
  [image: 1.png]


  
    

  


  
    [image: ]

  


  
    

  


  
    [image: ]

  


  
    

  


  
    Book Presentation Turn Clicks Into Customers by Duane Forrester


    Book Abstract


    About the Author

    Important Note About This Ebook


    Summary of Turn Clicks Into Customers (Duane Forrester)

  


  
    Book Presentation Turn Clicks Into Customers by Duane Forrester


    Book Abstract


    MAIN IDEA


    Monetizing a Web site takes planning and work. You need to have two different activities happening at all times:


    
      	Clicks – You need to get people to come visit your Web site where they can be exposed to your offers.


      	Customers – You need viable and workable strategies to convert those visitors into customers.

    


    Your ultimate success or failure will depend on doing both these things well, or having both clicks and customers happening.


    What is less well-known is the fact you have to set up your Web site to handle each source of traffic in an optimal way if you want to maximize your revenues and the amount of business you generate. Each source of traffic has its own best practices and insider secrets when it comes to converting clicks into customers. Focus on matching the “how you get people to buy” with “how you get people to visit” and your conversion rate will increase – and maybe even go off the dial.


    About the Author


    DUANE FORRESTER is a senior program manager with Microsoft. He has responsibility for MSN’s internal search engine optimization (SEO) program. He is a moderator at searchengineforums.com and publishes his own blog. Mr. Forrester also writes a monthly column for www.searchengineland.com and is a frequent keynote speaker at search industry conferences. He is a graduate of the University College of Cape Breton. Mr. Forrester is the author of How to Make Money With Your Blog.


    Mr. Forrester’s blog is at www.theonlinemarketingguy.com.


    Important Note About This Ebook


    This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, viewpoints and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.


    Summary of Turn Clicks Into Customers (Duane Forrester)


    1. Strategy #1


    For many sites, search engines account for 75 percent or more of total inbound traffic – so getting search engine optimization right can have a profound impact on overall revenues. The keys to strategy #1 are:


    
      	Know the essentials of how to set up your site.


      	Organize an editorial plan for your content.


      	Base your conversion process on the five pillars of trust.


      	Simplify the path through the sales process.


      	Narrow your scope and think local.

    


    There are three basic ways you can use search engines to generate traffic for your Web site and each needs to be handled differently in order to maximize your revenues:
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      	Organic search results are where you appear in the results when people search for a term. To enhance the amount of traffic you receive from organic searches, you can and should build your site around the concepts of search engine optimization (SEO). Organic search campaigns have lower costs and tend to yield better long-term results but take longer to get up and running.


      	Paid search campaigns are where you buy traffic from the search engines. The price you pay varies according to your priority placement but the direct costs involved mean you’re generally trying to drive more immediate sales.


      	Local search marketing is where you try to link your search results to a selected city or community. You’re trying to make your physical location and phone number an integral part of what is seen and found.

    


    A sales funnel approach tends to be used in all three search engines strategies which looks something like this:
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      	Early in the process, people are researching out their options and seeing what’s available. Organic search is at the forefront here. When people come to your Web site, you want them to get the impression you have lots of material available for them to access.


      	Weighing options is where visitors do some comparison research. They compare what you offer to what your competitors offer. Only those who are thinking about purchasing will do this.


      	When people have decided to purchase, they then start evaluating your checkout system to see whether it is clean and clear-cut. Paid search marketing tends to deliver people who are already motivated to buy and you should have action-oriented landing pages available to facilitate this.

    


    There are five basic keys to making search engine marketing (organic, paid and local) work effectively for you in turning clicks into customers:


    1. Know the essentials of site set up


    You have to start by figuring out which keywords people are most likely to use when they look for what you have to offer and then design your site to cater to those intentions. Tools available which can help you do this include:


    
      	www.wordtracker.com


      	www.keyworddiscovery.com


      	www.hittail.com


      	Try and get a short and memorable domain name which aligns with whichever keywords which are most applicable.


      	Keep your site structure simple. Burying key content five layers deep makes it appear less important to search engine crawlers.


      	Have descriptive and accurate page titles, meta descriptions, meta keywords, H tags and image ALT tags. (Google any of those terms for more technical details.)


      	Spread your content out over multiple pages so your site has stickability. At least 100 unique pages is important to look authoritative. About 250 words to a page is best for search engines.

    


    2. Organize an editorial plan for content


    Your Web site will rank better and convert better if you have a well-thought-out editorial plan rather than a random collection of stuff. A good editorial plan will help you provide visitors with a deep and rich experience. It will also drive search engines to visit your site more frequently and to index it more deeply which is exactly what you want to happen.


    Plan your site logically to work towards what your overall aim is. Link your editorial plan with a corresponding calendar which sets out when you will be updating your site with fresh content. If you’re consistent in posting new material on your Web site, you will keep users and search engines coming back for return visits more frequently.


    It’s even worth investing the time to rewrite the descriptions of your products periodically. If you have repetitive product descriptions which are found all over the Web, you’ll be less successful than if you have unique descriptions which are richer and more detailed. Watch how users are interacting with your current content and figure out new and creative ways to deliver more of what they like. Great content will also enable you to build more links to your Web site. Not only will more links enhance your search engine ranking but it will also increase your reputation. When it comes to links, quality trumps quantity every time but always be working to progressively increase the number of links you have in place over time.


    3. Base conversion on five pillars of trust


    Web site visitors who come from organic searches are less likely to be focused on making an immediate purchase. To convert these people into customers, you have to think about what matters to them. They won’t buy anything until they trust you. To build that level of trust, focus your site around five pillars:
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      	Authority – rather than having bare details about the things you offer for sale, you need to include detailed explanations, descriptions, multiple images and more. If you can prove you’re trustworthy, search engines and users will view you as the authority in your field.


      	Explanations – if you provide users with information which details how-to do things, they will trust you more. Start with a comprehensive Frequently Asked Questions (FAQ) section and then add tutorials, user guides, calculators and so forth.


      	
        Simplicity – users will trust you more if they don’t feel overwhelmed. To enhance trust:

        
          	Put important information at the top of each page.


          	More detailed information then goes lower on the page.


          	Keep everything logical and consistent in the way it flows.

        

      


      	Follow-up – create ways for people to keep talking further on future visits. A great way to do this is by incorporating a wish list separate from the shopping cart. Users can put items of interest in their wish list and be reminded of them next time they come to your Web site.


      	Security – you need to build in all the expected layers of security so you can assure users their details are safe when they transact business with you.

    


    Developing trust is the name of the game, especially when you traffic comes from organic search sources. To convert these visitors into customers, you have to engender feelings of trust. By doing things which build on these five pillars. Focus on building trust first and then engaging in commercial transactions will seem like the natural next step.


    4. Simplify the sales process


    When people come to your Web site from a paid search source (such as Google AdWords), they’re primed to make an immediate decision whether or not to buy what’s on offer. To cater to these people and increase the odds they will buy, you need to make the sales process simple and direct.


    The key here is normally to develop a unique “landing page” – that is, a page which has been optimized for the people who respond to one of your paid ads. A good landing page will facilitate sales by incorporating all the information needed to make a decision with a clear and immediate transaction step. Landing pages drive visitors through the sales funnel and then on to conversion in one step.


    Landing pages can be reworked versions of other Web pages on your site or custom built from the ground up. The good thing about using landing pages is you can readily track results, run back-to-back comparison tests between different versions and learn how to increase your conversion rate. Well-designed landing pages have the same theme as the ads used to generate the traffic in the first place and then guide users right through to completion of the purchase process.


    5. Narrow your scope and think local


    Local search means you want to be found relative to your geographic location rather than your industry. It means you want to get people into a bricks-and-mortar building to make a purchase. This search mode is a great way to build foot traffic rather than eyeballs.


    To excel in local search, all you need a physical address and phone number rather than a Web site. Google allows businesses to sign up for local search using a fill-in-the-blanks online form. To verify the information submitted is correct, a technician from Google will contact you by phone or they will mail a postcard to your mailing address with a confirmation number you can use to complete the verification process.


    Converting local search traffic into customers is all about availability pure and simple. If you’re a service business like a plumber, you need to be reachable at any time through a 24-hour hotline. If you’re wanting people to come into your store, you need to be open the hours you specified in your local search listing. Most local searches get followed up with a phone call or an in-person visit rather than by e-mail so you need to be available. Sometimes, how quickly you return someone’s call for help will be the thing that makes the sale for you.


    Local searches are like an interactive and constantly updated Yellow Pages. Converting traffic from these sources into customers will require all the usual old-school tactics. How well you treat your customers will determine whether they buy again (or buy at all) and whether they recommend you to their friends. Cover all the bases, run a sound operation and local searches can work very well for you.


    “‘Discoverability’ is probably the biggest hurdle all businesses face. Conventional stores need a good location with lots of foot traffic to keep the sales flowing. Online, the same rules apply. You need users coming to your site. It’s the first step in the conversion process. No visitors equals no sales. Ensuring that your site is discoverable is critical. By ensuring that your Web site is easy to navigate, users will be able to find products and services easily. This is not only what most users expect when transacting business, but it is also something the search engines pick up. If you make your site simple, users will find your products and services easily.”


    – Duane Forrester


    “Your Web site must be able to manage multiple jobs simultaneously. Like any good multitasker, it needs to be good at each thing it takes on, as any deficiency will undermine the entire site. A Web site needs to be an educator. It needs to be a salesperson. It should be a trusted resource. It could even be a community. By successfully balancing some or all of these jobs, your site can be a leader in your chosen area. Success online depends as much on getting traffic as it does on what you do with the traffic.”


    – Duane Forrester


    2. Strategy #2


    Integrating banner ads into your own site is a viable and effective way to monetize your Web site. They’re also a great way to deliver prequalified users to your Web site as well. The keys to strategy #2 are:


    
      	Find good places to place your banners either through networks or by approaching niche leaders directly.


      	Develop highly visual banner ads.


      	Do ongoing back-to-back comparison testing and find out what exactly works best for you.


      	Always incorporate a solid call-to-action.

    


    1. Find good places to run your banners


    The two general approaches to finding good sites to run your banners are to use a network (such as Google AdWords) or to identify Web sites you want to advertise on and approach them directly. Both approaches have their advantages and disadvantages. When you use a tier two ad network, for example, you may not like where your ads ultimately appear and this can mean you get associated with less than desirable Web sites. Approaching Web sites directly can take a lot of time and it’s not always easy to tell how much traffic they actually have.


    Banner ads come in a wide variety of shapes and sizes and placement positions. Generally speaking, larger banners outperform small ads and banner locations at the top of a page are best. Try and get your ads “above the fold” – above the point at which users scroll down – on a Web page if at all possible. Regardless, it pays to discuss performance expectations up-front when negotiating advertising placement. If performance exceeds expectations, you can keep going. If it falls below your goal, you can ask for more ads or change to a pay-for-performance model instead.


    2. Develop highly visual banner ads


    The cliché states: “A picture is worth a thousand words.” When it comes to banner ads, that’s an understatement. The best performing banner ads have eye-catching, highly appealing pictures combined with a dynamic call-to-action which promises mouthwatering benefits.


    It won’t always be obvious what visual images will work best so come up with a series of possibilities you can test. Your visuals need to be crisp and light so your banner ad will load quickly. Develop multiple versions of every banner ad you put together. Banner ads have a way of going stale quickly so you need to have a supply of fresh ads waiting in the wings to slot in whenever your existing banner ad starts to lose steam. Generally speaking, you will only get three to four weeks use out of each banner ad before results start tapering off.


    Don’t forget animation works well for banner ads. There are some very good rich media packages like Adobe’s Flash or Microsoft’s Silverlight which allow you to build some eye-catching banners which incorporate movement to enhance noticeability. Take advantage of what’s out there.


    3. Do back-to-back comparison testing


    Due to the fact banner ads are placed on Web sites, it’s easy to test one ad against another to see which works best. You can and should vary the graphics, the call-to-action and all the other elements of your respective banner ads. You can test how smaller ads compare with bigger ads, and more. Have customers show you how to improve your ads for future use. Over time, you can recycle top-performing phrases, words and graphics to come up with hybrids which work well.


    As already mentioned, plan on changing your banner ads frequently. Don’t let them become stale. Be trying new ideas and new approaches all the time.


    4. Always have a solid call-to-action


    Generally speaking, you will only have about 5 to 15 seconds to engage the interest of Web site visitors and to get them to click on your banner ad. If you haven’t hooked them in that time and motivated them to click on your ad for more information, they will go elsewhere on the Web site. The only way you’re going to pull that off is if your banner ad makes clear and obvious the immediate action you want them to take: “Buy today”, “Click for your discount”, “Enroll now”, “Sign Up Now”, and “Contact us today.”


    In addition to your clear-and-obvious call to action within your banner ad, you also need to have a dedicated landing page ready which matches that specific call-to-action. To expect people who click on a banner ad to want to troll through your Website searching for what interested them in the first place is unrealistic. It’s far more important to have a very tightly focused landing page in place which encourages interaction with the user right from the get-go.


    Make it as easy as possible for them to take further action. Have pages which load quickly and which are prepopulated with the information you’ve already gathered. Don’t ask for more personal information that is actually required. Pay careful attention to the details so you provide every feasible incentive for them to move forward rather than head off somewhere else.


    Watch the data closely for more tuning clues. If you notice that people click on a banner ad but then end up purchasing something entirely different, you may be better off developing banner ads for the items which are moving. By showcasing those items people have shown they’re buying at present, your overall results might move upwards by a healthy margin.


    All of these keys also apply when selling ads on your site as well. If you join a program like Google’s AdSense, you’ll be provided with all kinds of analytical tools for measuring and tracking the effectiveness of the ads you offer. Share that data with advertisers. To get good advertisers locked in to your site, there are various incentives you can offer them – like a discount if they will commit to advertise with you for the next six months or longer. See if you can offer smart ad rotation systems so all advertisers get a bite at being in favorable locations periodically. Be prepared to redesign your Web pages so advertisers can try different banner ad sizes and so forth.


    The other benefit of gathering loads of data about how your


    

    

    
      	Make your videos interesting, unique and memorable.


      	Keep it short.


      	Don’t forget to fill in all the contextual detail pages – so people will be able to find your material.


      	Hit a good balance between selling and educating viewers.

    


    1. Make your videos interesting


    

    

    2. Keep it short


    

    3. Provide contextual details


    

    
      	You can embed your video on a landing page which has textual content related to the topic on that page. The search engine will automatically assume the embedded video is related to that content.


      	You can provide the search engine with a written transcript of the content of the video for indexing.


      	When listing your video on YouTube or elsewhere, you can input a bullet list of key points or even a short script when you upload your video.


      	You can optimize the URL of your video so it contains keywords which relate to the content.


      	You can encourage viewers to leave comments about what they’ve seen. The more comments that get left, the better the search engines will index your video materials.


      	You can allow “embed code” within your video. This allows users to share your video with others or to use your video on their own Web sites or blogs.

    


    

    4. Hit a good balance


    

    

    

    
      	Make learning fun – inject some humor or bring together your topic in a humorous manner.


      	Be memorable – perhaps by using a negative approach like “How to fail...” or “The worst possible way to ...”


      	Have an engaging point of view on topic which is not necessarily politically correct.


      	Keep your content simple and well structured.


      	Be subtle – have a small logo in the corner rather than a huge logo which fills the screen.


      	Work towards influencing and informing people first and foremost. Make everyone feel smarter.


      	Make liberal use of bullet lists – they’re a good way to organize and communicate ideas in a video clip.

    


    

    

    

    
      	Engage your audience and become an authority in your field on the strength of your expertise.


      	Always get to your point quickly.


      	Be completely 100% transparent.


      	Always look for ways you can bring more value to the ongoing conversation through what you contribute. Be credible.

    


    1. Engage your audience


    

    

    2. Always get to your point quickly


    

    

    3. Be completely 100% transparent


    

    

    4. Bring more value and be credible


    

    

    

    

    

    

    

    

    
      	Know the lay of the land when it comes to what’s legal and what’s not with e-mail.


      	Always look for niches rather than mass markets.


      	Build rather than purchase your list and then obsess over keeping it current.


      	Test and refine the four basic components of e-mail conversion – subject line, salutation, body copy and sign-off.

    


    1. Know the legal lay of the land


    

    
      	Have headers which don’t use misleading information.


      	Include a subject line which is accurate and non-deceptive.


      	Disclose clearly your message is an advertisement.


      	Include a valid physical address.


      	Tell recipients how to opt out of future e-mail from you.


      	Honor all opt-out requests promptly.


      	Monitor what other companies do on your behalf.

    


    

    2. Look for niches, not mass markets


    

    

    
      	Where you place your images.


      	How your call to action is worded.


      	The amount of text in your e-mails.

    


    

    3. Obsess over keeping your list current


    

    4. Test and refine the four components


    

    
      	Subject line – have a clear, concise and factual subject line which entices users to read your e-mail. Test some variations on a small segment of your mailing list and then apply what you learn to your mass mailout to increase your overall conversion rates.


      	Salutation – an opportunity to connect personally with e-mail recipients. If at all possible, include first names. Most tests have shown personalized e-mails pull better than anonymous salutations.


      	Body copy – the information you’re trying to get in front of people. Work from the assumption you have very little time to engage the reader so write body copy which showcases your main message and then delivers a call to action. Let readers get to the heart of the matter quickly if they want to. You can also include testimonials and extra information later in your e-mail if your testing shows this helps the conversion process but take care. When it comes to e-mail marketing, usually the simplest messages have the highest click-through and conversion rates.


      	Sign-off – your final opportunity to remind the reader of deadlines. Most tests have shown using an actual name in the sign-off increases conversion rates.

    


    

    

    

    

    

    

    

    

    1. Shopping carts and checkout process


    

    

    
      	You ask the user to fill out a detailed profile when they are simply wanting to make a purchase and do other things. Try giving them a choice where they can create an account or use an express checkout system which they go through anonymously.


      	Provide shortcuts – like a one-check box which copies billing information to the shipping information section. Simple things like this can save users many minutes and create goodwill towards your Web site.


      	Make it easy for users to add more items as they go along but do this in a way which keeps them in the shopping cart mode rather than general browsing mode.


      	Test whether allowing users to add other items before they checkout increases your sales or decreases sales because of more confusion. Be careful not to sacrifice long-term goodwill for a few one-off sales.


      	Consider incorporating a customer survey link into your shopping cart thank-you page so you can get some immediate feedback.


      	Build in some bread-crumb navigation buttons which will allow users to go back and forth to pages they’re already filled out and make changes without having to start over.


      	Provide a phone number they can call if there are problems, live chat or a list of direct e-mail addresses of people they can contact if the shopping cart doesn’t work.

    


    

    2. Analytics


    

    

    
      	Google Analytics – are an excellent choice for smaller Web sites. A small piece of code is placed on your Web site and Google then generates detailed information about your traffic statistics. Google Analytics works well with Google Adwords to give complete end-to-end tracking of advertising spending and return-on-investment rates.


      	AWStats (awstats.sourceforge.net) and OneStat.com are other low-cost alternatives to Google Analytics.


      	Omniture (www.omniture.com) and Webtrends (www.webtrends.com) offer very good tracking systems which are capable of handling millions of page views each day. These systems are reasonably expensive so they tend to be used by larger Web sites.


      	Conductor (www.conductor.com) and Enquisite (www.enquisite.com) are search marketing platforms which also provide highly detailed analytics functionality.

    


    

    
      	Unique visitors


      	Page views


      	Time spent on site


      	Entry and exit points


      	Conversions


      	ROI (Return-on-investment)
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