E1BINDEX

03/19/2010 10:54:28  Page 233

About.com, 113
Absolute links, 167
Acquisition efforts, combining, 22
Actionable metrics, obtaining, 171-184
Action queries, 64
Ad campaigns, offline, 14-19
Adlin, Tamara, 89
Advertising
search information and,

148-150. See also Reverse advertising
campaigns, organic search and, 107-108
death spiral, 19-21
initiatives, 143

Aggregated searches, 118
Aggregators, 114
AJAX, 135
Alexa, 51
ALT text, 162
Amazon, 186, 207
Amazon top reviewers program, 204
Analytics, eBay use of, 178-181
Analytics data, 46-47
actionable, 174-178
Anderson, Chris, 10
Answers, in search results, 124
Attribution
issues related to, 174178
offline, 182-183
questions related to, 181
software calculation of,

181-182
tracking, 182-183

Attribution Management Buyer’s Guide, 182
Author searches, 89

Automated search engines, 113-114
Awvo, 24-25
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Backend infrastructire, 199
Benchmarking data, 174
Bing, xi, 114. See a/so Microsoft Bing entries
real-time scarch elements of, 213-214
categqriz=t search, 70-71
searchiscssion, 28
T eer profiles, 215
Twatter search, 215
B ended search, 122
images in, 124-129
PR and, 126
videos in, 129-130
Blogging platforms, 186. See also Posting
Blogs, starting, 198-199. See also Posts
Book search, Google Goggles, 211
Book-specific queries, 89
Bots, 134-135, 157
speed control for, 158
(See also Web crawlers)
Bounded rationality, 65, 75, 118
Brand ambassadors, 199
Brand
awareness strategy, 103
searches, 23, 47, 88, 101-108, 175-176
control of, 196-199
negative discussions about, 214
negative mentions of, 189-190
raising awareness about, 192
remembering, 103
“Broad match” search volumes, 44
Building Searcher Personas Checklist,
108-109
Business, influence of search on, 21. See also
Businesses
Business change, via search, 1
Business decisions, trends and, 35-37
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Businesses

determining value to, 94

operating effectively, 139

paid search and, 11
Business goals, 39-40, 96, 99

defining, 172-173

identifying, 85-86

meeting, 46
Business needs, searcher interest and, 81
Business owners, types of, xiii
Business processes, use of search data in, xiii
Business strategy, 60

using search data to improve, 27-62
Business success, strategy for, 60
Buyers, shift to searching by, 9-10
Buying patterns, 9, 218

Canonicalization, 159-160
Checklists
Building Searcher Personas, 108-109
Evaluating Existing Web Pages for Strategy
Alignment, 109
Search Data, 61-62
SEO Hiring, 152-153
Search Integration, 151-152
Web Development, 169-170
Chowhound.com, 189
ClearSaleing, 182
Clicked-on pages, searcher evaluation of,
79-80
Clicking, relevancy clues in, 76
Click through rate (CTR), 48
Code queries, 88-89
Cognitive shortcuts, 74
Commercial queries, 64
Common query interpretatcn. 05
Community, engaging, 1¥8-199
Companies
preparing for the future, 217-218
social and real-time search related to, 214
Company blog, 199
Company representation, increasing, xii
Company sites, helping to rank well, 192
Compete tool, 51
Competition, getting ahead of, 13-14
Competitive intelligence, 174
using search results for, 53-60
Competitive research, 3-4, 32, 37, 49-50, 53
ComScore, 53, 57
Consumer behavior, change in, 3
Consumer choices, 22-23
Consumer issues, addressing online, 201-202
Consumers, dependence on search engines,
xi—xii
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Content. See also Page content
architecture, 148, 163
development, 143
extraction, 135-135
language, 145-146
management system, 142, 163
non-unique, 168
posters, incentives for, 204
sharing sites, 186
site page alignment with, 86-87
sites, seeding, 202
strategies, 137
syndicating, 166-168
unique, 157
useful and targeted, 187

Conversations, monitoring, 187-188. See also

Discussions

Conversations of interest, finaing, 192-194

Conversion, with PEAK 6, 50-81
data, 172
goals, 94
metrics, 174
phase, of (h¢ ;earcher conversion

workfaw, 92
potental, assessing, 87
races. 29,46, 171-172
sracking, 47-49

Crokie data, 175

Cookies, session-based, 182

Crawl allocation, 157-160

Crawl efficiency, 157

Crawling, 134-135, 156-160. See also Web

crawlers

Current events factor, 65

Customer acquisition
funnel, 141
new avenues for, 188
strategy for, 30-34
tracking, 103

Customer-driven innovation, 184

Customer engagement, using search data for,

3940

Customer
experience, understanding and improving,

139
language, 145-146
lifetime value, 172
needs, search and, 5-8
research, 34

Customers
conversation with, 198-199
engaging, 197, 200-201
learning about, 30-31
opening the door to, 83-109
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reaching, 2
as searchers, 149
speaking the language of, 7
strategy for increasing, 60
valuable data from, 3, 5-8
Customer support staff, training on PR and
marketing, 198
Cutts, Matt, 119

Data
accurate measurement of, 183
taking advantage of, xiv
using demographic, 71-79
Data-driven organization, transition to,
179
Decisions, 186
analytics data and, 178-179
Demographic data, using, 71-79
Developers
training, 156
working with, 155-170
Digg, 186, 192, 204
Directories, 111
human-edited, 113
Discussions. See also Conversations
contributing to, 188-189
facilitating, 187
Discussion sites, 186
Discussion threads, providing, 188
Dmoz.org, 113
Dominant query interpretation, <55
Drayton Hall site, 128
Dynamic number insertior., {83

eBay
attribution issuss andg, 175
search session, 18U-181
use of analytics by, 178-181
E-commerce, 126-129
market, 9
sites, 168
Economic indicator, search data as, 37-38
“Edit Your Own” site, 16-17
Effective search strategy, 4-5
implementing, 137-153
Enquiro Research, 27, 73, 74-76, 103, 122,
181-182
brand study, 13
Eye tracking studies, 131
Evaluating Existing Web Pages for Strategy
Alignment Checklist, 109
Exact queries, 44
Extractable text, 161-162
Extraction processes, 114
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Eye tracking heat map, 122-123, 132
Eye tracking studies, 74

Facebook, 209
social search functionality of, 216
search, 218

Face-matching technology, 208-209

Flanagan, Jack, 1

Fant, Greg, 178, 179

FAQs (frequently asked questions), 148

Fast page load times, 157

Fast server response times, 157

First Click Free program, 161

First page rankings, 76

Flash, content hidden in, 161

Flash sites, 105, 108, 149

Flickr, 186, 192, 193, 194

Forecasting, 35-27/

Forecasting data, #7

Forums, cousibuting to, 188. See also Social

media
Fox, Varessa, xii
Futarc aends, predicting, 35-37

Gender data, 71-73
Generic searches, 176-177
Goals

business, 85-86

defining, 172-173
Goedegebuure, Dennis, 179
Goldberg, Michelle, 14
Google, xi, 27, 114

future of, 207

user experience and, 179-181
Google AdWords, 2, 31
Google AdWords keyword tool, 44, 49-50, 95,

115

using to compare searcher behavior, 48—49
Google Alerts, 193
Google Analytics, 47
Google Blog Search, 193
Google Goggles, 209
Google Images, 209
Google Image search results, 124-129
Google Insights forecasting feature, 36
Google Insights for Search, 104-105
Google Labs, 214
Google Multimedia search results, 122
Google News, 193
Google Product Search, 130
Google real-time results, 212-213
Google-related searches, 69-70
Google research team, 35
Google search, 193
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Google search queries, predictable, 36

Google search results, 16, 18, 23, 57, 67,73

Google search suggest, 69
Google search trends, 2, 17, 18-19
Google Site Crawl Report, 158
Google social search, 216
options with, 217
Google Squared service, 124
Google Toolbar, 119
Google Trends, 40
as comparison and traffic tool, 53
using to compare Web sites, 50-53
Google Trends for Web sites, 51
Google Updates Option, 214
Google Webmaster Central, xiii, 157,
168
Google Webmaster Tools, 158-159

Headings, 166
Hitwise, 12, 52, 56
searcher study by, 66-68
Home page, 148
Hotchkiss, Gord, 73-74
Housing market indicator, 38
tags, 166
HTML components, standard, 146-147
HTML site map, 148
Human-edited directories, 113
Hyundai advertising, 15-18

iCrossing study, 12-13
Identical sites, maintaining, 105-106
Images

in blended search, 124-129

search engine informationzbent, 162
Image search, 208-209
Image-specific searches, 129
“Pm a Mac” ads, 14-15
Indexing, 135, 160-162
Index storage, 114
Individual behavior, tracking, 28
Industry changes, predicting, 38
Infinite URL issues, 159-160
Information, cultivating, 2
Informational queries, 64
Information architecture, useful, 145
Information foraging theory, 118
Information retrieval, 68—-69
In-house Web analytics expert, value of,

183-184

Institutions search terms, top 10, 56
Internal oversight, 204
Internationalization, 133-134
Intuit, 5-6
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Invite-only test, 202-204
iPhone applications, 208

Janeandrobot.com, 138
Jansen, Bernard J., 77
JavaScript, content blocked by, 161

Kaushik, Avinash, 172, 178, 184
Keyword lists, 44
Keyword research, 34, 43, 145
value of, 35
tools, 43
Keywords
determining, 43-46
Kumar, Amit, 79

Language use, importance of, =5
“Latest results” content, 212
Legal directory, online, 24.-Z5
Levy, Jared, 96, 98
Levy, Steven, 3
Links, 112-113

relevant, 135 136

value of 14y
Local Fusiaesses, 10
Lo=al.com, 162
I ¢ca. Onebox, 132
T ccal search, Google Goggles, 211
Local search volume, 44
Location factor, 66
Location-tailored results, 133-134
“Long tail,” harnessing, 100-101
Low-volume queries, 100

Mahalo.com, 113
Marketing

brainstorming ways of, 34

defined, 30

new age in, xii

search influence on, 9-21

search information and, 148-150
Marketing goals, sharing, 142
Marketingintheageofgoogle.com, 39
Marketing knowledge, 30-31
Marketing messages, targeted, 165
Marketing staff, training on social media, 198
Market insights, using keyword research for, 34
Market opportunity, assessing, 86
Market research, 29-30, 192

product development and, 150

search data as, 21-22

search data as a source of, 34

social media and, 198
Mayer, Marissa, 119, 122-124, 216, 217
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Media, types of, 186-187

Meta description, 165-166

Meta keywords tag, 145-146

Meta search engines, 114

Metrics, evaluating, 173-174

Micro sites, 108, 149

Microsoft adCenter, 71

Microsoft Bing internal study, 68—69. See also
Bing entries

Microsoft Bing search session, 28

Microsoft Bing Webmaster Center, 168

Miller, Geoffrey, 29-30

Minor query interpretation, 65

Mobile search, 209-210

Motrin “baby wearing” campaign, 195-196

#motrinmom hashtag, 195

Multimedia, search engine information about,
162

Multimedia results, 122

searcher interaction with, 133

National Institutes of Health (NTH), 6
Navigational/branded queries, 64, 88
Neumeier, Marty, 19

New product strategy, 30-34

Nielson, Jakob, 118, 217

Nielsen NetRatings, 53

Nike, 71-72

Non-branded searches, 83, 175-176

Offline ad campaigns, search periatmance
impact on, 14-19
Offline
attribution, 182-183
campaigns, 143
olympusamerica coni, 52
traffic sources 1ar, 55
Olympus.com, 51-52
traffic sources for, 55
Olympus-global.com, 52
Online advertising, 10
Online discussions, facilitating, 187
Online presence, as a retail location, 4
Online purchasing, 218
Online reputation management, 149, 189-191
Online social media, 185-186
Online transactions, 1
Online video views, 130
Open Directory Project, 113
Optimal searcher conversion workflow, 91-93
Organic results, 115-116
Organic search, xiii, xiv, 2, 4, 103
acquisition, 142
advertising campaigns and, 107-108
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as an acquisition channel, 137
competing in, 24
expert, 108
focusing on, 13-14
importance of, 14
incorporating, 218
integrating with other marketing efforts,
141
performance of, 11-12
results, evolution of, 121-124
strategy, 5, 60
traffic, 12
visibility, 105
versus paid search, 10-11
Organization process, building search into,
144-148
Organizations, incorperading search into, 4

Page componeints, 163-166
Page conterit; 166. See also Content
locked berind registration, 161
rezsors for not storing, 160-162
Page content phase, of the searcher conversion
workflow, 92
P:.ge headings, 166
PageRank algorithm, 112-113
Pages. See also Site entries; Web entries
adding value to, 204
blocking, 160
content extraction from, 135
crawling, 134-135
discovering, 134
evaluating, 79-80
indexing, 135
ranking, 135-136
relevance of, 163
standard HTML components on, 146-147
utility of, 136
as visitor entry points, 147-148
Page titles, 164-165
Paid results, 115-116
Paid search, 4-5, 10-11
ads, 115-116
data, 46
using, 47-49
Pay per click (PPC) ads, 115
Peachtree, 58-59
Penn State research, 68
Permission Marketing (Godin), 19
Persona Lifecycle: Keeping People in Mind Through-
out Product Design (Adlin), 89-91
Personality pages, 96-98
Personalization, 117-120, 136
in the future of search, 216
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Personalized results, regional location and,
133-134
Personas. See also Design personas; Product
design personas; Searcher personas
defined, 87
prioritized, 88
Photo communities, 195
PhotoFinder, 209
Planning, tactical, 87
“Pop out” effect, 74
Posters, rewarding, 204
Posting, online, 200. See also Blogging platforms
Posts, syndicating, 166. See also Blogs
Potential consumers, 19
connecting with, 22
Predictable search queries, 36
Predictable trends, 35-37
Predicting the Present with Google Trends, 36
Prediction
through search queries, 37-38
seasonality and, 38-39
Prepurchase research queries, 64
Press releases, 199
Previous searcher behavior, 66
Primary business goals, 85
Primary keywords, 165
Proactively publishing information, 103
Product choice, 95
Product
descriptions, non-unique, 168
design personas, 88
pages, revising based on user data; 161
Placement, 79
Product searches, 72
Product development, marke* research and, 150
Product strategy, 60
using search data to improve, 27-62
Products, raising awareness about, 192
Progress, monitoring, 87
Promotions, planning, 40-41
PR/search/social media synergies, 189. See also
Public relations entries
Pruitt, John, 89
Public relations (PR), 190-191, 192
search information and, 148-150
Public relations disasters, averting, 195-196
Public relations staff, training on social media,
198

Queries
categorizing, 100
location-based relevance factors for, 133
which to target, 93-96

Query categories, audiences for, 89-91

INDEX

Query category analysis, 89
Query competition, 50
Query intent, determining, 65-66
Query intention categories, 63—64
Query interpretation, 65
Query patterns, 4445
Query refinements, 65, 66-71
Query types, 63-65

segmenting by, 179
Query volumes, 34, 49-50
Questions list, 45-46
QuickBooks, 58

Ranking, 135-136, 163-168
control of, 167-168
syndication and, 167
Ranking algorithms, manipuvlacng, 144
Ranking lift, in paid and organic results,
12-13
Ranking problems, 168
Rank phase, of the s=eicher conversion
workflov 92
Real-time searc v, 212
Redirects, ‘ncorrectly implemented, 161
Regional content, 162-163
Region:l relevance factors, 133-134
D¢gional search trends, 42, 107
Related keywords, 44
Related searches, 59-60
Relevant sites, surfacing, 3
Reputation management, online, 149, 189-191
Research, using search for, 28-29
Research companies, 27
Research queries, 64
Results
components of, 120-121
customized, 117-118
diversity of, 120
how search engines rank, 116-117
location-tailored, 133-134
most relevant, 216
searcher interaction with, 73-76
Results manipulation, 144
Results scoring, 114
Retail-focused searches, 9
Retail search terms, top 10, 56
Reverse advertising, 19-21
example of, 20-21
Reviews
positive, 189
seeking out, 194
Review sites, 186
Rich Snippets, 79
Robot exclusion protocol, 160
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Robots, 111
Robots.txt, 157, 158

Saam, Conrad, 24
Sage, 58-59
Scoring factors, 115
Search. See also Blended search; Competitive
search; Image search; Organic search; Paid
search; Searches; Searching; Search results
building into organization process, 144-148
business change via, 1-25
future of, 216-218
how, why, and what of, 27-28
impact of, 10
importance of, xii
influence on business, 21
influence on marketing, 9-21
level playing field of, 24-25
progress of, 207
social media and, 185-205
using for research, 28-29
as the Web entry point, 5
Search: 2012 tagline, 104
Searchability, principles of, 155
Search acquisition
best practices in, 138
impacts on, 155
internationalization for, 133-134
technical issues involved with, 155-17Q
user-generated content for, 200-21
Search acquisition funnel, 63
Search acquisition strategy, 18-:1%, 30-34, 60,
141
process of, 84-93
Search acquisition wariflows, 60, 83
Search autopilot, 74,76
“Search awarenes:.” xii
Search-based market research, 31
Search best practices, 144-145, 155-156
Search conversation, changing, xiv
Search conversion workflow, 128
Search data
abundance of, 21
benefit to businesses, 218
for business strategy and customer engage-
ment, 39-40
as an economic indicator, 37-38
how to use, 27-62, 141
importance of, 30
incorporating, 181
as market research, 21-22
value of, 142
Search Data Checklist, 61-62
Search details, 45

239

Search elements, blended, 107
Search engine algorithms, 143-144
Search-engine-friendly infrastructure, 142
Search engine guidelines/penalties, 144
Search engine index, 160-162
Searchengineland.com, 138
Search engine optimizaton (SEO), 24, 137-141
beyond, 141-143
excessive focus on, 143-144
tactical details of, 138
viewpoints on, 139-141
Search engine results, components of, 120-121
Search Engine Results Page (SERP), 120
Search Engine Results Page Display phase, of
the searcher conversion workflow, 92
Search engines, 64-65,.111-136
behavior of, 27
current state of. 17 3-114
evolution of, 111-112
major, 27
refinernencsuggestions by, 69
revvite vanking by, 116-117
t¢eliidcal aspects of, 134-136
ovt-based, 161-162
use of, xi—xii, 1
use of searcher intent data, 117
vertical, 193-194
working of, 114-115
Search engine suggestions/prompts, 117
Search engine tools, for webmasters, 168
Searcher behavior
changing, 12
tracking across multiple sessions, 176-178
universal results impact on, 131-132
Searcher conversion workflows, 91-93
creating, 91-93
Searcher demographics, describing, 88
Searcher intent
determining, 65-66
discerning, 28-29
Searcher intent data, use of, 117
Searcher personas
building, 83-109, 141
categorizing audience into, 91
creating, 87-91, 92
Searcher persona workflow, 99
Searchers
as customers, 149
with different intents, 75-76
interaction with multimedia results, 133
interaction with results, 73-76
as a target audience, 27
understanding, 63
Searcher workflow experience, 55
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Searches, international nature of, 67-68
Searching
attribution issues related to, 174-178
shifting to, 9-10
Searching culture, 1
Searching for Google (Levy), 3
Search Integration Checklist, 151-152
Search interfaces, new, 208-210
Search issues, creating, 105-107
Search logs, 31
Search Marketing Expo conferences, 138
SearchMonkey, 78-79
Search performance, impact on offline ad
campaigns, 14-19
Search phase, of the searcher conversion
workflow, 92
Search process, 63-81
Search query categories, identifying, 88-89
Search-related purchases, 10
Search results
answers in, 124
enhancing, 78-79
evaluating, 74-76
personalizing, 117-120
ranking of, 5, 76-79
relevance of, 20
using for competitive intelligence, 53-60
visibility in, 187-189
Search results page, breakdown of, 77-78
Search result titles/descriptions, 77-78
Search snippets, analyzing, 77
Search/social media/PR synergies, 189
Search strategy, 87. See also Effective vearch
strategy
building, xiv
implementing, 137-153
Search terms, top 5, 102
Search trends, 7-8, 33, 36-37, 38, 40-41
Search volume, 6, 21-22, 32
with gender data, 71-73
Seasonal queries, 38-39
Secondary business goals, 85
Seed lists, developing, 4344

SEO Hiring Checklist, 152-153. See also Search

engine optimization (SEO)

Server efficiency, 157-158
Shazam, 208
Silverlight, content hidden in, 161
Simon, Herbert, 65
Site

comparison, 50-53

design, 10

goals, 94

navigation structure, 134

INDEX

pages, alignment with content strategy, 86-87

Site map, 156
Site performance

conversion rate and, 172
important versus unimportant issues in,

173-174

Sites. See also Web sites

adding value to, 202

internal linking structure of, 148
social media, 186

technical architecture of, 141
technical infrastructure of, 155

Site visitor information, 43
Slashdot, 186

Small-company advantage, 24
Snippet, in a search result, 121
Social bookmarking sites, 180
“Social circle” results, 214—216
Social media

<,

common sense guiGalines related to, 199
defined, 185-156

options for cectiag started in, 198-199
paying att=nc on to, 214

search w1.d; 185-205

tactical suggestions related to, 199-200
nsing, 149-150

,ci2] media interaction, deleting, 200, 201

Secial media search, 192

Social media/search/PR synergies, 189
Social media training, 198

Social networking, participating in,

204-205

Social networking sites, 186
Social networks, search-related value of,

212

Social search, 210-212

value of, 217

Sodin, Seth, 19
Software, for attribution calculation,

181-182

Sony Pictures, 104-107

SO

nypictures.com/movies/2012, 106

Sourece list, 192

Spammer tricks, 139

Spent (Miller), 29

SpyFu, 51, 52

Strategic development, 142
Strategy, using data to drive, 178
Sullivan, Danny, 20, 119
Support, top-down, 145
Syndication, 166-168

agreement, 167
partners/partnerships, 167, 168
ranking and, 167
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Tactical plan, creating, 87
Target audience, 20
age of, 73
building, 24-25
Targeted communities, 194
Targeted review sites, 194
Target searcher, 97
Target searches, 86, 87
Technical infrastructure, S5
Television ads, 20. See a/so TV commercials
Text, extractable, 161
Text-based search engines, 161-162
301/302 HTTP status codes, 161
Title, of a search result, 120
Title tags, 101-104
Topics list, 192
Top results, 103
Tourism, 124-126
Traffic
increasing, 95
search terms driving, 54
sources of, 55
tools, 50-53
Transactional queries, 64
Transportation Security Administration (T'SA),
blog posts concerning, 190-191
Trends
general, 40-43
predicting, 35-37
TripAdvisor, 186, 194, 201
Tutorials, 130
TV commercials, organic searcirend, 14-16.
See also Television ads
2012 marketing campaijgn, 104-107
Twitter, 186, 193, 125
searching, 212
seeing results tiom, 213-214
search results, 200
trends on, 196

Underhill, Paco, 72, 79
Universal results, impact on searcher behavior,
131-132

Universal search, 121-122

Urbanspoon, 208

URLs (universal resource locators)
accessible, 157
consolidating duplicate, 159-160
multiple content sets associated with, 162
in a search result, 121

URL structure, 159

User behavior data sets, 178

User-generated content, 168
for search acquisition, 202
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Value Proposition, 58
Varian, Hal, 37-38
Vertical indices, 121
Vertical search engines, 193-194
Videos
in blended search, 129-130
search engine information about, 162
Video search engines, 130
Video Site Map, 162
Virtual Tourist, 126
Visitor information, 43
Visitor path, understanding, 182
Visitor questions, answering, 148
Visitors
compelling, 202-205
converting to customers, 93
motivating, 147
tracking, 28
Visitor survey, 172
Visual recogriition, 208-209
Volvo, braid=d search and, 175-176

Wenaalytics, attribution issues in, 174-178

viZok Analytics: An Hour a Day (Kaushik), 172

Web Analytics 2.0: The Art of Online Accountability
and Science of Customer Centricity (Kaushik),
172,178

Web analytics data, 47, 183

Web analytics expert, in-house, 183-184

Web analytics manager, characteristics of, 184

Web architecture, 142

Web crawlers, 111, 114. See also Crawling

Web development, executive support for,
155-156

Web Development Checklist, 169-170

Web development teams, 142
Webmasters, search engine tools for, 168
Web pages, as entry points, 9-10
Web site address, 105, 108
Web sites. See also Site entries
cataloging and ranking, 112-113
comparing using Google Trends, 50-53
goals for, 85-86
WeSeed.com, 93-96
West Seattle blog, 203
whowillsurvive2012 .com, 105, 106
Why We Buy: The Science of Shopping (Underhill),
72,79
Wikipedia, 203, 204
Wordpress, 186, 199
Word seed lists, developing, 43-44
WordTracker Keyword questions tool, 45-46,
148
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Working memory, in evaluating search results,
74-76

Wright, Johanna, 120

Writers, hiring, 202

XML Site Map, 156

Yahoo!, xi, 114
Yahoo! search assist, 70

Yahoo! search suggestions, 70
Yahoo! Site Explorer, 168
Yoko Webster page, 129
YouTube, 129-130, 193, 209

Zag: The Number One Strategy of High-
Performance Brands (Neumeier),
19

Zwicky, Richard, 182



