
Index

• Numerics •
3G, 222
4G, 222
24/7 Real Media, 278
1800Banners.com, 278

• A •
A/B testing, 204–205
About.com, 278
above the fold

defi ned, 56
PPC ads, 246
products, 81, 82

accounting software, 120
AcomaSkyCity, 55
ACT!, 212
active voice, 57
AdBalance, 278
Add to Cart button, 87
AddThis, 385
AdDynamix, 278
Adobe Contribute, 63
ADOTAS, 272
AdReady, 278
AdRoll, 278, 279, 280
advertising

click-to-call option, 233
in e-mail newsletter, 201
on Facebook, 338–339
generating revenue through, 31, 33
integration of online and offl ine, 39, 42
iPad and, 238–239
on LinkedIn, 356
on mobile media, 232–233
paid online, 269–292
pay per click (PPC), 243–267
segregating costs for online, 120
SMS message, 231
social media use for, 306
on Twitter, 348

Advertising.com, 272

AIDA (attention, interest, desire, and 
action) pathway, 56

Alexa, 41, 250, 280, 302, 385, 388
ALT tags

keywords in, 162
photo-sharing sites, 326
social media and, 168
splash page, 146
video-sharing, 320

Alta Vista, PPC ads on, 246
Amazon Marketplace, 80
Ameromedia, 265
analytics

conversion rate, 123, 131–134
described, 119
key performance indicator (KPI), 122
key statistics to track, 122–123
for mobile marketing, 235
noncritical statistics, 124–125
paid statistical packages, 126–127
preparing fi nancial reports to track web 

results, 119–120
sales statistics, 127–128
social media measurement, 129
store statistics, 121
traffi c statistics, 122–127

AOL
Media Networks, 278
PPC ads, 246
search engine, 141

Apache Module Rewrite, 147
apps, 69
Arnold, John (E-Mail Marketing For 

Dummies), 193
Ask Network search engine, 141
assembly storefronts, 96
attention

attention, interest, desire, and action 
(AIDA) pathway, 56

catching visitor’s, 13
audience, reaching current online, 11
audio sharing services, 300
Authorize.net, 91
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automated updates, 104–105
autoresponders, 195–196

• B •
B2B. See business-to-business (B2B)
B2C. See business-to-consumer (B2C)
badges, 375
Bango, 127
banner advertising

banners types, 269, 270, 275
choosing type, size, and position, 275–276
click-through rate (CTR), 269, 271
cost, 270, 271
cost estimates, 276–277
on LinkedIn, 356
networks and directories, 277–278
return on investment, 271, 292
run of site (ROS), 277, 281
tactical decisions, 275
understanding, 270–274
where to advertise, 280–281

banner exchange program, 273
banners

direct response, 269
engagement, 279
internal, 110
lead generation, 270
position, 275
rich media, 270, 279
size, 273, 274, 275
video, 270

Barrett Foundation, 358–359
Bebo, 300
benefi ts to visitors, selling, 19
Better Business Bureau, 91, 111
Bing

Business Portal, 259
demographics of users, 250
indexing technology, 163
keyword suggestion, 253, 254
optimizing for with meta tags, 155–163
percentage of search use, 141
PPC ads, 250
reporting tools, 258
Shopping Search, 259
site maps, 149
submitting to, 384
writing PPC ads for, 255–256

Bizrate, 80, 115
Bizy Deals, 286
black hat techniques, 163
Blendtec, 316–318
Blog Talk Radio, 300
Blogads, 278
Blogger, 300
blogs

creative opportunities, 106
defi ned, 314
demographics and usage, 314
e-fl uentials, 172
feedback, 106
microblogging service, 300, 341
onsite, 105–106
optimizing, 315
as social content sharing service, 300
topics, 315

blurbs, 196–197
bookmarking services

described, 12
social, 301, 372–373, 386

Boston Duck Tours, 216, 217–218
bots, 139
bounce rate, 131–132, 201–202
brain responses, 67
branding

banner ads, 269, 278
e-mail newsletter, 205
Facebook, 332
goals, 30, 33
social media and, 303, 305

bricks-and-clicks stores, 75
brochureware, 30
Brown, Jarid (Hope Institute manager), 

17–18
browser (tracking statistic), 124
BrowserCam, 67
BrowserHawk, 66
bulk e-mail, 199
bullet lists, 58
bulletin boards, 108–109
Burst Media, 278
business card sites, 30
business fundamentals, 9
Business Insider, 346
business processes

goal of improving, 32
improving with social media use, 305
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business rating services, 91
business-to-business (B2B)

coupons, 286
e-mail newsletter, 214–215
LinkedIn, 352, 354
mobile marketing and, 223
newsletter, 210
photo- and slide-sharing sites, 323
selling with online store, 77–79
social networks, 300
web education methods, 187

business-to-consumer (B2C)
coupons, 285
e-mail newsletter, 214–215
mobile marketing and, 223
newsletter, 210

Butter Lane Cupcakes, 376–377, 378–379
Buy Now button, 87

• C •
calendar, 377
calls to action

described, 69, 384
direct response banners, 269
easy to follow, 389
as imperative verbs, 384
marketing effi cacy and, 69, 71
social media, 375

Cambridge Healthcare Media Group, 166
candy-direct.com (website), 30–31
CAN-SPAM Act of 2003, 205, 208–209, 212
cascading style sheets (CSS), 145
catalog, 76
cellphone. See also smartphone

features, 222
text messages, 230–231

channel cannibalization, 39
chat room software, 109
check stand, 76–77, 90
chicklet, 375
Citrix GoToWebinar software, 188
classifi ed, online, 290–292
click-through rate (CTR)

banner advertising, 269, 274
defi ned, 248
newsletters, 201, 204
on smartphones, 232
for top search result, 139

click-to-call option, 233
cloaked pages, 154
Club Texting, 230
CMO.com, 297, 298, 306
CMS. See content management system
color meaning, 55
communications, marketing, 55
communities, building online, 107–110
community building social media sites, 302
comparison shopping, 15
comparison shopping search engine, 

264–265
Compete, 138
competitors, 35
comScore

Ad Focus Ranking, 272
demographics study, 364

concept, 55
conferences, web

described, 187
planning, 188–190

Constant Contact, 207–208
Constant Contact QuickView for iPhone 

app, 231
content

defi ned, 56
experts, 56
marketing copy, 56–58
pictures, 59–60
rich media, 60–62
updating, 62–65, 100, 101–105

content farms, 155
content management system (CMS)

commercial, 63
developer, 63
information resources, 65
open-source, 63

content partner, defi ned, 248
content sharing

blogs, 313–315
photos and slides, 321–326
podcasts, 326–328
video, 316–321

content update
automatic, 104–105
schedule, 101–102
software, 63
what to update, 102–104

contests, 113–114
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contextual targeting, 244–245
conversion funnel, 70–71, 131, 132
conversion rate

average, 70–71
defi ned, 248, 391
importance of statistic, 131
problem with business fundamentals, 134
problem with the website itself, 133
problem with the wrong audience, 

131–132
tracking statistic, 123

cookies, 91, 279, 292
copy, writing marketing

precepts, 56–58
principles of good writing, 58
resources, 58

cost
of multimedia, 61
pay per click (PPC) ads, 252
shipping charges, 93–94
of social media marketing, 296, 310

cost per action (CPA), 247, 248
cost per click (CPC), 243, 248
cost per thousand impressions (CPM), 245, 

247, 248
country (tracking statistic), 124
coupons, 112–113, 284–288
CPA (cost per action), 247, 248
CPC (cost per click), 243, 248
CPM (cost per thousand impressions), 245, 

247, 248
Craigslist.org, 80
crawlers, 139
Creative Commons license, 60
creatives, 271
credit cards

payments, mobile, 236
processing, 88–89
real-time gateways, 89

CRM. See customer relationship 
management (CRM) systems

CSS (cascading style sheets), 145
CTR. See click-through rate (CTR)
Cure Starts Now foundation, 235
current audience, reaching online, 11
custom e-commerce solutions, 97
customer relationship management (CRM) 

systems, 77, 97

customer support, online store, 90–91
customers

enabling communication with real 
person, 90

feedback from, 117–118
notifying of cookie placement, 91
reaching current online, 11
testimonials, 384

• D •
Daily Grommet, 201, 202
dashboard, social media, 379–380
data card, 215
day of week (tracking statistic), 124
decoration

defi ned, 68
gadgets, widgets, and apps, 69
graphics, fonts, and icons, 68

delicious, 114, 301
delivered mail, 202
demographic segmentation, 34
design. See web design; website design
designers

expertise needed, 24–25
fi nding, 25–26

desktop widget, 69
detail pages, 81, 82
Digg, 219, 283, 301, 371
Digital Point search engine position tool, 

143, 389
Direct Marketing Association, 93
directories, submitting to, 164–165
discounts, 112–113
distribution, newsletter, 207
Dogpile, 164
domain name

characteristics of good, 48–49
in e-mail address, 198
placement of, 42
registering common misspellings, 48
searching for availability, 48
on stationery and packaging, 383
suffi xes, 49
suggestion tool, 50
top-level domain, 234

double opt-in process, 204204
DoubleClick, 272
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Dreamweaver, 24
Duckloe Furniture, 88, 89
dynamic pages, 145

• E •
Earthjustice, 366–367
EarthKind, 166–167, 168, 169
Easy WebContent, 63
eBay

eBay Stores, 96
selling one-offs through, 80

EBPP (electronic bill presentation and 
payment), 90

EchoSign, 197
e-commerce solutions

custom, 97
enterprise, 97

effi cacy, marketing
calls to action, 69, 71
conversion funnel, 70–71
defi ned, 69
free, use of work, 71–72

e-fl uentials, 172
electronic bill presentation and payment 

(EBPP), 90
e-mail

accessing mobile, 231
bulk, 199
checking messages, 198
clients, 195
composition guidelines, 198
group, 199
integrating social media, 218–220
From line, 198, 205
message text, 198
spam, 193, 196, 197, 199, 205
Subject line, 198, 205–206

e-mail address
collecting new addresses, 213–214
domain name in, 198
list of addresses, 212
renting lists, 214–217
updating list of, 213

e-mail marketing
art of, 193–220
autoresponders, 195–196

blurbs, 196–197
free tools, 194–197
getting the most cut of, 197–199
for iPad, 238
signature blocks, 194–195, 384

E-Mail Marketing For Dummies (Arnold), 
193

e-mail newsletters
A/B testing, 204–205
B2B, 210
B2C, 210
best practices, 208–210
bounce rate, 201–202
CAN-SPAM requirements, 205, 208–209, 

212
click-though rate (CTR), 201, 204
creating effective, 205–207
described, 200–201
design and writing principles, 206
distribution, 207
double opt-in process, 204
effi cacy, improving, 201–205
frequency, 210–211
HTML versus text, 208
length, 206
links in, 206–207
mailing to customers and prospects, 212
names, collecting, 213–214
open rate, 202–203
renting lists of subscribers, 214–217
subscribers, 212–217
templates, 207
timing, 210–211
unsubscribe rate, 204
updating e-mail list, 213

eMarketer, 143, 230, 232, 284, 316, 327
Encountour, 13, 14
engagement, social media and, 129, 373
Engine Ready, 246
enterprise e-commerce solutions, 97
entry page (tracking statistic), 125
Epinions, 302
ePublicEye, 91
Equine Practice, 335–337
Ethicurean, 289
exit page (tracking statistic), 125
experts, content, 56
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• F •
Facebook

Ads for Pages feature, 338
advertising on, 282, 283, 284, 338–339
audience adoption, 330–331
business page, building, 334
demographics, 331–332
e-fl uentials, 172
fan page, creating, 335
as full social network, 300
Likes, 338
mobile version of, 233
number of users, 303
PPC ads, 264
search marketing and, 142
search optimization, 339–340
share of weekly visits, 142
username, 338
using, 332–338

Facebook Grader, 340
Faves, 372
feature phone, 222, 224, 228
FedEx, 94
feedback from customers, 117–118
FeeFighters, 88
FFA (free-for-all) sites, 184
Fireclick, 131
fi rst person, 57
Fitton, Laura (Twitter For Dummies), 346
Flash, 62, 240
Flash ads, 275
Flickr

advertising on, 283
photo sharing, 300, 321–323
searching for photos on, 60
user demographics, 324

Flowtown, 298
fl uid width, 240
Follow Us button, 375, 385
fonts, decorating sites with, 68
footers, 147–148
Forrester Research, 93
four Ps of marketing

described, 36, 77
placement, 39, 77
price, 38, 77

product, 37–38, 77
promotion, 39, 77

4G, 222
Foursquare, 363, 364, 365, 366–367
frames, 145
free, magic of word, 71–72
free offers, 113
free-for-all (FFA) sites, 184

• G •
gadgets, 69
games, online, 113
geographic segmentation, 34
geolocation services, 362–367
.gif ads, 275
goals

branding, 30, 33
business process improvement, 32, 33
customer service through information, 

30, 33
internal needs or building relation -

ships, 31
leads or qualifying prospects, 30–31, 33
measurable objectives, 32–33
planning to fi t business, 27–29
revenue through advertising, 31, 33
revenue through sales, 31, 33
setting for your online presence, 29–32
strategic social marketing plan, 309
for Twitter use, 343

GoMobi, 226–227
Google

AdSense, 247, 262
Alerts, 219
Bookmarks, 372
Checkout, 90
dance, 155
Dashboard, 258
demographics of users, 250
fi nding Google-qualifi ed inbound links, 

154
inbound links, 180, 181
indexing new sites, 150–151
Insights, 220
keyword suggestion tools, 161
Keyword Tool, 253–254
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Local, 165
Maps, 152, 165
News, 173
Offers, 286
percentage of search use, 141
Places, 152, 165, 262, 386
PPC ads, 246, 250
reporting tools, 258
resource links, 152
resubmitting URL to, 150
search algorithm, 87
share of weekly visits, 142
shopping search engine, 386
site maps, 149
social media search, 167–168
starting submission process, 142
submitting to, 384
user demographics, 140–141
Webmaster, 143
writing PPC ads for, 255–256

Google+, 340
Google+1 button/icon, 262, 263, 340
Google AdWords

ad extensions, 262
bid estimate, 260
integration of Google analytics with, 131
mobile ads, 232–233
options available, 262–263
Quality Score, 260
resources, 272
setup process, 260–261

Google Analytics
AdWords integration, 131
conversion funnel, 131, 132
dashboard display, 121
downsides, 130
International Yacht Charter Group, 130
LinkedIn statistics, 357
for mobile marketing, 235
online advertising results, 292
tagging, 130
Twitter, 350
upsides, 129

Google PageRank
described, 151
factors diminishing rank, 154
factors generating value, 153–154
viewing, 151, 153

Google Time search category, 167
Google Toolbar, 151, 153
Gowalla, 365
graphics, decorating sites with, 68
group coupons, 284–288
group e-mail, 199
Groupon, 285, 286, 288, 368
guerrilla marketing

aphorisms, 12
market segment focus, 35
PPC, 245

guest book software, 109
Guren, Michael (Twitter For Dummies), 346
gURL.com, 14–15
Gusto Pizza, 22, 23
Gyrobike, 280, 281

• H •
Happy Hound Play & Daycare, 265–267
hashtags, 342, 349
Hats in the Belfry, 85
headlines, 56, 206, 256–257
Hernandez, Manny (Ning For Dummies), 

369
hierarchical directory, 155
hit, defi ned, 122
hit rate, overstatement of visit number by, 

122
Hoi Moon Marketing, 226
Holden, Greg (Starting an Online Business 

For Dummies), 76
Holding, Derek (International Yacht 

Charter Group), 130
Hope Institute for Children and Families, 

15, 16, 17–18
host (tracking statistic), 125
Hot Scripts, 115
House of Bamboo (website), 31
hover text, 146
HTML newsletter, 208
HTML5, 240
HTTP error codes, 133
HubSpot, 188, 298, 307
human factors, in web design, 67–68
Hutton, Scott (owner Hutton 

Broadcasting), 37
Hyperlingo, 151
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• I •
IAB (Interactive Advertising Bureau), 270, 

272
ICANN (Internet Corporation for Assigned 

Names and Numbers), 49
icons

decorating sites with, 68
used in book, 5–6

iMedia Connection, 272
impressions, 245, 247
impulse buys, 83
inbound links

campaigns, 180–186
fi nding Google-qualifi ed, 154
implementation steps, 182–183
“nice” and “naughty,” 184
popularity, 181
reciprocal, 180, 185–186
requesting, 181
sources of, 180
tracking, 183–184

infl uencers, 172
informal tone, 57
i-nigma.com (website), 236
insertion order, 217
Insider Perks, 174, 179
integrated storefronts, 96
Interactive Advertising Bureau (IAB), 270, 

272
internal banners, 110
International Yacht Charter Group, 130
Internet address, placement of, 42
Internet Corporation for Assigned Names 

and Numbers (ICANN), 49
Internet Retailer, 75
inverted pyramid, 56
invisible text, 163
iPad

demographics of users, 238
features of, 222
marketing use of, 238–239
marketing-friendly websites, 239–240
rate of adoption, 237

ipl2, 144
istockphoto.com, 60

• J •
jargon

mobile marketing, 221–222
search engine, 139
skipping in marketing copy, 58

JavaScript, 145
job segmentation, 34

• K •
Kaboodle, 301
Kent, Peter

Pay Per Click For Dummies, 245
Search Engine Optimization For Dummies, 

142
key performance indicator (KPI), 122
keyword meta tag, 158–160
keyword ratio, 163
keywords

blog, 315
choosing good, 160–162
density, 163
fi nding words, 160
guidelines for, 158–159
meta tags, 158–160
phrases, 158, 159
placement tips, 162–163
stuffi ng, 163
suggestion tools, 161
suggestions for, 253–254
tag clouds, 160
testing, 162
in Twitter, 348, 349
in URLs, 146, 162
video-sharing, 320

kinesthetic experience of click actions, 68
KISS maxim (Keep it Simple, Stupid), 62, 

100
KPI (key performance indicator), 122
Kreg Jig, 369

• L •
Lacy, Kyle (Twitter Marketing For 

Dummies), 346
landing pages
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creating multiple, 292
defi ned, 248
PPC ads, 256, 257
testing, 256, 292

lead generation
banners, 270
with calls to action, 71
goals, 30–31, 33
from mobile phones, 222–225
with podcasts, 326–328

leads, tracking, 391
leads, writing strong, 56
LeClaire, Jennifer (Web Analytics For 

Dummies), 130
length of visit (tracking statistic), 124
Liberty Bay Books, 302
life cycle segmentation, 34
link exchanges, 184
link farms, 184
link juice, 372
link popularity, 181
Link Sleuth, 133, 389
LinkBuddies, 273, 278
LinkedIn

advertising on, 283, 356
Answers section, 355
basic implementation, 354–355
deciding to use, 352–354
groups, 355
LinkedIn Today, 356–367
PPC ads, 264
recommendations, 356
statistics, 357–358
uses of network, 300

links
acquiring new inbound, 385
banner ad as, 280
checking function of, 389
in e-mail newsletter, 206
exchanges, 184
external, 185–186
farms, 184
inbound, 180–186
as internal motivators, 71
liberal use of text, 58
outbound, 185–186
permission for, 185

popularity of, 181
reciprocal, 180, 185–186
sources of, 180
verifying existing inbound, 385

list rental house, working with, 215–217
LivingSocial, 285, 286, 288
LLRX.com, 144
location-based services, 362–367
long-tail effect, 246
Loopt, 365
Lopuck, Lisa (Web Design For 

Dummies), 52
loss leader, 248
Lutge, Jude (MacCallum House), 226–227

• M •
MacCallum House Inn, 225–227
magic pixels, 163
MailerMailer, 202–203, 204, 210
malls, 96
manufacturer’s suggested retail price 

(MSRP), 79
market segmentation

described, 34–35
forms of, 34

marketing
communications, 55
e-mail, 193–220
four Ps of, 36–39, 77
guerrilla, 12, 35, 245
integrating social media into overall 

effort, 308–309
mobile, 221–240
online as part of overall marketing, 41–42
with online building blocks, 171–191
online marketing objectives, specifying, 

32–33
online marketing plan, 35–39
onsite, 99–118
pay per click (PPC) ads, 243–267
perfect tools for, 296
planning for web, 27–42

marketing copy, writing
precepts, 56–58
principles of good writing, 58
resources, 58

31_9781118065167-bindex.indd   40131_9781118065167-bindex.indd   401 11/22/11   7:02 PM11/22/11   7:02 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



402 Web Marketing For Dummies, 3rd Edition 

marketing effi cacy
calls to action, 69, 71
conversion funnel, 70–71
defi ned, 69
free, use of work, 71–72

Marketing Group on LinkedIn, 298
marketing mix

described, 41
rearranging, 10–12
social media, 311

marketing tag, 35
MarketingProfs, 298
MarketingSherpa, 144, 146, 298
Mashable, 298, 329, 345, 386
Maslow’s Triangle, 27
measurements, for website goals, 32–33
media sharing services, 300
Meetup, 368
meetups, 301, 367–368
merchandising

displaying products, 81–82
impulse buys, 83
minimum order, 81
option information, 82–83
product details, 84–86
revenue-enhancement options, 83–84
selection and pricing, 79–81
upsells, 83

message boards, 108–109
meta indices, 164
meta search engine, 164
meta tags

choosing good keywords, 160–162
importance of, 155–156
keyword, 158–160, 158–164
optimizing pages, 162–163
page description, 158
social media and, 168
title, 156–157
Twitter, 348
using, 156–160
viewing for website, 156

Metacrawler, 164
microblogging service, 300, 341
minicart, 87
misspellings, 254
MMS (multimedia messaging services), 232

Mobclix, 238
.mobi top-level domain (TLD), 49, 234
mobile marketing

advertising on mobile media, 232–233
applications for, 223
channels for reaching users, 227–229
demographics of smartphone users, 225
developing mobile websites, 233–234
devices, description of, 222
e-mail, 231
jargon, 221–222
leads and sales from mobile phones, 

222–225
market share of smartphone users, 224
measuring success, 235
payments, accepting, 236–237
QR codes, 235–236
searching on mobile device, 228–229
short message service (SMS), 230–231
social media, 233
tablets, 237–240
texting, 230–231

Mobile Tech News, 173
MocoSpace, 223
Mountain Springs Lake resort, 65–66
MSRP (manufacturer’s suggested retail 

price), 79
multimedia. See rich media
multimedia messaging services (MMS), 232
MySimon, 80
MySpace

advertising on, 283
as full social network, 300
selling on, 306

myYearbook, as full social network, 300

• N •
navigation

human factors, 67–68
principles, 65
usability issues, 66–67

NearbyTweets, 366
NetMechanic, 67
NetVibes, 379–380
Network Solutions, 298, 303
new customers, goals for fi nding, 11–12
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newsletters
A/B testing, 204–205
B2B, 210
B2C, 210
best practices, 208–210
bounce rate, 201–202
CAN-SPAM requirements, 205, 208–209, 

212
click-though rate (CTR), 201, 204
creating effective, 205–207
described, 200–201
design and writing principles, 206
distribution, 207
double opt-in process, 204
effi cacy, improving, 201–205
frequency, 210–211
HTML versus text, 208
length, 206
links in, 206–207
mailing to customers and prospects, 212
names, collecting, 213–214
open rate, 202–203
renting lists of subscribers, 214–217
sponsorship, 289
subscribers, 212–217
templates, 207
timing, 210–211
unsubscribe rate, 204
updating e-mail list, 213

NexTag, 264
Ning, 302, 369
Ning For Dummies (Hernandez), 369
Norwood Community Television, 72–74
no-storefront selling solutions, 95

• O •
objectives

goals and, 32–33
results, tracking, 33
strategic social marketing plan, 309

Offi ceVP, 72
On the Web site icon, 6
one-stop store builders, 95–96
online marketing objectives, specifying, 

32–33

online marketing plan
competitors, 35
four Ps of marketing, 36–39
information gathering, 34
marketing tag, 35
value proposition, 35, 38
writing, 35–42

online store
B2B sales, 77–79
bricks-and-clicks, 75
components, 76–77
customer support, 90–91
four Ps and, 77
merchandising, 79–86
minimum order, 81
order fulfi llment, 92
payment options, 88–90
product search engine, 86–87
pure-play, 75
shipping, 93–94
storefront requirements, specifying, 

94–98
two clicks to buy, 87–88

onsite marketing
blogs, 105–106
coupons and discounts, 112–113
customers, feedback from, 117–118
free offers, 113
games and contests, 113–114
internal banners, 110
online communities, building, 107–110
product reviews, 115–116
share options, 114–115
techniques, deciding on, 100–101
testimonials and validations, 110–112
updating content, 100, 101–105
wikis, 106–107

Open Directory, 155, 164
open rate, 202–203
open source, 63
operating system (tracking statistic), 124
Optify, 139
orders

fulfi llment, 92
insertion order, 217
minimum, 81
purchase order (PO), 78
tracking, 77
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orphan pages, 133
outbound links, 185–186
Owens, Julie (Blendtec), 318

• P •
Pablo’s Mechanical, 32
packing slips, 92
page description meta tags, 158
page view per visit (tracking statistic), 123
page views (tracking statistic), 123
paid inclusion, 248
paid online advertising

banner advertising, 269–281
classifi eds, 290–292
click-through rate (CTR), 269, 282, 291
cost, 271, 276–277
coupons, 284–288
evaluating results, 292
forms of, 273
multimedia use, 279
networks and directories, 277–278
resources, 272
retargeting ads, 279
on social media, 282–284
sponsorship, 288–290
where to advertise, 280–281

paid search results, 139
Pandia Search Central, 144
pay per click (PPC)

alternatives and complements to, 259–260
bidding within budget, 251–252
budget, 249, 251–252
campaign, carrying out, 250–259
campaign, planning, 249
campaign, reviewing reports, 258
content ad partners, using, 247–248
old-fashioned advertising compared, 

244–245
online advertising compared, 247
on social media, 263–264
strategy, 245–249
terminology, 248

pay per click (PPC) ads, 139, 232–233
cost, 252
headline, 256–257
landing pages, 256, 257
location of, 245–246
marketing with, 243–267

reviewing reports, 258–259
on search engines, 243–244
search term selection, 253–255
on social networks, 263–264
writing, 255–257

Pay Per Click For Dummies (Kent), 245
payments

from mobile devices, 236–237
options for, 88–90

PayPal, 89–90, 236, 237
PDA, 222
PDF fi les, limiting use of, 57
Pheedo, 290
photo- and slide-sharing sites

demographics and usage, 324
described, 300, 321–323
search engine optimization, 322, 324–326

PhotoBucket, 60, 321
photographs

cropping, 59
digital doctoring, 59
product, 84–86
resolution of, 59
sources of, 60
storytelling with, 59–60
thumbnails, 59

Photoshop, 59
Picasa, 300
pictures, telling stories with, 59–60
pinging, 202
PitchEngine, 174
PKD Foundation, 189, 190, 191
placement, four Ps of marketing and, 39, 77
placement-targeted ad, 248
PlacePunch, 363
planning for web marketing, 27–42

to fi t business goals, 27–29
form, website planning, 28
four Ps of marketing, 36–39
overall marketing and, 41–42
setting goals for online presence, 29–32
social media, 39
specifying objectives, 32–33
target market, defi ning, 34–35
Web Marketing Methods Checklist, 39, 

40–41
writing online marketing plan, 35–42

Plaxo, 300
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Plurk, 300
PO (purchase order), 78
podcast

demographics and usage, 326–327
optimizing, 328
results from, 327–328

Podcast Alley, 300
Postlets, 291
Poston, Leslie (Twitter For Dummies), 346
PPA (pay per action), 245, 248
Practical eCommerce, 298
prepaid deposits, 90
press releases

audiences, 174
distributing through social media, 

176–177
distribution network, 178–179
scheduling, 179
search engines and, 173
writing, 175

price comparison sites, 38
PriceGrabber, 80, 264
prices

competing with offl ine, 38
four Ps of marketing and, 38, 77
manufacturer’s suggested retail 

(MSRP), 79
pricing products, 79–81

principles of web marketing, 9–10
privacy, 91
PRNewswire, 174
product catalog, 76
product search engine, 86–87
product tree, 128
production tracking, 92
products

above the fold, 81, 82
detail pages, 81, 82
details, 84–86
displaying, 81–82
four Ps of marketing and, 37–38, 77
option information, 82–83
out of stock, 82
photographs, 84–86
positioning on page, 82
pricing, 80–81
reviews, 115–116

selection, 79–80
sorting, 81
stock keeping unit (SKU) number, 82

professional web design services, 24–26
promotion, four Ps of marketing and, 39, 77
proofreading, 58
prospects, qualifying, 31, 33
PRWeb, 166, 174
psychographic segmentation, 34
PubAccess, 278
publishers, 247
purchase order (PO), 78
pure-play business, 75, 127

• Q •
Qdoba Mexican Grill, 364–365
qrstuff.com (website), 236
Quality Score, Google AdWords, 260
Quantcast, 41, 302, 331–332, 346–347, 364, 

385, 388
Quick Response (QR) codes, 235–236

• R •
ranking

checking, 165–166
resubmitting your site, 167

Rapid Buyr, 286
rating services, 91
RawVoice, 326
RCC Western Stores, 97
Real Simple Syndication (RSS), 149, 290, 

376
real-time card processing, 89
real-time gateways, 89
reciprocal links, 180, 185–186
Reddit, 219, 283, 301, 371–372
Refdesk.com, 144
referrers (tracking statistic), 123
refunds, 91
relationships

building with social media, 305
websites for building, 31

Remember icon, 5
renting e-mail subscribers, 214–217
retargeting, 279
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return on investment (ROI)
banner ads, 271, 292
help with calculating, 120
for PPC, 248
social media, 311

return polices, 91
review sites, 302
reviews, 115–116
rich media

considerations prior to use, 61–62
KISS principle, 62
reasons to use, 60–61

rich media banners, 270, 279
Right Media, 278
robots, 139
ROI. See Return on investment
RSS (Real Simple Syndication), 149, 290, 

376
run of site (ROS) ads, 277, 2814

• S •
safe shopping services, 91
Sahlin, Doug (Social Media Marketing All-in-

One For Dummies), 313, 346, 370, 371
sales statistics, 127–128
SantaFe.com, 35–36, 37
Schwartz, Bob (Boston Duck Tours), 216
scrolling pages, 57
search advertising, iPad and, 238
Search Engine Guide, 144
Search Engine Journal, 144
search engine marketing (SEM), 139
search engine optimization (SEO)

black hat techniques, 163
blogs, 315
building friendly site, 143–155
described, 139, 320
Facebook, 333, 339–340
goals, setting reasonable, 150
Google dances, 155
Google PageRank, improving, 151–154
inbound links, fi nding Google-qualifi ed, 

154
keywords, 160–163
meta tags, 155–163
for mobile marketing, 229
mobile marketing and, 228–229

photo- and slide-sharing sites, 322, 
324–326

site index creation, 148
site map creation, 149
social media and, 167–168, 305
Twitter, 348–349
value of, 138–139
on Web Marketing Methods Checklist, 138

Search Engine Optimization For Dummies 
(Kent), 142

search engine position ranking, 389–390
search engine results pages (SERP), 139
Search Engine Tracker, 166
search engines. See also specifi c search 

engines
building a friendly site, 143–155
delays in indexing new sites, 150–151
demographics of users, 139–141
jargon, 139
meta, 164
pay per click (PPC) ads, 243–244
position rank on, 389–390
press releases and, 173
product, 86–87
ranking, checking, 165–166
resources, 143–144
resubmitting your site, 167
shopping, 264–265, 386
spamming, 145
studies use of, 138–141
submission process, 142
submitting to, 384
submitting to specialty, 164–165
tracking statistic, 123

search partner, 248
search string (tracking statistic), 124
search term

PPC ad, 253–255
selection of, 253–255

search-engine-friendly website, building
delays, dealing with, 150–151
footers, 147–148
Google PageRank, improving your, 

151–154
resources, 143–144
site index, 148
site map, 149
splash pages, avoiding, 145–146
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techniques to avoid, 145
URLs, 146–147

SearchEngineWatch, 144
searching, on mobile devices, 228–229
second person, emphasizing, 57
security, 91
seed names, 215
segmentation, market, 34–35
SEM (search engine marketing), 139
SEO. See search engine optimization
SEOmoz, 144
SERP (search engine results pages), 139
serverside include (SSI) fi le or a template, 

130
Share button, 114
share options, 114–115
ShareThis, 385
shipping

charges, 93–94
cost of, 38
policies, communicating, 94

shipping confi rmation, 92
shipping labels, 92
shopping cart, 76
shopping cart abandonment rate, 128
shopping search engine, 264–265
Shopping.com (website), 38
Shopzilla, 80, 91, 264
short message service (SMS), 230–231
shutterfl y, 323
signature block, 194–195, 384
site index, 50–52, 148
site map, 149
site map generators, 149
site relevance, 149
six degrees of separation, 352
Skip This Intro link, 146
Slideshare, 300, 321, 323
smartphone

click-through rate, 232
demographics of users, 225
features of, 222
market share for, 224
payments from, 236
search function, 228–229

SMS (short message service), 230–231

social bookmarking services, 301, 372–373, 
386

social content sharing services, 300
social geolocation services, 301
social mapping, 362–366
social media

analytics, 129
apps and widgets, 303
benefi ts of, 303–307
business case for, 296–299
buttons, 375
calendar, 377
channels, 299–303
comparing benefi ts of sites, 361–362
dashboard, 379–380
demographics, 297
described, 11
display advertising on, 282–284
distributing content, 376
downsides of, 307–308
e-fl uentials, 172
e-mail integration, 218–220
engagement, 129, 373
geolocation services, 362–367
hidden costs of, 296
integrating into overall marketing effort, 

308–309
iPad apps for, 239
key points concerning, 11
managing your social life, 375–380
marketing resources, 398–399
meetups, 367–368
on mobile devices, 233
monitoring, 129
Ning, 369
optimizing for search, 167–168
pay per click (PPC) on, 263–264
percentage of use by businesses, 297
press release distribution, 176–177
return on investment, 311
selling solutions, 95
sharing button, 385
shifting demographics of, 41
strategic social marketing plan, 309–311
stratifying communities, 370
tools, 375–380
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social media channels
community building, 302
described, 299
social bookmarking, 301, 372–373
social content sharing, 300
social geolocation and meetups, 301
social networking, 300
social news, 301, 371–372

Social Media Examiner, 298
Social Media Marketing All-in-One For 

Dummies (Zimmerman and Sahlin), 
313, 346, 370, 371

Social Media Marketing Plan
described, 309–311
syncing calendar with, 377

social media selling solutions, 95
Social Media Today Blog, 299
Social Mention, 172, 219, 373–374
social monitoring, 373–374
Social Networking Business Blog, 299
social networks. See also social media

as component in search marketing 
strategy, 142

described, 300
Facebook, 329–340
Google +, 340
onsite, creating, 109
pay per click (PPC) ads, 263–264
types of networks, 300

social news services, 301, 371–372
social sharing button, 375, 385
social sharing service, 385
social shopping

group coupons, 284–288
services, 306

Sock Dreams, 82, 83
sorting products, 81
Sostre, Pedro (Web Analytics For 

Dummies), 130
spam, 193, 196, 197, 199, 205
spamming search engine, 145
specialty search engines, 164–165
specialty segmentation, 34
specialty store builders, 96
spelling and grammar, checking, 58
Sphinn, 371

spiders, 139
splash pages, 62, 145–146
sponsorships, 201, 288–290
Sprague, Nile (web developer), 226
Square, 236, 237
Squishable, 300, 301
SSI (serverside include) fi le or a template, 

130
Starting an Online Business For Dummies 

(Holden), 76
StatCounter Global Stats, 361–362
static format, 30
statistical packages

administrative setup, 124
Bango, 127
free, 121–122
Google Analytics, 121, 129
paid, 126
setting date range, 125
Unilyzer, 126

statistics
absolute values versus percentages, 125
browser and operating system, 124
checking for user appeal, 388
conversion rate, 70, 123, 131–134, 391
country, 124
day of week, 124
entry page, 125
exit page, 125
Facebook, 330
host, 125
key, 122–123
length of visit, 124
noncritical, 124–125
page views, 123
page views per visit, 123
product tree, 128
referrers, 123
sales, 127–128
search engines, 123
search string, 124
setting date range, 125
shopping cart abandonment rate, 128
store, 391
time of day, 124
traffi c, 122–127
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Twitter, 349–350
unique visitors, 123
URLs viewed, 123
visits, 122

stickiness, 14–15
stock keeping unit (SKU) number, 82
store statistics, 121, 391
Storefront Checklist, 94, 98
storefronts

assembly, 96
custom e-commerce, 97
enterprise e-commerce, 97
integrated, 96
no-storefront selling, 95
one-stop store builders, 95–96
requirements, specifying, 94–98
social media selling, 95
specialty store builders, 96

Storey, Lynn (Hope Institute manager), 17
StumbleUpon, 12, 114, 301, 372
Stylehive, 306
subdomain designation, mobile, 234
survey package, 190

• T •
tablet computer

demographics of users, 238
features of, 222
marketing use of, 238–239
marketing-friendly websites, 239–240
rate of adoption, 237

tag clouds, 160
tags. See also meta tags

photo-sharing sites, 326
video-sharing, 320

target markets
defi ning your, 34–35
identifying in social media marketing 

plan, 310
TechCrunch, 299, 329, 330, 364
Technical Stuff icon, 6
Technorati, 172, 314
template

blog, 23–24
e-mail newsletter, 207–208
professional web design, 22–23

testimonials, 110–112, 384
Text Link Ads, 290
text links, 58
text messages, 230
Text2VIP, 230
TextBoard, 230
TheResumator, 19, 20
third person, 57
ThisNext, 301
Three Tree Inn, 344–345
3G, 222
thumbnails, 59
time of day (tracking statistic), 124
Tip icon, 5
tired sites

design review, 388
optimizing for sales, 391–392
page statistics, 389–390
problem diagnosis, 387–388
problem outside of site, 392
site operation, 389
statistics for leads, sales, and 

conversions, 391
traffi c statistics, 388
traffi c-building techniques, 390

title tag, 156–157
token, 146
toolbar, Google, 151, 153
Top Ten Reviews, 299
top-level domains (TLDs), 49
tracking statistics. See statistics
trade account, 78
traffi c, building with multiple techniques, 

390
traffi c statistics

checking for user appeal, 388
described, 122–127

transaction sites, goals for, 31
Travbuddy, 18–19
Travel Ad Network, 278
Tribal Fusion, 278
TripAdvisor, 302
trust, building, 91
TRUSTe, 91, 111
Tumblr, 300
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tweets, 341. See also Twitter
Twellowhood, 365
24/7 Real Media, 278
Twitter

advertising on, 284, 348
audience size, 345–346
demographics, 346–347
e-fl uentials, 172
feed appearance, 341
frequency of use, 343
geotags, 365
goals for use, 343
handle, 342
implementing, 347–349
as microblogging network, 300
mobile application, 233
Nano, 365
number of users, 303
performance metrics, 349–350
profi le, 347, 348, 349
promoted products, 264
scheduling tweets, 343, 345
Search, 219
search optimization, 348–349

Twitter For Dummies (Fitton, Gruen, and 
Poston), 346

Twitter Marketing For Dummies (Lacy), 346
two clicks to buy, 87–88
Typepad, 300

• U •
Under Construction notice, 150–15
Unilyzer, 126
unique visitors (tracking statistic), 123
UniteU, 97
unsubscribe rate, 204
updates

automatic, 104–105
content, 62–65, 100, 101–105
schedule, 101–102
software for, 63
what to update, 102–104

UPS, 94
upsells, 83
URLs. See also domain name

in e-mail signature block, 384
examples, 147

keywords in, 146, 162
length of, 146
shortened, 342
suffi xes, 49
using search-engine-friendly, 146–147

URLs viewed (tracking statistic), 123
U.S. Postal Service, 94
user sessions, 122
Ustream, 300

• V •
validations, 110
value proposition, 35, 38
ValueClick Media, 278
venues, 364
VeriSign, 91
vertical industry segmentation, 34
Vetter, Julie (Hoi Moon Marketing), 

226–227
vFlyer, 291
video

advertising on iPad, 239
banner ads, 270
demographics and usage, 318–320
marketing use, 316
optimizing sites, 320
sharing services, 300
steps for marketing, 321

View Cart button, 87
Vimeo, 300
Virb, 22
visitors

attention, catching, 13
selling benefi ts to, 19

visits
top 10 visited US websites, 142
tracking statistic, 122

• W •
W3Techs, 129
Wanderlust Jewelry, 83, 84
Warberg-Block, Kari (EarthKind CEO), 166
Warning! icon, 6
warranty, 91
web analytics. See analytics
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Web Analytics For Dummies (Sostre and 
LeClaire), 130

web conferences
described, 187
planning, 188–190

web design
blog templates, using, 23–24
calls to action, 384, 389
customer testimonials, 384
doing it yourself, 20, 21
human factors, 67–68
professional services, 24–26
reviewing for user appeal, 388
social sharing and Follow Us buttons, 385
template, using professionally designed, 

22–23
Web Design For Dummies (Lopuck), 52
Web Developer Capability Question-

naire, 25
Web Developer Reference Question-

naire, 25
web marketing

essentials, 12–13
planning for, 27–42

Web Marketing Association, 272
Web Marketing Methods Checklist, 390

downloading, 39, 138
illustration, 40
search engine optimization, 138

Web Position, 166
Web Site Planning Form

Business Profi le section, 27, 28, 29
Financial Profi le section, 32
illustration of, 28
Marketing Profi le section, 34, 35
Website Goals section, 28

web widgets, 69
Webby Awards, 272
webcasts

described, 187
planning, 188–190

webinars
described, 187–188
planning, 188–190

Webmaster Central, 152
WebPosition, 144

website
activity tracking, 120–121
assessing, 53–54
building a search-engine-friendly site, 

143–155
business card, 30
content farms, 155
developing mobile, 233–234
domain name, 48–50
Fireclick, 131
free ways to market, 383–386
Hope Institute for Children and 

Families, 17
Hyperlingo, 151
iPad, developing for, 239–240
meta tags, viewing, 156
optimizing for sales, 391–392
producing successful business, 47–74
repairing pages, 389
search engine resources, 143–144
for site map development, 149
social gaming, 223
splash page, 62
stickiness of, 14–15
tired, tips for, 387–392
“Top 10 visited US,” 142
Whois database, 125
Xenu Link Sleuth, 133

Website Assessment Form, 53–54, 388
website design

concept, 55
content, 56–65
decoration, 68–69
elements of, 53
marketing effi cacy, 69–74
navigation principles, 65–68
site index, 50–52
structure, 50–52

Website Planning Form, 28
Website Tips.com, 272
WeeWorld, 223
WhoIs database, 50, 125
wikis, 106–107, 302
Wildfi re Promotions Builder, 227
WineToWater.org, 60
Wix, 335
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Wonderwall, 62
word-of-web methods

e-fl uentials, 172
inbound links, 180–186
press releases, 173–179

WordPot, 144, 161
WordPress, 300
Wordtracker, 144, 161
World Wide Web consortium (W3C), 234
writing

marketing copy, 56–58
online marketing plan, 35–42
pay per click (PPC) ads, 255–257
precepts, 56–58
press release, 175
principles of good writing, 58
resources, 58

• X •
Xenu Link Sleuth, 133, 389
Xfi re, 300

• Y •
Yahoo!

Content Match, 247
Directory, 259
keyword suggestion, 253, 254
Local, 260, 386

Microsoft Bing search technology, use of, 
155

News, 173
optimizing for with meta tags, 155–163
percentage of search use, 141
PPC ads, 243–244, 246, 250, 251
reporting tools, 258
site maps, 149
Sponsored Listings, 260
starting submission process, 142
Stores, 96
submitting to, 384
Travel Submit, 260
user demographics, 140–141
user profi le, 250
writing PPC ads for, 255–256

Yelp, 302, 366
YouTube

advertising on, 284
demographics, 318–320
share of weekly visits, 142
video sharing, 300

• Z •
ZDNet, 299
Zimmerman, Jan (Social Media Marketing 

All-in-One For Dummies), 313, 346, 370, 
371

Zoom, 87
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