
A
“about us” pages, 18
ActiveX, 4
AdBrite, 241
AdENC, 228
adlin, inc. See Adlin, Tamara
Adlin, Tamara, 71–84

career path of, 72
on competition, 77–78
on customer experiences, 72–73
defining personas, 73–74
on differing ideas about customers, 74–75
on internal vs. external thinking, 80–81
on management, 81
on marketing online, 83–84
on personas generally, 71–72
on personas of existing vs. ideal customers,

75–76
on success, measuring, 78–79
summary points of, 84
on usability of websites, 79–80, 82–83
on websites, reflecting personas on, 76–77

AdSense, 270
advertising, traditional migrating online,

225–236
analytical skills in, 231
automation vs. creativity in, 229–231
best practices for, 235
generally, 225–226
mix of channels for, 232
narrowcasting in, 228, 234–235
radios and cell phones in, 228–229
social networking and, 233
summary points on, 235–236
on traditional agencies, 226–227

Advertising Age “40 Under 40” list, 47
Advertising Age Digital, 85

advertising online
Google AdWords for. See Google AdWords,

advertising with
by local merchants, 240–241
traditional advertising migrating to. See

advertising, traditional migrating online
AdWords. See Google AdWords
agencies, traditional advertising, 226–227
AJAX, 82
Alexa, 172
Alta Vista, 199
AlwaysOn/Technorati Open Media 100, 85
Amazon.com

Adlin at, 71, 72
customer-centrism of, 281–282
early adoption of online search marketing,

249
link building for, 111, 114
as online bookstore, 125–126

American Airlines, 150–151
American Business Awards, 47
American Marketing Association, 47
analytical skills, 231
AOL

driving traffic to, 128
and email marketing, 147
search results pages of, 256

appeal of content, 171–172
Apple iPhone, 242
aQuantive, 228
articles online, 104–105
artists vs. engineers, 4–6
Ask.com

Google, competing with, 209–210
indexing blogs, 166
unified searches and, 186

auction-based media, 228
audio content online, 125–126
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automation
creativity vs., 229–231
hands-on link building vs., 116, 120–121

B
Backbone Media, 97
Bacon’s, 87
Baggott, Chris, 145–162

on best email and blog marketing practices,
160–161

on blog and email marketing, 146
on blog marketing, 155–156
on blog viewers becoming customers, 156
on blogging skills, 159
on Blogitive Directory, 166–167
career path of, 146–147
on compended blogs, 157–158
on customizing email marketing, 150–151
on databases of customer names, 148–149
on ease of email marketing, 153–154
on effective vs. ineffective blogs, 156–157
on ExactTarget and email marketing, 

147–148
on integrating blog and email marketing, 158
on permission spam, 151–152
on presence vs. size, 154–155
on return rates, 149–150
on starting small, 162
summary points of, 162
on video blogs, 159–160

banner ads, 23–24, 267
banner-blindness, 169
Barclays Bank, 52
Barnes & Noble, 125–126, 130
Barrett, Colleen, 176, 178, 182
Belanger, Ron, 247–260

on best practices in search advertising, 
258–259

career path of, 248–249
on consumer-brand companies, search

marketing of, 251–252
on consumer-brand companies, tracking

performance ofng of, 252
on cost of search advertising, 250–251
on growth of search industry, 249–250
on local companies, search marketing of, 253
on mobile searches, 253–254
on optimization vs. paid searches, 257–258
on search engine result pages, 256–257
and search industry today, generally, 247–248
on social search, 254–255
summary points of, 259–260

on Yahoo! marketing services, 257
on Yellow Pages, 253

Berkshire Hathaway, 279
Berners-Lee, Tim, 114
Best of the Web. See Hartnett, Greg
Bevelin, Peter, 283
Bezos, Jeff, 114, 282
bidding for advertising, 266–267
big vs. small companies

advertising with Google Adwords, 262
email and blog marketing, 162
market testing of, 223
marketing online and, 88
retailing online, 64
SEO and, 205

BIGLIST, 195
bill of rights of customers, 53
black hat approach to linking, 115, 118–119
blog marketing

best practices for, 160–161
to blogosphere. See blogosphere, marketing to
compended blogs in, 157–158
corporate. See blogs, corporate
cutting edge of, 90–92
effective vs. ineffective, 156–157
email marketing and, 158
generally, 155–156
networks in, 166–167
optimizing for, 190–191
promoting businesses in. See promoting

businesses online
public relations online and, 107–109
publicity online and, 7
searches in, 259
skills for, 159
starting small, 162
summary points on, 162
video blogs in, 159–160
viewers becoming customers and, 156

Blogging Best Practices blog, 145
Blogitive. See blogosphere, marketing to
blogosphere, marketing to, 163–173

appeal of content in, 171–172
best practices for, 172–173
blog networks, joining, 166–167
content, perception of, 169–170
generally, 163
manipulating results in, 23
NetResults vs. USWeb in, 164
placements, resisting, 170–171
searches for bloggers in, 166
social media for, 165, 168–169
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social media optimization for, 167–168
summary points on, 173
syndication of blogs in, 167
video blogs for, 168

blogs, corporate, 175–183
best practices for, 182–183
company responses to, 178
customer postings on, 179–180
customer responses to, 177–178
expectations for, 177
generally, 175–176
operations, changing, 180–181
postings on, 178–179
PR, using for, 181–182
promoting, 182
proofing, 179
starting, 176–177
summary points on, 183

blueprints of websites, 77
Blu-ray vs. HD DVD, 43
Boing Boing, 108
book sites online, 125–127, 130. See also

Amazon.com
booking windows, 181
bookmarking, 191
Borders, 125–126
Bowtie, Inc., 127–128
brand marketing, 27–28, 68, 103–104
brand name differentiation, 56
brick-and-mortar businesses, 17–18, 32–34
Brightcove, 124
“Bringing Customers into the Board Room”,

276
budget allocations

for Google AdWords, 269–270
for online advertising, 235
for search engine marketing, 210, 214–215

Budget Optimizer, 270
Buffet, Warren, 279, 284
businesses online, launching. See launching

online businesses
Byrne, Patrick, 25, 26

C
call centers, 39
camera stores, 155
car wax, 168–169
Carat Interactive, 247, 248
Cat Fancy magazine, 127–128
catalog customers, 62–63
CBS News.com, 107
celebrity endorsements, 251

cell phones. See also mobile media
advertising and, 228–229
GPS on, 245
searching on, 242–243, 253–254

CEOs, customer-centrism of, 279–280
ChaCha, 209
“cheap” vs. “low-fare” as search terms, 102
Christian Science Monitor, 108
Circuit City, 37–45

communications with customers, 42–43
as competitive electronics websites, 37–40
customer reviews of, 40–41
future developments for, 44–45
in-store pickup options, 43–44
marketing for online and offline outlets, 43
as multi-channel retailer, 37
repeat business of, 41–42
response tracking, 44
web shows and, 41

clarity vs. cleverness, 104–105
click fraud, 132
clickability of page titles, 141
clicking vs. scrolling pages, 138–139
click-through rates, 55, 220–221
ClickZ, 135, 225
clippings, 99–100
Club O, 31
CNET’s News.com Blog 100, 85
CNN.com, 119
co-branded credit cards, 32
Color Quiz personality test, 7
Comedy Central, 2
community forums online, 38, 40
comparison-shopping engines, 27, 62
compended blogs, 157–158
Compendium Blogware. See Baggott, Chris
competition online

generally, 16–17
Google in, 209–210
in megaretailing online, 27
in multi-channel retailing, 37–40
personas and, 77–78
small businesses in, 64

Connect Home Webshow, 41
consistency in market testing, 224
Consumer Reports, 38, 103–104, 107
consumer-brand companies, 251–252
content, importance of

appeal in, 171–172
of audio, 125–126
perceptions of, 169–170
reviewing, 20
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search engines and, 190
of video. See videos
writing. See copywriting online

content-management systems, 189
content-sharing sites, 186–187
control, shoppers wanting, 64
convenience factor, 38–39, 62
Conversion Optimizer, 270
Cook, Dane, 2
Cooper, Alan, 74
copying vs. inspiration, 282–283
copywriting online, 135–143

best practices in, 142
generally, 135–136
keywords in, 140–141
mistakes in, 141–142
print copywriting vs., 137–138
scrolling vs. clicking pages in, 138–139
search engines in, 139–140
sources of, 137
summary points on, 143

corporate blogs. See blogs, corporate
Corporate Underpants, 71, 80
corporations and online opportunities, 17
cost of advertising, 250–251. See also budget

allocations
Craigslist, 9
Creative Good, 273–285

best practices in customer-centrism, 283–284
copying vs. inspiration, 282–283
customer experiences online and, 274–277
field work and, 277–278
generally, 273–274
observing customers and, 278–281
starting out customer-centric, 281–282
summary points on, 284–285

credit cards, 32, 52
CRM (customer relationship management), 51
cross-channel promotions, 127. See also multi-

channel retailing
CrownPeak, 149
CSMonitor.com, 108
customer championship pledge, 53
customer relationship management (CRM), 51
customer reviews

in megaretailing online, 29–31
in multi-channel retailing, 40–41
as standard, 66
at Travelocity, 50–51

customer service as marketing tool, 47–57
customer reviews in, 50–51
expense tracking and, 56
generally, 48

improving, 67
loyalty and, 53
media planning and modeling for, 55–56
repeat customers in, 51–53
research on, 54–55
search engines and, 56
social networking and, 50
summary points on, 56
in travel businesses, 48–50

customer-centered experiences, personas for.
See personas for customer-centered
experiences

customer-centric mindsets, 273–285
best practices in, 283–284
copying vs. inspiration in, 282–283
customer experiences online and, 274–277
field work for, 277–278
generally, 273–274
observing customers in, 278–281
starting out, 281–282
summary points on, 284–285

customers
experiences of, 274–277
megaretailers attracting, 27
posting on corporate blogs, 179–180
print media focusing on, 125
responding to corporate blogs, 177–178
reviews of. See customer reviews
serving. See customer service as marketing

tool
shopping online, expectations for, 63–64
Travelocity researching, 54–55

customizing email marketing, 150–151

D
The Dallas Morning News, 182
data warehouses, 51
databases

in blog optimization, 190–191
in email and blog marketing, 148–149
in email marketing, 147–149

The Definitive Guide to Google AdWords, 217,
220, 223

Delgado, Francisco, 179
del.icio.us, 191
designated market areas (DMAs), 253
Didit. See Lee, Kevin
Diet Coke, 7
differentiators, 79–80
Digg, 191, 214
direct marketing

catalog customers in, 62–63
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email in, 31
and megaretailing online, 27–28
online generally, 2–3, 7

Direct Marketing Association (DMA), 135, 225,
257

directories online, 15–16
direct-to-consumer news releases, 7
DIY (do-it-yourself) marketing technology, 86–

87
DMA (Direct Marketing Association), 135, 225,

257
DMA Search Engine Marketing Council, 185
DMAs (designated market areas), 253
Dog Fancy magazine, 127–128
do-it-yourself (DIY) marketing technology, 86–

87
domain names, testing, 221
Donnelly, R. R., 146–147
DotFlowers.com, 165
DoubleClick, 159, 228
Drucker, Peter, 274–277
drycleaning businesses, 146–147
DVRs, 231

E
eBay, 249
eBusiness Holdings, 14–15
Edelman. See Rubel, Steve
editing content, 20
educational advertising information, 251
elastic users, 74
email marketing

best practices for, 160–161
blogs and, 158
customizing, 150–151
database management in, 148–149
ease of, 153–154
ExactTarget and, 147–148
future of, 88–89
generally, 146
Good Day to Buy program, 51–52
permission spam vs., 151–152
PR and, 87
presence vs. size in, 154–155
repeat business and, 31
return rates in, 149–150
starting small, 162
summary points on, 162

Email Marketing Best Practices blog, 145
Email Marketing by the Numbers, 145
emails

IM vs., 88–89

for link requests, 116
response times, 67
targeted, 42–43

engagement of users, 128
engineers vs. artists, 4–6
Enquiro, 106
Entrepreneur Magazine’s Business Start-Ups, 136
entry into online market, difficulty of, 16–17
EricWard.com. See Ward, Eric
ESPN. com, 119
e-tailing group, 59–69

customer expectations and, 63–64
customer service and, 67
customer’s experience online and, 61
on e-commerce today, 65
existing customers and, 65–66
on mistakes of retailers, 61
retailers, providing services to, 59–60
revamping online operations, 68
safety and, 67
shopping online and, 59
site audits and, 60–61
site features of, 66–67
small businesses and, 64
summary points on, 69

Evans, Liana, 207–216
on <meta> tags, 211–212
on <title> tags, 211–212
on budget allocations, 210, 214–215
on Google, competing with, 209–210
on KeyRelevance, 214
on optimization process, 210–211
and search engine marketing generally, 207
on search industry, development of, 208
on shopping comparison sites, 215
on social networking, 213–214
summary points of, 215–216

event indexing, 238
ExactTarget, 145, 147–149, 153
Excite, 199
existing customers, 65–66, 75–76
Expedia, 17, 49
exporting media, 188
external postings, 195
The Eyes Have It, 225, 227

F
Facebook

in advertising online, 233
promoting businesses and, 192–195
in social networking, 88–90

Factiva, 87
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FairMarket, 248
Feedburner, 165
feeds, 215
Ferriss, Tim, 220
field research, 277–278
Fiorina, Carly, 280
Fischer, David, 261–271

on AdWords and search results, 265–266
on banner ads and image ads, 267
on bidding, 266–267
on budget allocations, 269–270
on future of online advertising, 270
on gadget ads, 267–268
and Google AdWords generally, 261
on Google Checkout, 264
on local results from AdWords, 262–264
on offline advertising channels, 268–269
on small vs. big companies using AdWords,

262
summary points of, 270–271

Five Days to Success with Google AdWords, 223
Flash

search engines and, 188, 203–204
usability of, 3–4, 6, 82–83

Fleishman, Glenn, 113
Flickr, 188
focus groups, 54–55, 283
Ford, Harrison, 118
Forrester, 153
Fort Worth Star-Telegram, 182
Fortune, 89
The 4-Hour Workweek, 220
free tools, 87
Freedman, Lauren, 59–69

on customer expectations, 63–64
on customer reviews, 66
on direct marketing, 62–63
on existing customers, 65–66
on mistakes of online retailers, 61
on online customers, 61
on retailers online, providing services to, 

59–60
on revamping online operations, 68
on safety, 67
on shopping online generally, 59
on site audits, 60–61
summary points of, 69

Freedom, Inc., 123–133
on audio and video content, 125–126
book publishing sites, marketing, 130
book sites, marketing, 127
cross-channel promotions of, 127
driving traffic to sites, 128

Gold’s career and, 126–127
on journalism online, 129
magazine sites, marketing, 129–130
marketing online print media, generally, 123
on moving media from print to online, 

127–128
newspaper sites, marketing, 124–125, 131
periodical circulation and, 131
search engine marketing of, 132
summary points on, 133

FrontPage, 147

G
gadget ads, 267–268
Gel (Good Experience Live), 273
Gen Y, working with, 89
General Motors (GM) trucks, 173
Gladwell, Malcolm, 30, 54
Global Positioning System (GPS), 244–245
global searches, 238–239
Glueck, Jeffrey, 47–57

on customer research, 54–55
on customer reviews, 50–51
on customer service as marketing tool

generally, 48
on loyalty, 53
on media planning and modeling, 55–56
on repeat customers, 51–53
on search engines, 56
on social networking, 50
summary points of, 56
on travel business, 48–50
on variable expenses, 56

GM (General Motors) trucks, 173
Godin, Seth, 149
Gold, Jordan, 123–133

on audio and video content online, 125–126
on book publishing sites, 130
on books online, 127
career path of, 126–127
on cross-channel promotions, 127
on driving traffic to sites, 128
on future of periodicals online, 132
on journalism online, 129
on magazine sites, 129–130
on marketing print media online, 

generally, 123
on moving print media online, 127–128
on newspapers online, 131
on newspapers online, generally, 124–125
on periodical circulation, 131
on search engine marketing, 132
summary points of, 133
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Gold Effie, 47
Golden Ruler Award, 99
Good Day to Buy program, 51–52
Good Experience Live (Gel), 273
Good Morning America, 108
Google

AdSense, 241, 270
AdWords, advertising with. See Google

AdWords, advertising with
AdWords, market testing with. See Google

AdWords, market testing with
automation vs. creativity at, 229–230
Blog Search, 190, 194
blogs and, 156
Checkout, 264
customer service and, 53
DoubleClick, 159
emergence of, 198–199
i Google, 167
indexing blogs, 166
interface of, 83
in link building, 116, 118–119
local searches and, 238–239
Maps, 244
marketing firms, acquiring online, 228
marketing print media online using, 132
media mix of, 228–229
optimizing for. See SEO (search engine

optimization)
organic searches, 155
PageRank. See Google PageRank
readership of, 106
results pages of, 256
in search engine marketing and social

networking, 209–210
search factors of, 188–189
search function of, 21
shopping and, 62
universal searches and, 105–106, 186
use of, 88
video blogs and, 160
Video search engine, 200

Google AdSense, 241, 261
Google AdWords, advertising with, 261–271

banner ads and image ads in, 267
bidding for, 266–267
budget allocations for, 269–270
in future of online advertising, 270
gadget ads in, 267–268
generally, 261
Google Checkout and, 264
launching new businesses and, 23–24
local results from, 262–264

market testing and. See Google AdWords,
market testing with

offline advertising channels and, 268–269
search results and, 265–266
small vs. big companies using, 262
summary points on, 270–271

Google AdWords, market testing with, 217–224
ad messages, testing, 220
advertising and. See Google AdWords,

advertising with
click-through rates in, 220–221
common mistakes in, 221–222
consistency in, 224
generally, 217–218
guerrilla marketing and, 222
multiple ads and landing pages in, 222
Perry S. Marshall & Associates performing,

223
promoting businesses and, 219, 223
small vs. big companies performing, 223
summary points on, 224

Google Blog Search, 190, 194
Google Checkout, 264
Google Maps, 244
Google News, 97, 105
Google PageRank

algorithm of, 199
content and, 172
links and, 192
optimizing for, 202
tags and, 211

Google Video search engine, 200
Gopher, 112
GPS (Global Positioning System), 244–245
graphic designers, 4–5
guarantee of service, 49, 53–55
guerilla marketing, 222

H
Hands That Touch, Hands That Heal, 1
hands-on vs. automated link building, 116,

120–121
Harlequin Romance, 108
Hartnett, Greg, 13–24

on banner ads vs. search advertising, 23–24
on Best of the Web, 15
on Best of the Web Blog Directory, 13
on brick-and-mortar vs. online businesses,

17–18
career path of, 13–14
on competition online today, 16–17
on directories in online marketing, 15–16
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on editors reviewing web content, 20
on long term planning, 21
on money making, 14–15
on organization, 20–21
on outsourcing, 19–20
on pay-per-click vs. search engine listings,

22–23
on search engines, 21–22
on size issues, 18–19
summary points of, 24
on web design, 19

Harvard Business School, 276
Hawkins, Jakob, 25–35

on attracting customers, 27
on buyers, turning lookers into, 29
on comparison-shopping engines, 27
on competitive pricing, 27
on customer reviews, 29–31
on loyalty programs, 31–32
on models, importance of, 32–33
on multiple product categories, 26
on offline vs. online business, 33–34
on positioning megaretailers online, 26
on promotion modalities, 27–28
on repeat business, 31
summary points of, 34–35

Hewlett-Packard, 237, 280
High Rankings, 197–206

big vs. small companies, working with, 205
business basics of, 203
designing sites for SEO, 204–205
on Flash, 203–204
Google rankings and, 199–200
keyword placement of, 201–202
keyword research of, 206
links and, 202–203
and SEO generally, 198–199
summary points on, 206
universal searches and, 200–201

High Rankings Advisor, 197
high-definition DVD wars, 43
high-speed connections, 4
Holiday Gift Buying Guide, 103–104
Holman, Joan, 1–11

on consumers online, 2–3
on marketing online, 2
on presence online, 8–9, 10–11
on publicity online, 7
on real estate market, 9–10
on simplicity in web design, 6
summary points of, 11
on usability of websites, 3–6

Home Depot, 154, 157–158, 160–161

home-page placements, 80
Hotchkiss, Gord, 106
Hotel Hotline, 13, 18. See also Best of the Web
Hotels.com, 17
HTML, 9
HTTP (hypertext transfer protocol), 114
The Huffington Post, 108
human interest, 10–11
humor, 10–11
Hurd, Mark, 280
Hurst, Mark, 273
hypertext transfer protocol (HTTP), 114

I
i Google, 167
IAB (Interactive Advertising Bureau), 225
IgoUgo, 50–51
IM (instant messaging), 88–89
images online, 9–10, 106, 187. See also video
IMDB (Internet Movie Database), 214
imitation vs. inspiration, 281–282
Inc.com, 135
incrementality in advertising, 55–56
indexing blogs, 190
Indiana Jones, 118
InfoSeek, 208
infrastructure costs, 88
instant messaging (IM), 88–89
Institute for Public Relations, 98–99, 101
in-store pickup options, 43–44
integrated marketing, 232
Interactive Advertising Bureau (IAB), 225
internal politics, 80–81, 277–278
Internet Marketing Advisory Board, 135
Internet Movie Database (IMDB), 214
Internet Yellow Pages (IYP), 239
iProspect, 169
IPTV, 229
Isobar, 169
It’s Just Shopping, 59
iVillage, 128
IYP (Internet Yellow Pages), 239

J
J. Walter Thompson agency, 226
Jaiku, 193
Jarboe, Greg, 95–109

on blogs and podcasting, 107–109
career path of, 96–97
on clippings, 99–100
on PR online, 98–99, 109
on presence online, 106
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on press releases, 101–102
on results tracking, 100
on search engine optimization, 104–105
on slogans, 103–104
summary points of, 109
on universal searches, 106–107

Joan Holman Productions. See Holman, Joan
Jones, Scott, 209
journalism online, 129, 170

K
Kelleher, Herb, 102
Kelly, Gary, 176, 177–178, 180
keyphrases, 139–141
KeyRelevance, 207, 214–216
Keyword Discovery, 201
keywords

auctioning, 228
blogs and, 158–159, 167
in copywriting online, 140–141
in local searches, 241
placement of, 201–202
researching, 101–102, 201, 206

Kohl’s, 158

L
Lamb, Jeff, 178
Lark, Andy, 176
last-click measurements, 55
“latticeworks of frameworks”, 284
launching online businesses, 13–24

banner ads vs. search advertising, 23–24
brick-and-mortar businesses vs., 17–18
competition online today, 16–17
directories, role in, 15–16
editors reviewing content for search engines, 20
long term planning in, 21
money making in, 14–15
organization, importance of, 20–21
outsourcing and, 19–20
pay-per-click vs. search engine listings and,

22–23
search engines and, 21–22
serial entrepreneurship and, 13–14
size issues in, 18–19
summary points on, 24
web design for, 19

Lee, Kevin, 225–236
on analytical skills in advertising, 231
on automation vs. creativity, 229–231
on best practices in online marketing, 235
career path of, 226

on marketing mix online, 232
on narrowcasting, 228, 234–235
on radios and cell phones in advertising, 228–

229
on social networking, 233
summary points of, 235–236
on traditional advertising agencies, 226–227
and traditional advertising migrating online

generally, 225–226
The Legacy of Achievement Foundation, 1
Levinson, Jay Conrad, 222
Lewis, Mike, 169–170
librarians, 122
link building, 111–122. See also links

best practices in, 121
in blog marketing, 165–166
definition of, 114–115
future of, 121–122
hands-on vs. automated, 116
in marketing print media online, 127
mistakes in, 119–121
paid links and, 118–119
site potential for, 117–118
social bookmarking for, 191–192
strategies for, 115–116
summary points on, 122
timing of, 119
value of, 116–117
Ward’s career in, 112–114

Link Luv, 182
Link Moses, 115
LinkedIn, 192
links. See also link building

promoting businesses with, 192
SEO and, 202–203
unified searching and, 188

linkworthiness, 202–203
listening labs, 277, 278
live chat, 67
Lloyd-Martin, Heather, 135–143

on best practices in online copywriting, 142
career path of, 136–137
on copywriting for the web generally, 135–

136
on keyword usage, 140–141
on mistakes in online copywriting, 141–142
on print vs. web copywriting, 137–138
on scrolling vs. clicking pages, 138–139
on search engines and copywriting, 139–140
on sources of online copy, 137
summary points of, 143

local searches, 237–246
best practices for, 243
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development of, 253
generally, 237
global searches vs., 238–239
Google AdWords and, 262–264
GPS and, 244–245
intent of, 157–158
mobile media and, 242–243
offline vs. online, 242
optimizing for, 241
promoting local businesses with, 239–241
summary points on, 245–246
Zvents and, 238

Lohr, Steve, 104
long term planning, 21, 279
Lotus Development Corporation, 95, 96, 98
loyalty programs, 31–32, 52–53
Luscher Color Test, 7
Lusk, Brian, 175–183

on best corporate blogging practices, 182–183
on company response, 178
and corporate blogs generally, 175–176
on customer postings, 179–180
on customer response, 177–178
on expectations for corporate blogs, 177
on operations, blogs changing, 180–181
on postings, 178–179
on PR, using blogs for, 181–182
on promoting corporate blogs, 182
on proofing process, 179
starting Southwest blog, 107, 176–177
summary points of, 183

M
Macmillan Publishing, 126–127, 130
Madden NFL ‘08, 41
Madison Avenue advertising agencies, 226–227,

230
magazine sites online, 129–130
Mahalo, 209
Manzi, Joe, 97
market testing. See Google AdWords, market

testing with
marketing online, 85–94

advent of, 2
to blogosphere. See blogosphere, marketing to
blogs for. See blog marketing
email vs. IM in, 88–89
generally, 85
for multi-channel retailing, 43
personas and, 83–84
PR tools in, 87–88
promotion and. See promoting businesses

online

search engine listings vs. pay-per-click
advertising, 22–23

of small vs. big companies, 88
social networking and, 89–90
summary points on, 93–94
technology in, 86–87
video blogs and, 92–93

marketing specialists, 5
marketing strategies, 8–9
Marshall, Perry, 217–224

on click-through rates, 220–221
on common mistakes in using AdWords,

221–222
on consistency in online marketing, 224
on guerrilla marketing, 222
and market testing with AdWords generally,

217–218
on multiple ads and landing pages, 222
on Perry S. Marshall & Associates, 223
on promoting businesses with Adwords, 

219, 223
on small vs. big companies, 223
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