Introduction

Welcome to the Yahoo! Search Marketing™ Analytics Setup Guide.

These instructions will help guide you through setting up analytics for

your Yahoo! Search Marketing account. When you complete the setup

instructions in this guide, you will be able to:

Track campaigns by modifying your web-wide marketing links
(URLs) to include tracking codes.

Use data analytics tracking technology by including data
collection tags on your web site(s).

Confgure Yahoo! Search Marketing to automatically collect and
report on your Yahoo! Search Marketing cost data.

Integrate data collected outside of the Yahoo! Search Marketing
network into your reports from sources like Google®, Ebay®, and
PayPal®.

Use technologies like Microsoft® Active Server Pages, Java™
Server Pages/J2EE, and hypertext preprocessors like PHP.

Once you have successfully confgured your web site(s) and referring
marketing links (URLS), your Yahoo! Search Marketing reports will
begin to populate with data, helping you to analyze and improve your
website performance.

How to Use this Guide

Organization This guide is organized in the order in which you should
set up analytics for your web site(s).

Online Marketing Technology Overview — explains technology
concepts and techniques important to online marketing.

Tracking Referrals — explains how to set up marketing referral links
so that you can track them.

Using Data Collection Tags — explains how to set up tags on your
web site so that Yahoo! Search Marketing can collect and process
data about campaign performance.

Reporting Marketing Activity Costs — explains how to associate costs
with marketing activities.

Appendix: Integrating with Yahoo!® Stores — explains how to use
analytics with Yahoo!® Stores.

Appendix: Integrating with PayPal® — explains how to use analytics
with PayPal® payment processing.

Appendix: Integrating with Java™ Technology — explains how to use
analytics with Java™ Server Pages (JSP).

Appendix: Integrating with Microsoft® ASP — explains how to use
analytics with Active Server Pages (ASP).

Appendix: Integrating with PHP — explains how to use analytics with
the hypertext preprocessor PHP.

Appendix: Third Party Accounts — explains how to use analytics with
non-Yahoo! campaigns.
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e Appendix: Marketing Activity Costs — explains how to create and
edit marketing activity costs.

e Glossary — defnes terms specifc to Yahoo! Search Marketing
and terms commonly used for online marketing.

¢ Index — provides a subject based cross-reference to locate
content quickly.

Assumptions We recommend that you review the setup
instructions in this guide prior to beginning your installation. This
guide requires knowledge of HTML and web tools to implement
data collection tags and referring marketing links. If you do not have
the necessary knowledge, please contact your webmaster or web
developer for assistance.

Examples in this Guide The examples included in this guide are
for your reference only, and should not be copied into your website or
data collection tags.

Conventions in this Guide This guide uses the following
typographical conventions:

*  This typeface within the normal flow of content indicates a
term that is defined within the glossary.

*  When offset from the normal flow of content, this typeface is
used to highlight equations and mathematical formulas.

« Typeface that looks like this sentence indicates
program or scripting code that you will either
type or paste into a web page. Also indicates
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values in scripting code that are automatically
inserted for you by Yahoo! Search Marketing.

. This typeface indicates values in scripting code
that you should enter or customize.

Common Terms

Account A business or department that controls a marketing budget.
Small companies might use a single account to manage campaigns;
larger companies might require several accounts to represent
different divisions.

Account ID The unique identifcation number for an account.

Ad Group A set of ads and related keywords within a campaign.

The ads can be displayed to prospective customers searching for or
viewing content related to your keywords and/or ads. You can apply a
default ad group bid to all keywords in an ad group or set custom bids
for individual keywords.

Campaign A campaign contains one or more ad groups sharing the
same budget, schedule and geo-targeting criteria. A campaign is
typically created to support a particular marketing goal.

Conversion Only A method of tracking analytics data using one tag
that tracks conversions on your site generated from your Sponsored
Search and Content Match listings.

Conversion Tag A script in the source code of a page that records
a completed transaction. Typically, a Conversion Tag is placed on a



thank you or confrmation page. The Conversion Tag can include the
amount of the transaction.

Cookie A collection of information stored on the local computer by a
web browser at the request of a web site. Cookies are mainly used by
websites to identify users who have previously registered or visited the
site.

Data Collection Tags Scripts that are linked to a web page during the
tagging process that allow Yahoo! Search Marketing to collect visitor
behavior data. Data collection tags include:

e the Universal tag for tracking visitors through your web site

» the Event tag for tracking visitor behavior important to your
business

« the Conversion tag which indicates that Yahoo! Search Marketing
should record a completed transaction.

See Conversion Tag, Event Tag, Tagging, Tagging Options, and
Universal Tag for more information.

Event Tag A script in the source code of a web page that you use to
track visitor behavior that is important to your business. For example,
an Event tag can be used to record that a user has transitioned from
being a browser to being a shopper when a shopping cart or an
account is created.

Full Analytics A method of tracking analytics data using multiple tags
to track a range of activity across your web site.

Market ID A unique ID that is generated by Yahoo! Search Marketing
to identify all aspects of a campaign within a Tracking URL.

Marketing Links A URL used by search engines and web sites to
direct visitors to your web site. These URLSs, which are also known as
referring links, are converted into Tracking URLs when you append
Tracking Codes or a Market ID to them.

Name-Value Pair A value and the name for that value. The name of the
value appears on the left of an equal sign, while the value appears on
the right of the equal sign. The following are all examples of name-
value pairs.

¢ name=value

e accountld=10987364

e campaignName="My First Campaign”

IMPORTANT

When you use a name-value pair, it is important to use the correct
format. Some values must be placed in single or double quotation
marks. Others may require a specifc number of spaces around the
name, value, or equal sign. The instructions in this guide provide
complete formatting guidelines for using name-value pairs.

NOC Network Operations Center.
Shopping Cart ID See Transaction ID.
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Tagging The process of placing your Universal, Event, and
Conversion Tags on your site.

Tagging Options The method used for receiving analytics data.
Analytics data can be received using Conversion Only or Full
Analytics. Conversion Only provides one tag that tracks conversions
on your site generated from your Sponsored Search and Content
Match listings. Full Analytics allows multiple tags to track a full range
of activity across your web site.

Tracking Code The name portion of a name-value pair within a
Tracking URL that identifes a trackable aspect of a campaign. Yahoo!
Search Marketing provides the following tracking codes for your use:
e ysmcpm — campaign code

* ysmgrp — ad group code

e ysmcrn — creative code

e ysmtrm — term code

e ysmchn — channel code

* ysmtac — tactic code

* ysmrfd — referring id override code

Tracking URL A URL appended with parameters that provide
information about the distribution tactic, keyword, and raw search
query used.

Transaction ID An identifcation number usually generated by online
shopping software. The Transaction ID serves to uniquely identify a
visitor from the time a tracked event occurs until a conversion event
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occurs. For example, a Transaction ID might be created when a user
adds the frst item to a shopping cart. This ID is used to identify the
visitor and their activities until they create a conversion event. For
example, when a visitor pays for the items in their cart, the transaction
ID will usually expire, indicating that the transaction associated with
that ID has been completed. Most Transaction IDs will expire if the
user does not make a purchase within a period of time, or if the user
exits the secure portion of a web site. Transaction IDs are sometimes
refered to as a Shopping Cart ID.

Universal Tag This tag is unique to your account and is placed on
every page of your web site(s).

Uniform Resource Locator (URL) In this guide, a URL is an address
that uniquely identifes and can be used to locate a web site, fle, or
web service. For example, the URL for Yahoo! Search Marketing is
http://marketingsolutions.yahoo.com. When you type this address into
a web browser, the Yahoo! Search Marketing login page opens.



Online Marketing Overview

Yahoo! Search Marketing analytics helps you optimize your
online marketing efforts.

Understanding the terminology of online marketing is an important
step in optimizing your marketing efforts. This chapter presents a basic
introduction to online marketing concepts and terminology.

What is a Yahoo! Search Marketing campaign?

Marketing your business can be a multi-faceted effort that may
include:

e advertising

e public relations

e promotion

e pricing strategies

e product distribution

e other means of communicating about a product or service

The intent is to move people closer to making a purchase (or at least
a decision).

In Yahoo! Search Marketing, a campaign helps you organize and
track the performance of your online referrals. Online referrals include
visitors that are sent to your web site from:

e search engines like Yahoo!

e links in partner web sites

e Content Match™ and similar advertising services

You use the concept of campaigns to focus your marketing efforts and
keep track of referrals that are related to one another. For example,

if you wanted to market a new line of shoes, you could create a
campaign called “New Shoes 2006” and set up relevant online
marketing efforts to organize, track, and measure all of your “New
Shoes 2006” marketing efforts separately from your other marketing
efforts. This allows you to focus on and optimize the performance of
your “New Shoes 2006” campaign.

Marketers tend to create campaigns around seasonal promotions

like “Back to School,” or specifc product promotions like “New MP3
Players.” Many campaigns are variations of the same campaign but
include small changes to ad text to test or enhance performance, or to
customize for geographic location.

When you set up a campaign in your account, you are able to:

»  Specify measurable objectives

*  Schedule a campaign start and stop time
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e View campaign performance statistics

e ldentify under-performing aspects of a campaign and take
corrective action

Standard Calculations

The following standard calculations, referred to as performance
metrics, are used to focus and optimize online marketing efforts.

Cost per Acquisition (CPA) Cost per Acquisition is a calculation of
how much it costs to acquire one new conversion. CPA is calculated
by taking the total cost of your online marketing activities and dividing
that number by your total conversions:

CPA = Total Cost / Conversions

For example, if you spend $1000 on an online marketing campaign
and this campaign generates 100 conversions or sales, the CPA
would be:

$10 per acquisition = $1000 /100
Dollar Margin This is the most common calculation to estimate the
value of a conversion.

Dollar Margin = Sales Price — Cost of Product or Service

For example, if you sell a product for $140 with a cost of $40, the
Dollar Margin would be:

QUICK DEFINITIONS...

$100 = $140 - $40
You can also calculate this value as a percentage:

Dollar Margin Percentage = Dollar Margin / Sales Price

71.4% = $100/ $140

Return on Ad Spend (ROAS) Return on Ad Spend calculates the
effectiveness of your online marketing. ROAS is calculated by
taking the total revenue generated by your online marketing efforts,
subtracting the total cost of the online marketing efforts, and dividing
the results by the cost of the online marketing efforts.

ROAS = (Total Revenue - Total Cost) / Total Cost

For example, if you spend $1000 on an online marketing campaign,
and the campaign generates $2500 in revenue, the ROAS would be:

1.5 = ($2500 - $1000) / $1000

This means that for every dollar you spend on your online marketing
efforts, you get back $1.50.

Target Cost per Lead This calculation will help you determine how
much you should spend per lead. It is based on a calculation of the
percentage of leads generated by dividing the number of Target
Conversions by the Target Conversion Rate:

Required Leads = Target Conversions / Target Conversion Rate

Conversion — the process of a lead becoming a customer. Typically, this occurs when a lead makes a purchase.

Target Conversions — the number of conversions required for the campaign to be successful.
Target Conversion Rate — the expected number of leads that will convert into customers.



The Target Cost Per Lead is equal to the campaign’s Marketing
Budget divided by the number of Required Leads.

Target Cost per Lead = Marketing Budget / Required Leads

For example, a campaign has the following parameters:

e amarketing budget of $5000
¢ needs 150 conversions — the Target Conversion humber
e expects a Target Conversion rate of 4%
Using these parameters, the Required Leads are:

3750 Required Leads = 150/ .04
Once the Required Leads are calculated, the Target Cost Per Lead is
calculated as:

$1.33 Target Cost per Lead = $5000 / 3750

IMPORTANT
The previous example assumes the lifetime value (LTV) of these
customers is limited to the lifetime of the campaign.

QUICK DEFINITIONS...

Setting up Campaign Objectives

In order to effectively manage a campaign, it is important to specify
objectives that can be measured. Many objectives can be expressed
or derived from performance metrics, while some are simply stated
as goals like, “Sell 500 units between October and January.” Some
examples of measurable objectives include:

e Overall sales or Target Revenue for a period of time

e Target Cost per Acquisition

e Target Conversion Rate

*  Return on Ad Spend

In addition to performance metrics, you will also need to know your
product or service:

e Sales cycle

*  Average Order Size (AOS)

IMPORTANT

Understanding your sales cycle is critical to accurately assessing
the results of your campaigns. If your campaigns are set up for a
shorter period of time than your sales cycle, or if you are measuring

the results of your campaign before the end of your sales cycle, your
performance metrics could be skewed.

Lead — a person that has expressed interest in your product or service. A lead may be a returning or new customer.
Sale — occurs when a lead converts to a customer, usually by making a purchase. For most purposes, a sale is equivalent to a conversion.
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Setting Objectives Example

A fctional advertiser, Tom, sells billiards equipment. He has too
many Smithee pool cues in inventory, and he wants to sell them
immediately. Tom decides to create a specifc campaign to sell the
Smithee pool cues. He determines the following basic information for
his campaign.

INFORMATION REQUIRED FOR SETTING OBJECTIVES

Sale Price $112
Product Cost $81
Target Conversions 150
Marketing Budget $2000

After Tom established this basic information for his campaign, he
calculates a set of performance metrics goals.

STANDARD METRICS FOR SETTING OBJECTIVES

Dollar Margin $31=$112 - $81
Dollar Margin Percentage 38.3% = $31/ $81
Target Cost per Acquisition $13.33 = $2000 / 150
Target Conversion Rate 0.02 (2%)

Required Leads 7500 =150/ 0.02
Target Cost per Lead $0.27 = $2000 / 7500

How to calculate the performance metrics goals Follow the steps
listed below to understand how Tom calculated the performance
metrics goals for his Smithee pool cue campaign.

1. Calculate the Dollar Margin by subtracting the sale price from the
product cost.

$31=%$112 - $81
2. Calculate the Dollar Margin Percentage.
$38.3% = $31/ $81

3. By calculating the Dollar Margin, Tom can determine how

much he is willing to spend on marketing the Smithee pool cue
campaign while still covering his costs. Based on the marketing
budget and the number of units Tom needs to sell, he can
calculate the Target Cost per Acquisition (CPA).



$13.33 = $2000/ 150

4. With this information, Tom identifes the marketing tactics that
have historically delivered a CPA of $13.33 or less. Tom chooses
to run a paid search program using a combination of keywords
from Yahoo! and Google. Tom knows he needs to choose a
combination of keywords that does not exceed $13.33 per
conversion. Tom also knows that his historical conversion rate for
leads from Yahoo! and Google is 2%. With this information, he is
able to calculate the remaining standard metrics.

5. Tom calculates the Required Leads by dividing the Target
Conversions number by the Target Conversion Rate.

7500 =150/ .02

6. Once Tom identifes that he needs 7500 leads to get 150
conversions, he takes his marketing budget of $2000 and divides
it by the Required Leads to calculate the Target Cost per Lead.

$.027 = $2000 / 7500

IMPORTANT
The previous example assumes the lifetime value (LTV) of these
customers is limited to the lifetime of the campaign.

IMPORTANT

According to Tom’s calculations, he has to have an Average Keyword
Cost of $0.27. This can be a blend of high cost and low cost terms
as long as the average cost and conversion rate fall in line with his
objectives.

IMPORTANT

It is important for Tom to understand his product’s sales cycle as he
tracks the performance of his keywords. For example, if Tom looks at
the performance of a keyword after fve days but his sales cycle is 30
days, he might reduce the bid on or remove a keyword that converts at
a high rate after 30 days.

Comparing Campaign Results and Objectives

During the course of any campaign, it is important to review, analyze,
and optimize campaign settings and tactics. In order to effectively and
accurately measure the results of a campaign, you should evaluate
the campaign over its entire lifetime. However, it is appropriate to
make changes that will optimize your campaign performance once a
suffcient number of sales cycles has been completed. For example,
if your campaign will run for three months and your sales cycle is one
month, it might be appropriate to make adjustments to your campaign
after one month has passed when the campaign has completed sales
cycles and has produced sales data.

Comparison of Objectives and Results Example

From the previous example, Tom decides to review the results of

the Smithee pool cue campaign that he launched on October 1. He
reviews the results of his campaign on October 31, but he knows that
he must be careful about making decisions on the effectiveness of
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the campaign as the sales cycle will not be complete for anyone who
visited the site after October 2.

Tom reviews the actual performance metrics for his campaign in
Yahoo!® Marketing Soltutions™:

PERFORMANCE METRIC ~ TARGET ACTUAL DIFFERENCE
Cost of campaign $2,000 $2,000 $0

Revenue generated $16,800 $17,584 +$784
Conversions 150 157 +7
Conversion rate 2.0% 2.62% +0.62%
CPA $13.33 $12.74 -$0.59
ROAS 740% 779% +39%

While the results of the campaign exceeded the campaign’s goals,
there is often room for improvement. It's possible for Tom to adjust
the amount he spends on his keywords to improve performance
while meeting his overall cost goals. For example, because Tom

is getting a higher than predicted conversion rate, he can increase
the campaign’s target cost per lead since he needs fewer leads to
achieve a conversion. Tom can also examine the performance of
keywords on the Yahoo! network and on Google. If Tom has different
keywords on the two search engines, this could indicate which

keywords that should be shared across the two advertising networks.

One of the best things Tom can do to improve his campaign’s
performance is to eliminate keywords that do not directly or indirectly

QUICK DEFINITION...

(assists) result in conversions. By removing under-performing
keywords, Tom can focus his spending on relevant keywords while
maintaining his Target Cost per Lead at or below $0.27. When
removing keywords, Tom must consider the campaign’s sales cycle so
that he does not eliminate keywords that result in a high conversion
rate. An additional way for Tom to increase the performance of a
keyword is to examine the landing page associated with the keyword.
If a landing page is not strongly correlated with a keyword, then the
keyword can generate signifcant traffc but not generate conversions.
To fx this problem, Tom could change the titles or descriptions on the
landing page, or change the URL assigned to the keyword to point to
a more relevant landing page.

IMPORTANT

Some customers may have access to additional reporting tools that
provide the ability to track and report on keyword performance at
different points in the sales lifecycle. If you have access to these
tools, you can track how many pages a visitor views prior to leaving
your site. With this information, you may be able to adjust specifc
pages in your web site to increase the conversion rate.

Other factors that Tom should consider when analyzing campaign
performance include how many times a visitor comes to the web
site before converting. If visitors come to the site multiple times
prior to making a purchase, it could indicate that visitors are making
price comparisons. To address this, Tom could consider a future
promotion where he offers to match or beat the prices on other
web sites. Tom can also examine the revenue and Average Order

Assist — when a keyword or ad contributes to a conversion that is credited to another keyword or marketing activity.



Size (AOS) associated with different visitor patterns. If the AOS
increases proportionately to the amount of time that passes prior to
a conversion, this could indicate that buyers that take longer to make
a purchase make larger purchases. Tom could use this information
to focus on attracting these buyers by spending more on keywords
relevant to this target group.







