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Lets Talk about Email Newsletters

If there is one "constant"
in Internet marketing, it's
a cultivated list of
subscribers.

Your list is as good as
money in the bank.

Write that down and never
forget it!

March 6th 2008 francois@wsiuniquewebdesign.co.za

CONFERENCE



wi s.i|||||l:i1_1.
Internet Marketing

«WSI

What are open & click through rates?

® Open Rate Click through rate
— Readers who open your — Readers who click on a
email link in your email

Click
Here

u

20% - 30% 5% - 1.5%

March 6th 2008 francois@wsiuniquewebdesign.co.za 25 %
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T ek Email open & click rates by day
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OPEN AND CLICK RATES BY DAY
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wnaowen: E@IL Subject Line stats
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Open by Personalisation
b e

Subject Line Only
Personaized [ 24.1%
Message Only [
Personaiizod L ===
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OPEN RATES BY PERSONALIZATION
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WS i Email open rates by Industry

[ H2 2005
[ H1 2006

All Industries
Banking/Finance
Computer/internet
Consulting

Consumers: General
Education,Training
Entertainment
Gowvemment

Large Business: General
Manufacturing
Marketing/Advertising
Media/Publishing
Medical/Dental Healt hcare
Nonprofit Trade Association
Real Estate
Religious/Spiritual
Restaurant'Food Service
Retall Establishments
Small Business: General
Telecommunications
Transportation/ Travel
Wholesale/Distribution —
March 6th 2008 0% 5% 10% 15% 20% 25% 30% 35% 40% 29 =
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How to improve open & click through rates?

Open Rate Click through rate
— Don’t be cute or misleading — Most important
in subject line articles/offers above the
— Keep subject line concise fold
® 30 - 40 characters — Targeted, relevant
— Only valid for HTML emails I(r:nTeRssages receive higher
S

— Reduce clutter
— Use graphics to explain

— Give value ﬁgf.lé

® Information, discounts ﬂ?

20% - 30% 5% - 1.5%

March 6th 2008 francois@wsiuniquewebdesign.co.za 30 %
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Case Study - Brainstorm your Campaign

The Solution Audience

® Focus on the ethics of looking ® Human Resources Managers
after staff

Financial Managers
General Managers
Managing Directors
Administration Managers

® Outsourcing is great

managing outsourced staff
® Legal aspects of Labour Brokers

o
o
® Describe the process of PY
o

March 6th 2008 francois@wsiuniquewebdesign.co.za 31 %
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Brainstorm your Campaign

Industry Focus
® Logistics

® Retail

® Manufacturing

March 6th 2008

Value & Benefits

The newsletter will focus on
providing articles that
educate the audience on
the subject of outsourcing
and human resource
issues.

francois@wsiuniquewebdesign.co.za 32 %
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Subject ideas

— Selection process, truck drivers etc.

— Incident process and procedure for
removing staff

— Payroll process

— Recruitment process Free Newsletter Idea Guide

— Disciplinary process
Proven design and copy tips, plus content
and readership checklists that will save
you time and effort.

— Operational process
— Ethics on looking after staff

— The concept of outsourcing
— Dealing with Unions

— Labour productivity issues
— Work place ethics

— Morale issues

BAOBAB
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Subject ideas

How to hire champions a2

How to conduct a job interview
How to conduct an exit interview ; :
Proven design and copy tips, plus content
and readership checklists that will save
you time and effort.

Getting the most out of your employees
How to become a 1st Class leader
How to get an accurate personality profile

Win, win disciplinary procedures

Motivating employees

Lessen the effects of strikes (better yet, how to avoid them)
Ethics in the workplace

How to get justice at the CCMA

How to get the best out of your personnel agency

How to structure tax effective salary packages

Managing performance and conduct in the workplace

How to use cultural diversity to build a serious business
Why your employees leave

Creating an environment that attracts employees to your company

CONFERENCE
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Campaign Reports

@)@ Email Campaign Report Snapshot

Magic Escapes Welcome Newslett...

Hame Magic Escapes Welcome Newsletter
Subject Magic Escapes Welcome MNewslstter
Format HTML Only View HTML

Links clicked 0 total, 0 unigue Top URLs Details
HTML openad 1542 total, 580 unique Whe Opened
Total read receipts a

Total sent to friends S Who Sent

Sent 10005
Bounced 2391 (Z3.9 % )
Delivered 7612 (75.08 % )

E I 1\;{
=
2 B 8 @ K
[ by
o o-d
-
Il 7otz Sent Ml Tot2 Bounced Il Tat2l Delivered Q

[ Tot21 Opens B Ttz Links Clicked I —

¥
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Total HTML opens

120

100
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Campaign Reports

o

Email HTML Opens Report

@ Total on day

[ unique on day

i i

s my/‘ s, /.h B i

i
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' ﬁ
) i B |l\ el |h o0 \ .-.l' I

The report below shows you how many times your report was opened. It shows you a unique open report, a5 well as a total open
report (Meaning a recipient may open your email, close it and then open it again)

2007/11/09

2007/11/10

2007/11/10

2007/11/11

2007/11/11

2007111112

2007/11/12
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Summary - Newsletter Keys to success

® Don’t spam

® Provide relevant, compelling,
interesting & timely information

® Quickest, cheapest form of
direct marketing

® The list is your most important
asset

® Get permission

® Well laid out, easy to read,
quick to get your message
across

March 6th 2008 francois@wsiuniquewebdesign.co.za 37 %-
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What is Search Engine Marketing?

It's about getting in front of
people who are looking for
what you sell,

‘right this moment’

and then

‘Setting them to respond’

March 6th 2008

Search Engine Marketing

SEO

Search Engine Optimization
[ "Qrganic”
L
Pro:

- Great Long-Termn ROI
- High Ceiling and Yolume
- More Exposure, Branding, Awareness

Con:
- Tough to Quantify

- Lots of Waork (Design/Developrnent)
- Takes awWhile (Mat for Short-Term)

PPC

Pay-Per-Click
"Search Advertising”

Pro:

- Quidk Setup
- Highly Measural:lle and Quantifiable
- Less Developrnent Resources Meeded

Con:
- More Expensive

- Lower Ceiling and Yolurme Potential
- May be Subject to "&d Blindness"

francois@wsiuniquewebdesign.co.za
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Why You need an Internet Marketing System?

Best ROI for Lead Generation Tactics according to US
Marketers, Spring 2006 (% of respondents)

Search engine optimization (SEO) 69.7%

House e-mail marketing 64.2%

Paid search marketing (CPC) 64.1%

Public relations 55.4%

Direct postal mail 33.3%

Online advertising (banners, etc.) 19.0%

Note: top two answers based on usage in the past year
Source: MarketingSherpa, September 2006

e 91% of buyers go to a Web site before calling
e |If they don't find what they need, 80% choose another supplier

CONFERENCE
CENTRE
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Search engine advertising

Google

AdWords

| English {US) v |

Advertise your business on Google

Mo matter what your budget. you can display vour ads on Google and our
advertising network. Pay only if people click your ads

Your ads appear beside
related search results...

March 6th 2008

...And connect
to your business

People click
your ads...

four ad here
oee your ad on Google
and our partner sites.
WAL Y DUl SOM pany-site. co

l

francois@wsiuniquewebdesign.co.za

Start now»

Sign in to Google AdWords with your
Google Account

Email: ]|

Password: ! |

| cannot access my dcceunt

BAOBRAB
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Reach your prospects the moment they look

Learn about AdWords

How it works

Reach more customers

Costs and payment

For local businesses

for you

You create your ads

You create ads and choose keywords. which are words
or phrases related to your business

Get keyword ideas

Your ads appear on Google

VWhen people search on Google using one of your
keywords, your ad may appear next to the search
results. Mow you're advertising to an audience that's
already interested in you

You attract customers

People can simply click your ad to make a purchase or
learn more about you|You don't even need a webpage |
to get started - Google will help you create one for free
It's that easy!

Sign up now | Mext topics

Google ; -

var]

Ble =

Keywords are what people
search for on Google

L reaie pour a0
- e s n i ] Gt it 4] 01 Gresooghe

Sl TR PRTITHET SR

Your ad appears beside relevant

search results

francois@wsiuniquewebdesign.co.za

March 6th 2008
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Bad NeWS = Your keywords aren’t key to your customers

Improving Rankings Through Keyword Clustering

Two approaches for obtaining top positions for the keyword “Logistics”

High Search Volume E )
The Hard Way: The Smart Way: & Competion R
Optimize the keyword Optimize the keyword cluster (many competing sites) Tra:éll
Low Value Poker
(untargeted leads)
LDgLSS-rEIcs‘ L{;GHI:.'SI:II:IE':S EALL AR LR LR LR .-...'....Ex.‘a.l.‘;ﬁé's"."'
STUDIES PAPERS Slig h::lireater Weddin g Vaction
Slightly Less Generic aribbean Travel
PRACTICES High Sub Category \Example:
Value Fairly Specific aui Review

Specific Topic Pages
Exceptionally High Value & Well Targeted Leads
Examples: Honolulu Beach Wedding Packages

Frea Online Texas Holdem Software Download
Buy Brand Mame + Model Number + ltem Type

Search Value Pyramid From SEQOBook

£ 2007 Elliancs, Inc

March 6th 2008
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Keyword Research (Part 1)

Getting into the mind of the
customer is the first step to
keyword research.

e

SEO Specialist
e Brainstorm keyword B
categories that address ra
the customer’s wants. EE‘”
viac

Compile the brainstormed keywords
for further review of traffic potential,
competition, and conversations on
the web.

2007 Elliance, Inc. | wwwelliance.com

Customer

| nead a new computer,

Specs
17" Deals
Dual Pentium Free Shipping
Ls=d
Price
Under $2000
Affordable

43
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Keyword Research (Part 2 of 3)

Expand your brainstormed keyword list by analyzing what people are
saying on the internet.

o Discover additional phrases to add to
the brainstormed list. IUUPEETLLECECE R .

Blogosphere
Tags

o (=]

. . Web '
SEM Specialist Competing Websites Conversations :

= g=B

Lingo
Abbreviations
Misspellings
Synonyms

o

e Quantify keyword * g0 00 50%0 gp
popularity. EEEEEEEEEEEEN

Analytic Software

* * o«
*
*

Take the resulting keyword data
to a final selection process.

44

2007 Eliance, Inc. wwna_elliance.com



Keyword Research (Part 3 of 3)

Analyze comprehensive data along with external factors to create a
final keyword list.

o Gather other relevant factors.

Strategy Legal Issues
Conversion Potential Competition Level
Budget . % i " Traffic Potential

* ... Site Content

Keyword Data
SRRARAR,
——

Analyze the factors and
generate a final keyword list.

----------- Analysis ﬁﬁ{}
\CIC )

Final Keyword List

Hll
A

March 6th 2008

2007 Elliance, Inc. winaLelliance.com
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Creating your Ad

Web |mages News Groups Books Gmail more »

GO L)Sle I||D|1Ehi|| dentist H Saarch ] ;:_ir_:sr—;_E-sT

Search: O the web ® pages from South Africa

Web

Dentist
www YellowPages co za/Dentists ~ MNeed a dentist? Quick and easy: Yellow Pages.

73 results stored on your computer - Hide - About
Is vour website generatin.. - Or Cerny (Lonehill Dentist) We receive
9 1—* ]

Painless dentistry treatments Lonehill. Sandton.Johannesburg.

Painless dentistry in Lonehill Sandton. Contact Dr Cerny for teeth whitening.cosmetic and
restorative dentistry and have all vour dental treatments done in ...

www_drcemny.co.zal - 19k - Cached - Similar pages

Lonehill Dental Clinic

Fainless dentistry treatments at Lonehill shopping centre.
www.dreerny.co_za/marketing/ozonetreatrment_html - 13k - Cached - Similar pages
Maore results from www drcerny co.za »

Fesults 1 - 10 of about 234 for lonehill dentist (0.35 seconds)

Sponsored Link

Sponsored Links

Affordable dentistry

Experience no pain. Affordable
dental treatments in Lonehill

DrCerny.co.za

March 6th 2008 francois@wsiuniquewebdesign.co.za
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Create your Landing Page

Home | AboutUs | Services and Cost | Clinic | Painless Dentistry | Testimonials | Bookings | C

What would painless dentistry mean for you? Contact Dr Cerny
For most people, the sound of a drill and the thought of a needle in your | = 5
cheek is enough to put off 3 dentist appointment for years. ITEIEph""e' |+27 11050680

X I Cell: | +27 83 314 1717
However, the experience that you go through to fix your teeth doesn't ; .
have to be awful. | E-mail: | aleksandra@drcerny.co.za
At Dr Aleksandra Cerny’s practice in Lonehill, the focus isnt only on |Address:

Lonehill Dental Clinic:
Dr Aleksandra Cerny
Suite 1004

Lonehill Shopping Centre

painless dental treatments, it is also on giving people a chance to afford
their perfect smiles and on preventative dentistry

Although some people don't go to the dentist because of the discomfort
and pain they associate with dentistry, many people don't go because it |
can really break your bank.

Fill in the form below and we will contact you
What makes Dr Cerny’s service the wise choice is that all the services are
delivered at Medical Aid Rates +5%. Dr Cerny is contracted out. The

account needs to be settled after service. ! Name * : ‘ l:l
|
Restorative Dentistry |Te|ephone 5 ‘ l:l

Prosthetics T
Pedodontics | Email * : ‘ l:l
Oral Surgery ! ! |
Dental Implants |Additinna| information
Endodontics | % =

What would it do to your self confidence if you could get that Hollywood
smile - without saving up for months? Contact Dr Cerny for a teeth
whitening treatment.

"Good service at competitive pricing, and all this in Sandton!"
- Mr Terence Delaney, Bordoaux

Home | About Us | Services and Cost | Clinic | Painless Dentistry | Testimonials | Bookings | Contact Us | Sitemap

Copyright © All Material Dr Aleksandra Cerny Craated and Maintained by WSI

March 6th 2008 francois@wsiuniquewebdesign.co.za 47
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Dr Cerny ( Client ID- 453-499-5290 } accounts@unibit.co.za | Mew Features | Help | Contact Us | Sign Out

GO L)gle Wy Client Center | [Dr Cerny | Manager ID- 118-087-0833

AdWords

Campaign Management Reports Analytics My Account

Account Snapshot | Campaign Summary | Tools | Conversion Tracking | Website Optimizer Search my campaigns:

Campaign Summary > Dr Cerny > Edit campaign settings

Edit Campaign Settings

Dr Cerny
Basic Settings Networks
i Show my ads on:
Campaign name: Dr Cemny
: Google search
Start date: Jan 6. 2008 When users search for my keywords on Google

i Search network (2
Wil run until: @ Mo end date When users search for my keywords on Google's
: search partners

© [] Content network (%
H When users visit sites on Google's content network
Budget Options that match my ad settings
5 Content bids (2
” R [20.00 Jday Let me set separate prices for content clicks
performance? : Target Audience
» View Recommended Budget Languages: =
Chinese (simplified) =
Delivery method: (2 () Standard: Shaow ads evenly aver time Chinese (traditional)
() Accelerated: Show ads as quickly as
possible

old down the conirol or

Advanced Options

Keywaord Bidding: Maximum CPC hidding Locations. Currently targeting: Edit

. - . How wiill my location choices . .
View and edit bidding optians affect my ad performance? + South Africa (Country)

Ad scheduling: Off. Ads running at all times.
Turn on ad scheduling 2

Puosition preference: O Enable position preferences @

Ad serving: 2 (%) Optimize: Show better-pedarming ads
mare often

(O Rotate: Show ads more evenly

[ Save Changes ] [ Cancel]

48

©2008 Google - AdWords Home - Advertising Policies - Privacy Policy - Contact Us




Dr Cerny { Client ID: 453-499-5290 | accounts@unibit.co.za | MNew Features | Help | Contact Us | Sign Out

GO Ogle My Client Center | | Dr Cerny v Manager D 118-087-0833

AdWords

Campaign Management Reports Analytics My Account
Account Snapshot | Campaign Summary | Tools | Conversion Tracking | Website Optimizer Search my campaigns: _

Campaign Surmmary = Dr Cerny > Edit campaign settings = Bidding Options

Bidding Options

Choose one: Common Questions
Lo ) ) ] o ] i« What is the Google Budgst
@& Manual hld_dlng e Set the h|ghest price you're willing to pay for each click _ Optimizer™ tool?
IMax CPC hids + Choose this option if you need maximum control of each bid L What is the Conversion
(formerty called Set maximum limits) Learn more Optimizer tool? -
+ Tell me more about the bid
Conversion Optimizer New! + Set the highest price you're willing to pay for each conversion management options
Max CPA bids e Google will optimize your performance to get you the highest return on

investment

& You must use Google Conversion Tracking (and have at least 200
conversions in the last 30 days)
Learn more

Why is this disabled? Available only for campaigns with 200 or mere conversions in

the last 30 days. Conversions for this campaign during the last 30 days: 7

() Budget Optimizer e Set a 30-day budgst
Mo bids needed + Google will manage your bids to earn the most possible clicks within that
budget
* Choose this option for the simplest bidding experience. Great for new
users

Leam more

() Preferred cost bidding s Set the average price you want to pay for each click
Average CPC bids « Google will manage your bids to give you a predictable average cost per
click

Leam more

|  Save and Continue » | [ Cancel ]

©2008 Google - AdWords Home - Advertising Policies - Privacy Policy - Contact Us
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Analyse your conversions

www.drcerny.co.za

Goals Overview

. i - Lonehil

Homo | AbautUs | Servicos and Cost | Ctinte | Painioss Dentiatry | Testimoninis | Anckings |

ve
e °
3 What would painless dentistry mean for you? Contact Dr Cerny
For most people, the saund of a dill and the thaught of a needle o your 7 = .
L ] cheek is enough to put off a dentist appaintment for years. Telephonei +3T:11 465506
" ceall: +1/ B3 314 1717
However, the experisnce that you go through to fix your tenth dossn't
1 have to be awful. C-mail: alebsandro@droemy.co.ca
L o At Dr Aleksandra Cerny's practice in Lonehill, the focus isn't only on Address: et
. Lonehill Dental Clinic
painless dental treatments, it is also on giving people a chance to afford Dr Alsksandra Cemy
thamr perfnc t smiles ard on preventative dentistey Eil ek,
_ _ r Lenehill shopping Centre
(] [ [ L Qg

& Although some people don't go to the dentist because of the discomtort

and pain thay assaciate with dentistry, many people don't ga bacause it
can really break your bank.

Fill in the form below and we will contact you
‘Wwhat makes Or Cemy’s service the wise choice is that all the services are

Visitors completed 22 goal conversions a0 s s, BT e —

* Bealorativs Denliztey Telephone *: |

" Bedodonics el + ]

i N 9 conversions, Goal 1: Contact us et ——— |
Dr Cerny Billing Report

\}U‘\_N\AIVV\_/ 1 3 Oonvemims, Goal 2: Boolqngs Reporl Gansrated Feb 28, 2008 2 1043 P¥  Show repodd detail

e e Feb 1, 2008 - Feb 29, 2008

0 conversions, Goal 3. Newsletter

View: Sumamary

Impressions Clicks CTR Cost
3,553 108 3.04% LARB1.64

Campaign Impressions Clicks CTR Cost

Dr Cerny 3553 108 304% RE1.64

Showrows:, 25 = 1-10of1

March 6th 2008 francois@wsiuniquewebdesign.co.za 50
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Nid

-
-

FOWERED EY

Google

Oluevenhuhtpnnnf{'

-

//—. Nooitgedag

Geo Targeting

] F

\L"? | map || Satelli

=" NN W
te || Hybrid ]

= NI4T
X

|

| Location:

RE‘I‘I_

| Shape [(-25.979033.28.026123), (-
| 25.975947.28.071442), ]

| {Custam)

n\“a P

i Not selected

[ Show ads hers ]

RE12

L W{E TaaMap datd©2008 AND - _Ern'u‘gL:L?:Uee

francois@wsiuniquewebdesign.co.za

BAOBAB

CONFERENCE
‘CENTRE



wa simplify

Internet Marketing

«WSI

Web Images Groups MNews Scholar Desktop more »

GO L)Sle |emigrate new zealand H Search | Souenced Seeich

Search: O the web @ pages from South Africa

Web Results 1 - 10 of about 616 for emigrate new zealand. (0.08 seconds)

Move to Wellington

New Zealand Immigration
www.immigration.co.nz ~ Free Seminars January 0 Jobs, Lifestyle, Opportunities

2 results stored on your computer - Hide - About

& australia real estate bis - Estate Agents in New Zealand Adelaide Real
australia bis txt - Australian Embassy Australia Emigrate New Zealand Great

Emigrating”? Send vour pets to Australia and New Zealand from South ...
Take your dogs and cats to Australia and New Zealand when you emigrate. Government-
approved pre-export quarantine kennels and emigration station.
www_keringa_co.za/emigration.aspx - 15k - Cached - Similar pages

Rhodes eResearch Repository - Pre-emigration Reflections ...

Pre-emigration Reflections: Afrikaans speakers moving to New Zealand ... all of whom were
in the final stages of preparing to emigrate to New Zealand. ...

eprints.ru.ac.za/730/ - 9k - Cached - Similar pages

iroF] Pre-emigration Reflections: Afrikaans speakers moving to New Zealand

Sponsored Links
www.movetowellington.co.nz ~ Choose Wellington, New Zealand for jobs, lifestyle & opportunities

Sponsored Links

New Zealand Accommodation
MZ Award winning hed and hreakfast
accommodation guide. Enquire online
www.bnb.co.nz

Emigrate o New Zealand
Book your consultation now

We advise South Africans
www.tgmigration.com

File Format: PDF/Adobe Acrohat - View as HTIML

were in the final stages of preparing to emigrate to New Zealand. The study explores the.
linguistic histories of the participants, their attitudes to their ...

eprints.ru.ac.za/7 30/01/Pre-emigration-reflections.pdf - Similar pages

Immigration New Zealand
South African Immigration Lawyer
Helps With International Relocation
www_niselowlaw.co.za/immigrate

Get a N7 Postal Address

Check the post online, redirect

back to you. your permanent address
www._privatebox.co.nz

CONFERENCE
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- Analyse your conversions

Goals Overview &mwymgmry@m
1 : working for you

Trans-Global Migration
I
o # Simplifying migration
\. Immigrating to New Zealand

N,

o,
S
.‘.._-.’

60

L) Contact us now for a personal consultation. l" Canada

/ Sl .""./

Trans-Glabal regularly New Zealand h_as identified specwﬁ: employment opportunities_ as
hald seminars around necessary for its growth as a nation. They are looking for skilled

New Zealand

[ 1 1] South Africa. The individuals, with the right qualifications and experience and

presentations are =
it importantly relevant employment offers, to apply through a multi

United Kingdom

Gl Porust stk phased application process for residence in New Zealand.
of immigration
requirements in these New Zealand introduced a new immigration program in December

dleatian 2003 which effectively controls the influx of foreign skilled workers, to

Visitors com pleted 702 goal wnversions ghg::teﬁﬁ:cw”ﬁd;ée avoid what is termed as the "doctors driving taxis” syndrome.

MRt R SUEll Besides the Skilled Migrant category there are other options available
for a booking or email to aspirant immigrants, among which is a business visa for
Yo el So ks, entrepreneurs wishing to start or purchase a business in New Zealand.

‘_,J\NI'U\"\"”‘—"\«—\ 68 ODnVEfSIDnS, &).al 1: Book Consu“,ahm Sl « Skilled Migrant category: To obtain residence in New Zealand

individuals must first file and expression of interest (EQI) and
pass a points test. Having a job in New Zealand will contribute

S 179 conversions, Goal 2: Book Seminars |TG Migration PPC Billing Report

Report Generated Feb 26 2008 21744 PM  Show report detail

o 403 oon"eifsions, Goal 3: Book Pre- S e [ A Feb 1, 2008 - Feb 29, 2008
assessmen

United States

Australia

View: Summary

: . Impressions Clicks CTR Cost
oM, D2 conversions, Goal 4: Contact Us 26,465 1061 & 0% o it 5D

Campaign Impressions Clicks CTR Cost

tg migration 26,493 1,081 4.00% R&70.52

March 6th 2008 francois@wsiuniquewebdesign.co.za 53
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Don’t waste money

® Common Errors
— Not geo-targeted

— Ads not linked to appropriate
landing pages

— Negative keywords ignored
— Budgets not set properly
— Schedules ignored

March 6th 2008 francois@wsiuniquewebdesign.co.za
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Summary of PPC

 HKeyword research

 Create your ads

 Create landing pages

e Set your budget

 Review your campaign weekly
 Review your budget

« Make changes to improve your
conversion & return on
investment

March 6th 2008 francois@wsiuniquewebdesign.co.za 55 %
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