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Introduction 
Imaginova acquired Orion Telescopes & Binoculars with the belief that visitors to its 
content sites (at the time, Space.com and LiveScience.com) would be persuaded to 
respond to advertisements for Orion products placed on those content sites. Subsequently, 
this belief was also at least partially the impetus for the launch of the commerce site at 
LiveScienceStore.com. Imaginova has subsequently launched two additional major content 
sites at Aviation.com and Newsarama.com.  

A core element of Imaginova's vision and strategy is the matching of content with 
commerce (i.e., persuading consumers of content to buy products). 

To date, the strategy has not been effectively implemented as the amount of commerce 
revenue that can be attributed to visitors from Imaginova content sites, newsletters, and 
widgets has been below expectations. 

The good news is that while the strategy has not been successful, it also has not received 
a great deal of attention, so there is potentially a significant amount of room for 
improvement. 

In order to make performance improvements, it will be important to examine and refine all 
facets of the customers' path to purchase. With that in mind, I'm going to begin this 
document by outlining the various facets of the process I believe are candidates for review 
and improvement. 

A few important notes before proceeding: 

1) It should be noted that this is a brainstorming document and is largely a compilation 
of suggestions which I believe would lead to improvement in the performance of 
Imaginova commerce advertisements within the Imaginova content network. It is not a 
polished document, but I figure that it doesn't need to be polished for brainstorming 
purposes. 

2) In creating this document, I have tried to not take into account issues such as what is 
technologically possible (given Imaginova's current tools and processes), what might 
interfere with current advertising programs on Imaginova content sites, etc. I am 
presenting what I think would be the ideal approach only from the perspective of 
Imaginova's commerce division.  

3) As such, this document is meant to be a starting point for discussion rather than a 
statement of absolute requirements for Imaginova's vision to be accomplished. Much 
discussion and further brainstorming will still be necessary. Some of my suggestions 
may not be feasible given our current tools, personnel bandwidth, and processes. 
Other readers of this document may have further suggestions which should ultimately 
be incorporated into this document and into our strategy. 

4) A word about the mockups in Appendix 1 – one of areas for improvement I see is in 
the positioning or placement of commerce advertisements on the content sites. In 
formulating suggestions in this area, I felt the best approach would be to create 
mockups of what might prove to be better placement of commerce advertisements. I 
am not by any means a graphic designer, so the mockups may not be perfect in every 
sense. It could also be construed, given the large number of mockups, that I feel that 
placement of commerce advertisements is the most important area for improvement. 



 

This is not the case. I believe that the positioning of the commerce advertisements is 
important but no more important than some of the other areas for improvement I have 
suggested. 

5) The mockups only demonstrate proposed positioning of advertisements. They do not 
follow all of the suggestions in this document. For example, it is not always the case 
that an advertisement on a mockup is contextualized according to the content on the 
page in question (I did do this for the main article page mockups, but not for any of 
the other pages). 

 

Background 
The following is my understanding of the various paths to purchase a customer 
might take from an Imaginova content source to purchasing a product on an 
Imaginova commerce site. 

1. Visitor begins at one of several potential starting points 

a. Imaginova content site home page 

b. Imaginova content site category page 

c. Imaginova content site article page 

d. Imaginova content site image gallery 

e. Imaginova content site individual image page 

f. Imaginova content site video section 

g. Imaginova content site Top 10 section 

h. Imaginova content site Today In History section 

i. Imaginova content site Quiz section 

j. Imaginova content site Life's Little Mysteries home page 

k. Imaginova content site Life's Little Mysteries article page 

l. Imaginova content site Research in Action section 

m. Imaginova content site special reports 

n. Imaginova content site search results page 

o. Imaginova content site blog contributor page 

p. Imaginova content site blog article page 

q. Imaginova content site forums 

r. Imaginova content site newsletters 



 

s. Imaginova widgets 

t. Imaginova software  

2. Visitor sees an advertisement at one of the starting points 

Several factors may play a part in how effective the advertisement is 
at persuading the visitor to click through (or retain the information for 
future shopping sessions): 

a. the placement of the advertisement 

b. the nature of the advertisement 

i. graphical banner 

ii. fixed placement graphic 

iii. text link 

iv. product rotation 

v. video commercial 

c. the level of contextualization of the advertisement 

d. the offer contained in the advertisement 

e. the product featured in the advertisement. 

f. the way in which the product and offer are presented 

3. After clicking on a commerce advertisement, visitor arrives at a 
landing page on an Imaginova commerce site 

A few factors may play a part in how effective the landing page is at 
persuading the visitor to buy the product (or continue to a special 
product detail page if the landing page presents a promotion valid for 
multiple products): 

a. the design of the landing page (presence of best page elements to 
use, screen resolution, compelling content above the fold, absence 
of traditional navigation options, action steps repeated above and 
below the fold) 

b. how effectively the messaging from the advertisement is carried 
through to the landing page 

c. how well all aspects of the landing page are customized to the 
assumed persona of the visitor 

 



 

Potential Steps For Improvement 
Using the background section above as a guide to the various "touch points" 
where improvements might be possible, here is a list of potential steps for 
improvement. We would want to test all of these on an ongoing basis, using 
available analytics to the best of our ability, so that we could continually refine 
our strategies and processes and hopefully continuously improve performance. 
In order to effectively test, I believe the commerce team will need real-time 
access to impression and click data pertaining to the various advertisements. 

1. The Placement of the Advertisement 

Currently, Imaginova commerce advertisements appear in several 
places on the main content site pages, in content newsletters, 
widgets, forums, and blogs. 

I have put my recommendations for different positioning of 
advertising in Appendix 1 to this proposal. Appendix 1 includes 
several mockups which are referenced in the Appendix 1 
recommendations table (it should be noted that I am definitely not a 
graphic designer so the mockups represent rough approximations of 
what the pages might look like if my recommendations are 
implemented). 

2. The Nature of the Advertisement 

We currently use graphical banners, fixed placement graphics, text 
links and product rotations to advertise commerce offerings within 
content venues. 

I would recommend that we strongly consider two other forms of 
advertisements – video commercials (such as 
http://www.youtube.com/watch?v=rcf8aZF0ruY) and RSS feed advertising. 

3. The Level of Contextualization of the Advertisement 

Currently, there is a small amount of contextualization happening for 
product rotation on the article pages of LiveScience.com (there is no 
contextualization taking place on the other content sites). We use a 
combination of the catalog xml feed from LiveScienceStore.com, some 
custom variables in that feed which match LiveScience.com 
categories, and a script written by Jim Baldwin to display products. 
For example, the article on LiveScience.com entitled "Asteroid Cruised 
Past Earth … With A Partner!" 
(http://www.livescience.com/space/080713-binary-asteroid-2008-
BT18.html) is displaying the Star Rocket Kit and the Physics Solar 
Workshop products. These seem to correspond roughly to the category 
of Space, so in this case, the system is working.  

Where the system can fail is if we do not intelligently specify the 
correct LiveScience.com categories for a particular product. For 
example, when I refreshed the article I mentioned above, the 
products in the rotation changed (change is expected behavior) to an 



 

XT8 Dobsonian (which is appropriate) and the Waterproof Action 
Camera (which is not appropriate for an article in the Space 
category). Upon further investigation, I discovered that Space had, in 
fact, been specified as one of the LiveScience.com categories. And so 
the system fails when we do not choose the LiveScience.com 
categories intelligently.  

Even if we do choose the categories well, the level of 
contextualization is still not very targeted. 

Ideally, I believe we need to take one of three paths (or some 
combination thereof) to improve the level of contextualization: 

a. An Internal, Manual Approach 

i. Commerce merchants enter keywords for each sku into Capella 
(this is already done to populate keywords on telescope.com); 
commerce internet marketers compile a list of graphical 
banners and text links and assign keywords to each 
advertisement; a master list of available skus and 
advertisements, along with their associated keywords, is sent to 
consumer media and made available to writers from within the 
consumer media content management system. 

ii. Consumer media writers choose keywords from the master list. 

iii. When a page is set to display commerce offerings, the content 
management system will display products and advertisements 
according to the keyword choices the writers have made. 

b. An External, Automated Approach 

i. Use a partner such as Baynote (www.baynote.com) to display 
product recommendations based on user behavior. Baynote 
currently provides product recommendations on TheKnot.com 
with the products coming from TheKnot's commerce site at 
weddingshop.theknot.com. 

Baynote is confident that they can effectively serve our needs, 
but the price (at least the initial quote) is $150K for the first 
year and $120K/year thereafter. This is not budgeted, so in 
order for it to pay for itself, we would need to see an additional 
21 orders per day (assuming 40% margin and $50 average 
order size) for the program to pay for itself over the first year. 

I also plan to contact some of Baynote's competitors to 
evaluate other potential partners – Baynote contacted us and 
so ended up being the first company I evaluated. 

c. A Manual Approach to Graphical Banners and Text Links 

i. If we use Baynote or another third party, we will still need a 
way to contextualize graphical banners and text links to 



 

correspond to the subject of an article, video, quiz, etc. Without 
any consideration to what is technically possible or any 
potential interference with advertising sales, I would say it 
might be advantageous for us to have the ability to manually 
specify that certain graphical banners and text links would 
appear on particular pages. This would allow us to highly 
contextualize our advertisements in addition to products. 

ii. It would also be very convenient if the commerce team had the 
ability to upload banners, specify trackable links, etc. within the 
banner rotation management system. 

I believe that contextualization will be more effective if the commerce 
team has regular and timely (as far in advance as possible) access to 
the editorial schedules of the consumer media venues. 

In addition, and as a long-term objective, we should be talking about 
customizing the presentation of commerce offerings to consumer 
media website visitors on the basis of past-purchase history. 
Obviously, this would require integration of the various websites at a 
level which is not yet in place. We should also be talking about using 
registration info from the community features of the consumer media 
websites to target appropriate advertisements and products. 

4. The Offer Contained In The Advertisement 

Through testing, we will need to determine if visitors to the content 
sites will respond to full-price offers or if promotional offers will be 
necessary to move content site visitors from browsers to customers. 

5. The Product Featured In The Advertisement 

I believe that the success of commerce offerings on the consumer 
media sites will largely be dependent upon matching the product 
offerings to the actual visitor.  

For example, my suspicion is that we are trying to sell the space.com 
visitor products which are too sophisticated. If the majority of 
space.com visitors are like me (interested in space, but not in 
amateur observing), then our initial attempts to move the space.com 
visitor from a browser to a customer should be through a product 
which is more attuned to their interest (DeepMap 600 Folding Star 
Chart, Star Target Planisphere, Starry Night DVD Gift Set, Discover 
the Moon book, etc.). 

As such, I feel it will be important to develop several "personas" (from 
Wikipedia: "fictitious characters that are created to represent the 
different user types within a targeted demographic that might use a 
site or product") to represent the people who visit the different 
consumer media websites and attempt to match those personas to 
appropriate products. It may be necessary for us to source and/or 
develop appropriate products specifically for those personas. 



 

Once a browser has been turned into a customer, we can work on 
presenting more sophisticated products (and more targeted content 
which will provide any necessary education to the customer before the 
more sophisticated product will be useful).  

Again, testing and analysis will be the key to finding the right product 
mix on an ongoing basis. 

6. The Way In Which The Product And/Or Offer Is Presented 

It will be appropriate for us to evaluate the quality of our 
advertisements both in terms of graphic design and copywriting during 
this ongoing process. 

7. The Landing Page To Which The Advertisement Takes The 
Visitor 

Persuading the visitor to a consumer media venue to click on an 
advertisement is only one part of the process. The remaining part of 
the process (for the purchase in question – obviously, there are other 
marketing initiatives which are important in retaining the customer) 
on the commerce website is just as important. 

The following criteria will be important as we work to create effective 
landing pages on the commerce sites: 

a. It will be important that the design of the landing pages follow 
best-practices in the ecommerce industry. This will include 
specifications such as: 

i. The inclusion of necessary elements such as an effective 
headline, persuasive copy, attractive design, vivid product 
photography, customer testimonials (perhaps in video form), 
guarantees and security icons, action steps repeated above and 
below the fold, etc. 

ii. The exclusion of unnecessary elements such as traditional 
navigation and search. 

iii. Design which matches the content site from which a visitor 
comes (see Mockup #21 in Appendix 1) – this would be only for 
visitors coming from the content site, not for other visitors as 
the design of the content sites is generally not conducive to 
ecommerce. 

iv. Design which takes into account common screen resolutions of 
content site visitors (this may be challenging if we attempt to 
match the design of the content site for visitors coming from 
those sites as typically, commerce sites are designed for an 800 
x 600 resolution while the content sites are designed for 1024 x 
768). This is especially important as we work to keep the most 
important aspects of the landing page "above the fold." 



 

v. A readable typeface. 

vi. Design and content which are customized, as much as possible, 
to the assumed persona of the visitor. 

vii. Content which effectively carries through the messaging of the 
advertisement the customer has clicked on. 

I believe we should also discuss the advantage of using a one-step 
landing page / checkout combination page where checkout can be 
completed on the landing page itself. My thinking is that visitors from 
the content websites will generally be more easily distracted from the 
path to purchase than a regular commerce site customer. Since the 
most important thing (at least in my mind) is to get the content site 
visitor to make an initial purchase (so we can market to them via 
other means), it's vitally important that we do our best to not distract 
the visitor. 

 

Miscellaneous 
In addition to advertising on web pages, two other opportunities exist: 

1. Widget Advertising 

Currently, commerce advertisements periodically appear in the 
various widgets (as graphical banners in 300 x 250, 728 x 90, and 
160 x 600 sizes, and as text links), depending on the level of unsold 
inventory. There are probably no adjustments to be made to this 
paradigm, but we should give it some thought. 

2. Software Product Placement 

Similar to product placement in movies and television shows, I believe 
we should give some thought to how our products could be smoothly 
integrated into Starry Night software content (I don't believe 
advertisements would be appropriate since people are paying for the 
software, but there may be opportunities to mention telescopes, for 
example, within the narrative copy contained in the software). We 
may already do this – I have not used Starry Night software enough 
to know for certain. 

 

 

 

 

 

 



 

 

 

 

 

 

Appendix 1  
Recommendations for Advertisement Positioning 
 

 

 



 

Recommendations for Advertisement Positioning 
Page Current Advertising Placement * Suggested Advertising Placement

Home page Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button), and below the main 300x250 
advertisement in the right-hand column 
(directly below the LiveScience 
Recommends section on livescience.com 
and directly below the Special Report 
section on aviation.com) 

Branding ribbon, main navigation are okay. 
Recommend moving the banner under the 
300x250 advertisement to a position directly 
below the Featured / Editor's Choice / Hot 
Debates / Most Emailed presentation – see 
Mockups #1A & 1B. This is somewhat similar to 
the placement used by Discovery (at least in 
terms of prominence – Discovery runs an 
overlay at the bottom of the main article image 
and that overlay contains a link to Shop 
Discovery – see Screenshot #1). This placement 
will also allow for a more "fluid" approach to the 
Image Galleries & Videos section of home page. 

Category page Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button), and below the main 300x250 
advertisement in the right-hand column 
(directly below the LiveScience 
Recommends section on livescience.com 
and directly below the Special Report 
section on aviation.com) 

Branding ribbon, main navigation are okay. 
Recommend moving the banner under the 
300x250 advertisement to a position directly 
below the Featured / Editor's Choice / Hot 
Debates / Most Emailed presentation – see 
Mockup #2. 

Article page Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button). Periodically, commerce 
advertisements are displayed above the 
article (728 x 90 size) and to the right of 
the article (300 x 250 size), depending on 
the level of unsold inventory. Product 
rotation appears under the Yahoo buzz 
banner in the right-hand column. 

Branding ribbon, main navigation are okay. I 
would recommend that we consider using 728 x 
90 and 300 x 250 commerce advertisements on 
older articles rather than on the basis of unsold 
inventory – see Mockup #3. This would increase 
the exposure of the commerce advertisements 
but might also help in the advertising sales 
process (as salespeople could tell potential 
advertisers that their advertisements would be 
shown on the newest articles). 



 
* following the current preferred framework (as reflected on LiveScience.com, Aviation.com, and Newsarama.com) 

Page Current Advertising Placement * Suggested Advertising Placement

Product rotation The current product rotation placement 
shows two products from LiveScienceStore 
and "More Stores to Explore" links for 
telescope.com and StarryNightStore.com. 

I would suggest that we adjust the product 
rotation paradigm to be a tabbed interface with 
four tabs (Featured, LiveScienceStore, 
Telescope.com, and StarryNightStore) – see 
Mockups #'s 3-6. The featured tab would show 
one product with 1) narrative text describing 
the product; 2) a textual testimonial regarding 
the product; or, 3) a video testimonial 
regarding the product. Each of the other three 
tabs would display three products from the 
respective stores. This would allow us to put 
more product in front of visitors to the content 
sites. 

Image gallery page Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button). Product rotation appears below the 
All Content / Editor's Choice section.  

Branding ribbon, main navigation are okay. I 
would suggest that we adjust the layout to 
allow for 728x90 and 300x250 and to allow us 
to move product rotation higher and into the 
right-hand column – see Mockup #7. By making 
the image gallery page match article pages 
more closely, we will increase the number of 
advertising spaces with very little effect on the 
content we give the user (the only real change 
would be that the image gallery presentation 
would not be as wide as it is now and we can 
simply reduce the amount of horizontal space 
available for the image gallery description). 
Similar to my suggestion for article pages, I 
would suggest that we consider using 728 x 90 
and 300 x 250 commerce advertisements on 
older image galleries rather than on the basis of 
unsold inventory. 

 

 



 
* following the current preferred framework (as reflected on LiveScience.com, Aviation.com, and Newsarama.com) 

Page Current Advertising Placement * Suggested Advertising Placement

Individual image 
page 

Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button). 

Branding ribbon, main navigation are okay. I 
would suggest that we add product rotation just 
below the 300 x 250 advertisement in the right-
hand column. I would also suggest that we 
consider using 728 x 90 and 300 x 250 
commerce advertisements on older articles 
rather than on the basis of unsold inventory – 
see Mockup #8. 

Video section Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button). Product rotation appears in the 
right-hand column below the Blogs section. 

Branding ribbon, main navigation are okay. I 
would suggest that we adjust the layout to add 
an 728x90 banner space – see Mockup #8. By 
making the video section page match article 
pages more closely, we will increase the number 
of advertising spaces with very little effect on 
the content we give the user (the only real 
change would be that the video section 
presentation would not be as wide as it is now 
and we can simply reduce the amount of 
horizontal space available for the video 
description). Similar to my suggestion for article 
pages, I would suggest that we consider using 
728 x 90 and 300 x 250 commerce 
advertisements on older video sections rather 
than on the basis of unsold inventory. 

Top 10 section Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button). Product rotation appears in the 
right-hand column just below the Yahoo 
Buzz presentation. 

Branding ribbon, main navigation are okay. 
Similar to my suggestion for article pages, I 
would suggest that we consider using 728 x 90 
and 300 x 250 commerce advertisements on 
older Top 10 sections rather than on the basis 
of unsold inventory – see Mockup #9. 

 

 



 
* following the current preferred framework (as reflected on LiveScience.com, Aviation.com, and Newsarama.com) 

Page Current Advertising Placement * Suggested Advertising Placement

Today in History 
section 

Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button). Product rotation appears in the 
right-hand column just below the Yahoo 
Buzz presentation. 

Branding ribbon, main navigation are okay. For 
this page, I would propose that we use the 
same approach I suggest for article pages – use 
728 x 90 and 300 x 250 commerce 
advertisements on older Today in History 
sections rather than on the basis of unsold 
inventory – see Mockup #10. 

Quiz section Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button). Generic LiveScienceStore banner 
appears below the Blogs section in the 
right-hand column. 

Branding ribbon, main navigation are okay. I 
would suggest that we adjust the layout to 
reduce the amount of horizontal space taken up 
by the quiz section – see Mockup #11. Similar 
to my suggestion for article pages, I would 
suggest that we consider using 728 x 90 and 
300 x 250 commerce advertisements on older 
quiz pages rather than on the basis of unsold 
inventory. 

Life's Little 
Mysteries home 
page 

No presence unless commerce 
advertisements appear in 300 x 250 
advertising space when there is unsold 
inventory. 

I would recommend that the Life's Little 
Mysteries portal page be placed within the 
standard paradigm for a category page in the 
current preferred framework – see Mockup #12. 
Not only will this enable us to more easily 
monetize this page (largely because of the 
ability to add a store banner), but it will also 
provide better usability for LiveScience.com (by 
maintaining consistent main elements and 
navigation throughout the site). 

 

 

 

 



 
* following the current preferred framework (as reflected on LiveScience.com, Aviation.com, and Newsarama.com) 

Page Current Advertising Placement * Suggested Advertising Placement

Life's Little 
Mysteries article 
page 

No presence unless commerce 
advertisements appear in 728 x 90 or 300 x 
250 advertising spaces when there is unsold 
inventory. 

I would recommend that Life's Little Mysteries 
articles be placed within the standard paradigm 
for an article page in the current preferred 
framework – see Mockup #13. Not only will this 
enable us to more easily monetize these pages 
(largely because of the ability to add product 
rotations), but it will also provide better 
usability for LiveScience.com (by maintaining 
consistent main elements and navigation 
throughout the website). 

Research in Action 
section 

Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button). No commerce advertisements will 
appear because we do not currently create 
160 x 600 skyscraper ads except for 
newsletters. 

Branding ribbon, main navigation are okay. I 
would recommend that Research in Action 
sections be placed within the standard paradigm 
for an article page in the current preferred 
frameword – see Mockup #14. Not only will this 
enable us to more easily monetize these pages 
(primarily through the addition of product 
rotations), but I twill also provide better 
usability for LiveScience.com (by maintaining 
consistent main elements and navigation 
throughout the website). 

Special Report page Branding ribbon. Periodically, commerce 
advertisements may be displayed above the 
article (728 x 90 size) and to the right of 
the article (300 x 250 size), depending on 
the level of unsold inventory. Product 
rotation appears under the Yahoo buzz 
banner in the right-hand column. 

Branding ribbon is okay. I would recommend 
that we consider using 728 x 90 and 300 x 250 
commerce advertisements on older articles 
rather than on the basis of unsold inventory – 
see Mockup #15. 

 

 

   



 
* following the current preferred framework (as reflected on LiveScience.com, Aviation.com, and Newsarama.com) 

Page Current Advertising Placement * Suggested Advertising Placement

Search results page No presence at all. I would suggest that we include the branding 
ribbon and main navigation (with the Store 
button on LiveScience.com) on search results 
pages. I would further suggest that we include a 
column of "Related Products" to the right of the 
search results – see Mockup #16.  

Blog contributor 
"home" page, blog 
contributor archives 
pages, and blog 
category archives 
pages 

Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button). Periodically, commerce 
advertisements may be displayed above the 
article (728 x 90 size) or in the right-hand 
column (160 x 600 skyscraper size), 
depending on the level of unsold inventory. 
A smaller version of product rotation 
appears near the bottom of the left-hand 
column. 

The blog pages are more difficult to adjust 
because of the necessity of a three-column 
layout. I would suggest that we consider using 
728 x 90 and 160 x 600 commerce 
advertisements on older pages of a blog 
contributor's archive pages. I would further 
recommend that we use the tabbed product 
rotation paradigm but simply put it at the 
bottom of the pages – see Mockup #17. 

Blog article page Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button). Periodically, commerce 
advertisements may be displayed above the 
article (728 x 90 size) or in the right-hand 
column (160 x 600 skyscraper size), 
depending on the level of unsold inventory. 
A smaller version of product rotation 
appears near the bottom of the left-hand 
column. 

The blog pages are more difficult to adjust 
because of the necessity of a three-column 
layout. I would suggest that we consider using 
728 x 90 and 160 x 600 commerce 
advertisements on older pages of a blog 
contributor's archive pages. I would further 
recommend that we use the tabbed product 
rotation paradigm but simply put it at the 
bottom of the article – see Mockup #18. 

 

 

 

 



 
* following the current preferred framework (as reflected on LiveScience.com, Aviation.com, and Newsarama.com) 

Page Current Advertising Placement * Suggested Advertising Placement

Forums page Branding ribbon, main navigation (on 
LiveScience.com in the form of a Store 
button). Periodically, commerce 
advertisements may be displayed above the 
article (728 x 90 size), depending on the 
level of unsold inventory. 

I would suggest that we consider using 728 x 90 
commerce advertisements on older forum 
threads rather than on the basis of unsold 
inventory – see Mockup #19. In addition, on 
threads such as the one in the mockup 
("Looking to buy your first telescope?"), I would 
suggest that the banner ad be permanently set 
to an Orion ad. 

Newsletter Periodically, commerce advertisements may 
be displayed in the right-hand column (160 
x 600 skyscraper size), depending on the 
level of unsold inventory. Also, product 
rotation appears near the bottom of the 
newsletter. 

Since newsletters are not generally opened after 
(I assume) 5-10 days, it does not make sense 
to suggest that we include commerce 
advertisements in "older" versions (as opposed 
to basing the appearance of commerce 
advertisements on the level of unsold 
inventory). Instead, we should just continue to 
display commerce advertisements in the right-
hand column as inventory is available. 

I would suggest changing the product rotation 
section to display one featured product with a 
customer review, narrative product decription, 
or perhaps even a video testimonial – see 
Mockup #20. 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #1A 
 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #1B 
 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Screenshot #1 
 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #3 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #4 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #5 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #6 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #7 
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Mockup #10 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #11 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #12 
 
 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #13 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #14 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #15 
 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #16 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #17, Top 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #17, Bottom 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #18, Top 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #18, Bottom 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #19 
 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #20, Top 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #20, Bottom 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mockup #21 


