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Working the Web...

So you have aweb ste... you built it but they are definitdy NOT coming... a&
least not in the numbers you would like.

You are not alone. Way back in the good old days (1995), “If you build it they will
come’ was atrue statement. It's easy to understand why. There were very few on the
web. Today it is estimated that over a million new web pages go online every month.
When you do a search for tennis on Altavista, one of the mgor search engines, you are
presented with the top 10 results of 7,644,724 links, Over SEVEN MILLION pages for
you to look at. What chance do you have of being in the top 30 or 40, the first three or
four pages?

In fact, you can bein the top three results on the page very easly. By goingto a
ste cdled overture.com and agreeing to pay a per click fee (currently 29 cents per click),
you will be the number one or two link on overture.com, aol.com, dtavista.com and
othersfor the keyword tennis.. To get the top placement for the keyword e-commerce it
will currently cost you $2.59 per click.

So, the question is not how do you get people to your gte... it'show do you get
people to your site at a price that alows you to make a profit.

Y our web Steis either an extension of your exigting brick and mortar business or
it isyour business. As an extenson of a brick and mortar business, your web site may not
actually produce arevenue stream. Instead, it may provide customer support services that
create customer good will or satisfaction. If S0, the site may add to the bottom line by
increasing customer satisfaction and thereby increasing repeat sdles. It may also add to
the bottom line by reducing the cost of customer support. Either way you need to be able
to track the cost of the operation of the Site and the effect on your profit margin.



So, before we gtart talking about ways to increase traffic to your Ste we are going
to spend some time on how you will track and evaluate the results of your web Ste on
your profit margin. Y ou can do this by keeping track of the vistorsto your Ste and the

result of thair vidts.

Tracking...

Tracking vidgtors to your Ste can be reatively easy. Most hosting companies
provide a statistics package for the web stes they host. Some of these packages are fairly
extensve and some are not. In either case, the information that the statistics packages use
to create your report is pretty much the same. Thisinformation is pulled from aweb
tracking database generdly referred to as the statsfile.

Stats files are comma ddimited text files that contain information about every
request to your web Ste. They contain requests for each imagefile, html file and al other
resources on your site. They aso include the time the request was made, some
information about the computer requesting the information, what Internet location
referred the user to your Site and the keywords used to find your Steif a search engine
was used. If you are getting alot of hitsto your site these files can be hundreds or
thousands of megabytesin sze. There is so much informetion thet it isimpossible to

make much sense of it without an andysis program.

Stat andysis programs can be alittle difficult to master. To measure the effect of
your marketing program you will need to understand at least alittle about the Setistics.
Trying to look a dl of the information available is generdly overkill and awaste of time
you could be spending on more productive activities (like marketing).

If you redly want to get into the detalls of the statsfiles, contact your hosting
company. While basic gatistic andysis report packages are generdly available through
every hogsting company, most will charge an additiona fee for more detailed reports or
reports generated more often than once amonth. If you are REAL detall oriented, the raw



dats files should be available for download from your site. Y ou can then use your own

andysis program to process the information to your hearts content.

Thefollowing list gives you afew examples and a URL for more information. Cogts run
from less than a hundred dollars to thousands.

Webtrends — www.webtrends.com

123logandyzer - www.123logandyzer.co
webstat - www.webstat.com

faststats — www.mach5.com

savmill - www.sawmill.net

There are, however, afew areas that you need to look and track at on aregular basis,
ether monthly or weekly.

1. Totd Vigtors— Generdly avaladle with dl andyss programs, this number
indicates the total number of vistorsto your ste. It includes vistors that come
to your Ste more than once. The raw number will tell you if the traffic to your
dteisincreasing, decreasing or staying the same. A line chart or bar chartis
the best way to track this number. In the sample below, (Figure 1) the left
column of numbersindicates the number of monthly vistors. The bottom line
indicates the months. The three red lines indicate changes in your marketing
plan. For instance, 1 may be when you started your link exchange program. A
graph like thiswill give you an ingant picture of the effect of your marketing

on totd vigtors. This same type of chart can be used for most measures.
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Figure 1

2. Unique Vigtors— Another standard measure in most analyss programs, this
number indicates the tota number of individuas that visited your ste. (See
repeat visitor ratio below)

3. Averagetime spent in the Ste— This number gives you the average number of
minutes that your visitors stayed within your ste. Generdly, the longer they
arein your Ste the better. Y ou may aso want to track the effect of average
time on the Ste to sdles. One method of doing thisisto develop aratio of
dollar sales per vistor or some block of vistors (divide total salesby total
vigitors). Then you can use adouble line chart to compare the two numbers.
(Figure 2). The left column of numbersis the average revenue per visitor (or
visitor block — for instance you can use the average revenue per 100 visitors).
The right column is the average length of stay on the site. The bottom shows
the tracking months. The thick line indicates the average revenue per visitor.
The thin line indicates average stay on the site in minutes. A quick look &t this
chart will tel you if length of Stay has any relationship to the average revenue
per vigtor. If you are aggressvely working your site and making changes, this
graph will help tell you if the changes you have made postively effect the
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performance of the site. If the change causes the average stay to go up and the
revenue per vistor go down, you may want to reconsider the changes. For
ingtance, if a change in your order entry system causes people to teke 5
additional minutes to make a purchase it may well increase the average time
spent on the Site. It may aso decrease the average revenue per visitor because
some vistors get fed up with the additiona time required and leave prior to
finishing the order.

. Referrer — A referrer isa gte that refers (provided the link) to your ste. This
can be a search engine or another site.

. Key Words — In the case of areference from a search engine the keywords
used in the search are kept. Y ou want to track which keywords people are
using to find your gte. In the case of keywords, you want to keep track of dl
the keywords used and not just the top ones.



In addition to these numbers which are available through the sats filesyou dso

want to track visitors based on the purpose of the site. Thislist isnot so easy to define.

Every gteisalittle different.

If your Steisasdes Ste you definitely want to track:

1.
2.
3.
4,
S.

Total sdes

Average sae per purchase
Average sde per vigtor
Average profit per purchase
Average profit per visitor

If your Siteisacustomer service/support site you will aso want to keep:

1
2.
3.

Tota number of support/service users

Tota number of unique support/service users

Tota number of support/service cals from other sources (phone, fax,
emall, etc)

Satisfaction level of customers using the site.

Y our purpose in tracking should be to measure the success of the intended use of

the gte. If the Steis primarily support/service you need to make sure that it is achieving

the intended purpose. If it is a sdes Site you want to track saes. If you are not tracking,

you cannot make effective decisons about your Ste.

Once you are tracking these (or other) numbers there are a couple of ratios you

may aso want to keep. One method of determining the amount you can afford to spend to

build traffic isthe profit per visitor ratio. Thisis smpleto figure. Divide the profit you

make from one sdle by the average number of visitors per sde.

For ingtance if you sell widgets for $100.00 and you make $50.00 profit on each

widget sold. If you sl one widget for every 1000 vidtors to your Ste the maximum you

can spend to get anew visitor and till break even is 5 cents.



$50.00 (profit) divided by 1000 (visitors) = $.05

Assuming that you can expect repeet sales from each customer, you can afford to
spend up to 5 centsto get anew vigtor to your ste. If you want 5000 new visitors you
can spend up to $250.00 to get them.

Each busness will have adifferent profit per vidtor ratio. It isvery important for
you to understand Y OUR profit per vistor before you start soending money on
increading traffic to your Ste. There is nothing more frudirating than to find out thet for

every new customer you get you loose more money.

If repeat purchases are a substantia part of your profit, you will aso want to track
your repeat visitor ratio. The repeat visitor ratio is generated by dividing the totdl
number of vigtors by the total number of unique visitors. This number tdlsyou if the
number of repeat vistorsis going up or down as a percentage of totd vistors regardiess
of how many vigtors you have.

Increasing traffic...

Now that we have defined some of the ways we are going to measure the success
of our marketing efforts lets ook at how to increase traffic. We are going to review six
magor (cost effective) waysto pull people to your site. None of these Sx waysinclude
buying 30 second spots on the Super Bowl or full-page adsin Time Magazine, The New
York Times or Wall Street Journd.

Build your web presence

Directories and search engines

Free and paid online advertisng

Traditiond advertisng (newspaper, magazines, TV €c.)
Free and paid public relaions

Word of mouth
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Each differsin cost and effective response. Effective response is the number of
qualified vistorsto your ste. If you sdl retirement condos it will do you little good to
produce millions of hits from 12-year-old children. So when we talk about getting vistors
to your Ste we are aways taking about vistors who have some interest in the
product/service you sl.

| like to think of sales development as a series of big water tanks
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The biggest tank isthe everybody tank. This tank holds everyone in the universe.
Thisis NOT the tank you want to make your saes pitch to. When you are advertisng in
this tank you are Smply trying to attract people who are dready interested in a
product/service like yours to your interested tank (your web stein thiscase). Thisis
much less expensve and less difficult than trying to make asale. The pipes thet bring
some of the everybody tank to your web Site are the Six ways to attract visitors to your
gte. Eachis capable of bringing a number of vigtorsto the Ste. Each has adifferent cos.

Once you have lured them into the interested tank you can be pretty sure that

thereis a least some interest in your product/service. In thisdiscusson it is assumed that
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the marketing materias used to get them to your web site are not mideading. Mideading
marketing will pull vistors who may not have any interest in your product/service.

For most businesses, the interested tank isMUCH SMALLER than the everybody
tank. Because you are dealing with agroup of people that have DONE SOMETHING
(i.e. vigted your site) you can focus your information on the areas that you know they are
interested in. This includes the features and benefits of your product/service, availability,
guarantee and other information that will help push them toward the qualified lead tank.

The pipes between the site visitor s (interested) tank and the qualified leads tank
indude the features and benefits of your product/service, availability and other, less
concrete, agpects of your information presentation. To get someone from the interested
tank to the qudified tank can be compared to the sales pitch in the red world.

Once they have reached the qudified lead tank the only barriers between the
visitor and asdeistrust and the offer (the close). Remember that the festures and
benefits have dready been agreed to or they would not be in the qudified lead tank.

Each tank is connected by one or more pipes. Each pipe is dlows the flow of
people from one tank to the next a a different rate and a a different codt.

The god of everything you do in your business should be maximizing the flow of
people from the everyone tank to the customer tank with the highest possible profit. In the
end, however, it is generdly the established customer that isthe most profitable. It is
much more expensve to market in the Everyone tank than in the Customer tank.

For acommercia transaction (sale) to take place, anumber of requirements must
be met.

1. Need/Want — the purchaser must have aneed for or must want the
product/service.

2. Features— the product/service must provide a set of features that meet the
needs/wants of the purchaser

3. Trust —the purchaser mugt trust the sdller and the product/service and the
sdler must trust thet the purchaser will pay.

4. Availahility — the product/service must be available for delivery within the

needs'wants of the purchaser.
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It s;ems smple enough but when looking at the complexity of some of the
products on the market it's amazing that a saleis ever made. In fact, dl four requirements
are seldom met at anywhere near complete satisfaction in any transaction. Just think
about the last time you purchased a car. This one costs a few hundred more but it has
anti-lock bresks... but this one has legther... but this one has 6% financing... but this
one... the number of options are enormous and as a buyer, you are congtantly weighing
the vaue of each option in comparison with the cost.

Letstake alook at each of the sx pipes connecting the everyone tank to the
interested/web visitor tank. Remember that each of these pipes bring people to the Stein
different quantities and at different costs. Asyou look at each you should compare the
cost of each to your profit per visitor ratio.

Build your web presence...

Thisisthe smplest, easiest and least costly pipe to build. Get serious about your
web ste... tell everyone about it... get excited. Put your web address and email address
on everything: brochures, ads, business cards, Christmas cards, bumper stickers, wedding
gifts, answering machine, checks, invoices, purchase orders. | mean everywhere.
IMPORTANT: Don'’t forget to get an email address at your domain name. All
respectable hosting companies will supply you with at least one email address for your
URL. Thislets you have an email address of yourname@yourdomain.com instead of
yourname_8896@aol oryahoo.com. This is much more professional and promotes your

web address with every email you send.

Creete asgnature file for your email and attach it to every email you send.

Include your name, address, phone, email address, web address and a gresat, short
marketing message.



Go to www.usenet.com and join any newsgroups related to your business. Read
and reply appropriately to others questions and comments. When you reply by email,
include your sgnaturefile.

Useyahoo, AltaVista, AOL and other chat rooms and bulletin board discussion
groups and aways include your email address (the ore with your URL init).

Set up some promotiona FREE items. Check the net for Sites that promote “free

suff” (there are lots of them) and offer some of your own promotiona goodies.

All of thisisfree (except for the FREE itemsthat you will be giving away) and
easy to do. It takes alittle time but the price is right and, over a period of time, will
increase traffic to your Site.

It isimportant to remember that it is easier to make a sde to someone requesting
your information than it is to make a cold pitch to someone who has not expressed an
interest. When they come to you the potentia customer is aready thinking about your
product/service and is ready, even excited, about getting the information. When you call
them you are interrupting and forcing them to think about whet you are interested in. This
is one of the reasons that the web is a great place to do business. All you havetodois
invite them to the party. If they come you can be sure they are looking to enjoy

themsaves.

Onelast word on building your web presence. Y ou must keep in mind that web
aurferstoday are used to the interactivity and easy interface of the big siteslike

Amazon.com. Make sure that your web site makesiit easy for them to enjoy the visit.

Don’t forget that the most profitable sale is one made to an existing customer.

This is because you don’t have the expense of pulling them in from the everyone tank

through all that costly plumbing.
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Directories and search engines...

Now thisisatopic that can bring tears to your eyes. Search engines and
directories are the most often used method for surfersto find asite. The problem is that
there are MILLIONS of pages of information on dmaost any topic. A search on AltaVidta
for the keyword search engines returns 208,108,764 r esults. If you look through the top
forty or so results you will find ahost of different information. Some, if not mogt, has
little to do with the topic you were looking for. Most people searching don't look any
further than thefird thirty or forty results. With that in mind, out of 208 MILLION
results pages how can you expect your site to get ranked in the top thirty or forty.

Before we get too deep in the how to let’ stak about the what. What are search
engines and directories?

Search engines and directories are big groups of computers that maintain an
“index” of web Stes/pages. Basicdly, they either maintain alist of “registered” web
pages and dtes or they go out to the web and “read” al the words on the web pages they
finds. They make alist (or index) of al the descriptions or words they finds and include a
cross reference to the pages the words were found on. Based on a set of criteria specific

to each search engine, they rank the pages. Thisredly makeslife interesting.

Some search engines rank a page higher in rdlevanceiif it haslots of instances of
the keyword searched for. On other search engines repeating a keyword will lower the
relevance. There are literally dozens of criteria and each search engine ranks each
criterion differently. This makes getting ranked “high” in the search engines anything but
easy. Thereis ahuge group of people and businesses out there that do nothing but

research search engines and determine what criteria they use to rank pages.

In some cases you can do a pretty good job of ranking high on the search engines
without knowing al thetricks. For instance if your keyword is acetylsalicylic acid it will
be easier to get to the top of search engines. Altavista returned only afew more than 5000
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responses for that keyword. If your keyword is* search engines’ it will be alittle tougher.
Altavistareturned over 208 MILLION responses for that keyword.

Even with the difficulties involved, search engines and directories can bring
subgtantid traffic to your site.

Over 80 percent of Internet users use search engines or directoriesto find
information.

A typicd search will generate thousands, even millions of results.

Only those web stes or pages in the top 40 or 50 will recelve sgnificant
traffic.

Each month an estimated one million new pages go online

Thousands, even millions of businesses are competing for the top 40 or 50
result lisings

The odds of your dte getting into the top 50 listings for any one keyword is
dim without professond help.

Since when have afew little obstacles stopped you. Let’ stake alook at what you

can do to improve your odds.

Dot yourself...

Thisisthe way most businesses go, at least to start. To do-it-your-sdf will require
afarly extensve invesment in time. Thereisalot to learn. Asafirst step, go to
www.searchenginewatch.com and study the Search Engine Submission Tips. Y ou will
aso want to subscribe to their search engine newdetters. Another great search engine

information Site is www.searchengines.com.

That's dl the information you will need to get sarted. Well, you'll dso need lots
of timeto sudy dl of the information AND you will need more time to put what you
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learn into your web sSite. There are no short cuts to doing this yoursdlf. 1t's going to take
time and effort.

There are afew key points to think about before attempting to do your own search
engine regidration.
Wheat are your keywords? It is not unusud for the owner of aweb steto
completely missthe most commonly used keywords. If you runan
architectural salvage company you may be tempted to work hard to get the
keyword “architectural sdlvage’ ranked high. Y our customers, on the other
hand, will probably be searching for “used wanut mantd” or “used oak
doors’. Talk to your customers, set up asurvey, and find out what keywords
your customers would use to find you. It will not do you any good to get top
placement on keywords that your customers would never use.

| have found wordtracker.com to be very helpful in finding keywords for Stes.

The free service gives you a pretty good indication whether a keyword will
work well but the full service iswell worth the price. Thisisagreat service
even if you are paying someone ese to do the regidtration.

Each of the search engines uses a different set of criteriato position pages.
Either learn what those criteria are or hire someoneto do it. The wrong
number of keywords can cause some search enginesto block your site
completely.

Do asyou learn. Don't wait until you think you have findly magtered the
subject. Do alittle as you learn. Sometimes it takes months to see the results
of your work so getting started quickly will give you feedback on your

success asyou learn.

Hire someoneto do it for you...

From freeto fortunes... that isthe price range for having someone register your

stewith search engines. | can't tell you what to do but | can give you afew pointers.
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Don't register your Site until you have finished setting up the site to be
registered. That means adding al those keywords, Metatags and HTML
<H1> heads and keywords to your site.

FREE regidration services are fine if you have dready set the site up for
regigtration. If you have not, choose a regigtration company that can help you
get your Site ready to submit. Don't just trust that the registration company
will know what keywords and phrases are best for your ste. If you do nothing
else, do your own keyword research.

READ THE GUARANTEE' S CAREFULLY . Most regigtration services
guarantee some placement. Most guarantee only top placement of one“set” of
keywords (a keyword phrase). Also be cautious of companies that are going to
build only one page for dl search engines. What will rank you high in one
search engine will completely kick you out of another.

Obvioudy, getting to the top of the search engines will bring people to your ste.

Y our choice of keywords, site description and how you set up your page for registration

will make adifferencein theinterest level of those coming to the site. Make sure you

gpend your time, energy and money registering with the right keywords. Choosing the

wrong keywords will mean that no one searches for them or if they do, they are coming

to your Site expecting something you do not provide.

Pay per-click search engines...

Pay- per-click search engines are on the wrong end of my good-things gage. When

Overture.com garted charging for placement a couple of years ago | was determined

never to use the search engine. Somehow it just goes againgt the grain of the Internet asa

free information source.

However, it can hep you get traffic to your site within days of launch.
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Overture.com is one of the mgor pay- per-click search engines around. Severa
other search engines (AOL and AltaVista) use thetop 2 or 3 Overture positions as
featured sites at the top of their search results. That means that if you purchase the top
position in Overture you will dso have afeatured top positionin AOL, AltaVistaand

other search engine results.

Buying search engine placement for alist of keywords or keyword phrases needs
to be wdl thought out. Choosing the correct keywords here is essentid to reducing your
cost-per-click and ill maintaining top positions. We |l start out by looking at two
keywords, aspirin and handbag.

Go to Overture.com and search for aspirin. At the time this was written the top
placement was going for sixteen cents per click; second place ten cents; third place ten
cents. Handbag is a different story. Top placement was going for eighty-eight cents per
click; second place elghty-seven cents. Generdly the more popular the keyword the more

it will cost you.

Just to see what was going on we went to www.wordtracker.comand did afew

searches and found replica handbags, designer handbags and western handbags dl hed
good KEI vaues. (KEI vaues, defined by wordtracker.com: The KEI compares the 24

Hour result (number of times a keyword has appeared in our data) with the number of

competing web pages to pinpoint exactly which keywords are most effective for your
campaign.) At Overture.com we found that designer handbag was going for fifty-gx
cents per click, replica handbags top listing went for only thirty cents per click and
western handbag went for only five cents per dick. The amazing thing is that these three
keyword phrases pulled dmost haf as many searches as handbags but would cost you
less than hdf the cogt- per-click.

| cannot over-emphasi ze the need to choose your keywords wisdly for free or paid
search engine placement. Y ou aso need to develop a grest title and description for your

gte. With pay-per-click sites you get to choose the title and description. Both should be

18



designed to bring qualified vistorsto your site. The more quaified they arethe less it
will cost you per sde.

Overture.com is not the only pay-per-click search engine out there and there may
be more by the time you read this, so look around for the best bet. Y ou may even decide
to use severd. Remember, it does you no good to bring thousands of people to your Ste if
you loose money every time anyone vists. Like any advertising, it must bring areturn on

investment or you shouldn’t useit.

Freeand paid online advertising...

The god of marketing any business (epecialy an online business) isto generate
scalable revenue. In other words, you want to be able to systematically control revenue

and by controlling revenue growth you can control the growth of your business.

If your sales grow too fast or too dow you experience cash flow, inventory and
probably work flow problems. Y our marketing plan should create revenue growth that
fitswith your ability to grow and expand.

I”’m sure everyore has seen the TV commercid where the company takes their
web ste online and immediately they see two or three sales; then 10; 100, 1000, 10,000.
It was just such a problem that hit & Christmas in 1999 when severd big toy stores (we
won't mention their names) couldn’t fill al the online orders. Their growth exceeded
their ability to ddiver. On the other hand there are too many Sites to mention that have
gone the other way. Dumping tons of money into advertisng and getting no response.

Both scenarios can be disastrous.

Although search engine traffic is mogtly free, it' s difficult to control the response.
Unless you can afford to make an investment in a professond positioning company or
hire afull time person to congtantly fight for search engine position you are going to have

adifficult time getting into and staying & the top of the search engines Worse yet, if
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your infrastructure can't handle the traffic and increased sales you will cregte lots of
disstisfied customers.

Chances are, you don’ t have the money to worry about getting too much business
from search engine placement. It is aso likely that you will need to find waysto draw
vigtorsto your Ste other than search engines. That means advertisng; push marketing.

Push marketing is sending information to people who have not requested it.
Online this means classified ads, banner ads, links from other Sites, e-zine ads and e-mail.
All have their place but you have to be careful.

Classified ads...

If you' ve researched marketing on the web at al you' ve seen the ads that
guarantee placement of your classified ad on 7,000 web stesfor free. Well it’ s probably
true. (I've never tried it S0 | can’t say one way or another.) Y ou will get your ad on 7,000
gtes and you will probably receive 7,000 junk emails before it’' s over. If you are going to
try this, | suggest that you register with an email address that you are not going to use for
business. We have heard reports of people getting hundreds, even thousands of junk
emails after they take advantage of these free offers but very little traffic to the Ste.

If you areinterested you should visit www.classifiedclub.com

Banner and pop-up ads...

Banner ads are those annoying graphics that show up on just about every steyou
visit. Pop-up ads are those r eally annoying web pages that pop up when you vist or leave
aweb page. If you have surfed the web at al you are well aware of both.

While great in concept, both are less than gresat at producing a click-through

(when someone clicks on the ad and is forwarded to your site). The click-through rate of
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banner ads has been falling steadily since their inception. Click-through rates for pop-up
windows are higher but il not grest.

Most banner and pop-up ads are still sold on a cost-per-thousand impressons (an
impression is when the ad is delivered with aweb page). The better way to buy isby
clicks (when someone clicks the ad). If you know your revenue per vigitor ratio you can
make an informed decison on the vaue of placing an ad. It is much harder to determine

the value when the price is based on a cost- per-thousand impressions.

Most of the biggest community siteslike Y ahoo, MSN, CNN and others sl
banner ads. Pick the Site that meets your market demographics and look for an Advertise
with us link on the gte. You will havelittle trouble finding it.

In addition to purchasing banner ads you can aso arrange a banner-add-
exchange. There are anumber of Stesthat help you locate Sites that will exchange
banners with you. Y ou place abanner on your site for them and they place one on theirs
for you. Check out www.bitsonthewire.comfor both paid banner ad campaigns and
banner exchange information. There are other sites but this seems to be one of the best.

Link exchange...

One of the least expensive (FREE) banner programs is the do-it-yoursdf link
exchange program. Basically this only takes alittle research and afew emails. Firgt, do a
little research and find Sites that compliment your site but do not directly compete. Get
the email address and/or phone number for the site and get to work. Email, or better yet,
cdl them and find out if they are willing to exchange links. Y ou put alink to ther Steon
your site and they put one on their ste to yours. FREE TRAFFIC FOR BOTH OF Y QU.
Thisisan excdlent, if somewhat dow and tedious, method of building traffic.

In the long run, however, building a good base of exchanged links is an excdlent
way of increasing traffic to your site without the expense of advertisng.
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www.linkleads.comis a great source for exchange links. It isaso agreet placeto

advertise that you are willing to exchange links.

Be cautious of using link exchange programs. There are rumorsthat severd of the
magor search engines are planning to drop al listings for companiesthat areinvolved in

forma link exchange programs. They congder it spamming.

E-Zine Advertising...

E-Zines are email or web site newdetters that are sent to hundreds, thousands or
even tens of thousands of subscribers. Thisis excdlent permisson marketing. The
recipients have established thet they are interested in the topic of the publication by
requesting to receive it. Advertisng in some of these e-zines is expensive. On the whole,

however, placing a6 or 8 line ad in these email magazines can be very cogt effective.

If you want to do your own research, find e-zines that meet your criteriaand place

your ads yoursdlf, you should try http://ezinedirectory.com and

http://www.ezinesearch.com Both have greet lists of e-zines on dozens of topics. Contact

information isincluded and you can pick and choose from hundreds.

If you are going to advertise in an e-zine we strongly recommend that you
subscribe to the e-zine to get afed for the actua content and to make sure that you want
your company represented by them. Fee based e-zines generdly have a very good
Advertise with us section of the Ste and sometimes even a sales saff to help you out.
Other e-zines are operated by a single person and you will have to do most of the

correspondence through emall.

Adsin e-znesare generdly 6 to 8 lines so you have dmost no time to make an
impact. How you word the ad and the offer will make abig difference in the rate of
return.
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E-zine advertising is an excdlent, low cost method of getting your sitein front of
people interested in your products/services.

E-mail rental lists...

It ispossble to rent emall lists of people who are interested in your
product/service. It is aso possible to send emails to thousands, or hundreds of thousands

of people who will be upset that they got an email from you.

Whenever talking about email advertising, the first topic needs to be SPAM.
SPAM email is defined by at least some SPAM laws as any unsolicited email that does
not include contact information and away to be removed from the email list. The generd
web surfer, however, has a different definition of SPAM. That is, SPAM isany un-
requested information, especidly advertisng.

My suggestion is stay away from both. I’ m sure that the people receiving SPAM
(by their definition) from you will be just as or more angry than you are when your
mailbox fills up with unsolicited email. So, make sure that any email list you rent is based
on opt-in emall lists. These are email lists created from people who have requested
information on specific subjects. Stay away from those Millions of email address for
$79.95 malling ligs

SPAM nat only makes the receiving parties angry, it can get your Site dumped
from mogt Internet Hosting Companies. Just about every hosting company out there has a
clause in their agreement prohibiting SPAM. And there are thousands and perhaps tens of
thousands of people out there ready to send an email to your hosting company
complaining that you are sending SPAM email.

O.K., now that I've had my say about SPAM (DON'T DO IT), let’ stalk about

what you can do.
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There are anumber of companies out there that provide valid opt-in-emall ligs.

Severa, such as www.postmasterdirect.com, even use double opt-in standards (people

have to ask twice). These lists are not $79.95 per 12 million addresses, however.
Generdly the listswill rent for $.10to $.50 per address based on thelist. Thisprice
generdly includes the e-mails, merge/purge to get the list, and dl other detalls of the
mailing. You just get the results.

One caution, don't send out millions of emails unless your web Ste can handle the
traffic. Most web sites are hosted on servers that aso host sometimes hundreds of other
gtes This badcdly meansthat if your traffic increases dramaticaly overnight the server
running your Site may not be able to handle the traffic. Talk to your hosting company

before you do any mass mailings.

Building your own email list...

| don't care what business you are in, online or traditiond, the most effective
marketing is permission marketing. People who have asked you for information, pricing
or samples, or who have purchased from you in the past are excellent prospects.

In the brick and mortar world, sending a direct mail piece to an existing customer
list dmost dways produces better response per advertising dollar than any other method.

In the online world thisis even truer because there is no postage on an email.

There are anumber of ways you can get started building your email ligt. Tekea
look at the section about word of mouth advertising. There are anumber of good ideas on
how to get people to return to your Site and to tell other people about your Site. These
sameideas can help you build your emall lis.

If you are giving away a coupon make sure that you get their email address and
name before you send it to them. Every free item needs to include the requirement of
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leaving an email address. Free items, contests, information, coupons, whatever you are

gving away should require an email address.

With the current and expected legidation on Spam email, you will need to
develop, purchase or rent an Opt-In-Email program that alows email receivers to manage
their own emall options. Automeating the process of adding, editing and ddeting emall
addresses from your list will reduce the amount of time and energy necessary to manage

anemal lig. Thisisespecidly true asyour list grows.

There are anumber of programs available a prices that range from free to
thousands of dollars. Before you even start looking for a program you should clearly
define the processes you need. Some of the most common include:

Fits your budget

Provides automated processes for people to opt-in and opt-out

Provides the infragtructure for presenting and maintaining a number of emall
groupsor ligs.

Is easy to maintain

Is easy for surfers to use and understand

Provides an interface that dlows easy maintenance for you

The opt-in email program is one that | can recommend completely. Thisisthe
ultimate of permission marketing. The people Sgning up are requesting the informeation
and looking forward to receiving it. It would be difficult to find a better target market a a

maintenance cogt of close to nothing.

Traditional offline advertising...

In the beginning (1995-1996) of the World Wide Web, many abusiness guru
dubbed the Web as the next advertisng medium. The view was bought hook, line and
snker by the advertisng industry. And it came to pass that online advertisng was sold in
the same way traditiona advertisng was sold: CPM (Cost Per Thousand).
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Most traditiond advertising fees are based on a cost per thousand impressions. If
anewspaper has a circulation of 100,000 your cost is based on that circulation. On TV
your cost is based on the number of people watching the show where the commercid airs.

Same for radio; Drive times are more expensive because more people are listening.

In the beginning the web went down the same road with Sites charging based on
the number of people who “viewed” the banner ad. Unlike traditiond media, however,
the web alows you to track the number of timesthe “viewed” banner was actudly
“clicked”. Asthe years have gone by the concept of paying “per impression” on the web
has gone by the way. It has been replaced by more performance-based measures.

Unfortunately traditiona media cannot be measured as easly as web advertisng.
To be successful with traditiona advertising requires repetition and lots of it. If you
cannot afford a consstent advertisng program with the ads running repetitively, don't
bother.

For most online businesses there are afew advertisng possibilities that do not
cost afortune, can be very advantageous and are often overlooked.

Trade publications are newspapers or magazines that are targeted to a particular
industry. One of my favoritesis Fine Woodworking. In every issue there are tons of small
adsin the back of the magazine for al kinds of woodworking related businesses.
Hardware, tools, wood stock, custom services and ingtruction; they are dl there... dozens
of them. Generdly one column wide by an inch or two tal, most of these ads advertise
their principa product line and ether a printed catalog or a web Site where you can get
additiond information.

Advertising in atrade publication is advertising to people who are dready
interested in your product/service. The cogt will typicaly be more than a mass media
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publication but your cost per visitor should be lower than advertising in generd interest
publications.

While generdly more expensive, advertisng on an interest specific TV show can
aso be cogt effective. While print advertising can be saved for reference, TV isflegting
and will require more repetitions. For televison, make sure that your web addressis easy
to remember. Y ou may have seen TV ads for www.expedia.com. Each of the their ads
repesat the URL severd times.

All advertisng works better with repetition. Again, if you can't afford arepetitive
and continuing campaign, spent your morey elsewhere.

Do the research! Who isyour typica customer? What do they read, what do they
like to do, how old are they, where do they shop, how much do they make? Once you
have a good mentd picture of your customer go to your locd library and find the
Sandard Rate & Date Service (SRDS) directory. Most libraries have a subscription.

The SRDSisasarvice that ligts information, rates, and audience demographics for
most newd etters and publicationsin the nation. Y ou can purchase the subscription if you
have a spare couple of thousand sitting around. | use the one at the locdl library.

Using the menta picture of your customer browse through the SRDS and locate
the publications that accept advertising and have audiences that meet your customer
description. Once you have alig, cal or write each media and ask for an advertisng
packet. These packets are sales kits for the media. They generdly contain detailed
information about the audience, advertising rates and a copy of the publication. Once you

have dl of the information, make your decison.

Take your time and put some effort into developing your ad. Think about what
you want your ad to accomplish, what you want the viewer to do when they seeit. Use

friends and customers to critique your ad and offer suggestions. A professond
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advertisng designer may offer a design sense and creativity you don't have. On the other
hand, your customers will know how they respond to your advertisng message. Build
your ad asif your business depended upon it. It very wdl may.

Before you place your ad you need to make one more important decison. How
will you know if the ad worked? Most small businesses advertise by the seet of their
pants. Don't be one of those. Advertising isan investment in your business and you have
every reason to expect areturn on tha investment. The only way to know if the
advertisng isworking isto track the results.

The online world offers more opportunities for tracking advertisng results than a
bricks and mortar business. Take advantage of those opportunities. There are any number
of waysto track your results.

Asacontrol you should leave your other advertising asis. Don't make any
changesto your other advertising for at least 30 days prior to the release of your
advertisement. By limiting the changes you make you make it eesier to see the effect of
that one ad. Make sure you know when the publication is delivered to the market and
watch your vistor gatistics. Look for increases in visitors and track the increased volume
for the duration of the ad run and for 30 days after. Remember that you don’t want to
gart this unless you can afford to run the ad for at least 3 issues. If you don’'t change any
other aspect of your advertising during the test you should be able to get areasonably
good picture of the value of the advertisng.

Y ou can track the effect of severa ads at the sametime if you set up a separate
web gte for each and have the Stes redirect to your main Ste. Another tact is to point
each ad to a different page in your ste. These methods will tel you how many vistors
each ad generated.

If you want to track sales by ad you will have to provide some kind of tracking

process for each ad. With direct mail different 800 numbers are sometimes used for each
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ad. Others use a different extension or department for each ad. | suggest using a specia
offer, coupon or discount that is keyed to the ad.

In addition to tracking visitors you also want to look at your profit per visitor
ratio. If it goes up, the ad is probably drawing the right audience. If it goes down, you
need to change the ad. What you don’t want to do is end up with a successful ad that

brings visitors to your Ste without an increase in profits.

Free PR online and offline...

Now thisis magic. Nothing is worth more than a great news story about your
business or a new product. There is something about a news story that makes what is said
worth more to the reader or viewer. A news story carries more weight than any
advertisement you could design. You can't buy that kind of publicity.

But newspapers, televison gtations, magazines and other media receive tons of
news releases every week; only afew every makeit to print or air. What isthe
difference? What makes them use the one of many?

It can be summed up in asingle word.

Newsworthy!

While few news releases make it to print or on air, every medium out thereis
congantly searching for content. They are looking for interesting stuff to fill up their
print space or artime. They are looking for newsworthy information. And, if you can

come up with anewsworthy angle for your business you will find media companies

receptive.

Without question, thisis the most effective way to get your message out. It isaso
without question thet it is one of the hardest things to do.
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It is not very often that you can come up with a newsworthy angle for your
business. That does not, however, mean that you should not take the time to provide news
releases to the most rlevant media for your company. The obvious first choices are loca
media; newspapers, radio and television stations, magazines, business journds and
chamber of commerce newdetters. All of these are focused on loca news and will be

more receptive than national media companies.

After loca media, you should concentrate on mediain your specific industry.
Practicaly every industry hasit’s own set of nationa and international magazines (trade
publications). And of coursg, if your newsisreally newsworthy then it's nationa
televison or better yet, Oprah.

But, what is newswor thy? Newsworthy isrelaive. On aday when thereis
absolutely NO NEWS in your community opening a new store may be front-page
business news. On other days it would hit the circular file without a second glance. The
more exciting and different the news is the more likdly it will make the cut.

Who is your market? When writing a news release your market is the editor/writer
that will be reading your news release. If a dl possible, get to know the editor/writer.
Find out what their interests and passions are. The closer you can get to the subjects,
topics or gpproach they like the more chance you have of your news rel ease being picked
out of the bucket. Certainly you should also try to get to know the audience of the
magazine or newspaper. Read the publication over severa weeks or months to see which
subjects get the best placement and what types of topics and writing gets the best

placement. Understanding these trends can make the difference.

The following guidelines cover the basic physica structure of anews release
layout.
1. Pressreeases should be no more than two pagesin length. Don't forget to
double space and leave 1 %5’ to 2° margins. (Y ou want to give them plenty

of room to make notes and write questions when they cal you)
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2. Useyour letterhead and logo but use only light or white paper. It'sO.K. to
have your business dogan, address and phone numbers but don’t go
overboard with company info. Remember that you are trying to sdll the
gtory, not your company.

3. DO NOT FORGET to add contact information. For additional
information contact My Name at 555.5555 or me@mydomain.com. If they
find it interesting you want to make sure they can get to you to ask
questions.

4. About 1/3 way down the page center the heading News Release (don't use
itaics). Directly under thet type Release and add the date when you want
the information made public.

5. Skip alineand add thetitle. Make sure that the title is exciting and clearly
reflects the purpose of the release. In many cases the title and maybe the
firg line of thefirst paragraph isdl you will get to grab the
editor’ swriter’ s atention.

6. If thereisasecond page, use the same paper used for the first page. If you
used your letterhead continue using it here. At the top of the page type
page 2, skip aline and continue your story.

7. Attheend of therdleasetype—30- or ## # at the bottom center to
indicate the end of the page. Thisisakind of reporter shorthand for the

end.

The information in your news release should be presented like a news story. The
first paragraph should include the important information. Y ou need to include the who,
what, where, when, why and how in the first paragraph. Place the most important or
exciting dements to your news release first. Get to the point in the beginning because you
may not get a second chance. Generally speaking you have at most 10 or fifteen seconds
to capture the interest of the editor/writer reading your news release. That means they
will never get to the third paragraph if you don't have their interest.
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In the following paragraphs you can eaborate, expand, clarify and explain the
information contained in the first couple of paragraphsif you have ther atention. The

sampleformulais the lessimportant the information, the further down the page it goes.

When writing the news release, remember that you have to maintain a balance
between creeting excitement and hype. Using descriptive, emotionad wordsis OK but
hypeis frowned upon by most editors'reporters. They are looking for worthy news, not

an advertisement.

One way of developing excitement is to follow the problenV/solution format. This
format first creates a problem and then provides the solution. For instance:
Problem: There are over 5000 infant deaths due to auto accidents every year.
Solution: The My Company ME child restraint has been proven to reduce
serious injuries to children under 6 by 30 %.
Other good formats include the use of comparisons and contrasting idess.
Now for afew tips:
Don't send out mass emails or mailings of your news release.
Do send out individualy addressed emails or envelopes (and don't use
labels on envelopes; address directly on the envelope).
Always send mailed news releases first class and clearly mark who the
letter isfrom.
Don't cdl or emall editorgreportersto ask if they received your news
release
Do it yoursdf and do it right. Soppy, misspelled words or hard to read
copy will not get published.
Send releases only to editors who are likely to have an interest. Y ou don't
want to waste their time and have them remember it and you don’t want to
wadte your time sending a news release to someone who has no interest.
Don't send multiple news releases in the same envelope. Remember, you
have only ten or fifteen seconds to capture their attention. Don’t waste it
by forcing them to look through severd different releases within that time.
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Y ou may want to hire a professona writer or public relations firm to do your
news release writing for you. Be prepared,; prices and qudity will vary. Every
professiona writer | have ever known keeps a scrapbook of published writing. So, ask for
copies of published news releases.

If you are going for locd media, locd writers will have a better undersanding of
the market and often have relationships with loca media. That means that, in some cases,
they can amogt guarantee that the release will be used.

L ocating appropriate places to send your pressreleaseis just a matter of time and
energy. Locate the appropriate mediafor your news release. This could include
Newspapers, consumer magazines, trade magazines (or pubs), business journas, and
electronic mediaincluding Internet publications, radio and TV. Remember gppropriate. ..
sending news releases to uninterested mediais wasting your time and the writer/editor’s
time. Once you have the long list, read, watch and/or listen to the media with the most
potential. Choose your short list of media that show an interest in printing stories like

yours.

From your short list you should be able to find the names and addresses of the
appropriate editor/writer. Y ou should also look for an indication of how they liketo

receive their news rdeases. Some will prefer email; others snail mail.

| have never found a place that will sdll you alig of their media contacts. There
are, however, businesses that will send out your release to their list. | would suggest
looking for the company that will target your news release to the gppropriate market
instead of sending a blanket release. Y ou can start with www.press-rel eases.com or
www.pressreleasawriting.com . | have not used ether of these firms but it' saplaceto

start comparing services and prices.

33



E-zines are another great public relations source. There are thousands of
electronic magazines on hundreds of targeted topics. Many of these e-zines are condantly
looking for materid to publish. Wedll, haven’t you aways wanted to be awriter? Hereis

your chance.

Find alig of e-zines that cover your topic area. Take alook at
www.ezinedirectory.com and www.ezinesearch.com. Both have ligts of hundreds of e-
Zines on dozens of topics. Find the ones that best fit your area of interest and subscribe. A
bit of advice; | have noticed that when | subscribe to some e-zines my Spam email seems
to increase. To offset this, | use a different email address and set the Spam filter to filter
out everything except the e-zines | have asked for. Doing this meansthat | see nothing
but the information | asked for.

Once you have reviewed afew issues of each, pair the list down to the e-zines that
closdly fit your topic and indicate an interest in recelving submissons. You are now in
the writing business. If you don't fed that you have the taent there are ghostwriters who
will write the article for you and let you put your name on it.

Word of Mouth...

The most cost effective customer you can have is one that comes to you by word
of mouth. Customers that come to your site on the recommendation of afriend aready
have adegree of trust that usualy only comes after a satisfied purchase. If afriend says
itsOK, it'sOK.

In the online world word of mouth is even more important to the development of
trust than in the bricks and mortar world. With a brick and mortar store the customer can
see, fed, touch and physicaly experience your product/service and your business. In the
online business there is no redity, no touch, no one-to-one human interaction, no face
with atrugting amile. In the online world the biggest impediment to transacting business
islack of trug.



Word of mouth marketing from one person to another adds aleve of trust thet is
missing with every other form of marketing. The exception isagood news sory. If it's

newsit must betrue.

Word of mouth marketing doesn’t just happen. It is the result of very interested,
satisfied or happy customers. If avigtor thinks that what you have to offer is vauable

they are far more likely to recommend it to afriend.

Give your customers a reason to talk...

Y our Site needs to give visitors areason, better yet dozens of reasons, to invite
their friends. On the Web the best reasons are FREE. Using FREE as your guide, start
thinking about products, services or information that you can give away free.

Free information

Free specid reports

Free survey results

Free books

Freetrid offers

Free coupons

Free discounts

Free ingructions

Free help

Free quotes

Free samples

Free offers from partner companies
Free coupons to other companies
Free entry in contests

Free software
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Don't let the list end here. Add your own ideas. Not dl of the items may be of
interest to everyone but they may be of interest to someone. Y our godl isto give your
vigtors a reason to come back to your Site, areason to tell someone else about your Site

and areason to be pleased with their experience at your site.

Don't stop with the free item either. Build in the ability to send automated e-mails
thanking them for their time and encouraging them to return, sign up for your emal
newdetter, new contest or to request additional information. Aswith any saes process
the more contact you have with the potential customer and the more satisfied they are
with their experience, the more likely they are to become customers. Keep rewarding
them at every opportunity.

Unlike brick and mortar operations where thiskind of persona reward system
would require extensive manpower and mailing costs, the Web will dlow you to
automate many of these systems. Using email auto-responders and alittle programming
you can cregte a Ste that automatically knows what the visitor has requested and
responds appropriately without interaction from you.

Amazon.com is one of the leadersin providing their users with rewards. Thereis

not aweek that goes by that | don’t receive some specia offer, coupon or notice on the

release of anew book from amazon.com. Their Site has arecord of what | have purchased

in the past, what items | have looked at and has a greet, automated system that only

emails me with informeation | have showe an interest in.

Amazon.com doesn't stop there. The siteisfull of those little things that make
vigting their Ste rewarding. Contests, coupons and other give-aways are just the tip of
the iceberg. They have agreat Wish List that dlows meto save linksto stuff | am
interested in but not ready to buy. They have rea world people writing real world reviews
of books and music. They have a shopping basket that holds my itemsfor days. If | get
bumped off line while shopping and return later, dl my duff is il there. They have free
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information, articles, coupons and gifts. It seemslike every time | go back to
Amazon.com they have ancther great way of rewarding my vist.

Y ou probably cannot afford the money to develop the sophisticated responders
that amazon.com has but there is dill alot you can do on alimited budget.

Give your vigtors something new every time they come back. Keep your ste
fresh and interesting. Don't let your information go stde.
When you send emails don't give the farm away. Give them ataste and alink
back to your site for details or the rest of the information or to asign up page.
Get permission to gather additiond information about your visitor and give
them rewards for giving the information. Give them accessto a specid section
of the gte only available to them or specid discounts.
When avisitor becomes a cusomer give them an unexpected reward. Send
them a coupon for a discount on their next purchase, a coffee mug (with your
web address onit), or apen. Just make sure that the gift has value. Don’t give
away athirty-cent pen. You will get better results from a hand written thirty-
cent post card.
Make it persond. Whatever you do, makeit persond... usetheir name... use
some piece of persona information to let them know that the message isjust
for them.
Set up areward points system that dlows them to generate discounts on future
purchases.
Give them coupons for the same product they purchased and suggest that they
pass them on to afriend.

Thisisagood gtart but | will bet you can come up with afew idessthat are even
better than these. Use them. In today’ s world, anything you can do to persondize your
service and enhance the well being of your customer will bring areturn on your
investment.



After you have filled your site with information and other rewards for your
vigtors you are ready to start your word of mouth campaign. Y ou can start by giving
your vistors the infrastructure to spread the word.

There are severd flavors of word of mouth online. The traditiona flavor is“tell a
friend”. I’'m sure you have seen thislink if you have done any shopping a dl online.
Amazon.com, ebay.com and most of the other big Stes give you alink on every product
that will let you emall alink to the page you are viewing to afriend. They dl useit
because it works. Only asmal percentage of vistorsto your ste will use the link. When
they do you can dmost bet on areceptive vigt.

A warning... Don't make the process a chore. Using some old technologies can
cause the process to take severa steps and sometimes requires that the visitor has to use
the back button to get back to where they started. Go ahead and develop your site so that
they are automaticaly sent back to the page or product they recommended. If you can’t
afford or don’t know how to make the process smple, don’t do it. You don’t want to

frustrate the current visitor on the hopes of getting another.

Another flavor of word of mouth onlineisthe afiliate program. An dfiliate
program is a program that pays people to send vistors to your site. Most &ffiliate
programs pay asmdl fee each time someone clicksinto their site through the affiliate or
they pay a percentage of any sdesthat are made by avistor from the ffiliate. While this
has proved effective in building traffic | believe that afiliate programs are indirectly the
sgngle biggest bane of the Internet.

It istrue that building an effective afiliate program will bring traffic to your ste.
It isaso true that you have no control over what your affiliates say or do to bring that
traffic to your Ste. If you take aclose look at the Spam mail you get you will find that the
mgority of it isfrom people who are pointing you to aste that runs an affiliate program
or links to effiliate programs.
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Because of the potentid revenue from the affiliate owner, over zeaous, fast buck
entrepreneurs are using Spam email becauseit isfree. Thereis no cost to email hundreds
of thousands of emails to everyone on the planet in the hopes of getting even aminima
response. One ISP | work with estimated that 75% of al emall that comes through their

emall serversis Spam.

If you want to develop an affiliate program be sure that you create a program that
isfair to your affiliates but dictates no spamming. Remember that spam can eventudly
lead the receiver to your ste and end in disastrous results, including having your Ste shut
down by your hosting company. Most have an anti- spamming policy.

Now, let’stak about how to set up an ffiliate program that works for you.
Affiliate programs require that you track clicks or sdles by &ffiliate. Bascaly this means
that your dite has to have the intelligence to track a customer through the site and record
which effiliate sent them and what they bought (if you are paying a percentage of sdes).
There are anumber of options. Severd dffiliate programs are on the web and provide the
infrastructure to track everything and to make payments to the &ffiliates. Look closdy at
the fee Structures for these companies. Some reguire that you ingtall software on your
server to track the movement of every vistor to your Ste. This may even mean that you

will have to set up your own server which can be an additiona expense.

To get anidea of the services available check out www.commissionjunction.com
or www.access- dfiliate- programs.com. Access-filiate- programs.com is a good source
for information about ffiliate programs and list severd affiliate program management
gtes.

Another way isto set up your own affiliate program. Thiswill cost you alittlein
programming to have the tracking developed for your Site. But once it is complete you
will have complete control over your affiliate program and who is acceptable as an
affiliates. But don't go into an ffiliate program without expecting to invest sometime
and money. Each dffiliate will have to have an accounting of the number of dlicks or
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sdes made by vigtors sent by them. Imagine if you have thousands of ffiliatesand it is
successful. Just writing the checks will be a chore,

Either developing your own affiliate program or hiring a company to manage your
affiliate program will be costly. From my experience, there are other, less expensve and
complicated ways of increasing traffic that you should pursue. Leave the affiliate
program until you have the resources to cover the substantial cost of adminidiration.

The Beginning...

There you go. Making your site successful requires lots more that just having a
good idea. Like any business, your Site requires hard work, time and money to make it
successtul. If you are like most smadl businesses, you have more time than money in the
beginning. If that' s the case, and you follow up on just a quarter of these suggestions, you
should see a substantia increase in your Ste traffic. More importantly, you should see an

increase in the profitability of your Ste.

The only thing standing between you and successis alot of hard work and the
need to succeed.

©2000 Barry Briggs
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