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Internet Marketing 
 

NOTE:  For starred (*) questions, you should be able to discuss each element and its 
significance. 
 
Ch. 1:  “Types of Businesses, Types of Sites:  Introduction to E-Commerce.” 

1. What are the purposes and characteristics of: 
a. Corporate identity sites?  (pp. 4-5) 
b. Product/service information sites?  (pp. 6-7). 
c. Transaction oriented sites?  (p. 7) 
d. Customer relationship management sites?  (pp. 7-8). 

2. For firms operating globally, how are web sites useful in holding databases?  (p. 6) 
3. What are the purposes of business-to-business marketing sites, and why are these 

growing at such rapid rates?  (pp. 11-12) 
4. What is an important goal for portal sites?  (p. 17) 

 
Ch. 2:  “Standing Out From the Crowd” 

1. *What are some issues in positioning a web based business?  (pp. 25-27) 
2. *What are some issues in defining Internet marketing goals?  (pp. 27-28) 
3. *What are some ways that a web based business can “stand out?”  (pp. 29-37). 
4. What does a “unique positioning statement” involve?  (pp. 39-40). 

 
Ch. 3:  “More Than A Pretty Face” 

1. *What are some objectives that a site must achieve?  (pp. 50-51) 
2. What are the relative merits of “internal” content versus links?  (p. 75) 

 
Ch. 4:  “The Key to Stickiness” 

1. What does the notion of “stickiness” involve, and why is it important?  (pp. 79-81) 
2. *What are some features that can be used to achieve stickiness, and what are the 

strengths of each?  (pp. 81-88) 
3. *What are some stickiness tools in the order taking process?  (pp. 88-91). 
4. *What are some online interactions that can support selling?  (pp. 98-101). 
5. *What are some functions that facilitate customer communication?  (pp. 102-104). 

 
Ch. 5:  “Look ‘n’ Feel” 

1. *What are some important objectives of a site’s appearance?  (pp. 111-113). 
2. *What are some important objectives in site organization?  (p. 114). 
3. *What are some useful “front door” features?  (pp. 114-115) 
4. What are some reasons why it may be useful to design a site that will change under 

various circumstances?  (pp. 115-116) 
5. *What are some issues in download time?  (p. 116) 
6. What is suggested with respect to images?  (p. 117) 
7. *What are some important criteria in deciding on a web site’s appearance?  (pp. 118-

126) 



8. What are advantages and disadvantages of frames?  (pp. 127-131) 
9. *What are some ways that help get customers back to one’s site after they may have 

followed a link onto another site?  (pp. 136-138). 
 
Ch. 6:  “Portals, Vortals, Search Engines, and Directories” 

1. *What are some ways to optimize a site for favorable search engine ranking?  (pp. 155-
156) 

2. *What are some examples of “hidden text,” and what is the significance of this?  (pp. 
156-160) 

3. What are some ways of testing site ranking based on various keywords?  (pp. 160-161). 
4. *What are some factors other than keywords and hidden text that may influence site 

rankings in a search engine? 
5. How do “pay-per-click” or “keyword bid” search engines work?  (pp. 165-166). 

 
Ch. 7:  “Internet Advertising of Your Web Site” 

1. *What are some tools for online advertising of a site?  What are the relative merits of 
each?  (pp. 173-179). 

2. What are the merits of “bid-for-position” search engines?  (pp. 180-184). 
3. *What are some issues in banner ads? (pp. 184-190) 
4. How can affiliations and sponsorships be used?  (pp. 197-198) 
5. *What are some ways of tracking ad performance?  (pp. 199-200). 

 
Ch. 8:  “Promotion On and Off the Net and Print Advertising” 

1. *What are some opportunities for online public relations?  (pp. 205-214) 
2. *What are some opportunities for publicity for a site?  (pp. 214-222). 

 
Ch. 9:  “E-Mail Marketing” 

1. What are the most important goals of e-mail-marketing?  (pp. 231-231). 
2. How should segmentation be used in e-mail-marketing?  (p. 230). 
3. What are some sources of e-mail addresses?  (pp. 232-233). 
4. What does “permission marketing” entail?  (pp. 234-234). 
5. What does “double opt-in” permission entail?  (p. 236). 
6. What are some suitable contents of e-mail messages?  (p. 237-240). 
7. What does “e-mail-merging” involve?  (pp. 241-242). 

 
Ch. 10:  “E-Mail Mechanics” 

1. What are some issues in formatting e-mail messages?  (pp. 252-255). 
2. What are some suitable types of links that can be used in e-mail messages?  (p. 255). 

 
Ch. 11:  “Composing E-Mail” 

1. What are some issues in e-mail message planning?  (pp. 266-268). 
2. What does the method of “listening back” entail?  (pp. 268-271). 
3. What are some “do’s” of effective e-mail?  (pp. 271-272). 

 


