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Designing for SEO 
A SPN Exclusive Article By Rand Kramer (c) 2011
 


Is it possible to design a great looking website and achieve a
high level of search engine optimization (SEO)? It sure is and
we see evidence of this all over the web, as well as in mobile
platforms. In recent years the heavy emphasis on web standards
has enabled designers to develop more creative, engaging
interface designs without compromising SEO goals. Effective SEO
is no longer a mystifying goal that only trained SEO consultants
can achieve. Think of the combination of good SEO and quality
design as just sound site development. To dig in further, this
article takes a closer look at how to achieve both without
having to sacrifice design principles or effective SEO.

Lessons from the Design Studio



Here are some things to think about well before, and during, the
design process:
 


1. When setting up a page structure and composition, designers
tend to start with a specific defined grid system. Designers
look at the grid as a foundation for positioning elements on the
page. You should take it a step further by considering how the
grid can support elements for SEO. Not only where images and
text will be placed on the page, but also setting up a clear
hierarchy of information, logical page titles and text links,
headings and sub heads. This approach not only supports users'
browsing behavior but also makes it easier for search engine
spiders to move throughout the site.



Aarron Walter's, Building Findable Websites, makes the point that
designers should think about human interactions first and not
try to trick the system to get to the top of search rankings.
"Build for humans first and at the same time make sure our
content is accessible to machines as well, which is going to
help us reach more humans to make it more findable."



The first place to start is clear page titles. The page title is
essentially what displays in a Google search results page. It
needs to be clear and express your brand and what you do. An
example of how we set up our home page title is: "Interactive
Agency, Web Content Management & Application Development -
Siteworx." It covers who we are, our top areas of expertise and
company name. The same title technique should be applied to all
sub pages so each is unique.

2. Search engine spiders read clean semantic markup and basic
HTML. They read from left to right and top to bottom. It is
important to make sure that unnecessary tables do not obstruct
your HTML code. Most competent designers today would not
consider building a site with tables and are on board with
standard and validated code practices.



JavaScript at the top of your page can also inhibit search
engine spiders. Some developers suggest placing the JavaScript
at the bottom of the page. Be careful if you take this approach
since it can substantially slow down page load times. In
addition, for global drop down menus that may be overlooked by
search engines it is recommended to have a set of redundant
navigation links in the footer and as inset sub page navigation.
Also be sure to use cascading style sheets (CSS) to emulate
rollover effects and don't use images in the place of text.
 


3. As a designer, I have always enjoyed the benefits of the
interactivity of Flash and bringing Flash into components of a
website. Flash as an early web tool allowed designers to think
more about the emotional user experience and less about
technical considerations. Designers could think about
interactive immersive environments and less about the Web as a
page metaphor. In addition, Flash allows typography and video to
render uniformly across a variety of platforms, which removed
design limitations found in straight HTML-based sites.



The catch with using Flash as it relates to search is that
search engines have trouble getting into published .swf files
and cannot effectively index the content embedded in Flash
files.



One work-around has been to imbed a smaller Flash component into
your HTML page and keep your navigation links and supporting
content outside of the Flash component. For example, YouTube
uses a SWF video player and is a highly
visible and searchable site. It uses effective titles and
descriptions embedded in the HTML parts of the page to make the
SWF videos more visible to search engines and more findable to
users.
To learn more on this topic, I'd recommend a very good
interview with Justin Everett-Church from Adobe


 

where he speaks about how to make Flash accessible. There's also
more information from Adobe at Adobe's Developer Connection:
Search Engine Optimization Technology Center.

4. Type should be type and not a graphic representation. Search
engines do not see graphics the same way as text. They see only
a single associated alt tag. If you present text elements as
graphics, you are putting your site at risk for lower search
engine rankings. Instead, use system fonts for text, which is
also a basic principle when building a purely HTML site.



So much has evolved in the area of web fonts that there is no
reason for a designer to render text elements as graphics. You
can still start by laying out your text in your illustration or
painting program of choice. Having the flexibility to try
different font selections, move type around, and mix and match to
communicate the brand direction is essential. Once your design
is approved and you are moving onto the build phase, take the
time to acquire your Web fonts and build the tags into your
code. There are very affordable ways to license Web fonts if
that's something you're considering.

5. An area for designers that is not discussed often enough as
part of the SEO equation is information architecture and design
conventions. The ability for users to find a web site depends
not only on how well the site is built from a technical
perspective, but also on good user experience principles. By
focusing on-site architecture and sticking with some basic
conventions, you'll produce clearly defined content and pages
for your site. Your users will find what they are looking for,
visit more of your site, stay longer and tell others about the
site. After all, that is what you should strive for.



Design conventions are somewhat like rules that have become part
of a visual, non-verbal language for the Web over time.
Conventions allow a designer to solve common design problems so
he/she can focus on other specific issues around content,
branding and features. Typical conventions for example are a
company's brand mark in the upper left corner of the page,
while search typically is located at the top right. Underlined
or blue text indicates a clickable link. There are conventions
for button styles and link styles. Peter Lynch and Sara Horton
have developed a site that touches on design conventions and
other Web style suggestions that you can view at Web 
Style Guide 3rd Addition.



Ultimately, it is possible to have a well designed website that
is visually appealing, content rich and emotionally engaging -
while also achieving high search engine rankings. As designers,
we shouldn't ever pursue top search ranking to the detriment of
usability, accessibility and brand integrity. If you plan for
both, and realize that as a good designer, SEO and compelling
design are your responsibility, this will lead you to creating
findable sites and enjoying the kudos of happy clients.



There are many good books and articles about SEO best practices,
as well as a wealth of materials at Google Books. 
Two excellent books on the subject
for a more comprehensive view are:



  * SEO for 2011: Search Engine Optimization Secrets Practices,
     Sean Odom.



  * The Art of SEO. Eric Enge, Stephan Spencer, Rand Fishkin, and
     Jessie C. Stricchiola foreword by John Battelle. Published by
     O'Reilly Media, Inc. 2010, p. 239.
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Create On-Site Content
that Provides Benefit

A SPN Exclusive Article By Nick Stamoulis (c) 2011
 


In the world of SEO and Internet marketing, content is the
reigning king. Content comes in many forms - blogs, videos,
articles, white papers, posts on social networking sites and
more. It doesn't matter what kind of content your company is
producing, as long as it is relevant, engaging and quality.
Indeed, the Google Panda Update showed us that producing content
that is anything less has the potential to negatively impact
your website, aside from not providing any real benefit in the
first place for you or your readers.



However, companies shouldn't just be focusing on the content
they create that gets published offsite; they also need to focus
just as much, if not more, on the content that fills their own
pages.
 


All the SEO efforts in the world aren't going to provide any
real advantage for a website if the site doesn't help itself.
This means the site needs to be well-optimized, have a solid
structure and contain content that provides real benefit to the
readers and that helps convert traffic to leads or sales.
Visitors to a site that hasn't taken the time to do these things
often feel like they've been tricked into coming to the site.
The link that got them there promised relevant information and
instead they get a lot of generic, boring content. While having
a large amount of traffic being directed to your site is great,
seeing them go as fast as they arrived means something is wrong.
Your site isn't measuring up and your page content is the most
likely culprit.



Your website's content is what is going to convince visitors to
stay and, hopefully, encourage them to act. So give them a
reason to do just that. If a visitor comes to your site because
they were looking for information, (perhaps an answer to a
question) your content better give it to them. One way to make
sure this happens is to create a FAQ page. Not only does the
FAQ page provide answers for common questions people have about
your company, it can have information about your industry in
general.



Say you own an auto shop and someone searches for "getting
rid of paint scratches" or something to that effect. Your FAQ
section can answer their inquiry by talking about common
remedies they can try at home, while simultaneously prompting
them to come into your shop if the damage is too great for a
simple touch up. Not only have you answered their question, you
have also placed your company in their mind as a possible
solution to their paint problem. You weren't just trying to
sell them on your services, which can turn a lot of visitors
off. They don't want to be sold to, they just want the
information they were looking for. Your content has to give them
that information and convince them that your company has even
more to provide.
 


If your industry has its own terminology, why not create a
glossary for your visitors? Educating your target audience makes
it easier to communicate with them. Some keywords your site may
be targeting are probably industry specific, but not well known
to the general public. How do you get people using those terms
to conduct searches? You teach them. Companies that work in
technology, manufacturing, medical or any other industry that
relies heavily on industry verbiage need to educate their
website traffic in order to turn them into customers. Plus,
those glossary pages can become entry points for your site. When
someone searches for "definition of cloud computing," your
glossary can answer their question and direct them through to
your site.



A common problem many sites have is that they break their
content up and spread it across too many pages. Yes, your
company might provide a dozen different services and you want to
rank well in the search engines for each of them, but does each
service need its own page? Say you run a boutique marketing
firm.
 


One of your biggest draws is your social media management
services. There are a lot of components that make up social
media management - consulting, training, profile development,
brand management and more. Do you give each one of these facets
of social media management their own page of content? Are you
going to be able to write enough quality content to justify
those additional pages? Sometimes it is better to condense
multiple pages of thin content into one or two pages of solid
information.



You don't want to make it hard for a visitor to find what they
are looking for when they arrive on your site. Don't bury the
real information in webpage fluff just to get your word count
up. Why write an essay's worth of content for one page and make
the reader search for what they want. Any content that is below
the fold - the point where users have to scroll down - has less
of a chance of being read because people don't want to go
hunting for information. It's a fine line between too little
and too much content on a page, and really good website content
is developed over time.



The bottom line is that you have to create website content that
provides as much value as offsite content. Content that gets
produced elsewhere helps build your brand, but your site needs
to measure up to that promise. Don't let good traffic go to
waste with inadequate page content. There is no guarántee that
the "first draft" of your page is going to be the best. Sites
have to monitor visitor traffic to see what is and isn't
working. Where is your content too thin? What pages need to be
rewritten? Can you turn one page of content into two without
losing value?



Good website content has to be clean, easy to read and
understand, and provide real value to the reader. Just like
offsite articles, guest blog post submissions and other forms of
content marketing, your webpage content needs to serve a real
purpose. If all your offsite content were to disappear and you
were forced to rely on it, would your site content be enough to
drive visitors to action?

 

About The Author
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Avoiding
 the Blindingly Obvious

A SPN Exclusive Article By Enzo F. Cesario (c) 2011
 


Take a look at 
this image.



This advertisement is something of an Internet legend at this
point. Now, I'll go out on a limb here and say that Intel isn't
actually racist. But just look at the image and try to imagine
it in any other context. There is very little else that six
black gentlemen bowing to a white person can evoke in most
peoples' minds. There is the obvious connection to speed, but
even a single image of the sprinter - after all, the same guy
has been Photoshopped in six times - would have been fine,
especially by itself. Instead, the obvious athleticism of the
"sprinters" works against the picture, because it's six very
strong and muscular looking men doing homage to a nerdy office
type.
 


The thing is, this should have been painfully obvious. It
certainly was to consumers. The moment this thing was shown, the
backlash was incredible. It actually prompted Intel to pull the
ad and apologize for the obvious blunder. The public figured it
out, the Internet still laughs about it and, all in all, the
whole thing raises the question of just what in the world
happened. It's pretty clear that either Intel didn't do a focus
group test, or that their focus group is just as insulated from
the real world as the people who came up with the ad in general.



Advertising isn't the only part of branding, of course, but this
incident in particular brings up an issue that is important to
all branding efforts. Specifically, it involves getting away
from the idea of marketing, and getting to know your market.



Markets are made up of people, and their value to a branding
campaign is the word-of-mouth they can provide. Be it genuine
face-to-face discussions or a video going viral, getting people
to talk about a product is the best way to make it a success.
Conversely, it's also the best way to kill a product.
 


Take a similar, more recent incident. Sony was attempting to
market its PSP handheld gaming console. Given the recent success
of low-budget, clever independent productions, the company
decided to give this style a try. They started a guerilla
marketing campaign, spray painting graffiti style images of kids
holding and playing PSP handhelds. Then they began a campaign
about their new, white-framed model of the device, and attempted
to portray it with billboards of a black woman and a white woman
fighting. Finally, they had an actor pose as a 'random' user of
the PSP and promote it on video sites such as YouTube.



As the satirical humor site Cracked.com pointed out, these
efforts all fell flat. The graffiti efforts were picked up as
blatantly obvious corporate marketing from the get-go, the
billboard catfight advertisements were ridiculed as bizarrely
racist - incidentally, what is it with advertisements being
accidentally racist? - and the video series was picked up on as
corporate shilling quite quickly as well. Sony finally got the
hint and went back to more traditional advertising efforts,
moving out of guerilla marketing almost completely.
 


Again, these efforts scream of a disconnect from the target
audience that should have been fairly obvious. Even a brief test
marketing to the public would probably have revealed the flaws
in each of Sony's efforts.



Part of it lies in an inability for some branding efforts to
take their audience seriously. The market is made of people, not
robots. You can't throw a switch and get a result. People have
varied and subtle reactions to things, and if you make an idiot
of yourself they will notice. You have to give your market
credít if you want to succeed.



In particular, the graffiti and YouTube ads were the most
patently condescending in this sense. They were outright lies;
the company tried to make it look as though grassroots support
for its product had spilled out into urban and online culture.
Sony was caught out almost immediately, and suffered
appropriately for it. To its credít, Sony did own up and
apologize, saying it had gotten the message. But the lesson
definitely should be clear for everybody: The Internet has made
it much harder to lie to people. If you don't respect your
market, they are not going to respect you.



So the take home lessons are:

1) Don't skip the all-important step of marketing your product
to a smaller test audience before you go public with it. Ask
people their honest advice about things, preferably people
outside your immediate market as well as those you intend to
market it to. A diversity of opinion can be a rewarding return.



2) Respect your market's intelligence and don't try to be more
clever than they are. One company only has so many minds, and
cannot in the end outwit the omni-mind of the world wide web.

 

About The Author
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Website Redesign
 Best Practices - Part 1

By Ben Kemp (c) 2011
 


Website redesign proposal checklists should take careful account
of the current status of the existing website. Rather than just
rush headlong into the web redesign / rebuild process, an
assessment of the good and bad elements of the original site
should be made. Include consideration of SEO aspects. All too
often, the website makeover results in a dramatic downturn in
search engine rankings! Don't underestimate the value of the
existing indexed pages... or the benefits of current organic
SERPs. Run the rebuild idea past an SEO consultant.

The Risks to Current Rankings



Be aware that existing search engine rankings can all too easily
go down the toilet! Why? Well, that's the consequence of not
planning and executing strategies to cover the threats.
 


Page Redirection



Without a trail of breadcrumbs to find out where the old content
went, all search engines are left bewildered and floundering in
a sea of 404 Page Not Found errors.



   1. Top-Ranking Pages: Should be identified, preserved and
      enhanced.



   2. 301 Redirects: Old page URLs should be rerouted to the
      corresponding new page names. If that's not done, all
      indexed and well-ranked internal pages will suddenly
      generate 404 Page Not Found errors and will eventually be
      purged from all search engine indexes! All internal Page
      Rank will be lost, as will all client's Bookmarked page
      links and all "deep links" to internal content.



   3. Optimized On-Page Content: Previously optimized "good page
      content" should be moved to the corresponding new pages.



   4. Image Alt text: Old alt text should be copied to the
      replacement images.



   5. Meta-tags: Titles, descriptions and keywords should be
      copied to the corresponding new pages.



   6. Sitemaps: Provision should be made for XML or HTML Sitemaps.



If you fail to do the above, Google's search engine spiders and
bots will be forced to start from zero! If they are forced to
reassess the intent and purpose of the site, and you haven't
preserved the good elements, a drop in rankings is inevitable.

Rebranding



I don't have a problem with branding per se. However, while
branding consultants have great expertise in their sphere of
interest, they usually have minimal understanding of the issues
inherent in attaining top search engine rankings. Branding
consultants have no respect for your 10 year old domain. Any
recommendatíon to drop your aged / mature domain name in favor
of a new "trendy" business name is a severe risk to your online
presence.
 


Domain Redirection makes it possible to redirect all traffic
from the old domain to the new domain. You can couple that
with individual page redirection. However, that still leaves
you with all your old links pointing to a 'dead' domain and at
risk of removal. Don't underestimate the value of an aged domain
with lots of links! As an example, I just reviewed a rebuild
proposal that involved moving content from a 1999 registered
domain with 2900+ incoming links (including 100+ links from
domains with a +7 PR!) to a 2008-registered domain with 35 links.

The Rebuilders



Ok, so you're going to rebuild a mature site that's generating
business, but needs a more modern look and feel. Make sure you
choose a designer / developer who comprehends the importance of
the old content and understands the SEO aspects. Make sure the
fundamental SEO elements are included in the design architecture.



I repeatedly see website design output from designers that
amazes me such as the following:



   1. An SEO module was loaded but not activated - so zero
      meta-tag content on any page!



   2. A WordPress CMS with the Admin / Privacy settings set to
      "I would like to block search engines, but allow normal
      visitors."
 


   3. JavaScript main menus that SE's cannot penetrate, meaning
      no internal pages indexed!



   4. Flash main menu that SE's cannot penetrate, meaning no
      internal pages indexed!



   5. Splash / Intro pages with 1 link to the home page only, and
      Flash content - meaning zero Home page content!



   6. No sitemaps, just to make it even more difficult to find
      internal content!



If you are deliberately setting out to kill off a website, these
are very effective ways of doing so. There's a lesson here! If
you are going to rebuild your website yourself, or pay someone
else to do it, you'd best ensure that the person responsible for
the changes has a plan that includes at least the basics!
Failing to plan is planning to fail, as these examples clearly
show!

Do You Need Google?



While there are people out there who say that you don't, you may
rest assured that they are, in the main, not knowledgeable on the
subject. Unless (or until) you are a household brand name, you
are going to need search engines to deliver potential clients to
you. To get an increasing flow of visitors from search engines,
you'll have to play by their rules, not yours. Whenever you
cannot change the global reality to fít your perception, you
must adapt... or you'll simply be irrelevant!

New Site SEO Requirements



For maximum SEO benefits, there are some overall goals to aim for...



   * Search Engine Friendly URLs: Page File Names should be
     explicit, and keyword-rich, independent of Titles or Headings.



   * Off-Page Titles: Independent and unique page Titles are
     essential. Dynamic, with manual override will work fine.



   * Description Tag: Independent and unique page Descriptions
     are essential. Dynamic with manual override is okay.



   * Keyword Tag: Independent and unique page Keywords. Dynamic
     with manual override is okay.

   * Image File Names: Imported image file names should be
     preserved, allowing keyword-rich image names.



   * Image ALT Text: Dynamic based on file name with manual
     override is okay. Keyword rich image file names are
     important supporting elements of page content.



   * Menu Item Names: Controllable, independent of page
     Headings, with manual set hyperlink titles.


   * Page Headings: Formatted in H1, H2, H3 HTML tags,
     independent of menu name.



Make sure that the BASIC files are in place;



   * Robots.txt: with a link to the XML sitemap

   * Sitemap: XML, plus HTML

   * Custom 404 Error Page: standard page template, full menu etc.



Make sure that the BASIC Hosting issues are sorted;



   * www vs. non-www: Always use full canonical domain name,
     and prevent duplicate content being indexed.

   * Hosting: Correct country TLD - or correct country hosting.

 

About The Author

The SEO Guy, aka Ben Kemp, is a veteran SEO consultant with 14
years experience in 
SEO audits, website reviews  and

website redesign quote proposals accumulated over 24 years
of IT management work.

---===---
SEO Benefits of Blogging

By Kristin Page (c) 2011
 


Adding a blog to your website is a big decision, but it is 
something that every company should consider. A regularly updated 
blog can give people a reason to visit your website more often, 
and there are also SEO (search engine optimization) benefits to 
keeping a company blog.



Perhaps you've thought about starting a blog for your company,
but you're not sure it will be worth the extra work. Here's a 
rundown of the SEO benefits to help you decide.

More Content for Search Engines



Most websites have a fairly limited number of pages, and a limited 
number of words per page. Adding a blog means you can regularly 
create rich content, and include the keywords you're trying to 
rank well for in search results. You'll be giving search engines 
more pages and content to crawl on your site, and more opportuníty 
to see your important keywords.
 


For every blog post you write, you are giving yourself the 
chance to add content containing five to 10 new keywords. 
Some of these keywords could actually be longer phrases containing 
keywords 
you're already trying to rank well for in search results.



These longer phrases - called "long tail keywords" by SEO 
professionals - can be easier for you to rank well for. That's 
because, as a keyword phrase gets longer, there are fewer instances 
of it in search engine indexes. In effect, there's less competition 
for top rankings in results for searches on those keywords.



For example, a gardening supplies website could add a blog that 
offers gardening advice. Perhaps the company wants to improve 
its online sales of bulbs. Of course, the website will have pages 
selling spring bulbs, autumn bulbs and summer bulbs. The blog 
could also have articles about spring bulb planting mixtures; 
bulb planting tools; autumn bulb soil amendments; summer bulbs 
for shade; and many, many more topics surrounding the word "bulbs."



Every one of those phrases around "bulbs" is another keyword 
phrase. By adding lots of articles that include these phrases, 
the gardening supplies site would be signaling to Google that 
it has plenty of information about bulbs. The site's pages would 
show up higher in more searches that include the word "bulbs."



The more pages of your website you can get into the top slots of 
search engine results, the more potential website visitors you 
will have.

Updated Content for Search Engines - and People



Search engines don't like it when we allow websites to get 
out-of-date. Having a blog encourages people to update their 
websites more often.
 


When a new URL is added to your sitemap from a blog entry, search 
engines have a reason to come back to your website, crawl its 
pages, and possibly adjust its rankings of your pages. If your 
content just sits there and isn't ever updated, search engines have 
no reason to re-crawl your site.



Updating your blog frequently will give people a reason to return 
often to see what's new. It also gives them a reason to subscribe 
to your RSS feed. If you update your blog with information about 
your new products - or new uses for your products - you could 
generate more sales.

Link Power



One of the key elements of search engine optimization is links - 
not just inbound 
links to your website, but outbound links from your site to 
others.
 


When you link to other websites, you show search engines that 
you are trying to provide a good user experience for anyone who 
visits your website by sending them to other information sources 
you've judged to be valuable. Because links are how search engines 
discover new Web pages, you're also doing those other sites a 
good turn.



You can link to important pages on your website from your blog. 
Doing that signals to search engines which pages have information 
you think your blog readers will find valuable. While this won't 
automatically shoot your pages into the No. 1 spot in search 
results, linking to pages within your site will help search 
engines "see" the connections between your pages and their content.

Watch out for Duplicate Content



If there's one thing you should not do with your blog, it's 
duplicating content from another page of your website...or even 
worse, someone else's website. Search engines try to avoid 
returning duplicate content in search results. If your pages are 
seen as mere duplicates of other web content, that can cause 
search engines to rank your pages lower than they would otherwise.



There are, however, times when it's useful for your audience to 
republish material from another website. That's called syndication. 
You should always get permission from the author, and attribute 
the material to the original source, with a link back to the 
original article. Pages with content you've syndicated from 
others may not ever rank as well as pages where you publish your 
own original content - but you're providing a good experience 
for your visitors. That's not ever a bad idea.



To sum up, a blog is a great way for you to keep your website 
content fresh, boost your rankings in search results, and give 
people a reason to visit your site frequently. You don't have to 
be a slave to your blog, and there's no law saying it has to be 
updated daily, or even weekly. Start with once a month, and grow 
from there.
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Question and Answer Websites

By Sharon Housley (c) 2011
 


Question and answer websites have popped up all over the
Internet. These interactive sites are designed to connect
individuals and help them get answers to questions. We have
compiled a list of some of the more popular Question & Answers
websites below:

1. Yahoo! Answers



Yahoo! Answers is probably the largest and most respected
Question & Answer site on the web. You can ask questions on any
topic, or you can answer questions on any topic. There are no
fees to participate. The person asking the question can indicate
his choice for the best answer, and the community can rate
responses as well. Points and levels are given for answering
questions and receiving top ratings. Questions are categorized,
making it easy to find questions and answers in your area of
expertise. The Q&A database is also searchable, and you can
filter the search results so that only open or resolved questions
are displayed.
 


2. Amazon AskVille



Askville, powered by Amazon, is a community of people who ask
and answer questions. Unlike other Question & Answer websites,
Askville has a rich media component that allows respondents to
include videos or an Amazon suggestion with their responses.
Questions are categorized and searchable, making them easy to
locate in the Askville database.

3. AnswerBag



AnswerBag is a traditional Question & Answer website. The
AnswerBag site is free to use so you can ask and answer
questions of interest.

4. Yedda/AOL Answers



Yedda/AOL Answers is a free Question & Answer community, but on
a smaller scale than some others. Unlike other Q&A communities,
which often restrict the length of time you can respond to
questions, Yedda lets you answer questions for an endless
period of time. Yedda also displays related questions and
answers in addition to the question being replied to. New topics
and associations between topics are created dynamically by the
Yedda community.

5. Mahalo Answers



Mahalo Answers is a Question & Answer website with a twist --
Mahalo uses Mahalo dollars. Those asking questions can define
how much they will give for a good answer. Top answerers receive
Mahalo dollars.

6. BlurtIt



BlurtIt is a standard Question & Answer website. You can ask
questions, find answers, and share your knowledge with users
anywhere.
 


7. SimplyExplained



Are you an expert in a given field? Simply Explained gives you
the ability to share the knowledge and expertise you might
have in any subject, from Asbestos through to Zinfandel, by
answering questions relevant to your field posed by other
Simply Explained users from around the globe. You can choose
which questions to answer, and you will be ranked by other users
according to how helpful, accurate, and simple-to-understand
your answers are.

8. IMAnswers



IMAnswers is a Question & Answer site with an internet marketing
focus. Posters can ask and respond to marketing related
questions.

9. AskMeHelpDesk



AskMeHelpDesk is free-to-join site and contains a wide variety
of questions and answers.
 


10. Fixya



Fixya is a community resource capable of providing relevant and
up-to-date troubleshooting data. FixYa is designed for the
do-it-yourself market, for individuals who want to repair and
improve upon their already-purchased possessions. Individuals on
Fixya can share real-world experience and connect with others to
provide practical advice on a wide-range of topics from fixing
cars, to cameras, to iPhones, to printers, etc. FixYa
participants (FixYans) are part of a DIY revolution that helps
empower techies, tinkerers, and hobbyists around the wórld.

11. FunAdvice



FunAdvice started with five categories and a simple goal: - to
be the place where people could get or give advice on personal
relationships. Years later, the focus has expanded to include
more than twenty categories, and FunAdvice has become a place
where you can ask questions, get answers, and make friends.

12. Fluther



Fluther is a free Q&A collective that specializes in getting
fast answers from community members. Members can ask and answer
questions.

13. Uclue



Uclue is a fee-based Question & Answer service. The team of
Uclue researchers will look over questions, and one of them will
likely 'lock' it and get to work on an answer. If a researcher
needs more information, or if the fee isn't quite adequate for
the amount of work involved, the researcher will post a
Clarification Request, and the poster will be notified by email
that their input is being sought.

14. Answerology



Answerology is a Question & Answer site that is designed to help
people improve relationships, whether it be romantic partners,
family, friends, or colleagues. It's all about sharing experience
and advice.

15. Unasked



The only stupid questions are the ones left unasked. Unasked is
a learning community with questions and answers on a variety of
topics.
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Marketing: 10-Step 
Success Blueprint For Newbies

By David Jackson (c) 2011
 


I'm a giver by nature. It's hardwired into my DNA. I much prefer
giving rather than receiving. As such, I truly enjoy helping
people. Over the years, I've dispensed thousands of marketing
tips through the many syndicated articles I've written, on my
blog, through my marketing consulting service, and on a variety
of Internet Marketing/Small Business Forums.



Yet, despite the quality marketing information myself and other
marketing experts have dispensed over the Internet, I continue
to see newbies making the same mistakes year after year after
year. So, I decided to create a 10-Step Success Blueprint For
Newbies.
 


1. Don't Rush the Process



You're excited about starting your new business, as well you
should be. I understand that. But what's the hurry? Does it
really matter whether you start your business now, or a few
months from now when you'll be much more prepared? It's sort of
like studying before you take an important test. Being prepared
will reduce your chance of failure and improve your chances for
success... as well as reduce the number of mistakes you'll make.



So, take your time, and do it right the first time. It will save
you a great deal of heartache and frustration - not to mention
money. Learn as much as you possibly can about starting and
running a business, before you actually start a business. In
that regard, I highly recommend you purchase the book, Starting
Yóur Own Business, by Entrepreneur magazine's Rieva Lesonsky.
Yes, Entrepreneur magazine. Need I say more?

2. Have a Plan



You need to have some sort of business plan, or plan of action
before you start a business. It doesn't necessarily have to be
an elaborate business plan unless, of course, you are seeking
financial backing. But you do need some sort of business plan
nonetheless. Why? Because a business plan is like a road map to
your goals - a GPS if you will.



Instead of wandering aimlessly, with a map and a clear plan of
action, you not only improve your odds of getting to your
destination, you'll get there a whole lot faster.

3. Become Competent at Self-Promotion



If you want to make monéy online, you have to become competent
at self-promotion. If you become competent at self-promotion, it
really doesn't matter what you sell. You will make monéy with it,
regardless.



Marketing expert Ilise Benum has written an excellent book
titled, The Art of Self-Promotion. If you're serious about
additional revenue, do yourself a favor, and purchase the book.
 


4. Include A Budget for Advertising



Free advertising methods such as article marketing, forum
marketing, social media marketing, etc. are all proven traffic
generators. But it's also important to have a sufficient amount
of money set aside for paid advertising. If you want to make
sales, you will need to be able to generate traffic to your
website in the short term. The best way to do that is to combine
proven, free advertising methods like the aforementioned, with
paid advertising. For example, pay-per-click, ezine advertising,
text link advertising, etc.

5. Have a Trustworthy Website



One of the most important things you can do is instill
confidence in your website. That starts with making sure your
site doesn't have any blatant spelling or grammatical errors.
Also, let visitors know who's behind the site. I highly recommend
using your picture. But absent that, at least let visitors know
who's running the business and what their exact role is. Also,
make sure all transactions are secure, and be sure to spell out
your guarántee and refund policy in detail.
 


If you use PayPal, display your "PayPal Verified" logo. In
addition, make sure your contact information, as well as all
testimonials are conspicuous. If you are a member of the Better
Business Bureau, link directly to your BBR report from your
site.



Finally, purchase a domain name. Having the names
Homestead, Wordpress, or Blogger in your domain name gives the
appearance you're not serious about your business. If you aren't
serious, that's fine. No harm, no foul. But if you are serious,
spend a few dollars and purchase a domain name.

6. Make a Good First Impression



If you haven't ever built a website from scratch before, don't
experiment with your first website. You don't want visitors
first impression of your business to be a poorly designed,
non-user friendly website. Either use a professional-looking
template, or hire a professional website designer to build your
website for you.



Remember the old adage: "You don't get a second chance to make
a first impression!" How true that is.

7. Understand Why People Buy



Convincing people to purchase what you're selling is one thing.
Understanding why people do is something else entirely. If you
want to take your business to the next level, learn as much as
you can about marketing psychology. And when it comes to
marketing psychology, Influence: The Psychology of Persuasion,
by Robert Cialdini is as good as it gets.

8. Develop a Unique Selling Proposition



Here's what master copywriter, Michel Fortin had to say about
a USP in his article, How to Hook (More) Copywriting Prospects:



"A USP is what distinguishes you from the pack. It increases
perceived value, expertise, and credibility - without needing
to state it outright. Just by being 10% different, unique,
original, or special is enough to make you stand out like a
sore thumb in an overcrowded, hyper–competitive marketplace."



You simply can't say it any more succinctly than that. Be
smart. Get an edge on your competition, and develop a USP.

9. Practice the Law of Diminishing Returns



Many newbies fall into the trap of jumping from one program to
another. They're like bees pollinating flowers - darting all
over the place. They don't ever settle on any one program for any
length of time, and as a result, they don't ever make any money.



When it comes to marketing, you have to be disciplined enough
to be patient. You have to give programs a chance to work. It's
often necessary to make multiple adjustments to get a program to
work. It's part of the process. But when you do find something
that works, stick with it and milk it. Milk it for all it's
worth. Milk it to the point of diminishing returns, before you
move onto something else.

10. Solicit Feedback from Your Customers



At least once a year, you should survey your customers and ask
them what you can do to improve your products and/or service. A
customer survey serves five purposes:



1. It invites customer interaction and participation.



2. It shows your customers that you care what they think.



3. It will spark dormant customers.



4. It allows you to conduct necessary market research.



5. It allows you to communicate with your customers without the
    usual sales pitch - which could, in fact, create more sales.
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The Making of a
 Web Superstar Business

By Jerry Bader (c) 2011
 


We live in the age of communication. We are in constant contact
with friends, family, and business colleagues. Each new digital
device, software solution, or Internet phenomenon creates an
opportuníty for entrepreneurs to position themselves as the
next-big-thing and business executives to establish themselves
as marketing mavens, business gurus, or technology boffins.



"In the future everybody will be world famous for 15 minutes." -
Andy Warhol

Superstars & Cultural Influence



Andy Warhol was a graphic genius of course, but as importantly,
Warhol was a cultural influencer with an eye for image and an
ear for sound bites. It was Warhol who popularized the term
"Superstar" which if you think about it in today's terms is
fittingly ironic and incredibly perceptive.
 


Warhol's "superstar" reference wasn't to a Marilyn Monroe or
Elizabeth Taylor but rather to Edie Sedgwick, a
talent-deficient, troubled, anorexic Twiggy look-a-like
socialite. If anyone can be famous, it follows that anyone can
be a superstar, and the World Wide Web has spawned an entire
society of 'wanna-be' Web superstars.



But Sedgwick wasn't about making a viral spectacle of herself in
return for her fifteen minutes like so many YouTube superstar
pretenders. Sedgwick had real pretensions and surely thought
associating with the famous Warhol would help her rise above her
own unfortunate upbringing and self-destructive tendencies, but
Sedgwick was merely a pawn in Warhol's world of marketing self
promotion.



The real superstar in this tragic opera (Sedgwick died at the
age of twenty-eight after years of mental illness and drug
abuse) was Warhol himself, for Warhol was the brand, not
Sedgwick or any other of the carefully cultivated hangers-on in
his entourage. Warhol was the consummate marketing maven who
knew how to communicate his vision to a wider public audience
better than the more traditional members of the abstruse
jargon-filled pretentious art community.

Expertise Doesn't Make You A Superstar



The Internet is full of very talented and not-so-talented people
who have some expertise and who are willing to provide at least a
snippet of their knowledge to entice their audience to purchase their
wares, but knowledge and expertise alone is not going to make
you a true Web superstar.



The real marketing superstars, the ones that make a difference,
the ones that influence culture and make a lasting and profound
impression are the ones that understand the Superstar Guru
Effect.

The Superstar Guru Effect



Being an expert is not enough, you have to be able to
communicate your expertise effectively, and that means
presenting complicated concepts in a way your audience can
understand and remember. The art of 'superstar guru-ism' lies in
your ability to simplify and entertain an audience with the
culturally relevant connections between society and commerce.
 


People like Malcolm Gladwell ('The Tipping Point'), Steven
Levitt and Stephen Dubner ('Freakonomics') are superstar gurus
because they know how to make complicated concepts simple to
understand and easy to remember. The ability to articulate
clearly and with flair and imagination is what makes the
difference between someone who is an expert and very good at
their job and someone who captures people's imaginations and
becomes the market leader, the one that sets the agenda for
everybbody else to follow including the buying public. Bill Gates
may be a shrewd business executive but success and wealth don't
make him a superstar. Steve Jobs is the superstar.



Apple Computer arguably always made better products than their
competitors but it wasn't until Apple's marketing efforts
clearly articulated Jobs' vision of man and machine that the
company took off. Where most business owners asked future
executives how they would reduce costs and improve ROI, Jobs
asked how they were going to change the world? Jobs' vision was
clear from the outset: develop handsome, well-designed,
convivial products that make life easier for people, and deliver
that message in memorable entertaining advertisements and
presentations.
Three Things Every Superstar Website Needs



I see a lot of business websites designed by designers who have
technical expertise but who don't necessarily understand how to
communicate, and just as importantly, don't advise clients how
to develop and construct a marketing vision so it's simple to
understand and easy to remember. Clients with their left-brain
bias and short-term ROI perspective are as much to blame as the
geek-wunderkinds they hire. It's a tortoise and hare scenario:
business is a marathon not a sprint; successful marketing takes
time, patience, and the guts to stick to a simple, memorable
conceptual vision.

1. Websites Are About Content



The first thing you need to provide your audience is content,
but not all content is created equal. Everybody understands
content is a key component of a website, it is why people come
to your site in the first place, but so many websites simply
throw everything but the kitchen sink at their viewers and that
just irritates and frustrates them, and worse, it drives them to
their competitors.



The problem with website content is a bit like the problem with
intelligence gathering: distinguishing what you need from the
vast array of options and information dumped upon the viewer. So
many websites are so dense and confusing that finding what you
came for is next to impossible.



We all understand that people are in a hurry and that much of
the Internet community has a short attention span, but that is
really only the tip of the problem. I've written over ninety
articles most of which are between a thousand and fifteen
hundred words and people read them, a lot of people read them,
so short attention spans are not really the issue when you're
dealing with a properly qualified audience.



Scott Fenstermaker publishes a great little blog called "People
Triggers" and in one of his posts he discusses a Lake Forest
leadership presentation and a Jon Stewart video concerning
different demographic groups and their relationship to authority
(business, government, etc.)



The discussion holds the key to why so many website visitors
leave your site before they actually get to the important
content. The high-value Web audiences that most businesses
target are the Gen-Xers (born 1960-79) and Gen-Yers (Millennials
born 1980-2001). The common thread that binds these two groups
together and differentiates them from their parents (Boomers
born 1946-59), and their grandparents, (Veterans born 1935-45),
is that the X and Y Generations are primarily interested only in
what business and government can do for them. The main
difference between Generation X and Generation Y is the latter
only wants to know what you can do for them NOW!

2. Websites Are About Entertainment



The second thing you can do for these visitors is to engage
them, and that demands your website be more than a catalogue of
products, services, and specifications. These X and Y
Generations want to be catered to; they want to feel they
matter. Your audience has a definite feeling of entitlement and
the only way you are going to break through their cynicism is to
engage them with an entertaining presentation that speaks to
their psychological demand to be recognized as important.



The Web is more than a giant digital encyclopedia with a Sear's
catalogue attached; it's an entertainment platform with an
audience that demands the right content quickly, and they demand
that you make the effort to deliver it in a clever, entertaining
package. Your hard-nosed, no-nonsense approach might have worked
for previous generations, but it's not going to work on today's
self-absorbed consumers.

3. Websites Are About Free



We are all in business to make monéy, but as much as websites
are about content and entertainment, they are also about free.
An audience that demands to know what you are going to do for
them wants to know what you going to give them for listening to
what you have to provide.



That is why the entertainment element is so significant;
memorable presentations (things like branded entertainment
videos) speak to the notion that you are paying attention to
your audience's desire to be recognized as important. A clever
video presentation that demonstrates you understand your
audience and are willing to invest in telling them so, carries
more weight than a lengthy e-book filled with platitudes and
generalities.
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