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DISCLAIMER

Information within this book does not constitute legal, financial or similar profes-
sional advice. The purchaser of this publication assumes full responsibility for
the use of these materials and information. The Publisher and Author assume no
liability whatsoever on behalf of any reader of this material. Please consult ap-
plicable laws and regulations and competent counsel to ensure your use of this
material conforms with all applicable laws and regulations.

It is not the purpose of this book to be the single marketing tool in your library, and we always recommend
the use of other books on book marketing, some of which are suggested in the references section.

Red Hot Internet Publicity contains advice on Web sites, Internet marketing, promotion, and selling books.
The use of this book is not a substitute for publishing, business, tax, accounting, consulting or other profes-
sional services. Consult the appropriate professionals for answers to your specific questions. Neither the
publisher nor the author, or the contributors mentioned in this book, bear any liability for the incorrect or
improper use of this book or the information and advice contained herein. If you do not wish to be bound by
the terms of this paragraph, promptly return this book for a complete refund.



To subscribe to our free newsletter send an email to

subscribe@amarketingexpert.com

We’d love your feedback.

Here’s how to contact us:

¢ =

!

Author Marketing Experts, Inc.
P.O. Box 421156

San Diego, CA 92142
www.amarketingexpert.com



MORE BOOKS BY
PENNY C. SANSEVIERI

NONFICTION

From Book to Bestseller
(Morgan James Publishing, 2007)

Get Published Today
(Morgan James Publishing, 2007)

From Book to Bestseller
(PublishingGold.com, Inc., 2005)

No More Rejections: Get Published Today!
(Infinity Publishing, 2002, 2003)

Get Published!
An Author’s Guide to the Online Publishing Revolution
(1st Books, 2001)
FICTION

Candlewood Lake
(iUniverse, 2005)

The Cliffhanger
(iUniverse, 2000)



BUILDING A BILLBOARD
INSTEAD OF A WEB SITE

“While modern technology has given people powerful new
communication tools, it apparently can do nothing to alter the
fact that many people have nothing useful to say.”

— Leo Gomes

Did you know that most authors get a web site because they feel
they have to? To many authors, it’s sort of a fad along the lines of
torn jeans or that faded Stones t-shirt. Many times in fact, authors
will put up a web site and then act surprised when people actually
visit. Isn’t that the point? Well, sort of. Going back to why authors
put up a site (because they have to) it then makes sense that the site
they put up quickly gets forgotten.

In my line of work, I refer out web site designers but more
often than not, authors will ask their nephew or son to design it
for them. Now this is fine if your relatives are actual designers,
but most of the time they have just bootlegged a copy of Dream-
weaver and tinkered with it a bit, enough so they know their way
around a little. Not enough to make them a full-fledged designer,
but certainly enough to make them dangerous. They probably
won’t start blowing up small countries just because they hit the
wrong button on Dreamweaver, but a poorly-designed site could

cost a ton of sales.
- Why We Hate Pop-ups and
Why You Should Have One on Your Site

Everyone says they hate pop-ups, but statistically they’ve
been proven to be effective. Pop-ups are particularly good
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for 1) getting mailing list sign-ups; 2) giving away a free
report; and 3) offering a special on the page visitors are
about to leave.

An important point, though, is to create a visually interest-
ing pop-up, and one that offers something for free. If peo-
ple are willing to give you their name and email, you need
to be willing to give them something of value, too. .

Do you remember that old game, Operation? I loved playing it
as a kid but I always kept touching the sides of the openings to pull
out the patient’s organs. It never failed, that darned buzzer would
go off and I’d have to start again. I played and played and played
that game until I could pull out that guy’s brain in my sleep. So
listen, if you ever have to have surgery of any kind, I would like
to perform it for you. I mean, I’'m an ace at this stuff, right? I can
pull plastic kidneys and hearts out of a smiling plastic victim with
little or no buzzer anymore.

I’'m betting money despite my talent with this game, you’d
never let me operate on you. You’d at least want to hire someone
with a degree, right? In fact, I’'m betting you wouldn’t even want a
new doc, fresh out of grad school, would you? Now while web site
design might be a long way off from brain surgery, if you’re sink-
ing a lot of money into a marketing campaign and have a site that
looks, well, like it needs surgery, then you might be losing money.
The kind of money that could feed future marketing efforts.

If T sound preachy, it’s for a reason: I once used to design my
own web site. Yes, I confess. I am guilty of this. I thought: “I don’t
need no stinkin’ designer,” but I learned and I learned the hard
way. | had a site that wasn’t converting and basically looked like a
dog had designed it after a three-day tequila bender. Some days I
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look at old web shots of it and wonder if I hadn’t been influenced
by one too many adult beverages. Thankfully it’s gone, burned to
the ground and rebuilt in a site that can stand the test of effective-
ness and conversion. It only took me four years to get there.

Yes, site design is a process. I’'m not saying that you need to
spend four years tinkering with your site. This section alone will
save you at least three years and ten months. But you do need to
hire the right people for your site, and hire people who don’t just
put together beautiful sites—because beautiful sites don’t convert.
I’m not saying that your site needs to be ugly or look like your first
car; there’s a line between effectiveness and attractiveness.

We’re going to cover that line in this chapter as well as all
the pieces you need to put together a site that’s exactly what you
need. No more, no less. In fact, we’ll even determine what you
need with our handy-dandy questionnaire. The only thing you’ll
need to do is hire the right person to build your site, and we’ve got
that covered, too, in our “Ten Questions to Ask Before Hiring a
Designer.” So now sit back and grab that highlighter. We’re ready

to send you off on the super highway of web site success!
The Secret to Getting a Higher
Listing on Google
Trying to get Google to notice you? Well, there might be
a solution. There is a quick process you can go through
to get a higher listing, some even say a very high listing,
but Internet experts will caution you that your category
can often determine where you fall in the ranking. Still, it’s

worth a shot. Head on over to: http.//www.smartzville.com/
google-homepage.htm more information. .
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Building Billboards

Have you ever taken the drive to Las Vegas? If you have, you
know that there’s a stretch on the 15 freeway that’s just barren des-
ert with you, sand, a cactus or two, a vulture hoping to get lucky
and billboard after billboard. You’re anxious to get to Las Vegas
and hit the blackjack tables so you speed down this stretch of high-
way as fast as you can, passing billboards at probably eighty-five
miles an hour. Most of the billboards you see will be fairly simple
and easy to read. Like this one:

Coming to Bally’s!
Wayne Newton

August through December

XXX
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Now that was easy, right? Fairly straightforward, not too much
to read. Then you pass another billboard:

Coming to The Las Vegas Empire Hotel
Five great new acts, we can’t wait for you to see them all, we’re sure
you love them. And did we mention we have a buffet? It’s great,
you should try the lobster sauce and créme brulee for desert. And
then there’s the rooms, yeah, they’re great too. Our rooms are
fantastic, we just got new bedspreads for all of them and they’re
these great colors, aqua blue and red, very trendy. And you’ll love

our gift shop, have we mentioned the gift shop yet? Yes, it’s got

tons of great stuff in it too like Vegas T-shirts and plates and salt

and pepper shakers and then there’s the pool and sauna and our
state of the art work out room and you’ll especially love our Tai

Chi classes that we have every evening, oh and speaking of evening...

XXX

Now if you’ve tried to read this going eighty five miles an

hour, you’ve probably rammed your car into the billboard and
made some vulture very, very happy.

Think of Your Site as a Billboard

If you think of your web site as a billboard instead of a web
site, you’ll be much further along than most people. Why? Because
at the rate people surf these days, you might as well be speeding to
Vegas. Studies have shown that the average surfer used to spend
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seven seconds on a web site before deciding whether or not to
click off; now they spend an average of one fiftieth of a second.
That means that you have a snippet of time to prove to your visitor
that your site is worthy of their visit.

As surfers, we don’t read, we scan, and the further we get down
the road, the more we’re finding that web copy (the words on your
web site) isn’t about writing; it’s about writing less. We don’t want
to think, we just want to click, and preferably, we want to be told
what to do. A well-designed site is not just one that’s light on the
copy, it’s also uncomplicated and very obvious. Have you ever
heard of the seventh grade education rule? Well, on the ’Net it’s
about a fourth grade education level. If you aim lower, you’ll hit
much higher in your conversion. Now I’m not saying that surfers
are stupid, not even close. In fact, surfers know what they want
and won’t be fooled or lured into something they’re unsure of. The
key to remember is that web surfers aren’t short on smarts, they’re
short on time, hence the shrinking window of opportunity to catch
someone’s attention on the "Net.

When we’re getting a site designed, we have a tendency to
want to push everything onto our home page. We cram it full of
every piece of everything we’ve ever done, from writing a book
to the time our little league team took first prize in the nationals.
Just like that billboard crammed with stuff, we want to fill every
inch of our home page with words and pictures and all the kinds
of things that will send surfers scrambling for the exit button. I call
it surf shock: when you land on a site that seems to scream at you
from your monitor. The kind of site you can’t wait to leave.





