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Building Targeted Traffic

So... you’ve got a great product.

And your Web site is a virtual sales machine.

Time for the third and final piece to the Web sales puzzle...

Attracting targeted traffic to your Web site.

Early in MYSS!, you learned that to thrive on the Web, 

you only have to win at three points, each under your control...

1) develop a great product

2) write a Web site that SELLS

3) attract targeted customers to the site.

If you succeed at all three steps, you will succeed.  Period.

This report completes the package.

From product... to a site that SELLS... to attracting targeted traffic,

you will be in control of what it takes to SELL.
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1.  Intro to Building Traffic
Methodical trial-and-error was the only way to discover what builds traffic.  Lucky for
you, you won’t have to do that!...  Because, starting from scratch, I have just about
tried it all.  Once I discovered what worked, I perfected it.  

That’s when traffic really started to soar.  From struggling along at 3,000 hits per
week, traffic rocketed to 50-60,000 hits per week... with half the effort it took to reach
the 3,000 plateau.

Sales, of course, increased proportionately, because my methods attracted only
targeted customers... people with an interest in what I was selling.

This special bonus report concentrates on what works.  Other techniques are only
mentioned briefly, for the sake of completeness.

You’ll learn how to build targeted traffic in the most time-and-money-efficient
ways possible.  I’ll cover...

• the most effective online methods for building traffic

• the  best “bang-for-your-buck” offline ways, too.

And we’ll devote special attention to what I call the “bargain of the millennium”...

... the single most important traffic-building method of all...

... the Search Engines.  This report includes everything you need to know to attract
motivated, interested customers to your site via the Search Engines.  And how to do
it powerfully and ethically, in such a way that even the most sensitive, stringent
Search Engine won’t object.  Actually...

... they’ll love the way you do it.
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This special report shows you how to bring targeted traffic to your site... cleanly,
simply, and with deadly effectiveness.

Ready?  Let’s get going...

1.1.   So What Do We Know For Sure?
You know the old adage that goes, “You get 80% of the benefit with 20% of the
effort?”  Well, with search engines, it’s more like 90-10 for sales-oriented sites!

By far, the most cost-efficient way to reach targeted customers is via the
search engines (SEs) and directories.  It’s the backbone of Internet marketing.  It
is the way to attract hundreds of new, targeted prospects each and every day. 

Many surveys have studied how surfers find and hit your site.  SEs and directories
are consistently at the top.  Here’s the order of importance (in decreasing order)...

• SEs and Directories -- SEs and directories are the single most important way that
visitors will reach you.  And they’re free.  So it’s no contest, when it comes to
measuring cost-effectiveness.

• Links from other Web sites -- links from other sites are a close second, in terms
of raw visits to all sites.  But, as we’ll see, link exchanging is simply not practical or
beneficial in most competitive business situations.  And they cost you a “link
out.”

• Printed media -- the strongest offline way that visitors use to find your site.

• Friends via word of mouth -- this is actually not a result of  promotion. It comes
from selling great products at a great price, and treating your customers like
gods.  Do that and your customer will tell 2 friends, each of whom will tell 2 friends...

... and so on, and so on.
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• TV -- offline technique, less popular than printed media.  It’s easier to stuff a
newspaper ad with the URL into your jeans than to remember one from a TV
commercial that you saw last night!

• E-mail signatures (i.e., sig files) --Not that popular, but easy to do, and free!  It’s
worth the few minutes it takes to design an effective sig file.

• Usenet Newsgroups -- may be useful if there is a great fit with your product,
usually not.  Becoming less and less important for business.

So what techniques are conspicuous by their absence, and probably not worth
the time and money involved??...

• Unsolicited e-mail -- I suspect that spammers try it, fail and then quit.  The
problem is that there is a never-ending supply of new spammers trying it.

• Banner advertising -- surprise?  I don’t know.  I never click on them, do you?

• Opt-in mailing list or e-zine -- don’t let the absence of this method fool you.  This
technique is not meant to generate a first visit.  The opt-in method captures the
person who is very close to delivering your MWR.  It allows you to build a
relationship with that person until they are comfortable enough to buy from you.  So
doing this well won’t show up much in your traffic stats.  But it will show where it
counts... sales.

Bottom line?  Until you master the SEs, time spent elsewhere is ill-spent.

1.2.   #1 Traffic-Building Reminder
Remember when you developed a thumbnail profile for your target market(s)?
Picture that person sitting at home...
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...relaxing in her easy chair.  From here on in, whatever she does,
there are only two possibilities...

1) She is not looking for your product.

2) She is looking for your product.

Brilliant, eh?  OK wait, don’t leave me... this obvious split is critical for building
traffic.

Let’s assume she’s not looking for what you offer, but that she does need your
product -- that’s why you’ve included her in your thumbnail in the first place!  Maybe
she knows she needs it, maybe she doesn’t.  That’s not important.

Here’s what is important...  How do you get your product in front of her
eyeballs?

Whether you use online or offline methods, you have to ask and answer these
kinds of questions...

• Where does she work?

• What does she do for fun?

• What does she read?

• Where and how does she travel?

• From the time she wakes up to the time she goes to bed, whatever she does,
what does she see and hear?  

As you develop this “activity log,” you’ll learn that she reads specialized-niche
magazines in the offline world, subscribes to e-zines and visits Web sites when
online.  She travels.  Certain radio and TV shows reach her.
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You have to find those places she visits, journals she reads, mailing lists to which
she contributes, and then figure out how to get your message in front of her...  in an
ethical manner.

Part of this special report covers the most cost-effective way to get your
message in front of the “not-actively-looking-but-receptive” target market.

Now let’s assume that she is hunting for exactly what your Widg-O-Matic
delivers.   When she looks, she must find you, right?

Right!

This special report focuses primarily on “hunting these hunters.”

After all, someone who is actively looking for something is going to buy it when she
finds it -- we want it to be from you!  The non-hunters, even if they could use a
Widg-O-Matic, do not yet have the motivation to look.  And if motivation is low, it’s
going to take more time and money to get the sale. 

After all, how many times have you seen or heard an ad for a...

... super-duper “read faster in 90 days” learn-at-home course?  Didn’t
you think, “Boy, that would be great if I could read and retain five times faster?”  Did
you do anything about it, though?

Nope!

But now let’s say that you are looking for a “speed reading” course on the Web.  You
enter “speed reading” into InfoSeek, and up pops that same company that wasted
its money on the radio ad.  

Since you did the looking, you are obviously a motivated, targeted customer.  And
“Speed-Reading Is Us, Inc.” has a much better chance to sell you!

Bottom line?  It’s much more cost-effective if you concentrate first on the
“hunters.”  Make sure they find you.

[ Page 6 of 196 ]



MYSS!,  Traffic... Intro to Building Traffic

As you read this special report, remember these two very different ways that you
and your prospect will meet...

1) You find her.

2) She finds you.

Whoops!  This only makes sense if you, the reader, are male.  After all, if you’re a
guy reading this, doesn’t the second scenario (above) look like a far easier “sell’ to
you?  

If you’re a woman who’s reading this...  As you read this special report, remember
these two very different ways that you and your prospect will meet...

1) You find him.

2) He finds you.

From the female point of view, doesn’t number two look like a far easier sell?

Whether you’re male or female... ;-)

No matter which traffic-building techniques, balance the required time, work and
expense against the number and motivation of the visitors you attract.
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2.  Online Ways
to Build Traffic

Let’s get right to the point and summarize the most important way to build traffic with
13 little letters...

S-E-A-R-C-H  E-N-G-I-N-E-S.

Why?  Because if you work the SEs well, here’s what you get...

• They bring mountains of traffic.  

• It’s targeted traffic, people interested in what you’re selling.

• High rankings on a search result page add to your credibility.  There’s an implied
“credential” to showing up on the first page.

• When customers find you, they hit your site with an open, interested mindset.
They feel smart.

• But best of all, search engines are just plain “do-able.”  Follow the advice in this
chapter -- if you do, you will succeed with the search engines.

I spent months studying how the SEs work.  Then I put that theory into practice.
PennyGold, a narrow-niche site if their ever was one, grew from a few thousand hits
per week to as high as 60,000 hits per week, mostly via the SEs.

Building traffic this way is, by far, the most time-efficient and cash-efficient  (free)
way to attract targeted customers.  Of course, if you have to spend months learning
how to do this, it’s not so time-efficient.  This report is going to let you “cut
straight to the chase.”

You really can get a great ranking... without using any tricks, any nastiness, any
techniques that even the most severe search engine “inspector” would complain.  By
reverse-engineering the SEs, it is possible to “score well” with each SE for many
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different keywords.  This generates a steady stream of targeted surfers in a
cost-efficient manner.

Search engines are so important that I devote an entire chapter just for them.  

The rest of this chapter will cover all the other online ways to attract traffic to your
site.  

We’ll start with the real... 

...time-wasters, “tried and true” ways to get the least results for the
most time (and money).

Then we’ll cover several useful online techniques, including one “no-brainer” and
several others that could prove quite fruitful, depending on your individual
circumstances.

They all pale, though, when compared to the power of the SEs.

First, the time-and-money-wasters...
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2.1.   Time and Money Wasters
The traffic-building techniques in this chapter can be summarized in two words...
don’t bother.  They will waste your valuable time and money... both of which could
be much better spent elsewhere.

Here they are, the least efficient ways to build traffic.

2.1.1. Link Exchanges

Link exchanges?  Great for hobby sites.  But...

• you lose customers when you link out

• it’s time-consuming to set up

• most sites won’t agree to exchange

• it’s bothersome to monitor (issues of trust).

Don’t spend time on this.  Unless, of course, for some unique reason, this
approach really makes sense for your particular business.

I tried it... I used the search engines and directories to find over one hundred sites
related to penny stocks and/or mining.  I divided them into categories...

1)  Business competitors -- no opportunity here, because they compete for  the
same customer.

2)  Business complementary to PennyGold.  For example, sites that are...

• mining-related, but not are not selling investment info.
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• about penny stocks in general, but are not about mining.

3)  Hobby sites -- focus of interest related to PennyGold -- good opportunity, but
often low traffic.

To find more sites that might link to PennyGold, I went to AltaVista and InfoSeek.  I
entered “link:www.yourcompany.com” to see who linked to me.  Then I did the same
for my competitors, to see who linked to them.  I added some of their “linkers” to my
list, figuring they were open to linking.

I drafted a nice “form letter” for each.  Introduced myself and the site, adding a
personalized compliment about their site, so that each letter appeared
customized.  Then I noted their link section, and mentioned that their visitors would
be interested in the content on my site.  I e-mailed it to each.  Net result?

Three or four links, almost no traffic from them, and...

... zero orders.  No one ever said... “Hey, I found you on the
such-and-such site.”  Yuck!

Bottom line recommendation?

Don’t spend any time executing a systematic link exchange program.  But
keep an eye open -- if you happen to come across a site that seems like a perfect
fit for a high-yield, targeted link, draft a letter requesting a link.  

It’s better to request a link than to make an offer to exchange links.  While no
one will want to give you a link to your business, they will perhaps link to an article of
value on your site.  The link you request from a site must add value to that site,
not just be of benefit to your business.

If the site wants to exchange links, it’s probably not worth your while.  Especially
since it should be your only link out, while others may have hundreds of links.

In the course of my link exchange experiment, I did find one highly targeted,
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high-traffic site...

GOLDSHEET MINING DIRECTORY
http://goldsheet.simplenet.com/index.htm

I requested a link, and received one with no link-back required, in two sections,
“Newsletters” and “Research.”  This actually did generate a couple of orders for us.
So I asked if he would be willing to exchange links on our Home Pages, which he
agreed to.  Bottom line conclusion?

After a couple of months, he did not notice any perceptible traffic change.  And while
we did receive two more orders, it was not worth the traffic we were losing.  So I
bought the link for $50 for a year -- this link has since brought  a few more orders
(@ $400 per), so it has been more than worth the money.

But this is the exception that proves the rule.  When you consider all the time I
spent on the whole project, it just wasn’t worth while.  Sooner or later, due to the
very nature of our business, I would have found GOLDSHEET.  At that time, I would
have requested a link.  So my bottom line recommendation remains...

Don’t spend any time executing a systematic link exchange program.  But...

... keep an eye open for the occasional special situation.

Some good-content sites build a comprehensive linking page and have an “ADD
URL” form, which is great.  Use it -- no need to return the favor with a link from your
site.   While it won’t build much traffic, it will add a link to your site, which scores a
few points in some of the search engines’ ranking algorithms for link popularity. 
Same advice here as for link exchanges -- keep your eye open, but don’t waste time
searching.

However, sites that are dedicated “Free-For-All Links Sites” are worthless -- don’t
bother posting to them.  The engines seem to ignore them once they catch on (so
they don’t help increase your link popularity rating).  And no one will ever, ever click
to your site from one of these!
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2.1.2. Banner Ads
Here’s the process...

1) Design a banner ad that will catch the eye of your target.

2) Negotiate the deal with the Web site.

3) Place it on the Web on a site that your target is likely to visit. 

4) Banner compels visitor to click-through to your site.

5) Receive and measure click-throughs (and orders)

6) Calculate whether it was worth it.

7) Improve the results.

Let’s review each step, then see why banner advertising wastes time-and-money...

1) Catch the eye -- banner design must be noticed...

• Depart from the typical -- be high impact, visually striking, and consistent with your
current marketing graphic themes.

• Use animation (especially horizontal movement) to get attention -- it must  be a part
of the ad, not a gimmick.

• Load quickly to get seen -- keep the banner size as small as possible (max = 10K,
under 7K best).  If the page itself is a huge, slow loading page, visitors will give up
before they even see your banner -- but you’re still charged for the impression!

• Are you the only ad on the page, and where will it be placed?

2) Negotiate the deal with the Web site

First, let’s get you in the proper frame of mind... negotiate, negotiate, negotiate.
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Only about 1 in 20 sites are actually sold out.  Show some serious, long-term
intentions, negotiate hard on price, and you’ll get a break.

And if you can’t cut much of a deal price-wise, negotiate on placement location.
Maybe you can get your banner on the top and bottom of the page for the same
price!  After all, there’s no way you want to share a page with a different customer,
right!  So why not put your banner at the bottom, too?

Web sites charge in one of three ways... 

• per-impression -- banner pops up, you pay

• per click-through -- viewer clicks on banner, you pay

• per-sale -- viewer buys, you pay.

Advertisers (that’s you) dislike paying per-impression, where you pay for the banner
simply being exposed -- your prospect may not even look at the banner.  Ask
advertisers what they do to ensure that the banner gets seen before the reader
scrolls or clicks away.

Banner vendors dislike the other two models.  They feel that they are not
responsible for your banner being able to generate a click-through.  Even more
doubtful for them is whether you can actually generate a sale, of course.

Pay-per-click-through is probably the fairest compromise. It’s measurable.  It
makes both parties partners.  And a click-through guarantees that the prospect has
seen the ad, but does not require a sale to occur.  If you can negotiate a
click-through deal, design your banners to “qualify” your prospect -- i.e., “weed out”
non-targets.

We’ll discuss per-impression, though, because it’s still the most common payment
model used.  CPM’s (cost per thousand impressions) range from US$20-50
(depending on how highly targeted the viewership).  With a click-through from
0.5-5%,  you end up paying from $0.40-$10.00 per visit.

This might make sense for the larger companies, who want to build brand
recognition.  But if you want to sell on the Web...  unless you have a unique,
high-end niche-type product with a high profit margin, the cost-effectiveness of
this type of advertising will be disappointing.  

If you feel that banners may make sense for your product, here’s what to try...
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Contract for a one-month trial run.  Do not lock yourself in for a longer term until you
are sure banners will deliver.  Experiment with different banners.  Rotate at least 3 or
4 during the month.

As you measure the returns of your campaign, you’ll know whether to build banners
into a long-term strategy.  And if you do, negotiate again!...  

Long-term advertisers are highly prized by ad vendors -- there ain’t many of
‘em!

Search engines sell banners according to keywords.  

For example, PennyGold could buy “pennystocks.”  Now, when a searcher uses that
keyword, the PG banner pops up.  This yields a far more targeted customer than a
general rotation of your banner.  It costs more, but it’s worth it.

Here’s what to do.  Go to a search engine.  Punch in “pennystocks” and hit
“SEARCH.”  What banner do you see?  Is it related, semi-related or unrelated to
“pennystocks”?  Hit “Refresh” or “Reload,” or “Next 10” for the next page of search
results.  Check the banner again... related or unrelated?  

If the majority of banners are related to the topic, your competitors are already there,
and your bargaining position with the SEs is weak.  If you do find competitor
banners, study them carefully.  What do they do right?  Do it better!

If the banners are totally unrelated, no one is buying this word.  You should be
able to negotiate a better rate... maybe even get the jump on the competition.

Of course, if you can get your site listed at the top of a search results page by
mastering the SE’s algorithm, you can get the same results for free.   And a listing
on a search results page is far more valuable than a banner ad on that same page!

3) Place the ad on a site visited by your target market

You can either...

a) do it yourself -- if you know what you’re doing, you’ll likely negotiate a better rate

b) purchase through your ad agency (for those with the budget).
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But however you do it, your core target market must make up most of the
audience for this site.  Rifle-shoot your media buys.

4) Get the click-through

All the rules of good sales writing apply, but you’ve got a problem.  You have to
cram it all...

... into a teeny little container!  

Here’s how to maximize your click-through rate...

• Your banner must set the tone.  Design it to appeal to the viewer (for example,
show a human being).  

• Use a single, simple-thought, benefits-oriented headline.  There’s not much space
in a banner ad.  Your headline will usually double as your offer -- make it
audience-appropriate and compelling.

• Offer something for free -- you can even put a free subscription form on the
banner.  When they click, they subscribe and proceed to the site!

• Hit with your biggest gun.

• Teasers and intrigue work -- pull the viewer to your site.

• Ask a provocative, yet selling, question.  Or use an incomplete thought -- a phrase
that begs to be...

• Use a graphic that will “stand out,” but one that fits the theme.

• Sex sells -- maybe I’ll put up a banner with a gorgeous babe and ask..

“Want to know how to make your site sell...
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       ... without putting me on a banner?”  ;-)

• Create urgency  (“Last Day!” or “Limited Time Offer”).

• Your call to action must be clear and strong -- get the click!...

•  Tell them -- “Click Here!”

•  Button-style graphic makes it clear what to do -- click!

•  Blue border around the ad implies “clickability.”

•  Add a clickable text link just below the banner.

• The overall tone and message of the ad must be appropriate for the audience.

• Interactive banners can be very effective.

• Use compelling “click me” ALT text for those who turn “graphics off.” 

OK, ready?  Think you’ve got a banner that compels a click-through?  Take the
acid test...

Be the customer...  Would you click on your banner??  Be honest -- think of the
thousands of banners that you don’t click!  What would make you click on yours?

5) Receive and measure click-throughs (and orders)

Your banner vendor must provide you with a real-time stats page that reveals the
following, for each banner...  

• the number of impressions -- i.e., the number of times they showed that banner

• the number of click-throughs -- i.e., the number of times visitors clicked on it
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• the calculated click-through rate.  

You must be able to verify these numbers.  Here’s the best way... 

For each banner ad at each banner vendor, create a unique blank Web page.
When a visitor to your banner vendor sees your ad and clicks through, she goes to
that unique page -- let’s call it a receiving page.

When she hits that page, a CGI script does the following...

a) It keeps track of the number of times this page has been hit (daily, weekly,
monthly and yearly totals).  Since that page is unique for a certain banner placed
with a certain vendor, you can now keep score of your click-throughs.  

b) It redirects your visitor to a preset page from your Web site.  Your customer
never sees the blank receiving page.  The preset page is likely to be the Opening
Page for the relevant product.

c) It sets a cookie for each visitor.  Since that visitor now has a cookie, you can
track her response to your site (ex., purchase, subscribe, etc.), both on the current
visit and on future visits.  Yes, you can measure actual sales, even if the sale
occurs a week later!

6) Calculate whether it’s worth it.   You know how much the banners cost you.
And you know what they generated.  Was the cost worth it?

Are you making an acceptable profit?  Acceptable profit may be “break-even” if
you attribute extra value to the lifetime value of a new customer.  Or it may even be
a loss if you are simply trying to generate subscriptions for a newsletter, or if your
main goal is to build brand awareness.

The key point is... you have an iron-clad way to measure the return generated
by your advertising dollar.

7) Improve the results -- Be systematic in your testing/tracking.  Use the banner
vendor’s stat page to keep the effective ads (high click-through), drop the others.

Banners burn out -- ask the site how long a banner remains effective.  Watch for
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signs of burnout and be ready to rotate a new and even better banner into the mix.

Look ahead -- if you keep the good banners, replace the bad with better ones, could
your banner program become profitable long-term?

Likely Bottom Line?...

Forget about it.  They’re expensive (especially compared to the SEs!).  The
click-through rate is low.  People come in with an attitude...

...“OK, ya got me here -- waddayagot?”

If you come across an extremely targeted site that sells banners, try the one
month experiment above, and see if I’m right.  They’ll say they don’t sell for just a
month, but insist...

“Hey, I’m serious here.  But why should I lock myself in for six months if the first
month proves that this is not a viable marketing tool for my business?  On the other
hand, if it’s successful, you’ll have a happy, long-term customer.  How about it?”

And bargain, especially if you do go long-term -- hundreds of thousands of sites sell
banners.  It’s a buyer’s market.

My mind’s open on the subject.  I’ll experiment with a few sites that fit my market for
this book like a glove, and see what happens.  Stay tuned -- I’ll update you.

Generally, though, unless you have money to burn, focus on free traffic-building
methods first.  If you’re determined to learn more about banners...

Four Corners Effective Banners
http://www.whitepalm.com/fourcorners/
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Microscope
http://www.microscope.com/
Analyzes banners, good and bad.

2.1.3. Banner Exchange via Banner Networks
Naturally, if you can exchange links, and if you can buy banners, it stands to reason
that you can exchange banners.  Companies that sprung up to facilitate this have
evolved into full-blown “banner networks.”  For more info...

LinkExchange
http://adnetwork.linkexchange.com/

Safe-Audit
http://www.safe-audit.com/

Major downside to banner exchange?  Customers click a banner on your site and
leave it before they get to your Order Page.  I prefer to keep the customers I have
worked so hard to attract.
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Also, you usually have to include a “LinkExchange” notification under the banner,
which makes you look like a “small fry.”   This hurts your credibility -- you don’t see
Microsoft using link exchanges.

Not a viable alternative for serious businesses with major ambitions. 

2.1.4. E-mail Marketing
If you even consider spam, you don’t deserve this book!

But let’s say you don’t care about the moral issues.  You still shouldn’t do it, for two
reasons...

1) It doesn’t work.

2) You’ll die a brutal, cyber-death.  For more info, read the following article about
Symantec’s disastrous flirtation with spam...

Wired News
http://www.wired.com/news/news/culture/story/10360.html

Bottom line? Do you like receiving spam?

It is possible to buy targeted lists of individuals who have specifically requested to
receive your type of communication.  This is acceptable behavior, and works
much like direct mail marketing.  But it’s probably low-yield (I have not tried this).
These people volunteer to get goodies offered by the companies who sell the lists.
How targeted and motivated do you think they are?

There is, however, one powerful and ethical way to market using e-mail... opt-in
e-mail marketing.  I mention it here because many people feel it’s a way to build
traffic.  It is, but that’s the wrong focus.  

Use opt-in e-mail as a sales tool and a long-term relationship builder, not as a
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traffic-builder.  The traffic is incidental.  That’s why we discuss this topic elsewhere.

2.1.5. Two-Way E-media
Two-way e-media (unmoderated mailing lists, newsgroups and forums) suffer from
the “damned if you, damned if you don’t”...

• If the members are loosely regulated (ex., the biz. and misc. newsgroups),
anything goes.  Sure you can post your message.  But everyone else can, too -- so
it’s flooded.  No one pays any attention!

• If the group is serious, it will have strict, self-enforced rules.  Post anything
that smells commercial, and you’ll be...

... flamed!  It takes a long time to build up a relationship with a
group like this, to the point where you can gently pitch them.  Why bother trying to
fool people, anyway?

Forget about coddling to these groups. If you have a genuine interest and want
to participate for non-commercial reasons, great!  But don’t try to cultivate them
for your own commercial purposes.

Besides, the number of people you reach just isn’t worth the time involved.  You
have to contribute regularly to have any chance of even a small response.  Which
means you have to read everyone’s postings everyday. 

And the spam that you’ll get from all the e-mail collectors puts the nail in the coffin.

Bottom line?...

Great... if you have a natural passion and want to contribute out of sheer interest.  

Bad... if you view this as a marketing tool, unless there is an extremely good fit
between your business goals and the interests of a group.

For most businesses, it is generally not worth the effort.
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Some people still swear by posting to these groups.  Just in case you have a special
reason to believe that this could be an efficient way for you to build traffic, I have
included a more detailed “how to” discussion in the glossary.

2.1.6. Classified Ad Services
Thousands of classified ad services have sprouted lately.  They range from those
offered by established newspapers on the Web to pure classified ads sites like...

Classifieds2000 seems to be one of the best of the bunch...

Classifieds2000 
http://www.classifieds2000.com

For a comprehensive list of Classified Web sites, see Yahoo’s listing of classified
Web sites...

Yahoo! Listings of Classified Sites
http://www.yahoo.com/Business_and_Economy/Classifieds/

For the most part, classified ad services are inappropriate for business purposes.
Here are the problems...

1) They are more oriented for consumer-to-consumer “one of” sales -- useful for
buying and selling a used car, but not of much use for selling software.

2) There are too many get-rich-quick schemes, which cheapens your image.
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3) Get ready to receive a lot of spam and scam!

4) You’ll receive very few serious responses.  I never look at these ads.  Do you?

2.1.7. Sweepstakes and Promotions
I’m not a big believer in sweepstakes and promotions... they seem like a lot of work
for a one-shot deal.  And potential legal headaches, too.  

But if you feel they may be useful for your biz...

Winning Ways Online Sweepstakes Newsletter
http://www.onlinesweeps.com/

So much for all the time-wasters.  Time for some useful traffic-building
techniques...

2.2.   E-mail Sig File
A sig file is a short info-sales-message that appears at the end of your e-mail.
Using sig files is as close as you can get to a marketing no-brainer.  I take it for
granted that you have one, right?  Right?

“Include a sig file at the end of your e-mail.”  This is like saying...

“Breathe.”

Sig files are not only of value in all your one-to-one e-mails.  They are especially
useful when you post to two-way online media.
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If you don’t have a classy, appropriate, sales-oriented sig file at the end of every
e-mail that you send out, make one now...

2.2.1. Designing a Sig File
A good sig file serves as a powerful, permissible “P.S.” that drives traffic to your
Web site.  A P.S. in a direct sales letter is a strong way to create a sense of urgency,
reinforce your #1 benefit, or make a special offer.  

Use your sig file in the same way as that P.S.

The overall impression should be professional.  Use a clean, sharp layout.  Adjust
the tone of language and the claims of your sig file to fit the tolerances of your target
market.  Don’t try to look like a “Get Rich Quick Guy” with cutesy sigs and abrasive
language.  

Your sig file should include...

• a divider line at the top to separate it from main body of the e-mail.

• your company’s or product’s name.

• key product(s) -- make a different sig for each product, and rotate through them. 

• your USP -- provide a compelling reason for qualified prospects to visit your Web
site.

• headline -- pitch the USP as a sharp, hard-hitting headline... or use a quote from a
well-known person (nice impression).

• make an offer -- entice them to visit your Web site... offer a free consultation or
special report or free subscription to your newsletter by visiting the site.

• URL of the Web site.
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• telephone/fax numbers, e-mail address.

Sig file pointers

• Don’t try to cram too much into your sig file.  It will just look crowded.  If necessary,
design a variety of sig files, one for each...

• product

• kind of customer

• general use -- business or personal, etc., etc. (examples below).

• Make your sig left justified...   6 lines max... no more than 65 characters per line.

• Do not use ALL CAPS.  Easy on the exclamation points!!!!!   No $$$$ sign$.

• Keep it simple. 

• Proof-read it... to death!

• Improve it... regularly.  Test a variety of headlines.  Keep the best ones. 

2.2.2. Testing a Sig File
Once you have created your sig file, send yourself a test e-mail.  

Is it impactful?  

Test the links. 

Does it wrap, or does it fit in the e-mail window?  

Make sure the divider line is only about 2/3 of the width of the page (to allow for
variations on other e-mail software).

Then e-mail a test to several friends.  Verify that it formats properly in their e-mail
software.  Get their opinions about the sig file’s contents.
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Once it’s “live,” watch to see how the sig file performs.  Adjust as you receive
comments.

2.2.3. Sample Sig Files
I use several different sig files -- for different products, for different kinds of
customers, for business as opposed to personal, etc., etc.  Here are some
examples...

GoodBytes Information Products Inc.   This is the name of the company that
markets both PennyGold and this book.  Since it’s a straight corporate sig, we keep
it strictly conservative...
-----------------------------------------------------------
GoodBytes Information Products Inc.
http://www.goodbytes.com/
kevoy@goodbytes.com   voice:450-458-1064   fax:450-458-1068
-----------------------------------------------------------

PennyGold -- Aggressive
PennyGold is our penny mining stock InfoTool.  Here’s the full-sale sig file, aimed at
a prospect, with product sale as the goal...
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
>PennyGold -- Powerful Penny Mining Stock Software
Become a sharp-thinking, independent, successful investor
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
>"I get the facts,I study them patiently,I apply imagination."
-- Bernard Baruch
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
>Web site ==> http://www.goodbytes.com/pennygold/
kevoy@goodbytes.com   voice:450-458-1064   fax:450-458-1068
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~

PennyGold -- Conservative
The toned-down sig file, for a more conservative reader, or for someone who is
already sold on PennyGold...
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~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
> PennyGold              http://www.goodbytes.com/pennygold/
"I get the facts,I study them patiently,I apply imagination."
-- Bernard Baruch
>kevoy@goodbytes.com   voice:450-458-1064   fax:450-458-1068
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~

PennyGold -- Tech support
We add this sig file for tech support e-mails. A totally different “reason to be”...
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
PennyGold Tech Support
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
>For tech support e-mails, please copy previous 
>e-mails so that I can "pick up the thread" quickly
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
Web site ==> http://www.goodbytes.com/pennygold/
kevoy@goodbytes.com   voice:450-458-1064   fax:450-458-1068
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~

Make Your SITE SELL!
Here’s the first draft of a sig file for marketing this book.  Who knows how it will
evolve from here?
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
>Make Your Site SELL!  (MYSS!)
The best idea in the world is useless... if you can't sell it.
What's the point of traffic... if no one's buying?
Order MYSS! TODAY...  increase your sales TOMORROW!
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
>Web site ==> http://www.sitesell.com/
kevoy@goodbytes.com     voice:450-458-1064     fax:450-458-1068
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~

2.3.   Affiliate / Associate Programs
In 1997, Amazon.com launched the first associate program.  

For the one person who has bought this book and doesn’t know, Amazon sells
books online... and only online.  Books, of course, offer information on millions of
different specialized subjects.  
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And there are millions, soon to be squillions, of sites out there, on an incredible
variety of subjects.

So Amazon figured, “Why not convert those sites into specialized, niche book shops
for us?  We’ll pay a commission when a site refers a customer who buys a book.”

And thus was the first associate program (AKA affiliate or referrer program) born.

Here’s how an affiliate program works, using Amazon as the example...

The affiliate provides links from his site to certain books on the Amazon site, books
that are related to the affiliate’s site content.  Amazon tracks where each visitor
came from, sets a cookie to follow her, and sees if she makes a purchase.  If and
when she buys, Amazon pays the affiliate a commission.

The Amazon arrangement has, at the time of this writing, some serious
disadvantages for its specialized bookseller-associates.  For one thing, customers
referred from your site probably won’t buy right off the bat.  And if they return, they
return directly to Amazon, not through your site.  Guess what?  No commission for
that!

Just think what you could do with an associate program that offered...

... a genuine partnership!

2.3.1. First, Is This For You?
Setting up an associate program is not a piece of cake.   Here are the major
issues...

• Complicated technical aspects that have to be executed properly.  

• There are legal issues.  Draw up a solid, but fair, contract.  A major lawsuit is both
embarrassing and damaging.
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• You have to design an application form for your potential associates.

• Either figure out a way to pre-screen applicants, or have a clean and easy way to
weed out troublesome, poor-performing or potentially embarrassing affiliates.

• You’ll have to distribute html code, graphics, logos, a “how to” manual...
everything your associates need to set up their stores.  

• You’ll need to develop a training program to help them maximize sales. 

• An accounting system to track sales commissions must be established.  Set it up
online so your affiliates can check their commission status at any time.

• You should e-mail a weekly or monthly newsletter, which includes the
commission report.   

• Checks must be cut and mailed every month.

• You’ll need to develop a marketing plan to build up your associate list.

• Tech support for your associates has to be in place.  You’ll be amazed at the
mistakes they make.

In short, setting up an associate program is a lot of...

... hard work!  I’m getting a headache just thinking about it!

Since it is a major commitment of your resources, make sure that the benefits of
this sales strategy more than outweighs its costs.  Consider three important
factors when weighing the two...

• the nature of your product(s) -- Does it make sense for affiliates to “sell” your
products?
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• the quality and quantity of your resources -- Do you have the people and
money necessary to start it, and to maintain it?

• the existence of high-traffic sites relevant to your products -- Are there
high-traffic sites that “fit” with your product and that would participate in your
program?

Once you have the answers to these three questions, answer the following...

Would you be better off deploying that time and money elsewhere?

Let’s consider three examples...

EXAMPLE 1  -- You are selling a single, simple, niche-type software... 

You may be better off relying on your own traffic-building efforts.  For example,
PennyGold appealed to a certain kind of investor that I knew I could reach on my
own.  There were not many high-traffic penny stock sites, and most were
competitors.
   
Conclusion?   I developed my own traffic.  If I was selling an unlimited number of
copies of PennyGold (only 1,000 copies were for sale), I would have developed a
very tight, simplified affiliate program for the most targeted, high-traffic sites, like
GOLDSHEET.

EXAMPLE 2  -- You are selling a product that has wide appeal.  A product, perhaps,
like...

... MYSS!.  There must be millions of people interested in selling on the Web.  There
were also several good, high-traffic sites that reach this market.  So it was natural to
approach them.

EXAMPLE 3  -- If you’re Amazon.com, you sell millions of books.  You also have an
unlimited amount of venture cap, and lots of technical expertise on staff.  A
full-blown affiliate program was a natural.
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2.3.2. Three Important Thoughts
While building your affiliate program, keep these important points firmly in mind...

1) Your prospective affiliate will first of all assess your product.  Do you sell a great
product at a good price?  If not, your affiliate program is doomed -- most people
won’t sell stuff that they don’t believe in.

2) Make it easy to join.  Make it easy to stay up-to-date as an affiliate.  A powerful
backend should transparently support your partner-affiliates. Of course, you should
know that by now!

3) Affiliates will constantly measure you and your program against others.
Execute.

OK, on to the key concerns of affiliates...

2.3.3. How to Build, and Keep,
Your Affiliate Sales Force

Affiliates are becoming more and more sophisticated.  They will try many different
programs.  You have to be competitive.  

Here are the issues dear to the hearts of prospective affiliates, in the approximate
order of importance (at least, to any smart affiliate)...

1) Treat your associates as true partners.  “Partner” is a frequently used, but
rarely meant, term.  Think of them as partners -- feel it.  Everything you do, not just
say, should reflect this thinking...

• Give your affiliate a great-looking package to put up on his site -- make him
proud to represent you.  

• Encourage them as partners.  Ask them to survey their customers for
satisfaction.  Offer an extra half-percent commission for outstanding customer
feedback.  Or a full percent for a great product concept (careful of legal issues).
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• Provide new and better ways to benefit your partners... always.

• And, most importantly, pay them as partners.  Which means...

2) Recognize the lifetime value of each referred customer by paying
accordingly.  Many programs only pay if the customer comes directly from your site
and buys a product during that visit.  As associates get smarter, they will realize
that this is totally one-sided for the store.   

Some referred customers will make many repeat purchases -- they’ll buy
accessories, upgrades and other products from you in the years to come.  In
short, each referred customer has a lifetime value.  

Pay your partner whenever his referral comes back to your store and buys.  Pay on
every purchase, not just the first -- lifetime customer sales.   Period.  Now your
partner is making residual income instead of receiving one-shot, one-purchase
checks.  

And if you sell a product that has “inbuilt repeat sales,” so much the better.  For
example, are you a Web hosting or long distance telephone company?  Terrific!  You
bill your customers month after month after month!  Your affiliate should get a piece.
This is true residual income.  Prospective affiliates regard these opportunities
highly.

When you promote to potential associates... 

... promote the benefits of residual income.  Run some
projections for potential associates.  It’s a powerful sales tool.

Residual income is concrete proof that you consider your affiliate as a partner,
not just as a cheap referring machine. 

3) Commission levels must be fair to both partners.  When paying lifetime
commissions, the best structure is a higher percentage for the initial sale, and a
reduced percentage for later ones.
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Setting commission levels can be tricky.  The commission levels must... 

• be competitive with other affiliate programs, and

• be high enough to motivate your affiliates, yet

• must be low enough to allow you to sell a product that is competitively priced in the
marketplace, while still making a good profit for yourself, of course!

To some degree, the commission level will also depend on the nature of your
product and your customer... 

In general, hard goods command a lower percent commission than digital goods.  If
you have a high priced, unique digital product, you can afford to pay a higher
commission.   If you sell soap, your commission will be low, but soap has inbuilt
repeat sales.  

Assume that 100% of your customers will eventually come from associates and
factor in a fair, competitive lifetime commission. If you cannot come up with a
percent commission (based on lifetime customer sales) that makes sense for both
you and your associate, don’t bother proceeding.  

In the long run, paying commissions based on lifetime sales will prove to be
the only way to run an affiliate-driven business. 

4) Develop fair frequency and minimum payment policies...

A weekly payment program is too expensive-intensive for you to maintain.  A
quarterly payment program will not satisfy your affiliates.  Pay monthly, but only
on amounts exceeding a reasonable minimum.  A side benefit of weeding out the
90% who are non-performers is that everyone should make their minimum payment!
No “unhappy campers.”

Cut checks only when the amount owed exceeds a reasonable minimum amount,
say $50-100.  Otherwise, postage alone will chew you up.  Make the minimum as
high as possible, while keeping associates happy.  It’s encouraging to receive a
check.
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5) You might have the best program in the world... partnership attitude,
commission on lifetime sales, high commission levels, and weekly checks.  

What good does it do if you’re a crook?  Or about to go bankrupt?!

Address issues of trust and credibility ahead of time.  Prove that you’re honest
and financially stable. 

Guarantee payment.  Most programs don’t even do this.  Go one step further... if
you can develop a mechanism that absolutely guarantees that your affiliates will get
paid what you promise, you’ll be way ahead of the curve.

One of the most important ways to prove your honesty is in how you handle
commission reporting...

6) Commission reporting must be rock-solid and verifiable.  E-mail a complete
accounting in your regular “Partners Newsletter”...

... and provide commission tracking online, too.  So your affiliate
can check it anytime.
  

Why e-mail a statement if you provide the info online?  

Because you are including it in the Partners Newsletter!  Your affiliate will read the
newsletter if he knows the statement is in it.  The newsletter keeps him involved...
otherwise, he tends to forget about you unless he has immediate high success.

In both your e-mailed statements and “real-time” online tracking, provide the
following data...

CURRENT DATA (i.e., info since last commission check)

• number of visitors referred by affiliate
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• number of units and dollar sales for each product or product line

• minus refunds, credit card chargebacks, etc.

• total commission owed to affiliate since last check

BREAKDOWN OF CURRENT DATA

• commission % for each product (initial and residual)

• commission totals for each product (initial and residual)

PREVIOUS DATA

• monthly commission history

• listing of all checks cut to date

• grand total of commissions since starting as affiliate

And here’s the clincher...

Offer a drill-down capability for the current period’s sales.  Each product’s itemized
line entry should be a link.  When the affiliate clicks on the link, he gets a Web
page detailing individual sales for that product.  For each sale, include... 

• a way to ID the customer (ex., first name and last 4 digits of credit card)

• the date of sale 

• the dollar amount.

In this way, you make the whole process verifiable by your affiliate.  He can ask a
friend to make a small order occasionally, and then verify that it shows up in the
drill-down.  This random spot-check keeps you honest, but more importantly...

... the fact that you even provide such a capability allows your partner to...

[ Page 36 of 196 ]



MYSS!,  Traffic... Online Ways

... sleep like a baby.

If you go to this extreme to treat your partner fairly, you’re 90% of the way to
establishing a rip-roaring affiliate program.  If it seems like a lot of work, think of it
this way...

... it’s cheaper than asking Price Waterhouse to send audited statements to every
affiliate!

7) Build community.  Your partner is part of a team.  Make him feel like it...

• A “Partners Newsletter” is a must.  Include product launch announcements,
great content, news about other affiliates, tips from others, contest and special
incentive announcements, etc., etc., etc.  And, of course, as mentioned above,
include a detailed statement of accounts in the newsletter -- it guarantees that
your affiliate will read it!

• Provide a forum or chat room or a mailing list for affiliates, so they can “talk”
with each other online.

• Get creative.  Build team spirit any way you can!

8) Never really take your affiliate’s customer off your affiliate’s Web site.
Provide an easy return to your affiliate’s site.  

Some affiliate programs accomplish this by putting the vendor’s Order Page inside a
frameset on the affiliate’s site.  In my opinion, this is not a good idea...

Even though you get this order, a frameset prevents you from being bookmarked
in your customer’s browser software.  While using a frameset might be a good idea
for a non-partnership-oriented approach, it is in both the affiliate’s interest and the
vendor’s interest if the referred customer bookmarks the vendor’s page.
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Actually, if you have instituted a partnership-oriented program, your partner should
not mind totally losing that visitor to your site during this session.  Long-term, it’s in
his best interest, because his interest is your interest.

9) The vendor’s product must fit with the affiliate’s site.  Recommend this
strongly to prospective affiliates.  Tell them that if the fit is poor, they’ll just end up
wasting their time.    

The most successful affiliates are those whose affiliate program is a natural service
of their Web sites.  It simply helps visitors find a relevant product at a good
price.

If your program is strong enough, you may even convince prospects to design a site
specifically intended to sell your product.  Encourage these dedicated
partnerships.

10) Don’t institute any stupid policies.  Geez, that’s kind of like saying, “Don’t
shoot yourself in the foot!”  Isn’t it?  

So why do some vendors charge a membership fee to join their program?  And why
do others require customers to enter the name of the affiliate when ordering?  

Simple.  They are either overly greedy, or incompetent, or both.

You’re not.  Review your program looking for “oversights” like this, especially if a
good part of the agreement was drafted by...

... your attorney!

2.3.4. The High Reward, Low Risk Answer
Naturally, a true partnership runs both ways.  You must not only take care of your
partner, you must take care of yourself.  And your partner should take care of
you, too!  So...
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Turn this into a high reward-low risk effort by doing the following...

1) First and most important, let me repeat -- make sure that your business
makes sense for this model.  If you don’t see an immediate and obvious fit, it’s
probably not worth the time, money, and effort.

2) Associate programs are subject to the 80-20 rule, except it’s more like
90-10.  Ninety percent of the benefit will come from 10% of your associates.  

Develop a program that encourages only the best entrepreneurs and the
90-percentile-volume sites to apply.  Weed out those who just cost you time and
money, and they do cost you... e-mails to answer, tech support to provide, etc., etc.
Set this “weeding out” ahead of time in your associate agreement to avoid litigation
by those you eliminate from your program.

A program with a true partnership approach and that offers residual income is
extremely attractive.  Not just anyone should be allowed to join.  Be picky, but
never arrogant.  And be selective both with respect to...

• who joins -- your application form should really be an application form!  The more
attractive your program, the more qualifying questions you can ask (never cross over
into arrogance, though).  If they don’t make the grade, you simply refuse the
application.

• who stays -- eliminate the 90%.  Yes, literally cut anyone who does not make
certain minimums within 6 months of joining.  Work with your 10% in spades.

3) Automate to the max -- during your testing period, many functions will be
handled manually.  As you see what repeats, automate.  For example, in the
password-protected affiliates part of the Web site...

• Set up a FAQ that answers their most frequent questions.

• Affiliates can download the total “getting started” package.  Clear instructions at
this stage will save you a lot of tech support time -- and will make your partner
happy, too!
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• Build an online training program.

• Set up an accounting page where affiliates can review their commission status.

• Use autoresponders.

• Automate your e-mail, as much as possible.

• Provide every conceivable piece of information and help that your partners could
possibly want.  It not only meets their needs, it cuts down your “maintenance time”
by heading off questions and requests.

4) Start slow, with a test period to ramp up and check all systems.  Once all is
running bug-free, build it.

5) If branding is important, make the presence of your logos on your associates
site mandatory.  Depending on how attractive your program is, you could require a
substantial presence on your partners’ sites.

6) Require exclusivity in your product category in return for the “lifetime customer”
commission?  By instituting a true partnership with lifetime and residual income, you
make a serious commitment.  Consider asking for this commitment in return.

2.3.5. Stay on the Cutting Edge...
This is a rapidly evolving field -- check Ralph Wilson’s Electronic Commerce
Research Room for up-to-date, vendor-oriented affiliate info...

Electronic Commerce Research Room
http://www.wilsonweb.com/research/associate.htm
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Another great link is The Associate Programs Directory.  It has loads of great info,
mostly directed towards the associate.  Check to see what the competition is
doing -- see the long list of associate programs that currently exist.

The Associate Programs Directory
http://www.AssociatePrograms.com/

And Refer-It is another great site for you to check what the competition is doing...

Refer-It
http://www.refer-it.com/

2.3.6. One Final Thought...
One final, important thought...

Building an affiliate program can get extremely complicated, very fast.  So...

... as always, no matter what...

K-I-S-S...

• Offer a great product at a great price.  

• Make it easy to join!  (But keep only the best.)

• Support the heck out of your partner.

• Execute.

[ Page 41 of 196 ]

http://www.AssociatePrograms.com/
http://www.refer-it.com/


MYSS!,  Traffic... Online Ways

2.4.   One-Way E-media
While marketing through two-way e-media is painfully low-yield, the one-way
e-media can indeed pay dividends...

... if you find a good fit!...

2.4.1. Ads -- The Seven Step Process
The price of an ad in an e-zine (e-mailed newsletter) or a moderated mailing list
is dirt-cheap.  It’s “zero risk” compared to banner advertising, and, on a per-dollar
basis, it’s higher yield.  So it’s worth a try if you can find one with an audience
that is a close match to your target market.

While building your own newsletter is the long-term way to build a business, you
can “rent” other people’s established and trusted newsletters by placing ads in them.
In fact, it’s a great way to build the subscriber base to your own free
newsletter!  Just mention “subscribe to our FREE newsletter” at the end of your ad,
and soon their subscribers will be yours, too!

The advantages are...

• Cheap -- You can afford repeated ads, experimenting with different text and
headlines.

• Targeted audience -- Interested customers produce good response rates.

• Negotiable -- E-publishers are often open to offers if there is unsold ad space.

• Life-Span -- Many e-zines have archives, so your advertisement gets ongoing
(albeit small) exposure.

• Transferability -- Subscribers forward the e-zine to friends.

Here’s how to go about it...
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1) Match your target with the subscriber base of the e-zine.  Find e-zines with
audiences that match your target market.  Here’s how...

a) The top two resources for e-mailed newsletters...

E-zines Database
http://www.dominis.com

John Labovitz's E-ZINE LIST
http://www.meer.net/~johnl/e-zine-list/

b) Don’t stop at newsletters.  Also look for targeted one-way (i.e., moderated)
mailing lists.  See the same resources covered in the glossary’s discussion of
two-way e-media, finding the right mailing lists, for how to do this.  They apply to
one-way, as well.

c) Do a search via the search engines (using your keywords plus the words
“mailing list” or “newsletter” or “e-zine”).  For example...

2) Subscribe and analyze.  The e-zine’s content and the nature of its advertisers
will give you a good feel for the readership’s interests.  Does it fit your target market?

Is there lots of solid, original content, or is it largely regurgitated stuff that has
appeared elsewhere?  Is it aimed at your target market?

Are there tons of ads?  Avoid these.  Most readers won’t even scan these.

Who’s placing ads?  If they sell products that are appropriate for your target market,
the fit is probably good.  If the same company is placing ads repeatedly, it’s probably
making money.
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Where do they place the ads?   Middle, just before the “feature article” is best.  

Do you feel “good” about advertising here?

Do they offer sponsorship, or only classified ads?  Generally, sponsorships are
worth the extra cost -- the high credibility and visibility does pay off.

3) Get the rate card, which reveals the size of the readership and the cost (usually
quoted as a CPM, cost per thousand).  CPMs range from $10 to $70, depending on
supply and demand, and how targeted their audience is.   

Ask the publisher to describe the readership (without telling what you are looking
for).  Choose the newsletters that seem to offer the best cost when measured
against...

• how closely the audience matches your target

• how “good” the e-zine is -- does it have a high content-to-ad ratio, or is it full of
ads?  Is the content sharp and original?

Ask the e-zine publisher for feedback from current and past advertisers, their
advertising policies, and whether they have any special offers for longer running ads.
Request the e-mail addresses of previous advertisers and ask them if they were
satisfied.

And, of course, e-mail the current advertisers about their results.  Be upfront and
direct, telling them that you are considering advertising.

The first three steps above are the keys to success in E-zine advertising.  If
you advertise to a targeted market at a good price, you’ll get great results.  But
you have to do the legwork.

4) Negotiate on both price and placement location, especially if the vendor
understands that you are planning multiple insertions.  You might be able to
negotiate a “per click-through” rate.  You can measure this by creating a receiving
page that “bridges” click-throughs to your Web site, as follows...
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5) Create a separate Web page to receive all visitors from the newsletter (use the
URL of that page in the ad).  This special page makes it a snap to measure how
many people came from an ad.  And if you set a cookie, it’s easy to measure
actual sales, even if the sale occurs a week later (discuss the best way to do this
with your techie). 

Tailor the contents of that page to...

... greet these “special” visitors.  Use all your good writing weapons --
start by hitting with your biggest gun and finish with your call to action, which may
merely be to click through to your Home Page, or perhaps directly to your Order
Page.

Instead of greeting them as above, consider programming your receiving page to
automatically redirect your visitor directly to the desired page on your site.  This
way, the receiving page still registers the hit, but the customer never even sees it.

6) Preparing the ad...

• Make the layout easy and appealing to read.

• Break the lines at places that make the eye flow.

• Headline must attract, not repel.  Be classy -- no exclamation points!!!!!!!!!!!!!

• Create urgency -- the reader must respond NOW, because the next step for that
newsletter is...

...the delete button.

• Offer something FREE (from your Web site) -- a free subscription to your
newsletter is a great way to entice a visit and to build your in-house audience.
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• Remember, Power E-mail! -- keep it under 65 characters wide. 

• The ad’s MWR is to get  the reader to your Web site.  

Many people prefer to get the reader to e-mail to an autoresponder.  But if you have
a good Web site that sells, why add this extra step?  The goal is to get your
potential customer to the Web site.  So...

If you don’t ask for his e-mail address (needed for your autoresponder), and if you
don’t make him read your e-mail letter, aren’t you more likely to get a Web visit by
just pointing him straight to your site?

Here’s a sample ad for MYSS!. I’ll be using it, and others, in tightly targeted
e-zines...

---------------------------------------------------------
>>            Make Your SITE SELL!...

Do YOU want to sell MORE from your Web site?...

... without having to spend an extra penny? 

... without EVEN having to increase traffic?

Download a FREE trial of “Make Your SITE SELL!” TODAY

... and start selling MORE from your site TOMORROW.

>>         http://www.sitesell.com/

>>“The BIBLE of site-selling.  Make YOUR site SELL.”

**************   Free Trial Download   **************
---------------------------------------------------------

Analyze this ad.  There is a lot in it...

• Do you feel the benefit?  

• See the commands?  Nothing passive in the ad.  
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• The “Free Trial Download ” at the bottom clinches it.

7) Test and repeat.  Design your single best ad for a 1-issue test.  Use your log files
to gauge the response.  If it doesn’t pull visits, try a different publication.  

If it does get a decent-but-not-great response, repeat in the next issue with a better
ad (yes, improve on your “best”).  Then measure response again -- it may take a
little repetition to build awareness and credibility.  But if you aren’t pulling well after 3
issues, time to find a different e-zine.  

What’s a good response?  Geez, that’s easy...  Measure the cost of visits vs. the
income from sales generated by your advertising.  Are you making a profit?

‘Nuff said.

2.4.2. Articles
Writing articles for e-zines is way better than paying for an ad, but not because it’s
cheaper.  Once you factor in the time it takes to write a good article, it’s actually
more expensive.  

The advantages over ads are big ones...

• The article establishes you as an expert, which means “instant credibility.” 

• Good content creates more than credibility -- it creates trust.

• The exposure is far better.  People look for the feature article!

Result?  Articles generate more targeted, prequalified, motivated visitors.

E-zine publishers are constantly on the lookout for valuable content.  Once you have
found a newsletter with a readership that matches your target market, study the
content and slant of the e-zine.   

What can you contribute?  Remember, the publisher must see value for her
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readers.  Here are a few questions that might jog a “content idea”...

• If I were a subscriber, what would I want to see?

• What do I know that would be of value to the subscribers?

• What is the most valuable content on our site, or related to our product?

Once you figure what the topic should be, write a proposal to the publisher.  The
letter should feature...

• a short, sincere compliment about the newsletter

• your background

• a brief summary of the article content, complete with compelling headline

• why it would benefit her readers

• outline of “the deal.”  Be clear about this.

Here’s a sample letter for MYSS!...

Dear Jane,

I’ve been a subscriber to your e-zine for a few weeks now.
Congratulations on a wonderful publication.  It’s informative,
instructive and invaluable.  I guess you could say it’s “in.” :-)

We’re launching a book that your subscribers would love.  It’s
called “Make Your SITE SELL!”  I don’t want to bore you with
details about me, but if you’re interested, please see my bio on
the site...

>> http://www.sitesell.com/author.html

I’d love to alert your readers to this book by writing an article
for them entitled...

“The Single Most Important Thing You Must Do on Your Web Site...

... If You Want it to SELL... and HOW to Do It.”
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Anyone who reads this will thank you for publishing it.  And
they’ll thank you again after they download the free trial of the
book...

>> http://www.sitesell.com/freedownload.html

In exchange, I'd ask you to include the following at the end of the
article...

---------------------------------------------------------
>>            Make Your SITE SELL!...

Do YOU want to sell MORE from your Web site?...

... without having to spend an extra penny? 

... without EVEN having to increase traffic?

Download a FREE trial of “Make Your SITE SELL!” TODAY

... and start selling MORE from your site TOMORROW.

>>         http://www.sitesell.com/

>>“The BIBLE of site-selling.  Make YOUR site SELL.”

**************   Free Trial Download   **************
---------------------------------------------------------

What do you think?  If you like the article, and if it’s well 
received by your readership, it would be my pleasure to become a 
regular contributor.

Thank you for considering this,
Ken Evoy, M.D.

This works equally well for Web sites.  If you see a successful, high-traffic Web site,
make the same proposal.  I’ve had Web sites contact me for the right to use articles I
have written for I-Sales -- that’s without me even looking to be published!  So keep
your eyes open for this kind of opportunity -- it can be blended in to the link
exchange concept above (ask for a link in exchange for an article of value).
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2.5.   Endorsement Marketing
If taking an ad in an e-zine is good, and writing an article is better, endorsement
marketing is best.

What’s endorsement marketing?  Let’s explain by outlining the process...

1) Find a non-competing Web site or e-zine that reaches your target market, in
big numbers.  If the name of the key person is not obvious from the Web site (it
usually is clear for an e-zine), do a Whois on InterNIC.  For example, if you do a
search for sitesell.com, here’s what you’ll see...

You would now know how to reach the key person at that Web site (in this case,
me).  You have a big jump if you e-mail directly to a name, directly to a personal
e-mail address.

2) Contact the owner of the site, or publisher of the e-zine.  Explain that you
have a product that you believe her audience would appreciate.  Offer to send
your product to her for evaluation.  If she likes it, you offer to pay her for marketing it
to her audience.  What could be simpler?

Key points...

1) She must sincerely like your product.

2) She must reach a large number of people who fall into your target market.

3) She must have an outstanding rapport with her customers.  She is in frequent
contact with her customers, and provides high value content.  They must love her
and trust her.  People far prefer to buy from people they know and trust, than from a
stranger.
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4) If #3 is true, then she is ten times more believable than you are.  Instead of you
placing a classified ad (low credibility) or you writing an article (better than an ad),
she writes a glowing article about your product, either on her Web site and/or in her
newsletter.  You cannot come close to this kind of credibility.

5) Her article should be a good sales letter, softened to fit the relationship between
her and her audience...

• benefits, benefits, benefits

• strong testimonial from her, and others

• rock-solid guarantee

• privileged offer to her customers that you don’t offer to others.

6) Your new partner brings much to the table...

• many customers

• customers who trust her

• each customer of hers who buys from you now also becomes a customer of yours,
with a high lifetime value if you treat that person well.

So treat your partner well.  Don’t squeeze on the commission you pay.  Be
generous.

7) You can blend this concept into your affiliate program, or run it separately.

Try this.  It works.
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3.  Search Engines
... Bargain of the Millennium

Search engines (“SEs”) deliver the very “best” traffic possible...

1) Since they find you, they are new customers.  After all, your existing customers
don’t need to “find” you again, so they don’t arrive via search engines.

2) These visitors are targeted... they must be, since they use keywords that relate
directly to your product.  The probability of a sale is directly related to how qualified
the prospect is.  Search engines deliver prospects who have qualified themselves!

3) They are motivated and “open to buy,” with much less resistance, since they
found you.  They hit your site feeling smart -- they believe that they are about to find
something of value.

4) Properly structured, SE traffic builds into a steady, long-term stream of
visitors... it will form the foundation of your traffic.

A steady stream of new customers translates directly into...

...a torrent of sales that would have otherwise gone to your
competitors.

When compared to the cost of a single direct mailing or a national TV advertisement,
attracting hundreds of highly interested customers per day, on a no-risk basis, is as
close to a marketing “no-brainer” as you can come.

Search engines are the bargain of the millennium.  Master them.  
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3.1.   The Single Most Important
Overlooked Fact...

If your product has the brand recognition of Coca-Cola or Microsoft Word, you may
not need to market via SEs.  

But suppose your customer is looking for a widget that will scratch her back and play
Mozart.  And further suppose that she does not know that you happen to make a
gizmo that does exactly that.  She’s going to head straight to her friendly,
neighborhood search engine and punch in...

That’s how people who want to buy will find you... virtually 100% of the time.
What does that mean to you?...

Your cyber-customer is not looking for you -- most people overlook this simple,
but vitally important fact.  She’s looking for a product with certain features, and
that will deliver certain benefits.  It doesn’t matter (yet) who is selling that product.

You say that you sell the best widget in the world?  Well, for now, that’s totally
irrelevant.  Because if you don’t show up in the top 20-30 listings delivered by a SE
when your customer looks for “widget,” your Web site simply does not exist for that
person.  If people can’t find your products through SEs, the value of your Web
site is a tiny fraction of what it could be.

Let me emphasize...

People don’t look for you.  They look for products, product features and their
benefits.  

3.2.   Understand How Surfers Search
Keywords are words or phrases that are used by Web surfers (when using search
engines) to locate Web pages that contain relevant information.  Basically, they are
words or phrases that your average person would think of if they were looking
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for what you sell.

This book uses the term “keywords” to mean both single key words (like “stocks,”
as well as key phrases (such as “penny mining stocks”).

Keywords are the linchpins to your success with Search Engines.  

Before you even start to brainstorm your list of keywords, you must first understand
in general how people enter keywords.  Here are the best sites that actually show
you search terms that were entered by living, breathing Web surfers, only moments
before...

MetaCrawler’s MetaSpy
http://www.metaspy.com/spy/unfiltered.html
Hit Return on your keyboard each time you want to see a new bunch.

WebCrawler’s Search Ticker
http://webcrawler.com/cgi-bin/SearchTicker
Hit Reload or Refresh on your browser each time you want to see a new bunch.
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Magellan Search Voyeur
http://voyeur.mckinley.com/cgi-bin/voyeur_queries.cgi
Hit Return on your keyboard each time you want to see a new bunch.  Magellan’s is
extra-cool, because if you click on the words, you go to the search results for those
keywords!

Spend some time at the above sites. You’ll notice patterns. The most important?... 

... few people enter a single, general word like “investing.”  They enter phrases.
 

For example, they don’t enter “stocks” -- they enter “penny stocks” or “blue chip
stocks.”  They don’t enter “software” -- they enter “investing software.”  

Yes, people who are new to searching will enter “investing.”  But when “investing”
returns non-targeted, unhelpful results, they learn to become more precise.  Then
they ask for “penny stocks” or “penny stocks investing.”

So don’t waste time trying to control general words.  The competition for them is
too tough, and it’s not necessary.  Instead, control keywords which have more
precision and relevance to your target market.  If a single word is specific to your
product, of course, add it to your list.

Remember, we’ll use the term “keywords” to mean both single words and phrases.

Another tendency you’ll note is that for certain kinds of phrases, surfers tend to
combine two words as one.  So they enter “pennystocks” instead of “penny stocks”
and “stockmarket” rather than “stock market.”  Obviously, you’ll want to score well for
both.

Danny Sullivan  has a terrific page on this topic, with a complete and up-to-date set
of links for studying people’s keyword behavior on the Web.  Don’t miss it...
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SearchEngineWatch Search What People Search For
http://searchenginewatch.com/facts/searches.html

3.3.   How to Generate Keywords
There are four excellent ways to build a list of traffic-building keywords...

• Put On Your Customer’s Shoes.

• Check out the Competition.

• Get the Search Engines to Help.

• Review Your Own Log Files.

As you use the these techniques to build your keyword list, remember this...

Don’t be judgmental.  If it seems at all reasonable to add it to the list, do so.  You’ll
categorize, prioritize, combine and delete in the next section.

3.3.1. Put On Your CustomerÕs Shoes
You can boost traffic tremendously by thinking like your customer.   Remember,
she doesn’t know you even exist.  So...

Get “outside the box” and you will foresee hundreds of possibilities. Anticipate
benefits, features, long phrases, even common bad spellings at times!

Be imaginative and put yourself in your customer’s shoes.  Make a list of
keywords as you answer these questions...
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1) What would your customer call your product?  Not your trade name, but the
common names that your customer would give it.  

For example, you manufacture “The Green Monster Grass Eater.”  But your potential
customer will enter...

... “lawn mower” or “grass cutters.”

2) What does your product do?  Often people will enter “mow the lawn” rather than
“lawn mower.”

3) What are its key features?  Perhaps your customer is looking for a small electric
mower -- so he enters “compact electric lawn mower.”  Maybe another one is looking
for a “tractor.”  Or is he looking for a “power mower”?

4) What are its key benefits?  Maybe you market an old-fashioned, non-powered,
blade mower.  Exercise is obviously a key benefit!  Develop a theme around this.  Or
maybe he’s looking for a “quiet” mower.

5) What else is related to your product?  Maybe his lawn mower is broken, and he
needs it repaired.  So he enters “lawn mower repairs.”  If you really get into your
customer’s head, maybe you’ll think that they might look for “lawn mower reviews” --
yes, they are looking for reviews about lawn mowers!

Bottom line?  

Assume that your customer does not know that you make what he is looking
for.  If he does know, it will be a snap to find your site -- after all, if he enters “Toro
lawn mowers” into a SE, what do you think he’ll find?

Do not list (as keywords) your company name, your product’s name or model,  trade
names, or any other words that are unique to your business.  If your customer enters
these words, she knows about you already!  

And in any event, since they are unique to you, you’ll show up well in the engines
automatically, simply because no (or few) other sites will use those words.
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To summarize this all-important point...

“Get outside the box” and think like your customer.  Don’t stop at 10 or 20
keywords.  The more good keywords that relate to your product, the more targeted
traffic you can drive to your site... if you know what to do with them (we’ll save that
for a bit later).  

3.3.2. Check Out the Competition
The quickest and easiest place to build keywords is at the Web sites of your
competition.  If they’re any good, they will have done a lot of the work for you.  If
they’re not (hopefully they haven’t read this book, right?), all the better!

But do not start your keyword list here.  Start by putting on your customer’s
shoes.  Do your own brainstorming first.  Once you see what your competition is
doing, you’ll be much like a blinkered horse -- only able to see what’s under your
nose.

OK, got your own list?  Really?  OK, here’s how to...

... spy on the competition, and learn their “top-secret” keyword
strategies...

STEP 1 
Go to the Web pages of known competitors.  A quick way to generate keywords is
to go directly to your competitors’ Web pages.  Do a VIEW SOURCE to see the html
of the Home Page, and for the Opening Page related to each product or product line.
Look at the Keyword META tag in this html document.  

Copy and paste all the keywords into a separate text document.  Review the list --
add other keywords that come to mind as you do.

STEP 2
Now to go to the pages of unknown competitors.  Pretend that you are someone
who needs your product, i.e., your customer.  Go to a search engine and punch in a
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few of the most obvious words that your customer would use, including words that
you found in STEP 1 and in the “Customer’s Shoes” section above. Does this turn
up more competitors?  Good.  VIEW SOURCE their pages, too.

STEP 3
Consider direct and indirect competition.  Direct competition is from companies
selling products or services similar to yours (ex., companies that sell toasters).
Indirect competition comes from products or services that can substitute for yours,
but are not the same (ex., companies that sell mini-grills).

STEP 4
Finally, Bruce Clay has a Web page that is phenomenally useful.  He has developed
a semi-automated way to generate keywords.  Just do up to Step 5.  After that, our
strategies diverge...

Bruce Clay’s Search Engine Ranking Tools
http://www.bruceclay.com/web_rank.htm

3.3.3. Get the Search Engines to Help
Search engines often introduce features to help users.  Use these to help you
fine-tune your pages.  

The following examples may still exist when you read this.  Or they may have
evaporated into the cyber-ethos.  But the basic idea remains -- check the engines
and look for special features that “accidentally” help you generate keywords.  

Let’s look at two examples,  GoTo.com and Excite.

GoTo.com
https://www.goto.com/linead/getlisted.cgi
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GoTo is a search engine with a clever concept.  Basically, you buy top spot for your
keywords.  Actually, if more than one company wants the same keyword, GoTo
ranks you in order of how much you bid for each click-through to your site for that
keyword search.  Once you are at GoTo.com, scroll down until you see the
following...

If you enter the word “stocks,” and then click on the Want a suggestion?   link, it
responds with a long list of related terms, as shown here (I show only the top 10, but
the page lists many more)...

We see that “stocks” is the stocks-related term most commonly entered by
searchers.  “Stocks” is a very difficult and competitive word to score on the top page.
I don’t even try, especially because only a small percentage of “stocks” searchers
would have any interest in penny mining stocks! 

However, one of my most important keywords is “penny stocks.”  When I found that
more people search for “pennystocks” as one word rather than two (“penny
stocks”), I was amazed.  When I searched the other engines, I found that almost
none of my competitors even used that word!  So...
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I put up a “gateway page” that focused on providing both the surfer and the search
engines with a solid emphasis on the single-word version, “pennystocks.”  Within a
few days, several engines were bringing me visitors who had keyed in
“pennystocks.”

For quite a long time, PennyGold had a Page 1, #6 listing for plain old “stocks” (still
does, as of the time of this writing)!  It happened as a side effect of nailing “penny
stocks” perfectly (Page 1, #1).  We had far, far, more orders from people who
searched for “penny stocks” or “pennystocks” than just “stocks.”

Now, here’s an idea on how to use Excite...

Excite Search Engine
http://www.excite.com/

When you search for your keywords in Excite, it provides you with the best results it
can, based on your request.  On its response page, it will also suggest other
words to add to refine your search.  Add the relevant ones to your list of
keywords.  For example, if you search for “penny stocks,” Excite suggests the
following words to add to refine a search...

investing 
pennies 
powerful 
realize
pence
dow
steinman
bonds
hardaway 
stock
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If you search for “stocks,”  Excite suggests...

investing
realize 
dow 
bonds 
stock 
sharply 
unissued 
penny 
witching 
investment

I have boldened the relevant keywords.  Below, I’ll show you how to use them to
enhance the “relevance” of your keywords as you write your Web site.

3.3.4. Review Your Own Log Files
If you already have a site that gets some traffic, check your log files.  Specifically,
examine the referrer fields of your log files.   Run them through a log file
analyzer to get the stats you need.  They will tell you...

• how your visitors are finding you.  This is useful but limited, since it only shows
you the words used by people who found you.  But what about those who do not
find you?  Geez, I’d pay a million for a tool that could tell me what words those
people are using!

Still, if you find a keyword that brings you loads of traffic on one engine but not on
another, you have an opportunity to increase traffic by perfecting that word for
other engines.

• how good a job your site is doing right now.  Review your keyword list you have
built so far.  Are people finding you by using those words?  If people are not finding
you by using words that you know to be important, improve the Web pages.  

Be patient just a bit longer... we’re getting closer to learning how to score well for
searches on our keywords.
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3.4.   Picking the Best 
Traffic-Building Keywords

So, you’ve tried on your customer’s shoes, checked out the competition, used the
search engines for help, and even reviewed your own log files.  That means you
have a long list of keywords.  

Now let’s turn it into a useful list!  In this section, we’ll categorize, prioritize,
combine, then prune and delete to arrive at our final traffic-building keyword list.  In
the sections that follow, I’ll show you how to use that list to build targeted traffic.

3.4.1. Categorize -- General vs. Specific Keywords
First thing to do with that list?  Categorize your keywords into two groups... specific
and general.  

1) General keywords -- By “general,” I mean words with a broad meaning, that are
somehow related to your product but are not specific to your product.  For
PennyGold, general keywords include “investing,” “mining,” “make money,”
“software,” “books”  and “stocks.”

Develop at least 3 general keywords.   Why?  Because many people will make
entries like “invest penny stocks” or “penny stock investments” or “how do I learn to
invest in penny stocks?”.  While it is difficult to score on the SEs’ first results page for
“invest,” I’ll show you how to increase your traffic by blending general words with
specific ones... a bit later in the book.

2) Specific keywords -- These relate very precisely to your product.  For
example, “penny stocks” is a specific keyword, my most important one at that.
“Penny mining stocks” is even more specific.

If you’re not sure whether a single word is specific for your product, just ask
yourself...  “If a Web surfer entered this word into a search engine, would she be
looking for my product?”  If you answer, “Not necessarily,” then you  have a general
word.
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Two common problems are products that tend to generate only general
keywords, and those that, you guessed it, have only overly specific keywords.
Here’s what to do in each instance...

If your best keywords are too general, it will be hard to rank to the top of the SE.
Break that concept down into specific sub-activities for various sub-markets that are
related to the more general keyword.  These can be “won” and will bring you highly
targeted, interested customers.  Want an example?

Let’s say you have a travel service business.  The keyword “travel” will be very hard
to “win” on every engine.  In order to attract the visitors you want, consider activities
related to travel, that also relate to your particular product.   So...

... if you sell vacation cruises to the Caribbean, provide the
keywords “Caribbean vacations” and “Caribbean cruises” and etc., etc.  Of course,
you’ll have a Web page that focuses on related content... but we’ll get to that in a
bit.

Let’s try this tactic on PennyGold’s mining stock investor.  Besides “mining stocks,”
wouldn’t he be likely to search for “mining newspapers” or “mining information” or
“mining investments”?  Keep adding to your list of keywords.  You’ll learn what to do
with your list later.

One final example...  suppose you market an Internet product (like this book,
maybe?)  Don’t use keywords likes “site” or “Web” or “Internet” or“Website” or
“Home page” in your listing.  These words are just too broad.    But it is OK to
combine a general word like “Web” with another one like “sales” or “marketing” to
come up with a more specific phrase like “Web sales” or “Web marketing.”

And, of course, do not use these super-common, totally non-specific words... a, the,
and, of, that, it, too.  SEs simply don’t store words like that.  So don’t include them
in keyword phrases.

On the other hand...
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If your product seems to suggest only very narrowly focused keywords, you
must broaden your horizons.  Because if you have only a small number of narrow
words, you will cut down your traffic unnecessarily.

Ask yourself, “In a wider sense, who are my customers -- what is the bigger picture
that they seek?”

For example, I originally thought that I was selling software for penny mining stock
investors.  Then I realized that PennyGold’s customers were not just those who
were already junior mining enthusiasts.  PennyGold’s market was really all
aggressive investors -- I knew that if they could find PennyGold, they would be
interested.  

Soon PennyGold was receiving visits, and orders, from people who entered “gold
options” and “precious metals” and “futures trading.”  They didn’t even realize that
they were looking for PennyGold... until they found it!

When a choice exists, choose the longer form of a keyword -- When someone does
a search for “consult,” the SE will find Web pages that contain, CONSULT,
CONSULTing and CONSULTants.  But if that person enters “CONSULTING,” the
SE will only find “CONSULTING.”  

So if you use “CONSULTING” as a keyword on a page, you have both “CONSULT”
and “CONSULTING” covered.  But if you use “CONSULT,” you only have CONSULT
covered.

For the same reason, use the plural form of any noun by adding an “s” where
possible.  

Of course, you have to temper that by considering what your customer is most likely
to enter, and by individual circumstance.  For example, if you decide that “penny
stock investing” is a strong keyword, you would not enter “penny stocks investing”
for two reasons...

1) The SE would not see this as a plural (the “s” is buried in the middle).

2) Your customer is more likely to enter the first version.

As the SEs become more sophisticated, this will become less and less important.
They will get better at recognizing “run,” “runs,” “runner” and “running” as all coming
from the same root.  More and more, you’ll simply pick the word that your target
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market is most likely to use -- the SE will adjust to recognize the other forms.  

But right now, if it’s a close decision, use the longer word.  In the “run” example,
“running” wins on both counts.

3.4.2. Prioritize -- Building Your Edge
Once you have categorized your keywords, it’s time to organize them into two
priority levels...

Priority 1 Keyword -- Your Priority 1 Keyword is the specific keyword that is
most likely to be used in a search by your customer.  

Now that you’ve separated the list into general and specific,  flag keywords that are
specific and important (i.e., most likely to be entered by your customer) to your
product.  

In the lawn mower example, “mower” is an obvious, important one.  “Lawn mower”
is arguably just as important.  Words like “grass” and “lawn” are too general.  “Grass
cutter” is less likely.  And keywords like  “power mower” are too specific.  Since
“mower” is part of “lawn mower,” we’ll list “lawn mower” as our Priority 1 Keyword.

For PennyGold, the keyword was “penny stocks.”  Unlike “mower” above, the single
word “stocks” was just just too general.  “Penny” by itself has nothing to do with
PennyGold.  And “penny mining stocks” is too narrow.  So “penny stocks” is
PennyGold’s Priority 1 Keyword.

If you know your product and your target market well, selecting your Priority 1
Keyword should be fairly obvious.  Of course, it will be obvious to your competition,
too.  So you’ll have to work to “own” your Priority 1 Keyword at the SEs.   

That’s certainly do-able, as you’ll see in the following sections.

Priority 2 Keywords -- Your Priority 2 Keywords are the other specific
keywords that may be used in a search by your customer.   Let’s build this group
in 3 steps...

1) Start with the other keywords that are specific and important (i.e., the ones that
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didn’t quite win the Priority 1 contest).  

2) Add the keywords from your master keyword list that are specific and have some
reasonable chance of being entered by a potential customer.

3) Build some by combining general keywords into phrases that have more specific
relevance to your product.  String general keywords into phrases that people
would likely use to “narrow” their search.   For example...

Let’s say that you are selling investment software for mining exploration companies
(Geez, what a coincidence!).  Your list of keywords might include...

mining

investing

stocks

exploration

These are all general keywords -- it would be hard to “win” for these rather general
words.  And it might not be worth the battle because they are too non-specific --
most people looking for “stocks” or “investing” are not interested in mining stocks.
And most people looking for “mining” are not investors.

However, when we try various combinations of the above words...

• “Mining stocks” is a solid, specific phrase that will bring in highly targeted visitors.

• But “mining investing” is not a phrase that people would be likely to use.

• People might very well enter “investing stocks,” but it’s still too non-specific for
PennyGold.  

• Finally, while “mining exploration” is a phrase that geologists would use, it’s not
likely that investors would.

From the above, I add  “mining stocks” to my Priority 2 list, but not the others.

Use this type of analysis and logic to build your list of Priority 2 Keywords.  Add as
many as you can think of.  Then proceed to the final keyword strategy that will
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increase your edge on the competition... Word Combos.

3.4.3. Combine -- Increasing Your Advantage
Almost finished!  It’s time for one final run-through of your list.  But this time...

List combinations of words that people might enter to find you.  

Unlike the phrases in our Priority 2 Keyword group, combinations do not have to
form a phrase that anyone would use -- in other words, the sequence of the words
is not important.  The words in a combination may not even appear next to each
other on your Web page -- they just have to appear somewhere on the same page.

Let’s call these Word Combos.

A potential visitor enters Word Combos into SEs in many different ways...

• she might simply string two words together in a “non-phrase” way, such as...

or

• maybe she’ll get fancy and enter...

or perhaps...

Either way, most engines will deliver pages which contain both of these words, not
necessarily next to each other.

Let’s look at a few ways for you to use this...

When deciding which Priority 2 Keywords to use, remember that when engines
look for phrases, they take into account how close the words are to each other.  
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For example, if an engine is looking for “penny stocks,” a page that focuses on the
phrase “penny mining stocks” will not score as well as a page that focuses on simply
“penny stocks.”  So I concentrate on scoring well for the phrase “penny stocks,” and
include the word “mining” a couple of times elsewhere on that page.  

This is a Word Combo of my Priority 1 Keyword “penny stocks” and the general
keyword “mining.”  It optimizes searches for “penny stocks,” yet still scores well for
“penny mining stocks.” 

Another example...
Someone who just searches for “books” is of no value to PennyGold, for two
reasons...

1) He’s not likely to find PennyGold.

2) Even if he does, he’s highly untargeted.

But what if I combine a specific phrase like “mining stock” with a general word like
“books” to generate “mining stock books”?  Well, I figure that I don’t need to work on
this as a PRIORITY 2 Keyword.  It’s too specific.  If I can control “mining stocks”
as a PRIORITY 2 Keyword, then I really only need to include “books” once or twice
elsewhere on the page.  So I list “mining stocks” and “books” as a Word Combo.

And another good use of Word Combos...

People are always looking for free stuff.  If you offer a free report or a free newsletter
subscription, don’t forget to make a page with your Priority 1 keyword, adding in the
general words “e-zine,” “newsletter,” “free e-zine” and “free newsletter.”  

This would be a good use for your “SUBSCRIBE NOW” page.  Build strong copy that
gets the subscription and that sends them to your Home Page.

OK, now for some homework.  Review your master keyword list one last time,
pulling out likely Word Combos that your customer might use.  In just a bit, you’ll
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learn how to write your pages to score high for this kind of search.

3.4.4. Prune -- Eliminate Keyword Overlaps
It’s great when your keywords turn up on page 1 of a search engine’s results.  But
you’ll get in trouble if overlapping keywords all turn up on the same first page.  

For example, let’s say that I design separate pages to score well (we’ll cover how
to do this later) for each of “penny stocks” and “penny stock tips” and “penny stock
picks” and “penny mining stocks.”   These four keywords overlap for “penny stock.”

Now let’s say my competitor does a search for “penny stock.”  She sees all four of
my pages on page 1 of the search return.  If she complains to the engine, I’m in
trouble -- it will do little good to explain it was an accident.

Don’t laugh... it happened to me on Excite.  Lucky I discovered it before anyone
complained.  I made changes to get some off the first page -- engines get mad when
someone submits so many pages that they crowd other relevant listings off the top
page.  Why?  Because it makes their #1 product, search results for their
visitors, a little bit poorer.

What to do?  Use Word Combos, as explained above.  Or, if that doesn’t fit your
circumstances, and if you really must design a separate page for each...

Design only two at a time.  If you see that they don’t both hit the spotlight, you
could add a third, then a fourth.  But even then, if an SE’s algorithm changes, the
overlap danger could jump up and bite you on the...

... you-know-what.

3.4.5. Delete -- Final Keyword Selection
Now it becomes simple...

Once you have your list of targeted Priority 1 and 2 Keywords and Word Combos,
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ask yourself this question for each one...

“If someone were looking for my product, would she really type that into a
search box ?”  

Kill the ones for which you answer “no.”

Ask the same question at a later stage, when you are brainstorming new keywords
to build traffic further...

For example, I was recently considering building more traffic to the site by
emphasizing words related to “money.”  So I went to the GoTo advertising page
and keyed in “money.”  Here’s what I got...

As I went through this list (I only show you the top 10 of an endless list), I realized
that these were not the people that would ever be interested in a serious investment
tool.  Pass.  

Building traffic just for the sake of traffic is nice for the ego, but...

... it doesn’t do a thing for the pocket book.  
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It’s not traffic that’s important -- it’s targeted traffic.  Targeted traffic, attracted by
specific keywords and Word Combos, will form the backbone of your buying
traffic.

3.5.   DonÕt Hurt Your Best Friends
Before we talk about how to write your site so that the search engines love you, it’s
important to keep one thing in mind... the Search Engines are your best friend.
But...

Search engines are businesses, too.  They live or die by the quality of their
searches.  Web users tire of useless search results... especially at today’s snail-like
pace (some people think “www” stands for “World Wide Wait”). 

Let’s pretend for a moment that you are searching for “ISDN modems” on AltaVista.
If AltaVista delivers a page that is full of sharp, targeted sites related to “ISDN
modems,” you will use it again.  And if you (and millions of others) keep coming
back, AltaVista makes money.  If not, it will die.

What’s that got to do with you as a Web vendor?  Everything.

As a Web marketer, it is natural to want to maximize traffic to your site.  But this
instinct can put you at odds with the Search Engines’ goal of delivering on-target
searches.  So read the following carefully...

If you do anything to fool a SE’s algorithm into delivering off-target results to its
customers, it will take that as a personal attack on its livelihood.   What would
you do to someone who attacked the very core of your business?...

... Exactly.  You’d fight back, no holds barred!

Search engines are your best friends.  Treat them that way and they’ll be good
to you.  Remember that Web surfers are the SEs’ customers before they
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become yours.

... So play nice.

I did not always realize the above.  If you think that this “friends” stuff sounds sappy
(OK, maybe I went overboard with the teeter-totter pic), maybe I can save you a little
time...

My attitudes towards search engines progressed through three phases.  Hopefully,
by reading about these phases, you can jump straight to “late Phase II,” at least...

3.5.1. Phase I -- Cutting Edge ÒTricksÓ
When I started PennyGold, I studied the SEs intensively.  Once I understood how
they worked, I set about developing a lot of tricks in order to score high for my
Priority 1 Keyword... “penny stocks.” 

Of course, I didn’t call “penny stocks” a Priority 1 Keyword back then.  That
concept did not yet exist.  For PennyGold, “penny stocks” was my one and only
keyword!  Big boo-boo.

By “tricks,” I don’t mean the nasty tricks.  I didn’t load up on the word “sex” to get
people to come to my site.  That’s just plain dumb -- it makes everyone mad.
Anybody who tries to mislead people to his site deserves what he gets... from both
the SEs and the visitors.  Nothing makes a manager at Excite madder than if her
customers are getting “bum steers” because of your efforts.

Nor did I employ the easy and obvious stuff like keyword loading.  We did some
very cutting edge stuff.  Nothing misleading.  No one arrived at a page that surprised
them.

For a few months, it was so effective that PennyGold even scored Page 1, #1 for
“make money,” which is almost impossible to do!  But it was a constant battle
competing with others for the top ranking of a small number of keywords.  One day,
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“make money” disappeared off the face of the earth.

So what happened?  A competitor probably complained to InfoSeek about our
techniques.  Or InfoSeek noticed others using one of them, too, and modified their
algorithm.  It would certainly be possible to abuse the techniques we used to
mislead visitors.  Regardless...

I realized that this “cutting edge” stuff was too much work and that the traffic
generated only lasted a couple of months.  Then you have to develop a new or
better trick.  

Even though I wasn’t “tricking” anyone, I still wasn’t working with the SEs yet.  But I
did decide to get off the “cutting edge” treadmill.  On to Phase II...

3.5.2. Phase II -- Gateways
Once I realized that it was crazy to spend a lot of time competing for a small number
of popular keywords, I asked myself... 

“Who is my target market, really?”  I realized that it was not just penny stock
investors.  Any kind of aggressive investor would find our approach to be of
interest... so “options trading” and “futures trading” and “commodities trading” would
all be good Priority 2 Keywords.

Also, since PennyGold focused on mining stocks, anyone interested in “diamond
stocks” or “gold mining” or “silver exploration” should be able to find us.

Not to mention “investing software” or “investment books” -- get the idea?  When you
think about the bigger picture, you can come up with many good Priority 2 Keywords
that will attract targeted traffic to your site.

OK, so far, so good.  I’m starting to build up a much better list of useful keywords.
But how do I get the PennyGold site to score well for all these words at the same
time?

The answer is... it can’t be done.  Not all on the same page, anyway.  Here’s
why...

Let’s say you want your page to score well for “penny stocks.”  How will the search
engine do this?  First, it has to count how many times “penny stocks” appears on
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the page...

... Let’s say it counts 12 of them.  But a raw keyword count is not good
enough...

It makes a big difference if your page has a total of 100 words, or if it has 1,000.  To
get a better feel for how important “penny stocks” is to the page, the SE divides the
raw keyword count by the total number of words on the page.  

This gives you the “keyword density” for that word.  The keyword density is an
important factor that the engines use to determine relevance.  But here’s the
problem...

You simply can’t score well on the same page for twenty different keywords.
Each word will dilute the others, so that you end up scoring poorly for all of them.

And that’s when I came up with the idea for... 

... gateway pages.  I would design special pages that were
“keyword-focused” for a single keyword.  A gateway page concentrates on
scoring well for a single Priority 1 or 2 keyword, with a few Word Combos
thrown into the mix.

The gateway page is not even a formal part of the site.  Customers find the
gateway via the SEs, then link to the main site.  You don’t link to a gateway page --
you link from it.  It serves purely as a gateway into your “real site.”

By designing 10, 20, 30 gateway pages, one for each keyword, I could cast a net
of keyword-focused pages over the Web, attracting tons and tons of targeted
visitors.

So, in December, 1997 that’s exactly what I did.  I registered two separate domains,
wired-ee.com and pennygold.com.  Why the different domains?  Although I was
not planning anything misleading, if an engine should object and penalize or even
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drop the gateway domains, my main site at www.goodbytes.com would remain.

I developed gateway pages for each of my keywords.  Then I divided them among
the two domains.  I linked the gateway pages to each other through invisible lines at
the bottom of each page.  Why?  I wanted SE spiders to index all the pages on the
gateway domain by following the links.  But I wanted prospective visitors to see
only the link to the main PennyGold site (at www.goodbytes.com). 

Once all was in place, I submitted the two gateway domains to the major search
engines...

And it worked like a charm.  Over the next few months, without spending any
more time after setting up my original gateway program, traffic built from 5,000
hits to 10,000, then 20,000 hits, finally hitting 50-60,000 hits per week.

And the orders multiplied in direct proportion to the traffic.

All without doing any extra work on maintaining or building the traffic (I was just
too busy answering e-mails, fulfilling orders, and handling tech support -- talk about
your one-man-and-wife-band!).

If we were selling an unlimited number of copies of PennyGold, I would have hired
and trained someone to do nothing but grow the SE program, once I knew it was
profitable.  But since only 1,000 copies were available, I was in no hurry to sell them
all, nor did we want to incur any marketing expenses to do so.

However, as this is being written in the summer of 1998, let me bring you up to the
true cutting edge.  Even though those gateway pages are still up and functioning
(they may be down by the time you read this), my thinking evolved radically when
InfoSeek dumped both gateway sites (www.pennygold.com and
www.wired-ee.com -- they’re still in its database, but they don’t score well for
InfoSeek searches).

Why would they do that?  Well, if you were InfoSeek, you’d complain about having to
index a whole bunch of pages that, let’s face it, are really just...
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... billboards for your main site.  What if everyone did this?

Also, many of my gateway pages were basically the same... the only difference
between the “gold mining stocks” page and the “junior oil stocks” page and the
“diamond exploration stocks” page was the keyword itself.  The remaining words
were all identical.

Now, there’s nothing wrong with that, in terms of delivering properly targeted search
results -- neither page will mislead.  But neither page delivers individualized
content for people interested in diamonds as opposed to oil.

While search engines deliver targeted results, and while the surfer/searcher won’t
complain because he does get a relevant page, the pages do not create true,
original content.  Gateways really are just billboards that create more work for the
engines.  

Yes, I know, it’s just “processing work.”  But buying that extra processing power still
costs them money, and if everyone does it, it’ll cost them a lot of money.  Just so
they can put up some free billboards for you and me!

Obviously, as more and more people use the raw gateway concept (my Phase II),
the SEs will develop measures to weed them out.  But they will never develop
protocols for eliminating true content pages...

3.5.3. Phase III -- Perfect Harmony Through
Keyword-Focused Content Pages

Phase III is based upon this basic premise...

Search engines are your best friends.  Treat them that way and they’ll be good
to you.

So what do I do now?  I do what the SEs want me to do...  I assume that a human
“inspector” from a search engine will read my page, look at the source code, and say
“Nothing wrong with that page.  It’s a valid page, and it deserves to be ranked
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highly.”

At the time of the writing of this book, I have only started to design and write the
sitesell.com Web site.  So I can’t show you any examples.  But if you go back to the
site and review it now, I’m sure that you’ll see many examples of a Phase III
approach.

But you won’t at PennyGold.  The Phase II (gateway) method is still effective right
now (summer, 1998), so it’s not worth the time and effort to rewrite.  It’s a major job
and we are only selling 1,000 copies of Pennygold.   Hopefully we’ll sell the 1,000th
before the gateways bite the dust.   ;-)

If you go to the sitesell.com site, you’ll notice that...

• I build useful content into every page.

• Every page is unique, written from scratch (i.e., no “template” gateway pages),
and...

... stands proudly on its own two content-heavy legs. 

• Certain pages concentrate on a certain keyword while still providing valuable
content.

• The keyword-focused pages are an integral part of the main site -- they are not
low-value, poor-content, “billboard sites.”

• Not every page is meant to score well for the engines.  Many pages have special
functions (testimonial page, order page, etc.), and are written without regard to how
they will score for the SEs.

Let’s talk about the Content Pages that have a special emphasis for certain
keywords. On sitesell.com, these pages form an integral part of the site by
delivering original, valuable content that is of value to the reader -- they are not
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intended “only for the SEs.”  

From here on, we’ll call these pages “Keyword-Focused Content Pages”
(KFCPs).  Each KFCP must survive this acid test...

No KFCP should be “just for the SE” -- it must deliver excellent content to your
visitor.  It does this while also emphasizing certain keywords so that the SE
correctly ranks it highly for that word.

The true WIN-WIN-WIN situation for the customer, the search engine, and the
vendor.

And here’s another big benefit of the Phase III approach...

Things get so simple!...

• No comment tags.  

• No worrying about just the right number of times to repeat a keyword in the META
Keyword tag.  

• No constant “staying on the cutting edge” time-wasting.  

• No off-target keywords to suck in untargeted customers. (“Hey, this site’s not about
Monica Lewinsky!  What gives?!”)

• No hoping that the SEs don’t change their attitude towards your “tactics.”

• No fretting about whether competitors will complain about your methods.

• No multiple domains, hidden inter-linking, etc. -- since every page is for the
customer, none of this is necessary.

If you live by Phase III, you’ll be acting in everybody’s best interests (SE,
customer, and you).  With that firmly fixed in the fleshy tablets of your
memory, let’s see...
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3.6.   How to Make the SEs
Love Your Site 

Search Engines change rapidly.  Their algorithms change.  Their formatting
changes.  They form and dissolve new partnerships almost as often as I change my
socks (and I change them daily, in case you’re wondering).  You could go nuts
worrying about all the details.

Luckily, due to the nature of what SEs do (they search!), we can boil it all down.
This section and the next focus on universal, timeless SE principles that simply
won’t change over the next few years.  

Whoops!  Did I just hear you ask, “What the heck are universal, timeless SE
principles?” 

Great question!  And just at the right moment, too!...

• “universal” -- these principles are so fundamental that they apply to all the SEs --
they’re the “Lowest Common Denominator” principles.

• “timeless” -- again, they are so intimately tied to the very essence of what a
search engine does (find and rank relevant sites), that these principles can never
stop applying (“never” in Internet time = 3 normal years!).

• “SE principles”-- the principles (outlined in this section) that will keep you on
Page 1 of the SEs’ search results when potential customers ask them to look for
your keywords.  

Ready?  Here are those principles...

3.6.1. Find-Click-Click

Timeless Principle #1
              
Customers reach your site via SE by finding-then-clicking-then-clicking.  This
means that you must write to please both the SEs’ algorithms and your
customers!  
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It’s the same three steps, over and over...

• STEP 1 -- Find -- Your potential customer must first find your Keyword-Focused
Content Pages (KFCPs) via the SE.  So a KFCP must rank highly for the keyword
that it focuses upon, when a prospective customer enters that word into a search
engine.

• STEP 2 -- Click -- Once that person finds your listing (i.e., title and brief
description) for your KFCP on Page 1 of the SE results, it must compel her to click
through to the KFCP.  

So write a snappy, benefit-oriented title, then write some sharp copy that tells your
potential customer “what’s in it for her.”  In a moment, you’ll see how to make the
SEs use that copy as your description in the listing.

But here’s the catch -- as you will see, the SEs use the title and your copy to
determine your relevancy ranking.  This means that you must write to please
both the SEs’ algorithms and your customers... simultaneously!  

For example...

PennyGold might rank high on the relevance scale for “penny stocks” if its title
was...

“Penny Stocks, penny stock, PENNY STOCKS” 

and if the description was...

“Penny Stocks software, penny stocks books, buy mining PENNY STOCKS, THE
best penny stocks system.”

But don’t you think this actual Page 1, #4 listing in HotBot is much more likely
to get the click?...
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And finally...

• STEP 3 -- Click -- Let’s say that your KFCP is on the first page of the SE results
for its keyword.  Even better, let’s assume that the SE listing does compel a click
through to the page.  

Now the KFCP itself must be strong enough to hold your reader and make her
click through to a key part of your main site... likely to the product’s Opening
Page for the main pathway of that product or product line.  This ensures that the
customer starts properly on the road to your MWR Closer Page.

So, to repeat...

Customers reach your site via SE by finding-then-clicking-then-clicking.  This
means that you must write to please both the SEs’ algorithms and your
customers... at the same time!  

Depending on your circumstances, you might program your KFCP to click-through to
a page other than the Opening Page (for example, to the MWR Closer Page
directly, if you are able to sell the customer right off the single KFCP).

Your KFCP is only as strong as its weakest STEP.  Let’s review those same three
STEPS...

STEP 1 (Find) -- If your potential customer does not find your KFCP on the first
or second page of the Search Engine’s search for your keyword, well, you simply
don’t exist for that word.  It does not matter how well that page accomplishes STEPS
2 and 3.

STEP 2 (Click) -- If your customer does find your KFCP,  but your title and
description are boring or tacky, your visitor will probably not click to your KFCP.  It
does not matter how well it delivered on STEP 1, nor how well it handles STEP 3.

STEP 3 (Click) -- OK, potential visitor finds KFCP... she clicks to KFCP... KFCP
stinks up the joint... she does not click to visit your site.  Nope, she merely hits the
BACK button to return to the SE results page.  Which means... nailing STEPS 1
and 2 were all for nothing.
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Let’s make the chain unbreakable.  We’ll start with how to write and design a
KFCP that gets found!

3.6.2. One Keyword... Everywhere and Often

Timeless Principle #2
              
Use only one Priority 1 or 2 Keyword per page -- use it often and everywhere.

“Everywhere” means...

• in the title

• in the META keyword and description tags

• in the main body copy

• in headlines

• in links

• in ALT tags

• wherever else you can think of.

Picture this.  You have a Web site called “Everything Aardvarks.”  Someone
just asked AltaVista to find pages on the topic...

... “aardvarks.”  So it looks through its database of a zillion Web pages.
How is it going to decide which ones are most relevant?

Of course! It’s going to look for “aardvarks” in the title, in the META tags...
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everywhere. 

But it’s going to look for them in a way that a normal, aardvarks-focused page
would use them.  So “aardvarks” should appear, often, but not too often, in the
title, META tags, headlines, etc.  The engine analyzes where and how often
“aardvarks,” and the singular, “aardvark,” appear. 

So pepper your KFCP with “aardvarks” everywhere. If you do, it will rank high for
“aardvarks” relevance.  

... And it won’t score at all for “zebra.”

Since people might look up “aardvark feeding” or “aardvark breeding,” work those
Word Combos into the main body copy of the KFCP, too.

If your product is specifically about “aardvark breeding,” then “aardvark breeding”
might become your Priority 1 Keyword.  How would you decide whether to replace
“aardvarks” as Priority 1?

Study the search results for both “aardvarks” and “aardvark breeding.”  If it appears
that “aardvarks” is extremely competitive, while there are few sites about breeding,
focus on “aardvark breeding.”  If not, stick with “aardvarks” and supplement with
“aardvark breeding” (as a phrase and as a Word Combo) on that page.

Bottom line?  Use one keyword throughout each KFCP, and use it often.

The best way to show you how to write an engine-efficient KFCP is with an
example.  This is an example of a page that I optimized for “pennystocks” (yes,
as a single word).  

I chose it as the example because I wrote and posted it to the Web most recently
(August, 1998), after I discovered that more people look for “pennystocks” than
“penny stocks” (as two words)!  Within a few days, this page was bringing me
targeted traffic, as was “stockmarket”.   

Here’s its Page 1, #9 listing on InfoSeek...
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Yes, it’s a gateway page.  I’m stuck with this Phase II concept for PennyGold -- it’s
just too much work to change over unless its effectiveness drops completely before
we sell all 1,000 copies of PennyGold.

But a gateway page is still useful to show you how to write an engine-efficient page.
You use the same techniques to design Phase III KFCPs that get found by the
SEs.  The big difference between a Phase III KFCP and a Phase II gateway page is
not in how it is written.  It’s in how it is used...

Each KFCP offers unique and valuable content, so it stands on its two legs as an
integral, useful part of the main site.  It is not a low-value, poor-content,
only-intended-for-the-SE billboard.

Review the example now, then come right back here.  There’s still more stuff to
do in this chapter.

3.6.3. Score Higher and Higher

Timeless Principle #3
              
You won’t hit Page 1 of the SEs’ search results on your first try.  Keep trying
until you make it.  

Here’s how...

Write a page after you have studied the example.  Submit it to one of the
faster-to-index SEs (InfoSeek, HotBot, or AltaVista as of this writing).  Check back
in a couple of days and see how it performs.

Improve your ranking by experimenting with the concepts outlined in the
example.  Once you have improved the page, submit it again.  Experiment with
some of your own ideas.  Check back later to see if it has made it to Page 1.  
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Repeat this process until you do make it to page 1 for most of the SEs.  Use
this format as a template for future KFCPs.

Three caveats...

• Once you’re on Page 1, don’t try for #1, Page 1.  You’re more likely to fall off the
page, than move to the top spot.  And being on the first page is more important.

• Don’t worry too much about trying to score high for all engines.  It’s only possible to
do well with most. 

• When you experiment with a new version of your page, keep the original version
as a copy.  If your most recent effort kills traffic, you can always re-submit the older
one.

Now that you have a strong format for your KFCPs, it’s time to start putting things
all together...

3.6.4. Plan It Out First

Timeless Principle #4
              
Plan before you write.

Generate your keyword list before you write even the first word of your
Opening Page.  Then pick your Priority 1 Keyword.   Then settle on your Priority 2
Keywords and Word Combos. 

Only then is it...

... time to write your Opening Page.

Your Opening Page must achieve its sales objectives while maximizing use of
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your Priority 1 Keyword.  Weave this word throughout your Opening Page, as
explained in the previous section, and in the example.  And blend in one or two
general keywords (remember your Word Combos?) at the same time.

Opening Page finished?  Great!  Now write the rest of Content Pathway Pages, all
the way to the MWR Closer Page.  These pages must fulfill their special roles and
functions.  Write them without concern for keyword density.

Hang on!  We’re almost done!...

Now write one Keyword-Focused Content Page (KFCP)  for each of your Priority 1
and 2 Keywords, creating truly original and valuable information for each of these
concepts.  Blend in your general keywords as Word Combos where appropriate.

Before you actually write each KFCP, however, plan some more!  Plan what?
Plan how these will fit into the sales effort of the pathway from Opening Page to
Closer.  Next we’ll see how to make them an integral part of your Web site...  

Yes, now we’re done!  Take a break!

You might feel that the Opening Page is so important to the site-selling effort that
you should not compromise it by worrying about how keyword-dense its copy is.  If
you feel the same way, write the Opening Page purely for its big-gun function.
Then create a special KFCP for your Priority 1 Keyword. 

Remember, though... there is an advantage to making your Opening Page
keyword-dense for your Priority 1 Keyword.  Prospective customers who find this
page via the SEs will come directly to your Opening Page.
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And usually, it should not be too awkward to make the Opening Page
keyword-dense for your single, most important keyword.  After all, that keyword is
what your product is all about!

3.6.5. Serve Customers and Search Engines

Timeless Principle #5
              
Integrate KFCPs into the site such that customer and search engine are both
well-served.

Unless a KFCP serves double-duty as an Opening Page, limit the navigational
options to and from it.  Design each KFCP much like a dead-end side-branch...

Links to the KFCP -- these can be either internal or external...

1) Internal Links -- These are links from within your site to the KFCP.  They provide
drill-down info-gathering capabilities for your visitor.  Here’s an example...

Let’s say you have a product line with four individual products.  If each product has a
different Priority 1 Keyword, here’s what to do...

a) Put all products on a single page.  The multi-product page shows a small
picture of each product.  Support each graphic with a summarizing paragraph of
“benefits and features” copy.  

This multi-product page is not intended to generate traffic.  Instead, it acts like a...

... traffic cop.  Each product on the “traffic cop” page links to a KFCP,
pulls in traffic and then directs it on to the main site.
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Now create the KFCP for each product.  Make it a bona fide  Content Page --
include more detailed info, features, benefits, sharp pics, etc. -- write to please your
customer and the SE.

Done already?  Great!  Just in time -- here comes your customer, arriving at your
multi-product page. She wants more detailed info about a particular product.  No
problem!  She just drills down to its KFCP from the link on the multi-product
page. 

A “traffic cop” page doesn’t have to be a multi-products page.  For example, the
www.sitesell site will have a “Who’s it for” link.  This will lead to a page that says
something like...

“Whether you’re an entrepreneur selling info-products, or a home-based
business selling a service, MYSS! will quadruple your Web results.” 

Each of the bold-underlined words links to a KFCP for that keyword (ex.,
“entrepreneur”).

b) Or you could provide a Cisco-like pull-down  menu  directly to each KFCP
Product Page.

c) Or you could include each and every Product Page on a Site Map.

Bottom line for internal links?  Provide value for the visitor on your site.

2) External Links -- two kinds of outside sites will provide links to your KFCPs...

a) Search Engines -- when your potential visitor enters one of your Priority
Keywords, one of your KFCPs turns up on Page 1 of the engine’s search results.

b) Other sites  -- they choose to link to you in order to provide their visitors with
useful content.

Bottom line for external links?  Provide value for the Web surfer looking for
what you offer.
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Links from the KFCP...

As we have just seen, your KFCP receives two different kinds of readers -- visitors
arriving from search engines or other sites, and drill-downers from within your own
site.  So it will use two different links to direct them appropriately...

1) Visitors arriving from search engines or other sites -- after a newly arrived
visitor has read your KFCP, provide a click-through to an appropriate page on
your main site (usually an Opening Page).

2) Drill-downers from within your site -- after this visitor has read your KFCP,
provide a click-back to where they came from, usually the main pathway.

Word the two kinds of links so that their destinations are very clear.  Make sure
that the...

• newcomer-via-SE clicks-through to the Opening Page

and the...

• drill-downer knows to click-back to the Main Pathway.

3.6.6. Be Flexible -- Fit The Situation

Timeless Principle #6
              
Be flexible in your use of KFCPs.

There are more possible Web scenarios than I can anticipate for this book.
Depending on your own circumstances, how you integrate KFCPs will vary widely.  

Let’s look at one more example to show you what I mean...

Suppose PennyGold is one of four financial software products that you offer for
sale.  Each product has substantially different target markets.  Each has its own key
benefits.  None are easy sells -- they’ll all require a major effort.  How would you
integrate KFCPs in this scenario?
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Your Web site Home Page would hit the visitor with major benefits and pull her to
link to your main Products Page.  This is your “multi-product-traffic-cop” page with
thumbnails of all four products.  The difference here is that you have four entirely
different products, rather than four products within a product line.  So...

On this site, each KFCP will not be a mere drill-down-for-more-info-before-ordering.
It will be the Opening Page on a pathway towards the Closer Page for that
product.

The PennyGold page itself would have its own traffic cop page.  For example, you
might see the following for PennyGold (and something similar for each of the
others)...

Serious, powerful  penny stocks software 
shows you how to invest in penny stocks 
... AND gives you ALL the tools to DO IT.

Who is PennyGold For?

Aggressive Investors of All Kinds

PennyStock Investors

Mining Stock Investors

Options Traders

Futures Speculators

Looking for “Hot Stocks”

Keep Listing Other Priority Keywords

The main blue link (immediately under the logo) uses punchy, short,
benefit-laden copy to encourage click-through to the Opening Page for PennyGold.
Your Opening Page will focus on “penny stocks” since it is your Priority 1 Keyword.
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Links to the KFCPs 

1) Internal Links

All the other blue links (below  the black “Who is PennyGold For?”) send a visitor to
a KFCP optimized for one of your Priority keywords.   Each KFCP provides original,
interesting and valuable content while selling PennyGold (from its own unique
perspective).  Examples?...

A visitor sees “Options Traders” -- “Hm-m-m,” she thinks.  “I’m interested in
options.  But what does this have to do with options trading?”  So she clicks on it.
The KFCP builds a great case why penny mining stocks are like options without
expiration dates.

The page for “Futures Speculators”  proves why penny stocks are just as
high-potential, but far less risky.  Stated in a way that they understand, this is
valuable info for futures traders.  

Even that famous scammy standby, “Hot Stocks”.  The page dedicated to “hot
stocks” tells the visitor to forget about hot stocks!  It makes the case that a “hot
stock” is one that everyone already knows about.  Since everyone knows about it,
much of its profit potential has already been realized.  PennyGold is about UN hot
stocks. 

2) External Links

And the SEs will send a wide variety of aggressive investors (i.e., potential
customers) to the KFCPs.  When someone enters “options trading,” for example,
there’s your KFCP listing on Page 1 of the search results.  When she clicks through
to it, you build a great case for why penny mining stocks are like options without
expiration dates.

See how every Keyword-Focused Content Page offers unique, original, and
valuable content to visitors already on-site, yet also serve admirably to attract
extended target markets?  

Customize each page from scratch, from the TITLE to the last word of copy in the
body.  Make them true content pages, that serve double-duty by being
optimized for SE-effectiveness.
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Links from the KFCPs

1) Visitor arriving from search engines -- this visitor, who has just arrived from
Excite and who has just read your brilliant argument for PennyGold, sees three
possible navigation options.  Either...

a) link to PennyGold’s Opening Page

b) link to PennyGold’s “traffic cop” page

c) “Return” to the main Product Page (the one with all four products).  

When she sees “Return to... ” she knows she arrived slightly out of context.  She is
more likely to click on “Go to PennyGold.”  But no harm is done if she “returns” to the
other two.

2) Visitors arriving from within your site -- either of the above navigation options
makes sense to them.

3.6.7. The Best of All Worlds
InfoSeek recently (summer/98) penalized my Phase II gateway approach.  First
wired-ee.com bit the dust, then pennygold.com.  The pages are still in the InfoSeek
database, but they don’t score well anymore.  It caused about a 10% drop in traffic. 

The drop was so sudden and total (from Page 1, usually #1 for a variety of
keywords, down to “not on the first 10 pages”) and permanent, that I knew it was not
a minor algorithm change.  Their e-mail response had been frustratingly unhelpful to
another “why is my site suffering” question, so I didn’t bother asking “why” this
time...  

But they almost certainly objected to the gateway approach, even though none of
the pages mislead.  So what to do?

Here’s what I would have done if I was still in the old Phase I “Web marketer vs.
search engine” approach...

Register a new domain.  Design a site composed of pages according to what works
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for InfoSeek -- it’s easy enough to reverse-engineer any SE.  Then post the site,
including a robots.txt file to keep out all the other engines (who are correctly not
penalizing wired-ee.com or pennygold.com). 

Since InfoSeek looks for gateway pages that all link to the same URL, link the new
gateway pages to several different pages in the main PennyGold site.  

Or, do something even more tricky -- link each gateway to a second page in the
same, new domain.  Except for their names (which are all different), these second
pages are all identical and convince the reader to click through to PennyGold’s
Home Page.  Place all of these second pages into a directory that InfoSeek is not
allowed to enter (forbidden via the robots.txt document).  

So InfoSeek can’t read the second page, which means that it doesn’t know that they
are all the same and all link to the same URL.  Tricky, huh?  Should I do it?...

For what?  To make InfoSeek work harder?  To boost my traffic an extra 10%?  It’s
not in keeping with my Phase III thinking.  And it would be short-lived.  As you see
from the above, it starts getting complicated.  Every measure has a
counter-measure, and I’d soon be back on...

... the Phase I treadmill.

Instead of fighting InfoSeek, I consider them a kind of bellwether -- they are
over-sensitive against marketers, so are usually first in counter-measures.  They
were first to kill my Phase I “cutting edge” tactics.  And they were, too, for Phase II
gateways -- even though we never mislead any searchers.

They are also often first with good features... like grouping results from a domain to
prevent it from taking 8 of 10 places on page 1 of a search result.  And they do a
good, targeted search.  

For example, even after dropping the gateways, they still (June, 1998) score the
main PennyGold site on Page 1, #5 for “penny stocks.”  Which is fair.  After all, that’s
what the whole site is about!...
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And for “penny mining stocks,”  it’s not only at the top of Page 1 #1, it is 10
percentage points ahead of the next closest...

Yes, InfoSeek tends to lead.  Follow how they handle your site closely.

Now don’t get me wrong.  I am not against Phase II gateways.  It is still a powerful
way to both find and sell brand new markets.   

Recently, I studied several days worth of traffic in my pennygold.com log file (one of
my gateway domains).  Out of 1650 keywords used to find PennyGold, only 339
were “penny stock(s)”  Yes, my Phase I “obsession word” now accounts for only
20% of my SE traffic!

While this shows you the ongoing power of the gateway strategy, the Phase III
approach is the way to go now...

• It’s simpler.

• It’s totally fair for visitor, vendor and search engine.

• The power is the same or greater.

• You have no fear of counter-measures.

One last question to ask yourself if you have any doubt about a traffic-building
strategy...
Assume that a Search Engine human inspector examined your site.  Could she
object?  
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For a well-executed Phase III program, your answer will be an unequivocal “no.”

The Phase III approach offers the best of all worlds...

• a powerful sales site

• an ethical, effective way to attract targeted customers to your site

• satisfied customers who find what they seek

• happy SEs who deliver what they promise... accurate searches -- they score your
site highly, and love doing so.

Treat the SEs well, and they’ll reciprocate.  Stick with Phase III thinking --
you’ll be ahead of the curve.

3.6.8. A Special Circumstance...
Attracting Non-English Customers

If you are part of a large company, with an international, multi-lingual clientele,
translate your Web site the way Cisco does.  Clicking on “Global Cisco” offers your
choice of server (nearest you), language (of the Web site), and country (local
divisional sites...

Cisco Connection Online
http://www.cisco.com/

If yours is a one-product, five-employee company, extensive translation may not
be the most cost-efficient way to spend your resources.  After all, as of 1999, you
can still reach all North Americans and almost half of the Europeans through the
English language.
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However, let’s say that your product appeals to non-English-speaking customers,
and that you want to reach them without blowing a bundle.  Or maybe you’re looking
for distributors in foreign countries.

Here’s how to attract foreign language visitors to your site, in the most cost-effective
way possible (i.e., without having to translate your entire site)...

STEP 1 -- Write a one-page Web site in English (you’ll translate it in a moment) that
summarizes what your business is all about.  This may merely be a simple
adaptation of the single most important page that focuses on your Priority 1
Keyword.

Finish the page with an appropriate call to action.  Put a link to your Home Page (or
relevant product Opening Page), explaining that the site is not translated yet.
Apologize for not speaking their language, but that you have plans to translate the
site (don’t say “eventually”). 

Design the foreign language page to be loved by the search engines.  And to
encourage your visitor to click-through to your site.  If your visitor does not speak
English, your page must be so convincing that she decides to find an
English-speaking friend to help!

STEP 2 -- Translate that page into French, Spanish, Chinese, or whatever major
languages are important for your business.   Make especially sure that you translate
the keyword correctly!

If you want a cheap translation service, try AltaVista’s amazing Babelfish service.
It’s free, but not perfect.  You’d be wise to treat Babelfish as a first draft, and get a
human translator to clean it up.

Try it...
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AltaVista Babelfish
http://babelfish.altavista.digital.com/cgi-bin/translate?

STEP 3 -- Integrate each foreign language KFCP into your site.  Put a pull-down
menu to your foreign language KFCPs on your Home Page.

STEP 4 -- Submit these KFCPs to...

• the major SEs -- as usual, follow their submission rules.  Some do not want
individual submissions -- they will spider your non-English pages “next time around.”

• regional directories (ex., Yahoo! has regional directories for many countries, and
many  countries have their own directories)

• regional versions of the SEs. 

STEP 5 -- Hopefully, your customer speaks enough English to click through to your
site, or gets interested enough to find someone who does (especially likely if you are
a biz-to-biz business, or if you are looking for distributors).
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Bottom line?  It’s no contest.  There is no cheaper way to attract and sell
non-English-speaking customers worldwide.  Translate and post foreign language
Phase III pages.

3.7.   Example of an 
Engine-Optimized Page

If you have not yet reviewed how an html page works, please do so now.  Then
return here...

...

... OK, back already?

Now that you’ve got a basic idea of what an html page is, and how it works, let’s look
at an engine-optimized example...

Pennystocks Software
http://www.wired-ee.com/pennygold.html

I have optimized this page so that the SEs rank it highly when someone searches
for...

It started delivering traffic from AltaVista, InfoSeek and HotBot (in response to a
search for “pennystocks”) a couple of days after I submitted it to them...

AltaVista, Page 1, #7
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InfoSeek, Page 1, #10

HotBot, Page 1, #2

Note the title and description in each listing above and compare to the <TITLE>
and <META> or <H1> tags in the example below.  See how these tags determine
your listing?

If you ever get a listing like the one following, please don’t tell anyone that you read
this book!...
[Back to Home] [Product] [About us] [Our Newsletter]

Ouch!  Think that could pull a click out of you?  Your potential visitor will usually
scan all 10 options on the first page, then choose the most compelling one.  And
once he does that, he clicks and...

... he’s gone!  So...
Your title and description must sell your still-just-a-potential-visitor to
click-through to your site.  

As you review the example, pay special attention to these important areas...

The URL for this “pennystocks” example probably should have been
http://www.wired-ee.com/pennystocks.html.  Some people believe that if the
word appears exactly in the URL, that you score “relevance points.”  Who knows?  

But because I had an embarrassing 5 out of the top 10 spots in Excite for “penny
stocks,” I needed to change the http://www.wired-ee.com/pennygold.html page --
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so I used it for “pennystocks.”

3.7.1. Comments About Example
In the example below,

The tags are in green.
The copy that a visitor sees on your Web page is in black.
My explanations to you are in blue.

“Experiment to try” -- you will see this in several spots throughout the example.
It’s a note about what I’d like to try, to improve the page’s relevance ranking, but
only when it falls off page 1 of the search results.  By the time you read the
following example, certain sections may be different from what is actually online,
which means that I’m “trying stuff.”  :-)

3.7.2. <TITLE>
<HTML>

<HEAD>

<TITLE>PennyStocks: Unique Pennystocks Strategy Reveals How to Make Money
by Investing in Pennystocks</TITLE>

I have worked the Priority 2 Keyword “pennystocks” into the TITLE tag 3 times.  I
have also blended in my “make money” and “invest” general keywords.

The TITLE tag is extremely important.  The SEs give special emphasis to these
words when ranking for relevance.  And they display the words inside the TITLE
tag, exactly the way you write it, as a link to the page.  So it’s critical for relevance,
and for convincing your potential visitor to click to your page, instead of to your
competitor’s.

In the three SE listings shown above, the engines show 69, 78, and all 94
characters of words inside the TITLE tag.  Across all engines, count on 64 being
shown.
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Write your title in upper and lower case for several reasons... 

• It’s easier to read.

• It looks right, since it is a title.

• ALL CAPS looks bush-league.

• “Penny Stocks” is not the same as “penny stocks” for all engines.  If a searcher
enters “Penny Stocks,” it has a better chance of being picked up, while still scoring
the same for “penny stocks.”

Put your Priority 1 Keyword at the start of the TITLE tag  The words at the
beginning score highest of all.

Remember, browsers see your title as a link to your page.  So it must do more
than just focus on your keywords, it must compel the reader to click.  People don’t
want to click -- it costs them 30-60 seconds of their lives.  Make them click.

Experiment to try

Use “pennystocks” only once or twice in the TITLE tag.  Try less, since that may be
perceived by the engine as more “normal.”
<TITLE>PennyStocks: PennyGold Strategy Shows How to Make Money by
Investing in Pennystocks</TITLE>

Shorten the TITLE tag to 5 words, with only one mention of “pennystocks” (as the
first word). A “normal” title would not run as long as the titles I currently use.
<TITLE>PennyStocks: PennyGold is Powerful Investing Software</TITLE>

3.7.3. <META Keywords>
<META name="KEYWORDS" content="PENNYSTOCKS">  

One word only, “pennystocks.”

Why would I want to dilute it with other words?  I cringe when I see a Web site jam
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200 keywords into the META tag.  The Search Engine sees a totally unfocused page
and has no idea which is important.

Don’t try to fool the SEs by repeating “pennystocks” several times.  You’ll  get
penalized.  Assume that a human inspector from InfoSeek will see your code.  What
will she think if she sees “pennystocks, pennystocks, pennystocks”?  The only
reason to do that is to fool the engine. 

I write my keywords in UPPER CASE and plural.  Why?  Because no matter how
searchers enter the keyword, whether it’s “pennystocks” or “PennyStock” or
“PENNYSTOCK” or “Pennystocks” -- the engine will score it as a hit for
“PENNYSTOCKS.”

Experiments to try 

Add the singular form as a second keyword in the tag
<META name="KEYWORDS" content="PENNYSTOCKS, PENNYSTOCK">

Add a general word or two
<META name="KEYWORDS" content="PENNYSTOCKS, INVEST, MAKE
MONEY">

Make keyword phrases composed of the specific keyword (singular or plural form)
and one or more general keywords
<META name="KEYWORDS" content="PENNYSTOCKS, PENNYSTOCK
SOFTWARE, PENNYSTOCKS BOOKS">

Experiment with 5 keywords in the META tag, mixing and matching upper and lower
case, plurals and singular, general and specific.  Use 3 variations of a single specific
keyword,  plus 3-4 general keywords.
<META name="KEYWORDS" content="PENNYSTOCKS, make money,
PennyStock SOFTWARE, INVESTING, pennystocks BOOKS ">

3.7.4. <META Description>
<META name="DESCRIPTION" content="Discover the ONLY investment
strategy for pennystocks that gives YOU the "pennystocks edge."  Beat the
pennystocks insiders... make money like the savviest of pennystocks
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speculators.">  

Use the specific keyword “pennystocks” many times. Blend in general keywords --
“investment” and “make money” and “speculators” to score well for searches
using Word Combos.

Engines that use the META tag will use your description as the description in the
listing.  So all the rules of copywriting apply -- compel the reader to click.

Don’t repeat the title in the description.  The reader will just see the same phrase
twice, once in the title and once in the description.  That’s wasting valuable “word
real estate.”

Keep the description to under 200 characters, best is under 150.  This one is 184.
That’s a little too long, so will get cut off by some engines.  But at least I have my
most important info up front.    

Experiments to try

Note that the descriptions for all three listings (shown above) are identical...
Discover the ONLY investment strategy for pennystocks that gives YOU the
It’s possible that they all cut it there because a quote starts the next word,
“pennystocks”.  The engine may “think” that the quote ends the META tag, so cuts
the description at that point.  Resubmit without quotes.
<META name="DESCRIPTION" content="Discover the ONLY investment
strategy for pennystocks that gives YOU the pennystocks edge.  Beat the
pennystocks insiders... make money like the savviest of pennystocks
speculators.">  

Improve relevancy ranking by moving  “pennystocks” to first word in the description.
And add my general keyword “Software” after it.  Change the ellipsis (...) to a period.
Also, change “speculators” to “investors” since speculators is an unlikely word for a
searcher to use.
<META name="DESCRIPTION" content="Pennystocks Software: Discover the
ONLY investment strategy for pennystocks that gives YOU the edge. Beat the
pennystocks insiders. Make money like the savviest of pennystocks
investors.">
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3.7.5. <H1> -- The First Headline
<BODY  BGCOLOR="#CC9966" BACKGROUND="pennybkg.gif" TEXT="#000000"
LINK="#0000FF" ALINK="#00FFFF" VLINK="#000066"> 

<TABLE BORDER=0>  
<TR> 
<TD WIDTH="70"><IMG SRC="spacer.gif" ALIGN=BOTTOM WIDTH="70"
HEIGHT="10" BORDER="0" HSPACE="3"></TD>  
<TD WIDTH=500>  All these tags, from <TABLE BORDER=0> to <TD WIDTH=500>
are table tags.   They just tell the browser how to lay out the page.  They are not
important for this discussion.

<P>

<CENTER><IMG SRC="logo.gif" WIDTH="400" HEIGHT="60"
BORDER="0"></CENTER>

<P>

<CENTER><IMG SRC="line.gif"HEIGHT=5 WIDTH=400 BORDER=0></CENTER>

<P>

<H1 ALIGN=CENTER>Discover the ONLY investment strategy <BR>
for pennystocks that gives YOU <BR>
the “pennystocks edge.”  Beat the <BR>
pennystocks insiders... make <BR>
money like the savviest of <BR>
pennystocks speculators.</H1>

The <BR> tags are added in this <H1> tag to break the headline into small chunks
that will fit.  Basically, the idea is to control the appearance of the headline.

Many engines give more weight to the keywords within heading tags than to those
within regular body copy (logical).  Since H1 is the largest headline tag, the SEs
interpret it as being the most important copy on the page.  They also rank the first
words on the page as the most important.  So the H1 tag is the most important,
after the TITLE tag, and tied with the META description tag.
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Actually, there’s nothing complicated here.  Just copy and paste the same copy
that you use for the META description tag.  Why?

Because some search engines do not use the META tags at all.  Instead, they
take the first 150-200 characters of the body copy as the description to put in the
listing for the page.

So there must be nothing else in your html before the <H1> tag... no words, no
ALT tags, no tables, no huge image maps, no nuthin’!  Force the engines that don’t
use the META tags to grab the copy inside your <H1> tag as the description for
the listing.

OK, next we’ll do the body copy...

Here’s a good example of how I messed up...  

Northern Light does not use the META description tag.  When I first posted the
http://www.wired-ee.com/pennygold.html page, I had mistakenly made my H1 tag
the same as that in the TITLE tag, and not the same as the META description tag.

As a result, my title and description were identical for this Page 1, #1 listing from
Northern Light...

See what a waste the description is?  Compare this with the AltaVista, InfoSeek
and HotBot listings for the exact same page.

Remember... the META description tag and the H1 tag must be identical.  All
engines will use one or the other for the description in the search result listings.
And it must be completely different from the TITLE tag, to avoid repeating the same
phrase.

Experiment to try

Since the <H1> tag is basically the same as the META description, duplicate
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whatever you do in the META experiments.

3.7.6. <Body> -- Main Body Copy
<B>You know how most pennystocks investors simply DON’T MAKE
MONEY???</B>  

The nearer your keyword is to the Open Body tag (<BODY  BGCOLOR...etc.>), the
higher the engine scores it.  So get your keywords up high in your opening
paragraph.  At the same time, of course the opening paragraph must hit with the big
gun and suck the reader through the page.  In other words, it has to obey all the
usual rules of good copywriting.

<P>

<B>Actually, 97% of all people who “PLAY” pennystocks... LOSE MONEY at
pennystocks. </B>  More emphasis on “pennystocks.”

<P>

<B>But that means that <FONT COLOR="#660000">3% make money</FONT> by
investing in pennystocks.  Since they make money from the 97% (the “pennystocks
losers”), they don’t just make money at pennystocks... these winners make BIG
money at pennystocks.</B>  

More “pennystocks” and I also blend in “make money” three times, as well as
“investing.”

<P>

<B>Stop “PLAYING” at pennystocks... join the 3% who make money by
INTELLIGENTLY investing in pennystocks.</B>  More of the same.

<P>

<B>Discover the ONLY investing strategy for pennystocks that gives YOU the
“pennystocks edge.”  Beat the pennystocks insiders... make money like the savviest
of pennystocks speculators.</B>   Ditto.

<P>

[ Page 107 of 196 ]



MYSS!,  Traffic... Search Engines

<B>Master these “how to” pennystocks investing secrets NOW.</B>  

<BR CLEAR=ALL> 

Include your keyword at least once in your closing paragraph.  Isn’t that logical?

Experiments to try

If you were a search engine, wouldn’t you measure how many times the keyword
appears?  And then divide it by the total number of words, to calculate keyword
density?

How often should a keyword appear?  What’s the best density?  Should the body
copy be long or short?  Is there a best scatter pattern?  

Keyword number and density are perhaps too simplistic, don’t you think?  Let’s put
ourselves back in the Search Engines shoes (or microprocessors!).  Perhaps a finer
measure would be to have a reasonable number of keywords, because no one
really writes the way I wrote the above page -- there’s just too many repetitions of
“pennystocks.”  For example...

InfoSeek seems to give higher rankings to longer pages, with reasonable
concentrations of a keyword.  Perhaps it even measures a normal pattern of
distribution within a page!  Repeat the keyword, but keep the repetitions reasonably
spaced.  Just something to consider.

Experiment with different numbers, frequencies and patterns of keywords until
you find what works best.  Use common sense, and avoid abuse.  Keep your
content focused to a single theme per page.  Focus on one specific keyword.  Blend
in 2, maybe 3, general keywords (Word Combos).  Anything more and you’ll dilute
your most important words.

Do not get off-target.  Keep the page focused on material related to your
keyword.

Now here’s the hard part... the body copy has to do double duty as an
SE-optimizer and click-through generator.  While emphasizing your keywords,
you must build original, valuable information, and you must convince the reader
to click-through to your main site.  Don’t make the page read badly, or all your
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efforts to get your potential visitor this far will have been...

... for nothing.

Some engines can’t “read” the pages that are referred to within a FRAMESET.  If
you use frames, include a NOFRAMES section that delivers the body copy.

3.7.7. Using the <ALT> Tags
<CENTER><A HREF="http://www.goodbytes.com/pennygold/index.html"
target="_top"><IMG SRC="ButtonBackToHome.gif"  ALT="PENNYSTOCKS
BUTTON"  ALIGN=ABSMIDDLE HEIGHT=96 WIDTH=96
BORDER=1></A></CENTER>  

At least one image ALT tag should include your specific keyword. Several spiders
do consider them.  But do not use the ALT tag of your first graphic (at the top of the
page), not even for banner ads.  An engine that does not use the META tags may
pick this up as part of the starting copy, and pop it into the listed description.

3.7.8. Even in Links!
<CENTER><A HREF="http://www.goodbytes.com/pennygold/index.html"
target="_top">Click Pennystocks</A></CENTER>  

Many people believe that including the keyword in a link scores a few more points.
What the heck, it sure can’t hurt!

<P>

<CENTER><IMG SRC="line.gif"HEIGHT=5 WIDTH=400 BORDER=0></CENTER>

</TD> </TR></TABLE>  Closing table tags.  Of no importance to this topic.

[ Page 109 of 196 ]



MYSS!,  Traffic... Search Engines

3.7.9. Tricks Are For Kids
Some people believe that hiding keywords in the color of the background or in
COMMENT tags will trick the engine into boosting the relevance.  While hiding
keywords used to work, I could never find any evidence that COMMENT tags
helped.  

In any event, with PHASE III thinking, these are not things that normal,
content-oriented pages do.  So don’t do them.  Remember the human inspector
test?  What do you think a human from InfoSeek would say if she saw stuff like
that?

Be friends with your SE!

3.7.10. </Body> -- When to Close
</BODY>
</HTML>   When you close the body, of course, determines how long your total
body copy is! (duh!)  So just how long should the copy be?

Sorry, there’s no right answer.  Again, you’ll have to think like the SEs.  Give them
a reasonable page of a reasonable length.  But there will be always be some minor
variations between the different SEs.

Some engines seem to score tightly focused, shorter copy better than longer text,
which may contain a greater number of keywords but in a lower density.  

For example, here are the top 4 listings from  page 1 of the search results for
“penny stocks” from Excite (late September, 1998)...
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Notice that Excite scored the short, highly-keyword-dense copy from my
www.wired-ee.com gateway site higher than the longer (and less keyword dense)
copy from my main site, www.goodbytes.com/pennygold.

On the other hand, InfoSeek seems to prefer longer copy, as long as the page
has a reasonably high keyword density.  My gateways from wired-ee.com (short
copy, generally) were always ranked poorly by them, even before they penalized
both of my Phase II gateway domains.

Experiment to try

While long copy could be a decent experiment, don’t dilute it with all kinds of useless
words, off-topic meanderings, tons of links that don’t feature the keywords, etc., etc.,
etc.  You must still concentrate on a single specific keyword.
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3.7.11. What Does Not Matter
Here’s what the SE ranking algorithms totally ignore...

• size of GIFs and JPEGs

• colors of text, background, etc.

• tables -- the content of tables is scored, but not the table tags

• all design elements.

Basically, it all boils down to putting the right number of keywords in all the
appropriate spots, in the correct patterns.  Nothing else counts.

3.7.12. Link Popularity
While you can’t “program” links from other sites into your page’s html code, the
number of links to a page is a relevance ranking factor (albeit a minor one).  

This is not a strong enough reason to start a link exchange program.  But it is a
nice dividend if you develop a large affiliate program (all of whom link to you, of
course).

Each engine offers a Web page that will tell you which sites in its database link to
yours...

AltaVista -- enter “link:yourcompany.com” into the search box (where
“your.company.com” is your domain).

Excite -- enter “www.yourcompany.com/” into the search box -- lists who links to
yourcompany.com, plus all the pages from yourcompany.com itself.

HotBot -- enter http:/www.yourcompany.com” into the search box, then change the
pull-down menu setting to “links to this URL.”

InfoSeek -- enter “link:http://www.yourcompany.com” into the search box (where
“your.company.com” is your domain).
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Lycos -- http://www.lycos.com/addasite.html -- follow instructions.

Northern Light -- enter “yourcompany.com/” (no “www.”) into the search box -- lists
who links to yourcompany.com, plus all the pages from yourcompany.com itself.

WebCrawler -- enter “link:http://www.yourcompany.com” into the search box, where
“your.company.com” is your domain.

Beside using the above to find links to your own Web site, use it to see every page
indexed for your competition’s domain.  This will reveal much about their
approach to SEs, as well as their presence on the Web!

3.7.13. Nothing Is Cast in Stone
Nothing is cast in stone on the Web.  And certainly not with Search Engines.
Things change too darn fast.

So please don’t just copy this example, replacing with your own words to make your
KFCP.  It’s far more important that you understand the general principles.  Then
come up with your own ideas to generate better and better engine-effective pages.

3.8.   Submitting to Search Engines,
And Tracking Performance

Once you have developed your list of keywords into Keyword-Focused Content
Pages (KFCPs)...

• STEP 1 -- submit them to the SEs.

• STEP 2 -- check for presence of each page in each SE’s index.

• STEP 3 -- evaluate performance of each KFCP for its keyword and relevant Word
Combos (i.e., relevance ranking).  

• STEP 4 -- Track your performance on a regular basis.  When you notice an
overall downward trend, it’s time to investigate, improve and re-submit.
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The need for regular monitoring is the bad news.  The good news is...

Since you have founded the design and writing of your KFCPs on universal,
timeless principles rather than tricks, your pages will be far more stable.  It’s
simply impossible for an engine to radically change its algorithm in such a way as to
bump you far down -- if it did, it would no longer be a good engine!

3.8.1.   The ÒBig 8Ó -- DonÕt Bother with the Rest
Ninety percent of your traffic will come from the “Big 8”...

• Excite

• Alta Vista

• InfoSeek

• Hot Bot

• Lycos

• WebCrawler

• Northern Light

• And, of course, the Yahoo! directory.

Forget the rest... they just eat up your time.  

Don’t bother with the submission services... they can do more harm than good (even
the best ones just aren’t worth it).  Hand-post to the Big 8.  It’s the best way to be
sure that the job has been done right.

And here’s a tip to speed up hand-submitting.  Open 3 or 4 browser windows.
While one is processing, submit the next one in a different window!

 

Of the Big 8, Excite is by far the most important.  By itself, Excite is second to
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Yahoo, and delivers about the same amount of traffic as InfoSeek.  But Excite also
provides their technology and database (i.e., their engine) for AOL’s NetFind and
Netscape’s Netcenter.  

What does that mean to you?

It means that if you master Excite, Netscape and AOL automatically bring you traffic.
Which means that the Excite engine will bring you more traffic than any other
engine/directory.

 

So who’s the second most important?  Yahoo!?  Nope.  Inktomi!

Ink-who?...

Inktomi Corporation markets a powerful search engine to companies that want to
market a search engine service to Web surfers.  They do not offer their own
search engine service to end-surfers of the Web.  

Inktomi is important.  Of the Big 8, they power HotBot, the Microsoft engine (MSN
WebSearch), and the Web part of Yahoo!’s search function.  The Inktomi engine
also powers Snap (www.snap.com), GoTo (www.goto.com), Canada.com in Canada
(www.canada.com), and ANZWERS in Australia (www.anzwers.com).  

So Inktomi is the second most important engine (after Excite) to master.

 

Many people feel that Yahoo! is more important to traffic-building than any single
engine.  This is only true if... 

• you sell just one product -- if your company markets 100 products, you can still
only submit one URL to Yahoo!.  That makes Yahoo! almost useless to you.
Especially when you consider that the SEs will index hundreds of URLs.

and if...

• you don’t know how to use the SEs well -- see the Phase III approach to SEs
and How to Make the SEs Love Your Site.  Even if you only have a single product
for sale, a good Phase III program will soon make Yahoo!’s traffic a small
percentage of your total traffic.
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While your focus should be the Big 8, you may find another engine or directory
that hits your target market.

Take the PennyGold Web site...  

Australia has a strong history of mining exploration.  Junior mining companies are
common and well-known.  One day, I received an e-mail from an Australian -- a first!
After selling over 250 copies of PennyGold to people all over the world, I realized
that I did not have a single Australian customer!  

So I asked that person why this was the case.  His reply was that Australians use a
search engine called ANZWERS heavily.  PennyGold was not listed there.  

ANZWERS uses the Inktomi engine, so I was surprised that it didn’t deliver traffic
(my KFCPs scored well on HotBot, also driven by Inktomi).  Sure enough, a search
for “pennygold” on ANZWERS drew a blank, although Hot Bot (which also uses
Inktomi) did have it in their index.  

It seems that ANZWERS keeps a separate index!  So I posted.  A while later, we
started to receive the occasional order from Australia!

Are there any niche engines or directories that fit your needs?

3.8.2.   How to Submit to the SEs
If you wait for the SEs’ spiders to find and index your entire site, you could wait
forever... and the majority will certainly miss part, even most, of your site.  

So post to the SEs to gain maximum and controlled exposure.

As of July, 1998, here are the submission URLs for the SEs...

AltaVista -- http://altavista.digital.com/av/content/addurl.htm

Excite -- http://www.excite.com/Info/add_url.html 

HotBot -- http://www.hotbot.com/addurl.html 
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InfoSeek -- http://www.infoseek.com/AddUrl?pg=DCaddurl.html

Lycos -- http://www.lycos.com/addasite.html

Northern Light -- http://www.northernlight.com/docs/register.htm

WebCrawler -- http://www.webcrawler.com/Help/GetListed/AddURLS.html 

Yahoo! below

Submit your index page to all 8.  Make no typos!  Here’s how to avoid typos...

1) Type the whole address into a separate text document -- ex.,
http://www.sitesell.com/index.html.  Don’t register a page with any of symbols in the
URL or the title.  For example, no equals sign (=), dollar sign ($) or question
mark (?). They mess up the SEs’ robots.

2) Type your e-mail address into the same text document (some engines ask for this
when you submit).

3) Triple-check that text document for typos.

4) Go to each submission page and copy and paste.  No typing.  Just copy and
paste.

5) Check the posting protocols and see which engines allow you to submit more
than one page.  Then repeat this process for every other page you want to submit.

Read each SE’s submission protocols carefully.  For example, InfoSeek and
HotBot do not mind if you submit every page of your site, and you should (not more
than 50 pages per day).  But if you do that with Excite or AltaVista...

... you will make an enemy -- they only want you to submit your
Home Page.  Their spider will follow the links and index the other pages.

For those sites that only want one page, it’s a good idea to return a week later and
submit your Site Map as well.  Just in case their spiders have any problems with
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your index page, the Site Map gives them a good back door to thoroughly crawl
through your site.

To learn each engine’s submission protocol, go to its submission page (listed
above).  From there, hit the help or getting listed or tips or FAQ (etc.) links.  

And, of course, Danny Sullivan, keeps an excellent, up-to-date summary of all the
engines’ protocols at his Web site, SearchEngineWatch.

3.8.3.   How to Check & Monitor Presence
After you have submitted to an engine, check if that SE has indexed your site.  Even
after they’ve spidered it, you should check at least monthly to make sure that your
site has not been dropped (which any engine might do accidentally, or on purpose if
you have been trying to abuse it).

Here are two quick ways to check your status at each SE manually...

1) Go to each engine and submit the name of something unique to your product. For
example, I submit “PennyGold” (upper and lower case, as shown).  I’ll see not only
which of my pages are up, but also who else links to PennyGold!

2) Check the presence of a domain or URL in each engine’s database.
Unfortunately, each engine has a different way to verify this...

AltaVista -- Enter “www.yourcompany.com/” into the search box.  The search
results page lists who links to yourcompany.com, plus all the pages in its index that
are part of this domain.

Or you can also enter “url:yourcompany.com.”  This will list those pages with
“yourcompany.com” in them.

Excite -- Enter “www.yourcompany.com/” into the search box.  The search results
page lists who links to yourcompany.com, plus all the pages in its index that are part
of this domain.

HotBot -- Enter “domain:yourcompany.com.”  The search results page lists only
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those pages with “yourcompany.com” in them.

Or go to their “Check URL” page...

HotBot Check URL Form
http://www.hotbot.com/help/checkurl.asp

Or, for specific pages, go to their “More Search Options” page...

More Search Options
http://www.hotbot.com/?MT=&act.super=More+Search+Options

1) Enter your domain into the Location box and click the Domain radio-button.

  

2) Enter a keyword that you know appears on your page into the Word Filter box.

  

3) Then hit the Search button.

InfoSeek  -- Enter “http://www.domain.com/” into the search box.  The search results
page lists who links to domain.com, plus all the pages in its index that are part of
this domain.

Or, if you want only the pages that are part of your domain, enter “url:domain.com”
into the search box.

Lycos -- Lycos has a “Site Finder” function on their “add-a-site” page...
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Lycos Site Finder
http://www.lycos.com/addasite.html

Northern Light -- Look up “domain.com” (no www in front of domain).  The search
results page lists who links to domain.com, plus all the pages in its index that are
part of this domain.

WebCrawler -- go to their “URL Status Check” page...

WebCrawler URL Status Check
http://webcrawler.com/WebCrawler/Help/GetListed/Status.html

The above info was valid as of August, 1998.  If any of the above links are out of
date when you read this, please refer to Danny Sullivan’s SearchEngineWatch.  His
Checking Your URL page gives up-to-date info on how to verify your status with
each engine...

SearchEngineWatch Checking Your URL
http://searchenginewatch.com/webmasters/checkurl.html
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3.8.4.   How to Evaluate Keyword Performance
Once you know that the SEs have indexed your site, evaluate the performance of
your KFCPs.

There are two ways to do this... 

• from a Web surfer’s point of view

• using your log files.

1)  Web Surfer’s viewpoint -- Do what a typical Web surfer does “manually”...

• Go to a search engine (each of the Big 8).

• Search for your Priority 1 and 2 keywords, and Word Combos.

• Make a log of how you do for each keyword and Word Combo.

Doing it “manually” gives you a deep sense of what’s happening.  That’s important,
so don’t skip this step.  Once this tedious procedure bores you, however, it’s time to
automate...

WebPosition Analyzer
http://www.webposition.com/

WebPosition gives you invaluable information...

• It tells you how your Web pages are doing for many different keywords on all the
major search engines.

• It shows you what your listings look like, so you can judge how effective your pages
are at getting the click-through.  
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And since it’s all automatic, it will save you hours and hours of manual checking...

As you see how your page ranks for various keywords for the different search
engines, you can tweak or add new pages to improve your rankings and your
“click-through-ness”, using the basic principles and the up-to-date information
outlined above (and below).

2) Using your log files -- use log file analyzer software to examine your web site
log files to see the keywords that people used to find you.  Hit List Pro does this
best.

Hit List Pro analyzes phrases properly.  Most others don’t.  For example, if someone
used “penny stocks” to find PennyGold, it tells me that she entered “penny stocks.”
For “penny stocks,” most log software only reports that someone used “penny” and
someone else used “stocks,” which is less than useless -- it’s misleading.  

Since most of your traffic comes from phrases, this is an important feature.  More
and more software packages will offer it, of course -- when considering log file
analyzer software, this is a “must.”

Log file analyzers can be run either server-side (by your Web host) or client-side.
Check with your Web host to see what kind of online traffic statistics they offer.
Odds are they won’t be as complete as what you can get with a good client-side
package like Hit List Pro.  But they may satisfy your needs, and server-side is more
convenient since you don’t need to download your log files onto your own computer.

3.8.5.   Improve and Re-submit
Hopefully, you’ll score on the first page or two of the search results for most
keywords, for most engines, right away.  If you don’t, reassess whether your hopes
are realistic.  If you’re keyword is “sex,” you’re unlikely to “score” (sorry, couldn’t
resist).  There’s just too much competition.

But if you’ve developed reasonable, well-targeted keywords, you should do well.  If
not, here’s what to do for any keyword that fails to rank on Page 1 (or 2)...
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STEP 1 -- Do a search for that keyword on each of the major engines. 

STEP 2 -- Print out the first 20 sites returned.  Do this for every engine.

STEP 3 -- Note the most successful sites, the ones that appear in the top 20 for
most or all of the engines.

STEP 4 -- Do a VIEW SOURCE and see what the heck they’re doing.  Re-read the
guidelines in this book.  Then...

STEP 5 -- Do it better!

STEP 6 -- Re-submit, then come back 3 days later and see how you’re doing. 

STEP 7 -- Repeat the “improve-submit-evaluate” cycle until you’re in the top 20 for
most of the engines.

It’s best to do the above for InfoSeek, HotBot and AltaVista, the three “fastest to
index” engines.  Then submit the “optimized pages” to the others.  Re-check
performance at all engines 2-4 weeks later.

One final warning...

... read the SEs’ submission protocols carefully.  SEs like HotBot and InfoSeek
want you to resubmit.  But you’ll only get Excite excited!  Don’t make things worse
by resubmitting against an SE’s protocol.

3.8.6.   Track Keyword Performance Over Time
Once you’ve built up some good traffic by optimizing your KFCPs, develop a regular
tracking program.  You can’t optimize until you’re on Page 1 of the search results
for all keywords at all engines (wouldn’t that be nice!), and then never check again.

Nothing stands still on the Web.  Regular tracking of keyword ranking
performance is critical.  For example...

• Excite will periodically “lose” your site during its regular re-indexing of the Web.
When that happens, you disappear totally.
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• Your competition will VIEW SOURCE your page and will try to out-rank you for
your keywords on the main search engines.  When that happens, you still appear,
but you drop down.

• Algorithms change, dropping you down for various keywords.

Contacting the engine and resubmitting can quickly reverse the former problem.
Re-optimization and re-submission can minimize and counteract the last two
problems.  But only if you track performance on a regular basis. 

When you track relevance ranking (either manually or using WebPosition, and/or
log file analyzer software, as outlined in the previous section), make note of...

• the initial ranking by searches for all your keywords and Word Combos, at all
engines

• changes in your position.  Note the trends over time (WebPosition does this
especially well).

When you notice an overall downward trend...

3.8.7.   What to Do If You Drop in Relevance
Ranking

What do you do when you notice a problem?...

Dropping down in rank?...

Don’t panic and make a zillion changes at the first sign of trouble.  Getting dropped
by Excite or lowered by InfoSeek for a couple of keywords is often just a temporary
blip -- no one is out to get you, and there’s been no major change in the algorithm.  

My best reaction has been watchful waiting.  The problem often reverses itself in
a week or two, with absolutely no action required.  I can’t tell you how often traffic
has dropped 10-20% for a week or two, then comes back up just before I decided to
“do something.”  

For the first week or two, it’s often best just to “do nothing.”
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If the problem is persistent and affects traffic by more than 5%, e-mail the SE
and politely ask if there is a problem with their SE.  Here’s where to write...

AltaVista -- suggestions.altavista@pa.dec.com

Excite -- comments@excite.com
or use their comments form at...
http://www.excite.com/cgi/comments

HotBot -- support@hotbot.com,
or use their general feedback address at...
wow@wired.com

InfoSeek -- support@infoseek.com

Lycos -- webmaster@lycos.com

Northern Light -- cs@northernlight.com

WebCrawler -- use the form at...
http://webcrawler.com/Help/Feedback.html

Yahoo! below

The answer may be very helpful.  Really good support staff, like Excite’s, will often
tell you the problem, and do something to correct it.  

But if you do not get a useful answer, and if the problem persists or deepens,
especially if it involves the competition beating your brains out, it’s time to once
again improve and re-submit.

3.8.8.   Make Posting & Monitoring A Snap
Submitting,  evaluating, improving, re-submitting, and tracking is a big job.  So
become efficient...

Before you submit to the engines, make a Submit Template/Status Tracker
logging file.  Type all the URLs (that you will be submitting) into the log file, making
a new heading for each.  The best way to do this is to use the outliner function of
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your word processor.  Here’s a piece of my own template in my outliner...

By double-clicking on the http://www.pennygold.com/index.html heading above
(note cursor), I can shrink all of its SE subcategories down into it, making the
document easy to manage.  For example...
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OK, so why do this?  Two reasons...

• easy and clean submitting -- To submit each URL, I merely copy and paste from
the Submit Template into each engine’s submission entry box.  Fast, clean, and no
typos.  Do not type entries manually -- it’s slow, and there’s too much room for error.

Follow the submission protocols of the SEs.  An outliner makes it easy to see
which URLs remain to be submitted, and to which engines.  I come back to it daily
and submit “what’s left” until each engine has been covered.

• easy tracking -- Once I submit the URL, I create a subcategory for each engine
“under” each URL.  For example (above), you can see that I submitted
http://www.pennygold.com/index.html to Excite on the 13th of December, 1997.
Then I added a few notes to myself.  In June, Excite dropped us due to some
problem with their database.  So we resubmitted the page and were back up a bit
later.

By watching your log files and monitoring the performance of your pages (as
explained above), you will know which targeted pages are useless.  Drop the ones
that seriously underperform, or improve them if you believe they still hold
potential.  Don’t clutter the site with deadwood.

I have simplified the above greatly for the sake of space.  In fact, I also make notes
on how well my keywords perform on the various engines (per the WebPosition
reports).  I make notes about traffic generated after a page gets indexed, and any
other information that is important to that page.  But you don’t have to do this all at
once.  Start simple.

Notice (above) that I submitted the index.html page to all 7 major engines.  But I
only submit the other KFCPs to engines that allow you to submit more than one
URL.

And note too, that I don’t include Yahoo! in here.  That’s because Yahoo! is a whole
different animal...

And here’s another good use of the outliner function of your word processor...
Create and maintain a file where you store your up-to-date reference info on the
SEs.  
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In my own example below, I am about to make a submission to Excite.  I have all the
Excite info at my fingertips...

• the submission URL for me to paste into my browser, allowing me to get there
quickly

• Excite’s submission protocol to make sure that I don’t do anything to make them
angry at me

• what I have to do to check the status of my submissions with the Excite engine.

The key to an effective KFCP-submitting-evaluating-improving-resubmitting-tracking
program is meticulous organization.  The time required to set this up will be
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repaid many times.

3.8.9.   GoTo.com -- a Special Case
We discussed GoTo.com earlier on.  I hope the GoTo.com model fails -- if it
succeeds, it’s the beginning of the end of free traffic via search engines.  But let’s
put that aside.  Try the following GoTo traffic-building experiment...

First, do a search for your Priority 1 Keyword at GoTo.com (www.goto.com).  Let’s
say you search for “penny stocks.”  Here’s what you see...

GoTo.com Search Results for “penny stocks”
http://www.goto.com/d/search/?type=home&Keywords=penny+stocks

See that $0.03 ?  That’s what it cost TradersPressBookstore to be listed #1.  If I
wanted to, I could bid $0.04 to list PennyGold ahead of TradersPressBookstore.  But
first, let’s scroll through the rest of the first page of search results...  

Whoops!  I see PennyGold listed at #9 and #11.  No point in paying what I get for
free.  

If your Priority 1 Keyword does not appear on page 1, bid an amount that will
place you in one of the top 3 spots.  As a matter of fact, I’ll bet you dollars to
doughnuts that if you click on the link above to see the current GoTo results for
“penny stocks,” you’ll see that the price to be #1 has gone up substantially!  :-(

However, there is some good news...

Since you only pay for click-through to your site, you are only paying for the most
targeted of visitors (those who searched for your Priority 1 Keyword).

And you can figure out ahead of time what it’s likely to cost.  On the GoTo site, you
can see the number of hits on your keyword from the previous month.   It won’t
amount to much, since GoTo does not receive the mega traffic of the major SEs.

It’s not a big risk -- and it could prove to be a useful traffic-building method. But I still
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don’t like paying for keywords!

3.9.   Get Ahead of the Curve
“Search Engines change rapidly.  Their algorithms change.  Their formatting
changes.  They form and dissolve new partnerships almost as often as I change my
socks (and I change them daily, in case you’re wondering).”

Remember that?  Geez, c’mon.  It was in the previous section!  

Our first response to this constant SE flux was to develop classic, timeless
principles that will empower you to design a site that will pull in targeted traffic
from the SEs... no matter where the “state of the art” is at.

This section discusses how to get ahead of the “state of the art”...

• Reverse-engineer the SEs yourself.

• Subscribe to Danny Sullivan’s Search Engine Watch.

3.9.1. How to Reverse-Engineer the Search Engines
From the results of searches, it is possible to figure out how search engines
determine relevancy, and how they construct their search results listings.  Do this on
a regular basis to stay ahead of 99.9% of other Web marketers... and certainly
ahead of your competition.

And it’s not difficult.  Here’s how...

• Start with Excite.  Do a search for your...

1) Priority 1 keyword -- this is where your competitors are.

2) most important Priority 2 keyword -- a double-check on Priority 1.

3) most important Word Combo -- a different kind of search, this adds an extra
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dimension.

4) most “general” keyword (i.e., the most non-specific) -- the competition is hotter for
the general words, so be on the lookout for new SE-relevance concepts.

And finally, also perform a search for a super-general word that has nothing to do
with your product -- if you do a search for “money” or “sex” or “search engine
positioning,” you’ll find the true cutting-edge guys.

Done?  Outstanding.  Now, repeat this for each of the other major SEs.

• Print out the first two Search Engine pages of each search. Date them.  On each
page, write what keyword was searched.

• Visit the top 3 results and VIEW SOURCE those pages.  Then do the same for 3
sites on the 30th page (i.e., much less relevant sites).   Print out both the Web page
and the html source page.

• Analyze the following for each search engine (by comparing the Web page and the
source page)...

• how it develops its title and description to form the listing

• how it determines who gets best ratings -- by comparing high ranked pages, 
             then contrasting them with low-ranked pages, you’ll get a good idea for the 
             importance of the principles discussed in the example.  And you’ll likely also
             notice other factors that I have missed to date, like InfoSeek’s preference for
             a longer page.  And finally, you’ll pick up on any new trends.

• Pay attention to your competitors.  If they’re outperforming you, see what they’re
doing right.  Use the VIEW SOURCE html documents to see how they got to the top.
Then do it better.
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• Repeat on a monthly basis...

• Track your relevancy ranking progress.  Keep improving and re-submitting.

• Compare search results (for the five different kinds of keywords outlined 
             above) with results from previous sessions.  Any changes?  Look for trends.

Either “do it yourself” or assign someone to do it... but do it.  This will give you
a profound understanding of what the SEs are doing, and it will put you far ahead of
everyone else.

If you look at the VIEW SOURCE of a page and just don’t understand why they rank
so high, submit that URL to the SEs’ submission pages.  Then come back in a few
days.

If it has disappeared, here’s what they did...

1) They posted an “SE-efficient” page.

2) They submitted it to the SEs.

3) They waited for it to be indexed by the SEs and get a high relevancy rating.

4) They replaced the “SE-efficient” page with a better selling page.

Some sites actually automate this trick through the magic of IP delivery (see IP
address).  When you visit their site, you see their “good-selling” page.  But when
InfoSeek visits, they know it’s InfoSeek, so they show them the page especially
designed for InfoSeek.

The only way you can twig to this is if you notice that the page title and description
don’t match what you saw on the SE’s listing (i.e., that’s what the SE saw when it
spidered the site).  Resubmit and then come back.  If it’s still different, it’s IP
delivered.  Report them, especially if they’re competitors.

If you also see the same URL show up on other engines, but with a different title or
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description on each engine... they’re delivering a special page for each engine!

Danny Sullivan writes a great article about this...

A Bridge Page Too Far?
http://searchenginewatch.internet.com/sereport/9802-bridge.html

3.9.2. Each Engine is Different... What to Do
When you reverse-engineer the SEs, you’ll confirm that each SE has its own ranking
algorithm.  While they all do the same basic analysis, they vary in the details.  As a
result, it is impossible for a single page to score on Page 1 for all SEs.  What
scores high for Excite is likely to do less well at Alta Vista, for example.

And, as we have seen, your listing in the search results may vary from engine to
engine, both for title and description.  This, of course, affects whether your potential
visitor click-throughs to your site.

So should you worry about all these fine points?  

Nope!  

Get 80% of the benefit with 20% of the work.  Stick to the timeless, universal
principles and the specifics as outlined in the engine-optimized example.  

Do not design engine-specific pages.  It’s not worth the effort, and could actually get
you into trouble (through all the duplications).

Design one version for all engines, and you’ll be fine.

3.9.3. Staying Up to Date
Since the SEs change so often, it’s a good idea to stay up-to-date in the world of
SEs.

Compare your reverse-engineering discoveries with Danny Sullivan’s in Search
Engine Watch, which is the single best Web resource for staying current in all
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SE matters.  Danny is the “King of the Engines.”  Period.  

The free information available at SearchEngineWatch is high-value.  For $25 per
year, you get a ton more invaluable info.  After the search engines themselves,
Danny is probably the best bargain on the Web.  Subscribe to his free e-mail
newsletter, as well as the paid one...

Search Engine Watch
http://www.searchenginewatch.com/

Bottom Line?

Combine periodic reverse-engineering studies with Danny Sullivan’s info.
You’ll be ahead of 99.9% of all Web marketers in the single most important
traffic-building method... search engines.
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4.  Directories 
... How to Get Listed

A directory is not a search engine.  It does not send out spiders to cruise the Web,
sucking millions of Web sites indiscriminately into a humungous database.

No, a directory is merely a list of bookmarks that “got out of control.”  As a matter of
fact, that’s not far from how Yahoo! got its start...

4.1.  How to Get Listed in...

Yahoo! manages its directory much the way you manage your bookmarks...
selectively.  To get listed, your site has to “make the cut.”  And that's why...

Your major problem with Yahoo! will be...

... frustration.  It’s tough to get a listing.  And there’s one thing that’s
even harder than getting Yahoo! to list you... getting a reason for their rejection!

If you want a reason for rejection, you'll have to pay $199 for Yahoo's "Business
Express" Service.  More on this later.

Don’t mess with Yahoo!...  Follow their procedures and rules strictly.  It’s tough
enough to get listed.  But if you annoy them, it will be nearly impossible.

As a matter of fact, I realized why they called it Yahoo! when they finally notified me
that my site would be listed in a few days... “Yahoo!”
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That being said, allow me to repeat something, this time in their defense...

Yahoo! is a directory, not a spider-generated search engine.  The people at
Yahoo! value their reputation as providers of high-quality, relevant Web sites.

Real, live people at Yahoo! evaluate every submission. The key to getting listed is
great content.  Yahoo! does not want to degrade their product by including poor
Web sites.   

So if you have a poorly written, badly constructed, or crassly commercial site... don’t
bother.  After all, if you ran Yahoo!,  would you want that in you directory?

Only about one fourth of all sites submitted to Yahoo! ever make it in.  So you’ve got
to be better than 75% of the submissions!  Here’s how...

4.1.1. The Big Picture re ÒGetting In...Ó
First, before you do anything, get a firm grip on “the big picture”...

Review your site with a cold, objective eye -- in other words, pretend you’re a
Yahoo! editor.  Your site should...

• be substantial -- if yours is a single-page site, don’t bother.

• have value -- good content and/or a unique product that is well presented.

• be clean and fast loading.

• show a professional, polished layout, with a solidly designed look and feel.

• be easy to use, including a simple, clear navigation system.

• contain good grammar and spelling -- no typos.

• have its own domain.  I’m not saying that you must have your own domain.  But...

It’s only natural to doubt any URL with fourteen slashes in it.  Yahoo!, like everyone
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else, knows that if you have your own domain, your effort is likely more serious. If
you do not have your own domain, your job gets that much tougher.

4.1.2. Just Before You Submit
Before you submit, prepare the following information in a separate text document
(let’s call it your “prep sheet”).  You will copy and paste this data into the Yahoo!
submission form in a moment.  

Make sure that all the submission data is exactly the way you want it.  If you get
listed, it’s almost impossible to change anything later.  I have learned this the hard
way.  :-(

Here’s what you need to prepare...

1) Title -- If you have an especially important keyword that customers would use to
find you, make sure it appears in the title.  Ideally, you should simply enter the same
title as the html title of your Home Page.  If you add promotional language, they’ll
cut it out.  Don’t make the Yahoo! editor change your title!

Yahoo! still returns search results alphabetically by title, but don’t  play the alphabet
game with Yahoo!.  Unless “A” or “@” is already a natural part of the first word of
your title, don’t even consider adding it.  Do stuff like #A1 or AAA only if you are in
the mood for instant cyber-death...

... wave good-bye to Yahoo!

Make your title short and sweet... and appropriate...  no self-promotional tricks.

2) URL -- Yahoo! permits you to submit only one URL per domain.  In most cases,
you will submit your root URL (i.e., http://www.you.com/index.html). If another one is
more appropriate, submit it instead.  Then justify that submission in the Final
Comments section (see below).
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There is an important consequence to the “one URL” rule.  If you sell a single
product, Yahoo! will be your most important source of traffic.  The larger and
more diversified your product line, the less important Yahoo! becomes.

3) Description -- Use your keyword at least once in your description.  You are
allowed 25 words in your description, but forget that.  At 25 words, you likely will get
edited down -- so you lose control of the description. 

Don’t make the Yahoo! editor change your description!  Instead, would you like
the Yahoo! editor to accept the whole sentence, as is?  Here’s how... 

Use 15 words, tops.  Form them into one sentence, no commas.  Do not make
your description promotional.  No marketing hype, or the Yahoo! editor will chop it,
or even chop you... right out of Yahoo!  Never make the Yahoo! editor feel “used.”

When a Yahoo! user does a search instead of drilling down, the Yahoo! search
engine will look for the presence of the keyword in the Title and Description.  It does
not look in the META tags, nor anywhere in your site itself.  So make sure that your
most important keyword appears in the Title and Description.

4) Categories -- Follow the rules regarding permitted categories, depending on the
type of site you have.  Since yours is a commercial venture, you must list
somewhere in Yahoo!’s major category of “Business_and_Economy.”

You may only list in two categories within “Business_and_Economy”, at most.  So
find the two best spots for your site.  Here’s how...

First, go to... 

http://www.yahoo.com/

Note the major categories -- “Business_and_Economy” is one of them.  Drill-down
through a few of them.  Get a good feeling for how Yahoo! organizes all this info.

Now, let’s find out where you belong...
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Search for competitive products and see where they’re listed.  Pretend that
you’re a customer -- enter the most likely keyword for your product into Yahoo!’s
search engine, and you’ll probably bring up several high-potential categories.

If there are similar sites to yours in a category, you’re in the right spot. If you don’t
see any sites similar to yours, you’re probably not.

If there already are tons of similar companies in your chosen category, decide
whether you want to appear in a congested category.  Unless yours is clearly the
best of the lot and there is no other appropriate category, try to find a different
category that still fits well.  Then justify that selection when you get a chance to
make your Final Comments (below).

Copy the URLs of the two categories and paste these into your prep sheet.  Yahoo!
may grace you with a listing in only one of your categories.  So list these URLs in
order of importance, #1 and #2.

5) Contact Info -- Type your full name and e-mail address now.  Make sure your
e-mail address has no typos in it.  Yahoo! will only e-mail you once... if you’re lucky!
That’s when you’re accepted. 

Also, prepare...

• Company Name

• Company Phone

• Company Fax

• Company Address

• City

• State/Province

• Postal Code/Zip code

• Country

Do it all now.  It’s so much easier to just copy-and-paste later.
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If you’re posting to the Regional directory (see more info on Regional just below),
make sure your contact info corresponds to the country selected.

6) Final Comments -- Add a short blurb about the value of your site -- content,
traffic, satisfied customers, etc.  If you have to explain something about your
submission, do it here, too.  Use a maximum of 200 characters.

OK!  Have you entered your title, most appropriate URL, description, two Yahoo!
category URLs, contact info, and comments into your prep sheet?  Super!

Review everything.  Read it from the Yahoo! editor’s point of view.  Anything she
could object to? Make sure it all meets the Yahoo! specs (above).  Check for typos. 

Be 100% sure that your URLs are correct.  Test the URL that you will submit by
pasting it into your browser.  Then do the same for the two category URLs.  Do you
go to the right places?

Great!  You’re ready for the moment of truth...

4.1.3. Ready?  Submit!
Get online, fire up your browser, paste in your #1 Yahoo! category URL, and hit
“Enter” on your keyboard.  

OK, there already?  Great!  Scroll to the bottom of that page.  Click on the “Suggest
a Site” link...

That will send you to their “Suggest a Site” page.  On that page, Yahoo! asks you
to make sure that...

• you have read their “how to” info.

• you are not already listed with them.
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• you have already picked your most appropriate (i.e., your #1) category.

• you have arrived at the “Suggest a Site” page via your #1 category (yes, you
have!).

Click on each of their links in this section for any up-to-the-minute info.  Then click
on “Proceed to Step One”...

  

At Yahoo!’s Step 1, your “first-choice” category location URL has already been
noted by Yahoo!.  Enter your Title, URL, and Description at this step. 

Follow all instructions for each entry in all steps very carefully!  Many people are left
out because they violate Yahoo!’s rules (like not using ALL CAPS).

At Yahoo!’s Step 2, enter your #2 category URL for where you’d like your site to
appear.

At Yahoo!’s Step 3 and 4 (out of 4 total), simply copy and paste all your prep
sheet data.  Fill in the other fields, as appropriate for your individual case.

And then, click on...

 ... That’s it.  You’re done.  But...

Do not delete your prep sheet.  You may need it again if you have to re-submit.
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And you can use parts of it for other directories.

4.1.4. Troubles?  Still Not Listed?
If you are not listed within 2 weeks, re-submit.  Odds are that the Yahoo! editors just
didn’t get around to your site.  Keep submitting every two weeks.  There’s no
penalty for this.

No sign of your site after 8 weeks?  Start to wonder whether you were rejected...

Check your log files and see if you had  any visits from yahoo.com.  If you see
“add.yahoo.com,” that’s their spider, who likely visited shortly after you submitted.
It checks to validate the URL, but does not  index your site. 

Look for a visit from a referral page that starts with
“http://surf.yahoo.com/submissions/.”  If you find one, you were visited by an
editor who clicked to you from a page in Yahoo!’s Intranet.  

If you aren’t listed within a few weeks after a visit from an editor, or within 8 weeks
after the spider’s hit, you were probably rejected.

At this point, if you are still not listed, take a hard look at your site again.  Are you
deluding yourself?  Does it truly deserve to be in?  How could you improve it?

Whatever you do, don’t ask Yahoo!, “Why?”  What could they say?...  “Your site
was rejected because it did not deserve to be in.”  No, they don’t want to start a
debate -- it would suck too much of their time to argue with everyone.

If you feel that you have an effective, professional, productive web site, and
especially if you are generating traffic, and have lots of happy customers, appeal
directly to Yahoo! on this basis.

Phone, fax and e-mail, of course (not all on the same day!).  Snail-mail them, too.
No one else snail-mails anything to Yahoo!.  You’ll stand out, if you do.
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Here are their contact coordinates...

Yahoo! Corporation 
3420 Central Expressway, 2nd floor
Santa Clara, CA. 
95051 USA

e-mail: url-support@yahoo-inc.com 

tel. for listing support:  408-731-3333

tel.:  (408) 731-3300 -- 8:30 AM to 5:00 PM PST

fax: (408) 731-3301

Build your case.  Tell them how many hits you are getting.  Refer them to your
glowing testimonial page.  Include URLs to positive reviews.  Reveal how ecstatic
your customers are.  

And if that doesn’t work, tell them the truth.   ;-)

In short, mount a PR campaign to convince Yahoo! editors to list your site.
These are humans, not machines.  They want quality.  If you convince them that you
fit the bill, you’ll get in.

Still not getting in?  Time for desperate measures...

If you’re convinced that you deserve a spot, try for a different category.  Or post to
the regional directory...  

Yahoo! often lists sites regionally within a few days, then in the main directory
within 2-3 more weeks.  If you have a business that truly is regional (such as real
estate or car dealership), this is where you belong -- don’t post globally.  When you
submit regionally, make sure that your chosen category is appropriate.  

The following is straight from the Yahoo! site...
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Yahoo! distinguishes between regional and non-regional sites. Ask yourself,
"Is my site specific to a particular place? Am I a local business? Is this
a local history? Are we a local sports club?" If your suggested site is of
particular interest or relevance to a specific geographic region, then
place it in the Regional hierarchy.

Regional sites and categories in Yahoo! are often cross-referenced to
appropriate areas (under other main subject headings) in the directory. For
example a genealogy conference in Denver appears in the Denver:Events
category and is also linked to the category for Genealogy conferences,
located elsewhere in Yahoo! Again, this is cross-referencing done by Yahoo!
Surfers, but there is a place on the Add URL form for you to suggest other
suitable categories.

If your site is both regionally specific and commercial, then place it in
the appropriate Business and Economy category. In other words, let us know
that it is a commercial site; we'll take care of the regional placement.

The regional Yahoo! reviewers want to build up their databases.  Submissions have
a better chance of being included, and they get listed more quickly.  And, within a
few more weeks, your site may still get listed within the main Yahoo! directory, too.

So, if your site has some regional emphasis to it, go to Yahoo!’s “Regional” directory.
Then find your best category URLs and submit.

Yahoo! Regional
http://www.yahoo.com/Regional/

If you’re still on the “outside looking in,” you’ve got one last shot!  It’s a good one,
but it’s going to cost you $199.

As of February, 1999, you can pay for express evaluation.  The Business
Express program guarantees that within seven days of payment, a member of
Yahoo!'s editorial staff will look at your site and consider it for inclusion.  Except for
that, it will be treated as any other site in Yahoo! -- it gets no special consideration.

You receive an email response within seven business days, stating whether your
entry is accepted or declined.  If your entry is denied, you will be told why, and you
will have the right to one reconsideration of the site at no additional charge.

To qualify, you must meet all of the following conditions...
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• Offer online transactions over the Internet, in certain categories only.

• Conduct business in the U.S., site in English language.

• Site must be up and running 24 hrs/day x 365 days/year.

• No parts of the site are under construction. All links work.

• Site contains unique content, as determined by Yahoo!.

For a list of current categories and for more information, see...

Yahoo! Business Express
http://www.yahoo.com/info/suggest/suggest.html

4.1.5.  Congratulations!
What’s that?  You got an e-mail from Yahoo!?  It must have said...

The URL you submitted <url:http://www.yourdomain.com/> 
has been added to Yahoo!  It will appear after our next update, which
will probably occur within the next 2-4 days.  You can find your
listing at that time by looking through the "What's New" listing or
by doing a keyword search.  In order to keep Yahoo! accurate, please
let us know of changes to your listing in the future.

Please note: you may see your site listed in our directory before it
appears in our search engine database.  Further, it has come to our
attention that various organizations have been sending unsolicited
messages to new sites that appear in our listings.  We're sorry if
you're inconvenienced by messages of this kind; Yahoo! does not
condone these messages in any way nor do we divulge contact
information for the sites we list to anyone.

Thank you for taking the time to add your site.

Hey, you’re in!...
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...Congratulations!

For a few days, you’ll be on the What’s New page. And for a while, you’ll be at the
top of your category locations, with that little  beside your name.  You’ll be
moved to your permanent alphabetical position eventually, with a decrease in traffic
at that time.

And as the letter above suggests, you’ll get some spam from the sleazeballs that
harvest your e-mail address from your site after they scoop it from Yahoo!’s What’s
New section.

Bottom line, after all your heroic efforts?

The traffic you from Yahoo!, especially if you are a small company only selling
one product, is worth the effort.

If you sell many different products across several product lines, all under the same
corporate domain... Excite, Inktomi, and the other SEs become more important.

4.1.6. Changing Your Yahoo! Listing
Whoops!  You got your listing, but the glow is fading fast.  Did they...

1) Only give you one listing, maybe in the wrong spot?

2) Ruin the title of your site?

3) Cut your description down... or worse, out?  

Or do you only need to notify them of a simple URL change?

If so, it’s time to head to...
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Changing Your Yahoo! Listing
http://add.yahoo.com/fast/change/

If your keyword is not in your title or description or title, you have a serious
problem.  Here’s why...

Yahoo! visitors find your site in two ways...

1) Drilling down through categories -- without a description, they are less likely to
spot you in a list of competitors.  And they are less likely to click on a link with no
description.

2) Via the Yahoo! search engine -- the engine looks for the keyword in the Yahoo!
category, site titles, and site descriptions.  It does not index the META tags or the
site itself.  If the search term is not in your title or description, you don’t show up at
all!

Before trying to change your listing, be objective and realistic.  Yahoo! is not in
business to promote your biz.  So...

If the published title is the name of your company or product, that’s probably the way
it should be.  Sorry, but they won’t put “The World’s Greatest...” back into the title.
Ditto for description.  

And you better have some rock-solid, reasonable explanation why Yahoo!’s directory
would better serve their visitors if you had an extra or a different category.

You’re far more likely to succeed if the requested change is fair and major... and
helps the Yahoo! directory at the same time.  If you just want to fine-tune the
wording of a description, don’t bother.

OK, now fill out the “Changing Your Yahoo! Listing” form.  Be very, very
conservative.  Any flash or marketing lingo and you’ve lost any chance.
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Luckily, I can recount my own experience in getting something changed...

I submitted the Changing Your Yahoo! Listing form, since I only received one
category (not even the ideal one), and had no description at all.  In addition...

The title was only “PennyGold” -- I had originally submitted the true title of the site,
“PennyGold: Powerful Penny Stock Software.”  They chopped it -- which didn’t
please me, but I couldn’t really argue about that -- it’s their directory!

I submitted that form several times.  Each time I filled it out, I couldn’t resist a little
promotional language.  What can I say?  At times, I can be a very slow learner.  But
finally, on August 26, I stripped it right down to bare essentials -- and fired it in again.

On Friday, September 4, 1998, only a week after my last re-submission,  I placed a
call to the listing support phone number above (408-731-3333).  I left a brief,
organized message telling them... 

• the PennyGold URL

• that I felt PennyGold deserved a second category, and why

• that PennyGold still had no description

• that I had submitted their Change Form several times, giving the date of the last
submission (August 26, 1998).

Eric from Yahoo! returned my call within hours, and told me that the changes would
be made by Monday, September 7!   That’s exactly what happened!  And now
PennyGold turns up when someone searches for “penny stocks.”

Eric also confirmed that the above phone number is a number of last resort only,
for exactly my kind of case.  They do verify to make sure that you submitted the
change form, so include the date that you sent it in.  If they don’t find it in their
database, they ignore the message.

I took the opportunity to ask him for some advice for you...
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4.1.7. Yahoo! Bottom Line
He confirmed that if you don’t follow Yahoo!’s submission instructions carefully, you’ll
suffer severely against those who do.  They review squillions of sites.  So...

If you send in a promotional description, or a sloppy submission, an off-target
category selection, or anything that requires Yahoo! to figure it out, you’re in deep
trouble before they even get going... if they do at all!

But his biggest comment?   Most people don’t understand...

... the difference between a directory and a search engine!

Re-read this article, follow it from start to end, and you’ll have an edge on at
least 90% of submissions.

4.2.   Other Directories
LookSmart is the only other directory that may be worth the time to post.  This is a
smart, sharp directory.  

The listing process is similar to Yahoo!’s...  

• Find the category you belong in.

• Hit the Submit button.

• Answer similar questions.

• Wait forever.

If your submission fails, try every two weeks.  If you’re still not listed eight weeks
later, use their submission page at...
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LookSmart
http://www.looksmart.com/h/info/submsite.html

This form gives you a chance to build your case for inclusion.  Enter your plea where
they ask...

“Is there anything else you would like to tell us?”

But don’t tell them what you’d really like to tell them!  Anyway, it’s anatomically
impossible.   ;-)

InfoSeek also has a directory.  You may find it worth the time.  Some people feel
that if you get listed in InfoSeek’s directory, this helps in the algorithm scoring of your
site on the “SE” side of InfoSeek.  I don’t...

Here’s what happened when PennyGold was accepted for the directory in August,
1998.  They changed the title from,

“PennyGold:  Serious Penny Stocks Software” 

to...

“PennyGold.”

And they changed the description from,

“Serious, powerful  penny stocks software shows you how to invest in penny
stocks... AND gives you ALL the tools to DO IT.”

to...

“A software “Penny stock” investing system.” 

Now if these changes were just for the directory, that wouldn’t be so bad -- it is their
directory, after all.  But they occur for the main SE listing as well!  And even
worse, these changes must have hammered our algorithm score for “penny
stocks”...
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PennyGold not only lost it’s Page 1 #5 ranking for “penny stocks,” it suddenly
disappeared completely for that most important keyword.

What a disaster!  Yuck!

When I wrote to InfoSeek (support@infoseek.com) about this, their replies were a
great example of how to lose a sale through e-mail.

I know one thing -- I won’t be listing in their directory again!  But just in case you
want to...

You can only submit via e-mail. Send it to url_review@infoseek.com.  Here’s a
template to use.  Modify it appropriately, to fit your own needs.

Hello,

Please consider my site for:

Personal Finance > Investing 
or
Personal Finance > Stocks

My site information is below:

>  TITLE
PennyGold:  Serious Penny Stocks Software

>  DESCRIPTION
Serious, powerful  penny stocks software shows you how to invest 
in penny stocks... AND gives you ALL the tools to DO IT.

>  URL
http://www.goodbytes.com/pennygold/

>  BACKGROUND INFO FOR INFOSEEK REVIEWER
PennyGold is not a "tips" service -- it is serious software that
teaches users how to invest smartly and successfully.

Our site has been successful, generating 50-60,000 hits per week,
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and 2-4 orders per day.

Investors love  our product. Please see the following testimonial
page (every one is "real" -- each one is supported by an e-mail
address, so visitors can contact them, should they so desire).

> http://www.goodbytes.com/pennygold/PGuserfeedback.html

If you have any questions, here's how to reach me...

Ken Evoy, M.D.
GoodBytes Information Products Inc.
68 Cote St. Charles
P.O. Box 215
Hudson Heights, Quebec, Canada  J0P 1J0
voice:  450-458-1064
fax:  450-458-1068
e-mail:  kevoy@goodbytes.com

Thank you for considering this,
Ken Evoy, M.D.

Regarding the zillions of other directories... many companies waste a lot of time and
money posting to them all.  I did, and now I can tell you not to bother --  I’ve never
had a customer tell me, “I found you on BillyBob’s Link World.”

Unless there is a specialized directory related to your product or industry,
submitting to any other directory is just not worth the effort.  Nor is it worth hiring a
service or buying software to do it... the change in traffic, if any, will be negligible.
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5.  Offline Ways
to Build Traffic

The above methods are all online ways to build traffic. Here’s what to do offline.

Plaster your URL on all your offline marketing efforts...

• TV, print and other advertising

• stationary and business cards

• catalogs, fliers, billboards, blimps, etc.

• direct mail (prominently on every document)

• telemarketing (make it part of the script)

• news releases to targeted media.

Detailed discussion of offline methods of marketing your site are beyond the scope
of this book.   

However, we will discuss a few low-cost, potentially effective offline techniques.
And...

I came across a brilliant article by Linzi Day in Jim Wilson’s VirtualPromote.  Her
article made a rather stale topic (offline marketing) fresh, original, and memorable.  I
asked her permission to reprint it, and she has kindly accepted.   Here it is...
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5.1.   Lessons from the BBC

Linzi Day <linzi@first.uk.com>, <http://www.first.uk.com/mlm/index.html>, is a
trainer, speaker, and business journalist. 

She has trained for multi-nationals in the UK, Europe and the middle East.   She
writes a regular business column and is an expert contributor to several UK biz
publications.  Her articles have appeared in everything from women’s magazine to
national and Sunday newspapers, in 59 countries to date.   

She runs a newsletter for small business owners which focuses on promotion and
PR techniques.  She also speaks at national conventions on a variety of topics
related to business expansion and the potential of the Net.  

And she’s a webmaster to boot!  Where does she find the time for her Bengal cats? 
;-)

Copyright (c) 1998, ESG, all rights reserved. Used by permission.

Thank you, Linzi, for the lessons contained in this wonderful article...

As a business journalist and small business advisor, I have noticed that very few
people take advantage of the many cheap or free ways to promote their site off the
web.

I’m from the north of the UK. Now that’s about half way up the map, on the left hand
side and actually is nowhere near the north of the country! With geographical
challenges like that, you can imagine that getting people to our web sites is even
more fun for us Brits -- we’re famous for not being able to find our way out of a paper
bag.  So the web and web addresses are even more of a nightmare!

So the BBC (British Broadcasting Corporation) has decided to educate us all. When
you consider that current estimates suggest that 22% of the UK has access to the
Internet, you realize that the BBC has a real job on its hands with the other 78%.
And there is a lesson hidden in the way they are doing that job, one that we might all
benefit from.

The BBC did a survey on...
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...new Internet users. They’ve based their whole web strategy on the
findings. It basically found that when people logged on for the very first time, they
didn’t know where to go. No surprises there -- I’m sure most of us can remember our
first Internet trip. The survey further pointed out that newbies tend to spend a long
time (measured in months) in their service provider’s content area.

The survey also told them that newbies can’t type addresses into their browsers, and
that they find it difficult to accurately convey a URL over the phone. A UK newbie is
likely to actually type in “wwwdotvirtualpromotedotcom.”  Many of us have long since
forgotten these newbie tendencies, but it’s important to remember.  For the next few
years, there will be millions and millions of Internet newbies!

Based on all this research, the BBC set a goal. Now this goal is probably going to go
down in history along with “A computer on every desk and in every home running on
our software” as a mixed blessing. The goal was...

... The one Internet address that everyone in Britain will know is
bbc.co.uk.

And do you know what’s frightening?  They are achieving it!  My granny who’s 86
knows the BBC’s URL. She doesn’t know it’s a URL, but she knows that the web is
about those bbc dot co dot uk things!

They’ve achieved this by repeating the address at the end of every program.
“Further information on the topics covered in this program can be found on
bbc.co.uk.” <http://www.bbc.co.uk> 

They printed pens with it on. They put it on the side of their trucks. They include it on
their letterheads, their invoices, their comp slips and business cards. They repeat it
regularly on all their radio programs, which, including the world service, cover the
globe. They put it on T-shirts, baseball caps, tennis balls, you name it -- literally.

They even include it on their telephone system. While you’re on hold you can listen
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to what’s on the Web site today. All concluding with bbc.co.uk. They even say it in a
very specific way. Wrongly! 

Like this... bee, bee, cee, dot, (pause), co, dot (pause) ewe, kay. Go on try it -- it
sounds weird. So people rang in and said “NO! You don't say URL's like that. You
should say bee,bee,cee,dot,co pause,dot, uk.”

This discussion moved to television talk shows and the main evening news! The
whole business got even more publicity. Which is the correct way to say a URL? I
don’t know. But I do know that there is not a man, woman or child old enough to
watch the Teletubbies (a kid’s show here in the U.K.) that doesn’t know that the
BBC’s URL is bbc.co.uk!! 

Which is a huge achievement, wouldn’t you say?

So now, when any Brit logs on to the Internet for the first time, the one address that’s
ringing in their ears is - the BBC’s. That’s 65 million prospective visitors who now
know one address that they can type into their browser when they get on-line!

So can we learn any lessons from this? 

Alongside our web-based promotion efforts do we truly make every effort we can to
ensure that potential customers know our URL?

I get invoices and letters daily from people who come from all around the world -- full
address, phone and fax on their communiqués, of course, but no URL. I’ve got
hundreds of ugly freebie pens on my desk and the only one that has a URL on it is
from an ISP. Key fobs from car dealerships - phone numbers - sure. But URL’s? Not
usually.

How many people put their URL on their answering service? My plumber is in the
process of building one so he can say “I’ll call you back . . . if it’s something you may
be able to fix yourself why not check our web site for easy home repairs?!”  I think
that might help his customer loyalty!  But doesn’t the guy want the call-out fees?  ;-)

Another simple but effective idea came from an alternative health and book store
called the Rowan Tree <http://www.rowantree.co.uk>. It’s about 100 miles from me. I
go maybe three times a year. Last time I visited they included a business card in my
package with their web site and a 10% discount offer on it. Now I order monthly from
them.
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The BBC’s site and it’s sister site beeb.com <http://www.beeb.com> now pull an
ABC figure of 12 million a month, which makes it the most popular commercial site in
the UK and probably among the top 50 in the world.

Perhaps by taking on board some of their thinking we can pull a few extra visitors
ourselves?

5.2.   The Second Best Way
to Attract Targeted Traffic

Know what I have found to be the second most cost-effective way of attracting
targeted customers?

Write a column for a magazine or newspaper that reaches your target market.
There’s an implied endorsement from such a magazine -- that’s invaluable.

After a few months on the Web, I was invited to write a column for the Canadian
MoneySaver.  Although its focus was general investing and money management, I
thought it was worth trying.

It doesn’t take long to write, but it was a consistent source of PennyGold orders
since Day 1.  In any given week, about 15-20% of orders come from someone who
found us “through MoneySaver.”

Canadian MoneySaver
http://www.canadianmoneysaver.ca/
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5.3.   Word of Mouth
Word of mouth is the best, cheapest, long-term way to targeted traffic and
sales.

While word-of-mouth costs nothing, it ain’t easy.  Here’s how to
generate great word-of-mouth advertising...

• Offer a top quality product -- overdeliver.

• Service your customer -- support the heck out of her.

• For more info, see “customer-nurturing” section.

Remember when we talked about testimonials?  Well, word-of-mouth is five times
more powerful -- after all, what could be better than a real, live, person-to-person
testimonial?  Those who come to your site via word-of-mouth are pre-sold. 

In a more direct, short-term approach, you could also reward visitors to your Web
site for referring a friend to your site (discussed earlier).

5.4.   Classified Ads
The considerations of writing a classified ad are the same as for online media.  In
addition...

• what’s the MWR?  Rip out the ad, stuff it in your jeans, refer to it when online and
come to the site!

• expensive per line, so keep it short -- need a headline that is real “power slogan”
or “teaser” and a strong call to action to visit the site.

• test a few different headlines, calls to actions, etc.
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• measure cost-per-prospect-hit,cost-per-prospect-converted.

I’m not convinced about classified ads.  They are supposed to be a favorite of
information sellers, but I certainly didn’t have any success, albeit after just a small
effort.

I placed an ad for PennyGold in the Northern Miner, the world’s leading mining
newspaper...

------------------------------------------
Serious, powerful junior mining stocks
software shows you how to succeed in this
exciting and profitable investment arena...
AND gives you all the tools to DO IT.
For fully documented proof of PennyGold’s
success, and for a FREE subscription to
our PGOLD XPRESS newsletter, please visit
http://www.pennygold.com.
------------------------------------------

It’s read by tens of thousands, the majority of whom are mining investors.  I couldn’t
choose a more targeted newspaper.  We ran the ad for four weeks and paid $170 for
that.  Net result?...

Zero.  No perceptible difference in our traffic.  And not a single order.  If we had an
order or two, I’d be tempted to re-write the ad, testing one with more sizzle.  But
zero is a pretty terrible number.  I’m better off spending the time and money
elsewhere.

5.5.   Offline vs. Online?
A Rule of Thumb...

A general rule of thumb: if your target market is worldwide, online marketing makes
a lot of sense (of which search engines makes the most sense).  If you have a
local auto dealership, however, offline methods will predominate.
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6.  News Releases
... Offline (and On)

How does publicity compare to paid advertising??  Like day compares to night!  

There is no comparison!  Paid advertising does not come close to the sales
power of a positive article about you and your product.  Here’s why...

• Stories about you and your products in the media are more believable.  

• The reader is far more receptive to an article than to an ad, where there is always
some inbuilt resistance.  

• There’s the “implied endorsement” factor.  It’s as if you’ve been blessed by that
newspaper or TV station!

Bottom line? Free publicity drives targeted, ready-to-buy customers to your
site.

Of course, every biz in this world wants free publicity.  So the competition for
attention is fierce.   The way to break through the background noise is to approach
the key person with the right perspective...

The job of filling a news show or newspaper section falls on the person who assigns
jobs to the journalists...
 
• TV -- the “assignment editor.” 

• Radio -- the “news director.” 

• Newspapers -- each section of a paper has its own “editor.” 

We’ll refer to all of these people as “the assignment editor.” If you are the
assignment editor for a newspaper, your job is to fill the space... 
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... and you don’t have enough resources to do it!  It’s a busy,
time-pressured job.  If you help that person, you have a friend... and an
interview.

In most cases, you send your news release to the assignment editor.  Naturally, if
you know how to reach a journalist directly, one who would “fit” well with your story,
do so.  For the sake of this chapter, we’ll use “editor” or “journalist” interchangeably.

Now that you understand who the key person is, here’s the right perspective...

• Your story is your product.

• The assignment editor is your customer.

• The news release is the “sales letter” that must sell the story to the editor.  The
MWR of your release is to make your customer, the editor, buy your story -- she
must call you for the interview.

If you keep this perspective in mind, selling your story to the editor is just a matter of
using all the principles that you have learned in MYSS!...

• Product -- Develop a high quality product (your story) that delivers benefits to
the editor.

• SELL -- Develop a top notch sales letter (your news release) that SELLS your
story.

• Traffic-Building -- “Build traffic” by sending your news release to a list of editors
who reach your target market.

• Be customer-crazed in servicing your customer, the editor.  Make her life easy...
answer every question... provide everything she asks for... service, service, service.
She’s your customer, after all!
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6.1.   How to Make the Editor
Buy Your News Release

Your news release has to fit to succeed...  

• First, the media must fit your needs.

• Then, you must fit their needs.

The first fit is by far the easier to accomplish.  Research and build a list of
newspapers, magazines, cable shows, etc., etc. that reaches your target market.
When building your list of target media, look for...

• media that will enhance your reputation, not hurt it (“Do I want to appear in this
magazine?”)

• match the media’s demographics to your customers (“Are my customers watching
this news show?”)

The second fit is a lot harder to meet.  To fit the needs of the media that you
select, remember this...

Your customer, the assignment editor, wants news... news that is of interest to her
customers.

So send out news.  Come up with a story angle that fits the assignment editor’s
needs -- something that her audience will love.  Find the hook... 

... that the media will go bug-eyed over!

Here are just a few examples for how to spin your story to fit the editor’s needs...
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1) Be or do something valuable.  What have you created that is new and valuable,
and that could be news to the audience of your target journalist?

2) Make it topical.  Connect your story to a current news item.

3) Be the “first” or “most” or “best” etc.   If your site is “the first” at something,
you are news to the journalist who targets an audience that would be interested in
that something.  While “first” is always news, being the “most” or the “best” is
almost as good.

Once you set the hook, prepare the rest of your fishing rod, the full news release...

Your customer, the assignment editor, goes through hundreds of news releases
every day.  For most, she never reads past the headline -- the hook just wasn’t
there.  How to survive the cut?...

She’s looking for three critical things in your release...

1) reader or audience interest -- If your news release quickly proves that you have
content that her readers will love, you’ll get the interview.  So...

Know what your editor is looking for.  This is critical.

2) media appropriateness -- For TV, the assignment editor must see a story with
plenty of moving pictures. In radio, there must a good opportunity for audio. In print,
the editor wants interesting, valuable information. 

3) editorial interest -- The “slant” of the story, the angle that makes it of greater
interest or relevance to that particular newspaper, even to a particular journalist (it
helps if you know the personal style and likes/dislikes of the journalist).  Consider
the slant.  

If the slant is slightly off, re-write the release to fit.  If it’s way off, do not send the
release.  The editor will either trash it, or worse -- she could take your story and
slant it against you (unless you believe that even bad publicity is good!).

4) how much work/time it will take -- Make it easy for them to use your stuff.
Provide it all -- even write your release in their style of writing.  Do their work.  Make
it look quick and easy to do your story.  
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Remember the MWR of your news release... get the media to call you.  You will
succeed if you meet the needs of your customer, the assignment editor.  

6.2.   The Three Pages of a 
Professional News Release

A finished professional news release consists of three parts, each a single page...

• News Sheet -- the news itself

• Bio Sheet -- who you are, and why you’re a great interview

• Question Sheet -- suggested questions that make your journalist’s life easy.

6.2.1. Page 1 -- News Sheet
As we said earlier, your news has to have the “hook” or the angle that makes the
journalist see the value to her readers.  If that hook develops a terrific “human
interest” angle, or if it delivers “valuable information” to the reader, you’ll get the
interview.

Remember all your competition for the media’s attention -- make it irresistible.  Use
your hook, your one best shot, to anchor a straight-forward, well-written one page
news release that will force the editor to read it.

Here’s how to write a winning news release...

Timing Notification and Page Number
First, in  the upper left corner, type in either “For Immediate Release” or, if the
information is time-sensitive, enter “For Release Before...” or “For Release After...”
followed by the date, which tells the media people when to use the release.

Put the Page number under the notification.  The News Release itself is always
Page 1 of 3.  The Bio Sheet is Page 2 of 3 and, yes you guessed it... the Question
Sheet is Page 3 of 3.
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Contact Information
In the upper right corner, type “For Further Information Contact:”. On the next line,
put the name of the contact person and the company, followed by the direct
telephone/fax numbers of that person.  Also include the e-mail address and the Web
site URL.

The contact person must be easily, directly and immediately reachable.  No
muss, no fuss.

Instead of referring the media directly to your Home Page, consider putting up a
special page for your journalist, one that is slanted to her particular orientation and
gives her the info she needs quickly and clearly.  

Instead of just sending her to http://www.sitesell.com, refer her to
http://www.sitesell.com/hermedia.html.  Provide a link to your Home Page “for
more information.”  But don’t provide a link from the Home Page to her media page
(keep it a “secret,” just for her).

The Headline... as Important as Ever
The headline -- as we have said before, the headline is critical.  In this case the
headline must force the journalist and/or editor to read on.  It must get her excited
that “here is news that my readers will eat up.”

A bad headline goes in the garbage.  An OK headline has a less-than-OK chance.
A great headline, though, gets the interview.

If you were promoting this book, for example, a good headline might be, 

Successful Online Marketer Says... “Anyone Can Sell on the Web”

That’s guaranteed to attract the eyes of readers of the business section.  And, more
importantly, the editor will recognize that as well.

The headline speaks to benefits for the editor’s audience.  Compare that with this
headline...

Dr. Ken Evoy Releases Internet Sales Book...
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... Great, Big, Yawn.  No one cares about Dr. Evoy -- they care about
themselves.  Editor squeezes your “hot news” into a tight little ball and files it into the
round filing cabinet under her desk.

Don’t be shy.  Write a powerful, even boastful, headline, with a benefit aimed at the
audience of your editor.  Spend as much time on the headline as on writing the
whole body of the news release.

Lead Paragraph or Two
Summarize the story in the first paragraph or two.  No details yet.  The headline and
first section should give you a good idea of what’s to come.

Tie the headline into the first paragraph.

So, sticking with our example above...

What’s the most common thing you hear anyone say about business on the Web
nowadays?  

The first line is so important that it should be the only line of that first paragraph. 

The first line has to absolutely grab the editor by the throat and scream...

“I am of tremendous interest to your readers... you must continue to
read the rest of this news release... or I won’t let go of your neck!”

“No one’s making any money at it!”    Right?  

Wrong!

The first three lines have both summarized the story (which is about Web selling,
not about the book).  Together with the headline, they give a good idea of what’s to
follow, and they do it with impact!  How can the editor not continue?...
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Meet Ken Evoy, emergency physician and successful toy inventor.  Dr. Evoy
is also now a highly successful Web marketer/salesman.  

Starting from a “zero knowledge base,” he has developed a Web site
(http://www.goodbytes.com/pennygold/) that generates over 200,000 hits per
month.  It also sells $1,000 per day of a software product that he wrote
himself.  

The best news?  He claims that absolutely anyone can do this.

As you see, the first few paragraphs rapidly develop the story.  They start answering
the who, what, when, where, why, and how of the story.  They involve the reader
(“Hey, maybe I could do that.”).  The following paragraphs complete it...

Tell the Rest of the Story
Develop the rest of the story, always remembering what the reader and the
editor want to read, not necessarily your favorite part of the story.   Especially
remember this...

Nothing turns off an editor more than obvious self-interest (“we’re open” or
“announcing our new product” type releases).  The story idea must be of value to the
editor’s readers, listeners, and viewers... you come second.  If you make your piece
self-serving, your news release will make a wonderful...

... paper basketball... nothing but trash!   

In other words, how do you improve your editor’s readers lives?  Why is your
story of intense interest to her audience?

Quote yourself liberally.  Quotes break a story up, add interest, and they allow you
to editorialize.  Use them... a lot.

When you quote yourself, don’t just say, “...says Ken Evoy.”  Add a credential that
gives you credibility... a phrase that backs up who you are.  Otherwise you’re just a
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name.  Even if you are “merely a high school teacher,” your credential becomes, “...
says the highly respected educator.”  This adds impact and credibility.

To continue our example...

“The beauty of a Web business is that it can all be done by one or two
people,”  claims this Web-battle-hardened M.D.  “It’s a wonderful
husband-and-wife project.  And it can easily become a larger income
generator than your current occupation.  My favorite part?  There’s no
overhead!”

He goes on to add, “To win on the Web, you only have to do three things
well to succeed...

1) Create a great product.

2) Write a Web site that sells with deadly effectiveness.

3) Attract motivated buyers to your Web site.”

The enthusiastic, excitable medic adds in the same breath,   “And here’s
the best news of all.  Each of those three things are completely do-able.
I didn’t know that when I started our Web biz, but I know it now!” 

“That’s why I wrote  the book, Make Your SITE SELL!.  Anyone, no matter how
low-tech they may be, can take this book, follow the steps and build a
successful Web biz.” 

See how the story is not about the book or about Dr. Evoy.  It’s about the benefits
that the book delivers... the benefits to the editor’s readers.  But the story leads
into the book, fulfilling our goal as well.

From here, don’t complete the story.  Without actually saying so, the above body
copy makes it clear to the editor that the “good stuff is in what I still have to say in
the interview.”  Let me paraphrase...

Don’t make it possible for your one-pager to be published “as is.”

The media person must understand that you have a lot of yummy info that is not
included in the release -- remember the goal of the release is to get the
interview, not tell the whole story. If you get an interview, you are almost
guaranteed a half-page article with photo, or a 15 minute radio or TV segment.
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By the way... one page 8.5” x 11”, printed one side only, single-and-a-half spaced,
1.5” margins all around. 

And all the usual rules of good writing apply... tight, clear, active verbs, short
words, etc.  Keep it short!

The Closer -- Call to Action
What do you want the editor to do?  This is the MWR of your news release. Since
you are writing this initially for the editor, your call to action must be designed to get
into the newspaper, magazine, radio, or TV report.

The editor/producer is not in the business of selling your product.  So your call to
action must be different from the “Closer Page” of your Web site.  It has to be
subtle... but it has to accomplish your goal.  Or don’t bother with the piece.

Remember, don’t try to sell your product to the consumer  (i.e., “the book can be
ordered for $9.95 by dialing 1-888-WEB-SELL”).  Instead, sell your story to the
editor.

Your release’s MWR is to get the journalist or producer to call you for an
interview.  Let’s continue our example...

-----

Dr. Ken Evoy knows how to sell on the Web.  He has been featured in local
and national media, on topics ranging from medicine and toys to investing
and the Web.  

He knows how to tailor great answers for your audience demographics.  Your
readers will appreciate the story, both for its human interest and for its
content value.  For more information, please visit  the Web site at
http://www.sitesell.com/media.html.  

For a free download of the actual book for review purposes, please call
(450-458-1064).  Photos available upon request.

Notice that I am not pitching the book.  I am pitching the value to the journalist’s
customer, her reader.
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6.2.2. Sample News Sheet
OK, let’s put it all together.  Here’s the release for MYSS!...

To: Jane Smith Contact Information:
Assignment Editor Ken Evoy, M.D.
New York Times GoodBytes Information Products Inc.

1-504-458-1064 (tel.), 1-504-458-1068 (fax)
For immediate release http://www.sitesell.com/media.html

Page 1 of 3 kevoy@goodbytes.com

-----

Successful Online Marketer Says... “Anyone Can Sell on the Web”

-----

What’s the most common thing you hear anyone say about business on the Web
nowadays?  

“No one’s making any money at it!”  Right?

Wrong!...

Meet Ken Evoy, emergency physician and successful toy inventor.  Dr. Evoy
is also now a highly successful Web marketer/salesman.  

Starting from a “zero knowledge base,” he has developed a Web site
(http://www.goodbytes.com/pennygold/) that generates over 200,000 hits per
month.  It also sells $1,000 per day of a software product that he wrote
himself.  

The best news?  He claims that absolutely anyone can do this.

“The beauty of a Web business is that it can all be done by one or two
people,”  claims this Web-battle-hardened M.D.  “It’s a wonderful
husband-and-wife project.  And it can easily become a larger income
generator than your current occupation.  My favorite part?  There’s no
overhead!”

He goes on to add, “To win on the Web, you only have to do three things
well to succeed...

1) Create a great product.
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2) Write a Web site that sells with deadly effectiveness.

3) Attract motivated buyers to your Web site.”

The enthusiastic, excitable medic adds in the same breath,   “And here’s
the best news of all.  Each of those three things are completely do-able.
I didn’t know that when I started our Web biz, but I know it now!” 

“That’s why I wrote  the book, Make Your SITE SELL!.  Anyone, no matter how
low-tech they may, be can take this book, follow the steps and build a
successful Web biz.” 

-----

Dr. Ken Evoy knows how to sell on the Web.  He has been featured in local
and national media, on topics ranging from medicine and toys to investing
and the Web.  

He knows how to tailor great answers for your audience demographics.  Your
readers will appreciate the story, both for its human interest and for its
content value.  For more information, please visit  the Web site at
http://www.sitesell.com/media.html.  

For a free download of the actual book for review purposes, please call
(450-458-1064).  Photos available upon request.

Once you’ve written the release, go for a walk.  Come back the next day and read it.
Would a busy media contact get past the headline?  The opening paragraph?
Would she read it all?  

If not, make it better.  Make it better anyway -- make that editor call you!

6.2.3. Page 2 -- Bio Sheet
This is your one-page auto-biography.  Here’s where you finally get to talk about
your favorite topic... 

... you!  
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Don’t get carried away with yourself, though.  Stick to the issue at hand -- convince
the editor that you’re a great interview who can deliver the goods to his audience.

Cram this sheet with info that proves to the media that you’d make a great
interview.

6.2.4. Sample Bio Sheet
The best way to teach is by example.  So here’s the bio sheet that I’ll include with
MYSS!’s news release...

To: Jane Smith Contact Information:
Assignment Editor Ken Evoy, M.D.
New York Times GoodBytes Information Products Inc.

1-504-458-1064 (tel.), 1-504-458-1068 (fax)
For immediate release http://www.sitesell.com/media.html
Page 2 of 3 kevoy@goodbytes.com

-----

Successful Online Marketer Says
Anyone Can Sell on the Web

Biography

Ken Evoy is a Montreal-area physician who formerly taught and practiced
emergency medicine at a McGill University teaching hospital.   Until
November, 1996, he knew little about the World Wide Web.

Before then, he and his wife designed toys and games.  They sold 23 of
their inventions to large companies around the world, generating millions
of dollars in royalty revenues along the way.

When their second daughter was born, they stopped traveling the world, and
settled down in affluent Hudson, Quebec, 30 minutes outside of Montreal.
He still practices medicine at a local walk-in clinic, but in his own
words, “as a part-time hobby that I love.”

He got “into the Web” totally by accident...

“In late 1996, I started writing a computer program for myself called
PennyGold.  In the six years before that, I had developed a successful
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strategy for investing in junior mining companies.  But in late 1996, my
strategy could  not identify any strong investment candidates.”

He goes on to explain...

“So I gathered all my loose-strewn notes and rough database...  and
converted that chaos into the ‘ultimate penny mining stock software.’ 
Originally intended for my own personal use, I planned to use it with the
Internet to generate more high-potential stock candidates.”

While surfing the Web, he realized that he had “the whole world sitting on
my desktop.”  He saw the Web as the ultimate niche-marketing vehicle.   He
figured that if his software product was of interest to him, it would be of
interest to others on the Web.

But there was a problem... except for a few, well-publicized cases, few
entrepreneurs were succeeding on the Web.  And there was simply not a
harder product on the Web to sell than PennyGold.  People have grave doubts
about penny mining stocks... “and well they should” according to Dr. Evoy.

He would have to convince people to buy a product that most would view
skeptically.  So he set about reading books on copywriting, writing direct
response letters, and Web marketing.  He surfed through countless
commercial Web sites,  looking for the strongest common elements that
worked.  He spent a full year learning the theory, “then pushing it to the
next level.”  

He launched the PennyGold Web site in November, 1997.  What happened?
Well, it was slow at first.  As Dr. Evoy says,  “The Web site was a digital
testing ground that trashed most of the theory, but that also showed me
what worked.”

“I tried just about everything that looked or sounded reasonable -- I kept
what worked, and dropped the rest.  I boiled the whole process down to
doing a small number of things perfectly.”

The net result?  PennyGold now receives over 200,000 hits per month.  It
generates over $1,000 per day in orders.  And the best part?

“Total overhead is $50 per month!” he says gleefully.

And now he’s taken it one step further.  “There’s so much bad info out
there, written by people who’ve never sold a thing on the Web.  I decided
to take all I had learned and tie it into one neat package that can truly
teach anyone how to sell on the Web.”
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6.2.5. Page 3 -- Question Sheet
Only the pros supply this one.  Feed your customer, the journalist, with questions
that are of interest to her readers.  It’s a simple matter of servicing your
customer!

Journalists are extremely time-pressured.  Researching and preparing for an
interview is a major time-consumer.  If you do it for her,  you give her a great
springboard from which to build... which means that you’re more likely to get the
interview. 

With this document, you tell the journalist, “Here are some questions that cover
topics that are of interest to your readers.  You may find them useful as a starting
point for our interview.” 

All interviewers love having this list, as long as you don’t make it look like you’re
trying to dictate or control the interview.  If you provide solid, newsworthy or
provoking questions, your interviewer will use them.  But if your questions are
obviously self-serving, she’ll trash them.

Reporters need several perspectives on a story.   Ask a question that brings in
clients, vendors and others related to your product.  (Brief these people before the
journalist calls them.)

Bottom line?...

Provide a question sheet -- it clinches the sale by making your customer’s job
easier.
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6.2.6. Sample Question Sheet
Here’s the sample question sheet for MYSS!...

To: Jane Smith Contact Information:
Assignment Editor Ken Evoy, M.D.
New York Times GoodBytes Information Products Inc.

1-504-458-1064 (tel.), 1-504-458-1068 (fax)
For immediate release http://www.sitesell.com/media.html

Page 3 of 3 kevoy@goodbytes.com

-----

Successful Online Marketer Says
Anyone Can Sell on the Web

Questions that May Be of Interest to Your Audience

You may find the following questions useful during our interview...

1) Ken, what does the entrepreneur have to do to succeed on the Web?
Value -- E-commerce is a red-hot topic.  Millions of would-be

entrepreneurs are “thinking about starting a biz on the Web.”  But they
don’t know what to do.  This answer provides solid, experience-based advice
to your audience.

2) But aren’t people scared of the Web?  The security hazards?  The credit
card frauds?

Value -- The answer debunks many of the myths that your readers may
hold.

3) Why do you say that anyone can sell on the Web?
Value -- Because anyone truly can. Dr. Evoy will explain how and why.

Will intrigue and inspire your audience.

4) What is the most satisfying part of doing business on the Web?
Value -- Inspirational answer.  Sense of satisfaction of succeeding

because of my own efforts.  And of knowing that if I do a good job, I will
succeed.  

5) Any happy customers to tell us about?  Can we contact them?
Value -- Direct contact with customers is one of the great rewards of

a cyber-biz.  If you care to interview PennyGold owners, or readers of Make
Your Site SELL!, names will be provided.
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6) Anything special about your site that’s designed to sell a book about
how to write a site that sells?  Kind of a picture in a picture, isn’t it?

Value -- an offbeat, interesting angle.  The site that will sell the
book about how to write a site that sells will really have to prove itself!

7) How does your Web biz compare to the toy inventing business?
Value -- Illustrates how “do-able” a Web biz is, compared to just

about any other kind of business.  There are only three variables.  Your
reader will find this to be an inspiring and valuable concept.

8) I understand that you have had several credit card fraud attempts
against your business?

Value -- brings up a little covered angle to a hot story, credit card
fraud...  fraud against the vendor, instead of by the vendor.  It’s the
vendor who is hurt the most by credit card fraud.  Your audience will be
relieved to hear how negligible their risk (as consumers) really is.

6.3.   Offline Media ➨ List and Send
Once you’ve got a news release no targeted editor could refuse, you’ve only got two
steps to go...

1) Build a list of targeted offline media.

2) Send to that list.  Despite all our high-tech ways to communicate, the best
way to send to the offline group is still...

... good old, regular snail-mail!  But it’s more expensive,
time-consuming, and slow.  E-mail is too impersonal and easy to delete. Fax is a
nice happy in-between.

The best use of time and money is computer fax modem or broadcast fax.  Let
your computer (or someone else’s) broadcast fax to your database of relevant media
contacts while you sleep.

And, despite what the books say, don’t bother with follow-up phone calls.
They’re a waste of time and money.  If an editor is interested, she’ll call.  If not,
you’re a bother.
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Get the news out locally first.  Then go national and international.

6.3.1. Local and Niche Media
Start locally, for several reasons...

1) You are more likely to get the interview.  Local stories are always more
relevant for local media.  Unless you’ve got an earth-shattering project, your odds of
getting into USA Today are less than winning a lottery.

2) You will learn which lines work best, and you will improve others.  By the
time you reach the major leagues, you’ll be hot.

3) You’ll learn from your mistakes, and eliminate them, before you hit the big
time.  Some journalists will even be helpful, if you ask them for tips, criticisms of the
news release, etc.

4) You may meet somebody who knows somebody who knows a key
journalist.  This intro could make the difference.

5) Major media opportunities (Tonight Show, USA Today, etc.) scan the
smaller, local media, looking for great stories to pick up.  When it happens this
way, it’s far stronger than if they respond to your news release.  They want you.

6) You can use your “local sensation” to leverage your national-level efforts.

7) Most important... well-chosen, targeted niche media can bring you the same
results as the big guys.  They won’t bring you the same raw volume, but they can
attract far more targeted customers.

“Local” means more than “geographic.”  Are there trade journals, niche magazines,
cable programs, and any other special-interest media that would gobble up your
story?  

Perfect!... Targeted readers from smaller but focused media can bring you as
much business as less-targeted mass media.
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A “local” campaign should be “hand-made.”  You hand-select the media.  Choose
people who you know, or who you feel will fit best with the story.  Learn each
magazine and program well, and understand where you fit in and how it helps the
editor.

Phone the correct person and make your pitch over the phone.  Tailor your pitch to
fit the slant of each media.  Then either mail or fax your news release (however she
wants to get it)... immediately.  Keep it all very “high touch” and not “high tech” --
after all, this is a local person-to-person story. 

A few points on the phone pitch...

1) Work from notes.  Pull the highlights out of your written news release and bullet
them.

2) Find ways that your info helps the journalists’s audience.

3) As always, keep it short.  Finish the pitch within 5 minutes.

Be ready to buy a little advertising in return for the article getting published, but only
if they ask, and only in issues after the initial article.  Your article is more credible if
it’s not “tainted” by a nearby commercial.

6.3.2. National and International
Once you’ve polished your skills locally, it’s time to launch a wider scale campaign.  

There are over 25,000 media contacts, reporters, managing editors, columnists,
assignment editors and producers in North America alone.  

Start with magazines and newspapers.  You’ll get closer to your markets and
have a better chance of success.  Plus print media seems more effective in
triggering a Web visit.  

Magazine databases break publications down into small categories.  Find the
categories that you wish to target.  As you peruse these resources and find
interesting prospects, ask yourself...

• Do the articles relate to your business or commercial offering? 
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• Would your customers read this magazine? 
        
• Are you finding companies similar to yours as subjects?  As advertisers?

You know the problem with having 25,000 media contacts?...

You must send to actual people with real names, not just to the general fax
number of the New York Times, not even to the “business editor” of the Times.

What’s that you said?... “It’s not practical to hand-compile a list of hundreds of
targeted media, out of the tens of thousands that exist.”  You’re right -- it’s too much
work.   

So let’s get “digital.”  We’ll use the Web, CD-ROM databases, and software to
generate our lists.

And we’ll use “broadcast-fax” to send the news releases to conventional, offline
media (radio, TV, newspapers).   While e-mail is tempting, it suffers from two
major drawbacks...

• too cheap, meaning editors are swamped with e-mailed releases

• too easy to...

...delete.

So put paper into the hands of your contacts.  Broadcast-fax is convenient and
cheap, yet still delivers paper.  You can do it yourself, or hire others to do it.

First, though, let’s build our list...

6.3.3. Free Resources to Build & Send Your List
There are free sites on the Web for building, and even sending to, a media list.  Be
careful though.  Free sites tend to be less up to date, less accurate, and less
complete.  
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Also, many of the free media lists only provide links to the media Web sites. You still
have to go to the site and do the work.  Even then, the name of the right person is
often not listed.  This is a major time-eater.

Here are some handy free Web resources that make your life easier...

1) E-MAIL: MEDIA -- Peter Gugerell maintains a terrific list of e-mail addresses for
the U.S.A., Europe, and Canada.  E-mail the ones that fit your needs.  Ask for the
name of the relevant assignment editor, as well as her direct fax line.

E-MAIL: MEDIA
http://www.ping.at/gugerell/media/

2) Click Press Direct -- just click the link of your target publication. A blank e-mail
addressed to the editor or business editor will pop up on  your screen (or you go to
the contact page of larger media sites).  You must register first.

Click Press Direct
http://www.ideasiteforbusiness.com/direct.htm

3) Gebbie Press has a lot of great free contact info...

Gebbie Press Inc.
http://www.gebbieinc.com/index1.htm

4) PR WEB -- an outstanding free resource.  Don’t miss it.

PR WEB
http://www.prweb.com/
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6.3.4. Paid Resources to Build & Send Your List
The paid sites offer comprehensive, up-to-date, and detailed databases of media
contacts...

1) Bacon’s Information Inc. -- Bacon’s is known for their database.  Probably the
best service out there -- over 300,000 media contacts throughout North America!
Buy whatever directory applies to you, or all of them, print or CD-ROM.  Then build
your own list.  

Or have Bacon’s build a list according to your targets.  Then send them your news
release for distribution to that list.  Or best of all, download their MediaSource
software (demo available from the site), build your own list, and do it all yourself!  

Bacon’s Information Inc.
http://www.baconsinfo.com/

2) Burrelle’s Media Directory -- Contains a complete list of media available in the
United States, Canada and Mexico.  More than 1,800 daily newspapers, 9,300
non-daily newspapers and 10,000 magazines (over 23,000 print sources in all).  In
addition to print media, the database includes over 23,000 radio, television and
cable outlets.

Burrelle’s Media Directory
http://www.silverplatter.com/catalog/bmdr.htm

3) Standard Rate and Data Service (SRDS) -- comprehensive listing of just about
every publication, radio and television station that you can imagine.

Standard Rate and Data Service
http://www.srds.com/
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4) Gebbie Press -- The Gebbie Press All-In-One Directory or Disks are available.
Includes all media -- radio, TV, newspapers, magazines, black and Hispanic media,
networks, AP/UPI bureaus, news syndicates and more.

Gebbie Press
http://www.gebbieinc.com/

5) Parrot Media Network -- offers databases on disk, directories in print, and
broadcast fax services.

Parrot Media Network 
http://www.parrotmedia.com/guidebar.html

6) Imediafax -- an Internet-to-fax service from Direct Contact Publishing.  Design
your own media list online.  Either buy the list or e-mail your news release to
Imediafax who will fax it to your list.

Imediafax
http://www.imediafax.com/

7) The U.S. All Media E-Mail Directory -- Direct Contact Publishing also offers a
directory of e-mail addresses should you choose to send your news releases via
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e-mail.  Neat, not expensive -- I’ll give it a shot to promote this book!

The U.S. All Media E-Mail Directory
http://www.owt.com/dircon/

8) If you’re a large company, consider the services of...

PR Newswire
http://prnewswire.com/

or...

Business Wire
http://www.businesswire.com/

9) Internet News Bureau -- John Audette’s service will charge you $225 to send out
2,000 electronic news releases to journalists who subscribe to the service.

Internet News Bureau
http://www.newsbureau.com/

Here are some of the other major “dead tree” directories -- no Web sites as of the
time of this writing.  But it’s just a matter of time.

-- Working Press of the Nation (National Register Publishing, 310 S. Michigan Ave.,
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Chicago  60604) -- over 28,000 media contacts including newspapers, radio, TV,
magazines & feature writers
  
-- Broadcasting Yearbook (Broadcasting Publications, Inc., Washington, DC;
800-638-7827) -- radio, TV, and cable outlets in the United States and Canada

-- Gale Directory of Publications (Gale Research Inc., Detroit; 313-961-2242) --
25,000 newspapers, magazines, journals, and newsletters

-- Hudson’s Newsletter Directory.  This is a listing of more than 4,000 subscription
newsletters, categorized by subject.  (The Newsletter Clearinghouse, Rhinebeck,
NY; 914-876-2081).

To find even more directories, search for  “media directories” on one of the search
engines.

6.4.   Online Media ➨ List and Send
The process is far simpler for online media, but you’ll still do the same basic stuff
as you did for offline...

1) Build a list of targeted online media.

2) Send to that list -- since this group is totally digital, guess how we’ll send our
news releases?...

... yup!

6.4.1. Build the List
Find e-zines and one-way mailing lists with audiences that match your target
market.  Get the names and e-mail addresses of the key people.
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6.4.2. E-mail Them
E-mail news releases to the one-way e-media.  While you’re better off
snail-mailing or faxing your news release to the offline guys and gals, e-mail is
de rigeur  for the digital folks. 

While you definitely will use e-mail to reach the online media, experiment with it for
offline media, too.  Check out the The U.S. All Media E-Mail Directory -- it’s a
low-cost way to determine how effective this cost-efficient method will be for you.

Writing an e-mail news release?  All the considerations of writing a regular release
apply.  Combine that with the basics of power e-mail.

Above and beyond that, there are some special considerations to remember...

1) Your e-mail’s subject is more critical than ever.  Editors receive tons of e-mailed
news releases.  They’re free and quick to send.  So your subject must get the job
done!  Make the editor open that e-mail.

2) Personalize each e-mail release with the name of recipient and a brief,
customized message.  There’s a real human reading your message at the other end.
Show you put some effort into learning her business.

Want a sure way to be deleted without getting read?  Put multiple addresses in
the “TO:” or “C.C.” fields of your e-mail software!

3) Targeting is even more important than for offline news releases.  Don’t spam.
Pick quality of contact over quantity of contacts.  Never forget -- the editor is your
customer.

4) Take your offline news release and shorten it.  Reading e-mail is painful.  
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5) Not too friendly, and not too formal.  With e-mail, it’s easy to get too chummy,
too quickly.  Once you get a response, copy the degree of familiarity that the
journalist uses with you.

6) Don’t attach a file.  The editor won’t bother to download and read it, even if she
does have the correct word processor.  Get your whole release into the body of the
e-mail itself.  Add a brief note that it is available in word-processed format, if
desired. 

7) Don’t send to everyone on your targeted list at once.  Send a few and see
what happens.  Improve your release.  Then send a few more.  And so on...

6.5.   Distribution Tips
List ready to send?  Let’s make sure of a few simple matters that make the
difference between success and failure...

6.5.1. Your ÒTo DoÓ List
Don’t send to your list until you can cross off each of the following points as
“done”...

1) Aim carefully. Target 

... narrowly.   Remember... quality, then quantity. 
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2) Customize the release with the correct name of the assignment editor, spelled
correctly, sent to her direct address or fax number.

Here’s the decision you have to make.  Let’s say that you have 200 continent-wide
targeted names.  Do you broadcast-fax the same 3 pages to all of them? Or do you
add their names just under “For immediate release”?

In the above example release, I wrote...

To: Jane Smith Contact Information:
Assignment Editor Ken Evoy, M.D.
New York Times GoodBytes Information Products Inc.

1-504-458-1064 (tel.), 1-504-458-1068 (fax)
For immediate release http://www.sitesell.com/media.html

Page 1 of 3 kevoy@goodbytes.com

If you were a columnist for the New York Times business section, and yet another
news release came rolling in on your fax machine, would this release with your
name have more impact than one without (which was probably sent to hundreds of
other editors)?  

Answer?...  Merge your database of contacts into your news release to
individualize each one, whether you send by snail-mail, broadcast fax, or e-mail.

3) Don’t follow-up, except on your local efforts.  If you sent the news release, they
got it.  If no one calls, they’re not interested -- you’d only annoy the editor.  Your time
and money are better spent elsewhere.

4) Never send to more than one person at the same news outlet.  Pick the most
targeted person.

Some people would say it’s OK to send to more than one, as long as it’s clear to
them what you are doing (i.e., c.c.).  I think it’s better to pick your best target.  If that
fails, then send to the next best target at that company.

5) If you are promoting an event, give enough lead time.  It’s often as long as 4
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months.  If you are launching a new product, many editors sign confidentiality
agreements.

6) If it’s seasonal (ex., for Christmas), know the deadlines of your media outlets.

7) The best time to send your news release to any publication is right after the
previous publication deadline has passed.

8) Be polite and formal.  Until the editor says to call her Jane, call her Ms. Smith.

6.5.2. The Top 10 ÒWhat Not To DoÓ List
Direct from our home office in Omaha Nebraska, the top 10 “Not To Do” list...

1) Do not follow up intensively.  They’re interested, they’ll call.  If not, they won’t
change your mind because you call to see if they “got it” or they liked your story.

2) Do not send indiscriminately.  Do this and ruin your reputation.  Perhaps even
get featured in a way you had not foreseen, or wanted.  Your topic must be
burningly relevant to your editor’s viewership.

3) Do not be vague.  If you can’t make it clear in writing, your competitors will.  You
lose.  Editors won’t waste time trying to figure out what your news release says.  Get
to the point, quickly and cleanly.  If you’re clear and concise, your
customer-journalist knows that you know what you’re talking about.
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4) Do not release too soon.  Be up and running, with all the bugs worked out.
Editors hate vaporware.  Best if you delay until you at least have some ecstatic
customers who are willing to talk to the news media.  Journalists love the extra
perspective.  And happy customers in an article sell product like crazy.

5) Do not forget about your target media’s lead times.  This is a sure way to miss
cut.  If you want to make the “Christmas Products” issue, plan six months ahead.

6) Do not provide incomplete contact info.  Sure sign of an amateur.  Almost as
bad?  Complete info, but the site is down, the e-mail bounces back, the phone’s out
of order, or key contact people know nothing about the release. 

7) Do not forget  to spell-check.  Hey, if you don’t care, why should the editor?

8) Do not hype the editor.  Believe me, she’s been hyped by the best.  She’ll smell
you a mile away.  It’s the clear, honest approach that stands out.

9) Do not send your release to the general mail address or fax number, care of
the “Editor” or “Journalist in charge of new products.”  Think they’ll forward it to
the appropriate person, right?  Nope.  They’ll forward it to the shredder.

10) Do not assume that the journalist knows your product, company, industry or
jargon intimately.  Not!... In fact, most will know almost zero, and that’s what you
should assume.  So...
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... spoon-feed them.

6.5.3. Do This Just Before You Release
Just before you fire it off...

• re-read, re-read, and re-read. Then re-write, re-write, and re-write.  You can never
make it too good.  But it’s easy to be not good enough.

• quadruple-check your contact info... URL, e-mail address, phone and fax numbers.
Copy-and-paste the URL into a browser to make 100% sure that it’s right.

• check with your server about the next maintenance day.  It would be a shame for
your server to be down when USA Today comes calling.

• let everyone involved know the release is going out.  Prepare your contacts’
responses to media calls.

6.6.   What to Do When They Call
When a journalist calls you, what is she looking for?

Proof that you can deliver the goods... that you offer genuine value for her readers.
That “value” might be human interest, or valuable info, or just plain entertainment.
But if she starts to feel that you can’t deliver, she’ll postpone the interview... forever.

So, during that initial phone conversation, make it clear that you know what you are
talking about, and that you offer solid value for her readers.  Think about your
customer, the journalist, rather than yourself, and you’ll succeed.

There’s one little, but important exception, where your needs come into play...
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As you sense that the journalist wants to do this, make sure that she will include
your key contact information -- i.e., the URL of your Web site, phone numbers, even
ordering info for your product.  This is the time to assure that.

If you don’t get contact info into the piece, what’s the point of all this?  If the
journalist says no, don’t get excited.  Just answer...

“You know, there’s real value and interest here for your readers.  And I’m more than
happy to spend however long it takes to share my secrets with them.  But ultimately I
want to sell some books.  And you’ll be denying your most interested readers the
vital information that they want -- where and how to buy the book.  There must be
some way to include something that can accomplish your, my and your readers’
goals.”  

After that little speech, shut up.  Stay silent.  Wait to see what she suggests.

If she still refuses, it’s up to you whether you want to waste your time or not.  Some
people like to bask in the glow of publicity, regardless of whether they make money.
If that’s your payoff, go for it.   But if you want to sell product, get the contact and
ordering info included in the piece.

I learned this the hard way.  We did a piece for Canada’s premier newspaper, The
Globe and Mail, on our toy business.  They called us, so I just said, “sure.”  During
the interview for the article itself, I asked them to include the URL  for our new
business, PennyGold.  They didn’t.  Since I had not negotiated this ahead of time, I
was stuck.  We received a few calls about the toy biz, but that was it.

When I did exactly the same thing for an article in Canada’s French equivalent to
The Globe, Le Journal Des Affaires, they did include the URL for PennyGold.  That
single mention generated 15 orders!
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6.7.   Showtime!... The Interview
Most interviews, whether radio or newspaper can be done over the phone, with you
at home or in your place of business.  Since this is not unusual, go for this
arrangement whenever possible -- your time is important. 

 Local TV will come to you, since they need your backdrop for the
story.  If Letterman asks you to come to New York, go.  Don’t insist that he comes to
you.   ;-)

 

On to the interview...

Time for a major shift in our goals.  Before, you wanted to get the interview.
Now you want to get the sale.

So... think about what benefits your customer wants to hear.  Make it
compelling.  Draw the customer to you and your product.  Don’t go overboard or
you’ll alienate your reporter... the interviewer wants value for her readers or viewers. 
If you have targeted well, you should be able to satisfy everyone... 

• audience -- excited end-users who want your product 

• journalist -- happy in a job well done, value delivered to her readers

• you -- loads of sales!

6.8.    -- Wow!  Now What?
So you made TIME magazine.  Wow!  Please make my day and drop me a line!

It should generate a lot of orders.  But two weeks later, then what?

Here’s what!  Scan that article and put it onto your Web site.  The implied
endorsement is powerful.  And you extend the “lifespan” of the article indefinitely.
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We’re doing this right now (September, 1998) with PennyGold.  We had a wonderful
mention, followed by a full article, in the Globe and Mail.  I write a column for
Canadian MoneySaver magazine.  And I have just written a feature article for The
Bull & Bear.  

We scanned them all and created a “PennyGold in the News” page...

PennyGold in the News
http://www.goodbytes.com/pennygold/in_the_news.html

6.9.   Or You Could Just Hire a Firm
Admittedly, doing it yourself is a lot of work.  But it’s do-able.

You’ll have to weigh your own circumstances and decide whether you want to do it
yourself.  Do you have the time to learn?  Do you have an employee who can?  Can
you afford to hire outside expertise?  Can you find a truly competent PR firm --
there’s lots of PR people who just take your money, so choose well.

If you don’t want to “do it yourself”, PR firms can help you both with the writing and
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the distribution of your news release.   For a local campaign, it’s best to hire a firm
from your own city.  They might even be able to grow your campaign nationally as it
gains steam.

For online PR efforts, consider the following two companies, both of which have
excellent reputations...

Eric Ward’s URLWire and NetPOST services offer a highly effective, high-end,
personalized PR service...

URLWire
http://www.urlwire.com 

NetPOST
http://www.netpost.com/netpost2.html

Tenagra is one of the true grandaddies of Internet marketing.  Their PR division was
formed when they acquired Steve O’Keefe’s Internet Publicity Services.

The Tenagra Corporation
http://www.tenagra.com/services-pr.html
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6.10.   The WormÕs, er...
The ReporterÕs Eye View

Finally, to round this chapter off, here’s the reporter’s point of view of how to deal
with the press...

Care & Feeding of the Press
http://www.netpress.org/careandfeeding.html
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7.  The Grand Finale
... 3 Secrets to High Traffic

I debated whether to reveal the three secrets, but then I said... 

“Ah what the heck.  Most people won’t bother to do them, anyway.”    ;-)

So here they are...

1) Know your customer -- this is the sine qua non.  That’s Latin for “if you don’t
know your customer, you’re dead.  Go play golf and get off the Web.”  (Amazing how
much they could say with just three words!)

2) Be smart -- the traffic-building information in this book puts you ahead of most or
all of your online competition.  But only if you use it.  Which brings us to...

3) Work hard -- before you even post to an engine, or submit your first news
release, you’ve got to prepare intensively.  Then execute like crazy.  

This book has revealed powerful, efficient ways to build traffic.  But there are no
shortcuts...

You still have to do it.
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