


• B •
back office problems, 366
banner advertising

agency, using, 287–288
cost of, 286–287
evaluating results of, 291
multimedia, 292–293
overview of, 281, 282–286
placement of, 288–289
type, size, and position of, 289–291
using, 286

banner exchange program, 286
banner, internal, 137–138
BannerCo-Op.com Web site, 286
benchmarks

break-even point, 14
cost of customer acquisition, 13–14
list of, 13
return on investment, 15

benefits of site, selling to visitor, 59–60
best practices

following, 347
for newsletter, 192–193

BestConnectionJewelry.com Web site, 83
bestsellers, 100
Better Business Bureau, 109, 139, 347
Bizrate.com Web site, 140
black-hat techniques, 244
blog

banner advertising, 292, 293
for building online community, 132–134
for marketing, 156–159

blurb, packaged, 180–181
bookmarking site, 12
bookmarking software, 136
BossTin Web site, 43, 44
bounce rate, 186
branding

company or product, 24
with logos and favicons, 68, 70

break-even point, computing, 14
brevity, 72
broadband access, 297, 298, 353
brochureware, 23
browser identification, 324–325
BrowserHawk software, 82
browser-use statistics, 82–83
B2B (business-to-business)

definition of, 19
frequency of newsletter from, 194
guerrilla marketing, 153–154

selling, with online store, 93–94
social networks, 161
Web education methods, 304, 305

B2C (business-to-consumer)
definition of, 19
frequency of newsletter from, 194
Webcast, 304–305

budget, 364
bulk e-mail, sending, 183–184
bullet list, 72
bulletin board, 130–131
Burger King Subservient Chicken Web site, 

146, 147
business card sites, 23
business fundamentals

conversion rate, 332–333
importance of, 9
reviewing, 349–350

business news sites, 352
business plan, preparing, 17–19
Business Plans Kit For Dummies, 2nd Edition

(Peterson, Jaret, and Schenck), 18
business profile, preparing, 19
business social network, 161
business-to-business. See B2B
business-to-customer. See B2C
buyer, 120, 184. See also converting shopper 

to buyer

• C •
call to action

conversion rate, 88–89
description of, 87
in pay per click ad, 269
using in text, 360

campaign, marketing
banner advertising, 291
criteria for, 12
inbound link, 168–176, 361, 365–366
pay per click advertising, 259–261
text messaging, 312–313

Canada, 212
CAN-SPAM Act

newsletter, 188
preexisting business relationship, 196
unsubscribe option, 187
Web site, 177

catalog, product, 92, 96
Catster.com Web site, 135
cell phone, unsolicited text messaging to, 312
change, importance of, 366
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channel cannibalization, 32, 94
chat room

for building online community, 130–132, 146
children, 345
for marketing, 154–156
netiquette for, 156

check stand, 92
Checker Auto Parts Web site, 68, 69
checking

references, 46
spelling and grammar, 72–73

CheetahMail Web site, 70
Cherry Moon Farms Web site, 89
Children’s Online Privacy Protection Act,

344–345
clickstream tracking, 327
click-through rate (CTR), 184, 187–188, 260
Click-to-Call (Google), 275
ClickZ Web site, 29
cloaked page, 236
CMS (content management system), 79–80
c|Net Web site, 351
collecting new name for e-mail address list,

197–198
Collectors Guide Web site, 81–82
color meaning, 68
communication

with customer, 108–109
about shipping policies, 112
styles of, in online community, 129–130

community, building online
blogs and wikis, 132–134
commitment to, 129
communication styles, 129–130
guestbooks, 135
message boards and chat rooms, 130–132
overview of, 128–129
social networking, 135–136
software, 136–137
Terms of Use agreement, 342

community event, participating in, 206–207
company, branding, 24
competitor

keeping up with, 353
naming, 30

concept
branding with logos and favicons, 68, 70
creating, 67
definition of, 65
marketing communications principles,

applying to design, 67–68
ConstantContact.com Web site, 143, 190, 191

content. See also updating content
copyright, 338
definition of, 65
developing, 70–71
font, choosing, 74
marketing copy, writing, 71–74
picture, telling story with, 74–76
rich media, using, 76–78

content ad partner, 258–259
content management system (CMS), 79–80
contest, 143, 300
contract, signing with professional, 336
conversion rate

definition of, 260
diagnosing problems with, 331–333
increasing, 33
tracking, 88, 324

conversion tracking, 265
converting shopper to buyer

fulfilling order, 110–111
payment options, offering, 107–108
product search engine, 104–105
supporting customers, 108–110
2 clicks to buy, 105–106

cookie, 109–110
copy, writing, 71–74
copyright protection, 336–339
cost

of banner advertising, 286–287
of customer acquisition, 13–14
of development and promotion, 364
of goods, 14
of sales, 14
tracking, 319

cost per click. See pay per click (PPC) ad
cost per thousand impressions (CPM)

banner ads, 257, 286–287
definition of, 260
Google AdSense program, 275

country statistics, 325
coupon, 142
crawler, 226
credit card transaction, processing, 107
crime, reporting, 347
criteria for campaign, 12
cross-sales, 99
CTR (click-through rate), 184, 187–188, 260
custom e-commerce solution, 114
custom 404 redirect, 55
customer. See also converting shopper to buyer

feedback from, 350–352
finding new, 11
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customer (continued)
focusing on, 9, 365
rating from, 140
reaching online, 10
retaining, 219
supporting, 108–110
testimonial from, 138–139, 360

customer service, providing through
information, 23

cyberinsurance, 347
CyberSource Web site, 347

• D •
DalmoWorks Web site, 223
data card, 200
data transmission speed, 353–354
date reminder service, 101
day of week of visit statistic, 324
decoration

definition of, 65, 85
stylebook for, 86

deep linking, 343
defining target market, 27–29
del.icio.us Web site, 12
demographic segmentation, 28
demographics

of buyers, 120, 184
of podcast audience, 308
for rich media use, 353
of RSS audience, 303
of vlog viewers/producers, 299
of wireless subscribers, 311

design. See also content; navigation
branding with logos and favicons, 68, 70
concept, creating, 67
marketing communications principles,

applying to, 67–68
reviewing, 368–369
Web site resources for, 87

designer/developer
banner ad, 283
deciding on, 41–42
nonprofessional, 42
professional, 45–47
RFP, 64
selecting, 113
techniques for onsite marketing, 123
working with, 51

desire, creating, 64
developer. See designer/developer
development timeline, establishing, 51
diagnosing problem with site, 331–333, 367–368

direct marketing techniques, 64–65
direct response banner, 281
directory

affiliate, 218
blog, 157–158
chat and message board, 154–155
hierarchical, 236
specialty, submitting site to, 246–250

disclaimer language, 128, 143, 340–342
discount, 142
discussion board, 130–131
displaying

internal banners, 137–138
products, 97

distributing
newsletter, 190–192, 362
press release, 166–167
promotional items, 206

distribution channel, 32
dmoz search engine

description of, 224–225
optimizing site for, 244–246

domain name
changing, 54–55
choosing, 53–54
description of, 36, 53
marketing, 203–205, 207, 359
registering in other country, 215
trademark, 340

double opt-in process, 187
download time, reducing for photos, 75
dynamic page, 227

• E •
Eastern Leaf Web site, 100
EatRight.org Web site, 166
econsumer.gov Web site, 347
education methods, 304–307
80/20 rule, 180
Electronic Banking Systems EFT, 108
electronic bill presentation and payment

(EBPP), 108
e-mail

bulk or group, sending, 183–184
From line, 182
requesting link, 174
Subject line, 182
test of, 182–183

e-mail address
of author, 6
lists of, for newsletter, 196–197
lists of, sources for, 198–199
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e-mail marketing
autoresponders, 179–180
overview of, 177
packaged blurbs, 180–181
signature blocks, 178

e-mail newsletter
best practices for, 192–193
click-through rate, 184
creating effective, 188–190
distributing, 190–192, 362
finding subscribers for, 195–201
HTML versus text, 192
improving efficacy of, 185–188
timing and frequency of, 193–195

e-mail template/hosting solutions, 191
e-mail-only viral marketing, 145
endorsement, 138–139
enhancing revenue with upsales and impulse

buys, 99–102
enterprise e-commerce solution, 114
entry page, 77, 325
Epinions.com Web site, 351
ePublicEye safe shopping service, 109
eROI e-mail provider, 193–194
error message, 404 Page Not Found, 55–56
Escrow.com Web site, 347
esteem, need for, 33, 35
evaluating

banner advertising campaign, 291
link popularity, 169–171, 251, 288
pay per click ad campaign, 269–271
statistics, 325
text messaging campaign, 313

event
community, participating in, 206–207
online, producing, 209

exit page, 325
ExOfficio Web site, 97–98
expandable ad, 286
ExperienceWashington.com Web site, 75, 76
external link protocol, 174–176
eZpZemail.com Web site, 217

• F •
fair use, 338
Fairytale Weddings Web site, 68, 69, 238
FAQ (Frequently Asked Question) format, 71
favicon, branding with, 70
featured product, 97
federal government images, 338
feedback from customer, 350–352
Feedster network, 292

filing
copyright, 338
trademark, 340

financials, 319–320
finding

designer, 46–47
Google-qualified inbound links, 235–236
new customers, 11
subscribers for newsletter, 195–201
video producer, 301

FindLaw Web site, 343
FindLegalForms.com Web site, 341
first person, use of, 72
Fisher-Price Web site, 213
fixed cost, 14
Flash media, 77–78
font, choosing, 74
footer, 229
forms

downloading full-page versions of, 17
Web Marketing Methods Checklist, 37–39
Web Marketing Spreadsheet, 40
Web Site Assessment Form, 66
Web Site Planning Form, 19–22, 26, 27, 29–30

forum, 130–131
forwarding e-mail address, 153
forwarding e-mail newsletter, 193
404 Page Not Found error message, 55–56
frame, 176, 227
fraud

reducing, 348
reporting, 347

free, as call to action, 90
freebies, incorporating, 141–143
free-for-all site, 173
Freelance Designers Web site, 47
frequency of newsletter, 193–195
Frequently Asked Question (FAQ) format, 71
From line

of e-mail message, 182
of newsletter, 189

Froogle.Google.com Web site, 277, 361
fulfilling order, 110–111
fun

having, 356
incorporating into site, 141–143

funnel display, 327

• G •
game, 143, 146
Gardener’s Supply Company Web site, 73
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generating
leads, 24–25, 89
revenue through sales and advertising, 25

geographic segmentation, 28
gift certificate, 101
gift recommendation, 101
gift registry, 101
Gila Wilderness Ventures Web site, 57
goals, setting

achieving internal needs, 25
branding company or product, 24
for business, 19–22, 363
generating leads or qualifying prospects,

24–25
generating revenue, 25
providing customer service through

information, 23
transforming business, 25–26
for Web site, 22–23, 56–58

goals, specifying objectives for, 26–27
going live, 51, 208–209
golden rule of marketing, 119
Goodmail, 355
Google AdWords

comparison charts, 261
country, specifying, 214
Keyword Tool, 267
Quality Score, 272–273
sandbox, 232
Starter version, 260
summary report, 270
template, 268
using, 272–275
Yahoo! Search Marketing compared to,

262–263
Google Checkout, 107
Google search engine

AdSense program, 258, 259, 275
banner advertising, 285
brand network, 225
finding qualified inbound links, 235–236
free local listings, 361–362
Froogle.Google.com Web site, 277, 361
improving PageRank, 233–235
optimizing site for, 231–236
as primary, 224, 360
sandbox, dealing with, 231–232
search algorithm, 105, 236
Sitemaps, 230
toolbar, 234

grammar, checking, 72–73
graphic designer. See designer/developer
gross margin, 14

group e-mail, sending, 183–184
Guaranteed Fit Tango Shoes loyalty 

program, 220
guerrilla marketing

B2B, 153–154
description of, 152
keys to success, 152–153
market segmentation, 28
niche, targeting, 153

guestbook, 135, 136–137

• H •
Hacienda Nicholas Web site, 139
Harris Interactive report, 29
headline

keyword in, 243
newsletter, 189
pay per click ad, 268
for updated content, 125–126
writing, 71

Healthcare Intelligence Network Web site, 294
HeartSmartOnline.com Web site, 174, 175
hierarchical directory, 236
hierarchy of needs, 32–33, 35
hit rate, 322
host statistics, 325
Hot Deal category, 101
Hotscripts.com Web site, 140
house ad, 287
hover text, 228
HTML newsletter, 192
hype and technology, 298

• I •
ifixipodsfast.com Web site, 299–300
image, sources for, 338, 339
immersive advertising, 58
implementing

inbound link campaign, 171–173, 361
pay per click plan, 261–263
text messaging campaign, 312

impressions, 36, 255, 258
impulse buy, 100
inbound link campaign

description of, 168
implementing, 171–173, 361
importance of, 365–366
link popularity, evaluating, 169–171
nice versus naughty links, 173–174
protocol for, 174–176
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inbound link, Google-qualified, finding, 235–236
Individualized RSS (IRSS), 302, 304
industry statistics, 329
influencer site, 162–164
informal tone, 72
informing users of product options, 97–98
Inkspress Web site, 332, 333
inlining, 338
Inovium Electronic Funds, 108
insertion order, 200
integrated sponsorship, 293
integrated storefront, 114
interactive application, 354
interactive game, 146
interests of visitor, gearing site to, 59–60, 64
internal banner, displaying, 137–138
internal needs, achieving, 25
international marketing

domain name, 54
researching, 210–212
resources for, 211–212
site promotion, 213–215

Internet Crime Complaint Center, 347
Internet Fraud Watch Web site, 347
Internet, high-speed connection to, 2
Internet Systems Consortium Web site, 29
internet.com Web site, 29
interstitial ad, 286
inverted pyramid, 71
invisible text, 244
IRSS (Individualized RSS), 302, 304
istockphoto.com Web site, 75

• J •
Jack-Tar newsletter, 200–201
JellyBelly.com Web site, 95
job segmentation, 28
JohnnyCupcakes.com alert page, 232
Jones Soda Web site, 350–351
JPG format, 75

• K •
KEI (Keyword Effectiveness Index) rating, 242, 243
Keith Haring Foundation, 345, 346
key performance indicator (KPI), 322
keyword, choosing, 241–243
keyword density or keyword ratio, 244
Keyword Effectiveness Index (KEI) rating, 

242, 243
keyword meta tag, 239–240

keyword stuffing, 244
kid-safe zone, establishing, 344–346
KISS maxim, 122
KPI (key performance indicator), 322

• L •
La Casita Bed & Breakfast Web site, 295
landing page, 260, 269
launching site, 51, 208–209
Lawrence.com Web site, 58–59
Lawyers.com Web site, 209
lead (customer)

cost of acquiring, 13
generating, 24–25, 89

lead, writing, 71
legal issues

CAN-SPAM Act, 177, 187, 188, 196
copyright protection, 336–339
disclaimer language, 128, 143, 340–342
hyperlinks, 342–343
kid-safe zones, 344–346
overview of, 335
privacy policy, 343–344
protecting business, 347–348
resources on, 336
trademarks, 340

length of visit statistic, 325
Library of Congress, 338
lifecycle segmentation, 28
link. See also inbound link campaign

exchanging with bloggers, 158
to forward newsletter, 193
as internal motivator, 89
legal issues, 342–343
from newsletter to site, 190
reciprocal, 168, 174–176
to Subscribe page, 193

link farm, 173
link popularity, evaluating, 169–171, 251, 288
LinkedIn.com Web site, 161
Links & Law Web site, 343
list management services, 192
list of e-mail addresses

maintaining, 196–197
sources for, 198–199

LMK Interiors, Ltd., 23
localization, 213
logo

branding with, 68, 70
consistency of, 204

LogoMaker.com Web site, 68
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long tail of opportunity, 11–12
long-term strategy, 13
look and feel of site, 63
loyalty program, 219–222

• M •
Macromedia Contribute software, 79
magic pixels, 244
maintaining

list of e-mail addresses, 196–197
ranking with search engine, 250–252

maintaining Web site. See updating content
mall, 114
Mama’s Minerals Web site, 105, 106, 108, 221
many-to-many communication, 129
market segmentation, 28
marketing

e-mail, 177–181
four Ps of, 30–32
golden rule of, 119
guerrilla, 28, 152–154
international, 54, 210–215
onsite, 121–123
scope of, 121
search engine, 226
viral, 144–147, 352
wireless, 311–315

marketing analysis, 10–12
marketing campaign, criteria for, 12
marketing communications principles, applying

to design, 67–68
marketing copy, writing, 71–74
marketing efficacy

call to action, 87, 88–89
conversion rate, 88
definition of, 65
free, as magic word, 90
improving, 87–88

marketing mix, 36
marketing plan

reviewing and revising, 350, 352
writing, 29–30

marketing tag, 30
Marketing Tool Web site, 47
MarketingSherpa Web site, 29
Maslow’s Triangle, 32–33, 35
measurement, identifying parameters for, 322–329
media kit, 287
merchandising online store

displaying products, 97
enhancing revenue, 99–102
including product detail, 102–104

informing users of product options, 97–98
overview of, 94–95
selecting and pricing products, 95–96

message board
for building online community, 130–132
children, 345
for marketing, 154–156
netiquette for, 156

meta tag
keyword, 239–240
page description, 239
search engine, 237–238
title, 238–239

meta-index, 172
meta-indices, 246
meta-search engine, 246
methods

black-hat, 244
checklist of, 37–39
education, 304–307
fishing where fish are, 35–36
for updating content, 78–80
using combination of, 9, 370
word-of-Web, 152

Microsoft
online demonstrations, 209
Usability Guidelines, 84

minicart, 105, 106
minimum order, 96
MMS (multimedia messaging service), 314
.mobi domain, 314
mobile marketing. See wireless marketing
moderated chat room, 155
moderated message board, 130
MommyCast.com Web site, 307, 308
MontanaLegend.com loyalty program, 221, 222
MSN search engine

description of, 224–225
optimizing site for, 236–244

multimedia messaging service (MMS), 314
multimedia, using, 76–78, 353
Museum of New Mexico Foundation Shops Web

site, 34, 292
MyDomain.com Web site, 56
MySpace.com Web site, 160, 161, 162, 341

• N •
Name-Finders Web site, 199
National Fraud Information Center, 347
National LambdaRail, 353–354
natural search, 226
NatureMaker Web site, 86
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navigation
accessibility issues, 85
definition of, 65
human factors in, 83–85
principles of, 81–82
usability issues, 82–83

needs, hierarchy of, 32–33, 35
Neopets.com Web site, 58
Net neutrality, 354–355
netiquette, 156
NetSuite PartsforScooters enterprise store

solution, 115
NewMexicoCreates.org Web site, 290–291, 292
newsletter

best practices for, 192–193
business, subscribing to, 352
click-through rate, 184
creating effective, 188–190
distributing, 190–192, 362
finding subscribers for, 195–201
HTML versus text, 192
improving efficacy of, 185–188
sponsoring, 293–294
timing and frequency of, 193–195

niche marketing, 153
NMsitesearch.com Web site, 125
no-storefront selling solution, 113
numbers

estimating, 13–15
evaluating, 325
seven, importance of, 152

NYCabbie.com Web site, 67

• O •
objectives, specifying, 26–27
offer in pay per click ad, 268–269
offline, marketing business

advertising, 207
community events, 206–207
overview of, 203–204
URL, including on print and promotional

items, 204–206, 359
one-stop storebuilder, 113
one-to-many communication, 129
online classified advertising, 294–296
online community, building

blogs and wikis, 132–134
commitment to, 129
communication styles, 129–130
guestbooks, 135
message boards and chat rooms, 130–132
overview of, 128–129

social networking, 135–136
software, 136–137
Terms of Use agreement, 342

online escrow service, 347
online event, producing, 209
online store

B2B, 93–94
converting shoppers to buyers, 104–110
do’s and don’ts, 119–120
key components of, 92–93
merchandising, 94–104
options, narrowing, 115–118
requirements, specifying, 112–113
types of, 91, 113–115

onsite marketing
advantages of, 121–122
techniques, choosing, 122–123

Open Directory Project, 244–246
open rate, 186–187
open source, 79
Opentracker Web site, 327, 328
operating system identification, 324–325
operation of site, reviewing, 369
opportunity, long tail of, 11–12
optimizing site

for dmoz, 244–246
for Google, 231–236
for sales, 371–372
for Yahoo! and MSN, 236–244

order, fulfilling, 110–111
order tracking, 92
organic search, 226
organizing site index, 48
orphan page, 332
Overture keyword tool, 241, 242

• P •
Pablo’s Mechanical Web site, 26
packaging, putting URL on, 204, 359
packing slip, 110
page counter, 128
page description meta tag, 239
Page Not Found error message, 55
page optimization, 243–244
page statistics, 370
page view per visit statistic, 323
page view statistic, 323
paid advertising

banner, 281, 282–283
newsletter or site sponsorship, 293–294
online classifieds, 294–296
overview of, 281
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