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Preface

We’ve all heard how lucrative online businesses can be. Countless ordinary people the world over have

turned small sites into booming businesses that have allowed them to quit their day jobs and enjoy lives

of online entrepreneurship. But even if you’re a beginner who’s not expecting to create the next Amazon

or eBay, you can still use a web site to generate a growing income. This kit will show you how.

The Web offers some big benefits to those of us who are just starting out. Low startup costs, minimal barriers

to entry, affordable marketing techniques, and access to a worldwide audience regardless of timezones are

among the advantages that lure more people every year to participate in the online economy. Will you be

among them? We hope so.

The thing it’s important to realize about running a profitable web site is that this is not a way to get rich

quick. Your success online will take passion, dedication, and a strong interest in what you do. You’ll also

need to enjoy it. If you’re not having fun, your passion will fizzle, leaving you overwhelmed by the day-today

burden of your site’s operations. But if you get a kick out of what you do, that spark will ignite the

flame of inspiration—the flame that will see you excel as you strive tirelessly to improve your site to meet

visitors’ needs, and make money in the process.

Although this kit can’t give you that passion, it does explore and explain the practicalities you’ll need to

know to make your site a profitable success. It also aims to inspire you to try new tools, ideas, tricks, and

tactics that can make your life easier, and the process of establishing and promoting your site more

straightforward and enjoyable.

Our goal in writing this kit is to give you the knowledge you need to put yourself out there, find something

new, and give it a go. There’s nothing wrong with taking a well-informed, considered risk. Let this kit give

you the foundation you’ll need to rigorously assess the risks and opportunities in the world of online revenue

generation—and to make the best of both.

Who Should Read This Kit?

This kit is intended for those who have little or no previous experience with building profit-making web

sites. If you’ve already established a few sites that are doing nicely, you’ll probably get the most out of the

kit’s later chapters, and those that specialize on particular topics, such as affiliate marketing and site flipping.

Absolute beginners, on the other hand, will want to start at paragraph one, chapter one, and read from there.

What’s In This Kit?

This kit is broken into ten chapters and three appendices:

Chapter 1: Overview

The opening chapter is designed to help you focus on the two central questions you’ll face as you

consider creating a revenue-generating site: what type of site will you run, and how will it make money?

Here, we introduce the site types, and provide a broad overview of the most common online revenue

models as a means to get you thinking about your future as an online entrepreneur.
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Chapter 2: Planning

For your site to be a success, you’ll need to choose a niche to target. We start out by helping you to

identify a niche that has sufficient potential to fulfil your business expectations. Then, we move on to

look at keyword research as a tool to ascertain the size of the market space, and the competitors who

already operate within it. Competitive research is dealt with in detail, as is the crucial task of profiling

your audience. Finally, we touch on the questions that will help you plan your online business.

Chapter 3: Legal Issues

Before you embark on an online business, you’ll need to be aware of the legal issues you’ll face. While

this chapter doesn’t constitute legal advice—you’ll need to see a lawyer or solicitor for that!—it does

aim to appraise you of the basics of copyright and contract law that apply in most countries. It then

considers these issues as they relate to you as a site owner, copyright holder, and individual who might,

albeit unwittingly, infringe another’s rights.

Chapter 4: Construction

Here’s where we put our plans into action! While this chapter won’t tell you how to build a web site,

it will demystify the topics of domain names, web hosting, and content planning and procurement. A

large portion of the chapter focuses on answering the question, “Should I pay someone else to build

my site, or do it myself?” We’ll look at the implications of both approaches before stepping through the

process by which you can source and secure a quality web developer, or development agency, for your

site building project.

Chapter 5: Building Traffic

Once you have a web site, you’ll want to attract people to it. Not just anyone, of course; you want people

from the target market you identified in the site’s planning phase. In this action-packed chapter, we’ll

look at the ways in which you can promote your site to your chosen userbase, investigating the specifics

of promotion via search engines, link building, pay-per-click and affiliate advertising, and offline promotions.

We’ll also review key techniques to boost direct navigation to your site. Finally, we’ll discuss

some strategies you can deploy to nurture and optimize your site’s repeat traffic levels.

Chapter 6: Monetize Your Content

This chapter focuses on generating revenue from web content. First up, we’ll introduce the basics of

advertising networks. Then we’ll explore the process by which you can monetize your content, from

creating and planning ad inventory, to choosing an advertising network, and selling your inventory.

Finally, we look at the ways in which you can optimize your site to generate ad revenue, and pull back

the curtain on some of the darker arts of content monetization.

Chapter 7: Affiliate Marketing

Affiliate marketing has the potential to generate significant revenues, but it’s not always an easy task!

This chapter aims to simplify the process. First, we get our feet wet by taking a look at a range of affiliate

program networks. Then, we’ll show you how to monetize your site—be it a completely new site, or

one you’ve been running for some time—using affiliate programs. We’ll explore the techniques by which

you can optimize your site for affiliate sales, and give you tips to help you avoid the most common affiliate

marketing pitfalls.

Chapter 8: Selling Products Online

We all know that ecommerce is big business. If you want to get a piece of the action, this chapter’s for

you! After an overview of the process through which ecommerce transactions take place, we’ll explain

Order the print version of this kit to get all 300+ pages!

xv

each step in detail with reference to the decisions you’ll need to make as you organize your own ecommerce

operations. Next, we’ll discuss the omnipresent issues of fraud and chargebacks, and how you

can minimize both. We’ll also look in detail at the many questions surrounding order fulfillment, before

turning to a fundamental aspect of successful ecommerce: credibility building.

Chapter 9: Web Site Measurement and Analysis

Metrics can be the key to unlocking new insight about your online operations. They can determine the

difference between moderate and astounding success, so it’s critical that you can use them to your advantage.

After profiling the key site metrics, this chapter shows you how to assess and select a statistics

package. We then step through a typical site statistics report before learning, through some real-world

case studies, just how you can use your site stats to improve your operations, revenues, and profits.

Chapter 10: Flipping Web Sites for Profit

Online property has become a huge market in which countless investors have already made a quick

profit. This chapter starts by explaining the process by which you can assess an online property's investment

potential. You’ll learn to value a site, and negotiate the sale with its owners. After discussing

the tactics you can use to add real value to a site quickly and painlessly, we’ll reveal how you can sell

your site for the best possible price.

Appendix A: Reviews

A variety of advertising networks and ad serving solutions, affiliate networks, blog solutions, content

management systems, domain registrars, forum software, search engine advertising solutions, and traffic

analysis software are all reviewed in detail in this appendix.

Appendix B: Site Flipping Resources

This appendix lists a range of online resources that will help you buy, improve, and sell sites you’ve

invested in for the purposes of turning a quick profit.

Glossary

We’ll use a lot of jargon through this kit, and though we’ve defined the industry-specific terms along

the way, you may find yourself pondering the meanings of some words as you read. Relax! They’re all

defined in this handy glossary, which you can flip to whenever the need arises.

This Book’s Web Site

Located at http://www.sitepoint.com/kits/revenue1/, the web site supporting this kit will give you access

to the following facilities.

The SitePoint Forums

While we’ve made every attempt to anticipate any questions you may have, and answer them in this book,

there’s no way that any publication could cover everything there is to know about flipping web sites for

profit. If you have a question about anything in this book, the best place to go for a quick answer is SitePoint’s

Forums, at http://www.sitepoint.com/forums/—SitePoint’s vibrant and knowledgeable community.

The SitePoint Newsletters

In addition to books like this one, SitePoint offers free email newsletters. The long-running SitePoint Tribune

is a biweekly digest of the business and moneymaking aspects of the Web. Whether you’re a freelance developer

looking for tips to score that dream contract, or a marketing major striving to keep abreast of changes
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to the major search engines, this is the newsletter for you. The SitePoint Tech Times covers the latest news,

product releases, trends, tips, and techniques for all technical aspects of web development. The SitePoint

Design View is a monthly compilation of the best in web design. From new CSS layout methods to subtle

Photoshop techniques, SitePoint’s chief designer shares his years of experience in its pages. Browse the

archives or sign up to any of SitePoint’s free newsletters at http://www.sitepoint.com/newsletter/.

Your Feedback

If you can’t find your answer through the forums, or you wish to contact us for any other reason, the best

place to write is books@sitepoint.com. SitePoint has a well-staffed email support system set up to track

your inquiries, and if the support team is unable to answer your question, it’s sent straight to us. Suggestions

for improvement as well as notices of any mistakes you may find are especially welcome.
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Chapter1

Overview

If you’ve ever sat back and wondered, “How do people make money online?” you’re not alone. Countless

people the world over have already recognized this as a vibrant and fast-growing economy, which anyone

with a web connection can be a part of. And they’ve made it the source of part—if not all—of their incomes.

This kit is designed to help you maximize the revenues you generate online. This chapter aims to put the

miasma of web business into perspective by helping you to focus on two important questions: what kinds

of sites are out there, and how do they make money? In the first section, we’ll categorize web sites into

three groups: content sites, community sites, and ecommerce sites. We’ll investigate the differences between

these types of sites, and get a grip on which site types fall into each category.

The second section of this chapter provides an overview of the main ways in which site owners generate

income online. Selling advertising space, selling products and services, promoting affiliate businesses with

which you’ve formed a partnership, and selling subscriptions and memberships are the four primary revenue

models we’ll meet in this chapter, though we’ll go into much more detail in later chapters of this kit.

Are you ready to start working towards building an online income? Then let’s get started.

The Types of Web Sites

The web is rich with exciting ideas, innovations, and concepts, but when you look beyond the all fanfare,

it becomes clear that there are three major types of web sites. Content web sites publish information for

users with particular interests. Community web sites focus on bringing together like minds to exchange

ideas. Ecommerce web sites allow customers to purchase products and services online. Let’s look at each

of these site types in more detail.

Content Web Sites

Back in the days when people still referred to the Web in awed tones as “the information superhighway,”

one of its most lauded aspects was that it could put information at users’ fingertips, no matter where they

were in the world. Content sites are the primary mechanism by which this expectation has been met.
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We’re all familiar with content web sites—online properties that specialize in presenting new, relevant

content (text, imagery, videos, audio files, and so on) on a regular basis, such as sitepoint.com.1 Content

publishing is probably the easiest type of web business to get into, since these types of sites are fairly easy

to both conceive and launch, especially given the proliferation of free and inexpensive content management

systems on the market today.

A content web site typically provides free information, though it’s possible to charge for premium content

if you know your audience and the quality of your paid content exceeds their expectations. Content web

sites include news sites, blogs, video sites, photo sites, and review sites, among others. Quality content and

high traffic levels are important to content publishing web sites because their owners earn money through

advertising that’s based on visitor counts and clickthrough rates.

Blogs, or weblogs—a comparatively recent addition to the content web site fold—provide concise commentary

on a topic, with bloggers typically posting text, images, and links multiple times a week. Many blogs allow

readers to post comments in response to blog posts, and to interact with one another. The explosion in

blogging over the last few years has seen the proliferation of blogging software that’s usable and affordable,

and often entirely free. Blogger is a free online blogging program that offers blog hosting, templates, and

integration with Google’s AdSense.2 Wordpress is another popular personal publishing program that can

provide a professional look while remaining uncomplicated.3 And Typepad is yet another renowned professional

blogging service.4

Other content web sites provide news and information to readers. For example, Zach Holman started his

Good Tutorials site by providing Photoshop tutorials, but soon expanded the offering to include other topics

as well.5 Tutorials are now added to the site on a daily basis, and users can vote on them and keep track of

the tutorials they find particularly interesting.

Several software packages are available to help publishers start news sites, including Drupal, a free, open

source content management platform that allows publishers to easily publish, manage, and organize content.

Joomla is another free, open source content management system. The Joomla application framework allows

develops to create add-ons such as document management tools, image and multimedia galleries, and calendars.

For more information on these services, see Appendix A.

Review web sites provide reviews of products, services, or businesses, and some allow users to post their

own reviews of products or services. Often, product review sites earn extra income by participating in affiliate

programs, and linking their reviews to ecommerce retailers who sell the products they’ve covered. Alternatively,

review sites may sell review opportunities to businesses that operate in the market they address.

If you’re thinking of embarking on a content web site, you’ll need to give close consideration to the subject

of, and the audience for, your content publishing web site. No matter what the topic, a successful web site

will provide useful, informative, and interesting content for a niche audience whose constituents will keep

coming back.

1 http://www.sitepoint.com/

2 http://blogger.com/

3 http://www.wordpress.com/

4 http://www.typepad.com/

5 http://www.good-tutorials.com/
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Community Web Sites

It’s often said that the Web brings people together in spite of social or geographical boundaries, and nowhere

is this more apparent than on community web sites. These sites provide a platform—such as a forum,

message board, social network, or rating site—over which people communicate with others about similar

interests, ideas, or goals.

A community site’s major advantage is that the content is user-generated—the exchanges between members

helping each other, discussing ideas, and so on, form useful resources for other visitors. Members are attracted

to the site because they want to meet people with similar interests, and are willing to contribute content to

be a part of the community.

Of course, the community site owner’s time will be consumed by other issues. Passionate, active users who

contribute content for free will inevitably have expectations for the site’s maintenance and running. At a

basic level, members expect quick assistance with dysfunctional features of the site, no interference with

their communications, and continuous access to the site.

Forum sites allow users to communicate with one another by posting their messages, which are commonly

displayed in chronological order, or as threaded discussions. Generally speaking, the most successful forum

sites focus on one topic, but many offer subforums to provide places for the discussion of common issues

or specific interest areas within the broader topic. There are several ways to continue after starting your

first forum web site.

Take, for example, Nathan Wingate of ContractorTalk.com—a forum in which members can discuss professional

construction and remodeling topics.6 Wingate knew he’d tapped into a good market at the right time,

and soon expanded his network of forums to include related topics. Wingate’s network now includes the

sites DIYChatroom.com,7 ElectricianTalk.com,8 and PaintTalk.com.9

Another successful forum owner is Patrick O’Keefe, who created the first online phpBB hacks database.

phpBBHacks.com10 offers an extensive database of phpBB-related downloads such as tools, tutorials, and

features. Buoyed by the forums’ success, O’Keefe went on to start other forums on unrelated topics, including

KarateForums.com,11 SportsForum.net,12 and PhotoshopForums.com.13

Many affordable software options are available for the would-be forum site owner, including vBulletin,

which features a template-driven interface and customizable user fields. PhpBB is another option that offers

easy installation, customizable features, and a standards-compliant interface. Invision Power Board features

advanced moderation functions, RSS content sharing, and customization options. Simple Machines Forum

is a free forum software package that includes templates, advanced permission and user management, the

tracking of new and old unread topics, and automatic installation of modifications. Again, Appendix A has

more on these services and solutions.

6 http://www.contractortalk.com/

7 http://www.diychatroom.com/

8 http://www.electriciantalk.com/

9 http://www.painttalk.com/

10 http://www.phpbbhack.com/

11 http://www.karateforums.com/

12 http://www.sportsforum.net/

13 http://www.photoshopforums.com/
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Ratings web sites are a different type of community web site. These allow users to rate or review products,

people, entertainment … basically, any subject can be the topic of a rating site. These sites typically require

users to access a piece of content on the subject in question, and provide feedback on that content. Some

sites often provide “worst and best” lists for their subjects, while other sites focus on rating products, services,

or businesses.

A social networking web site—another form of community site—provides users with a platform through

which to connect in a variety of ways with communities of people with similar interests. MySpace,14

facebook,15 and bebo16 are just three examples of sites in this arena. Social networking sites usually provide

users with a variety of ways to communicate with each other, including user-generated profiles, blogs,

photo hosting, bulletin boards, messaging, and video hosting. Social networking sites allow users to connect

with others at a low cost, or for free. The considerable popularity of these kinds of sites has seen a number

of software providers enter the market, enabling small players to get a piece of the social networking pie.

PhpFoX is one such solution—it’s an excellent social networking tool with a template manager, instant

message tool, and live chat facility.17

The business potential of community web sites has grown exponentially over the past few years, although

the ability for community site owners to increase traffic and to grow their virtual communities remains

critical because, like content publishers, they commonly earn income through advertising.

Ecommerce Web Sites

Every week, it seems, we read more impressive statistics about the value of the ecommerce industry. While

the always-increasing estimates vary, and it’s hard to know which to believe, the fact remains that ecommerce—

the online sale, and in many cases, delivery of products and services—is big business.

Indeed, the concept of ecommerce isn’t limited to physical products that can be shipped to a customer’s

house. Digital products, such as ebooks or software, and services like online marketing, web hosting, and

online transaction processing, are two established and profitable ecommerce sectors. Virtual storefronts

connect customers with products and services around the clock, no matter where the customers, or the

products, are located. Customers can purchase products at any time from their homes or offices, while

they’re on the road or on holiday. Where there’s a web connection, there can be shopping.

Unlike content or community sites, ecommerce sites don’t rely on advertising to make money—income is

generated directly from product sales. That said, traffic levels remain a priority for the ecommerce site

owner, because only a percentage of visitors will ever make a purchase, and higher visitor counts mean

more sales. On the other hand, the cost-of-sale for an online order is lower than traditional retail locations

or service centers, which makes ecommerce web sites perfect for niche products suited to small target

audiences. And ultimately, it’s the meeting of customers’ needs that’s important. Whether a site resells web

hosting or distributes original ebooks, the success of that ecommerce business will be proportional to the

site owner’s ability to understand and retain customers.

The first decision you’ll need to make if you’re considering stepping into the world of ecommerce is, of

course, what you’ll sell and to whom you’ll sell it.

14 http://www.myspace.com/

15 http://www.facebook.com/

16 http://www.bebo.com/

17 http://www.phpfox.com/
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We’re all familiar with sites that sell physical products—think Amazon,18 Apple,19 or Busted Tees.20

Products sold online can be cheaper than their offline retail counterparts, as the store owner doesn’t necessarily

have to deal with the physical overhead involved in running a bricks-and-mortar store. Obviously,

stock control, ordering, and shipping issues must be addressed by ecommerce site owners, as must the

question of product returns and guarantees.

Selling intangible products and services is the other component of ecommerce, and web hosting—space

through which customers can store and make available to visitors the files that comprise a web site—is a

substantial ecommerce market. Reselling hosting on behalf of a larger hosting organization is an easy way

to enter this competitive market without having to set up your own server farm. As we’ll see in Chapter 4,

the variation among hosting packages is enormous, and the range of features is huge, including email, site

control panels, and different technologies, such as PHP, ASP, or MySQL. In a related market space, file

hosting service providers specialize in hosting data other than web pages, most commonly for business

clients who need virtual storage or data backup services.

The ebook—or electronic book—is another intangible product that’s well suited to the ecommerce model.

The process for creating an ebook is straightforward: you take the content of your book (or the book you’ve

commissioned from a writer through a site such as Elance21), convert it to PDF format using a program such

as Acrobat, and upload to your ecommerce site. From there, you’ll need to focus your efforts on marketing,

to take your ebook to your audience.

To be successful, your ecommerce concept doesn’t need to be groundbreaking, but it must meet a real need.

Brandon Ely started 2BigFeet.com because he had a hard time finding large shoes. Karl Austin started

KDAWebServices.com because several of his web design clients had trouble finding affordable and reliable

web hosting services with PHP and MySQL abilities. Chris Ross founded Constant-Content.com because

he was tired of the unsatisfactory content he encountered on freelance web sites. There are plenty of unmet

needs in the world. Entrepreneurs recognize these needs and create solutions to them.

Deciding what to sell may be your first decision as an ecommerce entrepreneur, but others will quickly

follow. As Chapter 8 explains, you’ll also need to work out how you’re going to accept online payments,

and how you’re going to present your product offering to customers. These are big questions, and to find

the answers, you’ll need to do some research. Ecommerce software is necessarily more complicated than

the packages available for content publishing and community management. OsCommerce is a free online

shop ecommerce solution that supports over 12,000 online shops with an online shopping cart based on

PHP and MySQL technology.22 An alternative is X-CART, a PHP shopping cart solution featuring templates,

an installation wizard, and free technical support.23 Yahoo offers an ecommerce solution for a small monthly

fee that covers assistance with your site design, toll-free phone support, as well as offering integrated

credit, debit, and PayPal payment options. Appendix A covers many of the popular options in detail.

18 http://www.amazon.com/

19 http://store.apple.com/

20 http://bustedtees.com/

21 http://www.elance.com/

22 http://www.oscommerce.com/

23 http://www.x-cart.com/
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Generating Revenues

Our discussion so far has alluded to the ways in which different types of sites can generate an income, but

in this section, we’ll take a closer look at your options. Chapter 2 will give us the opportunity to investigate

the common online revenue models in more detail.

Strategies for online revenue generation fall into three basic categories: you can sell a product or service

directly; you can sell advertising or promotional space; and you can form affiliations with other sites so

that when you send customers to those sites, you earn a percentage of the revenue those sites generate.

However, as we’ll see in this section, these broad categories offer a number of revenue options to the astute

site owner.

First, we will outline the major income providers and solutions available for use on web sites. With so

many potential income earners out there, this outline cannot be exhaustive; however, it will give you a

good understating of the proven primary solutions that can turn your web site into an income generator.

Selling Products and Services

Selling products or services to a target audience is the most obvious way to make money, and if you use

an ecommerce revenue model, you’ll generate an income from the purchases made by your site’s visitors.

Simple! But, as we saw earlier, there are many considerations involved in setting up an ecommerce business,

so don’t be deceived by the sell-something-make-money mentality.

As we’ll discuss in Chapter 8, there’s literally no limit to the kinds of products and services you can sell

online. For example, many sites offer users a chance to “belong” by buying subscriptions or memberships.

If the benefits of these services are solid, you may well be able to charge a fee to those who want to sign

up.

Indeed, sites that sell products or services to customers on a repeat basis, or sites to which users need regular,

ongoing access, are usually well suited to this revenue model. The membership fee can be charged on

any kind of basis—time, frequency of usage, and so on—as long as it suits your product and audience.

Credibility and trust are critical elements in the ecommerce revenue equation. Finding a market niche with

potential, and consistently providing quality products or services that meet specific target audience needs,

are other fundamentals of optimizing an ecommerce site’s revenue potential.

Selling Ad Space

Every site targets an audience. Whichever target audience you’ve chosen, it’s likely that other businesses

are interested in the same market segment. Owners of non-competing sites that serve the same market may

well see your site as a good way to reach their target audience. How can they do that? Through advertising

on your site, of course!

The most common approach to generating revenue through advertising is to use online advertising networks.

These networks accept online ads from advertisers, and distribute them on publishers’ sites. The publishers

are paid a small fee, which the network charged the advertiser, every time a user clicks on one of the ads.

Today’s advertising networks are, for the most part, good at matching advertising to publishers’ sites and

audiences, which increases the revenue potential of this strategy.
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As we’ll see in Chapter 6, it’s unlikely that you’ll fill all of your advertising space, or inventory, through

one ad network. Using multiple networks together, giving the one that pays the most top priority, then ordering

the others on the basis of the profit potential they represent, can be a good way to fill as much of

your inventory as possible. Lining up your networks like this could more than double your overall income

from advertising sales.

Of course, you can always sell your premium ad space yourself. Perhaps you’ll sell it to different advertisers

each month or week, or maybe you’ll work to form a partnership with a site sponsor, who will take a

package deal including a given set of ad spaces and impressions on your site for a specified period, along

with, perhaps, special mentions in your newsletter or blog, and so on. Selling your own ad space can form

a valuable element in your overall revenue strategy.

Promoting Affiliate Businesses

An agreement between two sites, in which one pays the other for generating leads that turn into actual

sales, is called an affiliation in web marketing terms. Affiliate marketing—the process of entering into such

agreements with sites that might appeal to your site’s visitors—is the subject of Chapter 7, where we’ll see

that you can use various methods, including pay-per-click advertising, banner advertising, and others, to

boost the traffic to your site, and the affiliate links you’ve published there.

Finding sites with which to affiliate your site is as easy as joining an affiliate network, though many merchant

sites run their own affiliate programs. The allure of affiliate marketing is that you’ll earn a higher value for

each lead you generate than you'd earn through straight advertising for which you’re paid per click. Of

course, the challenge is that the way you promote the programs you’re affiliated with to your site’s users

will need to really entice those users, prequalifying them as being likely to have the intent to purchase before

they click on the affiliate link to the merchant’s site. It’s hard work that requires you to know your audience

very well, but what you expend in terms of brain power and time can be returned to you many times over

through a well-honed affiliate marketing strategy.

Summary

In this overview, we’ve introduced the two key themes of this kit, as a means to preempt the two most important

decisions you’ll need to make in your career as a web entrepreneur: what type of site will you run,

and how will you make money from it?

We learned that the three broad categories into which all sites can be grouped are content, community, and

ecommerce. We also saw that there are basically four ways to make money from a web site: by selling advertising,

selling products, promoting affiliate businesses with which you have formed a partnership, and

selling subscriptions and memberships.

This has been a whirlwind tour, it’s true, but we hope it’s sparked a few ideas in your mind about where

you’d like to take your future online. In the next chapter, we’ll roll up our sleeves and get our hands dirty

as we plan your web site.
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Planning

We’ve all heard the quote, “Build it, and they will come.” Well, it’s wrong. If that approach worked, the

very concept of online marketing would be completely redundant.

The sad reality is that thousands of good, well-designed web sites that sell sound, useful products and

services, and offer loads of valuable, compelling content disappear without a trace every day. Why? And

will your site go the same way?

In this chapter, we’ll look at the steps involved in successfully planning a web site that you will, ultimately,

be able to monetize.

Taking a Niche Approach

Okay, so you want to make money by running a web site. But where should you start? Well, the first step

in developing any business is planning. A plan gives you guidelines to work from, and an idea of what

you’re working for.

Running a web site that earns you money is about one thing, and one thing only: meeting the needs of a

target audience. Your site must adhere to that most basic of marketing tenets: selling is about matching

products to customer needs. If you want to earn revenue from your site, you’ll need to ensure it meets a

real, palpable need among a given target audience.

As we all know only too well, the Web is a big place, with innumerable large players. So for the smaller

fish like you and I, a niche approach is likely to be the most successful one. This way, you can focus on

meeting the specific needs of a particular group of users very well. Your marketing will be affordable, since

it will be highly targeted; you can avoid wasting your marketing efforts on the wrong audience. You’ll find

it easier to convert visitors to customers, and you’ll be able to establish lasting relationships and a strong

sense of loyalty with a specific, but passionate userbase.

Now that we’ve decided to take a niche approach, let’s look at some of the ways to identify a niche in which

to operate.
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Finding Your Niche

You could run a web site on any topic at all, so how can you choose an appropriate niche?

Not all topics will be of interest to you; conversely, you’ll have certain skills, talents, or natural abilities in

particular realms, or market spaces. I’d advise you, when you’re choosing a niche for your site, to choose

one that you’re good at, or in which you have an interest. You’d be surprised by how many people decide

to start an online career and set up a site in a sector in which they have no previous experience. In most

cases, people see other sites that are obviously successful and want a piece of that success for themselves,

but if you don’t have any experience in a given niche market, chances are you won’t make any money.

You’ll have to endure a steep learning curve, and the site will be much more vulnerable to failure while

you’re gaining the experience you need for its success. Even if your site does manage to turn a dollar, it’s

likely that you could make more money—and be happier—running a site on a topic in which you have interest,

experience, or expertise.

Okay, so we want to find a niche. But how do we do that? There are numerous avenues you can look into

to identify potential niches for your site:

your work If you’re good at what you do, is there are particular aspect of your job or profession that

would form a suitable topic for a niche web site?

your studies If you’re a student, perhaps you have a particular interest in a given area, or specialization,

that could form the basis of a site.

your hobbies Our pastimes are usually fun, which makes them ideal candidates for web site ideas. If

you’re particularly good at or have much experience with a hobby, it could constitute a

solid basis for a web site.

As an example, let’s imagine that we run a bike store in the heart of San Francisco, called Bay Area Bikes.

It’s a family business, and it’s been operating since 1956. The business has a bricks-and-mortar storefront,

and we’ve decided we’d like to give it a virtual storefront too. Great! But we’re not ready to get started yet.

“Bikes” is a fairly broad topic, and, as we discussed above, when the topic’s too broad, it becomes difficult

to find a target audience that’s especially interested in what you have to offer.

As we’ve already seen, the whole point of selling things is to match given customers’ specific needs with

specific products. Yes, there are countless large stores out there which provide a broad offering to a large,

general market. They tend to be big brands with established names, a lot of money, and extensive reach

within a market. A broad-spectrum, generalist approach won’t work for us: we need to hone in on particular

people with particular needs. We need to narrow this market down so we can clearly identify the people

who will be interested in what our niche site has to offer.

Segments, or submarkets, exist in any marketplace. Segments reflect groups of people—or audiences—that

can be defined within the marketplace, and contain individuals who can be grouped on the basis of some

characteristic. So, for example, within the broad market space of bikes we should be able to identify various

segments. The first place to look for segments, in our case, is at Bay Area Bikes’ existing operations. The

Bay Area Bikes store attracts customers of both genders, aged between about 16 and 70. Some want bikes

for exercise, others enjoy biking in the Californian countryside, and still others use their bikes as a primary

mode of transport. About 75% of the business’s revenue is generated through sales of new bikes, with the

remaining 25% comprising the sale of accessories, parts, and maintenance services. Of those new bike sales,
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the greatest proportion comprises sales of commuter bikes, with the remainder being made up predominantly

of mountain and electric bike sales.

This information goes some way to boil down our market—let’s say we choose commuter bike buyers as

our target audience—but even still, this market is huge. We need to narrow it further still, to identify true

niches: subsegments within market subsegments that reflect small groups of customers who are unified by

a particular, very specific, need or desire. For instance, let’s say that our target audience comprises men

and women of working age (say 20 to 50 years) living in towns and cities in California. These people want

to buy and maintain a bike in order to get around their local areas—but primarily to ride to and from

work—as an alternative to other forms of transport. By now we’re developing a fairly clear picture of our

niche market; we have an audience that, by virtue of its members’ common interests, represents a small

subsegment in the market in which we want to operate.

At this point, we should be able to draw a rough mental picture of a typical person from the target market

and think of a specific offering that meets that person’s particular needs. We’ve defined our business as a

commuter bike specialist. We want to use the Bay Area Bikes web site to reach more commuters in our

area, but we’d also like to use it to expand our reach to include people from all over the state. For that

reason, we think we’ll incorporate an online catalog of bikes, accessories, and parts into the site, allowing

people from all over the country to purchase online.

These are just ideas we’ve had, though—nothing’s set in concrete yet, and that’s just as well. At this point,

we want to keep our options open. We may consider several niches to begin with, rather than committing

to just one, in case we discover that the profit potential of one or more of the niches we’ve chosen is low,

or non-existent. We may feel we have an idea of the market potential of Bay Area Bikes, as we’re already

operating in this field, but that won’t always be the case.

So how can you tell what a niche’s profit potential is? Let’s discuss this question next.

Identifying Niche Potential

There are really two factors to consider when you’re identifying the income potential of a particular niche.

The first is the size of the niche—will it be big enough to secure you an ongoing, hopefully increasing, income?

The second is the competition you’ll face while trying to carve a foothold in your chosen marketplace.

To ascertain the size of the niche, and what’s already on offer to a chosen target audience, you can’t go past

a little online research. We all know that web users find sites, content, information, and products online

using search engines. Thus search engines are likely to be a key source of your site’s traffic throughout the

site’s life, so your first priority is to ensure that your site is properly positioned within the search engines’

results. This isn’t just a question of appearing within the first five results for your chosen keywords—it’s

a question of choosing the right keywords to begin with.

To begin this process, conduct a simple search on keywords that you feel have relevance to your niche—in

the case of Bay Area Bikes, we could use a key phrase like bike store California or buy bikes online

USA. Look at the sites that appear in the search results to gain an idea of what they offer:

■ Do those sites serve only your niche, or others as well?

■ How targeted are the sites’ offerings to the specific requirements of customers in your niche?

■ Are there any audience needs that obviously are not met by the current offerings?

■ Are there obvious gaps in the various offerings of these sites?
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Our search results suggest that the terms we’re considering are broad—we get 245,000 results for buy bikes

online USA and 179,000 for bike store California. These figures indicate the number of pages the search

engine has found that are optimized on those key phrases, and they’re big counts! If we narrow our searches

down to some of the segments we serve, we find that commuter bikes California has 51,800 results,

folding bikes California has 90,800 results, and electric bikes California has 182,000 results.

Meanwhile, road bikes California has 1,380,000 results, and mountain bikes California has 165,000

results. Interestingly, buy commuter bikes California returns 61,900 results.

If we then take these more targeted keywords and enter some quotes to restrict our searches, we find that

"bike store" California returns 24,500 results, "commuter bikes" California has 5,880 results, and

"folding bikes" California has 30,200 results. These figures are looking much more promising! "electric

bikes" California returns 35,200 results, and "road bikes" California returns 93,700 results. "mountain

bikes" California returns 274,000 results, which, while it’s significantly lower than our unrestricted

search, is still a large count by comparison to the others. Interestingly, "buy commuter bikes" California

returns no results.

As you can see, this kind of analysis takes a little time and some creative thinking about your niche. But,

once you’ve completed this initial review, you’ll have an idea of whether there’s any space in the niche for

your offering. If you’re happy with what you’ve seen so far, it’s time to undertake a detailed review of your

competitors and potential keywords. These tasks will be addressed in the next two sections.

Conducting Competitive Research

Investigating your niche is really the first step in a bigger process of competitive research. Here’s an overview

of the competitive research process we’ll work through in this section:

1. Create a competitive framework.

2. Research the competition on your keywords.

3. Plot the competition on a positioning matrix, and understand where your site fits.

4. Predict the revenue potential for your site.

It’s important to note that each of these steps (except the first) will tell you something about the viability

of your site concept. At the end of each step, you may find yourself concluding that the concept you’ve

come up with isn’t really viable—perhaps there’s too much competition, or there’s a site just like the one

you planned to build which serves the target audience very well, or you find that the market space is saturated

with offerings and feel that there’s no room for the site you planned to really get a strong foothold. That’s

fine; drawing conclusions like these are what the competitive research process is all about. It’s to be hoped,

of course, that you’ll be able to find a niche that doesn’t face too much competition, and that you’ll be able

to make your mark there.

Creating a Competitive Framework

To really get your head around the competition that exists in a particular niche, you’ll need a competitive

framework. This framework consists of a table or matrix in which you list the criteria you feel are the most

important points of competition across the top. Down the side, you list the key competitors you find. Then,

you fill in the matrix as you assess each of those competitors on the key points you’ve identified. Table 2.1

shows a competitive matrix I’ve created for our bike store site.
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Table 2.1. Competitive Framework

Marketing

Tactics Used

Content

Quality

Content

Focus

Degree of

Usability

Keywords Site Design

Quality

Site Type Competitor URL

Competitor1.com

Competitor2.org

Now we haven’t started our research yet, so these may not be the only factors we consider in our competitive

analysis. As we look at different sites in the market space, we may find that many offer particular features,

content, expertise, and so on. For this reason, we need to be flexible about our matrix, and be prepared to

amend it—adding criteria as required—as we work through the research process.

As you can see, once we’ve entered all our data, our competitive framework will make comparison between

the different sites very easy. The table will also make the creation of our positioning matrix (which we’ll

step through shortly) much easier than if we simply had reams of notes without any real structure.

Okay, we have our competitive framework, and it’s time to start the research!

Researching Competition on Your Keywords

As we’ve already seen, the search engines will play a critical role in bringing visitors to your web site. So

our first step in conducting a competitive analysis is to look at how much competition we’ll face through

these tools. Every webmaster knows that the battle for good rankings in the search engines can be tough,

particularly in highly commercialized industries. You may find the stiff competition between web sites

intimidating, especially if you’re new to the world of search engine optimization (or SEO). But if you’re

considering entering a particular niche, you’ll need to know the state of search engine ranking competition

before you enter the market.

You’ve already undertaken your first step in determining how difficult it will be to rank well for the specific

keywords you’ve chosen, by visiting each of the major search engines and actually performing searches on

those keywords. Now, try using the operator allintitle: in your search. This operator will have the search

engine return only those web pages whose title tags contain all of the keywords you’ve entered.1 When

you use this operator, remember to follow the colon immediately with your keyword—don’t include a

space: allintitle:keyword. How many results are returned for this search? Entering allintitle:bike

store california yielded just 31 results—there aren’t many sites that are optimized on this key phrase.

Searching with allintitle:commuter bike california produces just two results.

We can gain more competitor information using the allinanchor: operator. The allinanchor: operator

has the search engine return a list of pages whose backlink anchor text contains the keyword you specified.

Trying allinanchor:bike store california, returned a fairly large count: 22,300 results. A search for

allinanchor:commuter bike california returned 7,620 results.

Combining the allinanchor: operator with a given keyword often proves very useful—it really drills down

deep into the search results, and reports back to you with how many listed pages use that specific keyword.

If a webmaster is using a keyword in both the title and the anchor text of the backlinks to a site, we can be

certain that the person is deliberately targeting that keyword in the site’s search engine marketing strategy.

1 Note that although the allintitle: and allinanchor: operators may not work in this way on all search engines, they do

work on Google.
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Conduct these searches on all your keywords, then visit each of the sites that appears in the top few results.

You may like to look at sites that appear lower in the search results as well—as we know, those top few

rankings are difficult to hang onto once you’ve secured them, so top-rank contenders may also appear further

down the search results. The primary goal of this process is to identify and research the sites that will

compete with yours on the keywords you’ve chosen. Ultimately, you want to find keywords that, when

entered as a search string, return the smallest number of search results.

Make notes on each site you visit, saving or printing out the sitemap or homepage if you feel they’re particularly

interesting. Of course, now’s the time to fill in your competitive framework with the details that relate

to the criteria you identified earlier, including the specifics of the keywords with which your competitors

are optimizing their sites. Among the other aspects that you should review are:

meta data

Right-click on your competitors’ pages, then select View Source to inspect the meta tags that they’re using.

Check to see whether they have filled their meta tags with keywords, stuffed a huge number of vaguely

related keywords in their meta tags, or chosen a short series of well-researched keywords to promote

the site.

the robots text file

The robots text file (called robots.txt) contains information on how the site’s owner wants web spiders

to treat the files of the web site. Check your competitors’ robots text files—their contents will indicate

how the sites’ owners want web spiders to handle the sites.

page titles

Search engines allocate a certain weighting to the titles of a site’s pages, so be sure to check out the

page titles on your competitors’ web sites. Check whether your competitors’ page titles contain keywords,

and whether or not a unique page title is provided for every web page of the site—there should be! This

review may reveal holes in your competitors’ SEO efforts that you could use to your advantage.

quality of content

Review the content on competing sites and assess its quality. Consider in particular the way content

headings are arranged, and whether or not your competitors are using text link navigation to improve

their search positioning.

saturation

Saturation refers to the degree to which each competitor’s site is indexed by the search engines. To

obtain a count of the number of a site’s pages that are indexed by the search engines, along with the

top ten or so results for that site, enter site:competingdomain.com into the search box. Analyze and

compare their SEO methods against your own—they may well be using tactics that you could adopt.

Alternatively, their omissions may make it easier for you to climb the search rankings.

rankings

Pull together about ten samples of terms, phrases, and keywords from your competitors’ web sites, and

test these samples for their rankings using keyword ranking tools like the ones we discussed in the

section called “Refining Your Keyword List”.

link building

The number of web sites that link to your competitor’s web site has an impact on the competing site’s

search engine ranking. While it can be difficult to obtain an exact count of incoming links to a site,
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don’t neglect to ascertain where your competitors’ incoming links are coming from—this information

can even give you a sort of backlink goal to meet when you create your own site. To get an idea of which

sites link to a competitor’s site, enter the link:competingdomain.com operator in the search engine’s

search field.

architecture, site design, and technology

Are your competitors using SEO-friendly web site designs? Again, this knowledge may give you a few

ideas that will help you position your site to best effect in the search engines.

You may also want to complete a SWOT analysis to identify the strengths, weaknesses, opportunities, and

threats that you perceive each of your competitors to be facing. This analysis should emerge from the information

you’ve already collected, and the research you’ve done, so it shouldn’t be too much work, but it

will make very clear to you exactly what you’re up against in the market space you’ve chosen.

As a result of your SWOT analysis, you may decide to tweak your keyword choices to target a slightly different

niche market and, in so doing, give your site a better chance of success. Remain flexible and openminded

throughout the competitive research process, and you’ll be in a better position to create a site that

will succeed—that is, a site that has a defined niche, and meets a real need—in the busy online marketplace.

By the time you reach the end of your competition research, you should have gathered several critical pieces

of information to help you on your way: a rough list of keywords with which you may promote your site

in the search engines, and the details of the competition you’ll face within this market space.

Your next task is to work out the shape of the marketplace, and where your web site will sit within the arrangement

of businesses and customers. Sound complicated? It’s not. Let’s look at positioning next.

Plotting the Competition on a Positioning Matrix

Positioning is basically an activity that enables marketers to find gaps in the market—gaps that their offering

can fill.

Positioning Demystified

Positioning, a key concept that underpins most marketing, is defined in Al Trout and Jack Reis’s seminal

work, Positioning: The Battle For Your Mind, as:

an organized system for finding a window in the mind … based on the concept that communication

can only take place at the right time and under the right circumstances2

Translated into non-marketing-speak, this means that positioning is about finding gaps in the market that

give you the chance to speak to a specific audience at a specific time about a specific product that meets

their specific needs at that moment.

Marketers also talk about the concepts of positioning with, and positioning away. Positioning with—aligning

your business with another, or others—basically means taking a “me too” strategy. To do so, you’ll need to

be able to match or exceed the promotional budgets and efforts of your competitors; you’ll need to outperform

them, outlast them, and come up with a credible reason why customers in the segment should try your new

offering over the established alternatives. Positioning away—carving your own niche, where the element

that sets you apart from the other offerings on the market becomes a unique advantage of your business—is

2 Ries, A. and Trout, J., Positioning: The Battle For Your Mind (New York: McGraw-Hill Inc., 1981)
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an easier strategy that allows smaller players to coexist with their larger, more general counterparts in a

given market space.

By undertaking a positioning analysis, we’ll come to grips with a range of information:

■ We’ll understand the “shape” of the market—where businesses locate themselves in relation to attributes

such as service, product quality, and so on.

■ We’ll identify elements of product and service offerings that are important to customers.

■ We’ll identify niche subsegments within a broader marketplace.

■ We’ll position brands, businesses, and offerings effectively within a competitive space.

■ We’ll develop a unique selling proposition (USP): a statement which lets us identify the unique offering

our site provides, and the audience that it targets.

In this section, we’ll create a positioning matrix: a diagram that visually represents the marketplace,

identifying two key factors that are deemed important by customers and organizations in that space, and

showing where the different businesses’ marketing efforts present them as championing those two factors.

Now, if we’ve undertaken the research outlined in the previous section, we’ll probably have a nice list of

bike store competitors that we can plot on a matrix. But first, let’s take a bigger-picture view: the transport

market as a whole. As you’re about to see, it’s possible to draw a positioning matrix for just about any

marketplace, whether that’s a commercial market or not. Our transport positioning matrix will give us an

idea of the underlying motivations that lead people to ride bikes as a form of transport; this will, in turn,

give context to our next positioning matrix on which we’ll locate competing businesses in the commuter

bike market.

First, we need to remind ourselves about the audience we’re targeting: 20- to 50-year-old Californians who

want to ride their bikes as an alternative to other forms of transport. Next, we need to identify two key criteria

that affect those individuals’ transport choices. Let’s say we choose affordability and practicality. So

we draw two axes with affordability and practicality as our continuums, producing the rough sketch shown

in Figure 2.1.

Next, we make a list of all the transport options available. We include cars, trains, trams, buses, and skateboards,

as well as bikes, on this list. Then, we turn to our matrix. We take our first mode of transport: cars.

Cars aren’t particularly affordable to run—especially when compared to the alternatives—but they are very

practical in terms of flexibility and getting us around. That said, the traffic can be a nightmare in San

Francisco, as can parking. So we choose a position in the bottom-right corner of the quadrant, and place a

mark where we think cars fit in the scheme of things. If we repeat this process for the remaining forms of

public transport, we could end up with a matrix like the one shown in Figure 2.2.
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Figure 2.1. The matrix, showing the factors on which we’ll position modes of transport

Figure 2.2. Positioning modes of transport on the matrix

Here, trams are less practical than trains and buses because they have a more limited range than these other

public transport options. On average, bikes are less affordable—at the outset—than, say, skateboards or
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public transport, although over time it may be more affordable to commute by bike than by train, bus, or

tram, depending on your route and the distance you need to travel.

But now you’re thinking: so what? How does this help our bike store? Well, it’s good you ask. We now have

a clear idea of how bikes stack up (not literally!) on these criteria—criteria that are of particular importance

to our target audience. So when we look at marketing the bike store to that audience, we’ll know, for example,

that we can freely communicate the message that a bike is cheaper than a car. If, however, we’re talking to

prospects who use trains, trams, or buses to get around, we’ll have to tackle the question of affordability.

So we could prepare a page for our web site that shows a financial comparison of bikes with these public

transport options over time, illustrating clearly that, although the initial outlay for a bike may seem large,

the bike will swiftly pay for itself. In fact, the more it’s ridden, the cheaper it’ll become—even when you

take into account maintenance and parts.

Obviously, we’ll want to do a direct competitor comparison of our bike store against our competitors—both

online and off. The detailed competitive framework we completed a moment ago includes these key competitors

in the commuter bike space:

■ Bob’s Bikes: a friendly, relaxed, fun bike store that sells to the lower and middle segments of the market,

but has no online presence

■ Cycle City: a more serious cycle store, where the bikes are very high quality and feature packed, and

prices start at around $1000; orders can be made through the store’s web site

■ S.F. Cycles: a mid-range store that tries to serve both the fun and serious markets via a combination of

extremely knowledgeable staff and friendly, unpretentious service; the store’s site is a static page inviting

people to come into the physical bike store

■ Velo: a high-end online and offline store selling and servicing rare, collectible, and special-edition bikes,

which has a strong following along the cycling elite

We decide to create a positioning matrix that addresses the factors of how friendly or intimidating our

competitors seem to people who are looking to buy new bikes primarily for transportation purposes, and

how affordable their products are. Figure 2.3 shows the resulting matrix, which includes a few other competitors

as well as our own Bay Area Bikes.
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Figure 2.3. Positioning Bay Area Bikes against its competitors

This analysis is also interesting. Not only does it show us the lay of the land, but it suggests that our bike

store is operating in a fairly busy end of the market, which may mean we have to work very hard to differentiate

ourselves from the competition. It also indicates that there’s a gap at the high end of the market for

friendly, unintimidating bike stores!

From here, the next step is to look at our nearest competitors very closely and obtain an idea of what sets

us apart from them—perhaps we’ll create another matrix. But even at this point, we have an idea of where

our business fits within the market: we’re the friendliest bike store in San Francisco! More than that, we’re

the friendliest online bike store in San Francisco. Not bad at all!

Now, take your competitive analysis and create a few matrices of your own. You can create a number of

matrices to reflect the different factors that are important to your target audience, and compare the different

results you find. A positioning matrix is intended to reflect the customer’s perception of the market, so it’s

good to talk to people in your target audience if you can to get a feel for how they see the different players

in the market. If you can’t talk to people in the target audience for your site, at the very least try to put

yourself in their shoes as you’re creating your matrix. Be realistic and honest, especially if you’re positioning

your own business on the matrix.

The results of this work should be an clear picture of your market space, an idea of where your site will fit

within the market—and the competition it faces—and the kinds of messages you’ll likely use to differentiate

your business from its competitors. Before you reach this point, though, the positioning exercise may encourage

you to refocus your site, choose to operate in a less-competitive area of the market, or change your

focus altogether, tackling the market space from a completely different angle. Again, flexible thinking is

the key to benefiting the most from this exercise.
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Conducting Keyword Research

At this point, you have a market niche, a clear idea of your target audience, and a lay-of-the-land overview

of the market space in which you’re thinking of operating. As we saw earlier in the chapter, search engines

will have a significant impact on the amount of traffic your site receives, and now’s the time to focus on

them.

Keyword research is the act of searching for words, terms, or phrases that users associate with the topic of

your proposed web site, then selecting from those the ones you believe have the highest profitability potential.

A given keyword is deemed profitable when it generates targeted traffic to your web site. The keywords

you use to guide users to your web site will play an extremely important role in its ultimate success or

failure—it’s been estimated that over 80% of Internet users find sites via search engine searches.3

So, we can say that the purpose of our keyword research is to identify potentially profitable niche keywords

around which we can develop and promote our site. Now, a general keyword for our business could be

bike or bicycle, but, as we saw above, these are seriously broad terms. If we were to use these as keywords,

we’d run the risk of attracting people seeking information on exercise bikes, bike trails through Europe,

bicycle freight, and the Tour De France bicycle race, none of which will be granted by our site. Those users

would be likely to exit our site disappointed and frustrated. Additionally, the competition on broad keywords

like these is certain to be extremely fierce—too fierce for our little store! Finally, if those errant users reached

the site through an advertisement that we’d paid good money to have appear on the search result page, or

another site, we’d have wasted that portion of our marketing budget.

Using a general keyword may bring in more traffic, but it’s unlikely to be targeted traffic. It’s a much better

idea to target niche keywords. This way, we can ensure that we target the right people, in the right locality,

at the right time. A niche keyword is much more likely to attract visitors who actively want to buy what

you have on offer.

Generating a Keyword List

The process of keyword research involves careful analysis of keywords that are related to the topic of your

web site and aimed at bringing the right type of visitor to your web site. From this research, you want to

produce a list of keywords you may consider using, but to begin with, you need to think about all the possible

keywords—general and niche—that your target market will likely use to search for your offering in the

search engines.

Think Like Your Target Audience Members

My advice is to put yourself in the shoes of the people in your target audience niche: think like a customer.

Forget industry jargon and buzzwords; it’s very likely that your customers are not familiar with these terms.

People search the Web using words that they’re familiar with.

There are a number of ways in which you can brainstorm keywords for your site. Here, I’ll outline the approaches

you can take, and we’ll see how they can be applied in practice in a moment:

■ Ask other people. Your site is created for a market comprised of real, live humans, so why not ask some

of these creatures what kinds of terms they’d use when conducting a search?

3 http://www.seonews.net/articles/article22.php

Order the print version of this kit to get all 300+ pages!

Planning 20

■ Look at the meta tags in the source of the pages of competing web sites. You may well be able to derive

other, related keywords from these.

■ Review synonyms for the terms you’ve come up with. Think about words that users can be predicted

to substitute for the terms you’ve already put on your list, and add those that you feel are most appropriate

or likely to be used.

■ Consider non-competitive keywords that have the potential to broaden your userbase, even if they don’t

relate precisely to the key objective of your site.

Taking Care with Non-competitive Keywords

Before you adopt any non-competitive keywords, make sure you’re clear about what your web site is all

about: the content it will contain, the products it will offer, and so on. In this way, you can plan exactly

how you’ll expand the content of your web site to accommodate information relating to those noncompetitive

keywords and, if you wish, how that content can be used to convert information-seeking

visitors into purchasing visitors.

So, for our Bay Area Bikes site, we’d initially list the terms bikes and bicycles among our keywords. Then,

to narrow down a little, we’d add the key phrases commuter bikes, road bikes, bike repairs, bike parts,

bike accessories, and bike sales to our list. In reviewing synonyms for those terms, we’d list versions

of the same key phrases with bicycles in place of bikes. Next, we consider non-competitive keywords,

such as maintaining bikes, bicycle maintenance, and California bike trails—all of which are topics

on which we’re able to provide valuable content. With these keywords, our site will not only attract people

who are interested in purchasing bikes, but also local people who are passionate about their bikes and riding.

The Most Effective Keywords

Generally, your most effective keywords will be the terms that your customers can be predicted to type into

the search engines to find the product or services you sell, though for content-based web sites, keywords

with the most potential traffic and the least real competition are usually the best.

Refining Your Keyword List

Now that you have a list of keywords for your site, you’re ready to test those keywords to see which of them

are actually being used by your customers to perform searches on the search engines.

A number of keyword research tools are available, some for free. Keyword research tools tell you how often,

in a given time period, users searched for a particular keyword; they may also provide you with alternative

keywords that you could consider using in your web site. As you use any keyword research tool, make a

list of the important statistics for each keyword:

search volumes

The search volume is a count of the number of searches completed on that term through a given search

engine for a given period of time (usually 30, 60, or 90 days).
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competition rates

The competition rate is a figure or (in the case of the Google AdWords Keyword Tool) a visual representation

that reflects the level of competition that exists on the given keyword. Effectively, it tells you

how many sites have been optimized for this keyword.

This information will help you later when you come to choosing your final keywords.

Let’s take a look at some of the more popular keyword research tools:

Wordtracker, at http://www.wordtracker.com/

Wordtracker, a keyword popularity tool, comes free of charge, although there is a more robust paid

version. The free version enables you to conduct keyword tests on the AltaVista engine only, while the

paid edition gives you the ability to review search statistics from MSN, Google, Yahoo, and more.

Wordtracker indicates the popularity of your chosen keyword from a competitive standpoint—it tells

you how strong the competition for your chosen keywords is among other site owners. In turn, this

provides knowledge as to how your site is likely to be ranked on that keyword by the search engines.

Wordtracker uses numbers to indicate a keyword’s strength: the lower the number, the poorer the

keyword. A good keyword will score more than 100; excellent keywords will score more than 400.

The problem with Wordtracker is that it limits your searches to the search engines found in the Dogpile

and Metacrawler meta search engines, which means that you can’t compare keywords thoroughly.

Another limitation is that Wordtracker doesn’t provide the ability to assess a term’s popularity on the

basis of season; it won’t tell you, for example, that the keyword christmas tree would be most popular

around Christmas than in any other season.

Google AdWords Keyword Tool, at https://adwords.google.com/select/KeywordToolExternal/

This simple tool doesn’t give you an actual search count to indicate the popularity of a keyword; instead,

a bar graph provides a good, though not statistical, idea of the keyword’s popularity. One helpful Ad-

Words tool feature is the ability to enter a URL and have the tool return a keyword list that reflects

Google’s interpretation of which keywords are relevant for that web site. You may also find this facility

useful for investigating the success of your efforts to make the search engine understand the topic of

your site.

Keyword Discovery, at http://www.keyworddiscovery.com/

You can use the Trellian Keyword Discovery Tool to see how popular a particular keyword is on a

yearly basis, as well as how that keyword’s popularity is affected by each season. This tool also provides

you with the common misspellings of words, and presents a trend analysis so that you can ascertain

the performance of a particular keyword over an indicated term.

Overture Keyword Selector Tool, at http://www.iwhois.com/overture/

Now owned by Yahoo, this is the great-granddaddy of keyword research tools. The Overture Keyword

Selector Tool is frequently overwhelmed by the number of people who want to use it, in which case it

doesn’t work at all! This tool tracks the number of people using Yahoo to search on keywords during

a given month, and usually produces a very well-refined list of similar keywords.

It’s best to trial your keywords in more than one of these keyword research tools. This way, you can compare

the results of each tool with those from the others, and form a clear picture of searches conducted across

the Web, on different search engines. It’s generally helpful to use all four of them when building a serious
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keyword list—this practice allows for the best position from which to make sound decisions about the right

keywords to use.

In the case of our Bay Area Bikes site, we tried all four of these services to see what they’d turn up.

We used the paid version of Wordtracker, and decided to use the Full Search tool, a lateral search that aims

to find the best keywords for a site. We started by entering the keyword that best described the focus of our

site: bicycles. Wordtracker presented us with the list of associated words, which included some keywords

we’d already thought of—road bikes, mountain bikes, and so on—as well as many that we hadn’t: bike

store, and tandem bikes, for instance. These words were provided along with counts that identified the

number of times that keyword appeared in the meta tags of 200 related web pages, as shown in Figure 2.4.

Figure 2.4. Wordtracker’s associated words listing

As you can see, the counts for these terms were low. So we selected bikes and bicycles from the list, as

keywords that feel within the conceptual ballpark of our Bay Area Bikes site. When we ran a simple search

on these terms, Wordtracker returned the counts for each word—the number of searches performed on

those words within the last 90 days—and the predicted counts for each word, which are really estimates

of the traffic each word is expected to have generated within the search engines that Wordtracker references.

But it didn’t just return the statistics for the words we entered in the previous step; as you can see in Figure

2.5, Wordtracker has provided us with a range of different combinations of the words we chose, plus

other related words.
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Figure 2.5. Wordtracker’s keyword popularity results

Next, Wordtracker prompted us to select the most appropriate terms from the list. As we’d been so limited

in our selections at the previous step, we chose all the keywords that could be relevant to Bay Area Bikes,

including key phrases that contained bike brand names (Trek bikes, Giant bikes, BMX bikes), more

generic combinations that related to bike types or functionality (tandem bikes, road bikes, mountain

bikes, electric bikes, recumbent bikes), and combinations that related to the provision of parts or services

that Bay Area Bikes offer (bicycle tires, bike racks, bicycle accessories, bike helmets, bike parts, and

mail order bike parts). Then, we performed a competition search on the words we’d chosen—we selected

to see Google and Yahoo competition results—and some of the results of that search are shown in Figure 2.6.
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Figure 2.6. Wordtracker’s competing web pages count from Google

In that image, the far-left column of figures reflects the keyword’s KEI rating.

What’s KEI?

Wordtracker defines KEI as a metric that “compares the count result (number of times a keyword has appeared

in our database) with the number of competing web pages to pinpoint exactly which keywords are most effective

for your campaign … The higher the KEI, the more popular your keywords are, and the less competition

they have.”

The next column to the right shows the count of searches performed on those keywords in the search engines

we selected within the last 90 days, and the column alongside that is the count of searches for those terms.

The gray column on the right reflects the number of sites indexed by the search engine that use the keywords.

From this analysis we can see that tandem bicycles is the strongest keyword so far, and that mail order

bike parts is the next best option. Obviously, we could also look at combining some of these key phrases

to conduct further research and form the keyword list for our site.

Now let’s look at the information Google AdWords Keyword Tool provides in response to our entry of a

few of the keywords that ranked highest on Wordtracker: the results are displayed in Figure 2.7.
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Figure 2.7. Results produced by the Google AdWords Keyword Tool for our keywords

This Google AdWords Keyword Tool is a whole different kettle of fish. The little graphs make it more difficult

to put your finger on just how many searches are being performed for these keywords, but this information

does give us the gist of what’s going on with the Google search engine. Furthermore, it tells us what Google

AdWords advertiser competition is like for those terms. This is good information to have—after all, you

are looking to monetize your site once it’s up and running!

The tool also provides us with a list of additional keywords to consider, and some of those appear to be

quite promising: mountain bike components is one that hasn’t turned up before. We could certainly build

on that (commuter bike components, anyone?), as we could on bicycle parts. Here, again, a range of additional

suggestions could help us feed back into our keyword list and develop more targeted terms.

Similarly to Wordtracker, the Keyword Discovery tool asks for just a single search phrase—this time, we

entered trek bikes—and gives you the option to see a search count for that term, spelling variations used

in searches for the term, and a list of related keywords. The related keywords option is particularly interesting:

as Figure 2.8 shows, it revealed that the variation trek mountain bikes received 779 more searches

than did trek road bikes for the given time period. The search type we performed with this tool consolidates

data from over 4.4 billion keyword searches made by real users—no automated agent searches are

included. Again, the results provide us with more fodder for keyword revision and honing.
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Figure 2.8. Trellian’s related search term results

Finally, we gave the Overture Keyword tool a whirl. Figure 2.9 shows what it turned up.

Figure 2.9. Overture’s keyword results

As you can see from the results, the words discount and cheap are two we haven’t considered so far, and

though they don’t attract nearly as many searches on Overture as the broader mountain bike part, these

variations may give us more scope to develop specialized keywords—perhaps for a specific page or area of

the site.
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As you use each tool, don’t forget to note the statistics it gives you for the keywords you’re considering.

Note the competition levels, KEI, search counts, and so on in a table so that you can easily compare the

terms and get an idea of the ones you want to use. By the end of your keyword analysis task, you should

have a prioritized list of the refined keywords and key phrases that you want to use on your site.

Profiling Your Audience

Even as we’ve bravely navigated the unpredictable waters of keyword and competitive research, there’s

been an undercurrent that we haven’t really addressed in detail: your audience. It’s time to attend to this

issue now. After all, a site is nothing without users!

When you first came up with the idea for your site, you had a rough idea of the kinds of people who would

be interested in it. And, as you’ve worked through this chapter, you’ve undoubtedly had these people in

mind as you’ve researched competitors and thought about keywords. In terms of the Bay Area Bikes site,

we’ve already identified a number of the target audience’s characteristics (they’re equal proportions of men

and women, 20 to 50 years old, living in towns and cities in California, who have a desire to buy and

maintain a bike in order to travel to and from work). But we need to think more deeply than that!

It’s time to profile your audience, creating a target audience persona, or close description of the characteristics

of members inhabiting your market segment, which allows you to categorize them as being among

your target audience. If you’re passionate about the topic of your site, you’ll probably have a clear idea of

the people who are likely to be interested in it. Have a think about these people and make note of the following

aspects:

■ their ages

■ the percentages of males and females

■ the interests they have that relate in some way to your site

■ the thing that unites them as a target audience

■ any preferences or prejudices they have that may impact on your business

■ their income levels

These are just some basic details you’ll need to nail down, but it’s likely that your particular niche will

entail some specific factors that can be added to your audience profile. For instance, in determining a target

audience for our bike store, we’ll want to add a few extra details, including:

■ where the users live

■ why they’re coming to the site (as opposed to walking in the door of our store)

■ how comfortable they are with comparing products and shopping online

■ what facilities or information they would like—but perhaps not expect to find—on our site

■ whether or not they own a bicycle already

■ how much money they want to spend on a bike, or on bike maintenance and accessories

In our bike store example, we may be able to obtain some of this information by surveying our existing

customers, but in any situation where you’re planning a new web site, it’s necessary to compile profile information

about people you’ve never met or come into contact with. How can you do this?

Well, once again, a good tactic is to look at the media kits of the competitors serving your target audience,

or some portion of your target audience. The information they provide to advertisers may help you to shed
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some light on the less obvious aspects of the audience’s makeup. If you can’t find this information on your

competitors’ sites, consider talking to people in businesses that serve the niche you hope to target, even if

they operate in other verticals or industries. You could also spend some time on online forums that are

frequented by people in your target group, and discover what they’re saying; this approach can be a great

way to discover otherwise-hidden feelings, attitudes, and desires that you can address through your site

and its marketing.

At the end of your research, you’ll have developed a detailed profile of your average target audience member.

You could consider writing a description of that average person—a persona—as if you know him or her,

giving the person a name, explaining why he or she has certain attitudes, presumptions, expectations, and

so on. Simply put, the more you perceive your target audience members as real, live people, the more empathetic

and personable your web site, and the more successful your site promotions.

Business Planning

At this point, you understand the market in which you want to operate, you know what your competitors

are doing, and you know who you want to attract to your site. But how will your site make money? It’s time

to look at the various revenue models you should consider. Once you’ve chosen one, you’ll be able to predict

your site’s revenue potential and costs, and gain an idea of what you’ll need to do to make the site a viable

concern.

Common Revenue Models

The concept of making money online can seem extremely nebulous—until you start narrowing down your

options. The best way to go about this is to look at the common revenue models prevalent on the Web today.

These revenue models will put your revenue-generation options into perspective, and help you to think

practically about your online business. Let’s take a look at some of the most common revenue models:

lead generation

In this business model, you make money by encouraging people who visit your site to contact you directly.

Web developers and designers, architects, hair stylists … the list of professionals whose sites are

simply lead generation tools is endless. The way they work out what their web sites are worth to

them—how much revenue the site has generated—is to total the income generated each month from

converted leads (site visitors who contacted the company and became paying customers) obtained

through the web site. These sites are often content sites, including perhaps a gallery or folio of images

or client work, and a number of text-based pages that explain the company and its offering.

physical product sales

We all know this business model—made famous by Amazon, among others—which involves selling

physical products online for a profit. It’s what most people think of when they hear the word ecommerce,

and usually involves an online storefront or product catalogue that’s linked to a shopping cart. The

potential for logistical issues with this business model may seem high, but millions of sellers (and

buyers) on eBay seem to manage just fine!

electronic product sales

SitePoint, among others, has dabbled in electronic products sales with its offerings of software, educational

videos, and ebooks. Similar to physical product sales, this model is exemplified online by the

presence of an electronic storefront and shopping cart functionality, but also commonly includes additional

content—articles, demonstrations, trial offerings—that acts almost as a kind of product sample
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and encourages users to go ahead and purchase the electronic products. Though this business model

doesn’t offer the dispatch, return, and warehousing issues that a physical products sales model can,

it’s still a lot of work and requires just as much attention to customer support and satisfaction.

service sales

The online service sales model encompasses a huge range of products, from domain name sales to the

retail of translation services, travel insurance, and more. These kinds of sites are very similar to the two

mentioned above: at a minimum, they contain content that supports the service offering, and electronic

stores. Service sales require real-time responses and activity on the part of the site owner, and though

products do not need to be created in advance, as they do with the two models mentioned above, they

still need to be created!

advertising sales

Whether the site owner is paid per view or per click, a site that makes money through advertising sales

commonly relies on content of some sort—professionally- or user-generated text, images, or rich media—

to attract visitors. These visitors view or click on the advertisements shown, and the site owner

earns an income from that activity. The types of sites that make money from advertising sales are varied:

forums, blogs, article sites, educational information and reference sites, image galleries, video, file

storage, and other sites … the list goes on! This model may entail less time and work than the sales of

products or services, but it can be difficult to make solid revenues from this model if you’re not prepared

to spend some time managing ad campaigns, placements, and so on.

sales of affiliate products

Many site owners make money by referring their site visitors to merchants with which they are affiliated.

When the visitor purchases a product or service from the merchant, the referring site is paid a fee. The

different types of sites that adopt affiliate sales as a revenue model can be as varied as those that use

advertising sales. This model can seem like an easy way to make money, but its success depends on

how targeted the site is, and how well the products or services with which the site is affiliated meet

the needs of that target audience.

sponsorship

The sponsorship model is similar to advertising, and can be applied to the same sorts of sites. The difference

is that sponsors must typically be found, and sponsorship deals negotiated, on a one-on-one

basis, which can be time consuming. There’s usually a lot of flexibility in terms of what a sponsorship

deal can involve—product reviews, advertising, promotion in newsletters, RSS feeds, other off-site

collateral, and the like—and this revenue model often integrates well with the advertising and affiliate

models.

subscriptions

Subscription sites make money by repeatedly charging users a fee for the delivery of an ongoing service

or product. Earlier in this chapter, we mentioned the Wordtracker keyword tool; this service is sold on

a subscription basis, as is access to many blogs in the marketing and finance arenas, and offerings like

Flickr’s feature-packed pro service.4 Numerous large newspapers, including The New York Times, once

allowed full online access to news content to paying subscribers only, but it was soon discovered that

this approach didn’t work. The secret to a successful subscription service is excellent quality, and

4 http://www.flickr.com/upgrade/
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unique content that can’t be obtained easily for free elsewhere. There must be real value for target customers

to see the subscription as being worth the money.

marketplaces

Marketplaces—dating sites, freelance marketplaces, and personal sales sites like eBay, and so on—bring

two audiences together and provide them with the facilities to interact, usually on a unique level.

Marketplaces may charge users a subscription fee, or simply make money from advertising, but the

marketplace revenue model as we’re categorizing it here involves charging users a fee per listing or interaction,

for example, or perhaps charging them a percentage of the money they make through the

marketplace.

You may already have an idea of the revenue model you’ll choose. Perhaps you’ll combine a few. However,

keep in mind that your revenue model may affect the type of site you run: content, forum, online catalog,

or straight-up marketing collateral (as in the example of an architect’s folio-style lead-generation site). So

how can you ensure that you choose the right revenue model for your business? Let’s look at that next.

Selecting a Revenue Model

Choosing a revenue model isn’t often as simple as picking the option you like best. You need to take into

account a number of factors when making your decision:

What are your capabilities?

If you’re a stranger to the challenges and pitfalls of stock maintenance and handling, and customer

support isn’t your thing, creating a targeted site that makes revenue from affiliate marketing could well

be a safer bet than starting up your own online store selling physical products.

What do your target users want?

If they’re crying out for detailed information in an area in which you have considerable and unique

expertise, perhaps you should consider a subscription model—such as selling a newsletter or detailed,

members-only blog access—or the sale of electronic products like ebooks, rather than a simple articlebased

site that relies on advertising revenue alone.

What do you want to do with the site?

If you want to sell products and services, you won’t have much choice but to create a product catalog

and link it to a shopping cart, although the content that surrounds that functionality is still up to you.

Perhaps you could provide customer forums and use your own and affiliate advertising to make them

an additional revenue stream?

What are your competitors doing?

If you have your heart set on creating a ferret-racing forum, but you find that the market is already saturated,

you may need to reconsider your strategy. Since you’re so active in the hobby, maybe a ferretracing

blog, financed through advertising sales, could be a better option?

Only you can make this decision once you’ve completed your competitive analysis and identified your

target users, so consider all your options carefully. If you’re unsure of any particular factor or aspect—for

example, what kinds of electronic shopping cart facilities are available—don’t let this detail put you off a

good idea. Do your research and make an informed decision: it’s the only way to give your site the best

chance of success. As part of that research, and before you make your final decision about which model to
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use, you may decide to consider the revenue potential of a number of different models. Let’s look at this

task next.

Predicting Your Site’s Revenue Potential

You now have your territory within the marketplace clearly pegged out, and you believe you have a viable

space. You’ve also got a good understanding of your target audience, and you’ve chosen a business model.

But just what is the revenue potential of your online property?

You can forecast the income you’re likely to earn through your web site using a basic calculation. You’ll

need to be able to make firm estimates of the traffic levels your site will attract, the number of visitors that

will convert into customers (that is, your conversion rate) and the average amount that they’ll spend. So,

in basic terms, you can use the following calculation:

Traffic × Conversion Rate × Spend = Income

Let’s imagine that you attract 1,000 visitors to your site per month, and that 20 of them buy a product or

service. The average sale price totals $200. Using the income equation above, we can see that we’ll be

looking at an income of $4,000:

Traffic (1,000) × Conversion Rate (2%) × Spend ($200) = $4,000

Estimating Conversion Rates

Estimating conversion rates before you site launches is extremely difficult. Conversion rates—and successful

tactics—can vary widely between sites, markets, and audiences.

Generally speaking, if you’ve taken time to ascertain the popularity of your segment, and that you’re using

the right keywords and phrases to target users, your traffic should convert, though a lot will depend upon

the way you present offers on your site. But if you’ve done your homework, search engines should be able

to guide web users to your site on the basis of the niche keywords that you and they use, so you know at

the very least that your traffic will be targeted.

If you don’t target a niche, or conduct careful niche research, you’ll have no guarantee that your visitors will

convert, since your traffic will be untargeted: search engines may drive traffic to your site, but the visitors

may not be interested in your offering.

Ultimately, you’ll see the best conversion rates if you use niche research to bring in “good” traffic. And

you’ll learn through trial and error how to manipulate your site to boost conversions as you go along.

Bear in mind that all traffic that comes to your web site isn’t equal: some traffic is “good,” but some is “bad.”

Good traffic is epitomized by visitors who come to your site via a keyword search—we love these visitors!

These visitor will want something that you have, and therefore will be far more likely to convert into customers

and to spend money. Bad traffic is traffic that’s not targeted: those visitors may not be interested in

what you want to sell, have arrived at your site almost by mistake (for instance, they may not have typed

in keywords that were very well suited to their actual needs), and are unlikely to make purchases.

Let’s say, for example, that you bring in 5,000 visitors and that ten of them make a $200 purchase. We’d

calculate the income as follows:

Traffic (5,000) × Conversion Rate (0.2%) × Income ($200) = $2,000
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But, what would happen if you targeted your traffic by building a niche site that was optimized on relevant

keywords? Perhaps you’d only get 2,000 visitors, but more of them would convert—let’s say 1% for the

purpose of this example. Thus your income would be:

Traffic (2,000) × Conversion Rate (1%) × Income ($200) = $4,000

This is an extremely important consideration, especially if you pay to attract traffic to the site. Paying for

untargeted traffic will simply waste your money, whereas targeted traffic will make you money. And, if

you take time over your niche research, you’ll probably find that you have less of a need to pay for traffic

services in the first place, which ultimately means that more of your income will be pure profit!

Inestimable conversion rates, good and bad traffic … if projecting your revenue seems difficult right now,

take heart. There are quite a few places you can look to form an idea of sales conversion rates in your industry:

■ Speak to peers who operate in your industry, or a similar industry, and ask them about the kinds of

conversion rates they receive.

■ Ask on online webmaster forums for the advice of more experienced operators in your industry.

■ Search for white papers, articles, and reports on techniques for boosting online conversion rates within

your vertical—such content often includes case studies or real-life examples that could give you pointers.

■ Look at competitors’ sites. Their media kits may tout advertising conversion rates that, while they may

not accurately reflect the conversion rates obtained by the site itself, may help to give you a ballpark in

which you can expect your conversions to fall.

Keep in mind, though, that a plethora of factors can—and will—affect your conversion rate. Conversion

rates vary not just from niche to niche, but from site to site. As such, it’s good to be conservative in your

estimates: it’s always better to plan for lower revenue figures than to be underwhelmed by the response

your site achieves.

Predicting Your Site’s Costs

Predicting your site’s revenue may be fun and exciting, but it’s not the only side to the business planning

coin. To get a clear idea of the profitability of your site concept, you’ll need to predict your costs or expenses

as well.

Yes, yet more research is involved in this task, but it tends to be easier than some of the other research

we’ve discussed in this chapter—in many cases it’s more like a shopping list. For example, let’s imagine

you’re a web developer, and you’ve decided that as a sideline, you’re going to write a hosting reviews blog

and make money from affiliate marketing. You’ll need to write a 300-word review at least twice a week,

and you estimate that the writing and research for each blog post will take approximately two and a half

hours. You charge your time out at $80 per hour, which means each blog post costs you approximately

$200. You estimate that the actual development of the blog will take your four hours—that’s $320—and

that hosting will cost you $10 per month. You then estimate that the blog’s marketing, promotion, maintenance

and so on will take you another two hours, or $160, a month. In total, your blog will cost you just over

$25,000 in the first year—over $22,000 of that figure is blog posts! If your revenue projection saw you generating

anything less than $200 from each post, you know you have a problem right there.

As you can see, predicting costs is critical. Make sure your calculations include the costs of:
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■ building the site

■ producing and maintaining content

■ administering the site, advertisements, and so on

■ stock purchasing, warehousing, and handling

■ managing users and accounts

■ customer service and support

■ design time for creating advertisements and promotions

■ supplier costs for any work that you can’t—or don’t have time to—do yourself

They’re not all the factors you’ll need to consider, of course—have a think about your particular operation,

and perhaps speak with someone else who’s already running an online business or has experience in the

field to get an idea of extra costs that you may not have considered.

Creating a Complete Business Plan

Once you’ve projected your site’s revenues s and expenses, you may be tempted to move on. But it’s a good

idea to create a complete business plan that, while it includes them, goes beyond financials to look at business

strategy planning, goal setting, and so on. These topics are beyond the scope of this chapter, but to help you

toward this goal, take a look at Andrew Nietlich’s very practical article on the topic, “Write a Business Plan

That Works.”5

Summary

Congratulations! In this chapter, you’ve taken your first step towards developing a successful, revenuegenerating

web site.

First, we discussed the importance of taking a niche approach to developing a profitable online presence,

and we saw how to find niches and to develop an idea of their potential.

Next, we looked in depth at two key types of research you’ll need to carry out as you investigate your niche.

The first was competitive research, which comprised a three-step process. We developed a competitive

framework, researched the competition, and plotted the market players on a competitive matrix. The second

was keyword research, which involved using a number of tools to develop and refine a keyword list around

which you could position and promote your site. We also closely described our target audience members,

creating personas that described their defining characteristics.

Our final task in this chapter was to undertake a business planning process that involved assessing and

selecting an appropriate revenue model for our site, and predicting the revenue potential of our proposed

concept.

As you can see, there’s a lot of work involved in concepting a site—and that’s before you even begin to look

at the site’s structure, layout, and so on. But the hours you dedicate to the challenges we faced in this

chapter is time well spent. The better you prepare yourself to enter a market, the greater your chances of

success will be.

5 http://www.sitepoint.com/article/business-plan-wont-sit-shelf
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Affiliate Marketing

Affiliate marketing provides a different take on the concept of online advertising. We considered this topic

from the vantage point of traffic-hungry affiliate merchants in Chapter 5; now, we’ll look at the other side

of the coin—as publishers who are interested in generating affiliate revenue. Become an affiliate of a given

merchant, place that business’s advertisements on your site, and you’ll receive a commission for every

paying customer you refer to the merchant’s site.

The rewards from affiliate marketing can be great, but the work can be hard! However, affiliate marketing

isn’t, as the saying goes, rocket science. This chapter aims to help you cut some corners on the journey to

affiliate marketing success. We start by investigating exactly what’s involved in being an online affiliate,

and how you can access a variety of affiliate programs. Next, we walk step by step through the process of

monetizing your site with affiliate programs. The advice we’ll uncover here applies just as well to an existing

site as it would to a site you decided to build specifically for affiliate marketing purposes. The latter parts

of the chapter give us the chance to investigate the details of some of the techniques you can use to optimize

your site for affiliate sales, and to preempt the pitfalls into which the unwary affiliate marketer may plunge.

Are you ready to earn more from your content site? Well, let’s get started.

Affiliate Marketing 101

Being an affiliate is like being a very good friend of a business—such a good friend, in fact, that when you

refer paying customers to that business, that company pays you a percentage of the sale—a commission.

Say you’re SitePoint, for example, and you’ve just released a fantastic new kit on ... well, let’s say it’s on

maximizing web site revenues. As part of your marketing plan, you decide you want to encourage all those

webmaster business sites out there to promote your kit to their readers. Now, those site owners know the

value of money, so you decide to offer them a direct payment—let’s say it’s $25—every time a visitor to

their sites clicks their affiliate ad for the kit, arrives at sitepoint.com, and makes a purchase. That’s what

being an affiliate is all about.
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The difference between joining an affiliate program and joining an advertising network is that affiliate

revenues are generated through sales, or action, while, as we saw in Chapter 6, you can earn revenue through

online advertising just by showing ads to your site’s visitors. If you think that makes online advertising

seem more appealing, keep in mind the fact that affiliate merchants, or advertisers, pay per sale (that’s

where the acronym CPA—cost per action—originated). So while you won’t make any money from showing

the ads themselves, affiliate ads give you the chance to make more money from fewer, more targeted visitors

who want the products or services with which you’re affiliated. Of course, the merchants are able to reach

more broadly for customers, obtaining qualified leads from a wide range of other sites.

How Affiliate Networks Operate

Affiliate networks differ slightly from ad networks in that most give you, the publisher, the choice of programs.

You can choose which affiliate programs you want to join, and know up front what kind of commission

you’ll generate per sale.

Among the more popular affiliate networks are:

■ Commission Junction, at http://www.commissionjunction.com/

■ clixGalore, at http://www.clixgalore.com/

■ Shareasale, at http://www.shareasale.com/

■ Linkshare, at http://www.linkshare.com/

■ CX Digital Media (formerly Incentaclick), at http://www.incentaclick.com/

Once you sign up for an affiliate service, and choose an affiliate program or two that interest you, you may

have to wait to see whether you’ve been accepted. The merchants’ criteria vary, of course, but once you

hear you’ve been accepted you’ll receive a special affiliate code, or affiliate link, that you can use in all the

ads you place on your site for that advertiser’s affiliate products. Usually, merchants will provide a number

of ads of various formats that you can drop straight into your site, but you’ll also often have the option to

create ads of your own, in formats that suit your site, content, and audience.

The other thing that most affiliate networks and programs do is cookie users you send to their site: they

place a small file, or cookie, on the user’s computer that lets the merchant’s site know that you referred that

user to the site. The cookie ensures that if that user returns and make a purchase within a given time

frame—30, 60, or 90 days are common time frames, though it depends on the product in question—you

will earn a commission on the sale.

Affiliate networks are obviously more flexible than straight-up ad networks, but remember, you must generate

a sale to gain revenue. What does that mean in real terms? It means you’ll need to take a slightly different

approach to using affiliate networks than you do CPC or CPM ad networks. If you want to make

money from CPA advertising, your site will need to serve a strong niche and attract a targeted audience.

We’ll look at the process of establishing your affiliate marketing site in a little more detail in the section

called “Monetizing a Site with Affiliate Marketing”.

Beyond Affiliate Networks

Affiliate networks don’t have a monopoly on affiliate programs. Many sites—including Amazon, Google,

and others—offer their own affiliate programs, which publishers can join by filling in a form on the advertiser’s

site.
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Going straight to the advertiser provides a number of potential bonuses: you have direct access to the advertiser,

so if you want to tweak ad formats or use different promotional text, for example, you may be able

to ask them directly. You can also receive a greater percentage of each sale you generate, as there’s no

middleman (or network) that needs to slice a percentage from each transaction.

The potential pitfalls abound, though. The advertiser’s site may not offer an interface through which you

can track your impressions, clickthroughs, and actions. It may not have the reputation of some of the larger

networks—so you don’t have the assurance, for instance, of payment. Individual sites are often much less

likely than networks to create detailed terms of service, so though you may have followed all the guidelines

the advertiser’s written down, he or she may still ban you from the affiliate program for what could be a

completely unexpected reason. And even if everything’s going well, it can be more difficult to reach the

payout minimum with independent affiliate programs than with affiliate networks, where the earnings you

generate from a number of programs combine to help you reach the base payout level faster.

At the end of the day, you’ll need to assess the potential of an independent affiliate arrangement on your

site, and weigh the risks against the possible gains. Make sure you feel comfortable with the agreement.

Keep in mind also that you may want to avoid basing your entire site’s revenue on a given advertiser. Initially,

you may not be certain that the company is genuine and reliable; even once you become comfortable with

a merchant, there’s always the chance that the business could go bankrupt or be acquired, that customers’

confidence in the retailer could decline, or that the market could suffer a downturn. An approach that involves

spreading the risk among multiple merchants and affiliate networks is probably the safest one.

Monetizing a Site with Affiliate Marketing

Now that you’ve got a handle on the basic concept behind affiliate marketing, let’s delve a little deeper into

the process by which you can monetize a web site with affiliate marketing sales.

This section is broken into two parts.

In the first part, we’ll assume that you already have, or are thinking of starting, a content web site; that you

have a particular audience in mind; and that you’ve decided you’d like to monetize the site using affiliate

marketing. We’ll progress through the steps you’ll need to take to assess your audience, conduct keyword

research, and find appropriate affiliate networks and programs to suit your site and its users.

The second part of this section will look at an approach to affiliate marketing that’s taken by countless experienced

affiliate marketers. Here, we’ll assume that you have firsthand experience with affiliate networks

and programs, and are skilled in generating affiliate revenues. This part will explain an alternative approach

to making money through affiliate networks: starting with the programs and working backwards.
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Monetizing an Existing Site

Like thousands of people all over the Web, you have a content site, or you have an idea for one, and you’d

like to monetize that site with affiliate marketing. Great! This is a good approach for the novice affiliate

marketer who has little or no experience in the industry and wants to learn the ropes. The tasks we’ll need

to complete in order to effectively use affiliate advertising on such a site are:

1. Identify a niche.

2. Conduct keyword research.

3. Plan the site.

4. Choose affiliate networks, businesses, and products.

Let’s get started!

Identifying a Niche

The advice on the importance of identifying a niche audience to target with your site—and affiliate marketing

efforts—varies. Often, affiliate marketing is best suited to a niche business strategy. As we saw in our discussion

of the topic in Chapter 2, niche marketing allows you to closely target an offering to the needs of

an audience of prospects who are grouped on the basis of a set of very particular criteria. Often, the niche

is smaller than a broader market segment would be, but the information you know about the audience

members is likely to be more specific, and therefore more valuable from a marketing perspective.

Within the context of affiliate marketing, pursuing a niche allows you to target users with very specific

needs or interests at a precise point within the purchase decision-making process—the steps through which

an individual moves toward purchasing a product that meets an identified need (a process we’ll discuss

in more detail a little later on). As such, it’s a great idea to spend some time researching and identifying

niches that your affiliate marketing venture will focus on. Remember, as you start out with any new venture,

you’ll likely find it easiest to target a niche that you feel passionate about and that you’re interested in.

If you already have a web site that successfully meets the needs of a targeted userbase, you could try targeting

a subsegment of those users. For instance, if you have a site that focuses on reporting developments and

news relating to astronomy, you may already have a fairly specific readership that can be targeted with

numerous affiliate offerings. But within that group you may have a subsegment of users who are specifically

interested in backyard astronomy, and access your site for information that relates directly to that interest.

These backyard astronomers may represent a niche within your existing userbase that could work well,

given your existing market exposure and (we hope!) areas of interest or even passion.

Once you’ve established your niche, it’s time to look a bit more closely at the audience members themselves.

Who are these people? What are their motivations? How much money do they have to spend on their hobby?

Is there a gradual progression or process through which they can be expected to move as they become more

involved in the hobby? And at what point on this trajectory are your users currently sitting? These last two

questions, in particular, should help you when it comes to narrowing down the field of potential products

you could promote, and how much work you’ll have to do to move the users toward the point of purchase.

After all, there’s no point advertising a $5,000 telescope to a 13 year old, nor is it likely you’ll sell that

telescope to someone whose entire experience with astronomy has so far involved lying on his back in a

field with a map of the stars, trying to work out where the Big Dipper is. On the other hand, a user who’s

printed out four of your PDF single-constellation maps might be quite easily moved toward purchasing a

complete, annotated, glow-in-the-dark night sky map or map book.

Order the print version of this kit to get all 300+ pages!

Affiliate Marketing 147

A combination of demographic and psychographic profiling should help you to gain a solid idea of your

target audience, and, potentially, to subsegment those users into yet more targeted groups. Demographic

profiling involves collating information on the demographic or physical aspects of your target audience

members—their ages, genders, locations, incomes, household sizes, occupations, and so on. Psychographic

profiling is the task of compiling information on the cognitive, or psychologically-based aspects of audience

members—relevant preferences, prejudices, behaviors, reactions, and more. Your target audience profiles

can contain any types of information you like, so long as it’s relevant to them, and to your marketing. How

will you get that information? Well, if you have an existing site userbase, you could easily survey them

online—a series of well-planned, pertinent questions could produce some great insights into your users.1

If you don’t have a userbase, you might be able to access pieces of information about the audience you plan

to target through a range of sources, and use these to create a fuller picture of those users. Those sources

might include:

■ the media kits available on sites which serve that niche

■ broader research conducted by market research firms on, for example, people of the generation, or

working in the profession, you aim to target

■ research, reports, and whitepapers available through industry- or interest-specific bodies in the market

space you plan to enter

■ interviews or discussions held with business owners or mentors whose organizations target the users

you want to reach

By the time you’ve finished, you should have a profile that describes in a few short sentences precisely

who you’re going to target.

Conducting Keyword Research

Once again, the way to online business success comes down—at least in part!—to good keyword research.

Use your favorite word tracking tool—Wordtracker, Niche Detector, and so on—to review the keywords

that relate to the niche you’ve chosen. The goal here is to find a number of words that are highly targeted,

well searched, and have the kind of competition you can handle. Simple, right? Well, it’s something to aim

for!

When I used Wordtracker to research our astronomy example, I initially used amateur astronomy as my

search term. Figure 7.1 shows the top results of that search.

1 Among the good, free online survey tools are SurveyMonkey [http://www.surveymonkey.com/] and SurveyPro

[http://www.esurveyspro.com/].
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Figure 7.1. First stage of keyword research for amateur astronomy

We have results like telescope, astrophotography, and astronomy products in that list. But among the

more common results, Wordtracker also turned up the names of planets, and terms like planetary nebulae,

northern constellations, light pollution, which are really quite specific—they’re possibly not the

kinds of topics your backyard budding astronomers are likely to be searching on. So you can see how important

your niche research is going to be in terms of determining appropriate keywords for the site. You

may well choose a number of niches for consideration, then see where your keyword research leads for

each one before you hitch your moon buggy to any particular shooting star …

By the time you’ve done your research, you should have two things:

1. a target niche, and a thorough knowledge of the individuals within that group

2. a list of keywords that are likely to attract those audience members to your site

Having reviewed our audience profiles, we’ve decided that we’ll target amateur astronomers. Our target

users—a niche segment within our existing site’s audience—range in age from 18 up (after all, we want

them to be able to make purchases online), and include a slightly higher proportion of males than females.

These users may have varying degrees of experience with astronomy, through they’re all amateur, and we

know that they’re proud of their hobby. They’re information-hungry (after all, they’re using our news site

every two to three days) but they’re also keen for action—they like to spend time on the weekends dabbling

in astronomy, star gazing, and so on.

The keyword research we conducted using Wordtracker turned out to be quite interesting. The term amateur

astronomy was predicted to be searched upon through major search engines in the preceding 90 days just

12 times. astronomy, on the other hand, was predicted to have been the term used for some 3951 searches.

But as we progressed through the search terms, we found a common theme: a number of more generic search

terms ended up having as a related search term something to do with pictures, diagrams, and photos. We

ran a competition search and found that the terms diagram of the solar system and pictures of the
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solar system were the least competitive terms, and had KEI factors that were good. A little searching online

also proved that there were numerous affiliate programs relating to astronomy and space imagery, so we

decide to make this our site’s focus.

Keeping Track of the Competition

Performing a competition search on the keywords you’re keen to target should represent just one aspect of

your competitor research. Once you have a concept for your site, invest some time performing competitor

research online. Look at other sites in the vertical, or industry, try to ascertain which audience segments

they target, how they promote their offerings to those users, and so on. It’s important to do this sleuthing at

the beginning, as careful research now could see you create a site for a slightly different niche than you

originally planned—but one that’s far more lucrative.

We conduct some research into the other space imagery sites online, and we find plenty. There are blogs

containing photos; star, galaxy, and solar system photographs taken by an amateur astronomer who also

sells prints of her own photos; stock photography sites; and much more. The two key competitors we find

are Welcome to the Planets,2 a NASA site comprising pictures and profiles of each planet, which is basically

a promotional site for a CD-ROM that was last updated in 2001, and Nine Planets,3 “an online tour of the

solar system,” complete with pictures, history, and other information on each planet. Nine Planets is our

largest competitor. The site is information- and photo-packed, and photos are linked to more information,

so when you click on a thumbnail image on a given page, you access a page on the Welcome to the Planets

site that explains that photo. The information on Nine Planets is well written and clear, but we note a few

usability issues with the site (there’s no above-the-fold navigation on the site, for example, and no links to

the homepage in the top-left corner of the pages—an accepted usability standard). We also note that the site,

though it has a diagram of the solar system, doesn’t emphasize the fact or provide very good visuals on this

page. Also, the site doesn’t seem to have much of a focus on looking for the planets yourself, in your own

backyard. These are just a few gaps which could provide obvious opportunities for our site.

If you already have a site that’s targeted to a particular audience, you’ll already have a well-honed set of

keywords, which will make this job a lot easier. You may want to research your current keywords using

the tools I mentioned above, just to ensure there aren’t any additional variations that could enable your site

to attract specifically those audience members who have a recognized need for a particular product, solution,

or purchase.

Planning Your Site

It’s difficult to place this step ahead of the next one—choosing your affiliate businesses and

products—unless you already have a web site, as the two tasks may well occur in tandem.

If your underlying motivation is to make affiliate commissions from your site, you’ll want to know that the

site, structure, and content you create will provide many optimal opportunities to promote affiliate products

that are extremely relevant to the needs of your users at given points in your site. And as such, you’ll want

to make sure the right kinds of products are available through affiliate programs and networks. That said,

a site that’s no more than a conglomeration of content-based ads for affiliate products runs the risk of being

disparate, unfocused, and passionless, and makes it difficult for you to develop any sort of loyalty, or foster

relationships, among the userbase.

2 http://pds.jpl.nasa.gov/planets/

3 http://www.nineplanets.org/
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Think first about your audience and what you feel they need. Next, conduct some research into available

affiliations that you could take up. Sketch a rough plan of how the products meet the needs. Then go back

to your users’ needs, and flesh them out a little more, creating a structure that enables you to match content

(and affiliate ads) to user needs. Think this process sounds a bit nebulous? Let’s look at our example astronomy

site again.

We know our users are passionate amateur astronomers, and that they’re information-hungry. We also know

that they’re comfortable with using the Web. We’re expecting to attract some users from our astronomy

news site, but also through the search engines. It makes sense that they may need fairly basic information

on the different aspects of astronomy—the solar system, each of the planets, the night sky, astronomy phenomena,

and so on. Our information should support not just their interest in research, but their interest in

actively viewing the stars, and their pride in their hobby.

An online search indicates that numerous businesses in this field offer their own independent affiliate

programs through their sites, or through affiliate ad networks. There’s software for tracking the planets,

photographic prints, calendars, jigsaws and T-shirts, quirky toys, books, DVDs, and the rest; not forgetting,

of course, the plethora of technical equipment for stargazing. We feel that the target audience attracted by

our keywords will primarily be interested in imagery related to our solar system and the planets within it,

so we decide to focus heavily on this topic, though we consider throwing in some other affiliations for good

measure.

We decide firstly to break up our site on the basis of the planets in the solar system, but rather than simply

creating pages that offer information about each planet, we decide that our pages will explain how best to

observe each planet in the solar system, as well as relay any news relating to that planet, which we can

syndicate over from our astrology news site. We decide we’ll include a link from each planet’s page to the

solar system imagery affiliate program we’ve seen. And we’ll also include on each page a selection of ads

for such items as a printed guide to observing our solar system, a sky map book, subscription offers for

Astronomy magazine, sky-charting software, and so on.

We could also offer pages that detail phenomena such as meteor showers, solar flares, and so on, again including

relevant imagery, news from our astronomy news site, and providing links to relevant affiliate

products we’ve found (a set of DVDs about the stars, and perhaps another about the mysteries of the cosmos).

Perhaps we’ll include a section that provides a time line of space exploration with imagery of each mission

and links to the books and DVDs (and potentially models!) that visitors can purchase to find out more.

As you can see, the process of researching your audience and potential merchants provides opportunities

for very close matching of products to needs. And this is exactly what you require if your affiliations are

to be successful.

Choosing Affiliate Networks, Businesses, and Products

Now that you have an audience, and a site (or site plan!), it’s time to choose the merchants, products, and

networks with which you’ll be affiliated. Obviously, this isn’t a set-and-forget proposition. You’ll need to

monitor the success of each program, ad creative, and product with your audience, and consider honing

your offering as the statistics indicate the successful—and less successful—products.

But let’s start at the beginning. Choosing an affiliate network involves some of the same considerations as

choosing an advertising network, but there are variations between the two. Consider these points throughout

your initial review of the networks on offer:
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What markets or industries are represented?

Each network offers a different suite of merchants, and they often focus on building advertisers in particular

industries or verticals, so that they have a range of offerings targeted to publishers in those

market segments. As a consequence, some networks will have a reasonable number of potential merchants

for your site, while others may offer very little indeed.

Which merchants are on offer?

Some networks will name some of the merchants who use their services. Again, this can help you ascertain

the kinds of markets in which the network excels, and its ability to build relationships with

good advertisers.

What’s the rate?

Some networks may be able to give you an idea of the kinds of CPA rates you can expect from their

merchants before you sign up. Check also to see whether the network itself will skim a percentage from

each sale you make. Merchants that run their own affiliate programs independently of affiliate networks

can offer some interesting rate variations—I’ve seen one that awards affiliates a percentage of the total

monthly sales they generate, tiered so that the more the affiliates sell, the more they earn—so look

closely at the fine print to gain a clear understanding of what you can expect to be paid.

How flexible is the service?

Does the network offer a variety of ad formats, at least some of which appeal to you, and are those

formats appropriate to your site? Is there flexibility in terms of the way you can use the links (for example,

can you take your affiliate link and use it as a text link from within your site’s newsletter)? The greater

the flexibility, the more scope you’ll have to present promotions to your audience members in a creative

way that appeals to them specifically, so it’s important!

How established is the service?

As with ad networks, in the world of affiliate marketing, network age can equal credibility—to some

degree. And that can mean more reliability, greater customer responsiveness, and better merchants.

What’s the network interface like?

Check out the interface for each network you’re considering and ensure that it has the basic features

you want—plus any extras. Tracking and report functionality is just as important in the CPA game as

it is in CPC and CPM advertising, since small refinements can make a huge difference to your bottom

line.

How easy is it to implement and maintain campaigns?

Again, the technology behind the service should make campaigns extremely easy to implement on your

site—some link code, a graphic, and you should be ready to roll.

What are the network’s requirements or Terms of Service?

Affiliate networks place requirements on the publishers in their network. Make sure you’re happy with

the terms of service before you sign up.

Take in Those Terms of Service!

Make sure you read, understand, and are comfortable with the merchant’s terms of service. Many merchants

restrict how similar to their sites yours may appear, they way you refer to or promote their organization

through email, and so on—after all, they want to remain independent from their affiliates, and
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avoid sticky issues like having affiliates send spam email promoting their services. Understanding

merchants’ requirements in advance will help you ensure you don’t end up banned, or not being paid,

by the services with which you choose to affiliate your site. We’ll discuss these problems in more detail

in the section called “Affiliate Issues”.

What’s the minimum payout?

The lower the minimum payout, the sooner you can access your earnings.

What’s the payment method?

Also look at the method of payment—for non-US publishers using a US-based network, payment via

PayPal may be more attractive than payment via check, for example.

That’s a basic list, but it should give you a solid starting point for assessing the networks themselves. Once

you’ve signed up, of course, you’ll have to review the offerings of various merchants in your vertical, and

choose ones that suit you best. Here are some of the aspects you should give some thought to as you review

the programs on offer:

What’s the advertiser’s site like?

The impression users will receive when they arrive at the merchant’s site really is worth thinking about;

the landing page to which your affiliate link points is of critical importance. If your site’s stylishly designed,

contains quality content, and has a classy feel, users may well shudder if, upon clicking a link

from your site, they arrive at a mishmash of a site that looks cheap and makes them feel uncertain about

divulging their credit cards numbers. This may be even more crucial if the user is used to visiting a site

that competes with your merchant’s site. Good landing pages make for greater conversion rates, so make

sure you assess each merchant’s offering before you sign up.

What’s the ad creative like?

If you don’t have any flexibility in terms of the ways you can present the merchant’s message, or, for

instance, you want to use a graphical banner but don’t want to spend your time and money reinventing

the wheel, the appearance of the merchant’s ads is going to be important to you. Will the ad complement

your site? Does the message it presents (through graphics and text) support or springboard from the

messages you’re promoting? Would you be pleased—or even proud—to display the ad on your pages?

What’s the product like?

Does the product really suit your target audience? Are they likely to see the value in it and have the

ability to purchase it? What do you think of the product? Are you prepared to stand behind it? Would

you use it yourself? If product support is needed, is it provided? Does it appear to be a quality support

service, or a sham? Be honest, as the answers to these questions will be critical to your success in promoting

the affiliate products you choose. It’s easy enough to drop an affiliate banner for any old product

into your site, but it’s difficult to write a glowing, sales-generating review (complete with in-context

affiliate link) of a product you don’t feel you can personally endorse.

What’s the hook?

Can you see a natural, logical fit between the product, your site, and your audience? Can you identify

within your site plan an opportunity—or series of opportunities—that make perfect sense as spots to

link to the advertiser’s site? Is there a natural place—and a way—you can promote this product to make

it irresistible to your audience?
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Try It Yourself!

When you find a product whose affiliate program you think you’d like to join, try out that product yourself

(if you can afford to). Purchase it online, note the nature of the storefront, the post-sales follow-up you receive,

and how quickly the product is shipped and delivered. Contact the company’s customer support team with

a query or complaint. Only by experiencing the advertiser’s products and service firsthand will you be able

to communicate with intelligence and clarity to target audience members. This experience will also give

you an idea of what customers (like you!) will expect of the product or service, and to what degree that

merchant will meet or exceeded those expectations. Such information will be useful fodder when it’s time

to write promotional content, reviews, and other online sales collateral.

As I explained above, the goal throughout this section is to create a site structure that ensures that the affiliate

programs we’ve found address our audience members at specific points within their use of our content.

At each point, we’ll provide them with an offering that suits their needs. But these aren’t just any old offerings—

the products we’ve decided to promote on our astronomy site are available for purchase through attractive,

professional, credible storefronts. These sites are recognized as authorities in their fields (the sites

we reviewed included Astronomy.com, the Discovery Channel site, Telescopes.com, and so on)—they’re

sites we can be proud to promote to our valued users.

Once you’ve chosen your affiliate networks and signed up, joining specific programs is usually as easy as

registering your interest and being provided with the affiliate code to drop in to your site. From then on,

you’ll be able to track your success through the network’s interface, and use the information it provides to

tweak your approach and improve your conversions.

Example 7.1. Advanced Affiliate Marketing on the Lifehacker Network

The Lifehacker.com.au site, an internationally popular blog that provides “tech tips to help you at work

and play,” is part of a network that includes Defamer (celebrity, gossip and pop culture from Australia and

Hollywood), Gizmodo (the gadget guide), and Kotaku (blogging games, news, gossip, cheats, opinion, design,

prediction). This network uses a combination of advertising and affiliate marketing to generate revenues.

Says Cameron Curtis, the network’s Australian Commercial Director, “Affiliate partnerships offer one of

the more exciting growth opportunities for our network. Given that there are some similarities between the

audiences on our sites, we promote some affiliates across the network as a whole. Of course, each of our

sites also has a very specific content skew. So if there’s a partner that’s appropriate to, say, gaming, but not

to software productivity, then we’ll limit the partnership to the site that’s most relevant.”

The Lifehacker team gains affiliate partners in three key ways. Some prospective partners approach the

team, having assessed the sites, content, and audiences. The editorial nature of the site’s content also exposes

team members to the products and services of organizations that could make likely affiliate partners. Finally,

the network’s sales team actively identifies and pursues partnership possibilities with likely partners,

usually for both affiliate marketing and display advertising opportunities.

Affiliate offers are promoted throughout the site. One key partnership is promoted through a dedicated

display unit on the left of the Lifehacker page, which is depicted in Figure 7.2. Says Cameron, “Get Price

Direct is a site that visitors can use to search for the best price and outlet for a certain product. This particular

module is designed so that the products promoted differ to suit the site on which the module is shown.”
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So, for example, when the module is displayed on Kotaku, it might show products relating to gaming,

hardware accessories, or peripherals. The same module appearing at the same time on Defamer might feature

fragrances, beauty products, or entertainment units.

Figure 7.2. The Get Price Direct module on Lifehacker

However, this isn’t the only form of affiliate promotion the network employs. Historically, the network’s

users haven’t taken favorably to the inclusion of affiliate links within blog posts themselves, so the team

has had to innovate to successfully integrate affiliate offers on the network. Figure 7.3 shows an integrated

promotion for HTC that was used recently on the Gizmodo web site.
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Figure 7.3. The HTC promotion on the Gizmodo site

Now, this content wasn’t presented as a standard post on Gizmodo. “We tag the standard editorial posts

that focus on this type of handset technology, so that readers can click through to this type of advertorialstyle

post,” Cameron explains. As you can see, this post is tagged as an advertisement, so there’s no confusion—

readers know exactly what they’re looking at. “These clearly marked posts offer users the chance to

learn more about the product, and even to purchase the HTC handset.”

The post is written in a slightly restrained version of the site’s usual chatty style, and it includes various

links that take the user to more detailed information on the product’s features. Clearly, the advertising on

the page reinforces the product’s branding and further promotes the offer being presented. For Gizmodo

and the other sites in the network, this has proven to be a very coherent style of promotion that succeeds

without annoying or misleading users—and it’s exactly that open, honest approach which has helped the

network build a loyal userbase around the world.
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Creating a Monetized Site: An Alternative Approach

If you’re already comfortable with the basics of affiliate marketing, and you’d like to try something different,

this alternative approach can be a great way to maximize your revenues for the same amount of effort you’d

put into monetizing an existing site.

With this approach, rather than beginning by looking at potential audiences, and working from there, your

first stop is affiliate programs. Here’s the basic process we’ll use:

1. Assess the available affiliate programs.

2. Conduct keyword research.

3. Formulate a site plan.

4. Create a site around the affiliate program.

5. Join the affiliate program and launch the site.

Assessing Affiliate Programs: Finding a Product

You already have an idea of the affiliate networks you like, so your first step is to visit those affiliate programs

and access their lists of the best-paying merchants. ClixGalore, for example, provides a listing of what it

describes as “Top Performing Programs”—those that have paid the most, on average, to their affiliates in

the last month. Other programs provide similar lists. Review them closely to get an idea of which programs

perform best. Of course, you’ll want to consider their rates, the cookie expiry period, and the basis for

payment, as well as the other elements we discussed in the section called “Choosing Affiliate Networks,

Businesses, and Products”.

Check the Affiliate Approval Rate!

Some of the programs that appear to have really strong EPC, or earnings-per-100-clicks, figures, but if you

look a little closer, you may notice that their affiliate approval rates are not as high as some other programs.

This can help to explain the reason why the average earnings are so high with that merchant: the merchant

may well be particularly selective about the types of sites it will allow onto the program, choosing those are

extremely well suited to selling its products. If you’re interested in joining such a program, it’d be a good

idea to contact the merchant in advance of building your site, if you can, to try to ascertain exactly what

they’re looking for. You can then shape your site specifically to meet those needs.

The result of this assessment will be a handful of programs that you feel have the potential to be particularly

lucrative. You may choose to apply to join those programs on the spot, but most networks require you to

have a site ready to roll—one that the merchant can review with a view to its suitability for the affiliate

program in question. But before you race off and start talking to developers (or developing the site yourself!),

you need to make sure that there’s a suitable niche to which you can market the products you’ve chosen.

Keyword Research: Finding a Niche

The next step in this process is to identify a niche that wants the product you’re going to try to sell, and of

course, the way to find that niche is through keyword research. Again, the idea here is to start with broad

keywords and work to narrow down the alternatives, honing in on keywords that are both relevant to your

product and well searched, but which have little (or at least manageable) competition.

The key here is to identify keywords that are used by searchers who are ready to purchase; the problem, of

course, is that the keywords that are most obviously related to purchasing the product are likely to be the
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focus of considerable competition. You must search, continually refining your searches, to find the ideal

mix of keywords that’s particularly appropriate to your niche.

Formulating the Site Concept

Once you have a product and a target audience, you need a tool to bring them together: your web site.

With this approach to affiliate marketing, you literally have a blank slate in terms of the directions in which

you could develop your site. But one thing’s certain: you’ll need a decent site concept. Gone are the days

in which you could slap up a single-page affiliate “site” that simply funneled users through to the merchants

with which you were affiliated and call it a day. Google says that it requires “relevant and original content,

transparency, and navigability” of the landing pages it indexes.4 So, you’ll need to do some thinking about

the kind of site you’re going to create.

As an example, let’s imagine you’ve decided to become an affiliate of a herbal tea merchant that sells teas

from all around the world. You could promote these teas through a reviews site, a herbal tea information

site, a simple online store, a tea-focused blog … the list goes on.

How can you narrow down your options? Easy: look at your niche audience members, and let them dictate

the type of site you build. For example, let’s say you’ve identified that the people in your target audience

are interested in the health-giving qualities of herbal teas, and like to share their herbal teas with others

(after all, tea drinking is often a social event!). This would suggest to you that a personal approach could

be the way to go with your site—word of mouth, recommendations, and so on, are likely to resonate with

these audience members. This realization might seem to indicate that a blog or review site could be a good

option. But if you’re setting this site up purely as a business venture, and have no real interest in herbal

tea yourself, you’ll likely need to hire someone who is to write your content—an expense that may quickly

become unviable. You probably won’t want to have to constantly update the site with content you have no

interest in, either.

If you look at the merchant’s site, you may find that it offers affiliates a lot of information on the teas it

sells—that’s going to make your job a lot easier. You could easily repurpose, or rewrite, some of this content

to suit your readers’ expectations and needs. You decide to provide an information site that explains the

benefits of the different individual herbs, as well as a small online catalog that links through to the merchant’s

site. You know the audience will appreciate a personal touch, so you decide to write personal introductory

copy for each information page on the site, and provide chatty, but direct promotional copy for each product

in the catalogue, as well as giving the business a human name like Tessa’s Teas. Maybe an electronic

newsletter that highlights a different tea (perhaps one that’s on sale) each month will be both easy to create—

thanks to the merchant-provided copy—and effective in drawing users back to your site.

As you can see, the idea here is to create a concept for selling the product you’ve chosen to the audience

you’ve identified. The merchant’s site may well give you some hints as to what works with the audiences

they’re targeting, but you’ll have to look specifically at your target niche members to devise a site concept

and plan that will suit them specifically. A target audience that’s purchasing tea in the hope of alleviating

an ailment will be attracted by a different type of site than will an audience that likes experimenting with

the flavors of different teas.

4 http://adwords.google.com/support/bin/answer.py?answer=46675
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Once you’ve devised the concept for your site, plan its structure, making sure that each page leads logically

to purchase. In preparing your sitemap, think about the state of mind your users will be in when they arrive

at your site, and what they’ll want to do: will they want to read detailed information? Will they know what

products they’re interested in? Will they have something in mind that they specifically want to purchase—and

purchase without delay? Your audience and keyword research will give you a strong indication of how to

structure the site and its content, and where to position your affiliate links.

Creating the Site, Joining the Program, and Optimizing

Once you have a sitemap, you can create the site and present it to the merchant in your request to join the

affiliate program. If your request is declined, do what you can to find out why—a few small tweaks and

your site may be accepted. Once it’s up and running, of course, the way you promote the site will have a

significant impact on its revenues. With sites like these, it’s often best to build a site that will largely run

itself, and focus your efforts on promotion and optimizing the process by which users are drawn through

to the affiliate site—after all, that’s where the money is to be made! As affiliate expert Kieron Donoghue

explains in Example 7.2 promotion becomes much easier when you have a good affiliate site.

Example 7.2. Creating an Affiliate Site the Alternative Way

Broadbandguide.co.uk5 is an affiliate site created by veteran affiliate marketer Kieron Donoghue, who runs

UKOffer.com,6 and blogs about affiliate marketing at http://www.here.org.uk/. The site’s homepage is depicted

in Figure 7.4.

Figure 7.4. The broadbandguide.co.uk landing page

5 http://www.broadbandguide.co.uk/

6 http://www.ukoffer.com/
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Broadbandguide.co.uk is a comparison site that provides users with at-a-glance comparisons of the plans

and offers provided by UK-based telecommunications companies. So, although Kieron used the process

we’ve outlined here to create this particular affiliate business, he had to be slightly less selective than he

may have been otherwise. “Since I was creating a comparison site,” he says, “in order for it to be of real

use to users, I had to include all broadband affiliate programs rather than choosing a select group.”

Of course, most affiliate marketers would pick and choose only the best offers for their sites. So how did

Kieron get around the issue? “I display them in a manner whereby the programs that offer the highest CPAs

and/or the best conversion rates are featured more prominently than the other programs. Sometimes you

know which programs will convert best—let’s say a certain provider is offering a product that’s 50%

cheaper than the rest of the market. You know it will convert well, so you promote it accordingly.” And

for those times when you can’t predict conversions? “Those programs need to be displayed and tested on

your site so you can see how they convert,” Kieron says. “You can change the layout and so on once you

have some statistical sales data to analyze. As offers and promotions change, it’s worth switching the layout

of the site to promote the best-performing merchants. Last month’s top performer can easily be knocked off

if another merchant launches a better consumer offer.”

In assessing affiliate programs for a new site, Kieron looks at a range of factors, including cookie length and

commission rates. “Next, I look at the sites themselves. It’s amazing how many affiliates never do this! I

look to see what their prices and offers are like, and if they’re competitive.” This point is crucial: if a merchant

is offering a 20% commission level, and the market average for that segment is 10%, the merchant’s program

might seem like an attractive proposition. But if their prices are 50% more expensive then conversions

will, of course, suffer. “I also check to see if merchants display phone numbers on their sites, because that’ll

cause leakage.” With this research in hand, Kieron has a good idea of how well the different programs in

that niche will perform.

From there, it’s a matter of creating, launching, and tweaking the affiliate site. As Kieron explained in this

blog post,7 he now takes a slightly different approach to creating affiliate sites than he used to. “When

Google decided to ban straight affiliate pages a few years ago, I was forced to look at alternative ways to

make money from affiliate programs. I decided to put more resources into building full sites that could

stand up on their own, rather than light affiliate pages.”

These whole sites include a range of basic information that any site should carry—a privacy policy, sitemap,

contact us form, and so on—as well as information that’s original and relevant to users, as stipulated by

Google’s landing page and site quality guidelines.8 This approach has had an unexpected benefit: as Kieron

explains, “Where my old landing pages had offered little or no benefit to the user other than pushing them

off to the merchants I promoted, I now build full sites, like UKoffer.com and Bingo.org.uk, and they do well

in the natural search results. That’s great, I’m not used to getting traffic for free!”

7 http://www.here.org.uk/2007/06/google-adwords-landing-pages-how-to-build-a-page-that-wont-get-banned-with-examples.html

8 http://adwords.google.com/support/bin/answer.py?answer=46675
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Tracking Your Affiliate Clicks

Tracking clicks to the affiliate links you include on your site is essential if you’re going to calculate the ROI

of your efforts. Some of the big networks and in-house programs make this very easy—they offer a way to

tag the individual links that you include in your pages, so that you can track the success of each link in

generating sales. For example, Commission Junction offers publishers a sid parameter that can be appended

to their tracking URLs, and will display as a separate column in the commission detail reports. As a publisher,

you can use this parameter to identify which affiliate pages, or even which of the ads you’re running on the

search engines, lead to sales.

Building a whole site that meets the search engines’ guidelines is obviously essential to your success, but

what other techniques can you use to optimize your affiliate site? Well, I’m glad you asked! The next section

applies to those of us with affiliate sites—no matter which approach we used to create them. Let’s learn

the finer points of optimizing affiliate sites now.

Optimizing Your Site for Affiliate Sales

You can just slap a few affiliate ads on your site and hope that people see them. You can even change their

placement or presentation—techniques we discussed in Chapter 6. But to really make the most of affiliate

opportunities, there are a few approaches that you can’t go past. The first is to presell the affiliate products

you offer. The second, which builds an extra layer onto your preselling efforts, is to use PPC advertising to

drive your affiliate promotion. The third is to expend the effort to promote your site—even if it’s built solely

for the purposes of selling affiliate products—as you would any other content site. Let’s investigate these

techniques now.

Follow the Guidelines!

As I mentioned in the previous section, meeting the search engines’ content and other requirements for affiliate

pages is essential if your site is to succeed in being listed in the SERPs. The Google Landing Page and

Site Quality Guidelines page explains exactly what this search engine expects to find in a good affiliate

page;9 check the various search engines you’re targeting for their specific requirements.

Preselling Affiliate Products

As we saw in the previous section, the usual story with affiliate products is this: you sign up for the affiliate

program, add the link or advertisement to your site, and send visitors off to the affiliate site, hoping they’ll

buy. This is all well and good … but there are a number of ways you can help to boost the likelihood that

those users you send off to an affiliate site are qualified, and ready to buy. Preselling is the key.

Essentially, preselling involves the creation of content that helps to ensure that your users are primed and

ready to purchase by the time they reach the affiliate site. We could presell through our ordinary page

content (for instance, writing so graphically about Saturn, and the amazing experience we had viewing this

planet, that by the time they’ve read our content they want to see it for themselves, and buy the resources

that will help them do just that), by providing—or writing our own—review content (which could be included

on a web site or in a newsletter), by simply writing a promotional page that explains the product’s benefits

and features to users before they head off to the affiliate marketer’s site, and so on. Once users who visit

your presell content digest that information, then show an interest in purchasing the product you’re pro9

http://adwords.google.com/support/bin/answer.py?answer=46675
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moting, they’ll represent truly qualified leads rather than potentially interested parties who may or may

not be ready, or have the capacity, to buy.

Successful affiliate preselling content usually achieves these goals:

■ It includes a strong headline that captures the attention of audience members and hints that the product

may be a solution to their needs.

■ It promotes the benefits of the affiliate product, explaining what it will deliver to your users, and why

that’s important.

■ It includes a prominent, compelling call to action that will prompt users to click through and purchase

the affiliate product.

■ It doesn’t reflect too closely the information or design of the merchant’s own site.

They’re the basics. But there’s one key point that’s critical to the success of your presell: if you don’t want

it to sound like just more advertising hype, you’ll need to personalize it. Personalization provides credibility,

and if your users find they can rely on you, they’ll be more likely to view your recommendations as musthave

products.

Using Testimonials and Reviews

One way to provide credibility is to include testimonials for the product, but if you can’t find a customer

testimonial, think laterally. In the case of our astronomy site, for example, a line as simple as “It’s the most

popular astronomy magazine on planet Earth” provides a subtle testimonial for one advertiser we’ve

chosen—Astronomy magazine.

Another option is to include in your site’s newsletter, blog, or articles, a “Product of the Week” section in

which you can review the products with which you’re affiliated. Of course, you’re thinking: “But won’t

that just look like I’m only promoting the products I get cash to sell?” The answer to that depends on your

execution. If you believe in the product, say so—you could even say something in your review along the

lines of “I’m so impressed by this beginning astronomy software package that I’ve decided I’ll help the

creator sell it.” Perhaps you’ll frequently review products that you’re not affiliated with, to indicate that

your opinion is balanced, and your ultimate goal is to provide valuable advice to readers. Perhaps your reviews

of affiliate products will also include some negative aspects—small points that won’t matter to your

target audience—to again create a perception of balance.

In short, the way you write your review will make the difference between it being a success and an embarrassment,

so take the time to think creatively about how you can write reviews that meet both your needs

and those of your audience members. An example of an affiliate presell page which successfully uses review

content to promote the products it presents is shown in Figure 7.5.
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Figure 7.5. MothersDay-Flowers.org.uk using reviews to presell affiliate products

Using Samples

You could also consider using samples or images of the product—whatever you feel is needed to generate

a desire to purchase within your target audience. That’s why, for each of the planets in the solar system,

the profile we include on our astronomy site will include an image of that planet, along with a link to

purchase similar images from Astrographics, our astronomy imagery affiliate marketer. Perhaps we shouldn’t

rule out getting access to online demos of astronomy software, either …

Do You Have the Right?

As you prepare your presell content—be it a single page, a newsletter article, or an entire site—make sure

that you have the rights to reproduce every piece of content you use. If you write all your own content, this

won’t be a problem, but when it comes to imagery, or reproducing content (features lists, technical explanations,

and so on) from your merchants’ sites or collateral, make sure you ask for permission in writing before

you use the content. Many merchants encourage the reuse of their content by affiliates, but may place restrictions

on the way you present it, for example, or the specific content you use. Taking a collaborative approach

with the merchant should help you avoid legal issues and the potential for being suspected of affiliate

spamming, which we’ll discuss in the section called “Affiliate Issues”.

Offering Freebies

You may also consider offering your own freebies or bonuses to users who purchase the product with your

affiliate link. A little added incentive can go a long way, not just towards making users feel like they’ve got

a bargain, but in building a sense of loyalty to your brand. But this technique isn’t just about incentive. If

you’re prepared to offer something for free to users who purchase a particular product, that again increases

that product’s perceived credibility. You’re effectively saying, “It’s so good, I’ll personally forfeit something

in order to give you another reason to try it.” And that can be very, very reassuring.
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For example, imagine that our astronomy site encourages users to purchase a book of sky maps from one

of our affiliate parters. For every customer who forwards his or her purchase confirmation email to us, we

throw in a discounted or free subscription to the SMS-based astronomy event news service that our astronomy

news site offers.

It’s important to take care with this technique, though—too many messages can become confusing, and

overwhelm your users. If that happens, they’ll just close their browsers, or head off to another site, and you

lose face in the process. So take care to make cross-promotional offers clear, and to offer them at the right

time (when you’ve qualified the user as having an interest in the products offered) and in the right context—

namely one that gives you the chance to clearly communicate your offer.

When it comes to preselling affiliate products, you have free range. Be as creative as you like; test different

approaches for the same product and monitor the results to see which works best for you. Preselling can

make a big difference to the sales of the affiliate products your site offers.

Using PPC to Drive Affiliate Sales

So far, our discussion has focused on your site—its users, its structure, and the products and merchants

with which you choose to affiliate it. These issues are all critical to your success as an online affiliate. But

once you create, hone, and align these aspects, there’s one more step you can take to really make the most

of all that work: promotion.

Once you’ve created a great site, you’ll want it to attract as many users as possible, and to do that, you’ll

need to look at a range of mechanisms. When you created the site, you optimized it for organic search results,

but there are other techniques you can use. The most common, and frequently the quickest to implement,

monitor, and hone, is PPC, or pay-per-click, advertising. We discussed PPC advertising in Chapter 6 from

the point of view of the publisher, so we’ll assume here that you have an understanding of how advertising

networks function, and what their potential pros and cons are.

To use PPC advertising to drive your affiliate campaign, you need to switch from the role of publisher to

that of advertiser. The process isn’t complicated: you create some advertisements for the affiliate product

in question, make sure your affiliate presell page content is optimized around keywords that correspond

to the search terms for which you want to have you ads appear, and bid for ad placements alongside the

keyword-relevant search results. The searchers see your ad alongside the results their search produced,

click on that ad, and arrive at your presell page. They take it in and, assuming they find it compelling, they

click from there through to the affiliate marketer’s site where, we hope, they take the action that will generate

income for you.

The key is, of course, to ensure that the money you spend buying clicks doesn’t exceed the commissions

the campaign—and your presell page—generate. You’ll need to monitor your campaign costs and affiliate

commissions closely, comparing PPC ad clicks with generated actions to ensure that the ratio is strongly

in your favor.

Order the print version of this kit to get all 300+ pages!

Affiliate Marketing 164

This Is Not Affiliate Arbitrage!

If you read about PPC arbitrage in the section called “PPC Arbitrage” in Chapter 6, you probably won’t be

surprised to hear that affiliate programs are also frequently targeted for the same exploitation. Affiliate arbitrage

is similar to PPC arbitrage, though the process need not actually involve a publishers’ web site at

all.

In affiliate arbitrage, affiliate publishers bid for a given keyword through Google AdWords and create an ad

to appear in the right-hand pane on Google SERPs for that keyword. The ad they publish contains their affiliate

link, so when Google users click on the ad, they’re taken direct to the merchant’s web site, not the

that of the affiliate publishers.

This practice has been actively discouraged by Google, but in February 2008, Yahoo announced that after

six years of working with Commission Junction to resolve the issue, it is now allowing publishers to link

direct to affiliate marketers.10 It will be interesting to chart the effects of this policy change on the search

advertising and affiliate market spaces in the coming months and years.

Though the process itself is fairly straightforward, you can use a number of tactics to boost the success of

your PPC campaign. Let’s take a look at them now.

Start with Your Target Audience

When you’re dealing with an affiliate product, it’s easy to become so focused on the product itself that you

forget about the people you’re trying to sell it to. This is a particular trap when you’re writing presell copy

and ads that aim to focus on what the product offers.

But in all your efforts, start with the target audience. You selected this affiliate product primarily because

you thought your target audience would like it, after all. So make sure you have a strong idea of who these

people are—their demographic, psychographic, purchasing, and other relevant characteristics—before you

begin. Then, ask yourself the following questions:

What need do my target audience members have that could be met by this product?

A single product can meet different needs for different people. For example, our astronomy site users

may be particularly interested in the Gallery Prints offering from the affiliate merchant Astrographics.com,

because they happen to be the types of people who like to display prints and pictures around their

homes or workplaces. They may also find the Calendars section of the Astrographics site of particular

secondary interest—it’s another way to have the planets on your wall!

In what specific ways does the product meet that need?

A single product can meet different needs, and it can do so for different reasons. The Astrographics

print products meets our target audience members’ needs, for example, because of the quality of their

production. Our target users aren’t the kinds of people to want to tack a poster to their wall—they’re

more likely to want the kind of professionally mounted, well-presented photo-quality product that

Astrographics does so well. Perhaps our users are part of the “now” generation, who want to have their

purchases immediately. Again, Astrographics specifically meets that need by shipping custom-framed

prints within a week—this’ll be a hit with our particular target audience.

10 http://cashtactics.net/02/15/yahoo-search-now-allows-direct-linking/
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How does the product exceed the expectations of my target audience? Does it provide additional or secondary

benefits to particular audience members?

Every product must meet a basic need if it’s to be considered by your target audience. But if you’re to

present a really compelling sales proposition, you’ll want the product to do more than just the basics—

ideally you’ll want it to go beyond what users thought they wanted, to provide additional benefits

that are perhaps unexpected but welcome. For example, as mentioned above, the Astrographics site

offers custom framing. They do so using only handcrafted mouldings and clear Plexiglas glazing. Wood

and matted metal moldings are available, and the prints can be ordered in a huge range of sizes. So if

our site visitors started reading about the prints expecting to have to frame them themselves after receiving

their orders, this information will likely far exceed those original expectations.

How will my target users search for this solution through search engines?

Now that you have an idea of how the product will meet, and exceed, the basic and secondary needs

of your target users, you can think about the state of mind users will be in when they begin to look for

these kinds of products online. We’ve already identified a few keywords that have real potential through

Wordtracker, but we’ll want to optimize our content for more keywords than we’ve selected so far. And,

as we know, the more specific the keywords, the more targeted—and potentially qualified—the audience

is likely to be. So, for prospective users of our astronomy site, we could look at incorporating terms like

planet photos, astronomy prints, and so on into our keyword list, if they offer sufficient opportunity

in the search engines, as well as using the selected terms in our PPC ads and presell page.

Keep your target audience in mind as you prepare your PPC campaign—target them with your ad text and

keyword selection, and prepare your presell page to meet their information requirements, answer their

questions, and present the product as one that suits their individual needs.

Choose Keywords Carefully

Above, we looked at the process by which you could identify keywords around which to create an affiliate

site, using your audience as a base, and ensuring that quality, highly targeted affiliate products were available

for you to on-sell to those visitors.

The choice of keywords is critical in attracting the right audience both to your site, and through your PPC

advertisements. You must try to ensure that the keywords you choose really do reflect the terms commonly

searched for by your target audience. Make sure also that the terms for which you optimize both your presell

page and your ads reflect the points the target audience members have reached in the decision-making

process. For instance, there’s no point optimizing a page of our astronomy site for the key phrase buy astronomy

telescope if that page targets backyard astronomers who are as yet unfamiliar with the different

types of equipment they’ll need, and therefore haven’t done the research they’ll naturally want to do before

buying a telescope.

You may already know that the four stages through which a prospect moves toward purchase are as follows:

1. awareness of a need

2. interest in potential solutions

3. desire for a preferred solution

4. action to obtain the solution

It’s important to work out which stage in this process the people you’re targeting have reached, and to ensure

that the keywords you’ve chosen for the site’s content optimization reflect that. There’s no point optimizing
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your ads to catch the eyes of searchers who are ready to buy a particular solution, and then, on your presell

page, shifting back to the need-identification stage. Make sure the keywords you’ve chosen reflect the needs

of the customer, and are matched by your content.

Optimize as Much as Possible on Keywords

Once you’ve worked out who you’re targeting, and which keywords will reach that audience most effectively,

make sure you optimize your site’s content to promote those keywords. While the PPC side of the equation

may bring in much of your traffic, taking the time to carefully optimize the content itself will increase your

organic search traffic, and overall revenues.

Perhaps, in your assessment of where your audience members are in the prepurchase decision-making

process, you identified that you wanted to meet the needs of users in both the interest and desire stages.

You might have decide to create separate pages to meet the information requirements of these different user

groups, optimize the content heavily for the keywords appropriate to that group, and then target separate

PPC campaigns for each page. The page designed for those with an interest in potential solutions will lead

visitors to the page designed for those with a desire for the affiliate product you offer. That page will move

visitors to the point of action, and provide them with the opportunity—through your affiliate link—to take

that action.

Keyword optimization is critical if a strategy like this is to work, and is central to the success of your campaign

even if you’re only targeting users at the point of action.

Treat the Campaign as If It’s Your Own

You may feel a tendency to see your work on affiliate programs as work for someone else. After all, it’s not

your site the user are buying from, and there’s not much you can do about the actual sales pages, right? It

would be best to leave the difficult thinking to the affiliate marketer … or will it?

The truth is that your PPC and affiliate efforts will almost always be more successful if you put in the effort

you’d put into promoting your own site, services, or products. Remember: this campaign is yours, even if

the product it’s selling isn’t. Think creatively and passionately about what you’re doing, and invest the

time to make the campaign successful.

Organic Search Optimization … and More

As I’ve hinted above, the other issue which will have a huge bearing on the success of your affiliate site is

how well you’ve optimized it for search engines. The way some pundits talk, you’d be forgiven for thinking

that organic search wouldn’t be very important to your site’s success, but consider for a moment what would

happen to your commissions if your affiliate site achieved a place somewhere in the top three results on

the SERPs for your keywords.

Throughout this discussion, I’ve emphasized the importance of selecting keywords that match your target

audience’s needs with your content and the solution with which your site is affiliated. Writing keywordoptimized

content and planning PPC campaigns around those keywords is just one piece of the puzzle.

Consider also other techniques—link building, cross-promotion with other sites, and so on—that will help

you draw new members of your target audience to your site, and continue to increase your site’s reach.

Similarly, make sure you take the time to regularly review users’ paths through your site, entry and exit

pages, responses to your content, and so on. This is the only way you’ll really come to understand which
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aspects of your work are succeeding and which are not. It’s the only way you’ll learn what your target

audience likes, what they respond to, and what they want. And once you have that information, you’ll be

well on your way to having the means to improve your profitability on a continual basis.

Affiliate Issues

As with advertising networks, a number of issues can arise with affiliate programs and networks: Here’s an

outline of the common issues, along with some advice on what you can do if you find yourself affected by

them:

■ The network declines your application to join.

■ You expect successfully monetizing your content to be easy.

■ The network bans you from its service.

■ You don’t get paid your earnings.

Each of these issues was covered in detail in Chapter 6, so I won’t go over them here again. Instead, here

we’ll focus on two issues that relate specifically to affiliate programs.

You’re Accused of Affiliate Spamming

Affiliate spamming is the term given to affiliate web sites that replicate too closely the web site of the affiliate

marketer. Sometimes, affiliates with little imagination decide that, instead of creating unique presell

content themselves, it would be less work to simply replicate the affiliate marketer’s own content, page

layout, and design. This approach is basically a copyright infringement, and most organized merchants

will advise specifically against this in their terms and conditions.

That said, as you create your presell page or site, you might find yourself relying fairly heavily on the content

of the affiliate marketer’s site—especially if the product is complex, or new to you. Such reliance may lead

your site to be deemed affiliate spam by the affiliate marketer.

Spam’s Other Flavors

Another practice which is often termed “affiliate spam” is the mailing of unsolicited promotional emails by

an affiliate touting the virtues of a merchant’s product. Such a practice is, obviously, not conducive to

friendly merchant affiliate relations and is in fact illegal in many countries. Just don’t do it!

If you’re accused of affiliate spamming, your only option—assuming you want to remain affiliated with

that advertiser—is to rectify all the problems that the advertiser identifies with your presell content. Go

back to the section called “Preselling Affiliate Products” and recreate your content using those points as a

guide, and make sure the advertiser is happy with your revisions before you publish them to the Web.

The Program Isn’t Tracking Your Generated Sales Properly

This was much more of a problem in the bad old days than it is now, but it can still occur, so it’s worth

mentioning.

Back at the start of this chapter, we mentioned that merchant sites place cookies on the computers of visitors

you send their way, and those cookies indicate that you referred the visitor to the site. The whole idea behind

this tactic is that it improves your commission potential. For many products, the user may need time to
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consider the merchant’s offer before they buy—they may not buy immediately, though they may bookmark

the site for future reference and, potentially, use it to make a purchase.

The problems with this technique, which is ubiquitous in the world of affiliate marketing, are varied and

many, though they tend now to pop up only occasionally. Run a search on "affiliate programs",

"tracking problems" and you’ll find countless discussions, blog posts, and reports that show just how

tenuous this facility can become. The introduction of new technology associated with affiliate sales (like

this instance of checkout update involving Google),11 and the upgrading of existing services or technologies

(as occurred with eBay’s US affiliate tracking in early ’07)12 can have severe and far-reaching implications

for affiliates. The Google checkout issue occurred at Christmastime, and though it was rectified swiftly, it

still impacted upon countless affiliates’ commissions at that critical time.

Of course, the other age-old, inescapable issue with cookies is that a large percentage of users are estimated

either to delete or clear their cookies on a monthly basis, or to have their computers set not to accept

cookies at all. Back in 2005, this percentage was estimated at around 39% by JupiterResearch,13 but in 2007,

it was suggested that a figure around 30% might be more accurate.14

Given this situation, it’s not a bad idea for you to keep an eye on the levels of traffic you send to merchant

sites through your affiliate ads. How can you do that? Well, the first stop is your site statistics package.

Some—but not all—packages will tell you the most popular URLs on your site, most popular exit pages,

and/or sites to which your users went when they left yours. This information can give you a rough idea of

the number of users you send to your affiliate site, but even if your stats package offers these counts, it’s

not likely to offer you the kind of detail you really want.

The techniques for specifically tracking the traffic you send to merchants from your site hinge on the careful

use of redirects. Also known (confusingly!) as go pages, and affiliate jump pages, a redirect isn’t actually

a page—it’s a process by which a user’s path from one URL to the next is changed—usually without him

or her noticing. You can use redirects on either the client or server side, but the upshot is the same: you

end up with a nice, neat, trackable URL that you can use consistently throughout your site’s pages, and

your users, at most, notice the slightest of lags between clicking the link on your site and the loading of the

page they requested. Of course, the real benefit of this redirect file is that you can add tracking code to it

so that you can keep a close eye on the exact number of users who load it in the process of accessing the

merchant’s site. You can then compare these details with the statistics your affiliate network or merchant

provide you, to ensure that you’re getting credited with the traffic you send.15

If you believe you’re experiencing problems with a merchant’s or network’s tracking capabilities, your first

stop should be the support area of the merchant or network you’re using. (You could also have a look at

the organization’s corporate or technical blog, if it has one.) If you can’t find any notices of service problems

of the kind you’re experiencing, get in touch with the merchant or network, and explain the problem as

you see it. If that doesn’t bring you any joy—perhaps they simply say that you haven’t generated as many

sales as you think—asking for opinions in a discussion forum like SitePoint’s Advertising Sales and Affiliate

11 http://affiliate-blogs.5staraffiliateprograms.com/844/google-checkout-affiliate-tracking.html

12 http://www.taommo.com/archives/2007/04/17/ebay-affiliate-tracking-problem/

13 http://www.jupitermedia.com/corporate/releases/05.03.14-newjupresearch.html

14 http://www.e-consultancy.com/news-blog/364728/the-cookie-is-dead-long-live-the-flash-cookie.html

15 For a straightforward description of this process, see Ben Cook’s Blogging Experiment article at

http://bloggingexperiment.com/archives/affiliate-jump-pages-why-and-how.php.
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Programs16 area is a good way either to get assistance understanding the issue, or finding others who use

the same service and may or may not be suffering the same problem.

Summary

There’s much talk—and many expensive ebooks—about the challenges, difficulties, and value of “insider

information” associated with affiliate marketing. I hope this chapter has revealed to you that most of the

secrets are in fact common sense, and that with a little research and forethought, you can enjoy the same

levels of affiliate success as those “pros.”

In these pages, we learned how to track down potential affiliate programs and networks, and how to assess

their suitability for our own sites. We focused heavily on the more profitable approaches to affiliate marketing:

creating presell content, or dedicated affiliate sites, to help prepare and prequalify the users who click on

our affiliate links. We discussed the processes involved in creating compelling, credible presell content,

and ensuring that a dedicated affiliate site meets the precise needs of the audience members it’s targeted

to, via PPC advertising and keyword selection, as well as some more generic, but very helpful, promotional

tactics. Finally, we explored the key issues affiliates face in their day-to-day engagements with merchants,

and discussed some ways to overcome potential problems.

If you have a passion for the close targeting of a particular niche—if you want to really make your site’s

users happy, and you love striving to meet their needs—affiliate marketing may well be an arena in which

you can excel. There’s definitely money to be made through affiliate programs, so don’t be shy. Get out

there, get affiliated, and start reaping the rewards!

16 http://www.sitepoint.com/forums/forumdisplay.php?f=6
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What's Next?

If you’ve enjoyed these chapters from The Web Site Revenue Maximizer, why

not order yourself a copy?

When you order this kit, you will receive a rather large box delivered straight to

your doorstep. The box will contain a folder and a CD-ROM.

This folder is broken into ten chapters and three appendices:

• Learn how different sites turn a profit

• Choose a site that will fulfil your expectations

• How to protect yourself legally

• Putting your plans into action!

• Attract the right visitors to your site

• Turn pageviews into profit

• Use Affiliate Marketing to generate massive revenue

• Ecommerce is big business; get your own piece of the action

• Unlock new insight about your online operations

• How to buy, renovate, then flip your site for profit

• Full reviews of existing monetization services

• Online resources that will help you buy, renovate, and profit from sites

The CD-ROM contains essential templates, tools, and documents:

1. Worksheets

o Competitive Framework

o Site Valuation Worksheet

o Content Plan Worksheet

o Link Building Worksheet

o Promotion Plan Worksheet

2. Keyword Analysis

o Keyword Analysis

o Keyword Analysis Instructions

3. Documents

o Sample Request for Proposal

o Sample Non-Disclosure Agreement

o Sample Intellectual Property Transfer Agreement

4. Software

o Drupal

o phpBB

o punBB

o Textpattern

o Typo3

o Vanilla

o WordPress

5. Bonus Content - Deleted Sections

o Backordering Domain Names

o The Legalities of Email

6. Samples from other SitePoint Products

o SitePoint Samples

Order a copy today!
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cost per action (CPA)

selling ad inventory, 130

cost per click (CPC)

selling inventory, 130

cost per mille (see CPM)

costs

affiliate marketing, 105

predicting, 32–33

web site flipping, 214
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web site metrics software, 201

country code TLDs (CCTLD)

defined, 50

CPA (cost per action)

selling ad inventory, 130

CPA networks

defined, 120

CPC (cost per click)

selling inventory, 130

CPM (cost per mille), 117

selling ad inventory, 130

CPM networks

defined, 120

CPX Interactive, 238

creative executions, 119

credibility

building online, 189–195

credit card fraud, 182

credit card interchanges, 173

CTR (clickthrough rate)

software for calculating, 243–247

customers

information requirements, 183

services to, 195

testimonials from, 191

D

Dart For Publishers (DFP), 133

dedicated hosting, 73

deferred processing, 179

demographic profiling, 147

description tag (see meta description tag)

descriptions

products, 190

developers

web sites, 70, 72

Digg, 93

Digital Millennium Copyright Act (see DMCA)

Digital Point Forums, 216

direct navigation

enabling, 94–96

directories

submitting web sites to, 91

DMCA (Digital Millennium Copyright Act)

about, 45–46

enforcing copyright, 40

DMOZ, 91

DNScoop, 224, 276

domain names, 49–56

about, 50–51

choosing, 51–55

registering, 55

domain registrars

list of, 261–263

domains

(see also public domain)

direct navigation, 94–96

downloading

products, 186

drilling down

web site metrics, 203

drop-shipping, 188

products, 188

Drupal, 257

duress

defined, 47

E

earnings (see revenue)

earnings-per-100-clicks (EPC)

affiliate marketing, 156

eBay, 217

ecommerce

about, 170–182

ecommerce web sites, 4–5

eCPM, 118

electronic product sales, 28

elements (see TITLE element)

encryption, 172

enforcing

your copyright, 40–42

eNom, 262

entry pages, 198

EPC (earnings-per-100-clicks)

affiliate marketing, 156

Etomite, 258

event sponsorship

using, 112

eWebCounter, 271

exit pages, 198

expired domains

using, 96
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extensions

domain names, 50

eZ publish, 259

F

fair dealing, 37

fair use, 36

file names (see extensions; image filenames)

Firefox Search Status extension, 222

FireFox Search Status extension, 276

flipping web sites, 213–235

about, 213

adding value, 228–230

buying sites, 214–228

resources for, 275–276

selling sites, 230–234

formats

ads, 125

advertisements, 121

forums

adding, 114

software for, 263–267

using, 92

fraud

affiliate marketing, 104

avoiding, 182–185

detecting with Yahoo Site Explorer, 222

payment gateways, 181

free content, 60

freebies

affiliate marketing, 162

friction points, 194

G

gamevertising

defined, 122

glossary, 277–286

go pages (see redirects)

GoDaddy, 262

good content

defined, 57

Google

(see also PageRank)

A/B testing, 103

Google AdSense, 239

Google AdWords Keyword Tool, 21

Google Analytics, 272

Google search engine, 267

Google Toolbar, 220, 276

guarantees

offering, 193

H

hard text link sales, 140

headings

optimizing, 83

hits, 199

hosting

downloadable products, 186

hosting web sites, 72–76

hyphenation

domain names, 52

I

identification

asking for, 184

image filenames

optimizing, 84

images, 108

incoming links, 89

in-context links, 89

indexing

web pages, 79

information architecture, 58

information requirements

customers, 183

infringements

of your copyrights, 39–40

intent

defined, 47

Internet merchant accounts, 177

inventory

unsold, 138

inventory value, 126

investment

assessing web sites, 217–226

Invision Power Board (IPB), 263

J

JazzRadical.com, 82

Joomla, 260
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K

KEI

defined, 24

Keyword Discovery, 21

keywords

affiliate marketing, 165

analysis, 200

conducting research, 19–27

domain names, 52

researching, 147, 156

researching competition, 12–14

L

landing pages

creating, 100–103

law (see legal issues)

lead generation, 28

lead tracking, 104

legal issues, 34–48

contracts, 46–47

copyright, 34–42

DCMA, OCILLA and user-contributed content,

45–46

rights of others, 42–46

license

copyright, 43

Lifehacker.com.au site example, 153

link baiting, 90

link building, 13

about, 88–93

link exchange, 90

link farms, 89

listing

web sites for sale, 231–233

LiveJournal, 255

logos, 108

Lowter.com example, 127

M

Mail Order/Telephone Order (MOTO), 177

maps (see sitemaps)

marketing

(see also affiliate marketing)

marketplaces, 30

matrices (see positioning matrices)

media

advertising through, 112

meetings

with web site developers, 70

members

communication with, 230

memorable domains

creating, 94

merchant accounts

about, 176

defined, 173

merchant processors, 173

meta data, 13

meta description tag

optimizing, 86

metrics

web sites, 197–202

Mint, 272

misrepresentation

defined, 47

Miva, 268

Mojo Adserver, 133

MOJO Publisher, 246

monetizing content, 117–142

advertising networks, 117–122

affiliate marketing, 145–160

creating and planning ad inventories, 122–127

optimizing web sites for ad revenue, 133

other practices, 139–141

publishers, 137–139

selling ad inventories, 127–133

Moniker, 262

Movable Type, 252

MSN, 269

N

Namecheap, 262

NamePros, 216

navigation (see direct navigation)

negotiating

web site sale, 226

network chaining, 130

Network Solutions, 263

networking (promotion)

using, 112
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networks

(see also advertising networks)

affiliate marketing, 144

newsgroups

using, 92

newsletters

sending, 113

niches

about, 8–11

identifying, 146

keyword research, 156

notification

copyright infringement, 40

O

OCILLA (Online Copyright Infringement Liability

Limitation Act), 45–46

offline promotion

about, 110–112

off-page factors, 79

Online Copyright Infringement Liability Limitation

Act (OCILLA), 45–46

online stores

about, 174

ecommerce process, 172

free storefronts, 175

on-page factors, 79

Open Directory Project (OPP), 91

OpenAds, 245

(see also OpenX)

opening sentences, 82

OpenX, 132

(see also OpenAds)

optimization

(see also search engine optimization)

web sites for affiliate marketing, 160–167

orders

fulfilling, 185–189

orienting text, 83

Overture Keyword Selector Tool, 21

P

page copy

optimizing, 81

page design

ad inventories, 125

page loads, 198

page titles, 13

PageRank

about, 80

pages

(see also landing pages)

count, 198

indexing, 79

ranking, 79

patents, 35

paths analysis, 199

pay per click (see PPC)

payment gateways

choosing, 180–182

payment processing, 173

pay-per-click advertising

using, 96–103

permissions

copyright, 43

per-page content planning, 59

persona, 27

phone

publishing phone numbers, 190

photos (see images; shots)

phpAdsNew (see OpenAds; OpenX)

phpBB, 264

physical product sales, 28

placement

ads, 124, 133

targeting, 103

plagiarism, 39

planning, 8–33

ad inventories, 122–127

audience profiling, 27–28

competitive research, 11–18

costs, predicting, 32–33

keyword research, 19–27

niche approach, 8–11

revenue models, 28–31

revenue potential, 31–32

web site content, 56–65

web sites, 149–155

positioning

about, 14

positioning matrices

plotting the competition, 14–18
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PPC (pay per click)

search engines, 267–269

PPC advertising

affiliate marketing, 163–166

PPC Arbitrage, 139

PPC networks

defined, 119

PPP blogging, 141

premium listings

selling web sites, 232

preselling

affiliate products, 160–163

press releases

submitting, 93

price

PPC ad copy, 99

selling web sites, 233

structure for payment gateways, 181

print promotion

using, 111

privacy statements, 193

private-label drop-shipping, 189

processing

payments, 179–182

procuring

(see also buying; sourcing)

content, 60–65

products

from affiliates, 160–163

choosing, 150, 171

downloading, 186

drop-shipping, 188

images and logos, 108

selling, 6

shots and descriptions, 190

trials and samples, 192

profiling (see demographic profiling; psychographic

profiling)

psychographic profiling, 147

public domain, 37

publishers

problems working with, 137–139

PunBB, 264

purchase decision-making process, 146

Q

qualified leads, 102

quality

content, 13

web site design, 194

quality score, 119

R

ranking

web pages, 79

rankings, 13

Real-time processing, 179

reciprocal links, 90

redirects, 168

referrers, 198

Register.com, 263

registering

(see also domain registrars)

copyright, 38–39

domain names, 55

repeat traffic

strategies for, 113–115

representative networks

defined, 120

Request for Proposal (see RFP)

researching

keywords, 147, 156

web sites, 220

reseller hosting, 74

reserve price

web sites, 232

Return On Investment (see ROI)

returning visitors, 198

revenue

collecting from ad networks, 139

generating, 6–7

optimizing web sites for, 133–137

predicting potential, 31–32

revenue models

about, 28–30

selecting, 30

reviews

affiliate marketing, 161

RFP (Request for Proposal

assessing, 71

creating, 68
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rights (see copyright; legal issues)

RMX Direct, 246

robots text file, 13

ROI (Return On Investment)

offline promotion, 110

pay-per-click advertising, 97

RON advertising, 132

S

sales of affiliate products, 29

samples

affiliate sales, 162

products, 192

saturation

defined, 13

scams

drop shipping, 189

search box advertising, 135

search engine optimization

about, 78–88

affiliate marketing, 166

link building, 89

search engine results page (SERP), 80

search engines

PPC, 267–269

search volumes

keywords, 20

second-level domains (2LDs)

defined, 51

section targeting, 134

secure certificates, 172

secure payment gateways, 173

secure servers, 172

secure socket layer (SSL), 172

security

(see also fraud)

downloadable products, 186

SEF URL (see URL)

segments, 9

selling, 170–196

ad inventories, 127–133

ad space, 6

building credibility, 189–195

ecommerce basics, 170–182

fraud and chargebacks, 182–185

fulfilling orders, 185–189

products and services, 6

tracking sales, 167

SEOmoz page strength tool, 220

SEOmoz Page Strength Tool, 276

service sales, 29

servicemarks, 35

services

choosing, 171

selling, 6

serving ads

how to, 132

shared hosting, 72

shipping

products, 187

shopfronts (see online stores)

shopping carts

about, 174

downloading products, 186

ecommerce process, 172

shots

(see also images)

products, 190

Simple Machines Forum (SMF), 265

site use agreements, 44

sitemaps

optimizing, 87

SitePoint Marketplace, 215

SMF (Simple Machines Forum), 265

software

ecommerce, 173

for calculating CTR, 243–247

forum software, 263–267

traffic analysis, 270–274

web site metrics, 200

sourcing

(see also buying; procuring)

web site developers, 70

spam

(see also affiliate spamming)

forums and newsgroup signatures, 92

spidering process, 78

sponsorship, 29

(see also event sponsorship)

statistics

improving web sites, 207–212

web site metrics, 202–207
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stores (see online stores)

straight drop-shipping, 188

structural content planning

about, 58

subdomains

defined, 51

submarkets, 9

submitting

web sites to directories, 91

subscriptions, 29

suppliers (see buying; procuring; sourcing)

support

customer, 195

syndicating content, 114

T

tags (see meta description tag)

targeted networks

defined, 120

targeting

(see also section targeting)

pay-per-click advertising, 103

Tell a Friend links, 111

terms of service, 151

terms of use information, 193

testimonials

affiliate marketing, 161

presenting, 191

testing (see A/B testing)

landing pages, 102

text ads, 108

Textpattern, 253

third-party processors, 179

Tidgulator, 223, 276

TITLE Element

optimizing, 85

titles

web pages, 13

top-level domains (TLD)

defined, 50

tracking

ad campaigns, 130

affiliate clicks, 160

competition keywords, 149

promotions, 110

sales, 167

TradeDoubler, 250

trademarks, 35

domain infringements, 52

traffic, 77–116

advertising with affiliates, 103–110

analysis software, 270–274

direct navigation, 94–96

link building, 88–93

offline promotions, 110–112

pay-per-click advertising, 96–103

repeat traffic, 113–115

search engine optimization, 78–88

sources, 200

transacting

web site sale, 227

transactions

fraudulent, 184

trends

web site metrics, 202

trials

products, 192

Tribal Fusion, 240

TypePad, 255

typo domains, 95

Typo3, 261

U

UK online copyright advice, 40

undue influence

defined, 47

Uniform Resource Locator (URL)

search engine friendly, 86

unique selling proposition (USP)

defined, 15

unique visitors, 198

unique visits, 198

unsold inventory, 138

URL (Uniform Resource Locator)

search engine friendly, 86

usability

web site design, 194

user location, 199

USP (unique selling proposition)

defined, 15
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value

adding to web sites, 228–230

factors for web sites, 218

ValueClick Media, 241

Vanilla, 265

vBulletin, 266

virtual private hosting, 73

virtual terminals, 180

visit duration, 200

W

W3Counter, 273

Wayback Machine, 222, 276

web logs (see blogs; PPP blogging)

web pages (see landing pages; pages)

web sites

(see also community web sites; content web sites;

ecommerce web sites; flipping web sites;

traffic)

building, 66–72

content, 56–65

domain names, 49–56

hosting services, 72–76

measurement and analysis, 197–212

optimizing for ad revenue, 133–137

optimizing for affiliate marketing, 160–167

planning, 149–155

types of, 1–5

Webalizer, 273

WebHostingTalk, 217

WebsiteBroker, 217

word of mouth promotion

generating, 110

Wordpress, 254, 256

Wordtracker, 21

Y

YABB SE (see Simple Machines Forum (SMF))

Yahoo Publisher Network (YPN), 242

Yahoo search engine, 268

Yahoo Site Explorer, 221, 276
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