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A Note to the Reader 
 
This manual is intended to give guidance on how to run profitable testing on your Website. Of 
course, you must use these guidelines to create tests tailored to the specific products you sell, 
and which will run on your Website. To ensure that the technical instructions given in this book 
will work on your Website, consult your Webmaster. 
 
The Taguchi Testing Handbook is copyrighted by the Center for Technical Communication. No 
portion of this manual may be reprinted, reproduced, or distributed in any way without the 
author's express written permission except by the authorized purchaser of this ebook, who may 
make copies of forms and checklists for his or her own use. 
 
© 2008, by the Center for Technical Communication. All rights reserved. The contents of this 
book are copyrighted and are presented for your education only. You may not distribute them 
in any way. 
 

This is NOT a free ebook! 

Purchase of this ebook entitles the buyer to keep one copy on his or her computer and to print out one copy 
only.  

Printing out more than one copy—or distributing it electronically—is prohibited by international and U.S.A. 
copyright laws and treaties, and would subject the purchaser to penalties of up to $100,000 PER COPY 
distributed. 
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Introduction:  
How Testing Multiplies Your Internet 
Marketing Income 
 

If you want to make a lot of money in Internet marketing, you have to learn two things: 
traffic (how to drive visitors to your site) and conversion. 

 
This book is about conversion—how you convert a maximum percentage of your Web 

traffic to paid customers. 
 
Most marketers just put up a landing page, and whatever the conversion is, that's it. They 

may occasionally try a different headline or split test a new landing page. But that's infrequent. 
 
What they don't recognize is that focusing on half of the equation only gets you a fraction of 

the results. The most successful marketers focus on both traffic and conversion, increasing both 
at the same time to create exponential growth in sales and profits. 

 
Taguchi testing is the most powerful method in use today for increasing the conversions of 

your Internet marketing. 
 
With Taguchi testing you can quickly, affordably, and easily increase your landing page 

conversion rates by 25% to 200% or more—doubling or even tripling your conversions, sales, 
and profits. 

 
In this book, you'll learn how. 
 
If you're familiar with split testing (A/B testing), you may wonder how Taguchi testing is 

different. Here's the short answer. 
 
Split testing (A/B testing) lets you test different variations of one part of your 

advertisement, Website, or landing page against one another. The next step beyond split testing 
is multivariate testing (MVT)—which just means testing more than one variable at a time.  

 
Taguchi testing is a form of MVT that uses statistics to leverage your testing—with Taguchi 
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you only have to test a fraction of the total number of possible combinations of variables to 
understand how all possible combinations would perform. This will make a lot more sense as 
we go on. 

 
Split testing started as a way to increase the effectiveness of offline advertising. You could 

test multiple headlines against one another. Or multiple order forms. Or any other part of your 
advertisement or direct mail piece.  

 
But split testing has traditionally been limited to two variations of a single element. You 

tested only the headline. Or only the order form. You were limited. It took weeks or months to 
get results. And it was expensive because you'd run test after test to optimize the complete ad! 

 
Taguchi's big benefit over traditional split testing and even MVT is that you can test a small 

number of combinations to understand how all possible combinations would perform. This 
means you can test just 12 landing pages to learn how 2,048 landing page variations would 
perform, or 18 to learn how 4,374 would perform. 

 
Once you run your Taguchi test, you'll learn which combination results in the best 

performing landing page—not out of the 12 or 18 you tested directly, but out of the 2,048 or 
4,374 total combinations possible. It also tells you which variables made a difference, how big a 
difference they made, and which was the most effective. (This is valuable information for future 
tests!) 

 
Thanks to the Internet and new Taguchi software you run these tests quickly, cheaply, and 

easily. This ensures that you're converting as many of your page visitors into paid customers as 
possible. This puts your journey to online marketing success at warp speed, and it gives you 
huge advantages you wouldn't have if you had to test variation against variation, element by 
element, using traditional A/B split testing. 

 
Taguchi testing and MVT in general have been getting a lot of positive press recently, 

causing many in the marketing world to sit up, pay attention, and start using these advanced 
methods. 

  
Taguchi and MVT have been featured by Forbes Magazine, The Wall Street Journal, Inc. 

Magazine, Business Week, The New York Times, Advertising Age, Marketing Sherpa, 
MarketingProfs.com, MarketingExperiments.com, Quality Magazine, and tons of other 
renowned publications. Plus, they are on too many Websites to count.  

   
Forbes said this method has "shattering power."  
 
The Wall Street Journal featured a case study with Lowe's: "Many advertising decisions boil 

down to someone's hunch about what might work best. Lowe's, the nation's second largest 
home-improvement retailer, says it has found a way to eliminate some of that guesswork." 
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Inc. Magazine says, "It's a bloody miracle. [It] not only shows the right way to do something, 

it also tells you what the cost in dollars will be of doing it the wrong way."  
  
Advertising Age called it a "breakthrough methodology."  
  
It's not a stretch to tell you that this could be the most profitable ebook you read this year.  
  
In this ebook I'll show you how easy it is for you to do Taguchi testing. How you can 

improve conversions by 25% to 300% or more on your Website—increasing profits without 
spending more on sending traffic to your Website. And how by continuous testing of your 
landing pages, you could easily stumble on a situation where you create a 1,000% or 2,000% 
increase in sales conversions in just a couple of weeks. 

 
In fact, it could even happen in your first test! 
 
What this means is that if you have a Web page converting 1% of visitors right now, soon 

you could be converting 1¼%, 4½%, or even as much as 10% of visitors. This can happen in a 
matter of weeks—not months or years—and usually doesn't require you to increase the amount 
of money you spend to drive people to your Website.  

 
I'll give you simple, step-by-step instructions. I'll even show you in this book how you can 

do Taguchi testing for FREE. 
  
Your profits will grow quickly, just doing this for one of your products. Have multiple 

products you can optimize the landing pages for? You'll get even more out of this book. 
  
We'll get to how to do it soon, but first we need to take a quick peek at where we're coming 

from. 
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Chapter 1:  
Beyond A/B Split Testing 

  
As I mentioned in the introduction, the traditional way to test direct mail and even online 

advertisements was by doing something called a split test, or an A/B split test.  
  
In an A/B split test, you create two landing pages that have a noticeable difference from 

each other—say, a different headline. You send traffic to each landing page in equal numbers, 
and count the responses from each. One often generates more responses than the other. The one 
with more responses is the winner, thanks to the better headline. So you use that headline from 
now on, until you find another even better headline through another test.  

  
If you wanted to test offers, or introductions, or pictures, or anything else on the landing 

page, you'd have to run another test…and another test…and another test…on and on, until 
you'd figured out which option for each part of your landing page pulled best.  

  
Then you'd combine each of the best options and you'd have a super landing page!  
  
Right? Not quite!  
  
You see, one headline might work better than another. And one picture might work better 

than another. But those two top performers might not work together. And so when you 
combine the best headline and the best picture, it could actually decrease response. It's true!  

  
So here's one alternative. In a test where you want to test only two options for two different 

parts—such as the headline and the picture—you could actually test all four combinations. This 
is called a multivariate test, because it tests multiple variables at the same time. You'd test 
headline A with picture A, headline A with picture B, headline B with picture A, and headline B 
with picture B. The winner of this four-way test would be the best-performing landing page. 
Simple enough. 

  
But what happens when you want to test a lot more than just two headlines and two 

pictures? You run into problems! You have to test a huge number of combinations before you 
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can figure out what the most effective combination would be.  
  
So how do we solve this?  
 
We steal!  
  
Well, not steal exactly. We look at who has had this problem before, and we borrow their 

methods for solving the problem. In this case, our solution comes from engineers.  
  
Engineers use a concept called Design of Experiments (DOE). For years, they've recognized 

this problem when testing multiple parts of a single process. If you run one test on one part of a 
process and another test on another part, you cannot expect the results of these separate tests to 
combine without error.  

  
Now let's take that even further. It's very uncommon that there are just two parts to any 

process—whether it's your landing page, the process the engineer is testing, etc. Often there's 
more like 5, 10, 15 things you'd like to see tested—parts that could be having a significant effect 
on the results.  

  
So let's say you picked out 15 things you wanted to test, and there were just two possibilities 

for what each could be. If you tested all the possible combinations there would be 32,768 
combinations you'd have to test.  

  
Think engineers really want do that many tests? Do YOU want to do that many tests? No 

way!  
  
It would be way too expensive. And it would take forever. Let's say it's an engineer working 

on some critical features in a car. Do you think any car company could afford to build 32,768 
different combinations of a car, just to figure out what features they should include? Nope!  

  
And certainly most Internet marketers can't afford to create and send traffic to 32,768 

different landing pages to figure out which performs best.  
  
So that's where Design of Experiments comes in. If you plan well, you don't have to run all 

of the experiments to find out which options give you the best result. In fact, you don't have to 
run very many at all if your experiment is designed optimally.  

  
To solve this problem, a Japanese engineer named Genichi Taguchi sat down and came up 

with some statistical formulas that let you test a small number of the total possible 
combinations, and discover the best overall combination out of the 32,768.  

  
Taguchi used these formulas to make Japanese cars and electronics some of the most 

efficient, reliable products you can buy. Either indirectly or directly, his methods were applied 
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to optimize the manufacturing at AT&T's Bell Labs, Toyota, Ford, Xerox, ITT, and many other 
companies. And recently, his methods have been applied to make online marketing many times 
more effective.  

 
Now you, too, can use Taguchi's methods to dramatically increase the selling power of your 

landing pages and other online marketing.  
  
Let's go back to our test of 15 things. Using Taguchi's methods, we only have to test 18 

different combinations of landing page elements. With that, we can figure out which of the 
32,768 possible combinations gets us the best result. And using today's tools, we don't even 
have to understand the complex statistics to do these tests. The tools handle the math and 
statistics behind the test. We only need to know how to use the tools! 

  
Then we just run a quick test to confirm, and presto—we have an optimized landing page—

the best, most profitable possible one out of 32,768!  
 
This best-of-the-best landing page will often create returns of 200% or 300% more than the 

one we started with, and sometimes thousands of percent more!  
 
And here's a lesser-known but BIG part of Taguchi testing…you also know which parts of 

your landing page have the biggest impact on results (and which don't matter much when it 
comes to conversions). This gives you leverage to create even more long-term profits because 
you can focus future tests on high-impact areas, knowing that's where you'll get the biggest 
results. 

  
That's the power of Taguchi testing.  
  
And here's the cool thing—the Internet makes it easy, cheap, and fast to run a Taguchi test 

on your landing pages and other online marketing.  
  
Now is a better time than ever for you to have this knowledge because it's finally possible 

for even bootstrap entrepreneurs to run advertising Taguchi tests, without sinking tens (or even 
hundreds) of thousands of dollars into a print campaign to do the same thing.  

 
Never before has this been within reach for small entrepreneurs—take advantage of it now 

and you'll beat your competitors to the punch and dominate your market.  
  
As you go through this book, you'll learn exactly how to run your own Taguchi tests on 

your Websites. If you're really serious about improving your profits, you could even start your 
first test today, using the information in this book.  

  
So let's get started!  
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Chapter 2:  
Our Goals—Three Things We Need to 
Learn to be Successful 

  
Before we dive in and start learning everything we need to become effective Taguchi 

marketing testers, let's set out some goals. That way, you'll know exactly what to expect. You'll 
know what you're getting. And you'll know what to look for as you go through this book.  

  
GOAL 1: By the time you finish this book you'll understand Taguchi testing.  
  
You'll understand what it can do for you, your online marketing, and your business 

profitability.  
  
You'll also understand how Taguchi testing works. I'll break it down for you into the 

simplest possible how-to procedures, and only bring in the advanced statistical concepts when 
they're absolutely necessary.  

 
This book is not a course in statistics—it's a how-to method for applying Taguchi testing to 

improve the results of your online advertising. And the less you have to go trudging through 
the chest-deep statistical mud behind these methods, the better!  

 
And finally, you'll understand the limitations of Taguchi testing—it's not appropriate in 

every situation, and you need to have the knowledge to decide when and when not to use it. 
Plus, by the end of this book you'll know how to optimize your landing pages when Taguchi is 
not the right method. 

  
GOAL 2: By the time you finish this book you'll know how to conduct tests and have a plan 

for your first Taguchi test.  
  
I'll give you step-by-step instructions you can follow to:  
  

• put the tools in place so you can run your tests and track the results. 
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• come up with the input for your first test.  
• set up the experiment. 
• track the results.  
• analyze the results.  
• verify the results, and  
• roll out your new optimized landing page.  

 
Then all you'll need to do is follow the instructions, and you'll see results quick!  
  
GOAL 3: By the time you finish this book you'll be motivated to get started!  
  
I'm going to make this as easy as I know how. I'm going to give you options whether you're 

looking for an affordable solution or a complete solution at whatever the cost.  
  
I'm going to take away every reason for you to procrastinate, to put this aside, or to not do 

it!  
  
Because I know when you start to apply the knowledge you'll gain from this book…you'll 

be floored by how much you can increase your profits. By how much more effective your online 
marketing can be. And by how many boundaries and negative expectations you'd created for 
the top performance of your marketing in your mind—boundaries you'll now bust through by 
applying the right methods.  

  
So again, here are our three goals:  
  

• Understand Taguchi testing.  
• Plan your first test.  
• And get started!  

  
So without any further ado, let's get started on goal number one and look at why testing is 

the most important thing you could do if you want to look like an Internet marketing genius 
(and make a lot of money).  
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Chapter 3:  
Why Test? Because You're a Marketing 
Genius! 

  
Here's how you identify an Internet marketing genius:  
  
Look for the guy (or gal) running around the office, collecting numbers from the sales staff. 

What's he asking?  
 
"How many calls are coming in?"  
  
"What promo are the callers mentioning when they call?"  
  
"What is their reaction to the bonus? The offer?"  
  
"What's working better—package one or package two?"  
  
"What list is working better—list one or list two?"  
  
Or they're sitting at their computer, constantly checking their online orders for promo codes. 

Constantly keeping up with the AdWords stats. Constantly looking at where their Website 
traffic is coming from and how the different traffic sources convert into customers.  

  
Notice nowhere did I say they're leaning back in their genius chair, pondering how to get 

people to respond. Sure, they may do that on occasion.  
  
But what separates the wheat from the chaff is analyzing results. And with that, testing. 

Testing to improve results.  
  
If you want to be an Internet marketing genius, you test. If you're fine just blending into the 

crowd of marketing mediocrity, you don't test.  
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Test, Test, Test. It's the single most important thing you can do to become an Internet 
marketing genius.  

  
This is not a new concept. One of the classic books of advertising wisdom is a book called 

Scientific Advertising, by Claude Hopkins. From the first chapter of his book:  
  

"The time has come when advertising has in some hands reached the status 
of a science. It is based on fixed principles and is reasonably exact. The causes 
and effects have been analyzed until they are well understood. The correct 
method of procedure have been proved and established. We know what is most 
effective, and we act on basic law.  

  
"Advertising, once a gamble, has thus become, under able direction, one of 

the safest business ventures. Certainly no other enterprise with comparable 
possibilities need involve so little risk… 

  
"We learn the principles and prove them by repeated tests. This is done 

through keyed advertising, by traced returns, largely by the use of coupons. We 
compare one way with many others, backward and forward, and record the 
results. When one method invariably proves best, that method becomes a fixed 
principle."  

  
Scientific Advertising was written in 1923. The advertising wisdom in it still holds true 

today. If you haven't read it yet, you should. The knowledge you'll gain by reading this book on 
Taguchi methods will be greatly enhanced by reading or re-reading Hopkins' classic. You can 
download a copy here: 

 
http://www.scientificadvertisingillustrated.com/ 
  
What we learned from Hopkins was that by testing various approaches, we can take most of 

the guesswork out of advertising (and this still applies to Internet marketing). We can make big 
profits more of a sure thing by applying what worked before. And we can prepare ourselves for 
future success by tracking our results and reusing what has been successful.  

  
Most importantly—we shouldn't rely on our own creativity to come up with the best, most 

effective method of trying to market our products or services. We should test!  
  
And where we have Hopkins beat hands down is that we have far more advanced methods 

for testing our online marketing than he could ever dream of.  
  
Recently I learned about a study done by QualPro, a company that runs a large number of 

tests on both manufacturing and marketing. They analyzed 14,000 tests they had been a part of 
over 20 years. What they found is interesting.  

http://www.scientificadvertisingillustrated.com/�
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Out of 14,000 things tested, roughly half—53%—had little to no effect on results, as 
compared to the control.  

  
22% of the things tested actually made things worse.  
  
Only 25%—1 in 4—actually improved the manufacturing process or advertisement.  
  
And these tests were designed by experts! Why make changes based on what you think is 

right—when 75% of the time, what you think will either decrease response or have no effect at 
all?  

  
Why not test in small quantities so you can quickly identify what it takes to get the 

optimum response from each marketing campaign?  
  
You owe it to yourself!  
  
That's how you'll make the most profit from the least amount of work, with the least 

amount of risk—and how you'll soon be known as an Internet marketing genius!  
  
So…I've kind of hammered it in—you need to test. But even with this knowledge many 

people find excuses not to. They're too busy doing what needs to happen from day to day. 
They're doing this or they're doing that. They don't know how. I've fallen victim to those 
excuses too—so I'm not immune.  

  
But you won't see results until you start!  
  
So that's why I'm spending so much time emphasizing that you need to apply this 

knowledge—before I even give it to you. Maybe 50% of the people who read this book will 
make it a priority to test. 25% will follow through and try to set up their first test. 10% actually 
will. And a mere 2% will continue testing beyond the first test…even if the other 8% who tries 
testing gets a big bump to their profits from their first test!  

  
You can give yourself a serious competitive advantage if you just try! And then stick to it!  
  
What kind of advantage? Well, on the next three pages we'll look at the results of some tests 

(courtesy of David Bullock at http://www.DavidBullock.com). 
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Case Study #1: E-mail Test—Gross Sales Increased 290% 
  
Product: Information Product. 
 
Problem: Insufficient number of sales, resulting in below-targeted sales volume. 
 
Goal: To reach, or exceed, sales targets. 
 
Objectives: Increase the number of product purchases. Increase the conversion rate from 

opt-ins to purchases. And increase net profits by reducing the costs of customer acquisition. 
 
Our Analysis: We determined that Headline, Offer, Call to Action, and Body Copy Message 

had the most impact on lead and revenue generation. 
 
Test Marketing 
 
Creative: Tested 18 different landing pages out of the 4,374 possible combinations. 
 
Time Frame: 3 Weeks to test all 18 landing pages.  
 
Results: Verified optimum response rate of 14.1%. Pre-test rate was 5%. 
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Case Study #2: Pay Per Click Test—Average Sales Increased 300% 
  
Product: Nutritional Supplements. 
 
Problem: Monthly advertising costs were yielding few Website sales. Sales remained flat. 
 
Goal: Increase sales by increasing targeted Website traffic and improve conversion rate. 
 
Objectives: Design a winning pay per click ad that would increase traffic to Website and 

increase sales. 
 
Our Analysis: Headline, Ad Copy, URL, Landing Page, and the Offer all impact an ad's 

profitability. 
 
Test Marketing 
 
Creative: Designed 18 different pay per click ads. 
 
Time Frame: 14 days for 2 ad sets. 14 days total for data collection and analysis.  
 
Results: Average number of sales per month increased 300%. 
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Case Study #3: Opt-In Lead Generation Page—Increased Opt-Ins 425% 
  
Product: Software Application. 
 
Problem: Low response rate to opt-in process. 
 
Goal: Increase sales by increasing opt-in campaign readability and response. 
 
Objectives: Design, test and optimize a compelling opt-in campaign process. 
 
Our Analysis: Page Position, Form Color, Offer, Form Layout, Headline, Call to Action and 

Number of Options offered all impact ad's effectiveness to start the sales conversation. 
 
Test Marketing 
 
Creative: Designed 18 different opt-in forms with test cells of 1000 verified unique visitors. 
 
Time Frame: 6 weeks to run 18 test ads and complete data collection and analysis.  
 
Results: Average number of opt-ins per campaign up 425%. 
 
  
 
I think you'll agree those are results we'd all like to get.  
  
What would you do if you could increase the results of your marketing like that, without 

spending more? All it takes is running a few well-executed, well-planned tests. You'll learn how 
by the end of this book.  

  
So without any further ado…let's get into the meat and potatoes of Taguchi testing! 
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Chapter 4: Taguchi Basics—So What is 
Taguchi Testing Anyway? 

  
This chapter will contain the most difficult to understand ideas in this entire book: the 

mechanics of Taguchi testing.  
 
Doing Taguchi testing in your online marketing requires both hard science—statistics, 

experiments, etc.—and soft science (almost art)—coming up with creative inputs that increase 
response. This chapter is the hard science; the next is the soft science. 

 
The major benefit of this chapter is that using the knowledge it gives you, you'll be able to 

run Taguchi tests practically for free, and in any media—online, offline, whatever!  
 
By combining the knowledge of the mechanics of Taguchi testing with an html editor and 

free ad rotator tools I'll point you towards later, you can actually run these tests online at 
literally no cost. (Plus it'll help you appreciate what you actually get if you go with an expensive 
solution where all the back-end work is done for you.) 

  
If you prefer the creative side of things, this chapter will be a little tougher to get through 

than the rest…but stick in there because you'll have a lot of fun in the next one once you know 
what you've learned here.  

  
And if you're seriously disturbed (like me) and actually enjoy the pain that is statistics and 

experimentation, you'll have some fun in this chapter too.  
  
Before we dig in, I'll point out a resource you'll find helpful. I created an appendix to this 

book (Appendix 1) that is a glossary of relevant Taguchi terms. We'll cover many of them in this 
chapter. It's a resource you can turn to at any time to get a simple explanation of a term you 
don't understand.  

  
Also—as a reward for getting this far—a free gift. There is a tool I'm going to cover in great 

detail as we go through how to set up, run, and analyze your Taguchi tests.  
  



 

THE TAGUCHI TESTING HANDBOOK 

Center for Technical Communication ©2008                                                             18 

It is a spreadsheet put together by Dr. James Kowalick, the engineer who first applied the 
Taguchi method to advertising optimization. With this spreadsheet plus a simple ad rotator you 
can run Taguchi tests until the cows come home. And using these tools, it'll cost you nothing 
besides the time it takes to run them.  

  
The best part? Even though the Kowalick spreadsheet has been mostly unavailable for the 

last couple years, I've arranged to be able to give it to you at no cost, as part of your purchase of 
this book.  

 
Go here to get it free: 
  
http://www.freshlookinc.com/free-taguchi/ 
 
Got it? Good…now let's dig in.  
 
Choosing your test landing page 
 
The first thing you have to do to start testing is to decide what to test. Sounds simple 

enough, but there's a few things you should look at—because your first choice may not always 
be the best choice. 

 
How do you decide which pages to test on your Website? 
 
In one word: traffic. But not necessarily the most traffic. 
 
What you want is a page on your Website that gets a lot of focused traffic. Focused traffic 

comes to that page searching for a specific thing. Focused traffic comes on similar keywords, if 
not the same.  

 
The traffic should be consistent. And there should be a lot of it.  
 
And—for sustained profits—you want a page you can expect will get a lot of traffic for a 

long time. It doesn't pay to optimize today if tomorrow your traffic source will dry up. 
 
How do you determine which pages have the most traffic?  
 
If you haven't done it yet, you should install analytics software on your Website. For these 

purposes, a free service such as Google Analytics will more than fit the bill. Google Analytics is 
available at http://analytics.google.com. 

 
Your analytics software tells you what the most-visited pages are on your Website. It also 

tells you what traffic comes from which sources, plus extra details like what keyword visitors 
typed into the search engines to get to your site. 

http://www.freshlookinc.com/free-taguchi/�
http://analytics.google.com/�
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When you're deciding which pages to test, you want to look at which pages get the most 
traffic. Pick the top 5 or so (you may need more or less). From these pages, you want to look at 
which have traffic that's already very focused, or that you have some control over (i.e.—it's 
coming in from a few specific sources you can split off into separate pages on your site).  

 
It's common to have the front page of your Website (and maybe your blog) getting the most 

traffic. But this traffic can vary a lot, and you don't have much control over it. Often the traffic to 
these pages is mostly search engine traffic coming in on lots of different keywords—so it's not 
focused. 

 
But you probably also have a page or two in the top five that get a lot of focused traffic. 
 
Maybe these pages are opt-in pages for a newsletter or for a special report or other 

premium. 
 
Maybe they're the landing pages for your most popular product. 
 
Maybe they're a category-specific landing page that funnels traffic to other pages on your site. 
 
You want to look at each of these pages carefully and decide which has the most consistent 

and most focused traffic. Or, which has a large source of focused traffic you can separate out to 
test (maybe you spend a lot of your pay per click budget on one popular keyword—you could 
redirect that traffic through a new page, and test the new page). 

 
Once you've picked a page getting lots of focused traffic, you're ready for the next step. 
 
Isolating your landing page 
 
Before you even think about setting up your test, you need to look at the conditions your 

prospects are viewing your landing page under. Sure, online they've probably got at least 3 
other windows or tabs open, plus their e-mail, and solitaire. You can't control any of this, but 
there are some things you can control… 

 
What Website were they on before they found yours? What banner ad, or AdWords ad, or 

article link did they click to get to your site? What did it say? What keyword did they type into 
the search engine? 

 
Each of these can affect your test. They can give you results that look good on the surface, 

but which won't hold up when you go to verify them.  
 
Recognize that different sources of traffic create "noise" in your test. They make the results 

less reliable. Taguchi testing is designed to minimize the effect of noise in your test, but its 
influence can't be removed completely.  
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If you want reliable results you can duplicate, you must isolate your landing page. What 
this means is making sure all the traffic for your Taguchi test comes from a single source.  

 
This is the only way to make sure in the future that your top landing page from your test 

will continue to perform as the top landing page for this same traffic source. 
 
So first, you need to segment your traffic by traffic source. This means you understand 

(through analytics) where visitors were before they came to your site. 
 
Then, funnel the traffic through its own landing page or selling process based on the traffic 

source. As much as you can control where your traffic goes, you want to send it to specific 
landing pages that start selling processes which will cater to each traffic source. 

 
And finally, optimize each selling process individually.  
 
This means your AdWords traffic gets its own path to the sale (actually, each keyword or 

keyword group should get its own path)—separate from traffic you get from Yahoo! or MSN, or 
through other online and offline marketing methods. 

 
Again, the reason to do this is— 
 
If you ran your test on a landing page that was getting traffic from 100 different search 

terms, you'd have 100+ different sets of expectations when visitors first saw your page.  
 
During the time you run your test, it's likely some of those terms would get a lot more traffic 

than others. Your test would optimize the landing page for the very specific blend of traffic 
occurring while you were running your test. 

 
But when your test is over, the keyword traffic blend may change—and it may change 

significantly. Some keywords fluctuate from month to month, some from week to week, and 
some from day to day. Plus other keywords get a big spike for a short period of time, and then 
die off gradually. If all of these are in the blend, you can see how the traffic will change through 
time.  

 
Then the response rate to your landing page would change dramatically, and you'd find it 

difficult to keep up with the changes. 
 
But when you isolate traffic down to a single traffic source (such as a specific keyword 

search on Google or a narrowly-defined set of keywords) your test results will be more certain. 
You'll be able to predict with reasonable accuracy how well your isolated traffic source will 
continue to perform from week to week, month to month, year to year. 

 
Ideally, you'd isolate each landing page and traffic source for each of your keyword sets. 
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You'd test each selling process. And you'd deploy winning landing pages, optimized for each 
traffic source. Doing this, you'd likely find that while some principles of good landing pages 
remained constant, each optimized page would be different from the next—all because they're 
optimized for a very specific set of traffic. 

 
But I realize that's not possible in many situations. And that's okay. 
 
If you don't isolate the ad, it's not the end of the world.  
 
Just know your results won't duplicate as reliably in the future. Your results will go up 

through regular testing—you just won't be able to reliably predict by how much. 
 
A quick note about testing the front page of your Website (your homepage)…because of the 

difficulty of isolating traffic to your Website homepage, it can be tough to test to make 
improvements here. Testing landing pages where you control traffic flow creates more reliable 
results.  

 
That said—many people have had dramatic success testing pages on their Website where 

the traffic came from multiple unrelated sources. The most important thing is to start testing. 
 
One way to reduce the negative effect—or noise—of multiple traffic sources is to make sure 

your marketing message is consistent across all channels.  
 
That way, you know when somebody comes to your site from a banner ad here, an 

AdWords ad there, or a postcard you sent out, each visitor has seen a similar message and 
comes to the site with similar expectations.  

 
This helps your test results apply more universally—plus this is a marketing best practice 

leading to better response across all channels. 
 
Breaking down your landing page 
 
Now that you've identified the landing page you want to test, and figured out how you'll 

isolate it during the test, it's time to look at your landing page and decide what to test. Note: 
you can find some “best practices” on creating and testing landing pages on this free Website: 

 
www.thelandingpageguru.com 
 
When many people look at a landing page, they look at it as a single object. The landing 

page is the landing page…it's all one thing. 
 
If that's how you look at a landing page or other Web page, this will be an exercise in 

thinking differently. 

http://www.thelandingpageguru.com/�
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To do Taguchi testing, you need to look at your landing page as a collection of smaller parts. 
 
The headline is a part. The photo of the product is a part. The intro paragraph is a part. The 

bullets, subheads, paragraphs…all separate parts of the landing page. Every little element in 
your landing page is a separate part. 

 
Why is this relevant? Because when you want to test lots of different parts of a landing page, 

you have to know what those parts are. 
 
So here's an exercise. Print out the landing page you want to run a Taguchi test on. Grab a 

highlighter. Start by highlighting each of these parts, if your landing page has them: 
 

• Prehead. 
• Headline. 
• Subhead. 
• Product "Hero" shot. 
• Greeting. 
• Lead paragraph. 
• List of bullets. 
• Bonuses. 
• Guarantee text. 
• Call to action text. 
• P.S. text. 
• Credibility icons (Hacker safe, BBB logo, payment processor logo, etc.). 

 
Now, look at any other element on the page you can identify (that's not already on this list), 

and highlight it separately. 
 
What we're doing here is identifying each element that can be tested. Each landing page has 

a different list of possibilities, based on what's in it and what COULD BE in it. 
 
Now make a list—on the side or on another sheet of paper—of everything you've 

highlighted. Just use terms like "headline" and "lead paragraph" so you know what you're 
talking about. By the time you're done with this list, it should have short descriptions of every 
part of your landing page. 

 
Now add to the list—name anything else you'd like to see in your page. If you think adding 

something new to your landing page might have an effect on response, put it on the list. If there 
are items in the list above that aren't already in your landing page, add them to this list. 

 
Also, you'll want to add formatting options to your list. You can start with these: 
 

• Call to action button style. 
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• Font. 
• Headline color. 
• Background color. 

 
These are style elements you don't necessarily see at first glance—but that can have a big 

impact on conversions. Add any formatting options relevant for your landing page to your list. 
 
Once you're done creating a list of anything and everything in your landing page that can be 

tested, it's time to figure out what we're really going to test. 
 
And here's where we get into the statistics! 
 
The Array: the roadmap to your tests 
 
Check this out: 

 

 FACTORS 
TEST A B C D E F G 

1 1 1 1 1 1 1 1 
2 1 2 2 2 2 2 2 
3 1 3 3 3 3 3 3 
4 2 1 1 2 2 3 3 
5 2 2 2 3 3 1 1 
6 2 3 3 1 1 2 2 
7 3 1 2 1 3 2 3 
8 3 2 3 2 1 3 1 
9 3 3 1 3 2 1 2 

10 4 1 3 3 2 2 1 
11 4 2 1 1 3 3 2 
12 4 3 2 2 1 1 3 
13 5 1 2 3 1 3 2 
14 5 2 3 1 2 1 3 
15 5 3 1 2 3 2 1 
16 6 1 3 2 3 1 2 
17 6 2 1 3 1 2 3 
18 6 3 2 1 2 3 1 

 
That's the K9 array from the spreadsheet I had you download from my Website. 
 
It looks confusing, doesn't it? Well, we're about to make it a lot less confusing, one step at a 

time. 
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This is called an array. It tells you exactly what to put in each test you run. It's your "road 
map" to your test. 

 
Choosing your array 
 
For the purposes of showing you how to set up a Taguchi test, we'll stick to the K9 array 

you saw above. But when you actually go to set up your test, you'll notice the Kowalick 
spreadsheet has a number of different arrays. 

 
So before we go into what everything in the array is (and how to use it), we'll talk about 

how you choose which array you want to use to run your test. 
 
First, here's a table from the Kowalick spreadsheet showing you what the different arrays 

are, how many test landing pages you'll run, what you can test, and how many landing pages 
your test will simulate (I've highlighted the K9 array we'll be using throughout this chapter): 

 

ARRAY 
Test 
Ads 

6-Level 
Factors 

3-Level 
Factors 

2-Level 
Factors 

Tested 
Ads 

Variables 

K-QUICK 12 0 0 11 2,048 11 
K1 18 0 7 1 4,374 8 
K2 18 0 6 3 5,832 9 
K3 18 0 5 5 7,776 10 
K4 18 0 4 7 10,368 11 
K5 18 0 3 9 13,824 12 
K6 18 0 2 11 18,432 13 
K7 18 0 1 13 24,576 14 
K8 18 0 0 15 32,768 15 
K9 18 1 6 0 4,374 7 

K10 18 1 5 2 5,832 8 
K11 18 1 4 4 7,776 9 
K12 18 1 3 6 10,368 10 
K13 18 1 2 8 13,824 11 
K14 18 1 1 10 18,432 12 
K15 18 1 0 12 24,576 13 

 
I'll break this chart down for you in the next few pages. 
 
Which array you use depends mostly on one thing: how many items you want to test.  
 
Look at the right-most column in the table—you see it's labeled "Variables." Variables and 

factors are terms that can both be used to describe the different items you want to test (more 
below). Throughout this book I'll use the words variable and factor interchangeably—they're 
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both different terms for describing one of the parts of your landing page you're testing. The 
headline, subhead, greeting, guarantee, order button, etc. are all variables / factors. 

 
If you decide you have seven items you want to test, you'll look at the right-most column 

and see you only have one option allowing you to test seven variables. Here's the row for the 
K9 array, which lets you test seven variables (with the header row included): 

 

ARRAY 
Test 
Ads 

6-Level 
Factors 

3-Level 
Factors 

2-Level 
Factors 

Tested 
Ads 

Variables 

K9 18 1 6 0 4,374 7 
 
Let's look at this row in detail, and it'll make the whole table make sense. 
 
The first column is the array name—K9. The K actually stands for Kowalick, because this is 

one of Dr. Kowalick's arrays he mathematically created as a variation of the original Taguchi 
arrays. 

 
The second column tells you how many test pages you have to run to use this array—18. 

Keep in mind these 18 landing pages will each need to be displayed to as many as 1,000 people 
or more, so that's a good gauge for how much Website traffic you'll need—18 times 1,000, or 
18,000 visitors. 

 
The third, fourth, and fifth columns tell you exactly what you'll get to test—how many 

levels (options) you'll get to test for which variables / factors. 
 
This part can be a little confusing, so I'll explain. If a factor has two levels, you get to test 

two things in that place. If it's your headline, you get to test two different headlines. If a factor 
has three levels, then you get to test three of whatever it is. Same with six. So this particular 
array lets you test one factor with six levels (say, six headlines), six factors with three levels each 
(pick any six items on the page, and test three variations of each), and zero factors with two 
levels. 

 
So you could test six different headlines, three pictures, three greetings, three order buttons, 

three guarantees, three P.S. options, and three credibility icons, all in one test. 
 
Now on to the sixth column, the number of tested landing pages—4,374. What this column 

tells you is how many total landing pages your test will simulate. That is, if you were to create 
all the possible combinations of variables you're going to test, it would take you that many. 
Because of Taguchi and the way it leverages statistics to allow you to test a small subset of all 
total combinations, you don't have to create that many test pages. But this column shows you 
the power of your testing. 

 
The final column we covered above—but again, it's the total number of variables this array 
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will let you test. In this test, we're testing one 6-level factor and six 3-level factors, for a total of 
seven factors.  

 
Does that make sense? Good. 
 
Now we can get back into understanding what's in each array, and how to use it to set up 

your tests. 
 
Defining your factors 
 
Across the top of your array, you see the label "Factors."  
 
The factors are the different things you want to test. That's what we made the list of, when 

we broke down your ad above. They're also sometimes called success factors, or variables. 
 
This particular array has 7 factors you can test, labeled A through G.  
 
To use this array to run your test, you'd choose 7 items from your list of the different parts 

of your landing page, and plug them in as the different factors. 
 
As an example, we'll say here's what we picked from our list—each with its own letter from 

A through G: 
 

A: Headline 
B: Product "Hero" shot 
C: Greeting 
D: Order button 
E: Guarantee text 
F: P.S. text 
G: Credibility icon 

 
Now we can revise that array, on our way to planning out our test: 
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1 1 1 1 1 1 1 1 
2 1 2 2 2 2 2 2 
3 1 3 3 3 3 3 3 
4 2 1 1 2 2 3 3 
5 2 2 2 3 3 1 1 
6 2 3 3 1 1 2 2 
7 3 1 2 1 3 2 3 
8 3 2 3 2 1 3 1 
9 3 3 1 3 2 1 2 

10 4 1 3 3 2 2 1 
11 4 2 1 1 3 3 2 
12 4 3 2 2 1 1 3 
13 5 1 2 3 1 3 2 
14 5 2 3 1 2 1 3 
15 5 3 1 2 3 2 1 
16 6 1 3 2 3 1 2 
17 6 2 1 3 1 2 3 
18 6 3 2 1 2 3 1 

 
Identifying how many tests to run 
 
Now let's look at the leftmost column, labeled "Test." That's actually our indicator of how 

many test landing pages we need to create to use this array. In this case, it's 18. 
 
The numbers 1 through 18 stand for the different test landing pages we will create. We 

won't revise the array for this step—we'll just know we need to create 18 pages. 
 
Defining your levels 
 
On to all those 1s, 2s, 3s, 4s, 5s, and 6s in the middle—what the heck do they stand for? 
 
They're called "levels." You can also think of them as options. So in the K9 array factor A, the 

headline, has six options, or levels. That means this array lets you test six different headlines. 
The rest of the factors each have three levels in this particular array—so you get to test three 
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different options for each one.  
 
What you're looking for to tell you how many levels you get to test for a factor is the highest 

number in the column below your factor. In this case, the highest number in the Headline 
column is 6, so you get to test six headlines—it's a 6-level factor. In each of the other columns, 
the highest number is 3—so each of these factors is a 3-level factor. 

  
In the other arrays from the Kowalick spreadsheet, the different factors will have between 

two and six levels (as you learned when we talked about picking your array)—allowing you to 
test between two and six different options for each of the factors.  

 
Once you know how many levels there are for each factor, you need to define them. So we'll 

define six levels for our headline, and three levels for each of the other six factors in our array. It 
helps if you give them a descriptive title, like this: 

  
A: Headline 

1: Imagine 
2: Secret 
3: News 
4: How-to 
5: Wanted 
6: 1-word 

B: Product "Hero" shot 
1: Product 
2: Person 
3: B&A (Before & After) 

C: Greeting 
1: General  
2: Specific 
3: None 

D: Order Button 
1: Order Now 
2: Add to Cart 
3: I want one! 

E: Guarantee Text 
1: 30-day 
2: 1-year 
3: 110% $-back 

F: P.S. Text 
1: Offer 
2: Guarantee 
3: FAQ 

G: Credibility Icon 
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1: BBB (Better Business Bureau) 
2: Hacker Safe 
3: Both 

 
(In the next chapter, we'll get into strategies for coming up with the best things to test for the 

different levels.) 
 
Now we'll put the levels for each factor into the array: 
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1 Imagine Product General Order now 30-day Offer BBB 
2 Imagine Person Specific Add to cart 1-year Guarantee Hacker Safe 
3 Imagine B&A None I want one! 110% $-back FAQ Both 
4 Secret Product General Add to cart 1-year FAQ Both 
5 Secret Person Specific I want one! 110% $-back Offer BBB 
6 Secret B&A None Order now 30-day Guarantee Hacker Safe 
7 News Product Specific Order now 110% $-back Guarantee Both 
8 News Person None Add to cart 30-day FAQ BBB 
9 News B&A General I want one! 1-year Offer Hacker Safe 

10 How-to Product None I want one! 1-year Guarantee BBB 
11 How-to Person General Order now 110% $-back FAQ Hacker Safe 
12 How-to B&A Specific Add to cart 30-day Offer Both 
13 Wanted Product Specific I want one! 30-day FAQ Hacker Safe 
14 Wanted Person None Order now 1-year Offer Both 
15 Wanted B&A General Add to cart 110% $-back Guarantee BBB 
16 1-word Product None Add to cart 110% $-back Offer Hacker Safe 
17 1-word Person General I want one! 30-day Guarantee Both 
18 1-word B&A Specific Order now 1-year FAQ BBB 
 
Creating your test pages 
 
Now creating your tests is simple. All you have to do is go across each row, and create a test 

landing page based on what it says. 
 
So here's what Test Page 1 contains: 
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1 Imagine Product General Order now 30-day Offer BBB 
 
If we go across the row, here's which level we use for each factor to create Test Page 1: 
 

• The headline starting with "Imagine". 
• The hero shot of our product. 
• A general greeting. 
• An order button saying "Order now". 
• Guarantee text reflecting a 30-day guarantee. 
• P.S. text recapping our offer. 
• And…a BBB credibility icon. 

 
What we do now is go to our Web designer and ask them to create a Webpage with 

EXACTLY these elements (plus the control content for all elements not being tested—
everything not being tested has to be the same between all test pages, or your test won't work 
right).  

 
Or, if we're the Web designer, we do this part ourselves. 
 
Then we go down the list of all 18 landing pages, and do this for each page—create a test 

page using exactly what the array tells us. (I know this sounds tedious, and it can be—but it's 
well worth it when you see your response rates soar. Plus later I'll show you a tool worth 
investing in if you're going to run a lot of tests, because it does all this for you.) 

 
A little hint—if you're doing the test on a Web page, it helps to pre-write the html for each 

level of each factor and store that in a separate document. Label each using comments so they're 
easy to find. Then just cut and paste into a new html file to create the test pages. This makes the 
whole process go MUCH quicker. 

 
Running your test 
 
Now that we've created our 18 test pages, it's time for the fun part! We get to run our test! 
 
Because we have created the 18 test pages as separate html files, we have a lot of flexibility 

as to what tool we use to run our test. 
 
The minimum requirements for our tool are that it allows us to run our 18 test pages, plus 

our control. That it rotates these pages randomly when a visitor visits the landing page we're 
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testing. And that it tracks the visitor so if they come back tomorrow or next week or next month, 
they're shown the same test page and their conversions are tracked to that page. 

 
My two top recommended tools meeting all the requirements above (and having many of 

the extra features listed below) are Google's Website Optimizer (GWO) at 
http://www.google.com/Websiteoptimizer and Vertster at http://www.vertster.com.  

 
Both GWO and Vertster are excellent tools for running marketing testing on your Website. I 

realize that some people are apprehensive about Google having information on their conversion 
stats when they spend a lot of money on AdWords (I'm not personally), so you may not want to 
use Google Website Optimizer for that reason, but it's more than capable of running these tests 
if you choose to use it. 

 
Vertster's split test tool is a paid service, but it's well worth it because of the expertise of the 

staff and the help they're able to provide. The Vertster staff are also Taguchi marketing 
experts—and if you use their premium Taguchi testing tool, they can provide consultation on 
your Taguchi testing as well. I'll explain their Taguchi tool in more detail in a later chapter. 

 
If you already use a different ad rotator, that's okay too, as long as it meets the basic 

requirements above. Because we're setting up each test page as a separate html file that can be 
rotated into the test, any ad rotator letting you rotate and track 19 or more pages will allow you 
to do Taguchi testing. (This can save you a lot of money. If you're on an unlimited corporate 
budget this may not matter, but if you're a boot-strapper it's helpful to use the lower-cost ad 
rotators instead of the higher-cost Taguchi tools). 

 
Another functionality you'll probably want to look for is "throttling." This allows you to 

control how much of your traffic sees pages from the test. It will segment out your test traffic 
and send the rest through your control.  

 
The reason you want to use throttling is that it provides profit protection—if your test is a 

drastic failure (God forbid!) a large percentage of the traffic will still see the control so you 
should still have near your same number of conversions. If you only have a little bit of traffic, 
this can make your test take a lot longer. But if you have a lot of traffic (10,000+ visitors to the 
page per month) and can send a good amount of traffic through the test, you'll want to use this 
feature. Both of my recommended tools offer throttling capabilities. 

 
Before we get into the actual setup of the test itself, I'll briefly cover setting up the tool you'll 

use to run the test. You'll have to look at the exact installation instructions for the tool you 
choose to make sure you set your tool up properly. But these instructions will help you make 
sure your tool has the right features and is able to track your tests correctly (for Google Website 
Optimizer, especially, you'll also want to read my later chapter on Tools). 

 
Most Website testing tools have pieces of code you have to paste in two places—one piece of 

http://www.google.com/websiteoptimizer�
http://www.vertster.com/�


 

THE TAGUCHI TESTING HANDBOOK 

Center for Technical Communication ©2008                                                             32 

code goes on the conversion page (the thank you page, receipt page, or whatever page 
prospects go to after they complete your desired action), and one or more pieces of code goes on 
the page you're testing—the page encouraging visitors to take the desired action. 

  
You want to make sure your testing tool has both. 
 
The piece of code on the conversion page tracks when your prospect completes your desired 

action—making a purchase, opting in, etc. The code on the page you are testing controls which 
test page is displayed to each visitor, and saves this information for future visits. If the tool you 
use does not ask you to insert code in these two locations, you probably should not trust it to 
give you the right information about your test (the ones I suggest do correctly require code in 
both locations).  

 
Now that we have our tool, it's time to move forward with setting up our test. 
 
To run the test we set up above, we'll tell our tool we want to run a split test between 

multiple pages. We'll publish all 18 test pages to our site, in addition to the control. We'll tell our 
tool where each of these are published on our site—and that each page is a different landing 
page to be tested. 

 
If throttling is available, we'll tell it how much traffic to run through the test, and how much 

to run through the control. (Remember you could need as many as 1,000 visitors per test page, 
so be careful to assign enough traffic to the test so you can get results in a reasonable length of 
time.) 

 
And—this part is important—we'll tell it to rotate each page in the test evenly. Some tools 

allow you two options (you may be familiar with this from AdWords) where you can show 
better performing pages more often, or where it rotates pages equally regardless of 
performance. To make sure each page gets enough visits for the test, you'll always want to 
make sure you're rotating the landing pages in your test evenly. 

 
Answer any other questions your tool asks, and complete the setup of your test. 
 
Then tell your tool to start the test… 
 
And now you get to hurry up and wait—your test is running! 

  
Monitoring and completing your test 
 
As your test runs, whatever tool you're using should tell you how many conversions came 

from each test page. You can keep checking this—daily if you like. Especially in your early tests, 
it's fun to watch this! I'd say it's the most exciting part of testing! 
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But…don't get too excited too early. 
 
Here's why—early stats can be deceiving. One page may look like it's performing far better 

than the others, only to drop to below the others over time. Here's why that happens. When one 
or two people convert off a single page early, it drives the conversion rates way up. But until 
you have a good "sample size"—meaning the number of people who've seen your test page—
you can't know if this conversion rate will stay steady. 

 
So you keep running your test until your sample size is good. If you were putting a 

marketing piece in the mail, I'd suggest sending out at least 1,000 per test package (or landing 
page)—preferably 2,000. But on the Internet you have more flexibility. You can keep running 
the test until the numbers look right. 

 
How can you tell when the numbers look right? We'll look at the instructions in the 

Kowalick spreadsheet you downloaded from my site. 
 
A "good" Taguchi test has a maximum response more than 2 times higher than the 

minimum response [between test pages]. An "excellent" Taguchi test has a maximum response 
more than 3 times higher than the minimum response. More than 3 times is "beyond excellent" 
(you can celebrate). 

 
Also, at least 50% to 75% of your test pages should have at a minimum a few conversions 

each. If only 7 of your 18 test pages have any conversions—no matter how many—you 
shouldn't consider your test complete. 

 
Once at least 50% of your test pages have a few conversions each, and your highest response 

rate is at least 2 to 3 times as high as your lowest (non-zero) response rate, you're done with 
your initial test. 

 
But wait! If you know much about testing, you probably recognize that we haven't even 

looked for—much less, found—statistical significance yet. Don't worry—we'll get to it in the 
section below on verifying your tests. One of the confusing things about Taguchi testing is 
where you look for statistical significance—and the good news is that it's not here. It would take 
too big an investment in the initial test if you had to find statistical significance between test 
pages this early. 

 
So once we look at how to analyze your Taguchi test results, we'll talk about how to verify 

them—and where you'll find your statistical validity. 
  
Analyzing your test 
  
Now that you've run your initial test to gather data, you'll want to plug your results back 

into the Kowalick spreadsheet. 
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Make sure you open it to the correct array (the one you used to set up your test) and scroll 
to the right to the Responses & Circulation area. 

 
For the K9 array used above, it looks like this when empty: 

 
RESPONSES & CIRCULATIONS Total Total Average 

TEST RESP 1 CIRC 1 RESP 2 CIRC 2 RESP 3 CIRC 3 RESP 4 CIRC 4 Resp Circ Resp. 
1                 0 0 0.00% 
2                 0 0 0.00% 
3                 0 0 0.00% 
4                 0 0 0.00% 
5                 0 0 0.00% 
6                 0 0 0.00% 
7                 0 0 0.00% 
8                 0 0 0.00% 
9                 0 0 0.00% 

10                 0 0 0.00% 
11                 0 0 0.00% 
12                 0 0 0.00% 
13                 0 0 0.00% 
14                 0 0 0.00% 
15                 0 0 0.00% 
16                 0 0 0.00% 
17                 0 0 0.00% 
18                 0 0 0.00% 
  0 0 0 0 0 0 0 0 0 0 0.00% 

 
You'll recognize the test numbers in the column on the left, but the other columns may seem 

a little foreign. So I'll explain them. 
 
Basically, the big center area is where you enter your results. The spreadsheet uses the 

results you enter into the center fields to run its calculations. From this, it tells you which 
variables have the biggest influence, which of those you should use to get the best results, and 
what results you can expect from your optimized landing page. 

 
So what do RESP and CIRC stand for? Simple. RESP stands for responses—the number of 

conversions you got from each test. CIRC stands for circulation—the number of visitors who 
saw each test. The testing tool you're using should tell you, for each test, how many people saw 
the ad (CIRC) and how many conversions you got (RESP). 

 
For online testing you only have to use the RESP 1 and CIRC 1 columns, because you're able 

to keep running your test until you have enough impressions and conversions. 
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I'll use sample information to fill in the RESP 1 and CIRC 1 columns in the table below: 
 

RESPONSES & CIRCULATIONS Total Total Average 
TEST RESP 1 CIRC 1 RESP 2 CIRC 2 RESP 3 CIRC 3 RESP 4 CIRC 4 Resp Circ Resp. 

1 21 1,500             21 1,500 1.40% 
2 25 1,489             25 1,489 1.68% 
3 8 1,505             8 1,505 0.53% 
4 15 1,511             15 1,511 0.99% 
5 45 1,496             45 1,496 3.01% 
6 46 1,501             46 1,501 3.06% 
7 32 1,523             32 1,523 2.10% 
8 26 1,478             26 1,478 1.76% 
9 12 1,486             12 1,486 0.81% 

10 42 1,499             42 1,499 2.80% 
11 63 1,506             63 1,506 4.18% 
12 19 1,505             19 1,505 1.26% 
13 18 1,503             18 1,503 1.20% 
14 35 1,488             35 1,488 2.35% 
15 39 1,514             39 1,514 2.58% 
16 24 1,502             24 1,502 1.60% 
17 54 1,496             54 1,496 3.61% 
18 61 1,498             61 1,498 4.07% 
  585 27,000 0 0 0 0 0 0 585 27,000 2.17% 

 
You'll notice as you fill in the RESP 1 and CIRC 1 columns the Total Resp., Total Circ., and 

Average Resp. columns calculate automatically. You can check your response rate (which is the 
same as conversion rate) in the Average Resp. column on the far right. The bottom right cell in 
the table tells you the average response for the entire test. 

 
The one row missing from the table is your control—that's okay. You'll just want to keep the 

conversion information from your control handy so you can compare. Let's say for simplicity's 
sake your control was shown to 1,500 people during this test, with 15 conversions—for a 1% 
conversion rate.  

 
Quick note—I'm sure you're wondering what the other RESP and CONV columns are for. 

Rightly so. In an ideal situation, you'd run at least two, and maybe three or—in a perfect 
world—four identical tests, all with the same test pages. The more people you can run through 
your test, the more solid your results will be. 

  
This spreadsheet was designed to be used both offline and online, and in e-mail, on 

Websites, etc.—so these extra columns makes it easy to enter information from multiple tests. If 
you're testing a landing page you can just keep running your first test until you have 2,000, 
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3,000, or even 4,000 visitors per test ad; you can get this extra reliability in a single test. Or, 
we've found you can still get significant increases doing it the quick and dirty way, running just 
one test up to 1,000 to 1,500 visitors per test page, analyzing it, and verifying the winner. That's 
your choice. 

 
(Personally, I like the quick and dirty way in most cases. Here's why. Many of the tests I run 

are in lower traffic situations—so every visitor counts. I don't want to spend a bunch of traffic 
on being extra, extra sure the numbers are exactly right in my test. I don't think that's 100% 
necessary for marketing testing, as long as I'm getting big bumps in my conversion rate. Also, in 
most of the tests I run, there are one or more test pages that really take off and perform much 
better than the control. If I'm seeing that happen, I think of it as "insurance." Once I hit around 
1,000 to 1,500 visitors per test page, and I see at least one ad beating the control pretty strongly, 
I'll run my analysis, then run my verification test [you'll learn about verification tests below]. 
Then I’ll deploy the best performing landing page and move on to the next test.) 

 
So back to understanding the numbers in the table. 
 
If you look all the way to the right, you can see the conversion rate (referred to as average 

response) for each test page, with a final row summing up all the conversions and giving you an 
average for the test. 

 
If you compare the responses to the test pages to the response to the control, you'll see 15 of 

the 18 pages performed better than the control, and 3 of the 18 performed worse. You'll notice 
Test Ad 11 performed best, with a 4.18% conversion rate. And if you look at the bottom row 
where it adds everything up and gives you the average conversion rate, you'll see this test gave 
you a 2.17% conversion rate—so even as you were running the test you were getting more 
conversions than if you were not testing. 

 
Make sense? Good. 
 
Now you'll notice there are a lot of other tables in the spreadsheet, but there's only one more 

you really need to focus on, and it's right below the array. 
 
Here it is, with the data that was automatically generated based on the numbers I entered 

above: 
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Option A B C D E F G 
1 -19.150 -17.669 -16.353 -15.308 -16.796 -17.524 -15.728 
2 -16.183 -15.453 -16.441 -17.767 -16.648 -15.671 -16.703 
3 -18.000 -16.785 -16.864 -16.919 -16.219 -16.639 -17.355 
4 -15.486        
5 -16.809        
6 -14.962        

Max -14.962 -15.453 -16.353 -15.308 -16.219 -15.671 -15.728 
Median          
-15.67          
Deltas 1.585 1.094 - 1.239 - - - 

Infl Factors -14.96 -15.45 - -15.31 - - - 

% Infl 40% 28% - 32% - - - 

Best Option 6 2 - 1 - - - 
Optimum Signal               
to Noise Ratio               

-12.629               

OPTIMUM               
RESPONSE               

0.052               
5.18%               

 
The areas of this table you'll want to focus on are highlighted in yellow—plus you'll want to 

look at the header row across the top identifying the variables. 
 
So if you look at the yellow bar across the middle, you'll see the columns under variables C, 

E, F, and G are empty (they have dashes in them). That means those variable weren't influential.  
 
The columns under variables A, B, and D each have numbers under them. The first row is 

part of the calculation, and is something you don't really need to worry about. The second and 
third rows tell you a lot—exactly what you're looking for. 

 
The second row, labeled % Infl, tells you what percentage of the difference in response is 

influenced by that variable. For variable A it's 40%, for B it's 28%, and for D it's 32%. Using 
variable A as an example, we look at the % Infl. and see it's 40%—this means variable A caused 
40% of the difference in response between all test pages. So it has strong influence. The higher 
this number, the more influential the variable is. 

 
The third row indicates the best option out of the ones you tested. You'll see for the 

variables where there was no calculated influence, it doesn't tell you a better variable to use. In 
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that case you use the one that costs you less or is easier—because it won't influence customer 
response either way. But for the variables where there was a calculated influence, you'll want to 
use the variable they suggest. So for variable A, your option going into the optimized ad is 
option 6, for B it's 2, and for D it's 1.  

 
Using the list we used when setting up the test, let's see what variables our analysis tells us 

we use. Here's our setup list, copied from above: 
 

A: Headline 
1: Imagine 
2: Secret 
3: News 
4: How-to 
5: Wanted 
6: 1-word 

B: Product "Hero" shot 
1: Product 
2: Person 
3: B&A (Before & After) 

C: Greeting 
1: General  
2: Specific 
3: None 

D: Order Button 
1: Order Now 
2: Add to Cart 
3: I want one! 

E: Guarantee Text 
1: 30-day 
2: 1-year 
3: 110% $-back 

F: P.S. Text 
1: Offer 
2: Guarantee 
3: FAQ 

G: Credibility Icon 
1: BBB (Better Business Bureau) 
2: Hacker Safe 
3: Both 

 
Breaking it down further, let's look at our best options: 

 
• For the headline (variable A) our best option is the 1-word headline (option 6).  
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• For the product "hero" shot (variable B) our best option is the person (option 2).  
• For the order button (variable D) the best option is "Order Now" text (option 1).  
 
For everything else (C, E, F, G), you can use whichever option—neither option had enough 

influence to have an impact on the final results. 
 
So when you go to build your optimized ad, it will contain the recommended variables, the 

lowest cost option for the others, and all the same untested control content as you included in 
your test pages (the body copy, for example). 

 
One thing to remember here is that just because in this case the guarantee wasn't an 

influential variable doesn't mean it wouldn't be influential in the future. It's possible it would 
not be influential, but it's also possible the guarantees weren't presented differently enough to 
have an influence on test results.  

 
All Taguchi's statistics can measure is the influence of the input you put into the test.  
 
You'll learn a lot more on the subject of inputs in the next chapter. But the core idea you 

need to recognize is that the analysis we're doing here can only tell you what is influential out 
of the inputs you put into the test. It tells you that between the options of the six headlines you 
tested, the influence was strong in favor of the 1-word headline. Between having the picture of 
your product, the picture of a person, and the before and after shot (all specifically the ones you 
tested), there was an influence and it was in favor of having a person. It can't answer a question 
you don't ask. 

 
Now back to the stats… 
 
Here's the block from the lower left corner of the table again: 
 

OPTIMUM 

RESPONSE 

0.052 

5.18% 

 
As you look at this, you'll see what response you can expect from the optimized ad—5.18%. 

The other number—.052—is just another way of displaying the same percentage. 
 
This number is the expected response when you put together a landing page using the 

recommended variables, along with all the content that stayed constant across all test pages, 
and your choice of the variables that were shown not to have any influence. 
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So put that together, and you have your optimized landing page—and you can expect a new 
conversion rate of 5.18%, which is more than five times the 1% conversion rate from your 
control! But wait… 

 
Now that you have your optimized page from your test—it's time to verify! 
 
Confirming / verifying your tests and finding statistical significance  
 
You verify the results from your Taguchi test by running another test—this time just a split 

test. 
 
The way I prefer to verify is by running a split test between my optimized landing page, the 

control, and the best performing page in the test. At a minimum you'll want to run the 
optimized landing page against the control.  

 
The reason I also run it against the best performing landing page in the test is so I can be 

extra sure I'm running the best, most profitable page in the end. Most of the time, the optimized 
page comes through as the winner. But occasionally—especially if I tried to cut the Taguchi test 
off a little early—the best performing landing page from the test will beat the optimized page. 
That's when I know my data wasn't quite right. But at that point I'm still usually dealing with a 
significant response increase, so I go with the winner and move on to my next test. 

 
So here's how you verify your test…and where in the Taguchi testing process you find your 

statistical significance. 
 
Using your ad rotator tool, create a split test between your control, your optimized landing 

page, and—if you choose—the best performing page from your test. 
 
Start this test, and let it run until you have about 1,000 impressions each.  
 
Then you'll want to start checking for statistical significance, using a tool like 

http://www.splittester.com. That tool is designed for Google AdWords stats, but it runs the 
same calculations as you need for any statistical significance test. So instead of entering CTR—
or click-through rate—enter your conversion rate. And instead of entering number of clicks, 
enter the number of conversions.  

 
Then it tells you how much confidence you can have that the results you're getting will 

continue into the future.  
 
Keep running your verification test (and regularly checking for statistical significance using 

http://www.splittester.com) until the statistical significance tool says you can have at least 95% 
confidence that the best performing landing page will outperform the second best performing 
page. 

http://www.splittester.com/�
http://www.splittester.com/�
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Then you can crown the real winner! You have your first optimized and verified Taguchi 
test result! 

 
Now you understand the technical side of how to run a Taguchi test and verify your results. 

But there's another side that truly determines whether you'll get the results you dream about, 
and that's where we're headed next… 
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Chapter 5:  
Input Design—The Most Important Skill 
for Profitable Testing 
 

Remember…to start the last chapter we talked about the hard science and the soft science of 
Taguchi—well, you can breathe a sigh of relief because you've made it through the hard science! 

 
Now it's time to have some fun, look at the soft science, and look at what really impacts 

your testing results. 
 
I don't know if you've ever seen one of those TV shows about "Magic's Greatest Secrets, 

Revealed!" but this chapter will be a little bit like that. 
 
From the outside, highly-profitable Taguchi testing looks a little bit like an art—like stage 

magic.  
 
You plug some unique landing page elements into the front of the test and out the other side 

comes a highly-profitable landing page. In magic, the magician puts the assistant in a box, 
closes the door, and presto—the box collapses to show the assistant has vanished into thin air. 

 
But you know (especially if you watch "Magic's Greatest Secrets, Revealed!") the magicians 

have a few tools responsible for 95% of their "magic"—smoke, mirrors, and trap doors.  
 
When the secrets are revealed, it turns out there are some pretty simple tools at work 

leading to the "art" and amazement of magic. Like magic, a few simple tools or strategies get 
you a long way in running highly-profitable Taguchi tests. 

 
In this chapter you'll learn about the smoke and mirrors and trap doors you can use to make 

your Taguchi testing highly profitable—so that you can get those 200%, 300%, even 2,000% 
increases in conversions! 

 
So now for the big reveal! 
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Here are the smoke, mirrors, and trap doors of the Taguchi magician—the most important 
tools (and strategies) you need: 

 
1. Testing very different ideas. 
2. Applying the rules for effective sales processes and landing pages. 
3. Testing high-probability areas. 
 
They sound simple enough…but if you really want to do profitable Taguchi testing it will 

help to understand these at a deep level. And that’s what I’m going to help you achieve in this 
chapter. 

 
Quick note before we get started—the strategies in this chapter are very valuable in the 

world of Taguchi testing…but they're also valuable beyond that. If you use these strategies 
when you develop any sort of marketing test (A/B Split Tests, Multivariate Tests, or Taguchi 
Tests) you're almost certain to do better than without using these strategies. 

 
So even if your head is spinning after the last chapter and you’ve vowed to yourself you’ll 

never run a Taguchi test…read on! This chapter will be valuable whether or not you’re running 
Taguchi tests. 

 
Now let's have some fun! 
 
Testing different ideas 
 
Here's an example of bad input into your Taguchi test.  
 
Let's say that you're testing headlines and your headline variable is a three level variable. So 

you need to come up with three headlines motivating prospects to read the rest of your landing 
page. 

 
Here's what you come up with to test: 
 
1. How to increase profits from your landing pages. 
2. How to increase sales from your landing pages. 
3. How to increase profits by 200% from your landing pages. 
 
Sure, one of these headlines will probably give you better conversions than the others. But 

notice how the headlines are all very similar (and really not very strong—c’mon, it’s just a 
simple example to show you what not to do).  

 
If you tested these three headlines against each other—attached to the same landing page 

beneath—I'll bet with 99% certainty the conversion rates of these different headlines are within 
5% to 25% of each other—and probably a lot less.  
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That’s not a big enough conversion increase! We want more! 
 
We want drastic increases of 50% to 100% or more per variable, especially when we're 

testing the headline. 
 
So what does good input look like? 
 
Here’s how we do it for headlines. We create headlines that are drastically different from 

each other. Here's a start: 
 
1. How to increase profits 200% from your landing pages. 
2. Revealed—the secret to making failing landing pages profitable! 
3. How to make a million dollars a year with your own Internet marketing business. 
 
Notice that each headline has a different approach and follows a different formula.  
 
This is very important because if all the headlines are similar to each other, they'll create 

similar results. If the headlines are a little different, they'll create results that are a little different. 
If they're drastically different (more so than the headlines above) they'll create drastically 
different results. 

 
An important thing to know is that you have to be open to bad results—it's okay if one of 

your headlines bombs, because another in the test is likely to be very effective.  
 
A good rule to follow here (as mentioned above in choosing your array) is to run tests 

where you have a lot of three level factors. This gives you the opportunity to have at least one 
bad version in the rotation, while still getting a good amount of conversions from the other 
versions. 

 
So let's try again to come up with headlines with even stronger differences: 
 
1. The Internet profit formula: Traffic + Conversions = Profit…Are you using this method to 

increase conversions? 
2. How a Japanese engineer can help you send your Website conversions through the roof!  
3. A simple system for increasing Website profits by 200% or more, explained below. 
 
Get the idea? You can get creative here. Try to come up with something addressing the 

problem your product solves, the promise your landing page fulfills, any proof elements you're 
using, or your proposition (or offer). It's also a good idea to go through your headline swipe file 
to get more ideas. 

 
A good book to refer to when coming up with proven headline ideas is "Tested Advertising 

Methods" by John Caples. It's such a good source of information on this topic that it earned the 
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recommendation of advertising legend David Ogilvy. 
 
Come up with 20 to 25 different options—incorporating many different themes and using 

many different formulas. 
 
Then pick your top three, or six, or however many your array tells you you need. Remember 

here, we want inputs that are very different from each other—so you'll get very different (and 
often drastically improved) results.  

 
Take your time to come up with good inputs, but don't take too long—you won't start 

improving profits until you test. 
 
Good…so that’s headlines—one of your factors. Now you need to come up with enough 

levels to fill your array, for each of your factors. 
 
So go through this same process for images, subheads, greetings, offers, etc. 
 
Step back and try to be creative about different things you can display to visitors to see if it 

will increase conversions.  
 
Even test things you don't personally like, as long as there's no good reason to think they'll 

damage your brand image.  
 
An image you think stinks may increase response 200% or more over one you think looks 

good and conveys the right “feeling” about your product.  
 
An example of this was in a direct mail piece; the staff of a top direct marketing company 

selling a health related newsletter thought the illustrated images of open, animated arteries 
would turn off prospects—it was certainly turning their stomachs. But in a test they found this 
unique image increased response (probably because it was connected to the headline benefit of 
clearing plaque from your arteries). 

 
I have a favorite Dan Kennedy quote I think is appropriate here: “Would you rather be 

right, or be rich?” Testing your marketing may prove you wrong over and over again (even 
though just doing it means you’re doing the right thing) but it will inevitably make you rich. 

 
You have to be willing to test, test, test—ultimately the market will tell you if you should 

include an element in your landing page…and they're completely honest! 
 
Examples of different image types you can test are pictures of women, men, children, 

animals, or your product. You can show your product in use. You can show before and after 
shots. You can show the benefit your prospect will receive by using your product. 
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Get creative! Then pick options that are very different from each other—and that you 
suspect could increase how much attention prospects will pay to your landing page, and the 
amount of response you’ll get. 

 
Here are some ideas to help you come up with inputs that are very different from each other: 
 
• Rewrite the content around the same ideas. 
• Rewrite the content around different ideas. 
• Hand different staff members a list of the factors you are testing and have each come up 
with one level for each factor. 
• Come up with 3X as many options as you need then pick out the ones that are the most 
different from each other. 
• Sleep on it—tell yourself to come up with unique options as you sleep then come back to 
it first thing in the morning. 
• Put together a brainstorming team and have the team come up with unique ideas—just 
don't pick favorites until the brainstorming is done! 
• Test nothing vs. something (sometimes taking things away increases response). 
• Test short vs. long for various copy elements including headlines, bullets, etc. 
• Test in action vs. before and after. 
• Test emotional vs. logical/rational. 
• Test presenting the benefit vs. the problem. 
• Test taking away (“Respond before you lose this bonus”) vs. giving (“If you respond in 
this time I’ll throw in this bonus”). 
• Pick story plots from the book "20 Master Plots" by Ronald B. Tobias—Quest, 
Adventure, Pursuit, Rescue, Escape, Revenge, The Riddle, Rivalry, Underdog, Temptation, 
Metamorphosis, Transformation, Maturation, Love, Forbidden Love, Sacrifice, Discovery, 
Wretched Excess, Ascension, Descension. 
• Change positions—left to right, top to bottom, etc. 
• Change color—of text, of background. 
• Change size (of text, picture, headline, etc.)—big, small. 
• Change emphasis—bold, italic, underline, highlight. 
• Test credibility devices and icons—endorsements, trust seals, "hacker safe," payments 
accepted, shipping methods used, testimonials (highlights vs. full text), etc. 
• Test images—illustration vs. photo, man vs. woman vs. child, person vs. animal vs. 
object, action vs. inaction, present state vs. ideal future, etc. 
• For action mechanisms—test using a call to action vs. descriptive text vs. an offer recap 
vs. promise of benefits. 
• Offers—price vs. discount, "50% off" vs. "2 for 1" vs. "Buy one, get one free," with bonus 
vs. without bonus. 
• Guarantee—30 day vs. 1 year, money back vs. complete satisfaction, short vs. long, 
double your money back vs. money back. 
• Test different orders for: bullets, testimonials, body copy sections, form fields, etc. (hint: 
the 1st is usually the most important—so vary the first one). 
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• Personalize—use the name if possible, the search keyword used to arrive at your page, 
etc. 
• Body copy—test long form vs. short form sales letter, descriptive vs. personal letter. 
• Navigation—top vs. left vs. right vs. no navigation (placement matters, also in some 
cases you want little or no navigation at all). 
• Capitalization—title capitals vs. all capitals vs. normal sentence capitalization vs. all 
lower case (this typically has the biggest impact in headlines). 
• Order form—offer re-stated on order page vs. information capture only. 
• Delivery method—test offering physical product delivery vs. electronic. 
• Payment plans—test one payment vs. multiple payments vs. monthly subscription. 
• Font—test serif vs. sans serif. 
 
The list could go on and on…but that should get you started and get you thinking like a pro 

Taguchi tester.  
 
Remember—drastic differences in input will create drastic differences in response. And 

drastic differences in response are what we need to create the big improvements in response 
rate and—more importantly—profits! 

 
Inevitably the question comes up: how do you make these drastically different test 

conditions work from a fulfillment perspective? This may be where you have to work with your 
technical team and get creative.  

 
The different tools you use to create your tests will allow you to identify the test page you’re 

using as you pass the visitor into your ecommerce system. You can do this by putting unique 
ordering links into each test page.  

 
Using this method, you can identify what each test is offering, and create a unique product 

or package in your ecommerce system for each offer being tested. Then—for fulfillment 
purposes—you can tell what to fulfill based on which product was ordered (plus you’ll be able 
to see the different response rates for your test pages in your testing and tracking tool).  

 
Or, you can create a product matching all of your most generous offer details, and over-

deliver to all customers by making an offer above and beyond anything the test page 
promised—an offer containing everything offered on any test page.  

 
Or you can avoid changing the offer (a common but unfortunate concession) and just test 

other elements of your landing page. 
 
Another common question surrounding the drastically different inputs you’ll put into your 

test: won’t some just not go together well? Well, yes. It’s true some of the test pages just won’t 
jive as well as others. And they may not perform as well as others during the test.  
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What you’ll want to monitor is whether or not your test battery as a whole (all 18 test pages) 
is giving you a response equal to or better than your control landing page. If a few don’t 
perform as well, that’s okay. There will probably also be some performing remarkably well, that 
just makes sense, that all adds up. 

 
Taguchi testing is uniquely designed to understand the influence of the different variables—

even when some don’t seem to make sense with others. It will then tell you the best 
combination.  

 
This best combination will—in most cases—perform better even than the best landing page 

out of your test (remember, you’re looking for the best landing page out of thousands, not just 
out of the 18 you’re testing).  

 
And the best landing page will typically make sense (even if that combination of variables 

wouldn’t have been your first choice). And remember—on some variables, analysis will tell you 
it doesn’t matter which of your levels you choose for your optimized page—in that case you 
pick what makes the most sense or costs you the least. 

 
Now on to the next strategy… 
 
Effective sales processes and landing page design 
 
Everything your prospect sees when they go through your sales process, view your landing 

page, or interact with you in any way says something about your business. 
 
Most of it either has a positive or negative impression—it moves prospects closer to or 

further away from the sale. Very little has a neutral impression. 
 
When you design your sales process, landing page, or online marketing, you want to 

include as much as possible to move prospects closer to the sale—and as little as possible that 
moves prospects away from the sale. 

 
Make sense? 
 
This section is about best practices for what to include in your online sales processes and 

landing pages so that there’s as much helping you as possible—and as little hurting you as 
possible. I really want you to succeed! 

 
These rules have been developed through thousands and thousands of tests and represent 

some of the most response-conscious rules for designing an online sales process. 
 
Start with these rules. If you want to break them, do it in a small test and determine safely 

whether it increases response. But break them at your own risk! 
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Baby steps to the sale 
 
Especially online, people are wary about moving forward through your sales process. They 

don’t want to give up personal information. They don’t want to give you their payment 
information. They don’t want you to know anything about them—until they trust you. 

 
So you have to use a technique I call “Baby steps to the sale.” 
 
This means providing value in little steps, getting people used to doing simple things you 

ask of them. “Click this link.” “Check out this special report.” “Listen to this audio.” “Watch 
this video.” 

 
All of these are better first steps than—“Give me all your information!” or “Buy my stinking 

product, NOW!” 
 
By putting these baby steps at the very beginning of your sales process, you get prospects 

used to moving along based on instructions you give. They lower their guard and begin to trust 
you. As long as you provide value they’re interested in—the value you promise—they’ll 
continue to move along in the process you’ve laid out for them. 

 
Later you’ll learn about the one exception to this rule—you don’t want to break the rule but 

sometimes your prospects will want to, and you can get an increase in sales by giving them the 
ability to do so. 

 
Remember, your prospect is in control of the sales process—especially online! They can 

walk—or click—away at any time they want. And you can’t do anything about it, except make 
promises they’re interested in, and fulfill those promises. 

 
So you have to romance them through the process—earn their trust—and then…make them 

an offer they can’t refuse, in exchange for the action you want them to take. 
 
Helping prospects along by giving them easy, non-committal baby steps they can take 

before the sale makes it easier for them to eventually purchase from you. And that will increase 
overall conversions and profits. 

 
And that moves us into the next strategy… 
 
What the heck do you want?! 
 
Before you even start to design—or redesign—your sales process, you need to look at your 

ultimate goal. Your goal is the measuring stick against which you count conversions. If a visitor 
to your Website completes the goal you set out for them, that's a conversion. If they don't, it's 
not. 
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So what do you want your prospect to do? You need to keep this in mind every step of the 
way. 

 
• Do you want visitors to opt-in for a free report? 
• Download your software demo? 
• Watch a video? 
• Listen to an audio? 
• Click through from your landing page to a more in-depth sales presentation? 
• Purchase your product? 
• Accept a risk-free trial membership to your subscription Website? 
 
What do you want them to do? Know this going in and it’s almost automatic—you’ll have 

more prospects doing what you want them to do. 
 
The worst thing you could do is to design your sales process without focus—without a goal. 

Prospects will sense this in a moment and take off—disappear! 
 
But if you know what you want them to do, you can keep that in mind—and even as you 

develop unique and widely varying test inputs, you’ll be able to lead the customer to the goal, 
every step of the way. 

 
I don’t know about you, but I’d much rather do business with a company who has a focused 

idea of the benefits they provide. Of how I can get those benefits. And of what they need to do 
to get me from where I’m at now to the future I want to be in. I think your customers feel that 
way too. 

 
So define the goal for your landing page before you start creating the content—ultimately 

this will lead to more conversions. 
 
And now for what goes on the page—the actual input into your tests… 
 
Does your landing page follow this formula? 
 
There are only a few response-boosting functions any part of your landing page can play.  
 
Broken down to the bare minimum, they match up with a couple of copywriting formulas. 

These formulas overlap, and I like to use them together as a measuring stick against which I can 
judge response. 

 
Here are the formulas—AIDA, and PPPP (or the 4 Ps). 
 
AIDA stands for Attention, Interest, Desire, Action. Look at each part of your landing page, 

and compare it against this formula: 
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• Does it draw the attention of prospects? It should draw the attention of real prospects—
people who will be ready, willing, and able to buy a product solving the same problems 
your product does. 

 
• Does it build interest related to your product or its benefits? This usually means talking 
about the benefits a customer can experience through using your products. Or identifying 
what your product does that your prospects are looking for. This is making a claim about 
your product. 

 
• Does it build desire to have your product? You build desire through proving that your 
product does what you say it does. You support your claims. Demonstrations and customer 
testimonials are important here. Also, you can build desire through leveraging emotions—
scarcity and exclusivity are quick ways to tap this power. Anything to make the prospect 
think, "I have to have this, and I have to have it now!" 

 
• Does it spur the prospect to take the action you want? Encouraging prospects to take 
action ranges from directly asking for the sale, up through giving them a laundry list of 
reasons why they should respond now. Also, it can include (and probably should include) 
instructions as to exactly how to respond—if they’re confused about this they’ll abandon 
your sales process in a heartbeat. But the most important thing to do here is to ask for the 
sale. Always ask for the sale! 

 
• Is it an action mechanism? This is how your prospect responds to your offer. This is an 
important thing to test because prospects have to notice it and respond positively to it in 
order for them to do what you want them to do. Action mechanisms include reply cards in 
mailings, coupons in ads, and "Order now" or "Add to cart" buttons on your landing pages. 
 
Quick note before we talk about the 4 Ps formula: it’s okay for any part of your landing page 

to do more than one of these. It can draw attention and ask for action. It can make and support a 
claim. It can grab attention and build interest in your product. It’s just not okay for it to do none 
of them. 

 
Another interpretation or variation of the AIDA formula is the 4 Ps—Problem, Promise, 

Proof, Proposition. If you don’t see how a specific part of your landing page fits into the AIDA 
formula, test it against the 4 Ps for clarification: 
 

• Does it speak to a problem the prospect has? One of the quickest ways to get the 
attention of your prospects is to identify a problem they have, and speak to that directly. If 
you can identify their problem, they’ll be looking for a solution. 

 
• Does it promise the benefits your prospects will receive by reading and responding to 
your ad? The next step after you’ve grabbed their attention by identifying a problem is to 
make a promise about how you can solve their problem. It should be a strong promise, but 
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be sure to make it believable. You want your prospect to see themselves experiencing the 
solution and getting the benefits, and to read on to learn how. 

 
• Does it prove your product can provide the benefit you promise? You’ve built your 
prospect’s interest by promising them relief of their problem—now it’s time to prove you 
can actually do what you promise. Proof mechanisms such as demonstrations and 
testimonials can do this—also providing a complete money-back guarantee or an even 
stronger risk reversal works well here. The more powerful the proof mechanism, the better. 
Your prospect needs to believe they’re going to get what you’re offering—in fact, they need 
to be absolutely certain they will. 

 
• Does it demonstrate your offer or proposition? Finally, you need to tell your prospect 
exactly what they get by responding. Lay out your offer. Explain not only the features, but 
the benefit they get because of each feature. But most importantly, make sure it’s clear to 
them exactly what you want from them, and exactly what they’ll get in return. Then make 
sure they know how to get it—tell them exactly how to respond to your offer. Ask for the 
sale! 
 
By making sure everything you test somehow meets the requirements of these rules, you'll 

almost certainly boost response in your test. 
 
I recognize those are kind of abstract ideas, and the good thing about that is that landing 

pages don’t all have to look the same to be effective. But the bad thing is that you may not know 
exactly how to lay out your landing pages to make them the most effective. 

 
So the final part of this section… 
 
What design elements go into effective landing pages? 
 
Here is a basic checklist of items that can go into your landing pages. Remember, each of 

them should serve a function from the AIDA or 4 Ps formulas. Or else they’re not boosting 
response.  

 
Each of the items below can boost response when executed effectively (focused on the 

customer and their life, needs, and desires—using the AIDA and 4 Ps formulas).  
 
Some can also be executed poorly—just putting them in willy-nilly is not a promise you'll 

increase response. 
 
It’s up to you as you go through this list and decide what to include, to make sure the items 

that you include will be effective and not waste valuable space. 
 
1. Headline—999,999 out of 1,000,000 effective advertisements, online or off, have a 
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headline. It draws attention, makes promises, selects qualified prospects, and serves as 
an advertisement for the rest of the ad or landing page. Headlines get 4 times as many 
readers as the rest of the ad. They’re absolutely vital. Good headlines can boost 
response by 1,000s of percent over bad headlines. So include a headline—and make it 
count! 

 
2. Story and content—your landing page must be engaging, and stories engage prospects. 

The story you tell can be of a prospect’s current condition, or of their ideal future. Both 
can work, it’s up to you to test which works better for your prospects. Identify what 
stories you can tell related to your product, and test them. And remember, they should 
follow the formulas I outlined above—and read well from beginning to end. A good 
copywriter can be of benefit here.  

 
And if you’re this far into this book you can probably guess my approach to the eternal 
long copy vs. short copy debate: test and see what works with your audience. I've seen 
short copy out-pull long copy (often when the prospect is searching for a specific item 
and you're delivering it), and I've seen long copy out-pull short copy (usually when a 
customer needs to be told or reassured of the content of your product, the 
trustworthiness of your company, and the benefits they'll receive by doing business 
with you). 

 
3. Visual appeal—a good visual appeal can be almost as important as your headline. 

Pictures can almost hypnotize prospects into reading at least the beginning of your 
landing page. Just make sure your most visible picture in some way identifies the 
problem prospects are having, makes a promise related to the benefit of your product, 
or proves your product can fulfill your promise. It shouldn’t just draw attention for 
attention’s sake—if you don’t “pay off” the picture in the rest of the landing page, 
readers will feel jilted and certainly not respond. Also, for good visual appeal, make 
sure your landing page has balance between text content and supporting graphics. Give 
each graphic a caption for extra punch—captions have high readership, can serve as an 
advertisement within the landing page, and are a great place to point out exciting 
benefits. 

 
4. E-mail capture—online, you should have an e-mail capture mechanism on pretty much 

every page of your Website. Visitors will be infinitely more valuable if you can contact 
them repeatedly, than if they just come to your site and then leave. Just make sure it’s 
useable and doesn’t interfere with a positive customer experience. This goes back to the 
"baby steps to the sale." Many marketers find it's more valuable to get an e-mail address 
from somebody on their first visit than to just try to make the sale. The regular contact 
you can have with these prospects will pay off many times over down the road. (For a 
much more thorough treatment of e-mail capture mechanisms, see Appendix 3, which 
is an article called "5 ways to capture e-mail addresses of landing page visitors," written 
by Bob Bly.) 
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5. User testimonials and endorsements—include your most powerful testimonials at 
crucial decision making points in the sales process. Testimonials reassure prospects that 
they are making the right decision in moving forward with you. Make sure to either 
highlight or pull the most powerful points from the testimonials—most prospects won’t 
strain to read a page-long letter on how awesome you are, even if it is from your best 
customer. They want to know in a couple quick sentences the big benefit other people 
like them got from using your product. Pull out the most powerful quote from your 
testimonial and put that up front (then you can link to the full testimonial for those 
prospects who want more). 
 
A quick note related to testimonials to remind us of the power of testing. I got an e-mail 
recently from copywriter Doug D'Anna about the results of a test he ran. He tested 
replacing all testimonials with actionable tips in one of his direct mail letters. All 
traditional wisdom says by removing the testimonials, he'd decrease response. Actually, 
he increased it! This reminds us all there are no certain rules—these are only guidelines. 
Be ready, willing, and—with this book—able to test your options, and apply what you 
learn. Testimonials, like all other elements, may work better or worse with your 
audience. You won't know until you test! 
 

6. Identity devices—if you have an established brand identity with your prospects, it can 
boost response to have your logo included on your landing pages. But in some cases it 
can suppress response. Be willing to test this—you can build your brand in your 
product, as much as you can on your Website. And don’t be upset if removing your 
logo actually encourages more prospects to respond! 

 
7. Trust icons—icons for your Web security company, payment processor, shipping 

service, and other recognized institutions have proven powerful over and over again in 
increasing response. Especially on the Internet prospects are wary and want to know 
you are who you say you are, and that they can trust you to fulfill your promises. Using 
icons such as the Visa and MasterCard logos, trust seals, the Better Business Bureau 
logo, and others can help break through this inherent uneasiness—and have been 
proven over and over and over again to increase conversions. 

 
8. Action mechanisms for quick and easy ordering—here’s where you can break the "baby 

steps to the sale" rule. Some prospects just want to get in, get what they want, and get 
out. Putting ordering devices near the top of your sales message can often—but not 
always—increase response. That’s because it makes it easy for prospects to order as 
soon as they’ve made their decision. Also, in long copy, you may want to place ordering 
devices (add to cart buttons, etc.) throughout your sales process—because different 
prospects will make their buying decision at different times. It can increase response 
when you make it possible for prospects to act on their buying decision quickly, and 
without searching for how to do it. 
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9. Familiar labeling and language—using language prospects understand is key to getting 
them to do what you want them to do. Why say “place in order queue” when your 
prospects just want to “add to cart?” By using the language your prospects 
understand—throughout the sales message and in the ordering process—you make it 
easier for them to understand exactly what you want and what they can expect. And 
this will increase response. Also, knowing the lingo of your target market is priceless. It 
builds instant trust, and goes a long way toward moving them to the sale. 

 
10. Easy readability and content design—it’s easy to design a confusing Web page. If 

there’s too much going on, your prospect may not understand where to look, what to 
do, or what to read. Then they can’t and won’t respond. Look at the Websites you shop 
at most. It’s easy to see how to move through the buying process. Each element on the 
page is where it’s at for a reason—and it makes sense with the other elements. 
Remember—people read from left to right and from top to bottom. Use this as a guide 
to move them through the landing page, straight to the sale. 

 
11. Content freshness and urgency—always be re-evaluating your content to make sure it is 

relevant to what your prospects are thinking right now. By speaking to current news 
stories, cultural trends, or popular concerns, you can instantly build rapport and trust 
with your prospects. 

 
12. Load time—not all prospects will have blazing fast Internet connections. First, know 

your audience, and through analytics software identify what speed connection the 
majority of your prospects have. Then, generate Website content appropriate for their 
connection speed. Fancy graphics, flash, and video are more appropriate for faster 
connections. Websites that are primarily text and other elements that load quickly are 
more appropriate for slower connections. This can impact response—so even if you 
don’t test it, be aware of it and factor it into your design decisions. 

 
13. Order options—this goes back to knowing what you want from prospects. Be sure you 

make the ordering options obvious when appropriate in your sales message. And if 
possible, try different payment options. Often a multiple payment option will out-pull a 
single payment option. Also, it's common for a 30-day hold on payment ("I won't cash 
your check or charge your card for 30 days") to increase response drastically, while only 
slightly increasing the rate of bad payment…leading to much greater profits. It's worth 
testing. Ultimately though, it's important to make it clear what your prospects can get 
by ordering and how to do it. 

 
These are all good things to include, and can be used as a checklist against which to judge 

your landing pages. But…they're not absolutely necessary. I've seen a page with a checklist of 
features, a few testimonials, and an action mechanism perform neck-and-neck with a good long-
copy sales letter. It's hard to believe but it's true. 
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Again—these are all starting points. But the most important thing is to test, Test, TEST! You 
won't know what works best until you try it. 

 
Now on to the final section of this chapter…what to test first… 
 
Testing high-probability areas 
 
Especially if you're dealing with a longer sales presentation, it can be really hard to figure 

out what to test first. You see pages and pages of text and pictures, and you can't imagine where 
to start. It can be crippling! 

 
But it shouldn't be. I'll show you why not. 
 
You see, through thousands and thousands of marketing tests, a few things have stood out. 

We know what has the most influence, in most marketing pieces. They may not have the most 
influence in your marketing pieces, but it's likely that they do. So you should test them first, and 
then go from there. 

 
These are what we call high-probability areas—because if you test them, it's highly probable 

you'll find that they do indeed have an influence on results. 
 
So here's the short list of high-probability areas to test in your online marketing: 
 
• The main headline. 
• The subhead right below the main headline. 
• The greeting ("Dear friend,"). 
• The offer (Including bonuses, packaging, delivery method, etc.). 
• Price. 
• Guarantees (30-day, 1-year, 100% money back, 100% money back + $100 donated to a 
charity in your name). 
• The main picture at the top of your ad. 
• Trust icons. 
• P.S. (restate offer, restate guarantee, a mini FAQ, etc.). 
• Reinforcement copy in the checkout process or on the order form. 

 
If you only tested these areas—and you tested them regularly—you could easily increase 

the conversion rates for your Web page by 1,000% or more. That's how much influence these 
have. 

 
Sure, you could test paragraph 28 of a 30 page sales letter. But it's likely to have very little 

influence—if any at all. It takes the same amount of effort to test one of these high-probability 
areas as to test any other part of your landing page. You should really test these until you have 
trouble getting increases from your tests, and then and only then test the other parts of your 



 

THE TAGUCHI TESTING HANDBOOK 

Center for Technical Communication ©2008                                                             57 

sales message. 
 
And that's it for input design. Now on we march…ever closer to your first test! You'll like 

what comes next… 
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Chapter 6:  
Tools—Making a Complex Idea Simple 

  
When you decide to start testing your marketing, it's important to understand what you 

want to do (how many tests, what on the page you want to test, etc.). You also have to 
understand what the different tools you're evaluating do—and most importantly, if they meet 
your needs. 

 
So first let's talk about what different online testing tools can do—then I'll give you my top 

recommendations for what tools I think you should use…both if you have the budget to do 
testing…and if you want to bootstrap it, do a little more work, and even do advanced Taguchi 
testing for free. 

 
In addition to this chapter, I've included an appendix at the end of this book (Appendix 2) 

with a listing of quite a few tools and services you'll see out there when you go searching for 
Taguchi. I've given my impressions of each, based on my research. You'll find some actually 
deliver on their promise of Taguchi, and some don't. That listing plus the information in this 
chapter should help you make an informed decision when it comes time to select your Taguchi 
testing tools and services. 

 
So let's go… 
 
Split test tools vs. Taguchi tools (vs. multivariate tools) 
 
A/B Only Split Test Tools 
 
At the very bottom of the spectrum of the tools available, there are some tools that just split 

test one option against another. While these are helpful for testing one headline against another, 
or one picture against another (or even one whole page against another), they're ultimately 
limiting.  

 
If a tool only lets you run one option against another, you probably don't want to use it. 

Eventually you'll want to run 3 or 4 or 18+ options (like you need for Taguchi), and you'll have 
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to switch tools. With all the other tools out there in the marketplace, I think A/B only split 
testing tools should be avoided. 

 
Sequential Rotator Split Test Tools 
 
This is the next step up in tools for testing, from a simple A/B Only tool. But…the added 

features make this tool very useful—and in my opinion it's the most flexible option, even for 
Taguchi testing. 

 
So what's different? An unlimited number of landing pages can be rotated, sequentially. 

Instead of just testing page A against page B, you can test page A against page B, against page 
C…all the way up, for as many test pages as you want to run. 

 
Google Website Optimizer offers this functionality, as well as Vertster, and most of the other 

tools offering multivariate testing or Taguchi testing functionality. See Appendix 2, or do a 
Google search for "split test tool." 

 
If you understood the "hard science" chapter on Taguchi testing (and if you understand 

html and how to program Web pages), you may want to use this type of tool. It will allow you 
to create each test page separately and tweak them to make them look exactly how you'd like 
them to look (while staying within the design of the experiment—following the directions of the 
array and keeping everything else constant). Then you plug each in as a separate page, and it 
rotates them for you. This way you know exactly what each landing page will look like, each 
time it is displayed (you'll understand the importance of this as I talk about the next tool). 

 
An extra bonus of using this type of tool is that it's really easy to run an extra landing page 

or two alongside your Taguchi test.  
 
It's best practice to run your control landing page (the previous best performer) next to the 

test. But you can also run a totally different landing page—say, a graphics-heavy, short-copy 
landing page when your other test pages are variations on a long sales letter—and compare the 
response to that page vs. the response to the different pages in your Taguchi test. Sometimes 
you'll find amazing breakthroughs if you try something completely different, and using a 
sequential rotator allows you to do this in addition to running Taguchi tests. 

 
Plus, with a sequential rotator you can use the same tool to switch back and forth between 

split tests and Taguchi tests. Sometimes you don't want to spend the time or pay for the extra 
traffic it takes to run full Taguchi tests—then you can just do a split test between 2 or 3 or more 
headlines, and get a quick boost from that. Then later when you do want to do a Taguchi test, 
you don't have to switch tools—you just do it. 

 
Taguchi Tools 
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In the last couple of years there have been a small number of tools developed that actually 
handle all the "hard science" of Taguchi for you—making it a snap to set up and run a Taguchi 
test, even if you have no experience at all. 

 
What you do for these tools is identify the different things you want to test on the page, 

plug in the different levels for each factor, then the tool dynamically generates the different 
combinations of variables for you. It makes it so easy to set up a Taguchi test, even someone 
who has almost no Web development experience at all could do it by themselves (or your Web 
team can set it up in just a few minutes). Then they graphically kick out your results and tell 
you your best combination—without you having to track any numbers! 

 
It's easy, easy, easy! If you can't stomach the statistics and you have the budget to invest in 

your testing (it will almost certainly pay itself back)…you should go for one of these tools. 
 
The two I'm most aware of—that are good, that handle all the hard science for you—are 

Vertster (http://www.Vertster.com) and KaizenTrack (http://www.KaizenTrack.com). 
Vertster is a hosted service with powerful servers serving the test pages for you—all you do is 
put little snippets of code in your page. KaizenTrack is software you install on your server, so 
you have to be a little more savvy to get it all to work right. Both are good tools—you can see 
my recommendation below, including why I pick the one I do. 

 
WARNING: There are also a lot of tools claiming to do Taguchi, that don't do Taguchi (they 

just steal the lime-light without really knowing what they're talking about). These need to be 
avoided like the plague. I hope the information I've given you in this book will help you do that 
by asking the right questions (first question: ask them if they use Taguchi's original arrays or 
Dr. Kowalick's arrays…if it's neither you should probably hang up right then). 

 
Multivariate Tools 
 
All Taguchi testing is multivariate testing—but it doesn't work the other way, not all 

multivariate testing is Taguchi testing. If a tool does multivariate testing only—and not Taguchi 
or Design of Experiments (DOE)—it won't give you the incredible leverage Taguchi testing 
does. 

 
The nice thing about Taguchi testing is that you can test just 18 different landing pages to 

learn which of 32,768 pages will perform best. With regular, non-Taguchi multivariate testing, 
you have to run every combination of elements to tell you what pulls best. This is because 
Taguchi leverages the power of statistics to simulate all possible combinations, where regular 
multivariate testing is a 'brute force' method requiring you to test each possible combination 
individually. 

 
So if you were doing a multivariate test of 15 different landing page elements, with 2 

options each, you'd actually have to run about 1,000 people (or more) through each of the 32,768 

http://www.vertster.com/�
http://www.kaizentrack.com/�
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combinations possible—in order to figure out which landing page would perform best. That's at 
least 32 million Website visitors. I don't have the time or budget for that, and neither do you. 

 
So be careful—if you want to run Taguchi tests, don't use a regular multivariate tool. Use a 

tool using Dr. Taguchi's arrays or Dr. Kowalick's expansions on Dr. Taguchi's arrays. To my 
knowledge, there are no other arrays that actually give you the same leverage Dr. Taguchi's or 
Dr. Kowalick's do. 

 
The only time I'd actually suggest using a multivariate tool to do regular multivariate (non-

Taguchi) testing is if you only wanted to test maybe your headline and one or two other 
variables, with 2-3 options each. Much more than that and you might as well do a Taguchi 
test—you'll get much more leverage with the same amount of traffic to your Website. 

 
Other Design of Experiments Tools 
 
Remember from the introduction Design of Experiments is just a simple term to describe the 

process of coming up with more effective tests than just testing every option available. Taguchi 
is one type of Design of Experiments testing. 

 
There are a few tools in the marketplace advertising they do multivariate testing or other 

types of Design of Experiments testing that's "better" (more efficient, gives you more leverage) 
than Taguchi testing. I don't know exactly how to address them. Might they work better? Yes. 
Do they? We'd probably have to run a few tests to see, or have a much more brilliant statistician 
than I go in and look at what they're doing. 

 
The reason I suggest Taguchi over all other Design of Experiments is I know that it works. 

It's reliable. When something else comes along that really stands out and holds up as being 
better than Taguchi, I may switch, or use that too. But in the meantime, I know Taguchi has 
held up to a lot of criticism, and proven itself through extensive testing both in marketing and 
manufacturing. 

 
It gets results, and ultimately that's what’s most important. 
 
If someone tries to sell me something that's "better than Taguchi," I'm going to be very 

wary—and probably not be the first to jump on their bandwagon. You'll have to decide for 
yourself. Some of your options for Design of Experiments tools are under the Non-Taguchi 
Tools section in Appendix 2. 

 
My recommendations for tools to use 
 
There are two sets of tools I recommend above all others for doing Taguchi testing. The first 

is your free option, and is actually a combination of two tools. The second is the paid option, 
and it's an all-in-one solution. 
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Your Free Option 
 
Your free option for doing Taguchi testing starts with the Kowalick Taguchi spreadsheet I 

had you download from http://www.freshlookinc.com/free-taguchi/. You'll use this—
following the instructions in the "hard science" chapter—to set up and analyze your tests. 

 
To rotate and track your tests, you'll use Google's Website Optimizer tool from 

http://services.google.com/Websiteoptimizer/ (also accessible from inside your AdWords 
account). 

 
This method requires that you know html and are very comfortable working with html. Or 

that you work closely with someone on your team who is (get them a copy of this book too, to 
make sure they understand it). 

 
If your test needs to happen within the template, frame, or content management system of 

your Website (the harder free option), then you'll need to follow one procedure. If the test can 
happen outside of the content management system on separate static html pages (the easier free 
option), you'll need to follow a different procedure. 

 
The procedure for working inside a content management or template system is… 
 
First, you need to find out if your content management system will allow you to enter 

JavaScript. Some do, some don't. I know Word Press blogging software requires a plug-in to run 
Google Website Optimizer's JavaScript, because it doesn't support JavaScript by default. You 
may have to see if your system requires some sort of modification or plug-in as well. 

 
Next, you need to work within your content management system to define what needs to be 

tested. The first requirement is that it should be one continuous editable block of html. In other 
words, using this method you're more limited—you can't test the sidebar along with the content 
along with the footer unless there's a single place you enter all this information (most content 
management systems handle different parts of the page in different spots). 

 
You'll probably have to work within the body text of a post, page or product description 

using this method. That said, you can get started testing with this and it can be very valuable. 
You'll just have to get creative, and work within the confines you're given. 

 
Next, within the single block of html you can edit as a whole, you need to define your 

factors. Knowing you're limited to what's in this block of html, print out the displayed page 
from your browser, and highlight the sections you'd like to test. Once you've found each 
section, find and identify them in the html code as well. 

 
Then in another file, create the html for each level of each factor. 
 

http://www.freshlookinc.com/freetaguchi/�
http://services.google.com/websiteoptimizer/�
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Speaking from experience, it helps to put comment tags above and below each section, so 
each section is easily identifiable as you go in to create your different test pages. The comments 
should look something like this: 

 
<!-- BEGIN Factor 1, Level 1 --> 
 Your html code for Factor 1, Level 1 
<!-- END Factor 1, Level 1 --> 
 
<!-- BEGIN Factor 1, Level 2 --> 
 Your html code for Factor 1, Level 2 
<!-- END Factor 1, Level 2 --> 
 
…And so on for all levels of all factors. 
 
Then you look at the Kowalick spreadsheet to get the recipe for each test.  
 
Create a new html file for each test—label them with the date, then "test 1", "test 2" etc. Copy 

and paste the appropriate level for each factor into each file, following the recipe from the 
Kowalick spreadsheet. 

 
Be very careful in this part because if you mess it up, you destroy your leverage and you 

can't rely on the results of your test (no matter how good they look). So make sure each test 
page you create has the exact content the array in the Kowalick spreadsheet tells you it should 
have. 

 
Make sure to also include any body text, etc., you're not testing. 
 
Once you're done inserting each of the levels of each factor, along with anything that should 

be the same in every test, you can open each file in a browser to make sure it contains 
everything you'd expect it to (i.e.—1 level for each factor, and all the additional content you're 
not testing). 

 
Note: when you're creating test content to go inside of a content management system, you 

don't need <html>, <head>, and <body> tags. These should be handled by your content 
management or template system. 

 
Now, it's time to plug it all into Google Website Optimizer. 
 
For working inside of your own content management system or template system, you'll 

want to use the Multivariate Experiment option in Google Website Optimizer—you'll just want 
to tell it you only have one variable you're testing. This allows you to test on-page options 
instead of splitting traffic between pages (in the next section we'll talk about splitting traffic 
between pages). 



 

THE TAGUCHI TESTING HANDBOOK 

Center for Technical Communication ©2008                                                             64 

So create a new experiment, and choose Multivariate Experiment. 
 
In step 1, tell it the URL of the page you're going to test, and the URL of the conversion page 

your Website visitors will go to when they complete your desired action. 
 
In step 2, put the control script at the very top of the text block you're going to test, and the 

tracking script at the very bottom. 
 
Also in step 2, put the <script>utmx_section("Section")</script> at the very top, right under 

the control script, and the </noscript> tag at the very bottom, right above the tracking script. 
This way, you're telling it you want to test all that content as a single variable—so you can just 
plug your different test pages in and it will rotate them for the different visitors. 

 
Still in step 2, make sure your current content for the test page is between the 

script>utmx_section("Section")</script> and the </noscript> tags. 
 
One more part of step 2—put the conversion tracking script on your conversion page. 
 
Finally, tell Website Optimizer to validate that you've inserted the scripts correctly. 
 
Now on to step 3—you're going to copy and paste the content of each test page into Google 

Website Optimizer as a new variation. Just copy and paste from each of the files you made 
using the recipe from the Kowalick spreadsheet. Create a new variation for each one.  

 
For an array with 18 test pages, this means you're going to have 18 variations on the 

"Section" plus you're going to have the original, or control, landing page. 
 
Then you can use the preview tool in Google Website Optimizer to make sure each was 

inserted correctly, and works in Google's rotation. 
 
And finally—in step 4—define what percentage of traffic will be put into the test, and what 

percentage will see your control page.  
 
If you're in a low traffic situation, you may need to put 100% into the test. Remember, you'll 

probably want at least 1,000 people to view each test page, and as many as 2,000 per test page, if 
you have a lower conversion rate. 

 
If you're in a higher traffic situation, you can put as little as 10% to 20% of your traffic 

through the test, as long as you're quickly able to get at least 1,000 visitors to each landing page. 
 
Then start the test, and let it run! 
 
Check back frequently to make sure Website Optimizer is tracking the impressions your 
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landing page gets. As visitors view your Web page it should randomly select a test page to 
display, show the page to them, and count each one as an impression for that page. Also, as 
they convert it should track the conversion back to the test page they saw and add it to the 
count. 

 
By the time 1,000 visitors have seen each of the test pages, here's what to look for. Most (75% 

plus) of the pages should have at least 1 conversion each. More is better. Your best performing 
page should preferably have 3 to 5 times (or more) conversions than your lowest performing 
page (not including any with no conversions). If your test pages don't meet these conditions, 
keep running the test until they do. 

 
But…you don't have to wait for Google Website Optimizer to tell you that you have 

statistical significance. You'll look for statistical significance in a later part of the test. 
 
Once you've met the conditions above, you can stop the Website Optimizer test and plug 

the info into the Kowalick spreadsheet. The number of conversions goes in the first response 
column under "Responses & Circulation" and the impressions go in the first circulation column 
in the same table. 

 
It will automatically calculate the Influential Factors, their % of Influence, and tell you the 

best option. It will also tell you the expected optimum response from a landing page including 
all of the best options. For any factor without a best option listed, the measured influence is not 
strong enough to make a difference. This means you can choose the option that works best for 
you, is cheapest to include in the landing page, or is cheapest to fulfill. 

 
What you do next is use the recommendations of the Kowalick spreadsheet to put together 

your optimized landing page. Next, set up another Website Optimizer experiment using the 
instructions above…but just put your optimized landing page in against your control page, and 
the best performing page from your test.  

 
Run these three in a new experiment until you are able to get statistical significance between 

the top 2 performers. To calculate your statistical significance, you can use 
http://www.splittester.com/. Just put in the number of conversions where it asks for number 
of clicks. And where it asks for CTR, you're going to put in the conversion rate. To get the 
conversion rate, divide the number of conversions by the number of impressions, and multiply 
by 100. 

 
Once you have at least 95% confidence, you can declare a winner—you have your optimized 

landing page! Now use this as your future control as you continue testing and optimizing! 
 
The procedure for working with static html pages is… 
 
…Almost the same as above, but instead of creating different content you'll insert into 

http://www.splittester.com/�
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Google Website Optimizer, you'll upload a different page on your site for each test page. 
 
That means each test page should be an independent and complete html page (including 

<head>, <html>, <body>, etc. tags). Again, use the test recipes from the Kowalick spreadsheet 
to create each test page. 

 
Once the pages are created, each page should be uploaded to your server. Be sure to use 

easy to follow naming conventions, because you'll have to refer to them from Google Website 
Optimizer. 

 
Go through the setup process for an A/B Experiment. Define your control landing page as 

the original, and add enough variations for each test page. Put the different URLs into the A/B 
experiment setup under "Identify the pages you want to test." 

 
Then identify your conversion page—tell Website Optimizer the URL of that page. 
 
Next, you'll have to add the control and tracking scripts to each of the pages. Only the 

original page needs the control script, but each of the test pages need tracking scripts. Also, the 
conversion page needs the conversion page tracking script, which is different than the tracking 
scripts for each of the pages. Website Optimizer has good documentation as to how to insert 
these scripts, so for further information you can check out their help section. 

 
Then you can validate that all the scripts were inserted correctly, and preview each page. 
 
Now you're ready to start the test! 
 
From here forward running your test on static html pages is the same as inserting content 

into a content management or template system. Refer back to the previous section for how long 
to let the test run, and how to analyze the results. 

 
Now on to the easy-as-pie option… 

 
Your All-In-One Paid Option 
 
Here's where you can breathe a sigh of relief if you're really not into all the DIY and you 

want to just jump in, start testing, and get results. 
 
There's a service called Vertster that handles all the complicated stuff for you. Their Website 

is http://www.Vertster.com, and their phone number is 1-877-88-SPLIT. 
 
Not only does their software do all the tough Taguchi statistics stuff for you—they have 

skilled staff on hand who can answer any questions about their system. Plus they have easy 
setup guides. And…if you've managed to get through this book so far, you'll find their system 

http://www.vertster.com/�
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so simple to use you probably won't need their help. 
 
I'm not going to go into much detail here about the Vertster tool. It's just too easy to use for 

me to need to explain it.  
 
But…I'll tell you that their tool is my number one recommendation for a paid Taguchi tool. 

Their prices are closer to the top of the spectrum than the bottom, but they know their stuff and 
provide value far beyond what they charge. If you look at it as an investment in future 
conversions, it's a no-brainer. 

 
Here are some other features Vertster has that make it even more valuable: 
 
• It's a hosted tool—they have powerful servers serving your test ads, so it doesn't stress 
your server by forcing it to crunch numbers to come up with the different combinations. 
 
• It's constantly updated without you having to upgrade anything on your system. 
 
• They allow for Profit Protection—they call it "Fractional Sampling"—you decide how 
much of your traffic sees a test page, and how much sees the control. 
 
• They protect your SEO search engine rankings—they understand how the search engine 
crawlers work, and prevent the crawlers from seeing all your different test pages. This 
means the search engine doesn't even recognize that you're showing different content to 
different visitors, and won't change your rankings because of your test. 

 
• They don't use hated "third party cookies" to track—their method is much more reliable, 
and makes it less likely your tracking information will be deleted by the user. This gives you 
the most accurate tracking possible. 

 
• Their system remembers who saw what test page—so each time a visitor returns to the 
landing page, they see the same content. This is important when someone sees your landing 
page once, leaves your Website, makes a decision, then comes back to buy. If they're not 
tracked accurately and shown the same page they originally saw, the final page they see will 
get the credit, and not the first. You want the first to get the credit and Vertster will get it 
right about as often as is possible online. 

 
Google Website Optimizer shares many of these features, but does not make it easy for you 

to run a Taguchi test (just free). A lot of the other options in the marketplace that make it easy to 
run a Taguchi test do not share these same features that help with the accuracy of your tests (I 
won't name names). 

 
So, if you have a testing budget—go with Vertster. If you don't and you have to bootstrap 

it—I hope I've given you enough information here to do that. 
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One quick note: there's one more tier of service, even above Vertster's offering. That's a 
managed or outsourced testing solution, including those provided by me at 
http://www.FreshLookInc.com, and by my Taguchi mentor, David Bullock, at 
http://www.DavidBullock.com.  

 
If you want someone else to worry about everything from test design to tool 

implementation, from analyzing results to identifying other ways to increase conversions, 
outsourcing your testing is something you really want to consider. Again, the more service, the 
bigger the price tag, but it can be as hands-on or as hands-off as you want it to be, and you don't 
have to worry about the technical details. That said, this book is all about empowering you to 
run your own Taguchi tests, so let's keep going down that road. 

 
Now you're ready to go—let's run your first test… 

http://www.freshlookinc.com/�
http://www.davidbullock.com/�


 

THE TAGUCHI TESTING HANDBOOK 

Center for Technical Communication ©2008                                                             69 

 

 

Chapter 7:  
Let's Get Started—Running Your First 
Test 

 
Remember our three goals from the beginning of this book? They were: understand Taguchi 

testing, plan your first test, and get started. 
 
By this point you should understand Taguchi testing pretty well. Now it's time to plan your 

first test. So in this chapter I'll give you the plan to follow. Then it's just up to you to get started! 
 
Here's a checklist of what to do to run a Taguchi test. Use it to run your first test, and any 

others after it, until you internalize the process. This list is courtesy of David Bullock at 
http://www.DavidBullock.com—and only slightly modified by yours truly. 

 
1. Choose the landing page / sales page you are looking to test. 
 
2. Print out landing page / sales page. 

 
3. With a marker, identify parts of the page you would like to test. 

 
4. Choose the tool you'll use to test. 

 
5. Choose the array you'll use for your test—deciding which is most appropriate for the 
factors you'd like to test. 

 
6. Give each factor a name. 

 
7. Create enough levels for each factor, based on the array you're using to design your test. 

 
8. Create your test landing pages. 

a. If you're using a tool like Vertster that uses templates to swap things out for you, 
enter the levels for each factor into the tool. 

http://www.davidbullock.com/�
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b. If you're using a sequential rotator like Google Website Optimizer, use a text 
editor or a program like Dreamweaver to create static html for each of the test pages 
(either as complete pages, or as html to put into the tool to swap out just a section of the 
page). 

 
9. Load the pages onto your server, or into the tool you'll use to swap out the different test 
ads. 
 
10. Verify that each page looks right, and make sure you're picking up views and 
conversions. 
 
11. Officially "start" your experiment, if your tool requires this. 
 
12. Open the flow of traffic into your test pages. 
 
13. Wait for enough visitors to see each of the test pages. 
 
14. Gather results. 
 
15. Run the results through a Taguchi analysis program (the Kowalick spreadsheet or the 
built in analysis in Vertster). 
 
16. Build the optimized ad based on your results. 
 
17. Verify your original results by running your control against your optimized ad and the 
best performer out of your test battery. 
 
18. Look for statistical significance in the verification test—keep running until you have 95% 
confidence. 
 
19. Interpret results. Why did best performing levels perform better? Why were influential 
factors influential? 
 
20. Document what you've learned. 
 
21. Decide what should be tested again, or what other things to test. 
 
22. Start your next test. 
 
That's it—there's your plan for running your first test—a plan you can repeat over and over 

again. But…that's not the final story. In the next (and final) chapter, I'll let you in on a couple 
extra Taguchi tools and strategies, plus what else you can do to optimize your sales and 
marketing process… 
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Chapter 8:  
What Pros Know—Five Advanced 
Taguchi Strategies 

  
Pro Strategy 1: The notebook… 
 
I'd like to start this chapter by talking about the most valuable thing a serious direct 

marketer can keep on their desk. Anyone testing their marketing should have one. It's not a 
fancy gold pen or a name plate. It's something you can pick up for 99 cents at the drug store. 

 
It's your testing notebook. 
 
As you run your tests, you're going to learn a lot of things. A lot of valuable things. 

Everything you learn from your test will be something you'll probably want to know going 
forward—because it's proven insight about the market you're selling to. 

 
But everything you learn is just another thing you can forget. 
 
That's why you should keep a notebook of the who, what, when, where, why, and how of 

all of your testing. All the details that matter—from test setup to factors and levels tested, to 
results, to interpretation should be in there. Don't rely on your memory to tell you in 1 year if 
free shipping was a better offer than $50 off. Rely on your testing notebook to tell you. 

 
So right now, go out and buy at least 1 notebook—preferably 3 or 4. And start keeping 

notes. Fill it up. There should be enough information for each thing you learn or start testing so 
you will understand what it means when you come back to it weeks, months, or years down the 
road. This way, everything you learn will build on what you've learned before—and before 
long you'll be the smartest marketing expert in your industry, because you've had insiders 
access to more test results than anyone else in your industry. 

 
Pro Strategy 2: Survey says… 
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Here's a unique way of looking at your Taguchi tests I picked up from working with David 
Bullock. If you adopt this philosophy, it's really easy to pull information from your Taguchi 
tests that you can apply later. It's possibly the most important strategy you can have for 
continuously increasing profits through regular testing. So here it is… 

 
Every test you run is a forced survey of the marketplace.  
 
Each item you test is asking your prospects "Will you be more likely to become a customer if 

I show you this?" They respond with a yes if they buy. They respond with a no if they don't. No 
skin off your back—you know what you tested either is or is not a good thing to include in your 
landing page, and you move on. 

 
When you take this approach, you can ask—"Will my market respond better to 'How To' 

information, 'Secrets Of' information, or 'Warning' information?” So you test three headlines 
based on these ideas. One of them will be the winner for your prospects and your market. Then 
you can go forward, knowing that strategy has worked before and can probably be used again 
with measurable success.  

 
Later you can test the image of a man vs. a woman. Previous testing has found in most 

markets, women respond better to images of women, and men respond better to images of men. 
But in your market it could be different. So why not test it? You can also test images of different 
men vs. different women…and so on. The questions you can ask your market through testing 
are endless. 

 
Pretty soon you'll have a deep understanding of the needs, wants, and desires of your 

marketplace. You'll be able to almost instinctively create marketing that taps into what the 
marketplace wants, and you'll become ever more successful. 

 
Just remember—you're always surveying the market, every time you run a test. 
 
Pro Strategy 3: Forest, trees, branches, leaves… 
 
One of the best things about Taguchi testing is that it tells you what's important on your 

page, and what isn't. That means you can quickly identify where to focus your future tests to 
have the most impact on your profits. 

 
It's a good strategy for testing to identify important big ideas first, and only later zoom in on 

the small details that probably have very little impact on response. 
 
What this means is first you want to test the forest—big ideas, obvious differences, high-

probability areas, etc.—and work your way down to the little differences—Arial vs. Verdana, 
orange vs. red buttons. 
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And don't let yourself get caught up in testing differences with little impact. At some point, 
you'll reach what's called the "point of diminishing returns." It becomes not worth your time to 
test the little details, because they don't give you big impact. You'd be better served moving on 
and testing a different sales process. A good rule of thumb for this is once you can't get a 50% 
increase out of another Taguchi test (where you've previously gotten 100% increases or more)—
it's probably not worth running another test on. Move on. 

 
Follow the Pareto principle here—20% of your sales message is having 80% of the impact. 

First you want to find what that 20% is. Then you want to find the 20% of that which 
contributes most to that input's power. And so on. Taguchi lets you test that, using the 
strategies in this book. Just make sure that's what you're doing—and you're not wasting your 
time on the 80% that's not helping much. 

 
Pro Strategy 4: Three legs are better than two… 
 
Here's a quick pro strategy to help you get better results. What you want to do is increase 

the odds you'll find a profitable option for each piece of content you test. And the best way to 
do that is to test more than two options. 

 
When you're planning your Taguchi test, pick an array that lets you test three or more levels 

for each factor. That way, the odds are more in your favor you'll come across a winner for each 
one. Plus, if one bombs, you're not stuck in a situation where 50% of your traffic through your 
test is seeing the bad option—instead it's down to 33% or less (you don't really want to stop the 
test because one option on one variable is doing poorly—through most of the test it will be hard 
to pick out anyway, so you'll want to keep it running). 

 
For your very important variables—like your headlines—use an array that lets you test six 

options. This increases the odds you'll find a real breakthrough. The more different options you 
test, the more likely you are to find a big winner—plus the more protected you are in case one 
has a bad impact on results. 

 
Pro Strategy 5: Not the be all and end all… 
 
Here's the last pro strategy… 
 
I know you love the latest and greatest. So do I. Right now Taguchi has a lot of traction in 

the marketplace. It's even rightly been called the most powerful form of marketing testing ever. 
And that's awesome. 

 
But a real pro knows you don't just want to use Taguchi. In some circumstances, you'll get 

quicker results just by testing a headline against a couple others. And that doesn't need Taguchi. 
You can do it with a simple split test. 
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You might even find that after doing your first Taguchi test your headline has a gigantic 
impact on results. Maybe you'll decide it's worth testing 6 more headlines, but right now you 
don't want to test anything else. That's okay! Just do a split test. You'll need less traffic, and can 
get results quicker. 

 
Taguchi is a tool. It should be used when appropriate. You don't use a table saw to pound a 

nail into the wall, just because it's a more advanced tool. You also shouldn't use Taguchi unless 
the situation calls for it. 

 
Remember this and you'll maximize your time and profits. 
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Chapter 9:  
What's Next—Beyond Your First Test 

 
I don't care if you never run a Taguchi test in your life. Strange I'd wait until the last chapter 

of the book to tell you that. But stick with me a second and I'll explain. 
 
Like I said in the last chapter, Taguchi is not the only tool at your disposal. An important 

part of this book was teaching you all about what Taguchi testing is, and how to do it.  
 
But an even more important part was teaching you strategies for testing your marketing. 
 
And that doesn't require you to run a Taguchi test. 
 
But it does require you to test your marketing. Test one approach against another, and track 

results to see what people are more likely to respond to. It will help you get better at marketing, 
it will help you sell more products, and it will put maximum profits in your pocket. 

 
If nothing else, I hope this book has inspired you to start testing—whether it's Taguchi 

testing, multivariate testing, split testing, or some other form of testing. Just test it. Figure out 
what the market wants, and give it to them. 

 
Is it clear? I really want you to test your marketing. And keep testing, as long as you're 

marketing. Here's why—I could never say it better than Jay Abraham… 
 
"Testing is the key to all your success." 
 
Best of luck to you for profitable testing! 
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Appendix 1: 
Taguchi Glossary 

  
Ad Rotator  
  
An ad rotator is a piece of software that lets you test different advertisements. You give it 

the pages you would like to test, and it shows them randomly to people who visit your Website. 
If it has built-in tracking—which good ad rotators should—it tells you which page led to the 
most sales. Important features to look for in an ad rotator include conversion tracking, 
throttling, and allowing you to test more than two pages in a single test—at least 19, actually.  

  
Array  
  
The array is the road map to your Taguchi tests. An array tells you which options to use for 

each factor when putting together your test. It describes what each test should contain to run 
properly.  

  
Conflicting Options  
  
Conflicting options are two or more test inputs that should not appear together. This is 

something to try to avoid when designing your tests.  
 
For example: You can't test a headline offering 15% off against one offering free shipping in 

the same test as you are testing an order button offering 15% off against one offering free 
shipping. Why? If you count the headline as a separate element from the button, and test these 
two different offers on each, you'll end up with a situation where your 15% off headline is 
showing with the free shipping button, and vice versa. The only way around this is to design 
the test using the manual method described in this book, and be testing the offer, not the 
headline or the order button. Then, when you're building a test page with an offer of 15% off, 
you insert copy reflecting this in the headline and on the order button. When the offer being 
tested is free shipping, you'd put the appropriate copy in all places as well. 

  
Control  
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Your control is your previous best landing page or advertisement. All tests should be run 
against the control, meaning the response you get from your test ads should be compared to the 
response from the control during the same time period, under the same conditions. If you do 
not compare your test results against the control, you could potentially adopt a landing page 
that performs worse, just because the conditions you tested it in were better than the conditions 
your control was run in. So always compare your test to the performance of your control.  

  
Conversion  
  
A conversion takes place when a prospect or customer takes the action you want them to 

take. That could be filling out an online form, making a purchase, clicking through to another 
page of your Website, or any other measurable action. The conversion rate (measured by the 
total visitors divided by how many took the action you were looking for) is what you're looking 
to improve by running your tests.  

  
Design of Experiments (DOE)  
  
Design of experiments takes advantage of leverage. It's based on the idea that instead of 

testing all possible combinations of different factors, you can test a few of the combinations and 
reasonably predict how the different combinations will act. Taguchi is a form of design of 
experiments—or DOE—testing.  

  
Factors / Success Factors / Variables  
  
The factors are the different elements of your Website you're looking to test. They're also 

sometimes called success factors. This could include the navigation bar, the headline, the 
subhead, the lead paragraph, the greeting, the picture, the background color, the order button, 
etc. Factors are also sometimes called success factors or variables.  

  
Input  
  
Input is what you do, or what you create. This is another term to describe the different 

headlines, lead paragraphs, greetings, etc. you plan to test. The entire success of your test—
assuming you get it right mechanically—is based on your input into the test. The old phrase, 
"garbage in, garbage out," applies here. If your input is bad, your results will be too. If your 
input is okay, your test will probably turn out pretty good. And if your input is good, your 
results will be astounding! That's why I devoted a BIG chapter in this book to input design.  

  
Interaction  
  
Each part of your test, or landing page, does not exist in a vacuum. They influence each 

other—that's interaction. Taguchi testing determines what interaction is taking place, which 
variables interact most strongly with the other variables, and how to leverage that into getting 
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the best result.  
  
Levels / Options  
  
Levels are the different inputs you create for each factor. If you're testing headlines, the 

levels are the different headlines you're testing. Different arrays require different numbers of 
levels for each factor. Levels are also sometimes referred to as options.  

 
Multivariate / Multivariable  
  
The basic idea of a multivariate test or multivariate statistics is that you're looking at more 

than one variable at a time. In marketing terms, this is looking at the headline and the picture—
or the headline, the picture, and the offer, (or any other combination of multiple variables)—at 
the same time. Compare this to univariate (single variable) where you're only looking at one 
thing at a time—like in A/B testing. Taguchi testing is an advanced form of multivariate testing 
that tests a small number of possible combinations to determine the best out of all the 
combinations. Sometimes multivariate testing is also referred to as multivariable testing.  

 
Noise Factors  
  
When you run a test, there are things beyond your control (e.g., what other sites your 

visitors have open in other windows that may influence their conversion rate) or that you 
decide for one reason or another not to test. But these things may still influence the results of 
your test. These are called noise factors. The noise influences your overall results. But it is 
impossible to determine how or by how much. This is an accepted part of any experiment. 
When Taguchi designed his methods, he acknowledged the effect of noise on the experiment 
through robust design. The final result is that the effect of noise is minimized in the optimized 
advertisement from a Taguchi test.  

  
Pareto Principle  
  
You may have heard the Pareto Principle called the 80/20 rule. The basic idea of the Pareto 

Principle is that a small part of what you're doing influences a large part of your results. For 
example, you may find through Taguchi testing that the only real variables influencing results 
are your headline, your picture, and your offer. Your body copy, your testimonials, your 
background color, and other factors may not have much or any impact on results. What this 
means to you is that you should focus future testing on the small part of what you're doing that 
brings the greatest benefit.  

  
Profit Protection / Throttling  
  
When you run your test, the results could be good or bad. During this time, you can't afford 

to lose the profit coming from your pre-testing landing page. So if possible you want to run a 
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large amount of your traffic through the control landing page by default, and split up the rest of 
your traffic between your tests. This segmenting of traffic is called profit protection, or 
throttling. When picking the ad rotator or Taguchi testing tool you'll use to segment your traffic 
and present tests to your Website visitors, you want to look for profit protection functionality. 
You want to make sure you can define what percentage of your traffic will get your control 
landing page displayed to them, and what percentage will see the tests.  

 
Robust Design  
  
Above I mentioned the influence noise can have on a test. Robust design is a design of 

experiments concept used to minimize the effect of noise on your final result. Taguchi testing 
takes advantage of robust design.  

  
Statistical Significance  
  
When you're running a test, it may look like one landing page gets better results than 

another. But how can you tell if that will hold up? There's a statistics concept called statistical 
significance. It involves calculating how confident you can be the results you're getting will 
remain constant, beyond your test. Ideally, you want to be at least 95% confident your results 
will continue as they have in your test. This concept—including where to look for statistical 
significance in your Taguchi tests—is covered in detail at the end of the Taguchi Basics chapter.  

  
Variance  
  
Variance is a statistical concept describing how much the results you get are different from 

what you expect. For the purpose of this book, this primarily applies to your verification test. 
You're looking for only a small amount of difference between what your Taguchi results say, 
and the actual results you get from your verification test.  

  
Verification Test  
  
The verification test is how you make sure your Taguchi results hold up in the real world. 

This is where you can make sure your optimized landing page holds up against the control, 
actually performs better, and by how much. You want to make sure your Taguchi-optimized 
landing page gets results within 25% of what was expected by the optimization, and that it 
performs statistically better than the control. I also like to include the best-performing test in my 
verification test, just to make sure the optimized landing page truly beats that page as well.  
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Appendix 2:  
Taguchi Tools and Services List 

 
I searched my notes and Google to identify the different tools and services you may come 

across when trying to find a Taguchi solution. This should be most of them. I tried to give 
information about them, whether or not they truly offer Taguchi (to the best of my knowledge 
and investigative abilities), and anything else that may be helpful. 

 
Buyer beware: many sellers of tools and services use Taguchi like a buzzword to try to make 

the sale, without truly understanding the method itself. Using what you've learned in this book, 
you should have a pretty good understanding of the features of true Taguchi tools and services, 
and should be well on your way to spotting fakes. The information below should help as well. 

 
My Preferred Taguchi Tools:  

 
Google Website Optimizer 
http://www.Google.com/WebsiteOptimizer 

 
I talk about Google Website Optimizer in great detail throughout this book. It is my favorite 

ad rotator, and is very flexible as far as testing complete pages vs. parts of pages, etc. But 
remember, their multivariate testing is not Taguchi—if you want to do Taguchi using Google 
Website Optimizer, you have to pair it with the Kowalick spreadsheet (using the instructions I 
give you in this book). 

 
Kowalick Spreadsheet 
http://www.FreshLookInc.com/free-taguchi/ 

 
This tool can be used to design and analyze Taguchi tests in any media. I've arranged to 

give it to you for free, as a bonus for purchasing this book. Using this paired with Google 
Website Optimizer, you can run as many free Taguchi tests as you'd like. 

 
Vertster 
http://www.Vertster.com 

http://services.google.com/websiteoptimizer/�
http://www.freshlookinc.com/free-taguchi/�
http://www.vertster.com/�


 

THE TAGUCHI TESTING HANDBOOK 

Center for Technical Communication ©2008                                                             81 

This is my preferred complete Taguchi solution. It is a higher-end hosted service, but is well 
worth it. Their Taguchi tool was developed in conjunction with David Bullock (see below). It 
does the statistics for you—so you only need to be able to create the content you want to test in 
order to run your Taguchi tests. Plus, their staff is able to answer your Taguchi-related 
questions. 

 
Other Taguchi Tools: 

 
AdComporator 
http://www.AdComparator.com 

 
This is a very basic Web-based tool you can use like the Kowalick spreadsheet to design and 

analyze your Taguchi tests. Only 4 arrays are available, and each only lets you test two options 
for each variable, but it's free, so who's complaining? This is very handy for testing AdWords 
ads. 

 
Admize 
http://www.Admize.com 

 
This is like an online version of the Kowalick spreadsheet, but cleaner and with better visual 

output for better understanding of your results. It is especially designed to be a tool for offline 
Taguchi testing. 

 
Split Test Accellerator 
http://www.SplitTestAccellerator.com 

 
This software you install on your site allows you to run Taguchi testing and split testing. 

I've heard many good things about it, but have no direct experience. 
 

Kaizen Track 
http://www.KaizenTrack.com 

 
Very affordable software you install on your Website for running Taguchi and split tests. 

My experience with it is that because it's installed on your Website it requires a higher level of 
technical proficiency to get started—although they do have support to help you along. 

 
Offermatica 
http://www.Offermatica.com 

 
This is a hosted solution for split testing, multivariate testing, and Taguchi testing. It is 

owned by Omniture, who also provides Taguchi testing services (see below). 
 

Non-Taguchi Tools 

http://www.adcomparator.com/�
http://www.admize.com/�
http://www.splittestaccellerator.com/�
http://www.kaizentrack.com/�
http://www.offermatica.com/�
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SplitTester.com 
http://www.SplitTester.com 
 

Unlike most of the other tools listed in this appendix, this tool makes no claim of being a 
Taguchi testing tool. Instead, it was created to tell you the statistical significance of test results 
between two AdWords ads. But you can use it in your testing to determine the statistical 
significance of test results between any two landing pages or other test pages. I outline how and 
when to use it in more detail throughout the book, but the basics are that you can take your two 
top performing landing pages, insert the number of conversions for each in the "Number of 
Clicks" fields, the number of visitors to each in the "CTR" fields, and click "Calculate." It will tell 
you how certain you can be that one landing page will continue to outperform the other—
you're looking for at least 95% certainty. 
 
SiteSpect 
http://www.SiteSpect.com 

 
I'm not sure if this tool does Taguchi using either Dr. Kowalick's or Dr. Taguchi's arrays—

and any variation from these arrays without a deep understanding of the statistics behind them 
is dangerous. If I wanted to do strict Taguchi testing, I'd stay away. That said, they have some 
pretty compelling success stories and a great client list, so their testing methods may actually be 
both legit and effective. 

 
Maxymiser 
http://www.Maxymiser.com 

 
They seem to use a combination of Taguchi and some proprietary methods—a combination 

I don't trust 100%. While it may work, I'd avoid it if you hope to do pure Taguchi testing 
because I don't think that's what this is. 
 
Taguchi Services: 

 
Roy Furr, Fresh Look Inc. 
http://www.FreshLookInc.com 

 
This is my company. I'm available on a limited basis to help you implement Taguchi testing 

and other types of testing in your online marketing, including helping you manage outsourced 
testing services. 

 
David Bullock 
http://www.DavidBullock.com 

 
David Bullock is my Taguchi mentor, and one of the first people to do heavy-duty Taguchi 

testing on marketing. David also is the person who introduced the world of Internet marketing 

http://www.splittester.com/�
http://www.sitespect.com/�
http://www.maxymiser.com/�
http://www.freshlookinc.com/�
http://www.davidbullock.com/�
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to Taguchi a few years ago. He provides end-to-end optimization services for your Website. 
 

Omniture 
http://www.Omniture.com 

 
They own and use the Offermatica tool, offer split testing, multivariate testing, and Taguchi 

testing, plus a range of other Website optimization services. 
 

WideMile 
http://www.WideMile.com 

 
They offer Taguchi testing as part of a larger package of Website optimization. 

 
Optivariate 
http://www.Optivariate.com 

 
They offer creative development and management for split testing, multivariate testing, and 

Taguchi testing. 
 
Non-Taguchi Services: 

 
Ion Interactive 
http://www.IonInteractive.com 

 
Not a Taguchi testing service, they help you optimize your on-site Web marketing by testing 

different visitor paths, etc. 
 

SiteTuners 
http://www.SiteTuners.com 

 
They define multivariate testing and Taguchi testing as the same thing (which they're not), 

so it makes me wonder about the value of their other "specialties." 
 

Optimost 
http://www.optimost.com 

 
Of all service providers using non-Taguchi DOE methods, Optimost is the one I trust most. 

They seem very well versed in DOE, multivariate testing, and even Taguchi testing, and have 
very specific ways they claim to have added to the Taguchi methodology with the help of 
multiple academic researchers who teach advanced Design of Experiments concepts. They also 
offer their own proprietary tool for implementing their methods. 

http://www.omniture.com/�
http://www.widemile.com/�
http://www.optivariate.com/�
http://www.ioninteractive.com/�
http://www.sitetuners.com/�
http://www.optimost.com/�
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Appendix 3:  
Five Ways to Capture E-mail Addresses of 
Landing Page Visitors 

 
By Robert W. Bly 
  
Most Internet marketers I know who use landing pages to make direct sales online focus on 

conversion: getting the maximum number of visitors to the landing page to place an order for 
the product being advertised. 

 
Other Internet marketers, when writing landing page copy, focus not only on conversion, 

but also on search engine optimization: key word selection and meta tag creation that can 
increase traffic by raising the site’s search engine rankings. 

 
But in addition to conversions and unique visits, savvy Internet marketers are also 

concerned with a third performance metric: e-mail address capture.  
 
If you have a two percent conversion rate, then for every 100 visitors to the landing page, 

only two buy—and of course, during these transactions, you capture the e-mail addresses of 
those buyers. 

 
What happens to the other 98 visitors—those who do not buy? You will not be able to add 

their e-mail address to your list unless you incorporate a deliberate methodology into your 
landing page to capture it. 

 
Here are 5 different methodologies for capturing the e-mail addresses of landing page 

visitors who do not purchase. Every landing page you operate should use at least one of these 
methods: 

 
1. E-zine sign-up box. This is a box where the visitor can get a free e-newsletter subscription 

just by entering his name and e-mail address. You can see an example of a simple e-zine sign-up 
box at www.bly.com and countless other Websites. 

http://www.bly.com/�
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The e-zine sign-up box placed prominently on the first screen is a widely used method of e-
mail capture for Websites. But it is less commonly used for micro-sites and landing pages.  

 
The reason is that, if your headline and lead properly engage the reader’s attention, he 

won’t bother to sign up for the e-newsletter—instead, he’ll start reading. 
 
Then, if he loses interest or reaches the end but does not order, and instead clicks away, you 

haven’t captured his e-mail address. 
 
2. Squeeze pages. Also known as preview pages, these are short landing pages that require 

the visitor to register—by giving his name and e-mail address—before he is allowed to go on 
and read the long-copy landing page. To see a squeeze page at work, visit: 
www.squeezepagegenerator.com. 

 
In some cases, the long-copy landing page itself is positioned as a “report” which the visitor 

can read only if he submits his name and e-mail address first. For this to work, your landing 
page should be written in an informative, educational style. 

 
Many squeeze pages offer a content premium, such as a free report, just for submitting your 

e-mail address. Those seeking to capture snail mail as well as e-mail addresses should make the 
premium a physical object that must be shipped, such as a free CD. 

 
Squeeze pages work well when your primary source of traffic is organic and paid search. 

Reason: search visitors clicking to your site are only mildly qualified, because they are making a 
decision to visit based on only a few words in a search engine description or paid Google ad. 

 
Therefore, they may not be inclined to read long copy from a source they are not familiar 

with. A squeeze page lets them absorb the gist of your proposition in a few concise paragraphs. 
The main advantage of the squeeze page is that it ensures capture of an e-mail address from 
every visitor who reads the full landing page. In addition, these prospects have been pre-
qualified, in terms of their interest in the subject, and so are more likely to stick with long copy. 

 
3. e-mail capture sidebars. These are forms built into the main landing page as sidebars, again 

making a free offer. In a long-copy landing page, the e-mail capture sidebar usually appears 
early, typically in the second or third screen, and may be repeated one or more times 
throughout the page. Example: www.rocketfrench.com. 

 
The drawback of the e-mail capture sidebar is that the prospect sees it before he gets too far 

into the sales letter, and therefore before you’ve sold him and asked for the order.  
 
Therefore, the risk is that if your product teaches, say, how to speak French, and the e-mail 

capture sidebar offers free French lessons, the visitor will just take the free offer and feel no 
need to spend money on the paid offer. 

http://www.squeezepagegenerator.com/�
http://www.rocketfrench.com/�
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4. Pop-under. When you attempt to click away from the landing page without making a 
purchase, a window appears that says something like, “Wait! Don’t leave yet!”—and makes a 
free offer. To see how this works, go to one of my sites, www.becomeaninstantguru.com, and 
then leave without buying anything. Unless you have a pop-up blocker installed, you’ll see a 
pop-under when you do this. 

 
The big advantage of the pop-under is that the visitor sees it only after he has read to the 

point where he is leaving without ordering. Therefore, the free content offer doesn’t compete 
with or distract visitors from the paid product offer. 

 
The disadvantage is that about half of Internet users run pop-up blockers on their PCs, and 

these blockers will prevent your pop-under from showing.  
 
5. Floaters. A floater looks and functions much like a pop-up window, but it’s actually part 

of the landing page’s HTML code, and therefore, won’t be blocked by a pop-up blocker. You 
can see a floater at http://bhg.com/. 

 
The floater blocks a portion of the landing page when you click onto the site. You can enter 

your e-mail or click it away without doing so. Either action removes the floater and allows you 
to see the complete landing page. 

 
As you can see, all of these e-mail capture methods offer some sort of free content—typically 

a downloadable PDF report, e-course delivered via auto-responder, or e-zine subscription—in 
exchange for your e-mail address.  

 
Why bother to maximize capture of visitor e-mail addresses on your landing pages and 

other Websites? 
 
There are two primary benefits. First, by sending an online conversion series—a sequence of 

e-mails delivered by auto-responder—to these visitors, you have another opportunity to 
convince them to buy and increase your overall conversion rate. 

 
Second, the best names for your e-mail marketing efforts, far better than rented opt-in lists, 

are in your house e-list. So the faster you can build a large e-list, the more profitable your 
Internet marketing ventures will become.  

 
How much more profitable? Internet marketing expert Fred Gleeck estimates that, for 

information product marketers, each name on your e-list is worth between ten cents and a 
dollar or more per name per month.  

 
Therefore, a 50,000-name e-list could generate annual online revenues of $600,000 a year or 

higher. In other businesses, the sales could be significantly higher. Hewlett-Packard has 4.5 
million e-zine subscribers, from whom they generate $60 million in monthly sales. (B-to-B, 4/4/05) 

http://www.becomeaninstantguru.com/�
http://bhg.com/�
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Taguchi Services 
 
 
David Bullock 
Results2 
1784 W. Northfield Blvd - 162 
Murfreesboro, TN 37129 
Phone: 615-867-3424 
Fax: 615 867 3492 
E-mail: david@davidbullock.net 
Website: www.results-squared.com 
 
Offermatica 
Pier One Bay Three 
San Francisco, CA 94111 
Tel: 866-627-3557 
Fax: 415-622-0057 
E-mail: info@offermatica.com 
 
Scott Miller 
Vertster 
Tel: 801-571-8200 
E-mail: scott@vertster.com 
Website: www.vertster.com  
 
TaguchiNow, Inc.  
8712 Maysville Road 
Oregon House, CA 95962  
Tel: 530-692-9035 
E-mail: info@taguchinow.com 
Website: www.taguchinow.com 
 
Optimost 
750 Third Avenue 

mailto:david@davidbullock.net�
http://www.results-squared.com/�
mailto:info@offermatica.com�
mailto:scott@vertster.com�
http://www.vertster.com/�
mailto:info@taguchinow.com�
http://www.taguchinow.com/�
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21st Floor 
New York, NY 10017  
Tel: 212-891-6999 
Website: www.optimost.com 

http://www.optimost.com/�


 

THE TAGUCHI TESTING HANDBOOK 

Center for Technical Communication ©2008                                                             89 

 

 

Bonus Report: Testing Direct Mail 

By Robert W. Bly 

In This Report:  

 Learning through testing 

 Tracking responses with key codes 

 Determining quantities to test 

 Using statistically valid testing 

 Figuring out what to test 

 Determining the break-even point 

 What to do when the piece is not a success 

 

In direct marketing, testing is the process of putting a letter or package in the mail—or an 
ad in a magazine, or a TV commercial on the air—counting the replies, and coming to some 
conclusion based on the results. 

In traditional direct marketing tests, two or more variations of a single variable are tested 
against one another simultaneously. For instance, you might test letter A against letter B to see 
which pulls more orders.  

Or, you might take letter A and mail it to two different lists, to see which list produces the 
better response. But testing doesn't have to be an A versus B proposition -- even though that's 
the way it's traditionally viewed. 

Even if you mail only one package or one letter or use only one list at a time, you can still 
learn something from the mailing—as long as you keep track of the results. Learning is the 
real purpose of direct mail testing. By counting replies and monitoring results, we learn what 
works for us in direct mail—and what doesn't. 

Although discussions of testing can get elaborate and complex, this discussion has been 
deliberately kept simple, so you can immediately apply the information to your on-going 
direct mail activities. If you already have a sophisticated testing program in place, you 
probably will get a refresher plus some additional tips here.   
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However, if you are like most marketers, you do little or no testing. In that case, this report 
can give you the instructions you need to begin testing and tracking all your mailings from 
now on. It also provides some helpful yet easy-to-follow hints and techniques for conducting 
simple tests on low budgets and in limited quantities. 

Why Not Learn While You Test? 

"Every time you do a mailing you should test something," writes James E. A. Lumley in 
his book, Sell It by Mail (John Wiley & Sons, 1986). "If you don't, you've wasted an opportunity 
to learn something about the prospects who respond to your offer." I agree with Lumley and 
urge you to measure leads and sales on every mailing you do. 

Some say, "You can only test one thing versus another, such as package A versus 
package B." I disagree. If you mail 5,000 letters and get two responses, you have learned 
something about how that particular audience of 5,000 people responded to the particular 
product and offer you featured in that particular mailing. 

For instance, you can quickly and inexpensively discover whether a new product or 
service has appeal to a given market by doing a small test ad or mailing. Using direct mail to 
test the waters in a new market can actually be much less expensive than hiring a market 
research firm or creating a new ad campaign. 

Many direct marketing experts also say, "There is no sense testing a mailing list unless it 
is large enough to allow for a full-scale mailing if the test mailing should be successful." In 
other words, don't test 10,000 names unless there are another 90,000 people on the list you can 
mail to after you learn the test results.  

Again, I disagree. Even if your list is only 10,000 or even 5,000 names, why not split it in 
two sections and test something—an offer, a product, a price? Why settle for just selling when 
you can also learn in the process? 

Tracking Results with Key Codes 

To test, you must be able to track response. That is, when you receive a reply, you must 
be able to identify that reply as coming from a specific mailing or ad, or from a reader whose 
name was on a specific mailing list or publication. There are several ways to do this. 

The simplest is to put a key number or code on the reply element. The code can be a 
series of numbers and letters in fine print tucked away in the corner of the reply card. Or, it 
can be worked into the address. For example, you might use the return address, "USA 
Engineering Associates, Dept. DM-2, Yorktown, PA." The code "Dept. DM-2" tells us this reply 
card came from package 2 as opposed to package 1. 

The same thing can be done for telephone response using either an extension ("call Ext. 
123") or a person's name ("ask for Jennifer Smith"). If the person asks specifically for extension 
123 or Jennifer Smith, the operator knows the call is in response to a specific mailing package. 
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If you are affixing labels to your reply card or order form, the mailing list owner can use 
his or her computer to put a key code directly on the label. The charge for this service is 
nominal—usually about one dollar per thousand names.  

"Let your mailing house key the order cards or reply envelopes while labeling," advises 
letter shop expert Lee Epstein. "This will save you many on-press keying and inventory 
control headaches." 

For the Internet, you can track response by setting up a unique Web site address for 
each promotion. For instance, www.products.com/a, www. products.com/b, and so on. If the 
response mechanism is e-mail, you can have the recipients e-mail to a unique address for each 
promotion. For instance, salea@)products.com, saleb@product.com, and so on. 

Key coding technique is also used in print ads. Try calling the toll-free numbers used in 
print ads; ask for the specific extension listed in the ad. Often, you are not switched and the 
operator who answers handles your call. This is because there is no such extension; the 
number is solely a tracking device. If the ad is keyed to a fake name ("Ask for Cindy"), the 
employee who takes orders on the phone is assigned to be Cindy. 

Using Employees to Help Track Response 

All the keying and coding in the world is useless if you don't train your people to keep 
track of response. Obviously, it's very important to track all responses if you're going to have 
accurate test results. In particular, you must keep track of six types of responses: 

1. People who respond by mailing or faxing the reply card or order form you have 
provided 

2. People who write on their own letterhead or send a company purchase order or a 
personal check without your order form 

3. People who phone in and ask for the person or extension you have specified 

4. People who call and don't specify the extension or person 

5. People who don't reply to you directly but are motivated by the mailing to contact their 
local sales representative or distributor 

6. People who go to your Web site. 

Keeping track of responses 2, 4, and 5 is admittedly a difficult task. You will always get 
some leads and sales for which you can't pinpoint the source. But be diligent about tracking 
those responses you can identify. The more accurate your counts, the more meaningful the 
conclusions you draw from your tests. 

Statistically Valid Responses 

If you become a student and practitioner of direct marketing, you will read a great deal 
about tables and formulas for calculating whether a response is statistically valid. 
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Generally, you need to mail several thousand pieces to get a statistically valid response 
(more specifics on this in the following section). So, does this mean the results of a smaller test 
should be ignored because they are not statistically valid?  

The experts will tell you: yes. I say: no. In my opinion, all results tell you something. 
Just be sure to let common sense be your guide. 

Recently, I wrote a sales letter for a local print shop. The client called me the other day 
and said, "I am very excited, I tested your letter and got a 10 percent response!" 

I replied: "I'm delighted. But I didn't know the list had even been delivered yet. Tell me 
... how did you arrive at this test result?"  

"Oh," said the client. "That's easy. I mailed 10 letters to people whose names I had on 
file and got one call back!" 

Obviously, you see the danger of this thinking. With a mailing of only 10 pieces, you 
cannot get a statistically valid result in terms of percentage response. For example, if that one 
person who responded had been too busy to read his or her mail that day, our rate would 
have plummeted from 10 percent to zero! 

A “statistically valid response” means that, based on the results from your test mailing, 
you can pretty accurately predict that an identical mailing to other portions of the same 
mailing list will give you similar results. 

But even a small test can be meaningful if the information it reveals is good enough for 
your purposes. For instance, a good friend of mine runs a management-consulting firm. They 
mail low volumes to local corporations; 1,000 is a big mailing for them. I asked him how he 
tested.  

"We do a letter and mail out 500 copies to a portion of our house list, which has about 
10,000 names on it. Or we may use a rented list," he replied. "If we get back 25 replies, we call 
that 5 percent and assume it's a good mailing (5 percent is good for us).  

“I know that in some circles that isn't exactly scientific. But it satisfies our needs, and 
based on a result like that, we might mail out another 500 to 2,000 copies of that letter—
depending on how many new business leads we needed to generate." 

How Many Test Pieces Must You Mail? 

Okay. Let's say you want to be more sophisticated. How many test pieces do you have 
to mail? Actually, test results are based on the number of responses—not pieces mailed. So the 
real question is, "How many replies do we have to get back in order for the test to be 
considered statistically valid?" 

Different authorities quote different numbers. James Lumley says 20 responses. Ed 
Burnett, writing in The Handbook of Circulation Management, says between 30 and 40 responses. 
Milt Pierce, who taught the direct, response copywriting workshop at New York University, 
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says you need 100 replies to get a statistically meaningful result. 

In my experience, the most accurate measure of how many replies you must receive 
(and therefore, of how many pieces you must mail) to get a statistically valid response is 
shown in the following table, reprinted from The Basics of Testing, written by Ed McLean (and 
now out of print). 

Determining Test-Cell Size: The Number of Returns Required for a Statistically Valid Test 

Confidence Level Deviation or Decline Percent* 

50% 25% 12.5%   6.25%        

75%   1.8 7.3 29.2   116.8 

85%   3.5 14.0 56.0 

90%   6.6 26.2 104.8         

95%   11.0 42.8 

99%   21.7 86.9          

*The estimated return and your break-even point or the decline percent you wish to protect yourself against. 

Take a look at the chart. Go along the top line until you reach the deviation or decline 
percent column labeled 25 percent. This means that the result from a large-scale mailing 
should deviate no more than 25 percent from the test result. 

So, if the test pulls 1 percent, the "roll-out"—expanded mailing after a successful test—
should pull between 0.75 percent and 1.25 percent. Warning: The response rate almost always 
declines after the test. It rarely goes up. 

Now, look at the rows. They show the confidence level, which indicates how certain 
you can be of your test results. Naturally, the higher the confidence level you seek, the more 
pieces you must mail to get that level of statistical certainty. 

Let's say we are seeking an 85 percent confidence level. Go down the 25 percent 
deviation column until you reach the 85 percent confidence level. You'll find the number 14, 
which is the number of responses you must set up your test sample to get. To find the correct 
sample size, divide the number of returns (14 in this example) by the percent return you 
expect. 

Let's say your mailings, typically, generate a 1.5 percent response. You divide 14 by 
0.015 and get 933. So each test cell should be 933, or 1,000 to make it even. So, if you are testing 
two lists, A and B, you mail 1,000 pieces to list A and 1,000 to list B. Your test cell size is 1,000 
each. 

On the other hand, if you anticipate a 1 percent response, then you need to mail 1,400 
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pieces per mailing list in your test (14 is 1 percent of 1,400). To be on the safe side, I'd make it 
an even 2,000. Therefore, when people ask me, "How many pieces do I need to mail to get a 
statistically valid test result?" my recommendation is 2,000 names per list, based on the above 
analysis. 

Is this accurate? The formula I just showed you was introduced to me not by Ed 
McLean (who is now a good friend and valued colleague) but by a large mailing list brokerage 
that has been involved in thousands of mailings.  

"We have been using this formula for more than 30 years, and we find over and over 
that you can get a statistically valid test result mailing 2,000 names, not 5,000," says the 
president of the firm. I have since used it numerous times with clients doing smaller mailings, 
and have found it to be valid. 

Often, we arrange tests with more than two cells so we can test several factors at once. 
For instance, let's say we want to test two lists—A and B—and two mailings: a #10 package 
versus a self-mailer. Here's how our test cells might be arranged: 

List:   A   B      

#10 package  2,000 pieces  2,000 pieces 

Self-mailer  2,000 pieces  2,000 pieces     

Therefore, we have four test "cells" of 2,000 each for a total test mailing of 8,000 pieces. 
At the end of the test, we will know whether list A or B pulled best, and whether a self-mailer 
worked better than a #10 package.  

We might also find that the variables are dependent: List A might be the best list with 
the self mailer, while list B pulls better with the #10 package. (Unlikely, but possible—which is 
why you must always test.) 

Rolling Out After a Successful Test 

Can the results of a small test mailing remain statistically valid regardless of how many 
additional names we mail to? The answer is no. The rule of thumb for roll-outs is that the total 
quantity you mail to should be no more than 10 times the number of names you tested. 

Therefore, if you got a 5 percent response in a test of 5,000 names, you can mail to as 
many as 50,000 additional names on the list with the confidence that test results are repeatable 
in the roll-out. No matter how sorely you may be tempted, never do a rollout to more than 10 
times the test quantity. Results may not hold valid in these large numbers. 

Let's say you have a list of 80,000 names. If you tested 2,000, you can roll out to up to 
20,000 names and expect the decline percentage not to exceed the percentage you selected 
when using the "Determining Test Cell Size" table we reviewed earlier to conduct your test. 
Should results prove profitable on the 20,000 names, you can then safely mail to the remainder 
of the list. 



 

THE TAGUCHI TESTING HANDBOOK 

Center for Technical Communication ©2008                                                             95 

What Should You Test? 

You can test almost everything, but everything is not worth testing. Given a limited 
budget and time, you should test only those variables that are likely to have a significant 
effect on your response rate. Well, what are the most significant factors you can test? 

Number one is the mailing list. There may be half a dozen mailing lists that might be 
right for your offer—maybe more. You cannot assume you know which one is best, based on 
your personal prejudices. The only way to know for certain which list will pull best with your 
package is through a test mailing. 

The second most important factor to test is the price. This applies mainly to mail-order 
selling. For instance, let's say you've published a 1,000-page report on the telecommunications 
industry.  

How much will people pay for it? $195? $495? $1,200? You simply do not know until 
you test. And frequently, you will be amazed at how many people place orders at prices you 
thought were sky-high. 

The third most important factor to test is the offer. For example, should you try for mail 
orders or leads? Should you offer a premium—a free gift? Will you get better response 
offering a gift item, such as a clock radio, or free information, such as a booklet or special 
report? You won't know which works best unless you test. 

Make your mailing list broker your partner in testing. For instance, when you want to 
test a small portion of the list, ask your broker to supply you with what is called an nth name 
selection. 

An nth name selection is a random selection of every nth name. For instance, let's say 
the list has 70,000 names, and you are going to test-mail to 7,000. In this example, 70,000 
divided by 7,000 equals an "n" of 10.  

That means the computer will select (for your test mailing) every tenth name as it 
randomly goes through the list. A random nth name selection ensures that you get an average, 
unbiased sample that represents a typical cross section of the list. 

This is much better than ordering the entire list and then picking the test names by 
hand. The danger of doing it that way is that you subconsciously select the names that will 
give you the best results (because you want your mailing to be a success). Test results are 
artificially elevated because of this favorable selection, and roll-outs don't bring the results 
you would have expected. 

10 Essential Rules of Tested Direct Marketing 

Here are the 10 best practices you should follow when creating and testing direct 
marketing promotions: 

1. Make every promotion a test. 
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2. Establish goals for each test. Determine the information you want to get out of the test—
the degree of reliability needed in your data—and how much money you can afford to 
spend on the test. 

3. Test significant factors that make a substantial difference in direct marketing results. 
These include the list, the offer, and the price. 

4. Also test to find out things you need to know or want to know. There may be issues 
specific to your industry, product, or market that have never been tested in direct mail 
before. If there is no reliable data from other sources, you have to be the pioneer in your 
field. 

5. Use direct mail tests to settle questions, debates, and disagreements concerning strategy, 
format, lists, design, and copy. Instead of arguing theory, put ideas to the test. 

6. Test even if you are using a small list with minimal or no roll-out. Try to split the list for 
an A versus B test of a mailing package or a direct mail element, such as letter length or 
offer. 

7. Be consistent in your testing. For example, if you are testing a single factor, such as an 
envelope teaser, all other factors in the two test packages must be identical—including 
the mailing list from which the names are taken and the date on which the packages are 
mailed. 

8. Don't assume you know what will work. Test to find out. More often than not, the 
results will shock you. Direct mail tests are great for shaking up so-called marketing and 
advertising "experts" who think they know it all. 

9. Even if you don't have enough money or names for a statistically valid test, test anyway. 
Some information is better than no information. Just be aware of the fact that the test is 
not statistically valid—and act upon the results accordingly. 

10. To learn more from a direct mail test, make a list of questions you want answered. Call 
up some of the people who did not respond, and ask them your questions. In addition to 
learning a great deal about why your mailing failed to motivate these people, you may 
be able to turn nonresponders into responders and generate a lot of additional inquiries 
or orders. 

Combining Mail and Phone to Lift Response 

Clients often ask me, "Does it pay to follow up my mailings with a phone call to those who 
did not respond?" This answer is: It may be worth a test.  

You might find that telemarketing does indeed, for your offer and audience, turn enough 
nonresponders into responders to make the effort worthwhile. According to Dwight Reichard, 
telemarketing director of Federated Investors, Inc. (Pittsburgh, Pa.), direct mail followed by 
telemarketing generates 2 to 10 times more response than direct mail with no telephone 
follow-up. 
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When the Verdict Goes Against You 

Every direct marketer has had the unsettling experience of waiting for test results, only 
to have them come back negative—meaning the campaign didn't generate the sales you had 
hoped. What then? 

For one thing, ask yourself if your objectives were realistic to begin with. Most novices 
have expectations way out of line with reality. Professionals are often happy to do 130 to 150 
percent of break-even -- meaning for every dollar spent, they get back $1.30 to $1.50 in 
revenues. 

In direct marketing most of the profits are made on the back end. So set realistic 
expectations for the front end. Don't be shocked when your new ad or mailing doesn't beat the 
control. Most don't. Even most professional direct marketing copywriters say that their copy 
beats the control only between 25 to 50 percent of the time. 

For new product launches, the hit rate is even lower. Probably only between 10 to 20 
percent of new product launches in direct marketing are successful. The odds are against you 
because not only does the promotion have to be strong, but the product must be, too. 

When something fails, it makes sense for everyone on your team to have a postmortem 
meeting in which to discuss what may have gone wrong and toss around ideas for either 
reviving the project or taking it in a different direction. 

Can a promotion that has failed be saved? Maybe. Some direct marketers look to see 
how they can "tweak" a promotion—make changes here and there to make it better. But if 
your test pulled only 25 percent of break-even and you double response, you're still losing 50 
cents for every dollar you spend. 

A marginal performer can be nudged into profitable territory through creative 
tweaking. You might add testimonials, offer another premium, strengthen the guarantee, or 
test a payment plan. But a promotion that bombs is either dead or can only be saved by major 
surgery.  

The change that can make the most difference, aside from offer, price, and list, is sales 
theme—the selling proposition communicated in the headline, lead paragraphs, and first page 
or two of copy. You may be able to save a dud with major revisions and rethinking in those 
areas. 

Counting Returns 

The first step in being able to measure direct marketing results is to count the responses 
that come in. This is not always as easy as it sounds. 

For instance, if you enclose a reply card in an envelope and the prospect completes and 
return it, how do you know which of your mailings it came from? The solution, as we've 
discussed, is to key code the mailing label, then affix it to the reply card. The label shows 
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through a window on the envelope, and comes back to you when the reply card is returned. 

But a significant number of responses are not made using the key-coded reply element 
you provide. Some people send an e-mail or make a telephone call. Others write or fax. What 
then? There are some responses whose source will never be known to you. But whenever 
possible, try to track each response to its source. 

People who answer the phones should be trained to ask, "Where did you hear about 
us?" If it was from a mailing, ask them to read the key code on the label. (Consumer catalog 
marketers do this all the time.) If the prospect says he or she saw an ad, ask the person which 
magazine he or she saw it in. Once your inbound telephone staff gets in the habit of asking 
prospects what prompted them to call, your data collection will improve. 

Response Metrics 

A "metric" means a measurement or number. Response metrics are the criteria by which 
direct marketers measure cost, response, and profit. The major direct-response metrics are as 
follows: 

 Cost per thousand. This is what it costs to reach 1,000 prospects with your advertising 
message. Say your ad in Hub Cap Collector Magazine costs $1,000, and the magazine 
reaches 50,000 subscribers. Your cost per thousand is $20. Space advertising usually has a 
much lower cost per thousand than regular direct mail Percentage response. This measures 
how many the response rate to print advertising is lower than the response rate for direct 
mail or e-mail. 

 Percentage response. This measures how many people who received your direct mail 
package replied. If you mail 100 letters and get back 3 reply cards, 1 phone call, and 1 fax, 
for a total of 5 inquiries, your response rate is 5 out of 100, or 5 percent. 

 "Click throughs." In Internet direct marketing, response is measured in click-throughs. This 
is the number of people who received your e-mail or saw your banner and clicked on it to 
link to your Web site or response page. If your banner ad is seen by two million people, and 
you get 10,000 hits (visits) to your Web site, then your click-through rate is half a percent. 

 Cost per inquiry. This is how much it costs you to get a sales lead. If you receive 50 inquiries 
for every 1,000 pieces mailed, you are generating a 5 percent response. If the cost per 
thousand for your mailing is $700, your cost per inquiry is $14 each. 

 Conversion rate. In traditional direct marketing, conversion refers to the percentage of leads 
that convert to sales. Say, with follow-up, you can get orders from one out of every 10 leads. 
That's a 10 percent conversion rate. 

 Cost per order. If you spend $700 per thousand, get 50 leads per thousand pieces mailed, 
and have five of those leads place an order, then the cost per order is $700 divided by five 
orders, or $140 per order. 

 Break-even. This is the response rate at which the revenue from the orders equals the cost of 
the mailing. If each order received is for $1,000 and the 5 orders we get from every 1,000 
pieces we mail, that means the mailing generates $5,000 in revenue. Because the mailing 
costs $700 per thousand, we divide $5,000 in revenues by the $700 cost and get a return of 
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more than 7:1 over break-even. The mailing is generating revenue of more than seven times 
cost. You often hear direct marketers talk in terms of percentage break-even. If a direct 
marketer says a mailing pulled 150 percent of break-even, that means they generated $1.50 
in revenue for every dollar spent in the mail. If our $700 per thousand mailing pulled 150 
percent of break-even, it would have made $1,050 per thousand in revenues. Therefore, to 
achieve break-even on this mailing, we needed less than one order per thousand, but we got 
five. 

 Dollar return. This is simply another way of speaking about break-even. A direct marketer 
will say, "We are getting $1.75 per name." That means that for every dollar they spend on 
direct mail, they get $1.75 in orders. 

 Doubling day. This is the day on which you receive half of all the responses you are going to 
get from a particular promotion. You can determine doubling day by keeping track of your 
responses by the day. Experience will soon reveal when you can expect to have half of your 
responses for direct mail, display ads, classified ads, e-mail, and other types of promotions. 
When you know how long it takes to reach doubling day, you can make an accurate early 
prediction of your total response to a campaign. 

The calculations listed above are all based on the initial order you get from the customer in 
response to a promotion. But many customers return to order from you again and again. The 
next section will talk about the value of lifetime customers. 

Lifetime Customer Value 

The total amount of money a direct marketing customer spends with you during the time 
he or she remains a customer is called lifetime customer value. For instance, let's say the 
average order is $500. The average customer orders three times a year and remains a customer 
for three years. The average lifetime customer value is, therefore, $500 x 3 x 3 = $4,500. 

Or take the customer who buys a product or service for an annual fee, such as an insurance 
policy, Web hosting, or a newsletter subscription. According to an article in Hotline (March 5, 
2001, p. 1), the newsletter of the Newsletter & Electronic Publishers Association, the formula 
for calculating lifetime customer value (LCV) is ... 

LCV = [1 ÷ (1 - Renewal rate)] x annual fee 

Say you sell term life insurance policies for a $300 annual premium and your policy 
renewal rate is 80 percent. The lifetime value of your policyholder would be 1 divided by 0.2 
(1 - 0.80) times $300, or $1,500. Knowing lifetime customer value is a competitive advantage, 
because it gives you a more accurate picture of what you can afford to spend to acquire a 
customer. 

In our insurance policy, say Insurance Agent Joe Jones knows only that the premium is 
$300, and hasn't calculated lifetime value. He is willing to spend $100 in marketing to sell a 
policy, because he figures that leaves him $200 in profit. If he spent $250 in marketing to sell a 
policy, he'd make only $50 on the sale—and he thinks it isn't worth it. 
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But Insurance Agent Sally Smith has calculated the lifetime customer value at $1,500. 
She knows that even if she spends $300 in marketing to acquire a customer, that will leave her 
a profit of $1,200 over the lifetime of that customer. Armed with this knowledge, she spends 
$300 to acquire a customer, outspending Jones three to one, and she gets more business. He 
can't figure out what is going on, but consoles himself that she must be operating at a loss—
not realizing that she's making a handsome profit the whole time. 

Response Boosters 

When you use the previous response rate calculations, and your numbers are not where 
you want them to be, try the following response boosters for improving bottom-line results: 

 Test more mailing lists. The most common direct mail mistake is not spending enough time 
and effort up front selecting—and then testing—the right lists. Remember: In direct 
marketing, a mailing list is not just a way of reaching your market. It is the market. 

 Test more packages, offers, and creative approaches. In direct mail, you should not assume 
you know what will work. You should test to find out. Big consumer mailers test all the 
time. Publishers Clearinghouse tests just about everything—even (I hear) the slant of the 
indicia on the outer envelope. Smaller direct marketers, on the other hand, often don't track 
response accurately or rigorously test one mailing piece or list against another. As a result, 
they repeat their failures and have no idea of what works in direct mail—and what doesn't. 
A mistake. 

 Try a sales letter. The sales letter—not the outer envelope, the brochure, or even the reply 
form—is the most important part of your direct mail package. A package with a letter will 
nearly always out pull a postcard, a self-mailer, or a brochure or ad reprint mailed without a 
letter. 

 Stress the features that make your product unique. Perhaps the oldest and most widely 
embraced rule for writing direct mail copy is, "Stress benefits, not features." But in certain 
situations, that doesn't always hold true, and features must be given equal (if not top) billing 
over benefits. 

 Emphasize your offer. An offer is what the reader gets when he or she responds to your 
mailing. To be successful, a direct mail package should sell the offer, not the product itself. 
Make sure you have a well-thought-out offer in every mailing. If you think the offer and the 
way you describe it are unimportant, you are wrong. 

 Say "free." Don't forget to use the "magic" words of direct marketing. What are the magic 
words? Say free brochure. Not brochure. Say free consultation. Not initial consultation. Say 
free gift. Not gift. 

 Guarantee the customer's satisfaction. This is important when you are offering anything 
free. If prospects aren't obligated to use your firm's wastewater treatment services after you 
analyze their water sample for free, say so. People want to be reassured that there are no 
strings attached. 
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 Promise that no salesperson will call. If true, this is a fantastic phrase that can increase 
response by 10 percent or more. Most people, including genuine prospects, hate being called 
by salespeople over the phone. Warning: Don't say "no salesperson will call" if you do plan 
to follow up by phone. People won't buy from liars. 

 Tell the buyer to open the envelope. One of those should follow any teaser copy on the outer 
envelope. You need a phrase that directs the reader to the inside. 

 Make your offer for a limited time only. People who put your mailing aside for later reading 
or file it will probably never respond. The trick is to generate a response now. One way to 
do it is with a time-limited offer, either generic ("This offer is for a limited time only"), or 
specific ("This offer expires 11/20/08"). Try it! 

 Introduce your product with phrases like "announcing/at last." People like to think they are 
getting in on the ground floor of a new thing. Making your mailing an announcement 
increases its attention-getting powers. 

 Let prospects know whenever you are selling a product that is new. "New" is sheer magic in 
consumer mailings. But it's a double-edged sword in industrial mailings. On the one hand, 
business and technical buyers want something new. On the other hand, they demand 
products with proven performance. The solution? Explain that your product is new or 
available to them for the first time, but proven elsewhere—either in another country, 
another application, or another industry. For example, when we introduced a diagnostic-
display system, we advertised it as "new" to U.S. hospitals but explained it had been used 
successfully for five years in leading hospitals throughout Europe. 

By putting these response boosters to work, you may be able to convert a weak promotion 
from the red to the black, and transform a marginal winner into a real profit powerhouse. 
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