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把网站访客变成掏钱的顾客　
英文



网络卖家最常遇到的问题就是：“该怎样让网络的流量，变成实际的业绩？”只要详细探究产生流量的主要路径，并列出因应处理的不同方法，你就能找出提高顾客转换率的最佳方式。增进流量和转换率的主要方式包括运用搜索引擎、网络广告、影片及网络研讨会、社群网络、电子邮件，以及购物车改良等等。只要用心规划，必定能让网站带来滚滚钱财。

想让网站带来钱潮，需要用心规划和努力。有两件事情必须永远谨记在心：

→点击：设法让人拜访你的网站，接触到你所提供的优惠。

→顾客：要有可行、有效的策略，让访客变成你的顾客。

最后的结果究竟是成是败，关键就在于能不能做好这两件事。

想让收益和业务都达到最高，比较少人提到的一点，是网站必须以最佳的方式来处理各个流量来源。面对不同的流量来源，必须采取不同的最佳实务和独门秘诀，才能让访客变成顾客。如果能将顾客“为什么买”和访客“为什么来”这两件事结合起来，访客转换成顾客的转换率，就会高到爆表！



MAIN IDEA





中文



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 appening.

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.



第1章　搜索引擎　
英文



对于许多网站来说，75％以上的拜访流量都是来自搜索引擎。如果能让相关配置优化，就可能使总收益大幅提升。善用搜索引擎的关键在于：

了解网站设置的要领

为网站内容设计一套编辑计划

掌握5大信任基础，将访客转换成顾客

简化销售过程

缩小销售范围，以在地顾客为主

有3种基本方法，可以为你的网站带来流量。但想让收益达到最高，处理方式必须各有不同：
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	所谓“自然搜寻营销”，是运用人们搜寻某个词汇的时候，网站出现在搜寻结果中的排序。想让自己从自然搜寻得到更高的流量，就要依照搜索引擎优化（SEO）的概念来建造网站。自然搜寻营销的成本较低，长期的效果也比较理想，只不过上路前的准备期会比较长。

	“付费搜寻营销”指的是付费购买搜索引擎所带来的流量。设定的重点不同、价格也不一，但毕竟这是一笔直接成本，所以会希望由此获得更多立即的销量。

	“在地搜寻营销”则是将你的搜寻结果连结到特定的城市或社群，让你的地址、电话成为某区域不可或缺的一部分。



在这3种搜索引擎策略中，都可以应用“销售漏斗”的概念，图示如下：
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	在早期研究阶段，人们会先研究各种选项，看看有什么选择；这里的重点就在自然搜寻的结果。当访客来到你的网站时，要让他们觉得这里真是资料丰富、取用不尽。

	第2步，访客会开始进行比较研究，也就是衡量各种选项，将你和其他竞争对手所提供的信息做比较。只有那些真的有意购买的访客，才会走到这个阶段。

	等到人们决定购买，会开始评量你的结账系统，看机制是否简单利落。付费搜寻营销的效果，主要会显现在已经打算购买的消费者身上，这时你就该有行动导向的登陆页面，协助他们完成购买程序。



有5项基本关键，能让搜索引擎营销（自然、付费和在地）有效帮你将访客转为顾客：

策略1　了解网站设置的要领

首先，针对自己提供的项目，找出人们最可能使用哪些关键词搜寻；再依此信息来设计网站，满足消费需求。相关可用的辅助工具包括：


	
www.wordtracker.com


	
www.keyworddiscovery.com


	
www.hittail.com


	依据最相关的关键词，找到一个简短难忘的域名。

	让网站结构尽量维持单纯。如果主要内容隐藏在超过五层的结构中，搜索引擎的“网络爬虫程序”就会判断为较不重要，而较难被搜寻到。

	提供描述性、准确的页面标题、后设描述、后设关键词、H卷标和图片ALT卷标（如需进一步技术细节信息，可上Google以关键词搜寻）。

	将内容分散在不同页面之中，让读者在你的网站流连忘返。如果想要网站具有权威感，需要有至少100个不同页面。就搜索引擎而言，一页约250字是最适当的字数。



策略2　为网站内容设计一套编辑计划

如果网站能事先订好一套完善的编辑计划，而不是随机刊登手中的资料，搜寻的排名就能提高，也更能将访客转换为顾客。编辑计划做得好，就能让访客获得深刻而丰富的网站体验，也会让搜索引擎更常造访你的网站、编出更深入的索引，而这正是你想要的结果。

要提出有逻辑的计划，让网站向整体目标迈进。为编辑计划订出相应的日程，明订何时要更新网站、提供新鲜内容。如果你持续在网站张贴新信息，就能让读者和搜索引擎更频繁地回来造访。

你甚至可以投入一些时间，定期重写对于自家产品的描述。类似的产品描述如果在网络上四处可见，就很难脱颖而出；但如果你能有独特，或是更丰富、更细致的陈述，一定会更为成功。先观察用户如何与你现有的内容互动，再找出全新、有创意的方式，提供更多他们所喜爱的内容。只要有绝佳的内容，也会让更多连结连到你的网站。连结愈多，不仅能提高在搜索引擎中的排名，也会提升你的网站声誉。连结的质量虽然比数量更重要，但还是要逐步增加数量。


关键思维

“‘可发现度’可能是所有企业面临的最大障碍。传统店面需要有良好的地段，带来大批人潮，才能让销售川流不息。而网络也适用同样的规则，你需要有人造访网站，才能跨出将访客转成顾客的第一步。没有访客，也就不可能有销售，所以确保访客找得到你的网站，可谓至关重要。如果你的网站易于浏览，访客也就能轻松找到产品和服务。这不只是多数用户对电子商务的期望，也是搜索引擎的重要功能。如果你让你的网站简单易用，访客就能轻松找到你的产品和服务。”

——杜安·佛瑞斯特



策略3　掌握5大信任基础，将访客转换成顾客

由自然搜寻结果前来的网站访客，可能并不会立刻准备购买商品。要将这些访客转换成顾客，就得想想他们究竟在意什么。让他们先信任你，才会向你买东西。想建立起这种信任感，网站就要以5大信任基础为重点：
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1．权威感：针对你要销售的产品，不能只是提供各种规格细节，而要有各种详细的解释、说明，以及多张图片等等。如果你能证明自己值得信赖，搜索引擎和使用者就会认为你是该领域的权威。

2．说明解释：为使用者提供各种关于“如何做”的信息，他们就会更信任你。一开始，可以先提供完整的常见问题（FAQ）及解答，再逐步增加教程、使用指南、计算器等等。

3．简单易懂：如果使用者觉得你的网站简明易懂，他们就会更信任你。要提升信任的方式如下：

将重要信息列在每页最上方。

细节信息列于下方的页面内容之中。

信息的编排方式要一致而且有逻辑。

4．后续活动：想办法维持话题热度，让人日后还会前来造访。一个绝佳的方式，便是在购物车之外列出一个“愿望清单”，用户可将有兴趣的项目列入列表，下次造访时就可以收到提醒。

5．安全性：你必须采取各种可能的安全措施，让用户知道和你交易时，各种信息安全无虞。

发展信任是一切的关键，特别是访客来自于自然搜寻结果时更是如此。想让这些访客变成顾客，你就必须让他们对你产生信任感，而秘诀就在于这5大基础。先以建立信任为重点，培养出信任感后，商业往来就能水到渠成。

策略4　简化销售过程

如果访客是来自付费搜寻来源（例如Google的关键词广告），他们就已经有所准备，要决定是否立刻购买你所提供的商品。想要抓住这些人的心理、提高购买的机率，就必须让销售过程变得简单、直接。

这里的关键，在于要有独特的“登陆页面”，要针对会回应付费广告的潜在顾客，将页面优化。好的登陆页面能够提供种种决定所需的信息，以及清楚、立即的交易步骤，两者结合起来，便能推动销售。登陆页面可以带领访客通过销售漏斗，一举将访客转换为顾客。

你的登陆页面可以改造自其他网页，也可以由你自己从头打造。使用登陆页面的好处，在于你可以随时追踪各种结果、执行各种版本的比较测试，以及学习如何提高转换率。设计优良的登陆页面，应该要与最初带来流量的广告具有相同的主题，接着引导用户逐步完成购买程序。

策略5　缩小销售范围，以在地顾客为主

“在地搜寻”代表你希望的搜寻结果是与地理位置较相关，而非与产业较相关，也就是希望顾客造访你的实体店面。这种搜寻模式，可以提升实际亲自上门的顾客数量，而不是网站上的浏览次数。

想要在地搜寻做得好，你需要具备实际的店家地址和电话号码，而不只是单纯的网站。Google为企业提供一种在线填入的表格，可以注册使用在地搜寻。为了验证提交的信息是正确的，Google的技术人员会致电或邮寄明信片到你的联络地址，提供认证码，以便完成验证程序。

想将在地搜寻的流量转换成顾客，重点完全在于服务或商品是否便于取得。如果你做的是像水电工之类的服务业，就必须有24小时热线电话能随时联络。如果你希望吸引消费者走进你的店面，则需要在你的在地搜寻信息中，明确指出营业时间。会使用在地搜寻的人，多半在搜寻之后会打电话或亲自上门，而不是写电子邮件给你，所以你必须做好准备。对顾客的需求能否迅速响应，有时正是销售的关键。

在地搜寻就像一个持续互动、不断更新的黄页。想将这些流量转换成顾客，需要使用各种传统的技巧。你如何对待你的潜在顾客，就会决定他们是否购买、是否会再次购买，以及是否会向朋友推荐。只要掌握各项基础，让店务运作顺畅，在地搜寻就能发挥惊人的作用。


关键思维

“你的网站必须能够同时处理多项工作，而且必须样样精通。因为不论哪一点出了问题，都会对整个网站有不良的影响。网站必须有教学说明的功能，还要具备销售能力，是个值得信赖的资源，甚至可以是一整个社群。以上这些工作，只要你能在部分或全部之间达到平衡，你的网站就能成为业界的领导者。网络事业要成功，接待访客就和吸引访客一样重要。”

——杜安·佛瑞斯特





Chapter 1　Search engines　
中文



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 using search engines 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:

Strategy 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.



Strategy 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.


Key Thoughts

"'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



Strategy 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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1．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.

2．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, users guides, calculators and so forth.

3．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.

4．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.

5．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.

Strategy 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.

Strategy 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.


Key Thoughts

"Your Web site must be able to manage multiple jobs simultaneously. Like any good multi-tasker, 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





第2章　横幅广告　
英文



在网站上放入横幅广告，便可有效为网站营造收益，也能顺利为网站带来符合目标族群的用户。利用横幅广告的关键在于：

透过网络广告服务或直接接触具有利基的领导业者，找到横幅广告适当的摆放位置

打造引人注目的横幅广告

持续进行测试比较，找出哪种方式最适合

清楚呼吁潜在顾客，心动不如行动

策略1　为横幅广告找个好地方

想要找到正确的网站来摆放横幅广告，大致上有两种方法：使用相关网络广告服务（如Google的关键词广告），或是直接找出想放广告的网站，和他们接洽。两种方法各有优缺点，举例来说，如果使用第二阶网络广告供货商，最后广告出现的地点可能不尽如人意，也就是你的广告出现在不够适合的网站上。至于要直接和想放广告的网站联络，可能得花上大把时间，而且也不一定能知道他们真正的网络流量大小。

横幅广告有各种各样的形状、大小、摆放位置。一般来说，广告大的比小的好，而页面上方则是最佳位置。所以，记得将你的广告尽量放在上方明显的位置，也就是在用户开始要向下滚动的部分以上。协商广告位置的时候，还是要以预期的业绩表现为重。如果业绩超过预期，就可以继续下去；如果低于目标，则可以要求增加广告量，或改用依业绩付费的方式。

策略2　打造引人注目的横幅广告

有一句老话是这么说的：“一张好图片，胜过千言万语”，这句话对横幅广告尤其适用。最有效的横幅广告，必须有引人注目、夺人目光的图片，加上动态标语提供令人心动的各项优惠，才能让人立刻行动！

想知道哪个视觉影像的效果最好，答案不一定显而易见，因此你可以列出各种可能性多加测试。但视觉效果也应该要轻巧简便，好迅速显示图像。针对你组合出的横幅广告，每种都要有多个版本。横幅广告的新鲜感消失得很快，因此必须随时有新的广告准备上场；只要感觉目前的广告开始失去魅力，就要立刻推陈出新。一般来说，每则横幅广告只能用到4个星期，之后效果便会开始下滑。

不要忘了，动画很适合横幅广告。有一些优异的套装媒体软件，像是Adobe的Flash，或微软的Silverlight，都能用来制作醒目的横幅广告，结合动态来吸引人的目光。别忘了充分运用现成的各种资源。

策略3　持续进行测试比较

由于横幅广告是放在网站上，很容易测试看看哪个效果最佳。不管是广告的图样、号召性的标语，或是横幅广告上的各种元素，都可以实时调整。另外也可以测试小型广告和大型广告的效果等等，让顾客来告诉你，如何将你未来的广告做得更好。随着时间过去，你可以回收再次使用那些效果最好的词句和图像，搭配出最有效的组合。

如前所述，要做好横幅广告时常推陈出新的准备。不要等到广告已经过时，而要不断尝试新的思路、新的方法。

策略4　清楚呼吁潜在顾客，心动不如行动

一般来说，你只有大约5至15秒的时间可以引起网站访客的兴趣，来点击你的横幅广告。如果他们过了这段时间还没有点你的广告，他们就已经跑到别的地方去了。所以，你必须让横幅广告明确、明显，呼吁潜在顾客立刻采取行动：“今天就买”、“立享优惠”、“马上注册”、“立刻登入”、“现在就和我们联络”。

除了要在横幅广告中，放入明确、明显的行动呼吁，你也需要准备专门的登陆页面，来配合广告宣传。千万别以为，那些点了广告的人会有耐心慢慢看完你的整个网站，找出他们感兴趣的东西。你必须要有重点明确的登陆页面，从一开始就鼓励访客与网站多加互动。

要尽量让网站方便使用，好让访客采取进一步的行动。举例来说，网页读取速度要快，要放上你现在累积所得的信息。如果前面已经要求过个人信息，千万别提出重复的要求。对细节必须格外谨慎，提供使用者各种诱因和动机，好继续在你的网站走向下一步，而不是转头离去。

仔细观察流量数据，以得到更多调整的线索。如果你发现人们虽然点击横幅广告，但最后买的却是完全不同的东西，可能就要改变广告的设计，着重在那些销量较佳的品项。针对顾客确实会购买的项目来打广告，就可能让整体的收益大大提升。

所有这些关键要素，也适用于在你网站上卖广告的情形。如果你加入了Google关键词广告之类的方案，就会得到各种分析工具，可以测量和追踪你网站上广告的效果；而这些数据也应该要与广告客户分享。想为你的网站留住好的广告客户，有几种可行的奖励方案，包括连续签约半年以上即享有折扣。你可以试试看能否订出聪明的广告轮换制度，让所有广告客户都有一段时间能得到他们最想要的广告位置。也要准备好重新设计网站页面，让广告客户可以尝试不同的横幅广告尺寸等等。

收集广告客户相关数据的另一个好处，在于可让你定期提高广告费用。如果能以数据显示哪个广告空间更有效力，之后就能针对该项空间定出更高的价钱。



Chapter 2　Advertising Clicks　
中文



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.

Strategy 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 erformance 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 m ore ads or change to a pay-for-performance model instead.

Strategy 2　Develop highly visual banner ads

The cliche 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 mouth watering 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.

Strategy 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.

Strategy 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 Web site 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 advertisers do is this opens the door for you to bump up your advertising rate periodically. When you can quantitatively show your advertising space is worth more, you can start charging more for the space you have to offer.



第3章　影片/网络研讨会　
英文



想在电子商务业界站稳权威地位，就要善用影片和网络研讨会。影片可以为网站访客提供丰富的体验，并建立可信度。想要有效使用影片和网络研讨会，关键在于：

影片必须有趣、独特、令人难忘

保持简短

完整填写所有相关细节叙述字段，让人能够更方便地找到你的影片数据

在“卖东西”和“提供信息”之间，寻求最佳平衡点

策略1　影片必须有趣

影片是一个绝佳的工具，能用最好的方式来展示你的种种成果。你会希望创造出独特、有用的影片，好展现你的专业，例如拍摄一些具有新闻价值的事件，或是呈现你对这个世界的看法。其中，对于某些产品或服务的评论通常效果不错，可以作为一个很好的起点。而在影片的呈现上，务必要达到专业水平，让你看起来根柢扎实、形象专业，而不是随随便便、吊儿郎当。

别忘了，影片可以加上类似网站地址或是相关讯息的水印，好鼓励观看影片的人连到你的登陆页面，以取得各种特殊、限时的优惠等等。重点在于要让观众觉得重点一目了然，再依他们的兴趣进一步浏览。

策略2　保持简短

最有效的影片长度大约是3分钟左右。情况许可下，也可以稍长或稍短，但还是应该以3分钟为目标。影片如果较长，就得花上更久的下载时间，但一般人并没有太多耐心。所以除非有很好的理由，否则还是别超过3分钟。

策略3　提供细节数据

影片的搜索引擎和一般搜索引擎不同，因为它们没办法根据影片内容然后编出索引。因此，你必须就影片的主题提供导引，好让影片出现在正确的搜寻结果之中。要达到这个目的，方法有几种：


	将影片嵌入登陆页面，并在页面中提供相关的文字内容。搜索引擎会自动假设嵌入的影片和这些内容有关。

	针对影片内容提供文本文件，好让搜索引擎编出索引。

	把影片放上YouTube等网站的时候，也可以写下关于影片的关键要点，甚至是一篇简短的文字叙述。

	将影片的地址优化，让地址中包含关键词内容。

	鼓励观众对他们所看的影片内容留下意见。他们留下愈多意见，搜索引擎对该部影片的索引也就会编得愈完整。

	允许在你的影片中“内嵌程序代码”。这样一来，其他使用者就能够在他们个人的网站或博客中，与他人分享你的影片。



最理想的情况是让你的影片达到“病毒式传播”：有许多人看到、分享，形成像是滚雪球一般的效应。要引发这种效果，就要启动RSS（“丰富站点摘要”或“简易信息聚合”）供稿功能，以发布你的影片，让它能够不断分送传播。此外，你也可以为影片建立引人注目的缩图或快照，好吸引更多的人观看。

策略4　寻找最佳平衡点

最“卖东西”和“提供信息”之间找到良好的平衡点。一方好的影片，要能在面你要解释、展示你的产品，而另一方面，你也要鼓励观众购买产品。如果能将观众觉得有用的数据，结合你想说明的信息，达到巧妙的平衡，就能以有力并合理的方式，影响他们的购物决策。和观众分享你的专业知识、教育他们，就能让他们学习到关于该项主题的知识，同时有动机购买你的产品。

这就是网络研讨会可以发挥作用的地方。网络研讨会就是在网上的虚拟座谈研讨会，可以涵括预先录制的影片数据、实况演示，以及后续的电子邮件。运用网络研讨会，不用直接提到销售相关事宜，也能够吸引并鼓励消费者与你进行商业往来。一场成功的网络研讨会，不但能展现你对某个主题的专业，也能让参与者接触到你的产品和服务。在他们得到新知的同时，必然也会受到营销的影响。不论如何，网络研讨会结束后，观众至少会知道你是这个领域的专家。

要举办成功的网络研讨会，抓住销售漏斗各阶段所面对的各种客户，关键在于：


	让学习成为乐趣：在座谈中谈笑风生，或是以幽默的方式呈现主题。

	让学习终生难忘：甚至可以从反面切入，像是“如何搞砸……”或“……最烂的方法”。

	不一定要从政治正确的角度来看事情。

	内容应该简单扼要、结构清晰。

	手法要细致：就算想宣传，也应该将小尺寸的商标放在角落，而不是让巨大的商标塞满屏幕。

	致力以影响、教育人为目标，让大家觉得自己变得更聪明。

	大量使用重点列表：重点列表可以让影片的结构清楚，沟通顺畅。



最重要的，就是要提供大量的附加价值。网络研讨会可以生动展示你的产品或服务，大幅提升其可信度，展现最好的表现，可说是一种绝佳的手法。网络研讨会中，也可以邀请第三方及专家学者与会。他们会形成一种缓冲机制，让你的产品或服务更为可靠。有些话自己来说可能像是老王卖瓜，不妨藉他们来为你发声。网络研讨会确实是理想的方式，可以呈现生动、真实存在的顾客推荐，而接触到更多观众。这将大大有利于将点击的次数，转换成真实的顾客数量。



Chapter 3　Videos/Webinars　
中文



Videos and webinars are a great way to cement your position as an authority in your field. Video creates a rich experience for visitors to your Web site and builds credibility. To use video and webinars effectively, the keys are: 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.

Strategy 1　Make your videos interesting

Videos are a great opportunity to showcase what you do in the best possible light. You want to work towards creating unique and useful videos based around your expertise, some event which is newsworthy or some idea which puts forward your own view of the world. Product or service reviews work well and this may be a good place to start. Make sure your video is as professional as possible in its presentation standard so you come across as solid and professional rather than casual and amateurish.

Don't forget that videos allow you to overlay Web site addresses and other information at the bottom of the screen. Use this to drive the people who view your video material to a landing page which has special, limited-time offers and other material. Make it easy for people to see stuff and then follow-up on their interest.

Strategy 2　Keep it short

The most effective videos tend to be around three minutes long. Going longer than that or shorter than that may be fine if the circumstances permit but three minutes is the sweet spot you should aim for. Longer videos take a long time to download and people aren't that patient as a general rule so aim for the three minute mark unless there are compelling reasons to do differently.

Strategy 3　Provide contextual details

Search engines for videos are different because they can't see video material to index it. You have to provide guidance about the subject matter of your video for it to show up in the right place when people do searches. There are a few different ways to achieve this:


	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.



Best case scenario is you hope your video will go viral — that it will get picked up on by a wide audience and then shared with more and more people in a snowball kind of effect. To encourage that, enable a RSS (Rich Site Summary or Real Simple Syndication) feed which syndicates your video and makes it available for redistribution. You might also put together a snapshot or thumbnail for your video which is highly visually appealing as this will entice more people to watch.

Strategy 4　Hit a good balance

The best videos hit just the right balance between outright selling and educating viewers. You want to explain your product and show it in action at the same time as you encourage people to buy. Add to that mix information which the viewers will find useful and you come up with a blend where you influence the purchase decision in powerful yet still reasonably subtle ways. Share your expertise and educate people and they will become motivated to buy what you offer as they learn more about the topic.

This is where webinars come into their own. A webinar is a Web-based seminar. It can include pre-recorded video material, live presentation and e-mail follow-up. Webinars entice and encourage people to do business with you without directly asking for the sale. If you run a great webinar where you share your expertise on a topic at the same time as you expose participants to your products and services, they can't help but be informed and influenced. At the very least, by the end of the webinar, viewers will know you are an expert in your field.

The keys to putting on a great webinar which fills your sales pipeline with solid leads to follow up on are:


	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.



Above all, provide great added value. Webinars are a superb way to demonstrate your products in action and to imbue everything you offer with a huge dose of credibility. This is an ideal way to showcase your products and services in their best possible light. You can involve third parties and experts in your webinar as well. This create something of a buffer which builds the believability factor. You can have them say things in the webinar which would sound rather self-promoting if you were to say them yourself. Webinars are a great way to deliver living, breathing customer testimonials to a wider audience and as such are great for converting clicks into customers.



第4章　社群网站　
英文



社群媒体和博客，绝对能帮助你把网站访客转换成购买的顾客。关键是要在定位、贡献和内容这三者之间，找到正确的组合。组合对了，人们就会像信徒一样追随你的一举一动。要让社群网络成功的关键在于：

让网友有参与感，你也要善用专业知识，成为自己领域的权威

总是快速切入重点

100％完全透明

不断设想如何提出更多贡献，在持续对话中带来更多价值，并维持可信度
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策略1　吸引你的网友

想把社群网站中的网友转换成付钱的顾客，就要设法让他们愿意投入，并成为社群中积极贡献的成员。只要先提供你的专业知识，让众人觉得你是这个领域的专家，他们就会愿意付费，以换取你的知识。

事先规划社群媒体活动，好让你的名字能够定期出现。这样一来，网友才会有信心，觉得你会一直出现，不断提供帮助和支持。另外，你所提出的信息必须要结构井然、组织良好，干净、清晰、节奏明快，并拥有最高的质量。请注意，绝对不要张贴任何莫名其妙的图片，也不要放上个人奇特品味的音乐链接；你可能觉得这只是个人行为，但这都会损害到你的网络形象。只要是你放上网的内容，都必须确保专业，而且能为你个人以及业务带来正面形象。

策略2　总是快速切入重点

每一个社群网络论坛都各有个性和偏好风格，但有一点放诸四海皆准：简洁才是黄金准则。想在社群网络中脱颖而出，就必须能够快速切入重点。

不过，简洁也会带来负面问题：网友可能会对你的目的妄下判断。如果你张贴的内容都是样板的销售材料，而不是要和参与者进行双向交流，大家就会开始兴趣缺缺，甚至对你视而不见。你必须提供一些有用的材料来吸引网友的注意力，而且这些材料还得做细微的调整，以迎合各种社群网络的风格和偏好。悠游出入于各个谈话之间，在适当时机提供你的专业知识，通常就能有不错的成效。只要你为各个网络社群的成员提供协助，并以有所帮助的方式互动，就没有急着打广告、做营销的必要。其他用户会自己做功课，看看你提供了什么样的产品和服务。想让社群媒体上的点击次数转变为顾客人数，最好的方式就是致力于贡献社群，而网友的购买行为，只是随之而来的副产品。

策略3　100％完全透明

开一个自己的博客，可以增加你在网络世界的曝光率，而且能不断与对特定话题有兴趣的人对话。因为博客会经常更新，就能让人有一种想回来看看有没有新鲜事的冲动。此外，博客也是测试新想法，或是回馈旧客户的好地方。

要让博客成为赚钱的工具，有两种显而易见的策略：增加流量以销售广告，或是直接推销产品和服务。这两种方法都可能成功，但这里还有一个关键：只要是可能引人怀疑的，都要诚实注明。例如厂商免费提供给你某项硬件，希望你写一篇评论，这项资料就一定要注明。就算看起来只是小事，还是要让参与者知道任何可能影响对方判断的信息。要确保参与者能看到全貌，了解其中的一切。只要所有信息都保持透明，你就没有后顾之忧。如果你试着想隐藏某些信息，就可能对你的信誉造成不可挽回的损害。

策略4　带来更多价值，维持可信度

讲到社群网络，想让访客变成顾客，最大的秘诀就在于要用心参与。网络社群是一个很好的例子，不妨将社群成员视为已经通过预审的潜在买家。无论是要设法将他们转成顾客，或是要提供有益的信息，都要尽量享受过程中的乐趣。

对于你所选择的社群网络，如果你能带入更多价值，网友转换成顾客的机率也就愈高。大多数的社群网络，爱恨都十分鲜明。如果你遵守他们的规则，致力提升该社群网络的价值，网友们就会极力支持你；但如果你只想大打广告，违背了该社群的精神，也一样会受到公开抨击。

想利用社群网络，最好的方式是让广告符合社群的口味，不要太标新立异。这是指要尽量达到平衡，如果你了解社群的规则，而且让人看到你守规则，你就会得到尊重。持之以恒，网友们就会认同你是该领域的专家。做事完全透明，不要有任何可供人挖掘的把柄，你就能高枕无忧。


关键思维

“别放过在社群媒体上曝光的机会。社群媒体是推销网站最佳的方式之一，就像是现代版的口碑营销。如果你的网站有超链接到社群媒体网站，还可以让访客立即分享关于你网站的意见。”

——杜安·佛瑞斯特





Chapter 4　Social network　
中文



You certainly can use social media and blogging to turn clicks into customers. The trick is to get just the right blend of positioning, contribution and content. Get this mix right and people will follow your every move religiously. The keys to making strategy 4 work are:

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.
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Strategy 1　Engage your audience

Converting the people you meet in social networks into paying customers requires that you engage them and become an active contributing member of the community. You bring your expert knowledge to the table and become perceived as an expert in your field and people will pay to take advantage of what you know.

Preplan your social media activities so your name comes up on a regular basis. By doing this, people will become confident you will be around to provide ongoing help and assistance. And make certain all of your contributions are professionally structured and well put together. Make sure your material is clean, clear, crisp and of the highest possible quality. ever, ever post any silly images, links to your personal eclectic music tastes or material which may damage your online persona, even if you think you're doing this privately. Make sure everything you put online is professional and projects a positive impression for you and your business.

Strategy 2　Always get to your point quickly

Each social networking forum has its own personality and preferred style of communication but one common theme runs through all social networking forums: brevity reigns supreme. To excel in this form of communication, you have to be able to get to your point quickly and succinctly.

The flip side of this emphasis on brevity is other people will make snap judgments on your intentions. If all you post is boilerplate sales material rather than engaging your audience in a two-way conversation, users will stop following you or simply ignore your postings. You must provide some worthwhile material to gain traction when it comes to social networking, and that material needs to be fine-tuned to suit the style and preferences of each social networking forum you use. Get into the habit of slipping into and out of conversations, lending your expertise as needed, and you'll usually do fine. Be helpful to the members of each networking community and interact in a productive manner and you won't have to do much in the way of overt marketing anyway. Other users will do their own research and have a look at the products and services you have available. The best way to convert social media clicks into customers is to do this as a by-product of contributing to the community.

Strategy 3　Be completely 100% transparent

Running your own blog is a great way to develop an online presence and to maintain a running conversation with those who are interested in a specific topic. Blogs are updated frequently so there is always an inbuilt incentive for people to keep coming back to see what's new. They're also a great place to test new ideas and to offer rewards to loyal customers.

The two obvious strategies for monetizing a blog are to generate traffic and sell advertising or to sell products and services directly. Both approaches will work but there is a critical point which applies here. Be sure to disclose any arrangements which users might find dubious. For example, if you're reviewing a piece of hardware which has been supplied to you free-of-charge by a manufacturer for the review, share that piece of information. Even if the matter seems trivial, make users aware of anything which might have swayed your judgment. Make certain users see the whole picture and understand everything that's involved. Always be completely transparent and you'll have no worries. Try and hide some of these things and you may do irreparable damage to your credibility.

Strategy 4　Bring more value and be credible

When it comes to social networks in general, the single best way to generate conversions is to participate thoughtfully. Online communities are a good case in point. View a community as a group of potential buyers who have already prequalified themselves. Have some fun as you engage the members of the community in conversation and as you contribute good stuff.

The more value you inject into the social networking community of your choice, the better your own conversion rate will be. Most online communities tend to have long memories and short fuses. Play by their rules, add value to the network and they will love you to pieces. Try and come in with blatant advertising which goes against the ethos of the community and you will be openly castigated.

The best approach with social networks tends to be to place your ads directly in the line of sight of others in the community without actually drawing attention to those ads. A balancing act is needed here. Learn the rules of the community and demonstrate you abide by them and you'll get respect. Do this consistently and you'll have credibility as people come to see you as an expert on your topic. Be completely transparent so nobody will ever be able to dig up any uncomfortable details because they don't exist.


Key Thoughts

"Don't skip the opportunity to gain exposure via social media. Social media represents one of the best ways to spread news about your Web site. Social media is the modern-day equivalent of word-of-mouth advertising, and by including quick links to social media sites, you're making it possible for visitors to instantly share the word about your site."

——Duane Forrester





第5章　电子邮件　
英文



现在许多人都以为电子邮件已经不再流行，但其实这仍然是将访客转成顾客的绝佳方式。重点在于要多花一点心思，不能只是发送垃圾邮件。只要精心设计，电子邮件就能让你得到非常可观的回报。想让电子邮件营销成功的关键在于：

清楚了解与电子邮件相关的法规

寻找利基市场，而不是大众市场

自己建立电子邮件的名单（而不是购买现成名单），并努力更新

测试及改进电子邮件营销转换率的4大要素：主旨、称呼、内文、签名文件

策略1　了解法律规章

2003年12月，美国通过反垃圾邮件法，规定电子营销邮件必须符合以下事项：

标头不得有误导性的数据。

必须有准确属实的主旨行。

必须在邮件中明确指出该信为广告。

具有有效的实体地址。

告诉收件人该如何选择退出邮寄名单，日后不再收到你的来信。

迅速处理所有退出邮寄名单的要求。

监督以你名义行事的其他公司。

只要电子邮件营销符合以上要求，即为合法经营。但如果漏了其中一项，就可能引来巨额罚款。

策略2　寻找利基市场，而不是大众市场

电子邮件营销的新手，可能会以为成功之路在于买到庞大的邮寄名单，随即开始发送信件。这实在是大错特错！最好的办法，其实是从头开始建立自己的名单列表，看看谁有兴趣和你进行交易。那些曾和你做过交易，或允许你联络他们的人，从访客变成顾客的转换率可达到八成以上。

与其建立一个庞大的电子邮件列表，不如多花些时间，把大名单拆成更小、更特定的名单。看看名单中有什么模式，可以让你加以分类。就电子邮件名单而言，小而目标明确的名单，会比大而漫无目的的名单更有用。列成一个个较小的名单之后，就可以将产品分成各种销售方案，测试哪一套方案对哪一群人的效果最佳。也可以调整各种要素，再追踪看看效果如何。举例来说：

图像该摆放在什么位置。

如何呼吁网友采取行动。

电子邮件中该放多少文字。

你还可以持续比较，看看哪一种方案的响应率最高。对你的名单对象来说，是希望折扣特别优惠，还是抢先别人一步拥有？邮件中放入更多图片的效果如何？各种垃圾邮件过滤器和使用者设定，是否也降低了回复率？测试一下你的邮寄名单，就能得到以上更多信息。

策略3　致力更新邮寄名单

有了电子邮件的邮寄名单后，还必须实时、准确处理任何“取消订阅”的要求。否则，不仅会面对法律问题，也会影响你关于回复率的数据数据。邮寄名单如果无法维持在最新，实用价值就会大打折扣。

策略4　测试及改造4大要素

电子邮件营销要成功，你需要注意的4大要素是：


	主旨行：必须清晰、简明、真实，以吸引收件人阅读电子邮件的内文。可以准备好不同的版本，用邮寄名单中的一小群人加以测试；修正后，再对整个名单大批寄出。这样一来，即可提升整体的转换率。

	称呼：这是让你与收件人搏感情的机会。只要可行，尽量以对方的名字来称呼他。大多数试验证实，称呼中能叫出对方姓名称谓，回复率会比不具名的称呼来得高。

	内文：这是你想让用户明白了解的信息。要假设你只有很短的时间来抓住读者目光，所以内文必须单刀直入，马上呼吁读者采取行动，让他们在想抓重点的时候能够快速找到。如果经过测试，他人推荐心得或其他信息也有助于访客变为顾客的转换率，那么可以放在信件稍后的部分，但务必谨慎行事。在电子邮件营销上，通常还是最简单的讯息，能带来最高的点击率和转换率。

	签名文件：这是你提醒读者各种最终期限的最后机会。大多数的试验显示，签名文件的部分如果使用真实姓名，能提升访客变成顾客的转换率。



想利用电子邮件将访客转为顾客，其实是相当微妙的技巧。4种要素中，只要有小小而细微的变化，都可能大大影响成功率。唯一能保证成功的守则，就是你必须针对这些要素做各种改变，并评估结果分别如何。


关键思维

“电子邮件营销是以非常个人化的方式来接触使用者，甚至比社群媒体营销更有过之而无不及。因此，所有讯息都必须经过精心设计，像是销售用语、信息更新、订阅请求等等；此外也要注意究竟要让谁收到哪些讯息。千万别以为只要有一个版本，就能行遍天下。电子邮件营销会考验你对利基的思考能力，你必须依据读者的反应，将邮寄名单分成不同种类。只要你仔细安排电子邮件方案和活动，必然能缔造销售佳绩。虽然你可能得花上好几年，才能有属于自己、可靠的电子邮件名单，但这些心力绝对是值得的。因为过程中你必须因应各种需求来进行对话，对营销能力也是很好的训练。”

——杜安·佛瑞斯特





Chapter 5　E-mail Clicks　
中文



Contrary to popular opinion, e-mail marketing is still one of the top ways to turn clicks into customers. You just have to do it thoughtfully rather than spam style. This is an area where if you tread carefully, you can reap highly impressive rewards. The keys to success with e-mail marketing are: 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.

Strategy 1　Know the legal lay of the land

In December 2003, CAN-SPAM legislation was enacted. To comply with these regulations, this is what your e-mail must do:

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.

As long as any e-mail marketing you undertake complies with these requirements, you'll be operating lawfully. Miss any out and some serious fines can result.

Strategy 2　Look for niches, not mass markets

People who are new to e-mail marketing assume the path to success is to purchase a huge list and start sending offers out. Wrong. The best way forward is to start from scratch and build your own in-house list of people who are interested in doing business with you. Do a mailout to those who have either done business with you in the past or who have given you permission to contact them and it's not inconceivable you can get a click-to-customer conversion rate of 80 percent or higher.

Rather than trying to create a huge e-mail list, you should regularly look for opportunities to break your larger list down into smaller more specialized lists. Look for patterns which will enable you to segment your list. Smaller and more targeted is better than bigger and anonymous when it comes to e-mail lists. Once you have smaller lists, you can extend multiple versions of your offers to that list and test for what works best. You can vary and track results for all kinds of different factors like:

Where you place your images.

How your call to action is worded.

The amount of text in your e-mails.

You can also run back-to-back comparisons of what kind of offers generate the best response rates. Do the people on your list respond best to deep discounts or early access? Do more images work well or do e-mail filters and user settings cut down your response rate? All of this information and more can be gathered by testing your mailing lists.

Strategy 3　Obsess over keeping your list current

Once you have an e-mail list in place, it's vital that you process any "unsubscribe" requests promptly and accurately. Failure to do this will not only expose you to regulatory compliance issues but it will also dilute the accuracy of your data about response rates. Mailing lists have to be current to be of any practical use.

Strategy 4　Test and refine the four components

The four basic components which require your attention when it comes to success in e-mail marketing are:


	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.



The whole point is using an e-mail list to turn clicks into customers is actually quite nuanced. Even small and subtle variations in any of the four basic components can have a significant impact on success rates. The only rule that is guaranteed is you have to test what works for you by varying each of these components and measuring results.


Key Thoughts

"E-mail marketing is a highly personal way to reach your users, much more personal than even social media marketing. As such, you must carefully craft your messages — sales pitches, informational updates, subscription requests, and so on — and plan who will receive which ones. Don't assume a blanket message will work overall. E-mail marketing will test your ability to think in terms of niches by encouraging you to segment your e-mail list based on reader responses. Truly, if you plan your e-mail program and campaigns with care, you'll find success. It may take years for you to develop a solid internal e-mailing list, but the effort is well worth it, as your ability to generate conversions, practically 'on demand,' will be impressive."

——Duane Forrester





第6章　综合统整　
英文



搜寻、广告、影片／网络研讨会、社群和电子邮件这5种将访客转换为顾客的策略，可以在各种不同的情境之下发挥功效。接着就要由你亲自下场，针对你自己的需求，决定该如何采用各种策略。接着，还会遇到两个潜在的问题点，如果放任不管，可能会影响到转换的效益。

问题点1　购物车和结账过程

想要让访客掏出钱来变成顾客，就要将购物车和整体结账过程优化。如果没有经过仔细思考，并使用简便的结账系统，先前的所有努力都可能化为乌有。就实际而言，结账过程必须简短、贴心、简单，才能让最多的访客转换成顾客。

每当有消费者未完成结账程序，你就错过了一次销售良机。想将这种情况降到最低，最好的方式是：


	只有在用户准备进入订购程序的时候，才要求他们填写详细的个人资料。试着让他们有所选择，可以建立账户，或是使用匿名的快速结账系统。

	提供快捷键：像是勾选某个方块，就能将账单地址数据复制到送货地址数据域。这类简单的操作可以让使用者省下不少时间，增加对你的网站的好感。

	方便使用者在结账过程中新增其他品项，但必须继续在购物车模式底下处理，而不是在一般的浏览模式之下。

	测试看看，如果允许使用者在结账前增加其他品项，究竟是会增加销售额，还是会因为流程被打乱，反而使销售下滑。小心不要为了几次单次的销售，就牺牲了长期的良好设计。

	考虑在购物车最后的感谢页面加上顾客问卷连结，让你可以得到一些实时的意见回馈。

	设计一些逐步引导的浏览按钮，让用户可以在已填写的网页之间自由来回改动，而无需一切从头再来。

	提供客服电话号码，以及实时通讯或联络人电子邮件列表等等，以便在购物车出问题时提供协助。



重点在于，使用者必须先觉得有安全感，并认为结账过程简单、透明，才会愿意掏钱购物。只要能满足这些要求，就能让访客变成顾客的转换率达到最高。

问题点2　分析数据

想要成功经营电子商务，必须收集有用的信息，并据以做出明智的决定。分析可以说是任何网站的命脉，也是想提升转换率所不可或缺的。要注意各项数据背后的意义，让你获得洞见、抓住趋势。

想得到并追踪关于网站的各项分析数据，方法有以下几种：


	Google网站分析：这是小型网站的选择，只要将一小段程序代码放在你的网站上，Google便会为你计算详细的流量信息。Google网站分析和Google关键词广告的整合良好，可以针对广告支出和投资报酬率，提出完整的追踪报告。

	AWStats（awstats.sourceforge.net）和OneStat.com，则是可以代替Google网站分析的其他低成本选择。

	Omniture（www.omniture.com
 ）和WebTrends（www.webtrends.com
 ）提供优异的追踪系统，每天可以处理数百万页面的浏览量。这些系统功能强大，也因而十分昂贵，因此往往是用于较大型的网站。

	Conductor（www.conductor.com
 ）和Enquisite（www.enquisite.com
 ）是搜寻营销平台，但也提供非常详细的分析功能。



一般来说，网站分析多半集中在6个基本变项：


	非重复到访人数

	页面浏览量

	网站停留时间

	网站进出点

	转换率

	投资报酬率



想将访客转为顾客的销售策略不同，所参考的统计数据也就不同。举例来说，如果你采用网络广告的策略，收入大部分来自广告，那么最重要的就是“非重复到访人数”、“网站停留时间”和“页面浏览量”。这时，比较你每天、每周、每月所做的事，就会相当有帮助。而如果你采取的是其他策略，比较重要的就可能是其他变项。


关键思维

“只要每天花个半天来研究分析数据，就可以轻松改善你的网站。等到建立起关键性能指针，就会愈来愈熟悉该如何找出重要信息。在接触这些信息一段时间之后，你会开始看到并了解你的网站和访客，也能一眼看出其中的各种变化。整体来说，要试着每个月都能从各种来源得到更多推荐，目标当然是使走势不断向上。千万不要看到现在的流量就心满意足，而要不断设法让流量再有所提升。靠着分析数据，你可以了解与网站互动的使用者，大致是什么样貌。虽然分析数据是比较枯燥的工作，但却是业务的核心。要打开心胸、勇于尝试，同时探索各种增加转换率的不同方式。”

——杜安·佛瑞斯特





Chapter 6　Bringing everything together　
中文



All five of these strategies (Search, Advertising, Video/Webinar, Social, and E-mail) for converting clicks into customers can and will work well in different settings. It's up to you to figure out how best to make that conversion process work for your own specific requirements. There are also two potential choke points which, if left unaddressed, can dilute the effectiveness of that conversion process.

Choke points 1　Shopping carts and checkout process

If you want to maximize the amount of clicks which turn into customers, optimize your shopping cart and overall checkout process. Unless you have a well conceived and simple checkout system in place, all your other efforts may well be for naught. In practice, your checkout process needs to be short, sweet and simple to maximize conversions.

Anytime someone abandons their shopping cart, you've missed a sale. The best practices you can use to minimize this are:


	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.



The bottom line is people will only buy if they feel safe and secure and the checkout process is simple and transparent. Cater to those requirements to maximize your conversion rates.

Choke points 2　Analytics

To operate a successful online business, you have to be gathering information about what's working and use that to make sound decisions. Analytics are the lifeblood of any Web site and an absolute necessity if you're going to optimize your conversion rate. You have to pay attention to what the numbers are telling you so you can gain insights and track trends.

Several options are available for generating and tracking analytical information about Web sites:


	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 Web Trends (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
 )andEnquisite(www.enquisite.com
 ) are search marketing platforms which also provide highly detailed analytics functionality.



Typically, most Web site analytics tend to focus on six basic variables:


	Unique visitors

	Page views

	Time spent on site

	Entry and exit points

	Conversions

	ROI (Return-on-investment)



The stats you choose to follow will vary according to the strategy you're using to try and turn clicks into customers. For example, if you're using Strategy 2 and you derive most of your revenues from advertising, then unique visitors, time on site and page views will be important. Comparing what you're doing daily, weekly and monthly will be highly useful. If you're following other strategies, then other variables will be more important.


Key Thoughts

"You can easily spend half of each day trying to improve your Web site by studying your Analytics. As you establish your key performance indicators, you'll develop a muscle memory for finding information quickly. After some exposure to this information, you'll begin to see and understand the trends of your Web site and your users, and any variations will stand out. Overall, you should be looking for an increase each month in your inbound referrals from all sources. The goal, obviously, is a graph that trends upward. Never assume the amount of traffic you are receiving is what you should be receiving. Always look for ways to increase traffic and increase conversions. Your analytics will help you understand what the bigger picture around users interacting with your Web site looks like. While not glamorous, analytics are the heart of business. You should embrace the idea of experimentation and explore multiple ways of increasing your conversions at the same time."

——Duane Forrester





秒杀营销术

在这个电子商务兴盛的时代，网络卖家满坑满谷，人人都在问同样的问题：“到底要怎么卖才能让顾客抢购、商品秒杀”关于博客、社群网站（如脸书）以及微网志（如噗浪及推特）营销术的书籍杂志，简直多不胜数；更别提Mr.6、Inside以及Mr. Jamie等知名博客，历年来在网络趋势观察以及网络创业投资等相关议题，累积了无数文章。网络生态瞬息万变，要在虚拟世界中让消费者按下订购按钮，化为“点击成金”的实体收益，绝对需要一套有系统的营销策略，才能成功打造出你的秒杀商店。

举例来说，就多数网站而言，75％以上的拜访流量都是来自搜索引擎。但搜索引擎可分为3种：自然搜寻、付费搜寻以及在地搜寻，各有其运用要诀。另外还要找出网友最可能使用的关键词、定出简短难忘的域名、让网站结构尽量维持单纯、拥有至少100个不同页面等，才能让网站设置优化，有效利用搜索引擎，让网站访客变成付费顾客的转换率飙高。

脸书等社群网站的营销术又是一门大学问。你必须先供应你的专业知识，让网友们认同你是某领域的专家，并且为网络社群的成员提供协助，致力于贡献社群。一旦取得网友信任，你甚至不必辛苦打广告、做营销，其他用户自然会自己做功课，看看你提供了什么样的产品和服务。另外，开博客也可以增加你在网络世界的曝光率，并藉此与有兴趣的网友持续对话。增加流量以销售广告，或是直接推销产品和服务，皆可为博客制造收益；但所有信息务必保持透明，绝不要留下任何引人疑虑的话柄。

无论你是不是网络卖家，或者你身处的产业是否与网络相关，你都必须了解云端时代的全新商机，学习如何才能用最少的花费，达到最大的曝光效益，创造最高收入。本书作者分享自身网络营销与网站建置的多年经验，以最实用、最简易的技巧，让你变身为纵横电子商务的营销达人！
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