
Index
• A •
A/B testing, 229

About Us page, 130

above the fold, 73, 103

Absolute Nirvana site, 144, 145

abusive online behavior, 360

accessibility, 88–89

AcomaSkyCity.org site, 69, 307, 308

ACT!, 237

action

calls to, 91, 92, 382

defi ned, 66

2 clicks to, 92, 112

active voice, 74

affi liate programs. See also Web presence

affi liates communications, 261

affi liates, number of, 260, 261

Amazon.com Associates, 258

break-even point, 261

cost per transaction, 260

defi ned, 258

lead generation with, 258–263

managing, 263

options, 259–261

promoting, 261

resources, 259

starting, 261

AHAnews.com site, 206, 207

AIDA (attention, interest, desire, action), 

66–67, 73

Ajax, 374

Alt tags, 165, 173, 182

Amazon.com, 105, 106, 117

Amazon.com Associates, 258

ArtfulHome.com site, 261, 262–263

assembly storefronts, 121

assessment, Web site, 67–68

attention, interest, desire, action 

(AIDA), 66–67, 73

audience, 11

AustinTexas.org site, 45

automated content updates. See also 

updates, content

caution, 132

page counters, 134

sample sources, 133

scripts, 133

using, 132–134

autoresponders

timed, 222

uses, 221

avatars, 206

award sites

sample, 146

submitting to, 144–146

• B •
B&B/hotel templates, 52

B2B

decision makers, 351

e-mail newsletters, 235

guerrilla marketing, 193–194

price, 100

selling with online store, 99–101

social networks, 201

statistics, 99

testimonials/validations, 143

trade accounts, 100

B2C

e-mail newsletters, 235–236

online sales, 101

personal social networks for, 198

back offi ce problems, 388

banner advertising

agencies/networks, 303–304

cost, 297

cost estimation, 302–303

customer acquisition cost, 299

decisions, 302–308

defi ned, 297

direct response advertising, 297

exchange program, 302

Flash, 305

forms, 299
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banner advertising (continued)

integrated sponsorship, 309

multimedia, 307

newsletter sponsorships, 309

placement decision, 305

planning, 298

rate factors, 303

site sponsorship, 309

understanding, 298–302

banners

internal, 143

sizes, 301, 305–307

types, 305–307

Barnhill Bolt site, 112, 113, 114

bella of Cape Cod site, 242, 243

Ben & Jerry’s ice cream site, 70, 71

benchmarks

break-even point, 14–15

cost of customer acquisition, 14

key, 13

return on investment (ROI), 15

Bennington Potters site, 105, 107

best practices

customer-friendly/quality newsletter, 234

following, 366

legal obligation, 233–234

for marketing purposes and list 

growing, 23

bestsellers, 106

Better Business Bureau, 144

BetterPhoto.com site, 47

Bicycle Tutor site, 318, 319

bidding, 279–280

black-hat techniques, 173, 183

bloggers

characteristics, 194

link exchanges, 196

blogs

adoption rate, 195

as chameleon, 135

creative opportunities, 137

decision to use, 194–195

defi ned, 135

feedback, 137

hosting, 135

monitoring, 196

online buzz with, 194–197

options, 196–197

paid advertising, 196

resources, 195

selecting, 195–196

software sources, 136

blurbs

defi ned, 222

topics, 223

bookmarks, 13

bounce rate, 227

brain responses, 87

branding

function, 24

with logos and favicons, 70–72

with signature blocks, 220–221

break-even point

affi liate programs, 261

computing, 14–15

defi ned, 14

objectives and, 26

broadband availability, 373–374

brochureware, 23

BrowserHawk, 85

browser-use statistics, 86

bulk e-mail, 224–225

bullet lists, 74

business

goals, 19

problems, 19

safeguarding, 365–367

transformation, 26

business card sites, 23

business fundamentals

awareness, 9

conversion problem with, 350–351

reevaluating, 370

Business Plans Kit For Dummies, 2nd 

Edition (Peterson, Jaret, 

Findlay Schenck), 19

business plans, preparing, 18–19

business profi le questions, 19

business quotations, 133

business social networks, 201

business to business. See B2B

business to consumer. See B2C

buying

convenience and time, 99

needs, 29–30

online, love/hate, 126
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buzz

with blogs, 194–197

campaigns, 36

guerrilla marketing, 192–194

with inbound links, 211–218

with infl uencers, 203–204

marketing with, 191–218

with press releases, 206–210

with product placement, 204–206

with social networks, 197–203

• C •
calls to action

defi ned, 91

as imperative verbs, 91

rules, 92

using in text, 382

CAN-SPAM Act, 219, 228, 230, 237, 353

Carlisle Wide Plant Floors blog, 135, 136

CarolinaRustica.com site, 350, 351, 352

cascading style sheets (CSS), 163, 167

change. See also updates, content

paid online advertising, 313

rules, adjusting to, 374–376

unwillingness, 388

chat rooms

defi ned, 201

directories, 202

moderated, 203

posting in, 202

search for, 202

software, 141

check stands, 98

ChicagoCondosOnline.com site, 39

child-oriented sites, 365

Children’s Online Privacy Protection Act, 

353, 364

classifi ed advertising

growth, 310

results, evaluating, 312–313

sample sites, 310

writing, 310–312

click-through rate (CTR)

banner advertising, 297

clicks from unique users, 229

comparison, 306

creation software, 307

defi ned, 228, 274

e-mail newsletters, 225, 228–229

headline quality and, 229

rental lists, 240

total clicks, 229

ClickZ, 31, 124

CMSs. See content management systems

C/Net Download, 124

color meaning, 70

community builders

chat rooms, 141

guestbooks, 141

message boards, 140, 141–142

software sources, 141–142

community events, offl ine, 248–249

companion Web site, 6

competitors, 32, 65

concepts

branding, 70

creating, 69–72

defi ned, 67, 69

marketing communications principles 

and, 70

ConstantContact site, 231, 232

construction templates, 52

consumer product reviews, 108

content

defi ned, 67, 73

experts, 73

freshening, 129–134

updating, 80–83

content development

fonts, 76–77

marketing copy, 73–76

rich media, 79–80

storytelling with pictures, 77–78

content management systems (CMSs)

commercial, 82

developer, 82

open source, 82

resources, 82–83

content partners

defi ned, 274

generic sites, 273

using, 273

contests, 148
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conventions, this book, 2

conversion funnel, 92, 93

conversion rate

audience problem, 348–349

business fundamentals problem, 350–351

defi ned, 92, 275, 340

as most important statistic, 393

problems, diagnosing, 348–351

product fulfi llment needs and, 30

standard, 92

Web site problem, 349–350

cookies

defi ned, 363

notifi cation, 116

copyright

fi ling, 356

information display, 356

infringement, 356

notices, 355, 361

protection, 354–356

sample permission, 357

Copyright Act, 355

Copyscape, 356, 357

copywriting, 73–77

cost per action (CPA), 274

cost per click (CPC)

defi ned, 270, 274

model, 272

costs

banner advertising, 297

customer acquisition, 14

fi xed, 15

of goods, 14

overhead, 336

templates, 51

Web, estimating, 39

costs of sales, 15

coupons, 147

CPC. See cost per click

crawlers, 160

creative ego, 155

credit cards

processing, 112

real-time gateways, 114

real-time processing, 114

cross-sales, 105

CSS (cascading style sheets), 163, 167

CTR. See click-through rate

customer relationship management (CRM), 

98, 122

customer service, 23

customer support

guidelines, 115–116

response time, 115

customers

acquisition cost, 14

capturing with new technology, 315–332

communication with real people, 116

current, 11

ease of purchase, 110–117

feedback, 370–371

information, 371

mailing to, 237

as measure, 9

new, fi nding, 11

ratings, 153

reaching out to, 370–372

rewarding, 149

testimonials, 382

cybercrimes, 366

cyberinsurance, 366

• D •
date reminder services, 108

date/time updates, 133

decoration

creating, 89–91

defi ned, 67, 89

resources, 89–90

stylebook, 89

use of, 89

widgets, 90–91

deep linking, 362

deLaFlowers affi liate program, 259, 260

demographic segmentation, 28

dentist templates, 52

Design Firms, 55

designers. See also Web design

intuitive adjustments, 70

nonprofessional, 50

novice, 50

professional, 53–55

self-knowledge, 49

staff, 54

style guide, 246
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desire, 66

development timeline, 56

Digital Millennium Copyright Act, 376

Direct Marketing Association, 124

directories

audio, video, image, multimedia, 186–187

chat and message board, 202

free basic, 184–185

free business, 185–186

hierarchical, 174–175

PPC, 293

specialty, 183–187

disclaimers, 360

discounts, 147

distribution

e-mail newsletters, 231–233

press release, 208–210

Dogpile, 184

domain names

abandoning, 61

availability, 58

changing, 60–61

easy to read, 59

easy to remember, 59

easy to say, 59

easy to spell, 59

easy to type, 59

easy to understand, 59

fi nding, 58–61

good, elements of, 59–60

suggestion tool, 60

top-level domains (TLDs), 60

double opt-in process, 228

Dreamweaver templates, 51

drop-down searches, 111

dynamic pages, 165

• E •
eCommerce Times, 124

electronic bill presentation and payment 

(EBPP), 115

electronic privacy, 363

e-mail

bulk, 224–225

clients, 220

composition guidelines, 223–224

free techniques, 35

From line, 223–224

group, 224–225

Message line, 224

opt-in newsletters, 36

Subject line, 224

subscribers, renting, 239–241

tools, 220–223

e-mail lists

adding names to, 238–239

brokers, 239

insertion order, 241

keeping up-to-date, 238

rental houses, working with, 241–242

sources, 240

e-mail marketing

art of, 219–243

with autoresponders, 221–222

blurbs, 222–223

getting the most out of, 223–225

good, 219

with signature blocks, 220–221

e-mail newsletters

A/B testing, 229

addresses, keeping up-to-date, 238

B2B, 235

B2C, 235–236

best practices, 233–234

bounce rate, 227

CAN-SPAM requirements, 230

click-through rate (CTR), 225–226, 

228–229

creating, 225–236

distribution, 231–233

effectiveness, 229–231

effi cacy, improving, 226–229

frequency, 235–236

HTML versus text, 233

length of, 230

links, 231

list rental houses, working with, 241–242

names, collecting, 238–239

open benefi t, 230

open rate, 227–228, 230

paid advertising/sponsorship, 227

principles, 231

programs, 242
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e-mail newsletters (continued)

resources, 236

subscribers, 237–242

teaser lines, 231

template/hosting providers, 232–233

third-party template, 242

timing, 235–236

unsubscribe rate, 228

eMarketer, 159

enterprise resource planning (ERP), 122

esteem needs, 29

experts

content, 73

professional Web design, 53–54

external links, 217–218

• F •
Facebook, 198, 200

favicons, 72

feedback, customer, 370–371

File Transfer Protocol (FTP), 130

fi rst person, 74

fi xed costs, 15

Flash ads, 305

Florida Halfbacks site, 312

fonts, 76–77

footers

in CSS, 167

linkable, 167

main page links, 84

URL in, 381

four Ps, 17, 32–34

404 redirect, 61–62

frames, 165

franchisees, 100

fraud, reporting, 366–367

free

directories, 184–186

importance of, 93, 148

logos, 70

offers, 148

Web marketing, 381–384

freebies, 247–248

free-for-all sites, 216

Freelance Designers, 55

freshening content, 129–134

friends, telling, 383

funnel displays, 343, 348, 349

• G •
gadgets, 90–91

games

interactive, 154

product placement and, 204–205

on site, 148

geographic information system (GIS) 

technology, 327

geographic segmentation, 28

gift certifi cates, 108

gift registries, 107

gifts

recommendations, 107

sending, 108

goals

branding, 24

business, 19, 385

incorporating, 65

information, 23

innovation, 26

internal needs, 25

lead generation, 25

not setting, 385

objectives and, 26–27

revenue generation, 25

success, 42–45

summary of, 56

Web site, 22–26

going live, 250–251

Google

ad-writing tips, 282–283

automatic product feed, 292

dances, 174

electronic distribution, 292

free services and coupons, 383–384

keyword suggestion tool, 180, 181

optimizing for, 169–174

outbound links and, 217

print catalogs to, 384

reports, 286

resource links, 171–172

sandbox, dealing with, 170

search algorithm, 112

shopping site engine, 384

submission process, 162

users, 161

Google Account Snapshot, 285
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Google AdWords

AdSense partner, 290

Google Analytics integration, 347

Google Checkout symbol, 290

illustrated, 289

minimum bid, 288

options, 290

specifi cs, 288–290

Starter, 275

URLs, 290

Yahoo! Search Marketing versus, 277–278

Google Analytics. See also Web analytics

AdWords integration, 347

dashboard, 347

defi ned, 346

funnel display, 348, 349

learning, 352

upsides/downsides, 346–347

Google Checkout, 115

Google Groups, 384

Google PageRank

criteria, 174

defi ned, 171

equation, 173

for reciprocal links, 211

variations, 173

viewing, 172

Google Product Search, 292

Google Sitemaps, 168, 169

GreatGreenGoods.com site, 273, 274

gross margin, 14

group e-mail, 224–225

guerrilla marketing

aphorisms, 11

B2B, 193–194

defi ned, 192

effectiveness tracking, 193

niche, 193

principles, following, 28

resources, 194

success, keys to, 192–193

guestbooks, 141

• H •
Häagen Dazs viral marketing, 154, 155, 156

HatsintheBelfry site, 109, 110

headlines, 73

HelptheHoneyBees.com site, 154, 155, 156

hierarchical directories, 174–175

High Country Gardens site, 93, 94

hits, 338

home page

changing, 130

products/services paragraphs, 170

human factors, 87–88

• I •
icons in, this book, 5–6

images

encrypting, 357

protecting, 356–358

royalty-free arrangement, 358

sources for, 358

theft, 356

watermarking, 357

impulse buys, 107

inbound links. See also links

buzz with, 211–218

campaigns, 213–216

charge for, 211

details, 215

free, 211

HTML code, 215

hunting for, 213

“nice” versus “naughty,” 216

popularity, 212–213, 305

reciprocal, 211

request e-mail sample, 215

requests, 214

resources, 212

reviewing, 214

infl uencers, 203–204

inlining, 358

innovation techniques, 26

insertion order, 241

integrated sponsorship, 309

integrated storefronts, 121

intellectual property infringement, 376

interactive applications, 374

interactive games, 154

interest, 66

internal banners, 143
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internal needs, achieving, 25

international marketing

back-offi ce implications, 255

direct exports, 255

online, 252–258

promotion, 255–258

resources, 253–254

search engines, 256–257

selling, 253–255

SEO, 256

translation services, 256, 257

Internet.com, 31

Internet Retailer, 124

Internet Systems Consortium, 31

Internet World Stats, 252

inverted pyramid, 73

invisible text, 183

• J •
Jane Butel’s Cooking School 

site, 376, 377, 378

job segmentation, 28

• K •
keep it simple stupid (KISS), 80, 128

key performance indicators (KPI), 338

keyword density, 183

Keyword Effectiveness Index (KEI) rating, 

180

keyword meta tags, 178–179

keyword stuffi ng, 183

keywords

in clouds, 180

dropping, 280

fi nding, 179

placement, 178

selecting, 179–182

testing, 181

tools, 180–182

kid-safe zones, 364–365

kinesthetic experience, 87

KISS (keep it simple stupid) principle, 80, 128

Knol, 194

• L •
LambdaRail, 374

landing pages. See also pay per 

click (PPC) ads

defi ned, 275, 284

in Google ad ranking, 284

using, 284–285

launches, 58, 250–251

lawyer templates, 52

lead generation

as goal, 25

with mobile devices, 326–332

with podcasts, 323–326

with video and vlogs, 316–320

with Webcasts/Web conferences/

Webinars, 320–333

leads (content), writing, 73

leads (marketing)

acquisition cost, 14

counting, 27

generating, 92

legal issues

business security, 365–367

children and the Internet, 364–365

copyright protection, 354–356

design protection, 356–358

links, 362

litigation avoidance, 359–362

privacy policies, 360, 363

resource sites, 354

trademarks, 359

legal notices

disclaimers, 360

samples, 361

terms of use, 359–360

lifecycle segmentation, 28

Lifestyle Quadrant Analysis, 161

link exchanges, 216

link farms, 216

link popularity

defi ned, 212

evaluating, 212–213

reports, 188

links

campaigns, 383

deep, 362
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e-mail newsletter, 231

external, 217–218

footer, 84

guidelines, 362

inbound, 211–218

as internal motivators, 92

legal issues, 362

“naughty,” 216

navigation, 84

“nice,” 216

outbound, 217–218

reciprocal, 211

text, 75

verifi cation, 84, 391

list rental houses, 241–242

Living Well Coaching site, 23

localization, 255

logos

consistent appearance, 246

location, 72

pre-made, 70

logotype, 72

Long Tail, 11–12

The Long Tail: Why the Future of Business is 
Selling Less of More (Anderson), 12

look and feel, 65

loyalty programs. See also onsite 

marketing

examples, 148

as incentive, 149

popularity, 148–149

resources, 150

setting up, 149–150

• M •
magic pixels, 183

main menu of options, 84

malls, 121

marketing

communications, 70

four Ps, 17, 32–34

golden rule, 125

guerrilla, 11, 192–194

mix, rearranging, 10–12

MMS, 330

online business offl ine, 245–249

overall, online marketing as part of, 37–38

principles, 9–10

text message, 329

tone, 23

marketing effi cacy

calls to action, 91, 92

conversion funnel, 92, 93

defi ned, 67, 91

free word, 93

improving, 91–94

marketing tags, 31

MarketingProfs.com site, 125

MarketingSherpa, 31

MarketLive Performance Index, 276

markets

niche, 13

online, 30–31

segmentation, 28

target, 27–31, 56, 161

Maslow’s Triangle, 17, 29–30

meaningful events, 154

media pages, 131

Meet the Phlockers site, 139

menus, 84

merchandising

bestsellers, 106

consumer product reviews, 108

cross-sales, 105

date reminder services, 108

displaying, 103–104

gift certifi cates, 108

gift recommendations, 107

gift registries, 107

impulse buys, 107

option information, 104–105

personal recommendations, 106

product details, 109–110

promotion codes, 109

selection/pricing, 101–103

special/hot deals, 106

upsales, 105

wish lists, 108

message boards

defi ned, 201

directories, 202

posting on, 202

search for, 202

software, 140, 141–142
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Message Rule, 221

meta tag search engines. See also search 

engines

keyword selection, 179–182

meta tag use, 175–179

optimizing, 174–183

page optimization, 182–183

meta tags

clouds, 180

defi ned, 175

effective, 175

keyword, 178–179

page description, 176–178

title, 176

using, 175–179

MetaCrawler, 184

meta-indexes, 211

meta-indices, 184

Missouri Department of Natural Resources 

site, 131

MMS. See also text messaging

defi ned, 326

marketing with, 330

mobile devices, lead generation from, 

326–332

mobile Web sites, 330–331

moderated chat rooms, 203

Mommysavers.com site, 44

Mountain Springs Lake Resort site, 93–95

MSN

index technology, 183

optimizing for, 174–183

sitemaps, 169

submission process, 162

users, 161

multimedia. See rich media

multimedia banners, 307

multimedia messaging service. See MMS

musician templates, 53

MyPrincessCloset.com site, 332

MySpace site, 198, 199, 200, 360

• N •
natural (organic) searches, 160

navigation

in accessibility, 88–89

creating, 83–89

defi ned, 67

human factors in, 87–88

link verifi cation, 84

links, 84

loyalty program and, 150

principles, 83–84

secondary menus, 84, 94

usability issues, 84–86

words, 84

net neutrality, 375

NewMexicoCreates site, 176, 177

newsletter sponsorships, 309

niche marketing, 193

no-store-front selling, 120

• O •
objectives

goals and, 26–27

incorporating, 65

results, tracking, 27

setting, 26, 27

summary, 56

offl ine community events, 248–249

offl ine promotion, 35

Omnivos Therapeutics, 294, 295

one-offs, 102

one-stop storebuilders, 120

online advertising networks, 304

online advertising resources, 299–300

online business plans, 18

online classifi eds

in active voice and second person, 312

advertising with, 310–313

results, evaluating, 312–313

sample sites, 310–311

writing, 311–312

online communities

blogs, 135–137

communication styles, 134

community builders, 140–142

give-and-take exchange, 134

reality check, 135

social networking, 138–139

supporting, 134

time commitment, 134–135

wikis, 137–138

online escrow services, 366

online events, 251

online house parties, 243
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online marketing plan

competitors, 32

four Ps and, 32–34

information gathering, 34

marketing tag, 31

in overall marketing, 37–38

value proposition, 32

writing, 31–38

online markets, 30–31

online retailing resources, 124–125

online shopping, user love/hate, 126

online stores

add-ons, 98

B2B sales, 99–101

checkout stand, 98

components, 98–99

creating, 97–126

customer support, 115–116

do’s/don’ts, 125–126

four Ps, 99

marketing characteristics, 97–126

merchandising, 101–110

order fulfi llment, 117

order tracking, 98

payment options, 112–115

product catalog, 98

product search engine, 111–112

purchase ease, 110–118

reporting, 98

requirements, specifying, 119–125

shipping, 118–119

shopping cart, 98

2 clicks to action, 112

onsite marketing

awards, 144–146

coupons and discounts, 147

customer ratings, 153

freebies and fun, 146–148

freshening content, 129–134

games and contests, 148

loyalty programs, 148–151

product reviews, 152

in RFP, 129

self-promotion, 142–146

simplicity, 152

techniques, deciding on, 128–129

Tell a Friend option, 151–152

testimonials/validations, 143–144

viral, 153–156

Web 2.0 interactive techniques, 134–142

word of mouth, 151–153

onsite promotion, 35–36

onsite search engines, 84

Open Directory Project, 183

open rate. See also e-mail newsletters

defi ned, 227

increasing, 230

rental lists, 240

variables, 228

Opentracker site, 343, 344

order fulfi llment, 117

order tracking, 98

O-Reilly Media’s Market Faire press 

release, 208, 209

organization of this book, 3–5

orphan pages, 350

outbound links. See also links

defi ned, 217

evaluation, 218

opening in new window, 218

refusal, 218

Outdoor DIVAS site, 104

overhead costs, 336

• P •
packing slips, 117

page counters, 134

page description meta tags

defi ned, 176

illustrated, 176, 177

as marketing opportunity, 178

truncation, 177

page names

404 redirect, 61–62

301 redirect, 62

page views, 339

pages

About Us, 130

dynamic, 165

entry, 341

exit, 341

footers, 84

home, 130

landing, 275, 284–285
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pages (continued)

long, avoiding, 74

main menu of options, 84

media, 131

orphan, 350

product, 103, 131

for repair, 391

secondary, 69

splash, 80, 165–166

unreadable information by search 

engines, 165

What’s New, 131

paid inclusion, 275

paid online advertising, 36–37

agencies/networks, 303–304

banner types, sizes, position, 305–307

changes, 313

classifi eds, 310–313

cost estimation, 302–303

costs, 297

decisions, 302–307

forms, 300

locations for, 305

multimedia banners, 307

rate factors, 303

resources, 299–300

sponsorship, 308–310

paid searches, 160

pay per action (PPA), 260, 273, 275

pay per click (PPC)

bidding within budget, 279–280

budgets, 276, 279

campaigns, carrying out, 276–286

campaigns, planning, 275–276

comparing to other online advertising, 

272–273

defi ned, 275

programs, coordinating, 275

reports, 285–286

search engines and directories, 293

strategy, 271–276

terminology, 274–275

pay per click (PPC) ads

competition, 260

conventional advertising versus, 269

defi ned, 269

display, 271

for event advertising, 251

formula, 282

geographic limits, 280

headline, 283

illustrated, 270

landing pages, 284–285

marketing with, 269–295

offer, 284

placement-targeted, 275

search term selection, 280–282

spending on, 272

visitors from, 271

writing, 282–285

writing tips, 282

payment options

credit cards, 112–114

electronic bill presentation and payment 

(EBPP), 115

Google Checkout, 115

multiple, 112–115

PayPal, 115

prepaid deposits, 115

PayPal, 115

PC Magazine, 125

PDF fi les, 74

personal social networks, 198–201

pets & vets templates, 53

Pew Internet & American Life, 31, 125, 126

photographer templates, 53

photos

cropping, 77

digital doctoring, 78

download time, 77

immediacy and impact, 77

in storytelling, 77–78

tips for using, 77–78

physiological needs, 29

placement

in four Ps, 33–34, 99

online store, 99

product, 204–206

targeted ads, 275

planning

banner advertising, 298

not engaging in, 386

PPC campaign, 275–276

for Web marketing, 17–39

Webinars/Web conferences, 323

podcasting, 324
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podcasts

audio quality, 325

creating, 325

defi ned, 323

functioning of, 324–325

lead generation with, 323–326

projections, 323

promotion, 326

resources, 324–325

results, best, 325–326

point-of-sale (POS)

software, 120

systems, 114, 122

PPA (pay per action), 260, 273, 275

PPC. See pay per click; pay 

per click (PPC) ads

Practical eCommerce, 125

prepaid deposits, 115

press releases

audience, 207

buzz with, 206–210

distributing, 208–210

search engines and, 206

writing, 208

price

B2B, 100

in four Ps, 33, 99

online store, 99

pricing

products, 102–103

reviewing, 370

privacy

ensuring, 116

policies, 360, 363

rights, 376

product catalogs

defi ned, 98

item selection for, 101–102

product placement

buzz with, 204–206

online game sites, 204–205

virtual worlds, 206

product reviews, 108, 152–153

production tracking, 117

products

above the fold, 103

detail pages, 103

details, 109–110

displaying, 103–104

featuring, 103

in four Ps, 32–33

names and descriptions, 105

one-offs, 102

online store, 99

option information, 104–105

pricing, 102–103

search engines, 111–112

selecting, 101

sorting, 103

stock keeping unit (SKU) numbers, 104

professional Web design. See also 

Web design

developer expectations, 58

expertise decision, 53–54

providers, fi nding, 54–55

references, 55

sample directories, 55

services, 53–55

staff, 54

promotion

affi liate programs, 261

in four Ps, 34, 99

international, 255–258

offl ine, 35, 245–249

offl ine community events, 248–249

online (buzz campaigns), 36

online events, 251

online store, 99

onsite, 35–36

podcast, 326

self, 142–146

site launch, 250–251

URL, 246–248

URL, offl ine advertising, 249

promotion codes, 109

promotional items, 247–248

psychographic segmentation, 28

• R •
ranking, search engine. See also Google 

PageRank; search engines

checking, 188

content updates for, 188

maintaining, 187–189

resubmission and, 188–189
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reader assumptions, this book, 3

real estate templates, 53

Real Simple Syndication (RSS)

advertising options, 309

defi ned, 263

feeds, 133, 188, 210

for frequently changing content sites, 265

functioning of, 263–264

reader software, 264

resources, 264

in sales prospect development, 265–266

steps, 263

when to use, 265

real-time card processing, 114

real-time gateways, 114

reciprocal links, 211

recommendations

gift, 107

personal, 106

redirects

with domain name companies, 61–62, 401,

search engines and, 62, 301

URLs, 193

referrers, 339

refund policies, 116

registration sites, 58

renaming sites, 60–61

rental lists

click-through rate, 240

house, working with, 241–242

objectives, 241

open rate, 240

repeat visitors, 127–156

reporting, 98

reports

PPC, 285–286

sales, 345–346

traffi c, 285

Request for Proposal (RFP)

development timeline, 56

elements, 56

index and, 47

negotiated modifi cations, 56

onsite marketing in, 129

sample, 57

writing, 56–58

research, online market, 30–31

resellers, 100

resources

affi liate programs, 259

blogs, 195

content management systems, 82–83

electronic privacy, 363

e-mail newsletters, 236

Google, 171–172

guerrilla marketing, 194

inbound links, 212

legal, 354

loyalty programs, 150

online advertising, 299–300

online retail, 124–125

podcasts, 324–325

RSS, 264

search engine, 164–165

text messaging, 329

viral marketing, 153–154

Web analytics, 337

Web design, 89–90

Web usability, 88

Web writing, 75

Webcast/Webinar, 322

wireless marketing, 331

restaurant templates, 53

return policies, 116

return-on-investment (ROI)

defi ned, 15, 275

expression, 15

objectives and, 26

online communities and, 134

revenue generation, 25

reviews

design, 390–391

site, 203–204, 370

statistics, 391

rewards. See loyalty programs

rich media

defi ned, 79

KISS principle, 80

original versus added, 80

use considerations, 79–80

visitor control, 80

visitor viewing choice, 80

robots (bots), 160

RSS. See Real Simple Syndication

run of site (ROS), 305

29_371817-bindex.indd   40829_371817-bindex.indd   408 11/5/08   10:28:09 PM11/5/08   10:28:09 PM



409409 Index

• S •
safety needs, 29

sales

B2C, 101

costs of, 15

cross, 105

optimizing for, 393–394

prospect development with RSS, 265–266

reports, 345–346

upsales, 105

sales statistics

graphic display, 346

interpreting, 344–346

software, 344

types of, 345

sales tax policies, 375

Santa Cruz River Band, 86

satellite access, 374

SBA (Small Business Administration), 18

scripts, 133

search engine marketing (SEM), 160

search engine optimization (SEO)

campaigns, 277

companies, 174, 216

defi ned, 160

international, 256

Web developer help, 182

search engines. See also specifi c 
search engines

international, 256–257

jargon, 160

onsite, 84

optimizing text for, 94

PPC, 293

press releases and, 206

product, 111–112

ranking, maintaining, 187–189

redirects and, 62

resources, 164–165

resubmitting site to, 188–189

shopping, 291–292

specialty, 183–184

statistics, 340

submissions, 36, 382

unreadable information by, 165

use statistics, 162–163

users, 160–161

search partners, 275

search terms, PPC ad, 280–282

search-engine-friendly sites

building, 163–169

footers, 167

not building, 386–387

site index, 167–168

sitemaps, 168–169

structure, 163–166

URLs, 166–167

searches

drop-down, 111

natural (organic), 160

paid, 160

product, 111–112

second person, 74, 75

security, ensuring, 116

self-actualization, 30

self-promotion. See also promotion

internal banners, 143

using, 142–146

selling internationally, 253–255

SEM (search engine marketing), 160

SEO. See search engine optimization

SERRV International site, 107, 108

server-side include (SSI), 133

shipping

charges, 118

confi rmation, 117

cost, burying, 118

cost, user estimation, 119

labels, 117

policies, communicating, 119

Shop.org, 125

Shopping Cart Index, 125

shopping carts

abandonment rate, 118

defi ned, 98

shopping search engines, 291–292

short messaging service. See SMS

signature blocks, 220–221

site indexes

creating, 46–49

draft, 56

linkable, 84

loyalty program and, 150
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site indexes (continued)

organizing, 46

as planning tool, 47

preliminary, 46

sample, 48

search-engine-friendly, 167–168

site sponsorship, 309

sitemaps

benefi ts, 84

defi ned, 168

generators, 169

search-engine-friendly, 168–169

six degrees of separation, 201

SKU. See stock keeping unit (SKU) numbers

Small Business Administration (SBA), 18

Small Business Development Centers, 14

Smithsonian Folkways site, 122

SMS. See also text messaging

coupons, 328

defi ned, 326

resources, 329

for sales messages, 328

SoaringColorado.com site, 78

social needs, 29

social networks, 138–139

business, 201

buzz with, 197–203

chat rooms, 20–22

cycle of acceptance, 201

as ice-breaker application, 139

linking to, 139

message boards, 201–202

participant interaction, 197

personal, 198–201

resources, 197–198

software sources, 142

software

blog, 136

chat room, 141

group e-mail, 225

guestbook, 141

message board, 140, 141–142

social network, 142

statistical, 335, 337, 342

survey/poll, 142

wiki, 138

Soonr, 70, 71

sorting products, 103

Southwestern College site index, 167, 168

spam, 219

specialty segmentation, 28

specialty storebuilders, 121

spiders, 160

splash pages

defi ned, 165

naming, 166

rich media and, 80

search engine ranking and, 165–166

sponsorships, 308–310

Starting an Online Business For Dummies, 

5th Edition (Holden), 19, 97

statistics. See also Web analytics

absolute values, 341

B2B, 99

browsers and OS, 340

browser-use, 86

conversion rate, 340

countries, 341

day of week, 340

displays, 343

entry pages, 341

exit pages, 341

free packages, 337

to fret over, 338–340

hosts or sites, 341

ignoring, 388

for leads, sales, conversions, 393

length of visit, 340

most critical, 335

page, 393

page views, 339

page views per visit, 339

paid packages, 342

referrers, 339

sales, 344–346

to scan casually, 340–342

search engines, 340

search strings, 341

software, 335, 337, 342

special needs, 342–344

store, 337

time of day, 340

traffi c, 27, 338–341, 390

unique visitors, 338

URLs viewed, 339

visits, 338
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stickiness

defi ned, 42

example, 44–45

opportunities, 44

time, 43

trail, 43

stock keeping unit (SKU) numbers, 104

stock tickers, 133

store statistics, 337

storebuilders

one-stop, 120

specialty, 121

Storefront Checklist, 119

storefronts. See also online stores

assembly, 121

custom e-commerce solutions, 121

do’s and don’ts, 125–126

enterprise e-commerce solutions, 122

integrated, 121

no-store-front selling, 120

one-stop storebuilders, 120

options, 122–123

requirements, specifying, 119–125

specialty storebuilders, 121

types, selecting, 120–122

style guides, 246

stylebooks, 89

sub-menu navigation, 94

success

bottom line, 370

online, planning for, 39

SEO for, 187

Web design, 41

success goals

reasons to return, 45

stickiness, 42–45

visitor attention, 42

surveys/polls, 142

• T •
Tails Pet Magazine alert page, 71, 170

target audience

profi ling, 11

rich media and, 79

site appeal for, 42

target markets

defi ning, 27–31

search engine usage, 161

summary, 56

technology

new, adapting to, 373–374

types, 315

using, 316

video and vlogs, 316–320

Tell a Friend. See also onsite marketing

defi ned, 151

scripts, 151–152

simplicity, 152

templates

analogy, 51

benefi ts, 51

cost, 51

customizability, 51

selecting, 51

sites, 52–53

skills, 51

using, 50–53

Web design program, 51

terms of use, 359–360

testimonials, 143–144, 382

text

invisible, 183

links, 75

optimizing for search engines, 94

proofreading, 75

queries, 327

reverse-out, avoiding, 77

spelling and grammar, 75

text messaging

campaigns, initiating, 328–329

marketing, 329

MMS, 326

resources, 329

searching and, 327

SMS, 326

There.com site, 364, 365

third person, 74

301 redirect, 62

Thunder Scientifi c site, 89, 91

Tijuana Flats restaurant site, 80, 81

tired sites

design review, 390–391

optimizing for sales, 393–394

page statistics, 392

problem diagnosis, 389–390
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tired sites (continued)

problems outside of site, 394

site operation, 391

statistics for leads, sales, conversions, 

393

traffi c-building techniques, 392–393

traffi c statistics, 390

title meta tags, 77, 176

Top Ten REVIEWS, 125

top-level domains (TLDs), 60

trade accounts, 100

trademarks, 359

traffi c-building techniques, 392–393

traffi c statistics, 27, 338–341, 390

transformation, business, 26

translation services, 256, 257

Tres Mariposas site, 187, 189

trust, building, 116

TRUSTe, 144

2 clicks to action, 92, 112

• U •
underestimation mistake, 386

United States Patent and Trademark Offi ce 

(USPTO), 359

University of New Mexico site, 82, 83

unsubscribe rate, 228

updates, content

automatic, 132–134

changing headlines, 132

with content management systems 

(CMSs), 82–83

ideas, 132

importance, 81

methods, 80–83

no practicing, 387

responsibility for, 130

schedule, 129–130

in search engine ranking, 188

upsales, 105

URLs

in e-mail signature block, 382

in offl ine advertising, 249

on promotional items, 247–248

redirect, 193

as search box, 170

search-engine friendly, 166–167

on stationary/packaging, 381

unfriendly, 167

unusable, 166

using on everything, 246–247

viewed, 339

usability

navigation and, 84–86

resources, 88

use differentiation, 375

USPTO (United States Patent and 

Trademark Offi ce), 359

• V •
validations, 143–144

value propositions, 32, 370

vertical industry segmentation, 28

video

audience, tapping into, 317

considerations, 317–320

generating leads with, 316–320

posting, 320

resources, 318

viral marketing

creative ego, 154

at cutting edge, 153

defi ned, 153

e-mail messages, 154

imagination and creativity, 156

interactive games, 154

resources, 153–154

something with meaning, 154

successful, 156

virtual worlds, 206

visitors

attention, catching, 42

benefi ts to, 46

guiding with AIDA, 66–67

interest, gearing sites for, 46

reasons to return, 45

repeat, 127–156

rich media and, 80

stickiness, 42–45

unique, 338
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Visitorville.com site, 343

visits, 338

vlogs

defi ned, 316

resources, 318

• W •
warranties

communicating, 116

information, 360–361

weather updates, 133

Web 2.0 interactive techniques

blogs, 135–137

community builders, 140–142

social networking, 138–139

wikis, 137–138

Web alliances, 216

Web analytics. See also statistics

conversion rate diagnostics, 348–351

defi ned, 335

funnel displays, 343, 348, 349

with Google Analytics, 346–347

information resources, 337

interpretations, 344–346

key performance indicators (KPI), 338

measurement parameters, 338–344

Web Analytics For Dummies 

(Sostre and LeClaire), 347

Web conferences, 321

Web design

back-and-forth interaction during, 58

designer decision, 49–55

human factors and, 87–88

professional services, 53–55

with professionally designed template, 

50–53

resources, 88, 89–90

reviewing, 390–391

self-knowledge and, 49

success criteria, 41

Web Design Directory, 55

Web Design For Dummies, 2nd Edition 

(Lopuck), 47

Web Designers-Directory, 55

Web marketing

buzz campaigns, 191–218

common mistakes, 385–388

cost, 13

criteria, 12

decisions, 17

e-mail, 219–243

essentials, 12–13

free, 381–384

international, 252–258

methods, 35–37

onsite, 127–156

with paid online advertising, 297–313

as part of overall marketing, 37–38

with pay per click (PPC) ads, 269–295

planning for, 17–39

Web Marketing Methods Checklist

Free E-Mail Techniques, 35

illustrated, 35–37

Offl ine Promotion, 35

Online Promotion, 36

Onsite Promotion, 35–36

Opt-in E-Mail Newsletters, 36

Paid Online Advertising, 36–37

Search Engine Submissions, 36

Web Marketing Spreadsheet, 38

Web Marketing Today, 31

Web presence

affi liate programs, 258–263

expanding, 245–266

freebies, 247–248

going live, 250–251

logo, 246

maintaining, 369–378

offl ine community events, 248–249

online events, 251

promotional items, 247–248

URL, 246–247

URL in offl ine advertising, 249

URL on promotional items, 247–248

Web Site Assessment Form, 67–68

Web Site Planning Form

Business Profi le section, 20

downloading, 20

Financial Profi le section, 21, 26

illustrated, 20–22

Marketing Profi le section, 22, 27, 31–32

Sample Objectives section, 21

Web Site Goals section, 21, 23
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Web site production

concept, 69–72

content development, 73–83

decoration, 89–91

marketing effi cacy, 91–95

navigation, 83–89

structure, 66–68

Web sites

activity tracking, 336–337

arrival methods, 159

assessing, 67–68

business card, 23

conversion problem, 349–350

domain names, 58–61

goals, 22–26

look and feel, 65

mobile, 330–331

objectives, 26–27

renaming, 60–61

tagging, 13

this book, 6

tired, 389–394

Webalizer, 338, 339

Webby Awards, 144, 146

Webcasts

defi ned, 321

planning, 323

resources, 322

Webdesign Finders, 55

Webinars

defi ned, 321

planning, 323

resources, 322

WebTracer, 343

What’s New pages, 131

widgets, 90–91

WIIFM (What’s in it for me?), 387

wikis, 137–138

wireless devices, 374

wireless marketing, 330–331

wish lists, 108

Women Employed newsletter, 225, 226

word-of-Web methods, 192, 193

Wordtracker, 180–181, 281

WorldFolkArt.org site, 226, 227

Wrapables.com site, 150, 151

writing

above the fold, 73

in active voice, 74

brevity, 74

effective copy, 73–77

headlines, 73

informal, 74

leads, 73

principles, 75

resources, 75

second person emphasis, 74

with text links, 75

• X •
Xemion, 55

• Y •
Yahoo!

ad-writing tips, 282–283

Directory, 286

free services and coupons, 383–384

Groups, 384

history, 175

keyword suggestions, 281

Local, 287

optimizing for, 174–183

PPC ads, 270

Product Submit, 287

Search Submit, 286

sitemaps, 169

Sponsor Listing, 287

submission process, 162

traffi c estimation, 279

Travel Submit, 287

users, 161

Yahoo! Search Marketing

Google AdWords versus, 277–278

specifi cs, 286–288

URLs for, 287–288

• Z •
Zoom, 112

Zopa, 84, 85
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