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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
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optimizing for. See SEO (search engine
optimization)
organic searches, 155
PageRank. See Google PageRank
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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
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bidding for, 266-267
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on editors reviewing web content, 20
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summary points of, 24
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summary points on, 206

universal searches and, 200-201
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high-speed connections, 4
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summary points of, 11
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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
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Kelleher, Herb, 102
Kelly, Gary, 176, 177-178, 180
keyphrases, 139-141
KeyRelevance, 207, 214-216
Keyword Discovery, 201
keywords
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blogs and, 158-159, 167
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in local searches, 241
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banner ads vs. search advertising, 23-24
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competition online today, 16-17
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editors reviewing content for search engines, 20
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money making in, 14-15
organization, importance of, 20-21
outsourcing and, 19-20
pay-per-click vs. search engine listings and,
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search engines and, 21-22
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summary points on, 24
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best practices in, 121
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definition of, 114-115
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social bookmarking for, 191-192
strategies for, 115-116
summary points on, 122
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‘Ward’s career in, 112-114
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SEO and, 202-203
unified searching and, 188
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on keyword usage, 140-141
on mistakes in online copywriting, 141-142
on print vs. web copywriting, 137-138
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on search engines and copywriting, 139-140
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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
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on customer postings, 179-180
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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
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Macmillan Publishing, 126-127, 130
Madden NFL ‘08, 41
Madison Avenue advertising agencies, 226-227,
230
magazine sites online, 129-130
Mabhalo, 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
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advertising, 22-23
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