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Introduction

Have you ever thought about setting up a business online? If not...where have you been for

the last five or ten years? It’s the new American dream, encompassing all the usual ideas of
independence, freedom, and wealth. And sometimes, you know, Internet-based businesses really
do bring all these things to their owners.

Not always, though, which is why you need this book. It’s easy to stumble around on the
Internet for months or years, and never quite get anywhere. What’s the difference between those
who stumble and those who leap into online success? Knowledge. You can’t succeed unless you
do the right things, and while some very successful online businesses have been built by people
who serendipitously stumbled onto the right formula, why leave such an important factor to
chance?

This book describes the basic principles, ideas, and tools that you’ll need to succeed online.
In addition, it lays out a roadmap; the book focuses on certain tools that many other successful
businesses have employed:

B eBay This, the world’s most important online marketplace, has been used by tens of
thousands of people to launch new careers and businesses.

B Yahoo! You’ve heard of Yahoo!’s search system, of course, but did you know that tens
of thousands of businesses use Yahoo!’s e-commerce tools to manage their online sales?

B Google A business needs traffic, whether it’s “foot traffic” to a brick-and-mortar
store or web traffic to an e-commerce store. Google—and the other “Pay Per Click”
advertising systems—can help you generate that traffic.

We’ve split this book into three main parts. In Part I, you’ll learn how to begin working
through eBay, selling your wares through auctions, Buy It Now sales, and the eBay store.

In Part II, you’ll find out how to set up a Web store using Yahoo!’s low-cost Merchant
Solutions software.

And in Part III, you’ll find out how to generate traffic through Google’s AdWords Pay Per
Click system...as well as how to get traffic from Yahoo!’s Search Marketing Pay Per Click
system through free search-engine traffic, from the price-comparison sites, and via a variety of
other online marketing techniques.

So let’s not waste time...your future beckons. Turn to Chapter 1 and find out how to get
started.

XX
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Chapter 1

How Your Business Fits Online

Launching a business online can be exciting and profitable. It’s a great way to supplement an
existing income stream or even to become one’s sole occupation. Many individuals and small
businesses have met with tremendous success, some making literally millions of dollars a year,
even after starting at ground zero, with no knowledge of the Internet beyond the very basics, if
that. There are no guarantees, but it can be done. It does require patience and a willingness to go
through the steps to get it right, though. That’s what we’re going to teach you here.

Why Three Services?

In this book we explain how to use three different “channels” to build your business online:

B Selling products through eBay auctions
B Setting up an online store using Yahoo! Merchant Solutions

B Promoting your business through Google, other search engines, and various other online-
marketing mechanisms.

Why three channels? There are a number of reasons:

B Few businesses are simple enough to survive with a single method for finding business.
If you sell hot dogs to people who eat hot dogs, you may need only to place your hot-dog
stand on a busy street. But if you sell hot dogs to businesses that sell hot dogs to people,
you would use many different ways to reach those businesses.

B What works well for one business may not work so well for another. Using multiple
channels to sell and to reach people increases the likelihood that you find the best one.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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B Multiple channels provide multiple opportunities. If you can find people to buy your
products more than one way, why leave money on the table by only using one method?

B You’ll find some of the things we suggest in this book can be implemented very quickly,
in some cases in just a few hours. Having a range of different options helps you get your
toes wet and work your way in slowly. For instance, an already established business
could begin selling online with eBay over a weekend, gradually build the online
business, then investigate other sales channels later.

While it’s true that some businesses have done very well by finding something simple that
works and doing it over and over again for decades, most businesses are not so fortunate. Thanks
to competitive pressures—other people want your customers too; remember—most businesses
have to do many things in order to survive and thrive. What works today may not work tomorrow.
Some method you try for finding more business may not work, or may not work well as something
you haven’t yet tried. Business is an evolutionary process, with the notion of natural selection
replaced by the degree of initiative of the business owners and managers. A business gradually
evolves as the people running the business try new things, discard things that don’t work or that
no longer work, and adopt techniques that show promise.

The three-channel method outlined in this book provides a great way to get started with an
online business, showing you a number of essential techniques for surviving—and thriving—online.

In particular, companies succeeding online often use a number of strategies to do so. These
are the sort of things you may one day find yourself doing:

B Selling through online auctions
Selling through discount channels, such as Overstock.com
Selling through merchant sites such as Amazon.com

Selling through a web store

... or, in some cases, several web stores, for different audiences or perhaps different
pricing strategies

Buying Pay Per Click ads to bring buyers from the search engines to your store

B Using Search Engine Optimization to bring buyers from the search engines without
paying a click fee

M If you own an offline business, using various techniques to integrate online and offline
operations, pushing business from the offline business to the online, and vice versa

B Using an affiliate program, paying other web sites commissions for purchases made by
buyers arriving at your store through affiliate sites

B Publishing an e-mail newsletter to keep in touch with customers and promote your
products to their friends

B Marketing through PR campaigns targeting e-mail newsletter editors

Promoting your products through discussion groups

B And many other things . . .
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One thing you can say about doing business online is that however successful you become,
there’s always more to learn!

What Makes a Good Online Product?

Just about any product can be sold online. But let’s be quite clear; some products sell much better
than others. Let’s think about some product characteristics that both help and hurt products when
selling online:

Price:weight ratio The price:weight ratio needs to be high; that is the price, in
comparison to the weight, needs to be high. Books have a very high price:weight ratio—
a book might be worth, say, $30/Ib. Sugar might be around 35 cents/lb. The price:weight
ratio issue is why it’s hard to sell sugar, cement, and charcoal online.

Availability Less available is good. Available everywhere is bad. That’s why it’s hard
to sell candy bars online.

Information products Products that are essentially information sell well online.
Books, reports, reference materials . . . even music is an information product, really.
Why do they do well online? Because online technology provides a very efficient way to
deliver information. It’s fast and it’s cheap. It’s no wonder that books were the first major
product category online and remain one of the primary categories.

Complicated products requiring research The Internet is the perfect research tool, of
course. Products that require careful selection—products with many different features—
often do well online.

Wide selection of specialty products An example is one of the earliest small-biz
successes, HotHotHot.com, an online success for over a decade. Sure, you can find

hot sauce in any grocery store. But can you find Jamaican Hell Fire, Rigor Mortis Hot
Sauce, 99%, or 3:00 AM? (The company provides 100 different brands.) Have you even
heard of these? Another example is RedWagons.com. Certainly you can find two or
three different Radio Flyer wagons in most toy stores, but where else can you find every
Radio Flyer product made—steel wagons, plastic wagons, trikes, scooters, retro rockets,
roadsters, and everything else?

Deals There’s a class of goods that crosses all classes, and even covers products that
you might think of as Not Good Internet Products. If you can sell a particular product at
a very low price, you may have a good Internet product. Hey, if you can get the price of
sugar down low enough, you might be able to sell that online.

“Cool” products that sell themselves through word of mouth There are some
products that are just so cool, people tell their friends. One company that gets fantastic
word of mouth is ThinkGeek.com, which sells tons of really cool stuff (Figure 1-1).
Another example of a great word-of-mouth site is Despair.com. This company sells
products that people put on their office walls and laugh about with their friends.

5
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‘A ThinkGeek :: The Cubes® - Cubicle Playsets - Microsoft Internet Explorer
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2l ® Internet

UMM ThinkGeek.com is a classic word-of-mouth site—people love it and tell their
friends.

B No need to touch, smell, or even see clearly. Products that really require a close view
generally don’t sell well online. That’s why it’s hard to sell furniture online and difficult
to sell unique works of art or perfume. And that’s why well-known brands can sell
online . . . because people know what they’re getting. In other words, although it’s
hard to sell perfume that your potential buyers have never smelled, it’s not hard to sell
perfume from Christian Dior.

B High value products are good. You may do better selling a $500 product than a $5
product. You’ll have less competition—making it easier to compete using Pay Per Click
(see Chapter 22) and in natural search—and will make much higher “margins” (gross
profit). Low-price products can be very difficult to deal with online. Think very seriously
before selling anything below, say, $50, unless you’re pretty sure you can really pump
out high volumes.
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Junk is hard to sell. This may sound obvious, but it’s amazing how many merchants
just post any kind of junk online and hope to make a business out of it. Mass produced
statuettes of kittens from China, junk jewelry, handicrafts from the wilds of Wisconsin . . .
come on, you can do better!

Products you understand and love. These are easier to sell. If you have a passion for
skydiving, there’s a natural business for you selling skydiving products.

Having said all that, it’s important to realize that every rule can be broken. Groceries can be
sold online, for instance. Diamonds, products that most jewelers would say need to be looked at
carefully before purchase, are selling very well online. And though Furniture.com crashed and
the big grocery-store sites (PeaPod.com and WebVan.com) went down with it, some companies
are selling furniture online and some companies are selling groceries online. (PeaPod, for instance,
was bought up by a grocery chain.) So, you can break the rules. But you’d better have a good
reason to believe that it will work.

The Perfect Online Product

Okay, so there’s no such thing as perfect online product. But considering what would be perfect
might spark ideas of what products are close to perfect. Here, then, is the perfect online product:

It’s valuable, with high margins. You’re not making a dollar or two per sale; you’re
making dozens, perhaps hundreds of dollars.

It’s in demand. It’s a product people want and are willing to pay for.

It’s not widely available. Buying online may be the only way to find the product, or the
particular variety of the product.

It’s a “research” product. People are looking online for this product right now. (Most
products are not research products. At this very moment, out of hundreds of millions of
Internet users, probably only one or two are trying to find out how to buy sugar online.)

It’s light and non-fragile, so it’s cheap and easy to ship.
There’s little or no competition online.
People love the product so much they’re going to tell their friends about you.

There’s no smell or texture, or anything else that makes the product one that “just
has to be seen.”

You are intimately connected to the product in some way. The product is related to
your hobby or passion.

Oh, and it’s legal! While a number of illegal substances match the perfect-product
criteria, we’re assuming the risk outweighs the benefits.
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Understanding the Price Sensitivity of the Online Buyer

Online buyers are far more price sensitive than offline buyers. That is, the price of the product is
much more important for the online buyer than for someone walking into an offline store. When
someone buys a product and has to select a particular merchant, they are “sensitive” to various
factors, such as these:

The price of the product from that merchant
The convenience of purchasing from the merchant

The confidence they have in the merchant (whether the merchant “backs” the sale, for
instance, if anything goes wrong)

The additional costs, such as sales tax and delivery

Price is only one aspect in the decision to buy. But on the Internet, the weight given to price
is much greater. This is a perfectly natural, and much predicted, state of affairs. Consider the
buyer walking into a brick-and-mortar store who finds a product he’s interested in:

Many buyers don’t care about pricing much at all. They are more interested in
convenience, selection, location, and sales environment.

Many buyers want the product now and don’t care foo much about price, as long as it’s
“in the ballpark.” If the buyer finds the product, there’s a good chance the sale is made.

Even if buyers are shopping for price, there’s a limit to how much driving around
they’re willing to do. Again, if the price is “in the ballpark,” price may be trumped by
convenience.

Buyers don’t think too much about how much confidence they have in the merchant;
if the business can afford a storefront and take credit cards, they’ve already reached a
certain level.

We know all this is true, because offline prices are often higher than online prices. And
haven’t we all been in stores and thought, “How do they sell at that ridiculous price?” The online
sales environment is very different, though:

Buyers can jump from store to store very quickly. It’s very easy to find a low-priced
product extremely quickly.

There are many sites that will even do the price comparison for you. There are the
shopping directories (see Chapter 25) and the merchant sites (Chapter 28), where buyers,
more and more, are beginning their shopping.

Many buyers are used to, and now expect, a low price. Price is a much more important
factor for them than for most offline shoppers . . . they are much more price sensitive.
In fact getting a low price is why many online buyers are willing to delay gratification
(to wait for delivery).
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Bl Many buyers now do a little research to settle on the exact product they want, then
use a shopping-directory comparison tool to search for the product. Then they’ll
ask for the system to show the products sorted lowest-price first and work their way
through the merchants one by one. They often won’t even go past the first few low-price
merchants before buying.

Understanding these concepts naturally leads to a couple of conclusions:

B If you have a really good price, you’re in a good competitive position.

B If you don’t have a good price, many of the marketing techniques won’t be open to
you; you’ll find it very difficult to sell through eBay, shopping directories, and merchant
sites, for instance.

‘ tlp eBay in particular is a very price-sensitive forum. Your products will be listed alongside other
[\~ products, the same or similar, so buyers can quickly see the price at which products sell.

Does this mean price is always important, that you can’t sell a product unless you sell at a
low price? No, not necessarily. It means you’ll have trouble with sales channels that compare
your product with others based on price, such as eBay, the shopping directories, and merchant
sites. But it’s possible to position your business—on your own web site—in ways that are not
directly related to price. The lowest price does not always get the sale.

B The big merchants have a real brand advantage. Many buyers buy everything at
Amazon, under the (not unreasonable) assumption that it’s a pretty good price, if not
necessarily the best.

M Selection holds value. Web sites that have a wide selection have an advantage; if people
discover a hard-to-find product on your site, they may stop looking.

B Focus is important. Sites that focus tightly on a particular type of product—and have a
wide selection of a very small range of products—have an advantage, too, for the same
reason. It makes the unfindable findable.

B A classy site trumps a trashy site. Trashy sites make buyers feel uneasy. Classy-looking
sites make them feel more comfortable. Even if your product, in your trashy-looking site,
is listed in one of the shopping directories above a product from a really classy-looking
site, it probably won’t matter how cheaply you sell; the classy site is getting some (much?)
of the business.

B Recommendations count for a lot. If a buyer recommends your site to someone because
they’re so happy with buying from you, you’ll get sales regardless of price.

B Simplicity is good. Making it easy to buy helps turn visitors into buyers. AllAboardToys
.com, for instance, sells products you could buy on Amazon.com if you wished, but they
make it much easier.

B Brand differentiation matters. Look for ways to make your business stand apart.
ShaneCo.com, for instance, a national jewelry chain, doesn’t compete on price directly; it
competes on value and unique designs. They’ve positioned themselves as the price leader
for high-quality jewelry, so they don’t have to compete head to head.
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To Ship or Not to Ship

Here’s an interesting strategy, one that has worked well for many companies yet also represents
some risk: Take orders, but don’t ship.

No, we’re not talking about scamming buyers; we’re talking about acting as an order taker, not
a shipper. This can, in some cases, make perfect sense. You operate the web site, the e-commerce
store, the auctions, the shopping-directory listing, and so on. You carry out the marketing campaigns
to bring in the sales, and you process the sales. But you don 't ship the products; rather, you send the
order to a manufacturer, wholesaler, distributor, or even retailer, who manages the shipment. (This is
known as drop shipping; you take the order, your partner “drop ships” it.) This type of business has
some huge advantages:

B Lower initial investment You don’t have to buy your initial inventory.
B Less hassle Packing, shipping, and managing returns are nuisances you can do without.

B Tighter focus You get to focus on Internet marketing and sales, not managing
inventory, packing, shipping, and returns.

Q note Of course there are different ways to play this game. Another scenario is to put everything

from sales transaction to shipping to customer service in the hands of the supplier. All you
do is manage the store and the marketing and let the supplier do everything else, including
running the transaction through their own credit-card merchant account, almost totally
absolving you of all responsibility.

Conversely, there are dangers and disadvantages:

B If the supplier doesn’t ship it, you get blamed!
B You get a lower cut of the sales price and profit.

B You have less control of the quality of the products shipped to your customers.

; Watch out for the scams! There are plenty of companies that will be happy to sign you
warming . )
up, to act for you as a drop shipper or wholesaler. Most of these are bad deals, selling
Jjunk. Be very careful and only get into business with reputable companies. In fact,
you're probably not looking for a company that touts itself as a drop shipper. You're
looking for a company that already ships products, that is willing to also ship for you.

How would you find an arrangement like this? Keep your eyes open, research local companies,
spend a lot of time looking in stores, reading mail-order catalogs, and so on. Then, when you
think you’ve found a good opportunity, you’ll have to make personal contact.

Q

tlp WorldWideBrands.com is a well-respected directory of drop-ship wholesalers. For $69.95
W

you’ll get a lifetime membership to the directory, which contains information on thousands
of actual wholesalers that have agreed to drop ship for small businesses.

(&
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Drop shipping has got a bad name, but that doesn’t mean there aren’t good drop-shipping
arrangements. This, in fact, is how online music sales got started. The first major success in
online music sales was CDnow.com (type that into your browser and you’ll arrive at Amazon
.com, which bought them up a few years ago). CDnow found a wholesaler that was willing to
ship small, individual orders, which the retailer already did anyway, when a music store called
up and ordered one or two CDs.

This relationship provided CDnow with an enormous selection, almost all the music sold
in North America, with minimal investment (at the time the company was being run by two
24-year-old brothers from their parents’ basement). And the wholesaler also provided CDnow
with a ready-made shipping department. All CDnow had to do was focus on taking the sales and
transmitting the orders electronically to the wholesaler.

Another company that used this strategy very well is RedWagons.com (which started with
a Yahoo! store and to this day still uses Yahoo! for its e-commerce needs). The company went
into business selling Radio Flyer products; they convinced the company to ship for them, so
RedWagons.com simply took the orders and forwarded them to Radio Flyer for fulfillment.

11
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Chapter 2

Creating Your eBay Presence

he world’s largest online market is eBay; the largest market of any kind, really. At any moment

literally millions of items are on sale. Billions of dollars’ worth of property are sold through
eBay not merely every year, but every month.

eBay is an unusual e-commerce site because it doesn’t actually sell anything; it simply provides
a mechanism through which other people can sell online. It’s allowed millions of people to sell
online, and eBay claims that 400,000 of these people make a living by selling through eBay.
Besides the relatively low-dollar individual sales of collectibles and “garage sale” items, many
established merchants sell cars and real estate, computers and antiques, and electronics and jewelry.
And not just in the United States, either. eBay operates around the world, in Western Europe and—
through an investment, MercadoLibre.com—in Latin America, Hong Kong, Malaysia, Australia,
and India. It’s a vast, international marketplace, in which millions of individuals and merchants sell
millions of products.

Why Sell Through eBay?

Why would you want to sell through eBay? For a number of reasons:
B Hundreds of thousands of people have made money through eBay, many of them
enough to live on.

M 1It’s very easy to get started selling through eBay. You can literally post your first
product in a matter of minutes.

B eBay provides a number of different ways to sell. You can sell through an auction or
fixed price, through the main listings, or in an eBay store.

B eBay provides tools to increase the likelihood of safe transactions, such as PayPal
Buyer protection, eBay Standard Purchase Protection, and a feedback mechanism about
buyers and sellers. You get paid, and the buyer can purchase with confidence.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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B eBay makes getting paid easy; you can easily set up a PayPal account within minutes,

allowing you to accept credit-card transactions for sales.

B You have a vast audience. Millions of people browse and purchase through eBay.

There’s a reason that millions of people have sold through eBay: it’s easy and it works. By
the way, there are other auction sites. Both Yahoo! and Amazon have auction sites at the moment
(auction.yahoo.com and auction.amazon.com), but these sites only have a fraction of the listings
and transactions eBay does. In point of fact, there is nothing to match eBay.

hote In order to be an eBay merchant, you must be at least 18.

Registering as an eBay Member

Let’s look at how to register as an eBay member—whether buying or selling, the initial process
is the same.

1.

\

N

(&

2.

3.

\

\ tip

(&

4.

5.

©

On the eBay home page, click the Register link near the top of the page.

i Visit the eBay Learning Center for audio tours and tutorials about selling through eBay. See
tip .
http://pages.ebay.com/education/.

The registration form appears. Enter all your information, and then click the Continue
button at the bottom of the page.

The Choose ID & Password page is displayed.

The User ID that eBay suggests is likely to be a combination of your name and a number. It
won’t be particularly memorable or distinctive, so we suggest you devise something better.

eBay will offer a number of IDs from which you can choose, but we suggest you click
the Create your own ID option button and type the user ID of your choice.

Type a password; make sure you use something you can remember (write it down
somewhere safe, or use a password-protection program). Don’t use anything obvious that
someone can figure out.

Select something from the secret question drop-down list box. This will be a question
that eBay’s staff may ask in order to identify you.

Type the answer to the secret question in the Secret answer box.
Click the Continue button.

eBay now sends you an e-mail message to confirm the account; doing so ensures that

the e-mail address you provided was valid and accessible by you. (If you entered a bad
e-mail address, click the Change your email link to correct it.) You can check your e-mail
within a few moments since the confirmation should arrive pretty quickly.


http://pages.ebay.com/education/
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10. Click the Complete eBay Registration button in the e-mail message. (If the button
doesn’t work, as it may not in some e-mail programs, use the link and the confirmation
code eBay provided below the button.)

11. You’ve created a basic account. You can now buy, but in order to sell you need to
continue. Click the Start selling link.

What would you like to do next?
o Start selling - Create a seller's accountto sell on eBay

Q note In this step, you’re going to need your credit-card number and checking-account information

N

@

&S

(routing number and account number). eBay uses this information to confirm who you are
and to charge seller’s fees.

12. On the page that next displays, click the Create Seller’s Account button to see the Enter
Credit or Debit Card page.

13. Enter your credit-card information into the page, and then click the Continue button.
The Enter Checking Account screen appears.

14. Enter your Bank name, Bank-routing number, and Checking-account number. Be
careful to enter the routing number and account number into the correct fields.

tlp eBay saves money if you pay your fees from your bank account, so they encourage you to do
so. Currently they will reduce your seller’s fees by 1 percent for a couple of months if you
agree to use your bank account.

15. On the next page, you select which account you want to use in order to pay your selling
fees, either the bank account or the credit-card checking account. Select the appropriate
option button, and click the Continue button.

16. If you selected to pay from the bank account, you’ll see a Direct Pay Authorization form,
giving eBay permission to access your bank account. Click the Authorize Checking
Account button once you’ve read the information.

That’s it. You’ve created your account. You’re now approved to sell on eBay. You can
continue to set up an item for sale, if you wish, or build an eBay store, but there’s no need to do
so at this point. In fact, you’ll probably want to set up a PayPal account, which is what we’ll be
covering in the next section.

Setting Up a PayPal Account

Somehow, you have to get paid. The best way for new merchants to collect money is through
PayPal. PayPal, an Internet startup in 1998, created a simple payment system that allowed
individuals to e-mail money to each other. Members could “load” their account with money, then

15
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tell PayPal to, say, “pay this e-mail address $10.” PayPal would look up the e-mail address, and
if it belonged to someone with an account, it would transfer the money to that account.

If the owner of the recipient e-mail address didn’t have an account, PayPal would send an
e-mail message saying, essentially, “Come to PayPal and set up an account, and we’ll give you
$10.” The perfect “viral marketing” tool! Who, on being told by a friend or colleague that he’d
be “PayPalling” money, and on receiving the notification message, wouldn’t set up an account?

note There are fees associated with PayPal transactions, which vary from 30 cents plus 2.9 percent
to 30 cents plus 1.9 percent, depending on your sales volume. PayPal has a much simpler
fee structure than the credit-card merchant accounts (see Chapter 18), though the base rate
is a little higher than for credit cards (if you do more than $3,000 in transactions a month,
the rate is comparable or lower). Cross-border transactions are 1 percent more.

Although money transfers were not part of the company’s main business plan, PayPal found
that people on eBay had discovered the system, and were recommending it to each other. It
eventually became so popular that eBay actually bought PayPal. Today, PayPal has 65 million
account holders in 45 countries around the world; one in three U.S. online buyers has a PayPal
account, and 90 percent of eBay sellers accept PayPal. An even higher percentage of regular
merchants use it. And, of course, it’s easy to set up your own account.

1. Click the My eBay tab at the top of the page. Related Links
2. Click the PayPal link in the Related Links box at the bottom PayPal P _
left of the page. Buyer's Guide

t'p Accepting PayPal means you can accept credit cards, too. If a buyer doesn’t have a PayPal
account, he can pay PayPal with a credit card, and the money is placed into your PayPal
account.

3. Click the Sign Up for a PayPal Account button.

4. Create an account Password—you must use at least eight characters—click the check
box at the bottom of the page (acknowledging that you have read the Privacy Policy and
User Agreement), and then click the Register link at the bottom of the page.

5. A page appears telling you that your account has been set up. You haven’t finished yet,
however. Check your e-mail for a confirmation message, and then click the activation
link. A page opens in which you must enter your password to log in. When you do so,
the Enter Security questions page opens.

6. Similar to setting up your eBay account, you also need to provide Security Questions.
Choose the two questions from the drop-down list boxes, and then type the answers into
the Answer boxes.
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2 PayPal - My Account - Microsoft Internet Explorer
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H[e{V[3{=%W Your PayPal account page

7. When you click the Submit button, you’ll be placed into your account page (see Figure 2-1).

Being verified protects you against unauthorized withdrawals. You'll be considered more
trustworthy by eBay buyers and sellers this way, and you’ll be able to transfer money to

and from your bank account.

8. Your account is currently unverified. You can verify the account by Activatesceount

adding bank-account information; you may want to add credit-card W
information, too. You’ll be able to transfer money between PayPal R
M 2dd bank

and your accounts. account

9. Click the Add bank account link to see the page in Figure 2-2.
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3 PayPal - Add a Bank Account in the United States - Microsoft Internet Explorer =)
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deposit or withdraw funds from this bank account,

Adding & bank account is the first step towards becoming Yerified. Learn more

Country: United States
Bank Name: |
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QO Savings
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Re-enter Account |
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Sle{Ulx{=»® W Enter your bank account information here.

10. Again, add your bank-account information: the Bank Name, Account Type, Routing
Number, and Account Number. Then click the Add Bank Account button at the
bottom of the page.

11. Though the process will seem complete, it actually isn’t. It still has a few days to go
since PayPal will place a couple of small deposits into your bank account—essentially
only a few cents. When you see the deposits—in a statement, online, or through phone
banking, perhaps—Ilog back into your PayPal account and click the Confirm Bank
Account link that appears, and then enter the amounts deposited (thus proving you have
access to the account).



12.

CHAPTER 2:  Creating Your eBay Presence 19

To link a credit card to your account, follow a similar procedure, beginning with clicking
the Add credit card link. This process only takes a few moments with eBay contacting
the credit-card network to verify the card.

PayPal provides a number of services to assist and protect eBay merchants, including the
following:

Automatic PayPal logo insertion When you create an eBay listing (see Chapter 5) and
select PayPal as a payment method, the logo appears automatically.

Offer PayPal Buyer Credit PayPal pays you, and the buyer pays PayPal over time.

Seller Protection Policy PayPal guarantees you won’t be hit with a chargeback caused
by fraudulent use of an account, as long as you follow certain steps (require a delivery
signature for goods over $250, keep proof of delivery, and so on).

Invoicing You can send customers invoices, which are paid through PayPal.
Shipping Center Calculate costs, pay for shipping (UPS and the post office), and print
packing slips.

ATM/Debit Card You can get a free debit card that allows you to take money out of
your PayPal account at any ATM machine, or at any store that takes MasterCard. Plus,
if you use PayPal Preferred in your eBay listings (see Chapter 5), you’ll earn 1 percent
back on your purchases.

There are other handy services, too. See the PayPal site for more information.

Using My eBay
The My eBay page (see Figure 2-3) is your home on eBay. You’ll see the My eBay tab at the top
of eBay wherever you go, so you can quickly return.

| Buy | Sell | My eBay Community | Help |

From My eBay, you can get to wherever you need to go. For instance, you can

View reminders about items you are buying and selling.
View messages to you from the eBay staff and other eBay members.

View items you are watching, are bidding on, have made offers on, that you have won,
and items that you are selling, and have sold, and so on.

Manage your account—change your personal information (including checking and
credit-card account information), change your address, view and leave feedback, and
SO on.

My eBay is your personal eBay organizer, putting everything you need in one place.
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A My eBay Summary - Microsoft Internet Explorer

: File Edt View Favortes Tools Help 11'
: - a1 A ~ T =
Q- O HRG P o= @3- % H-UE B
 iddress @8] Hetp:ffmy. ebay, comfws) AP dIFMyeBay HiH:MYEBAY:LIS v| Eco iinks * Cwebassstant @+ | Norton antivirus B -
2%
Iy Summary
S T S e o X
All Buying b Y "
= Watching
n Bidlf | attend the Trust & Gafety Town Hall meeting on Thursday 4121
= Best Offers
= ihan =
= Didn'tWin Buying Reminders (Lazt 31 days) A (GO —
Al Selliny There are currently no Buying Reminders to display.
» Scheduled
= Selling Backto top
w Sold
Unsold = P (o (ar
Selling Reminders (Lssx 31 days) A (Y30
iy Il Ti] . . -
e _?_s_s__n es(-i) . There are currently no Selling Reminders o display.
All Favorites
u Searches Backtolop
» Sellers e
« Cateqaries My Messages A Y30
[ 1 have 4 new messages.
» Personal Information
w Addresses Back to ton
» Manane Subscripions I
» eBay Preferences G | A v
. ! eBay A
w Seller Account = Altend eBay Unkversity in Podland, OF on Aprdl 1610 044014105
w PayPal Account « Save The Date: Trust & Safety Town Hall Next Thursday, April 215t 0411 4105
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Fle{Ux{=2<W The My eBay page is your home page on eBay.

Creating an About Me Page

One of the challenges in an anonymous forum such as eBay is making it a little less anonymous.
When someone sees a product they want to buy, particularly a new eBay user, it’s natural for
them to wonder, if they buy from you, will they ever see the product.

@

tlp To see some example About Me pages, go to http://hub.ebay.com/community, the eBay
W

Community page. In the Find a Member box near the top, type an eBay member ID and click
the Find a Member button. If you don’t know a particular ID, type a word (toy, stamp, car,
antique, and so on . . . there are millions of accounts so you're bound to find a match). When
you search, you’ll see a list. Some will have little me icons. Click those icons to see the About
Me pages.

me

S
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3 Little Angels Clothing eBay Store About My Store - Microsoft Internet Explorer

: —— » 1 : »
| Fle Edt vew Favortes Tods Heb O e s
Hotme » Bay Elores » Litle Angels Clothing= About the Seller 2d 1o My Favarite Stores 2

Little Angels Clothing

Maltained by: [aciothing (680 g ) 9 Porer me (=

Specializing in #fordable clothes for Mom, Dad and their Ittle angels. Brands include Tommy Hifiger, Ralph
Lauren, Sigrid Olsen, Jones Mew York, Le Suit, Anne Klein, Koret, Kasper, f , Tahari, Gap, Gymb
Limited Too, JLO by Jennifer Lopez, Rocawear, Eckored, Rosy and mare!

'.Q Back 1o previous page

Welcome to... Little Angels Clothing

Hellot

ey name iz Holly and 1 am a stay at home mom of 3. | love to sell on eBay and have besn selling clothing for almost 3
years, | sell mostly MWT [new with tags] cothing for Mom, Dad and their little angels, Hence, my store name Little
Angels Clothing, | love love love to shop, which allows me to give you the bast deals | can find]

Please check out my Wb Site for news, specials and other important information!

www. littleangelsclothing. com

Auctions

H[e{V]:{=2¥W An example of an About Me page

The About Me page is one way to alleviate
some concerns, and to make the transaction a
little more personal (you can see an example in
Figure 2-4). Buyers can see the page by clicking
the little colored me icon in the Seller Information box on every product-listing page.

So, here’s how to set up your About Me page.

Seller information

laclothing (BE0 + ) g homer me

1. On your My eBay page, click the Personal Information link in the left column under My
Account.

2. On the page that appears, look for the About Me page line and click the Change link on
the right.

Ahout Me page: -- Change

3. On the page that appears, click the Create Your Page button.

21
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note HTML is the basic web-page creation language. If you don’t understand HTML, you can
always have a web designer create a page for you. You can then customize the page this
way more than with the step-by-step process, perhaps by adding extra images and links.

4. You have a choice of creation methods. You can either use a simple step-by-step
process, or you can, if you understand HTML, enter your own HTML code into an edit
box. Select the method you want to choose, and click the Continue button.

Let’s first look at the step-by-step process. Its opening page (shown in Figure 2-5)
allows you to add a number of items to it:

M A page title

B Two text paragraphs

M A labeled picture

B Alist of up to 100 buyer-feedback comments

2} About Me: Enter Page Content - Microsoft Internet Explorer |Z||§|[Z|
i Fle Edt  Wiew Favortes Tools  Help ar

Qe @ KB P e @ -5 @ LK B

| Address [{€] hitpifjmembers. ebay.comfus/eBayISAPL dIPEdituserPagen v | [ G0 fLinks  © Web sssistart @ Norton Ankivius )
ol

About Me: Enter Page Content - |
1. Choose Page Creation Option 2 Enter Page Content 3 Praview and Subrit

Fill out this form with the information that you want on your About Me page. ¥When you're ready, you can preview your page by
clicking the Continue butlon below. Read tips on creating 2 good About Me page,

Add Text and a Picture
Make your About Me page appealing with creafive use of a page title and text. You can alzo add a picture with & description.

Page Title: =

Example: Adventures with Antiques, Bob's Books and Comics, eic.

Paragraph 1:

.‘| Enter your own HTML |

Ern e D nn[EEEEEEE

Previey Paraaraon 1
Paragraph 2

| standard | | Entervour own HTML | 3|
& [ | 3
&) pone 4 Intermet
=

4|

Hle{S[:{=AW The step-by-step process is a simple way to create an About Me page.
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B Alist of up to 200 of your product listings

B Three links to other sites; if you have a web site, you can link to the site. (However,
you may not link to a particular product page.)

Enter a Page Title.

Type your Paragraph 1 text. You can use the editing tools to select a font typeface, size,
and color, and format the text with bold, italics, or underline. The buttons also allow you
to change paragraph settings, make the text left-justified, centered, or right-justified,
create a numbered or bulleted list, and indent the text.

If you wish, can click the Enter your own HTML link to open a box into which you can
input HTML.

When you’ve finished the text, click the Preview Paragraph 1 link to see what the text
will look like on your page; a window opens to display it.

Enter the text into Paragraph 2. When you’re finished, scroll down and you’ll see more
controls (Figure 2-6).

3 About Me: Enter Page Content - Microsoft Internet Explarer

=1

© Ble Edb Wew Favortes Tocls Help -
ey — - A ) S il (. B o
Q- Q- M @G P Y= @ -5 WL B
| Adivess [4] httprfjmembers ebay.comfws/aBaylsAPL dlEdtissrage) ¥ B G0 fleks P b assstant @+ dorton Antivess B -
A
Ereview Paragraph 2
Label Your Pleture: Link to Your Plcture:
| itz
Example The Real Ma Exarnple. hitp Mt yourdomain, combourpholo jpg
Show Your eBay Activity
‘You can include your latest listings and feedhack information. Ifyou have mare than 200 listings or a feedback score greater
than 100, eBay will aulomatically include a link toyour Member Prafile page.
Show Feedback You've Received:
Show 25 most recent comments ¥
Label Your Listings: Show Your Current Listings:
Show 5D items v
Erxample: PG ¥Wodehouse First Editions
Add Links
You can point to your favorite Weh sddresses and give names fo the links. Read the About Me Page policy,
Name: Web Rddress:
| gt |
Example: All About Movies Example: hip s imdi.com
Name: Web Address: =
| |ttt |
Name: Web Adidress:
| Intp:iy |
e
<l 3
&] ooe B Inkernet
1

Hle(8[3{=X W You can add feedback comments and listings to your About Me page.
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10.

11.

12.

13.

14.

If you wish, you can place a picture onto the page, as long as it’s hosted somewhere else.
That is, you have to enter a URL in the Link to Your Picture text box that points to the
picture on another site. You can Label Your Picture if you wish.

You can also choose to include your feedback comments, using up to 100 of the most
recent comments. Select from the Show Feedback You’ve Received drop-down list box.

If you plan to include your listings on the About Me page, enter a label in the Label
Your Listings box and then select the number—up to 200—that you want to include
from the Show Your Current Listings drop-down list box.

If you wish, you may add up to three links to your page. For each, provide a Name and
the URL (Web Address) to point to. The Name is the actual link text that people can
click. Remember, don’t use these links to promote products for sale on other sites.

Click the Continue button and you’ll see the next page (Figure 2-7).

23 About Me: Preview and Submit - Microsoft Internet Explorer |:_|[E|r}7|
© Fle Edt View Favortes Tooks  Help ar

OO HRAG Pwa frreow @3- % WL B

¢ Address [ﬁ http: cbay.comjwisfeBaylshel dlimrevienUserp | (Y G0 ©lrks P D wehssssrant @+ porton Antiveus B -

|
Home > Community > About Me

About Me: Preview and Submit
1. Choose Page Creation Option 2. Enfer Page Contert 3 Preview and Submit

Select a page layout from the three shown here (Lavout Ads shown below).

© Layout "A” O Layout "B” O Layout "C”

|

Orce you'ye chosen a layout that you like, click the Submit button below. =

Hote: [fyou don't have JavaScript enabled on your computer, vou'll still be able to choose any of these laouts.
Howaver, you wont be able 10 preview your selection below

Preview - Here's what your page will look like.

About Me: puresauna (0) &

PureSauna - Infrared Saunas

£

(-2

£
&] ooe 8 Internet

Sle{U{HM Pick the About Me layout you want to use.
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tlp Later; in Chapter 29, we’ll discuss cross-channel marketing. If you have a web site, you
cannot put information about your web site in your listing. You can, however, encourage
people viewing your listings to go to your About Me page, and include a link from the About
Me page to your site.

15. eBay provides three basic layouts for the page. When you select one, the Preview at the
bottom of the page changes to show you the result.

16. You can use the Back button to go back and modify what you have entered, or click the
Submit button to complete the process.

17. You can now view your page at http://members.ebay.com/aboutme/your_eBay_ID.

Using ID Verify

\

N

N

N

3

(\

&S

(&

Another way to increase credibility is to use the ID Verify system. This system verifies, to I.:E:J
some degree, that you are who you say you are, and gives buyers a little more assurance L

that the transaction will not be a problem. It costs $5 and is charged to your eBay account.

ID Verity, a third-party firm, will check your personal information against certain public databases.
Once verified, the ID Verify logo appears in your Member Profile information and is visible to
buyers.

tlp ID Verify is also required if you want to bid on auctions over $15,000 or access eBay'’s
Mature Audiences category. Note also that once you have been verified, you cannot change
your contact information for 30 days. After that you will lose your verification status if you do
so, forcing you to re-verify.

tlp There are other advantages to verification, too. If you want to sell using the Buy It Now
feature, for instance, you generally need to be ID Verified.

Click the Services link at the top of any eBay page.

On the Services page, click the ID Verify link, near the top left.
Click the Sign Up Now link.

Click the I Agree button on the following page.

o hwONR

A Choose a digital certificate dialog box may appear. If so, simply click the Cancel
button.

o

You’ll see the Verify Account Information page. Enter your information. You’ll provide
your address and phone numbers, date of birth, Social Security number, and driver’s
license state and number. Click Continue.

tlp Other verification systems, such as SquareTrade (www.squaretrade.com), are also available.
SquareTrade costs $25/month, and provides a logo that is placed in your listings. This links to
a page about the detailed verification, which includes a letter that is exchanged and a utility
bill that must be submitted.

25
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SquareTrade Verified Seller
Click to Learn More

6. SQUARE eBay User ID:
TRADE puresauna
Jun. 1, 2004

7. On the next page, confirm your information, and click Continue again. At this stage, ID
Verify actually looks up your credit information.

8. On the following page, ID Verify asks questions based on information it found in your
credit record. For instance, it may come back with a partial credit-card number and ask
you to add the next two digits, as well as enter the card’s credit limit. You may also have
to provide an earlier street address. Enter the answers and click Continue.

That’s it. You’re now verified and the logo has been automatically added to your Member
Profile.

Getting Help

eBay is a huge, complex system, with many different services and options. It’s easy to get lost.
Unfortunately, there’s no way to call eBay for help. In order to reduce customer-service costs,
eBay provides all its assistance online. There are, however, a number of other ways to get help.

For instance, you can click the Help button in the bar at the top of almost every eBay page to

enter the main help area.

| Buy | Sell | My eBay Community | Help |

Once in the help area, you can type a phrase and search for help on  egayHelp
that subject. You can also click links to popular questions and major

Heln Topics
subject areas. A7 Indey
Using the links in the eBay Help box and Related Links box in eBay Acromyms
the Help area, you can find different types of assistance such as a list of £Bay Olossan
topics, an index, a list of acronyms and a glossary, links to the Learning R

Center and eBay University, and so on.

You can also use the Site map and Services links at the top of most Related Links
pages to find information on many subjects. In addition to this, in many Learning Center
areas of eBay, little information boxes are available that will link you to  sgay University

information about the process you’re involved in. Security Center
Ahout Custormer Suppaort

Community Anser
Center

New Sellers, before you sell...

e Leam howto sell
+ Review the seller's checklist
+ Learn about selling fees
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Perhaps one of the best things you can do, though, if all this fails, is to use the Live Help
system. On many pages, you’ll see a little Live help link. A lot of these tend to appear on pages
where eBay knows people get stuck. These will open little chat windows that put you in touch
with a real person.

@ Live help

You can also e-mail customer support, if needed. In the Help area, simply click the Contact
Us link (inside the eBay Help box). You’ll have to select a category of question and then two
subcategories, and on the page that next appears you’ll be given an Email link.

You’re now ready to sell on eBay. But before listing that starting item, there are a few things
you should learn first about selling formats, fees, and strategies, which are the subjects covered
in the next chapter.
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Chapter 3

Preparing to Sell

ou’ve set up your account with eBay, but you’re still not quite ready to buy. You need to be

more familiar with the system, for a start; if you don’t understand how to buy on eBay, it
will be hard to sell, so we recommend you start buying right away (in fact, whatever you buy, see
if you can buy it through eBay). As you’ll learn, there’s an added advantage: you’ll boost your
feedback rating.

You also need to understand the different ways you can sell through eBay, primarily Auctions,
Fixed Price Listings, and a hybrid “Auction with Buy It Now.” Each has its advantages and
disadvantages, of course. This chapter also explains the fees you’ll have to pay eBay, both when
you list and when you sell your items. You’ll learn about different selling and timing strategies, too,
and before we move on to actually listing an item for sale, we’ll discuss setting a few preferences.

Learning How to Buy on eBay

We recommend that you learn to buy on eBay. Each time you need to purchase something—
a toner cartridge or a book, pens and paper, a CD—begin your online search at eBay, and buy
from an eBay merchant. There are three important reasons to do this:

B You'll find great deals on eBay.

B You’ll learn to understand the system from the buyer’s perspective, and in general get
more comfortable working with eBay.

B You’ll boost your feedback rating.

In Chapter 2, we discussed using the About Me page and ID Verify to boost your credibility.
Another important way to do so is to have a high feedback rating. You’ll learn more about
feedback in Chapter 7, but essentially the system is one in which buyers and sellers rate each
other. You can get good feedback, and you can get bad feedback. People feel more comfortable
buying from someone with a lot of good feedback, of course, and lots of bad feedback will
eventually kill your chance of doing business through eBay (see Figure 3-1).

As a new merchant, you’re at a real disadvantage—with no feedback, you’re an unknown
entity. But you can get feedback by making purchases through eBay, and then asking for

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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Member Profile: msrs_online (667 sk ) ¥ e me

Eeedhack Score: 667 RecentRatings: e ey e
ositive Feedback: 99.9% Wonth B Manihs 12 Months
e e I = T
All positive feedhack received: 697 ©Q rneutral o ! !

negative i 1 1
Learn aboutwhat these numbers mean. Bid Retractions (Past& months): 2

SlelV]:{=BM This merchant has great feedback. With 669 positive remarks and one negative,
the negative score disappears in most people’s minds.

feedback. Thus, you should get into the habit of making all your online purchases through
eBay—you may even save money, and you’ll build a better reputation as a seller.

Understanding the Selling Formats

You can sell through eBay using several different formats, as shown in the following list:

Auction The most common form of eBay transaction
Has the potential to get a high price
Preferred by many eBay buyers
Has low listing fees
Seller can set a reserve price (for an additional fee)
Fixed Price Involves no bidding—either someone buys or they don’t
Often leads to quicker sales
Convenient for customers who want to buy quickly and move on

Good for listing multiple items

Combination—Auction An auction that can be cut short if someone meets a fixed price (We’ll
and Buy It Now discuss this a bit later.)
Real Estate Advertising Not a sales tool so much as a lead generator (We won’t be covering this

form of selling.)

\

N

tlp Though we’ll be talking here about eBay listings, you can also sell through an eBay store.
We’ll look at this subject in Chapter 9.

&

note A reserve price is the minimum at which you are willing to sell. If the bidding on an item
doesn’t reach its reserve price, the auction is cancelled.

]
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How do you decide which format—auction or fixed price—you should use?

Consider using an auction when. ..
B You don’t know for sure what price the product can be sold for. In this instance, an
Auction uses the market to set the price.

B The product is likely to have a high price if exposed to enough people. This is particularly
true if the item’s a hard-to-find or especially valuable product.

B It’s likely that buyers will be excited to see the listing.

B You have only one copy of the item to sell.

B You can afford to wait for the sale.

Consider using a fixed price when. ..

M The item is a “commodity” item, where nobody cares to bid on it.
B 1t’s a low-cost item.

B You have multiples of the same item.

Using Buy It Now—BIN

You can also combine a Buy It Now function with an auction, creating a sort of auction/fixed-
price hybrid. BIN listings have a little Buy It Now icon next to them and a Buy It Now button
on the product page. If someone clicks the Buy It Now

button, the auction’s over and the item is sold for the ZBuyifAow price: US $309.99
specified Buy It Now price. On the other hand, if nobody Buy It ow >
clicks it before bidding begins—or, if you have a reserve (immediate payment reguired)

price, before the bidding passes the reserve price—then
the Buy It Now option is removed.

Q tip You can use Listing Tools software (see Chapter 8) to automatically re-list a product as soon as
N it’s been purchased, allowing you to keep a product posted at all times and thus maximize sales.

s

BIN can be useful . . .

B For commodity items that many people want to buy without having to bid for them.

B For items that have a pretty predictable price, meaning there’s no need for an auction to
set the price.

B For items that people may want quickly. This way they can buy them now rather than
having to wait for the auction to end.

B For speeding up product turnover. Products are often sold much more quickly in this
manner, allowing you to push through a greater number of products.

Buy It Now is often used for commodity items, where pricing is fully understood. You know
what the price is likely to be if sold at auction, and you know a reasonable starting price. You set
the BIN somewhere around the maximum—a little below perhaps or a little above—which lets
many people simply click the button rather than being made to wait.
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Different Quantity Options

You can list an item, sell just one of the item, or sell multiple products simultaneously. The
following list outlines the different ways to sell multiple items:

M Inanauction Bidders specify how much they’re willing to pay, and how many of
the item they want. A bid must have a higher Total Bid Value than the prior bid—that
is, the number of items multiplied by the price must be greater than the previous bid.
(This often doesn’t come into play since people often bid on one item.) Buyers don’t
necessarily pay the bid price, though; everyone pays the lowest successful bid price.

B Fixed price You can provide a fixed price for multiple items. Buyers can buy the
number they want, at the price you fixed, and the listing doesn’t end until they’re all gone.
(Particular criteria exist for this type of listing—you must be ID Verified, for instance.)

B Lotsale You want to sell multiple items to a single buyer as a “lot,” rather than one by
one to different buyers.

note Selling multiple items through an auction is typically known as a Dutch Auction.

eBay Fees

eBay is not a charity, of course; it’s going to charge you to list and sell your products. Essentially,
two main fees must be paid: an Insertion Fee, charged when you list your item, and a Final
Value Fee, charged when you sell the item.

Q note You canfind a listing of all the fees at the following web address: http://pages.ebay
.com/help/sell/fees.html.

You pay the Insertion Fee whether or not you sell the item. Plus, you pay a fee for each
category into which you place the product. An example of this type of pricing is shown in the
following listing:

Starting or Reserve Price Insertion Fee
$0.01-$0.99 $0.25
$1.00-$9.99 $0.35
$10.00-$24.99 $0.60
$25.00-$49.99 $1.20
$50.00-$199.99 $2.40
$200.00-$499.99 $3.60

$500.00 or more $4.80
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What if you’re listing multiple items? (You’ll see how to do that later, in Chapter 5.) You
simply multiply the price by the number of items. Even then, you never pay more than $4.80 for
one listing.

The Final Value Fee is charged when you sell the item. If you don’t sell, you don’t pay the
fee, of course. The Final Value Fee is based on the actual price you sold the item for; this doesn’t
include any shipping charges. Some examples of Final Value Fees are shown in the following

listing:
Selling Price Final Value Fee
$0.01-$25.00 5.25%
$25.01-$1,000.00 5.25% of the initial $25.00 ($1.31), plus 2.75% of the rest
Over $1,000.00 $28.12 plus 1.50% of the price above $1,000.00

These fees are for most products, but some items have a different fee schedule. For instance,
the following list shows the current fees for vehicles:

Category Insertion Fee Transaction Service Fee
Passenger Vehicles $40.00 $40.00
Motorcycles $30.00 $30.00
Powersports $30.00 $30.00
Pocket Bikes $3.00 $3.00
Other Vehicles $40.00 $40.00

Q ti Remember, other fees are involved in completing a transaction. If you're using PayPal, for
[\ instance, you'll probably be paying 2.9% of the transaction price, plus 30 cents.

Gz

In the case of vehicles, eBay charges a Transaction Service Fee, payable, whether or not
the item is actually sold, when the first bid is placed, or, if using a reserve price, when the reserve
is met.

Another special category is that of Business & Industrial products, such as farm machinery
and manufacturing equipment, which have $20 insertion fees and a 1-percent Final Value Fee
with a $250 maximum.

Other fees to keep in mind are those for ancillary services and for using specific categories
on eBay. The following shows a more comprehensive list.
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Reserve Fees $1 for items up to $49.99, $2 for items up to $199.99, and 1% of the reserve
price above that (to a maximum of $100). But note that if you sell the item,
these fees are refunded.

Buy It Now Fees From 5 cents to 25 cents depending on the Buy It Now price.

Picture Services Fees When you list an item, you can include one picture free. You can add
more, though, for 15 cents each, “supersize” a picture (75 cents), create an
animated picture show (25 cents), or purchase a special Picture Pack that
allows you more images than these other image services for $1 or $2.

Listing Upgrade Fees You can “tart up” your listing by including a photo in the search results
(Gallery), adding bold to your listing text, putting your item in the Featured
Items section of a category (Featured Plus!), adding the item to a special
placement program that may see it placed onto the home page, and so on.
These fees vary from 10 cents to $80.

Selling Strategies

As you’ve seen, there are different ways to sell through eBay and different strategies you can
use. Now we’ll discuss a few concepts and things to know.

Q

N

tlp When you list an item on eBay, you are committing to sell it under the conditions you set.
If you set a $10,000 product with no reserve, and someone bids $1, you're obliged to sell!
Of course, eBay won't send thugs around to your house to beat you up if you refuse, but you
could find yourself getting kicked off eBay if you don’t honor your commitments.

&

Traditional Auction, No  No-reserve auctions get a lot of bidding; reserves often put people off,
Reserve, Low Opening because they feel that there’s little chance of getting the product at a price
Bid they want to pay.

Paradoxically, because these types of listings get bidding rolling quickly,
they often end up with a high sales price.

There’s a danger, however: you may end up selling the product very
cheaply.

note Studies carried out by eBay have shown that low

starting prices combined with no reserve generally

pay off for merchants that sell a lot of products. For
instance, merchants selling diamonds starting at $1 with
no reserve generate a lot of bidding excitement, which
carries the price up. These merchants may lose on some
transactions, but in the end make more money than if they
had listed with a reserve price.
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Auctions with a Reserve

Auction, No Reserve, Higher
Opening Bid

Auction with Buy It Now
(BIN)

Fixed Price

You can set a reserve price, letting you limit your liability.

Often used on expensive items.

If bids don’t reach the reserve price, the item isn’t sold.

Reserves tend to discourage bidding.

These help limit your potential losses.

Merchants often set prices from 20—40% below market.

Because there’s no reserve, you're still likely to get good bidding.
Decreases sales time.

In some cases, it may decrease sales price.

Merchants sometimes post a high BIN price to make buyers think
the item is more valuable. However, this can backfire and lead to
low bidding and a lower sales price.

Merchants often use an average selling price as the start price and
then a BIN price that’s a few dollars above.

Don’t place the BIN price too low because the BIN acts as a cap;
nobody’s going to bid higher than the BIN.

You’ll never see the highest prices generated by enthusiastic
bidding.

Involves no liability and has a totally predictable selling price.

Timing Strategies

The timing of an auction is also important. When you list an item, you define when the auction
starts and how long it will last. The following are a few ideas:

B More people browse and search through eBay during evenings and weekends. Thus,
letting an auction extend over a weekend is often a good thing.

B The longer something is on sale, the more people will see it. However . . .

B If an item is very popular, with heavy bidding, you need less time.

\

N

&S

process them quickly.

|p Once you're selling a lot of products, you should consider the effect of timing on your
workload! You don’t want to have all your auctions end at the same time and be unable to

Setting Your Preferences

Before you’re ready to sell, you should at least check your preferences. Go to your My eBay
page, and click the eBay Preferences link (in the My Account links, on the left). The eBay
Preferences page is shown in Figure 3-2.
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eBay Preferences

Motification preferences

Turn anfoff the emails that you receive from 2Bay

Dizplay "My Recently Yiewed ltems":
Show Uger IDs and email addresses:

WiewfChange

No Change
[ ves

Erail addreszes will be dizplayed for 14 days after a tranzaction ends,

eBay Sign In Preferences

Keep me signed in on this computer:

Ermail addreszes will be displaved for 14 days after a

transaction ends,

[T ves

Seller Preferences

Sell Your ltem picture preference:
FPayment preferences
Use Checkout:
Offer PayPal on All Listings:
FayPal Preferred:
Offer PayPal Buyer Credit:

Include my items with others using PayPal:

Allow my huyers to edit payment total;
Fayrment Address:
Shipping preferences
Offer combined payment discounts:
Offer UFPS Daily Rates:
Use Sales Taxtable:
Unsuccessful bidder notices:
Customization Preferences

Checkout Pages:

Invoice Email:

End of Auction and Transaction emails:
Favorite Sellers Top Picks Preferences:
Faticipate in eBay cross-promotions:
Buyer requirements

Block buyers who:

Showe me a listing previews in my selling farm

Enhanced eBay Picture Services Change
Chanige

Yes

No

Off

No

Include my items

Yes

See Addresses under iy Accountin by eBay

Yes Chanhige

No Change

No Change

Display both similar items and my items Change

None Chanige

None Change

None Change

Automatic Selection Chanige

Yes, in all available areas Change
Chanige

Mo buyer hlocks

Display preview Change

My eBay Preferences

Default apening page:

Dizplay time as:

Display help content in My eBay:
Retrieve removed items:

|My Summary v|

® TimeLeft O Endtime/date
Yes

[ Rretrieve

Sle{Ux{=Wc® W Check your preferences here before you get started.
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You don’t need to worry about everything here—when you have a spare moment, click a few
Change links and read through the descriptions. But there are a few things you should adjust.

B Add PayPal. If you’ve set up a PayPal account, click the Change link next to Payment
Preferences, and select the Offer PayPal as a payment method in all my listings check
box to automatically place the PayPal logo in your pages. You may also mark the Tell
Buyers that I prefer PayPal payments check box if you wish (doing so gets you a
rebate on your PayPal debit card; see Chapter 2).

B If you’re going to accept mailed checks, enter a Payment Address on the same page.

B If you have a UPS Daily Pickup Account, see the UPS options at the bottom of this
page, too.

B Specify how much you plan to charge for sales tax, in what states, and whether you have
to apply sales tax to shipping fees. Click the Change link on the Use Sales Tax table
line. For a more detailed discussion of sales tax, see Chapter 19.

B You can customize your checkout pages, invoice e-mails, and end-of-auction and
transaction e-mails if you wish, adding logos and personalizing the messages. Use the
Change links under Customization Preferences.

You’re almost there . . . almost ready to sell. But there’s one last important thing you must
do: decide how to ship your products. It’s a good idea to know how you’ll ship something before
you sell it! So that’s just what we’ll look at in the next chapter.
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Chapter 4

Planning Your Shipping

ou must think about shipping before you start selling, for a couple of reasons. You have to
know what it’s going to cost to ship; you don’t want to guess at this, and then discover that
shipping the item is eating up the profit of the sale you’ve just made. And in order to know how
much it costs to ship, you have to know how you’re going to ship. Also, you don’t want to make
a sale and then think, “Now, how am I going to get this book/computer/llama to the buyer?”
In fact, if you don’t figure all this out first, you probably won’t get the sale anyway. Who buys
without having a reasonable estimate of the final cost?

In this chapter, we’ll examine these issues, from packing carefully to shipping affordably.
The good news is that all this is much easier than it was way back in the 20th Century. Shipping
services are competing heavily, and the free market seems to be doing its job—all the major
shipping services have introduced online tools to let you pack, label, and ship, without ever
leaving the comfort of your cave.

Q tlp eBay and PayPal, combined, make shipping via UPS and the post office very easy. For this

I\ reason, many merchants, perhaps most, use these methods. However, you should still consider
other services. You may find, in some circumstances, that you can ship a particular type of
product more cheaply using another service.

as

The Internet Shipping Revolution

If you haven’t looked closely at shipping services in the last few years, you may have missed
what’s going on. The Internet has revolutionized the shipping industry, due to a few of the
following reasons:

B Businesses and shipping services can now connect directly, providing a way for these
services to market to businesses and for businesses to make their shipping operations
more efficient.

B There are more small merchants now than five years ago. Services such as eBay,
Yahoo! Merchant Services, Amazon Marketplace, and thousands of others, have created
a new merchant class: small online businesses, shipping products to their customers.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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Here’s a list of the more obvious online services available to small businesses:

B Print stamps online. The post office lets you buy stamps online and print them on your
laser printer.

Here’s the quickest way to track a package (if you haven’t been given a direct link to a tracking
page in an e-mail or web page). Don’t go to the shipping service web site. Rather, begin by
installing the Google toolbar; you can download it from toolbar.google.com. Now, whenever
someone gives you a tracking number, enter it into Google toolbar and press ENTER. Google checks
all numbers used in searches to see if they match various different formats. If Google thinks the
number is a UPS, FedEx, or USPS tracking number; it links directly to the tracking page.

B Print labels online. All the major shipping services let you print shipping labels online.

Getting a tracking number into the hands of your customers will reduce your customer-
service costs. Most buyers will use the tracking number, rather than contacting you when
they’'re impatient and the package hasn’t arrived yet!

B Track packages. You can track packages online at all the major services.

B Combine everything. As you’ll see in Chapter 7, eBay, PayPal, the post office, and UPS
have teamed up to create the following process:

On eBay, select Print Shipping Label; you’re then taken to PayPal.

Once at the PayPal site, select the shipping service, UPS or USPS.

Provide the address information.

Provide the package weight and size, pick a shipping method, and calculate the cost.
Print the shipping label.

Automatically send the recipient a notification e-mail, with a tracking link.

NOoghRWN-=2

Order a package pickup.
8. Pay for the shipping.

Consider that this process can be accomplished in literally minutes, and does not require you

to step away from your desk, let alone drive to a shipping center or post office miles away. The
shipping world has truly undergone a revolution. Standing in line for stamps is just so 20th Century!

Picking Packing Materials

The first thing to consider is how you will pack the product. Until you know that, you don’t
really know the cost, because you won’t know the size and weight. You have several conflicting
goals here. You want to:

B Ensure the product is well protected. Handling products that are damaged in shipping
is time-consuming and expensive.

B Package in a way that looks professional. If your packaging appears shoddy, it may be
the last sale you ever make to that buyer.
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B Pay as little as possible for packing materials. Packing materials can be a significant
cost, which eat into your profits or may increase your sales price too much.

B Pay as little as possible for shipping. The same goes for shipping—the lower the cost,
the better.

Clearly, these goals conflict with each other. You can cut the cost of packing dramatically,
but doing so may increase your damaged-goods rate, and may reflect poorly on you. Or you can
package the product in a large box with a huge amount of padding, thus greatly increasing your
shipping costs.

‘ tip Don't overpack! The package may look fine when it leaves your business, but after it’s

[\~ traveled a couple of thousand miles, it can get beaten around a bit. For instance, if you pack
books too tightly into a padded envelope, they may, after rubbing against other packages for
a few days, start to tear at the tight points. Dealing with bad packaging often costs more than
expensive quality packaging, so do the job right.

You should experiment with packaging before you get started by doing the following:

B Visit an office-supply store. To see what sort of packaging is available, stop by one of
your local office suppliers.

B Talk with a shipping center. The best way to find out how a shipping office typically
packages items is to contact them directly. Since they do this all day every day, they
know what they’re talking about.

B Check the pricing of packaging online. You can check packaging pricing through eBay
or by using the various search engines available.

B Visit eBay’s Packing & Shipping page. You can find loads of information about how to
package well and affordably at the following address: http://pages.ebay.com/sellercentral/
shipping.html. You’ll also find links to packing-supply vendors.

B Look at how other companies package the same sort of products. Large, well-
established companies learned long ago how to pack their products to minimize breakage
and claims. So even if their packing materials seem excessive, there may be a good reason
for it.

B Ask a shipping company. Visit a shipping service—the post office, or a UPS or
FedEx office, for instance—and ask how to ship an item, what the best methods are for
shipping, and the regulations related to the different types of shipping. For instance,
officially Media Mail packages cannot include advertising (though probably a huge
proportion of Media Mail packages contain advertising inserts).

B Visit the shipping companies’ web sites. At shipping company web sites you can find
rates, regulations, and advice.

You should actually pack an item yourself first—it’s surprising what you can forget if you
don’t actually do it. You might even go so far as to ship the product—perhaps to a friend across
the country and back—and see how it fares.
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We can’t suggest how you should package your products; every product is different, but a
little investigation and a few questions posed to the right people should lead you to the right
answer. Either way, you need to completely prepare your shipping department beforehand. The
following is a reminder list of the sort of materials you might need:

B Padded envelopes
B Bubble wrap rolls
M Shipping scales
B “Peanut” packing material
‘ tlp Ideally, you’ll be printing shipping labels directly from the service you work with, rather
e than filling them out by hand; all the major services let you enter shipping information, print
the label, and pay at the same time. You might consider buying self-adhesive labels for your

printer, and then printing the shipping label directly onto these; it’ll save you having to tape
the label to the box, and will reduce the chance of the label being torn off.

Shipping boxes (remember to allow for multiple-item orders; one size is rarely enough)
Packing tape

Box cutters (to cut boxes, tape, bubble wrap rolls, and so on)

Self-adhesive address labels

Stretch film

Inflatable packaging (plastic air bags, as Amazon currently uses)

Styrofoam packing sheets

Plastic bags

Shrink-wrap

Wooden crates for particularly heavy items

Q
.

=

tlp The major shipping companies all offer some free shipping materials. For instance, FedEX,
UPS, and the post office all provide envelopes and boxes. You may need to provide the packing
material inside, but why pay for the outside if you can get it for free? Of course, the free packing
material is generally for premium services, not the lowest-cost methods. The post office even
provides “co-branded” boxes—boxes with the eBay logo on them—for free. You can order them
online and they’ll deliver them to your door (see http.//ebaysupplies.usps.com/).

Once you learn the packing business, you’ll never look back.
There are all sorts of weird and wonderful products; whatever
you’re shipping, from leather to llamas, someone, somewhere, has
created a packing material for it.

Remember that you will package products differently according
to the shipping method. For instance, if you’re shipping books via
“Media Mail”—the cheapest way—you’ll have to provide your own
packaging. If you’re shipping via Express Mail or Priority Mail, you
can let the post office provide some of the packaging for you.
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Packaging “Best Practices”

Whatever you’re shipping, you have to pack carefully, but some items are more challenging than
others—for instance:

B Fragile items

M Valuable items
B Large items

B Heavy items

B Posters/flat items

‘ tlp Visit the eBay Shipping Tips page at http://pages.ebay.com/help/sell/shipping.html for some

[\~ sage advice.

‘ tip Packing materials can be expensive, so it’s tempting to skimp. Don’t give into the temptation!

[\~ Do it right, and you’ll save money in the long run.

The following are a few tips to help you pack properly:

B Use clean packing material. Packing materials should preferably be new (or at least
appear new).

B Don’t use newspapers. See the first tip! Newspaper is nor clean.

B Use a sturdy container. The heavier the item, the sturdier it needs to be.

@ note While some shipping services provide free insurance up to a certain value, the insurance is
dependent on the item being packed correctly. If there’s damage, the company may choose
to inspect the shipment and deny your insurance claim if it was badly packed.

B Use the correct size. In most cases, use a container that includes a little extra room for
the object. Squeezing into a tight package can lead to damage en route.

M Double-box fragile items. Think about how computer companies ship computers—
they place the computer into a box, then they place that box into a much larger box,
suspended in some kind of packing material. And be realistic—the outside box needs to
be more than 4" larger than the inside.

B Make sure padding material totally suspends the item. The item, or interior box,
should not touch the shipping container on any side.

B Send posters in tubes. You should buy very sturdy tubes for posters; some merchants
believe the free tubes provided by the postal service aren’t sturdy enough.

B Make sure your staff follows the rules. If you employee someone to do your packing
and shipping, make sure they do it right, every time.

B Include paperwork. Remember to include clear documentation within the package—an

invoice, for instance, providing contact information (your phone number and e-mail
address), your eBay ID, returns information, a packing list, and so on.
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Who Will You Ship With?

The United States is dominated by three major shipping services: USPS (United States Postal
Service), UPS (United Parcel Service), and FedEx. The vast majority of all shipments go through
these organizations. However, there are others vying for your attention, which may be worth
checking with, such as:

DHL/Airborne Express Similar to FedEx, these companies recently merged.

TSI TSI focuses on items that are too big or heavy for most “parcel” services, but too
light or small for a moving company.

DAS DAS stands for Dependable Auto Shippers, which is eBay’s vehicle shipper of
choice. Check them out at www.dasautoshippers.com.

Specialty shippers are also available, and can ship just about everything. Need to send that
Ilama to Norway? Contact AnimalTransportation.com.

Estimating Shipping Costs
Once you’ve figured out how you’re going to ship the product, you can estimate shipping costs.
Once again, however, you’ll face contradictory goals. The ideal shipping service is one that is

Fast You want to get the product into your buyer’s hands as soon as possible.
Reliable Problems cost you time and money.

Cheap Cheap, as always, is good. The cheaper you can get the product into their
hands, the better for both of you.

Before you start comparing prices, you’ll need the following information:

The packed-item weight
The package dimensions
The value of the contents (for calculating insurance)

The origin ZIP code and the delivery ZIP code or country

With this information, you can now compare rates. You may want to create a simple little
table with, say, five or six shipment types compared against three or four services, like that
shown next:

USPS FedEx UPS DHL

One item, standard shipping
One item, three-day

One item, overnight

Two items, standard

Two items, three-day

Two items, overnight
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Why two columns for each package? You’ll want to see the effect of different ZIP codes.
Try one in your state for instance, and one from the other side of the country. By the way, don’t
worry; this won’t take long. Once you’ve determined all the criteria you plan to use for each
shipment—size, weight, value, ZIPs—you can actually fill in this form very quickly.

note Youmay end up using two or three different services, depending on what you’re trying to
do. For instance, you might use the USPS for your cheapest shipments and FedEXx for your
fast shipments.

Now, it’s time to compare rates. Here are a few good places to do that:

B iShip.com This service provides a quick way to compare rates for the USPS, UPS, and
DHL/Airborne Express (see Figure 4-1). It will show you different days and delivery
times and the costs for various services from each company.

M The U.S. Post Office web site (www.USPS.com) We’re happy that they finally hired
a decent web-design firm and now have a very easy-to-use and useful web site that’s
comparable to the major commercial shipping services.

B FedEx www.Fedex.com
B UPS www.UPS.com
B DHL/Airborne Express www.DHL.com

tlp Don’t forget discounts! Some shipping services will provide you with a discount off the
regular rate table if you set up an account (which you’ll probably want to do anyway if you're
shipping a lot). Some professional and trade associations also have discount agreements with
large shippers.

When you have all the numbers, go through them and consider various issues:

B Remember that some services provide free shipping containers. Factor these reduced
packing costs into the equation. Thus, you may find that shipping quickly is often slightly
less expensive than it at first appears, thanks to the free boxes.

B Can you work with the service online? You should be able to print shipping labels, pay,
and order pickups online.

B Look for shipping methods that are comparable. For instance, First Class Mail is
generally much cheaper than Priority or Express, but it is still reasonably fast.

B Will the shipper pick up the packages from your location? Is there a minimum pick-up
quantity or other requirements, and is there a charge?

B Consider insurance. Some services include a level of free insurance; others don’t. How
much will additional insurance cost, and can you buy it online?

B Investigate tracking services. All the major services now provide tracking services,
but some are better than others. (There’s a long time-delay on tracking USPS orders, for
instance.) Consider how you will deliver tracking numbers to the buyer; shipping through
the eBay/PayPal system automates this, sending a tracking e-mail to the buyer when you
print the label.
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2} iShip Price It - Compare Shipping Rates - Microsoft Internet Explorer E”E]E|
© Fle Edt View Favorites Took  Help F.

esack - \.s) lﬂ l@ \h ):)Search "i‘:(Favorites @ L:-Ev .‘1# l_gj = ﬁ .‘5

: Address .ﬂ hittp: iship.com/priceit/price. asp

w

ISHIP SHIPPING TOOLS

Shipping Charges and Delivery Times

RATES & DELIVERY TIMES - Place cursor awer square next to the rate to wiew camier and service.

WED THU FRI MON

WAPROS 1APROS 12 APROS 25 APRODS CARRIERS

MNote: Local tax may be applied 2t

To view a printable summary, click on a rate. Learn More

l'wanta guaranteed deliverytime: O Yes ® No

[ <<Back || Update | [ Done | e

(€] USPS Express Mall D Internet

The iShip Shipping Calculator compares several shipping methods.

‘ tlp Even services, such as first-class mail and Media Mail, that don’t normally have tracking,
[\~ often have delivery confirmation available. In fact, if you create your USPS shipping
labels online, delivery confirmation is free. (With full-tracking services, of course, delivery
confirmation is included.)

&

Calculating a Packaging and Handling Fee
Once you know how much each service costs, you should create a schedule of fees for different

services. Depending on your products, you’ll probably want to offer several shipping methods
(not necessarily using these terms, of course):
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Cheap and slow For buyers who want the lowest price, and don’t care too much when
it arrives. If selling books, for instance, this could be Media Mail.

Overnight For customers who simply have to have it immediately.

3-day For customers who can’t decide! They really, really want it, but they don’t want
to pay the huge overnight fees.

tlp It’s a good idea to let customers know just how slow the “cheap and slow” method actually
is. Media Mail, for instance, can take up to nine days. Don’t assume buyers will realize this,
or you may spend time dealing with upset customers.

Now you need to calculate your final shipping charges. Note that there are basically three
ways to do this when working through eBay:

B Method 1: Calculate shipping fees after the sale. When sending an invoice to a buyer,

you can figure out what it will cost to send the item to the buyer’s location, and then add
it. This is a bad way to ship the product! Worse, you’ll reduce the number of bids on your
item. If someone else is selling the same product, and they clearly state their shipping
fees, they’ll get the sale!

Method 2: Provide a flat fee for the product. Everyone, wherever they are, pays the
same for a particular shipping method. This is better than Method 1, but still isn’t great
in some cases. It may work well for small items—for instance, it costs the same to ship
a Media Mail package anywhere in the country—but it’s a problem with shipping
methods that vary according to the distance shipped. Either you’ll charge some people
more than necessary in order to make sure you don’t lose money, or you’ll lose money
on some shipments.

Method 3: Provide a base fee, and then let eBay calculate postage. This is the best
method. You’ll charge as little as necessary and no more—you won’t lose money, and
buyers will pay the minimum.

You’ll find out how to calculate shipping fees in Chapter 5, but for now the following shows
the basic process:

1.

2.

For each shipping method, calculate how much it will cost you to package the product.
Remember, some methods come with free packing materials.

Figure out how much time and effort it takes to pack the item, or how much you have to
pay someone to do it for you. (Remember, using your own children is cheap, and they
rarely complain to the Department of Labor.) Come up with a handling fee.

Add these two numbers together to calculate your base fee. This will be your Packaging
and Handling fee.

You’ll provide this fee to eBay as the base fee when listing a product (see Figure 4-2).
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same costto all buyers hased on buyer's address

Flat: | Calculated: |

Estimiod Weight Paciage Size - ': Preview rates that will be shown to huyers.
11k orless V| | Package (or thick ervelope) V|
Weight and size help [Jirregular or unusual package

Domestic Shipping (offer up to 3 services)
US Postal Service Priority Mail v |

Add service  Remove service  and have huyers contact me later

International Shipping {offer up to 3 services)

Add service

Packaging & Handling Fee  Shipping Insurance
$0.00 Change Mot offered. Chanoe

Seller ZIP Code
80203 Chanoge

Sle{U{='® B When setting up shipping calculations, you can enter your Packaging and
Handling fee near the bottom of the page.

note Buyersdon’t see these two fees; they just see a single shipping charge. In many cases,
merchants actually make a little money on the shipping and handling. But remember, you're

often competing with merchants who sometimes cut or eliminate their shipping fees in
order to get the sale.

5. When eBay calculates the buyer’s shipping charge, it looks at the origin and delivery ZIP
codes and calculates the actual USPS or UPS shipping fee. It then adds your Packaging
and Handling fee to calculate the total shipping charge.

Considering “Shipping Strategies”
Shipping is not just a necessity and a nuisance; it can also be considered a competitive differentiator

and a marketing tool. Many companies use shipping in various ways to grab the attention of
prospects, and to turn first-time customers into repeat buyers. Here are a few ideas:
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B Offer “free” shipping. This is hard to do with auctions, of course, but easier with fixed-

QT

N

(&

Q note

price listings.

Offer free shipping as an incentive. This can be set up as buy two items and get free

shipping, get free shipping on automatic reorders, receive free shipping on orders over
$50, and so on.

The following are a few more useful shipping resources on eBay: the USPS Shipping Zone
(pages.ebay.com/usps/), the UPS Shipping Zone (pages.ebay.com/ups/), and the eBay Shipping
Center (www.ebay.com/shippingcenter).

Offer fixed-price shipping. Offer a single price for shipping, regardless of how much
the customer buys. Whether one or a thousand products, the shipping rate is still $5.95,
for example.

Explain packing in your listing description. With hundreds of thousands of people
selling online at any time, eBay has its fair share of bozos who will throw the product
into any old box and pad it with newspaper, old plastic bags, or junk-food wrapping.
Some merchants believe that explaining that you only use new, clean packing material
helps persuade buyers that you’re professional.

Make shipping costs simple for your customers. As you’ll see in Chapter 5, you
can have eBay calculate shipping costs for the customer. eBay claims that doing this
increases the likelihood of a sale because buyers are more comfortable bidding when
they know exactly what it will cost to ship.

Pack to impress. Some merchants actually use their packing and shipping as a
differentiator. They pack extremely well, and they let potential customers know this
in their listing and in their About Me pages; some merchants even claim to get a lot
of good feedback mentioning their packaging.

Sell again with your packaging. Both the inside and outside represent opportunities to
promote your business. Include flyers, a request for the buyer to leave feedback, as well
as catalogs, samples, and bonuses.

Amazon used to advertise on TV. Not any more. They decided that offering free shipping to
customers was more valuable than getting their name on TV, so they took the TV-ad budget
and poured it into their free-shipping offers.

Some shipping strategies may be easier to use for some merchants than others. If you’re
selling books or gold coins, for instance, free shipping is certainly a possibility. If you’re selling
slabs of granite and marble, it’s more of a problem.


www.ebay.com/shippingcenter
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Shipping Overseas

Shipping overseas is definitely more of a problem, but many businesses ship a considerable
amount of their products outside the United States. So, unless it’s simply impractical—for
instance, you're shipping guns, or those marble and granite slabs we mentioned earlier—you
should probably consider it. A few things to watch for include the following:

\

s

tip

This probably won’t be a surprise, but it’s more expensive to ship outside the country.
It’s still viable for high-value goods, but not so much for low-cost goods.

It can take a long time to ship to the other side of the world. To get a general idea just
how long, take a look at the post office’s International Priority Mail and International
Express Mail services, which provide fairly quick shipping times at a reasonable cost.

Don’t forget customs declaration forms. This is one more step needed before you can
ship overseas. And also be aware that some countries want to charge a custom’s duty on
items. Buyers must be aware that they are responsible for these fees; there’s no practical
way for you to deal with them.

Some third-world countries, such as Canada, have a tendency to stop everything crossing
their borders and try to extract a fee.

Consider fraud. Though not a shipping issue, fraud is still an important concern. Western
Europe has very low fraud rates, but some countries (we might mention eastern Europe)
have very high rates. This is something we talk about in more detail in Chapter 18.

The major shipping services provide customs forms online. For instance, to find the U.S.
Postal Service custom forms, visit http://webapps.usps.com/customsforms/. You can even fill
in the form online and print out the completed document.

Finally, we’re done! We’re now ready to sell through eBay. In the next chapter, we’ll look at
exactly how to go about listing your products on the site.


http://webapps.usps.com/customsforms/

Chapter 5

Listing Your Items Effectively

In this chapter you’re going to learn how to submit an item for sale in eBay. There’s a lot to
cover. We’re going to discuss how to create your photographs, the different ways in which you
can list items, how much eBay charges, how to enter information and pictures for your listing,
specifying payment and shipping, and so on.

This chapter is not intended as a quick step-through process. We’re going to show you the
process step-by-step, but we’ll be stopping and explaining various concepts and issues in detail
as we go. So, we advise you read through this once before you begin listing your first item,
otherwise eBay may timeout and make you start again.

Creating Your Photographs

You’re going to need photos of the products you’re selling; you can fry to sell without pictures,
but you’ll regret it—in general they’re unlikely to sell well.

In many cases you can get product photographs from a supplier; in many other cases, you’ll
have to get the photos yourself. That’s not necessarily difficult.

You don’t need the very best digital camera for your pictures. Digital photography has advanced
tremendously over the last few years, which means the top-end equipment is amazing . . . but it also
means that good equipment, good enough for taking pictures to post on a web page, is cheap.

The basic requirements are pretty simple:

M 2.0 megapixels Get a camera that produces images with 2 megapixels or more.

Q tip Here's a great place to find camera comparisons and reviews (including user review): www
N .digitalcamera-hq.com. And don’t forget, you can get great camera deals on eBay.

Cas

B Optical zoom Optical zoom is more important than digital zoom.

B Macro mode Macro, or close-up, mode, lets you take photographs very close to the
object, allowing you to get fine details.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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B Optical viewfinder You need a camera with an optical viewfinder (a glass viewer you
look through, like on a film camera).

B Manual flash You should be able to control the flash, so you determine when the flash
is used and when it isn’t.

\

tlp A camera tripod can be very useful, too! They're pretty cheap and will help you steady the
W

camera while you take photographs, ensuring the sharpest photo possible.

(&

B Well-known brand Picking a brand that is well known and has a good reputation
ensures you’ll get something decent.

Taking Great Photographs

Here are a few tips for taking great photos:

B Lighting Poorly lit products are going to look bad. Just hitting the item with a flash
usually isn’t good enough, as it often creates reflections, high spots, and dark spots. You
might try outside light. Bright but cloudy days are often good, because the light is more
diffuse; you don’t want heavy shadows.

@

N

|p Getting lighting just right is very tricky for the amateur photographer. There’s a great
little tool that might help, though. Take a look at the Cloud Dome and Cloud Cube (www
.CloudDome.com). You place the object into the dome or tent, shine lights on the outside,
and snap the picture through a porthole. You’ll get diffuse, even light.

(&

B Focus Make sure your pictures are in focus. Use a tripod to keep your camera still
while you snap.

B Background Remove the clutter! Before you snap, look at the object and the
background. Cluttered backgrounds are both distracting and look amateurish.

B Plenty of shots The great thing about digital “film” is that it’s cheap. Take plenty
of pictures: you want to make sure you get some good ones, and you want to provide
several pictures to your potential buyers.

The Selling Process

Once you’ve sold a few times, it will become natural. But there are actually a number of steps in
the entire process you need to understand. When you want to list an item in eBay, you’re going
to have to do the following:

1. Choose a selling format.

2. Select a listing category.


www.CloudDome.com
www.CloudDome.com
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Create a title and description.

Enter pricing information.

Specify when the item will sell.

Specify item quantity and location.
Add one or more photographs.
Selecting the listing layout and options.

Provide payment, shipping, and returns details.

SO NO GO R

-

Review and submit the listing.
We’ll look at these one by one.

Q tlp There’s a way to test the process that we recommend you use. When you list an item, place

[\ it into a Test category, so you can view it and experiment with it. You must label the item

as a test in both the Title and Description fields. Do not test by putting an item into a live
category; when you do so you are committing to deliver the item, and if you don’t do so you
could be penalized. Also, do not use a live account to leave or receive feedback; you must use
a test account to do this.

ez

Choosing a Selling Format

In order to bring some semblance of order to the hundreds of millions of items sold through eBay
every year, eBay built a categorization system. You can easily see this by going to the eBay home
page and clicking on a product category—say, Dolls & Bears. In the page that appears (Figure 5-1),
you’ll find subcategories of different kinds. In some cases there’s yet a third, fourth, or fifth level
of categorization, too.

The first step in listing a product is selecting a category, or perhaps two, in which you want
to list the products. Here’s how:

1. Click the Sell button on the button bar at the top of the eBay screen.

‘ Buy | Sell ‘ My eBay ‘ Community ‘ Help ‘

2. In the following page, click the Sell Your Item button. You’ll be taken to a page with
your Selling Format options (Figure 5-2).

3. You have up to four options here (if you have an eBay store, the Sell your items in your
own eBay Store option button will be present; see Chapter 9). We’re going to assume
that you are selecting either Sell item at online Auction (you’ll be able to select Buy
It Now later) or Sell at a Fixed Price, then click the Continue button to see the Select
Category page.
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cBay - dolls, barbie, american girl, madame alexander items at low prices - Microsoft Internet Explorer

| Bl Ede Wew Favokes Took  Hel ax
O © RNEG P Yoo @ 35 @ - K 3

¢ Adsress @] hittpsfidols ebay.com) S E
Home » Buy = Dolls & besrs > Ouerview i

| |[Dolls & Bears v || Search | - :s_an.---ﬂH--:aQE- =

Birth to 12 Months 5.7 Years | =
1|:no‘:|';|:?a‘:dhrl:u\;rdnnlls online? eBay Dolls has 2 large selection of Barbie, American Sirl Madame &lewander, Mt‘-hlmw‘ 5 2?:"55:&“‘
Categories within Dolls & Bears Show ltems... | FenerPica Simgsons
Ihizie & Sounds SpongeBob SquarsFants
Bear Making Supplies Dolls Paper Dolls 12 24 Months 811 Years =
Artigue (Pre-1930 Magazng LHle Faople MeFaline Sports
ﬁc‘gz wriee Artist Olferinge, DOAK, Modern Litls Thoz iﬁ:ﬂf_&ﬂ
ALCRESOFADE Beboin Beproductions Megp R et
Annsle Funicelln - A Blayshool Hezopek
e :EIHIE Conternporary (1973~ ;l;lage Batamuibinet Shoteake
ANLOUE | ar
Arlist Barhie Vintade (Pre-1873) 34 Vears 128 Up
fwon By Brand, Comnany Wholesale Lots At & Cratts Ars & Cratts
E&amtm E e ﬂl&ﬁﬁ_l B_&aﬁ Holiday Barbia Mage the Gatharing Sets
Bords 2y Tye Dol Clothes, Eumiure l?f‘:f..‘.bﬂi. Tark Engine 2&:&5?3 %
Bulld s Baar Clothes, Atcessories Daolis ¢ J
LCare Baars Dol Making & Repait OtherVholesale Lots
Lherished Teddies Eutnitare
Daylon Hudzon .
Deans Dollhouse M.
Deb Canham Houses ;
3 Minizlures Evarything Tonner Dobs
Other American Gitl

FIGURE 5 The Dolls & Bears page

Sell Your Item: Choose a Selling Format

To begin, select a format and click the Continue button. Please make sure your itemn is allowed
on eBay first.

() Sell item at online Auction

Allows bidding on your ilernis) You may also add the Buy It Mow option. Leamm maore.
() Sell at a Fixed Price

Allowes buyers to purchase your itern(s} at a price you set. Leam more.
) Advertise your Real Estate

Allows advertising of property 1o generale multiple leads. Real eslale sellers may also sell ai
an onling Auction or Fixed Price. Leam maore

Sell your items in your own eBay Store
Your own storefront on eBay, plus features to help you sell more.
Learn more ghout eBay Stores.

WWant sormeone else 1o sell foryou? Find 3 Trading Assistant

FI{U (AW Sclecting your Selling Format options
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Selecting a Listing Category

The next step is to select the category into which you want to place your item (in the page in

Figure 5-3).
) . Listing in two categories ensures that the product is more likely to sell, but in many cases
ti g g p y y
.

it probably isn’t worthwhile unless the category is a major one for your product type.
Experiment to see if this works for you.

1. The first thing you may want to do is search using your product name; enter it into the text
box in the top right and click the Search button. eBay searches for matching products,
then opens another window and shows you where these items have been listed (see
Figure 5-4). If you find two really strong categories, as in the screen shown, you may
decide to list the item in both; otherwise, in most cases, you’ll just want to list it in one.

note Listing in two categories increases your fees. You’ll pay two insertion fees, and some of
the optional fees are doubled, too—most upgrade fees will be doubled, such as the fee for
bolding text. Click the fee varies link to see details.

Sell Your ltem: Select Category @ Live help
1 Category 2. Title & Description 3. Pictures & Details 4. Payment & Shipping 5. Review & Submit

What type of item are you selling? Choose the best category fo help Enter k ords to find a cate
buyers find your item. # Required il ory,

=

Forexample, "gold bracelet” Tips

Browse categories
Click a category in each box until the last boxturns gray

Antigues --= -
eBay Molors T
A--=

Bahy--=

Books --=

Business & Industrial --=

Cameras & Photo --=

Cell Phones —=

Clothing, Shoes & Accessories = LI
Sive -

<] | 2]

Clear salection

Can'tview our category browser? Use i | i

List in a second category

Adding a second category enables more buyers to see your listing. Boost bids by 18% and final sale price by 17%
on average when you listin a second category. Additional fees apply.

Second category (fes varias)
Items listed in the first catlegory you selected are often listed in one ofthe following second categories:

Toadd a second category vau must first select a category above

Sle{U{=AM W Begin selecting your category here.
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a http:Hscat.ebay.com - Find suggested categories - Microsoft Internet Explorer EHE”Z|
~

Find a Main Category

Top 10 categories found for mickey mouse bank Enter ftem key tofind a category

‘You can select 3 sungested main ategory helowand | |ickey mouse bank Search | Tios

click Sell In This Category, or use diferent keywords (0 | For suample, “gold bracelel” not“jewelry”
refing your search.

Category

& Collectinles - Disneyana : Gont {1968-Mow) : Banks (22%)
O collectioles : Disneyana | Contamparary (1983-Now) | Other Contamparary Disheyana (10%;)
O Collectinles : Banks, Registers & Yending : Banks : Still. Piggy Banks - Characters (7%
O co - Disnayana : Cor l W (1988-Mow) - Flgurines : Mickey Mouse (7%)
o Colleclibles - Banks, Registers & Yending | Banks : 31ill, Piggy Banks - Animals : Other (3%)

Animals

O Collectioles : Dlsneyana : Vintage (Pre-1968) | Other Vintage Disneyana (3%)
O Toys & Hobbies - TV, Movie, Character Toys © Disney : Mickey (3%
O Collectinles : Banks, Registers & Vending : Banks : 51, Pigoy Banks © Other Sanks (2%}
O collectivles - Disneyana | Contemparary (1958-ew) | Pins, Bulions © Other (2%)
O Jewelry & Watches S hes -Wristeatch (2%)
[ Cancel | [ Sell In This Category | Q Tip: Add a second calegory Lo Increase your item's exposurea,

‘fou can do this at the botiam of the main category page.

Please note: Selecling an appropriate categary is your responsibility Category suggestions are based on the
keywrords you specified % Hems Found is an estimale of all items listed by sellers in select eBay categories |

&) D Internet

Fl{U AW cBay can help you select an appropriate category, and show you when a single
product is strong in more than one category.

2. Select a category into which you want to place the item, and click Sell In This Category
button. The other way to select a category is to click in the first list box in the main
window, which then displays subcategories in the box to the right, from which you can
select.

Q

N

tlp To list the item in a test category, click on the Everything Else category in the first list box,
then in the next text box select Test Auctions. In the third box select, for example, General.

&

3. If you decide to place the item in a second category, click the Select from all categories . . .
link under the Second category box. When you’ve finished, click the Continue button
to move on to the Describe Your Item page.

Creating a Title and Description

The next step is to enter your title and description (in the page in Figure 5-5).

1. Enter an Item title, up to 55 characters.

2. Enter a Subtitle if you wish, though you’ll pay an extra 50 cents ($1 if you are using two
categories).



!
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in You can also include pictures in your description and not pay a picture fee. See “Adding
Photographs,” later in this chapter.

3. Enter your Item description, using the built-in editor if you wish, or the HTML box.

4. Notice the Inserts drop-down list box. This allows
you to create blocks of text that you’ll use again.
Select Create an Insert . . . and another little window
opens. Enter a title and the block of text, and click the
Save button. You can now select the insert from the
Inserts drop-down list box, in this (and later) listings.

Inserts

Create an Insert...

Sellers Other ltems
Add to favorites list

About this feature...

5. Check what your listing looks like so far; click the
Preview description link under the description box.

6. Click the Continue button to move to the next screen.

tlp Remember to spell check; if someone is searching for a digital camera, they won't find your
digtal camera. And avoid terms that are likely to be misunderstood.

Sell Your ltem: Describe Your ltem @ Live help
1. Category 2 Title & Description 3 Piclures & Details 4. Paymant & Shipping 5. Review & Submit

ftem title * REqUIred

55 characters lefl, no HTML, asterisks, or quotes.
Include specific detalls about vour lem. Getlips onwiiting a good tile. Learn Mare.

Subtitle ($0.50)

55 tharacters left
Add a subfitle (searchable by itern descripfion onky) to give buyers more infarmation. See example.

Item description *

Describe your items features, benefits, and condition. Be sure o include inyvour description: Condition (new, used, etc), original
price, and dimensions or size. You may alsowant to include notable markings or signatures, or its background history. See maore
tips for General.

Standard '| | Entar your awn HTML |

Newt Select Inseits from the drop-down list below to guickly and easily build your listing.

f Font Name » |-Size V|: Calor % |m@||
Inserts M ||

Hle[S[x{=AWW Describe the item you are selling in this page.
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Q tip ¢Bay does not allow you to use a different product’s name in the title. For instance, you can’t
[\ name a product as being like another product, as it’s misleading. You can’t say, for instance,
Digital Camera, Similar to the Nikon PowerShot SD110.

L

Let’s consider a few ways to make your listing sell. First, consider these issues when creating
a Title.

B You’ve got 55 characters to work with; use as many as you can.

B Get as many keywords into your title as you can, to help people find your products and
to “sell”—you need to think about what terms people are likely to use when searching.

M Get specific product characteristics and brand names into your title. Don’t just say
Canon Digital Camera, say Canon PowerShot SD110 3MP Digital Elph w/ 2xOpticalZoom.

B Include the generic term, too. Some people will search for the Canon PowerShot, others
will search for Digital Camera.

B Put strong words in the title, and leave the more expansive details for the description.

B Avoid descriptive terms that people aren’t searching for—Great condition, cool,
fantastic deal, and so on.

B Remember, the title will appear on listing pages, not just your product page; you must
have enough information in the title to draw people into the listing page.

If you wish, you can add a subtitle, a second line that appears in the listing and in the listing
page and at the top of your product page. Many merchants who sell expensive equipment do
this—it’s only another 50 cents—but it may not make much difference for lower-cost products or
for products with little competition.

Acuson 128 XP/10 - ART - Color Flow Ultrasound System
"Maw Skin", Cardiac, Vascular W/2 Probes

How about the product description?

B The more detail the better. Make it easy for someone to make a decision.

B Add the descriptive text here that you didn’t have space for in the title. Now’s the
time to talk about what a great condition the product is in, how well it’s been looked
after, the warranty, and so on.

B Discuss shipping and payment information.

B Don’t make the customer wonder. Provide answers to their questions before they have
to ask.

You can type directly into the box and use the basic formatting tools. More advanced
merchants often use the HTML box; they create their description in an HTML program, then
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paste it into the box. This allows them more flexibility over the description. Using HTML you
could, for instance, create a feature table.

Entering Pricing Information

When you move to the next page, eBay tries to load a little image-upload program; although
we’ll be looking at pricing information first, then timing, the page also includes a photograph-
upload area.

Allow eBay to load this. If you’re using Internet Explorer, it may initially block the
download; you’ll see a yellow bar at the top of the page. Click on the bar and then select Install
ActiveX to continue, then click the Run button in the dialog box that opens. Once the program
has installed, you’ll see a page with the Pricing information shown in Figure 5-6 (if you selected
an auction) or Figure 5-7 (if you are listing a fixed price item).

Here’s how to set Auction Pricing (Figure 5-6).

1. Enter a Starting price. You must have this number. Remember that the lower the price,
the more bidding you’re likely to get.

2. If you wish, enter a Reserve price, the minimum price at which the product must sell
for. If the bidding doesn’t reach this high, the product is not sold. Remember, you’ll be
charged a fee for a reserve price, although it will be refunded if the item sells.

Q note Not all merchants can use the Buy It Now process; you must either have a feedback score of
10 or use a PayPal account and have a score of 5. You must also have verified your ID with
ID Verify (see Chapter 2).

3. You may also enter a Buy It Now price. As soon as someone buys it at the Buy It Now
price, the auction ends, unless bidding begins and, if applicable, passes the reserve price,
at which point the Buy It Now option is removed.

Pricing and duration
Price your iterm competitively to increase your chance of a successful sale.
MNEW! Getideas about pricing by searching completed items...

*Reguired Reserve price (fee varies)

L remme

The lowest price atwhich you're willing to sell your item is
the reserve price.

Starting price

&
Alower stading price can encourage mare bids,

Buy It Now price {Fee Varies)

§
Sell to the first huyer whao meets your Buy It Mow price.

HleU[:{=E W This is what you see for an auction format.
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Pricing and duration

Price your item competitively to increase your chance of a successful sale.

NEW! Gelideas about pricing by searching completed items. .

. p— New Best Offer
Buy It Now price * Required

y B [JAccept offers from buyers.
§

Allow buvers to send you their Best Offers for vour
consideration

Fle{UAYM If your item is fixed price, you’ll see this.

Séll to the first buyer who meets your Buy It Now price.

note Not every merchant can use fixed pricing; you must have a feedback score of 10 or more or
be ID Verified to sell a single item this way. If you want to sell multiple items, you’ll need

a score of 30 or more, and either be ID Verified or have been a registered merchant for at
least 30 days.

Here’s how to set fixed pricing (Figure 5-7):

1. Enter a Buy It Now price. This is the fixed price you are asking.

2. If you wish, select the Best Offer check box. This allows buyers to send you an offer,
which you may accept or decline. There’s no cost for this feature.

Specifying When the Item Will Sell

Next, you’ll specify when the listing will begin (Figure 5-8), lower down on the same page.
There are two ways to do this:

B Begin immediately, and specify a duration.
B Specify a start date, time, and duration (there’s a 10-cent fee for this).

Either way, listings can last 1, 3, 5, 7, or 10 days; if you want a 10-day auction, you’ll have
to pay a 40-cent fee.

Duration #

Private listing
M Mo private listing. Change
Start time
(&) Start listing when submitted
O schedule starttime (§0.1 n)| Selecta date... v || Selectatime.. [ |poT

Learn more ahout scheduled listings.

Fl{U{=®W Enter the sale timing information.
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Note that you can also create a Private listing in this area. This term’s a little ambiguous;
it actually means that a bidder’s ID is not listed, so observers cannot see who is bidding on the
item. PayPal discourages its use, recommending it for specific sales such as pharmaceuticals and
very valuable items. If you want to use it, click the Change link.

Specifying Item Quantity and Location

Next, you’ll specify how many items you are selling and, perhaps, where they are, lower down
on the same page (see Figure 5-9; we discussed different quantities in Chapter 3).

B If you have multiple items that you are willing to sell separately to different people,
enter the number into the Quantity box.

B If you have multiple items that you want to sell to a single person, as a “Lot,” leave
1 in Quantity box, click the Lots link, and enter the number of items into the Number
of items per lot box that appears. (If you have a box with 20 books in it, enter 20.)

B If you have multiple lots—such as five boxes of books, with 20 books in each box—
enter the number of lots into the Quantity box and the number of books in each box into
the Number of items per lot.

Finally, enter Item location information. Click the Change ltem location
link and you can enter a ZIP code; also choose whether to let .
eBay enter the city and state into your product page for you, =g bl SFEC'ﬂ?d

. Location display: , United States

based on the ZIP, or whether you want to enter a location Change
yourself.

The address information is particularly important for items that are very large or unwieldy—
the sort of item people are probably only going to want to buy locally—because this allows
people in your area to find the product listing.

Quantity # =] Minirmize

Individual tems “| | HEW! | ot |

Quantity * Selling similar or identical items together in a "lot™?
1 Help buyers find your listing - just enter the number of

v o iterns you have in the Lots tab above.
Learn more about multiple item listings.

Item location

ZIP Code: Mot specified
Location display:, United States
Chanuge

Tip: Adding a ZIP Code makes it easier for huyers to find your iterm when they search by distance.

Hl{U{AEW Enter the quantity and, optionally, the location.
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Adding Photographs

On the same page, lower down, you’ll find controls for uploading photographs (see Figure 5-10).
There are two ways to place images into your listings:

B Let eBay host the pictures for you.

B Host your pictures on another web site.

ﬂ eBay Picture Services \‘ Your owen Wyeb hostin \|

Let eBay hostyour pictures Enter your picture URL

B
1. [Free) 2. [30.15) — Advanced Edit,.. ||| Undo

[ Ak Fix

[H‘E Add PicturesJ [% f£dd PicturesJ

3. [$0.15] 4. [30.15)

i A preview of your picture will appear here,

[H‘E fAdd PicturesJ [% Add PicturesJ

5. [$0.15] 6. [30.15)

[‘h Add PlcturesJ [‘h Add PlcturesJ IR

W

eBay Basic Picture Services also available.
Learn how to create great pictures with our photo tutorial.

Picture options
Applies to all pictures.
(@) Standard
Standard pictures will appearwithin a 400- by 400- pixel area.
[]Supersize Pictures ($0.74)
Exdra large pictures will appear within a 500- by 500- pixel area, or up to 800- by 800- pixel area, ifyour pictures
are larger.
[] Mewt Picture Show ($0.24)
Wultiple pictures will appear in a slideshow player at the top of the itermn page.

() Picture Pack (§1.00 for up to 6 pictures or $1.50 for 7 to 12 pictures)
Get Gallery, Supersize, Picture Show and additional pictures for maximum exposure. Save upto §1.501

SlelU[:{=M/OY Specify your pictures here.
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To host pictures with eBay:

1. Click the Add Pictures buttons to upload pictures from your hard drive. Remember,
each one after the first costs 15 cents.

Q ti If these image-upload controls don’t work, click the Basic Picture Services link to use more
|\ basic controls.

Cas

2. Once uploaded, you’ll see a Preview, and can modify the image using the editing tools.

3. You can enlarge the pictures if you wish by clicking the Supersize Pictures check box
(there’s a 75-cent fee).

4. If you want to use the Picture Show feature (it costs 25 cents), click the check box; all
your images will be placed into an animated picture display at the top of your product

page.

5. Select Picture Pack and you’ll get the Supersize, Picture Show, and Gallery features
(otherwise, you add the Gallery a little later), and get either six images ($1) or 12 images
($1.50).

Hosting Your Own Pictures

If you have hosted pictures elsewhere, you can point to one of them to be used in your listing.
Where do you place these images? On your web site, or perhaps in a personal hosting area
provided by your ISP. There are also image-hosting services, such as Pongo.com, Twaze.com,
and PixHost.com. You can specify a single image on this page, which will be used as your
primary picture—the picture that will appear at the top of your product page, and in your listing
in a category or search-results page if you choose the Gallery feature later.

—4

%
(&

tlp You may want to test the URL first; copy and paste it into the Address bar in your browser
and press ENTER. If the image doesn’t appear, there’s something wrong with the URL.

1. Click the Your own Web hosting link and you’ll see the information in Figure 5-11.
2. Enter the URL to the picture into the Picture Web address (Free) text box.

3. If you entered a URL into your description, you can click the The description already
includes a picture URL for my item check box, and eBay will use that URL; there’s no
need to enter anything into the Picture Web address (Free) text box.

i There’s another way to add hosted pictures to your listing—Dby entering the URL into the
description in the earlier step.

—4

(&

N

4. If you want to the Picture Show feature (it costs 25 cents), click the check box and
several more text boxes appear, into which you can enter URLs. The Picture Show
feature puts an animated picture display at the top of your product page.
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o eBay Picture Services 1| Your own Web hosting |
Let eBay host your pictures Enteryour picture LIRL

Picture Web address {Free)
|http:,.",-'\rmw.ichanneIsewices.com,ﬁ'imagesfPthm DBD?-I|
Forexample, URLs ending in jpg or .qif

[The description already includes a picture URL for my item.ﬁ

[] et Picture Show ($0.29) Check to add Web addresses.
Multiple Pictures will appear in a slideshow player at the top of the item page.

Slel8z{=A/EW Enter your picture URL here.

Specifying the Listing Layout and Options
Next, you can specify your listing layout and options. Scroll down the page a little further (see
Figure 5-12).
These are the options you’ll find in this area:

Listing designer For ten cents you can select a theme—colors and border styles—and a
layout, which defines where the pictures sit in relation to the text. Use the
Preview listing link to see what it will look like.

Increase your item’s In this area you can select a variety of options related to how and what

visibility will be displayed.

Remember my selections  Check this, and eBay will save your selections for subsequent listings.

Preview your listing in This area shows you what buyers will see in the search results or when

search results they are browsing categories. As you make selections below, this area
changes to show you the effect.

Gallery Select this and your picture will appear next to your product title in the
search results.

Subtitle Here’s another chance to enter a subtitle to appear under your title.

Bold Add bold text to the item title.

Border Place a frame around your listing.

Highlight Put a colored background behind your information in the search results.

Show as a gift Puts a little gift-box icon in your listing. Plus, information about gift

wrapping, express shipping, and shipping to the gift recipient will be
added to the product description.

Gallery Featured Adds the standard Gallery feature, and the listing will sometimes appear
above the main listings, in the Featured area.



CHAPTER 5:  Listing Your Items Effectively

Featured Plus This adds your listing to the Featured area, though without a picture.
Home Page Featured Select this and your product may appear on the eBay home page.
Page Counter Click the Change link to see page-counter options. A page counter shows

how many people have viewed your page. Probably not a great idea, as

it may sometimes indicate to someone that few people are viewing your
pages and lead people to hold off bidding until later. You can, however,

add a hidden counter; you can see the results, buyers can’t.

Click the Continue button to save your settings.

Listing designer = Minimize

Listing designer ($0.10)
Get bath a theme and layoutto complement your listing.

Select atheme Select a layout
[ New (109) v

Phota on the left
Fhoto on the right
Fhota on the bottam

Accessories for'Women
Anirnal Prints

Fhoto on the top

Autumn Leaves

Baby-Clothes
Baby-lcons []5et my picture to standard size. See example.

Baky-Infant

|€

Preview listing

Increase your item's visibility

[ Remember my selections in the section below.
Selections will be saved for the next time | list.

Preview your listing in search results

Itemn Title Price Bids PayPal Time Listed
This iz an example with Gallery $rx = B Apr-1521:08
Canon PowerShot 50110 3MP .
== Disital Elph wi 2xOpticalZaom s 2 Ap1sIrm
This is an example with Bold $rx = Apr-15 2118

[ Gallery ($0.35)
Add a picture preview and be on display in the Gallery!

Hle{U{AMPA Now you get to specify your listing layout.
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Providing Payment, Shipping, and Returns Details

Finally, time to enter payment and shipping details (see Figure 5-13).

1. If you set up a PayPal account and changed your preferences earlier (Chapter 2) you’ll
see PayPal included. You can click the Add other payment methods link to choose
Money Order/Cashiers Checks, Personal Checks, and, if you have a merchant account,
Credit Cards.

2. By default, Will ship to the United States is selected; click the check boxes for other
areas if you want to ship to them.

Payment methods =) Minimize

Chaoose the payment methods you'll accept fram buyers.

Pepiall

ou have opted to offer PayPal for all your listings. Edit preferences

‘/PayPaI(:

preferences
Mo account needed. Fees may apply.

) payment notification will ga to; | puresaunai@ichannelservices.cor| Edit

Add other payment methods
For example maney arder or persanal check

Ship-to locations *Feduired 2] Minimize

@ Wil ship to the United States and the following (check all that apply):
Reach more huyers - learn more about shipping internationally.

[wordwide  [JAmericas [ Europe [Asia
[ canada [ United Kingdarn ] Australia
[ Mexico [ Germany [Jdapan

O Wil not ship - local pickup only
Specify pickup arrangements in the Payment Instructions hox belaw,

Shipping & sales tax * =] Minimize @ Live help

Specify a flat cost for each shipping service you offer, ar have costs calculated automatically hased on yvour package and the
buyer's address. Learn more about specifying shipping costs.

Flat: ) | calculated:
same castto all buyers based on buyer's address ‘

Domestic Shipping (offer up to 3 services)

You have selected not to specify shipping costs. Buyers
will contact you directly.

Add service

[ = . n
- Eesearch domestic rates and services

International Shipping (offer up 1o 3 services) '- Eeszearch international rates and senvices

Add service

Shipping Insurance
Mot offered. Chanoe

Sle{U{MMEY Enter payment and shipping details here.
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3. If you don’t ship your products—but expect people to pick up locally—click the Will
not ship—Ilocal pickup only option button.

4. There are two ways to specify shipping costs, Flat shipping rates and Calculated
shipping rates. We’re going to look at this issue in a moment.

5. We looked at Sales Tax in Chapter 3, so your tax rates are probably already set.

6. Specify your Return policy (see Figure 5-14). If you’re willing to accept returned items,
click the Returns Accepted check box; you can then select the return period and how
money will be refunded, and enter Return Policy Details text.

7. Enter Payment instructions. The clearer you can be, the better. Don’t make people
guess at how you want them to pay you.

Return policy

[ Returns Accepted - Specify a returt policy. Learn More.
Itern must be returned within

Refund will be given as

Return Policy Details
none Change

Payment instructions =] Mlinimize
Give clear instructions to assistyour buyer with payment and shipping.

Increase sales by offering a shipping discount in your description for multiple item purchases.

500 characters left,

Buyer requirements Edit Preferences X Minimize

‘You hawe no buyer requirements set.

l(Back] [ Continue » ]

Hle{U{AM/PY Finally, enter the return policy, payment instructions, and buyer requirements.
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If you are creating a test listing and want to bid on it, you must, according to eBay’s policies,
create a buyer requirements exemption list, which you can do on the Buyer’s Requirements
page. This defines which accounts may bid on your product. Click the buyer requirements
exemption list link, then, on the next page, click the Add an item to my Pre-approved Bidder/
Buyer List link. Create a test account that will be used to bid, then place it into this pre-
approved list of accounts that may bid.

8. It’s worth blocking some buyers. On the Buyer requirements line, click the Edit
Preferences link. You can block buyers based on these criteria.
B Buyers in countries to which I don’t ship.

B Buyers with a negative feedback score; either this is a new buyer with some bad
beginner’s luck, or this guy has real problems.

B Buyers with unpaid item strikes.

M Buyers who may bid on several of my items and not pay for them; be careful
with this one; there may be a good reason why people would be bidding on a lot of
your items.

B Buyers without a PayPal account.

Entering Your Shipping Information

Let’s look at how you can specify shipping fees. First, we’ll look at Flat shipping fees. Click the
Add service link in Figure 5-13, and you’ll see a new drop-down list box (Figure 5-15). You can
add up to three services like this for each of domestic and international shipping.

note See Chapter 4 for a discussion of shipping issues.

Simply select the service from the Domestic Shipping drop-down and the price for that

method. Then click Add service if you want to add another method.

Domestic Shipping {offer up to 3 services)

Flat: | calculated: )
zame costio all buyers hased on buyer's address

" Hesearch domestic rates and semices

LIS Postal Service Parcel Post V| 3 | |

Add service  Remove service  and have huyers contact me later

SI{U{AM/IY You can add up to three different domestic shipping services and three

international.
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Entering Calculated shipping costs is a little more complicated. eBay can calculate costs
based on the location of the buyer and the information you provide. It can calculate for a variety
of UPS and US Postal Service shipping methods; the buyer selects the method and eBay
calculates the costs. Click the Calculated link to see the area shown in Figure 5-16.

Here’s how to use this area:

1. From the Estimated Weight drop-down list box, select the shipping weight of the
product and shipping materials combined.

2. From the Package Size drop-down, select the package type or size. For information on
specifications—for instance, what is a Large Package—click the Weight and size help
link.

3. If the product doesn’t match any of these options, click the Irregular or unusual
package check box.

4. Click the Add service link to see the Domestic Shipping drop-down list box, and select
a shipping method.

5. Use the Add service link to add up to three domestic shipping methods and three
international shipping methods.

Flat:
same costto all buyers

Calculated:
based on bhuyer's address

EstarEned Welght Backage Slee - ': Preview rates that will be shown to buyers.
11b.orless vl | FPackage (or thick envelope) v|
Weight ahd size hel [ Irregular or unusual packane

Domestic Shipping (offer up to 3 services)
US Postal Service Priority Mail v

Add senice  Remove serice  and have buyers contact me later

International Shipping (offer up t0 3 services)

Add service

Packaging & Handling Fee  Shipping Insurance
§0.00 Change Mot offered. Chanoe

Seller ZIP Code
20203 Chanoe

Hl]U{MMI:Y Setting up calculated shipping costs
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6. Under Packaging & Handling Fee, click the Change link and add how much you want
to add to the calculated costs to pay for your packaging and the time it takes to handle
the shipping.

7. Under Shipping Insurance, click Change if you want to allow or require buyers to
purchase shipping insurance; this will be calculated automatically, according to the UPS
and USPS rates.

8. The Seller ZIP Code should already be correct, based on the ZIP code you entered on
the previous page. If not, click the Change link.

Reviewing and Submitting Your Listing

This is the final step; on the next page you can review your submission. We suggest you look
through this carefully; it shows exactly what will be in the listing and under what conditions it
will be run. You can edit anything from this page if you find a mistake.

Look carefully at the fees to make sure you know what you’re being charged for the
insertion, then click Submit Listing and you’ve finished.

Now you can sit back and wait. Don’t expect to see people bidding right away; in fact, many
people hold off bidding until the last moment. So don’t be discouraged if you don’t see any
action until the last day. In the meantime, read on to learn how to monitor, modify, and manage
your listings.



Chapter 6

Monitoring, Modifying,
and Managing Sales

You’ve listed your items . . . the game is on. Now it’s a matter of waiting to see what happens
and reacting when it does. Of course, what you’re hoping is that you get the price you asked
for, and quickly, or that your product is bid up way above what it’s reasonably worth. Someone
wins, you take your money, and you ship the product.

Actually running an auction is a little more complicated than that. How do you keep an eye
on the auction? What if you feel you need to modify your listing? How about ending the auction
early or handling bids from members you don’t feel particularly comfortable with? There are
many possibilities, so this chapter explains how to monitor, modify, and manage your auctions.

Checking on Your Listings

You’ll find information about your listings in your My eBay page, as in Figure 6-1. You can
quickly scan down this page and see the Quick Stat summary of what’s going on in your page.
This area is broken down into several areas:

B Scheduled Listings Listings that have not yet gone live
Active Listings Those that are currently live
Ended Listings Listings that ended, whether sold or unsold

Sold Items Items that have been sold but not yet processed

Sold Items: Past Due Items that have been sold but that have not been paid for within
the allotted time

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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2 My eBay Selling Manager Summary for dealndayton - Microsoft Internet Explorer

i File Edit View Favorites Tooks Hebp #
@Ba:k = @ B @ :;j] psean:h \;r'\‘(Favurles @ ﬁv \_; ] - _/ ﬂ .'3
e ] bk ooy comfsl o 5281 dyeeySeligsummary _F|Be ; Googe- | Z

My eBay Views Hello, dealndayton (26 ) &= me

My Sunimary
ity - Summa
All Buying ry
= Watching =
= Bicdiru Lastupdated on Ape-17-05 17:41:41 POT.
= Hest Offers
= Won Quick Stats GMS #olistings  picture Manager 1MB
(- DintWin | Scheduled Listings 0 |« Mumber of Pictures 3
Selling Manager ® Sharting within ths next ol 0 = Space Used 3.8%
= Starfing fod: 1] i
e Sthaduled Adiust ry storae space
B Airiel Active Listings 407,00 6
= %ﬂld = Closing within the newt hour o  Cross Promotions
=
= Archived = Closin _!Dd " 0fa CID 0 items have had their ended cross-
= Piciure Manager © ltems with Guestions 0 promofions replaced
. Me s Ended Listing 104 = @ 0items have manual cross-promations
My Messages
i R Sold tems $216.50 5, gecé":” i i
- ems have automatic cross-promotions,
All Favorites. = fwvaiting Payment basud i -
3 3 your default cateqory seffings
« Searches . Bugers with combinable 1
. Caleqories aida o shin " allyour cross-promotions
E [ — 0 Wiew the stalus of [ GIT : I
L sl S aab LS e » Baid andwaiting for medbatk ol® Change your default cross-promotions
My Account = Paid and shioped 1 | = Change your cross-promotion prefarences
Per: 1 Irifi I
. AAectds Sold tems: Past Dus §76.00 1
. iptioe . Mnpaid and efigible for Unpaid 1
» eBay Preferences ltem reminder
« Feedback , Lnoald llern dispy itiry 0
« Seller Account YOUF response
T e R T |
Iric 3 o
g D Iriemel A

Hle{S[x{=-%M Monitor your sales in the My eBay page.

Click on any of these links to see the actual listings and orders (we’ll be looking at how to
process orders in Chapter 7).

Changing a Listing
You can modify your listing even after you’ve submitted it, but there are some rules about what

can be changed when. You can’t change the selling format at any point once listed, but you can
do the following:
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Add to description Place in Add optional
Any change (not modify or remove  second selling
you wish info) category features
12+ hours before 4 4 4 v
closing, no bids
12+ hours before x v v v
closing, bids received
Less than 12 hours x 4 4 v
before closing, no bids
Less than 12 hours before x x x v

closing, bids received

Here’s how to make changes to your listing:

1.
2.
3.

Open your My eBay page.
Click the Active link in the My eBay Views to see all the items currently selling.

Find the item you want to modify and click the little down-arrow button at the end of the
listing line (Figure 6-2).

Click Revise if you want to make multiple changes or to change the description, or click
Add To Description if a bid has been received or it’s less than 12 hours before closing—
you’ll be able to add to the description but not modify what’s already there. Select Edit
Promotions to modify the cross-promotions set up with this product.

Canceling and Rescheduling Listings

If you have scheduled a listing but it has not yet started, you can cancel or reschedule it at any
point up until it begins; click the Scheduled link in the Selling Manager area of the navbar on
the left side of the My eBay page. But what if it’s already begun running? It is possible to cancel
a listing even after it’s begun, under some conditions.

tip

There’s one reason that is not all right to cancel the sale: you cannot cancel a sale simply
because the bids are not high enough. You need to either use a reserve price or establish

a reasonable minimum bid, but once you place a listing you have committed to sell. If you
cancel an item for this reason (in particular, if you do it repeatedly), you may be penalized.

eBay understands that sometimes there are good reasons to cancel a sale, such as these:

B The item is no longer available for sale.

B There was an error in the starting price or reserve amount.

13
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2 My eBay Selling Manager Active Listings for dealndayton - Microsoft Internet Explorer
: File Edit View Favortes Tooks Help

E@Ba:k' e' Ia @Lh psean:h 'x;r'\‘fFavurles @ 8'; ,_1 '_’.ﬂ.ﬁ

i hddress |aéj l‘\ttp:,l’,l"cg's.ei:lay.u_ " ,; 15APL diFhayED tivel geh STRK:ME:LALK v| G Google- | L
A
®  homs | pay| sewices | site map [Start new search [ Search |
mm USRI Community Help Advanced Gearch
Hello, dealndayton! (Sicn out) Powered =
Home > My eBay > Selling Manager > Active =3
&9\
B -
—N
——— = = £ o’ =)= —
— (Mcre Expesure
L He"o’ dealndayton @ * ] 9“‘3 B
My Sumimary
L P Active Listings (6 listings) .
All Buying Once a listing ends, itwill move into Sold or Uinsold listings depending on whether you have a buyer. aﬂlﬂl LGl
-“B‘fggw Show. Al | Auctions | Fixed Price | Store liems
« Biddin
= Best Offers 1 Item ID Format CurrentPrice Ausilable Oty Bids » of Watchers Reserve Price | Action
ion
. idn't Win [0 MaGowan Diamond Electric Knifs Sharpener -
I ey 5673341522 B $26.00 1 3 1 = dd18h 38m
Selling Manager
= Scheduled [ ColorCast4.56t O oaster
« Active Sell Similar ¥
» Sold 5573841524 B $86.00 1 3 o F63.00  4d 13h 38m
= Unsold [ Pyrex14 Piece Bake and Sorve Set g
= Achived | Sell Simitar 4
= Pict &l l 5573841525 B $76.00 1 3 0 4d‘|: -
My Messages O Color Cast 701 Oval Roaster | Add Ta Description
|
5673841812 B $76.00 1 3 o - 2d1Enditem
All Favorites | Edi i
« Searches [ Pyrex18 Piece Bake and Serve Set |
= Sellers 5573841413 B 486.00 1 3 (1] - 2d19h 38m
« Cateqorias
e [] Avantl 1.7 CuFL Compact Dorm Refrlgarator | |
Iric b 5
g B Iriemel A

Sle{Ux{=A:®W You can modify a listing here.

B There was an error in the listing.
B The item was lost or broken.
B You discovered that the item is a fake or non-functioning.

B Sickness or family emergency stops you from shipping.

In order to close an item, find the item you want to modify and click the little down-arrow
button at the end of the listing line (Figure 6-2); click the End Item link.
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tlp You can also choose to end an auction and sell to the highest bidder so far.

If there are no bids, the listing is simply removed. If bids have been received, the listing
remains but with a notification message explaining what happened.

Reviewing the Auction Status

You can watch the auction in progress, of course, and see how bidding on your listing is going.
Here’s how:

1. Click the Active link in the My eBay Views to see all the items currently selling.

2. Find the item you want to review and click on the number of bids in the Bids column
(see Figure 6-3).

3. The Bid History page appears; see Figure 6-4. This page shows you who has bid, and
how much.

4. Click on a bidder’s name to see their profile (Figure 6-5).

Q note Youwant to be sure that the bidder is going to follow through—that he will pay and isn’t
out to scam you in some way. Of course, the more expensive the product, the more of a
concern this is.

5. You can review bidders in various ways:
B Look at the Bid Retractions; does this bidder have a habit of bidding and then
reneging on the bid?

B Look at the Feedback Score; are there many negative ratings? If necessary, scroll
down and see the feedback comments. Is there a trend? A common theme?

Active Listings (G listings) . "
Once a listing ends, it will move into Sold or Unsold listings depending on whether vou have a buyer. g5 Brint Customize

Show: ANl | Auctions | Fixed Price | Store ltems

F Item ID Format  Current Price Available Oty Bidz # of Watchers Reserve Price Time Left = Action
[ MaGowan Diarmond Electric Knife Sharpenear
Sell Similar
5573841523 » $26.00 1 {?_") 1 - 4d18h48m

M1 malar ract 4 &0t Mwal Practar —

Hle{V]3{=:% W Finding the bid history; click the number of bids.
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Bid History ltem number: 5573841523
Email to a friend | Watch this item in My eBay

ltern title: MaGowan Diamaond Electric Knife Sharpener

Tirme let. 4 days, 19 hours 44 minutes 21 seconds

Only actual bids (hot automatic bids generated up to a hidder's maximum) are shown, Automatic bids may be placed days or
hours hefore a listing ends. Learn mare about bidding.

User ID Bid Amount Date of bid

sumakimi {27 U5 §26.00 Apr-15-0513:59:44 PDT
tshiprmandd {23 S §25.00 Apr-15-0513:56115 PDT
sumakimi {2 Us 1400 Apr-15-0513:59:36 PDT

See how to cancel bids ifyou need to.

H[e{V[{A W The Bid History page

B Look at Member Since; has the bidder been a member very long? You may also see
a New Member (a member who joined within 30 days) or Changed ID icon.

B Click the ID History link; has this person been working on eBay under different IDs?
‘ p Just because someone has some bad reviews doesn’t mean you shouldn’t sell. If someone has

I\ five bad reviews out of five thousand, it doesn’t mean much. If someone has five bad reviews
out of six, there’s a problem!

&

6. If you want to follow up with a bidder, click the Contact Member button. You’ll be
able to send an e-mail through eBay to the bidder. If you wish, you can request a phone
number or e-mail address so you can communicate directly.

Member Profile: sumakimi (2)

Feedback Score: 2 Recent Ratings: — — — Member since: Feb-21-03
Positive Feedback: 100% ag ag B Lacation: United States
fonth g Months 12 Months « ID Histo
Members who left a positive: 2 = iz
Members who left a negative: 1] @ positive ! 13 14 = lterns for Sale
All positive feadback recaived: 14 © neutrsl v v . % aditolRavoniieiSellers
@ negative 0 0 i
Contact Memb
Leatr about what these nurnbers mean. Bid Retractions (Past 6 manths): 0 =t oS

Fle{U{E W The Member Profile page for one of the bidders
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tlp You can also tell eBay to show you the e-mail addresses of people who bid on your listings.
Click the eBay Preferences link on the left side of the My eBay page. Check the Show User
IDs and email addresses check box and click the Apply button.

Canceling a Member’s Bid

If you decide that you really have to cancel a bid because you simply don’t trust the bidder, or
perhaps you cannot make contact with the bidder, or maybe even the bidder has asked you if you
would cancel his bid, here’s how to do it:

1.
2.

note

P
_

4,
5.

6.

Copy or note the Item ID—the ID of the listing.
Open the Bid History page and note the User ID of the person making the bid you want
to cancel.

1t’s possible for a buyer to retract a bid, but that doesn’t look good on the Member Profile.
So some buyers will ask the seller to cancel the bid instead.

Click the cancel bids link.

Sometimes eBay cancels accounts if the members have been up to no good in some way.
You may get a message saying a bid has been removed due to administrative cancellation.
In the Cancel Bids page, click the cancel bids link.

In the following page, enter the Item Number (the Item ID), the User ID, and a Reason
for cancellation (a message up to 80 characters).

Click the Cancel Bid button.

Blocking Bidders

You can also block members from bidding on your items. You can do this to carry out private
auctions, for instance, or perhaps to block a member whom you’ve dealt with in the past and
want nothing to do with any more!

Near the bottom of the My eBay page, you’ll find a Block or pre-approve certain bidders
link. Click this to find the Buyer/Bidder Management page (Figure 6-6).

Much of what we’ve covered in this chapter won’t be necessary most of the time. Hopefully,
all you need to do is check on your listings now and then, and then manage the sale when it

closes .

.. which we’ll cover in the following chapter.
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~ Click here to stop a member from Click here to create a list of members
bidding on any of your listings who may bid on a particular item

3 Buyer/Biddaer Managemant - Microsoft Internet Explorer

© Fie Edi  View Favorbes  Toos  Heb
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Hc{8{:®: W The Buyer/Bidder Management page.
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hen your auction ends, you’ll have plenty to do. Luckily, eBay provides lots of handy tools

to automate the entire process, from immediately after the listing has ended to once you’ve
shipped the product. And if you’re taking payments through eBay, you’ve even got a fantastic,
automated tool for printing shipping labels and paying for shipping, in seconds.

In this chapter you’re going to learn what to do once someone’s bought the product you’ve

just sold; how to send an invoice asking for payment, what to do when the payment arrives,
how to ship the product, and how to leave feedback for the buyer. We’ll also cover that critical
subject, what to do when someone doesn’t pay!

Viewing Your Sales

To find your closed sales, open your My eBay page and click the Sold Items link in the Quick
Stats area. You’ll see a list of buyers (Figure 7-1).
Notice the icons at the top of some columns; here’s what they indicate:

.@) The number of e-mails sent to the buyer.
._?__;;f) The buyer has completed checkout.

[ %J The buyer has paid.

) You have shipped.

[ {3}, You have left feedback.

I @ The buyer has left feedback.

& You’ve placed a Second Chance offer.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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iggjplttl:g:lj(?sﬂ;l?ﬁ)ems by customizing and sending sales records o your buyers. %M Ll
Show: Al | Awaiting Pavment | Awaiting Shipment | Paid & Shipped Feriod: | Last 31 days v|
[ Record= Buyer Ernail/ID Sale Date Iléj .-a;;"/; %} 'f_-f_i) 'i-_i_i‘) '._(;))A éﬂ}
O 310 tshipmand4 tshipmand4@yahoo.com) (2} Apr-13 o .@ : )

(6572066477) Color Cast 78t. Oval Roaster iy
F 312 sumakimi (smackimmie@hotmail.com} (2) Apr-13 o : )

(6572066475) Fyrex 18 Fiece Bake and Serve Set iy
O 311 tshipmand4 tshipmand4@yahoo.com) (2} Apr-13 o

(6572066472) fwanti 1.7 Cu. Ft. Compact Dorm Fefrigerator iy
| Change Stetus v [ Setect | [ Fesdback | [ Setsimiar | [Reiist | [ Archive | [ Download | [ Addnte |
tgd e W Oln W Weims dprnie WBELSL  ORESGBEC o

E Unpaid Iterm Remindar Sent @ Final Walue Fee cradited @ Final Walus Fee cradit not granted

Flc]V[:{=WAM The Sold Items area, where you can see all your pending sales

Completing a Sale

Here’s the process used to complete the sale:

. Calculate the final charge and ask for payment.

. Wait for payment.

. Ship the product.

. Provide feedback to the buyer, and ask for feedback from him.

B W N =

We’ll look at this process step-by-step.

Calculating the Final Charge and Asking for Payment

You may recall that there are two ways for the buyer to learn the final payment:

B The buyer sees the final payment when the sale is complete because
Pay N
shipping charges are added automatically. The buyer receives an e-mail, ﬂ
with a Pay Now button.

B You have to tell the buyer what the charge will be because you add charges after the sale.
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In the first case, the buyer may well pay before you even review the auction. But in the
second case—if the buyer hasn’t yet paid—you should send an invoice. Here’s how:

1. Inthe My eBay page, click the My Summary link at the top of the navbar; you’ll see the
My Summary page (see Figure 7-2).

2. On the I am awaiting payment for x items line, click the x items link. You’ll see the
Items I’ve Sold table (Figure 7-3).

2 My eBay Summary - Microsoft Internet Explorer

§ File Edt View Favorites Tools Help I
Q- @ M A G P e @ 25 - KB
§ Address | @] bittp:jry. ebay comjws/eBayISAPL. dITMyeBayaL ogLID=desndaytonsCurrentPag yRssPac STREMELNLE v_j| Go
Al
My eBay Views Hello, dealndayton (26 &% ) (= me =
M Sumrng
e — Summar:r Cusfomize Summary —
All Buying My
= Waiching (1)
= Biddin i
< DastOics Q eBay Toolbar is a free tool for all mambers, Download how!
= WWion S
= DidntWin Buying Reminders (Last 31 days) A (Y30
Selling Manager There are currently no Buying Reminders 1o display.
w Scheduled
» Artive T
« Sold Back o o
5 MME‘ Selling Reminders (Last 31 days) I
TR § lam awaiting payment for & items,
My Messages [ | need to ship 1 itern and print shipping label.
SRR 7% | need to leave feedback for & items,
Bl Favorites
| sold are eligible for Second Chance Offers.
« Searches & 3lems 4
= 50-3”5’-% 4 Picture Manager (1 ME) | Number of pictures: 3 | space used: 3.9% | Adjust my storage space
.
M Back o oo
= Persanal Infarmation AT
» Addresses My Messages DI
» Manage Subscrinfions
« eBay Preferences “fou have no new or flagged messages,
» Feedback
= Seller Account Back to fop =
£ D Interret |

FlelV]:{=wA~8 The My Summary page
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|:| n@l;resauna 9 1 $50.99

= 0 Apr-17 | Brint Shipping Label ™ ! < 1 N
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0 t(z;linmandd » 1 g1850

Awanti 1.7 Cu. Ft. Compact Dorm Refrigerator (S572065472)

= 5 Apr-13 Send Irvoice | i [ ki N

[ sumakimi (2 2 1 $86.00 - 5 Apr13 Send Invoice % UL WV
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tshipman44 ~ - Mark As Payment w v,

O o S 1 §7600 5 Apr-13 SEreD ; @ Y]

ColorCast YOt Oval Roaster (5572065477)

[ Remove | [ Addhate | [ Print Shipping Labels |

Legend: }5 Auction Format =38 Store Inventory Format Fixed Price Format .ﬁ-ﬁ Second Chance Offer
‘gﬂér Checkout Complete g Paid @ Shipped En\? Feadback Left O Feedback Received ) Relisted

S[elV]: =W The Items I’ve Sold table

3. Find the item you want to work on and click the Send Invoice link under the Action
column. You’ll see the invoice page (see Figure 7-4). If the buyer has purchased more
than one item from you, you’ll see a slightly different page—the Combine Purchases
page. It’s almost exactly the same, except each of the items is shown on a separate line.

You can see the form displayed if the buyer has multiple purchases in Figure 7-5. You can
modify the shipping fees accordingly in this form.

4. If you were presenting the buyer with shipping options, then the buyer will have already
made a choice. Otherwise, you can enter a shipping fee, and of course the buyer will be
notified of this fee when receiving the invoice.

5. Click the calculator icon to open the Shipping Calculator (which we discussed in
Chapter 4).

6. Adjust the Shipping insurance as required.

7. If you have to charge Sales tax, select the state and enter a percentage; also, if the state
requires that Tax applies to the subtotal + shipping and handling, select that check box.



CHAPTER 7:  Payment, Shipping, and Feedback 83

23 Send Invoice to Buyer - Microsoft Internet Explorer

© Ble Edit View Favorites Tools  Help &

Q- Q HNRA G P Yoo @ R-5 @ [JE B

: Address |.&j http:/jpayments.ebay comws/eBay15apL.dl v| Go
Send Invoice to Buyer _

Review or update the information below. ¥¥hen voure done, click the Send livoice bution and eBay will mail an invoice to your buyer.

Buyer: 5281john (D) 8
Zip Code; 80203 (for shipping calculations)

* Please confirm with the buyer.

Enter Payment Details

Select ftem # fem Title Oy Price Subtotal
5574503646 Pyren 18 Piece Bake and Serve Set 1 LIS §74.99 UG §74.99 -
Subtotal: USs § 74,99
Shipping and handling] Standard flat rate shipping senice Vl Uss !W‘ -j@;
Add another
hi Insutance: | Optional V| U8$ir ‘IEI.UD|
Sales ta 'No Sales Tax _V-l | D.U| %

O Tax applies to the subtotal + shipping and handling

Enter Pay 1 tions & P I Messag

Give clear instruclions to assist buvers with payment, shipping, and retums.

PayPal is our preferred mechod of paymwent. Ve also accept A
cashiers checks, personal checks, and money orders.

Expect delays in your shipment if you pay with these Il
et hods . Insurance 1s oprional with any 1cem. I your
payment includes the full price of insurance (a2 noted in |
Note: 500 characler limit

Cl

Hle]V[:{=w~ W The Send Invoice to Buyer page

D Internst

You should provide a customized message. You want to make working with you as easy and
as clear as possible. Create a simple set of instructions to make the process of paying you
idiot-proof. While the old adage, “if you make something idiot-proof they’ll just make better
idiots,” may be true, a personal e-mail from you outlining exactly what to do can go a long
way to making the process go quickly and smoothly.

8. Scroll down and you’ll see the Payment Instructions and Personal Message box; this

contains either a generic message provided by eBay, or the message you customized in
the eBay Preferences area of My eBay (see Chapter 3).

9. By default, the Copy me on this invoice check box is selected, and you should probably
leave it selected (at least when you first start selling).
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A Combine Purchases - Microsoft Internet Explorer
© Ble Edit Wiew Favoetes  Tools  Help

OBa:k - -,“) 3 @ -L;j )t)search "\;"'\T_—'Fmrtes -@ g‘ ._"ﬁ ™ | J ﬁ ﬂ

* Address [ 8] hepsffpaymerks.ebay confwsjeBay1saPLdl | Be

Combine Purchases Al

Review or update the information below. YWhen you're done, click the Combine Purchases button and eBaywill combine the purchases into
one Sales Order.

Buyer: putesauna (0) & '9“’”‘9 |
Zip Code: 80203* {for shipping calculations)

* Please confirm with the buyer. |

Enter Payment Details |l
|
Select lem # ltem Title Oty. Price Subtotal
= 5574433307 Purei 18 Piece Bake and Serve Set 1 LS §74.99 LG5 §74.93 |
B 5574420716 Pyresc 14 Piece Bake and Serve Set 1 US §50.99 UE §59.99 |
recalculate Subtotal: US § 74.99 |
Shipping and handling: Standard flat rate shipping senvice V| us 5| 20.00] -@
Add anoiher
Shipping insurance: |_0_5_:lt|r;ai V| us 5| 'IIII.l]DI
Sales lac | Mo Sales Tex V| | 0.0 g
[[] Taxapplies tothe subtotal + shipping and handling.
Enter Pay | ions & P | Message

Give clear instructions to assist buyers with payment, shipping, and returns,
PayPal is our preferred method of payment. We sl3o0 accept "_\l
cashieras checks, personal checks, and money orders.

Expect delays in your shipment if you pay with these e

&l D Intermet

Hl{Ux{=WAM This is the way the form appears if the buyer has multiple purchases.

Receiving Payment

Next, of course, you’ll wait for payment. When payment is received, you may have to mark
the order as paid. If paid through PayPal, that’s done automatically, but if you are, for example,
processing credit-card orders through your brick-and-mortar’s credit-card merchant account,
you’ll have to mark it as paid manually. Here’s a quick way to do that:

1. Inthe My eBay page, click the My Summary link at the top of the navbar; you’ll see the
My Summary page (see Figure 7-2.).

2. On the I am awaiting payment for x items line, click the x items link. You’ll see the
Items I’ve Sold table (Figure 7-6).
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Items I've Sold (f iterns awaiting payment) @Print m'.é) B4
Showe: All (8) | Awaiting Payment | Awaiting Shipment | Awaiting Feedback (6) Period: | Last B0 days v|
D Buyer ID Format Sty pSr?cl: ;:i—t:el Di% E?:l: Action 'ﬁ)a '\%} '@ ';gy 'Qj J

. [ ] ; o -
[] 5281john (0} & 1 §7489 - ] Apr-18 Frint Shipping Labal | 3¢ ; AN R

Pyrex 18 Piece Bake and Serve Set (5574583646) Mark Az Payment
Received % )

Luresatna
O '“—@ H 1 §74.99 = 0 APEIT | hyark s Shipped
Leave Feedback

Wi Dmeeomand Dredail e

Pyrex 18 Piece Bake and Serve Sef (5574433207

HlelV]{=wA W Click Mark As Payment Received to indicate that the buyer has paid.

3. Find the buyer you want to mark as having paid, and click the down arrow in the drop-
down list box under the Action column heading.

4. C(Click the Mark As Payment Received link.

Shipping the Product and Sending a Notification

L

Once you’ve received payment, you need to ship the product (we discussed shipping in detail in
Chapter 4). Shipping promptly is not only a nice thing to do, it’s required by eBay, PayPal, and
the credit-card companies if the buyer paid with that method. (Even if you received a payment
via PayPal, the buyer may have paid with a card.)

note Why not just take the payment and ship, and forget about changing status? Because hopefully
you’ll be doing so much business that you need to keep all this straight. Changing status allows
you to view products sorted by their status; for instance, you can click the Awaiting Payment,
Awaiting Shipment, and Awaiting Feedback links at the top of the Items I've Sold table to see
Jjust orders with those statuses. Plus, of course, your Final Value Fees are assessed when the
item is sold; if it isn’t paid for, you have to report it as such (as we’ll discuss a little later in
this chapter). These statuses are a critical part of a sophisticated process designed to make
managing your business simple.

Here’s how to print a shipping label and mark the item as shipped:

1. In the My eBay page, click the My Summary link at the top of the navbar; you’ll see the
My Summary page.

2. On the I need to ship x items line, click the x items link. You’ll see the Items I’ve Sold
table; find the buyer for whom you want to print a shipping label and click the Print
Shipping Label link under the Action column heading.
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3. If you have a PayPal account, you’ll see a login page. Log into your account.

4. Choose which shipping method you want to use, U.S. Postal Service or UPS, and click
the Continue button.

5. In the Print Your Label page (Figure 7-7), enter the shipping information, then click
Continue.

When you create shipping labels like this, your buyer will get a confirmation e-mail,
including a tracking number.

6. In the information page that appears, click the Continue button.

7. In the following page, confirm all the details; this page also shows you the charge.

If your browser has a pop-up blocker working, the label window won’t open! Set your
browser to always allow pop-ups from eBay.

3 PayPal - U.5. Postal Service Shipping Options - Microsofl Internet Explorer

: Flle Edt  View Favorites Tooks Help

Qe - © B E Jj }_J Search \‘,i,‘/Favnrltes & :(:g- _; m-LJE B

¢ aciress | 8] Petpsuf . payosd comusiesibinfwebscr B >
U.S. Postal Service - Print Your Label _See Demo ) &)

Create, purchase and print U.S, Postal Service® shipping labels from your PayPal E
account. Enjoy the affordable Postal Service rates without having to leave your
desk.

Shipping tools with U.S, Postal Service are currently anly available for transactions
where both the sender's and recipient's addresses are in the United States,

Address Information

~ Ship From: Peter Kent Ship To: %
Edit this Address 1657 Logan St
Denver, CO 80203 )
United States Address 1: |
Address 2; |
(optional)
City: |

State: v

|(5 or 9 digits)

Country: United States

ZIP Code:

Shipment Options Shipment Options FAG

Service Type: | Soject Service B Choose a diffsrent shipper
Package Size: | Package/Thick Envalope ¥ Learn Mare About Package Sizes

. |

S D et

He]8):{=wAM The Print Your Label page, for shipping via the post office
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8. Click the Pay and Continue button. A secondary window pops up, containing your
label.

9. If you wish to test your printer setup, click the Print Sample Label button. Otherwise,
click the Print Label button.

note You canvoid a shipping label and get a refund within 48 hours of printing the label. Find
the transaction in your PayPal Recent Activity list, click on the Details link, and click the

Void Payment link at the bottom of the page. You can also reprint the label from this page.

10. In the main browser window you have a number of options:
M Print the label again.
B Create more labels for a multiple-box shipment.
B Request a pickup.
B Create a packing slip for the shipment.

Leaving Feedback
Feedback is critical to the entire eBay business model. It’s a way to prove you’re reliable, and
also a way to weed out the unreliable or dishonest members. You need as much good feedback
as you can get, which is why you should reciprocate—provide feedback to your buyers, and
encourage them to do the same for you. Additionally, you should also provide bad feedback
when warranted, to let other eBay buyers know that this buyer did something wrong.

‘ tip Foradetailed discussion of feedback and how feedback scores are calculated, see http://
[\ pages.ebay.com/help/feedback/.

&

Here’s how to leave feedback:

1. In the My eBay page, click the My Summary link at the top of the navbar; you’ll see the
My Summary page (see Figure 7-2).

note Feedback is hugely important to the entire eBay concept, and members recognize this. By
early 2005, eBay buyers and sellers had left each other 3 billion feedback messages.

2. On the I need to leave feedback for x items line, click the x items link. You’ll see the
Items I’ve Sold table.

3. Find the buyer for whom you want to leave feedback and click the Leave Feedback link
under the Action column heading. You’ll see the Leave Feedback form (Figure 7-8).

4. Simply select a Rating, type a Comment, and click the Leave Feedback button.
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Feedback Forum: Leave Feedback heln
Rating other members by lesving feedback is a very important pan offrangaclions on eBay

Pleaze note:
« Once leff, you cannot edit or refract feedback, you are solely responsible for the content.
« s abways basllo keep your feedback faclual] avoid making personal remarks,
o Feedback can be left for at least 80 days following a fransaction,
« |fyou have a dispute, contact your trading pariner to try and resolve the dispute before lesving feedback.

Usaer ID: % Shaow all fransactions
[52atjohn i

ttem Number: |55?458‘3645

Rating: O Positive O Meutral O Megathe & 1will leave feedback later

Comment: |

80 characters lefi.

Leave Fesdback Cangel

Slel¥]: =& The Leave Feedback form

\

p You can carry out all these feedback functions through the Feedback Forum. In My eBay,
W

click on the Feedback link (under the My Account area of the navbar), then click the Go to
Feedback Forum link. Click the Feedback disputes link in the forum page.

s

Things sometimes go wrong, but eBay has thought of everything. What if you get into an
argument with a buyer, things get heated, you both leave bad feedback for each other . . . and
then, after a few days, you both calm down? Was the fight worth the bad feedback? What if you
both decide you’d rather remove the impact of the bad feedback?

It’s possible to do a mutual feedback withdrawal. You and the buyer will have to first agree
to this through e-mail and phone calls, perhaps, then both of you must go to the Mutual Feedback
form and withdraw your feedback. Once both have done so, the feedback points are removed,
although the feedback still appears in the Member Profiles. There’s a time limit to these
withdrawals; you’ve got until 30 days after the feedback was left or 90 days after the transaction,
whichever is the longer.

There’s another way to withdraw feedback, through Square Trade’s dispute resolution
program. This company claims to have managed over a million disputes, involving nondelivery
of goods or services, misrepresentation, improper selling practices, unhonored guarantees or
warranties, unsatisfactory services, credit and billing problems, unfulfilled contracts, and so on.

It doesn’t cost anything to file a case with them. Once you do that, they contact the seller,
and if the seller agrees to mediation, they’ll charge you a $20 fee. The mediation is undertaken
through a web-based chat tool, and the end result may be mutually-withdrawn feedback,
one party withdrawing feedback, or neither party withdrawing; and unlike the eBay mutual-
withdrawal tool, there’s no time limit on this type of withdrawal.

How about if you get retaliatory negative feedback? That is, if you provide negative
feedback for good reason and the seller gives you negative feedback in revenge? It’s not easy
to deal with this. eBay will rarely remove feedback comments. In order to avoid acting as an
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“editor” and thus becoming liable for every slander posted on their site, eBay has to take a
hands-off position and only remove feedback in a few cases:

A court order finds the feedback to be slanderous, libelous, defamatory, or otherwise
illegal.

The feedback comment contains profane, vulgar, obscene, or racist language, or adult
material.

The feedback comment contains personal identifying information about another
member.

The feedback makes reference to an eBay, PayPal, or law-enforcement organization
investigation.

The feedback comment contains links or scripts.

A member accidentally leaves negative feedback for the wrong member.

The feedback was left by someone ineligible to participate in eBay transactions.
Feedback was left by a member with false contact information.

Feedback was left by a member who bid with no intention of completing the transaction,
for the purpose of leaving bad feedback.

As you can see, in most cases, eBay won’t get involved but will point you toward the
mutual-withdrawal process or mediation.

Handling Nonpaying Bidders
Now and then, someone won’t pay. You’ll send e-mails, call perhaps, and still they won’t pay.

They may even tell you they’re going to pay . . . and still they don’t pay. How do you handle
this? There are several ways to deal with the unsold product:

Use the Unpaid Item process. eBay has a process intended to resolve unpaid items.
Relist the item. eBay will let you do this for free any time within 90 days.
Do a Second Chance sale. Offer the item for sale to the next-highest bidder.

Using the Unpaid Item Process

Under the eBay agreement, buyers commit to paying for the product they agreed to buy. If they
don’t pay, that’s a strike against their record that will appear in the Member Profile.

note Thereare alot of rules related to the Unpaid Item Process; read them carefully before

you report the first case. Click the Unpaid Item Policy link on the Report an Unpaid Item
Dispute form.
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You generally cannot file an Unpaid Item dispute for at least seven days after the close of
the sale, but you do have up to 45 days. (You can claim earlier if the buyer is no longer an eBay
member or if the buyer is in a country you clearly stated, in the payment details area, that you
would not ship to.)

To report an unpaid item, view the Items I've Sold table and click the little down arrow
in the drop-down list box under the Action column heading. Then click the Report an Unpaid
Item link. You can use this process to report an unpaid item—in which eBay investigates and
encourages the buyer to pay—and to request an insertion-fee refund.

Relisting the Item

If your buyer doesn’t pay, or even if the product simply didn’t sell, you can relist it at any time
within 90 days. If the item sells the second time, eBay will refund the insertion fees (so you end
up paying the insertion fees just once). You’ll only pay any additional costs—if you add features,
for instance.

tlp Before you relist an item, consider why it didn’t sell. If you list it again and it still doesn’t sell,
you lose two insertion fees. Can you improve the listing title? Add more to the description?
Lower the reserve price?

Here are a few more rules for relisting the item:

B You can only relist the same item for free once.

B The original item, and the relisting, must be in auction of fixed-price format; the policy
doesn’t cover store inventory or real-estate advertising.

B The original listing and relisting must be single quantity.

The relisting starting price can’t be more than the original listing.

B You can’t increase the reserve price or add a reserve price if the original listing didn’t
have one.

B If the item doesn’t sell on the relisting, eBay will not refund the insertion fees.

Doing a Second Chance Sale

Another way to deal with an unpaid item is to do a Second Chance sale to offer it to the other
bidders. Once you’ve written off the first buyer, you can approach the second bidder—and third,
and fourth, and however many more you want—and ask if they’d like to purchase.

Here are some guidelines:

B You should only use the Second Chance method after attempting to resolve the unpaid-
item problem first.

B The price asked will be set to the bidder’s highest bid.

Don’t send more offers than items you have to sell.

B There’s no charge for a Second Chance offer; eBay wants you to sell so they can earn
their Final Value Fee.
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Here’s how this process works:

1. Inthe My eBay page, click the My Summary link at the top of the navbar; you’ll see the
My Summary page.

2. On the x items I sold are eligible for Second Chance Offers line, click the x items
link. You’ll see the Items I’ve Sold (x items eligible for Second Chance Offer) table
(see Figure 7-9).

3. You'll see both the name of the buyer and the item title. Click on the Second Chance
Offer link under the Action column.

4. On the page that appears, click the Continue button. You’ll see the Second Chance Offer
page.

5. You’re about to offer the item to other bidders (you’ll see a list). Select a Duration

for the offer, up to seven days. If the bidder doesn’t respond in that time, the offer is
retracted.

6. Click the check box for each bidder to whom you want to extend this offer.

7. If you want to see a copy of the e-mail, click the check box next to your e-mail address.
8. Click the Continue button.

Now, let’s see what happens when you take what you learned in this chapter and repeat it

over and over, dozens, hundreds, of times. As your business grows, you’ll need to learn about
tools eBay provides to help you. Read on to find out how to scale your business.

Items I've Sold (3 items eligible for Second Chance Offer) @ Frint Customize i_é) b
Show: All (6) | Awaiting Pavment (5) | Awaiting Shipment (1) | Awaiting Feedback (5) Period:
I:‘ Buver ID Format Oty Sale Price Total Price Days Since Sale  Sale Date Action 'E:gja ';%) '@ 'g{) '@) I

[ tshipmandd (23 2 1 $18.50 - 5 Apr-13  |Second Chance Offer % | o 8 [ MINY
Avanti 1.7 Cu. Ft. Compact Dorm Refrigerator (S572065472)

[0 sumakimi (2) £ $86.00 - 5 Apr-13 Second Chance Offer % H S 0@ vy (D S

Pyrex 18 Piece Bake and Serve Set (5572065475)

[ tshipmand4 (7  » 1 §76.00 - 5 Apr-13 Second Chance Offer % " 8 @

G

Color Cast 7Ot Oval Roaster (S572065477)

[ Remove | [ addnote | [ Print Shipping Lakels |

Legend: J® Auction Format oF8 Store Inventory Format Fized Price Format éﬁ Second Chance Offer
ﬁr Checkout Camplete g Paid @ Shipped {\3 Feedback Left O Feedback Received 3 Relisted

FIGURE 7-9 You can see the Second Chance Offers here.
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Chapter 8

Automating and Scaling

f you’ve read the earlier chapters about eBay, you may be wondering, “This is great for listing

an item or two, but what if I have hundreds?” With many millions of products being sold every
year through eBay, there has to be a better way . . . and there is. eBay provides a number of tools
to help you automate as your online business grows.

These tools manage not only listing items, but, if you use the right tool, virtually everything.
You can manage your inventory, list schedules, track sales and post-sales management, and
check reporting. Whatever needs to be done online, you can bet there’s a tool for the process,
whether provided by eBay or another company.

The Different eBay Tools

As your business grows, you’ll find that managing data can become a big headache. Certainly
there are plenty of other headaches—shipping, finding inventory, cash flow, and so on—but just
managing the data can become a huge job. That’s why eBay provides a number of products,
shown in the following table, that you can use to automate sales.

Turbo Lister Uploads listings in bulk. The program runs on Free to all members
your Windows PC. eBay Pitch: List Multiple
Items.

Selling Manager Manages the sales and post-sales process. $4.99/month

Runs online. eBay Pitch: Online sales-
management tool that makes keeping track
of your sales simple.

Selling Manager Pro Includes the features of both Turbo Lister and Free to Seller’s Assistant
Selling Manager, plus inventory-management Pro subscribers and
features, automatic feedback placement, and members with Featured
so on. Runs online. eBay Pitch: Do It All! and Anchor eBay Stores
A powerful way for high-volume sellers to (see Chapter 9).
list, manage sales, and make more informed $15.99/month for others

business decisions.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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Seller’s Assistant Has Turbo Lister features, plus a minimal $9.99/month
Basic number of tracking and e-mail management

features. The program runs on your Windows

PC. eBay Pitch: For the medium seller who

wants to save time.
Seller’s Assistant Pro Offers complete sales management, bulk $24.99/month

listing, and post-sales assistance. The program
runs on your Windows PC. eBay Pitch: For
high-volume and business sellers.

The following table shows how eBay characterizes these tools:

Tool Type of Seller Features
Turbo Lister For any merchant who wants Lists more in less time
to make listing multiple items  (yick1y manages and organizes your
faster and easier listings
Uploads multiple items in bulk
Selling Manager Optimal for medium- to high- Tracks and manages your sales after they
volume sellers have been listed
Can easily be paired with any listing tool
Selling Manager Optimal for high-volume and A complete sales management tool that
Pro business sellers includes all the features of Selling Manager
plus bulk listing, inventory management,
reporting, and automated features
Seller’s Assistant For the medium seller who Offers professional listings, tracking, and
Basic wants to save time e-mail management
Seller’s Assistant For high-volume and business Offers complete sales management, bulk
Pro sellers listing, and post-sales assistance

tip

subscribe.

tip

Visit the Seller Tools page at http://pages.ebay.com/sell/tools.html for all the details and to

Yes, there’s a lot of overlap among these tools. To compare them all, feature by feature, see
the comparison table at http://pages.ebay.com/selling_manager/comparison.html.

The single most important feature you need is the ability to “bulk list,” that is, to upload
dozens, even hundreds, of items at once. But there are plenty of other features. The following
table provides a quick glance at a few, and shows which products have the feature:


http://pages.ebay.com/sell/tools.html
http://pages.ebay.com/selling_manager/comparison.html
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Selling Seller's Seller's
Turbo Selling Manager Assistant Assistant
Lister Manager Pro Basic Pro
Creates fixed-price listings v v v v v
for an eBay Store
Warns when running out x x v x v
of stock
Offers store sales and x 4 v v v
customer information
Leaves feedback in bulk x v v x v
Automatically leaves x x v x x
feedback when buyer pays
Shows monthly Profit and x x v x v
Loss reports
Creates reusable feedback x v 4 x v
messages

eBay provides a special utility to help you pick which tool to use. Visit http://pages.ebay.com/
sell/toolrecommendations.html and follow the steps. eBay will suggest a tool for you to use.

Using Turbo Lister

A good way to get started is by using Turbo Lister. It’s free, and deals with one of the most
troublesome issues, listing many products at once.

Q

W

tlp Go directly to Turbo Lister at the following address: http://pages.ebay.com/turbo_lister/.

S

Here’s what you can do with this system:

Format your description text using a “What You See Is What You Get” design tool
Select predesigned templates for your listings

Preview your listings before you post them

Save listing information to reuse as a template—create it once, use it thousands of times
Edit in bulk—select many items and change all the selling formats at the same time
Save items in an inventory database, and then use the data over and over again

Search your listings, both current and past, to find a particular item

Duplicate and copy listings
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B Upload many individual listings at one time
B Create a backup of your item database
B Keep records of what was listed and when

‘ tlp Even if you’re not working with dozens or hundreds of listings at a time, you may still want to
I\ use Turbo Lister, as it makes the process so simple.
p D

Q

You’ll need a Windows PC to use Turbo Lister. Download the program and install it. It’s
really worth the effort and is very easy to work with. The following steps outline how to use the
program.

1. When you first use the program, run the wizard. Along the way, you’ll enter your eBay
account ID and password, and Turbo Lister will go online to grab your information.

2. You can then import your current listings from the store, if you wish. You can even import
listings that have ended as well. The Turbo Lister window will open (see Figure 8-1).

3. You can now create a single new item (select File | New | Item). But let’s look at how
to create a template, which can then be used to create items time and again. Select File |
New | Template to see the Create New Template Wizard (Figure 8-2).

| Falder List

&3 Templates (0
=12 Item Invertory

10 Imported from eBay (0]
<A My ltems (0)
@ Schedule ta start immedistely when | uplaad to eBay zg:ﬁa’f‘;f:w"}‘:n:p"' lor each listing scheduled to
chedule to stat on - | 41972005 > [D705FM u
Space out mifiple fisings at - [Smindies [ 7] jnksrvals
(Currently signed in as puresauna | 4f19/2005 [ 714 P /él

FIGURE 8-1 The Turbo Lister window
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* Turbo Lister E|

Create New Template ? Heb

To creste a copy of an :

existing item in arother eBay Site

fomat, chck the

"Change Format' ' butten You have choszen to display pour item on ([2E
in the toolbar in the lbem y
Irventony view and

zelect tha new fomat How would you like to sell this product?
[you may have to speciy :
some aditionzl ® Auction
infcemation). Allowes bidding on wour kemfs]. ‘You may also add the Buy [t Now option.
O Fixed Price
Allovs bupers to purchase pour ibem{s) nght avwey ot & price you set. Learn more,
e more

Q Store
Lowier priced listings wilh langer durations thal appear orly in your Store. Leam mors

O Real Estate Ad
Generats mulliple leads for pour real estats property stings, Learn more.

] Sawe the zite and format selechons above as defauks and skip thiz step i the fubre. [You may edit ths
optiot by selecting ‘Took" » '0phors’, 20d 'Selber Options' > Default Ske and Format]

| Cancel | [ Hest > |

Sle{Ul MW Start by creating a template for your products.

If you want to display the items managed by this template in eBay sites outside the U.S.,
open the You have chosen to display your item on drop-down list box, and select Add
site ...

Select one of the listing formats: Auction, Fixed Price, Store, or Real Estate Ad.

If you wish, click the Save the site and format selections check box. All your
subsequent listings will use these criteria until you change the Seller Options in Turbo
Lister’s Options dialog box. Click the Next button and you’ll see the Create a New Item
box (Figure 8-3).

This is similar to entering a listing in the manner you learned in Chapter 5. You’ll
provide an Item Title, and maybe a Subtitle (but remember, there’s a fee for subtitles).

Click the Find Category button to open the box in which you can select a category. It’s
the same concept as in Chapter 5, but with a different tool. See Figure 8-4.

Select a 2nd Category, if you wish. Remember, there’s an additional fee. If you have
a store, you can select the Store Category.
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Sle{U3{X:Z W Enter your item information here.
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FIGURE 8 Selecting a category
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10. There’s also space for an Item Label. This is not part of your listing; it’s simply a
reference you can use to track listings. Click the Next button, and you’ll see the Enter
Your Description page (Figure 8-5).

11. Again, you’ve seen this before in Chapter 5. You’ll enter the description and pictures,
and select various special listing features. When you’ve finished here, click Next to see
the final data-entry page (Figure 8-6).

12. It’s on this page where you enter the pricing, duration, and all the other details we looked
at in Chapter 5. When you’ve set all these items, click the Save button. You’ve now
created a template. Continue with the remaining steps to find out how to use it to create
many listings at one time.

* Turbo Lister

i N e i
au UL LU Step 2 of 3 - Enter Your Description 2MHeln
[ Use Designer Design View | HIML View | Freview
$ fee aocles
| [Times New Fcman [<][nze T+]|® £z U S = = = |i= = &= i
[ 4 @ v o | @y [inees 7]« [l <)% 2
-
.............................................................................................. .
i
i
i
1
O Supersez
[ Ficture Show
O Ficturs Pack
Other Tasks
Change phata hasting
pebretaikgesciplion. Click Here || Click Here || Click Here
Wiews fess woinserta || olnsert 5 || o Inserta
Ml For iz page Picture Picture Picture
Click Here || Click Hare || Click Here
1o nsert a (| o Insert a (| 1o Insert a
Picture Picture Picture
Click Here to Insert Pictres
Click Here || Click Here || Click Here
tolnsarta || o lnsart 3 || o Insart 3
Ficture Ficture Ficure
< I @
| < Previous || Cancel | [ Mewt > |
% |

SlelV[:{=K:2J Here’s where you enter your product description.
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* Turbo Lister rgl
Helpful Tips Step 3 of 3 - Format Specifics 2 He
“oulll be able to preview S
the st fees pliorta. 5 'tP0 Price 3] Bewne $ | [payment Methods | ship-To Locations
uploadng items o eBay Buy It New $|:| m:;diii Payment United States Only
Click on Learn Maore to Disiatics
find cut how eBay fees =
A= ootished O Frivate Auction
Quantity
1 item.
Select Changs to z=1 mudbiitem kstings or lots.
EJ Learn more.
=
Buyer Requirements
Disabled Change
Buyer Financing Options Payment Address Hem Location
Special offes! "@ni‘ﬁldtpy‘\l:ua first purchase'" wil be dsplayed for
tems over $50 (FREE for sellers) Peter Kent Unied States
1657 Logan St Do reit st regionally,
Shipping Costs
Mot specified! Denver CO 80203
Click the Change button to sst up lculated United States
Other Tasks shipping and insurance rates based on your buper’s location Charge
Set defaults Payment Instructions View
Papment Instructions: —
Fel for e paye Rietuin Policy Details Listing Upgrades
Altract more buyers with upgrades ke Bold, Festuied
Plus!, Galery and more...
Change Changs
| < Presious | | Cancel | | Save |

Hlel8[3{=H:Z W Enter pricing, duration, shipping details, payment instructions, and so on.

13. Select File | New | Item(s) From Template, and then select the name of the template
you created.

14. In the box that appears, select the folder into which you want to enter the listings you are

creating.
15. When you click the Save button, the Edit Item window is displayed (Figure 8-7).

16. You can now make whatever changes you want to the listing you’re about to add—

change the description or title, for instance, modify the listing features, or whatever you

want to do.
17. Click the Save button, and the item is placed into the folder you created.
18. Right-click the folder, and select Duplicate Item(s); the Duplicate Item box appears.

19. Type the number of items. If, for instance, you want to list 30 items and auction them
individually, type 30 and click OK. Turbo Lister places all the items onto your list.

20. When you’re ready to upload your items, select the listings you want to upload and click
the Add to Upload button. These are the placed onto the Listings Waiting to Upload

tab. In the confirmation box, click the Go Upload Listings button, and the Listings
Waiting to Upload tab is opened (Figure 8-8).
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Edit Item - Auction Details
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FIGURE 8 The Edit Item window
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21.

22.

Click the Calculate Listing Fee(s) button. Turbo Lister goes online, and checks to see
how much your listings are going to cost you. The fees for each listing are entered into
the Fees column.

Click the Upload All to eBay button to upload the listings.

There’s more to Turbo Lister, of course. In particular, these other features may be of use to you:

Import from a spreadsheet. You can create listings in a spreadsheet or database program,
export the data from that program, and select File | Import Items | From CSV to import
the listings.

Preview listings. Choose the listing, and then click the Preview button.

Create pre-filled items. You can create listings for some classes of products—books,
cell phones, DVDs, music CDs, and so on—and Turbo Lister will fill in some

information for you. For instance, provide a book’s ISBN, and Turbo Lister grabs the
book title. Turbo Lister can insert basic facts—titles, movie descriptions, film credits,
and so on—and even grab images in some cases. Select File | New | Multiple Items.

Using Selling Manager

Selling manager has two versions. The basic version is, according to eBay, intended for medium-
to high-volume sellers, while the Pro version is for high-volume and business sellers. The basic
system—which runs online, through a series of web forms—*“tracks and manages your sales after
they have been listed,” and can “easily be paired with any listing tool,” states eBay (see Figure 8-9).
If you’re using the basic version, you’ll probably want to use Turbo Lister, too.

Sle{V[:{=K:E-W Sclling Manager manages inventory, scheduling, tracking, post sales, and reporting.
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The Pro version, though, has a bulk-listing tool included. It also has inventory management,
reporting, and a couple of interesting automation tools, that none of the other tools has:

B You can create automatic payment-received e-mails and item-shipped notification
e-mails.

B You can automatically add feedback for buyers when the buyer pays.

In addition, it has two reporting tools only otherwise available in Seller’s Assistant Pro:
a monthly Profit and Loss report, and the ability to export to Excel.

Using Seller’s Assistant

Seller’s Assistant is an offline tool (it runs on a Windows PC) that’s described as a product “for
the medium seller who wants to save time.” Seller’s Assistant Pro is eBay’s top-of-the-line
product and is intended for high-volume and business sellers. The Professional version contains
just about everything the other tools have, and more. It can

B Create listings and upload them, en masse
Manage your inventory
Track your sales information

Manage post-sales operations

Do reporting

Seller’s Assistant Basic and Pro are eBay’s all-in-one, desktop listing- and sales-management
tools designed to save time. Seller’s Assistant tools help medium- to high-volume sellers like you
sell on eBay without the need for a constant Internet connection, and can be customized to how
you do business.

Using Third-party Tools
Many other tools are available, provided by companies other than eBay, and are designed to help
you manage your eBay business in many different ways. We recently found 85 different tools.
Some tools attempt to do everything, while others specialize in a certain area, such as inventory
management. Some integrate with QuickBooks, while some are adapted for Great Plains or
Microsoft Office.

—4

&

Selling Solutions link near the top of the page.

There’s also another good reason to use these tools. As your business grows, you may find
that you outgrow eBay. After all, eBay may be a huge market, but it’s not everything. You may
want to run your own web store, feed data to shopping directories such as Yahoo! Shopping and
Froogle (see Chapter 25), sell through merchant sites such as Amazon.com and Overstock.com
(see Chapter 28), and so on. Some of the third-party tools help you do just that.

To find the Complete Selling Solutions list, go to solutions.ebay.com, and click the Complete

103



104 How to Make Money Online with eBay, Yahoo!, and Google

The following products are some of the better-known eBay management tools:

B Andale (www.Andale.com) This company has good research tools, too.

B Marketworks (www.Marketworks.com) One percent of all eBay transactions are
managed by this system. It doesn’t just manage eBay sales, but other channels as well.

M Channel Advisor (www.ChannelAdvisor.com) Also manages other channels.
B Vendio (www.vendio.com) This product is used by 100,000 eBay users.

B HammerTap Manager (www.HammerTap.com) This product also includes auction-
research tools.

Notice that some of these tools are much more than eBay management tools. Perhaps the
best known service provider is Marketworks (formerly Auctionworks). Their products manage
1 percent of all eBay transactions, for around 4,000 eBay merchants; that may not sound like a
lot, but it comes in at around $340M worth of transactions every year. The Marketworks system
(see Figure 8-10) combines the following functions:

B An online store

An inventory management system

Product-data entry

Single-point order and customer management for all the sales channels
Automated data feeds

Reporting tools

For more sophisticated companies, a way to tie in the Marketworks tools with the
customer’s existing systems

- el% >

(100! sHoppiNg ‘ ‘M YOUR STOREFRONT )

—= == _HH
( O\rom \ marke ww,“...mimu /‘ OTHER CHANNELS >

(:"’GOL )8[(3?' D f*“.“‘ < ~~Fr~——0 : Jg'lg"\)
=y e < YAHOO! SEARCH ::‘f o .

HlelV[{XB/Y How Marketworks views their role in online marketing: they want to help data
flow between different channels


www.Andale.com
www.Marketworks.com
www.ChannelAdvisor.com
www.vendio.com
www.HammerTap.com
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What does all this mean? Well, it allows a business to enter and manage all their data in one
place. That data is then fed to their web store, to eBay and Overstock, to the Google and Yahoo!
PPC systems (this component is coming soon), to shopping directories such as Yahoo! Shopping,
Shopping.com, Froogle, and Kelkoo (and they may have already added NexTag and Shopzilla by
the time you read this), and even to private merchant sites (Marketworks has a tool allowing site
owners to create their own Amazon-like merchant sites). They’re also currently in the process of
adding an interface to Amazon Marketplace, and can even feed data to Yahoo! Auctions (though
that auction site is definitely a backwater in the auction world).

When sales are made, the flow of data is, in effect, reversed. Now transaction data comes
from the channels—from eBay, from the web store, from Amazon Marketplace, from Overstock,
and so on—back to the Marketworks tools, where all sales, from all channels, can be processed
in the same way. Without a system like this, your clerical staff will be opening up the different
order-management systems, and processing orders in different ways depending on the channel
from which they come. Marketworks also has advanced inventory-management tools, allowing
you to, if you wish, keep track of which systems inventory has been committed to and lock that
so inventory cannot be listed on other sites.

This system is very much targeted at small and medium businesses. The startup costs vary
from “$0 to $6,000,” based on what you want. Do everything yourself and there’s no fee;
have Marketworks set up and design the store and you’ll pay for their services. Marketworks
charges a 2-percent fee on each transaction, with a $29.95/month minimum, so operational
costs are reasonable, too. Marketworks claims its merchants quickly benefit from increased
efficiencies—one seller, they say, boosted sales from $30,000/month to $150,000/month after
using Marketworks.

If you shop around for a service, check each one carefully. In particular, find out the size of
the company. Some companies comprise just a handful of people, meaning they may be stretched
to the limit supporting their clients (and may not be around next year).

More Resources

For more information, visit the following pages:

B Seller Central page http:/pages.ebay.com/sellercentral/

B Advanced Selling and Seller’s Tools http://pages.ebay.com/sellercentral/techniques
.html

Turbo Lister is a very easy tool to work with—you must check it out. And in the following
chapter, we’ll tell you about another very useful system provided by eBay, the eBay store.


http://pages.ebay.com/sellercentral/
http://pages.ebay.com/sellercentral/techniques.html
http://pages.ebay.com/sellercentral/techniques.html
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Chapter 9

Opening an eBay Store

fter selling through the auction listings for a while, many eBay merchants take the next

step: setting up an eBay store. In many respects, it’s a natural next step. You wet your feet
with auction listings, discover your products are selling, start making money, and now want
more. So you bring in more products and more inventory, and set up an eBay store. But are you
sure it’s the right step? What are the advantages and disadvantages? How will you get people
into your store? These are the issues we’ll cover in this chapter.

Why Set Up an eBay Store?

Should you set up an eBay store? Maybe. Let’s consider some of the reasons merchants do
just that.

M They want a web site. Many merchants begin by selling through the auction listings,
doing well, and then expanding. Selling online is more than just selling in auctions: they
want to create a web site that they can direct buyers to, a site that can be promoted in
many ways (see Chapters 22 to 29).

B 1It’s fast and cheap. Merchants can set up a web site through eBay very quickly and
affordably.

B Merchants want to sell accessories. A merchant may sell digital cameras through the
auctions, then direct people toward their store where they can sell them accessories such
as batteries, memory cards, camera cases, and so on.

B They want to sell many fixed-price items. A merchant who sells mostly fixed-price
items may find it easier to do so through a store.

B Merchants can sell multiples. More like a regular store; merchants attempt to sell as
many of each product as they can. Thus, they’re not just selling “one off” products.

B Insertion fees are very low. A merchant could list a thousand products for a month for
just $20.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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Final Value Fees are much lower. As long as the buyer comes directly to a merchant’s
store and not through eBay, Final Value Fees are considerably lower.

Merchants end up selling to repeat customers. Why should a merchant pay high
Insertion Fees and Final Value Fees if they’ve done a good job of bringing customers
back to their site?

eBay Stores is turning into a destination. More people now know about eBay Stores,
and eBay is doing more to educate people about it. So having a store provides another
way to reach people.

eBay pays 25 percent of a merchant’s advertising. If a merchant owns a store, eBay
will pay up to 25 percent of the cost of placing ads in newspapers and magazines.

Of course, there are always disadvantages to any choice in this world. Take, for example,
the following:

Final Value Fees are higher. If the buyer gets to a merchant’s site after arriving at either
the main eBay or eBay Stores site, the Final Value Fees are higher.

Store listings are not found in the main eBay site as easily. Searches through eBay.com
mostly find listings in the auctions. eBay Stores listings are only included if there aren’t
enough matches.

Pushing People to Your Store

If you set up an eBay store, how are you going to get people to visit it? There are two ways
people can arrive at your store: through eBay’s efforts, and through your own.

(&

i~ If you wish, you can create a domain name and point it to your eBay store—for example,
tip ! . .
instead of typing http.//stores.ebay.com/really-cool-toys, your clients would only have to type
really-cool-toys.com. To learn more, click the Register your domain name link in the Manage
Your Store area of your My eBay page.

In the early days, eBay Stores was a little-used backwater. These days it’s much better
known, and eBay is doing more to let people know it exists and push people toward it. eBay will
direct people to your site in the following ways:

By including a little eBay Stores link in the Specialty Sites box at the top of the eBay
Home page.

By including various eBay Stores links in the Other Ways to Browse box at the
bottom of the main Buy page.

By including the Visit this seller’s eBay Store! link in st this seller's eBay Store!
the Seller Information box at the top of the items listed Buy Essex
in auctions by eBay store owners.
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B eBay store items are included in search results when eBay can’t find enough auction
listings that match.

B Products are included in the More on eBay box in auction search results (see Figure 9-1).

\

N

Ip To find out about the many different ways you can promote your web site to the world—from
Pay Per Click to community sites, and from shopping directories to marketing messages
placed into your packaging—see Chapters 22 to 29.

&S

Of course, since this is your store you’ll have your own URL—http://stores.ebay.com/
storename—so you can guide people directly to your store. This way, you can market directly to
people, and cross-promote from your eBay listings. For instance, you can

B Promote your store in all your auction listings, prominently and multiple times.
Promote your store in your eBay auctions About Me page.

Use various eBay marketing tools (see Chapter 10).

Market directly to existing customers through postcards and e-mails.

Use Pay Per Click systems (see Chapter 22).

Include your store’s URL in ads.

Promote your store to customers with in-packaging flyers.

Remember, this is your web site. You can promote it in any manner you see fit.

More on eBay
Popular Searches
= painting

= ats

= ariginal

= modern

Shop eBay Stores 3
=wionderfuliterns(1172)

= Kl Arts Arnazing Real Oil
Paintings(866)

=The OQil Painting(7&5)

= Everbright Galler(520)

Saa gif matching Stores

See sl searches for Paintings

Hle{U{H MW The More on eBay box appears on search-results pages.
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Selecting a Store Type

eBay has three different store types—Basic, Featured, and Anchor—which range in price from
$15.95 to $499.95 a month. The following table summarizes the differences between these stores.

Feature Basic Featured Anchor
Price $15.95 $49.95 $449.95
Fast template-based store production v v v
Merchandising and cross-promotion tools v v v

Sales reports v v v
Advanced sales reports (including eBay marketplace data x v v

to “benchmark” your store)

Traffic reports, including search keywords v v v
Advanced traffic reports (w/visitor path analysis and bid x v v

and Buy It Now tracking)

Fully customizable pages in your store 5 10 15
24-hour phone customer support x x v

eBay Selling Manager Pro included (see Chapter 8) x v v

Free eBay keywords (see Chapter 10) $30/mo. $90/mo.
E-mail marketing—e-mails/mo. 100 1,000 4,000
Place your logo at the top of the eBay Stores Home page x x v

and your category page (Check Out These Stores)

Place your listing half-way down the eBay Stores Home x v x

page and your category page (Featured Stores)

One of the most valuable features is probably the promotional placements.

B Anchor stores appear in the Check Out These Stores area of the eBay Stores Home page
and their category pages (their logos are displayed).

B Featured stores appear in the Featured area of the eBay Stores Home page and their
category pages (the store titles are displayed).

B Anchor and Feature stores are more likely to appear in the various eBay promotional
placements.

eBay Store Fees

The fees charged for the eBay store are a little more complicated than the regular fees we
looked at in Chapter 3. Listing fees are actually much lower, and there are two levels of Final
Value Fees: the fees you are charged for sales originating within eBay itself, and fees for sales
originating from your own online promotional efforts (that is, sales to people who arrive directly
at your store rather than through eBay). Let’s look at all the fees.
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Monthly Fees

As you’ve already learned, you’re charged a monthly fee for the store:

Basic $15.95
Featured $49.95
Anchor $499.95

Insertion Fees

A listing can include multiple items, so you pay a single fee for the listing regardless of
whether you are selling one item or one thousand. You simply pay a listing fee that depends on
how long you keep the item listed.

30 days 2 cents
60 days 4 cents
90 days 6 cents
120 days 8 cents
Good ‘til cancelled 2 cents every 30 days

For instance, let’s say you have 100 different products listed at all times. You’ll pay just $2
a month.

Listing Upgrade Fees

The fees charged for listing upgrades are often lower, too, and even when they are comparable

to the eBay auction upgrade fees, they’re still lower when you consider that the fees are charged

for 30 days, not the few days that an auction lasts. For instance, to use the Gallery feature (which
bundles several images into an animated slideshow-type picture) it costs just 1 cent every 30 days.
To add bold text to the listing description is $1 for 30 days, as opposed to $1 for up to 10 days in
the auctions.

Final Value Fees—Sales Originating Through eBay

The fee you pay eBay for the actual sale is higher than for auctions if the sale originates through
eBay—that is, if someone comes to eBay and then follows a link to your store.

Sales Price Fee
Up to $25 8%
Up to $1,000 $2 plus 5% of the amount over $25

Over $1,000 $50.75 plus 3% of the amount over $1,000
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Q note How does eBay know if a sale originates with eBay, or you drive people directly to the site?
As soon as a buyer arrives at your site or at eBay, eBay sets a “cookie” on their computer
(a small text file used for tracking). eBay can then track their travels through the eBay
system. Whenever a sale is made at an eBay store, eBay checks to see how the buyer first
arrived at the eBay system during that browser session.

Final Value Fees—Sales Originating
Through Your Own Efforts

If someone arrives directly at your store and buys from you, your Final Value Fees are considerably
less, because you’ll receive a 75-percent Store Referral Credit. The following table shows the
effective rate, after you subtract the credit.

Sales Price Fee

Up to $25 2%

Up to $1,000 50 cents plus 1.25% of the amount over $25
Over $1,000 $12.69 plus 0.75% of the amount over $1,000

Setting Up Your Store

Before you can set up an eBay store, you must have a seller’s account, and either be ID Verified
(see Chapter 2) or have a feedback score of 20 or above. Here’s how to create a store:

1. Go to eBay Stores (http://stores.ebay.com/). There’s an eBay Stores link on the home
page (top left).

2. Click the Open a Store button.

3. You may be asked to log into your seller account. On the next page, click the Open Your
eBay Store button.

tlp You can customize your store later. An easy option in this regard is to select one of the Easily
Customizable themes.

N

€

4. Select a theme—the layout and color scheme (see Figure 9-2). Note that some themes
have Color scheme drop-down list boxes below them, allowing you to select different
colors. You can click the links at the top left to select different groups of styles. Click the
Continue button when you’ve selected one.

in  Read the rules about store names (click naming your Store). The URL of the store will be
tip ; :
based on the name you provide, so you may want to include a few keywords for the search
engines to read. You can base it on your company name, but adding keywords may help.

N

(&
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‘A Open Your Store: Select Theme - Microsoft Internet Explorer

© File Edit  Yiew Favorites TJools  Help .

Que - ©Q HMRAG P Prrens @ R-p @ - B

© agddeess | @] http:/fegi6 shay. comjws/eBay1SAPT. dIF Createou Store vl Go
Open Your Store: Select Theme |

1 Select Theme I Provide Basic Information 3 Review & Subscribe

Themes o Al ofyour Store's pages will appear with the theme you choose below. You'll be able to editthe theme, or changeto a
different one, at any time. Learn more about selecting 2 lheme,

= Most Popular

« LeftMavisation O curves - Fuschia O Firewiorks - Purple

« Ton Navination S ——

» Easily Customizable

Larger Wiews Larger Wiew R

O Honeycom - Blue

==
=
=

1
i

. I
Largar WViaw Larger Wiew Largar Visw =
& D Intemet i
-

Sle{Ux B W Sclect an eBay store theme.

5. On the following page, enter a Store name and Store description.

6. You should also provide a logo. eBay lets you use a generic or Predefined logo, but
you shouldn’t use this more than temporarily when you set up the store. Your logo is
too important—it appears at the top of every page in most layouts, and in the Check

Out These Stores area at the top of your category if you choose to buy that position (see

Figure 9-3). So, have a designer create an image that is 310-pixels wide and 90-pixels
high, and then upload it to your store. You want your logo to be a sales piece, because

if you buy a placement in the Check Out These Stores area, the logo will be displayed
there.
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3 eHay Stores - Antigues, Antiguities Classical Amer. items at low prices - Microsoft Internet Explorer
I OFle Edt  ew Favorbes Tools  Help

Om- O RNEG P o @25 #-LIK S
: hddrass @ bt ffanziques. stores.ebay.comy ¥ Go
Home = ehay Stores * Antigees

ANTIQUES

Ttems in Stores ¥ Stores Help for Buyers
i Fasscuee S Scorch et ¥ Stores Help for Selless
Find a Store About eBay Stores
S amm——— Check Out These Siores! iimt b Btbe R S|
(&) Store name and description it For Buyers:
(O Stores with matehing ltems ‘yhats an eBay Stora?
|:| Wty shog in eSay Stores? T
Search Stores ., N = For Sellers:
— Traditions
Leatn hiw 10 open an eBsy
B Stires Store
Difhles m
Artiguities (Classical, =
Amer.) Shop in Stores!
Architectural & Garden i
Aldoukan .
Asian Artiques Decorate for Lesdl
. Winlage Posters!
Books, Manuscripts
Decorative Arts oy Collector
Ethowraphic R Bokstore
Furniture
See Al Anchor Stores ¥
&) :

Fle{Uz{=BeW Store logos, shown in the Check Out These Stores area at the top of the
Antiques category

7. Click the Continue button to see the Review & Subscribe page (Figure 9-4).

8. Select the subscription level for the store (click the benefits of each subscription level
link to learn more).

B Basic store  $19.95/month, the cheapest store; you may want to select this to begin.
B Featured store  $49.95/month

B Anchor store  $499.95/month
9. Click the Start My Subscription Now button and your store will be built.

10. You can now customize your store. Click the Customize Your Store button or go to My
eBay to see the new options that have been added.
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3 Open Your Store: Review & Subsc Microsoft Internet Explorer
File Edk View Favorbes Took  Help

@Eack - \‘-) Ia @ ‘;} ,'.H‘ Search '\I:.‘JFavwl:es @ ':';Z' '“_‘f |- ﬁ ﬁ

¢ =z 8] it i ebay.comfsfeBayISAPLdI v|B

Open Your Store: Review & Subscribe A

! Seleci Theme 2 Provide Basic Information 3 Review & Subscribe

Selected Theme:
Once you choose a subscriplion level helow and click Start My Subscription Mow, your Store will be apen for business on the
Intemet. In addition, you'll be ahle to confinue customizing your Store:

= Add heny pages with all your cwn content

= Craate and edit categories to organize your listings
= Change the layout ofitem lists and search results
= Edityour Store's theme

Customize as much as you like to develop your brand and creale a unigue shopping experience for buyers — it's up to youl Leamn

miare about how you can cusiomize your Store

Subscription Level

Choose a subscription level that best meets your needs. Leamn maore about the benefits of each subscriplion | Please note that vour Store must comphy with eBay
policies. eBay will review new Store subscriptions and cancel the subscripfions ifthere are any policy violations.

O Basic Store (315.95/manth)
A Basic Store is an ideal solution for lower-volume sellers who are just starting out and want an easy-to-use ecommerce platiorm to sell online.

© Featured Store (549 95month)

A Featured Store offers all of the henefits of 2 Basic Store plus eBav's full product features, making it @ mare comprehensive solution for small o medium-sized
sellers who want o aggressively grow their anline husiness.

& Anchor Store ($499 95monih™)
An Anchor Store offiers all ofthe benefits of a Festured Store plus increased marketing support, making it 2n optimal solufion for larger-volume sellers who are looking
for magimum esposure on eBay.

* Free 30-day trial is not availadle for Anchar Store subscriplions

&) Do ® Intermat

Hle[8[:{=N:¥W The Review & Subscribe page

Customizing Your Store

You’ve only half-finished your store. You now need to finish the customization. Enter the My
eBay page and look for the My Subscriptions box on the left side. Click the Manage Your Store
link and the Manage Your Store box appears (Figure 9-5).

My Subscriptions
Manage Your Stare
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Manage Your Store

Stores Phone Support available M-F, Gam-Gpm PDT. Caltoll-free 1.886-322-9103.
ze this page 10 manage the varous aspects of ownlng and opersting your Store. Access your Storstront.

Store EditingBranding Promotions

Store Bullder Itern cross-promotions
Customn pages Defauli Cross-Promafions
Customn categories Breferances

Custom Lisling Header Slore promotion boxes

Customize Crose-promotion disnlay Guided setup

Chanse Store Subscriplion Emiall Markeling

Customize Keywords for Search Engines Buy 2Ba s

Chance vacation seftings Export listings

Redistar your dormain hame

Manage Your tems Reporting

End 3 Good Til Cancelled lisiing Traffic Reporling

Byl v A snfing istani

Hlel3{=H:B W The Manage Your Store box

From here, you can customize your store by completing various tasks shown in the following
table:

Option

Description

Store Builder

Custom Listing Header

Customize Cross-promotion
display

Change Store Subscription

Custom Invoice/Checkout

Customize Keywords for
Search Engines

Change vacation settings

Edit the basic information you entered when you created the store.
Change your listing layout.

Change the header style; if you have a Featured or Anchor store, you
can make the eBay header at the top of your store smaller.

Add custom pages, and change the navigation.
Organize listings into custom categories.
Add product-promotion boxes to the store.

Create a custom header for your listing pages—add a logo, include
links from the header to particular categories, and incorporate a store-
search box.

Set up your cross-promotions box, which appears on the product pages
(see Figure 9-6).

Switch from one store type to another (Basic, Featured, Anchor).

Add a logo and custom message to your checkout pages and invoice
e-mail.

Edit your category pages’ TITLE tags and DESCRIPTION and
KEYWORDS metatags to help your ranking in the search engines.
See Chapter 26 for more information.

If you’re running a one-person operation and going on vacation, you
can turn off your store.
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See More Great ltems

From This Seller

MURFHY RODGERS
INDUSTRIAL TVWO DRLIM

IMICE! DELTA HEAWY DUTY
DUST COLLECTOR # 60-

WATES AMERICAN GE8 14 -

e

Dy MABRADE INFLATABLE

16 IN, TRBLE SAW PREUMATIC DRUM
DUST COLLECTOR 174 DER

US §566.00 us $88.32 US $83.00 Us §173.50

| Bid How! Bid Now! Bid Now! (@) Bid Now

Visit tie scllers eiaystore. D

Sle{S[x{=A:"-W The cross-promotions box. This appears on product pages in both your eBay
store and auction listings.

Listing Your Items for Sale

We explain in Chapter 5 how to list items for sale in the auctions. Listing items in your store is
very similar.

1. Click the Sell button on the button bar at the top of the eBay screen.

| Buy | Sell | My eBay | Community | Help |

2. On the following page, click the Sell Your Item button. You’ll be taken to a page with
your Selling Format options (Figure 9-7).

3. Select the Sell in Store Inventory option button, and then click the Continue button to
see the Select Category page.

Sell Your Item: Choose a Selling Format

To begin, select a format and click the Continue button. Please make sure your itern |5 allowed
an eBay first

(@ Sellitem at online Auction

Allows bidding on your temi(s). You may also add the Buy it Mow option. Leam maora.
(" Sell at a Fixed Price

Allows buyers to purchase your item(s) at a price you set. Leam more
3 Sellin Store Imventory

Lowar priced listings with longer durations that appear only in your Store. Leam more
(O Advertise your Real Estate

Alowes advertising of propery to generate multiple leads. Real estate sellers may also sell
at an online Auction or Fized Price. Leam mare.

Want someone else to sell for you? Find 5 Trading Assistant

Fl{U MM Sclect your selling format.
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Ip eBay provides a tool that can push items from your store to auction listings. See http://pages
.ebay.com/help/specialtysites/sending-store-inventory.html.

(&

From here on, the process is much the same as listing for auctions (see Chapter 5 for more
information). However, if you’ve set up a store, there’s a good chance you have more than a
handful of products. You’ll want to use the Turbo Lister to load your products. We’ll cover that
in Chapter 10.


http://pages.ebay.com/help/specialtysites/sending-store-inventory.html
http://pages.ebay.com/help/specialtysites/sending-store-inventory.html

Chapter 10

Marketing, Keywords,
and Promotions

At its most basic, the eBay system is simply a matter of listing an item and then waiting for
someone to come and buy it from you. But there’s more you can do to generate interest
and sales. For instance, you can promote your listings a number of ways in order to catch the
attention of buyers and bring them to you. Once you have their attention, you can encourage
them to buy from you.

In this chapter, we’ll look at a variety of techniques to market and promote your business.
Some of them cost money and should be used carefully—eBay’s new Pay Per Click eBay Keywords
program, for instance. Other things have no direct cost, however. In fact, one of them may even
earn you additional income: if you promote eBay’s service plan to buyers of electronics and
jewelry, you’ll actually earn a cut of the sale and encourage potential buyers to purchase from you.

Using eBay Keywords

The online advertising world is going PPC—Pay Per Click. Billions of dollars are spent on PPC
ads every year, primarily through Google and Yahoo!. eBay now offers PPC ads through their
eBay Keywords program, and tens of thousands of eBay merchants already use it. You can find
details about PPC advertising in Chapters 22 through 24, but for now here’s what you must
understand. When a buyer enters a search term, if your ad matches the keywords entered, it will
appear on the search results page. This doesn’t cost you a thing; however, if the buyer clicks on
the ad . . . then you pay.

4|

(&

tlp For details about the eBay Keywords program, see https://ebay.admarketplace.net/.

So, how much do you pay? Well, that depends. The minimum you’ll pay is 10 cents, but ad
pricing is set through bidding. You can set the maximum bid—ryour bid defines the frequency
with which your ad appears. Thus, people who bid more will have their ads displayed more often

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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when the specified keywords are entered into a search box. As a result, they’ll pay more when
someone clicks their ad.
eBay currently provides three ad types:

. free shi... glzner| [free shi... lemer
B A 120 x 60 pixel text box. Two are placed at the R Bmilaci o r oo
. Contermnporary ART far Free shipping, easy
top of the search results, to the right of the large your home or office return, satisfaction
image banner abstract-ar(602 ) silver-pl( 19263 45

B A larger text box is displayed to the left of the search results.

eBay Keywords Seller

ace of spies...  JEower
Reilly: The Ace of
Spies{¥HS) vols, 1-4

mamos(Sam

B A 468 x 60 pixel image banner is shown at the top left of the search results.

free shipping... 99 4% positive feedback
Free shipping, easy
return, satisfaction Click Here
silver-plus (19263 %) \if"s‘“"“ - stores]

Experiment with eBay’s Pay Per Click system carefully. It may not work well for low-cost
goods, unless you do a really good job of getting people to look through your store once you’ve
grabbed their attention. If you’re listing just two or three $20 books, for instance, it’s very
unlikely you’ll find eBay Keywords worthwhile. If you have a store selling hundreds of digital
cameras and accessories, and work hard to turn visitors and buyers into long-term customers, it
may be good for you.

Using Store Promotion Boxes
You can create product-promotion boxes that can be placed into your store to do different things,
such as:
B Promote particular products
B Announce special offers

B Provide links to particular areas of your store

note Click the Store promotion boxes link in the Manage Your Store area of My eBay to create
promotion boxes.

These boxes can be placed near the top of your store pages (you can place two boxes here, or
combine them into one large one; see Figure 10-1). You can also place promotional boxes below
the navigation bar on the left. Again, two can be placed below the navbar and they’1l appear on
every page with a navbar.
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Hle{S[z{=M[®N A couple of promotion boxes displayed above the product listings in this eBay
store

Setting Up Cross Promotions

eBay automatically cross-promotes your products. That is, when someone looks at one of your
products, eBay displays other items you’re carrying, displaying them in a See More Great Items
From This Seller box (see Figure 10-2). You may, if you wish, specify how items are cross-
promoted by employing the following criteria:

B Specify where the ads appear. You can choose whether ads will appear in the checkout
or elsewhere (such as the product place).

B Determine which types of products are cross-promoted. These items can be from the
Store inventory, can be Buy It Now items, or any type.

B Determine how the items should be sorted. You can sort items by when their listing
ends, their price, and so on.

B Determine how many items should be shown. You can determine how many items are
shown (up to 12).



122 How to Make Money Online with eBay, Yahoo!, and Google

See More Great ltems From This Seller

MURPHY RODGERS INICEI DELTAHERWY DUTY | YATES AMERICAN GBS 14 - DYNABRADE INFLATABLE
[NDUSTRIAL TWO DRUM UST COLLECTOR #50- 16 I, TABLE SAYY ENEUMATIC DRUN
DUST COLLECTOR 179 SANDER
US §566.00 Us $88.32 US $83.00 US §173.50
@ ionowt | @, BoNow @ soNowt
Vigit this seller's eBay Store @

F{O{=|W®A The cross-promotion box. This appears on product pages in both your eBay
Store and your auction listings.

The cross-promotion box is a very useful tool, and there aren’t many good reasons for not
displaying it . . . though you can turn it off if you wish.

Using eBay’s E-mail Marketing Tools

eBay provides a useful little tool that allows you to send attractive e-mails to your customers.
eBay Stores can send a certain number of e-mails for free each month:

M Basic Store 400 e-mails/month
M Featured Store 1,000 e-mails/month
B Anchor Store 4,000 e-mails/month

If you go over your limit, you’ll pay 1 cent per e-mail—so a Basic Store that sends 10,000
e-mails a month would pay $96.

Creating an e-mail is quite straightforward since eBay provides a tool that automates the
process. More of the problem derives from getting the various e-mail addresses to send to in the
first place.

The big question is then: Who do you send e-mails to? eBay does provide tools to create and
manage various mailing lists. In fact, you can create up to five different groups—perhaps one for
a Monthly Newsletter, one for New Products, one for people who have subscribed to your Special
Offer Bulletin, and so on. But how do you get e-mails into this list?

There’s an e-mail list subscription tool built into the Favorites page. Visitors to your store
can subscribe to one or more of your lists at the same time they set you as a Favorite store, or
they can sign up without adding you to their Favorites just by clearing the Add to my Favorite
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Sellers Top Picks check box. Of course you have to let people know this, because it isn’t widely
known. So here’s how to use this feature.

1. In your My eBay page, click the Manage Your Store link in the My Subscriptions box.

2. In the Manage Your Store page, click the Email Marketing link in the Promotions
column.

3. Click the Mailing Lists link, and create up to five different lists.

4. Go to the page where you want to tell people about your mailing lists—for instance,
you’ll probably want to put it into your About Me page. (In the My eBay page, click the
Personal Information link, and then on the About Me line, click the Change link.)

5. Enter some text promoting your newsletters, and include a link to the Favorites page.

You have to add this link as HTML. The preceding URL would appear something like
this:
<a href="
http://my.ebay.com/ws/eBayISAPI.dl1?AcceptSavedSeller&amp;sellerid=
YOURSELLERIDHERE&amp ; sspageName=DB:FavList">Click here to sign up
for our newsletters!</a>

Q@

N

tlp How do you find the URL of your Favorites page? Log into your account, and then open one
of your pages that contains the Add to Favorite Sellers link—for instance, a store page or
an auction-listing page. Click the link to go to the Favorites page, and then copy the URL
you see in the browser’s address page. It should look something like this (your merchant ID
should replace YOURSELLERIDHERE, of course):

&

http://my.ebay.com/ws/eBayISAPI.dl1?AcceptSavedSeller&amp;sellerid=
YOURSELLERIDHERE&amp ; sspageName=DB:FavList

If you’re planning to use e-mail marketing, then promote the e-mail lists wherever you can—
on your store page, your About Me page, in all of your product listings, and so on. The clearer
the list and the more often you promote it, the more subscribers you’ll get.

\

N

tlp You can also sell product warranties to customers. This will make customers feel better
about buying from you, and make you a little extra money at the same time! See http://pages
.ebay.com/help/warranty/seller_overview.html for more information.

&

Looking for Ways to Differentiate Your Listings

You’re competing against thousands of other merchants selling products similar to yours, right?
So, how do you get the sale? There are a numbers of ways you can encourage people to buy from
you: have a lower price, have a high Feedback score, use ID Verify, have a very professional
About Me page, and so on.
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But there are many other ways to go about this, too. For instance, successful merchants keep
their eyes on their competitors, and then look for ways to differentiate their products from their
competitors’ in some manner, or make their listings stand out more when compared to others.

If you know what you’re up against, you’ll have a better feeling for what you need to do to
differentiate yourself, and can then employ some of the following techniques:

Use product bundling. A merchant selling scrapbooks might put together particular
packs that include a scrapbook plus various other useful products. Someone selling
cameras might bundle a camera with film, batteries, and a case. Merchants selling video
games could bundle three or four games together, and so on.

Offer free shipping. Some merchants provide free shipping and include that information
in the listing title. Sometimes eBay runs Free Shipping promotions, and links to free-
shipping listings. Also, some buyers search using the term free shipping along with the
product they’re looking for. We recently found over 42,000 product listings with this term.

Use holiday tie-ins in your descriptions. People often search for specific, calendar-
related gifts. For instance, if you sell stuffed animals during Christmas and Valentine’s
Day, you might use those terms in the listing: Stuffed Teddy Bear . . . Great Valentine’s
Day Gift! Also consider Easter, Mother’s Day, Father’s Day, Hanukkah, and so on. Think
about terms such as Easter basket and stocking stuffer.

Include ““bonuses”. The bonuses concept is similar to bundling, but this time you “throw
in” an extra product, some relatively low-cost item that you tell the buyer he’ll get for
free—perhaps a free memory card with a high-priced digital camera, free poker chips
with a poker table, a free variety pack of paper with a laser toner cartridge, and so on.

In some cases, the freebie can actually be used as a sample to bring people back to your
store.

Combine shipping. Clearly state that you’ll combine shipping if the buyer purchases
more items. In the case of light but valuable items, you might offer to waive shipping if
the buyer purchases two or more, or charge a single shipping fee for as many items as
the buyer wants to purchase. In other cases—that are more appropriate for heavier and
lower-cost items—you might lower the shipping cost on multiple purchases.

Using Your Store to Build Relationships

An eBay store can be used as a tool to build long-term relationships. For instance, let’s say
you sell office supplies. Someone comes to eBay, searches the auctions, and buys printer ink
from you. You can use your product-listing page to encourage people to visit your store, and

also attempt to get them to sign up for your special-offer’s bulletin. Ultimately, you want the
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customer to come back the next time they want ink, so you might also put a fridge magnet in
the shipment.

\

tlp eBay can be a little confusing to buyers. Many people think of each listing as being
N

independent, and sometimes may not realize that you actually have a store (essentially a

&

permanent location) that they can return to. The next time they want the same sort of product

you sell, they may come back to eBay and search again. You don’t want them to do that. You
want them to return directly to your store. If they search again, you’ve probably lost them,
and even if they do find you, your Final Value Fees will be much higher than if they’d come
directly to your site. We recommend you register a domain name (see the Register your

domain name link on the Manage Your Store page), point it to your store, and heavily promote

that domain to all your customers.

Do everything you can to bring people back to the store, to stop them from searching eBay
again when they need products you carry. This idea now brings us to the issue of fees. If you
direct someone to your store to buy additional items, you’ll pay higher Final Value Fees on the
store items than you would if they had been bought at auction; the base fee is 8% for store sales
as opposed to 5.25% for auction sales. So why not just list all your items in the auctions, and not
push people to the store? Well, for the following reasons:

B Many accessory items don’t sell so well at auction. They’re better off being sold from the
store, and may fetch a higher price there anyway.

B If you're carrying many different items that don’t always sell well in auctions, it would
be expensive to list them permanently in the auctions. By contrast, listing them in the
store is very cheap.

B The ultimate goal for many merchants is to encourage repeat sales through your store,
and if you can get people to come directly to the store you’ll pay very low Final Value
Fees—a base of just 2 percent compared with 5.25 percent through the auctions.

We recommend that you promote your store heavily in your auction listings. Many merchants
list their major items for sale in the auction, and link back to the store for the smaller accessory
items, of which they stock many and that probably won’t sell well at auction.

\

tlp Keep an eye on the eBay Merchandising Calendar (which you can find at http://pages
|\

.ebay.com/sellercentral/calendar.html). It lets you know what eBay has planned during
the year, and which special promotions will appear on the eBay Home page.

(&

Selling Wholesale Lots

eBay has a special area for wholesale products: the Wholesale Lots portal. You can reach this
area using the Wholesale link on the eBay Home page (near the bottom of the left-side navbar).
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This area provides another way to sell your products. For instance, instead of selling directly
to individuals one sale at a time, you might experiment with selling larger lots of products at a
wholesale price. Getting listed in this area is simple: you use the same process as you do when
listing in any other category (see Chapter 5). In the first step, when you pick a category, choose
the general product category—Coins, Sporting Goods, Toys & Hobbies, whatever—and then
when eBay shows you the list of subcategories, select the Wholesale Lots category. (Note,
though, that not all primary categories have a Wholesale Lots subcategory.) You’ll then find a list
of subcategories within the Wholesale Lots category.
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Power Selling, Consignment
Selling, and Analyzing Your Business

e hope your business grows. We hope it grows so much, in fact, that you can join the

honored fraternity of PowerSellers. It only takes $1,000 a month to reach the point at
which you can be considered for this program—although eBay has several levels of PowerSeller,
with some merchants selling tens or hundreds of thousands of dollars’ worth of product a month.
As your business grows, you’ll need to keep an eye on your statistics, too; if you don’t know
what’s going on with your sales, you don’t know how to manage and grow your business. We’ll
take a quick look at the reports available to you. Finally, we’ll also discuss another interesting
way to grow your business. by acting as a trading assistant and selling other people’s products
through eBay.

Becoming a PowerSeller

A PowerSeller is a merchant that consistently sells a lot of product through eBay and maintains

a good feedback rating. There are various benefits, from being able to use the PowerSeller logo—
a real credibility builder—to health benefits for you and your employees. (If you’re a PowerSeller,
there’s a good chance you’re employing someone to help you.)

‘ tlp To find all the PowerSeller details and sign up, go here: http://pages.ebay.com/services/
2 buyandsell/welcome.html.

To qualify to be a PowerSeller, you must meet certain criteria, both specific and general:
M You must average at least $1,000 in sales each month, for three consecutive months.
You have a feedback rating of at least 100.

You have at least a 98-percent positive feedback.

You have been an active member for at least 90 days.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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You have your account in good financial standing.
You maintain an average of at least four listings for the past three months.

You must also “Uphold the eBay community values, including honesty, timeliness, and
mutual respect.”

note PowerSeller feedback ratings are actually calculated differently from normal feedback
ratings. The standard calculation only includes a single rating from each person. If a buyer

gives you five good ratings, for instance, only one counts in the feedback calculation. The
PowerSeller calculation, however, would include all five good feedbacks.

Once you’re in, you don’t necessarily stay. Eligibility is reviewed every month. You must
maintain your account in good standing, maintain your 98-percent positive feedback, and
maintain the average monthly sales amount of at least $1,000.

The Five PowerSeller Levels and Their Benefits

There are five different PowerSeller levels, and each comes with different benefits. The levels
are based on the monthly sales of each:

Bronze $1,000/mo.
Silver $3,000/mo.
Gold $10,000/mo.
Platinum $25,000/mo.
Titanium $150,000/mo.

There’s no charge for the PowerSeller program, but there are real benefits:

Priority eSupport provided to all PowerSeller levels.
Toll-free phone support for all levels above Bronze.

An assigned account manager for all levels above Silver.

v o ar

The PowerSeller logo; place it everywhere you can, in all listings, w foiier

the About Me page, and so on. It will appear in your Member Profile
automatically.

Personalized sales and Feedback information.

Use of the PowerSeller icon next to your User ID on your About Me page.
Use of the PowerSeller logo in your item listings and on your About Me pages.
PowerSeller logo letterhead and business card templates.

PowerSeller-only discussion board, where you can discuss sales strategies with other
merchants who really know what they’re doing.
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B Monthly PowerUp! e-mail newsletter and a Quarterly-printed PowerUp! newsletter.

B eBay Co-op advertising dollars; eBay will pay 25 percent of your print advertising, up
to $32,000 at the Titanium level.

B eBay keyword banner ads up to $200/quarter.
B Health insurance for PowerSellers and employees.

B Special eBay events.

Reviewing Your Sales Reports

You should sign up for your free sales reports and consider subscribing to the more advanced,
paid reports. (These are free if you have a store, but they cost $4.99 for other merchants; the first
month is free, though, so you could try the reports for three months for just ten dollars.) These
reports provide a lot of useful information that can help you plan your marketing strategies:

Sales

Ended listings

Successful listings percent

Average sale price

eBay and PayPal fees paid

Metrics by category

Metrics by format (fixed price, auction, store)
Metrics by category and format

Metrics by ending day or time for all formats
Buyer counts

Detailed eBay fees

Unpaid item credits requested

Q note Find more information about sales reports at http.//pages.ebay.com/salesreports/
welcome.html.

Knowing exactly what’s going on with your sales is incredibly important; for instance, you
can quickly see which types of sales are more profitable for you, which categories are doing best,
and even which listing ending times work best.

There are also companies that provide more extensive data, not only about your business—
they can analyze your sales data—but about eBay commerce in general. These services can tell
you what’s hot on eBay, and how to price, promote, and even source your products. Two of the
better known are HammerTap (www.HammerTap.com) and Andale (www.andale.com).
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SlelVl={=RkMB The Andale Market Research Pack’s six services

The Andale Market Research Pack (Figure 11-1), for example, is just $9.95 a month, and
provides these tools:

B What’s Hot Reports on the best-selling products in every category (see Figure 11-2)
Price Finder Helps you figure out what a product is worth on eBay before you sell it

Suppliers Helps you find suppliers of the products you are selling on eBay

How to Sell Tells you which categories you should list in, and which listing features to
use, to get the best price

Counters Detailed traffic statistics showing how many people view your listings

Sales Analyzer Detailed sales statistics—number of items listed and sold, percent sold,
your best-performing items, recommendations to improve your selling price and number
of sales, and so on

@

N

Ip HammerTap has some other interesting services: BayCheck Pro (find detailed statistics about
any eBay merchant), BayMail Pro (e-mail management for mailing to eBay members), Fee
Finder (a fee-analysis tool).

&
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3 Andale What's Hot - Microsoft Internet Explorer
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FlelS[:{=WkPA A small part of the Andale What’s Hot report

HammerTap has a Windows-based tool called DeepAnalysis (see Figure 11-3) that focuses
on eBay data rather than your sales data, and can provide a wide range of detailed statistics:

B See what competing merchants are doing: total sales, sell-through rates, average sales
price, etc.

B Get information about particular auctions, showing starting prices, total sales, number of
bids, etc.

B Find out success rates for different sales strategies—Buy It Now, Reserve prices, Dutch
Auctions, etc.

If your business is growing and you’re serious about growing even more, you really should
spend some time understanding the statistics available to you. They are very affordable—Andale
is $9.95/mo., HammerTap is $180 for the software and the first year of service.
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Consignment Selling and Becoming a Trading Assistant

Consignment selling is the process of listing other people’s products for them and paying them
when the product finally sells. eBay has formalized this process with their Trading Assistant
program. This program has various benefits, but of course there’s nothing to stop you being

a consignment seller even if you don’t join the program.

—

N

tlp Being a trading assistant may be illegal in some states, unless you are a registered
auctioneer! eBay is currently fighting a number of absurd regulations in a few states. See
ebay.com/sellercentral/governmentrelations/auction-regulation.html for more information.

(&

note 10 /find the Trading Assistant program, click the services link at the top of any eBay page,
then click the Trading Assistants link under Listing Solutions.

eBay provides a directory of trading assistants; sellers can enter a ZIP code and, if they wish,
select a product category—many trading assistants specialize in particular product types. They
can also choose to view only trading assistants who have drop-off locations. (See Figure 11-4.)
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2 Trading Assistant - Results - Microsoft Internet Explorer
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Sl{U =MW Secllers can quickly find an assistant to help them sell the item.

In order to make selling on consignment work, of course, you have to be selective. Trading
assistants generally have certain criteria that the product must meet:

B Many only sell in particular categories. Their experience in those categories helps
them estimate pricing and salability.

B They have a minimum value. Trading assistants generally won’t accept products that
they feel won’t sell for more than, say, $75.

B They have a maximum weight. Most trading assistants try to avoid very heavy items—
over, say, 25 Ibs.—because of the shipping problems. Some may take larger items if they
feel they can sell them locally, with the buyer picking up.

B The item must be sellable! The product has to be in a condition that will allow it to
be sold.
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How much can you make if you sell other people’s products? Typically trading assistants
deduct a sales commission and the insertion and final-value fees from the sale price; the
item’s owner gets the rest. For instance, here are a few fee schedules, from major eBay trading
assistants:

QuickDrop 38 percent of the first $200, 30 percent of the next $300, 20 percent of the rest.

AuctionDrop 38 percent of the first $200, 30 percent of the next $300, 20 percent of the rest, plus
a payment-processing fee of 2.9 percent of the total transaction value (sale price,
shipping, handling, and sales tax). A minimum $19.99 commission.

iSOLD It 30 percent of the first $500, 20 percent of the rest, plus a payment-processing fee of
30 cents plus 2.9 percent. A $5 minimum commission.

In addition to these fees, the trading assistants deduct the eBay insertion fees, the final-value
fees, the payment-processing fees (typically 2.9 percent of the total transaction value—sale price,
shipping, handling, and sales tax—plus 30 cents), and the shipping and insurance fees. They may
even charge the item owner for packaging.

Acting as a trading assistant is very attractive to some eBay merchants. If they are selling,
packing, and shipping already, adding more products isn’t hard. The process is already in place,
and you get to keep a sizeable chunk of the sales price. Your responsibilities are these:

B Taking product photographs
Listing the item
Paying the original insertion fees (You’ll get these back when the buyer pays.)

Paying the final-value fee (You’ll get this back when the buyer pays.)
Processing the order and payment

Packing and shipping the product

Sending the owner a check for what’s left over

What you don 't have to do is pay for the original item in the first place, providing, in effect,
free inventory in exchange for a smaller cut of the pie. When you consider, however, the cost
of the inventory if you were buying products to sell, your final cut is still quite substantial. Of
course eBay won’t let just anyone join. If you want to become a trading assistant, you need to
meet these criteria:

B Sell four or more items in the last 30 days.
B Have a feedback score of at least 50.

B Have at least 97-percent positive feedback.
B Have an eBay account in good standing.

\

N

tp Remember; you can sell on consignment without every joining the Trading Assistant program.
However, as the criteria to join are pretty easy to meet, you should join as soon as you can.

(&
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To stay in the program, you’ll have to sell at least one item every 30 days, retain your 50-or-
higher 97-percent feedback score, and keep your eBay account in good standing. If you meet the
initial requirements, it’s very easy to join.

Becoming a Trading Post

There’s another category of trading assistant, the Trading Post. eBay requires that these
companies have drop-off locations or stores with regular business hours. Some of these have
hundreds, even thousands, of drop-off locations around the country. For instance:

B AuctionDrop (www.AuctionDrop.com) This 75-person company has been given
$17M in funding by several Venture Capital companies, and uses UPS stores as drop-off
locations . . . 3,800 locations around the country.

B QuikDrop (www.QuikDrop.com) This company has about 50 drop-off locations
around the U.S., as well as one each in Canada, Australia, and China.

B Instant Auctions (www.InstantAuctions.net) This company uses an UPS, FedEx,
USPS, or DHL drop-off point; the item is shipped to their headquarters. Note that they
are also setting up local stores.

B zTradingPost (www.zTradingPost.com) They have around 120 drop-off locations
around the country.

B iSOLD It (www.i-soldit.com) There are over 400 locations either already open or
opening soon. They claim to be eBay’s #1 seller.

There are also many smaller trading posts—one-location outfits or organizations—such as
On-the-Block Auction (www.ontheblockauction.com/), which set up arrangements with local
packing and shipping stores to let people drop off items around the region. If you find your
trading assistant business doing well and already have a retail location, you might decide to
become a trading post; it’s not much more effort and may increase your chance of getting
the business. Some people who are using the Trading Assistant Directory choose to search
just for trading posts, so you’ll be more likely to be found; in addition, your directory listing
will show the little trading-post icon.

Building Your Trading Assistant Business

You might consider becoming a franchise location of one of the major trading-assistant companies;
several have franchise stores. The big drawback, of course, is the hefty fee to get started; you’ll need
$50,000 to get started with QuikDrop. The advantages are marketing, ready-made management
systems, and so on. But right now there’s no dominant brand in this area, so you don’t know for
sure what you’re buying into—McDonalds or Joe’s Burger Shack? If you do buy in, make sure
the backup you get from the company is worth what it’s going to cost you.
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How can you get into this business? Here are a few ideas to get you started:

Make sure you’re ready! Don’t start until you have an operation that works smoothly
and can easily add additional listings.

Join the Trading Assistant program. You’ll get a listing in the directory.

Use the Trading Assistant logo. Place it in your About Me page, throughout your eBay
store if you have one, and in all your product listings.

s FRegistered

u Trading
- Assistant

Advertise. eBay recommends using small-city newspapers, school and church
newsletters, and bulletin boards.

Use the eBay Co-op Ad program. eBay will pay up to 25 percent of your print advertising
budget under this program. (You must be a PowerSeller.)

Use signs. Get a sign for your car, for instance, saying something like, “We’ll sell for
you on eBay. Call 800-555-1234.” Make up T-shirts with the same message; if you have
a brick-and-mortar store, put prominent signs inside and out.

Approach businesses. Keep your eyes open for local businesses that might want to
partner with you, with you becoming their online channel.

Promote through schools, churches, and charities. The non-profits can solicit donations;
you sell them and the non-profit gets the fee.

Get a story about your business in the local paper. This may be hard to do in big cities
but probably quite easy in small towns. Call the editor!

And that, as they say, is that. You’ve learned how to list and sell products on eBay. But that’s
not the only way to sell online, of course. In the next section of the book you’ll begin to learn
how to sell online through a Yahoo! Merchant Solutions store.
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Chapter 12

Getting Started with Yahoo!
Merchant Solutions

o you’re selling on eBay. Is that enough? Maybe. But many businesses selling online use

multiple channels, which really is what this book is all about. If you’re only selling through
eBay you may be leaving money on the table. Using multiple sales channels can both increase
revenues—that is, grow your business larger, faster—and make your business more stable.
Fluctuations in one channel are easier to handle when you have several channels bringing you
business. So, in the second part of the book, we’re going to look at how to set up an online
store . . . using Yahoo! Merchant Solutions.

Yahoo! Merchant Solutions provides a quick and easy way to start selling online through
your own store. You can present your products to the public, take orders using credit cards, view
sales statistics, and do everything else required when building a successful online business. You
can see an example of a store created using Merchant Solutions in Figure 12-1.

You have plenty of choices when picking an e-commerce system . . . so why use Yahoo!
Merchant Solutions? Yahoo! Merchant Solutions has many advantages and is a good choice for
many small merchants:

B It’s Yahoo!. You’ve got a big brand behind you, which means . . .

B Stability They’ll still be around next year, and the year after that, while plenty of
e-commerce service providers have gone out of business!

B Great support Toll-free, 24 hours a day, seven days a week, there’s always
someone you can talk to, and in most cases, they’ll answer quickly. They also
provide a dedicated “consultant” you can talk to for the first 30 days—you’ll get
areal person’s name and direct phone number.

B Solid infrastructure Yahoo!’s web servers are fast and stable. Interruptions in
service are likely to be rare and brief. And Yahoo.com is the world’s most popular
web site, so the company knows how to handle huge amounts of web traffic and
enormous traffic surges (so you know your site won’t go down at Christmas!).

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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system on the Web; more merchants use this software than any other product.

It’s proven. Some people who started small e-commerce stores with Yahoo! are now

doing millions of dollars’ worth of business each year . . . and are still with Yahoo!.

You’re in good company. Merchant Solutions is probably the most popular e-commerce

It can handle volume. Merchant Solutions can handle catalogs of up to 50,000 products,

as well as rapid transaction frequencies. Some companies sell millions of dollars’ worth
of their products through this system each year, and have been doing so for five years or

more.

You’re on a development path. You can start with the basic Store Editor creation tool

now (as explained in Chapter 14), and shift to more advanced HTML-development tools
later, as the business grows.
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You’re with a consulting community. Yahoo! has been selling an e-commerce system
for a number of years now (in fact, the system they use has probably been on the
market for around ten years). There’s a large community of Yahoo! Merchant Solutions
developers, so it’s easy to hire someone to help with your store.

It’s affordable. You can begin selling online for as little as $40 a month with a $50
setup fee.

It’s flexible. In this book, we’ll be looking at the basic page-creation tool, Store Editor.
However, Merchant Solutions allows you to create web pages with any HTML tool, and
to use Perl and PHP scripts and MySQL databases.

It’s simple. Actually, Yahoo!’s most basic page-creation tool can be difficult to learn
if you have to do so on your own. You don’t. This book leads you through the Yahoo!
Merchant Solutions setup, making it into an easy-to-use system.

It offers a simple credit-card processing setup. Some systems make setting up credit-
card transactions complicated. Merchant Solutions makes it easy.

Web hosting is included. When you sign up for a Merchant Solutions account, you get
a full-featured web-hosting account, too.

You get Yahoo! Shopping integration. Yahoo! makes it very easy to submit products to
Yahoo! Shopping; in fact, Yahoo! Shopping will check your product information up to
four times a day to ensure it has the most recent data (see Chapter 21).

There are lots of discounts. Yahoo! Merchant Solutions members get special discounts
on various services. For instance, you’ll save 20 percent on click fees through Yahoo!
Shopping (see Chapter 21), You’ll also get a three-month free trial on an e-mail
marketing tool, as well as a 33-percent discount on a “keyword analysis” tool.

So let’s get moving right away and begin building your Yahoo! Merchant Solutions store.

Choosing a Merchant Solutions Package

Yahoo! has three different packages available: Starter, Standard, and Professional. All three
packages allow you to take credit-card orders, provide you with an equal number of e-mail
accounts, provide automated UPS-shipping processing, come with 24-hour, toll-free support
and 30 days “consulting” assistance, and so on. You can find details about these features online
(http://smallbusiness.yahoo.com/merchant), but the following list provides a quick summary of
the sort of features you’ll find in all three packages:

Free domain name with your store
Free support by 24/7 phone line and e-mail

Web-hosting space where you can store image files and create web pages, along with
10GB of disk space to store your files and 200GB of data transfer per month

One hundred e-mail accounts, with 2GB storage space per account

A shopping-cart system that allows buyers to purchase products using credit cards
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B An order-management system in which you can process orders

A way to receive orders by fax and e-mail

B Integration with UPS’s shipping system for price calculations, shipment tracking, and
label printing

B Statistics related to traffic in your store and sales made
note Make sure you look at Yahoo!’s policies (http://store.yahoo.com/vw/guide.html). Yahoo!

won't let just anyone use one of their Merchant Solutions stores. Some products are banned
from the Yahoo! system.

All packages have these features . . . so what are the differences? There are only a few ways
in which they vary, which makes it relatively easy to choose among the packages. Table 12-1
summarizes the differences among the three packages.

With the Starter package, you won’t be able to export orders to the UPS WorldShip service
(useful if you ship a lot of packages through UPS, not so important when first starting out). You
also won’t be able to automatically export transaction data to other software programs. You
won’t be able to accept orders faxed to you. The statistics provided to you won’t be as good; you
won’t be able to see the click trails—the path taken by visitors through your site—and won’t
be able to see search terms people used to find your site or to search within your site. You also
won’t be able to use gift certificates, the cross-sell feature (which allows you to suggest related
items when someone selects a product), or coupons, and you won’t be able to create trackable
links—a tool that helps you build simple “affiliate relationships” through which you can pay
other web sites a commission for sending buyers to your store. There’s another important
difference, too. When you sell a product, Yahoo! takes a transaction fee: sell a $100 product and
Yahoo! will take $1.50 if you have the Starter, $1.00 for the Standard, and just 75 cents if you
have the Professional package.

Starter Standard Professional
Export to UPS WorldShip No No Yes
Transaction-Data Export No Yes Yes
Accept Fax Orders No Yes Yes
Click-Trails Statistics No Yes Yes
Search Statistics No Yes Yes
Gift Certificates, Cross-Sell, No Yes Yes
Coupons, Trackable Links
Transaction Fee 1.5% 1% 0.75%
Monthly Fee $39.95 + one-time, $99.95 + one-time, $299.95 + one-time,
$50 setup fee $50 setup fee $50 setup fee

TABLE 12-1 Yahoo!’s Merchant Solutions Packages
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So which do you choose? You only need the Professional package if you do a lof of
shipments through UPS, or if the savings in the transaction fees outweigh the additional monthly
fee. So, most people just starting out can forget this option. The Standard package has useful
features—fax orders, better statistics, gift certificates, coupons, cross-sell, and trackable links—
all of which are missing in the Starter. But for many, a good choice is the Starter because you’ll
pay much less while you build the store and learn how to use it. When you’re ready, you can
contact Yahoo! and upgrade to the Standard package, and once you do a lot of business, you can
upgrade to the Professional package with no additional setup fee. (In this book we’re going to be
using the Standard package.)

If you’d like to see a chart listing all the features and comparing the three packages, click
one of the Features buttons you’ll see when you first enter the Merchant Solutions home page
(http://smallbusiness.yahoo.com/merchant/), then click the Compare button on the page that
appears.

tlp If you run into problems during the sign-up, call and chat with Yahoo! at 1-866-781-9246.

Also, note that Yahoo! will provide 30 days free consulting with any of the packages; you can

ask them to look at your site and suggest improvements.

Do You Need a Web Site, Too?

Merchant Solutions, in essence, provides two things:

B A “store” account, in which you can create your web store

B A web-hosting account, in which you can create a web site using a variety of different
tools

The “store” account contains the following items:

M A store catalog
B A shopping-cart system

B All the mechanisms needed to handle sales tax, shipping rates, transaction payments,
and so on

B The ability to create additional pages, which can contain contact information, a privacy
policy, and so on

The Merchant Solutions store account creates a special form of e-commerce web site;
it provides a very fast way to build a store web site. However, it doesn’t provide as much
flexibility as other methods for building web sites, so some business owners combine the two.
They still need Merchant Solutions to provide the shopping cart and other tools for processing
sales, but they also create a separate web site and combine the two pieces. They use a web-
design tool to create a web site and the store’s catalog pages, but use Merchant Solutions
to manage transactions—to set up sales-tax rates, shipping rates and methods, and payment
methods. Because Merchant Solutions includes a full-featured web-hosting account, you can
create virtually any kind of web site in association with your store. You can use a plain old text
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editor to create your HTML pages if you understand how to do that, then upload them to your
hosting account. To create pages, you could use Microsoft FrontPage or Dreamweaver, or any of
hundreds of other web-creation tools.

Deciding How to Build Your Store Pages

There are four ways to build your store’s catalog pages—the pages that actually display your
products:

B Use the Store Editor provided by Merchant Solutions.

B Use Yahoo!’s SiteBuilder tool to build pages, then upload them to your web-hosting
account.

B Use Macromedia Dreamweaver, combined with the Yahoo! Merchant Solutions
Extension, then upload pages to the hosting account. The Extension automates some
catalog functions.

B Use some other kind of HTML tool, such as Microsoft FrontPage, along with Merchant
Solution “store tags” to define products, then upload pages to the hosting account.
(Connecting to the Merchant Solutions product catalog is a bit more work than using the
Dreamweaver Extension.)

The following table summarizes the pros and cons of using the various methods:

Another
Store Editor SiteBuilder Dreamweaver HTML Tool
Expense The cheapest method SiteBuilder software Depends; you may have to pay
because you can create is free and can be for software. Dreamweaver
a store very quickly, used to create pages and FrontPage are commercial
if you don’t mind relatively quickly, products, although there are
sacrificing design too. other HTML tools available free.
uniqueness
Speed The fastest method Fairly quick Slower Much
slower
Flexibility Not very flexible More flexible, but Total flexibility; build whatever
still limited to a you want.
great degree
Knowledge Quick to learn. No Another tool to Learning these tools can take a
HTML knowledge learn, although considerable investment in time
required (although relatively simple and cause brain damage.
it’s helpful, allowing
you to create more
attractive pages)
Size of Any number of Fewer than 100 Any number of products

Catalog products products
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Q note We've said that you can learn to use the Merchant Solutions Store Editor quickly, and you

can . . . with this book. Store Editor, for a variety of reasons, is actually quite complicated
in many ways, but this book steps you through the process of setting up a store, explaining
how to work with the system much more clearly than the existing Yahoo! documentation.

One issue needs a little explanation. We’ve mentioned that Store Editor is both a quick and
simple way to create pages, and is a system that provides little flexibility. This isn’t entirely true,
but in effect it’s true! Strictly speaking, Store Editor provides tremendous flexibility, allowing
you to create pages that look exactly the way you want them. However, in order to do this you
need to learn RTML, a special coding language that the original software designers created for
this purpose. Creating pages using RTML is not quick and simple; it can be very complicated.
In practice, few people learn RTML these days because if you want total control over your
Merchant Solutions pages, it makes more sense to use Dreamweaver or another HTML tool,
not RTML. The great majority of RTML users—and there really aren’t many—are people who
learned to use it when it was the only way to create customized pages for what was then Yahoo!
Store (the early version of Merchant Solutions).

We don’t discuss RTML and the advanced Store Editor customization of pages in this book.
If you need total control, you should use one of the web-hosting options.

Making Your Decision

How do you decide which method to use? You should simply use the Merchant Solutions Store
Editor and forget about working with an HTML tool if . . .

B Your overriding concern is getting your store online quickly and cheaply, or

B You know nothing about HTML or any kind of web-design tool, don’t have the time to
learn, and don’t have the money to pay someone else to do the work, or

B You want to get up and running quickly, and are willing to worry about unique site
design later.

note SiteBuilder provides a much easier way to create your store’s pages than Store Editor.
However, the 100-product limit is a real problem. Even though you may have a small
number of products now, if your store is successful, you will probably expand the number
of products over that 100 limit at some point . . . and you’ll have to throw away the store
and build it again using another method.

Consider one of the other options if . . .

B A unique site design is your overriding concern, or
You want to build a web site with a great many web pages in addition to the store, or
Money’s no object, or

You’'re in no hurry; you just want a perfect site, or

You’re an HTML guru and enjoy messing around with this stuff.
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Poor Man’s Site Integration

There is another way to integrate a Merchant Solutions store into a web site. Treat the two as
separate entities, and simply link from your web site to your store using an ordinary HTML link.
Let’s say you already have a web site and now need a store. There’s no need to throw away
your site and rebuild in Merchant Solutions. And there’s no need to learn complicated tools
to integrate your catalog into the existing site. Rather, quickly set up the store using Merchant
Solutions Store Editor, then simply link from your site into the store when needed. You might
even register a domain name that is similar to your original name. For instance, let’s say you
own the RodentRacing.com domain name. Register RodentRacingStore.com for the Merchant
Solutions account, and on your original site, link to RodentRacingStore.com when you direct
people to your online catalog.

And the Choicels. ..

In this book we’re going to focus on the first method, building your store entirely within
Merchant Solutions. If you want to use SiteBuilder, Dreamweaver, or some other HTML tool,
refer to Yahoo!’s online documentation for the details.

Remember, though, whichever of the four methods you use, you will still be doing a lot of
work within Merchant Solutions. You’ll be entering product data into the product database—
Catalog Manager. You’ll be setting up shipping methods and rates, sales-tax rates, and payment
methods. You’ll use Merchant Solutions to process orders, view statistics, set up coupons and
discounts, and so on. In fact, one great strategy for many businesses is to focus on Merchant
Solutions and Store Editor for now . . . and worry about using more advanced catalog-building
tools later when you’re comfortable with the basics.

Picking a Domain Name

You’ll need a domain name for your store. A domain name is the “something.com” piece of a
web address (or .org, .biz, .whatever). For instance, in the URL www.yahoo.com/index.html, the
domain name is the yahoo.com piece. If you’ve already registered a domain name with a service,
that’s fine; you’ll be able to point it to your Yahoo! store later. Or you can register a domain
name during the sign-up process, and Yahoo! will throw it in at no extra charge. But how do you
pick a name? Spend a little time thinking about this. It’s not easy picking a domain name because
most good ones have already been taken! Here are a few things to consider:

B Pick a name that is easy to understand. If you read the domain name on the radio, would
listeners be able to understand (and spell!) it?

B If you already have a business name, you really need a domain name that matches (which
isn’t always possible, of course).

B If at all possible, pick a .com domain, not a .org, .biz, or .anything else. The world thinks
.com, and if you select a different one many people may not notice and might end up at
the wrong site.


www.yahoo.com/index.html
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tlp You may want to spend a little time thinking about your domain name before signing up. Go
to domains.yahoo.com to get to Yahoo!’s domain-registration service. There are also many
services online that help you select a name; www.nameboy.com is a good one to try. Whether
you register with Yahoo! before setting up your Merchant Solutions account or register with
any other service, you'll still be able to use it with Yahoo! when you’re ready. However, if you
register the domain at the same time you set up your Merchant Solutions account, you'll pay
no registration fee, and Yahoo! will pay the renewal fee each year as long as you still have
a Merchant Solutions account.

M If all the domains you want have already been purchased, try combining words. Try
mixing your primary word with a color or location name (city, state, etc.), a store-type
word (store, depot, warehouse, shop, etc.), or something else. Sometimes the only way
to get a domain that works for you is by building a combination.

tip Before you register your Merchant Solutions account, check to see if the domain name you
want is available. You can search at http://smallbusiness.yahoo.com/domains/.

B If your domain name can be confused with any other name—in particular plurals,
singulars, and common spelling mistakes—you need to register both terms. You need the
one you want and the “confused” term. Registering cooldoll.com? Then you also need
cooldolls.com. Getting jobadvisory.com? You also need jobadvisery.com, jobsadvisory
.com, and jobsadvisery.com.

B Yahoo! provides a pretty good “brainstorming” tool; you tell it what domain you want,
and it suggests alternatives. Spend a little time to make sure you get a good domain
name.

warning Avoid “domain confusion.” Don’t register a domain name that is likely to be confused
with another. Don’t register royalsaunas.com if someone else owns royalsauna.com,
or bluesauna.org if someone else has bluesauna.com. If you market heavily using the
domain name, some of the traffic will go to the other domain, possibly a competitor!

Registering for a Yahoo! Merchant Solutions Account

N

@

&

To register for an account, navigate to http://smallbusiness.yahoo.com/merchant, click the Merchant
Solutions link, and follow the instructions. The forms will lead you through the process of picking

a domain name and will try to “upsell” you on a more expensive Merchant Solutions account.
Remember that all packages come with 24-hour, toll-free support, 30 days of consulting, and the
ability to be upgraded later (with no setup cost).

ti After you have registered your account, you should receive several e-mails from Yahoo! Read
these carefully—and save them—as they include important information.
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tlp If you can’t find your way back to your Manage My Services area, go to the Small Business
Home (http://smallbusiness.yahoo.com/), then click the Manage My Services button in the
top right.

The Manage My Services page, shown in Figure 12-2, is the central “control panel” for all
your Yahoo! services. The list that follows shows what you can do from this page.

B You’ll see a Store Manager link; this is where you’ll work with your Merchant Solutions
e-commerce system.

B There’s a Web Hosting Control Panel link. This takes you to where you’ll manage your
web-hosting account.

B The Domain Control Panel link takes you to an area where you manage your domain
name, if you registered it through Yahoo!.

B Every Merchant Solutions account comes with 100 e-mail accounts; the Email Control
Panel link takes you to where you can manage these.

B Use the Check Email link to read e-mail messages using the Yahoo! Small Business
Email system.

M Click Compose Email to create an e-mail message.

A Yahoo! Small Business - Microsoft Internet Explorer
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services.
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B Click View www.domain.com to open a browser window containing your store.
(Remember, when you first set up the account, you’ll see an Under Construction
message.)

B Use the Billing Information links to view or modify the information used to pay for your
Merchant Solutions account each month.

B Click the Change Plan link if you want to upgrade to the next Merchant Solutions
package.

B Click Add Extras to add e-mail accounts or disk space.

When you first view the Manage My Services page, you'll find that the Status is set to
pending. You can begin working on your account, but it takes a little while for the domain
name to point to the store. In other words, if you open a browser, type the domain name into the
browser (store.puresauna.com, for instance), and press ENTER, the browser will not load a web
page from your store; you may see an error page or a Yahoo! Under Construction page. It will
take a few hours, perhaps a day or so, before the domain name points to the site.

Pointing Your Domain to Your Store

If you already own a domain name—and therefore did not register one for the store during your
Merchant Solutions account setup—you need to point the domain to the store. In other words,
you have to change the domain’s settings so that when someone types the domain into a browser,
the main page from your store will be loaded.

In order to point a domain to a web site, you have to change the DNS settings for the domain.
DNS means Domain Name System; it’s the system used by the Internet to specify where a web
site can be found. When you change DNS settings, you are telling the Internet which web server
has your site so that a browser knows where to go to find it. In order to point your domain to
your Merchant Solutions store, you have to change the nameserver information associated with
your domain to use the Yahoo! nameserver information.

This sounds a little complicated, but don’t worry too much about the technical aspects.
Yahoo! should send you an e-mail providing the nameserver information if you told Yahoo! that
you intended to use an existing domain. (If you can’t find this information, call and talk to their
customer support people.)

Provide this information to whoever manages your domain name. If that’s you, go to the
registrar’s web site and look for a page where you’ll see “Set Nameservers” or something
similar, and follow instructions there.

Q note You can only point a single domain to a Yahoo! Merchant Solutions store. However, you

can forward as many domains to the store as you wish. With forwarding, you don’t change
nameserver information; you simply tell the registrar to forward browsers to another
domain name.
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Pointing www to the Store

By default, Yahoo! sets up your domain so that it points in two different “directions’:

B Type www.yourdomain.com into a browser, and the browser goes to your web-hosting
account at Yahoo!.

B Type store.yourdomain.com into a browser, and the browser goes to your store pages.
What if you’re not planning to use the web-hosting account? If you have decided to use

Merchant Solutions alone and want to point www.yourdomain.com to the store itself, you can
change this setting:

1. In Store Manager, click the Domain link (near the top-right corner) to open the Domain
Control Panel.

2. C(lick the Manage Domain & Subdomains link.

w

You’ll see the domain listed in a table; click the Edit link.

4. In the following page, select the Change the destination to my Store Editor home
page option button.

5. Click the Submit button at the bottom of the page.

The change won’t be immediate; the switchover may take a few minutes or could take eight
hours or more to complete. Eventually, however, when anyone types www.yourdomain.com into
a browser, they’ll end up at your store’s home page.

Finding Your Way Around the Store Manager

The Store Manager is where you build and manage your Yahoo! Merchant Solutions store. You
can get there by opening the Manage My Services page and then clicking the Store Manager
link, but we recommend that you bookmark the page so you can go directly there. (In Internet
Explorer, select Favorites | Add to Favorites.)

You can see the different areas of the Store Manager page in Figure 12-3.

Creating a Store Security Key

When you created your Merchant Solutions account, you had to either provide information about
an existing Yahoo! account or create a new account. The Yahoo! account has an ID (to identify
you), and a password (to ensure that only you can access the account). There’s one more form

of account protection that you’re going to need, a security key. The security key is required for
access to many, although not all, areas of your Merchant Solutions account. This allows you to
set up a store account that can be used by, for example, a web designer, but that will give you
sole access to important areas.


www.yourdomain.com
www.yourdomain.com
www.yourdomain.com
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tlp Do you have several people who are going to be working on your store? Maybe a couple
of web designers, someone who updates your product list, a staff member responsible for
inventory, and so on? You can create different accounts for each person, providing different
permissions to each. Each staff member must set up a Yahoo! account and check the Add this
profile to the Yahoo! Member Directory box in their Edit Public Profile page. You can then
set up an account in the store using the Access link in the Site Settings column.

The security key is required to view orders—for instance, to set up payment methods or to
change basic account information. It is not required for access to the Store Editor—where you
can create store pages—or to some other less sensitive areas.

It’s a good idea to set up your security key right away, before you allow other people access

to the Store Manager.
1. Click the Pay Methods link in the Store Manager.

2. Yahoo! will ask you for your account password, to verify that you have the right to create
a security key. Type the password and click Continue.

3. Provide a security key, another password. It must contain at least six characters and
cannot match or contain your Yahoo! ID or password, nor include your first or last name.
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4. Provide all the other information requested. Yahoo! asks you to confirm some basic
information, including the credit card used to set up the account.

5. Click Submit This Form.

tlp Spend much time online at all, and you’ll end up with a whole lot of account IDs and
passwords. Ideally, these should not be easy to figure out and should vary, so eventually you
have a problem—how do you remember them all? Write them down, and the paper may be
found; don’t write them down, and you’ll eventually forget some of them. A more effective
way to store them is to use a password-management program. One great program is Password
Depot (http://www.password-depot.com/). You can find others at any good download site,
such as WUGNET.com and Tucows.com.

N

&

Setting Up a Credit Card Merchant Account
In order to sell, you need a way to take money. While there are a number of different ways
to take payments—we’ll discuss your options in Chapter 18—in order to have a functional
Merchant Solutions store, you must set up the store to accept credit-card payments. (Yahoo!
won’t allow you to open until you do so.) As this may take a few days to sort out, it would be
nice if you could start the process right away.

@

N

tlp One thing you may need to prepare—you’ll need a land-line phone number. If you, like so
many people these days, only have a cell number, you'll have to set up a land line before you
can apply for a merchant account if you want to use Paymentech, Yahoo!’s recommended
merchant-account provider (it’s one of Paymentech’s policies that you must have a land line).
On the other hand, the second recommended company, 1st American Card Service, does not
require this.

s

Unfortunately, you cannot complete the merchant account setup until some key items are
present—your store must be “ready for business with clear product and pricing information
available for viewing” so that the company issuing the merchant account can review it. Even
if you don’t have everything complete when you apply, you must at least have a site that looks
complete—one or more products, a contact page, privacy page, and so on. So go ahead and build
your store, and when you’re ready, refer to the information in Chapter 18. Or perhaps get the
paperwork in now, but be aware that the process will grind to a halt fairly quickly.

warning You are backing up data, aren’t you? You need to protect your business information.
What if you lost all your product-catalog data, or lost the program that stores all your
passwords or all your accounting information? Would it hurt? Would it take much time
to recover? If you're serious about doing business online, you need to find some way
to back up data. And that means off-site! One good strategy is to buy two external USB
hard drives and do a full backup onto both. Store one in your office and back up every
day, and store the other somewhere else, such as a safe-deposit box. Switch them every
week or two.

In the following chapters, we’ll see how to enter your products into the store catalog.


http://www.password-depot.com/

Chapter 13

Adding and Importing Products

ou’ve set up your account and done a few preliminary bits and pieces. Now let’s get started

by adding products to your store. Why add products before you create pages? Because
Merchant Solutions will create pages for you automatically—both section (category) and product
pages—based on the products that you create and import. Once the pages have been created,
you’ll see how to modify them in subsequent chapters.

There are actually two ways to get products into Merchant Solutions—you can type them
by hand, or you can import them from a database or spreadsheet file. In this chapter you’ll learn
both methods. If you are setting up a very small store with just a handful of products, entering
them by hand is probably fine. If you have a larger store, with hundreds, or even thousands of
products, you should almost certainly be using the second method, storing product data offline,
and importing the data into Merchant Solutions.

Understanding the Product Database

All the information about your product has to be stored somewhere so that Merchant Solutions
knows what you are selling, how much to charge for it, and, in some cases, additional
information such as how much it weighs (so it can figure out how much to charge when
shipping it). It needs to show your products to potential customers—that is, create catalog pages
containing product information—and it needs to use the product information when checking out
a purchase.

This information is stored in a product database, hidden away on Yahoo!’s servers.
A database is a computer file that is specially designed to store information in a manner that
allows the information to be pulled out as needed. Imagine a printed document with a table—
each product is stored on one line of the table, and each piece of information about a product is

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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stored in one of the table cells; price in one cell, description in another, weight in yet another,

and so on:
Each cell is a field
code  taxable  ship-weight label price sale-price headling| hame
L-201 ACH] 32 The Lx-201 2-Parzon Sauna 3495 2796  The Brand Mew Lx-201 The LX-201 2-Person Sauna
L2202 Yes 32 The Lx-202 2-Person Sauna 3495 2796)  The Brand Mew L-202| The L¥-202 2-Person Sauna
L4204 Yfes 32 The LA-204 4-Person Sauna 4495 3495 The Brand Mew L¥-204 The L-204 4-Person Sauna
Each product

line is a record

B For each product, the database contains a record, the equivalent of a line in the table.

B Each piece of information within a record is stored in a database field, the equivalent of
a cell in the table.

Don’t worry too much about the database. You’ll never see it and don’t even know where it
actually is—it’s on one of Yahoo!’s computers somewhere. All you need to know is that Merchant
Solutions stores your product data and can retrieve it whenever and however it needs to.

There are three ways to put products into this database:

B Type the product into Store Editor.
B Type the product into Catalog Manager.

B TImport a file containing product information into Catalog Manager.

Whatever method you use for entering product information, the data is saved in the same
product database. Enter it through Store Editor and you’ll see the same data in Catalog Manager,
and vice versa . . . it’s all stored in the same place.

; note Yahoo!’s tech-support staff have been trained to tell you not to use Catalog Manager if you

are creating your pages with Store Editor. However, the Yahoo! documentation department
clearly recommends that you do use Catalog Manager. Furthermore, the tech-support
people have a poor understanding of Catalog Manager and what you can and can’t do with
it, and frequently provide misinformation—information that is demonstrably wrong—about
working in Catalog Manager. We’ve chosen to go with the documentation department and
what we've observed, and recommend Catalog Manager!

However, while you can enter products through Store Editor, we recommend that you don’t.
Rather, work primarily with Catalog Manager. It makes working with your products much easier.

Adding an Item to the Product Database

Here’s how to add your first product to the database.
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1. In Store Manager, click the Catalog Manager link.

note Don’t worry about tables right now. Tables provide a way to help you group or categorize
products, an advanced subject that we won't be covering here.

2. Click the Manage Your Items link. You’ll see the Items page, showing the content of the
default-table (right now, nothing).

3 puresauna.com: Merchant Standard - Microsoft Internet Explorer

H : s — 1 r 3 e » » -
Bl Edt  Miew Favortes  Tools  Hel : aﬂack & ".‘.) |ﬂ @ (g - Search @ Favertes @ LB' & B - éLr|=5 M'j"'
¢ ackivess ] hitp: et store. yahoo, com]RT/NEWEDLT-CH.phst-3545422573552(1 141 55591 658 CNEMARAN v B
-~
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uresauna.com: e M Py S
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view: defaultable (v | Add lkem Edit These Items Change Frices
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D pNameE Code Price Sale.price Ship.weirht Orderable Taxahle Label Product-url
“fou have not added any iterns ta this table. Click on the "4dd Hem" button above to add an item
Check All- Clear All Customize View
Delsis T MevE | ghacked items tems per page |1D_U_:| ghosing g
yiew | defaultahle ¥ | Add hem Edi o lierrs Change Pricas
-
8] Done D Irkeenest :

3. Click the Add Item button to open the Add Item page. This page contains fields into
which you will enter information about the product. Type the information into each field,
or use the appropriate control, as explained in Table 13-1.

note When you are in the Add Item page, you are adding a database record. Each piece of
information entered goes into a particular database field.

4. When you’ve finished entering all the product information, click the Save button at the
top or bottom of the page.

5. You’ll be taken back to the Items page. Click the Add Item button to begin adding the
next item.

tlp Even if you don’t have product data ready yet, go ahead and put some fake data in, so you
can see how the system works.
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Field

Description

ID

Name

Code

Price

Sale-price

|\
Orderable

Ship-weight

Taxable

\

&

This field is a unique identification code for the product. It’s also used to create

the product-page filename. For instance, if the ID is 27166-00-00, the page URL
becomes http://store.yourdomain.com/27166-00-00.html. Use only letters, numbers,
and dashes. You may want to use the same information as the Code field. On the
other hand, it’s a good idea to use a product name, with each word separated by a
dash (but don’t use more than, say, three or four words). As you’ll learn in Chapter 26,
it may help a little in the search engines to have a page named after the product.

This is a required field that can include letters, symbols, numbers, and spaces. The
product Name appears on the product page above the product Caption (if no Headline
field is present), or above the Price (if a Headline is present). It also appears in a
section/category page (clicking on the name takes the shopper to the product page).
The Name also appears in your page’s <TITLE> tags (something you’ll learn about
in Chapter 26), which means when someone loads the page into a browser, the Name
text appears in the browser’s title bar.

Code is also unique, but this time it will be shown to customers. It’s generally some
kind of SKU or other product code. If you are selling books, it might be the ISBN
number; if selling some other sort of product, it might be the UPC code, or perhaps
some kind of internal company product code. The product Code appears on product
pages before the price.

This is the product’s list price. Type only numbers and a decimal place—no commas
or dollar signs. This is the price the product sells for unless you also enter something
in the Sale-price field, as described next. You can add incremental pricing if you
wish. Simply enter prices like this, where the first number is the base price, the
second is a quantity, the third a price, the fourth a quantity, and so on:

12.002 11.00 5 10.25

You’ll end up with a price line on the product page that looks like this:
$12.00, 2/$11.00, 5/$10.25

If you enter a value here, the Price value is overridden—this is the price at which the
product is sold. Also, if you enter a Sale-price, the Price will be displayed on a web
page as the Regular price, in combination with the Sale-price.

You can use incremental pricing in this field, too, as you can with the Price field.

tlp If you plan to use export product data to Yahoo! Shopping, do not use the
Sale-price field! See Chapter 21 for the reason why.

By default, this is set to Yes, but you can change it to No if the product is out of stock.
The Order button will be removed from the product page.

You only need to fill this field if shipping weight is in some way relevant; if the
buyer needs to know it or if it affects your shipping calculations (which we’ll discuss
in Chapter 19). If you plan to use the UPS Online Tools, which calculate shipping
charges for you, weights must be entered here and must be in pounds.

Select Yes if the product is eligible for sales tax. (We discuss sales-tax issues in
Chapter 19.)

TABLE 13-1

The Product Fields


http://store.yourdomain.com/27166-00-00.html
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Field Description

Image This is the full-size picture of your product. A reduced version will appear on your
product page, and when the buyer clicks the image the full-size image appears.
Clicking on the image loads a larger version of the same image; the shopper clicks
the browser’s Back button to return to the product page. Use the Upload button to
upload the file into the store.

Options You can create one or more drop-down list boxes that customers can use to select
product options, such as colors and size. You can also use this to create monogram
and inscription boxes, as well as set incremental pricing. To create a simple option
drop-down list box, enter the option label, followed by the options, like this:
Color Red Green Blue

For more complicated settings, see “Working with Options—Monograms,
Inscriptions, Incremental Pricing, and More,” later in this chapter.

Q
=

tlp The Variables page contains all sorts of interesting settings that have a variety
of effects, throughout your store. For more information, see Chapter 17.

Headline The Headline is an optional title line that appears above the product description in the
product page, replacing the product Name. However, if you don’t use the Headline—
in which case the Name appears above the Caption—the Name will not appear above
the price. From a search-engine perspective, getting as many keywords into a page
is a good idea (see Chapter 26), so you may want to place the text you use in Name
in the Headline text too, so that it appears twice. Headline color is controlled by
Display-color-text in the Variables page.

\

N

tlp Provide as much information for your products as possible. The more words
the better. As you'll learn in Chapter 26, search engines index words in
pages; the more good words you can provide—words likely to be searched by
people looking for products such as yours—the better. The more words, the
more likely your pages are to be found in the search engines.

&

Caption This is the product description, displayed in the product page. You can enter as much
text as you wish and use HTML tags to format it; see Chapter 14 for more information.

Warning Several of these items are converted to graphic images before being
placed onto the page; the Name (when displayed above the Caption if
no Headline is present), the Headline, and the Label are all converted
to an image file with a single line of text. Although there’s plenty of
space in these text boxes, in particular the Headline and Label boxes,
don’t use it all! If you type too much text it will simply run off-page,
past the right edge of the browser window. In the case of the Label,
if you put a great deal of text it won't display at all; rather, a colored
square will display in its place. How much is too much? It depends on
the font size; experiment to see what fits.

VNN The Product Fields (cont.)
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Field

Description

Abstract

Icon

Inset

Label

Download

Gift-
certificate

Product-url

Abstract is a product description that is used on the store’s home page if you set the
product as a “special.” (See Chapter 15 for information on specials.) It can also be
used on your site’s section pages to briefly describe an item, but it doesn’t appear on
the product page itself.

The Icon image is a small image that appears next to the product Name in a section
(category) page. It will also appear on the home page if you set the product as a “special.”
Clicking on the icon takes the shopper to the product page. This could be a smaller
version of the Image file. Use the Upload button to upload the file into the store.

The Inset image is a small, thumbnail-sized image that appears on your product page,
alongside the larger picture (the Image). Clicking on the image loads a larger version
of the same image. Use the Upload button to upload the file into the store.

The Label text is used only on the home page when the product has been set as a
“special.” A graphic image is created from the text and placed onto the page, above the
product price (if the home page’s Edit page has Specials-format set to As-Thumbnails).

If you are selling a downloadable product—a computer file such as a PDF e-book, an MP3
music file, or a software program, use the Upload button to upload the file into the store.

You can sell gift certificates by creating a gift-certificate “product.” See Chapter 21
for more information about this.

This is the address of the page where the product will sit in your store. It’s required
if you are submitting products to the Yahoo! Product Submit marketing program (see
Chapter 21).

TABLE 13-1

The Product Fields (cont.)

You can see how these things lay out on the product page:

Image —

Inset image

Product Image Product image || 1h€ Product Headline < Headline

Product Image Product Image || [wesawsimss | The Product Gaption. The Product |
Product Image Product Image *::::: Caption. The Product Caption. The
| Praduct Caption. The Praduct

oduct Image Product Image promatsiinegs | (AQtON. The Praduct Caption. The

Product Image Product Image Product Caption. The Product
Caption. The Praduct Captian. The Product — Caption

Product Image Product Image Caption. The Product Caption. The Product

Caption. The Product Caption. The Product
Caption. The Praduct Caption. The Product Caption. The Praduct Caption. The Product
Caption. The Product Caption. The Praduct Caption. The Praduct Caption. The Product
Caption. The Praduct Caption. The Product Caption. The Praduct Caption. The Product
Caption. The Product Caption. The Product Caption. The Praduct Caption. The Product —
Canption. The Praduct Captian.

Price

Name — Product Hame )
Code — Product-Code  Regular price: $18.00 Sale price: $16.00 < Sale-price

Color:

Options —f Order button, added if Orderable is set to Yes
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If you only have a handful of products, you’ll probably want to enter them into Catalog
Manager one by one, by hand. If you have more—dozens, perhaps hundreds—then you should
probably import them into Catalog Manager. You’ll learn about that later in this chapter,
beginning with “Exporting Product Data.”

Working with Options—Monograms, Inscriptions,
Incremental Pricing, and More

As you saw earlier, you can create drop-down list boxes using the Option text box while entering
product data. However, this text box actually allows you to do several things:

B Create a simple drop-down text box, with one-word options in the box (Red).
Create a drop-down with multi-word options in the box (Bright Red).

Create multiple drop-down list boxes.

Create a Monogram box in which a buyer can enter three initials (for a product that will
be personalized with a monogram).

Create an Inscription text box into which the buyer can enter text to be inscribed onto
the product.

B Set up Incremental Pricing options, which will allow buyers to select a particular
option—color, product material, and so on—and different prices are applied.

B Specify codes for option combinations.

Simple Drop-down Text Boxes

To create a simple drop-down list box, type the name of the list, followed by the options within
the list, all separated by spaces. If, for instance, you want a drop-down list box with the label
Size, and the options Small, Medium, and Large, enter this:

|

Options Size 3mall Mediwum Large

i'hat's this?

. . .| Small
You’ll end up with this in your store: -
I

Multi-word Options

If an option uses multiple words, place the words in quotation marks, like this:

Fied v
Color Red Green Blue "Deep Purple®™ s

|

Oiptions
i at's this?

Green
[Deep Purple '

159
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Multiple Drop-down List Boxes

If you need multiple drop-down boxes, separate each entry with a blank line, like this:

: Color Red Yellow Bl Al
Options DIRE SRS SRURNIIANR - Cqu|Red
What's this?
Size Small Medium Large

Monogram Boxes

If you offer t.he service of monogramming products, you can Monogram (§10.00): I:I:D
create a special option box that looks like the one shown here.

note Where does the price (in this case $10) come from? Don’t enter this into the Options box.
It comes from the Personalization-charge field in the Variables page. You’ll learn about this
later;, in Chapter 17.

The buyer can type three initials into these three text boxes; the initials will appear on your order
forms so that you can engrave or print the monogram onto the product. Creating the Monogram line
is easy; simply type the word Monogram on a line by itself in the Options text box.

Inscription Text Boxes

You can also allow buyers to provide an inscription to be engraved or printed on a product. In
this case, you must enter the label (in quotation marks), the word Inscription, and the number of
characters allowed, like this:

3

: "Type your Inscription here™ Inscription 15
COiptions TRSY s E
Whats thiz'?

note Asgain, the inscription price (in this case $10) comes from the Personalization-charge field
in the Variables page.

The number at the end of the line defines both how long the text box will appear and how
many characters the buyer will be able to type into it. You’ll end up with this:

Type your Inscription here ($10.00); |

Incremental Pricing

You can also associate a price with an option. For instance, enter this text:

Optians Material "Wood" "Copper (+5.00)" "Silver (+12.00)" "Gold L
Whats this? (+z5.00)"
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You’ll end up with this:

Material: | Silver (+12.00) |+

Sikver (+12.00) k

Gaold (+25.00

When the buyer selects an option, the sum you’ve defined will automatically be added to the
purchase price.

Assigning Codes to Option Combinations

There is an additional setting for your option drop-down list boxes if you want to use it. You
can assign item codes to option combinations. Let’s say your widget comes in red, green, and
blue, and in three sizes, small, medium, and large. You can assign a code to Red/Small, Red/
Medium, Red/Large, Green/Small, and so on. It’s not necessary, but if this helps you manage
your product inventory, then it can be done. Click the Enter Individual Item Codes link to see the
Options Codes screen. Enter the code you want to use in the first column, then select the option
combinations you want using the subsequent columns; when you’ve finished, click Save and
Continue.

What if you have some combinations, but not others? You have Red/Small widgets but
not Red/Large, you have Green/Large but not Blue/Large, and so on? How do you handle this
situation? Rather than creating two option drop-downs, one for color and one for size, you’ll
have to create a single drop-down, showing all the different combinations.

Modifying Items

There are several ways to work with products once they are stored in Catalog Manager:

B Change a single product’s information. Click on the Product ID in the ID column.

B Change several products at once. Click the Edit These Items button to see a table
showing the products with editable fields. You can change multiple fields, in multiple
products, and then click Save.

B Search for particular products. Click the Search button. You’ll be able to search for
a keyword in a particular field and see a table showing only products that match the
search criteria.

B Delete products. Click the check box next to the product you want to remove from the
product database, and click Delete.

B Change all prices. You can modify all the products’ prices at once. Click Change
Prices. In the Change Prices page, you can choose Clear Sales Prices (the sales price
will be removed from all products) or Apply Discount—enter a discount rate (10%,
15%, or whatever), and Merchant Solutions will reset all the sales prices to the price
minus this discount.

B Change the columns shown in the table. You can add fields to and remove them from
the table; click the Customize View link on the right side of the table.
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Publishing Your Product Data

If you’ve entered all your products or just entered a single product and now want to see it in the
store, you must “publish” your data. Changes and additions made to the product database do not
appear live in your web store until you published them. Here’s how:

1.

2.

7.

In the Catalog Manager home page, click the Publish Your Changes link (or click the
Publishing tab elsewhere in Catalog Manager).

Click the Publish Catalog button. At this point, despite the note on the Publishing page,
your data has not been added to your site. The data will appear in your Store Editor but
not in your live store. You still have a few more steps to push the products onto the live
store.

Exit Catalog Manager and return to Store Manager; click the Store Manager link in the
top left of the page.

Click the Store Editor link in the Edit column.
In the Store Editor screen, click the Publish button on the right side of the command bar.

In the Publish Status window, you’ll see a little status box; wait until all the lines are
preceded by check marks, indicating the step has been completed.

Click the Go to Manager link to return to Store Manager.

Your changes and additions to the product database have now been published to your store.

Viewing the Data in Your Store

By now you should have at least one product in your product database, so let’s see what it looks
like in the store. Remember, we haven’t customized the store yet. What you’re going to see is
rather crude . . . but it’s a start. We’re going to look at your product in a web browser, in your
“live” store. Here’s how:

1.
2.

Look at the bottom of the Order Settings column in Store Manager.

If the last entry is Publish Order Settings*, click this link to ensure that recent changes
made to various Store Manager settings are uploaded.

When the page reloads (the entry now is Published), right-click on the [View Site] link in
the Edit column on the left side of the page.

When the pop-up menu appears, select the Open in New Window option. A new browser
window opens, showing your browser’s home page—there won’t be much on the page,
but don’t worry about that for now.

Click the Index button.
Click on a product link that appears in the Index page. The product page opens.
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note Remember the publishing sequence. When you make changes to the store, you have to
“publish” your changes before they will appear on the web site. Here’s the sequence of
“publish” commands you use in order to see all changes:

Catalog Manager: click Publish Your Changes, then click Publish Catalog.
Store Editor: click the Publish button.
Store Manager: click Publish Order Settings (Order Settings column).

KoL~

Click [View Site] (Edit column) to view the site.

Exporting Product Data

If you have a lot of products, you won’t want to enter them all by hand. Rather, import them into
the system en masse. It’s much quicker to enter data into a spreadsheet or database program and
import the information than it is to enter it into Catalog Manager one by one. (If you want to do

this later, skip this section, continue building your store, and return here later.)

In order to import data to your database, you will use the Upload area of Catalog Manager.
Note that this area allows you to both upload (import) data and to download (export) data. The
best way to get started, in fact, is to create one product by hand (see “Adding an Item to the
Product Database,” earlier in this chapter), then export the information so that you now have
a “template” to work with.

1. In the Catalog Manager home page, click the Upload Items link (or click the Upload tab
elsewhere in Catalog Manager).

2. Click the Download button.

3. If you created multiple tables (which we’re not covering in this book), select the table
containing the data you want to export; otherwise, just ignore this setting.

4. C(Click the Download button.

5. A File Download dialog box opens. Click the Save button and save the data.csv file on
your hard disk.

note Some text editors (such as Windows Notepad) won’t open the file very well because of a
problem with the line breaks; all lines are strung together in one long line. More advanced
text editors and word processors can open it properly.

6. When the file has been saved, click the Open button to open it in an appropriate
program, such as Microsoft Excel, or even in a text editor. In Windows, by default
a .csv file will open in Microsoft Excel if you have that program installed.

Open the file in a text editor and you’ll see that the file is what is known as a comma-
separated variable file. Every field in a record is separated from another by a comma. The first
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line in the file contains the column headers, showing what each field in the file is—the ID, the
label, and so on.

#1 TextPad - [C:\Documents and Settings\Peter Kent\Desktophdata.csy *] E|E| rgl
@ File Edit Search ‘iew Tools Macros Configure  SWindow Help = | &%
DEE BERY| i 2B| o 22|29 @ W e »

id, code, product=url, taxable, ship-weight, label, family, gift-certificate o
1x-201, "LE-201", "hetp: //wuw, yourdowain, com/ ", Yes, 32, "The LX-201 Sauna

Open the file in a spreadsheet program and you can see it a little more clearly. You can see
that the first row contains headings and the second row contains product data.

E3 Microsoft Excel - data.csy _ X
lél]ﬂg Edt Vew [nsert Fomat Took Data Window Help  Adobe PDF Type a question for help [ B3¢
NEE SRS BB. 08 x s me Bive w0 o =A- B
03 X &
7Y I 3 Y 5 0 O o [ s [
1 1 |id code product-utltaxable  |ship-weigh label family gift-certific: price headline |sale-price |n
| 2 [1x-201 L2001 hittp: Munanad Yes 32|The L¥-201 2-Person Sauna 3495 The Brand 2796 |L

If you export from Catalog Manager after you've already created sections (categories) in
your store, Catalog Manager includes a line for each section in the export file; you might
want to delete these, as they include no useful information.

hote

Importing Product Data

N

(&

Once you’ve exported a product file, you have a template you can work with. If you can create
a file in the same format as the export file, you can import the data into the store. Note these
issues:

B The export (download) file contains a family column. You can ignore this . . . your
import file does not require this column of information. This is left over from an earlier
version of Yahoo!’s small-business e-commerce product, Yahoo! Store, and isn’t used
with the more recent Merchant Solutions.

B You do not enter any image information into this data file; for information on importing
images, see “Importing Images,” later in this chapter.

B Some fields are required; others can be omitted from the import file. You must have these
fields: Name, Sale-price, and Ship-weight. The Name field must contain something; the
other two can be empty if you wish, but they must be included.

B Fields don’t have to be in the same order in your .csv file, but they must use exactly the
same column titles in the first line so that Catalog Manager can recognize the fields.

We recommend that you use a spreadsheet or database program to create your import file. It’s
easy to make mistakes when working in a text editor. Many people have a copy of Microsoft
Excel available, which is a good spreadsheet program for the task.

tip
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Dealing with Options
You saw how to add options to a product in the earlier “Working with Options” section. You also
saw how it’s possible to create monograms, inscriptions, incremental pricing, and even codes for
individual options and option combinations. How do you handle all this when importing data?
Let’s put aside for the moment the situation in which you provide codes for option
combinations. In general, you simply enter the text that would normally be entered into the
Options text box in Catalog Manager, into the options field in your spreadsheet or database.
Place line breaks between them, just as you would when typing into Catalog Manager.
Managing option-combination codes is a little different. In this case, you’re going to enter
all the code information into the Code field of your product database. Let’s say the code for
the product is 73086-15-00 and you’re going to add a number after the code for each option
combination (73086-15-00-01, 73086-15-00-02, and so on). First, place the base code into the
field, followed by a semicolon:

73086-15-00;

Next, enter the first option combination:

Color:Red#Size:Small=73086-15-00-1

The above means, “if the color is red and the size is small, the code is “73086-15-00-1".
Note that each combination is entered with the option name (Color), a colon, then the option
choice (Red), like this: Color:Red. Different options are separated with a # symbol (Color:
Red#Size:Small) and end with an = sign immediately before the code.

Each of the option combinations are separated with an & sign, like this:

Color:Red#Size:Small=73086-15-00-1&Color:Yellow#Size:Small=73086-15-00-2

Here’s an example of the text you would enter into the Code field for two option choices
(four colors and three sizes):

73086-15-00;Color:Red#Size:Small=73086-15-00-1&Color:Yellow#Size:
Small=73086-15-00-2&Color:Blue#Size:Small=73086-15-00-3&Color:Bright
Chrome#Size:Small=73086-15-00-4&Color:Red#Size:Medium=73086-15-00-
5&Color:Yellow#Size:Medium=73086-15-00-6&Color:Blue#Size:Medium=73086-
15-00-7&Color:Bright Chrome#Size:Medium=73086-15-00-8&Color:Red#Size:
Very Large=73086-15-00-9&Color:Yellow#Size:Very Large=73086-15-00-
10&Color:Blue#Size:Very Large=73086-15-00-11&Color:Bright Chrome#Size:
Very Large=73086-15-00-12

Creating Section Pages

When you import product data into Merchant Solutions, a page for every product is created. Of
course, there has to be a link from somewhere to a product page, right? So where does the link to
the page appear?
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There are two places that your products can be linked from:

B From the home page

B From a section (category) page

Let’s say your store sells cookbooks, and you want to categorize the books. Imagine you
want this structure of sections and subsections (categories and subcategories) for your store:

B Specials
M Baking
B General
B Bread
M Cakes
B Cooking by Ingredient
B Cheese and Dairy
M Fruits
B Meat
B Pasta

Each category of books would have its own section page; within the section page would be
links to a variety of books, and to the subcategories’ section pages, too. Meals is a categorys; its
section page is linked to from the home page. Breakfast is a subcategory of the Meals category;
its section page is linked to from the Meals section page. Here’s an example of a section page;
the top buttons in the navbar lead to other section pages:

plers - Microsoft Iinternel Explorer IZIIEIFZI
Fie  Edt Uisw Favertes Jods  Hep Qe - @ - _ﬂ @ ;\:] }"s:;:m \'E':'f;_jsmrba e | 2 i Eu—u = g,!'
| ks | ] it fa2kscocters.comfeise bl * B
. |
Home
= L scoote
YOUF +E TO GET FROM A O E"

"Mobitity
CALL US TOLL FREE: 1-866-333-8685 or 1-206-634-8087, We look forward fo assisting you!

Electric Scooters

Bareem Jia 5350 Electric

Go-Ped® ESR 750 Eleciric

L - i

Mongoose Pro Cosmic 2004

Secooter Secooter Electric Sconter

Retail price: £379.00 Retail price: $074.51 Retail price: $412.00
Surpree $299.00 i price: $698.00 o peice: $349.00

T ol

i -

& La O,
Weqgo i0450 Electric Scaotar HCF - 701 Pacelite Electric Schwinn F-18 Full Suspension
Relail prce. $499.00 Scoater Electric Scooter
Jur priee: $345.00 Hetzil price: $599.00 Rels grice: 540,00
O price: $328.00 Our pice: $439.00 &

B It
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This is from a real store, A2BScooters.com, and it shows the Electric Scooters page, a section
page with a list of products; buyers can click on a product link to go to that product page.
There are two ways to create these section pages:

B Manually, in Store Editor (as you’ll see in Chapter 15).

M Automatically, when you import products.

The simplest way to create a store structure is to import all your products in one go, and
then specify which categories they are placed into (which section pages link to the products).
Merchant Solutions will automatically create the necessary section pages for you. Now, that
doesn’t mean you’ve finished creating your section pages; you may also need to add information
such as a section header and section introductory text, as you’ll see in Chapter 15. But the pages
are created automatically during the import, and so most of the store structure is there, waiting
for you to drop data into it.

Here’s how to specify into which section a product is placed:

1. Create a new column in your spreadsheet and name it Path.

2. Enter the category (section) name for each product into the Path field. For a book that
you wish to place into the Baking category, you would type Baking into the Path field. If
you want to place a book into the Bread category—a subcategory of Baking—you would
type Baking:Bread into the Path field.

A |

path

Baking
Baking
Baking
Baking
Baking:Bread
Baking:Bread
Baking:Bread
Baking:Cakes
Baking: Cakes
Baking:Cakes
Dezerts
Deserts

-

ey e e

a

warning Don’t create too many top-level sections. For each top-level section, Merchant
Solutions will create a button on the button bar, up to a limit of 14, if you have more

than that, the extra sections won'’t get a button. Also, use short names for your sections
or you’ll end up with huge buttons extending to the right, shrinking your content area.
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That’s all there is to it. Now, when you import your data file, Catalog Manager sees the path
information and creates matching section pages—a Baking page, with a link to the Bread page.

note So now you're thinking, “that’s great, but how do I put a single product into multiple

categories?” That is, how do you have a product page linked to from multiple section and
subsection pages? For instance, you might want a particular book to be in your New Books
category, your Baking category, and your Cooking by Ingredient category. Unfortunately,
there’s no simple way to do this. You cannot assign, in the import file, a product to multiple
categories.

There are two ways to get around this problem. You can duplicate the product in your
import file; the product will appear three times if you want the product in three categories.
The problem with this method is that you must have unique product codes for each one. Or;
you can manually create links from a section page to a particular product (explained in
Chapter 16).

What if you don’t provide a path? The product is imported into the database but is not
assigned to a section page in your web site. Rather, it’s assigned to the home page. For every
product, up to 26 products, you’ll find a button on the navbar that takes you to the product page.
If you have more than 26 products, the additional products don’t get a button and must be linked
in some other way. Basically, importing more than a handful of products without a path is not
a good idea.

Entering Inventory Quantities

In Chapter 19 you will learn how to manage inventory—how Merchant Solutions tracks
inventory and even warns you, by e-mail, if stock levels drop too low. If you choose to use
Database Inventory, the simplest method, you can upload inventory information into the system,
as explained in Chapter 19. The database or spreadsheet used for that purpose is a very simple
one, with just two fields: Code and Quantity.

While you are creating the product-import file, you might want to include the Quantity
field—it’s a good idea to manage all your product data in one place. You’ll be able to import the
file into the product database—it will ignore the Quantity field. When you are ready to import
the inventory information, you can export the data with just the Code and Quantity fields (if
working with a database program), or save the file (if using a spreadsheet) with all fields deleted
but the Code and Quantity fields.

Creating and Importing the Data File

How, then, do you create an import file? Virtually all spreadsheet and database programs have
a way to export to the .csv format. You could, in theory, create the file in a text editor, but you
probably shouldn’t; it’s easy to make mistakes. The easiest program to use is a spreadsheet
program, such as Microsoft Excel, but merchants with large product catalogs may already have
their products in a database. If you exported a .csv file from Catalog Manager and have Excel
installed on your system, you’ll probably find the file automatically opens in that program.
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note Understanding how to use a spreadsheet and a word processor’s search-and-replace
function can make your data manipulation easy. For instance, let’s say you want to use
the same information in the Name field and in the ID field so your .html pages have words
from the product name in the filename—Merchant Solutions uses the ID as the product
page’s filename. First, sort your data in the spreadsheet alphabetically by the Name
column, then copy the Name column and paste it into a word processor. (You may be able
to do the following search-and-replace functions in your spreadsheet, but generally the
word processor’s tools are better.) Use the search-and-replace function to remove commas,
apostrophes, quotation marks, periods, & symbols, slashes (/), and non-important words
such as articles and prepositions (the, with, by, on, in, for, and so on). Replace all spaces
and slashes with a dash. Then replace any multiple dashes you may have with a single
dash, and remove preceding and trailing dashes. Make sure you don’t have any duplicates
in the list, and then paste the column into your spreadsheet as a new ID column.

Here’s how to get your product data into Merchant Solutions:

1. Create a spreadsheet or database file using all the field names from the file you
downloaded from Catalog Manager (with the exception of the Family field, which you
can ignore).

2. If you want to assign products to categories, use the Path field, too.

note Remember that Merchant Solutions’ IDs can contain only letters, numbers, and dashes. If
the IDs in your data file contain other characters, those characters will be replaced with
dashes.
3. Enter all your product data into the file.

4. Save the file as a .csv file.

5. In the Catalog Manager home page, click the Upload Items link (or click the Upload tab
elsewhere in Catalog Manager).

6. Click the Upload button.

Upload
Click "Upload" to upload a spreadshest containing revisions to your tems. Once you have uploaded your spreadshest and addressed any critical errors,

click "Commit" to apply your changes tothe databasze. (When the "Revert” button is active, wou may revert to the last saved version of your catalog.) Click
"Diovwnload" to dowenload & spreadshest containing your existing tem informeation.

Upload Carnrmit Fewert Diownlozd

7. Select the table where you want the data to be imported (ignore this if you have not set
up multiple tables).
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Be careful with the Rebuild option; it throws away the existing data and replaces it with
the data from the new file. In addition, any page formatting you've done in your product
and section pages is lost; for instance, if you link from a product to another product (see
Chapter 16), or if you create a product accessory (see Chapter 14), that information is
lost. Also, if the data file you are importing doesn’t include a product that is already in
the store database, that product will be removed from the database. It’s always safer to
use the Add option—products can be changed, products can be added, but no products
will be removed. The Rebuild option is an extreme measure that should only be used if
you want to totally start over with your product database and store structure.

Click the Add button if you are adding new data to the product database or modifying
existing products; click Rebuild if you want to completely remove all products in the
store database and replace them with the new data.

Click the Browse button and find the file you want to import.
Click the Upload button.

note When using the Add import, if you have a blank data field, the corresponding field in the

11.

12.
13.

14.
15.

16.

database will be emptied. However, if you do not include a particular data column, the
corresponding data in the database will be untouched. For example, if your spreadsheet
doesn’t include a Sale-price column and the existing data in the database does include
Sale-price data, the Sale-price data will be retained. If you want to clear the fields you
must include the Sale-price column in the spreadsheet and make sure the fields in the
column are empty.

A table appears showing what you are importing and any error messages if the system
found problems with your data file. In the example in Figure 13-1, the system has found
a column of data that it doesn’t recognize. It will still import the data but will ignore the
unknown fields. If everything looks okay, click the Commit button.

In the confirmation page that appears, click the Add or Rebuild button.

Click the Items tab at the top of the page. Review your product data to ensure everything
looks okay. If everything’s fine, you’re finished.

If you see problems, return to the Upload page. The previous Upload table is still present.

Click the Revert button to remove database changes and return to the previous product
database.

In the confirmation page, click the Revert button.

Publishing Your Import Data

Once you’ve imported your data—assuming you haven’t clicked the Revert button—you need
to “publish” it in order for it to appear in Store Editor. Click the Publishing link on the tab at the
top right of the page, then click the Publish Catalog button. When you return to Store Editor,
you will find your data. Remember, though, that in order to see the products in the live store, you
must publish from within Store Editor, too, using the Publish button on the Editor toolbar.
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Hle{8[:{=WEBN The Upload table shows you the data that will be uploaded and reports any
problems.

Importing Images

When you import a data file, you can’t import images, of course—it’s just a text file. You can
still associate a single image with each product, though. Use .gif or .jpg images. Although the
Merchant Solutions documentation suggests you can work with a variety of other formats, it

doesn’t mean that web browsers can display them! Use .gif and .jpg, and you can be sure they
will work in all image-enabled web browsers.

tlp Once you have uploaded images to the system, you can import (using Add or Rebuild) your
product files at will, and your images will remain. However, if you delete an entry in Catalog
Manager, the associated image will be deleted, too. That means if you do a Rebuild import,
you’ll lose your images because the Rebuild function deletes products and then imports.
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Here’s how to import your images:

1. For every product for which you need an image, create an image file named after the
product’s ID. For instance, if the product is a book, you may have used the ISBN number
as the product’s ID, 0764567586, for instance. If you have a .jpg image for the book,
then the image file should be named 0764567586.jpg.

i While you can only import one image file for every product, there is a way to display more
images for a product. See Chapter 15 for how.

L

(&

2. Compress all the images into a ZIP file. In Windows XP you can simply select all the
images in Windows Explorer, right-click on the selected files, and choose the Send To |
Compressed (zipped) folder option. (This actually creates a ZIP file, although Windows
Explorer treats it as if it were a folder.)

Limit the ZIP file to under 14MB. If the file is larger than this, break it down into separate
files.

3. In Store Manager, click the Store Editor link. You’ll learn more about Store Editor
later; for now, don’t worry about what everything is that you can see, just follow the
instructions carefully!

4. Click the little red triangle on the right side of the Editor toolbar.

L
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| Edit | S-Eftiunl Iternl Linkl Muvel Irnagel Look | Layout | Variahlesl Manager | Hide Help | Published |{%}

5. A second row of buttons opens; click the Controls button.

| Editl Edit All | 5E~|:tiun| Iteml Linh’.l Mwel Imagel Lmkl Layout | "u’ariahlesl Managerl Hide Helpl Puhlishedl
| 1 | Contents | Templates | Types | Database Upload | Config | Cum&#

6. Scroll down the page that appears, to the Multiple Image Upload line. Click the
Multiple Image Upload link.
7. Click the Browse button and find the ZIP file.

8. Click the Send button to upload the file. The upload may take a while, but eventually
you’ll be returned to the Controls page.

9. Click the Update button at the top of the page to return to the main Store Editor pages.
Your images are now imported and should display in the product pages.

So, you’ve got your products into the catalog. The next step is to edit the store’s design,
which we’ll begin to learn about in the next chapter.



Chapter 14

Working in Store Editor

As discussed in Chapter 13, you’ll be using Store Editor to create your store’s pages. In this
chapter, you’re going to come face-to-face with this tool, and you’ll learn how to find your
way around. Store Editor can be a trifle confusing to new users, so it’s worth spending a little
while getting used to how it functions.

You might think of Store Editor as a set of tools laid on top of your store’s pages. While you work
in Store Editor, you’ll see your store more or less how it will appear when it’s “live,” except that a
special toolbar—the Editor toolbar—is placed on the content area of the page, at the top or bottom
(you get to choose . . . the top is generally the best place for it). You’ll learn how to move around from
page to page, how to use the Editor toolbar, and how to work with the various tools available to you.
We’ll also discuss an important choice—whether or not to use HTML in your pages.

Moving Around in Store Editor

You’re about to begin using Store Editor to learn how to create pages, so let’s take a quick look to
see how it works. (You’ll want to spend a little while getting a feel for this tool; make sure you read
this material carefully, as Store Editor can be very confusing if you don’t have someone to guide
you!) Click the Store Editor link in Store Manager to open Store Editor, as shown in Figure 14-1.

Store Editor is designed to look like your final store pages. The same colors, same navigation
buttons, the product information you add, and so on, will all appear inside Store Editor. The big
difference is the presence of the Editor toolbar and the Help box, which summarizes the purpose
of the currently displayed buttons in the Editor toolbar.

Here’s how all this works . . . follow these steps to get a feel for what’s going on:

1. When you first enter Store Editor, you see the Home page.

Q note 7The termhome page means, these days, a site’s main page—the page that appears when
someone first arrives at your site using the domain name and no page reference. You might
think of this as your site’s front page. (Originally, in the first days of the Web, home page
meant the page your browser opened every time you started the program.)

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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The store’s navigation Your store name (stored in the

[ buttons (navbar) Title field of the Variables page) The content area

2} Page-title - The Text that Appears in the Browser Title Bar - Microsoft Internet Explorer Emnﬂ “ [Zlﬁlgl

Ele Edt  Wew Favorkes Tocls  Help oba:k 7 \) |ﬂ @ -‘-;j f\ Search Ennkc = ,".'F

: Address fﬁlhttn:J',fedlt.stcre.yahoo.com{RTINEWED[T.yhst-35464225?83‘352,rf=aqzﬁ?daue-ﬂhdex.Html v| '-) Go

[Category 1 PureSauna.com ¢——
Category 2

Show Order A

L] [Privacy Policy

Inta

Search

[index |

7 ENOPPING,

| Edit | Edit AlL| Section | Item | Link | Move | image | Look | Variables | Manager | Hide Help| Publish |

|4] contents | Templates| Types| Database Upload | config | Controls |

Edit will let you editthe properties of Index
Edit All will let you edit all the items from this point down.
Section will create a new section and list it here.
ftem will create a new item and listit here.
-]
a | B Internet -l
The Editor toolbar The Help box

H[elV]:{=KV'™MN Store Editor, showing a store Home page

2. The Editor toolbar’s buttons control what is done to this page. The Edit button edits the
contents of the page; the Section button creates a new section (product category), linked
to from the Home page; the Item button creates a new product page; and so on.

note How do you know where you are at any point? Sometimes it’s a little confusing, especially
if you haven’t yet entered much information yet. If there’s no Home button in the navbar,
you are on the Home page. If there is a Home button, you are on some other page, of
course. Look in the browser’s address bar, and you’ll see a long string—something like
http://edit.store.yahoo.com/RT/NEWEDIT.yhst-35484225783552/0973ceb6cd3dc/—followed
by a filename. This filename sometimes indicates the page name: privacypolicy.html means
you are viewing the Privacy Policy page, exercise-equipment.html means you are in the
Exercise Equipment category, 2863 1.html means you are in the product page belonging to
the product with an ID of 28631, and so on. Oh, and don’t confuse index.html (the Home
page) with ind.html (the Index page).


http://edit.store.yahoo.com/RT/NEWEDIT.yhst-35484225783552/0973ce6cd3dc/

N
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3. Now, all this can get a little confusing—it’s easy to lose track of where you are. For

instance, follow this procedure:

Action

Location

In Store Manager, click the Store Editor link.

Click the Edit button, make changes, click the
Update button.

Click the Section button, add information about
the new section, click Update.

Click the Section button, add information about
the new section, click Update.

Click the Up button.
Click the Home button.

The first page you see is the Home page.

You'’re still on the Home page.

You are now viewing the new section page.

You are now viewing the second new section
page, a subsection page of the first section.

You are viewing the first section page.

You are viewing the Home page.

4. If you’ve entered products, you can get to them quickly by clicking the Index button on
the navbar, then clicking a link to the product.

5. If you’ve created sections, you can get to them by clicking one of the buttons near the

top of the navbar.

6. If you’re not in the Home page, you can always return by clicking the Home button in

the navbar.

It’s important to remember these few points:

B 1In order to edit a page, you have to navigate to that page, then click the Edit button on

the Editor toolbar.

tlp You may find the Editor toolbar easier to use if it’s at the top of the page rather than the

bottom, especially once you’ve entered products and information into your pages. Click the
little red triangle to open the second row, then click the Config button, change Edit-button-

position to Top, and click the Update button.

B If you are in the Home page or a section/product category page, and you click the
Section or Item button in the Editor toolbar, you’ll be able to create a new section
(product category) or item (product) that will be linked to the current section. When you
do this, you’ll end up in the new section or product page; click Up in the Editor toolbar

to return to the previous section page.

B To return to Store Manager at any time, click the Home button to return to the Home
page, then click the Manager button on the Editor toolbar.
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To summarize, here are the different ways to move around your site while working in Store
Editor:

M Click on a navbar button.

SaumMas
B Click on a link. You’ll see both text links and image links in EXEREISE EQLIFMENT
your pages; click on these to move to a page.

B Use the Index button. Click the Index button on the navbar,
then click the name of the page you want to move to.

SHow ORDER

PrRivacy POLICY

B Use the Contents button. Open the secondary bar of the Editor toolbar by clicking the
red triangle, then click the Contents button. Find the page you want and click on the
name or ID link.

B Click Up. Click Up on the Editor toolbar to go up one level.
B Click Home. Click the Home navbar button to return to the Home page.

Understanding Your Store Structure

In order to use Store Editor, you need to understand that a web site is built almost like a pyramid.
Imagine the home page is at the top of the pyramid, with pages below it; below those pages are
more pages, and below those pages could be more pages.

If you have been working with computers for some time, you probably understand the
concept of a directory tree. On your computer, you have a disk drive, drive C:, let’s say. In that
drive you can create directories, perhaps more commonly known as folders these days. Inside
those folders you can place document files, or more folders—subfolders. Inside the subfolders
you can place more document files, and more subfolders.

Well, your store is similar. At the “top” is a Home page, the store’s “front” page. That page
can link directly to section (product category) pages and to item (product) pages. The sections
that are linked from the Home page can also contain sections (this time, in effect, subsections)
and more product pages. You can see this illustrated in Figure 14-2.

This description is what may be thought of as the core structure. However, you can also create
links between pages that are not part of this “top-down” structure, as you can see in Figure 14-3.

There are various types of pages:

B Home page The site’s “front” or “main” page (commonly known as the Home page),
has the filename index.html. There is, of course, only one Home page.

B Section/Category page Merchant Solutions uses the term section page to refer to a
“category” page in which a category of products can be grouped. A small amount of
information for each product is shown for each product, with a link to the particular
product page.
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Home Page
Section/ Section/ Section/ Item/
Category Category Category Product
Page Page Page Page
Item/ Item/ Item/ Item/ Section/
Product Product Product Product Category
Page Page Page Page Page
Item/ Item/ Item/ Item/
Product Product Product Product
Page Page Page Page

SIS 1=k ™8 The structure of a store

tip

B Item/Product page Item or product pages display information about a particular

product.

pages. See Chapter 17.

B Ancillary pages Your store is already set up with several ancillary pages, pages that
do not contain product-catalog information but that are related to your store nonetheless:
the Show Order page (which displays information about a buyer’s order), the Privacy
Policy page, the Info page (which contains background information about your store),
the Search page, and the Index page (which contains a link to every section and product

page in your store).

You can create more pages to store any kind of information you want by creating new section
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Home Page —
Section/ Section/ Section/ Item/
Category Category Category Product
Page Page Page Page
Item/ Item/ Item/ Item/ Section/
Product Product Product Product Category
Page Page Page Page Page
Item/ Item/ Item/ Item/
Product Product Product Product
Page Page Page Page

Sl{U/{=WP®N Links can also be built between pages in any direction.

Using the Contents Page

The Contents page provides a great way to both see your store structure and navigate around
within it; it lets you go directly to a particular page. The Contents page shows all the pages—
section pages, product pages, and ancillary pages—in your site. Pages are listed by the ID, so
if you decided to make the ID match your product name (as suggested in Chapter 13), then the
Contents page may look something like Figure 14-4. Obviously, the Contents page is easier to
use if the IDs are clearly recognizable text, rather than just a jumble of numbers.

Q note Yahoo! uses the terms parent and child to refer to pages. If a section page links to a product
page, then the section is the parent and the product page is the child. If a section links to
another section, the subsection is a child of the first—parent—section.

Q note The Contents page is displayed only in Store Editor; not in your live store.

To get to the Contents page, open the second line of Editor Toolbar buttons by clicking the
little red triangle on the right end of the first line, then click the Contents button.
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The Home page; click on index to Click this button to return
return to the Home page in Store Editor to the page you came from

=3 Yahoo! Store Editor - Microsoft Internet Explorer

File Edit ¥iew Favorkes Tools  Help eaack - 'J a @ & ;Liuk:. 2 5&9

| address | 4] hitp:ffedit, stove vahoo.com RTINEWEDIT yhel-35484225783552/41 30]9bb0451 /CL3URACH ht | Go

Ll

[Cull!nls] ! pl [Typesl Upluﬂd] Config Itontml.'.IDumh bells,...

9 & index main. home. =

A section/category page —f - I exercise-equipnent ites. page.
ankle-weights=-10=lb=pair-adjustable item. page.
aquabelt-thers-hand icem. page.
) body-bar-video-body-bar-challenge item. page.
A product page with a dunbibells-vinyl-coated-1-pair-4-pounds iten. page.
. ——8—p [ dunbibellz-vinyl-coated-1-pair-6-pounds iten. pags. =
hnk to anOther prOdUCt onni-massage-power-roller item. page.

— &aflex—pnwe\:ball—g:[zn—exerc:lser icem. page. A
elasto-gel-hot-cold-wrap-5-x-16 item. page.

elaato-gel-hot-cold-Wrist-urap item. page.

A product page linked

from another pl‘OduCt elasto-gel-sinus-nask item. page.
glasto-gel-therap¥-nitcen 1tem. page.
exercigeg-pelvic-floor-wvides item. page.
A product page —f—» foou-uhecl iten. page.

great-expectations-pregansncy-program-wideo item| page.
Joes-original-hacktee icem. page.
onti-nazgage-power-rol ler (showm under cumbbellz-finyl-coated-l-pair-6-pounds=)
pilates-nini-hall-workout-video item. page.
pilates-ball-wideo 1tem. page.
pilates-colleen-craiga-ball=-video item. page.
prostretch 1tem. page.
cuick-fitness-video-and-travel-quide-book itemn. page.
sori-xerhall-6-1bs-aqua iCem. page.
spri-xerball-8-lha-red item. page.
stabilivy-roll-55cn item. page.
stshility-roll-65cn item. page.
swiss-bhall-exer-hetter-absh
stick item. page.
therapyzone-burst-resistant-hall-45cm iten. page
therapvzone-burst-resistant-ball-55cm 1tew. page

back-vwideo iten. page.

it | (%
B tnternet

TS

If the product is linked to from another page, click the
Show Parents button to see a list of the pages linking here

Sle{U/{=_P®R The Contents page, a good way to navigate around your store

Learning the Edit Toolbar Buttons

The Edit toolbar buttons carry out a variety of actions, depending on where you are at any point.
In fact, you’ll see different buttons in different places as you build your site. When you first enter
Store Editor, you’re in the Home page and you’ll see this Editor toolbar:

| Edit I Section | Itemn | Link I Move | Image I Look I Layout | Variables | Manager | Hide Help I Publish |\h'_l')
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Click the little red triangle to open the second (Advanced) bar:

| Editl Edit All | SEftiDnl Iteml Linkl Mmel Imagel Look | Layout | "u’ariahlesl Managerl Hide Helpl F‘uhlishl

| 1 | Contents | Templates | Types | Database Upload | Config | Controls |

L

%
@

tlp Leave the Advanced toolbar turned on at all times! If you ever notice that the second bar is
not present, click that little red triangle. If you don’t leave it turned on, some fields will be
missing in the Edit pages. Better still, make sure it’s turned on by default. Click the Controls
button on the Advanced bar, select Advanced in the Default Editor Mode drop-down, and
click Update.

L

%
L&

tlp You can move these buttons to the top of the page, if you wish, which is useful if your pages
contain a lot of content. Click the Config button, change Edit-button-position to Top, and
then click Update.

The buttons displayed on the bar vary, depending on where you see the bar: in the Home
page, in a section page or product page, or in an ancillary page. Table 14-1 describes the buttons.

Section/ Product/

Button Home Category Item Ancillary Purpose

Up x v v x Displays the parent page, the one
immediately “above” the current
page.

Edit v v v v Lets you edit the contents of the

(not Index) currently displayed page; when you
first enter Store Editor, of course,
that’s the Home page.

Accessory x x 4 x Creates a new product but without
creating a product page. The
Accessory information sits on the
same page as the current product.

Edit All v v x x Lets you quickly adjust basic
information for all your products
“below” the current page (all
products if on the Home page,
all products within a category if
in a section/category page). We
recommend that you use Category
Manager rather than this tool, unless
you have a small number of products.

Section v v x x Creates a new section page and a
link to it from the current page.

TABLE 14-1 The Store Editor’s Edit Toolbar Buttons



Button

Home

Section/
Category

Product/
Item
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Ancillary

Purpose

Item

Link

Move

Image

Special/
Not
Special

Unexile

Cut

Copy

Delete
Look

Layout

v

v

v

v

v

v

X

v

X

v

(only Info
page)
x

Creates a new product and links to
it from the current page.

Creates a link to a web page, inside
the site or elsewhere. In the Home
page, the link is placed on the
navbar, as a button; on section and
product pages, it’s placed within the
page contents.

On the Home page, it lets you move
one of the buttons in the navbar to

a different position in the navbar.

In a section page, it lets you move
an item on the page to another
location. This is a little “sticky”
sometimes, but there are other ways
to move components on a page.
(See Chapter 16.)

Places an image onto the page.

Puts a link in the content area of the
Home page to the current section,
in effect making whatever is in this
area a current “special.” Clicking
Not Special removes the product
from the Home page.

You’ll only see this if you have
used the Cut or Copy buttons.
Clicking Unexile cancels the cut or
copy operation, removing the page
from the clipboard.

Removes the selected item from
the current page, saving it for
placement elsewhere in the store.

Copies the current page, saving the
copy for placement elsewhere in
the store.

Deletes the current page.

Opens the Look button bar, allowing
you to select a site template.

Lets you modify the layout of the
content in the page.

V-\:IN=RVEE The Store Editor’s Edit Toolbar Buttons (cont.)
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Section/ Product/
Button Home Category ltem Ancillary Purpose

Variables v v v v Lets you modify the store’s
design settings, such as colors and
background images.

Manager v x x x Returns you to the Store Manager
page.

Hide Help/ v v v v Removes/returns the Help box.

Help

Publish/ v x x x Publishes your pages to your live

Published store (if the button is gray and says

Published, the button is inactive as
all changes have been published).

Red E v v v v Click this to open the second row

Arrow of Edit buttons.

Red E v v v v Click this to close the second row

Arrow of Edit buttons.

Contents v v v v Displays the store’s Table of
Contents page, which lists all the
store’s pages and shows how they
are related.

Templates/ v v v v The Templates and Types pages

Types allow you to create completely
new page designs. We do not
cover this subject as it’s really a
relic from an earlier version; if
you need more design control,
you probably should be working
with SiteBuilder, Dreamweaver, or
some other kind of HTML tool.

Database v v v v An old tool for uploading data into

Upload your store—it dates back to earlier

versions of Yahoo!’s e-commerce
products. Ignore this and use
Catalog Manager for uploads.

Config v v v v Use this to modify how Store
Editor looks and works.

Controls v v v v Set Store Editor properties such as
mode and editor entry page, and
access features such as search,
multiple image upload, and edit
multiple items.

VIRV The Store Editor’s Edit Toolbar Buttons (cont.)
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Planning Your Strategy—to HTML or Not to HTML?

As you’re about to learn, Merchant Solutions provides a lot of different component choices on
each of four different types of pages. There are actually five types of pages, although you cannot
modify one type:

The Home page Your site’s “front door.”

Section/category pages These pages are used to group products into different
categories. If you have very few products, you don’t have to use section pages.

Product pages Pages containing information about individual products. (It’s also
possible not to use product pages, but instead to put product information onto your
section pages and allow buyers to order from there, as you’ll learn in Chapter 16.)

Ancillary pages The Info and Privacy Policy pages.

Non-editable pages A number of pages, such as the Catalog Request page and the
Help page are provided by Merchant Solutions “as is,” with no editing available.

Each page has two basic areas; the navbar and the “content” area, as shown in Figure 14-5.
On each of the first four types of pages, you can choose to include or omit various components
in your content area. For instance, on the Home page you can choose to include these items (don’t

worry too much about where the Variables and Edit pages are for the moment; you’ll learn this later):

Text from the Address field, in the Variables page

A list of links pointing to all the products in your store

The text from the Final-text field in the Variables page

The image uploaded through the Image field of the Home page’s Edit page
The text from the Intro-text field on the Home page’s Edit page

The text in the Message field of the Home page’s Edit page

The store’s name, from the Title field in the Variables page

A search box

An area in which product “specials” will be placed

For instance, here’s how you would get the Intro-text field into your Home page:

1.
2.

Enter the text into the Intro-text field of the Home page’s Edit page.

Make sure Intro-text is one of the items selected in the Page-elements list in the Edit page.

At this point, you have a couple of choices. You see, Merchant Solutions was originally
designed for use by people who know nothing about HTML, the Web’s basic page-description
markup language. If you know nothing about HTML, you can simply enter text into the
appropriate fields and use various tools (which you’ll be learning about soon) to position the
fields on the page.
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This is the navbar or buttons area

This is the content area

3 Electric Scooters, E-Scooters, Electric Motor Scooters, Electric Bikes and Push Scooters - Microsoft Internet Explorer E |E|rz|
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Fie Edll Wew Faworites Teols  Help G R | ﬂ |g] ‘P f ) search S " Favorkes @ _-:: - ,ﬁ. Q- - i Lirks :,'
a5 | @] btton ffazbscooters.comf bt So
~

|Electric Scooters

Electric Vehicles

|Electric Bikes
Mobility Scooters
| Push Scoot

Go—Ped® Scooters

Scooters By Price

Scooters By Brand

Protective Gear

|Accessories

Our Price Guarantee

|Free Shipping
Link To Us
About AZB

Scooter Laws

| Safety and Scooters

Shopping Cart
Search

Index

Privacy Policy

. &

&= 4D Internet

FIGURE 14-5

A page’s navbar and content areas

However, you have very limited formatting options when you do this. For this reason, many
people who create stores with Merchant Solutions use a slightly different method. They omit
many of the page elements they can use and place HTML directly into one of the fields. For
instance, in the case of the Home page, a store developer might completely ignore these elements:

B Text from the Address field, in the Variables page

B Alist of links pointing to all the products in your store

B The text from the Final-text field in the Variables page

B The image uploaded through the Image field of the Home page’s Edit page
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B The text from the Intro-text field on the Home page’s Edit page

B The store’s name, from the Title field in the Variables page

Instead, the developer could use the following fields:

B The text in the Message field of the Home page’s Edit page; the developer would place
HTML into this area, allowing him totally flexibility in the layout of the main area of

the page.

B A search box; this might be placed above or below the main text.

B An area in which product “specials” will be placed. This could also be placed below the
main Message, with a heading placed at the bottom of the message.

Here’s an example. In Figure 14-6, you can see a real, live store, in which the developer has
followed this process. All the text and images you can see in the content area were created as
HTML and pasted into the Message text box in the Home page’s Edit page.
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Electric Bikes
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Go—Ped® Scooters
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Free Shipping
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Shopping Cart
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FIGURE 14-6

The developer of this site has entered HTML into the Message field.
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How do we know this? For various reasons:

B There are too many images on this page for Merchant Solutions to handle directly; the
designer must have entered HTML in order to place all these pictures.

B The layout is too complicated; text wrapped around the image of the woman, with
another large image on the right side, would be too complicated for Merchant Solutions
to handle directly.

B The text formatting; some words have been bolded, italicized, and underlined, which
Merchant Solutions couldn’t do.

As we scroll down this page, we see more, as in Figure 14-7.

It looks like the HTML entered into the Home page’s Message box probably ends at
FEATURED SCOQOTERS & BIKES. After that, the designer may have used Merchant Solutions’
“Specials” feature to drop these product info blurbs and links onto the page. So the designer has
used a combination of Merchant Solutions elements and HTML.

Now, Figure 14-8 shows what the page might look like if the designer didn’t use HTML.

2 Elentric Scooters, E-Scooters, Electric Motor Sconters, Electric Bikes and Push Scooters - Microsoft Internet Explorer r;l@lgl
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[ =i £ — DEDEY O Y T —— - —
{ Pri Pol
ivacy Policy 'YAI-IOO' w
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shopping experience 3l AZE Scoolers Cuct Henr
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You can call me, "The Happy Scooter Girl”®
- Snanne
Puyaliup, WA
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JL* @ﬁ@ ‘;{
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p ﬂ/t e =
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-
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HleO{=WPmA The designer has placed “specials” below.
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shopping experience at AZB Scooters.

“Being in the retall business myself, | know how imporant itis o
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Thanks for shopping A28 Scooters!
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Sl VR What A2BScooters.com store might look like without HTML formatting

What a huge difference! The designer would still be able to drop the top image onto the page,
but would lose the ability to format most of the page—the font formatting, the additional images,
the “column” layout, and so on.

So here’s the choice: you can use Merchant Solutions to set up a store without any HTML
knowledge, but it’s going to look a little bland. By working with HTML, though, you can spruce
it up dramatically.

In this book, we’re not going to be teaching HTML,; that’s a big subject on its own. But you
should know that entering HTML into some of the large text fields in the Edit pages can make a
big difference. It’s worth learning how to use a simple HTML tool, or perhaps paying a student
or young web geek a few bucks to format a few of your pages for you.
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Chapter 15

Creating the Home and
Section Pages

Time to get down to work. Now that you understand how to get around in Store Editor and
use the Editor toolbar, you can get started setting up the Home page and section pages. The
Home page is your store’s “front” page; the section pages are product category pages. You'll
learn in “Creating and Editing Section Pages” later in this chapter, how to create pages for
various other purposes by creating section pages.

You’re going to learn how to use HTML in message fields, a very important technique that,
as you saw in the previous chapter, can make your store stand out. You’ll also learn how to
add, remove, and move components on the Home page, how to create a product “special” on
the Home page, how to place products onto a section page, and how to move products between
sections. By the time you finish this chapter, you should have a good feel for how to create pages
within Store Editor; in the following chapters, you’ll learn much more about how to define what
sort of information is placed onto them and what the pages actually look like—the page design.

Setting Up the Home Page

Let’s begin working in Store Editor by setting up the Home page. When you first open Store
Editor, you’ll be in the Home page; if you’ve moved around, you can get back there by clicking
the Home button on the navbar. Then click the Edit button on the Editor toolbar. The page you
can see in Figure 15-1 opens.

‘ tlp Look in your browser’s Address or URL bar; do you see /index.html at the end? If so, you're

|\ ! definitely in the Home page. If not—if you see a scramble of letters, such as CMIqwAAC—
you could still be on the Home page; in some circumstances Merchant Solutions doesn’t show
the index.html filename. Is there a Home button at the top of the navbar? If not, you're in the
Home page.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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HlefS[x{=W[®N A typical Store Editor Edit page

warning The “Help” text under fields in the Edit pages is usually ambiguous and sometimes
plain wrong! Stick with the field descriptions in this book.

This is a typical Edit page. You’ll see a lot of these while working in Store Editor. Wherever
you’re modifying a page, you’ll see something similar to this; fields will vary, but essentially the
pages all use the same sort of layout. Table 15-1 explains what the fields are when working in the
Home page.

You can see the effect of most of the settings in this Edit page in Figure 15-2.

Remember; the Variables page is used to control settings throughout the store and is explained
in Chapter 17.
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Field Description

ID Every page, as you saw with products earlier, has a unique ID. In this case
Merchant Solutions has provided the ID.

Type/ The Types and Templates pages are advanced features that allow you to create

Template completely new page designs. We do not cover this subject as it’s really a “relic”
from an earlier version; if you need more design control you probably should be
working with SiteBuilder, Dreamweaver, or some other kind of HTML tool.

Message This is the main block of text that appears on the Home page. You can place HTML
in here. See the “Using HTML in the Message and Other Text Fields” section for
more information.

Page-title This is the text that appears in the browser’s Title bar when the page is displayed.
(If you know HTML, you may know that this is the <TITLE></TITLE> text.) To
help the search engines index your site, make sure you use good keywords here,
rather than just your company name. See Chapter 26 for more information.

Contents The list of sections (categories) and products that will be included on the navbar;

Page-elements

Image

Specials

Image-format

Buttons

Specials-
format

Contents-
elements

each item has its own button. Some of these entries are put there automatically;

when you click the Section or Item button on the Editor toolbar, for instance, you
create a section or product page. The system puts a button onto the navbar for you
(and thus places the appropriate section or product name in the Contents text box).

This setting controls which page elements will be displayed on the Home page
and where each element will sit. The elements include items such as the Message
and Image that you define in this Edit page, along with other items, such as a
search box and an address block, which are created elsewhere. See Chapter 17 for
information on how to use this tool.

You can upload an image onto the Home page if you wish; click the Upload button.

A special is a section or product that you want to feature on the Home page. Simply
type the ID of the section or product into this box, and information about that section
or product will be placed onto the page. See “Making a Product or Section a ‘Special’”
later in this chapter for more information.

This controls the format of the picture that you upload on the Image line. Left
reduces the image in size and places it to the left of the text, wrapping the text
around it to the right; select Banner and the image is shown above the text, larger,
but constrained to the width of the text below it; select Unconstrained and the
image is shown full size above the text.

This line is where you define which buttons will be shown in the navbar on the
Home page. We’ll cover this later in a discussion about different ways to modify
the navbar throughout the site; see Chapter 17.

If you enter specials in the Specials box, Specials-format defines how they will be
displayed.

This field defines what information is pulled in from a product or section that you
have entered into the Contents box. In other words, when information about a
product or section is displayed on the Home page, this is where that information
comes from. See Chapter 17 for more information.

TABLE 15-1

The Fields Available While Working in the Home Page
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Field Description

Contents- The manner in which the product or section information is formatted; see Chapter 17.
format

Columns The number of columns of information shown on the page.

Intro-text Another block of text you can place onto the Home page; by default it’s not used,

but you can add it using the Page-elements control. You can also use HTML in this
box. (See the “Using HTML in the Message and Other Text Fields” section that

follows.)

gV :{iE[BW The Fields Available While Working in the Home Page (cont.)
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Using HTML in the Message and Other Text Fields

You can place HTML text into a variety of fields in the Store Editor’s Edit pages. In the Home
page’s Edit page, you can place HTML into the Message and Intro-text fields. This is very
important because it allows you to do many things. You’re not limited to having just plain old
text on your pages; you can do anything that can be done with HTML.

note

HTML means HyperText Markup Language, and it’s the coding used to create web pages.
In your browser, select View | View Source, and you'll see the code used to build the current
web page. You can use it to modify the text in your store pages. For instance, enclosing text
with <b> and </b> makes it bold. If you know HTML you can use it to format text, create
tables, insert images, and more, in the Caption and Abstract fields.

Using HTML, you could do the following:

note

Drop an image into the page by pulling it from another web site. For instance, the
following tag drops a picture into the page by pulling it from another web site or from
a special directory you create in your store, in this case from images.yourdomain.com/
littlepicture.jpg:

<img src="http://images.yourdomain.com/littlepicture. jpg">

(We’ll explain this in more detail under “Working with Images and HTML” later in this
chapter.)

When you press ENTER after typing text into a text box that allows HTML, Merchant
Solutions automatically enters a <br> tag, the line-break tag.

You can format text in many ways: bold, italic, underlines, different colors, different
fonts, different sizes, and so on.

You can format paragraphs anyway you wish: left, right, justified, and so on.

You can create tables.

You can insert Flash animation files.

You can create bulleted or numbered lists.

tlp Many store owners choose not to use most of the fields in the Home page. Instead, the only

thing they place into the content area of the page is the Message, in which they put HTML,
laying out the page exactly the way they want. To find out how to remove elements using the

Page-elements line, see Chapter 17.

Anything you can do with HTML, you can place into your text boxes and, therefore, display
on your pages (see Figure 15-3).
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Fle{Ux{=W[#Y Placing HTML in text boxes allows you to format the content of your pages.

\

Ip How about products? If you import your products, how do you handle HTML fields? Just
W

drop the HTML straight into the appropriate fields in your database or spreadsheet. When
creating product data files, you can use HTML in the Caption and Abstract fields.

&

This can’t be stressed enough; the ability to use HTML in the text fields provides tremendous
design power, allowing you to dramatically change the look of your site. You can create your
blocks of HTML in an HTML editor, then copy and paste them into Merchant Solutions.

Moving and Removing Elements on the Home Page

The content area of the Home page has a variety of elements or components that you can choose
to position or omit from the page—the Contents and Intro-text fields from the Edit page, the
Final-text field from the Variables page, the store’s Name field from the Variables page, and so
on. These are modified—added to the page, removed from the page, or shuffled around on the
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page—Dby clicking the Edit button in the Editor toolbar, and then clicking the Change button on
the Page-elements line.

Unfortunately, sometimes these elements “stick.” You add an element or move one, and
nothing seems to change when you return to Store Editor. If you're absolutely sure that you

did what you are supposed to do and the desired action was not carried out, try reloading
the web page. Failing that, try exiting Store Editor (click Manager on the Editor toolbar on
the Home page), then log out and log back in.

Table 15-2 shows the elements available to you, and Figure 15-4 displays the table in

Store Editor.

Making a Product or Section a “Special”

A special is a product or section that is displayed on the Home page—it’s “specially featured”
on your site’s front page. Creating a special is simple. Navigate to the product page and click the
Special button on the Editor toolbar. Store Editor jumps you to the Home page and shows you
how the special will appear.

in 1o remove a special, navigate to the product or section page and then click the Not Special
P :
button on the Editor toolbar:

Element Purpose

Address The text from the Address field in the Variables page (see Chapter 17).

Buttons Defines where the navigation buttons sit on the page, but this setting probably only
has an effect if you have created a horizontal navbar (by selecting Top-buttons in
the Page-format drop-down list box in the Variables page)—some witnesses claim
it sometimes works even with the vertical navbar! Generally speaking the setting
is ignored because when you first open Store Editor it has a left-side navbar. We
recommend that you leave this element listed in the table and use the Buttons line in
the Edit page to control the buttons.

Contents A list of links pointing to all the products in your store.

Final-text The text from the Final-text field in the Variables page.

Image The image uploaded through the Image field of the Home page’s Edit page.

Intro-text The text from the Intro-text field on the Home page’s Edit page.

Message The text from the Message field of the Home page’s Edit page.

Name The store’s name, from the Title field in the Variables page, or the Name-image, also
defined in the Variables page.

Search Places a search box onto the page, which visitors can use to search your site.

Specials Defines where product “specials” will be placed. You will learn about setting a

product as a “special” next.

TABLE 15-2

The Elements Available in the Content Area of the Home Page
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Edit List Position (page-elements)

Element Position

Address
Contents
Finakte 4 |
Image
Intro-text EI
Specials

[ Update H Cancel ]

Sle{U{M®N The Page-clements table

tip

There’s another way to enter a special. Go to the Home page and click the Edit button on the
Editor toolbar. Then type the ID of the product or section you want to feature as a special into
the Specials text box, and click Update.

There are a number of settings that affect specials:

M Label-color, Label-font, and Label-font-size Click Variables on the Editor toolbar
to find these settings. They modify the color, the typeface, and the font size of the Label
text. The Label text (a product field) is only used if the Home page’s Edit page has the
Specials-format drop-down set to As-thumbnails.

M Specials-format Navigate to the Home page, then click the Editor toolbar’s Edit
button to find this setting. You can select As-contents (the special is laid out on the page
according to the Contents-elements, Contents-format, and Columns settings in the Home
page’s Edit page), or As-thumbnails (the product’s icon image, label, and price are
shown).

Sometimes specials may be shown as a little block, probably a blank red square. This is
probably because you have too much text in the product’s Label field (set in the product’s
Edit page or in the product import file). Keep the Label field short.
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Creating and Editing Section Pages

L

You now have at least one product in the product database, perhaps many more. It’s now time to
create your store pages. We’ll begin by editing an existing section page or creating a new section

page.

note What is a section? Merchant Solutions uses the term section but it might help to think of
a section as a category. A section (category) page contains links to product pages. For
instance, a section page in a cookbook store might be Baking; on this page shoppers will
see links to books about baking; clicking one of these links takes a shopper to a product

page.

As you learned earlier, you can create your section pages when you import your product
data, and in many cases—if you have more than just a few products—this is the best thing to do.
Assign each product to a section (a category), then when you import the data file and “publish”
your data, Merchant Solutions automatically creates a page for each section you built. You can
then go into Store Editor and modify the section pages that were automatically created when you
imported your products.

1. In Store Manager, click the Store Editor link. You’ll be viewing the store’s Home page.

2. Look on the left side of the page; you’ll see a number of buttons—you should see one
button for each section that was created. Click one of the section buttons that you created
to load that section, and click the Edit button on the Editor toolbar. Or, to create a new
section, click the Section button while on the Home page.

3. Enter or modify the information in each field, as described in Table 15-3.

Field Description

Name The section name. If the section is a first-level section—if it’s added to the Home
page—then this Name also appears on a button on the navigation bar. (These are
known as the Contents buttons; see Chapter 17.) If a subsection of another section
page, the name appears on the parent section page. The name is also displayed at
the top of the section page, unless you’ve added a Headline (see below). The Name
should be kept fairly short.

Image You can place an image at the top of the page, if you wish. Click the Upload button
to select it. This image size is controlled by the Item-height and Item-width settings
in the Variables page.

Headline The heading appears at the top of the section page if no name has been added. As
with the name, it should be kept relatively short.

Caption This is the full section description; it appears near the top of the page, under the name
or headline. You can make this as long as you want, and you may include HTML tags
to modify the text.

gV EEl The Fields Available When Creating a New Section Page
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Field Description

Contents This box lists the contents of the section page—it can contain product IDs and
section names (if you have placed subsections into this section). If you imported
products from a data file and used the path field, the Contents box contains a list of
the products that have been assigned to this section, each separated by a space. You
can change product and section positions on the page by moving them around in the
Contents list. See Chapters 16 and 17 for information on managing page contents.

Abstract The Abstract text is used in place of Caption text on pages other than the section
page, so typically it’s a shorter block of text (although actually you can enter as much
as you wish). For instance, if you set the section as a special, the Abstract text is used
on the Home page (if Specials-format, on the Home page’s Edit page, is set to As-
content, and Abstract is selected in the Home page’s Contents-elements list). You can
also format Abstract text using HTML tags.

Icon This image is used on pages other than the section page. For instance, if you set
the section as a special (see “Making a Product or Section a ‘Special’” earlier in
this chapter), the icon will appear on the Home page, or if this is a subsection of
another—parent—section, the icon will appear on the parent-section page.

In addition, if this is a first-level section—one below the Home page and not a
subsection of another section—and if you set Button-style to Icon in the Variables
page, the Icon image will be used as a navbar button. The Icon image size is
controlled by the Thumb-width and Thumb-height settings in the Variables page.

Inset This image appears as a smaller image, next to the main Image, on the section page.
This image size is controlled by the Inset-width and Inset-height settings in the
Variables page.

Label The Label text does not appear on the section page itself. Rather, it is used on the

Home page when the section has been set as a “special”, and on parent section pages
if the section is a subsection. Furthermore, in the case of a special, the Label text is
only used if the Specials-format setting is set to As-thumbnails on the Home page’s
Edit page. This text should be kept short, as it is displayed in the form of a one-line
image.

Leaf You can ignore this for now. It’s an advanced feature that defines which settings
apply to the page. See Chapter 16 for more information.

Product-url This is the address of the page on which the product will sit in your store. It’s
required if you are submitting products to the Yahoo! Product Submit marketing
program (see Chapter 21).

VU [®M The Fields Available When Creating a New Section Page (cont.)

\

N

tlp Are some of the fields in the table missing from the page you're viewing? You probably
have the Advanced toolbar turned off. Leave the Edit page and open the Advanced toolbar
by clicking the little red triangle. Make sure the Advanced toolbar is always on: click the
Controls button on the Advanced bar, select Advanced in the Default Editor Mode drop-
down, and click Update.

(&
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note You’ll learn about the Variables page in Chapters 16 and 17.

You can see how these various elements are laid out on a page in Figure 15-5.

The Site Title, created using the
Title field in the Variables page

Image
l Inset image
Site Title
Headline — This is the Section Headline Section Image  Section Image

This is the Section Caption. [smimieee | | Section Image  Section Image

This is the Section Caption, |t imet=e
This is the Section Caption.

Seclion Image Section Image

Saction | nest bmage

Seclion Invel bmege - -
Caption This i the Section Capton. | smmemme | | Scouon Image  Section Image
This is the Section Caption. Section Image  Section Image
This is the Section Caption. This is the
Section Caption. This is the Section Section Image  Section Image

Caption. This is the Section Caption.

e e
Sub-Section Name
Sub-Section Abstract. Sub-Section Abstract. Sub-Section Abstract. Sub-Section
Abstract Sub-Section Abstract. Sub-Section Abstract. Sub-Section Abstract.
Sub-Section Ahstract. Sub-Section Abstract. Sub-Section Abstract. Sub-Section
Abstract Sub-Section Abstract Sub-Section Abstract. Sub-Section Abstract.
Sub-Section Abstract. Sub-Section Abstract. Sub-Section Abstract. Sub-Section
Abstract Sub-Section Abstract. Sub-Section Abstract. Sub-Section Abstract.
A subsection, entered Sub-Section Abstract. Sub-Section Abstract. Sub-Section Abstract. Sub-Section
into the Contents field Abstract. Sub-Section Abstract. Sub-Section Ahstract. Sub-Section Abstract.
Sub-Section Abstract. Sub-Section Ahstract.

Aduafing Exercise Kit by Thera-Band
Thera-Band Aguatic Fadded Hand Bars - Light VWeight

Product Name
[ Product Abstract, Product Abstract, Product Abstract. Product Abstract. Product
Abstract Product Abstract. Product Abstract. Product Abstract. Product Abstract.
Product Ahstract. Product Abstract. Froduct Abstract. Product Abstract. Product
Abstract Product Abstract. Product Abstract. Product Abstract. Produet Abstract.
A product, entered Product Abstract. Product Abstract Product Abstract. Product Abstract.
into the Contents field
Product Name
1231456 Regular price: $20.00 Sale price: $17.75

__ cotor[Fed ¥ [Order]

HlelV[3{=|WI®Y An example section layout
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note The manner in which items are laid out on the page can be modified. See Chapters 16
and 17.

Working with Images and HTML

Merchant Solutions provides fairly limited help with images. If you enter a product by hand, you
can provide three images—but you have only limited control over where they appear, anyway.
Two of them, the Image and Inset images, will appear on the product page. If you import your
products, you only get to define a single image (the Image field), by importing the images
separately (see Chapter 13).

However, there’s another way to drop product images into your product pages, and you can
include as many as you want. You can create a special directory in your account to store images,
and pull the images into your pages. Here’s how you do it, assuming you understand basic
HTML.:

1. In Site Manager, click the Manage My Services button at the top right of the page.

2. Inthe Manage My Services page, click Web Hosting Control Panel.

3. In the Web Hosting Control Panel page (Figure 15-6), click the Create & Update link on
a tab near the top.

4. Scroll down and click the File Manager link to open File Manager.

33 Yahoo! Small Business - Web Hosting - Microsoft Internet Explorer

: z . - — A g 3 ; = » . »| m
| Ble Edt Yow Favorkes Jook Heb OB&:I\ -9 @ @ ()| JPseach 57 Favorites ) E_:- ;’ B J : Links ,{"
{ Adress | )] http:fjus. 1 p.webhosting yahoo. jadvancededtor o= =
o ||
Welcome, puresauna
YasH0O! SMALL BUSINESS (.03 i il i i Yol el
erchant Soluti,

puresauna.com: Merchant Standard B3

Web Hosting Control Panel Quick Links:| G0 t0. *| i

[ome | IR [ ensse |["promote |["el || tndex | i

Cresbe & Update > File Manager

YWeb Addresses ‘2 site.puresauna.com This directory is Public [Edi]
Domain % Create HTML | PHP | Perl | Text - (21 Create Subdirectory - £91 Upload Files
RuERIunACM. List files: [ hient (] gif (4] jpg [ other - starting with | ANY '¢| Refresh

Subdomains [Edd] copy | Rename | Move | Movecopies | | Delete | amuuesries

ite.p . oo

imasessurcsainseom Check All - Clear Al

Name View Ot Edit Modified {GMT) Size
MySQL Database O B index himl Yiew B Fab 28 04:40pm 1KE
Open database ulilities Checl A1~ Clear Al Uging 0.0 of 10,000.0 ME [0%)
Password Protect Copy I Rename J Move | Move Copies Delele | chedeed files
Open Password Manager o)
8] & Internat

Hle{V[:{=W[F®] You can create a new folder using File Manager.
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5. Click the Create Subdirectory link near the top.
6. Type images into the text box and click Create Subdirectory.

Enter the name of the directory you would like to create:
Subdirectory Name: |images|
[ Create Subdirectary | [ Cancel |

7. The File Manager page appears again; click the new images link.

\

N

tlp If you know how to use an FTP (File Transfer Protocol) program and have a large number of
files that you want to upload, you’ll probably want to use that. To find the FTP settings you
need, click the Create & Update link on a tab near the top of the Web Hosting Control Panel,
then scroll down the page to find the FTP Account Info line.

(&

8. In the page that appears, click the Upload Files link (top right) to open the Easy Upload
page. Use this page to upload the image files you want to work with into the images

directory you have just created.

You have now loaded the files you want to refer to into your hosting account. The next step
is to point a subdomain—such as images.yourdomain.com—to the new images directory.

note With these instructions you’re going to create a subdomain to point to your images
directory because we’re assuming that you pointed your main domain—yourdomain.com—

and the www. domain (www.yourdomain.com) to your store. Your store is actually placed in
a different web server location (you won't see the store when you view the contents of your
hosting account). You learned how to point these domains to your store in Chapter 12.

1. Click the Manage My Services button at the top of the page to return to the Manage My
Services page.

Click the Domain Control Panel link.
Click the Manage Domain & Subdomains link.
Click the Add Subdomain button.

Type images into the text box and then select images from the drop-down list box.

ok wN

Start at: Subdarnain -
|images |_puresauna.cnm

Forward to: Directory -

| Submit | | Cancel |

6. Click the Submit button.


www.yourdomain.com
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That’s it; you’ve uploaded images into a directory in your hosting area from which you can
now pull images into your site. In order to refer to an image you would enter a URL like this:

images.yourdomain.com/imagename

For instance, let’s say you have an image called bigpicture.jpg and your domain name is
PureSauna.com. You would use this <img> tag to pull an image into your store:

<img src="http://images.puresauna.com/bigpicture.jpg">

You can test to see if everything’s set up properly by typing the URL (http://images
.puresauna.com/bigpicture.jpg) into the address bar in your browser and press ENTER. The
image should load into the browser.

Once you have uploaded the images, here’s how to actually use them in your HTML:

1. Create your HTML in an HTML-editing tool such as Dreamweaver or Microsoft
Frontpage.

2. Where you want to insert an image, use an <img> tag, like this:
<img src="http://images.yourdomain.com/imagename.jpg">

3. Enter this HTML into the product’s Caption field. (You can also enter HTML into the
Caption field in your spreadsheet and database, and import the product; see Chapter 13.)

\

N

|p As with the Home page, you can create all your section-page content using HTML in the
Caption field.

(&

4. Publish your product data as normal; when you open the product page in your browser,
you should see the images created by the HTML that you placed into the Caption field.

Placing Other Products on a Section Page

We’re going to look at how to place a product in a section page, which is useful in two circumstances:
if you are not importing a data file through Category Manager, or if you are importing a data file but
want a product to appear in two or more section/category pages.

As you saw before, you can define which category (section) a product is placed into when you
import data (see Chapter 13). But what if you want the product to appear in multiple categories?
There are two things you can do.

L)
. — 4

(S

tlp If you duplicate a product in your data file, you might add some little code to the duplicates.
Let’s say you are selling a book with the ISBN number of 0-764-56758-6 and using this
number in both the ID and Code fields. The first duplicate might be D1-0-764-56758-6, the
second D2-0-764-56758-6, and so on.

N

Place the product into your database once for each category where you want the product to
appear. If you want the product to appear in three categories, make sure you have three entries
for the product in the database, with a different path for each, of course. The problem with this
method is that you’ll have to use different ID and Code fields because these are unique fields;


http://images.puresauna.com/bigpicture.jpg
http://images.puresauna.com/bigpicture.jpg
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Catalog Manager simply won’t allow you to import a data file with duplicated ID or Code fields.
Still, this method may be the most efficient if you want to place many products into multiple
sections.

You can manually place a product into a section page. The product only appears once in the
database, but a little instruction in the section page tells Merchant Solutions to place the product
into that section.

Here’s how to manually place an existing product into a section/category page.

1. In Store Editor, navigate to the section page into which you want to place the product.
2. Click the Edit button on the Editor toolbar.
3. Scroll down to the Contents field.

\

N

tlp Don’t remember the code of the product you want to associate? Click Contents on the Edit
toolbar and copy the product code from the list, or refer to your original import spreadsheet
or database.

(&

4. Type the product ID into the field, in the position in which you want it to appear.

5300 5334 7125 6001 6003 6011 6013 26600 28630 28631 292004 2
Contents 29009 z901z 29015 290185 40045 40050 40051 40052 66010 :
ihat's this'? 66102 66301 66504 66305 Saunas-new-sSaunas

5. Click the Update button at the top or bottom of the page.
Here’s another way to do the same thing, using Copy and Paste:

1. Navigate to the page containing the product you want to associate with the section.
2. Click the Copy button on the Editor toolbar. You’ll see the Clipboard bar under the
Editor toolbar.

‘ |p You can navigate to multiple pages, clicking Copy on each one to “collect” them in the
[\ = Clipboard bar.

CLIPBOARD (CLICK TO INSERT): Aoguabelt by Thera-Band

3. Navigate to the section page into which you want to place the product.

Q tlp If you copy an item to the Clipboard accidentally, how do you remove it? Click it to place
[\ it onto a section page, then go into that page’s Edit page and remove the product from the
Contents text box.

s

4. Click the link in the Clipboard bar. Merchant Solutions automatically inserts the copied
product into the current page. (It has entered the code for the product into the current
product’s Edit page Contents field.)
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Moving Products Between Sections

You can also shift products around in your store, from page to page, using the Clipboard bar that
you’ve just seen. This time, instead of clicking the Copy button, click the Cut button. Then,
when you move to another page and click the link in the Clipboard, the product is actually
moved to the new page.

We recommend that you don’t use this method for moving or copying products into
sections unless your store only has a handful of products. In general, you should
import products into Catalog Manager, as explained in Chapter 13.

warning

What if you change your mind? You have two options. You can simply navigate to the
section page in which the product was found originally and click the link—thus replacing it back
where it started. Or you can go into the Contents page (click the Contents button on the Editor
toolbar), and click the Siberia button you’ll see near the top.

| Contents | Variables | Templates | Types | Database Upload | Config | Controls | Saunas |

L

In the Exiles page that appears, you’ll see the product page you just cut; it’s “exiled” of
course, because it no longer has a parent (if you’ll excuse the mixed metaphor); it’s no longer
linked to from any other page.

|Cur|ter|13 | Variables | Templates | Typesl Database Upload I Config |'Cur|tm|s| Body Back |

Exiles

bodvy-back-buddy item. page.

Click the link to the page and click the Unexile button on the Editor toolbar.
Now let’s look at how to modify the store layout—how items are placed on the page, both in
the Home page and in the catalog pages.



Chapter 16
Modifying Page Layout

In the previous chapters, you learned how to create pages by various methods and discovered
some very basic techniques for defining what appears on those pages. In this chapter you’re
going to learn much more about page layout—how, for instance, you can use Store Editor’s
Contents-format and Contents-elements to define how product information appears on a section
page. This can be a little confusing, as there are a number of settings that affect contents

layout, but this chapter should help you figure it out if you take it slowly and spend the time
experimenting a little.

Modifying the Section Page’s
Head and Contents Layout

A section/category page contains both a “head”—the section’s Name and Image—and
“contents.” Merchant Solutions uses the term contents in various ways, but in the case of the
section page, it means information about the products contained within the section. For each
product, the section page can display various different content elements in different formats—the
product Name, the product Icon image, the Abstract, the Order button, and so on. You can have
just a little information, with most of the information displayed on the product page where the
buyer would order, or instead have a lot of information, with the buyer able to place an order on
both the section page and the product page. You can even discard your product pages entirely and
simply let people order off the section pages.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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The page content is configured using these settings, which are found in the Variables page:

Head-elements

Head-style

Contents-format

Contents-elements

Columns

Defines which section head elements will be displayed at the top of the
section page. Select Image to include the section Image, and select Display-
text-title to include the section Name (the Image is placed above the Name
if both are selected). This has no effect on the Inset image, by the way, which
displays regardless of this setting.

Defines the placement of the section Name, Image, and Inset image at the top
of the section page. You can set these to Left, Center, or Right.

Defines how the product elements are laid onto the section page.

Defines which product elements—the Name, Abstract, Caption, etc.—are
displayed for each product that is included in the section page.

The number of columns used to display product information.

These settings, by default, are stored in the Variables page; click the Variables button on the
Editor toolbar button and search the Variables page to find them. You can see the effect of these

settings in Figure 16-1.

The Inset image is not

controlled by Head-elements;

if present, it displays.

The manner in which
the product Name and

Whether the section Image and
Name are present is controlled
by the Head-elements.

The Section Headline Section Image  Section Image
Section caption text. Section [ mecten s rmge Baction image. :Section Image
caption text. Section caption tex, | Sttt Section Image  Section Image

Section caption text. Section e
caption text. Section caption teM, | secie et tmege
Section caption text. Section Section Image  Section Image
caption text. Section caption text. Section
caption texd. Section caption text. Section Section Image  Section Image
caption text. Section caption text. Section
caption text. Section caption text.

Section Image  Section Image

Icon image are placed —— &gJ TherapyZone Therapy Mat
together is defined by the Three quarter inch thick paly-foam TherapyZone mats are a durable

Contents-format setting.

The Image, Name, and
Inset image positions are

essential for any floor exercise program. Light weight, and easy to roll-up
and carry, Therapy mats can be used to pad your back, knees and elbows
while stretching and exercising.

N ? TherapyZone Exercise Mat, Blue, 20"x48"x0.5"

controlled by Head-style. This wersatile and lightweight mat can be used for aguatic therapy, yoga, and
/ every day stretching. T

The various product elements displayed on the The number of columns used for products
page are defined by the Contents-elements setting. is defined by the Columns setting.

Sl{U{=MBN A few formatting choices for section pages
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Choosing Product Layout with Contents-format

The Contents-format setting defines how the product information is displayed on a section page.
As you can see in Figure 16-2, there are four different Contents-format layouts: Vertical (the
contents are stacked, one element above another); Ell (an L shape, with an image and the text
next to it); Wrap (the product Name and text wrapped around the image); and Pack (the product
Images are packed together with no other information displayed).

Ell Pack . . . all you get Wrap
Vertical is the product image
l M My Ankle weights, 10 Ib. Pair, My Ankle weights, 10 1b. Pair,
Ankle weights, 10 Ib. Pair, adiustable ~ adiustable
adjustable Adjustthese contoured foam Adjustthese contoured foam and
Adjust these contoured foam and and cushioned ankls weights Sustianed ankl meioht I
cushioned ankle weights in in increments from 172 1bto 5 increments from 172 1b to 3 pounds
increments fram 142 Ib to 5 pounds pounds each. each.
each. ) )
Ankle weights, 10 Ih. Pair, Ankle weights, 10 Ib. Pair,
. . i djustable
Ankle weights, 10 Ib. Pair, adjustable a
adjustable 29071-10-00 $32.95 29071-10-00 $32.95
29071-10-00 $32.95 Coor|Red ¥ color| Red | [order |
Color | Fed vHOrder ]

HlelV[{=W[®A The four different Contents-format layouts
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Picking Product Elements with Contents-elements

The Contents-elements setting in the Variables page defines which product
elements are displayed on the section/category page.

Screen-texttitle
‘ tlp Be careful with a Rebuild import (see Chapter 13). If you rebuild the Display-texttitie »
e database, all your section-page formatting will be lost.
Image The product’s Icon image, if available; otherwise, a reduced-size product Image.
Bullet If no image is available and Bullet has been selected, a bullet is used. By default,

this is a small square (using the Home-button-color setting in the Variables page).
You can upload your own bullet image if you wish (see the Bullet-image line on
the Variables page).

Screen-text-file The product’s Name, shown as a text link. This is overridden by Display-text-file;
that is, if Display-text-file is selected also, then Screen-text-file will not appear.

Display-text-file The product’s Name, converted to an image link.

Abstract The product’s Abstract text.

Caption The product’s Caption. If the product has an Abstract and if you select Abstract in
the Contents-elements list, Caption won’t appear even if selected.

Price The product’s Price. If the product also has a Sales-price, both are shown, with
labels (Regular price: $32.95 Sale Price: $19.00)

Order Select this, and all basic product information is displayed: the Name (as plain
text, not a link), the product Code, the Price and Sales-price, the Options, and an
Order button.

Contents Select this, and any products associated with a product on the section page will

be listed below the product itself. (That is, if a product ID has been entered

into the product page’s Contents field.) However, this does not include product
accessories; an accessory will not be listed. (To learn about associating one
product with another, see “Associating One Product with Another” and for
information on accessories, see “Creating a Product Accessory” later in this chapter.)

You can select multiple elements in this list by holding the CTRL button and clicking; if you
use a Macintosh, press the Apple button.

Overriding Head and Contents Settings

You’ve just seen how to modify section pages’ Head and Contents settings—they are set in the
Variables page. You can, however, override these settings in two ways:

B Use Leaf, an additional group of format settings.

B Override the settings for a particular page.
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Using Leaf

The Leaf system provides another group of page-formatting settings for section and product
pages. As you’ve just seen, the Variables page provides the following settings: Head-elements,
Head-style, Columns, Contents-elements, and Contents-format. However, there’s another group
of these settings, found on the Config page: Leaf-head-elements, Leaf-head-style, Leaf-columns,
Leaf-contents-elements, and Leaf-contents-format.

These settings are the same as the ones in the Variables page (with the exception—probably a
programming oversight—that Leaf-head-style provides only two choices, Left and Center, unlike
Head-style, which also has a Right setting).

note Leaf has no effect on the Home page. However, both Leaf and Variables settings work in
product pages as well as section pages. By default, in fact, the product pages use the Leaf
settings, not the Variables settings.

Thus, you have two different design settings; some section pages may use one set, while
others can use the other set:
B If Leaf is set to Yes in a page, that page uses the settings in the Config page.

B By default, Leaf is set to Yes in product pages, so by default, product pages use the
Config settings.

B If Leaf is set to No in a page, that page uses the settings from the Variables page.

B By default, Leaf is set to No in section pages, so by default, section pages use the
Variables settings.

Overriding Contents Layout

The third way to define these settings for a section page is to override those settings for a
particular page. In other words, you can use the Variables settings, you can use the Leaf settings,
or you can create settings specifically for a particular page. Here’s how to override:

1. While viewing a section, click the Layout button on the Editor toolbar to see the
Layout toolbar.

PuT COMTENTS ALIGNMENT |COLUMNS

Hide
On Own F‘agESIOn This Pages LEftICErlter 1 |2 |3

2. Click one of the buttons; it doesn’t matter too much which, perhaps one of the Columns
buttons.

3. At this point, Merchant Solutions automatically creates new fields in the section’s Edit
page. Click the Edit button on the Editor toolbar, scroll to the bottom of the page, and
you’ll see the settings under the Custom properties bar.



How to Make Money Online with eBay, Yahoo!, and Google

= custom properties

Head-style Left b

Contents-format Ell w

Contents-elements

=1 n-tesdtHitle
Dizplay-testtitle ¥

Columns

4. You can now set properties using these controls directly, or click Cancel at the bottom of
the page to return to the section page and use the Layout toolbar to make changes:

B Click On Own Pages to select the following Contents-elements: Image, Bullet,

Screen-text-file, Abstract, and Price.

B Click On This Pages to select the following Contents-elements: Image, Screen-text-
file, Caption, and Order, and to set the page Template to nil.

B Click an alignment button to change the Contents-format setting; click Left to select
the Ell setting or click Center to select the Vertical setting.

B Click a column number to change the number of columns used for the products listed

in the section page.

You can also manually override whatever settings you want, not only the Head and Contents

settings. Here’s how:

1. Navigate to the section where you want to override a setting.

note Remember that by default, the section settings are controlled by the Variables page. When
you override a setting in a particular section page, you are, in effect, saying to Merchant

Solutions, “Don’t use the setting in the Variables page for x; use this instead.”

2. Click Edit on the Editor toolbar.
3. In the Edit page, click the Override Variable button.

4. In the drop-down list box you see, select the variable that you wish to override. For
instance, let’s say you want to have a custom background color on this particular page;

select Background-color.

Override Variable

1. Choose a\rariable:|AddeSS-pthe v
2. Choose Update to override it, or Cancel to cancel,
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5. Click the Update button to return to the Edit page.

6. Scroll to the bottom of the page and you’ll find a new item added to the Edit page, below
the Custom properties bar. Use this new line to choose the custom settings for the page.

7. Click the Update button to save your changes and return to the section page.

Placing Products on the Section Page Only

You can set up your store so that product information is placed onto the section page—the
products do not have their own product pages. Buyers will have to order the product directly
from the section page. In fact, you can set individual products to work this way, or you can place
all the products on a section page.

Q note This procedure ensures that a product doesn’t have a product page, but it doesn’t ensure

that the necessary information, such as an order button, is displayed on the section page.
Use the Contents-elements setting to do that. You cannot, however, differentiate between
products on a section page; all the products on the page use the same Contents-elements
setting.

First, here’s how to make sure that a product doesn’t have a product page:

1. Navigate to the product’s page.
2. Click the Edit button on the Editor toolbar.

3. In the Template field, replace “page.” with “nil”’—type it exactly like that, with no
period after the letters.

4. Click the Update button. You’ll return to the section page.
5. Click the Up button on the Editor toolbar to return to the section page.

‘ |p To reverse the situation and ensure that the product does have its own page, replace “nil”
[\ = with “page.” in the Template field.

&

Now, when you click the product name in the section page, you won’t see the product page;
you’ll go directly to the Edit page.

There’s a quick way to carry out this procedure for all products on a section page. Here’s
how:

1. Navigate to the section page.
2. Click the Layout button on the Editor toolbar. The Layout bar opens.
3. Click On This Pages on the Layout bar.
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That’s it, that’s all it takes. Merchant Solutions automatically carries out the following
actions for you:

B 1t changes all the individual product templates to nil.

B Tt creates the following Custom properties at the bottom of the section’s Edit page: Head-
style, Contents-format, Contents-elements, and Columns,

B It selects the following Contents-elements: Image, Screen-text-file, Caption, and Order.

Q note Insome cases, Merchant Solutions won’t allow you to select On This Pages, if doing so

will “orphan” a “grandchild.” If the section page contains a product that itself has an
accessory, that accessory will now be “orphaned”; there will be no way for a shopper to
get to the accessory if product data is only displayed on the section page.

Grandchildren

Can't put the contents on this page hecause body-har-video-hody-
bar-challenge contains bobarac, which would then he
inaccassible.

Creating and Editing Product Pages

You’ve already seen how to create product pages using Catalog Manager, and that’s how we
recommend you work with your products, unless you have just a small number.

Q note Ifyoumodify a product in Store Manager, the changes will appear once you look at the
product in Catalog Manager. Both systems load the data into the same database.

You can also create products—and edit products that you created through Catalog Manager—
from within Store Manager:

1. Inthe Home page, click the Item button on the Editor toolbar to create a product that is
linked directly from the Home page; a button will be created for the product on the navbar.

2. Navigate to a section where you want to create a product, then click the Item button on
the Editor toolbar.

3. Navigate to a product page and click the Accessory button on the Editor toolbar. This creates
a special kind of product, covered under “Creating a Product Accessory” later in this chapter.

4. Navigate to the Contents page, click the New button at the top of the page, type a product
ID, and click Continue.
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Of course, you can also edit existing pages, even if you created them in Catalog Manager.
Simply navigate to the page and click the Edit button on the Editor toolbar. When you create
or edit product pages in Site Editor, you’ll see some fields that were not present in Catalog
Manager:

Type/Templates  Types and Templates are advanced features used in the early days of the Yahoo!
product (Yahoo! Store) to provide advanced design capabilities. These days people
who need more design flexibility use one of the HTML editors (StoreBuilder,
Dreamweaver, or some other tool).

Family You can forget about this; it’s a “relic” from the early days of Yahoo!’s e-commerce
product, related to associating products with each other. It’s not commonly used
these days.

Leaf By default, this is set to Yes, meaning the product page uses some layout settings
from the Config page.

Creating a “Link” Information Blurb

There are link to links, products, sections, accessories; if it has an ID, you can link to it.

note Using this method from the Home page will add a button with the link to the navbar; using
this method from a section page adds a blurb with the link to the page itself.

This following technique allows you to create a blurb on your section/category and product
pages. This blurb will contain text, an image, and a link—on the heading and on the image—
pointing wherever you want it to go, inside or outside your site:

1. Navigate to the page where you want to place this link and information blurb.
2. Click the Links button in the Editor toolbar.
3. Enter the following information:

B Name The text that will appear as a heading above the link Abstract.

B URL The URL of the web page that the link points to, either within your web site
or to a page outside the site. If outside the site, make sure you precede it with http://;
if not, the link is created to a non-existent page within your site.

M Image You can upload animage to go with the link blurb.

B Abstract This is the actual blurb, the text that appears below the Name and Image.
It can be as extensive as you wish and can include HTML tags.

B Label You can probably ignore the Label; nobody seems to know what this is or
when it appears!



214 How to Make Money Online with eBay, Yahoo!, and Google

4. Click Update. This is what your link looks like when placed onto a section or product page:

[== == The Link Name - The Name; click here to go to
The Image — =22 = This is the link the web page identified by the

e t——

——~ == | Abstract This is the URL you entered.
:  link Abstract. This is

the link Abstract. This is the link

Ahstract This is the link Abstract. The Abstract
This is the link Abstract. This is

the link Abstract. This is the link

Abstract This is the link Abstract.

This is the link Ahstract.

Creating a Product Accessory

A product accessory is a special kind of product. It’s a product that is associated with another one
and that appears on that product’s page. A buyer can place an order for an accessory directly from the
parent product’s page—there’s an Order button next to it. Accessories do not have their own pages;
if you click on a link in Store Editor to an accessory, you’ll end up in the accessory’s Edit page.

Be careful with Rebuild (an import function described in Chapter 13). If you add an
accessory to a product page and then Rebuild your database, the accessory is deleted
from the database. Rebuild throws away the existing data and replaces it with the data
from the new file.

warning

‘ tlp You will only see the Accessory button on the Editor toolbar if the Leaf setting on the product’s
[\ Edit page is set to Yes. See the “Using Leaf” section for more information about Leaf.

To create an accessory, simply navigate to the product page where you want to place it and
click the Accessory button on the Editor toolbar. You’ll see a normal product page, although
not all fields are needed as it doesn’t have its own product page. You can forget about the Label,
Inset Image, and Icon Image, for instance, but make sure you have a Caption:

|
=

Accessory Name

I Accessory Caption. Accessoaory Caption. Accessory Caption. Accessory
Caption. Accessory Caption. Accessory Caption. Accessory Caption.
Accessory Caption. Accessory Caption. Accessory Caption. Accessory
Caption. Accessory Caption. Accessory Caption. Accessory Caption.,
Accessoary Caption. Accessory Caption. Accessory Caption. Accessory
Caption. Accessory Caption.

e
=
=

Accessory Name
Accesson-Code Regularprices $19.00 Sale price: $18.00
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And while you could put a product name into the Contents field, this is pointless because the
accessory doesn’t have its own page to display any associated products, and the product you
enter into Contents will not appear on the accessory’s parent product page.

note The Accessory elements that are displayed on the product page are, by default, determined
by the Leaf-contents-elements and Leaf-contents-format settings in the Config page, as
discussed in Chapter 17.

ti Another, safer way to associate products with each other is to enter information about

P . ) o -

[\ the accessory in the parent product’s Caption. You can then store this information in your
database or spreadsheet so it is never removed. You can create links to other products within
the Caption using normal HTML tags. URLs are created like this: http://www.yourdomain
.com/productID. html.

L

By the way, an accessory is not affected by the Contents choice in the Contents-elements
list. When you choose Contents as one of the Contents-elements (the product elements) to be
displayed in a section page, Merchant Solutions will include all the items listed in the product
page’s Contents text box on the section page, except accessories. That is, if the Contents text box
lists other products that are associated with the product in question, the associated products will
be listed on the section page under that product, but accessories will not.

Associating One Product with Another

You’ll often find that two otherwise independent products are associated with each other. Your
camping store may sell both groundsheets and tents separately, but sometimes people buy both
at the same time. Your cooking store may sell bowls and spoons separately, but you may want to
encourage people to buy both at once. Merchant Solutions allows you to associate products with
each other, by inserting information from one product onto another product’s page.

There are two ways you can do this:

B Type a product code into the Contents box in another product’s Edit page.
B Use the Copy button on the Edit toolbar.
Q tlp Don’t remember the code of the product you want to associate? Either click Contents on the

[\ Edit toolbar and then copy the product code from the list, or refer to your original import
spreadsheet or database.

Gz

Using the Contents box is quick and easy. Simply open the product’s Edit page, scroll down
to the Contents box, and type the code of the product you want to associate with the current
product. The products will be display in the order in which they appear in this Contents box.


http://www.yourdomain.com/productID.html
http://www.yourdomain.com/productID.html
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The copy-and-paste method works like this:

Navigate to the product that you want to associate with another product.

Click the Copy button on the Editor toolbar. You’ll see the Clipboard bar under the
Editor toolbar.

CLIPEDARD [CLICK TO INSERT): Aouabelt by Thera Band

Navigate to the product page with which you want to associate the product.

Click the link in the Clipboard bar. Merchant Solutions automatically inserts the copied
product into the current page. (It has entered the code for the product into the current
product’s Edit page Contents field.)

The Layout bar automatically opens. In effect, Merchant Solutions has converted the
current page to a section layout.

Modifying Product Page Layout

You’ve learned how to modify section/page layout in various ways. That’s pretty much all you
need to know about product-page layout, too, with a few minor differences:

B Product pages can use Variables-page settings or Leaf settings, just as section pages can.

But because Leaf is set to Yes by default, the product pages must use the Leaf settings.

B The Contents-elements setting defines how associated and accessory products are

treated. That is, if you have associated one product with another or created an accessory,
Contents-elements defines which information for that ancillary product will be included
on the product page.

In this chapter, you’ve seen how to modify page layout. In the following chapter, we’ll look
at how to modify design elements, such as text colors and buttons, but also how to add extra
pages to the site to hold noncatalog information.



Chapter 17

Customizing the Site Design

Now that you’ve learned how to create pages and place elements onto those pages, let’s look
at how to define how the pages appear. What background colors do they use? What typeface
for the various text elements? What color text? What color for text links?

In this chapter, you’ll see how to define these things, and plenty more. Merchant Solutions
provides a very quick way to change design elements—in literally seconds you can give your
store a completely different appearance. But it also provides a hundred or more ways to tweak
things very slightly, changing button designs, the text used on the buttons, the color of headings,
and so on.

You’ll also learn how to create additional, ancillary pages. Not category or product pages,
these pages provide contact information, your privacy policy, and any other information you
want to make available to visitors.

Modifying the Store’s Graphic Design
Merchant Solutions provides tremendous flexibility in the design of your store: colors, fonts,
image dimensions, and so on. There’s so much flexibility, though, that it can take a long time to
figure out exactly what everything does. We’re not going to explain every design possibility, but
we will look at the really quick ways you can change your site’s design. Then we’ll dabble a little
in the more advanced features.
There are two ways to modify store design:

M The Look button—quickly select a design.
B The Variables button—modify scores of different design settings.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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Quickly Selecting a Design

Merchant Solutions provides a way to select a different look for your site within seconds. The
first appearance may not be exactly what you want, but you can then modify more design

components using the Variables page, as we’ll see next.

1.

\

N

(S

2. Click the buttons to see the different designs. Each time you click, the store changes.
When you have the design you want, click the Hide button to close the bar.

In Store Editor, click the Look button on the Editor toolbar. The Look bar opens:

Tex
Look

Lab

Generic

Terra

Tool

Alloy

Soma

Revert

Soft

Hitech

Anglia

Army

Arbeit

Luxe

Tonic

Hide

Yip  You can ignore the Revert button—its usefulness is limited.

Clicking on a Look bar option changes several things:

These settings do not change layout; everything on the page remains in the same position.

The navbar button text size, color, and typeface

The navbar button color and design

The navbar background color

The content area background color

Heading text sizes, color, and typeface

Text color

They only change design.

Modifying the Navbar Buttons

The buttons you see on the left side of your Store Editor when you first enter are the navbar
buttons. The navbar is already configured for you—Merchant Solutions chose the buttons that
will appear and the positions in which they will be placed. However, you can modify these in a
number of ways, as we’ll see right now.

Switching to a Horizontal Button Bar

You may wish to switch your navbar, removing the left-side navbar with a slim button bar at the
top of the page . . . may, because this simply isn’t appropriate for most stores. If you have a lot of
buttons, they’re not going to fit properly on a horizontal bar at the top—they will run off-page, to
the right of the store, and make the store pages too wide. Try it and see if it looks good for your site:

1.

2. Find the Page-format line.

In Store Editor, click the Variables button.




\

N

S

3.
4.
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in Invery long pages, in particular in this Variables page, use your browser’s Search function to
tip
find the line you are looking for. It’s much quicker than just scrolling down the page trying to
pick it out! In Internet Explorer; select Edit | Find.

Select Top-buttons from the drop-down list box.

Click the Update button at the top or bottom of the page. You’ll be returned to the page
where you were before, where you can see the new navbar position.

Adding, Removing, and Moving Buttons

Here are the buttons available for placement on the navbar:

Contents The Contents buttons are the buttons that point to pages that are children of
your Home page. By default they are in Position #1, at the top of the list.

Download Don’t use this button; it is left over from the old Yahoo! Store and not used
in Merchant Solutions.

Email When a shopper clicks the Email button, his e-mail program opens with the
Compose window, with your store’s e-mail address in the To: field. (This is the Email
field in the Variables page.)

Empty This is not a button, rather an empty space, such as the empty space that
appears by default between the upper and lower buttons in the navbar.

Help This displays a generic Help page at http://stores.yahoo.com/help.html; it’s not
very useful, so you’ll probably want to omit this button.

Home This takes the shopper back to your Home page.
Index This displays the store’s Index page.
Info This is the store’s Information page.

Mall This is the Y! Shopping button. Clicking this takes the shopper away from your
store, to the Yahoo! Shopping Home page (http://shopping.yahoo.com/).

Next Clicking this takes the shopper to the next product in sequence.
Privacypolicy Clicking this opens your store’s Privacy Policy page.

Register This allows someone to log into an existing customer account or register as a
new customer.

Request Clicking this displays a generic page where a customer can request a catalog;
this information is then e-mailed to the customer, using the Automatic Catalog Request
Processing Email address in the Store Manager’s Fax/Email page.

Search Clicking this opens your store’s Search page.

Show-order When the shopper clicks this button, the items placed in the shopping cart
are shown.

Up Clicking this takes the shopper to the parent page—if in a product page, up to the
section page; if in a section page, up to the parent section or Home page.

219
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Here’s how you can control which buttons are placed onto the Home page’s navbar, and in
which position they appear:
1. In Store Editor, navigate to the Home page and then click the Edit button.

2. Scroll down to the Buttons line and click the Change button. You’ll see the table shown
in Figure 17-1.

3. To remove a button, delete the number next to the button (don’t use 0, as this sometimes
confuses Merchant Solutions).

4. To select the buttons you want and place them into the desired order, type numbers into
the boxes; 1 for the first button, 2 for the second, and so on.

Edit List Position (buttons)

Element Position

Contents
Download
Email
ey
Help
Home
Index
Info
Mall 9|

)
-
=
a0
2

=
=
=
=
-

Register 14
Request 15
Search 7
Show-order |4

Lp

(=]

[ Update H Cancel ]

H[clS[2{=_FAN The table used for modifying the Home page’s button positions
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5. To insert a button, type a number into the button’s text box; when you click the Update
button, all the numbers will be reordered, leaving the inserted button in the correct
position.

6. Click the Update button.
7. In the Edit page that appears, click the Update button.

How about the navbar used on pages other than the Home page? These are controlled by
the Variables page. Click the Variables button on the Editor toolbar and then click the Change
button on the Nav-buttons line.

Changing the Order of the Contents Buttons

Yahoo! uses the term contents buttons to refer to the buttons at the top of your navbar that point
to section/category pages. How do you shuffle the order of these around? They are controlled
by the Contents field in the Home page’s Edit page; changing order here modifies the Contents
button order not only in the Home page, but in every page in the store.

note Can'tfind the Contents field in the Edit page? You’ve probably got the Advanced Editor
turned off. Exit the Edit page; if only one Editor toolbar is visible, Advanced mode is
turned off. Click the little red triangle at the right end of the bar to turn it on. Better still,
make sure it’s turned on by default. Click the Controls button on the Advanced bar, select
Advanced in the Default Editor Mode drop-down, and click Update.

Navigate to the Home page and click the Edit button on the Editor toolbar. Find the Contents
field and move the section/category names into the sequence in which you want them to appear
in the navbar.

Changing Button Designs

If you don’t wish to provide button images, there are still a number of other ways in which you
can modify the look of the navbar buttons. Click the Variables button in Store Editor and look
for these lines:

Button-color
Button-text-color
Button-font
Button-font-size
Button-padding
Button-edge-width
Button-edge-color

Home-button-color

Home-button-text-color
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B Home-button-font

B Home-button-font-size

Q note Ihe Home-button variables only affect the navbar buttons if you use the horizontal navbar,
set by choosing Top-buttons in the Page-format drop-down list box. If you don’t use the
Top-buttons, these settings modify the site Title (the Title is set at the top of the Variables

page).

As suggested by the button names, you can change the color of the button face, the text on
the button, and the edge of the button. You can change the text size and typeface. You can modify
the space between the text and the edge of a button (padding), and the space between buttons
themselves (edge-width). You can also control the Home-button design separately from all the
other buttons.

One element is very significant. Button-edge-color is a very misleading term; you can use
this setting to define the color of the navbar on which the buttons sit.

Changing Button Labels and Using Images
You can change button names in a variety of ways, by changing text labels in some cases (some
buttons can’t be changed) or by providing button images.

B Contents buttons The contents buttons—the ones that point to the section/category
pages—are already named for you, using the section/category names you create. You can
change these by importing products into Category Manager with new section/category
names in the path field of your data files, or by going into a section page and changing
the Name field.

Q note Ifyou set the Variables Button-style to Icon, any button for which you do not provide an
icon will be a plain text button with no outline around the text.

B Info, Privacy Policy, Request Catalog, Show Order buttons You can change the text
used in these buttons. Click the Variables button on the Editor toolbar and search for the
info-text, privacy-policy-text, request-text, and show-order-text lines. Enter the text
you want to use and click Update.

B All buttons You can provide an image to be used for all your buttons. Click the
Variables button on the Editor toolbar and search for the Button Properties section.
Select a Button-style of Icon and upload the buttons using the Upload buttons. If you
have provided Icon images for your section/category pages, they will be used as navbar
buttons, too.

Changing the Function of the Y! Shopping Button

By default, your navbar contains a Y! Shopping button. This leads to the Yahoo! Shopping home
page (http://shopping.yahoo.com/), so you’ll probably want to remove it. The last thing you want
is for visitors to your site to be distracted by this prominent button and then leave your site.


http://shopping.yahoo.com/
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You can remove the button as explained earlier, of course, but you can also modify this
button to link to any page you want inside or outside the site. Click Variables on the Editor
toolbar and search for the Mall-Image line. Click the Upload button to upload a replacement
image. On the line below, Mall-url, enter the URL of the page you want the button to link to.

Adding More Buttons

You can add more navbar buttons if you wish, pointing to pages within your site or outside.

1. Navigate to the Home page.
2. Click the Links button in the Editor toolbar.

note Using this method on the Home page adds a button with the link to the navbar; using this
method in a section page adds a blurb with the link to the page itself.

3. Type a link name; the text that will appear on the button.

4. Type the URL the link points to, either within your web site or to a page outside the site.
If outside the site, make sure you precede it with http://; if not, the link is created to a
non-existent page within your site.

5. If you prefer, you can upload an image file to be used as the button. (You’ll also have to
change Button-style in the Variables page to Icon.)

6. You can ignore the Abstract and Label fields if you only plan to use this link as a
navbar button; the Abstract field is not used when creating a button, although it is used
when creating a link in a section or product page. As for the Label field, it’s probably
never used under any circumstances!

7. Click Update.

In general, when you create a link on the Home page, it only appears on the navbar. However,
there’s one condition in which it also appears on the Home page itself: when you have the Contents
option selected as one of the page elements that will be displayed (this setting is on the Home
page’s Edit page).

A link is an element that can be used in two places, on the navbar or on a section or product
page. See Chapter 16 for more information about placing a “link blurb” onto a section or product

page.

Using the Design Variables Page

Once you’ve picked a basic design, you can now modify the slightest detail. The Variables page
offers almost 100 settings providing tremendous flexibility, from text and link colors to button
sizes and fonts, from the currency symbol to the Sales Price label. Take a look for yourself; these

223
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settings are explained next. (In some cases, we’ve combined settings for the sake of brevity; for
instance, we haven’t described every setting related to buttons.)

B Title The store’s name, which, by default, appears at the top of each page. When you
create your Merchant Solutions account, your account name is placed here but you can
change it. This text is not used if you are using a Name-image image (explained a bit
later). The size of the Title is controlled by Banner-font-size, the color by Home-button-
color, and the typeface by Home-button-font.

B Email The store’s default e-mail address, used on the store Info page, and, if you use
the Email button on the navbar, it is the address used when visitors to your site e-mail
you.

B Background You can modify your pages’ background color and define a background
image if you wish.

B Text-color The color of the “body” text used in your pages.

B Link You can change the color of the links on the page, as well as the color of the links
when they are clicked.

M Buttons Various settings let you change what the buttons in the navbar look like; the
button text’s font, font size, and color; the space around the text within the buttons; and
the space between buttons.

B Buttons-edge-color This is actually the navbar background color, the color of the
background under the buttons.

B Home-button-color The color of the Home button, if you set Page-format (explained
further down in this list) to Top-buttons.

B Home-button-text-color The color of the Home button, if you set Page-format to
Top-buttons; also modifies the color of the Title text.

B Home-button-font The typeface used on the Home button, if you set Page-format to
Top-buttons; also modifies the typeface used for the Title text.

B Home-button-font-size The font size of the Home button, if you set Page-format to
Top-buttons.

B Display-font The font size and typeface used in Title text.
B Text-font The font size and typeface used in body text.

B Labels The color, typeface, and font size of the text used for the product Label text
when displayed as a “special” placed on the Home page.

B Banner-font-size The size of the text used for the store’s name at the top of the site’s
pages (from the Title field).

B Emphasis-color The color used for emphasis text, in particular the Sale Price text.

B Thumb-height / -width These define the size of the section or product Icon image
displayed on the section or product page.
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Inset-height / -width These define the size of the section or product Inset image
displayed on the section or product page.

Item-height / -width These define the size of the section or product Image displayed
on the section or product page.

Page-format The navbar format defines whether the buttons are on the side or top of
the page.

Page-width If using Side-buttons, this determines the width of the store pages; that is,
how far the contents of a page will spread to the right. (If using Top-buttons, Page-width
is ignored.)

Name-image An image used in place of the Title text on interior pages (in the Home
page you must ensure that Name is selected as one of the displayed Page-elements).

Head-elements This defines which section-head elements will be displayed at the

top of the section page. Select Image to include the section Image, and select Display-
text-title to include the section Name (the Image is placed above the Name if both are
selected). This has no effect on the Inset image, by the way, which displays regardless of
this setting. See Chapter 16.

Head-style Defines the placement of the section Name, Image, and Inset image at the
top of the section page. You can set these to Left, Center, or Right.

Columns The number of columns used to display product information.

Column-width This modifies how columns of product data are formatted on section
pages. It actually doesn’t set column width. That’s defined by the width of the product
Label—above a certain minimum width, the wider the label, the wider the column. This
Column-width setting, though, defines whether the text below the label conforms to the
minimum column width (Fixed) or extends to the width set by the Label (Variable).

Row-pad The vertical space between products listed in a section page.

Contents-elements Defines which product elements—the Name, Abstract, Caption,
etc.—are displayed for each product that is included in a section page. See Chapter 16.

Contents-format Defines how the product elements are laid onto the section page.

Bullet-image You can display a bullet instead of an image for each product on the
section page (using Content-elements). It’s a little square bullet or you can upload an
image here.

Button-style Defines what the buttons on the navbar look like: Text (just the text, no
button image behind it); Solid and Incised (‘“3D” buttons, which look pretty much the
same); and Icon. If you select Icon, button images that you have uploaded will be used
in place of the text navbar buttons. If you’ve uploaded Icon images in section/category
pages, those are used on the navbar as well.

Nav-buttons These specify the buttons that are included on the pages, as well as their
positions. This setting affects all pages except the Home page, which is controlled in the
Home page’s own Edit page.
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Button Image Uploads Set the Button-style to Icon, then upload button images for
the Up, Next, Show Order, Home, Info, Privacy Policy, Help, Search, Index, Download,
Register, Request, Email, and Mall buttons.

Info-text The text used on the Info button (which leads to the Information page) if
Button-style is not set to Icon. You may want to change it to Information or About Us.

Privacy-policy text The text used on the Privacy Policy button if Button-style is not
set to Icon.

Request-text The text used on the Request button if Button-style is not set to Icon.
(This button leads to a generic request-a-catalog page.)

Mall-image/Mall-url You can create a new button, totally replacing the default Y'!
Shopping button; upload an image and specify a URL.

Keywords Keywords that will be placed into a keywords meta tag at the top of every
page in the site (<meta name="keywords” content="keywords’>), read by some search
engines to help them index pages. (Actually, this tag is not particularly important
anymore, and using the same tag for all pages isn’t ideal, anyway.)

Head-tags HTML tags that will be placed at the top of the page. For advanced users,
this field might be used to create the <meta name="‘description”> tag, for instance. You
could also use it to place a banner across the top of the store.

Final-text Another block of text into which you can add HTML. By default, it appears
in all section and product pages, and can be added to the Home page if selected in the
Page-elements (in the Home page’s Edit page) field.

What if you want to use Final-text on the Home page but not on the section and product pages?
You can remove it from section and product pages by overriding the variable (Chapter 16) for
each page. That can be very laborious. A simpler way is to not use Final-text! Simply put the
text you want on the Home page into another field, such as Intro-text.

Address-phone A block of text that can be placed onto the Home page using the Page-
elements setting in the Home page’s Edit page. You can use HTML tags.

Price-style How Sale-price will be displayed. Quiet (prices in normal text, on product
pages only); Normal (prices are displayed in bold); Big (prices are rendered into
images). Sale-price is always displayed using Emphasis-color, one of the earlier settings.

Regular-/Sales-price-text You can define the text that appears before the prices on
your pages. For instance, rather than Sales price: you might use Our price!:

Order-style Defines how product order information is laid out:

Arist weights, 4 Ib. Pair, adjustable 2907 3-04-00 Regular price: $22.949  Sale price: $21.00 Color

Fed

v|size[Small ][ Order ]

Normal
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Wrist weights, 4 Ib. Pair, adjustahle
29073-04-00 Regular price: $22.95 Sale price: $21.00 Color: | Red v | 5ize: | Smal v

tip

Two-line

Wirist weights, 4 Ib. Pair, adjustable
20073-04-00 Regular price: $22.85 Sale price: $21.00

Color:
Size:|Small [v|[Order

Multi-line

Secure-basket This determines whether a secure server (an https server) is used while
displaying items in the buyer’s shopping cart. This isn’t entirely necessary and even
slows down page loading, but some buyers prefer to see this. The payment-transaction
pages are always served from an https server.

Compound-name If Yes is selected, accessory items placed into a shopping cart will
show the parent product name, too.

Order-text The text on the Order button.
Show-order-text The text on the Show Order button.

Families This is another “relic,” related to the Family field you’ve seen elsewhere; you
can ignore it.

Cross-sell-text If you use the Cross-Sell Tool (see Chapter 21), this is the text used to
introduce the complementary products.

Currency The currency symbol you want to use in your store; by default, $.

Thousands mark The character—by default a comma—used to divide groups of three
digits in your prices; for instance, 5,000.

Decimals mark The character—by default a period—used to denote the decimal place
in a number, such as 15.56.

Quantity-text The character used to separate a quantity and price when using quantity
pricing, by default a / symbol (as in 4/$20). See Chapter 13 for information on setting up
quantity pricing.

Minimum-order This is the minimum order, in dollars. Set this to 50, for instance, and
the store won’t let the buyer check out if the total charge, before shipping, is less than $50.

Remember, you can override settings on particular pages. For instance, if you sell mainly

tangible products but have one downloadable product, you could set that one product to use a
No setting in Need-ship. Or if all products but one are immediately available, you can set the

Availability text for a particular product. See Chapter 19 for more information.

22]
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B Minimum-quantity Set to 1 by default, but this allows you to automatically enter a
quantity into the shopping cart. Set it to 10, for instance, and when the buyer clicks the
Order button, the Quantity field in the shopping cart will show 10.

B Availability Text that appears above the order information on a product page, letting
buyers know that the product can’t ship immediately.

B Need-ship If set to No, the product can be purchased without a shipping address. If
selling downloadable products or subscriptions, for instance, you could set this to No.

B Need-bill If set to No, the product does not require a billing address.
B Need-payment If set to No, the product does not require payment; it’s a free product.

B Personalization-charge This is the charge for product personalization, using the
Monogram and Inscription features (see Chapter 13).

B Ypath/Shopping-url These are “relics” of earlier days; you can ignore them.

B Publish-timestamp This is a UNIX code indicating when the store was last published.
It’s unintelligible to ordinary people, and you can ignore it.

‘ p It’s possible to override variables for one particular section page. Open the page, enter the

Wy Edit page, and click Override Variable. Remember that if you delete a product or section, you
lose the settings, including overridden variables! And that means that if you import products
and do a Rebuild (see Chapter 13), you are going to lose all your overridden variables
because Rebuild deletes items and then re-creates them. So, if you do override variables,
make sure you always do an Add import.

Adding Ancillary Pages
Merchant Solutions has a number of ancillary pages, of which two are required—Yahoo! will not
allow you to open for business without creating an Info page and a Privacy Policy page.

The Info page is intended to provide basic store information to customers. You can put
anything you want here, but Yahoo! does demand certain information: your street address and
phone number, an e-mail address at which you can be contacted with questions about your store
and products, your shipping rates and methods, and refund and return policies.

You must have this information, but you may want to add other things, too. Consider adding
information that builds credibility—memberships in trade associations, Better Business Bureau,
and so on—and other contact methods, such as Instant Messaging, fax, and so on.

‘ tlp Remember, you can change the text on the navbar’s Info button—perhaps to Store Info or
[\ Information—in the Variables page; look for the Info-text field.

To edit the Info page, open the page—click the Info button on the navbar—then click Edit
on the Editor toolbar. You can upload an image (which appears at the top right) and enter text
into three text fields. You can, of course, enter HTML into these fields.
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There’s one more field that is automatically dropped onto the page. The text in the Variable
page’s Email text box is placed onto the page immediately after the Info page’s Address-phone
field and before the Info field. If you don’t want this e-mail address appearing here—perhaps
you have built a table of contact information that you are placing into one of the other fields—
override it using the Override Variable button at the top of the Edit page (see Chapter 16).

Yahoo! demands that all stores must contain a Privacy Policy page, which should
“inform customers what personal information is collected and how it is used.” In fact, the
Privacy page contains a note about Yahoo!’s privacy policy, which you are not allowed
to modify and cannot remove. It’s popular these days for sites to post long, complicated
privacy policies. Yahoo!’s is almost 1,400 words long. There’s no reason a privacy policy
can’t be short and sweet, though, and in any case, you’re already covered by Yahoo!’s
policy. These things are good to include:

B We collect information we need to process a purchase, to ship your products, and to
make contact with you if there is a problem with the order.

B We don’t rent, sell, or share your private information, except where necessary to process
and ship your order.

B We limit access to your information only to trusted employees who need the information
in order to process and ship your order.

To edit the Privacy page, enter the page and click the Edit button. The only field you can
enter here is the Info text. However, you can use HTML tags in this text to format the text any
way you wish, and even to add images.

Creating a Feedback or Catalog-request Form

There’s a very simple way to create a feedback form. Yahoo! calls this form a catalog-request
form, but you really can use it for various purposes: feedback, information request, subscribing
to a newsletter, and so on.

tlp You can also create links from any of your pages to the Request page. Here’s how to find the
URL you have to use. In Store Editor, look in the browser’s Address bar for the yhst number
on any page. Then add that number to the end of http://order.store.yahoo.com/cgi-bin/
wg-request-catalog?. For instance, if the yhst number is yhst-35484225783552, then the
URL is http://order.store.yahoo.com/cgi-bin/wg-request-catalog ?yhst-35484225783552.

Yahoo! Merchant Solutions creates this form automatically; whether you customize it and
use it or not, it’s always there. You can get to it by turning on the Request navbar button. (In the
Home page’s Edit page and in the Variables page, open the Buttons table and add the Request
item.) You can also create a link to it from any page by entering it into a text field in an Edit
page, or by creating a Link element (see Chapter 16).
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You can also customize the form. Most of this isn’t done in Store Editor, though; all but the
first item are handled through Store Manager.

1. Change the text on the button pointing to the form; in the Variables page, use Request-
image or Request-text.

2. To set the e-mail address to which the message is sent, click the Fax/Email link and enter
the information into the Automatic Catalog Request Processing Email to field.

3. Set the text that appears in the browser’s title bar while the form is displayed in the
Catalog Request Form Title field of the Customize Your Order Form page; click the
Order Form link.

4. Add extra fields to the form; click the Edit Extra Fields link in the same page.

N

Add a text message at the top of the page; use the Message field.

6. Add check boxes to the form to let people subscribe to your newsletter, to request a paper
catalog, to request a call from a sales person, and so on; use the Request Items field.

Creating More Pages

You can create more pages, if you wish, for a variety of purposes. For instance, A2BScooters
.com—which we looked at in several earlier chapters—created, in addition to the section pages
and normal ancillary pages, several more pages: Our Price Guarantee, Free Shipping, Link to Us,
Scooter Laws, Safety and Scooters, and About A2B (see Figure 12-1).

How did they do this? Simple; they created new sections. A section page doesn’t have to
contain products, it can contain whatever content you want. Name the section with the text you
want to appear in the navbar, and then put whatever text or HTML content you want onto the
page, in the section’s Caption text box.

You can also create however many layers of subsections; a button on the navbar may lead to a
More Information page, for instance, which can then link to as many subsection pages as you wish.

Publishing Your Work

Remember that before your work appears in your store, you must publish it. All the product
information you’ve entered, the section pages you’ve created, the design settings you’ve made . . .
none of this is “live” until you publish it. Simply return to the Home page and click the Publish
button on the Editor toolbar.

Of course, your store is not ready to go yet. You still have to define how the “backend”
works—how the transaction processing functions. In the following chapter, you’ll learn how to
set up a credit-card merchant account, order forms, and notification e-mail messages.



Chapter 18

Defining Payment Methods
and Your Checkout Process

ou’ve finished your store, at least the piece that’s visible to the buyer. Now there’s plenty

more work to do. The first thing you may want to do is get started on setting up a credit-
card merchant account, so you can process credit-card orders. In fact, Yahoo! won’t allow you
to open your store until you have a merchant account working. In this chapter, you’ll learn what
a merchant account actually does and how to get one. You’ll also learn how to set up payment
processing in Merchant Solutions and configure the credit-card antifraud tools. Fraud is a huge
problem for many businesses, so it’s important to understand what you can do to minimize it.

In addition, you’ll see how to set up various order-form options, and how to ensure you

receive order notifications so that you know when you have an order waiting to be processed.

Setting Up a Credit-card Merchant Account

Before you can open a Merchant Solutions store, you must have a credit-card merchant account;
Yahoo! won’t allow you to open until you do. You cannot set up the merchant account until,

in theory, you are ready for business. You must be “ready for business with clear product and
pricing information available for viewing.” We recommend you set up the account as soon as
possible, as it can take a little while to get sorted out. So, as soon as your store appears to the
outside world to be ready, you should begin the process.

Credit-card Transactions Explained

Here’s how a credit-card transaction works, as you can see in Figure 18-1. When someone
purchases something with a credit card online, that information is sent to a payment gateway.
The gateway sends the information on to one of the credit-card networks. There is just a handful
of different networks—when your card is swiped at a store, the credit-card swipe terminal

sends the information on to one of these networks. In effect, the payment gateway in an online
transaction takes the place of the swipe terminal in a brick-and-mortar store transaction.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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Your online store

— |

Gateway

1—@— Credit-card network

Rmmss Rmmss

Buyer’s bank Your bank

1. Your store sends a message to the credit-card gateway, which passes it on to the credit-card network.
2. The network checks with the customer’s bank to see if it will cover the transaction.

3. The bank sends a message back, approving the transaction.

4. The network sends a message back to your store, letting it know it can complete the transaction.

5. The store lets the network know the transaction has been completed.

6. The network begins the process of transferring money to your account.

Hle{S[x{=W[™/N How credit-card transactions are processed

Your merchant account identifies you as the merchant. The buyer’s credit-card number, of
course, identifies the buyer. The credit-card network sends the information to the appropriate
credit-card company, which checks the credit card to see if it’s valid and has sufficient funds for
the purchase. If everything’s okay, it authorizes the transaction, holding the funds temporarily.
Later, usually at the end of the day, the transaction has to be settled; at that point, the credit-card
company takes the money from the credit card and transfers it to your bank account (or, at least,
begins the process; it actually takes a day or two—perhaps as many as five days—before the
money appears in your account).

So, you can see that a merchant account is required to identify you and tell the credit-card
companies where to put the money.

Already Got a Merchant Account?

If you’re setting up an existing business online, you may already have a credit-card merchant
account. You may be able to use it with your store, depending on a couple of things: the network
compatibility and the account policies.
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note Ifyou're setting up an existing account to work with Yahoo! Merchant Services, the bank
or company that provides the merchant account must now provide MID (merchant ID) and
TID (terminal ID) numbers. You’ll have to provide the company with information about
Merchant Solutions: the product name and ID, and the vendor name and ID. (To find this
information, click Pay Methods in Store Manager and then click the Set up processing
through FDMS link; you’ll find the information in the Setup page.)

Merchant accounts are set up to work with a particular credit-card network, of which there are
several. Yahoo! Merchant Solutions sends transactions out over a First Data Corp. network, known
as FDMS Nashville. If your current merchant account sends information over a different network,
you will not be able to use it with Merchant Solutions—you’ll have to apply for another one.

However, even if your merchant account does work with FDMS Nashville, you may not be
able to use it. Some accounts are restricted to specific types of transactions. If your merchant
account only allows “swipe” or credit-card-present transactions, you are not supposed to carry
out transactions in which you do not see the credit card. Check with the bank or company that set
up your merchant account.

Merchant Account Fees

There are all sorts of fees associated with merchant accounts. Compare carefully and make sure
you are absolutely clear about exactly which fees are going to be charged.

B Setup Fee The fee charged for the privilege of setting up an account.

B Discount Rate The percentage fee that you will be charged for a transaction; if the
rate is 2.29% and the transaction (including shipping and handling) totals $100, you
are charged $2.29. The discount rate varies depending on the card type used. (The rate
typically quoted is for Visa and MasterCard, but American Express, Discover, and others
have different rates.)

B Termination Fee Watch for this one! Most merchant accounts charge a fee—
sometimes hundreds of dollars—to close the account.

B Transaction Fee A fixed sum charged, in addition to the discount rate, for each
transaction. Usually around 15 to 25 cents, but again, it varies depending on the card
used.

B Monthly Fee Sometimes called a statement fee or service fee. You’ll pay this every
month, regardless of the number of transactions.

B Monthly Minimum The minimum discount-rate fee you’ll pay; if your transaction
discount rates don’t total this or more, you’ll still pay the minimum.

B Chargeback Fee The fee you'll pay if a transaction is charged back to you; if
someone claims they never received the product, for instance, or that the card was used
fraudulently, your account is charged for the transaction and the chargeback fee.

B Online Access Fee There may be a fee to use a merchant account’s online tools.
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B Equipment Lease or Purchase Some unscrupulous companies charge for
“equipment,” claiming that they are providing the equipment that transmits the
transaction to the credit-card network (the payment gateway). These charges can
sometimes amount to thousands of dollars (although this practice is probably dying out).

B Other Stuff! Ask for a full schedule of fees, so you know what else you may be
charged for—there are different rates for different types of transactions, for instance—
sales, credits, authorizations, and so on. Some companies will provide a list of five
different fees and claim that’s the full list; it isn’t. A full schedule includes many more
fees, but some companies (such as 1st American, mentioned in the next table) won’t
show you the list until after you apply.

warning Merchant account rates vary tremendously. If you are a long-term brick-and-mortar
merchant and have never sold online, you may be used to paying way too much for
your merchant accounts. E-commerce has led to great price competition, so it’s now
possible to get relatively cheap merchant accounts. Whichever company you are
already using or plan to use, compare pricing!

The following table shows examples of the two companies recommended by Yahoo!. Other
companies may be comparable, or may have significantly higher fees.

1st American 1st American
Fee Paymentech Option 1 Option 2
Setup Fee $0 $0 $95
Termination Fee $0 $0 $0
Discount Rate (MasterCard) 2.69% 2.29% 2.29%
Transaction Fee (MasterCard) 20 cents 25 cents 25 cents
Monthly Statement Fee $22.95 $19.95 $9
Monthly Minimum $15 $20 $20
Chargeback Fee $15 $25 $25

Setting Up Credit-card Transactions

Yahoo! works primarily with a merchant account company called Paymentech. In fact, Paymentech
manages the payment gateway (discussed earlier) and sets up merchant accounts. However, if

you are rejected by Paymentech, you may be able to set up an account through another company.
Yahoo! suggests you try 1st American Card Service (http://www.1stamericancardservice.com/),

or that you go to the First Data web site and try the list of companies provided (http://www.fdms
.com/section.asp?m=25&s=117). You may also want to check another service, even if Paymentech
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doesn’t turn you down, to see if you can get a better deal. Click the Pay Methods link in the Order
Settings column in Store Manager to apply for an account.

@ note When you set up an account, it will be automatically able to handle MasterCard and
Visa transactions. Other cards are optional; if you want to accept American Express and
Discover, for instance, make sure you ask for these. Yahoo! Merchant Solutions can also
accept Carte Blanche, Diners, Optima, and JCB.

Once you’ve set up a merchant account, you have to enter the information into Store Manager,
so it knows what information to send to the credit-card network with every transaction.

1. In Store Manager, click the Pay Methods link.

2. In the Merchant Account Signup and Setup area of the Payment Methods page, click the
Set up processing through FDMS link.

3. Very carefully enter the information you have been provided into the Setup Merchant
Account Through First Data page (see Figure 18-1), and click the check boxes next to the
credit-card types. Do not check any credit card that you cannot accept; if you do, when
Merchant Solutions tests the connection it will fail.

4. Click the Setup button, and Merchant Solutions will access the credit-card network to
test the information you’ve entered.

Configuring Credit-card Verification (Risk) Tools

Credit-card fraud is an unfortunate—and at times significant—cost of doing business. Fraud in
online transactions is around 12 times higher than for in-store purchases, and over three times
higher than mail-order and phone sales; in total, a little over 1% of all dollars charged are done
so fraudulently.

L

s

tlp Using these fraud-reduction tools does not guarantee that you won't be a victim of fraud! It
also doesn’t indemnify you in any way. If you ship a fraudulently purchased product, you still
end up losing (the product and the chargeback fee from the credit-card company), however
careful you are.

N

For some businesses, in fact, fraud is very significant; for others, it’s a minor cost. If a credit
card is used fraudulently and you ship the product, you lose three ways. The owner of the credit
card will eventually complain to the credit-card company, which investigates. And if you can’t
prove the product was delivered to the card owner, they’ll refund the money. You’ll pay back the
purchase price, you’ll pay back the shipping cost, and you’ll pay a chargeback fee, probably $20—
$30. (The credit-card companies love to advertise that if someone uses your card fraudulently,
they’ll cover your losses. Actually, it’s the merchants who cover your losses!) What’s worse, if a
merchant’s chargeback rates are consistently high, they can be fined or even lose their credit-card
merchant account altogether.
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note One risk tool, IP Blocking, allows you to stop people using certain IP (Internet Protocol)
numbers from placing orders at your store. (Every computer connected to the Internet

at any moment has a unique IP number identifying the computer.) At this stage, you are
unlikely to know what numbers to block, so we’re going to ignore it for the moment. For
more information, see Chapter 20.

So it’s in your interest to reduce fraudulent transactions as much as possible. Merchant
Solutions provides two credit-card tools to help you do that:

AVS: Address Verification System AVS compares the billing address with the address
on file at the credit-card company.

CVYV: Card Verification Value The CVV is a three-digit number on the back of a Visa
or MasterCard credit card, or a four-digit number on the front of an American Express
card. As it’s not part of the actual credit-card number and so never appears on transaction
paperwork or in transaction databases, it’s harder to steal. The theory is that if someone
can provide the CVV number, there’s a good chance that he has the actual card in his
possession.

Understanding Address Verification

AVS looks at the billing address a buyer enters into your order forms and compares it to the
information on file. You can then decide what to do according to the response that is returned:

Street address OK, ZIP code bad

Street address bad, ZIP code OK

Both street address and ZIP code bad

System is unavailable (sometimes AVS isn’t functioning)

Verification information not available (the network is unable to access address
information for some cards, in particular foreign cards and debit cards)

note Unfortunately, AVS doesn’t work for foreign transactions.

You can choose how to handle each of these responses:

Flag the transaction. The order will appear as Pending Review so you will be able to
confirm the transaction, perhaps by calling the buyer. In addition, the particular AVS
response code will be displayed, so you know what the problem is.

Accept the transaction. For instance, if the ZIP code is correct but the street address
bad, you may want to accept the transaction without flagging it.
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note How much are your products worth? With very high-cost products, you’ll probably be more

careful about fraudulent transactions. Also, some products have very low fraud rates—books

and classical music, for instance—while others have much higher rates (such as golf clubs).

It’s sometimes hard to decide how to handle these transactions; some merchants are so paranoid
that they tighten down the fraud tools as far as they will go. But it’s worth understanding that
sometimes AVS will return bad responses in cases in which no fraud is involved. Perhaps someone
has moved recently or mistyped something or mixed up cards with different billing addresses. Bad
AVS does not always indicate fraud. For some businesses, simply rejecting all bad AVS responses
will reduce sales more than it reduces fraud.

Understanding Card Verification Value

If you turn on CVV—and you probably should—the buyer will be prompted to enter a three- or
four-digit code when using a Visa card, MasterCard, or American Express card. The CVV system
then checks the number provided by the buyer against the number on file. There are three bad
CVYV responses:

B Code doesn’t match
B CVV system not currently available
B CVV number not provided or not available for that card type

As with AVS, you get to choose how to handle each. You can flag or accept the transaction.

Selecting Risk Settings

Here, then, is how you go about selecting your risk settings:

In Store Manager, select the Risk Tools link.
In the Risk Settings page, click the Settings link.
In the Settings page, check the Yes, enable Risk Tools check box.

P ONR

If you wish, you can set an Order Minimum. Leave it set to 0.00 to use AVS and CVV for
all orders, or set it to a number and orders above that dollar value will use AVS and CVV.

o

Select the AVS Rules; for each AVS response, select whether you wish to Flag or Accept
the transaction.

6. Select the CVV Rules; for each CVV response, select whether you wish to Flag or
Accept the transaction.

7. We recommend that you leave the Yes, make CVV required on checkout check box
checked; if you clear it, transactions will be processed even if the buyer doesn’t enter the
information.

8. Click the Update button.

237
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Selecting Payment Methods:
Credit Cards, PayPal, and More

Once you’ve set up your credit-card merchant account, you also need to make sure the payment
method actually appears on the web site. This is done in the Payment Methods page.

There are other ways to accept payments, too: PayPal, purchase orders, COD, fax, e-mail,
phone, and so on. We’ll look at these in Chapter 20. However, note that all these methods—
including PayPal—require human intervention. None are as convenient as credit cards, which is
why most merchants prefer credit-card transactions.

Q note FayFalisavery popular option these days for merchants. However, note that PayPal is
not built into the Merchant Solutions store. You can set up a PayPal payment method but

will then have to check your PayPal account manually to ensure that the payment has been

received, that is, Merchant Solutions does not get an automated confirmation from PayPal.

Most merchants will want to avoid some or all of these non-credit-card transactions. One
method that has an extra advantage, however, is phone orders. If you prominently display a
phone number on your web site, you may find that you actually don’t get many phone calls but
that the number of online credit-card orders increases. Making it clear that you’re available, that
a buyer can call and talk to someone, increases the “comfort level” and credibility of your store.

In order to specify which payment methods you want to use, click the Pay Methods link in
Store Manager and scroll down the page. Simply click Yes next to each payment type you want
to use—make sure you only select the credit cards that you have already set up in your credit-
card merchant account. If you wish, you can type PayPal into the Add Other text box, then
click Add and, in the screen that appears, click Done (don’t make any changes in this screen).
This adds PayPal to the list but as mentioned before, you should remember that this is a manual
process. You will have to get the buyer to PayPal your payment before shipment.

When you have finished in this page, click Update.

Setting Up Your Order Forms

Now let’s set up how your order forms function. Click the Order Form link on the Store Manager
page (under the Order Settings column), and you’ll see the Customize Your Order Form page.
These are the options available to you:

B Enable new checkout flow Leave Enabled for all orders selected. The new checkout
flow was introduced years ago, but the old flow is still available for long-term merchants
who wish to continue using it.

B All forms use Select this whether buyers should enter their names into a single name
field or into separate first and last name fields. The latter is generally the best choice.

‘ tlp As you make changes, you can see the effect by clicking the Preview Order Forms button at
|\ 2 the top or bottom of the page.

Q
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Currency Select the currency you are using.

Cart Look This defines whether the shopping-cart pages look like the store you
created using Store Editor, or whether they use very simple “generic” pages, which you
may want to select if you are not using Store Editor to build your catalog pages. Click
the Preview Order Forms button to see the difference.

Checkout branding You can choose to put your domain name or a store logo at the
top of the checkout pages.

Privacy Policy URL The URL of a page containing your privacy policy, which will be
displayed in the checkout pages. Leave this blank if you want to use the page created in
Store Editor.

Information Page URL The URL of a page containing your privacy policy. Leave this
blank if you want to use the page created in Store Editor.

Continue URL The URL of a page displayed when visitors click Continue Shopping.
If you don’t enter anything, the Continue Shopping link returns the shopper to the
previous product.

Final URL The page displayed when shoppers click Keep Shopping on the order-
confirmation page. If you don’t enter anything, your store’s Home page is used.

Customer Rating Enabled If this is turned on, Yahoo!’s customer-rating system is
turned on so customers can rate their experience shopping with you.

Email Comments To If you don’t want the rating information sent to the e-mail address
in the Yahoo! account associated with this store, enter the address you want to use here.

Gift Wrap If you offer gift-wrapping services, select Yes.
Price Enter the price for gift wrapping, and whether you charge per order or per item.
Gift Message Select Yes if buyers will be able to enter a short gift message.

Shipping Info Message A short message that goes at the top of the Shipping Address
box on the checkout’s Shipping Form. You can use HTML in this field if you wish.

Edit Standard Fields Click this link to determine which fields should be included
when you export XML data. (You must also select the Export Form Fields Set to
Display (Yes) check box on the Field Length Limits page.) You can export data in
various formats from Order Manager (see Chapter 20).

Edit Extra Fields Click this link to add more fields to the shipping-information box.
If selling very large products, for instance, you might add a comment box into which the
buyer could add the best time for delivery.

Billing Info Message/Edit Standard Fields/Edit Extra Fields These options work in
the same way as for the Shipping options but appear on the Billing form.

Disable Comments The Billing page contains a Comments box at the bottom, allowing
buyers to enter special instructions. It’s a good idea to leave this turned on, but you can
turn it off if you wish.

239
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Order Confirmation Message This is the message that appears at the top of the order-
confirmation page. You can enter HTML if you wish.

Order Status Message The message at the top of the order-status page. This is a page
that buyers can view after completing a transaction so that they can track their orders.
This field can include HTML.

Catalog Request Form Title This is not anything to do with the order form. It’s the
text that appears in the browser’s title bar when a visitor is viewing the Catalog Request
form, displayed by clicking the Request button on the navbar. (The Catalog Request is
e-mailed to the address on the Fax/Email form.)

Message The message that appears above the Catalog Request form; you can enter
HTML here.

Request Items For each line you enter into this box, you will get a check box that
the buyer can select. For instance, you might have a check box to let people subscribe
to your newsletter, one to request a paper catalog, another to request a call from a
salesperson, and so on.

Edit Extra Fields Click this link to add more fields to the form.

Multiple Ship To Enable Turn this on if you want to allow buyers to ship products in
a single order to different addresses.

Field Length Limits Click this link if you want to change the text-entry limits

on fields in the Shipping and Billing pages, if you want to use the Young America
fulfillment company’s (www.young-america.com) address format, or if you want to turn
on the feature that allows you to specify which fields are included in an XML export file.

Order Button This defines what happens when the buyer clicks on the Order button
for a product that is already in the shopping cart.

Enable Got Customer Email Collection Check Box This is used when you sign up

for a Campaigner e-mail marketing account (provided by a company called Got). In Store
Manager, click the Email Marketing link in the Promote column. Select Yes to add a check
box to your checkout process, allowing people to choose to receive e-mails from you.

Enable Webloyalty Thank-You Reward Banner On Confirmation Page Select this
to turn on the Webloyalty system, which displays a banner on your order-confirmation
page allowing buyers to opt to receive a “reward.” (You can see a demo here: http://
clientdemo.webloyalty.com/yahoo/.) The reward is some kind of free membership in

a discount club for a limited time. There’s no real benefit to the merchant to set this to
Yes; you won’t earn commissions on sales.

Item Options Validation Current Setting If you have created all your product options
properly, you shouldn’t have to change this setting. We recommend you do not change
this setting, as it opens your store up to security vulnerability, which could potentially

be used to commit fraud against you (although admittedly it’s very unlikely). This

was added to Yahoo!’s store some time ago to plug a potential security hole in which
someone could use options to submit an order at a much lower price than the real one.
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Setting Up Notification and Feedback Messages

It’s now time to define the Fax/Email addresses and settings. Click the Fax/Email link under the
Order Settings column in Store Manager. You’ll see the screen in Figure 18-2.

note Youdon’t need the credit-card number in the confirmation message. You’ll learn how to
process orders online in Chapter 20.

This page lets you define how order notifications and catalog requests are sent to you. An
order notification is information about a recent order, sent to you so that you know you have an
order ready to process and ship. By default, it doesn’t provide all the information—it doesn’t
include credit-card information unless you set up encryption, which most merchants do not do
(as it can be a little complicated). A catalog request is information entered by a buyer into the
Catalog Request page, although it makes more sense to think of this as a feedback form (see
Chapter 17).
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In each case, the settings are very similar, with the exception of the Encryption Settings.

Email To The e-mail address you want the order notification or feedback message sent
to. You can send messages to multiple addresses, separating them with a comma and a
space.

Encryption Settings Click this if you want to set up encryption so that you can receive
credit-card numbers in the e-mails. This is not necessary because you will process the
orders online.

Send Select the time at which you want the messages sent; many merchants want them
sent immediately, but it’s possible to have them sent at a particular time of day.

Format Select the format in which you want to receive e-mailed information. You

can choose just plain text, with each message in an individual e-mail. Or you can select
another format—Adobe Acrobat PDF, two different QuickBooks formats, the old
Viaweb format (Viaweb was the company that originally created the Merchant Solutions
software), or XML. If you select one of these formats, you could choose to have the
information sent periodically, in which case information will be grouped together.

Send Emails as attachments Select this, and the plain text messages will be sent
attached to your e-mail message, not displayed inside it. You’ll have to open the message
in another program to read it.

Don’t notify me of any errors when faxing Select this, and you won’t see notifications
when faxes can’t get through. Notifications are displayed at the bottom of this page.

Don’t resend faxes, even if an order occurred Select this, and Merchant Solutions
will not try again if faxes can’t get through on the first attempt.

There’s a little more configuration to do. In the next chapter, you’ll learn how to configure
shipping and taxes, and how to work with automated inventory tracking.



Chapter 19

Configuring Shipping, Taxes,
and Inventory

o you’ve created a store. You have products, categories, and various information pages.

You’ve set up your payment methods and your order forms. Finished? Not quite. You still
have to set up various details: where you are willing to ship, what shipping methods and rates
you will use, how you will handle sales tax, what will be in your confirmation e-mails, and how
you will manage inventory.

Specifying Where You Ship—Foreign Orders

You need to define what countries you are willing to sell to, so that your customers see the
correct address options when they check out. Where you are willing to ship to is dependent to
a great degree on what kind of product you are selling. Is it very expensive to ship overseas?
Will the product require large import duties when arriving in the country? Is it a product with a
high fraud rate? When a buyer claims a credit-card transaction was fraudulent, you lose the price
of the product and the cost of shipping, and also you must pay a chargeback fee. So, overseas
shipments are even more expensive as a loss than domestic shipments. In addition, foreign
orders have a much higher fraud rate, perhaps 2.5 times the domestic rates (although rates vary
greatly in different areas around the world). Indeed, one study found that 10 percent of Internet
merchants that used to ship overseas have sfopped doing so because fraud losses outweighed
the profits.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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Still, many businesses do significant trade overseas; 10 or 25 percent of orders going outside
the United States is by no means an unusual amount. Here’s how to set your country choices:

1. In the Store Manager, click the Foreign Orders link.

2. In the Foreign Orders page, click the right option button to see these choices:

Default List of Countries The list of around 70 countries that appears by default.
These are countries that Yahoo! says are low-fraud countries, and in general that’s
true. However, there may be some countries on the list that are relatively high-fraud
countries—Egypt, for example, is on the list yet it has quite high rates according to at
least one study.

US Only If you will only ship within the United States, select this.

All Countries Except Selected Select this check box to choose countries you don’t
want to ship to; this is useful if you want to ship to most locations with only a few
exceptions.

Only Selected Countries Select this check box to choose countries you do want to
ship to; this is convenient if you want to ship to a small selection of countries.

Complete List of Countries If you are willing to ship anywhere, select this.

3. Click the Update button.

Setting Up Shipping Methods and Rates

One of the most complicated things to deal with is shipping products to buyers. You need to
define what methods will be used: what companies and what particular services from those
companies, and how much you will charge. You will configure these settings through Shipping
Manager. Click Shipping Manager in the Order Settings column of Store Manager.

Using UPS OnLine™ Tools

Yahoo! has integrated UPS OnLine Tools into Merchant Solutions, providing a very simple way
to manage shipments if you choose to ship via that service. The tools help you print UPS labels,
provide address validation, help buyers select a shipping method, and insert tracking numbers
into confirmation messages.

note You can use the UPS OnlLine Tools with any Merchant Solutions package. However, high-
volume merchants who want to integrate with UPS WorldShip (which we don’t cover here)

must have the Merchant Solutions Professional package.

Before you can use UPS OnLine Tools, you must have a UPS account; visit https://www.ups
.com/myups/info/openacct to do so. Register with UPS by clicking the Shipping Manager link in


https://www.ups.com/myups/info/openacct
https://www.ups.com/myups/info/openacct
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the Order Settings column of Store Manager, and then on the Shipping Manager page, click the
UPS Registration link.

When you complete the UPS registration, UPS options will automatically be integrated into
Shipping Manager, as you’ll see when you set up your shipping methods.

Creating Shipping Methods

Begin by creating the shipping methods you want to provide—downloadable, air, ground, Federal
Express, UPS next day air, and so on. Click the Shipping Methods link in Shipping Manager, and
then click the Edit button in the Ship Methods page; you’ll see the page in Figure 19-1.

On this page you are simply telling Merchant Solutions what shipping methods you want to
use. Don’t worry about how much will be charged for each method; you’ll deal with that next.
Right now you are defining which methods will be presented to the buyer as a shipping choice.

2 puresauna.com: Merchant Standard - Microsoft Internet Explorer
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The following are your choices:

B General Methods These are nonspecific, predefined terms that will appear in the
Choose Shipping Method drop-down list box during checkout. Downloadable, of course,
refers to a product that will be downloaded and not shipped. If you feel the descriptions
are not specific enough—you’d rather say Fedex Ground than Ground, for instance—or
if they simply don’t match what you want to use—US Postal Service Media Mail, for
instance, or Priority Mail—you can create your own names under Custom Methods.

B Custom Methods Type a term and click Add to add it to the list. It will appear on the
page above the text box. (You can delete it by clicking the little trash can icon.)

B UPS Methods If you signed up to use the UPS OnLine Tools, you'll see the list of
UPS Methods. Simply check the ones you want to offer.

tlp The order in which the items are listed in the Ship Methods page is the order in which they
appear in the Choose Shipping Method drop-down list box in the checkout pages. If you want
to change the order, click the Change Display Order button.

(&

W
When you click Update, the methods you selected are added to the Ship Methods page.

Defining Shipping Rates and Creating Rules

Now that you’ve defined the shipping methods you want to use, you can specify how much the
buyer will pay you for each method. This can be a little time-consuming because you have to
add a number of rules. For instance, if you ship anywhere in the world, you’ll want to include

a variety of shipping methods to accommodate people in different regions around the world.

But then you’ll also want to have different shipping charges. You’ll charge a Canadian who’s
selecting Global Priority Mail less, for instance, than someone in the United Kingdom, because
your charge is less for Canada than for the UK. So, before you begin creating your shipping-rate
rules in Merchant Solutions, you should spend some time figuring out which method can be used
for each delivery area, and how much will be charged in each delivery area.

—

N

i~ Merchants often make money on shipping charges—actually charging more than it really
tip oney ¢ Tges—a ,
costs to package and ship the item—nbut there’s a limit to how far you can take that. You don’t
want your shipping charges to be so much that they discourage the purchase!

€

When you’re ready, here’s how to set up the shipping-rate rules.

1. Return to Shipping Manager and click the Shipping Rates link.
2. In the ship rates page, click the Add Rule button.

3. Select Anywhere if the rule can be used in any location to which you ship, or select
Specific Location if you want to specify where the rule applies, and then choose one of
these options:
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B Seclect Inside and choose one or more countries if you are specifying which countries
the rule applies to. Then select, from the list, the country or countries to which the
rule applies.

B Select Outside and then, from the list, choose US United States to specify that the
rule applies to all shipments overseas (of course, we’re assuming here that you’re in
the U.S., but you can specify any other configuration if you need to).

4. If you selected Inside the United States or Inside Canada, you can now specify where
in the country the rule applies, either by selecting the states or provinces or by entering
specific ZIP or Post codes. If you want the rule to apply to the entire country, select Any
State or Any Province.

5. Click the Next button.

6. In the next screen, select the shipping method this rule will use. For instance, if setting
up a rule for shipping via Priority Mail to Europe, you might select Global Priority Mail
(assuming you have created this method in the Ship Methods process). See Figure 19-2.

7. Click the Next button.
8. In the next page, you’ll select the type of calculation you want to use for this rule:

M Flat Rate Charge Merchant Solutions uses a flat rate—$5, $12, or whatever you
specify—as the shipping charge. The charge can be per order, per pound, or per item.

B Percentage Charge A shipping charge based on a percentage of the order charge.
If you say shipping is 10%, then on a $200 order the charge will be $20.

Step 2 of 3 : Add Rule - Select Methodis)

Selecting methods gives you the akilty to apply & shipping charge to 5 paricular shipping method or to all of your
shipping methods . You can configure your Ship Rule to spply to sl of your shipping methods or & specific method.
When finizhed, click the Mext button.

Select Method 0

‘when customer information matches:
Location - Inside United States, Canada {(Any State,Any Province)

And Ship Method matches:

If you don't want this rule o apply to all methods, select the desired methad for this rule. Otherwise
you can leave it set to "Any Method."

Frevious || Next

SlelUl{|E®A Sclecting the shipping method to be used for this rule
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B Rate Table This is a more complicated method in which you can define the
charge based on the order value, the number of items in the order, and the shipping
weight (if you provided shipping weights when entering your products into Catalog
Manager; see Chapter 13).

B UPS Real-Time Rates If you registered for the UPS OnLine Tools and specified
a UPS method, you can have UPS calculate the rates for you.

9. Click the Next button.

Let’s look at each of the shipping methods in turn.

Using a Flat Rate Shipping Method

After you’ve clicked Next, the Flat Rate Details page opens. Enter how much you want to
charge. For instance, you might charge a flat $3 Per Order; then another $1 Per Item. Or
perhaps you could simply charge $7 Per Pound. Charge any combination that works for you.

Using a Percentage Shipping Method

This is a very easy method to use. Simply type a percentage into the text box. Typing 10, for
instance, causes the shipping charge to be $15 on a $150 order.

Creating a Rate Table

The rate table allows you to create more complicated shipping rules that vary depending on
various criteria and at various levels. For instance, you could base shipping on the value of the
order, with a maximum shipping charge; $5 for the first $50 of value, $7.50 up to $100, and $10
for a shipment that is valued at $200 or above.

Perhaps you want to charge based on the weight of the shipment or the number of items.
Perhaps you might charge a flat rate for the first five items, another rate for an order of 10 items,
and still another rate for orders of 15 or more.

Simply select what the rule should be by clicking the Based On drop-down box: Taxable
Amount, Nontaxable Amount, Amount, Weight, or Items. Now enter your rates into the boxes
below. The table in Figure 19-3, for instance, shows a rule that charges the following:

B $5 for an order of five or fewer products
B $10 for an order of 10 or fewer products
B $15 for an order of 11 or more products

\

\» tlp If you don’t have enough rows, click the Add Additional Rows link to extend the table.

€

Using UPS Real-Time Rates

If you selected a UPS Shipping method, all you need to do is to click the UPS Real-Time Rates
option button in the second step of creating rules and click Next. There are no configuration
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Rate Table Details 9

When custamer information matches:

Locstion - Inside United States (Any State)
Shipping Method - UPS 2nd Day Air®

Adidd the following chargels):

Bazed on |ITEMS v|
From @ Addai
me|5 |Add$|1|] |
Fram [11 4cd$[15 |
From | | ${0.00 |
From | |kt ${0.00 |

Add Additional Rows

Fl]U{MERY A rate table configured for a shipping charge based on the number of products
in the order

settings; if you select it, then the UPS rate tables will be used. The page that appears shows you
your UPS account information and reminds you that you must provide shipping weights for your
products.

What if you want to charge more for the shipment than UPS charges? After all, it will cost
you more to ship the product than UPS will charge you—you have the cost of packaging and
the time it takes to pack the product. In order to manage this, you will create another rule for the
shipping method.

For instance, let’s say you selected UPS Second Day Air. You would create one rule using
the UPS Real-Time Rates rule type. Then you would create another rule using one of the
other methods. For instance, you might add a $5 Flat Rate Charge. When Merchant Solutions
calculates shipping for an order for which the buyer selected UPS Second Day Air, it adds the
charge provided by the UPS OnLine Tools, and then adds $5.

Combining Methods and Finishing the Process

After you’ve selected and configured the rate type—and clicked the Next button, of course—
you’ll see an option that allows you to decide whether or not the rule should be combined with
another.

By default, with the Apply ONLY this rule, even if other rules match check box not
selected, the rule will be combined with others. In the earlier UPS example, you combined the
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UPS Real-Time Rates rule with a Flat Rate rule; leave this check box unchecked and these rules
will be combined. Check it, though, and if two rules match, only this one will be used; the other
will be ignored.

Why would you want to ignore some rules? Let’s say you set up a rule for the entire United
States and another rule for just within your state. A shipment into your state would match both
rules, so you would want to ignore the United States rule.

Once you have set up your shipping methods and rates, you should test them. Test these, as
well as sales tax calculations, by clicking the Shipping & Tax Test link in Shipping Manager,
or the Order Settings column of Store Manager. See “Using the Shipping & Tax Test Tool”
later in this chapter.

\

- tip

(&

Configuring Shipping Settings

Once you’ve set up the methods, rates, and messages, you can define how all this comes
together to function in your store. Most of these settings are related to UPS, but the first setting
is important for all stores. Click the Settings link in Shipping Manager. You’ll see the options
shown here:

B Shipping Calculations This drop-down defines whether shipping calculations are
made or not. You can select No shipping charges (the system assumes that no shipping
charges are necessary); Tell customer that shipping may be added later (the system
won’t add charges but will display a message telling the customer that shipping charges
may be added to the total shown); Calculate in real time; OK if no matching rule
(shipping charges are added, and the order will always be accepted, even if the selected
shipping method doesn’t match the buyer’s shipping location); and Calculate in
real time, error if no matching rule (charges are added, but if the buyer selects an
inappropriate method, he’ll see an error message).

B UPS Branding Check this box to place the UPS logo during checkout. [kl

via UPS
M Address Validation Select the check box to turn on Address Validation,
a UPS tool that checks to see if the buyer’s address is valid (only if using a UPS shipping
method with a delivery in the U.S.).

T :
B Time in Transit Select to display an ey

. . . . . Service Business Days
estimated delivery time (if using UPS).
UPS Ground 5
B Rates and Services Select to display the UPS Hext Day Air@ 1
shipping rates (if using UPS).
B Shipping Location This is merely a shipping Options
reference field to ensure that the correct UPS Service Cost
shipping location is entered. UPS Ground 8. 00%
UPS Next Day Air® $15 99+

B Ship-To Address Type If your customers
are primarily business, select Commercial;
otherwise, select Residential.

* Includes Shipping & Handling Fees
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Account Type This is the account type you selected when you set up your UPS
account; it determines the UPS rate chart used.

Allow Additional Insurance Select Yes if you want the rates to automatically include
shipping insurance, based on the purchase total.

Reference Number You can determine what reference number will be sent to UPS so
that you can reconcile orders and shipments on UPS documentation later. You can create
a combination of your domain name and order number if you wish, or just select the
order number and leave the other field blank.

Label Format Select what type of printer you’ll be using. If using an Eltron label
printer or compatible, select UPS Thermal Printer (Eltron); for any other kind of
printer, select HP Compatible LaserJet or Ink Jet.

Defining Shipping Confirmation Messages

This is the final step in setting up shipping, configuring the confirmation messages sent to buyers.
Click the Shipping & Order Status link in Shipping Manager to see the Shipment Status page.

Shipment Tracking Make sure this check box is selected or shipment tracking will not
function—shipment-status e-mails will not be sent to buyers.

Order Confirmation Email In order to have order-confirmation e-mails sent to

your customers immediately after they place their orders, you must enter an e-mail
address here. This will be the Reply To address in the message they receive. It might be
orders @yourdomain.com, for instance; make sure this is a valid e-mail address for which
you have created an account.

Bounced Message Email If someone enters a bad e-mail address, the confirmation
e-mail may bounce back to you. This is the address to which these bounces will be sent;
bounce @yourdomain.com, for instance.

Confirmation Email This is the message at the beginning of the confirmation e-mail;
it’s rather basic, so you may want to customize it, e.g., Thank you for your purchase at . . ..
Click Preview Email to see what the message looks like.

Status Update Email This is the message at the top of a status-update e-mail sent to
the customer, when the shipping status changes.

XML Updates An advanced feature that allows a sophisticated merchant to send an
e-mail to Yahoo! to update order status.

Managing Sales Tax Rates

Here’s something many small businesses forget about in their early days—sales tax! In fact, the
whole issue of sales tax is rather confusing, so here’s a quick summary of your obligations.
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In the U.S., local government has the right to collect sales tax on products sold within their
borders, and most do; the state, city, and county can all collect tax. In some cases there are even
special-district taxes; several cities may get together and start a new tax to fund, for instance, a
rapid-transit system throughout the region.

The situation is further complicated by the fact that different products—and, in some states,
services—have different tax rates. And some products are exempt from all sales tax, or exempt
from state sales tax but not from local tax, and so on. In fact, the U.S. probably has the world’s
most complicated sales-tax system. Unlike European nations, that generally have a single sales-
tax rate, every order your deliver potentially has a different tax rate.

note This situation could change; but, quite frankly, it’s not likely to change any time soon.
There is no current legislative process working to change it.

However, at the current time there is one thing that makes things simpler for you. In most
cases, you don’t have to collect sales tax for every location to which you deliver! It all depends
on what’s known as nexus. If you have a nexus in a state, you must collect sales tax in that
state. What, then, is a nexus? In general, nexus is a physical presence. What’s that mean? Well,
that depends on which state you’re talking about! Different states define a nexus differently.
However, in general, a nexus exists for you in a state if

B You have a store in that state.
You have employees working in that state.

You have some kind of office location or other property in that state.

At some point during the year, you employ someone, in some capacity, working within
that state to solicit sales—such as setting up a booth at a convention.

B You, an employee, or an agent, at some point during the year, visit a customer in that state.
If your business fits some of these conditions, you may have a nexus. If you have a store
in a state, there’s no need to wonder; yes, you have a nexus. But if your business occasionally
visits a convention in a state . . . well, maybe, maybe not. In Florida, no; in California, possibly,

depending on the number of days in total you have a “presence” in the state.
So how do you handle sales taxes? Here are some points to consider:

M If you think it’s possible that you may have a nexus in a state, contact the state and find
out if you actually do. (Contact the state’s Department of Revenue or similar.)

B If you discover you do have a nexus in the state, you’re going to have to find out what
the sales tax rates are.

B Find out how you have to collect and remit the taxes.
B Register with the state and get a sales tax license.
B Get all the numbers, then read on and find out how to set it all up in Yahoo!.

\

N

tlp Here’s a good place to start on your hunt for state tax authorities, the Federation of Tax
Administrators: http://www.taxadmin.org/fta/link/.

&
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Okay, so now you’ve discovered that you have to charge sales tax for your products in, say,
Colorado. The tax rate varies throughout the state. Strictly speaking, you have to pay a different
tax rate depending on the delivery location—the place in which the buyer lives. Here’s what the
situation looks like in Colorado:

Sales tax is due on most “tangible personal property” sold for 17 cents or more.
The base state sales tax is 2.9%; all sales must be assessed that rate.
On top of the 2.9% is a city, county, and, in some cases, a special-district sales tax.

Under Colorado law, you must collect sales tax dependent on the location of your nexus
and the delivery—you collect tax for the locations you share. If you have an office in
Denver, and deliver by mail or UPS to Colorado Springs, you just collect the state sales
tax, 2.9%. But if the buyer is also in Denver, you must collect all the sales taxes in that
area: a total of 7.6%.

Thus, if you have a location in Denver, some of your sales in Colorado would be charged
at 2.9%, some at 7.6%.

Setting Up Sales Tax in Merchant Solutions

Here’s how to set up sales tax rates in Merchant Solutions. As an example, we’ll assume that
you are in Denver, Colorado, and want to set up two rates: one for deliveries within Denver, and
another for deliveries to other locations within Colorado.

Begin by finding out what ZIP codes are contained within Denver. A number of web sites can
provide this information. Search Yahoo!, for instance, for zip codes denver. You might also try
http://www.melissadata.com/ and http://zipcodes.addresses.com. We found 75 ZIP codes, a range
from 80201 through 80299. (Yes, that’s more than 75 numbers, but some are unused.) Now, let’s
begin to set up the tax rates:

1.
2.
3.

In Site Manager, click the Tax Rates link.
Click the Use the Auto Setup Wizard link.

Currently, Merchant Solutions only calculates taxes in the U.S., so when asked where
you are based, there’s only one check box; click Next.

You’ll see a list of states. Click the state in which you have to collect sales tax; if you
have to collect in multiple states, hold the CTRL key and click each one (on the Mac, use
the Apple key).

Click Done.

Merchant Solutions has now set up a very basic sales-tax profile for each state, but you
need to go in and modify it. Click the edit link on the state line.

In the Edit Rule page, shown in Figure 19-4, you can ignore the Country box; United
States is already selected. (In theory, you create a tax rule that sets up a tax rate for a
particular country.)
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SV {WE®N The Edit Rule page, where you define the sales tax for a state

8.
9.

10.
11.
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Dont forget to s=t the country

Zipeode: |{any)

Or & prefix. Exalroia. 021 matches all zipcodss starfing with 021.
Or specify & rangs wih a dagh 021027

Add this charge:

Percentage of taxakle amourt: |2 9%, |

Percentage of shipping charge: (024 |

Override all other rules if this rule is matehed? | MO (%

Select ez from the "Cverids sl other rules" drop dovwn menu if you want the amount computed by this
rule, winen matched, to be the final charge, Select “Mo® it you want the amournt to be added to the final
chargs.

|

&) Done S @ internst

Ignore the State box as well; the state abbreviation should already be here.

We’ll ignore the Zipcode box, too. We're setting a tax rate for the entire state, so leave

(any) displayed.

In the Add this charge: Percentage of taxable amount text box, type the tax rate for

the state; in our example, 2.9%.

If sales tax is charged on shipping, enter the amount into Percentage of shipping charge

(it’s not in Colorado).

tlp If you want to combine two rules, make sure both Override drop-down list boxes are set to
No. If you want them to stand alone, make sure both are set to Yes.
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12. The Override all other rules if this rule is matched? drop-down list box allows you
to define how multiple rules are managed. You can tell Merchant Solutions to combine
two rules or make them stand alone. For instance, one rule might define the tax rate for
the entire state while another defines the additional tax rate for a particular area within
the state, in which case the rules must be combined. That’s what we’re going to do here.
We’ll leave this drop-down set to No, meaning that another rule—which we’ll create in
a moment—can also enter into the calculation. This will mean that everyone in Colorado
pays 2.9% and people in a particular area will pay an additional sum.

13. Click the OK button.

\

\

tlp When you’ve set up your tax rates, test them! Use the Shipping & Tax Test utility in Store
Manager, explained in the next section.

(&

You’ve created one rule to set up tax, in this example, in Denver. Now we have to set up
sales tax for the rest of the state. In this example we are going to specify that people who have
their orders delivered in Denver will pay an additional sales-tax rate.

1. In the Tax Calculation page, click the Add New Row link.

2. Inthe New Tax Rule page, leave Percentage selected (most sales taxes are percentages,
not flat rates), and click Next.

3. In the next screen (bizarrely named Customer Matching), make sure US United States is
selected in the Country list box and that the Inside option button is selected:

Wahat zhipping addresses does this rule apply tao?

Tk Turkmenistan
TC Turks and Caicos Islands
@ Insice T Tuvalu
: : UG Uganda
Courtry: O Outside LA, UEraine
© anywhere | AE United Arab Emirates
LK United Kingdom =

|>

LS United States

€

State: ICO

Use 2-letter codes for US states & Canadian provinces.
You can have multiple states separated by commas. eq; HL &K,
Don't forget to set the country

Fincode: IBDEEH-BEIEEIQ

Qr g prefix, Example; 021 matches all zipcodes starting with 021,
Qr specify 5 range with a dash; 021-027

4. Enter the state two-letter code into the State text box.

5. Enter 80201-80299 into the Zipcode text box; we’re going to set a tax rate for these ZIP
codes, the codes that cover Denver.
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6. Click the Next button.

7. In the page that appears, enter 4.7 into the Percentage of taxable amount text box.
8. Click the Done button.

That’s it; you’ve set up the tax rates for Colorado. In Denver—the ZIP code range entered
into the Zipcode text box—purchases are assessed the 2.9% state rate and the 4.7% Denver rate.
Outside those area codes, just the 2.9% rate is assessed. And outside Colorado entirely, no tax is
added to the calculation.

There’s one more thing to do, though. Having defined the tax rates, you now have to
ensure they are used in the checkout system. You must select the correct option from the Tax
Calculation for Customers drop-down list box on the Tax Calculation page.

B Calculate in real time The tax rules you have used will be used during the checkout.

B Nothing is taxed Your tax rules will not be used—no tax will be added to the
transaction.

B Tell customer that tax may be added later Your tax rules will not be used—no
tax will be added to the transaction. However, a message is displayed informing the
customer that you may have to add sales tax to the order before shipping.

Make sure you click the Update button after making this selection.

Using the Shipping & Tax Test Tool

Merchant Solutions provides a great little testing system for your shipping and tax calculations.
It’s a good idea to use this—spend enough time to make sure you’ve checked a wide range of
possible shipping locations and items, weights, and order values. A mistake in your tax and
shipping settings could prove expensive.

Click Shipping & Tax Test in Store Manager to see the test tool. Play with this for a while.
Enter different amounts in the Taxable, Non-Taxable Amounts, and Item Counts fields,
different Ship Methods, and so on. When you click the Calculate button, the results are shown
below. Make sure they make sense in every case, and if you find a problem, go back to taxes and
shipping to find the error.

Configuring Inventory Options

Your final step before opening for business is to tell Merchant Solutions what sort of inventory-
management system you’ll use. What do we mean by inventory management? Your inventory is
your stock of products, and inventory management in this context means, essentially, figuring out
how your store knows which products are available or which are not . . . better still, how many of
each product you have in stock. In addition, you can have the inventory system send you e-mail
alerts when stock levels fall below a certain amount.
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Click the Configure Inventory link in Store Manager to see the three Inventory Options:

note

Inventory Options

Change Inventory Feature ® Mane
O Real-time inventory

O Database inventary

None This is the default, and most small merchants use this method. There is no
inventory management. You’ll have to physically modify a product’s settings to show it
as not available if a product is out of stock, put a message onto your product saying it’s
not yet available, or perhaps take the order and let the buyer know it’s not yet available.
You won’t receive notifications if stock levels fall below a specified limit.

Real-time Inventory You’ll need someone who can write a program that will check
with an inventory application running on another web server. This option is beyond the
scope of this book; it’s an advanced method that is only used in special circumstances
and requires programming skills.

Database Inventory This option adds an Inventory link to Store Manager, leading to a
page where you can modify product quantities by hand, or import a file containing stock
levels for each product.

Many merchants, especially existing offline merchants just beginning to sell online, really
don’t need to worry about inventory levels. Their online sales are a small proportion of
their offline sales, and so have little effect on inventory levels.

Configuring Database Inventory

Small merchants will generally use either no inventory management or the Database Inventory
system. To use the latter, follow these instructions:

1.
2.
3.

Click the Database Inventory option button.
Click the Modify Settings button. You’ll see the settings in Figure 19-5.

If you want to see e-mails warning you of stock levels falling too low, select Yes in the
Send email alert box.

Set the warning level in the Alert Threshold box; if you want to know when stock drops
to 5 or below, type S.

Enter the e-mail address to which the warning messages should be sent in the Email
to: box.

Select a time at which the message should be sent in the Send column.
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Options
MNote: vou sre currently using Detabiase invertory.
Change Inventory Feature O None
() Resitime inwentory
@ Database invertory
Alerts
_— e Mo * Setfo ves o ensdle small akeris
end emai : i
10 * Emai wil be sert to the address below when any item's invertory reaches
Alert Threshold: | this quantity
Email to: | S
| (&) Daily a1 8 &M and 6 PM EST
O Daily at 4 AM EST
) Every hour
O Immediately
Settings
i i i ® Ho: inwventory column wil not be dsplsved. Yes with Quantity
Display inventory Column New: | 78S ith Availability [ | customers wil see the sctust number of the quantity avatable. Yes with
Awailability: customers will zee sither Yes or Mo; they wil not zee o
numbes
Cosntity o Avallabllity No | | » i yes, customers can order out of stock tems. Defaut iz No.
can Exceed Auail |
s o Infinity | ¥ | » Detaull quantty for ftems without sy rventory information

Fl{U{=WEEY Setting up Database Inventory

7.

An In Stock column, shown next, can be displayed to the buyer when he places something
into the shopping cart. If you don’t want this column, select No in the Display Inventory
Column drop-down list box. Or select one of the Yes options; with Quantity means
the column actually shows the actual number in stock, while with Availability means the
columns shows only Yes or No.

Your Shopping Cart
4 Unit
Item Options Price Oty. In Stock  Subtotal
Joe's
| ¥ Qrininal Color: Red
/,\f BACKTEE | goegsy | 1499 Yes 14.99
[Eemawve]

Select Yes in the Quantify can Exceed Availability drop-down list box if you want to
allow buyers to place an order for an item that is out of stock. If you select No, the item
appears in the shopping cart when the buyer clicks the product’s Order button, but it will
be removed from the shopping cart as soon as he returns to shopping or tries to check out.
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9. The Default inventory quantity drop-down defines how the system handles products

for which there is no inventory information stored in the database; if you select Zero,
the system assumes that the product is out of stock. If you select Infinity, it assumes it is
always in stock.

10. Click the Update button.

Entering Inventory Data

You’ve set up how the Database Inventory system works, but right now your system has no
inventory information. Here’s now to enter it:

1.

2.

3.

In Store Manager, click the Inventory link in the Process column. (This link doesn’t
appear if you don’t have Database Inventory configured.) The Inventory page appears.

Click the Edit button if you want to modify inventory levels by hand. You’ll be able to
type a number into each product’s Quantity field separately.

If you want to import your inventory levels, click the Upload button. You’ll be able to
upload a .csv file, similar to the one discussed in Chapter 13, but this particular file must
contain only two columns, Code and Quantity.

Opening for Business

You’re ready for business! Or at least should be if you’ve done everything we’ve covered so far.
You need to complete these steps:

ok oNR

Enter products into the product database.

Create and customize your store pages.

Create and customize the two ancillary required pages, Info and Privacy Policy.
Set up a credit-card merchant account.

Set up all your store settings, from what the order form looks like to inventory settings.

Now, here’s what you have to do to actually open for business:

Go into Store Editor and click the Publish button on the Editor toolbar.

Return to Store Manager and click the Publish Order Settings in the Order Settings
column.

Look near the top of Store Manager for the Open for Business link. If you’ve completed
all the required steps, you should see this link in the yellow box above the columns of
links.
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4. Click the Open for Business link and follow the instructions; you’ll have to provide
your credit-card merchant account information to prove that you have set up a merchant
account.

5. You’ll be informed when your information has been reviewed and the site is up and
running!

Once your store is up and running, you should try a test order or two to learn how to process
orders. Move on to the following chapter to learn about this.



Chapter 20

Processing Orders

ou’ve finally reached the point to which you’ve been heading all through the process of

building a store: processing orders! In this chapter, we’ll look at how to handle an order
once a buyer has come to your store and bought from you. We’re going to discuss how to
review the orders, how to check “flagged” orders (Yahoo! automatically flags some orders
according to your preferences about handling AVS and CVV codes), and how to process credit-
card payments—including how to modify charges and cancel orders. You’ll also learn about
processing other forms of payment—fax, phone, and mail orders—and payment methods such
as PayPal and COD. Finally, you’ll see how to manage your shipments, including using the
integrated UPS tools.

Reviewing Your Orders

Click the Orders link, under the Process column, in Store Manager, and you’ll see something
like the screen in Figure 20-1.
You have a few options here:

M View a specific order. The most recent order number will be shown, but you can enter
any number and then click the button.

B View a range of orders. If you have several unprocessed orders, the numbers will be
shown here. Click View to see them all on one page.

B Summarize a range of orders. You’ll see one line per order, showing the customer
name, the city and state, number of items, order value, date, its status (Pending Review,
On Hold, etc.), and the amount of the order that has been shipped.

M Print a range of orders. You can choose to print full-order information, an invoice, or
packing slip.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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B Export a range of orders. You can export information in a variety of formats: MS
Excel, MS Access, CSV (a text file with comma-separated values), M.O.M. (Mail Order
Manager software), QuickBooks, PC Charge (a credit-card processing program), XML,
or Plain Text.

B Order Lookup. Enter any piece of information—a fragment of the street address, a
buyer’s last name, an order date, and so on—to find matching orders, up to one year old.
(You can search on credit-card numbers for orders up to 30 days old.)

Let’s take a look at an order page. Simply click the top View button. You’ll see a page like
that in Figure 20-2.

2} puresauna.com: Merchant Standard - Microsoft Internet Explorer

© File EdE  View Favorites Tocks  Help 4‘
T » a0
‘ 0 Back =  address (i8] hitps:j fedit, store. vahoo, comRT/MGR, yhet- 35484225 763552/ 676601 eBe0b/CHWBOAAC o Go
puresauna.com: o
Store Manager = Relrieve Orders
Order Manager
‘Wieleomea to your Order Marsger. To viewe an individusl order enter in the order number in the "View a specific crder" fizkl and click the corresponding "View" button, To
sdesy @ range of orders enter Inthe order number range nthe "View a range of orders” fleld and click the corresponding "iew" bulton. You can slso view & summary
print, or export your orders in & variety of formats. To search for & specific order use the "Order Lookup” search box.
1 Total orders 435.485 Ship via UPS |
1 Mew arders 485 _ o -
Print UPS shipping
o “Canceled” orders labels directly from |
No “Returned" orders your Order screen
i O Hold" ord uzing the UPS Shipging
9 s Tool. To get started go
Mo "Pencing Review" orders o &n incividual order and click on
 — the "Ship Order” link. Learn More.
a specific order: |435 |
- | Order Processing Help
2w a range of orders: [485 | 485 ! = o
- thraugh | * Processing Overview
T = Ovder Processing Guids
a range of orders: |435 theough | 485 * Wiew an grder
* Process an ceder
1 - = Pint an order
a range of orders:[ 485 through 485 Format |Full Order v « o an ot
Export a range of arders: 485 traugh 485 Format |[MSExcel ¥
Mote: Orders marked fravdulent, cancelled, or returned will not be included in the
anpart fila,
Order Lookup
Enter information in the box below and click the Search button fo zearch all ceders, You can search by: Customer's name (last, or first and ls=t), phone number, email
address, street address (example: 123 Elm St.), city name, zip code, last four digits of the credit card number, order date (example: Apr 25 2005). The search is case-
insensitive. Except when searching by date, only the last 50 matches are shown. The search wil not find orders alder than one yesr .
| ! Search &
< i |3
? S @ mternet 4
& A

(U {WL®B The Yahoo! Merchant Solutions Order Manager
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FIGURE 20-2

Cl

2} puresauna.com: Merchant Standard - Microsoft Internet Explorer
© Ele  Edt Wew

i @Bad&' ”

puresauna.com: M

Favorkes  Jooks  Help

¢ Address | ] brips: ledi, store. yahoo,com/RT/MGR yhst-35464225783552 bdebtedall ¥ | [ Go

Store Manager = Retrieve Orders = Order 485 (New)

(e e ||

Order ID yhiEl-35484225763552-485 Mark Order |
Date: Man Apr 25 15:25.:48 MOT 2005
g @ok
Ship to Peter Kert
AR O Fraudulent
D o e
g O Carceted
ey O Returred
u2a ConHow
Bill to Same Op i e
E-Mail phenti@ichannelservices com - |
Print [Options]
Via UPS 3 Day Seiect™ e ——
Tracking - hTistia = ® [ull Order
4 Setto send confimation— + * Ivoice |
UPS | Tracking # ¢ |
Payment S 03, Exp. 42005 Ship via UPS HEwW!
VISA " * Ship Order @
Rev-Share URL: N/~
Yahoo! Hetwork Mo View
Order:
Order 30 # 1487186356 * Confimation
IP Address 162 159 1% Send
» Rating Request Emall
I
Hame Code Gty Unit Price Options I
LA-001 Portable nfrared Sauns  LA-00T 1 49200
Subtotal 43200 3
Tax 3739
Total 52939
Merchant
Hotes

£

& B Irvermnet

A sample order in Yahoo! Merchant Solutions Order Manager

Here’s the information you’ll find in this page:

Order ID

Mark

Date
Ship To

The order identification number, which comprises the store ID (yhst-
35484225783552 in this case) and the specific Order ID (485 in the example).

This line only appears if you use the Mark Order option buttons on the right

side of the page, or if Yahoo! automatically marks the order as Pending Review,
based on the AVS and CVYV information (see “Checking Flagged Orders” later in
this chapter).

The time and date the order was processed.

The shipping address.
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Bill To
E-mail

Via
Tracking
Information

Payment
Rev-Share URL

Yahoo! Network
Order
Order XID#

IP Address

Product
Information
Merchant Notes

Mark Order

N

Print

Options button

\

(&

If the customer used a different billing address you’ll see it here.
The customer’s e-mail address.
The chosen shipping method.

Selecting an option from this drop-down will send a confirmation message to
the customer when you click the Update button. You can tell the customer that
the order has shipped, will ship within a particular period, or that the item is no
longer available.

In addition, you can enter the shipping method and a tracking number here. (It
will be saved when you click Update.) If you use the Ship Order link in the Ship
via UPS box on the right to prepare a shipping label, the UPS tracking number
will be placed here automatically.

This shows the payment method including, if applicable, the credit-card number.

If you created a tracking link that was used to access your account for this order
(see Chapter 21), the tracking-URL information is shown here.

If the order came from Yahoo!—for instance, if the buyer arrived through a
Yahoo! search—you’ll see information here.

This is an ID used by Commission Junction to identify affiliate-generated orders
(see Chapter 21).

This is the IP (Internet Protocol) number of the computer used to place the order.
If you decide that this order is fraudulent, you can block orders from this IP
number; click the number to open the blocker (see later in this chapter).

The order information—the items that have been ordered, the subtotal, tax, and
total.

You can enter a note here if you wish; this note is saved when you click the
Update button.

You can classify an order in various ways—by default, it’s set to OK, but you can
change it to Fraudulent, Cancelled, Returned, On Hold, or Pending Review. The
choice is set when you click the Update button.

If you cancel any transactions, remember to use the Cancelled
setting; if you don’t do so, you'll get charged the transaction fee
for that order. (Yahoo! charges a 1.5% fee for every transaction
in a Starter store, 1% for the Standard store, and .75% for a
Professional store.) Marking orders as Fraudulent and Returned
also avoids paying these fees, although if you kill a lot of orders
using these statuses, Yahoo! may investigate to ensure that you
are not doing so merely to avoid the fees.

tip

Clicking a link here creates an Adobe Acrobat PDF document containing Full
Order information, an Invoice, or a Packing Slip.

Click this button to change the print format to PostScript, an earlier version of
PDF (2.0), or HTML.
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Ship via UPS Click the Ship Order link to print UPS shipping labels.
View Click the Confirmation link to open the Confirmation page that the customer saw

when completing the transaction.

Send Click the Rating Request Email link to send an e-mail to the customer asking for
a rating; the customer will be able to rate your store, from Poor to Excellent, on
five different criteria.

Notice also the two buttons on this page:

Modify Click this button to see a page in which you can change almost anything about
the order; the buyer’s address, the shipping method, the items ordered and
pricing, and so on.

Update Click this to save the changes you made to the Order page; for instance, select
a Tracking Information option and click Update to send an e-mail to the buyer
with shipping information.

Checking Flagged Orders

In Chapter 18 you learned about using “Risk Tools”—the AVS (Address Verification System)
and CVV (Card Verification Value). If the customer enters invalid information, the order will be
handled in one of two ways, depending on what you chose in the Risk Tools page:

B The AVS or CVYV information is ignored. The order will be given a status of OK.

B The order is flagged. It will be marked as Pending Review in the Orders page. You’ll
see it listed on the Pending Review line in Order Manager.

Mo "On Hold" arders

1 "Pending Reviesw" arder a5

\

tlp Read Yahoo!’s detailed information before deciding how to handle orders with bad AVS and
W

CVV codes.

&

If you have chosen to run the risk tools—to flag some orders—Yahoo! will mark orders that
have problems as Pending Review. Here’s how to deal with them:

1. In the Order Manager page, click the link pointing to the Pending Review order. The
Order page will open; you’ll notice that the Pending Review option button in the
Mark Order box is selected, and the Marked line, below the Order ID, says ‘“Pending
Review.”

2. Look at the AVS and CVV codes under the credit-card number on the Payment line.

3. Based on these codes, decide what course of action you want to take; contact the buyer
or process the order as normal. (If you choose to contact the buyer, you may wish to
place the order On Hold—<click that option button, then click the Update button.)
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These are the Card Verification Values you may see in the Payment area:

B M Match; there’s no problem.

B N Incorrect code. This could be a mistake on the part of the buyer, but could be an
indication of fraud.

M PorX System unavailable. Not an indication of fraud, but then neither does it provide
information suggesting that the transaction isn’t fraudulent.

B SorU The system is not providing CVV information for some reason. As above, not
an indication of fraud.

The Address Verification Codes are more complicated, unfortunately. The AVS checks the
street address and ZIP code; these are the codes returned for U.S. credit cards:

B YYY Valid street address and five-digit ZIP code
YYX Valid street address and nine-digit ZIP code
NYZ Valid five-digit ZIP code, invalid street address
YNA Valid street address, invalid ZIP code

NNN Invalid street address and ZIP code

NYW Valid nine-digit ZIP code, invalid street address

XX Card number not on file

The previous codes—with the exception of the first two, of course—may indicate a possible
problem. The following do not; for some reason, no AVS information is available, but that isn’t
an indicator of fraud:

B XXU Address information not verified

XXR System unavailable

XXS Service not supported

XXE Address verification not allowed for this card type
XX No response from AVS

These are codes you may see for foreign credit cards. The first few are good codes, of course:
B YYD Valid street address and postal code

B YYM Valid street address and postal code

B YYF Valid street address and postal code (United Kingdom)

These may indicate a problem:

B YNB Valid street address, invalid postal code

B NYP Valid postal code, invalid street address

B NNC Invalid street address and postal code
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The previous codes may indicate a possible problem; the following do not—for some reason
no AVS information is available, but that isn’t an indicator of fraud:

B NNI Address information not verified
B XXG Non-AVS participant

—

%
&

tip Remember, bad codes do not always indicate fraud. There are many reasons that people may
enter bad address and CVV information.

There are many decisions to be made here, depending on the type of products you are
selling—in particular the value—and where you are sending them, your willingness to take a
risk, and so on. We recommend that you thoroughly read all the fraud information and devise
some sensible processes and standards for managing these codes.

Processing Credit-card Payments
Most of your orders will probably be placed using a credit card. Here’s how to process these
orders:
1. Enter the Order page.
2. Review the order information to ensure that it looks okay.

3. Find the Transaction Control Panel at the bottom of the order.

Process through Merchant account Provider

Amount: [17.21 Sale | Credit |

[Subrnit batch] [Review batches)

4. Click the Sale button. If the transaction is processed correctly, the Order page will now
show “Charged” on the Payment line.

5. When you have processed the payment, return to the order form to prepare the shipment.
If shipping via UPS, use the Ship Order link in the Ship via UPS box to create your
mailing labels (see “Shipping Your Order” later in this chapter).

Note that at the point you click the Sale button, and the payment is processed correctly, the
money the buyer owes to you is reserved—your money is secure, and you can go ahead and ship
the product. Technically speaking, though, the process isn’t quite finished. Credit-card orders
have to be “settled.” Typically merchants submit a batch of orders to be settled at one time,
generally once a day, and the Merchant Solutions software automates this process for you; each
evening Yahoo! automatically submits all your orders—the batch—for settlement. You could, if
you wish, submit a batch of orders sooner, by clicking the Submit batch link, but there’s no need
to do so.
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Modifying Charges and Canceling Orders

What if you need to change the payment sum? Perhaps someone called in, and asked you to
change the shipping method, or add an item. Perhaps you haven’t processed the payment . . . or
perhaps you have. And how about canceling an order? The following methods can be used to
change or cancel a payment:

To change the payment, if you haven’t yet processed. Simply modify the sum in the
Transaction Control Panel, and then click Sale.

To change the value, if you’ve already processed the order but the batch has not
been settled. Click the Void Sale button to void the original transaction, then enter the
correct value and click the Sale button.

To change the value, if the batch has been settled. Return to Store Manager, and click
the Manual Transactions link under the Process column. (This link only appears once
you have your credit-card merchant account set up.) This takes you into a form where
you can manually process credit-card transactions. Enter the information and click Sale
to charge more, or Credit to refund money.

To cancel a payment, if the batch has not been settled. Click the Void Sale button
(this button appears only if you have already processed the order). This removes the
transaction from the batch, so it won’t be submitted for settlement.

Process through Merchant account Provider
Arnount: [17.21 Sale | woidSale | Credit |

[Subrnit batch] [Review batches)

To cancel a payment, if the batch has been settled. Go into the Manual Transactions
page (from Store Manager), and issue a credit. This form does contain a Void Transactions
box, but this won’t work if the transaction has already been settled.

Processing Fax, Phone, and Mail Orders

You may choose to accept fax, phone, and mail orders if you wish. The best way to process
these orders is to enter them directly through your store. Actually enter your store as if you

were a customer, choose the items, and enter the shipping and payment information into the
checkout pages.

\

N

(&

tlp If you process an order like this, you should probably type a quick note into the transaction’s
Merchant Notes field—Phone order entered by Joe, for instance.

It is possible to charge somebody’s card using the manual-transaction form (the Manual
Transactions link under the Process column in Store Manager). But the problem with doing this
is that you won’t have a record of the actual sale, only the credit-card transactions. If you enter
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it into the store directly, you’ll have a full record, and can manage the confirmation e-mails,
shipping labels, tracking number, and so on fully.

Processing PayPal and Other Forms of Payment

Credit cards are the easiest way to take payments—indeed you must have a credit-card merchant
account before you can open your store. However, as you saw in Chapter 18, you can set up
other methods: Bill Me, COD, Purchase Order, PayPal, and so on.

note We're assuming that you have set up PayPal as a payment type, using the Add Other text
box in the Payment Methods page (see Chapter 18).

Here’s how you would process PayPal payments; other methods are going to be very
similar—you’ll process the payment “offline,” then come to the Orders page to mark the order
as complete:

1. When you review the order, you’ll notice PayPal set as the Payment type. (Ignore the
expiration date; this is simply the default expiration date used if someone enters a credit
card.)

Payment PayPal ppali@ichannelzervices com, Exp. 452008

\

N

|p Alternatively, consider sending a PayPal invoice. Log into your account, click the Request
Money tab, and then click the Create an Invoice subcategory below the tab. The buyer will
be able to click a link in the invoice e-mail to view a payment page in a web browser.

(&

2. PayPal is not fully integrated into Yahoo! Merchant Solutions, so you need to take a few
additional steps. You must request payment via PayPal immediately (the longer you let
things slip, the less likely you are to get paid!). Click the buyer’s e-mail address, and
send an e-mail asking for payment, and explaining how. You need to provide the e-mail/
ID of your PayPal account, and you should also probably provide a link to PayPal to
speed up the process.

E-Mail pkerti@ichannelzervices .com

3. When you receive the payment, return to the order form to prepare the shipment. If
shipping via UPS, use the Ship Order link in the Ship via UPS box to create your
mailing labels.

4. Return to the Order page.

N

From the Tracking Information drop-down list box, select Shipped.

6. Click the Update button at the top of the page.
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Shipping Your Order

You learned how to set up shipping methods in Chapter 19. Once you have processed the
transaction and you are sure that you have been paid, you can go ahead and ship the package.
Once it’s shipped, follow these steps:

1. Go to the Order page.

2. Select the shipping method you used from the smaller Tracking Information drop-down
list box.

3. Enter the tracking number, if available.

P

Select Shipped from the larger drop-down list box.

5. Click the Update button. The customer will be mailed a shipping-notification message,
which includes the shipping method and tracking number.

Shipping via UPS
Merchant Solutions has integrated UPS shipping, making it very easy
to print shipping labels for that service. Click the Ship Order link next
to the UPS logo to see the Create a Shipment page. * Ship Order @
This is very straightforward. Simply make the appropriate shipping
choices—the address type, the packaging type, dimensions, and weight,
and whether you want a Saturday Delivery (the shipping type is

Ship via UPS

already set from the order). Ship via UPS MEW!

On the following page, you’ll be able to review the shipping * Ship Order -
information; when you click the Ship Now button, the shipping * oid Shipmert @
information is sent to UPS, and on the third page you can click the & ;M i

. . J. & Shipment History
Print UPS Label button to open a window containing a label that

you can print. If you now return to the Order page, you’ll see more
UPS information.
You now have four options:

Ship Order Click here to go through the shipping process again.
Void Shipment Click this link to void the shipment; information is sent to UPS to cancel it.
Print Label Click here to see the label again so you can print it.

Shipment History Click here to see the time and date that the shipment was processed (and voided
if that’s the case); you’ll also find the tracking number, the shipping service, and
the shipping price.
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Blocking Fraudulent Orders

If you are the victim of fraud, or perhaps receive an order that you decide might be fraudulent
and have decided not to fulfill it, you may want to block the IP number from any future
transactions.

\ warning Be careful about blocking IP numbers. Many, perhaps most, IP numbers are shared.
For instance, if someone dials into their ISP—AOL, for instance—the ISP assigns an

IP number to the computer. When the user disconnects, the IP number is assigned to
another computer. Thus blocking the IP number doesn’t really help in this situation;
the next time the user connects, he will have a different IP number, and the one you
would be blocking would be assigned to another, totally innocent person.

An IP number is an identifier; every computer connected to the Internet, at any given
moment, has a unique IP number identifying it. When someone purchases from your store, the IP
number of the computer used to make the purchase is saved with the transaction; you’ll see it on
the IP Address line on the Orders page.

Here’s how to block an IP number if you’ve decided the order is fraudulent:

1. Click the IP number in the Orders page, and the IP Blocking page opens.

2. At the bottom of the page you’ll see information about the computer used to place the
order. For instance, you may see an Org. Name line something like Comcast Cable
Communications, IP Services—in other words, this would be a computer connected
through a broadband ISP. In this case, the computer probably keeps the same IP number
for an extended time; had this been an AOL subscriber who dials in, the IP number
would change each time the person connects.

3. If you are sure this order is fraudulent, contact the ISP to report it.

4. If you wish to block the IP number, to ensure the computer cannot be used again to buy
from you, click the Add button.

5. Click the Done button to finish.

Q tip The maximum number of entries in the IP Block List is 100; these can either be ranges or
|\ individual IP numbers. Only ten can be added at a time.

L

There’s another way to block numbers or ranges of numbers. Click the Risk Tools link in the
Store Manager page, and then click the IP Blocking link to get to the IP Blocking page. Enter
arange of IP addresses into the IP Addresses box (for instance, 216.109.112.0-135), click the
Add button, and then click the Done button.

IP blocking is really quite tricky. In fact, unless your business is particularly hard hit by
fraud, you’ll probably end up ignoring it. Unfortunately, it’s not practical to block entire swathes
of the globe, but it may be possible to block particular countries.

Of course being able to handle incoming orders is all very well . . . but you need orders first!
In the following chapters you’re going to find out how to generate sales in your store.
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Chapter 21

Promotion Strategies and Tools

pening your store for business is all very well, but how are you going to get people to visit
your store? And how are you going to encourage them to buy from you?

We’ll be looking at ways to get traffic from the search engines, and various other sources,
starting in Chapter 22. Before we get there, though, let’s look at a variety of promotional and
marketing tools provided by Yahoo! Perhaps one of the most important tools Yahoo! provides is
quick access to the Yahoo! Shopping directory; you can quickly feed data into Yahoo! Shopping,
which can then direct people to your store (you’ll pay between 10 cents and 80 cents each time
someone clicks a link to your site).

There are other useful tools, though. Coupons and discounts can be very effective—you
can even combine a discount with a tracking link to promote a special discount offer through a
club, a discussion group, or a friend’s web site. You’ll also learn about affiliate programs, e-mail
marketing, and Merchant Solutions’ statistics.

Submitting Data to Yahoo! Shopping

R

Yahoo! maintains a huge directory of products that is used when people search 4
through the Yahoo! Product search or directly at the Yahoo! Shopping site. Shopping
editr] 2 oo ) B

¢ @ ® YAaHOO! @ W @

Mews Shopping Small Biz Mail My ¥ahoo! Messenger

Select Search Category: Wb | Images | Wideo | Directory | Local | Mews m]
Search Products: | - Yahoo! Search | - /~dvanced

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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note Yahoo! doesn’t provide buyer’s guides for all categories, just for a few basics, such as
books, CDs, electronics, and video games.

In addition, if you provide the correct product information, your products may also appear
in the Yahoo! Shopping Buyer’s Guides. These are comparison charts that allow buyers to
compare specific products across various merchant sites. You’ll have to provide particular
product information that will allow Yahoo! to exactly match products; ISBN numbers for books,
manufacturer’s part numbers, UPC codes for many other products, and so on.

The products in this directory have been placed there by their merchants, through the Product
Submit program. Each time someone clicks a link to a merchant’s store, the merchant pays
Yahoo! a sum dependent on the category in which the product has been placed—as a Merchant
Solutions client, you’ll pay 20 percent less than the normal rates, which vary between 12 cents
and 80 cents.

There are other, optional costs. You can choose to upload a store logo, for instance, or display
your store name in bold text, both of which give you priority placement when your product turns
up in a search-results page.

To sign up for a Yahoo! Shopping account, click the Yahoo! Shopping link in Store Manager,
and follow the instructions. You must enter Yahoo! Shopping this way in order to ensure you get
your 20 percent discount.

Preparing Product Data
Yahoo! Shopping can pull your product data directly from Merchant Solutions’ Catalog Manager.
In fact it will check your product data several times a day, to make sure it has the latest information.
Before you can submit data to Yahoo! Shopping, you need to prepare your data. There are a

number of fields that you must provide, and others that you should provide. Remember that the
more information you provide about your products, the more likely they are to be found. Why?
Because if someone searches using a particular word or code, and that word or code isn’t in your
product information, your product won’t be found. For instance, people sometimes search using
manufacturer’s codes. If you don’t include them, your competitors’ sites may be found, but
yours won’t!

@

tlp Notice that Yahoo! Shopping doesn’t pull the Sale-price field! If you're using both the Price
\

and Sale-price fields in your Merchant Solutions store, you’ll have to stop doing so, and put
the price at which you sell the product in the Price field. If you don’t, Yahoo! Shopping will
list the more expensive price, rather than the one at which you actually sell the product.

€

This is the information that is required (the first three are already in your product database):
M code
B name

M price
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product-url This tells Yahoo! the page on which the product information is found on
your web site.

medium Only required for music or video, this field can be CD, Cassette, MiniDisc,
LP, EP, 45, VHS, Beta, 8mm, Laser Disc, DVD, or VCD.

merchant-category The category in which the product is placed in your store.

There are other product fields that are useful; fields that are required for inclusion in the
Buyer’s Guides, in appropriate categories, but that should be included if at all possible because
the more information the more likely your products are to be found.

upc Universal Product Code (the number on a barcode)

isbn For books, the ISBN number

brand The brand name (Levi’s, Guess, and so on)
manufacturer The product’s manufacturer
manufacturer-part-number The manufacturer’s part number
model-number The manufacturer’s model number

ean The European Article Numbering code

classification One of these product classifications: new, used, refurbished, open box,
returned, damaged, overstock, or liquidation

gender For gender-specific products: men, women, unisex

age-group The age for which the product is intended: infant, toddler, child, pre-teen,
teen, or adult

age-range The age range for which the product is intended, such as 0—6 months,
9 months — 2 years, 2—4 years, 8 years and up

size The product size; a numeral or word (small, medium, large, and so forth) or code
(S, M, L, XL, and so on)

style-number The manufacturer’s style code
condition The product condition: new, like new, very good, good, or acceptable

yahoo-shopping-category The Yahoo! Shopping category in which you want to place
the product

You may have some products that use some of these optional fields, and others that use
different fields. That’s okay. In your data file you’ll create columns for all the fields you need,
and leave particular fields blank if they’re not appropriate for a particular product.

But how do you get these fields into your product information? You learned about Catalog
Manager in Chapter 13 . . . but you didn’t learn about most of these fields. They’re not in the
default product table in Catalog Manager, in fact.

You’ll need to check your product table in Category Manager to see which fields are present,
add the ones that are not, and then add or import the appropriate product information.

275
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Adding Data Fields

Here’s how to find out if the product fields you need are present in your data table.

1. In Store Manager, click the Catalog Manager link.
2. In Catalog Manager, click the Manage Your Tables link.

3. Click the table containing your product data (probabl
’ &y : P : (p ’ checked iterns
default-table; we won’t be discussing how to create new
Check All - Clear Al

tables in this book).

Table Name [4]
4. The Edit Table page shows you all the fields in the table. defauﬂ—tabliq
Compare this table with the list of fields you’ll need for LheckAll_Clear Al
Product Submit; you’ll probably have to add merchant- checked itams

category and, if selling music and videos, medium. You may
also want to add other fields, such as upc, isbn, brand, and so on.

5. When you’re ready to add fields, click the Edit button on the Shopping Fields line near
the bottom of the page.

6. In the Shopping Fields page, select a field you want to add from the drop-down list box,
and then click the Add Field button.

note You must publish your Catalog Manager changes, otherwise they won't appear in Yahoo!
Shopping.

7. When you’ve added all the fields you need, click the Update button.
8. In the Edit Table page, click the Save button.

Categorizing Products

Product placement, or categorization, is important. Where your products are placed will
determine how much you will be charged for each click, and how people find the product if they
browse through the store.

There are two ways to categorize products within Yahoo! Shopping. Yahoo!’s staff will
review your choice, and may change it, by the way; they want to make sure you’re placed into
the correct category.

First, you must provide the merchant-category information. This does not define where you
think the product should be placed; rather, it tells Yahoo! where you have placed the product in
your own store. For instance, you might have used the path field (see Chapter 13) to specify that a
product is in the Clothing:Mens:Shoes category. You would enter Clothing > Mens > Shoes into the
merchant-category field (while the parh field uses the colon to divide categories and subcategories,
in the merchant-category field you must use a space, the > character, and another space).

If you wish, you can stop there and let Yahoo! decide where to place the product. Since
Yahoo! Shopping has a very limited set of product categories, this product might end up in either
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the Apparel category or the Apparel > Shoes > Athletic category, depending on what type of
shoes they are.

tlp You can find a list of Yahoo! Shopping categories at the following web site: https://
productsubmit.adcentral.yahoo.com/sspi/us/category_definitions.html.

You may, if you wish, tell Yahoo! which category you think the product should be placed into
in the Yahoo! Shopping store. To do this, use the yahoo-shopping-category field. If you want
to ensure the product is placed into the Apparel > Shoes > Athletic category, enter that into the
yahoo-shopping-category field. Of course, whatever you enter here has to be the name of a valid
Yahoo! Shopping category.

Creating the Product-url Field

After a few minutes of using Yahoo! Shopping, you’ll notice that when you follow a product’s
link you eventually end up at the merchant’s store, and on the appropriate product page. In some
places, clicking a product name takes you to the store; in others, clicking Check Store takes you
there. But either way, you reach the product page, not just the Home page.

When you feed data to Yahoo! Store, you have to feed a URL for every product—that is, the
URL of the page that holds the related product information. That’s done using the product-url
field. Don’t worry, you don’t have to look at every page in your site and figure out which URL is
used for each product. Here’s a (relatively) simple way to get this information into your import
spreadsheet, for example.

1. Copy the ID column and paste it into a word processor.

2. Using the word processor’s Search and Replace functions, copy your base store URL—
http://store.yourdomain.com/—at the beginning of every line. For instance, if the ID is
09870987, you end up with http://store.yourdomain.com/09870987.

3. Use Search and Replace to paste .html at the end of every line. Now you should have
http://store.yourdomain.com/09870987.html. That’s the URL of the product.

4. Copy the entire column of data.

5. Paste the data into a new column in your spreadsheet, and then name the column
product-url.

Importing and Publishing Your Data

In Chapter 13, you saw how to import data from a database or spreadsheet. You can do the same
thing to publish your data. Add all the new fields you need—merchant-category, product-url,
isbn, upc, and so on. Then import the data exactly as you did before.

Once you’ve imported the data, make sure you also publish it. Until you publish the Catalog
Manager data, it won’t be available to Yahoo! Shopping.


https://productsubmit.adcentral.yahoo.com/sspi/us/category_definitions.html
https://productsubmit.adcentral.yahoo.com/sspi/us/category_definitions.html
http://store.yourdomain.com/
http://store.yourdomain.com/09870987
http://store.yourdomain.com/09870987.html

278 How to Make Money Online with eBay, Yahoo!, and Google

Using Coupons and Discounts

Coupons can be a great way to promote your store. These are, in effect, “digital” coupons. You
define a particular coupon number—N09827340978, for instance, or whatever you want to use—
which can then be printed on paper, entered into an e-mail, read to a customer over the phone,
embedded into an attractive coupon “image” and temporarily posted on your web site, entered
into messages posted in online discussion groups, and so on.

How can you use coupons? Send a coupon to buyers in a follow-up message, thanking them
and offering a discount on their next order or on a friend’s order. Put a paper coupon in the box
along with the product you are shipping. Announce a special-promotion coupon in a discussion
group. E-mail old customers with a coupon code for a special offer.

Here’s how to create your coupons. Begin by clicking the Coupon Manager link in Store
Manager, under the Promote column. You’ll see the Coupon Management page (Figure 21-1)
and these fields:

Field Description

Enter Coupon Code The code that the buyer types in during the checkout process. Type a
code, any code (as long as it begins with a letter, and contains only letters,
numbers, hyphens, and underscores). It can’t exceed 128 characters, but
you’ll probably never want to create a code that long anyway. The code
could be A09870987, Zoui897_1, T-9078-098, or whatever you wish.

Good for Select the discount value. A fixed dollar Amount; a Percent of the order
value; or Free Shipping. Make sure you enter the appropriate value and
select the appropriate option button.

Minimum Purchase If you wish, you can specify that the buyer must purchase a minimum
amount (“10% discount on all orders over $100,” for instance).

Expiry In most cases, you’ll want coupons to expire eventually; maybe have them
only last a week, or a month. Either way, you should select an expiration
date.

Target Items Leave this text box blank if you want the discount to apply to all products.

Otherwise, enter the product item codes into the text box, separated by
commas (no space). You can also select a product from the drop-down list
box (each time you choose one, the code is entered for you . . . if you add
one accidentally, simply delete the text). Or click the Browse for an item
link to open a tool in which you can browse categories to find the products.

Attach To Links Leave this blank if you want someone to be able to type the coupon code
during checkout. Only use this in the text box if you want to associate a
discount with a particular source. For instance, if you have a partner site
and have offered a discount to that site’s visitors, attaching the link to the
discount activates the discount automatically when someone arrives from
that site. See the following section for more information about Links.

Once you’ve created the coupon, it’s immediately live. There’s no need to “publish” the
information.
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Order Form to redeem the coupon. Code must stant
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hyphens, and underscores. It cannot be maore than 128
characters, Coupon codes are not case-sensitive
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Select and enter an amount if coupon requires a
minimum purchase,

Use this field to specify when your offer expires,

Specify which iterns this coupon applies to. Use
itemcodes separated by commas. If nothing is given,
then the coupon applies to all items in the store.

Specify the trackable links that this coupan will be
attached to. If no links are specified, then the coupon
can be entered on the shipping form manually during
check-out. Multiple links are separated by spaces,

(Copae (et

-

@ Done
—

S @ Internet

He{8:{AMN The Coupon Management page

Creating Affiliate, Discount, and Tracking Links

Merchant Solutions allows you to create special links that can be tracked for three purposes:

B Affiliate Links You can pay other sites for sending buyers to you; these affiliate sites

earn a commission on sales.

M Discount Links You can create links that automatically provide a discount to all
visitors arriving through the links, using a coupon created earlier (see “Using Coupons

and Discounts” earlier in this chapter).

B Promotion Tracking Links You can create links for use in tracking responses to

advertising, PR, and various promotions.
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An dffiliate is a person or company who sends visitors to your site in return for a commission
on any purchases made by those visitors. For instance, someone clicks a link at an affiliate site,
comes to your site, and buys $100 worth of products. If you’ve agreed to pay a 7.5 percent
commission, you now owe the owner of the other site—the affiliate—$7.50.

A discount link is one that provides a discount to anyone who arrives at your site when they
use it. What would you do with such a link? Here are a few ideas:

B E-mail special-offer discounts to old customers—put the link in the e-mail.

B Provide a discount to members of professional associations and clubs; those groups can
put the link on their web sites.

B Place ads on other web sites for discounts at your store. Put the link in the ad.

A promotion tracking link is one that you use to track the effectiveness of an advert or
promotion of some kind. You don’t provide a discount or commission; you just use the link to
track how much traffic arrives at your site through the link.

Merchant Solutions provides a very simple link-tracking tool; you can create a link and
assign a commission level to that link. Any sales from buyers coming through that link will be
commissionable. Or you can assign a coupon discount to the link. Here’s how to create these
links:

1. Click the Create Links link under the Promote column in Store Manager.

2. Type the name of the affiliate web site and click the Create new trackable link for:
button.

[ Create new trackahle link for: ]| |

(name of site which will link to you)

3. You'll see the information in Figure 21-2.

First Link This is the link you must give to the affiliate. When visitors click this link, come
to your site, and buy a product, you owe the affiliate the commission. This link
takes visitors to the Home page, but you can tell affiliates they can direct buyers
to particular pages if they replace index.html with the filename of a different page.

Second Link This link takes affiliates to a page in which they can see statistics about traffic
from their sites and any sales and commissions.

Link Name This is the name you entered on the previous page; you can change it if you wish.

Auto Merchandise  This is the commission that will be paid to the affiliate for any sales. Enter the

Credit percentage commission you want to pay into the of sales box. If you wish, you
can also pay a fee for visitors sent to your site, even if those visitors don’t make
a purchase. For instance, if you type $10 into the per thousand visits box,
you’ll owe the affiliate $10 for every 1,000 potential buyers that arrive at your
store through the link.
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Buyer Discount If you wish, you can provide a buyer discount to people arriving through the
link. This allows you to “automate” coupons. Enter the number of the coupon
you’ve already created into the box.

Linker sees This determines what information is shown to the affiliates on their statistics
pages—you can display just the number of visits (“hits” as the drop-down says,
though this is not the correct term) and the order totals; or you can also display
a list of all the orders, showing each order total and various buyer information.
You should probably not select this option, as this page is not password protected.

4. Click the Email Instructions button. This opens a window in which an e-mail message
is displayed. You can quickly e-mail the instructions on how to use the link to the
affiliate.

5. When you click Send, you return to the previous page.
6. Click Update to complete creating the link.
When you need to monitor your links, click the Track Links link in Store Manager. The page

that appears will provide a list of each link, showing how many “visits” have come through the
link, the amount of sales through the link, and the “credit” owed to the merchant.

Give a participating website this link to your site:

http:/fstore. yahoo. comdcgi-binfclink 7 yhst-35454 22675353552 +n T ¥WWda+index. html

(This will link to the front page of your website. Alternatively, you can replace fndex ftrlwith the
name of some ather page in your site)

And they can fallow this link to see how much traffic & revenue their link has generated:
https:/fedit store. yahoo. com/BT/CLINKMGRE. yhst-
J04842257 83552 s eelinkiw T W a+tnewGallls Yl

Link Marne: |Sauna Den

0% of sales
Auto Merchandise Credit:
per thousand visits

Buyer Discount: I:l iEnter a coupon code here.)

Linker sees: | Just hits & order totals b

l Update ” Email Instructions l
[Delate this link]

SlelV[:{=pA®A8 Creating a new trackable link
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Q note The trackable links we’ve just looked at provide a great way to create “discount” links

and to track promotions, but they’re not a great affiliate tool, for a number of reasons. The
statistics are crude, they don’t provide automatic affiliate-account setup, they don’t provide
the many sophisticated tools provided by real affiliate software. In fact, you may find it
hard to recruit affiliates, because the system is so crude. For information on setting up a
more sophisticated affiliate system, see Chapter 27.

Using E-mail Marketing

E-mail marketing can be a very effective way to generate sales for many businesses. Yahoo!
provides an integrated tool, Campaigner, that you can use to manage an e-mail account. This
system lets you:

B Place a sign-up form on your web pages encouraging visitors to join your mailing list.

B Add a “sign up for our newsletter”” option in the shopping-cart checkout. (See the Enable
Got Customer Email Collection check box on the Customize Your Order Form page.)

B Add alist of e-mail addresses directly. If you’ve been using another e-mail system to
send customers e-mails, you can import them.

B Create attractive, colorful e-mail messages from provided templates.

B Enter trackable links to pages on your site; you’ll be able to see reports showing who
clicks which links.

\

N

tlp Merchant Solutions collects e-mail addresses from customers and people who use the
“request” tool (the Request A Catalog Or Feedback Form tool). This is an old, crude system
that allows you to export a list which you could then use in some other e-mail system (such
as Campaigner). Simply click the Mailing Lists link under the Promote column in Store
Manager, and then click the Export to Excel link.

(&

For $10 a month, you can send 500 messages; for $25 a month you can send 2,500; $40
buys 5,000 messages; and $75 gets you 10,000 e-mail messages. You might consider using this
system to sign up prospects and customers, and send them special offers each month. If you’d
like to give it a try, you can do so for free. In fact as a Yahoo! merchant member you can use the
system free for three months. Click the Email Marketing link under the Promote column in Store
Manager.

Setting Up Cross-sell Products

The term cross-sell is a merchandising term meaning to sell an additional product to someone
who is already buying something else from you. If someone has just placed a tent into their
shopping basket, perhaps they may be interested in a protective groundsheet. If someone has just
ordered a book on baking cakes, perhaps that buyer may be interested in the cookie trays you
stock.
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note Some of the features you’ll learn about in this chapter will not work in the Starter Merchant
Solutions package. Cross-sell, Coupons, Gift Certificates, and Trackable Links only work
in the Standard and Professional package. In addition, some of the reports and statistics
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you’ll learn about are not available in the Starter package.

Yahoo!’s cross-sell tool allows you to present ideas for additional purchases when someone

places an item into the shopping cart (see Figure 21-3). You can

B Provide special discounts on the cross-sell purchase

B Set time limits—for seasonal promotions, for instance

B Create a cross-sell table in a spreadsheet and upload it into the cross-sell tool

Your Shopping Cart
ltem

Elasto-
Gel
Hot/Cold

~=E. e e

[Remaove]

Keep Shopping

Related items:

Unit

Options Price

Qty.  Subtotal

Caolor: Red
Size: Small S SR

Update Qtw.

Subtotal for PureSauna.com: 3195

“Checkou

Elasto-Gel Therapy Mitten

%
=
B

Regular Price: 45895 Order
Add to Your Order Mow and Pay Only: 46.50

Elasto-Gel Maist Hot/Caold Wrap 8"x16"
Regular Price: 48.95 Order
Add to Your Order Mow and Pay Only: 46.50

Elasto-Gel Hot/Cold Wrap Ankle/Foot Wrap
Regular Price: 43.60 Order
Add to Your Order Mow and Pay Only: 41.32

Hlef8[x{=pABI Three cross-sell items in a shopping cart
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Here’s how to use this tool:

BoN o

10.

Click the Cross-Sell link in Store Manager under the Promote column.
Click the Get Started Now link in the first page you see.
Click the Create Entry button to see the Cross-Sell table (Figure 21-4).

Select the item for which you want to set up cross-sell from the Purchase Item drop-
down list box. When a buyer orders this product, the cross-sell items you define beneath
it will be used.

If this is a temporary cross-sell promotion, enter the Start Date and End Date (in the
format mm/dd/yyyy, such as 10/17/2006).

Select up to three cross-sell products from the Cross-Sell Items drop-down list boxes,
or use the Browse for an item link to access a tool that lets you see products listed by
category.

If you wish, you can enter a Discount. If the buyer purchases the cross-sell item at the
same time as the original purchase item, the price of the cross-sell item is reduced by the
amount you enter here. This can be a percentage or dollar amount, so you must enter a
dollar sign or percent sign: $5 or 7%, for instance.

You can add more cross-sell items if you wish. Click the Add a Cross-Sell Item link and
another row will be added. Note, however, that only three cross-sell items are displayed
at any time, so if you create more, only three will be selected, randomly.

Click the Create Entry button to finish. The system checks that the rules are valid, and
then displays a confirmation table.

Please review the information below and select "Add™.

o Add will add new rules and update existing rules in your cross-sell table.

You attempted to load 3 rules.

o Allthe rules were successfully validated.

Purchase-ltem Code Cross-Sell-ltem Code Start Date End Date Discount
FE400-00-00 BRO01-00-00 (Mo Start Date) | (No End Date)  |5%
G6400-00-00 66305 (Mo Start Date) | (Mo End Date) |5%
GE400-00-00 GE307 (Mo Start Date) | (Mo End Date)  |5%
|
b
Click Add to finish.
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Purchase ltem Start Date (options) End Date {optiona])
| Elasto-Gel HayCald Wrap, 6° x 16" ¥ | Browse for an tem | frmiddiyyyy) | !(mm.-"dd.-"yyyy)
Cross.Sell ltems Discount {optional)
|Elaer—GeI oist HotCold Wrap 121 2" v: Browse foran item  [5% :{96 e E’Eiglirl;;(lxn?;:g[?;r
| Elastc-Gel Moist Ho'Cold YWrap 8"x16" ¥ Browse for anitem  |5% {5 or F ot percentage discount)
| Elasto-Gel Hot/Cold Wrap AnklefFoot Wrep ¥ | Browse for an itemn _5%7 (% or § off)
Add a Cross-Sell ltem

Corce

Hle{U AN Entering cross-sell products

\

N

tlp Cross-sell settings do not need to be “published.” As soon as you enter the rule, it’s available
to the store.

5

You can also create cross-sell rules in a spreadsheet and afterward upload them—it’s often
quicker to do this. First, download a copy of an existing rule to see how the data file is formatted.
Click the Download Table button in Cross-Sell Manager. Create a file with all the information,
and then upload it using the Upload Table button.

A | B | ¢ T b [ E ]
| 1 | purchase-item-code| cross-sell-item-code start-date| end-date| discount
| 2 | BE400-00-00 BEO01-00-00 1041742006 14272007 5%
| 3 | BE400-00-00 BESOS  10/17/2006 1522007 5%
EN BE400-00-00 BESO7 | 10/17/2006 1522007 5%

note Yahoo! promotes a number of marketing tools, some of which offer discounts to Merchant
Solutions members. Go to the Manage My Services page and look at the Promote Your
Business column.
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Using Google Pay Per Click
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Chapter 22

Google AdWords and Other
Pay Per Click Programs

ay Per Click (PPC) is big business. In fact, it’s the primary manner in which Google makes

money—almost all its income, 98 percent, comes from PPC—and is very important to Yahoo!
as well. Pay Per Click has brought mass-media advertising to small businesses. Businesses that
would never have spent money on radio, TV, or newspapers, are now spending it on PPC . . . and
sometimes even making a profit!

Sometimes? Well, the fact is that PPC doesn’t work for everyone, as you’ll learn in this
chapter. You need the right combination of gross profit per sale, Pay Per Click price, and web-
site conversion ratio. If you don’t have the right combination—and many businesses simply
don’t—PPC will lose you money. Get everything lined up just right, though, and PPC can
provide a regular, predictable flow of profitable business to your web site.

What Is PPC?

Pay Per Click refers to an advertising mechanism in which advertisers pay each time someone
clicks their ad. More specifically, though, these days it refers to ads displayed on search-engine
results pages.

You can see an example in Figure 22-1. At the top of the search results are two small
ads—shown on a light blue background in this instance. In the top-right corner, notice the words
Sponsored Links. More ads appear down the side of the page—again with the words Sponsored
Links, but this time above the ads.

Each time someone clicks one of these links, the company that placed the ad is charged. How
much? Somewhere from 5 cents (on Google) or 10 cents (on Yahoo!) to many dollars! Some
PPC ads cost as much as $50 per click, occasionally even more!

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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These are PPC ads.

oogle Search: mortgage - Microsoft Internet Explorer
: Fle Edit View Favorites Took  Hep

O O HEAG Lo e @ 25 3-LBRB

! Address wé]hﬂn;f."hwn'.ououle.m.fscnrm’smr::id-r\:\'dcn:&dc-L’FF-S&E‘GGLD,GGLD:100-1—‘|?,GGLD:|:nEA:-mD!mﬂD:

Images Groups MNews Froogle Local™*’ mores

[Search | S22

Mortgage
wwow SmarfMorigagellSAcom  Up to 4 Morigage Offers In Minules! $150,000 Loan As Low As $612/mo. «g—

Eres Mortgage Quotes
CompareFreefuotes.com  Compare mortgage rates - Ifs easy! Save $1000s on mortgage payments

Mews results for mortgage - Visw loday's fop stories
=% Supreme Court ruling obliges banks to amend terms of MoMgage ... - Intermational Herald Tribune - 10 hours ago
&] US morlgage applications increased last week - MBA - Reulers - 11 hours ago
Head of Eron Morgage gels sidyears fos fraud - Torenlo Star- 14 hours ago

Mortgage-Calc com

Mortgage-Calc com provides you with mortgage calculztors, financial calculators
amortization tables, car loan calculators, and free links| ...

www. mortgage-calc.com/ - 20k - Cached - Similar pages

Morigage101.com Answers to Your Mortgage Questions

Find low mortgage interest rates from hundreds of mortgage companies! Includes
mortgage payment calculator, mortgage rate, refinance ...
www.mortgage101.comy - 63K - Mar 2B, 2005 - Cached - Simikar pages

M a an Calculators -Interest com

Calculate the lowest mortgage and loan rates. Learn ... Calculators,
Advertisement Mortgage Calculators. What will be my Monthly Payment? Want ...
mortgages interest comicontent/calculatorsfindex.asp - 39k - Mar 28, 2005 -
Cached - Similar pages

ABM AMRO Mortgage
- Call 1-200-228-8086. Equal Housing Lender. Privacy Statement. Terms and
Conditions. Securily. Affiliales. ABM AMRO Mortgage Group, Inc., Copyright 2005,

Web Results 1- 10 gf about 127,000,000 for mortgage [definition]. (0.21 seconds)

Sponsored Links

Sponsored Links

Mortgage Loan - Low Rates

Free quote! No credit check

All credit welcome. Apply taday.
quick-morigage-quote.us =

Mortga:

Low APR & No Lender Faes.
Ag Seen on TV. AMiliate.
wiww.e-loan.com

Low Rates Guaranteed
Guarantead in Writing
American Federal Mortgage
www.amfedmig.com
Colorado

Morgages

Reduce your payments up to 50%
with payments as low as 1%
Www.birmeo.com

Colorade

Counirywide: Mortgage

www. mortgage, comy - & Similar pages 4 out of 5 Applicants Approved)
Callto Save $500 on Closing Costs”
M rates, CO rates. auto loans, credit card woww, countrywide comfsl v
8] ® Interret

HlelV]:{= BN A Google search-results page, showing AdWords PPC ads

Because large PPC systems generally “feed” a variety of sites, when you buy ads through
a system such as Google or Yahoo! Search Marketing Solutions, your ads may end up on many
different search sites. But you may also have your ads distributed elsewhere, like on the pages of
thousands of different web sites, thanks to the Google AdSense distribution program.

PPC advertising has a number of advantages:

B It’s very quick. You can start getting results from the search engines in a day or two (in
theory, a few hours, but in most cases it takes a little longer to get everything sorted out).

B 1It’s reliable. Using PPC to get traffic to your site is very reliable. You can generate a lot
of traffic, and always appear for appropriate searches in the major search engines . . . if

you’re willing to pay enough.

B 1t’s easy to measure. You can see just how much traffic you’re getting, and even figure

out how much of the traffic turns into business (see Chapter 24).
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The PPC Systems

There are many PPC systems, but only three big ones, and a few “second-tier” systems:

B Google AdWords Perhaps the best-known PPC system is Google AdWords (http://

adwords.google.com/). Since Google is the single most important search engine, this
system displays many millions of PPC ads every day.

Yahoo! Search Marketing Solutions (formerly Overture) This system is also huge,
and displays many millions of ads each day (www.overture.com/). Overture was the
original PPC search-engine company.

MSN adCenter MSN, Microsoft’s online service, actually gets its PPC ads from
Yahoo! at present. However, it’s in the process of building its own PPC system and by
the summer of 2006 will probably have stopped using Yahoo! ads entirely.

The “second-tier” systems include services such as FindWhat (www.findwhat.com/),
LookSmart (www.looksmark.com/), Enhance (www.enhance.com/), ePilot (www.epilot.com/),
Espotting (www.espotting.com/), and Kanoodle (www.kanoodle.com/).

Others also exist. In fact, there are literally hundreds of PPC systems . . . most of which are
not worth dealing with. For example, when you figure the time it takes to configure the systems,
it’s not worth the small amount of admittedly cheap clicks you’ll get—and some that border on
the fraudulent (you’ll get little or no traffic from them, but will pay a setup fee that you’ll never
see again). In general, you’ll want to avoid very small PPC systems, and stick to the first- and
second-tier systems.

Understanding the PPC Process

The basic process of using Pay Per Click is pretty simple.

1.

2.

Decide to which pages you want to direct traffic from your ads. You can bring traffic to
any page you wish, not just the home page.

Register with a PPC system—you’ll provide a credit card to be used to pay for the ads—
and “load” the account with some money to begin with.

Write one or more PPC ads (carefully follow the system’s ad guidelines, or the ad won’t
be placed).

Associate keywords with your ad—that is, decide which keywords will “trigger” your
ads to appear.

Place a bid on each keyword for each ad—in other words, tell the PPC system how much
you are willing to pay every time someone clicks your ad.

Turn on the ad campaign and wait for the traffic to appear.
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Understanding Conversion Ratio, Click Value, and ROI

There’s one huge disadvantage to PPC ads, though . . . they cost money. Sometimes a lot of
money. Often, in fact, so much money that you will lose money if you buy PPC ads! In order to
use PPC, you really must understand Conversion Ratio, Breakeven Click Value, and Return on
Investment (ROI):

Conversion Ratio The proportion of visitors to your site who buy from you. This is the
foundation of any click-value or ROI calculation.

Breakeven Click Value The “breakeven” value of a click is the maximum sum you
can pay for a click and not lose money. Of course, you want to pay as little as possible,
but there’s a point at which a click doesn’t make you money and doesn’t lose you money.
If you go over the price, however, you start losing.

Return on Investment The amount of money you make after investing in advertising,
typically expressed in terms of the sum returned for every dollar invested. If you pay
$1,000 for ads, and make a profit of $10,000, your ROI is $10 per $1 invested.

You need to consider these things three times:

When you have no background information When you first begin considering PPC
ads, you may not know what your conversion ratio is. That is, you don’t know how
many people coming to your site will buy from you. You can, however, do a simple
“guesstimate” to figure out whether PPC will work for you. At this point, you can decide
if PPC is worth doing.

When you know your conversion ratio Once you understand what your conversion
ratio really is, you can calculate more accurately whether PPC will work for you. At this
point, you’ll have a much better idea of the likelihood of success.

When you’re running a PPC campaign Once you’re buying PPC ads, and people
are coming to your site, you can calculate ROI exactly. It’s then that you’ll know exactly
whether (under current conditions) PPC works for you.

In order to calculate click value and ROI, you must first know—or estimate—your conversion
ratio. The conversion ratio is the relationship between the number of people carrying out some
process and the number of those people who move on to the “next step.” For instance:

If 100 people see an ad, and three click the ad, the “conversion” is 3:100, or three percent.

If 100 people come to your web site, and ten sign up for a newsletter, the “conversion” is
10:100, or 10 percent.

If 100 people come to your web site, and one buys a product, the “conversion” is 1:100,
or | percent.

Of course, it’s the last of these that we’re most interested in. Of all the people who come to
your site, how many will buy? This conversion ratio is the core of any ROI calculation.
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Calculating Click Value and ROI with No Background

Unfortunately, you’re probably in a situation in which you simply don’t have the information to
accurately calculate click value and ROI. You have to guess. Here’s what most people do: they
think, “For every 100 people I can get to the site, I'll sell to, say, 20 of them.” Based on that, they
look at the cost of clicks, and get excited . . . there’s a lot of money to be made! So let’s look at
more realistic numbers.

Assume that for every 200 people who visit your site, one will buy. If you’re lucky, it will be
more. If you’re unlucky, it will be less. But a conversion ratio of 1:200 is not an unreasonable number.

Many people are shocked when they see this number. 1 in 200 . . . half a percent! How can that
be right? You must understand that conversion ratios are very low. If you own a retail store and sell
to 20 percent of all the people who walk into your store, you shouldn’t use that as an online-store
conversion-ratio estimate! Online conversion ratios are much lower than offline ratios.

note We're not saying that online stores never have better conversion ratios than 1 in 200 or 1
in 100—many have much higher conversion ratios. The world’s top retail stores average
perhaps 4 percent and sometimes, very rarely, reach over 20 percent. But such stores are in
the minority. In general, online retail conversion ratios are small fractions.

Calculating Gross Profit

In order to calculate these important numbers, you need to know your gross profit per sale. We’re
talking gross profit, not revenues. If you sell a product for $50, your gross profit is not $50—after
all, you first have to buy or create the product. Here’s how to calculate gross profit:

The order total

+ +

The shipping and handling fee

Revenues

- The credit-card transaction costs or other transaction costs (such as PayPal transaction cost)

- The e-commerce system transaction costs (some e-commerce systems, such as Yahoo! Merchant
Solutions, charge a fee for every sale)

- The sum you paid for the products you sold

- The price you paid to ship the products to you, including shipping insurance
- The cost of the packaging used to ship the products

- The cost of the labor to pack and ship the products

- The shipping fee

- Any other per-product costs you had to pay

= Gross Profit

In other words, gross profit is what is left over from the sum you received for the products
you sold after subtracting all the costs directly related to selling the products.
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The calculation above doesn’t include click costs, though; we’re assuming that you’re trying to
calculate the gross profit of a sale, before you have begun your PPC-advertising campaign. Of course,
if you are paying for clicks to generate the sale, you must also subtract the cost of those clicks.

Calculating Breakeven Click Value

So, here’s how to calculate breakeven click value. Let’s use some sample data:

B Click conversion rate: out of every 200 people clicking a PPC ad and arriving at your
site, one will buy.

B Average profit per sale, before advertising costs: every sale brings $150 in gross profit.

The calculation is very simple. Divide the average profit by 200 (in order to make one sale,
you must get 200 clicks): $150/200 = 75 cents.

What does this mean? If you spend 75 cents for every click—that is, 75 cents each time you
use a PPC ad to bring a visitor to your site—and you sell to one person in 200, you’ll break even.
You won’t make money on the sales, but you won’t lose money on the products sold, either.

What'’s the ROI?

What’s the ROI on an advertising campaign in which you pay the maximum click value? Nothing.
You have no return. The profit you make on the sales goes to paying the investment in the advertising.
Here’s how to calculate ROI:

Gross profit derived from the advertising divided by the sum spent on advertising

In the previous example, the advertising cost was $150 (200 clicks at 75 cents), and the
profit, after subtracting the cost of the advertising, was $150.

$150/$150 = $0

Consider another scenario. This time you spend 40 cents per click; you still need 200 people
to come to the site for each sale (so you spend $80 on clicks), and the gross profit, before click
costs, is $150.

$150 — $80 =$70
$70/$80 = $0.875

In other words, for every dollar you spend, your ROI is $0.875.

Calculating Click Value and ROI Later

If you’re already in business and selling through your online store, you should have a closer
estimate of your conversion ratio. From there, you should be able to figure out the real
conversion ratio. It won’t necessarily be the same as the conversion ratio you’ll get from your
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PPC campaign; for many reasons the PPC conversion ratio could be higher or lower. But at least
you’ll have a real number to work with, rather than a pure guess.

How do you figure out your conversion ratio? Look at your web site statistics and find out
how many people visited your store over a particular period. For instance, choose your last
month of operations, and look for a statistic such as:

B Unique Visits
M Unique Visitors

B Customers (an ambiguous term, but unfortunately the one used by Yahoo! Merchant
Solutions)

tlp If you’re using Yahoo! Merchant Solutions, click the Reports link in the Statistics column and

look for the Customers statistic.

Once you know how many people have visited your store during that period, you need to
find out two more things:

B The number of orders taken through the store

B The average gross profit on each order

Now you can calculate your conversion ratio. To do so, divide the Number of Visitors by
the Number of Orders. For instance, if you had 1,538 visitors one month, and you processed 12
orders, your conversion ratio is 1:128. That is, you need 128 visitors in order to make one sale.

The average gross profit number, of course, allows you to figure out your breakeven click
value. For instance, let’s say:

B The average gross profit on the orders is $35.
B For every order you needed 128 visitors.

B Thus, your breakeven click value is 27.34 cents. If you pay more than this for every
click, you’ll lose money.

This is still just an estimate, of course, because until you run a PPC campaign, you don’t
know if the conversion will be worse, the same, or better.

Once you actually run the PPC campaign, you can get exact numbers. You won’t care
so much about breakeven click value anymore because you’ll be able to see your ROI and
determine whether you’re making money. You’ll know just how much you’re spending for each
click, and you’ll also know your conversion ratio, under two conditions:

B If you’re sure you’re getting all your site visits from PPC campaigns, then you know all
your sales are derived from PPC advertising and you can accurately calculate your ROL.
If you get traffic from various sources, though, you can’t do this, unless . . .

B You install software that tracks sales from your PPC campaigns. We’ll look at this in
Chapter 24.
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So, Can You Make Money?

Many readers, after thinking about the last few pages, are probably now in shock, especially if
they’ve run a few numbers through their heads. They remember that
B A click costs at least 5 or 10 cents through the major PPC systems, and often much more.

B Conversion rates are often 1:100 or 1:200.

How on earth can I possibly make money with PPC? The simple answer is, in many cases,
you can’t. Here’s an example. Let’s say your product will give you a gross profit of $10, before
paying for the PPC costs. Not an unusual sum—many products are in this ballpark, such as
books, music, small gifts, and so on. Let’s give you a fighting chance, and assume you’ll have
a conversion ratio of 1:50. And we’ll assume that you can buy clicks for 10 cents:

B 50 clicks are needed for one sale.

B 50 clicks cost $5 (50 x 10 cents).

B Thus one sale costs $5, so your ROI is $1 for every $1 spent on advertising ($10 pre-

advertising profit = $5 profit after advertising; $5/$5 = $1).

You’re making money, but unless you sell a lot of whatever this is, you’re not getting rich.
So let’s see what happens when you change just one thing in the calculation. Let’s try separately
altering the conversion ratio, the click cost, and the gross profit per sale and see how each affects
the equation.

B Your conversion ratio is 1:100—you just broke even.
Your conversion ratio is 1:200—you just lost $10.
Your click cost is actually 30 cents a click—you just lost $5.

Your click cost is actually 50 cents a click—you just lost $15.

Your gross profit is actually $6—you just made $1.

The fact is, PPC doesn’t work for everyone! In particular, you’ll have trouble making PPC
work if:

B Your products have low gross profits.
B Your web site has a low conversion ratio.

B Click costs are very high for the keywords you want to use.
Remember:

B High Gross Profits + High Conversion Ratios + Low Click Costs = Good!
B Low Gross Profits + Low Conversions Ratios + High Click Costs = Bad!

Any one of these elements can cause a problem. If all three are bad, you’re in real trouble!
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Understanding Keywords

A keyword or keyword phrase is a word or series of words typed into a search engine by someone
seeking something. Keywords are used to trigger the display of your PPC ads. You’ll “bid” on
keywords—for instance, you might bid, say, 55 cents for the term camping equipment. When
someone types camping equipment into their browser, the PPC system looks at all the bids for
that keyword phrase, and places the ads on the results page accordingly—most systems place the
highest bid at the top of the list, as in Figure 22-2, although Google uses other characteristics.
More importantly, ads that people click more frequently get a rank “boost” in the system.

Google AdWords and Other Pay Per Click Programs

If someone clicks this ad, the
advertiser pays 36 cents.

A Yahoo! Search Results for camping equipment - Microsoft Internet Explorer

This one is 35 cents a click.

! Ble EdY

e

View

! Address

Favorites  Jooks  Help

4L
e
&
2
2
B

O M RE G| P 3 QRS E-UEES

& httoiffse

ch.yahoo.com/search?p ong i fr =FP-t3b-web ggle=18ei=UTF-3

vGo

{ Norton AntiVirus &%) =

Search Rpsults

Alsotry: chleman ¢

¥ahoo! Myl¥ahoo! Mail Waicome. puresauna [Sign Ost, My Account]

“YAEHOO! SEARCH [cameing

Web | Images | Video | Qirectory | Local | Mews | Products
i 1 Search

™

Ssarch Homa Help ||

Advanced Search

amping discount camping

A\

you'll find 211
www.ebay.c

www, cabel

¥ Shopping]|
Top Categol
Yahoo! Shof

www, azarky

2. Epinions .

WWW Epinio|

r X i Tl
nead 2t prices hat won'T break your budget - lents,
WWW,CAMPMOF.com

SPONSOR RESULTS

| low prices. With over 5§ million items for sale every day,
Markelplace.

Find camping equipment

kinds of unique things an eBay - the Warld's Onlin

om v

i Campmar.com has the hiking, camping and outdoor supplies you
bags, air € and so much mare,

Equi nt at Cabela's Whether unrolling a sleeping bag by an Alpine Vista or pulling into a modem

camparouny Cabela’s has everything you and your famlly needs for a comfortable stay away from home.

S.com

on Yahoo! Shopping
es: Boots - Sleaping Bags - Tents - Backpacks - Flashlights

flcut - Aboul

IGear Checklist =

list of essential items for camping trips. By Tery Keliey, publisher of The Ouisider, an online magazine.

ors = Camping

net'~outsider/checkist - Gk - Cached - More from this sile

om Camping and Hiking Equipment &
r reviews of camping gear including stoves, sleeping bags, and tents
> Camping
comlotdr-Camping_And_Hiking - 30k-C

hed - Mare from this site

Results 1 - 10 of about 5,850,000 for camping equipment - 0.07 sec, (About this page)

—-»>

SPONSOR RESULTS
and Equipment
Sierra Trading Post offers
savings on camping supplies.
Find great values on brand...
www sierrairadingpost.com

Camping Eqguipment Shipped

Eree

Shop fof camping equipment at «g—
Backcountry.com. We've been

busy gathering gear that...

wwrw backeountry com

Lamping Equipment - Bargain
Prices

Shop fast Buy smart. Shopzilla
for toys and games. Every produdt
from every store...

www.shopzilla com

Iigntstar, Forever Magnetic
Shake Lighls

Forever, Mightstar and Shake N
Light no battery Nashlights 524.95
and up. Save the...
wiww.no-battery-flashlight com d

a Cone

& Internet

35 cents

34 cents

33 cents

Fle{8)x{W¥B®B Yahoo! places ads according to the amount of the bid.

297



298 How to Make Money Online with eBay, Yahoo!, and Google

As you can see, keywords are essential. In fact, you have to pick the right keywords, because

B The right keywords bring the right people to your site; you don’t want to pay for people
who won’t buy!

B Some keywords are more expensive than others. Some keywords might be several
dollars, while similar ones might be ten cents.

Here’s an example, taken from Yahoo! Search Marketing Solutions (www.overture.com), for
top bids at the time of writing:

VIOXx $11
vioxx attorney $38.06
vioxx attorney denver 10 cents

Keywords are critical! Before you can begin a PPC campaign, you must understand the
keywords.

Broad vs. Narrow Terms

You can bid on broad terms, or you can bid on narrow terms (or both, of course). Each has
advantages and disadvantages:

B Broad terms (for example, vioxx) tend to be expensive.

B Broad terms often attract people who are not looking for what you’re selling. Use the
term golf, and you’ll get people who want golf vacations, golf lessons, golf equipment,
and so on. So you’ll end up buying clicks for people who aren’t even interested in your
stuff.

B Narrow terms are often cheaper than broad terms. Golf is currently $1.51, while golf
equipment is 42 cents, and golf equipment denver is 10 cents on Yahoo! (this isn’t always
the case, as shown by the vioxx attorneys example earlier).

B Narrow terms are more likely to attract the right people, saving you from paying for
worthless clicks.

Doing a Keyword Analysis

If keywords are important, how do you know which keywords to use?

1. Guess.

2. Take your guesses and run them through a keyword-analysis tool.

Do not stop at Step 1! If you guess, you’ll guess wrong!


www.overture.com

N

N

\

(&

S

tip
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Wordtracker is almost certainly the best keyword-analysis tool around (www.Wordtracker

.com). It’s the system used by most search-engine professionals because you can do more with
it, more quickly. We don’t have room to describe this tool, but it’s worth spending a few hours

and doing a really good analysis with this tool.

We’ll look at a free way for carrying out a keyword analysis, though ideally you should
use Wordtracker, which you can “rent” for around $8 a day (one day’s usually plenty). The
following’s a simple procedure that uses your brain power and Yahoo!’s Keyword Selector Tool.

1.

7.

tlp Google also provides a free keyword-analysis tool, though it’s also hidden away a little. Go

Quickly write down all the obvious keywords, the ones you’ve already thought about. If
you’re selling golf equipment, an obvious choice might be golf equipment . . . and golf
clubs, golf balls, golf cart, and so on.

Now think from your customers’ point of view. Put yourself in their shoes . . . can you
think of terms they might use?

Ask employees, partners, family . . . what other terms can you come up with?

Go back over your list, and add plural versions of singular terms and singular versions of
plural terms.

Look for words that are likely to be frequently misspelled, and add them, too. (Some
words are misspelled as much as one third of the time they’re used, so these represent
a significant opportunity for reaching people.)

Go to the Yahoo! Search Marketing Solutions web site (http://searchmarketing.yahoo
.com/) and find the Keyword Selector Tool. (Unfortunately, Yahoo! keeps moving things
around; sometimes it’s easy to find, other times it’s hidden away. Dig around and you
should eventually find it; look for the Advertiser Center or something similar.)

Type a keyword into the text box and press ENTER.

to adwords.google.com and begin setting up a Google AdWords campaign—quickly enter a

little fake data so you can move through the steps and you’ll find a Keyword Tool link in the

Choose Keywords step.
The tool returns a list of similar keywords and the number of times the keyword has been
used in a prior month on the Yahoo! PPC network (see Figure 22-3).

Look down the list for terms to add to your own list. Enter another term, including terms
you find in this list, into the text box at the top and try again.

This tool will give you ideas for keywords, and some notion of how often searchers use a
particular term. It won’t tell you how much the term will cost, though.
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2 http:/finventory.overture.com - Ov... E"Elrzl
A

Keyword Selector Tool

Net sure what search terms to bid an?

Enter 3 tarm relatad to your site and we will show
you:

® Related searches that include yeur term

® Hawmany times that term was searched on last
month

Get suggestions for: (may take up ta 30 seconds)
golf equipment

Mote: All suggested search terms are subject to our
standard editorial review process.

Searches done in January 2005

rch Term

olf equipment
scount golf equipment
4376 golf squipmant raview

2790  golf club equipment

2292 galfclub galf equipment galf bag
2027  used golf equipment

1580  golf course equipment

S50 golf magazine equipment review

912 golf squipmant magazing

708 ping golf equipmant

7oz wholesale golf equipment

E03 irons club review magazine golf equipmeant

review

5E0 galf equipment tip ]
&) Dane D Intermet
—

HlelV]x{=¥Z]J The Yahoo! Keyword Selector Tool

Checking Bid Prices

Here’s how to quickly view bid costs for a few keywords.

1. At Yahoo!, in the Advertiser Center, click the View Bids Tool link to open the View Bids
window (see Figure 22-4; note that this tool is also hidden away now and then).

2. Type the term you want to check into the first text box, copy the security code into the
second text box, and press ENTER.

3. Yahoo! returns the first 40 PPC ads, along with the bid price. (See Figure 22-5.)

What exactly is a bid price? It’s the maximum amount that an advertiser is willing to pay for
a click; it’s not always what the advertiser actually pays. The actual cost is only one penny above
the next bid. For instance, in Figure 22-5 advertiser #2 may pay 91 cents, while #1 may pay
92 cents . . . but both are willing to pay much more, if necessary, to hold their high positions.
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idtool.overture. com - Overture - View Bids - Microso

View Bids

for that term.
Security code:
right®:

*This is to improve

The top three lisbngs are Overture Premium Listings™, which are
seen by 80% of all acove Internet users!

Type in a search term and we'll show you the Max Bids and listings

Please type the characters on the left side into the empty box on the

!goIF

an, By
enzering the security code you agres to the perms and conditions for using this teal.

d prevant scripts

TEeF

&

 Internst

12

SlelV]: | y¥8 The View Bids window

This is the bid—the
maximum that the

dtool.overture.com - Overture

View Bids

The top three lisbngs are Overture Premium Listings™, which are
seen by 80% of all acove Internet users!

Type in a search term and we'll show you the Max Bids and listings

for that term.
igolf

1. VW Golf on eBay Motors

Find the Vw Golf you've always wanted. Buy or sell with confidence
at eBay Motors. Autos, motorcycles, watercraft, parts, accessories
and everything else.

www.ebaymotors.com

[ad 's Max Bid: $1.51)

advertiser is willing
to pay for a click.

\j

2. Golfing Packages in Victoria BC, Canada
Guide to all BC golf coarses. Visit beautiful Victoria B.C., Canada.
voted destination of tha year in the "Americas” for 2003 by Conde
Nast (the Oscar of Tourism). Packages from $89.95 CND.
www.goifingvictoria.com
(Advertizer's Max Bidi 51,50)

3. Used Golf Balls ; e
Used golf balls. Great prices, free shipping to 48 US states.
bustinballs,com
{Advertizer's Max Bidi 50.90)

&] Dore B Intermet

HlelV]:{=¥BY The View Bids tool showing a list of bids, along with the bid prices
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Chapter 23

Setting Up a Google
PPC Campaign

n this chapter, we’ll examine how to set up your first Pay Per Click (PPC) campaign, using

Google’s popular AdWords program. Google is selling billions of dollars worth of “clicks”
each year through this system . . . in fact, it’s the only advertising system Google has at present.
Google has never been enthusiastic about banner ads, though for a while it did sell fixed-position
text ads at the top of search results pages. But in 1994, it dumped those and went to a pure
PPC model. Currently the only way to advertise on Google is through its PPC program (unlike
some other search engines, it doesn’t sell “paid inclusion” or “trusted feed” services, which the
founders of Google believe to be unethical).

Getting Started

We’re going to jump right in and begin setting up our ad campaign on Google.

1. Start by opening https://adwords.google.com/ in your browser, and click the Click to
begin button.

2. In the first step, you’ll select location information (see Figure 23-1). In the list box, click
the language you want to target (Google has services targeting dozens of countries and
language groups). If you want to select multiple languages, press the CTRL key (the Apple
key on the Mac) while you click.

3. In the large box, select the location fype you want to use.

M Global or nationwide Your ad will appear on results pages worldwide or in a specific
country (you’ll select the country in the next step).

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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Step 1 of 4: Choose your language and location targeting.

Slart tailoring your ads 1o your target customers, Whal languages do they speak? Where are they localed?

a. Languages b. Location targeting options [7]

All Languages | Select your targeting option. The oplion you choose will apply to all ads in your campaign. (You may build separale campaigns with

i i different targeting options as needed. ) [7]

|Chinese (simplified) |

llchinese (traditional) @ Global arne_mommne ) - Global businesses, ) )

|Danish Your ads will appear to searchers anywhere in the couniry or - Merchants who semve specific countries.

|Duteh | counfries you select

Finnish O Regions and cities -Local businesses specializing in certain cities and stales. |
French Your ads will only appear 1o searchers located in the reglonal - Stores with target customers located throughout 2 city or cities.
German areas/cities you choose. (Only available in some counfries.) |
ftalian | @ Customized - Local businesses senving a specific area.
Jap o] Your ads will only appear to searchers who are within a

Hold down the confrol or command key | specified distance from the location you choose.

to select multiple languages.

[ save & Continue »» ||

Fle]U:{WX BB Begin by selecting location information.

B Regions and cities You’ll be able to select a particular region or city, which is
great for brick-and-mortar businesses, though not so important for the average
e-commerce site.

B Customized A refinement of the “region” choice that lets you specify a distance
from your location; again, useful for brick-and-mortar stores.

Selecting a Location for Your Ads

Let’s look at how to set up the three different location options. If at all possible, it’s worthwhile
defining your location choices, because the fewer ads shown outside your location, the more
efficient your ad campaign will be.

B If you only ship within, say, the United States and Canada, you don’t want to display
your ads to people in other countries.

B If you're advertising to get people to the type of business that can draw from a wide
region, such as theaters, museums, amusement parks, and so on, you won’t want people
outside your region to see the ad; you’ll probably want to use the Regions and cities
choice, which allows you to select states and major metropolitan areas.

B If you're trying to get people to your retail store, with a more restricted range, you
only want a limited number of people viewing the ad; thus, you may want to use the
Customized choice, which lets you specify a distance from an address, ZIP code, or
even a longitude or latitude.
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Selecting the World or Specific Countries

Select Global or nationwide to see the Choose Your Countries page. If you don’t care where
the ad appears, you’ll leave All Countries selected, of course. But that shouldn’t be the case.
If you don’t ship your products to a particular country, you don’t want to waste money on ads
targeting that country.

Select the countries in which you want your ads displayed—hold cTRL (or the Apple key
on the Mac) to select multiple countries—and click the Add button. Then click the Save &
Continue button.

Selecting a Region or City

You can specify a particular state or major metropolitan area. Select Regions and cities to see
a box in which you can select a country.

tip Youcan only select a region or city in a single country; you couldn’t, for instance, select
Vancouver, Canada and Seattle, United States. If you want to do this, you’ll have to set up
this campaign for one country, and then go back later and create a separate ad campaign.

Select the country and click Save & Continue. In the page that’s displayed, you can select
the states and regions in which you want your ads to appear. What if the choices aren’t precise
enough? Perhaps you want to exhibit your ad to people in Lakewood, CO, but the only choice
you have is Denver, CO, the larger metro area. In such a case, click the browser’s Back button
twice and select Customized.

Selecting a Very Precise Region
You can be very precise about the area in which your ad is displayed. But remember that Google
doesn’t know for sure exactly where everybody is, so this is not terribly accurate.

Select the Customized option, and you’ll see the box in Figure 23-2.

Step 1b: Set up your regional targeting. Details

a. Where is your target area located?
Think of your customized targeting area as a circle around your business or other location Advanced option
you choose. Define the center of this circle with an address or latitude and longitude o
coordinates.

For advanced coordinate
targeting, skip to our
multi-point option, where

© Use an address. you'll enter 2 list of

© Use latitude and longltude coordinates, coordinates to define a
non-circular area.
b. How far are your fargel c from this address?
Show my ads to searchers located within |~ _Til_e_s__ ¥ |ofthe location |

choose. (Mote: Targeting a larger area typically yields more impressions and leads. We
recommend a minimum of 20 miles or 35 kilometers )

Hlel8[x{=x®A You can very precisely define a location.
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There are three ways to define a precise location:
B Enter an address or ZIP code and a distance from that position.
B Enter latitude and longitude coordinates and a distance from that position.

B Click the skip to our multi-point option link and enter coordinate boundaries of an area.

Creating Your Ads

When you select your region and click Save & Continue, you’ll find yourself in Step 2: Create
Ad Groups (see Figure 23-3).

Q@

N

tlp We’ll talk more about writing ads, including the “editorial guidelines,” later in this chapter in
the section “Writing Effective Ads.”

(&

You’re actually creating an ad here. You can see a sample ad (the Got Widgets? ad below
the first text box). This sample ad has a Headline, a Description line 1, a Description line 2, and

Step 2 of 4: Create Ad Groups. ‘

An Ad Group is a set of ads and keywords that work together to adveriise a product or service. We suggest that you set up a different Ad Group for
each product or service you offer. [?]

Name this Ad Group: |

What will it sdvertisa?

A: Create ads. Details

Got Widgets?
Wide variety of widgets.
Check out our special deals.
www.example.com

Enter text below to see your ad here,

Tips for Success
+ Be as specific as possible in the description lines.
+ Be sure you meet our Editorial Guidelines.

Headline: | | e 25 charscters

Description line 1: |

Max 35 characters

e Why are there two URL fields?
DesCapliorine 2 | | Macc 38 + Display URL - Appears in your ad but doesn't control
Display URL: where users go when they click on your ad.
: h“p3”| | Max 35 charscters * Destination URL - The address of the web page to
Destination URL: |http'ﬁ - | i which you would like your ad to link.

charasters

Continue » »

Jle{U)x{=pxEY This is where you create your first AdWords ad.



a Display URL, corresponding to the following text boxes, which describe the information you

need to fill in.
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Name this Ad Group
Headline

Description line 1
Description line 2
Display URL

Destination URL

This is just a reference name for your own use; it doesn’t appear in the ad
itself.

This is the first line of the ad—in blue, underlined text, on which the link
is placed (up to 25 characters).

The first line of the ad (up to 35 characters).
The second line of the ad (up to 35 characters).

The URL that appears, in green, at the bottom of the ad (up to 35
characters). This is not the URL that the searcher actually lands on when
clicking the ad; it’s generally the site home page.

This is the actual page that the ad points to, and it can be virtually as long
as you wish (1,024 characters). You can (you should) in most cases point
to a particular page within your site. You can also add a tracking code
(something we’ll discuss later in Chapter 24), so you can see when traffic
arrives at your site from this ad.

Figuring out how to say what you need to say in 95 text characters takes time! Don’t rush
this; make sure you get it right. See “Writing Effective Ads” later in this chapter for more

information.

Entering Keywords

When you click the Continue button, a page displays where you should enter the keywords.

\

N

(S

and SHOE.

tlp Keywords are not “case sensitive.” Type shoe and Google matches the ad with shoe, Shoe,

We discussed keywords in Chapter 22, so you probably already have your keyword list;
simply paste your keywords into this text box. You can also use the Keyword Tool link to do

some of your keyword analysis right now. When you’re ready, click the Save Keywords button

to continue.

‘ tip You should enter similar keywords. Later, you can create more ad groups, generating various
[\ groups of similar keywords (an ad group is a group of keywords matched to one or more ads).

Bidding on Keywords

On the following page (Figure 23-4), you’ll be able to bid on the keywords you entered.
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Create ads.

+ Creale New Tex Ad | Image Ad
i

Affordzble Infrared Sauna
Health Benefits of Far Infrared
Sauna Low Cosl, High Quality,
www, PureSauna com

Edit- Delete

Step 2 of 4: Create Ad Groups.

Choose keywords and maximum cost-perclick.

HOW PRICING WORKS

1. Maximum cost-per-click = the most you'd pay for a click [2].

2. Higher st-par-click and ratas = higher position and mare dicks [7].

3. AdWerds Discounter autormatically reduces your average cost-per-click to be Just 1 cent more than the minimum necessary to stay
ranked shove the nex lower ad. Mo maore need to monilor and revise your prices [7]

Choose eurrency and mazimum cost-per-slick

|US Dollars (USD § ) v | |b 67 | [ Calculate Estimates

Clicks !  Average  Cost/ Average
Keyword Day Cosl.PerClick Day Position [n
far infrared sauna find alternatives [ delete
far infrared saunas find allernslives / delele
Infrared sauna find alternatves / delete
infrared sauna heater find afternatves / delate
infrared sauna kits find alternatives / delete
infrared saunas find alternatives / delete
kidneys effects of infrared sauna find alternalives / delele |
portable far infrared sauna find alternatwes / delele
paortable infrared sauna find atternatves / delata
sauna infrared find atternatives / deleie
thermal life far infrared saunas find afternatves / delete
Owverall
Change Keywords

* Estimates for these keywards are based on clickihrough rates for current advertisers. Some of the keywords above are subject to review by
Google and may not trigger your ads until they are approved. Please note that your traffic estimates assume your k are approved.

Hle{V[3{=k¥H Here’s where you assign the bid for a keyword.

Before starting, click the Calculate Estimates button. Google has already suggested a click
bid based on current conditions for the keywords you’ve entered, so clicking the button shows
you what you’ll get based on Google’s recommendation (see Figure 23-5).

The Google table shows the following information:

Keyword
Clicks/Day

The keywords you entered.

For each keyword, the number of clicks you're likely to get each day.

Average Cost-Per-Click ~ The average price you’ll pay for each click.

Cost/Day

Average Position

Find Alternatives

Delete

The sum you’ll pay each day; look at the bottom of the column to see your
total daily cost.

The average position where your ad will sit in the list of PPC ads on the
search results page.

Click this link to open the Keyword Tool and find related keywords.

Click this to remove a keyword from the list.
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| US Dollars (USD § ) hd | |2_U[] | [ Recalculate Estimates ]
Clicks | Average Cost!  Average
Keyword Day Cost-PerClick Day Position[n

far infrared sauna 21 $1.71 $3.59 5.6 find alternatives / delete
far infrared saunas 1.1 $1.61 S17T 48 find alternatives / delete
infrared sauna 8.1 $1.59 BH12.81 5.5 find alternatives / delete
infrared sauna heater =041 $0.05 $0.00 1.0 find alternatives / delete
infrared sauna kits <01 §0.05  B0.00 1.0 find alternatives / delete
infrared saunas 4.6 $175 58.04 5.4 find alternatives / delete
kidneys effects of infrared sauna <01 $0.05 50.00 1.0 find alternatives / delete
portable far infrared sauna <01 $0.05 $0.00 1.0 find alternatives / delete
portable infrared sauna 0.5 $1.31 $0.66 39 find alternatives / delete
sauna infrared <01 $0.00 $0.00 - find alternatives / delete
saunas 80.0 $1.23 59840 20 find alternatives / delete
thermal life far infrared saunas <01 50.05  50.00 10 find alternatives / delete
Overall m $1.30 512524 26

maximum bid.

HlelV]{KEY Clicking the Calculate Estimates button shows you the likely effect of the

Too expensive? Enter another value into the text box and click the button again.

Remember, the maximum bid is not what you’ll usually pay; it’s what you’re telling Google
you’re willing to pay. But you never pay more than one penny above the ad below you. For

instance, the following table shows an example of five people bidding on a keyword:

Price Paid Per Click Maximum Bid
Advertiser 1 $0.89 $20.00
Advertiser 2 $0.88 $3.00
Advertiser 3 $0.87 $1.35
Advertiser 4 $0.86 $1.00
Advertiser 5 $0.85 $0.85

note Google actually doesn’t base ad position purely on bid. It also factors in the “pull” of the
ad. Ads that get clicked upon frequently get an extra boost in the rankings and may actually

end up above ads with a higher maximum bid.

Try reducing your bid. As it goes down, your cost per click and cost per day goes down, too.
On the other hand, so does your average position, and the amount of traffic you’ll get to your site.
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When you’ve finished here, click the Save & Continue button, and Google asks if you want
to create another Ad Group. If you wish you can finish setting up your account, and add another
Ad Group later; click the Continue to Step 3 button.

Specifying Your Daily Budget

Next, you’ll see the page in which you can enter your daily :

> A ) Daily budget (USD): $ _SU.U[]
budget, the most you’re willing to spend each day. This
is a good way to avoid surprises! Actually you may still " Save & Continue » » ||

be charged more each day, due to general fluctuations in
searches, but overall you’ll be limited to around this sum each day over a month.

Entering Your Account Info

&

That’s it. You’ve now created an ad group for your first ad campaign. Next, you need to input
basic account information. Enter your e-mail address (twice, to confirm you entered it correctly),
then create a password and enter that twice, too. When you click the Create My AdWords
Account button, Google now sends you a verification e-mail.

tip Google uses two related terms, Ad Campaign and Ad Group. A campaign is an advertising

“project” that targets a specific region and contains one or more ad groups. An ad group is

a group of keywords to which one or more ads have been assigned. If you use multiple ads
for a single group of keywords, Google rotates the ad; the reports will show you which ad is
most effective. (The term ad group is really rather misleading; you may find it easier to think
of an ad group as a keyword group—a group of keywords with one or more ads—and there
are good reasons to combine the keywords with no more than a single ad. See “Creating New
Ads” later in this chapter for more information about the pros and cons of having multiple
ads in a single group.)

When you receive your e-mail, click the link in the e-mail to verify the account. Then you
can go back to the main AdWords page (https://adwords.google.com/) and log into your account.

Modifying Keyword Characteristics

Your account has been set up, but the ads are not yet running. They won’t, in fact, until you
“activate” the account. That’s okay in many cases; perhaps you want to spend more time creating
ads and looking around the system. In fact, we recommend you look at one or two more things
(described next) before entering your billing information (as soon as you do that, your ad
“goes live”).

B Individual bid prices You can change bid prices for individual keywords.

B Keyword matching You can define how Google treats the keywords you selected.


https://adwords.google.com/

CHAPTER 23:  Setting Up a Google PPC Campaign

‘ tlp If you want to stop a campaign or ad group from running, select the check box next to the
[\~ campaign or group name, and then click the Pause button.

Q

Log into your account, and you’ll see the table shown in Figure 23-6, which lists the Ad
Campaigns you’ve created.

IJ

tip Want to create a new ad campaign? Look for the Create new AdWords campaign link just
above the Campaigns table, under the Campaign Management tab.

N

Q

The table in Figure 23-6 is a summary of the ad campaign, showing various statistics (we’ll

look more closely at these in Chapter 24). For now, we need to look at how to modify keyword
characteristics.

Changing Bid Prices for Specific Keywords

We saw how to set a bid price for an entire ad campaign, but you can also specify bid prices for
individual keywords. The following steps outline how:
1. Click the campaign name in the Campaign table (Figure 23-6).

2. In the Campaign Summary table (Figure 23-7), click the name of the ad group containing
the keywords you want to modify.

2 Google Adwords: Campaign Summary - Microsoft Internet Explorer

I Ble Edit \ew Favorites Tools  Help

OO NE G P e @ 2% B-LJWAS

: Address |a hitps: jacwords.gaogle.comselect/CampaignSummary » | Go

: Norton Antivirus 8¢+

A
Campaign Management

Campaign Summary | Tools | Conversion Trackil Search my campaigns:

keywords. ad text. gtc.

All Campaigns

+ Create new AdWords campaign

Apr 1, 2005

& | eseny v

Pauul R.sum-l D-hx-l Edit Settings | Seow 2ll semEaigs vl

[[] Campaign Name Current Status Current Budget Clicks Impr. CTR Avg.CPC  Cost Conv. Rate CostiConv.

" Track which clicks tum
[0 Campaign# Active 50,00/ day 0 0 into successhul leads or

1 Ad Groups Paused = -| $0.00 sales. Learn more.
Mg, thanks
$50.00 / day
Total - s 0 o - - $0.00 0.00% $0.00
v
€] Dore 5| ® mternet
—

Fle{8[x{p&k®:Y The Campaign Management table, which lists your PPC campaigns
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] Google Adwords: Campaign management - Microsoft Internet Explorer

 Fle Edit Wew Favorites Took Help

O O DA G P S @25 3 IR B

| Address |@ https:/fadwords.google. com/select/Campaic campaigrid=62645332a V| Go  { Morton Antivirus &3 =
-]
‘ ;OL) le' AdWords2@iChannelServices.com (Customer ID: 605-460-9368 ) Log Out- Contact Us - Help
AdWords 8

Campaign Management

wmary | Tools | Conversion Tracking

Campaian Summary = Campaign #1

Campaign #1 - Paused | Resume Campaian | Delete Campaign
Campaign Daily Budget: USD $50,00 | Edit Campaign Seftin
Mo campaign negative keywords. Add

S Bl A GH0UDE. w | =
Apr1, 2005 1 -2 of 2 Ad Groups.
+ Creale New Ad Group  View All Ad Groups | @l ™
I Change Max CPC I Renamel Pausel Ruumel Dehhel O ? = e @
[[] AdGroup Name Current Status Max.CPC Clicks v Impr. CIR Ava.CPC Cost Ava.Pos Conv.Rate CostiConv,
¥ Track which dicks
Saunal Ad Group Paused $1.00 0 0 = = = = ;
O Saunat T fum into successful
leads or sales. Learn
maore.
[0 saunaz Campaign Paused 5354 1] 0
Mg, thanks
Total - all 2 Ad Groups - 2 0 ol = = 3 = 0.00% $0.00
Reporting is not reaktime. Clicks and impressions received in the last 2 hours may not be included here.
Theme iz 3 24 hour delsy in conversion tracking reporting. ~
&) S @ nternet ;
—

Hle{U{WEWA The Campaign Summary table lists the ad groups inside the campaign.

There’s another way to change individual keyword bids. Select the Ad Group name, click the
check box next to the keyword you want to modify, and then click the Edit CPCs/URLs button.

3. Click the Edit Keywords link on the Ad page.

4. In the keyword table that appears (Figure 23-8), you can specify different rates for each
keyword phrase, like this:

keyword**bid**

For instance, far infrared sauna**2.50** means “set this keyword to a maximum bid
of $2.50.”
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Make changes to your keyword list or maximum cost-per-click in the boxes below.
Save immediately or click Estimate Traffic to see how your changes could affect your clicks and costs.

Maximum CPC: USD §

Enter one keyword or phrase per line: Keyword Toaol
far infrared sauna**2,50%* | Want better clickthrough?

Use keyword matching options to
better target your ads.
mare infa]

far infrared saunas
infrared sauna
infrared sauna heater

infrared sauna kits keyword = broad match

infrared saunas [keyvword] = exact match
kidneys effects of infrared sauna "keyword™= phrase match
portable far infrared sauna | ~kevword = negative match

portable infrared sauna
zauna infrared

[I£3

[ Estimate Traffic ”Saue” Cancel ]

Want more control? Set optional individual CPCs and destination URLs faor each keyword in this ad group. [mare info]

Example: keyword**0.25**http:/,/wwW.yoururl.com/Xyz

Hle]Ux{WpxE]Y Change your keyword settings here.

Changing Target URLs
You can change the URL that a keyword points to, also. You may want people who come to your
site after entering one keyword to go to Page A, and those who enter another keyword to go to
Page B, for instance.

In the same keyword box, enter the information like this:

keyword**bid**targeturl
For instance: far infrared sauna**2.50**http://www.pursauna.com/abc
If you don’t want to specify a different bid, just leave that space empty, like this:

far infrared sauna** **http://www.pursauna.com/abc

Keyword Matching Techniques

There’s one more keyword adjustment we can make: changing the way in which Google matches
the keywords you enter with the keywords typed into the search engine by people searching
through Google.

313


http://www.pursauna.com/abc
http://www.pursauna.com/abc

314 How to Make Money Online with eBay, Yahoo!, and Google

By default, the keywords you entered are used in a “broad match” method of matching up
your ad with the searches, but there are three other methods:

B Broad match This, the default, can lead to high CPCs (Costs Per Click), and should
only really be used with multiphrase terms. If your keywords are, say, infrared sauna,
your ad will be included in the results whenever someone includes the words infrared
and sauna in their search, even if in reverse order or combined with other words.

B Phrase match A phrase match ensures that your ad only appears when someone uses
the terms in the order in which you entered them, although they may be combined with
other words. If your keyword phrase is infrared sauna, the ad appears if someone types
infrared sauna or cheap infrared sauna, but not for cheap sauna infrared.

M Exact match An exact match is one in which your ad is included in results only if
the searcher entered the exact phrase you bid on, with no other words included, and in
exactly the same order.

B Negative match A negative match tells Google not to include your ad in the results
if the word is included in a search. For instance, let’s say you want to display an ad
when someone searches for the term mesothelioma, but not when the search is for a
mesothelioma attorney; simply add -attorney to the list and your ad is never matched for
searches that include the word atforney.

The following table shows how to code the search terms:

Broad Match infrared sauna Match with any search including the words
Phrase Match “infrared sauna” Match with any search that includes the words in this order
Exact Match [infrared sauna] Match only with this exact search phrase—in this order,

and with no other words included

Negative Match -attorney Do not match with any search that includes this term, even
if other keywords match

—4

N

tlp You can quickly add negative keywords to an entire Ad Campaign, rather than just an Ad
Group. Choose the Campaign Management tab at the top, click the Tools link, and then click
the Edit Campaign Negative Keywords link.

(&

Understanding Expanded Matches

By default, any keywords that are set to broad match—and by default that’s all of them, unless
you change them to precise or exact—use expanded matching.
Expanded matching takes your keywords and looks for similar terms:

B If you entered a plural term, Google matches your ad with the singular term.

B If you entered a singular term, it matches with the plural.
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B It matches the ad with synonyms.
M It matches the ad with related terms.

If you’d like to see expanded-match terms, use the Google Keyword Tool; the terms it shows
you when you enter a keyword are the expanded terms.

Creating New Ads

You’ll want to experiment with different ad text. Does the word Cheap work better than the word
Affordable or the term Low Cost? Do the ads work better when you include a time-sensitive offer
(Reduced Prices for 30 Days), and so on.

You can actually create several ads for a single ad group, and then be able to see the results
for each individual ad. However, there is one problem with doing this. As you’ll see in the
next chapter, you’ll want to keep a careful eye on the results provided by each ad/keyword
combination. Some ads perform very well with some keywords, but not with others. If you have
multiple ads for a group of keywords—multiple ads in a single ad group—you can see how each
ad performs for the entire group of keywords, and you can see how all the ads combined perform
for a particular keyword. However, at present, you cannot see how an individual ad performs for
an individual keyword. One ad may do very well for keyword-phrase A, and badly for B, yet one
of the other ads in the group might do very well for B, and badly for A. If you group ads together
in an ad group, you’ll never know.

You can create new ads in this way:

B To add an advert to an ad group, open the group and click the Create New Text Ad
link. (To edit an ad, click the Edit link; if you have multiple ads in a group, you’ll find it
at the bottom of the page under the picture of the ad.)

B To create an ad alone, using the keywords from an existing ad group, you’ll have to
simply create a new group—there’s no shortcut to duplicate the group and change the
ad. Click the Create New Ad Group link in the Campaign Summary page, and copy and
paste the keywords from the first ad group to the new one.

Turning Off “Content” Placement

As you learned in Chapter 22, Google AdWords ads can appear in two places: in search-result
pages, and in content pages (pages on non-search sites).

By default, Google will distribute your ads throughout its entire network, both search pages
and content pages. We recommend you turn off the content network when you begin. You can
turn it on later, perhaps, but when you’re trying to find out if PPC works for you, you’ll increase
your chance of success by not using content distribution, because content sites are likely to
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be less effective than search-engine ads. The following outlines how to turn off the content
distribution:

Click the Campaign Management tab.

Click the name of the campaign you want to modify.

Click the Edit Campaign Settings link.

Clear the content network check box.

Click the Save All Changes button.

ok wONR

Writing Effective Ads

Creating an AdWords ad is an art, not a science. You have just 95 text characters to play
with. Invariably, you’ll find that you can’t quite say what you want to say, and have to keep
experimenting to get your message across. Unfortunately, your ads have to do two things:

B Encourage potential customers to click the ad

B Discourage people who are not customers from clicking the ad

Q note Youcan also create image ads—look for the Create New Image Ad link at the top of the
Ad Campaign table. These do not appear in Google. They are used for content-match

placement, on content pages, not search-result pages.

Unlike most forms of advertising, when you create PPC ads you don’t want everyone to be
attracted to the ad, you only want good prospects. With a TV or print ad, it makes no difference
how many people pay attention to the ad, even if most will never buy from you; the more the
better. With a PPC ad, though, you pay—sometimes a lot of money—each time someone takes
real interest in your ad. So you need an ad that works well to encourage the right people, and
discourage the wrong people.

This is where a good keyword analysis comes in (as we discussed in Chapter 22). If you have
a really good idea of what words people are using when searching for your products, you cannot
only bid on those keywords, but also use those words in your ad. This way, the people you’re
interested in will see the words they already have in mind.

The following are a few things to remember.

B Don’t mislead people. If you imply, say, that you are giving something away just to get
people to your site, you’re paying for wasted clicks.

B Be as clear as possible. Clarity reduces costs, while ambiguity increases costs by
bringing the wrong people to your site.

M Sell the sizzle. Remember, you’re advertising. Give people a reason to come to your site
and buy, such as: save money, make money, lose weight, get healthy, end your back pain . . .
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Use attention-grabbing words. New, Cheap, Free, Sale, Low-Cost, and so on. You must
do this, of course, without breaking Google’s guidelines (see the next section).

Think about what makes your site/offer stand out. What makes you special compared
to other businesses selling similar products. Are your products cheaper? Stronger?
Tastier? More popular?

Make it clear that your product costs money. This is important for many businesses
that are competing against companies which give away products. If you sell software, for
instance, you don’t want people coming to your site if they only want free software.

Abbreviate. Look for ways to remove unnecessary words, such as conjunctions. You
have 95 characters, including spaces! Make every character count.

Use calls to action. Employ lines like “See the Details Now,” “Read More Here,” “Learn
More Today,” and so on.

Use the keywords. Placing the primary keywords from your keyword list in the ad has
proven to help ad performance. Searchers will see their keywords bolded in the search
results, drawing their eye to your ad.

You’re not just creating one ad, though. You should experiment with multiple ads. You can
even assign several ads to each group of keywords, and Google will show you which ad performs
best for each keyword.

Google’s Editorial Guidelines

Further complicating the process is the fact that you have to comply with Google’s Editorial
Guidelines. Google, of course, has a number of concerns:

They want to sell as many “clicks” as possible.

They want the search results seen by searchers to be as “relevant” as possible, to keep
searchers coming back to use Google.

They don’t want advertisers to mislead people.

They don’t want results pages to look trashy, like if you have e-mail spam Subject lines
displayed in your e-mail program.

Their guidelines were created with these ideas in mind. Spend a little time reading
them before you create your ads. The guidelines demand such things as clear, “standard”
punctuation (only one exclamation point is permitted per ad, and not in the title; no repeated
punctuation—????, for instance); standard capitalization (www.PureSuana.com is okay, while
WWW.PURESAUNA.COM is not; don’t capitalize unnecessarily or excessively, such as FAST
AND FREE RESULTS!); and Limit Repetition (don’t repeat words unnecessarily or in a
“gimmicky” way such as Free, Free, Free . . .).
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Going “Live
When you’re ready to make your ad campaign live, and finally see the ads published in Google’s
search results, follow these steps:

Select the My Account tab near the top of the page.

Click the Billing Preferences link under the tabs.

Follow the instructions to provide your billing information.

P ONR

Return to the Campaign Management table. All ad campaigns shown as Active (in the
Current Status column) will now go live, possibly within seconds or a few minutes.

o

If an ad campaign has been paused, click the check box next to the ad and click the
Resume button.

You can’t just set a PPC campaign up and let it run. You have to monitor it carefully. We’ll
look at that subject in the following chapter.



Chapter 24

Managing Your PPC Campaigns
and Measuring Results

nce you set your PPC campaign running, you’ll probably be tempted to look at it every

few minutes. In fact, large PPC campaigns have to be monitored almost continually. If
you are paying half a million or a million dollars a month on PPC ads, you’ll probably want to
ensure that things are running smoothly. The average small-business owner doesn’t have time
to do this, of course. But you can’t just walk away either, and then come back a month later.
PPC campaigns take work; you need to see where your ads are sitting—if they drop too low you
won’t get any clicks. Keep an eye of the click cost, and, most importantly, figure out your Return

on Investment.

Viewing PPC Results

The first thing you’ll want to do is view the results of your PPC campaign. Begin by logging into
your AdWords account. The very first screen you see will show you a quick summary of each of
your campaigns (see Figure 24-1).

note By default, this table shows you yesterday’s results. Use the date controls above the table to
pick another date range if you wish.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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keywords, ad text, eto. -

All Campaigns Apr1, 2005
+ Create new AdWords campaian ®
O A 1 2005 - | 2ar 1 2005 EI

Pausel Resume |

Dekete | Edit Settings | [soowalcampaigs )|

[0 Campaign#1

Total

[] Campaign Name Current Status Current Budget Clicks Impr. CTR Avg. CPC  Cost Conv. Rate CostiConv.

“w" Track which clicks turn
into successful leads or

Paused [$50.00/day] 0 0 - - $0.00 sales. Learn more.
Mo, thanks
$0.00/ day o 0 - - $0.00 0.00% $0.00

active campaigns

Hle{V[{=Z®N The All Campaigns table shows what’s going on in each of your campaigns.

For each campaign, you can see various statistics from yesterday:

Clicks

Impr.

CTR

Avg. CPC
Cost

Conv. Rate &
Cost/Conv.

The total number of clicks on all the ads included in the campaign, for all the keyword
matches.

The total number of impressions—that is, the total number of times that the campaign’s
ads were displayed on a web page.

The click-through rate—the percent of ads that were clicked on. If the CTR is
0.5 percent, your ads were clicked on once for every 200 times they were displayed.
(Not an uncommon rate.)

The average price you paid for a click.
The total amount of money you spent for this campaign.

These columns are not enabled initially; rather, you’ll see a promotional blurb for
the tracking service. We’ll look at this under the section “Entering Conversion
Values” later in this chapter. These are Conversion Rate and Cost Per Conversion,
showing you how many clicks turned into sales.

A campaign summary is useful, but you can’t use it to carefully manage a PPC campaign.
You also need to see how each keyword and each ad performs. Click the name of the campaign,
and you’ll now see a similar table, this time showing summaries for each ad group in the campaign

(see Figure 24-2).
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Campaign Management

valgn Summary | Tools | Conversion Tracking Sean:l: r_ny (_:_al:np_aigns: _ @
F.:','i.‘:)l-):. ad text, sic. —_—

Campaign Summary > Campaign #1

Campaign #1 - Paused | Resume Campaign | Delete Campaign

Campaign Daily Budget: USD $50.00 | Edit Campaign Seftings
Mo campaign negative keywords. Add

Show all Ad Groups: v
Apr1,2005  1-2o0f2Ad Groups.
+ Create New Ad Group  View All Ad Groups [ @[ )
Change Max CPC | Rerame |  Fause | Resome | | Deinte | O : - =l
[0 AdGroup Name Current Status Max.CPC Clicks ¥ Impr. CTR Ava.CPC C

V. ost Ava.Pos Conv.Rate CostiConv.

o ! "W Track which clicks
Grot S =
[0 Saunat Ad Group Paused $1.00 0 0 turn into successful
leads or sales. Leam
more.
[0 Ssauna? Campaign Paused $354 0 0 - - -
Mo, thanke
Total - all 2 Ad Groups - - 0 ] - - - - 0.00% $0.00

H[cI0{=pZ®A Similar statistics are shown for each ad group.

You have much the same statistics here, in addition to the following:

Max. CPC The maximum bid you set

Avg. Pos The average position your ad held during the time period

We’re still not quite there yet. Click the name of an ad group to see the stats for that
particular group (see Figure 24-3).

Let’s take a look at the information that can be found there:

Keyword The statistics for a particular keyword—that is, the cost of the click through when
the ad was displayed after being matched with that keyword, and so on
Status There are four possibilities:

Normal: Your ads are being matched with this keyword.

In trial: Your ads are still being matched with this keyword, but may not be soon
(see the section titled “Managing Bad CTRs” later in this chapter).

On hold: Your ads are not being matched with this keyword any longer, though they
may be if Google runs out of ads that perform better.

Disabled: Your ads will no longer be matched with this keyword.
Max. CPC Your maximum bid for this keyword

Clicks The total number of clicks your ads receive after being matched with this keyword
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Impr. The total number of impressions—that is, the total number of times that the ads were
displayed—after being matched with this keyword

Ctr The click-through rate—the percent of ads that were clicked after being matched
with this keyword. Very low click-through rates will lead to this keyword being
disabled.

Avg. CPC The average price you paid for a click after the ad is matched with this keyword

Cost The total amount of money you spent for ads matched with this keyword

Avg. Pos The average position your ad occupied once matched with this keyword

Conv. Rate & See the section “Entering Conversion Values” later in this chapter for information on

Cost/Conv. Conversion Rate and Cost Per Conversion.

Campaign Management

Search my campai

keywords, ad tex

Campaign Summary | Tools | Conversion Tracking

Campaign Summary > Campaian #1 > Saunal

Saunal Paused 1 0f 2 Ad Groups | Next »
Current maximum CPC: USD $1.00 [zdif)
Apr 1, 2005
Tools: PEilter Keywords | »Add Keywords | Edit Keyvwords | Keyword Tool 1-12 of 12 keywords.
Cheap Infrared Sauna + Create New Text Ad | Image Ad
Health Benefits of Far Infrared @ [ pwwre v
Sauna. Low Cost, High Quality. | 1 0f 2 Ads: View all below Ol e p= [5]
www.PureSauna.com
D oo
|[Dwmte] editcPGaURLs
| Keyword Status Max.CPC clicks ¥ Impr. ctr Avg.CPC cost Avg. Pos Conv. Rate CostiConv.
Search Total 0 ol - - $0.00 =
Content Total i} a - - -
[] farinfrared sauna Mormal $1.00 0 0| .- - = =
[7] farinfrared saunas MNormal $1.00 0 o - - - -
[ infrared sauna Mormal $1.00 0 0 - - = -
[7] infrared sauna heater Mormal $5.00 0 o - - - -
[[] infrared sauna kits Mormal §1.00 0 o - = = <, ¥+ lracwnich cicks
into successful leads or
[] infrared saunas Normal $1.00 0 0 - - = sales. Learn more.
[] kidneys—effects of infrared sauna Mormal §1.00 0 0 - - - Ho, thaniy
[] portable far infrared sauna Normal 51.00 0 o -
[] portable infrared sauna Marmal $1.00 0 0 = = il
[] saunainfrared Mormal %1.00 0 o - - - -
[] saunas MNormal $1.00 0 B = = = -
[7] thermal life far infrared saunas Mormal $1.00 0 B - = = =

Sle]82{W¥®Y The Ad Group table, where you can monitor particular ads and keywords
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Managing Bad CTRs

—4
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One of the first things you’re likely to notice is that some of your keyword matches have been
Disabled, or perhaps are In trial or On hold. What is this all about?

tip Remember, despite people talking, in shorthand, about ads becoming disabled, it’s not the
ad that’s disabled, it’s the keyword match that’s disabled. The ad may still appear for other
keyword matches.

Google wants your ads to perform above a certain level. They want the CTR—click-through
rate—to be above half a percent. In other words, if your ad is clicked once or more every
200 times it’s seen when matched for a particular keyword, you’re okay. Drop below that
rate, and the ad gets onto the In trial list. In trial is a warning that your CTR for that keyword
matching is too low, and may also slow the delivery of the ad a little; Google will favor ads with
CTRs exceeding 0.5 percent for that keyword over one they think is probably lower.

Once Google is sure that the ad’s average CTR 1is 0.5 percent for that keyword match, it will
give the ad an On hold status. Basically, Google won’t match the ad with the keyword unless
“space becomes available”—in other words, if it can’t find anything better.

Finally, the ad is placed into the Disabled status for that keyword, where the ad will never
appear for that keyword match. In fact, a keyword match can become disabled if the ad has not
been matched with the keyword over the last 90 days.

Why Does Google Do This?

Why does Google penalize ad matches with low CTRs?

B Profitability They would rather display an ad that is likely to be clicked upon than one
that isn’t; remember, they’re paid when someone clicks, not when an ad is displayed.
Dropping ad/keyword matches that don’t perform well leaves room for better performing
(in other words, more profitable) ads.

B Relevance Google assumes that if people don’t often click the ads, the ads are not
“relevant” to the keyword match. Google wants to please people who search at the site
by providing search results that are as relevant as possible.

B Profitability I If ads drop too low because the price is below everyone else’s,
eventually they’ll be dropped. The simple fact is that the lower you are on a page, the
less likely your ad will be clicked. Penalizing ads with low CTRs forces advertisers to
bid more in order to stay in the game, encouraging more competitive bidding.

How to “Fix” Low CTRs

Remember, the CTR (click-through rate) is for a particular ad/keyword match. What, then, can
you do about that match’s CTR? There are several components to a CTR, including the following:

B The ad text The words seen by the searcher
B The keyword The keyword phrase the searcher typed
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B The audience The locations in which the ad is being shown

B Thebid How much you’re willing to pay for a click, which affects how high on the
page it appears

The first two items are fixed. You can’t modify an ad/keyword match by creating another ad
or picking another keyword, of course, since you’ve just created a new match.
What, then, can you do about a low CTR? Well, the following list offers some suggestions.

B Let it go! Perhaps it really is a bad match that isn’t worth pursuing. Instead, create new
matches—put together a different ad for the keyword, or modify the keyword and use it
with the same ad.

B Raise your bid. Increasing the bid will increase the ad position, although the low CTR
will create a penalty (remember, ad position is a function of both the maximum bid and
the CTR—so sometimes ads appear above ads with a higher bid).

B Consider targeting a different audience. Use the ad in a different region. Perhaps
people in some of the locations in which the ad is displayed are less likely to click for
some reason. Ads for discounts on ski tickets are likely to work better for people in
Colorado than in Florida, for instance.

Tracking Conversions

The statistics we’ve seen so far are useful, important even . . . but they’re nothing compared with
the ad/keyword match’s Conversion Rate and Cost Per Conversion:

B Conversion Rate This is the percentage of people clicking the ad who carry out some
useful action on your site: buying from you, contacting your sales people, signing up for
a newsletter, and so on.

B Cost Per Conversion This is the click cost for each sale.

Focusing on CTR while ignoring Conversion Rate is a big mistake! In fact, increasing CTR
can in many cases actually decrease Conversion Rate and increase Cost Per Conversion. It’s
quite possible to tweak your ad in a way that makes your offer more attractive to people who see
it . . . and thus brings more people to your site who are not going to buy from you or do anything
else of use to you. You multiply the number of useless clicks—which you still have to pay for, of
course—thus increasing the cost of each sale.

You really should turn on conversion tracking. The following explains how.

1. Click the Learn more link in the Conv. Rate / Cost/Conv. :-u" Track which clicks turn

column. into successful leads or

. . . sales. Learn Ie.
2. You’'ll see a page of background information. Click the Start

Tracking Conversions button. Mo, thanks

3. You'll see the first step in setting up your tracking (shown in Figure 24-4).
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Conversion Tracking Setup

w
Choose conversion types > Customize Text Block = Insert Code > Test setup

What types of conversions do you want to track?
Group your conversion data into different categories (conversion type’) to help you manage your tracking data. Use the
examples below to determine your own tracking needs. You can select as many types as you want, or create your own

category.

O

Conversion type

Purchase/Sale
Helps online commerce sites track purchases and sales to
determine return on investment (ROI1).

Lead
Appropriate for sales organizations tracking how many users
requested follow-up calls for more information.

Signup
Designed for sites interested in tracking sign-up statistics for
subscriptions or newsletters.

Page View
Helps sites track how many pages a user has viewed or the
length of a visit.

Other

[ « Back ] [ Continue » ]

FIGURE 24-4

Sample pages where you could place
conversion code

Page that says:
"Thank you for your purchase.”

FPage that says:
"Thank you for contacting us.”

Fage that says:
"Your subscription has been
processed.”

Landing page for a new campaign.

Flace code wherever you like.

Select the types of conversions you want to track.

4. You can track various types of conversions, not merely sales, such as the following:

Purchase/Sale
Lead
Signup

Page View

Other

Tracks how many of the ad clicks lead to sales

Tracks how many ad clicks lead to requesting information

Tracks how many ad clicks lead to someone signing up for a newsletter subscription,
subscribing to a web site membership, or some other form of signup

Tracks what people who click an ad do, how long they stay on the site, and how

many pages they view

Tracks some other form of action—placing the code on a page tells you how many
people who click the ad arrive at the page, so placing the code on a page at the end
of some kind of sequence allows you to track who has completed the sequence

5. Select the type of conversions you want to track, and click the Continue button. You
should see the screen in Figure 24-5.
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Conversion Tracking Setup

Cheoose conversion types > Customize Text Block > Inser Code > Test setup

Customize your "Google Site Stats’ text.

On the webpage to which you add the conversion tracking code, a small ‘Google Site Stats’ text block will
appear to customers who have clicked on your ad. Customers can click the ‘send feedback’ link to leam more
about the tracking process and tell us about their experience.

|T: This text must appear as is. Please do not alter your conversion tracking code or this tracking text after the
setup process. [7]

1. Choose text format (one line or two).

2. Customize the background color. Preview your selection.
Click desired color, or enter your own: |#33CC66

LT 11 WA

EEEE

Preview:

I[ « Back | [ Continue » |

JlelV]:{=Z®y Specify the format of the Google Site Stats block.

tip

6. Google requires that you place a small Google Site Stats block on your tracking pages—
the code you’re provided with in a subsequent step does this automatically. The text
block appears, for instance, on your sales-confirmation page. This page allows you to
customize that block. You can select the format—a one-line or two-line block—and you
can select a background color. (You’ll see the effect of your choices in the Preview block
at the bottom, above the Continue button.)

7. Click the Continue button and you’ll be shown the page with the code snippets (see
Figure 24-6).

8. In Step 1, Select your conversion page language defines the language used for the
Google Site Stats text block. Select a language if necessary, and the page reloads.

If you’re using Yahoo! Merchant Services, the confirmation page is an https:// page, so you
must select the https:// security level. If you're tracking on multiple pages, you need to know
how each page is delivered. If some use https:// and others use http:// you’ll have to do this
step twice. You cannot take code from this page after selecting an https:// security level and
place it on an http:// page, or vice versa.
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1. Select your conversion page language.
Your custom "Google Site Stats’ text block will be translated into this language. [2]

English (US) w

2. Select a security level.
Select the security level already in place for your conversion page(s). [?]
[nttp:t/ ||

3. Copy the code. Paste it into the relevant landing webpage{s). Then, publish.
Or, paste the code snippets into a file and have your web leam Insert them later.

Purchase/Sale [7]
Click anywhere in the box to select all code.

» Advanced opfion: conversion value

var google_conversicn_id = 1069706447;
var google conversion language = "en U5";

[

var google conversion format = "1";
var google conversion color = "FFFFFE":
if (1) ¢

var google_conversion_value = 1;
}

Lead [7]

Click anywhere in the box o select all code
¥ Advanced option: conversion value

<!-- Google Code for Lead Conversion Page —-- &

>

<script language="JavaScript"

cype="text/javascripc®>

L=

var google conversion id = 1069706447;

var google_conversion_language = "en_US";

var google conversion_format = "1";

<

Hle{8]:{=X®:} Grab your code snippets from this page.

9.

10.

11.

12.
13.

In Step 2, Select a security level defines whether the page on which you are placing

the code will be a secure page (https) or not (http). To make sure, load the page in your
browser, directly off the web site, and see how the sales-confirmation page has been
delivered. Look in the Address bar; you’ll see either https:// or http://. Then return to this
process and select the matching entry in the Select a security level drop-down list box.

If you wish, you may enter a conversion value (we’ll discuss this in a moment in the
section “Entering Conversion Values”).

Click inside the Purchase/Sale text box and then copy the text. (In Windows, you can
just press CTRL-C.)

Paste this text into a text file and save the file on your computer hard drive.

Copy the other text blocks in a similar manner.
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14. Click the Continue button at the bottom of the page.

15. The following page is a confirmation page. If you wish, you can end here. If you are
running PPC campaigns through other systems you can also use Google to track these.
Click the Continue to Cross-Channel Setup button.

Entering Conversion Values

During the process in which you grabbed the code, you saw an option in which you could enter
a conversion value. Google Adwords doesn’t know how much your conversions are worth to
you . . . unless you tell it. This option allows you to add value information to the code you will

be adding to your pages.
Click the Advanced option: conversion value ~ Advanced option: conversion value
. . . How much is each conversion worth to you? Provide a
hnk’ and the text box shown at rlght opens (1t may value, or enter a variable to capture each conversion's
a]ready be present), value. Then click ‘Refresh.” [2]
Into this box, you can type a number. It might Value: §/1.0 || Refresh
be a monetary value—10, for instance, means that See examples

the conversion is worth ten dollars. Perhaps you
regard each signup to a newsletter to be worth $10, or each sale is worth $10—say, if you only
sell one product, such as a newsletter subscription. (Don’t enter anything but a digit.)

tlp Need to get the code again, perhaps to code a different page? The original Learn more link,
where you began this process, has disappeared, and the Conv. Rate and Cost/Conv. columns
now show the actual data. Under the Campaign Management tab, click the Conversion
Tracking link. Then click the Get conversion tracking code link.

N

€

But what if you don’t know how much a sale is worth? Each sale is generally different,
after all. In such a case, you may be able to enter a variable value—Sales_Value, for instance. If
you’re not the programmer who built the site, you need to speak to the one who did!

If tracking pageviews or signups, for example, you can also leave the digit 1 displayed; the
conversion “value” is then 1, a way to track how many signups you’ve had.

When you’ve entered the value, click the Refresh button and then grab your code snippets.
Google will have added the conversion value to the script.

The Conversion Value statistics are not displayed in the normal Campaign and Ad Group
tables. Rather, they appear in the Reports area, under the Reports tab at the top of the AdWords

page.

Placing the Conversion-tracking Code into Your Site

Now you have to place the code you were given into your site. The way this is done varies,
depending on the system you’re using, so you should probably review the Conversion Tracking
Guide, which you can find by clicking the Campaign Management tab, clicking the Conversion
Tracking link, and then clicking the Setup guide link.
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tlp The general rule is that the code is placed into your HTML page immediately above the
</body> tag. But see the Conversion Tracking Guide before getting started.

If you’re using Yahoo! Merchant Solutions, though, here’s how to add the code to your store.

In Store Manager, click the Order Form link at the top of the Order Settings column.
Find the Message text box in the Order Confirmation area.

Grab the Purchase/Sale code you grabbed earlier (see Figure 24-6).

Paste this code into the bottom of the Message text box.

Click Done.

On the Store Manager page, click Publish Order Settings at the bottom of the Order
Settings column to add the code to your live store.

o gk wN-=

That’s it. You’ve added the code, and AdWords will now fill in the Conv. Rate and Cost/
Conv. columns in your reports. Unfortunately, with Merchant Solutions you won’t be able to add
a variable value for the conversion value (this is explained for other systems in the Conversion
Tracking Guide), so either the value will be 1, or it may be an average value you entered. You
won’t get the actual value from each order passed through to the conversion-tracking system.

Using Trackable Links

If you’re using Yahoo! Merchant Solutions, you should create a trackable link for each ad you
create. (See Chapter 21 for information on creating and tracking links.) This link is placed into
the Destination URL field for the ad—it’s the link that the ad actually points at. When someone
uses that link, Yahoo! keeps track of the information. Not only will you be able to see how many
people click the ad, you’ll also be able to see how many sales were made using it, and the total
value of all those sales, something Google’s system won 't be able to tell you.

If you’re not using Yahoo! Merchant Solutions, you may still be able to use some kind of
tracking system that can provide you with total sales per ad. Talk with your site developer or
e-commerce service provider, or check the documentation.

Using Other Tracking Tools

N

You can track results from Pay Per Click campaigns in many other ways. Virtually all
commercial web “metrics” tools—such as WebTrends, ClickTracks, Omniture, and Urchin—
include sophisticated tools for tracking traffic. These are far better tools than Google’s basic
conversion-tracking tools, of course. For instance, ClickTracks can even show you what links
people have clicked, depending on the PPC ads through which they arrived.

note Though Google requires a blurb on every page, with a send feedback link, other tools don’t.

Google’s tracking tool is free, however, while you have to pay for most others.
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In addition, you can purchase specialized software—or rent it by the month—designed for
tracking PPC campaigns. Using one of the major search engines, search for terms such as ppc
tracking or ppc statistics.

Using the Conversion Information

The conversion information is critical, because it gives you the most important feedback: how
much money does each ad (combined with each keyword) make for you.

Q tlp If you combine a single ad with a single keyword—that is, each ad group contains a single

I\ ad and a single keyword—you can use trackable links in Merchant Solutions that will tell you
exactly how much money each keyword-match combination makes. Unfortunately, this is not
practical in most cases. Tracking of this kind is possible with more sophisticated

e-commerce systems, however.

ez

AdWords show you the percentage of people who click the ad to reach your sales-confirmation
page—that is, the conversion rate. It also shows you the cost of each conversion. (See Figure 24-7.)
If, for instance, 100 people click your ad, at an average click cost of 87 cents, you’ve just spent
$87. If your conversion rate is, say, 1.33 percent, your cost per conversion is $65.41.

B If an ad/keyword combination works very well, producing high conversion, yet has a
low position on the search-results page, consider paying more to push it up in the list
of sponsored ads on the search-results page so you get more people clicking it. These
people are likely to convert well, as your statistics already show.

B If conversions from an ad/keyword combination cost more than your gross profit on the
transaction, stop using it. You’re wasting money.

B Consider shifting funds from low-performing ad/keyword combinations to high-
performing combinations in order to move them up the ranks.

B Keep a record of good combinations so you can use them on other PPC systems.
(However, different PPC systems may provide different results.)

‘D Keyword Status Max. CPC clicks ¥ Impr. ctr Avg.CPC cost Avag. Pos Conv. Rate CostiConv.
|SearchTotal 0 Qi - §0.00 - 0.00% $0.00
|ContentTotal ] 0o - - - i 0.00% §0.00
| [ farinfrared sauna Mormal $1.00 0 o - - - - 0.00% $0.00
‘ [ farinfrared saunas Marmal $1.00 0 o - - - - 0.00% §0.00

Fl{U{WIWA You can see exactly the cost of each conversion.
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Remember your ROI (Return on Investment) calculations from Chapter 22. You already know
how much a conversion should be worth, so these conversion numbers will tell you if your PPC
campaign is profitable or not . . . and if it is, how profitable. If you’re making a few cents profit
per transaction, it still may not be worthwhile.

There’s another thing to consider about poor conversion rates, something that’s rarely
discussed. The single most important factor in low-conversion rates is bad site design! Hundreds
of millions of dollars have been spent on PPC to bring people to web sites that do a terrible job
of converting visitors to sales. It’s easy to blame the Pay Per Click advertising in general, or the
keywords you used, or the words in the ad . . . but what about your web site? If the site does
a lousy job, your PPC conversion numbers will be lousy, too.

Watching for Click Fraud

Be on the lookout for click fraud, fraudulent clicks on your PPC links. Click fraud is a huge
problem for the PPC networks, and happens for two reasons:

B Competitors Business owners sometimes click ads that sit higher than them in the
ranks in order to grab a higher position by forcing the competing ads out—either by
running through the competing ad’s budget or by simply frightening the business owner
into dropping the bid.

B Sites scamming the search engines Owners of sites that run AdWords ads on their
sites (through the AdSense program), or a similar PPC distribution program, sometimes
click links appearing on their sites in order to push up their income. (Sites using AdSense
earn a commission each time an ad is clicked.) This is particularly a problem for
keywords that are very expensive.

Sometimes the clicks are manual; someone literally sits in front of a computer and clicks the
links. In other cases, programs are used to click particular ads.

Q note Click fraud is so serious it “threatens [Google’s] business model,” according to Google’s
Chief Financial Officer George Reyes.

How big is click fraud? According to some estimates, perhaps 20 percent of all clicks in certain
very competitive advertising categories are fraudulent. Other analysts claim that 20 percent of all
clicks are fraudulent.

So how can you deal with it? First, remember that just because some clicks may be
fraudulent, it doesn’t mean PPC can’t be profitable. You might consider fraudulent clicks as
simply a cost of doing business, just as real clicks from people who are interested in your ad but
don’t buy from you are also worthless to you. What counts is the ROI (Return on Investment)—
does your ROI “work” for you? (See Chapter 22.)
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Of course, in some cases click fraud becomes so serious it can’t be ignored. Indeed, it makes
a PPC campaign totally unprofitable. So how to avoid the dangers of click fraud?

B Rely on the search engines. The search engines all claim to have antifraud departments,
and Google recently began filing lawsuits against people it claims are using click fraud.
On the other hand, the problem is way too big for serious PPC advertisers to rely on
search engines.

B Check for unusual activity in your hit logs. If you see a sudden huge jump in traffic to
your site coming from your ads, you may be the victim of crude click fraud.

B Consider using a fraud detector. If you have a significant PPC budget, you should
seriously consider using a fraud-detection tool. There are a number of these, such as
ClickDetective, Click Defense, Click Risk, Clicklab, and WhosClickingWho. These
systems look for people clicking your ads repeatedly; some fraud detectors even claim
to be able to identify when people click just once or twice a week.

B Don’t bid on really expensive keywords. If your keywords are $50 a click, you’d better
believe you’re a prime target for fraud! If you must use these keywords, you must use
a fraud detector.

If you’re sure you’re the target of click fraud, contact the PPC network. They will issue
refunds if you push hard enough and convince them you really have been scammed, though
they’ve also been criticized for not being very responsive, too.



Chapter 25

Selling Through Shopping
Directories: Froogle, Yahoo!
Shopping, and More

Google, Overture, and MSN are not the only PPC games in town—you shouldn’t forget the
shopping directories. Systems such as Yahoo! Shopping, Shopping.com, PriceGrabber, and
mySimon are Pay Per Click product-search directories. Some are integrated into major search
engines—search for a product at Yahoo! for instance, and you may find links into the Yahoo!
Shopping area, and results from PriceGrabber appear in Ask Jeeves, DogPile, and Metacrawler.
Others are integrated into major content sites—results from mySimon and Shopper.com appear
in CNET.com, for instance.

If you’re interested in the PPC game, you really should check out the shopping directories.
They often provide lower-cost clicks—in fact, a couple of directories, Froogle and Google
Catalogs, don’t charge anything. They are easier to use, and in most cases do not use a bidding
system—you pay a flat rate per click. And they are easy to work with; once you’ve prepared
to feed data to one of the sites, it doesn’t take long to feed that data into the other sites (some,
however, charge setup fees). In fact, you may even hear a rep from one of these companies say
something like, “If you’re already feeding data to Yahoo! Shopping, we can use that data feed.”

How to Work with the Shopping Directories

The shopping directories are search engines, but specifically for merchandise. They are giant
catalogs of products (see Figure 25-1).

L
—

S

tlp Many online buyers are very price sensitive. If your prices are significantly above everyone
else’s, marketing through the shopping directories probably isn’t going to work for you. We
discussed price sensitivity in Chapter 1.

N

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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Fle{U WL ®/B You can get to Yahoo! Shopping directly, at shopping.yahoo.com, or simply
click the little Products link before you search at Yahoo!.

From the merchant’s point of view, there are really three types of shopping directories:

B Free directories You provide your data, and the directory sends traffic to you at no
cost. Not surprisingly, there aren’t many of these. Most notably they include Froogle
(Google’s directory), Google Catalogs, and PriceSCAN.

B Fixed-click price Most directories are fixed-price directories. You’ll pay for every
click, as with the Pay Per Click systems we’ve already seen. But there’s no bidding;
it’s a fixed rate per product category.

B PPC bidding These systems (such as BizRate and Shopping.com) have a minimum
click rate, but the actual rate you pay depends on the bidding; merchants bid for position.
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Is it worth working with the shopping directories? Maybe. As with all other forms of marketing,
you don’t know what works until you try it. The advantage of the shopping directories is that
even if they don’t work, you probably haven’t invested much time and effort into trying them.
It should be possible, in most cases, to get set up with several directories very quickly.

Many merchants have seen the shopping directories as some kind of guaranteed business
source. Just feed data into the directories, and watch the business roll in. The reality may
be very different. Here are some real numbers from a luxury-goods merchant using Yahoo!
Shopping:

Clicks from Yahoo! Shopping 2,278

Number of sales 7

Conversion rate 0.3%

Cost of clicks (@ 40 cents/click) $728.96

Total value of sales $2,532.00

Average sale $361.71

Average cost per sale $130.17

Average cost per sale, as a % of sale 36%

Return on investment $3.47 for every dollar spent on clicks

Not a resounding success. Did the merchant make money? After paying their cost of goods,
they probably did, but not much. Their results through Froogle were even lower, a conversion
rate of under 1/10 of a percent; on the other hand, the Froogle traffic is free.

Does that mean the shopping directories don’t work? No, absolutely not. Other businesses
can and do get much better results. Why?

B Perhaps their web sites are better designed and do a better job of converting visitors to
buyers.

B Perhaps their pricing is more competitive (the merchant that provided these numbers
definitely has a pricing problem).

B Perhaps they are up against less competition.

B Perhaps they are in a category with products that sell online more often.

What will you need in order to work with the shopping directories? Basically, a “data feed,”
information about your products that is fed to the directories.

If you are using Yahoo! Merchant Solutions, you’ve already learned about feeding data to
Yahoo! Shopping (see Chapter 21). That shopping directory can pull data automatically out of
Merchant Solutions. Of course, if you aren’t using Merchant Solutions, you can still feed data to
Yahoo! Shopping. All these directories can work with simple delimited text files.
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What'’s a delimited text file? It’s a text file that contains information about each of your
products, with each field of data separated by some kind of common character—a tab or a
comma:

¥ TextPad - [C:ADocuments and SettingsiPeter Kent\Desktopidata.csy *] Bad
[Z] File Edit Search ‘iew Tools Macros Configure ‘Window Help - & %

DEE BERY| B o =22 |29 G e »

id, code, product=url, taxable, ship=-weight, label, family, gift-certificate o
1x-201, "LE-201", "hetp: //wuw. yourdowain, com/ ", Yes, 32, "The LX-201 Sauna

‘ tlp Using text files to feed data to directories works well for small businesses. Many larger
[\~ businesses, with more sophisticated technical departments, may already be using a database
system for managing product data.

\\

The easiest way to create such product-data files—the data feed files—is in a spreadsheet
program such as Microsoft Excel. (We discussed this issue in Chapter 13.) There’s a catch,
though. Each system has its own data-file criteria—different required fields and different
headings for the fields. Here’s the simplest way to manage this:

1. In the first worksheet in the spreadsheet program, save all your product data, with all the
product information that’s available.

2. Create worksheets for each of the shopping directories you’re going to work with.

Complete Data / BizRate / Froogle / NexTag / PriceGrabber / PriceSCAN £ Shopping.corn £ YiShopping /

3. Ineach of the secondary worksheets, enter the correct heading names for the data
columns, according to the shopping directory’s required format.

4. Reference data from the main worksheet to the secondary sheets, so that when you
change any numbers in the primary sheet the changes appear in the secondary sheets.
(See your spreadsheet program for information on how to do this; this is not merely
copying the information, but referencing the information.)

5. When you need to export data to a directory, save the entire document to ensure all
recent changes are saved, then save the specific shopping-directory sheet in a .csv format
(Comma Delimited). In Microsoft Excel, for instance, do a File | Save As, and pick the
.csv format. When you do this, Excel only saves the data in the currently displayed sheet.
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tip Ifyour company publishes a paper catalog, send it to Google! They’ll add it to Google
Catalogs. See catalogs.google.com for more information.

Using Froogle

Froogle is Google’s shopping directory (www.froogle.com). The banner at the top says that the
system is in “beta,” which means it’s prerelease test or experimental software. But it’s been that
way for a couple of years now, and millions of people already use Froogle (see Figure 25-2).

Furthermore, Google often places links from its main search-results pages, at Google.com, into

Froogle.

ft Internet Explorer

! Fle Edt Mew Favontes Tools  Heb

00 HNROG LK@ B S ~ we Bt o

: Google - |sauna vl| @ searchwes - g
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: - nammock ...
Search within
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Mr Sauna - A200 in NA

| $0,432.00 - Fixtures Direct Reviews Add fo list

Search by store The wltimate in design and luxury for home saunas. Beautiful in appearance,

Amazon.com ! exfraordinary feztures, installs quickly for a life ime of pleasure. .
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BETA
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Hlel8]x{=l:®A Froogle is a very convenient shopping directory . . . and it’s free to you.
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To sign up, visit Froogle and look for the Information for Merchants link at the bottom of
the Home page. You have to provide a very simple data-feed file—Froogle only wants a little
information. For each product you’ll provide the data in the following table:

product_url The URL of the product’s page
name The product name

description The product description
image_url The URL of the product image
category A category name

price The product’s price

This data is transferred to Froogle using an FTP program, a tool frequently used by web
designers to transfer files to web sites.

Using Yahoo! Shopping
We looked at Yahoo! Shopping in Chapter 21. Yahoo! Merchant Services provides a convenient
way to transmit data to Yahoo! Shopping—the directory can pull the information directly out of
Merchant Services’ Catalog Manager. If you’re not using Merchant Services, you can still use
Yahoo! Shopping, of course, but you’ll have to submit a data-feed file to the system.

Yahoo! Shopping is a major system, of course, because Yahoo! itself is the world’s most popular

web site. So this directory could, potentially, send a lot of traffic to your site. Yahoo! charges a
simple click fee based on the product category; there’s no bidding for position on this directory.
Remember, if you use Yahoo! Merchant Solutions, you’ll get a 20% discount on these fees.

Other Shopping Directories to Work With

There are a number of other systems you might want to check out:

PriceGrabber, http://www.pricegrabber.com/  Shopping.com
Shopzilla, Shopzilla.com PriceWatch.com
NexTag.com PriceSCAN.com

PriceSaving.com

\

N

tlp You can find many more directories in Yahoo! Directory (http.//dir.yahoo.com/Business_and_
Economy/Directories/Companies/) and Google Directory (http://directory.google.com/Top/
Shopping/Directories).

(&

There are many other shopping directories. Some may be worth listing in, if they are
specialty directories related to your business. However, many are not worth dealing with; they
won’t send you much traffic, so you’ll waste a lot of time signing up for all these directories.


http://www.pricegrabber.com/
http://dir.yahoo.com/Business_and_Economy/Directories/Companies/
http://dir.yahoo.com/Business_and_Economy/Directories/Companies/
http://directory.google.com/Top/Shopping/Directories
http://directory.google.com/Top/Shopping/Directories

Chapter 26

Improving Natural
Search Engine Ranking

You’ve learned how to get traffic from the search engines—by paying for it. But there’s
another way to do it. Remember, many results displayed on a search-results page are not
PPC ads! On Google, for instance, you might find two paid ads at the top and eight down the
side . . . but ten free search results in the body of the page. If you can place your pages in this
free area, you can get free traffic to your site.

Why You Must Understand the Search Engines

Most small businesses that employ web-designer firms to build their sites, or that have designers
on-staff, rely on the designers for search-engine optimization. The fact is, though, that very few
web-design firms or web designers understand search-engine optimization, even if they say they
do. (For competitive reasons, most design firms claim to understand this subject; they don’t.) It’s
essential that someone on your team does.

Q note The term search-engine optimization means the process of helping a web site rank well in

the search-engine search results. The term optimize originally meant to create a web page
in such a manner that a search engine is likely to think it is very relevant for a particular
keyword or keyword phrase.

This chapter is not a comprehensive description of search-engine optimization—there are
entire books written on the subject. But it will give you a good start, outlining the basic rules.
Sometimes getting free traffic—by placing your pages into what are known as the organic or
natural search results—is very easy. (For example, we know for a fact that you can easily rank
well for the search term pet cosmetics, perhaps even within a few days.)

Usually, however, if you are in a very competitive situation, ranking well takes time and
energy . . . and perhaps a lot of both. For instance, if you are selling a book about buying a

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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mortgage, the chance of ranking well on the keyword mortgage is highly unlikely. Perhaps there’s
a related term you could target, such as buying mortgage advice. But even to rank well on a term
like that would be very difficult (3.6 million pages indexed by Google contain those words).

Unfortunately, much of search-engine optimization is guesswork. The search-engine
companies don’t want you to know how to make a page rank well in the search engines; they
regard that as manipulation. Thus there is a lot of conjecture in this business, and a lot of
downright misinformation. It’s complicated, but if you want to try to get free traffic from the
search engines, you have to at least understand the basics.

Understanding Search Engines

Let’s begin by learning exactly what search engines are and what they do. First, it’s important to
understand the difference between a search engine and a directory.

B Search Engine A system that “indexes” web pages—it looks at millions of pages
(Google currently indexes over eight billion pages!) and stores information about those
pages, in some cases even keeping a copy of many of the pages. The three big search
engines are Yahoo! (www.yahoo.com—see Figure 26-1), Google (www.google.com),
and MSN (www.msn.com).

B Search Directory A system that categorizes web sites, not pages. The directory has no
idea about the content of particular pages within the site; it just knows what the site is about.
Yahoo! had the first massive directory on the Internet (dir.yahoo.com—see Figure 26-2).
Google also has a directory (dir.google.com), but MSN does not currently have one.

Q ti Remember, search engines index the content of individual web pages; search directories
I\ categorize web sites.

Cas

We’re primarily interested in the search engines—the web-page indexes—for a couple of
reasons:

B Indexes are now used far more than directories; most search traffic goes through the
indexes, not the directories.

B There’s not much you can do to optimize your site for the directories—the large
directories are human-edited; someone actually looks at your web site and decides
where to place your site in the directory, and what text will appear in the listing. You
can suggest text, but the editors may not accept it.

tlp This is an introduction to search-engine optimization. This is a big, complicated subject . . .
to do really well, you may need to understand more. Sometimes ranking well is very easy.
Follow these basic rules and you may find your site on the first page of the search results at
major search engines. In many cases, however, you're up against a lot of competition, and
ranking well is very difficult. One of the authors of this book, Peter Kent, is also the author of
Search Engine Optimization for Dummies (Wiley Publishing, Inc., 2004), which provides
a more detailed path to search-engine success.

N
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Fl{UNWLAE  Yahoo!’s search engine. Type a keyword here and Yahoo! searches through the

content of billions of pages.

So the search engines come to a web site and start reading pages. They index the text on the
page, and, using very complicated (and secret) computer-programming algorithms, they attempt
to match pages with searchers’ queries. When someone searches for the phrase shoes denver,
for instance, the search engine attempts to find the most relevant pages for that search. That’s a
complicated thing to do—Google, for instance, has around three quarters of a million pages with

the words shoes and denver in its index.

How do search engines find your pages? They use “searchbots” that follow links all day long
(that’s the great thing about “bots”—they never need to rest). They travel from page to page to
page, reading and indexing every page as they go. (You’ll learn how to get them to arrive at your
site under “Registering with the Search Engines” later in this chapter.)
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Sle]8:{=WL;®8 Yahoo!’s directory. You can browse through the categories or search for a web
site, but the directory does not contain information about individual pages, only

web sites.

Your goal is to appear at the top of a search-engine results page when someone searches on
your top term (see Figure 26-3). Even if you’re not top, but in the first few positions, you can
still get a lot of traffic. If you drop “below the fold,” though (below the area of the page visible
without scrolling), traffic drops off dramatically. And if you’re on page 2, even at the top, you’ll
see only a small fraction of the traffic garnered by the #1 position.

By following a few basic rules, you can create sites that will be indexed by the search
engines. And by creating pages that are “search-engine friendly,” you have a good chance of
ranking well and getting traffic when people search for the keywords to which your site is

related.
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Hle{Ux{=W L&Y Here’s where you want to be when someone searches for, say, pet cosmetics.

Understanding the Keywords

The foundation of a search-engine optimization program, as with a PPC campaign, is keyword
choice. You must understand what keywords people are using to search for products such as yours.

note Optimizing a page means placing keywords into the page in such a manner that search
engines will read the page and think that it is highly relevant for a particular phrase—that
is, a page that searchers will find useful when they are searching using that keyword phrase.
You can optimize a page only for a single keyword phrase at a time; thus, if you have many
keyword phrases you're interested in, the ideal is to create pages for each phrase and optimize

each one.

We looked at how to research keywords in Chapter 22. We want to reiterate in this chapter
that you should do a good analysis. If you don’t have a really good idea of which keywords
are important to you, you won’t know how to optimize your pages for the right keywords. And
nobody actually knows the important keywords just by guessing, however well they know the

business they are in.
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As we mentioned before, we believe you shouldn’t rely merely on the Overture or Google
keyword-analysis tools. You should use the real thing, a full-blown analysis tool such as
Wordtracker.com, which can be “rented” for under $8 a day. (All you need is one day.)

Making Sure Search Engines Can Index Your Pages

The first thing to consider is that if search engines can’t read your pages, they can’t index them.
They won’t be included in the search engine index, and so have no chance of appearing if
someone searches for a term related to your products and services.

note Justbecause a page is in the index, doesn’t mean it will appear in the search results. The
first step is to make sure it will be indexed . . . but you also have to create it in such a manner
that it has a good chance of appearing high in the search results.

When are search engines unable to index your site? When you have very complicated URLs.
For instance, a page may not be indexed if its URL looks like this:

http://www.domainname.com/Catalog/Catalog.asp?PagelLevelID=548&bRange=2750
&tRange=8975

Q in  Here’s a rule of thumb. If you have one or two database parameters in a URL—one or two =

tip . ers in a URL—one or two -
L\ signs or? characters—the page is probably okay, the search engines will quite likely index it.
If there are three or more, though, you may have a problem. However, there are a number of
technical reasons why search engines won’t index pages with very complicated URLs, which
we don’t have space to cover here.

Cag

This URL references a page that is “databased”; the web server sends a “query” to the
database, asking for the page. Each = sign in the URL indicates a different “parameter” in
the query.

Another issue that causes problems is that of the session ID, a piece of code that is used

to track a particular user session as the site visitor moves through the web site. It might look
like this:

http://www.domainname.com/index.jsp;jsessionid=S8HFB9876R9BSDI9876WROB

Q tlp If you see the word sessionid in a URL, it’s a session ID string! (But some URLs that don’t
W include that term may also be session IDs.)

ez

If your pages use session IDs, two problems can occur:

B Search engines may not index the pages.

B If they do index the pages, the URL in the search results page probably won’t work
correctly.


http://www.domainname.com/Catalog/Catalog.asp?PageLevelID=548&bRange=2750&tRange=8975
http://www.domainname.com/Catalog/Catalog.asp?PageLevelID=548&bRange=2750&tRange=8975
http://www.domainname.com/index.jsp;jsessionid=S8HFB9876R9BSD9876WR9B
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note Pages created using the Yahoo! Merchant Solutions e-commerce system do not have these
problems. They can be read and are indexed in the major search engines.

Both these issues are problems with e-commerce products; the first is very common with
all types, including “off-the-shelf” systems, while the second is more common with more
sophisticated custom systems.

How do you know if your site, or a product you are considering using, has this problem? Find
out if pages created by the system—either on your site or on other companies’ sites using a system
you are evaluating—are indexed by the major search engines.

tlp Here’s a quick trick to see if a site is indexed by the search engines. Search for this: site:
domainname.com. The search engine returns all the pages on the site it knows about. This
trick won’t work on all search engines, but it will work on Google, Yahoo!, and MSN.

Avoiding the Basic Mistakes Before You Start

There are a number of other basic mistakes made by businesses when they build their web sites,
in fact more common mistakes than the above indexing problem. Luckily, they’re all easy to
avoid.

Frames

The term frames refers to creating “subwindows” within a browser window and placing documents
inside (see Figure 26-4).
Framed sites have three main problems:

B They are typically built in such a manner that search engines are not provided with all
the information they need to index each page separately.

B When a page is found in the search engines and someone clicks to visit the site, the page
is displayed outside the frame setup (without the normal navigation, for instance).

B If you use a PPC system (see Chapters 22 and 23), you can’t link to the product page
because in a frame situation you can’t see the content-page’s URL; again, linking to the
page breaks it out of the navigation.

Frames are a big mistake, and rarely needed. There isn’t much you can’t do without frames
that you can do with them, anyway. Avoid them if you can. If it’s too late—you already have a
framed site—we recommend you read a book on search-engine optimization that addresses this
issue, or find expert help.

Invisible Navigation Systems

Some navigation systems cannot be read by the search engines. Search engines do not read
JavaScript and DHTML, for instance, two coding systems often used to build drop-down
menus (see Figure 26-5). Thus, if your site’s entire navigation structure is built using this sort
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of programming, the only pages the search engines will ever reach are the ones linked to from
outside your site; the search engines will generally not be able to enter the site and move through

it, indexing all the pages.

note The button navbar used by stores created with Yahoo! Merchant Solutions do not have this
problem; search engines can read this bar.

The fix is easy. Simply ensure that you have plain old text links in the body of the page, or
perhaps a little plain-text navigation area at the bottom of the page.
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Fl{U WL/ This drop-down navigation system was built using JavaScript, so search
engines will never see it.

tlp Consider creating a sitemap page and ensuring it can be reached easily from your home
page, then link to every page in your site from that sitemap. This is a great way to provide
easy access for the search engines.

Images and an Absence of Text

Search engines need text to read. If you don’t give them text, there’s nothing much for them to
index. And text means actual typed words on a web page, not words appearing in images.

Many designers create much of the site in an image-editing program, then drop the images
into pages. Some sites even contain all or most of the text in the images. Apart from the fact
that in most cases this is a very inefficient way to build a web site and that doing so creates very
large, slow-loading pages, it also creates pages with nothing for the search engines to index . . .
pages that won’t rank well in the search results.

Let’s say you have a stock-photo business; you don’t need many words, you just need to
present the pictures on your web site and let visitors pick the ones they want. However, the fact
is that without text, search engines don’t have anything to index, so if you provide hundreds of
pages with nothing but pictures, you’re not giving the search engines enough to work with.
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note All these rules are dependent on how much competition you are up against. If very few
other web sites are competing for the search keywords you are after, you can get away with
breaking some rules . . . you may be able to rank well with very little effort. Don’t bet on it,
though!

Macromedia Flash

Macromedia Flash is often used by designers to create attractive, interactive components inside
web sites. On occasion it is used to create an entire web site—all the pages are inside the Flash
file, and all the navigation between the pages, too . . . everything’s inside the Flash file.

While there are very good reasons for using Flash, there’s also a reason that designers don’t
like to discuss:

Flash is often used because designers like to use Flash.

In other words, it’s often used for no good reason. It’s often used when HTML could easily
be used in its place, and the average site visitor wouldn’t even notice the difference.

note BothYahoo! and Google, in their Advanced Search pages, allow you to select from one of
seven different file formats—you can, for instance, search for an Adobe Acrobat PDF file or
a Microsoft Excel spreadsheet file. Flash is not one of the file formats listed.

This wouldn’t matter too much, except there are real consequences to using Flash in place
of regular HTML on a web site—search engines won’t index the site well. While search engines
sometimes do index the content of Flash files, their main concern is the content of HTML pages.
You can virtually guarantee that if the only thing you provide to the search engines are Flash
files, your site will not rank well! That’s not to say you should never use Flash; just that if you
do, you should think about providing text to the search engines in some other way. (Actually,
there are other consequences, among which is the fact that Flash sites are often more expensive
to modify and maintain.)

File and Directory Names

When you are creating your site, consider using keywords in your file and directory names. The
search engines index the names, so you can sometimes get a little boost from that. You can also
include keywords in a domain name, of course.

Let’s say you are creating a page related to one of your pet-cosmetic products, the rodent
eyeliner. You could create a directory and filename like this:

http://www.PetCosmetics.com/pet-cosmetics/rodent-eyeliner.html

Note also that we’ve separated the words in the folder and filenames with hyphens, not
underscores. This is the preferred way to do this, because the search engines will recognize the
two words in each item (pet and cosmetic, and rodent and eyeliner) as separate words. If you
use an underscore the search engines see them as one word, with the underscore as just another
character in the word.


http://www.PetCosmetics.com/pet-cosmetics/rodent-eyeliner.html
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Optimizing Pages for Particular Keywords

As we mentioned before, this is a text game; you need plenty of content (that is, words) typed
into your pages. Why exactly is that? Well, search engines try to match keywords typed into the
search engine with words from the web pages, in order to index. If they can’t find the keywords,
they have nothing to match.

Furthermore, there are other criteria. The engine can’t simply give someone every page with
the keywords in them; it has to rank those pages somehow. And it uses criteria such as these:

N
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tip

How often does the keyword appear in the page? (More is better, within reason.)

How many pages in the site contain the keyword?

How many links point to the page with the keyword in the link text?

Is the keyword in the page’s <TITLE> tag? How close to the beginning of the title?

Is the keyword in any headings in the page?

Is the keyword in any body text in the page? Is it near the top of the page?

And more . . .
You may have a list of 50 keyword phrases you’ve decided to focus on . . . but you can’t
optimize all your pages for all 50. One strategy is to create a page for every keyword you

are interested in, optimize the page for just that keyword, but then ensure some of the other
keywords are also included in the page.

As you can see, you need text. You can use the text in your pages to give the search engine
clues as to what the page is all about, by where and how often you place the keywords in the page.

hote

This description refers to some HTML-coding terms. You cannot optimize web pages
without understanding HTML, and we don’t have room to teach it, so we’re going to
assume a basic understanding of HTML tags.

Here’s a simple summary of the process. Let’s say we’re optimizing for the term Pet Cosmetics
(which, admittedly, isn’t used as a search term very often for some reason!):

1.
tip
2.

Pick the keyword phrase for which you want to optimize a page.

Place the <TITLE> tag immediately below the <HEAD> tag at the top of the page.

Ensure that the keyword appears at least once in the page’s title (created using the
<TITLE></TITLE> tags). The title is the text that appears in the browser’s title bar
when the page is loaded. The keywords can appear twice if you wish, at the beginning
and end of the tag, with various other keywords in between—no more than around 50-70
characters, like this:

<TITLE>Pet Cosmetics. World's best makeup for pooch or kitty. Best
Pet Cosmetics available</TITLE>

349



350 How to Make Money Online with eBay, Yahoo!, and Google

3. The page description is indexed by the search engines, and sometimes even displayed on
the search-results page. Create a DESCRIPTION metatag using the term, starting with
the term. Again, use it a couple of times, mixed in with other keywords, to a maximum of
around 250 characters, like this:

<META NAME="description" CONTENT="Pet Cosmetics. The world's best
Pet makeup - lipstick for cats, eyeliner for dogs, blush for
gerbils. We're the Pet Cosmetics leader in the Chicago area, with
Pet Cosmetics for all types of pet, including cat makeup, dog
makeup, rodent makeup, alligator cosmetics, and more.">

4. Create a KEYWORDS metatag containing the keyword and other related terms. Limit
the tag to around 10 or 15 words, and don’t use too much repetition. Something like this
could work:

<META NAME="keywords" CONTENT="Pet Cosmetics cat makeup dog makeup
rodent eyeliner gerbil blush dog cosmetics pet makeup">

tlp You can forget about other metatags, such as the REVISIT-AFTER tag, although many web
designers will tell you they are important. As far as the search engines go, they have little or
no effect.

&

N

5. Use the keywords in the ALT attribute of IMAGE tags. The ALT attribute creates the
“pop-up” text that appears when you point to an image in a web page. For instance, on
a product picture you might have this:

<IMG SRC="dog-lipstick.jpg" ALT="Pet Cosmetics - Dog Lipstick"s

6. Put the keywords into the headings on the page, using <H> tags. If a search engine finds
keywords in a heading, it will consider it to be one of the more significant terms on the
page. For instance:

<H1>Pet Cosmetics for every Pet - Dog, Cat, and Rodent</H1l>

7. Put the keyword into the body text, and use it multiple times. Don’t overdo it; if the text
sounds clumsy, like you’ve been using the keyword over and over again—because you
have!—you’ve almost certainly gone too far.

8. Place the keyword into bulleted lists, italic text, and bold text, and in some places use
the keyword in title text (Pet Cosmetics rather than just pet cosmetics)—stressing the
term in some way may give the search engine a clue that it’s important.

3

Q

tlp If you have a brick-and-mortar store, include location information on your pages, too, such
as the full address and ZIP code. “Geo” searching is getting very good these days, and
people are beginning to search with keywords in combination with city names and ZIP codes.
Include this information and you have a very good chance of ranking well.

N
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9. Use the term in a Comment tag a couple of times, like this,

<!-- Pet Cosmetics Page Begins Here -->
and,
<!-- Pet Cosmetics Page Ends Here -->

Understanding the Role of Links

Links are very important, both incoming links—Ilinks pointing to your site from other web
sites—and internal links—Ilinks pointing between pages within your site. Links are valuable for
several reasons:

B Links act as “votes” for a web page. Links from other sites pointing to your site act as
votes telling the search engines that your site is important. The more links—in particular
from other sites with lots of links pointing to them—the more important.

B Links tell search engines what the page is about. Search engines don’t just follow
links, they read the text in the links to get an idea what the referenced page is all
about.

B Links help search engines find your site. So they’ll come to your site and index it (see
“Registering with the Search Engines,” next).

Thus, links are critically important; they can be the difference between a #1 position in the
search results and a #100 position. In fact, in some cases it doesn’t matter what you do to your
pages; you will not rank well unless you have a lot of good links:

B Use links within your site. Make sure you have lots of interlinking between pages in
your site, and make sure you include good keywords in the links. Don’t just say, for
instance, To see our latest pet cosmetics prices, click here. Make sure the keywords are
included in the link, like this: 7o see our latest Pet Cosmetics prices, click here.

M Get links from other sites to yours. Make sure, whenever possible, that you get
keywords in these links.

Perhaps the best-known example of the power of links is the miserable failure search. Search
for this term at Google, Yahoo, and MSN, and the very same page comes first in the search
results (see Figure 26-6).

Note that the biography of George Bush does not contain the phrase miserable failure. In
fact, it contains neither the word miserable nor the word failure anywhere in the page . . . there
is nothing on the page to indicate to the search engines that it is relevant in any way for the term
miserable failure.
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SO ®A The miserable failure search term has much the same effect in all three of the

major search engines.

Yet it ranks #1 . .

. entirely because of links. A concerted link-building campaign by people

angry at George Bush for various reasons led to the page’s prominence. Look at the search
results though, and you’ll see a number of other pages, which also don’t contain the words
miserable failure. These pages are related to Michael Moore, Jimmy Carter, and Hillary Clinton.
A counter-campaign by Bush supporters pushed these pages high up in the results for this term
but was still unable to garner enough links to push George Bush’s page down for anything but

a few days.

This example shows you two things:

B Links are very important!

B Links are very important to all three major search engines in the same way!
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Getting Links to Your Site

So where do you get links from? How can you get other web sites to link to yours? There are
many ways. Here are a few ideas:

@
.

Anyone you know who has a web site Friends, family, employees, the mailman, etc.
Associations and clubs Use these if you are a member.
Suppliers If you are selling another company’s products, see if they’ll link to you.

Yahoo! and the Open Directory Project If you can afford it, get a link from Yahoo!
Directory (dir.yahoo.com; it’s $300 a year), and submit your site to the Open Directory
Project (www.dmoz.org; it’s free, but often takes a long time to get in). The Open
Directory Project feeds data to hundreds of web sites, including the Google Directory.

Other directories There are hundreds of small general and specialized directories;
many will give you a link for the asking. Find the Search Directory or similar category at
Yahoo! Directory and Google Directory (dir.google.com).

Send out press releases. Make sure you put a link in them, and they’ll often end up on
web sites linking back to you.

Create your own “blog” and point to your site from your blog messages. Try using,
for instance, Blogger.com, which is owned by Google. The search engines often index
blogs and will find the links.

When you respond to blogs or leave messages in forums, include a link to your site.

tlp Remember, keywords are important. When you ask anyone for a link, suggest to them what the

link should look like . . . exactly what words should appear in the link text.

Registering with the Search Engines

One of the great myths of the search-engine business is that in order to get into the search
engines, you need to “register” with them. You can do so if you wish—you can go to the search
engine’s web site, find the “add url” page, and register your URL. It won’t do any harm, but it
may not do any good, either. The search engine may come to your site or it may not. And it may

take a

long time to make up its mind.

Q note Ifyou want to register directly with the major search engines, just in case, try these

links: www.google.com/addurl.html, search.msn.com/docs/submit.aspx, and submit
.search.yahoo.com.
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There’s a quicker way to get indexed. It’s possible using this method to get indexed literally
within a few hours in some cases. It’s a two-step process:
1. Create a link to your site from another web site that you know is already indexed.

2. Create some more links from other web sites.

Actually, if you stop at Step 1, you’ve still probably done enough—the search engine will
find your site eventually. But creating multiple links from multiple sites helps in a few ways:

B The more links to your site, the sooner the search engines are likely to find it and arrive
at your site.

B The more links to your site, the more often they will “trip over” links to the site, and thus
the more often they are likely to come to your site.

B The more links to your site the more important the search engines will think your site is;
you may get a boost in the ranks because of it.



Chapter 27

Using Affiliate Programs
and Other Marketing Techniques

As we’ve discussed in the first chapter, successful businesses try different strategies to reach
customers. So far you’ve learned, in Chapter 21, about using the Yahoo! Shopping directory,
and you’ve also learned about search-engine Pay Per Click campaigns. And in Chapter 26, you
learned about using “natural” search-engine results.

But is that enough? You may not be able to make money using PPC, and search-engine
optimization can be incredibly difficult in some cases, so you can’t stop there. In any case, if
you don’t understand your other options you may be missing a huge opportunity. There are
many ways to reach customers online—as with offline businesses, “one size does not fit all.”
It’s important to keep learning and exploring, and to experiment with different ways to market
your store. You don’t know what will work until you try it, so you have to try many things. Who
knows, you may hit a gold mine and take a small “hobby” business and turn it into something
really big.

Using Affiliate Programs

Affiliate programs are a proven method for making money online (although that doesn’t
necessarily mean it’s easy money). Most of the Internet’s large online businesses use affiliate
programs as one of their promotional tools.

An affiliate program is a system through which you pay other web sites for channeling
buyers to your site. Affiliates may be paid for

B Each sale made at your web site (this is the most common form of commission).
B Each time they send a visitor to your site.

B Each time they send a lead to your site.

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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note Yahoo! has integrated the Commission Junction affiliate system into the Merchant Solutions
e-commerce product. Click the Affiliate Link in the Promote column of the Store Manager

page.
Traffic from one site to another is generally tracked through one of two methods:

B The affiliate is given a special link with a code in it identifying the affiliate; when
someone clicks on that link, special tracking software places a “cookie” on the visitor’s
computer and can follow the visitor through the site; if they buy, credit is assigned to the
affiliate.

B The affiliate places a small piece of code onto their web pages; when someone opens the
page, a “cookie” is placed onto the person’s computer; if that person then visits your site,
they can be identified as “belonging” to the affiliate.

note All affiliate systems use “cookies”—there’s really no way around it.

How do you create an affiliate program? Somehow, you need software to track visitors to
your site and to manage the process of recording sales and assigning payments to the appropriate
affiliate. You can either use an affiliate service, which runs all necessary software for you, or you
can install software on your own server.

B The quickest way is to sign up with one of the major affiliate services, primarily LinkShare
(www.LinkShare.com) and Commission Junction (www.CommissionJunction.com). These
companies have come to dominate the business.

B You can use one of the smaller affiliate systems, such as FusionQuest (www.fusionquest
.com) or Affiliate Tracking Network (http://www.affiliatetracking.net/).

B You can install affiliate-tracking software on your own server. There are many different
packages available.

As usual, there are advantages and disadvantage to all these methods:

Smaller Affiliate Your Own Tracking
Major Affiliate System System Software
Search-engine You’ll get no search- You may get a boost; Links will point to your
ranking engine rank boost, some of the smaller site, and so may help with
because the links point systems provide a ranking; however, there
at the affiliate system, way to direct links may be technical problems
not your site. directly to your site, if search engines pick up
not to their server. the links—when people

go to your site through the
search-engine links, you
pay commission!

Installation/ Very expensive. Much more Large up-front cost, saves
Monthly fee affordable. money in the long run.


www.LinkShare.com
www.CommissionJunction.com
www.fusionquest.com
www.fusionquest.com
http://www.affiliatetracking.net/
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Smaller Affiliate Your Own Tracking
Major Affiliate System System Software
Software Low management Low management High management costs;
management costs  expense; they manage expense; they manage  you have to manage the
the system for you. the system for you. system.
Accounting They will figure out They may manage You’ll have to manage the
management which affiliates are payments for you, or accounts and payments
owed, and process the you may choose to do  yourself.
checks each month. it yourself.
Access to an Have hundreds of Some have tens You’ll have to find your
affiliate network thousands of affiliates of thousands of own affiliates.
already signed up. affiliates.

Management tools  Have very

The smaller systems and purchased software vary,
sophisticated but generally aren’t so sophisticated.
management tools.

tip

When you are shopping for an e-commerce system, you might want to consider affiliate-

program integration. The e-commerce system has to be able to pass the purchase information

back to the affiliate system, so that the system can figure out how much is owed to which
affiliate. Many e-commerce systems make it very hard to integrate an affiliate program,
providing no way to pass that information through. Many others will only work with one
or two dffiliate systems. Yahoo! Merchant Solutions has been configured to work with
Commission Junction, for instance.

Using one of the major services is a good way to get started, but can be very expensive. For
instance, if you want to work through Commission Junction, you can expect the following expenses:

$2,500 setup fee
$250 per year
$3,000 deposit toward commissions

30% commission (for every $1 paid to an affiliate, a 30-cent fee is paid to Commission
Junction)

$500 monthly minimum—even if you don’t pay a single affiliate, you’ll pay Commission
Junction a $500 monthly fee

No maximum monthly commission

Consider that $500 minimum. If you pay affiliates a 10% commission, you have to make
almost $17,000 in sales before you reach the Commission Junction’s commission minimum.

The smaller systems let you get started at a much lower cost (but they don’t have the large
networks of affiliates that Commission Junction and LinkShare can provide). For instance, here’s
what you’ll pay for the basic FusionQuest (www.fusionquest.com) service:

$195 setup fee
$19.95 per month
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In addition, if you want access to their network of affiliates (around 40,000), and if you want
them to process payments to affiliates for you, you’ll pay this:

B 10% commission (that is, for every $1 paid to an affiliate, a 10-cent fee is paid to
FusionQuest)

B $0 monthly minimum

M Maximum monthly commission of $650

tlp You need lots of affiliates to create an effective program, preferably thousands. Most affiliates
will send you very little business; you’ll probably find that 90% of your business comes from

5% of your affiliates.

\

N
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Don’t think that an affiliate program is a quick fix, though. It can take considerable work to
make it worthwhile. The main problem is recruiting affiliates to your program. Here are a few ideas:

B Commission Junction and LinkShare, and some of the smaller affiliate systems, have
networks of affiliates to which you can promote your program (Commission Junction
has hundreds of thousands—they reported 350,000 in 2002, so it’s probably considerably
bigger now; FusionQuest, a much smaller system, has around 40,000). Investigate the
different ways you can promote to them, and make sure you are listed in the system’s
merchant directory.

B List your program with the various affiliate directories (there are around 50 of them).
There are services, such as AffiliateFirst (www.affiliatefirst.com), that will register your
program in these directories for you very affordably.

B Seek out sites that attract the sort of people you want to attract, and invite them to join
your affiliate program.

B Consider using a service such as LinkProfits.com to help you track down and sign up
good affiliates.

B Make sure you have a page on your site, with relevant keywords in combination with the
words affiliate and associate, so that people searching for affiliate programs and selling
products like yours can find you.

Note Around 50% of the Internet’s top 300 merchants work with Commission Junction.

Should you use an affiliate network? Perhaps, if you are willing to invest not just money but
time in making it work.

Using Coupon and Discount Sites

There are thousands of coupon and discount web sites. Just search one of the major search engines
for coupons discounts, for instance, and you’ll see. Some merchants have used these systems very
successfully. The jeweler Mondera.com, for instance, has made a concerted effort to target these
systems, and consequently has links to its site on thousands of pages across the Internet.
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Many of the coupon and discount sites are affiliates; they sign up with the merchants
as affiliates, provide discounts to people who enter their site, and still get a commission when
a sale is made. Some businesses will provide special discounts on a few specific products in
order to work through these sites, rather than site-wide discounts, so they don’t see too much
of a reduction in revenues. Remember, do the sums right; make sure you can afford both the
reduced income due to any discount offered, and the affiliate fee that a coupon/discount site
might require.

Promoting Through Newsletters

Whatever you are selling, there’s an e-mail newsletter read by your customers. Some
newsletters have tens, even hundreds of thousands of subscribers. Promoting through e-mail
newsletters can be incredibly effective; it’s a very cheap way to reach large numbers of people
very quickly.

First, you need to find e-mail newsletters read by your prospects. Here are a few places to
find them:

B New List (http://new-list.com)
E-Zine List (http://www.e-zine-list.com)
Newsletter Access (http://www.newsletteraccess.com/)

NewJour (http://gort.ucsd.edu/newjour/)

Remember the search engines!

We recommend that you create a directory of useful newsletters; you’ll want to reach
these people a number of times. You should then contact these people, with a number of
suggestions:

B Let them know you exist, using a simple, informal PR piece. Remember that anyone
who is publishing a newsletter needs content! They need information. If you hit them at
the right time with the right story, you may get picked up.

B Later, announce a special offer or discount.

B Suggest a giveaway, a contest of some kind. You might promote a single drawing for a
product to a single newsletter if it’s very large, or perhaps promote the drawing to several
newsletters at once.

B Announce new products.

B Approach the newsletter and suggest a revenue-sharing proposition of some kind, in
which the newsletter earns commissions on sales. If you have an affiliate program, the
newsletter editor can sign up through that; if you are using Yahoo! Merchant Solutions,
you can create a trackable link (see Chapter 21).
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Q note We’re assuming here that you have something to say! If you don’t have a “good story,”

there’s nothing you have that you can promote. We suggest you read a good book on
guerrilla PR to understand how to position a story that is likely to be picked up. Think
about what you are doing: Are your products cheaper? Better? Do you have a wider
selection? Are they very hard to find? Why should people visit your site? Do you provide
useful information in addition to the products?

A word of warning about promoting to newsletters. You’d better do it right. If you don’t have
a story that is of interest to the newsletter’s readers, you are not a useful information source to
the editor; you are merely a nuisance.

Creating Your Own Newsletter

Some merchants use a newsletter as a way to promote their products. This can be a very effective
marketing tool, but there are a few things to remember:

B 1t’s a lot of work putting together a regular newsletter.

B You’d better be sure you can put together a newsletter that is truly worth reading;
the Internet has plenty of web sites and newsletters that are not worth reading—it doesn’t
need more.

B 1t’s a lot of work promoting the newsletter to new subscribers.

t you re WOorkin, wit anoo! erchant So ull()ns, you can get a 3-mont ree trial of the
\ e'”lall l()l)l, (;()l a”lpalg”e’ see p .
C ( Cha ter 21)
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The bar has been raised very high in recent years. There is so much online content now, and
people are so swamped with e-mail, that it’s much harder now to make a newsletter work than it
used to be. A newsletter that can act as a successful marketing tool must have these:

B A large subscriber base In general, newsletters with only a few hundred subscribers
probably don’t do their owners much good.

B A loyal readership You need people to actually open and read the newsletter. “Open
rates” have declined precipitously recently, so only a small number of e-mail newsletters
are opened.

B Quality It needs to be good, so good that readers will sometimes forward copies to
friends and colleagues.

If you do decide to create a newsletter, you may want to consider it as part of a three-pronged
campaign, combing the newsletter with search-engine optimization and content syndication.
Every time you write an article, it appears

B 1In your newsletter,

B On your web site, providing well-keyworded content for the search engines to read
(see Chapter 26), and

B 1In your syndication library, so other web sites can use it (see next).
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Content Syndication

Another strategy used successfully by many online marketers is that of content syndication,

N

\

\
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which

provides “content” of some kind—generally articles, but in some cases other things such

as interactive “Flash-based” games and utilities—that other web sites and newsletters can use. In
return, you get

tip

A link to your web site, to bring people to your site

Links that the search engines read, helping to push you up in the search-results ranks
(if you create the syndicated content in the right way)

Your company logo, splattered across the Internet

Please, if you can’t write, don’t bother! We can show you some absolutely awful examples
of newsletter articles and syndicated content that never should have seen the light of day,

written by business people who are simply wasting their time. Ask someone totally objective—

ideally not friends or family—to tell you if your writing works.

There are several ways to provide syndicated content to other sites:

You host the content. Other sites can link to a page on your site, or frame the content
on their site. Not a very effective way to do it; most sites don’t like it, so you won’t get
many using your articles.

Use ““browser-side includes.” You can give a little bit of JavaScript to the sites that want
to use your content—the script “pulls” the article off your web site and places it into

the other site automatically when the page is loaded. This method does nothing for your
search-engine rank, though, because search engines don’t read JavaScript and therefore
will never see your article on the other site.

Use “‘server-side includes.” This is another way to automatically pull data from your site
and place it into another page. It works well and will be read by the search engines . . . but
it’s complicated to use and explain to other web-site owners.

Utilize RSS feeds. We don’t have space to go into this, but it’s worth watching. It’s really
exploding on the scene. Although it’s probably not appropriate for most businesses at
present, it will be a viable option very soon.

Cut and paste. This is the preferred method. Provide HTML code that people can paste

into their site. It will be read by the search engines, and while you have less control—the
user may change it—in most cases, people will abide by your rules and include the links
and images you require.

For an example of a simple cut-and-paste syndication system, view this site: http://shaneco

.com/synd/.
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As mentioned before, you can get triple use out of whatever you write; use it on your web
site and in your newsletter, as well as syndicating it. And think, while you are writing, about the
purpose and style:

B Include good keywords to attract the search engines (see Chapter 26).

B Include multiple links to your site, with good keywords in them, so wherever the
search engines find your writing, it benefits you.

B Of course, write well! The better the writing, the more it will be read and recommended
to others.

How do you reach people to let them know about your syndicated content? You can announce
it in various directories of content, such as Amazines.com, Bullmarketer.com, ConnectionTeam
.com, EzineArticles.com, and Freesticky.com. You’ll also find a lot of discussion groups in Yahoo!
Groups (groups.yahoo.com) related to free content. But think about all the ways you already
“touch” people . . .

B If you have an affiliate program, let your affiliates know.
If you publish a newsletter, discuss the syndicated content.
Let the people who buy from you know . . . many may have web sites.

Let newsletter editors know about it.

Mention it in discussion groups (see next).

B Mention it on the home page of your web site, and lead people to a content “library” area.

Internet marketing is a cumulative, overlapping process. You’ll discover many different ways
to reach people online and promote different things through different channels. It all hooks together.

Marketing Through Discussion Groups

The Internet is far more than just web sites—the online discussion groups are hugely important.
It’s possible to promote products through discussion groups, if it’s done subtly.
There are a number of different types of discussion groups:

B Newsgroups In order to read newsgroup messages, you originally needed a special
newsgroup reader, and such readers are still available. (For instance, visit http://www
forteinc.com/ to learn about Agent and the free version, Free Agent.) However, you can
also read newsgroup messages through the Web, at sites such as Google Groups (http://
groups.google.com/).

B E-mail discussion groups These work via the e-mail system. You send a message to
the group, and that message is sent on, via e-mail, to all members, who can then respond
by e-mail.

B Web forums There are many web-based discussion groups, too; messages are posted
and read through forms on a web site.


http://www.forteinc.com/
http://www.forteinc.com/
http://groups.google.com/
http://groups.google.com/

CHAPTER 27:  Using Affiliate Programs and Other Marketing Techniques

We recommend you do not simply post ads to discussion groups. That’s a great way to get
yourself banned immediately! However, many people have promoted their businesses more
subtly, by becoming loyal members of particular groups related to their businesses:

B There’s nothing wrong with including a “‘signature’ block at the bottom of each message,
which contains information about your business and a link to your site. (Just make sure you
don’t post worthless messages just for the sake of including your business info.)

B Become a group “expert”’; give advice and answer questions. It’s possible to become
one of the “go-to” people in the group. Such people often get a lot of exposure for their
businesses.

B When someone asks a very specific question (“Where can I buy . ..”, “What’s a good
price for . . .”), respond with a fair, balanced answer, and don’t be scared to mention that
you, too, sell these products.

So where do you find discussion groups? Try these places:

B Lycos Discussion Search (http://discussion.lycos.com/); a great system that has indexed
messages from many different web-based discussion groups

M Yahoo! Groups (http://groups.yahoo.com/)
Network54 (http://www.network54.com/)

Google Groups (http://groups.google.com/). Not only can you read newsgroup
messages, but you can also join web-based and e-mail discussion groups.

MASN Groups (http://groups.msn.com/)
AOL Groups (http://groups.aol.com/)
Coolist (http://www.coollist.com/)
ListTool (http://www.listtool.com/)

Tile.net (http://www.tile.net/). A directory of newsgroups and e-mail newsletters

You can also find discussion groups by searching the major search engines and directories.
Should you get involved? Probably only if you’re willing to spend a few minutes every day in
these online discussions, and would enjoy doing so. And be careful! Discussion groups can be
addictive and soak up a ot of time!

Creating Your Own Discussion Group

It’s very easy these days to set up your own discussion group. Visit the group systems at Google,
Yahoo, and MSN for instance. But should you do so? Perhaps, if you think that there’s a need for
a discussion group among the clients you want to attract, nobody else is doing it well, and you
are willing to invest the time and effort to do it.
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Actually, once set up and promoted to enough people, a discussion group doesn’t have to
take much work. Most of the work is done by the participants, and in many cases you can even
recruit participants to help moderate the group (to stop fighting that breaks out, to delete obscene
or obnoxious messages, and so on). Many companies have used discussion groups to promote
their businesses. One classic example that got significant press coverage a few years ago is the
StudioB discussion list for computer-book authors (http://www.studiob.com/). This is the most
important discussion list for this profession, and it is owned by a literary agency that represents
computer-book authors. We know, from our personal contacts with StudioB, that this discussion
list had a very real impact on the growth of the business.


http://www.studiob.com/

Chapter 28

Selling Through Amazon
and Other Merchant Programs

In the previous chapter we looked at shopping directories, systems that funnel traffic to your
site and charge you a fee for the sale. There’s another class of site that you should consider
working with, the merchant sites. These systems sell your products on their sites. They don’t
channel people to your site; rather, the transaction is processed right there on the merchant site.
The merchant site—Amazon.com, Half.com, PriceGrabber, or one of several others—processes
the transaction through its own e-commerce software and credit-card merchant account, then the
information is e-mailed to you. You ship the product, and the merchant site sends the payment to
you . . . minus their commission, of course.

Selling on Amazon.com

Amazon.com wants to sell everything. In fact, the average person has no idea of the breadth

of products that Amazon sells. They may have begun with books, and moved into music fairly
quickly, but you can also buy clothing, diamonds, food, industrial supplies, pet supplies, Segway
transporters, musical instruments, and plenty more. (Amazon says they sell “millions” of
different products.)

As with the shopping directories, price is very important when selling through the merchant

—

&

sites. If you are selling products that are the same or similar to other merchants, and your
pricing is not very competitive, you’ll have trouble succeeding through these systems.

Amazon doesn’t stock all of these products; rather, they partner with other stores in various
ways. Certainly, they have partnerships with major companies, such as Toys R Us, Harry and
David, and JCPenney. But they also sell products that are shipped by many small companies,
including small, one-person operations. These companies are placing their products on Amazon’s
pages, in various ways (Figure 28-1).

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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FIGURE 28-1

Amazon displays products from other merchants.

If you click on one of the used and new links, Amazon displays a page showing the product
on offer from different merchants. They’ll list the “Featured Merchants” near the top, but scroll
down a little and you’ll find the regular guys. These are listed by price, with the lowest price

first.

Different Ways to Sell Through Amazon

Amazon.com actually has a number of different ways for merchants to sell through their store.
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to sell their own “stuff.” On virtually every page you’ll see a (el e}
Sell yours here button. Your listings will appear in the used & new page linked from the
main product page.

B Marketplace Pro Merchant With this program you can upload data into Amazon
Marketplace en masse, and Pro Merchants are more likely to be selling new items.

B zShops This system (www.zshops.com) is an online discount store comprised of
products entered into the Amazon Marketplace; if you are a Pro Merchant you’ll get your
own mini store within zShops (see Figure 28-2). Some product pages within the main
Amazon site do have a little zShops link, but probably few people notice this.
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B Amazon Auctions Amazon has its own auction site (auctions.amazon.com), although
it’s not terribly well known.

B Amazon Advantage If you publish books, music, videos, and DVDs, Amazon has
another program for you, Amazon.com Advantage. This program puts your products into
Amazon’s inventory, allowing them to sell and ship directly.

Amazon has not done a great job at clarifying all this. It’s very easy to get confused when
you dig through the jumble of diverse and contradictory information related to all the different
ways to sell through the company. (Perhaps this is Amazon’s way of ensuring the survival of the
fittest; if you can figure it all out, they’ll let you sell.)

Forget for now about zShops. It’s essentially a compilation of Amazon Marketplace product
listings. So the primary way to sell through Amazon is with a Marketplace account, and if you
want to be a regular merchant selling a lot of product through this system, you’ll probably need
a Merchant Pro account.

Becoming an Amazon.com Marketplace Pro Merchant

To get started with Amazon Marketplace Pro Merchant, visit the
Amazon.com home page and look for the little Make Money box on
the left side; click the Marketplace link and look for the Pro Merchant » Marketplace
information. Follow the instructions to set up a Pro Merchant account.

When Amazon sells one of your Marketplace listings, it processes the order and transfers the
money to your bank account (every 14 days) minus certain charges.

B A 99-cent flat fee per transaction
For computer equipment, a 6% fee
For photographic equipment, cell phones, and electronics, an 8% fee

For musical instruments, a 12% fee

For everything else, 15%

However, note that Amazon provides a shipping credit; they charge the buyer a shipping
charge, and also pay you for shipping. For instance, if you are shipping a book within the U.S.
using standard, media mail, they’ll pay you $2.26. If shipping a computer they’1l pay you $4.04
plus 45 cents per pound (you have to define the shipping weight when entering the product).

‘ tlp Is your pricing competitive? You don’t always have to have the rock-bottom lowest price.
[\~ But if you’re not close to the bottom, you probably won’t do well selling through Amazon
Marketplace. Note that Amazon has some pricing rules, which can be summarized as follows:

B You must sell your products at or below the Amazon price.

B You cannot sell your products anywhere else on the Internet at a lower price.
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However, if you have a Pro Merchant account, you don’t have to pay the 99-cent fixed
fee—but you will pay a $39.95/mo. membership fee. Sell 40 products a month, and you’ve
saved the fee. But there are other advantages to the Pro Merchant account:

B You can use the Inventory Loader to upload data about thousands of products at a time.
Without a Pro Merchant account you’d have to enter each product into a form, one by one.
The Inventory Loader is essentially a system similar to the Upload function in Yahoo!
Merchant Solutions’ Category Manager (see Chapter 13), in which you upload a spreadsheet
or other data file into Amazon Marketplace.

B You can create and customize a zShops storefront. Some merchants don’t maintain any
other store on the Web; they simply work from zShops.

B You can upload any number of products; there’s no limit to your Amazon listings.

By the way, although Amazon.com makes it easy to join and get started, they are actually
more selective than one might imagine, based on size of your listing. If you upload five or ten
products, fine . . . but if you upload 50,000 products, you’re going to get a call from them, and
be vetted. In some cases, very large merchants are denied access—they have their Merchant Pro
accounts shut down.

Using PriceGrabber

PriceGrabber.com, mentioned in the previous chapter, is both a shopping directory and a
merchant site. Which method of working with PriceGrabber should you choose? Remember,
as a shopping directory, they’ll charge you per click. As a merchant site, they’ll charge you per
sale (7.5 percent). You may find it more profitable to go one way or another! If your web site’s
conversion rate is low, you may find that you spend a lot of money on clicks for every sale—in
which case it would be better to use PriceGrabber as a merchant site. The decision depends on
your product price, gross profit, and conversion rate.

Using Half.com

L]

Half.com was such a popular merchant site that it couldn’t remain independent—it was
purchased by eBay in 2000 with the intention of integrating it into eBay and then closing it
down. However, it’s still so popular that eBay finally cancelled the October 2004 closing, and
announced that it would keep it open indefinitely. eBay stated that Half.com was continuing to
grow more than they expected, and that Half.com members provide eBay with almost half of its
books, music, video, and games listings.

note There’s a certain amount of Half.com/eBay integration. When you search at Half.com,
you’ll see an On eBay tab, which shows you matching listings on eBay. Half.com isn’t
promoted in the same way on eBay, though. (Perhaps this will change now that eBay has
decided not to close Half.com.)
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Half.com allows merchants and individuals to sign up and list products very quickly, and
unlike eBay, doesn’t charge a listing fee; rather, they charge a fee based on the sales price,
declining with sales volume.

Transaction Commission
Up to $50 15%
$50.01-$100 12.5%
$100.01-$250 10%
$250.01-$500 7.5%
$500.01 and more 5%

However, here’s one real problem with Half.com: there’s no simple way to upload large
numbers of products to the Half.com inventory. Once you’re established as a reliable merchant,
you can increase the quantity for each product, but what you can’t do is list large numbers of
different products quickly; each has to be typed in one by one!

Using Overstock.com

You’ve probably seen the Overstock.com TV ads; they’ve been spending tens of millions

of dollars on television advertising recently, pushing the company with a mixture of sexual
innuendo and low prices (see Figure 28-3). Unlike Amazon, Overstock isn’t looking for products
so much as merchants. If you have single items to sell, Amazon will take it. But Overstock is
building relationships with merchants with large inventories.

Overstock says it’s “an Internet leader for name-brands at clearance prices.” They offer
“top-quality name-brand merchandise at 40-80% off, every day of the week.” The company
name and the blurb imply that the products are all, well, overstock or clearance items, but in
fact many merchants are simply using Overstock as another low-price sales channel. They sell
through Overstock the same products they sell on their stores, except at a lower price. (We
discussed the issue of different pricing models in Chapter 1.)

Overtock.com can move a lot of product. But they won’t take just anyone. They want to
know you can deliver. This is not an automated signup, like setting up an account with Amazon.
You’ll have to contact Overstock (look for the Have Products to Sell? link), and discuss with
them the products you want to sell, how many you have available, the different prices at which
the products are sold, and so on.
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Fle(V[{mpLEA Overstock.com is looking for merchants, not products. They want to build
long-term relationships with merchants.

Using uBid.com

uBid.com is an unusual system (see Figure 28-4). It’s a business-to-consumer auction site, selling
brand-name products—around a billion dollars’ worth so far—to four-and-a-half million buyers.

Every merchant is vetted, transactions are processed by uBid itself, and a 250-person customer-
service department aims to ensure that every transaction goes smoothly.

note Products sold on uBid.com generally have no reserve and a $1—or very low—minimum bid
price. Auctions are generally multiple-item auctions—sometimes hundreds of items. As with

eBay, there’s a “buy it now” function that allows people to bypass the auction process and
buy a product immediately.
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FIGURE 28 The uBid system, perhaps the only business-to-consumer auction site

uBid provides three ways to work with them: you can manage your own auctions, have them
manage the auctions but send you the orders, or have them manage the entire process, from sale
to shipping. There’s no automatic signup, of course, because uBid wants to know who you are
and ensure that you have a reliable supply of items to sell on their site.

Using SmartBargains.com

SmartBargains is another major system that you won’t get into without personal contact; there’s
no automatic merchant signup, and when we requested information about selling through
SmartBargains.com, we were given the e-mail address of the Executive Vice President & Chief
Merchandising Officer. It’s an important system, though, partly because it feeds data to AOL’s
Instore.com shopping site.
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You’re not getting into SmartBargains.com if you sell a couple of homemade candles a week.

But if you can reliably supply large quantities of products, then you should probably consider
talking with them.

Using Other Merchant Sites

L

You may be able to find other specialty merchant sites. One that comes to mind is Djangos.com.
This company had 300 brick-and-mortar stores in the U.S., and a very active online store. It will
buy your CDs and DVDs, one at a time if you wish. It also has a special program through which
it buys collections of 400 or more at a time, and takes a commission from the sales price as each
one is sold. But Djangos has also had drop-ship relationships with merchants, in which they
e-mail orders to the merchants as they come in.

note [n 2001 Yahoo! launched Yahoo! Warehouse, a merchant site intended to compete with
Half.com. However, it was integrated into Yahoo! Shopping and no longer exists as an
independent entity.

Are there other merchant sites out there suitable for your business? Perhaps. The Internet is
a big place, so you may be able to find stores, specializing in your type of products, that will take
orders for you.
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Chapter 29

Cross-site Merchandising
and Promotions

he Internet is often thought of as a sales channel, one way among many in which a company
reaches customers and distributes its products. But in fact it should really be thought of as
several sales channels. Many successful online businesses end up with multiple sales channels:

B Sales made through a brick-and-mortar store
Sales made through eBay
Sales made through a web site

Sales made through a merchant site, such as Amazon.com Marketplace

Customers found through shopping directories, such as Yahoo! Shopping and
PriceGrabber

If you find yourself in this situation—or considering opening a new sales channel—you need
to consider how all these sales channels work together; or if, in fact, they all have to operate
separately.

Understanding Channel Conflict

If you have an offline business and are planning to take it online, or even if you have one online
channel and want to open another, you have to understand what is known as channel conflict.
This refers to the incompatibilities between two channels. The most likely cause of channel
conflict when you open an online store is pricing. You may find that the prices in your offline
store are simply too high for the Internet. You can’t sell online with your offline prices . . . and
you don’t want your offline customers to know just how low your online prices are!

Copyright © 2006 by The McGraw-Hill Companies. Click here for terms of use.
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Or perhaps you have a web store and now want to sell through Amazon.com. Amazon
has certain price demands on Marketplace merchants (see Chapter 28); you can sell for more
elsewhere, but you can’t sell for less. In this situation you wouldn’t want people arriving at your
web site to know that you sell the products cheaper on Amazon, if that’s the case.

For various reasons, companies may want to sell through different channels at different prices.
This is not unusual, and nothing illegal, immoral, or fattening. Many, many companies do this in
the real world. How do companies deal with the channel-conflict issue?

Some companies have chosen to run, in effect, two or more separate businesses, a
low-priced online business under one name, and a higher-priced business offline under
another name. Or perhaps an offline business, a business running a web store, and
another business selling through low-cost channels such as the shopping directories and
the merchant sites.

Other companies have chosen to bypass the problem by differentiating their online
business in order to avoid price competition. For instance, a jewelry company may
choose to focus on the uniqueness of its designs, so it doesn’t have to compete dollar-
for-dollar with other online businesses.

Using Your Brick-and-mortar
to Promote Your Online Site

Let’s say, however, that you don’t have to worry about channel conflict; there’s no need to have
different pricing in each “channel.” Instead, let’s consider how an online channel can benefit an
offline company:

Your customers can see your products any time of day or night; they don’t have to
wait until business hours.

They can view your products wherever they are; they don’t have to visit your location.

They can indulge their desire for instant gratification; people want information now,
when they think about it, not when they have time to visit your store or when the post
office finally delivers a catalog.

Customers who have never heard of you and may never drive by your store can find
your products.

Customers can shop “‘together” even if they are in different cities. Grandparents can
buy for grandkids, fiancés can shop for their wedding together even when apart, and so on.

Customers can always get to the very latest catalog, seconds after it’s published.
You can attract customers who are searching online, who might otherwise go elsewhere.
You can process an online order cheaper than an offline order.

Customers often research online, then go to the store to buy. If you don’t provide this
opportunity, you may lose a sale to a company that does.
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How about the other way around? How can an offline channel help an online store? Plenty
of ways—ryour offline business is already in front of customers and prospects in many different
ways. In fact, if you already have an offline business you are way ahead . . . you can now
promote your online business at almost no cost!

B Put a sign up outside your business (see Figure 29-1). In effect, you are handing out
a business card to everyone who drives by . . . when they get home, they know just how
to reach you.

Put a sign up inside your business; make sure that anyone walking into your store
cannot possibly leave without knowing that you have a web site and remembering your
domain name.
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This little .com sign can’t be expensive . . .
is seen by millions of people every year.
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B Put your URL on everything: product packaging, business cards, invoices and other
paperwork, print ads, TV and radio ads, and more.

B Give people a reason to come to your site; when you use your URL in ads, for instance,
explain how the site can help: “See our entire inventory online, at . . .”

B Place fliers on your store’s countertops promoting the online store, and make sure
every customer leaves with one.

B Put magnet signs on your car or delivery trucks.
B Give buyers at your store a discount coupon for the online store.
B Drop a fridge magnet with your URL into every customer’s bag.

\

N

tlp While writing this bulleted list, an ad came on TV for an organization called The Neptune
Society. An 800 number was prominently displayed . . . but no URL. The organization does
have a web site, though . . . so why no URL?

(&

Of course larger, more sophisticated businesses can play other games:

B Buy online; return to a brick-and-mortar.
B Buy gift cards online, use in the brick-and-mortar, and vice versa.

B Use instant-win codes. Your brick-and-mortar store gives a scratch-card to every buyer;
the buyer enters the code into a form on the web site to see if it’s the winning number.

Giving People a Reason to Visit Your Site

Many merchants simply provide the site’s URL and think that’s enough to get people to the site.
But you really should give people a reason to visit the site; an address is not a reason. The goal is
to put into your customers’ minds either a very specific reason, or perhaps a more general tagline.

For instance, here are some specific reasons:

B “Visit our store to see our online-only offers”

B “Enter the drawing to win a xxxx on our web site”

B “Sign up for our special-offers bulletin online”

A more general “tagline,” good for signs, business cards, invoices, and so on, might be
something like this:

B “See our latest, up-to-the-minute pricing and offers on our web site”

B “Window-shop at www.domainname.com!”

12

M “Instant catalog delivery, at www.domainname.com


www.domainname.com
www.domainname.com
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Using Your Online Site to Promote
Your Brick-and-mortar

You can also use your online store to push people to your offline store, of course. Many merchants
do more business from the offline store after a buyer visited the online store than they do in the
online store itself. In fact, the Internet generates more offline sales than online sales overall.
Recent studies have shown the importance of the W2S§ shopper or the off-channel shoppers.

A study commissioned by ShopLocal.com, for instance, found that in the fourth quarter of
2004, 83 million Americans had researched products online, then made purchases both online and
offline (they referred to these buyers as W2S, or Web-to-Store, shoppers). On average they

B Spent $250 online
B Spent $400 in a brick-and-mortar store on products they researched online

B Spent an additional $200 in the stores when buying the researched products

As you can see, the average buyer was spending $250 online and $600 offline as a result of
their online research. The study had this to say:

“W2S shoppers rely on the Internet nearly twice as much for local purchasing information
compared to traditional shopping media, such as newspaper advertisements and inserts; local
TV and radio ads; and other media.”

Another study, by Forrester Research, came to similar conclusions, about what they termed
off-channel shoppers:

B Most Internet users are off-channel shoppers.
B They spend more money offline after researching online than they spend online.
B Almost half of these buyers purchase additional products when they visit the store.

B Forrester Research estimated that the Web was generating over $100 billion in offline sales.

If you own both an online and offline store, you can’t ignore these numbers. As one merchant
told us recently, “We don’t know how much brick-and-mortar business our online store is
generating, but we know it’s big; we keep seeing people walking into our stores with printouts
from our web store.”

How, then, do you use an online store to generate business offline?

B Do all the things we mentioned under “Using Your Brick-and-mortar to Promote
Your Online Site.” It’s a two-way street, and if your customers don’t know your store
exists, they can’t use it to see what products you have.

B Make sure you include a good store locator. Make it easy for site visitors to find your
store address and maps and directions. By the way, this also helps you make online sales.
As we mentioned elsewhere, simply placing a phone number on a site can increase sales,
as it improves credibility. Making it quite clear that you are a well-established offline
store boosts credibility, too.
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B Provide as much information about your products as possible. Help your customers
do their research.

B If possible, use cross-channel tools. Allow your customers to buy and recharge their gift
cards online, and use them in both the online and offline stores (see Figure 29-2). Online
gift registries and wish lists are also tools that “off-channel” shoppers can use.

Using eBay to Push Visitors to Your Web Site

If you are an eBay merchant, you can use the tremendous popularity of this site to generate
business for your web store, or even your offline store. However, eBay doesn’t want you to
simply use their auctions as a way to push people to your store, which seems fair enough. (And
they also have an important pricing rule, the same as Amazon’s: you can’t sell a product on your
site for less than you list it in your eBay store.)
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But that doesn’t mean you can’t use eBay to promote your web site; in fact, eBay is pretty
liberal in what they do allow. There are several things you can do:

B You can’t overtly promote your web site from an item listing page, but you can link to
a page on your site that describes the product. That page can even link to other pages
on your site, as long as the primary purpose of the page is to describe the product, not
push people to other areas of your site.

B You can promote your site from your About Me page, as long as you don’t directly
promote a particular product on the About Me page.

B You can link to your site from your eBay Store, as long as you don’t promote a
particular non-eBay product in your store or links to a non-eBay product on your site.

B When you send a confirmation message to an eBay buyer or auction winner, you can
promote your site.

B When you ship a product to an eBay buyer, you can promote the site in a packing insert.

B You can, if given permission, keep in contact with existing clients (see Chapter 21).

Many merchants have tried a variety of tricks to use eBay to generate traffic to their web
sites. There’s probably nothing you can think of that eBay hasn’t seen. You cannot, for instance,
sell very low cost “catalogs” through eBay that are intended to push people to your site; it’s
already been tried! eBay is, quite reasonably, doing its best to reduce site “pollution.” If you
place a listing on the site, eBay wants a genuine listing, not a weak attempt at Internet marketing.

Using Your Site to Help eBay Sales

Some merchants do all their selling through eBay. They may maintain a web site, but they
use the eBay e-commerce tools to manage actual transactions. eBay provides a tool called the
eBay Merchant Kit to help you place information about your current auctions inside your web
site (see Figure 29-3). Of course, there are certain rules. For instance, if you want to use the
Merchant Kit, you can’t display other, non-eBay products on the same page.

It’s very simple to use; eBay provides a web-based “wizard” to configure the products you’ll
show on your site. The wizard then provides a little piece of HTML that you drop into a web
page on your site, something like this:

<script src="http://syndicate.ebay.com/ebayshop/ebayshop.dll?GetSellerList
&uid=poiupp&fontsize=2&numofitems=50&billpoint=1&highlight=1&fontface=
verdana&sortby=endtime&sortdir=asc&siteid=0&catid=0"></scripts>

You can literally create this code snippet and get it into a page on your site in a minute
or two.
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Andale
for eBay business management, 104
Market Research Pack, 130-131
associations. See product associations
auction status, 75-76
AuctionDrop
drop-off locations of, 135
fees of, 134
auctions. See also eBay; eBay auctions
eBay quantity options, 32
eBay selling format, 30, 31
eBay selling strategies, 34—-35
pricing for eBay item listing, 59-60
uBid.com, 371-372
automating. See sales, automating
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AVS. See Address Verification System
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backup, 152
bank account
eBay membership and, 15
PayPal account setup and, 17-18
Basic store type
e-mail marketing tool for, 122
features of, 110
Bid History page, 75-76
bidders
blocking, 77-78
canceling member’s bid, 77
nonpaying, 89-91
reviewing, 75-76
bids
auction status, reviewing, 75-76
canceling member’s bid, 77
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311-313
prices for keywords, 300-301
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BIN. See Buy It Now
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Campaign Summary table, 311-312
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description of, 237
flagged orders, 265-267
function of, 236
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product data for Yahoo! Shopping
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product database, adding item to,
154-161
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click-through rates (CTRs), 323-324
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ClickTracks, 329
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203
for product associations, 216
Cloud Cube, 52
Cloud Dome, 52
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for products, 202-203
code, product, 274
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expenses with, 357
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signing up with, 356
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defined, 132
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Solutions, 141
content placement, 315-316
content syndication, 361-362
contents buttons
changing order of, 221
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product elements with, 208
for product page layout, 216
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Contents-format setting, 207
Contents page, 178-179
Contents settings, 208-211
conversion rates
conversion tracking, 324-328
using conversion information, 330-331
conversion ratio
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Cost Per Conversion, 324-328
countries
location for Google AdWord PPC
campaign, 305
shipping overseas, 50
Coupon Management page, 278-279
coupon sites, 358-359
coupons, Yahoo! Merchant Solutions store,
278-279
credit-card merchant account
setting up, 152
of Yahoo! Merchant Solutions, 141,
231-235
credit-card networks
in credit-card transaction process,
231-232
merchant accounts with, 233
credit-card transactions
description of, 231-232
flagged orders, checking, 265-267
foreign orders and, 243
payment methods, 238
payment processing, 267
with PayPal, 16
PayPal account setup and, 19
setting up, 234-235
credit-card verification tools
configuring, 235-237
flagged orders, checking, 265-267
cross promotions, 121-122
cross-sell products, 282-285
cross-site merchandising/promotions
brick-and-mortar to promote online site,
376-378
channel conflict, 375-376
eBay and, 25
eBay, promotion of online site, 380-381
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blocking bidders, 77-78
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eBay, listing items
checking on listings, 71-72
item quantity, location, 61
listing category, selection of, 55-56
listing layout/options, 64—65

payment, shipping, return details, 66—70

photographs, adding, 62-64
photographs, creating, 51-52
pricing information, 59-60
review, submission of listing, 70
sale timing information, 60—61
selling format, 53-54
selling process, 52-53
title, description, 56-59
Turbo Lister, 95-102
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preferences setup, 35-37
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eBay Merchant Kit, 381-382
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in general, 39
Internet and, 3940
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Google AdWords PPC campaign (cont.)
click fraud, 331-332
click-through rates, 323-324
content placement, turning off, 315-316
conversion information, 330-331
conversion tracking, 324-328
conversion-tracking code, 328-329
conversion values, 328
daily budget, 310
going “live”, 318
Google’s Editorial Guidelines, 317
keyword characteristics, 310-315
keywords, bidding on, 307-310
keywords, entering, 307
location for ads, 304-306
setting up, 303-304
trackable links, 329
tracking tools, 329-330
viewing results, 319-322
Google Catalogs
as free directory, 333, 334
submission of catalog to, 337
Google Site Stats block, 326
gross profit
for breakeven click value, 295
calculation of, 293-294
money from PPC and, 296

H

Half.com, 369-370

HammerTap Manager
DeepAnalysis tool, 131-132
for eBay business management, 104
services of, 130

head, 205-206

Head settings, 208-209

headings, keywords in, 350

Headline field, 157

help, eBay, 26-27

holiday tie-ins, 124

Home page, Yahoo! Merchant Solutions store

components in, 183
fields available in, 191-192
HTML in message/other text fields,
193-194
moving/removing elements on, 194—195
navbar buttons on, 220-221
setting up, 189-190, 192
special product or section, 195-196
in Store Editor, 173174, 175
in store structure, 176
with/without HTML, 184—187
horizontal button bar, 218-219
hosting, pictures, 63—64
HotHotHot.com, 5
HTML tool, 144, 145
Hypertext Markup Language (HTML)
for About Me page, 22, 23
for images in section page, 200-202
in message/other text fields, 193—-194
for Yahoo! Merchant Solutions store
pages, 183-187

Icon field, 158
ID field
description of, 156
for products, 202-203
ID Verify system, 25-26
Image field, 157
images
HTML and, 193
importing into Merchant Solutions,
171-172
keywords in ALT attribute of, 350
search engines and, 347
in section page, 200-202
import data, publishing, 170-171
import file, 168—170
importing
data for Yahoo! Shopping directory, 277
product data, 164—172



incremental pricing option, 160-161
index
keywords, optimizing pages for
particular, 349-351
pages, search engines’ ability to,
344-345
by search engines, 340, 341
steps to get indexed, 354
Info page, 228-229
information products, 5
infrastructure, Yahoo! Merchant Solutions,
139
inscription text boxes, 160
insertion fees
of eBay, 32-33
for eBay store, 107
trading assistant fees and, 134
Inset field, 158
Instant Auctions, 135
insurance, shipping, 43, 45
Internet
multiple sales channels of, 375
shipping industry and, 3940
Internet business. See online business; specific
Internet business
Internet marketing. See marketing; web site,
marketing
Inventory Loader, 369
inventory management, Yahoo! Merchant
Solutions store
Database Inventory system, 257-259
entering inventory data, 259
options, 256-257
inventory quantities, 168
invoice, 80—-84
IP Blocking tool, 236
IP number, blocking, 271
iShip.com, 45, 46
iSOLD It
drop-off locations of, 135
fees of, 134
item description, 57-59

Index

item location, 61
Item/Product page, 177
item quantity, 61

J

junk,

K

selling online, 7

Kent, Peter, 340
keyword matching

click-through rates and, 323-324
expanded matches, 314-315
techniques, 313-314

keywords

L

analysis for PPC, 298-300

bidding on, 307-310

click fraud and, 332

click-through rates, 323-324

conversion information, 330

for Google AdWord PPC campaign, 307,
310-315

in Google AdWords ad, 316-317

optimizing pages for, 349-351

PPC ads and, 297-298

search-engine optimization and,
343-344

label.

See shipping label

Label field, 158
labels, button, 222
land line, 152

Leaf,

209, 216

lighting, 52
link information blurb, 213-214
LinkProfits.com, 358

links

affiliate, discount, tracking links,
279-282
buttons, 223
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links (cont.)
to eBay store, 108
link information blurb, 213-214
search engines and, 351-353, 354
for store structure, 178
trackable, 329, 330

LinkShare
networks of affiliates, 358
signing up with, 356

listing category, 55-56

listing fees, eBay store, 110

listing items for eBay
item quantity, location, 61
listing category, selection of, 55-56
listing layout/options, 64—65
payment, shipping, return details, 66—70
photographs, adding, 62-64
photographs, creating, 51-52
pricing information, 59-60
review, submission of listing, 70
sale timing information, 60—61
selling format, 53-54
selling process, 52-53
title, description, 56-59

listing upgrade fees, 34, 111

listings
auction status, reviewing, 75-76
canceling/rescheduling, 73-75
changing, 72-73
checking on, 71-72
differentiating, 123—-124
listing eBay store items, 117-118
Turbo Lister for, 95-102

Live Help system, eBay, 27

location
of eBay item, 61
for Google AdWord PPC campaign,

303-306

logo
for eBay store, 113114
PowerSeller logo, 128
Trading Assistant logo, 136

Look button, 217, 218
lot sale, 32

M

Macromedia Dreamweaver, 144, 145
Macromedia Flash, 348
mail orders, 268-269
mailing lists, 122-123, 282
major affiliate services, 356-357
Manage My Services page, 148—149
Manage Your Store box, 115-117
Market Research Pack, Andale, 130-131
marketing. See also cross-site merchandising/
promotions
cross promotions, 121-122
e-mail marketing tools, 122-123
eBay Keywords program for, 119-120
of eBay store, 108—109
listings and, 123-124
sales reports and, 129-132
store promotion boxes for, 120-121
marketing techniques
affiliate programs, 355-358
content syndication, 361-362
coupon, discount sites, 358-359
discussion groups, 362-364
newsletter, creating, 360
newsletters, promoting through,
359-360
Marketworks
description of, 105
functions of, 104
matching. See keyword matching
Media Mail, 47
merchant-category information, 276
merchant sites
Amazon Marketplace Pro Merchant,
368-369
Amazon.com, selling on, 365-368
description of, 365
Half.com, 369-370



other sites, 373
Overstock.com, 370-371
PriceGrabber.com, 369
SmartBargains.com, 372-373
uBid.com, 371-372
message fields, 193—-194
metatags, 349-351
miserable failure search, 351-352
Mondera.com, 358
money, 310. See also fees; price
monogram boxes, 160
monthly fees, eBay store, 111
MSN adCenter, 291
multiple purchases
form with, 84
invoice for, 81
mutual feedback withdrawal, 88
My eBay page
About Me page, 20-25
auction status, reviewing, 75-76
blocking bidders in, 77-78
canceling listing in, 73-74
canceling member’s bid, 77
features of, 19-20
feedback for buyers, 87-88
listing, changes, 73
listings, checking on, 71-72
payment, calculation of/request for,
80-84
payment, receiving, 84-85
preferences setup, 35-37
Second Chance sale, 91
shipping product, 85-87

N

name, eBay store, 112, 113

Name field, 156

nameboy.com, 147

navbar buttons
adding/removing/moving, 219-221, 223
button designs, 221-222
button labels, 222

Index

contents buttons, 221
horizontal button bar, 218-219
Y! Shopping button, 222-223
navigation
with Contents page, 178-179
in Store Editor, 173-176
systems, search engines and, 345-347
negative feedback, 88—89
negative match, 314
newsgroups, 362
newsletters
creating, 360
promotion through, 359-360
NexTag.com, 338
nexus, 252
no-reserve auctions, 34
nonpaying bidders, 89-91
notifications, 241-242

O

On-The-Block Auction, 135
online business
channels for, 3-5
price sensitivity and, 8-9
products for, 5-7
shipping and, 39-40, 10-11
online site, cross-site merchandising/
promotions
brick-and-mortar promotion of online
site, 376378
channel conflict, 375-376
eBay sales, online site to help, 381-382
eBay to promote your web site, 380-381
multiple sales channels, 375
online site promotion of brick-and-
mortar, 379-380
online site, reason to visit, 378
Open Directory, 353
opening business, 259-260
optimization. See also search-engine
optimization
Options field, 157

393
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order forms, Yahoo! Merchant Solution store,
238-240
Order Manager, Yahoo! Merchant Solutions
credit-card payments, processing, 267
flagged orders, 265-267
reviewing orders, 261-265
order notifications, 241-242
order processing, Yahoo! Merchant Solutions
store
credit-card payments, 267
fax, phone, mail orders, 268-269
flagged orders, 265-267
fraudulent orders, blocking, 271
modifying charges, canceling orders,
268
orders, reviewing, 261-265
PayPal payments, 269
shipping order, 270
shipping via UPS, 270
Orderable field, 156
Override Variables button, 228, 229
overseas shipment, 50
Overstock.com, 370-371
Overture. See Yahoo! Search Marketing
Solutions

P

packaging
“best practices”, 43
materials, picking, 40-42
shipping strategies, 49
packaging/handling fee, 46—48
page description, 349
page layout. See Yahoo! Merchant Solutions
store page layout
Password Depot, 152
passwords
for eBay member, 14
for PayPal account, 16
for Yahoo! Merchant Solutions store,
151, 152

Pay Per Click (PPC)
bid prices, checking, 300-301
click value, ROI, 294-295
conversion ratio, click value, return on
investment, 292-294
description of, 289-290
eBay Keywords program, 119-120
frames and, 345
keyword analysis, 298-300
keywords, 297-298
making money with, 296
process, 291
shopping directories, 333-338
systems, 291
Pay Per Click (PPC) campaign
click fraud, 331-332
click-through rates, 323-324
conversion information, 330-331
conversion tracking, 324-328
conversion-tracking code, 328-329
conversion values, 328
trackable links, 329
tracking tools, 329-330
viewing results, 319-322
Pay Per Click (PPC), Google AdWords
campaign
account info, 310
ads, creating, 306-307
ads, creating new, 315
ads, writing effective, 316-317
content placement, turning off,
315-316
daily budget, 310
going “live”, 318
Google’s Editorial Guidelines, 317
keyword characteristics, modifying,
310-315
keywords, bidding on, 307-310
keywords, entering, 307
location for ads, 304-306
setting up, 303-304
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payment PowerSeller
calculation of, request for, 80—-84 becoming, 127-128
credit-card merchant account, 152 levels/benefits, 128—129
credit-card payments, 267 PPC. See Pay Per Click
eBay preferences setup, 37 PPC bidding shopping directories, 334
information for eBay item listing, 66-70 preferences, eBay, 35-37
modifying charges, canceling orders, price. See also fees
268 affiliate program expenses, 357-358
nonpaying bidders, 89-91 Amazon Marketplace Pro Merchant and,
PayPal account setup, 15-19 368
PayPal order processing, 269 of eBay store types, 110
receiving, 84-85 merchant sites and, 365
payment gateway, 231-232 of online products, 5, 6
payment instructions, 83 shipping costs, 44—46
Payment Methods page, 238 Price field, 156
payment, Yahoo! Merchant Solutions store price sensitivity
credit-card merchant account, 231-235 of online buyer, 8-9
credit-card risk verification tools, shopping directories and, 333
235-237 PriceGrabber.com, 338, 369
methods, selection of, 238 PriceSaving.com, 338
order forms, 238-240 price:weight ratio, 5
Paymentech pricing
credit-card transactions with, 234-235 Buy It Now format and, 31
land line for, 152 channel conflict and, 375-376
merchant account fees, 234 for eBay item listing, 59—60
PayPal incremental pricing option, 160-161
account setup, 15-19 Privacy Policy page, 229
eBay preferences setup, 37 private listing, 61
order processing, 269 product accessory, 214-215
payment methods, 238 product associations
shipping and, 39, 40 creating, 215-216
shipping label and, 86-87 product accessory, 214-215
percentage charge product bundling, 124
for shipping rate, 247 product category
use of, 248 choice of, 53-54
photographs for Yahoo! Shopping directory, 276-277
adding to eBay item listing, 62—64 product data, exporting, 163—164
for eBay listing, 51-52 product data, importing, 164—172
tips for taking, 52 data file, creating/importing, 168—170
phrase match, 314 importing images, 171-172

Picture Services fees, 34 inventory quantities, 168
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product data, importing (cont.)
issues, 164
options, 165
publishing import data, 170-171
section pages, 165-168
product database
adding item to, 154-161
description of, 153—-154
modifying items, 161
publishing product data, 162
viewing data in store, 162—163
product fields, 156—158
product pages
components in, 183
creating/editing, 212-213
images, HTML for, 200-202
layout, modifying, 216
product accessory, 214-215
product-url field
creating, 277
description of, 158
product warranties, 123
products
Amazon.com, selling on, 365-369
cross-sell products, 282-285
eBay quantity options, 32
Half.com, selling on, 369-370
moving between sections, 204
online, good/perfect products, 5-7
Overstock.com, selling on, 370-371
price sensitivity of online buyers, 8-9
PriceGrabber.com, selling on, 369
product elements with Contents-
elements, 208
product layout with Contents-format
layouts, 207
on section page, 202-203
SmartBargains.com, selling on, 372-373
trading assistant product criteria, 133
uBid.com, selling on, 371-372
Yahoo! Shopping directory, submitting
to, 273-277

Professional package, Yahoo! Merchant
Solutions, 141-143
profit, 296. See also gross profit
promotion. See also cross-site merchandising/
promotions
of eBay store, 108—109
listings and, 123-124
with newsletters, 359-360
relationship-building with eBay store,
124-125
of trading assistant business, 136
promotion boxes, 120-121
promotion, Yahoo! Merchant Solutions store
affiliate, discount, tracking links,
279-282
coupons, discounts, 278-279
cross-sell products, 282-285
e-mail marketing, 282
Yahoo! Shopping, submitting data to,
273-277
publishing
data for Yahoo! Shopping directory, 277
import data, 170-171
product data, 162
Yahoo! Merchant Solutions store page
design, 230
purchases, 29-30

Q

quantity options, 32

QuikDrop
drop-off locations of, 135
fees of, 134

R

rate table, 248

real-time inventory option, 257

Rebuild, 214

Recursive Textual Markup Language
(RTML), 145



RedWagons.com, 5, 11
Regions and cities location option, 304, 305
registration
as eBay member, 14-15
with search engines, 353-354
for Yahoo! Merchant Solutions account,
147-149
relationship-building, 124-125
relisting, eBay item, 90
reports, 129-132
rescheduling, eBay listing, 73-75
reserve fees, eBay, 34
reserve price
defined, 30
for eBay item listing, 59
selling on eBay with, 35
retaliatory negative feedback, 88—89
Return on Investment (ROI)
calculation of, 293, 294
description of, 292
returns information, 67
revenue-sharing proposition, 359
reviewing
eBay item listing, 70
orders, 261-265
risk settings, 237
Risk Tools page
flagged orders, checking, 265-267
IP number blocking, 271
ROIL. See Return on Investment
RSS feeds, 361
RTML (Recursive Textual Markup Language),
145
rules, shipping rate, 246-250

S

Sale-price field, 156
sale timing information, 60—61
sales

auction status, 75-76

blocking bidders, 77-78

Index

canceling member’s bid, 77
canceling/rescheduling listings, 73-75
completing, 80
feedback, leaving, 87-89
listing, changing, 72-73
listings, checking on, 71-72
payment, calculation of/request for,
80-84
payment, receiving, 84—85
Second Chance sale, 90-91
shipping product, 85-87
viewing, 79-80
sales, automating
list of, 93-95
resources, 105
Seller’s Assistant, 103
Selling Manager, 102-103
third-party tools, 103—105
Turbo Lister, 95-102
sales channels. See also cross-site
merchandising/promotions
channel conflict, 375-376
multiple, 139, 375
for online business, 3—5
sales reports, 129-132
sales tax, eBay preferences setup, 37
sales tax, Yahoo! Merchant Solutions store
obligations, 251-253
setting up sales tax, 253-256
Shipping & Tax Test tool, 256
search directory, 340
search engine, 340
search-engine optimization
file, directory names and, 348
importance of, 339-340
keyword analysis, 343-344
keyword optimization, 349-351
links, role of, 351-353
mistakes, 345-348
registering with search engines, 353-354
search engines, description of, 340-343
search engines, index of page, 344-345
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Search Engine Optimization for Dummies
(Kent), 340
search-engine ranking. See search-engine
optimization
search engines
click fraud and, 331, 332
description of, 341-343
registering with, 353-354
searchbots, 341
Second Chance sale
guidelines, 90
steps for, 91
Section/category page
components in, 183
in store structure, 176
section pages
creating, 165-168, 197, 199, 230
fields available in, 197-198
head/contents layout, modifying,
205-206
head/contents settings, overriding,
208-211
images and HTML in, 200-202
moving products between sections, 204
product elements with Contents-
elements, 208
product layout with Contents-format
layouts, 207
product placement on, 202-203
product placement on section page only,
211-212
security key, 151-152
Seller Central page, 105
Seller’s Assistant
description of, 94, 95
functions of, 103
Seller’s Assistant Pro
description of, 94, 95
functions of, 103
selling format
choice of, 53-54
on eBay, 30-31
for eBay store, 117

Selling Manager
Basic/Pro versions, 102—-103
description of, 93, 95
features of, 94
Selling Manager Pro
description of, 93, 95
features of, 94
selling process, eBay, 52-53
selling strategies, eBay, 34-35
server-side includes, 361
service plan, eBay, 119
Services links, 26
session 1D, 344-345
Shane.com, 380
shipping
Amazon Marketplace Pro Merchant and,
368
combining, 124
credit-card payments and, 267
free shipping offer, 124
online business and, 10-11
order, 270
Shipping & Tax Test tool, 255, 256
shipping, eBay
costs, 44-46
fees in invoice, 81-82
in general, 39
information for item listing, 66-70
Internet and, 3940
overseas, 50
packaging “best practices”, 43
packaging, handling fee, 46-48
packing materials, 40—42
product, steps for, 85-87
shippers, 44
strategies, 48—49
shipping label
packaging materials, 42
printing, 85-87
printing online, 40
UPS, 270
Shipping Manager, 244-251
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shipping services store account, Yahoo! Merchant Solutions,
choice of, 44 143
packaging materials and, 41 Store Editor, Yahoo! Merchant Solutions

shipping costs of, 4446
shipping overseas, 50
shipping, Yahoo! Merchant Solutions store
confirmation messages, 251
foreign orders, 243-244
methods, 245-246
rates, rules, 246250
settings, 250-251
UPS OnLine Tools for, 244-245
ShopLocal.com, 379
shopping directories
Froogle, 337-338
how to work with, 333-337
list of, 338
Yahoo! Shopping, 338
Shopzilla.com, 338
signature, 363
site map
eBay, 26
for search engine access, 347
SiteBuilder, Yahoo!, 144, 145
small affiliate services, 356-357
SmartBargains.com, 372-373
specials, 195-196
specialty products, 5
SquareTrade
dispute resolution program, 88
for ID verification, 25
stamps, 40
Standard package, Yahoo! Merchant
Solutions, 141-143
Starter package, Yahoo! Merchant Solutions
features not available in, 283
features of, 141-143
starting price, 59
status, product, 85
store. See eBay store; Yahoo! Merchant
Solutions store

building store pages with, 144, 145, 146

Contents page, 178—179

Edit toolbar buttons, 179-182

Head, Contents settings, overriding,
208-211

Home page, setting up, 189-196

link information blurb, 213-214

navigation in, 173-176

page design with/without HTML,
183-187

product accessory, 214-215

product database, adding item to, 154

product elements with Contents-
elements, 208

product layout with Contents-format
layouts, 207

product pages, creating/editing, 212-213

product placement on section page only,
211-212

products, associating, 215-216

products page layout, 216

publishing import data, 170-171

section page layout, 205-206

section pages, creating/editing, 197-204

store structure and, 176—-178

store locator, 379
Store Manager, Yahoo! Merchant Solutions

affiliate, discount, tracking links with,
280-281

catalog-request form in, 230

navigation in, 150, 151

order forms, setting up, 238-240

order review in, 261-265

product pages, creating/editing, 212-213

publishing product data, 162

risk settings in, 237

security key for, 151-152

store promotion boxes, 120-121
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store type, 110

StudioB discussion list, 364
subdomain, 201-202
subtitle, eBay listing, 59

T

Taxable field, 156
tech support
Catalog Manager, 154
Yahoo! Merchant Solutions, 139
telephone line, 152
telephone orders
credit-card transactions and, 238
processing, 268-269
Test category, 53
text, 347
text fields, 193—-194
theme, 112-113
ThinkGeek.com, 5, 6
third-party tools, 103—105
timing
of eBay auction, 35

sale timing information for eBay listing,

60-61

title
for eBay listing, 56-59
keywords in, 349

tracking
affiliate programs and, 355-358
conversion-tracking code, 328-329
conversions, 324-328
links, 279-282
package, 40
shipment delivery confirmation, 46
shipping confirmation messages, 251
shipping tracking services, 45
tools, 329-330
trackable links, 329

trading assistant
business, building, 135-136
criteria for, 134—135
description of, 132

fees, responsibilities, 134
product criteria, 133
trading post, 135
Trading Assistant program, 132—135
trading post, 135
traffic, 356
transaction fees, 142
Transaction Service Fee, 33
TSI, 44
Turbo Lister
description of, 93, 95
features of, 94
functions of, 95-96
steps for using, 96-102

U

uBid.com, 371-372
Uniform Resource Locator (URL)
of Favorites page, 123
for Home page, 189
for hosting pictures, 63—64
for images, 201-202
for keywords, 313
product-url field, 277
promotion of, 377-378
search engine index and, 344
United Parcel Service (UPS)
eBay shipping and, 40
shipping costs, 45
shipping materials of, 42
shipping methods for Merchant
Solutions store, 246
shipping settings for, 250-251
shipping via, 270
shipping with, 44
Shipping Zone, 49
UPS OnLine™ Tools for Merchant
Solutions store, 244245
UPS Real-Time Rates, 248-249
Yahoo! Merchant Solutions packages
and, 142, 143



United States Postal Service (USPS)
eBay shipping and, 40
shipping costs, 45
shipping materials of, 42
shipping overseas, 50
shipping with, 44
Shipping Zone, 49

Unpaid Item Process, 89—90

UPS. See United Parcel Service

UPS OnLine™ Tools, 244-245

UPS Real-Time Rates, 248-249

URL. See Uniform Resource Locator

user ID, 14

USPS. See United States Postal Service

Vv

Variables page
button designs, 221-222
Contents-elements setting in, 208
design settings of, 223-228
head/contents layout, 206
product page layout, 216

vehicle listing fees, 33

Vendio, 104

volume, 140

W

W2S (Web-to-Store) shoppers, 379
web forums, 362
web site. See also merchant sites; online site,
cross-site merchandising/promotions
domain name, pointing to store,
149-150
indexing by search engines, 344-345
keyword optimization, 349-351
links, search engines and, 351-353
price sensitivity of online buyers, 9
search-engine optimization, mistakes,
345-348

Index 401

with Yahoo! Merchant Solutions,
143-144
Yahoo! Merchant Solutions store pages,
144-146
web site, marketing
affiliate programs for, 355-358
content syndication, 361-362
coupon, discount sites, 358-359
discussion groups, 362-364
newsletters for, 359-360
Web-to-Store (W2S) shoppers, 379
wholesale lots, 125-126
Wholesale Lots portal, 125-126
Wordtracker, 299, 344
WorldWideBrands.com, 10

Y

Y'! Shopping button, 222-223
Yahoo!
money from Pay Per Click, 289
search engine of, 341
Yahoo! Directory
links to site from, 353
screen shot of, 342
Yahoo! Keyword Selector tool, 299-300
Yahoo! Merchant Solutions
account registration, 147-149
advantages of, 139-141
affiliate program of, 356
conversion tracking, 326
credit-card merchant account, 152
domain name, 144—147
domain, pointing to web site, 149
Got Campaigner tool of, 360
package, choice of, 141-143
pointing to store, 150
Store Manager, 150
store pages, deciding how to build,
144-146
store security key, 150-152
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Yahoo! Merchant Solutions (cont.)
web site for, 143—-144
Yahoo! Shopping and, 338
Yahoo! Merchant Solutions catalog
exporting product data, 163-164
importing product data, 164—172
product database, 153—-154
product database, adding item to,
154-161
publishing product data, 162
viewing data in, 162—-163
Yahoo! Merchant Solutions store
building store pages, 144—146
Contents page in Store Editor and,
178-179
conversion-tracking code, 329
credit-card merchant account, 152,
231-235
credit-card risk verification tools,
235-237
domain name for, 146-147
domain, pointing to, 149-150
inventory options, 256-259
notification/feedback messages,
241-242
opening for business, 259-260
order forms, 238-240
payment methods, 238
sales tax rates, 251-256
Shipping & Tax Test tool, 256

shipping confirmation messages, 251

shipping, foreign orders, 243-244
shipping methods, rates, 244-251
Store Manager, 150, 151

store security key, 151-152
structure of, 176—178

trackable links, 329, 330
with/without HTML, 183-187

Yahoo! Merchant Solutions store page layout

head, contents settings, 208-211
link information blurb, 213-214
product accessory, 214-215

product elements with Contents-
elements, 208

product layout with Contents-format
layouts, 207

product pages, creating/editing, 212-213

product placement on section page only,
211-212

products, associating, 215-216

products page layout, 216

section page layout, 205-206

Yahoo! Merchant Solutions store pages

ancillary pages, adding, 228-230
Home page, 195-196

modifying graphic design, 217-218
navbar buttons, modifying, 218-223
publishing, 230

section pages, 197-204

Variables page settings for, 223-228

Yahoo! Merchant Solutions store, processing
orders

credit-card payments, 267

fax, phone, mail orders, 268-269

flagged orders, 265-267

fraudulent orders, blocking, 271

modifying charges, canceling orders,
268

orders, reviewing, 261-265

PayPal payments, 269

shipping order, 270

Yahoo! Merchant Solutions store, promotion

affiliate, discount, tracking links,
279-282

coupons, discounts, 278-279

cross-sell products, 282-285

e-mail marketing, 282

Yahoo! Shopping, submitting data to,
273-277

Yahoo! Search Marketing Solutions

bid prices for keywords, 300-301
description of, 291

keyword analysis, 299-300

keywords and ad placement in, 297, 298



Yahoo! Shopping

integration with Yahoo! Merchant

Solutions, 141

navigation to, 334

results for merchant using, 335

using, 338
Yahoo! Shopping Buyer’s Guides, 274
yahoo-shopping-category field, 277
Yahoo! Shopping directory, 273-277
Yahoo! Warehouse, 373

Z

Index

zip code
AVS codes and, 266
shipping costs and, 44, 45
ZIP file, 172
zShops, 367, 369
zTradingPost, 135
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