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Some people will read this book on ereaders like the Kindle, Nook, or Apple tablet. For them, 
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Yellow	  Page	  Alternatives:	  	  Reach	  Buyers	  Online	  and	  Off	  	  -‐	  	  ©	  2012	  
 

4 
 

 

Chapter	  1	  

Show	  Up	  Where	  Buyers	  Can	  Find	  You	  
 
Business Owners Are Frustrated 
The fat yellow page directory has been around almost as long as the telephone. But having the 
biggest ad you can afford doesn’t bring in new business like it used to. And it will only get 
worse. As Bill Gates said, “Yellow Pages usage amongst people below 50 will drop to near zero 
over the next five years.” 
 
And it is younger people, more affluent people, more tech-savvy people, better-informed people, 
more plugged-in people who have already made the switch. They go online to find the 
information they need to make buying decisions. They search. They turn to social media, where 
they trust the opinions of friends more than anything that smells of advertising. They want to be 
informed—then make their own conclusions.  
 
There’s not much dispute the value of yellow page advertising is fading. Business owners know 
it costs too much for the small amount of benefit it brings. What seems less clear is what can take 
its place. Being told to “use the Internet” or “build a better website” opens more questions than it 
answers.  
 
But your business needs to adopt such methods in order to be visible to potential customers. 
That’s where they’re looking. You’ve got to do more to show up in those places because, as the 
saying goes, “If they don’t find you, they will find somebody else.” Ouch! 
 
It’s also not good enough for me to suggest a laundry list of Internet-related activities for you to 
do—most of which won’t ever happen. The Do List approach has business owners so intimidated 
they hesitate to embrace the very valid benefits that come with a strong online presence.  
 
Business Owners Are Overwhelmed by the Internet: 

• Too much to know 
• It’s too hard to do—that requires special expertise 
• Too much conflicting information 
• Don’t know where to start 
• It keeps changing, so it’s nearly impossible to keep up 
• Too many learning curves 
• And as soon as you figure out one thing something new pops up 

 
Valid concerns, but there is quite a lot an untrained person can do right away that isn’t hard. But 
it will begin to bear fruit in greater visibility immediately. 
 
The question is not whether your business needs to be involved in the online world. Most of your 
customers already are, and your financial survival depends on it working to your advantage. 
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Expectations are out of whack. I’m hoping this book can hit the reset button so owners feel they 
can tiptoe into the online world, rather than feeling they must leap in willy-nilly. There’s been so 
much hype and disappointment over the years that it’s reasonable to want to tread slowly. But at 
this point in time it’s insane to sit on the sidelines.  
 
Finding the traffic-attracting answer each business needs is much like baking a cake. The 
proportion of ingredients (online methods) and order in which steps are done matter. Once you 
try something on your website, or using off-site methods, you have to assess what comes out of 
the oven.  
 
Some results can be judged by the bottom line, but not the bottom line only. Do more people 
come? Do different people come? Do they buy differently? 
 
Be attentive to signs that people are reacting to your efforts to reach out—then increase those 
that people are responding to even more. That’s how your customized strategy develops—after a 
series of tries and adjustments. The combination of methods you end up with is unique to your 
operation and miles ahead of generic advice.  
 
Finding the right answers that fit your own business is never going to be easy, but it’s also not 
rocket science. Also, most of the information about how to thrive online is not geared to small 
local businesses. Actually, that turns out to be beneficial because it’s not for you. You can ignore 
much of it! Local enterprises have some powerful advantages, if they’ll just get into the game.  
 
Take Advantage of Your Advantages 
Small businesses have many advantages when competing with larger companies. These exist 
both online and offline. Build on yours. Make them work for you, while establishing a reputation 
for reliable performance. When you prove you can deliver, your small size or other limitations 
become less of an issue.  
 
Your Small-business Offline Advantages: 

• Has a stake in the local market and existing business relationships (referrals and reputation) 
• More cost efficient; lower overhead 
• Fewer layers of decisions and approvals  
• Direct contact with customers and clients; ability to build long-term relationships 
• Owner is involved in every aspect of the operation 
• Able to make changes quickly in response to shifts in market conditions or opportunities 
• Greater customer feedback since close to the front lines 
• Fits into and has a stake in the local community 

 
And thanks to the search engines, you have some “unfair” online advantages too. Google has 
changed the rules to make it easier for the “little guys” to show up in search results. This extra 
boost is not offered to larger competitors or to those engaged in Internet-based commerce. Those  
extra boosts are under the banner of Local Search, or Google Places, or Google Maps, or Google 
Plus. That’s the subject of Chapter 4: Google Is Your Friend.  
 
 
 
Your Biggest Advantage Is You 
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You (and your employees) see your customers face to face, deal with them directly, and notice 
how they respond to what you do or offer. So you get immediate feedback that Internet-
dependent businesses cannot match. You know your customers, and they get to know you, too. 
You don’t have a faceless organization to hide behind—or to get in the way. 
 
Your business has a personality, a style, a way of doing business that sets it apart in your 
marketplace. And you’d be well advised to let those same personal factors be very much in 
evidence in your online identity. You don’t want to seem slick and impersonal—one of many. 
Your uniqueness is your greatest advantage—if you’re able to communicate it consistently. 
You’re a brand! Online tools can help that uniqueness shine bright. 
 
Even so, too many small businesses are not even taking the minimum steps to capitalize on those 
advantages. For instance, only 44 % of small businesses even have a website at all—let alone a 
customer-pleasing one. Please do not make that short-sighted mistake. 
 
 I hope to persuade you that taking baby steps on your website plus using a variety of online 
strategies will pay huge dividends in new business. And getting that to happen is not too hard for 
a beginner. Most of the steps are simple and they build on each other.  
 
But Getting Aboard Should Not Be Put Off 
Motivated buyers go to the Internet before they make purchases close to home: 

• 81% of searchers research online before buying in a 10-20 mile radius 
• 84% of all searches are related to local businesses 
• 80% of all searches are done on Google 
• Over 3 Billion searches are done monthly for local services (like yours) 

 
But there’s a mismatch—a costly mismatch. While 82% of consumers looking to buy locally 
start looking online, only 26% (one in four) businesses have invested much time or effort to 
be visible there. If information about your business cannot be found, those searchers will only 
consider going to those they do find.  
 
Visualize the “Connected Consumer” 

• 52% are women—average age of 40 
• Average household income of $63,000 
• Carries multiple Internet-connected devices, beside a PC or laptop 
• Is engaged with social media 
• Considers himself or herself a savvy shopper, who actively seeks out price and product 

information 
(based on a survey of 1500 customers by Equation Research for zmags - zmags.com) 

 
Can Your Local Customers Find You Online? 
Simply having a website is not the answer. Most of the information about a particular business 
that searchers find shows up on other websites. Business information can be found in directories 
(like Internet yellow pages—IYPs) and review websites. Where are you showing up in those 
search results? 
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The role the yellow page directory filled is now filled by multiple methods. Traditional 
advertising was mostly through local media like the newspaper, maybe radio, and the print 
directories. If you covered your bases there customers could find you. That is no longer true.  
 
Customers Changed Their Behavior: 

• Part of that is demographic—younger, more diverse buyers who are wiser in the use of online 
methods 

• Part of that is improved communication methods, as with smartphones 
• Part of that is a greater sophistication by buyers in their ability to find exactly what they want—

coupled with less willingness to just “settle” for what’s at hand 
 
Across the board, print media are losing ground, whether directories, magazines, or newspapers. 
That’s why you need to go where your customers hang out online (relative to your type of 
business). You could stumble upon some unusual venues (like Pinterest.com or visual.ly) that fit 
you perfectly. Start visiting where your customers spend their time online. 
 
The move away from the printed yellow page directory is really away from one-size-fits-all to 
find “your cup of tea.” And that means one must assemble a customized strategy—doing a little 
bit of a variety of things.  
 
People who can find exactly what they’re looking for are more passionate about what they find. 
That’s the concept behind long-tail searches. Those are very small populations looking for very 
specific things. But those small but motivated populations of consumers add up to significantly 
more sales. 
 
Buyers are driving the change. It isn’t coming from the business community—which can’t 
keep up with how rapidly buying behavior is changing. Get aboard or not; it’s your choice how 
much you do. But you can be sure that if your potential customers cannot find you online, 
they will find someone else.  
 
Get used to the idea that the buyers you want have mostly gone online, whether by computer 
searches or on their mobile devices. The only way they can give you a fair consideration is for 
you to be part of the world they trust.  
 
While 82% of consumers use search engines to find local businesses, they use the information 
they find in a variety of ways. Unfortunately, there is a lag between consumer behavior and what 
small enterprises are doing to reach them. So those enterprises that do even a little bit in that 
regard are walking away with the buyers. 
 
The Walking Fingers Walked 
It can all be summed up visually by the logo of the Yellow Page Industry. The famous slogan 
was: Let your fingers do the walking. And it was accompanied by this familiar image. By the 
way, that walking fingers logo is not trademarked, so can be used by anyone affiliated with the 
industry.  
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A new logo adopted by the Yellow Pages Group in 2010 (their registered trademark) shows that 
the fingers are not walking on a directory but online, with a mouse. 
 

 
  
Even the traditional print directory industry has gone out of its way to distance itself from the 
dated identity that puts them in the same category as buggy whips. As a bow to changing 
realities, the Yellow Pages Association changed its named to the Local Search Association to 
emphasize keeping up with the times.  
 
It describes itself as: “The Local Search Association is the largest trade organization of print, 
digital, mobile and social media that help local businesses get found and selected by ready-to-
buy consumers.” Its logo is another variation of the walking fingers. 

 
 
But from all I can see, the organization’s pricing and sales methods still reflect the old business 
model of annual fee and upsells—just without the paper. So simply jumping to Internet Yellow 
Pages (IYPs) does not measure up in results to some of the other Internet alternatives (more 
later).  
 
The Internet is less about the technology that makes it possible than the philosophy of sharing 
and finding the information you want as directly as possible. It didn’t start out as a sales arena 
(initially it was barred).  
 
Those who only want to use the vast penetration of the ’Net for commercial purposes are not 
tuned into the mindset of a large proportion of the people who surf it. This is borne out by the 
popularity of social media, which is focused more on relationships and sharing than commerce. 
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People go online for information that serves them, and that will help them to make purchases—
that’s true. But they don’t want to feel “sold” or manipulated. And websites that are set up that 
way do not gain their loyalty.  
 
The Yellow Page Directory or What? 
Banish OR from your thinking. The answer you need to bring plenty of fresh customers is not 
this OR that. This book is not structured to complete the sentence: Should I do yellow pages or 
X? There is no single X to take its place.  
 
But the yellow page directory can no longer be the primary method you rely on. Nor should it be 
allowed to gobble up most of your marketing dollars. Those days are gone. Now a business 
needs an array of methods—many of which are free—many of which don’t take a lot of time—
any many of which have small learning curves. The advice promoted here is to start simple, but 
start now! 
 
The fact that 44% of businesses have websites means that 56% do not. And of that 44% with 
websites, many of those are not much more than an online brochure, a small, not-very-
informative website that’s lean on appeal or useful information.   
 
Getting along without an Internet presence would be like expecting a businesses to function 
without a telephone or Internet access (needed for prompt credit card processing). It can be done, 
but only the newest, smallest, or part-time operations do things like that. Studies consistently 
show that businesses with websites grow twice as fast as those without them. 
 
Let’s be clear here. It’s not the website that accounts for most of the growth of the enterprise. But 
it does show the extent to which having an online presence is being taken seriously by the owner. 
It is a point of departure that anchors an online identity. Having one means the business is able to 
participation in any of the online marketing methods you deem worthwhile.  
 
Caring about their website indicates moving from the “don’t need it” side of the equation to 
“how can we use it?” side of the equation. In my opinion, that mental shift is more important 
than any specific strategy. This book is devoted to reinforcing that shift. 
 
Relying on Any Single Proportional Method Does Not Work 
Get used to the idea that there isn’t a single answer or an answer that will be a silver bullet for 
Internet visibility.  
 
This book explores the question: What can replace the yellow pages—or cut it down in cost? 
Yellow page exposure has long sucked up the lion’s share of advertising revenue. Bigger ads, 
fancy up-sells like color, and paying a premium for placement meant that a business that could 
afford to pay more often found itself paying more.  
 
Actually, it’s been a long time since people routinely went to the yellow page directory when 
they decided to buy. Yet the directory sales reps have recycled those same statistics for many 
years. Most of today’s buyers have a different buying cycle that doesn’t include the yellow 
pages. 
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Obviously, the Internet is part of the answer. But it is not the only answer. These alternatives to 
the yellow pages work best in combination. It is not anti-directory. You may still benefit from a 
small yellow page directory ad, for a variety of reasons (Chapter 8). But it makes no sense to bet 
the ranch on traffic from there. These other methods can be very inexpensive or free, if you’re 
willing to do a few basic things yourself.  
 
So the question is not whether to make peace with the Internet, along with all the opportunities 
and challenges it presents. Simply put, most businesses that don’t do so will fail. The question 
that needs consideration: Which is the right mix for your enterprise from the array of choices?  
 
Diversification is required. But there is no denying it can easily consume too much time, too 
much money, and present too many unknowns. And all that is competing with day-to-day 
operations. It is hard to avoid feeling overwhelmed.  
 
But into your thinking insert facts like the following: 

• 70% of smartphone users used their device while shopping in-store 
• People age 45-54 spend $647 (on average) online quarterly 
• 57% of online shoppers consider web reviews prior to buying 
• 97% of consumers go online to research products or services 

 
Can you really afford to only consider traditional marketing methods? I doubt it. 
 
Making Peace with Being Online 
The sheer volume of conflicting information regarding the Internet boggles the mind. However, 
reading this should make it less daunting. I think one of the major reasons small enterprises have 
felt estranged from the online world is that it’s like an endless Do List that makes little sense.  
 
The chapters ahead lay out the basic choices and cut through some of the conflicting clutter as to 
which are easiest, fastest, and cheapest for you to accomplish. They point out what should be 
done first—or as a bare minimum. By the end, you’ll be in a position to better judge what’s 
working for you, or not. You will have a basis on which to assess what to pursue next.  
 
Some of these yellow page alternatives involve the Internet, but some do not. Some require a 
website, but others do not. Some require your website to communicate in ways that it does not 
now do. The point is not which one is the right thing to do, but where is your greatest bang for 
the buck?  
 
Which do you have the stomach and will to act on? Because in the end, if you can’t make 
yourself to something, it won’t get done. Once again, the goal is not to work harder, but smarter. 
 
Cut yourself some slack about trying to do too many different things all at once to start with. 
Learn enough about the various methods to pick those you do have the stomach to do. Start 
there, and commit to let customer reactions to those early efforts tell you what to stick with. Who 
knows, you might find one whiz-bang approach you just love to do. Don’t rule it out. 
 
Almost every small business owner is frustrated by so many ideas they’ve been told they should 
implement. But most of the tricky stuff doesn’t have a snowball’s chance of happening. I do not 
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want this to be another book like that. Notice the imprint: Quick & Painless. I trademarked that 
phrase because I realized that unless solutions could be quick and painless they seldom happen.  
 
Unfortunately, simply having a website without any thought about promoting it does little. It will 
not generate traffic or interest—let alone bring buyers to your place of business. But also, it isn’t 
good enough to attract web traffic to your website if there’s nothing there to encourage them to 
stay or check you out. But at least having a website is an anchor, something on which to build. 
 
Given the broad array of promotional choices discussed in Yellow Page Alternatives, it is not 
possible to go into great detail on any of them. This is written to point out both the available 
choices and where your initial efforts will be most productive. I trust you will search for 
additional guidance as you hone in on your overall strategy. 
 
At the point you’re more comfortable being online, please search out other resources, so you can 
keep building on what you’ve done. This can be very self-reinforcing because, as you discover 
what you’re capable of doing online, you’ll be better prepared to do more.  
 
How Buyers Find Information also Changed 
According to a recent Comscore survey online search has overtaken the print yellow page 
directory as the primary way consumers look for local goods and services. 

 

Graphic provided courtesy or Comscore.com 
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Combine that array of choices with the influence of mobile devices, and we’re not talking about 
the future—but the present. People are plugged in online essentially all the time. There are 285 
million mobile devices in the U.S. (with a total population of 313 million). But many consumers 
have multiple Internet-connected devices.  
 
70 million of them are smartphones (23% of all mobile devices). And those numbers are 
climbing rapidly. Much more of the Internet bandwidth is used by mobile devices than is used by 
computers anymore. Those are the people who rely on search results and social media essentially 
all the time. 
 
Many Small-time Operators Are Misinformed 
They think the Internet has nothing to do with them. And there’s a lot of mistrust due to all the 
hype and craziness in the early Internet years. They got sucked into paying huge sums of money 
for worthless websites that they thought would magically bring customers through their doors.  
 
Such experiences left a bitter taste in many a business owner’s mouth. And they’ve resolved not 
to make that same mistake again. Many of them have no clue how much the Internet could help 
their business. 
 
Does any of this sound familiar? 

• “Oh yeah, the Internet. That’s for selling stuff to the world, but all of my customers live here.”  
• “I tried the Internet, it didn’t work for my business.” 
• “I have a website but it gets no traffic - what a waste of money!”  
• “The Internet is for products. I have a service business.” 

 
So there’s a two-step problem in getting those small businesses sitting on the sidelines involved. 
Some owners reject the Internet intentionally. The rest feel too overwhelmed by so much 
conflicting and incomprehensible advice. For them to be willing to act, the vague and endless 
Internet needs to be cut down to size.  
 
It needs to become apparent that it is possible to get involved in very manageable, but simple, 
ways. And much of what can help them get more traffic is free or cheap—especially when 
compared to traditional advertising costs. That’s my mandate. 
 
References to the Internet make business owners think mainly about their website (or lack of 
one) and getting search engine traffic. But that’s only part of the picture for those already 
suspicious of the big bad web. There are many avenues, any of which could benefit the bottom 
line that do not require you to get in over your head. Again, it is not about either this or that, but 
this and that—but at a measured pace.  
 
Search is much bigger than what Google and the other search engines do (as with  social media). 
Don’t put all your eggs in one online basket, or your dollars in one approach, or your time into a 
single technique.  
 
Of course, what works for your business depends on how well those efforts connect up to your 
particular clientele. If what you’re doing it isn’t working for them, it doesn’t matter how much or 
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little it costs. The measure of success needs to be whether you can be found when people are 
looking for what you provide. Widen your lens because there is no single best answer.  
 
Sharpen with Precision 
Years ago, the desirability of big department stores, that carry everything, was eclipsed by 
specialty shops that had a narrower scope but much more of a selection. That is very much what 
has happened online. People can find even the most exotic goods online, the very items that 
would not sell in much volume (so wouldn’t be carried, based on average sales). That is behind 
the concept of the “long tail.” It’s not about finding what’s common, but the exceptions to that. 
 
The long tail of search refers to the vast number of low-traffic-volume keywords (or goods) that 
are often much less competitive (for SEO) than the most popular keywords. However, these 
long-tail words and phrases can add up to a significant amount of traffic to the website. Best of 
all, those terms are more indicative of the searcher having a “buying intent” than the more 
general terms are. 
 
Instead of using generic search terms (keywords) such as “books” or “shoes,” it queries by using 
longer, specific-word phrases. Usually a person starts their search using general terms. Then they 
sharpen their search to be more specific, the more they’ve clarified what they’re looking for. By 
the time they’ve defined their goal, factors like cost and availability, or  similar brands or 
products, define who they will buy from. 
 

1. Camera—generic 
2. Cannon—more specific 
3. Cannon PowerShot ELPH 110 HS—more particular 

 
The more precise search phrase is an indication of a buying mindset. This matters to you because 
you want many of your website’s pages and keywords to be specific terms, rather than broad or 
generic ones (Chapter 4). 
 
Tip: Businesses can attract a high-end clientele by adding the word “professional” to their 
keywords and search phrases.  
 
Do Not Over-estimate what Any Single Marketing Method Can Produce 
The list below shows how the yellow page directory is just one among a slew of methods 
competing for a mere 10% of available business. So replacing the traffic that used to come from 
the yellow page directory still will not carry the day. You have to figure out how to engage that 
other 90%.  
 
What Makes Buyers Buy? 

• 76 percent of a firm’s business comes from repeat business—current customers 
• 14 percent comes from word-of-mouth recommendations 
• 10 percent come from all other marketing methods and practices (of all sorts) 

o Newspaper 
o Radio 
o TV 
o Signs 
o Location 
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o Direct mail 
o Sponsorships 
o Yellow Pages  
o Civic and church activities 
o Associations 
o Field salesmen 
o Employees 

 
Notice that the first two categories combined (repeat and word-of-mouth), account for nine out 
of ten customers for a typical business. These are people who already know about you and have 
intentionally sought you out. That leaves one in ten (10%) up for grabs.  
 
For most types of businesses, although the yellow page directory is important for advertising to 
new customers, they’re of little help to change the buying habits of the other 90 percent of 
potential customers.  
 
While people may go to the yellow page directory to find the address or location, most of them 
already have decided where they’ll do business. That’s one reason why any yellow page 
advertising needs to be part of an advertising program that builds name recognition or loyalty.  
 
Even that persuadable 10% of uncommitted buyers is being courted in many other ways as 
well—some very aggressively. Also, some types of business services simply aren’t chosen from 
a heading in the telephone directory. To get your drain unstuck, maybe—but for a brain surgeon, 
people rely on a referral from doctors they already trust. Or they search out authority websites 
that are highly trusted for recommended practitioners.  
  
Finding Your Place 
This book does not just tell you what to do, but describes the thought process to make sure you 
make choices that best suit your circumstances. That includes consideration of which should be 
done first, and which provide the most bang for the buck. Treat it as gospel that you should do 
the most important ones first.  
 
Take little steps to start with. Be frugal about costs and suspicious of hype. And as you see how 
it works, and what buyers respond to, you’ll feel emboldened to try the next step. Don’t try to do 
it all right away or you’ll burn out. The approach taken here is to build your muscles online and 
dismantle the reluctance to get aboard.  
 
At the present time, it’s still fairly easy to rank well at the local level for most types of business. 
Just doing a few things, and doing them consistently, is often enough to get ahead of your closest 
competition. By contrast, some fields or professions (like attorneys or florists) are hyper-
competitive in the online arena. Being able to rank high in such arenas is not a do-it-yourself 
project. Start by seeing what your local competitors are doing. That should be your standard too. 
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Chapter	  2	  

Where	  Rubber	  Meets	  the	  Road	  
 
Increasing Your Traffic 
“Traffic” has more than one meaning for businesses. 

• The cars and pedestrians going by the storefront—or in that general area or town. Those are you 
potential face-to-face customers/clients 

• Those who come in, shop, buy, or hire you—your walk-in traffic; some may spend money 
• Internet traffic—those who are online, visiting websites, doing searches, engaged in social 

media—whether they use their computer, browser, or mobile devices 
 
In each case, the challenge is to attract more of it, and to keep it coming back to you. The 
Internet doesn’t change that. It just gives you more avenues to accomplish it. 
 
What the various forms of traffic have in common, they come and go. Traffic is responsive to 
certain hard-to-define or anticipate signals people receive. So it might quickly change directions. 
But very few businesses can thrive on such vagaries, so must cultivate a combination of kinds of 
traffic. And a particular person could arrive by any of them. 
 
You will not get a formula here, or something that will work equally well for every type of 
business. Things change—and change quickly. What’s popular with the public or effective today 
is constantly evolving. Buyers are incredibly responsive to emerging trends or social signals.  
 
Which of the alternatives  you choose to pursue should be good for: 

• Your customers—present and future 
• Your community—where you live and operate 
• Your bottom line 

 
One of the things that doomed the printed yellow page directory was only being printed once a 
year. So it was always out of date. These days, buyers expect current, accurate information. And 
they disregard resources that don’t provide it. 
 
Promotional methods like yellow page advertising, IYPs, and web-based activities are designed 
to bring traffic to the business. But to figure out which of them are worth what you pay for them, 
it’s necessary to pay close attention to how your buyers are finding you. You simply cannot 
know where to invest your limited funds and efforts without knowing their preferences and 
buying habits.  
 
Even the best ads back when the yellow page directory was popular was only able to influence 
people regarding purchases 7% of the time. That’s the small window of time when the person is  
actively looking for a seller/service provider. Past that point, the directory isn’t much help. 
 
So as you weigh these alternatives, also think about how you interact with people the other 93% 
of the time—when they’re not actively looking to buy. Repeat business is essential for a 
successful business because it takes so much effort to keep finding enough new ones all the time.  
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Each of these alternatives can and should be tweaked to support longer-term relationship with 
repeat customers, while making you as attractive as possible to new ones. Moving away from the 
yellow page directory also means not thinking about a monthly ad (or a year’s commitment to 
pay for them). Instead, how can those dollars be better spent among other alternatives? 
 
Drawing a Conceptual Line 
Going online is embarking on a new way of relating to those you’re in business to serve. The 
yellow page directory represented the tried-and-true way to acquire business for over 100 years. 
But its potency peaked in the 1990’s and was in slow decline even before the Internet became a 
fact of life.  
 
The yellow page directory is a form of traditional advertising that points people to the answers 
they’re looking for. Other traditional methods like newspapers and magazines are hurting 
because the paid advertising model itself is in free fall. And you’ll notice they also involve print, 
paper, and delivery costs, so the Internet compares favorably in costs, and being up to date.  
 
But movement to the Internet is not just about saving print costs. It also is a mental movement 
toward Internet-based methods of reaching customers that are essentially free. The public’s 
expectations and ways of finding information has changed too.  
 
For businesses hanging their hat on the yellow page directory, it’s one of the most expensive 
ways to acquire new business. When it consumes the lion’s share of the promotional budget, 
other efforts are being starved, often in ways that undermine business effectiveness.  
 
New Routes to Success in Your Local Market   
You need a steady stream of customers/clients who are looking for what you offer. In most 
communities, these are Locals. And reaching out to them in more ways will work best for the 
long haul. Please take this opportunity to assess everything you’re now doing and every dollar 
you spend in that regard. The goal is to have a coherent strategy for more traffic, capitalizing on 
what you’re already doing.  
 
Most hometown, mom-and-pop, and service-based businesses only sell to those in their 
community. But the most direct way to reach that close-to-home market is by using the Internet. 
Over 61% of American families go online to check out a particular business before spending 
money with them.  
 
Buyers check to see if places being considered even have a website, and whether it is attractive, 
informative, and on top of its game. For instance, buyers want to know the business has a 
website, even if they don’t intend to visit it. This is where words like “first impression” are vital. 
If they can’t find you or like what they see, that’s the end of it—the end of you.  
 
Let’s not lose sight of the fundamentals. Staying in business depends on developing relationships 
with your buyers and delivering what they need from you. Local businesses have that part down 
pat (with varying degrees of success). The move online is really only a way to amplify the 
quality and variety of those relationships. In the end, you still have to “run the store” and deliver 
the goods and services. So the online stuff is simply a tool that helps you do that better. 
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Getting new business is important, but so is keeping the customers/clients you have. What do 
you have to do so they stay loyal and keep coming back? How well do you stay connected with 
them? Hint: Why not emails, postcards, or a newsletter (ezine)? 
 
Your website and online presence are for their benefit. Mostly, you will not make sales online or 
compete with businesses who are geared for ecommerce. So consider yours an outpost that 
provides a sample of how good your enterprise is—so they want to deal with you in person. 
 
As a hometown business you deal with people face to face. But you still need to know your stuff, 
provide good customer service, and treat people right. You still need to have good business 
practices and build the public’s trust, or people won’t give you another chance. So figuring out 
how online activities reinforce those qualities is essential.  
 
Social media describes a way customers provide what has always been called “word of mouth.” 
People share their opinions and recommendations. That’s going to happen just as before. But 
when it happens online it is being shared with strangers, who just might be deciding who to buy 
from.  
 
Reviews and review websites tell the world where you shine—and even where you don’t. The 
climate of reporting on their treatment means that if they’re treat badly, others will know.  
 
While it is not essential to have a website, you are at a marked disadvantage if you don’t have 
one, with at least basic information about the enterprise. Besides, your closest competition will 
have an easier time attracting your customers if you don’t have one (or only a crappy one) and 
they do. 
 
Over the last 15 years, the Internet has gone from being the province of a few geeks and techie 
insiders to a way of life, where even preschoolers spend hours a day online. It has gone both 
mainstream and main street. So businesses that don’t participate online are woefully out of step. 
The public has gotten there ahead of the typical small business operation.  
 
The industry is evolving—and at a staggering rate. Anyone who is in doubt that the Internet is 
going to change, just needs to see how quickly information about what works best becomes 
obsolete. As an example, mobile devices and smartphones are supplanting landline telephones 
and the way people interact with online information. Last year smartphone shipments topped PCs 
for the first time ever, by 73 million units. You can be sure that will have an influence on how 
businesses reach buyers. 
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Infographic	  courtesy	  of	  visualeconimics.com	  
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Solidify	  Your	  Online	  Identity	  
Who Are You, Really? 
A small business or professional practice may use the owner’s name: Harold Brown Plumbing; 
Maude Winters, CPA. But most businesses have a business name like Front Range Appliances or 
Skyline Tavern. Many small-town enterprises have a dual identity—the name of the owner(s) as 
well as the business name.  
 
As it’s filed in the public mind, your operation might be remembered by the business name or 
owner’s name. These may have different spellings or variations (like with or without “Inc.” at 
the end). Finding information about an enterprise relies on many different and conflicting 
sources. A lot of it is missing or doesn’t match up. Such inconsistent data needs to be cleaned up, 
if only because it interferes with Google’s ability to deliver your information in search results. 
That’s one aspect of what I call “online janitorial.”  
 
You have to sweep and dust your place of business, so why wouldn’t you also need to polish up 
your online identity? That is the topic of another Quick & Painless title, Website Polish: 
websitepolish.com. 
 
One reason business owners are slow to take action is because there are too many things to do. 
They can’t figure out where to start. Although over time, all these methods can build on each 
other, the order you do them is important. When you understand which come first, you won’t get 
too distracted by the secondary ones—until you see that your efforts are bearing fruit.  
 
Once you’ve jumped in the pool, you are no longer “afraid to jump” or holding back. So you’ll 
be able to see which traffic-pulling efforts occur naturally, which ones your particular customers 
and clients care about. 
 
It is like the only joke: “How do you eat an elephant?” 
Answer—One bite at a time. 
Building an online identity that suits you happens the same way—only it is one byte at a time. 
 
Along with the information about what to do to be visible online, you need to know where your 
initial efforts will provide the best payoff for you. Nobody learns this stuff overnight. Besides, 
the Internet is changing so quickly that the advice provided even a year ago is likely to be 
untrustworthy now. 
 
The issue will always be, how well can your business communicate what it does? And is it 
distinctive enough, or attractive enough, to stand out from the pack? The second issue is: How 
does that identity make you different, better, or more desirable than similar businesses in your 
community? The ones that stand out in ways the public cares about walk away with more than 
their share of the business.  
 
Some Things that Do Not Change: 

• Customers expect to be treated with competence and respect 
• They expect you to provide the information they need to make decisions 
• They expect you to provide information in a way that’s complete and easy to find 
• Credibility and good treatment pay off over time—the key to repeat business 
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• Whatever the product or service being sold, people care about how they are treated 
• Customers don’t keep coming back to places that do not treat them right—and they 

certainly don’t send their friends 
 
Don’t Discount the Power of the Internet for Locals 
Most hometown businesses sell their goods and services directly to residents of their community. 
They have face-to-face contact with those they serve. That is very different than companies 
based elsewhere or those involved in ecommerce (Internet sales), who never see their buyers.  
 
So using the Internet is only one of the ways of communicating with potential customers. 
Consider that a single newsletter, packed with useful information, can be delivered to some 
customers by postal mail, and to other customers by email. One message with different delivery 
methods. Either way, you still shine as the expert.  
 
The small business website is more of an assistance to the public, the residents of your 
community, than a revenue-generation platform. So consider what useful information you 
already have prepared that could be of use to customers and clients (even the potential ones). 
Post that on your website as well. That’s fresh, unique, and useful content that both website 
visitors and search engine spiders eat up. 
 
A recent Boston Consulting Group study examined the effect that Web use has on small business 
sales growth. Its findings confirm that the more active a small business is in using the Web to 
market itself, sell products, and support its customers … the higher growth that business will 
experience.  
 
In the U.S., businesses classified as “high web” experienced 10 percent sales growth over the 
past three years, while “medium” and “low web” enterprises experienced a 5 percent decline. 
 
What’s the Best Way to Get more Customers? 
If you’ve been struggling to find the best ways to promote your business, I’m not going to tease 
you with a magic bullet. The yellow page directory never was the magic bullet it claimed to be, 
and these days it’s not worth what it charges.  
 
Every business owner needs an Internet presence—rather than a glorified online brochure. But 
they need something to help them to build relationships with visitors and customers. People will 
increasingly patronize local businesses that DO get it. Eventually the others will catch on, or 
they’ll go out of business. 
 
Online Marketing Methods: 

• Local listings and directories  
- by geography 
- by industry or profession 
- IYPs 

• Paid ads anywhere on the ‘Net 
• Customer reviews (online, besides those on your website) 
• Coupons and offers (online, whether on your website or elsewhere) 
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• Social Media—like Twitter, Facebook, Youtube, Linked-in, and Pinterest; this is not a 
marketing venue and should be treated more as “networking” online 

• QR Code programs 
• Pay per click (PPC) and Pay per action (PPA) 
• Blogging  
• Text messaging via smartphones 
• Mobile apps of all sorts 
• Consumer-focused websites 
• Email, ezines, and RSS feeds 

 
While these are not equally necessary or effective for your enterprise, you should be aware of 
them so you’re aware of the rapidly growing bundle of alternatives to the yellow page directory. 
Whether you like it or not, you’re likely to find yourself participating in many of the online 
methods even more in the future. 
 
It’s worth commenting that some promotional methods, like unsolicited emails, fall into the 
category of spam. Stay away from those. They’re risky and harm your reputation. 
 
Your customers will let you know which venues matter for them, insofar as your ability to reach 
them. In that sense, it keeps coming back to how well you know your market and strive to serve 
them.  
 
The Most Important—DO FIRST 
Every business should do these things and as quickly as possible. Whatever your online ranking 
is at this point in time, these are your bedrock, on which other methods can build. But realize that 
these are starting points. After you have them in place, you’re “in the game.” But as with 
anything that involves learning, you must learn how to play the game so it works for you. That is 
as much a fact of modern life as using an ATM.  
 
DO NOW – DO NOW – DO NOW 

1. Claim your Google Places, Google Local listing (Chapter 4) 
2. Clean up your online data in online directories so that it all agrees—this chapter 
3. Install (or upgrade to) a local-optimized website that has plenty of useful information and 

keywords—serving both website visitors and search spiders (Chapter 5) 
4. Prepare for the way shoppers use mobile devices (Chapter 6) 

 
Second Tier—Consider Doing Next 
Except for the above items, everything else is either optional or its value depends the nature of 
your business (and what the competition is doing). For instance mobile would not do much for a 
funeral parlor, but would be vital for a restaurant—the most searched category on mobile 
devices. The items mentioned as second tier are relatively easy to get involved and build upon. 
 
Recommended Second-tier Methods 

• Blogging—particularly if you have a WordPress website/blog—an easy way to generate 
fresh and unique content; it’s done more for search engine rankings than for human 
readers 

• Beef up the content on your website—ongoing  
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• Mobile website 
• Develop an off-site strategy where you post your unique content on other websites (like 

youtube.com or Pinterest posters) 
• Coupons and discounts 
• QR Code strategies 

 
Down the List Somewhat 

• Social Media, unless you’re already involved and happen to like it; even then, be 
selective 

• Search Engine Optimization (SEO) in earnest—this stuff is tricky 
• Paid advertising programs: Pay per Click (PPC), Pay per Action (PPA), Adwords 

 
Again, these methods either have larger learning curves, cost money, or can suck up lots of time 
and energy. So they could work, but save them until you have some success under your belt. 
Again, if any of these methods has caught on for your industry, or matters to your particular 
buyers, go for it.  
 
The second tier and the “down the list” items also are more tied to what you have a stomach to 
do. If a particular method uses your strengths or reinforces your existing marketing, go for it. For 
instance, if your business offers training (for payment or as an aspect of other services) putting 
training videos or how-to articles online (besides your own website) makes sense.  
 
Taking a few baby steps now could be enough to show up in many more search results. So your 
visibility grows right along with the popularity of these alternate methods. You will need to keep 
track of where new buyers/clients are coming from (how they found you) in order to judge 
whether your efforts are working. What gives the best bang for the buck? You’re unlikely to find 
out without asking your buyers and listening to their suggestions. 
 
Most of these alternative approaches are being driven by consumer behavior. People feel the 
need to visit an array of sources to gather information, as they move closer to making decisions. 
When they find a business or website that serves their needs, they like to share it with family and 
friends. Although positive word-of-mouth has been the most effective marketing method, there 
are more ways of achieving it than ever.  
 
The advantages of online word-of-mouth can be enormous. Any individual with an opinion about 
you can share it with many possible buyers. Likewise, negative reactions can be catastrophic. 
Happy customers can generate new business through their tweeting, blogging, and postings on 
various websites, with minimal cost for the enterprise. 
 
Mobile is huge, and will get larger. There are predictions of six billion smartphones in the next 
three-to-five years. That alone has totally altered buyer behavior (See Chapter 6). That explosive 
growth has also adds an urgency for visibility methods that work with mobile.  
 
The hope is to find a way to work with the array of online options that’s smarter and involves 
minimal spinning of wheels. There is no substitute for the established standards for running real 
businesses: building good will in your market, brand building, and getting customers from as 
many places as possible.  
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Just a few years ago, many companies’ advertising strategies relied nearly entirely on print; 
newspapers, magazines, direct mail, and the yellow page directory. But, with a deeper 
understanding of your target customer, you’ll be able to identify areas to diversify and expand 
your marketing reach. 
 
Craft Your Online Identity with Care  
Unless you just started business yesterday, your enterprise already has an online identity. Even if 
you have done nothing at all to create a website or attempt to make an online presence, it’s out 
there. Internet-based websites have been collecting information about you for a long time.  
 
It just isn’t organized, and much of it isn’t correct. In fact, about 40% of information about a 
small businesses online is wrong. Do you know what it’s saying about yours? One immediate 
benefit of finding out exactly what’s out there about your enterprise, you can see yourself the 
way the surfing public gets to see you.  
 
What you find would probably be motivation enough to attempt to do more to direct the public 
perception regarding your operation. And by the way, nothing on the Internet ever really goes 
away—it can come back to haunt you down the road. The best way to counter that is to correct 
mistakes where possible, update listings where you can. And make sure that anything else about 
you going forward is accurate, positive, and uniform. 
 
Where to Begin?! 
Right now, you have started. These chapters will guide your thought process. By the end, you’ll 
have a better idea of how to make simple changes that can make your business much more 
visible to possible buyers. And best of all, it won’t seem too overwhelming to tackle.  
 
Many owners have been standing on the sidelines, confused by the mixed signals. Cut through 
the confusion and make a plan that puts the power in your hands. You needn’t be reluctant to 
take the necessary steps. And as Quick & Painless suggests, your plan can happen in little steps 
that don’t require you to be a techie. 
 
You don’t have to tackle the scope of Internet promotional activities all at once. But you need to 
get into the game. That might not turn out to be more work, but less! That’s because a more 
concise identity communicates a common message (with minor variations). You’re no longer 
running in all directions. Better yet, the public starts to respond to you as a “known quantity.” 
 
You don’t have to tackle it all by yourself. But even if you have the funds to hire some or all of 
the Internet-based marketing methods done, I urge you not to do that. Do not hand off the 
development of your online strategy. You still need to be involved in guiding the experts and 
making sure that what they do serves your off-line circumstances. You know your operation in 
excruciating detail, every element of it. Your involvement is truly hands-on.  
 
Your Internet identity and your website are just extensions of that. It needs to express your vision 
and priorities. People who you hire (like graphic designers, or web developers, or copy writers, 
or SEO consultants) have skills, but those do not have the passion for your operation you do. 
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That must not be lost in the shuffle! While working closely with them, you’ll gain more skills 
and they will do a better job of helping you shine online. 
 
Take an Online Snapshot 
First thing, determine where you stand at this time. Write down what you find so you can make 
comparisons down the road. Keeping a record allows you to see how what you did improves 
upon these results.  
 
You don’t know how you look to searchers?! Then it’s time to gather that information. It’s part 
of the manager’s role to base decisions on solid facts. If you need a wake-up call, here it is. The 
yellow page frustration is simply a symptom of flying blind. No problem, you’re not blind any 
more. 
 
Treat this as a front-burner DO ASAP item. It could be an eye-opener because this is what your 
potential customers are finding about you. If you’re not showing up, that means that you’re hard 
or impossible to find online. But if what they find is unfavorable, that’s even worse.  
 
Can You Find Yourself? 
Conduct a query in Google (then Yahoo, and MSN). Enter your type of business + Your town 
(“Pet Stores” + Scottsdale, Arizona). That is a Local Search. 
 
Does your business show up on the first page of local results? Do you make the map? Where 
then? Which of your closest competitors are on the first page of results? How many are ahead of 
you? Is it obvious why they are closer to the top?  
 
That list is what your “missing customers” are likely to see when they’re ready to spend their 
money. What you will be working on is getting yourself to show up there, closer to the top. 
 
Google Your Business and Yourself (personally) 

1. Enter your business name in Google and see what comes up. 
2. Do it again, only put quotes1 at the front and back of your business name. Any difference? 
3. Do it again, but this time add: + hometown. Any difference? 
4. Next, if you have a website, enter the domain name in Google as a search—yourbusiness.com 

This is not to go to the website, but to see some of what is reported about your website. If your 
website is not the very first thing that comes up, that could be troubling or informative. 

5. Next, enter— Links: yourbusiness.com These are other websites that link to yours. How many in 
total? Looking at each item shown on the list: Are they trustworthy websites? Paid listings? 
Favorable mentions? 

 
Afterward, redo #1 or #2 for your own name. For any of the results from any of these searches 
that are directories, check to see if all the information about you is accurate, consistent, and 
current. Contact those where changes need to be made. This is a project of its own, but shouldn’t 
be put off.  
 

                                                
1 Note: Using quotes around a query assures that those precise words, and in that order, will be searched together. 
Otherwise each word can be searched for separately and in any order—yielding many more unreliable results. 



Yellow	  Page	  Alternatives:	  	  Reach	  Buyers	  Online	  and	  Off	  	  -‐	  	  ©	  2012	  
 

26 
 

Does that experience motivate you to improve your Local Search ranking? It should. And what 
you have here is your starting point. Everything you do from here on will only improve them. 
 
Take Stock of Where You Stand Now 

• Where are the advertising dollars going now? And do they have any bearing on what 
attracts new business? 

• Where do most of your new customers come from? How do they find you? Answer that 
based on each sub-group you serve (the answer is probably different for senior citizens 
and sports nuts). If you serve several populations, tailor different approaches for each—
and here’s where the Internet shines.  

• What percentage of revenue comes from repeat business? 
• What is working the best for you? What is it costing? Is it consistent? 
• How much do you pay for advertising in the yellow page directory (all of them)? How 

many of your new customers came that way? 
• When was the last time you added new information to you website? Who did it? How 

easy is it to add more content to the website regularly? 
 
It’s very likely that somewhere in its vast database you’ll find that you are not the only Cutesy 
Pie Gifts. If you’re Joe’s Tavern, you can sure of it. It’s especially important that your location 
be evident in order to set you apart from the others. 
 
Searches like these should be repeated every couple of months. You’re actually, in Google’s 
database many more times than the listings say, but they’re not all reported. By doing that, you’ll 
be able to see signs of progress as you work on the steps described in the chapters ahead. 
 
Learn from Your Higher-ranking Competitors  
Who is Your Competition? For the local market they’re similar businesses close to home. For 
services, like landscaping, the pool of choices is from those within a reasonable distance. But for 
products, like seeds, the Internet permits purchases to be made from anywhere (small shipping 
charge). But that doesn’t necessarily mean that people will buy from far-away places.  
 
Local merchants and services providers are familiar with what works in the local market (for 
whatever reason). Buyers are drawn to them for their expertise and advice, along with the 
products or services being sold. 
 
Of those businesses that ranked ahead of you in the Local Search results above, what are each of 
them doing to make themselves rank higher? Anything they’re doing right could suggest what 
you need to do as well.  
 
Specifically, are those businesses listed in directories, or on authority websites, that give them a 
boost through links? Should your business be included those specific ones as well? Some of 
those listings are paid, and some are a combination of paid and free. Decide which, if any, of 
those would be right for you. 
 
Set Up Google Alerts 
Have Google give you daily reports of how your efforts fare online. Set up several Google 
Alerts, so you receive an email every time certain information appears anywhere on the ‘Net.  
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Visit this page to set up yours: 
    http://www.google.com/alerts 
 
Get Informative Alerts  

• Your business name (in quotes)—could be a problem finding yours if it is a common 
name 

• Your name (in quotes)—could be a problem finding yours if it is a common name 
• Your website domain (URL) 
• Topics or areas where you are an expert—also provides new information to use/quote on 

your website or places where you can post timely comments (for backlinks); hint, add the 
word “articles” 

• Your closest competitor(s) 
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Chapter	  3	  

Pull	  Down	  the	  Mental	  Drawbridge	  
 

 
 
The Internet is Loaded with Nauseating Jargon 
About fifteen years ago I gave a speech called, “There’s no one left to buy a computer.” Of 
course it wasn’t true then, and it’s not true today. But my point was that anybody who could 
stand to go through the process of buyer a computer already had one. My speech explained that 
there was no way to make such a purchase without having to deal with too many words that 
make one sick—I call them “nausea words.”  
 
Just a few such words can shut the brain down, paralyzing all further discussion on the topic. It’s 
not just computers or techie matters that can do it. Sport terms directed to a woman, recipe and 
childcare words spoken to a man, jargon in any form (unless you’re an insider), political analysis 
we don’t agree with, etc.  
 
We all have numerous topics we simply can’t stand to listen to. They’re riddled with those 
Nausea Words. We don’t just ignore them or fail to understand them. We endure them—it’s 
physically painful. We think our reaction is an aversion to the topic, but it isn’t. We’re reacting 
to a subliminal trigger that shuts off the brain. 
 
I urge people to find ways to speak on a topic without using “those words”—if they want to get 
their point across. Listeners really can hear information better if it doesn’t turn them off. 
Unfortunately, too much of what passes as communication occurs after the receiver has closed 
their mental drawbridge. It does no good to continue throwing more words at someone until the 
drawbridge comes down.  
 
The drawbridge is a metaphor about what each of us is open to, or what we pay attention to. We 
won’t let something in that makes us feel bad—or stupid. The best (or only) communication 
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occurs when both parties have their mental drawbridge open. And that involves trust. In an 
impasse, there is probably a drawbridge issue that needs to be recognized and lowered first. 
 
The measure of communication is what is received—not what was sent. The cartoon above grew 
out of that speech and became my logo as The Problem D’Solver. My slogan: Every problem is 
an invitation to open the mind.  
 
We need to be sensitive enough not to close down the listener’s attention and interest so that  
hearing us becomes impossible. Just as important, we need to be sensitive to what makes us pull 
up our own drawbridge as well.  
 
Tolerate a Few Nausea Words 
I conceived the Quick & Painless books to communicate with a minimum of Nausea Words. 
That is not the same as watering down the ideas so much that they lack substance, or aren’t 
particularly useful. 
 
You don’t have to be an expert about computers or the Internet to make online visibility 
strategies work for you. Just do the simplest steps described here to build an online presence. 
Then grow into the rest. Start simple and wade in a bit at a time.  
 
The concept of Nausea Words could be a guide in rethinking what you say your website or in 
any promotional materials. Can you speak to readers and/or customers without using jargon or 
intimidating concepts? As far as yourself, getting past your own Nausea Words about the online 
arena will help you to hear what you need to know. This book is but a start. 
 
It’s not too hard to venture into long-avoided arenas—if you’re motivated. Consider, senior 
citizens are one of the fastest-growing populations on the Internet. Seniors want to see the new 
baby pictures posted online, or to stay in touch with friends far away, or to search for 
information they’re curious about. If they can learn the ropes, so can you. It’s just a matter of 
taking a baby step, and then another…  
 
Make Little Steps until Reaching Your Stride 

1. Get or share your email address (many are free) 
2. Send and receive some emails 
3. Forward a message to someone, print one, save it to a computer file 
4. Visit a Web address 
5. Click a link and see where it takes you 
6. Subscribe to some online newsletters of interest 
7. Conduct a search with one of the search engines and visit its links  
8. Bookmark a page 
 

At least, by then the cold feet will be gone. And you’ll have the confidence to wade out a little 
further. Congratulations. 

COMMUNICATION	  
There. Notice that—it’s the most important word in this book. All the talk of traffic, or search 
engine results, or websites are the details. They are the delivery methods for a message from you 
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to present or future customers. The message is not a secondary concern. But it tends to get lost in 
all the discussion about the technical considerations.  
 
The yellow page directory was never more than a method of sending a message to people out 
there looking. Any approach you take should at least do that much. 
 
If you need a rule of thumb: 

Do more of what furthers communication between you and those who buy from you 
Do less of anything that gets in the way of that 
That’s equally true offline and online 

 
And it’s not just to be a sales message, or a one-way megaphone. What you have to say should 
speak to the priorities and concerns of the intended audience. People respond one way when they 
like what they hear/see/find and a different way when they don’t. So even before coming up with 
the strategy to deliver the message, it’s worth thinking about what you’re trying to communicate.  
 
It’s so easy to get information onto the Internet, that too much of it is mindless spinning. What a 
waste! What a lost opportunity. Don’t let the hype or gee whiz excitement about the techie stuff 
get in the way of providing a person-to-person message. 
 
Your Mindset Sets the Tone 
By necessity, the information provided here is general and speaks to the typical business owner. 
Whereas, your enterprise is unique. Your operation is sure to differ. Adapt what you can to your 
circumstances. Pay close attention to what is working for your operation as you make 
adjustments. 
 
Start small; try something. Make adjustments to do more of what brings new customers and 
revenue. And do less of what doesn’t. It is a challenge to make for those online marketing 
activities serve the primary operation—the brick and mortar one. So much of the how-to advice 
available online is for ecommerce business models. For you, the Internet is secondary.  
 
But that is not to say it is optional. You need it. But you do not need to “monetize it” because 
your revenue comes through direct sales and services. Be cautious about some of the online 
revenue-generation advice, like selling ads on your website. Those distort your primary message.  
 
One of the reasons for so much confusion about the value of a small business website relates to it 
not making money. Don’t expect it to make money for the business directly. But beef it up so 
much that customers (as well as search spiders) recognize its value. Compared to the expenses of 
a store, factory or professional practice, an informative website is peanuts. 
 
Your Business and Your Life 
Running a business is only part of your life, part of a day. You are a consumer too—so is your 
family.  So are your employees. You deal with businesses and business practices besides your 
own. Who treats you right? Who doesn’t? And why? What can you learn from them?  
 
Go online more or use your smartphone (mobile devices) the same way your own customers use 
theirs (Chapter 6). Then you’ll be in the very shoes of the people you want to find you. 
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This book is about wading in intelligently, rather than being afraid to jump. The worst choice is 
doing nothing. Almost as bad as doing nothing is to try to do it all—badly: a non-descript 
Facebook page, pay-per-click advertising on terms nobody cares about, and a crappy website. 
Who cares?! Slap-dash methods don’t add up to much—but can easily wear you out and burn 
through too much money. 
 
This book encourages doing a lot of little things in an intelligent order, so they build on each 
other. Gain the attention of Locals at exactly the point they’re ready to buy. Will they find you or 
your competitors? It would be a sad state of affairs if you aren’t even considered.  
 
You must show up where your buying public is if you want to connect with them. Shops cluster 
where there are lots of people, and your content should cluster where there are lots of people 
online. Sure, information on your website needs to be relevant and useful. But you also need to 
be found by the large number of potential buyers who will never find you website. 
 
Staying in business comes down to relationships. If you’ve been open very long, you’ve been 
building relationships all along. And you’re trying to discover more ways to tell people what you 
offer. Now there are even more ways to accomplish that—and the results from such activities can 
show up rather quickly.  
 
Anyone in business has a full plate of front-burner tasks. So even if the Internet is accepted as 
essential, it feels like a bottomless pit of demands. And those are in addition to the daily 
activities that keep the doors open. That is enough to explain why it has been ignored or resisted 
by so many whose businesses would benefit from what the Internet could do for them. 
 
There are many misunderstandings that get in the way as well. One is that it is optional. Another 
is that it’s too hard. Some of it is; some of it isn’t. Start with the easy stuff. The typical business 
probably won’t ever need to worry about the exotic, tricky stuff. 
 

• These alternatives are chosen to give you a visibility strategy 
• They are chosen to give you a credibility strategy  
• They tell what you need to do for people to trust you enough to open their wallets  

 
Whenever possible, your business practices should be the same with your face-to-face activities 
and your online ones. You shouldn’t provide different treatment for people who find you online 
than for those you already serve. The same level of respect and service should apply to all 
because they are the same people. 
 
Part of the Evolution 
To the extent an operation treats online information as an afterthought, they don’t give it the 
same degree of attention provided at their storefront. And that can be detrimental. This is a 
mental evolution that needs to be embraced by everyone on your payroll. Online activities are 
not just your responsibility, not just the job of the person handed the online posting task.  
 
When a business first opens, it immediately prints up business cards and/or flyers. It wants to 
announce: We’re open for business! The card provide the basic information: business name, 
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maybe a logo, address, person’s name/title, phone number, etc. The owners are justifiably eager 
to get their doors open and start making money.  
 
Their first card is informative and usually adequate, but it doesn’t have much personality because 
the business has not jelled yet. It’s still moving from concept to operation. That is just as likely to 
be true if a designer was involved. It’s still in the start-up phase and has many more decisions to 
make that will cumulatively impact its identity.  
 
A few years later, many more aspects of the operation have developed and sharpened. Its 
personality and style are more evident to the public. It has gained greater assurance and 
credibility. It has developed its own style and ways of interacting with customers. By that time, it 
is not unusual for it to develop new marketing materials and to consider the next phase of its 
identity. While it may retain the logo and some design elements, it now has a reputation and 
track record to consider.  
 
It takes years to become a mature enterprise, and that involves doing a lot of things right just to 
stay in business. Also, the shift to a mature enterprise is likely to be toward being more corporate 
or impersonal (not that I’m saying that is good). But the business identity evolves and is more 
fully developed as it gets larger and more employees. 
 
 My point, whether the business is online or off it is displaying its personality. And that is going 
to grow and change. It is going to reflect the brick-and-mortar reality. Observers judge a business 
by its appearance and evidence of professionalism. These should be equally evident for the 
online identity as it is in the hometown reality. 
 
The identity gets better, more unique, more finely-tuned. What most small businesses also have 
going for them is a bricks-and-mortar identity or public perception. That can be taken online, at 
least as a starting point. But as discussed later, the online world opens up a variety of avenues 
that do not exist in traditional marketing (like interactions). And that can further reinforce all of 
the company’s other marketing efforts. 
 
The two ways of relating to the public can and should evolve together. They are not parallel, like 
railroad tracks. But they are two sides of a single operation. Customers should have no difficulty 
recognizing that the store/office and its website are about the same business, or about the same 
products and services.  
 
The sooner you can feel that online methods are an additional channel of what you’ve been 
polishing up since the business started, the sooner the mental wall between online and offline can 
dissolve. 
 
The Internet encompasses much more than the websites people put up or the search engines that 
index them. People use it communicate in ways that do not rely on search. Sharing (which refers 
to social media) now produces 10% of all Internet traffic. And that percentage is growing fast 
(Chapter 7). As a single example, people share more than four billion items of information a day 
on Facebook. 
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Add to that the fact that more than half of the traffic on the Internet is used by mobile phones and 
smartphones, one starts to see that the role of even a giant like Google is limited. Google is the 
800 pound gorilla of the Web that determines your website rankings. But many other 
considerations besides search determine how easily people can find their way to your enterprise. 
Take mobile, for example (Chapter 6).  
 
Strong, website visibility permits yours to act as the marketing tool it should be. Its success can 
come in several forms: emails, phone calls, text messages, chats, store visits, and online or 
offline sales. Your website should be both user-friendly and mobile-friendly. That involves it 
being locally optimized to appear in search results. It could contain useful information, tagged 
videos and images, along with relevant keywords and other search-engine-friendly elements. 
 
Quick & Painless Provides a Way of Solving Practical Problems 
Yellow Page Alternatives is the first of the series (others no longer in print). That means quick to 
do, at least the initial steps. And it’s relatively painless because you know you’re doing what 
matters most. This series does not expect readers to have techie skills or online moxie. This one 
is for the small-business owner who wants to attract more customers and just needs to know the 
best way to get found. 
 
I visualize these books like shingles on the roof. Each one can stand alone, but no single title is 
expected to cover the whole roof. And they can be read or put into practice in any order. They 
build on each other. They are not books for beginners because they provide enough meat to deal 
with tricky problems. A related benefit is in developing greater confidence about keeping first 
things first. 
 
The learning curves involved only relate to the problem at hand, without taking on the whole 
field of unknowns. A person’s understanding grows with each title. Each of them cuts the 
uncertainty down, so he or she can take the next step. As competence grows, so does confidence. 
And you’re seeing real-life results that keep progress moving.  
 
Look at What Things Really Cost  
Let’s be clear from the outset. You can spend time, energy, or dollars to get things done. Almost 
every business owner is stretched on all three scores. So when I say something is free, it might 
only mean free in money, but it could take considerable time or energy. Or I say something is 
fast, but you still need a few basic skills (like using a mouse) and having an email address.  
 
Remember that learning curves take considerable time and energy. So figuring out how to do 
something the first time is harder than it will be once the task is mastered. Starting out, almost 
anything related to computers, software, or the Internet involves lots of learning curves. And 
they’re the kind that make you feel kind of stupid, (huh?) right up until it clicks.  
 
For anybody over the age of 20 this is like learning a second language. We can do it, but it does 
not come as naturally as it does to the young ‘uns. Get a child, a friend, or someone willing to 
work for a few hours for a small charge to explain online basics to you. I mean, sitting at the 
keyboard, facing a screen together, doing web searches, visiting websites. Please do not be too 
proud to ask for help from a native who knows the terrain.  
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Fortunately, the baby steps proposed here are simple. Once there are any signs of progress, it 
could get fun. But unless you’re already comfortable surfing the ‘Net and have a pretty neat 
website, this could take a while. But you don’t need to be paying a pro to do it all for you. You’ll 
discover that as your skill level grows, so does your confidence. 
 
Just as a reminder about why you need to go online in a more serious way, this graphic shows 
what average people are doing on the Internet. 
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Infographic courtesy of visualeconimics.com 
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Chapter	  4	  	  

Google	  Is	  Your	  Friend	  	  
 
Get Lots of Visibility for Free 
People used to say, “I’m in the book,” meaning you could find them in the yellow page directory. 
Now it’s even more important to be found on the Internet. Whether or not you have a website 
(and you should), you’ll get more exposure by showing up in Google search results than from the 
best directory ad. 
 
Any enterprise whose store or office has a business location needs to take advantage of Google’s 
special treatment of local businesses—very useful for drawing new customers. If you’re not 
found there you’re losing the race. 
 
The fundamental purpose of search engines is to index websites in a way that allows people to 
use keywords to find web pages that interest them. It has several components. 

• An Indexer—finds and indexes pages for the database; called spider, crawler and robot 
• A Database—stores and indexes references to specific webpages 
• A Query Interface—handles the queries (search terms) submitted by users 
• The SERPS— short for Search Engine Results Page; the pages that a search engine 

returns with the results of its search 
 
When retrieving results, search engines follow a set of rules known as an algorithm. Each search 
engine has its own unique algorithm. The factors that are included in the algorithm are as closely 
guarded (and much more complex) than the formula to Coca Cola. Google’s algorithm is known 
to have over 200 factors that are assessed as it collects data that determine your website ranking. 
 
This is being constantly tweaked, with about 500 changes a year. There is plenty of speculation 
in the blogosphere about how to rank as high as possible. Some attempt to trick the search 
engines. Methods employed could be ethical or anything but (called black hat). Occasionally 
Google slaps such abuses, triggering ripples of outrage as websites feel the effects of algorithm 
changes.  
 
There are more than 150 million active websites. Search engine robots sift them to find useful 
information and organize it in a way that it can be found. To do that, they use keywords or 
phrases that can match the terms that people are searching for. But spiders consider related 
information on the page as well. So if a search query asks for “shoes” it can tell from context if it 
is baby shoes or horse shoes that’s wanted.   
 
Google conducts billions of searches each day. Google’s index has collected more than 100 
million gigabytes of data. In a search Google does not search the named websites, but only the 
information in its database. Of all the searches conducted every day on Google, 16% of them use 
new terms that were never before searched. 
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Here’s the official word from Google: 
The software behind our search technology conducts a series of simultaneous calculations requiring 
only a fraction of a second. Traditional search engines rely heavily on how often a word appears on a 
web page. We use more than 100 signals, including our patented Page Rank algorithm to examine 
the entire link structure of the web and determine which pages are most important. We then conduct 
hyper-text matching to determine which pages are relevant to the specific search being conducted. 
By combining overall importance and query-specific relevance, we’re able to put the most relevant 
and reliable results first. 

 
During a Search  
The search query travels an average of 1,500 miles to get the answer back to you. In response to 
the query Google’s algorithm looks at over 200 signals to determine which are the most relevant 
to that search. Results are ranked according to most relevant. And the results come back in less 
than a second. Pretty impressive! 
 
Examples of Factors Considered 

• Freshness of content—the more recent the better 
• Number of other websites linking to it 
• Quality and quantity of content 
• Specific words on the page (search terms) 

 
There are limits to what search engines can find online. Despite its best efforts, Google cannot 
enter into many existing databases based on the ‘Net. Contrary to popular opinion, there are 
plenty of Internet-oriented arenas that spiders cannot access, so that information won’t be 
included in search results. To name but two (out of thousands of arenas that collect personal 
data):  
 

1. Facebook with all that information about its 800 million members. It’s equally true for 
any social media websites  

2. Cell phone numbers, that don’t show in telephone books—even digital ones  
 
Keywords Are the Key  
Keyword advertising is a completely different way to increase the visibility of your website or 
business. Searchers enter search terms (keywords and phrases) when they conduct a search. 
Almost any word or phrase entered will generate a list within a few seconds; some refer to 
millions of webpages that use that term. 
 
Small businesses would get lost in the tsunami of results data. For example, the word “pizza” 
generated 10,400,000 links. But adding the place, Anchorage, Alaska, the number of cites 
dropped to 18,500. Adding the zip code 99507 reduced the number to about 100, and most of 
those were duplicates. If I wanted a pizza in Anchorage that was delivered close to me, I’d know 
within seconds who to call. 
 
Portals, Directories,  and Vertical Listings 
It used to be when a searcher entered a search term like Lawyer + Boston, there would several 
pages of results before reaching any specific firm of attorneys. That was particularly true in 
larger cities or in fields that are hyper-competitive. Those are aggregator or referral websites. 
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Such larger ecommerce-optimized websites have more horsepower or page rank than an 
individual business website, so they got ranked ahead of the other natural listings. However, 
since searchers are usually unhappy to only find such listings. Google doesn’t show such results 
in the Local Search results. Only local businesses appear there, those with a physical presence.  
 
Such directories serve a very different function than the website for a specific business. Some of 
them are geographic in scope, some relate to a specific industry or type of service. And of late 
many of those functions are also being fulfilled through social media.  
 
Start with the Basics 

• Have a website—while you don’t need one to appear in search results, chances are you’ll 
get outranked by any competitor who does (see next chapter). 

• Provide useful content about your business, products, services, and your community 
• Claim your Google Places listing (more this chapter) 
• Add photographs and videos—they engage visitors and boost search rankings  
• Put a Google Map on your website—easy to do and it makes your physical location 

easier to locate; also boosts search rankings 
• Collect customer reviews—real ones. It has been found that about half are fake. You 

can’t pay/reward customers to give them, but it’s O.K. to ask for them (also, no fiverr-
type outsourcing). In addition to the ones you have on-site, there are numerous sites 
where customers post reviews about their experiences. And it’s a staple of social media 

• Clean up the online information about your business (this chapter) 
 
Search Engines Bring Traffic to Your Website 
You can be a big fish in a small pond—rank high for your type of business in your community. 
And for most hometown websites that’s quite enough. When a search includes a geographic 
term, a search engine only delivers results within that specific area. That way, a the small-scale 
local operation doesn’t get lost among millions of websites from everywhere. 
 
The major search engines have committed themselves to make Local Search a priority. Each is 
investing considerable money and effort developing systems that can deliver relevant search 
results within limited geographic areas. That assures Local Search will become an even more 
useful tool for small business owners. 
 
Location is tied to a particular town or geographic area. That makes sense because 80 percent of 
the sales by hometown businesses are to Locals. 
 
A survey that asked: “How often did you use Google to locate a locate a local business?” found: 

• 14%  Almost every day 
• 17%  Every week 
• 16%  2-3 times a month 
• 12%  Once a month 
• 7%  A few times a year 
• 24%  Never 
• Although many people use Google many times a day 

 
Local Search is a recent hybrid development that lets any business gain considerable Internet 
visibility—whatever its size. It brings small and mid-sized businesses and the Internet together in 
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a way that customers like. People are quick to climb aboard. About 36% of all searches are for 
Local Search—and that number keeps increasing. It will grow faster still, as business owners 
start to catch on and actively participate. 
 
Such searches account for at least 40% of all search engine queries, but how that term is used is 
anything but uniform. There is a geographic element or what is referred to as “local intent.” 
Compare three definitions: 
 

• Local Search is any search aimed at finding something with a specific geographic area 
• Local Search is seeking information online with the intention of making a transaction offline 
• Anything that you would traditionally look for in the printed yellow page directory becomes a 

Local Search when it is conducted online. 
 
Local Search exposes even the smallest business to the whole world. And an owner doesn’t need 
to have any technical expertise to get a lot of mileage from that boost. For some types of 
business, like dry cleaners, barbers, and sandwich shops, all search is Local Search. People 
searching for those services will purchase them offline. Those are hyper-local.  
 
Some types of business are location specific, but the people searching are likely to be elsewhere. 
They may be planning something at that location, for example resorts and campgrounds. Some 
enterprises, such as consultants and regional hospitals, draw clients from both nearby and far 
away. So almost any kind of offline business could be impacted by Local Search. 
 
Whoever comes up ahead of your business in Google’s local results is doing some things you 
should be doing too. Or doing more of. Or doing better than you do them now. Local Search 
results do not include Big Box stores or national companies with branches or franchises all over 
the place. Can’t you see what a boost it is for little guys in a world where they usually would be 
left out as non-competitive? 
 
Relevancy Is the Goal 
Search engines are committed to returning the most relevant results for every query. If it detects 
“local intent,” it will only return results related to that physical area. It will display a map and 
businesses within that area pinpointed on the map, followed by the phone numbers and links to 
those pinpointed businesses. These are organic results, not paid results (explained later this 
section). 
 
Websites that are optimized the best for any particular keyword will rank above the others. 
People also search for local businesses through specific websites like the  IYPs, Craig’s List, 
Kudzu, and Citysearch. There are also vertical directories like BedandBreakfast.com for specific 
industries or product types. 
 
You are only competing for placement with other similar businesses within your geographic 
area. Here is an example of how local results are sometimes displayed. 
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To get found in the Google Local Search results, there are just a few things you need to do.  

• Place geographic terms on every page of your website 
• Optimize your website for Local Search 
• Claim your Google Places/Local listing 
• Make sure your business appears in suitable directories  

 
These results are free and really don’t require much technical know-how. These are starting 
points, so you do need to keep improving on them. And in some fields the (like chiropractors) 
the online competition is brutal. But for most small communities, doing that much is enough to 
cover the basics.  
 
According analysis by The Kelsey Group, “70% of U.S. households now use the Internet as an 
information source when shopping locally for products and services ... Findings also suggest the 
Internet is poised to surpass newspapers as a local shopping information resource.”  
[And they have.] 
 
Small businesses have some powerful advantages over other types of business these days. Local 
operations do not have to play by the same rules as other operations on the worldwide Web. 
Most of the advice that the major players have to follow to show up in search rankings simply 
does not apply to you. 
 
Your small-scale operation would be back in pack but for the over-riding boost of Local Search.  
But a decent local ranking is usually not very difficult for even the smallest business to 
achieve—even though SEO is the province of fanatical analysis by Web insiders.  
 
Here Are the Most Popular Search Categories  
Notice that these are local businesses. The following 2012 data was drawn from the Yellow 
Pages latest Local Insights Report. That study is based on 563 million searches across a local ad 
network of 300+ publishers.  
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Source: Matt McGee - http://www.smallbusinesssem.com/local-search-restaurants-us-south/6025/ 

 
Narrowly-focused keywords or phrases yield much more relevant results for the searcher. But 
there’s another benefit for the business, as well. The narrower the term or phrase, the more 
focused the searcher. And that increases the likelihood of them being a motivated buyer. 
 
Keywords Change the Marketing Mindset 
One problem with keywords, the concept is alien to mom-and-pop operations. Keywords relate 
to search engines and the way the whole online world is structured. It doesn’t have a counterpart 
in the everyday world.  
 
Compare the model of various pay-per-click (PPC) programs to that of the yellow page directory 
ad structure, which charges a fixed rate. A business owner knows what they must pay for their ad 
each month, depending on the added extras, like size or color. Certain online models are not 
based on fixed prices, irrespective of how many people respond. Advertisers are not accustomed 
to paying for advertising based on results or leads, as with PPC. But small business owners do 
understand “pay for performance” or paying for leads. 
 
General or generic keywords relate to so many websites, that those results aren’t very helpful. 
Having a keyword in common with a million other websites means any search for that term 
won’t find you. Entering “real estate” brings nearly 15 million references. Adding the zip code 
90307 (a random choice) cuts the number of links down to 187. Adding the word “homes” 
brought the search field down to 54, a much more manageable figure. 
 
Rankings Combine On-site and Off-site Factors 
Since Google rewards fresh, unique content, keep what you put on your website relevant, useful 
and growing. But additional factors that are not on your website also determine your ranking. 
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What you put on your website is on-site content. Here’s where keywords and phrases (and their 
placement) matter. What is posted on your website is totally within your control (maybe not 
comments, but those you can delete). Search engines also factor in off-site factors. Those are 
mentions of your website (or business) on other websites (particularly if an authority site) as well 
as incoming links. Acquiring those offsite factors involves a long-term chain of events. 
 
Because of the relative ease to gain Local Search rankings, much of the complex search engine 
optimization (SEO) big companies or ecommerce businesses do to gain high rankings needn’t 
concern you. Ignore a lot of that complicated analysis and tweaking to satisfy Google’s criteria. 
That would be a “down the road” activity for most small businesses.  
 
Buyers Track Down Information 
Consumers have changed what they consider their primary source for where they look for local 
information. This shows a 2012 analysis by Comscore. 
 

 
 
Source: ComScore custom research - 15miles/Localeze Local Search Usage Study (IYP = Internet Yellow Pages) 
 
The same study looked at the frequency with which consumers interact with the various media 
resources. New developments show considerable Local Search occurring on social media sites, 
rather than through the search engines. 
 

With the rise of social networks and daily deal providers introducing location-based services, 
consumers are becoming savvier about accessing local business information. In fact, local business 
search on social networks has increased 67 percent since 2010 and 35 percent of individuals that 
primarily use social networks for local search do so on a daily basis. Also, local business searchers 
are heavily engaged with social local content through consumer reviews, with 45 percent of social 
network local business users submitting reviews online for local businesses. 
   http://www.clickz.com/clickz/column/2171149/finders-seekers-local-changed-game 
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Local Search Pulls from Many Sources 
My motivation for showing the following graphic was not to simplify your understanding of how 
Local Search works. It’s much too complex for that. And that’s the point. A small, hometown 
business doesn’t need to know anything about the complex workings of data collection and 
search algorithms to still be sitting pretty. Google treats Local Search as a preferred category of 
search.  
 

 
Infographic provided courtesy of GetListed.org and David Mihm, Inc. 
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Google (as well as Internet Explorer and Yahoo) put greater emphasis on local results. That’s 
why mom-and-pop operations have a chance to rank relatively high, which wouldn’t be possible 
if they were just lumped into the national/U.S. results.  
 
Doing what Google requires in order to send more buyers and clients your way is not that 
difficult in Local Search. Until you’ve done them, stay away from the other things to try so you 
don’t get distracted. The tasks are not infinite and endless. (However, tweaking can be infinite 
and endless—but happens gradually.) Most steps are quick to do and relatively easy to stay on 
top of—once you’ve gotten the hang of it.   
 
How Query Results Are Presented 
An average of 80 percent of all website traffic is generated by search engines. This statistic 
makes it clear that it is important to be listed in multiple directories online. But where you rank 
in any search results is important as well. 
 
The first page of a Google search lists the 10 highest ranked organic or natural results for a 
search term. Nine out of ten times, people who conduct a search do not get past the first page. 
For results that fall on the second page, even at the first listing, the amount of traffic driven to the 
website dramatically decreases. 
 
Getting ranked on the first page is certainly desirable, but the place a business holds on the first 
page is also important. About 42 percent of potential customers will click on the first listing only. 
The second place gets dramatically less traffic, drawing in only 12 percent of searchers.  
 
Top 10 Reasons People Use the Internet 

1. Information – The Internet is the largest library ever created, and is growing daily. Although you 
need to always be careful of your sources, the Internet is THE modern source of information, 
delivered in multiple media: written word, visual graphics and images, video, and audio have 
changed the way that we humans look for and find information. 

2. Communication – People use the Internet to communicate with one another. Email has become 
the main means of communicating for many. Without the Internet, it would be both more 
expensive and slower to maintain personal and professional relationships. 

3. Entertainment – Many people use the Internet to enjoy themselves and to engage in personal 
interests. In recent years, multiple player games and virtual worlds have engaged the time and 
money of many. Plus, video and music are easy to find, stream and download.  

4. Work – The Internet provides an alternative to 9-5 workdays, as more and more people can work 
from home, or “telecommute”. Plus, a growing number of people are making a living from the 
Internet itself.  

5. School – More and more elementary, high school and university curricula require use of the 
Internet for school work. 

6. Relationships – People use the Internet to find, maintain, or end relationships. Plus millions 
participate in social networks and social media  

7. Market – People use the Internet to research, find and buy services and products. Or to target and 
sell to the ultimate consumer. In effect, the Internet has become THE best way to buy and sell 
merchandise, as online “stores” are open 24 hours a day, 7 days a week. 

8. Sexuality – Although it may surprise you, it’s no secret that a real majority of search is centered 
around porn. So, people [men] use the Internet to view pornography and to engage their sexual 
instinct. 
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9. Self-expression – People not only consume information on the Internet, they CREATE it. And in 
doing so, people are able to express themselves politically, artistically, vocally, socially, etc. and 
give voice to what is important to them. The Internet is the ultimate forum on which you can 
discuss or monologue as you like. 

10. Ask for help – The protocol for Internet use is one of private consumption without need for 
naming yourself. By virtue of the privacy and anonymity factor of cyber space, Some people use 
the Internet to ask for help. People ask for help in the form of emotional support, medical advice, 
or even simply listening. 

Based on article at http://internet.addictionblog.org, July 13, 2011 
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Infographic courtesy of The Smartbiz Marketing Blog 

 
Paying for Placement 
The order of results as determined by the algorithm is referred to as natural or organic results. 
However, advertisers can also bid on certain keywords and appear on the results page. Paid 
ads/Adwords ads may be presented in the right column or above the natural results.  
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Google insists that paid listings do not influence a company’s order in the natural search results.  
While that is probably true, a company that is paying for such ads is doubtless also paying close 
attention to various ways for it to stay atop the ratings. The coveted first-page results (even in the 
local market) are most likely to be filled by enterprises that are working hard to get them.  
 
While I will not go into any details about Google’s paid placement of ads, I will say it is a quick 
way to start getting traffic to your website. An Adwords campaign can be targeted very 
specifically to a geographic area. And the advertiser only pays the amount they bid on a term 
when people actually click on their ads. Since advertisers bid for the keywords, the most 
competitive or desirable words can be quite pricey. 
 
Two columns of results are shown in response to a search query. The ones on the right are paid 
results, presented in order of how much the advertiser bid for the keyword used in the search. 
The top spot goes to the highest bid and they’re arrayed in descending order. For some searches 
there are also some paid results above the natural results list.  
 
Remember, you must monitor paid ads carefully. That involves constantly watching and refining 
the words chosen, and the amount bid, in light of what gets the best response. Fortunately, it is 
easy to track results and see how well a campaign is working.  
 
A business also needs to be doing other things to build up its natural search results (like links). 
Those factors get stronger over time, but with paid ads, when one stops paying, the ads vanish. 
 
Choose SEO Techniques Carefully 

• White Hat—uses ethical methods related to website content and links to achieve high rankings 
• Black Hat—attempts to trick the search engines to get an unfair advantage; uses deceptive content 

or spammy tricks 
• Gray Hat—a combination of the two 

 
Be forewarned that Google is striking back against SEO abuses. Many widely-used methods 
(especially regarding linking strategies) that used to work well are backfiring. Overnight, 
formerly high-traffic websites can no longer be found. Stay away from Black Hat and Gray Hat 
SEO. Building traffic through natural and/or paid methods (like PPC) is slower, but White Hat is 
the way to go. 
 
Goggle is very clear about what it wants to reward on websites: interesting, useful content that is 
unique and fresh. Good keywords help, but it doesn’t have to be fancy. Any website that is doing 
that has nothing to fear from any of the Google slaps. Don’t fret about the alarms being bantered 
about regarding the changing rules (like Panda and Penguin) because those are scare tactics.  
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Infographic provided courtesy of nerdyface.com 

 
Claim Your Local Business Directory Listings ASAP 
If your business has a physical storefront or office, the most effective way to improve your 
search rankings is to list your business in the free local business directories from Google, Yahoo 
and Microsoft (and others.) These listings are an invaluable way to get the word out about you 
when people type in search terms for your local area.  
 
It is vital that you claim your listing without delay, if you haven’t already done so. Rate this as a 
MUST DO NOW!! Anyone who helps small businesses with Local Search tells them to claim 
their Google Local profile. And it is unnecessary to hire anybody to help do this.  
 
Submitting to these directories is free and only takes a few minutes, so it’s definitely worth the 
time and effort. Before filling out your profile, prepare a nice description of your business that 
includes some of your keywords. Include photos and a video as well, to get more search engine 
attention. 
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Most Important Places to List Your Business 
• Google Local Business Center:   http://www.google.com/local/add 
• Yahoo Local Business listings:   http://listings.local.yahoo.com/ 
• Microsoft (Bing):      http://www.bing.com/businessportal/ 

 
List your business in each of these directories. Be sure to provide a link to your website when 
you fill out the profiles. The different search engines pull up their results from different sources. 
Google is the main one, doing about 80% of all searches. The more your information comes up 
in search results, that’s free advertising for your small business.  
 
And there are many other directories where you should take sure to be included. Some are 
regional (like the Chamber of Commerce), some are by profession (attorneys – members of the 
Bar Assn.). You get into some by virtue of being a member. Some are paid; others are free; some 
permit enhanced listings to highlight your listing.  
 
Unclaimed Google Places listings are being claimed and manipulated by online opportunists for 
their own benefit. So that can further disadvantage a particular business in local results. Make 
certain yours is claimed—by you. 
 
Protect Your Online Business Identity 
Any but the smallest or newest business has an Internet presence because it exists in directories 
and databases all over the Web. Some of that information is flat-out wrong. Some is out of date. 
Some doesn’t agree with the rest. Whether or not you had a hand in putting it out there, all of it 
needs to be accurate if it is to draw clients and customers to you. 
 
Identity theft issues aside, you have a pressing need to take charge of your online identity. It is 
crucial that all the data about the business shows up correctly in the search engines. With 15 
million or more small businesses in the U.S., tracking them all down is an extremely difficult 
task for search engines.  
 
The databases draw data from as many sources as possible, such as infoUSA, Localeze, and 
Acxiom, as well as IYP sites like YellowPages.com, or SuperPages. They also crawl the Web to 
find listings for businesses on local information sites like CitySearch and MapQuest. 

Conflicting information about the same business should be of great concern to business owners. 
It is important to correct and update information whenever it is encountered. Taking the steps 
suggested here allows you to find and update much of the wrong information yourself. This will 
be explored in greater detail in one of the Quick & Painless titles, Website Polish.  

Errors Creep In: 
• Data obtained was entered incorrectly in the first place (typos and mis-spellings) 
• Businesses close their doors, even while they “live on” as a phantom listing  
• Business changes location  
• New businesses open their doors.  
• Businesses change their names; or different businesses have similar (or the very same) 

names 
• Multiple businesses located at the same address (Are they independent businesses?) 
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• Businesses acquire another business or get acquire by other businesses—what continues? 
 
Each of the third-party directories has its own methods for verifying data accuracy and updating 
their data, and the differences can be quite significant. So the search engine must decide what to 
do when the data that doesn’t match. Such disagreements in data reduce the confidence a search 
engine has in the data so can depress your placement in SERPs.  
 
Search engines prefer to show results where all the data agrees, so you can improve your search 
rankings by getting as many data sources as possible in alignment. 
 
Clean up Your Listings 
Data Providers – Do these first 

• infoUSA 
• Localeze 
• Acxiom  (although doesn’t have a way to handle business updates now) 

 
Internet Directories and IYPs – Do these next 

• Bing Maps 
• Citysearch 
• Dexknows 
• Foursquare 
• Google Maps 
• Mapquest 
• Superpages 
• Yellowpages.com (YP.com) 
• Yelp 
• Local.com 
• MerchantCircle 
• CityVoter 
• YellowBot 
• Best of the Web Local (http://local.botw.org) 

 
And of course, you’ll have some of your own—places where you appear because of membership 
or paid placement. Track down every one of those. Decide if it is accurate, a live link, an empty 
listing, or an asset to your business. 
 
Some of those places/relationships provide a free listing or even a webpage for your business 
that is hosted on their website. It might be worth availing yourself of such listings/pages, but 
only if it permits a live link to your own website. Please do not consider having such a listing or 
webpage the equivalent of having your own content-rich domain. If you don’t own your own 
domain name, it is not a very useful Web presence, no matter what anybody claims. 
 
Show Up in Google Places 
There’s serious confusion about Google Maps, Google Places and Google Plus. Bottom line, 
your business needs to be listed in Google Places. It is the single most important thing you can 
do to show up in search results. That said, there has been an evolution about what it is called. 
But more than a change of name is involved.   
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At first, the goal was for a business to be listed in Google Maps. Later the push was to “Claim 
Your Listing in Google Places.” As recently as June, 2012, Google threw the whole thing on its 
head by rolling Google Places into Google Plus (Google+). There are plenty of technical changes 
that online experts are studying vigorously. But for the typical small business, those changes 
mean little. You need to be listed. Period.  
 
You are going to read any of those names discussed and need to know that they’re virtually the 
same thing, as far as serving small businesses. Insiders may fuss about the distinctions, but be 
assured, if you ever claimed your Google Places listing, you’re O.K. And if you haven’t it is 
crucial that you do so without delay.  
 
But to do that now you need to first get a free Google+ account and follow those procedures. 
    http://www.google.com/places/ 
 
Category Concerns 
 If a business does not list itself in the most important Google Places categories where it belongs, 
there’s no chance of appearing in the results. Most businesses fail to take advantage of the fact 
that they may appear under multiple categories—Google Places allows up to five. This is a hold-
over from the yellow page directory days when a business only showed in a single category—or 
had to pay again for each additional category.  
 
Or the category might not be specific enough. For instance, an eatery would be correctly 
categorized under the generic “Restaurants” category, but they’d have far less competition and 
more directly interested referrals under “Italian Restaurants.” 
 
Of course, its category doesn’t matter when an enterprise is found by way of their business name 
searches. But name searches are usually done by existing customers, who already know who you 
are and are just looking for a map, phone number, or other information. These are the already-
converted. What you really want are new customers to add onto the already-converted ones. 
 
Local Search gives an advantage to local businesses, true. But the size of the advantage is very 
different in a small town with 10,000 people than a city with a million people. Being first is 
much  easier to accomplish when there are few competitors. Or when the leaders are barely 
doing anything to get top rankings.  
 
By contrast, some fields are hyper-competitive and those members fight aggressively for top 
rankings. If that describes your field, you’ll probably require some extra help.  
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Chapter	  5	  

Your	  Splendid	  Website	  
 
Your Online Outpost 
You website is a virtual space that people can visit online. If they’re going there it is because 
they have conducted a search where a link to you appeared. Or they read something that suggests 
there’s something they would want to know there. Sometimes they click on a link to the website 
and sometimes they enter the URL in the browser. Once they arrive the visitor will quickly 
determine if it’s what they wanted to find, or not.  
 
Notice the word “splendid.” It’s not a word that’s used in the context of ecommerce. But I want 
to plant the seed that if you’re going to have a website, it might as well be as splendid as you can 
make it. Stay away from the humdrum same-o, same-o and let your personality and perspective  
show.  
 
Splendidness is totally subjective, of course, but its presence offers a reassurance that there’s an 
interesting person or enterprise involved. Such a website is engaging—in both senses. And it is 
that engagement at the level of intangibles that makes visitors stick around or take the next step. 
 
Every website represents a war zone. It reflects a tug-of-war by competing priorities and 
approaches. And it’s quite evident which mindset is dominant. One is the techie side, with extra 
bells and whistles—it says look what all this website can do. (That’s like the left brain.) The 
other is the design side—look at how attractive we are; see the pretty pictures, the fonts, the 
colors. (That’s like the right brain.) 
 
Too often, the message or unique point of view of the business gets pushed to the sidelines. 
Never forget that the techie stuff, the SEO stuff, and the design stuff are all there as support 
players to your unique message. They shouldn’t be seeing which can shout the loudest, but how 
they can combine in the most effective way. 
 
Starting at the Homepage… 
Your homepage could be the first encounter visitors have with your business. Great care should 
be taken to design and structure your homepage so that readers will receive, and act on, your 
business message. Is it inviting, engaging, and arranged in such a way as to make people click to 
the pages deeper in the website? 
 
Its content makes each website unique. Both website visitors and search engine spiders are 
hunting for content—but the two groups are looking for very different things. It’s important that 
the website be designed and arranged so that each of them can find what it is looking for.  
 
People want to be informed, entertained, and/or to be engaged emotionally—but there’s infinite 
variety as to what people find engaging. Spiders are looking for keywords and the various 
specific factors that comprise the algorithm. They analyze a website and organize what’s found 
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into data that can be retrieved from their database, in response to search queries. In addition, 
spiders constantly update the information that was collected.  
 

 
Infographic courtesy of Matt About Business, http://www.mattaboutbusiness.com 

 
Go for More Keywords and a Bigger Website 
Get in the habit of developing a growing list of keywords to be used throughout the website. 
Pepper your website content with terms that customers like yours would use in their search 
queries. Use different keywords and tags for each page of your website.  
 
When possible, use long-tail keywords, that are easy to rank high for on their own pages (where 
they’re discussed in greater detail). Create plenty of pages, but also beef up the information that 
is already there with keyword-rich descriptions.  
 
In the old days, when pages were coded in HTML, adding more pages to your website took 
serious effort. So websites were small, or you had to pay a lot to hire someone to build a larger 
website. Now, with CMS (Content Management Systems) websites like WordPress, it costs 



Yellow	  Page	  Alternatives:	  	  Reach	  Buyers	  Online	  and	  Off	  	  -‐	  	  ©	  2012	  
 

54 
 

virtually nothing to add more pages and information to your website. And it is as easy as using 
any word-processing software. No more excuses.  
 
As an aside, for anyone considering a website or ready to upgrade to a better website, give 
serious consideration to WordPress. The platform is free and has thousands of plug-ins that add 
functionality. WordPress sites are both user-friendly and Google-friendly. There are about 40 
million of them and they’re more than adequate for most small businesses. 
 
Google likes larger websites with plenty of original content, that is being regularly updated. As 
someone becomes more comfortable about being a “content creator,” posting more information 
online can be accepted as a natural outgrowth of being in business.  
 
The Internet and Your Website 

• Your website is mainly for the convenience of your present and future buyers 
• You want to inform 
• You want to reassure that you know your stuff 
• You want to define yourself in a way that people can relate to—and want to relate to 
• You want to define yourself in a way that is different that your competition—in some 

positive and relevant way 
• You want to engage buyers in a way that makes them take action: click on links, call, 

come in, make an appointment, come back, take the survey 
 
Get used to the idea that social media and your website cannot be treated as separate. Plugged-in 
mobile consumers are mainly going to find your website by using their smartphones and mobile 
devices. They have slightly different expectations and online habits, as explored in Chapter 6 and 
Chapter 7. Fully half of the searches for local businesses on mobile devices rely on apps of 
various types. 
 
Do not assume website visitors will go directly to making a purchase or an appointment. They’re 
likely to check you out first. In fact, studies have shown that many searchers wait for weeks 
before using what they found, and actually making the purchase.  
 
Despite the delay, there is a higher probability (than with the yellow pages) that they will, in fact 
make a purchase. The buying cycle can have more steps and take longer than a 1-2-3. But at the 
same time, people who conduct online searches as part of that cycle tend to spend more than 
other consumers. 
 
Having a website does not mean you are in ecommerce. Most of the people engaged in 
ecommerce do not have a physical presence where they deal with customers in a specific locale. 
They deal with people indirectly, without the face-to-face. You deal with buyers directly. 
 
Some products or services lend themselves to sale and delivery over the Internet (or as shipped in 
a box). Such online businesses are much more intensely involved in SEO than a typical local 
business needs to be. Many of those techniques are not what your business website needs—like 
squeeze pages. 
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Yes, you may augment your regular business with offers on your website, but that will still be 
secondary to your offline business. 
 
Generate Revenue and Local Traffic on the Website: 

• Offer a larger selection than carried at your place of business 
• Augment with adjacent products or services, like insurance coverage or customization 
• Sell affiliate products targeted to your customers 
• Schedule training related to your products/services; bring in special trainers/experts 
• Develop youth programs, workshops, or outings 
• But your primary revenue comes from the buyers or clients you see every day. And what 

you are providing online, even if it is lucrative, is for their benefit. 
 
It doesn’t hurt to ask your customers what else they’d like you to be offering. Use every 
opportunity you can to get to know your buyers better. 
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Infographic provided courtesy of intuit 
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Usability Puts the Reader Experience First 
I’m a big fan of usability, a concept pioneered and promoted by Jakob Nielsen. This is taken 
from his website, http://www.useit.com 
 

On the Web, usability is a necessary condition for survival. If a website is difficult to use, people 
leave. If the homepage fails to clearly state what a company offers and what users can do on the site, 
people leave. If users get lost on a website, they leave. If a website’s information is hard to read or 
doesn’t answer users’ key questions, they leave. Note a pattern here? There’s no such thing as a user 
reading a website manual or otherwise spending much time trying to figure out an interface. There 
are plenty of other websites available; leaving is the first line of defense when users encounter a 
difficulty.  
 
The first law of ecommerce is that if users cannot find the product, they cannot buy it either. 
http://www.useit.com/alertbox/20030825.html  

 
Spend some time on http://www.useit.com looking at the Alert Boxes. Then incorporate such 
concepts into your webpages. Here’s a portion of a recent Alert Box that addresses the 
importance of typestyle selection. In normal reading of books and magazines, it is much easier 
on the eye when the font used is a serif font (with little feet, like this one, Times New Roman).  
 
But font choice is not just about eye fatigue. It is faster to read serif type and comprehension is 
higher with it. That means that a person has lower comprehension when reading a sans serif font 
(without the little feet). Of course, this doesn’t happen on a conscious level, but has been borne 
out my many studies about how the eye and brainwork.  
 
Over the years, most Internet type has been sans serif fonts because of the established guidelines. 
To summarize the following announcement, computer screens have improved enough that they 
can render serif type well enough to be read online. Online copy need not lean toward san serif 
type any longer.  
    Source: http://www.useit.com/alertbox/web-typography.html 
 

Screen Typography for Online Reading 
There’s a reason fashion magazines and high-quality art books are printed with much higher 
resolution than news magazines or regular books. It’s not a question of whether the individual 
dots are visible — it’s about the total user experience. For print, this experience pretty much 
equates to type and photo quality. 
  
The old usability guideline for online typography was simple: stick to sans-serif typefaces. 
Because computer screens were too lousy to render serifs properly, attempting serif type at body-
text sizes resulted in blurry letter shapes.  
 
The following picture provides a quick reminder of the difference between serif and sans-serif 
fonts. Compare the two big As and you can clearly see the serifs (small feet) in the Garamond 
typeface. “Sans serif” simply means a typeface that doesn’t have these serifs — from the French 
word sans, meaning without.  
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The old guideline was dictated by the poor screens on all mainstream computers. Now that we 
have high-quality screens, it’s time to change the guideline.  
 
In general, usability guidelines remain unchanged decade after decade because they’re 
determined by human characteristics. However, every so often, some guidelines change due to the 
influence of technology or a change in user habits. For example, 10% of the original web 
usability guidelines from the 1990s have now changed because of technology improvements. 
Count this article as changing one more of those old guidelines.  
 
Unfortunately, the new guideline is not as clear-cut as the old one. Legibility research is 
inconclusive as to whether serif fonts are truly better than sans serif.  
 
Almost all mainstream printed newspapers, magazines, and books use serif type, and thus people 
are more accustomed to reading long texts in this style. However, given the research data, the 
difference in reading speed between serif and sans serif is apparently quite small. Thus, there’s no 
strong usability guideline in favor of using one or the other, so you can make the choice based on 
other considerations — such as branding or the mood communicated by a particular 
typographical style.  

______ 
 
Use Web-safe Fonts for Your Website 
You can have a very nice-looking website, but if you use an unusual font, it could look quite 
differently on various browser screens. Any fonts used on a webpage which are not installed on a 
user’s computer will be rendered as the user’s default font.  
 
It is difficult to find a complete guide to safe fonts for the ‘Net because the names of fonts are 
different for Mac and PC. It is further complicated because certain browsers have limited font 
support.  
 
When exotic fonts are to be used, it is necessary to turn them into graphics that are inserted into 
the page like an image. Be warned, however that search engine spiders cannot read graphic 
images or photographs. They are blind to them. If your business name shows up all over the 
place as your logo, it is as though you never use your name. So spell it out in words as well. 
Same with your slogan or the words used in your most used business graphics.  
 
There’s additional step you should take when inserting images into your website content.  
Add alt tags. An alt tag describes the image in words. It appears when your mouse goes over the 
image. It is also another place to insert relevant keywords. The search spiders can now register 
what is in the picture. Also, some people surf the ‘Net with images turned off, but they can “see” 
what they’re missing. 
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Consider two special populations when selecting your type: 
• Older readers require larger type  
• Mobile devices have their own issues because the device screen is so small (Chapter 6)  

 
Developing an online identity is a combination of things a business does intentionally and things 
that result because of a slew of other factors or individuals. But the website is the place where 
you can share your expertise and generate goodwill toward the business. Like a genial host, you 
make visitors feel welcome, so they want to come back. They’re reminded why they want to do 
business with you. That’s not just to spend money or buy stuff, but to feel “well served.” 
 
Please treat your website as a support for the rest of your business activities. For most types of 
business, the website will not generate revenue directly. So it should not be judged harshly as 
though it doesn’t earn its keep.  
 
Website Copy 
You have to draw visitors to your information on the Web in more than one way. The world’s 
best website has no impact unless it attracts people to it. People who come to your website need 
to feel they earn a suitable return on the time invested in being there. Providing them enjoyable 
and informative content is how you repay visitors for coming.  
 
Your website is constantly being judged on how well it delivers. You’ve only got about ten to 
twenty seconds to convince visitors there’s enough of value for them to stick around. Content 
builds your credibility, while educating the visitor. Surfing many websites gives people a sense 
of overload. You want yours to feel like an isle of good taste and clarity in a sea of excess. 
 
You do not have to be a writer to create first-rate content that both visitors and search engines 
will love. You just need to communicate in a sincere and informed way about what your 
customers and clients want to know. Although this next section talks about copy, a website can 
provide great content that doesn’t involve a lot of copy. There are other ways to convey 
information. 
 
For example, product comparisons in tables, or before-after photographs of your services can be 
very informative. And interesting. Videos are particularly engaging when providing how-to 
advice or to document something of interest related to your field. I go into great detail about this 
in another Quick & Painless title: Local Sticky. 
 
Avoid at All Costs 

• A content-poor website with nothing worthwhile for the visitor 
• Uninteresting content 
• Dated information that is no longer relevant 
• A sales website that doesn’t sell—just a product illustration and specifications 
• Thin website with only a few nondescript pages  
• A website that is all gimme  
• A single page or a website that is just one big ad 

  
A common error of website content is assuming visitors are familiar with your subject (or your 
products and services). It’s easy to go into greater detail by adding more pages for those visitors 
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who want more. The website needs to be sufficiently interesting to draw the visitor into its 
content—that’s its first challenge. Entice them to click further into the website. 
 
That accomplished, build on that basic information, while raising the excitement level as they 
keep clicking from page to page. That step is crucial for showing how a product or service 
offered solves a problem that visitors care about. Lead them with curiosity, fun, and useful 
information. Build to the sale, without hitting them over the head with it. 
 
Your Message Needs to Survive Brainload 
Make what you have to say interesting enough to keep the visitor reading. Even if the message is 
brief, it has to have enough meat and relevance for a person to stick to the end. “Brainload” is a 
term  describing how long it takes for a viewer to figure out what the email or website is about 
and decide if there’s enough interest to bother reading it all. If you haven’t gotten them hooked 
in the first couple of seconds, they’re gone. 

 
When deciding how many ads, or images, or animations to put on a page, using more than one 
leads to reduced viewer interest. Don’t compete with yourself. Add sub-pages and even more 
content to use the other images. 
 
Design Content to Engage and Hold Attention 
Put your most important information on the first screen of the home page. The home page is the 
road map that guides visitors to the rest of the website. It gives clues about how to find what’s 
there. As long as it is interesting, professional in tone, and provides worthwhile content, people 
who come will probably stick around long enough to look the site over. Arrange the website so it 
doesn’t delay the visitor’s momentum in reading the highlights. 
 
Design the home page first and everything else should be connected from there. You can’t 
assume people will get beyond the home page, however. Most will not. The last thing you want 
to see is visitors leaving immediately because there’s nothing they want. That’s called the 
bounce rate.  
 
Contrast that with the concept of stickiness. A sticky website is one where people stay on the site 
for a long time. It indicates that there is so much interesting content that they click around deeper 
into the interior pages. A related measure of stickiness is whether visitors return repeatedly to the 
website.  
 
The rest of the website is comprised of subordinate pages or blog posts. That’s where you add 
detailed content. The home page presents an overview of the entire website. Visitors move on to 
the other pages if they want to get deeper into the topic.  
 
The home page sets the tone. Leave it to the subordinate pages to provide the stickiness that 
gives people reasons to stay and keep returning. Moving to linked subordinate pages is called 
“drilling down” because it gets visitors deeper and deeper into the website content.  
 
When a website is organized that way, the details are available for people who want them but 
they don’t interfere with visitors getting a quick website overview. In figuring out the website  
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architecture and navigation, information should be arranged to be more and more specific as a 
person drills further down. 
 
A related concern is called Navigation. How easy is it for people to find what they’re looking for 
on the website? Studies show that 60% of the time people can’t find what they want. 50% of 
potential sales are lost due to poor navigation. Frustrating navigation is one of the main reasons 
that people leave a website.  
 
Navigation is not so much about the specific content on the website, but how it is organized in 
logical pathways from homepage to the more specific information. 
 
Focus on the Message 
Appeal to the needs and psychology of your specific ideal customers. By starting with a focused 
message you get more visitors who are predisposed to your unique place in the market. They’re 
the ones with the incentive to dig deeper into the website. By focusing narrowly and trying to 
satisfy the needs of a small but clearly defined group, you’ll find that even if you get fewer 
visitors they’re the visitors most likely to appreciate you. Online marketing is ideally suited for 
such targeted precision, and the ratio of sales actually goes up. 
 
The Internet permits focusing upon and reaching a very tightly-focused market. That can be done 
differently for more than one distinct demographic. For instance, if you sold computer games for 
children, you could create an entry page that speaks to children and another one that speaks to 
their parents. You’d develop different sets of search engine tags and links, geared toward 
attracting each of those groups to their appropriate entry page. Same product, different market 
messages.  
 
Connect with Targeted Buyers  

• Be clear about who benefits from your specific expertise 
• Make your niche and website personality obvious 
• Be specific about the benefits to be had for them 
• Leave no doubt about what action visitors should take, either online or afterwards 
• Provide answers they just can’t find anywhere else 
• Don’t overwhelm them on the home page but lure them deeper into the website 

	  
“Grab ‘Um, Hold ‘Um, Persuade ‘Um” 
The point of the website’s copy is to build rapport with visitors. You do that best by being 
concise and reader focused, with an inviting and benefit-oriented tone. Provide the kind of 
information that lets visitors make their own decisions. Never let the technical wizardry of the 
Internet get between you and them. Instead, rely on simple, straightforward, and interesting 
information. That beats out fancy images, cool features, and hype every time. 
 
In order to develop rapport you must encourage interaction and trust. The copy should let your 
personality shine through, letting your visitors know who you are and what you’re about. It’s not 
just what you say on the “About Us” page, but the flavor and authority of whatever you say 
throughout the website. Talk one-to-one to the reader, without passive or manipulative language.  
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Choose words that are honest, direct, and without hype. Share information they don’t already 
know—certainly not what they’ve heard everywhere else. You’re trying to build trust, which is 
absolutely necessary to selling them anything. 
 
Also consider easy scanning, and here’s where font choice and arrangement can make a big 
difference to the readability of the page. It’s easy to focus on the layout, colors, and pictures on 
your website and let careful font consideration fall by the wayside. Readers need to be able to 
navigate clearly through your website, and using consistent headings, lists, and white space can 
make your information easy to read. 
 
A website should be so fascinating that visitors want to explore it thoroughly. Through powerful 
headlines you can direct the paths your visitors will follow. Write for a variety of starting points 
and so the information makes sense as visitors navigate around the website. Assume people will 
skim more often than they’ll read. 
 
Reading habits by those online are different than how they read on paper. People don’t often read 
a block of copy from beginning to end. Instead, they’re much more likely to scan, with their 
attention jumping around. Use layout and typography to aid skimming for the most important 
points. Provide entry points for their eye and clear navigation to assist all comers to find what 
you have of interest.  
 
Don’ts 

• Don’t put obstacles in the way of visitors 
• Don’t treat every viewer as though they came to buy  
• Don’t treat them with disrespect 
• Don’t compel visitors to register before entering the website or make requested information too 

long and complicated 
• Don’t ask for the same personal information more than once 

 
Humor doesn’t always work well online. Unless you know a person well it’s risky, and sarcasm 
doesn’t work at all, especially with other cultures. Also, it lacks the body language that face-to-
face provides that can undo the sharp or biting edge. Stay away from topics which are not 
politically correct or a bias that offends. There’s room for such opinions online, but they’re 
inappropriate on a business website. 
 
Remember, it’s about the message. Having one—and being clear about expressing it. Deliver 
your message consistently, and in a variety of ways. Send it to people who’d be interested in 
knowing it. Articles are nothing more than a tool that you use to deliver your message.  
Never get so excited about the envelope that you don’t care what’s inside it.  
 
Also, realize that the way information is delivered (how often, through which ezines or websites, 
its formatting and clarity) influences the reader’s ability to receive what it says. All messages 
should be delivered in the most professional way possible. 
 
But small local business owners share another advantage. They communicate directly with 
customers and their larger community. They encounter their customers repeatedly and in a 
variety of settings, and in ways unrelated to commerce. They’re on the pulse of what is going on 
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so can comment on what they see. That leads to very interesting content that is highly relevant 
for both Locals and search spiders.  
 
Adding Images and Videos to Your Website 
I am inserting the following article by Liana Evans in its entirety for several reasons. (It’s from 
ClickZ.com, a really great marketing website you’d be well served to visit.) One, it is very 
instructive. It is an example of Article Marketing, a popular way of sharing information online. 
But Article Marketing is not as an excuse to spam, as some have used it. So it should be used 
selectively. 
 
Second, this is an opportunity to discuss how to use other people’s work correctly. The 
Internet gets a bad rap, that is often justified, because of the widely-held and inaccurate 
assumption that anything on the Internet is there for the taking. It is, so far as using the 
information—please enjoy what you read and use it. But the images and copy/content are not 
free or given without strings. Unless it specifically states that it is in the Collective Commons, 
and therefore yours to take, that information belongs to someone.  
 
It probably has trademark and copyright protection. Respect that. If there is a signature box 
(called a sig) at the end of an article, provide it. Don’t hack up an article and only take the parts 
that you like—or change the meaning. Articles that are reproduced on other websites should be 
used in full and intact. But other kinds of web content (like from news sources) can, and usually 
should, be used in part. The source should always be identified—with a live link to the original 
website, if possible. 
 
While using such content usually doesn’t involve direct payment, there are rules that people 
should abide by. You can’t slap you name on things you don’t create. The exception is called 
“Private Label Rights,” but I advise you to steer clear of them—they’re bad medicine. If you 
didn’t write something don’t claim to be the author. I’m reminded of an old quote: Just because 
you slept in the garage, that doesn’t make you a Ford.  
 
Another Quick and Painless title, Local Sticky shows how your business can have so much 
unique content of its own that you’d never need to steal from others or claim anybody else’s. 
 
The source of any information used should be identified and acknowledged. If possible, also 
provide a live link to the originating website. That means a clickable link, so readers can go to 
the original source material, or related content. For instance, several places in this book I 
included inforgraphics that I did not create. But I was careful to tell where they came from.  
 
Source:  http://www.clickz.com/clickz/column/2189386/integrating-images-videos-marketing-strategy 
 

Integrating Images and Videos Into Your Marketing Strategy 
 
Nothing is more engaging than photos or videos when it comes to content online. The rise of 
Pinterest and the success of YouTube certainly point to how valuable this type of content can be. 
That being said, your strategy can’t be completely made up of just pushing out videos and images; it 
has to be integrated into your marketing mix with the right balance. 
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I’m hard-pressed to find a business, large or small, that can’t benefit from utilizing images and video 
as a tactic to increase engagement with their audience and customers. When you look at your news 
stream on Facebook, it’s rare when the majority of what you are seeing being shared is photos or 
videos. People love to share what touches their hearts, souls, or minds and both images and videos 
do this in a very compelling way. 
 
So how can a company even with limited resources integrate this tactic into their plan? 
Don’t be afraid to share. So many companies fear their images being “stolen.” With social media and 
the Internet, inevitably, images are going to be passed around. Instead of looking at this as a bad 
thing, be wise about the images you are putting out for the public to consume. 
 
• Don’t fall into the trap of thinking you need to put out all of your images (especially if you make 

a living from those images!). Put those images out there you want to be shared, that you want 
people to be engaged with. By putting out “share worthy” images, you give your audience a taste 
of what you have and leave them wanting more. 

 
• Watermark your media. Whether it’s an image or a video make sure that your images have your 

company name and also the URL. This way when the media is shared, people who are engaging 
with it know where it came from originally and can come back to you as the source. Most likely if 
they are coming back, they are looking for more of your content to share and feel that you are a 
valuable resource to them. 

 
Integrate your media with text content. Whether it’s a press release, a blog post, or even just a PDF 
document, integrate your images and videos to make your plain text even more engaging. One of the 
biggest turn-offs to your audience is reading plain text that goes on and on. 
 
Images and videos help pull your audience in to read through all of your content, rather than boring 
them so they click away. This type of media also is a signal to the viewer about what the content is 
generally about; if the images are engaging to them, they are going to stay on your content for a lot 
longer and will likely click through to see what else you have.  
 
Create inforgraphics, videos, and “how-to” content. Large amounts of data and content can be hard 
to consume, especially in today’s fast-paced world. Most people like their information in easy to 
consume “chunks.” That’s why infographics and “how-to” videos have become very important types 
of content to create. 
 
When people see graphics, charts, and graphs explaining what the data they read in a report means in 
a conceptual manner, they can point to it and explain it easily to others. When you decipher the data 
and put it into “layman’s terms,” you now become the go-to person about the subject. People relate 
you as an authority on the subject. 
 
The same can be said for how-to videos as well. When you take the time to put something together to 
explain in visually engaging ways how to do a seemingly difficult task (and make it look easy), 
people will find you valuable and share your content with others in their network. 
 
Make it easy to share. Make sure your content is easy to share on the social networks that are most 
valuable to you. Don’t be tempted to use widgets that give your audience too many choices. Too 
many choices overwhelm people and they end up not sharing and clicking away. Pick the top three 
or four places to share and get those buttons on your content. 
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Look at your current website traffic and analyze where your biggest referrals are from social 
networks. If you aren’t getting much from LinkedIn, you might not want to put a LinkedIn share 
button on your content; perhaps Pinterest is a better choice. Remember, you want to start where your 
audience is currently engaging the most and filter that content out to them and make it very easy for 
them to share it with their networks. 
 
Keep in mind, while you see all these humorous “Your Ecards” and Lolcats photos being shared, just 
as many infographics, engaging images, and helpful videos get shared on social networks. Why not 
make sure that your valuable content gets shared too? 
 

[the author’s sig—shortened for space – Notice live links] 
Liana “Li” Evans is the author of the award winning social media marketing book, “Social Media Marketing: 
Engaging Strategies for Facebook, Twitter & Other Social Media" and she is the president and CEO of Da Li 
Social, as well as an adjunct professor for Rutgers University’s Mini MBA Program. 

______ 
 
Track Key Statistics 
Get in the habit of looking at your online data. Of course, you should Google yourself and your 
business, as described in Chapter 2, from time to time. But also pay attention to web analytics 
and other methods you use to measure your traffic. They help you judge whether people are 
responding to your efforts. The ‘Net can be very responsive very quickly. That accounts for 
much of the clout that is wielded by social media. Information gets passed along like wildfire.  
 
There are a variety of analytic programs (like free Google Analytics) that provide information 
about who comes to your website, how long they stay, where they come from, etc.  
 
Some business categories or geographic areas are hyper-competitive, with businesses competing 
vigorously for placement and rankings. If that applies to you, watching such indicators could be 
as crucial as keeping an eye on your bank balance. 
 
Links and Off-site Factors 
Whatever happens on the website is referred to as on-site factors. That is not simply the copy and 
images, but the tags and headings that determine the look and feel of the website. But it is also 
the kind of information that search spiders use to code the importance of information. Those on-
site factors influence its search ratings.  
 
But your business identity also reflects many off-site factors where it is listed or mentioned. A 
lot of that is accomplished through links. Those incoming links are viewed favorably by Google 
and have a strong positive influence on search rankings. 
 

• Links coming in—from other websites 
• Links going out—from yours to other websites 
• Links among the pages of your website 

 
Use links throughout your website because they aid navigation. Your linking strategy knits the 

website together in ways that sustain visitor interest.
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Infographic provided courtesy of TechWyze 
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Chapter	  6	  	  

Don’t	  Miss	  the	  Mobile	  Revolution	  
 
Mobile Is the Biggest Thing Online and Offline 
Mobile phones have been embraced by people all over the world, at all income levels, and by 
people who have absolutely no interest in computers or technical stuff. They simply want the 
convenience of communicating with people whenever they want to, and to find the goods and 
information they need the easiest way possible.  
 
The average American spends 2.5 hours a day socializing on mobile devices. As a business 
owner, you might ignore the need for a website or any of the steps required to show up in search 
results. But you simply cannot fail to notice all those people walking around with their mobile 
phones pressed against their ear. Just because your store or office is right in front of them, they 
won’t relate to you if you’re not “visible” in that reality.  
 

 
Infographic provided courtesy of Nielsen 

 
More and more of those phones are smartphones—with the additional capacity to send and 
receive text messages and surf the ‘Net. These smartphone owners are online much more than 
the typical telephone user. They are not simply talking but performing other functions on them. 
 
Of the world’s 4 Billion mobile phones in use, 1.08 Billion are smartphones. By 2014 mobile 
Internet usage will exceed desktop Internet usage. Half of all searches performed are to find local 
information. And the information that’s showing up for them is the very same information 
computer searchers get. So even if the computer is cut out of the loop, the need to be found 
online is even more pressing.  
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What People Use Their Mobile Phones for: 

• Games    61% 
• Weather    55% 
• Social Networking  49% 
• Music     42% 
• News     36% 
• Entertainment   33% 
• Dining    25% 
• Video     21% 

 
And of course, they make telephone calls, too. I think that using a mobile phone for 
Entertainment and Dining means that people are finding where to go. That means they’re 
spending more money in your town because it’s so easy to find information—right when they are 
ready to act.  
 
These devices can watch videos. Just counting youtube.com every day, 200 million views are 
made using mobile devices. And people keep finding new ways to use their smartphones to 
satisfy their needs. It’s just heating up. 
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Infographic provided courtesy of Mindshape.com 
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Notice those most popular activities: 
   61% compare prices 
   61% compare product information 
This is happening even while they’re on your premises. Even getting people to call you, or to 
come in, is no longer enough to make the sale—from you. 
 
Small Business Has Embraced Mobile  
It seems that many more businesses owners are using the advantages of mobile than are using the 
Internet to promote themselves. 96% of small businesses regularly use wireless and mobile 
devices and technology in their operations. 
 
Surveys show most small businesses think mobile gives them a competitive advantage and 
supports their anytime, anywhere availability. Most businesses rely on mobile apps, and about 
72% use them. 
 
Use of Apps by Businesses: 

• 49%  GPS/Navigation 
• 26%  Social Media Marketing 
• 26%  Document Management 
• 24%  Location Based Services 
• 23%  Time Management 
• 22%  Travel and Expense Tickets 
• 20%  Debit Card Payments in the Field 
• 18%  Conferencing 
• 16%  Mobile Marketing and Advertising 
• 15%  Delivery and Shipping 
• 12%  Inventory Tracking/Management 
• 11%  Sales Force Automation 
• 11%  Field Services 
•   6%  Asset Management and Tracking 
•   4%  Fleet Management/Tracking 
• 23%  None of the Above 
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Infographic provided courtesy of PaySimple 

 
The evolution of smartphones permitted the evolution of the mobile Web. Consumers want 
information instantly. The mobile Web is expanding rapidly, with more people tracking down 
purchases online every day. Mobile commerce is predicted to surpass $28 billion in the United 
States alone by 2015. 
 
Mobile Websites 
With so many people searching the ‘Net from their smartphones, they’re bumping into the fact 
that the screens are so small they don’t render an average website well.  
 
Many businesses are needing to modify their websites for them to be suitable for such users. 
Modern mobile websites fall into two general categories: 
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• Those that detect the user-agent and forward to a separate mobile website, usually at 
m.site.com or something along those lines 

• Those that detect the screen size using certain technical standards to style a page based 
upon the screen size, usually referred to as “responsive” web design 

 
Across computers, smartphones and tablets, there are many different display sizes being used. So 
what renders well on one kind can be unreadable on another. Competing standards fail to create 
an optimized experience for all devices.  
 
A development that uses Media Queries allows web designers to define different website styles 
for different devices. It is known as Responsive Design. Responsive Design can create websites 
that adapt fluidly to any browser or device. This technique represents the best practices for web 
design. While you won’t do such design work yourself, you want what you hire to be done to be 
as useful as possible for the mobile user. 
 
Without getting further into the technical uses related to mobile websites, it is going to be a 
growth industry to build/convert them in the coming years. After all, there are only 200 million 
computers in the world, but a billion mobile devices. So the issues aren’t going away. The 
technology will get even better. Mobile consumers can be expected to jump on the next devices 
that have additional features to support their “plugged-in” lifestyle. 
 
I will be watching such developments and write about them on http://websites-for-mobile.com 
Having a mobile website to augment the regular one will determine the winners and losers for 
many types of business. For those who own restaurants or entertainment businesses, no question. 
It’s vital! For wholesalers, not so much.  
 
However, not all kinds of businesses need a mobile website, particularly if they are not located in 
population centers or cater to the younger, plugged-in generation. 
 
So where does your business fall along that continuum? 
 

QR	  Codes	  and	  Smartphones	  
 
Every smartphone Is a QR Code Reader  
The little black and white boxes are showing up everywhere! QR Codes have slipped into the 
marketing mainstream. People are more likely to engage with QR Codes. This was fueled by the 
explosion of smartphones with high-quality cameras. One in five Americans scanned a Code in 
the last month, and this number is set to rise.  
 
Marketers have finally figured out how to use QR Codes more strategically. They’re being used 
to offer exclusive messages and promotions to those who can read them. The value of QR Codes 
is in engaging the customer and making what you do buzzworthy. They also tend to keep people 
on the premises longer, thus leading to more sales. 
 
A QR Code is a pixel version of the common barcode. It is simple to generate QR Codes by 
entering the information into a QR Code Generator. The pixilated image that is created can be 
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saved and then placed anywhere. The image should be at least one square inch in size in order to 
be read by most readers.  
 
QR Codes do not need to be the nondescript black and white checkerboard. Some are customized 
with color and images to be little works of art.  

 
 
In my opinion, QR Codes count as an offline marketing method that need not depend on having a 
company website or any other online promotions. Signs and product tags can be used like a 
“magic decoder ring” that displays clues or signals planted at or near the place of business. The 
person points their smartphone/camera at the sign and reads the message.  
 
It could be a coupon that gets a percentage off at payment. It could be something extra or special. 
It could be an announcement or a reason to go to a particular department. The possibilities are 
endless.  
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Infographic provided courtesy of SystemID 
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Chapter	  7	  	  

Social	  Media	  Is	  Interactive	  
 
Relationships Go Viral 
The movement toward social media has been dramatic. People want to engage with others and 
share what they care about. They want to find and develop communities based on common 
interests, where each individual can have a two-way or multiple-way interaction. 
 
The power of the Internet to find and connect us with like-minded people has been captured in 
the scope of social-media communities. The various forms of social media use the principle that 
your circles of friends would have a lot in common with each other. So some of the social media 
methods use your contact list to bring those individuals together. It’s exponential! 
 
Another method widely used is to share or recommend what you find anywhere on the Internet 
with your circle of friends or followers. There are many ways that participants can share with 
others and form small interactive groups. This way of relating seems to fill a need to relate that 
our modern, high-pressure lifestyle does to satisfy.  
 
Because access to each other via the Internet takes time and distance apart out of the equation, it 
opens many new channels for communication. People who would never find each other in 
ordinary comings and goings can find each other online. And that is even more ways to relate 
and bond. 
 
Power in Numbers 
Social media is a movement. It is not a particular website, but a whole new way of relating. It 
redefined the nature of relationships—or adds additional ones. Which one, or ones, a person gets 
involved in is a matter of taste. And this whole arena is in flux. Facebook may be the “big dog,” 
with 800 million members, but this whole arena can change overnight. 
 
And because of the viral way that a new product and idea can sweep through a social media 
community, it will have a very positive impact on some businesses.  
 
As business owners, it doesn’t hurt to participate in such social media communities. However, I 
think such participation should be on the individual level, rather than to promote the business—
let alone what it sells.  
 
In my opinion, social media really is not a marketing vehicle. Yes, there will be success stories 
here and there of somebody “cracking” into a niche or community and making big bucks. But 
wouldn’t that be a bit like standing up in church and conducting an auction? It isn’t why people 
are there. And by and large, participants do not respond to marketing while they are engaged 
with other members 
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Infographic courtesy of AddToAny, a social bookmarking platform 

 
Social Media Connect Up Your Existing Contacts 
Most social networks allow participants to connect with their email address book, Skype, 
Facebook, Twitter, or other networks to find additional social connections. That option boosts a 
person’s audience in networks where they already belong. Here are just a few popular networks 
and their “find friends” pages. (Most of these links will only work if you are logged in to your 
account.) 
 
The “Find Friends” Pages of Some Popular Networks 

• Twitter—Import contacts from Gmail, Yahoo, Hotmail, and AOL  
• Facebook—Import contacts from Skype, AOL, Hotmail, Comcast, SBCglobal.net, 

Verizon.net, Gmail, Yahoo, and other email services  
• Google+—Find people based on connections in your Google/Gmail account  
• LinkedIn—Import contacts from hundreds of different email providers  
• Pinterest—Imports contacts from Facebook, Gmail, and Yahoo.  
• StumbleUpon—Import contacts from Facebook, Twitter, and Google 

 
While those who participate in social media invest hours a day there, they are motivated by 
opportunities to interact socially. They do not seem to be motivated to follow links away from 
the website or to respond to ads. So the value for a business needs to be motivated, at least in 
part, toward participation.  
 
In that way, success is not just judged by additional sales, as one might judge customary 
marketing methods. You need to actually join the community and take on its core activities, 
rather than studying them from the sidelines. For instance, those that see it as a method of lead 
generation are likely to fail to see how crucial their full participation is. That could account for 
why sole proprietors were more likely than others to see the benefits of participation. They got 
hooked on the interactions. 
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Email Beats Social Media in Business Value 
The analytics company Monetate analyzed 100,000,000 visits to a range of ecommerce sites. 
Conversion rates differed dramatically, depending on where users came from: 
Traffic Source    Conversion Rate 

• Email    3.9% 
• Google   2.4% 
• Facebook      .05% 

 
Our user studies show that people use social media to be, uhm, social: to connect with family and 
friends, and not so much to connect with companies. This doesn’t mean that you should avoid 
social media, just that you should focus your budget on SEO and email, since they offer much 
better returns. 
From a recent email from Jakob Neilsen. July, 12, 2012 

 
None of those conversion rates are worth getting excited about.  
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Infographic courtesy of emarketer.com, socialmediatoday.com 
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Chapter	  8 

The	  Yellow	  Pages	  Still	  Matter—But	  Not	  as	  Much	  
 
Paying More for Less 
It used to be a no-brainer to make the yellow page directory the centerpiece of business 
advertising—the bigger the ad the better. That meant getting as close to the front of their section 
as they could afford. Businesses paid for a larger size and other add-ons to push their ad closer to 
the coveted front pages of their category. But the costs keep going up, and the number or 
percentage of customers they bring keeps going down.  
 
To be honest, even in its heyday, the directory was only instrumental during a certain stage of the 
buying cycle. Your regular customers and clients might look up your number, but are more likely 
to use the white pages (businesses listed in alphabetical order) or look online. Your yellow page 
ad is wasted on them. 
 
Businesses that benefit the most from their ad are those where a person lacks a regular provider 
or they cannot delay hiring someone. 

• They need assistance ASAP 
• Emergency services 
• One-time services 
• Rarely-needed items 

 
Demote the Yellow Page Ad to a Smaller Portion of Your Budget  
The yellow page industry is a fifteen billion dollar industry in the U.S. While there are more 
choices of printed yellow page directories than ever, seventy percent of households are going 
online to get information about products and services. For the most part, these buyers aren’t 
going to the Internet in order to make online purchases, nor to find distant providers.  
 
They intend to spend their money in their own community. Yet they consider search engines a 
better source of purchasing information than they get from yellow pages, newspapers, or 
magazines.  
 
The Internet has overtaken the newspaper for cars and real estate (major purchases). And it is 
becoming the “go-to” place for information. A study by imedia Connection found it is “second 
only to spouses for finding referrals.” Related data from other sources show that consumers who 
search online for purchases tend to spend more than those using the printed directory.  
 
Many factors influence where and what a person decides to buy. Although the yellow pages are 
no longer an automatic part of the loop, many buyers consult both the Internet and the directory, 
not relying on either one alone. It has been found that many shoppers are more inclined to call 
directory ads for businesses that show a website, even if they don’t intend to visit it. It goes to 
their level of credibility. 
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What’s different? 
• Buyers are less trusting and more willing to shop around  
• Availability of Internet yellow pages (IYPs)  
• Expanded options and more ways to find them  
• Aging population that uses the yellow page directory differently than young people  
• Development of unique, narrow niches and specialties  
• More choices for a “better deal”  
• Increased immigrant populations and those from other cultures, unaccustomed 

to yellow page use  
• Larger cities with multiple directories, rather than a single large one  
• Local search, whereby the search engines locate suppliers by zip code, city, region  

 
Weigh the Pros and Cons of Yellow Page Advertising 
PROS 

• Directories are designed for a specific region and local businesses 
• Works for people who are looking for specific categories of goods or services 
• Gets seen by people at the time they’re making up their minds to purchase 
• People are accustomed to use the directory; available in every home; that’s partly true—

those who use it (like older people) use it a lot; but other groups never use it 
• Works for most kinds of businesses 
• Convenient for callers (less true because the Internet is proving even more convenient) 

 
CONS  

• Business is stuck with the same ad for an entire year—can’t be changed or updated 
• All the competitors’ ads are placed together, so your ad will be right next to theirs 
• Is not suitable for businesses with customers in a wide geographic area—may have to 

advertise in numerous directories 
• Directory places restrictions on the content and layout of ads 
• Dependent on which categories people happen to look under—may need to be listed 

under several headings, which can get very expensive 
• Ads are expensive and costs keep going up 
• Not cost effective for many types of businesses or those that are seasonal 

 
Nature of the Information Desired in the Directory: 

• Store hours/days   30% 
• More on products/services 20% 
• Location/address   16% 
• Prices/costs    12% 
• Brands carried       6% 
• Menu/restaurant section           4% 
• 800#/fax#/service#      3% 
• Credentials/experience     2% 

 
Consumers are increasingly searching using multiple media sources, and it is important to be 
present wherever consumers are looking. A year-long study of 8,000 adults conducted by 
marketing research firm Burke, Inc. found that 74 percent used the print yellow page directory 
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over the course of the year to find a local business—just slightly behind the 76 percent who used 
a search engine.  
 
So it’s no longer a question for businesses whether to use the Internet or print. Smart marketers 
know there is no single advertising method that will bring in all the business. Effective marketing 
works better as a team than a star player.  
 
According to a recent examination of yellow page usage, a common reason consumers continue 
to use print books in the era of quick Internet searches and smartphones is simply that not every 
business is easily searchable online. While many small businesses make an effort to increase 
their online presence, there will always be some enterprises that are difficult to find on the 
Internet.  
 
In addition, the inconsistency of companies’ online listings can make some businesses difficult to 
contact. If consumers can’t find a business online, they often turn to the reliability of print 
directories. Despite the explosion of Internet search, there is still room for growth in yellow page 
directory usage.  
 

• In total, consumers referenced printed yellow page directories 12 billion times in 2009. (The 
average consumer turns to the yellow page directory about once per week.) 

• When looking for local business information, 65 percent of consumers go to print and/or Internet 
yellow pages, while 58 percent use a search engine. (Flyers/coupons were 38 percent, newspapers 
were 33 percent, and magazines were 14 percent.) 

• The study also found that consumers have a greater trust in the yellow page directory compared to 
other sources. More than two-thirds (67 percent) said that print or Internet yellow pages is the 
source they trust most for finding local business information, compared to 33 percent for search 
engines. 

 

The above graph is from Local Media Tracking Study, 2009, conducted for the Local Search 
Association. They updated that study in 2011 and reported: 

The findings from this year’s report show an increasingly fragmented media marketplace, with 
consumers consulting two to three sources of local information on average when making a purchase.  
They are still using their Yellow Pages – either print, online, or both – but search engines have 
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increased their reach over last year’s study. Today, Yellow Pages and search engines dominate the 
local search space among all media. Last year, 84% of people used a Yellow Pages product and 76% 
used a search engine to find a local business. 
 
The key takeaway for the local business advertiser is that the most successful approach to marketing 
is an integrated one. You can’t ignore any medium, and you have to take a look at how your print 
Yellow Pages ad, your Internet Yellow Pages listing, your website, your SEO program, and your 
social networking platforms can all work together to reach the most customers possible. 

         http://www.localsearchinsider.org/in-evolving-media-landscape-yellow-pages-and-search-engines-are-go-to-
sources-for-consumers-shopping-locally/archives/ 
 
It’s clear that people use more than one way to gather buying information. So the methods are 
complementary. No single approach will reach all the buying public, or even those who are ready 
to decide what to buy—or from whom. Let’s not get hung up on the statistics—they will 
fluctuate. And new factors will change the options. What you need to do is to be flexible enough 
to gain from those developing trends. 
 
It Is Not All Downhill 
Directory use is going down in most categories but it is actually holding its own or going up in 
some categories. Despite its overall decline, some directory categories have increasing call 
volume. A study conducted by Patek Analytics in 2011 saw call growth. It confirmed national 
advertisers in small markets saw display ad calls increase 25% and in-column ad calls increase 
13%. In large markets, display ad calls increased 20% and in-column ad calls increased 16%. In 
total, 71% of advertisers experienced year-over-year gains in calls. 
 
The directories do have callers, that’s not the issue. Many people use a combination of online 
and directories to find local businesses. Your issue needs to be how much it’s worth to the 
business to have a significant display ad. 
 
Another reason to care about being in the yellow page databases is the search engines draw upon 
that information, which they include in their search results. Over the years the search database 
has drawn on such compilations of information from many different sources. So it is not 
surprising that inconsistencies and dated information has crept in. Some of those mistakes are 
harmless, but it could be detrimental if it keeps your current information from showing up when 
customers search.  
 
The Most Popular Yellow Page Headings  

1. Restaurants 
2. Physicians & Surgeons 
3. Automobile Parts – New & Used 
4. Attorneys 
5. Beauty Salons 
6. Insurance 
7. Department Stores 
8. Hospitals 
9. Plumbing Contractors 
10. Dentists 
11. Airlines 
12. Hardware – Retail 
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13. Banks 
14. Florists – Retail 
15. Lumber – Retail 
16. Veterinarians 
17. Tire Dealers 
18. Automobile Renting & Leasing 
19. Theaters 
20. Real Estate 
21. Furniture 
22. Hotels 
23. Pharmacies or Drugstores 
24. Glass – Auto, Plate, Window, Etc. 
25. Grocers – Retail 
26. Schools – Colleges & Universities 

(Source Impact Directories, 2012) 
 
Fastest-Growing Yellow Page Headings 

1. Home Centers 
2. Internet Service Provider  
3. Computer Software & Service  
4. Nail Salons 
5. Tattooing 
6. X-Ray Laboratories-Medical & Dental 
7. Rehabilitation Services 
8. Linens-Retail 
9. Halls & Auditoriums 
10. Real Estate Appraisers 
11. Telephone Communications Service 
12. Dancing Supplies 
13. Crematories 
14. Roofing Equipment & Supplies 
15. Food Brokers 
16. Docks 
17. Ballrooms 
18. Marble-Cultured 
19. Jewelers Supplies 
20. Wedding Chapels 
21. Games & Game Supplies 
22. Generators-Electric 
23. Wheel Chairs 
24. Printers-Business Forms 
25. Bathtubs & Sinks-Repair & Refinishing 

 
Killing Off Print Directories 
Another trend gaining steam further reduces desire for yellow page directories. It’s called the: 
Ban the Phone Book Campaign. While its emphasis is on environmental protection, it will 
further discourage people from even having a directory in their house.  
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The campaign is moving across America. Eighteen states across the U.S. are now (in at least 
some places) only delivering white pages phone books to those who ask for them. Their 
arguments: 

• 7 out of 10 people don’t use them 
• Only 22% are recycled 
• People are shifting to paperless methods for contact information 

o Online directories  29% 
o Search engines  28% 
o Social networks  3% 

• 17,000 tons of paper are used to print them each year 
• Disposing of them leads each year leads to 3.57 tons of carbon dioxide 

 
So now it is also virtuous not to use a print directory. 
 
A similar trend is fragmenting the readership even of those who want to use the directory. There 
are multiple geographic directories, and any number of specialized ones, like women’s yellow 
pages. Even a small town is likely to have several different providers, each grinding out its own 
version. And charging for its ads, of course.  
 
Although the printed yellow page directories are in decline, directory companies argue they’ve 
just taken the services online. The implication is the availability of IYPs make up for the decline 
in print traffic. To that I respond, they aren’t doing a very good job of it.  
 
Traffic varies at the major U.S. IYPs, but together they have less Local Search traffic than 
Google gets in a single month. And there are so many quirks in using them that people find other 
ways to get contact information about local businesses.  
 
What sort of IYP could be truly competitive with Google, Yelp, Foursquare, or industry-specific 
portals? A recent study by Comscore identified the features or basic information people expect 
when they conduct a local search. 
 

 
Source: ComScore, 15 Miles, Localeze, 2012 (n=4,000) 
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A word to the wise, these are the same things you should be showing on your business website, 
arranged so the information can be easily found from the home page. If website visitors have to 
click many links to find the information they need, they won’t bother. 
 
I rate IYPs low on benefits. It is easy to get them because of your relationship with your 
telephone provider and it’s related to your yellow page directory listing. However, what you pay 
relative to exposure is expensive. Anything beyond the most basic listing makes no sense, and 
those resources could be invested other places with better effect. 
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Chapter	  9	  

Marry	  Your	  Online	  and	  Offline	  Visibility	  Methods	  
 
Build on Your Brick-and-Mortar Presence 
Business owners are rooted in their local communities. I hope the discussion about strengthening 
the business identity has encouraged making yours even more evident. The ideal is to develop a 
unique and appealing flavor that your customers are eager to relate to. Part of that is a philosophy 
and M.O. that serves the enterprise. 
 
A single business needs a single, unified identity. Seems obvious. But I want to correct anything 
that might have indicated that the online identity is in any way separate from the offline one. 
What is online is simply an outgrowth of the physical presence. The business owner must never 
allow them to seem separate, or to pull in different directions.  
 
Leverage Your Advantages 
You’re trying to capture the attention, and eventually the business, of people who look in the 
yellow page directory, IYPs or any other way you market yourself. You must connect with them 
in a way that makes you more desirable than the other choices. If your ad does its job well, 
people will be predisposed to want you—more than the others. The same applies to any of your 
online activities.  
 
Your online reputation and local reputation should mirror each other. And they both should 
accurately reflect the public perception of what the business offers. We are living in a time when  
traditional methods of doing business are being supplanted by new technologies and very 
different business practices. As with any new-fangled notion, there are risks involved in making 
changes. 
 
But there are also risks involved in failing to make changes that need to be made. All the yellow 
page alternatives mentioned here are in the mainstream and widely used—so there’s not much 
risk involved. It’s more a matter of finding the right mix that works for you. Since these choices 
aren’t that hard to learn at the outset, the main adjustment required needs to be in one’s attitude 
and expectations. 
 
Link Up With Your Customers Offline, too 
Building on the concept of linked information, figure out ways to offer non-Internet-dependent 
ways of reaching traditional yellow page users. Provide the same type of information (pages) that 
the website visitors get in another form. Once you get in the habit of supplying your customers 
with information that they desire about your products, services (and who knows what else), it’s 
not a leap to package it in a variety of ways.  
 
These could be booklets, articles, tutorials, videos, public classes. And they can be delivered in 
print form when people come in, along with every purchase, as a reward, etc. In other words, 
they get more information about topics they’re interested in. Give buyers additional ways to get 
their hands on whatever is on the website.  
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So even if you’re not Internet-oriented yourself, you can make your everyday activities be a 
nexus where high-tech and low-tech marketing activities intersect. That, in itself, puts you on the 
leading edge of marketing. 
 
Sell Services 
The secret edge small businesses have over the big guys is service. Providing additional types of 
service increases the value of your products and delivers that something extra buyers crave. In a 
computerized, dehumanized, indifferent world, good service stands out. But don’t settle for 
providing adequate performance—when you could deliver excellent service.  
 
The cost difference to you is minor, but the impact on the relationship is “Wow!” Rely on the 
quality of your services to earn buyer’s loyalty and repeat business. 
 
Even when customers visit the Internet to find product and service availability, most still prefer 
to deal face-to-face with nearby providers. And they’ll buy what they want close to home if they 
can. Work very to hang onto the customers you have—however they find you.  
 
Note about the 68% of those who leave mentioned below—a large part of their dissatisfaction is 
being taken for granted. 
 

 
Source unknown 
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Customers Who Choose You Want YOU 
When customers pick you and your business, they’re buying much more than what you sell. And 
you signal that to them through the personality and policies you demonstrate.  
 
Customers and Clients Are Buying Your: 

• Experience  
• Reputation 
• Convenience 
• Specialized expertise, recommendations, and helpful referrals 
• Personality style, as expressed by the company’s look, staff, feel, and energy 
• Performance and reliability 
• Desire to please 
• Customer service, care, and follow up 
• Appearance and packaging 
• Reliability and consistency  
• Efficiency in delivering what you offer 

 
Here’s the good news. Doing things the businesslike, responsible, confident way isn’t much 
harder than doing them carelessly. It’s even easier if you factor in dealing with unhappy 
customers and repairing mistakes.  
 
The online world is evolving—and at a staggering rate. Anyone who is in doubt that the Internet 
is crucial to your business will be left behind. Erase the division between the Internet (online) 
and traditional (offline) promotion in your own mind. They should convey a common message 
and personality. Whatever steps you take with either one should be consistent.   
 
It shouldn’t matter whether people find you online or offline. Take down barriers to responding 
to people who want to contact you by email, text, or chat, for example. Also, your employees 
should not be separated based on whether they deal with customers face-to-face or via the 
Internet. Everyone needs to encourage customers and clients to visit the website. 
 
Stay Tuned for Change 

• Customers come and go 
• The market surges and sags 
• Your niche dries up or gets crowded 
• New products or community growth patterns could leave you on the outside 
• Your employee requirements change, increase, or decrease 
• Marketing methods stop delivering, or new methods arise 

 
Don’t be caught by surprise. Be flexible enough to adapt and land on your feet. That’s a key 
element of the entrepreneurial spirit. It also gets back to the advantages that small businesses 
have over larger and more ponderous competitors.  
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Note: I wrote this article in 2004 (and a related one about online buyers). But they are just as 
true today. They describe what keeps customers coming back—once the find you. It really is 
easier to keep buyers who know you than to be totally reliant on new ones.  

___________ 
 
Five Things More Important to Buyers than WHAT You’re Selling 

 
No matter what customers say they want, what they’re really looking for is “something special.” 
They can’t quite describe it, but when they find it, they know.  
 
Indeed, those little details of the buying experience may appear intangible. But what you sell is 
usually less important to customers, almost incidental—unless they don’t get what they expected. 
 
As Walt Disney said, “Do what you do so well that people want to bring their friends to see you 
do it again.” Any business able to satisfy customers in these five ways will consistently beat the 
competition. 
 
NOTICE: More important than what you provide, is how you provide it.  
So much attention is paid to the what, the how often takes a backseat. Yet it’s the quality of your 
how that determines whether the sale is made or lost. Buyers focused only on price are likely to 
be one-time visitors, but even they sometimes decide the cheapest price “just isn’t worth it.”  
 
1. How well they’re treated 
People (even business buyers) care about the human touch. They want to be treated with respect 
and fairness. They want to feel like valued customers—whose time and opinions matter. If 
people can’t trust you to treat them right, they certainly won’t trust you with their money. 
Whether or not the sale occurs depends on whether the customer feels taken for granted—or 
taken.  
 
Equally important is how the business deals with problems or complaints as they arise. Making 
mistakes needn’t be fatal, customers understand that. However, the willingness to fix them and 
minimize their impact on the buyer is crucial. Solving it immediately, with the right attitude, can 
even strengthen the bond. But fumbling the ball a second time simply isn’t forgiven.  
 
2. How efficiently the buying process went 
From start to end, did each step of the sale go smoothly? Could the buyers get the answers or 
help they needed? Could they find what they came for (or why not)? Was the operation arranged 
to accommodate them? their time frame? Were prices and payment options clear and easy to deal 
with? Can most buyers complete the transaction without triggering number 3? 
 
3. How much aggravation they had to endure 
Aggravations are of two types that shouldn’t have happened (glitches). Or those that happen to 
everyone, like long waits, multiple visits, shortage of parts, etc. A buyer is willing to endure a 
little inconvenience, but not for long, not every time. Your job is to minimize inconveniences so 
they don’t arise—not treat them like business as usual. 
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Here’s where the helpful, informed employees will make or break the business. First in building 
customer rapport, anticipating their concerns, and avoiding problems in the first place. 
 
4. How many mind games are played on them 
Sorry to say, the word “sales” gets misused too often. Selling isn’t an opportunity to manipulate 
the potential buyer to do what the seller wants, rather than providing the buyer what they want.  
 
No one wants to feel like a sucker or to be misled about prices, delivery dates, or terms of the 
sale. Even a hint of such treatment kills trust, kills their willingness to hear you out. And if a 
person feels tricked into buying, they won’t buy again. Or they might cancel the sale afterward 
from buyer’s remorse.  
 
5. How well the business has its act together 
Starting with the first impression, did everything about the business live up to its promise or 
reputation? If every part of the operation works smoothly as an integrated whole, consider the 
customer well served. When the parts are mismatched or full of snags, it screams “small 
potatoes.” That scares business away. Even if the issues are minor, they pull the plug on trust. 
Fortunately, a focus on your how yields big benefits from quick and inexpensive solutions. 
 
Get your hows in order, and you’ll drive the competition crazy 
Customers notice when they’re treated well. Let your uniqueness shine in the how of customer-
pleasing practices. It pays off in your bottom line. 

____________ 
 
Relationship and Trust—the Biggies 
Trends are going to come and go. Customers are fickle, if it’s just about where to buy something. 
What cannot be quantified are all the little thing like customer loyalty that make the difference 
between being in business and dominant in your field.  
 
To develop an identity that’s integrated locally and on the ‘Net, a few things are essential, a few 
things are helpful, and a few things aren’t worth your time. By now you have little difficulty 
knowing the difference. Seeing how they work together gives you the confidence to get the best 
bang for the buck (or no bucks at all). 
 
The slickest new approach might not be right for you. One downside of the online world is the 
way it shifts at the drop of a hat. The big thing this month might not even cause a ripple six 
months from now. There is a certain gee-whiz mentality that’s eager to climb on the newest 
bandwagon. These sort themselves out fairly quickly.  
 
As brick-and-mortar enterprises, you do not live and die by relying on some of the online trends. 
You can watch and listen to what you see with your own customers. Some will prove worth 
considering, but it’s not your place to have to try everything. If you’re doing the basics like a 
strong website and finding other ways to be on the pulse that matter specifically to your 
customers/clients, don’t worry. 
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Provide what Buyers Want 
• Carry new products, brands, and styles 
• Use different materials, like making it more convenient or easier to clean  
• Provide training programs, support, and consulting  
• Combine it with other products and appropriate tools to make kits  
• Provide related books and manuals  
• Offer additional sizes and methods to use products, like a spray or travel-size version 
• Provide repairs and upgrades, as needed 
• Offer upscale, advanced, or deluxe versions 
• Provide maintenance contracts along with various services related to the products  
• Build in automatic shipment of next version or edition, like the annual update that’s sent 

and billed every year until they stop it 
 
The Stage of the Enterprise Limits the Choices 
(see graphic next page) 
 
So, what alternatives to the yellow page directory suit you best? The answer is… 
It All depends. 
 
Issues like promotional priorities or the proper amount of reliance upon Internet-based strategies 
will be very different for an enterprise at Level 1, compared with one at Level 7. Your operation 
is a work in progress, falling somewhere between 1 and 7. As it grows and changes, so do you, 
the owner.  
 
By considering the identity of the enterprise or its larger-scale priorities (beyond money-making) 
it’s possible to see that evolution. Please realize that this book has not been merely about 
marketing strategies. But it takes a step away from the humdrum, to see how you’re building 
something with staying power—for the long haul.  
 
Your business is a reflection of who you are and what you think is important. It is more than a 
revenue stream. With a steady hand, it will grow into something that functions in your local 
community as well as on the ‘Net. And you’ll feel at home in both. 
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Infographic provided courtesy Infosoft - based on U.S. Census data 
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The	  Final	  Word	  

 
How Long Should an ebook Be? 
As a writer, I value the written word. It’s invaluable to solve all manner of problems. But at this 
point, Yellow Page Alternatives is over 30,000 words and about 100 pages. My exclusive 
Bonuses add another 14,000 words. That’s a heck of a lot of information—most of it meat. 
 
So I can hear you thinking: But it claims to be Quick & Painless. This is toooooo much. I concur 
that’s quite enough for a single ebook. Although I’m sitting here with a stack of my notes and 
references I’d love to add, I think this is enough. My point? There is more to say—but time to 
sign off.  
 
One reason for me to stop is because this is but a single book in the Quick & Painless series. The 
information I wish to share with harried small business owners can and will be delivered in other 
titles.  
 
I also want to reinforce my stated intention to provide enough information to bolster the reader’s 
willingness to get more involved online without getting bogged down in details. I have tried to 
find the line between enough information and too much information. I felt that by including 
inforgraphics throughout the text, it would be more interesting—and less word-dependent.  
 
Unreadable Graphic Images  
Some people will read this on readers like the Kindle, Nook, or Apple tablet. For them, the 
inforgraphics are unreadably small. This page provides a directory of those images, so they can 
be viewed online. 
 
Even readers of the full-size PDF version will notice that images had to be reduced to fit on a 
single page. Those graphics can be shown in full, and in scale, at this gallery. 
 
    http://grabyourhometownadvantage.com/gallery-ypalt 
 
Something More… Just for You 
Shssssh… You have the 2012 edition of Yellow Page Alternatives. Some of this information will 
change. For that reason, a page has been created  to provide updates or other useful information 
for readers. It is not indexed or spidered. The only way to get there is by following this link: 
   
    http://grabyourhometownadvantage.com/sartxe-ypalt 
 
Visit My  Blog and Website 
New Quick & Painless titles will be released in quick succession. So please visit this website for 
future titles that could make it easier for you to connect powerfully with your clientele. 
 

http://grabyourhometownadvantage.com 
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—End— 


