
Symbols and Numerics
! (exclamation point), Google rules for,

154
- (hyphen), for negative keywords, 125
“ (quotes), for keywords, 41
[ ] (square brackets), for keywords, 41
80/20 principle, 190–194, 358–359

• A •
About.com, 15, 90
Abraham, Jay, Getting Everything You Can

Out of All You’ve Got, 365
accelerated delivery method for ads, 165
Access Manager, for Analytics, 334
account activation, 46–47
account activation wizard, 55
account management, in Starter 

Edition, 50
Account Performance report, 321
Account Snapshot screen, 55–56
accuracy of data, 328
action, in sales process, 141
action words, in ads, 145–146
active blog, 281
active campaigns, 57
ad

checking Google domains for display,
209

goals
attracting potential customers,

132–135
managing expectations, 135

Google rules on displaying multiple,
211

images, 156–157

mobile text ads, 157
troubleshooting non-display, 210
tuning to keyword, 135
video, 159–160

ad copy
action words in, 145–146
call to action, 145–146
in Campaign screen, 344
challenge of writing, 131
character count for line, 131
on Control Panel, 38–40
copying and moving, 208
description lines, 143–145
determining true potential, 186–187
editing, 39
headline, 141–143
motivating action, 138–141
positioning offer, 137
in Starter Edition, 32
troubleshooting no impressions, 47–48

Ad Group report, 321
ad groups

adding keywords, 126
case studies, 367
copying and moving keywords to

different, 205–207
problems with unrelated keywords, 356
report setup for, 322
sorting by impressions, 191
sorting keywords into, 116–120
for star keyword, 183–184

Ad Performance report
basics, 321
customizing, 326–327

ad performance tools, for feedback,
208–213

Index

27_152522 bindex.qxp  8/3/07  7:25 PM  Page 377

CO
PYRIG

HTED
 M

ATERIA
L



Ad Server setting: Optimize, setting to
avoid, 167

ad tracking, in opt-in form, 242
Ad Variations tab, in Individual ad-group

view, 61
Add Keywords tool (AdWords), 120
Address Bar, versus Google Search box,

115
Ads Diagnostic tool, 208–211
AdSense program, 1, 15–16, 175
AdTool

combining keywords, 115
inputting words and generating new,

119
adult filters, 211
Advertiser Competition column, 197
AdWords

default settings, 357
for finding negative keywords, 124–125
measuring results, 21–22
overriding default setting for split

testing, 299
versus Yellow Pages, 136

AdWords account
advantage of, 11
basics, 12–13
need for attention, 181
number for, 34–35
setup, 33

AdWords Campaign screen, 342–344
AdWords Keyword tool

for adding keywords, 126
cost and ad position estimates, 197–198
Possible Negative Keywords option, 200
search volume, 196–197
search volume trends, 199
using, 77–78
adwordstoolbox.com, 143, 156
AIDA, and sale to prospect, 140–141
alerts, in Starter Edition Control 

Panel, 38
All Campaigns view, 56–57

Amazon, 79–83
anonymous search of, 80
personalized recommendations,

290–291
America Online, 15
Analytics (Google)

adding tracking code to Web pages,
332–333

automating reporting, 345
benefits, 330
configuring, 333–337
creating account, 331–332
Dashboard for viewing data, 340–342
data analysis, 339–345
filtering internal traffic from, 335–337
funnels, 337
goals, 337–338
page and funnel navigation, 349–350
tracking code limitations, 332

Anderson, Chris, The Long Tail, 111
AOL users, separating stream from

Google, 173–174
archives of group, 85
articles

chat option on pages with, 282
on Web site, 280
Ask.com, 15
askhowie.com/chapter-4, 69
askhowie.com/detective, 72
askhowie.com/freewords, 68, 107
askhowie.com/keywords5, 120
askhowie.com/offline, 180
askhowie.com/sitereports, 176
askhowie.com/split, 301, 359
askhowie.com/taguchi, 306
askhowie.com/winner, 306
assumptions, keywords and, 97
asynchronous communication, 230
AT&T Worldnet, 15
attachments to e-mail, avoiding, 267
attention, in sales process, 140
attention span, of prospects, 238–239
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Audacity, 272, 285
audio

basics, 284–285
for testimonials, 236

Audio Acrobat, 284–285
auto-tagging, for Analytics account, 331
automatic unsubscribe, for autoresponse

e-mail, 264–265
autoresponse, 242

case studies, 375
collecting and evaluating from others,

259
creating with AWeber, 259–263
repurposing broadcast e-mails for, 270

average bid, 70
Average Pageviews per Visit metric, 346
average value of visitor, 43
Avg. CPC (Cost Per Click) column, 58
Avg. Pos. column, in Individual Campaign

view, 59
avg. time on site statistic, 341
AWeber

account creation, 241
Control Panel, 255
creating autoresponder sequence with,

259–263
for generating opt-in form, 241–244
Leads tab, 270

• B •
B2B leads, generating, 370–372
background color, for Web page, 38
bandwidth, for video, 286
beginner, versus expert, 100–101
Bencivenga, Gary, 249
“best”, and automatic ad disapproval, 212
bid price

and ad placement, 18
break-even, 328
and profit, 72
versus value of visitor, 70

bidding
initial strategies, 179–180
persistence of, 77
strategy for Content Network, 175

blender bafflement, 365
blind advertising network, 160
Blogosphere, 83, 89–91
blogroll, 89
blogs

basics, 281
search engine for, 89–90
blogsearch.google.com, 91
bold for keywords in search results, 117
Bolle, Jaco, 373
bounce rate statistic, 341
brackets ([ ]), for keywords, 41
brainstorming

negative keywords, 123–125
qualifiers list, 134

brand marketing, versus direct
marketing, 20–24

break-even bid, 328
Bregman, Peter, A Short Guide to Leading

a Big Change, 276
broad match keywords, 104, 106, 360
broadcast e-mails, 268, 270
browsers, visitors’ use of, 345
browsing behavior, observing, 283
Brunson, Adriel, 160
budget

daily, for campaigns, 57
early level for, 362
monthly, in Starter Edition, 32–33

Budget Optimizer, 43
bullets, in sales copy, 233
Bullock, David

on emotional appeal, 138
list of big questions, 304
on sales process testing, 375
and Taguchi Method, 306

business, blog for, 281
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business description, displaying on Web
page, 37

business ladder, identifying rungs,
274–275

business personalities, 146–147
business-to-business leads, generating,

370–372
business.com, 15
businesses, Web sites of successful, 92

• C •
call to action

in ad copy, 145–146
instructions in, 236

campaign management
ad groups for, 117
changing default settings, 164–171

Campaign Management page
Account Snapshot screen, 55–56
All Campaigns view, 56–59
Control Panel, date range on, 45
Conv. Rate (conversion rate) column,

314
Conversion Tracking, 308
Cost/Conv. column, 314–315
creating second ad for split testing,

298–299
Individual ad-group view, 60–62
Individual Campaign view, 59–60
Tools link, 196, 204

Campaign report, 321
campaigns

Google Search for first, 172–173
report setup for, 322
separating account into, 172–175
sorting, 56–57
traffic segmented by, 342

capitalization
Google rules for, 154
in split testing, 304
in URL, 149

Caples, John, 142

Carpenter, Chris, 72
carpetdepotdecatur.com, 370
case studies

B2B leads, 370–372
basics, 366–368
local search with video Web site, 370
media credentializing, 364
responding to customer objections,

373–375
risk reversal, 365
video, 369
visitors choice of sales funnels, 368–369
welcome video, 363–364

Cash Detective (Google), 72
Cash e-book (Google), 72
Chapuis, Joe, 286, 363
characters, count for ad line, 131
Cialdini, Robert, 247
circular geographic location, 170–171
cities, for ad display, 169
Clean Sweep, for negative keywords, 201
Click-Through Rate (CTR)

for ad comparison, 62
basics, 18, 58, 307
versus cost per conversion, 317–319
increasing, 367
limitations of testing for, 355
and site conversions, 317
for solid performer keywords, 185
and visitor purchases, 168

clicks
basics, 44–45
for campaigns, 57
cost of, 1, 12
count for keyword, 344
from wrong people, 132

Clicks tab, in Campaign screen, 343
client, 99
Collier, Robert, 98
color, background, for Web page, 38
columns

adding or removing from reports, 322
headings for sorting campaigns, 56–57
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.com domain, 149
combining keywords, with AdTool, 115
communication, to grow buisness, 271
comparison of products, articles on, 280
competitive claims, proof of, 155
competitors

becoming customer of, 92
estimating profitability by checking

keywords bids, 69–70
keywords used by, 109
partnering with, 92
and price, 137
studying, 136–137

CompuServe, 15
concept-focused landing pages, 220–221
concepts, dividing keywords into, 118
connection speeds

of visitors, 345
and Web video, 286

consumer guide, for attracting leads, 252
contact information, obtaining from Web

site visitor, 228
content guidelines, 48
Content Network

adding, 174–175
basics, 42, 168
traffic, 357
Traffic Estimator and, 202
turning off campaign in, 172

contract, with Google, 47
Control Panel for campaign management,

date range on, 45
conversion tracking

assigning value to conversion, 311
common mistakes in code placement,

312–313
for generating Placement Performance

report, 176
managing multiple conversions,

319–320
placing code on Web site, 311–313
response to, 193

setting up, 308–313
for shopping cart sales, 313
in Starter Edition, 28
testing, 313
value of, 307

Conway, Kelly, 366
cookies

basics, 80
for conversion tracking, 307
split testing with, 222

copy and paste
ad copy, 208
keywords to different ad groups,

205–206
landing page URL, 31

copyright, and ad content, 155
cost, 45
cost estimates, for keywords, 197–198
cost per click (CPC)

and bid for misspellings, 113
changing maximum, 128
Google estimate for position #1, 198
maximum, 43, 54

costs, in All Campaign view, 59
country

for ad display, 169–170
for Standard Edition account, 52

CPC. See cost per click (CPC)
credentials, 145, 224–225
credibility

articles for building, 280
from media appearance, 364

credit card, for payment to Google, 46
Crowther, Don, 179
CSV file format, for Analytics report, 345
CTR (click-through rate)

for ad comparison, 62
basics, 18, 58, 307
versus cost per conversion, 317–319
increasing, 367
limitations of testing for, 355
and site conversions, 317

381Index

27_152522 bindex.qxp  8/3/07  7:25 PM  Page 381



CTR (click-through rate) (continued)

for solid performer keywords, 185
and visitor purchases, 168
ctrexpert.com, 366–368
curiosity, 235
currency

in Standard Edition account, 54
in Starter Edition, 32

current status of campaigns, 57
customer list, 253
customers

as assets, 239
listening to future, 83–92
responding to objections, 373–375
testimonials from, 235–236, 280, 288

customized geographic location, 170

• D •
daily budget

for campaigns, 57
limiting, 165
in Traffic Estimator, 54

daily digest, from Yahoo! groups, 84
data, accuracy of, 328
data integrity, 339–340
date range

for All Campaigns view, 59
on campaign management Control

Panel, 45
in Individual ad-group view, 61
for reports, 322

dated information, avoiding in e-mails, 263
davidbullock.com, 138
decision mindset, 100–102
default bid

changing, 126
overriding, 128

Default Bid column, in Individual
Campaign view, 59

default campaign settings, changing,
164–171

default page, for Web site, 335
deleted campaigns, 57
deleting keywords, 42
delivery method for ads, 165
demand and supply, and budget limits,

165
demographic targeting, 178
design

of landing page, visitor reaction to, 225
of Web site

simplicity in, 277–279
and visitor access, 276

desire, in sales process, 141
destination URL, dynamic keyword

insertion for, 153
differentiation, in ads, 144
direct marketing

versus brand marketing, 20–24
building trust in, 23–24

direct visitors, 342
disapproved ads, 211
discretionary purchase, versus

nondiscretionary, 101
DiSorbo, Joe, 370
display URL

in case study, 372
dynamic keyword insertion for, 153
importance of considering, 355–356
in split testing, 304
in Standard Edition account, 53
.doc file, 119
domain names, buying additional,

148–149
download link, on thank-you page, 250
downloading

reports of impressions, clicks and costs
by keywords, 45

Traffic Estimator table to Excel, 203
dynamic keyword insertion, 151–153, 

222
dynamic redirect, 250
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• E •
e-commerce shopping cart

connecting to Analytics, 339
conversion tracking for sales, 339
forwarding information from, 265

e-mail
for Analytics report, 345
autoresponse, 254–268
avoiding dated e-mail, 263
broadcast, 268, 270
for customer education, 373–375
for generating opt-in, 245
from Google

with account number, 34
with strategies and tips, 55

HTML versus plain text, 260, 266
minimizing links on, 267
personalization fields for, 261
planning sequence, 257–259
to prospects, 253–268
scheduling messages, 262

e-mail address
importance of obtaining, 24
versus physical mailing address, 229

e-mail lists, managing, 270–271
e-mail marketing services

basics, 241
importing and adding leads, 246

e-newsletters, 270
Earthlink, 15
Edit Campaign Settings page, 172, 174
editing

ad copy, 39
campaign settings, 164
keywords, 126–129

editorial guidelines
nondisplay due to violation, 211
violation of, 47–48

80/20 principle, 190–194, 358–359
emotion in decisions, 138–139
endorsements, 280

Evoy, Ken, 363
exact match keywords, 105, 360
Excel, for sorting keywords, 120
exclamation point (!), Google rules for,

154
expectations, managing, 135
expert

versus beginner, 100–101
establishing yourself as, 258

expertise, sharing, 280
exporting Analytics report, 345
ezines, 270

• F •
false negative, 134
false positive, 134
FAQs (Frequently Ask Questions), on

Starter Edition, 38
fax machine, 271
feature shopping, versus price shopping,

101
features, versus benefits, 234
feedback

ad performance tools for, 208–213
with split testing, 296–297

Feldman, Lori, 239
file format

for Analytics report, 345
for video, 286

filtering
in Google Analytics, 336
report results, 322–323
traffic, with negative keywords, 123

finding
negative keywords, 124–125
profitable keywords, 198
star keywords, 183

first offer, making, 137–138
first-time buyer, 275
Flack, Brad, 370
Flash video player, 364
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follow-up, with prospects, 24, 237
Food Network, 15
footer of Web page, problems from

tracking code in, 312
form on Web site

for opt-in, 240
placement, 244–245

Free Keyword Tool, 107
free shipping, 144
“free trial offer”, 134
freeconferencecall.com, 271
Frequently Ask Questions (FAQs), on

Starter Edition, 38
From line, in e-mail, 259
Funnel Visualization, 349
funnels, 337–338, 368–369
future customers, listening to, 83–92

• G •
Galper, Ari, 231, 282
geographic region

for ad display, 13–16, 48, 169–170
for keyword variation, 112
landing page variation based on, 223
Standard Edition for selecting, 28
in Starter Edition, 30

geographic targeting, 1
gerunds and verbs, customer mindset

and, 114
.gif file format, 37
give-away, for prospect opt-in, 246–247
Gladwell, Malcolm, Blink: The Power of

Thinking without Thinking, 224
Gmail, 16–17
Goal Conversion tab, in Campaign

screen, 343
goal value, 337
Godin, Seth, 23, 99, 248
Google

and availability of search numbers, 69
blog search, 91

data collection from users, 99–100
Local Business Center, 158
online groups, 83, 86–87
response to landing page, 215
search algorithm, 16
search for negative keywords, 124
separating stream from AOL, 173–174
text-ad guidelines, 154–156

Google account
for AdWords account, 55
using existing or creating new, 34

Google advertising, impact on business, 1
Google Analytics

adding tracking code to Web pages,
332–333

automating reporting, 345
benefits, 330
configuring, 333–337
creating account, 331–332
Dashboard for viewing data, 340–342
data analysis, 339–345
filtering internal traffic from, 335–337
funnels, 337
goals, 337–338
page and funnel navigation, 349–350
tracking code limitations, 332

Google Cash Detective, 72
Google Cash e-book, 72
Google domains, checking for ad display,

209
Google Keyword Tool, 108
Google Maps, 159
Google results page

ad display on, 13
purchasing text and links on, 12

Google Search box, versus Address Bar,
115

Google Search, for first campaign,
172–173

Google Trends, 73
Google Wizard, 32
goto.com, 19
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Goyette, Rob, 148, 221, 290
grammar, 155
graphics, for Web page, 37
greatresults.com, 179
grouping. See also ad groups

long-tail keywords by concept, 187
groups.google.com, 86
groups.yahoo.com, 84
guarantee, 365

• H •
Harrison, Michael, 333
header of Web page, problems from

tracking code in, 312
headline

for ad, 141–143
of Web page, 224

HGTV, 15
hidden fields, in opt-in form, 244
high-pressure tactics, 238
high-traffic keywords, 118
home-based business, 140
home shopping channel, on Web site,

288
How-to guide, for attracting leads, 252
HowStuffWorks, 15
.htaccess file, 222
HTML format

for e-mail, versus plain text, 260, 266
for reports, 323
https, and landing page, 31
human behavior, 276
hyper-aggressive keywords, 107
hyper-conservative keywords, 107
hyperlinked headline, in text ad, 12
hyphen (-), for negative keywords, 125

• I •
image ads, 156–157
image for Web page, 37
impresscallers.com, 147

impressions
basics, 43–44, 58, 190
evaluating statistics, 193
profit per thousand impressions, 316
sorting ad groups by, 191
troubleshooting lack of, 47–48

in-line form, in AWeber, 242
inbound links, 92
Individual ad-group view, 60–62
Individual Campaign view, 59–60
informational lead-generating magnet,

251–252
InfoSpace, 15
instructional videos, 290
interest, in sales process, 141
internal traffic, filtering from Google

Analytics, 335–337
Internet commercials, 369
internetvideoguy.com, 369
IP address

filtering from Google Analytics, 336
uniqueness of, 49
and world location, 48

• J •
joining Yahoo! groups, 84
.jpg file format, 37

• K •
Kabbalah education site, 290
Katz, Michael, 269
Kennedy, Dan, 135
KeyCompete.com, 109
Keyword Discovery database, 69
Keyword Performance report

basics, 321
customizing, 324–327

Keyword Positions view, 344–345
Keyword Quality Score

and ad display, 210
basics, 188–189
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Keyword Quality Score (continued)

Google determination, 179
impact on bid, 122
landing page and, 129
need to display, 361

keyword-suggestion tool in Google, 54
Keyword tool (AdWords)

for adding keywords, 126
cost and ad position estimates, 197–198
Possible Negative Keywords option, 200
search volume, 196–197
search volume trends, 199
using, 77–78
keyworddiscovery.com, 108
keywords. See also AdWords Keyword tool

adding, 41–42
categories, 182–188
combining, 115
copying and moving to different ad

group, 205–206
cost, versus leads and sales, 307
default bid, 165
deleting, 42
dividing into concepts, 118
dynamic insertion, 151–153
editing, 126–129
evaluating profitable, 328
in headline, 142
learning about customers from, 98
monitoring performance, 42
negative, 106, 121–125
organizing, 119–120
paid research tools, 69
poor performance, 48
popularity of, 67
positive, 104–106
potential customer use, 97
relevance to landing page, 219–221
researching, 106–112
for searching blogs, 89
server log for list of used, 109–112
singular versus plural, 115
and site targeting, 175–176

sorting into ad groups, 116–120
sorting table of, 42
sorting with Excel, 120
in Standard Edition account, 53
in Starter Edition, 29, 32
term definition, 12
tracking ROI for, 319
tuning ad to, 135
value per click for, 325
variations, 112–113

keywords tab, in Individual ad-group
view, 61

• L •
landing page

adding video welcome to, 363–364
basics, 20, 23
changing, based on keywords, 222
of competition, 92
defining most desirable action for,

227–228
design of, visitor reaction to, 225
goal of, 218
importance of, 215
improving relevance, 281
for individual keywords, 129
keyword relevance to, 219–221
PHP variation, 223
for star keyword, 183
varied for different keywords, 98

language
and ad display, 49
for ad groups, 117
of potential customer, 117
for Standard Edition account, 52
in Starter Edition, 30
for tracking, 309

layout of Web page, 37
lazy tax from Google, 129
lead

basics, 23–24, 274–275
converting prospect to, 239
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importing and adding to e-mail
marketing service, 246

from keyword, 307
tracking, 308
verifying, 253–254

lead-generating magnet, 251–253
leadsintogold.com, 111
Lercari, John, 365
LexFN.com, 109
Lexical FreeNet connected thesaurus, 109
line length, for e-mail, 260
links

Google rules for, 156
minimizing on e-mail, 267

list name, changing in AWeber, 255–256
live chat, 231–232, 281–283
Live Person chat provider, 282–283
Livingston, Glenn, 66–67, 76, 148, 368
local business ads, 158–159
location, geographic

for ad display, 13–16, 48, 169–170
for keyword variation, 112
landing page variation based on, 223
Standard Edition for selecting, 28
in Starter Edition, 30

long shot keywords, 180
long-tail keywords, 111–112, 187–188
long-term view of market, 73
loss leader, 92
LowerYourBidPrice.com

for keyword variations, 115–116
and negative keywords, 123–124

loyal advocate, 275
loyalty of visitors, 346–347
Lycos, 15

• M •
manual exclusion, of negative keywords,

201
maps

overlay in Analytic Dashboard, 342
on Web pages, 36

market empathy, 102
market profitability, assessing, 65–74
market research

number of advertisers on Google, 75–76
online, 65, 95
versus opinion research, 302–303

market size, determining from searches,
67–69

marketing
direct versus brand, 20–24
improving, 22–23
online, 273

marketing campaign, factors in, 248
Marsden, Greg, 193–194
Marshall, Perry

on AdWords swipe file, 142
on grouping keywords, 116
on image ads, 156
on keyword as unscratched itch, 98
on landing page value, 218
on need for split testing, 295
on opinion research, 302
opt-in page, 229
on repurposing broadcast e-mails, 270
on Unlimited Traffic Technique, 326

maximum CPC, 54
McCarthy, Ken

on bulleted text, 233
on desire, 146
on features versus benefits, 234
on mailing list goal, 253
on markets, 66
on online market research, 95
on positioning, 93
on reassurance, 249
video testimonial use, 236, 288

media credentializing, 364
“message-to-market match”, 135
metrics, in Starter Edition, 28
Microsoft Excel

downloading Traffic Estimator table to,
203

for MPG Calculator, 71
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Middleton, Robert, 284
Milkowski, Joy

on brevity, 146
on image ads, 156
menu of ad elements, 143
on starting budget, 362

mindset, 116
misspellings, for keyword variation, 112
mistakes of beginners

ad groups with unrelated keywords, 356
Google ad retirement without testing,

354–355
hiding Quality Score, 361
ignoring 80/20 principle, 358–359
ignoring display URL, 355–356
ignoring negative keywords, 360–361
mixing Search and Content results,

357–358
neglecting split testing, 353–354
not using phrase matching or exact

matching, 360
speed of split-test winner identification,

359–360
testing for CTR only, 355
wrong budget level, 362

mobile text ads, 157
monitoring split testing, 299–300
monthly budget, in Starter Edition, 32–33
motivation, 276
.mov file format, 286
MP3 files, 285
MPG calculator, 70–72
multi-point option for geographic

location, 170–171
multitasking, 24
My Account tab, 50
My Change History tool, 212–213

• N •
names

of campaigns, 57
of online stores, 148–149

navigation of Web site, 276–277
negative keywords

and ad display, 211
adding, 125
AdWords for finding, 124–125
basics, 106, 121–125
and bid prices, 126
brainstorming, 123–125
editing, 200–201
for eliminating noncustomers, 134
Google search for, 124
problems from ignoring, 360–361

negative-ROI keywords, 188
Netscape Netcenter, 15
networks, 168
New Customer List, in AWeber, 264
New York Times, 15
newbie advertisers, 72
newsletters

from Google, 33
writing high-quality, 269

niche markets
slicing, 137
TMHs for, 72

Non-Family Safe classification, 211
nondiscretionary purchase, versus

discretionary, 101
Notepad, 119

• O •
off-topic threads, 85
offensive language, Google rules for,

155–156
offers, in ads, 155
offline sales, 180
ongoing split testing, 40
online groups, 83–88
online marketing, 273
online shopping cart

connecting to Analytics, 339
conversion tracking for sales, 313
forwarding information from, 265
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online stores
discovering buying trends, 78–83
name of, 148–149

online thesaurus, 108–109
operating hours, displaying on Web

page, 37
operating system, landing page variation

based on, 223
opinion research, 302
opt-in

basics, 228, 240–246
bribing prospects to, 246–253
generating form with AWeber, 241–244
generating with e-mail, 245
as logical next step, 247–248
placing form on Web site, 244–245
strategy, versus sale, 249
thank-you page, 249–250
verified, 253–254, 256
Web site form for, 240

optimizing Web site, for visitor, 345–346
order pages, chat option on, 282
.org domain, 149
organic listings, 17–18

click generation, 136
outdated information, avoiding in

e-mails, 263
Outlook Express, and e-mail marketing,

241
Overture, 19

• P •
Page Reputation, 17
PageRank, 17
pages/visit statistics, 341
paused campaigns

and ad display, 211
basics, 57

pay-per-click technology
basics, 1
history, 19
overview, 18–20

payments, selecting methods for
business, 36

PayPal, listing sales numbers, 78–79
paypal.com, 79
PDF file format, for Analytics report, 345
Peel & Stick tab (AdTool), 119
perrymarshall.com, 98
personal information, updating in opt-in

form, 243
personalization fields, for e-mail, 261
personalized recommendations, 290
pharmacy, Pharmacy CheckerID for, 50
phishing, 266
phone number

in ads, 145
for Web page, 36

PHP
dynamic keyword insertion with, 222
for recognizing returning visitors,

290–291
and relevance, 221–223

phrase match keywords, 104–105, 360
phrases, in Technorati searches, 90
physical mailing address, versus e-mail

address, 229
picture, for Web page, 37
Placement Performance report,

generating, 176
plain text for HTML, versus HTML, 260,

266
plural keywords, 97, 115
point of view, of prospects, 25
poor-quality keywords

cost of, 189
resusitating, 188–190

pop-over/hover form, in AWeber, 242
pop-under form, in AWeber, 242
pop-up form, in AWeber, 242
position estimates, for keywords,

197–198
position preference for ad, 166
positioning, 93–95
positive keywords, 104–106
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Possible Negative Keywords option, 200
pressure tactics, 238
price

in ads, 144
and competitors, 137

price shopping, versus feature shopping,
101

problem-conscious search, 101
product-focused landing pages, 220
products, keywords for different

versions, 114
profit per thousand impressions, 316
profitability, estimating by checking

competitors’ keywords bids, 69–70
profitable ads, identifying, 316–319
profitable keywords, finding, 198
profits per keyword, maximizing, 328
promises, 133, 223
prospect list, in AWeber, 264
prospects

attention span of, 238–239
e-mail to, 253–268
follow-up with, 24, 237
motivation, 249
point of view, 25
relationship building with, 239
thinking like, 102–103

Provide Basic Business Information 
area, 36

Psenka, Mike, 277
punctuation

Google rules for, 154
in split testing, 305
and URL, 267

Purtell, Shawn, 337, 340

• Q •
qualifiers, brainstorming list, 134
Quality Score

and ad display, 210
basics, 188–189
Google determination, 179

impact on bid, 122
landing page and, 129
need to display, 361

Quick Add, for keywords, 126
QuickTime video

limitations, 286
time requirements, 160

quotes (“), for keywords, 41

• R •
reachable market, 190
Real Media file format, 285
recency of visits, 346–347
recommendations, personalized, 290
Reed Business, 15
referrer, 275
region, geographic

for ad display, 13–16, 48, 169–170
for keyword variation, 112
landing page variation based on, 223
Standard Edition for selecting, 28
in Starter Edition, 30

relationship building
going offline for, 271–272
with prospects, 239
as Web site goal, 273–274

relevance, PHP and, 221–223
repeated punctuation, Google rules for,

154
reports

creating, 320
customizing, 324–327
settings, 322
templates for, 323
types, 321

Returning Customer List, in AWeber, 264
Reverse Goal Path view, 350
rfyvideo.com, 160
risk reversal, 365
Roget’s New Millennium Thesaurus,

online version, 108
Rohn, Jim, 131
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ROI (return on investment)
basics, 22
costs when calculating, 315
tracking of ads and keywords, 316–320

ROI Revolution blog, 337
root URL, Google display of, 39

• S •
Sachs, Oliver, 289
sale to prospect, AIDA and, 140–141
sales copy, 279–280
sales letter pages

audio for, 284
chat option on, 282

sales process, testing, 375
scheduling

ads, 165
autoresponder messages, 262
reports, 323

screen resolution, of visitors, 345
search algorithm, in Google, 16
Search Network

adding, 173–174
traffic, 357
turning off campaign in, 172

search partners’ network, 13–14
search results, bold for keywords in, 117
Search Results Page URL, 209
search term. See keywords
searchers, Google tracking of behavior,

54
searches, determining market size from,

67–69
seasonal trends, 199
second-time buyer, 275
secure server, Analytics tracking code

and, 333
security, for tracking, 310
selecting keywords, for search, 206
selecting multiple countries, for

Standard Edition account, 52
selling, 232–236

Senge, Peter, 317
server log, learning from, 109–112
Seward, Timothy, 330, 339, 346, 349
shopping cart

connecting to Analytics, 339
conversion tracking for sales, 313
forwarding information from, 265
Shopping.com, 15
sign-up, tracking, 308
simplicity in web site design, 277–279
singular keyword, 115
Site Exclusion tool, 202
site targeting, and keywords, 175–176
Site Usage statistics, in Analytic

Dashboard, 341
Site Usage tab, in Campaign screen, 343
solid performer keywords, 184–187
solution-conscious search, 101
Sony, Sound Forge Audio Studio

program, 285
sorting

keywords
into ad groups, 116–120
Excel for, 120

table of keywords, 42
sound editing software, 285
Sound Forge Audio Studio program

(Sony), 285
spam, 265–268
spam complaints, risk of, 239
spam filters, 246, 275
special events, broadcast e-mails for, 268
special report, for attracting leads, 252
spell checking, 155
split testing

basics, 40, 117
benefits, 296–297
with cookies, 222
creating second ad, 298–299
declaring winner, 300–301
declaring winner too quickly, 359–360
declaring winner too slowly, 359
demonstrating need for, 295
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split testing (continued)

generating ideas, 303–305
monitoring, 299–300
neglecting, 350
overriding default setting for, 299
strategies for effective, 302–303
tools for, 305–306
tracking, 302
Web pages, 306

sponsored listings, counting, 75
spreadsheet software, 71
“spying” on visitors, with chat interface,

282–283
sqidoo.com, 99
square brackets ([ ]), for keywords, 41
standard delivery method for ads, 165
Standard Edition account

opening new, 52–55
setting up, 51
Starter Edition account upgrade to, 

50, 52
star keywords, 182–184
Starter Edition account

basics, 27
control panel, 38–43

Ad Variations tab, 40
intended user, 28–29
signing up

if you don’t have Website, 35–38
if you have Website, 29–35

upgrading to Standard Edition, 50, 52
writing second ad, 40

statistical significance, 296, 300–301, 351
statistical significance tester, 359
statistics, evaluating, 60, 193
status of campaigns, 57
Stewart, Mike, 284, 369
sticky site, 346
storage space, for video, 286
story, 139
streaming audio, 285
subdirectories, 149

subdomains
Analytics tracking code and, 333
for display URL, 149, 356
redirecting, 153–154

Subject line, in e-mail, 259
subscription groups, 88
summary tab, in Individual ad-group

view, 60
swipe file, 142
“syndication” networks, ad display on, 15
System Seminar for Online Marketing, 66,

293
systemseminar.org, 66

• T •
table of keywords, sorting, 42
Taguchi Method of testing, 306, 376
targeted URLs, 372
Taylor, Dave, 90, 281
teaching, with video, 289
tech-support hotline model, 247
Technorati, 89–90
telephone, for online marketing, 230
templates, for reports, 323
Terms and Conditions of Google, 47
testimonials

audio for, 284
basics, 235–236, 280
video for, 288

testing
ad, 38–39
autoresponse e-mail, 261

text ads
contents, 12
display timing and location, 13–16
Google guidelines, 154–156
in Starter Edition, 29

text editor, for keyword collection, 119
TextEdit, 119
thank-you page, 249–250
thememoriesplace.com, 365
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thesaurus tools, 108–109
thesaurus.reference.com, 108
thinking like prospects, 102–103
third-party testimonials, 235–236
third-party tools, 195
third-time buyer, 275
time periods for reports, 322
time zone, selecting for Starter Edition, 46
timing, of ad display, 13–16
Todd, Garrett, 147
toll-free phone number, 230
Tools page, 196
total advertising expenditures,

calculating, 70–72
Total Market Health (TMH), 70
tour of shop, video for, 288
trademarks, and ad content, 155
Traffic Estimator

basics, 54, 202–204
for estimating bid prices, 70

Traffice Sources Overview, in Analytic
Dashboard, 342

trends
discovering for online stores, 78–83
Google tool for, 73

troubleshooting, no impressions, 47–48
trust, building in direct marketing, 23–24
TSV (Tab Separated Values) file format,

for Analytics report, 345
turn-the-corner landing pages, 221
.txt file, 119

• U •
ultimateadwordsresearch.com, 76,

150, 368
Underhill, Paco, Why We Buy, 329
underperforming keywords, 188
unique visitors, count of, 341
uniqueness, in ads, 144
Unlimited Traffic Technique, 326
unsubscribe, automatic, for

autoresponse e-mail, 264–265

updateable information, in opt-in form,
243

urgency in ad copy, 146
URL (Uniform Resource Locator)

capitalization in, 149
changing after keyword, 129
and punctuation, 267
redirecting, 148
in text ad, 12

URL Performance report, 321
users, adding to Google Analytics, 334

• V •
vaelos.com, 148
value per click, for keywords, 325
value proposition, in ads, 144
verbs and gerunds, customer mindset

and, 114
verification message, customizing, 257
verified opt-in, 253–254, 256
video

adding welcome to landing page,
363–364, 370

basics, 287–290
for customer testimonials, 235–236
for sales increases, 286–287

video ads, 159–160
View menu (web browser), 75
views

in Campaign screen, 344
of key Web page, tracking, 309

visitor to Web site
average value of, 43
chat interface for “spying”, 282–283
choice of sales funnels, 368–369
loyalty and recency, 346–347
observing browsing behavior, 283
obtaining contact information, 228
optimizing site for, 345–346
PHP for recognizing returning, 

290–291
response to landing page, 215
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visitor value, 325
Visitors Overview graph, in Analytic

Dashboard, 341
visits-by-day graph, in Analytic

Dashboard, 340–341
visual cues, on Web pages, 225, 227
voice, 147

on Web site, 284

• W •
Web browsers, visitors’ use of, 345
Web pages

adding Analytics tracking code to,
332–333

analysis of navigation, 349
generating and copying code for

tracking sales, 310–311
headline of, 224
split testing, 306
views of key, tracking, 309
visual cues on, 225, 227

Web site
chat option for improving, 282–283
default page for, 335
design of

simplicity in, 277–279
and visitor access, 276

determining number of links to, 92–93
evaluating changes, 348
goal of, 273
one-page, 36
optimizing for visitor, 345–346
placing tracking code on, 311–313
preventing ad display on, 202
stickiness, 346

Web site owners, payments for AdWords
display, 15

webgistix.com, 370
Weblog, 281
Webmaster view, Web Design parameters

screen, 345
webvideozone.com, 364
welcome messages

adding video to landing page, 363–364
audio for, 284
whatismyip.com, 336
White paper, for attracting leads, 252
Windows Media file format, 285
Winner Alert, 305–306
winner of split testing, declaring, 300–301
wordtracker.com, 108
www-domain technique, 150
www prefix, 149

• X •
XML file format, for Analytics report, 345

• Y •
Yahoo!

online groups, 84–86
search statistics, 69

Yahoo! Mail, and e-mail marketing, 241
Yahoo Search Marketing, 19
Yellow Pages

versus AdWords, 136
basics, 1, 11

YouTube, 160, 287

• Z •
ZoneEdit.com, 153–154
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