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			FOREWORD

			With more than a billion people worldwide using the Internet and millions of search queries being initiated every day in the major search engines, no business can afford not to have a well-executed marketing plan linked to search engines.

			In the last four years, pay-per-click (PPC) advertising on the major search engines has become an integral part of any successful business’s online marketing strategy. In a matter of minutes, you can reach potential customers who are actively searching for the products or services that you sell. This phenomenon has brought about a new paradigm in advertising, one that evened the playing field for small and large advertisers seeking to reach new clients. Suddenly, mom ‘n pop stores and startups with limited marketing budgets are able to compete alongside Fortune 500 firms. Companies serving niche markets are now able to reach target clients with a minimum of effort.

			Half the money I spend on advertising is wasted. The trouble is I don’t know which half.

			—Retailer John Wanamaker, 1886

			Despite amazing technological advances in all facets of advertising and business, Wanamaker’s struggle to track the effectiveness of his advertising continues today, making for sleepless nights for marketers and advertisers around the globe. For businesses that engage in a variety of advertising media—billboards, TV, radio, print, and online— it is nearly impossible to separate the efficient from the wasted efforts. PPC advertising is strikingly more powerful. For the first time, smart advertisers are able to see the precise results of each dollar they spend, tracking individual keywords searched to the specific sale, lead, or even phone call that results. Advertisers can cut out inefficient media from their campaign and focus dollars on the most profitable areas.

			However, with small and large firms alike diving headlong into PPC advertising—more than 250,000 advertisers now use Google™ and Yahoo!® PPC advertising—the market has become increasingly competitive, driving costs up and forcing advertisers to be far more savvy than ever before. For anyone launching a search engine marketing campaign today, it is imperative to be as knowledgeable about search engine marketing as possible. Unfortunately, with a bewildering array of Web sites, manuals, so-called gurus, and books on the topic, individuals and businesses looking to learn about search engine marketing face an uphill battle just getting started.

			Bruce C. Brown’s Ultimate Guide to Search Engine Marketing is an invaluable tool to anyone looking for a concise and well-written introduction to all aspects of search engine marketing. He provides instructions on launching campaigns in Google™ and Yahoo!®, case studies, information on click fraud, tools to calculate ROI, and tips to generate high performing keywords. He skillfully covers everything you need to know to get started in the profitable and dynamic world of search engine marketing and PPC advertising.

			Michael Mothner, President and CEO, Wpromote, Inc.

			1650 Pacific Coast Highway, Suite 310

			Redondo Beach, CA 90277

			Phone: 310-421-4844

			Fax: 310-356-3228

			Company E-mail: sales@wpromote.com

			Mike Mothner’s E-mail: mike@wpromote.com

			Biography:

			Michael Mothner is President and CEO of Wpromote, Inc., one of the world’s leading search engine marketing firms. Wpromote has served more than 10,000 clients in more than 50 countries and is one of a handful of firms worldwide to be a Google™ Qualified Company and a Yahoo!® Ambassador. Michael also provides online advertising consulting services to the financial services industry and serves on the Google™ Advertiser Research Council. Prior to founding Wpromote, he worked at Redpoint Ventures in Los Angeles, evaluating venture capital business opportunities in the Internet and software sector. He graduated cum laude from Dartmouth College with a Bachelor of Arts degree in economics and computer science.
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			INTRODUCTION

			“When I took office, only high energy physicists had ever heard of the World Wide Web. Now even my cat has its own page.”

			Bill Clinton, 42nd president of the United States

			As I design and develop Web sites for my clients, I am usually asked if their Web site will be number one in all major search engines, such as Google™, Yahoo!®, and MSN®. Obviously, the ultimate goal we strive to achieve in all cases is to be number one, but the reality is quite different so that the answer is not simple. Being number one is a combination of many factors that start with Web site design and use an effective Web site marketing strategy to maximize chance for high rankings, increased revenues, and Web site traffic, while spending very little money.

			Seriously, the truth is that there is no secret formula to obtaining the highest possible search-engine rankings. If there were, everyone would be number one!

			In my book How to Use the Internet to Advertise, Promote, and Market Your Business or Web site with Little or No Money, I revealed design techniques and marketing tools you can implement for free or with little investment to achieve the best possible search-engine rankings, increase Web site functionality and visibility in all the major search engines. You will find a wealth of resources for your online success in my book.

			In this book, we will discuss the often mysterious and misunderstood world of Pay Per Click (PPC) Advertising, which is simply a marketing and advertising technique that allows you to place ads on Web sites and major search-engines results pages, usually for free. We will discuss all aspects of the PPC marketing campaign, including all the relevant methodology to ensure your campaign gets the maximum results for the money.

			In the case of PPC advertising, you simply pay for the “clicks.” A click occurs when a Web site browser sees your ad and clicks on it. Typically, your Web site opens where you hope the person will buy a product from you. You pay for that “click,” based on a pre-determined dollar amount per click (cost per click), whether that “click” results in a sale on your Web site or not. You are simply paying for the ad and the resulting traffic that is generated through the ad to your Web site. There is no guarantee that PPC advertising campaigns will increase sales or revenue. Therefore, this book will maximize your potential for success by taking you through each step of the process.

			Who Can Use This Book?

			This book is for anyone who has a Web site, is considering developing a Web site, companies with an established online presence that wish to expand their marketing campaigns, the small business, large business, and sole proprietor. In short, it is for you if you are interested in making money, increasing Web site traffic, driving up revenue, and improving your own or your organization’s financial posture. This book goes well beyond the basics of PPC marketing and provides you with the essentials of marketing, search-engine optimization, PPC marketing, and other highly successful revenue generating programs.

			How This Book Is Organized

			We will provide you with the following:

			
					History of Online Marketing — This is a brief history of the evolution of online marketing and the different types of campaigns/marketing strategies employed by Web site operators to promote their business through search engines, free marketing, and PPC marketing programs, and how each of them—or all of them—may be the right solution for your online business.

					What is PPC advertising? — This is a general overview of PPC advertising, how it works, how it compares to other marketing techniques, and how to design a PPC campaign for maximum returns. This chapter will include an in-depth introduction to PPC, a comparison to other marketing techniques, and a walkthrough from start to finish to show you how to increase your Web site traffic by 1,000 percent or more. In addition, we will discuss what happens when a visitor clicks on an ad, how it is tracked, and how the click can generate Web site traffic and increased revenue.

					Search-Engine Optimization — To get the most of out your Web site marketing campaigns, you need to ensure your Web site is optimized for search engines. I will guide you to design your site for maximum search-engine optimization. I will arm you with industry proven tips and tricks to garner the most from site visitors, increasing revenues and improving Web site design effectiveness. I will also provide detailed instructions about how to improve site design to maximize revenue in conjunction with PPC advertising campaigns.

					How to Generate Web Site Traffic — I will provide you with tips and tricks to generate Web site traffic, increase visibility in search engines, and improve Web site rankings in all major search engines. These techniques include all areas of site design, META tags, and page content relative to keyword ranking effectiveness. They will dramatically improve your search-engine rankings and ensure that your marketing campaigns are as cost-effective as possible, while returning the best possible results.

					How to Choose Effective Keywords and Key Phrases and Develop a Budget for Your PPC Advertising Campaign — This is the most neglected area in developing a PPC campaign. I will include instructions for using available tools to evaluate keywords, effectiveness, and pricing schemes for maximum keyword cost per click effectiveness—within your ad budget.

					Google™ AdWords — I will provide you with a comprehensive introduction to all components of Google™ PPC applications, including detailed set up, campaign design, and management of Google™ campaigns. We will delve into Google™ advertising campaigns to reveal a multitude of proven tips and secrets for maximizing the effectiveness of PPC campaigns using Google™. After you finish this chapter, you will be ready to launch your own Google™ AdWords campaign.

					Yahoo!® Search Marketing — I will provide you with a comprehensive introduction to all components of Yahoo!® Search Marketing, including detailed setup, campaign design, and management of Yahoo!® Search Marketing campaigns. We will explore Yahoo!® Search Marketing ad campaigns. When you finish this chapter, you will have all the tools and skills to launch your own Yahoo!® Search-Engine Marketing campaign.

					Microsoft® adCenter, Multi-Tier, and other PPC Providers — I will provide you with a comprehensive introduction to the newly released Microsoft® adCenter PPC program, the biggest threat to both Google™ AdWords and Yahoo!® Search Marketing. We will also look at other commercially available PPC applications as we discuss bid management to ensure you have an understanding of the variety of PPC options available to you.

					How to Identify and Combat Fraud — This is a comprehensive guide to help you understand fraud, identify it, combat it, and preserve the integrity and financial stability of your PPC campaign. Fraud is the number one problem facing PPC marketing campaigns, and I will show you how to combat and defeat it.

					Increase Profits with Google™ AdSense — An introduction to Google™’s AdSense program is another opportunity for you to generate income by allowing other advertisers’ PPC ads to be placed on your Web site. This program is an excellent tool to generate revenue at no cost! When you complete this chapter, you can start earning Google™ AdSense revenue in less than five minutes!

					How to Increase Sales with Affiliate Marketing Campaigns — Affiliate marketing campaigns can be highly effective tools to increase sales and product visibility and generate tremendous revenue. I will provide you with a comprehensive introduction to Affiliate Marketing Campaigns as part of an effective marketing campaign portfolio in conjunction with PPC programs all designed to sell more products, generate more Web site traffic, and increase your sales revenues.

					eBay Storefronts and Marketing Campaigns — eBay is for real. It is not just a place to buy and sell your garage sale leftovers. A viable marketing solution, it reaches millions of site visitors daily. I will provide you with a comprehensive introduction to eBay Marketing Campaigns, eBay Stores, and using eBay to increase Web site sales, generate Web site traffic, and generate additional revenue.

					Case Studies — Do not just take my word for it that PPC marketing and search-engine optimization can fuel an enormous increase in online sales, generate substantial Web site traffic, and increase your potential customer base. Read about others who ventured into the PPC marketing and search-engine optimization world and succeeded!

					Hints, Tips, and Advice from the Experts Who Do It Every Day — We have asked the industry experts to provide us with their best hints, tips, and advice, and have compiled them for you in one simple-to-navigate chapter. Armed with this information, you have the most recent advice from the best of the best!

			

			I will provide you with the tools and knowledge to unlock the secrets of PPC advertising and enable you to use to the Internet to its fullest potential to promote, advertise, and market your business in a cost-effective campaign designed to increase revenue. The Internet is the ultimate marketing tool—giving you immediate access to billions of people worldwide­—and by implementing marketing campaigns such as PPC, you will benefit from search-engine technology where your customers are actively being fed links back to your Web site. After reading this book and applying its principles and techniques, you will empower your business and business Web site to operate a cost-effective and highly successful marketing campaign, ensuring the maximum return on investment through the PPC program.

			You will have all the tools and knowledge that you need to take to maximize and harness the power of the Internet to promote and market your business and products through PPC advertising, as well as the formulas for success in developing your Web site strategy, design philosophy, search-engine optimization, and alternative marketing strategies. If you follow the guiding principles in this book—you will be successful!

			“Give a person a fish and you feed them for a day; teach that person to use the Internet and they won’t bother you for weeks.”

			—Unknown

			PPC advertising, as well as every other topic in this book, can be exclusively designed, implemented, and managed by you!

			You do not need to be a professional Web designer or hire an expensive marketing firm to promote and market your online business! We tell you the secrets, the time-tested methodology, and the tricks of the trade to ensure that your site ranks at the top of the search engines in conjunction with a highly effective PPC advertising campaign. However, if you prefer to seek professional assistance, we provide a reference list of the industry leaders.

			The concepts in this book are simple. They are presented to help you reach your potential customers in a way that you could not previously. In fact, PPC allows your potential customers to seek you out through no cost ad placements on Web sites and in search engines’ results. We designed this book for the small business that does not have an information technology or Web design staff and is limited on technology budget and knowledge. If you are the owner, proprietor, or manager of a traditional brick and mortar or online business, you need to implement successful marketing campaigns such as PPC advertising to expand your customer sales base. PPC advertising is a low-cost, high yield alternative to traditional marketing campaigns. You will save thousands of dollars compared with traditional marketing programs such as flyers, postcards, or other forms of offline or postal advertising. These antiquated methods only reach a small customer base, are costly to produce and distribute, and typically fail to generate the return to break even.

			The key principle to remember with PPC advertising is you are not paying for the ad space or ad listing at all. You are not paying up front fees with no promise of a return. You are only paying for clicks on your ads; therefore, it is the most effective means of online marketing to draw thousands of potential new customers to your Web site every day!
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			Chapter 1

			History and Understanding of Online Marketing

			Online marketing schemes have been around since the creation of the World Wide Web. As Web sites became online businesses targeting increased revenues for traditional brick and mortar business, the prominence of online marketing became a dominant force in the industry. Today literally thousands of businesses exist solely on the Internet and do not maintain a traditional retail business. Therefore, online marketing, PPC campaigns, and other enterprising marketing schemes have become increasingly prevalent and extraordinarily competitive. New online businesses emerge and grab big pieces of the available market share every day! To understand PPC advertising campaigns, it is important to understand the history of online marketing and the variety of Web-based marketing techniques deployed in the past and present.

			“The growth of Internet advertising since its 1994 birth has been truly phenomenal. What started out with banners as bland and common as roadside billboards has exploded into a rich media interactive environment that may soon rival the rabbit hole in Alice in Wonderland.”

			— Just A Click Away: Advertising on the Internet

			Marketing and advertising a traditional brick and mortar business is a costly venture. Postage and mailing costs are high. Return rates on mailings are typically a dismal 1 percent of the total mailing or less! More than 200 million Americans went online and nearly one billion people worldwide used the Internet in 2005. Internet access grew more than 107 percent in 2005 in the United States and more than 165 percent worldwide. The facts speak for themselves as to the potential marketplace on the Internet:

			1.	The number of online users will reach 231 million in 2009, representing 75 percent of the total U.S. population (© March 2004 Jupiter Research).

			2.	Online classified spending will nearly double in the next five years… from $1.9 billion in 2004 to $3.7 billion in 2009 (© September 2004 Jupiter Research).

			3.	On average, Americans spend 14 hours online each month (© Nielsen//NetRatings, February 2005).

			4.	The preferred research tool of big-ticket purchases is the Internet (© March 2005 Jupiter Research).

			According to Internet World Stats, www.Internetworldstats.com, worldwide growth on the Internet ballooned a staggering 189 percent between 2000 and 2005, reflecting that the world population is catching up with the phenomenal growth in the United States. Growth in the Middle East has exploded by nearly 500 percent during this same period!

			Internet Marketing

			According to Wikipedia (www.wikipedia.com), Internet marketing is a “component of electronic commerce. Internet marketing can include information management, public relations, customer service, and sales. Electronic commerce and Internet marketing have become popular as Internet access is more widely available and used. More than one third of consumers who have Internet access in their homes report using the Internet to make purchases.”
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			In the early 1990s, Internet marketing was a new frontier in advertising and sales. Typically, commercial Web sites were nothing more than a corporate public relations presence with generalized information about a company and its products and services. As technology improved and understanding of the Hyper Text Markup Language (HTML) grew, the predominant language for the creation of Web sites improved, commercial Web sites evolved into online brochures and catalogs of corporate product lines. They were designed to allow a potential customer to do research and explore the products online, and then go to the brick and mortar retail outlet or place a phone order to the company. Since there was no security available online for processing credit cards, deployment of online sales was minimal.

			Then thousands of companies began to allow customers to place credit card orders using basic HTML order forms, which captured the unencrypted credit card information, recklessly sending potentially harmful personal financial information throughout the Internet. As they became aware of credit card fraud and theft, savvy Web customers stopped placing credit card orders online.

			The development of encryption methods and secure site technology changed everything. Data could be captured securely and transmitted over the Internet in an encrypted format to protect data online. Since the development of encryption technology, online purchasing has exploded and is expected to grow exponentially in the future. As a result, small startup companies like Amazon.com have grown into online sales powerhouses.

			Atlantic Publishing Company (www.atlantic-pub.com) is a classic example of how the Internet has affected business and marketing operations. In the mid-1990s, Atlantic Publishing Company embraced the Internet with a very basic Web site, featuring a full list of their product lines, with pricing and ordering information. The Web site included an online order form that required users to enter the items they wanted manually, calculate the item costs and totals manually, and send the order via a secure Web page to corporate headquarters for processing.

			Today, Atlantic Publishing Company features the latest in Web sites, boasting a full featured shopping cart, secure online order processing, advanced search capabilities, and simplified navigation. The Internet transformed them from a catalog-based business into an online publishing powerhouse, producing more than 50 original publications in 2006 on a wide-range of topics including Food Service, Restaurant Management, Real Estate, Human Resources, Customer Service, Internet Sales and Marketing, and Personal Finance.

			“The Internet is becoming the town square for the global village of tomorrow.”

			— Bill Gates

			Internet Advertising

			Advertising may be defined as any paid form of communication about an organization and its products and services by an identified and typically paid sponsor. As we have previously discussed, online marketing and advertising campaigns were designed to replicate existing advertising, which was designed for traditional advertising outlets including print media (newspapers, books, and magazines), as well as multi-media advertising (television and radio). With expansion of the Internet and realization of the potential impact on customer sales base and revenues, online advertising was born.

			By 2007, online advertising and marketing has matured and become refined. We have moved past the dynamic evolution of online advertising and are now tweaking existing advertising techniques to garner the most out of a company’s marketing investment. Technology, population growth, and the increasing number of households with broadband Internet access have pushed advances in technology in the advertising world, generating billions of dollars in sales annually. Online advertising is overtaking traditional means of advertising.

			The potential for developing highly innovative and unique ads that attract potential customers is practically limitless. As the Internet grew in popularity, the money spent on online advertising increased dramatically, as did the desire to develop cost-effective advertising methods that promised a high return for low investment.

			Gizmag.com (www.gizmag.com) reported a 26 percent growth of advertising revenues for the first six months of 2005 over the first half of 2004. Internet advertising revenues for the first six months of 2005 were about $5.8 billion, setting a new record. Advertising money targeting ads through search-engines accounts for about $4 in every $10 spent, and double that of traditional advertising (20 percent). They also report that the top 10 ranked Web sites in any search results rake in 74 percent of all revenue, while the Top 25 take in 87 percent and the top 50 take in a whopping 96 percent of all Internet advertising revenue. What is the lesson here? Investing on the Internet has the potential for a tremendous return on your investment. Statistics support the theory that those sites that consistently rank in the top 100 search-engine rankings get the majority of the revenue. This is one of the most important facts to consider when deploying a PPC marketing and advertising campaign since your ads through major Web portals and search engines such as Google™ and Yahoo place your ad with the top search-engine results, based on your keyword, ad placement, and financial investment.

			Types of Online Ads

			Three major areas that continue to own the majority of the market share are: Paid search ad (PPC), Banner Ads, and Classified ads.

			We will discuss each of these in this book but will concentrate on PPC advertising to ensure that you get the most return from your investment in PPC advertising. Additionally, we will discuss a variety of other advertising methods for use in conjunction with your PPC campaign to help promote your online business.

			DoubleClick (www.doubleclick.com) is a leading provider of solutions for advertising agencies, marketers, and Web publishers to plan, execute, and analyze their marketing programs. DoubleClick’s marketing solutions—online advertising, search-engine marketing, affiliate marketing, e-mail marketing, database marketing, data management, and marketing resource management—help clients yield the highest return on their marketing dollar. In addition, the company’s marketing analysis tools help clients measure performance within and across channels. We have found DoubleClick to be an invaluable resource for developing online marketing and advertising solutions.

			In 2005, DoubleClick produced 1994–2004 The Decade in Advertising. To learn more about DoubleClick’s many free market-education research reports, visit DoubleClick’s Knowledge Central at http:/ /doubleclick.com/knowledge. To stay up to date on all the new research which DoubleClick publishes, subscribe to their outstanding e-mail newsletter, The Smart Marketing Report, at (www.doubleclick.com).

			Understanding Banner Advertising

			Banner advertising is simply a form of online advertising in which Web developers imbed an ad into the HTML code of a Web page. The idea is that the banner ad will catch the attention of Web site visitors and they will click on the ad to get more information about the products or services advertised. When clicked, the banner ad will take the Web browser to the Web site operated by the advertiser. A banner ad can be created in a variety of formats such as .GIF, .JPG or .PNG. Banner ads can be static images, or they can employ a variety of scripting code, Java, or other advanced techniques such as animated GIFs or rollover images to create rotating banner ads that change every few seconds. Over the past five years, Shockwave and Macromedia Flash technology have become increasingly popular for incorporating animation, sound, and action to banner ads. Banner ads are created in a variety of shapes and sizes depending on the site content and design and are designed to appear unobtrusively in the “white” space available in a traditionally designed Web page.

			When a page is loaded into a Web browser such as Microsoft® Internet Explorer or Mozilla Firefox, the banner is loaded onto the page, creating what is called an “impression,” which simply means that the Web page containing the ad was loaded and possibly seen by someone browsing that Web site. Impressions are important to advertisers to track how many visitors loaded that particular page and banner ad during a set length of time. If the impression count is low, it is logical that the click-through rate, and subsequent sales will also be extremely low. When the Web site visitor clicks on the banner ad, the person is navigated to the Web site that is linked to by the banner ad, and the Web site is loaded into the browser. The process of a site visitor clicking on a banner ad with their mouse is commonly called a “click-through.” Click-throughs are important to advertisers to track how many visitors actually clicked on a particular banner ad, and how many sales are generated by the banner ad in a set time. Unfortunately, high click-through rates do not guarantee high sales. We will discuss many techniques about how to design your Web site properly to maximize your search-engine optimization. Banner ads can be static (imbedded within the actual HTML page by the Web marketing) or may be “served” through a central server, which enables advertisers to display a wide variety of banner ads on thousands of Web sites with minimal effort.

			As we have already discussed, most banner ads currently work on a per-click system, where the advertiser pays for each click on the banner ad, regardless of whether that click results in a sale. Originally, advertisers simply paid for the ad space on a Web site, usually for a preset period, such as a week or month, and hoped that someone would see the banner ad and click on it to visit their Web site. Banner advertising is typically a very low cost investment per click usually under ten cents. The banner provider or hosting company then bills the advertising on a pre-determined basis such as monthly. The key difference between banner advertising and PPC advertising is that banner ads are placed within the content of Web pages, while PPC advertising is not image based, and may be dynamically generated based on a search results.

			Banner Advertising was extremely popular in the 1990s and early 2000s, and is still popular today; however, it is less effective and popular than other advertising techniques, such as PPC advertising. Banner advertising aims to inform potential customers or consumers about the products or services offered by the advertiser, just like traditional print advertising; however, they offer the advantage of allowing advertisers to track individual statistics and performance at a level not possible with print media advertising.

			When banner ads were originally created, they were highly successful; however, as Web surfers became Web savvy, banner ads, popup ads, and other ads were seen as annoying and often distracting from the actual Web site content. It was common to have a Web page loaded with hundreds of banner ads or Web sites that were only placeholders for hundreds of banner ads. Today the standard has improved dramatically, and you typically will not find more than one or two unobtrusive banner ads on any Web page. Additionally, Web browsers such as Microsoft®’s Internet Explorer and Mozilla’s Firefox contain built-in pop-up blockers designed to suppress many banner ads.

			“Internet advertising is without question taking share from the other media at this time and for good reason—marketers have figured out that online advertising is often the most cost-effective medium for influencing both branding and sales results.”

			— Greg Stuart, President of Interactive Advertising Bureau

			The Difference Between Static Versus Dynamic

			In the early days of Web site development, Web sites were “static” in content and were easy to build and maintain, but did not offer any “interactive” type of experience. Internet advertising was primarily limited to static server-based banner advertising served up to static Web pages. The development of database driven Web sites created an entirely new experience for Web site visitors, enabling them to enter data into a Web site and receiving dynamically generated content, based on their query. An example of this is www.Google.com or www.tbo.com which enable the site visitor to search on any topic they wish, based on their query.

			The development of Web portals, such as www.yahoo.com and www.MSN.com, enabled Web visitors to personalize their Web browsing experience. Personalization allows a Web site visitor to enter information such as name, age, zip code, and other personal preferences to deliver customized Web content based on individual preferences. More advanced Web sites, such as www.amazon.com, can actually make recommendations to site visitors based on their profile and preferences, thereby possibly increasing sales and revenue.

			With most users today surfing the Web on high-speed broadband, Web site developers have been developing what is known as “rich media.” Rich media is ads geared towards high-speed Internet browsers and can display video, audio, music, animations, and special effects. The addition of flashy advertising to interactivity has completed the online experiences where advertisers receive interactive and often entertaining ads disguised as music videos, games, and other interactive content, all with the ultimate goal of producing increased Web site traffic and Internet sales. Although Rich media may be the banner ad of the future, it still has quite a way to go to replace traditional banner advertising.

			The Web site, www.e-commercetimes.com, recently reported that in figures released by Nielsen for the week ending August 6, 2006, rich media ads accounted for only 1.2 percent of the roughly 57.6 million impressions delivered during the period. At the top of the list for the time frame were compound image/text ads with more than 16 million impressions (27.9 percent), followed by sponsored search links with 14.6 million impressions (25.3 percent), standard GIF/JPG with 13.6 million impressions (23.7 percent), and Flash ads with 12.8 million (22 percent). However, it is estimated that 39 percent of Internet ad spending is expected to be on rich media.

			Rich media has evolved in the past year into the recycling of television ads and incorporating full TV commercials onto the Internet. Floating and expanding banners are increasingly popular but frustrating to the Web site visitor. Floating and expanding ads use motion and appear to float across the screen, blocking the view of the actual Web site content, often requiring a click to close the ad. However, most are based on a time interval to disappear. Sound imbedded in banner advertising is becoming increasingly visible, where sound bites are launched with a Web site as an additional attempt to attract site visitors to click on the specific Web site banner. podcasts, blogs, and RSS broadcasts have become extremely popular in recent years. It is anticipated that more than 12 million Americans will access podcasts alone in 2006. Large advertisers such as Best Buy, Acura, and Volvo are already sponsoring podcasts. Mobile or cellular marketing advertising is growing as the population increases the use of Ipods, MP3 players, cell phones, Blackberries, and Trios. Permission based advertising, or “opt-in,” continues to grow in popularity, despite strict anti-spam laws in the United States. The effective use of e-mail with imbedded banner ads or HTML-based advertising allows you to target specific demographic groups to promote products they said they want.

			“No one bill will cure the problem of spam. It will take a combined effort of legislation, litigation, enforcement, customer education, and technology solutions.”

			—David Baker

			E-mail Advertising Versus Spam

			We have provided you with a brief history of online advertising, but we cannot leave out the most controversial method of online advertising: e-mail. E-mail campaigns are used to send out ads or promotions to a large audience or consumer group. The obvious advantage of this type of ad is that you deliver the ad to the inbox of the recipient, instead of waiting and hoping they navigate to your Web site. Unfortunately, e-mail advertising is an extremely volatile subject, as many feel that the unwarranted distribution of bulk e-mail is a violation of their rights, and an illegal invasion of privacy. Thus, the dilemma for online advertisers is how to use e-mail campaigns legally without offending potential customers, eroding their customer base or facing potential legal action.

			The key difference between operating legal permission-based e-mail campaigns and spam is the use of permission-based or “opt-in” e-mail lists. Spam or junk e-mail is e-mail that goes to one or more recipients who did not request it. The CAN-SPAM Act of 2003 (Controlling the Assault of Non-Solicited Pornography and Marketing Act) establishes requirements for those who send commercial e-mail, spells out penalties for spammers and companies whose products are advertised in spam if they violate the law, and gives consumers the right to ask e-mailers to stop spamming them. The law, which became effective January 1, 2004, covers e-mail whose primary purpose is advertising or promoting a commercial product or service, including content on a Web site. A “transactional or relationship message” e-mail that facilitates an agreed-upon transaction or updates a customer in an existing business relationship may not contain false or misleading routing information, but otherwise is exempt from most provisions of the CAN-SPAM Act according to the Federal Trade Commission.

			The Federal Trade Commission (FTC), the nation’s consumer protection agency, is authorized to enforce the CAN-SPAM Act. CAN-SPAM also gives the Department of Justice (DOJ) the authority to enforce its criminal sanctions. Other federal and state agencies can enforce the law against organizations under their jurisdiction, and companies that provide Internet access may sue violators as well.

			The CAN-SPAM Act:

			
					Bans false or misleading header information. Your e-mails’ “from,” “to,” and routing information—including the originating domain name and e-mail address—must be accurate and identify the person who initiated the e-mail.

					Prohibits deceptive subject lines. The subject line cannot mislead the recipient about the contents or subject matter of the message.

					Requires that your e-mail give recipients an opt-out method. You must provide a return e-mail address or another Internet-based response mechanism that allows a recipient to ask you not to send future e-mail messages to that e-mail address, and you must honor the requests. You may create a “menu” of choices to allow a recipient to opt out of certain types of messages, but you must include the option to end any commercial messages from the sender. Any opt-out mechanism you offer must be able to process opt-out requests for at least 30 days after you send your commercial e-mail. When you receive an opt-out request, the law gives you 10 business days to stop sending e-mail to the requestor’s e-mail address. You cannot help another entity send e-mail to that address, or have another entity send e-mail on your behalf to that address. Finally, it is illegal for you to sell or transfer the e-mail addresses of people who choose not to receive your e-mail, even in the form of a mailing list, unless you transfer the addresses so another entity can comply with the law.

					Requires that commercial e-mail be identified as an ad and include the sender’s valid physical postal address. Your message must contain clear and conspicuous notice that it is an ad or solicitation and that the recipient can opt out of receiving further commercial e-mail from you. It also must include your valid physical postal address.

			

			Penalties for each violation of the CAN-SPAM Act are subject to fines of up to $11,000. Deceptive commercial e-mail also is subject to laws banning false or misleading advertising. Additional fines are provided for commercial e-mailers who not only violate the rules described above, but also:

			
					“Harvest” e-mail addresses from Web sites or Web services that have published a notice prohibiting the transfer of e-mail addresses for sending e-mail.

					Generate e-mail addresses using a “dictionary attack”—combining names, letters, or numbers into multiple permutations.

					Use scripts or other automated ways to register for multiple e-mail or user accounts to send commercial e-mail.

					Relay e-mails through a computer or network without permission—for example, by taking advantage of open relays or open proxies without authorization.

			

			The law allows the DOJ to seek criminal penalties, including imprison-ment, for commercial e-mailers who do—or conspire to:

			
					Use another computer without authorization and send commercial e-mail from or through it.

					Use a computer to relay or retransmit multiple commercial e-mail messages to deceive or mislead recipients or an Internet access service about the origin of the message.

					Falsify header information in multiple e-mail messages and initiate the transmission of such messages.

					Register for multiple e-mail accounts or domain names using information that falsifies the identity of the actual registrant.

					Misrepresent themselves as owners of multiple Internet Protocol addresses that are used to send commercial e-mail messages.

			

			The FTC has issued additional rules under the CAN-SPAM Act involving the required labeling of sexually explicit commercial e-mail and the criteria for determining “the primary purpose” of a commercial e-mail. See the FTC Web site at (www.ftc.gov) for updates on implementation of the CAN-SPAM Act. Source: Federal Trade Commission (FTC).

			Most recipients of bulk e-mail, spam, or unsolicited ads view them as unwelcome, unpleasant, or offensive. However, many mailing lists deliver solicited (opt-in) useful information to recipients based on subjects that they have given their permission to companies to add their e-mail address to bulk mailing lists. The key to using e-mail as a tool for marketing or advertising is to build your customer lists using opt-in methods (or double-opt in) to ensure that your e-mail lists comply with the requirements of the CAN-SPAM Act. Our recommended permission-based application for the creation and distribution of e-mail ads and management of permission based/opt-in mailing listing is Topica, who may be found online at www.topica.com

			According to Wikipedia.com, “The California legislature found that spam cost U.S. organizations alone more than $10 billion in 2004, including lost productivity and the additional equipment, software, and manpower needed to combat the problem. Spam’s direct effects include the consumption of computer and network resources, and the cost in human time and attention of dismissing unwanted messages. In addition, spam has costs stemming from the kinds of messages sent, from the ways spammers send them, and from the race between spammers and those who try to stop or control spam. In addition, there are the opportunity cost of those who forgo the use of spam-afflicted systems. There are the direct costs, as well as the indirect costs borne by the victims—both those related to the spamming itself and to other crimes that usually accompany it such as financial theft, identity theft, data and intellectual property theft, virus, and other infection, child pornography, fraud, and deceptive marketing.”

			PPC advertising is thought to be the most efficient and effective method of online advertising today—enabling you to promote your business quickly online in a cost-effective program. Additionally, it is one of the secrets to get your Web site listed at the top of major search engines without having to do any Web site search-engine optimization. (We do think that search-engine optimization is critical to the success of your advertising and marketing campaign and will give you the tools to complete it successfully later in this book.)

			PPC is the most successful online advertising technique now and for the foreseeable future, and the concept could not be simpler. Advertisers bid on keywords and promise to pay a certain amount of money each time someone clicks on their ad. The ad pops up in response to a search-engine query performed by a Web site surfer and is displayed because it is relevant to the search query.

			With the history we have provided in online marketing and advertising, you should have a good understanding of the variety of ad campaigns in existence, as well as a brief history of how we got to PPC advertising.
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A few years back we lost our
beloved pet dog Bear, who was
not only our best and dearest
friend but also the “Vice
President of Sunshine” here
at Atlantic Publishing. He did
not receive a salary but worked
tirelessly 24 hours a day to
please his parents.

Bear was a rescue dog who
turned around and showered
myself, my wife, Sherri, his
grandparents Jean, Bob, and
Nancy, and every person and
animal he met (well, maybe not
rabbits) with friendship and
love. He made a lot of people
smile every day.

‘We wanted you to knowaportion
of the profits of this book will
be donated in Bear’s memory
to local animal shelters, parks,
conservation organizations,
and other individuals and
nonprofit organizations in need
of assistance.

— Douglas & Sherri Brown

PS: We have since adopted two
more rescue dogs: first Scout,
and the following year, Ginger.
They were both mixed golden
retrievers who needed a home.

Want to help animals and the world? Here
are a dozen easy suggestions you and your
family can implement today:

* Adopt and rescue a pet from a local shelter.
* Support local and no-kill animal shelters.
© Plant a tree to honor someone you love.

* Be a developer — put up some birdhouses.

* Buy live, potted Christmas trees and
replant them.

© Make sure you spend time with your
animals each day.

* Save natural resources by recycling and
buying recycled products.

* Drink tap water, or filter your own water
at home.

© Whenever possible, limit your use of or do
not use pesticides.

* Ifyou eat seafood, make sustainable
choices.

© Support your local farmers market.

© Get outside. Visit a park, volunteer, walk
your dog, or ride your bike.

Five years ago, Adantic Publishing signed
the Green Press Initiative. These guidelines
promote environmentally friendly practices,
such as using recycled stock and vegetable-
based inks, avoiding waste, choosing
energy-efficient resources, and promoting a
no-pulping policy. We now use 100-percent
recycled stock on all our books. The results:
in one year, switching to post-consumer
recycled stock saved 24 mature trees, 5,000
gallons of water, the equivalent of the total
energy used for
one home in a
year, and the
equivalent of the
greenhouse gases
from one car
driven for a year.
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ADVERTISING SECRETS REVEALED

By Bruce C. Brown
Author of How to Use the Internet to Advertise, Promote and Market
Your Business or Web Site — With Little or No Money

With foreword by Michael Mothner, President & CEO of Wpromote, Inc.
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