
What’s the use of the best homepage or 
the cheapest online shop if visitors are 
missing and consequently nobody per-
ceives your offers? Without visitors your 
Website is simply worthless.  

So, how do you ensure that your target 
group reaches your Website in today’s 
online jungle?  

Let me show you some opportunities:  

• Search engines (search engine optimi-
zation) 

• Sponsored links (placing a paid adver-
tisement in search engines, e.g., Google 
AdWords campaigns) 

• Viral marketing/"mouth-to-mouth propa-
ganda"/lists/link exchange networks/ 
banner advertising 

• Partner/affiliate programs / recommen-
dations/lotteries 

• Public relations in forums/web logs/ 
press 

Search engine marketing  

Search engines like Google, Yahoo, MSN, 
AltaVista and Co. give you direction 
through hundreds of millions of Websites 
on the Internet. Most users exploit the 
"knowledge sea" daily to find certain infor-
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How are people really going 
to find you on the Web?  

Four ways come immedi-
ately to my mind: 

• They might type in your 
domain name because 
they saw it in one of your 
regular marketing me-
dia; 

• They might hear about it 
from a friend or a list; 

• They might click on a 
link from another Web 
site that pointed to your 
site; 

• They might see a banner 
ad you have placed on 
other Web sites. 

But the chance that they 
hunt you up via a search 
engine is extremely high, so 
let’s take a closer look at 
this method. In order to do 
this, we have to first distin-
guish between search en-
gines and directories. 

Search Engines 

To be precise, a search en-
gine refers to an auto-
mated system which relies 
on special software agents, 
called variously spiders, 
robots, bots, or crawlers, 
that explore and catalogue 
every nook and cranny of 
the Web. They extract rele-
vant text from pages they 
discover and create digests 
of it in the search engine’s 
database.  

When a Web surfer does a 
search, the system can 
then look at its database of 
pages the spider has im-
ported, rather than per-
forming a live search 
across the Web. 
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mation, which proves how im-
portant it is that your Web offer 
is listed on the top positions.  

A high ranking guarantees that 
your product/service is found 
with search engines and points 
many visitors as potential cus-
tomers to your offer.  

According to the Georgia Insti-
tute of Technology (GVU): 

• 85% of all Internet visitors 
use search engines to 
search for specific websites; 

• 90% of the searching per-
sons only click on the first 
30 hits; 

• 75% of the users have a con-
crete purchase intention and 
only want to be informed the 
best way. 

Most Internet users tend to end 
their search on the third page, 
which explains why a high rank-
ing on the hit sites of search 
engines is so crucial . 

It is also important what kinds 
of keywords or word combina-
tions you have, as any general 
industry terms are hard-fought 
and thousands of Websites can 
be found when calling these up. 
Just type into Google the most 
important search words with 
which you want to be found.  

And on which position does 
your Website appear? If you 
don’t receive a hit on the first 
three pages, your website is 
practically non-existent in 
Google!  

With what kind of products and 
services are you associated 
with now?  

Who should find you in which 
way? 

Remember, your Internet pages 
have to be optimized to be 
found with search engines. 
  

Keyword Analysis  

The most important rule for 
keeping visitors: Speak the lan-
guage of your customers. If you 
produce "turnscrews", but the 
whole wor ld  looks for 
"screwdrivers", you should not 
be surprised if only a handful of 
experts visit your homepage.  

By using precise word analysis, 
according to what your potential 
customers really search the 
Web with, you make sure that 
the right visitors reach your 
website, namely those with an 
intention to purchase the prod-
ucts/services you offer. 
 

Sponsored links/paid search 
positions (e.g. Google AdWords) 

Why don’t you pay for good 
search engine positioning? 
Take out a classified ad to as-
certain keywords. Every time 
this keyword is searched, your 
classified ad with your special 
advertising slogan- also called 
"sponsored link”- appears in 
addition to the common display 
of search results.  

You only pay the click price if 
your announcement is retrieved 
from the Internet. Classified ads 
in search engines are very ef-
fective and are less expensive 
than you think. In addition, this 
method is widely accepted and 
clicked among web searchers 
simply because many of them 
believe that whoever pays for a 
search result certainly has to 
have something to offer. 
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Viral Marketing 

Like a computer virus "viral market-
ing" develops its own kind of dyna-
mism as like a snowball system, 
more and more people tell their 
friends about your homepage - you, 
your company, products, or service. 

Make sure that your visitors recom-
mend your website to your target 
group, e.g., through lotteries or "gift 
vouchers" which can be redeemed 
only on your website. 

Partner / Affiliate programs 

With an affiliate program the part-
ner promotes your products or ser-
vices on his website. This happens 
in the form of a link to your website 
or to a special product page. With 
his partner-ID, which is transferred 
as well, you are able to recognize 
where the visitor comes from, so 
that with a following purchase your 
partner receives from you a certain 
commission. Your advantage is that 
you only have to pay if you achieve a 
turnover. Your partner has the ad-
vantage that he needs actually only 
one homepage to sell for you. This 
homepage should have of course an 
interesting subject so that visitors 
get there. If your offer fits well to the 
subject of the partner website, 
many of his visitors will also have a 
look at your offer ... and if your offer 
is convincing, the visitors will buy 
from you. 

While there are currently more than 
500 PPC search engines operating, 
the above-listed 10 are the most 
popular, producing over 85% of all 
pay-per-click searches. Check them 
out to gain a better understanding 
of which search engine serves you 
best! 

Search Engine Optimization 

Of course it is better to stand far on 
top of the general search engine hit 
lists than to pay for visitors. The 
problem is that unfortunately, 
countless competitors have the 
same ambition with exactly the 
same keywords. Therefore, it is cru-
cial that your website is optimized 
for the most important search en-
gines and believe me, successful 
search engine optimization is not 
rocket science or witchcraft. Strictly 
speaking, only a few tips and tricks 
have to be considered in order to be 
placed well in the most important 
search engines. If at least basic re-
quirements of Website optimization 
are taken into consideration, the 
ranking of your homepage should 
improves unaanimously and show 
an immediate perceptible increase 
of Website traffic. 

From Page 2 — SEM: Conquer today’s online jungle and acquire more visitors to your Website  

Public relations / forums / web log  

The Internet offers many opportuni-
ties to meet like-minded people and 
to exchange thoughts on the Inter-
net. For almost every subject exist 
countless forums, which means 
message boards for questions and 
answers. 

Advertisements are forbidden in al-
most all newsgroups, forums and 
web logs, or at the very least, not 
welcome. However, there are ways 
of marketing your products or ser-
vices here as well: Simply by making 
your expert knowledge available to 
the public and answering questions 
and offering help. Subtly refer again 
and again to your product, or use a 
significant signature at the end of 
your texts. 

Or maybe a web log is also interest-
ing for you and your enterprises? 
This small and almost always free 
Content Management System (CMS) 
allows the quick putting up of indi-
vidual comments and contributions 
on a website. 

Web logs are comparable with dia-
ries in which the last Internet surfing 
tour is rather casually published, On 
top of this, web logs also allow for 
the placement of discovered inter-
esting links, industry specific news, 
or even simple reports/updates of 
current work. Due to its topicality, 
they are loved by search engines 
and recompensed with a higher 
ranking.  

And do you already present your 
Web address on all "off-line media" 
to support being found online?  

Here I have in mind note paper, 
newsletters, e-mails, order confirma-
tions, operating instructions, job of-
fers, business cards etc.?   

Well, definitely … don’t you? ◊ 

By Daniela La Marca 
Click here to return to the contents page 

PPC Search Engine 
Min. De-

posit 
PPCU 
Bonus Open An Account 

Google AdWords $5 None Google AdWords 
Yahoo! Search Marketing 
(formerly Overture) $5 $50 Yahoo! Search Marketing 

ABC Search $25 $100 ABC Search 

SearchFeed $25 None Search Feed 

7Search $25 None 7Search 

MIVA $50 $5 MIVA 

Kanoodle $50 None Kanoodle 

Enhance Interactive $50 $25 Enhance Interactive 

Findology $25 $50 Findology 

ePilot™ $100 None ePilot™ 

https://adwords.google.com/select/Login
http://searchmarketing.yahoo.com/en_GB/?AID=10396882&PID=2197791&gclid=CNye-Pf81IkCFQ5xTAod7Gmq7Q
http://www.abcsearch.com/
http://www.searchfeed.com/
http://www.payperranking.com/
http://www.miva.com/uk/
http://kanoodle.com/
https://client.enhance.com/ols/index.do
http://www.findology.com/index.html
http://www.epilot.com/epilot4/advertisewithus/


Page 4 

Directories 

Directories do not depend princi-
pally on automated spiders. Rather, 
they index the Web the old-
fashioned way, employing legions of 
recent college graduates for whom 
surfing the Web all day long seems 
like a lot of fun. To a limited extent, 
these “surf teams” discover un-
charted territory on their own and 
use spiders to tip them off to new 
sites, but to a much greater degree 
they depend on Webmasters who 
register their own sites with the di-
rectory. The directory’s staff then 
visits the sites, qualifies them for 
inclusion, and edits the appropriate 
descriptions and keywords before 
putting up links to the sites. 

Coherent vs. Comprehensive 

The different approaches between 
search engines and directories pro-
duce different kinds of results, for 
both surfers and site promoters. For 
surfers, a human-edited directory is 
likely to organize pages in a more 
coherent manner than an auto-
mated program can.  

Degrees of Site Owner Control 

For site promoters, the automated 
approach of search engines pro-
vides a bit more control over how a 
listing may be displayed. Through 
the use of techniques such as meta 
tags and the careful construction of 
other page elements, a site de-
signer can influence the search 
terms and page descriptions that 
many search engines will use when 
displaying results.  

Directories, on the other hand, are 
edited by subjective human beings 
who are apt to write their own de-
scription of a site and categorize it 
as they feel most appropriate. 

Register Your Site 

When your site is ready for prime 
time, you need to register it with all 

of the top directories and search 
engines. However, as with all types 
of online promotion, it is important 
not to jump the gun on this step be-
fore your site is ready for masses of 
visitors.  

Keep in mind that you have approxi-
mately only eight seconds to make 
that critical first impression on visi-
tors before their twitching fingers 
click the back button. And also don’t 
forget that bad news travels faster 
on the Web than anywhere else, 
and it will be months, if ever, before 
a surfer will return to a lousy site to 
see if it improved. 

Don’t Wait to Get Found 

In theory, the spiders from search 
engines will eventually track down 
your site, but there’s no guarantee 
of this. Registering directly with the 
search engines will give you greater 
control over how soon your site will 
show up. Many registrations may 
also give you more influence over 
which descriptions and keywords 
the engine associates with your site. 

Registering your site with even 10 
search services is time-consuming 
because each guide requires slightly 
different information, site descrip-
tions of varying length, more or 
fewer keywords, and so on. Prepare 
a text document of basic informa-
tion about your site, such as its 
name, contact persons, descriptions 
of it in 25 words, 50 words, and 
100 words, sets of 5 keywords, 15 
keywords, 30 keywords, and so on. 

As you go to each search service, 
you can then cut and paste the ap-
propriate text into each field as nec-
essary to save time. 

Several services exist, both free and 
fee-based, both automated and per-
sonalized, that can administer the 
process for you.  

Follow Your Browser to the Leaders 

The search engine and directory 
market is changing faster than most 
other segments of the Web. So to 
be up-to-date, how about checking 
out the navigational guides listed on 
Netscape’s and Microsoft’s search 
page instead of naming today’s 
market leaders? Top search ser-
vices pay millions of dollars a year 
to be listed on these search pages, 
which are built into the “search” 
button on Netscape Navigator and 
Microsoft’s Internet Explorer. 

Maximize Your Ranking 

Don’t panic if you have developed a 
great Website and registered it with 
various search engines, only to dis-
cover that your site is listed on 
place number 56,000 in a search of 
relevant keywords on a typical 
search engine. The good news is 
that you can move your site towards 
the top of search results simply by 
understanding better how search 
engines rank pages. Unfortunately, 
guidelines aren’t standardized and 
today, most search engines even 
penalize sites for employing espe-
cially aggressive techniques to bol-
ster ranking. 

All navigational guides, be they 
search engines or directories, owe 
their primary allegiance to surfers 
seeking information. They are on 
constant guard against attempts to 
abuse the system and do their best 
to thwart all attempts at such ma-
nipulation. Search engines fre-
quently change their strategies 
though in order to prevent Webmas-
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ters from artificially weighting search 
results in favor of their own sites.  

The point is that there’s only so 
much you can do to win in the 
search results ranking game. After a 
certain point, it’s okay to admit that 
you don’t have to be number one 
and that it’s time to move on to 
other things. But as knowledge is 
power, try to learn more about it and 
understand search engines to im-
prove your strategy for getting top 
rankings: 

Keywords 

When a search engine spider finds a 
Web page, its main objective is to 
interpret various elements of the 
page to determine its dominant 
themes as they may relate to future 
keyword searches. Each search en-
gine uses a slightly different formula 
for weighing the importance of vari-
ous page elements when calculating 
the page’s relevance to given search 
terms. In general however, the fol-
lowing elements all pay a significant 
role in those formulae: 

Page Title 

Along with the site’s domain name 
itself, a Web page’s title is possibly 
the single most significant factor 
that search engines use to deter-
mine a page’s contextual relevance. 

The title, indicated in HTML source 
code by the <title> tag, is the next 
thing that appears in the title bar at 
the top of the Web browser. The 
same text appears as the label if a 
user bookmarks the page.  

Titles should ideally focus on one 
theme. The “density” of the theme in 
the title is generally important to 
ranking. That is, if the title consists 
of only one word, and that’s the 
word a surfer searches, it’s likely to 
be weighted more heavily than a 
title that contains that word along 
with several other words. The knowl-

edge of this technique is wide-
spread. 

Headlines and Body Text 

After a page’s title, the headlines 
and first few sentences of the text 
are also heavily weighted by most 
search engines in determining the 
page’s context. Unlike the page title, 
these elements are something read-
ers will read carefully, so filling them 
with conspicuous lists of keywords 
would obviously be impractical. 

Nonetheless, those who live to keep 
their sites top-ranked in search re-
sults will counsel you to emphasize 
words that surfers are likely to 
choose as search terms when you 
write the text of your Web pages, 
and to repeat key words frequently. 
It’s at this point – when good writing 
style is sacrificed for the sake of a 
good ranking – that the shortcom-
ings of search engine technology 
become obvious. 

Experts advice to stick to one theme 
per page. On a sports site for in-
stance, write about tennis on one 
page and about golf on another. 
Writing about both subjects on the 
same page will dilute the weight a 
search engine will give to either cate-
gory. 

However, a directory, edited by hu-
mans rather than software, is a 
place where you can get listed in an 
appropriate category no matter how 
you present your content.  

But if you want a strategy for appear-
ing at the top of a search engine’s 
result page, it’s an unfortunate fact 

that you have to work within the 
bounds of how technology tends to 
work. 

Meta Tags 

HTML meta tags are an important 
tool for prescribing how search en-
gines should use descriptions and 
keywords for your page. However, 
they are not supported by all search 
engines. 

Web browsers don’t display the infor-
mation in meta tags onscreen, but 
spiders can understand their instruc-
tions. There are several types of 
meta tags, but the two most com-
mon ones for the purpose of search 
engines are description and keyword 
tags. 

Each meta tag, which is imbedded in 
the <head> section of the HTML 
code, is composed of two parts: a 
name field and a content field. The 
most popular use of meta tags in 
this context is to define the site de-
scription and keywords that a search 
engine should adopt. 

For example: 
<HEAD> 
<TITLE>MediaBUZZ Pte Ltd<TITLE> 
<META name= “description” con-
tent= “e-Publisher of Asian Channels 
and Asian e-Marketing.”> 
<META name= “keywords” content=  
“media, buzz, 
 Asian (….Check)”> 
</HEAD> 
 

Most engines that do recognize meta 
tags will use the description verba-
tim in their search result and take 
the suggested keywords into consid-
eration.  

When determining page relevance, 
however, they may still place greater 
emphasis on the page title and other 
factors than on the keywords sug-
gested in meta tags. 
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they are expecting specific sites and 
will be only disappointed in finding 
you. 

Another technique, the so-called 
keyword stacking or spamdexing 
should also be avoided. It means 
that phrases and keywords are re-
peated in various ways or in such a 
manner that they are invisible to 
surfers but get noticed by spiders. 
Popular variations of this include 
the use of HTML comment tags or 
white text against white back-
ground.  

Search engines universally despise 
these techniques and view them as 
a form of cheating, and most at-
tempt to punish sites they catch 
employing these strategies by delib-
erately lowering their ranking in 
search results or completely exclud-
ing them from the search engine. Be 
warned: Simply avoid such tech-
niques! 

Popularity 

Several search engines will also ad-
just a site’s ranking in their search 
results based on what the engines 
determine to be the site’s 
“popularity”. Generally, they base 
popularity on the number of in-
bound links from other sites. 

Avoid Dead-End Links 

Search-engine spiders navigate 
their way around the Web by follow-
ing the hyperlinks that join pages. 
They depend on clear text links in 
order to do this. Bear this in mind 
when you create your site naviga-
tion. 

Image Maps 

If all the links on a given page are 
contained in image maps, a spider 
won’t be able to follow them to the 
next level of your site. On pages with 
little or no text, be sure to use de-
scriptive meta tags so search en-
gines that support them can still 
index the content of your site. More 
importantly however, include text 
links in addition to graphic links so 
that spiders and visitors surfing with 
graphics turned off can continue to 
navigate your site. 

Frames 

Many search-engines’ spiders aren’t 
frames-compliant and may not be 
able to get past your site’s first page 
if you haven’t allowed for a non-
frames navigation route. Again, 
meta tags are useful on frames 
pages to allow spiders to index con-
tent topics, but you should also pro-
vide an alternative navigation struc-
ture using the <noframes> tag. 

Password Protection 

If your content is available only be-
hind a password-protected page, be 
sure you make good use of meta 
tags on that page so that search 
engines will have some idea what 
lurks “behind closed doors”. Some 
search engines may be able to in-
dex password-protected sites if you 
make special arrangements for 
them to have password access. 
That way, at least surfers will have 
an idea of what valuable content 
awaits within. 

Dynamic Pages 

If your site uses CGI scripts, data-
base requests, or other methods to 
generate pages dynamically, you 
should consider creating some 
static pointer pages that you can 
register with search engines to pro-
vide some context about your site. 
Well, many search engine compa-

Please keep here in mind that the 
more variations of a word you use 
(including different verb forms like 
e.g. -ing, -es, -ed, and so on) the bet-
ter. Some search engines may 
make these extensions naturally on 
their own, but others may not. Also 
consider common misspellings, al-
ternate spellings, and possible ty-
pos. 

More on Keywords 

When you are submitting keywords 
into a search engine’s registration 
and you are limited to a certain 
number of them, opt for plurals or 
longer versions (e.g. publishing in-
stead of publish). The system is 
more likely to match a search for 
the shorter version when the longer 
one is listed than vice versa. 

When it comes to deciding which 
keywords are most appropriate for 
your site, invite friends and col-
leagues to give their suggestions as 
they may have a fresher perspective 
on which words come to mind to 
describe the site than you. Also, 
plug a few keywords you are sure 
about into a search engine to see 
which sites come up, and then look 
at the source code of those home-
pages to see which other keywords 
your competitors are using in their 
meta tag. There may be some word 
in there you haven’t considered. 

One bad idea that some sites em-
ploy is including popular search 
terms such as “girls or sex” in their 
list of meta tags, even though the 
site has nothing to do with that 
topic. 

By picking such popular, but unre-
lated search terms, you may misdi-
rect some extra Web surfers to your 
site, but let me give you the advice 
that you should rather focus on re-
sults and not on numbers. And be-
lieve me, most likely you won’t sat-
isfy your visitor with your offer as 
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some of them take months to revisit 
sites. 

If you have several sections to your 
Web site that treat significantly dif-
ferent topics, submit each section 
URL to the same search engines 
and directories with unique descrip-
tions and keywords so that surfers 
can enter your site from various 
vantage points. 

But never resubmit the same page 
repeatedly to a search service in the 
space of a few weeks as most 
search services penalize sites that 

nies are establishing a standard 
method of indexing dynamic pages, 
but maybe you want to take this 
suggestion nevertheless into consid-
eration. 

Recommendation 

Wait until your site is fully ready to 
go before submitting it to search 
engines and directories and don’t 
forget to resubmit your URL after a 
major redesign with new descrip-
tions and keywords as appropriate. 
Although the search-engine spider 
should eventually track you down, 

bombard them with duplicate sub-
missions. ◊ 

By Daniela La Marca 
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S P I D E R S  D O N ’ T  R E A L L Y  C R A W L  T H E  W E B   

Did you know that search engines 
do not really search the World Wide 
Web directly?  

Each one searches a database of 
the full text of Web pages selected 
from the billions of Web sites out 
there residing on servers. When you 
search the Web using a search en-
gine, you are always searching a 
somewhat stale copy of the real 
Web page. When you click on links 
provided in a search engine's 
search results, you retrieve from the 
server the current version of the 
page.  

Search engine databases are se-
lected and built by computer robot 
programs called spiders. Although it 
is said they "crawl" the Web in their 
hunt for pages to include, they actu-
ally stay in one place. Spiders find 
the pages for potential inclusion by 
following the links in the pages they 
already have in their database.  

They cannot think or type a URL or 
use judgment to "decide" to go look 
something up and see what's on the 
web about it. Forget all Sci-Fi mov-
ies, as computers, although getting 
more sophisticated all the time, are 
still brainless.  

If a Web page is never linked to 
other pages, search engine spiders 
can’t find it, too. The only way a 
brand new page (one that no other 
page has ever linked to) can get into 
a search engine is for its URL to be 
sent by some human to the search 
engine companies as a request that 

the new page be included. All 
search engine companies offer ways 
to do this.  

After spiders find pages, they pass 
them on to another computer pro-
gram for "indexing." This program 
identifies the text, links, and other 
content in the page and stores it in 
the search engine database's files 
so that the database can be 
searched by keyword and whatever 
more advanced approaches are of-
fered, and the page will be found if 
your search matches its content. 
These reachable pages are the sur-
face Web, whereas pages which do 
not have a chain of links from a 
page in the spider's initial list are 
invisible to that spider and not part 
of the surface web it defines (see 
BUZZWord: The invisible Web, page 
31 ).◊  By Daniela La Marca 
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A R E  Y O U  R E A D Y  F O R  S E A R C H  E N G I N E  M A R K E T I N G ?  

Firstly, ensure your home page is 
both inviting and user-friendly. Re-
member that anything that requires 
more than 3 clicks gets many visi-
tors confused and even frustrated. If 
you are a dealer, this is a point that 
is extremely crucial to your business 
– make sure your prospective cus-
tomers can navigate their way 
around your site easily, understand 
your products/services and what 
you have to offer well and get what-
ever information they need quickly 
and efficiently. 
 

Secondly, make sure your website 
and staff can handle whatever is 
happening on your website. This 
means keeping close track of what 
is happening on your website, what 
your visitors are clicking on, what is 
piquing their interest, what is selling 
well and so on.  

According to the Search Engine Mar-
keting Professional Organization 
(SEMPO), online spending is pro-
jected to grow to US$229 billion by 
2008. With statistics such as this, it 
is no wonder that there is such a 
buzz surrounding Search Engine 
Marketing (SEM).  

But before you jump onto the band-
wagon, have you actually asked 
yourself just how ready you are for 
SEM? After all, one can drive traffic 
to your website all day long, but if 
you are not able to handle this traf-
fic and especially, the leads you get 
from this, or if you get a lot of hits 
but don’t manage to convert this to 
actual sales, then remember the 
phrase – ‘It’s always better to be 
ready than sorry’. Don’t give up 
though. Here are 3 tips to ensure 
you can handle your site traffic and 
that you are search engine friendly. 
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This will also 
help you en-
sure you con-
tinue to draw 
i n  s a l e s 
through your 
website, and help with your strategy, 
for example, maybe you could in-
clude special offers, etc. So, if you 
don’t know what is happening on 
your website – start learning more 
about it now! 

Finally, be aware of the amount of 
phone calls that are generated be-
cause of your website and keep 
track of this. 

Bearing in mind the above 3 points 
is just the beginning of your poten-
tial journey into SEM. Remember, 
it’s always important to know how to 
surf the waves before you open the 
floodgates.◊ 

By Shanti Anne Morais 

http://www.availcorp.com


A couple of years ago, registering yourself with a few 
search engines and Web directories was 90% of the 
work of online promotion. There was no problem to ap-
pear soon in a category next to three or four other simi-
lar sites, and you could relax and sit back while the 
traffic flowed in. With the vast expansion of the Web 
since then, your site is now most likely to show up 
alongside dozens or even hundreds of listings in a di-
rectory, and among thousands or even millions of re-
sults in a search engine query.  

Today’s Web surfers are simply overwhelmed by the 
sheer size of information on cyberspace, estimated to 
contain 50 billion or many more documents. This 
makes finding the ideal reference a bold venture. So, 
no one can deny that times have changed and that it’s 
harder to make yourself seen and heard as compared 
to a few years ago. 

Nonetheless many, if not most surfers, will begin their 
forays into cyberspace with search engines and directo-
ries. As a result, search engines generally rank among 
the top-trafficked sites and biggest ad revenue earners 
on the Web. They are growing more powerful and show 
no sign of going away anytime soon. So, as a site pro-
moter, you have little choice but to learn to love them, 
or at least understand them. New technologies set the 
tone, pace, and direction, and companies have to 
adapt to keep up with the trends of the time. 

And although budgets are generally scarce you cannot 
afford to save on advertisements or expect to be suc-
cessful without them. Especially in Asia , the “all for 
free mentality” is a big obstacle.  

The question “How can I get a lot of traffic on my Web 
site by spending only a few bucks - or nothing at all?” is 
omnipresent. But be warned: Millions enter the Internet 
with the expectation of paying little or nothing at all, yet 
expect at the same time, to make big money. But as 
this doesn’t not actually work in real life, why should it  
succeed any better in cyberspace? It is true that one 
can sway a lot with only small financial stakes - at least 
as long as there is a willingness to invest a lot of time. 

Nowadays, pure registration with search engines is al-
most worthless. You have to ensure your Website posi-
tion is on the top if you want to achieve significant num-
bers of visitors through search engines. As support you 
can use software like for example the Internet Business 
Promoter, SEO Toolkit , Web CEO , WebPosition Gold, or 
ApexPacific  to name a few, to work on the improve-
ment of your website’s rankings. Search engines can 
bring, if you do not count your spent time, interested 
visitors “free of charge” to your Website. But of course 
you can always consider outsourcing this task to spe-
cialized companies, too.  

In Internet marketing and search engine marketing 
(SEM) respectively, a set of marketing methods can in-
crease the visibility of a website in search engine’s re-
sult pages. 

The three main methods of SEM are: 

1. Search engine optimization  (SEO) that tries to im-
prove rankings for relevant keywords in search results 
by improving a web site's structure and content. SEO 
aims to index and improve rankings for the Web pages 
which are most relevant to the keywords searched for 
according to the algorithm of each search engine. The 
relevant pages are returned in search engine results 
pages (SERPS). It is important to remember that honest 
search engine optimizers are basically marketers who 
keep their target market in mind, which means the 
search engine user. In order to further fine tune the 
pages and keep them user and search engine friendly, 
the architecture of the website, including its internal 
link structure, navigation etc., are also suitably modified 
for human beings and search spiders to navigate 
through whole Website pages. Search spiders then can 
scan all necessary data about the whole site and store 
it in the search engines' data base. Search engine opti-
mization takes considerable time and, as such, many 
sites make use of Pay-per-Click (PPC) to market their 
Website without having to wait for the results of organic 
search results. 

T I M E S  H A V E  C H A N G E D :  I T ’ S  H A R D E R  T O  S T A N D - O U T  F R O M  T H E  C R O W D !  
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2. Pay per click (PPC) advertising, also called search 
engine advertising, uses sponsored search engine list-
ings to drive traffic to a Web site. The advertiser bids for 
search terms, and the search engine ranks ads based 
on a competitive auction as well as other factors.  

The most popular programs are offered by Google, Ya-
hoo!, and Microsoft. Some offer PPC, also known as 
Cost Per Click (CPC), where the advertiser is only 
charged when a user clicks on the ad. Others use a 
Cost Per Impression (measured often as Cost Per Mile - 
CPM) model where advertisers are charged for impres-
sions. Ads can take many forms, including text, banner 
ads, video ads, map ads, and even audio ads. 

Advertising based on a keyword search could take 
place through a search engine such as google.com, or a 
search engine partner site, such as shopping.com. For 
sure you already heard from Google’s service called 
AdWords, which allows companies, for a small fee, to 
have a link to their Website featured when a user 
searches a specific keyword which the company speci-
fied.  

Another way is advertising based on content context. 
Many search engines (e.g. Google, Ask.com, Yahoo! 
Search) have partner websites with specific content. 
The Websites agree to let the search engines place con-
tent-specific advertising on their website, in return for a 
fee. The search engine then finds companies interested 
in advertising on Websites with their desired content.  

Both of these advertising formats allow advertisers to 
target specific users with certain interests. Generally 
these advertisements are paid for a pay per click cam-
paign or an impression based campaign. 
 

3. Paid inclusion can provide a guarantee that the web-
site is included in the search engine's natural listings 
due to the fact that search engines use computer pro-
grams called spiders, robots or web crawlers to auto-
matically discover websites and catalog their content. 
As this process can take some time and requires a web-
site to be linked from another website (to allow the 
crawler to find it), most search engines, except for 
Google, provide another channel to be included in 
search rankings via paying. This is different from pay 
per click advertising because the inclusion is guaran-
teed  -but do note: not a placement. 

The following is some more useful advice to help your 
business stand out and impress: 

Link exchange 

Even if it costs much time, the exchange of links com-
bined with Web offers can be useful in two respects: 
both the number of visitors and “link popularity” rises, 
which improves the ranking with some search engines. 

eMail Newsletter 

If you can persuade your visitors to sub-
scribe to your company’s newsletter, you 
conserve in this way a part of your site traf-
fic. Each time you dispatch an issue, you 
can make this proof-measured interested reader addi-
tional offers.  

Press releases  

If there is something remarkable to report on your com-
pany, press releases can be spread further over free 
services. But again be warned: One of the symptoms of 
the “all for free mentality” is the delirium and I am talk-
ing here about people who are firmly convinced of the 
fact that free advertising opportunities are more inex-
pensive than paid advertisements. But believe me - well 
done paid advertisements can take your marketing 
message to places and ensure it’s noticed, that free of 
charge options hardly reach.  
 

As you can see, marketing strategies have to adapt con-
tinuously as old success formulas lose their effective-
ness due to new technology, innovations, and the explo-
sion of Web sites over the past few years.  

A study of Cyveillance comes to the conclusion that the 
Internet grows daily by seven million web pages. Al-
ready in 2000, the billion-border was exceeded and 
therefore it’s no surprise that no search engine can 
keep up with its pace of growth. A large number of Web 
pages aren’t even indicated at all.  

Although I am convinced of the necessity for search 
engine optimization – as it’s fundamental that a page is 
found at all – it is in my opinion not sufficient for the 
success of many offers. Keep in mind that it’s said: 
“lasting growth requires additional effort”. Times have 
changed and if you do what you have always done, you 
will most likely barely be able to hold the fort. The fact 
is that company growth is much more difficult to obtain 
than a few years ago. Growing companies know that 
efficient, continuous advertising will in the end pay it-
self off. The key to success is the “right quantity” of 
paid advertisements that work. In addition, the “right 
measure” in marketing is needed - not too much, but 
also not too little.  
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There was a time when actual con-
versions of dotcoms remained far 
behind expectations, but today's e-
business survivors create stable e-
businesses which have success-
fully existed in the normal on and 
off business life.  

Start-ups spend perhaps around 50 
percent or more on marketing in the first year. More 
established enterprises play around with 20 percent of 
the conversions in the correct league. That is a rule of 
thumb from the old economy, which can be useful for 
the new economy too. The whole 20 per cent should 
not be spent alone on paid advertisements, but in the 
marketing mix, where search engine marketing became 
a very important component.  

Neither the economy nor the markets are static. Your 
company will become either stronger or weaker, de-
pending on which marketing strategy you choose.  

The attempt of being successful without paid advertise-
ments is an unhealthy and unrealistic management 
style. You should take your time to develop your individ-
ual model, as it is necessary to try out many variants, 
as well as numerous Web sites as well as different me-
dia vehicles and newsletters. Only then can you evalu-
ate what leads to the best response rates.  

Do not let yourself get confused by self-appointed gurus 
who promise a hundred percent success rate and a 
money back warranty. These programs cannot live up to 
your specific company peculiarities. Instead, make use 
of proven principles, but not “dead sure programs”.◊ 

By Daniela La Marca 

From Page 10 — Times have changed: It’s harder to stand-out of the crowd! 
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One of the fastest ways to ensure 
your product or service gets noticed 
is the vastness of the Internet is by 
having a pay per click (PPC) adver-
tising campaign. If done well, PPC 
can drive targeted, consistent traffic 
to your website. 

PPC programs 
allow you to com-
pete with the big 
boys in your 
niche. A targeted 
advertising cam-
paign is a very 
quick way to get 
on top of the 
search engines 
without spending 

hours and hours optimizing your 
own website with the search en-
gines. Moreover, it is simple to start 
– just open an account and deposit 
some money as a starting balance 
with the search engine company you 
have chosen to advertise with; enter 
your EU:, title and description, then 
bid on relevant keywords.  

So just how can you ensure you har-
ness PPC and ensure it successfully 
drives your e-marketing endeavors? 
Here are some tips: 
 

Which search engine should you 
use? 

Start of by doing your research on 
which search engine suits your busi-
ness the most. There are many PPC 
search engines out there, with some 
being better than others. The top 
two at the moment are Google and 
Yahoo!. It is a good idea to start 
your PPC campaigns with a small 
budget, spreading it out over a few 
different search engines to experi-
ment and see where your target 
market may be lurking. An excellent 
source for information on pay per 
cl ick advertising is http://
www.payperclicksearchengines.com 

At this site, you can find out every-
thing from how to set up your own 
campaign to the top 10 pay per 
click search engines to advertise 
with. In addition, the site offers 
ideas on pay per click search engine 
advertising or pay per click internet 
advertising as it is also called.  

The importance of keywords 

Next, we come to an essential com-
ponent of PPC programs: The key-
word selection process. You’ll need 
to select keywords that are specific 
to your product or service offering. 
However, be careful not to select 
keywords that are extremely popu-
lar, as this may deplete your PPC 
funds sooner than expected. When 
in doubt, ask yourself the following 
question: ‘If I am searching for a 
product just like mine, which key 
words and/or phrases would I 
search for?’ Use your answers to 
this question as a base. You can 
also use a thesaurus to help build 
your keyword list with plurals, syno-
nyms, etc.  

In addition, it is also important to 
know which keywords your competi-
tors are using – so do your research 
carefully. To see which keywords 
your competitors are using, simply 
try searching for them. If you see a 
PPC ad along the side for your com-
petitor, then note that keyword 
down and add it to your list. 

Yahoo! Search Marketing (formerly 
known as Overture) has a search 
suggestion tool which is great to 
check out before you embark on 
your keyword selection process:  

http://inventory.overture.com/d/
sea rch invento ry /s u gg es t ion/ 
 

Simply, type in a set of keywords 
and it will list similar keywords in-
cluding the number of times that 
keyword has been searched for on 
Overture in the last month. 

Page 12 B E S T  P R A C T I C E S  &  S T R A T E G I E S  

continues on Page 13 

H O W  T O  E N S U R E  A  S U C C E S S F U L  P A Y - P E R - C L I C K  C A M P A I G N  

Do remember that there is often a 
fine line between selecting key-
words that are either too specific or 
keywords that are too general. Try to 
keep away from these, as they can 
often result in wasted CPC (Cost per 
click) funds. 
 

How to get people to click your ads 

Once you have selected your key-
words, the next step is to get those 
who are searching for these to click 
on your ad, which in turn will result 
in them clicking through to your web 
site and potentially purchasing your 
product. 

 
One of the most effective, yet sim-
plest ways to get peoples’ attention 
is to use their search keywords in 
the title of your PPC ad. It grabs 
their attention and has been proven 
to increase click-thru rates on ads 
by over 50%. Create a description 
for our PPC ad that will attract the 
potential customer and let them 
know that your product is exactly 
what they are searching for.  
 

Also bear in mind that you can 
sometimes create a more relevant 
title by combining your different key-
words into one PPC ad. Another im-
portant technique to attract atten-
tion to your ad is to differentiate 
yourself from your competitors. It is 
also good practice to add a “Call to 
action” at the bottom of your ad. 
This is usually an instruction to tell 
the person to do something, such as 
“Click here to view a demo”, 
“Download Now”, etc. Marketing 
experts seem to agree that the aver-
age human needs to be prompted 
to click on an ad or take action.  

Why it is so important to reduce 
click-thrus? 

Sometimes it is important to reduce 
the number of clicks your PPC ad is 
receiving.  

http://www.payperclicksearchengines.com
http://inventory.overture.com/d/
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This could be because you are at-
tracting people who are only after 
free products/services, or even the 
wrong target market. 

 

The two quick-
est ways to re-
duce click-thrus 
are to make 
the description 
of your ad more 
targeted and to 
add the price of 
the product to 
the ad. This 
can reduce 

your overall click-thru rate, but will 
most likely increase the likelihood of 
a click resulting in a purchase. 

In addition, consider adding the 
price of the product you are selling 
at the end of the ad as this way you 
can instantly eliminate those look-
ing for free products, and target 
those more willing to purchase your 
product or service. 

Track your clicks and conversions 

The fundamental core of any suc-
cessful advertising campaign -- 
whether it is a PPC ad, banner ad or 
even newspaper ad -- is knowing 
whether or not your ads’ are actu-
ally converting into sales. In any 
form of Internet advertising, track-
ing your ad is a must if you want to 
succeed. Once you can track your 
ad conversions, you can make the 
call if you need to make any adjust-
ments to them, or even decide if is 
better for you to save your market-
ing budget for something else. 
Both Google and Yahoo! Search 
Marketing have built in tracking and 
conversion tools that you can use to 
get a holistic view of your current 
PPC ad campaigns. You can even 
use external tools which let you add 
conversion code to your website to 
tell you exactly which of your ads 
are converting into sales and which 
aren’t. This is often referred to as 
knowing your ROI or Return on In-
vestment. 

Knowing exactly how much money 
you are making per dollar spent on 
every PPC ad is a must. If the ROI is 
positive and you are making more 
money than you are spending, then 
the ad is working and you can use 
this knowledge to further improve 
your other ads or increase ad 
spending for that particular ad/set 
of keywords. 

If, however, your ad is costing you 
more than it is returning, then you 
can look at reducing your spend 
changing your approach, or remov-
ing the ad altogether. PPC like all 
other methods of advertising cam-
paigns requires hard work, re-
search, understanding – especially 
of your target market - and dedica-
tion. Like anything else you put your 
heart into, the rewards of mastering 
this advertising technique can be 
greater than expected.◊ 

By Shanti Anne Morais 

From Page 12 — How to ensure a successful Pay-per-Click Campaign 

B E W A R E  T H E  M Y T H  O F  K E Y  W O R D S  

Most of us have heard a lot about the importance of 
keywords, like – insert lots of keywords that are rele-
vant to your business and this will lead to a lot of web-
site hits and will then translate to sales. Unfortunately, 
keywords just like life, is not this straightforward. 

Why? Simply put, very often the key phrases/words that 
you think are most relevant to your business, in fact, 
connect you to the wrong people. It’s all about mindsets 
here and understanding what your desired audience 
wants and offering this to them in the best means pos-
sible (i.e. knowing the right key words that will attract 
them to your site). Remember, the easiest sales are 
made to the right people when they already have the 
right mindset. However, if your market is competitive, it 
will be hard to get good listings in organic searches and 
expensive to buy them in pay-per-click listings. But, if 
you can master the subtle art of adjusting the mindset 
of your visitors, you can make money in almost any 
market. 

Another thing many 
forget is that once 
you have success-
fu l l y  a t t racted 
someone to click on 
your website be-
cause of your key-
words, ensure that 
they land on a page 
which has as much as possible about that key word. For 
example, if you are holding an event – Search Engine 
Marketing in 2007 – make sure your website visitor 
who has clicked on this, arrives at a page that de-
scribes the event in detail and contains all relevant in-
formation about it. 

So, don’t get influenced by the myths that surround key 
words, but understand their reality and make your key 
words work well for your business.◊ 

By Shanti Anne Morais 
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Pay-per-click (PPC) sounds like a 
great option, but what does it really 
cost and is it worth it? Each cam-
paign is different, depending upon 
the bid amounts, number of actual 
click through, and the generated 
Return on Investment (ROI).  

This article intends to support you to 
make the best choices by offering 
free, totally unbiased reviews of PPC 
search engines and the tools de-
signed to be used in conjunction 
with the PPC process - both to help 
you with understanding the process 
and to evaluate its usefulness to 
you as a marketing tool.  

The first step in putting together a 
PPC campaign is to decide on your 
budget and what level of risk you 
are willing to take - as both will af-
fect which PPC search engine you 
ultimately choose. As one would 
expect, the larger PPC service pro-
viders are less risky, since they al-
ready have excellent market cover-
age and tend to offer a lot of assis-
tance to their users. But on the 
other hand they are the most expen-
sive, in terms of the amount of 
money you must spend to acquire a 
top ranking, based on a specific key-
word or group of keywords.  

There are plenty of free, independ-
ent tools available to help you in 
your research of keywords which will 
tell you the current bid price for cer-
tain words or phrases on the differ-
ent PPC search engines (see article 
p. 13).  

Once you have decided upon which 
PPC search engine you are going to 
use, you have to put together your 
ad and decide on the keywords you 
wish to have your ad appear to, reg-
ister with the search engine, fill out 
the necessary information to open 
an account, and then begin the bid-
ding process for the keywords you 
have decided upon.  

When you first register your key-
words with the search engine you 
have chosen, you will also specify 
the maximum amount you are will-
ing to bid for those keywords.  

Once you've mastered the basics of 
PPC and have learned more about 
the options, tools, and search en-
gines that offer this form of market-
ing, you will be in a position to fine 
tune your campaigns and perhaps 
try some of the niche-market PPC 
search engines, which offer lower 
keyword costs and may be more 
suited to your product/service. 
Keep in mind that even companies 
with experience in online marketing 
struggle with the intricacies of the 
techniques needed to judge which 
PPC search engine to use and how 
best to play the bidding game.  

There is sometimes fierce competi-
tion for specific keyword(s) on a 
given PPC search engine. Most PPC 
search engines automate the bid-
ding process for you (stopping of 
course when they reach the maxi-
mum bid you have indicated), but 
personal involvement and the judi-
cious use of third-party tools by the 
user is advisable to ensure that the 
tracking mechanisms, built into the 
search engine's control panel, are in 
sync with what is actually happen-
ing. The business that bids the high-
est amount of money for a specific 
keyword will be ranked first in the 
PPC results, the second-highest bid-
der will be ranked second, etc. Typi-
cally, PPC search engines limit the 
number of PPC ads on a results 
page to less than 10, and research 
has shown that unless you are in 
the first 3 or 4 of the PPC ads, you 
are much less likely to be ‘clicked-
on’ by visitors.  

Because the competition is so fierce 
in this market right now, most PPC 
search engines do not have to in-
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vest a minimum amount of money 
in a campaign - in fact, some will 
even give you a nominal amount of 
money to begin your campaign with. 
Some may require a deposit of a 
small amount (around $25 to $50), 
but this money is then applied to 
your account.  

Be sure to check out the fine print in 
the agreement to be clear on re-
quired minimum deposits or about 
what would happen if you decide to 
cancel your campaign. Be prepared 
to spend a fair amount of time 
monitoring your campaign in the 
beginning.  
 

Is a Pay-Per-Click Campaign the 
Right Investment for my Business? 

It can be relatively easy and inex-
pensive to give PPC a try. PPC 
search engines offer all kind of sup-
port and some are easier to use 
than others, but the opportunity to 
ensure a placement of your ad with-
out necessarily investing a large 
amount of your marketing dollar, 
makes PPC an extremely attractive 
option and one that business own-
ers should completely ignore as a 
potential marketing technique.  

To help you, a huge amount of tools 
have been developed to automati-
cally monitor and bid, track your 
Return on Investment (ROI), craft 
your PPC ads, and help to choose 
alternate keywords that may be just 
as effective but cost much less on 
the particular PPC search engine. 
Although there are hundreds of PPC 
search engines on the Internet, 
there is a core group of 5 to 10 PPC 
search engines that because of 
size, brand name, and reputation 
are the preferred choices for most 
PPC ad campaigns (see also page 
3). These major companies are now 
experimenting with many variations 
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on the basic premise, including the 
ability to use PPC on a local basis, 
extending it from keywords to con-
text and behavior of users, offering 
their versions of tools that help 
make the process easier - especially 
for the novice, and decreasing the 
amount of time it takes to see re-
sults from your campaign from 
hours to minutes.  

Optimizing your search engine cam-
paign 

Often the optimization is an exercise 
performed by the search engine, 
other times a firm specializing in 
search engine marketing does it, 
but what do they actually do to turn 
a floundering campaign into a profit-
able channel?  

The pay per placement engine mar-
ket is a billion dollar industry and is 
a platform that requires so little set-
up and capital investment that a 
multitude of firms have embraced 
as a front-line marketing channel. 
But as more and more companies 
sign up the click costs have to meet 
the demand and increase.  

And like all other marketing tools 
this one as well isn’t without pitfalls 
and obstacles, so you might want to 
pay attention to the following ad-
vices:  

• Understand your objectives - the 
first is to isolate your website ob-
jectives and tailor your traffic to 
achieve them.  

• Track your clicks - whether you 
own or adopt an advanced web 

analytics tool or simply add an 
affiliate code to the URLs submit-
ted to the engine you must make 
sure you track click activity 
against your objectives. This is 
such an important factor that 
even engines themselves are 
starting to offer this service recog-
nizing that accounting for click to 
conversion is a sure way to meas-
ure success.  

• Choose the right search engine(s) 
- don't be mistaken in thinking 
that all engines are equal - some 
are all-rounder, some B2B fo-
cused and some B2C focused. 
Make sure you are aware of which 
does what to be effective.  

• Choose the right words - make 
sure you take into account the 
selection of words and phrases 
you use.  

• Writing 'killer' creative – Firstly, 
drive more qualified traffic and 
secondly, reduce the amount of 
irrelevant clicks. Make the visitors 
qualify themselves before they 
even click the link by adding a call 
to action - such as buy, visit, com-
pare, search - into your title and/
or description which will prompt 
interest. Qualifying them further 
with relevant descriptions that 
include enough information to wet 
their appetite yet at the same 
time provide enough information 
to dissuade a user who is uncer-
tain as to whether they should 
visit you or not. A good tip is to 
talk with the search engines and 
find out what buzz words they rec-
ommend for your industry, Google 
for example often recommends 
words like 'compare, search, re-
search' for B2B AdWords (see also 
the article on page 12 )  

• Manage your bids and place-
ments - the biggest difference be-
tween paid for placement and any 
other type of search engine opti-

mization is that you have to bid for 
your position. 

• Learn the search engine distribu-
tion partners and where their list-
ings go! The number of options 
available to you for managing bids 
is extensive; from doing it manu-
ally to buying a service to perform 
it for you. It is definitely the miss-
ing link to many paid for place-
ment campaigns and can mean 
the difference between success 
and failure. Try to match conver-
sion with costs and placement - 
can you get a better ROI from av-
eraging in position 3 rather than 
position 1? 

• Be aware of seasonality - at peak 
times in your industry a lot of busi-
ness can be achieved online, at 
the same time you can bet that a 
large number of your competitors 
will also be aware of this so make 
sure you watch your bids very 
carefully. Don't be afraid to 
change creative, you can make 
adjustments within a week turn 
around seasonal trends and de-
mand. 

• Choose the most appropriate 
landing page - Just ask yourself 
the question when selecting the 
page, would you be happy if you'd 
searched for a product or service 
and then had to search for it a 
second time on the destination 
site? 

Now that I explained the process a 
little more in depth, use the pro-
vided information to plan your cam-
paign or fine tune your current cam-
paigns to get the most from the 
marketing dollars. The pay-per-click 
search engine marketing is defi-
nitely a very competitive, efficient, 
and effective means of Internet 
marketing. Understanding it gives 
the ability to turn search into an ex-
tremely profitable channel. ◊ 

By Daniela La Marca 
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The Search Engine Marketing (SEM) 
Industry is estimated to reach 
US$23 billion by 2010 and the vast 
majority of SEM investment in the 
coming years will involve pay-per-
click.  

Pay-per-click is a simple marketing 
technology that has been around for 
a long time. What it basically is 
about is: The user bids on a search 
term/advertisement; the amount 
the user bids determines what tier 
the user falls into as compared to 
other bidders; the user pays the 
amount he bids each time a 
searcher clicks on the advertise-
ment. 

It’s a very simple concept. Many buy 
pay-per-click advertising because 
they want site visitors, and more 
importantly, want to convert these 
visitors into customers. However, 
many have been burnt by pay-per-
click because they didn’t watch their 
click sales ratio, thereby wasting a 
lot of money, or were hit by click 
fraud (see story on Page 29: Click 
Fraud:Still a cat and mouse game).  

It is also a sad fact that for all the 
clicks and conversions via pay-per-
click, many SEM players will miss 
the lead generation that natural 
Search Engine Optimization (SEO) 
offers through greater Internet ac-
ceptance and traffic. The fact is 
people are far more likely to click on 

a natural listing.  

Studies show that about 60%-70% 
of the links people click on are or-
ganic, not the pay-per-click variety. 

Remember, a few cents per click 
may not seem like much at first, but 
if you have a few hundred visitors a 
month clicking on your advertise-
ment, and these are not converted 
to customers, your money is being 
thrown out of the window.  

Likewise, if you put a 10 cent bid 
and receive a dozen visitors and 
every one of these buys a product/
service of yours, then it makes 
sense to increase the bid on your 
ad. 

Essentially, pay-per-click strategy is 
an art because there is no precise 
mathematical way to predict the 
perfect middle between what you 
pay per click and what your con-
verted customers are purchasing. 
The key is to experiment by starting 
off bidding low and then monitoring 
your click-throughs in order to see if 
they convert to actual sales. If you 
get no click throughs, increase your 
bid slowly till you do. Do remember 
that when adopting and using pay-
to-click, constant vigilance is a 
must. Remember click fraud is be-
coming an increasing statistic world-
wide.  

Pay-per-click advertising is a good 
supplement to search engine mar-
keting and search engine optimiza-
tion if it is used intelligently. The 
following points should be cardinal 
rules when employing pay-per-click: 

• Ensure a strategy is in place 

 Target your online ads around 
your business strategies and pri-

orities. 

• Choose the right search terms. 

 Avoid broad phrases and terms 
which also cost much more. In-
stead strive for more descriptive 
and specific search terms that 
reflect your products or services. 

• Look into having software that 
can regulate your bids and turn 
off keywords. 

 You might be interested in clicks 
during business hours Think 
about bid management software. 

• Work on and place effective ads 

 It is important to note that 
Google, Yahoo! Search Marketing 
and other services have limits on 
characters per line. With Google, 
it's tough not to push the limits 
because space is so narrow. With 
Yahoo! Searching Marketing, fo-
cus on getting your message 
across without consuming every 
character. Long ads may discour-
age people from reading them. 

• Test 

 Effective evaluation is a must 
and the secret to this is to test, 
test, test. Try different keywords, 
ad copy, landing pages and calls 
to action, and find out what fits 
best to your company. Remem-
ber there is no fixed formula of 
success. 

 

When it comes to pay-per-click, SEM 
vendors and companies who have a 
coherent plan in place and one that 
produces outstanding conversions 
will be the winners. These winners 
will make their online dollars work 
for them.◊ 

T H E  A B C S  O F  P A Y - P E R - C L I C K  
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For many companies, the Internet provides a good re-
search opportunity - for instance, for economic news, or 
for low-priced and time-saving procurement of goods 
and services.  

But how do you find relevant offers and information 
amid the unmanageable amount of data on the World 
Wide Web? 

Shouldn’t especially small and medium enterprises 
make use of the Internet as a research option? Well, 
there are still many employees in the everyday office 
life simply overburdened to find relevant data in the 
overwhelming amount of available information. The rea-
son is often a lack of know-how in using search engines 
for more complex enquiries as well as not having an 
appropriate elaborate search strategy in place. 
 

Search engines can barely cope with the extensive 
growth of the Internet  

The amount of information on the Internet grows inces-
santly. It’s estimated that at present more than 800 
million Websites, with more than 6 million terabyte tex-
tual information, on three million servers are available. 
But currently, even the most efficient search engine 
Northern Light, cannot indicate more than 16% of all 
recallable Web contents reveals a study of the NEC Re-
search Institute. Even all search engines together de-
tect only 42% of all World Wide Web sites – and this 
statistic is going to keep on declining.  

But for people searching for in-
formation the actual problem is 
completely different: With a sim-
ple inquiry to a common range 
of topics one gets in general an 
enormous number of hits which 
is often, hardly helpful. A search 
for leads on the word “tenders” 
with Fireball for example will re-
sult in more than twelve thou-
sand hits. The predominant part 
of these results however is sim-
ply useless for the searcher and 

only wastes time. If at all, only the first result pages get 
a look, and these do not necessarily contain the appro-
priate contents. The success of the research therefore 
does not lie on the efficiency of the search engine, but 
on the proceedings and meticulousness of the 
searcher. 
 

A search strategy decides search success  

The goal of each search should be, by selecting a suit-
able research tool and typing in the appropriate mean-
ingful keywords, to receive a manageable amount of 
relevant results. Not every search tool is equally suit-
able for each search. In particular, the search for con-
crete industry or economic information tends to have 
more effective results, if instead of the generally com-
mon Web catalogs and search engines special data-
bases or listings are searched through. Before embark-
ing on a search, a search strategy should already be in 
place because remember, a search engine is only as 
good as the user who operates it. Use the previous 
knowledge you have on the subject for your search. In 
particular, you should think about which keyword and/
or which combination of search words might lead to the 
most relevant results.  

For those in a hurry, a simple method can lead to fast 
success: If you look for a relatively common generic 
term, a direct input of the search word within a domain 
is at least worth an attempt. If you perform your search 
to find specific software, simply enter http://
www.software.com into the input box of your browser. 
However, do note that by doing this you get to see then 
only the offer of an individual dealer or supplier. This 
method is often quite successful when conducting a 
search for the website of companies or brands. 
 

However, in order to receive a more comprehensive 
overview of a market segment, a professional search 
with the help of different search services is recom-
mended. There are the following possible options: Indi-
vidual search engine and a meta-search engine respec-
tively or the use of a Web catalog or rather a special 
list. If it finally comes to a decision for certain search 
assistance, the adoption of suitable techniques for the 
containment of the search results and improvement of 
the accuracy of the mean should be prepared. This re-
quires a certain experience, but with the “trial and error 
principle” you succeed too. 
 

The selection of suitable research tools: Search engine 
or Web catalog  

Search engines use in general specific software, so-
called robots or rather spiders, to indicate large parts of 
Internet contents. These contents are collected in huge 
databases by entering certain keywords as well as logi-
cal operators, which make a recallable extended search 
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possible and allows an increased accuracy of the mean. 
Web catalogs instead are manually created and editori-
ally cared-for lists which due to registrations of the 
Website operators are captured in a strict hierarchical 
way according to certain categories. Special directories 
are developed practically in the same way, but cover 
from the beginning, only a certain subject area. It’s of-
ten better arranged and more comprehensive than gen-
eral catalogs. In principle, Web catalogs are recom-
mendable if you search for general topics (e.g. tele-
phone information). Doing this via search engines will 
result in calling up an enormous amount of hits. How-
ever search engines flex their muscles when used for 
searching for terms or rather combinations of terms, 
which are not suitable for a categorization in Web cata-
logs. 

Meta-search and special directories 

So-called meta-search engines 
don’t fall back on an own database 
but forward the request at the 
same time to the attached search 
engines. However, the linkage pos-
sibilities of the meta-searcher can-
not be as various as with individual 
search engines, as the application 
of logical operators isn’t standard-
ized with the search engines.  

An “and” - linkage of two terms is easily realized with 
typing “and” between the looked up search words; oth-
ers requires the input of a plus sign before both terms 
or an input into two search fields, which make over an 
additional menu an “and” - linkage possible.  
 

The use of meta-search engines is meaningful in par-
ticular if you look for uncommon and very specific 
terms, which requires a very large part of the Internet to 
be scanned. Look for example for the term “labeling 
systems” with the Metacrawler and you should receive 
87 hits. A survey of individual search machines or lists 
would have been less successful: The direct search in 
the Web catalog of Yahoo would have led to just 20 
hits.  

Besides the selection of suitable search assistance, 
well selected keywords are the Alpha and Omega of 
each Internet search. Practically all search engines of-
fer various possibilities in order to optimize the search 
on the net and to reduce the amount of result pages. 
Accordingly, the more limited and exact the search, the 
more detailed the result.  

Boolean operators and wild cards  

Already small differences can influence enormously the 
Internet search effects. A listing of the most common 
operators and search ranges could help you to receive 
a visible number of high-quality search results. 

George Boole (1815-1864), a British mathematician, 
wrote about logical ways to formulate precise queries 
using true-false connectors or “operators” between con-
cepts. The true-false nature of Boolean logic, as this 
system is commonly called, makes it compatible with 
binary logic used in digital computers and has therefore 
become the conventional basis for searching most com-
puterized systems. The primary operators are “AND”, 
“OR”, and “NOT”: 
 

"AND"  

• Requires all terms (words or phrases-in quotes) 
joined by it to appear somewhere in the document in 
any order. 

• Using AND narrows a search, because it augments 
the number of matching words required for a docu-
ment to meet the criteria of the search 

• The more words you enter connected by AND, the 
fewer documents you get. 

• Example: “Asian e-Marketing” and “MediaBUZZ” and 
“Singapore” – all three terms have to be somewhere 
in every document in order to be retrieved. 

"OR"  

• Requires at least one of the terms joined by it to ap-
pear somewhere, in any order, in the document. 

• Using OR broadens a search, because it makes it 
easier for documents to meet the criteria of the 
search - any of the terms will be sufficient. 

• The more words you enter connected by OR, the 
more documents you get. 

• The OR operator is generally used to join similar, 
equivalent, or synonymous concepts. You should be 
glad to find any one of them in the pages you retrieve 

 Example: “spider” or “robot” or “crawler” – you will 
accept any of these in retrieved pages. 

“NOT” 

• Excludes documents containing whatever follows it. 

• Using AND NOT limits a search, because it disquali-
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fies documents no matter whether they meet the 
other criteria of the search or not. 

• The AND NOT operator is generally used after you 
have performed a search, looked at the results, and 
determined that you do not want to see pages con-
taining some word or phrases. 

• The AND NOT operator should be used with extreme 
caution, because it eliminates the entire page, and 
some pages may be of value to you for other informa-
tion they contain. 

 Example: Asian e-Marketing” and “MediaBUZZ” and  
not “Hong Kong” 

 

“TITLE” 

The restriction of the search on the title of the home-
page is also possible. The input “title:search engine 
marketing” provides Web sites which show this term in 
their header.  
 

“URL”  

If you search for a www-address and you can remember 
only of one part of it, this function can be helpful. The 
input “url:advertising”” finds all Web sites with the term 
“advertising” in its document address.  

“IMAGE”  

If you look for image files, some search engines permit 
a search for image names. Thus, the instruction 
“image:BMW” displays the logo of BMW among other 
things. 

Wild-cards  

Substitute symbols are expressed by a star “*”. They 
make a search for a word group possible. For example, 
the search word trade* finds Ministry of Trade” as well 
as “trade paper” and so on, besides “Chamber of Com-
merce” etc. 
 

Text passages/Phrases  

The setting of quotation marks enables a search for 
phrases. This method is particularly suitable when it 
comes to searching for persons (e.g. “Daniela La 
Marca”) and even together with a company name (e.g. 
MediaBUZZ”). Movie, book titles as well as quotations 
can also be found pretty accurately via this method too.  
 

Upper and lower case 

But if a search word is entered in lower case, both up-
per and lower case are included into the search. Bit if 
the search word is entered in upper case, only the capi-
talization versions are found. 
 

For the simplification of the search some search en-
gines use menu controlled input masks. So-called “stop 
words” (single letters, punctuation marks and HTML 
instructions) should be avoided with net searches.◊ 

By Daniela La Marca 
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A simple log on, getting registered 
and then receiving a lot of visitors is 
unrealistic. But still today a lot of 
search engine marketing service 
providers try to attract with such a 
promise. Unfortunately, this just 
doesn’t work anymore. 

In the early 
days of search 
engines, regis-
tration was 
really often 
enough. How-
ever, the mar-
ket has fast 
developed and 
goes through 
big changes 
over and over 
again. We are 

seeing a consolidation of compa-
nies, including those who have built 
up good brand names such as Info-
seek. At the same time there is 
growing interdependence and de-
pendence on search services, de-
spite the fact that search services 
keep changing their business mod-
els. Earlier free services are comple-
mented with paid "premium ser-
vices" or lose out. Only those who 
take into consideration the changes 
and adapt themselves to reality can 
nowadays pursue successful search 
engine marketing. 
 

The development of online market-
ing: A shift to measurable achieve-
ments 

Clearly defined goals form the basis 
of every marketing strategy - like 
strengthening of the brand, produc-
tion of new customers, or customer 
relationship are well established in 
the traditional marketing:  

• Branding can be achieved with 
an image campaign.  

• New customer production can be 
guaranteed by below-the-line-
activities or direct marketing. 

• Customer relations can be ob-
tained, for instance, by bonus 
programs or customer maga-
zines. 

Today, however, online marketing is 
still mainly restricted to the applica-
tion of TKP-based banner cam-
paigns. This measure has its 
strength primarily in building up 
brand awareness.  

But in times of lean budgets, the 
attention of the advertisers is in-
creasingly focused on cost-effective 
advertising results which lead meas-
urably to new customer production 
and sales increases. Hence, sensi-
ble supplements and alternatives in 
the online marketing mix, for exam-
ple search engine marketing, affili-
ate programs, or sponsoring gains 
increase in meaning. 
 

Search Engine Marketing - simply be 
found 

More than 80% of all Internet users 
exploit search services to look 
online for information on products 
or services. The primary purpose of 
search engine marketing is to for-
ward as many advertisers’ offers as 
possible and lead interested Inter-
net users to the appropriate Web 
site -as nothing is better than to be 
simply be found!  

Practically all common, successful 
procedures of search engine mar-
keting are based on the principle of 
page ranking. Ranking pages are 
special for search engine created 
sites, which are optimized on well-
chosen keywords and registered by 
the search engines. If a user finds 
such a hit in the result lists of the 
search engines and clicks it, he is 

taken directly – without perceiving 
it – to the Web site of the adver-
tiser. Internet users that find the 
Web page of the supplier through 
search engines are of particular 
value. With their search enquiry, 
they demonstrate their clear de-
fined interest and are then passed 
on directly to the relevant adver-
tiser’s Web site. Besides, strays 
are nearly excluded. The chance to 
win such visitors as new custom-
ers is high accordingly. This self-
developed selection of the target 
groups makes search services the 
ideal platform for efficient and 
lasting online marketing. 
 

A job only for experts 

The principle is simple and plausi-
ble, but the successful conversion 
has become difficult. Technology 
and environment of search ser-
vices are subject to an unbeliev-
able dynamism and generate more 
and more complex dependencies. 
The reasons for the complexity lie 
in the growing interdependence of 
every single search service. An en-
try in the right index improves the 
position in certain search engines. 
A good position in the right search 
engines leads as well to a better 
presence in meta-search services. 
Without specific knowledge of this 
complexity, search engine market-
ing is like sailing without knowing 
the direction of the wind. 
 

The time of generally free registra-
tions is over, too. More and more 
account models push for the mar-
ket: Fees for registration, or posi-
tioning, for quick or preferential 
treatment, with fixed prices or per 
1000 insertions, per single click or 
per position and new offers con-
stantly pop up. But not everything 
makes sense. 
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– including special registrations.  

At the same time it’s important that 
the service provider has access to 
all special programs of the big 
search engine suppliers due to its 
contacts. The service provider sup-
plies the advertiser with a tailor-
made vocabulary of concepts for a 
precise addressing of the targeted 
group and a maximum of traffic.  

The well-chosen measures should 
be maintained by the service pro-
vider during the whole term and be 
optimized. To the market, changes 
have to be adapted. Only in this way 
can lasting success be guaranteed. 
Of advantage is the handling of the 
whole process as well as the billings 
by the service provider. It saves the 
customer valuable resources and 
time. 

The results of all measures should 
be monitored the whole time with 
transparent and clear reports for 
the advertisers. Because if you want 
to compare the different offers by 
yourself, you will find out that it’s as 
tedious as checking out an appropri-
ate insurance. An ideal scenario 
would be the representation 
through an online customer centre, 
which you as a customer can con-
tact any time. 

Serious service providers generally 
offer in addition tracking links to 
control the success of the measures 
and to be able to determine conver-
sion rates. Be assured that the 
achievement of professional search 
engine marketing is something to 
be proud of. 

Pay-per-click search engines:  

Auction of search words is the new 
trend 

A new form of search engine mar-
keting establishes itself fast with a 
pretty simple principle:  

Each advertiser can ask for his indi-
vidually important keywords and 
order it. Who offers for a search 
word the highest price gets the first 
place on the result list. The following 
offers appear on place 2, 3 etc. So, 
the order of listing is determined by 
the price you are willing to pay for a 
search word. Nevertheless, the ad-
vertiser only has to pay when a user 
clicks on the advertisement link in 
the result list and becomes in this 
way a visitor of his website. To guar-
antee the quality of the results the 
employees of the pay-per-click 
search engines check every relevant 
order – i.e. it is checked whether 
the website of the advertiser keeps 
what it promises in the hit lists of 
the search engine. (see list of PPC 
companies pg. 4 ). Pay-per-click 
search engines are special not only 
due to their auction model but be-
cause of the broad reach the adver-
tiser can achieve as the auctioned 
positions are showed not only on 
the pay-per-click search engine, but 
also in the result lists of the partner 
search engines. It can be forecasted 
that search engine marketing in 
general and especially pay-per-click-
search engines will influence the 
online advertising industry in 2007 
decisively.◊ 

By Daniela La Marca 

Nowadays, maybe only experts with 
a lot of experience can still judge 
exactly which price is reasonable for 
which achievement and which ones 
they should steer clear off.  

Some search services offer special 
liabilities to pay costs programs for 
preferential registration or for well-
chosen partners’, even special inter-
faces to register sites. Due to these 
developments, search engine mar-
keting has become a job for special-
ists which can barely be pursued by 
ambitious Web masters. 
 

Business activities of search engine 
marketers 

As an advertiser you should expect 
the following from a professional: 

Experts select for the advertiser, 
according to a need analysis, suit-
able measures and account models 
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With all the hoopla surrounding click 
fraud last year, Google engineers 
undertook a serious study on the 
problem and found fundamental 
flaws in the work of several click 
fraud consultants. According to 
Google, these flaws help explain 
why widely quoted estimates of the 
size of the click fraud problem are 
exaggerated. 

The most damning discovery said 
Google, is what it refers to as ficti-
tious clicks. This refers to clicks 
which are reported as fraudulent, 
but are in fact, never recorded or 
charged as ad clicks by Google. 

Fictitious ad clicks because of mis-
characterizing events. This finding 
may be the most significant flaw 
responsible for exaggerated click 
fraud claims, said Google. The prob-
lem, the company noted, lies in the 
fact that many click fraud consult-
ants don’t count actual ad clicks. 
Rather, to determine the number of 
ad clicks, they use a number of 
other signals, including counting 
visits to a particular webpage. As a 
result, the consultants count page 
reloads and subsequent visits on an 
advertiser’s site as multiple clicks 
on the advertiser’s Google ad. This 
generates fictitious ad clicks in the 
consultant’s reports. For example, if 
a user browses deeper into an ad-
vertiser’s site, then hits the back 
button, this causes a potential re-
load of the original landing page, 
which a consultant would record as 
an additional ad click – even though 
no Google ad click actually oc-
curred. 

Fictitious ad clicks due to conflation 
across advertisers and ad networks. 

Some consultants “cookie” users 
and track their activity across their 
network of client advertisers. For 
example, there is one cookie that is 
implemented in such a way that 
clicks on Yahoo ads can be counted 
as clicks on Google ads, and vice 
versa. 

 

These kinds of flaws in methodol-
ogy, argued Google, can cause click 
counts in consultant reports to be 
artificially inflated. In fact, the 
search engine giant stated in its 
report: one clear indication that the 
consultants’ results are flawed is 
the fact that these consultants are 
not even getting the total number of 
clicks correct. “We have seen some 
instances of reports showing 1.5 
times the number of clicks in our 
logs – for example, in one case 
1,278 clicks were claimed as being 
“fraudulent” by the consultant while 
only 850 actually even appeared as 
clicks in Google’s logs,” noted 
Google’s research team. 
 

The report also declared that more 
evidence of the consultants’ defec-
tive methodology was revealed 
when looking at conversion rates. 
Clicks identified as “fraudulent” in 
reports often converted at nearly 
the same rate (and in some cases 
better) compared to other clicks.  

In one case, “fraudulent clicks” 
converted 5.1% of the time — only 
a bit less than the advertiser’s 
overall conversion rate of 5.8%. 

Google’s report provided detailed 
case studies for three third-party 
auditing firms – AdWatcher, Click-

Facts, and Click Forensics, and all 
of the reports they have seen from 
these consultants exhibit the flaws 
mentioned above. 

In the study, Google also noted 
how the whole industry should be 
on high alert and especially vigi-
lant with the issue of click fraud 
which it concedes is a problem, 
but at the same time, argues the 
point that the pervasiveness of the 
flaws in fictitious click fraud trou-
ble them deeply simply because it 
means that advertisers may be 
hurting their businesses by chang-
ing their campaign settings based 
on erroneous information. 

“We will continue to devote atten-
tion to this issue to keep our ad-
vertisers well-informed, and per-
haps help third-party auditing firms 
improve their methods so that they 
can provide value to advertisers,” 
concluded Google in a statement. 
◊ 
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Perhaps Google has again shown its 
visionary side with its Click-to-Call 
partnership with eBay. Google’s ex-
clusive partnership with eBay will be 
introduced  on  both  eBay  and 
Google, with the service operating 
via Skype (which was acquired by 
eBay in 2005) and Google Talk VoIP 
applications.  The  deal  will  see 
Google become the exclusive text-
based advertising provider for eBay 
outside the US. In addition, the deal 
will  see Google getting access to 
even more Internet users.  In the 
case of eBay, it says that its users 
will find it even easier to find things 
online. Analysts have noted that the 
partnership will enable eBay to find 
and strengthen its footing in over-
seas markets for more growth op-
portunities  amid  signs  the online 
auction site is maturing.  
 

Google and eBay have stated that 
parts of the deal include revenue 
sharing. 
 

The alliance will see the two compa-
nies  also  integrate  eBay’s  Skype 
Voice over Internet Protocol (VoIP) 
and Google’s Talk online call soft-
ware in both eBay’s and Google’s 
shopping and search platforms. This 
will allow users to click on a link or 
icon within a product or service ad 
to initiate an Internet voice call to 
eBay merchants or Google advertis-
ers directly from either company’s 
websites through Skype or Google 
Talk. 
 

The companies will also look into 
making Skype and Google Talk in-
teroperable through open standards 
to enable text chat and online pres-
ence.  
 

This deal between Google and eBay 

shows just  how 
quickly paradigm 
shifts within the 
e-commerce and 
e-marketing 
landscape  and 
between  fierce 
competitors  can 
occur. It is a re-
minder of how rivals are lining up 
their mutual interests in the fast-
growing online ad market, especially 
overseas.  

Every major player in these indus-
tries are constantly looking at the 
growth opportunities and this can 
clearly  seen  because  besides 
Google and eBay, Yahoo! and Micro-
soft are also said to be looking at 
lining up their e-commerce models 
with click-to-call advertising. These 
players clearly believe that blending 
VoIP technologies with e-commerce 
will bring together more buyers and 
sellers, thereby enabling advertisers 
as well as merchants to generate 
new ways of getting customer leads 
via the Internet. 
 

As Meg Whitman, eBay’s president 
and CEO notes, “People continue to 
evolve how they shop, communicate 
and advertise online.” By combining 
the power of eBay in ecommerce 
and Skype in communications with 
Google's leadership in search and 
advertising,  we  can  increase  the 
usefulness of the Internet for shop-
pers,  merchants  and  advertisers 
around the world."  
 

Google and eBay plan to test the 
text-based advertising and click-to-
call moves for several months, be-
ginning early this year. 
 

E-marketing  experts  have  lauded 
the  arrival  of  Pay-to-Click  and 
Google’s Click-to-Call because they 

There is no relenting in the competi-
tive  Internet  advertising  services 
industry.  Google  has  once  again 
beefed up its stakes by solidifying 
its entry into Click-to-Call. In August 
2006, Google and eBay struck a 
multi-year deal to work together on 
text-based and Click-to-Call advertis-
ing.  

Google first introduced Click-to-Call 
(also  known  as  Pay-per-Call)  in 
2005 – a service which allows users 
to  call  advertisers  from  Google 
search results pages. When this fea-
ture is available for a business, a 
green phone icon is seen in their 
advertisement  or  a  call  link  is 
placed next to their contact informa-
tion. All calls are free at Google’s 
expense though if a call is made to 
a mobile phone, normal airtime fees 
and/or other fees charged by the 
caller’s provider may apply. 
 

Some technol-
ogy  bloggers 
have  pointed 
out  that 
abuse  of  the 
service can be 
easily 
achieved  and 
as  a  result, 
have  ques-

tioned how long Click-to-Call will sur-
vive.  

They observe how easy it is to con-
nect  two  different  numbers  who 
have no intention of talking to each 
other. 

Yet,  despite  these  concerns,  e-
commerce and e-marketing analysts 
remain  very  optimistic  about  the 
service. The Kelsey Group has pre-
dicted that Click-to-Call advertising 
spending  will  grow  to  between 
US$1.4 billion and US$4 billion by 
2009.  
 

T H E  G O O G L E  G A P  W I D E N S  W I T H  C L I C K - T O - C A L L  
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gotten. The Chinese search engine’s 
popularity boils down to its multime-
dia support features – it can locate 
files in MP3, WMA and SWF formats. 
 

Baidu’s  success  story  is  nothing 
short  of  phenomenal,  achieving 
what no other Internet company has 
been able to repeat to-date: thrash-
ing search engine giants Google and 
Yahoo! on home ground.  
 

The company is steadily continuing 
to gain market share in China, an-
other  remarkable  feat  because  it 
does so in spite of heavy censorship 
from the Chinese government which 
tends to give priority to advertising 
rather than relevant search results. 
However,  in  exchange  for  letting 
censors oversee its Website, Baidu 
has gained the support of the Chi-
nese government, which again in-
creases its dominance in the mar-
ket. Google in China on the other 
hand,  is  regularly  blocked and is 
subject to the same strict rules and 
censorship imposed by the govern-
ment on other foreign Internet com-
panies. 
 

A Brief History of Time 
Baidu  was  founded  by  Robin  Li 
(currently the company’s CEO and 
Chairman) and Eric Xu in 1999 – 
essentially, on the eve of the dotcom 
crash.  

The partners raised US$1.2 million 
from two Silicon Valley venture capi-
tal firms, Integrity Partners and Pen-
insula Capital, and with their seed 
money in hand flew to China where 
they founded Baidu in a hotel room 
overlooking Beijing University's cam-
pus. Nine months later, in Septem-
ber 2000, two other venture capital 
firms, Draper Fisher Jurvetson and 
IDG  Technology  Venture,  pumped 
another $10 million into the startup.  
 

Initially, Baidu started out offering 
search  services  to  other  Chinese 
portals but it was not long before it 
shifted its focus to developing its 
own  stand-alone  search  engine. 
Some members of Baidu's board of 
directors opposed the shift, saying it 
would turn customers into competi-
tors. However, Li stuck to his guns, 
sensing a shift in the market after 
watching the success of Overture, a 
company  in  Pasadena,  California 

B A I D U :  T H E  A R T  O F  M A K I N G  A  H I T  

Often referred to as the ‘Google of 
China’,  the  largest  search  engine 
used in the country -- currently enjoy-
ing more than 60% market share 
there, and pegged as the fourth larg-
est in the world with a market value 
of US$3 billion, Baidu provides an 
index of over 740 million web pages, 
80 million images and 10 million 
multimedia files. 
 

Besides  images  and  text  search, 
Baidu also provides these other ser-
vices: 
• Baidu Zhidao: A Q&A service 
• Baidu Baike: A wikilike encyclope-

dia 
• Baidu Post:  A discussion group 

based on keywords; very similar 
to Google Base 

• Baidu Map: A service similar to 
Google Maps, however, presently, 
detailed maps are only available 
for big cities 

• Baidu Space: A social networking 
platform 

 

Also, just like Google, Baidu uses the 
pay-per-click model for ad revenues. 
 

Aptly  named,  Baidu  means 
‘hundreds of times’ represents the 
persistent search for the ideal. Ac-
cording to Baidu’s founders’, a po-
etic Chinese name was chosen so 
that its heritage would never be for-

Click here to return to the contents page 

have noted  that  while  a  website 
needs to take a more scattered type 
of approach to induce a potential 
customer to make a purchase, a 
phone call  allows a  merchant  to 
quickly identify a customer’s needs 
and  tailor  a  pre-sales  discussion 
around that information.  
 

In addition, even if a website is in-
volved with a purchase, the mer-

chant’s  sales team can take the 
potential client through the steps on 
how to make a purchase, thereby 
having a higher ability of translating 
into an actual sale, and lessening 
the chances of “shopping cart aban-
donment”  (according  to  Double-
Click,  about  57% of  all  shopping 
cart sessions are abandoned). The 
biggest advantage many see with 
Pay-Per-Call is that less time is re-

quired to convert a client and more-
over, the chances of a client getting 
distracted by a competitor’s prod-
ucts/services are also lessened. 
 

While Click-to-Call is still in its in-
fancy, it is a good idea for any e-
marketer to look into it, do their re-
search and consider adding it their 
marketing arsenal.◊ 

By Shanti Anne Morais 
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placing them on the right side of the 
page.  
 

Baidu  no  doubt  still  faces  many 
challenges  ahead.  For  one,  their 
management  is  under  constant 
pressure to deliver knock-out growth 
every quarter, and to be constantly 
ahead of their nearest competitor by 
a high margin. This will not be easy 
with both Google and Yahoo! train-
ing both eyes on China and aiming 
to pump millions of dollars into the 
country’s Internet industry.  Yahoo! 
already  has  one  leg  in  with  its 
merger of operations with Chinese 
Internet  company  Alibaba.com. 
Google is not content with sitting 
pretty and is currently building up a 
huge research team in Beijing. Ana-
lysts note that both Google and Ya-
hoo! will be fierce fighters and warn 
that Baidu should watch its techni-
cal side, which has found its share 
of critics. 
 

A key question many analysts still 
ask though is if Baidu can continue 
to withstand competition from two 
Internet giants which boast superior 
technology  and  are  more  global. 
China has approximately 130 million 
Internet users which makes in sec-
ond in size to the American market. 
With China claiming the title of the 
word’s fastest-growing major econ-
omy, many analysts surmise that it 
will be the site of the next great 
Internet battleground.  
 

Some analysts have noted that en-
trepreneurs in China have a strong 
resilience  and  tenacity  to  foreign 
competition and even have a knack 
for knocking-out many of them. After 
all, the Chinese market is littered 
with the wreckage of American Inter-
net companies that have failed to 
dominate.  For  example,  in  2003, 
eBay  bought  the  largest  Chinese 
auction company and then promptly 
lost market share. In 2004, Amazon 

bought the largest  Chinese online 
merchandiser - and almost just as 
soon, lost market share too.  
 

Analysts have observed that despite 
their strong brand names and their 
money,  the  globally  dominant  US 
Internet companies have yet to take 
the No. 1 market share position in 
any category in the Chinese Internet 
market. Many point to the observa-
tion that there is something funda-
mentally different about the Chinese 
market. It is this fundamental differ-
ence that has led some analysts to 
believe that Baidu will retain its hold 
on the No. 1 position in the country 
and that the real battle is going to be 
about who’s going to be No. 2 in-
stead. 
 

Li is not fazed by the competition 
noting that Baidu's model is working 
supremely well and that the com-
pany has built a loyal base of users 
who value its search capabilities. "At 
the end of the day, if a user finds 
relevant  information,  they'll  come 
back," he says.  
 

Profit and revenue-wise, Baidu has 
made its presence felt. Baidu’s reve-
nue jumped 190 percent in the first 
half of 2006 to US 49.9 million, with 
profit soaring to the giddy heights of 
550 percent, to US$11.7 million. A 
major  reason for  it  being such a 
‘hit’? Baidu’s website attracts mil-
lions  of  young  people  eager  to 
download music files, create blogs 
and search for the most popular im-
ages.  That  Baidu  is  playing  to  a 
whole different drum beat is simply 
an  understatement.  Research  has 
shown that the Chinese are far more 
interested than even the Americans 
in entertainment.  However,  having 
said all this, Baidu’s revenue earn-
ings are still a far cry from Google’s 
revenues – estimated to be around 
US$7 billion in 2006. 

that  sold advertising space corre-
lated with search results.   
 

Hence September 2001 saw Baidu 
begin its own site - Baidu.com. While 
it  did  look  almost  exactly  like 
Google's no-frills home page, it had 
a major advantage in hand - even 
before  Google  launched  pay-per-
click, Baidu allowed advertisers to 
bid for ad space and then pay Baidu 
every time a customer clicked on an 
ad. This strategy paid off in a big 
way as small and medium-size com-
panies in particular loved the idea, 
resulting in the site attracting huge 
amounts of traffic. The rest as they 
say is history. Baidu turned a profit 
in 2004. By this time, Li was already 
pushing for an initial public offering 
in  the  United  States,  insisting  it 
would be a huge branding event for 
a company that had come to be 
called "China's Google."  
 

Baidu went public on Aug. 5, 2005, 
at  US$27 a share.  When trading 
ended  that  day,  shares  of  Baidu 
closed at $122, up 354 percent, the 
biggest opening on NASDAQ since 
the dot-com peak in 2000. Li’s in-
stinct held true and Baidu was now 
a US$4 billion company. 
 

A Path of Roses it is not 
Despite this, there were of course 
still the company’s detractors and 
nay-sayers.  Many  analysts  said 
Baidu's stock was ridiculously over-
valued. It eventually tumbled to as 
low as US$44 before rebounding. In 
addition, at the time of the I.P.O., 
some critics attacked Baidu's zeal-
ousness for ad revenues. Its critics 
noted,  for  example,  that  a  Baidu 
search for the word "heart attack" 
turned up ads for hospitals that paid 
for top spots in results rather than 
returning information on heart at-
tacks itself. In comparison, Google 
and  Yahoo more  clearly  separate 
ads from relevant search results by 
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pany is staying firm to its corporate 
mission to provide the best way for 
people to find information in the Chi-
nese language. In order to do this, Li 
advocates listening carefully to their 
users’ needs and wants and always 
asking  themselves  the  following 
core questions: Have they collected 
all  the Chinese web pages users 
want to see? Have they returned 
those search results instantly? 

In addition, the company believes in 
constantly making improvements to 
their products and services. An ex-
ample of this,  the introduction of 
“phonetic”  or  “pinyin”  searches, 
which allows Baidu users to type in 
Chinese keywords using the English 
alphabet. 

On top of serving individual users, 
Baidu also serves as a media plat-
form for online marketing custom-
ers. The company’s marketing prod-
ucts and services use a Pay for Per-
formance model which it believes is 
a  much  more  cost  effective  and 
measurable model than the tradi-
tional  flat  fee  charges  of  other 
online advertisers. 
 

Extending this philosophy, in Decem-
ber 2006, the company announced 
a strategic alliance with Microsoft on 
paid search services. Microsoft will 
display Baidu's paid search listings 
on the search results pages of cer-
tain  Microsoft  websites,  including 
MSN, Live, and other partner web-
sites in China. 

"Microsoft is committed to bringing 
innovative online services and soft-
ware, including search services, to 
Chinese Internet users,"  says Erik 
Johnson, General  Manager,  Micro-
soft Online Services Group, Greater 
China. "China is one of our most im-
portant markets and the strategic 
alliance with Baidu will help us pro-
vide new opportunities for advertis-
ers which will further enhance our 
search business in China." 

"Baidu's partnership with Microsoft 
recognizes the huge potential and 
rate of growth of the Chinese online 
search  market",  adds  David  Zhu, 
COO of Baidu. "We are delighted to 
share our rich business experience 
and channel resources with our part-
ners and contribute to the overall 
development of the Chinese search 
market."  
 

December 2006 was also memora-
ble for Baidu, because it announced 
its decision to expand its footprint 
into the Japanese search market in 
2007. 
 

Commenting on this Li notes, ''Since 
our successful listing on NASDAQ in 
2005, we have been committed to 
delivering the best user search ex-
perience  in  Chinese  language 
search  and  creating  exceptional 
value for our shareholders. We be-
lieve  that  our  proven  strength  in 
non-English  language  search,  the 
high internet penetration in Japan, 
as well as similarities between the 
Chinese  and  Japanese  languages 
make this market an ideal next step 
for Baidu.'' 
 

According  to  Li,  Baidu  conducted 
more than six months of extensive 
research into the development of 
Japanese language search technol-
ogy before it announced its decision 
to enter the market. 

''We  are  confident  that  Japan's 
search engine users will appreciate 
Baidu's powerful Japanese language 
search technology that will offer a 
user- friendly alternative to existing 
search engines,'' says Li. 
 

It definitely looks like there is no 
turning  back  for  Baidu  and  that 
there is more to come from this Chi-
nese company.◊ 

By Shanti Anne Morais 

On the legal side, Baidu has also 
faced its share of problems including 
lawsuits by music companies such 
as Warner, claiming that the Internet 
company has violated copyright laws 
on music files. Baidu’s response to 
this  it  that  it  does not believe it 
should be held responsible for sim-
ply offering linking to other sites.  
 

Not surprisingly, in a country ram-
pant  with  claims  of  click  fraud, 
Baidu’s name has not emerged un-
sullied, with a Beijing hospital claim-
ing  that  Baidu  orchestrated  a 
scheme in which a Baidu affiliate 
kept clicking on the hospital’s ads to 
increase the fees it had to pay the 
company. Baidu’s answer to this is 
that it actively policies click fraud. 
 

Despite these hurdles, no Internet 
company in China is growing as fast 
as Baidu, which had more than 50 
percent of the pay-per-click market 
in the first half of year, up from a 37 
percent share in the same period a 
year ago, according to Analysys, a 
research firm in Beijing. On the other 
hand, both Google and Yahoo have 
both lost ground in the country, with 
each company holding 16 percent 
pay-per-click shares for the first six 
months of 2006.  
 

Giving the users what they want 

Baidu is not being overwhelmed by 
the obstacles in its way or by the 
ferocity of its competitors. The com-

Click here to return to the contents page 

From Page 27 — Baidu: The Art of making a Hit 



Page 29 L E G I S L A T I O N  

click, without having any actual in-
terest in the target of the ad’s link.” 

According to Perry,  the most com-
mon  method  of  click  fraud  is 
through the use of “bots” – online 
robots programmed to click on ad-
vertisers’ links that are displayed on 
Web sites or listed in search queries 
– and botnets – a collection of con-
trolled programs to do whatever the 
‘herder’  wants.  For  example,  he 
notes, botnets can raise the popu-
larity of one product over another. 
He adds that an average of 50% of 
machines in an ISP’s network, are 
infected by botnets. 
 

Click fraud is also perpetrated via 
the human route for example,  by 
employing low-cost workers who are 
hired in China, India and in other 
countries to click on text links and 
other ads. According to a report in 
the India Times, residents are being 
hired to click paid links from home, 
with the hopes of making between 
US$100 to US$200 per month. 
 

Another form of click fraud occurs 
when employees of companies click 

on rivals' ads to deplete their mar-
keting budgets and skew search re-
sults. 
 

Unfortunately,  human  operations 
can be more difficult to detect be-
cause a wide network of people can 
click  on  ads  from  different  com-
puters across many regions, without 
a steady pattern. 
 

“Click fraud is a good example of 
how  crime  is  moving  away  from 
email to the Internet. Click fraud is 
what we call a web-based threat and 
as the click through industry evolves, 
so will click fraud, mainly because it 
offers a very high profit margin. Click 
frauds’ rise goes hand in hand with 
the rise of cybercrime and Asia is 
listed as the new growth region for 
cybercrime. Although the extent of 
click fraud is impossible to measure 
with  any  certainty,  its  persistence 
has exposed a fundamental weak-
ness in the promising business of 
Internet  search marketing,”  elabo-
rates Perry. 
 

He points out that a lot of money 
made of the Internet is for advertis-
ing, and he adds that this is the 
most honest way of advertising. “So 
many people actually look at the ads 
unlike other mediums such as televi-
sion, and what’s even better is that 
the click rate of  the ads can be 
monitored. The downside is -  just 
how many of the clicks are real? 
There are not very good methodolo-
gies to see how honest the clicks 
really are.” 
 

Perry goes on to say that many peo-
ple are producing fraudulent clicks 
simply because there’s real money 
and profit in it. Affiliate marketing 
comes in, in a big way here too, he 
adds, as many people set of illicit 

Pay-per-click is the fastest-growing 
segment of all  advertising reports 
the Interactive Advertising and ac-
cording to many marketing experts, 
is poised to become the single most 
important  form  of  marketing  in 
many countries. But, is click fraud 
set to bring it plummeting down? 
 

The ramifications of click fraud are 
already starting to resonate through-
out the search engine industry. By 
splitting revenue with the sites that 
host the ads, search engines have 
become, in effect, the Internet's ven-
ture capitalists, funding the content 
that attracts people to the computer 
screen.  But,  unlike  the  VCs  who 
backed  the  boom-era  Internet, 
search engines now provide revenue 
to thousands of wildly diverse sites 
at little up-front cost to them. PPC 
advertising is one of the few income 
sources  available  to  bloggers,  for 
instance. If rampant click fraud over-
whelms the system, it will put a muz-
zle on the Internet. The figures are 
already scary: As much as 70% of 
online  advertising  spending  is 
wasted because of click fraud. In 
2004, at least US$500 million in 
pay-per-click online advertising ex-
penditure was wasted through click 
fraud. By 2008, the estimated cost 
of click fraud to online advertisers 
will be in excess of US$1.6 billion. 
Corrupt  affiliates  of  ad  networks 
such as Yahoo! and Google account 
for 85% of all click fraud.  
 

But what exactly is click fraud? 

David Perry, global director of edu-
cation,  Trend  Micro,  Inc.,explains, 
“Click fraud occurs in pay per click 
online advertising when a person, 
automated script or computer pro-
gram imitates a legitimate user of a 
web browser clicking on ad or the 
purpose of generating a charge per 
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Source:  
ClickForensics 
 

 
* Derived using average 
threat level across all in-
dustries and keywords 
monitored by ClickForen-
sics broken down by 
Country of Origin. 
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He adds that everybody will have to band 
together to combat click fraud – including 
the ISPs, search engines, advertisers and 
the users. The future of Internet Security 
according to Perry, depends on: 

• The actual systems we use have to be 
more  secure  (e.g.  browsers,  applica-
tions, etc.) 

• Security products have to get better. In 
addition,  Perry  feels  that  substantial 
portions of what we call the Internet will 
have to be rebuilt with security in mind 
in order to make it more secure for eve-
rybody 

• User  education  –  users  have  to  be 
made aware of the problem 

• The role of law. Currently, what’s hap-
pening is the haphazard prosecution of 
cyber criminals. 

 

There is no doubt that click fraud has be-
come pervasive and will continue to do so 
until a good solution is found, and every-
body works together to ensure it is imple-
mented. Until then search engines like 
Google and Yahoo!, PPC firms and adver-
tisers, and maybe even users, will be em-
broiled in a game of cat and mouse with 
its perpetrators.  

Even as the search en-
gines beef up their de-
fenses,  click  scammers 
are becoming more so-
phisticated,  increasingly 
deploying complex soft-
ware to disguise the ori-
gins of clicks.  
 

For  now,  many  search 
companies maintain that 
the click fraud problem 
on their networks is un-
der  control.  Unfortu-
nately, the major burden 
still rests squarely on an 
advertiser's shoulders to 
identify click fraud, build 
a  legitimate  case,  and 
demand a refund where 
a refund is due. So if you 
are  in  PPC,  audit  your 
logs for suspicious activ-
ity,  and  contact  your 
search engine if you sus-
pect any foul play at all, 
After  all,  every  click 
counts.◊ 

By Shanti Anne Morais 

affiliate  marketing  domains  to  get  the 
clicks and make their money. In addition, 
bigger criminals have been accused of 
artificially raising the price of company 
stocks  (stock  manipulation)  and  stock 
fraud is set to become a huge problem. 

“There is definitely an organized crime 
element in click fraud. It is not perpe-
trated by amateurs alone. Click fraud is 
attractive because of its ability to gain 
large amounts of money/profit. However, 
the stealing of important data is also a big 
problem. Right now, click fraud is low risk, 
high gain,” says Perry. 
 

Commenting on click fraud and if legisla-
tion will help relieve the situation in any 
ways Perry states, “Click fraud is not a 
new phenomenon – it has been in the 
news for the past 4 years and only lately 
has legal action started to take place. 
Legislation will only help if it is good legis-
lation and fairly enforced. 
 

In  addition,  technological  solutions  are 
coming into place, but Perry admits that 
there are very few solutions that are pres-
ently available to combat click fraud and 
they are not very effective. 
 

From Page 29 — Click Fraud: Still a cat and mouse game 

Click here to return to the contents page 
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• Pages generated dynamically by 
other types of database software 
(e.g., Active Server Pages, Cold 
Fusion) can be indexed if there is 
a stable URL somewhere that 
search engine spiders can find. 
Once these were largely shunned 
by search engines. There are now 
many types of dynamically gener-
ated pages like these that are 
found in most general web 
search engines. There must a 
stable link to the page some-
where 

 

While researchers have recently 
managed to discover how to crawl 
the invisible Web in an automatic 
and promising way, the fact remains 
that the problem is far from being 
solved. 

There are still some hurdles search 
engine spiders cannot leap, and 
these still create an enormous set 
of web pages that cannot be found. 

• Search engines still cannot type 
or think. If access to a Web page 
requires typing, Web crawlers 
encounter a barrier they cannot 
go beyond as the neither search 
online catalogs nor enter a pass-
word or login.  

• Contents of Searchable Data-
bases. Most of the invisible Web 
is made up of the contents of 
thousands of specialized search-
able databases made available 

via the Internet. When you type a 
search in one of these data-
bases, the search results are de-
livered to you in Web pages that 
are generated just in answer to 
your search. Rarely are such 
pages stored anywhere: it is eas-
ier and cheaper to dynamically 
generate the answer page for 
each query than to store all the 
possible pages containing all the 
possible answers to all the possi-
ble queries people could make to 
the database.  

• Google Scholar is a collection of 
citations with links to publishers 
or other sources where one can 
try to access the publication in 
full text. If you search Google 
Scholar, you find a lot of journal 
article references, but you can 
still see only a tiny fraction of all 
the scholarly publications that 
exist online. The reason is that 
Google Scholar is only able to 
provide citations to journal con-
tents for which its crawlers can 
find stable links. It cannot con-
struct searches or enter pass-
words to go into password-
needed, copyright-protected arti-
cles in many publishers' data-
bases.  

• Excluded Pages. There are some 
types of pages that search en-
gine companies exclude by pol-
icy. There is no technical reason 
they could not include them if 
they wanted to. It's a matter of 
selecting what and what not to 
include in databases that are 
already huge, expensive to oper-
ate, and whose search function 
is a low revenue producer.  

• Dynamically generated pages of 
little value beyond single use. 
Think of the billions of possible 
web pages that can be generated 

The invisible Web a.k.a. the deep or 
hidden Web is estimated to be two 
to three or more times bigger than 
the visible web and stands for all 
pages on the Word Wide Web that 
are not part of the generally dis-
played so called “surface Web”, in-
dexed by search engines.  

Pages that are excluded from 
search engines by policy or those 
that cannot be accessed by search 
engine spiders are among it as they 
are not visible in search engine re-
sults. The invisible Web consists of 
pages which are not linked to by 
other pages (e.g. dynamic pages 
which are returned in response to a 
submitted query) and also includes 
sites that require registration or oth-
erwise limit access to their pages, 
prohibiting search engines from 
browsing them and creating cached 
copies. Pages that are only accessi-
ble through links produced by 
JavaScript and Flash also often re-
side in the invisible Web since some 
search engines are unable to prop-
erly follow these links.  

Non-textual files such as multimedia 
(image) files, Usenet archives and 
documents in non-HTML file formats 
such as PDF and DOC documents 
used to form a part of the invisible 
Web, but search engine spiders and 
indexing programs have overcome 
many technical barriers in the 
meantime like:  

• Pages in non-HTML formats 
(PDF, Word, Excel, Corel suite, 
etc.) are "translated" into HTML 
now in most search engines and 
can be "seen" in search results. 

• Script-based pages, whose links 
contain a question mark or other 
script coding, are no longer ex-
cluded by most search engines. 

T H E  I N V I S I B L E  W E B   

continues on Page 32 
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by all the people who have for 
example, looked for books in 
online catalogs. Each of them is 
creating a results page in re-
sponse to their specific need. 
Search engines do not want all of 
these pages in their Web data-
bases as they would be clutter of 
little interest to anyone.  

• Many databases in this category. 
There are many thousands of 
public-records, official and spe-
cial-purpose databases contain-
ing government, financial, logisti-
cal, and other types of informa-
tion that is needed to answer 
very specific inquiries of interest 
to very few people. Even if stable 
links existed to such pages, 
search engines would not want 
them as it’s only more confusion.  

However, it is helpful that compa-
nies like Yahoo! and Google have 
recognized that a large amount of 
useful data remains hidden in the 
deep Web and have come up with 
alternative methods to trawl the in-
visible web. For example, in 2005, 
Y a h o o !  l a u n c h e d  Y a h o o !
Subs cr ip t i ons  ( see  h t tp ://
search.yahoo.com/subscriptions), a 
search engine that searches 
through a few subscription-only 
websites. And Google’s Sitemap 
P r o t o c o l  ( s e e  h t t p s : / /
www.google.com/webmasters/
tools/docs/en/protocol.html) as 
well as mod_oai (Download: http://
www.modoai.org/software.html) are 
mechanisms that allow search en-
gines and other interested parties to 
uncover deep Web resources on 
particular servers. In addition, there 
are other search tools that are de-
signed to retrieve information from 
the invisible Web too by setting their 
crawlers to identify and even inter-
act with searchable databases, and 
thereby access deep Web content. 
Another method of deep crawling is 

doing so by subject category, topic, 
or specific verticals. Deep Web 
search engines such as Northern 
Light, Alacra and CloserLookSearch 
are currently able to do this. They 
can even search dynamic or pass-
word protected pages that are oth-
erwise closed to other search en-
gines.  

Yahoo! directory search pioneered 
the concept of classifying search 
results by topic, and this is fast gain-
ing popularity. However, mainly only 
the surface Web is tapped and not 
the invisible Web, which poses here 
a big challenge as it requires two 
levels of categorization: 

• The categorization of sites into 
vertical topics (for example, auto-
mobiles, software and so on) and 
the categorization of sub-topics 
according to the nature of the 
content underlying their data-
bases. Thankfully, already several 
deep Web directories are under 
development. 

• A more difficult challenge is to 
categorize and map the informa-
tion extracted from multiple deep 
Web resources according to end-

user needs. Unlike traditional 
search reports, invisible Web 
search reports cannot display 
URLs. Hence, there is the prob-
lem that end-users expect their 
search tools to find what they are 
looking for fast, to be user-
friendly and also intuitive. Cur-
rently, the format in which search 
results are to be presented varies 
widely by the particular topic of 
the search and the type of con-
tent exposed. The challenge 
therefore is to find and map simi-
lar data elements from multiple 
disparate sources so that search 
results may be exposed in a uni-
fied format on the search report 
irrespective of their source. 

How to Find the Invisible Web  

Simply think "databases" and keep 
your eyes open. You can find 
searchable databases containing 
invisible web pages in the course of 
routine searching in most general 
Web directories. Use Google and 
other search engines to locate 
searchable databases by searching 
a subject term and the word 
"database". If the database uses the 
word database in its own pages, you 
are likely to find it in Google. The 
word "database" is also useful in 
searching a topic in the Google or 
Yahoo! Directory, because they 
sometimes use the term to describe 
searchable databases in their list-
ings.  

In addition to what you find in 
search engine results and most web 
directories, there are these gold 
mines you have to search directly. 
This includes all of the licensed arti-
cle, magazine, reference, news ar-
chives, and other research re-
sources that libraries and some in-
dustries buy for those authorized to 
use them. The contents of these are 
not freely available: libraries and 
corporations buy the rights for their 

continues on Page 33 
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authorized users to view the con-
tents. If they appear free, it's because 
you are somehow authorized to 
search and read the contents (library 
card holder, member of the company, 
etc.). As part of your wise Web search 
strategy, spend a little time looking 
for databases in your field or topic of 
study or research. Remember, how-
ever, that all proprietary information 
(most of the journals, magazines, 
news, and books) are not freely avail-
able.  
 

The Ambiguity Inherent in the Invisi-
ble Web:  

It is very difficult to predict what sites 
or kinds of sites or portions of sites 
will or won't be part of the invisible 
Web. There are several factors in-
volved: 

• Which sites replicate some of their 
content in static pages (hybrid of 
visible and invisible in some combi-
nation)? 

• Which replicate it all (visible in 
search engines if you construct a 
search matching terms in the 
page)? 

• Which databases replicate none of 
their dynamically generated pages 
in links and must be searched di-
rectly (totally invisible)? 

Search engines can change their poli-
cies on what the exclude and include. 
 

Attention: The deep Web should not 
be confused with the term dark Web 
which refers to machines or network 
segments not connected to the Inter-
net. While deep Web content is ac-
cessible to people online but not visi-
ble to conventional search engines, 
dark internet content is not accessi-
ble online by either people or search 
engines. ◊ 
 

Want to learn more about the Invisi-
ble Web?  

Wikipedia- The Free Encyclopedia 
provides a fairly up-to-date summary 
of the problems, current state, and 
technologies associated with the phe-
nomenon. Click here 
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Dear Reader,  
 
Welcome to our first issue of Asian e-Marketing in 2007!  

I hope you had a good start in the New Year. 

With a current readership of 13,500, I am proud to announce that Asian e-Marketing could 
gain 2,250 new readers in 2006 alone. The success encouraged us to produce Asian eMar-
keting now every two month instead of quarterly to empower you even more in 2007 with 
tips, best practices, trends/statistics, legislation affecting e-marketing, and e-marketing 
leadership profiles of the Asia Pacific region.   

You’ve probably heard about SEO, but what about SEM? I look forward to accompanying your journey into SEM with tips 
and useful information centering on online marketing in Asia, to help you cope with SEM's increasingly competitive and 
costly landscape. The business world is steadily getting more competitive and demanding every minute, as both the pace 
of business as well as the number of participants is continuously increasing. For marketers, this means that they are 
battling for attention against an ever-shrinking time frame in an ever-more crowded arena. Therefore, it’s not surprise 
that search has become one of the hottest topics in online marketing as Search Engine Marketing (SEM) is critical to 
sales, visibility, advertising, and even branding. 

 

This quarter has some really interesting events for e-marketers to check out and which we will be supporting as media 
partners: 
 

Pacific Conferences’ Digital Marketing 2.0 is a must-attend event for all marketers and professionals staying abreast 
with the Web 2.0 wave. The conference will be held from 5-6 March 2007 at Singapore’s Grand Copthorne Waterfront, 
and in Hong Kong from 8-9 March 2007 at the Excelsior, Hong Kong. Fill yourself up with the latest marketing know-how 
in the digital scene. Digital Marketing 2.0 offers marketing insights on how to mix digital channels and new media that 
will power-up and extend the reach of your marketing campaign. Glean tips on how to excite and convert your leads into 
brand advocates, whilst staying on track with marketing objectives with a focused e-metrics approach.  

For more information, click here: http://www.conferences.com.sg/conf-dm.htm 
 

Also, Terrapinn’s Mobile Content World Asia is back! To be held from the 20th-22nd March at Suntec International Exhibi-
tion & Convention Centre, Singapore, the 3-day information-packed event is a director level, interactive conference ex-
perience. Get ready to explore future developments and provide valuable advanced insights into the hottest topics sur-
rounding games, music, multimedia, messaging, gambling and marketing. The conference will also cover the latest busi-
ness models and strategies from content, carriers, handsets and technology companies focused on consumer content.  

Learn more here: http://www.terrapinn.com/2007/mcw_sg/ 
 

Have you ever asked yourself the following questions: What does digital convergence mean to your business? Will digital 
convergence result in broadcasting losing its edge? What does the future have in store with the advent of digital conver-
gence? Then, don’t miss Avail Corporation’s Digital Convergence 2.0, which will be held in Singapore from the 26th-27th 
of March 2007. Take charge of this opportunity and join digital marketing experts and industry peers in the latest discus-
sion and industry walkthrough to engage your consumer in the digital era! Are you ready for the digital revolution be-
cause the consumer is! Find out more here: http://www.availcorp.com 
 

As always, I welcome your valued comments.  

See you again in March, 
 
 
 
 
 

Daniela La Marca 
Editor, Asian e-Marketing 
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