
A
ABestWeb Affiliate Marketing Forum,

resource, 234–235
Above the fold, definition, 239
Accounting

importance, 224–229
programs, usage. See Small business

owners
Active registered users (ACRUs), 79
adCenter. See MSN adCenter
Ad grouping, usage, 92
Ad groups

defining, 92
definition, 239

AdSense, definition, 239
Advertisements. See Image

advertisements; Text; Traditional
advertisements

clicking, payment maximum, 112–113
combination. See Text 

advertisements
copy, importance, 32, 183
editing/deleting, 203–204
headline, indication, 92–93
impact. See Visitors
impressions, number (statistics), 58
keyword selection. See Broadly

focused ads; Narrowly focused
ads

obtaining, location, 148–150
placement. See Products

location/timing, 150–151
programs, investment/growth, 

10–11

re-creation, 204
text. See MSN adCenter

tuning, 183–184
title. See MSN adCenter
types, placement, 14–15, 145–148
writing, 92–94

Advertiser, term, 47
Advertising. See Content-focused

advertising
campaign, cost (subtraction), 131
model, 201

Advertising.com, 19, 46, 60–64
account information, 61
affiliate site information, 61
channel selection, 61
publisher application

account information section, 
62f

affiliate site information page, 
63f

channel selection section, 62f
verify application, 61

AdWords. See Google AdWords
definition, 239–240

Affiliate
definition, 240
rewards, 140
synonym, 47

Affiliate advertisements
placement, 6
usage. See E-commerce web sites;

Information web sites;
Institutional web sites; Web 
sites
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Affiliate advertising
acceleration, 13–22
learning, 8–9, 13
resources, 233–237
revenue, 8
usage. See Web pages

Affiliate commissions
generation, 28
secondary revenue stream, 14

AffiliateFuel.com, 18, 46
account information, 57–58

filling in, 57f
application

assistance section, 60f
opt-in email section, 59f
page, 56f
verification section, 60f
website information, 59f

assistance, 58
joining, 55–60
login information, 56

filling in, 57f
opt-in email, 58
signing up, 59–60
website information, 58

Affiliate Guide, 236
AffiliateGuide.com, 235
Affiliate identification, 14–17
Affiliate marketers

events, 235
resources, 233–234

Affiliate marketing, news/commentary,
236–237

Affiliate Marketing Blog, resource, 
235

Affiliate Message Board/Forum,
resource, 235

Affiliate millionaire, steps, 8–11
Affiliate Millions web site, 45, 215–217

affiliate networks, list update,
215–216

content networks, list update, 216
newsletter, access, 217
potential, 8
Quick Start Guide, 215
resource, 233–234
search engines, list update, 216
web hosting, list update, 216
web site templates, usage, 216–217

Affiliate networks, 69
definition, 17–19, 240
EPC report, 100

joining, 9, 45
process, 45

list, update, 215–216
Affiliate News and Directories, 236
Affiliate programs

candidates, 21
carryovers, provisions, 73
chargebacks, 74
commission structure, 72–73
definition, 17, 240
discovery, 208
identification, 75–88
inspection process, 71–75
joining, 9–10, 71, 75–88

initiation, 22
knowledge, 72–75
merchandise, quality, 74–75
payment

minimum balance, 73
terms/methods, 73

product/service, knowledge, 72
promotion, search marketing (usage

reasons), 38–42
referral

period, 73
returning, payment, 73

reputation, 75
returns, 74
rollovers, provisions, 73
signing, 6–7

Affiliate reporting, 131–135
Affilipedia, 237
Affiliate Programs Community,

resource, 235
AllHeadlineNews, 144
Amazon.com, Associates Central

Program, 46, 83–88
application

contact information portion, 66f
payee tax information, 68f
payment method portion, 69f
web site profile, 67f

Baby Strollers Landing page, 87f
contact information, 66
favorite destinations

link, 84
tracking link, 86f

Harry Potter Search Results page, 88f
home page, 84f
joining, 64–69

Associates page, 65f
page, link, 86–88
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payee tax information, 67
payment method, 68
review/submit section, 68–69
search results

link, 85–86
tracking link, 87f

Text Links page, 85f
web site profile, 67

Amazon.com, aStores (resource), 234
America Online, utility, 159
Associates Central. See Amazon.com
aStores, resource. See Amazon.com
Audience. See Target audience

identification, 141

B
Baby Strollers Landing page. See

Amazon.com
Bad links, mistakes, 196, 202–203
Banner advertisements, 146
Banner affiliate advertisements, 5
Barnes & Noble, 151, 211

affiliate program, 54–55
BehaviorTarget program, 34
BFAST, 18
Bfast, 54–55
Bidding. See Keywords

mistakes/blunders, 195, 196–200
Bids. See Google; Maximum bids

tuning, 182–183
Billing information, submission,

114–115
Blogads, 150
Body text, rewriting, 165–166
Broadly focused ads, keyword

selection, 95–97
Broad match. See Google AdWords;

Keywords
definition, 240

Broken links, 202–203
Budget. See Maximum daily budget

determination, 112. See also Web 
sites

maximums, 101–102
definition, 240

options. See Campaignwide settings
tuning, 184–185

Business
general designations, 220
growth, 207

support, profits (reinvestment),
210–215

legal/tax requirements. See Home
business

management, 11
name, regulations, 223
owners, accounting programs

(usage). See Small business
owners

ownership, 220–222
taxes, regulations, 223
web sites, 14–17

C
Campaign-level negative match, 98
Campaigns

creation. See Google; Search
marketing

definition, 240
discovery, 208
expansion, 208–209
expenses/earnings, 213t
fine-tuning, 7, 91
multiple ad groups

support, 190t
multiple ad groups, usage, 

189–193
performance

comparison, 214t
tiers, inclusion, 190t

performance-tune, 185–186
revisiting. See Failed campaigns
spending, calculation/planning,

211–212
tuning, necessity, 179t

Campaignwide settings, 90–92
advanced options, 91–92
basic settings, 90
budget options, 90–91
networks, 91
target audience, 90

Carryovers, provisions. See Affiliate
programs

Cease-and-desist letters, 202
Chargebacks. See Affiliate programs

period, 74
CJ. See Commission Junction
Clicks

attraction, 30
fraud, definition, 240
margin, 39
traffic, volume, 94–95
value, 39
volume, projection, 177

Index 245

14686_Borelli_3p_bindex.f.qxp  2/16/07  10:13 AM  Page 245



Click-through rate (CTR), 4, 101, 145,
170

definition, 240
RPC, guarantee, 180

Client compliance guidelines, mistakes,
195, 200–202

CNN, web site, 36
Commission Junction (CJ), 46

Account Manager, 75
Advertiser Search Results page, 78f
affiliate programs, 109
Commission Detail report, 134f
company information, 54f
eBay, Advertiser Detail page, 79f
e-mailing, 80
Expanded Transaction Reports page,

133f
General Categories page, 77f
Get HTML page, 82f
home page

arrival, 47
information, 54

joining, 46–55
Keyword Link page, 81f
Marketplace, 48

home page, 76f
learning, 49f
page, appearance, 47

network, 75–83
payment

information, 55
network, 18

Public Service Agreement (PSA), 49
Publisher

application, 48
Application, step one, 51f
paragraph, clicking, 50f

Publishers page, appearance, 47
reporting, 132–135
site information, 53f
Transaction Reports page, 133f
verifications, 48, 52f

Commissions, 4
earning, calculations, 173
increase, 40
level, 191
offering, 17
providing, 30
receiving, 13, 125
structures. See Tiered commission

structures
usage, 172

Commission structures, 19–22. See also
Affiliate programs

Common mistakes, 195–204
Company online presentation, quality,

74
Completes forms, 20
Composer (tool), usage, 159
Computer equipment, deductions, 

228
Content-focused advertisements,

addition. See Web sites
Content-focused advertising, 41
Content Network, opting in/out. See

Google
Content networks, 22, 37–38. 

See also First-tier content
networks; Second-tier content
networks

identification, 31–35
list, update, 216
URLs, 58
usage, 17f

Content-related web sites, 16
Content web sites, 151

creation/publicizing, 5
Contextual ads, definition, 240
Conversion, 145

definition, 240
rate, 74

definition, 240
ratio, 39

Copyright date, change, 157
Corporation, status, 221
Cost-per-action (CPA), 237
Cost per click (CPC), 4, 39, 170

calculation, 171–172
definition, 241
savings, 184

Cost per thousand impressions (CPM),
37

definition, 241
Costs, projection, 175
Costs per click, increase, 91
CPA Tipline Newsletter, 

236–237
CPC. See Cost per click
CPM. See Cost per thousand

impressions
Creative work, publication, 145
CTR. See Click-through rate
Currency, selection. See Google

AdWords
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Customers
identification, 141
offering, identification, 93

Customized reports, inclusion, 33

D
Daily budget, 101–102. See also

Maximum daily budget
Daily SearchCast, 236
Databases, inclusion, 163
DBA. See Doing Business As
Deductions, tracking, 227–229
Deferred action, definition, 241
Description lines, 107–109
Destination link, 92–93
Destination URL. See Google 

AdWords; MSN adCenter
definition, 241

Discussion groups, resource, 
234–235

Display URL. See Google AdWords;
MSN adCenter

definition, 241
Dissimilar advertisements,

requirement, 189
Dogpile, 96
Doing Business As (DBA) certificate,

submission requirement, 223
Domain names, securing, 161–162
Downloads

advantage, taking. See Free
downloads

payment, 72
Dynamic content, usage. See Repeat

visits

E
eAdvertising, 19
Earnings, projection, 175–177
Earnings per click (EPC), 100, 170

calculation, 172–173
definition, 241

Earnings per hundred clicks (EPC), 77,
112

eBay
Advertiser Detail page. See

Commission Junction
affiliates payment, 20
affiliate systems, development, 21
popularity, 22
Stores, 144
users, requirement, 108–109

E-commerce web sites, affiliate
advertisements (usage), 
144

Editing software. See Web sites
Editorial guidelines, 125
Employer Identification Number (EIN),

224
Enhance (web site), 34–35
Entrepreneurs, problems, 10
EPC. See Earnings per click; Earnings

per hundred clicks
E-publications, 15–16
e-Publishers link, clicking, 48f
Exact match. See Google AdWords;

Keywords
definition, 241

Expanded Transaction Reports page.
See Commission Junction

Expression Web hyperlinks report tool,
158

F
Failed campaigns, revisiting, 

209–210
Faith, 11
Financial records, keeping, 

226–227
First-tier content networks, 32–33
First-tier search networks, 32–33
Fixed commission, receiving, 20
Flat-rate option, 64
Form completions, 72
Form 1040 (1040-EZ), usage, 

224
Free downloads

advantage, taking, 21
promotion, 93

Free registrations, opts, 20–21
Free software, 16
Freeware, 16
Functional currency, 48

G
Geo-targeting, 33

tools, 90
Glossary, 237–242
Goals

identification, 141
RPC calculation/projection. 

See Performance
GoDaddy.com, 162
Goods, quality, 75
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Google
AdSense

home page, 149
usage, 148

campaign, creation, 102–106
Content Network, opting in/out, 38f
High Estimated Traffic, example, 201f
natural search results, 26
Search Network, opting in/out, 36f
search results, 27
Separate Bids, opting in/out, 38f
sponsored advertisements, 27f
Traffic Estimator, 200f
usage, 3

Google AdWords, 32
account, setup, 113–114
Choose Edition page, 104f
Choose Keywords page, 110f
Create Ad page, 106–110
currency, selection, 111–112
customer targeting

country/territory, usage, 105
language, usage, 104
location, usage, 105

destination URL, 109–110
display URL, 109
edition, selection, 103–104
home page, 102–103, 103f
Identify Customers page, 104–106,

105f, 106f
interface, 115
joining, 102–116
keywords

broad match, 111
exact match, 111
negative match, 111
phrase match, 111
selection, 110–111

reporting, 135–136
Review Your Selections page, 114f
selections, review, 113
Set Pricing page, 111–113, 112f
Set Up Account page, 115f
sign-up, completion, 114–116
Sign-Up Complete page, 116f
Sign up now button, 102–103
standard edition, selection, 103
starter edition, selection, 103

Go-to location, 143

H
Harry Potter Search Results page. See

Amazon.com

Headings, rewriting, 165–166
Headline, 106–107

Keyword Insertion Tool, usage
(example), 108f

High Estimated Traffic, example. See
Google

High-volume keywords, 113
History, 5–7
Hit, definition, 241
Hobbies/interests, web sites, 142
Home business, legal/tax

requirements, 219
href= code, 85–86, 148
HTML code, 164
HTML document, 164–165
HTML templates, usage, 139–140
Hyperlinks

checking, web creation software
(usage), 158f

Hyperlinks, examination/repair, 157

I
Identification numbers, obtaining,

223–224
Image advertisements, 145–147

combination. See Text
Impression, 99. See also Cost per

thousand impressions
number, statistic. See Advertisements

Incorporating, reasons, 221
Individual Taxpayer Identification

Number (ITIN), 224
Informational web sites, affiliate

advertisements (usage), 143
Inktomi, 33
Institutional web sites, affiliate

advertisements (usage), 142–143
Intelligent modeling system, 19
Interest!Alert, 154
Internet

access, deductions, 228
advertisers, 103
users, 32

ITIN. See Individual Taxpayer
Identification Number

K
Kanoodle, 34–35
Keyword Insertion Tool, usage

(example). See Headline
Keywords, 40. See also High-volume

keywords; Negative keywords
addition, 164–165
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bidding, 99–101, 106
broad match, 97
definition, 241
exact match, 98
list, definition, 241
matching options, 97–99
negative match, 98–99
phrase

capitalization, 107
match, 98

selection, 94–97, 111. See also Google
AdWords; MSN adCenter;
Narrowly focused ads

tuning, 181–182
usage, 29

L
Landing page, 40

clutter, 93
definition, 241

Laycock, Jennifer, 24
LeadClick Media, 19
Legal considerations, 222–224
Legal requirements. See Home business
Licensing considerations, 222–224
Limited liability company (LLC),

221–222
Links. See Broken links

mistakes. See Bad links
updating, 157–158

LinkShare, 19
LLC. See Limited liability company

M
Margin

level, 182
Marketing

contacts, 20
options, identification. See Search

marketing options
SEO usage. See Web sites

Market niches, tapping, 7
Match Options, 127
Maximum bids, 113, 196–197
Maximum daily budget, 197–200

double-click, 181
Merchandise, quality. See Affiliate

programs
META tags, 164–166
Mintz, Todd, 24
Missing tracking code, 203
Mistakes. See Common mistakes

exploitation, 10, 195, 205

MIVA, 34
Mixed payment systems, 21–22
Money

loss, 152
making, 11

Monster Campaign Ad Groups, 
136f

Monster.com campaign, 132
Monthly Impressions field, usage, 61
Mortgage, deductions, 228
Mozilla, 159
MSN, sponsored advertisements, 28f
MSN adCenter, 4, 33

account, billing information (entry),
119

Account Signup
billing section, 119f
contact information section, 

118f
page, 117–118

Ads page, 125f
ad text, 123–124
ad title, 123
Billing page, 118–119
campaign

details, 121
starting, 120

communication preference, 118
contact information, 117
Create Ads page, 122–126
destination URL, 124–125
display URL, 124
home page, 116–117, 117f
keywords, selection, 126–127
Keywords page, 126f
order details, 121
password, creation, 118
pricing, 127–128
Pricing page, 127f
promotional code, 119
Select a Campaign page, 122f
Settings page, 121–122, 123f

targeting section, 124f
Sign in and get started link, 120
Signup Complete page, 120f
signup completion, 120
Sign up today link, 117
Submit Order link, 128–129
targeting, 122
terms of use/conditions, 119
Thank You page, 129f
user name, creation, 118
Welcome page, 121f
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Multiple ad groups
support. See Campaigns
usage. See Campaigns

Multiple commissions, generation, 154.
See also Visitors

N
Name recognition, 78
Narrowly focused ads, keyword

selection, 95
Natural search, 40

contrast. See Paid search
results, 25–27. See also Google

Negative keywords, 40
Negative match. See Campaign-level

negative match; Google
AdWords; Keywords

definition, 242
Net return, examination, 213
Netscape Navigator, 159
Networks. See Campaignwide settings;

Search networks
earnings, 77

Network Solutions, 162

O
Online presentation, quality. See

Company online 
presentation

Opportunities, 212
search, 207–210

Opt-in customers, 15
Opts for free registrations. See Free

registrations
Order, 121
Overture, 33, 183

P
Paid inclusion, 26
Paid search, 40. See also Performance-

based paid search
marketing, 25
natural search, contrast, 22

Paper check, mailing, 73
Partnership, 222
Pay for placement, 28–30

model, 31
Payment network. See Commission

Junction
Pay per action, 20–21

definition, 242
system, 34

Pay per click, 19–20, 39
bidding system, 37
definition, 242

Pay-per-impression program, 37
Pay per lead, 20–21

definition, 242
Pay per sale, 20
Performance

comparison. See Campaigns
metrics, 186
monitoring, 169, 170–178

definition, 242
methods, 171
reasons, 169–170

period, 174
tiers, 176t, 186

definition, 242
inclusion. See Campaigns
offering, 29–30

tuning, 169, 178–193
efforts, 200

Performance-based algorithm, 30, 32
Performance-based paid search, 28,

30–31
Performance-based search, 32
Performance goals

example, 176t
meeting, tuning (usage), 185–189
RPC calculation/projection, 174–178

Performance tiers, 40
Performance-tuning tasks, 4
Performics, 19
Personal web sites, 14–15
Phone fees, deductions, 228
Phrase match. See Google AdWords;

Keywords
definition, 242

Pop-Up/Pop-Under Affiliate Ads,
resource, 234

Pop-ups, 146
PPC, lingo (learning), 39–41
Pricing, setting. See Google AdWords
Privacy Policy, reading/acceptance, 49
Private CPA network, 19
Products, ad placement, 6–7
Profits, reinvestment. See Business
Program changes, 204
Program terms, change/cancellation

(mistakes), 196, 204
Projected RPC (pRPC), 174

calculation, 177–178
definition, 242
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Promotion, identification, 92–93
Promotional codes

box, 118
entry, 119

Promotional methods, defining, 
51–52

Protected keywords, list, 55–56
pRPC. See Projected RPC
Public Service Agreement (PSA), 49. See

also Commission Junction
Publisher, term, 47
Publisher Application Submitted page,

53
Purchase path, 74

Q
Quality score, definition, 242
Quarterly taxes, payment, 225
QuickBooks, usage, 226
Quicken, usage, 226

R
Reference materials, 237
References, addition, 157
Referrer pages, 162
Referral

period. See Affiliate programs
returning, payment. See Affiliate

programs
Referral period, 135
Registration payment, 30
Repeat visitors, encouragement,

152–154
Repeat visits (encouragement),

dynamic content (usage), 153f
Reporting, 131. See also Affiliate

reporting; Commission Junction;
Google AdWords; Search
reporting

cycles, 203
Reports, results (comparison), 137
Report totals, 134–135

usage, 136
Report type, selection, 132
Resource allocation, 212–215
Return on investment (ROI), 40, 

145
Return per click (RPC), 100, 170

calculation, 171–174. See also
Performance goals

definition, 242
projection. See Performance goals

Returns. See Affiliate programs
maximization, 193

Revenue
affiliate advertisements, usage. See

Web sites
net profit, 72
percentage, 20
sharing, 20
stream, addition. See Second revenue

stream
Rich media advertisements, 146–147
Rollovers, provisions. See Affiliate

programs
RPC. See Return per click

S
Sales web sites, 150–151
Schedule C (C-EZ), usage, 224
Schedule SE, usage, 224
Search campaigns, management

(learning), 10
Search Engine Guide, 24
Search Engine Marketer, entry, 50–51
Search engine optimization (SEO),

25–26
usage. See Web sites

Search engines. See Third-tier search
engine

list, update, 216
marketing, 25, 64
usage, 3

Search marketers
advertising, 31
identification, 24
impact, 17f

Search Marketing. See Yahoo!
Search marketing, 16, 145

access, 41
campaigns, creation, 10, 89

steps, 90–102
definition, 25–31
learning, 9, 23
options, identification, 35–38
usage reasons. See Affiliate programs

Search Network, opting in/out. See
Google

Search networks, 36–37. See also First-
tier search networks; Second-tier
search networks

identification, 31–35
URLs, 58

Search reporting, 135–136
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Search visibility, usage, 17f
Secondary revenue stream. See Affiliate

commissions
Second revenue stream, addition, 142
Second-tier content networks, 33–35

selection, reasons, 35
Second-tier search networks, 33–35
Secret question, selection, 118
Self-employment, 220–222
SEO. See Search engine optimization
Separate Bids, opting in/out. See

Google
Set Pricing page. See Google AdWords
Shopper ID (SID), 109, 135
Sign-ups, 18

process, 102
Single visitor, multiple commissions

(generation), 154–155, 155f
Small business owners, accounting

programs (usage), 227t
Social security number (SSN), 224

entry, 57
Software. See Free software

discovery, 158–161
Sole proprietorship, 52, 220–221
Space, finding. See Workspace
Spending, calculation/planning. See

Campaigns
Sponsored advertisements. See Google;

MSN; Yahoo!
Sponsored search, 27–28, 40

results, 25
Spyware, 16
SSN. See Social security number
Static banner advertisement, 146
Success, sights, 8

T
Target audience. See Campaignwide

settings
approach, reasons, 93

Targeting. See MSN adCenter
Taxes

deductions, 228
forms/regulations, 224–229
payment. See Quarterly taxes
requirements. See Home business

Tax ID field, 52
Taxpayer Identification Number (TIN),

52, 224
entry, 57
field, 67

Tax Withholding and Estimated Tax (IRS
Publication 505), 225

Text
advertisements, 145, 147

image advertisements,
combination, 147–148

rewriting. See Body text
tuning. See Advertisements

Text/images, combination (usage), 
147f

Third-tier search engine, 197
Tiered commission structures, 178
Time frame, selection, 134
TIN. See Taxpayer Identification

Number
Title bar, adjustment, 164
Total cost, equation, 172
Toys Ad Group, projection, 192t
Tracking, labor-intensive process, 171
Tracking code, 13. See also Missing

tracking code
Traditional advertisements, 15f
Traffic

advantage, usage, 5
analysis. See Web pages
estimation, example. See Google
estimator

usage, 199
viewing, 113

volume, 4
Traffic Estimator. See Google
Transaction Reports page. See

Commission Junction

U
URL. See Destination URL; Display

URL
fields, requirement, 50

Usage fees, deductions, 228
Usage Recommendation, attention, 80
User-friendly utilities, 159
User registration, 93–94
Utilities, deductions, 228

V
ValueClick, 54
Visitors

disappearance, advertisements
(impact), 152

encouragement. See Repeat visitors
multiple commissions, generation,

154f
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Volume. See Traffic
definition, 242
margin, tradeoff, 178

W
Web-based utility, usage, 159
Web creation software, usage. See

Hyperlinks
Web hosting, list update, 216
Web pages

affiliate advertising, usage, 139
content, uniqueness, 156–157
offering, 156
traditional advertisements,

placement, 15f
traffic analysis, 162
usage, 157

Web sites. See Business; Content web
sites; Personal web sites; Sales
web sites

affiliate advertisements, usage,
142–145

budget, determination, 141
content, uniqueness, 156–157
content-focused advertisements,

addition, 148–150
creation

problem, 155
process, 140–142
reasons, 140

creator, determination, 141
design, 155–162
editing software, 160t
links

updating, 157–158
usage, 165

management, 24
marketing, SEO (usage), 

162–166
offering, 156
organization, 141
potential, 154f
revenue, affiliate advertisements

(usage), 152–155
search functions, 36
sending, reason, 6
submittal, 163–164
templates, usage, 216–217
timetable, creation, 141
type, decision, 141
updating, 165

Web surfers, 38
Workspace, finding, 229–231

Y
Yahoo!

Merchant Solutions, 144
Search Marketing, 33
sponsored advertisements, 29f
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