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Dynamically Changing Top 
Banner & Side Skin Ads 

 

Overview 
The top banner ads & side skin ads are a great way to convey branded content & 
partner ad content. In this case, we have Amazon Original’s Sneaky Pete.  

 

It would be beneficial for Variety to implement dynamically changing ads, in the same 
way carousel functionality shows different stories after some duration, usually 



 

between half a second to a second. For example, the Sneaky Pete ad will change 
based on  

Top banner ads & side banner ads are premium real estate & signals to Variety 
readers its importance. This could & should potentially increase user engagement 
between 3%-15%. 

 

Project Team 
• Ray Dipasupil - Product Manager 
• John Doe - Lead Developer 
• Jane Doe - UX Designer 
• John Doe II - Scrum Master 
• Jane Doe II - Content Strategist etc. 

 
Target Users 

• Who: Generally, people 16–50 years of age who enjoy consuming Hollywood 
& related entertainment news. 

 
• What: Dynamic ads are built in real time when an ad request is sent to the 

server & will pull different creative elements based on the environment, the 
user, & other user based factors. 

 
• When: Users will click on ads when its of interest to the user. 

 
• How: Online & via an app. 

 
Users Problems We Will Solve 
No user problems will be necessarily solved here but Variety’s ad revenue & user 
engagement should increase than current metrics show.  
 



 

Core User Stories 
N/A 

 

Related Documentation 
Dynamic Search Ads use Google’s organic web-crawling technology to 
automatically target relevant search queries based on a retailer’s website content. 

Dynamic Search Ads are useful for campaigns because they: 

• Help fill in the gaps in keyword campaigns for better return on investment 
(ROI) through incremental traffic. 

• Create an easy campaign-creation workflow that allows retailers to target 
ads to many queries. 

http://www.cpcstrategy.com/blog/2015/08/dynamic-search-ads/  

 

Pricing 
TBD for internal Variety teams. N/A for users. 

 

Success Metrics 
• Traffic Generation 

Measuring the traffic to your main website is an important tool for gauging the 
effectiveness of your search engine optimization (SEO), but you can get more 
detailed measurements by looking at landing pages for individual pay-per-
click (PPC) campaigns. The number of visits to your site will give you a bird's-
eye view of how well your campaign is driving traffic. If your campaign is 
healthy, these visits should steadily build. If they don't, you'll need to review 
your individual marketing channels & adjust what's not working. 
 

• Who Is Visiting? 
Most analytics tools allow you to measure the total number of new sessions, 
so you can see how many of your visitors are new & how many are returning. 



 

This will show your effectiveness in reaching & engaging customers. If you're 
not attracting new visitors, you may need to make adjustments to your 
strategy at the top of the funnel. If your bounce rate is high — meaning that 
visitors leave without interacting with your site — you may need to review 
your relevance to your target customer & adjust your outreach efforts. The 
longer users stay on your site, the more likely they are to convert. 
 

• Where Are They Coming From? 
Google Analytics has an acquisition section that shows you where your 
visitors are originating from, which is a useful metric for determining which 
channels are performing well & which aren't. High organic results indicate that 
your SEO is strong because people are visiting your site after performing a 
search. High social traffic is indicative of your social media advertising & 
presence. External results will show you how effectively your brand is being 
mentioned on third-party sites. Mobile visits will show you how well you're 
engaging mobile & smartphone users. 
 

• Click-Thru Rate 
The traditional measurement of key performance indicators (KPI) has been 
click-thru rates (CTRs), largely from display advertising. Inherent in banner 
ads is the expectation that users will stop what they're doing & click on your 
link. But a direct response metric doesn't factor in that exposure may prompt 
users to search for you later. Therefore, CTR should be used in combination 
with other metrics for a more accurate determination of banner ad 
effectiveness. 
 

• Conversion Rate 
Ultimately, measuring conversions is one of the most important metrics you 
need to track. But a conversion does not necessarily mean a sale. 
Conversion goals can include increasing interactivity or generating leads by 
filling out a form or commenting. You can set up a goal in your analytics 
toolbox & measure these conversions. If your conversion rates are low, you'll 
need to assess aspects of your website, including design, navigation, 
relevance, engagement potential & the checkout process. 
 

• Cost Per Click 
Cost per click (CPC) is calculated by dividing the total cost of clicks on your 
ad by the total number of clicks. The cost of each click is determined by the 
value of the keywords you bid on. If your CPC is high in relation to 
conversions, you'll need to review your keywords & adjust them to see which 
ones work & which don't. You can use your analytics program to guide you. 
 



 

• Cost Per Lead 
Cost per lead (CPL) offers more detailed insights into the effectiveness of 
specific marketing channels. Compare the average monthly cost of a PPC 
campaign, for example, to the total number of leads generated to determine 
the value of your campaign. If you spend $1,000 on your PPC campaign & 10 
users convert to leads, your cost per lead is $100. If this is too high in 
comparison to the cost of your product or service — $100 per lead has a 
different value for a business selling luxury cars than for a toy store — you 
know you'll need to adjust your PPC campaign accordingly. 
 

• Social Metrics 
Social is primarily about exposure & is measured by interactivity or 
"mentions." For example, if your campaign generates a million new followers 
but few are interacting, sharing or retweeting, then your campaign can't be 
considered a success. Social metrics should include new followers, 
comments, likes, retweets, channel views, bounces & subscribers, as relevant 
to your social media platform. When it comes to social, your growth rate is a 
more important metric. 
 

• Putting It All Together 
Measuring the ROI for digital marketing campaigns can be complicated & 
confusing. While different marketing channels have different objectives, 
depending upon your goals & where your customer is in the sales funnel, 
calculating the ROI for individual channels gives you better insights into which 
of your campaigns are driving conversions & sales & which areas need to be 
revised or dropped. 
However, in general, ROI can be calculated by dividing customer acquisition 
cost (CAC) against average customer value — that is, the amount a customer 
spends on your product or service. If CAC is $100 & each new customer 
spends more than $100, your ROI is positive. If not, you'll need to assess 
your individual campaigns to identify what's not working. 
Given the amount of information served up to users each day & the increase 
of user-driven content, measuring digital campaign performance can seem 
like an overwhelming task. But by using the digital marketing tools available to 
you & using the right metric for each campaign, you can combine each result 
to get detailed, actionable insights in a well-rounded & informative report that 
can help shape future digital campaigns. 

 

 



 

Dependencies 
The project will run once team’s current priorities are cleared with existing 
obligations. The UX Designer & Product Manager can work together on the initial 
sprint with the mock-ups, understand use case, then after a sprint or two, bring in the 
developer(s) to build & integrate the feature. 

Product Release Dates 
The planned release date for this product is no later than end of Q3 2017.  
 

Product Launch Tactics 
To be determined for now & will work closer to project completion. 


