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Survey customers and visitors3 If your efforts are
producing adequate
visitors, but no conversion,
consider a survey.

3 You can post surveys to
your site using forms
software or plugins or use
survey services such as
Zoomerang or Survey
Monkey, or send surveys
in an email using Constant
Contact.

3 Surveys are only as
successful as the effort put
into analyzing and acting
upon the results.

3 Offer survey takers a gift
for a completed survey.
This can be a discount at
your site or something
you have to mail, such as a
coffee gift card.

3 Offer a gift that can be
mailed enables to you
collect the survey takers’
physical address.

3 Provide a thank you or
confirmation page with
links to resources and
pages within your site.

If you enjoy the game of pinball then you are perfectly suited for web
marketing and this guide will serve as your official rule book. Much like
pinball, marketing efforts on the internet, become more successful the
longer you can keep them in play. If you are an owner, or responsible for
marketing a small company, the Small-business Guide to Winning at Web

Marketing will put you on the track to a successful self-promotion effort in as few as 30 days
and for less than $300. Learn new concepts, vehicles, and tracking that are sustainable and
scalable. In this guidebook for the entrepreneur, Shaffstall shares her secrets to successful self-
promotion for small businesses. This book will get you excited about marketing!
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Dedication
To Coy, my son, who makes me proud every day.

To Mike and Andy, my entrepreneurial friends from whom I derive 
challenge, inspiration, and encouragement.

To Ray and Jim for their leadership and opportunities.   

To my mother and father who taught me to value [even] the men in my life.





Foreword
An envious friend once told me, “It must be nice to own your business and work any hours you want.” I
replied, “Yes, that’s true: pick any 18 out of the 24.”

Owning your business is hard work and exhausting, but it is also rewarding and flexible. You are the
business manager, operations manager, IT manager, and the marketing manager. You are responsible
for, and reap the rewards of, your hard work. You kowtow to only your ethical and moral standards,
and if you’re smart, you fire customers regularly for being more trouble than they are worth.

I have been attending the school of hard knocks for more than 30 years, but I like to think I’ve learned
a thing or two about marketing, promotion, and self-promotion along the way. In this guide I’ve
gathered what I deem to be valuable lessons.

— Cyndie Shaffstall, author
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What: The electronic-marketing landscape
Today’s marketing is a lot like playing pinball. It’s not a straight
shot; you have to bounce around a lot to really rack up the
points and since some pins are worth more than others, you
need a certain amount of skill and luck to be able to ping them
more than once. In this book, I’ll teach you the basics, some
game strategy, and a few tricks, but mastering pinball — web
marketing — will depend entirely on how long you can keep the
ball in play. (I’ll also try not to wear out the analogy.)



is guide is not intended to teach you how to build a WordPress® site, how to
read Google® Analytics, or even how to join Facebook®. Each of these
applications have well-written and complete help files and documentation.
Rather, my intent is to introduce you to self-promotion tools that are free (or
very inexpensive) and readily available. In the pages that follow, you should
gain an understanding of tools that will make you more successful in your
entrepreneurial endeavors. You will learn to market, maintain, and grow your
company for less than you can imagine — in most cases for less than $300 a
month.

The importance of your web presence
It’s easy to underestimate the power of the web when it comes to your self-
promotion but at a time when yellow-page directories are finding their way
more quickly to recycle centers, in order to survive and grow your company you
will need to recognize and embrace new tools. 

As an entrepreneur, it’s not just your company’s presence on the web it’s also
your personal presence. 

is guide is a well-rounded presentation of web tools and processes. It also
focuses on the value of optimizing your professional visibility so that whether
you are starting a new company or starting a new marketing program for an
established company, you will know how to use the tools to your advantage.
Just as importantly, you will also learn to be careful about posting too much
content. 

Where are you now?
When you search using any of the popular search engines, the information
returned is called the search-engine results or SER. When you, a business
associate, or potential client, search for your name or your company’s name,
are the ser favorable? 

If you are an entrepreneur and have approached an important potential client
is [s]he able to find you on the web and come away feeling confident that you
are an industry leader? Would they believe that you are very capable at
providing the services that you have asserted? 

ser are often hit-or-miss propositions, but they don’t have to be completely
arbitrary. ere are thousands, maybe millions, of people and companies who
specialize in manipulating search spiders to provide higher ranking for people,
companies, products, or services. is process of manipulation is called search-

Definition

web 2.0 — generally
refers to interactive
web applications, web-
based communities,
hosted services, web
applications, social-
networking sites,
video-sharing sites,
wikis, blogs, mashups,
and folksonomies.

twitter, Facebook, and
sites with which you
interact using your
SmartPhone
applications are known
as web 2.0.

Definition

Spider — a software
application that
browses web pages to
index content and
provide results to a
search engine. (also
called search spider or
search robots.) 

Definition

Seo (search-engine
optimization) — the
process of positively
affecting a web site to
improve the ranking of
the site when returned
within an Ser.

WordPress, http://www.wordpress.org
Google Analytics, http://www.google.com/analytics/
Facebook, http://www.facebook.com
twitter, http://www.twitter.com
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engine optimization or seo. To be effective at self-promotion, you must
identify your current ser and affect that ser by populating the web with a great
deal of positive content that is congruent with your goals. I will show you the
methods for doing that, but the real work will be up to you. Your success will
depend upon how much time you dedicate to the self-promotion process. 

Search engines
e concept of search-engine technology is not new, it was first defined in 1945
by MIT Professor Vannevar Bush. In 1987, Gerard Salton, a Cornell University
professor, authored a book, A eory of Indexing, which describes many of the
tests on which today’s search engines are still based. With a foundation
supported by such experts, one would think there would not be much
deviation, but the fact is that there are many people who consider it an art to
trick the search spider into favoring their products in SER. 

7 Figure 1
the purpose of self-
promotion in a web
2.0 environment is to
better your positioning
in search-engine
results, or Ser.

Google, http://www.google.com
New York University, http://www.nyu.edu/

Consider this

at new York university,
recruiters from about
30 companies told
career counselors that
they were looking at
[personal web
postings] on the web
when considering
candidates for
employment. if
employers are
searching the web for
personal information,
you can bet that so too
are your potential and
current clients.

Definition

PPC (pay-per-click) —
featured and premium
listings within ser for
which a fee has been
paid in order to attain a
higher ranking in the
returned list.

3
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Consider this

newcomer bing® is
seeing their
marketshare grow.
according to the latest
reports, bing may now
have up to 12% of the
search-engine traffic.

Definition

Seo (social-media
optimization) — the
process of positively
affecting one’s social-
media interactions in
order to improve the
ranking of their site
when returned 
within Ser.

4

YellowPages®, http://www.yp.com
Nextag®, Inc., http://www.nextag.com
local.com®, http://www.local.com

Aol, http://www.aol.com
Ask®, http://www.ask.com
My Web®, http://www.myweb.com
Comcast®, http://www.comcast.com

Google, http://www.google.com
Yahoo!, http://www.yahoo.com
MSN®, http://www.microsoft.com
Bing, http://www.bing.com

Ç ere are three types of search-engine index processes: 
3 spiders (also known as crawlers, robots, or just bots), 
3 human indexed
3 hybrid of spider indexed and human indexed 

If you follow good seo practices, such as those outlined in this book, you will
rank well without regard for the type of indexing performed. Search spiders
are by far the most common of the three types and the type that we will
discuss here.

Search spiders are only effective if they return relevant results to a search
consumer, so think about this: if you use a search engine to find information
about your teeth, but the ser lists sprockets (with removable teeth) as the most
relevant, you might decide to use a different search engine — one with a more
logical approach and that appropriately guesses that you are searching for
information about the teeth in your mouth, not the teeth on a sprocket. 

If you leave one search engine to try another, and the original search-engine
provider loses you as a customer for future searches, this has a real impact on
their revenue. While searching is free, having your company featured is not.

Figure 2 3
this graph shows the
search-provider  share

of searches as of
august 2009.



Definition

Viral marketing —
marketing techniques
that use social-media
networks to promote
brand awareness.

Search engines retain and gain market share by providing you with relevant
results so that you continue to visit their pages and continue to read the paid
listings and ads.

In 1998, Jeffrey Brewer presented the idea of pay-per-click (PPC) advertising.
Today you see this as the favored listings on a Google page. Companies listed in
the yellow-shaded area at the top of the ser and along the right margin have
paid Google to list them with this priority placement — to cut them from the
herd, so to speak. is is called search-engine marketing, or sem, though sem
can be achieved through both paid and organic methods. 

While PPC is one method of gaining high rankings for a person or product
within SER, it is only one part of a very big picture. Not only that, research has
shown time and time again that people primarily focus on the organic listings
directly below the paid searches, for a number of reasons. One important
reason is that the search-engine user knows that the sponsor of the PPC listing
has paid for that placement, so there is an element of distrust. 

7 Figure 3
PPC advertising is
generally found at the
top of Ser, though it may
also be featured
elsewhere on the page.

5

Google, http://www.google.com
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Case in point

on a trip to memphis
to meet with Fedex®,
ketchum® Pr agent
James andrews posted
a derogatory comment
(tweet) on the social
site twitter about the
city he was visiting.
andrews’ tweet was
picked up by a Fedex
employee who then
sent an email to key
staff within upper and
middle management
of Fedex’s
communications
department and others
within ketchum’s
management team.
the fiasco escalated to
the point of being
covered by Zdnet (an
online magazine) to
the great
embarrassment of
many involved. 

the end result was a
public apology, but the
tweet still exists today. 

According to Nielsen® the top search-engine market share as of August 2009 is: 
3 Google 66%
3 Yahoo 16%
3 MSN 11%
3 AOL® 3% 

Many companies rely solely on Google since they hold the majority share of the
search-engine market, but not all search spiders are programmed in the same
way. In fact, search spiders are an unpredictable lot and good seo/smo
consultants change and adapt as they discover new ways of attaining exposure. 

I first began working with seo after 9/11 threatened my company and I needed
to increase marketing exposure at a time when revenue was declining. I worked
hard to gain an understanding of how the web could be used to keep my
company profitable in such a challenging time. e changes that have occurred
in the decade since are astounding, and what was a sure-fire method just two
years ago will now get you penalized in the world of search-engine placement. 

Search spiders are very sensitive to manipulation. If your seo/smo efforts seem
unscrupulous, provide results contrary to the relevancy of the search term, or
seem pre-programmed to interfere with natural results, you will be penalized
and your product moved to the end of the list — or worse. 

Many people, James Andrews as an example (see sidebar), do not have an
appreciation for the longevity, speed, or the reach of the web. When a message
is passed around a social network, and even jumps to other networks and email
as part of a marketing effort, we call it viral marketing. While the Andrews’
example shows how badly it can go, it’s also a great example of how quickly a
positive message could be circulated. e message doesn’t have to be
sensationalistic or negative. In fact, with this type of marketing, good news
travels just as quickly. When using this method for the promotion of your
company, be sure it is well planned, accurate to a fault, and relevant. 

Organic growth
I never recommend that a client invest in paid search-engine placement. ere
are plenty of free options for gaining ser ground and I always start there. at’s
not to say that there are not companies that will benefit from paid placement,
plenty do, but a PPC campaign becomes orders of magnitude more effective if
it’s backed by lots of organic recognition.

6

FedEx, http://www.fedex.com
Ketchum, http://www.ketchum.com
twitter, http://www.twitter.com
ZDNet®, http://www.zdnet.com

Google, http://www.google.com
Yahoo!, http://www.yahoo.com
MSN, http://www.microsoft.com
Aol, http://www.aol.com
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Case in point

over 2 million viewers
have now seen a
Youtube video posted
of rats running around
a taco bell®. Customers
became concerned
about the store’s
cleanliness and taco
bell’s stock price and
7,000 franchisees’ sales
were affected. 

using social media is
not without risk. You
must monitor what is
being said about your
company and
customer reaction to
messaging that you
propagate. the good
news is that the web,
as an electronic
medium, enables you
to keep close tabs and
take immediate action
at the first hint of
trouble.

Another way search spiders rank relevancy is by determining whether or not a
particular web site represents expert, trusted, or authoritative content available
on a given topic. ere are a few approaches to becoming recognized as an
authority, but once recognized, it is natural that an ser list would deem
authoritative pages as more relevant — and therefore, list those pages at the
top of the results. Viral marketing — the good form of that used to further
James Andrews’ tweet — is an effective method to becoming a recognized
authority. (If you’re over 30, word of mouth probably resonates more with you
than the term viral marketing, but they are in effect the same thing.)

Do you remember the Oogachaka Dancing Baby video, or how about the Will it
Blend?® videos? If those video links had not been passed electronically through
the web, do you think they would have reached the phenomena that they did?
Unlikely. It’s not quite the same if you see the Will it Blend? video on your local
news station and have no way to share it. 

To be effective at self-promotion on the web, you need to spend a great deal
of time sharing content with others. e content can be text, video, a podcast
(audio recording), or even a white paper. You can even share a blog posting or
perhaps a news announcement. You need to spread these messages far and
wide, so that other sites will link to your pages. If your content is interesting
and truthful, these sites will link back to your site because you have
convinced them that you are presenting relevant, accurate, creative, and up-
to-date content. When other sites link to your content (backlink), you will
gain additional credence as an authoritative source and this helps you to rank
even higher. 

Blogging
Blogs are like web sites. In fact, they are web sites. ey also share traits with a
commentary column in a newspaper or magazine. Blogs provide you great value
as you attempt to establish yourself on the web — not the least of which is that
you do not need proprietary software or a web designer in order to keep your
content up to date. You can do it all yourself!

In the not-so-distant past people with blog sites (bloggers) were seen as
second-class journalists, or they were dismissed entirely. Today, after having
witnessed a president being elected largely due to grassroots and organic
exposure generated by bloggers around the world, times have changed. Even

7

Youtube®, http://www.youtube.com
taco Bell, http://www.tacobell.com
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the most-vocal opponents must recognize the elevated status of this new and
very effective dissemination of information, of opinions, and of the value that a
blog provides in establishing one’s authority. 

In addition to posting content, blogs also allow interaction with your visitors,
who may leave comments and questions about a topic. You may answer
questions that are posted, or just allow the readers’ comments to be attached to
the post to provide additional information, a contrary point of view, or even a
complaint. ese comments are invaluable, as they help you to understand your
visitors and tailor your site’s messaging to meet their needs. 

As the author of a blog who contributes regularly, not only will you create more
content (than you would at a traditional site) for the search spiders and blog
search engines (e.g., Technorati®) to index, there is also ample opportunity to
control the topics, to focus on topics on which you are an expert, and to alter
the content as you measure the results of your postings. In addition to creating
your blog, you should monitor and contribute to blogs written by other experts.
In this way, you can build an association between you and particular topics, and
you and other experts. 

7 Figure 5
blogs offer many benefits
to the small business or
entrepreneur, including the
ability to contribute
without the need for
engaging a web designer.

Figure 4 3
both of these blogs sites

were created with
templates. it’s a great
way for a quick start.

8

Cyndie Shaffstall blog, http://cshaffstall.spidertrainersblog.com
Home Business, Successful Business, http://www.homebusiness-successfulbusiness.com
technorati, http://www.technorati.com

Definition

blog — contraction of
the words web + log, is
a type of web site, to
which an individual or
group of individuals
contribute by posting
stories, comments,
descriptions, reviews,
images, video, or any
other information.
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Definition

rSS (really simple
syndication) —
standard web feed
formats that are used
to publish content
such as blog entries,
news headlines, audio,
and video that are
updated frequently.
the content may
include the full text or
a summary of the text
along with meta data.

Definition

meta data — text,
audio, or video that
describes what the
audience will see, hear,
or experience. in the
case of web pages,
meta data is generally
text descriptions of the
content of the page.

9

MySpace, http://www.myspace.com 
Facebook, http://www.facebook.com

You may find that blogging is cathartic, but, like social media, blogging does
have its risks. You should carefully monitor topic selections and comments to
ensure that they do not become detrimental. Encourage opinions, discourse,
and even criticism, as long as it continues on a path that you feel supports your
self-promotion goals.

Really simple syndication
For many people today their daily dose of news comes from an
online news-syndication service to which they have subscribed.
is is a way for them to customize the news that is delivered to
them via a web page or perhaps a SmartPhone. ey can

predefine topics of interest and, as content about that interest is posted, have it
delivered directly to them as a subscriber of the syndication. 

Blogs and RSS are not synonymous, however, since blogs are typically frequently
updated, RSS is a way to proactively push the updated information to the
interested reader. You can establish RSS as a tool for quickly and efficiently
promoting your online contributions and maximizing the benefit that your blog
provides. 

Social media
Social media sites are akin to support groups or cliques of
like-minded individuals that share information through a
member-based web site. Social-media sites range from
MySpace®, a predominately teenage-user site, to Facebook, a

predominately young-adult site, to LinkedIn®, a full-fledged professional-
level site that fosters a connection between career-minded individuals.

While seo is focused on search engines and the results that they return, social-
media optimization, smo, is the use of these online-community networks to
promote ideas, products, companies, and individuals. 

Many challenges arise with these social-media outlets because you have limited
control over the individual actions of the members of the community to which
you are connected. You can easily become associated with those who are lacking
respect for their — or your — private information or who post content that
may well be detrimental to your promotional or career goals. 

Ç



Case in point

Some reports claim
that up to 22% of
employers use social-
networking sites when
considering job
applicants, and 9%
more intend to do so in
the near future. with
that said, only 16% of
the workforce with
social-networking
profiles have taken the
time to ensure their
pages are something
that a potential
employer should see.

10

linkedIn, http://www.linkedin.com
Plaxo, http://www.plaxo.com
MySpace, http://www.myspace.com 

Sensational postings to social-media sites can spread through the internet like a
cold making its way through your child’s daycare (hence the term viral). It can
be a real blow to a small company when they make a grave and accidental error
in messaging that is passed quickly through the social-media networks (just ask
James Andrews).

Professional networks
While it’s true that social-media interaction can be risky, it can
also be quite beneficial. One site for which I have full
appreciation is LinkedIn. is site provides you the opportunity
to connect with like-minded professionals, obtain and post

professional recommendations, and join groups that promote your visibility as
an authority on topics important to your goal. Other sites, such as Plaxo®,
border on the social gossiping generally associated with Facebook and MySpace.
It can provide challenges when people with whom you are associated behave
and post in a manner that reflects poorly on you. 

ere are other sites that should be considered carefully before joining.
MySpace started out as a ’tween, and young-adult site, but it wasn’t long before
adults were drawn by the easy-to-use interface that enabled them to monitor
and communicate with their kids. With Facebook, the social network took on a
slightly more adult façade and MySpace members began the migration —
bringing with them the kids. It’s important to recognize transitions such as this
early on and ensure that a site of which you are a member remains a site of
which you should continue to be a member. 

Even if you show restraint in your posts, the posts of others in your network
are there to potentially influence someone visiting your pages. Sticking to a
network such as LinkedIn, where text is career-centric, will help you to limit
your exposure to errant posts and maximize your professional persona. 

LinkedIn, and other social networks of this genre, also have a groups feature.
Groups enable you to build your own mini community within your social
network and connect with people who share your interests. I belong to a
number of LinkedIn groups — some that I started and some of which 
I am a member. 

Ç



Case in point

it’s not just potential
employers or recruiters
that are using
information found on
the web. take for
example the Penn
State university police
that used Facebook to
identify and prosecute
fans rushing the field
following an ohio State
game after students
posted photos of
themselves on the
field. when you are
working toward self-
promotion, content
such as this can be so
detrimental, and so
sensational, that it
becomes nearly
impossible to
overcome. 
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Penn State University, http://www.psu.edu/ 
Facebook, http://www.facebook.com
twitter, http://www.twitter.com

Private information
As you begin your self-promotion foray within the web, you should be acutely
cognizant of the content that is already posted about you and your company and
that which you will post. e archives within the web and social-media networks
are searchable and accessible by anyone with a computer — for a very long time. 

It is indisputable that recruiters, employers, business associates, and potential
clients are using the web to research and verify the claims of people before
engaging them in opportunities or partnerships. Companies using the web to
search for personal information are finding content that may have been posted
ten years ago when the candidate was a frat boy at a bachelor party in Vegas or
a teenage girl on spring break. It’s tough to make a decision today with real
appreciation for how it will be perceived in a decade when you are a budding
entrepreneur launching a new company.

In a blog about employment, one author cautions that applicants/employees
should assume that future employers will read everything that a candidate
posts. oughtful consideration should be given to content made public. Be
yourself, but avoid obvious negatives such as saying that you hate to work or
posting compromising photos. Try asking yourself whether you would want
your mother to see your postings.

e key to successful self-promotion is to understand and appreciate not just
what you post, but also the longevity of what you post — good and bad.

Micro blogs
When you choose a blog as your web site, it will be a site to
which you contribute the content and to which others may
comment on your postings. A blog is completely within the
control of the creator or by whomever has administrative access.

A micro blog is a type of social network to which one becomes a member.
Instead of long story-type postings, with a micro blog all of the information is
posted in short bursts, usually only a sentence or two. Twitter® is arguably the
most-popular micro blog but Facebook, Plaxo, and LinkedIn all offer micro-blog
features to augment their social-network structure. 

While many members are irresponsible — some bordering on malicious — the
value of micro blogs when used properly for self-promotion cannot be
overlooked. When it comes to positioning yourself as an authority, even a 140-
character limit can be a step in the right direction.

Ç
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Delicious, http://www.delicious.com
Digg, http://www.digg.com
Yelp!, http://www.yelp.com

Consider this

Social media networks
come in many forms. it
is probably not
appropriate for your
business to belong to
all of them. instead,
look for networks that
permit self-promotion,
that are aligned with
your goals, and that
offer some modicum of
control over the
visibility of those who
are connected to you
within the network.

Social bookmarking 
It seems we are starving for advice, leadership, mentoring, and
guidance — supported by the sheer size of the self-help section
of my local bookstore. To this end, social bookmarking provides
web-site visitors with yet another path for guidance. Using a

social-bookmark site such as Delicious® one can collect, organize, search, and
manage the bookmarks of their favorite pages and sites and share those
bookmarks with other users. It’s like creating a recommended-reading web-site
list that you share with people who have access to your page — and yet another
brick in building your self-promotion in a Web 2.0 environment. 

Social news
Digg® is a web site where visitors can submit content for review
by other visitors. ese other visitors can then promote (or
move to the top of the list) topics of interest by voting to digg it.
When a product or subject receives enough diggs, it can be

promoted all the way to the front page of the Digg web site. Stories on the first
few pages are more likely to be seen by more visitors than stories positioned
deeper in the list. is is very much like a search engine, except that the
promotion is not controlled by a set of obscure, ever-changing programming
rules defined for the search engine’s spider, but rather by popular vote.
Depending upon your focus, Digg may provide an opportunity to foster interest
in your particular type of service. 

Opinion and review sites 
In the pursuit of self-promotion, it often becomes necessary to give voice to
what other people think. Opinion sites such as Yelp!® provide a different kind
of network where visitors leave comments, recommendations, and criticisms
about businesses with whom they have had interaction. ese comments, left
by your customers as an endorsement or warning, can be a real boost in SER,
especially when it’s a glowing testimonial. 

Directories
Not all sites should be submitted to directories, it depends upon the service or
products that you provide. ink about it this way: would my company benefit
from a yellow-page ad? If the answer is yes, then online directories — the
yellow pages of the twenty-first century — would likely be a good self-
promotion vehicle for you.

Ç



Unlike search engines, many directories do not go out looking for new sites to
add, you have to go to them. ere are hundreds of sites available and they vary
in reach from city, to region, to state, to nation, to the world. Before you submit
your site for consideration to these sites, be sure that the directory site’s target
audience is also your audience. If you cannot provide services on a world-wide
basis and you’re based in Denver, don’t submit your site to a directory in
Yemen. Sites such as Team Dave Logan® bring added benefit to a simple
directory — they provide an endorsed directory. Dave Logan is a well-known
radio personality and former nfl player and candidates wishing to join his
directory are screened. More visibility is not always good visibility — be
choosey when selecting directories for listing your company. One endorsed by a
recognized authority is a better bet.

Wikipedia
Wikipedia® is a web-based encyclopedia in continuous creation by the general
public. Anyone with information who registers and creates an account may
contribute on a topic or create a new topic. Registered users may edit, add to, or
delete posted content. With millions of contributors, Wikipedia is growing daily
and many search engines rank Wikipedia pages higher than other web pages

7 Figure 5
depending on the type
of business you have,
you may find that
directory sites, such as
teamdavelogan.com,
may be useful in your
self-promotion.
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teamDavelogan.com, http://www.teamdavelogan.com
Wikipedia, http://www.wikipedia.com

Consider this 

once you have
registered at opinion
sites, ask your
customers to rate you.
include a link from your
site so they can easily
connect with the site.

Ç



that have more content, that are more authoritative, and of higher value. With
this in mind, you may choose to develop Wikipedia pages to promote your
products or services — and this is allowed as long as the topic at hand is of
interest to the general public. 

Wikipedia is the first and largest effort at a user-created encyclopedic resource,
but there are a number of off-site wikis as well and perhaps thousands or
millions of private wikis. e value of an off-site wiki is not nearly as recognized
as that of the organic wiki, but with consideration for Wikipedia’s very strict
rules about what is permitted and not permitted for posting, an off-site wiki
may be a viable option. e very nature of a wiki, whether organic or off-site, is
that every visitor has the ability to modify or delete posted content. Given this,
you are at risk of receiving detrimental or contrary additions to your carefully
crafted message, and these must be managed. 

Press releases and new announcements 
Despite the migration from print to web, professional news organizations have
been the primary consumer of press releases. Companies with press-worthy
messages carefully draft the announcement, gather the appropriate
testimonials, and then send to their well-developed, groomed, and coveted list of

Definition

wikipedia — an online
encyclopedia with
content intended to be
factual, notable,
verifiable with cited
external sources, and
neutrally presented.

— Wikipedia

Wikipedia, http://www.wikipedia.com
24-7 Press Release, http://www.24-7pressrelease.com
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Figure 6 3
there are a number 

of press-release 
distribution services. 
i have used and like
24-7 Press release®. 

i have an account as
both a publisher and

an author so i can give
and receive.



press editors who have deemed a company’s press announcements worthy of ink
in their publication in the past. For these professional news organizations not
much has changed. 

Blogging, however, has changed the electronic-news landscape dramatically. In
addition to press announcements for the press, there is a new noteworthy
demand — no longer is it required that a company wait for a major
development to alert the media. 

Bloggers provide very unique opportunities for promoting every level of news
— even news that would not be considered news by traditional standards.
Good self-promotion ensures that the press continues to get early notices that
keep their publications on the leading edge of news, and that bloggers who are
aligned with your self-promotion goals receive very regular updates as well.
Once a month is not too often, and more is okay if you really have something
exciting to tell.

PRMac, http://www.prmac.com

Consider this

distribution services
should be used to
augment your in-
house press list.
Provide a registration
form at your site for
editors and authors to
subscribe to your
press list.
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7 Figure 7
distribution services
typically have an
online form. these will
help you to write your
release in the proper
format.
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Yahoo!, http://www.yahoo.com
Excite, http://www.excite.com
Gmail, http://www.gmail.com

Consider this

Professional email
addresses are less likely
to be blocked as spam.
don’t use free services
such as Yahoo! and
gmail to represent your
business.

use the rules feature of
your email application
to presort emails and
automatically send
responses.

Email addresses
When you are sorting through the messages in your inbox each day, how much
credence do you attribute to Yahoo!, Excite®, Gmail®, or other free email
addresses? Do you automatically mark them or delete them as spam? Most
people do. 

Your email address is a reflection on you, your company, and your
professionalism. Having a free email address for your company is like having an
office address in the seedy part of town. At every opportunity, you should
present yourself and your company in the best light, and that means having a
professional email address.

When you choose a domain name and sign up with a hosting provider, don’t
skimp: ask for email addresses. Get as many as you need for your marketing
and self-promotion. I recommend that you at least set up info, privacy, orders,
sales, support, and one for each staff member that is made up of their first
initial and last name. If you have specialty areas, you might choose to set up
email addresses for those as well, such as contact, orders, prepress, and the like.

Most hosting companies will offer you as many email addresses as you need.
You can set them up so that they automatically forward to you or a specific
team member. In that way, you can give the impression that your company is
larger than it actually is.

As my own host, I have the luxury of setting up email addresses easily and
without needing to contact my provider. I use these in my campaigns and often
have a special email address that is dedicated to responding to queries
generated by that campaign. 

is makes the email address easy to remember by my prospects and enables
me to create an email rule for automatically responding with a pre-defined
message, sort the email into a specific folder, and keeps me current on the
amount of interest that is being generated.

With the groundwork laid
Understanding the value each tool brings is critical to your success in
winning at web marketing. I don’t really expect that you will implement
every tool, but being armed with information will at least position you well
for the opportunities.

Ç



How: Building a foundation 
Most companies have made a hefty investment in their web site
— the design, the content, the graphics, and maybe even video
presentations — to keep customers engaged. If you look around
you will likely find that there are very few customer-facing
projects in which you, or companies for whom you have worked,
have made such an investment and that most of your
customers have seen. 
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Worldometers.info, http://www.worldometers.info
template Monster, http://www.templatemonster.com

Checklist

3 create your web site
as the foundation of
all of your self-
promotion activities

3 choose blog sites if
you need to update
the content
frequently

3 post both a static
Html site and a blog
site to benefit from
reinforced
messaging and link
exchanges

Benefits

3 blogs can be casual
or formal
3 easy to update from

any browser; no
proprietary software
3 enables you to test

the effectiveness of
messaging without
engaging a web
designer 

You’ve probably had a web site for many years, maybe even since the beginning
(the mid to late 90s). In that time, you’ve probably also been through several, if
not many, web-site designers. As the technology behind web content advances,
so does the need for a specialist to design, develop, and maintain your site.
Your site may have hundreds or even thousands of pages — service
descriptions, product descriptions, troubleshooting FAqs, press-release
postings, company information, forms for requesting contact, and more. It’s a
full-time job to keep up.

How many times have you wished for the ability to make your own site
updates, post pictures, or publish a last-minute announcement? How about to
provide a place where your customers can interact with you, ask a question, or
even disagree with you? All of this is possible — it’s called a blog (web + log).

When it comes to self-promotion, it is generally accepted that there is little to
no difference in the effectiveness of a traditional HTml web site and a blog site,
as long as you follow best-practices rules for each. Having said that, as you will
read in this book, an important component of self-promotion is ensuring that
all content on the web about you or your company is current and regularly
updated. Blogs make this an attainable goal, even for the web novice. 

Build a blog
Blog sites are designed to be easy to create and maintain by people of all skill
sets. Blogs do not require proprietary software and they can be modified from
wherever you have an internet connection. With a blog, you can be an active
participant in your site because you may add content whenever the urge
strikes you. 

Companies such as Template Monster have extensive collections of
templates from which you may choose. Others provide free
templates, but those don’t come with guarantees or support.

Customizing your blog with one of these templates is as easy as click, click,
click, but if you want something a bit more unique, add the option for
customization during checkout.  

ink of a blog as an online diary for your company.  Blogs provide editing
features through an administrative web page — you will not need specialized or
expensive software. To contribute to your site, you simply log in to the
administrative page of your site and add or edit a post (story or article).

Ç



e popularity of blogging is undeniable; according to Worldometers®, about
half a million blog posts are posted each day.

Lots of companies today have foregone the traditional web site in favor of a
blog. I recommend a blog site to all of my clients, especially entrepreneurs and
small businesses. Your need for easy access and constant contribution is higher
than that of a large corporation; blogs provide you this capability. 

Heat map. As you are developing your site design, you may wish to consider
testing its effectiveness with a heat map. A heat map is a representation of your
site using just colors. e colors — red to show hot spots and blue to white to
show very little activity — help you to understand where on your site the user
clicks for each page. An eye-tracking heat map is a color representation of your
site that tracks where the user is looking. See figure 13 on the next page.

Web developers most often use heat maps because they generally require more
than a passing knowledge of web sites and software installation, though there
are commercial resources, such as Crazy Egg®, from whom you can purchase
the service. 

7 Figure 8
with templates readily
available, like this one
from template monster ,
even a novice can post a
unique blog.

Figure 9 3
the blog is edited using

any browser.
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Definition

Heat map — a color-
coded, graphical
representation of your
site designed to
display the most
clicked-on areas.

Crazy Egg, http://www.crazyegg.com
HotDesigns4CoolCards, http://www.hotdesigns4coolcards.com
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If you have decided upon a static HTml site, then you are likely using a web
designer, so you probably have someone to whom you may turn for help.
Armed with a heat map, you can make changes to your site that capitalize on
how your customers are viewing and using your site.

Narrowing the field of competitors
When you launch a blog site, you will join the bazillions of people who have
chosen the web as a vehicle for promoting their product, services, self, or
company. at’s the good news. e bad news is that you have joined the
bazillions of people who have chosen the web as a vehicle for promoting their
product, services, self, or company. 

Choosing a blog and using it to keep your content updated continuously is a
solid step in the right direction though and it narrows the field of true
competitors to just the millions. If you work diligently at self-promotion you
will find that you can easily elevate your visibility in any search engine and
reduce the field of competitors to a relatively small handful.

When I consult with companies on the topic of blogs, there’s never any
question that blogs are a good idea — everyone agrees that they are — the
problem only comes when we discuss the commitment needed to keep their
blog content up to date, relevant, and changing. Unlike a web page, where you
can make the investment up front and tend to it only as your product line or
service offerings undergo a change, a blog will be most successful when you
contribute regularly. 

I don’t really expect that if you will have time to post to a blog every day —
that’s rare — but it would benefit you greatly to post to it often; or even every
now and then. If it’s an option for you, assign someone on your staff to tend to
the daily postings, but keep in mind that the higher up the corporate ladder
you have climbed, the more customers appreciate hearing from you. It should
be your intent that your customers build a dependency on your company’s
products or services and your blog can be an easy-to-use forum where you can
post relevant and timely information to engage them. Hearing these messages
from the company’s leaders will create good will and build relationships.
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Consider this

when you create a
blog and update it
regularly, you are
gaining Ser placement
above other sites that
have outdated and
staid content. 
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Why WordPress?
ere are a few different types of blog applications: WordPress, Joomla®, and
Drupal®, to name the most popular. I recommend WordPress since it is so
simple to use. is simplicity encourages you to be a frequent contributor to
your site. 

While Joomla and Drupal are great products, both require quite a lot of set up
time. is can be challenging, even to those of us who are web-site builders, but
to the novice it can be downright daunting. is is not to say that I don’t ever
recommend these platforms, I do, but the set-up time required needs to be
justified by the amount of content you will post. 

Joomla offers an unbelievable array of extensions, such as forums, shopping
carts, directories, and many more. If your company has a need for these types
of robust features and has lots of pages, you should consider a Joomla site.

Flexibility through WordPress plugins. Plugins, widgets, and extensions are
mini applications that are added to your blog site. ese little applications
typically are dependent upon the engine of your blog site, but not always. It
depends upon the feature that they provide. 

Figure 11 3
Joomla offer

thousands of
modules that
enable you to

customize your
site such as this

shopping-cart
extension.

7 Figure 10
wordPress is probably the
most-popular blog platform,
but there are others. this is
an example of a Joomla site.

WordPress, http://www.wordpress.org
Joomla, http://www.joomla.com
Drupal, http://www.drupal.org
DMS Scenario Paintball®, http://www.dmsscenariopaintball.com

DMS Scenario Paintball online store, http://store.dmsscenariopaintball.com
the liquid Studio®, http://www.theliquidstudio.com

Consider this

if you choose to go the
route of a blog rather
than a traditional web
site, you should make
the commitment to
take advantage of the
features it offers.
Contribute regularly.
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7 Figure 12
drupal is another blog
platform and is more
similar to Joomla than
to wordPress. both
Joomla and drupal
require more than
basic web skills.



After a few hundred blog sites, I have a list of favorite WordPress plugins. If
your site includes a shopping cart, you may need more. As a minimum system
start up, I recommend:

3 Table of Contents Creator®
3 Google (Xml) Sitemaps Generator®
3 Google Analytics for WordPress®
3 Find Me Else Where®

Visit the WordPress site and use the plugin search feature to find plugins that
are appropriate for your type of site.

Defining visitors and keywords/phrases
For successful self-promotion, you must understand what will bring visitors to
your site and what will keep them there (or coming back). For tips on good
choices, search the web for companies that offer the same products or services.
Click on the first three sites and take a look at the source code. is can usually
be found in the view menu and looks something like figure 13.

Benefits

3 easy to install
3 easy to update
3 popular platform

with extensive help
resources
3 thousands of

plugins to
customize a site

WordPress, http://www.wordpress.org
table of Contents Creator, http://markbeljaars.com/
Google (XMl) Sitemaps Generator, http://www.arnebrachhold.de/
Google Analytics for WordPress, http://yoast.com/

Find Me Else Where, http://wpease.com/plugins/find-me-else-where/
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Figure 13 3
to help develop

competitive keywords,
visit the sites of the top

three ser of your
competition. take a

look at their keywords
and see if they might

also be a fit for you.



Look for the keywords embedded in their meta data (turn to page 39 for more
information on meta tags). ese are the words that your three most-
successful competitors are using to make it to the top of the SER. Take note of
these words and when you have completed the following two exercises,
compare your list to these. 

Exercise 1: Describe your typical visitor. Who are they? What about their
current situation would bring them to your site? Are they students?
Homemakers? Entrepreneurs? What is the typical gender, age, and education?

Describe each type of visitor (think about an actual customer; putting a face to
it may help you to keep their need more clearly defined) and if they are
different enough, don’t hesitate to create a spreadsheet to track their features.

As an example, let’s consider a home-based business site and create a person
(profile) list with this in mind. What we can discern from the profile list in figure
14 on the next page is that gender does not appear to be defining segment. e
age of the visitor ranges between 25 and 45. Generally, the visitor seems to be
looking to supplement their income or create an income without going to work
outside the home. Marital status and parental status is also varied. 

WordPress, http://www.wordpress.org
Flash, http://www.adobe.com
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Definition

Plugin, extension,
addon, widget — a
small software
application that
extends the capabilities
of a host or core
application. an
example is a Flash
plugin used in web
browsers to enable the
playing of sound and
video clips.
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1 Figure 14
it will help you a great
deal to develop a
spreadsheet that identifies
the unique characteristics
of your site’s visitors.



Consider this

Creating a persona
spreadsheet may seem
like a lot of work just to
understand your visitor,
but i recommend you
use this as a continuing
resource and modify it
as you measure the
analytics of your site’s
traffic and your email
campaigns. analytics
are covered in the Who
section. 

With consideration for these profiles, the site owner would want to develop a
site design and create content that is appropriate for these different visitors.
e graphics and pictures should be of people in this age group — perhaps
enjoying the finer things in life. e graphics could give the impression that
other people of their age group are enjoying the benefits of wealth because they
have used the services that this site offers.

Given that the typical visitor might be male or female, the site owner should give
some consideration to having separate sections within the site with different
imagery focused on the gender of the visitor. e female-centric pages could use
imagery of handsome men on yachts or playing golf, and beautiful women in
fancy cars and furs in the section tailored for the male visitor. If the site’s
visitors’ ages range by a great deal, sections and content should appeal to the
different age groups.

Exercise 2: What words might your visitor use in a search engine? Once you
have identified the different personas who might visit your site, you then need
to identify the words that they might use to find your site. Depending upon the
disparity of visitors, the words might be different for each persona. 
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1 Figure 16
add a column to your
persona profile
spreadsheet for keywords
and keyphrases.

Figure 15 3
google offers tools to

assist you with keyword
selections.



Keywords and keyphrases are used throughout all of your self-promotion, so
take the time to give this very careful consideration. It’s not that your keywords
and keyphrases are set in stone, but once you have launched a multi-tiered, self-
promotion effort, it’s a lot of work to go back and change directions. Your
keywords and keyphrases will be used as or will guide:

3 meta tags
3 page titles
3 email campaigns
3 social-media postings
3 press release and news announcement content
3 multi-media and image alt tags

If your company does business only locally, one or more of your keywords
should be your region (e.g., Denver, Rocky Mountains, Colorado, the west). If
your keywords are commonly misspelled, you might want to include the
misspelled versions in addition to those spelled correctly. Your total word count
should be about 15 to 20 keywords or keyphrases. Do not use a word more than
once as a keyphrase: it’s okay to use a list such as: search engine, search spider,
search optimization, but it’s not okay to use: search, search, search.

If you created a spreadsheet in exercise one, add columns for your search
keywords and keyphrases. Be sure to order these from most important to the
least important. Your company name should go to the lower end of the list. Yes,
your company name is important, but the likelihood is that potential customers
are looking for you based on the product or service that you provide, so these
words come first.

If you are looking for some professional help with your keywords — and that’s
okay, they are very important — try the Google Keyword Tool.

Developing the content
On a WordPress site, there are three important components: pages, categories,
and posts. Pages are static and are generally accessed from the menu bar.
Categories are used to group the posts under a heading that describes the
subject matter. Posts are single stories. Typically pages and categories are
defined during the set-up phase of your site and are not modified often.

As an example, you might have an about us page, contact us page, privacy policy
page, and the like. is type of content stays essentially the same from week to
week and year to year. 

Google Keyword tool, https://adwords.google.com/select/keywordtoolexternal

Checklist

3 create a persona
profile to identify
the types of visitors
you wish to attract
3 develop content

specifically for each
type of visitor (one
size does not fit all)
3 identify 15 to 20

keywords and
keyphrases that the
personas might use
to find your site
3 order the keywords

and keyphrases
with most likely at
the top of the list
and least likely to
the end
3 include your

company name
toward the end
3 consider including

common
misspellings of
words
3 do not use a word

more than once in
the list unless it is
part of a keyphrase
3 separate keywords

and keyphrases
with commas
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Categories may be defined as you go along or defined all up front — it may
depend on how long you’ve been in business or other factors, such as changes
in your industry. Categories should assist your visitors in navigating your site
and finding posts or pages in which they are interested. Categories group
similar posts or pages by topic and help the visitor to drill down easily.

If you are promoting services that are available by region, you might, for
example, have categories that include north, east, and west. When you expand
into the south, you could add another category for those posts. Some posts
appear in multiple categories. Some posts appear in all categories.

If you have a lot of categories, you should also provide a table of contents or site
map to facilitate easy navigation.

Diagram of an effective web site
Whether you have chosen a traditional web site or a blog site, the diagram of an
effective site is the same. While some components are inherent, others are add-
on technology that might be in the form of a plugin, JavaScript®, spry, Flash®
animation, or a myriad of other options.

Figure 17 3
a blog page has

several components:
the menu bar linked

to pages, the
categories, and the

posts. Categories may
appear as sub-menu

items in some sites.
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Google Keyword tool, https://adwords.google.com/select/keywordtoolexternal
WordPress, http://www.wordpress.org
the Runaway Inn®, http://www.therunawayinn.com
JavaScript, http://www.oracle.com

Consider this

while multimedia such
as Flash content is
interesting it also slows
down the loading of
the pages within your
site. be careful about
choosing a site that is
primarily Flash and
lean more toward lots
of text complemented
by limited amounts of
other content.

Ç

Flash, http://www.adobe.com
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Consider this

if your company only
does business in a
specific country, you
might want to consider
domain registration
designated for that
country (e.g., .uk, .de.,
.po, .se, or .nl).

Flash, http://www.adobe.com
WebConfs, http://www.webconfs.com

Domain name. e top level of your site is the domain name. Good seo
planning starts at this level. While it’s not required that your domain give clues
to the visitor about the content, there’s little argument that this is beneficial to
you, the visitor, and the search spider. 

If you think it’s fun and exciting to be different and you name your automotive-
repair site something like YeloTiger.com, you run the risk of both confusing the
visitor and missing out on important rankings. If your automotive-repair
company really is named Yelo Tiger, it’s fine to use that in the domain name,
but do us all a favor and give us something else to go on — try
YeloTigerAutoCare.com, or something similar.

Your domain name should be short and end in .com. Yes, there are other
options, .net, .biz, .edu, and more, but none of those are as well recognized as
.com. It’s a little like buying a fake Rolex® and hoping that you still look stylish.

If your company does business only regionally or locally, try to find a domain
name that helps with that. For instance, if you have a print shop in south
Denver, you might want a domain such as SouthDenverPrint.com or
CentennialPrinting.com.

If you are able to find a .com domain name that you like, spend a little extra to
pick up the matching .net and .biz addresses. It’s not so much that you need
these as you don’t want someone else to have them. If you are successful at
seo, validation, and recognition, the last thing you want is for your competitor
to come along and snap up a similar domain name and ride your coattails or
confuse your customers. Many companies take this one step further and buy all
similar domains, all common misspellings of their domain name, and all
derogatory versions of their domain name. 

If you purchase a batch of domain names, you might choose to put up more than
one site, and that’s fine if you have the time to manage all of that real estate. If
you don’t have that kind of time, redirect all of the minor domain names to your
main site. is is best handled with a 301 redirect. A 301 redirect is actually a
code to the search engines that your site has been permanently moved. e
information after the 301 code will provide the information of the new site. 

Your hosting provider is likely able to help you with a
redirect, or your web designer if you have one. If you’re

feeling like it’s something you want to tackle on your own, you’ll find the
resource site WebConfs® useful. I turn to this site regularly for a web seo tools.
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If you have settled on a domain name that you think is perfect, but someone
else already has it registered, all is not lost. Go to WhoIs® and find out who
owns the name. Any good hosting company will be able to help you put an offer
in on a name that you simply must have.

On the topic of who owns what, when you register your domain name, always
opt for the privacy registration as well. While you may be quite proud that you
own the perfect domain name, the types of people who use the information at
WhoIs may not beinterested in your domain name, they might well be in
pursuit of your private information for nefarious reasons. By choosing private
registration, WhoIs will list the information of the registrar. Anyone interested
in learning more about the owner of a domain name (you), will have to contact
your registrar. is affords you some protection from the scourge that is
combing the web with ill intentions.

Diagram of a good domain name. Choosing a domain name will depend a great
deal on what your company does and how important it is that your company
name be recognized. If you sell mortgages in Denver, there’s a pretty good
chance that regularly someone will skip the search engine and just type a url

Consider this

most hosting
companies also sell
domain names, but not
all. i recommend
network Solutions
because they have an
easy-to-use system.

WebConfs, http://www.webconfs.com
Network Solutions, http://www.networksolutions.com
WhoIs, http://www.whois.net28
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Figure 18 3
webConfs.com

provides a lot of seo
and site tools that you

will likely find useful.



such as: DenverMortgage.com. at means in this case and without the benefit
of all of the seo work you will do to position your company, you have gained a
customer simply by choosing a well-crafted domain name.

If you are the local Pepsi® distributor, then you will want to parlay that
recognition into a good domain name. Unfortunately, there’s little chance that
you will find an available name such as pepsi.com. In that case, you might be
tempted to go with a .net address, and it might be the best option, but be sure
to check thoroughly for a suitable .com before you settle for a .net.

For best results, follow these suggestions:
3 keep it short and sweet
3 do not use uncommon spellings (e.g., CyndiesShoos)
3 acquire .com whenever possible
3 acquire the matching .net and .biz so that your competitor does not
3 acquire common misspellings (e.g. CindysShoes)
3 redirect other similar names to your main site with a 301 redirect
3 ensure that the word combinations do not inadvertently create a

poorly presented domain (e.g., a holiday rentals company in Spain is
called Choose Spain, www.ChoosesPain.com)
3 do a Google search on similar domain names to find companies

where your visitors might accidentally end up (e.g., my former
company’s url was www.ePowerXChange.com, a former San
Francisco S & M site is www.ePowerExchange.com)
3 choose a domain name that will send clues to the search spider about

the content of your site and when possible, include your most
important keywords.

ere are a number of companies that provide all-in-one packages that include
template designs, domain-name registration, and hosting. Be cautious: some
will assign you a name that is actually a folder within their domain. With this,
you might end up with a domain name that looks something like this: 

http://www.hostingcompanyname.com/mycompanyname/

or

http://mycompanyname.hostingcompanyname.com

Neither of these presents your company professionally and have a very
definitive disadvantage in that they do not belong to you. If you decide you
want to change hosting companies, you cannot take this domain name with

Pepsi, http://www.pepsi.com
Choose Spain, http://www.choosespain.com
thePowerXChange.com®, http://www.thepowerxchange.com

Consider this

if you are focused on
selling locally, try for a
domain name that
includes keywords to
identify the region.
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you. Considering the amount of effort you are likely to spend promoting your
company, it would be a disaster to have to start from scratch, or worse, put up
with a hosting company that is not meeting your needs simply because they
own your domain name.

Speaking of your own domain name: while you’re in there buying up domains so
that you can start your own little country, take a moment and pick up your
name as a personal domain as well — for the same reasons. As you reach success
with your seo efforts and as an entrepreneur, your name is an important part of
your recognition. Having a separate site with lots of information about you, your
qualifications, and experience as a leader can do a lot for your search-engine
advancement.

Menu bar. All web sites need a menu bar for navigation. ese menu options
are the highest level of grouping for the content. Menu items can link the
reader to a pre-defined place on the current page, a pre-defined place on
another page (or to a particular section on this page), to another group of
pages, to a subdomain, or to another site altogether. All of these options share
a common purpose: help the visitor find the information that addresses their
need.

Pages. Pages are content within the blog that are mostly static. ese might be
the about us page, the contact us page, the privacy policy page, and the like. ere
are no firm rules about what blog content goes on a static page, just that it is
generally not often changed. While it is a good idea to keep your site’s content
fresh and updated, there are some pages that the search spider — and the
visitor — expect will not be changed often. Don’t be concerned that the spiders
are going to ignore you because you haven’t updated your contact us page in
three years. If the contact information has not changed, then there is no reason
to change it.

If you have a traditional site, virtually all of the content is mostly static. ese
are also called pages. In many cases, the static content at a traditional site is
static simply because it requires a knowledge of HTML and CSS, at a minimum, in
order to make the changes. is could mean a call to your web designer. It’s
often easier to learn to live with static content than to embark on an editing
process. In many cases, you will see a corporation’s content update only when
they have a major overhaul on their site design. With the primary benefit of
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Checklist

3 choose an easy-to-
remember and
easy-to-spell
domain name
3 don’t try to be so

clever that your
visitor cannot spell
it correctly, despite
their best efforts
3 choose a .com

address
3 use your best

keywords, if
possible
3 use your region
3 do not use a

hosting company
that assigns you a
subdomain name
3 choose private

registration
3 check out the

domain names of
your competitors

Ç



31

Consider this

i often find frustration
when i visit a site’s
about us page. if you’re
building an about us
page and you’re
tempted to jump right
in with your company’s
mission, stop to think
just for a moment
about someone who
has never been to your
site before and really
has no idea what you
do. Solve their problem
before you tell how
well you can.

detail for your visitor
your full company
name, what you do,
what you build, or the
services you provide. 

this is the same advice
that i give for posts
pages. address the
problem first. they
came to the about us
page to learn about
you. imagine you are
writing the glossary
definition like i have in
the back of this book
and use that as a guide.

easy updates, contributions, and maintenance, it’s easy to see why blogs have
become so popular — and not just for the small company. Today it is common
to find blogs for companies of all sizes and types. 

Be careful about including too much content on a page or in a post. It doesn’t
matter which platform you choose — blog or HTML — pages should be narrowly
focused, short, and tight. Put a headline on the page and stay on topic. If the
content needs to cover several items, make a list of the items with short
summaries and create individual pages for more in-depth descriptions. Use
hyperlinks to enable easy navigation.

Find keywords within all of your pages and use hyperlinks to connect these to
other pages within the site that will support or clarify the topic. A good rule of
thumb is that half the page should be visible on the screen and half the page
one scroll and click away. is is known as above the fold and below the fold.

Diagram of a good static HtMl page. When you have a site built in HTML, much
of the optimization is built into the code of the page — the part of the page
that is not visible to the visitor, but that is very important to the spider. 

ere are two parts to every HTml page: the head as defined by opening and
closing head tags (<head>; </head>) and the body as defined by opening and
closing body tags (<body>; </body>). Most information intended for the
spider will be placed in the head section, but not all. e visible content of your
page is placed in the body area. See figure 19. e meta tags, or descriptions
intended for the search spider, are included in the head section.

Page title. e page title is one example of content found in the head that is
intended for the visitor and the spider. e title is displayed in the browser
window when the visitor is viewing that page. See figure 26 on the next page.
e page title is very important and should be different for every page and
representative of the content on the page. e search spider will compare the
title with the content and if it cannot validate a relationship between the two,
you will run the risk of your ser placement slipping.

Diagram of a good page title. Since page titles can affect your search-engine
placement, attempt to use your keywords in the title. You have between five
and ten words for this; choose wisely. It’s okay to use your company name in
each page’s title, but move it to the end.

For example:
Cyndie Shaffstall, professional history, Spider Trainers SEO/SMO advisor
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Posts. If you have a blog, the expectation is that there will be content that you
add daily — or at least regularly — and these are called posts. Posts are the fine
details of your site and the place where your visitor will get the bulk of the
information they seek.

Consistent style with Css. HTml and blog sites alike may display differently in
different browsers. As you develop your site, it’s important that you test it in
different browsers to ensure that it displays in a manner that you find
acceptable. is does not mean that it will display exactly the same in each
browser and certainly does not mean that it will display the same on each
computer that may be using the same browser.

You have a modicum of control over the visitor’s experience through the use of
CSS or cascading style sheets. CSS is used by both blog and HTml sites and offers
you the ability to guide the browser toward a pleasing presentation. 

CSS includes style controls ranging from the simple (bold text) to the complex
(multi-colored tables with graphics). How much control you have will depend
upon your understanding and use of CSS. ere are a number of books on the
topic, but the book I use is by O’Reilly Publishing®: css: e Missing Manual®.
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Home Business, Successful Business, http://www.homebusiness-succesfulbusiness.com
CSS: the Missing Manual, http://oreilly.com/catalog/9780596526870

Checklist

3 use a different page
title for every page
or post
3 use words from

your keywords and
keyphrases list
whenever possible
3 should be between

five and ten words
in length
3 keywords and

keyphrases should
appear before the
company name

Ç

Figure 19 3
the page title (shown

in the source view in
figure 20) is displayed
here at the top of the
browser window and

on the tab.



If you are running a blog site, it’s pretty safe to go into the CSS file and change
the color of your headlines, for instance, but may be risky to try to affect the
loading of a background image. Here again, it will depend upon your ability
when using CSS.

If you do want to make a change, be sure to make a copy of your CSS file so that
if you wreak havoc on your site, you can easily restore it.

seo considerations. ere are many ways to affect how a page ranks in search
engines, but regardless of what school of thought you attend, all seo specialists
agree: use your important phrases often on your site. If you have a specialty be
sure to add this phrase to your web pages at every possible opportunity.

In my efforts to promote a client recently, I stumbled across two very
worthwhile tidbits that I had either known and then forgotten, or that I simply
never knew. I thought they were worth sharing and this seems like a good place.

Search engines return different results when you search on an all caps word than
when you type the same word in upper and lowercase or in all lowercase. Does
this seem as odd to you as it does to me? After all, this is a computer program,
should it really be second-guessing my intent?

7 Figure 20
the head portion of your
page contains the meta
data, including the page
title, description,
keywords, and more.
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Consider this

if you choose a to
develop an Html site,
it’s not required that
you hire a someone to
create it for you. there
are lots of service
providers who provide
templates and tools for
creating your own. it
may be a good way to
get started.

Consider this

templates are an easy
way to get a web site
up very quickly, but
beware of companies
that give you all-in-one
packages that include
domain registration,
hosting, and templates
as a folder in their
domain.

Check out template
monster, whether you
choose an Html site or a
blog site, they have
thousands of designs
from which to choose.

template Monster, http://www.templatemonster.com
Spider trainers, http://www.spidertrainers.com
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On one hand I understand the need to differentiate between a common
acronym and its matching word, but on the other hand, I don’t think that the
average search-engine user is putting that much thought into whether or not
their caps lock is affecting their search results.

If we take this one step further, and given that caps and lowercase do make a
difference, does that mean we should also use meta tags in upper and lowercase
and caps... I have to guess that it does mean exactly that.

Search-engine spiders are a finicky bunch, but they are also very smart. Each
time some hacker develops a method to cheat the system the search-engine
manufacturers release the next iteration of modified search-spider applications.
(Build a better mousetrap and the mice just get smarter.)

While working to provide additional optimization of another client’s site, I
noticed that another person of the same name was ranking better than my
client; we were both competing for the top slots on page one of Google. 

In my client’s site I had used both the informal and formal version of his name,
and with this we made it to page one. Despite my best efforts I couldn’t move
him above the bottom half of the page though. In an effort to improve the
rankings, I made a modification to all of his pages changing the occurrences of
his name from his informal name to his formal name with the informal name in
parentheses. For example: David (Dave) Smith or Michael (Mike) Jones.

is type of use is called proximity. Using proximity rules, a search on blue metal
box would produce a match to phrases such as blue box of metal or box made of
blue metal. Proximity rules enable the return of pages where the words appear
within close proximity to each other and a discard of pages where the words are
scattered or spread far and wide.

I thought that the proximity of these words would boost our ser, but after
making this change I lost much of my search-engine optimization work and slid
back to page four and five of Google. To repair the damage, I then tried
randomly alternating the use of his informal and formal names and that has
been far more effective.

e rules about seo are more like guidelines and I recommend that you give
them all at least a passing consideration. As guidelines they are to point you
in the right direction but should be modified with a generous dose of
common sense.
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Google, http://www.google.com

Checklist

3 use CSS to create
consistency in your
design
3 impose control over

the viewing
experience
3 create a copy of

your CSS file before
making changes
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Consider this

Search spiders are a
moving target. Just
about the time you
think you have it
figured out, something
will change. the key to
staying on top is
awareness. 

regularly search for
your name and your
company name in the
popular search engines
and make sure that you
are on top of the
changes in your Ser.

Microsoft, http://www.microsoft.com
tinyMCE, http://tinymce.moxiecode.com/

Diagram of a well-written post (article or page)
Original content. Your post should be an original story. It doesn’t have to
necessarily be written by you, but you should be the rightful owner of all of the
information. Use your post to describe a product, service, team member, case
study, or anything you wish. ere are no rules about the topic of the post — it
can be opinion, fiction, fact, or reference — you decide. Just be sure it is yours. 

I am surprised at least weekly by the misconceptions surrounding the use of
other people’s content, both text and images — not just on the web, but in the
creation of promotional content in general. Stories and images on the web are
copyrighted content and generally belong to the site owner. is is not to say
that you cannot quote something that you find on the web, you just need to be
very careful about providing appropriate credit and/or getting the appropriate
permissions.

Do not use text verbatim. If you find text that is congruent with your self-
promotion goals, learn from it and write your own version. If you think that
the author’s message will be lost in the translation, write to the author and ask
permission to use the text or images. ey will very likely allow you to use it as
long as the use is also congruent with their goals and if you include credit to the
copyright holder along with a link to their site.

Accuracy counts. e nature of blogs lends itself to a more casual writing style,
but that doesn’t mean that misspellings or grammatical errors are acceptable. If
you’re not confident in your writing capabilities, try drafting your post in
Microsoft® Word and use the grammar and spell-check tools. Once you have a
well-written post, copy and paste it into your blog.

Depending upon how extensive the formatting that you have added to your
post, you may find that you get better results using the paste from Word option
found in the button bar of the editing window (this editing window is called
TinyMCE®). In most cases, however, you’ll be able to do a simple copy/paste
and just delete the extraneous header information shown in figure 28.

Plan ahead. Well-written posts require a bit of planning. To ensure that you are
meeting the goals of your self-promotion, refer back to the visitor profiles and
keywords spreadsheet that you drafted in the previous section. With these in
mind start your post by focusing first on who the visitor is and throw in generous
uses of your keywords and keyphrases as you tend to the visitor’s needs. 
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Perez Hilton, http://www.perezhilton.com
Plagiarism today®, http://www.plagiarismtoday.com

Case in point

Perez Hilton, editor of
one of the highest-
traffic sites on the web
was sued for his use of
other people’s content
on his site without their
permission. Hilton
appeared in public and
defended his use
saying that any content
on the web is free to
use by anyone. after
being hit with a $7.5
million dollar lawsuit
by one party from
whom he borrowed
content, there is all-
new focus on the risks
of using content
without permission. 

You can read the full
story here:
http://www.plagiarismtod
ay.com/2006/12/04/perez-
hilton-sued-for-copyright-
infringement/

Within your post, there are places where you will get more bang for your buck.
You want to start and end your post with sprinklings of your keywords and
keyphrases — at a minimum.

Be clear and concise and make your article easy to understand for your typical
visitor and referring often to the visitor’s profile for guidance. If your visitors
are teens and young adults, the article should be written in a style that engages
the younger reader. If you’re writing for engineers, it might be completely
different. e one thing that these two audiences have in common is that
neither of them converse in marketing-speak.

Our enterprise-level solution is a visual, aggregated database repository of
an organization’s It/telecom infrastructure, its interconnectivity and
associated dependencies. e centralization of this typically disparate data
allows businesses to visualize, analyze, manage, and maintain a disparate
information framework and telecom infrastructure from anywhere within
their network.

Huh?!
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Figure 21 3
wordPress includes a
button for importing
microsoft word text.

Figure 22 3
it’s usually just as easy
to copy and paste and

then delete this header.



e paragraph on the previous page is a great example of the type of disconnect
that can occur between your client who has a need and your company who can
provide for that need. Your blog is the ideal vehicle to allow you to speak directly
to your customer. Its informal nature encourages informal dialogue. Use this to
your advantage and speak in their language.

In the first paragraph of your post, don’t drone on about your product that
aggregates their database repository; instead confirm why they are visiting.

Your visitor may well be interested in your years of experience, your dedicated
staff, and your cutting-edge technology, but what they want most is for you to
address the need that drove them to your site. Show them that you understand
this need and that you are here to help.

As an example, let’s assume that you own a print shop. You want to tell your
customer about what a great printer you are, how current your equipment is,
and introduce them to the expert staff, but you need to first establish that your
visitor has a need for these benefits. Try this:

When you’re on a tight deadline (the board meeting is in two
days!) you need quick copying of small quantities without
sacrificing quality, professional presentation, or reasonable prices. 

sir speedy Centennial has been providing copying and printing
services in Denver for more than 30 years. Our design and print
staff has more than 75 years’ collective expertise. We offer very
quick turnaround on our digital presses that is 100% guaranteed.
We provide copying services on quantities as few as two — with
personalization for each meeting attendee on projects such as
beautiful, fully custom presentation folders — or full-color
printing on as many as 50,000.

In my example, you can see how I first defined the customer’s need by using an
example of an actual event that they may have experienced. I then offered a
solution by describing the shop’s services and staff. e keywords for this site
include copying, printing, and Denver — all of which are found in my text.

Of course, the full article was more than just these two paragraphs but no
matter the length, you must remember to stay focused. If you need to detail
new services or products, do so in another post and use hyperlinks to connect
the two. 
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Consider this

articles, posts, and
pages should all be
written with the visitor
in mind — make it easy
to read and include
your keywords and
keyphrases as often as
possible without
detracting from the
intent. if it is written
well for the visitor, it
will be great fodder for
the spiders too.

Sir Speedy Centennial, http://www.sirspeedycentennial.com
WordPress, http://www.wordpress.org
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Sir Speedy Centennial, http://www.sirspeedycentennial.com

Consider this

it’s important to help
the visitor understand
your services through
the use of hyperlinks
that provide easy one-
click access to relevant
pages. You do need to
find a balance though.
there’s a fine line
between useful links
and distracting links.

Consider this

Pages such as thank
you pages or
confirmation pages and
404 error pages are
actually great vehicles
for promoting other
pages in your site.
always give your visitor
the opportunity to
improve their lot and
learn something new
about your company.

For even better performance, link key terms in your article to other sources of
information outside your web site. In my example, the digital presses link is
connected to a Wikipedia page that defines different types of presses. Linking
to an outside source provides two benefits: it creates a link between your site
and a site that is already a recognized authority and it helps your visitor to
become more informed without drifting off to a competitor’s site.

If you already have a site, take just a moment and check out your home page.
What did you find? Did you describe your typical visitors’ need on your home
page and tell them how you can help with this need? If not, you should jump
right in and fix it — now.

Do not solve the visitor’s need in a graphic; solve it in text. Doing so will make
it searchable and encourage indexing by the spiders. Also, don’t be afraid to
solve the problem more than once. In fact, feel free to solve it three or four
times. Sometimes a visitor won’t fully understand the solution at the onset.
You may want to approach it from different angles. en, not only are you
solving the visitor’s problem, but you also are showing that you have lots of
options for solving it. 

title the page. After you have written the story or post, use it as a guideline to
help you write the page title. As you craft this important piece, keep in mind
your keywords and keyphrases and use one or more, if appropriate. e title is
displayed in search-engine results, so it’s very important that it accurately
describes the content. You want a visitor to choose your page from the search-
engine results, but if they come to your page and leave immediately, it will
lower your validity ranking. Be descriptive, be accurate.

Assign a category. With your carefully crafted blog post in progress, you’re
ready to assign a category. If you have not already created your categories, you
may do so as you write posts. (Categories will not be visible on your blog site if
there are no associated posts.) Categories should closely match your most-
important keywords and phrases. Let’s think about that for a moment. 

Let’s consider Sir Speedy Centennial®. eir goal is to be
found when someone in Denver, south Denver, or

Centennial is looking for copying, printing, design, or electronic-marketing
services. Categories for the cities are a bit hard to fill with lots of relevant
posts, but it’s easy to come up with content that promotes the shop’s services.
Using the keywords as category names, a customer will easily find several
stories that support this grouping. 
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Consider this

before you get into
great detail about how
you are the best
company on the
planet with whom to
do business, try
speaking to the
customer first and
making them feel like
they’ve come to the
right place. identify
and solve their
problem, then tell
them with what great
skill you can solve it.

WordPress, http://www.wordpress.org
Sir Speedy Centennial, http://www.sirspeedycentennial.com
Spider trainers, http://www.spidertrainers.com

Define your tags. When working in WordPress, in addition to a story-editing
window, you also have other options that enable you to promote the story. is
includes tags (short for meta tags). Your tags list should exactly match your
keywords and keyphrase list that you created earlier. ese tags enable you to
speak directly to search engines by sending them signals about the content of
your story. If you have an HTML site, tags (meta tags, keywords, or keyphrases)
are defined in the source code of the head section. (Tags and keywords are
shown in figures 40 and 41 below.)

Not every story will use all of your keywords and keyphrases as tags. You
should only attach tags that are relevant to the content of the story. It’s a good
idea that your keywords and keyphrases appear in the context of the story at
least three times. Not randomly, of course, but with great deliberation and while
you are solving the visitor’s problem.

Back to Sir Speedy Centennial: If they have a post about their photocopying
services, the text may not mention their printing services at all. In this case,
they would tag the story with copying, but not with printing even though both
printing and copying are in their keywords and keyphrases list and in their tags
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7 Figure 24
the keywords appear in
the head section of an
Html page.

7 Figure 23
in wordPress, you have
the option of using the
quick edit view. this is a
shortcut to adding tags,
or keywords.
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WordPress, http://www.wordpress.org
Sir Speedy Centennial, http://www.sirspeedycentennial.com

Consider this

Validation of your site
is on-going and there
are lots of methods for
validation. Search
spiders are looking for
information from other
or outside sources to
compare to the
information found in
your site. You can affect
the success of this
effort by creating
pointers (links) from
your site to other
sources that agree with
you — even if you are
the author of that
source material.

list. Since the post is about copying, it makes sense that the word would be
used several times within the post. Of course, the word is used in stating the
visitor’s problem and, yes, just as assuredly when you are solving the problem.

Just to be clear: It’s important that as you are speaking to the search engines
through the use of tags and that you’re not telling little fibs by tagging your
article with keywords and keyphrases that are not contained in the post.
Believe me, the search engines will check. is process of checking is called
validation. Sites that are validated with true and accurate content are ranked
higher on the ser page than sites that have content that cannot be validated.

Add an excerpt. e excerpt is very important. It is used to describe a blog in
search-engine results and to describe it in rss feeds. Depending upon the
WordPress template (or theme) that you are using, it might also be used to
describe the post when your visitor is browsing the archives and/or categories.
In other themes, plugins use the excerpts for display within the widget. 

With all of these uses in mind, your excerpt should be an accurate description
of the full post — and it should include the keywords and keyphrases in about
160 characters or less. If you do not add an excerpt, but it is accessed by your

Ç

Figure 25 3
an excerpt provides

the description
displayed in the Ser.

Figure 26 3
You have complete

control over what text
appears in Ser.



template, WordPress will default to the first 55 characters of your post. ese
first 55 characters describe your visitor’s problem, but may not do a very good
job of describing your post.

As a short cut, find a sentence or two within the solution that fairly represents
the content. Copy and paste it into the excerpt field. Sometimes these
sentences represent only a fragment of a thought, so do a quick edit of the
excerpt to ensure that it includes some of your keywords and keyphrases and
that it is a complete description. If this text is returned in a search-engine
result, you want it to be enough information to engage the reader.

Meta description. If you have a static HTML site, the excerpt is equivalent to the
meta description included in the head section of an HTML page. e meta
description is also used by the search engines to describe the content on the
page. Do not try to be sneaky here it will only cost you ser points. Be accurate,
be complete, but be brief. Be sure to use your keywords and keyphrases.

Choose a publish date. e nature of a blog site is to present up-to-date,
current content. With that said, posts are presented and archived by date. New
posts are presented at the tops of lists and search results within the site and
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Definition

Validation — verifying
statements,
assumptions, or
content by comparing
the content to other
pre-established
sources.

WordPress, http://www.wordpress.org
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7 Figure 28
meta data is used to
define the content
presented in the Ser.

7 Figure 29
use the publish date to control
the order of the recent posts list
of your blog.

7 Figure 27
a look at the Html

header of a page and
we can see all of the
meta data included in
the page.



older posts moved down the list to make way as each new post is added.
Defining publish dates will enable you to have control over the archiving and
listing of stories, and will enable you to write stories for publishing in the
future.

e publish date of your post is the time at which you clicked the publish
button. When displaying the recent-posts widget on your site, the most-recent
post is at the top of the list. You can use the publish date to change the order of
posts by choosing publish dates in the past. If the publish date is set to a date
earlier than all of the posts in your recent-posts list, it will not be displayed.

In addition to controlling the date of the post, you can set a post to private,
protect it with a password, or make it sticky. A private post is a post that only
someone with administrative access to the site can read. By protecting a post
with a password, you could send the link to someone along with the password,
and they would only be able to access the post by typing the password.

If you have a post that’s really important, set it to sticky and it will appear on
your home page until you change this setting. is works well when you wish to
focus on a post that is time sensitive, such as an offer.

Using inherent promotional tools
Search engines are very savvy these days. If you put up a web site and did
nothing at all, eventually search engines would index your site and return it in
search results — though likely very far down the list. Leaving this process to
the luck of the draw is only a good idea if you have the time and patience to
wait and don’t care how close to the top of the list you get. If you don’t have
that time or care, then these promotional suggestions will help you to tell the
world about your site.

Comments
Most blog sites offer a comments feature. is is a way for your visitor to
interact with you: provide feedback, ask questions, leave endorsements, or even
be critical. While I generally believe that the commenting feature of blogs is
invaluable, not everyone agrees, but perhaps it’s more accurate that not every
type of business is an appropriate forum for comments. e good news is that
the decision is yours. 

Consider this

Sticky posts are posts
that always appear on
the home page.
Consider this before
you make one of your
targeted landing pages
a sticky post. if you are
tracking the number of
views, you will skew
your results.

WordPress, http://www.wordpress.org
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If you are using a blog and concerned that comments could be detrimental,
turn on the moderating option so that you may review comments before
allowing them to be visible to your visitors. 

Don’t be overly concerned about customers posting a complaint. is is usually
a good way for you to become immediately aware of an issue brewing with a
visitor or customer. Let them post the comment and then address it
immediately. A timely concerned response will show your site visitors that you
care when your customers have a problem and that you’re eager to resolve any
issues that may arise.

As customers post comments, you might also choose to edit your original
posting with consideration for the comments. For instance, if you receive
multiple comments that request more information within the post, you might
want to add text with links to additional resources or product descriptions
posted on your web site or on another site.

Other companies’ blogs. If you’re new to blogs, you might think that you’re part
of a small community, but the truth is that there is a whole internet world of
blog sites out there — many of which are of the same or similar focus as yours.

WordPress, http://www.wordpress.org
Sir Speedy Centennial, http://www.sirspeedycentennial.com

Consider this

when adding posts to
your blog site, don’t
look for shortcuts. it’s
not enough to just
write a great article,
you need to tag it and
provide a description
as well.
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7 Figure 30
the comments feature of a blog site
gives your visitors an opportunity
to interact with you.

1 Figure 31
if you are concerned that
visitors might post something
detrimental, you can hold
comments for moderation. 7 Figure 31

use the discussion
settings to define the
moderation rules in a
wordPress blog.



You should make the effort to find and follow other blogs in your field. Keeping
your eye on industry leaders will give you the edge and make you aware of
trends earlier.

I use a product called iGoogle® to follow my favorite blogs. It’s free and very
easy to use. Every morning when I start up my computer, I get this great
snapshot of what other people in my areas of interest are writing about
through the use of rss.

Commenting on other blogs. Of the sites I follow, I never miss an opportunity to
voice my opinion. My signature includes my blog’s url and this enables visitors
of the other blog to follow my blog as well if they are motivated by my comment.

Pingbacks. If I read a post at another blog site that uses pingback technology,
and I link to that post at my blog, WordPress will send a pingback notice to the
other blog site owner that I have linked to their post. at blog owner can then
visit my site and determine if I am providing complementary content and
thereby promoting both of our sites. If the other site’s owner likes my content
and link, [s]he can include that pingback information on their blog. is is
another opportunity for self-promotion — for both of us.
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iGoogle, http://www.google.com/ig
WordPress, http://www.wordpress.org

Checklist:

3 enable comments
3 moderate

comments to enable
swift responses
3 find appropriate

blogs where you
may contribute your
comments
3 create a signature

line that links back
to your blog
3 link back (pingback)

to source blogs
when you reference
their content
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Figure 33 3
using rSS, a visitor can
subscribe to your blog

site postings.

5 Figure 41
i use igoogle to track all of
the blogs that i follow.



Definition

Pingback — an
automatic notification
method that alerts
blog owners when
another blog owner
links to a post within
their site.

Hyperlinks
I encourage you to link, link, link. Create hyperlinks to pages within your site
and to other sites. Link to resources, images, shopping sites, and word
definitions (I use Wikipedia at every opportunity). Relevant linking is very good
for your site, but too may links can make it difficult to read. When choosing
sites, be sure to find well-respected sites. Cruise through their pages. Are they
using good seo practices? Are they authoritative? Do they have objectionable
material? Be judicious, but be generous with links and avoid link farms.

Outbound links. When you select text for a link, be sure to attach the link to
the entire segment of relevant text. is will help to create an association
between the page to which you are linking and the text itself.

Inbound links. While you can elevate your pages by creating outbound links, it
is just as important that other authoritative sites link back to your site as well.
When another site links to yours, this is called an inbound link (or backlink).

ere are a number of considerations made by a search engine when deciding
where in the ser your site should be listed: the age of the site, the value of the
content, how long visitors stay on the site, and much more.

45

Wikipedia, http://www.wikipedia.com
Google Webmaster tools, http://www.google.com/webmasters/tools/
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7 Figure 34
google webmaster
tools will give you
many features for
tracking the inbound
and outbound links.



If you are launching a brand new site, you haven’t yet been able to convince the
search spider that your site has valid content, visitor behavior has not yet been
measured, and you don’t have the benefit of seniority. Without this, how do you
move up? You hang out with the cool kids. In other words, you get sites that
already have this type of recognition to link to you.

ere are many ways to accomplish this, but the easiest is to reach out to
companies with whom you already do business, to customers for whom you
have already provided a service, or to other blog sites with similar content.
Contact the site owner and ask about exchanging a link, but remember that
some links are better than others.

Many sites have partner pages where they simply list other companies either as
text directories or logos. ose are then linked to the partner’s site. is type of
link is not nearly as useful to you as full-blown text that describes to the reader
what they will find by visiting your site. If the candidate site is willing, ask for a
paragraph of text that describes your site and/or services along with your logo
and link both to your site. Be sure that the file name of the logo image is
descriptive and that you provide alternate text with your company name and
any information that might be helpful in validating the link. Turn to the images
section on page 52 for pointers on naming your image files.

Diagram of an effective link. Putting some thought behind the links you create
can provide you with additional ser boost. Click here simply is not enough text
to be descriptive, so be sure to carefully construct the text from which you will
link.

Poor linking example:
Click here to read more.

Good linking example:
Click here to read Sir Speedy Centennial’s article on multi-touch marketing.

It is very important that the page to which you link (destination) contains the
same topic as the page from which you are linking (source). In the example, the
page to which I have linked is titled multi-touch marketing. e post on my site
has an entire paragraph that discusses multi-touch marketing. 

eoretically the search spider drops by the source site to index the pages and
during that process the spider comes across linked text. e spider then follows
that link to the destination page for the purpose of indexing it as well. It then

Checklist

3 rSS enables people
to receive and
customize their
daily news by
subscribing to an
online news-
syndication service

3 blogs and rSS are
not synonymous,
however, rSS is a
way to proactively
push the frequently
updated
information of a
blog to the
interested reader

3 excerpts provide
the description
used by rSS feeds

iGoogle, http://www.google.com/ig
Sir Speedy Centennial, http://www.sirspeedycentennial.com
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compares the index of the source page to the index of the destination page and
if it finds that the two pages contain similar text, then both pages are validated
and are potentially moved up higher in search results.

links using testimonials and endorsements. Customer testimonials are great
self-promotion tools. ey instill confidence when you have a new customer
considering engaging your company. ey can be especially powerful if written
by an industry expert or well-known pundit. ink about your relationships
and partnerships: do you know someone that will resonate with your readers?
If so, don’t be shy about asking for an endorsement or testimonial. is can be
about you personally and what a great leader or business person you are, about
how fantastic your products are, or about the great customer service you
provide.

If the endorsee has a web site, request that [s]he places the text prominently on
their site. Do the same on yours. e content should be the same or essentially
the same on both sites (remember the point is validation). Link the sites at the
page where the endorsements are placed. 

Endorsements are very valuable, so they should be placed prominently in a post
or, better yet, at a page within your blog. Endorsements can come in the form
of multimedia or text.

Diagram of a well-written endorsement. e most-effective endorsement is
something along the lines of, “We confidently endorse XYZ Company,” but
really the rule is, the more detail, the better. Try this:

I recently installed your WordPress table of Contents Creator
plugin and felt compelled to comment on your great product. is
plugin installed easily and the set up was a breeze. Your options
made it so easy that even I, as the novice, had no trouble
whatsoever. I’m clicking the PayPal donate button now!

— Cyndie shaffstall, seo/sMo advisor, spider trainers

Notice the links. If my endorsement was posted at the home page of this site,
the site owner might wish to link the product name to the post within the site
that contains the product description. I would also ask that if [s]he uses my
endorsement, that [s]he provide a link back to my profile page within my blog.

table of Contents Creator, http://markbeljaars.com/
WordPress, http://www.wordpress.org
PayPal®, http://www.paypal.com

Checklist

3 create links to other
sites of similar topics
3 create links to your

site from other
sources
3 ensure that the link

encompasses the
relevant text
3 when possible,

include keywords or
keyphrases in linked
text
3 collect and post

customer
testimonials with
links
3 distribute

announcements and
releases with
generous links to
your site
3 offer partner sites a

value proposition
for link exchange
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Pridemark Billing Services, http://www.pridemarkbillingservices.com
Zoll Medical Corporation, http://www.zoll.com

Consider this

inbound and outbound
links will do much to
promote your site. be
sure that the link
encompasses the entire
relevant text.
Hyperlinking the
phrase click here will
help to position your
company as an expert
on click here.

Value-proposition links. You can encourage other sites to link to your site by
offering their customers a discount or free access to a download (require a
registration form). In either case, create a post in your site specifically for the
visitor of the referring site (this is called a targeted landing page and because it’s
deep within your site — not the home page — it is considered a deep link). On
the targeted landing page, provide a personalized welcome. 

Reciprocal links. When exchanging links with another site, at your site create a
link that sends your visitors over to the referring site as a means of introducing
them to the other site’s products or services. When you create the hyperlink at
your site, choose to display the resulting page in a new browser window so that
if your visitor closes the page of the other site, your site is still open and they
can continue to read the story where they started. 

Example:

Pridemark Billing Services® provides a ap/ar services to other
companies that are in the ambulance and emergency-transport
business. ey use the ZOLL® Medical Corporation’s product
and they have partnered with ZOLL for various aspects of the
business. 

ZOLL Medical Corporation has written an endorsement of
Pridemark, and in turn Pridemark has written an endorsement
of ZOLL. Pridemark has a few pages at their site that reference
their use of the ZOLL products and their relationship with ZOLL.
ZOLL has added a case study to their site that describes their
relationship with Pridemark. ere are numerous inbound and
outbound links connecting these pages and references between
the two sites.

During the indexing process, the spider follows the link at Pridemark Billing
Services’ site and when it gets to ZOLL ’s web site, index that page as well. On
ZOLL Medical Corporation’s site the spider finds that the text includes much of
the same industry language, terms, and meta tags that Pridemark uses. is
confirms to the spider that both Pridemark Billing Services’ and ZOLL Medical
Corporation’s content is valid and relevant. is boosts both sites in SER.

Every search-engine works a bit differently, and this is simply a layman’s
explanation of the process so that you understand the importance of having
good links — as opposed to thousands of links that do not support you. A
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Consider this

don’t be indiscriminate
about links. Choose
partnering sites very
carefully and ensure
that the content at the
destination site is
congruent with the
content of your site.

Consider this

while it’s important to
add a publish date to
the top of your press
releases, i have been
on the receiving end
far too many times
when some
publication released
early because they
wanted to be the first
to get the story out.

if your information is
truly private until a
certain date, only send
the release to
publication that you
trust to honor the
publish date.

PRMac, http://www.prmac.com
PRWeb, http://www.prweb.com
24-7 Press Release, http://www.24-7pressrelease.com

small handful of validating and supportive links will be much better for you in
the long run and will prevent you from the dreaded blacklisting of your site as
an indiscriminate link propagator. Additionally, when the inbound links are
from a site that is already a recognized authority, the value of the links are
much higher and you will gain from rubbing elbows with the right crowd.

Even though the spider is critical to your placement on a search engine, the text
on your site should be built for the visitor. Links to other sites should further
enhance the visitor’s experience. If you build your site as though you are
building it for your visitor, the spiders will come, they will tell their friends, and
they will tell the search-engine users.

Press releases and news announcements
Distributed links. I recommend that you choose a
distribution service for all of your company’s press

releases and news announcements — even if you have an extensive press list of
your own. ese distribution services, such as PRMac®, PRWeb®, and 24-7 Press
Release have a much wider reach and will enable publications and bloggers of all
sizes to read your news.

With a widespread distribution network, an
announcement of just about any relevant topic —

even if it is vertically focused — will be shared and reprinted by dozens,
hundreds, or even thousands of publications and each of those postings will
likely contain a link or several links into your site. It’s wise to incorporate links
to a targeted landing page and references to your social-network memberships
as well. By tracking the number of visitors to the targeted landing page, you will
know how effective the release or announcement was (and how good the
distribution service). 

Since press releases are intended for publications that
generally have a publishing delay, you want to be sure to

provide plenty of advance notice when you have a worthy announcement. With
either a news announcement or a press release, you can request that the editor
or writer embargo the news until a particular date. Depending the person, your
request may or may not be honored. If you really don’t want the news to get
out early, you’ll have to hold your announcement until the point when it’s no
longer detrimental to share the news.
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Diagram of a well-written press release. ere are several components to a
press release or news announcement: headline, subhead, summary, body,
boilerplate company closing, and contact. e order of these components is
somewhat flexible, but the illustration in figure 40 provides guidelines for best
practices. 

Diagram of a well-written news announcement. News announcements for the
blogging community don’t require advance notice, though it will likely take a
few days for you to distribute and to have the distribution picked up. 

When you write your press release or news announcement, do not use
acronyms or slang to refer to your products, services, or company unless you
accompany that use with the full name in parentheses (e.g., CNN® [Cable News
Network®]). You are trying to promote your company and gain recognition so

Checklist
3 include the date of

publication, contact
information,
headline, subhead,
summary (opening
paragraph), body,
quotes, boilerplate
company closing
information
3 do not submit your

text in all uppercase,
not even the
headline
3 errors in grammar

and style can
adversely affect your
credibility (use a
word processor)
3 do not embed Html

3 be sure you have
enough content
3 include a one-

paragraph summary
3 never include ticker

symbols or
copyrighted
material of other
companies without
their express written
permission
3 no more than one

link per 100 words
and no more than
five links total
3 write the headline

last so that you can
craft it based on
your content
3 use keywords in

your headline

CNN, http://www.cnn.com
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headline

summary

quotes to support
your assertions

identifies the end of the press release

boilerplate
company closing

date that information may be released contact information

Figure 35 3
distribution services

may have a pre-
defined format, but

when you’re on your
own, follow this

format.



use your company name and your keywords and keyphrases often, but not to
the point of annoyance. You are writing for the reader in the hopes that you
will be indexed by the spiders. If your distribution service gets your
announcement picked up by thousands of publications and each one makes
reference to an obscure acronym, you will have minimized the effectiveness of
your efforts.

Images
Images are important and there’s no arguing that images can draw the reader
into a post that they might not have read otherwise. As we discussed in the
section titled original content, just because a picture is on the web does not
mean that you may use it on your site. 

If you need images, there are a number of stock-image providers. Many offer
huge image collections (in the millions) that start at just $1 each. eir robust,
internal search features will make finding the perfect image an easy task. My
personal provider of choice is generally Bigstock®, but there are lots of others.

Bigstock, http://www.bigstock.com
Google Images, http://images.google.com/

Checklist

3 provide alternate
text; alt text when
you add images or
multimedia events
3 provide a

description that
includes keywords
and keyphrases
3 provide a caption
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7 Figure 36
be sure to provide all
of the information
when placing images.
these tags will
promote you in the Ser.



With WordPress, you may add images individually or as a gallery, but both
methods are equally easy. When you do add an image, don’t skip the details. It
is important that you follow the same best practices when you add images as
when you add text.

Diagram of a well-managed image (or resource). Don’t miss an opportunity to
gain from the placing of images and resources. e naming convention and
meta data you use for multimedia and image files can benefit your self-
promotion efforts. 

3 name the resource and be as descriptive as possible:
greg-and-tami-stodghill-lake-powell-arizona.jpg

3 provide alternate text (alt text is the text that will be displayed if the
image display is suppressed or does not load for any reason):
Greg and Tami Stodghill, Lake Powell, AZ, 20009

3 provide a description:
Greg and Tami Stodghill, Lake Powell, AZ, 2009

Just for Grins International informal gathering

3 provide a caption; do this only if you want the caption to be visible: 
Greg and Tami Stodghill, Lake Powell, AZ, 2009

In the file name I used dashes instead of spaces and also used both the first and
last names along with the location. is, in essence, provides tagging for the
photos to describe them to search engines, such as Google Images.

Multimedia
As the foundation of your self-promotion, your web site offers you the ability to
deliver content beyond text and pictures: audio and video. I believe that
multimedia makes your site much more interesting and engages visitors. Having
said that: be very careful about having too much multimedia — or images for
that matter. Multimedia can make visiting your site a great experience, but
when it comes to search-engine optimization, you can’t beat text. Also, and this
is just my opinion, you should avoid heavily laden Flash sites. A visitor will enjoy
your site much more if it loads quickly and has a pleasing balance of text,
images, and multimedia.

When I heard my first podcast (audio recording), I was struck by how informal
it was. e author/narrator was actually driving down some freeway
pontificating on a topic in which I was interested and it truly felt like I was
sitting in his passenger seat having a conversation. e only thing missing was

Consider this

when creating video
content, use a
presenter with whom
your target audience
will connect. if you
have a product that
appeals to the teen
market, consider your
kids or your friends’
kids. don’t be afraid to
take advice from them
in your presentations.
they know their age
group.

there are some
products that are
simply better when
pitched by the owner
— it adds credibility
and your customers
will like doing business
with the boss.

Flash, http://www.adobe.com
Youtube, http://www.youtube.com
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his responses to my objections (of course he couldn’t hear my objections since I
was simply listening to his recording). e point here is that podcasts don’t
have to be an expensive production; you can easily make a recording to educate
your visitors in a format other than text.

Video is an added bonus. Depending, of course, on the presenter, video helps
your clients to feel a connection with you. You don’t have to post video that you
made though; you may link to YouTube videos, for instance. Find those that
endorse your point of view, demonstrate a product you sell, or provide a
testimonial. When you do link to videos that are posted elsewhere, don’t forget
the rules around linking. Provide an in-depth description of the video and
attach the link to the full text, not just the words click here.

I have a friend that owns a business that creates specialized boxes. ese boxes
are shipped flat and unprinted and as such it’s hard to imagine how one could
use these boxes as marketing tools. Using video, my friend is able to show the
boxes being folded up and along with a bit of narration can engage his potential
client on a level that’s simply not possible with static images. 

Downloadable resources
A very effective method of drawing visitors to your site is to offer a download.
Depending upon your business type, you could offer a white sheet, a training
guidebook, a video training, podcasts, templates, or even demos. When you
create these types of resources you should always follow two simple rules:

3 promote the resource
3 require registration

We’ve already discussed the benefits of press announcements and news
releases, and offering a downloadable resource is the perfect opportunity to use
these self-promotion techniques. If the resource that you are offering is a
brand-new version of your software, it likely warrants a full-blown press
release. Press releases are sent to the press as a topic suggestion for a future
article in a — typically — printed publication. Since editorial calendars are
generally planned months in advance, there may be an extensive lead-time
before you will see your information in print. News announcements on the
other hand are designed for bloggers who are posting frequently; ideal to notify
visitors and potential clients about a great white sheet you’ve just published or
demo you’ve posted. Lead-time for this group is much less and, in fact, if your
download is of a hot topic, you might be in print by the end of the day.

Checklist

3 include multimedia
events within your
site
3 link to multimedia

sources such as
Youtube
3 create podcasts and

video about your
products or services
to engage your
visitors 
3 create value-add

downloadable
resources
3 require contact

information or
demographics in
exchange for
resource access
3 promote the

resource through
press releases and
news
announcements
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Sir Speedy Centennial, http://www.sirspeedycentennial.com

Consider this

whether or not you
offer a complimentary
download or gift for
doing so, every site
should have a
registration form
enabling your visitors
to add their name to
your mailing list.

Registration forms
Your download doesn’t need widespread interest, just enough that those who
are seeking your solutions would be willing to register in order to receive the
resource. Post a short and easy registration form and trade them the free
resource in exchange for their contact information so that you may market to
them in the future.

Downloadable resources are a fabulous way to build your customer database or
to gather additional information about your current customers, and both are
easily accomplished through the use of registration forms. Once the form is
complete, provide a thank you or confirmation email that contains the link to the
download. If you are technologically savvy, set it up so that the download
begins immediately upon clicking the submit button on the form.

Guest contributors
e beauty of a blog site is the ease in which you may add content of all types.
However, just because it’s your site doesn’t mean that you have to write
everything. You can elevate your site’s ranking by publishing content from
other industry participants and experts.

Ç

Figure 37 3
when you offer a
free download, it

should cost the
visitor their contact

information.
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Consider this

if you have a
propensity for writing,
you can accelerate your
recognition as an
authority figure by
writing and
contributing to ezines.
be sure to publish to
your site first and then
submit to other sites.

technorati, http://www.technorati.com
Blogcritics, http://www.blogcritics.com
Yahoo!, http://www.yahoo.com
FeedBurner, http://www.feedburner.com

eHow, http://www.ehow.com
About, http://www.about.com
Ezine, http://www.ezinearticles.com
Wikipedia, http://www.wikipedia.com

ÇAs an entrepreneur, there’s a strong likelihood that you have associates in the
same industry. Working together, you both can elevate your rankings by
contributing to each other’s site with supporting posts. You can work with one
or many associates and the benefits will abound. 

If you are interested in content from other industry pundits, take a moment to
subscribe to press-release distribution sites. You can choose the type of
announcements you would like to receive by industry or special interest. Often
these releases will contain opportunities for obtaining guest contributions from
well-recognized personalities or leaders. You’ll be amazed at how much traction
you can get from a guest post by a well-known industry expert.

Authoritative recognition
As I’ve pointed out, ser are based on a number of site qualities, but one of the
most important is whether or not the search engine can validate you as an
authority on the topic at hand. Reciprocal links, frequent news announcements,
and testimonials and endorsements by other well-established and well-ranking
site owners are all good, but first-hand validation is probably the best. 

To become recognized first hand as an authority, you must publish correct,
dependable, and referenced content — not just at your site, but also at resource
and blog sites across the web. When you are selecting a topic, be sure that it is
one that complements the content of your site and that you have generously
used your keywords and keyphrases.

ere are lots of encyclopedic sites. ey include well-respected sites such as
eHow®, About, Ezine®, and Wikipedia, but there are others too. You might not
have given this a great deal of thought and just assumed that these online
publications have a staff of writers that are toiling away at this content. In
some cases that may be true, but typically these sites have guest or contract
writers and if you’re an expert, you should be one of them.

If you prefer to pen a review or opinion, you might choose to write for a site
such as Technorati’s award-winning Blogcritics®. is online community of
writers and readers invites authors from any specialty to submit articles.
Blogcritics is so well renowned that both Google and Yahoo! use it as a source
and syndicate the content to other sites as well as deliver the stories as rss feeds
via FeedBurner®. With a reach like this, you could put your self-promotion
efforts in hyperdrive with just a couple of strategic articles aligned with your
company’s services or products.
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Checklist

3 create page titles
that are an accurate
summary of the
page content
3 ensure page titles

are succinct enough
to display in full
3 ensure descriptions

and excerpts are
accurate
3 ensure descriptions

and excerpts display
in their entirety
3 test to ensure the

correct pages are
returned when
keywords and
keyphrases are used

ese sites are not for the promotion of your company, and most sites strictly
prohibit self-promotion outside your resource box or byline. e idea here is to
become recognized as an authority through the posting of informative
content. If your name is published regularly along with good articles or
reviews, a person using a search engine will find these articles and verify that
you have a lot of expertise. 

ough self-promotion at these sites is generally not allowed, you most
certainly can and should provide links from your site to every thing that you
write that is published. If you are a prolific contributor, create a post at your
blog site or a static page at your HTml site that is updated with a summary of
every new article and link each time you are published.

If you believe that you have a unique point of view that will appeal to others or
that you have more-than-average experience on a particular topic, you can
apply to become a contributor to the more formal sites. To the less formal —
the general blog — you may be able to post content without permission or
restrictions. Of course, the editor always will have the option to delete what
you’ve written, so it’s important that you respect the rules and provide
valuable information that will be informative and well received by that site’s
target visitor.

If you write a good article, post at your site first, but then feel free to post it at
other complementary sites as well. By posting first to your site, you are in
essence laying claim to your own content. It’s best to customize it as necessary
to fit the theme of the site and to give it a bit of uniqueness. ere is some
evidence that search spiders penalize you for having identical text at more
than one site.

Damn! You look good!
A common misconception is that search engines choose how your company
information is displayed. is is simply not correct. Search engines index your
page for the purpose of knowing when to return it as part of an ser, but they
do not control the content shown to the visitor. You do.

In this section, I talked about a number of tools for getting your site to the web,
but I also defined the components that affect the public view. After you have
made it into the search results, take a look and make sure that your company is
represented well. 

Ç
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Google, http://www.google.com

As you can see in figure 44, the page title is displayed as the first line and is a
hyperlink to the page within the site. Directly below that is the description of
a static page or the excerpt of a blog page. If you have not defined a meta
description or a blog excerpt, the search engine will display text that it finds
within the page. ere is room for about 20 to 25 words, but it depends on
the search engine the visitor is using. If your description or excerpt is too
long, it will cut off the text beyond what it can display and replace the text
with an ellipsis.

Taking the next steps
You can begin or expand your self-promotion efforts at any time, and there’s no
time like the present. Once you begin posting content, the next section will
teach you to measure the results of your efforts. Never miss an opportunity to
put tracking mechanisms in place — you will create better content if you
understand the interest level in that which you have already posted.

Checklist

3 contribute to
authoritative sites
3 follow the site’s

protocol for self-
promotion and links
to your site
3 invite guest

contributors to your
site
3 exchange links with

contributors

Consider this

if you are a frequent
contributor and follow
best practices for self-
promotion, you won’t
just be at the top of the
search listings, you will
take over the first few
pages. 

don’t settle for lots of
content on just your
company, feature your
staff, your leadership,
your charitable projects
— anything and
everything that is
validating content
should be posted
within your site or
posted elsewhere and
linked to your site.

Ç

7 Figure 38
the display of your
information in Ser is
completely within your
control.



Who: Benchmark, promote and analyze
With the tools in place and work in progress on your content,
you are ready to tell the search engines who and where you are
so that they will start returning your site within SER. Before you
get started with promotion, you need to find out where you are
today. at’s the benchmark. 



Benchmark
To be effective at self-promotion, you need a near-constant interaction with
your site (that’s why a blog is so perfect for you). You may wish to test
headlines, approaches, art, and offers, but without a measurement system, all
the testing in the world won’t bring you any new understanding. Site analytics
is where the answers lay. By starting your site analytics now, you will get a feel
for how you measure up against the competition and, as you implement your
promotional efforts, how well you’re doing.

Google Analytics
Google Analytics is a free web application that will enable you to monitor the
traffic, and therefore, effectiveness, of your posts and electronic campaigns. You
will be able to see who comes to your site, what pages they visit, how long they
spend on the pages, and much more.

When you create a Google Analytics account, for each site you register you will
receive a unique tracking code. To track your pages, each page within the site
must contain this tracking code. If you have a WordPress site, I recommend the
Google Analytics for WordPress plugin for automatically inserting your code on
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Consider this

google analytics is a
free, yet very complex,
SaaS (software as a
service). as complex as
it is, don’t be timid
about using it. You
don’t have to
understand every
single statistic that it
shows in order to
benefit. Follow visitor
counts and bounce
rates as a start, and
expand from there.

Google Analytics, http://www.google.com/analytics/home/
WordPress, http://www.wordpress.org
Google Analytics for WordPress, http://yoast.com/

Ç

Figure 39 3
there are software

options, both free and
commercial that

provide analytics of
your web site’s traffic,
but i have found that

google analytics meets
all of my needs, and

then some.
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Google Analytics, http://www.google.com/analytics/

Consider this

a conversion occurs
anytime you convert a
visitor into someone
else with a bit more
commitment to your
site. this might be a
subscriber, a prospect,
or a buyer.

Çevery page within your site. If you have a traditional site, the person who
creates your pages will need to insert the JavaScript and tracking code before
the closing body tag </body> within the HTml source code.

With tracking codes in place, your site activity will be tracked by and reported
on the Google Analytics web page. As you can see in figure 45 there is a great
deal of really useful information about your site and your site’s visitors — all
designed to help you create a better site with more relevant content. 

e tracking and reporting of the statistics is not usually instantaneous and
may, in some cases, take up to a day or two to start showing activity. For help
with the application or with understanding the statistics displayed, turn to the
Google Analytics help pages.

Conversion goals. A conversion goal is a path for measuring how well your
campaign performs a particular objective. 

A goal is a page within your site that a visitor can only reach after they have
executed a desired action or actions such as completed a registration form,
downloaded a file, or bought something at your site. 

7 Figure 40
For instance, a
conversion is when
a visitor becomes a
customer. google
analytics will track
this change.



Consider this

targeted landing pages
are the crux of a
successful connection
between your self-
promotion efforts and
your web site. these
landing pages will
illustrate the success of
a campaign, inbound
link, or topic. 

Consider this

direct mail is still a
great way to get your
message out and
combined with
targeted landing
pages, you will be able
to track the analytics
with the same success
rate as with email.

Google Analytics, http://www.google.com/analytics/home/
Ezine, http://www.ezinearticles.com

62

Ç A funnel, by way of example, is when your targeted landing page (see below)
includes a link to a registration form, and the registration form once
submitted, returns a thank you page or confirmation page. e funnel is the
path the user takes. 

is process is called a conversion: you convert a visitor or prospect into a buyer,
subscriber, or client.

Google Analytics provides a special tracking method dedicated to conversions
and this is a great opportunity to test site content. You could, for instance, post
two different versions of a page that invite your visitor to download a white
paper. Watching the analytics of the two conversions, you will know which of
the two messages performs better.

Another example, that I used recently, is the creation of six different targeted
landing pages for a sweepstakes entry. Using the final analytics of the
conversion rates I was able to hone in on the more-effective pages. In the
second round of email invitations I used only my two best-performing
landing pages.

targeted landing pages. roughout this book I recommend that you create a
post specifically for each one of your messaging vehicles (this includes
campaigns, ads, articles, and posts at other sites). targeted landing pages provide
you with added visibility when you are analyzing your visitors’ behavior. Each
vehicle, and each unique link in a vehicle should connect to a unique targeted
landing page.

If, for instance, you write an article for Ezine and you use a link to your home
page in your resource box, you will not be able to account for how many visitors
you generated with the article and how many are the site’s usual traffic. 

If, on the other hand, you contribute an article with a link to a targeted landing
page (and do not publish the link to the landing page elsewhere), you will then
know exactly how many people were driven to your site because of the article.
If a similar article on another site produces fewer visitors to a different targeted
landing page, you could then assume that the first venue is better for your
business because it led more traffic to your site.

Some analytics software does not track the origination of a visitor. In this case
a targeted landing page will provide you that information. Always be sure that
targeted landing pages match the design and messaging of the source page or
email so that the visitor knows that [s]he has come to the right page.



Sir Speedy Centennial, http://www.sirspeedycentennial.com

Consider this

i typically add a couple
of numerals after my
landing-page name in
case i decide i want to
test another version for
the same source. by
revisioning the
numbers, i don’t have
to create complex file
names.
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ÇDiagram of an effective targeted landing page. Targeted landing pages enable
you to not just monitor your campaign, but also respond to successes and
failures within a campaign, while it is still in progress. 

Let’s assume that you are a software company and you are about to release the
latest version of your application (CoolApp v9). In your marketing campaign,
you might have:

1. email
2. direct-mail
3. print advertisement in a magazine
4. banner ad in an online magazine
5. Twitter tweet
6. Facebook posting
7. news announcement distribution 

For this campaign, I would create seven landing pages. e landing pages are
very similar except for the inclusion of a graphic or social-network logo from
the source page and a variation on the url (such as
www.mysoftwarecompany.com/coolapp-version-9/facebook-01.html and
www.mysoftwarecompany.com/coolapp-version-9/twitter-01.html). 

6 Figures 41
Your email should be similar in
design and direct readers to your
targeted landing page, not to
your home page.



If I have a very large campaign, either mail or email, I may choose to send the
campaign in thirds: one third each day for three days. In this case, I will also
create three versions of each of the landing page iterations with different
messaging. In this way, and combined with list segmenting, I can learn about
what type of offer motivates my visitors to respond. 

If, after I have sent the first third, I find that my click-thru rate is low, I get
negative emails, or a high number of spam complaints, I am prepared to swap
out the landing page and test a different message. is is a good back-up plan
for those times when you have created an edgy or potentially sensitive
campaign that runs the risk of causing a negative or benign reaction within
your target market. 

ere are other landing-page and click-thrus considerations. Bounce rates along
with the number of visitors can provide additional understanding about the
effectiveness of your message with your customer or prospect.

e bounce rate is the number of visitors that came to a page and then left
without visiting any other page; e.g., Article A drove 58 visitors to the targeted
landing page and Article B (same topic, different venue) drove 14 visitors. 

Google Analytics reports that Landing Page A had a bounce rate of 82% and
that Landing Page B had a bounce rate of 16%. If we follow the deep-link
landing pages (the pages the visitors went to once they got to the site), we find
that though Article B produced fewer visitors, they were of a higher quality and
far more interested in the message. is is the true goal. It’s not enough to just
drop someone off at the front door of your site, you want them to actually
come in, take their coat off, and get comfortable. ose are the types of visitors
that become buyers or clients.

segmentation. If you segment your list(s) and create targeted landing pages for
each group, your analytics will help you to understand the behavior of the
segments. is is an easy way to learn more about your visitors and the
effectiveness of information at your site.

Differentiating offers. If you are trying to determine the type of offers that
appeal to your visitors, try different landing pages instead of or in addition to
segmentation. For instance, segment your list by state and send half of each
state’s addresses an offer of 50% off (up to $10 in savings) and the other half
an offer of $10 off any purchase over $20. e offers are essentially the same,
but you will learn whether or not the messaging resonates with your customers.
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Google Analytics, http://www.google.com/analytics/

Consider this

Segmenting your list is
one of the best ways to
save money. a
segmented list will
enable you to send
specially targeted
emails and direct mails
as you gain knowledge
about the names in
your lists.

Ç



Sending an offer out all by itself won’t generally drum up a lot of search-engine
optimization, unless the message or offer is so good that it generates a
noticeable rise in traffic, and (keeping in mind the bounce rate), that the
visitors look at more than one page, which they would to make a purchase.

Personalization. Segmentation and targeted landing pages, in my mind, are
inseparable. All campaigns must have segmented lists for which you have also
created targeted landing pages. Adding personalization brings even more value. 

Response rates are nearly always improved when you personalize an email,
direct mail, or targeted landing page. Most email applications today will enable
you to drop in bits of information such as the client name, address, or even
custom information such as purchase history. 

Technology advancements in printing can provide personalization in direct
mail as well. ink about the mail you’ve received this week. Did you receive a
piece that referred to you by name; or directly referenced a recent purchase?
Maybe you received a discount coupon from your grocery store on items for
which you regularly shop. All of these are types of personalization. 

Case in point

taser® (the makers of
the non-lethal electric
gun) claims to have
improved their
response rates by as
much as 2000% over
previous campaigns
where purls were not
used.
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taser, http://www.taser.com/
JFM Concepts, http://www.jfmconcepts.com

Ç

7 Figure 42
Companies such as
JFm Concepts®
provide
personalization that
takes targeted landing
pages one step
further by enabling
Purls. this is a landing
page with the visitor’s
name embedded
within the url.



Consider this

Press releases and
news announcements
should both link to
your home page and
one or more targeted
landing pages.

Spider trainers, http://www.spidertrainers.com
24-7 Press Release, http://www.24-7pressrelease.com
PRWeb, http://www.prweb.com
PRMac, http://www.prmac.com
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Figure 43 3
Constant Contact is my

preferred email vendor. i
like them because it’s an

easy-to-use product,
inexpensive, and

provides great analytics.

Figure 44 3
it’s a good idea to

compare your current
campaign analytics with

other campaigns.

Personalized urls (or PURLs), generally require special
software to create en masse. Products such as VDP Web
are affordable solutions for large lists and I recommend it

wholeheartedly. For a blog and a small list, manually create a different post for
each customer using their name as the post’s title (landing page’s title). at
will generate a landing page with a url such as: 
http://www.spidertrainersblog.com/category/cyndie-shaffstall/

Announcing your campaign. Remember to send a news announcement (linked
to a targeted landing page) when you send any campaign that may be a bit
newsworthy. Earlier I mentioned 24-7 Press Release, but there are others. I also
use PRWeb and, for any announcement that is Mac® based, PRMac. ese
distribution systems have many thousands of publications and bloggers who
subscribe to their services and that are notified when someone posts a news
release using the keywords or meta tags that they are watching.

You’ll find that the more interesting the campaign, the more likely it is that the
story will get picked up and the news spread. Press distribution gives you a
wider reach and even more success. at’s really what we all want, right?



Email analytics
Analytics provide you visibility into your success rates and your not-so-
successful rates, but on the whole and most importantly, they allow you to
quickly modify a campaign to improve the response rates — or roi, for the
bean counter in you.

Most email applications provide some level of analytics. e depth of the
information is really the differentiating factor. All things considered, I have
found that Constant Contact® provides the best value for a small business.

When choosing an email service be sure that it’s easy to use and that you will
use the features for which you are paying. Often, we tend to go with (and pay
for) the one with the most features, even though we will never use those
features. Be sure to that your chosen application provides analytics on:

3 bounces
3 spam reports
3 opt-outs
3 opens
3 click-thrus
3 forwards

Constant Contact, http://www.constantcontact.com
Google Analytics, http://www.google.com/analytics/

Consider this

like google analytics,
Constant Contact’s
analytics have a lot of
information and can be
intimidating. it’s not
necessary to
understand all the
reports the first time
you use it. go in, get
your feet wet. You will
find that as you
become more familiar
with the application,
the features become
obvious.
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7 Figure 45
as you improve your
messaging, the number
of spams should go
down and the number
of click-thrus and opens
go up.



Most email applications have a snapshot of the metrics focusing on just these
values. It’s important that you launch your dashboard at exactly the moment
your email hits so that you can react quickly if you see a problem. 

Industry standards dictate that you should receive no more than one spam
report per one thousand emails sent. Anything more than that and your
provider will suspect that you have acquired the list in a manner other than an
opt-in. ey may suspend your campaign until you have spoken with them and
discussed your email-collection methods.

In the details of your clicks, watch for errors in the urls. Ensure that each url
is correctly linked to your targeted landing page. Depending upon the size of
your campaign and the services you provide, you might also expect that for
every n click-thrus to a landing page, you will have n click-thrus to your
shopping cart. If the number is below your expectation, try changing the
message on your landing page.

Benefiting from reporting and tracking
Marketing and sales messages are really important — I think we can all agree
on that — but analyzing your messaging is where the smart money is. In this
section I discussed why every campaign should use analytics to measure
success; success that also works as feedback that helps you to modify future
campaigns based on results.

Email messaging doesn’t always fall in the category of marketing, sometimes
it’s just messaging: a new product you’ve added, a store opening, an invitation,
or a posted report. e great benefit of electronic messaging over traditionally
mailed messages is that you can include a click-thru link that lands the reader
on a targeted landing page (measured and analyzed). 

When you implement best practices, you will have better ROI and be a better
business person too. You will understand your customer and develop content
tailored to your visitors. is will bring them back — time and time again. 

It’s impossible to engage in self-promotion without marketing. Marketing does
not necessarily mean that you have an offer; marketing is sometimes just
creating awareness around a person, product, or service. ere are a number of
tools for opening your site for business, but the notification part is easy. Go to
Google Add url to notify the search engine that you are ready for visitors, then
move on to creating your site map.
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Consider this

if you are collecting
subscriber names via a
contact form on your
web site, be sure to
watch for obvious
spam addresses. if you
see the number of
illegitimate addresses
rise dramatically,
consider adding a
CaPtCHa function to
your form.

Consider this

Creating an email
address specifically for
a campaign gives you
the same benefits as a
targeted landing page.
You can take this one
step further by also
assigning a dedicated
toll-free number. this is
available from most
business-phone
providers these days.
with these in place,
your analytics will be
very revealing.

Google Add URl, http://www.google.com/addurl/?continue=/addurl
WordPress, http://www.wordpress.org

Ç



Site maps
One of the easiest tasks for improving ser is to create a site map. By publishing
your site map, you are notifying search engines that your site is up and taking
visitors. As you make site updates, your site map can also be updated and the new
version fired off to the search engines. (is can be an automatic process.)

Site maps are basic text files — generally Xml or HTml — that list the urls of
the pages and, in the case of blogs, posts within your site. Site maps describe
the structure and content of your site to search-engine spiders.

ough Xml files are intended for the computer, you don’t have to understand
computer-speak in order to create an Xml site map. If you have a WordPress
site, try the Google (Xml) Sitemaps Generator plugin. is little application
generates a site map for you automatically and updates it each time you publish
a new post.

While search engines prefer an Xml file it doesn’t lend itself to readability and
often the visitor would be better off if they also had a site map or schema of the
site layout. is is especially true when your site has hundreds or thousands of
pages, as is the case with the irs’s site map shown in figure 52.
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WordPress, http://www.wordpress.org
IRS, http://www.irs.gov
Google (XMl) Sitemaps Generator, http://www.arnebrachhold.de/
HugeDomains.com®, http://www.hugedomains.com

Definition

xml — a textual data
format, with extensive
unicode support for
languages. it is widely
used for the
representation of
arbitrary data
structures, for example
in web services.

Ç

6 Figures 46
Site maps come in all
forms, from text lists like
the irS site map far left,
to the raw xml file on
the immediate left, and
the graphical
representation below of
Hugedomains.com’s site.



Consider this

google provides a
number of tools that
are designed to help
you with search-engine
optimization. nearly all
of the tools are free.
take a moment to
create google analytics
and google webmaster
account.
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Google Webmaster tools, http://www.google.com/webmasters/tools/
RAGE Sitemap Automator, http://www.ragesw.com
Google Analytics, http://www.google.com/analytics/
iGoogle, http://www.google.com/ig

Sign up for a Google Webmaster Tools account and spend some
time roving the options. ese tools provide you with a great
deal of information about your site, including the keywords that
are important to your site. ere are plenty of applications that

will auto-generate a site map for you, but the one that I like for traditional
HTml web sites is the RAGE Sitemap Automator®.

What I like best about this particular tool is that it is fully automated, right
down to sending the site map out to the search engines. If you prefer, you can
use the product to generate the site map, but handle the search-engine
notifications manually. In the case of Google Webmaster Tools, you can simply
upload the file by logging into your Google account.

You may have noticed by now that I use and recommend readily a number of
Google products, but that’s primarily because they are easy, most are free, and
Google has created a better-than-average support network. I encourage most of
my clients to at least start with Google Analytics, Google Webmaster Tools, and
iGoogle and then, if they need more features, graduate to applications that are
more robust (and usually more expensive than free) as they gain expertise.

5 Figure 49
For wordPress, there
are a number of plugin
options.

1 Figure 48
i like rage Sitemap
automator because it easily
handles multiple sites and
multiple search engines.

1 Figure 47
google webmaster tools
has a site maps feature
that will help you to
submit a site map to their
search engine.

WordPress, http://www.wordpress.org



Promoting your company
Whether you create your own or have someone create a blog or HTml site for
you, getting people to your site is much more than build it and they will come. You
have to spend time telling people about your site and where it is and then once
you’ve enticed them to come, your content needs to be engaging enough to get
them to stick around, read your message, and want to do business with you.

Gather your promotional assets. As you begin interacting with other sites and
services in your self-promotion goals, you will find that you often need a
company description, avatar, screen shot, logos, and other design elements.
ese assets are important tools and should not be generated without thought
or at the last moment when you’re under pressure to deliver. 

Make a project of gathering promotion assets: 
3 company description in 25, 50, and 100 words
3 product descriptions in 25, 50, and 100 words
3 key team member profiles and/or résumés in 25, 50, and 75 words
3 key team member avatars in JPG or GIF format (a number of different

sizes ensures that you always have a high-quality image: 
100 × 100 pixels, 125 × 125 pixels, and 200 × 200 pixels to start)
3 company and product logos in high-resolution EPS format
3 company and product logos in web-safe JPG or GIF format
3 company brief for press releases and news announcements
3 client testimonials for each product and/or for your company
3 email template
3 press-release and news-announcement templates
3 text ads with a pre-defined landing page url for link exchanges (see

page 62 for information on targeted landing pages)
3 banner ads in multiple sizes (90 × 90 pixels, 120 × 120 pixels, 

120 × 150 pixels, and 120 × 180 pixels to start)
3 media kit if you will allow advertising by other companies

Pre-gathering assets provides you an arsenal of options
and ensures that you are not held up waiting for content
while you’re in the middle of a promotional effort. Don’t

feel as though everything has to be custom and unique, turn to stock image
providers or clip art for a head start. I stumbled on Lokas Software®, a great
icon provider, while working on this book. You’ll see their clip art throughout.
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Consider this

if you are not a
designer, and you do
not have one on staff,
gathering promotional
assets can be an
expensive proposition.
i recommend that you
check out Craig’s list®
and other online
directories. Visit the
designers’ web site and
check their references.
if you have to pay for
these services, you
really only want to
have to do that once.
many designers will
give you a bulk
discount for a project
of this size and where a
lot of elements can be
repurposed for other
components.

Craig’s list, http://www.craigslist.com
lokas Software, http://www.awicons.com/
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Consider this

an activity log can be
either a database or a
spreadsheet. i use
Filemaker® Pro, a
database application
for both the mac and
the PC. 

a database is a much
better application for
this purpose since you
will be searching and
sorting often.

Consider this

when you discover
sites that have linked to
yours, check them out.
ensure that the content
is congruent with yours
and that the link
promotes your goals. if
it does not, you may
need to have a
conversation with the
site owner. if it does,
have that conversation
anyway and discuss the
possibilities of
expanding your link
exchanges.

Google Webmaster tools, http://www.google.com/webmasters/tools/
FileMaker Pro, http://www.filemaker.com
Mac, http://www.apple.com72

Ç Activity log. In the same way that it is important to create assets, it’s also
important to monitor, measure, adapt, and — sometimes — remove them.
As you develop a full-fledged self-promotion campaign, you will accumulate
dozens or even hundreds of accounts, links to other sites, partnering
opportunities, placed ads, and sites that are linking to your site. e best that
you can hope for is that you will be wildly successful in your self-promotion
efforts and that means you will be completely overwhelmed. Plan ahead and
create an activity log. 

My activity log is divided into sections:
3 accounts (the url, username, and password; includes both hosting

and resources)
3 ads (url, landing page url, cost of placement)
3 outbound links (url within my site and url of the destination site)
3 inbound links (referring url and destination url within my site)
3 social networks (user name and password)
3 marketing campaigns components (date sent, analytics, where the

files are archived)

I update this document with great regularity since it provides me with a
snapshot of my activity. If I have an expired component, I move it to another
tab within this spreadsheet as an archive and reminder of past activities. I
include comments on why I no longer maintain that activity. You’d be surprised
how much you can forget in the span of a few years.

Inbound links (backlinks)
By now you’ve begun building your inbound- and reciprocal-links programs.
Knowing what sites link to yours and what pages within the site are popular
will be a big part of making this a successful tool for you. Google Webmaster
Tools are helpful in tracking inbound links too. You can add multiple sites to
your Google dashboard, and they don’t have to be your site. ey do, however,
have to be sites to which you have administrative access. You will need to verify
that you have this access but there are multiple options for processing the
verification. Log in to the Google Webmaster Tools site and follow the on-
screen instructions.

For those sites where you do have access, you will be able to track all sorts of
very informative data; inbound links are a great example. Don’t be satisfied to
know that someone links to you and call it a day — click the url and check



them out. Why have they linked to you? Is this a beneficial link? If so, consider a
more formal arrangement with the site’s owner: something along the lines of a
testimonial, recommendation, or even paid advertisements.

Combined with Google Analytics, Google Webmaster Tools will provide you
with ample data. ese applications don’t stop at the url; dig in and learn
about your site, links, visitors, search terms, and much, much more.

Blog search engines
Google, Ask, Yahoo!, and other popular search engines pre-date the blog and
some have been slack in indexing blogs. With that in mind, Technorati came
along to provide a search engine dedicated entirely to the content of blogs.

In the past, it was important to register your site with Technorati, but I have
found that as search-engine technology advances, more and more often they
are returning blog posts in the search results. In fact, for some of my clients, I
would argue that their blog site consistently out ranks their competitors’
traditional sites. Regardless of the advancements, claiming your blog at
Technorati might challenge your fortitude with a difficult enrollment process,
but it’s worth the effort.
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Consider this

technorati is a great
site for finding content
within blog sites, but in
order to become
recognized by them,
you have to go
through a claim
process. this process
can be challenging and
time consuming. Stay
with it — it’s a chore,
but it can be worth the
effort in the long run.

Yahoo!, http://www.yahoo.com
technorati, http://www.technorati.com

Google Analytics, http://www.google.com/analytics/
Google Webmaster tools, http://www.google.com/webmasters/tools/
Google, http://www.google.com
Ask, http://www.ask.com

Ç

7 Figure 50
google webmaster tools
can even show you every
site that links to yours.



Press announcements and news releases
Take any opportunity to post announcements to distribution services such as
PRMac, PRWeb, and 24-7 Press Release. Press releases (intended for print
publications) will generate inbound links, but are not likely to generate
immediate stories since there is usually a time delay before the publication goes
to print. If that’s okay with you, drop these at the same time as news releases
otherwise they should go out as much as three to six months prior. News
announcements, on the other hand, can generate copious amounts of inbound
links and have the added benefit of being published right away.

In most cases, having a supporting story come out months later is fine, but if
the campaign is not press worthy, feel free to skip the press release and settle
for a news announcement to the blogging community.

Pressroom
When you register with distribution services, enlist also as a publisher so you
can create a pressroom at your site — a place for you to publish relevant
industry announcements. Do not post announcements unrelated to your
industry since they will not validate your site content. Instead, post only
announcements that support your position or endorse your type of services. 

When you post an announcement, take a moment to activate the hyperlinks so
that you have outbound links to supporting sites. 

In most cases, I will email the site owner and provide a link to their posted
announcement at my site. I will also request that they link back to my site. If
it’s a savvy site owner, they already understand the benefit of a valid link
exchange, so they generally readily agree.

Repeat business
With most sites, it’s not enough to just attract a visitor it’s about enticing them
to come back for more. ere are many reasons a visitor never comes back:

3 they weren’t looking for the products or services you offer
3 your site design did not engage them or turned them off
3 they learned everything they needed to know in just one visit
3 there’s no reason to come back

Let’s focus on that last item for a moment. 

Consider this

there are lots of page
types that create link
opportunities and you
probably visit them
regularly. it could be a
page of news
headlines, a top-ten list
of great sites or new
fashion trends. take a
look the topics that
interest your target
market and create a
page with a collection
of those topics. give
them what they want.
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PRMac, http://www.prmac.com
PRWeb, http://www.prweb.com
24-7 Press Release, http://www.24-7pressrelease.com



In pursuit of self-promotion, I have recommended that your web site become
firmly established as the foundation of all of your efforts and that it’s not one
thing once, it’s — as I said — like playing pinball. You win by repeatedly hitting
the high-score targets and keeping the ball in play for as long as possible. With
that said, your intent shall always be to bring your visitors back time and time
again. For the most part you will accomplish this by regularly posting new
content so that they always have something new to discover. With this goal for
my site I stumbled upon a neat trick that, while it won’t work for everyone,
might give you an idea about some derivative that would.

My neat trick was a what’s new and interesting calendar that I created as an HTml
table. In every date box I placed no more than fifteen words that described an
interesting site, a funny story, an exceptional design, or some other inviting
tidbit that would be of interest to my readers, and, of course, a hyperlink on the
entire string of key text connected to the source site. Often the link was to a
well-recognized source such as CNN, Yahoo!, or Fox News®, other times it was a
new invention on a technology site or even fashion news at social sites. is
page surpassed all of my other pages for visitors. As such an interesting page,
many of my clients even created inbound links to this page. 

So let’s see...this special page offered: 
3 inbound links: check
3 outbound links: check
3 increased traffic: check
3 links to other pages within my site: check
3 authoritative content: check
3 topics complementary to my site: check
3 downloads to freebies: check

is page was hugely successful on many levels. I think everyone should have
one — or something like it.

Demos and downloads
ere are other ways to bring visitors back to your site, but few efforts
consistently produce traffic in the way that free downloads can. I believe that
most people who are even somewhat technologically savvy understand that
they probably cannot access demos and downloads without giving up their
contact information (and/or demographics) in exchange for the freebie. 

CNN, http://www.cnn.com
Yahoo!, http://www.yahoo.com
Fox News, http://www.foxnews.com 75

Consider this

when you create a
registration form for
people who wish to
download your
offering, be sure to
customize the thank
you page. this is the
page that will display
after the subscriber has
completed the form
and clicked the submit
button.

on this page, include
lots of links to pages
within your site. it’s
ideal if these are
targeted landing pages
that are only accessed
from the links in this
page. that way when
your analytics software
reports that you’ve had
400 visitors to one of
those pages, you will
know that the people
downloading your
resource are also
interested in the topic
on this page.

Ç



If you are selling products, offering a demo of the product is a great way to
collect information and to bring a customer back. If you are selling something
that can be delivered electronically, it’s easy to have them complete a request
form and then provide the link to download in the thank you or confirmation
page. (Turn to page 61 for information on goal conversion.) 

Once the recipient has had time to review the demo, send them an email
offering to answer any questions with a reminder on how to purchase. Give it a
week or two (depending upon the difficulty of the software) and follow-up with
another email that includes a small discount if they return to your site to
purchase. is type of effort is called drip marketing. Turn to page 98 for more
information on this executing this type of approach.

As you send out these periodic touches, don’t be tempted to give too much
discount too quickly. Send up to four or five emails before you get hungry. If you
think the product is a must-have, don’t discount it at all. ere are lots of
reasons to buy from a vendor — it’s not always about price.

If you have a physical product, collect their information in order to mail them a
mini version, watermarked version, or single copy. Here again, send them an
email that you hope they have received it and offer to answer questions. Follow
some time later with a small discount toward a purchase at your site. e same
discount rules apply.

Downloads can be anything: white paper, presentation, movie, podcast,
learning materials, video, sample, coupon, or the like — anything that has a
perceived value — in exchange for completion of a contact form. 

Always include an opt-in check box for subscription to your publications in any
contact form and provide a disclaimer telling them you will send a follow-up
email and that they will be able to unsubscribe any time after receiving the first
email. A link to your privacy policy is always a good idea. (For more information
on email formats, turn to page 78.)

Email messaging

Body. While the body comes after the subject line and summary, we’ll get to
those in a moment. Start with the body and take your time to fully describe the
offer, qualifications, product, service, and company. Even though you have lots
of room here, resist being overly verbose. At this point in the email, you need to

76

Consider this

Create a template for
your landing pages
and your emails that
contain placeholder
reminder text and
images for all of the
required content. it’s
easy to forget
something when you’re
under deadline. with a
template, you’ll be
reminded of all of the
detailed components
that need to be
included in your piece.

Definition

Call to action — an
offer or instruction
within a campaign that
should motivate the
recipient. this might be
“call now to save,”
“register today,” or even
“click here to enter.”

Ç



justify the reader’s attention because you are at the mercy of the delete key if
you don’t stay focused. Keep the paragraphs to no more than six or seven
sentences. Use your keywords generously and repeat the offer and call to action.

signature. e signature lines need to be complete. Do not sign your email with
sincerely, Cyndie. Provide a title, personal contact information, and a closing
that is appropriate for the type of email. 

Our program is better with members like you.
Cyndie Shaffstall
Spider Trainers
cshaffstall@spidertrainers.com

303 468 8713
www.spidertrainers.com

Post script. In the day of the formal letter, last-minute thoughts were added
using a P.S. or post script. I like the concept of a P.S. as it provides you final pass
at a reminder of the call to action and/or offer.

P.S. e discounted enrollment and 2 free copies of
quarkXPress® 8 offer ends 30 June 2010. Click here to join

QuarkAlliance® today.

link to your subscription form. Whether or not you are sending your email to
an established customer list, always include a link to your subscription form. If
you do not have a subscription form, make one before you send any email. A
subscription form for your customers allows them to add alternate email
addresses or if they forward the email to a friend, the recipient can subscribe.

social-media account links. Never pass up prime real estate, be sure to include
the icons with hyperlinks to your social-media accounts. Invite the recipient to
become a Facebook fan or to follow your Twitter tweets and remind the
recipient that this is where you post regular discounts and tips and tricks, so
visit often.

Forward to a friend and Addis®. ere are two ways to optimize social-
media networks: have the prospects or clients follow your accounts or have
them share interesting information in their accounts. e easiest way to
accomplish this is by using Addis icons. It even comes with dedicated
analytics with details about how many times the email has been forwarded,
shared, or posted to the recipient’s social networks. 

Facebook, http://www.facebook.com
twitter, http://www.twitter.com
Addthis, http://www.addthis.com
QuarkAlliance, http://www.quarkalliance.com

Consider this

testing subject lines is
a good way to segment
your list and get a feel
for what type of
message will motivate
your recipient to take
action. 

Send the same email to
everyone in your
customer list, but
create several different
subject lines, each one
linked to its own
targeted landing page.
monitor the number of
click-thrus to each
landing page. take the
top three subject lines
and use those for
guidance with future
subject lines.
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Consider this

Creating a sliced-image
email requires
knowledge in an
image-editing software
and in Html. while it
can be challenging,
you can do it and there
are a number of
inexpensive software
applications to help
you. Photoshop and
dreamweaver® are
can’t-live-without-it
tools for the advanced
user, but all you’ll really
need are more basic
versions of these
applications.

Sir Speedy Centennial, http://www.sirspeedycentennial.com
Photoshop, http://www.adobe.com
Dreamweaver, http://www.adobe.com78

Ç Images. Depending upon your email application and your settings you may
have received an email that looks something like the one shown below in figure
57. is is an image — created in Photoshop® — that has been sliced up into
smaller images. After slicing, the segments are reassembled in an HTml table to
produce what appears to be a solid graphic. ese images as emails can be quite
beautiful, but if the recipient is suppressing images in their email client or
SmartPhone as the example shows, the email won’t create a great first
impression.

ere are a couple of tricks here to get more benefit without abandoning the
format altogether:

3 Add text above the HTml table so that even without the images
showing, you have an interesting headline — ideally something
interesting enough to get the recipient to choose to load the images!
3 Create a slice across the top and use alternate (alt) text to create a

simple, yet useful, description of the missing images or of the offer,
as has been done in figure 58.

Figure 52 3
images can be an

effective way to
engage the reader,

but you need to find a
balance between text

and graphics that is
appropriate for your

target audience.

Figure 51 3
emails can be made
up of a single image
that has been sliced

into segments. each
segment can be used
as a link to a different

landing page. the
disadvantage

becomes apparent if
you view it in your

email client with
images suppressed.



Footer. e footer of your email is the catchall for everything that might
convolute your message, but that might also serve to engage your prospect or
client, or someone to whom the email has been forwarded. (In this case, you
have a brand-new prospect who may not know very much about you.) e
footer can be very small text, but doesn’t have to be. It depends on your
audience and whether or not they might need more information before making
a decision. Here are the topics that I think belong in most email footers.

3 company name and contact information, including a mailing address
3 remind the recipient how you collected their name (e.g., You are

receiving this message because you have made a purchase from
MyCompany.com)
3 link to your site’s about us page
3 link to your site’s pressroom (posted releases and announcements)
3 link to your site’s faqs (answers to questions asked frequently by

your visitors, prospects, and clients)
3 link to your site’s legal disclaimer (for email with private information,

you may need this)
3 link to your site’s privacy policy
3 link to an unsubscribe form 

Put the unsubscribe link last, but don’t hide it or make it difficult to process. If
someone does not want to receive email from you, then there is no value in
sending it. It is aggravating and if they report you for spam, you may have your
domain blacklisted, which will move you to virtually every recipient’s spam
folder no matter how much search-engine optimization you do.

Diagram of an effective email. Every marketing campaign I produce includes
email. In fact, next to my web site, this is the most important component of my
campaign strategy since it gives me the opportunity to loop in the other
components. I haven’t, by any means, left print behind, but I never send direct
mail without an accompanying email — even if I have to purchase the email list.

Unless you are a company with a very small prospect/client list, you will likely
find that subscribing to an email service will provide you with more features
and flexibility than if you try to create your own emails in an email application.
As I said earlier, I use Constant Contact, but there are others. Shop around and
find one that offers you the features you need at a reasonable price. (Just
because a particular company offers the most features, doesn’t mean it’s a good
fit. If you won’t use all of the features, don’t buy them.)

Constant Contact, http://www.constantcontact.com
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Consider this

emails that you send
are your real estate and
you should use them
wisely. You may even
want to include links to
other sites in an effort
to provide the recipient
with enough
information to visit
your site or buy your
products or services.

Ç



An effective email is made up of a number of components:
3 subject
3 introductory paragraph(s) with call to action
3 body (offer, message, and repeat of the call to action)
3 signature 
3 post script or reminder
3 link to your subscription form
3 link to one, more, or many targeted landing page(s) 
3 social-media links
3 forward to a friend and Addis
3 footer

You can disseminate this information in one of two ways: fully formatted HTml
and/or as a text email. I recommend that you do both. Five years ago most
people preferred to receive their email as text — they typically resented
companies that would be so brazen as to fill their inbox with an HTml email
they did not request. Today that’s not so often the case.

HTml with a text-version option provides real advantages. First is that you have
some control over how the information is presented. You can choose fonts,
colors, and even page layout to add emphasis and organization to what would
otherwise just another text email.

HTml also enables you to include graphics and hyperlinks and this is where the
analytics come in. By tracking persons who view the full HTml, your software
can report on how many opens, how many clicks on targeted landing pages,
and other key information that will help you to send more effective emails as
you learn your prospects’ and clients’ behavior.

Variable data. If you have information beyond the email address, be sure to put
it to good use. At a minimum, address the email to them personally, whether
you use a formal title such as Dear Ms. shaffstall, or if you have a more informal
message that you can start with Hello, Cyndie!

subject line. I have put the subject line and summary last because I think you
should write them after all the other work is done. Focus on the content and
the subject line and summary will come. 

Consider this

once the components
of your campaign are
complete, have
someone not
associated with the
campaign dial every
phone number, click
every link, type every
url, and complete
every form. nothing
will stop a campaign
more quickly than a
broken link or wrong
number.
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Addthis, http://www.addthis.com



CopyBlogger®, http://www.copyblogger.com
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Consider this

You are probably
collecting information
about your customers
that you don’t
recognize as valuable.
turn to your invoicing
system for data. there
you will find their
purchase history, their
typical spending limit,
the types of products
they order, and much
more. all of this data
can be used to create a
personalized message.

ÇA subject line can mean the difference between being read and deleted. It
deserves careful consideration. It shouldn’t just be engaging it should be
descriptive — it should also be short enough to display entirely in a typical
email window. Here are some tips for an effective subject line; mix or match as
needed:

3 Include a call to action such as Call Now or Join today. 
3 Try for seven words or less — this will sift the important keywords

and keyphrases to the top so that you are succinct and accurate. 
3 Catch phrases and deception will get you blocked as spam.
3 Use numbers in your subject line, e.g., 5 Tips for Healthier Living or

Only 3 Days Left. ese make the project feel manageable.
3 Look to other publications or try CopyBlogger.com for new ideas.
3 Try segmenting your list so that you can test several options.

Introductory text. Span no more than one or two paragraphs. Like your subject
line, it should be short, descriptive, accurate, and contain your site’s and offer’s
keywords and keyphrases along with a call to action. Here’s an example:

Join quarkAlliance today and save $100 off the enrollment
fee. Receive priority support and two free copies of
quarkXPress 8.

ere are all sorts of supporting data in case studies about how much more
effective a personalized message can be. Using the data you have collected
about a customer could increase click thrus and purchases by hundreds or even
thousands of percentage points. Of course, this isn’t guaranteed, but it
certainly isn’t going to hurt. If you have it (the data, that is), use it.

Case study
In the late 90s I owned a software-distribution company and in the course of
daily business we collected information such as platform, application, serial
number, and more. Long before I knew to call it variable data, we began
sending out direct mail that included this customization. It was a long and
laborious task to create these on our little LaserJet® printers, but each product-
upgrade notice (PUNs, as we called them), would include:

3 buyer’s name 3 product purchased
3 company’s name 3 quantity purchased
3 company’s address 3 call to action
3 purchase date



Our call to action sounded dire. It was something along the lines of: 

QuarkXPress has been upgraded and no longer supports your
version of Resize Xt®. is may inhibit your ability to continue to
use your software. to upgrade your copy of Resize Xt, call today.

When email came along, our approach did not change. We continued to send
out urgent-sounding messages when applications were upgraded, it is just
easier to implement. With hyperlinks that could connect our user directly to
the demo download or our shopping cart, we were creating campaigns with
success rates beyond our most fervent hopes.

In nearly every email application or service I have used, there existed a feature
to upload custom fields. is is where you will import or enter your purchase
information or any variable data that will help you to connect with your
customer.

As you can see, our messages reminded them of their purchase and that they
had done business with us, thus creating a connection. I believe they also felt
good about our record keeping and found security in knowing that their vendor
was tracking purchases, so they really didn’t have to.

Consider this

Your privacy policy is
extremely important to
the success you will
have with gaining
subscribers. if you do
not publish a privacy
policy you will lose
potential subscribers
who are concerned
about how you will use
the information you
collect. there are
millions of examples of
privacy policies on the
web — look to them
for tips on appropriate
information to include.

if possible, provide
your customers with
the opportunity to
subscribe to your
messaging and
optionally to
messaging that might
be sent by companies
with whom you
partner.

QuarkXPress, http://www.quark.com
Resize Xt, http://www.visionsedge.com
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6 Figures 53
Customers like feeling as
though you know who they
are. You can improve your
response rates greatly by
personalizing messages
using their name, purchase
history, or any other bit of
specific data.



ere’s a lot to be learned from direct mail and I believe that those tried-and-
true methods are just as valuable when sending email. With that said, from my
playbook, here are my suggestions for an effective email, but be flexible. ere
are not many hard-and-fast rules and the best approach is to send an email,
analyze the results, and be prepared to adapt your message to improve it.

spam analyzer. Self-promotion is not one thing once, or even lots of things
once. Self-promotion is a lot of things all the time. Here again, it’s like the
pinball machine. Every component of your self-promotion needs to play off the
other components: emails contain links to targeted landing pages, targeted
landing pages contain links to resources at your web site, the web site contains
a pressroom, press releases include offers at your shopping cart, and so on. 

segmenting your customer lists. With the offer in mind, give consideration to
how you can segment your lists in a manner that will enable you to learn more
about these recipients. 

Diagram of a segmenting effort. As an example, let’s use an imaginary
company. From this example, you should find plenty of take-aways to give you
ideas about segmenting your own list. 

aCme Vitamin Company sends out an email and postcard offer
each week to their entire customer list. It’s typically a discount
on a type of vitamin. ey used analytics to track the results.

With each email they send, they have found that:
3 about 30% open the email
3 about 2% print the enclosed coupon
3 about .03% redeem the coupon

With each postcard, they have found that:
3 1.7% print the coupon posted at the targeted landing page
3 about .03% redeem the coupon 

ACME collected email addresses from their site’s online sign-up
form. On this form, the customer was required to identify
their gender. Additionally, they were asked about their address,
age, education, employment, and overall fitness. (at’s a lot of
very valuable information.)

Boomerang, http://www.boomerang.com
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Consider this

as you write your email
messaging, be careful
about including words
that your recipients
may have identified as
spam. unfortunately,
this often means the
word free (which we all
seem to want to use at
one time or another),
but it can also be
words that are the
essence of your
business. in this case,
you might want to
remind your
subscribers to add your
email address or
domain name to their
safe-sender list.
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Armed with this, aCme is sending two different emails and two
different postcards this week: one with an image of a hot,
swimsuit model is going out to the men in their list and the
women will receive a mailing that brandishes the image of a
hot, male, underwear model. Each of the images are designed
to give the impression that consuming this vitamin will have
this hot guy or gal dying to hook up. Not surprisingly, their
response rates shot straight up!

at is a simple example of segmenting a list, but ACME could take this much
further. Let’s suppose that they also ask if the women are pregnant or planning
on becoming pregnant. With this data, ACME could then send a very special
message about prenatal vitamins only to the women who would most likely
respond to the campaign. e main image of the email and postcard can be
replaced with one of a too-cute newborn.

If this same campaign were sent to the entire list — knowing that only 2% of
the list represents women with babies on their minds — think about how low
the response rates would be. It would also be very misleading and aCme might
make a decision to drop the prenatal line altogether due to — inaccurately
measured — low-response rates. 

In actuality, when the message became targeted, aCme learned that between
the two media (print and email) more than 70% of their targeted list opened
the email, 56% printed the coupon, and a whopping 35% redeemed the coupon!
Now those are results worth talking about.

Segmenting your list can be really easy, but it will depend on how you collected
the list, what information you collected, and what you are promoting. If you’re
selling cowboy hats and you have a list with no more information than their
address, you would likely see better results from emails and printed material
that go into the western states.

Customer-loyalty campaigns
Customer-loyalty campaigns are all the rage. is type of campaign rewards
your customers when they shop with you — generally through the tallying of
points that can be redeemed for products or as discounts off future purchases.
(Open your wallet and have a look at how many loyalty cards you are carting

Consider this

list segmentation
starts with your
subscription form.
Collect as much
information as you can.
You can always ask the
question, but make it
optional so that you
don’t lose potential
subscribers simply
because you’re being
too nosey.

when you are
collecting data through
a registration form
where the subscriber is
receiving a
complimentary gift,
you can ask more
questions than you
would with a contact
form. everyone realizes
that nothing is truly
free and to get a free

download, they need
to pay — in this case
it’s with electronic
currency (information
that is valuable to you).
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around right now.) While the customer feels as though they are gaining
rewards, you are actually collecting data that will help you in choosing future
campaigns and offers.

Let’s take a look at an example of a customer-loyalty campaign. Our theoretical
campaign has three components: 

3 a variable-data email
3 personalized web pages (PURLs)
3 direct-mail postcard

For this campaign, we will create three versions of an email and three
versions of a postcard. Each has the same message: visit our web site and
complete a short survey on your buying habits — but there are three
different rewards for doing so (the list is divided into thirds with each third
getting a different reward):

3 no reward; just a simple thank you
3 a coffee-shop gift card
3 a discount coupon at our online store 

e intent here is to try to determine what type of gift (or lack thereof)
motivates the customer to visit the site and compel them to complete a survey.
In my example, I am sending this to long-term customers and I want to find out
if the existence of this relationship alone (with no tangible gift reward) is
enough to get a response.

At the end of this campaign we will have a stack of completed surveys with lots
of new data about our customers. e analytics will tell us quite a lot about the
specifics of our campaign, but a closer look at which customers came, how long
they were on the site, and what other pages they visited will be even more
revealing. 

We can expect to learn:
3 the type of customer visited the site
3 whether the inclusion of variable data elicited more responses
3 what type of offer prompted them to take action
3 whether or not they valued a discount on our products
3 whether it was the email or the postcard that prompted them to act

ese types of results can be enlightening — to say the least.
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Consider this

try combining a
customer-loyalty
campaign with other
marketing tools such as
segmentation and
personalization. 

For instance, if you
have purchase history,
you could use this to
personalize the
message and remind
the recipient that they
are a frequent buyer.
reward them for their
continued patronage
by offering them some
type of bonus or gift
when they join your
program or subscribe. 

advance your efforts
even farther by asking
that they complete a
registration form that
fills in the blanks that
you may have in their
customer profile.
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Social networks
I have an entrepreneur friend who asked me if I thought that small-business
owners were simply afraid to enter into the world of social media because it
seemed either intimidating or a venue for children. It’s true that children and
young adults were the catalysts for these networks, but don’t underestimate
the value that they will provide in your social-media efforts.

According to KnowEm?®, there are more than 350 current and emerging social-
media networks; dozens focused on business and self-promotion. at number
is intimidating; it’s daunting to think about having to keep up with all of that.
If you think that social media is represented by MySpace, worrying about 349
others might paralyze you to inaction.

Relax. You, no matter what your skill level, can participate in social media and
use it as an incredibly valuable tool for promoting your business.

PepsiCo announced this year that they chose to forego an ad during the Super
Bowl. is was a major departure from their previous years’ marketing
campaigns where their big-production ad was apparently a launch pad for much
of the rest of the year’s advertisements. PepsiCo has publicly said that they will
focus more on social media and less on mass media. It’s a good move and, as a
small-business owner, you should take note.

All social-media networks offer promotional opportunities — if in no other
manner than providing an additional touch for any standard campaign with
backlinks or inbound links to your site.

As part of your newsletter campaign, you can post to Twitter, Facebook, and
your blog, and for each, create a targeted landing page within your web site.
is effort would give you a total of five touches — five times the coverage —
and, get this, a small, small fraction of the cost. (Just ask PepsiCo.)

So, while it’s easy to be intimidated about social media, without it, you are
missing some of the best free advertising you can get. It’s time to overcome any
inhibitions that you have about electronic socializing.

Net smarts. As critical as I believe that social networking is in your self-
promotion efforts, I am often shocked by the type of content that
entrepreneurs and businesses post. We need to practice what we preach. 

Consider this

the more information
you can disseminate to
your customers and
the more formats you
support, the more
reach you will have.
don’t avoid a new
technology or platform
because you don’t
understand it. try it on
a small campaign
going to a select few
customers who have
agreed to be your test
market.

KnowEm?, http://www.knowem.com
MySpace, http://www.myspace.com
PepsiCo, http://www.pepsi.com86
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Nothing less than once a week I see a news program directed at parents or
children warning of the dangers of posting private information to the web. We
are reminded that predators come in all forms and that it’s fairly easy for them
to put two and two together and find your child’s school, the mall at which they
hang out, or maybe even your home. It’s frightening to think how easily these
electronic trails can be followed by a predator, but what kind of trail are you
leaving — and since when is common sense limited to children?

I am a member of a fair number of social networks: Facebook, MySpace, Plaxo,
Twitter, and LinkedIn. Admittedly, these networks serve different purposes.
For me, MySpace was originally my connection point to my younger relatives. If
I wanted to keep up with their lives, this venue presented the best
opportunities. More than once, however, the pictures or comments that they
had posted shocked me and I sent them gentle reminders about the
permanence of electronic ink.

Plaxo and LinkedIn, while based upon the same premise, are entirely different
types of social networks — or at least I’d like to think so. Peripherally, it looks
as though MySpace students graduated to Facebook, but fortunately my young

7 Figures 54
registering with
knowem? will provide
you with automatic
enrollment and alerts as
new social networks
come online.

twitter, http://www.twitter.com
Facebook, http://www.facebook.com
PepsiCo, http://www.pepsi.com

Consider this

Sometimes our
children are the best
marketing barometers.
kids tend to be better
connected to media.
Chat with your kids or
your friends’ kids every
now and then to get a
feel for hot topics. keep
these in mind as you
develop campaigns.
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relatives are now mature enough that the majority of their posts are limited to
opinions or the sharing of info that’s not quite so alarming. e older adults in
my network could take a lesson here.

No longer limited to the younger generation, social-media forums are fertile
ground for displays of poor judgment. I cannot believe how much private
content people are posting.

One of my networks includes at least ten postings a day from two men who, for
some reason, think that I — a fellow professional in their network — want to
know every time they buy a new song on iTunes®, pick up their children, or
have a comment on the weather. is is a professional network, designed for
the interaction of professionals on a professional level. Frankly, I am annoyed.

Despite the marketing messages to the contrary, you — regardless of your age
— should not be posting your private information to these forums. ese
postings live on far beyond the very limited thrill and shock value of sharing
that juicy little tidbit with your gal-pals and well into the time when it’s
downright embarrassing — or worse, detrimental.

What happens when you post revealing images and rants about colleagues and
your staff ends up in your network? ink about that content. It may be
difficult to impossible to regain a modicum of respect from your colleagues and
direct reports when they’ve just read your last year of postings — especially
when you’ve been blowing off steam about that very same staff. 

Take a look at the electronic footprint you’re leaving. Is this really putting your
best foot forward?

Business-focused social-media. Social-media accounts used to promote your
business should be created and posted to as business accounts. Use these
accounts for your business messaging only; not personal postings. is will
minimize confusion that your customers might experience when you post
personal information (it’s called private information for a reason). Make sure
that your account names are the same as your company name whenever
possible. is simple step is a great start to promoting your services and
gaining search-engine optimization.

As you send each component of the campaign, be sure to closely monitor the
analytics for all of the targeted landing pages. How are you doing? With
consideration for this traffic and the analytic results, do you think you need to
make any changes? If so, tweak now before the final pieces are sent.
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linkedIn, http://www.linkedin.com
itunes, http://www.itunes.com

Facebook, http://www.facebook.com
MySpace, http://www.myspace.com
Plaxo, http://www.plaxo.com
twitter, http://www.twitter.com

Consider this

while it’s true that
there are currently
more than 350 social
networks on the web
right now, this number
places no focus on the
number of social
networks that have
failed. keep your eye
on the networks and
make sure that the
focus doesn’t change
and that continuing to
be a member is
congruent with your
self-promotion goals.

Social networks are
designed to be trendy
and trends change.
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Post any multimedia events or resources that you have created to support the
multi-touch campaign. You could create videos showing the new features,
podcasts of users’ reviews, or downloads of white papers and case studies. 

Meetup
If electronic socializing feels isolated to you, Meetup® might be right up your
alley. is social-network primarily uses its electronic forum for the promotion
of face-to-face meetings. ere are thousands of different groups and any
member can start a Meetup group. Like its online counterpart, Meetup is a
network of like-minded individuals. With your product or service in mind, does
it provide a common thread of interest? If so, are these people interested in
meeting others with the same interest? Would this type of network benefit the
members? If you answered yes to these questions, then consider creating a
group and using this social-media network to promote it.

Printed media
Business cards. Your business card is often the first time a potential client will
see your company’s brand. It’s important that you have a professional design
that gives some clues as to the business you are in and that contains full
contact information that includes your email address and web address.

Buying print. As much as you may want to include printed materials in your
campaign, the unfortunate aspect is that printing can be expensive. For the
same budget you can send something like ten thousand emails but only 1,000
direct-mail postcards. With that said, direct-mail and printed media is still
important and when possible, you should make every effort to include printed
pieces in campaigns. 

ere are a number of online-printing services that have reduced printing costs
substantially and many even include design templates to help you minimize the
expense of hiring a designer.

One of the online-printing options, quark Promote®, is a
software as a service (SAAS), with which I am involved. I like this
product not just because I am on the team, but because I think
it’s a really a great product and great value for the small business.

At the quark Promote web site you can order marketing pieces that are created
by professional designers the world over. ey also provide you with matched

Meetup, http://www.meetup.com

Consider this

keeping your private
information private
isn’t important just for
you, it’s important for
your staff too. many a
trade secret has been
posted to micro blogs
— both intentionally
and unintentionally. 

You can easily imagine
something along the
lines of, “i’m working
late on the anderson
proposal and need to
get these numbers
down,” might tip your
hand to a competitor
that is also competing
in the rFP.

Your staff has the right
to deny you as a
follower or fan of their
social-media accounts,
but you should have
strict policies in place
about protecting your
company information.
if you never mention
this to your staff, there’s
an even greater
likelihood that they will
unintentionally reveal
something.
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sets so that when you find a design you like, you can propagate your company
branding across all of the pieces. eir proprietary color themes feature enables
you to match the design you like with your company colors.

quark Promote has special focus on the small- to medium-sized business. All of
the templates are grouped by type of business — everything from accountants
to lawn care and salons to veterinarians. More importantly, if you choose a
template from one of these business verticals, you will find that the messaging
or marketing copy in the template is already provided. Use the copy as is or use
it as a guide to creating effective pieces.

Surveys
Another great feature of Constant Contact is their survey option. I have used
others, Zoomerang® and Survey Monkey®, but when comparing feature sets,
cost, and ease of use by the layman, I found Constant Contact to be the best
value. If you have selected them as the vendor for sending emails, you have the
added benefit of being able to combine the two.

Figure 55 3
Quark Promote is a new

online-print service with
thousands of

professionally designed
templates. once you’ve
chosen a template and

customized the pre-
written text, you can

choose to have the piece
printed at your local

printer and pick it up at
their store, or have the

product shipped.
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Quark Promote, http://www.quarkpromote.com

Consider this

when you order
printed products from
an online service, you
can typically order
smaller quantities at a
lower cost than you
might find locally. this
is because these mass-
production facilities are
able to add your job to
lots of others and
minimize production
costs. You win with
lower prices.
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Your goal, in any marketing effort is to reach prospects or potential clients and
convert them into current clients. Surveys offer you this ability by collecting
information about customers that can then be used to personalize campaigns
or to affect marketing messages based on responses. 

If you are having difficulties in the conversion process, developing a survey
surrounding the area in which your process fails can shed light on the problem. 

For instance, if (using analytics) you find that potential customers are reading
your emails, clicking the links, reading the landing pages, and following the links
to purchase, but then your sales numbers are not going up, you could send a
follow-up survey to the customer asking them a series of questions focused on
just the purchase process, such as pricing, shopping-cart use, payment methods,
and shipping charges. e first step to solving the problem is understanding the
problem.

QR codes
A qr (quick response) code is a two-dimensional graphical code created by
Denso Wave® in 1994, though it’s only been recently that it has found its way
into marketing applications. A qr code can be read by many SmartPhones and
can be used on all sorts of marketing vehicles, from business cards to
billboards.

qr codes are very useful in your self-promotion efforts. All within a square (the
size varies depending upon the marketing vehicle), the two-dimensional code
can store and represent all sorts of data, including urls, geographic location of
your store, retail outlets for your products, pricing, and more. Using qr codes,
and as shown in figure 63, you can store your contact information so that the
recipient can scan from your business card directly into their address book.
More importantly in marketing may be the ability to find the store nearest
them that sells your product, or a URL for a targeted landing page that tells
them of a recent win.

To generate a free code (non-commercial use only, in other words, don’t sell it),
you can use the service at Kaywa®. ey also provide a reader application that
you may download directly to your SmartPhone. I have a BlackBerry® and have
had the best luck using the qR reader application from BeeTagg®.
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Consider this

all marketing efforts
can be viral, it’s not
limited to electronic
vehicles. think about
the last time you
discussed a clever
television commercial
or billboard. the trick is
to trigger these with
creative campaigns
and ideas by posting
them to your social
networks and in your
campaigns.

Survey Monkey, http://www.surveymonkey.comQuark Promote, http://www.quarkpromote.com
Constant Contact, http://www.constantcontact.com
Denso Wave, http://www.denso-wave.com
Zoomerang, http://www.zoomerang.com
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Drip marketing
In the world of marketing we have a few rules, a lot of guesses, and the law of
29. Many marketing pundits believe that a prospect does not take the plunge to
become a client until they have seen your message at least 29 times. is
number could vary by as much as 26, since other marketing pundits think the
number is only 3.

Whether 3 or 29, drip marketing is a campaign strategy where you send some
type of messaging to your prospects, clients, or customers over a span of time.
ese are intentionally spaced to act as reminders (and maybe annoy) — a bit
like a dripping faucet in need of repair.

Drip marketing can be as simple as sending a weekly email, a monthly
newsletter, or a regular discount coupon. e drips don’t have to be in the
same format either. Any type of messaging from you to your contacts will do.
Since most products and services have a sales cycle that spans time, the idea is
to keep the messaging in front of your contacts until the point they are ready
to engage or make a purchase. (Some marketing professionals call this a
nurturing campaign.)
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Quark Promote, http://www.quarkpromote.com
Kindle, http://www.amazon.com
iPad, http://www.apple.com/ipad/

Kaywa, http://www.kaywa.com
Beetagg, http://www.beetagg.com
BlackBerry, http://www.blackberry.com
Spider trainers, http://www.spidertrainers.com

Consider this

Printed media just feels
good. even though the
kindle® and iPad are
hugely popular, their
adoption is limited. You
see far more airline
travelers with a
newspaper or
magazine than you do
with an electronic
reading device. Your
email might be
discarded by the delete
key in under .3
seconds, but by the
time your customer
tosses that direct-mail
piece, they’ve had time
to read the headline
and feel the paper. this
alone can be enough
to engage them.
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Figure 56 3
adding a Qr code to

your business card
enables you to embed

your url for scanning by
most SmartPhones.

Figure 57 3
Qr codes can even be
added to direct-mail

pieces to make it easy
for your customer to

find the targeted
landing page, like i’ve

done using this 
Quark Promote

postcard template.
notice that this code

has the Quark Promote
logo embedded in the

center as well.



As you develop a self-promotion plan, you will want to incorporate drip
marketing or a nurturing campaign. It doesn’t really matter whether the number
is 3, 29, or somewhere in between, a good drip campaign is a long-term
commitment to keeping your company in front of potential clients.

Multi-touch marketing
Multi-touch marketing is very much like drip marketing, except that it is the
same message sent through various marketing vehicles. ink about the Just
Do It Nike® campaign. Everywhere you looked, you saw that message: the sides
of city buses, T-shirts, TV ads, billboards, web sites, banner ads, and more. e
term so permeated our society that it actually became a fad term used and
recognized around the world. is is multi-touch marketing at its best.

To create your own multi-touch marketing campaign, you’ll want to use every
vehicle available to you. is book is designed to help you find your way
through options that fit any budget, or even no budget. You can build a
campaign using your blog site, web site, Facebook, Twitter, LinkedIn, Plaxo,
MySpace, press releases, news announcements, video, podcasts, email, white
papers, demos, qr codes, surveys, direct mail, and more. 

ink once again to the pinball in play and imagine yourself tallying the points
each time you connect with a bumper, slingshot, target, or flipper. Keep the ball
in play as long as possible and learn from your errors, correct your strategy, and
come back to rack up the high score.

Once your web site is up and running and well groomed for search-engine
optimization, you will start your self-promotion. You can launch each
component separately or plan and execute all components simultaneously. I
generally settle on something in between so that I can do a bit of early testing
and modifications before the full campaign is launched.

Diagram of a well-planned multi-touch campaign. If you agree with my
approach, try these steps, but don’t feel as though they are carved in stone. e
beauty of electronic media is the ability to launch, measure, learn, modify, and
launch again.

If you do not already have a web site or blog site, you will need to expend the
effort to get that up and running first. Keep in mind that this is the foundation
for everything you will do, but it’s also a work in progress. Turn back to the
previous sections for guidance in constructing your site.

Consider this

multi-touch differs
from drip-marketing in
that with multi-touch
efforts there are several
vehicles dropped
simultaneously or
nearly simultaneously
with identical
messaging.
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Plaxo, http://www.plaxo.com
MySpace, http://www.myspace.com

Nike, http://www.nike.com
Facebook, http://www.facebook.com
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linkedIn, http://www.linkedin.com



Consider this

i read an industry
pundit’s comments on
how useless he found
social networks. all of
us need to understand
our options and
discard those that are
not appropriate. as an
entrepreneur or small
business though,
discarding any idea
without testing its
viability is shortsighted
and definitely contrary
to self-promotion. 
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Ç Define your offer or message and develop a consistent design for the email,
direct mail, and targeted landing pages. Your customers should recognize when
they’ve come to the right place. is is true whether you are creating a multi-
touch campaign or a solitary campaign, targeted landing pages should always
match the source piece. Use the same fonts, graphics, and essentially the same
design. is will help the visitor to recognize that they have come to the right
place. Disparate pieces do nothing to reinforce the message (remember the law
of 29?).

In addition to consistent design, every landing page should include a button or
link to your subscriber page. Don’t miss an opportunity to collect full or
additional information from a visitor. Add a sharing link to enable the
recipients to spread the word on your behalf and if your email service offers
personalization features, take the time to add this to your email with whatever
information you have in your list.

Continuous flow. Each segment of a multi-touch campaign should be launched
in a manner that promotes a continuous flow of information from you to your
prospect or customer. is is different than a drip campaign where there is an
intentional span of time in between the pieces. 

Figure 58 3
marketing is not just

one thing once, it’s an
interaction between

all vehicles.



Consider this

it’s important with a
multi-touch campaign
that you not let too
much time pass
between the touches
and that all of the
touches have a similar
theme. in this way, you
are keeping the
campaign in front of
them and the similarity
of the design will
resonate with them at
a subconscious level.
the pieces do not have
to be exact, in many
cases a common color
theme will be enough.

Consider this

Complement a
traditional-marketing
campaign with an
electronic-marketing
effort. don’t wander
away from print,
television, radio, and
the like. if you have a
budget that can
support these efforts,
then you should
definitely include them.
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ÇIn most circumstances, direct mail takes between one to eight days to deliver if
you are mailing within the US. ose clients in the same state as you will likely
receive their mailed piece the next day and those furthest from you in about
eight days. I’ve found that if I send my email on day two of the direct-mail
campaign it will produce an effective message reinforcement. 

In both the email and direct mail, include links to your social-media
memberships. 

On the third day, post the message or offer to your social-media accounts. It’s
okay to post to all of them on the same day. Each posting should be linked to a
targeted landing page dedicated to that source. Do not link to a landing page in
use by another vehicle since, depending on the analytics software you use, you
may not be able to discern from where each visitor came and understand the
success of each individual effort.

Don’t forget the follow through
It’s not enough to just ask the question, send the email, require registration, or
moderate a comment. Your entire marketing success will be at the mercy of
your follow through.

In an earlier chapter I suggested that you keep an activity log. e log that I
have keeps me informed and on target with the sending of campaigns and, just
as importantly, the results processing. 

I would estimate that 70% of all companies have insufficient follow through.
is takes many forms, but here’s a list that should act as a reminder:

3 scanned names at tradeshows that are not imported
3 subscription form responses that are not imported
3 survey results that are not analyzed
3 returned direct mail that is not removed from the address list
3 social-media group requests that are not accepted
3 failure to post customer testimonials
3 failure to process press requests
3 failure to monitor daily site and email analytics
3 failure to join new social networks



As a small business or entrepreneur, you will likely be responsible personally for
many of the campaigns and self-promotion efforts. To be successful, you’ll need
to stay current on the options available to you. For many, many decades our
options for marketing, advertising, and promotion have remained largely
unchanged. Now there are new opportunities cropping up daily.

Keep your eye on the new technologies, implement them with a heavy dose of
common sense, and always look for ways to integrate new opportunities into
your existing campaigns. 

You do not need a million-dollar budget to be a million-dollar company. You
have already taken the first steps to success, you’ve started a new company.
Approach your marketing like you would any other important business decision
and you will find even more success and it will come in all forms.
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Consider this

if my clients are
indicative of statistics, i
would estimate that
about 70% of all
companies out there
lack the follow through
to take a campaign
from a great idea to
successful execution
and fabulous results. 
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When: Master your domain
is section will help you to approach the task of building and
launching a web site in a way that’s so easy to manage that you
can do it yourself with just a bit of help from a couple of good
resources. You should be able to implement everything here in
with just a hour or two a day (or less) for the next 30 days.
Once these elements are in place, you’ll find that the
maintenance is minimal and is mostly limited to creating
targeted landing pages. You also find that it’s very low cost —
or even free.



To start your marketing-department takeover, you’re going to need a few things. If you
take the time to gather these items before you start, you’ll be able to easily meet the 30-
day transformation goal. I recommend that you find a design student (try calling up Art
Institutes®), check Craig’s List, or use my favorite, reasonably priced designer, Four-Color

Design®. Remember, this project is supposed to cost you $500 or less, so keep an eye on the budget.
Whatever you spend here will take away from available monies in the months to come. 

You should be able to create these elements on your own
3 company description in 25, 50, and 100 words
3 product descriptions in 25, 50, and 100 words
3 key team member profiles and/or résumés in 25, 50, and 75 words
3 client testimonials for each product or for your company
3 company brief for press releases and news announcements
3 press-release and news announcement template

You may need some help with these graphic and design elements
3 key team member avatars in JPG or GIF format (you will need a number of different sizes to

ensure that you always have a high-quality image: 100 × 100 pixels, 125 × 125 pixels, 
and 200 × 200 pixels to start)
3 company and product logos in high-resolution EPS format
3 company and product logos in web-safe JPG or GIF format
3 email template
3 text ads with pre-defined landing page url for link exchanges 

(see page 62 for information on targeted landing pages)
3 banner ads in multiple sizes (90 × 90 pixels, 120 × 120 pixels, 

120 × 150 pixels, and 120 × 180 pixels to start)
3 media kit if you will allow advertising on your site by other companies
3 graphic banner for email template
3 graphic banner for web site

Create an activity log and keep it up to date
3 monitor and track all of your promotional efforts
3 include information about all of your accounts and co-operative marketing efforts

Art Institutes, www.artinstitutes.edu/
Craig’s list, http://www.craigslist.com
Four-Color Design, http://www.fourcolordesign.com98
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Define the goal of the site 3 define the goal of your
site — are you here to sell,
educate, or commiserate?

3 develop a thorough
profile of typical visitors. it
may help to create a
spreadsheet along with
photos so that you can
more envision and
develop content for each
persona. 

3 make a list of 15 to 20
keywords and keyphrases
for each persona type.

3 Consolidate the different
persona lists into one
keyword and keyphrase
list that targets the most
common visitor types.

3 test keywords at google
wonder wheel.

3 Compare your list of
keywords and keyphrases
to those of your
competitors.

3 order the list in priority,
with the most important
at the top.

3 include your company, if
relevant, but move it to
the bottom of the list.

3 if your target audience is
limited to a particular
region, include the region
in the keyword list.

3 include common
misspellings, if relevant.

e goal of your site and the type of
visitor that you wish to attract must
be in sync. It’s one thing to want to
sell guitar strings, but if you are
bringing visitors to your site who
have no intention of shopping, your
efforts are incongruent and probably

wasted. Spend the time to actually
write down your goal and describe
your visitors. Refer to these often as
you write articles, create categories,
and develop multimedia and other
downloadable resources and content.



A domain name is the front-door
sign. It should be descriptive, yet
simple to remember. Something
common, such as DenverDentist.com
may bring you new customers simply
because you chose a domain that
made for a lucky guess. 

Blog sites and web sites can be
equally effective in search-engine
optimization efforts, but blogs are
simpler for you to maintain and
update. With a template you can
easily be up and running in just a few
hours with a unique site.

3 Choose a domain name
that incorporates
keywords or keyphrases if
possible.

3 Purchase a .com, but also
pick up the .net and .biz
matching domains — to
prevent your competitor
from buying them.

3 if your company does
business in a particular
country, consider a
domain name for that
country, e.g., .de or .nl.

3 Purchase your personal
domain so that you can
protect your individual
identity as well, or launch
it as a site to benefit your
company through
promotion of yourself.

3 Choose a hosting
company; compare
features and shop around.

3 if you are a novice, ensure
that the hosting company
will install wordPress for
you and that they have
adequate support.

3 Jump start your blog site
by choosing a template. i
recommend template
monster® because they
also customization
services at a very low cost.

3 Choose stock imagery for
your site and use it to
customize your template.
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template Monster, http://www.templatemonster.com

Set up the blog site



Populating your site can be easy. Start
with your keyword and keyphrase list
and write a post for each. Be sure to
write a post title that is accurate, but
that also uses at least one of your
keywords or keyphrases. Don’t skimp
on the details. It’s important to tag

your story and provide and excerpt.
e story title is the title that will
appear in a search-engine listing and
the excerpt becomes the description.
You control how your listing appears
in the search engines. Make sure it
appears as you wish.

3 the categories are the
grouping of your site’s
stories. Choose category
names that align very
closely with or exactly
match your keywords and
keyphrases.

3 For every keyword and
keyphrase, create a post
that uses them
generously.

3 write the post first, then
the title, using a keyword
or keyphrase if possible.

3 For every campaign and
promotion at social
networks, news
announcement, or
campaign, create a
targeted landing page of a
similar design that also
uses the keywords and
keyphrases.

3 tag all stories with the
appropriate keywords and
keyphrases.

3 write excerpts that
accurately summarize the
post and uses the
keywords and keyphrases.

3 mix and match your
keywords and keyphrases
so that you can write
multiple posts for each.
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Add and optimize the content



KnowEm?, http://www.knowem.com
technorati, http://www.technorati.com
FeedBurner, http://www.feedburner.com
WordPress, http://www.wordpress.org

Google (XMl) Sitemaps Generator, http://www.arnebrachhold.de/
RAGE Sitemap Automator, http://www.ragesw.com
Google, http://www.google.com
Bing, http://www.bing.com
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Register, claim, and notify3 register with knowem? so
that you can choose a
starter set of social-media
networks congruent with
your goals and are
notified when new social-
media networks come
online.

3 Claim your blog at
technorati to ensure that
you are properly indexed
by that search engine.

3 Claim your blog at
Feedburner to ensure that
your posts are syndicated
and that your visitors may
subscribe.

3 Create a sitemap of your
blog. if you’re using
wordPress, i recommend
google (xml) Sitemaps
generator. it will not only
generate the site map and
make the original
submission, it will also
resubmit when you make
site changes.

3 Submit your site map to
all of the important search
engines. don’t worry if
you forget one, eventually
their spider will index you.

3 if you have an Html site,
use rage Sitemap
automator to
automatically submit the
map. resubmit when you
make changes to the site.

Once you have created a site, you
need to tell search engines where
you are and what type of content
you have. is can be a fully
automated process or a manual
process; the choice is yours. With a
WordPress blog site and plugins, you

can install now and never worry
about it again. As new search
engines emerge, be sure to include
them. Even though a new search
engine represents a small market
share, you never know if they will be
the next Google or Bing.



Set up and launch

Google Analytics, http://www.google.com/analytics/
Google Webmaster tools, http://www.google.com/webmasters/tools/
iGoogle, http://www.google.com/ig 103

3 Create a google
webmaster tools, google
analytics, and igoogle
account.

3 Check your analytics
before you announce site
and launch your site. if
you have an existing site,
use this opportunity to
benchmark your starting
traffic.

3 webmaster tools will give
you a view into the
inbound links, errors that
were encountered by the
spider, keywords, and
more.

3 analytics will give you a
view into search terms,
bounce rates, pages
visited, time spent on
each page, and more.

3 targeted landing pages
will boost your response
rates and combined with
analytics, you will
understand the
effectiveness of each
page. 

3 Poorly performing landing
pages can be modified
and analyzed to monitor
the effectiveness of the
changes.

Google provides of tools that are free
and very good. While it’s true that
there are companies who provide
proprietary analytics and web tools,
I have been developing sites for
many years and I still haven’t found
a reason to graduate to those

expensive offerings. If your site
development requires more features,
go for the higher-end applications,
but my guess is, you can start with
Google’s tools while you are in your
learning phase and save the
expenditure for later.



Your site should be the foundation
for all of your marketing efforts.
When your site is not the focus, it
should at least be referenced and
contain information or downloads to
support your other efforts in more
traditional marketing venues.

Linking to your home page does not
provide you the same value as a link
deep within your site, such as a
targeted landing page. If your
campaign calls for it, don’t hesitate
to create multiple landing pages in
support of the messaging.

3 Create targeted landing
pages as needed for all of
the inbound links
originating at social
networks and promotions
that you will be creating.

3 landing pages should
match the design of the
source page or at least
recognize the source. try
something such as,
Welcome Facebook Fans.

3 targeted landing pages
enable you to track the
analytics of each page
individually, and in case of
a low response, modify
the page without
affecting other landing
pages or campaigns.

3 Stagger campaigns so
that broken links, missing
graphics, or offensive
messages are brought to
light early enabling you to
make changes before too
much harm is done.

3 if response rates are below
expectations, try changing
out the graphics or
subject lines.

3 include links to your
subscriber form on every
targeted landing page.

3 include links to your
social-media networks.

3 include an addthis button
enabling the recipient to
share or forward.
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Facebook, http://www.facebook.com
Addthis, http://www.addthis.com

Create targeted landing pages



Social media is an important part of
your promotional efforts. Create
business accounts at those sites that
permit this type of use and personal
sites for those that don’t. Follow the
rules. Social-media sites are
monitored by the members. If you

use a site inappropriately, you run
the risk of being canceled and barred
from future use. Remind customers
and prospects often by including
links to your accounts. Make it easy
for them to follow your progress in
the forum of their choice.

3 register with knowem?
and find social-media
networks congruent with
your goals.

3 Create account names
using your business name,
not your personal name
(unless you are promoting
yourself).

3 do not post personal
messages to these
accounts; you never know
who’s reading them and it
can be confusing to your
customers.

3 read and understand the
terms and conditions of
the sites you join. many
do not allow direct
promotion of a company.

3 Some sites allow you only
to post reference-style
content. this is very useful
in establishing you as an
authority figure, thereby
validating your site.

3 link social-media postings
directly to targeted
landing pages, and not to
the home page.

3 Some social-media sites
offer their own form of
analytics software. if they
do, be sure to bookmark
the page and keep an eye
on how you’re doing.

3 include links to your
social-media accounts in
all messaging.
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KnowEm?, http://www.knowem.com

Create social-media accounts



PRMac, http://www.prmac.com
PRWeb, http://www.prweb.com
24-7 Press Release, http://www.24-7pressrelease.com

Spread the news3 register as a journalist
(one who submits) with
news-distribution services
such as Prmac, Prweb, or
24-7 Press release. 

3 For big news events, draft
a press release intended
for the printed
publications that have a
longer lead time. 

3 For smaller events, draft a
news announcement
intended for the blogging
community.

3 Send an email and/or
printed notification to
your customer and
prospects announcing
your new site.

3 Segment your lists in
manners that will provide
you insight as you review
the analytics.

3 Post announcements at
your social-media
accounts.

3 Send news
announcements regularly
and often. once a month
is not too often.

3 in the announcements,
provide links to your
home page and to
targeted landing pages
within your site.

3 include your social-media
accounts.

With targeted landing pages in place,
you are ready to alert the media, so
to speak. Use a distribution service
to send a press release or news
announcement. Post a similar
messaging to your social-media
accounts. You’ll want to stagger

announcements and follow them
carefully with analytics so that you
can react quickly if a problem occurs
or take advantage of a particularly
well-performing message.
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Create downloadable content 3 Create downloadable
content such as video,
audio, white papers, case
studies, presentations, and
demos.

3 announce to your
customers, social-media,
and press when you post
a download.

3 require a registration
form in order to
download.

3 include an opt-in check
box on the registration
form to enable visitors to
subscribe to your
announcements or offers.

3 include an opt-in check
box for partner offers.

3 Create a thank you page
or confirmation page that
contains links to pages
within your site.

3 Follow the path of visitors
using analytics software to
learn where these visitors
go after downloading.

3 use successful content as
a guide for future resource
offerings.

3 Follow up within three
days to ensure successful
receipt and email address
for any questions.

Downloadable resources are very
effective at both generating interest
in your site and increasing your
customer list through the use of a
registration form. Use drip-
marketing techniques to follow up
and build customer relationships.

Provide links in the messaging and
in the registration form to other
pages and resources within your site.
Use analytics to monitor the
progress of recipients through your
site. Duplicate effective pages and
reuse them for other campaigns.
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Everyone is in pursuit of
recognition. Savvy bloggers know
the value of having you comment
and pingback. Use these tools to
make a connection between your
blog and other blogs of similar —
but not competitive — content. Use

a signature line that leaves nothing
to guess. Be truthful about who you,
your interest in the topic, and your
site. Don’t leave derogatory
comments unless they are truly
warranted and you are prepared for
the flame war you may instigate.

3 use technorati to find
three to five blogs that
have similar focus as your
own. register with these
sites so that you may
leave comments to their
published stories.

3 use igoogle or some
other personal dashboard
to monitor these blogs
using rSS feeds so that you
know when a story has
been posted on which
you wish to comment.

3 Create a signature line
that includes your name
and your blog’s url so that
the site’s visitors who like
your input can follow your
blog as well.

3 leave comments that are
relevant to the story and
that are exclusively self-
serving; you don’t want to
be blocked.

3 do not post negative
comments on your
competitors’ sites. they
may return the favor.

3 if you find a story worthy
of a comment, create a
post on your site and link
to that post in order to
create a pingback. 

3 Create the link on the
entire block of relevant
text, not on the words,
click here.

Build a following
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It’s important to create both
inbound and outbound links to
authoritative sources. You will get
the best results if you create a
targeted landing page and
specifically welcome the visitors
from the referring site. As an added

boost, offer the visitor something in
exchange for subscribing, or just as a
thank you for dropping by. Be sure
that text on this page shares
keywords with the text on the
referring site’s page so that you both
gain a the optimum SEO.

3 Contact companies and
individuals with whom
you already do business or
have a relationship and
who have a relevant site
and ask to exchange links.

3 Create a post or link
within your site and one
within theirs. 

3 Create a link on the entire
bit of relevant text, e.g.,
Click here to read the
Spider trainers white
paper on social-media in
the business environment.

3 include your company
logo and a tagline if you
have the option.

3 use a dedicated, targeted
landing page when
possible so that you can
monitor the results.

3 if you have a targeted
landing page, be sure the
title specifically welcomes
these visitors and names
the referring site.

3 offer a value-proposition
to their visitors such as a
complimentary download
or a shopping discount.

3 include a subscription link
so that visitors who like
your site have an easy
option for continuing to
follow you.

3 include links to your
social-media accounts.
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Build a link network



e benefit of a testimonial or
endorsement is two-fold: it makes
your visitors feel good about doing
business with you and it brings you
new prospects. Gather and post
testimonials throughout your site
and link to the endorsee’s site. Also

create a single page that displays all
of your endorsements in one place.
Write a testimonial for the endorsee
as well and follow best practices for
creating targeted landing pages with
the goals of converting their visitors
into your customer.

3 ask your customers to
write a testimonial about
their experience with your
business.

3 Create a page for all of
your testimonials, but also
place them randomly
throughout your site to
reinforce the page’s
content.

3 Create a hyperlink on the
relevant text and link to
the endorsee’s site.

3 Provide keywords and
keyphrases, if possible, to
the writer so that they are
endorsing the services or
products that you are
trying most to promote.

3 return the favor and write
a testimonial for them.

3 Provide a targeted landing
page and have them link
the testimonial to that
page.

3 Customize the targeted
landing page to
specifically welcome the
endorsee’s visitors.

3 offer a value-proposition
such as a complimentary
download or discount.

3 include a subscription link
so that visitors who like
your site have an easy
option for following you.

3 include links to your
social-media accounts.

Publish testimonials
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Pressrooms are great link builders
and keyword and keyphrase
endorsement pages. Post news that
is of the same industry focus as your
site, and link to the source site, to
validate the content of your site.
Both of these are evaluating factors

for any search engine. A table of
contents page makes it easier for the
visitor to find announcements of
similar topics. If your visitor
struggles with your site, they will
simply leave.

3 register as a publisher
with news-distribution
services such as Prmac,
Prweb, or 24-7 Press
release to track
announcements made by
companies with your
same focus.

3 link keywords and
keyphrases within the
announcement to
relevant pages within your
site that contain the same
keywords and keyphrases.

3 Send a notice to the
company that you have
posted their press release
and provide the link
where they will find it.

3 use this as an opportunity
to introduce yourself and
request a link exchange if
it is appropriate.

3 request a link from their
site to yours and offer to
create a targeted landing
page for this purpose.

3 Create a single table of
contents page that links to
all of the press releases
posted at your site. this
makes it easy for your
visitors to find multiple
pages on the same topic.

3 Post all of your releases to
this page as well.

3 Put a link to your
pressroom on your home
page. 

Build a pressroom and TOC page
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Survey customers and visitors3 if your efforts are
producing adequate
visitors, but no conversion,
you should consider a
survey.

3 You can post surveys to
your site using forms
software or plugins or use
survey services such as
Zoomerang or Survey
monkey, or send surveys
in an email using Constant
Contact.

3 a survey is only as
successful as the effort
you put into analyzing
and acting upon the
results.

3 keep your survey very
short initially. generally,
the shorter it is, the more
completed surveys you
will receive.

3 offer survey takers a gift
for a completed survey.
this can be a discount at
your site or something
you have to mail, such as a
coffee gift card.

3 offer a gift that can be
mailed enables to you
collect the survey takers’
physical address.

3 Provide a thank you or
confirmation page with
links to resources and
pages within your site.

Surveys are more popular today than
ever and we are learning more about
our customer and potential
customers than perhaps anytime in
history. is new insight helps us to
create better products, better
services, and better experiences.

ere are a number of people who
will not spend the time to complete
a survey, but even getting a low-
response rate can be enlightening. If
you don’t get any responses,
consider a shorter survey, or offer a
nice gift for completion.



team Dave logan, http://www.teamdavelogan.com
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List your company in directories 3 Find appropriate online
directories in which to list
your company.

3 be thorough and give as
much information as
possible.

3 update google and bing
maps with your current
location so that directories
with a map feature can
pinpoint you and provide
driving directions.

3 if there are customizable
fields where you can add
your own information,
add a customer
testimonial on the type of
service that this directory
recommends.

3 endorsed directories, such
as team dave logan have
the added benefit of
associating your company
with a well-known, trusted
source.

3 Periodically use search
engines to find directories
that may have you listed,
but for which there is
missing or incorrect
information. make it a
point to update or correct
these as needed.

3 For directories that have a
claim feature, take the
time to claim your record
and updated — before
someone else does.

Directories help customers to find
you and they provide inbound links.
ere are public directories such as
Team Dave Logan and there are
private directories or listings found
within other companies’ web sites.
Use search engines to ferret out any

directory that is listing your
company and ensure that the
information is correct. If not, claim
the record and correct it or contact
the web master and request that
your record be updated or removed.
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Guest contributors and features3 watch your industry’s
news announcements for
notice of interview
availability. Schedule an
interview, write it up, and
publish the story at your
site. 

3 link published stories to
the interviewed person’s
site as well.

3 invite associates to write
articles. Publish the article
and link to their site.

3 Send news
announcements any time
you make a contribution
to your site that features
well-known figures.

3 write to industry experts
or contact them through
their site or blog and ask
them to provide you with
a quote that endorses a
story you are writing. link
the quote to their site as
you would a testimonial.

3 Find statistics online that
support your position in a
story and ask permission
to reprint the statistic.
Provide a credit line for
the source of the statistic.

3 Connect to all
contributors through their
social-media accounts for
added validation.

Blogging has created a forum for lots
of people to become experts. ese
writers are always eager for
additional exposure for their stories
since this further validates them as
an authority. Don’t be timid about
writing these people and arranging

to reprint quotes, interview them,
publish their statistics, or request an
endorsement. As bloggers they
understand the benefit of this type
of activity and generally welcome the
opportunity you are providing them
to further propagate their message. 
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Send welcome to new subscribers 3 include a subscribe link or
button in all outbound
messaging.

3 include a subscribe
button at the home page.

3 include a subscribe
button or link on every
targeted landing page.

3 Provide a list of
publications or choices of
subscriber lists to which
they may enroll, if
available.

3 include a check box
enabling the visitor to
subscribe to partner
messaging as well for
those times when you
engage in co-op
marketing.

3 Send a welcome letter to
all new subscribers that
includes links to key pages
within your site.

3 include a list of available
downloads that you have
offered to others who
completed a registration
form.

3 include a link to the
subscription page in case
they need to make
changes to their record.

Follow-through is important in any
time of campaign. Sending a
welcome letter to new subscribers is
such an easy thing to do, whether
you send them manually or
automatically. If you use an email
application such as Constant

Contact, you have options for adding
names to specific lists and sending
confirmation emails. Welcome
letters include key information and
link deep within your site. Don’t link
to the home page except in the
footer of the email.
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Submit articles3 write articles about your
industry or related
industries using your
keywords and keyphrases
generously.

3 Post the articles at your
site first.

3 Submit the article to
information and reference
sites on the web.

3 use the resource box to
promote your company
and you as the author.

3 include links to your
social-media accounts.

3 Case studies about your
company solving a
customer’s problem in a
unique and innovative
manner are often allowed,
even at the most-strict,
non-promotional sites.

3 Send news
announcements with a
link to the articles
published by recognized
authoritative sites.

3 add links to the off-site
published versions at the
bottom of the version at
your site. update each
time it is published.

In addition to promoting your
company, promote yourself or the
company owners or managers as
industry leaders and experts on
topics within your industry. Do this
by writing and publishing articles at
your site and other sites such as

Wikipedia, eHow, About, and Ezines.
Each of these sites have rules about
self-promotion, but you are allowed
to include your information in the
resource box. Use this space to link
to your site or other articles that
support you.



Resource sites, copyrights, and credits
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24-7 Press Release, 
http://www.24-7pressrelease.com, 24-7 Press release,
an effective and affordable press-release distribution
service.

About, http://www.about.com, the new York times
Company, an online neighborhood of hundreds of
experts.

AddThis, http://www.addthis.com, addthis, llC,
helps web site publishers and bloggers spread their
content across the web by making it easy for visitors
to bookmark and share content to their favorite social
destinations.

AOL, http://www.aol.com, aol, inc., is a business that
spans online content, products, and services for
consumers, publishers and advertisers. 

Art Institutes, http://www.artinstitutes.edu/, the art
institutes international llC, a system of more than 40
education institutions located throughout north
america.

Ask, http://www.ask.com, ask.com, innovative search
technologies that deliver fast and relevant information
for millions of people every day.

BeeTagg, http://www.beetagg.com/, Convision, ltd.,
makers of Qr Code, beetagg Code or datamatrix, and
the beetagg multicode reader on your phone. 

Bigstock, http://www.bigstock.com, Shutterstock
images, llC, a fast site that enables you to shop for
very inexpensive images. 

BlackBerry, http://www.blackberry.com, research in
motion limited, SmartPhones and software that
enable access to data and applications on the go.

Blogcritics, http://blogcritics.org/, technorati, inc., an
online magazine, filtered microcosm of the
blogosphere, and a full-service news and reviews
source. 

Cable News Network (CNN), http://www.cnn.com/,
turner broadcasting System, inc. among the world's
leaders in online news and information delivery.

Comcast, http://www.comcast.com, Comcast, inc.,
the country’s largest provider of cable services — and
one of the world’s leading communications
companies..

Constant Contact, http://www.constantcontact.com,
Constant Contact, inc., helps small businesses,
associations, and nonprofits connect with their
customers, clients, and members through the use of
email and other services.

CopyBlogger, http://www.copyblogger.com, Copy
blogger, llC, a blog dedicated to content strategies
and copywriting skills. 

Crazy Egg, http://www.crazyegg.com, Crazy egg, inc.,
simple and affordable heat-mapping tools that allow
you to visually understand user behavior.

css: The Missing Manual, http://oreilly.com/, o’reilly
media, inc., explains CSS as a powerful design tool and
how you can use it to build new web sites, or refurbish
old sites that are ready for an upgrade. 

Delicious, http://www.delicious.com, Yahoo!, a social-
bookmarking service enabling you to save your
bookmarks online, share them with other people, and
see what others are bookmarking.

Digg, http://www.digg.com, digg, inc., a place for
people to discover and share content from anywhere
on the web. 

Drupal, http://www.drupal.org, dries buytaert, an
open source content-management platform.

eHow, http://www.ehow.com, eHow, inc., an online
community dedicated to providing visitors the ability
to research, share, and discuss solutions and tips for
completing day-to-day tasks and projects.



Resource sites, copyrights, and credits (continued)
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Excite, http://www.excite.com, mindspark interactive
network, inc., among the internet's most personalized
portals featuring a completely customizable start page,
comprehensive search tools, a web mail, and robust
content and resources.

Ezines, http://www.ezines.com, ezinearticles.com, an
online magazine where expert authors and writers are
able to post their articles to be featured within the site.

Facebook, http://www.facebook.com, Facebook, inc.,
a social network enabling members to share and make
the world more open and connected.

FedEx, http://www.fedex.com, Fedex Corporation, an
international shipping company.

FeedBurner, http://www.feedburner.com, google, inc.,
an online service for rSS.

FileMaker Pro, http://www.filemaker.com, Filemaker,
inc., a powerful, easy-to-use database software.

Flash, http://www.adobe.com/products/flash/, adobe
Systems, inc., the industry standard for interactive
authoring and delivery of immersive experiences that
present consistently across personal computers,
mobile devices, and screens of virtually any size and
resolution.

Fox News, http://www.foxnews.com, Fox news
network, llC, online news source.

Four-Color Design, http://www.fourcolordesign.net,
Four-Color design, a Colorado-based design firm.

Gmail, http://www.gmail.com, google, inc., a free
web-mail service.

GoDaddy, http://www.godaddy.com, the go daddy
group, inc., reportedly the world's largest domain
name registrar.

Google Add URL, http://www.google.com/addurl,
google, inc., an online tool to enable a user to submit a
site’s url to google search tools.

Google Analytics, http://www.google.com/analytics/,
google, inc., an enterprise-class web-analytics solution
that provides insight into a web site’s traffic and
marketing effectiveness.

Google (XML) Sitemaps Generator for WordPress,
http://www.arnebrachhold.de/, arne brachhold,
generates an xml-compliant site map of a wordPress
blog that is supported by ask.com, google, Yahoo!, and
mSn Search (bing).

Google Webmaster Tools,
https://www.google.com/webmasters/tools/, google,
inc., provides detailed reports about a site’s pages'
visibility on google.

Huge Domains, http://www.hugedomains.com/,
Hugedomains.com, a premium domain-reseller.

iGoogle, http://www.google.com/ig, google, inc., a
customizable home page, which can contain web
feeds and google gadgets.

iPad, http://www.apple.com/ipad/, apple, inc., a
hardware device that includes features of the iPhone®,
itouch®, and laptop computer enabling one to use the
internet, listen to music, watch movies, play games,
and use thousands of applications built specifically for
this platform.

iPhone, http://www.apple.com/iphone/, apple, inc., a
cell phone that's incorporates the features of iPod, a
video camera, and a mobile internet device with email
and gPS maps.

iTouch, http://www.apple.com/itouch/, apple, inc., a
small version of the iPod.

iTunes, http://www.itunes.com, apple, inc., a free
application for the mac or PC that enables the user to
organize and play audio and video.

JavaScript, http://www.sun.com/, Sun microsystems,
inc. (acquired by oracle, Corporation), an object-
oriented scripting language used to enable
programmatic access to computational objects within
a host environment. 
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JFM Concepts, http://www.jfmconcepts.com, JFm
Concepts, llC, a full-service, cross-media marketing
technology firm.

Joomla, http://www.joomla.org, Free Software
Foundation, inc., an award-winning content
management system (CmS), which enables the user to
build web sites and powerful online applications.

Kaywa Reader, http://www.kaywa.com, kaywa ag, a
quick-response reader for SmartPhones.

Ketchum, http://www.ketchum.com, ketchum, inc.,
among the largest and most geographically diverse
public-relations agencies in the world.

Kindle, http://www.amazon.com, amazon.com, inc., a
software and hardware platform developed by
amazon.com for displaying of ebooks and other
digital media.

KnowEm?, http://www.knowem.com, knowem, llC,
a web-based service that enables the user to check for
the use of a specified brand, product, personal name,
or username instantly on over 350 social-media web
sites.

LaserJet, http://www.hp.com, Hewlett-Packard
development Company, l.P., a brand name that
identifies the line of laser printers marketed by
Hewlett-Packard.

LinkedIn, http://www.linkedin.com, linkedin
Corporation, the world’s largest professional network
with over 65 million members.

Lokas Software, http://www.awicons.com/, lokas
Software, creators of stock icons.

Local.com, http://www.local.com/, local.com
Corporation, the leading provider of private label local
search.

Microsoft Word, http://office.microsoft.com/en-
us/default.aspx, microsoft Corporation, a word-
processing application for the mac and
windows-based computers.

MySpace, http://www.myspace.com, news
Corporation, a social-networking site widely
considered to be the pioneer to today’s social-media
applications.

Network Solutions,
http://www.networksolutions.com, network Solutions,
llC, enables the user to find domain names, web
hosting, and online marketing for web sites all in one
place.

New York University, http://www.nyu.edu, new York
university, founded in 1831, new York university is
now one of the largest private universities in the
united States.

NexTag, http://www.nextag.com/, nextag, inc., the
leading comparison shopping site for products,
financial services, travel, automobiles, education and
more..

Nike, http://www.nike.com, nike, inc., publicly traded
sportswear and equipment supplier based in the
united States.

Penn State University, http://www.psu.edu/, the
Pennsylvania State university, a public research
university located in the university Park area and
within State College and College township in
Pennsylvania, united States.

PepsiCo, http://www.pepsi.com, PepsiCo, inc., a world
leader in convenient snacks, foods, and beverages
with revenues of more than $43 billion and over
198,000 employees.

Perez Hilton, http://www.perezhilton.com,
PerezHilton.com, an american blogger and television
personality.

Plaxo, http://www.plaxo.com, Plaxo, inc., an online
address book and social-networking service.

Pridemark Paramedics Services,
http://www.pridemark.net, Pridemark Paramedic
Services, llC, a Colorado-based ambulance service.
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PRMac, http://www.prmac.com, macScripter, llC, an
online news-distribution service primarily focused on
topics relating to the mac.

PRWeb, http://www.prweb.com, Vocus, inc., an online
news-distribution service. 

QuarkXPress, http://8.quark.com, Quark, inc., a leading
desktop-publishing application; used to produce this
book.

Quark Promote, http://www.quarkpromote.com,
Quark, inc., a web-to-print solution that enables small-
to mid-sized businesses to purchase printed products
online.

QuickTime, http://www.apple.com, apple, inc., a
proprietary multimedia framework for handling various
formats of digital video.

RAGE Sitemap Automator, http://www.ragesw.com,
rage Software, a software application used to create
xml site map files to enable users to get their web sites
listed in all major search engines.

Rolex, http://www.rolex.com, rolex Sa, a Swiss
manufacturer of luxury watches.

Search Engine Watch,
http://www.searchenginewatch.com, incisive interactive
marketing llC, provides tips and information about
searching the web, analysis of the search engine
industry, and helps to site owners trying to improve
their ability to be found in search engines.

Sir Speedy Centennial,
http://www.sirspeedycentennial.com, bighorn graphics,
a Colorado-based print shop that produces both print
and electronic projects.

SurveyMonkey, http://www.surveymonkey.com,
Surveymonkey, a provider of web-based survey
solutions.

Table of Contents Creator (wordPress plugin),
http://markbeljaars.com/, a wordPress plugin that
automatically generate a table of contents of the site’s
posts.

Taco Bell, http://www.tacobell.com, taco bell,
Corporation, an american restaurant chain that
specializes in mexican-style food and quick service.

Taser, http://www.taser.com, taser international, is a
company that provides solutions to violent
confrontation by developing products that enable
people to protect themselves. 

Team Dave Logan, http://www.teamdavelogan.com, a
services-directory web site endorsed by dave logan
that provides a list of home-improvement contractors
put through an intensive interview and pre-screening
process before being added to the online directory.

Technorati, http://www.technorati.com, technorati,
inc., an online service to help bloggers by collecting,
highlighting, and distributing blog posts.

Template Monster, http://www.templatemonster.com,
artvertex, inc., a company that provides web design
with an emphasis on affordable web design products
and services including more than 20,000 web-site
templates.

ThePowerXChange.com,
http://www.thepowerxchange.com,
thePowerxChange.com, and online provider of
extensible-technology solutions.

TinyMCE, http://tinymce.moxiecode.com/, moxiecode
Systems ab, platform independent web based
Javascript Html wYSiwYg editor control released as
open source under lgPl.

TinyURL, http://www.tinyurl.com, gilby Productions, a
free service for shortening long urls into shorter
versions.

Twitter, http://www.twitter.com, twitter, inc., a real-
time information network that enables members to
share and discover current events and topics.
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VDPweb, http://www.vdpweb.com, JFm Concepts,
llC, combines email, SmS text, Qr codes, variable
video, video spokespersons, 800-number tracking,
generic landing pages (gurls), and more in one
online platform.

WebConfs, http://www.webconfs.com,
webConfs.com, provider of Seo tools and webmaster
utilities. 

WhoIs, http://www.whois.net, Verio, an ntt
Communications Company, domain-based research
services.

Wikipedia, http://www.wikipedia.com, wikimedia
Foundation, inc., a multilingual, web-based, free-
content encyclopedia project based on an openly
editable model.

Will it Blend?, http://www.willitblend.com, blendtec
is a division of k-teC, inc., providers of food-processing
solutions, including the blendtec blender.

WordPress, http://www.wordpress.org, a free state-
of-the-art publishing platform with a focus on
aesthetics, web standards, and usability.

Worldometers, http://www.worldometers.info, the
real time Statistics Project, making world statistics
available in a thought-provoking and time-relevant
format to a wide audience around the world. 

XTensions™, http://www.quark.com, Yahoo!, inc., a
small software application that extends the
capabilities of a QuarkxPress..

Yahoo!, http://www.yahoo.com, Yahoo!, inc., an
american public corporation that provides internet
services worldwide, including a search engine and
web mail.

Yelp!, http://www.yelp.com, Yelp!, inc., an online
directory and review service to help people find local
businesses.

YellowPages, http://www.yp.com, at&t intellectual
Property, provides more innovative ways to discover,
find and connect when searching for local
information. 

YouTube, http://www.youtube.com, Youtube, llC, the
world's most-popular online video community.

X-Ray Magazine, http://www.xraymag.com,
distributor-x, an online magazine directed at the
publishing industry.

ZDNet, http://www.zdnet.com, CbS interactive inc., an
online content network for information and
entertainment.

ZOLL Medical Corporation, http://www.zoll.com,
Zoll medical Corporation, a leader in medical
products and software solutions.

Zoomerang, http://www.zoomerang.com,
markettools, inc., a powerful, self-service alternative
for conducting accurate comprehensive online
surveys with a minimum of cost and effort.
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Adobe Acrobat, http://www.adobe.com, adobe
System, inc., view, create, manipulate, and manage
files in adobe's Portable document Format (PdF). For
this book, i used acrobat to generate my low-res PdFs
for printing proof copies and high-res PdFs for final,
digital output.

Adobe Illustrator, http://www.adobe.com, adobe
Systems, inc., a graphic-design and illustration
application that provides a comprehensive vector-
graphics environment. i used illustrator to create all of
the illustrations in this book.  

Adobe Photoshop, http://www.adobe.com, adobe
Systems, inc., an image-editing application. i used
Photoshop for image editing and for converting
screen shots captured with Snapz Pro x® into CmYk

tiFFs. 

BarCoder XT, http://www.visionsedge.com, Vision’s
edge, inc., creates uPC, ean and iSbn bar codes. the
bar codes are saved as ePS files for high-resolution
output.

QuarkXPress 8, http://www.quark.com, Quark, inc., a
desktop-publishing application for creating and
editing complex page layouts. i produced this book
entirely in QuarkxPress 8. the cover was also created
in QuarkxPress 8 by marty Hallberg at Four-color
design.

Snapz Pro X, http://www.ambrosiasw.com, ambrosia
Software, inc., a tool to effortlessly record anything on
your screen, saving it as a Quicktime movie or
screenshot in your choice of graphic file formats.. i
used Snapz Pro x to capture the web screen shots.

Sonar Bookends Professional®,
http://www.virginiasystems.com, Virginia Systems, inc.,
a stand-alone application and QuarkxPress 8
xtensions™ module that enables you to index a
document that consists of one file or hundreds of files.
while QuarkxPress 8 does include an indexing feature,
i Sonar bookends Professional provides many
additional features, including the ability to auto-
generate a word list from the document.
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301 redirect (also: redirect; url redirect; url

forwarding) — a technique for sending the visitor to a
substitute web page.

404 error page     — a page returned when a visitor
types in a non-existent url. 

Addon (also: extension; plugin; widget; xtensions) —
a small software application that extends the
capabilities of a host application.

Alt text (alternate text) — text displayed when an
image is missing that was used in an Html page.

Analytics— the measurement, collection, analysis
and reporting of internet data for purposes of
understanding and optimizing web usage.

Article (also: post; story) — a document within a blog
site.

Authoritative (authority) — in the context of this
book, a person who was been verified by search
spiders as a source of reliable information on a topic.

Avatar— graphical representation of a computer
user. this might be an illustration, image, caricature, or
abstract representation.

Backlink (also: hyperlink; inbound link; link) — a
reference in an off-site source document that, when
clicked, transports the user to a document or page
within your site.

Blacklisted— a domain name that has been deemed
as the originator of spam and therefore blocked by
many email systems.

Blog— a type of web site usually maintained by a
single person through the posting of daily stories.
entries are displayed in a reverse-chronological order.

Blog pages (also: pages; static Html pages) — a
generally static document within a blog site or web
site.

Blogger— one who writes stories posted at a blog.

Body tags (<body>; </body>) — a designated area
within an Html web site that contains the content
intended for the visitor.

Bounce rate— the percentage of visitors to one’s
web site that leave without visiting a second page.

Bot (also: crawler; robot; search spider; spider) — a
computer application that indexes web pages for the
purpose of returning them in search-engine results.

Call to action— a statement or request within
messaging that directs the recipient act in some
specific manner, such as “call now.”

CAPTCHA — a type of test used within web sites and
forms to ensure that the response is not generated by
a computer. this is often a task such as typing the
characters seen in an image.

Cascading style sheets (CSS)— a style sheet
language used to format and provide consistent
styling for Html web pages.

Category— a grouping of pages within a blog site.
Category names should match one’s keywords and
keyphrases.

Click-thru— a count of the number of persons who
have clicked on a link. it can also refer to the type of
link or type of ad.

Comment— a message left by a visitor at a blog site
in reference to a posting.

Crawler (also: bot; robot; search spider; spider) — a
computer application that indexes web pages for the
purpose of returning them in search-engine results.

Customer-loyalty campaign— a campaign that
rewards customers for their relationship with a
vendor; generally through the tallying of points that
can be redeemed for products or as discounts off
future purchases.

Deep link— a page within a web site that is not at
the top level or directory.

Glossary
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Description (also: excerpt; meta description) — a
descriptive summary of the content of a web page.
also used to describe the page in search-engine
results.

Domain name— words, letters, and/or numerals,
separated from the extension by periods, used to name
companies on the web.

Drip marketing— a marketing strategy where one
sends several consecutive promotional pieces to
current and potential clients as a method of keeping
the company name in front of the client. 

Endorsement (also: testimonial) — text written by a
customer, client, or visitor that validates something
that you offer, such as services or products.

Excerpt (also: description) — a descriptive summary of
the content of a blog post. also used to describe the
page in search-engine results and in rSS summaries.

Eye-tracking heat map— a color-coded
representation of a web page that identifies the areas
that attracts the visitor’s eye.

Extension (also: addon; plugin; widget; xtensions) —
a small software application that extends the
capabilities of a host application.

Group— an online community of people that have a
common interest.

Head tags (<head>; </head>) — a defined section
within an html page that contains information not
visible to the visitor, but that provides instructions to
search engines and other applications that can read
this information.

Heat map (see also: eye-tracking heat map) — a
color-coded representation of a web page that
identifies the areas of click activity.

Hypertext Markup Language (HTML)— a computer
language used to create and represent web pages and
emails.

Hosting provider (also: host; iSP) — a company that
charges a fee in exchange for providing the customer
with internet access which can be used for hosting a
web site and/or email accounts.

Inbound link (also: backlink) —  a reference in an off-
site source document that, when clicked, transports
the user to a document or page within your site.

Index— the listing of a web page's content for the
purpose of returing the page to a user during a search
on word or phrases used within the page.

Internet service provider (ISP)— a company that
charges a fee in exchange for providing the customer
with internet access which can be used for hosting a
web site and/or email accounts.

JavaScript— an object-oriented scripting language
used often within web pages to create special effects
or action features.

Keyphrases (see also: meta tags) — a series of words
that are used to identify important features, services, or
products of a company. in a list of keyphrases, the
phrases are separated by commas.

Keywords (also: meta tags) —  words that are used to
identify important features, services, or products of a
company. in a list of keywords, the words are separated
by commas.

Link (also: hyperlink; inbound link; backlink; outbound
link) — a reference in a source document to another
document that, when clicked, transports the user to
destination document.

Link farm— any group of web sites that all hyperlink
to every other site in the group. this is an undesirable
state.

Meta data— text, audio, or video that describes what
the audience will see, hear, or experience. in the case of
web pages, meta data is generally text descriptions of
the content of the page.

Glossary (continued)
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Meta description (also: description; excerpt) —
a descriptive summary of the content of a web page.
also used to describe the page in search-engine
results.

Meta tags (also: tags; keywords; keyphrases) — a
series of words or phrases that are used to identify
important features, services, or products of a
company. in a list, commas are used to separate
individual keywords and keyphrases.

Micro-blog— a form of blogging where the content
is typically much smaller, shorter, or limited in
character count. twitter is probably the best-known
micro-blog.

Multi-touch campaign or marketing— a single
marketing effort that integrates a number of
messaging vehicles, e.g., direct mail, email, news
announcement, and social-media postings.

Nurturing campaign— an on-going marketing
effort that proactively guides contacts through a
process of awareness, interest, preference, and
purchase or investment.

Open source— describes a philosophy or
methodology in the production and development of
software or solutions that promote access to the end
product's source materials.  

Opt-in— the condition of explicitly subscribing,
joining, or permitting the inclusion of one’s contact
information in company’s mailing or emailing list.

Opt-out— the condition of explicitly unsubscribing
from a company’s mailing or emailing list.

Outbound link— a reference in your site or
document that, when clicked, transports the user to
destination document.

Page title (also: title) — a text tag of a web page that
identifies the page to the search engine and that
displays at the top of the browser window.

Pages (also: blog pages; static Html pages) — a
generally static document within a blog site or web
site.

Pay-per-click (PPC) — the process of charging fees
based on the number of times an ad or hyperlink is
clicked by viewers.

Personalization— the process of adding individual
customer data to each piece of a campaign.

Personalized landing page (Purl) — a web page
that is dynamically or manually created and named
using personal information of the recipient (usually
their name).

Pingback— a method for web authors to request
notification when another site links  to one of their
documents.

Plugin (see: addon; extension; widget; xtensions) — a
small software application that extends the
capabilities of a host application.

Podcast— a single or series of digital media files
(either audio or video) that are released episodically
and often downloaded through web.

Post (see: article; story) — a document within a blog
site.

Privacy policy— a legal document posted at your
web site that discloses some or all of the ways a you
retain, process, disclose, and purge customer's contact
and personally identifiable data.

Private registration— a service offered by a
number of domain name registrars where the registrar
replaces the user's info in the wHoiS with the info of a
forwarding service. 

Proximity— a method of search whereby the spider
looks for pages where two or more separately
matching term occurrences are within a specified
distance, where distance is the number of
intermediate words or characters. 
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Really simple syndication (rSS) — a family of web-
feed formats that are used to publish frequently
updated works in a standardized format, e.g., blog
posts, news headlines, audio, and video.

Reciprocal link— the process of creating a link within
your site in exchange for and directed to a site that has
posted a link to yours..

Redirect (also: 301 redirect; url redirect; url

forwarding) — a technique for sending the visitor to a
substitute web page.

Registration form— a form posted within your site
for the purpose of collecting contact information or
survey responses.

Relevant— a page's state as designated by a search
spider in being appropriate in the return of Ser.

Robot (also: bot; crawler; robot; search spider; spider)
— a computer application that indexes web pages for
the purpose of returning them in search-engine results.

Safe-sender list— a list of senders you identify in
your email software from whom you believe you
receive virus- or spam-free email messages.

Search-engine marketing (Sem) — a form of web-
based marketing that seeks to promote web sites by
increasing their visibility in search engines through
organic or paid methods.

Search-engine optimization (Seo) — the process of
increasing visitor traffic or the quality of traffic to a web
or blog site by affecting where in the search-engine
results a company is listed.

Search-engine results (Ser) — the listing of web
pages as returned by a search engine in response to a
user-defined search.

Search spider (also: bot; crawler; robot; spider) — a
computer application that indexes web pages for the
purpose of returning them in search-engine results.

Self-promotion— marketing efforts designed to
promote the professional aspirations of a person.

Segment (segmentation) — the process of dividing
one's customer-contact list into groups to enable the
tracking and analyzing of customer behavior.

Site map— a list of pages of a web or blog site
accessible to spiders or users.

Sliced image— a single image sliced or divided into
multiple images typically for the purpose of faster page
loading or the ability to attach different hyperlinks to
each slice.

SmartPhone— a mobile phone that offers advanced
capabilities — such as email and web browsing —
comparable to a computer.

Software as a service (SaaS) — a model of software
deployment over the internet that enables customers
to use it as on-demand service, either through a time
subscription or a pay-per-use model. 

Search spider (also: bot; crawler; robot; search spider)
— a computer application that indexes web pages for
the purpose of returning them in search-engine results.

Static HTML pages (also: blog pages; pages) — a
generally static document within a web site.

Sticky (post) — a type of post or topic in a blog that
remains on the front page while others around it
change. Forums also can have sticky topics which
remain on the home page.

Story (also article; post) — a document within a blog
site.

Subdomain— a domain that is part of a larger
domain, the only domain that isn't also a subdomain is
the root domain, e.g., http://blog.xraymag.com is a
subdomain of the root domain
http://www.xraymag.com.

Tags (also: keywords; keyphrases; meta tags) — a
series of words or phrases that are used to identify
important features, services, or products of a company.
in a list, commas are used to separate individual
keywords and keyphrases.
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Glossary (continued)

131

Targeted landing page— a customized and
dedicated page within a blog or web site designed to
supplement and expound upon the information
found at the source of the hyperlink.

Template (also: theme) — a collection of files that
work together to produce a the look and feel of your
blog without affecting the underlying structure.  

Testimonial (also: endorsement) — text written by a
customer, client, or visitor that validates something
that you offer, such as services or products.

Theme (also: template) — a collection of files that
work together to produce a the look and feel of your
blog without affecting the underlying structure.  

TinyMCE— a platform-independent web-based
JavaScript/Html wYSiwYg editor typically used within
blogs and other SaaS.

Title (also: page title) — a text tag of a web page that
identifies the page to the search engine and that
displays at the top of the browser window.

URL forwarding (also: 301 redirect; redirect; url

redirect) — a technique for sending the visitor to a
substitute web page.

URL redirect (also: 301 redirect; redirect; url

forwarding) — a technique for sending the visitor to a
substitute web page.

Value-proposition— offering a reward, discount, or
other benefit in exchange for an action (such as
posting a link).

Validate (validating; validated; validation) — the
process of confirming the veracity of site content and
elevating the ranking of that site within search-engine
results (ser).Viral marketing — marketing  techniques
that use social networks to elevate brand awareness
or to achieve other marketing objectives through the
passing of information.

Variable data— the process of creating individual
marketing pieces customized for each record in your
data set. usually this mean that you have each piece
imprinted with a single customer's information and
that typically it includes information beyond just that
of their address.

Web 2.0— web applications that enable interactive
information sharing and collaboration on the web or
between the web and devices.

Widget (see: addon; extension; plugin) — a small
software application that extends the capabilities of a
host application.

Wiki— a web site  that allows the creation and
editing of any number of interlinked web pages  using
a web browser.

XML (Extensible markup language)— a set of rules
for encoding documents electronically and often used
to create site maps for submission to search engines.

XTensions (see: addon; extension; widget) — a small
software application that extends the capabilities of a
QuarkxPress.
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Survey customers and visitors3 If your efforts are
producing adequate
visitors, but no conversion,
consider a survey.

3 You can post surveys to
your site using forms
software or plugins or use
survey services such as
Zoomerang or Survey
Monkey, or send surveys
in an email using Constant
Contact.

3 Surveys are only as
successful as the effort put
into analyzing and acting
upon the results.

3 Offer survey takers a gift
for a completed survey.
This can be a discount at
your site or something
you have to mail, such as a
coffee gift card.

3 Offer a gift that can be
mailed enables to you
collect the survey takers’
physical address.

3 Provide a thank you or
confirmation page with
links to resources and
pages within your site.

If you enjoy the game of pinball then you are perfectly suited for web
marketing and this guide will serve as your official rule book. Much like
pinball, marketing efforts on the internet, become more successful the
longer you can keep them in play. If you are an owner, or responsible for
marketing a small company, the Small-business Guide to Winning at Web

Marketing will put you on the track to a successful self-promotion effort in as few as 30 days
and for less than $300. Learn new concepts, vehicles, and tracking that are sustainable and
scalable. In this guidebook for the entrepreneur, Shaffstall shares her secrets to successful self-
promotion for small businesses. This book will get you excited about marketing!
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