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About the Author

Jan Zimmerman has found marketing to be the most creative challenge of
owning a business for the nearly 30 years she has spent as an entrepreneur.

Since 1994, she has owned Sandia Consulting Group and Watermelon
Mountain Web Marketing in Albuquerque, New Mexico. (Sandia is Spanish for
watermelon.) Her previous companies provided a range of services including
video production, grant writing, and linguistic engineering R&D.

Jan’s Web marketing clients at Watermelon Mountain are a living laboratory
for experimenting with the best techniques for Web success in site design,
content development, word-of-Web marketing, search engine optimization,
and offline integration.

Ranging from hospitality and tourism to retail stores, B2B suppliers, trade
associations, and service companies, her clients have unique marketing
needs but share similar business concerns and online challenges. Her
consulting practice keeps Jan aware of the real-world issues facing small-
business owners and provides the basis for her pragmatic marketing advice.

Throughout her business career, Jan has been a prolific writer. She has
written four editions of another book about marketing on the Internet, as well
as the books Doing Business with Government Using EDI and Mainstreaming
Sustainable Architecture. Her concern about the impact of technological
development on women’s needs led to her book Once Upon the Future and

an anthology, The Technological Woman.

The writer of numerous articles and a frequent speaker on Web marketing
topics, Jan has long been fascinated by the intersection of business, technol-
ogy, and human beings. In her spare time, she crews for a hot air balloon as a
way to get her feet off the ground.

Jan can be reached at books@watermelonweb.com Or www.
watermelonweb.com.
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Introduction

t looks so simple on TV. Launch Web site, count money. If only real life
were that easy! Alas, with billions of Web sites competing for attention,
it’s not simple at all.

On the other hand, marketing online isn’t rocket science. This book charts a
practical course of action to put your business Web site to work, adding profits
to your bottom line. Whether you’re just beginning to develop an online pres-
ence or you've been online for years and are anxious to build traffic, this book
will help you drive prospects to your site and convert them into customers.

Web Marketing For Dummies leverages your offline knowledge of marketing
into mastery of the Web. Because I've written this for owners of small busi-
nesses, where cash is king, [ suggest dozens of free to low-cost guerrilla mar-
keting ideas that you can try online.

There is no simple formula that says shoe companies should use this Web
marketing method and architects should use that one. I urge you to keep a
picture of your customers or clients in mind as you read this book. If you
always ask yourself whether a particular method would appeal to your target
market, you’ll make the right decisions. Answer your customers’ question,
“What’s in it for me?” and your Web marketing plan will work magic for you.

About This Book

This book is a reference guide to Web marketing. It’s written like good Web
copy: short sentences, short paragraphs, short chapters, with lots of bullets
and tables so you can find information quickly.

Please look at the pretty pictures. Not only do they save you 1,000 words
of reading, they’re good examples of what you're trying to accomplish.

Dip into a chapter when you confront a particular problem with Web market-
ing to find the information you need right then and there. The rest will wait.
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This book is intended for business people, not techies. Where there is techni-
cal information, I suggest you share that tip with your Web developer. Let him
or her worry about Apache Mod Rewrites for search-engine-friendly URLs.
You worry about your business.

Conventions Used in This Book

Doing something the same way over and over again can be boring, but
consistency makes stuff easier to understand. In this book, those consistent
elements are conventions. There are only a few:

+* When URLs (Web addresses) appear within a paragraph, caption, or
table, they look like this: www . dummies . com.

v New terms appear in ifalics the first time they’re used, courtesy of the
copy editor.

v Anything you have to type is in bold, but frankly, [ don’t think you have
to type a single thing in this book. Mostly, you just have to think.

Fortunately, Web marketing is platform- and operating-system-independent. It
doesn’t matter whether you’re on a Mac with OS X or a PC running Windows
XP, but I do recommend a high-speed Internet connection. You can no longer
realistically monitor your Web site, upload content, review statistics, or
research your market at turtle speed (dialup).

What Vou Don’t Have to Read

You don’t have to read anything that seems irrelevant to your business! You
can scoot past the text following a Technical Stuff icon because that’s really
for your developer. You can bypass the Real World stories in sidebars, though
you might enjoy reading the experiences of actual business owners who tried
the marketing techniques under discussion. Sometimes, they divulge a help-
ful insider secret or two.

Chapter 5, which discusses building and merchandising an online store,
applies only if you plan to sell online. If that doesn’t apply to you, skip that
one. If you're just getting started or have a very limited budget, you might
want to postpone reading Part IV, Spending Online Marketing Dollars. Instead,
stick with the affordable, basic techniques described in Part Il until your site
generates revenue or produces solid leads.
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Foolish Assumptions

In my head, I've constructed a picture of you, the reader. [ assume you
(or your designated staff member) already

v Have a computer with high-speed Internet access.

v Are (or soon will be) an owner or a department manager in a small-
to-mid-size business.

v Have or plan to write a business plan.

v Frequently use standard applications such as Word and Excel, e-mail,
and browsers.

v Are comfortable searching the Web by using keywords and search
engines.

v Can write and do basic arithmetic, especially when dollar signs
are involved.

v Know your business and target markets.

1 Have a passion for your business and a commitment to providing
excellent customer service.

If my assumptions are incorrect, you’ll probably find this book either too
easy or too hard to read. On the other hand, if my description is accurate,
this book is just right for you.

How This Book Is Organized

[ divided this book into parts that follow a chronological development
process, from business planning and market research, through the design
of a marketing-effective Web site and online store, to online promotion that
pushes qualified traffic.

For information on a specific topic, check the headings in the Table of
Contents or look at the Index.

By design, this book enables you to get as much (or as little) information as
you need at any particular moment. If you’re starting from scratch, you might
want to start with Part . If you already have a successful Web site and want
to increase traffic, start with Part III.
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Part I: Getting Going with
Online Marketing

Unless you have endless wealth and infinite time, you need some idea of what
you’re trying to accomplish online before you start. This section stresses the
importance of Web planning as it intersects with all aspects of your business,
including the financial ones. Stocked with useful planning forms and check-
lists, this part shows how to plan for success from the beginning.

Part I1: Building a Marketing-Effective
Web Site

Profitable business Web sites don’t happen by accident. From a marketing
perspective, a successful site attracts visitors, keeps them on the site, and
brings them back for repeat visits. This section addresses building a marketing-
effective Web site and online store, as well as implementing marketing ideas
right on your site. Onsite marketing methods, including viral techniques, are
usually either free or inexpensive, making them especially attractive for busi-
nesses getting started online.

Part 111: Exploring Online
Marketing Basics

The core of this book, Part Ill covers the absolutely essential components of
online marketing: word-of-Web techniques, link campaigns, e-mail marketing,
natural search engine optimization, and integration with offline techniques.
While some of the methods in this section are time consuming, they don’t
require deep pockets.

Part 1U: Spending Online
Marketing Dollars

Use with caution: The advertising and marketing techniques in this part cost
real moolah. Pay per click and banner advertising can both escalate to expen-
sive media buys. Marketing techniques that use advanced technology and
multimedia are expensive to produce.
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Part U: Maximizing Vour Web Success

A book about Web marketing would be incomplete without discussing Web
analytics and sketching the overall environment in which Web marketing
occurs. From legal and tax issues to a review of basic business concerns,
this part will help you maximize the return on your Web investment.

Part Ul: The Part of Tens

Like all For Dummies books, this one has a Part of Tens. These chapters list
ten free ways to kick off your Web marketing campaign, ten of the most
common Web marketing mistakes, and ten tips to rejuvenate a tired site.
Turn to the Part of Tens for good ideas again and again.

Icons Used in This Book
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To make your experience easier, [ use various icons in the margins to indicate
particular points of interest.

Whenever I provide a hint that makes an aspect of Web marketing easier, |
mark it with the Tip icon — it’s my way of sharing what I've figured out the
hard way — so that you don’t have to. Of course, if you prefer to get your
education through the school of hard knocks, be my guest.

This icon is simply a friendly reminder. There are more details in this book
than any normal person can remember. Use this icon to help you remember
basic principles of Web marketing. Look up all the rest when you need it!

Ouch! This icon is the equivalent of an exclamation point. Heed these
warnings to avoid potential pitfalls.

Sometimes I feel obligated to give developers some technical information;
they don’t always know as much as they think they do. I mark that stuff with
this geeky guy so you know it’s information to share, not necessarily to
understand.
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No one can do a Web site alone. It helps to know who can provide assistance.
This icon suggests what type of professional to call. No names, but at least
you have a search term to use! For a business Web site, [ don’t recommend
using amateurs or helpful friends and relatives, unless they’re already profes-
sionals in the field.

This icon designates a real-world story about a company that’s tried the tech-
nique under discussion. Real-world stories are fun to read and contain useful
tips from actual business people.

Where to Go from Here

You'll find helpful features on the companion Web site for this book at www .
dummies.com/go/webmarketing.

From the site, you can download copies of the planning forms and checklists
that appear throughout the book — and a few extra ones. Use them to develop
your own Web marketing plans, or to track and analyze what you’ve done. For
convenience, you can use the live links to key resource sites to stay up-to-
date, subscribe to blogs or newsletters, or simply find out more than fits
between any two covers.

If you find errors in the book, or have suggestions for future editions, please
email me at books@watermelonweb. com.
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In this part . . .

u nless you're Mr. or Ms. Moneybags, know what
you're doing before you start spending money and

time with online marketing. This section stresses the
importance of Web planning as it intersects with all
aspects of your business, including the financial ones.

Chapter 1 puts Web marketing in the context of overall
marketing. You discover that what you already know
about marketing is true, such as the importance of return
on investment (ROI). At the same time, Web marketing
confronts you with new techniques and terms, such as the
conversion funnel, which measures what percent of site
browsers convert to buyers.

It’s easy to get so enthralled by Web technology that you
lose site of your business goals. Take advantage of basic
planning tools in Chapter 2 to maintain a focus on your
bottom line, even as your marketing world grows more
complex. A quick review of basic business and marketing
principles demystifies Web marketing and positions you
at the starting line.

Before you create — or redesign — your Web site for suc-
cess, come to terms with your own limitations. Except for
genius-types who work 48-hour days, everyone needs

help. In Chapter 3, you find out how to select good profes-
sional help or how to take advantage of online tools to get

going.




Chapter 1
Taking Your Marketing to the Web

In This Chapter

Absorbing the Web into your overall business plans

Rethinking your marketing
Running the Web numbers for your business

s it hypnosis? Seduction? Simple amnesia? Don’t let dot-com technobabble

dazzle you into forgetting every business lesson you learned the hard way.
You know there are no magic marketing bullets offline; there aren’t any online
either. You know that you build a customer list slowly, experimenting with a
variety of techniques until word-of-mouth marketing kicks in. You want to be
successful online? Then approach the Web the same way you approach your
offline business — with an awareness of business fundamentals, a combina-
tion of marketing techniques, and an indelible focus on your customers:

+ You must have the business fundamentals right before you can have a
truly successful Web site. Many sites flounder on straightforward busi-
ness issues of cost, merchandising, back-office support, and customer
service. Too many confuse revenues with profits, only to discover in
quarterly financials that their sites are sinking into the Red Sea.

v Successful Web marketing requires a combination of methods.
Nowhere in this book do you read that the solution to all your Web woes
lies in content, search engine optimization, link campaigns, pay per click
ads, banners, e-mail newsletters, or any one online or offline marketing
technique. Many are necessary, but none alone is sufficient to bring in
all the traffic you need. Instead, you must select judiciously from an
extensive marketing menu: a little appetizer, a nice side dish, maybe an
entree that takes the most of your Web marketing dollars and efforts.
Oh, don’t forget dessert.

v The customer is the measure of all things Web, from site design to
marketing. Don’t let technology or personal inclination distract you
from a focus on what the customer wants. And don’t get carried away
with what Web technology can do.
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From those principles, you can see that Web marketing fits within the defini-
tion of marketing you're already familiar with. When they’re well imple-
mented, online techniques might offer a more cost-effective marketing mix,
greater flexibility, or easier expansion to new markets than offline techniques.
With this book as your reference guide, you can master these new tools,
adding a sense of adventure, as well as profits, to your bottom line.

Rearranging Vour Marketing Mix

MBER
\g&
&

If you're already in business, you know you have to spend money to make
money. You may need to redistribute your marketing budget to free up funds
for marketing online. Here’s a method to elevate your marketing analysis from
guesswork to grand plan. First, make a four-column list organized as follows:

v The first column lists all the marketing techniques you currently use.
v The second column lists the target market you reach with that technique.

v The third column lists how many new customers you think that
technique brings in.

v The fourth column lists how much you spend per year on that technique.

If you’'ve been in business for a while, you might have forgotten some of your
recurring marketing investments. Here are a few examples to spark your
memory: a Yellow Pages listing, signs, business cards and letterhead, logo
design, a listing in a local business club directory, T-shirts for the girls’
soccer team, newspapers or other print ads, direct mail, local fliers, word of
mouth, radio spots, billboards, and so on.

If you don’t have extra money to invest in developing and promoting a Web
presence, decide which existing methods you can cut in favor of more cost-
effective online marketing. If you duplicate your reach at lower cost online,
you can put the difference into your Web site.

What you already know about marketing is true. Profit from your own success.
Unless you're starting a new business online, your new customers are going to
look an awful lot like your old ones. You already know how to sell to them,
what they need, and what appeals to their emotions.

Reaching your current audience online

If you haven’t done so in a while, write a paragraph describing your current
customers: age, gender, income level, education, geographical region, or job
title (if you sell business to business). What else do they buy? What do they
like to read? It’s easy to research your markets online. If you need to, segment
your customers into different groups that share the same characteristics.
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Figure 1-1:
A graph of
the long tail
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Products.
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When you design your site and implement your Web marketing campaign,
use these profiles to decide what to do and where to spend.

Finding new customers

If you intend to use the Web to find new customers, decide whether you're
simply expanding your geographical reach; going after a new consumer
demographic or vertical industry segment for existing products, or selling
new products and services to completely new audiences.

All the guerrilla marketing aphorisms apply online. Rifles, not shotguns! Target
one narrow market at a time, make money, and reinvest it by going after
another market. Don’t spread your marketing money around like bees spread
pollen — a little here, a little there. That will dilute your marketing dollars and
reduce the likelihood of gaining new customers.

Write up the same type of profile for your new target audience(s) that you
write up for your existing ones. As you read through the marketing chapters
of this book, match the profiles of your target markets to a given technique to
find a good fit.

Discovering the long tail of opportunity

You might hear the phrase the long tail to describe the market model used by
successful Web sites. The long tail, shown in the graph in Figure 1-1,
describes a situation in which a lot of low-frequency events (think sales for
various products) add up to more than a few, high-frequency events. The low-
frequency events tail off, but added together they make up more than half the
total.

Sales

Products

11
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This theory suggests that the reach of the Web is so vast that you can have a
profitable business selling many items to a few people rather than spending a
humongous marketing budget to sell a few items to many people. It works for
Amazon.com, Netflix, iTunes, and eBay. Why not for you? The trick is that
those few people need to find your products in the vastness of cyberspace,
or you have to find them.

Of course, that’s Web marketing, which is what this book is all about. If you're
curious, read more about the long tail at http://en.wikipedia.org/
wiki/Long_tail, or in Chris Anderson’s book The Long Tail: Why the Future
of Business is Selling Less of More (Hyperion).

Understanding Web Marketing Essentials

While this book is full of the endless details that make up a successful Web
marketing campaign, you need to keep only three, overarching points in mind.
If you measure everything you do against these criteria, you’ll come out fine:

v Do your plans fit with the needs and interests of your target audience?
v Do your plans make financial sense?

v Are your plans within your capabilities to execute?

P Right this very minute, create two new folders in your bookmarks, one for
sites you love and another for sites you hate. Better yet, set up an account
at del.icio.us (http://del.icio.us), which allows you to gather all your
bookmarks in one, convenient, online account, accessible anywhere. With
one click, you can tag (bookmark) any site you see for future reference.

Whatever your online activities, make a habit of tagging or bookmarking the
sites that appeal to you and the ones you can’t stand. Don’t worry if you
don’t yet have the vocabulary to explain your reactions. By the time you're
ready to talk to a developer about designing a new site or upgrading an exist-
ing one, your library of saved sites can provide essential information about
where you want to go.

Adjusting the Numbers
for a New Medium

For you, as a business owner or manager, the Web is a new means to meet
your goals, not an end itself. You can hire professionals to take care of the
technical and marketing details, but no one knows — or cares — as much
about your business and your audience as you do.



Chapter 1: Taking Your Marketing to the Web ’3

The Web offers an unprecedented opportunity to reach very narrow, niche
markets with customized, sometimes individualized, products and services.
Think imaginatively about the big picture. What are your long-term strategies
for growing your business? Can you take advantage of Web technology to
help your company prosper by

v Supporting your current customers more cost-effectively

v Expanding to new markets

v Expanding your list of products or services
Rid yourself of one myth right now. The truth is that marketing on the Web is
not free. You can spend a lot of money, a lot of time, or some combination of
the two, but you can’t get away without an investment of some sort. Before
you go online, think hard about the numbers. As a good businessperson, con-
sider these key benchmarks, which are described in the sections that follow:

v The cost of customer acquisition

v The break-even point

v Return on investment (ROI)
Don’t call a Web developer about money! If you're not sure how to compute
these numbers, ask your bookkeeper or CPA for help. Or go to one of the
many Small Business Development Centers around the country for free

assistance. (Go to http://sba.gov/sbdc/sbdcnear.html to find a
center in your area.)

Estimating the cost of
customer acquisition

Can you acquire customers for less than the average $20-$30 cost of finding
a new retail customer offline? Maybe, but it depends on what you're selling.
Generally, the more expensive your product or service, the more you must
spend to acquire a new customer.

The cost of lead acquisition equals your marketing cost divided by the
number of customer leads that the activity generates:

cost of lead acquisition = marketing cost + # of leads
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If you spend $100 for pay per click ads on Google to get 20 people to your
site, your cost is $100 divided by 20, or $5 per lead. If only two of those 20
people buy, your cost of customer acquisition is actually $50. That’s fine if
they each spend $250 on your site, but what if they spend only $25? You can
compute acquisition cost for any single marketing campaign or technique or
across an entire year’s worth of marketing expenditures.

The average cost of acquiring a new customer approximately equals the
profit derived from an average customer’s purchases in the first year. In
other words, you might not make a profit on your customers unless they
spend more than the average or you retain them for more than a year. Yes,
indeed, it’s a cold, cruel world. However, if you take advantage of the many
free and low-cost techniques in this book, you can reduce your dollar cost
of customer acquisition and stand a better chance of making a profit.

It takes three times as much money to acquire a new customer as it does to
keep an existing one.

Computing your break-even point

Break-even is the number of sales at which revenues equal total costs. After
you reach break-even, sales start to contribute to profits. To calculate the
break-even point for your Web site, subtract your cost of goods (or cost of
delivering services) from your revenues, which yields the gross margin:

revenues - cost of goods = gross margin

Now, total the fixed costs (charges that are the same each month, regardless
of how much business you do) for your Web site, such as monthly devel-
oper’s fees, hosting, charges for your Internet service provider (ISP), over-
head, and in-house labor. Finally, divide your fixed costs by your gross margin.
That tells you how many sales you must make to pay for your basic Web
expenses.

fixed costs + gross margin = break-even point

Costs of sales are expenses that vary with the amount sold, such as shipping
and handling, commissions, or credit card fees. For more accuracy, you can
subtract these from your revenues as well. Divide the result into your fixed
costs to get the break-even point.
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Figuring out whether you'll
make money online

Return on investment (ROI) looks at the rate at which you recover your invest-
ment in site development or marketing. Often you calculate ROI for a period
of a year. To calculate ROI, simply divide profits (not revenue) by the amount
of money invested to get a percentage rate of return:

profits + investment = rate of return

You can also express ROI by how long it will take to earn back your invest-
ment. An annual 50 percent ROI means it will take two years to recover your
investment. As with acquisition costs, you can compute ROI for your original
investment in site development, for any single marketing campaign or tech-
nique, or across an entire year’s worth of Web expenses.

Don’t spend more on marketing than you can make back. Losing money on
every sale is not a good business plan.

Now, go have some fun and make some money online!

15
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Chapter 2
Planning for Web Marketing

In This Chapter
Getting ahead of the game

Establishing goals for your site
Finding out about target markets
Applying the four Ps of marketing
Understanding why people buy

Putting it all together in an online marketing plan

It’s easy to get so involved with the Web that you lose sight of your busi-
ness goals. In this chapter, I show you how a few, simple, planning tools
can help you track the big picture while maximizing the contribution of your
Web site to your bottom line.

If you mastered marketing principles in business school long ago, this chap-
ter connects cybermarketing to your memories of business plans, the four
Ps of marketing (product, price, placement, and promotion), and Maslow’s
Triangle. If your marketing knowledge comes from the school of hard knocks
or if you're new to business, these conceptual marketing tools enable you to
allocate marketing dollars in a new environment.

As you go through the planning process, I suggest that you summarize

your decisions on the forms in this chapter. Refer to them whenever you're
uncertain about a Web marketing decision. These forms also make it easier
to convey your site goals and objectives consistently to developers, graphic
designers, other service providers, and employees. For your convenience,
you can download full-page versions of these forms from the book’s compan-
ion Web site at www.dummies.com/go/webmarketing.

Preparing an Online Business Plan

If you're starting a new business of any type, you need to write a business
plan. If you're adding online sales to an existing operation, dust off and
update your current business plan as well. Opening an online store is like
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opening a new storefront in another city; it requires just as much planning.
Even if you're only launching or revamping a Web site, I suggest writing a
shortened version of the business plan outlined in the following list.

Most business plans include some variation of the following sections:

v Summary

v Description of Business (type of business and goals)

v Description of Product or Service

v Competition (online and offline)

v Marketing (target market, need, objectives, methods, promotion)

v~ Sales Plan (pricing, distribution channels, order fulfillment)

v Operations (facilities, staffing, inventory)

v Management (key players and board)

v Financial Data (financing, financial projections, legal issues)
The SBA (Small Business Administration) site includes free online business
advice for start-ups at www. sba.gov/starting_business/index.html,

or search the Web for sample business plans at sites like Bplans.com (www .
bplans.com/sp/businessplans.cfm).

Going into detail about the process of writing a business plan is beyond the
scope of this book. If you need assistance, business attorneys or accountants
can help you get started and are familiar with local business organizations.
For free help, check out the business program at the closest community col-
lege or university or locate a nearby small business support office at one of
the following sites:

v Small Business Development Center (SBDC) www . sba .gov/sbdc/
sbdcnear.html

v Small Business Administration (SBA) http://sba.gov

v Service Corps of Retired Executives (SCORE) www . score.org/
findscore/index.html

To get a good handle on the basics, you might want to read Starting an Online
Business For Dummies, 4th Edition, by Greg Holden (Wiley Publishing) or
Business Plans Kit For Dummies, 2nd Edition, by Steven D. Peterson, Peter E.
Jaret, and Barbara Findlay Schenck (Wiley Publishing).
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Web sites don’t solve business problems; they create new challenges. If your
business is experiencing any problems, fix them first! Any difficulties with
computer infrastructure, record-keeping, manufacturing, supply chains,
customer service, order fulfillment, staffing, cost controls, training, or pricing
are only magnified when you go online.

Planning to Fit Your Business Goals
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Before you state the goals for your Web site, you must be clear about the
goals for your business. Your answers to a few basic questions establish the
marketing framework for your site. Answer the questions in the Business
Profile section of the Web Site Planning Form in Figure 2-1. These questions
apply equally to businesses of any size and to not-for-profit organizations,
educational institutions, and governments.

Here are a few examples of business profile questions:
v Are you a new company or an existing one with an established
customer/client base?
v Do you have an existing brick-and-mortar store or office?
» Do you have an existing Web site and Web presence?
v Do you sell goods or services?

v Do you market to individuals (which is called B2C for business-to-
consumer) or to other businesses (which is called B2B for business-
to-business)?

v Who are your customers or clients (generally referred to as your
target markets)?

v Do you sell — or want to sell — locally, regionally, nationally, or
internationally?

Answer the other questions of the Business Profile section of the form to get
an overall idea of what your business looks like.

Your Web site is the tail, and your business is the dog. Let business needs
drive your Web plans, not the other way around.

Chapter 2: Planning for Web Marketing
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Figure 2-1:
Web Site
Planning
Form
(download
at www .
dummies.
com/
go/web
market
ing).
|

Web Site Planning Form

For Web Site (URL):
Prepared by: Date:
Web Producer/coordinator:
Contact Info:
Producer/coordinator:
Contact Info;

Business Profile:
Is the Web site for a new or established company?
O New company
QO Existing company, in business years.

Does the company have an existing brick-and-mortar operation?
O Yes
O No

Does the company have an existing Web site or Web presence?
Q Yes
O No

Does the company have an existing logo?
O Yes
O No

What type of business is the Web site for?
O Manufacturer
Q Distributor
O Retailer
Q Service provider
Q Professional

What does the company sell?
Q Goods
Q Services

Describe your goods or services:

What type of range does the company have?
O Local
O Regional
O National
Q International

© 2006 Watermelon Mountain Web Marketing www.watermelonweb.com
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What type of range will the Web site have?
O Local
O Regional
O National
QO International

Web Site Goals

Rank the applicable purposes of your site, with 1 being the most important.

Information
Branding

Lead generation/qualifying prospects

Sales revenue
Ad revenue

Internal needs
Transformation

Financial Profile
Break-even point: $

Returnoninvestment: _ 9%

Web Site Budget for First Year
Outside development:
Special elements (such as video):
Marketing:
Inhouse Labor:
Other materials:

Total:

$
$
$
$
$
$

Within:
Within:

Sample Objectives

Repeat for each goal within timeframe specified (for instance, 1 year).
Within:
Within:
Within:
Within:
Within:
Within:
Within:
Within:

Traffic objective (# viewers per month):
Conversion objective:
Sales objectives (# sales per month):  $
Average $ per sale: $
$ revenue per month:  $
Other objectives specific to your site:

© 2006 Watermelon Mountain Web Marketing www.watermelonweb.com

%
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Marketing Profile

Describe your target markets. Give specific demographic or segment information.
For B2B, segment by industry or job title.

What is your marketing tag?

Value proposition: Why should someone buy from your company rather than
another?

Name at least six competitors and their Web sites.

© 2006 Watermelon Mountain Web Marketing www.watermelonweb.com

Setting Goals for Your Web Site

After you've outlined your business goals, you need to decide what your Web
site must accomplish from a marketing perspective. The goals you set for
your site plus the definition of your target market should drive both your
Web design and marketing campaigns.

Business Web sites generally have one of the seven goals in the following
sections as a primary goal, although large, sophisticated sites now address
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Figure 2-2:
LMK
Interiors’
brochure-
ware site
informs
customers
of available
services
and lets
them submit
an inquiry.
|
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several categories. Rank the functions that apply to your site on the Web Site
Goals section of the Web Site Planning Form (refer to Figure 2-1), with 1 being
the primary purpose of your site.

Unless you have a large enough budget and staff to handle the demands of mar-
keting to multiple audiences, select only one or two of these goals. You can add
others later after benefits from your site start flowing to your bottom line.

Providing customer service
through information

Brochureware or business card sites are an inexpensive solution. These
sites, which contain no more than the minimal information included in a
small tri-fold brochure, might provide a small business with an adequate
Web presence. For example, the two-page interior design site at www.
lmkinteriorsltd.com (shown in Figure 2-2) briefly describes services,
linking to a second page with contact information and a project inquiry form.
Other, information-based sites are much more extensive. Medical, technical
support, or news sites may contain hundreds or thousands of pages in a
searchable, linkable, static format. Businesses save money by hiring fewer
staff to provide the information live while taking advantage of the Internet
to offer support online 24/7 to accommodate customers worldwide.

@ LMK Interiars LTD. - Unique and Intuitive Interior Desion I Interior Designers - Mozilla Firefox =) (1EJ
File Edit View Go Bookmarks Tools Help deLicio.us Back - + Reload il Homel

1 hitp: fhamow Imkinteriorsltd com? . [«]

L MK |nteriors, | td. Inter"nrlgucz:

FarEoemgans

Home ~ Contack LMK, Interiors

Home Bath Qffice

1 Unique and Intuitive Interior Design
® Traditions, transitional and cantemporary

{ 8 Camplefe line of interior desian services
' ® Residential and commercial
2
Traditional, Transitional and Contemporary

LMK Interiors, Ltd, provides desian services in the realm of traditional, transitional and contemporary, Lisa Kawski,
interior designer, offers unique and intuitive solutions when invalved in the creation of an environment,

Complete Line of Interior Design Services

LMK Interiors, Ltd, provides services for all aspects of design needs.

® Furiturs and Accessary Selection and
Purchasing

 tuindom and Wl Treatments and Specificatians

® Lighting Plans and Fixture Selectinn

® Construction Documentation and Management

B Color Consuitations

® Space Analysis, Planring and Furniture Layout

= Finich Selections

® Faint, Firishes, Fabric, Flooring and Carpet Selection

Residential and Commercial

Lisa Kawski of LMK Inkeriars, Ltd. Incaked in South Hamikon provides inkerior desion services ko bekh residential and
commertial dlierts, Her exensive background providing designs services to dints in the Boston area and upstate New ]
ork for the past 200 years include: XTRA Corp., Reebok International, Suisse Chalet, Kodak and %erox Corp, These

projects have helped foster 2 transition into residentisl desion @s wel, Her dients induds Massachusetts residences in

Esser County: Hamiton, Topsfield, Mewburypart, Georgetown, Beverly, Ipswich, Sudbury and Peabody,

Lisa Kawskl s a member of BN (Business Nebworking Internatianaly, HEN {Homebased Businesswamen's Networky, and

WHET (Women Nebworking Entrepreners in Training). ™

Courtesy Cheryl K. Perkins & Assoc. (Website Designer)
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|
Figure 2-3:
SweetSanta-
Fe.com
resolved a
branding
problem on
its new

Web site

by revising
its logo in
the upper
left corner.
|

Branding your company or product

Sites like Coke.com primarily serve a branding function. Branding sites may
include games, coupons, entertainment, feedback sections, interactive func-
tions, and corporate information, but they generally don’t sell the product
online. They generate leads or sales only indirectly. For instance, consumers
can buy a key chain or other branded paraphernalia on the Coca-Cola site
(www . coke . com) but cannot buy a bottle of Diet Coke.

Branding can be tricky, even on a sales site, when the name of a site is not the
same as the existing business. Plaza Bakery, located on the central plaza in
Santa Fe, New Mexico, solved this problem by modifying its former logo,
incorporating the name of its Web site (SweetSantaFe.com), and moving its
business name below the image. (See Figure 2-3.)

[& Southwestern Gourmet Coakie Delivery Nationwide: SweetSantaFe.com - Mozilla Firefox ===
Eile Edit View Go Bookmarks Teols Help delicio.us
= Reload 0 Home Go | htip/swestsantafe com/ |
~
ARy b B
= R
) .
T . [ About o I [ | [c U
7 gt [ Home bout Our Traats | Links lla Friend | About Us ontact Us
Yrzq Bkt
(K771 747320 Bakeery Treals frvan Santa (Fe!
Browse Our Store The Best Gourmet Cotfee & Cookies from Santa Fe

i Now, wherever you live, you can
enjoy delicious brownies and
cookies with the tempting taste of

the Southwest, Order them far

y yourself, or send towers of sweets

as holiday treats, individual

8 | presents, or unique corporate gifts
.} Of course, we affer our caffee and

gourmet cookie delivery nationwide.

Shopping Gart
Checkout
Oiline Starefront

= Breads & Bagels
= Cathedral Cake
= Cookie Tins

= Gift Towers

SweetSantaFe.com is brought to you
. by Plaza Bakery, as mentioned in
the New York Times and Bon
Appétitt Our products are available for small orders online. For large orders,

2

e

Wiedding Cakes
Wiholesale Inguiries
Store Folicies

B-sale, catering, or restaurant use, please call tollfree 877-737-5292 or email

2.

Sign Up for

Sweet flotes Made with the finest New Mexican ingredients, our baked goods will tantalize
Mewslefter your senses. Let us help you celebrate special nccasions with beautiful gift tins

that say Happy Holidays, Happy Birthday, Congratulations or Thank You,

Come. Sit for a moment. Have a cup of coffee. Savor the flavor of Sants Fe.

I

Courtesy Plaza Bakery

Generating leads or qualifying prospects

Some sites, especially those for services and expensive products such as
cars and homes, allow potential customers to research offerings, but cus-
tomers must call, e-mail, or visit the brick-and-mortar establishment to close
a sale. Interactive techniques, such as the Live Chat feature used by staffing
agency Aerotek (www.aerotek.com/default.aspx) build relationships
that turn prospects into customers. (Chapters 4 and 6 describe many interac-
tive techniques you can use on your site for this purpose.)
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If you're clever, you can qualify your leads online. For instance, SantaFe
Wedding.com, a destination wedding site, asks for the groom’s name on its
form inquiry page (http://santafewedding.com/request.html). That
question alone reduces the number of false leads by more than 60 percent.

Generating revenue through sales

Transaction sites, which are, perhaps, the most familiar type of site, are used
to sell goods or services online. Travel reservations, magazine subscriptions,
organizational memberships, B2B (business to business) sales, and even
donations fall into this category, as do retail sites from Amazon.com to the
smallest, home-based micro-store. Good transaction sites take advantage of
the Web to gather information about customer demographics, needs, and
preferences and to test response to special offers.

Generating revenue through advertising

A business model that calls for generating revenue by selling ads operates in
a fundamentally different marketing mode. When you sell advertising, the pri-
mary product is the audience you deliver — either the number of eyeballs
that view an ad or the number of click-throughs to an advertiser’s site.

Achieving internal needs

Sites in this category attract investors, identify strategic business partners,
locate suppliers, recruit dealers, or solicit franchisees. The audience for
these sites is quite different from the audience for a site targeted at cus-
tomers or clients. This distinction is critical because elements of your
marketing plan are derived from the definition of your target market.

Transforming your business through
process innovation or creative techniques

Transformation applies to more than giant corporations whose Web sites
integrate just-in-time inventory, smooth supply chains, online sales, and
accounting systems. Many innovative small businesses create online
processes that fundamentally change the way they do business.
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Surprisingly, innovation doesn’t have to cost much. Pablo’s Mechanical

(www .pablosmechanical.com), a plumbing and heating contractor, cap-
tured the second-home market in the rural tourist area near Angel Fire, New
Mexico. Pablo’s Mechanical realized that second-home owners are usually
well off, are frequent Internet users, and often live out of state, perhaps in a
different time zone. His simple, inexpensive site directs his customers to click
onto large plumbing manufacturers’ sites to select fixtures and then send him
an e-mail with what they want installed.

Specifying Objectives for Vour Web Site

What can convince you that your site is successful? After you establish goals,
you need to specify the criteria that satisfy them. That means establishing
measurable objectives. First, enter your calculations from Chapter 1 for break-
even point, return on investment (ROI), and budget onto the Financial Profile
section of the Web Planning Form in Figure 2-1. Your budget and ROI expecta-
tions might constrain how much you can spend on marketing and, therefore,
on how much traffic your site will receive. Take this into consideration as you
specify numerical targets for your objectives and the dates you expect to
accomplish them. There’s no point in setting unrealistic objectives that doom
your site to failure before you start.

Table 2-1 suggests some possible measurements for different Web site goals,
but you have to determine the actual quantities and time frames for achieve-
ment. Define other objectives as appropriate. Enter the numbers and time
frames for the criteria you’ll use on the Sample Objectives section of the Web
Site Planning Form. These numbers are specific to each business.

Table 2-1 Site Goals and Objectives

Site Goal Possible Objectives to Measure

Managing customer  Number of phone calls and e-mails, amount of traffic to

service various pages, hours of site use, cost savings, time savings

Branding Onsite traffic, time onsite, activities performed, coupons
downloaded, gross revenues

Generating Number of phone calls and e-mails, conversion rate of visits

qualified leads to leads, conversion rate of leads to sales as compared to

other lead sources, traffic to various pages, number of
e-mail addresses acquired, cost of customer acquisition
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Site Goal Possible Objectives to Measure

Generating Conversion rate of buyers to visitors, sales revenue,

online sales average dollar value of sale, number of repeat buyers, profit
from online sales, cost of customer acquisition, promo code
use, sales closed offline that are generated from Web, if
possible (that is, enter phone orders into the system)

Generating Ad revenue, click-through rate, page views per ad, traffic to

ad revenue various pages, visitor demographics

Measuring Conversion rates for various actions, site traffic, other

internal goals

measurements (depending on specific goals)

Transforming
the business

Site revenues, costs, profit, time savings, costs savings,
other measurements (depending on specific goals)

If you don’t have objectives, you won’t know when you’ve reached or
exceeded them. Setting objectives ahead of time also ensures that you
establish a method for measurement.

For instance, you can obtain site traffic numbers from your Web statistics,

as [ discuss in Chapter 14, but you can’t count leads that come in over the
phone that way. Your receptionist must ask how a caller heard about you and
tally results. Or you can display a separate number, e-mail address, person,
or extension for Web visitors to use, just as you would establish a separate
department number for a direct mail campaign.

Try to track data for a 13-month period so you can compare same-date results.
Almost all businesses experience some cyclical variation tied to the calendar.

Defining Your Target Market

In the Marketing Profile section of the Web Site Planning Form (refer to Figure
2-1), you need to define your target market(s). For each goal you select on
your Planning Form, decide who your audience is. Phrases such as “everyone
who eats chocolate” or “all airplane passengers” are way too broad. Unless
you are Toyota or General Mills, you won’t have the funds to reach everyone,
so you need to segment and prioritize your markets.

Note: 1 discuss how to fill out the rest of the Marketing Profile section in
“Writing Your Online Marketing Plan,” later in this chapter.
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Understanding market segmentation

Market segmentation (dividing your market into smaller sets of prospects who
share certain characteristics) takes many different forms. You need to select
the one that’s the best fit for your business. For your online marketing plan,
you need to locate the various sites on the Web where your target audiences
hang out, so you need to know who they are. Think about it for a moment. The
sites that appeal to opera lovers might not appeal to teenagers, and vice versa.

One caveat: Your online target audience might differ slightly from your offline
audience. It might be more geographically diverse, wealthier, older, younger,
more educated, more motivated by price than features, or vice versa. You
discover these variations only from experience.

Here are a few forms of market segmentation:

v Demographic segmentation: Sorts by age, gender, socioeconomic
status, or education for B2C companies

1 Lifecycle segmentation: Acknowledges that consumers need different
products at different stages of life (teens, young singles, married cou-
ples, families with kids, empty nesters, active retirees, frail elderly)

v Geographic segmentation: Targets areas as small as a neighborhood or
zip code or as broad as a country or continent

1 Vertical industry segmentation: Targets all elements within a defined
industry as a B2B strategy

v~ Job segmentation: Identifies different decision makers (such as engineers,
purchasing agents, and managers) at specific points of the B2B sales cycle

v Specialty segmentation: Targets a narrowly defined market (such as
45- to 65-year olds, female caregivers of people with Alzheimer’s, or 16-
to 35-year-old male owners of classic Mustangs)

Follow classic guerrilla marketing principles: Focus on one market segment
at a time, gain market share and profits, and then invest in the next market
segment. Otherwise, your limited marketing time and advertising funds

are spread too thinly to have a significant impact. For more information on
market segmentation, try www.businessplans.org/segment .html or
http://money.howstuffworks.com/marketing-planl2.htm.
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Researching your market online

If you aren’t sure how to define your market segments, check some of the
online market research sites in Table 2-2. These sites offer a wealth of statisti-
cal data about the demographics of online users, what types of products sell
well, and the growth of Internet use by demographic segments.

Table 2-2 Online Market Research Sites

Name URL Content

ClickZ www.clickz.com Marketing stats, resources,
articles, and more

Internet Systems  www.isc.org/index. Internet domain survey

Consortium pl?/ops/ds host count

internet.com www . internet.com Online marketing newsletters

and resource-providers lists

MarketingSherpa  www.marketingsherpa. Free articles and case
com studies, fee-based online
marketing library

Web Marketing www.wilsonweb.com Resource links with online
Today and e-commerce marketing
information
“\Q,N\BER If your target audience isn’t online, the Web should not be part of your marketing
<

mix for end user sales! It can still fulfill other functions, of course. Check the
Harris Interactive report at http: //harrisinteractive.com/harris_
poll/index.asp?PID=668 for details about who’s online. As of May 2006,
Harris found that 77 percent of U.S. adults — 172 million — were online at
work, school, or home and that Internet access now looks a lot more like the
nation as a whole than it did several years ago. More seniors, minorities, and
low-income users now have Internet access, shrinking the digital divide.

Writing Your Online Marketing Plan

Your business might have a formal marketing plan, or perhaps you have
been in business so long that your marketing basics are second nature. For
the sake of completeness and easy communication with others, fill out the
additional questions of the Marketing Profile section of Figure 2-1:
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v Marketing tag: Enter your marketing tag, which is the five- to seven-word
phrase that describes what your business offers or who you are. This
phrase probably appears (or should) on almost all your stationery, busi-
ness cards, advertising, and packaging. Like your logo, your marketing
tag helps define your public image. Your marketing tag should appear on
your Web site as welll Many companies include it in their header graphic
to reinforce branding. You can see examples in Figure 2-2 and the figure
in the “Planning for success at a museum Web site” sidebar near the end
of the chapter.

v Value proposition: Why should someone buy from your company rather
than from a competitor?

v Competitors: Enter the names of at least six competitors and their Web
addresses.

After you go online, your universe of competitors expands phenome-
nally. If you've been selling locally but plan to expand your market size,
you'll find lots of other competitors online. You'll find competitors for
your type of business in search engines, online Yellow Pages, or online
business directories. This effort can be a bit sobering, but it’s better to
be prepared than surprised.

Before writing an online marketing plan, consider how three other traditional
marketing concepts apply in cyberspace: the classic four Ps of marketing,
Maslow’s Triangle (which I discuss in further detail in the “Understanding
why people buy: Maslow’s Triangle” section later in this chapter), and the
obvious but often-forgotten need to fish where the fish are. Use these tools
as part of your planning process to resolve problems before they impede
your online success.

Examining the four Ps of marketing

Marketers name product, price, placement (distribution), and promotion as
the traditional elements of marketing. These terms apply to the Web as well.

If you plan to update an existing site, it’s particularly important to review the
four Ps. For instance, you might think you need a site update because you
receive too little traffic from search engines, but after a review of the four Ps,
you find out that the real issue is pricing. Chapter 14 explains how to diag-
nose problems with the four Ps by using your Web statistics.

Product

Your product is whatever good or service you sell, regardless of whether the
transaction takes place online. Review your competition to see what features,
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benefits, or services they offer. (To find your competitors, look up your prod-
uct in Google or another search engine.) Product also includes such elements
as performance, warranties, support, variety, and size. If you have an online
store, look at your entire product mix and merchandising, not just individual
products. Ask yourself the following questions:

v Do you have enough products in your online catalog to compete
successfully?

v Are you selling what people want to buy?

v Are you updating your product catalog regularly, quickly removing
items that are out of stock and promoting new items?

Price

The expanding presence of discount stores online puts significant price
pressure on small businesses. Price comparison sites like Shopping.com, which
cost-conscious shoppers check frequently, also compel lower prices. Use those
sites to assess your prices against your online competition. Are you signifi-
cantly higher, lower, or price competitive? What about your shipping prices?

[ talk more about shipping in Chapter 5, but for now, remember that high
shipping costs account for 75 percent of abandoned shopping carts. If
necessary, bury some of the handling and shipping costs in the basic
product price and reduce the visible price for shipping.

It’s very hard for your small business to compete in the market for standard
goods like baby clothes or DVDs unless you have really good wholesale deals
from manufacturers or distributors. But you can compete pricewise on cus-
tomized goods or services or by offering unique benefits for buying from
your company. If you must charge higher prices than your online competi-
tors, review your value proposition so that people perceive an extra benefit.
That could be a $5 promotional code for a discount on another purchase, a
no-questions-asked return policy, exclusivity, or your reputation for quality
service.

You don’t need to compete with offline prices because people value the con-
venience of, and time saved by, shopping online. It’s perfectly okay to price
online products higher than identical items in your brick-and-mortar store.

In a drive to compete, many dot com businesses drive themselves into the
ground by charging less for products than they cost. The more products they
sell, the more money they lose. What a business model! While every business
sometimes offers loss leaders, you have to cover the loss with profits from
other products.

31



32 Part I: Getting Going with Online Marketing

A\

Placement

Placement refers to your distribution channels. Where and how are your
products and services available? Inherently, the Web gives you an advantage,
with 24/7 hours of operation for research, support, and sales online. However,
you might face distribution challenges, particularly if you’re constrained by
agreement to a particular territory or are a distributor or manufacturer who
plans to sell online directly to consumers.

Avoid channel cannibalization (the use of multiple distribution channels

that pull sales from each other). Don’t compete on price with your retailers.
Otherwise, your direct sales might cost you sales from other outlets, in a
destructive cycle of eating your own. Before competing with retailers, review
the increased level of staffing and expenses that are required to meet expec-
tations of consumer support. Are you really able to take this on? If so, you
might want to open a completely separate retail site at a different URL from
the one that your dealers and distributors see.

Promotion

Your Web marketing plan is one of the four Ps. All the different ways you
communicate with customers and prospects are part of promotion. Include
marketing your Web site as much as you market your company and products.
Careful integration of online and offline advertising is critical. Are your meth-
ods reaching your target audience? Are you sending the right message to
encourage customers to buy? In the next section, you can see how to use
Maslow’s Triangle to craft a message that appeals to customers’ motivations.

Understanding why people
buy: Maslow'’s Triangle

By now, you realize that online marketing requires more than getting listed
in search engines and waiting for the money to roll in. Maslow’s Triangle is
another way to gain an edge. Advertisers have long understood the power
of messages that address people’s emotional needs, taking advantage of a

theory developed by humanistic psychologist Abraham Maslow in the late
1960s. You can do this, too!

According to Maslow’s hierarchy of needs (displayed as a triangle in Figure
2-4), everyone has to satisfy certain needs before they can achieve their
maximum potential. In marketing terms, people buy certain products or seek
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certain types of information to satisfy one of more of those needs. Of the five
levels in Maslow’s Triangle, the bottom two (Physiological and Safety) are
basic needs. The top three (Social, Esteem, and Self-actualization) are growth
needs. At this point, people can find Web sites to satisfy every need in the
triangle. Here’s a list of those categories along with a description of each:

+~ Physiological needs: This category covers air, food, water, sleep, sex,
health, and shelter. To satisfy these needs, people might research homes
online, look for apartments to rent on Craigslist.org, purchase apparel
from Patagonia.com, arrange a grocery delivery from Peapod.com,
search for a dentist’s name, look for nutrition advice, or locate an
oxygen bar like the OxygenExperience.com.

v~ Safety needs: These types of needs include security items and informa-
tion for times of emergency, social disorganization, or personal trauma.
At this level, people might seek hotline numbers, fire or flood evacuation
information, earthquake kits from SurvivalKitsOnline.com, fire extinguish-
ers from AmericanFireEquipment.net, car alarms from SlickCar.com, or
GPS systems from MagellanGPS.com.

Actualization

Social
Needs
|
Figure 2-4: Safety
Maslow’s Needs
Triangle
shows his

hierarchy
of needs. Physiological Needs
|
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Planning for success at a museum Web site

The Museum of New Mexico Foundation Shops
(MNMF Shops) operate retail stores at four,
state-owned museums in Santa Fe, New
Mexico: Palace of the Governors, Museum of
Fine Arts, Museum of International Folk Art, and
Museum of Indian Arts and Culture. MNMF
Shops had already managed a successful, retail
Web site at www.shopmuseum.com for
three years when it received an economic
development grant to promote New Mexico
artists and artisans with marketing exposure
beyond Santa Fe, itself the third-largest art
market in the U.S.

In March 2006, John Stafford, Director of Retail
Operations, wrote a ten-page business plan
revamping the existing site and adding two new
sites, www . newmexicocreates.org and
www .worldfolkart . org, forthe Foundation’s
board of directors. The business plan included
sections named Executive Summary, Mission

Statement, Target Market, Business Model,
Value Proposition, and Business Objectives, as
well as sections on Merchandising Strategy,
Operations Plans, Marketing Plans, and Financial
Plans. It concluded with a Timing and Action
Calendar.

Stafford added sections important for the board:
Critical Success Factors highlighted areas that
needed direct attention; Risk Assessment and
Contingency Plans addressed issues that might
affect the achievement of financial objectives.
Thanks to the detailed plans, NewMexico
Creates.org launched in July 2006 with nearly
1,000 pieces of art from 400 artists. WorldFolk
Art.org launched at the end of October 2006.
Both sites are on target to meet their objectives.

The MNMF Shops contribute all net income
from online and offline sales back to the
Foundation for distribution to the four museums
for education and acquisitions.
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v Social needs: This category indicates our human cravings for caring and
belonging, including products and services that make us more attractive
to others. This need drives the appeal of popular social networking sites
as diverse as MySpace.com and PunkyMoms.com, as well as cosmetics
from ElizabethArden.com, spa memberships, self-help books from
Amazon.com, hobbies, clubs, civic activities, churches, and other groups.

v Esteem: This refers to an individual’s need for self-respect and respect
from others. This need motivates the purchase of items like jewelry from
Tiffany.com, fine wines from WineWeb.com, a monogrammed leather
wallet from FineLeatherGifts.com, or a search for a Hummer dealer at
Humvee.net, all of which carry a sense of status, prestige, and power.

v~ Self-actualization: A sense of creative self-fulfillment may come from artis-
tic, musical, educational, spiritual, or religious pursuits. Individuals with
self-actualization needs might visit sites related to creative or spiritual
pursuits, such as Buddhanet.net, AcademyArt.edu, or ClevelandOrch.com,
and they might buy books, music, classes, concert tickets, or art.

To increase your conversion rate (the percent of site visitors who buy), match
your message to the needs your products fulfill. If you identify the specific
benefits that people are looking for, you're more likely to close the sale. For
instance, an esteem message would talk about the exclusivity of owning
jewelry from Tiffany’s, not about saving money.

Fishing where the fish are

When you advertise offline, you put your ads where the target market is likely
to see them. Ads for muscle cars run in the sports section of the paper or on
billboards near gyms. The same thing applies online. You need to place your
lures where your fish hang out.

Figure 2-5 lists the marketing methods discussed in this book. As you read
different chapters, check off methods you think are possibilities for your site.
[ also recommend that you compile a marketing notebook with ideas, articles,
and Web sites, and create marketing folders on your hard drive to store
online research.

Over time, you’ll gather enough information to fill out a Web Marketing
Spreadsheet like the one shown in Figure 2-6. On this form, you finalize the
marketing methods from your checklist and specify marketing method, audi-
ence, impressions (number of times an ad is seen), costs per month, venues,
and delivery schedule for each one. (In Chapter 12, I explain more about cost
per thousand impressions, or CPM. You have to research costs for each tech-
nique.) You can incorporate offline marketing in this spreadsheet or dupli-
cate this arrangement for offline expenses and then add the two together.
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Figure 2-5:
Web
Marketing
Methods
Checklist
(download
from www .
dummies.
com/go/
web
market
ing).
|

The combination of marketing methods you decide to implement is called
your marketing mix. When completed, this spreadsheet encapsulates your
marketing plan, showing how your marketing mix will achieve the objectives
you’ve already established. The example in Figure 2-6 includes some objec-
tives for a mock B2C site.

If you lose direction, you'll end up wasting money. After several months, dis-
card the methods that don’t work and put more money into the ones that are
successful — or add another method or two. Over time, you’ll develop an opti-
mized, online marketing program that you can monitor and tweak as needed.

Marketing online is part
of overall marketing

Exclusive online promotion of a Web site is rare. Your Web address should
appear on your stationery, packaging, and brochures, at the very least. As
you build an online marketing plan, you might decide to redirect some of
your existing advertising dollars, but don’t abandon successful offline adver-
tising. Will you still need a listing in the Yellow Pages? Will you still hand out
promotional items or exhibit at trade shows?

Put your domain name (that’s just a techie word for Internet address) every-
where that you put your phone number and more. Put it on your shopping

bags. Put it on your outdoor signs. Put it on your business truck! Heck, you
can even hire someone now to put it on his shaved head.

What you already know about your business is right — the Web is a new
medium, not a new universe. Don'’t let technology fool you into abandoning
hard-won knowledge of your business, your target markets, or how to appeal
to them. When in doubt, follow your instincts and let your bottom line guide
your decisions.

Web Marketing Methods Checklist

Offline Promotion

Community events

Direct mail

Marketing collateral (brochures, spec sheets)
Offline advertising

Offline public relations and press releases
Packaging

Product placement

Promotional items (specify)

Site launch activities

Stationery

o000 0O0O000O
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Free E-Mail Techniques

O Autoresponders

O FAQs and packaged blurbs
Q Group or bulk e-mail

Q Signature blocks

Onsite Promotion

Affiliate program

Automatic updates (specify type of content, such as date, quote)
Awards posting

Blog

Bookmark reminders

Calls to action

Chatroom

Content updates

Contests, drawings, and games
Coupons and discounts

Downloads (postcards, sound effects, animation)
Endorsement logos (BBBOnLine, TRUSTe, VeriSign)
Favicons

Free offers (giveaways)

Guest books

Make This Your Home Page tool
Internal banners

Live events onsite

Logo

Loyalty program

Message board

Nonprofit donation marketing

Onsite auction

Onsite newsletter registration
Onsite search

Other interactive or rich media
Product reviews (onsite)

RSS (Real Simple Syndication) feeds
Samples

Social networks (onsite)

Surveys and polls

Tell a friend (send a link)
Testimonials

Viral marketing

Vlog (video blog)

What's New page

Wiki

oo ooopoiooooo000ooD o




38

Part I: Getting Going with Online Marketing

Online Promotion (Buzz Campaigns)
Award site submissions

Blogging

Hot sites submissions

Inbound link campaign

Online link campaign

Online press releases

Podcasting

Posting to chat rooms, message boards, and social network sites
Posting to review and opinion sites
Reciprocal links

Text messaging

Viral techniques

Webinars or Webcasting

What's New announcements
Wireless marketing and cell phones

Opt-In E-Mail Newsletters
Specify audience, frequency, and method.
O Own e-mail lists

ooo0doo0oo0oo0ooooo

Audience: Frequency: Method:
O Paid (subscription) newsletters or e-zines

Audience: Frequency: Method:
O Public mailing lists

Audience: Frequency: Method:
O Rental e-mail lists

Audience: Frequency: Method:
O Viral e-mail

Audience: Frequency: Method:

Search Engine Submissions
O Basic 4
O Directory submissions
Q Industry engine submissions
QA International search engines
O Local and map submissions
Q Shopping search engines (free)
Q Specialty search engines (for blogs, videos, images, and so on)
Q Paid submission service
QO Search engine optimization onsite

Q XML feeds
Paid Online Advertising
QO Banner advertising O Other PPC engines and directories
@ Banner exchange QO Overture PPC
QA Classifieds online O Shopping PPC
O Google AdWords PPC U Site sponsorships
and other options O Yahoo! Search Marketing PPC
O Newsletter sponsorships and other options

QO Nonprofit sponsorships

© 2006 Watermelon Mountain Web Marketing www.watermelonweb.com
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Chapter 3

Taking the First Steps to
Your Online Presence

In This Chapter

Doing it yourself versus doing it right
Finding people to do what you can’t
Organizing your site plans
Communicating what you want
Naming your site

Defining site design success

A fter you’'ve done your homework on marketing goals (see Chapter 2),
you’re ready to create — or redesign — your Web site for success. Many
business owners err by viewing their Web site as a separate project, indepen-
dent of marketing and sales, even when they have an online store. In reality,
site design is intricately intertwined with every marketing decision you make.

In this chapter, I explain the critical importance of selecting the right providers
to bring your business vision to cyberspace. I show you how writing a site index
(a table of contents for your site) and request for proposal (RFP) allows you to
communicate your marketing and technical needs effectively to potential devel-
opers as well as evaluate their responses. If your budget is tight, I recommend
using template-based hosting companies rather than a do-it-yourself approach.

You also find out how to select a good domain name and become familiar
with the three characteristics of successful Web design: a site that attracts
new visitors, keeps them with stickiness, and brings them back for more.

Deciding Who Will Design Vour Site

The Oracle at Delphi was famous for the saying, “Know thyself.” Web design
reinforces the importance of self-knowledge. Be honest about your skills. Are
you a programming geek? A gifted photographer? A colorful writer? Do you
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dream in Web-safe colors, JavaScript, or Flash animation? No? Then designing
your own Web site is probably not your forte. Don’t be hard on yourself. With
the possible exception of Leonardo da Vinci, should he be reincarnated in the
21st century, everyone needs help of some sort with Web site development.

“@N\BEH As the owner of a business with a passion for excellence, or the person

> delegated to oversee the company Web site, your job is that of producer,

not creative director or technical manager. There’s wisdom, not weakness,

in playing to your strengths as a business owner and leaving the implementa-
tion to someone else. As producer, you select the team and coordinate their
efforts, cheer them on when the inevitable problems arise, answer their mar-
keting questions, resolve conflicts based on your business acumen, and
arrange the celebration when the site goes live.

Understanding why it'’s not practical
to do it all yourself

Besides overseeing the content, managing the money, and handling the mar-
keting, are you going to educate yourself in HTML, PHP, JavaScript, database
programming, Dreamweaver, FrontPage, marketing communications, copy
writing, photography, and graphic design in the next six weeks? Are you also
fantasizing about winning the Tour de France, or are you just a victim of some
misbegotten belief that this will save you money? Forget about it!

Unless you're already a professional Web designer, don’t do it all yourself;
this is the biggest mistake you can make. Playing with your personal Web site
is one thing, but creating a successful business Web site is a job for the pros.
Would you let someone without experience design your ads, dress your store
window, serve customers, buy goods from vendors, or negotiate contracts?
Then why trust your Web site to a novice?

Novices might include your friends, neighbors, children, or siblings, unless
they have experience creating business sites for a living. Even then, treat
people you know as you would any professional — write up an agreement
so that expectations are clear. Believe me, an agreement won'’t only save
you aggravation and disappointment, it might save your relationship.
CMBER
Time is money! A nonprofessional who does Web sites on the side and
takes three or four times as long as a pro will end up costing you marketing
opportunity and sales as well as money.

Deciding who will design your site is a strategic marketing decision. How will
your site measure up if it’s obviously homemade, with links that don’t work,
but your competitors’ sites look professional and run smoothly? If your compe-
tition’s sites are equivalent, this is not as much of a factor, but you’re wasting
an obvious opportunity to get an edge.
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Using a professionally designed
template to create your site

Do you remember when desktop publishing software first came out?
Unskilled users distributed newsletters that looked like font catalogs, using
every imaginable typeface and style. The resulting newsletters were almost
unreadable. You can avoid the Web site equivalent of desperado design by
using a professionally designed template.

Templates are not as flexible as a custom site, but they can save you signifi-
cant money while maintaining graphic integrity. You can launch a template
site very quickly and be confident that navigation will work. With a template
to take care of design and programming, you can focus on content.

Think of templates as the equivalent of buying business stationery from an
office supply store. You can hire a graphic designer for custom work or order
letterhead and business cards from a store catalog, customizing ink colors
and paper stock. In terms of the Web, you select a template with navigation
and customize it with your color selection, logo, text, and photographs. (I
discuss selecting templates for online stores in Chapter 5.)

If you can’t afford a custom design when you start, use a template as a strategic
placeholder. Put your money into marketing until you build a Web presence
and set aside the revenues. Later, you can redesign the site with your profits.

Choices, choices! You can choose templates at three different levels: cost,
customizability, and skills required:

1 Select a package solution that includes your choice of template design,
hosting, and a variety of other options, based on your needs. This is the
simplest and usually the least expensive option. On the downside, pack-
age solutions are usually the least flexible. If you want, you can hire a
designer to advise you on color choice or to tweak the template a bit.
Figure 3-1 shows a template-based site created with WebSiteTonight,
available through GoDaddy.com as the host. BossTin (www.bosstin.
com) had a designer customize the template and create additional page
layouts.

v Buy a template design that is specific to your industry and upload it to
a host that you've selected separately. This requires more knowledge
and skill.

v~ Hire a company that specializes in a particular industry, with a selection
of templates that they customize for you. This is more expensive than
the other two solutions but still less costly and less time consuming
than a fully custom design.
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Table 3-1 lists just a few of the many, many template offerings available from
sites that supply multiple industries and from sites addressing a sample of
vertical sectors. Do an Internet search for Web templates for [your industry]
(such as restaurants, authors) to find more alternatives.

Table 3-1 Some Template Sites

Type of Sites URL Hosting
(Y/N) Provided

Artists www.foliolink.com Y

B&B/Hotels www .alaskainnkeeper.com/ Y
website-templates.htm

B&B/Hotels www . lynda-design.com/htm/ N
2208 .htm
Construction www.visionwebservices.com/ Y

solutions/construction/
webservices.php

Dentists www.dentalwebsitemarketing.com Y

Lawyers http://legalwebdesigner.com Y
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Type of Sites URL Hosting
(Y/N) Provided
Musicians www .groovindesign.com N
Musicians www.musicaladvantage.com/ Y

webtemplates.htm

Pet & Vet www . templateshunt.com/ Y
template.php?id=8066

Real Estate http://corporate.homes.com/ Y
agentsWebsite.cfm

Real Estate www.realestatelaunch.biz Y

Restaurants www.restaurantwebdesign.net Y

Multiple www.bizland.com/bizland/ Y
index.bml

Multiple www .creatingonline.com Y

Multiple http://gowebsite.com/ Y
WebsiteTonight.html

Multiple www .perfectory.com/search.htm Y

Multiple www . templatemonster.com N

Multiple www .websitesource.com Y

Opting for professional
Web design services

If you've decided to invest in professional Web design services, you need to
find the right designer for your objectives.

Deciding what expertise you need

For most business sites, it helps to select designers who come from a market-
ing communications background, not a pure programming or art background.
Your developer must have the ability to design with an eye towards your
target market, be knowledgeable about achieving business objectives, and

be skilled enough to do the programming tasks required. Not every designer
is right for every type of business or has staff with the experience to meet
the specific requirements described in your request for proposal (RFP),
described later in the chapter.
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The designer is only one of several professionals you might need, as you can
see from the following list:

v Web developer/designer

v Graphic designer

v lllustrator

v Photographer

v Copy writer

v Merchandising expert

v Videographer

v Audio engineer

v Animator (Flash, virtual reality)
v Ad agency

v Online marketing specialist

Developers with enough staff might be able to help with all tasks in the
preceding list, or they might subcontract these services out, saving you the
trouble of finding providers yourself. At the very least, they probably have a
list of people they recommend.

Most small businesses can’t afford all these professionals. Decide which
aspect of the site is most important to its marketing success. For instance,
online stores and tourist sites depend on high-quality photography. A
content-rich site inherently demands good writing, while a multimedia site
might need an animator, videographer, or audio engineer. Prioritize by out-
sourcing the most critical element. Do the best you can with the rest.

Finding good providers in your area

Locating qualified professionals is like finding any good service provider. A
recommendation can’t be beat. Take the time to review designers’ and other
providers’ portfolios online to ensure that you like their style and to assess
their talents. Match their description of skills and experience against your
RFP. (I go into more detail on the RFP in the upcoming “Writing a Request for
Proposal (RFP)” section.)

Always check references — not only those that providers give you, but also
several others randomly selected from their portfolio. Try one of these tech-
niques or sort through one of the typical directories of providers listed in
Table 3-2. Professionals generally self-submit or pay to be in these directo-
ries, so a listing might not say anything about their quality or suitability for
your needs.
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Table 3-2 Sample Web Provider Directories

Name URL Types of Providers Listed
Freelance WWW . Advertising designers, Flash
Designers freelance designers, graphic designers,

designers.com

photographers, search experts,
videographers, Web designers,
Web developers, writers

Copy writers, Flash designers,
illustrators, photographers,

PR firms, search experts,
videographers, Web designers,
Web hosts

Marketing www.marketingtool.
Tool com

Web Design www.designdir.net
Directory

Advertising designers, graphic
designers, Internet marketers,
PR firms, Web designers,
Web hosts

WebDesigners- www.webdesigners-

Graphic designers, logo

Directory directory.com designers, Web designers

Web Wiz www . webwizguide. Flash designers, graphic

Guide info/developers/ designers, Internet marketers,
directory/default. photographers, Web developers
asp by specialty

Here are a few ways to find good Web professionals:

v If you have bookmarked a list of sites you love since Chapter 1, start

by approaching those designers.

v See who designed your competitors’ sites.

v~ Ask others in your local trade association for names of providers

they use.

v Look at Web sites for regional or statewide associations of Web

professionals.

Generally, you get what you pay for! You can pay a lot for someone who
isn’t capable, but you can’t pay a little for someone who’s really good at

what they do.

b7
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Creating a Site Index

A preliminary site index helps you gather your ideas in one place. Outlining —
the way you learned in junior high — is one easy way to organize and track
site content. As you can see on the site index for the fictional SillySox.com in
Figure 3-2, the top-level navigation, which appears on your main menu, shows
up as Roman numerals in the outline. Secondary pages under that topic
appear as capital letters, and third-level pages appear as Arabic numerals.

Organize your site index strategically, with the most important information
for each level at the top of its section. Then review the site index against your
site objectives that you wrote in Chapter 2. (If you skipped ahead to this
chapter, no worries! Just go back to Chapter 2 and come back to this when
you’ve established your objectives.) Keep rearranging the index until it
reflects the marketing goals you want to accomplish. Be sure to include any
special functions the user might need to access, such as a Contact Us page,
newsletter signup, or audio/video players. The site index might change after
discussion with your developer and during the development process.

The order in which navigation items appear on the screen is crucial. The
viewer’s eye goes first to the upper-right corner. Place there the most impor-
tant action you want your audience to take. The top of the left navigation is
the second most important spot. The less-important activities go in the
middle of the list of activities on the left side or in the middle of horizontal
navigation across the top. You can see how the index in Figure 3-2 reflects
placement on the screen shown in Figure 3-3. Chapter 4 offers additional
detail about placement for marketing effectiveness; Chapter 5 talks about
placement for sales efficacy.

Your site index becomes an important planning tool for scheduling and
budgeting. As part of your RFP (described in the next section), it will have
a direct impact on the bids you receive. You can later convert the site
index into tables to track which pages need to be written, which pages
need photographs, and which pages are complete.

You can find out more about organizing your Web site in Web Design For
Dummies, 2nd Edition, by Lisa Lopuck (Wiley Publishing).
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Sample Site Index for SillySox.com (fictional)

Top Navigation
(from left to right, with the element at the top right being most important)
I.  Home
II.  AboutUs
A. Links
B. Advertise With Us
1. Traffic & Demographics
2. Media Kit
lll.  Sock It To Me
A. Kid's Game 1 (Sock Design Coloring Contest)
B. Kid's Game 2 (Follow the Footprints)
C. Kid's Game 3 (Land of the Lost Socks)
IV.  Sign Up for Sox Savings News

Left Navigation
(from top to bottom, with the element at the top right being most important)
V. Onsite Search
VI.  Shop Our Catalog
A.  Women's Socks
1. Knee Socks
2. Short Socks
3. Patterned Tights
B. Children's Socks
1. Knee Socks
2. Short Socks
3. Baby Socks
C. Shoelaces
Accessories
1. Hair Ornaments
2. Scarves
VIl. Customer Care
A.  Shipping & Wrapping
B. Return Policy
C. Payment Methods
D. Privacy & Kids Policies
VIIl. Contact Us

© 2006 Watermelon Mountain Web Marketing www.watermelonweb.com
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|
Figure 3-3:
Because
acquiring
e-mail
addresses is
considered
the most
important
marketing
activity for
SillySox.
com, that
function
appearsin
the upper-
right area

of the
navigation.
|

Second most important action Most important action

SillySox.com

Tickle Your Tootsies!

I About Us "Sock It To Me_] rSOX Savings Sign Up

I Home ‘
——¢ Search (
o Shop

Women
Children
Knee Sox
£ Shart Sax
Baby Sox
Shoelaces

Accessories
° Customer
Care

Shipping
Returns
Payment
Privacy

o Contact Us

© 2006 Watermelon Mountain Web Marketing www.watermelonweb.com

Writing a Request for Proposal (RFP)

You can’t buy a custom Web site the way you buy running shoes or a mas-
sage. People use a written request for proposal (RFP) document as a conve-
nient way to get bids from service providers on the same set of tasks. An RFP
saves you time explaining your project to multiple bidders and enables you
to compare prices and services more easily.

The process of writing an RFP can be as formal or informal as you’d like. The
more complex and expensive the site, the more likely you will want a formal
process, perhaps with an evaluation by a team and including an interview.
You'll find forms with questions to ask Web developers and their references
on the book’s companion Web site (www . dummies . com/go/webmarketing).

The RFP, with negotiated modifications, can be incorporated in the contract.

An introductory page for a fictional RFP appears in the sidebar titled “A
sample RFP for SillySox.com (fictional).”

Elements of a good RFP

A good RFP conveys your marketing intentions and site needs in a concise
form. It often includes
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v A cover letter including a method and due date for a response

v A summary of the goals, objectives, and target market for the site
v A list of desired features, site size, and other details

1 A draft site index

v A list of special services needed

v A timeline for development

v Information on how and when proposals will be evaluated

Establishing a development timeline

Be sure to include a development timeline in your RFP. A fixed date for a
trade show, presentation, or holiday sales cycle might drive your schedule
for going live (making your site available to the public) or launching your site
(driving traffic through promotional activities).

P Without a target date, a site will never be finished. A realistic timeline allo-
cates half the elapsed time to planning and content development, a quarter
of the time to actual programming and stocking the site with content, and
another quarter to testing and revisions.

While you can launch small template sites quickly, three months is a realistic
minimum for most custom sites. The determining factor in the timeline is not
likely to be your developer but the amount of time it takes to prepare good
content for a larger site. Expect a fair amount of back-and-forth interaction
during the design/approval process.

SMBER
Everything will take twice as many labor hours as your most optimistic
projections and cost at least twice as much!

Knowing what to expect
from the developer

After asking you a series of questions, including what sites you like and hate,
most Web developers give you several rough design comps (compositions)
that show the look and feel of the prospective site. They then create detailed
designs for several pages with the look and feel you select. Only after you
approve the design does the developer start programming. It’s usually easier
(and cheaper) to make changes during the design phase than during pro-
gramming. While the developer is programming, you should work on content.
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A sample RFP for SillySox.com (fictional)

SuperSillyStuff, Inc., which manufactures and sells a variety of novelty clothing lines, invites you to
bid on Web site development and hosting for a new e-commerce site at www.sillysox.com.
The new site will sell primarily a line of novelty socks for women and children, with additional
matching accessories and shoelaces.

The primary target audience for the site is women ages 18—35 with children and a moderate socioe-
conomic status. The secondary audience is women ages 18-65 buying gifts. The objective for the
site is $1,000 in gross revenues per month after 6 months and $3,000 per month after 12 months.
Socks will sell in packages of 2—4 pairs for $10, depending on the size and design. Holiday socks and
scarves will sell for $8 each, with shoelaces and hair ornaments running $2-$5. There will be a min-
imum required sale of $10. Your bid should include

v Eight pages of HTML text with a content management system for easy client updating.
v+ A method of newsletter registration.
v~ Internal banners to announce new products, specials, free gift wrapping, and other news.

v A catalog of about 100 different items with text, photos, prices, and inventory that can be
updated without tech support. Size and color alternatives should be available as drop-down
selections.

v~ A secure server for transactions. Include screening out children too young to purchase.

v A complete set of traffic and sales statistics, annual hosting, and one hour of maintenance
per month.

The online store should use a prepackaged store builder, including catalog, shopping cart, and
check stand with real-time credit card processing. Our graphic designer will provide graphic design
elements, subject to modification, for the Web. We will supply all digital photos, text and meta tags.
Another contractor will handle all Web promotion, including search engine submission.
SuperSillyStuff, Inc. will own the copyright and other intellectual property rights to the site and to
any code produced as a work for hire. The complete RFP includes a detailed scope of work, a site
index, a background questionnaire, the criteria for selection, and a list of competing sites. Please
let us know by 4/24 whether you intend to bid.

v~ Bids due electronically 05/03 [to sales@sillysox.com]
v Interviews 05/10
v Developer selection 05/17
v |Initial developer meeting 05/24
v Comps due 06/15
v~ Final design 06/30
v~ Site ready for testing 08/15

v Site launch 09/07
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Finding the Right Domain
Name for Your Site

Selecting or changing a domain name (sometimes called a URL for uniform
resource locator) is a critical marketing decision. The problem is more than
just a simple search for availability on NetworkSolutions.com, GoDaddy.com,
BuyDomains.com, or another registration site. The following sections give
you the lowdown on how to choose the right name for your site.

Understanding what makes
a good domain name

A good domain name is

v~ Easy to say in person. It’s unwieldy to say “digit” before a number in a
URL, or the word “dash” or “hyphen”; besides, people have a hard time
finding the dash character on a keyboard.

~ Easy to understand over the radio or on the phone. Words that include
the ess and eff sounds are often confused when listening, as are certain
consonant pairs like b/p, ¢/z, or d/t. If you're selling in other countries,
confusion between English consonants is different, such as /v in
Spanish or r/l in Japanese.

v Easy to spell. Using homonyms might be a clever way to get around
a competitor who already owns a name you’d like to have; however,
you're just as apt to drive traffic to your competitor as to gain some
for yourself. Also, try to avoid foreign words, words that are deliberately
misspelled just because they are available (for example, valu rather than
value), or words that are frequently misspelled.

v Easy to type. The longer the URL, the more likely a typo. Your domain
name can be as long as 59 characters, but unskilled typists average an
error every 7 keystrokes!

v Easy to read in print and online ads. You can insert capital letters or
use a different color for compound domain names to make them easier
to read. Be sure your domain name can also be read easily in black and
white, and in a logotype if you design one.

v~ Easy to read in the address toolbar. You can’t use colors or capitaliza-
tion to distinguish parts of a compound name or acronym in address or
search engine boxes. Depending on the browser fonts set by the user, the
letters m, n, or r next to each other (mrnrnm) are very hard to read, as
are the characters 1/i (lilllil), or the similar digit/letter combination of 1/1.
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v~ Easy to remember. Words or phrases are easier to remember than a
stream of letters in an acronym, unless your target audience already
knows the acronym from extensive branding (for example, AARP). Your
domain name may be, but doesn’t need to be, your business name,
unless you enjoy a preexisting brand identity.

One of the more complicated URLs I've heard is “luffakind.com.” The interac-
tive design company that owns the name wants to distinguish itself from
OneofaKind.com, which is owned by a competing company. The name is
memorable enough, but radio ads must spell out the homonym as “the digit
one followed by you-eff-eff-a kind dot com.” That expensive airtime could be
spent on a message rather than on spelling!

Stick with original, top-level domains (the primary categories into which
Internet addresses are divided): . com for businesses, . org for nonprofits,
.net for network providers. Avoid top-level domains like . info, .biz, or
odd countries just to get the name you want. People won’t remember them
and won’t find your site.

Don’t bother taking the same name with multiple, top-level domains unless
you think your audience might be confused. You probably won’t want to
spend money branding your URL with both extensions; generally one site
redirects to the other. The one exception is international selling. You might
want to register the same domain in different countries with a large target
market, such as members of the European community or Japan, so you can
get into search engines restricted by national registration.

With more than 71 million domain names registered, finding a name might
seem impossible. Take comfort in knowing that nearly as many domain
names are now expiring as new ones are registered.

If your first choice of domain name isn’t available, try the suggestion tool
available on many registration sites. Use those suggestions to brainstorm
more names. Get reactions from friends, customers, clients, and strangers
about your options. If you're really desperate to get a particular name, go to
the Whols database at www.networksolutions.com/whois/index. jsp
or other registrar sites to see who owns the domain name and bid to buy it.
You can also reserve a name in case the current owner decides not to renew.

Renaming your site: Pros and cons

It’s always a challenge to handle renaming a site that doesn’t have a great
URL. The upside, new traffic from word of mouth and advertising, must offset
the downside to be worth it. You face the following risks:

v Losing repeat visitors

v Losing search engine ranking
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v Losing inbound links
v Losing brand recognition

v Incurring added costs for reprinting, packaging, or signage

Change your domain name only if you have little to lose. A site with poor
search engine rankings, little traffic, and few inbound links is a pretty safe bet
for a change. However, if you have significant offline brand-name recognition
and your brand appears in your URL, stick with what you have.

Sometimes, you can segment several domains by marketing purpose. Apply
the new, user-friendly domain to B2C sales or lead generation while repurpos-
ing the old domain name for corporate identity or B2B use. You can link fre-
quently between the two sites, if you need to. You now have to maintain and
host two sites, which has its own time and cost implications, but those con-
sequences might be small compared to the loss you’d face from abandoning
the old domain name entirely.

If you decide to abandon your primary domain name, ask your developer

to redirect your old domain name to your new one for at least four to six
months. (See the next section.) That gives other inbound links, internal
links, image links, and search engines a chance to catch up. Don’t forget to
submit your new name to search engines and to request inbound links again.
Essentially, every domain name requires its own online promotion campaign.

Playing Games with Page Names

This section might make your eyes glaze over; if so, show the upcoming
Technical Stuff paragraph to your developer. Whether you change your
domain name, redesign your site, delete a page, or simply move one to a
different folder, you can easily frustrate visitors who have entered the URL
for a specific page that no longer exists.

Generally, they receive the totally useless message 404 Page Not Found and
are left adrift on the cybersea. More than 99 percent of them will say, “forget
this” and go to another site, costing you a visit, a prospect, perhaps even a cus-
tomer. Not a good marketing decision! So what’s a Web site owner to do?

Try a custom 404 redirect like Apple’s at www . apple.com/anypage. Rather
than see a meaningless Page Not Found message, users see standard navi-
gation and a directory of links to help them get where they want to go. You
can change the message in a custom 404 redirect to whatever you want. You
can set this HTML meta redirect (also doable in JavaScript) to allow a delay
for viewers to read a message, or you can make it instantaneous. A custom
error message without a redirect or links is not very helpful. Although not the
friendliest solution for search engines, this is still one of the most commonly
used techniques for rescuing lost viewers.

55
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A 301 redirect is a better solution if the site is hosted on a server running
Apache. It is efficient, user friendly, and search engine compatible. Interpreted
as moved permanently, the 301 redirect sends visitors to an appropriate page
you designate. Or you can default any unfound page to the home page. Ask
your host the best way to implement a 301 redirect in your environment. Or
try one of the following references:

V¥ www.pandia.com/sew/163-301-redirect.html
¥ www.lefthanddesigns.com.au/47896.php

V¥ http://websitehelpers.com/seo/redirecting.html

Don’t make a habit of duplicating content on two pages with two different
URLs. Search engines might think you're trying to scam them and penalize you.

One other type of redirect has some marketing functionality. Many domain
name companies like MyDomain.com (http://mydomain.com/domains_
urlfwd.php) will redirect a newly purchased domain name to a Web page
with a different name hosted at any location. It’s a cheap way to redirect
traffic to a free, one- to two-page site that you got from your ISP or to a cer-
tain portion of your own site as part of a particular promotion. You can use
the new name in your offline marketing without any problems.

Some search engines (including Google), some pay per click (PPC) advertis-
ing sites, and some banner ad sites don’t recognize a domain name that redi-
rects this way. Do this for tactical reasons, such as tracking from a particular
print ad, promotion, or trade show, and only for a short time. [ discuss other
ways to track traffic from ads in Chapters 12 and 14.

Understanding What Your
Site Must Accomplish

A business site has to succeed on multiple levels to pull a prospect or visitor
into your marketing orbit. Without initial curb appeal, your site doesn’t have a
chance to establish itself in visitors’ minds. Without strong content, visitors
don’t have a reason to stay on your site long enough to find out what you have to
offer and how wonderful you are. And without a reason to return, visitors might
never establish enough confidence to purchase your goods or services. Chapter
4 covers design in greater detail, but the following quick introduction helps.

Catching the visitor’s attention

You have only four seconds — that’s right — four seconds to make a first
impression. That’s not enough time for a visitor to read your content. It’s
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Figure 3-4:
The
conceptual
theme of
the Gila
Wilderness
Ventures
site quickly
captures the
visitor's
attention.
|

time enough only for our emotion-based lizard brains to react to color,
layout, design, navigation (maybe), and perhaps, a headline. If you haven’t
caught people in your cybernet by then, they’re gone, probably never to
return. Gila Wilderness Ventures (www.gilawildernessventures.com)

in Figure 3-4, for example, catches viewers’ attention and imagination with its
Western concept. Its 3-D perspective pulls the eye into the site and intrigues
the viewer with the potential for discovery.
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Courtesy Gila Wilderness Ventures

Fonts, images, activities, everything on the site must appeal to the target
audience you're trying to reach. You wouldn’t put bright colors on a site
selling urns for pet ashes, or pastels on a site aimed at teenagers. A high-tech
site in silver and black has a very different look and feel than one selling
country decor with gingham and duckies. A site selling high-priced goods
needs lots of white (empty) space to look rich; a discount site does well with
crowded images. That’s why | recommend finding a designer who knows
about marketing communications.

Getting visitors to stick around

Stickiness is the technical (!) term for keeping people on a Web site. If your
average viewers visit fewer than two pages of your site (see site statistics in
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Neopets.com: Stickiness supreme

Only five years after its founding in 1999,
Neopets.com found itself named the fourth stick-
iest site in the world by Nielsen/NetRatings, with
enviable statistics: average interaction time of
more than four hours per user per month, 1,000
or more page views per user per month, 70 mil-
lion global members (of whom about half are
active), and 4.2 billion page views per month from
kids, teens, and young adults. Alexa.com cur-
rently ranks it as the 139th most-visited site on
the Web.

Users of Neopets create virtual pets, playing 160
or so fantasy games in the mythical land of
Neopia. They play games individually or interac-
tively and earn Neopoints to buy food or toys for

their virtual Neopet. The free site also offers auc-
tions, greetings, messaging, news, and more.

The site is supported by what Neopets call
immersive advertising, which is similar to prod-
uct placement in the real world. Advertisers
mustincorporate their ads into a branded game,
shop, or other offering, such as a Neopet screen
saver. Neopets has become a worldwide phe-
nomenon, translated into Japanese, Chinese,
Korean, Spanish, French, German, and Italian.
With constantly changing content, Neopets
generates recurring visits and brings in new vis-
itors by word of mouth and, | suspect, by kids
copying what their older siblings do.

Chapter 14) or stay less than 30 seconds, most of them see only your home

page and flee! You need more cyber-glue. Ideally, you want the average visitor
to stick with the site for a minimum of three pages and at least a few minutes.
Otherwise they haven’t spent enough time to figure out what you have to offer.

Lay down a sticky trail with content, calls to action, things to do, media to
download, and interaction with site elements. Every action users take, every
click they make, binds them kinesthetically to your site. For example,
Neopets.com (described in the nearby sidebar) is famous for its stickiness,
which makes it especially appealing to advertisers.

Bringing ‘em back for more

Finally, research shows that many people don’t buy on the first visit to a site.
Some use the Web simply for research before making a purchase in a brick-
and-mortar store. Others research multiple sites for comparison shopping
but return only if they have a reason. Lawrence.com in Figure 3-5 offers view-
ers many reasons to come back, from quirky movie reviews to an excellent
calendar of activities in this university community. Those with late-night
munchies can visit the site to see which restaurants are open, even at 2 a.m.
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Figure 3-5:
Lawrence.
com, an ad-
supported,
community
site for
Lawrence,
Kansas,
brings
people back
to find out
which
restaurants
are open at
any time

of day.
|
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Gearing the Site to Vour
Visitors’ Interests

Sorry to be the bearer of bad tidings, but customers and clients don’t really
care about you. They care about themselves! In terms of gaining business, a
Web site has to make clear what you can do for the visitor, not why you got
into business in the first place or your favorite products, places to visit, or
movies (save that for your blog!).

Throughout this book, you can find techniques to ensure that your Web site
answers the question “What’s on this site for me?” immediately and repeti-
tively. As long as visitors are having a good time, finding useful information,
or locating products and services that appeal to them, they will stay on your
site. As soon as you lose their interest, you lose their business.

You sell benefits to visitors through graphics, content, and interactive
opportunities — and providing reasons for repeat visits. In Figure 3-6, the
State of Alaska tourist site at www. travelalaska.com uses the second
person (you) in the first paragraph and calls to action (imperative verbs)
in the third paragraph to focus on benefits for its visitors, not on itself.
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“So £av, our Web presence has been pretty good.
We’ve gotten some orders, a few inquiries,
and nine guys who want to date our logo.”



In this part . . .

M arketing is only part of your Web site, but all of your
Web site is marketing. Successful business Web

sites don’t happen by accident. This section addresses
marketing that occurs right on your site. If you drive site
design and features by target audience and business goals,
you’ll jump over half the Web marketing hurdles.

From the look and feel of your site to navigation, content,
and features, Chapter 4 looks at how marketing affects the
various components of Web design.

Chapter 5 does the same, specifically for companies that
sell online. Opening an online store is like opening a brick-
and-mortar store in a new location. It takes just as much
planning, time, money, maintenance, and care. Forget
those commercials about money rolling in while you sit
back and count it!

Chapter 6 talks about specific techniques you can use on
your site to attract new visitors, keep them on your site,
and bring them back for repeat visits. Onsite marketing is
fairly inexpensive, requiring more labor and creativity
than cash.




Chapter 4

Producing a Successful
Business Web Site

In This Chapter

Applying direct mail marketing methods to Web sites
Assessing Web sites

Conceptualizing design based on your audience
Writing content from a marketing perspective
Building navigation that builds interest

Decorating a Web site to fulfill your vision

Using calls to action effectively

51ccessfu1 business Web sites don’t happen by accident. Companies with
a sophisticated Web marketing staff deliberately place every item in a
specific place on a page, think through each headline, and consider every
graphic element and photograph for impact. They don’t spend hundreds of
thousands of dollars on the mere chance that a site will achieve its marketing
and sales objectives.

If those companies can be organized, so can you. This kind of detailed care
may take more time, but it doesn’t have to cost you any more money.

Your defined business goals and target audience drive site design. Those fac-
tors determine how a site looks on the screen and how visitors navigate
through it, which is often called the look and feel of a site. This chapter
focuses on the marketing elements for any site. The next chapter considers,
specifically, the marketing aspects for a successful online store.
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Incorporate your business goals and objectives, your list of competitors, and
your target audience in your request for proposal (RFP). (See Chapter 3 for
more on RFPs.) If you've already selected a developer, take your planning
pages to your first meeting, along with a list of sites you like and sites you
hate. A good developer should ask for all this information, regardless of
whether you come prepared.

Thinking About the Structure
of Your Web Site

The most important criterion for a successful business Web site is whether it
accomplishes its objective. Your site doesn’t have to be beautiful or cutting edge
as long as it ultimately has a positive impact on your bottom line. The second
most important criterion is how well the site works from the users’ perspectives.
The easier you make it for users to achieve what they want — whether buying
a product, obtaining information, or connecting with others — the more likely
your site is to succeed.

Using AIDA to guide visitors
toward specific actions

Direct marketing techniques are highly useful for coaxing users into taking
actions you want them to take. The four standard steps of direct marketing
(known as AIDA) apply to the structure of Web sites:

v Attention: Get viewers’ attention by using graphics, a headline that
grabs, and a benefits-based lead. You have four seconds to convince
them they’ll find something of value on the site.

v~ Interest: Build interest with site design and navigation. Include intriguing
options that pull people to additional pages on your Web site, giving you
time and space to expose visitors to your products, services, and benefits.

v Desire: Create desire and a sense of urgency as visitors move them-
selves toward taking an action. If you think visitors are almost ready to
buy, post a reminder to Buy Now for Free Shipping. If you think
they’re doing research, remind them to Bookmark This Page or Tell
a Friend. It’s tricky, but you can prod users to do what you want them
to do. Use whatever content tools that will build desire in your audience,
from marketing copy, photography, and special offers, to online activi-
ties or onsite entertainment.
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v Action: Right from the beginning, make it obvious what you want visi-
tors to do, whether it’s to buy online, make a call, send an e-mail, or sign
up for a newsletter. Then ensure visitors that it’s extremely easy for
them to take those actions.

You can’t count on a linear experience. Web sites aren’t like most books, read
from front to back. Visitors might not arrive on your home page, and they
might skip all around your site. Not every visitor wants the same thing, so
you must juggle appeals to multiple subsegments of your target audience.

Assessing your Web site or others

Most business owners say, “I don’t know anything about Web design, but I
know what I like.” Are you in that category? If so, a few simple terms can help
organize your visceral reaction when it’s time to evaluate other Web sites,
plan your own, or communicate effectively with your Web designer and staff.
While many people use different wording, these five elements cover the
ground of site design:

1 Concept: The underlying design metaphor for your site intimately con-
nected to your brand and target audience

v Content: All the words, products, pictures, audio, interactive features,
and any other material you put on your site

1 Navigation: The way users move through a site by using menus, links,
and sitemaps

v Decoration: All the supporting design elements, such as buttons, fonts,
and graphics that your designer creates

v Marketing efficacy: Methods such as calls to action or signup forms
that get users to do what you want them to do

The form in Figure 4-1 provides a detailed breakdown for assessing sites. Try
it on your existing site if you have one, or on any of the sites that appear in
this book. See what happens when other people evaluate the same sites by
using this form. You might be surprised! The higher the score, the better, but
you may find that others rate a site quite differently from the way you do. If
several people consistently score a site below 50, it is probably in real trou-
ble. (If a question doesn’t apply, just ignore it and reduce the possible total
by 5 points.) You can download this form on the book’s companion Web site
at www . dummies.com/go/webmarketing.

Most of this chapter deals with the elements in the preceding list in more
detail.
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Web Site Assessment Form

C pt or Presen Lowest Best
How well is a coherent, visual metaphor carried through the site? 12 3 45
How well is that metaphor carried through on each screen? 12 3 45
How well does the metaphor fit the company image? 12 3 45
How well does the metaphor suit the purpose of the site? 1 2 3 4 5
How well does the metaphor suit the target audience? 12 3 45
Concept Subtotal:
Content Lowest Best
How appropriate is the text-intensiveness of the site? 12 3 45
How well does the site answer any questions you might have? 12 3 45
If you have unanswered questions, how easy is it to ask questions 12 3 45
via e-mail and/or phone? How prompt is the response?
How well does the content suit the purpose of the site? 12 3 45
How well does the content suit the target audience? 12 3 45
ContentSubtotal: _____
Navigation Lowest Best
How consistent is the navigation? 1 2 3 4 5
How obvious, simple, or intuitive is the navigation? 1 2 3 4 5
How easy is the access to the menu, site index, and home page 1 2 3 4 5
from each screen?
How accessible are navigation tools (screen visibility/position)? 12 3 45
How effectively are internal links used to move through the site? 12 3 45
How well arranged is the content (number of clicks needed)? 12 3 45
Navigation Subtotal:
Decoration Lowest Best
How attractive is the decoration? 123 45
How well does the decoration support the concept? 12 3 45
How well does the decoration support the content? 12 3 45
How well does the decoration support the navigation? 12 3 45
How well does the decoration suit the purpose of the site? 1 2 3 45
How well does the decoration suit the target audience? 12 3 45
Decoration Subtotal:
sesssssssn | Marketing Efficacy Lowest Best
Figure 4-1: How well does the site convey its central value message? 12 3 45
You can use How well does it meet the buying needs of the target market? 12 3 45
this form to How effectively does it use calls to action? 12 3 45
assess_your How well does the site promote itself within its own pages? 12 3 45
own site or Marketing Efficacy Subtotal:
others. Site Total:

© 2006 Watermelon Mountain Web Marketing www.watermelonweb.com
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Creating a Concept

|
Figure 4-2:
NYCabbie
uses an
immediately
recognizable
visual
metaphor
with a
checkered
design
element and
yellow
background.
|

Concept is the design metaphor that holds your site together. For example,
look at NYCabbie.com in Figure 4-2. The site uses a taxicab-yellow back-
ground with a checkered rule as the metaphor for this site, which sells pho-
tographs of life in New York City from a cab driver’s perspective. The content
extends the concept with sections called Dear Cabby, Taxi Stories, and Taxi
Tips. After photographer/cab driver Michael Krygier handed a card with his
Web address to a passenger — who just happened to work for the British
Broadcasting Corporation — the site became so successful that Krygier got
what he most wanted, recognition as an artist.

A good designer integrates marketing communication principles, branding
considerations, and your target audience into the concept for your Web site.

£7NYCahbie Home Page - Microsoft Internet Explorer BE=]
File Edit View Favorites Tools Help H

Address i}j http: oy, riycabbie.comf || i

NYCahhie

A

Photography Dear Cabby Taxi Stories Taxi Tips Information

L

"Scenes straight out of Taxi Driver - without the violence"

Courtesy NYCabbie

Applying marketing communications
principles to your design

Marketing communications integrates marketing and sales principles with
graphic design to achieve business objectives. It acknowledges that the
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presentation of information affects emotional response and thus influences
buying decisions. Designers ask about your target audiences to be sure to
select or create appropriate design elements.

While essential for any type of sales collateral or packaging, marketing com-
munications is particularly critical because of the short window for grabbing
attention on the Web. Experienced Web designers intuitively adjust the font
style, graphic style, colors, images, and white space to have a positive impact
on your marketing process while reinforcing your brand.

For example, the red, white, and blue design for automotive site Checker
Auto Parts (www.checkerauto.com) is quite different from the golden aura
of Fairytale Weddings (www. santafewedding.com) in Figure 4-3. Checker
Auto uses strong graphics, photos of vehicles, and thick, italic fonts that sug-
gest speed and power. Fairytale Weddings uses romantic photos with delicate
flourishes of script. Red conveys strength, power, and excitement; gold con-
veys warmth, richness, and excellence.

The upper-right corner of the screen below the header graphic is valuable
real estate because the user’s eye starts there. Because that’s an excellent
location for an important call to action or special offer, Checker Auto uses
that space to solicit e-mail addresses. On its entry page, Fairytale Weddings
recognizes that the last item in a list gets more attention than those in the
middle, letting prospects know immediately that they can “Make a Request.”

How quickly can you identify the different demographics of the audiences for
these sites? Gender is obvious. What about economic status? Can you iden-
tify any similarities between these sites?

Color meaning is culturally dependent. If you sell internationally, research the
meaning of colors in your target country. For instance, in many Asian coun-
tries, white, not black, signifies death; red, not green, symbolizes prosperity.

Branding with logos and favicons

Put your company logo on your Web site, just as you would on any other
advertising or packaging; it’s an essential part of your brand. If you don’t
have a logo, this is a good time to get one. Ask your graphic artist to design
one for you, make one at sites like LogoMaker.com, or search for free logos to
find the names of companies that sell logo software or inexpensive, pre-made
logos.

The upper-left corner of a page is the standard location for a logo, or logotype
(alogo that is done completely with lettering), as shown in Figure 4-4. That
may vary depending on the overall design. Usually, clicking the logo takes the
user to the home page.
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Checker Auto site courtesy CSK Auto, Inc.
Fairytale Weddings site courtesy Fairytale Weddings with photographs © 2006 Insightfoto.com
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File Edit View Favorites Tools Help iy
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CLILNTLOB(N | REQUESTA DEMD

cheetahmzi €D
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ABOUT CHEETAHMAIL
—
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Favicon
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File E(lit View| Favorites Tools Help

Adddress | S bt fuana, trendvatching.com)

rend Global consumer trends, ideas and insights.
watchingl =3 - |
com\ O 3 trend brigfing ) trend datahase e trend services <7 trard report 3 ahoutus |

CHEETAHMAIL® and the CheetahMail logo are registered trademarks of CheetahMail, Inc., an Experian
company. The CheetahMail website is © 2006. Ch hMail, Inc. an Experian company. Al rights reserved.
Trend Watching images courtesy Trend Watching.

Favicons, a contraction of the words favorites icons, are relatively recent tools
for secondary branding. They appear to the left of the URL in the browser
address bar, as shown in Figure 4-4, as well as in the drop-down menu of
favorites, in the history bar, and on the links toolbar. Favicons are visible in
most browsers, including Internet Explorer (version 5 or later), Firefox, Opera
(version 7 or later), and Netscape (version 7 or later). However, a favicon
doesn’t show up in Internet Explorer the first time a user visits the site — it
shows up only when the user has bookmarked it.

Go to www.make-a-favicon.com or www.webdevelopersjournal .com/
articles/favicon.html for directions on how to create one of these tiny
(16-x-16 pixel) icons.

Developing Content

Content refers to everything you provide for the Web site, from written copy
to photographs, from product information for a database to a calendar of
events. As [ discuss in Chapter 3, you might decide to outsource content pro-
duction to a copy writer, designate one or more of your employees as content
expert(s), or combine the two solutions. In any case, you or an employee
should allow time to provide a rough draft or raw materials, establish direc-
tions, and review content for accuracy and quality. No outsider knows your
business the way you do.

Writing and photography for the Web face different constraints than they do
with print or film. However, they remain just as critical online as offline when
it comes to moving your prospects along the AIDA (attention, interest, desire,
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and action) pathway. You still need headlines that grab attention, images that
pique interest, copy that builds desire, and calls to action that move Web visi-
tors to buy.

Writing effective marketing copy

People don’t read online; they scan to save time. That makes sense because it
takes 25 percent longer to read the same material onscreen than it does to
read it on paper. Because of the limitations of time and screen space, you
need to adapt your writing style for the Web. Try to follow these precepts:

1 Use the inverted pyramid. Use the journalistic convention of the
inverted pyramid, with the most important information at the beginning
of each page. Readers might never reach the end of the first paragraph,
let alone the end of the page.

v Grab readers with headlines. Good headlines grab readers by the
lapels. Subheads help break up the text on a page, making it easier to
read. If you use a different font size, style, or color for your headings and
if your headlines or subheads include a search term, you might receive
extra points in search engine rankings.

v Write strong leads. The first sentence on the page is called the lead.
Hook readers with benefits, telling them what they’ll find on your site,
store, or page. It improves search engine ranking to include three to four
search terms in the first paragraph.

v~ Stay above the fold. Keep the most important information above the
fold — that is, keep it above the part of the page that users have to scroll
to see. Depending on the audience, perhaps fewer than 50 percent of your
visitors will scroll below the fold.

1 Avoid long, scrolling pages. Many short pages of 150 to 200 words are
preferable to a few long pages. If long text is unavoidable, consider creat-
ing HTML files that users can download and print out easily.
Alternatively, use the Frequently Asked Question (FAQ) format. At the
top of a page, create a list of links to anchor paragraphs (text, often
below the fold, that viewers access from links at the top of the same
page, without scrolling).

v~ Limit use of PDF files. While designers like PDF files because PDFs pre-
serve designs, this file format isn’t great for users. Generally, restrict PDF
files to distributing long documents intended for print, not for reading
online.

v Use active voice. Shun passive voice in favor of active voice. That is, the
subject performs the action rather than receives it. The active sentence,
“Search engines skip Flash pages” is preferable to the passive version,
“Flash pages aren’t read by search engines.” Hints that you are using
passive voice: forms of the verb to be, including the constructions there
is, there are, or it is.

/1
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v Emphasize second person. Use your or you explicitly as the subject, or
implicitly with imperative verbs, such as buy, review, call, or sign up.
Second person forces you to talk about benefits, not features, thus
telling visitors what they’ll get from your site. Even the New York Times
notes the growing use of you, yours, my, and ours as Madison Avenue fol-
lows the trend toward customization and personalization. Think
MySpace.com. Possessives imply ownership, empowering consumers.
Your marketing copy must establish a relationship that breaks through
the boundary of the screen.

1 Use first and third person judiciously. You can slide in some first
person (our or we, especially in sentences like “We offer a money-back
guarantee”). Just don’t spend a lot of time talking about yourself and
your business. Your readers don’t care. On most sites, third-person
descriptions of product (it or they) are fine, but don’t put off your visi-
tors with pages written in third person. Those pages often become
impersonal and distant.

v~ Stay informal. With a few exceptions, an informal, conversational tone
works better than dissertation-style, proper English. That’s no excuse,
however, for obvious grammatical errors such as subject/verb agreement.

v Keep it short. People are busy and don’t have time to read everything.
Use short words, short sentences, short paragraphs, and short pages,
always placing the most important words and information near the
beginning.

v~ Use bullet lists. Sentence fragments are fine, especially in bulleted lists.
Think PowerPoint style, not essay.

v Include text links. Link liberally to other parts of your site within the
text. These contextual, internal links help users find in-depth informa-
tion quickly and move people to multiple pages of your site. If the linked
text happens to be one of your search terms, you might earn extra
points toward improved ranking in search engine results, too.

Of course, the basic principles of good writing still apply. Especially, keep
these points in mind:

v Write vividly. Use specific nouns and verbs rather than strings of gratu-
itous adjectives and adverbs.
v~ Skip the jargon. Use your readers’ ordinary language.

1 Be yourself. In spite of all these directions, let your personality shine
through. When appropriate, include an emotional jolt of humor or wit as
a payoff to the reader.

v Check spelling and grammar. If you don’t have a content management
system (see the “Choosing a way to update your content” section, later
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in the chapter) that checks spelling and grammar, write the text first in a
word processing application. Save your checked and corrected content
as a . txt file, or in Notepad to remove formatting.

v Have others read what you write. It’s easy to get too close to your writ-
ing. Have someone else read it for clarity, accuracy, and omissions.

v Proofread your text. Read your text out loud. It’s the fastest, easiest
way to find mistakes. A site full of errors gives visitors the impression
that you're sloppy. If you don’t care about your own site, how do visitors
know you’ll care about them as customers?

Gardener’s Supply Company writes appealing prose for product descriptions
on its Web site (www.gardeners. com). In Figure 4-5, note the use of the
second person “you,” the vivid description of the planter, the benefit state-
ment “self-watering convenience,” a link to a related product, and the call to
action, “Place Your Order Here.”

Table 4-1 lists three good resource sites for Web writing.

2nd person active voice

£120" Cortina Self.Watering Planters - Microsoft Internet Explorer ==x]
it View Favorites Tools Help i

o/ C

gardener

£ HaldBe I . PatsPlarkers, 34-938R S, cpd T} S
w ; ]
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Table 4-1 Resources for Webh Writing

Name URL

WS3C Style Guide for Online Hypertext www.w3 .org/Provider/Style

Web Style Guide, 2nd edition www.webstyleguide.com/
index.html?/index.html

Writing for the Web (Jakob Nielsen) www.useit.com/papers/
webwriting

Choosing fonts

The easier you make it for people to read your content, the more of it they
absorb. The low resolution of computer screens causes eyestrain. While they
might not know why, visitors will reward your efforts to make the screen
easier to read. Ask your designer about these suggestions:

v When using HTML, select fonts that were designed for the Web:
Verdana and Trebuchet for sans serif type and Georgia for serif. (This
doesn’t apply to text that appears within graphics.)

v Keep the length of a text line to less than half the width of the screen,
even though that means only 8 to 12 words per line.

v Surround text with white space. Allow margins to rest the eye rather
than push text to the left or right edge of the page.

v Avoid italics in HTML.
v By convention, use underlined text only to represent links.

v~ Limit use of reversed-out text (light colors on a dark background). It is
too hard to read and might complicate printing.

v If you use different colors to distinguish visited from unvisited links or nav-
igation, be sure that there is enough contrast to set apart the two states.

v If you target an audience of people older than 40, default to a larger size
font than you might otherwise. It’s easier to read.

Telling stories with pictures

Photography is a powerful method of reaching your audience with immedi-
acy and impact. While it’s absolutely critical to show pictures — including
close-ups — of any products that you sell, that’s not the only reason to use
photography. Well-selected and appropriately positioned images can tell a
story about your business, your processes, your tourist destination, and
most important, your people. Good photos are good sales tools!
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Sometimes, the Web seems to exist in a strangely depopulated part of the uni-
verse. Many sites omit photographs, perhaps because of a legacy of concern
about download time. Others have photographs only of buildings, machines,
products, landscapes, nature, or artwork.

That’s fine, but the most powerful images in the world have faces; our human
brains are designed to react to them. When viewers see a picture with
people, they can imagine themselves visiting that place, doing that activity,
or using that product. They move themselves one step further along the
buying process.

While faster access has made it easier to use photos, a page that takes more
than eight seconds to download will lose much of its audience.

To reduce download time, be sure to save photos in the correct format for
the Web: JPGs with a file size of 100K or less. Use smaller images of 10-20K,
called thumbnails, that people click to view an enlargement in a pop-up
window. This process is especially common on pages with multiple images,
such as catalog pages for an online store. Here are a few other tips for using
photos on your Web site:

v Photos that work in print don’t always work online, especially as thumb-
nails. Long shots or images with multiple points of interest might look
fine when expanded, but not as small images.

v Crop photos to remove extraneous background information that
detracts from the message you're trying to send.

v It’s worth the cost of digital doctoring if the picture helps tell your story.
Some photos might need additional processing in Photoshop to improve
their color, contrast, brightness, or hue, or to erase something that you
don’t want seen. Of course, ethical and professional constraints limit
manipulation of images for reasons other than quality.

v~ Start with a high-resolution photo resized and saved for the Web as a
JPG. You cannot make a low-resolution photo better, but you can easily
make a high-resolution photo smaller while maintaining image quality.

v If you expect users to print pages with photos, make sure the photos are
“readable” in black and white.

If photographs are an integral part to the story you’re telling or the appeal
you’re making, they need to be good ones! Look at the role of photos on
ExperienceWashington.com in Figure 4-6 for instance. Hire a pro or buy stock
photos from a source like www . i stockphoto.com. A photo that is too small,
out of focus, too busy, or poorly framed makes your company and your prod-
ucts look as bad as the photo.

75
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Using rich media

Multimedia, sometimes called rich media, has increased in popularity as
broadband use has exploded. Audio clips, music, video, virtual reality, and
Flash animation all fall into this category. If rich media appeals to you, here
are a few reasons why it might be worthwhile for your site:

v The media adds marketing value. It might extend your brand, help sell
a product — as a virtual reality tour of real estate or a complex product
might — or explain a process or service, as a video could. It might also
demonstrate your capabilities, such as music clips for a composer sell-
ing songs online or animation for a Web designer.

v~ It makes the site easier to use or otherwise enhances the user’s experi-
ence. For instance, a live Web cam at a daycare center offers clients
security and reassurance — assuming access is password-protected so
only parents can view it.

+ The goal for your Web site demands it. A site that earns its keep by
advertising might use rich media techniques to keep visitors on a site
longer, encourage more page views, or attract repeat visits.

+ Your target audience wants or expects it. Younger audiences are much
more attracted to rich media than older ones; a consumer audience with
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time for entertainment is more susceptible to rich media than a busy,
B2B audience of engineers — unless there’s a reason for the rich media,
such as a product demo.

+* You need rich media to stay even with, or ahead of, your competitors.

If you're now convinced that rich media is right for your site, here are a few
other important considerations before you take the final plunge:

v Will your target audience have the plug-ins, know-how, and access speed
to take advantage of rich media?

v Can you afford the cost of doing it right? Good multimedia is rarely
cheap. If you can’t afford to do it right, don’t do it at all. Visitors won’t
know what they’re missing, but they will know if something doesn’t work
properly or looks terrible.

1 Can you locate professionals to create the rich media, whether a good
audio recording studio, a videographer, or an animator? Very few Web
designers can do everything, but they might know subcontractors who can
help. As always, review portfolios, get several bids, and check references.

v Can you launch your Web site without rich media and add it later, or is it
intrinsic to the purpose and design of your site? Adding features later
lets you test site operation and assess the value of your baseline site
first. Later, you can announce new features in e-mail, newsletters, press
releases, and on the site itself. Implementing rich media can delay the
launch of your site, as it might be the most complex and time-consuming
element of your site.

v Can you display your Flash, video, or other rich media on a page other
than a splash page? (A splash page is an introductory Web page used as
a lead-in to the home page. Splash pages are usually graphically inten-
sive or use rich media, but lack navigation other than a link to enter the
site. A splash page with navigation is called an entry page.) Search
engines can’t read Flash pages.

v Can you give your visitors a choice of viewing a Flash versus nonFlash
version of your site?

v How much use would justify the expense? Will your statistics (see
Chapter 14) display the number of visits or downloads for your rich
media? Can you track an association from rich media access to business
outcome?

Do not use rich media just because you can. Establish a reason, an objective
measure of value, and a way to measure impact on something other than
your ego.

Figure 4-7 shows one page from the all-Flash site for the Tijuana Flats restau-
rant chain (www.tijuanaflats.com). Everything is in motion on this site,
which figuratively clears the table, complete with sound effects, as you shift
between sections of the site. The static navigation, which appears on the

/7
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napkin in the upper left, has animated highlights when you hover over an
option. Violating the rules of consistent navigation, secondary navigation
specific to a section shows up in different places on the screen.
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Courtesy PUSH/Mindflood

In this case, breaking the rules establishes the carefree, slightly over-the-top
experience that patrons can expect, as well as the attitude the chain wants to
see in its employees and franchisees. One quibble: Users can'’t tell that the
Hot Sauce option on the menu takes them to an online store to purchase
sauces and branded gear. Tijuana Flats won a 2006 Webby Award in the
restaurant category.

\“Q,N\BER If you're uncertain about rich media, apply the KISS principle. (Keep it
& simple, stupid.) Be sure that sophisticated rich media will be worth the
investment of money, time, and effort that it will take. It’s nice to have brag-
ging rights but even nicer to have a profit.

Choosing a way to update your content

Chapter 6 discusses the importance of updating content regularly and the
type of information that should be updated. To make changes cost-effectively,
you need a method of changing content that doesn’t require knowing HTML
or paying your Web designer every time you need a small change.



Chapter 4: Producing a Successful Business Web Site

MBER
@?—
&

Updates are critical to your customers’ perceptions of your company, as well
as to search engine ranking. Decide how you will update your site before you
start developing it. You have several choices, none of which require technical
knowledge beyond word processing:

v Have your developer handle the updates. On a small, HTML-only site,
updates are fairly easy. Ask your developer to quote a price for develop-
ment and/or hosting that includes an hour of support per month.

v Do the updates yourself. Template-based sites allow you to update con-
tent at any time, without any special knowledge.

v Use Macromedia Contribute. Macromedia Contribute software
(www . adobe.com/products/contribute) allows you and/or other
content experts to update an HTML site without knowing any HTML. Let
your developer know in advance if you plan to use this software, which
starts at $149 for a single site license.

1 Use your developer’s CMS. Many developers have written their own
password-protected, inhouse, content management systems (CMSs).
They might call this capability their admin pages or backroom. Some cus-
tomize CMS software that they purchase to offer all their clients. The
complexity and flexibility of a proprietary CMS depends totally on the
developer, but it rarely requires technical knowledge. However, a propri-
etary CMS is generally tied to a particular developer or host. If the com-
pany goes out of business or you switch to another provider or host,
you might lose this access.

v~ Use an open source CMS. Open source (software whose source code is
available to developers to use, modify, and redistribute without charge)
CMSs are free, with many customizable options. They’re generally
designed for fairly large sites with many pages, a product database, or a
structured approval process. Of the dozens of alternatives, your developer
will select one based on the type of Web site you have, the language it’s
written in, the features you need, the skills of your staff, and what they
themselves are familiar with. Most online store packages (see Chapter 5)
already incorporate the ability for ordinary staff members to manage the
product catalog and store; you need a separate CMS for nonstore pages.

+* Buy a commercial CMS. Paid CMSs exist at all prices and levels of
sophistication. They’re often built in to high-end, enterprise-level, Web
development systems. In large, corporate environments, many content
experts need different levels of access to specific pages. Some such Web
development packages are designed for certain environments, such as
colleges or publications.

Figure 4-8 shows an editing page from the content management system for
SweetSantaFe.com. The first page of this CMS lists all pages of the site with
options to create new pages, or edit, preview, or delete existing pages. This
particular CMS lets users add or remove pages that appear in the navigation.
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Check out the sources in Table 4-2 for CMS resources.

Table 4-2 Resources for Content Management Systems

Type of Resource URL

Lists CMS options www.cio.com/summaries/web/content

Lists CMS options www.la-grange.net/cms

Lists CMS options Www.Ooscom.org/matrix/index.html

Reviews of CMS www . openadvantage.org/articles/
oadocument.2005-04-19.0329097790

Reviews of CMS http://techupdate.zdnet.com/techupdate/
stories/main/0,14179,2897730,00.html

Open source CMS www . mamboserver . com

Open source CMS http://joomla.org

Open source CMS http://drupal.org
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Ensuring Easy Navigation:
A Human-Friendly Site

You have marketing goals and objectives for your site, but if visitors can’t
find the information they want or can’t execute an action, you don’t have a
chance of meeting those objectives. Most good marketing Web sites follow a
few, essential principles of navigation:

v The main menu of options appears consistently on every page in the
same place.

v The footer of each page includes links to the main pages so users don’t
have to scroll back to the top of a page to navigate elsewhere. (This is
also helpful for search engine optimization.)

v Secondary menus cue users with a glimpse of what they will find within
a section.

v Alinkable sitemap or index offers the overall layout of a site at a glance.
(This, too, is helpful for search engine ranking.)

v The appearance of contextual and navigation links changes to let users
know where they are and where they’'ve been.

v An onsite search engine is available for large, information- and product-
loaded sites so visitors can quickly find what they’re looking for. Onsite
search has a high marketing value. Be sure your developer makes results
of failed searches available to you. This immediate consumer feedback
tells you what your site is missing.

v The navigation has words, not nameless icons that visitors have to
remember. It’s even better if those words are also search terms. Search
engines can’t read icons.

v All contextual and navigation links are verified to be sure they work,
open correctly, and go to the right content page.

The Collectors Guide site in Figure 4-9 (www.collectorsguide.com) uses
many elements of navigation to help users find their way around. Note the
consistent, horizontal navigation at the top of the screen. Hovering over
menu items brings up both secondary and third-level navigation choices.
Color changes and check boxes indicate where users are on the site. Note the
onsite search box in the upper-right corner and the directions for scrolling to
read current news stories in the box on the lower left. ltems are grouped by
concept, with the most important calls to action (Buy Art/Subscribe) in the
upper-right corner. A sitemap is available under the About Us drop-down
menu and in a limited set of linkable footers on other pages.
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Mastering usability issues

Navigation is just one of several usability factors that might dramatically
affect the success of your Web site. A site that is obvious and easy to use
gives viewers a positive impression of your company. A site that doesn’t run
on their browser does just the opposite!

Generally, you don’t know how any specific users have set their browser
options — whether they block all pop-up windows, which plug-ins they’ve
installed, how accurately their monitors display colors, what screen resolu-
tion they use, or how fast their Internet connections might be. Some high-end
application developers purchase software like BrowserHawk (www .
cyscape.com/products/bhawk) to detect users’ browser settings.

The rest of us need a feel for the numbers. For instance, more than half of all
U.S. users have broadband access and more than half have a monitor set for
1024 x 768 resolution or higher. While almost all members of a B2B, high-tech,
target audience have fairly recent, if not the latest and greatest, in technology
and access, an audience of older, retail consumers shopping from home
might struggle with older browsers and lower-speed connections.

You can garner some browser-use statistics for your site over time (see
Chapter 14) and by all means, research configuration across a more narrowly
defined group of users in your target market. Because that still doesn’t tell
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you what will happen with a specific user, you might need to provide direc-
tions for setting up a browser, like BestConnectionJewelry.com (www .
bestconnectionjewelry.com) does in Figure 4-10. Consider offering users
a choice of dialup versus broadband versions or Flash versus nonFlash.

P Better yet, make sure that your site operates on all popular, current browsers
and versions (Internet Explorer, Mozilla Firefox, Opera, and Safari) by testing
them for compatibility and download speed. Sites like www . netmechanic.
com/products/browser-index.shtml and www.browsercam. com sell
software for developers to use for multiple clients or offer less expensive ver-
sions for one-time, limited use, often for $20 or less.

Best Connection, Inc.
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|

Figure 4-10: émaucﬁ =

BeSt Best Connection Jewelry is a retail and wholesale company offering jewelry, poitery,
Connection kachinas, nugs, and other southwestem gifts
We riow have a new shopping cart system that allows our customers ta purchase
JeWelry zelected items from our [Bwelry inventary.
i 21 hitp/besteonnectionjewel... =5
he|ps ItS Atention Iniermel Explarer Users! ST J =17
users If you ars using lntemet Exglorer io
wiew 0Ur site, you may experience
Conflgure join the Mailing List prablems. This site uses cookies, so

their
browsers
for an
optimal site
experience.
|

NES,
e N - your browsers must allow cookies
i %& A{} Internet Explorer does not allow
\ W[ I cookies by default. Pleass wisit the
3 Online Store Help page for
in changing your internet

browser settings to allow cookies.
Wife apologize for the inconvenience.

ox
e

W Internet

¥ *1@

[

Browser setup instructions

Courtesy Best Connection Jewelry & Gifts

Taking human factors into consideration

Every Web site places a significant cognitive load on users, who basically learn
to use a new piece of application software for each site they visit. The more
your site conforms to Web conventions and to the reality of the human mind,
the easier it is to use. Visitors reward your efforts by staying on the site.
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Some human factors to consider as you design your site include:

v The brain is built for recognition, not recall. Don’t make your users try
to remember what icons mean or how to find information.

v The brain likes the number seven. Seven seconds is the limit for short-
term memory. It is also the number of things that most people can
remember at once (so don’t overwhelm them with choices) and the
number of times they need to see a name or ad to remember it.

1 Contrast helps the mind organize information. Contrast in design
might occur in type, color, empty space, or size.

v~ Brains like patterns. Group objects by function or appearance and use
consistent page design and site operation to give your viewers a boost.

1~ Users need reassurance. Provide feedback within a reasonable time,
such as thanking a visitor for submitting a form.

v~ The kinesthetic experience of click actions reinforces a message. Ask
visitors to click to request something, download an item, or submit
information. The act of checking a box on an order form puts shoppers
in the mindset to buy.

v Provide easily accessible help to use the site.

Table 4-3 provides more sources on human factors design, including
Uselt.com, the Web site created by Jakob Nielsen, one of the grandfathers of
research on the computer/human interface. The table also lists sites with
examples of bad design you can learn from.

Table 4-3 Resources for Web Usability and Design

Name URL What You'll Find

Jakob Nielsen’s www.useit.com/papers/ Principles of Web

Uselt.com heuristic/heuristic usability and design
_list.html

Jakob Nielsen's www.useit.com/ Laugh and learn from the

Top 10 Mistakesin  alertbox/9605.html mistakes of others

Web Design

Microsoft Usability http://msdn.microsoft. Principlesof Web

Guidelines com/library/default. usability and design
asp?url=/library/en-
us/dnsiteplan/html/

improvingsiteusa.asp

Worst of the Web www.worstoftheweb.com Laugh and learnfromthe
mistakes of others
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Name URL What You'll Find
Web Pages That www . webpagesthatsuck. Laugh and learn from the
Suck com mistakes of others

Yahoo! Directory http://dir.yahoo.com/ Directory of articles on
Arts/design_arts/ Web design and usability
graphic_design/web_
page_design_and_layout

Making your site accessible

MBER
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&

You must design your site with specific, human factors in mind when your
target audience includes children, seniors, or people with disabilities. Access-
ibility is particularly important for information-intensive sites, social service
organizations, political sites, newspapers, and other public communications.

Concerns range from readability levels to the use of <alt> tags that enable
speech synthesizers to read images, as well as text, out loud. At the very
least, try to make your site accessible to Level 1 of the W3C Web Accessibility
Initiative (www.w3 .org/WATI).

Planning for accessibility broadens your audience by welcoming older users,
visitors with low literacy or who are not fluent in English, people with slow
access or old equipment, and new and infrequent Web users. Google, which
is beta testing a version of its search engine for blind and visually impaired
users, estimates some 11 million such users in the U.S. alone.

Federal law (www.usdoj.gov/crt/508/508home.html) requires that gov-
ernment and public education sites be accessible to people with sensory or
motor deficits. Go to http://cast.org or www.anybrowser.org/
campaign/abdesign.html for more information, and go to http://
webxact .watchfire.com to test a page of your site for accessibility. A fully
featured testing product for accessibility is available at www.watchfire.
com/products/webxm/bobby.aspx.

Decorating Vour Site

When people think about Web sites, more often than not they think about
surface decoration. Decoration encompasses colors, buttons, backgrounds,
textures, rules, fonts, graphics, illustrations, photos, sounds, and any other
elements that support the overall concept.
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Ask your designer to establish a stylebook specifying colors, fonts, and other
elements that should be followed as the site expands. Otherwise, the site can
lose its visual coherence over time as people move around and memories
fade. A stylebook might specify:

v Icons

v Typography

v Photography

v Windows

v Sounds

v File formats
The site for NatureMaker (shown in Figure 4-11) is an excellent example of

using decoration to support a concept. Table 4-4 lists just a few of the many
online resources providing decorative elements to use on your site.

& Replica Trees As Nature Sculpture from NatureMaker - Mozilla Firefox =EE
File Edit View Go Bookmarks Tools Help

Back - Forward ~ Reload Home || http:/fanenw. naturemaker com/ »| Go

£l 3|

Courtesy NatureMaker, Inc.
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Table 4-4 Some Web Design Resource Sites
Description URL Free (Y/N)
Bullets, arrows, www.stylegala.com/ Yes
icons features/bullet

madness/
Cascading style www . csszengarden . com Yes
sheets
Clip art, Web sets http://resources. Yes

bravenet.com/clipart

Clip art, Web sets, www.desktoppublishing. Yes
graphics, cartoons com/free.html

Clip art, Web sets, http://build.tripod. Yes
photos lycos.com/imagebrowser/
index.html

Fonts www.1001lfreefonts.com Yes
Fonts www.urbanfonts.com Yes
Photos www . 1stockphoto.com/ No, but inexpensive
index.php
Search engine www . freefind.com Yes with ads; no
without ads
Sound effects www . partnersinrhyme. Yes

com/pir/PIRsfx.shtml

Sound effects www . thefreesite.com/ Yes
Free_Sounds/Free_WAVs/

Improving Marketing Efficacy

Marketing efficacy refers to other onsite techniques that encourage users to
do what you want them to do. Chapter 6 covers many onsite features that
pull visitors to the site, keep them there long enough to establish a positive
memory, and bring them back for repeat visits. One technique deserves spe-
cial attention here: the call to action. Calls to action are usually, but not
always, imperative verbs (such as buy, view, register, and get). They move vis-
itors from one page of the site to another, building interest and desire until
visitors take the desired action.
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On average, sites lose about half their visitors with every additional click. If
visitors wander around your site without finding what they want, they’re
likely to be goners.

The conversion funnel

Conversion rate is one of the most important statistics you track for your site.
It is the number of people who take a desired action divided by the number
of people who visit. Across the board, the average conversion rate is only 2-4
percent, as shown in Figure 4-12. That’s a sobering number. While conversion
rate varies widely — from 0.1 percent to 30 percent — from site to site, the 2
percent to 4 percent number is a useful yardstick for predicting and assessing
success.

People Who See Your URL
Visitors to Site

Prospects

Qualified
Leads

Buyers

2-4%

To achieve the standard conversion rate, you must bring 25-50 times as
many visitors to your site as the number of conversions you’re looking for. In
turn, that number dictates elements of your strategic marketing plan. Again,
on average, only 5 percent of people who see your URL somewhere end up
visiting your site. Therefore, you must generate somewhere from 500-1,000
URL impressions for every conversion you want to make.

Calls to action

A few, simple rules for calls to action can help improve the conversion rate of
your site.
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v Set up 2 clicks to action. Enable users to take the action or action(s)
you most want in two clicks or less. Keep your primary calls to action,
such as Buy Now or Sign Up to Save, on the main navigation or catalog
pages at all times. A second click submits the request. Your site is off
and running!

v Generate leads. In the world of Web marketing, e-mail addresses are gold.
If you don’t have a newsletter, create another reason to collect addresses,
suchas,We'll email a copy of our free white paper to
your inbox. Submit your e-mail address now. Offer a benefit
when asking visitors to sign up or register. Of course, let people know
they’re giving you permission to contact them by e-mail in the future.

v~ Use links as internal motivators. A link is an implicit call to action, with
click here understood at this point by most Web users. With the right
phrasing, a link call to action pulls the user to another page with an
appeal to self-interest. For instance, a link might read Live longer or
Warm Nights, Cool Drinks, Hot Dates.

Cherry Moon Farms (www . cherrymoon . com), the fruit brand line of
ProFlowers, uses seven different calls to action on the purchasing page shown
in Figure 4-13. The text reads, Send a special delivery of Cherry
Moon Farms' freshest and juiciest premium fruit.

Calls to action

& Harvest Select Fruit Club 3 Months (Free Weekday Delivery) and Mare at CherryMoanFarms.com - Microsoft Internet Exp... =/ /L3 |

File Edit View Favorites Tools Help i
Addiess | ] hitpe/fproccts proflswers. comiproductdetail 3sps? COBRAND =CMFBRID=71268R EF=CMFNexT ag_7126 |§f e
|
u
CHERRY MOON FARMS oo o
A Brand of
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. Harvest Select
Easy Ordering Fruit Club
1-RHR-378-2758 3 Months
e (Free Weekday Delivery)

Pleaselg%l;t_lvuur
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Select Delvery Date: | %]

il
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Addirians| £9,99 fag forSamurday Delivary
OCEASION
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Conaratilations

Gak Well

Today
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Annivalsary/fomsries

GIFT TYPES

gouimet Chacs|sts

Gift Baskate

Ensembles

Wire Gifts

‘f‘h B Send a special delivery|of Cherry Moon Farms' freshest and juiciest premium fruit for 3
SAanlets consecutive months, We carefully selected each monthly offering to provide the fruit that

Ml Prut €labs is at the peak of its sesson. Our special select club provides the same freshest quality

Foirmiet Desserts fruit as our deluxe club, but just smaller portions. =

Courtesy Cherry Moon Farms
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The four-letter word that starts with F

Free is marketing’s other magic word. Especially on the Internet, with its
legacy of free information, visitors expect to get something for nothing. It
might be free shipping, a free gift with order, a free newsletter, a free, five-year
warranty, free gift wrapping, free maintenance tips, free color chart, or free
tech support. Offer anything, as long as it’s free. Free works even when target-
ing wealthy retail customers or B2B prospects.

Free is one call to action that doesn’t need a verb. By itself, the word free gen-
erates an impulse to act. Without a doubt, free is one of the most potent tools
in your online marketing workshop.

“\Q,N\BEI?

& The Zen of Web sites: intention and attention. Build your site with deliberate

marketing intent and pay attention consistently to make sure that your site is

working hard for you.
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Creating a Marketing-Effective
Storefront

In This Chapter

Cozying up to online selling
Comparing B2B to B2C stores
Stocking your store

Getting more bucks for your bang
Closing the online sale

Choosing a storefront

Considering do’s and don’ts

0nline stores come in two forms: pure-play stores that exist only online
and bricks-&-clicks stores that supplement a real-world storefront with a
cyberstore. Both require the careful decision making that businesses rou-
tinely devote to opening a new location on Main Street. Online stores achieve
maximum value when they’re customer-centric, anticipating users’ needs and
filling them.

Don’t get snookered by TV commercials that show money rolling in from
online sales. Success requires a realistic estimate of how much time and
money you need to invest. It also requires that you apply what you already
know about retail marketing to your cyberstore.

This chapter emphasizes the marketing characteristics of a successful online
store, rather than the technical details of implementing a storefront solution.
It covers merchandising, simplifying the online sales process, enhancing rev-
enue, and offering customer support.

If you're interested in finding out more about setting up an online store,
check out Starting an Online Business For Dummies, 4th Edition, by Greg
Holden (Wiley Publishing).
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Examining the Key Components
of an Online Store

When the tough go online, the tough go shopping. If you're not already an
online shopper, that’s your first assignment. Look at other storefronts, partic-
ularly your competitors’. Buy products. Assess not only your competitors’
products and prices, but also the ease of using their sites, customer support,
return policies, product quality, order fulfillment, and shipping processes.

Study some of the online stores consistently ranked among the best to get
ideas of how a good store operates: Amazon.com, BarnesandNoble.com,
eBags.com, or LLBean.com.

Only then are you ready to start building your store. It will share a few stan-
dard components with others, such as:

v Product catalog: The catalog component organizes your inventory and
presents products consistently. Unless you have only a few products,
you generally enter your product list into a database or spreadsheet
that includes at least the product name, category, description, price, and
photo filename.

v Shopping cart: Users place their tentative purchases into a cart, which
tracks the contents, allows shoppers to delete items or change quanti-
ties, and provides a subtotal of the amount due. If you have a small store
with only a few items, you can use an online order form rather than a
cart. Be sure your developer programs the form to handle arithmetic
automatically. Too many people can’t multiply a price by two or add a
column of numbers.

v Check stand: This portion of your online store computes shipping and
taxes, totals the bill, and accepts shipping and billing information
(including credit card numbers) in a secure manner. The check stand or
other element of the storefront should issue an onscreen Thank You to
confirm order submission, and e-mail an order confirmation as well.

 Reporting and order tracking: Unless your store is very small, it helps
to have easy-to-understand reports on sales, customers, and product
popularity. The larger your store, the more store analytics you’ll want.
Order tracking allows you, and your customer, to know the status of an
order in terms of fulfillment and shipping.

v Other add-ons: Large, sophisticated stores might interface with inven-
tory, point of sale, and accounting systems. They might also integrate
with live sales interaction capability, customer relationship management
(CRM) systems that track a customer’s experience with your business,
or other enterprise-level solutions.
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Online shoppers buy convenience and time, not just products.

The same four Ps of marketing I discuss in Chapter 2 in the context of your
overall business also apply to your online store.

v Product: The products that sell well online are not necessarily the same
as the ones that sell offline.

v Price: You don’t have to price products the same in online and offline
environments unless your online audience is likely to come into the
store to purchase. Your competition, overhead, cost of sales, and cost of
shipping might differ between online and offline stores, just as they
might between stores in different physical locations. If you decide to
keep prices the same, you might need to adjust the price in both chan-
nels to maintain profit margin.

v Placement: The placement of items on a page determines how much
attention they receive and, therefore, how well they sell. Think of your
site as containing multiple, internal distribution channels.

1 Promotion: You can use onsite promotion, such as internal banners, dis-
counts, upsales, and other techniques to move products and increase
sales.

For more detailed information about each of these Ps, page ahead to
“Merchandising Your Online Store.”

Selling B2B (Business to Business)
with an Online Store

You might be surprised to find that nearly 90 percent of online transactions
in North America are from B2B sales, not B2C (business to consumer). If busi-
nesses are your primary customers, you can establish your online store very
much like a retail one. Customer friendliness and ease of use remain primary.
Other than a different online promotional strategy, your main changes will be
pricing, merchandising (how you stock your store), and packaging — most
businesses buy larger quantities than individuals.

If you're looking for resellers or franchisees, include a secure application
form with spaces for a state resale number and credit references. At the very
least, ask them to call or e-mail! You might also have an online form for them
to apply for a trade account and pay by purchase order (PO). At https://
cart2.barnesandnoble.com/poaccounts/application/pagel.asp?
z=y in Figure 5-1, you can see how Barnes & Noble handles PO account appli-
cations. It might take a bit of work to accept POs online and to integrate them
with accounting software for proper billing.
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Figure 5-1:
Businesses
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online with
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approves
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Barnes & Noble.com Purchase Order Application

The Easy Way ta Establish a Purchase Order Accaunt

How to Establish a Purchase Order Account

= Complets 3 purchase order application online. (Please print it out for your records.)

# Upon completion, fax your signaturs page along with any necessary attachments, to Barnes &
Noble.com

# Barnes & Moble.com will review your application.

= If Barnes & Noble.com approves your application, we will contact vou with an account number
and administrator PIN # you can use to set up P.O. accounts for authorized users. (Please note:
account processing time is 2 to 3 Business Days.)

* The authorized users you designate will be able to pay with a purchase order on Barnes &
Noble .com Business Solutions.

Ccompany Information
Company Name *
Main Telephone Humber *

Estimated Annusl Baok Purchases:| Clickto Select v

Account Administrator Information b

Courtesy Barnes & Noble

If you're a wholesaler or manufacturer, consider implementing a password
login so only approved dealers can view your wholesale prices and place
orders.

Don’t undercut your retailers by competing with them directly on price. As |
mention in Chapter 2, you can lose more revenue from channel cannibaliza-
tion than you make from selling directly. Instead, link customers to your deal-
ers’ Web sites to buy, and have dealers link back to your site for product
details or tech support. Consider offering co-op support for dealers’ online
advertising — it’ll pay off in additional business for your company.

If you must sell online B2C, perhaps because you're opening up a new terri-
tory or your business plan calls for a second income stream, sell your prod-
ucts at manufacturer’s suggested retail price (MSRP) and let your dealers
offer discounts.

Merchandising Your Online Store

Merchandising refers to the selection and display of products in your store. If
you have a bricks-&-clicks operation, you’re under no compulsion to sell any
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Figure 5-2:
U.S. retail
e-commerce
sales for
select
categories
in 2005.
Travel,
tickets,
homes, and
autos are
notincluded
in this list.
|

of the same products both online and offline, let alone all of them. For exam-
ple, Jelly Belly discovered that the 1-pound packages of jelly beans so popu-
lar in their stores were a dud online, but high-margin, accessorized gift
packages performed better on the site. While customers can still buy jelly
beans online, JellyBelly.com is merchandised quite differently from Jelly Belly
shops in malls.

Selecting and pricing products

Your product selection and pricing levels are key elements to your online
success. Some products sell better online than others, just as different prod-
ucts sell in different locations of the country. At the same time, price compe-
tition online is intense. You need to make astute business decisions about
what you’ll sell and at what price. Don’t be afraid to run financial projections,
or to ask your accountant for help.

Deciding what types of products to sell

First, decide what you’ll sell, whether a subset of your inventory or all of it. If
you’re just starting a business, check out the criteria for picking products
suitable for online sales at http://onlinebusiness.about.com/od/
startingup/a/product.htm. Items that sell well on the Internet change
over time. The current list, in descending order of online sales dollars in
2005, is shown in Figure 5-2.

US Retail E-Commerce Sales for Select Categories, 2005 (billions)

Home products $19.1
Computer hardware/software $13.9

Apparel $125

Consumer electronics $8.5

_Flowers/cards/gifts $4.8
Music/video $4.4

_ Sporting goods/equipment  $4.1

4.1

_Toys/video games $3.9

_Jewelry/luxurygoods $3.2

- Health and beauty ~ $2.9

Source: Forrester Research, December 2005

Source: eMarketer (www.emarketer.com)
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Choosing specific items to include in your catalog

Your second decision is how many items will be in your catalog — to start
with and eventually. Catalog size is one of the main factors to consider when
selecting a storefront solution. Given intense competition online and shop-
pers’ desires for good selections, you need a critical mass of products and
choices — unless you have a very narrow niche with high demand.

If you have only one or two products to sell, review your business plan to
determine whether an online store will be profitable. Also, consider whether
you might do better selling through another outlet, such as one of these:

1 eBay or another auction site

v Amazon.com Marketplace (www.amazon.com/exec/obidos/subst/
misc/sell-your-stuff.html)

v zShops (www . amazon.com/gp/help/customer/display.html/
002-5030947-8079226?nodeId=1161404)

v Google Base (http://base.google.com/base/help/checkout.
html)

v A distributor at another online store

v A classified ad on a site like Craigslist.org

Pricing your products

Finally, decide on pricing. Your planning guides from Chapter 2 come in handy
as you set price points. (If you skipped ahead and didn’t read Chapter 2, no
problem. Just take a look at it when you get a chance.) Check competitors’
prices on one of the many comparison sites like PriceGrabber.com,
Shopzilla.com, MySimon.com, or BizRate.com.

If your prices are going to be substantially higher, be sure to state your value
proposition clearly so that shoppers perceive a benefit for paying more. Do you
offer better support, a warranty, onsite service, a money-back guarantee, free
shipping, a discount on the next purchase, free add-ons, or gift wrapping?

Your online prices can differ from your brick-and-mortar prices unless your
site drives customers to your real-world store to make purchases or pick up
orders. In those cases, your prices should match. Consider your shipping and
handling costs before finalizing prices.

In most cases, think about setting a minimum order of $10 if you intend to
make money. (Music and similar downloads at $1-$2 each are an exception.)
The costs of handling, customer acquisition, and marketing can eat up your
profits. Let visitors know your minimum order immediately. Alternately, pack-
age low-price products together, such as three pairs of socks for $9.99.
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Displaying products

Most online stores are arranged hierarchically. At the top level, a storefront
page displays thumbnails representing each category (equivalent to a depart-
ment). Depending on the nature and size of the inventory, categories are
sometimes broken down with navigation into subcategories that make sense
to shoppers. You might subdivide the category Shoes into Men’s, Women’s,
and Children’s, for instance. Clicking a category or subcategory takes the
user to a thumbnail display of products within that category. Clicking a prod-
uct thumbnail brings the user to a product detail page.

Here are some key decisions you need to make for each product category:

1 Choosing which products to feature: You might want to feature prod-
ucts within a category because they are bestsellers, have high profit
margins, or are ready to be dumped. Place featured items at the top of a
category display, and certainly above the fold (high enough on the page
that users don’t need to scroll to see them). Put the others in descend-
ing order of importance. That way, new customers can quickly find the
products they’re most likely looking for. Online always plays to strength!

v Sorting products: Don’t give into the temptation to sort strictly by
alphabet or price, even if you have a very large store. Sometimes insert-
ing an extra space before a product name forces that item to the top of
the display, much like putting “A” before your company name so it
appears at the beginning of the Yellow Pages.

v~ Positioning special items on the page: Think grocery store. The upper-
right corner of your home or catalog pages acts like an endcap in a super-
market — that’s where your specials go. You can use that space for sales,
gifts, events, seasonal items, or an internal banner. Link from there directly
to a specific product detail page where users can make a purchase.

The rows of products above the fold are like shelves at eye level, holding
items that are heavily promoted, like high-margin granola or fancy soups. The
rows below the fold display items that people will search for, no matter how
inconvenient, like corn flakes or chicken soup, on the bottom shelf at the gro-
cery. By implication, it’s better to have a category layout with three to four
items in each row than to arrange category contents in a long, scrolling
column only one-product wide.

Informing users of product options

Product detail pages should offer shoppers choices of color, size, or other
attributes, as does the product detail page from ExOfficio (www.exofficio.
com) in Figure 5-3. Actual attributes vary according to what you're selling.
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If your storefront doesn’t allow attributes, each available combination
requires a separate entry and stock keeping unit (SKU) number. Most store-
front software won'’t let you assign the same SKU to two separate entries.

You or your staff enters all this information into a product database, gener-
ally with a minimum of technical training. Try to select staff familiar with
your stock to enter the data. Make sure that you designate all the possible
categories in which a product should appear.

Spell check your product names and descriptions before you open the store.
Also proof prices, SKUs, category assignments, product attributes, and
photos. Data entry errors are very common.

If a product is out of stock, either remove it immediately from your catalog or
notify customers onscreen at the category or page level. Offer a substitute
online, and/or let people know how long they must wait for a back order. If
you wait until checkout to inform a shopper that a product is unavailable,
you will probably lose that customer forever.

Product details

21 Ex Officio: Sale -Dana Packs - Mi Internet Explorer EEE]
File Edit View Favorites Tools Help i
P o o, oottt S 201148 apf aceHda oty =aoassst b 410 a7ed vaseas | (£ o

[~

order by phone BOD-644-7303 |
iterni# or keyword SEARCH

Clothas for a big planet~ Custormier Service | My Account | Wiew Bad | Checkout ‘

Kid"s

Men's Women s BUZZ OFF™  MUMZ™ S3Te  [Mors... ‘

Page: 160119
#Previous | Mexts  Return to Results
Women's ExO Dri ™|\Waffle Shirt
The perfect layering pisce voull hate to cover up ‘

Price: ja4

Wintrian's B Drit™ Wiatile Shirt 2011-0287

- Select size - » | View Size Charts
~ Select color - w| Check Availability

BLACK

ha TOOM/LARGER VIEW
-~ I

Click o view anether color

=

Product Details.
+ Lightweight DriRelease™ Wiafile Krit —100% DriRelzsse®
(65% Polyester, 15% Cotton)
+ Mosture-wicking finish for comfort combinest with wiinks
tesistance for long-iasting wesrabilty
+ Quink oying to help you kesp ur cool
+ Soft v-nech and sightly scallopest hemline for & feminie i
+ Snap front with pizot stitching detsi cortinued slong
neckline ~
<l 3

black  lavendet  whis

Courtesy ExOfficio
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Enhancing revenue with upsales,
impulse buys, and more

Depending on the storefront software you use, you can implement revenue-
enhancing features to increase the dollar value of an average purchase or to
improve the likelihood that customers make repeat visits. You'll find almost all
these concepts on highly ranked selling sites, like Amazon.com, which displays
ten revenue-enhancing options in Figure 5-4. A date reminder service appears
after clicking Gift Idea List in the drop-down menu. An 11th option, the treasure
chest icon, leads to time-limited discounts, personalized for individual interests.

Revenue-enhancing options
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You looked at

Computer & Office
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Software
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Audio & Video
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Amazen.com for Dummies by
Mara Friedman
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Start Your Own Business
Sallina.... by Steve Waber

Bought 599 of the time

Start Your own E-Business
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Bought 26% of the time

Fopd & Household
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Crocery The Page You Madeg

Bought 1% of the time

Pat Suppliss

© 2006 Amazon.com, Inc. or its affiliates. All Rights Reserved.

Given your products and target markets, mark the features in the following
list that you think would be most valuable to implement:

v Cross-sales usually appear on a product detail page, with a sentence like
People who buy this, also buy....Therecommendations, which
are derived from a long record of what has appeared in shopping carts,
list products related by interest, such as birdfeeders for people who buy
birdbaths.
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Figure 5-5:
Eastern Leaf
offers two
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stand and
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v Upsales usually appear on a product detail page, with a sentence like £
you are interested in this, you might also like....orthe
term Suggestions, as shown on Eastern Leaf’s site (www.eastern
leaf.com) in Figure 5-5. Upsales, which you code into the product data-
base, are directly related to the product on view. They might be a more
expensive, larger, or more powerful version of the same item, or they
might be add-ons that make the product more useful or attractive.

v Personal recommendations might appear when an existing customer
logs in. These are derived from the individual’s own history of pur-
chases, rather than from other customers’ histories.

v~ Bestsellers often appear as a category within your storefront. Usually,
the software calculates this list automatically across the entire store
based on sales made over a specified period. Larger stores might let you
specify bestsellers within a specific category. A bestseller list is actually
a subtle testimonial. Which brand and model of digital camera do other

people buy? Could they all be wrong?
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The ginseng ficus, known by its shape of the root and
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perfect for thase looking for a Bonsai with low upkeep
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Bonsai measures between &' and 10" tall and arrives in
anavy 6" W by 4" Lby 2" H oval pot, Care infarmation
included. Bonsai shape may vary from shown, Price §

Bonsal Fertiizer

3.00

add [

<l

Upsale items

© 2006 Eastern Leaf, Inc.
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v What’s New appears as a category within your storefront. Coding items
from across your inventory as new in the product database makes it
easy for repeat and frequent customers to see these items quickly. A
great feature for sites with collectibles or one-of-a-kind items.

1 Special or Hot Deal items appear as a category within your storefront.
This category — like Filene’s Basement — pulls bargain hunters with a
wide range of interests. Because you code these in the product data-
base, you can change them at any time.

v Gift recommendations might be presented as a category or subcategory
and coded in the product database. In essence, these prepackaged search
results make it easy for gift buyers who “don’t have a clue what to get.”
These recommendations are especially helpful to shoppers in a hurry. In
Figure 5-6, Yardiac (www?2 . yardiac.com) displays Gifts for Her. The site
also prompts for Gifts for Him, Children’s Gifts, Top 10 Gifts, and Gift
Certificates.

1 Impulse buys are the last-minute purchases you see on or near the counter
as a sales associate rings up your purchase. Many store solutions allow
you to place one or more impulse buys on shopping cart or check stand
pages. With this feature, you can offer something (a vase for flowers, a
scarf to go with a dress) at the crucial moment when customers figura-
tively have pulled out their wallets.

v Gift registries are a navigational feature equivalent to the shower, wed-
ding, baby, or housewarming registries available at almost any depart-
ment or big-box store. Honorees designate the items in the store that
they’re interested in receiving. The registry tracks which items have
been purchased and makes it easy to ship items directly to the gift recip-
ient. Recipients drive their friends to your site to buy.

v~ Wish lists are a variant of a gift registry. Users can mark items to purchase
for themselves in the future, which might be after depositing their next
paycheck or doing further research. Gift givers can view the lists to see
what others want for their birthdays or holidays. Wish lists bring cus-
tomers back for another sale in the future or drive new people to your site.

1+ Date reminder services e-mail shoppers a week or two before an event to
remind the user to send a gift. The electronic equivalent of a birthday book
for the forgetful, this feature is actually a simple variation of calendar or
scheduling software. The e-mail reminder includes a link to buy a gift from
your site. The option usually appears somewhere on the navigation.

1 Sending gifts or gift certificates must be planned in advance. Be sure
there is a place at checkout not only for a separate recipient address,
but also for a gift message and wrapping option. If there’s a fee for wrap-
ping, you need to include it in check stand calculations. Not all store-
front solutions allow you to issue gift certificates and track their use,
though there are third-party alternatives.
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v Promotion codes, too, need some forethought. Most storefronts can cal-
culate and apply only certain types of promotions, including one for
marketing’s favorite option, Free. Because users enter these discount
codes during checkout, the check stand must calculate them on the fly.
You specify sometimes intricate rules for which products they apply to,
when they expire, and when they can be compounded. It’s a best prac-
tice to put promo codes not only in your newsletter or other ads, but
also onscreen to encourage buying.

£] Great Gifts for Her - Yardiac.com - M Internet Explorer =5 ]
File Edit View Favorites Tools Help ;
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v
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Courtesy Yardiac.com

Including product detail

In the real world, shoppers might use all five senses to evaluate a product
and make a decision. Online shopping constrains the user to sight and sound
at best. There’s no way yet for users to sample your new chipotle dip, to
enjoy the fragrance of freshly baked chocolate chip cookies or the scent of
perfume, to run their fingers over soft-as-silk leather or plush velvet. No way
to hold a sparkling ring up to the light or to tell whether the black-on-black
labels on the DVD player will be readable.

To the greatest extent possible, you must overcome those constraints with
text, photography, 3-D, or virtual reality accessed on product detail pages.
Product photography is absolutely critical to a sales site. Close-ups are essen-
tial, sometimes from multiple angles. Complex equipment or items, such as
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sculpture, that visitors need to see from more than one side benefit from 3-D,
virtual reality, or video. If you can’t hire a professional, at the very least:

v Check out tips for tabletop photography at www. tabletopstudio.
com/documents/HowTo_page.htm or www.shortcourses.com/
studio/tabletop/studio.htm.

v Buy a decent digital camera.

v Set up a simple, tabletop studio with two lights at a 45 degree angle from
above the product and a simple, solid-color background.

v Use a tripod.

v Crop and maximize the appearance of your photos by using Photoshop
or similar software.

v If you're selling gift items, display how the wrapped package will look
when received, complete with bow.

v Photograph packaged sets of goods priced as one basket or kit.

v When possible, picture people using or modeling your products.
The added interest factor increases sales. SkyStone Trading (www .
skystonetrading.com) incorporates people as jewelry models
on its site, as shown in Figure 5-7.

£] Natural turquoise, turquoise jewelry, native i Juoise jewelry, turquoise beads - Microsoft Internet Explorer —JEIE3

Edit View Favorites Tools Help "

aciress | &] htp fumm.skystonetrading comjitem. asp?ltemID=5083 v B0

©1998-2006 All rights reserved.

You enter the filenames for photos in your product database, along with product
descriptions. Write sparkling copy, as I describe in Chapter 4, offering benefits
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and distinguishing which products are best for which applications. In other
words, anticipate answers to questions that customers might ask.

Include text information about warranties, service, technical support, and
other specifications according to the product. If your products offer color
choices, display color swatches on the detail page. This is not trivial. Different
manufacturers have different color palettes — it’s not easy being green!

Making It Easy for Vour
Customers to Buy

a\\J
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From a marketing perspective, you need to convert shoppers to buyers. Make
it easy. Studies show that many online shoppers give up early in the process,
long before they open a shopping cart. Many shoppers’ complaints are the
same as those for any Web site: poor navigation, long download times, and
inability to find what they want. The following sections detail some ways that
you can enhance the shopping experience for your customers.

Providing a product search engine

The larger and more complex your store, the more you need an onsite prod-
uct search engine. Besides the obvious category and subcategory choices,
users might want to search by the following criteria, alone or in combination:

v Product name

v Product type

v Price

v Product attributes, such as size, color, or material

v Brand

Depending on your storefront solution and the nature of your site, you might
want two search engines: one that searches the product database and
another that searches content-rich HTML pages.

As always, the trade-off is between flexibility and complexity. Don’t make the
search function more complicated than most of your users can handle.

Search engines can locate items only if the entered keyword appears some-
where in the product record. Ask which fields of a record are searched. High-
quality search engines can respond by algorithm (rule) to misspellings and
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synonyms. Otherwise, you might want to include misspellings and synonyms
in a nonprinting field of each record.

Try to use drop-down searches wherever there might be confusion about the
data, such as whether to include dollar signs in a price or how to spell a
brand name. Drop-down lists that work with the search engine allow visitors
to choose from a list of search options rather than type in a keyword. (Or,
you might want to presort products into some of these categories and put
them in the storefront as navigational choices instead.)

Product search is a great source of market intelligence! Confirm that you can
get reports on both successful and unsuccessful searches. Unsuccessful
results tell you what your customers are looking for but can’t find. Now that’s
market intelligence!

Some storefront solutions come with a built-in search engine, which ranges
from fully customizable to completely inflexible. Your developer can install a
third-party alternative on some storefront solutions; others won'’t allow it.

Google’s powerful search algorithm is available free at www.google.com/
searchcode.html, but only in exchange for displaying Google ads on
results pages and offering Google Web search. Because these options might
lead to a competitor, you might want to license one of Google’s advertising-
free solutions (Google Mini — more information is available at www.google.
com/enterprise/mini/index.html#utm_source=bizsols&utm_
campaign=miniC) after calculating cost versus benefits. You can search for
other free or advertising-supported, third-party search engines.

Implementing 2 clicks to buy

The same principle of 2 clicks to action I discuss in Chapter 4 applies to your
online store. To move clients toward purchase as quickly as possible, put a
Buy Now (good) or Add to Cart (better because it doesn’t remind shoppers
that they are spending money) button at the level of category thumbnails, as
well as on product detail pages. Don’t force users to click any more than nec-
essary if they’re hot to trot.

The standard, View Cart button usually opens a full-page window with shop-
ping cart contents. Open that, instead, in a small window or pop-up that
shows users a summary of their cart contents, or show the cart contents on
each page of the Web site. (Web developers call that a minicart. This saves
users two clicks: one to view their cart and the other to return to shopping.
Mama’s Minerals (www .mamasminerals.com), whose before-and-after
screens are shown in Figure 5-8, implemented the last approach when it
relaunched its online store. Details about its redesign appear in the nearby
sidebar “Prospecting for online treasure.”
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Offering multiple payment options

Making it easy for customers includes making it easy to pay. Even though
online ordering has become more secure and commonplace, some customers
still worry about providing credit card information online. It’s a best practice
to offer options for calling in an order, printing out and faxing the shopping
cart and payment information, or mailing an order with a check. Besides,
multiple payment options increase your conversion rate.

Any significant online store really needs to accept credit cards. Ask your
developer or hosting company about options.

If you already have a merchant account, you can process credit card transac-
tions offline as long as you have a secure server (HTTPS) for this portion of
your site. After you reach about ten sales per day, you might want to shift to
real-time card processing (cards are verified online before the transaction
enters your system, rather than offline like phone orders). At that point, the
savings in labor costs offset the increased cost of real-time processing.

Real-time gateways (the software that manages real-time processing) also vali-
date credit cards for billing address, card verification number, and spending
limits, all of which reduce your risk as a merchant. Ask your developer or tem-
plate host for pricing. Unless they’re included in your storefront package, both
the secure server and real-time gateway usually incur start-up and annual fees.

Other payment options, including the following, are available for special
situations:

v PayPal: Like similar services, allows you to take credit card payments with-
out having a merchant card account. Find out more at www . paypal . com.
Many e-commerce hosts aggregate their stores through similar services.

v Google Checkout: Provides a new, one-stop checkout for stores with
compatible check stands. A buyer enrolls to use a saved profile on
Google that completes billing forms on other sites with one click. Google
advertisers receive credit toward the transaction fees that Google
charges (2 percent, plus 20 cents per transaction.) See http: //
checkout.google.com/sell?promo=sha for more information.

v Prepaid deposits: Debits for small purchases, such as downloading arti-
cles, music, or photos. This approach reduces the per-transaction cost
that might otherwise make credit cards too expensive to accept for
small purchases (unless you have the volume of iTunes). It also estab-
lishes a minimum order amount.
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Prospecting for online treasure

Mama’s Minerals, a bricks-&-clicks retailer of
gems, minerals, and related products, is some-
thing of an Internet pioneer. As shown in Figure
5-8, the old store had confusing navigation and
long, scrolling pages with Buy buttons hidden
well below the fold. Dozens of products
appeared on separate, static HTML pages,
whose dark background led to slow loading
times for every one of them. While it brought in
sales every month, the site needed constant
maintenance from an HTML programmer. State-
of-the-art when launched in 1998, Mama'’s Web
site was sadly outdated five years later.

Already rich with information, resplendent pho-
tographs, and a database of thousands of e-mail
addresses, Mama's was a prime candidate for
an extreme makeover. Within a year, Mama'’s

redesigned site, shown in Figure 5-8, rocketed
its online sales to new highs. The new, data-
base-driven storefront is built on the Miva
Merchant shopping cart base, with front-end
navigation and graphics designed by Desert
Heart Multimedia. E-commerce manager Art
Ofner, who's not a programmer, now presides
over an online inventory of more than 1,200
items in the product database and sales six
times what they were before.

Mama'’s added multiple sales enhancements,
including a minicart with shipping estimates in
the lower-left corner. Ofner promotes the store
through monthly What's New newsletters, quar-
terly RockZ NewZ e-zines, search engine opti-
mization, PPC (pay per click) ads, onsite
promotions, and direct mail.

v Electronic bill presentation and payment (EBPP): Works well for billing
and payment on a monthly basis, or for B2B stores using purchase orders.
Basically, EBPP allows you to invoice electronically and then receive pay-
ment by electronic funds transfer from the customer’s bank account to
yours. This service is available from multiple providers, such as Anypay
www . anypay.com/site/ml/eng/htm/business/eft .htm, Electronic
Banking Systems EFT, www. ebseft.com/dpage.php?idp=9&idt=1,
and Inovium Electronic Funds http://electronicfunds.com.

Supporting customers

Keeping customers satisfied throughout the sales cycle might start online,
but it finishes offline when customers are happy with the products they
receive.

Always respond to e-mail and phone inquiries within one business day. Sadly,
companies often violate this most basic rule offline as well as online. If prob-
lems occur with order fulfillment or shipping, let your customers know as
soon as you recognize the problem, and offer a substitution. An honest effort
retains customers; delay or denial loses them for eternity.

MBER
e&
&
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To offer customer support through the buying process, try the following:

v Enable customers to communicate with a real person. If you sell online,
get a toll-free number. Publish the hours when the phone is answered in
an obvious place on the site. If your customer base and geographic area
become large enough, you might need to create or outsource a call

center for sales and technical support. Alternately, offer live chat or live
calls online.

v+~ Build trust. Publish your business hours and a street address, not a post
office box, to establish basic, business credibility. Post the logos of all
organizations that validate your standing, preferably in the footer so

they appear on every page. At the very least, post them on the About Us
page. Include the logo of

e The company that supplies your secure certificate, such as
VeriSign (www.verisign.com)

¢ Safe shopping services, like the electronic Better Business Bureau,
(www . bbbonline.org), ePublicEye (www.epubliceye.com), or
TRUSTe (www. truste.org)

¢ Business rating services, such as the free Shopzilla Customer

Certified Rating program (http://merchant.shopzilla.com/
oa/registration)

e Memberships in the local chamber of commerce or trade
associations

v Spell out warranty, refund, and return policies. Look at your competi-
tors’ sites to understand what’s standard in your industry. If you offer
something special, such as Satisfaction Guaranteed or Free
Shipping on Returns, be sure to promote it on your site. Anything
that reduces customers’ perceived risks encourages purchase. It’s
equally important to be clear about constraints; for example, DVDs can
be returned only if unopened, Exchanges Only, or No Refunds
after 30 Days. Some sites use Warranties and Return Policies as sep-
arate navigational items. Others group them together with Privacy and
Security statements under a Customer Support or Customer Care tab.

v~ Ensure privacy and security. Reassure your customers that their per-
sonal information, including e-mail addresses, won’t be used elsewhere,
rented, or sold. Tell them about encrypting data — not just during trans-
mission but when storing it on your computers. In these days of identity
theft, never ask for anyone’s Social Security number. Chapter 15 has
more information about privacy policies.

v Notify customers if you place cookies on their computer. To reduce the
amount of data entry on repeat purchases, many sites create a password-
protected customer account on their server. Others place a cookie (a
small data file with unique identification numbers) on the customer’s
hard drive that recognizes when a repeat customer visits the site.
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Cookies allow personalization, purchase history, keeping open shopping
carts, and convenient reordering. However, some customers worry
about them. If cookies are required, you might need to tell people how to
modify cookie settings on their browsers; most don’t know how.

Fulfilling orders

A customer doesn’t separate your Web site from other aspects of your busi-
ness. If he receives the wrong item or his package gets lost in shipping, he
blames your business for a poor online shopping process, not for poor
follow-up. You must ensure that the positive experience your customers have
onsite carries through to completion.

In the best of all possible worlds, a customers receives an e-mail confirmation
when she completes her order, as well as a reminder to print her order details.
If your shipping process assigns a unique tracking number to the order, she
can access a link directly to the carrier’s site to keep an eye on the progress of
her shipment, whether you use UPS, the U.S. Postal Service, FedEx, or other
carriers.

Sophisticated, storefront packages offer additional automated features,
including

1 Packing slips and shipping labels: Well-integrated systems print out
packing slips and shipping labels. This might require buying an addi-
tional module or third-party software.

v Production tracking: Some systems track an order through production,
which is particularly useful if your products involve customization or
have a long fulfillment cycle. A customer receives an e-mail when the
products he ordered, such as checks or monogrammed towels, enters
the production queue. Complex, B2B sites integrated with manufactur-
ing systems might allow buyers to track progress on their orders.

v~ Shipping confirmation: You can set up your sophisticated storefront to
send another e-mail to the customer when a package has shipped. This
tells buyers when to expect their order and how reach you if there’s a
problem. It offers another opportunity to thank your customers for their
order, remind them about your return policies, and link them back to your
site. It’s also a window for a customer feedback survey, but keep it short!

It’s best practice to charge a customer’s card only when a product has
shipped. Check to see whether your software and/or manual transaction
process can accommodate that.
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Very large stores might arrange for third-party companies to handle their
order fulfillment and shipping. Amazon.com, which has perfected this element
of online selling, contracts its fulfillment service to many of its large merchant
partners.

Remember that it’s much less expensive to sell something else to a satisfied
customer than it is to acquire a new customer.

Shipping Is a Marketing Issue

WNG/
&
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Probably nothing so infuriates online buyers as the price of shipping. In real-
ity, shipping is expensive, especially as the price of gas rises. Research alter-
natives upfront to decide what carrier and delivery choices you will offer. Not
everything can go ground — baked goods and fresh flowers always need fast
delivery!

The overall rate of shopping cart abandonment is 70 percent. That’s right, 70
percent of all started shopping carts never result in a purchase. Of those,
studies show customers abandon more than half due to high shipping
charges.

Deciding what to charge for shipping

Decide whether the shipping charge is a flat fee per order or item, varies by
price, or varies by weight. If you decide on weight, you need to enter the
weight of each product in your product database. After you have an estimate
of shipping volume, you might be able to schedule pickups and negotiate a
discount rate with a carrier.

Handling isn’t free either. You incur costs for packaging materials and wrap-
ping, picking products out of inventory, packing cartons, and labeling.

If you're new to this business, test your packaging, shipping, and carrier
selection, especially for fragile or perishable goods. Simply ship samples to
yourself or friends.

Your store software should separately report revenues from product sales,
taxes, and shipping charges. If you're careful with financial records, you can
track shipping and handling costs against shipping revenues to be sure you
aren’t losing money on shipping. If you incorporate a portion of shipping and
handling costs in the product price, adjust this calculation accordingly.

111
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In many cases, it’s better to bury some of the cost of shipping and handling in
the online product price and reduce the published shipping price. This strat-
egy reduces customer resistance to shipping charges perceived as high, rela-
tive to product price. People balk at paying $10 to ship a $20 item but don’t
blink at paying $10 for a $70 item.

Communicating your shipping policies

Create a separate page for shipping information that is quickly available on
either main or secondary navigation. Let people know how long it takes for
products to leave your facility or order fulfillment center — same day for
orders received by 1 p.m.? next business day? a week for custom-made
goods? Make sure your shipping page is covered by your onsite search func-
tion. Your policy should clearly inform buyers about shipping alternatives,
from standard ground to overnight, and whether there are any limitations.

For instance, the U.S. Postal Service delivers to P.O. boxes, but FedEx and
UPS don’t. The Postal Service delivers on Saturday with no additional charge;
FedEx charges extra; UPS doesn’t deliver on Saturdays at all. Some compa-
nies or products ship only to certain countries. Some companies won’t ship
products like chocolate year-round unless the buyer pays for special, refrig-
erated handling and overnight delivery.

Don’t surprise users at the check stand with shipping prices. Let people see
in advance how much shipping is likely to be, as Mama’s Minerals does in
Figure 5-8. Clicking the Click for Shipping Estimate link in the lower left gives
buyers a quick preview of costs by zip code and shipping choice.

Shipping decisions might affect many elements of your online business plan,
from manufacturing to merchandising, from pricing to revenue projections.

Specifying Storefront Requirements

Plan your marketing and sales process before you develop your online store.
Your input from a marketing perspective is essential to selecting the right
storefront package. For instance, you may want promotion codes for special
offers, statistics that tabulate sales by category and subcategory, and/or the
ability to sequence the appearance of products on a catalog page.

The Storefront Checklist on this book’s companion Web site (www.dummies.
com/go/webmarketing) may help you think through this process. After
you have made the strategic business decisions and decided on your budget,
you can prioritize the needs that the storefront must meet. If you're sending
out an RFP (request for proposal, which I discuss in Chapter 3), be
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sure to include this information. Because the ultimate selection might have
technical consequences, let your selected developer determine the specific
package to implement.

Assess prospective developers for their e-commerce experience and deter-
mine which solutions they’re capable of implementing. Because of the com-
plexity of some storefronts, developers often specialize in one product line.
Your selections of software, hosting, and developer are interdependent.

Your choices for selling online start with the simplest — a listing on eBay — or
an inexpensive template for starter stores with a small catalog. They range in
complexity all the way to enterprise-level solutions for stores with thousands
of products that integrate with inventory control, accounting, and retail point-
of-sales (POS) software. As usual, the more flexible and complicated the store,
the higher the price tag and the greater the technical skills required.

Selecting the right type of storefront

The easiest and least expensive storefront solutions offer the least flexibility
and fewest features. If you're just starting your business, you can use one of
these solutions to establish your store. Then invest in a more complex, fully
featured, e-commerce solution as you grow. The following sections explain
storefront options, sequenced roughly from simple to complex.

No-storefront selling solutions

By far, the least-expensive way to start selling online is to use the no-storefront
selling solution. In other words, forego all the hassle of a Web site and store-
front. Simply sell your products directly through Amazon Marketplace or
zShops, eBay, other auction sites, CraigsList.org, or other classified sites. You
won’t have your own domain name, but you can link from a separate, small,
HTML Web site to your listings on most of these.

One-stop storebuilders

As the e-commerce variant of the template sites I discuss in Chapter 4, one-
stop storebuilders (think, Web Store in a Box) are generic, somewhat inflexible
solutions, but they quickly solve most of your problems — except content.
True, one-stop storebuilders help you buy a domain name, build template-
based Web pages, stock a product catalog, supply the shopping cart and
check stand components, provide a payment system through PayPal or a
merchant gateway, and host your site. Very inexpensive and relatively easy to
use, the entry-level versions work best for small stores. Many smaller hosting
companies offer these packaged solutions, but they’re also available through
eBay Stores, Yahoo! Stores, and many registration companies like Network
Solutions.



114 Partin: Building a Marketing-Etfective Web Site

WING/
&

Specialty storebuilders

Sometimes called malls, specialty storebuilders have a mission. Usually, a
hosting company decides to focus on a particular industry or geographical
area and markets e-commerce templates specifically tailored to the needs of
that audience. The host then creates a directory of all the shops as a virtual
mall and promotes the mall as an online destination. Some high-end malls,
like Shop.com, allow buyers to use a universal shopping cart across all their
stores, saving the user time and making purchasing easier.

Watch out for malls that are really nothing more than a directory of links. Ask
about traffic and promotion for the mall. Also, be cautious if a mall won’t let you
use your own domain name. When that happens, you can’t promote the store in
search engines; you need another Web site for promotion and branding.

Assembly storefronts

Many companies host a storefront solution on their third-party server that
you link to from your site, wherever it might be hosted. These assembly
storefronts have all the essential components for e-commerce, but you might
need technical assistance to make the link interface smooth. In essence, you
create and support two sites that share a similar look and feel. If you order a
book at www . dummies . com, you'll see that the URL in the navigation bar
changes to http://customer.wiley.com when you add something to the
shopping cart. It changes again to https://customer.wiley.com (secure
server) when you click Checkout Now.

Integrated storefronts

Developers integrate commercial, off-the-shelf, or open-source e-commerce
components with your existing site to create a seamless online store solu-
tion. Depending on its size and other factors, your storefront might be hosted
on a dedicated server, on your shared server, or on the developer’s server.
This approach is more complex, but also more customizable and flexible than
others. Translation: It costs more money. Some developers license and resell
the same storefront solution to all their e-commerce customers. This is fine,
as long as the store does what you need. You have the advantage of working
with someone who is expert in that particular package and security about the
future as well. If something happens to your developer, you can find someone
else who knows this package.

Custom e-commerce solutions

For maximum flexibility and control, some developers prefer to write their
own e-commerce packages. The upside: A custom shopping site that’s
industry-tailored might be very cost-effective for your particular business.
The downside: Depending on how many other stores use the software, it
might not be fully debugged and might need a lot of testing. If you ever
change developers, you're most likely to lose your storefront.
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|
Figure 5-9:
The site for
Partsfor
Scooters

is an
enterprise
store
solution
from
NetSuite.
|

Enterprise e-commerce solutions

Usually expensive, integrated solutions for large, high-end stores interface
with retail, point of sales (POS) systems, bookkeeping, inventory, manufactur-
ing, customer relationship management (CRM), enterprise resource planning
(ERP), and other systems. Choosing a solution at this level generally means
you’ve made a significant investment and have a team of technical, merchan-
dising, and content developers working with you. An enterprise solution from
NetSuite was assembled to build the storefront for PartsforScooters.com in
Figure 5-9.

Narrowing the options

Table 5-1 lists some storefront options in the categories described in the pre-
vious section, not as recommendations, but as examples for you to research.
Unfortunately, there is no simple way to find the best solution for your busi-
ness from literally hundreds of options. With so much competition, you can
find an affordable solution that meets your needs. Base your individual busi-
ness decision on the type of products you sell, the size of your catalog, your
budget and development time frame, what your competition offers, and the
expectations of your target market.
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Table 5-1 Some Storefront Options
Name URL Catalog Minimum
Size Monthly
Cost
MonsterCommerce www.monstercommerce. 60,000 $99
(NetworkSolutions) com/ecommerce_
shopping_cart_
pricing_small_
business.asp
Bigstep http://go.bigstep. 100 $30
com/products/
bigstep.htm
BizLand www.bizland.com/ Unlimited  $6
bizland/index.bml
eBay http://pages.ebay. 15pages  $16
com/storefronts/
start.html
HyperMart www . hypermart . com/ Unlimited  $20
hypermart/hosting_
plans.bml
Microsoft Commerce www.microsoft.com/ 10,000 $25
Manager smallbusiness/online/
commerce-manager/
detail .mspx
ProStores Express www.prostores.com/ 10items, $7
(eBay) express-store.shtml 2 pages
ProStores (eBay) Www . prostores.com Unlimited  $30
Yahoo! Small http://smallbusiness. Thousands $40
Business yahoo.com/merchant/
?p=PASSPORT
ShopCapeCod http://shopcapecod. 100 $29 with
(Mall) com
1 of a Kind http://www.lofakind Unlimited ~ $22
Jewelry Mall jewelrymall.com/
vendor-faqg.php
CafePress www . cafepress.com/ Not $7

(graphics products cp/info/sell/shops/ applicable
w/mfg) shops_premium
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Name URL Catalog Minimum
Size Monthly
Cost
GlassArtWorld www.glassartworld. Unlimited  $20
Mall com/SignUp/Merchant
Overview.asp
Shop.com http://www.shop.com/ Unlimited  Pay per
op/a-market-intro order
Go Daddy www . godaddy . com/ Unlimited  $10
gdshop/ecommerce/
cart.asp
Website Source www .websitesource. Thousands $7 with
com/ecommerce/ osCommerce;
overview.shtml $15 with
Miva
StoreFront http://www.storefront. Unlimited $600-$3400
net/solutions/new/ (flat fee)
default.asp
Miva Merchant http://smallbusiness. 100 $600 flat fee
miva.com/products/
merchant
osCommerce WwWw . Oscommerce.com/ Unlimited  Free (open
solutions/oscommerce source)
CPOnline for http://www.synchronics. 10,000+ $125
Synchronics com/products/cpol.htm
NetSuite Small http://www.netsuite. Unlimited By quote
Business com/portal /products/ only
nsb/webstore.shtml
Retail Pro www.uniteu.com/ Unlimited By quote
uniteu/deptasp?s%5 only

Fid=0&dept%5Fid=2000
&WT$2Esv1=deptnavl

Start by reading reviews listed in Table 5-2. You might also ask the owners of
several online stores what solutions they implemented (if the answer isn’t
visible on the site), or ask your business colleagues. The Storefront Checklist
(available for download on the book’s companion Web site at www . dummies.
com/go/webmarketing) allows you to compare your wish list of capabili-
ties with the capabilities found in different storefront solutions.
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Table 5-2 Online Retailing Resources
Name URL What You'll Find
About.com http://onlinebusiness.  Shopping cart, store

about.com

front reviews, and more

ClickZ-Retailing

http://clickz.com/
showPage.html ?page=
stats/sectors/retailing

Statistics about online
retailing

c|Net Download

www . download.com/
E-commerce/3150-2649_
4-0.html?tag=dir

E-commerce software
reviews

Direct Marketing

www . the-dma.org/

Setting shipping and

Association guidelines/shcharges. handling charges
shtml
eCommerce Times  www.ecommercetimes.com News about e-commerce

Internet Retailer

www.internetretailer.
com

Strategies and news for
multichannel retailers

MarketingProfs www.marketingprofs. What e-tailers can learn
.com com/2/dixonl.asp from retailers; free
membership required
PC Magazine www .pcmag . com/category2/ E-commerce software
0,1874,4808,00.asp reviews
Practical www.practicalecommerce. Shopping cart checklist;
eCommerce com/public/276/ subscription e-zine
and magazine for
e-commerce
Shop.org http://shop.org Network for retailers

online; part of the
National Retail
Federation

Shopping Cart
Index

www . shoppingcartindex.
com

Shopping cart software
reviews

TopTenREVIEWS

http://ecommerce-
software-review.
toptenreviews.com

E-commerce software
reviews

Top Ten Reviews

http://shopping-cart-
review. toptenreviews.
com

Shopping cart reviews
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Watching Out for Storefront
Do’s and Don’ts

You might not have experience selling, but I can guarantee you have experi-
ence buying — at least offline. Use your common sense as you plan, stock,
\BE and build your store.
R
\g&
& The golden rule of marketing: Don’t do to your customers what you wouldn’t
want done to you.

What users hate about online shopping

According to a study by the Pew Internet & American Life Project
(www .pewinternet.org/pdfs/PIP_Holiday_ Report.pdf), holiday
shoppers in 2005 continued to have concerns relating to “trust, reliability,
price, and preferences.” Shoppers who didn’t buy online complained about
1 Not being able to see gifts in person
v Sending credit card and personal information over the Internet
v Prices higher online than in stores or catalogs

v Late arrival of items (which was perceived as higher than actually
occurred)

v Web sites that make online shopping confusing

What users love about online shopping

The same study showed that those who did buy online were pleased with the
experience because it

v Was convenient.

v Saved money.

v Saved time.
The elements that the Pew study identified are consistent with findings for
the past several years. In earlier studies, users commented on the ease of
research, which is borne out by another Pew finding: Almost twice as many

Internet users went to the Web to research gift ideas and compare prices
than actually bought online.
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While the digital divide is shrinking, the demographics of actual buyers still
skews toward those from higher, socioeconomic categories (college edu-
cated, households earning more than $75,000) and those with more than
three years experience online. Eventually, the later arrivals from lower socio-
economic categories will become buyers, too. Research shows that Internet
users are more likely to become buyers the longer they have been online.

Projections indicate retail e-commerce sales in the U.S. will exceed $100 bil-
lion in 2006, a growth of more than 20 percent over 2005. However, that’s still
less than 3 percent of nearly $4 trillion in total retail sales in this country of
shopaholics. Don’t close your brick-and-mortar store yet! As you set up your
online business, take this research into consideration as part of a realistic
plan. Climbing to that pot of gold at the end of the cyber-rainbow might be a
tad bit steeper than you hoped. But it will be fun.



Chapter 6

Pulling Repeat Visitors with
Onsite Marketing Techniques

In This Chapter

Enhancing marketing value with updated content
Creating communities online

Trumpeting your accomplishments

Luring visitors with freebies and fun

Letting others do the talking

Marketing the viral way

Hive you heard the phrase “Marketing is only part of a business, but all
of a business is marketing”? If you look at an organizational chart, you
might point to little boxes labeled Sales and Advertising and say, “That’s our
marketing department.” But what about the way a receptionist answers the
phone? The appearance of the repair technician who visits a customer’s
office? The cleanliness of your store? The freshness of your products?

Everything your company does affects customers somehow. Everything con-
tributes to the impression they have of your business and affects their expec-
tation of the quality of service they’ll receive. That, in a nutshell, is
marketing.

The same thing is true of your Web site: Marketing is only part of your Web
site, but all of your Web site is marketing. In Chapter 3, | identify the three
goals your Web site needs to accomplish to be successful as a business tool:

»” Attract new visitors.

v Keep them on your site.

v Bring them back as repeat visitors.

In this chapter, | describe some onsite marketing techniques to help you
achieve these goals. Onsite marketing has a great advantage over other forms of
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advertising: It’s fairly inexpensive, requiring more labor and creativity than
cash. [ recommend ideas that can increase traffic and win customers. No Web
site needs all of them. The challenge is to select the best ones for your business.

Deciding Which Onsite Marketing
Techniques to Use

\\3

Alas, I know of no rules that say, “do a blog or interactive media only if you
have a young audience,” or “women respond more to testimonials.” You can
implement many different combinations of the onsite, marketing features
described in this chapter to create a site that grabs your audience and pulls
them back for future visits.

Mark down the possibilities on your Web Marketing Methods Checklist from
Chapter 2 as you go through this chapter. (You can download this handy plan-
ning form from the book companion’s Web site at www . dummies.com/go/
webmarketing.) By the time you complete your online marketing plan, you'’ll
have a good feeling for several techniques to retain as the most appropriate
for your site, staff, and budget. It’s too expensive to do them all!

Always, always, do site updates to keep your content fresh. Next, incorporate
the three, no-brainer options (internal banners, testimonials, and the Tell a
Friend tool) because they’re cost-effective to implement. Then select no more
than one or two of the other techniques described in this chapter for your
initial site launch or upgrade.

Follow the KISS maxim (Keep it simple, stupid.) whenever you do anything on
the Web! You can always note options to implement downstream in Phase 2,
3, or 12 of your Web development plan. When it comes to choosing those ini-
tial, onsite, marketing techniques, consider these factors:

v What you're trying to accomplish with your site

v Your target market

v How much money you have budgeted for site development

v How your server is configured

1 What your developer knows how to do

v How much time you have before site launch

v How much time you have to maintain the activity

v How much staff you have for maintenance

v How much interest you have in the technique

v Whether the potential payoff to the bottom line makes the effort worth it
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Whichever techniques you select, be sure to include them in your Request
for Proposal (RFP), explained in Chapter 3, or discuss them with your Web
developer. This is essential for getting an accurate price estimate and for
scheduling work on your site. Even if you don’t implement special features all
at once, it’s important for your developer to know what you’re considering in
the future. In some cases, a developer can make provisions so that it’s easy to
add a feature downstream. Otherwise, you might face major programming
costs to integrate a feature that wasn’t planned for.

Freshening Your Content

Fresh content is the single must-do option in this chapter. If you visit a Web
site marked Last Updated March 14, 2001, you're likely to immediately
take off for another site. Why waste your valuable time looking at old, irrele-
vant content when there are dozens, if not hundreds, of other, more recent
Web sites? Even if you're looking at a simple, information-only site whose URL
you entered from a business card, you can’t be sure that the hours of opera-
tion or location are still correct. Knowing that you still need to call the com-
pany for confirmation, you're more likely to visit another Web site instead.

Updated content impresses customers and prospects. It demonstrates your
commitment to your Web site, and even more so, your respect for customers’
time. As such, an updated site helps attract new customers in those first cru-
cial seconds and brings them back for repeat visits. In addition, updated con-
tent is one of the factors that some search engines consider when ranking
your site in search results. The more often a site is updated, the more rele-
vant search engines consider it to be. As you discover in Chapter 10, you
need every advantage in the competitive world of search engine ranking.

Establishing an update schedule

Your content update schedule depends on the nature of your site, as shown
in the Sample Update Schedule in Table 6-1. At the very least, review all site
content at least once a year, and budget a complete site overhaul every few
years. During that time, viewers’ expectations of a contemporary site change
as technology improves and graphic styles evolve.

Table 6-1 Sample Update Schedule
Frequency Task

Every 3-5 years Site redesign, new content and features
Annually Review and update all content and photos

(continued)
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Table 6-1 (continued)

Frequency Task

Monthly Update at least one page of the site with news, sea-
sonal content

Weekly New products, special promotions

Daily Automated date change

As needed Product inventory, especially price changes, dele-

tions, and back orders

Updating some content at least once a month is much better for search
engines and very doable for most businesses. The more frequently you
update your site with changing content, the more you need easy, inexpensive
access through a content management system, a storefront administration
package, or software like Macromedia’s Contribute, as [ discuss in Chapter 4.

Paying a developer for updates can get expensive, although some developers
sell a hosting package that includes monthly update services. As a last resort,
someone inhouse who is already familiar with HTML or various Web publish-
ing software tools can make changes to your site and upload them via File
Transfer Protocol (FTP).

Whatever the frequency of updates, decide who is responsible for doing them
and who will confirm that they’ve been done. In other words, plan! | have yet
to see a site that doesn’t need updating.

Determining what content to update

There’s a simple rule to decide what parts of your site to update: anything
and everything! There’s no need for a case of writer’s block. Even small
changes can keep your site current. For instance:

v Your home page might need changes, perhaps because you've intro-
duced a new product or want to promote a special offer.

v Your About Us page might need to reflect changes in staffing. Perhaps
you have updated summer hours, a new location, or new e-mail
addresses for Contact Us.

v Your product pages might need to be amended with price changes, addi-
tions, or deletions.

v If you have a media page, you might want to add new press releases,
newsletters, or mentions in other media.
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Remember that your viewers are interested in what affects them, not what’s
important to you. While you might be very proud of your latest contract, that
news probably doesn’t belong on your home page unless your target audi-
ence consists of investors or business press.

Some people create a What’s New page specifically to collect all the changes
between site updates. What’s New pages are helpful when you have a con-
stant stream of changing news, but you will get more search engine mileage
by changing multiple pages on your site. NMsitesearch.com, a regional eco-
nomic development site, posts news constantly (www.nmsitesearch.com/
whats_new/whats_new_home.htm). In Figure 6-1, the site calls out What’s
New in the left navigation, with five separate subcategories of news in sec-
ondary navigation. Old news stories drop off automatically six months after
publication.

& New Mexico Site Research: Matro New Mexico - Mozilla Firefox . =E=)
File Edit View Go Bookmarks Tools Help delicions Back - Reload Home Guo

HOME  TELL COLLEAGUES  NEWS S1GK-UR

CoNTACT TS
COMMUNITIES: PROPERTIES = WORKFORCE ¢ INDUSTRIES @ INCENTIVES °

SEARCH: HoTt NEWS

# Albiiqueique &5 =1 Forbes Magazine has ranked Albuguerque #1 in this year's "Best Places for
Business and Careers,” What put the city in the top spot? It has the lowest business costs n

the country - 24% helow the national average - and rising household fncomes - an increase of
WHY GROW IN

METRO NM 4 8% in the past 2 years, (5/4/06]
¢ Small Plane Plant Moving to Belen FL-based LoPresti Aviation plans to relocate to the Belen
WHAT'S NEW » Hot News six months. The company will break ground on a 100K-sq -ft. production plant,
calendar ventually employ 300, LoPresti manufactures the Fury, 4 sporty,
INFRASTRUCTURE *  ppeningsand ance afrplane priced at S295K, (&/2/06)
Closings |-Ahead 1o Eclipse Albuguerque's Eclipse Aviation has received a provisional
QUALITY OF LIFE % Stack Quotes ‘vrnm the F&A, The certification is historic, as it makes the $1.5M, twin-engine
Publications e first very light jet tn receive the FAR's go-ahead, The campany expects to put
SS(SJISI\FT[‘]:‘{?SG LOCALY W5 at least 50 planes in the air by the end of this vear, (7/28/06)
& Alligue que's a Smart Place ta Live Kiplinger Personal Finance ranks Albuguergue #3 in its
RESOURCE LINKS * lizt of 'S0 Smart Places To Live.' It acclaims the city's boom-town ecanomy and cow-town
prices,' citing affordability, livability, growing technology economy, outdoor activities; and
ABOUT US » available housing, (5/5/08)
SITE INDEX Please click on amy of the news sections below to review important news for the past six months.
CALL US AT & Business (77)
(800) 226-2935 o |nvestments (11) =

Courtesy Metro New Mexico Development Alliance

Your developer can also create a linkable, changing headline that is fast and
easy for you to modify with your latest news or product promotion. Drawing
a blank? Try some of these ideas:

v New products and services

v Seasonal specials or page appearance, especially for retail
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v~ Sales and special offers
v Product modifications or deletions
v Price changes

v Trade shows you're exhibiting at, especially if you have passes for the
show floor

v Planned speeches, signings, performances, or other public appearances
where you can meet customers

v New distributors or retail outlets where customers can shop

v Schedule of classes or activities

v Changes in hours, phone numbers, addresses, location, maps

v Copies of press releases, newsletters, and mentions in other media
v Company news, such as new contracts or installations

v Calendar of events that you can update easily, with such software as
CalendarScript (www.calendarscript.com)

Using content that updates automatically

If you want to be just a little sneaky, use an automated service that feeds your
site such information as the date, weather, or news and stock tickers. You can
also find sites that provide rotating word-of-the-day, jokes, or quotations to
make it appear that content on your site has changed — and it has, as far as
visitors know!

Automated updates are a reasonable option for businesses with information-
only sites that remain fairly static, as long as the content is relevant to the
purpose of your site and appropriate for your audience. For instance, a stock-
broker might want to include a stock ticker, but a joke of the day could be
quite inappropriate. Be cautious about using religious or political quotation
services unless you're sure your audience won’t be offended. Automated
updates might help with your search engine ranking, but they’re no substi-
tute for reviewing your own content on a regular basis.

Some content services are free, some require that you link back to the source,
and others charge a monthly rate for their service. Your developer can select
the code that’s right for your site. Your developer can place a date, stock ticker,
or weather script directly into a server-side include (SSI) or footer so it
appears on every page. Rather than use scripts, you can now use Real Simple
Syndication (RSS) feeds to provide news, weather, or other information to your
site, but these might not be seen as site updates. I discuss RSS in Chapter 13.
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Table 6-2 lists a few of the many sources for scripts (code) that your devel-
oper can insert on your site. Sometimes, these are simple links to a third-
party site; sometimes they require inserting a small piece of code. You can
find many other such scripts simply by entering scripts for ___ (fill in the
blank with whatever you’re looking for) in your favorite search engine.

The tables in this chapter give representative examples of the many options
available in each software category; the listings don’t imply endorsement of
any of these products. Your developer needs to select the right software
application or third-party link based on your budget, requested features, ease
of implementation and maintenance, and the technical structure of your site.

Table 6-2 Sample Sources for Automated Content Updates
URL for Site Cost

Business Quotations

http://en.thinkexist.com/ Free, links to source
DailyQuotation/customize.asp

www.quotationspage.com/ Free, links to source
useourquotes.php

www.sltescripts.com/Remotely Free
Hosted/Website_Content/Quote_
of_the_day_ Script.html

Date/Time

http://javascript.internet.com/ Free
time-date

www.cgiscript.net/site_ Free
javascripts_date_time.htm

www.sScriptsearch.com/JavaScript/ Free
Scripts/Calendars

www .webreference.com/js/scripts/ Free
basic_date

Stock Tickers

www . phpmaniacs.com/scripts/ Free
view/3256.php

www.Scripts.com/javascript- Free
scripts/text-scrolling-scripts/
stock-market-javascript-ticker

(continued)
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Table 6-2 (continued)

URL for Site Cost
Weather
www.weather.com/services/ Free

oap.html?from=servicesindex

www . weatherunderground.com/ Free
about/fag/weathersticker.asp

Don’t use a visible, automated page counter on your Web site. While this may
count as a content update for search engine purposes, a page counter can
provide negative information unintentionally. If viewers stumble across a
counter that reads 56 visits since 1999, they might wonder why they
should bother reading the page. The page counter becomes a “reverse testi-
monial,” in effect bad-mouthing your site. In Chapter 14 you find out about
“invisible” page counters and other options for Web statistics to determine
the number of visitors to your site.

Building an Online Community

As human beings, we not only need, but also want to communicate with one
another. The Web offers a seemingly endless stream of techniques to do just
that. Virtual online communities establish a give-and-take exchange with and
among viewers who share a specific interest. Communities have sprung up
on almost every subject, from movie star fan sites to do-it-yourself advice,
from computer technical support to online investing. Healthcare information
sites, among the most frequent targets of online searches, are also some of
the most likely places to find online communities.

Supporting an online community on your Web site is one of the most reliable
ways for you to ensure that visitors return to your site again and again.
Online communities can also increase traffic, time on site, sales, and return
on investment (ROI).

Keep in mind, however, that any online community requires a commitment of
time, people, and attention to keep it from degrading. If you don’t have time
to oversee these communities, you're probably better off selecting other
methods of onsite promotion. The size of the community, the number of par-
ticipants, and the nature of the topic determine the amount of time required
and the level of liability exposure you incur. On medical topics in particular,
consult your attorney for disclaimer language to include on the site.
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You might also find that you need to promote the site feature itself online and
off to generate traffic and recruit members until you reach a self-sustaining,
critical mass of participants.

Communication styles used
in online communities

Online communities have two forms of communication styles: They use
either a many-to-many communication style or a top-down, one-to-many com-
munication style. Either style might occur synchronously (where everyone is
online in real time) through chat rooms, or asynchronously (where messages
are posted at different times) through message boards, blogs, or guestbooks.
Here’s a closer look at these two communication styles and how much time
you’ll need to commit for each type:

» Many-to-many: You don’t have to do all the work with many-to-many com-
munities. Community members help each other find desired products,
exchange opinions, resolve problems, and give advice. On a regular basis,
you still need to pay attention to what’s transpiring. You can choose to
stay in the background with a member-to-member community if you want.

v One-to-many: In one-to-many communities, an authority figure responds
to queries and comments from multiple users, although others might
chime in with their opinions. It’s clear, however, that one individual is in
charge. That expert might be you, an outside content expert contracted
to answer questions, a tech support employee, or a guest “speaker” who
appears at a specific time.

All online communities require a commitment of time and talent to manage
them. It takes skill and judgment to monitor the messages, correct technical
inaccuracies, remove offensive language before it posts, avoid liability, keep
an eye out for online stalkers in a social network, write content for a blog, and
recruit participants. Online communities are such a sponge for energy that
some, like YouTube.com, ask members of the community to monitor each
other and notify the administrator of objectionable postings. Reality check: Do
you have the long-term interest to keep the community ball rolling? Does the
content of the community fit well into the purpose of your site? Does the com-
munity feed into your business goals, either directly or indirectly?

Soapdom.com, shown in Figure 6-2, offers unmoderated chat rooms, message
boards, and blogs for people interested in different soap operas. Moderated
chats with soap celebrities are planned. If you visit the site, notice its privacy
statement (www.soapdom. com/index.php?option=com_content&task=
view&id=2237&Itemid=35) and Terms of Service for the message board,
blog, and chat room (www . soapdom.com/index.php?option=com_
content&task=view&id=2236&Itemid=35).
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Message boards and chat rooms

Message boards — sometimes called bulletin boards, discussion boards, or
forums — allow asynchronous communication on your site. Historically, bul-
letin boards were one of the earliest uses of the Internet, predating the devel-
opment of the World Wide Web. The computer scientists working on the
Internet originally created these boards to encourage open discussion of
technical issues. Figure 6-3 shows a variety of moderated message boards
from PeakOil.com.

You can use message board software to host one discussion topic or many,
allow limited or unlimited participation, and select whether the boards are
moderated (someone reviews the posts to filter them for propriety) or unmod-
erated (a posting free-for-all). Chat room software operates in a similar
manner, except that everyone who participates is online at the same time. It
can be more challenging to manage real-time chats, so, often, an expert han-
dles the content response, while a separate moderator manages and edits the
question flow. Table 6-3 lists some sources for message board and chat soft-
ware that your developer might want to review, as well as several sites with
evaluation criteria. She or he can also explore the alternative of linking to a
third-party site that provides message board or chat service.
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Table 6-3 Sample Sources for Message Board and Chat Software
Name URL Cost

Chat Room

Bravenet www . bravenet .com/webtools/ Free
chat
2 Create a Website www.2createawebsite.com/ Free

enhance/create-chat-room.
html

Chat Software http://wdvl.internet.com/ N/A
Evaluation Site Software/Applications/Chat/
#resources

Message Board

Simple Machines www.simplemachines.org Free

(continued)
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Table 6-3 (continued)

Name URL Cost

PHP Junkyard.com www . phpjunkyard.com/ Free
phpmessage-board.php

CuteCast www .cutecast.org Free

Matt's Script Archive http://scriptarchive.com/ Free
wwwboard.html

Message Board http://personalweb.about. N/A

Evaluation Site com/od/addforumsandboards

Blogs and wikis

Blogs (Web logs) are supplanting message boards as the preferred technique
for asynchronous discussion. A blog is a form of online journal that allows you
to wax eloquent (or tongue-tied) about a subject in your field and solicit com-
ments from responsive readers. Unlike message boards, blogs look like Web
pages, complete with links, graphics, sound, and video.

Once seen as a quick-and-easy alternative for individuals to publish online
without needing a domain name or knowing HTML, blogs were quickly adopted
for use as online diaries. Writers on media and political sites use blogs to com-
ment without the limit of column inches of print media and to engage in dialog
with their readers. Of course, on advertising-supported sites like those, a con-
troversial blog that generates page views also generates ad revenues from addi-
tional eyeballs.

Many business sites now feature blogs to solicit user opinions and pinpoint
trouble spots. Figure 6-4 shows an example of a business blog (from
www.allbusiness.com/blog/PhysicianBusiness/11417). On busi-
ness, financial, retail, and professional service sites, blogs are something of a
chameleon. In addition to the community-building function of a message
board, a blog might take on characteristics of an online e-zine or newsletter.
You can use yours as an opportunity to educate your prospects on different
aspects of your business or product while soliciting questions and com-
ments. Table 6-4 offers some sources for blog and wiki software.
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Table 6-4 Sample Sources for Blog and Wiki Software
Name URL Cost

bBlog www .bBlog.com Free

Movable Type www . sixapart .com/movabletype $200-$600

Greymatter http://noahgrey.com/greysoft Free

WordPress http://wordpress.org Free

MediaWiki www.mediawiki.org Free

MoinMoin Wiki http://moinmoin.wikiwikiweb.de Free

Serendipity http://s9y.org Free

Typepad www . typepad.com Starts at
$5/month

(continued)
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Table 6-4 (continued)

Name URL Cost
Blog Software http://weblogs.about.com/ N/A
Evaluation Site od/weblogsoftwareandhosts/

a/topfreeblogs.htm

Wiki Software http://en.wikipedia.org/wiki/ N/A
Evaluation Site Comparison_of_wiki_software

Business marketers have discovered that an onsite blog allows creative
opportunities to

v Attract and retain traffic on a site

v Obtain positive and negative feedback from customers

v Generate links to other pages on the Web site

» Announce new products and test price points

v Build brand awareness

v Recruit beta testers

v Seed product promotions

v Identify opinion setters

Qg\l\BER Blogs can bite! While blogs might be a great way to position yourself as an
& expert, they have a way of producing challenging feedback. You might want

to monitor how people respond to your postings, but don’t get defensive if
your customers, perhaps your competitors, make negative comments online.
Like other forms of community building, blogs take lots of time. It helps if you

like to write. You need to post at least twice a week to keep a blog lively and
encourage feedback.

Depending on your marketing strategy, you might prefer to host your blog on
another site, such as www.blogger . com, so the links to your site appear to
be coming from another source. Google, in particular, ranks inbound links
from blogs highly.

Wikis are related to blogs, but they’re more of a democratic community. Wiki
software allows multiple users to add, delete, and edit each other’s Web con-
tent quickly without much technical knowledge, making wikis especially
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suited for collaborative writing. The Wikipedia.org free encyclopedia is a
great example of group content that reflects many views.

Other community builders

Rather old-fashioned techniques from early Web sites have been recycled for
community-building uses online. For instance, guestbook software — a variant
of an unmoderated message board — was previously used to register visitors
to a Web site and perhaps to gather e-mail addresses. With those functions
now replaced by more advanced features, guestbooks are now used to share
communal experiences, to solicit feedback from event participants, to collect
congratulations on a wedding, or even to convey words of sympathy:.

One client of mine set up a guestbook so vendors, friends, and customers
nationwide could send condolences after five employees were killed in a
tragic plane crash; the young son of one lost employee used the guestbook to
write messages to his daddy in heaven.

Some of these applications have morphed into new, sophisticated, group-
bonding sites that allow visitors to your site to connect to one another by
using personal profiles. Successful, social network sites like MySpace.com,
Facebook.com, Yub.com, Friendster.com, and Classmates.com testify to
people’s desire to form a community with others sharing a similar experience
in the past or present.

You can install social network software on your Web site that allows your vis-
itors to form their own groups of Harley riders, science fair participants, or
whatever else makes sense for your target audience. For example, Figure 6-5
(from Catster.com) creates a social network of cat lovers with profiles of their
animals — [ don’t think the cats are meeting online! Social networking is a
great ice-breaker application to help people get to know each other quickly:
first-year college students planning to attend the same orientation; people
looking for roommates on a tour, conference, or retreat; or any other time
people will be coming together for a brief, intense experience. You might
password-protect this section of your site to assure privacy.

Ideas for community building are limited only by your imagination. People
like to be asked their opinions and then return to see the results of a poll or
survey. You can easily add script to conduct a simple poll (Who do you think
will win the Oscars?) or a survey of attitudes toward any topic of interest to
your audience.
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Courtesy Dogster, Inc.

Table 6-5 lists some sources for building online communities on your Web
site by using these methods. As always, the choice of software depends on
your audience, how they will use the site, and your developer’s technical
assessment of the best software for your needs.

Table 6-5 Sources for Other Community-Building Software

Software URL Cost
Bookmark
Dynamic Drive www . dynamicdrive.com/ Free

dynamicindex9/addbook.htm

Net Mechanic www .netmechanic.com/news/ Free
vold/javascript_nol.htm

Guesthook

Chipmunk Scripts ~ www.chipmunk-scripts.com/ Free
page.php?ID=13

Big Nose Bird http://bignosebird.com/ Free

carchive/bnbbook.shtml
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Software URL Cost
CGI Extremes www . cgiextremes.com/Scripts/ Free
Guestbooks

Social Networks

Build a Community http://buildacommunity.com/ Package 8
bacfriends/index.html Community
Builders
$200
E-friends www.alstrasoft.com/ Starts at
efriends.htm $180
Survey/Poll
SurveyMonkey.com www.surveymonkey.com $20/month
or $200/year
Hosted Survey www . hostedsurvey.com/ First 250
home.html responses
free
Hot Scripts www.hotscripts.com/ Free

Detailed/47579 .html

Tooting Vour Own Horn

Your Web site is no place to be shy! Because you have only one chance to
make a first impression, you have to make it a good one. Consider using tried-
and-true techniques on your site for shameless self-promotion: advertising
(internal banners), testimonials, reviews, and awards. These tools can help
you increase the time that people spend on your site.

Displaying internal banners

You know those ubiquitous banner ads that litter the Web? (I cover them in
detail in Chapter 12.) You can take advantage of similar banners within your
own site. Instead of paid advertising that links to someone else’s site, how-
ever, link your internal banners to pages within your own site. Driving view-
ers to additional pages increases the time they spend on your site and the
likelihood that they remember your business or buy your product.

While special features on your site should be easily accessible through navi-
gation, the user’s eye doesn’t go to the navigation initially. Grab viewers’
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attention with an eye-catching banner that promotes a monthly special, takes
them to the newsletter signup page, or accesses a community-building page.
Internal banners are one of the no-brainers for onsite marketing, but plan
them as part of the overall site layout and graphic design.

Collecting testimonials

Offline testimonials reassure prospects about the quality of the product or
service you offer. Testimonials can come from an objective press rating, a
celebrity, experts in the field, or other customers. Collect testimonials from
satisfied customers and media mentions at all times, not just while you're
working on site content. (The testimonial from your mother doesn’t count.
Sorry.) These recommendations are more no-brainers. There’s some effort to
collect them initially and to freshen them over time, but there is no cost.

If you have a business-to-business (B2B) site, get permission from your cus-
tomers before using their names, titles, and company names. Some firms
don’t permit their names or their employees’ names to be used in an
endorsement; you don’t want to risk losing their trade. Sometimes, you can
get the same effect by using a job title and a description, such as Director
of Engineering, Fortune 500 Company. The same principle applies if
you have a recognizable celebrity or expert whose name carries cachet with
prospective customers: Get permission first. The National Mail Order
Association has a sample permission form at www.nmoa.org/articles/
dmnews/usingtestimonials.htm, or you can simply Google permissions
testimonial.

Although the situation is less sensitive with “ordinary” customers, you're still
better off requesting permission. If you can’t locate the source, you can use a
first name and last initial, or vice versa, and their city or state: J Zimmerman,
Albuguerque, NMor Jan Z, Albuquerque, NM. If your customer comes
from a small town where he or she might be recognized or has an unusual name,
use only the name or only the state or country: P Tchaikovsky, Russia.
However, the less specific the attribution, the less potent the testimonial.

The location has value, especially if you want to communicate to prospects
that your product has “reach,” or that you’ve been able to satisfy customers
from places like the one where they live.

There’s no point in pasting a long list of testimonials on a single Web page —
no one will read it! Instead, try these suggestions for getting the most out of
this onsite marketing technique:

v Scatter the testimonials throughout the site.

v Judiciously select short phrases or single sentences that are relevant to the
content of a particular page. In a case where Web media differs from print,
an online testimonial carries more punch when it’s short and to the point.
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v You can break a long testimonial into several endorsements on different
pages of the site.

v Consider rotating testimonials as part of your content update. You can
do this manually or ask your developer to set up a quote database that
posts a different testimonial every day, or every time your site is
accessed. Testimonials can be effective on almost any site, as long as
you don’t overuse them.

Figure 6-6 shows how Hacienda Nicholas (www.haciendanicholas.com), a
bed & breakfast in Santa Fe, uses testimonials specific to each room. Other
pages carry more general testimonials from satisfied guests, such as “One of
the best B&B’s we’ve ever encountered” or “a special find — one of those
places only insiders know about” from Frommers.

P One other type of endorsement helps build trust in your site for online trans-
actions. If you’re a member of the Better Business Bureau (www.bbbonline.
org), TRUSTe (www. truste.com) for privacy, or a well-established trade
association that vouches for its members, display their seal(s) prominently
on your site. These memberships generally require a fee and a site analysis,
but they might give you a competitive edge in the online world.
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Soliciting product reviews

Some people prefer the illusion that they make rational purchasing decisions
rather than emotional ones. For these buyers, product reviews from a third
party offer a perceived, objective rating. Sometimes you can get reviews by
submitting your products or services to magazines, trade journals, or other
press outlets. Or you can include your site for a fee on comparison shopping
engines like Bizrate.com to solicit reviews. (Please see Chapter 12 for more
information on shopping search engines.)

If you're confident in your products, open your site to ratings from customers
with a link to Review this product. Sites like Hotscripts.com offer free
rating scripts for your site. Go to www.hotscripts.com/php/scripts_
and_programs/reviews_and_ratings/index.html for more informa-
tion. If you solicit ratings from customers, don’t post only the good ones. If all
reviews are uniformly excellent, viewers won’t trust them. Many sites that
offer product reviews are actually distributors, rather than creators, so they
face no risk. For instance, users rate movies on Netflix.com, and they can rate
or review absolutely anything on Amazon.com. These large sites compile the
results or reviews, as well as what other people buy, to recommend new pur-
chases based on what a viewer has already bought.

Submitting to award and hot sites

Some Web sites gain visitors and credibility by being ranked for their own
quality. This is particularly true for graphic design and Web developer sites,
industry-specific sites, professional service sites, and information-rich sites.
There are general rating sites, including the well-known Webby Awards, and a
range of others that are specific to certain businesses or that rate particular
features, such as the quality of a database or flash animation. Search and
apply for awards that apply to your business and site design. If you win, post
the award on your site! Table 6-6 provides URLs for sites that list award
opportunities as well as a few of the many awards that are out there.

Table 6-6 Sample Award Sites

Award Name URL Focus

Web Marketing www . webaward. org Multiple areas

Association’s

WebAward

Cool Netsites http://members.aol. List of award sites
com/skycheetah/

awardsites.html
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Award Name

URL

Focus

EduNET

www . edunetconnect .com/

awards/index.php

Educational sites

Kasina's awards
for financial
professionals

www.kasina.com/Page.
asp?ID=493

Financial services
companies

Interactive Media
Awards

www.interactivemedia

Multiple business

awards.com/default.aspqg categories

Internet Advertising

www.advertising

Online advertising

Competition competition.org/iac

IPPA www . ippa.org Web design

MuniNetGuide www .muninetguide.com/ Local government
top_picks.php

Webby Awards http://webbyawards.com  Multiple areas

Yahoo! Picks http://picks.yahoo.com  Multiple areas

Incorporating Freebies and Fun

The onsite marketing techniques in this section are designed primarily to
attract new traffic to your site and to increase your ROI. To use these tech-
niques effectively, you need to publicize their existence on Web clearing-
houses with master lists of links to coupons, free offers, games, and contests.
Table 6-7 includes both source and publicity sites for items in this category.

Table 6-7 Sources and Listing Sites for Freebies and Fun

Site Name

URL

Function

ContestAlley.com

www.contestalley.com

Contest submission site

ContestGuide.com

www.contestguide.com

Contest submission site

DynaPortal www . dynaportal .com/ Contest software, paid
software/contests.cfm
FatWallet www.fatwallet.com Coupon submission site

Free Stuff Channel

www . freestuffchannel.
com

Freebie offer submission
site

(continued)
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Table 6-7 (continued)

Site Name URL Function

Miniclip www.miniclip.com/ Free, downloadable
Downloads.htm games

myClipper.com www.myclipper.com Coupon submission site

RefDesk www.refdesk.com/ Directory of sites for
free.html freebie submissions

Sweepstakes www . sweepstakesand Sweepstakes

and More more.com/submitasweep submission site

UbiDog Productions  www.ubidog.com/ Free, downloadable
cgi-bin/downloader/ contests

downloader.pl

Coupons and discounts

Coupons and discounts work offline and they work online, particularly when
your target audience has a bargain orientation. However, even high-end audi-
ences like to believe that they are getting a deal. Even though most coupons
are never actually used, they improve branding and name recognition. The
online execution of a discount occurs as a promotion code that users enter
during the checkout process on your Web site, while a coupon is printed out
for use at your own or other brick-and-mortar stores. You need to figure how
the cost of such discounts will affect your gross revenue and the average
dollar value of a sale.

“&N\BER Not all shopping carts can accept all forms of discounts. It’s important to ask
> your developer what your software can handle before you establish your dis-
count plan. For instance, some sites can discount a total price by a flat dollar
amount or percentage, but can’t discount on a specific product. Some can’t
tie two purchases together to execute a complex instruction like Buy one
at full price and get the second at half off. Some carts can’t
handle promotion codes at all.

Free offers

Free is marketing’s four-letter word. (I talk about the power of Free in Chapter 4
as well.) You can tie a free offer to another purchase, such as a two-for-one
deal, or a product that is paired with a purchase, such as Free socks when
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you buy shoes or Buy one shirt and get a second free. Or free
can mean a separate promotional item shipped as a reward for taking an
action, such as Free bracelet when you sign up for our jewelry
newsletter. In either case, remember to include in your marketing budget
the cost of promotional goods and their differential shipping expense. Be
careful! Starbucks got burned in 2006 with an e-mail offer for a free iced coffee
sent to a limited group of employees to share with family and friends. The
e-mail spread so far and so wide that Starbucks had to cancel the promotion.
You should also check with your shipping department to make sure that it
can package and track shipping of promotional items.

Games and contests

Online games and contests often carry an age and/or gender appeal. The
right game matched to the right audience can result in significant traffic to
your site and many repeat visits. For this to pay off beyond traffic, you might
want to sell advertising on your site or provide another business rationale for
the game. It also helps to tie the award, if any, to the audience. Many games
don’t include prizes, while most contests do. Some contests are games of skill
(for example, trivia or interactive contests); others, like sweepstakes or draw-
ings, are simple matters of luck.

< Whenever you include a contest or sweepstakes on your site, be sure to

include a detailed page of rules and legal disclaimers. Consult your attorney

if you have questions; some states have very strict rules.

Providing a Tell a Friend
Option on Your Site

The best and cheapest form of advertising is word of mouth. There is no
stronger recommendation for a product — or a Web site — than the approval
of a friend. Fortunately, the Web offers an online equivalent to word of mouth.
Tell a Friend scripts allow site visitors to e-mail others a link to your site. The
message arrives from the sender’s e-mail address, not yours, making recipi-
ents more likely to open it. Best of all, Tell a Friend is another no-brainer
when it comes to onsite marketing. It’s cost-effective and generally low main-
tenance unless you're offering a reward.

Many Web hosting and site template companies offer their customers a free
Tell a Friend option, or you can use the same function from a newsletter
provider like ConstantContact.com. Table 6-8 lists a few of the sites that offer
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free scripts for this feature. Be sure that the script includes a thank-you mes-
sage following submission, and checks for such errors as leaving a field
empty or incorrectly formatting the friend’s e-mail address. Depending on
your site, you might want to rename the feature according to your target
audience: Tell a Colleague, Tell a Bride, or Tell a Hiker, for instance.

Table 6-8 Sources for Tell a Friend Scripts

Site Name URL Cost

Bravenet www . bravenet.com/ Free
webtools/announce/
index.php

SWS-Tech www . sws—tech.com/ Free
scripts/tellafriend.php

Tell-a-Friend Wizard www.tell-a-friend- $6/month to
wizard.com $30/year

It’s appropriate to include the Tell a Friend function on almost every Web site as
a method of driving additional traffic with a recommendation from an extremely
well-targeted audience of similar viewers. It is the simplest online equivalent of
word of mouth. To improve the number of referrals, you might consider adding
a minor incentive or chance to win a drawing for every friend someone notifies.

Keep it simple, though! Offering a reward might require programming, moni-
toring, and/or fulfillment. Giving someone a coupon for a free cup of coffee
for Telling a Friend is a lot more effective (and easier) than requiring some-
one to tell four people, of whom one must subscribe, to get a chance to win a
$50 dinner at a fancy restaurant!

Doing Viral Marketing without
Catching a Cold

Viral marketing techniques use consumers to promote awareness of your
product or site. Generally, but not always, viral marketing involves an e-mail
message that is forwarded endlessly from one person to others. Tell a Friend
scripts (which I discuss in the previous section) are a simple example, but
any Web link, advertisement, graphic, video, or sound clip that is passed
from user to user qualifies as Web-based viral marketing. Developing a good
viral idea is difficult.
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In the best of all worlds, a successful viral campaign offers consumers some-
thing of value, often a good laugh. The viral message has to be easy to send,
containing nothing that will set off alarm bells, such as a huge graphic, or a sub-
ject line that looks like spam or porn. (See Chapter 8 for a discussion of e-mail
subject lines.) Because a viral message might circulate for years, it doesn’t work
well for a limited-time or limited-supply offer. If you're lucky, you’ll be able to
track the number of forwards or visitors. Most newsletter services let you track
forward-to-a-friend links if you send your original message out through them.

\\3

Often targeted at a techno-savvy group of 20- to 30-year-olds, viral marketing is a
creative task at the cutting edge of advertising techniques. Take a look at some
of the award winners and resource sites listed in Table 6-9 to get some ideas.

Table 6-9 Viral Marketing Resources

Name

URL

Description

ClickZ Network

www.clickz.com/
experts/brand/brand/
article.php/3573036

Good article on viral
marketing

Future Marketing
Awards

www . futuremarketing
awards.com

Viral marketing awards
and archive

2CreateAWebsite

www.2Createawebsite.
com/traffic/viral-
marketing.html

Directory of articles on
viral marketing

Web Marketing
Today

www.wilsonweb.com/
cat/cat.cfm?page=
l&subcat=mm_Viral

Directory of articles on
viral marketing

Word of Mouth
Marketing

www . womma . org/pages/
2005/02/viral_award_

Viral marketing awards

Association win.htm

Viral marketing can take place through e-mail or on the Web by using a variety
of techniques. Here a few with a history of success:

+* Send an e-mail-only message: In 2000, Proctor & Gamble conducted a
Send a Kiss promotion for Scope mouthwash. They provided a branded,
animated e-mail of a kiss that users could send on Valentine’s Day,
Mother’s Day, and other holidays. Hotmail spread its free e-mail service
quickly because each e-mail that went out via Hotmail included a signa-
ture block with a link for recipients to get a free e-mail account, too.
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v Exploit chat rooms: The low-budget horror pic, The Blair Witch Project,
deliberately created a buzz in online chat rooms to drive traffic first to
the film’s Web site and from there to movie theaters to see the feature.

v Create an interactive game: Burger King scored big with its Subservient
Chicken Web site (www . subservientchicken.com), shown in Figure
6-7, as part of the promotion for new chicken sandwiches in 2004. On the
site, users can enter commands for the chicken to perform. Viewers
quickly pass the link to their friends, generating millions of visits to the
site. A more detailed description appears in the sidebar nearby.

v Play to the creative ego: Several sites, including Converse (www.
converse.com/index.asp?mode=mby&bhcp=1), let people create
and submit their own ads. MasterCard ran a famous contest (now over)
to “Write your own Priceless Ad” (http://www.priceless.com/
film/film.html), and needless to say, some of the ads push the limits
of good taste and might even portray the company in a negative light.
Still, the allure of creating their own ads draws visitors to the sites,
encourages them to share their creations and the site with others, all
the while burning the brands indelibly in the minds of the target audi-
ence these companies are trying to reach. It’s a great exercise for anyone
teaching an advertising class, by the way.

& Subservient Chicken - Mozilla Firefox =I0/Ed
File Edit View Go Bookmarks Tools Help delicio.us Back = Reload

|| http:/fsubservientchicken com/ ¥

|
Figure 6-7:
Burger
King's
Subservient
Chicken et shicken just the way you like it Type in your sommand here

viral
campaign.
|

™ and © 2006 Burger King Brands, Inc.
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The story behind Subservient Chicken

Twenty visits on day one. One million visits
within 24 hours. Twenty million visits within a
week. And, 396 million hits in less than a year.
That leap of traffic brought the “actor in the
chicken suit” lasting fame. According to
Adweek magazine (www . adweek . com/aw/
national/article_display.jsp?vn
u_content_id=1000828049), Burger
King (BK) initially released SubservientChicken.
com to 20 friends of ad agency employees and
seeded it in a few chat rooms. Traffic grew
spectacularly in early April 2004 as Web surfers
delighted in the antics of a man-sized chicken
hiding behind a sofa, dancing the jitterbug, or
playing dead in response to those and 400 other
commands. Viewers quickly clicked the Tell a
Friend link to send the message: “Finally, some-
body in a chicken costume who will do what-
ever you want. Check it out.”

Created by the Crispin Porter + Bogusky agency,
Subservient Chicken took top honors at the
London-based 2005 Viral Awards (www.

boreme.com/boreme/funny-features
/viral-awards-2005.php) in the cate-
gories of Most Infectious North American Viral
and Most Creative Use of Technology. The
agency targeted 18- to 45-year-old men who
spend a lot of time online as the audience for BK's
then-new TenderCrisp Chicken Sandwich. They
followed the underground introduction of the
Web site with a minimal media campaign: three,
30-second TV ads, one print ad, and a second
Web site, ChickenFight.com (now inactive).

Although the company doesn't release specific
sales information, a BK spokesman told Adweek
that sales of the sandwich increased an aver-
age of 9 percent per week during the first
month. Over the following year, BK executives
declared the campaign “a success,” resulting
inincreased sales of the sandwich. Perhaps the
vagueness of the data indicates that you can't
always count your viral chickens even after
they've hatched.
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In this part . . .

"{ere’s the real hub of this book. Once you have an
effective Web site, how do you drive traffic to it?
This section covers the essential components of online
marketing, using word-of-Web techniques to let your
target market know your site exists and why they should
visit it. With 47 million competing Web sites, you need
agility, persistence, and patience to grab their attention.
Most important, diversify your Web marketing
approaches.

Chapter 7 reviews techniques — generally free or cheap —
to leverage other online resources to promote your own
site, as a form of marketing ju jitsu. From talking up your
site on chat rooms, message boards, blogs, and social net-
works to conducting the absolutely required inbound link
campaign, you can select online-only techniques for site
promotion. Like everything else that’s Web-based, these
techniques evolve as the Internet changes.

E-mail is one of the most effective of those online-only
techniques. Chapter 8 covers best practices for breaking
through the e-mail flood with messages and newsletters
that generate business without becoming spam. E-mail
techniques range from simple, free signature blocks to
expensive, multisegmented newsletter campaigns.

Every Web site has its own special needs. You can pick and
choose from the methods in Chapter 9 to accomplish your
specific business goals: integration with offline marketing;
a gala site launch; real-time, online events; selling interna-
tionally; affiliate programs; or online loyalty programs.

People arrive at Web sites in only three ways: using search
engines, clicking links from other pages, or typing in a URL
after hearing about it or seeing it elsewhere. Search
engines are an absolutely necessary part of your Web mar-
keting mix, though not sufficient on their own. Chapter 10
shows you how to optimize your site for search engines to
get the visibility you need.




Chapter 7
Marketing with Online Buzz

In This Chapter

Becoming a guerrilla marketer

Gabbing in chat rooms
Blabbing on a blog
Socializing on sites
Proposing to the press

Powering inbound links

C hapter 6 covers community-building techniques deployed on your site
to encourage repeat visits and/or extend visit time. This chapter covers
similar techniques but leverages other resources on the Web instead. Think
of it as online jujitsu.

You can inform your target audience — and get folks talking to each other —
about your products, services, company, and Web site with such word-of-Web
methods as:

v Chat rooms

1 Message boards

v Blogs

v Social networks

v Opinion-maker sites

1 Press releases

v Inbound links
These techniques, all of which are covered in this chapter, are a mix of viral
marketing, consumer-generated content, word of mouth, and online buzz. Don’t
worry about the terminology. Just mark the ones that seem most useful for
your audience and business sector on your Web Marketing Methods Checklist

from Chapter 2, which you can also download at www . dummies . com/go/
webmarketing.
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Word-of-Web methods work better for tightly targeted market segments than
they do for mass marketing or volume traffic. Your site should be live and
functioning properly before you drive significant traffic to it. At that point,
allot about half a day per week for online marketing.

Becoming an Online Gorilla
with Guerrilla Marketing

Guerrilla marketing employs somewhat unconventional promotion methods
(online or offline) to reach your audience, usually at low cost. These methods
often take more imagination and energy than money. However, when exe-
cuted with surprise and flair, they can bring a steady supply of prequalified
new traffic to your site.

Spending time and money on these or other online guerrilla marketing tech-
niques is worthwhile for any business site, with the exception of minimal, busi-
ness card sites or for sites that exist to serve only a preselected audience.

Keys to success

Low-cost, word-of-Web techniques take time. Remember that adage about
small business: It’s your money or your life. Because some of these tech-
niques can consume a lot of your life, start with only one or two. You can
always add more later. There are four simple rules for success:

v Follow your fish. Don’t waste time on techniques that don’t reach your
target audience.

v Seven is your lucky number. That’s the magic number of times that
people must see your name or Web site to remember it. Guess what?
Seven is how many times you should appear on any one blog, board,
chat room, or network to see results.

+* Plan your work and work your plan. You won'’t be successful if you
post a message one week and then disappear for a month. Make your life
easier by scheduling marketing activities for one morning a week or half
an hour each day.

v Keep track of your results. How else will you know which techniques
work and which ones don’t? Set up a spreadsheet that shows the name
of the site, type of activity, date, and outcome.

Tracking effectiveness can be tricky. Your statistics generally list referrer
URLs when someone clicks from another site to yours (more on this in
Chapter 14). However, you need to plan ahead to capture the source of calls,
e-mails, or URLs typed into the address field of a browser.
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Ask your developer to create a list of redirect URLs (for example, www .
YourDomain.com/R1) to deploy in different marketing efforts, just as you
include department numbers in the return address of a direct mail piece or
print ad. You can point these URLs to any Web page on your site, but they
will appear in your statistics as the entry page. Also, ask your developer for a
list of forwarding e-mail addresses that you can use to track responses from
different marketing efforts. For phone calls, set up different phone extensions
or simply ask, “How did you hear about us?” Record these variations on your
spreadsheet.

Niche marketing

To become a powerful marketing gorilla, fish where your fish are. In other
words, target your audience very carefully. Relatively few seniors use
MySpace.com for social networking, but they might use chat rooms on
healthcare sites. If you have a B2B site for oceanographic equipment, there’s
no point in blogging realtors — unless they lease underwater property. The
Internet audience is so large that even a small niche can be profitable.

Think rifle, not shotgun. You can no more afford to spread your word-of-Web
time and efforts too thin than you can afford to spread your advertising dol-
lars. Target one market at a time, build traffic by using one or two of the guer-
rilla techniques described in this chapter, and then move on to the next
market. Your competitors’ online buzz activities can also give you a clue
about what’s effective.

Even if you select only one word-of-Web method, try to show up on several
sites multiple times, whether they’re blogs, directories, chats, or message
boards. A critical mass of online appearances lends your site credibility.

B2B guerrillas

Absolutely, you can use online guerrilla techniques for B2B marketing. Many
purchasing agents, buyers, engineers, and distributors constantly search the
Web for new products and services.

It’s a good idea to know the sales cycle in your industry because people with
different job descriptions have different roles. They prefer different marketing
techniques, visit different sites, and receive recommendations from different
peers. At the risk of over-generalization, engineers like technically focused
message boards or blogs where users discuss product features, preferably on
sites with technical credibility. Purchasing agents gravitate toward directories
listing many suppliers, visit price comparison sites, and review sites that rate
vendors’ performance. An executive who approves spending generally appreci-
ates recommendations from peers who discuss the impact of installing a new
tool or software.
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For more information about guerrilla marketing, see www.gmarketing.com
or review the latest trends in the world of buzz and consumer-generated mar-
keting at www.nielsenbuzzmetrics.com/cgm.asp.

Buzzing with Chat Rooms
and Message Boards

\\J

By participating in existing chat rooms (simultaneous, online conversations
with multiple people) or message boards (messages posted and read at any
time), you can spread the word subtly. Companies and individuals often use
chat rooms and message boards on other Web sites to promote films (from
the Blair Witch Project to Snakes on a Plane), to publicize musicians and
bands, or to direct participants to other Web sites, such as videos on
YouTube.com.

You might already be familiar with specific Web sites from your own surfing.
If not, use some of the directories in Table 7-1 or search online for chat rooms
and message boards that attract your target market. If you sell only locally,
look for boards and chats in your geographic area.

Table 7-1 Chat and Message Board Directories

Company URL

About.com http://search.about.com/fullsearch.
htm?terms=message%20boards

Chatmag.com www . chatmag . com

Directory

Construction www . constructionweblinks.com/industry_

Web Links topics/specifications__ technical_data/

specifications_and_technical_d/
technical__ forums/technical_ _forums.html

dmoz Boards http://dmoz.org/computers/internet/on_the_
web/message_boards

dmoz Chat http://dmoz.org/computers/internet/chat

Google Groups  http://groups.google.com

MSN Groups http://groups.msn.com

MSN Chat http://chat.msn.com

Network World ~ www .networkworld.com/community/?g=forum
Tech Forums
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Company URL

People’s Choice www.chatterhead.net/chat-list.html
Chat Directory

Yahoo! Groups http://dir.yahoo.com/computers_and_
internet/internet/chats_and_forums

Talkie-talk on other sites

When starting your search for chat rooms or message boards, [ recommend
visiting a number of these sites and then winnowing down your participatory
selection to two or three. Log in and observe for a few days to get a sense of
the audience and the postings first.

Then when you’re ready to start posting, keep the following points in mind:

v Use your job title or company name to establish your credibility as an
expert in the field, offering opinions or suggestions supported by your
experience.

v Rather than pontificate, try to end with a question or concern that
invites others to respond.

v Always conclude with a signature block that has all your contact infor-
mation. Include a marketing tagline for the product or service you want
to feature. (See more about signature blocks in Chapter 8.)

After you find a few possible chat rooms or message boards, post about once
a week for several months. Use one of your redirect URLs and/or a different
e-mail address for each site to gauge whether your effort is paying off. Over
time, you’ll probably find one or two good sites to stick with. When they stop
being effective, switch locations or tactics.

Moderated chat rooms, which are monitored by an individual, might schedule
guest “speakers.” If you're an expert, contact the moderator offline to volun-
teer to become a speaker. After you've answered questions on your business
area — whether it’s interior decorating, computer repair, scrapbooking,
dental care, or genealogy research — people might visit your Web site for
more services.

You can start the posting process by asking a few employees or friends to
post on a selected board or chat. That’s how Burger King initiated the viral
marketing campaign for Subservient Chicken, which I describe in Chap-
ter 6. Some online promotion companies provide this service for clients
(BzzAgent.com, Tremor.com, Streetwise.com).
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More jujitsu. If you put a message board or chat room on your Web site,
submit it to as many of the directories in Table 7-1 as possible. The listing can
drive more traffic to your site and help improve your search engine ranking.

Netiquette

Many chat rooms and boards have rules about what you can post. Read them.
In most cases, overt solicitations for products or services aren’t welcome.

Don’t pretend to be someone else when you participate in a chat room or mes-
sage board. Certainly, you can use a nickname, a distinct e-mail address, or
telephone extension to track communications that come from a board or
group. But don’t pretend to be a licensed hair stylist, contractor, or healthcare
professional — you're setting yourself up for charges of fraud or worse. If you
pose as a disinterested consumer when you’re actually promoting a product,
you might be banned from the group. The ensuing loss of professional credibil-
ity is not worth it. (There are third-party companies that will do this for you.
It’s a gray area, but common in entertainment and music industries.)

Instead, invite people to contact you outside the forum or chat room with
product-related questions. For example, after giving some objective advice
about banner ads, you might conclude with, “E-mail me@mycompany.com if
you’d like more information about our advertising packages.”

Buzzing in the Blogosphere

Blah, blah, blog! On your site and on others, you can build buzz in the more-
contemporary incarnation of the message board: the blog. While popular
with political pundits and journalists, and with absolute numbers growing
rapidly, blogs are not for everyone. You care about blogs only if your target
audience uses them.

Deciding whether blogs will work for you

According to a 2006 study by the Pew Internet & American Life Project, only
39 percent of adult American Internet users read blogs and only 8 percent
write them. Many of the remaining 61 percent don’t even have a clue what a
blog is. While the Pew study estimates the number of blogs at about 12 mil-
lion, it doesn’t account for inactive or abandoned blogs, and more than half
are personal diaries. Many business people don’t have time to write blogs. If
they do use a blog, it’s as an easier to way to communicate than a message
board or bulk e-mail.
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The Pew study also detected significant differences in blog use by age. Not
surprisingly, more than half (54 percent) of bloggers in 2006 were under 30,
roughly evenly divided between males and females. Other studies show that
gender distribution changes significantly with age, with females representing
63 percent of bloggers from 13-17, but declining to 26 percent of bloggers
over 48. Be very sure that the people you want to reach are blogging. The
adoption rate for this Internet innovation, like others, tends to lag behind
publicity. By the time blogs reach those over 30 and saturate the Web, the
next wave of innovation already will have crested.

With the exception of blogs in the technical, advertising, lifestyle, and enter-
tainment fields, and a few for industry insiders, most blogs are a better vehi-
cle for B2C promotion than for B2B. Follow your fish!

Selecting the right blogs

Before you start posting or requesting mention in blogs, it’s a good idea to
review a number of them. The blog directories in Table 7-2 are a good way to
start. For your first filter, try Technorati.com, which claims to rank some 55
million blogs by frequency of use. Select only among the top 10 percent
because there’s not much point participating on a blog that is viewed by only
its writer and a few friends.

Table 7-2 Blog Resources and Search Engines

Name

URL

Big List of Blog Search Engines

wWww.aripaparo.com/archive/
000632 .html

Big List of International Blog
Search Engines

http://www.aripaparo.com/
archive/000654.html

BlogPulse: Trends from Nielsen

http://blogpulse.com

Blog Search Engine

www.blogsearchengine.com

Business Blog Consulting (a blog
about blogs)

www.businessblogconsulting.
com

Feedster Blog Search

www . feedster.com

Google Blog Search

http://blogsearch.google.com
orhttp://search.blogger.com

Robin Good's Top 55

www.masternewmedia.org/rss/
top55

(continued)
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Table 7-2 (continued)
Name URL

SiteReference.com Blog Article www.site-reference.com/
articles/General /Using-Blog-
PR-to-Promote-Your-Site.html

Technorati Blog Search and Ranking www . technorati.com

A\
When searching a blog directory, search for tags that appear on your list of
keywords. (See Chapter 10 for more information on keywords.)

After you have a manageable list of blogs to visit, look at frequency of use,
the quality of the participants (are they influencers who tell others?), point
of view of the author, and the quality of the dialogue.

Getting the most out of blogs

If you decide appearing in the blog would be beneficial, you have several
options:

1 Comment on an article written by the blogger. Offer additional infor-
mation, not criticism. Though you want to be seen as an expert in the
field, don’t openly confront the blog author, who might simply remove
your posts. This is business; keep your ego in check. As with chat rooms
and message boards, try not to pontificate. Keep your blog responses
short and open ended. Be sure to include a link back to your site.

v E-mail the blog owner to ask for a mention in his blog. Find bloggers
who’ve written about your industry through directories or inbound
links. E-mail the blogger with your request, explaining why you like their
blogs, and why your news/product/service matters to their readers.
Perhaps you can offer a free sample, or at least a link on your site. Thank
them for their time, however they respond.

~ Note blogs that accept paid advertising for future use. (See Chapter 12.)
Some blogs now accept banner ads, sponsorships, or pay per click ads
from search engines.

“‘Q,N\BER Bloggers often exchange links to each other’s sites or blogs. Do it! Links to

& your Web site from a blog make your site seem relevant and might enhance
your search engine ranking. This benefit alone is an important business
incentive to blog. As with chat rooms or message boards, monitor your
selected blogs and try to comment once a week for several months. Again,
use a different e-mail address with each blog to determine which blogs are
generating prospects. Click-throughs from blogs to your Web site show up in
your referrer statistics.
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This isn’t rocket science; it’s marketing. If it works, keep doing it. If it doesn’t,
switch to another blog or change tactics.

If you put a blog on your own Web site, submit it to as many of these directo-
ries as possible. Appearing in directories can drive more readers to your
blog, encourage links from other blogs, and help improve your search engine
ranking.

<\P

Buzzing with Social Networks

Are social networks the Web’s answer to the human need for community in an
isolating technological world? Or merely the latest craze in online connectiv-
ity? Social network sites, whether business or personal, encourage participants
to interact with others who share their interests or mutual objectives. Table 7-3
lists some of the largest social networks, and resources to find others.

Table 7-3 Social Network Resources and Major Sites

Name URL What You'll Find

Fast www . fastcompany.com/ Article on social networking

Company magazine/106/open_

social-networks.html

Friendster www . friendster.com Personal social networking site

LinkedIn www.linkedin.com B2B network

LinknRank  www.linknrank.com Directory of social networking
sites

Meetup Www .meetup.com Network for setting up local
meetings (great for house-party
sales sites)

MySpace. wWww . myspace . com Personal social networking site

com

Social http://socialsoftware. Directory of social networking

Networking weblogsinc.com/2005/ sites

Services 02/14/home-of-the-

Meta List social-networking-

services-meta-list

The Virtual www.onlinebusiness Directory of business
Handshake networks.com/ networking sites
directory.html
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Personal social networks

MySpace.com, the most famous personal social networking site, boasted
more than 50 million unique visitors in May 2006, exhibiting explosive growth
of 230 percent from the prior year, according to comScore Networks. Sites
like these make it easy for users to share blogs, photos, video, and audio.
There are specialized social networks for all kinds of interests, from gaming
(Xfire.com) to college students (Facebook.com). Most networks now offer
customized business profiles and paid advertising opportunities.

Personal social networks, with their emphasis on individual profiles, appeal
to a young demographic struggling with the age-dependent search for iden-
tity. Unless this activity is part of their job, most busy adults don’t have time
for extensive social networking.

Like blogs, this B2C technique is very useful for those in the entertainment,
fashion, and consumer technology fields with an audience of teens and
unmarried young adults, from 15- to 34-years-old. If this isn’t your audience,
devote most of your energy to other marketing methods.

You might post a profile on several of the larger personal sites as a low-key
effort, but don’t rely on them too much unless you’re in one of the key busi-
ness sectors. Even in these arenas, the marketing value for small- to medium-
sized businesses remains uncertain. People have to find your profile, which
means getting noticed among hundreds of thousands of others. Sounds like
promoting your Web site, doesn’t it? Great success stories turn out not to be
homegrown, but rather managed by large public relations or advertising com-
panies who invest significant dollars in Web-wide promotion.

In spite of the hype about social networks, this, too, will pass. Like everything
else in online marketing, social networks will go through a cycle of accep-
tance: from cutting edge to mainstream to replacement by the next creative
incarnation of the Internet. In the very process of grabbing onto the coattails
of change, large masses of people, corporations, and ad agencies inevitably
alter the shape and direction that change will take.

By the time the press discovers a hot new trend, its inventors usually have
abandoned it. Technology will always be ahead of you. Young, hip, creative
trendsetters will always be ahead of you. If you're chasing that target audi-
ence, your marketing must always be in motion and your antennae must
always be tuned to rumors. Good luck!

AMP Concerts, a small promoter of folk, world, and acoustic music concerts
in Albuquerque, New Mexico, already had successful e-mail distribution and a
Web site (www.abgmusic.com) when it posted a profile in the music section
of MySpace at www.myspace.com/ampconcerts. Shown in Figure 7-1, their
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profile contains standard elements, including a logo, calendar of shows,
photos, sections for a blog, contact information, and comments. Read about
AMP Concerts’ experience with MySpace in the sidebar.

Business social networks

Relying on the theory of six degrees of separation (everyone is connected
through a chain of no more than five others), B2B social networks such as
LinkedIn.com mainly are used for hiring and job searching, introductions to
dealmakers, and for tips (sales leads), not for marketing.

Both generic business networks and industry-specific ones, like http: //
digg.com/business_finance/Real_Estate_Social_Network, exist.
Those sites that accept advertising, however, can be a good way to reach

B2B prospects.
@"“\BE” Social networking sites usually track the number of times your profile is
& viewed and the number of comments received. Again, you can use different

e-mail addresses to track prospects arising from social networks. Visits to
your Web site originating from your profile do show up in your referrer statis-
tics. You can easily cross-promote between your Web site and social network

profiles.

Is the latest the greatest?

AMP Concerts has successfully presented folk,
acoustic, Americana, and world music in a vari-
ety of venues around Albuquerque, New Mexico,
since 2000. “I'm not crazy about MySpace for our
audience,” says founder Neal Copperman.

He went into MySpace on the advice of a singer
whose concert he promoted. Maybe it was self-
fulfilling prophecy, but Copperman says he hasn't
found MySpace worth the effort. “There’s some
potential, but it's tricky to figure out how to use
it.” Clearly targeted at those 30 and over — all
AMP events have seating, are nonsmoking, and
start and end at reasonable times — with some-
what more mature musical tastes, AMP’s audi-
ence might be older than most MySpace users.

That, too, might account for the relative lack of
viewers and comments on AMP’s profile.

For advertising purposes, AMP finds it more
beneficial to focus on its Web site and e-mail
distributed through Yahoo! Groups to more than
1,400 subscribers. Copperman invests his mar-
keting time writing colorful, musically astute
content and updating the site. Cleanly designed,
the AMP site is handicapped accessible, allows
users to book tickets or make donations, and
provides centralized information on the
Albuquerque music scene.

To see more value, Copperman observes, “I'd
really have to spend a lot of time networking
with it.”
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Courtesy Neal Copperman. Web site designed by Sue Trowbridge, Interbridge.com.

Buzzing the Influencers

Word of Web includes third-party sites that collect opinions, product reviews,
and vendor ratings, or that run online focus groups. Marketing folks talk
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frequently about the importance of reaching the 10 percent of any audience
that charts the course for others. These online “e-fluential” folks can do great
good, or great harm, in a chat room, blog, or consumer review site.

With a little forethought, you can take advantage of third-party review sites to
promote your product, service, or company. Table 7-4 lists only a few of the
hundreds of such sites.

Table 7-4 Sites that Influence Purchases

Name

URL

Type of Review

Amazon Reviews
(also accessible
through
Alexa.com to
review Web sites)

WWWw . amazon.com/gp/
help/customer/display.
html/002-5030947-
8079226?1e=UTF8&
nodeId=16465311

Product, book, and site
reviews

Angie’s List www.angieslist.com Local service company
ratings
BzzAgent www . bzzagent .com Become an opinion-

maker

eBay Reviews

http://pages.ebay.com/

Product reviews, vendor

learn_more.html ratings
Epinions.com www . epinions.com Product reviews
GreenBook www . greenbook . org Directory of market

research groups

PlanetFeedback

www . planetfeedback.com

Complaint site

Ratings.net www.ratings.net Product reviews

Shopzilla.com http://merchant. Vendor ratings

(part of shopzilla.com/

BizRate.com) oa/registration

Tremor www . tremor . com Teen opinion site

Splat! (dmoz) www.splatsearch. Directory of opinion/
com/directory/ review sites
Consumer_
Information.html

Streetwise www.Streetwise.com/ Teen/young adult opinion

indexnew.php

site
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“@N\BER One caveat: Don’t do the talking yourself. Internet users have pretty good

& spin detectors. They can tell whether an actual customer wrote a review or
your marketing department did. Instead, ask satisfied customers or clients if
they would mind posting their comments on one of these sites, or give you
permission to post it in their name.

Posting existing testimonials elsewhere is an easy way to leverage their
power. You could offer a small token of your appreciation or a discount
coupon to thank good customers for their business and their time.

Buzzing with Press Releases

Unlike the previous categories of online buzz, press releases aren’t a form of
two-way communication or consumer-generated content. However, they do
build interest online when repeated on multiple sites, thus conveying infor-
mation in a very cost-effective manner. Figure 7-2 shows how a site
(AHAnews.com) displays press releases from other sources.

Whenever your company appears on a third-party site or a journalist writes
about your site, you gain relevance and credibility from an objective source.
You’'re working on your 15 minutes of fame!

‘&1 ane - Microsoft interiel Explorer =0
File Edit View Favorites Tools Help o
il &) hitep o ahanews. coripahanews /s jsp o B

>
hUsplm.‘. DINECT.com Searchthisste  # =

— | AHANews.com
Figure 7-2; ﬁ
AI-IAcnoen‘:\,l 2 Glick e AHANGWS‘%W oo e

& auw
summa ry iz waiks Report faults nursing home emergency preparedness during recent huricanss 08/18/2006
3 Issue of Despite the Fact that an overwhelming majority of nursing homes met federal standards for smergency plans and
news site sufficieri emergenicy training in 2004-2005, al 20 of the selected GUF State rursing hones experisnced problems
AHA NEWE eyacuating residents or sheltering them during the hurricane seasar last year, according to 2 repart released today by
the Department of Health & Human Services Office of Inspector Generl, Thise that evacuated Faced rumerous
owne d problems, including transportation contracks that were not honored, long travel times, complicated medication needs,
host Faciities that were unavaiable of Unprepared, inadequate stffing, insufficient Food and water, and a dfficul: Hme
b th Clessifiod FeRUrTing b thel Faciities, In addition, rursing home staff and adrinistrators often Failed to follow their awn emergericy
y the plans, and state and local emergency ertties and nursing hemes Failed to collahor ate effectively, The OIG recommends
. Stoft that the Centers for Medicare & Medicaid Services strengthen federal certification standairds For riursing home
Am erican emergency plans by including stipulations for specific slements of smergency plannind, The report also calls on CHMS to
Subicripsions encourage communication and collaboration between state and local emergenicy entities and nLrsing homes.
H oS |ta| State decision makers inctease focus on health 1T, report shows 08/18/2006
P Advariising Anvissue brief . eheal umientsfeHI; inal,paf) released
. today by the nan-profit eRealth Tnitiative shows that & majority of states are taking steps to spur qualty and safety
Association moll improvements in health care through the use of information technalagy. Thirty-eight state legislatures introduced 121
! B us bills during 2005 and 2006 that call for the use of health IT to improve patient care) 36 were passed and signed into
llat laww, Moreaver, 10 exzcutive Drders vere signed by governors in as many states caling For the stratedies to develop IT
collates Ger Lise to Impreve health care. efil also faund that state palicy Is focLising on the Lise of adwisary bodies ta develop IT
. AHA News Mo recommendations, noting that 53 bills have emerged from 25 state |egislatures during the past twa years that call For
indu stry ¢ SHCRS the creation of cammissians or kask forces bo conduct studlies snd recammeridations an the spplications of health 1T,
seailed fo you Minetesn of these bils have passed in 14 states, States are also increasinaly examining financing strategies for heakh
fori 17 plens thak have already been passed by their leqislabures, eHI Found,
news for its Frasident Bush sians pension billinta law 08/18/2006
y President Genorge W, Bush yesterday signed the Pension Protectinn Aet of 2006 (HR 41, which contains a provision thak
readers AL b exerpts independent, community-based blaod centers from paying excise taxes o fuel and tres used in the collection
T and transport of bload and on telephones used in recruitnent efforts, The provision, advanced by America’s Blood
-= ; Certers, was supported by the AHA, The exemption aiready applied to the American Red Cross blood prooram, The
conve- pravision bakes effect Jan. 1,
. Pediatric anthra hard to detect and trest, government report finds  08,/18,/2006
nience. T The Agenicy For Healthicare Reszarch & Quality yesterday released a repart detaling the difficulties of detecting and
. treating pediatric anthra, saying there may be “dangerous delays” in care for infected children, Because arthrax w
e

Courtesy American Hospital Association
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Search engines love press releases almost as much as they love blogs.
Because they often appear on popular sites, like Yahoo! News and Google
News, press releases earn “extra points” with inbound links to your site. Use
keywords in the headline or lead sentence to make it even likelier that your
rank in search engine results rises.

Of course, you can also post your press release on your own site, perhaps on
your Media Room page, along with coverage that you receive.

Online press releases have two audiences:

v~ Like traditional press releases, online press releases run through an
intermediary audience of editors or journalists who decide whether to
place your headline and link on their site and/or reproduce the informa-
tion in a print publication.

»* Many sites now automatically publish press releases from specific distri-
bution sources (that is, they accept an electronic feed) without human
review. In this case, your target audience becomes the immediate con-
sumer of your release.

Online readers rarely see the complete release at first glance. They see only
the headline and perhaps the lead (first line) or a summary. Because you
must convince them to click through to the full release, writing an effective
release becomes doubly tricky.

Writing an effective release

The principles of writing for the Web, covered in Chapter 4, apply to writing
press releases as well. As always, be sure that you:

v Keep it short. Four hundred words is a good, maximum length.

v Include a dateline with the city and day of release.

v Use active voice.

v Write an intriguing headline that’s no more than ten words long.

v Write a lead that hooks your readers and makes them want to read
more.

v Cover the who, what, why, where, when, and how basics of journalism.

v Conclude with a standard cut paragraph (a descriptive paragraph that
can easily be deleted for space) about your company.

v Spell check and proofread your work.

v~ Test all links before posting. Use as many links as allowed, taking read-
ers to pages with additional detail about the topic of the release, not just
to your home page.
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|
Figure 7-3:
This press
release

from the
American
Dietetic
Association
is a good
example to
follow. They
have a
creative
domain
name, too!
|

v Include a contact name, phone number, and e-mail address for addi-

tional information.

v At the end of your release, type ### or -30- to designate “finished.”

Figure 7-3 shows a good press release from the American Dietetic Association

at EatRight.org. Note the contact information, dateline, search terms in the

headline, and journalism basics in the first paragraph. For additional informa-

tion on preparing a good press release, try http://advertising.about.

com/od/pressreleases/a/pressreleases_2.htmor www.publicity

insider.com/release.asp.

] Protecting N I Health in Michi

State B

46th to License Dietiti

S[E[]

Internet Explorer

File Edit View Favorites Tools Help

Aclress | ] hitpsfjuww. eatright.orgjcpsfrdefxchofadajhs. xslfmedia_9443_ERLLHTML. btm

I
[v| B so

Home | Site Map | Donations | Join ADA | Contact ADA | Shopping Cart

ADA - Who e Are
Annual Reparc

Spokespersan Application OF
Working with the Media ©=
Media Guide

Daily News %

My ADA
Member ID

Password

Forgot your passward?

American Dietetic Association
2 Your link to nutrition and health™

Food & Nutrition Careers & Conferences | Advoc: Professional "
- bl il -

SEARCH
Advanced Search

Protecting Nutritional Health in Michigan: State Becomes 46th to
License Di ans
FOR RELEASE AUGUST 17, 2006

Media contacts: Jennifer Starkey, Tom Ryan
800/877-1600, ext, 4802, 4394
media@eatright org

CHICAGO - Following three decades of effort and encouragement by registered dietitians
in Michigan, the state has becorne the 46th in the nation to require a license to practice as
a dietitian. The American Dietetic Association praises the Michigan legislature and Gov
Jennifer Granholm for taking this significant step in recognizing the value to the public of
reqistered dietitians in an evolving health-care environment.

“Until now, anyone could provide nutrition services in Michigan, whether they were
qualified or not,” said registered dietitian Beth Thayer, a spokespersan for the American
Dietetic Association, *ADA helieves this action will go far toward protecting the public and
improving the health of Michigan’s residents.”

On Tuesday, August 15, Gov, Granhalm signed Enrolled Bill S, 403, which establishes a
licensure framemork far distitians and nutritionists, sets license fees and creates the
Michigan Board of Dietetics and Nutrition, It takes effect July 1, 2007, The law prohibits a
persan from using the title “dietitian® or “nutritionist” without a license.

“The words “dietitian’ and ‘registered dietitian’ reflect specific sducation, training and
credentialing, conveying infarmation to patients that is extremely irmportant in treating
diseases and conditions with nutrition-related components such as diabetes, obesity and
cardiovascular disease,” Thayer said.

*Knowing that a nutrition professional is licensed is equally important to doctors when
referring patients to an RD. With health care more likely to be offered at clinics or offices
through outpatients services than in a hospital, it is essential that patients go to the
professionals who are recognized as the qualified experts in providing nutrition care.”

Hundreds of Michigan Dietetic Association members worked over three decades to lay the
groundwork in the legislature about dietetics licensure, and their work contributed to this
success, The bill signed by Gov. Granholm is similar to legislation that was passed in 1898
but vetoed by then Gov. John Engler, “The health-care and palitical environments in 2006
are more pro-nutrition than they were in the past,” Thayer said

*

A

Courtesy of the American Dietetic Association

Distributing your release

Because press releases are marketing materials, you must consider your
target market. Depending on your topic and audience, a good distribution
network might include both online and offline outlets, including:

v Web-only sites
v Newspapers

v Radio, cable, and broadcast TV

v Journalists who write about your subject
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v Nontraditional media outlets (for example, text messaging)

v Publications specific to a particular industry (sometimes called a verti-
cal market)

v General magazines

If you already have a public relations or advertising agency, they can help
you with writing and distribution. Otherwise, you can decide whether you're
looking for B2C or B2B outlets or both, and whether you want local, regional,
national, or international distribution. It all depends on how large a mega-
phone you want.

While you can distribute a release yourself, especially to local press, it’s
much easier to select an online distribution network that can target the
industry sector(s) you want. You can use the free or low-cost distribution
networks listed among the examples in Table 7-5. Rates, formatting, and other
requirements vary by network, so you need to select one that fits your
budget as well as your needs. Ask whether you can add your own existing list
of journalists, trade industry publications, and Web sites that accept press
releases. What? You don’t have an existing list? Start one now.

Table 7-5 Sample Press Release Distribution Networks
and Resources
Name URL Free (Y/N)
Business Wire http://home.businesswire. N
com

click2newsites.com www.click2newsites.com/

(announcements) press.asp Y

eMediaWire www . emediawire.com N

Eworldwire www . eworldwire.com N

Internet News Bureau www.internetnewsbureau.com N

Market Wire www.marketwire.com N

PR Free (part of www.prfree.com Y (prices

Eworldwire.com) vary with
service level)

PrimeZone www .primezone.com N

PR Newswire WWW . prnewswire.com N

PR Web (part of http://prweb.com N (prices vary

eMediaWire) with service

level)
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Schedule your release based on its time dependence and when your target
audience will be available to view it. Because many releases arrive in journal-
ists’ inboxes through Real Simple Syndication (RSS is discussed in Chapter
13) or e-mail, you might want to schedule date-independent releases as you
would a B2B newsletter: Tuesdays or Wednesdays, either early in the morn-
ing or midday.

Your release might have a life well after your initial distribution. Print outlets
might publish your release anywhere from several days to several months
after you distribute it. Be sure the contact information will still be good! For
more information about working with the press, check out the Internet Press
Guild at www.netpress.org/careandfeeding.html.

Buzzing with Inbound Link Campaigns

\\J

Links from other sites to yours not only yield visits from prequalified
prospects, but also enhance your search engine ranking. Google, in particu-
lar, factors the quantity and quality of inbound links into search engine
results. (See Chapter 10.) Good link campaigns are time consuming but valu-
able for every Web site seeking new business. They’re critical for B2B compa-
nies, which usually derive more traffic from Google than they do from other
search engines.

When you request a link, you have something to offer in return: a link back,
which is called a reciprocal link.

Some Web sites might charge for links. If they charge what seems like a lot of
money, shift them to your paid advertising category. In addition to links from
search engines and all the types of sites listed in this chapter, you can obtain
free and often nonreciprocal links from these sources:

v Industry-based business directories.

» Yellow Pages and map sites.

v Local business directories.

v Colleagues.

v Trade associations.

v Other organizations you belong to or sponsor.

v Suppliers, including your Web development company and host.

v Distributors, clients, customers, or affiliates (ask!).

v Award, What’s New, and “hot/cool” sites, such as CoolSiteoftheDay.com;
others are listed in Chapter 6.
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v~ Sites to which you contribute content. (See sites like www .mycontent
builder.comor www. isnare.com for content distribution, or search
for e-zine directories like www . zinos.com/f/z/author_signup.html
or www . zinebook. com.)

v~ Sites that list you as an expert (for example, www . prleads.com or
http://experts.mediamap.com).

v Related, but not directly competing businesses.

Evaluating your link popularity

Link popularity, a count of how many sites link to you, measures your visibil-
ity on the Web. Links are search engine specific, so only other sites that index
by the same engine appear on the list of inbound links. Start by using one of
the link checkers listed in Table 7-6, or enter link:www.yourdomain.com into
the search field of a target search engine. (Some search engines prefer linkdo-
main.www.yourdomain.com.)

Table 7-6 Inbound Link Resources
Name URL What You'll Find
Alexa www.alexa.com Link checker and list of
related sites for target
domain
AllSearch www.allsearchengines. Directory of search
Engines.com com engines
Arelis www . axandra-link- Link finding and
popularity-tool.com/ management software
screenshots.htm (fee)

ClickZ Network

www.clickz.com/
showPage.html?
page=resources/
search_reference/
linking

Tips on link campaigns

Link Popularity http://linkpopularity. Link checkerfor Google,
com MSN, and Yahoo!
Marketleap www .marketleap.com/ Link checker for multiple

publinkpop

engines

(continued)
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Table 7-6 (continued)

Name URL What You'll Find
NeboWeb www . neboweb . com/ Tips on link campaigns
eMarketingl01/

Internet_Marketing_
Inbound_Link_Checker.
aspx

Newslink http://newslink.org/ List of meta-indexes
searchw.html

WebWorkshop www . webworkshop.net/  Tipson link campaigns
inbound-links.html

Webmaster Toolkit ~ www.webmaster-toolkit. Link checker for multiple
com/link-popularity- engines
checker.shtml

Zeus www . cyber-robotics. Link finding and manage-
com/index.htm ment software (fee)

You might discover that other sites have linked to yours without your knowl-
edge, which is usually okay. You'll also find that Google usually displays far
fewer inbound links than other search engines. That’s partly because Google,
which indexes itself and dmoz, has tight constraints on sites that it values as
inbound links. You find more about selecting links specifically for Google in
Chapter 10. Figure 7-4 shows a partial page of inbound links on Google for
Snow.com.

You get different results for the number of inbound links by entering the URL
with and without www, so try both and compare. Unless your developer forces
all URLs to appear one way or the other, your inbound link count might be
divided between the two versions of your domain name. This might make your
link popularity appear lower than it really is. For more information and a solu-
tion, have your developer read the article at www . netmechanic.com/
news/vol8/promo_no4.shtml.

Implementing a link campaign

When putting together your link campaign, try for at least 50 inbound links,
which you request by e-mail or submit by hand. The more links the merrier,
as long as they’re from valid sites. Follow these steps:
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|
Figure 7-4:
The link
report for
Snow.com
shows
inbound
links from
other, high-
ranking

sites listed
by Google.
The upper-
right corner
displays the
total
inbound
links to this
site.
|
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now.com - Google Search - Microsoft Internet Explorer ==[%]

File Edit View Favorites Tools Help
iddress | ] https fumw.goodl ? Ir=tal 1% 2CGELY %2CGELY ke aamzn v [ Go

!
r

GO L)g[e T r———— Advanced Search

A

Signin
Web |mages Video'™ pNews Maps more»

Preferences

Web Results 1 - 10 of about 258 linking to www.snow.com. (0.40 seconds)

Vail Resorts Management Compan
Shopping at vail com Enjoy online shopping at vail. com. WWe make it easy for you to plan and
package your vacation from purchasing lessons to booking your
onestore.snow.comiindex asp?siteid=1- 17k - Ca

Useful Links!
What's MNew | Newsletter | Real Estate | MLS Property Search | Testimonials | Coal Photos |
Home | info@themoens.com Call Toll Free: 877 453 2266

wiwnw themoens comMischainPagesfuseful htm - 21k - C

Keystone Ski Cam On SnowPak Online

Live pictures from Keystone Ski Resort, in Colorado. Also Ski packages to Keystone,
Colorado. SnowPak has thousands of airinclusive ski packages, ...

Wi snowipake comisnompakiresortsiweathercams/starfirecam html - 88k -

Prudential Timberhill Real Estate - Breckenridae Colorado - Our ...

The Prudential Timberhill Real Estate in Breckenridge, Colorado has been bringing together
buyers and sellers for over 20 years

wiwnw prucential-timberhill.comfcammun.hitm - 8k - Cact

Ted's Links - Index Page

The Links picks the best of the net so you don't have to. Areas of interest include, cool sites,
news & weather, skiing, scuba, weh tools & tutarials

e amenta comiinksfoldindex htrm - 38k - Cach

Mika's Pana L]

1.

i

Screenshots © Google Inc. and are reproduced with permission.

Start your hunt for inbound links.

Enter one of your keywords in an engine like Google to see which sites
appear at the top of search engine results. Then run an inbound link
check for the top two or three sites to get a list of possible targets.

Run an inbound link popularity report on several of your competitors
to get ideas.

Research the sources for free links in the bulleted list in a preceding
section, as well as other search engines, business directories, and
meta-indexes.

Meta-indexes are sites with master lists of directories.

You can research links while your site is under development, but don’t
make any requests until the site is live.

Visit each site to make sure it’s relevant and that your target audience
would visit.

171
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That way, any traffic referred is prequalified.

5. Look for directions such as Add your URL to see whether to request a
link by e-mail or fill out a form on the target site.

You might need to look at the footer or site index to find out how to add
your link.

6. When you're ready, start your link requests. Blind copy 30 or so e-mail
requests to save time, using a message like the one in the nearby side-
bar. Put your Web site name and link request in the subject line.

If you're willing to offer a reciprocal link or if you already have a good,
Google page rank or significant traffic, add that to your message.

7. Submit onsite requests manually.

Some sites ask only for the URL; others ask for a page title, description,
keywords, contact information, or more.

8. Do your follow-up homework. Check your e-mail for responses from
Web sites.

Some responses ask you to confirm that you're a real person by asking
you to click a link or e-mail back. Others might request reciprocal links
before they post yours. Only a small fraction of your link requests are
likely to respond.

9. After six to eight weeks, check to see which links have posted. Make a
second polite request and check again after another two months.

If a site still hasn’t posted your link after two months, find a substitute.

Unless you request otherwise, most inbound sites link to your home page. If
your site is segmented by target market or product, segment your requests
for inbound links to match. Provide the URL for the correct internal page
rather than for your home page. Most sites post your link on their own Links
or Resources pages. From a search engine point of view, links from other con-
tent pages usually carry greater value.

Supplying the HTML code makes it easy for Webmasters to copy and paste
your link onto a page. The code that follows opens your site in a new window
when clicked. The URL after www is the exact landing page where you want
visitors to arrive. The text between > and </a> is what appears on the screen.

<a href="http://www.yourdomain.com"
target="_blank">YourDomainName.com Oor company
name</a>

If the site will take it, offer a graphic logo link as an option in your e-mail
request. Ask your developer to write the code. She can give you a file to
attach to the e-mail or post a small logo on your site for link purposes.
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Link campaigns involve a lot of detail. To keep track, create a spreadsheet to
track your efforts, with columns for these details:

v Site name

v Appearance URL

v Submission URL or e-mail address

v Date of submission

v URL of page you asked others to link to

v Whether a reciprocal link or payment is needed

v Date link was checked
To make your life easier, purchase software like Arelis, which I mention in

Table 7-6, or look for a search engine optimization (SEO) consultant or online
marketing company to find links and manage your link campaign.

Understanding the difference between
nice links and naughty ones

Some search engines count every link, regardless of its source. However,
Google and others have criteria for legitimate links. (In Chapter 10, I discuss
other criteria that Google uses to establish ranking in search results.)

A “nice” link comes from a site that

v Is on the same search engine as yours.
v~ Shares at least one keyword or search term with yours.

v Has text content on the page, not just links. It’s fine if the text consists
merely of one-line link annotations.

WNG/
&

There is both a gray market and a black market for selling links to enhance
search engine ranking. Avoid the temptation. The links offered probably don’t
qualify as “nice” in the first place.

Most “naughty” links aren’t evil, but they don’t do you much good because
some search engines ignore them. Avoid the following:

v Link farms that randomly link thousands of sites. Sometimes called free-
for-all (FFA) sites, these can get you bounced from search engines.
(Okay, these sites are close to evil.)
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v~ Sites with more than 50-60 links per page.

v Web alliances or rings of related sites that exchange links among the
members of the group.

v Link exchanges that automatically arrange links between two sites
instead of allowing two individual companies to establish reciprocity.
Because the offered links frequently come from totally unrelated sites,
these automated exchanges might be a waste of time. Usually, you must
post two links for every one you receive.

Following external and reciprocal
link protocol

It’s become standard operating procedure to have a page for external links
(sometimes called outbound links) on your Web site. Often named Links or
Resources, this page displays reciprocal links and/or convenient links to sites
with additional information.

Google, which incorporates outbound links as part of its algorithm for rank-
ing search engine results, prefers sites whose outbound links demonstrate a
broad relation to cyberspace. The better structured your own links page, the
better the offer you can make when you request a reciprocal link from others.
Try to follow these principles, which are visible on the links page for
HeartSmartOnline.com in Figure 7-5:

Sample link request e-mail

Dear Colleague,

| am requesting a link on behalf of YourDomain.com, a new online gallery that focuses on highly
collectible and one-of-a-kind pieces by renowned artists and artisans. We offer serious art lovers
and collectors the opportunity to acquire unique contemporary art. The site contains artist biogra-
phies, an explanation of art media, and a calendar of statewide art events and studio tours.

| believe our site would appeal to the same audience that visits yours. Please consider adding a link
to www . YourDomain . com on your site. | would appreciate your letting me know whether you
are accepting new links, and/or when the link has posted.

For your convenience, | have provided a title, description, and keywords below, as well the code
for an HTML text link.

Thank you for your time and consideration.

Signature Block
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Figure 7-5:
The
annotated
page of
outbound
links on
HeartSmart
Online.com
connects
users to
many .org
and .gov
sites.
|

v Limit the number of external links to 50-60 per page. If you have more
than that, organize them by topic and start another page.

v Put one line of text below each link to summarize its content.

v Include some . edu (educational), . gov (government), or .org (not-for-
profit) sites among your outbound links, even if they don’t link back to
you. Adding objectivity and credibility, these links generate good will
among your customers and extra value toward Google’s search engine
ranking.

Links from your site that originate on a regular text page are even more valu-
able to offer, but they don’t draw visitors away from your message and calls
to action. Think about internal HTML pages where outbound links might
appear without distraction, such as testimonials, success stories, client lists,
or lists of retailers.

Generally, you can link to another site without obtaining permission, as long
as the other site appears independently. Occasionally, you’ll come across a
site such as Forbes.com that requires permission. (Use the request form on
their site.) This is unlikely, except with large corporations. If you aren’t sure
whether you can link, look around a large Web site for the media, legal, or
public relations sections for directions.

#1 Resource Sites for Heart Disease | ion: Heart Smart - Mi Internet Explorer
File Edit View Favorites Tools Help

= & hiy heartsmartonline,comfresoLrces. html |v] B 6o

?

A Cardiologist’s 5 Step Plan fo Detecling, Preventing, ond even Reversing Heart Disease |

by Dr. Matthew S. DeVane

Resources

Many excellent federal and voluntary health care web sites are dedicated to heart disease, dishetes
information, the role of nutrition and exercise in preventing heart disease, cholesterol treatments, and
general heart health, ¥ou can also find technical infarmation anline abaut medical advancements such
as CT heart scans, c-reactive protein tests and coronary artery calcium scores. Here are a few of the
better sites:

Heart Health: Federal Agencies

HealthFinder™

A gateway consumer health and human services infarmation website from the United States
goYEnmEnt,

Iational Library of Medicine

Infarmation about medical topics from the Mational Library of Medicing's databases.

The Nahional Heart, Lung and Blood Institite

The NHLBI [eads a national program in research and educational activities relating to heart, blood
wassel, lung, and blood diseases.

Centers for Disesse Control and Prevention

Cardiovascular health information and statistics from the nation's disease prevention agency,
Mational Institutes of Health (NIH

The principal weh site for the National Institutes of Health.

Gther Heart Disease Resources

American Heart Assoriation

A national voluntary heslth agency whose mission it is to reduce disability and death from

cardiovascular diseases and stroke. Extensive consumer information concerning heart disease,

treatments, and heart health,

Heart Failure Saciety of America, Inc.

& farum far all thase interested in heart function, heart failure, and congestive heart failure (CHF)

research and patient care,

The Mended Hearts, nc,

An extended support group for heart patients, families, and caregivers, |w
£ >

Courtesy Matthew S. Devane
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Don’t open other sites within a frame on your site without prior permission.
(Frames aren’t search engine friendly — you shouldn’t use them anyway.) Don’t
in any other way make it appear that someone else’s content belongs to you.

Some external sites might refuse to link unless your link page is accessible
from the navigation, not just from other pages. That’s your call. It’s easy to
include a Links page in your site index at the beginning of the development
process. If the page is an afterthought, decide whether it’s worth the cost and
hassle to modify the navigation.

Ask your developer to always open external links in a new window, preferably
smaller than the main window. That way, your site remains visible on the
screen and users can return to it without using the back arrow.

After you start a link campaign, your inbox might fill with requests from other
sites asking you to link to them. Evaluate each one strategically for the value
the link brings, such as a high Google page rank or your target audience. You're
under no obligation to post other links unless you have promised reciprocity.

Be leery of requests from sites that ask visitors to vote on your site popular-
ity, that charge for links, or that otherwise get you in trouble with search
engines. Some of these are truly scams, coming back afterwards to ask for
payment, like fake Yellow Page bills sent in the mail.



Chapter 8
The Art of E-Mail Marketing

In This Chapter

Using business e-mail as a marketing tool

Writing bulk e-mail messages
Marketing with newsletters
Developing a good newsletter

Building your e-mail list

M ore than 2.5 trillion e-mails flood inboxes every year. Of those, perhaps
70 percent are spam (unwanted, unsolicited e-mail), some filtered out
and most of the rest deleted without being read. Getting prospects or cus-
tomers to notice your message in the midst of this deluge takes a bit of doing.
Fortunately, you can master some best practices for breaking through with
e-mail messages and newsletters that generate business.

Good e-mail messages start with the right From and Subject lines and follow
through with good content, links to your Web site, and calls to action. They
have a purpose and, in the best of all worlds, are directed to a specific audi-
ence. Of course, any e-mails distributed to a group go only to recipients who
opt in (specifically and positively say they want to receive your e-mail mes-
sages) and comply with the federal CAN-SPAM Act of 2003 (http://ftc.
gov/bcp/conline/pubs/buspubs/canspam.htm).

E-mail techniques range from simple, free, signature blocks to expensive, mul-
tisegmented, newsletter campaigns, all of which I address in this chapter. You
might want to check off techniques you plan to use on your Web Marketing
Methods Checklist in Chapter 2. You can download that form at www . dummies.
com/go/webmarketing.
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Using What You Already Have:
Free E-Mail Tools

|
Figure 8-1:
A signature
block.
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In the rush to advanced technology, business owners often forget about basic,
one-to-one, e-mail marketing tools. That’s a shame because these tools are
free with services you already have. As I explain in more detail in the text that
follows, signature blocks are primarily for branding, blurbs save time offering
customer support, and autoresponders help maintain a relationship with
prospects or customers. All three are components of good customer service.

Branding with signature blocks

As shown in Figure 8-1, a signature block is the e-mail equivalent of a business
card or letterhead. A signature block should appear at the bottom of every
business e-mail you send out. A good signature block includes a marketing
tag, all your contact information, and a live link to your Web site.

Jan Zimmerman

Author, Web Marketing For Dummies
Strategic Web Marketing & Site Management
Watermelon Mountain Web Marketing

4614 Sixth St. NW

Albuquerque, NM 87107

t: 505.344.4230

f: 505.345.4128

e: info@watermelonweb.com

w: http://www.watermelonweb.com

Your company name and marketing tag provide name recognition and brand-
ing. The block offers consistent, easy access to all your contact information,
including (at a minimum) your phone, fax, street address, e-mail address, and
Web site address. Some signature blocks include business hours, a link to a
map, and/or a link to a current special offer or event.

Almost all e-mail programs (sometimes called e-mail clients), such as Outlook,
Outlook Express, and Eudora, allow you to set up a signature block. In other
words, signature blocks are free! To set up a signature block, look on the tool-
bar in your e-mail for a choice like Tools>Options, or use the Help feature to
look up instructions.

Display the Web site address in your signature block as a live link. Most
e-mail programs create the link automatically if you start the URL with
http://.
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Figure 8-2:
Staples’
auto-
responder
confirms a
rebate
request and
links the
customer to
additional
information.
|

Letting autoresponders do the work

You've probably received many auforesponder messages without realizing it.
Autoresponder messages, such as the one in Figure 8-2, are sent automatically
in response to an e-mail or as part of the cycle of activity on a Web site. You set
up the first type of autoresponder in your e-mail program, usually by creating
a Message Rule. (See the Help feature in your e-mail program.) Out of Office
messages are perhaps the most common use of this type of autoresponder.

Thank you for submitting your rebate request(s) through Staples Easy Rebates. We have
received rebate information for the following product(s):

SANDISK M2 512MB CRUZER

We will begin processing your request(s) shortly. To track the status
of your rebate(s), click below:
http://www.stapleseasyrebates.com/staples/Search.do?claimNumber=19841xxxx&email

For easy reference, here is the information you submitted:

Rebate Offer Number(s): 201xxxx
Easy Rebates ID number/Order number: 0780071406223xxxx
Tracking number: 19841xxxx

If you have questions about the Easy Rebates process or the content of
this email, please read our Frequently Asked Questions at:
http://www.stapleseasyrebates.com/staples/SplashAction.do?action=FAQ

If you need additional assistance, please send us an email through the
Easy Rebates website. This is an automated email system and we cannot
respond to emails sent to this address.

Thanks for shopping Staples!

Web-based autoresponders are often generated when users submit a form or
make a purchase. These autoresponder messages are useful to:

1 Welcome users to a newsletter, perhaps with a coupon for an initial
purchase.

v Acknowledge a request for information or technical support.

v Confirm a purchase.

v Indicate that an item is in production or has shipped.
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v Send a survey for feedback on customer service.

v Say thank you and inquire about customer satisfaction.

Because users can’t reply to Web-based autoresponders, include a live e-mail
address and/or phone number in your message. Simple autoresponders are
usually included in a hosting package. Tell your developer what autorespon-
ders you want to send and when. Ask her whether it’s possible to personalize
these autoresponders with a salutation (Dear __ ) that draws the user’s name
from a form or order.

If you need multiple, timed autoresponders, you can use shareware, pur-
chased software, or a third-party provider’s Web-based service, like the one
at www . ecoursewizard. com. Given the sensitivity to spam, just don’t
overdo it. See www . thesitewizard.com/archive/autoresponders.
shtml for more information on autoresponders.

An e-mailed autoresponder doesn’t serve the same function as a Thank You
page on a Web site. You still must provide immediate feedback online when
users successfully submit a form or place an order.

Speeding response time
with packaged blurbs

Blurbs are prepackaged e-mail responses used to respond quickly to customer
requests for information. You merely supply a salutation or insert other person-
alized information. The 80/20 rule applies — 80 percent of the e-mail inquiries
you receive cover the same 20 percent of topics. Blurbs that cover 80 percent of
your e-mail responses cost nothing more than the time to write them.

Prepackaged blurbs, like the one in Figure 8-3, help you manage your inbox and
respond to e-mails within one business day. Save blurbs as drafts in your e-mail
program and copy them to a new message as needed. Always include a saluta-
tion (Dear __) and an invitation to call or e-mail for additional information.

While you can send blurbs as attachments, recipients are more likely to open
and read simple e-mails.

Possible topics for blurbs include:

v Items from the Frequently Asked Questions (FAQ) section of your Web site
v An abbreviated corporate backgrounder
v Copies of recent press releases

v Troubleshooting replies to common problems
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Figure 8-3:
This blurb
from
Comcast
was
received in
response to
an inquiry
about spam.
|

Subject: Your submission to abuse@comcast.net

Thank you for contacting the Comcast Network Abuse and Policy Enforcement Department.

The email that you have submitted to abuse@comcast.net does not appear to contain a
Comcast IP address. The abuse@comcast.net address is only for the investigation of
incidents of network abuse regarding Comcast subscribers. We've included some
helpful links below for information on reporting various issues. Please review these for
future reference to ensure that your submission receives the proper attention.

Please remember the following guidelines for reporting Network Abuse incidents to our
department:

1. Provide a brief, general description of the network abuse incident.

2. Include all plain text logs or information relevant to the incident; ensure the logs you're
submitting contain:

a. Date of incident

b. Time of incident and time zone

c. Source Internet protocol (IP) address or host name
d. Destination IP address or host name

e. Destination port

3. For e-mail abuse i.e. Spam or virus, include full-unmodified header information and
content of the email. Header information is a requirement for reporting e-mail abuse.
Please note, spam "From:" addresses are usually forged, and not the actual sender's. Even
though the address may contain "@comcast.net’, it is only by reviewing the full headers
that the message can be verified as originating from the Comcast High Speed network.

For more information on reporting Spam to Comcast:
http://www.comcast.net/help/fag/index.jsp?fag=SecuritySpam17785

For more information on reporting Abuse to other ISPs:
http://www.comcast.net/help/fag/index.jsp?fag=SecurityAbuse17574

More information on the topic of network security (Spam, virus, etc.):
http://www.comcast.net/help/fag/index.jsp?cat=Security

If you would like to speak to someone by telephone concerning your submission and how
to proceed with it, please call 856-317-7272 and leave a voicemail with your name, and
contact information. The Network Abuse and Policy Observance team will respond to all
voicemails within 24 hours.

Thank you for your time and consideration in this matter.
Comcast Network Abuse and Policy Observance
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Chapter 6 notes, “Marketing is only part of a business, but all of a business is
marketing.” That includes e-mail correspondence with your customers.

Ignore the marketing value of the messages you send to prospects, cus-
tomers, vendors, and others at your peril. Your time-critical messages might
end up in someone’s deleted mail folder, lost, forlorn, and unread. They could
be so poorly written that they turn off the recipient, or they could have such
large attachments that the recipient’s e-mail program discards them as spam.

Only send attachments over 100K to people you know can receive them. Ask
before you e-mail. As alternatives, you can post the material on your Web site
and send your recipient a link, or (gasp!) fax the documents.

E-mailing like a pro
Here are some other points to keep in mind when composing e-mail messages:

v From line: The From line is the very first criterion recipients use when
deciding whether to open a message. That makes your e-mail address
into a marketing decision. Select something that customers will recog-
nize, such as your full name, or a phrase like CustomerService@yourcom-
pany.com.

At this point, almost every Web host offers free e-mail addresses with
your Web domain name (@yourdomain.com), which you should use for
branding and name recognition. You can access these addresses directly
through your e-mail program or have them forwarded to your regular
e-mail account. Your developer or host can help you set these up.

To appear professional, don’t display or reply from your regular Internet
service provider (ISP) e-mail account (for example, @AOL, @Hotmalil, or
@Comcast) or send business e-mail with advertisements. Most e-mail
programs allow you to define the From address that displays in a recipi-
ent’s inbox. If you have any difficulty, ask your ISP.

v~ Subject line: Recipients use the Subject line as their second criterion in
the ruthless game of toss or read. Be succinct and factual; this isn’t the
place for cute tricks. Keep your subject line to less than 50 characters,
which is the maximum length of the standard subject display.

If your e-mail address doesn’t include your company name or function,
put it in the subject line: Your Tech Support Reply ABC Products. If appro-
priate, put an event name or meeting date in the subject line.

v Message text: In the text itself, quickly identify yourself, the nature of
your relationship with the recipient (or who referred you), and the purpose
of your message. Also, keep your messages businesslike in appearance.
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Save the fancy fonts and bright colors for your personal e-mail. If you
include a small logo, remember that some people suppress images in
e-mail. All these directives hold true for autoresponders and blurbs as
well as for e-mail messages.

E-mail messages, autoresponders, and blurbs are standard forms of busi-
ness correspondence. Always check them for clarity, formatting,
spelling, and other essentials of good writing. Send them to yourself or
others to test that they look right in different e-mail clients. Put the most
important information at the top in case someone views messages in
preview mode.

It’s a good idea to keep separate accounts for your business and personal
e-mails. Many people keep a third e-mail identity for newsletters and other
correspondence from Web sites they’'ve given their e-mail address to.

Sending bulk or group e-mail

The e-mail techniques discussed so far in this chapter all deal with one-on-
one marketing. Bulk e-mail is a free technique that lets you send e-mail to
small groups of users who share a common interest.

It’s an easy, but rather old-fashioned, alternative to sending a special newslet-
ter to a small subset of your mailing list. Real Simple Syndication (RSS) or
text messaging are more contemporary options that [ address in Chapter 13.
Group e-mail is useful for such things as:

v Notifying registrants in a course, conference, program, or other event

v Communicating with dealers, distributors, or franchisees

v Sending routine service reminders or product recalls

v Reminding customers of appointments or item pickups

v Distributing information to journalists

v Communicating with committees, board members, or employees

v Announcing availability of products on back order
The simplest setup for bulk e-mail is to create a Group in your e-mail program
and add addresses to it. Instead of entering individual names in the address

field of the message, you enter the name of the Group. (See the Help feature
of your e-mail program for details.)

Because of concerns about spam, some ISPs don’t let you send bulk e-mails
to more than 50-100 names. To get around this limitation, you can buy inex-
pensive software to handle bulk mail. Here are a few suggestions to get you

started:
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Software Name URL

LmhSoft e-Campaign www . lmhsoft.com

G-Lock EasyMail www.glocksoft.com/em
GroupMail www.group-mail.com/asp/

common/default.asp

For more options, search for group e-mail soffware. As a cheaper solution, con-
sider using free Yahoo! Groups (http://groups.yahoo.com) or Google
Groups (http://groups.google.com). Unfortunately, both these programs
include third-party advertisements in the e-mails that participants receive.

Rolling Out E-Mail Newsletters
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Offering deals on the latest digital cameras? Directions for cooking with
organic beets and carrots? Perhaps, last-minute tax tips? Suggestions for stain
removal? The latest news on the Rockabilly Roller Derby? The buzz on what
Carrie told Mary, who left Barry, who used to be with Gary on a soap opera?

Whatever their interests, passions, or buying habits, consumers can sign up
for e-mail newsletters to sate their desires. As an e-mail marketer, you must
find the people who want your special offers, hot gossip, or the latest news
delivered to their electronic doorstep; get them to sign up for your distribu-
tion service; and then encourage them to follow through with a click to your
site. The informational newsletter from Staffing Advisors (an HR consulting
firm) in Figure 8-4 illustrates how a service company can use a newsletter to
build relationships with prospects.

Compared to other forms of online advertising, online newsletters have a
fairly high, click-through rate (CTR), which is the percent of people who see an
ad and click through to the Web site. While banner ads routinely draw about
1 percent of viewers to a site, online newsletters average 5-6 percent. To be
successful, you need a good newsletter that’s sent to the right audience at
the right time.

E-mail is on its way o-u-t among the young! If you're aiming at a demographic
less than 25 years old, e-mail might be too old-fashioned for marketing com-
munication. For this population, use social networking and blogging (see
Chapter 7) or instant messaging and text messaging (see Chapter 13).
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Staffing
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and a table
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of the
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Courtesy Staffing Advisors

Improving the efficacy of your newsletter

The more targeted your newsletter and its audience, the more likely it will be
successful. Before creating and distributing each issue of your newsletter,
define its objective and its target audience. Is it to make sales? If so, what seg-
ment of your customers are interested in the products you display? Figure 8-5
shows a product-driven newsletter from RunBargains.com that targets cost-
conscious runners. Each item links directly to its corresponding product
detail page with a Buy button. (Men’s and women’s shoes are on separate
detail pages.)

If you're moving a prospect along the sales cycle, for example, you want to
provide the information customers need next to make a purchasing decision.
Or if you're trying to recover customers you haven’t heard from in a while,
provide an offer that will bring them back.

Another consideration is whether you eventually want to accept advertising
or paid sponsorships for your newsletter. That decision affects your newslet-
ter design and implementation.
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Watching statistics related to your newsletter objective is just as important
as watching statistics on your Web site. If the purpose of your newsletter is
branding, track growth in the number of subscribers. If your purpose is sales,
measure sales conversion rate and profitability.

A few terms of the trade define what success means. A good newsletter ser-
vice provides the following statistics on the bounce rate, the open rate, the
unsubscribe rate, the click-through rate, and A/B testing. Read on for more

information on measuring your newsletter’s success.

Bounce rate

Bounce rate is the percent of addresses that aren’t deliverable for various rea-
sons. Most services provide a breakdown. Review the list of bounces for
typos and poorly formatted e-mail addresses. Some list management services
do this automatically before sending, and others test all addresses with a
signal to confirm that addresses are valid (a process called pinging) prior to
sending an actual e-mail. Obviously, the lower the bounce rate, the better.

Open rate

The open rate is the percent of delivered mail (that is, names sent minus
bounces) that readers actually open. You can’t guarantee that recipients
actually read an e-mail they open, but you can count that it’s been opened
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(clicked on and displayed in the preview box or regular window). The better
your From and Subject lines, the higher your open rate. Open rates vary
widely by time of delivery, by the size and source of your list, and by indus-
try, as shown in Figure 8-6 for Bronto, an e-mail service provider. You want
the open rate to be as high as possible.

Open Rate

an.0% 29.9%
d1.6% 90,9% 30,386
27.0% 27.8%

25.1% 250% 257%
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Not-Frefil/Assaciation

Clickthrough Rate
20.0%

4 uf Messages Sent
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Othet

PUbIishingy Mila |
Tachioleay

E-Commerce/sets(|

Acvertising/Marketing
Healthcate/Tnsurance
o Prafit/Assaciation

Manitacturing/ Distribution

©2006 Bronto Software, Inc. All rights reserved.

Unsubscribe rate

The CAN-SPAM Act requires an option to unsubscribe in all e-mail newslet-
ters. People usually reply by e-mail or click a link to unsubscribe. Everyone
on your list should already have opted in, either online or offline. List seg-
mentation by interest area and a double opt-in process (subscribers receive an
e-mail asking them to confirm their registration by clicking a link; only then
are they added to your distribution list) usually reduces the unsubscribe
rate, though it may depress your signup rate. Again, this rate varies widely
based on the quality of your list. Strive for a low unsubscribe rate.

Click-through rate

The click-through rate (CTR) is the number of links to your Web site divided
by the number of opened newsletters. To get a higher CTR, make sure you

have a good match between your newsletter and target audience, even if it
means sending a different message to different segments of your list.

CTR also depends on the quality of your headline, offer, and content, and the
number of links you have in your newsletter. Some newsletter services will
give you two CTR rates: total clicks and clicks from unique users. Then you
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can tell how many readers clicked through more than once. Whatever your
specific objective, you must drive your readers to your Web site to complete
a purchase or to find more information. Strive for a CTR as high as possible.

An intriguing report by Vertical Response (www.verticalresponse.
com/files/www/VREmail-Trends-Q1-2006.pdf) in 2006 showed that
both open and click-through rates start to fall when lists have more than 5,000
subscribers, regardless of industry. That finding indicates the value of using
smaller lists, tightly segmented by interest or purchase history.

E-mail lists age rapidly because users often change providers or abandon
addresses to avoid spam. Rented and public lists are less effective than your
own. Thus, the older your address list, the higher the bounce and unsub-
scribe rates, and the lower the open and click-through rates.

A/B testing

It’s surprisingly hard to predict how people will respond to even slight
changes in phrasing on promotional material. A/B testing, a technique drawn
from direct mail marketing, allows you to analyze different elements of your
newsletter to maximize effectiveness. In an A/B test, you send slightly differ-
ent versions of your newsletter to a representative sample of your audience.
Because you can test your e-mail with as few as 25 recipients, testing is feasi-
ble even for small businesses. You can separately test these elements:

v From line

v Subject line

v Headline

v Product selection
v Offer

Change only one element at a time! If you don’t control the variables, you
can’t distinguish which element accounts for the results you get.

Creating an effective newsletter

Like everything else in Web marketing, creating a good newsletter can take
more time than you expect. Allow a learning curve, starting out with a slower
schedule than you might eventually adopt.

Your newsletter must comply with the CAN-SPAM Act of 2003, legislation
passed by Congress to reduce the burden of spam. Some states have addi-
tional antispam laws. As a result of laws — plus better filtering software —
the amount of spam actually reaching users’ mailboxes seems to have leveled
off. Commercial template/hosting services require you to meet CAN-SPAM
requirements to retain their own viability.
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The From and Subject lines are key to increasing the open rate for your

newsletter. In particular:

v Don’t forget branding. Include your name, company, product and/or ser-
vice (whatever readers will most recognize as your brand) in either the
From or Subject line. Once established, use the From line consistently.

v~ Entice the subscriber. Insert a benefit or another reason for opening the
message in the subject line. You're more likely to get a response to an
e-mail titled November Savings from Your Company than one titled
Monthly News from Your Company. Of course, Free always works: Free 2
for 1 Dinner Coupon Until 9/30.

+~ Be honest. Don'’t trick people into opening your e-mail with a misleading
subject line. An accurate subject line is actually a legal requirement.

1 Create a sense of urgency. Incorporate time-dependent phrases or
other words of urgency to encourage opening your newsletter promptly:
the name of the month, this week, now, important recall notice, exclusive
offer.

v Don’t overdo it. Avoid using punctuation in the subject line, especially
exclamation points. Don’t use all capital letters either; they trigger spam
filters.

v~ Keep it short. Keep the subject line to 50 characters, including spaces.

The length of your newsletter should vary according to its purpose and audi-
ence. An informational newsletter, for example, might be longer than one
designed to drive customers to your site to buy. Place an internally linked
table of contents at the top of a long newsletter to take readers directly to
articles of interest.

Just as with your Web site, you have only a few seconds to catch your
reader’s attention and answer the question: “What’s in it for me?” Try to use a
headline that grabs attention. Users who scan their e-mail in a preview pane
might see only several inches of material on the screen. Keep the most impor-
tant information at the top, before any scrolling is needed. In other words,
shorter is better.

When putting together your newsletter, follow the same design and writing
principles that you would use for a page on your Web site (see Chapter 4):

v+ Emphasize your brand. Include your logo and/or header graphic for
branding purposes in a consistent manner.

v Use small photos. Make sure to resize your photos for the Web so they
download quickly.

1 Accommodate subscribers that use text-only e-mail. Provide vivid
descriptions as an alternative to photos because users might suppress
image delivery in e-mail.
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v Provide relevant content. Match your content to your audience. You
can get better results if you segment a large address list and send some-
what different versions of your newsletter based on interest area or past
purchase history than if you try to make one newsletter do everything.

Use teaser lines or incomplete paragraphs with links to the appropriate
pages of your Web site. That’s far better than putting too much information in
the newsletter. In fact, your newsletter should have at least 15 assorted links
to your site, some of which are for content or products and some of which
are for best practice functions I describe in the upcoming “Following best
practices” section.

Links should take viewers as close to the desired call to action as possible.
For instance, link a promotion to its product detail page to prompt sub-
scribers to purchase an item. The newsletters in both Figures 8-4 and 8-5
demonstrate these concepts.

Selecting a method of distribution

Options for creating your newsletter are much like those for creating a Web
site. Your choice depends on ease of use, cost, the size of your mailing list,
and the skills of your support staff. Here’s a rundown of your distribution
options:

1 Ask your Web developer to set things up. She can design an HTML tem-
plate that allows you to change content for each issue. Developers can
set up your Web site to collect subscribers’ e-mail addresses and
arrange with the hosting company to provide list management services.
Be sure to include these tasks in your RFP (request for proposal) if you
want this alternative.

1 Use a one-stop solution that offers templates, list management, and
distribution. ConstantContact.com, whose template site is shown in
Figure 8-7, offers that type of solution. For small companies, this is gen-
erally the easiest and least-expensive approach. These third-party solu-
tions generally require that your developer place a small piece of code
on your site that links to your signup page. After that, you handle every-
thing from third-party servers. Examples of other one-stop newsletter
sources appear in Table 8-1.

v Purchase HTML Web template software and arrange for list manage-
ment services on your own. This solution generally works for larger
companies that need more-sophisticated options and have the technical

support staff to implement them. Examples of these sources are listed in
Table 8-2.
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Table 8-1 Sample Providers of E-Mail Template/Hosting Solutions
Name URL
About.com http://onlinebusiness.about.com/
od/emailmarketing/tp/emailsoftware.htm
Benchmark www . benchmarkemail .com
Constant Contact www . constantcontact .com
eNews Builder www.enewsbuilder.com/ot3/features.cfm
Graphic Mail www.graphicmail .com
Vertical Response www.verticalresponse.com
“@N\BER
& The success of your newsletter is 40 percent due to finding the right audi-

ence, 40 percent due to the right offer, and 20 percent due to the design (the
newsletter content and appearance).
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Table 8-2 Sample Providers of List Management Services
Name URL

Listserv http://lists.gurus.com/listserv.html
Lyris www.lyris.com

Mailermailer www.mailermailer.com

Majordomo www.greatcircle.com/majordomo

Net Atlantic www.netatlantic.com/products/mailing

lists/index.html

SparkList http://sparklist.com

Topica www . topica.com/solutions/direct.html

Choosing HTML or text

Because HTML newsletters contain graphics, icons, and different fonts, they're
more visually appealing than plain text. Because they’re slower to load, some
users with slow connections might suppress photos or elect text-only e-mail.
Others might block HTML e-mail to protect against viruses. As broadband use
expands, HTML newsletters are becoming more prevalent. Your best bet is to
offer both and compare the open and click-through rates for the two versions.

Following best practices

E-mail represents an increasing percentage of online advertising spending.
With that emphasis, e-mail companies have studied best practices to get a
high CTR while complying with all the legal requirements of the CAN-SPAM
Act. Be sure to do the following (“required” designates a legal obligation):

Best practices that you're legally obligated to follow:
v Include your company’s street address — not a PO box — and phone

number in your newsletter.

v Include a link or live e-mail address to unsubscribe or opt out. You have
ten days to remove opt-out addresses from your lists.

v Provide a link to your privacy policy. Don’t share your lists with a third
party unless you give notice to subscribers and obtain consent from
them.
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Best practices that create a customer-friendly or quality newsletter:

v As always, proofread everything, including the From and Subject lines,
and test all links.

v Send preview copies of both HTML and text copies to yourself and
others.

v~ Tell people how often the newsletter will arrive and when.

v Provide a place for subscribers to indicate their name, areas of interest,
job title, or type of newsletter they want (for example, event or sale
announcements, discounts, product news), especially if you have more
than one newsletter. However, require only a few fields in this subscriber
profile; too long a signup form discourages subscribers.

v Include a link that allows subscribers to change their profiles easily.
Best practices for marketing purposes and growing the list:

v Send your e-mail only to the people who have agreed to receive it. When
feasible, use a double opt-in process (which I discuss in more detail in
the previous “Unsubscribe rate” section).

v Include a link to forward the e-mail newsletter to a subscriber’s friend or
colleague.

v Provide a direct link to the Subscribe page for people who've received a
forwarded e-mail. This is especially important as a call to action in a
newsletter sent to a rented list of e-mail addresses (rental list). The
meta-purpose of a newsletter sent to a rental list is to get those names
on your list.

v Right above the subscription form on your Web page, restate your pri-
vacy policy and benefits of subscribing, such as advance notice of new
products or sales, or tips for product use.

v Post sample newsletters on your Web site for potential subscribers to
preview.

v Save testimonials that praise your newsletter. Get permission to post
them on your subscription page.

v Send a welcome message to new subscribers; include a coupon (promo-
tion code) if appropriate. Remember to update your online store with
the promo code and its start and end dates.

Deciding on timing and frequency

Companies have researched the best day and time for newsletter distribu-
tion, and results fluctuate by industry, time of year, audience, and size of list.
The data for Q1 2006 from one e-mail provider, eRO]I, is shown in Figure 8-8.



1 94 Part Ill: Exploring Online Marketing Basics

|
Figure 8-8:
Q1 2006
open and
CTR rates by
day of
distribution
for clients of
eR0l.com.
|

MBER
\g&
&

Day of the Week Statistics
—m—Sent —e—0pen —a— Click
20,000,000 — —30%
18,000,000 + .
16,000,000 - 1 25%
14,000,000 + 1 oo
12,000,000 +
10,000,000 + L 15%
8,000,000
6,000,000 +10%
4,000,000 + 1
2,000,000 + 5%
0 ’ ! | | : : 0%

Sunday Monday Tuesday Wednesday Thursday Friday Saturday

Courtesy eR0I, eROl.com

Here are some frequency guidelines for B2B and B2C newsletters:

v B2B: In general, B2B newsletters do best on Tuesdays and Wednesdays.
Distribute them early in the morning so that they’re near the top of the
inbox when workers arrive or at midday when workers often try to catch
up on e-mail.

No across-the-board averages matter more than your own experience.
Review your own site statistics for the most popular time of day and day
of the week for visitors to your site. (See Chapter 14 for more on Web
statistics.)

v B2C: B2C newsletters typically get higher open and click-through rates
before or after the workday — if people are logging in from home. Because
the highest volume of e-mails are sent Tuesday through Thursday, you
might find a higher open rate for B2C e-mails sent on Friday or over the
weekend, simply because your message has less competition. Experiment
to see what'’s best for you. Remember, many people research purchases
from home on the weekend but wait until Monday or Tuesday to make
their actual purchase from work.

The ideal frequency of mailings depends on your audience and the purpose
of your newsletter. Recipients don'’t like being flooded with messages from a
single source unless they receive time-critical news (for example, drug alerts
for physicians).

Only you can decide whether you should be mailing daily, weekly, monthly,
quarterly, or semiannually. If you segment your list, you can send out
newsletters often but reduce the number going to any particular group of
recipients.
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what frequency they want. Sites with more information on trends in e-mail

use and additional resources are listed in Table 8-3.

Table 8-3 Newsletter Resources
Name URL What You'll Find
About.com http://onlinebusiness. E-mail resources
about.com/od/email
marketing
Bronto http://bronto.com/ Trend analysis, e-mail

solutions/resources

resources

Direct Marketing

www . the-dma.org/

E-mail resources

Association channels/internet.
shtml

DoubleClick www .doubleclick.com/ Trend analysis
us/knowledge_central

EmailLabs www.emaillabs.com/ E-mail resources
resources/index.html

eROI http://eroi.com/roi_ Trend analysis, e-mail

resources.htm

resources

Federal Trade
Commission

www. ftc.gov/bcp/
conline/pubs/buspubs/
canspam.htm

CAN-SPAM Act

Vertical Response

www.verticalresponse

Trend analysis

.com/files/www/VREmail-
Trends-Q1-2006 .pdf

Finding Subscribers for Vour Newsletter

As soon as you begin planning your Web site, you should start collecting
e-mail addresses. Begin with your e-mail address book: friends and family,
your banker, accountant, attorney, investors, business advisors, vendors,
members of local media, government officials, or other community leaders.
Those in the media or government positions are obligated to communicate
with the public.

As a matter of courtesy, ask the folks listed above, and any others that you
add to your newsletter list, to opt in by clicking a confirmation link within

195
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your newsletter. It’s helpful if the confirmation link takes the user to a screen
that allows options for selecting types of e-mail (such as HTML or text)
and/or choosing interest areas, just as you ask new subscribers to do.

Your e-mail address list is gold! Building a list of e-mail addresses is critical to
recovering your investment in an e-mail newsletter program. Be sure to back
up your address list along with other valuable files and store a copy offsite.

Mailing to customers and prospects

After you add the e-mail addresses as described in the preceding section,
review your list of customers and prospects to make sure you have permis-
sion to e-mail them according to the list that follows. You might use contact
management software — like ACT! (which is available at www.act.com) — or
perhaps you have an Excel or other database file for print mailings.

The CAN-SPAM act allows you to send at least one e-mail to individuals who
have a preexisting business relationship, such as one of these:

v Existing customers and clients who’ve purchased within the past 13
months
v Dealers and distributors
v Prospects who have requested information
v Respondents to a questionnaire or survey
v Members of professional organizations to which you belong
You must make a strategic marketing decision whether to request approval

with an opt-in confirmation e-mail or to send the first issue of your newsletter
with the option to unsubscribe.

Keeping your address list up-to-date

Starting a newsletter is a great opportunity to clean out and update your
e-mail address list. Any e-mail addresses that have been in your database for
more than a year are suspect, on the surface. Here are some ways to keep
your address list up-to-date:

v Send a bulk e-mail to everyone in your database asking for opt-in e-mail
confirmation and then delete addresses that are no longer valid.

v If you have a list of print addresses without e-mail, send a prepaid busi-
ness reply postcard announcing your newsletter. Be sure to request opt-
in permission and e-mail information on the reply card, and/or provide a
click to sign up online.
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“@N\BEH Most providers of e-mail services segregate undeliverable e-mails addresses
> before sending your first messages, or they record them as bounces. That
keeps your newsletter list up-to-date, but your base contact list might now be
out of sync. You might need to delete undeliverable e-mail addresses from
your source file as well.

Maintaining and grooming your list is an ongoing process. Between mailings,
add new names to your list and review blocked or otherwise undeliverable
ones.

What about e-mailing to that carton of business cards you collected at trade
shows and networking events? If you didn’t get permission to add them to a
newsletter list when you acquired them, you must send a confirmation link or
postcard to obtain an explicit opt-in.

Collecting new names

You can collect new e-mail addresses offline at networking events, trade
shows, and whenever you have live customer contact. Verbally ask permis-
sion to send a newsletter, noting the date, event, and response. Or post a sign
above the business card collection bowl saying something like “Get the latest
product news and special offers! We'll add your e-mail address to our
newsletter list.” Sweeten the pot by also drawing from those names to receive
a prize. When speaking at an event, provide a newsletter signup form asking
for names and e-mail addresses.

Of course, another important place to request e-mail addresses is at your
brick-and-mortar store, especially at checkout. If you aren’t equipped to add
an e-mail address at the register, put out a fishbowl or guestbook. And con-
sider offering customers something free for signing up.

Take advantage of other opportunities on your Web site to collect e-mail
addresses:

v Request an e-mail address when offering visitors a free case study or
white paper to download; offer newsletter signup as a check box.

v Place a newsletter opt-in check box on the same form customers fill out
when purchasing online.

v Put a newsletter opt-in check box on any submission form: contact us,
tech support, demo, sales call, or request for quote.

é&\l\BER Ask your developer to collect these e-mail addresses automatically in a data-
~J base that you can access easily. They probably can be added to your list only
if the developer has integrated the list server. If you're using a third-party
solution or if the onscreen forms are e-mailed to you from the Web site, you
must upload these addresses manually to your newsletter list.
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Of course, there’s an art to the newsletter signup form as well. Try to get
more than an e-mail address, but make most fields optional. If you have a B2B
company, the user’s job title and company name are valuable, as well as the
urgency of the need. For a B2C company, specific areas of product interest
are helpful to know.

Growing a list of qualified addresses is an essential objective for any site that
intends to use e-mail marketing. Make it easy for site visitors to sign up from
every page by placing the call to action in the navigation. You might choose
to display a simple e-mail text box or a link to a second page where there is
room to display options, ask for additional information, provide a reminder of
your privacy policy, and summarize the benefits of signing up. Try to word
the signup navigation link to convey benefits — for example, Sign Up for
Savings or New Product News.

Renting e-mail subscribers

Legitimate e-mail list brokers rent opt-in lists of both B2B and B2C audiences.
These lists generally consist of magazine or e-zine subscribers, members of
organizations, or people who participate in surveys and free offers in
exchange for providing their e-mail. A small sample of the hundreds of list
brokers is listed in Table 8-4.

Table 8-4 Sample Sources for E-Mail Address Lists
Name URL Paid or Free
Ad-Site.com www.ad-site.com/ Paid

eMailLists.php

Business Email Lists www.businessemaillists. Paid
com/directory/b2b-email-
newsletters.asp

Email Marketing Blitz ~www.email-marketing- Paid
blitz.com

L.I.S.T. Incorporated http://www.l-i-s-t.com/ Paid
email_lists.asp?type=2

Name-Finders http://namefinders.com/ Paid
email lists.html

VentureDirect www.venturedirect.com/html/ Paid
xactmail_emailmarketing_
targetmarket.htm

Google Groups http://groups.google.com/ Free, includes
groups/dir?1lnk=hpbgc UseNet
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Name URL Paid or Free

Jayde's List of Lists http://directory.jayde.com/ Free
search?a=0&query=email+
lists&search=search

L-Soft CatalList www.lsoft.com/lists/ Free
listref.html

Tile.net http://tile.net/lists Free

Topica http://lists.topica.com Free

Yahoo! Groups http://groups.yahoo.com Free

Do not use lists from friends or businesses whose users weren’t notified that
their names could be sold, exchanged, or rented — or from disreputable bro-
kers who offer names at a bargain rate. All you buy is trouble at a discount
price.

It’s worth searching for a highly targeted list. Some brokers specialize in B2B
versus B2C or in certain vertical industry segments. The more targeted the list,
the more you’ll pay per address, just as with any other advertising audience.
Estimate your costs at 10 cents per name, but prices might range from pennies
to 25 cents or more. You must usually rent a minimum number of names.

In general, rental lists have lower open and click-through rates than you’ll get
from your own, highly prequalified list of names, so don’t be surprised if suc-
cess rates are half those for your own list. Run the numbers to be sure that
your expected return will offset the cost of list rental and newsletter prepara-
tion. Because of the cost, you might want to do A/B testing (which I discuss
earlier in this chapter) with your own list first to make sure you're sending
out the best possible newsletter.

As an alternative to rental lists, you can e-mail or post a message to people
who have voluntarily signed up on free public lists, including the old UseNet
groups, a collection of old message boards dating back to the early days of
the Internet. Google now maintains it (http://groups.google.com/
support/bin/static.py?page=basics.html).

While these lists are generally of much poorer quality, you don’t have much
to lose. Every once in a while, you might find a technical audience or people
highly dedicated to a particular product.

Table 8-4 includes other places to search for lists in your subject area. If you
use a free list, be sure to review the rules for allowable content. Some lists
constrain the content or form of e-mails sent to members. Information about
each list is available online. For more general information about how to select
a mailing list, see Name-Finders at www.namefinders.info/dmr.
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Working with a list rental house

When you rent a list of e-mail addresses, it truly is rent. You don’t get the
names. Instead, you deliver your HTML and text e-mail newsletters to the
rental house. The rental house confirms that your newsletter meets its
requirements, adds code to links to track open rates and CTR, and sends out
a trial blast to you and several others (called seed names). You select the day
and time for the actual e-mail blast.

When you request a particular audience, the mailing house sends you a data
card (a page describing the detailed demographics, source, and available
sorting criteria) for each possible list that meets your needs. Data cards can
be a little hard to interpret, so ask plenty of questions. In addition to mini-
mums and cost per name, you might be charged for each subselection or sort
you request (for example, by zip code, gender, age, time since last purchase,
and so on). Some companies also charge a transmission fee and/or a setup
fee. All charges and minimums vary by broker and by list. Negotiate. When
you're ready, the company will send you an insertion order (a form used to
place an advertisement) to sign.

Besides your seed names, the e-mail house asks you for everyone who has been
permanently removed from your list — to eliminate from theirs. If you want to
avoid any possible duplication, you can also send names with matching profiles
to remove from the list(s) you're renting. Why pay to send the same newsletter
to someone who has already received it? Generally, rental houses mail to more
than the number in your contract to allow for undeliverable addresses. If the
number sent ends up below your contract, they do make good on request.

One of your objectives is to convert rental names to your subscribers, so at
the top of the newsletter you're sending to rental names, incorporate a link-
able invitation to join your list. Make other text changes to accommodate the
fact that these recipients, unlike your own, carefully gathered names, might
never have heard of your company, products, or services.

Allow a week or more to establish an account before doing your first blast
with a particular broker. That gives you time to work out any kinks in your
newsletter, formatting, links, or list. After the blast, track your open rate, CTR,
and other criteria. Compare them to the results of your own list. Remember
that people usually need to see your brand seven times to remember you!

Third-party template newsletters can’t be sent to rental houses because their
newsletter code is not self-standing. You (or your developer) need to create
new HTML and text versions, or you will have to pay the mailing house to
create them for you.

A newsletter program can serve as an independent marketing vehicle, or it
can carry another marketing effort on its back. For instance, Jack-Tar, an
award-winning restaurant in coastal Massachusetts, uses its newsletter
(shown in Figure 8-9) to promote a loyalty program aimed at the locals.
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Opened in January 2004, Jack-Tar is a seaside
restaurant in Marblehead, Massachusetts.
Owners Andrew Kramer and Matthew 0’Connor
realized they couldnt survive on summer
tourists alone — too many other restaurants
had foundered on the very same shoals.

An independent enterprise with a relatively
small marketing budget, Jack-Tar initially pro-
moted itself with public relations and print ads
in the local weekly.

A vyear later, the company launched the
Admirals Club, a loyalty program with a menu of
rewards based on when and how often cus-
tomers dine. Determined to attract local resi-
dents during the off-season, the Admirals Club

Appetizing e-mail

needed a cost-effective vehicle to reach
prospective members. From the beginning, the
restaurant has collected customers’ e-mail
addresses, so an e-mail newsletter made
sense.

The company uses Constant Contact, a one-
stop e-mail service provider, to send out a wel-
come e-mail and quarterly newsletters, which
feature special promotions and menu items. The
Admirals Club mailing list now has close to 1,000
subscribers, with an open rate of 43 percent and
a CTR of 10 percent. About 70 percent of patrons
sign up for the loyalty program. By 2006, Jack-
Tar had already won multiple dining awards and
reached profitability — a remarkably rapid
achievement for any small business.

%] Constant Contact - E-mail Marketing - Display Image - Wi

Internet Explorer

(@

File Edit View Favorites Tools Help

dress ] hktp:ffunw.constantcontact.com/display_image. isn?image_url=ss_jack_tar_large.gif

& ]

V]

o
&

Figure 8-9:
The
newsletter
from Jack-
Tar, a
Massa-
chusetts
restaurant,
is targeted

JACK

TAR

AMERICAN TAVERN

126 Washington Srreer * Marblehead * Massachuserts « 01945

toward local

Dear Andrew,

customers,
offering
discounts as
part of its

Let's cut to the chase. wwe've missed you, It's just that simple,

A5 a member of the prestigious Jack-Tar Admiral's Club, our records
indicate you have not dined with us recently, We'd like to change that,

50% Discount on
Dessert

loyalty
program to
bring back
repeat
diners.
|

10% Discounton a
Pizza

25% Discount on an

Appetizer

Courtesy Jack-Tar American Tavern
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A re you trying to integrate your Web site with a brick-and-mortar pres-
ence? Do you need to establish awareness of your business within your
local community? Interested in exporting to Europe or Asia? Or perhaps
you’re looking for affiliates to refer customers to your Web site, or you're
interested in matching your competition with a loyalty program that encour-
ages repeat purchases.

Pick and choose among the elements in this chapter when your site has spe-
cial needs like these. Within each category, techniques range in cost from
free guerrilla marketing to expensive investments. These options might affect
profit margins or require back-office support for the marketing effort.

If you select some of these methods for your Web marketing plan, mark them on
the Web Marketing Methods Checklist from Chapter 2. You can download the
form at www . dummies.com/go/webmarketing.

Marketing Your Online Business Offline

You have to market your domain name as much as you market your business.
Most of the techniques described in this section cost nothing beyond what
you already spend for graphic design and printing. Simply make sure your
designer includes your URL in all graphics.
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Ask your designer to provide a style guide, including capitalization and spac-
ing, for your logo and logotype in various formats, including the following:

v Black and white

v Color

v Horizontal layouts

v Vertical layouts

v Square layouts
Also, make sure you include contextual appearance in your style guide.
Establish a convention for key elements as they will appear in different situa-
tions. For example, decide whether your domain name should appear as

YourDomain.com, Yourdomain. com, yourdomain.com, yourDomain. com,
or Your Domain without the extension.

For trademark purposes, your logo and logotype must appear consistently. If
you expect significant press attention, post acceptable formats online on the
media kit or press pages of your site. If you've filed for trademark, place the
superscript ™ to the upper right of your logo or logotype. Once granted, use ®.

Stamping your URL on everything

It goes without saying that your URL appears on your letterhead and busi-
ness cards, just as it does on your signature block for e-mail. Remember to
include your URL on individual documents, too, such as PowerPoint presen-
tations, proposal footers, and white papers. Whenever you reprint other sta-
tionery items, include your URL on:

v Fax cover pages

v Presentation folders

v Order forms

v Invoices and receipts

v Warranties

v Shipping labels and packing slips

v Personalized sticky notes or notepads
The next time you print product packaging, add your URL to clothing labels,
container labels, shipping cartons, boxes, shopping bags, printed tissue,
ribbon, wrapping paper, caps, lids, wine corks, wrappers, ice cream sticks,
and any other form of packaging you use. Wherever you place your name,

include your URL. Don’t forget your company vehicles, bumper stickers, and
signs. Several ideas appear in Figure 9-1.



|
Figure 9-1:
Packaging
and
promotional
ideas cover
the map.
You can
brand
almost
anything
with your
domain
name.
|
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Clockwise from top left: Packaging lid on coffee can courtesy Rowland Coffee Roasters. Screensweep courtesy Fone.net. Can cooler courtesy NetIDEAS,
Inc. Carbiner clamp courtesy Mesalands Community College. Candy wrapper courtesy Certified Folder Display Service. Cork coaster courtesy New Mexico
State University.

Look at any material you use for sales and marketing. Make sure that every
item includes your URL — from catalogs, product literature, spec sheets, and
other marketing collateral to instruction inserts, manuals, press releases, and
corporate backgrounders. All those impressions help recipients remember
your Web site.

Giving swag, bling, and freebies

Businesses spent an estimated $18 billion on promotional items and gifts in
2005, in hopes of keeping their names — and URLs — in front of clients and
prospects, according to the Promotional Products Association International.

You, too, can get in on the action by including your URL with the ubiquitous,
toll-free phone number on pens, pencils, T-shirts, hats, mouse pads, mirrors,
mints, magnets, mugs, and more. Figure 9-1 has examples of several promo-
tional items with URLs. You can order these items — customized with your
company’s URL, of course — from thousands of companies that sell promo-
tional merchandise online (a few are listed in Table 9-1) or from a local
vendor, or you can make your own at CafePress.com.

Table 9-1 Sample Companies Selling Promotional ltems
Name URL

4imprint www . 4imprint.com

Branders www . branders.com

(continued)
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Table 9-1 (continued)

Name URL

CafePress.com www .cafepress.com
ePromos WWW . €epromos . com

Gimmees Www . gimmees . com

Logo-Lites www.logo-lites.com

NM Commission for the Blind www . totespromote.com
Promotional ltems www . promotionpotion.com
Promotional Products Directory www . justpromotional

products.com

Promotional Rubber Bands www . aerorubber .com/promo.htm

The cost of promotional items adds up quickly, especially for a business that
needs relatively small quantities. Search for companies that provide a mix of
branded items to make up the minimum order. Be sure to include the cost of
promotional items and gifts in your annual marketing budget.

Think about how many items you need, how you’ll distribute items — at
trade shows, as thank-you or holiday gifts, as leave-behinds at a sales call —
and the target audience. A plumber’s URL and phone number on a potholder
or flyswatter makes sense because household items are likely to be around
when a plumbing emergency occurs. It wouldn’t be appropriate, though, for
B2B clients, where office products such as screen sweeps, flash drives, stress
balls, pens, or mouse pads are a better fit.

To connect your URL to pleasant memories, give branded gifts with positive
associations, such as golf balls and tees, binoculars for sports or concerts,
silicon covers for iPods, or co-branded college/team/fraternity/sorority items.

Getting your name out at offline
community events

Participating in community events is a great way to promote your business,
particularly if you

v Have a local office or brick-and-mortar store.

v Have a local market.
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v Want to increase presence for your online-only business within the
community.

v Need to build credibility with local press.

v Seek local employees, investors, or franchisees.

You're after visibility, not anonymity, so wear gear with your company name,
URL, and logo for branding. If your employees participate in such events as a
run for the cure, a membership drive for public TV, and/or as hosts of one of
Alex’s Lemonade Stands, have them all wear branded T-shirts or hats.
Remember to promote your presence at the event on your Web site, in a local
press release, and on local calendar Web sites.

Most community events are inexpensive guerrilla marketing techniques,
although you can expect to pay big money to have a stadium named after
your Web site! Only your imagination and your target audience limit the
range of community events. A local, social networking site might support a
high-school soccer team; a site catering to the gay community might partici-
pate in Pride parades. Other events to consider are

v Speaking engagements

v Seminars or training sessions

v Participation in United Way or other charitable giving campaigns
v Runs, walks, and parades for various causes

v Sports team sponsorships with your logo and URL on team shirts

v Participation in a Habitat for Humanity, food bank, community cleanup,
or other project

Including your Web address
in offline advertising

There is no added cost for including your URL in any offline advertising —
radio, TV, print, or billboard. The base cost, of course, might be significant.

If you have multiple offline advertising activities, ask your developer to
create a simple extension for your URL. Redirect that URL to the page with
the item you’re promoting, like Dell computer does for its TV ads at

www .dell.com/tv. This technique allows you to compare the number of
people who reach your Web site from offline ads to other Web traffic. Many
people know that the extension isn’t needed, but the redirect URL gives a rel-
ative estimate of which offline campaigns bring the most traffic.
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Going Live: Coordinating a Site Launch

The term go live applies to making your site visible online to the world, moving
it from a development location to one that is publicly accessible. It can take
24-48 hours for a new site — or one moved to a different host — to become
accessible as regional servers point to it. Build this time lag into your schedule,
knowing that you might be “dark” for several days during the transition. If you
are staying with the same host (with the same IP address), your developer can
replace your old site with a new one in a matter of minutes.

Launch refers to a media event that draws online and offline publicity to your
site. A launch effort makes sense in the following scenarios:
v You're opening a completely new business.

v You have an existing brick-and-mortar business with significant name
recognition.

v You have stakeholders or investors who need or expect public recogni-
tion for the opening of the new or redesigned site.

» You have an innovative application or use new technology on a start-up
or redesigned site.

v You have a good story to tell.
\‘@N\BER If you can, wait several weeks after taking a site live before driving significant
> traffic or scheduling a launch. Leave yourself time to retest the site, fix last-

minute bugs, tweak text and product photos, and ensure that the server can
handle anticipated traffic.

Launches are often tied to external events, such as a trade show, announce-
ment of funding, or the start of a shopping season. Like offline events, your
cyber ribbon-cutting might involve coordinated

v Press releases and online/offline conferences

v Well-promoted, live, kickoff events online

v Special offers and discounts for a specific time period

1 Promotions for the first visitors

v Direct mail and/or e-mail campaigns

v Announcements on chat room, message board, and social network sites

» Announcements on calendars and event sites

v Placement of kiosks in your brick-and-mortar store

v Partnerships with nonprofits or suppliers to copromote your site
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v Announcement tag lines in your e-mail signature block

+# Online and/or offline advertising

Don’t run a countdown clock or announce the date your site will open until it
has already gone live. When it comes to Web site development, anything that
can go wrong, will go wrong. It might be hard to recover if your site isn’t up
and running well on your announced opening date.

Producing Online Events

Well-promoted, live, online events draw prequalified traffic to your site. Guest
chats, author interviews, concerts, or Webcasts and Webinars (both of which
are described in Chapter 13) can help you acquire leads, conduct market
research, and obtain e-mail addresses as viewers sign in.

For instance, Lawyers.com operates an impressive schedule of online chats
for consumers at http://community.lawyers.com/chat/list.asp.
Microsoft publicizes its online demonstrations at www.microsoft.com/
events/webcasts/upcoming.mspx.

Use all forms of promotion to let people know about your online event:

v Announce your event in many places on your Web site.

v E-mail announcements of the online event, and send a reminder e-mail to
those who have preregistered.

v Find trade-related sites to announce your event.

v Find event sites that appeal to your target audience, such as http://
events.myspace.com/index.cfm for live online music.

v List your event page in dmoz at http://dmoz.org/cgi-bin/add.
cgi?where=Arts/Music/Concerts_and_ Events/Internet_
Broadcasts.

v Post your event on calendars maintained by trade associations, culture
networks, and other event aggregators, such as www.wisconline.
com/info/promote.htm.

v Use a third-party, online event registration service like Cvent.com to
help promote your event.

v Use paid advertising or PPC (pay per click) ads to inform people of your
events.

You can extract additional mileage from advertising if you produce events on
a regular schedule, such as the first Thursday of each month. This might also
encourage repeat visitors.
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Marketing Internationally Online

|
Figure 9-2:
Global
Reach has
tracked the
growth of
Internet
users by
language for
ten years.
|

It is the World Wide Web, after all. In barely ten years, the Web has gone from
a U.S.-driven, English-dominated medium to a virtual riot of languages and
international users. Global-Reach.biz estimates the population of English-
speaking Internet users has dropped from 80 percent of 50 million users in
1996 to only 27 percent of 1.1 billion users in 2005, as shown in Figure 9-2.

Even though the U.S. has the largest absolute number of Internet users (152
million in 2006), the Internet market is fairly saturated. China, India, and Latin
America, on the other hand, are poised for continuing growth. As you select
target markets abroad, remember that online shopping behavior also varies
by country.

Evolution of non-English-speaking online population
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800 M Portuguese
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mChinese
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© Global Reach, a Neutralize (tm) (*\*)(tm) Search Engine Marketing Property.

The Swedish and Danish, for instance, are the busiest European shoppers,
according to InSites Consulting, with 70 percent of users buying online, while
only 44 percent of southern Europeans buy. On the other hand, the French,
English, and Germans buy roughly once a month, compared to a European-
wide average of seven to eight purchases a year. Users in Belgium and the
Netherlands buy only five times a year.

Selling internationally

Research the consequences of selling internationally with care and select for-
eign markets consciously and strategically. Selling abroad can be very lucra-
tive — or very foolhardy! For international market research or information
about exporting, seek assistance from one of the government resources in
Table 9-2.
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Table 9-2

International Resources

Name

URL

What You'll Find

American Translators

www .atanet.org/

Directory of

Association onlinedirectories/ translation services
individuals.php
Babel Fish http://babelfish. Free translation site

altavista.com

Business.com

www .business.com/

directory/advertising_

and_marketing/
strategic_planning/
global_marketing

Directory (paid) of
international
marketing
companies

Direct Marketing
Association

www . the-dma.org/
international/
links.shtml

Directory of
international
marketing resources

FreeTranslation

www. freetranslation.
com/free/web.htm

Free translation site

Global Reach
Internet Statistics

http://global-reach.
biz/globstats/evol.
html

Statistics on
international use by
language

InSites Consulting
(Belgium)

http://www.escape-
reports.com

Statistics on
European Internet
use

Markets Directory

www.marketsdirectory.

com/intcompanya-z-
alpha.htm

Directory of
international
marketing firms

Multilingual Search

www.multilingual-
search.com

Forum and news on
multilingual search
engines

SEO Chat

www . seochat.com/c/
a/Search-Engine-
Optimization-Help/
Multilingual-Sites-
and-Search-Engines-
part-1

Constructing
multilingual sites

Small Business
Administration Office
of International Trade

www.sba.gov/oit

Exporting resources

(continued)
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Table 9-2 (continued)
Name URL What You'll Find

U.S. Department of WWW . export .gov Exporting resources
Commerce/U.S.
Commercial Service

Yahoo! http://dir.yahoo.com/ Directory of
Business_and_Economy/ translation services
Business_to_Business/
Translation_Services

Analyze costs carefully when setting prices for international shipment. While
shipping to countries like Canada, the largest U.S. trading partner, is fairly
straightforward, costs might be higher than you expect. Allow for additional
handling costs, from filling out customs forms to collecting payment.
Especially when first going online, many companies ship only within the U.S.
to avoid such problems.

Back-office implications for international marketing might also affect your
budget and staffing. Consider the need to handle

v Customer and technical support in many time zones and languages
v Packaging and instructions in multiple languages
v Payments in different currencies

v Higher fraud rates on credit cards, especially from Eastern Europe,
Africa, and Russia

v~ Different legal requirements for privacy, intellectual property, and con-
sumer protection

If exporting directly seems daunting, explore such alternatives as international
distributors, strategic partnerships, or sales representatives, like Thunder
Scientific does at http://thunderscientific.com/contact_us/
international_sales_reps.html. You might also consider an alliance
with a U.S. company that is already selling in your target market.

Unless you already operate multinationally, open one international market at
a time, and sequence countries based on the size of the target market online
and difficulty of market penetration. Absorbing requirements, costs, and pro-
motional needs is much easier one country at a time. Without a doubt,
Canada is the easiest trading partner for small U.S. companies to start with.
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Figure 9-3:
Fisher-Price
makes it
obvious

that the
company
has multiple
international
sites.
|

Promoting your site internationally

After you've decided to market internationally, consider the level of promo-
tion needed to achieve your revenue targets. Changes to your Web marketing
plan range from the simple to the sophisticated.

Think global, but market local. Localization is the key for any successful inter-
national marketing effort, online or offline. A fully integrated approach involves
cultural as well as linguistic sensitivity, with awareness of local holidays,
events, traditions, foods, religion, and color significance. (See Chapter 4.)

Search online for companies that specialize in international online marketing,
translation services, and/or international SEO (search engine optimization). In
addition to localizing your site, you might need to make technical adjustments
to the HTML code for your site. The resource sites in Table 9-2 are a start.

At a minimum, do the first two items in the following list, and then as your
global needs expand, add more sophisticated activities:

v Indicate which countries you serve by using a map, drop-down list, flags,
graphics, or other languages as Fisher-Price does in Figure 9-3.

v Submit your site to country- and language-specific search engines, such
as those listed in Table 9-3.

‘& FisherPrice® Toys - International Web Sites - Mozilla Firefox (=[]
File Edit View Go Bookmarks Tools Help
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Canada Deutschland

Mexico
United States E spaiic
United States (Espahial)
Asia Pacific e
iialia

ralia

FISHER-PRICE PRIVACY POLICY | FISHER-PRICE LEGAL TERMS & CONDITIONS
@ 2008 Mattel, Inc. Al Fights Reserved
Use of this L 5. site sigrifies your scceptance of the temms and conditions of use
Customer Service = Help with Fisher-Price.com = E-mail Page o a Friend

Image of Fisher-Price website page used with permission of Fisher-Price, Inc., East Aurora, New York 14052, a
subsidiary of Mattel, Inc. Fisher-Price and the Fisher-Price logo are registered U.S. trademarks of Mattel, Inc.



2 ’4 Part llI: Exploring Online Marketing Basics

v Remove slang or colloquial phrases that nonnative English speakers
might not understand.

v Translate your home page into the target language of the country you
want to serve. Remember, there’s a difference between British and
American English.

v Completely translate your site into the target language(s) and customize
it for local needs, adding local contacts. This is less critical for B2B com-
panies, particularly technical ones, where English serves as the interna-
tional language of business.

v Conduct online and offline marketing campaigns in the target country
and/or target language. Google AdWords and many press release ser-
vices, for example, let you specify the countries in which you want your

material seen.

Table 9-3 Some International Search Engines

Name URL Country

Alta Vista www.altavista.com/ Directory of Alta Vista
web/res_country international engines

Ananzi www.ananzi.co.za South Africa

Apali! www.apali.com Spain

Arnoldlt.com www.arnoldit.com/ Directory of international
lists/intlsearch.asp search engines

Asia-Links www.asia-links.com Asia

China Search www . searchengineguide. Chinese search engine

Engines com/pages/Regional/ directory
Countries/China

Francité www.1i3d.qgc.ca France

Google www .google.com/ Directory of Google

International

language_tools?hl=en

international engines

Homer http://homer.ca/search/ Canadian search engine
canadian.htm directory

Mexico Global www .mexicoglobal.com Mexico

MOSHIx2 www .moshix2.net Japan (in English)

Phantis www.phantis.com Greece

Porto Express WWw . portoexpress.com/ Portugal

search.htm
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Name URL Country
Search Engine www . searchengine Directory of international
Colossus colossus.com search engines
Search NZ www.searchnz.co.nz New Zealand
Searchinglreland ~ www.searchingireland. Ireland

com
Search.ch www.search.ch Switzerland, Germany
Yahoo! world.yahoo.com Directory Yahoo!
International international engines
Zoek.nl www.search.nl Netherlands

Beware of free translation services, even those listed in Table 9-2. Automated
translation has significant limitations, so you want to try it out first with any
paragraph from your Web site. Translate from English into another language
and then translate back to English. This exercise is usually good for a laugh,
but also a reminder that there’s nothing like a skilled human translator to pre-
vent a linguistic faux pas. Even large companies err: Think about Chevy trying
to sell its Nova model automobile in Mexico — no va means doesn’t go in
Spanish.

< Some international search engines accept only sites that have registered

domains in that country. You can register a one-page site in another country

and link (not redirect) it to other pages on your English site.

Generating Leads with
an Affiliate Program

An affiliate program is an online referral system that offers a commission to
the source of the lead. When prospective customers click through on a link
or close a sale, the originating site receives a payment. While often used by
product companies, affiliate programs can be equally valuable for cross-
referrals among service providers. They can be a wonderful source of leads,
but they can also turn into one giant aggravation.

The grandmother of affiliate programs, Amazon.com Associates, is worth
reviewing as a model (http://affiliate-program.amazon.com/gp/
associlates/join). For information about other affiliate programs, see
some of the sites in Table 9-4.
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Table 9-4 Affiliate Program Resources
Name URL What You'll Find
About.com http://onlinebusiness. Affiliate information
about.com/od/affiliate
programs
AffiliateGuide www.affiliateguide.com Affiliate directory

Affiliate Programs
Directory

www.affiliate-programs-
directory.com

Affiliate directory

Affiliate
Programs.com

www.affiliateprograms.
com

Affiliate directory

Amazon http://affiliate-program. Amazon associate
amazon.com/gp/associates/ program
join

Commission www.cJ .com Affiliate hosting

Junction

eBay http://affiliates.ebay. Affiliate information
com/best-practices

HowStuffWorks http://money.howstuff Affiliate information

works.com/affiliate-
programl.htm

iDevDirect.com

www.idevdirect.com/index.
php

Affiliate software

Internet Retailer

www.internetretailer.com/
article.asp?i1d=16248

Affiliate marketing
survey

LinkShare www . linkshare.com/ Affiliate hosting
affiliates/offers.shtml

MyReferer www.myreferer.com Affiliate hosting

SimplytheBest http://simplythebest.net/ Affiliate information

affiliates/

Considering your options

Although this section focuses on using affiliates as a lead source, you can
affiliate with another site as well. For instance, authors might affiliate with
Amazon and/or Barnes & Noble to earn a commission on the sale of their
books, instead of selling them directly. A search engine mar