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Purpose of this document 

To document the ‘best practices’ from the keynote speakers at Day 1 of EMSA 2008. 
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!ǳǘƘƻǊΩǎ ƴƻǘŜΥ 

These notes are my interpretation of the speakers’ presentations at EMSA 2008. Feel free to email me on 
adam.franklin@bluewiremedia.com.au if you have any questions. 

I have direct consent from EMSA 2008 organisers to share this document, so feel free to share with your 
friends if you find it valuable, but please leave in its original condition! 
 

If you just want to scan this document – I have highlighted the most important points in red! 

... 

 
Day 1:  

 
 
 
 

 
 
 
 

Google | Tony Keusgen | Australian Sales Manager for Technology Industry --- on topic of ά[!b5LbD 
t!D9{έ 
 
Google is all about user focus, UX (user experience) and evidence based marketing! 
 

Anecdote #1: 
Google asked users what they thought of having 10 search results per page.  The overwhelming response 
was “30 would be best”.    So, Google delivered this. 
 
But what happened?  The user base & advertising revenue dropped by 20%! 
 
Why?  It took 0.5 sec longer to load the page & this turned 20% users away. 
 
Lesson #1:  SPEED is KING 
       Ask yourself:   If a 0.5 sec delay turns 20% of users away – imagine what 5-10 sec ‘flash intros’ do!! 
 
Lesson #2:  Asking your users what they want is great, but remember to test the results as well.  
Sometimes they may not know exactly what they want. 
 
HENRY FORD:  “If I asked users what they wanted, they would’ve said a faster horse!” 

 

mailto:adam.franklin@bluewiremedia.com.au
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The Google results page is the most relevant billboard on the Internet. 
 
SEO: (search engine optimisation) ie. organic Google results on the left hand side: 

¶ You cannot control the copy or the landing page 
 

SEM:  (search engine marketing) ie.  Google sponsored links on the right hand side 

¶ You can control the copy or the landing page 
 
*Remember it is just as important to repel the people you don’t want as it is to attract the people you do 
want. 
 

What is USABILITY? 
o It is about building websites & landing pages based on user feedback & with the user’s needs and 

goals in mind 
o Usability is about making it easier for users to achieve their objectives on the page or site. 
 
Successfully simple – simply successful! 
 
B2B and B2C are very similar because they are ALL REAL PEOPLE. 
 
2 most important things for a website: 
 

1. Visability:  Users must be able to be find you (ie. on search engines eg. Google) 
2. Usability: Users must easily understand your website & what you have to offer – “don’t make me 
think!” 

 

VISIBILITY x USABILITY = CONVERSIONS 

 

Did you know...? 
50% of all visitors to a webpage, bounce off within 8 secs 

 

So why are so many visitors lost? 
1. Anxiety – eg.  are they safe, will they spam me 
2. Friction – eg. why is it so difficult, I have to read too much 
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Reading patterns: 

¶ Most people scan the text & only read 20% of the content. In fact they skip the middle 
completely! 

¶ People read in an F shape on emails & websites. 

 

 
 
IMAGES: 
Interestingly, ŀƳŀǘŜǳǊ ǇƘƻǘƻǎ ƻŦ ΨǊŜŀƭ ǇŜƻǇƭŜΩ get a much better results than ‘professional photos’! 
 
LANDING PAGE:   Is a single webpage dedicated to the single goal of converting a user.   
 Eg. The page you ‘land’ on after clicking a Google Ad. 
 

GOLDEN RULES / CHECKLIST for Landing pages : 
1. Have ONE conversion goal – no more. 
2. Use the same copy that appeared in the actual ad. 
3. Use legible font (size 12 +) 
4. Use short paragraphs (5 lines max) 
5. Have a toll-free phone number 
6. Use bullet points (people read 1st 3 words of each point) 
7. Make Call To Action button BIG & RED 
8. Use as few columns as possible (best just one – max 60 characters wide) 
9. Content is above the fold 
10. Use ‘you’ copy not ‘me’ copy 
11. Little or no navigation 
12. Use ‘thank you’  page to cross-sell, get feedback or get subscription opt-in 
13. Use amateur pics of real people 
14. Use hero shot to left of copy & make it clickable 
15. Test, test, test  

 
Remember the competition is one click away!! 
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Closing point: 

¶ New free Google product – Insights for Search http://www.google.com/insights/search/#  

¶ You can compare search results from anywhere in the world 

¶ It can even help predict elections! 
eg. Obama vs McCain in 2008 

 
 
eg. Howard vs Rudd  in 2007 

 

http://www.google.com/insights/search/
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Day 1:  

 
 
Advantate| Lisa Watts | CEO --- on topic of ά[9!5 D9b9w!¢Lhbέ 
 
Online vs Offline 
Offline:  creates desire & interestĄ increased awareness! 
Online: speaks directly to your target market 
 
It is better to reach a small number of well-targeted prospects than a large number of general prospects. 
 
Stats show:   

¶ Watching TV online is 47% more engaging than on TV sets. 

¶ Lunch-time is the new prime-time (since people watch YouTube etc at lunch!) 
 
Search & Email are the cheapest & most effective marketing per lead. 

Č Investment in SEO & EDM (electronic direct mail) is increasing 
Č Search has highest growth in spend 

 

Keys to successful Lead Generation. 
1. Decrease ANXIETY & FRICTION 
2. Increase RELEVANCE , OFFER, INCENTIVE and 

CONSISTENCY 
 

 
Did you know...? 
 

¶ Google is #1 site visited by Aussies 

¶ More people use search engines than Facebook, news site & banks! 

¶ Google is the starting point. 
 

Search engine marketing (SEM):  
is a component of online marketing that uses specific strategies to increase the visibility of a website in 
search engines 
 
SEM = SEO + PPC (pay per click) + Directories 
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Generally speaking, SEO is slow & PPC is fast – but both together is best! 
 
CPC: cost per click 
Max CPC: maximum CPC (ie. what you are willing to pay) 
Quality Score: your ad’s relevance to the search term 
 

How does Google rank your ad? 
Ad Rank = Max CPC (bid)  X  Quality Score 
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Day 1:  
 

  
 
Vision 6| David Smerdon | Head of Strategy --- on topic of άEMAIL DESIGN & CONSTRUCTIONέ 
 
Planning the Email: 
Always consider:  WHAT > WHY > WHEN > WHERE > WHO > HOW 
 
WHAT:   

¶ the content is just as important as the construction – is it of value? 

¶ Single or multiple emails? 
 
WHY: 

¶ What is the reason for the email?   
o Eg.  competition, special, newsletter 

¶ Do you have a KPI? 
 
WHEN: 

¶ When is the best day & time to send? 
 
WHERE: 

¶ Where are you sending your emai? 
o Eg. work address (B2b) , hotmail (B2C) 

 
WHO: 

¶ Who is your audience? 
o Eg. young, old, professionals, students 

¶ Is your database segmented? 
 
HOW: 

¶ How are you sending  it? 

¶ Who is responsible for design, copy, construction? 
o Have you set a calendar of events?  
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10 POINT CHECKLIST for Email design & construction: 
 

1. Avoid style sheets 
2. Width 550px – 650px  [avoiding side scroll] 
3. Long copy vs short copy – test, test, test – if in doubt use short copy. Use 10yo English! 
4. Use image alt tags [describe the image in words] 
5. Header – 120 px or less, view online, logo, title & navigation + Footer – company logo, company 

details in text  
6. Avoid scripts, video, flash. Instead direct users to landing page + have text version. 
7. Use “read more...” links to expand subject areas. 
8. Include call to action with 1st 400px 
9. Avoid background images 
10. Keep HTML to image ratio to 50:50 for better SPAM rating. 

 

 

3 TIPS for AVOIDING COMMON TRAPS: 
1. Use web-friendly fonts – Arial, Times or Verdana 
2. Ensure message is understood if images are disabled 
3. Keep layouts simple – use HTML tables 

 

5 FINISHING TOUCHES: 
1. From Name – keep it consistent & use business name 
2. Subject Line – does it scream delete me? 

a. Avoid SPAM sensitive words – eg sex, free, discount, !!!!! 
b. Keep it short & to the point 5-10 words max. 

3. Use view online link 
4. Personalise 
5. Use links but ensure they are relevant. 

 

TESTING: 
1. Have a predetermined QA process – documented & checked before sending 
2. Send internally to staff 1st – new eyes! 
3. Send test emails to the most common email client in your database (eg Hotmail.) 
4. Trial different copy, designs, subject lines to small portion of database to determine the most 

effective combination. 
5. Relevance testing – does the email match the criteria you set out in the planning stage? 
6. As developer - -provide screen dumps in all email clients you test for. 

 

 
B2B vs B2C: 
 
B2B: more leads & relationship-based 
B2C: more call to action, sales & product driven 
 
 
ANXIETY:  aim to reduce reader anxiety. 
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¶ Email marketing starts from a low base of trust. 

¶ Being overly ‘salesy’ can lead to anxiety -- eg. “these guys always want to sell me something” 

¶ Consider a content tally formula of п ΨŎƻƴǘŜƴǘΩ ǊƛŎƘ ŜƳŀƛƭǎ : 1 sales driven email 
 
FRICTION: what makes you grind your teeth? 
 

¶ Friction in emails – either too long, too difficult, poor tone 

¶ Also friction is caused by: 
o No call to action 
o No clear reason for being 
o Too many products 
o Too many unrelated links 
o Links not working 
o Images with no alt tags 
o General feeling of discomfort (clutter) 
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Day 1:  
 
EzyMsg.com| Peter Keeble -- on topic of άDATA CAPTURE, SEGMENTATION & ANALYSISέ 
 
  

¶ More time is spent on designing emails than on database management. 

¶ Data is important – even if it is boring!! 
 
MYTHBUSTERS: 
 
Myth 1:  Our customers don’t use email 
Reality:  Virtually everyone is using email [72% in Australia] 

 
Myth 2:  We don’t want to offend our customers 
Reality:  Permission based marketing is the solution 
 
Myth 3: We can’t afford to send email to everyone 
Reality:  EDM has high ROI --- so select a high ROI audience 
 
Myth 4: Email has no place in our marketing mix 
Reality:  Faster, better & cheaper should be in! 
 
Myth 5: we don’t have opt-in email addresses 
Reality: Start correcting that problem now! 
 
Remember:  at the end of every email address is a REAL PERSON!! 

 
Collecting data: 

¶ Primary objective – capture qualified email address 

¶ Permission based opt-in emails are the ONLY ones you want 

¶ Sharing, buying or selling databases is just asking for trouble! 
 
Common ways to leverage database growth: 

1. Websites – sign up form 
2. TV, print, DM, radio – competitions 
3. Customer service – getting details 
4. Point of sale – business card draw 
5. Trade shows & conferences 
6. Snail-mail send out asking for emails. 

 
Segmenting data: 

¶ Makes your emails for relevant to the recipient! 
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Analysing Metrics: 
 

¶ < 1% unsubscribe rate is acceptable 

¶ <7% bounce rate is acceptable 

¶ Remove permanent bounces every time – to keep data clean 

 
 
Friction: 
Eg. Long-winded sign-up forms, having to enter the same info twice. 
 
Day 1 ‘take home’ message: 
Always consider : 
Relevance, Offer, Incentive, Consistency, Anxiety, Friction [ROICAF] 
 
 

--END OF NOTESτ 
 

If you found this document valuable, please feel free to share with your friends.   All I ask is that you 
please leave it in its original condition.  If you have questions, please email me on 

adam.franklin@bluewiremedia.com.au  

mailto:adam.franklin@bluewiremedia.com.au

