Search Engine Optimization
What is SEO?

· Search engine optimization (SEO) is a set of methodologies aimed at improving the visibility of a website in search engine listings.

· The process of choosing targeted keyword phrases related to a site, and ensuring that the site places well when those keyword phrases are part of a Web search
· It is a process of optimizing a website in order to gain top positions on search engines for various keywords, and drive more traffic to the site.

Internet Browsers

Internet Explorer

Internet Explorer (IE) by Microsoft is the most common Internet browser today. IE was introduced in 1995 and passed Netscape in popularity in 1998.

Netscape

Netscape was the first commercial Internet browser. It was introduced in 1994. Netscape gradually lost its popularity to Internet Explorer.

Mozilla

The Mozilla Project has grown from the ashes of Netscape. Browsers based on Mozilla code is the second largest browser family on the Internet today, representing about 30% of the Internet community.

Firefox

Firefox is a new browser from Mozilla. It was released in 2004 and has grown to be the second most popular browser on the Internet.

Opera 


Opera is another Internet browser. It is known to be fast and small, standards-compliant, and available for many operating systems. Opera is the preferred browser for a number of small devices like mobile phones and hand-held computers.

Webmaster Guidelines

Following these guidelines will help Google find, index, and rank your site. Even if you choose not to implement any of these suggestions, we strongly encourage you to pay very close attention to the "Quality Guidelines," which outline some of the illicit practices that may lead to a site being removed entirely from the Google index or otherwise penalized. If a site has been penalized, it may no longer show up in results on Google.com or on any of Google's partner sites.

Design, content, and technical guidelines

Quality guidelines

When your site is ready:

· Have other relevant sites link to yours.

· Submit it to Google at http://www.google.com/addurl.html.

· Submit a Sitemap as part of our Google webmaster tools. Google uses your Sitemap to learn about the structure of your site and to increase our coverage of your webpages.

· Make sure all the sites that should know about your pages are aware your site is online.

· Submit your site to relevant directories such as the Open Directory Project and Yahoo!, as well as to other industry-specific expert sites. 

Design and content guidelines

· Make a site with a clear hierarchy and text links. Every page should be reachable from at least one static text link.

· Offer a site map to your users with links that point to the important parts of your site. If the site map is larger than 100 or so links, you may want to break the site map into separate pages.

· Create a useful, information-rich site, and write pages that clearly and accurately describe your content.

· Think about the words users would type to find your pages, and make sure that your site actually includes those words within it.

· Try to use text instead of images to display important names, content, or links. The Google crawler doesn't recognize text contained in images.

· Make sure that your TITLE tags and ALT attributes are descriptive and accurate.

· Check for broken links and correct HTML.

· If you decide to use dynamic pages (i.e., the URL contains a "?" character), be aware that not every search engine spider crawls dynamic pages as well as static pages. It helps to keep the parameters short and the number of them few.

· Keep the links on a given page to a reasonable number (fewer than 100). 

Technical guidelines

· Use a text browser such as Lynx to examine your site, because most search engine spiders see your site much as Lynx would. If fancy features such as JavaScript, cookies, session IDs, frames, DHTML, or Flash keep you from seeing all of your site in a text browser, then search engine spiders may have trouble crawling your site.

· Allow search bots to crawl your sites without session IDs or arguments that track their path through the site. These techniques are useful for tracking individual user behavior, but the access pattern of bots is entirely different. Using these techniques may result in incomplete indexing of your site, as bots may not be able to eliminate URLs that look different but actually point to the same page.

· Make sure your web server supports the If-Modified-Since HTTP header. This feature allows your web server to tell Google whether your content has changed since we last crawled your site. Supporting this feature saves you bandwidth and overhead.

· Make use of the robots.txt file on your web server. This file tells crawlers which directories can or cannot be crawled. Make sure it's current for your site so that you don't accidentally block the Googlebot crawler. Visit http://www.robotstxt.org/wc/faq.html to learn how to instruct robots when they visit your site. You can test your robots.txt file to make sure you're using it correctly with the robots.txt analysis tool available in Google webmaster tools.

· If your company buys a content management system, make sure that the system can export your content so that search engine spiders can crawl your site.

· Use robots.txt to prevent crawling of search results pages or other auto-generated pages that don't add much value for users coming from search engines.

Quality guidelines

These quality guidelines cover the most common forms of deceptive or manipulative behavior, but Google may respond negatively to other misleading practices not listed here (e.g. tricking users by registering misspellings of well-known websites). It's not safe to assume that just because a specific deceptive technique isn't included on this page, Google approves of it. Webmasters who spend their energies upholding the spirit of the basic principles will provide a much better user experience and subsequently enjoy better ranking than those who spend their time looking for loopholes they can exploit.

If you believe that another site is abusing Google's quality guidelines, please report that site at https://www.google.com/webmasters/tools/spamreport. Google prefers developing scalable and automated solutions to problems, so we attempt to minimize hand-to-hand spam fighting. The spam reports we receive are used to create scalable algorithms that recognize and block future spam attempts.

Quality guidelines - basic principles

· Make pages for users, not for search engines. Don't deceive your users or present different content to search engines than you display to users, which is commonly referred to as "cloaking."

· Avoid tricks intended to improve search engine rankings. A good rule of thumb is whether you'd feel comfortable explaining what you've done to a website that competes with you. Another useful test is to ask, "Does this help my users? Would I do this if search engines didn't exist?"

· Don't participate in link schemes designed to increase your site's ranking or PageRank. In particular, avoid links to web spammers or "bad neighborhoods" on the web, as your own ranking may be affected adversely by those links.

· Don't use unauthorized computer programs to submit pages, check rankings, etc. Such programs consume computing resources and violate our Terms of Service. Google does not recommend the use of products such as WebPosition Gold™ that send automatic or programmatic queries to Google.

Quality guidelines - specific guidelines

· Avoid hidden text or hidden links.

· Don't use cloaking or sneaky redirects.

· Don't send automated queries to Google.

· Don't load pages with irrelevant keywords.

· Don't create multiple pages, subdomains, or domains with substantially duplicate content.

· Don't create pages that install viruses, trojans, or other badware.

· Avoid "doorway" pages created just for search engines, or other "cookie cutter" approaches such as affiliate programs with little or no original content.

· If your site participates in an affiliate program, make sure that your site adds value. Provide unique and relevant content that gives users a reason to visit your site first.

What is the difference between clicks, visits, visitors, page views and unique page views?

The visitor data in your Analytics account can be easy to misinterpret due to the many similar terms used in different reports. Below you will find a more detailed explanation of the terms that most often lead to questions.

· Clicks vs. Visits

· Visits vs. Visitors vs. Absolute Unique Visitors

· Page Views vs. Unique Page Views

Clicks vs. Visits

There is an important distinction between clicks (such as in your AdWords Campaigns report) and visits (in your Search Engines and Visitors report). The clicks column in your reports indicates how many times your advertisements were clicked by visitors, while visits indicates the number of unique sessions initiated by your visitors. There are several reasons why these two numbers may not match:

A visitor may click your ad multiple times. When one person clicks on one advertisement multiple times in the same session, AdWords will record multiple clicks while Analytics recognises the separate page views as one visit. This is a common behaviour among visitors engaging in comparison shopping.
A user may click on an ad and then later, during a different session, return directly to the site through a bookmark. The referral information from the original visit will be retained in this case, so the one click will result in multiple visits.
A visitor may click on your advertisement, but prevent the page from fully loading by navigating to another page or by pressing th_ir browser's Stop button. In this case, the Analytics tracking code is unable to execute and send tracking data to the Google servers. However, AdWords will still register a click.
To ensure more accurate billing, Google AdWords automatically filters invalid clicks from your reports. However, Analytics reports these clicks as visits to your website in order to show the complete set of traffic data.

Visits vs. Visitors vs. Absolute Unique Visitors

Analytics measures both visits and visitors in your account. Visits represent the number of individual sessions initiated by all the visitors to your site. If a user is inactive on your site for 30 minutes or more, any future activity will be attributed to a new session. Users that leave your site and return within 30 minutes will be counted as part of the original session.

A Visitor is a construct designed to come as close as possible to defining the number of actual, distinct people who visited a website. There is of course no way to know if two people are sharing a computer from the website's perspective, but a good visitor-tracking system can come close to the actual number. The most accurate visitor-tracking systems generally employ cookies to maintain tallies of distinct visitors.

‘Visitors’ represents the number of unique users that visit your site on a daily basis. Any sessions from the same user on the same day will be aggregated into a single visitor, but may represent two or more separate visits.

In the Absolute Unique Visitor report, all visits from the same user for the entire active date range you have selected will be aggregated so that they will be counted as a single absolute unique visitor, regardless of how many different days they visited your site and how many times they visited your site on each day.

Page Views vs. Unique Page Views

A page view is defined as a view of a page on your site that is being tracked by the Analytics tracking code. If a visitor hits reload after reaching the page, this will be counted as an additional page view. If a user navigates to a different page and then returns to the original page, a second page view will be recorded as well.

A unique page view, as seen in the Top Content report, aggregates page views that are generated by the same user during the same session. A unique page view represents the number of sessions during which that page was viewed one or more times.

What is Search Engine Optimization?

Search engine optimization (SEO) is the process of improving the volume and quality of traffic to a web site from search engines via "natural" ("organic" or "algorithmic") search results. Usually, the earlier a site is presented in the search results, or the higher it "ranks", the more searchers will visit that site. SEO can also target different kinds of search, including image search, local search, and industry-specific vertical search engines.

On and Off Page Components of Search Engine Optimization

Search Engine Optimization or SEO, as it's become to be known, is broken down into two broad separate components.  These components are on-page and off-page.

Choosing Keywords

Tools: Google Adwords, Word Tracker, Overture

Keyword Analysis

Competitor Website Analysis

Find out Keyword Competition

On page components include the following:

· Title Tag

· Meta Tag Description

· Meta Tag Keywords

· Heading Tag [H1]
· Keyword Density

· Alt Tags

· Page Name / URL structure

· Internal Linking 

Off page components include the following:

· Search Engine Submission

· Directory Submission

· Article Posting

· Blogs, Googlepages

· Yellowpage Submission, Classifieds and Press Releases

· Oneway Links, two way links [reciprocal and three-way]

· PageRank

· Page Traffic

· Content Donation

· Anchor or Linking Text 

· Social Book Marking, Article Submission
· Comments Posting

· Google, MSN, Yahoo Groups

SEO Content Writing

Content

Content is the king in the SEO process. It plays a vital role in ranking of the website. The superior the quality of your content, the higher the ranking you achieve, larger the traffic you gain and greater the popularity of your website. Search engines prefer good quality sites in their index and search results.

SEO Content Writing:

SEO Content Writing (also referred as SEO Copy Writing) involves the process of integrating keywords and informative phrases which make up the actual content of your website.

Why do we need Content Writing (Copy Writing)?

· Content Writing enables a company's perspective to be portrayed in its website by ensuring credibility and readability, without getting spammed.

· Content should be so created where by it facilitates the visitors to your site to understand what you have to offer.

· Content description enhances the overview of your products and services.

· Quality content ensures that your website will not be affected by the algorithms changes of the search engines.

· Good and quality content facilitates the actual sale of your products and services

On Page Components

On page components can easily be created in FrontPage.  The built in help function provides detailed instructions and we recommend that you use this source in learning how to perform these tasks.  On page components are the easiest to control because these components are created as you build or modify the site of which you have 100% control.

Title Tag - The Title tag gives the search engine a basic understanding of what your web page is about.  The Title Tag functions the same way on Internet as it does for the title of a book or the name of a chapter within a book.  Each page of your website should be titled to reflect the actual content on that page.  You shouldn't name your title "Blue Widgets" if the page has nothing but "Red Widgets" on it.

Meta Tag Description - The "Meta Tag Description" provides a basic description of what's found on the webpage.  Typically this description will be 12-15 words as most search engines ignore anything past the 15th word.  Included within your description will be targeted keywords, action verbs like "research", "buy", "sell" and your company name.

Meta Tag Keywords - Your Meta Tag Keywords are the same as the keywords that you researched.  Your Meta Tag Keywords should reflect what's contained on your webpage.  If the page is about Blue Widgets, then the keyword Red Widgets shouldn't be contained within your Meta Tag Keywords for that page.

Heading Tag - A Heading Tag is similar to sub-sections within a chapter of a book.  They are used to break down the overall content within a web page.  There are six heading tags and they are H1 - H6, with the H1 tag carrying the most importance and H6 carrying the least, but more than text that does not have a heading tag.  For example the following heading tags have been used on this web page.

Search Engine Optimization - A do it yourself guide. - H1 Tag

Introduction to Search Engine Optimization - H2 Tag

On and Off Page Components of Search Engine Optimization - H2 Tag

On Page Components - H3 Tag

When using the Heading Tags you'll find that FrontPage automatically assigns a font size and other font characteristics, but these can be changed to fit the design of your website.

Keyword Density - Keyword density refers to what percentage a particular keyword is used on a page.  In most cases it is recommended that a keyword be used anywhere from 2% - 8% on a page, but it can be analyzed for different aspects of your page.  For example, your keyword density should be different for your Title Tag than your on page keyword density.  Overall keyword density is calculated on all aspects of a page and that includes your Title, Meta Tags, on page text, URL structure and others.  If you would like to check your keyword density of a page try this helpful Keyword Density Tool as it gives you percentages of all portions of your site.  Requires registration for use.

Alt Tags - Alt Tags are primarily used to assign keywords to an image.  If you've ever held your mouse curser over an image and it shows a description then this was created by the Alt Tag.  Your Alt tags should match the actual image.  If the picture is a Red Widget then the Alt Tag should read Red Widget, not Blue Widget or Red and Blue Widget.

Page Name / URL Structure - Your page name or URL structure refers to the actual page name.  For example, if you wanted a website to rank well for the keyword "Blue Widgets" then your URL could be http://www.bluewidgets.com or http://www.blue-widgets.com.  In many cases your URL is the same name as your company, but you can still use this as an optimization tool.  For example, http://www.acme-blue-widgets.com.  Other pages can also be optimized like the following, http://www.acme.com/blue-widgets.html.  There has been much discussion on using hyphens (-) or underscores (_) or nothing at all to separate words.  Google did say that they see underscores as text and and hyphens as separators.  Based on this information then a URL structure of "blue_widgets" is seen as "blue_widgets" where "blue-widgets" is seen as "blue widgets".   However, any ranking advantage given to one style over the other isn't that apparent at this time as there are many other factors that are weighed to getermine your overall ranking.

 Internal Linking - Linking to internal pages refers to using keywords that normally occur within you site as links.  For example the following sentence occurs on our site, "Tradeshow Displays can be an incredible aspect of marketing your business at your next convention."  The keyword "Tradeshow Displays" is being used as an internal link to another page within our site and is being tied to the keyword tradeshow displays.  These keywords are referred to as Anchor or Linking Text and are explained in the linking section of this article.  This doesn't mean that every keyword should be linked as this could be viewed as spam.

 Off Page Components

Off page components primarily refer to building links or link popularity.  Link popularity is a score that adds up the total number of links you have pointed to your site over various search engines.  Marketleap offers a free link popularity tool.  Search engines heavily weigh how many links there are pointing to your site.  You can view a link as a vote, however, all links or votes aren't equal.  The more votes or links you have the better.  Evaluating a links importance is quite complex and is determined on various factors.  Some of which include content relation, PageRank® and page traffic.

Content Relation - The most valuable link you can get is a link that is on your competitors home page, but this isn't feasible as your competitor isn't going to promote your business.  In theory though any company that operates and or targets the same customers and prospects are very valuable.  In our industry Promotional Products, Publishing and Printing Companies and Public Relations Companies are all used at trade shows and buyers of our trade show exhibits do business with these companies.  For this reason we want to get links from these websites to ours.

PageRank® is a number between 0 and 10 that Google assigns to every web page in it's index.  This number is calculated on the Google Toolbar and can be downloaded by clicking on the link, Google Toolbar.  Getting a link from a PR8 webpage holds more value than PR5 webpage.  Determining a links value solely on  PageRank® is unwise as there are lots of PR0 pages that might have lots of targeted traffic.  We recommend that if the company targets the same prospects and customers then a link from them is good regardless of the pages PageRank®.

Page Traffic - Page traffic refers to how many potential buyers may come across a page on the web that you want to target.  For example, our buyers visit the industry website TSNN so having a link on this site is of valuable consideration based of the traffic alone.

So how do you get links? 

You can acquire links in four primary ways and they include DMOZ and other directories, reciprocal linking, purchasing links and content donations.

DMOZ - DMOZ is called the Open Directory Project and it is maintained by over 60,000 volunteer editors.  Obtaining a link is this directory is valuable, but it can take as long as a year to get.  The primary reason for this is that quality editors are in short supply and they are volunteers so it may not be their primary focus.  There are lots of categories within the directory that do not have editors so many sites submissions go unlooked until an available editor within the broad category that it falls under has the time to review the submissions.  In addition, DMOZ powers Google's directory as well as other sites who use data feeds from DMOZ.  There are other directories, but none that hold as much weight as DMOZ.

Reciprocal Links - These are links that have been traded between websites and is similar to what happens in the non-internet marketing world.  We all have companies that we refer our customers to when we don't have what they want or services we don't offer.  On the Internet you aren't there to communicate with the customer person to person so your website must do this for you.  In most cases the easiest way to trade links is to setup some type of directory and promote it on your site.  An example of this on our site is our Trade Show Industry Directory.  We've developed various categories of products or services related to our industry which is the easiest part.  Contacting and setting up links is harder as this is an ongoing process that never ends.  There are many places to learn about other websites who actively exchange links, these are two that we recommend, Linkalizer and Link Partners.

Purchasing Links - You can purchase links in various directories like the Yahoo Directory.  Other websites sell advertising, not necessarily links, but be forewarned, buying links to increase rankings in unwise and in most cases isn't all the helpful.  Having 1000's of  links from the same site may increase your PageRank® value with Google, but not your actual ranking.  Many theorize that for every additional link you have from a site the lower it's value.  The first link holds the most value where every additional link holds almost no value when it comes to increasing your ranking.

Content Donations - By providing valuable content and your expertise you can obtain high quality links.  You can publish press releases and articles on your website that can be openly used by other web owners as long as the other website provides a link to your site.  This should be noted on each article.  A great example of content donation is this article itself.  There are 29 links in this article to 13 different companies and all of them with benefit from these links.

Anchor / Linking Text - One of the most often overlooked aspects of a good linking campaign is the text associated with the link.  Every link in this article is associated with a particular keyword.  This text will be what your site ranks well for and is based on your keyword research.  If the link says trade show booth the website it's associated with will rank better for the keyword trade show booth.  Many links are just the company name and some are just keywords.  We find that a combination of both work the best like Buy Pop Up Booths from A Smash Hit Trade Show Displays as your targeting keywords and branding your company at the same time.

Links are lots of work and are ongoing and are absolutely necessary for good rankings.  There are lots of ways that other websites will try a deceive you out of a link.  There are Meta Tags that exclude search engines from indexing pages and some sites that use special programming so the link can be seen by you, but not by the search engine.  We've found that using a reciprocal link checking service like Links Manager will not only enable you to monitor links on other websites, but make the process of setting up links and editing them much easier.

 If you stick to setting up links with related sites and use anchor or linking text that are your targeted keywords your linking campaign will be a success regardless of your actual rankings in the search engines.  In the end if you don't achieve the rankings you desire you can always opt for Pay-Per-Click advertising or contract with a Search Engine Optimization company to take over these responsibilities.  In addition, depending on your industry it may take setting up 50 or even 5000 links to get your desired ranking, this alone may cause you not to proceed with Search Engine Optimization.

Conclusion

As mentioned earlier there aren't clear cut rules to good or bad SEO and just when you think you've got it right the rules change and your rankings disappear.  The search engines are getting more and more advanced in determining how and what webmasters are doing to get the rankings they've acquired so you have to adapt and spend time researching what might have changed in the algorithm.    In the end though the experts, although more practiced at SEO, may or may not know exactly what has changed either and what must be done in order to acquire good rankings.

Major search engines

· Google

· Yahoo!

· Live Search by Microsoft, formerly MSN

· Ask.com, formerly Ask Jeeves
General search engines

· Alexa Internet

· Ask.com (formerly Ask Jeeves)

· Exalead

· Gigablast

· Google

· Live Search (formerly MSN Search)

· MozDex

· WiseNut

· Yahoo! Search

Job search engines

· Naukri.com (India)

· Bixee.com (India)

· Craigslist (by city)

· Eluta.ca (Canada)

· CareerBuilder.com (USA)

· Hotjobs.com (USA)

· Indeed.com (USA)

· Monster.com (USA)

· Recruit.net (International)

· SimplyHired.com (USA)

Link Building 

Link building is a Search Engine Optimization technique where a website owner attempts to build relevant, quality inbound links to their website with the intentions of increasing the website importance, and by this increasing ranking in the Search Engines.
One-Way Link

Getting a link from a site without linking back to that same website. One way links are very valuable.

Reciprocal Link:
A Link on one website that connects to another website containing a link back to the original site. Reciprocal links are a common practice aimed at increasing website traffic, and may be used as a courtesy or may be contractually required.
Add Url + Key Word,    Submit site + Keyword,    Add your site + keyword,   Link Exchange + Keyw 

Submission Details:
· Name of your site :

· Your URL :

· Preferred Category :

· Include a short description of your site :

(200 max character length)

· Your name :

· Your email address :

· URL for our link on your site or Reciprocal Link:

· Reciprocal Link

· Your Comments : 

Link Exchange

Link Exchange ("Reciprocal Link Exchange") is the practice of exchanging links with other websites. The simplest way of doing it is to email another website owner and ask to do a link exchange. You place their link on your site, usually on a links page and the other site in return will place a link back to you.

Directory?
A website which contains a database of other websites listed, usually, by category. Web directories vary significantly from search engines in how they rank websites, so it's important to understand their differences if you're going to make your website truly successful.
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Add URL |  Suggest URL  |  Submit Site  |  Add Your Link | Suggest your site |  Add your site | Add a Listing
Submission Details:

Title :
URL:

Description:

Keywords:

Category:

Contact Name:

Email:

Listing Type: Regular – Paid

Inbound Link

A link coming from an external source into a web site. A search engine listing to your site would be considered an inbound link. These links increase traffic and increase your site popularity according to search engines.

Outbound Link

A link from a page of your site to another site.

Back Link

Backlinks are incoming links to a website or web log. The number of backlinks is an indication of the popularity or importance of that website.

What is a Crawler?
A web crawler (also known as a Web spider or Web robot) is a program or automated script which browses the World Wide Web in a methodical, automated manner. Other less frequently used names for Web crawlers are ants, automatic indexers, bots, and worms (Kobayashi and Takeda, 2000).

This process is called Web crawling or spidering. Many sites, in particular search engines, use spidering as a means of providing up-to-date data. Web crawlers are mainly used to create a copy of all the visited pages for later processing by a search engine that will index the downloaded pages to provide fast searches. Crawlers can also be used for automating maintenance tasks on a Web site, such as checking links or validating HTML code. Also, crawlers can be used to gather specific types of information from Web pages, such as harvesting e-mail addresses (usually for spam).

A Web crawler is one type of bot, or software agent. In general, it starts with a list of URLs to visit, called the seeds. As the crawler visits these URLs, it identifies all the hyperlinks in the page and adds them to the list of URLs to visit, called the crawl frontier. URLs from the frontier are recursively visited according to a set of policies.
Keyword Density

1] Amount of times that a keyword phrase is used on a page. 2) A formula to determine whether keywords are being overused on a page. The formula is the total number of words in al keyword mentions divided by the total number of words on a page. Keywords should fall between 2 and 8 % density.

· The number of times a keyword is used on a web page divided by the total number of words on the page.

· Keyword density is a score that is based on the amount keywords that appear in the title, description, keywords, text, links, etc.
What is Alexa Rank?

Alexa Internet, Inc. is a California-based subsidiary company of Amazon.com that is best known for operating a website that provides information on the web traffic to other websites. Alexa collects information from users who have installed an "Alexa Toolbar," allowing them to provide statistics on web site traffic, as well as lists of related links.

What is a white hat hacker?

A white hat hacker, also rendered as ethical hacker, is, in the realm of information technology, a person who is ethically opposed to the abuse of computer systems. Realization that the Internet now represents human voices from around the world has made the defense of its integrity an important pastime for many. A white hat generally focuses on securing IT systems, whereas a black hat (the opposite) would like to break into them.

What is a Black  hat hacker?

Black Hat Hacker is a person who compromises the security of a computer system without permission from an authorized party, typically with malicious intent. The term white hat is used for a person who is ethically opposed to the abuse of computer systems. The term cracker was coined by Richard Stallman to provide an alternative to using the existing word hacker for this meaning.[1] The somewhat similar activity of defeating copy prevention devices in software which may or may not be legal in a country's laws is actually software cracking.
What are Meta Tags?

Meta elements are HTML or XHTML elements used to provide structured metadata about a web page. Such elements must be placed as tags in the head section of an HTML or XHTML document. Meta elements can be used to specify page description, keywords and any other metadata not provided through the other head elements and attributes.

The meta element has four valid attributes content, http-equiv, name and scheme of these only content is a required attribute.

<html>

<head>

<TITLE>Website Redesigning: Website Designing Services, Designing Offshore Services India for Web</TITLE>

<Meta Name="description" Content="Website Redesigning Services: Our Website-Redesigning-Services offers Cost-Effective Website Redesigning Proposal for Your Business. Website Redesigning Services furnish your website new look for unique visitors. Get Quote for Website Redesigning services.">

<Meta Name="keywords" Content="Website Redesigning Services, Website Redesign Services, Website Redesign Proposal, Business Website Redesign Services, Website Redesign, Redesign Services, Cost-Effective Website Redesign">

<meta name="revisit-after" content="3 Days">

<meta name="robots" content="all">

<meta name="googlebot" content="index, follow">

<meta name="robots" content="index, follow">

<meta name="rating" content="General">

<meta name="distribution" content="global">

<meta name="author" content=" http://www.ranosofttechnologies.com/">

<meta http-equiv="Content-Type" content="text/html; charset=iso-8859-1">

Page Rank

PageRank is a link analysis algorithm that assigns a numerical weighting to each element of a hyperlinked set of documents, such as the World Wide Web, with the purpose of "measuring" its relative importance within the set. The algorithm may be applied to any collection of entities with reciprocal quotations and references. The numerical weight that it assigns to any given element E is also called the PageRank of E and denoted by PR(E).

PageRank was developed at Stanford University by Larry Page (hence the name Page-Rank[1]) and later Sergey Brin as part of a research project about a new kind of search engine. The project started in 1995 and led to a functional prototype, named Google, in 1998. Shortly after, Page and Brin founded Google Inc., the company behind the Google search engine. While just one of many factors which determine the ranking of Google search results, PageRank continues to provide the basis for all of Google's web search tools.[2]

The name PageRank is a trademark of Google. The PageRank process has been patented (U.S. Patent 6,285,999 ). The patent is not assigned to Google but to Stanford University.
What is Compete Site Analytics?

http://www.compete.com/

It provides information on every site on the Internet including site traffic history and competitive analytics; a site specific trust assessment; and a list of all available promotions.

The Sitemaps

The Sitemaps Protocol allows a webmaster to inform search engines about URLs on a website that are available for crawling. A Sitemap is an XML file that lists the URLs for a site. It allows webmasters to include additional information about each URL: when it was last updated, how often it changes, and how important it is in relation to other URLs in the site. This allows search engines to crawl the site more intelligently. Sitemaps are a URL inclusion protocol, and complement robots.txt a URL exclusion protocol.

Sitemaps are particularly beneficial in situations

When users cannot access all areas of a website through a browseable interface. In these cases, a search engine can't find these pages. For example, a site with a large "archive" or "database" of resources that aren't well linked to each other (if at all), only accessible via a search form.

 Where webmasters use rich AJAX or Flash, and search engines can't navigate through to get to the content.

The webmaster can generate a sitemap containing all accessible URLs on the site and submit it to search engines. Since Google, MSN, Yahoo, and Ask use the same protocol now, having a sitemap would let the biggest search engines have the updated pages information.

Sitemaps supplement and do not replace the existing crawl-based mechanisms that search engines already use to discover URLs. By submitting Sitemaps to a search engine a webmaster is only helping that engine's crawlers to do a better job of crawling their site(s). Using this protocol does not guarantee that your webpages will be included in search indexes nor does it influence the way that pages are ranked by a search engine.

What is Social Bookmarking?

Social book marking is a way for internet users to store, organize, share and search bookmarks of web pages. In a social book marking system, users save links to web pages that they want to remember and/or share. These bookmarks are usually public, but depending on the service's features, may be saved privately, shared only with specific people or groups, shared only inside certain networks, or another combination of publicness and privateness. The allowed people can usually view these bookmarks chronologically, by category or tags, via a search engine, or even randomly.

Most social bookmark services encourage users to organize their bookmarks with informal tags instead of the traditional browser-based system of folders, although some services feature categories/folders or a combination of folders and tags. They also enable viewing bookmarks associated with a chosen tag, and include information about the number of users who have bookmarked them. Some social bookmarking services also draw inferences from the relationship of tags to create clusters of tags or bookmarks.

Many social bookmarking services provide web feeds for their lists of bookmarks, including lists organized by tags. This allows subscribers to become aware of new bookmarks as they are saved, shared, and tagged by other users.

As these services have matured and grown more popular, they have added extra features such as ratings and comments on bookmarks, the ability to import and export bookmarks from browsers, emailing of bookmarks, web annotation, and groups or other social network features.
What is a tag?

A tag is a (relevant) keyword or term associated with or assigned to a piece of information (e.g. a picture, a geographic map, a blog entry, or video clip) as a whole or only to a part of it (e.g. "timed tags" assigned to specific moment in time in a video), for purposes of keyword-based classification and search of information.
Select a Bookmarking Service:

http://www.addthis.com

· Favorites 
  



Google Bookmarks 
 

· Del.icio.us 
  



Digg 
 

· Facebook 
  



Furl 
 

· StumbleUpon 
  



Yahoo MyWeb 
 

· Newsvine 
  



Reddit 
 

· Technorati 
  



Live Bookmarks 
 

· Yahoo Bookmarks 
  


Blogmarks 
 

· Ask 
  




Netscape 
 

· Slashdot 
  



Fark 
 

· Simpy 
  




RawSugar 
 

· Backflip 
  



Wink 
 

· Spurl 
  




LinkaGoGo 
 

· Mister Wong 
  



Feed Me Links 
 

· Netvouz 
  



Magnolia 
 

· Diigo 
  




Blue Dot 
 

· Segnalo 
  



Tailrank 
 

· DropJack 
  



BlinkList

Who's Using AddThis? (Who's Not?)

To give you a better idea of how the AddThis widget can be used, here are a few websites that have added the widget on pretty much all their pages (by simply adding the it to the template of their website). By doing this, their visitors can easily bookmark any of their pages, articles, products, etc.

· Time.com 


Time Magazine

· Chicago Sun-Times 

Chicago Sun-Times

· ABCNews.com 


ABC News

· TechCrunch.com 

TechCrunch

· Zazzle.com 


Zazzle.com

· Seth Godin Blog 

Seth Godin Blog

· LonelyPlanet.com 

LonelyPlanet.com

· OReillyNet.com 

O'Reilly Network

· WebProNews.com 

WebProNews.com

· SearchEngineGuide.com 
SearchEngineGuide .com

· ProBlogger.net 


Helping Bloggers

· TheKirkReport.com 

The Kirk Report

What is Spam?

To indiscriminately send unsolicited, unwanted, irrelevant, or inappropriate messages, especially commercial advertising in mass quantities. Noun: electronic "junk mail".
· Electronic junk mail.

· unsolicited electronic mail; the internet version of junk mail

· Means unsolicited e-mail

· Unwanted, unsolicited email

Orphan Page

An orphan page is a page that is not linked to another one and thus cannot be found by spiders. To avoid having orphan pages on your website, check regularly that all your pages are linked to each other.

What is a Blog?

http://ww.blogger.com
A blog is a personal diary. A daily pulpit. A collaborative space. A political soapbox. A breaking-news outlet. A collection of links. Your own private thoughts. Memos to the world.

Your blog is whatever you want it to be. There are millions of them, in all shapes and sizes, and there are no real rules.

What is Google Analytics?

Google Analytics is a free analytics package that generates detailed statistics about visitors to your website. With Google Analytics you can see how many people are visiting your website, where they are coming from and what they are doing when they visit your site.

Google Algorithm's Top Ranking Factors

13 Apr 07: Thirty seven SEO professionals from around the world participated in a poll to vote on what they consider to be the most important factors the Google algorithm considers when ranking a site. The poll set up by SEOmoz asked these professionals to grade various factors according to the perceived importance. This article discusses the Top 10 positive factors.

1. Keyword Use In Title Tags

The title tag is probably the single most important HTML tag, not only because Google considers it to be a very important ranking factor, but also because Google uses the title tag text to create the listing's heading (the blue link) on the search results. It is therefore equivalent to the headline of an ad inciting searchers to visit the site.

2. Global Link Popularity of Site

Last year this would have been considered the single most important factor. However, recent changes in the Google algorithm have slightly reduced the importance of the overall number of inbound links pointing to the site. The factor is still extremely important and weight, authority and relevance of the links are also factored into considerations.

3. Anchor Text of Inbound Link

The text contained within the link (between the <a> and </a> tags in the HTML) is called the anchor text. This text serves as a description of the link's target, and is hence a very clear indication to users and the search engine of what the target page will be about. As a result, this continues to be a very important factor in ranking a site.

4. Link Popularity within Site's Internal Link Structure

Unlike external links from third-party websites, internal links are fully within the control of the webmaster. How these internal links are structured gives Google a very clear indication of which pages are more important for the site owners. Accordingly, Google perceives this as an internal vote for the importance of individual pages.

5. Age of Site

Authority of a site, according to the Google algorithm is determined by two main factors: The number and quality of links pointing to it and the age of the site, in terms of the period of time that the site has contained indexable content seen by the search engines. Webmasters have no control over this factor. The only way to affect this is by buying old websites.

6. Topical Relevance of Inbound Links To Site

Relevance has always been the mantra of Google ranking, and this factor is a mere extension of that fact. Not only is it important to have lots of links pointing to a site, but it is also important that a good number of these links are from sites related to the topic of the target page and the target keyword.

7. Link Popularity of Site In Topical Community

Increased use of social networking sites and user generated content has turned the Internet and SEO around in the past year. Accordingly, a new factor now considered of importance is the link weight and authority of the target website amongst its topical peers in the online world.

8. Keyword Use in Body Text

Link bombs and spam linking enabled websites to be ranked, in the past, for keywords that were not even present on the site. This has changed. Google will almost never rank a site now based solely on links pointing to it, no matter how many they may be. Use of the targeted search term in the visible, HTML text of the page is a must.

9. Global Link Popularity of Linking Site

This is all about PageRank of the site that is providing a link. Number and quality of links matter. The quality of the link is determined by its relevance and by its own link popularity. Hence, a single link from an extremely popular (high PR) website will be worth much much more than many more links from a relatively unknown site.

10. Rate of New Inbound Links to Site

Sudden spikes in the number of inbound links pointing to a site are unnatural. Google constantly monitors the frequency and timing of external sites linking to given domain, even though this may not be reflected in the link counts they show on their search results. A steady upward growth rate is always best.

Don't Do's of Search Engine Optimization

· A short list of seo tips that will surely get your website off to a BAD start!

· Duplicate Content - Coping aka: stealing someone else's content it is a quick way to throw your website into the Google warning radar.

· Keyword Stuffing - Using to many keywords on your page and using keywords that have no reverence to your website.

· Hidden Text - Hiding text and keywords to try and rank better. Such as hiding text behind images, text same color as background and text in tables outside the viewing area.

· Title Stacking - Adding extra title meta tags to your page will piss Google off a little bit.

· Doorway Pages - Creating gateway pages optimized for a specific keyword that redirect the user to an entirely different page.

· Cloaking - Building your website so search engine spiders see on thing and visitors see another. This will get you a BIG red X from Google.

· Link to Bad Neighborhoods - Having a link on your website with or without the "nofollow" attribute will have a negative effect on your website.

SEO Steps

Search Engines are built to help the searchers. Search Engines strive to put the best fit/standard websites on top rankings so that searchers get their required info within few clicks. 

How do Search Engines know a website’s standard and its relevance with searched keywords? What are the steps you should follow for a complete SEO to improve your website’s rankings? 

This article covers Search Engine Optimization in two levels - the first is On-page optimization, and the next is Off-Page Optimization. An effective On-page optimization together with good Off-page optimization will improve your Search Engine Rankings.

1]
On-Page Optimization

Define your Business & Target Audience the first step in any business starts with analysis. Determine what kind of services your website is to provide and what kind of audience you want for your website? 

Don’t Purchase a New Domain: If you already have a good domain name don’t try to purchase a new one, as some search engines look for the age of the website as a ranking factor. 

2]
Choosing your Domain Name:

If you are planning for a new website, try to get a domain name with keywords included. If you target regional customers, you can have your domain based on the region, say for example .uk or .au or .in 

3]
Make your Website look Clean & Simple 
Now you have a domain name and you know whom you want to target. Website design is the key factor which keeps your visitor to stay for a while in your website and navigate your services. Make sure your website design has a good feel & look, clean and simple.

4]
Evaluate your Website 

If you have an existing website, and now you want to do SEO for it, then evaluate your website:

5]
Navigation structure - think in a visitor’s

Point of view - Can someone navigate and reach the product/services they are looking for? Make your navigation user friendly, no visitor should leave your website due to confused navigation.

6]
Check for W3 compatibility of your website.

Check for any broken links in your website and fix if any. Your website should load fast so that it doesn’t check on your visitors’ patience.

7]
Observe your competitor 

Find your competitor websites. Analyze and gain knowledge on their tactics, the keywords they use, the techniques applied. With the help of this analysis you will learn what is working and what is not working, which will help in your SEO process.

8]
Research on Keywords 

List the Keywords your target audience would search for and the ones used by your competitors. Make use of keyword research tools like Overture to know more on your related search terms. Now refine your list and make your final list of target keywords.

9]
Structure File name 

If you have control over your file names - modify file names with your keywords included. 

10]
Search Engine Friendly Sitemap 

A well structured search engine friendly sitemap can help Search Engines to index all your pages. With good anchor text for your navigation links you can improve your rankings

11]
Write an Attractive Title 

Why is your web page title so important? The web page title is displayed in SERPs which in turn help in attracting your visitors. Web searchers do their search with a term and look for titles in the result pages that best fit their search. Hence make your title attractive, with targeted keywords included. Try to incorporate related keywords too. For example you target for Montessori School, you can write title as ‘Montessori School, the Preschool for your Children’.(in this way you add 2 related terms).

12]
Meta Description Tag 

Description tag is also displayed in snippets of any SERPs. This description helps to motivate searchers to visit your website. Make an effective and optimized description tag. Snippets are also taken from surrounding text of the searched keyword. You may need to edit your content a little to make your description look good. 

13]
Meta Keyword Tag 

Though there is saying that Search Engines like Google doesn’t look for Meta keyword tag, there are some smaller search engines, which still follow the conventional way and spider the keywords tag. So there is no harm in making of the Meta keyword tags. Your meta keyword should contain keywords that appears in your body text. 

14]
Have Robot tags 

If you don’t want any of your files of your website to be indexed, say an image or a text file, you can write your robot file insisting the search engines not to crawl those pages.

15]
Alt Tags for images 

As the name infers it acts as an alternate text for any image. This tag is both user friendly and search engine friendly. Search engines cannot read images; instead it indexes the alt tag given for any image and assumes it as the description for the image. This alt tag is not so important by Search Engines, as many spammers try to put irrelevant alt tag for the images to improve their rankings. However for an image link with a proper alt tag (keywords included) will work as great internal anchor link.

16]
H1 & H2 heading format 

Though no one is sure on whether this helps in rankings, try applying the header options, as this practice is good for any web development. Improve Keyword Prominence, Density & Proximity Keyword prominence will increase if you have your keyword at the beginning of text part of your webpage. Keyword density refers to the ratio (percentage) of keywords contained within the total text content of the page. Keyword proximity refers to the closeness between two or more keywords. And this is yet another factor which has not much proven records but still exist in SEO practice. 

17]
Make Content look rich 

As many SEO experts say content is the king. Optimized content with keywords included, along with other SEO factors working well the website can rank well in Search Engines

18]
Keyword Rich Anchor Text 

Anchor text for both internal links and external links is powerful element for Search Engine rankings. You can notice websites which doesn’t have the keyword in their web pages rank well which is all because of their anchor text of their inbound links. 

Here a good article on Link Anchor Text and Search Engine Optimization to understand the importance of anchor text in Search Engine Optimization

19]
Make Flash files work for you 

Its better to avoid including flash files into your website. But under compelling circumstances, you can try adding keyword rich text somewhere in your file, since Search Engines like Google can index the text part of flash files.

20]
Bring your PDF files on SERPs 

PDF file is a good source for keyword rich content. Most Search Engines can read & index PDF files and a few search engines shows PDF files in SERPs too. Make sure you have a good title and file name for your PDF file.

Have a look Google guidelines for Webmasters .

21]
Off-Page Optimization

Why Search Engines give so much of importance for inbound links? 

It is easy for any website owner to optimize their website with good content, navigation, title, etc. But does that mean it’s a good website and people would love to check it out?

Search Engines try to know and evaluate the standard of a website through many factors and the most significant of them is incoming/inbound links. When a website receives inbound links from related & standard websites, it obviously means that it is worth looking at. 

Search Engines learn about your website through inbound links and to be precise it’s through anchor text.

So natural linking with different & targeted keyword rich anchor text works great for any website. Here are a few ways to increase your inbound links/ back links.

22]
Search Engines 

Submit your website manually to search engines including regional search engines.

23]
Directories 

There are many directories available online for free submission. Submit your website into the category that best fits your services, most importantly with good anchor text. Try submitting in your own regional directories to improve your local business.

24]
Forums 

Participate in your industry related forums & discussion boards. Post your comments, thoughts and also provide a link to your website (without spam).

25]
Blogs 

Having your own official blog helps to post your company’s updates, product release, etc., and also inbound links. There are directories for submitting blogs. Submit your blog with proper keyword tags which helps in your blog listing.

26]
Articles 

Write keyword & content rich articles on your own and post in article junctions available online. There are article junctions which accept articles in HTML format, so you can include your links with good anchor text. Write fresh articles on your topic, post and see your traffic increasing.

27]
Press Releases 

You can post Press Releases, which also works like Article junctions & directories; however it should look more like a Press Release and not like an article.

28]
Bookmarks 

Social book marking - it serves two purposes: It gets you incoming links and it popularizes your website in your community. Make sure you put keyword rich tags for your bookmarks.

28]
Classifieds 

You can see some websites displaying free classifieds. You can put your advertisements there with link to your website.
* * *

SEO Glossary
A

AJAX – Stands for Asynchronous JavaScript and XML. Ajax is a programming language that allows for the updating of specific sections of content on a web page, without completely reloading the page.

API – Acronym for Application Programming Interface. This is a program that advertisers create to manage their SEM campaigns, bypassing the search engines’ interfaces.

A/B Testing – A/B testing, at its simplest, is randomly showing a visitor one version of a page – (A) version or (B) version – and tracking the changes in behavior based on which version they saw. (A) version is normally your existing design (“control” in statistics lingo); and (B) version is the “challenger” with one copy or design element changed. In a “50/50 A/B split test,” you’re flipping a coin to decide which version of a page to show. A classic example would be comparing conversions resulting from serving either version (A) or (B), where the versions display different headlines. A/B tests are commonly applied to clicked-on ad copy and landing page copy or designs to determine which version drives the more desired result. See also Multivariate Testing.

Absolute URL’s Link - Absolute URLs use the full-path address, such as http://www.domain.com/page1.htm. (See also Relative URL’s link.)

Acquisition Strategy – A process of finding those potential customers who are in the market and ready to buy. The attempt to lead customers to a web site and to welcome them, answer their questions and close the sale.

Ad – Advertisements a searcher sees after submitting a query in a search engine or web site search box. In PPC, these ads are usually text format, with a Title, Description and Display URL. In some cases, a keyword the searcher used in his or her query appears boldfaced in the displayed ad. Ads can be positioned anywhere on a search results page; commonly they appear at the top – above the natural or organic listings – and on the right side of the page, also known as “Right Rail.”

Ad Copy – The main text of a clickable search or context-served ad. It usually makes up the second and third lines of a displayed ad, between the Ad Title and the Display URL.

Ad Title – The first line of text displayed in a clickable search or context-served ad. Ad Titles serve as ad headlines.

Affiliate Marketing – Affiliate marketing is a process of revenue sharing that allows merchants to duplicate sales efforts by enlisting other web sites as a type of outside sales force. Successful affiliate marketing programs result in the merchant attracting additional buyers, and the affiliate earning the equivalent of a referral fee, based on click-through referrals to the merchant site.

Algorithm – A set of rules that a search engine uses to rank listings in response to a query. Search engines guard their algorithms closely, as they are the unique formulas used to determine relevancy. Algorithms are sometimes referred to as the ”secret sauce.”

ALT Text – Also known as alternative text or alt attribute. An HTML tag (ALT tag) used to provide images with a text description in the event images are turned off in a web browser. The images text description is usually visible while “hovering” over the image. This tag is also important for the web access of the visually impaired.

Anchor Text - Words used to link to a page, known as anchor text are an important signal to search engines to determine a page’s relevance.

Arbitrage – A practice through which web publishers – second tier search engines, directories and vertical search engines – engage in the buying and reselling of web traffic. Typically, arbitrage occurs when such publishers pool client budgets to engage in PPC campaigns on Tier I search engines (Google, Yahoo!, MSN). If the publishers pay $0.10 per click for traffic, they typically resell those visitors to clients who bid $0.20 or more for the same keywords. Successful arbitrage requires that the arbitrageur must pay less per click than what the traffic sells for. The variation called Affiliate Arbitrage involves a web site owner or blogger bidding on keywords from programs such as Yahoo! Search Marketing or Google AdWords, who then links the ads, either to their own web site, or directly to a merchant site displaying ads (from programs such as the Yahoo! Publisher Network or Google AdSense).

Auction Model Bidding – The most popular type of PPC bidding. First, an advertiser determines what maximum amount per click they are willing to spend for a keyword. If there is no competition for that keyword, the advertiser pays their bid, or less, for every click. If there is competition at auction for that keyword, then the advertiser with the highest bid will pay one penny more than their nearest competitor. For example, advertiser A is willing to bid up to $0.50; advertiser B is willing to bid up to $0.75. If advertiser A’s actual bid is $0.23, then advertiser B will only pay $0.24 per click. Also referred to as market or competition-driven bidding.

Automatic Optimization – Search engines identify which ad for an individual advertiser demonstrates the highest CTR (click-through rate) as time progresses, and then optimizes the ad serve, showing that ad more often than other ads in the same Ad Group/Ad Order.

Back to Index
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B2B – Stands for “Business to Business.” A business that markets its services or products to other businesses.

B2C – Stands for “Business to Consumer.” A business that markets its services or products to consumers.

Back-links – All the links pointing at a particular web page. Also called inbound links. Source: Webmaster World Forums

Ban – Also known as Delisting. Refers to a punitive action imposed by a search engine in response to being spammed. Can be an IP address of a specific URL

Baseline Metrics – Time-lagged calculations (usually averages of one sort or another) which provide a basis for making comparisons of past performance to current performance. Baselines can also be forward-looking, such establishing a goal and seeking to determine whether the trends show the likelihood of meeting that goal. They become an essential piece of a Key Performance Indicator (KPI).

Behavioral Targeting – The practice of targeting and serving ads to groups of people who exhibit similarities not only in their location, gender or age, but also in how they act and react in their online environment. Behaviors tracked and targeted include web site topic areas they frequently visit or subscribe to; subjects or content or shopping categories for which they have registered, profiled themselves or requested automatic updates and information, etc.

Bid – The maximum amount of money that an advertiser is willing to pay each time a searcher clicks on an ad. Bid prices can vary widely depending on competition from other advertisers and keyword popularity.

Bid Boosting – A form of automated bid management that allows you to increase your bids when ads are served to someone whose age or gender matches your target market. This level of demographic focus and the “bid boosting” tool are current Microsoft adCenter offerings.

Bid Management Software - Software that manages PPC campaigns automatically, called either rules-based (with triggering rules or conditions set by the advertiser) or intelligent software (enacting real-time adjustments based on tracked conversions and competitor actions). Both types of automatic bid management programs monitor and change bid prices, pause campaigns, manage budget maximums, adjust multiple keyword bids based on CTR, position ranking and more.

Black Box Algorithms – Black box is technical jargon for a when system is viewed primarily in terms of input and output characteristics. A black box algorithm is one where the user cannot see the inner workings of the algorithm. All search engine algorithms are hidden.

Blocklists - A list of Web sites that are considered off limits or dangerous. A Web site can be placed on a blacklist because it is a fraudulent operation or because it exploits browser vulnerabilities to send spyware and other unwanted software to the user.

Blogs – A truncated form for  “web log.” A blog is a frequently updated journal that is intended for general public consumption. They usually represent the personality of the author or web site. A good source of blogging terms is at [http://www.whatis.techtarget.com] .

Brand – Customer or user experience represented by images and ideas, often referring to a symbol (name, logo, symbols, fonts, colors), a slogan and a design scheme. Brand recognition and other reactions are created by the accumulation of experiences with the specific product or service, both from its use, and as influenced by advertising, design and media commentary.  Brand is often developed to represent implicit values, ideas and even personality. Source: Wikipedia

Brand and Branding – “A brand is a customer experience represented by a collection of images and ideas; often, it refers to a symbol such as a name, logo, slogan, and design scheme. Brand recognition and other reactions are created by the accumulation of experiences with the specific product or service, both directly relating to its use, and through the influence of advertising, design, and media commentary.”  (Added Definition) “A brand often includes an explicit logo, fonts, color schemes, symbols, sound which may be developed to represent implicit values, ideas, and even personality.” Source: Wikipedia

Brand Lift – A measurable increase in consumer recall for a specific, branded company, product or service. For example, brand lift might show an increase in respondents who think of Dell for computers, or WalMart for “every household thing.”

Brand Messaging – Creative messaging that presents and maintains a consistent corporate image across all media channels, including search.

Brand Reputation - The position a company brand occupies.

Branding Strategy – The attempt to develop a strong brand reputation on the web to increase brand recognition and create a significant volume of impressions.

Bridge Page – Often used to describe the web pages that linked together many doorway pages on a web site. Also see: Doorway Page, Hallway Page.

Bucket – An associative grouping for related concepts, keywords, behaviors and audience characteristics associated with your company's product or service. A “virtual container” of similar concepts used to develop PPC keywords, focus ad campaigns and target messages.

Buying Funnel – Also called the Buying Cycle, Buyer Decision Cycle and Sales Cycle, Buying Funnel refers to a multi-step process of a consumer’s path to purchase a product – from awareness to education to preferences and intent to final purchase.

Buzz Monitoring Services – Services that will email a client regarding their status in an industry. Most buzz or publicity monitoring services will email anytime a company’s name, executives, products, services or other keyword-based information on them are mentioned on the web.  Some services charge a fee; others, such as Yahoo! and Google Alerts, are free.

Buzz Opportunities – Topics popular in the media and with specific audiences that receive news coverage or pass along recommendations that help increase exposure for a brand. Ways to uncover potential buzz opportunities include reviewing incoming traffic to a web site from organic links and developing new keywords to reach those visitors, or scanning special interest blogs and social media sites to learn what new topics attract rising interest, also to develop new keywords and messages.
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COA – Acronym for Cost of Acquisition, which is how much it costs to acquire a conversion (desired action), such as a sale.

CPA – Acronym for Cost Per Acquisition (sometimes called Cost Per Action), which is the total cost of an ad campaign divided by the number of conversions. For example, if a campaign cost $100 and resulted in 5 conversions, the CPA is $20 ($100 / 5). It cost $20 to generate one conversion.

CPA or “Cost Per Acquisition” – Also referred to as “Cost Per Action.” This is a metric used to measure the total monetary cost of each sale, lead or action from start to finish.

CPC – Acronym for Cost Per Click, or the amount search engines charge advertisers for every click that sends a searcher to the advertiser’s web site. For an advertiser, CPC is the total cost for each click-through received when its ad is clicked on.

CPC or “Cost Per Click” - Some search engines charge advertisers a cost for every click sent to their web site. The “CPC” is the total cost for each click received.

CPM – Acronym for Cost Per Thousand Impressions (ad serves or potential viewers). Compare to CPC pricing (defined above). CPM is a standard monetization model for offline display ad space, as well as for some context-based networks serving online search ads to, for example, web publishers and sites.

CPM or “Cost Per Thousand” – A unit of measure typically assigned to the cost of displaying an ad. If an ad appears on a web page 1,000 times and costs $5, then the CPM would be $5. In this instance, every 1,000 times an ad appeared, it would incur a charge of $5.

CPO – Acronym for Cost Per Order. The dollar amount of advertising or marketing necessary to acquire an order. Calculated by dividing marketing expenses by the number of orders. Also referred to as CPA (Cost Per Acquisition).

CTR – Acronym for Click-Through Rate, the number of clicks that an ad gets, divided by the total number of times that ad is displayed or served. (Represented as: total clicks / total impressions for a specific ad = CTR). For example, if an ad has 100 impressions and 6 clicks, the CTR is 6%. The higher the CTR, the more visitors your site is receiving; CTR also factors into you advertiser search engine Quality Score and, therefore, your minimum keyword bids on Tier I engines.

Campaign Integration – Planning and executing a paid search campaign concurrently with other marketing initiatives, online or offline, or both. More than simply launching simultaneous campaigns, true paid search integration takes all marketing initiatives into consideration prior to launch, such as consistent messaging and image, driving offline conversions, supporting brand awareness, increasing response rates and contributing to ROI business goals.

Canonicalization – The process of picking the best URL when there are several choices; this usually refers to home pages. Source: Matt Cutts Blog: SEO Advice. In addition, “Canonicalization is the process of converting data that has more than one possible representation into a "standard" canonical representation. This can be done to compare different representations for equivalence, to count the number of distinct data structures (e.g., in combinatorics), to improve the efficiency of various algorithms by eliminating repeated calculations, or to make it possible to impose a meaningful sorting order.” Source: Wikipedia

Cascading Style Sheets or CSS – An addition to your HTML, a web site’s “cascading style sheet” contains information on paragraph layout, font sizes, colors, etc. A cascading style sheet has many uses as far as search engine optimization and web site design are concerned.

Click Bot – A program generally used to artificially click on paid listings within the engines in order to artificially inflate click amounts.

Click Fraud – Clicks on a Pay-Per-Click advertisement that are motivated by something other than a search for the advertised product or service. Click fraud may be the result of malicious or negative competitor/affiliate actions motivated by the desire to increase costs for a competing advertiser or to garner click-through costs for the collaborating affiliate. Also affects search engine results by diluting the quality of clicks.

Click Through - When a user clicks on a hypertext link and is taken to the destination of that link

Click Through Rate – The percentage of those clicking on a link out of the total number who see the link. For example, imagine 10 people do a web search. In response, they see links to a variety of web pages. Three of the 10 people all choose one particular link. That link then has a 30 percent click-through rate. Also called CTR. Source: Webmaster World Forums

Client-side Tracking - Client-side tracking entails the process of tagging every page that requires tracking on the Web site with a block of JavaScript code. This method is cookie based (available as first or third party cookies) and is readily available to companies who do not own or manage their own servers.

Cloaking - The process by which a web site can display different versions of a web page under different circumstances. It is primarily used to show an optimized or a content-rich page to the search engines and a different page to humans. Most major search engine representatives have publicly stated that they do not approve of this practice.

Comment - The text contained within a “comment” tag in a web page. “Comments” are used in a variety of situations, such as communication between web developers and Cascading Style Sheets (See Above). 

Competitive Analysis – As used in SEO, CA is the assessment and analysis of strengths and weaknesses of competing web sites, including identifying traffic patterns, major traffic sources, and keyword selection. 

Consumer Generated Media (CGM)  - Refers to posts made by consumers to support or oppose products, web sites, or companies, which are very powerful when it comes to company image. It can reach a large audience and, therefore, may change your business overnight. 

Content Management Systems (CMS) - In computing, a content management system (CMS) is a document centric collaborative application for managing documents and other content. A CMS is often a web application and often it is used as a method of managing web sites and web content. The market for content management systems remains fragmented, with many open source and proprietary solutions available. Source: Wikipedia.org

Content Network – Also called Contextual Networks, content networks include Google and Yahoo! Contextual Search networks that serve paid search ads triggered by keywords related to the page content a user is viewing.

Content Targeting – An ad serving process in Google and Yahoo! that displays keyword triggered ads related to the content or subject (context) of the web site a user is viewing. Contrast to search network serves, in which an ad is displayed when a user types a keyword into the search box of a search engine or one of its partner sites.

Contextual Advertising – Advertising that is automatically served or placed on a web page based on the page’s content, keywords and phrases. Contrast to a SERP (search engine result page) ad display. For example, contextual ads for digital cameras would be shown on a page with an article about photography, not because the user entered “digital cameras” in a search box.

Contextual Distribution – The marketing decision to display search ads on certain publisher sites across the web instead of, or in addition to, placing PPC ads on search networks.

Contextual Network – Also called Content Ads and Content Network, contextual network ads are served on web site pages adjacent to content that contains the keywords being bid upon. Contextual ads are somewhat like traditional display ads placed in print media and, like traditional ad buys, are often purchased on the same CPM (cost per thousand impressions) model for purchased keywords, rather than a CPC basis

Contextual Search – A search that analyzes the page being viewed by a user and gives a list of related search results. Offered by Yahoo! and Google.

Contextual Search Campaigns – A paid placement search campaign that takes a search ad listing beyond search engine results pages and onto the sites of matched content web partners.

Conversion Action – The desired action you want a visitor to take on your site. Includes purchase, subscription to the company newsletter, request for follow-up or more information (lead generation), download of a company free offer (research results, a video or a tool), subscription to company updates and news.

Conversion Rate - Conversion rates are measurements that determine how many of your prospects perform the prescribed or desired action step. If your prescribed response is for a visitor to sign up for a newsletter, and you had 100 visitors and 1 newsletter signup, then your conversion rate would be 1%. Typically, micro-conversions (for instance, reading different pages on your site) lead to your main conversion step (making a purchase, or signing up for a service).

Conversion Rate – The number of visitors who convert (take a desired action at your site) after clicking through on your ad, divided by the total number of click-throughs to your site for that ad. (Expressed as: total click-throughs that convert / total click-throughs for that ad = conversion rate.) For example, if an ad brings in 150 click-throughs and 6 of the 150 clicks result in a desired conversion, then the conversion rate is 4% (6 / 150 = 0.04). Higher conversion rates generally translate into more successful PPC campaigns with a better ROI.

Copyright – Protection and ownership of works or expressions fixed in a tangible form, including words, art, images, sounds, and music. Copyright gives the owner the exclusive right to copy, display, license, or expand the work. Copyrights cover virtually any original expression; and the protection arises under common law as soon as the original expression is created (fixed in tangible form). However, proving ownership of the original expression may be difficult legally, unless the work was displayed or used publicly at a verifiable point in time.

Crawler – Automated programs in search engines that gather web site listings by automatically crawling the web. A search engine's crawler (also called a spider or robot) “reads” page text contents and web page coding, and also follows links to other hyperlinked pages on the web pages it crawls. A crawler makes copies of the web pages found and stores these in the search engine's index, or database.

Crawler: Also known as a bot and spider, a crawler is a program that search engines use to seek out information on the web. The act of “crawling” on a web site is referred to when the crawler begins to search through documents contained within the web site. Also see Index.

Creatives – Unique words, design and display of a paid-space advertisement. In paid search advertising, creative refers to the ad’s title (headline), description (text offer) and display URL (clickable link to advertiser’s web site landing page). Unique creative display includes word emphasis (boldfaced, italicized, in quotes), typeface style and, on some sites, added graphic images, logos, animation or video clips.

Custom Feed – Create custom feeds for each of the shopping engines that allow you to submit XML feeds. Each of the engines has different product categories and feed requirements.
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DHTML – Stands for Dynamic Hypertext Markup Language.

DKI – Acronym for Dynamic Keyword Insertion, the insertion of the EXACT keywords a searcher included in his or her search request in the returned ad title or description. As an advertiser, you have bid on a table or cluster of these keyword variations, and DKI makes your ad listings more relevant to each searcher.

DMCA – Acronym for Digital Millennium Copyright Act. “The Digital Millennium Copyright Act (DMCA) is a United States copyright law which….criminalizes production and dissemination of technology, devices, or services that are used to circumvent measures that control access to copyrighted works (commonly known as DRM), and criminalizes the act of circumventing an access control, even when there is no infringement of copyright itself. [Circumvention of controlled access includes unscrambling, copying, sharing, commercial recording or reverse engineering copyrighted entertainment or software.] It also heightens the penalties for copyright infringement on the Internet.” Source: Wikipedia

Dayparting – The ability to specify different times of day – or day of week – for ad displays, as a way to target searchers more specifically. An option that limits serves of specified ads based on day and time factors.

Deep Linking – Linking that guides, directs and links a click-through searcher (or a search engine crawler) to a very specific and relevant product or category web page from search terms and PPC ads.

Description Tag - Refers to the information contained in the description META tag. This tag is meant to hold the brief description of the web page it is included on. The information contained in this tag is generally the description displayed immediately after the main link on many search engine result pages.

Directory Search – Also known as a search directory. Refers to a directory of web sites contained in an engine that are categorized into topics. The main difference between a search directory and a search engine is in how the listings are obtained. A search directory relies on user input in order to categorize and include a web site. Additionally, a directory usually only includes higher-level pages of a domain.

Display URL – The web page URL that one actually sees in a PPC text ad. Display URL usually appears as the last line in the ad; it may be a simplified path for the longer actual URL, which is not visible.

Distribution Network – A network of web sites (content publishers, ISPs) or search engines and their partner sites on which paid ads can be distributed. The network receives advertisements from the host search engine, paid for with a CPC or CPM model. For example, Google’s advertising network includes not only the Google search site, but also searchers at AOL, Netscape and the New York Post online edition, among others.

Domain – Refers to a specific web site address.

Doorway Page – A web page specifically created in order to obtain rankings within the natural listings of a search engine. These pages generally are filled with keywords and are meant to funnel surfers into the main web site. This practice is generally considered an outdated spam tactic. This term is not to be confused with a “landing page.”

Dynamic Landing Pages – Dynamic landing pages are web pages to which click-through searchers are sent that generate changeable (not static) pages with content specifically relevant to the keyword search. For example, if a user is looking for trucks, then a dynamic landing page with information and pictures on multiple models and, possibly, geographically localized dealerships might be served. The term truck would trigger a data dump into a web site template for all possible vehicles, that serves all truck-related information.

Dynamic Text (Insertion) – This is text, a keyword or ad copy that customizes search ads returned to a searcher by using parameters to insert the desired text somewhere in the title or ad. When the search query (for example, “hybrid cars”) matches the defined parameter (for example, all brands of electric/gasoline passenger cars AND SUVs), then the associated term (hybrid) is plugged into the ad. Dynamic insertion makes the ad mirror exact terms used in the search query, creating very relevant ads. See also DKI (Dynamic Keyword Insertion).
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eCPM – Acronym for Effective Cost Per Thousand, a hybrid Cost-Per-Click (CPC) auction calculated by multiplying the CPC times the click-through rate (CTR), and multiplying that by one thousand. (Represented by: (CPC x CTR) x 1000 = eCPM.) This monetization model is used by Google to rank site-targeted CPM ads (in the Google content network) against keyword-targeted CPC ads (Google AdWords PPC) in their hybrid auction.

Ecommerce - Conducting commercial transactions on the internet where goods, information or services are bought and sold.

Editorial Review Process – A review process for potential advertiser listings conducted by search engines, which check to ensure relevancy and compliance with the engine’s editorial policy. This process could be automated – using a spider to crawl ads – or it could be human editorial ad review. Sometimes it’s a combination of both. Not all PPC Search Engines review listings.

Entry Page – Refers to any page within a web site that a user employs to “enter” your web site. Also see Landing Page.

Eye Tracking Studies – Studies by Google, Marketing Sherpa and Poynter Institute using Eyetools technology to track the eye movements of web page readers, in order to understand reading and click-through patterns.
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FAQ – Stands for “Frequently Asked Questions.”

F.F.A – Stands for “Free for All” link pages. These are not search engines or directories. They are, for the most part, pages that simply take URL submissions that usually stay active for a period of time. A submission is placed at the top of their list and then moved down, and eventually out, as other submissions are made. These are seen as outdated and were used in an attempt to artificially inflate link popularity.

F.T.P – Stands for “File Transfer Protocol.”

Feeds – A web document that is a shortened or updated (revised content only) version of a web page created for syndication. Usually served at user request, through subscription; also includes ad feeds to shopping engines and paid-inclusion ad models. Ad feeds are usually in Extensible Markup Language (XML) or Rich Site Summary (RSS) format.

Flash – “Flash technology has become a popular method for adding animation and interactivity to web pages; several software products, systems, and devices are able to create or display Flash. Flash is commonly used to create animation, advertisements, various web page components, to integrate video into web pages, and more recently, to develop rich internet applications.” Source: Wikipedia

Frames - HTML technique that allows two or more pages to display in one browser window. Many search engines had trouble indexing web sites that used frames, generally only seeing the contents of a single frame. See also “No Frames.”
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G.U.I – Stands for “Graphical User Interface.” Means a visual representation of the functional code. Or, is a way for the average web user to interface with a database, program, etc.

Gateway page – See Doorway Page.

Geo-Targeting – The geographic location of the searcher. Geo-targeting allows you to specify where your ads will or won’t be shown based on the searcher’s location, enabling more localized and personalized results.
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.htaccess file – A file with one or more configuration directives placed in a web site document directory. The directives apply to that directory and all subdirectories.

HTTP – Stands for “Hypertext Transfer Protocol.”

HTTPS – Stands for “Hypertext Transfer Protocol Secure.”

HTTP Referrer Data – A program included in most web analytics packages that analyzes and reports the source of traffic to the user’s web site. The HTTP referrer allows webmasters, site owners and PPC advertisers to uncover new audiences or sites to target or to calculate conversions and ROI for future ad campaigns.

Head Terms – Search terms that are short, popular and straightforward; e.g., "helicopter skiing." These short terms are called "head terms" based on a bell-curve distribution of keyword usage that displays the high numbers of most-used terms at the “head” end of the bell curve graph. See also Tail Terms.

Hidden text -- (Also known as Invisible text.) Text that is visible to the search engines but hidden to a user. It is traditionally accomplished by coloring a block of HTML text the same color as the background color of the page. More creative methods have also been employed to create the same effect while making it more difficult for the search engines to detect or filter it. It is primarily used for the purpose of including extra keywords in the page without distorting the aesthetics of the page. Most search engines penalize or ignore URLs from web sites that use this practice.

Hit – The request or retrieval of any item located within a web page. For example, if a user enters a web page with 5 pictures on it, it would be counted as 6 “hits.” One hit is counted for the web page itself, and another 5 hits count for the pictures.
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IFRAME – “IFrame (from inline frame) is an HTML element which makes it possible to embed another HTML document inside the main document. The size of the IFrame is specified in the surrounding HTML page, so that the surrounding page can already be presented in the browser while the IFrame is still being loaded. The IFrame behaves much like an inline image, and the user can scroll it out of view. On the other hand, the IFrame can contain its own scroll bar, independent of the surrounding page's scroll bar. Source: Wikipedia

IPTV – Acronym for Internet Protocol Television, which delivers digital television service using the Internet Protocol over a network. IPTV delivery may be through a high capacity, high speed broadband connection. Compared to traditional broadcast and cable television, IPTV may offer new venues for PPC search advertisers through program interfaces and stored individual preferences. Source: Wikipedia

Impression – One view or display of an ad. Ad reports list total impressions per ad, which tells you the number of times your ad was served by the search engine when searchers entered your keywords (or viewed a content page containing your keywords).

Index – A search engine’s “index” refers to the amount of documents found by a search engines crawler on the web.

Indexability - Also known as crawlability and spiderability. Indexability refers to the potential of a web site or its contents to be crawled or “indexed” by a search engine. If a site is not “indexable,” or if a site has reduced indexability, it has difficulties getting its URLs included.

IP Address – “Dedicated and shared IPs. –(An IP address is) an identifier for a computer or device on a TCP/IP network. Networks using the TCP/IP protocol route messages based on the IP address of the destination. The format of an IP address is a 32-bit numeric address, written as four numbers separated by periods. Each number can be zero to 255. For example, 1.160.10.240 could be an IP address.” Source: Webopedia.  (Added definition) An IP Address can be dedicated for one web site or shared by multiple web sites.

IP Address – Abbreviation for Internet Protocol Address, a unique combination of numbers assigned to individual electronic devices or networks that communicate over the Internet. Basically, it’s a trackable address for any computer, and it can be used to localize results (see Geo-Targeting). Internet Assigned Numbers Authority (IANA) oversees global IP address allocation.

IP Address Lookup – The process of determining a unique Internet Protocol (IP) address. DNSstuff is one free program to look up an IP address (http://www.dnsstuff.com).

IASAPI_rewrite - ISAPI_rewrite is a powerful URL manipulation engine based on regular expressions. It acts mostly like Apache's mod_rewrite, but is designed specifically for Microsoft's Internet Information Server (IIS). ISAPI_rewrite is an ISAPI filter written in pure C/C++ so it is extremely fast. ISAPI_rewrite gives you the freedom to go beyond the standard URL schemes and develop your own scheme. Source: http://www.isapirewrite.com
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JavaScript – JavaScript is a scripting language based on prototype-based programming. It is used on a web site as client-side JavaScript, and also to enable scripting access to objects in other applications.
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Keyword - A single word that relates to a specific subject or topic. For example, “glossary” would be a keyword for this document. See also Keyword Phrase.

Keyword / Keyword Phrase – A specific word or combination of words that a searcher might type into a search field. Includes generic, category keywords; industry-specific terms; product brands; common misspellings and expanded variations (called Keyword Stemming), or multiple words (called Long Tail for their lower CTRs but sometimes better conversion rates). All might be entered as a search query. For example, someone looking to buy coffee mugs might use the keyword phrase “ceramic coffee mugs.” Also, keywords – which trigger ad network and contextual network ad serves – are the auction components on which PPC advertisers bid for all Ad Groups/Orders and campaigns.

Keyword Density - The number of times a keyword or keyword phrase is used in the body of a page. This is a percentage value determined by the number of words on the page, as opposed to the number of times the specific keyword appears within it. In general, the higher the number of times a keyword appears in a page, the higher its density.

Keyword Phrase – Two or more keywords relating to a specific topic. For example, “Mind numbingly boring glossary” would be a keyword phrase to describe this document.

Keyword Stemming – To return to the root or stem of a word and build additional words by adding a prefix or suffix, or using pluralization. The word can expand in either direction and even add words, increasing the number of variable options.

Keyword Stuffing – Generally refers to the act of adding an inordinate number of keyword terms into the HTML or tags of a web page.

Keyword Tag - Refers to the META keywords tag within a web page. This tag is meant to hold approximately 8 – 10 keywords or keyword phrases, separated by commas. These phrases should be either misspellings of the main page topic, or terms that directly reflect the content on the page on which they appear. Keyword tags are sometimes used for internal search results as well as viewed by search engines.

Keyword Targeting – Displaying Pay Per Click search ads on publisher sites across the Web (see also Contextual Networks) that contain the keywords in a context advertiser’s Ad Group.

KPI, Key Performance Indicators -- KPI are metrics used to quantify objectives that reflect the strategic performance of your online marketing campaigns. They provide business and marketing intelligence to assess a measurable objective and the direction in which that objective is headed. (See Module 5, Lesson 2, for key definitions for general and SEO-specific KPIs.)  
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Landing Page / Destination Page – The web page at which a searcher arrives after clicking on an ad. When creating a PPC ad, the advertiser displays a URL (and specifies the exact page URL in the code) on which the searcher will land after clicking on an ad in the SERP. Landing pages are also known as “where the deal is closed,” as it is landing page actions that determine an advertiser’s conversion rate success.

Latent Semantic Indexing - LSI uses word associations to help search engines know more accurately what a page is about.

Lead Generation – Web sites that generate leads for products or services offered by another company. On a lead generation site, the visitor is unable to make a purchase but will fill out a contact form in order to get more information about the product or service presented. A submitted contact form is considered a lead. It contains personal information about a visitor who has some degree of interest in a product or service.

Link Cardinality – See “Link Popularity.”

Link Farming – The attempt to substantially and artificially increase link popularity.

Link Popularity – Link popularity generally refers to the total number of links pointing to any particular URL. There are typically two types of link popularity: Internal and External. Internal link popularity typically refers to the number of links or pages within a web site that link to a specific URL. External link popularity refers to the number of inbound links from external web sites that are pointing to a specific URL. If you have more “links” than your competitors, you are typically known to have link cardinality or link superiority.

Linkbait – Also known as link bait, this is something on your site that people will notice and link to. By linking to your site, other sites are saying they value the content of your site and that they think other people will be interested in it, too.

Linking Profile – A profile is a representation of the extent to which something exhibits various characteristics. A linking profile is the results of an analysis of where of your links are coming from.

Log File - All server software stores information about web site incoming and outgoing activities. Web log files function like the “black box” that records everything during an airplane’s flight. The log file is usually in the root directory but it may also be found in a secondary folder. If you do not have permission to access these files, then you will need the help of the server administrator.

Log File Analysis - The analysis of records stored in the log file. In its raw format, the data in the log files can be hard to read and overwhelming. There are numerous log file analyzers that convert log file data into user-friendly charts and graphs. A good analyzer is generally considered an essential tool in SEO because it can show search engine statistics such as the number of visitors received from each search engine, the keywords each visitors used to find the site, visits by search engine spiders etc.

Source: www.thewebdivision.com/glossary.html

Long Tail – Keyword phrases with at least three, sometimes four or five, words in them. These long tail keywords are usually highly specific and draw lower traffic than shorter, more competitive keyword phrases, which is why they are also cheaper. Oftentimes, long tail keywords, in aggregate, have good conversion ratios for the low number of click-throughs they generate.

Long-tailed Keywords – Keyword phrases with at least 2 or 3 words in them.
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Meta Feeds – Ad networks that pull advertiser listings from other providers. They may or may not have their own distribution and advertiser networks.

META Refresh redirect - A client-side redirect.

Metrics - A system of measures that helps to quantify particular characteristics. In SEO the following are some important metrics to measure: overall traffic, search engine traffic, conversions, top traffic-driving keywords, top conversion-driving keywords, keyword rankings, etc.

Minimum Bid – The least amount that an advertiser can bid for a keyword or keyword phrase and still be active on the search ad network. This amount can range from $0.01 to $0.50 (or more for highly competitive keywords), and are set by the search engine.

Mod_rewrite - URL Rewrite processes, also known as “mod rewrites,” are employed when a webmaster decides to reorganize a current web site, either for the benefit of better user experience with a new directory structure or to clean up URLs which are difficult for search engines to index.

Multivariate Testing – A type of testing that varies and tests more than one or two campaign elements at a time to determine the best performing elements and combinations. Multivariate testing can gather significant results on many different components of, for example, alternative PPC ad titles or descriptions in a short period of time. Often it requires special expertise to analyze complex statistical results. (Compare to A/B Testing which changes only one element at a time, alternately serving an “old” version ad and a changed ad.) In search advertising, you might do A/B Split or Multivariate testing to learn what parts of a landing page (background color, title, headline, fill in forms, design, images) produce higher conversions and are more cost effective.
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Naked Links – A posted and visible link in the text of a web page that directs to a web site.

Negative Keywords – Filtered-out keywords to prevent ad serves on them in order to avoid irrelevant click-through charges on, for example, products that you do not sell, or to refine and narrow the targeting of your Ad Group’s keywords. Microsoft adCenter calls them "excluded keywords." Formatting negative keywords varies by search engine; but they are usually designated with a minus sign.

No Frames Tag - A tag used to describe the content of a frame to a user or engine which had trouble displaying / reading frames. Frequently misused and often referred to as “Poor mans cloaking”.

No Script Tag - The noscript element is used to define an alternate content (text) if a script is NOT executed. This tag is used for browsers that recognizes the <script> tag, but does not support the script in it.

NoFollow - NoFollow is an attribute webmasters can place on links that tell search engines not to count the link as a vote or not to send any trust to that site. Search engines will follow the link, yet it will not influence search results. NoFollows can be added to any link with this code: “rel="nofollow"."
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Organic Results – Listings on SERPs that were not paid for; listings for which search engines do not sell space. Sites appear in organic (also called “natural”) results because a search engine has applied formulas (algorithms) to its search crawler index, combined with editorial decisions and content weighting, that it deems important enough inclusion without payment. Paid Inclusion Content is also often considered "organic" even though it is paid advertising because paid inclusion content usually appears on SERPs mixed with unpaid, organic results.
Organic Search Listings - Listings that search engines do not sell (unlike paid listings). Instead, sites appear solely because a search engine has deemed it editorially important for them to be included, regardless of payment. Paid Inclusion Content is also often considered "organic" even though it is paid for. This is because paid inclusion content usually appears intermixed with unpaid organic results.

Organic Search Rankings – Search engine ranking of web pages found in SERPs. Back to Index
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P4P – Acronym for Pay for Performance, also designated as PFP. See also PPC Advertising.

PFP – Acronym for Pay for Performance; also designated as P4P. See also PPC Advertising.

PPC – Acronym for Pay Per Click. See also PPC Advertising.

PPCSE – Acronym for Pay-Per-Click Search Engine.

PageRank (PR) – PR is the Google technology developed at Stanford University for placing importance on pages and web sites. At one point, PageRank (PR) was a major factor in rankings. Today it is one of hundreds of factors in the algorithm that determines a page’s rankings.

Paid Inclusion – Refers to the process of paying a fee to a search engine in order to be included in that search engine or directory. Also known as “guaranteed inclusion.” Paid inclusion does not impact rankings of a web page; it merely guarantees that the web page itself will be included in the index. These programs were typically used by web sites that were not being fully crawled or were incapable of being crawled, due to dynamic URL structures, frames, etc.

Pay Per Call – A model of paid advertising similar to Pay Per Click (PPC), except advertisers pay for every phone call that comes to them from a search ad, rather than for every click-through to their web site landing page for the ad. Often higher cost than PPC advertising; but valued by advertisers for higher conversion rates from consumers who take the action step of telephoning an advertiser.

Personas – These are "people types" or sub-groups that encompass several attributes, such as gender, age, location, salary level, leisure activities, lifestyle characteristics, marital/family status or some kind of definable behavior. Useful profiles for focusing ad messages and offers to targeted segments.

Podcasts – “A podcast is a media file that is distributed over the internet using syndication feeds, for playback on portable media players and personal computers. Like 'radio,' it can mean both the content and the method of syndication. The latter may also be termed podcasting. The host or author of a podcast is often called a podcaster.” Source: Wikipedia

Position – In PPC advertising, position is the placement on a search engine results page where your ad appears relative to other paid ads and to organic search results. Top ranking paid ads (high ranking 10 to 15 results, depending on the engine) usually appear at the top of the SERP and on the “right rail” (right-side column of the page). Ads appearing in the top three paid-ad or Sponsored Ad slots are known as Premium Positions. Paid search ad position is determined by confidential algorithms and Quality Score measures specific to each search engine. However, factors in the engines’ position placement under some advertiser control include bid price, the ad’s CTR, relevancy of your ad to searcher requests, relevance of your click-through landing page to the search request, and quality measures search engines calculate to ensure quality user experience.

Position Preference – A feature in Google AdWords and in Microsoft adCenter enabling advertisers to specify in which positions they would like their ads to appear on the SERP. Not a position guarantee.

PPC Advertising – Acronym for Pay-Per-Click Advertising, a model of online advertising in which advertisers pay only for each click on their ads that directs searchers to a specified landing page on the advertiser’s web site. PPC ads may get thousands of impressions (views or serves of the ad); but, unlike more traditional ad models billed on a CPM (Cost-Per-Thousand-Impressions) basis, PPC advertisers only pay when their ad is clicked on. Charges per ad click-through are based on advertiser bids in hybrid ad space auctions and are influenced by competitor bids, competition for keywords and search engines’ proprietary quality measures of advertiser ad and landing page content.

PPC Management – The monitoring and maintenance of a Pay-Per-Click campaign or campaigns. This includes changing bid prices, expanding and refining keyword lists, editing ad copy, testing campaign components for cost effectiveness and successful conversions, and reviewing performance reports for reports to management and clients, as well as results to feed into future PPC campaign operations.
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Quality Score – A number assigned by Google to paid ads in a hybrid auction that, together with maximum CPC, determines each ad’s rank and SERP position. Quality Scores reflect an ad’s historical CTR, keyword relevance, landing page relevance, and other factors proprietary to Google. Yahoo! refers to the Quality Score as a Quality Index. And both Google and Yahoo! display 3- or 5-step indicators of quality evaluations for individual advertisers.

Query – The keyword or keyword phrase a searcher enters into a search field, which initiates a search and results in a SERP with organic and paid listings.
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ROAS – Acronym for Return On Advertising Spending, the profit generated by ad campaign conversions per dollar spent on advertising expenses. Calculated by dividing advertising-driven profit by ad spending.

ROI – Acronym for Return On Investment, the amount of money you make on your ads compared to the amount of money you spend on your ads. For example, if you spend $100 on PPC ads and make $150 from those ads, then your ROI would be 50%. (Calculated as: ($150 - $100) / 100 = $50 / 100 = 50%.) The higher your ROI, the more successful your advertising, although some practitioners in search advertising consider ROAS a more useful metric, as it breaks down cost and expenses by conversions per advertising dollar spent.

RSS – Acronym for Rich Site Summary or Real Simple Syndication, a family of web feed formats that leverages XML for distributing and sharing headlines and information from other web content (also known as syndication).

Rank – How well positioned a particular web page or web site appears in search engine results. For example, if you rank at position #1, you’re the first listed paid or sponsored ad. If you’re in position #18, it is likely that your ad appears on the second or third page of search results, after 17 competitor paid ads and organic listings. Rank and position affect your click-through rates and, ultimately, conversion rates for your landing pages.

Raw Data Feed – Raw data is information that has been collected but not formatted, analyzed or processed. This raw data can be used to build an optimized XML feed.

Reciprocal Link – Two different sites that link out to each other. Also referred to as Cross Linking.

Relative URL’s Link - Relative URLs link to just the file, for example, “page1.htm”. (See also Absolute URL’s link.)

Relevance – In relation to PPC advertising, relevance is a measure of how closely your ad title, description, and keywords are related to the search query and the searcher’s expectations.

Reverse DNS – A process to determine the hostname or host associated with an IP or host address.

Revshare / Revenue Sharing – A method of allocating per-click revenue to a site publisher, and click-through charges to a search engine that distributes paid-ads to its context network partners, for every page viewer who clicks on the content site’s sponsored ads. A type of site finder’s fee.

Rich Media – Media with embedded motion or interactivity. A growing option for PPC advertisers as rates of broadband connectivity increase.

Right Rail – The common name for the right-side column of a web page. On a SERP, right rail is usually where sponsored listings appear.

Robots.txt - A text file present in the root directory of a website which is used to direct the activity of search engine crawlers. This file is typically used to tell a crawler which portions of the site should be crawled and which should not be crawled.

RSS (Really Simply Syndication, Rich Site Summary, RDF Site Summary) - A family of web feed formats used for distributing frequently updated digital content, such as blogs, news, podcasts, and videos

RSS Aggregators – “A client software that uses web feed to retrieve syndicated web content such as blogs, podcasts, vlogs, and mainstream mass media websites, or in the case of a search aggregator, a customized set of search results….Such applications are also referred to as RSS readers, feed readers, feed aggregators, news readers or search aggregators. These have been recently supplemented by the so-called RSS-narrators [such as TalkingNews or Talkr] which not only aggregate news feeds but also converts them into podcasts.” Source: Wikipedia
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SEO – Acronym for “Search Engine Optimization.” This is the process of editing a web site’s content and code in order to improve visibility within one or more search engines. When this term is used to describe an individual, it stands for “Search Engine Optimizer” or one who performs SEO.

SERP – Acronym for Search Engine Results Page, the page delivered to a searcher that displays the results of a search query entered into the search field. Displays both paid ad (sponsored) and organic listings in varying positions or rank.

SSP Feed  – See Search Submit Pro and Feeds.

Saturation (Search Engine Saturation) -- A term relating to the number of URLs included from a specific web site in any given search engine. The higher the saturation level or number of pages indexed into a search engine, the higher the potential traffic levels and rankings.

Search Directory - Similar to a search engine, in that they both compile databases of web sites. A directory does not use crawlers in order to obtain entries in its search database. Instead, it relies on user interaction and submissions for the content it contains. Submissions are then categorized by topic and normally alphabetized, so that the results of any search will start with site descriptions that begin with some number or non-letter character, then moving from A-to-Z.

Search Engines - A search engine is a database of many web pages. Most engines display the number of web pages they hold in their database at any given time. A search engine generally “ranks” or orders the results according to a set of parameters. These parameters (called algorithms) vary among search engines; they are always improving in order to identify spam as well as improve relevance. See also SERP, Algorithm.

Search Funnel – Movement of searchers, who tend to do several searches before reaching a buy decision, that works from broad, general keyword search terms to narrower, specific keywords. Advertisers use the search funnel to anticipate customer intent and develop keywords targeted to different stages. Also refers to potential for switches at stages in the funnel when, for example, searchers start with keywords for a desired brand, but switch to other brands after gathering information on the category. Microsoft AdCenter tested a search funnel keyword tool in 2006 to target keywords to search funnel stages.

Search Query – The word or phrase a searcher types into a search field, which initiates search engine results page listings and PPC ad serves. In PPC advertising, the goal is to bid on keywords that closely match the search queries of the advertiser’s targets. See also Query.

Search Submit Pro (SSP) – Search Submit Pro is Yahoo!’s paid inclusion product that uses a “feed” tactic. With Search Submit Pro, Yahoo! crawls your web site as well as an optimized XML feed that represents the content on your site. Yahoo! applies its algorithm to both the actual web site pages and the XML feed to determine which listing is most appropriate to appear in the organic search results when a user conducts a search for relevant terms. Yahoo! charges a CPC, determined by category, for each time a listing established through SSP is clicked.

Secondary Links – Links that are indirectly acquired links, such as a story in a major newspaper about a new product your company released.

Semantic Clustering – A technique for developing relevant keywords for PPC Ad Groups, by focusing tightly on keywords and keyword phrases that are associative and closely related, referred to as "semantic clustering.” Focused and closely-related keyword groups, which would appear in the advertiser’s ad text and in the content of the click-through landing page, are more likely to meet searchers’ expectations and, therefore, support more effective advertising and conversion rates.

Server-side Tracking -- The process of analyzing web server log files. Server-side analytics tools make sense of raw data to generate meaningful reports and trends analysis.

Session Id’s – dynamic parameters, such as session IDs generated by cookies for each individual user.  Session IDs cause search engines to see a different URL for each page each time that they return to re-crawl a web site.

Share of Voice –”A brand's (or group of brands') advertising weight, expressed as a percentage of a defined total market or market segment in a given time period. SOV advertising weight is usually defined in terms of expenditure, ratings, pages, poster sites, etc.” Source: Wikipedia

Siloing – Siloing (also known as Theming) is a site architecture technique used to split the focus of a site into multiple themes. The goal behind siloing is to create a site that ranks well for both its common and more-targeted keywords. Source: Bruce Clay Newsletter 09/06

Site-Targeted Ads – Site targeting lets advertisers display their ads on manually-selected sites in the search engine’s content network for content or contextual ad serves. Site-targeted ads are billed more like traditional display ads, per 1000 impressions (CPM), and not on a Pay-Per-Click basis.

Social Media or Social Search – Sites where users actively participate to determine what is popular.

SPAM – Any search marketing method that a search engine deems to be detrimental to its efforts to deliver relevant, quality search results. Some search engines have written guidelines on their definitions and penalties for SPAM. Examples include doorway landing pages designed primarily to game search engine algorithms rather than meet searcher expectations from the advertiser’s clicked-on ad; keyword stuffing in which search terms that motivated a click-through are heavily and redundantly repeated on a page in place of relevant content; attempts to redirect click-through searchers to irrelevant pages, product offers and services; and landing pages that simply compile additional links on which a searcher must click to get any information. Determining what constitutes SPAM is complicated by the fact that different search engines have different standards, including what is allowable for listings gathered through organic methods versus paid inclusion (referred to as spamdexing), whether the listing is from a commercial or research/academic source, etc. Source: Webmaster World Forums

Spamming – Spamming refers to a wide array of techniques used to “trick” the search engines. These tactics generally are against the guidelines put forth by the search engines. Tactics such as Hidden text, Doorway Pages, Content Duplication and Link Farming are but a few of many spam techniques employed over the years. (Also see: delicious lunchmeat.)

Spider – See Crawler.

Splash Page – Refers to an entry page or main page of a web site that is interactive or graphically intense. Many splash pages are designed using Flash.

Sponsored Listing – A term used as a title or column head on SERPs to identify paid advertisers and distinguish between paid and organic listings. Alternate names are Paid Listings or Paid Sponsors. Separating paid listings from organic results enables searchers to make their own purchase and site trust decisions and, in fact, resulted from an FTC complaint filed by Commercial Alert in 2001 alleging that the confusion caused in consumers who saw mixed paid and unpaid results constituted fraud in advertising.

Statistical Validity – The degree to which an observed result, such as a difference between two measurements, can be relied upon and not attributed to random error in sampling or in measurement. Statistical Validity is important to the reliability of test results, particularly in Multivariate Testing methods. Source: UsabilityFirst.com

Stop Word A word that often appears in a page’s copy or content, but it has no significance by itself. Examples of stop words are: and, the, of, etc.

Submission - The act of submitting a web site to search engines and search directories. For some search engines, this is performed simply by typing in the absolute home page URL of the web site you wish to submit. Other engines and directories request that descriptions of the web site be submitted for approval.

Super Verbs - Compelling verbs that trigger emotions or visual images.
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TLP – Acronym for Top Level Page, a reference to the home page, category pages, or product pages that have unique value for the site and so are structured in the top levels of the site directory.

TLP Feed – Acronym for Top Level Page feed, the often automatic and on-subscription feed of an advertiser’s home page or unique category pages. See also Feeds.

Tail Terms – Search terms that are very specific, long phrases that include one or more modifiers, such as "cheapest helicopter skiing near Banff BC." These longer, more specific terms are called "tail terms" based on a bell-curve distribution of keyword usage that displays the low numbers of little-used terms at the “tail” end of the bell curve graph. (See “The Long Tail” by Wired editor Chris Anderson.) Although long, specific and lesser-used tail terms have low CTRs, they are less competitive (and therefore cheaper) and often catch buyers at the end of the purchase decision process. This means that, even with low click-through numbers, tail terms can have good conversion rates. See also Head Terms.

Targeting – Narrowly focusing ads and keywords to attract a specific, marketing-profiled searcher and potential customer. You can target to geographic locations (geo-targeting), by days of the week or time of day (dayparting), or by gender and age (demographic targeting). Targeting features vary by search engine. Newer ad techniques and software focus on behavioral targeting, based on web activity and behaviors that are predictive for potential customers who might be more receptive to particular ads.

Themes - A theme is an overall idea of what a web page is focused on. Search engines determine the theme of a web page through analysis in the algorithm of the density of associated words on a page.

Tier I Search Engines – The top echelon, or top three, search engines that serve the vast majority of searcher queries. Also referred to as Major Engines, Top Tier Engines or GYM, for Google, Yahoo! and Microsoft Live Search.

Tier II Search Engines – Smaller, vertical and specialized engines, including general engines, such as Ask.com and AOL; meta-engines that search and display results from other search engines, such as Dogpile; local engines, shopping and comparison engines, and business vertical engines. Tier II Search Engines don’t offer the search query market share or features of the Tier I engines; however, Tier II engines can target specific, niche markets and are usually lower cost.

Tier III Search Engines – Contextual distribution networks, through which marketers’ ads appear on pages within the PPC engine’s content network, triggered by user web site page views at the moment that contain the advertiser’s keyword in its content. Cost is usually through Cost-Per-Thousand-Impressions (CPM) charges, rather than Pay Per Click (PPC). As discussed in Fundamentals coursework, Google’s contextual distribution program is called AdSense; Yahoo!’s is called Content Match.

Title Tag - An HTML tag appearing in the <head> tag of a web page that contains the page title. The page title should be determined by the relevant contents of that specific web page. The contents of a title tag for a web page is generally displayed in a search engine result as a bold blue underlined hyperlink.

Trackbacks - A protocol that allows a blogger to link to posts, often on other blogs, that relate to a selected subject. Blogging software that supports Trackback includes a "TrackBack URL" with each post that displays other blogs that have linked to it. Source: Blog Terms Glossary Tech at Whatis.techtarget.com

Tracking URL – A specially designed and/or unique URL created to track an action or conversion from paid advertising. The URL can include strings that will show what keyword was used, what match type was triggered, and what search engine delivered the visitor.

Trademarks – Distinctive symbols, pictures or words that identify a specific product or service. Received through registration with the U.S. Patent & Trademark Office. Tier I search engines prohibit bids on trademarks as keywords if the bidder is not the legal owner, though this keyword bid practice is still allowed by Google.

Traffic – Refers to the number of visitors a website receives. It can be determined by examination of web logs.

Traffic Analysis – The process of analyzing traffic to a web site to understand what visitors are searching for and what is driving traffic to a site. 

Trusted Feed – Also known as Paid Inclusion, a trusted feed is a fee-based custom crawl service offered by some search engines. These results appear in the “organic search results” of the engine. Typically, the fee is based on a “cost per click,” depending on the category of site content. It has been called a “Trusted Feed” due to the ability to actually alter the content in the feed, without changing the existing website. Also see: Paid Inclusion.

TXT//AD – Text ads as mobile device text messages.
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USPTO – Acronym for United States Patent & Trademark Office. See also Trademarks.

Unique Visitor – Identifies an actual web surfer (as opposed to a crawler) and is tracked by a unique identifiable quality (typically IP address). If a visitor comes to a web site and clicks on 100 links, it is still only counted as one unique visit.

Usability – This term refers to how "user friendly" a web site and its functions are. A site with good usability is a site that makes it easy for visitors to find the information they are looking for or to perform the action they desire. Bad usability is anything that causes confusion or problems for the user. For example, large Flash animations served to a visitor with a dial up connection causes poor usability. Easy, intuitive navigation and clear, informative text enhance usability.

User Agent - This is the identity of a web site visitor, spider, browser, etc. The most common user agents are Mozilla and Internet Explorer.
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Value Propositions – “A customer value proposition is the sum total of benefits a customer is promised to receive in return for his or her custom and the associated payment (or other value transfer).“ A customer value proposition is what is promised by a company's marketing and sales efforts, and then fulfilled by its delivery and customer service processes.” Source: Wikipedia

Vertical Creep – Positioning trends when vertical listings appear at the top of organic search engine results and below top sponsored listings (when they are displayed on the SERP).

Vertical Portal / Vortal – Search engines that focus on a specific industry or sector. Such vertical search engines (also called “vortals”) have much more specific indexes and provide narrower and more focused search results than the Tier I search engines.

Verticals – A vertical is a specific business group or category, such as insurance, automotive or travel. Vertical search offers targeted search options and PPC opportunities to a specific business category.

Viral Marketing – Also called viral advertising, viral marketing refers to marketing techniques that use pre-existing social networks to produce increases in brand awareness. The awareness increases are the result of self-replicating viral processes, analogous to the spread of pathological and computer viruses. It can often be word-of-mouth delivered and enhanced online; it can also harness the network effect of the internet and can be very useful in reaching a large number of people rapidly. Source: Wikipedia
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Web Forwarding - Web forwarding allows for redirects to exist within an .htaccess file on a separate server.

Web Server Logs – Most web server software, and all good web analytics packages, keep a running count of all search terms used by visitors to your site. These running counts are kept in large text files called Log Files or Web Server Logs. Useful for developing and refining PPC campaign keyword lists.

Web TV – Television set-top boxes that allow users to browse the Internet from their televisions without a computer system. Perennial future opportunity as new PPC ad channel offering the option to use rich media formats.

Wiki -- Software that allows people to contribute knowledge on a particular topic. A wiki is another web publishing platform that makes use of technologies similar to blogs and also allows for collaboration with multiple people.

Wikipedia – “Wikipedia is a multilingual, web-based, free content encyclopedia project. Wikipedia is written collaboratively by volunteers; its articles can be edited by anyone with access to the web site.” Source: Wikipedia

Word Count - The total number of words contained within a web document.
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XML – Stands for “Extensible Markup Language,” a data delivery language.

XML Feeds – A form of paid inclusion in which a search engine is fed information about an advertiser’s web pages via XML, rather than requiring that the engine gather that information through crawling actual pages. Marketers pay to have their pages included in a spider-based search index based on an XML format document that represents each page on the advertiser site. Advertisers pay either annually per URL or on a CPC basis – and are assured of frequent crawl cycles. New media types are being introduced into paid inclusion, including graphics, video, audio, and rich media.

XML Feeds -- A form of paid inclusion where a search engine is "fed" information about pages via XML, rather than gathering that information through crawling actual pages. Marketers can pay to have their pages included in a spider-based search index either annually (per URL), or on a CPC basis (based on an XML document representing each page on the client site). New media types are being introduced into paid inclusion, including graphics, video, audio, and rich media.

XML Maps - XML maps are specially formatted links to your pages. They will never replace the need for HTML site maps.

* * *
Altavista

A popular search engine with the largest database on the web, indexing more than 140 million pages. Its main URL is http://www.altavista.com. Until 1998, this search engine provided the search facility for Yahoo. Altavista indexes all the words in a web page, and new pages are normally added to the database fairly quickly, within a couple of working days. You are asked to submit just the main page of your site. The Altavista spider will then explore your site and index a representative sample of the pages. Some problems with spamming have been noticed. The use of keyword meta tags is penalised. Altavista places various alternative options before its search results, including suggested questions (using the Ask Jeeves service), RealNames. Paid entries are beginning to appear at the start of the search results. 

AOL Netfind

The default search engine for users of the AOL internet service provider, and hence a busy site. Its URL is http://www.netfind.com. It is essentially the same engine as Excite. 

Applet

A small program, often written in Java, which usually runs in a web browser, as part of a web page. It is possible that the use of such a program may cause spiders and robots to stop indexing a page. 

ArchitextSpider

The name of the Excite search engine's spider. 

Ask Jeeves

A meta search engine which can be asked questions in English. This service is also in use at Altavista. http://www.askjeeves.com.

CGI

Common Gateway Interface - a standard interface between web server software and other programs running on the same machine. 

CGI Program

Strictly, any program which handles its input and output data according to the CGI standard. In practice, CGI programs are used to handle forms and database queries on web pages, and to produce non-static web page content. 

Channels, Channel listings

Lists of links to selected (and usually popular) web sites. The links are maintained by search engines and directories and are sorted into categories or channels. Sites are picked by a channel editor, often because of a site's already high ranking with the search engines. Some search engines and directories allow visitors to nominate sites for inclusion in their channels. 

Client

A computer, program or process which makes requests for information from another computer, program or process. Web browsers are client programs. Search engine spiders are (or can be said to behave as) clients. 

Click through

The process of clicking on a link in a search engine output page to visit an indexed site. 

This is an important link in the process of receiving visitors to a site via search engines. Good ranking may be useless if visitors do not click on the link which leads to the indexed site. The secret here is to provide a good descriptive title and an accurate and interesting description. 

Cloaking

The hiding of page content. Normally carried out to stop page thieves stealing optimized pages. See also Bait-and-Switch. 

Clustering

The listing of only one page from each web site in a search engine or directory's list of search results. This avoids occupation of all the top results by a small number of web sites and makes the list of results clearer and more useful to the user. 

Comment

The HTML <!-- and --> tags are used to hide text from browsers. Some search engines ignore text between these symbols but others index such text as if the comment tags were not there. Comments are often used to hide javascript code from non-compliant browsers, and sometimes (notably on Excite) to provide invisible keywords to some search engines. 

Crawler

    See Spider.

Dead Link

An internet link which doesn't lead to a page or site, probably because the server is down or the page has moved or no longer exists. Most search engines have techniques for removing such pages from their listings automatically, but as the internet continues to increase in size, it becomes more and more difficult for a search engine to check all the pages in the index regularly. Reporting of dead links helps to keep the indexes clean and accurate, and this can usually be done by submitting the dead link to the search engine. 

De-listing

The removal of pages from a search engine's index.

Removal can occur for various reasons, including unreliability of the machine that hosts a site or because of perceived attempts at spamdexing. 

Description

Descriptive text associated with a web page and displayed, usually with the page title and URL, when the page appears in a list of pages generated by a search engine or directory as a result of a query. Some search engines take this description from the DESCRIPTION Meta tag - others generate their own from the text in the page. Directories often use text provided at registration. 

Direct Hit

A system which monitors the search engine users' selections from search engine results, counting which results are clicked on most, and how long visitors spend at that site, so as to improve relevancy. Used by HotBot and as a plug-in to Apple's new innovative Sherlock search system. See www.directhit.com. 

Directory

A server or a collection of servers dedicated to indexing internet web pages and returning lists of pages which match particular queries. Directories (also known as Indexes) are normally compiled manually, by user submission (such as at whatsnew.com), and often involve an editorial selection and/or categorization process (such as at LookSmart and Yahoo). 

Dogpile

A meta search engine. Found at http://www.dogpile.com. 

Domain

A sub-set of internet addresses. Domains are hierarchical, and lower-level domains often refer to particular web sites within a top-level domain. The most significant part of the address comes at the end - typical top-level domains are .com, .edu, .gov, .org (which sub-divide addresses into areas of use). There are also various geographic top-level domains (e.g. .ar, .ca, .fr, .ro etc.) referring to particular countries. 

The relevance to search engine terminology is that web sites which have their own domain name (e.g. http://www.nativetongues.com) will often achieve better positioning than web sites which exist as a sub-directory of another organisation's domain (e.g. http://ourworld.compuserve.com/homepages/tijana/). 

Doorway Page

See Gateway Page. 

Dynamic content

Information on web pages which changes or is changed automatically, e.g. based on database content or user information. Sometimes it's possible to spot that this technique is being used, e.g. if the URL ends with .asp, .cfm, .cgi or .shtml. It is possible to serve dynamic content using standard (normally static) .htm or .html type pages, though. Search engines will currently index dynamic content in a similar fashion to static content, although they will not usually index URLs which contain the ? character.

Frames

An HTML technique for combining two or more separate HTML documents within a single web browser screen. Compound interacting documents can be created to make a more effective web page presented in multiple windows or sub-windows.

A framed web site often causes great problems for search engines, and may not be indexed correctly. Search engines will often index only the part of a framed site within the <NOFRAMES> section, so make sure that the <NOFRAMES> section includes relevant text which can be indexed by the spiders. If your site uses frames, consider providing a gateway page or adding navigational links within the framed pages. Submit the main page - the one containing the <FRAMESET> tag to the search engines. If you use a gateway page, submit this separately.

Gateway Page

A web page submitted to a search engine (spyder) to give the relevance-algorithm of that particular spyder the data it needs, in the format that it needs it, in order to place a site at the proper level of relevance for the topic(s) in question. (This determination of topical relevance is called "placement".) 

A gateway page may present information to the spyder, but obscure it from a casual human viewer. The gateway page exists so as to allow a web-site to present one face to the spyder, and another to human viewers. There are several reasons why one might want to do this. One, is that the author may not want to publicly disclose placement tactics. Another is that the format that may be easiest for a given spyder to understand, may not be the format that the author wishes to present to his viewers for aesthetics. Still another may be that the format that is best for one spyder may differ from that which is best for another. By using gateway pages, you can present your site to each spyder in the way which is known or thought to be best for that particular spyder.

Also known as bridge pages, doorway page, entry pages, portals or portal pages. 

An example gateway page: 

http://www.isquare.com/gateway.htm 

Go.com

A portal partnership between Infoseek and Disney, with search capabilities based on the Infoseek index, at http://go.com/. 

GoTo

A search engine, powered by Inktomi, which only returns one URL per domain in its search results. Operates a "pay per click" scheme where websites can pay to increase their relevancy. The URL is http://www.goto.com. 

Gulliver

The name of the Northern Light Search Engine's spider.

Heading

Many search engines give extra weight and importance to the text found inside HTML heading sections. It is generally considered good advice to use headings when designing web pages and to place keywords inside headings. 

Hidden Text

Text on a web page which is visible to search engine spiders but not visible to human visitors. This is sometimes because the text has been set the same colour as the background, because multiple TITLE tags have been used or because the text is an HTML comment. Hidden text is often used for spamdexing. Many search engines can now detect the use of hidden text, and often remove offending pages from their database or lower such pages' positioning. 

Text can also be hidden using agent name delivery or IP delivery either to present different text to different search engine spiders or to hide the real HTML source from competitors. The Stealth META Tag CGI Script probably uses this technique and is available at http://www.OutRank.com/stealth.shtml. Another software product which hides HTML source is called Psyral Phobia and is available at http://www.merlesworld.com/software.htm. 

Hit

In the context of visitors to web pages, a hit (or site hit) is a single access request made to the server for either a text file or a graphic. If, for example, a web page contains ten buttons constructed from separate images, a single visit from someone using a web browser with graphics switched on (a "page view") will involve eleven hits on the server. (Often the accesses will not get as far as your server because the page will have been cached by a local internet service provider). 

In the context of a search engine query, a hit is a measure of the number of web pages matching a query returned by a search engine or directory. 

Hotbot

One of the largest search engines, indexing 110 million pages. Powered by Inktomi, new submissions appear to be taking two weeks or longer to appear. The URL is http://www.hotbot.com. 

HTML

HyperText Markup Language - the (main) language used to write web pages. 

HTTP

HyperText Transfer Protocol - the (main) protocol used to communicate between web servers and web browsers (clients).

Inbound Link

A hypertext link to a particular page from elsewhere, bringing traffic to that page. Inbound links are counted to produce a measure of the page popularity. Searches for the inbound links to a page can be made on Altavista, Infoseek and Hotbot. 

Index

See Directory. Also refers to the database of web pages maintained by a search engine or directory. 

Infind

A meta search engine. Found at http://www.infind.com. 

Infoseek

One of the largest search engines. New sites are normally added very quickly, within one or two business days. The URL is http://www.infoseek.com. Infoseek is one of the few search engines to treat singular and plural forms as the same word. Very sensitive to page popularity in its positioning algorithm. 

Inktomi

The database used by some of the largest search engines, including Hotbot. Inktomi is also used by Yahoo when no matches are found in Yahoo's own database. 

IP Delivery

Similar to agent name delivery, this technique presents different content depending on the IP address of the client. It is very difficult to view pages hidden using this technique, because the real page is only visible if your IP address is the same as (for example) a search engine's spider.

Java

A computer programming language whose programs can run on a number of different types of computer and/or operating system. Used extensively to produce applets for web pages. 

Javascript

An simple interpreted computer language used for small programming tasks within HTML web pages. The scripts are normally interpreted (or run) on the client computer by the web browser. Some search engines have been known to index these scripts, presumably erroneously.

Keyword

A word which forms (part of) a search engine query. 

Keyword Density

A property of the text in a web page which indicates how close together the keywords appear. Some search engines use this property for Positioning. Analysers are available which allow comparisons between pages. Pages can then be produced with the similar keyword densities to those found in high ranking pages. 

Keyword Domain Name

The use of keywords as part of the URL to a website. Positioning is improved on some search engines when keywords are reinforced in the URL. 

Keyword Phrase

A phrase which forms (part of) a search engine query. 

Keyword Purchasing

The buying of search keywords from search engines, usually to control banner ad. placement. All the major search engines (except EuroSeek and GoTo) insist that keyword purchasing is only used for banner ad. placement, and doesn't influence search results. The display of banner ads. for bought keywords can be studied using a service called Bannerstake from Thomson and Thomson at http://www.namestake.com. which returns the banner ads. displayed when particular queries are used. 

Keyword Stuffing

The repeating of keywords and keyword phrases in META tags or elsewhere. 

Link Popularity

See page popularity. 

Log File

A file maintained on a server in which details of all file accesses are stored. Analysing log files can be a powerful way to find out about a web site's visitors, where they come from and which queries are used to access a site.Various software packages are available to analyse log files, and some are listed below. 

Sane Solutions provide NetTracker, which is good at analysing queries from log files. A free program called WebLog is available at http://www.awsd.com. See also the reviews at http://www.bellacoola.com/html/sample_reports.htm. 

LookSmart

A medium-sized directory. The URL is http://www.looksmart.com. 

Lycos

One of the largest search engines, Lycos appears to be moving towards becoming a directory and is using the Open Directory for some search results. It can be slow to index new sites. The lycos spider ignores meta tags in pages. Lycos can be found at http://www.lycos.com.

Metacrawler

A meta search engine found at http://www.metacrawler.com. Results from various search engines are summarised in an easy to read form. 

Metafind

A meta search engine found at http://www.metafind.com. 

Meta Search

A search of searches. A query is submitted to more than one search engine or directory, and results are reported from all the engines, possibly after removal of duplicates and sorting. Also the meta search engine of the same name, found at http://www.metasearch.com. 

Meta Search Engine

A server which passes queries on to many search engines and/or directories and then summarises all the results. Ask Jeeves, Dogpile, Infind, Metacrawler, Metafind and Metasearch are examples of meta search engines. 

Meta tag

A construct placed in the HTML header of a web page, providing information which is not visible to browsers. The most common meta tags (and those most relevant to search engines) are KEYWORDS and DESCRIPTION. 

The KEYWORDS tag allows the author to emphasise the importance of certain words and phrases used within the page. Some search engines will respond to this information - others will ignore it. Don't use quotes around the keywords or keyphrases. 

The DESCRIPTION tag allows the author to control the text of the summary displayed when the page appears in the results of a search. Again, some search engines will ignore this information. 

The HTTP-EQUIV meta tag is used to issue HTTP commands, and is frequently used with the REFRESH tag to refresh page content after a given number of seconds. Gateway pages sometimes use this technique to force browsers to a different page or site. Most search engines are wise to this, and will index the final page and/or reduce the ranking. Infoseek has a strong policy against this technique, and they might penalize your site, or even ban it.

Other common meta tags are GENERATOR (usually advertising the software used to generate the page) and AUTHOR (used to credit the author of the page, and often containing e-mail address, homepage URL and other information). 

Mining Company

A large directory spread over many different URLs The main URL is http://www.miningco.com. 

Mirror Sites

Multiple copies of web sites or web pages, often on different servers. The process of registering these multiple copies with search engines is often treated as spamdexing, because it artificially increases the relevancy of the pages. Filters such as the Infoseek Sniffer now remove multiple mirrors from the indexes. 

Misspellings

People quite often spell words incorrectly when using search engines. Pages which use common misspellings will quite often receive extra hits, so it is a useful technique to include common misspellings of words in alt tags, keywords, page names and titles. A similar effect occurs when spaces are missed out and words are accidentally joined together. 

MultiCrawl

A parallel search engine which offers users their own branded versions. http://www.multicrawl.com. 

Multiple Domain Names

The use of several extra domains to provide gateway pages or gateway sites to the main site. 

Multiple Keyword Tags

The use of more than one Keywords META tag in order to try to increase the relevancy of the best keywords on a page. This is not recommended. It may be detected as a spamming technique, or all but one of the tags may simply be ignored. 

Multiple Titles

It used to be possible to repeat the HTML title tag in the header section of a page several times to improve search engine positioning. Most search engines now detect this trick.

Open Directory Project

A directory project run by thousands of volunteer editors. In principal, this is a very exciting and powerful way to organise the web. In practice, there have been some problems with the behaviour of some of the editors, which has caused some initial difficulty for the organisers. Initially known as NewHoo, the project is now part of Netscape (and therefore of AOL). See http://directory.mozilla.org. 

Open Text

 A large business-only directory. The URL is http://www.opentext.com. 

Optimization

Changes made to a web page to improve the positioning of that page with one or more search engines. A means of helping potential customers or visitors to find a web site. Optimization may involve design/layout changes, new text for the title-tags, meta-tags, alt- attributes, headings, and changes to the first 200-250 words of the main text. A large image map at the top of a page should be moved further down the page. Frames should be avoided (unless navigational links are also provided within the frames).

Page Popularity

A measure of the number and quality of links to a particular page (inbound links). Many search engines (and most noticeably Infoseek) are increasingly using this number as part of the positioning process. The number and quality of inbound links is becoming as important as the optimisation of page content. A free service to measure page popularity can be found at http://www.linkpopularity.com. 

Page View

Used in site statistics as a measure of pages viewed rather than server hits. Many server hits may be made to access a single page, causing many separate log file entries. Analysis software can determine that these server hits were generated when a visitor viewed a single page, and group them together to provide this more useful method of counting visitors. See also Hit and Unique Visitor. 

Placement

See Positioning. 

Politeness Window

In order not to overburden any particular server, most search engine spiders limit their access to each server. If your page is hosted on the same server as thousands of other pages, the spider may never get the time to reach (and index) your page. This can be a powerful argument for having your own server. 

Portal

See Gateway page. Can also mean Portal Site. 

Portal Site

A generic term for any site which provides an entry point to the internet for a significant number of users.

Examples are search engines, directories, built-in default browser or service provider homepages, sites hardwired to browser buttons, sites offering free homepages, e-mail or personalised news and any popular (or heavily advertised) sites that significant numbers of people may bookmark or set as default pages. 

Positioning

The process of ordering web sites or web pages by a search engine or a directory so that the most relevant sites appear first in the search results for a particular query. Software such as PositionAgent, Rank This and Webposition can be used to determine how a URL is positioned for a particular search engine when using a particular search phrase. The GoHip Search site allows you to see positioning information from many of the big search engines, displayed all on one page. 

Positioning Technique

A method of modifying a web page so that search engines (or a particular search engine) treat the page as more relevant to a particular query (or a set of queries).

Ranking

    See Positioning. 

RealNames

    An alternate website address system in operation at Altavista. Brand names used in searches are mapped directly to the appropriate website, usually because the company owning the brand-name has paid a fee to RealNames. http://www.realnames.com 

Referrer

The URL of the web page from which a visitor came. The server's referrer log file will indicate this. If a visitor came directly from a search engine listing, the query used to find the page will usually be encoded in the referer URL, making it easy to see which keywords are bringing visitors. The referer information can also be accessed as document.referrer within JavaScript or via the HTTP_REFERER environment variable (accessible from scripting languages). 

Refresh Tag

See the paragraph about HTTP_EQUIV under Meta Tag. 

Registration

The process of informing a search engine or directory that a new web page or web site should be indexed. 

Relevancy Algorithm

The method a search engine or directory uses to match the keywords in a query with the content of each web page, so that the web pages found can be ordered suitably in the query results. Each search engine or directory is likely to use a different algorithm, and to change or improve its algorithm from time to time. 

Re-submission

Repeating the search engine registration process one or more times for the same page or site. Under certain circumstances, this is regarded with suspicion by the search engines, as it could indicate that someone is experimenting with spamming techniques.

The Infoseek and Altavista search engines are particularly vulnerable to spamming because they list sites very quickly, and are thus easy to experiment with. Both engines de-list sites for repeated re-submission and Infoseek, for example, does not allow more than one submission of the same page in a 24 hour period. Occasional re-submission of changed pages is not normally a problem. 

Robot

Any browser program which follows hypertext links and accesses web pages but is not directly under human control. Examples are the search engine spiders, the "harvesting" programs which extract e-mail addresses and other data from web pages and various intelligent web searching programs. A database of web robots is maintained by Webcrawler. 

robots.txt

A text file stored in the top level directory of a web site to deny access by robots to certain pages or sub-directories of the site. Only robots which comply with the Robots Exclusion Standard will read and obey the commands in this file. Robots will read this file on each visit, so that pages or areas of sites can be made public or private at any time by changing the content of robots.txt before re-submitting to the search engines. The simple example below attempts to prevent all robots from visiting the /secret directory:

Scooter

The name of the Altavista search engine's spider. 

Search Engine

A server or a collection of servers dedicated to indexing internet web pages, storing the results and returning lists of pages which match particular queries. The indexes are normally generated using spiders. Some of the major search engines are Altavista, Excite, Hotbot, Infoseek, Lycos, Northern Light and Webcrawler. Note that Yahoo is a directory, not a search engine. The term Search Engine is also often used to describe both directories and search engines. 

Searchking

A smaller search engine which allows visitors to vote on the relevance of the pages returned by their queries, thus ranking sites based on the opinions of searchers. Unlike some of the major search engines, there is good customer support. http://www.searchking.com. 

Server

A computer, program or process which responds to requests for information from a client. On the internet, all web pages are held on servers. This includes those parts of the search engines and directories which are accessible from the internet. 

Sidewinder

The name of the Infoseek search engine's spider. 

Siphoning

The use of various means to steal another site's traffic. Techniques used include the wholesale copying of web pages (with the copied page altered slightly to direct visitors to a different site, and then registered with the search engines) and the use of keywords or keyword phrases "belonging" to other organisations, companies or web sites. 

Skewing

Artificially changing search engine results so that, for example, popular queries will return artificially created listings. Infoseek is currently experimenting with this technique, using a small group of reviewers to artificially force higher relevance for certain sites. 

Snap!

    A large directory. The URL is http://www.snap.com. 

Sniffer
The name of the filter program used by the Infoseek search engine to prevent spamdexing. It detects multiple mirror pages, font and background spoofs, multiple title tags, keyword stuffing and possibly other types of spamdexing. 

Spamdexing

The alteration or creation of a document with intent to deceive an electronic catalog or filing system. Any technique that increases the potential position of a site at the expense of the quality of the search engine's database can also be regarded as spamdexing - also known as spamming or spoofing. 

Spamming

See spamdexing. Spamming is also used more generally to refer to the sending of unsolicited bulk electronic mail, and the search engine use is derived from this term. 

Spider, Spyder

That part of a search engine which surfs the web, storing the URLs and indexing the keywords and text of each page it finds. Please refer to the Search Engine Watch SpiderSpotting Chart for details of individual spiders. See also Robot. 

Spidering

The process of surfing the web, storing URLs and indexing keywords, links and text. 

Typically, even the largest search engines cannot spider all of the pages on the net. This is due to the huge amount of data available, the speed at which the new data appears, the use of politeness windows and practical limits on the number of pages that can be visited in a given time . The search engines have to make compromises in order to visit as many sites as possible, and they do this in different ways. For example, some only index the home pages of each site, some only visit sites they're explicitly told about, and some make judgements about the importance of sites (from number and quality of inbound links) before "digging deeper" into the subpages of a site. 

Splash page

Similar to a gateway page but provides an initial display which must be viewed before a visitor reaches the main page. This usually acts as a kind of "opening title" sequence, and can be extremely annoying. 

Spoofing

See spamdexing. 

SSI

Server Side Includes. Used (for example) to add dynamically generated content to a web page. 

Stealth Script

A CGI script which switches page content depending on who or what is accessing the page. See agent name delivery. 

Stemming

A function of some search engines and directories which allows results to be returned from some or all keywords based on the same stem as the keyword entered as a search term. For example, when stemming is switched on, a search for the word dance will return matches for any word whose stem is danc-, matching the keywords dance, dancer and dancing. 

Stop Word

A word which is ignored in a query because the word is so commonly used that it makes no contribution to relevancy. Examples are common net words such as computer and web, and general words like get, I, me, the and you. 

Submission Service

Any agent which submits your site to many search engines and directories. Useful to get listed with many of the minor search engines, but don't rely on such services to get listed with the major search engines. Many of these services are automatic and run from web sites. Others run off line. Some are free. Beware of supplying your email address to the so called FFA (free for all) services - you may receive lots of spam.

Title

The text contained between the start and end HTML tags of the same name. This text is associated with (but not displayed in) the web page containing these tags, and is displayed in a special position (usually at the top of the window) by the web browser. 

Title text is important because it normally forms the link to the page from the search engine listings, and because the search engines pay special attention to the title text when indexing the page. 

Don't confuse this text with heading text within the web page which often looks like the title. Usually this will be rendered either using the HTML heading tags or just rendered with a large font size. 

Traffic

The visitors to a web page or web site. Also refers to the number of visitors, hits, accesses etc. over a given period. 

Unique Visitor

A real visitor to a web site. 

Web servers record the IP addresses of each visitor, and this is used to determine the number of real people who have visited a web site. 

If for example, someone visits twenty pages within a web site, the server will count only one unique visitor (because the page accesses are all associated with the same IP address) but twenty page accesses. 

See also hit and page view. 

URL

Universal Resource Locator. An address which can specify any internet resource uniquely. The beginning of the address indicates the type of resource - e.g. http: for web pages, ftp: for file transfers, telnet: for computer login sessions or mailto: for e-mail addresses. 

URL Submission 

Virtual Domain

A domain hosted by a virtual server account. 

Virtual Server

An account on a hosting company server, usually linked to its own domain. This provides an inexpensive way to run a web site with its own top level domain, and is usually indistinguishable from having a separate physical server, except that the virtual server may share an IP address with other virtual servers on the same machine. A virtual server account is fine for most uses, but will often be slower to respond than a physically separate server, and physical access to the machine will seldom be allowed. The cost of a virtual server account is a small fraction of that needed to run a real server, mainly because of the expense of the dedicated line needed to connect the server continuously to the rest of the net. 

Voila

A search engine from France Telecom with interfaces in at least different languages and a mission to become one of the leading international engines. Their (international) English interface at http://www.voila.com/ is produced in collaboration with Reuters, Infospace and Looksmart. Their original French language interface is at http://www.voila.fr/ 

Web Copywriting

The writing of text especially for a web page. Similar to the writing of copy for any other type of publication, good web copywriting can have a great effect on search engine positioning, so it forms a major part of optimization. 

Webcrawler

One of the largest search engines. The URL is http://www.webcrawler.com.

XML

Extensible Markup Language. A new language which promises more efficient data delivery over the web. XML does nothing itself - it must be implemented using 'parser' software or XSL. 

XSL

Extensible Scripting Language - an XML style sheet language supported by the newer web browsers Internet Explorer 5 and Netscape 5.

Yahoo

Similar to a search engine, but with a database generated by hand, this is the world's most used directory of web sites. The main URL is http://www.yahoo.com. It is notoriously difficult to get listed in Yahoo and, once listed, even more difficult to get your listing changed or to get out! To increase the odds of getting listed, try the following: 

· Select the three categories you want to be listed in very carefully. Consider the regional categories. Ensure that the categories match the content of your site.

· Apply to one of their local subsidiaries for your own country or city.

· Make sure that your site is well-designed and easy to navigate.

· Ensure your site has no dead links.

· Ensure that your pages download quickly.

· Provide good contact information on your site. 

If you manage to get listed, keep the e-mail they send you. You can e-mail the same person subsequently to get your listing changed.

* * *
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Initial Analysis Report
Web analytics combined with seasoned hands-on experience, delivers in-depth insight into our Client's website, goals, competition, and processes.  Web analytic tools allow us to identify the significant data that can provide increased traffic, selling opportunities, increase revenue and higher profits.

Web Site Analytics Overview

Web analytics is the key to a successful web site. Using a web analytic tool combined with a well defined web analytics process works! The mantra is: Analyze - Analyze - Analyze and then take action! Web Analytics is one of the major keys to successfully helping our clients obtain higher search engine rankings. Our initial search engine optimization services include an in-depth list of steps we go through to improve each client's web site ranking.

Since that time, we have continued learning, through hands-on experience. A major part of the success we impart to our client's web sites is attributed to the fact that we use powerful web analytics tools and dig deeper than many other search engine marketing firms. We question everything about our client's web site, goals, competition, and processes. Web Analytic Approach A simple checklist approach is not sufficient to optimize one's web site. Web analytic personnel must define a set of baseline or starting point metrics that give the optimization team insight into the historical visitor activity on the web site. Analytics have taken on a significant role in determining the effectiveness of a search engine optimization project.

Formal web analytics methods must be employed. Well informed and trained web analytics personnel can review the statistical data and make well-informed recommendations on optimizing the web site. Analytics are what ensure that the web site owner is investing time and money in the areas where the highest dividend can be realized.
Web Analytics Implementation
We invest significant time performing web site analytics prior to creating the final Project Implementation Plan. The time spent understanding the clients' needs, wants and goals are critical to the success of the search engine marketing [SEM] project. Creating the 'benchmark' or beginning point is where we start each web site optimization campaign. Implementing tracking software and other processes that measure and quantify the results is where we end the Initial Phase of SEO Web Site Analytics. Harnessing the power of web analytics software is a significant challenge. It takes "Best Practices in Web Analytics" to be successful.
Web Analytics Discovery
The web analytics discovery process includes obtaining the web log files and running the data through the web analytic tool. The purpose is to identify which search terms deliver the best web site visitor data. This step in the process delivers the pertinent data.
Web Analytics Documentation
This subject focuses on the design and collection of data. The process being followed needs to be incorporated into the administrator's job description. The critical part of this process is making sure the processes are well defined and are designed to deliver the data needing analysis.
Web Analytic Tools
Driving high volume traffic to a web site is not enough. What good is it if you don't know who your visitors are and what they are doing? Web analytic tools are the key ingredient to web site success. There are numerous tools at the disposal of the webmaster and the marketing team.

Omniture, WebTrends, HitBox and Urchin are four highly used services. They all provide web site analytics tools that provide detailed insight into exactly what is taking place on the web site. Web Site Analytics Process The web analytics process combines technical understanding, marketing savvy and common sense. There is no set process that applies to every web site or online business opportunity. There are two major criteria to keep in mind when analyzing web data. Keep the visitor in mind and look for relationships between the data.
Web Analytics Reports
Web analytics and traffic report data provides for detailed analysis of marketing effectiveness. Web site reports come in all formats and shapes. Some are strictly data collection results while others deliver elaborate graphical reports. These web analytic reports track all web site visitor activity as well as tracking marketing events such as: email campaigns, banner ads, rich media text advertising, pay-per-click ads, natural keyword searches, and the effects on purchasing behavior utilizing our Client Center reports.
Website Visitor Interaction Recording

Web ranking reports empower online Online marketing Marketing managers Managers to measure success and drive high ROI by providing timely, relevant reports about visitor interactions with their web site. By providing web reports that contain powerful insights into the visitor interaction and customer behavior within your web site, we provide you with the knowledge needed to make intelligent business decisions.

Through these web ranking reports, we are able to provide you with [but are not limited to] the following information about your website:

· How many people are visiting your website?

· Where do your visitors come from?

· Which pages do they look at most?

· What type of information are they interested in?

· What hours, days, weeks, and months are they particularly active?

· What kind of technology do they use to view your website?

· What is the performance of single or my multi-site web properties?

· What is the return on investment (ROI) of my advertising campaigns?

· What content, products or services do visitors prefer?

· Where are my visitors exiting?

· Where are visitors not finding the information they are looking for on my site?

· Which search Search engines Engines and portals are referring the most visitors to my site?

· How do I identify significant trends?

· How can I improve online customer support?

Internet Marketing Effectiveness Reporting

Our web ranking reports analyze marketing effectiveness by showing the source of site visitors, their tendency to return, and possible technical restrictions (such as browser height and screen resolution). These web reports also track marketing events, such as outbound email campaigns, and can analyze their effects on purchasing behavior. They Answer answer questions like such as:

· Where are my customers or signups coming from?

· When and where should I run promotions to maximize online sales?

· How do I effectively measure campaign performance?

· What is my visitor and buyer profile?

· How should I design my site to fit my audience?

· Where products should be placed to maximize customer retention?

If thorough website data analysis services are required for your company, one of our experienced analysts will work closely with your marketing and website team on any integration projects.

Summary of Activity for Report Period

Average Number of Visits per Day on Weekdays

323

Average Number of Hits per Day on Weekdays

9,498

Average Number of Visits per Weekend


471

Average Number of Hits per Weekend


10,021

Most Active Day of the Week

Mon

Least Active Day of the Week

Sun

Most Active Date

March 15, 2005

Number of Hits on Most Active Date

15,170

Least Active Date

March 13, 2005

Number of Hits on Least Active Date

4,103

Most Active Hour of the Day

16:00-16:59

Least Active Hour of the Day

06:00-06:59

General Statistics

Hits

Entire Site (Successful)


258,556
Average per Day



8,079

Home Page




4,264

Page Views

Page Views




15,155

Average per Day



473

Average per Unique Visitor


3

Document Views



14,969

Visits

Visits

9,327

Average per Day



291

A Representative Sampling of Web Log Analyzer Reports

	Concise Summary Report
	Excellent overview of your search positions by keyword and Search Engine. It even shows your visibility statistics and last reported positions!

	Summary Description Report
	Displays what your summary description listings look like on each Engine. Make sure they look good to get the best response.

	Detail Report
	Shows exactly what is positioned above and below you. Analyze these pages to see what you could do to beat your competition.

	Alert! Report
	Alerts you to places where you've declined in rank or have been dropped entirely! Once your rankings are good, make sure they stay that way.

	Trend Report
	Shows a summary of your rank statistics over time by Engine and keyword. This guide will help you meet your long-term goals for each Engine and keyword.

	Competitive Analysis Report
	Compare your keyword position against one or more competing Web sites websites.

	Page & Keyword Report
	View the effectiveness of each page on your Web site website where a ranking was found. That way you know which pages you should leave alone and which pages you should improve.

	Log Report
	Records the last Mission statistics and includes the complete unmodified results from the search engines.

	URL Submission Verification Report
	Make sure all your Web web pages get submitted, indexed, and stay that way!


Initial Analysis Report for http://www.americancrm.net
We can guarantee them in increasing traffic/ranking 10 fold to the top of the major search engines ==>

Website synopsis /review 

	Analysis
	
	

	HTML Template
	
	

	Page Size
	
	

	Download Time
	
	

	Meta Tags
	
	

	Images & ALT Tags
	
	

	H1 tags
	
	

	Body Text
	
	

	Keyword Ranking
	
	

	Links
	
	

	HTML Check
	Need Major Changes
	Total Warnings: 136

Total Errors: 0

Total Warnings: 136

	Page Rank
	Very Low
	We need to increase page Rank for getting good traffic.

	Alexa Ranking
	Very Poor
	We need to increase alexa ranking.

	Robots.txt
	No
	We need to insert robot.txt in root folder for spider food.

	Sitemap
	No
	We need to add site map for getting more waitage in major search engines 

	Website Submission
	No Index
	We need to index Ur website to major search engines and directories, we need to submit Ur website manually.

	Suggested category
	For submission
	 Business: Financial Services: Mortgages

	Link Popularity
	Very poor
	We need to run a link campaign.


	 Major S Engines
	Google
	HotBot
	Yahoo
	Looksmart
	Lycos
	MSN
	AOL

	Link Popularity
	0
	0
	1
	1
	0
	0
	0


Keyword Analysis:

	Keywords
	O Count
	Competition

	Imperfect Credit Programs
	Not Found
	1,240,000

	Home Equity Line of Credit
	113252
	13,000,000

	mortgage refinance california
	4252
	3,920,000

	fixed rate home equity loan
	2086
	6,570,000

	california mortgage resource
	1635
	2,530,000

	Apply for a Loan 
	1535
	40,700,000


Planned Project methodology 

· On-Page Optimization

1. Extensive on-page SEO editing including customized keyword analysis and frequency of search of keywords on major Search Engines as well as thorough competitive\market analysis to define the best suited key phrases.

2. 10 keyword\phrases for homepage + 5 keyword/phrases for each department page = 30 Total Keyword Phrases.

3. Highly targeted and optimized META tags including title, keyword and description.

4. Hand submissions to the top search engines & directories including Submission to secondary engines and targeted directories. As well as monitoring the search engines for three months to ensure that our URLs gets indexed, with resubmissions as necessary during this time.

5. Personalized Web site review and optimization to identify possible trouble spots as well as personalized email communication to review and implement specific SEO related site tweaking including Email communication to suggest then review and edit short relevant customized text to be added to each optimized page for integration with SEO project- We can write the text content according to your recommendation and you can then review and edit before we add it to the site.

6. Detailed ranking reports showing new and improved positioning.

7. Creating a search engine friendly site map.

· Off Site

1. Increase link popularity.

2. Discussion Forum Campaigning.

3. Increase targeted highly relevant link popularity.

· Results

· Top 10 placements on Google for each of the optimized pages in at least 8 keyword phrases for the homepage and at least 4 keyword phrases for each department page within 60-90 days.

· Inclusion in The Major Search Properties - Google, ion, MSN, Hotpot, AllTheWeb, AOL, JAYDE AltaVista, AskJeeves, Fast and other major Search Engines.
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Client Order

Optimization Work Order

	URL
	www.americancrm.net / americancrm.com and yes2refi.com

	Contact Person
	Silvana Sarkis

	Business Address
	American Classic Realty & Mortgage

105 W Alameda Avenue, Ste 218

Burbank, CA 91502

	Phone(s)
	(818) 955-8884

	Fax
	(818) 955-8696

	Email ID
	silvana@americancrm.net, silsarkis@yahoo.com 


Service: Search Engine Optimization – 10 Key words (KW’s includes city & state)

Service Start Date:
Service End Date:
Duration:

	Client Keywords: Global
	Local

	

	1
	Mortgage refinance
	American Classic Realty Mortgage

	2
	Fixed rate Home Equity Loan
	California mortgage refinance

	3
	Mortgage Resource
	California mortgage calculator 

	4
	Mortgage Calculator
	Burbank mortgage information

	5
	Mortgage Information
	California adjustable rate mortgage

	6
	Mortgage Loan Program
	Need mortgage loan Burbank


Suggestions/Recommendations:

Redesign Start Date: 13/05/2005

End Date: 05/01/2006

Content Writing Start Date: 06/01/2006

End Date: 09/01/2006

SEO Start Date: 11/01/2006

End Date:

Monitor Start Date:

End Date:

Results: 

1st Month: 



2nd Month:



3rd Month:
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Keyword Analysis

	Keywords
	O Count
	W Count
	G Listings
	Y Listings
	MSN

	Imperfect Credit Programs
	Not Found
	Not Found
	1,240,000
	594,000
	NO

	Home Equity Line of Credit
	113252
	481
	13,000,000
	16,800,000
	NO

	mortgage refinance california
	4252
	168
	3,920,000
	14,300,000
	YES

	fixed rate home equity loan
	2086
	103
	6,570,000
	9,320,000
	YES

	california mortgage resource
	1635
	Not Found
	2,530,000
	6,860,000
	YES

	* Client Recommended Keywords/Pharses
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Meta Tag Report

Metatag Analysis -- http://www.americancrm.net/
Title: Free Mortgage Advice and Mortgage Information at Americancrm

Description: Compare Mortgage Lenders and Mortgage Rate Levels at Americancrm, You will find the Lowest Rates and best terms to suit your Mortgage Resources at Americancrm, California.
Keywords: Mortgage Refinance, Fixed Rate Home Equity Loan, Mortgage Resource, Mortgage Calculator, Mortgage Information California, Balloon Mortgage Loan, Need Mortgage Loan, Refinance Analysis California

<Start MeatTag Code>

<title>Free Mortgage Advice and Mortgage Information at Americancrm</title>

<Meta name="resource-type" content="document">

<Meta name="generator" content="kitinc.com MetaMaker">

<Meta http-equiv="pragma" content="no-cache">

<Meta name="revisit-after" content="7 Days">

<Meta name="classification" content="Business Banking">

<Meta name="description" content="Compare Mortgage Lenders and Mortgage Rate Levels at Americancrm, You will find the Lowest Rates and best terms to suit your Mortgage Resources at Americancrm, California.">

<Meta name="MSSmartTagsPreventParsing" content="TRUE">

<Meta name="keywords" content="Mortgage Refinance, Fixed Rate Home Equity Loan, Mortgage Resource, Mortgage Calculator, Mortgage Information California, Balloon Mortgage Loan, Need Mortgage Loan, Refinance Analysis California">

<Meta name="robots" content="ALL">

<Meta name="distribution" content="Global">

<Meta name="rating" content="Safe For Kids">

<Meta name="copyright" content="2005-06">

<Meta name="author" content="K-SOFT">

<Meta http-equiv="reply-to" content="jeevan@kitinc.com">

<Meta name="language" content="English">

<Meta name="doc-type" content="Web Page">

<Meta name="doc-class" content="Completed">

<Meta name="doc-rights" content="Copywritten Work">

</End MeatTag Code>

5]
Meta Tag Analysis

Metatag Analysis -- http://www.americancrm.com 

Keywords: Low rates in California, Refinance your house Burbank CA, Buying a house in Burbank CA, Home loan finance Burbank CA, Hard money loan California, Burbank real estate broker, Real estate agent Burbank, Need mortgage loan Burbank, California adjustable rate mortgage, Burbank mortgage information, California mortgage calculator, California mortgage refinance, American Classic Realty Mortgage
Title: Refinance your house Compare Low rates In Burbank California.

Description: How to refinance your house at low interest rates. Compare Low rates and best terms to suit your Mortgage Resources at Americancrm, California.
Keywords: Low rates in California, Refinance your house Burbank CA

Title: Real Estate Broker, Real Estate Agent near Burbank, CA

Description: The better way to find homes for sale online, real estate agents, Real Estate Broker and mortgage lender. A complete Real Estate Referral Service. Burbank CA 

Keywords: Burbank real estate broker, Real estate agent Burbank

5]
Content  Analysis 

A mortgage refinance is one in which a borrower pays off an old loan with a new loan. People who are involved in mortgage refinance usually do so to get a lower interest rate, lower their payments or to take cash out of their equity.
 

Mortgage is a legal document by which real property is pledged as security for the repayment of a loan. A mortgage loan is a loan for which real estate serves as collateral to provide for repayment in case of default.
 6]
On-Page Optimization

http://www.americancrm.net/index.html
http://www.americancrm.net/applynow.html
http://www.americancrm.net/rates.html
http://www.americancrm.net/prequalify.html
http://www.americancrm.net/loanprocess.html
http://www.americancrm.net/rates.html


7]
Directory Submission and Search Engine Submission

	    Directories

	

	http://www.123kidzarea.com/

	http://www.19230.com/

	http://www.2-surf.net/

	http://www.4-every-1.ws/

	http://www.4-fun.biz/directory/

	http://www.i-searches.com/

	Search engines

	

	http://search.msn.co.in/docs/submit.aspx?FORM=WSDD2

	http://pages.alexa.com/help/webmasters/index.html

	http://www.google.com/addurl/?continue=/addurl

	http://www.whatuseek.com/addurl.shtml

	http://www.jdgo.com/add.html

	http://www.aol.com.au/site/website/aolproducts/search/non_members/addurl.html


	URL
	www.americancrm.net 

	Contact Person
	Jeevan (jeevan@kitinc.com)


Msn has accepted all the inner pages. (16/2/2006)

Reports

[image: image1.emf]



[image: image6.png]


American CRM.com
408-848-8944

408-887-1639
john.collett@verizon.net 

Report Overview

	Analysis

	1.Ranking Report

	2.Google Rank

	3.Link Popularity

	4. Search Engine Saturation 

	5.Alexa Traffic Rankings

	6.Tracking Report


1. Ranking Report
	Global Rankings

Keyword(s)
	Google
	Yahoo
	MSN
	AltaVista
	Overture

	Low rates in California
	-
	-
	-
	-
	-

	Refinance your house Burbank CA
	-
	-
	63
	-
	-

	Buying a house in Burbank CA
	-
	-
	78
	-
	-

	Home loan finance Burbank CA
	-
	-
	101
	-
	-

	Hard money loan California
	-
	-
	-
	-
	-

	Burbank real estate broker
	-
	-
	-
	-
	-

	Real estate agent Burbank
	-
	-
	-
	-
	-

	Need mortgage loan Burbank
	"1"
	-
	-
	-
	-

	California adjustable rate mortgage
	"222"
	-
	-
	-
	-

	Burbank mortgage information
	"5"
	-
	105
	-
	-

	California mortgage calculator
	"290"
	-
	-
	-
	-

	California mortgage refinance
	"345"
	-
	-
	-
	-

	American Classic Realty Mortgage
	-
	-
	3/4
	-
	-



Keyword = broad match / [keyword] = exact match / "keyword" = phrase match /   -keyword = negative match   
2. Google Rank

         Page Rank in Google: 4

3. Link Popularity

	Site URL
	Google/AOL
	Yahoo
	MSN
	Total

	www.americancrm.com
	7
	66
	25
	103


4. Search Engine Saturation

	Site URL
	Google/AOL
	Yahoo
	MSN
	Total

	www.americancrm.com
	1
	19
	129
	149


5. Alexa Traffic Rankings
[image: image2.png]
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Site Stats for amreicancrm.com: 

· Traffic Rank for : No Data
[image: image4.png]



· Speed:  Not available 
[image: image5.png]



· Other sites that link to this site:  No Data 
6. Tracking Report
	Summary
	Period: 3 Days Tracked


	

	  Daily Unique: 
	 
	  Totals: 
	 

	    Today     
	 4  /  20 Apr, Thu, 2006 
	    Unique Visitors     
	 35 - 66.04% 

	    Yesterday     
	 13  /  19 Apr, Wed, 2006 
	    Visits incl. Reloads     
	 53 

	    Average     
	 11 Visitors per Day
	    Reloads     
	 18 - 33.96% 

	    Highest Day     
	 18 /  18 Apr, Tue, 2006 
	    Visitors via Referrers     
	 10 - 28.57% 

	  Weekly Unique: 
	 
	    Website Referrers     
	 6 

	    Current Week       
	 35  /  Wk 16 
	    Javascript Enabled     
	 33 - 94.29%

	    Last Week        
	   /  Wk  
	  
	 

	    Average      
	 35 Visitors per Week
	  Most accessed: 
	 

	    Highest Week      
	 35  /  Wk 16 
	    Browser     
	 MSIE 6 - 88.57% 

	  Monthly Unique:   
	  
	    Operating System     
	 Windows 2000 - 48.57% 

	    Current Month  
	 35  /  Apr 
	    Screen Resolution     
	 1024x768 - 74.29% 

	    Last Month        
	   /   
	    Screen Color     
	 32 Bit (16.7M) - 80.00% 

	    Average      
	 35 Visitors per Month 
	    Searchengine     
	 Google - 5.71% 

	    Highest Month      
	 35  /  Apr 
	    Keyword     
	 reality - 33.33% 

	  Highest Hour of the Day     
	 01:00 - 01:59 - 14.29% 
	    Country     
	 India - 68.57% 

	  Highest Day of the Week    
	 Tuesday - 51.43% 
	    Continent     
	 Asia - 68.57% 


Keyword Summary Report

	Date Created:
	Friday, February 24, 2006

	Project Name:
	Americancrm

	Web Site URLs:
	www.americancrm.net


	Engines Keyword
	AllTheWeb
	AOL
	Google
	MSN
	Teoma
	Yahoo

	Low rates in California
	
	
	
	
	
	

	California adjustable rate mortgage
	
	
	
	
	
	

	Burbank mortgage information
	
	
	123
	77
	
	

	California mortgage calculator
	
	
	
	
	
	

	California mortgage refinance
	
	
	
	
	
	


	Date Created:
	13-03-2006

	Project Name:
	Americancrm

	Web Site URLs:
	www.americancrm.com


	Engines Keyword
	AllTheWeb
	AOL
	Google
	MSN
	Teoma
	Yahoo

	Low rates in California
	
	
	
	
	
	

	Refinance your house Burbank CA
	
	
	
	
	
	

	Buying a house in Burbank CA
	
	
	
	
	
	

	Home loan finance Burbank CA
	
	
	
	
	
	

	Hard money loan California
	
	
	
	
	
	


Extreme Tracking or Google Analytics Tracking (in Home Page)

<a href="http://t.extreme-dm.com/?login=cancrm1"

target="_top"><img src="http://t1.extreme-dm.com/i.gif"

name="EXim" border="0" height="38" width="41"

alt="eXTReMe Tracker"></img></a>

<script type="text/javascript" language="javascript1.2"><!--

EXs=screen;EXw=EXs.width;navigator.appName!="Netscape"?

EXb=EXs.colorDepth:EXb=EXs.pixelDepth;//-->

</script><script type="text/javascript"><!--

var EXlogin='cancrm1' // Login

var EXvsrv='s9' // VServer

navigator.javaEnabled()==1?EXjv="y":EXjv="n";

EXd=document;EXw?"":EXw="na";EXb?"":EXb="na";

EXd.write("<img src=http://e0.extreme-dm.com",

"/"+EXvsrv+".g?login="+EXlogin+"&amp;",

"jv="+EXjv+"&amp;j=y&amp;srw="+EXw+"&amp;srb="+EXb+"&amp;",

"l="+escape(EXd.referrer)+" height=1 width=1>");//-->

</script><noscript><img height="1" width="1" alt=""

src="http://e0.extreme-dm.com/s9.g?login=cancrm1&amp;j=n&amp;jv=n"/>

</noscript>

	username 
	password
	tracking code direct path

	cancrm
	cancrm
	http://extremetracking.com/open;sum?login=cancrm


Competitor Sites

Competitor’s sites for www.smartplumber.org 

Keywords: Plumbing, Plumber, Plumbing Contractors, Licensed Plumber, Drain Cleaning, Drain Repairing + 14 cities of CALIFORNIA.

Campbell CA. Cupertino CA. Gilroy CA. Los Altos CA. Los Gatos Hills CA. Los Gatos CA. Palo Alto CA. Milpitas CA. Morgan Hill CA. Mountain View CA. Santa Clara CA. San Jose CA. Saratoga CA. Sunny vale CA.

Keyword 

Competitorsite
Title
Comp. Keywords

Description

1.

2.

3.

4.

5.

FREE Directories

http://www.plumbingregister.com/sign_up.php

Last Process :  Ftp Details: 

IP Address: ftp.theproguide.com

User Name: thepromarket1

Password: 2741440
* * *

Email Marketing -

Click-through

Definition

The process of clicking through an online advertisement to the advertiser's destination.

Information

While the click-through is often the most immediate response to an advertisement, it is not the only interaction. Visitors may choose to type a company's URL directly into the browser bar, or type the company's name into a search engine box. This assumes, of course, that the company's name and/or URL appears in its advertisements.

Accurate counting of click-throughs involves excluding "robot clicks" and duplicate clicks. This takes on added importance when click-throughs are used as the measurement on which payment is based.

click-through rate (CTR)

Definition

The average number of click-throughs per hundred ad impressions, expressed as a percentage.

Information

It is important to distinguish what a click-through rate does and does not measure. The CTR measures what percentage of people clicked on the ad to arrive at the destination site; it does not include the people who failed to click, yet arrived at the site later as a result of seeing the ad.

As such, the CTR may be seen as a measure of the immediate response to an ad, but not the overall response to an ad. The exception involves ads that display no identifiable information about the destination site; in these cases the click rate equals the overall rate.

Merely getting visitors to a site had value when Web site traffic was generally accepted as a measure of success. The trend towards profitability, along with better tracking tools, has resulted in less interest in click-through rates and more interest in conversion rates.

A high click-through rate does not assure a good conversion rate, and the two rates may even share an inverse relationship. An advertisement geared towards curiosity clicks will result in fewer sales, percentage-wise, than an advertisement geared towards qualified clicks. 

conversion rate

Definition

The percentage of visitors who take a desired action.

Information

The desired action can take many forms, varying from site to site. Examples include sales of products, membership registrations, newsletter subscriptions, software downloads, or just about any activity beyond simple page browsing.

A high conversion rate depends on several factors, all of which must be satisfactory to yield the desired results -- the interest level of the visitor, the attractiveness of the offer, and the ease of the process.

The interest level of the visitor is maximized by matching the right visitor, the right place, and the right time.

The attractiveness of the offer includes the value proposition and how well it is presented. It is worth noting that small, impulse items typically have a higher conversion rate than large, shopping items.

The visitor's ease of completing the desired action is dependent on site usability which includes intuitive navigation and fast loading pages.

cost-per-action (CPA)

Definition

Online advertising payment model in which payment is based solely on qualifying actions such as sales or registrations.

Information

The actions defined in a cost-per-action agreement relate directly to some type of conversion, with sales and registrations among the most common. This does not include deals based solely on solely clicks, which are referred to specifically as cost-per-click or CPC.

The cost-per-action (CPA) model is at the other end of the spectrum from the cost-per-impressions model (CPM), with the cost-per-click (CPC) model somewhere in the middle. In a CPA model, the publisher is taking most of the advertising risk, as their commissions are dependant on good conversion rates from the advertiser's creative units and Web site.

Marketers looking for cost-per-action deals have several options. Publishers with considerable excess inventory may be willing to consider nonstandard offers. Sites specializing in incentive programs are in a position to offer CPA pricing on various types of leads, although the usual caveats concerning incentivized traffic still apply. Perhaps the most widespread use of performance-based pricing is affiliate marketing, whereby merchants/advertisers determine what actions they want to reward and how much they are willing to pay.

cost-per-click (CPC)

Definition

The cost or cost-equivalent paid per click-through.

Information

The terms pay-per-click (PPC) and cost-per-click (CPC) are sometimes used interchangeably, sometimes as distinct terms. When used as distinct terms, PPC indicates payment based on click-throughs, while CPC indicates measurement of cost on a per-click basis for contracts not based on click-throughs.

For example, consider a campaign where payment is based on impressions, not clicks. Impressions are sold for $10 CPM with a click-through rate (CTR) of 2%.

1000 impressions x 2% CTR = 20 click-throughs

$10 CPM / 20 click-throughs = $.50 per click

CPM

Definition

Cost per thousand impressions.

Information

The CPM model refers to advertising bought on the basis of impression. This is in contrast to the various types of pay-for-performance advertising, whereby payment is only triggered by a mutually agreed upon activity (i.e. click-through, registration, sale).

The total price paid in a CPM deal is calculated by multiplying the CPM rate by the number of CPM units. For example, one million impressions at $10 CPM equals a $10,000 total price.

1,000,000 / 1,000 = 1,000 units

1,000 units X $10 CPM = $10,000 total price

The amount paid per impression is calculated by dividing the CPM by 1000. For example, a $10 CPM equals $.01 per impression.

$10 CPM / 1000 impressions = $.01 per impression

Customer acquisition cost

Definition

The cost associated with acquiring a new customer.

Information

Customer acquisition cost is calculated by dividing total acquisition expenses by total new customers. However, there are different opinions as to what constitutes an acquisition expense. For example, rebates and special discounts do not represent an actual cash outlay, yet they have an impact on cash (and, presumably, on the customer).

Acquisition costs vary across industries and mediums. When acquisition data is available, try to determine if you are comparing apples to apples, so to speak. This is not always easy, as customer acquisition data can be scarce, and the methodology is often sketchy. 

Hit

Definition

Request of a file from a Web server.

Information

The term "hit" is perhaps the most misused term in online marketing, mistakenly used to mean unique visitors, visits, page views, or all of the above.

A hit is merely a request for a file from a Web server. A request for a Web page counts as a hit, but so does a request for a graphic on a Web page. Since the number of graphics per page can vary considerably, hits mean very little for comparison purposes.

Hybrid model

Definition

A combination of two or more online marketing payment models.

Information

A hybrid campaign might be a mix of impression-based (CPM) and performance-based (CPC or CPA), or a mix of two performance-based models. Hybrid deals are sometimes seen as a way to further split the risk between publishers and advertisers.

Advertising campaigns sometimes bundle CPM and CPC in a hybrid buy, and sometimes even CPA.

Affiliate programs have been known to offer a few cents per-click in addition to paying for a sale, lead, download, or other conversion activity.

Impression
Definition

A single instance of an online advertisement being displayed.*

Information

This definition may be an over-simplification, as there is no standard way to count impressions. All of the differences can add up to very large discrepancies, yet people make purchases based on impression every day.

So... what is the definition?

Currently, whatever a buyer and seller agree on.

page view

Definition

Request to load a single HTML page.

Information

Page views are only important to the degree they play a part in a site's revenue model. If a site earns much of its revenue from advertising, then page views are important because of their contribution to ad inventory. If a site only earns revenue on sales, then page views are not a key statistic. Page views without corresponding sales may even be viewed as an expense.

Pay per click

Definition

Online advertising payment model in which payment is based solely on qualifying click-throughs.

Information

In a PPC agreement, the advertiser only pays for qualifying clicks to the destination site based on a prearranged per-click rate. Popular PPC advertising options include per-click advertising networks, search engines, and affiliate programs.

Paying per click is sometimes seen by some as a middle ground between paying per impression and paying per action. When paying per impression, the advertiser assumes the risk of low-quality traffic generated by the publisher. When getting paid for actions, the publisher assumes the risk of low-converting offers by the advertiser. In the PPC model, the publisher does not have to worry about the sales conversion rate of the target site, and the advertiser does not have to worry about how many impressions it takes to attract the specified number of clicks.

Pay per lead

Definition

Online advertising payment model in which payment is based solely based on qualifying leads.

Information

In a pay per lead agreement, the advertiser only pays for leads generated at their destination site. No payment is made for visitors who don't sign up.

A lead is generally a signup involving contact information and perhaps some demographic information; it is typically a non-cash conversion event. A lead may consist of as little as an email address, or it may involve a detailed form covering multiple pages.

One risk to the advertiser is the potential for fraudulent activity by incentivized 3rd-parties or marketing partners. Some false leads are easy to spot. Nonetheless, it is advisable to make a regular audit of the results.

Pay per sale

Definition

Online advertising payment model in which payment is based solely based on qualifying sales.

Information

In a pay per sale agreement, the advertiser only pays for sales generated by the destination site based on an agreed upon commission rate.

Paying per sale is often seen as the payment model most favorable to advertisers and least favorable to publishers. In such an agreement, the publisher must not only be concerned with the quality and quantity of his or her audience, but also the quality of the advertiser's creative units and destination site.

If possible, many publishers avoid sales-based agreements, preferring to stick to the CPM model. However, some publishers, facing weak ad sales, have little choice but to accept sales-based agreements to utilize remnant space.

For advertisers, pay per sale has some unique advantages compared to pay per click and pay per lead. There are fewer concerns about whether conversions are legitimate, and whether traffic is incentivized or of low quality.

Stickiness
Definition

The amount of time spent at a site over a given time period.

Information

Stickiness is often measured in the average minutes per month visitors spend at a site or network. Sometimes stickiness is measured in terms of page views.

When defined as minutes per month, site stickiness is a function of number of visits (repeat usage) and time spent per visit (session stickiness).

Unique visitors

Definition

Individuals who have visited a Web site (or network) at least once in a fixed time frame, typically a 30 day period. Information

Most measurements of unique visitors are estimates.

Sites often calculate unique visitors based on the IP address information found in the log files, and sometimes through cookies. However, many factors may skew the results.

Traffic rating companies typically calculate unique visitors by monitoring actual usage of a group of volunteers, then applying the results to to the Internet population. Results fluctuate considerably for small sites due to their small sample sizes.

Web site traffic

Definition

The amount of visitors and visits a Web site receives.

Information

Web site traffic was initially viewed as an all-important metric for gauging success on the Web. This assumption was due in part to the lack of other business metrics to explain the .com phenomenon. Now much of the focus has shifted back to profitability, and Web site traffic is only part of the equation.

Web site traffic x conversion = results

Web site traffic is still important, as you can't have conversions without visitors, but it is becoming less important as a standalone metric.

Text ad

Definition

Advertisement using text-based hyperlinks.

Information

Text-based ads, although common in email, have been dominated on the Web by their graphical-based counterparts.

Affiliate marketing is one area where text ads have flourished. However, many mainstream advertisers are only beginning to discover the power of text. Google has caused a buzz with its text advertising options, generating a self-proclaimed "click-through rate 4-5 times higher than industry standard for banner ads."

While lacking some of the advantages of graphical ads, text-based ads have some powerful advantages of their own. They download almost instantly and are not affected by ad blocking software.

.SIG file

Definition

A short block of text at the end of a message identifying the sender and providing additional information about them.

Information

A .sig file is small text file (with a .sig extension) that can be automatically attached to the end of email messages. The phrase SIG file is also used to identify blocks of text used for similar purposes through different channels, such as discussion group messages.

For personal use, SIG files often include humorous sayings or signature art. These can be automatically rotated so frequent recipients do not see the same message every time.

For business use, SIG files often include a mix of contact information and business promotion. This may include the sender's name, job title, company name, phone #, fax #, email address, Web site address, tag line and brief benefits of your products or services.

There are netiquette issues concerning posting a sig in public forums. Some moderated forums discourage and disallow any form of self-promotional signature. As always, fully read the Terms & Conditions and get a feel for what is acceptable at a forum before posting.

Favicon

Definition

A small icon that is used by some browsers to identify a bookmarked Web site.

Information

The display size of a favicon in the Favorites list is 16x16. Files are recognized by the ".ico" extension. Special applications are available to create this type of file. (see below) Once created, the favicon.ico file is placed in the root folder of the Web site.

Internet Explorer is the most notable browser to use favicons. Without a favicon, Internet Explorer includes a default "IE" icon next to all bookmarked sites. With a favicon, IE5+ will display a site's unique icon next to a bookmark. The custom icon is also substituted for the standard IE icon in various places in the browser and on the desktop. Favicons are most likely to be found at large, well-branded sites such as portals and media companies. When only a few sites in a long bookmark list are using a custom image, the exceptions are very prominent.

Currently, Netscape Navigator does not support favicons.

Banner ad

Definition

A graphical web advertising unit, typically measuring 468 pixels wide and 60 pixels tall (i.e. 468x60).

Information

Love them or hate them, banner ads are one of the dominant forms of advertising online. Due to the widespread acceptance of the standard 468x60 banner ad size, buyers can easily secure placements at most sites, and publishers can accept ads from most advertisers.

Banner ads were initially judged primarily on the basis of click-through rate (CTR). In the early days of the Web, click-through rates were generally much higher than they are now, perhaps due to the novelty factor. Other causes for the decline in CTR may include technical limitations, the awkward horizontal shape, poor banner design, an excessive percentage of run-of-network buys, and accumulated bad experiences of Web surfers.

"Banners never work" is a common refrain from the anti-banner crowd. Although click-through rates have gone consistently downward, the same can be said of banner ad prices. It is still possible to achieve a click-through rate many times the industry average by combining good placement and design. Combining below-average ad rates and above-average response rates can lead to an acceptable return on investment, just as in any other advertising medium. 

Pop-up ad

Definition

An ad that displays in a new browser window.

Information

Pop up windows come in many different shapes and sizes, typically in a scaled-down browser window with only the Close, Minimize and Maximize commands.

There is a strong resentment by some Web surfers towards pop-up ads. Marketers often do not realize the ill-will generated by pop-ups because it is easier to click the "close" button than send an email to complain. What can often be seen is an above-average click-through rate, although some of this can come from "false positives," unintentional clicks when the pop-up gets in the way of the desired target. Advertisers can get a better picture of the effectiveness of pop-up advertising by paying attention to conversion rates and return on investment (ROI).
1. Affiliate Marketing

2. E-mail Marketing

3. Search Engine Marketing

4. Viral Marketing

Affiliate marketing is an online advertising option in which Advertisers have a flexibility to pay publishers only for results. This “Pay-for-Performance” signifies the present day online advertising for advertisers of international repute.

In Affiliate Marketing, costs are attached directly to results, such as a visitor making a purchase or filling out a form rather than simply paying to reach the audience.

Axill.in facilitates strategic relationships between advertisers and publishers integrated with advanced technology and up-to-date tracking.

This result-oriented option ensures both Publisher and Advertiser with better rewards. The core of affiliate marketing is advertisers pay their publishers only when the desired result takes place.

Higher rewards for publishers and extensive reach for advertisers are guaranteed in this performance based advertising option.
Email Advertising - The #1 way to advertise online. The very essence of E-mail Marketing lies in People’s keenness to check Inbox everyday. It is observed that Email Marketing delivers better results.

E-Mail marketing is getting popular as it is the most effective and most productive method of advertising online.

What is Email Marketing?

Convert each email into a means of communicating Commercial messages. The advantage is to reach millions and millions of users in a personalized way. Every e-mail sent can create a potential customer. This has also proved to be the best method to encourage customer loyalty and repeat business.

The Advantages

· Returns on Investment - High

· Assured Results/Traffic

· Personalized Advertising

· Affordable and cost-effective

Search Engine Marketing
Almost 80% of the users perform a search operation before buying online.Search Engine Marketing is the most powerful way to connect with customers

searching for your products and services.

Search Engine Marketing involves two phases; your site optimization and then generation of traffic to your website.

This is the first priority for online businesses and can drive highly targeted visitors to your web site.

Advantages

    * Reach over 90% of active Internet users

    * Drive targeted customers to your site

    * Maximize your return on investment

    * Build the right brand image at right place

    * Attract Highly targeted visitors to your website

    * Focus on Targeted Key word

    * One of the most cost-saving measure
Viral Marketing

Viral Marketing or viral Advertising, when done effectively, can produce very good results. These results can be in the form of site traffic, subscribers to your mailing list, or increased sales for your products and services. One of the simplest ways to promote your brand is viral marketing.

What is Viral Marketing?

Viral Marketing uses the existing social networks, forums, groups etc. to increase brand awareness. Viral promotions use the forms of attractive images, interactive Flash games and funny video clips to increase visitors and sales.

Viral marketing or Viral advertising proved to be the best method to increase brand awareness, to produce  quality leads and to enhance the site traffic.

· Quick E-Branding

· Faster and Wider reach

· Pay less – Gain more

· Maximize results and profits

· High Returns on Investment (ROI)
Who is a Publisher?

Publisher is a website providing ad space for advertisers to promote products and services in exchange for a lucrative commission on leads or sales. Monetize your Ad space. If you aren’t part of http://www.Axill.in, you could be missing out on a significant amount of revenue for your web inventory.
Who is an Advertiser?

Advertiser is a website who sells products and services online through the web inventory provided by Publishers.

CPC - Cost per Click

CPA - Cost per Action

CPS - Cost per Sale

CPM - Cost per 1000 Impressions

CPL - Cost per Lead

What is pay-per-action advertising?

Pay-per-action advertising is a new pricing model that allows advertisers to pay only when specific actions that they define are completed by a user on their site. Rather than paying for clicks or impressions, advertisers can choose to pay when a user makes a purchase, signs up for a newsletter, or completes any other clearly defined action that they choose.

Pay-per-action ads are eligible to appear on publisher sites in the Google content network in two ways:

N publisher-defined ad units:

Individual publishers in the Google content network will choose to display pay-per-action ads they feel will appeal to their sites' users. Chosen ads will display in publisher-selected ad units.
In standard AdSense for content ad units:

Ads will be contextually-targeted to publishers' websites and displayed automatically in AdSense for content ad units. They'll compete in the auction against other ads eligible to appear in these ad units, including cost-per-click and cost-per-thousand impression ads.
Google AdSense Ad Formats
Leaderboard Ad (728 x 90): Examples of placements on a page

Ad at the Top

Ad at the Middle

Ad at the Bottom

Banner Ad (468 x 60): Examples of placements on a page

Ad on upper left

Ad on upper right

Ad in the middle

Ad at the bottom

Half Banner (234x60)

Skyscraper Ad (120 x 600): Examples of placements on a page

Ad on left  


Ad on right

Wide Skyscraper Ad (160x600): Examples of placements on a page

Ad on the left  


Ad on the right

Small Rectangle (180x150)

Vertical Banner (120 x 240)

Small Square (200 x 200)

Square (250 x 250)

Inline Rectangle Ad (300 x 250): Examples of placements on a page

Ad at the top  


Ad on the right

Ad at the bottom

Large Rectangle Ad (336 x 280): Examples of placements on a page

Ad embedded within content  


Ad that blends in

Image Ads

Leaderboard (728 x 90)

Banner (468 x 60)

Skyscraper (120x600)

Wide Skyscraper (160x600)

Small Square (200 x 200)

Square (250 x 250)

Medium Rectangle (300 x 250)

Large Rectangle (336 x 280)

Video Ads

How do I enable my pages to show video ads?

If you'd like to display video ads, please ensure that you're using one of the supported video ad formats on your site and that you are opted in to image ads for that specific ad unit.

Note that as there is currently limited video ad inventory, you may not notice any ads on your site for some time. As our inventory grows, you may begin to see video ads appear on your pages. In the meantime, we recommend opting in to both text and image ads for your ads units to ensure you're getting the ads that represent the maximum revenue potential for you.

Video ads are currently available in several ad formats:

    * 336 x 280 (Large Rectangle)

    * 300 x 250 (Medium Rectangle)

    * 250 x 250 (Square)

    * 200 x 200 (Small Square)

    * 728 x 90 (Leaderboard)

    * 120 x 600 (Skyscraper)

    * 160 x 600 (Wide Skyscraper) 

In order to display video ads on your site, please ensure that you're using one of these supported formats and that you are opted in to image ads for that ad unit.

Link Units: Examples of placements on a page

Link unit embedded within content  


Link unit on the right

Link unit at the top

(120x90)

Displays up to 5 links

(120x90_4)

Displays up to 4 links

(160x90)

Displays up to 5 links

(160x90_4)

Displays up to 4 links

(180x90)

Displays up to 5 links

(200x90_4)

Displays up to 4 links

(468x15) Displays up to 5 links

(468x15_4) Displays up to 4 links

(728x15) Displays up to 5 links

(728x15_4) Displays up to 4 links

Google Adwords

You create your ads

You create ads and choose keywords, which are words or phrases related to your business.

Get keyword ideas

Your ads appear on Google

When people search on Google using one of your keywords, your ad may appear next to the search results. Now you're advertising to an audience that's already interested in you.

You attract customers

People can simply click your ad to make a purchase or learn more about you. You don't even need a webpage to get started - Google will help you create one for free. It's that easy!

Targeted reach

Now you can advertise to people searching on Google. Even if you already appear in Google's search results, AdWords can help you target new audiences on Google and our advertising network.

Greater control

You can edit your ads and adjust your budget until you get the results you want. You can also display a variety of ad formats and even target your ads to specific languages and geographic locations.

Measurable value

There's no minimum spending requirement or time commitment. And with the cost-per-click option, you're only charged if people click your ads. This means every dollar of your budget goes toward bringing new prospects to you. 

Set your budget

There's no minimum spending requirement--the amount you pay for AdWords is up to you. You can, for instance, set a daily budget of five dollars and a maximum cost of ten cents for each click on your ad.

Avoid guesswork

We provide keyword traffic and cost estimates so you can make informed decisions about choosing keywords and maximizing your budget. (Estimate keyword costs)

Pay only for results

You're charged only if someone clicks your ad, not when your ad is displayed.

Payment options vary by country and currency. Learn more

Local and regional targeting

Set your ads to appear only to people searching in a particular state, city, or region. Now it's easy to target online customers within, say, 25 miles of your front door. Learn more
TOOLS
1. Keyword analysis tool

http://www.mcdar.net/
2.Keyword Density Analysis Tool

http://www.123promotion.co.uk/tools/keywordanalysis.php
3. Similar Page Checker

http://www.webconfs.com/similar-page-checker.php
4. Search Engine Spider Simulator

http://www.webconfs.com/search-engine-spider-simulator.php
5. Back link Anchor Text Analyzer

http://www.webconfs.com/anchor-text-analysis.php
6. Back link Builder

http://www.webconfs.com/backlink-builder.php
7. Keyword Density Checker

http://www.webconfs.com/keyword-density-checker.php
8. Search Engine Friendly Redirect Checker

http://www.webconfs.com/redirect-check.php
9. Link Price Calculator

http://www.webconfs.com/link-value.php
10. Check Yahoo WebRank

http://www.webconfs.com/check-yahoo-webrank.php
11. Domain Stats Tool

http://www.webconfs.com/domain-stats.php
12. Domain Age Tool

http://www.webconfs.com/domain-age.php
13. Keyword Playground

http://www.webconfs.com/keyword-playground.php
14. Website Keyword Suggestions

http://www.webconfs.com/website-keyword-suggestions.php
15. URL Rewriting Tool

http://www.webconfs.com/url-rewriting-tool.php
16. Keyword-Rich Domain Suggestion Tool

http://www.webconfs.com/keyword-rich-domain-suggestions.php
17. Website to Country

http://www.webconfs.com/website-to-country.php
18. Seo theory 

http://www.elixirsystems.com/
19. Keyword Density Analyzer

http://www.seobench.com/keyword-density-analyzer/index.php
The Keyword Density Analyzer tool is useful for helping webmasters achieve optimum keyword distribution.

20. Search Engine Crawler Simulator

http://www.seobench.com/search-engine-crawler-simulator/index.php
21. Link Popularity check

http://www.marketleap.com/publinkpop/
22. Search engine saturation

http://www.marketleap.com/siteindex/default.htm
23. Keyword verification

http://www.marketleap.com/verify/default.htm
24. Online XML Sitemaps Generator

http://www.xml-sitemaps.com/
25. Alexa Page Ranking

http://www.alexaranking.com/
26. Meta Tag Generator

http://www.onlinemetatag.com/
27. XML Sitemap Generator

http://www.xml-sitemaps.com/
 * *

SEO Job Responsibilities 

· Should be able to handle the following things independently:

· Google Optimization

· Reciprocal Linking Management

· Keyword Analysis

· Competitor Analysis

· Directory Submissions

· Planning & Implementing Internet Marketing Strategies

· Content writing

Desired Skill Sets:

· Should be responsible for optimizing, implementing and analyzing client’s needs and natural search engine optimization campaigns.

· Should be strong in technical and analytical skills with a proven track record for SEO and should be comfortable in meeting client deadlines.

· Should have a knowledge of latest industry trends with Google, Yahoo, MSN, etc

· Good Knowledge of HTML and CSS skills.

· Proficient with word tracker and other SEO tools.

· Highly Proficient with English Writing and Speaking Skills.

Job Description

· Deploy SEO tactics to ensure high ranking on major search engines.

· Build pages structures/site maps for the website.

· Write and editing the content in order to improve rankings

· Competitor analysis

· Tactical positioning on market of targeted services

· Reporting results

· Propose future actions

· Graduate with good academic background(above 60% throughout) having knowledge in Web Promotion.

· Sound understanding of search engine algorithms is a must.

· Knowledge of promotions in Google.com/Yahoo.com/MSN.com necessary.

· Good Communication skills and knowledge of HTML necessary

· Excellent understanding of ethical SEO, PPC, Link building etc.

· Knowledge of SEO reporting and SEO tracking.

Should be able to handle the following things independently: -

· Google Optimization

· Reciprocal Linking Management

· Keyword Analysis

· Competitor Analysis

· Directory Submissions

· Blog Management

· Planning & Implementing Internet Marketing Strategies

Desired Skill Sets:

· Should be responsible for optimizing, implementing and analyzing client’s needs and natural search engine optimization campaigns.

· Should be strong in technical and analytical skills with a proven track record for SEO and should be comfortable in meeting client deadlines.

· Good Knowledge of HTML and CSS skills.

· Proficient with word tracker and other SEO tools. 

Required Skill Sets:

Will be required to go through training and gain on the job expertise in the field of:

· Search engine optimization strategy

· Understanding search engine marketing objective

· Implementation of SEO Strategy

· Research and methodology.

· Candidate with Technical skill knowledge preferred. 

Desired Skill Sets:

· Good command over written and spoken English

· High Analytic Skills

· Must know how to surf the Internet, conduct online research.

· Basic understanding of what search engines are.

· Fluency in Microsoft Word, Excel

· Excellent time management

· Capable of working independently and as a part of the project team

Job Description

· Graduate with good academic background having knowledge in Web Promotion.

· Sound understanding of search engine algorithms is a must.

· Knowledge of promotions in Google.com/Yahoo.com/MSN.com necessary.

· Good Communication skills and knowledge of HTML necessary

· Excellent understanding of ethical SEO, PPC, Link building etc.

· Knowledge of SEO reporting and SEO tracking

· To promote websites through popular search engines, web directories for increasing link popularity and other related SEO activities. 

* * *

Job Description

· The ideal candidate must have excellent written and oral communication skills.

· Should have a pleasant personality and positive outlook.

· Will be required to develop content for submissions.

· Optimisation of web pages for search engine performance.

· Work with search engine protocols to achieve best SEO as directed.

· Keyword and key phrase research.

· Any candidate with an experience of ( 0 – 6 ) mths / fresher can apply.

* * *

Looking for people who dare to dream and walk the extra mile. Those who are willing to grow their Career, with full of zeal and enthusiasm.

We are looking for SEO with following skills sets;

Skill/ Experience Requirements:

· Good academic background having knowledge of Internet, blogging etc.
· Good command over written and spoken English
· Understanding of search engines preferable

· Knowledge of basic HTML must.
· Knowledge of US demography preferable
You will assume complete SEM responsibility for campaigns for promoting all our services and websites online. You will report to head of marketing and work closely with members of marketing team.  

 As SEM Specialist, you will

    * Optimize bids and keywords across multiple websites in line with the overall marketing goals.  

    * Track performance of ongoing SEM campaigns and make necessary changes.

    * Update your knowledge of industry trends and tools and share information and  insights with the marketing team.

You should

· Possess at least 2 years SEM experience with a company specializing in e-commerce.
· Have proven track-record of creative optimization and successive gains.
· Have strong numerical and analytical skills.
· Be able to multi-task and work independently.
You will assume complete SEM responsibility for campaigns for promoting all our services and websites online. You will report to head of marketing and work closely with members of marketing team.  

 As SEM Specialist, you will

· Optimize bids and keywords across multiple websites in line with the overall marketing goals.  

· Track performance of ongoing SEM campaigns and make necessary changes.

· Update your knowledge of industry trends and tools and share information and  insights with the marketing team.

You should

· Possess at least 2 years SEM experience with a company specializing in e-commerce.
· Have proven track-record of creative optimization and successive gains.
· Have strong numerical and analytical skills.
· Be able to multi-task and work independently.
Job Description

· Responsibilities include:

· Consult on Campaign strategy, define key performance indicators and manage Client Relationships

· Managing Ad Campaigns on the major search engines Google, Yahoo, MSN

· Hands on experience with keyword research, campaign structuring, bid management, and tracking for key performance indicators.

· Familiarity using bid management software, click fraud detection and web analytics

· Manage Relationships with Search Engine Partners

Requirements:

· Excellent analytical and presentation skills

· Managing team of Search Marketing Professionals and do hands on work when needed.

· An eye for detail and process oriented work ethic

· Ability to work under tight deadlines

· 2-4 years of experience of managing large campaigns

· Has operational knowledge of search engine optimization

· Conversant with using office applications

Job Description

· Responsible for planning and implementation of various off page optimization strategies and execute successful link popularity campaigns.

· Expert with wide experience in SEO & SEO Tools

· Link building

· Engine Submission

· Building back links for SEO rankings

· Knowledge of promotions in Google/Yahoo/MSN.com

· Understanding of Search Engine spider behavior

HTML, DHTML, CSS, Meta Tags, Title Tags

Candidate will be responsible for planning and implementing various off page optimization strategies through Search Engine Submissions, Directory Submissions, Link Exchange,

· RSS syndication and other off page initiatives.

· Google Page Rank Acquisition

· Create, monitor & refine PPC campaigns

· Work with search engine protocols to achieve best SEO as directed

· Creating Google and Yahoo Sitemap�s
· Work on quick search engine indexing of website�s
· Analysis and improvement of results

· Preparation of SEO proposals therein

· Dmoz Submissions� Should be able to create relevant title and description for dmoz.
· Work on Paid Links Acquisition.

· Develop Content for Submissions.

· Co-ordination with team members, if required developers and designers too

· Setting a vision for the team and yourself on a regular basis

· Interacting with clients over phone, chat, email. If a candidate has experience in dealing with US customers, it will be of great advantage.

· Playing active role in providing feedback (or reports) to senior management about the projects, executives and research strategies.

· The candidate should be able demonstrate SEO keyword campaigns worked on and show results/rankings achieved.

 We are currently recruiting for SEO Analyst. The SEO Analyst serves as the subject matter expert on Search Engine Optimization (SEO), working with diverse teams to increase the understanding and use of effective and ethical SEO techniques, best practices, and strategies.

Duties

Develop, implement, and communicate strategies for increasing client site traffic and sales through traditional and innovative SEO techniques.

· Work with managers, developers, designers, and clients to improve the integration of SEO strategies with the development of website content and functionality.

· Remain current on the latest best practices rules, techniques and trends in SEO and internet marketing.

· Analyze web traffic patterns using online analytic tools.

· Develop SEO implementation documentation and website analysis reports for clients.

· Research potential keywords and phrases for search engine positioning purposes.

· Ensure best practice SEO techniques are adhered to for all client websites.

· Initiate the development of products and services based on SEO knowledge, techniques, and tools.

Skills and Qualifications

· Bachelor's degree in computer science with a strong focus on web development, web design, or online marketing. Additional relevant experience may substitute for some of the education requirements.

· At least 2 years of experience in ethical search engine optimization.

· Strong knowledge of search engines, search engine algorithms, ranking factors, site traffic analysis, and web research methods.

· Understanding of effective web design techniques and technologies.

· In-depth knowledge of standard tools for keyword creation, page/keyword ranking analysis, competitor analysis, etc.

· Familiarity with web analytics tools and ability to create comprehensive search traffic reports.

· Understanding of the role of social networks, RSS, blogs, and forums in increasing the exposure and financial success of online businesses.

· Familiarity with the unique strengths and weaknesses of the eCommerce industry.

· Knowledge of HTML, CSS, and other common programming languages a plus.

· Proactive work ethic with the capacity and willingness to initiate the development of innovative products and services.

· Excellent communication and writing skills

· Strong quality control and attention to detail.

· Ability to distill and present complex technical information to a non-technical audience.

· Upbeat, team oriented attitude. Ability to work well with a diverse staff and set of clients.

· Creative, self motivated and independent.

· Sense of urgency and commitment to achieving results on time and within budget.

Job Description

· SEO (search engine optimization) for major search engines & search engine marketing
· Increasing page rank in google, yahoo!, msn, ask.com and answers.com
· Link exchange, directory submission, one way link building, rss submission, article submission, forum posting, blog posting etc.
· Search engine algorithms & ranking strategies.
· Analysis of current seo status and reporting
· Ppc campaigns management
· Banner management
· Affiliates management
Search Engine Optimization FAQs...

What is Search Engine Optimization (SEO)?

Search Engine Optimization (SEO) is the process of designing a website specifically for search engines with the goal of obtaining the highest possible rankings according to selected keywords.

Why is SEO so important?

It is estimated that over 85% of people use the Internet to search for products or services with the intent of purchasing. SEO makes sure your website has all the necessary criteria to position high in search results. Without a ranking in the top 20, your website has no chance of being found by potential customers.

How long does it take to get my website "indexed" on the search engines?

Each search engine is different. Generally, it takes anywhere from 2-12 weeks for search engines to index (spider) your site.

Which search engines will my website be submitted to?

We submit your web site to the top search engines � AltaVista, AOL Web Search, Ask Jeeves, Teoma, Google, HotBot, IWon, Lycos, MSN, NetScape Search, ODP , Yahoo! just to name a few. Then we also add your listing to the regional, industry specific, and international search engine or directories.

Do you provide any kind of guarantee?

With our Yearly Contract, we guarantee that your will have at least one first page position in the first 3 months after all changes are compete. Unfortunately, we can not offer such a guarantee with out One Time Optimization and Submission Contracts. The reason is that most search engine change their algorithms almost on a monthly basis.
When will I start seeing results? 

It takes the search engines anywhere from 2 - 6 weeks to index your site. Once you start seeing positions they will gradually increase as your SEO advances. We start running Position reports 2 months into your promotion.

What engines do you support? 

We support all of the top popular search engines such as Google, Yahoo, Ask.com, MSN, Netscape, Open Directory, Excite, Alta Vista, AOL, LookSmart, Lycos, Overture, All The Web, About. We also support lesser know search engines. It is important that we submit to these engines as many of them act as feeders to the more popular engines.

SEO Services FAQs

What is Search Engine Marketing (SEM)?

Search Engine Marketing (SEM) involves a overall procedure of marketing a web site on search engines. This involves submission, optimization, paid inclusion programs and more.

These terms doing well with search engines is not only about submitting right, optimizing in a good way or getting a good rank for a specific keyword. It's about the complete job of improving how your site interacts with search engines, so that the audience you seek can find you.

What is Search Engine Optimization (SEO)?

Search engine optimization (SEO) is refer to designing, writing, and coding (in HTML) of your web site so that there is a good chance that your web pages rank well of search engine queries for particular terms, especially with crawler-based search engines.

Why is SEO so important?

Search engines are extremely important for any online business. Over 85% of Internet users use search engines to find products and services. SEO ensures your website has all of the necessary criteria to rank high in search results. Without high rankings, your website has little chance of gaining search engine traffic. A professional SEO campaign can offer you the best ROI (return on investment) by delivering fresh, targeted traffic to your website that's both free and effective.

How long does it take to get my website "indexed" on the search engines?

It varies with every search engine. In general, most search engines will index NEW websites within 2-8 weeks.

Do you provide any kind of guarantee?

No SEO company can guarantee a number #1 position or specific ranking for your site for a given keyword phrase. There are simply too many variables involved in determining placement within each search engine's results. For example, a search engine changing their ranking algorithms, efforts made by competitors, and new sites being added to the Internet are just a few ever changing variables that can affect your website's placement.

We will provide our best efforts without any seo guarantee to obtain high rankings for your selected website(s) with the major search engines and directories.

Can I get top ranking in single keyword?

With the growth in the number of websites, getting high search engine rankings with single keywords is very difficult. You are much better off targeting keyword phrases. Keyword phrases are two or three word phrases that your target market is likely to use to search for your site. "Home Business" is better than "Business" and "Home Business Software" is better still. Remember that single keywords usually return the least targeted leads.

Some keywords or keywords phrase are going to be much more competitive than others and it takes time to get in the top ranking.

I am number 5 in Yahoo, but not in the top 1,000 in Google. Why?

Yahoo and Google use two different algos to come up with their SERPs - Yahoo favors on- page optimization such as H1 tags, keyword density, etc while Google favors off page like inbound links. If you have done more on page then Yahoo will rank higher and vice versa. As part of this if you are now addressing your off page then you need more backlinks and time for these links to age.

Would you be happier to achieve a page 1 listing out for 100,000 results or 100,000,000 results?

The number of pages competing for a keyword has absolutely nothing to do with how competitive it is to get a site ranked for that particular keyword. The level of competition has everything to do with it.

Top pages are defined by an algorithm that considers many factors however the *quantity* of competing pages is not one of the factors considered nor should it be. Assuming the code and content are do correctly, the main driver of how competitive is a particular keyword, will be related to links, i.e., how many/how good/how optimized are the links that point to the pages that currently occupy the top spots for that keyword.

How long does the optimization process take?

This depends on the site we are given to work with and the requirements to reach the top positions. A 5 page site in a low competition area will obviously take less time than a 300 page site competing for highly competitive terms. Generally speaking however, an average promotion (20 page website with moderate competition) would take approximately 2 weeks for site-optimization, a month or so for link-building and up to 3 months or so to attain rankings. You will undoubtedly see improvements after just the optimization alone however the added weight of the incoming links won't be applied for a month or so after they are established.

What is blacklisting?

A site can be blacklisted if unethical search engine positioning tactics have been used or if the search engine algorithm determines that it believes they have been. It can be very difficult to recover from a blacklisting, often it is easier to simply use another domain with a new site and move forward from there after cleaning out whatever spam tactic got you banned.

My competitors are using spam tactics, why is it working for them?

Not all spam is easily detected by the major search engines. Like hackers, every time a method gets detected a new method is created to bypass this. That said, it is usually a matter of time before the algorithm will be changed to detect new spam tactics and further, sites using spam can be reported and penalized individually. If you choose to use spam tactics to attain rankings there is a high likelihood that your site will eventually be penalized.

Finally, what matters are the results, i.e. top rankings for keywords that are important to the prospects business plan.

What is link popularity?

Link of the search engines as a big election. All the websites in the world are candidates. The links to your website are votes. The more votes (links) a candidate (website) has, the more important it is, and the higher its ranking. Link popularity is all about how many links you have, and how you can get more.

Links to your site tell the search engines how important your site is. They assume that if it’s important enough for a lot of other sites to link to, it’s important enough for them to display at the top of the rankings. Links are the single most important factor in ranking. Generally speaking, the more links you have to your site from other sites, the better your ranking.

What is keyword analysis?

The first thing you need to do when you begin chasing a good search engine ranking is decide which words you want to rank well for. This is called performing a keyword analysis. Keyword analysis involves a bit of research and a good knowledge of your business and the benefits you offer your customers.

What are directories and should I submit my site to them?

Directories are websites (or web pages) which simply list lots of website and give a quick description of the website. Some are free and some require you to pay for a listing. Free directories are useful because you get a free link. However, the links aren't worth that much. Paid directories can be good if they're relevant, but they can cost a lot in the long term, so choose wisely.

Open Directory Project and Yahoo Directory are the good directories for any website.

What is copywriting?

In plain English, copywriting means the writing of the words for your promotional pieces and other communications. This includes brochures, websites, letters, print ads, Google AdWords, articles, scripts, etc.

Do you do Google AdWords or Yahoo Search Marketing?

Yes. we can write your Google AdWords and Yahoo Search Marketing, even manage your entire pay per click campaign (including keyword analysis).

How do I ensure that I stay ahead of my competition when it comes to online visibility?

Search engine marketing is not a one-time project. It must be seen as an ongoing strategic business process if you want to continually stay ahead of the competition. To that end, part of our consultative process is to assess the activities, strengths and weaknesses of your major competitors' sites, and devising appropriate strategies for netting superior visibility for your site.

Do we need to meet in person?

No. Only in rare cases is a face-to-face meeting required. All correspondence can be over the phone, messenger or via email.

I'm in another country, can you still work for us?

Yes! we work for clients around the world, including USA, UK, and other countries.

Q: What does "SEO" mean? A: Search engine optimization

Q: What is a keyword? A: It is a HOOK that you fish for internet users with. You densely use the words you would like users to search for you in your text and the engines pick them up and index you for these terms.

Q: What is "PR" or Page Rank? A: It is a ranking system developed by Google to gauge the importance of your site. Presently Yahoo does not "officially" have one.

Q: What is the proper search engine safe redirect? A: A 301 redirect is called "permanent", and that is what you want to use.  302's  are considered spammy, and easily hijacked.

Q: What is a robots.txt? A: A text file that keeps obedient bots from crawling web pages you have said not to.

Q: What is a Google sitemap? A: A Google sitemap is the bots map to your site, most are in XML format.

Q: What is an Algorithm? A: A set of mathematical rules used to determine the rank of a web page within search engine results.

Q: What is a Reciprocal link? A: It the link you place on your page in exchange for another site placing yours or services.

Q: What is Stuffing? A: Overuse of keywords in page content and other code.

Q: What is Anchor text? A: The text part of a link you click is used by search engines to score page relevancy percentage.

Q: What is "ALT" text? A: It is the mouse over or tool tip text attached to images, text, and links.

Q: What is Keyword Density? A: It is the measurement of the ratio of keyword versus the other text in your page.

 1. What is SEO(Search Engine Optimization) ??

SEO(Search Engine Optimization) is the emerging trend for ranking high in search engines, drive huge amounts of traffic as well as increase the overall popularity of the website.
2. what is search engine?? what are the main search engines for which sites should be optimized.

Search engine is a collection of a huge database of all websites in internet and renders the websites information based on the queries given by the users. The main search engines are Google, Yahoo and Msn.
3. What is role of keywords in SEO?
Keywords are the most vital part of your website as they are the basis for the search engine and the users to understand the products and services offered by the website.
4. What is an IBL(inbound back link)??

IBL is otherwise called as back link, inbound link or incoming link. It is an incoming link which comes from other sites to your site. It plays a major role in indexing and frequent crawling of your website as well as gaining and maintaining higher ranking in search engines.

Top

5. What are serps??

Search Engine Results Per Page i.e. the total number of results displayed for a particular query in a page out of total number of results available.

Top

6.What is use of site map ??

Site map is a navigational tool which makes the website easily searchable by both users and search engines.

Top

7. How to gain more IBL (inbound back links)??

In order to gain more inbound links, we need to do Link Building which involves directory submission, one way linking, reciprocal linking or three way linking.

Top

8. What is a Link Farm??

A Link Farm is collection of links without any relevant content. Normally it is considered as spam by search engines to have your link in link farm.

Top

9. What is the use of Robots.txt file??

It is used for informing the search engine about your website crawling and indexing preferences.

Top

10. My SEO suggest to use css and external java script?? Does it really help??

Yes it does help. As crawler or spider indexes only 10K of your code, it is suggested to place your styles in css and maintain javascripts in an external file.

Top

11. What is black hat seo?? is it helpful in ranking high??

Black hat SEO involves various spaming and unethical techniques for quick and easy ranking of a website in a search engine.If detected by search engines, the site will be thrown out of the search engine database.
12. What is Hidden Text??

Hidden text is not visible to the user but is a collection of stuffing of keywords lines and sentences to rank higher in search engines. It is also considered as spam.

13. What is Door way page??

Door way page is a page created for purpose of ranking for set of keywords in a set of search engines. Once the user lands in the doorway page, he will redirected to another site. It is aslo form of spamming.

Top

14. What is cloaking??

Cloaking is another form of spaming. It involves showing image based content to users and content rich page to the search engines.

Top

15. What is Rss-XML ?? How does it help in ranking??

RSS- XML is an aggregator file which lists important pages of your website as well as helps in easily updating the search engines about the changes in your website. It provides a dual benefit of gaining quality back links as well as increasing the popularity of the website, there by helping in the ranking of the website.

Top

16.What is SMO??

Social Media Optimization is a part and parcel of SEO. It helps in driving alternative traffic to your website apart from search engines.

Top

17. What do u mean by search engine spider?? what is its role??

Search engine spider is also know as crawler or robot is a software program designed to crawl websites all over the web based on the hyper links and help search engine to index them.

Top

18. How to make my site reachable to the search engine spider??

Gaining quality back links and maintaining static URLS and and inter navigability between the pages of your website.

Top

19. Can i use submission software to submit to directories and search engines??

No, manual submission is considered as the safe and best option to submit to directories and search engines.

Top

20. Name top 5 directories to which i should submit my web site??

The most top 5 directories are as follows:

Dmoz

Yahoo

Joeant

Go guides
Gimpsy

 SEO Frequently Asked Questions

General SEO Questions

    1. What is Search Engine Optimization?

    2. What is the objective of Search Engine Optimization?

    3. Why doesn't my site rank well on search engines?

    4. Why are high rankings so important?

    5. What does my site ranking depend on?

    6. Why wasn't my site optimized when it was built?

    7. What is the difference between "site optimization" and "site submission"?

    8. Can you guarantee a #1 position on the search engines?

    9. What about exclusivity? Do you optimize competing sites?

    10. Can I see how my competitors are ranking for my targeted keywords?

    11. I have different websites in different countries. Do you optimize each site differently?

    12. What about pages in languages other than English. Can those be optimized?

    13. What should I look for when choosing a SEO consultant?

    14. How experienced is Xirlynx in this industry?

    15. Why is this service so expensive?

    16. What's the right time for me to start a search engine marketing campaign?

    17. How can search engine optimization impact my business?

    18. How does it compare to my other marketing investments?

Technical SEO Questions

    1. What are META tags?

    2. Is optimizing META tags enough?

    3. Does every page of my site need to be optimized?

    4. What is my site uses frames or Java?

    5. What if my site contains dynamic pages?

    6. How many keywords should I target?

    7. How many search engines will my site be submitted to?

    8. What information about my site do you submit to search engines?

    9. What is link popularity?

    10. How do you increase my site's link popularity?

    11. How do you handle site submission to non-English language search engines?

    12. What is cloaking? Does Xirlynx use this technique?

    13. How long does it take for my results to kick in?

    14. How long will my campaign last?

    15. How often will I receive search engine ranking reports?

    16. How often do you resubmit my site to search engines?

    17. How will I know if my business increases as a result of top rankings?

    18. How do I ensure that I stay ahead of my competition when it comes to online visibility?

1. What is Search Engine Optimization?

Search Engine Optimization refers to the effective utilization of search engines to draw traffic to a Web site. It is an ongoing, continuously evolving and high maintenance process that includes the customization of a site for higher search engine rankings

2. What is the objective of Search Engine Optimization?

The main objective is to drive qualified visitors to your web site, by increasing your product/service awareness, capturing additional qualified prospects, resulting in additional sales - all of which leverage your existing online investments.
3. Why doesn't my site rank well on search engines?

Having your website rank high in the search engines is a science and the rules for search engines are always changing. Here are some reasons why you may be having poor ranking:

· Incorrect usage of the TITLE tag or no TITLE tag content.

· Too many occurences of the same word in a page (spamming).

· Missing H1 and H2 heading tag content.

· Missing ALT tag content in your graphic links.

· No meaningful content in the first 250 characters on each page.

· Less than 200 words per page.

· Very few pages on your website.

· No links from other websites to your website (link popularity).

Also, you should always submit your site to any search engines manually. Please do not use automated submission services.

4. Why are high rankings so important?

As searchers generally only explore the first two pages in the search results, achieving high rankings on the search engines will make an enormous difference in the amount of visitor traffic your site receives. 

5. What does my site ranking depend on?

Site ranking tends to be "cumulative" and is dependent on the following factors:

· The specific keyword phrases (search terms) that have been targeted

· The overall competitiveness of your industry - how many players are there

· Whether you are targeting a regional, national, or international market

· How well ranking is monitored and the site tweaked over time for improvement

· The progress of your link popularity campaign

· The number of competitor sites achieving new ranking themselves

6. Why wasn't my site optimized when it was built?

Depending on who developed your site and how it was built, you’ll find a million different reasons for this. Many web developers believe it is the site marketer’s job to ensure the site is found in search engines and vice versa. Most don’t bother submitting your site to the important search engines, assuming you or your marketing department will do it. Or perhaps it wasn’t in your original development budget.

Consequently, your site can be launched for many months without the search engines having any idea it exists. Some development firms don’t include even the most basic META tags in your site code when building it. Or those that do include META tags without close consultation with you, resulting in the wrong search terms used and poor performance.

Remember that search engine marketing is a relatively new science and is an aggressive audience development and search engine ranking service that requires constant monitoring to be successful. And not many web design firms know this.

7. What is the difference between "site optimization" and "site submission"?

Site submission is the submission of your site to the search engines. Site optimization, on the other hand, is a proactive service ensuring your site will be highly visible on the engines your site is submitted to. Optimization involves changes to your site code, including development of tailored META tags, to ensure that you are ranked highly on the search engines for certain keywords and phrases relating to your site content. This makes your site more accessible to searchers and ensures your site is found by your target audience, giving you an edge over your competitors.

8. Can you guarantee a #1 position on the search engines?

Nobody can guarantee a number #1 position or specific ranking for your site for a given keyword phrase. There are simply too many factors beyond anyone's control - the search engines changing their ranking algorithms, efforts made by competitors, and new sites being added to the Web, just to name a few.

Obtaining a specific ranking is like managing a stock portfolio. Your financial advisor will do their best to monitor the stock market and other indicators and to make sure your portfolio is managed to the best of their abilities. However, your advisor cannot guarantee that your portfolio will be at a specific dollar value or even that the amount will be up at all by a given date.

9. What about exclusivity? Do you optimize competing sites?

Our optimization service has always been exclusive for our clients. For example, we would not take on any new clients whose sites are in direct competition with existing optimization clients. In other words, we would not optimize sites for the same key search terms of our existing clients. To try and rank two sites competing for the same search terms would be an obvious conflict of interest!

10. Can I see how my competitors are ranking for my targeted keywords?

Sure! Our Site Compatibility Analysis, Keyword Analysis and Monthly Ranking Reports services offers you up to three competitor sites to be included so you can compare at a glance how you are ranking in comparison to them for the same search terms. 

11. I have different websites in different countries. Do you optimize each site differently?

Yes, our approach would be to create META tags for each individual site, tailored to the different countries. Apart from the major search engines, we would also ensure each site was submitted to the most popular foreign engines and directories in the appropriate country. Currently, we have a list of over 1,000 search engines and directories, covering more than 100 countries. This will ensure our clients can reach their target markets effectively.

12. What about pages in languages other than English. Can those be optimized?

Yes. We generally develop a list of 20 English search terms to cover each page (assuming the foreign language pages have essentially the same content as the English). Then we regionalize the search terms for each market/country and translate the search terms into local languages (using our 3rd party professional translation service if necessary). Once that is done, we develop and test META tags for each page/site and have the site submitted to the appropriate international and foreign search engines. 

13. What should I look for when choosing a SEO consultant?

The ideal Consultant is one that understands the dynamics of marketing, business, and technology - and employs the highest levels of integrity in their work. There are a number of unethical practices or shortcuts that can be used in search engine optimization, but the search engines themselves often times will not accept these questionable or "tricky" practices. You should choose a company that doesn't utilize any of these practices to achieve short-term results for its clients. You should also expect to benefit from the research expertise, customized approached, management expertise, and on-going consultative process from a SEO firm.

14. How experienced is Xirlynx in this industry?

To achieve a high ranking web site, you have to know exactly the most effective META tag design formula, best web copywriting techniques, keep track of current search engine ranking algorithms, know what format to submit the site in to every engine and how often to resubmit the site. You also need to know whether your site is technically compatible with search engine robots, what types of pages the engines will accept and which will be barriers to ranking, plus what sort of overall “relevancy score” your site will receive from each engine you submit to.

Not only that, but once you’re ranking highly, you have to monitor your progress and adjust your tags every now and then to ensure you stay up above your competitors on all engines for your major search phrases. These are all crucial steps to a high ranking, but very time consuming and not your core business!

Xirlynx Innovations engaged specialists in the area of search engine marketing, whose full-time role is to place our clients high in the search engines and keep them there. Our consultants have developed and streamlined a unique and ethical search optimization formula that has resulted in very impressive rankings for our clients on international and regional search engines.
15. Why is this service so expensive?

SEO is a highly-specialized craft requiring much research, forethought, skill and can be extremely time-consuming to implement correctly. However, compared to offline and print advertising, search engine marketing is quite cheap. The cost of having your website optimized is by far the best advertising dollars spent and the return on your investment (ROI) can be very great.

16. What's the right time for me to start a search engine marketing campaign?

Immediately. With 1 billion people using the Internet, and therefore using major search engines, the potential Web audience is so large that a strategic approach to capturing your share of that market is critical. Obtaining higher rankings in the major search engines is one of the most effective marketing tools you can implement in today's online world.

17. How can search engine optimization impact my business?

The goal of effective search engine optimization is not just adding traffic - it's about growing your online business by reaching qualified consumers of your products and services. With 1 billion people using the Internet and using search engines, the potential online audience is so large for businesses that a strategic and sustainable approach to capturing that market is vital.

18. How does it compare to my other marketing investments?

Companies continually re-evaluate the effectiveness of their marketing programs against changing buying patterns, but never before has there been such a rapid and intense change as the onset of the Internet. Search engine optimization is still relatively new and within the past five years, only the largest and most aggressive companies have incorporated it into their strategic marketing plans.

Today, the science of search engine optimization is becoming an integral and dominant aspect of any company doing business online. Given the size of the potential market available via the Internet and the ability to intantly reach potential customers anywhere in the world, at any time, search engines has leaped ahead to become a critical marketing tool. No longer can companies ignore its effectiveness if done strategically, and done right. 

1. What are META tags?

META tags are part of the site’s HTML code and if your site has them, they can be seen by choosing “View > Source” from your browser toolbar. These tags include “keywords” and a “description” of your web page. Generally, this is where the search engines look to see what your web page is all about. But having the tags is not enough – because most of the major search engines today pay very little attention to them.

2. Is optimizing META tags enough?

When the Web was in its infancy, search engines depended profoundly on the meta tag for search result relevancy, giving this piece of code high prominence in their ranking algorithms. However, as the Web has matured and search technology has become more sophisticated, meta tags have lost significance. Although they are still a factor considered in most of the major search engines' ranking algorithms, they no longer carry the weight they once did. As a result, novel factors, including off-the-page considerations such as link popularity, now have higher weight in determining the relevancy of a search result.

3. Does every page of my site need to be optimized?

In a word - yes. Every page of a website can be a potential entry point for visitors. You can't predict which page or pages will be ranked the best for specific keywords. As such, each page must be individually optimized to for optimal ranking. Collectively, all pages of your website reinforce the common "theme" of the site, which also can help boost ranking. Don't assume that your home page is the most important page on your site.

4. What if my site uses frames or Java?

Many of the technologies in use on web sites today are visually appealing; however, they are also indecipherable by search engine spiders. Although Web technologies and design considerations such as Frames and Java impair search visibility, there are technical workarounds to get these sites indexed. 

5. What if my site contains dynamic pages?

Dynamic pages, usually an ASP of CFM driven websites, has an url which looks something like this:

http://www.yourdomain.com/products.asp?productid=528

When search engines index a page, it will chop off everything after the "?" and index only http://www.yourdomain.com/products.asp, which displays nothing. As a result, your dynamic pages will not be indexed.

We can help you overcome this problem by implementing a gateway that will convert a dynamically generated page to a HTML page. 

6. How many keywords should I target?

Quality, not quantity, is the focus of keyword strategy - there is no absolute rule for how many keywords and phrases you need to target. And before you even begin developing a list, you must understand your target audience and the language different searchers use when looking for your specific products, services and information online. 

7. How many search engines will my site be submitted to?

Always be wary of any company that promises to submit your site to "thousands of search engines for only $49.95". There simply aren't thousands of engines worth submitting to. Most of the time these scammy companies submit your site to guestbooks and Free For All (FFA) pages using automated submitting software. This can actually do your site more harm than good - because you can be penalized in the rankings for linking to such sites.

With our services, your site will always be manually submitted to the major search engines and directories. Depending on which package you’ve chosen and your target market, we will also submit your site to relevant regional and industry-focused search engines and directories. 

8. What information about my site do you submit to search engines?

In most cases we only submit your site URL to the search engines as it is often the only information the engines accept. Some search engines will allow us to submit additional information such as a description or a title for your site. On directories such as Yahoo!, we must first search for and locate a logical category for your site.

The way we submit information about your site can “make or break” your position within the engines, so we do it very carefully. Following submission, most search engines will use their web crawling agents (often called “spiders” or “robots”) to collect information from the site’s code, then rank and display it according to their own special rules. Some engines and directories use staff to collect this information, which is why there are often long delays between the submission of your site and it’s listing. 

9. What is link popularity?

Link popularity is a measure of how many other sites contain a hyper link to your site. Some search engines, most notably Google, use link popularity as one of their most important criteria in determining page rank. A further component of link popularity is the quality of sites linking to yours. A link to your site from Yahoo! web site will be regarded as more important than a link from your friend's Wedding web site that's hosted on a free server. 

10. How do you increase my site's link popularity?

You might think that logic dictates that you can increase link popularity by undertaking an effort to get as many links to your site as possible. However, search engines, in their constant efforts to produce the most relevant results, are aware of and penalize for such tactics. Having links to your site from "link farms" or "free-for-alls" can actually be damaging.

There are valid and effective ways of increasing link popularity. The process begins in your own backyard - proper optimization involves maximization of the internal linking structure of your site, having keyword-rich link text, and increasing the number of relevant outbound links. From there, Xirlynx builds upon this internal strength to focus our efforts on establishment and cultivation of valuable external linking relationships.

11. How do you handle site submission to non-English language search engines?

We outsource foreign language search engine submission to 3rd party contractors. Many foreign language search engines provide an English version these days. For those that do not, we will manually submit your site to any foreign language search engines that we cannot access via the usual channels.

12. What is cloaking? Does Xirlynx use this technique?

Cloaking is the technique of delivering a particular Web page to a search engine, while serving a completely different Web page to the end user. Search engines commonly overlook - and in some cases even ban - web sites that employ this practice. We are aware of the search engines' views on cloaking and therefore does not employ this unethical technique.

13. How long does it take for my results to kick in?

The amount of time required to see the results range anywhere from 30 days to a few months. This is dependent on how often search engines crawl sites to pick up changes, update their index, and subsequently re-rank sites. 

14. How long will my campaign last?

We usually establish 12-month campaigns. There is an enormous amount of education, research, analysis, technical programming, and testing performed in the first 3 months in particular. Natural rankings will begin to appear in search engines within approximately 2-4 months. 

15. How often will I receive search engine ranking reports?

We send out search engine ranking reports monthly to our clients.

16. How often do you resubmit my site to search engines?

If your site is search engine compatible and optimized correctly, regular resubmission to engines is unnecessary. Our ranking reports and maintenance checks keep track of your site every four weeks. If your site is already ranking highly, there is no need to resubmit it. However if any engines have dropped your site altogether (as can happen from time to time), it will be resubmitted to those engines. If an engine has dropped your rankings considerably since last report, it is time to tweak your META tags or check the optimized pages for any problems. This is included as part of your Site Ranking Management. Search engines will generally pick up the changes during their next edit and re-rank the site accordingly. Resubmission is usually only necessary if your site has undergone major content changes. 

17. How will I know if my business increases as a result of top rankings?

There are numerous Web Analytics tools available in the market that can help you to track the effectiveness of your campaign. By the end of the first twelve months, you will get an analysis of your activity at the end of the campaign as compared to the baseline established at the beginning of the campaign. 

18. How do I ensure that I stay ahead of my competition when it comes to online visibility?

As we said earlier, search engine marketing is not a one-time project. It must be seen as an ongoing strategic business process if you want to continually stay ahead of the competition. To that end, part of our consultative process is to assess the activities, strengths and weaknesses of your major competitors' sites, and devising appropriate strategies for netting superior visibility for your site.
Top Ten Web Design Mistakes

   1. Using Frames

   2. Gratuitous Use of Bleeding-Edge Technology (EX: Flash)

   3. Scrolling Text, Marquees, and Constantly Running Animations

   4. Complex URLs

   5. Orphan Pages

   6. Long Scrolling Pages

   7. Lack of Navigation Support

   8. Non-Standard Link Colors

   9. Outdated Information

  10. Overly Long Download Time

Other Mistakes Made in Web Design:

    * Bad Spelling and Grammar

    * Broken Links and Graphics

    * Busy, Distracting Backgrounds

    * Complex URLs

    * Confusing

    * Dynamic URL's

    * Gratuitous Use of Bleeding-Edge Technology

    * Heavy use of Java

    * Image Maps

    * Lack of Navigation Support

    * Long Download Time

    * Long Scrolling Pages

    * Multiple Banners and Buttons

    * Multiple Colored Text

    * Multiple use of Different Fonts

    * Music

    * No Contact Information

    * No Content

    * No Meta tags

    * Non-Standard Link Colors

    * Orphan Pages

    * Outdated Information

    * Over use of java

    * Overly Long Download Times

    * Poor Browser Compatibility

    * Poor Organization

    * Poor Overall Appearance

    * Pop-up Messages and Windows

    * Scrolling Text, Marquees, and Constantly Running Animations

    * Text Difficult to Read

    * Too Much Advertising

    * Under Construction Pages

    * Using Frames

    * Using the Same Title and Metas for Every Page in Your Site

Don't Spam

Any "trick" or practice you are having to go out of your way in order to achieve a higher ranking in the search engines is probably a spam tactic. When in doubt, ask yourself "will this practice benefit my users in anyway?" If the answer is no, then you're probably spamming. Example: Hidden text does not help your users in ANY way, they can't even see it! Usually the driving force behind such a practice is the hopes of ranking high in the search engines.

The following are considered spam tactics:

· Keyword Stuffing The repeated use of a word or phrase. Search engines have the ability to analyze a page and determine whether the frequency is above a "normal" level in proportion to the rest of the words in the document.

· Invisible/Hidden Text Using text color the same as that of the page background; which is also detectable by the engines.

· Tiny Text Same as invisible text but with tiny, illegible text.

· Page Redirects Search engines do not like pages that take the user to another page without his or her intervention, e.g. using META refresh tags, cgi scripts, Java, JavaScript, or server side techniques.

· Meta Tag Stuffing Do not repeat your keyword phrases in your Meta tags more than once, and do not use keywords that are unrelated to your site's content.
· Doorway Pages - web pages that are created for spamdexing, this is, for spamming the index of a search engine by inserting results for particular phrases with the purpose of sending you to a different page. They are also known as landing pages, bridge pages, portal pages, zebra pages, jump pages, gateway pages, entry pages and by other names. Doorway pages that redirect visitors without their knowledge use some form of cloaking. (Taken from WikiPedia.com)

Spamming by Submitting

· Do not submit the same page more than once on the same day to the same search engine.

· Do not submit virtually identical pages, i.e. do not simply duplicate a Web page, give the copies different file names,

· Do not submit doorways to submission directories like Yahoo!

· Do not submit more than the allowed number of pages per engine per day or week. Each engine has a limit on how many pages you can manually submit to it using its online forms. If you can only submit 25 pages to Excite, for example, and you have a 1000 page site, that's no problem. The search engine will come crawling your site and index all pages, including those that you did not submit

Forums Posting

Rules and policies

· No multiple user names; each person is allowed one user name/account.

· No impersonation. Do not impersonate other individuals or falsely represent yourself.

· No inappropriate (e.g. vulgar, offensive, self-promoting etc) user names/posts.

· No disruptive, offensive or abusive behaviour: contributions must be constructive and polite.

· No linking to or posting of unlawful or objectionable content: unlawful, harassing, defamatory, abusive, threatening, harmful, obscene, profane, sexually oriented, racially offensive or otherwise objectionable material is not acceptable. Do not discuss, suggest, encourage, or engage in any illegal activity on the forums. This includes, but not limited to, linking to locations that deal with any such activity (e.g. linking to illegal downloads of copyrighted material that must be purchased, movies, and other items being illegally distributed.) Do not request help obtaining illegal material, nor give detailed instructions on how to acquire it. Do not place Tintinologist.org in the position of being perceived as condoning any illegal activity.
· No spamming/cross posting or flooding: spamming is the posting of the same (or very similar) messages to lots of forums. Flooding is when the same (or a very similar) message is posted over and over again to the same conversation.

· Do not publicise anyone else's contact details other than your own. It is acceptable to include general contact details for organisations, for example, but you must only include publicly available details.

· No advertising. The selling of individual Tintin related items (official merchandise only) is permissible by a private owner in our 'Tintin Collectibles' Forum; however selling multiple items of the same product is considered a commercial post and may be removed at the discretion of staff.

· Write in English. Use standard English grammar, punctuation and capitalization.

· No personal conversations. Do not post threads for the attention of one person. This is not a chat server.

· No taunting the Moderator/Administrator who moderated your post. If you have a problem with a moderator's decision, please send an email to the Webmaster. The decision of the Webmaster is final.

· By posting messages in the forums, users grant Tintinologist.org a permanent licence to use them for any purpose, in any way and format forever.

· Messages posted at this site are the sole opinion and responsibility of the poster.

· Tintinologist.org reserves the right to modify/move/delete any contribution, or take action against any account, at any time, for any reason.

· Tintinologist.org reserves the right to modify and amend these terms/rules at any time without notice. It is each user's responsibility to remain informed of current Tintinologist.org policies.

Registering an account

Registration is only necessary if you wish to post. Registration is free. Only one account is permitted per person.

   1. Select "Register" from the menu.

   2. Read and agree to the forums Registration Terms of Agreement (also known as Rules and policies).

   3. Complete the registration form:
Login - login means username/ID/nickname. Please use only letters a to z and numbers, and keep the login between 3 to 40 characters long. Your login is case-sensitive (e.g. jacko is not the same as Jacko or JACKO).      Email - the email address to which your password is to be sent.

Account activation email

The account activation email is sent automatically by our servers immediately after a new account is created; and depending on network traffic, it can take up to 24 hours to reach your mailbox.

If you did not receive your account activation email:

· Please check your spam-filtered mail; your account activation email may have got filtered as spam by mistake. Some mail services (e.g. Hotmail, Yahoo!, Verizon or GMX) use spam filters that direct a lot of the automatically sent emails to a special folder.

· Please add tintinologist.org to your safe addresses list, so that future emails from Tintinologist.org do not get blocked.

· Request a new activation email (this will take you to our password reset page); please note that this is a automated email response and may get filtered if you have spam filtering enabled, so be sure to also check your spam filtered mail to see if this is the case.

· If you still do not receive an activation email after requesting a new one, contact our webmaster for assistance.

Logging in

· First time user: pick up your password from the email account you supplied during registration.

· Locate the "Enter forums" bar above the forums' main index page, not far below the forum title.

· In the "login" field, enter your login. Your login name is case-sensitive. If unsure, check the first email we sent you (the one containing your password) which also shows your login.

· In the "password" field, enter your password. Your password is case-sensitive (e.g. password is not the same as Password or PassWord.)

Can't log in?

   1. Make sure you have not made a typo--your login and password are both case-sensitive.

   2. Make sure your browser accepts cookies.

Managing your profile and preferences

   1. Log in

   2. Select "Edit profile" from the menu.

   3. You can update everything except your login name.

      Do not touch any password-related fields unless you want to change your password.

      To change your password, type your new password in the password fields. Your old password will expire immediately after you save the changes.

      To hide/unhide your email address from public view, adjust the 'Let others see my email address' setting accordingly. You can receive email notifications even if you have your email address hidden.

   4. Click the submission button to save changes.

Resetting forgotten password

If you forget or lose your password, you will need to re-set it.

    * Click on "Forgot your password?" link next to the login form.

    * Enter the email address associated with your forum membership.

    * You will receive an email with a new password - be sure to activate the new password by clicking on the link supplied in the email.

    * If you do not like your new password, simply log in and then go to "Edit profile" to change it to something you prefer.

Using the search engine

   1. Click on the "Search" link in the menu to search the forums using keyword(s).

   2. Search results are sorted by post time in descending order (new posts are shown first).

Making a new post / starting a new thread

   1. Do a search on your question first—chances are, someone else has already asked the same thing, and received an answer.

   2. Locate the "Make a new post" form at the bottom of each topic listing page.

   3. Use appropriate language encoding (e.g. UTF-8) before you input special symbols (e.g. accented characters such as é ):

      In Internet Explorer, click the right mouse button on the screen, choose "Encoding", and then set it;

      in Netscape Navigator/Opera, choose menu's "View" -> "Character Set (Encoding)" and then set it.

   4. Enter a topic title in the "Make new post" box.

   5. Enter your the body of your message in the "Message" box.

   6. If you want to be notified by email whenever someone replies to your post, click the "Email me when someone replies" box.

   7. Click "Post".

   8. To make another post, repeat the steps above. Please note that to discourage spamming and flooding, users can only post once per defined time (currently set to 90 seconds).

Email notifications

   1. To receive email notifications whenever someone replies to your post, click the "Email me when someone replies" box below the message posting and preview buttons.

   2. To stop receiving notifications, select the appropriate topic, click on the "Cancel email notifications" link.

Formatting messages

Use the BB-code buttons to help you to insert formatting tags into your post (the buttons require JavaScript support to work).

    * Link to URL/email address using automatic hyperlink

      Just enter the full URL or email address and watch it turn into a real hyperlink. No BB code is needed.

    * Turn a word or a phrase (instead of the full URL) into a Web link

      BB code: [url=complete URL]word or phrase you want to turn into a hyperlink[/url]

      Example: [url=http://www.example.com/]View this example Web site![/url] produces View this example web site!

      Note: Do not put spaces/quotation marks/apostrophes inside the [url=URL] tag.

    * Turn a word or a phrase into an email address (instead of showing the full email address) into an email link

      BB code: [email=emailaddress]text you want to turn into an email link[/email]

      Example: [email=user@example.com]Email me![/email] produces Email me!

      Note: Do not put spaces/quotation marks/apostrophes inside the [email=] tag.

    * Display an image - the use of this option is discouraged. Please provide the URL of the image instead.

      BB code: [imgs]full url of the image[/imgs]

      Example: - [imgs]http://www.example.com/img/example.jpg[/imgs]

      Note 1: you can link only to .gif or .jpg files from http:// servers.

      Note 2: Do not put spaces/quotation marks/apostrophes inside the [img] tag.

    * Bold text

      BB code: [b]text you want to bold[/b]

      Example: [b]Achtung![/b] produces Achtung!

      Note: No spaces between the text and the [b][/b] tags

    * Italicise text

      BB code: [i]text[/i]

      Example: [i]Achtung![/i] produces Achtung!

      Note: No spaces between the text and the [i][/i] tags

    * Underline text

      BB code: [u]Underlined[/u]

      Example: [u]Achtung![/u] produces Achtung!

      Note: No spaces between the text and the [i][/i] tags

Quoting messages

To quote messages: (this feature requires JavaScript support to work)

   1. Select the text you want to quote

   2. Press the "quote" link

   3. The selected text will be automatically inserted into the reply box at the bottom of the page.

Locking topics/threads

A topic can be locked by its creator. Moderators and the Administrator can also lock/unlock any topic.

To lock your topic:

   1. Log in.

   2. Go to the topic you want to lock.

   3. At the bottom of the page, click on the "lock topic" link.

Editing messages (original topic line cannot be edited)

   1. Locate your post.

   2. Click "Edit".

Cannot edit your messages?

If forum staff have edited and locked your post, you cannot undo the changes. Currently, posts that have not been edited by forums staff can be edited for up to 48 hours after they have been posted. In most cases this allows for time to fix typos and broken links, but also helps to prevent individuals from editing their posts to back-track a particular stance or add a heap of new information. (When an old post is edited, it does not appear in the recent posts list; therefore, if the post contains a lot of new content, it will be overlooked by most people.)

Deleting messages

Forums staff do not accept requests for removing messages, so please think carefully before you post.
http://www.tintinologist.org/forums/?action=manual#locking
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