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301 redirects, 187, 190-192, 205
302 redirects, 192
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A/B split testing
example tests, 403-405
overview, 402-403
setting up in Google AdWords, 405
setting up in MSN adCenter, 405
About Me page, 67
absolute URLs, 237
Accelerated delivery method, Google
AdWords, 359, 412, 413
Ace Marketing, 742
action words, 114, 535-536
actionheadlinecreator.com, 96-$7
active voice
blog writing, 597
online copy, 222-223
ad blindness, 402
ad buyers, defined, 794
ad extensions, defined, 359
ad groups
defined, 348
Google AdWords
adding ads to, 366-367
adding to campaigns, 366
MSN adCenter
adding ads to, 379
adding to campaigns, 378
organizing keywords in, 382-383
ad performance
page-view tracking, 294
session tracking, 290
unique-visitor tracking, 292
ad publishers, defined, 794

ad schedules, PPC
budgets, 410-411
in Google AdWords, 418-420
in MSN adCenter, 421-422
overview, 416
ad writing
avoiding mistakes, 402
benefits/features model, 400
body, 398-399
calls to action, 400-401
choosing destinatio URL, 399-400
determining whei. to change ads, 406-408
display URL, 232
goals, 401
grammar, 01
headiinez, 398
overview, 397
tcoving ads
&/B split testing, 402-406
dynamic keyword insertion, 405-406
overview, 402
AddThis, 684
ad-group level bids, 415
Administracion de Codigos, 761
Adobe Audition, 629-630
Adobe Flash, 185-186, 802
Adobe Omniture, 803, 849-850
Adobe Photoshop Elements, 60
Adobe SiteCatalyst, 276, 339
ad-serving percentages, 407
Advertising Age, 796
affiliate aggregators, 25
affiliate centers, 25-26, 43
affiliate products, defined, 24
affiliate programs
affiliate tracking, 43
attracting affiliates, 43
back-end selling, 39
overview, 24-26, 42
as part of website marketing process, 13
through Premium Web Cart, 34
training affiliates, 43-44
affiliates, defined, 13
age verification, 775
agency approach to mobile marketing, 739



860 wes Marketing All-in-One For Dummies, 2nd Edition

aggregators, 25, 643, 836
AJAX (Asynchronous JavaScript and XML),
184-185, 339
All-in-One SEO Pack plug-in, WordPress, 80
ALT attributes
investigating competitor weaknesses, 176
search engine ranking, 152
alt text, 517
aMember, 91
Analog reporting tool, 273, 277
analytics. See mobile analytics; search
engine optimization; web analytics
anchor links, 522-523
anchors, membership site, 91-92
Animal Behavior Associates, 99-100
Apple App Store, 817
apps. See mobile apps and games
archive sections, 200-201
arrows, in website design, 69
article pages, 108
Association Francaise du Multimédia
Mobile, 761
ASV (average sales value)
calculating, 17-18
defined, 17
Asynchronous JavaScript and XML (AlAX),
184-185, 339
AT&T Interactive, 793
AT&T Wireless, 830
attachments, e-mail, 525,528, 566, 568
Audacity, 629-630
audio
links to, 526-527
in mobile advertising, 792, 805
personalizing websites with, 98-99
testimonials, 100
on websites, 126
Audition, 629-630
authenticating e-mail, 565, 569-570
Authorize.Net, 33, 91
auto-discoverability, website, 683
automatic transcoders, 824
autoresponders
defined, 35
e-courses, 123
through Premium Web Cart, 35

AutoSpies, 680-681

avatars, 679

average sales value (ASV)
calculating, 17-18
defined, 17

AWeber Communications, 123

5

back-end selling, 39
backups
of all content, pages, and HTML code, 10
of contact form data, 121
bad neighborhocdaz; links from, 243
Bango, 803, 83€. &49
banner adveriising
call per acuien, 28
cost puor 1,000 page views, 27
ces! per click, 27
Govgle AdWords, 367
niobile, 791-792, 802-803
monetizing traffic through, 27
pay per call, 28
pay per lead, 28
promoting affiliate products via, 25
sizes of banners, 28
tracking exits, 27
bar codes, 785-786
Basecamp, 143
BBS (bulletin board services), 706
behavioral data
contact lists, 482
mobile marketing, 844-845
behavioral feedback, 456
Best of the Web, 238
bestdomainplace.com (uownitdomains.
com), 24, 70
bids, PPC
by day and time
in Google AdWords, 418-420
in MSN adCenter, 421-422
overview, 416-417
demographic bidding, 441
incremental bidding, 377-378



on keywords
deciding what to bid, 416
how CPC is determined, 415-416
overview, 415
by match type, 385-386
setting, 361-362
Bigstock, 60
BilltoMobile, 829, 830
Bing
compared to other search engines, 354
product feeds, 210
unified marketplace, 446
webmaster tools, 160-162
biographies, guest post, 619
Bitterroot Ranch, 58-59
black hat SEO, 150, 154-155
BlackBerry App World, 820
Blackberry Podcasts, 638
blacklists (block lists), 562
blended search optimization
images, 212-214
local search, 215-218
news, 211-212
overview, 209
product feeds, 210-211
video, 214-215
BLIP Systems, 742
block lists (blacklists), 562
blocked e-mail
avoiding spam trap adgresses, 562-563
challenge response syzieins, 560-562
defined, 558
firewalls, 563-564
getting past firewalls, 563-564
keeping address or server off block list,
562
blog tours, traffic generation via, 40
bloggage, 600-601
Blogger, 84-85, 581-584
blogs
checking SEO professionals’
qualifications, 262
choosing topics, 573-575
comments
avoiding problems, 617
leaving, 616-617
connecting with bloggers, 615-616
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contact-list building, 240
determining potential audience
Google Trends, 577-578
search engines, 578-579
Technorati, 577
giving credit, 618-619
goals, 575-576
integrating into websites, 67
link building via, 238-239
linking to posts, 618
manners, 619-620
overview, 573, 581, 644-646
platforms
Blogger, 581-584
miscellaneous,585-586
overview, 581
WordPress installed, 584-585
WordPre:s online, 581-584
podcasting support, 633
promoting posts
priblishing posts, 621-622
submitting posts to bookmarking sites,
625
submitting posts to reddit, 624-625
submitting posts to StumbleUpon,
622-624
via e-mail, 625-626
via online communities, 626
via pinging, 622
recognition as expert via, 13
setting up
accounts, 586-587
comments, 588-590
design, 587-588
pinging, 590-591
RSS feeds, 591-593
sharing posts, 618
social media, 643, 673
supplementing core website, 84-86
tracking
avoiding information overload, 614
bundles, 612-614
feed readers, 604-605
overview, 603
RSS feeds, 604-605, 607-612
traffic generation via guest posts, 40-41
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blogs (continued)
writing
editorial calendar, 601
first post, 593
guest bloggers, 602
guest posts, 619
idea lists, 601
overview, 595, 600-601
scannability, 596, 598-599
sharpness, 596, 600
simplicity, 595-597
writing ahead, 602
Bluecasting, 742-743
Bluejacking, 743
Bluesnarfing, 743
Bluetooth, 742-743, 841
BOKU, 829
bookmarking sites
defined, 643
overview, 648-650
submitting blog posts to, 625
bookmarks, 217
bots (robots; spiders), 150, 180
bottlenecks, 319-320
bounce rates
analyzing homepage, 318-319
bottlenecks, 319-320
defined, 112
e-mail, 318, 544-545
overview, 317-318
referrers, 303
bounce reports, 558-552
bounced e-mail
defined, 557-558
hard bounces, 559-560
overview, 559
soft bounces, 560
branding
defined, 51-52
e-mail marketing
consistency with multiple formats,
506-508
design, 458-459, 504-506
overview, 503-504
upper-left quadrant, 509
just-noticeable difference concept, 507

title tags, 226
website design
CSS, 54-55
logos, 53-54
overview, 51-52
slogans, 52-53
taglines, 52-53
Brightcove, 804
broad match type, 384-385
broken links, 191-192
Browse All Products links, 183
Buck, 836
budgets
PPC campaigns, 352
website marketinyg
financial goeis; 17-19
spending per visitor, 20-21
traffic aiivi.conversion what-if scenarios,
19-70
bulletiii voard services (BBS), 706
buii=ts, 152
buuiper (interstitial) advertising, 793
pundles, 612-614
business owners, role of, 131
buttons, in website design, 69

C

call extension ads, 449-450
call per action (CPA), 28
Caller ID, 753
calls to action
ad writing, 400-401
click-throughs, using for testing, 555-556
C.O.N.VE.R.T. ME. formula, 116-117
defined, 534
mobile marketing
abbreviated codes, 767
advertising, 803-804
overview, 765
pictures and scanning, 767
submitting forms, 767
texting, 766-767
voice, 765-766



upper-left quadrant of e-mails, 509
website copy, 103-104
writing, 534-536
campaign auditing, 758
campaigns, PPC
adding
Google AdWords, 365-366
MSN adCenter, 378
adding ad groups to
Google AdWords, 366
MSN adCenter, 378
budgeting by
estimating traffic, 413-414
example, 414-415
overview, 413
creating
Google AdWords, 356-361
MSN adCenter, 368-373
defined, 348
display
Google AdWords, 442-446
MSN adCenter, 446-448
geotargeted, 350
Canadian Wireless Telecommunications
Association Common Codes
Administration, 761
CAN-SPAM Act
allowing audience to unsubscrice, 473
general discussion, 463-466
From line, 501
mobile spam, 751
permissionless lists, 470
Subject lines, 503

capital letters, writing in, 401, 426, 503, 568

Carpet Exchange, 52
Cascading Style Sheets (CSS)
code bloat, 192
creating consistent look with, 54-55
disabling, 159
Flash versus, 186
removing, 192-194
website design, 54-55
CDs, creating and selling, 29
Cellular Telephone Internet Association
(CTIA), 750, 774
ChaCha, 794
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challenge response systems, 560-562
chat
encouraging contact via, 100
offered on websites, 123-126
CheetahMail, 816
circles, Google+, 697
citations, local search optimization, 217
CitySearch, 216, 793
click fraud
detecting, 430-431
overview, 430
recognizing, 430
reporting, 431-432
ClickBank, 25
clicking, scrolling versus, 67-68
click-through raie {CTR)
determining wiien to change ads using,
407
e-maii;, 525-549
keywords, 395
clici-throughs
Gefnned, 27
tor intelligent follow-up, 554-555
overview, 552-553
targeting e-mail offers with, 553-554
testing offers and calls to action with,
555-556
click-to-call, 803-805
client-side redirects, 187
Clipart.com, 60
cloaking, 187
closed-ended quizzes, 777
CMS (content management systems)
alternative, 89
Drupal, 88
Joomla!, 87-88
overview, 87
CoachClemens.com, 68
coaches, role of, 131
code bloat
coding using standards, 192
removing inline JavaScript and CSS,
192-194
code editors, 826
codes of conduct, 745
colloquialisms, 222
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color
of Buy Now buttons, 104
e-mail design, 504-505, 507-508, 517
of headlines, 98
of links, 69, 104
website content, 56-58
website design
combining, 58
meaning of, 56-57
overview, 56
web-safe colors, 57-58
color-blindness, accounting for in design, 58
comments, blog
avoiding problems, 617
configuring, 588-590
leaving, 616-617
commercial e-mail, 464
Commission Junction, 25
commissions, 48
Common Short Code Administration,
761-762
Common Short Codes (CSCs)
acquiring, 761-762
dedicated, 489, 763-764
defined, 759-760
effectiveness of, 760
leasing, 756-757, 761-762
opt-in calls to action, 766-7€7
overview, 759-761
premium SMS, 833-834
random, 763
renting, 761
shared, 489, 763-764
texting e-mail addresses via, 488-489
types of, 763
vanity, 763
Compete data service, 676
competitors
ALT attributes, 176
heat map tests on websites of, 66
identifying, 15-16
keywords, 173-177
links, 248-249
setting self apart from, 102
showing their product isn’t as easy to
use, 102

compound sentences, blog writing, 597

comScore, 676, 844, 856

conference calls, training affiliates via,
43-44

confidentiality, 48

confirmed permission, 469-470

connected devices, 741

connection aggregator fees, 756

Constant Contact, 541, 815

consumer data security and management,

747-748
consumer-initiated communication (pull
marketing), 736
contact forms
choosing, 119-123
creating, 121-1223
overview, 119

contact in{cyation, providing easy way to

find. C7
content 1 display) network campaigns
Guoogle
aisabling other options, 444-445
enabling, 445
overview, 442-444
remarketing on, 445-446
MSN, 446-448
overview, 442
content, website. See website content;
website design
content campaigns
hallmarks of, 725-727
overview, 724-725
providing entertainment with, 727
content clusters, 195, 196-200
content curation, 715
content licensing/creation costs, 757
content management systems (CMS)
alternative, 89
Drupal, 88
Joomla!, 87-88
overview, 87
content managers, role of, 131
content sites, 86-87
contests, 783-784
Contractors Access, 53
contribution margin, 855



conversion goal funnels
finding, 338-339
interpreting data, 341-343
overview, 337
tracking, 339-341
conversion goal pages, 324-325
conversion goals
attaching monetary value to
e-commerce conversions, 327
immeasurable goals, 329
leads, 327-328
soft goals, 328-329
changing, 324
conversion goal pages, 324-325
figuring out, 325
finding hidden, 325-327
interpreting data
costly keywords, 332-333
high value pages, 333-334
landing pages, 334-335
key performance indicators, 321-323
maintaining consistent, 323
overview, 321
tracking
e-commerce tracking, 330-331
manual, 332
overview, 329-330
conversion rates
attaching monetary value to conversion
goals, 327
defined, 12, 96
knowing before approaching joint-
venture hosts, 45
session tracking, 291
what-if scenarios, 19-20
conversions
defined, 12, 321
from organic search, 253
tracking, 407-408
C.O.N.VE.R.T. ME. formula
adding value and urgency, 116
calls to action, 116-117
captivating headlines, 112
exposing solution, 114
overview, 111-112
personalization, 113
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recapturing attention, 115
reinforcement of headline, 112-113
testing for action, 115-116
validating facts, 113-114
copyright, 428-429
Copyscape tool, 254-255
core company website
free blog platforms, using to supplement,
84-86
overview, 76
pushing content of, 83

WordPress
overview, 76-78
securing, 84
setting up, 78-22

Core FTP, 11

cost per action (CPA), 801
cost per ciick (CPC). See also pay per click
Googie AdWords, 362
mobhiie advertising, 800
MC! adCenter, 372
cverview, 27
pay per click versus, 27
cost per conversion, 422
cost per thousand (CPM), 27, 372, 800
coupons
e-mail marketing, 531-532
mobile advertising, 804
text-messaging communication
campaigns, 776, 784-786
through Premium Web Cart, 34
cover image, Facebook, 689
CPA (call per action), 28
CPA (cost per action), 801
CPC (cost per click). See also pay per click
Google AdWords, 362
mobile advertising, 800
MSN adCenter, 372
overview, 27
pay per click versus, 27
CPM (cost per thousand), 27, 372, 800
Craigslist, 136-137
crawl budget, 188
crawling, 150, 562, 649
creative concept development costs, 757
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credit cards
merchant accounts, 32
PCI DSS compliance, 35
timing of charges, 36

CRM (customer relationship management)

systems, 480, 776, 843, 847-848
crosses, 798-799
cross-selling, 38-39
CSCs (Common Short Codes)
acquiring, 761-762
dedicated, 489, 763-764
defined, 759-760
effectiveness of, 760
leasing, 756-757, 761-762
opt-in calls to action, 766-767
overview, 759-761
premium SMS, 833-834
random, 763
renting, 761
shared, 489, 763-764

texting e-mail addresses via, 488-489

types of, 763
vanity, 763
CSS (Cascading Style Sheets)
code bloat, 192
creating consistent look with, 54-55
disabling, 159
Flash versus, 186
removing, 192-194
website design, 54-55
CTIA (Cellular Telephor< liternet
Association), 750, 74
CTR (click-through rate)

determining when to change ads using,

407
e-mail, 548-549
keywords, 395
custom forms, 31

customer relationship management (CRM)

systems, 480, 776, 843, 847-848
customers, defining target, 15-16
Cyberduck, 11

D

data management policies, 748
database-driven sites, 190-191, 229
dead pages, finding, 255-257
dedicated Common Short Codes, 489,
763-764
deep linking, 195, 200
degrading gracefully, 185
Delicious, 648-649, 714
delivery capabilities, 45
demographic bidding, 441
demographic data
contact lists, 482
mobile analytics, $43
description tags, 152, 227-229
design, weksit=
brandirg
CSS, :14-55
10g0s, 53-54
overview, 51-52
slogans, 52-53
taglines, 52-53
colors
combining, 58
meaning of, 56-57
overview, 56
web-safe colors, 57-58
layout
attracting attention, 69
heat map testing, 61-63
horizontal navigation bars, 65-67
overview, 60-61
scrolling versus clicking, 67-68
upper-right quadrant, 63-65
overview, 51
photos, 58-60
prelaunch checklist, 70-71
styling text, 55-56
usability optimization
testing for usability, 72-73
usability standards, 71-72
design galleries, link building via, 238



DHTML, 184-185
Digg, 245, 653-654, 714
Direct Marketing Association (DMA), 750,
753
direct mobile marketing, 735-736
directories
link building, 237-238
mobile audio advertising, 805
direct-to-carrier billing, 828
Disallow commands, robots. txt file,
180
discussion boards (forums)
defining target customers and
competition via, 15
determining what to place in horizontal
navigation bar, 66
finding joint-venture hosts, 46
as social media, 648, 706-708
display network campaigns
Google
disabling other options, 444-445
enabling, 445
overview, 442-444
remarketing on, 445-446
MSN, 446-448
overview, 442
dispute handling, 48
distribution lists, 471
DKI (dynamic keyword inserticn), 405-406,
430
dlvr.it, 83
DMA (Direct Marketing Association), 750,
753
DMOZ.org, 238
do-it-yourself approach to mobile
marketing, 739
domain extensions, URL, 428
domain name logins, controlling, 10
domain name registrars
logging in to, 10
promoting, 24
domain names
core versus ancillary, 78
registering to forward to affiliate links, 25
retaining old, 205
DomainKeys, 570
dotMobi, 824-825
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double opt-ins, 768, 773-774
downloads
metrics associated with, 840
through Premium Web Cart, 34
Drupal, 88, 89, 586
DudaMobile, 807, 825
duplicate content
avoiding, 207
consistent URLs, 190-191
finding, 254-255
Google, finding using, 188-189
linking to homepage, 190
overview, 188
dynamic keyword insertion (DKI), 405-406,
430
Dynamic Logic/ 332

N E

e-hooks, creating and selling, 29-30
e-commerce conversions, 327
e¢-commerce tracking, 278
e-course registration, 123
educational content pages, 105-108
Elance, 135-136, 231
e-mail
accessibility requirements, 517
autoresponders, 35
back-end selling via, 39
encouraging contact via, 100
links to audio conference calls, 44
text-only, 517, 521, 547
Email Experience Council, 495
e-mail lists
address changes, 561
collecting information
deciding what to collect, 482-483
getting to know list members better,
483-484
overview, 481-482
in person, 490
posting sign-up links online, 484-488
spam, 464
through mobile devices, 488-490
through print, 490-491
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e-mail lists, collecting information (continued)

through squeeze pages, 108-109
through websites, 14
inheriting, 470-472
list brokers
overview, 493
quality, 494
renting, 494-495

offering incentives to increase sign-ups

choosing, 491
incentives, 492
overview, 491
overview, 479
preparing, 480-481
protecting, 472
e-mail marketing
benefits of
awareness, 456-457
feedback, 456
immediate action, 455-456
staying top-of-mind, 457
branding
consistency with multiple formats,
506-508
matching e-mails to brand, 504-506
overview, 503-504
calls to action, 534-536
combining e-mail with other redlia,
458-459
deliverability
authenticating e-mail;, 363-570
blocked e-mail, 560-264
bounced e-mail, 559-560
filtered e-mail, 564-569
overview, 557-559
help with content creation, 541
images
file format for, 511-512
image references, 512-513
overview, 510
inherent value
entertaining content, 540
facts and research, 540-541
informative content, 538
instructions and directions, 539-540
overview, 537-538
tips and advice, 539

layout, 508-510
From line, 498-501
links
to files, 525-527
making images into, 521-522
navigation links, 522-523
overview, 516
tables of contents, 523-525
text links, 517-520
mobile marketing, 816
offers
content for promotion, 530-531
coupons, 531-532
giveaways, 533-53
incentives, 532-333
loss leaders 524
overview. 530
urgent oiters, 534
overvisw 463, 497, 529
perrission
inneriting lists, 470-472
wevels of, 467-470
overview, 467
spam complaints, minimizing
allowing audience to unsubscribe,
473-474
keeping e-mails from looking like spam,
474-477
overview, 472-473
spam laws
collecting addresses legally, 464
determining which e-mails have to
comply, 464
including required content, 465-466
overview, 464
Subject line, 501-503
text, 513-516

E-Mail Marketing Providers (EMPs)

authentication, 476

benefits of, 460-461

bounce rate, 544, 558-559

click-through rate, 548, 552

coupons, 531

customer relationship management
systems, 480

defined, 459



design templates, 504
e-mail tracking, 543
header creation, 498-499
image references, 512
making images into links, 521
nonbounce total, 545
open rate, 546
overview, 459
sender reputation, 565
trackable Forward links, 457
unsubscribe request processing, 473
e-mail newsletters
asking audience to save, 457
back-end selling, 39
key performance indicators, determining,
322-325
From line, 501
reported as spam, avoiding, 476
text links, 520
tips and advice in, 539
e-mail tracking
bounce rate, 318, 544-545
click-through rate, 548-549
click-throughs
for intelligent follow-up, 554-555
overview, 552-553
targeting e-mail offers, 553-554
testing offers and calls to actica,
555-556
metrics associated with: 4.
nonbounce total, 545
nonclick responses
e-mail replies, 552
event attendance, 551-552
in-store purchases, 549-550
overview, 549
phone calls, 550-551
open rate, 545-547
overview, 543-544
e-mail tracking reports, 543-544
eMarketer, 856
EMPs (E-Mail Marketing Providers)
authentication, 476
benefits of, 460-461
bounce rate, 544, 558-559
click-through rate, 548, 552
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coupons, 531
customer relationship management
systems, 480
defined, 459
design templates, 504
e-mail tracking, 543
header creation, 498-499
image references, 512
making images into links, 521
nonbounce total, 545
open rate, 546
overview, 459
sender reputation, 565
trackable Forward iinks, 457
unsubscribe recuest processing, 473
Engadget blog, 644
entities, 222
ePrize, 749
Ericsson 1i°A, 836
essentia’ information, in contact lists,
482-483
av =it registration, 548
exact match type, 384-385
ExactTarget, 816
Expedient Financial Services, Inc., 33
Experian Hitwise, 676
experiential campaigns, 787-788
experts
becoming recognized as, 12-13
interviewing, 29, 538-539
explicit bidding, 385-386
explicit permission, 468-469
ExpressionEngine, 585
Extensible Markup Language (XML)
AJAX, 184-185, 339
data feeds, 604, 848
extension ads, 448-451

F

Facebook
blogging, 626
creating audience with apps, 695-696
finding questions on, 716
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Facebook (continued)
friends, 714
lead generation via, 128
overview, 688
Pages
company Page, 690-692
customizing, 694-695
overview, 688-690
polishing, 692-694
promotion through ads, 696-697
researching audience with, 673-674
face-to-face networking
finding joint-venture hosts, 45-46
traffic generation via, 42
false positives, 564
Fark, 625
FCC (Federal Communications
Commission), 751
feature phones, 740
feed readers, 604-607, 683
FeedBurner, 80, 592-593, 628
Feedity, 83
Feng-GU]I, 61-62
File Transfer Protocol (FTP), 11

filenames, in search engine ranking, 1523

filter words, 221-222
filtered e-mail
automatic content filtering, 56

establishing sender reputation, 564-566

overview, 564
user-controlled filterino
individual filters, 568-569
overview, 566-568
trained content filters, 569
firewalls, getting past, 563-564
Fiverr, 134
Flash, 185-186, 802
Flickr, 214, 248, 653, 714
Flurry, 849
focus, of blogs, 573
focus groups, 72

fonts, in e-mail design, 504-505, 514-517

footers, WordPress, 81-82
form-processing programs, 121

forums (discussion boards)
defining target customers and
competition via, 15
determining what to place in horizontal
navigation bar, 66
finding joint-venture hosts, 46
as social media, 648, 706-708
Forward to a Friend links
conversion goals, 326
as funnels, 339
4INFO, 795
fragmented text, 402
Free Audio Conferencing, 44
free to the end user (G"TEU) text-messaging
programs, 772
friends lists (whice tists), 564
From addresz
defined, 422
misrerresenting, 501
From i
aiviays including, 567
cedfned, 498
misrepresenting, 501
writing, 498-501
FTEU (free to the end user) text-messaging
programs, 773
FTP (File Transfer Protocol), 11
“funnel” writing style, 223-224
funnels
finding, 338-339
interpreting data, 341-343
overview, 337
tracking, 339-341
future incentives, offering to increase sign-
ups, 492

G

games. See mobile apps and games
GarageBand
adding descriptive information to
podcasts, 636
editing podcasts, 635
recording podcasts, 629



geotagging, 218
geotargeting, PPC, 350, 440
GIF (Graphic Interchange Format), 511
Gimp, 60
giveaways
e-mail marketing, 533-534
text-messaging communication
campaigns, 783-784
Gizmodo blog, 644-645
Glue Gun Crafts, 575
goal tracking, defined, 278
GoMo, 826
Google
display advertising, 795
finding duplicate content, 188-189
gaining search results share, 86
keyword destination URL targeting,
386-387
My Client Center, 355
webmaster tools, 160-161, 207, 282
Google AdSense, 26
Google AdWords
A/B split testing, 405
Accelerated delivery method, 359, 412,
413
account access, 11, 141
ad schedules
advanced, 419-420
basic, 418-419
overview, 418
automated bidding antious, 417
conversion tracking, 498
display network campaigns
disabling other options, 444-445
enabling, 445
overview, 442-444
remarketing on, 445-446
extension ads, 448
keyword search, 106, 168-170
keyword traffic tool, 436-438
offline editor, 434-435
pay per click
creating accounts, 355-356
expanding, 365-367
setting daily budgets and bids, 361-362
setting up billing, 362-364
setting up campaigns, 356-361
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setting budget, 411-412
Standard delivery method, 359, 412, 413
Google AdWords Express (Google Boost),
366
Google Analyticator plug-in, WordPress, 80
Google Analytics. See also web analytics
compared to other traffic-reporting tools,
276
conversions from organic search, 253
finding dead pages, 255-257
finding tracking code, 284
incoming links, 253
keyword diversity, 252-253
long-tail phrases, 257-258
mobile marketirg. 803, 849
page views per visit, 313
referrer tracking, 301-303
time on sivs; 313
trackiv'g hanner ad exits, 27
trafic trom organic search, 252
Gaople Blog Search, 579, 673
scugle Boost (Google AdWords Express),
366
Google Docs, 143
Google GoMo, 826
Google Groups, 648, 672-673
Google Insights, 174, 437
Google Merchant Center, 210
Google Page Speed, 159-160
Google Play Store, 817, 820
Google Reader
bundles, 612-614
hot keys, 612
overview, 605-607
RSS feeds, 592
Google Sitemaps, 107
Google Trends, 170-171, 577-578
Google Wallet, 836
Google XML Sitemaps plug-in, WordPress, 80
Google+
circles, 698-699
lead generation via, 128
overview, 647, 697-698
posting content, 700-701
stream, 700
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Gooruze, 680

grammar, 426

grand prizes, 776

Graphic Interchange Format (GIF), 511

Groomstand.com, 198-199

GSMA (Groupe Speciale Mobile
Association), 750

guarantees, highlighting with graphics, 69

guest bloggers, 602

guest posts, writing, 619

Guinea Pig Olympics, 245-246

H

Hacker News, 625
Hansen, Mark Victor, 45
hard bounces, 559-560
headers, e-mail
creating, 498-500
defined, 497
headings
above tables of contents, 524
search engine ranking, 152
semantic outlines, 203-204
headlines
captivating, 112
e-mail, 509, 514-515
link, 236, 524-525
reinforcement of, 112-143
squeeze pages, 108
writing, 96-98
heat map tests, 61-63, 66, 508
hidden text, in search engine ranking, 152
high-throughput requirements, 756
high-traffic keywords, 381-382, 398
hits, 287-288
homepages
bounce rate, 318-319
linking to, 190
providing easy way to navigate to, 67
HootSuite, 710
horizontal navigation bars, 65-67
hosted membership systems, 90-91
hot keys, 611-612

hot seats, 72-73
how-to books, creating and selling, 29
HTML code
anchor links, 522-523
automatic transcoders, 824
coupons, 531
e-mail design elements, 504, 514-515
having backups in your control, 10
HTML 5.0, 826
image references, 512
making images into links, 521
navigation links, 522-523
sign-up links, 487
text links, 517-518
transferring via FTF, 11
hub pages
archives, 201
content ziuzters, 195-200
hue vaiiez, 57
hyhrid-approach to mobile marketing, 739

1

IAB (Interactive Advertising Bureau), 28,
750

Icerocket, 673

Identi.ca microblog, 709

idle screen advertising, 793

iGoogle
adding blog search results, 662-664
adding feeds manually, 664
adding websites or feeds, 660-661
homepage, 659-660
overview, 659

iLoop Mobile, 788, 807, 813-814, 825,

847-848

image captions
optimizing, 213
search engine ranking, 152

image file formats, 511

image references, 512-513

images
blended search optimization, 212-214
buying, 60



concept shots, 59
creating own, 59-60
in e-mail
calculating open rate with image-only
e-mails, 548
file format for, 511-512
image references, 512-513
limiting size of, 509
overview, 510
file sizes, 511-512
formats, 511
in link bait, 247-248
link building by including, 236
linking to more or larger images, 522
listing products with, 211
making into links, 521-522
mobile device cameras, 767
product shots, 58-59
for promotion, 530
of self or team, 98, 108
website design, 58-60
immediate incentives, offering to increase
sign-ups, 492
implicit bidding, 385-386
implied permission, 467-468
in-app advertising, 808
incentives
e-mail marketing, 532-533
mobile marketing, 749
offering to increase sigr-ups
future incentives, 492
immediate incentive:, 492
overview, 491
text-messaging communication
campaigns
contests, 783-784
coupons, 784-786
giveaways, 783-784
overview, 782-783
prize promos, 783-784
incremental bidding
Google AdWords, 419-420
MSN adCenter, 376378, 421-422
incremental revenue attributed to mobile
marketing (IRAMM), 855
industry data, 856
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information products, 29
InfoUSA, 216
Infusionsoft, 480
Ingenio Pay Per Call, 28
inline advertising, 793
inline links, 69
Inmar, 837
InsightExpress, 790
instant prizes, 776
Integrity link checker, 191
intellectual property rights, 48, 60
Interactive Advertising Bureau (IAB), 28,
750
interactive voice response (IVR), 758-759,
765, 790, 832
intermediate companies, 830-831
Internet Marieting Actionizer, 143-144
Internet marveting agencies, 137-138
Internet marketing experts, role of, 130
Internec ~rotocol (IP) addresses (server
addresses), 498
nwernet radio, 796, 803, 805
Internet service providers (ISPs)
attracting best, 140-141
deciding whether to outsource, 141-142
finding
99designs, 135
Craigslist, 136-137
Elance, 135-136
Fiverr, 134
Internet marketing agencies, 137-138
overview, 133-134
referrals, 134
interviewing and selecting, 138-140
nurturing partnerships with, 145
overview, 131-133
setting expectations and measuring
results, 142-144
types of, 132-133
Internet-based billing, 829, 836
Internet-based carrier billing, 828
interstitial (bumper) advertising, 793
interviews of experts, creating and selling, 29
IP (Internet Protocol) server addresses,
498
iPhone Developer Program, 820
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IRAMM (incremental revenue attributed to
mobile marketing), 855
Isla Animals, 100-101
ISPs (Internet service providers)
attracting best, 140-141
deciding whether to outsource, 141-142
finding
99designs, 135
Craigslist, 136-137
Elance, 135-136
Fiverr, 134
Internet marketing agencies, 137-138
overview, 133-134
referrals, 134
interviewing and selecting, 138-140
nurturing partnerships with, 145
overview, 131-133
setting expectations and measuring
results, 142-144
types of, 132-133
iStockphoto, 60
iTunes, 638
IVR (interactive voice response), 758-759,
765, 790, 832

K

JavaScript
Ajax and DHTML, 184
client-side redirects, 15
disabling, 159
removing inline, 192-194
traffic reporting, 273-275, 278
joeant.com, 238
joint venturing (power-partnering)
defining, 13
finding joint-venture hosts, 45-46
overview, 44
preparation for, 44-45
presenting plans to hosts, 47-49
Joomla!, 87-89, 585
JPG (JPEG; Joint Photographic Experts
Group) format, 511
just-noticeable difference concept, 507

K&G Brands, 837
Kelly, Lew, 33
key performance indicators (KPIs), 321-323
key phrases, in search engine ranking, 151
Keynote Systems, 856
keyword density, 220, 224-225
Keyword Discovery, 167
keyword diversity, 163, 252-253
keyword lists
advanced keyword targeting, 387-388
choosing keywords, 381-382
contracting
analyzing undzrperforming keywords,
395
overview 395
when K=y w~ords should be deleted,
395-356
edGitorial guidelines, 427
expanding
adding keywords, 389-391
overview, 388-389
quality score, 391-394
match types
choosing, 384-385
implicit and explicit bidding by, in MSN
adCenter, 385-386
kinds of, 383-384
overview, 383
organizing keywords in ad groups,
382-383
overview, 381
pay per click, 375-377
search engine relevancy, 349
segmenting by destination URLs, 386-387
keyword rankings, 163
keyword stuffing, 226
keyword traffic tools
in Google, 436-438
in MSN, 438-440
overview, 436
keyword-level bids, 415



keywords
adding to keyword lists
in Google, 389-390
in MSN, 390-391
analyzing underperforming, 395
bidding on
deciding what to bid, 416
how CPC is determined, 415-416
overview, 415
building list of, 175
choosing, 381-382
of competitors
discovering weaknesses, 176
finding, 176
ignoring competition, 177
overview, 175
costly, 332-333
defined, 348
high-traffic, 381-382, 398
in image names, 214
including in links, 242-243
keyword-level bids, 415
keyword-rich URLs, 202-203
list of, 254
long-tail phrases, 166-167
MSN adCenter Quality Score factor, 294
organizing in ad groups, 382-383
overview, 165
referring, 306-308
reserved, 774
revenue-generating, 223
selecting
comparing competition and search
volume, 173-174
Google Insights, 174
judging relevance, 173
opportunity gaps, 172
pay-per-click marketing, 174
thinking like visitors, 165-166
tools for selecting
Google AdWords keyword research tool,
168-170
Google Trends, 170-171
human insight, 172
keyword services, 167-168
news, 172
when to delete, 395-396
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keywords meta tags, 152
KPIs (key performance indicators),
321-323

landing pages
defined, 104
educational content pages, 105-108
mobile websites, 822
MSN adCenter Quality Score factor, 394
overview, 104
referrer tracking, 3105
sales pages, 109-111
search engine relevancy, 349
squeeze pages, 108-109
lead geneiaticn
audie «nd video, 126
chiat,_123-126
cortact forms
choosing, 119-121
creating, 121-123
overview, 119
funnels, 338
overview, 119
social networks, 126-128
websites as generators, 14
leadership articles.net, 26
leads, attaching monetary value to,
327-328
leasing Common Short Codes, 756-757,
761-762
letters of recommendation, links to, 102
LevelUp, 838
link bait
controversy, 246
humor, 245-246
images in, 247-248
managing expectations, 248
offering great content, 247
overview, 245
puzzling statements, 246
video in, 248
widgetbait link-building tactics, 241
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link building
avoiding problems with
link buying and selling, 244
link exchanges, 244
link networks, 245
overview, 243-244
creating quality links
getting relevant links, 243
including keywords, 242-243
varying link text, 243
encouraging links
absolute URLs, 237
overview, 236-237
thank you notes, 237
getting links
contact list, 240
by politely asking, 240-241
through blogs, 238-239
through design galleries, 238
through directories, 237-238
through partners, 239-240
through widgets, 241-242
overview, 233
researching competitors’ links, 248-249
value of links, 249-250
writing content for, 236
link exchanges, 244
link networks, 150, 245, 262
link position, 249
link text
importance of, 249
search engine ranking; 153
varying, 243
link votes
direct links, 234
nofollow links, 234-235
overview, 233-234
LinkedIn, 126-128, 647, 701-702
links
to audio conference calls, 44
to blog posts, 618
from blogs to core website, 85
broken, 191-192
content clusters, 195-196
deep linking, 195, 200

in e-mail
to files, 525-527
making images into, 521-522
navigation links, 522-523
overview, 514, 516
tables of contents, 523-525
text links, 517-520

to e-mail addresses, 519

to homepage, 190

incoming, 163, 253

inline, 69

to letters of recommendation, 102

link text, 201-202

naming, 519-520

promoting affiliate products via, 25-26, 43

search enginevarking, 153
sign-up, 484-458
tracking -253-254
traffic sereration via, 40
to videos, 540
list hirokers
cverview, 493
quality, 494
renting, 494-495
Live HTTP Headers add-on, Firefox, 155,
157-158
live-event voting/polling, 781
LiveJournal, 585
local search optimization
citations, 217
listings, 216-217
overview, 215-216
steps for, 218
location extension ads
Google AdWords, 448-449
MSN adCenter, 451
location information
mobile advertising, 804
mobile analytics, 845
permission practices, 747
special program policies, 749
log files, 851
log-file reporting, 273-274
login forms, eliminating, 182
Login LockDown plug-in, WordPress, 84



logins, controlling, 11
logos
branding, 53-54
e-mail design, 504-505, 507
linking to website, 522
Long Codes, 757, 763
long-tail keywords, 385, 396
long-tail phrases, 166-167, 257-258
loss leaders, 534
loyalty programs, 837-838
lurking, in discussion forums, 708
lying, 102

M

Mad Mobile, 807, 825
MajesticSEO, 176, 249
Marchex, 793, 805
market share, estimating potential, 16
market testing, via websites, 15
marketer-initiated communication (push
marketing), 735
Marketing Charts, 856
marketing experts, role of, 130
marketing paths, 743-744
Marriage Counselors Hub, 28-29
master tones, 835
MasterCard, 836
match types
choosing, 384-385
implicit and explicit bidding by, 385-386
kinds of, 383-384
overview, 383
maven, social media style, 678
mCommerce
monetization methods
mobile payments, 828-829
overview, 827-828
offering content through carrier
channel relationships, 830
direct relationships, 829
intermediate companies, 830-831
overview, 829
overview, 827
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premium SMS
determining revenue, 834-835
example campaign, 832-833
overview, 831-832
setting up, 833-834
selling content and services via mobile
Internet-based billing solutions, 836
mobile Internet link billing, 835-836
mobile wallets, 836-838
overview, 835
media agencies, 795-796
media sharing
overview, 704-705
presentation-sharing services, 706
YouTube, 705-704
Medialets, 849
media-sharing sites, 643, 652-653
Meetup, 42
membersiip websites
calcuiaiing revenue potential, 92-93
cenning, 90
cverview, 90
types of, 90-92
mentors, role of, 131
menu trees, 66
merchant accounts, 32-33
messaging. See also Common Short Codes;
premium SMS
advertising via, 791-792, 807-808
calls to action, 766-767
e-mailing informative messages, 816
as marketing path, 743
messaging alerts
overview, 812
sending content, 814-815
setting up, 813-814
sourcing content, 812-813
metrics associated with, 840
mobile analytics, 846
mobile communication campaigns
incentives, 782-786
overview, 771
polling, 781-782
promotions, 777-780
user flows, 772-776
user-generated content, 786-788
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messaging (continued)
opt-ins, 746-747, 768
personalized text alerts, 815
timeline for marketing program, 759
transactional costs, 758
messaging alerts
overview, 812
sending content, 814-815
setting up, 813-814
sourcing content, 812-813
Messaging Anti-Abuse Working Group, 467
meta refresh tags, 187
meta robots tags, 180-181, 207
metadata, 768, 843
microblogs
avoiding overload, 710
building following, 709-710
defined, 643
overview, 650-652, 708-709
Microsoft adCenter Desktop, 436
Microsoft Outlook, 592
Microsoft webinar service, 30
Millennial Media, 797
Mint, 277
MMA (Mobile Marketing Association)
company code of conduct, 745
Consumer Best Practices, 746
general discussion, 749-750
help user flow, 774
mobile advertising, 793,736, 302-803
mobile marketing, definedq, 34
MMS (Multimedia Messaging Service). See
messaging
MO (mobile-originated) opt-ins, 767
MO (mobile-originated) text messaging,
832
mobile advertising
advantages of, 789-791
banner ads, 802-803
buying mobile ads
billing buyers, 800-801
media agencies, 795-796
mobile advertising enablers, 797, 799
mobile carriers, 800
overview, 794-795
publishers, 799-801

calls to action, 803-804, 806
crosses, 798-799
defined, 736
metrics associated with, 841
overview, 789
targets and formats for, 801-802
types of
ads in mobile search, 793-794
multiple ad units and placements,
791-793
in your own mobile properties
apps and downloadable content, 809
overview, 806
your messaging, 8§37-809
your site, 806-817
mobile advertisitig enablers, 797, 799
mobile advertisiiig networks, 797
mobile anaitics
metrics, 540-842
overview, 839
polulating database
iiitegrating CRM, 847-848
overview, 846
through apps, 847
through messaging, 846
preparing database
behavioral data, 844-845
demographic data, 843
location data, 845
overview, 842-843
preferences data, 844
psychographic data, 844
syndicated data, 845
return on mobile marketing investment
direct revenue programs, 854-856
indirect revenue programs, 856-857
overview, 854
tracking interactions
analytics reports, 851-854
overview, 848-849
through partners and service providers,
850-851
through third-party tools, 849-850
mobile apps and games
considering, 818-819
distributing, 819-820



metrics associated with, 841
mobile analytics, 847
overview, 817-818
mobile carrier networks, 741
mobile commerce (mCommerce)
monetization methods
mobile payments, 828-829
overview, 827-828
offering content through carrier
channel relationships, 830
direct relationships, 829
intermediate companies, 830-831
overview, 829
overview, 827
premium SMS
determining revenue, 834-835
example campaign, 832-833
overview, 831-832
setting up, 833-834
selling content and services via mobile
Internet-based billing solutions, 836
mobile Internet link billing, 835-836
mobile wallets, 836-838
overview, 835
mobile communication campaigns
incentives
contests, 783-784
coupons, 784-786
giveaways, 783-784
overview, 782-783
prize promos, 78374
overview, 771
polling
overview, 781
setting options, 782
types of, 781-782
promotions
overview, 777
quizzes, 777-779
surveys, 779-780
user flows
diagram of, 772-773
error response, 775
final message, 775
help user flow, 774-775
opt-in flow, 773-774
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optional, 775-776
opt-out flow, 774
overview, 772
positive picture of, 773
worst-case scenarios, 776
user-generated content
experiential campaigns, 787-788
mobile posting, 787
overview, 786
social networking, 787
text-to-screen campaigns, 787-788
word-of-mouth programs, 788
mobile content
apps and games
considering, 81819
distributing, 5;2-820
overview, 217/-818
messagirig
e-mail, 816
messaging alerts, 812-815
p=rsonalized text alerts, 815
mobile enhancements
overview, 816-817
ringtones and system sounds, 817
wallpapers and screen savers, 817
mobile websites
designing and building, 823-824
needs of audience, 821-822
overview, 820-821
purpose of, 821-823
tools for building, 824-826
types of, 822-823
offering through carrier
channel relationships, 830
direct relationships, 829
intermediate companies, 830-831
overview, 829
overview, 811
selling via mobile
Internet-based billing solutions, 836
mobile Internet link billing, 835-836
mobile wallets, 836-838
overview, 835
sourcing, 811-812
timing, 815
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mobile devices
categories of, 739-741
as point-of-sale solution, 837
mobile directories, 794
mobile enhancements (personalization
content) and apps, 816-817
mobile games. See mobile apps and games
mobile Internet link billing (Wireless
Application Protocol [WAP] billing),
835-836
mobile Internet site visual editors, 806-807,
825
Mobile LUMAscape, 790
mobile marketing
adding to marketing strategy, 737-739
advertising
advantages of, 789-791
banner ads, 802-803
buying mobile ads, 794-801
calls to action, 803-804, 806
overview, 789
targets and formats for, 801-802
types of, 791-794
in your own mobile properties, 806-809
approaches to
direct mobile marketing, 735-736
mobile-enabled traditional and digital
media mobile marketing, 736737
overview, 735
Common Short Codes
acquiring, 761-762
dedicated versus shared, 763-764
overview, 759-761
types of, 763
communication campaigns
incentives, 782-786
overview, 771
polling, 781-782
promotions, 777-780
user flows, 772-776
user-generated content, 786-788
costs of
estimated timelines, 756-757, 759
overview, 755
up-front costs, 756-757
variable costs, 757-759

government regulations, 751-753
mobile devices, 739-741
mobile networks, 741-743
opt-ins
calls to action, 765-768
executing, 768
overview, 764
opt-outs, 769
overview, 733-735
paths within mobile channels, 743-744
policies for
code of conduct, 745
consumer data security and
management, 747-748
overview, 744-715
permission praciices, 746-747
privacy pelicy, 745-746
special pragram policies, 748-749
trade siscuciation guidelines, 749-751

Mobile viarketing Association (MMA)

corepany code of conduct, 745
Consumer Best Practices, 746
general discussion, 749-750

help user flow, 774

mobile advertising, 793, 796, 802-803
mobile marketing, defined, 734

mobile marketing databases

populating
integrating CRM with mobile campaigns,
847-848
overview, 846
through apps, 847
through messaging, 846
preparing
behavioral data, 844-845
demographic data, 843
location data, 845
overview, 842-843
preferences data, 844
psychographic data, 844
syndicated data, 845

mobile marking platforms

fees, 756-757
timeline for marketing program, 759

mobile networks, types of, 741-743



mobile payments
Internet-based billing solutions, 836
mobile Internet link billing, 835-836
mobile wallets, 836-838
overview, 827, 828-829, 835
mobile point-of-sale solutions, 837-838
mobile posting, 787
mobile question-and-answer services, 794
mobile screen savers, 817
mobile search, advertising in, 793-794
mobile spam, 751-753
mobile wallets, 836-838
mobile wallpapers, 817
mobile websites
designing and building, 823-824
metrics associated with, 841
needs of audience, 821-822
overview, 820-821
purpose of, 821-823
tools for building, 824-826
types of, 822-823
MobileBits, 794
mobile-enabled traditional and digital
media mobile marketing, 736-737
mobile-influenced transactions, 828
mobile-originated (MO) opt-ins, 767
mobile-originated (MO) text messagiag,
832
mobile-phone e-mail, 816
mobileStorm, 815
mobile-terminated (MT), ant-ins, 767
mobiThinking, 799
Mocapay, 830, 836
moderation, of blog comments, 589
modified broad match type, 384-385
Monkey Bizness, 53
morewords.com, 53
Motally, 849
Movable Type, 637
Mozes, 788
Mozilla Firefox add-ons, 155-159
MP3 audio files
creating and selling, 29-30
encoding podcasts, 636
mphoria, 786
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MSN
keyword destination URL targeting, 387
multiple account service, 355
MSN adCenter
A/B split testing, 405
ad schedules, 421-422
advanced keyword targeting, 387-388
conversion tracking, 408
display network campaigns, 446-448
extension ads, 451
implicit and explicit bidding by match
type, 385-386
keyword traffic tool, 438-440
offline editor, 435-436
pay per click
adjusting keywerd lists, 375-377
creating accounts, 368-373
creating ceinpaigns, 368-373
editing settings, 373-374
expanrding, 378-379
sccting ad schedules, 375
setting incremental bidding, 377-378
setting up billing, 373
setting budget, 412-413
MT (mobile-terminated) opt-ins, 767
Multimedia Messaging Service (MMS). See
messaging
multistep opt-ins, 768
Music Mates, 86-87

N

National Do Not Call Registry, 752
natural (organic) search, 150, 162-163,
252-253

natural search rankings, defined, 349
navigation links, 522-523
Near Field Communication (NFC), 742
negative match type, 384-385
negative websites, 434
Netvibes

adding content, 666-668

homepage, 665-666

overview, 664
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network blocks (takeovers), 798-799
new kid, social media style, 678 loss leaders, 534
new visitors, drawing conclusions from, overview, 530
317 second-chance, 555
news urgent, 534
blended search optimization, 211-212 using click-throughs for testing, 555-556
keyword selection based on, 172 offline editors
news reference volume, Google Trends, 171 Google AdWords, 434-435
newsletter subscriptions, 121-122, 322-325 MSN adCenter, 435-436

incentives, 532-533

newsletters
asking audience to save, 457
back-end selling, 39

key performance indicators, determining,

322-325
From line, 501
reported as spam, avoiding, 476
text links, 520
tips and advice in, 539
Newsvine, 625
newswires, 212, 249
NFC (Near Field Communication), 742
Nielsen, 676, 798-799, 844, 856
99designs, 135
nofollow links, 234-235, 239
noise, defined, 291
nonbounce total, 545
nonclick responses
e-mail replies, 552
event attendance, 551-552
in-store purchases, 549-530
overview, 549
phone calls, 550-551
nonpersonally identifiable information
(non-PII), 747

0

offer networks, 786

offers
changing by interest, 554
content for promotion, 530-531
coupons, 531-532
giveaways, 533-534

overview, 433-434
Omniture, 803, 849-850
open rate, 545-547, 548
open source software, defined, 76
OpenMarket, 829, 836
opt-ins
double, 768, 775-".74
mobile-originaied, 767
mobile-tzitninated, 767
multistep, 768
singlc, /68
opo IS
e-mail lists, 465
mobile marketing, 764
organic (natural) search, 150, 162-163,
252-253

P

page loads, 352
page views
conversion goals, 326
defined, 289
time on site versus, 295
tracking, 292-295
page views per visit
drawing conclusions from, 317
quality targets, 313
PageRank, 153, 233, 262
paid search, traffic generation via, 40
Panda, 206-207
Pandora, 796, 803, 805
Pantone Matching System (PMS), 57



paragraph copy, search engine ranking
and, 152
{param} text option, MSN adCenter, 388
participation caps, 778
partner (display) network campaigns
Google
disabling other options, 444-445
enabling, 445
overview, 442-444
remarketing on, 445-446
MSN, 446-448
overview, 442
passive voice, writing in, 597
password-protected directories, 90
passwords
controlling, 11
WordPress, 84
pay per call, 28
pay per click (PPC)
ad writing
avoiding mistakes, 402
benefits/features model, 400
body, 398-399
calls to action, 400-401
choosing destination URL, 399-400
display URL, 399
goals, 401
grammatr, 401
headlines, 398
overview, 397
benefits of using
budgeting, 351
measurable results, 350-351
niches, 351
bidding
by day and time, 416-422
on keywords, 415-416
budget
ad schedules, 410-411
by campaign, 413-415
deciding reach of, 410
by industry, 422
by niche, 422-423
overview, 409
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researching assets, 410
setting and sticking to, 411
setting in Google AdWords, 411-412
setting in MSN adCenter, 412-413
click fraud
detecting, 430-431
overview, 430
recognizing, 430
reporting, 431-432
comparing top search engines, 354
cost per click versus, 27
demographic bidding, 441
determining when to change ads
overview, 406
using click-thretgl rate, 407
using conversien tracking, 407-408
using goalz. 407
display rietviork campaigns
Goos;le, 442-445
MSIN. 146-448
oV arview, 442
Grawbacks of using, 351-352
editorial guidelines
ad editorial guidelines, 425-427
destination URL guidelines, 427-428
display URL guidelines, 427-428
keyword list guidelines, 427
trademark and copyright guidelines,
428-429
extension ads, 448-451
geotargeting, 440
Google AdWords
creating accounts, 355-356
expanding, 365-367
setting daily budgets and bids, 361-362
setting up billing, 362-364
setting up campaigns, 356-361
how search engines determine relevancy,
348-349
keyword lists
advanced keyword targeting in MSN
adCenter, 387-388
choosing keywords, 381-382
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pay per click (PPC), keyword lists (continued)

contracting, 395-396
expanding, 388-391
match types, 383-386
organizing keywords in ad groups,
382-383
overview, 381
segmenting by destination URLs,
386-387
keyword traffic tools
in Google, 436-438
in MSN, 438-440
overview, 436
MSN adCenter
adjusting keyword lists, 375-377
creating accounts, 368-373
creating campaigns, 368-373
editing settings, 373-374
expanding, 378-379
setting ad schedules, 375
setting incremental bidding, 377-378
setting up billing, 373
offline editors
Google AdWords, 434-435
MSN adCenter, 435-436
overview, 433-434
overview, 345, 409
process of, 347-348
researching search engines; 553-354
testing ads
A/B split testing, 402406
dynamic keyword insertion, 405-406
overview, 402
testing keywords, 174
traffic reporting, 271
pay per lead, 28
Payfone, 829
Payment Card Industry Data Security
Standard (PCI DSS), 35
payment gateways, 33
payment-processing partners, 836
payment-tracking systems, 43
PayOne, 830
PayPal, 32-33, 836, 837
PCI DSS (Payment Card Industry Data
Security Standard), 35

PDF (Portable Document Format) files,
linking to, 527
PDF converter, 29
Peacock Media Scrutiny tool, 162
permission, to send e-mail
inheriting lists, 470-472
levels of, 467-470
overview, 467
permission practices, 746-747
persistent sites, mobile, 823
personal information, in contact lists, 482
personalization content (mobile
enhancements), 816-817
personalized text alerts, 815
personally identifixbie information (PID),
747
photos
blended sverch optimization, 212-214
buyinz, &5
concepl shots, 59
ciecting own, 59-60
1\re-mail
calculating open rate with image-only
e-mails, 548
file format for, 511-512
image references, 512-513
limiting size of, 509
overview, 510
file sizes, 511-512
formats, 511
in link bait, 247-248
link building by including, 236
linking to more or larger images, 522
listing products with, 211
making into links, 521-522
mobile device cameras, 767
product shots, 58-59
for promotion, 530
of self or team, 98, 108
website design, 58-60
Photoshop Elements, 60
PHP JunkYard, 121
phrase match type, 384-385
Picasa, 214
PII (personally identifiable information),
747



pinging, 590-591, 622
Pinterest, 653
plagiarism, 254-255, 618
platform approach to mobile marketing,
739
plug-ins, WordPress, 584
PMS (Pantone Matching System), 57
PNG (Portable Network Graphics) format,
511
Pocket, 649
Podcast Alley, 638
Podcast Maker, 633
Podcast website, 638
PodcastBlaster, 638
podcasting
encoding and uploading, 636-638
making, 634-636
overview, 627-628
preparing script, 633-634
promoting, 638
setting up studio
microphones, 630-631
overview, 628, 631-632
recording software, 629-630
supporting on blog, 633
testing setup, 632-633
polling (votes)
overview, 781
setting options, 782
types of, 781-782
popularity (social voting) sites, 624-625,
643, 653-654
Portable Document Format (PDF) files,
linking to, 527
Portable Network Graphics (PNG) format,
511
Portent Interactive, 185-186
post-appended advertising, 792
postcards, 490, 555
post-roll advertising, 793
posts, defined, 573
power-partnering (joint venturing)
defining, 13
finding joint-venture hosts, 45-46
overview, 44
preparation for, 44-45
presenting plans to hosts, 47-49
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Poynt, 793, 796
PPC (pay per click)
ad writing, 397-402
benefits of using, 350-351
bidding, 415-422
budget, 409-415, 422-423
click fraud, 430-432
comparing top search engines, 354
cost per click versus, 27
demographic bidding, 441
determining when to change ads, 406-408
display network campaigns, 442-448
drawbacks of using, 351-352
editorial guidelines;, 125-429
extension ads, 442-451
geotargeting, 442
Google AdWords, 355-367
how searchv=ngines determine relevancy,
348549
keyword lists, 381-396
ke word traffic tools, 436-440
M3N adCenter, 368-379
offline editors, 433-434
overview, 345, 409
process of, 347-348
researching search engines, 353-354
testing ads, 402-406
testing keywords, 174
traffic reporting, 271
pre-appended advertising, 792
predictability, in analysis, 20
predictive dialers, 753
preferences data, 844
premium SMS (PSMS)
determining revenue, 834-835
example campaign, 832-833
overview, 828, 831-832
refunds, 835
setting up, 833-834
Premium Web Cart (PWC)
activity reports, 143
advantages of, 31
affiliate tracking via, 43
autoresponders, 123
features of, 34-35
membership sites, 90-91
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prepaid cards, 837
pre-roll advertising, 793
presentation-sharing services, 706
press releases
creating media contact lists, 487
optimizing, 211
price points, 37, 831
privacy
as incentive to collect e-mail addresses,
491
mobile marketing, 747
policies for, 745-746
referrers, 300
traffic reports, 272
prizes
grand, 776
instant, 776
text-messaging communication
campaigns, 783-784
product extension ads
Google AdWords, 450-451
MSN adCenter, 451
product feeds, 210-211
product-sampling programs, 784
profile picture, Facebook, 689
program certification, 758, 772
program strategy development costs, 757
programming and database experts, role
of, 130-131
promotional sites, mobile; 322
promotions
social media marketing, 685
text-messaging communication
campaigns, 777-780
Provide Support chat provider, 123
proximity marketing, 742
ProximityMedia, 742
PRWeb, 212
P.S. statements, 117
PSMS (premium SMS)
determining revenue, 834-835
example campaign, 832-833
overview, 828, 831-832
refunds, 835
setting up, 833-834
psychographic data, 844

publicity experts, role of, 130
PubSubHubbub service, 622
pull marketing (consumer-initiated
communication), 736
punctuation, excessive, 426, 503, 567
push marketing (marketer-initiated
communication), 735
pushing website content, 83
PWC (Premium Web Cart)
activity reports, 143
advantages of, 31
affiliate tracking via, 43
autoresponders, 123
features of, 34-35
membership sites, $0-91
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Q&Asites, 643, 654-655, 710-712
00o0iSqool, 680
Ok. (quick response) codes, 767, 785
quality score

Google, 392-393

MSN, 394

overview, 391
Quantcast, 16-17, 70, 674-676
question count

quizzes, 777

surveys, 780
question order

quizzes, 777

surveys, 780
question-response format

polls, 782

quizzes, 777-778
quick navigation boxes, 183
quick response (QR) codes, 767, 785
quizzes

closed-ended, 777

overview, 777

response options, 778-779

setting options, 777-778
Quora, 654-655, 711-712



R

Radio Frequency Identification (RFID), 742
radio talk shows, traffic generation via, 42
reach, defined, 790
reactivity, in analysis, 20
Really Simple Syndication (RSS) feeds
creating, 591-593
folders, using to organize, 607-610
making available, 683
mobile Internet site visual editors, 825
overview, 604-605
putting videos in, 215
reviewing with hot keys, 611-612
setting up social media desktop, 657-658
social media desktop, 658
tags, using to organize, 607, 610-611
tools for generating, 633
reddit
overview, 653
researching social media audience, 673
social news, 703-704
submitting blog posts to, 624-625
referrals
finding Internet service providers via, 134
finding joint-venture hosts via, 46
traffic generation via, 42
referrers
campaign management, 302
custom tagging, 309
defined, 289
overview, 299-301
referrer-based page customization, 309
referring keywords, tracking, 306-308
referring sites data, 303-306
tracking, 297-298
traffic report data, 301-303
refunds, 36
registration forms, eliminating, 181-182
regular expressions (regex), 286
relationship (transactional) e-mail, 464
relative URLs, 237
relevance
mobile advertising, 791
mobile content, 812
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mobile marketing, 735
MSN adCenter Quality Score factor, 394
search engine, 150
repeat visitors, calculating percentage of,
313-314
reserved keywords, 774
return on engagement, 839
return on mobile marketing investment
(ROMMI)
calculating expected for direct revenue
programs, 854-856
calculating expected for indirect revenue
programs, 856-857
overview, 854
Return Path, 564
revenue
determining desired, 17
estimating potential, 16
revenus sirare
jeint-venture hosts, 47
ricvile app distribution, 819
revenue-generating keywords, 398
1everse text, 69
reviews, getting, 217
RFID (Radio Frequency Identification), 742
rhymezone.com, 53
Rhythm, 804
rich-media ads, 792
ringtones, 817, 832-833, 835-836
roadblocks (takeovers), 798-799
robots (bots; spiders), 150, 180
robots. txt file, 180, 207
rock star, social media style, 678-679
ROMMI (return on mobile marketing
investment)
calculating expected for direct revenue
programs, 854-856
calculating expected for indirect revenue
programs, 856-857
overview, 854
RSS (Really Simple Syndication) feeds
creating, 591-593
folders, using to organize, 607-610
making available, 683
mobile Internet site visual editors, 825
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RSS (continued)
overview, 604-605
putting videos in, 215
reviewing with hot keys, 611-612

setting up social media desktop, 657-658

social media desktop, 658
tags, using to organize, 607, 610-611
tools for generating, 633

)

Sabah, Joe, 42
sales experts, role of, 130
sales pages, 109-111
sales per day, projecting required, 18
Sawmill, 277
ScanAlert, 205
scannable copy, 224, 236, 596
screen savers, 817
scroll line, 525
scrolling, clicking versus, 67-68
Scrutiny tool, 162
search engine optimization (SEO)
analytics
finding dead pages, 255-257
if numbers fall, 259
long-tail phrases, 257-258
overview, 251
plagiarism, 254-255
tracking worksheet, 231=254
blended search
images, 212-214
local search, 215-218
news, 211-212
overview, 209
product feeds, 210-211
video, 214-215
connecting headings to, 229-230
description tags, 227-229
hiring professional help
checking qualifications, 262-263
finding, 261-262
what to ask, 263-264
what to expect, 264-265

keywords
building list of, 175
of competition, 175-177
long-tail phrases, 166-167
overview, 165
selecting, 172-174
thinking like visitors, 165-166
tools for selecting, 167-172
link building
avoiding problems with, 243-245
creating quality links, 242-243
encouraging links, 236-237
getting links, 237-242
link bait, 245-248
link votes, 233-°35
overview, 223
researching competitors’ links, 248-249
value of i1nks, 249-250
writing content for, 236
overview, 195
Paf\'la, 206-207
Lenalties, 154
roadblocks
AJAX, 184-185
all-Flash pages, 185-186
broken links, 191-192
client-side redirects, 187
code bloat, 192-194
DHTML, 184-185
duplicate content, 188-191
login forms, 182
meta robots tags, 180-181
overview, 179
promoting browsing, 183-184
registration forms, 181-182
robots. txt file, 180
Web Developer toolbar, checking site
with, 187
semantic outlines, 203-205
structuring
content clusters, 196-200
deep linking, 200
keeping content in place, 200-201
keyword-rich URLs, 202-203
link text, 201-202



overview, 195
site maps, 203
title tags
branding, 226
keyword stuffing, 226
overview, 225-226
readable, 227
telling your story, 226-227
tools for
Firefox add-ons, 155-159
Google Page Speed, 159-160
webmaster tools, 160-162
Xenu Link Sleuth, 162
traffic generation via, 40
TrustRank, 205-206
what helps ranking, 151-153
worksheet for, 162-163
writing website copy
active voice, 222-223
filter words, 221-222
getting to the point, 223-224
keyword density, 224-225
overview, 219-220
scannable copy, 224
setting routine for, 230-231
simplicity, 222
stop words, 220-221
search engine ranking pages (SLRR°s),
149-150, 225
search engines
determining potential Hlog audience,
578-579
determining relevancy, 348-349
finding affiliate products via, 25
overview, 149-151
pay per click
comparing top engines, 354
creating accounts, 347-348
researching for, 353-354
SecondSlide, 706
Secure Financial Group, 57
security stickers, 205
semantic outlines, 203-205
SEMPO, 261
SEMRush, 167-168
Sender ID, 570
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Sender Policy Framework (SPF), 570
Sender Score, 565
SEO. See search engine optimization
SEOMOZ
finding SEO professionals, 261
OpenSiteExplorer.org, 176, 249
Trifecta Tool, 205
SeoQuake add-on, Firefox, 155-157, 176,
235
SERPs (search engine ranking pages),
149-150, 225
sessions (Visits)
defined, 288
time on site versus; 295-296
tracking, 290-291
unique visitors versus, 292
Sessions Online Dy School of Design, 58
shared Ceinirzon Short Codes, 489, 763-764
shopkick, 42, 838
shapping carts
funvel tracking, setting up, 339-341
as tunnels, 337-338
interpreting goal funnel data, 341-343
membership sites, 91
overview, 31
setting up, 33-35
traffic reporting, 271
ShopText, 784
Short Codes
acquiring, 761-762
dedicated, 489, 763-764
defined, 759-760
effectiveness of, 760
leasing, 756-757, 761-762
opt-in calls to action, 766-767
overview, 759-761
premium SMS, 833-834
random, 763
renting, 761
shared, 489, 763-764
texting e-mail addresses via, 488-489
types of, 763
vanity, 763
Short Message Service (SMS). See
messaging
sign-up links, 484-488
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single opt-ins, 768

Single Touch, 767

site age, in search engine ranking, 152
site maps, 107, 203

site speed, in search engine ranking, 153

SiteCatalyst, 276, 339
sitelinks extension ads, 448-449
Siteminis, 825
slang, 222
SlideShare, 706
slogans, 52-53
SmartCast, 628
smartphones, 740-741
Smith Micro Software, 804
SMS (Short Message Service). See
messaging
Snackable Media, 794
sneeze principle, 642, 695
snippets, 227-228
social media
defined, 643
discussion forums, 706-708
e-mail address collection apps, 486
Facebook
ads, 696-697
apps, 695-696
overview, 688
Pages, 688-695
Google+
circles, 698-699
overview, 697-698
posting content, 700-:701
stream, 700
lead generation via, 126-128
LinkedIn, 701-702
marketing routine, 684
media sharing
overview, 704-705
presentation-sharing services, 706
YouTube, 705-706
message, 677
microblogs
avoiding overload, 710
building following, 709-710
overview, 708-709

mobile marketing, 749
mobile posting, 787
mobile websites, 822
network building
finding friends, 713-714
keeping friends, 715
knowing when to stop, 718-719
obeying rules, 717-718
questions and answers, 715-717
niche sites, 712
optimizing websites for local search, 218
overview, 641-642, 646-648, 687
planning for long haul, 685
profile, 679
pushing content 10, 83
Q&A sites, 716=712
researching audience
Facebooi:, §73-674
onlin2 communities, 672-673
oveiv.ew, 671-672
paa data services, 676-677
GQuantcast, 674-676
reviewing site for skills
creating bait, 681-682
easy sharing, 683-684
overview, 681
RSS subscriptions, 683
search engine ranking, 153
social news sites
behavior on, 704
overview, 703
reddit, 703-704
style, 678-679
target sites, 680-681
traffic generation via, 41
types of
blogs, 644-646
bookmarking sites, 648-650
media-sharing sites, 652-653
microblogging, 650-652
overview, 643-644
Q&A sites, 654-655
social networks, 646-648
social voting sites, 653-654
websites versus, 14



winning campaigns
addressing misinterpretation, 728
applying lessons learned, 728-729
content campaigns, 724-727
importance of, 721-722
leveraging networks to create, 727-728
tools-based campaigns, 722-724
social media desktop
deciding what to track, 668-669
overview, 657
setting up in iGoogle
adding blog search results, 662-664
adding feeds manually, 664
adding websites or feeds, 660-661
homepage, 659-660
setting up in Netvibes
adding content, 666—668
homepage, 665-666
overview, 664
setting up with RSS, 657-658
social networking managers, role of, 130
social news sites
behavior on, 704
reddit, 703-704
social voting (popularity) sites, 624-627,
643, 653-654
soft bounces, 560
soft goals, attaching monetary vatue to,
328-329
spam complaints, minimizing
allowing audience to unisubscribe,
473-474
keeping e-mails from looking like spam,
474-477
overview, 472-473
spam laws
collecting addresses legally, 464
determining which e-mails have to
comply, 464
including required content, 465-466
overview, 464
spam traps, 562-563
SPF (Sender Policy Framework), 570
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spiders (robots; bots), 150, 180
splash pages, 60
Splunk reporting tool, 273, 277
sponsorship, mobile advertising, 801
Sprint, 830
Square, 838
squeeze pages, 108-109, 123
Stack Exchange, 654
Stack Overflow, 654, 711
standard-rate (free to the end user) text-
messaging programs, 773
Starbucks, 837
startawebsitedesign
business.com, 122

stated feedback, 4545
stickiness, 130,502
stop charactears, 222
stop words, 220-221
StumbiaUpon, 622-624, 648, 650, 714
Suhject ine, writing, 501-503
Svbn.it buttons, 120
5Suzcess KPIs, 322
Yuperpages, 216
support

questions regarding, 36

through Premium Web Cart, 35

through websites, 15
surveys, 124, 494, 554-555, 779-780
syndicated data, 845
syndicated search partner networks, 446

T

tables of contents (TOC), 523-525

tactical program execution costs, 758

taglines, 52-53

takeovers (network blocks; roadblocks),
798-799

TargetSpot, 805

TCPA (Telephone Consumer Protection
Act), 751-752

Technorati, 577, 622, 673
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telemarketers, 752
telephone
back-end selling, 39
building contact lists, 240
checking SEO professionals’
qualifications, 263
encouraging contact via, 100
support through Premium Web Cart, 35
tracking responses, 550-551
Telephone Consumer Protection Act
(TCPA), 751-752
Telephone Sales Rule (TSR), 752
television voting/polling, 781
tellfriend (word-of-mouth; viral marketing)
programs, 788
Template Monster, 60
templates
blog
customizing, 588
download and installing, 588
preinstalled, 587
e-mail, 504
website layout, 60
terms of services (TOS), 648
testability, in analysis, 20
testimonials
asking people to write, 530
to reinforce headlines, 112-115
as test for action, 115
using on websites, 100-161
text links, 517-520
texting. See messaging
text-only e-mail, 517, 521, 547
Textpattern, 585
text-to-screen campaigns, 787-788
Thank You pages
conversion goals, 324-325, 330, 332
cross-selling via, 38-39
through Premium Web Cart, 34
“thin” pages, 207, 259
Thunder Ridge Ski Area, 31-32
time on site
defined, 289
drawing conclusions from, 317
page views versus, 295
quality targets, 313
sessions versus, 295-296

tracking, 295-296
unique visitors versus, 295-296
Timeline, Facebook, 688-690
title tags
branding, 226
keyword stuffing, 226
overview, 225-226
readable, 227
search engine ranking, 152
semantic outlines, 203-204
telling story, 226-227
T-Mobile, 830
TOC (tables of contents), 523-525
tools-based campaigis, 722-724
TOS (terms of services), 648
trademarks, 425-129
traffic generatioi
content sites, 86-87
methods ot, 4042
as pai t of website marketing process, 12
via .ree blog platforms, 84-85
{reliic reports
pounce rate
analyzing homepage, 318-319
bottlenecks, 319-320
overview, 317-318
choosing tools for, 275-277
data collection, 271
defined, 269
functions of reporting, 271
hits, 287-288
JavaScript, 274-275
limits of reporting, 271-272
log-file reporting, 273-274
metrics
overview, 288-289
page views, 292-295
referrers, 297-298
sessions, 290-291
time on site, 295-296
unique visitors, 291-292
overview, 270
privacy, 272
quality targets
checking top content against, 315-316
conclusions based on multiple, 316-317
loyalty benchmark, 313-314



overview, 311-312
for page views per visit and time on
site, 313

referrers, 301-303

web bugs, 274-275
transaction pages, 31-32
transactional (relationship) e-mail, 464
troublemaker, social media style, 678
trust factors, search engine ranking and,

152

TrustRank, 205-206
Try KeePass tool, 11
TSR (Telephone Sales Rule), 752
Tumblr, 586, 651, 709
Twellow, 126-127
Twilio, 757
Twitter

finding questions on, 716

friends, 714

lead generation via, 126

overview, 651

participating in online communities, 626

using as launchpad, 708-709
TypePad, 584
TypePad Micro, 584

u

Ubercaster, 629

UGC (user-generated conient)
experiential campaigns, 787-788
mobile posting, 787
overview, 786
social networking, 787
text-to-screen campaigns, 787-788
word-of-mouth programs, 788

U.K. Mobile Network Operators, 761

unified marketplace, 446

Unique Article Wizard, 86

unique visitors (uniques)
attaching monetary value to conversion

goals, 327

defined, 289
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time on site versus, 295-296
tracking, 291-292, 293
unsubscribing to e-mail, allowing, 473-474
uownitdomains.com (bestdomainplace.
com), 24, 70
upper-left quadrant, 508-509
upper-right quadrant, 63-65
upselling, 38
upside down style, of blog writing, 600
UpSNAP, 805
urgent offers, 534
URLs
absolute, 237
consistent, 190-191
destination
choosing, 395-100
editorial gviaelines, 427-428
segmerntinig keyword lists by, 386-387
display, 227-428
of images, 513
ke word-rich, 202-203
reiative, 237
search engine ranking, 153
Usablenet, 825
user flows
diagram of, 772-773
error response, 775
final message, 775
help user flow, 774-775
opt-in flow, 773-774
optional, 775-776
opt-out flow, 774
overview, 772
positive picture of, 773
user-generated content (UGC)
experiential campaigns, 787-788
mobile posting, 787
overview, 786
social networking, 787
text-to-screen campaigns, 787-788
word-of-mouth programs, 788
usernames, WordPress, 84
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velocity, 215, 234
Verizon, 830
Vibes, 788
Vice President Internet Marketing (VPIM),
role of, 130
video
blended search optimization, 214-215
conversion goals, 326
creating and selling, 29-30
in link bait, 248
links to, 526, 540
mobile advertising, 804
testimonials, 100
using on websites, 98-99, 126
Vimeo, 248, 706
viral marketing (tell-friend) programs, 788
Visa, 836
VisiBone, 57
visits (sessions)
defined, 288
time on site versus, 295-296
tracking, 290-291
unique visitors versus, 292
VMIX, 804
VPIM (Vice President Internet Mar ! =ting),
role of, 130

/%

W3C (Worldwide Web Consortium), 826
wallpapers, 817
WAP billing (mobile Internet link billing),
835-836
WAP push, 846
Warning KPIs, 322
web analytics
bounce rate
analyzing homepage, 318-319
bottlenecks, 319-320
overview, 317-318

conversion goal funnels
finding, 338-339
interpreting data, 341-343
overview, 337
tracking, 339-341
conversion goals
attaching monetary value to, 327-329
conversion goal pages, 324-325
figuring out, 325
finding hidden, 325-327
interpreting data, 332-335
key performance indicators, 321-323
maintaining consistent, 323
overview, 321
tracking, 329-352
defined, 270
overview, 289-270
quality taipeis
checkinyg top content against, 315-316
cenchsions based on multiple, 316-317
10 jaity benchmark, 313-314
overview, 311-312
for page views per visit and time on site,
313
server setup, 277-278
setting up Google Analytic
creating accounts, 279-282
installing tracking code, 282-283
office filter, 285-286
overview, 278
site-search tracking, 284-285
traffic reports
basic metrics, 288-298
choosing tools for, 275-277
data collection, 271
functions of reporting, 271
hits, 287-288
JavaScript, 274-275
limits of reporting, 271-272
log file reporting, 273-274
overview, 270
page views, 292-295
privacy, 272
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referrers, 297-298, 299-308 controlling backups, 10, 141
sessions, 290-291 duplicate, 207
time on site, 295-296 font size, 55
unique visitors, 291-292 font type, 55
web bugs, 274-275 page-view tracking, 294
web analytics packages, defined, 270 pushing, 83
web bugs, 274-275 reasons why visitors leave websites, 63
Web Developer toolbar add-on, Firefox, transferring via FTP, 11
155, 158-159, 176, 187 valuable, 67-68
web marketing website copy
changes in since 2007, 15 connecting headings to, 229-230
Internet service providers C.O.N.VE.R.T. M.E. formula
attracting best, 140-141 adding value and urgency, 116
deciding whether to outsource, 141-142 calls to action, 116-:117
finding, 133-138 captivating hea<linies, 112
interviewing and selecting, 138-140 exposing soluticn, 114
nurturing partnerships with, 145 overview111-112
overview, 131-133 personaii«ation, 113
setting expectations and measuring recastuving attention, 115
results, 142-144 re‘niorcement of headline, 112-113
lead generation tosting for action, 115-116
audio and video on website, 126 validating facts, 113-114
chat, 123-126 description tags, 227-229
contact forms, 119-123 duplicate, finding, 254-255
overview, 119 elements of
social networks for targeted websziie calls to action, 103-104
traffic, 126-128 headlines, 96-98
overview, 129 human factor, 98-101
rating self on tasks related to; 21-22 overview, 95
team roles, 129-131 proving your solution, 101-103
web pages landing pages
having backups in your control, 10 educational content pages, 105-108
transferring via FTP, 11 overview, 104
webinars, creating and selling, 30 sales pages, 109-111
webmaster tools squeeze pages, 108-109
Bing, 160-162 overview, 95
Google, 160-161, 207, 282 title tags
overview, 160-161 branding, 226
WebmasterWorld forum, 648, 707 keyword stuffing, 226
web-safe colors, 57-58 overview, 225-226
website content. See also website design readable, 227
answering common questions, 35-37 telling your story, 226-227

calls to action, 103-104
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website copy (continued) setting up affiliate tracking, 43
writing training affiliates, 43-44
active voice, 222-223 content management systems
filter words, 221-222 alternative, 89
getting to the point, 223-224 Drupal, 88
hiring help, 231 Joomla!, 87-88
keyword density, 224-225 overview, 87
overview, 219-220 core company website
scannable copy, 224 overview, 76
setting routine for, 230-231 pushing content of, 83
simplicity, 222 securing, 84
stop words, 220-221 setting up, 78-82
tips for, 220 using WordPress for, 76-78
website design free blog platforms o supplement, 84-86
branding increasing new ci.stomer revenue
CSS, 54-55 back-end seliig, 39
logos, 53-54 cross-selling. 58-39
overview, 51-52 overview 27-38
slogans, 52-53 upseliing, 38
taglines, 52-53 joint venturing
colors finqing joint-venture hosts, 45-46
combining, 58 overview, 44
meaning of, 56-57 preparation for, 44-45
overview, 56 presenting plans to hosts, 47-49
web-safe colors, 57-58 membership websites
layout calculating revenue potential, 92-93
attracting attention, 69 defining, 90
heat map testing, 61-63 overview, 90
horizontal navigation bars, ¢5-67 types of, 90-92
overview, 60-61 monetizing traffic, 26-28
scrolling versus clickiug, 67-68 online transaction process
upper-right quadrans, 63-65 answering important questions, 35-37
overview, 51 components of, 31-33
photos, 58-60 overview, 30
prelaunch checklist, 70-71 shopping cart setup, 33-35
styling text, 55-56 overview, 9, 23, 75
usability optimization process of
testing for usability, 72-73 affiliates, 13
usability standards, 71-72 becoming recognized as expert, 12-13
website design experts, role of, 130 communicating solutions, 12
website design files, controlling, 10 controlling components, 10-11
website hosting logins, controlling, 10 establishing products and services, 12
website marketing joint ventures, 13
affiliate programs moving ahead with, 13-14
attracting affiliates, 43 traffic generation, 12

overview, 24-26, 42



reaching for traffic with content sites,
86-87
selling products and services, 28-30
strategy for
defining target customers and
competition, 15-16
financial goals, 17-19
importance of websites, 14-15
knowing limits, 21-22
spending per visitor, 20-21
traffic and conversion what-if scenarios,
19-20
traffic generation, 40-42
website submission, search engine
ranking, 153
Website Templates, 60
Webtrends, 803, 850
welcome e-mail, 475-476, 563
Where, 793, 796
white hat SEO, 150, 154
white lists (friends lists), 564
white papers, 122-123
WHOIS tools, 255
widgets
link building via, 241-242
WordPress, 81
Wi-Fi, 742, 841
WiMAX, 742
Windows Phone App Hub, 820
Wireless Application Protocel (WAP)
billing (mobile Intestiet link billing),
835-836
Wireless Industry Partnership, 820
WooThemes, 60
word-of-mouth (tell-friend) programs, 788
WordPress
content management systems versus, 89
converting websites to, 82
core company website
overview, 76-78
securing, 84
setting up, 78-82
installed version, 584-585
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online version, 581-584

plug-ins, 79-81, 84, 91, 121

as supplement to website, 84-85

themes, 60
WordPress Backups plug-in, WordPress, 80
WordPress Firewall 2 plug-in, WordPress,

84

Wordtracker, 167
Worldwide Web Consortium (W3C), 826
WP Security Scan plug-in, WordPress, 84
WP Super Cache plug-in, WordPress, 80
WP-Email plug-in, WordPress, 80
WPtouch plug-in, WordPress, 77, 80
writing quality

links, 236

search engine ranking, 153, 206
Wufoo, 121

Xenu Link Sleuth, 162, 191

XETML, 192

AML (Extensible Markup Language)
AJAX, 184-185, 339
data feeds, 604, 848

4

Yahoo!
pay per click, 354
unified marketplace, 446
Yahoo! Directory, 238
Yahoo! Groups, 90
Yahoo! Mail
filter settings, 568
header display, 499
Yahoo! Site Explorer, 161
Yellowpages, 216
Yellowpipe Lynx Viewer Tool add-on,
Firefox, 156, 186
Yelp, 216, 793
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YouTube z
finding questions on, 717

friends, 714

link bait, 248

media sharing, 705-706

optimizing video for search engines, 215
overview, 653

widget-style code, 241

ZIP code searches
conversion goals, 326
as funnels, 339

Zong, 829, 830

Zoove, 767



