of Total: 7.44% (13,811) % of Total: 0.00% (-$4,293,520,530.86) % of Total: 3.24% (60,025) % of Total: 0.00% (-$17,177,551,590.82) Avg for View: 0.23 (129.72%)
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CONTENT AUDITS

Content Audits help with the development of
hypotheses for conversion testing.



WHY DO | NEED CONTENT AUDIT?!

AUDITS HELP PLUG THE
HOLES IN YOUR USER
JOURNEY

We'll take a look at this from the
conversion context, although we
typically look at this more
comprehensively.




WHAT YOU'RE LOOKING TO UNCOVER

WHO ARE WE CAPTURING

WHAT WORKS

WHAT'S MISSING

HOW TO IMPROVE

@iPullRank



AUDITS INFORM TESTS

s Q % Reporting

Discovery Hyp?)thesis'
@& Goals
®) 00 .
Testing Continual
RA Optimization

Evaluate
Q & Analyze
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QUANTITATIVE DATA

PAGE VALUE READABILITY SCORE TWEETS

CONVERSIONS SENTENCE COUNT LIKES
CONVERSION # IMAGES CONTENT
RATE FORMAT

TRAFFIC BOUNCE RATE PINS
ORGANIC WORD COUNT TIME ON

SEARCH TRAFFIC SITE
SOCIAL MEDIA READING TIME # VIDEOS

TRAFFIC

@iPullRank



QUALITATIVE DATA

SECTION CATEGORY
WHAT IS IT? REDUNDANCY
TIMELINESS VOICE AND TONE

ADHERENCE

QUALITY ACTIONABILITY

LINKWORTHINESS SHAREWORTHINESS
CONVERSION NOTES SUGGESTIONS

TARGET PERSONA NEED STATE

@iPullRank



SECTION

11

WHAT SECTION OF THE SITE DOES THIS
CONTENT FALL INTO?

@iPullRank



CATEGORY

11

WHAT CATEGORY DOES THIS CONTENT FALL
INTO?

@iPullRank



WHAT IS IT?

11

BRIEFLY, WHAT IS THIS CONTENT?

@iPullRank



PERSONA

11

WHICH OF YOUR TARGET PERSONAS IS MOST
LIKELY TO WANT THIS CONTENT?

Whose context bucket does this match?

@iPullRank



NEED STATE

11

WHAT STAGE OF THE USER JOURNEY ARE
THEY IN?

Another element of the user’s context bucket.

@iPullRank



REDUNDANCY

11

IS THIS CONTENT DUPLICATE OR OTHERWISE
REDUNDANT?

@iPullRank



TIMELINESS

11

IS THIS CONTENT OUTDATED?

@iPullRank



VOICE AND TONE

11

DOES THIS CONTENT ALIGN WITH THE BRAND
STYLE GUIDE?

@iPullRank



QUALITY

11

ON A SCALE OF 1 - 3, HOW GOOD IS THIS
CONTENT?

@iPullRank



ACTIONABILITY

11

ON A SCALE OF 1 - 3, HOW LIKELY IS IT FOR A
USER TO COMPLETE A BUSINESS GOAL?

@iPullRank



CONVERSION NOTES

11

WHAT ARE THE BARRIERS TO CONVERSION
FOR THIS PAGE?

@iPullRank



SUGGESTIONS

11

WHAT SHOULD WE DO WITH THIS CONTENT?

@iPullRank



Because you don’t want to do this by hand




SCREAMING FROG

SEO TOOL

CRAWL THE SITE AND PULL DOWN DATA




URL PROFILER

@ urlprofiler Whoweare  Pricing  Documentation  Blog  Contact

A powerful tool for SEOs e

to quickly audit links, content & social data

URL Profiler doesn't just do one task; it can be configured to retrieve
a large array of link, content and social data for almost ANY task.
Thousands of URLs at once - with no limits or constraints - just the
data you need, when you need it.

== Windows !! MacOS X

Download Now
Get Your 14 Day Free Trial

R b
MAJESTICSEO. MOZ soe & ahrefs € Google Copyscape Cimssiy

Watch some of URL Profiler's time saving features

YOUR NEW
SECRET
WEAPON

You can pull almost all of your quantitative
metrics using URLProfiler.



SOCIALCRAWLYTICS

\'C Social Crawlytics SIGNIN=

|dentify the influencers & your competitor's most shared content.
ir bust API - ALL FOR FREE!

Deloitte. CITROEN /A Adobe eV & Microsoft *“tagians G msn!

[Pt

Million
ed

&

Explore Propensity Enterprise Scale Social Media Analytics
being etour e har

CRAWL FOR
SOCIAL SHARES

http://www.socialcrawlytics.com




IDENTIFY YOUR
I BEST SOCIAL

Analyze what content performs best for any topic or competitor

Find the key influencers to promote your content C O N T E N T

Buzzsumd® TopContent Influencers  ContentAlerts  Reports - M Q@ -

- http://www.buzzsumo.com

Language: ASimple Formula for Writing Kick-Ass
Blog Titles =
wvew

Erdon- G

Content Marks  View Backinks

contentmarketinginsitute.c i
@ view sharers
rkating - iar 31

<snare




DEEPCRAWL

@DEEPCRAWL reatures usecases faas pmca  cuies  news [T

NO MESSING

DeepCrawl is the world's most comprehensive website crawler.
Analyse your website architecture to understand and monitor technical issues to improve SEO

performance.
'WATCH ADEMO
2
TheTelegraph  Prowows i 200Pldeok o trpac distilled™

FEATURES

CRAWLER
FOR HUGE
WEBSITES

http://www.deepcrawl.com



SEO TOOLS FOR EXCEL

OR JUST PULL
| FROM YOUR
spmpmam o ANALYTICS

fo-e]
0l & R

ON-PAGE SEO ~%  OFF-PAGE SEO
http://www.seotoolsforexcel.com

For the conversion-driven context, you can
just pull your URLs directly from Google
Analytics using SEO Tools for Excel




CONTENT AUDIT AND CONVERSION WORKFLOW

STEP ONE

DETERMINE
AUDIT SIZE

STEPTWO

START WITH
SCREAMING
FROG

(OR DUMP URLS
FROM GA)

STEP THREE

PASSITTO
URL PROFILER

Moble Fiendy Mobie PageSpeed Desidop PageSpeed

tent Analysis
cadabity (] Duplcate Cotort. [ uCissfy ] Copyscape :Z
[ Custom Scray CSS Selector: (optional) it
Analysis hitp://
oo won o /1
Anchors || Dsavowed == Whielst || Blac cidist Right clic
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WORKFLOW CONTINUED

STEP4

IMPORT INTO
EXCEL

STEP5

COLOR CODE
YOUR QUANT
SHEET

STEP 6

PERFORM QUAL
ANALYSIS

@iPullRank
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WORKFLOW CONTINUED

STEP7

DEVELOP TESTING
HYPOTHESES

O O
STEP 6
TEST

119



PIVOT CHARTS FTW

& CONTENT AUDIT

Prepared by Michael King

e e —
Site Section Breakdown Site Category Breakdown Duplication of Site Content
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Bring your quantitative and qualitative data into one sheet and use pivot charts on the audit data to determine insights,
mainly what you should be testing.

@iPullRank
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PAGE VALUE IS KING

PAGE VALUE IS OFTEN THE
MOST VALUABLE METRICTO
PIVOT AGAINST



PAGE VALUE VS. READABILITY

$400.00

$300.00 ---

$200.00 ---

$100.00 ---

$0.00 ---

Fairly Easy iffi Easy Standard Fairly Difficult Very Confusing

Building pivot charts comparing the page value metric vs. the page’s readability score quickly tells you where you should consider
performing measurement tests.
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COMBINATIONS I LIKE

PAGE VALUE VS.
FORMAT

# IMAGES VS
READABILITY
SCORE

# VIDEOS VS TIME
ON PAGE

TIME ON PAGE VS
SOCIAL SHARES

LINKS VS QUALITY

SECTION VS
ACTIONABILITY

REDUNDANCY VS.
SECTION

# VIDEOS VS
WORD COUNT

PERSONA VS.
FORMAT

PAGE VALUE VS
SOCIAL SHARES

WORD COUNT VS
TIME ON PAGE

TIME ON PAGE VS
READING TIME

PAGE VALUE VS
PAGE SPEED

FORMAT VS LINKS

RESPONSE CODE
VS LINKS

LINKS VS.
DIRECTORY

PERSONA VS.
CONVERSION RATE

PERSONA VS. PAGE
VALUE
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GET MY TEMPLATE

. VPU!RAN}’ .
So You Want My Content A\
Audit Template? S

Download the Content Audit template and turn the
iPullRank methodologies into action right away

& improve Conversion
& improveCor
& improv

http://bit.ly/ipr-template

@iPullRank



WHO ARE YOU WHAT ARE YOU
TALKING TO? SAYING?

Research and Segment your Audience Audit and Determine your Best Opportunities

Use the learnings to improve Perform your tests




THE CONSUMER IS STILL KING

@iPullRank






THANKYOU

HOLLER AT YOUR BOY

MICHAEL KING

FOUNDER

DIGITAL MARKETING CONSULTANT
IPULLRANK
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