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About the Author

Rob Snell loves e-commerce and all things Yahoo! Store. He is totally
obsessed with search marketing and increasing his stores’ conversion rates.
He is a small-business owner, online retailer, search marketing/e-commerce
consultant, Yahoo! Store developer, sometime bass player, and Steve Snell’s
brother and business partner. This is his first book!

Rob has been in retail literally longer than he can remember. Growing up in
the family mail-order catalog and retail business meant summers and week-
ends of unloading truckloads of 50-Ib. bags of dog food, waiting on customers,
designing catalogs and magazine ads, and even programming the point-of-sale
systems. He was shocked when his sister-in-law informed him that most other
families didn’t talk about search marketing or conversion rates over
Thanksgiving dinner.

Rob has been into computers since 1981 when his mom bought him a Timex
Sinclair ZX81. He’s been online since 1990 and opened his first online store in
1997 when his brother stumbled across Viaweb (now Yahoo! Store). Since
then, Rob has designed, developed, owned, and/or marketed hundreds and
hundreds of Yahoo! Stores that have sold millions and millions of dollars
worth of stuff. Rob has sold Superman comics, art supplies, Pokémon cards,
refurbished Sun workstations, pewter dragons, dog supplies, car-top carriers,
softball equipment, and even janitorial supplies.

Rob has a lot of experience as a small-business owner in many different
fields. He started freelancing as a graphic design student and was booking
and playing bass in several bands in college when he and his brother started
a small chain of five comic book stores (which they sold in 2001). Rob spends
his workdays helping his clients sell more stuff on the Internet and working
with his family.

Rob now consults with retailers on improving their e-commerce sites and
maximizing their search-marketing campaigns and is a guest speaker and lec-
turer on search marketing and e-commerce for small businesses. He posts
somewhat regularly in his Yahoo! Store blog at www.ystore.blogs.com and
can be contacted via e-mail at book@ystore. com. For more information,
visit www . Ystore.com or www.robsnell.com.
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Introduction

Flanks for taking a look at Starting a Yahoo! Business For Dummies. When
the folks from Wiley Press approached me about writing this book, I think
[ may have come off as more than just a little cocky. I boldly asserted, “I am
the guy to write this book.” Why? I've lived Yahoo! Store since April 1997. I'm
not saying [ know more about Yahoo! Store than anyone else, but [ do have as
broad an experience with the platform as anyone I've ever met.

Around these parts, our Yahoo! Stores make the mortgage payments and then
some, so we pay pretty close attention to what increases sales. Working with
300-plus retailers has opened my eyes to the myriad ways we all sell online
using the same exact platform. I learn something new from every retailer I
work with.

Also, I think I've worn almost every hat you can wear in the Yahoo! Store uni-
verse as both a retailer and an online store developer and marketer. I've been
a new store owner, neophyte online store builder, entry-level HTML coder,
graphic designer, product photographer, box packer, telephone order taker,
shipping manager, e-mail marketer, customer service phone rep, RTML
hacker, search engine optimizer, and sales copywriter.

I've also tried tons of different ways to sell online. Some have worked. Others
haven’t. Look, I'm not embarrassed to say I've made lots and lots of mistakes
trying to stay on top of Internet marketing. Learn from them! If 'm still doing
something today, it’s because it works! I've had some home runs with sites
that have made some of my clients rich (and me fat and happy), generating
millions and millions of dollars in sales.

After nine years, I've found that it just takes a good idea, a little bit of luck,
and lots and lots of good ol’ hard work to be successful online. The better
your idea and the better your luck, the more successful you'll be, but it really
just comes down to who wants it bad enough. Opportunity shows up in work
clothes. In this book, I give you the tools and show you the path that worked
for me, but you have to do the heavy lifting.
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About This Book

This book is filled with more than nine years of proven Internet marketing
strategies and tactics sprinkled with online success stories and hard-learned
lessons from Yahoo! Store owners who have successfully competed with the
big online players. This book is paying a debt to all the retailers and other folks
who shared information that helped me stay alive long enough to figure out
what [ was doing. | expect you to pass this knowledge on to future retailers.
This book is what [ wish [ knew in April 1997. Anybody got a time machine?

In this book, you find answers to questions about:

v Creating an online store that sells

v Driving more traffic that converts into sales
v Profiting from keywords

v Processing credit cards online and offline
v Finding out what’s really selling online

1 Maximizing sales on an existing store

What You're Not to Read

This book is about store building with the Yahoo! Store Editor, which has
been around in some form or another for more than ten years. [ don’t tell you
how to build stores with Store Tags, the other way to build Yahoo! Stores,
which I loathe. If you must build a store with Store Tags because your prod-
uct catalog never changes, or if you want to use SiteBuilder, take this book
back to the store and get your money back because about half of this book
doesn’t apply to you. On second thought, I get paid in royalties based upon
sales, so, uh, keep this book and profit from all the marketing stuff in here.
Store Tags users probably need Site Builder For Dummies (Wiley Publishing,
Inc.) by Richard Wagner (or the specific For Dummies book for whatever soft-
ware title you're using for store building). Every store owner can benefit from
Yahoo!’s free Merchant Solutions Getting Started Guide, which is available on
the Web at http://help.yahoo.com/help/us/store/guides/index.
html for you to download and print.

This book is also not revealing any of my trade secrets or those of my clients.
I'm not giving away the store here (pun intended). All the examples and
screen shots have had specific store information removed, or I've been vague
enough to protect client info. This book is also not about how to get rich
quick; it’s about how to get rich slowly. It’s also not how to game the search
engines for free traffic (which would make you a spammer).
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Foolish Assumptions

When writing this book, I've made a few assumptions about you:

v You have a computer (a Mac or PC) and have basic computer skills.
v You're connected to the Internet with a high-speed connection.

v You either are a retailer or want to be a retailer.

* You want to know how to sell (more) stuff online.

v You're tired of working for The Man.

v You're not a communist, and you want to make some money.

This book is written for the independent business owner who feels pretty
comfortable with computers. You can handle sending and receiving e-mail
with attachments and are comfortable with software like Microsoft Excel,
Microsoft Word, and QuickBooks. Some knowledge of graphics software (like
Adobe Photoshop or Paint Shop Pro) is extremely helpful for editing product
photos and creating store graphics, but it’s not required.

How This Book Is Organized

This book is organized into six parts. I describe these parts in the following
sections.

Part I: Finding Out about Yahoo! Store

Discover the basic geography of Yahoo! Store: the Store Editor, the Store
Manager, and the published site. Find out about the different ways folks make
money online. You also see how to find out what products are really selling
and how you can save some time with a few simple tweaks to your Editor.
Finally, it’s almost like an episode of CSI where I dissect a real Yahoo! Store
order from start to finish, examining every gory detail to determine the real
cause of conversion.

Part I1: Planning What'’s in Store

Preparing to build and design your online store is almost half the battle. In
this part, you find out about doing the work yourself or outsourcing it to
designers. | explore assembling the different elements before you start to
build your store, designing your store to turn shoppers into buyers, creating
effective internal store navigation, and using images to sell more product.
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Part I11: Building and
Managing Your Store

This part tells you how the Editor works and shows you how to format your
store with navigation buttons. You also discover how to create different types
of pages: sections, items, the home page, search pages, and shipping info and
contact information pages. You can read about how to sell more of the prod-
ucts you have by merchandising your store more effectively. I also check out
the Shopping Cart and the new Checkout Manager. Finally, I cover the Store
Manager, where you set all your tax and shipping calculations and process
orders.

Part IV: Profiting from Internet Marketing

This part is my favorite. You need to be found when folks are looking to buy
what you are selling. | cover keywords and introduce the basics of Internet
marketing. You also find out about the specifics of paid search (Google
AdWords and Yahoo! Search Marketing) as well as how to drive free traffic from
search engines by optimizing your Yahoo! Store for Google, Yahoo! and MSN.

Part U: Making More Money
with Your Vahoo! Store

This is my other favorite part of the book. After you have a store up and run-
ning, you've done the hard part: getting started. Improving an existing store
is so much easier than launching a new store. In this part, you discover how
to improve your store (based upon your stats), convert more of your existing
traffic into buyers, e-mail your customer list to sell more stuff, and save time
and energy by uploading products by the dozens.

Part Ul: The Part of Tens

[ love The Part of Tens. These chapters cover Yahoo! Store tools, add-ons,
and upgrades. You also find out a little about RTML, the proprietary custom
scripting language of Yahoo! Store.
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Icons Used in This book

A\\S

Look for these helpful icons to highlight specific points I think you should
know about:

I'm all about giving folks action items or takeaways. When you see the Tip
icon, you know that I'm sharing with you a way to improve your store or save
time.

When you see the Remember icon, I'm reminding you that you need to know
this bit of Yahoo! Store trivia for something to work.

I'm pretty careful to not be an alarmist, so when you see the Warning icon,
don’t think CNN scroll hype, think, “Danger, Will Robinson” because you’re
very close to something that could do you real harm — like a man-eating
carrot (remember that episode?).

This icon highlights all the technical details that you don’t really have to
know to operate a Yahoo! Store, but you may want to know if you're a guru. If
you’re not interested, skip the text marked with this icon.

Where to Go from Here

Unlike a novel, you can read this book in any order. You can even skip parts,
chapters, or entire sections within chapters, and you’ll be okay. Skip to the
end of the book and read about conversion rate, and then back to the part
where I introduce the Store Editor, and then over to the design chapter, and
you'll be fine. You don’t even have to read the whole book. Use the Index and
the Table of Contents to find what you want to read about and read only that
information.

Running a Yahoo! Store isn’t that difficult, but there are so many things you
need to always be working on. The good news is that you don’t have to mem-
orize all of this stuff. Refer back to this book as often as you like.

5
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“Talk to Me, Johnny . . .”

I need your feedback. Please e-mail me at book@ystore. com. It’s really help-
ful for me to know what works and what doesn’t. If you catch a mistake, let
me know, and I'll correct it. Visit www.YstoreBooks . com, which will have
additional information I wanted to include in the book, but couldn’t because
Editor Kelly wouldn’t let me have 600+ pages.

[ also have a book-based newsletter, which you can subscribe to by e-mailing
newsletter@ystore.com. [ don’t promise a weekly newsletter, but I'll e-mail
you as often as [ have something worth writing about. Visit my company’s
Yahoo! Store Marketing and Development Web site at www.ystore. com. I also
have 100-plus posts about Yahoo! Store and search marketing at my blog at
www.ystore.blogs.com.
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Finding Qut about
Yahoo! Store

The 5th Wave By Rich Tennant
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“This is 2 ‘dot-com’ company, Stacey. Risk

taking is a given. If you’re not comfortable

running with scissors, cleaning your ears

with RKnitting needles, or swimming right

after 2 big meal, this might not be the
place for gyou.”




In this part . . .

ahoo! Small Business, Yahoo! Merchant Solutions,
Yahoo! Search Marketing, Yahoo! Web Hosting,
and Yahoo! Store. Wow! Sometimes starting a business
on Yahoo! can be confusing, but don’t panic. I do this for
a living!

This part of the book gets you started building your
online business with Yahoo! and fast! (I have a short atten-
tion span.) First, I explain all things Yahoo!, like how all
these different parts work together. I also fess up and
finally come clean about why I still use Yahoo! Store after
all these years. (Because it works!) I also get you to plan
your online business and examine different business
models for selling stuff online. If you don’t already sell
something, [ help you figure out what products to sell and
then make sure that you can make a living doing so.

I like to get things moving, too. Chapter 3 is where the real
action kicks in because I show you how to jump-start your
store. You quickly dive into the Store Editor, create some
sample sections and products, upload some images, and
publish. You also publish your order settings and place a
test order. Finally, [ wrap this part of the book up and exam-
ine a real live Yahoo! Store order from beginning to end.

Yahoo! Small Business gives you the tools to build a suc-
cessful online business, but you have to take the initiative
and do the work. If you plan ahead, work hard, and take
care of your customers, with a little bit of luck, you can
build your online business and accomplish your goals and
dreams.




Chapter 1

The Nickel Tour of Yahoo! Store

In This Chapter

Getting to know Yahoo! Merchant Solutions

Retailing as a lifestyle business

Opening a Yahoo! Small Business

“Hey, Momma? Know what? If I take all my old toys that I don’t play with
anymore and sell them, I can take all that money and buy some new toys!”

— Sam Snell (my nephew), sometime around age 3

I’ve always wondered whether independent retailers are born or made. Is
self-employment nature or nurture? Maybe self-employment isn’t in the
blood as much as it is in the air. I grew up in my parents’ retailing business,
so I can see where I caught the bug, but not my parents. Their parents taught
school and sold insurance. I guess my folks saw opening their own store as
the easiest way to be their own boss, own their own business, and get their
piece of the American Dream.

This chapter is your introduction to all things Yahoo! Store. Thanks to its
suite of online store-building and -management tools, Yahoo! makes it easy
to start and run your own business. The Yahoo! Merchant Solutions service
includes domains, Web hosting, e-mail, and Yahoo! Store. This chapter also
provides you with an overview of the different parts of the Yahoo! universe,
showing the different pieces and parts of Yahoo! I also discuss what Yahoo!
Stores are, why I think Yahoo! Stores are swell, and the types of retailers who
sell on Yahoo!

Exploring Small Business

Small business is really big business. It’s an old story by now. The media have
been all over it for ten years or more. “Small” business owners (and we don’t
like the word small) are the dynamo that powers the American economy,
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creating 70 percent of all new jobs. More folks are starting up new businesses
than ever before, and the Internet makes becoming an entrepreneur easier
than ever.

Retailing is also big business in this country. It’s a very big percentage of our
GDP. Americans really like to buy stuff, but how we buy is changing all the
time. We're buying more and more online every year. Brick-and-mortar retail-
ing is pretty saturated, getting overcrowded with big-box category killers sell-
ing everything from warehouse locations. Mom and Pop stores can’t compete
with the Wal-Marts on price or selection, so service is all you have when
you're a little guy.

Retail customer service is pretty much dead. I'm really impressed if I get a
cashier who smiles and thanks me for my business. Finding someone with
real product knowledge who can answer my questions is whole 'nother trick.
I've just accepted the fact that [ have to become an “expert” about whatever
I'm buying by doing my homework. There’s this wide range of service in retail
these days from virtually none (the big-box boys) to great service (high-end
boutiques and better independent retailers).

All this change and the vacuum of decent customer service and product
knowledge create a huge opportunity. If you have product expertise, are a
subject matter expert in your niche of the woods, and enjoy dealing with
folks like yourself, online retailing may be for you.

Get real for a minute. You're probably not going to get rich selling online with
a Yahoo! Store. You certainly won’t make a killing overnight, but it’s a great
way to make a comfortable living. You get to be your own boss and have a
certain flexibility of schedule. Being able to work from anywhere (even at
home in your PJs) is a big, big plus. Small-business retailing is more of a
lifestyle business than a ticket for the IPO lottery. Retailing is an easy way

to start a business, and selling on the Internet is a perfect way to start. You
don’t need mountains of capital, just a strong desire and a little bit of sweat
equity, and you’re in business.

Introducing Vahoo! Small Business

When you open a Merchant Solutions account at Yahoo! Small Business, you
have a Yahoo! Store (which is what I call it, no matter what anyone else says).

Simply put, a Yahoo! Store is an online store hosted at Yahoo! — a Web store

with your own domain name. Your Web site comes with a Shopping Cart and

a secure checkout with a payment gateway. Plug in your merchant account (a

special bank account for processing credit cards), and you can accept credit-
card payments (and now PayPal payments). You also get tools to build and
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manage your store. These tools include the Shipping Manager tool to config-
ure your store’s shipping methods and rates, a product database, online sales
and traffic reports, stats, and graphs to see how you're doing. You also get
the Store Editor — a Web-design tool for store building. Yahoo! Store also has
really good customer support (both toll-free by phone and e-mail) and excel-
lent online help files.

Yahoo! Store is a great choice for building your online store. The platform has
more than 35,000 stores and has been around since 1996, before Yahoo! paid
$49 million for Viaweb in July 1998. There’s a success track to follow. Other
retailers have done well on Yahoo! Store, and maybe you can, too. Yahoo!
Store is also a recognized name brand for shoppers, so potential customers
feel more comfortable shopping with you.

Using Yahoo! Store also has secondary benefits: There’s a big enough Yahoo!
Store user base for a community to develop (www.ystoreforums.com).
There’s also a growing developer network of around 100-plus RTML guys

and gals who specialize in designing and marketing Yahoo! Stores (http: //
smallbusiness.yahoo.com/merchant/designdir.php). Lots of business
and design challenges have been met and overcome. There’s a clear path to
follow when building a Yahoo! Store, and many friendly folks are on the road
and don’t mind sharing tips and tricks with fellow Web retailers.

Okay. I'll admit it. Yahoo! is a bit expensive compared to bargain-basement
Web-hosting and Shopping Cart software. Honestly, you’ll pay more for Web
hosting when you have a Yahoo! Merchant Solutions account, but I believe this
expense is actually a good thing because you really do get what you pay for.
Table 1-1 lists the different monthly hosting packages, where you either pay
$40, $100, or $300 a month plus a percentage of your sales. This revenue share
fee is 1.5 percent (ouch!), 1 percent, or 0.75 percent (depending on the type of
account you get), but because Yahoo! has resources other smaller companies
don’t, you shouldn’t mind sharing a little bit for what you get in return.

Table 1-1 Yahoo! Merchant Solutions Packages
Starter Standard Professional

Monthly hosting fee $39.95 $99.95 $299.95

One-time setup fee $50 $50 $50

Transaction fee 1.50% 1% 0.75%

Store volume <$12K $12K+ $80K+

Source: Compare Merchant Solutions Packages:http://smallbusiness.yahoo.com/
merchant/compare.php

11
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For example, huge surges in traffic aren’t a problem when you have a Yahoo!
Store. Yahoo! has an incredible load-balancing infrastructure so that you
don’t have to worry, for example, if your store gets mentioned on Oprah and
10,000 people suddenly swarm your store. I really don’t understand all of this
propeller-head stuff, but I've seen stores handle tons of traffic (10,000 people
a day) and not crash. Yahoo! Stores can also handle the huge spikes in traffic,
for example, like the Christmas rush, where the entire Internet is swamped
with millions more shoppers than usual. If you have a very seasonal business
where you go from a 100 people a day in the off season to 4,000 people a day
in the peak season and 150 to 200 orders a day, Yahoo! Store may be for you.

Yahoo! is pretty serious about its Web-hosting business. It’s not a sideline or
an afterthought. Nowadays, anyone with a T1 line and a server can set up a
box and be a “Web-hosting company,” but sometimes it takes a $45 billion
market-cap company to do things right.

Yahoo! Stores have a great uptime record, too. One of the reasons [ don’t
mind paying a little bit more for Yahoo! Store than generic Shopping Cart
Web-development packages or Web-hosting packages is that I've had a Yahoo!
Store or Viaweb since 1997. [ know of only two times that our store was either
down or really, really slow. I can’t say that about any other product or service
that I've ever had, whether on the Web or not, including cell phones, air con-
ditioners, 1-800 numbers, bank accounts, Lexus convertibles, iBooks, and so
on. I'm not saying that Yahoo! Stores are bulletproof, but if someone is shoot-
ing at my online store, I would rather it be a Yahoo! Store than anything else.

Figuring Out Who Uses Yahoo! Store

Lots of different types of people use Yahoo! Store to sell all kinds of different
things online:

v Brick-and-mortar stores: These stores include anyone from Mom and Pop
retailers to large corporate clients who don’t want to spend $250,000 for a
custom e-commerce solution. These retailers supplement their brick-and-
mortar store’s income by double-dipping, with their inventory selling
online and offline. Sometimes the tail wags the dog and the real “store” is
simply a warehouse for the online store’s products.

v~ Stay-at-home moms (or dads): These mompreneurs build their business
by taking phone orders and packing boxes between changing diapers
and making trips to soccer practice. This new demographic is exploding
and, man, are these folks competitive! | had a huge base of mom-clients
until a crop of stay-at-home mom store developers popped up. These
Y!'Moms had no overhead and rock-bottom store development prices
and grabbed all the business! I love it when the “breadwinning” spouse
has to quit his or her job to come home and help fill all these Yahoo!
Store orders.
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v Nonprofits: 've seen everyone from church groups to museums to
social activists sell online to raise money or accept contributions. Even
the American Red Cross had a Yahoo! Store to take donations!

v Drop-shipping Web marketers: These retailers only drop-ship, which
means that they forward orders to a wholesale distributor who packs
and ships the order for the retailer. Drop-shipping means no inventory,
no warehouse, no killer overhead, and (sometimes) no employees. Drop-
shipping retailers probably pay more for their products than retailers
who stock and ship all their products, but drop-shippers have much less
risk than traditional retailers. If you can find a great wholesaler who is
also a drop-shipper, you can focus on customer service and Internet
marketing (see Chapter 2). I have some great examples, but my retail
clients would shoot me if I slipped and gave up their killer sources!

v Mail-order catalogers: These old-school, direct-mail retailers are embrac-
ing Internet marketing, and many catalog companies sell more through
their online catalog than through mailed, paper catalogs. Catalogs are
tremendously expensive to print and mail, especially compared to the
relative bargains of paid-search advertising (see Chapter 18) and free
traffic from search engines (see Chapter 19).

v Inventors, authors, and musicians: When you write a book or invent a
product, no matter how cool it is, you can’t sell it if shoppers can’t buy it!
Sometimes the Big Boys either won'’t carry a product or want big bucks
for catalog placement or space on store shelves. If you can create a
virtual product where folks can download a file like a program (www .
rtmltemplates.com), an e-book (www.ytimes.info), or an MP3 file
(www . laugh.com), you don’t even have to ship anything!

<® Selling your own creation is probably the hardest road to Internet mar-
keting success, but if you hit a home run, you’re rich! When you sell the
products that you make, you usually have a killer margin because you
keep the manufacturer’s, distributor’s, and retailer’s share of the pie.

v Manufacturers: I'm a retailer who firmly believes that most manufactur-
ers shouldn’t retail! [ believe it’s bad manners to compete with your
retailers for the very same customers, but some manufacturers want to
sell direct. It’s a free country! The best compromise I've seen is when the
manufacturer sells at full retail using its own manufacturer’s suggested
retail price (MSRP) and provides links to other approved online mer-
chants who are free to sell at market price. See www.mailcarts.com
for a manufacturer’s site I did awhile back.

Deciphering All the Parts

Your credit-card statement lists Yahoo! Small Business (YSB) as your online
landlord. Y!SB is the division at Yahoo! that you deal with the most.
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Here are the other parts of Yahoo! you need to know about:

v Yahoo! Search (www.yahoo.com) is a separate part of Yahoo!. Just
because you have a Yahoo! Store doesn’t mean that your store will auto-
matically rank in the top ten results at Yahoo.com when folks search for
keywords related to what you sell. Yahoo! doesn’t play favorites with
stores or hosted sites, which is confusing to some new accounts. See
Chapter 19 for tips on optimizing your store for all the search engines,
especially the top three that drive 95 percent of Internet search engine
traffic: Google, Yahoo!, and MSN Search.

+* Yahoo! Shopping is Yahoo!’s shopping portal and the public face of
Yahoo! Search. To be listed in Y!Shopping, you have to organize and
submit your products to Yahoo! Product Submit. If accepted, your prod-
ucts get sucked into the Yahoo! Product Search database, showing up
when customers search on http://shopping.yahoo.com. You pay
for each click from Y!Shopping to your store based upon your industry
(anywhere from 15 cents to $1). Yahoo! Merchant Solutions accounts
do get 20 percent off list prices, though. See http://productsubmit.
adcentral.yahoo.com/sspi/us/pricing to read about Yahoo!
Shopping and other ways to market your store in Chapter 17.

v Yahoo! Search Marketing (YSM) is the paid-search advertising part of
Yahoo!. You know what I'm talking about — those sponsored ads that
appear at the top and to the right on Yahoo! and lots of other sites. See
Chapter 18 on buying your way to the top with paid-search ads on
Yahoo! (and its competitor, Google AdWords).

Examining Merchant Solutions

Yahoo! Merchant Solutions is the catchall marketing name for Yahoo! Small
Business division’s services package, which includes domains, business
e-mail, Web hosting, and Store. Domains lets you register and reserve your
domain name and control where it points on the Web. Yahoo! Business E-mail
gives you 100 mailboxes with spam control and 17 other things e-mail does.
Yahoo! Web hosting gives you traditional Web-hosting space where you can
upload your files via FTP or the File Manager with 20GB of disk space. You
also get 500GB data transfer, PHP support, log files, and more.

The “Store” part of Merchant Solutions is what used to be called Yahoo! Store
and consists of the Store Manager and Store Editor. You can also use two
completely different ways — Store Editor or Store Tags — to build and main-
tain your store. The store-building part of this book is about Store Editor.

See Chapter 5 for more on why I use the Store Editor, and why I think you
should, too.
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The Store Manager is your virtual back office. You can process orders
(review, edit, and export store orders), view Statistics (all the cool reports,
graphs, and statistics to help you manage your business), configure Order
Settings (Shipping Manager, tax settings, payment methods), maintain Site
Settings, and promote your online store. You can read more about the Store
Manager in Chapter 15.

The Store Editor is both an online store builder and a product database man-
ager. You can create, edit, and organize your products on the Web by brows-
ing a copy of your online store. Here you can also design, tweak, and update
your store’s look and feel and see your design changes behind the scenes.
When everything’s perfect in the Editor version of your store, click the
Publish button to update the public version of your store. Use the built-in
product and section page templates and customize your store by editing the
look and feel settings on the global Variables page. Advanced users (or pro-
fessional store developers, if you have the budget) can create a unique look
by editing copies of RTML templates or by creating custom RTML templates
from scratch. See Chapter 26 for more on RTML, the proprietary templating
language and foundation of Yahoo! Store.

| still use Yahoo! Store and Store Editor
today because they work

The reason | chose Viaweb (now Yahoo! Store
Editor) to build my first online store back in early
1997 was because | wanted to sell stuff on the
Internet, not code HTML or learn how to pro-
gram CGI-BIN shopping cart scripts. I'm a
retailer and a marketer, not a computer scien-
tist! I had many reasons for choosing Viaweb:

v~ Viaweb worked for me because | could
do it myself. Back in 1997, | literally had
no Web store development budget, so |
couldn’t pay a Web developer what, at the
time, was the outrageous price of $75 an
hour to set up an online shopping cart. | was
also highly motivated with the desperation
that only comes from your momma saying,
“Son, get my business online, and do it fast,
or there won't be any business pretty soon.
PetSmart is coming. . . .” One thing | did
have was oodles of free time, thanks to my

business partner (and baby brother), Steve,
who runs our day-to-day operations so well
that | can disappear into a project (like this
book!) for six months to a year when an
opportunity presents itself!

Viaweb/Yahoo! Store was perfect for me
because | also had no Web skills and vir-
tually no online experience. | had never
“developed” a Web site. | was a newbie to
the WWW in every sense of the word, play-
ing on CompuServe since 1990 and posting
in a few online comic book retailer forums
swapping marketing tips. | did have a back-
ground in retailing and had owned my
stores since | was in college. | also had my
degree in graphic design from Mississippi
State, but that was with tools from the
Stone Age designing things on paper.

(continued)

15
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(continued)

v+~ Viaweb also didn’t require me to have any
special software (that | really couldn't
afford, anyway). | could build my store
online in the Store Editor (over a 28.8
modem dialup connection). All | had to do
was copy and paste some product informa-
tion, upload some pictures, tweak a few
Variables, and | was online selling stuff,
even though | had to learn store design and
Internet marketing fast and in public in front
of our customers!

The reason | still use Yahoo! Store today is
because it works. | have yetto find a better way
to sell online, and believe me when | say I'm
always looking! To me, Yahoo! Store is the
world’s best online store-building platform. It's
perfect for little guys who want to become big
guys. You don't have to be a Web developer or
even have an IT guy on staff. You build your
store and then concentrate on building your
business by taking care of your customers and
selling stuff. Yahoo! takes care of all the pro-
peller-head stuff behind the scenes.

Yahoo! Store can also scale with you as you
grow. Power users can always tap into the awe-
some power of customizing store pages through
RTML templates (see Chapter 26), as well as

automating some order-processing functionality
(see Chapter 15). Honestly, the only reason |
ever learned custom programming with RTML
was to be able to make search-engine-friendly
changes to the templates (to get more traffic)
and to make design changes to the store to
improve sales (for example, moving my Add To
Cart button higher on the page).

Paul Graham and Robert T. Morris (the RTM of
RTML) did it right the first time with the Viaweb
Store Builder software. The Store Editor has
stood the test of time. The Editor | used in 1997
to build my first Viaweb store is remarkably sim-
ilar to the Yahoo! Store Editor we use today. You
get to see how your store looks in real time as
you add products or make changes to the global
Variables.

Back then, there weren't any WYSIWYG (what
you see is what you get) HTML editors like
today's Dreamweaver or FrontPage. Back then,
you wrote your HTML code and then had to look
in your browser to see what a page really
looked like. I've been using the Editor for over
eightyears, which is an eternity on the Internet.
Maybe this old dinosaur is stuck in his ways, but
I love Store Editor and all things Yahoo! Store.




Chapter 2

Planning Your Online
Small Business

In This Chapter

Emulating successful online merchants
Picking products that sell and generate repeat customers

Looking at the different kinds of issues facing all kinds of retailers

Flere are riches in niches, whether with popular products, products with
limited distribution, or items that tend to generate repeat orders. In this
chapter, I show you how to pick an online business model and how to do
product research to discover which products sell on the Web. I also take a
look at the different types of retailers starting a Yahoo! Store and cover
brand-new retail startups, folks taking an existing business online, retailers
migrating to Yahoo! Store from another platform, and existing Yahoo! Store
owners opening multiple stores.

Choosing a Business Model

That Works on the Web

Retailers on the Web have to have a different business model than traditional,
real-world merchants. A business model is just a fancy name for the way a
company actually makes money. What strategy works offline is probably not
going to work online, which can make things complicated for folks who do
business in both worlds. Locally, you may have no real competition within
your trading area, but online you’ll have a ton of competition. Your competi-
tors are only a mouse click away, so you must be different. Differentiate your
store’s products from every other store selling the same things. I tell you how
to do that in this chapter.

Selling online gives the little guy a fighting chance against the big category
killers because smaller retailers are more nimble. When you’re small, you
don’t need approval from marketing, legal, and IT to make a change on the
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Web store; you just do it. The little guys can leverage their expertise, product
knowledge, and enthusiasm, and provide a better shopping experience in many
retail categories. On the Internet, you're not limited by your how many stores
you have, your store’s physical location, normal business hours, the size of
your showroom, how much inventory you have, or the size of your staff. You're
limited only by your creativity, your vision, your passion, and your work ethic.

Effective online retail business models remind me of cool retail shops I see in
large metropolitan areas. These retailers tend to focus on these tight little
niches that are big enough to make a comfortable living from but small
enough to avoid the large discounters. For example, last year I was playing
hooky wandering around in New York City. Instead of going to seminar pre-
sentations, | went shopping and found several cool, geeky stores that I loved.
These retailers could only make it in the big, big city and/or by selling online
or by mail order: Toy Tokyo (selling the coolest imported Japanese toys! See
ToyToyko.com), St. Mark’s Comics (selling every new comic book title pub-
lished every week), and Forbidden Planet (selling tons of books, graphic
novels, Japanese toys, and science fiction I couldn’t find anywhere else).

In a large market, you have the advantage of being able to focus on one micro
niche and be the expert in your subject area. The Internet is the largest market
there is. Your Yahoo! Store gives you a shot at the millions of people shopping
online every day, but only if you do something more than republish a copy of
your suppliers’ wholesale catalog. You have to do something to stand out from
hundreds or thousands of potential competitors.

Here’s a simple way to pick a business model: “Price, service, selection. Pick
any two out of three.” Another good one is “Do you want it good or fast or
cheap? You can have it good and cheap, but it’ll take forever. You can have it
good and fast, but you’ll pay a lot more. And you can have it fast and cheap,
but it’s not gonna be any good.”

Your business model can be to lose money on the first sale just to acquire a
customer and then make a profit on subsequent sales. Another model is to
sell expensive items as cheap as you can and then make all your profit selling
accessories, supplies, or extended warranties.

Another online business model is to use your industry contacts to bird-dog
good deals. Some retailers have sweetheart deals with manufacturers and
buy unsold inventory at rock-bottom prices, which allows them to have
seemingly unbeatable prices. [ know several apparel retailers who buy unsold
stock from other boutiques for pennies on the dollar and then resell it online.

For example, my mom’s brick-and-mortar store, The Dog Store, had a pretty
simple business model based on service and selection. She sold a wide variety
of premium pet food at competitive prices, gave great customer service, and
had a very knowledgeable sales staff who could answer pet-care and -training
questions. She built up a large base of repeat customers and sold them other
products for training and taking care of their pets. When she opened her



Chapter 2: Planning Your Online Small Business

\\3

\\J

Yahoo! Store in 1997, her business model radically changed. Mom couldn’t
offer pet food as a draw because (as dot-bomb poster child Pets.com discov-
ered) you can’t ship 40-pound bags of premium dog food and make any
money, so she spent a lot more time on educating potential customers about
pet-training supplies and equipment. Instead of doing this education in
person, she made informative Web pages, personally replied to thousands of
e-mail questions, and gave great customer service over the telephone.

You want to be the place to buy what you sell online, so focus on a niche. Be a
cool, online boutique with a full selection and more product information than
anywhere else. Don’t sell 50,000 products. Don’t be a general store. The old
chestnut “You can’t be everything to everyone” is not just a cliché.

Copy what works. Believe me. Someone has already figured out how to sell
products online and make a buck. These retailers are the guys who under-
stood that you have to make a profit and are still in business after the dot-
com bubble burst. These successful retailers have already done the work.
Copy what they’re doing right, add your own personal spin on retailing, and
you have a much greater chance of online success.

Picking Products That Sell on the Web

Picking what products to sell is tough. Most everyone | know started out sell-
ing one thing and ended up selling something else because they discovered a
better opportunity. Your customers will tell you what to sell by what they buy
or what they ask for that you don’t carry. If someone can sell it through a cat-
alog, you can sell it with a Yahoo! Store. Most people in America live in or
near cities with pretty good access to shopping. If you sell the same stuff
people can get down the street, you're simply offering convenience. You
don’t want to sell things that people can buy just anywhere unless you can
beat everyone on price.

Finding popular and profitable niches

You need to sell a product that’s popular enough so that you can make a
living, and that’s a lot easier to do when you make a decent profit on each
sale.  would bet that every type of product that can possibly be sold on the
Internet is being sold at this very moment.

Here’s how to see what’s selling on the Internet:
v Look at the most successful retailers in your niche. Check up on your

future competitors. Usually stores will publicize their bestsellers in their
Web store.

19
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v~ Visit the shopping search engines. Look at Froogle.com, Bizrate.com,
Yahoo! Shopping, and Shopping.com for their top sellers.

v Look at Yahoo! Shopping Searches. In your Yahoo! Store Manager, click
the Shopping Searches link to see the past week’s top 100 searches in
Yahoo! Shopping. (Merchant Starter accounts don’t get Shopping
Searches, so you should upgrade.) Shopping Searches is a great way
to see what folks are looking to buy. What’s most popular on Yahoo!
Shopping changes with the seasons. By the time a seasonal product is
hot on Yahoo! Shopping, it’s probably too late to cash in, but there’s
always next year.

1 Read the Shopping.com Consumer Demand Index at www . shopping.
com/cdi. This weekly report is also available in an e-mail newsletter.
The folks at Shopping.com want you to know what retail lines are hot,
and they want you to advertise your products with them.

1 See what'’s selling now at Yahoo! Shopping. Visit http://search.
store.yahoo.com/0T, and you see a sample of ten actual items that
sold in the last hour at Yahoo! Shopping.

v Look at completed auctions on eBay to see what’s really selling. Go to
www . ebay . com and click the Advanced Search link, which takes you to
the Search: Find Items page. Select the Completed Listings Only check
box and then search for a product. The search results list only com-
pleted items.

v Check out Terapeak.com. This site offers even more information, with
marketplace research on what products and categories are selling on
eBay. Even though selling with auctions and selling through an online
storefront are different, you can see some very interesting trends. For
$16.95 a month, you can see what categories are hot, what specific types
of products are having successful auctions, and what categories have
unmet demand.

v Research the highly popular keywords on eBay. Go to http://buy.
ebay . com, and you see hundreds of popular e-commerce keywords —
from Acura Integra to Zippo lighters and everything in between.

1 Explore keyword tools like the Yahoo! Search Marketing (formerly
Overture) Search Suggestion Tool, Wordtracker, and the Google
Keyword Sandbox. See Chapter 16 for lots more information about key-
words. See which keywords are more popular (volume of searches) and
which products are possibly more profitable based upon what advertisers
are bidding because retailers don’t bid for long on unprofitable keywords.

v Look at Wordtracker.com’s two Top 1,000 Keyword lists. The long-term
list reveals the most popular searches in the past eight weeks, and the
short-term list shows the top 1,000 keywords in the past 36 hours. While
most of these searches aren’t exactly related to e-commerce, you can get
some good ideas. Wordtracker is a paid service (around $200 a year),
but you can sign up at www.wordtracker.com/topkeywords.html
for free weekly e-mails with the Top 500 most popular keywords.
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v Ask your government what’s selling. Get the latest updates from the U.S.
Census Department at www.census.gov/eos/www/ebusiness614.
htm and see your tax dollars at work. Table 2-1 shows what’s selling by line
of merchandise in the e-commerce economy, according to the U.S. Census
Department. You can easily find a ton of free information on e-commerce
all over the Web by doing a search for site:gov e-commerce on Google

or Yahoo!.
Table 2-1 What's Selling Online, According
to the U.S. Census Department
Merchandise Line Percentage of Sales
Computer hardware 16.70
Clothing, clothing accessories, and footwear 13.70
Other merchandise 12.30
Office equipment and supplies 8.60
Furniture and home furnishings 8.50
Electronics and appliances 7.20
Nonmerchandise receipts 6.50
Books and magazines 5.30
Drugs, health aids, and beauty aids 490
Music and videos 4.30
Toys, hobby goods, and games 4.10
Computer software 2.90
Sporting goods 2.90
Food, beer, and wine 2.20

From U.S. Electronic Shopping and Mail-Order Houses (NAICS 454110) - Total and E-commerce
Sales by Merchandise Lines 2003

Look: You don’t need to be the only store online selling what you sell. Selling
on the Internet is like fishing in the ocean. There are enough fish out there for
a lot of folks. You don’t have to catch all the fish; you just need enough to
feed you and yours.

[ encourage clients who have been selling for awhile to “cream their line” or to
focus on an existing niche within their product category that either does well
or has potential. For example, I had a jeweler client who originally wanted to
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be a big online jewelry store and sell everything he sold in his real store in his
Yahoo! Store. I looked at his product line and did a little keyword research.

We found a great little niche (and no, I'm not telling). This particular niche was
a popular subcategory in the jewelry keyword universe. When we did our key-
word research for these specific types of products, we found that there were
enough keyword searches on a daily basis that if he got only 1 percent of the
Internet business for this particular niche, he would do extremely well.

My jeweler client did very well because he focused on his bestselling prod-
ucts. They were in the right price range of things that sell online, which in my
experience has been anything priced up to $250. He also had great margins
on these products. Also, he was somewhat protected from future competitors
because the manufacturer wasn’t looking for any new dealers. To sell its
product line, you had to be a real jewelry store, but the manufacturer didn’t
care if you also sold online. Because the jeweler already had a relationship
with the vendor, he was easily able to get databases and product photos. (See
Chapter 8 for more info on perfecting product pictures.) He is selling lots of
jewelry online and loves being a niche retailer. I told him it would work!

Promoting products with
limited distribution

The last thing that you want to do is sell something that anyone else can sell
online because too many retailers selling the same thing can totally saturate
the market, drive down selling prices, and exponentially increase the cost of
paid-search advertising. Sell products with lots of barriers to entry, or factors
that make it difficult or expensive for new competitors to sell what you sell.

Barriers to entry can include exclusive marketing relationships, high initial
orders, high minimum purchases, requirement of a physical store, geographic
distribution restrictions, and minimum advertised pricing.

Barriers to entry are a double-edged sword. When you’re a new retailer, you
want to be able to open an account with a wholesaler, but after you're in, you
don’t want your suppliers to sell to your future competitors.

Here are a few points to keep in mind when promoting products with limited
distribution:

v Certain suppliers will only sell to “legitimate” retailers with proof of a
physical location to protect their dealers from Internet-only competi-
tion. Selling out of a dorm room or basement is much cheaper than
paying the overhead of a real store, and these dealers can undercut
retailers who are paying for premium retail locations. Traditional stores
have big bucks tied up in inventory and usually have high overhead with
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expensive employee payrolls, as well as infrastructure and administra-
tive expenses. The manufacturers try to protect the companies who
butter their bread because these dealers tend to carry the full line of
products, order in larger quantities, and are usually more stable than
dot-com startups. When you present yourself to these suppliers, you
need to look as legitimate as you can.

1 Make sure that you have permission to sell online. Some manufactur-
ers and distributors don’t allow their dealers to sell online, or they have
Internet retailer restrictions. If retailers with a brick-and-mortar store get
caught selling products online, they get cut off. Sometimes this rule cre-
ates a gray market because retailers can set up another company or sell
through another retailer online, but folks going this route usually get
caught.

+” Be certain that you can meet the minimum order or monthly volume.
Some distributors or wholesalers use sales volume to determine what
discount retailers get. They don’t want a lot of small dealers, but instead
prefer fewer accounts who are really serious about selling their prod-
ucts. Look for wholesalers who offer a stair-step discount structure that
seems to reward and protect their bigger retailers, because that’s where
you want to be one day.

v Minimum advertising pricing (MAP) is a way manufacturers protect
their offline retailers from heavy Internet competition. With MAP, you
can sell products for any price you want (because it would be price
fixing if the manufacturer dictated the retail price), but you just can’t
advertise a price lower than the MAP, or you can lose your dealer status.

Competition is usually a good thing. Just because other online stores are sell-
ing what you want to sell doesn’t mean that you shouldn’t jump in and com-
pete with them. When a lot of retailers are selling something online, that’s
usually a good indicator of a hot product line. If you can get the product, sell
it at a competitive price, and make a profit, then do it. If you have product
knowledge to give you an edge, get in there and compete with them!

It may not be too late

When we started selling Pokémon cards back
in 1999, only three companies in the Yahoo!
directory even had the word Pokémon in their
Yahoo! directory listing. Now that the Pokémon
phenomenon is over, you can still go to
http://dir.yahoo.com and search for
Pokémon. You find 24 categories for Pokémon
with hundreds of sites listed. Even though we

got in on the late beginning of the Pokémon
boom almost by accident, by the end, hundreds,
if not thousands, of people were selling the
exact same products we were selling. Lots of
competition didn‘t stop us from selling hundreds
of thousands of dollars in Pokémon and related
products, but by the time Wal-Mart had what
we had, | knew the fun was over.
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Retailing quality products
and adding value

Sell quality products. You need to be able to stand behind what you carry.
Make sure that what you sell is something that you would want to buy your-
self. Sometimes it’s hard to tell the quality of a product from a photograph
and description. In the short term, you can make some money ripping people
off by selling junk, but when you sell quality merchandise, everyone wins.
Your customers are going to be happy when they get their order, you're not
going to have a lot of returns, you spend less time on customer service
issues, and you have happy customers who come back and shop again!

Your returns policy says a lot about how you feel about your products.
Merchants with a 100 percent satisfaction guarantee or money-back policy
have much higher conversion rates (percentage of browsers who actually buy
something) than retailers with limited or no returns policies or high restock-
ing fees. If you can reduce a customer’s risk, he or she is more likely to buy
from you.

Add value to what you're selling to distinguish your store from all the others
selling the exact same products. Use your industry and product knowledge to
help your customer solve her problem. Make sure that your customer gets all
the accessories, equipment, supplies, or additional services that go with her
purchase. [ hate it when I buy something that needs a funky little battery or
weird light bulbs, and I have to go back and buy something else. Sell me
everything I need the first time.

For example, my good friend (and marketing guru) Brian Evans ordered a dig-
ital camera online. Immediately after receiving his order, the retailer called to
thank Brian for his order and to point out that he didn’t order several acces-
sories he really needed, such as a protective carrying case, extra lenses,
extra batteries, and so on. The retailer provided great customer service by
making sure that Brian had everything he needed for taking pictures of his
family for the holidays and ended up adding a couple hundred dollars in high-
profit items to the sale.

When you’re the expert, you can charge more. If you have tons of online con-
tent like buyer’s guides or other helpful information, you don’t necessarily
have to always be the low-price guy to get the sale. People feel much more
comfortable buying from the experts!
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Selling products that encourage
repeat orders

Sell products that encourage repeat orders. You want to sell products that
people buy over and over again. Sell consumables: food that people eat, sup-
plies that people use up, batteries that run out, items that people consume
(such as vitamins or supplements), or clothes that wear out, go out of style,
or get outgrown.

Sell products that have lots of new releases. Books, magazines, DVDs, video

games, and lots of other entertainment properties always have new products
coming out. We were in the comic book industry for more than 12 years, and
every month we always had a new issue of the Superman comic book to sell.

In addition, you want to maintain a relationship with your customers and
educate them about new products or other items you have that they may not
know about so that you can sell them products again and again. Selling some-
thing to a previous customer is much easier than creating a new customer.
Build up your customer list and market to them through e-mail. (For more on
e-mail marketing, see Chapter 22.)

Maximizing your margins and price points

Every time [ would brag about triple-digit sales increases to my father, he
would invariably reply, “It’s not what you gross, son. It’s what you net.” It
took me a while to get that through my somewhat thick skull. Sometimes you
can actually make more money (profit in your pocket at the end of the day)
by selling fewer items when you concentrate on higher-ticket items with
better profit margins. Here’s how it works:

v Sell things that have a decent gross profit margin (a percentage
determined by the retail price minus the wholesale cost divided by
the retail price). Most of the retailers I see selling online have about a
30 percent margin. The most successful retailers who buy smart or create
their own products have gross margins as high as 80 or 90 percent.

v~ Sell products with an average order size of $50 to $250. Anything

much more expensive, and some folks have a hard time buying it online
because they’re afraid of getting ripped off or want to see it and hold it
before they buy it. With some items, you can use the Yahoo! Store as a
lead generator to get folks to call your 800 number. Anything less expen-
sive, and you run the risk of doing a whole lot of work for little reward.
Filling a $200 order takes about the same amount of effort as filling a $20
order. That’s why I got out of selling comic books and baseball cards.
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My general rule is to make at least $20 a box in gross profit (your retail
sale minus your wholesale cost). Otherwise, it’s not worth having me
pack a box. Sell something that has a high enough price where you can
actually make enough money filling the order to justify opening a new
customer record, running the credit card, doing the customer service,
and shipping the box.

v~ Sell higher end products. Customers shopping for budget or entry-level
products seem to be much more price sensitive. Folks who buy the
best products with all the latest features and gizmos generally have
more expendable income, and they’re much more likely to buy other
things, too.

v Don’t try to be the lowest price guy on the Web. There’s always some-
one who will sell something lower than you, sometimes even losing
money on every sale, whether they know it or not. When price is the
only thing that matters to a customer, the sale tends to cause more
headaches. I'd rather not make the sale.

I've been inside enough Yahoo! Stores in the past eight years to see that
the retailers who are making all the money are the ones who buy low
doing whatever they can to get the cheapest price from suppliers and
then sell high by discounting as little as they have to. Lots of our suppli-
ers give a 2 percent early pay discount if we pay an invoice within 10
days. Also, if we buy in bulk, by the pallet or case load, we get a better
price. The bigger you get, the more volume you do, and the more negoti-
ating power you have. From time to time, ask your suppliers how you
can get a better discount.

When you sell the exact same thing as another retailer, and that seller
discounts more than you, it can be difficult not to try to meet or beat his
price. Try to get in there and compete with these folks. If they’re dis-
counting off retail price, I'll discount off retail a bit, but I'm not going to
be the guy selling at cost plus $1.

v Mix it up a little — discount some things and make full margin on
others. Even Wal-Mart uses loss leaders, where it sells items for little or
no profit to get you in the store, where it hopes you’ll buy something
else. Wal-Mart tempts you with impulse items, which usually are the
highest margin and most profitable items. You end up walking out with
six or seven products that you didn’t plan to buy. Do the same thing in
your Yahoo! Store. Learn from the big boys.

Leveraging your knowledge and passion

If you're really into a subject, you can focus your product knowledge and pas-
sion into your Yahoo! Store. Turn your store into an industry resource about
your subject matter area and make money by selling products.
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Find a product niche you know something about. It may be your hobby or it
could be job-related. Sometimes you find out things as an employee or know
a lot about a particular industry. For example, if you work for a large manufac-
turer or distributor, you can see what types of products are selling, or you may
hear of a business opportunity, or you might find a distributor who will drop-
ship for you. It’s important that you find what you sell interesting because
you’ll spend a lot of time writing and talking about your product lines.
@(,N\BEI?
& Use your knowledge and passion to sell something that you're excited about.
Folks can tell! You don’t want to sell products you don’t know about or care
about. You’ll be much more successful if you're excited about what you sell.

Building a New Business from Scratch

Building a new company from scratch is tough work. In e-commerce, the “com-
merce” part is harder than the “e” part. Putting together product photos and
descriptions, designing a good Web store, and even getting ranked in the
search engines are pretty easy. Selling something is a good bit harder. Turning
that Web site into a viable business is a whole 'nother thing. Retailing is tough
work, but if you like people and are into what you sell, it can be a rewarding
way to make a living.

[ probably take a lot of what | know about the “commerce” part of e-commerce
for granted because I grew up surrounded by retail. My parents had a mail-
order dog-supply business they started when [ was 5. We were always going
to the post office to check for orders, or collating and folding catalogs, or
shipping boxes, or counting inventory. My folks opened their retail store
when I was 11 or 12, and every summer after that, I worked the counter and
unloaded truck after truck of dog food in the sweltering Mississippi heat. I
guess most folks aren’t as lucky.

Planning your business model on a napkin

The first thing I do when I am trying to figure out whether a new business
model is going to work is to sit down at lunch with a napkin and look at the
broad brushstrokes of a business. If you can make something work on a
napkin and explain it to someone else, then odds are you'll be able to come
up with a business model that can work.

[ ask these kinds of questions: What is the gross profit margin in this industry.
What is the average sale? How many visitors am I going to have to get to the
Web site to make a sale? What percentage of the folks will return and buy
stuff? What is the lifetime value of a customer? What other noninventory
costs am I going to have? Is this something that I can do with low overhead,
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or am | going to need a 5,000-sq. ft. warehouse with 20 employees, a phone
system, a network administrator, a bank of computers, and tons of overhead

before I sell my first order?

Limit your overhead, and you limit your exposure. Dip your little toe in the
retailing waters and see whether your new business is going to work before
you quit your day job or blow your nest egg. The last thing you want to do as
a retailer is buy yourself a job where you’re making less money than you

would make with a “real” job.

Using drop-shippers for fun,
profit, and market research

Drop-shipping, where you take orders without ever touching the merchandise
and your suppliers ship it directly to your customers, is a very effective way

to sell online.

Launching a new online business

One of the things that | like to do when I'm
launching a new retail business is determine
the viability of the business from keyword
searches to make sure that enough people are
looking online for what | am going to sell. (I
cover keywords in great detail in Chapter 16.) |
also try to find out how many competitors | have
and then pinpoint the most profitable products,
which are usually the most popular products or
those that have the best margin.

I quickly build a prototype store focused around
a really small group of related products. | can
build out a Yahoo! Store in a day or so with 10 to
15 products with a minimal amount of graphic
design on the site. With paid-search ads (see
Chapter 18), you can buy traffic almostimmedi-
ately and get a pretty good idea of how your site
will work. You can see initial conversion rates
on the site, what products people buy, what
pages people look at, and which keywords
convert.

For example, | did an affiliate project with a
friend of mine who sold hammocks. We were

selling the exact same hammocks that everyone
else was selling online. We had the exact same
product photos and descriptions, and our pric-
ing was very similar because we had to be com-
petitive. We were selling hammocks pretty
much the same way everybody else online was
selling hammocks. Big mistake.

Well-established retailers had much better mar-
gins because they were moving large volumes
of hammocks. They had sweetheart deals with
the manufacturers, and we had the worst pos-
sible discount with the distributor. We built the
store and spent about $2,000 in paid-search ads
on Google AdWords over a weekend or so to
drive a ton of really qualified traffic across the
site. We were able to see what products sold,
what keywords converted, what ads converted
for folks, and where folks went in the Web store.
We ultimately realized that we were not going
to make any money selling the same exact ham-
mocks everyone else was, so we scaled down
the project.
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Here’s how drop-shipping works: You establish an account with a drop-shipper
who is usually a wholesaler, distributor, or sometimes another retailer with
buying power and a large order fulfillment operation. The drop-shipper usually
provides you with product pictures and descriptions for your Yahoo! Store. You
market the drop-shipper’s products online. When the orders come rolling in,
you process the credit cards and then fax or e-mail the drop-shipping company
the customer’s shipping information. The drop-shipper then ships your orders
and charges you wholesale cost and sometimes a drop-ship fee per box.
Hopefully, your customer gets his order and you make a profit. It sounds
almost too easy.

Drop-shipping has huge advantages. It lets you experiment in marketing a
merchandise line without making a huge financial commitment for inventory
that may or may not sell. Drop-shipping also allows you to avoid the tremen-
dous overhead involved in storing and shipping merchandise. By leveraging
someone else’s inventory and personnel, you can put your little toe in a new
merchandise line to see how it will sell in your Yahoo! Store. | know of many,
many Yahoo! Store retailers drop-shipping their products all over the coun-
try, selling millions of dollars through their Yahoo! Stores.

Unfortunately, multiple problems can also occur with drop-shipping. If you're
selling a very popular product, then odds are many other retailers will be
using the exact same drop-shipper that you’re using, so you may have lots of
competition. While most drop-shippers are pretty good, you have little or no
control over when your orders ship, so your customer service may suffer. You
also pay drop-shippers more than your competitors who buy the same prod-
ucts direct from the manufacturer and warehouse and ship products them-
selves. Sometimes drop-shipping suppliers sell retail themselves, or hide the
fact that they do by operating a separate company that does retail. Inventory
can also be a problem. There’s nothing more frustrating than having to refund
a paying customer because your supplier can’t fulfill the order. And, of course,
some drop-shippers are better than others. If you find a good one, don’t tell a
soul (except me!).

Keep in mind that drop-shipping isn’t for everyone. I like to have the product
in my hands, which allows me to give better customer service because |
know when I'm almost out of stock, and I know when a customer’s order
shipped. Drop-shipping works great when everything goes right, but when
something gets screwed up, it can be a nightmare. I also get a better discount
from wholesalers because I buy in much larger quantities, so it costs my
wholesaler less to process my orders. Because [ do my own shipping, I also
don’t have to pay a drop-ship fee on every box. These factors let me sell for
less or make more money than my drop-shipping competitors. Sometimes I
get to do both, which may make the difference between me making it and my
competition not making it.

If you decide that drop-shipping may be for you, then check out the list of
reliable drop-shippers recommended by Chris Malta’s Worldwide Brands at
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www . wor1ldwidebrands . com. He sells the Drop Ship Directory, which has a
list of tons of wholesalers, retailers, and distributors who can ship products
for you directly to your customers.

Looking before you leap

One of my clients called me to help build out his Yahoo! Store. He already had
$25,000 cost-worth inventory in his basement before he knew whether he’'d
succeed. Fortunately, the guy is doing very well online, but making an inven-
tory commitment of that size before you even get the first order scares the
heck out of me.

A buddy of mine wanted to jump online and start selling Leap Pads right after
they first came out. He contacted the manufacturer who told him his mini-
mum order for the best wholesale pricing was around $50,000 cost. Ouch! For
my friend to get his little toe into the Leap Pad business before he even filled
the first order, he would have had to mortgage his house and buy an entire
container load of products he was “pretty sure” he’d sell online.

My advice to him was to do some quick market testing and build a store to
see whether he could actually sell the things online before worrying where he
was going to get them. | suggested even going so far as to buy them at retail
through someone like Amazon (even though he’d lose money) to avoid taking
a huge gamble. After you start selling some product, then you make a deal
with the manufacturer and actually make an inventory decision and get seri-
ous about selling. Long story short, the barrier to entry was too high, and he
never got into e-commerce.

Taking an Existing Business Online

We took our existing retail business online when we were selling comic books
and Pokémon cards, where we had around 5,000 different products. In my
point-of-sale system, [ had 25,000 different SKUs (stock keeping units), and
we had 2,000 to 3,000 possible new products that we could sell every single
month. To figure out what we wanted to sell online, [ looked at what products
we had the best discount on (the best profit margin) as well as what products
tended to create repeat business.

We sold a lot of war games in our real stores where we’d sell the introductory
boxed set at a steep, steep discount to get new customers into the game.
Research showed that for every dollar that customers spent on the basic set,
they’d spend $6 more on accessories — and these were hobbies where folks
would spend $1,000. My online version of this business model was to do
almost anything to get the customer and then make money selling her other
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stuff later. If I could get her to order from me online for a ridiculously low
price and have a good shopping experience, then hopefully she would con-
tinue to buy from us again and again. It worked great!

Planning is everything! You have a much better chance for success when you
map out a strategy for selling online than when you just put up a Yahoo! Store
and hope to sell something. There are major differences between selling in
the real world and selling virtually.

Creaming your most profitable products

If you're an existing retailer and you have an existing brick-and-mortar busi-
ness, use the Pareto Principle (the 80/20 rule) to see what to focus on online.
Twenty percent of your products probably generate 80 percent of your sales.
You want to look at those products first and spend the time and energy to put
those dudes online, and then later, when you have more time, add the other
80 percent of stuff that you sell to your online store. But odds are that you
can cream your product line, just sell your bestselling items online, and still
do most of the business with only 20 percent of the work that you would do
by putting your entire product catalog online.

Leveraging existing inventory to the Web

If you already have a store, then you probably have a lot of inventory. Take
some pictures, write some descriptions, and upload your products to a
Yahoo! Store. Now your inventory is available in your real store and online
in your virtual shop. You get double the mileage out of the same inventory.
Eventually, when you start moving a lot of products, you want to be careful
not to run out of stock on the popular products that you sell online.

Maximizing supplier relationships

When you have an existing business, you have a leg up on people who are
just starting out because you already have a relationship with your suppliers.
Use these tips to maximize your supplier relationships:

v~ Existing retailers can use their real-world status to get product data-
bases and images from suppliers. For some reason, vendors tend to be
stingy with product data. Manufacturers and wholesalers can give you
additional content for your store, too. Just ask for permission to reuse
articles or sell sheets, PDFs, owner’s manuals, buyer’s guides, or any-
thing else that makes your store better.

31
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v Pick your suppliers’ brains from time to time to keep up on industry
trends. Suppliers have a much broader view of the market than any one
retailer, and they can give information on what’s selling elsewhere with
new product ideas you might not notice in your local market.

1+ Encourage your suppliers to protect their existing customers by
increasing the barriers to entry for new competition. Suggest that they
have large initial orders or higher minimum orders or require a physical
storefront as a condition for buying wholesale.

v Ask your suppliers for a link from their Web site to your Yahoo! Store.
When you do hundreds of thousands or millions of dollars a year in busi-
ness with a company;, it’s really easy to get a link from its site to yours.
Don’t be afraid to ask for a link and hound the company as much as you
can until you get that link. Links from manufacturers and other suppliers
really give you a leg up on the competition because they help your search
engine rankings, which I discuss in much greater detail in Chapter 19.
You'll also get traffic and sales from these links. When potential customers
are on the manufacturer’s Web site, they’re looking to buy, and [ want to
be one of those 10 or 15 stores with a link. If you don’t ask, you don’t get
(alink), so ask!

Selling locally while shipping globally

When you sell both online and offline, sometimes you need two different sets
of prices. There’s more online competition, so you have to be much more
price conscious when you sell online. But because your costs are lower sell-
ing online, you can actually make more online than you do offline.

However, the last thing you want to do is alienate your local customers, so
my strategy has always been to use a different business name online and not
use my Yahoo! Store as my company site. | won’t deny that I sell online, but

[ won’t rub it in my local customers’ faces, either.

My brother and I went from not selling online to the Pokémon explosion with
80 percent of our sales volume suddenly coming from our Yahoo! Stores. Our
business model changed, and it happened almost overnight. With four times
the sales coming over e-mail, fax, and phone, it was easy to get distracted and
neglect our local customers.

We were making so much more money selling online than we were offline, so
we eventually sold our brick-and-mortar comic stores to concentrate on mar-
keting our Yahoo! Stores selling comics, games, and gift stuff. This shift in our
business model was a way to maximize our business and reduce our over-
head. We also moved from an expensive retail shopping center to a cheaper
industrial park warehouse and made more money by reducing our overhead.
My mom’s company now has a big warehouse that also serves a retail loca-
tion, too. Sometimes you can have your cake and eat it, too!
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| tend to rewrite our manufacturer’s descrip-
tions on our bestselling products for multiple

reasons:

v Unique product descriptions distinguish

Finessing manufacturer’s descriptions

descriptions. Manufacturers tend to write
for themselves. They use industry buzz-
words and often refer to a product without
using the words that shoppers are search-

you from the competition. Your customer is
probably looking at several different Web
sites selling the exact same product at
almost the same price. When your Yahoo!
Store has much more product detail than
the generic manufacturer's description with
a different caption or product description,
odds are that you're going to get the sale.

ing for.

You can show off your industry and product
expertise in your sales copy. When | shop
online, | prefer to buy from sites that take a
position and recommend which products |
should buy. | want to know which products
are better than others for my particular
application. | also want to know that the
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folks I'm giving my hard-earned money to

P DS (515 SN I G il actually know about the products they sell.

tion when you're writing your own product

Migrating to Yahoo! Store from
Another Storefront System

Moving from another shopping cart system to Yahoo! Store can be confusing,
but if you do your homework, assemble the right elements, and have a posi-
tive attitude, you can actually improve your store. About a third of my devel-
opment clients started their stores on another shopping cart and wanted to
move to Yahoo! Store and Merchant Solutions.

Making the transition

Even if you're not a Web developer or a super-geek, Yahoo! Store is still
extremely easy for you to use. Of course, if you can export a database that
has your product information in it, you have the graphic files and the tem-
plates that folks use to build your Web site, and you can export your pic-
tures, it is very easy to take a feed, a database, or an export of another
shopping cart store and turn that into another Yahoo! Store. See Chapter 23
for getting down with product uploads and Chapter 12 for info on creating
products.
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Copying your old site’s look and feel

Copying the design of your old site to a new Yahoo! Store is important to give
continuity to existing customers. You can build your store in three different
ways:

v Use the Yahoo! Store Editor and standard templates. Use Variables, the
global controls that control store layout and appearance, in the Store
Editor to create a look and feel that is very similar to your other Web
site. You can make a very nice-looking, easy-to-use, fast-loading, search-
engine-friendly online store.

1 Use RTML to duplicate the HTML template from your other Web site.
Wrap that template around normal Yahoo! Store functionality. Copy your
images to your Web-hosting account and you're all set. See Chapter 27
for more on RTML.

1 Use the new Merchant Solutions Store Tags to plug in access to your
Catalog Manager product database and Yahoo! Store functionality into
copies of your old store’s HTML pages. Store Tags allow you to put a
little snippet of code on each HTML product page that says, “Hey, this
is the product information for item 7234.” When you change the name,
price, caption, or even the picture in the Catalog Manager and you're
using Store Tags, the Yahoo! Server changes the information on your
Merchant Solutions HTML pages automatically. I don’t build Yahoo!
Stores this way and prefer using the Store Editor over using Store Tags.
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In This Chapter

Creating a new Yahoo! ID and security key

Opening a new Merchant Solutions account

Building your first store in Store Editor

Creating, editing, and manipulating items and section pages
Publishing your store and placing a test order

5) you're about to open a Yahoo! Store. Congratulations! You're now
ahead of about 95 percent of folks who dream of doing their own thing,
but never do anything but talk about it.

The most important thing you can do is start. Don’t overthink it. Don’t worry
about picking the best domain ever. Just grab a domain, create a Yahoo! ID,
and open a Merchant Solutions account.

In this chapter, | show you how to jump-start your online store. You create a
new Yahoo! ID, open a Merchant Solutions account, and jump right into store
building with the Store Editor. In the Editor, you create sample sections and
product pages, upload some pictures, and publish your store. Finally, you
place a test order.

When you see how fast you can get a working e-commerce site up and run-
ning, the entrepreneurial juices start to flow!

Registering with Yahoo!

You're ready to start your store when you have a domain name registered. If
you haven’t picked out a domain yet, take a look at Chapter 24, where I dive
into the details of dot-coms and DNSs and help you master your domain.
Before you get started store building or open your account, you need to reg-
ister with Yahoo! by creating a Yahoo! ID.
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AYahoo! ID is your passport to all things Yahoo! Your ID is proof that you are
who you say you are. With your ID, you can log in and edit your store, make
changes to your domain name and e-mail accounts, export orders, and even
cancel your store. A Yahoo! ID identifies you as the owner of a specific account,
which gives you access to the back door of your online store. Your Yahoo! ID
also stores the credit-card data you use to pay for your Yahoo! Small Business
products and services.

Only the person with the master Yahoo! ID (login and password and security
key) can access all the features of a Merchant Solutions account, including
configuring domains and playing with the Web-hosting File Manager, among
other things.

Creating your Vahoo! 1D

If you have ever had a Yahoo! e-mail account, you have a Yahoo! ID. The ID is
part of the e-mail address before the @ sign: the whatever@yahoo.com. If
you have Yahoo! e-mail, you probably already have a Yahoo! ID, but I recom-
mend making a new one for this store.

Before you create your Yahoo! ID, make sure that you can get to your e-mail
because Yahoo! sends a confirmation message with a link that you have to
click to verify your e-mail address. Create your Yahoo! ID by following these
steps:

1. Goto http://edit.yahoo.com.

If you're logged in with another Yahoo! ID, you have to log out. In the
lower right corner, you see the text “Don’t have a Yahoo! ID? Signing up
is easy.”

2. Click the Sign Up link.

The Yahoo! ID signup page appears. Because it’s going to be your perma-
nent Yahoo! ID for the store, try to make it the same as your domain
name. With 60,000,000 plus Yahoo! ID’s, odds are your name is taken,

but your can always use something like yourdomain. com.

For example, my example store is http://ystorebooks.com, and my
Yahoo! ID is ystorebooks. If that ID was taken, I would have tried
ystorebooks. com. | have too many logins and IDs and passwords

to remember these days, so I try to make my life easier when I can!

3. Type your first name, last name, gender, and a whole bunch of other
information and click the I Agree button.

The Registration: Please Activate Your Account page appears to ask you
to check your e-mail for a note from Yahoo! Member Services.
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Note: Eventually, you’ll forget your password. Everyone does, so don’t
feel too bad. Fortunately, you’ll have a security question with an answer
that you and only you should know. Your Yahoo! Security Question is
something like what is your pet’s name, the name of your first school, or
your childhood hero. Not only are you going to have to remember what
the question is, but you're going to have to remember exactly what the
answer is. Make your answer really easy, because you have to type it
exactly right.

4. Print this page and stick it in a file folder.

This way, you don’t have to remember your security question or answer.
I make a file folder with all of my Yahoo! account information, including
the Yahoo! ID, password, security question, security answer, birthday,
zip code on the credit card, alternate e-mail address, and (at least) the
last eight digits of the credit card.

Keep this info handy (but safe). When you have technical support issues,
the nice people at Yahoo! Store Technical Support are going to ask you for
this information to make sure that some unauthorized person isn’t trying
to fix your Yahoo! Store. I also keep my Yahoo! Security Key and my
Security Key questions and answers on the same sheet of paper, but
they’re written in my chicken-scratch handwriting, which gives me the
highest level of encryption.

5. Go to your e-mail account and look for an important message from
Yahoo!.

6. Click the Important! Click Here To Activate Your New Account link.
You see a page that asks for your Yahoo! password.
7. Enter your Yahoo! password into the form and click the Verify button.

You see a page that says Your Alternate Email Address Has Been
Verified. Now you have a Yahoo! ID.

Make sure that your credit-card information is current. When your card expires
or is declined, Yahoo! sends you several e-mails and puts a warning notice
inside your Store Manager. Eventually, Yahoo! Billing gives up and deletes your
account with very little warning. Getting a deleted Merchant Solutions account
reinstated requires several miracles happening at the same time.

Creating a Vahoo! security key

For additional security, there is also a second-level password called a security
key. You have to type your security key every time you do anything involving
credit cards or other really sensitive information, including configuring
domains and editing or deleting accounts. If you haven’t set up your security
key, here’s how to do it:

37



38

Part I: Finding Out about Yahoo! Store

1. Click the Change My Security Key link.

A page appears that says, “Your account does not have a Security Key.
Sign up for a Security Key or continue.”

2. Click the Sign Up For A Security Key link, which takes you to the
Yahoo! Security Key Sign Up page.

Choose your security key, select your forgotten security key question,
and answer the question. Write this information down and put it in your
file folder.

3. Give Yahoo! your e-mail address, zip code, and country, and finally
confirm the credit card in your Yahoo! Wallet to prove that you are
who you say you are.

4. Click the Submit This Form button.

5. Click the Finished button to save all your changes.

Opening Your Yahoo! Merchant
Solutions Account

MBER
\g&
&

You need two things when you open your Yahoo! Merchant Solutions account:
a Yahoo! ID and a domain name. You need to either have a domain name
already registered at Yahoo! (see Chapter 24) or another registrar or register
a brand-spanking new domain when you create your Merchant Solutions
account. You also need a new Yahoo! ID and a Security Key, which you can
read about in the section “Registering with Yahoo!,” earlier in this chapter.

A Yahoo! Merchant Solutions account isn’t the same thing as a merchant
account. A merchant account is a business bank account with a company
that processes your credit-card transactions for a fee and then deposits the
money into your business checking account anywhere from 12 hours to

2 weeks later, depending on your account. To process credit cards, you need
either a merchant account or a PayPal account (which requires using the
New Checkout Manager). If you don’t have a merchant account, Yahoo! hooks
you up with its partner bank, Paymentech.

Figure 3-1 shows the Yahoo! sales page for the three different Merchant
Solutions packages: Starter, Standard, and Professional. Yahoo! Store has

a monthly fee of $39.95 for Starter, $99.95 for Standard, or $299.95 for
Professional. Start cheap and upgrade later. Begin with Starter or Standard.
When you start doing any real volume of sales, then start paying the $300
a month for Professional. Go to http://smallbusiness.yahoo.com/
merchant to read up on the accounts. For more on comparing plans, read
Chapter 1, where I talk about the differences in the three plans.
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Want to save $50? Every time I've opened a Merchant Solutions account, I got
the $50 signup fee waived by calling the Yahoo! Sales line at 1-866-781-9246. A
salesperson babysat me while I walked through the various steps and gave
me a coupon code at the end of the transaction. The Yahoo! folks are always
nice and helpful. I guess they give you the $50 because they figure they lose
fewer customers in the signup process if they can answer any questions and
walk you through it. Who knows whether this waiver will last?

Gotohttp://smallbusiness.yahoo.com/merchant to open your
Merchant Solutions account:

1. Click Starter (or Standard if you prefer) and click the Sign Up button.
The Search For Your Domain Name/Have A Domain Name page appears.

2. Type your domain name in the search box and click the Continue
button.

Yahoo! checks the WHOIS database (the public database of all the domain
names in the world) and knows that it’s a real domain name. You see a
confirmation page with your domain name, your Merchant Solutions plan,
and a button where Yahoo! double-checks to make sure that it’s your
domain name.
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3. Click the Yes, This Is My Domain Name button.

Yahoo! tries to upsell you to Merchant Standard or Pro, but you don’t
want that yet.

. Click the Keep Current Plan And Continue button.

You’re asked to log in with your Yahoo! ID and password (if you haven’t
already logged in).

. Enter your Yahoo! ID and password.

A secure page appears, and it looks like Yahoo! wants some money:

¢ If you've already created your Yahoo! Wallet, you need to verify
you are who you say you are by typing your Yahoo! security key
or by entering your credit card on file.

e [f you haven’t created your Yahoo! Wallet, you need your credit-
card number, the expiration date, the CV2 number, and your billing
address if you want to set up a Yahoo! Store. Type all your informa-
tion and click the Continue button.

Yahoo! actually verifies your credit-card number while you wait, so it
make take up to 2 minutes to place your order and to log in to your site.

Be patient. It takes a couple of days or so for your domain name to prop-
agate across the entire Web and point to your Yahoo! Store (whether you
have a newly registered Yahoo! domain or a domain with another regis-
trar.) Until then, you’re able to edit and publish your store, which shows
up on a temporary Yahoo! URL.

You're making no long-term commitment to Yahoo!. I just signed a five-
year lease on my retail location, so a month-to-month lease sounds pretty
good. Yahoo! also auto-renews your order and charges your credit card
each month until you tell it otherwise. Make sure that you keep your
credit-card information current with Yahoo! unless you want to run the
risk of getting your store shut off!

If your domain was registered elsewhere, you need to change the

DNSs (domain name servers) to point to Yahoo!’s name servers: yns1.
yahoo.comand yns?2 .yahoo.com. Changing DNSs sounds worse than
it is. All you do is log in to your account at your registrar, change the
DNS settings, update your account, and wait a couple of days. Most
registrars have an 800 number if you need help.

The Small Business Home: Welcome To Yahoo! Merchant Solutions page
appears. This page explains what a Control Panel is. You even get a
Welcome e-mail message with plenty of information on how to get
started the Yahoo! way. You can also go to the Getting Started guide,
which you can download.

After you purchase Merchant Solutions, you have access to the Manage My
Services console.
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Jumping into Stove Building

[ can spend a lot of time yapping about what [ do when I build a store and my
store design philosophy for converting more shoppers into buyers, but [ know
you’re chomping at the bit to get going on your own store.

Unlike most of the rest of this book, you need to do the rest of this chapter
in the same order that I do, or you may not get the same results I do. Here’s
what you do to dive right in to building your store with the Store Editor (see
Chapter 9):

1. Configure the Store Editor.

Make store building easier by switching to the more powerful Advanced
mode and turn off things that can slow you down. You also play with the
global variables, which control the look and feel of the store.

2. Create and edit some real pages.

Build sample sections and products, upload pictures, move the items
around, rearrange the store, and create sample info and privacy policy
pages. Edit the home page.

3. Publish your store.
Now anyone in the world can see your handiwork.
4. Place a test order.
Now you can see how fast you can actually get a real store up and run-

ning and taking orders.

Adding some test products and making a functioning store should take less
than an hour unless you're pokey or get stuck on some design decisions.
Don’t make it pretty, just make it work for now!

1. Sign in with your Yahoo! 1D
and log in to Store Editor

Every time you do something in the Store Editor, you have to sign in with
your Yahoo! ID and log in to your Merchant Solutions account.

1. Point your browser to http://smallbusiness.yahoo.com/
merchant.

Figure 3-2 shows what you see when you sign in: your Business Console
with Manage My Services with all your Merchant Solutions accounts.
Each account has links to your Store Manager, web hosting, domains,
and e-mail.
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2.

Click the Store Manager link.

Figure 3-3 shows the Store Manager page. The Store Manager is your
virtual back office. It’s the center of your Yahoo! Merchant Solutions
account, where you access orders, study statistics, and control the
order settings, such as tax, payment methods, and shipping methods
and rates. Notice the page views and revenue graphs, which show you
traffic and sales every time you log in. I discuss the Store Manager in
minute detail in Chapter 15.

. Click the Store Editor link.

Figure 3-4 shows the Store Editor. You're now on the home page
(index.html) in Edit mode. If you change the default Editor Entry Page
under Controls from home page (the default) to Contents, when you
click the Store Editor link on the Store Manager page, the Contents page
appears instead of the home page. The Contents page is a hierarchical
site map that shows all the objects in your store and the products and
sections within each object. If you do see the Contents page, click the
Index link to move from the Contents page to the home page.

The Store Editor is a working copy of your store, where you can manage all
your products as well as make store design and layout changes. You control
who has access to the Editor on the Store Manager’s Access page (see
Chapter 15), and the Editor is available only to your Yahoo! ID and any other
Yahoo! ID’s you let in the back door. You can make layout and design changes
to your store, as well as add, edit, and delete products. When you’re ready to
make the changes public, click the Publish button, which updates the public
version of your store almost instantly.
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Don't panic!

You can easily get confused when you have two
versions of your store. Am | on the Editor? Or am
| on the published store? Don't panic! It reminds
me of that classic Star Trek episode where two
parallel dimensions somehow collide, resulting
in two Enterprises and two of every crew
member running into each other. The only way
you could tell the evil Captain Kirk and Mr.
Spock from the good versions were their
cheesy black goatees. Now that | think about it,
one of those guys ordered from one of Mom’s
Yahoo! Stores.

If you're ever not sure which version of your
store you're in — the Store Editor or the pub-
lished site — look for the Edit Nav-bar; if you
see it, you're in the Editor. You can also look at
the URL in your browser’s address bar. If you

see your domain name, then you're on the pub-
lished site and need to log in to make changes
to your site. If you see a URL that looks some-
thing like the following URL, you're in Store
Editor:

http://edit.store.yahoo.com/RT/NEWEDIT.
yhst-17192271484370/
c7a5£d63345£f/C5ccoAAH

The most common way to get booted out of the
Store Editor and over to the published version
of your site is by clicking links you made to the
real version of your store. Notice that all the
Editor-created links to your home page (home
buttons, Name-image, Index, Button, and so on)
pointto index.html and not to www . your
domain.com. These relative path links work
in both the Editor and on the published site.

The Store Editor is already familiar to you because it’s a copy of your site

with an Edit Nav-bar stuck on top. Move around in your Store Editor the same
way a customer navigates your published store. Click links, icons, and naviga-

tion buttons to get to the items or sections you want to edit. Each page has
an Edit button (on the Edit Nav-bar), which you can click to edit the Name,
Caption, Code, Price, Image, and other fields.

Figure 3-5 shows you the Edit buttons or Edit Nav-bar, which appears at the
bottom (or top) of virtually every page of the Store Editor. The Edit buttons
let you create, edit, and move pages around; make changes to your global
variables, which determine the look and feel of your store; control and con-
figure your Store Editor settings; and move around the Store Editor.

2. Configure the Store Editor

for store building

You can configure the Store Editor for easier store building. Hide the useless
stuff and crank up the Editor to Advanced mode. Following are my first round
of tweaks:
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v~ Hide Help: Click the Hide Help button to make all the definitions under
each field go away. All you have to do is click the Help button, and they’re
back again. After about 5 minutes, the Help files just get in the way.

v Turn on Advanced mode: Click the little red arrow to the right of the
Edit buttons to change the Store Editor from Basic mode to Advanced
mode, which gives you access to all the fields, settings, and power tools
the Store Editor possesses.

v Move the Edit buttons to the top of your Editor: Click the Config
button. The Editor page appears to make your Store Editor behave.

3. Create sample pages

After you've poked around the Editor a bit, you can create some sample
pages, edit them, upload pictures, make a product page, and make a special
on the home page. Here’s how to create a sample page:
1. Navigate to the home page by clicking the Home button.
When you’re on the home page, you can create a sample section.
2. Click the Section button on the Edit Nav-bar.

Figure 3-6 displays a new section’s Edit page, where you can enter page
information like Name or Caption and upload images. For now, just give
this section page a name.

| Edit | Edit All| Section | ttem | Link | Image | Look | Variables | Manager | Help | Publish|

I 1 | Find | Contents I Files I Templates | Types I Database Upload | Config | Controls |

b5
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3. Type the name in the Name field and click the Update button.

The page you created appears. Because you created a section on the
home page, that section is part of the top-level navigation for the site.
Any pages on the home page do double duty by also appearing in the
navigation bar. Notice that the button text is from the text you typed
into the Name field.

4. To add more information to the page, click the Edit button.

The Edit page for your section page appears. Notice that the ID is cre-
ated from what you typed into the Name field, and the type is Item, even
though it’s a section page.

You can’t edit Type or ID in Store Editor. After you create a page, ID and
Type are permanent. I talk a lot more about IDs and Store Editor in
Chapter 9.

Because this page was created with the Section button, the only Object
Properties (the fields of an item, section, or other page) you see are
Name, Image, Headline, Caption, Contents, Abstract, Icon, Inset, Label,
Leaf, and Product-url.

5. Change the text in the Name field from whatever it is to something a
little different so that you can see how edits change things.
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6. Add your text in the Caption field.

For example, if | were creating a page on widgets, [ might write the fol-
lowing in the Caption field:

<strong>Wonder widgets</strong> simply work wonders! Make any house a home,
improve your posture, and impress your friends.

Not sure what widget you need? Try the WWW-430, our bestselling Wonder
Widget! Order yours today and get free shipping.

7. Click the Update button.

The edited section page appears with the change to the Name appearing
on the page itself in the Headline, as well as on the left on the button
text in the navigation bar. Notice that the new Caption text appears.

Section pages need some text in the Caption, or they look kind of boring. I
like to write a short paragraph or two to give customers a quick overview

of the products in that section. Make the Caption text descriptive enough to
show off your product knowledge, but keep it short enough to not push the
products down the page and off the screen. Section pages with keyword-rich
Caption fields are more search-engine friendly than pages with empty Captions.
[ talk a lot more about search engines in Chapter 19.

Captions are special fields. If you have two line breaks in your text, the Store
Editor displays your text the same way. You can type limited amounts of
HTML inside your Caption fields to format text, display images, and do
almost anything else HTML can do. For example, I like to use strong tags
around keywords to emphasize them. You can make important words or
phrases appear bolder or darker by placing a <strong> tag before the text
you want to emphasize and a </strong> tag after the text.

Upload an image to your section page

Section pages don’t need huge images because they take up lots of room and
push the products down the page, but they do need some kind of image to
make a thumbnail if you show your contents or top-level navigation on the
home page.

An image around 100 pixels tall by 100 pixels wide should match your text
pretty well. You can use pretty much any JPEG or GIF files you have.

It’s hard to sell anything without a picture, so you need to upload an image.
Here’s how to upload an item'’s image:
1. Click the Edit button to edit your section page.
You return to the Edit page, where you can upload an image.
2. Scroll to the Image button and click the Upload button.

The Image Upload page appears. You can upload images and other files
from your computer to your Yahoo! Store.
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3. Click the Browse button.

The File Upload window lets you browse your hard drive like you would
in Windows Explorer when you’re looking for files to open.

4. Browse to the image file you want to upload, select it, and click the
Open button.

The path to the file on your computer is magically pasted into the field.

It should look something like this:

C:\Documents and Settings\Administrator\Desktop\item.jpg

5. Click the Send button to upload your file to the Yahoo! image server.

When the file is finished uploading, the section page appears with the
new image you uploaded.

Figure 3-7 shows my Wonder Widgets section page with an image uploaded.

Home
| Wonder Widgets

| Gadgets

['Show iy Cart

Info

[ Privacy Policy

Search
Jindex

Y7 SHOPPING.

| up] edit | edit Al | Section| item [ Link | image | Special | cut | opy | Detete | Look | Layout [ variables [Help]

| 4] Find | Contents [ iles | Templates | Types | Database uplnad | config | Controls|

I CLIpBOARD (CLICK TO INSERT):

Section Sectiond Sectionl |

ystorebooks.com

‘Wonder Widgets

Wonder widgets simply work wonders! Make any house a home, improve your posture,

and impress you friands

Naot sure what widget you need? Try the WAWW-430, our best selling Wonder Widget! Order

yours today and get free shipping

Gadget-5000
Regular Price: $99.00
Sale Price: $79.00

The Store Editor does all the heavy lifting on images so that you don’t have
to know HTML or know the URL or path to your image files. The Store Editor
standard page template places your uploaded image where it’s supposed to
go. The Editor also automatically resizes your images to fit on the product
page with the item-height and item-width settings under Variables.

Also, Store Editor makes thumbnails so that you don’t have to! A smaller ver-
sion of each page’s image is created as a thumbnail for the home page or any
section or product pages this item appears in. Pretty cool! I talk a lot more

about images in Chapter 9.
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You can also upload an image to a product or section page by clicking the
Image button on the Edit Nav-bar. You can’t delete an image from here, but
you can upload a new one, bypassing the Edit page.

Create a sample item

An item (or product) page is just like a section page, but item pages display
additional product fields, such as Code, Price, Sale-price, Orderable, Options,
and so on, which are hidden on section pages.

Here’s how to create an item:

1. Navigate to your section page.
2. Click the Item button on the Edit Nav-bar to create a new item.

Now you’re on the new item’s Edit page, where you can type product
information into the various fields. Notice how it looks almost like a sec-
tion page, but with added product information fields.

. Type the name of your product into the Name field.
. Type your code in the Code field.
. Type your price in the Price field.

S U e W

. Click the Update button to create your first item.

The newly created item page appears with the name, the code, the price,
and an Order button. The text on the Order button is set under Variables
in the Order-text field. I always edit my Order-text and use Add To Cart
or Add To My Order rather than Order or Buy.

When you create an item on a section page, that item appears on the section
page as text and/or an image, which is linked to the item page. The item’s link
text on the section page comes from text in the item’s Name field. The item’s
thumbnail image on the section page (if it has one) comes from the picture
uploaded to the Image field unless the item has a separate image file uploaded
to the Icon field, which replaces the Image as thumbnail. I talk a lot more
about items and section pages in Chapter 11.

Edit the Sale-price and Option fields

Hey! You don’t have to edit one field at a time and update. You can make all
your edits at the same time, even when you create an item in the first place. |
tend to edit, look at my changes, edit again, tweak something else, and edit
yet it again. I love the fact that when you add product info or images to your
Yahoo! Store, you get to see what your customers are gonna see as soon as
you click the Update button. Those Viaweb folks did a great job creating the
Store Editor!
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I've broken editing these fields out as separate steps to minimize confusion.
I'm throwing a lot at you in this chapter. Don’t feel like you have to remember
most of this material. I believe in open-book tests!

When you sell products online, you normally have to discount from a manu-
facturer’s suggested retail price (MSRP) if you want to be price competitive.
Here’s how to show a discounted price using the Sale-price field:
1. Navigate to your product page.
2. Click the Edit Item button to go to the item’s Edit page.
The Price field appears on your page.

Both Price and Sale-price fields take prices with or without dollar signs.
Also, if an item only has one price, stick it in the Price field and leave
Sale-price blank, or it will look funny. For example, if you leave the Price
blank and type $79 in the Sale-price field, you’ll wind up with text like
“Regular Price $0.00, Sale Price $79.00.”

3. Type the discounted price in the Sale-price field.

4. Type the normal price (or manufacturer’s suggested retail price) in
the Price field.

5. Click the Update button to update the item.
The product appears with a Price and a Sale-price.

Many products you sell come in many different flavors of style, size, color,
and other options. (See Chapter 12 for more options with option fields.)

Options are pretty easy to work with in a Yahoo! Store:

v The first word or phrase in the Options field is the option name.
v Each word or phrase after that is an option value.

v Surround phrases with quotes to keep phrases together as a single name
or option.

v Multiple options are easy, too. Separate totally different options (such
as color and size) with two line breaks by pressing the Enter key twice
between separate options, which leaves a blank line between different
options in the Options field.

Here’s how to use the Options field:

1. Go to your product page.
2. Click the Edit Item button to go to the Edit page.
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Figure 3-8:
Keep your
home page
fresh with
specials.
Feature
bestselling
items, which
tends to
make those
products
sell even
more!
|

3. Type your text in the Options field.
For example, I typed the following:

Size Small Medium Large "Extra Large"

"Gadget Color" Red White Blue
4. Click the Update button to update the item.

Your item appears with drop-down menus for each option.

Add specials to your home page

Making a product a special simply places the item on your home page by
putting the object ID in the Specials field of the home page. You can make
items or sections appear as specials by editing the home page and just typing
the object-IDs in the Specials field. For more than one product, type the IDs

in the order that you want the specials to appear on the home page.

Here’s how to feature a section or item as a special on the home page:

1. Browse to the page you want to feature as a special.
2. Click the Special button in the Edit Nav-bar.

Figure 3-8 shows your home page with specials. Notice the thumbnail
and link to the Gadget-5000 (or whatever else you made the special).

3. Click the product’s thumbnail or link.

The product page appears. Notice in the Edit Nav-bar that the Special
button now says “Not Special.” To remove the Special you created, all
you have to do is click that button.

| Edit | Edit AlL| Section | item | Link | Move | image [ Look | Layout | Variables | Manager | Help| Publish|

| 4] Find| contents | Files [ Templates | Types | Database Uplnad | config [ Controls|

| CLPBOARD (CLICK TO INSERT):  Bestion Bection? Sectionl |

—

Wander Widgets ystorebooks- com

[Gadgets

| Show My Cart GADGET-5000

| Privacy Palicy

Thig is the Message on the homepage, also known by it's object-ID:index or page

AUl name: “index.html."
[index

Y7 SHOPPING:

Wonder Widgets Gadgets
Gadget-5000
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|
Figure 3-9:
Variables
determine
the look,
layout, and
functionality
of your
store.
|

You can also make items or sections home-page specials simply by editing
the home page and typing the IDs in the Specials field in the order that you
want the specials to appear on the home page. The appearance of home-page
specials is controlled by several settings on the home page itself and is cov-
ered in much detail in Chapter 12.

Introduce Variables by changing your button colors

Unlike each section or item page that has its own Edit page, only one Variables
page exists. The settings on the Variables page determine the look and feel of
your site. The Variables page is divided up into Colors and Typefaces, Image
Dimensions, Page Layout, Button Properties, Page Properties, Store Properties,
and Custom Variables. I cover all these variables in the book, but especially in
Chapter 9.

Figure 3-9 shows the Variables page.
Here’s how to change the color of the buttons across the entire site:

1. Click the Variables button on your Edit Nav-bar.
The Variables Edit page appears.

A Yahoo! Store Editor - Microsoft Internet Explorer =12] ]
| File Edit View Favoites Tools Help || Bk » 5 ~ @ [2] 4} | @each GaFavoites @iieio (B[~ S Bl - [H D |
| Links ”“Addrass [ Pt/ edit storeyahon. com/RTNEWEDIT. qundog/abae26faf 26/CL_47AAC =] @5
Background-image Upload | None =
B http:/fedit.store.yahoo.com/RT/NEWEDIT: lmix| L
Texd-color . 0on shoose a solor :E“'A
YARHOO! SMALL BUSINESS i
StoreWslcome, copycon Y
Link-golor . 2R 00 choose a color [ Sign Qut, Account Infa ]
[ ]
i B . |
Choose a color from the palette helow
Button-color D 256 256 255 choose a 3%01
Button-text-color . oo shoose a color
Button-fort [Syntax-bald |
Button-font-size 13
Button-paddin:
Wty 4
Button-edge-witdth
Whats this?. J
Button-edge-solor D 255 255 255 bt iy Copyright @ 2005 Yahaa! Inc. Al rights reserved,
L R e T i Privacy Policy - Copyright Policy - Terms of Service - Helo —
Home-button-cclor . 100 e | |__ =il
Heme-button-text-color 255 265 255 choose a color
Horne-button-font I Boton-medium j
Horne-button-font-size 18
Display-text-color . 255 00 choose a color
&
MAstar|| 1] @ 5 5 ”H EYVaho.. | Feha- | Gifp ity | GAUntitl. | & Yaho ﬂﬁu Hlase . |[Ehpy... [GOSRISEDS 513 AM
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2. Scroll down to the Button-color variable.

Notice the color of the bar, three numbers in a field, and a link to Choose
A Color. If you know the RGB number for a color, you can type it. RGB
stands for red green blue and is how computer monitors display color. The
number is the amount of each color, which is anywhere from 0 to 255.

3. Type 255 0 0 in the Button-color field and press Tab to move to
another field.

Notice that the color of the bar changes from whatever it was before to a
bright fire-engine red! Choosing 255 0 0 makes the color 100 percent red,
plus 0 percent green, plus 0 percent blue, which is one of my favorite
colors.

4. Scroll to top of the page and click the Update button.

Whatever page you were on before you clicked the Variable button
appears. The buttons are red on every page on your site.

4. Publish your site, and
you've live on the Web

You’ve made changes to your store, but only you can see what you’ve done. If
you’re ready to show your work to the world, you can publish to update the
public version of your site by following these steps:

1. Browse to the home page by clicking the Home button.
2. Click the Publish button.

The Publish Status page appears. If you want to keep editing, you can
wait here until the Return To Editor link appears. If you want to see you
changes (I do!), then go to your published site.

3. Click the Go To Manager link.
The Store Manager appears.
4. Click the View Your Site link to go to your Store Editor-built site.

The published version of your Store Editor-built store appears. It may
be in one of several places, depending on how your domain’s entry point
is set up and whether you redirect all store.yahoo.com URLs to your
domain:

http://store. YourDomain.com/index.html

www . YourDomain.com/index.html

http://store.yahoo.com/YourAccountName/index.html

http://store.yahoo.com/yhst-YourAccountNumber/
index.html
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5. Browse around the published version of your site and place a test
order.

You're just getting started. As you build your store, you're really building your
business. Don’t worry too much about making money at first. Momentum is the
main thing. Your store doesn’t have to be the best site on the Web; it just needs
to be on the Web. And soon!

I'm a big believer in implementing now and tweaking later. The faster you
open your store, the faster you’ll make the mistakes you need to make to
discover the things you need to know to make your store a success.

Configuring Your Store Manager

MBER
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Setting up your tax rates, shipping methods and rates, and payment methods
is the second half of the equation when creating a store. By default, your
Yahoo! Store doesn’t collect sales tax, offers air and ground shipping with no
shipping charge, and accepts only Visa as a payment method. To introduce
you to the Store Manager’s various features, you should set up sales tax
rates, configure shipping methods and rates, create the order confirmation
page and e-mail message, and activate your merchant order notification fax
and e-mail.

After you make changes to the order settings, you see a red asterisk to the
right of the Publish Order Settings link. Click the link to make your changes to
the real store. After a moment, the changes have been made, the asterisk and
link disappear, and they’re replaced with the word Published so that you
know that your settings match the real store settings.

Accessing the Store Manager

The Store Manager is like your back office in your Yahoo! account. When you
log in to your Yahoo! ID, and then go to the Manage My Services page and
http://store.yahoo.com, you must first go to the Store Manager before
you can access the Store Editor.

When you're in the Store Editor, click the Home button to go to the home page.
To return to the Store Manager, click the Manager button. Sometimes it’s easier
just to type http://store.yahoo.com and click the Store Manager link. You
can also bookmark your Store Manager page for easy access.
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Setting your sales tax rate

To set up sales tax, go to the Store Manager and follow these steps:

1.

Click the Tax Rates link under Order Settings.

The tax calculation page appears. You can change whether you collect
sales tax, add or edit rows to your tax rules, or use the Auto Setup
Wizard to set up your tax calculations. Use the wizard!

. Click the Auto Setup Wizard link.

The page that appears assumes that you're based in the United States.

. Click the Next button.

Now you’re on the list of states that collect sales tax.

. Select the state(s) where you collect sales tax and click the Done button.

If you need to collect sales tax in multiple states, hold down Ctrl while
you select the states.

5. Change Tax Calculation for Customers to Calculate In Real-Time.

6. Click the Update button.

Notice that the Publish Order Settings link is back with a red asterisk.

. Click the Publish Order Settings link to publish the changes to your

order settings.

Configuring shipping methods and rates

Shipping Manager is located under Order Settings. In the Shipping Manager,
you control your shipping methods, your shipping rates, and UPS settings.
Shipping Manager also has links to register to use UPS Online tools (it’s free!).
Set up shipping methods before you set up your shipping rates. You can do
so many things with the Shipping Manager; I recommend that you look at the
full Yahoo! Resource and Help Files.

Setting up your shipping methods

In Yahoo! Store Manager, you can delete the default methods (Air and
Ground) and set up your own shipping methods. Follow these steps:

1. Click the Shipping Manager link under Order Settings.

The Shipping Manager page appears, where you can do all kinds of stuff.
You want to set up Shipping Methods.
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2. Click the Shipping Methods link.

You see a page where you can edit shipping methods or change the dis-
play order.

. Click the Edit Methods button.

Now you’re on the Edit Methods page of the Shipping Manager, where
you have the following options:

* You can select from General Methods, such as Downloadable, Two
Day Delivery, Ground, Federal Express, First Class Mail, One Day
Delivery, or Air.

¢ You can add Custom Methods.

¢ You can sign up for UPS Online Tools and use UPS’s methods.

I prefer to create my own methods and use a very simple shipping busi-
ness model based upon getting new orders and eating some of my ship-
ping costs as a marketing expense.

I see increases in conversion rates and decreases in dropped shopping
carts (folks bailing in the middle of an order) when I offer two ground
methods: a free shipping promotional rate for orders over a certain
amount and a flat rate amount for orders less than that. Here’s how you
can set up the same method:

1. Type FREE UPS GROUND (on US48 orders over $99) in the New
Method Name field and click the Add button.

2. Type Standard Shipping (US48) $5.95 in the New Method Name
field and click the Add button.

3. Deselect the Ground and Air defaults check boxes and click the
Update button.

You return to the Ship Methods page.
4. Click the Change Display Order button.
The Change Display Order page appears.

5. Highlight the FREE UPS method, click the up or down arrows to
make it first, and then click the Update button.

You have to Publish Order Settings, but after you do that, your new
custom methods are live in the checkout.

Setting your shipping rates

You should be in the Yahoo! Store Manager. Here’s how to delete the default
methods (Air and Ground) and set up your own shipping rates:
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. Click the Shipping Manager link under Order Settings.
. Click the Shipping Rates link.

You see a page where you can edit shipping methods or change the dis-
play order.

. Click the Add Rule button to create a new shipping charge.

Now you’re on the 5-Step Add Rule Wizard. Do the little ship-rate dance.
The radio buttons are set to Specific Location, and Inside: US United
States, which is fine.

. In Step 1 of the wizard, scroll down and click the Next button.

Note: UPS Ground to Hawaii and Alaska is available now, which I don’t
really understand.

Step 2 of 5: Add Rule - Select Method(s) appears. The default And Ship
Method Matches Any is fine.

. Click the Next button.

Now you’re on Step 3 of 5: Choose a Rule Type page.

. Select Rate Table and click the Next button.

Now you’re on Step 4 of 5: Rate Table Details page. The default is set to
Based on: Taxable_Amount, which is fine. Because this rule is for folks
who ordered more than $99, you really don’t have to put anything here
because this shipping method’s rate is “free.” However, you need to do
something for the folks who order $10 and think they’ll get shipping just
because they select it. Nope!

7. In the first field (From 0, Add $), type 5.95.
8. In the second field (From: __ ), type 99 and click the Next button.

9.

Now the checkout charges orders less than $99 the standard shipping
rate of $5.95, whether or not the buyer chooses it.

You're now on the Step 5 of 5: Override Setting page.
Click the Done button.

Note: 1 don’t like Exclude All Other shipping rules. I don’t want to override
anything because I like to use an additive method of ship rates. For example,
if someone from Hawaii orders something under $99, I'll add a non-US48
upcharge to the $5.95 rate. If someone from Alaska orders something over
$99, eventually I'll have a separate non-US48 upcharge for those orders.

Setting your payment methods

In the Yahoo! Store Manager, you can add MasterCard, Visa, and American
Express to your Pay Methods. Follow these steps:
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1. Click the Pay Methods link under Order Settings.
2. Type your Yahoo! security key.

Anytime you access or make changes to sensitive information, such

as domains, your account information, account access, and customer
credit-card info, Yahoo! asks you for a second-level password called
your security key to verify your identity. If you don’t have a security key,
follow the prompts to create one.

If you have a security key, you see the Pay Methods page, where you can
apply for a new merchant account, configure your store to work with
your existing merchant account, and add or edit the Payment Methods
that appear on your checkout.

If you've already set up your online credit-card processing, adding a card
to your Payment Methods that your merchant bank account doesn’t
accept doesn’t work, so don’t try it.

3. Change the radio buttons for the Payment Methods you want to add
from No to Yes.

I select American Express, MasterCard, and Discover. For more informa-
tion on credit cards, see Chapter 15.

This page is a cool place to snag credit-card icons. Simply right-click the
ones you want and save them to your desktop.

4. Click the Done button.

Working with order confirmations
and merchant notifications

When a customer clicks the Place Order button, the next page he sees is his
Order Confirmation page, which shows a copy of his order with a unique
order number and verifies that the order was actually placed. Next, the cus-
tomer gets an order confirmation e-mail with the same information. You can
add text to both of these customer touch points (fancy marketer lingo for cus-
tomer contact).

The Order Confirmation page

[ like to thank the customer for his order and provide useful customer service
info. This info reduces their stress, as well as the number of WISMO (where is
my order?) phone calls. Include answers to frequently asked customer ser-
vice questions. Let your customer know how long it will take to get his order
and how he can contact you.
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Merchants need to know about new orders, too! Depending on your Merchant
Solutions package, you can get notified by e-mail, in the Store Manager, and/or
by fax (Merchant Starter doesn’t include faxes). I prefer to get order e-mails
and faxes, but I'll upgrade later for that.

To customize the Order Confirmation page, follow these steps:

1. Click the Order Form link under Order Settings.

Scroll down to the Order Confirmation message. The default message is
“Thank you for your order. Please print this page for your records.”

2. Add the text you want to the message.

For example, you can include “This is the Order Confirmation message
in Store Manager: Order Settings: Order Form.”

3. Click the Done button.

You’re back in the Store Manager. Later, I'll can change my message to
something really good.

The Order Confirmation e-mail

The Shipment Status page is where you can turn on shipment tracking and
customer Order Confirmation e-mails, set a separate address to receive
bounced e-mail notifications, customize your Confirmation e-mail and Status
Update e-mails, and use the XML Update feature. I talk about all of these
topics a bit more in Chapter 15.

You should be on the Store Manager page. Here’s how to start sending and
customizing customer Order Confirmation e-mails:

1. Click the Shipment & Order Status link under Order Settings.

2. Type your e-mail address in the Order Confirmation e-mail field.

3. Scroll down to the Confirmation E-mail message and add the text
you’d like to appear.

The default message is “This email is to confirm the receipt of your
recent order from Yhst-YahooStoreAccount.”

4. Click the Update button.

You return to the Store Manager.

Auto—Order Notification e-mails

Here’s how to start receiving merchant automatic order notifications every
time you get an order:
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1. Click the Order E-mails link under Order Settings.
The Order System Settings page appears.

2. Type your e-mail address in the E-mail To field.

3. Click the Done button.

Publishing store settings changes
and placing a test order

You can publish Order Settings by clicking the link. Go to the published site
by typing your domain name in your browser or by clicking the View Site link
in the Store Manager. Click around your new store. Place items in your
Shopping Cart and actually place a test order.

Note: Until you open for business (and complete said checklist — see the
next section), Yahoo! allows you to test orders. Your checkout works, but
says “yourdomain.com is not open for business. Ordering is allowed for
testing purposes only.”

Sometimes it takes a little while to publish a large site. Don’t try to go back to
the Store Editor while your store is publishing; your store is working. If you
try to publish more than five times, your store locks up, and it may take an
hour or more to unlock. You then see the error message “You have more
than 5 pending requests.”

Opening for Business

After you've published the Store Editor, edited your privacy policy and info
pages, and published your store settings, you see two links in the Store Editor
in a message that says, “In order to open for business, you will need to com-
plete all of the items in the open for business checklist.” Here’s what you do:

1. Click the Open For Business link.

2. Fill in your merchant account bank’s name, phone number, and your
account number in the merchant account provider, provider phone
number, and account number fields.

3. Click the Submit button.

Next, you see the Congratulations Message.
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4. Continue to Manager Console and publish your order settings.

Your site is now current and has met Y! requirements.

Any changes to the Order Settings require publishing. If you’re changing 17
things, wait until after you change the last thing to click the Publish Order
Settings link to make your changes live on the real store. When the live store
matches the Order Settings, the link disappears and is replaced with the
word Published.

Remember, you're just getting started. As you build your store, you're really
building your business. Don’t worry too much about making money at first.

Momentum is the main thing. Your store doesn’t have to be the best site on

the Web, it just needs to be on the Web. And soon!
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Chapter 4
Anatomy of a Yahoo! Store Order

In This Chapter

Examining the timeline of a real order

Checking out the Shopping Cart and checkout order flow

Keeping customers in the loop about orders and shipping

A journey of a thousand miles starts with a single click: Add To Cart.
Nothing happens in e-commerce until a customer buys something. After
that happens, watch out! You've got orders to pick and pack, credit cards to
run, boxes to ship, and e-mails to send. Get this economy moving!

In this chapter, you get to see a real Yahoo! Store order from start to finish. I
show you everything that happens from the first click to the Web store all the
way through to the UPS truck pulling up to the customer’s house. Watch the
customer search on MSN, find my store in the search results pages, click my
search listing to jump to my Web store, browse various products, place an
order online, and discover everything else that happens behind the scenes to
get that box to the customer. You can find out a lot from watching how real
customers — not just browsers or tire-kickers — interact with your store.
The secret to getting more sales is to attract more visitors who act like
customers.

As you follow this order, watch as I point out the major attractions. (On your
left, you notice the Shopping Cart. On your right, a secure checkout page.)
The story ends happily with a satisfied customer who got what he wanted
and a retailer who got an order and a brand new customer.

Examining the Timeline of a
Real Vahoo! Store Order

This section gives you a timeline of an actual order placed in a real Yahoo!
Store. I changed the customer’s name and other personal info, but you can
still see where he went and what he bought. As [ walk you down the virtual
shopping aisle, I point out features of the various elements of Yahoo! Store.
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Figure 4-1:
MSN'’s new
search
engine
reveals that
my page is
#1 out of
116,571
results
containing
the phrase
dog
whistles.
Guessiit
was a good
day....
|

Part I: Finding Out about Yahoo! Store

This overview includes the published pages of your Yahoo! Store; the
Shopping Cart; the secure checkout collecting shipping and billing informa-
tion; the order confirmation page and e-mail; and the tracking information

and stats you get when someone browses and buys.

Finding the store in a search engine

Figure 4-1 shows a search on http://search.msn.com for dog whistles.
Notice that the first result in the free listings in the MSN Search results is Gun
Dog Supply, one of my mom’s site. Not only did that #1 listing get a searcher
to click on the result, but that searcher also converted into a sale.

Search engine optimization is extremely important, and I talk a lot about that
in Chapter 19. In the search engine results pages, the link to the Web page
comes from the title tag of that page. On a Yahoo! Store, the title tag is usually
the text in the Name field. After the link is a snippet of text (also called the
abstract, but not to be confused with the Yahoo! Store Abstract field) that
comes from actual text on the Web page or from your Meta Description.

ft Internet Explorer

H GBack v = v (@ (7] G| @ Seach (HFavoites FMeda (F|

J File Edit View Favorites Tools Help

(| Links [ Address [ hns:¢rsechncomiresuits,sson2FORM-MSHHiotch,_type-Dha-dogenhindes

ocal (BETA) Encarta

Wah fd[“Search™| Hear Me

Web Results

Page 1 of 116 571 results containing dog whistles @21 sesonds)

Buy Acme Doy Whistles For Less - www coolstuficheap. com

CoolStufiCheap.cam affers discount prices on acme dog whistles. e offer novelty gifts for decarating, plaving and having fun,
Deg Whistle - wnw.shopfromyourhome.com

Are you tired of being taken for a walk by your dog. Then try ¥Wonder ¥histle. It is guaranteed to train your dog quickly and.

Doy Whistle - PetCareRxX - v petcaren:com
Find silent dog whistles for special fraining. Fast safe delivery. Free shipping on orders over §85.

Dog Training Whistles f Lanyards
and when the wind is high. Whistles & Lanyards GDS : Deg Supplies Online Catalog - Deg Training
Whistles / Lanyards </a= | * | Next » Deg Training Whistles / Lanyards Mote: A whistie-trained deg is

| pply.c higtl lanyarde.htrnl Cached page

Dog Food, Dog Beds, Whistles and Pet Accessories for Home Delivery UK ...

avallahle in a variety of designs and colours. DOG LEADS & DOG WHISTLES Essential eguipment for dog
owners and trainers selected for guality and
v judgeschoice co.uk Cached page

Dog Whistles from Judges Choice Pet Food Ltd

thunderer, whistle \amyams‘ duck call, E!Dg leads, ﬂDg callars, trammg durmnrmies Acme DOQ Whistles,
dog Ieads and collars, and training eqguipment far gun and working dogs from Judges Choice Doeg
wnn judgeschoice.co.ukfdog-whistles.asp Cached page
0 Show more results from * s co.uk”

Dog Whistles
... Acme Thunderer Metal Hunting Deg Whistles Acme Silent Deg Training Whistles  Key Chain
Dog Whistles Home Customer Service Contacts Auto Re-Order Gift Certificates Pet

i furlongspetsupply. com/dag_whistles him  Cached page

SPOMSORED SITES

SPONSORED SITES

Doy Whistles at Shopping.com
Find, compare and buy producis in
categories ranging from Sports
i shopping.cam

Dog Whistle

The Spartsman's Guide is the online
home for the supplies you need...
Wy, Sportsmansguide.com

Buy a Doy Whistle Online at
PETCO.com

Choose fromm a wide variety o
training aids i improve your dog's.
W PETCO.COM

Dagzer Stops Agaressive and
Barking Dogs

Highly effective dazer emits high
freguUEncy UItrasonic sound that
W | oW gLYS.com

] Error on page.

E Bl ®neme
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The particular text in this example is from the breadcrumbs, the hierarchical
text link navigation at the top of every page that shows the section, subsec-
tion, and product page. This text is very search engine friendly, but you have
to customize your RTML templates to get these breadcrumbs to show up. I
talk more about RTML and custom templates in Chapter 26.

Landing on a section page

Figure 4-2 shows my section page for dog whistles that was listed #1 for dog
whistles in MSN. Notice that this section page contains both products and
subsections, which have a thumbnail and a text link to the product or subsec-
tion. This particular page has two paragraphs of text in the Caption field, and
the copy here is more for the customer than for search engines.

Note: This page uses custom RTML to display a tiny Order button on any
orderable products. This experiment has resulted in additional sales, but
having the Order button on section pages didn’t really move the needle on
increasing my conversion rate, so I dropped the little Order buttons for now.

Selling with a product page

Figure 4-3 shows a product page of the Acme Silent Dog Whistle. Product
pages usually have a picture of the product (image), a headline, and a prod-
uct description in the caption field, followed by the order functionality, which
includes code, price, sale price, any options (like size and color), and an Add
To Cart button.

Product pages are the most important type of page on your entire Web site.
You sell more when people can see the Add To Cart button on product pages
without having to scroll down. Bad product-page design kills more sales than
anything I know other than super-slow-loading Web sites.

Notice that the Add To Cart button or Order button is above the fold, which
means that you don’t have to scroll to see it as long as your monitor resolu-
tion is set to 800 x 600, 1,024 x 768, or higher. The phrase comes from the
newspaper industry, where above the fold means that the story or ad was
important enough to appear in the top half of the page, literally above the
fold in the middle of the paper.

Don’t put too much information in your Caption field, especially if you use
the factory preset templates. You need to have tons of online content (text
and images) about the product because the more you tell, the more you sell,
but long, long captions push the Order button way down the page.
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Figure 4-2:
Section
pages make
great
landing
pages
because
searchers
have the
choice of
lots of
products.
|

|
Figure 4-3:
Good
product-
page design
is critical for
online
success.
Whatever
you do,
make sure
that the Add
To Cartor
Order button
appears in
the first
screen shot
above the
fold.
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¢ Doq Training Collars
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Privacy Guarantee,
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Innotek Remote Collars
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DT Systems Collars

Fet Safe Instant Fence
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Dog Training Whistles / Lanyards

Note: A whistle-trained dog is easier to handle at a distance, in heavy cover, and

when the wind is high. Smaller dog whistles are generally higher pitched than larger
whistles, whistle signals can be added most any time, & dog that knows his verbal
commands well will usually pick up whistle signals very guickly.

We recommend the Boy Gonia Commander {red) whistle for use with young pups and
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Acme Silent Dog Whistle - #535

Read Product Infarmarion...

Usually ships the same business day,

0032 $18.95

Add to Cart
Safe, Easy, & Seeure
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‘ log in | show my cart / checkout

Read more about Acme Silent Dog Whistle - #535

Dog Silent Whistle from Acme - You can hear the air going through the whistle
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adjustable and instructions on training a dag with it are included.

This silent dog whistle is a gquality metal whistle made by Acme in England for many
many years specifically for dogs, According to the manufacturer, this silent dog
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Search site for dag training supplies related to Acme Silent Dog Whistle - #535 and more..,

See Newxt: Whistle w/Compass & Temperature Gauge
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With custom RTML templates, you can move the Order button above the
Caption field so that it will always be above the fold. (Read more about RTML
in Chapter 26.) With standard templates, | recommend this workaround:
Create additional “More Info About The Product Name” pages. Place these
reviews, additional photos, and customer comments pages either inside the
product page itself (by putting the IDs in the Contents field like an accessory)
or by simply linking to the pages from within the Caption field of the product.
I talk a lot more about these topics in Chapters 11 and 12.

Use the following HTML code to link to additional information and content
pages inside your Caption field (after replacing the page names and product
names with real products). For more information on linking, check out the
site navigation tips in Chapter 7.

More info: See <a href=more-info-id.html>product name</a> details,<a href=more-
photos-id.html>product name photos</a>, and <a
href=customer-reviews-id.html>product name customer reviews</a>.

Pushing the Shopping Cart

Figure 4-4 shows the Shopping Cart after the customer clicks the Add To Cart
button on the Acme Silent Dog Whistle page. Anytime someone clicks the
Show Order button, he’s also sent to this page. The Shopping Cart shows a
thumbnail of the product’s image (linked to the page), the Name field (linked
to the page), the unit price, the quantity, any options selected, and a subtotal
for that line item.

Here’s what customers can do inside the Shopping Cart:

v The Update Quantity button lets you change the number in the quantity
field and update the Shopping Cart.

v Clicking the Keep Shopping button takes you back to the previous page.

v Clicking the Check Out button leads to the Shipping Info page in the
Secure checkout.

The Shopping Cart always has the ID order, so it’s easy to find in the Store

Editor. (See Chapter 11 for more information.) You can link to your cart by
going to http://order.store.yahoo.com/cgi-bin/wg-order?your
accountnamehere

You want the look of your cart to match the look of your site as best you can
so that the checkout process is seamless. I've seen solid increases in sales
when clients changed their Shopping Cart page to match their site’s look
and feel. Read more about checking out the Shopping Cart in Chapter 14.
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Supplies - Shopping Cart - Microsoft Internet Explorer
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Starkville, Mississinpi, USA ' | omsle-tsds teks) ML 1895 Bumere
39759 =
L3
Scantlec Sublotal for Gun Dog Supply 18.05
Mmm T Update Quantities Check Cut
“YREIOO! SHOPPING
i REQ‘S‘F‘W in our custorner database,
e Testimonials
Flgure 4_4: & 100% Satisfaction Guarantee
* Your Privacy is Protected —
Wh n « Shipping Rates Related Products:
enyou Your satisfaction is 100% by
N guaranteed. Return any LN
click the unsatisfactory item within 30 ég? GoalEhng R
days of the invoice date for d e Order
Add TO Cart credit to your acoount,
exchange, or adjustment. g
button, you Your prvacy iz mportant Suuifo o i BTl
. Eiiei i Deg iRl e Sportn Do Training Durmrmy - Kon - Large Hilir
wind up MOT sall or rent our customers Frice: 0.00 i
names, sddresses or e-mail
H h addresses to anyone. We
In the appreciate your business. i Iilabone Chicken Flavor Bone - MCF 105 it
. ey Price 875 —_
Shopping Hlut omche it
UPS the same business Keep Shopping
Cart day. Free Shipping via UPS
- Ground on orders over $125. j
I |£]Done [ [ [ [® ntemet

[ like to have as much control over the look and feel of my checkout as possi-
ble. By using custom RTML or the new Checkout Manager, my Shopping Cart
can match the look and feel of the rest of my store. I also add text where I
reassure the potential customer at the most critical time in the checkout
process.

For example, | say “Order on a secure server or call 1-800-624-6378. Your pri-
vacy is protected. 100% satisfaction guaranteed. Risk-free 30-day money-back
guarantee. Most orders ship out the same business day. We appreciate your
business!” I show you everything [ possibly can about how to make your site
easier to use and how to sell more stuff in Chapter 21.

Regardless of the cart you use, when a customer is ready to pay and clicks
the Check Out button, he’s sent to the checkout pages on the Yahoo! secure
servers. This is the first time in the order flow where the customer is on a
secure server. The Shopping Cart isn’t secure and doesn’t need to be. You
really only need a secure order form because that’s where the real action is
with personal information and credit cards.

“\Q,N\BEH

& You can always tell when you’re on a secure server because the URL starts

with https and a little lock icon appears in the lower right corner of your

browser.
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Chectking out the Secure Order form

On the secure Shipping Info page, the customer enters her name and ship-
ping address (including the country) and selects a shipping method. The
shipping rate is calculated based upon how you set up the shipping tables;
it’s usually based upon a combination of shipping method and shipping
address. Sales tax, if you collect it, is usually calculated based upon the
location of the shopper using the zip code or state.

After typing the shipping information, the customer can click the Continue
button to move on to the Billing Info page or click the Cancel button to return
to the Shopping Cart.

Place a text message at the top of both the Shipping Info and Billing Info pages.
You don’t want to include a lot of text here because it will push the required
fields down the page. For more information on this topic, see Chapter 15.

Shipping Info page

Figure 4-5 shows the Shipping Info page, where the customer inputs address
and shipping method in the first page of the secure checkout. Notice the
https in the URL in the address bar of the browser, which tells you that
you’re on a secure server. This page shows a summary of the customer’s
order, displaying the item name and subtotal of the order before shipping
and tax are calculated. When customers click the Continue button, shipping
and tax are calculated, and the Billing Info page appears.

If the customer forgets to fill out a field or types invalid information, Yahoo!
Store returns an error message in red with a red asterisk by the field to be
corrected. The customer can correct his error and click the Continue button
again.

Billing Info page

Figure 4-6 shows the Billing Info page, where the customer inputs payment
method, account number, and expiration date. The customer can also input
his billing address, unless it’s the same as the shipping address. E-mail
address, a ratings request checkbox, and the Comments field round out the
list of information I get from a customer.

At this point, the customer can either click the Cancel button to return to the
Shopping Cart or click the Place Order button to place the order and proceed
to the Order Confirmation page.

If you do real-time credit-card authorization, at this point the Yahoo! Store
secure server queries your Merchant Bank through the gateway and attempts
to get authorization for this credit-card sale. To get paid, you approve the
transaction and either force a batch or autobatch between 6 and 11 p.m. PST.
For more information on credit cards, see Chapter 15.
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Figure 4-5:
The
Shipping
Info page is
the first
page of a
two-page
checkout.
|

2 Shipping Information - Microsoft Internet Explorer
| File Edit View Favorites Tools Help H Bk v = v @ (8] 3| Qcach GHFavoies Eibeda (3| By S B - 5D
| Links ”“Address @ Hitps: ¢ order.stare, yahoo. com/cgi-bin/shipping-foim Zunique=0c54Gkcatal o 4 bz 3D 5051 8085 Ocdl =] @60

GUNDOGSUPPLY.COM

Serving Hunting & Field Dog Owners Since 1972,

You're now on our SECURE server. This is the SHIPPING INFO PAGE. (1st of 2 pages) Prefer to order by phone? Call 1-800-624-6378
Your privacy is guaranteed and your personal information is safe & secure - Steve Snell
n Dog Supply, 400 Industrial Park Road, Suite G, Starkville, MS, USA 39759
Customer Testimonials | 100% Satisfaction Guaranteed | Your Privacy Guarantee | Shipping Rates & Information

1. Reviev: your order from Gun Dog Supply

Unit

ftem B Quantity Subtotal
=

i| Acme Silent Dog Whiste - #535 18.95 1 18.95
L

Subtotal for Gun Dog Supply 18.95

Shipping and tax may be added to your order. For terms, see the Info page.

2. Choose the shipping address

FirstName: |Rob Last Name. |Sne\|
Address:  |POBOXE0133

City [Starkville State [ms
Zip 30759 Phone:  [B62-320-9138
Country US United States =
3. Choose shipping options for Gun Dog Supply
[$5.95 UPS Ground - US 48 States Only, =]
Please note that UPS does not ship to PO Boxes.
U5 Express Shipping options | GET EREE SHIPPING on drders over §125 (U546 via UPS Ground)
Cancel | Continue [N
Copyright 2005 Yahoo! Inc. &l rights reserved
Yahoo!'s Privacy Poliey - tderchant's Privacy Polie: .
[&] Done [ [ 5 [® internet

If you process credit cards manually, then all the Yahoo! Store does here is
collect credit-card information, which you can later verify, authorize, and
charge.

Confirming orders and shipping 'em out

Figure 4-7 shows the Order Confirmation page, which is where you’re sent
when you click the Place Order button. This screen gives you the merchant’s
custom thanks message, your order number, and a link to your info page.

Almost instantly, a confirmation e-mail is sent to the customer’s e-mail
address that was entered on the Billing Info page. The retailer can also add
some text to this information with contact information and answers to fre-
quently asked questions.
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Figure 4-6:
The Billing
Info page
asks for
billing
information,
the payment
method and
account
number, and
an e-mail
address
before the
customer
can
complete
the sale.
|

B 0 atio 0S0 erne ore _ |53 x|
| File Edit View Favorites Tools Help || < Bock - 5 - @ B & | @beach Gilfavies @hods (3B S H-E D |
| Links ”“Address [ Phps:torder.store yahoa.com/egibindbiling fom?unique=c5E7kvunide=4110253229 61191 205124, 1 e2bkoatal doghet=d baskel-bx3 7] (@G0
L R L
This is the BILLING INFO PAGE (2nd of 2 pages - You're almost done)! Remember: Most orders ship out the same day we get them
100% Satisfaction Guaranteed. Questions? Prefer to order by phone? Call 1-800-824-8378. \We appreciate your business! -- Steve Snell
1. Review your order from Gun Dog Supply
Unit -
ttem i Quantity Subtotal
=1
o K Acrne Silent Doy Whistle - #535 18.95 1 18.95
Al
Total Purchases 18.95
Shipping 5.95
Tax 133
Total for Gun Dog Supply 6,23

Forterms, see the [nfo page.

2. Choose the hilling address

@ same: (Use shipping address)

O Enter: FirstMName; Last Name:l
Address:
City: State |

Zip Phone:
Gountry: US United States =

3. Enter other information

Credit Card ID #* For your protection, please enter the last 3 digits from the back of your VISAMC/DISCOVER, more info
321
Email Address:

[rob@ystare.com
¥ E-mail me acopy of my order.

[¥ “Your opinion eounts! Check this box, and we will send vou an email giving you a chance to rate this merchant.
Comments:
Thanks ! =

4. Choose a payment method for Gun Dog Supply

Payment method: Wisa E

Card or aceount number: [4111111111111111

Expiration date Qct(10) =]|2005 =

Cancel Flace Order

Copyright 12005 Yahoo! Inc. &I rights reserved
Yahoo!'s Privacy Poliew - Werchant's Privacy Boles

14l

[&1 Done [ [ 5 [® ntemnet

Receiving order notifications

After a customer places an order, Yahoo! sends merchants an order notifica-
tion e-mail. To enable your merchant e-mail notifications, you must add your
e-mail address to the Fax/E-mail page under the Store Manager. This order
notification e-mail contains all the information the customer typed except
credit-card information, unless you opt for encrypted e-mails. The merchant
e-mail also shows the referrer, the entry page, and the converting keyword if
the customer’s order came from a search engine referral.

/1
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Figure 4-7.
The Order
Confirma-
tion page
tells the
customer
that his
order was
placed
correctly
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as the
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|

A Order Confirmation - Microsoft Internet Explorer
| File Edit View Favorites Tools Help H Bk v = v @ (8] 3| Qcach GHFavoies Eibeda (3| By S B - 5D | i
| Links "|]Address|@ Hitps: farder.stare.pahon. jrbinwgthank-youoid=gund do=3cb0cdd3) 4110253229 61191 cd6/562401 235124 7| @ Bo

GUNDOGSUPPLY.COM

Serving Hunting & Field Dog Owners Since 1972,

Thanks for your order!

Most orders ship out via UPS the same business day received. Postal orders and
arders with personalized dog collar [.D. plates may take a little longer. We will contact
you by e-mail if we have any questions regarding your order, or if there will be a
significant delay in processing your order,

Some quantity discounts, free shipping on certain internet specials, and shipping costs
on Canadian orders may MOT be shown on this copy, but WILL be reflected on your
final invoice,

If you have any questions about your order, comments about our site, or anything

else you think we need to know, please s-mail me at sales@gundogsupply.com.
\We appreciate your business!

Thanks,

Steve Snell

Gun Dog Supply - Customer Service

1-800-624-6378

*four order number is: gundog-XXXXX

Ship to Rob Snell Billto Rab Snell

POBOX 80133 POBOX 80133
Starkville M5 33753 Starkville MS 39758
B62-320-9198 BE2-320-9196
rob@ystore.com
Via $5.95 UPS Ground - US 48 States Only.
Unit o
em Price Quantity Subtotal
=1
i | |I Actne Silent DooYWhistle - #535 18.95 1 18.95
£l
Total Purchases 1895
Shipping 595
Tax 133
Total for Gun Dog Supply 26.23

Thank you for your order from Gun Dog Supply. Ifyau have any questions about your order, please contactus.

[ =3 @ internet

Lel

If you have fax notification turned on, you also get a fax about the same time.
In my warehouse, we use the faxes as pick tickets for the pickers and packers
to pull the orders. An order is picked from the warehouse and placed in a
box. The fax looks almost like the e-mail notification but does not have the
credit-card information.

Merchant Solutions Starter-level accounts don’t have the option to get faxes.

Processing orders

When you log in to the Store Manager, a red asterisk appears to the right of
the Orders link so that you know that you have a new, unviewed order. After
someone views that order, the red asterisk disappears.

Figure 4-8 shows the order as it appears in the Store Manager. You may have to
scroll down to see all the information, but the order shows all the customer
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Figure 4-8:
Orders in
the Store
Manager
show credit-
card data
for four
weeks, and
then the
information
is deleted
to protect
both you
and your
customer
from fraud
if your
account
gets
hacked.

information, including shipping and billing information, what products the
customer ordered, method of payment, shipping method and rate, tax rate,
and more. The order also shows the referrer, the entry page, and the convert-
ing keyword if the customer’s order came from a search engine referral.

Orders in the Store Manager keep credit-card data for only four weeks for
security purposes. After that time, you can’t access your customer’s credit-
card information, so print or export your orders ASAP!

At this point, an invoice is printed and the box is sealed with tape, marked
with an order number, and placed in the shipping box line. Next, the day’s data
is exported from our POS software into the UPS WorldShip computer, where
each box is weighed, the address is verified, and a label is printed and stuck
on the box. UPS arrives about 4:30 p.m., and the box is on its way.

Taking care of details

Right before my UPS driver arrives to pick up my packages, I close out for the
day. The UPS WorldShip computer dials up the big UPS computer and
uploads the shipping data. Shortly thereafter, UPS sends e-mails from UPS to
our customers that contain their orders’ tracking number and anticipated
arrival date of the package.

2 gundoy: Store - Microsoft Internet Explorer

J File Edit View Favorites Tools Help

H Bk v = v @ B 3| QSeoch [EFavoies Gieds BBy S 5D |

| Links ”“Address J&) htps:edit. store.yohoo com/R T /MG A gundogr4od52dfebed] /CaNpméAH =] @60
YEHOO!, SMALL BUSINESS | 5.0r o, sccout o507 Srnall Business Horne - Yahoo! - Help
Store
Zn
Store Manager > Retrieve Orders > Order gundog-XXXXX
< Prev Modify.. | Updste
Order ID gundog-o0uos Mark Order
Date FriJul 22 05:08:01 CDT 2005 oK
Ship to Rob Snell € Fraudulent
POBOX B0133 ce led
Starkville MS 39759 aneelel
US United States € Retumed
B62-320-9198 € On Hold
maj
. map Print [Ontions]
Bill to Same
GDS 321 s Full Order
s Invoice
E-Mail robiE@ystore. com (ermailed) o Packing Slip
Via $5.95 UPS Ground - US 48 States Only. View
Payment — 1111111111111, Exp. 1072005
VISA o Confirmation
N Send
Referrer MSH search for dog whistles —
Rev-Share  hitp://i4 233 167 104/search%3Fq%3Dcache TTHVDZZ07 ma) qunda Ol G
URL: supply. com/%2Bdog %2 Biraining %28 collars %2B8%26h|%30en
‘fahoo! MNa
Network
Order:
Order o # x4110253229
Entry point  hitp:/fistore. yahoo.c higtles---| ds. htrnl
IP Address 0.000
Comments Thanks!
Mama Cada Nhe linit Prica Nntinne =
€] Done [ [ I3 [® internet

/3



74

Part I: Finding Out about Yahoo! Store

After an order has shipped, we send a personalized “Thanks For Your Order”
e-mail to each customer. Customers receive their orders anywhere from the
next day to a week later, depending on where they live and the shipping
method they chose. When customers sign for their order, a copy of their sig-
nature and delivery information is uploaded to the UPS Web site in case we

need to verify delivery.

A day or so after an order has been placed and all the stats in the Yahoo!
Store have been updated, you can actually see the path a customer took as
she placed an order by looking at the Click Trails (in the Store Manager under
Statistics). I talk a lot about this feature in Chapter 20.

Order status e-mail

Yahoo! Store gives retailers the option of send-
ing order status e-mails to let customers know
that their orders are partially shipped, on back
order, or shipped entirely. When you change a
customer’s order status, Yahoo! makes a note
on the order and sends an e-mail to the cus-
tomer. If you paste the tracking number into the

order, this information is included in your order
status e-mails.

| don’t use order status e-mails because most of
my orders ship the same business day. Before |
have a chance to send an order status e-mail,
I'm usually sending a tracking number e-mail.
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In this part . . .

‘m a big believer in planning your store before building

your store. If I don’t plan, I end up having to redo most
of the work two or three times, searching for what [ want.
Even when I think | know exactly what I want in my head, I
still sketch a quick design on paper before I start building
anything!

In this part, I talk about getting everything ready before
you begin store building. You can read about choosing

a store-building tool (Pick the Editor! Pick the Editor!),
explore whether you should build a store yourself or hire
an expert to do it (Do both. Trust me, I explain!), and
make a list of all the different design elements that make
a store look like a store.

I also talk about what makes a good store design and why
that subject is so very subjective. My definition of good
store design is anything that increases store sales because
that’s extremely measurable and objective. Anything else
is an opinion.

This part also covers store navigation. You can see how
customers really shop online by searching your store,
navigating with buttons and links, and clicking featured
products and specials. I also address how you can design
your store to make it easier for your customers to find
exactly what they’re looking for so that they will buy
more stuff.




Chapter 5

Preparing to Build
Your Yahoo! Store

In This Chapter
Choosing a store-building method: Store Editor or Web hosting with Store Tags
Building what parts you can and outsourcing the rest
Assembling all the elements you need before you get started

In this chapter, I tell you about two different ways to build your store: Store
Editor and Web hosting with Store Tags. Choosing which way to build your
Yahoo! Store determines how you maintain your store on a daily basis. You
need to examine your options so that you can decide which way is best.

[ also discuss the skills you need to build an online store. Take a good look at
what you can do, what you can find out how to do, and what you need to hire
someone else to do.

Finally, I lay out my list of the assets and elements you need to get together
so that you have everything you need before you start store building.

Choosing a Store-Building Tool

You can build a Yahoo! Store in two very different ways: Store Editor and Store
Tags. They are different faces for the same product database. With the default
settings, Editor-built pages exist at http://store.yourdomain. com, while
Store Tags are put inside HTML pages in your Web-hosting account at www .
yourdomain.com. You get to choose where you point your www, and I prefer
to have my Editor-built pages at the www . mydomain. com address. | show you
how to point your domain and lots more in Chapter 24.
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Figure 5-1:
Store

Editor is
essentially
the same
online store-
building tool
it was when
it was
created in
1996. This
figure is the
home page
or index of
the Store
Editor.

Part II: Planning What's in Store

Store Editor

With Store Editor, you don’t need any special software or Web-development
skills. You simply build your store online using your Web browser and the
Store Editor online software. Figure 5-1 shows the home page in edit mode.

As you add products, the Store Editor automatically creates Web pages for
you. With Store Editor, your products are the pages. Editing the page for a
product is the same as editing the product.

Store Editor requires no Web-development skills or special software. Nope.
None. All you need is an Internet access and a Web browser. Store Editor may
be for you if:

1 You prefer to be able to work on your store from any computer, anywhere
in the world with an Internet connection. All you have to do is log in and
start working. All your work is stored on Yahoo!, not on your desktop
computer.

» You have employees who maintain your online store.

v You have lots of products (more than 50), or products with lots of
changes.
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Why | prefer Store Editor

When it comes to deciding what's better foryou, Most retailers are smart, independent, and
I'm biased. No bones about it. When it comesto  overwhelmed with work. They have no desire to
store building and maintenance, | am com- be a computer geek or Web developer. The
pletely biased toward Store Editor. Here’s why:  whole point of Viaweb (now Yahoo! Store) was
My mom can use the Yahoo! Store Editor, but  “no developer required.”

she can’t use Merchant Solutions Store Tags to

save her life.

¢MBER

This book is about store building with Store Editor. The Store Editor is easy
to use, but it’s also powerful.

Store Tags

Store Tags are a little different because you put Store Tags inside HTML pages
you create with software such as SiteBuilder, Dreamweaver, or another HTML
editor. Store Tags are magical bits of HTML code that you insert into your
product pages hosted on your Web-hosting account. These snippets of code
pull information from your product database so that changes to prices or
descriptions in your product catalog are automatically updated in your Web
pages. With Store Tags, you use Catalog Manager to create and maintain your
product catalog, and you build and upload your Web pages using the HTML
editor of your choice. With Store Tags pages, you have to manually update
your category and section pages when you make additions or edits to your
product catalog.

Store Tags require using additional software such as SiteBuilder (no HTML
required) or professional HTML design software (like Dreamweaver), which
makes my head hurt. Make anything other than a price change, and you, a
skilled employee, or an outside firm has to edit and upload your edited HTML
pages to your Web-hosting account.

Store building via Web hosting with Store Tags may be for you if:

»* You already have a Web-hosting account and just want to add a Shopping
Cart. Just upgrade your account, plug in some code, and you have an
online store.

v You're a retailer who has few products, and they change rarely.
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When it comes to picking a store-building tool
and using it, my good friend (and technical
reviewer of this book) Michael Whitaker of
Monitus.com sums up his philosophy:

v Just because Web hosting with Store Tags
is the new kid on block, don't assume that it
is the better way to build your store. Many
of the more successful and active Yahoo!
Stores are built with the editor, but which
store-building method you pick is depen-
dent on your particular circumstances;
carefully consider which features are

7

Choosing a store-building method: Another opinion

important to you before you go charging off
building your store. | personally still feel that
building and maintaining your store with the
Editor is easier for many merchants.

After you have chosen your store-building
tool, you should stick with it. If you use the
Store Editor, create and manage products
only in the Store Editor, and don't use the
Catalog Manager. Conversely, if you use
Web hosting with Store Tags, then only use
the Catalog Manager to create and main-
tain your product catalog.

v You have larger corporate clients who need their pages to meet their
marketing’s branding design specifications.

v You have an ad agency or a Web-development firm developing your
pages, and they’re used to traditional Web-design methods or if your
main Web designer is an HTML whiz.

Building a Store Yourself

or Qutsourcing It

You can build your store yourself, or you can hire someone to build it for
you. You can even build it yourself and then just hire someone to clean it up.
Sometimes, though, it’s just better to break out the checkbook or the credit
card and bite the bullet. It all depends on how much free time you have, how

valuable your time is, and whether you want to spend your time learning store

design and development if you're only developing one store. If you're starting
out like I did with literally no budget, just dive in and fake it 'til you make it.

Doing it yourself

Building an online business requires ability in several completely different
arenas: graphic design, programming, database development, Web design,
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copywriting, photography, and online marketing. You don’t have to be an
expert in all of them, but it helps to have a wide range of ability.

Make a list of your available skills as well as which skills you can learn. When
you have a choice between learning a skill that will directly translate into
making more money or learning a skill that will let you do cool stuff on the
Web, make a careful choice. Decide how much time you really want to devote
to learning and doing things that really don’t help you sell more products. Do
you want to be a retailer, or do you want to be a Web developer? The highest
and best use of your time probably isn’t learning the ins and outs of RTML, but
taking care of customers, finding new products, and promoting your business.

Even if you do decide to hire someone to build your Yahoo! Store, I still rec-
ommend building a test store on your own just for the experience you’ll gain.
Because you’ll probably maintain your own store and create and edit prod-
ucts in the Store Editor, you’ll need to become familiar with using the Editor.
When you get in there and poke around, you’ll see that the Store Editor isn’t
so scary after all, even in Advanced mode. (I show you everything you need
to know in Chapter 9.)

Outsourcing it

Anything you can do on or to a Yahoo! Store can be delegated or outsourced.
You can hire folks to design your store from the ground up, create a custom
logo, develop a corporate identity with unique colors and fonts, build your
store product database, take product photos, write sales copy, perform
search engine optimization on your site, custom-build RTML templates that
do almost anything you want them to do, and even manage your orders and
perform customer service. It all depends on your budget.

After you've decided that you need help, you have lots of choices to make.
The first decision is the size of your budget, which determines who you can
hire. I've seen prices for “building a Yahoo! Store” range anywhere from $300
to $20,000 and up. You can get a bargain using offshore designers (working
anywhere from eastern Europe to India), college kids, or even professional
designers moonlighting out of their basement. If you want a more “profes-
sional” experience, expect to pay up to $20,000 for a complete branding,
marketing, and design package from top-drawer advertising agencies.

You get what you pay for. Most of the facelifts and site redesigns I see from the
good design companies run between $2,000 to $3,000. When you get a facelift,

sometimes the results are more than just superficial. Some designers improve
the shopping experience, which can dramatically increase sales from your



82 Part II: Planning What's in Store

A\

Q‘“\NG!

existing traffic by increasing your conversion rate (see Chapter 21). Also,
many facelifts improve the way your site looks to search-engine spiders, too!
For more on search engine optimization, see Chapter 19.

After you know what store building you can do and what you can’t do or
would rather not do, you're ready to look for some help with the heavy lift-
ing. First, you have to decide what type of vendor you want to work with
because there’s a big difference between working with a freelancer or inde-
pendent consultant and working with a large design company or ad agency:

v Advertising agencies and the bigger design firms have more resources,
such as programmers, graphic designers, and Internet marketing consul-
tants, all on staff. With a large design company, you never know exactly
who’s going to be working on your project. The designer you liked so
much in the portfolio may no longer even work there. Depending on how
much you pay, your project may be assigned to a junior-level designer or
an intern. Unless you’re a major project for the design firm, you proba-
bly won’t be working with one of the principals of the company, but
more likely an account rep, also known as a project manager.

Ask the right questions (such as who did the graphics on this site or the
SEO on that site), and you’ll get better access to the talent. Be a smart
shopper for design services.

» You can find great smaller consultancies and freelancers if you can be
flexible. When you hire an individual, you have a pretty good idea of
the level of work that you'll get based on his portfolio. Remember that
smaller firms and one-man-bands don’t have the resources or organiza-
tional structure of a larger corporate firm, so you may have a more
slightly relaxed working environment. Freelancers tend to come and go
as they please, and working hours aren’t usually 9 a.m. to 5 p.m.

Many independent consultants try to be all things to all people. No one
can be great at everything. Make sure that whomever you hire special-
izes in exactly what you need.

Figure 5-2 shows the Yahoo! Store Developer Network. Yahoo! provides you
with a list of designers, developers, programmers, and marketers who are (at
worst) familiar with Yahoo! Store and Merchant Solutions and who have built
at least three or more Yahoo! Stores. Yahoo! doesn’t officially endorse the
companies on the list, but (in my humble opinion) the directory is a very
good representation of most of the world’s top Yahoo! Store design talent.
Designers are listed at no charge after they pass a review process. See the
designers’ contact information and links to portfolio pages at http: //
smallbusiness.yahoo.com/merchant/designdir.php for more info.
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Gathering Elements and Assets

Whether you're building your store yourself or you're hiring a designer, you
need more than just a logo and some product information to make a store.
You need all the different design elements that make your store look like a
store and not just another Web site. These elements include all your com-
pany’s customer-service information and policies, HTML code for third-party
software applications, a site map of what pages go where, and tons of little
bitty things that no one ever thinks about until she starts to build a store. In
this section, I give you a quick overview of the elements and assets you need
to assemble before you start to build your Yahoo! Store.

Product data

Product information is what most people think about when they’re getting
ready to build a Yahoo! Store. Of course, you need a product database that
includes the product name, code, price, sale price, and description. You also
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need individual product images. Don’t forget such information as competing
or more expensive or better suited products for up-selling, related products
and accessories that you can use in the cross-sell database, and alternate
sections and other ways of merchandising your products. (See Chapter 12 for
more information on creating products.)

You also need to decide what products go where. Building a rough site map
on paper can help you. I like to organize my stores into as many as seven
major categories with no more than ten subcategories per section. If more
than 20 products are in a subcategory, I break that subcategory into multiple
subcategories. (See Chapter 7 for store navigation tips and tricks.)

Design elements

Often, it’s the little things that make a store look like a store. Everything from
credit-card icons to Add To Cart buttons shows your customer that your
Web site is a Web store. Figure 5-3 shows a product page with several design
elements.
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Here are the finishing touches to make your store look more real:

v Logos and corporate identity: You need multiple versions of your logo
in Web-friendly file formats, preferably high-resolution .gif files. If you
already have your corporate identity (colors and fonts) designed, your
store designer needs to know your official colors and fonts. If you don’t
have a corporate identity (a fancy name for a logo and other branding
elements), you can get one designed for you. Search on Yahoo! for logo
design or corporate identity and be prepared to pay anything from $100
on up, depending on the quality of the designer.

v Unique company graphics: Usually, many other sites sell exactly the
same thing that you sell. You have to do something to differentiate your
store from all the copycat stores that are simply using the manufactur-
ers’ images and text. Collect any unique company graphics, images, or
photos that help make your store look different from all the companies
selling exactly the same thing.

v~ Icons and buttons: If you hire a store designer, she usually creates these
elements, but it helps to know in advance that you’ll need these buttons,
bars, and icons. Poke around on the Web and find buttons and icons that
you like. Find Search, Add To Cart, Show Cart, Info, E-Mail Us, and other
cool icons that make a Web store look polished and professional.

v Company logos and bugs: Collect various logos and graphic bugs (tiny
versions of logo graphics) from all the different suppliers, manufactur-
ers, and industry trade associations you belong to, as well as of any con-
sumer protection organizations that endorse your site. Trust symbols
like Better Business Bureau seals and TrustE help make customers feel
more comfortable shopping online. Contact your shipping company for
official UPS, FedEx, and USPS logos. Your merchant account bank can
provide you with credit-card logos such as Visa, MasterCard, Discover,
and American Express. If you accept PayPal payments, grab that logo,
too. Most companies can send you these graphics or offer them on their
Web site for your convenience.

v Yahoo! branding: Having Yahoo! Store branding somewhere on your
site is a good thing because you’re using the Yahoo! Store secure check-
out. See http://help.yahoo.com/help/us/store/aboutms/
aboutms-29.html for cool new revised badges that say Hosted by
Yahoo! and ecommerce by Yahoo! I also like to have a secure server icon
showing on the product pages, and definitely in the Shopping Cart and
on the checkout pages.

v Manufacturer images: Manufacturers are really good about letting you
use their logo on your Web store. Nonetheless, make sure that you get
permission before you use any photography or other promotional
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graphics off their Web sites because sometimes the manufacturers don’t
actually own these images.

+* Promotional images: You need to create special promotional graphics
if you have special offers like free shipping or 100 percent satisfaction
guaranteed. You'll also want banners and micro-banners for the sites
you sponsor or for folks who just want a link to you.

v~ Candid photography: Pictures of your store location or warehouse go a
long way in establishing the fact that you're a credible business. If you
work out of your house, use images of your work area with boxes and
packing materials to show that you actually ship the things you sell. If
you use a fulfillment center or a drop-shipper, see whether you can use
photos of its location for added credibility. Pictures of you and your staff
help humanize your company. Sometimes less-than-professional photog-
raphy makes you look more real and less plastic.

It’s okay to be a small company on the Web. Lots of folks like the fact that
they get to deal with the owner of a company when shopping with a small
business. Face it. Do you think Jeff Bezos packs every box at Amazon.com?

If you have photographs of people using the things you sell, use them on
your Web site as long as you have permission. You don’t have to have profes-
sional models to have good photographs.

Copywriting

Besides having great product descriptions in your Caption fields, you’ll also
need the normal pages every Web site has: your home page’s intro copy, an
About Us page, and good descriptions for your section pages.

Here is a good list of copywriting stuff you need to write for your site, includ-
ing snippets, pages, policies, and other words:

v Product availability: You need a standard line about product availability
on regular products. I like using “most orders shipped the same busi-
ness day” when that is true. For out-of-stock, special order, or drop-ship
items, it’s also good to have a standard availability line such as “usually
ships in four to five business days.”

v Contact us: You need to collect your full contact information and your
satisfaction guarantee, if you offer one — and you should!

v Ordering information: In your ordering info, include multiple ways to
order: Internet, phone, fax, and mail; the credit cards you accept; and
pricing information, including whether you wholesale or offer discounts
on quantity pricing and the fact that prices may change without notice.
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v~ Shipping information: In your shipping info, include which shipping
carriers you use, the different shipping methods and rates, the cost and
estimated delivery time of Express shipping, free shipping, and interna-
tional shipping options, as well as what to do with returns and damaged
packages.

1 Legal stuff: I'm not a lawyer, but it would be smart to have your site’s
terms of use, trademark and copyright information, and privacy policy
all over the site. Ask your favorite barrister.

v About Us: For the Company or About Us section, I like a Welcome To
The Store letter, a page about your company’s history, bios of the princi-
pals or owners, and customer testimonials.

v Additional article: For additional content, write articles about how to
use the products you sell, create buyers’ guides about all the different
features and benefits of the different types of products you sell, and pre-
pare a bestsellers list.

1 Search-engine copywriting: For search engine optimization, the first
thing you need is a keyword list of the top 200 keywords you want to
rank well for. [ talk a lot more about this topic in Chapter 16. For each
section page and product page, you want to make sure that you have
keywords in the name field (which creates the page title or title tag), a
list of specific keywords around 18 to 36 words long, a 10- to 20-word
keyword-loaded description of the page for the meta description, and
great product and section descriptions in the Captions field.

v HTML code: If you use any third-party tracking solutions or e-mail ser-
vices such as newsletters or E-Mail This Page To A Friend, you need the
custom HTML code for those items as well. I also grab the HTML for
Yahoo! Store functionality, including links to the cart, info page, privacy
policy, and home page.
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Chapter 6

Designing Your Store to Turn
Shoppers into Buyers

In This Chapter

Designing a store to meet your online retailing goals
Exploring what is and isn’t “good” design (Hint: “good” design sells more)
Choosing colors, fonts, and page layouts for a better look and feel

Store design matters. Contrary to what your mother may have told you,
people do judge by appearance. Your potential customers scrutinize your
store design whether they’re conscious of it or not. Every element of your
Yahoo! Store from your company logo, colors and fonts, and quality of your
product photography to the checkout flow tells potential customers about
your company and influences their decision whether to buy something.

Just because a Web store looks professional doesn’t mean that it is profes-
sional, but that doesn’t stop your potential customers from making assump-
tions about you and your company based upon the quality of your store’s
design.

A well-designed store converts more shoppers into buyers with sales that
result in happy repeat customers. That’s it. [ don’t think there’s really any-
thing more important in e-commerce.

In this chapter, | explore the best practices of store design, push the design
limits of standard Store Editor templates, examine various design elements,
and help you create a professional-looking Yahoo! Store.

Designing Your Store to Sell

Your first design decision should be to determine what you want out of your
Yahoo! Store. Are you looking to create a design masterpiece, an online retail
money machine, or both? Here’s my opinion about why you shouldn’t have
an opinion on store design until you see the sales numbers:
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v Good design sells. A well-designed Web store communicates the value of
the products you sell. Good design also underscores the professionalism
of the company behind the products. Good design tends to give shoppers
confidence in a retailer’s ability to deliver and goes a long way toward
increasing the likelihood that you’ll convert a browser into a buyer.

1 A lack of design costs you customers, maybe forever! It’s too easy for
shoppers to click the Back button and find 100 other retailers who sell
exactly what you sell. It may be cliché, but my grandmother, Mimi, was
right: You really don’t get a second chance to make a first impression.

+* When potential customers look at your store, the emphasis should be
on the products and the benefits of buying them, not on how cool
your Shopping Cart or logo is. The store is the frame, not the picture. |
want customers to say, “Man! That product is exactly what I'm looking
for. 'm ordering mine right now!” — not “What a cool-looking Web page.
I love the site design. Who did that?”

1 When customers are less aware that they’re being sold, the more they
will buy. By all means, romance and charm your customers as you edu-
cate them about what you sell, but the last thing [ want you to do is say,
“Now I'm about to romance and charm you.” (That approach doesn’t
work so well when you’re dating, either!) If you mislead customers, or
exaggerate, or simply dump a bunch of hooey on them, you’ll be out of
business faster than Boo.com after the tech bubble burst.

1 People have strong opinions on what constitutes “good” design. Rules
abound regarding composition, use of color, contrast, balance, and har-
mony, but most opinions about design are just that: opinions. My opin-
ions about effective store design are based upon how well the design
helps me achieve the goals of my Web site (sell more stuff), not how
much my girlfriend likes the pictures, logo, and navigation buttons.

Sometimes ugly Web sites have
beautiful bottom lines

I've always heard and read that “ugly” Web
design outsells “pretty” design. | was attending
an affiliate marketing conference and was for-
tunate enough to eat lunch with one of the bril-
liant marketers who sold millions and millions of
dollars of those X-10 spy cameras via pop-under
banners. He told me that he thought the simple
HTML Web pages sold better because they

loaded faster than graphics-heavy pages. Basic
HTML pages looked more like information
pages from the early days of the Web and less
like slick sales presentations. Regardless of
why they converted better, simpler pages out-
performed super-slick designs, so he stuck with
what worked. This guy was always testing var-
ious design elements to maximize his results.
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You can have an opinion on whether a store’s design is good or professional,
but there’s no opinion on whether a change in design increased store sales.
Numbers don'’t flatter or lie. Sales either go up or they don’t. For the rest of
this book, when I write good design, | mean anything that increases sales. Bad
design is anything that doesn’t increase sales or (gasp!) makes sales go down.

Looking through the Eyes of a Customer

Very simply, good design is about making conscious decisions about how
the various elements of your store work together to create a positive online
shopping experience by meeting the expectations of your target customers.

The design of your store is affected by many factors, but perhaps the most
important factor is how customers view your store. Build your store with the
average customer’s experience in mind. It is so much easier to build a better
store when you see exactly what your customers see.

Before you start building your store, know your typical customers’ Internet
access speed, operating system, browser software and version, and monitor
screen resolution (the height and width settings in pixels). For example, if you
sell reconditioned Sun servers and workstations to Fortune 500 IT department
heads, your customers will have a different Web experience than customers of
a NASCAR collectibles shop.

Here are three important design requirements:

v~ Design pages to load quickly. When pages download within 10 to 12 sec-
onds per page for folks on dialup, the pages really fly on a broadband
connection.

1 Make your store fit the two most common screen resolutions: 1,040 x
768 and 800 x 600 pixels. You'll be safe if your store isn’t more than 800
pixels wide.

 Design your store using Microsoft Internet Explorer. Most customers
view my stores on the latest version of IE, but you still need to make
sure that it looks good on AOL and the Firefox browser, too.

[ talk a lot more about making your store easier to use in Chapter 21.

Choosing Logos, Colors, and Fonts

[ don’t think I can explain the intricacies of creating a viable corporate iden-
tity by branding through the use of logos, colors, fonts, and images in a single
chapter, much less an entire book, but I am going to give you the keys to the
kingdom for good store design.
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Looking at logos

When you’re in business, your logo represents your company more than any
other single element. In the customer’s mind, a professional logo equals a
professional company. There’s nothing that ruins a well-designed Web store
faster than topping it with an illegible, unprofessional-looking logo.

You cannot afford to skimp on your logo. Hire a pro and spend what it takes
to get a professional logo.

Your logo should be a distinctive color and font so that it stands out. Your
logo also should match the look of your industry. It needs to look good and
be legible in many different formats, locations, and sizes. Logos need to look
good in color and in black-and-white. Logos need to be legible at any size: on
your business card, plastered on the Goodyear blimp, or anywhere else your
name could go.

Figure 6-1 shows a logo uploaded to the Name-image field (under Variables),
which appears at the top of every page as a header graphic and also serves
as a clickable link to the home page. I like to display my logo in the footer of
every page, too, using the Final-text field (under Variables), where you can
put HTML to call that image. See Chapter 8 for more info on images.

Mimic magazines

My good friend, Craig Paddock, Internet mar-
keting consultant, gave me this design secret,
which, by itself, is worth the price of this book:
Design your store to match the look and feel of
the magazines your customers read about the
products you sell. What genius!

The best magazine designers have spent thou-
sands of hours crafting a design that fits that
specific industry and appeals to that specific
demographic. Look at the magazine's colors,
fonts, formatting of images, and even the tone
of the writing to get ideas for your Web store.
You don't have to literally copy a magazine's
design, just emulate the flavor.

Look at the ads. Manufacturers spend hundreds
of thousands of dollars hiring the best

photographers, graphic designers, and illustra-
tors. Keep a file folder where you tear out vari-
ous graphic elements you like.

For example, if you sell skincare products to
women, your online store needs to have the
production values of Cosmopolitan or O, The
Oprah Magazine. When you sell home and
garden products, your Yahoo! Store better ook
more like Southern Living or Better Homes and
Gardens. If you sell contemporary designer fur-
niture, take a look at Metropolitan magazine.
Make sure that your stores look like the right
magazine for its industry and not the latest cut-
ting-edge skate punk ‘zine.
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How to get ideas for colors

If you don't have colors for your Web site, a
great way to getideas for your colors is to go to
the supermarket and collect packaging of prod-
ucts you like, especially products that match
your industry. Packaging designers are brilliant
at capturing and communicating the essence of
a product and motivating you to buy it.

Another way to gather ideas for colors is to col-
lect photographs you like. When | find a great
photograph, | scan a copy into my graphics pro-
gram. | reduce the image dimensions to a
micro-thumbnail about 10 pixels wide, which
gives me a tiny palette of the most popular
colors in that image.

|
Figure 6-1:
Upload a
custom
image to
your Name-
image field
to go double
duty with a
single
element:
both
branding
and
navigation.
|

S ear-lop-carriers.com

“YarioO! SHOPPING E=EnE

Car Top Carriers 1-800-852-3969

Compelling use of color

Here are several concepts about color for your consideration:

* Be consistent with the use of colors and fonts. Use the same branding
across your entire Web site and all other collateral materials, including
your packaging, catalogs, brochures, business cards, letterhead, and
anything else you send to vendors or customers.

v Pick one dominant color and a secondary accent color. These colors
need to match your logo or complement your existing logo. Use these
two colors across the store in your site navigation, links, site decoration,
accents, icons, navigation buttons, headlines, and more.
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v Make sure that your corporate colors are high-contrast enough to look
good in black-and-white. Approximately 5 to 10 percent of males and
0.5% of females are somewhat color blind, so you're looking at a pretty
decent-sized portion of shoppers. If your design looks good in black-and-
white, most people who are color blind will be able to read it.

If you already have a logo or a corporate identity designed, you probably
already know your site’s colors in RGB. For example, one of my sites is red
(255 0 0), white (255 255 255), black (0 0 0), and gray (102 102 102). RGB
stands for red green blue. These numbers, which range from 0 to 255, tell
your monitor how much to display of each of the three colors. For example,
white (255 255 255) is made up of red, green, and blue at 100%. To display
black (0 0 0), your monitor displays no red, green, or blue.

Picking colors on the Variables page

Changing colors on a Yahoo! Store is really easy. When you click the Variables
button in the Store Editor, a page displays all the global variables of your entire
Yahoo! Store. Many of these variables are colors. For example, the third vari-
able is Background-color. Next to the name of the color is a color swatch show-
ing you the color, a field with the RGB number of the color, and a Choose A
Color link.

To change a color, type the RGB color code in the field or click the Choose A
Color link, and a color pop-up window with Web-safe colors appears. When
you click a color, the window closes, and the RGB number appears in the field
next to a color swatch to show that you picked the right color.

Display text uses the vw-img text tag

Figure 6-2 shows how the Store Editor autogenerates good-looking text. It
turns text into an image, drawing a picture of the text using the fonts you pick
in Variables. Display text looks better than regular HTML text, but I'll give up
pretty text for “ugly” HTML to make my site more search-engine-friendly.

Sizing up customers’ monitors

Pixels are the dots that make up your screen
and are the linear unit of measure for the Web.
Each pixel can represent over 16 million colors
(256 x 256 x 256 = 16,777,216) by turning up and
down different combinations of red, blue, and
green light.

The height and width of images are measured
in pixels. Pixels display at different sizes on dif-
ferent monitors, depending on the size of the

monitor as well as the screen resolution set-
tings of the computer. Most folks have their
monitors set at 600 x 800 or 1,024 x 768, which
means your Yahoo! Store should be no wider
than 800 pixels to look right on most monitors. |
talk a lot more about screen resolution, load
speed, usability issues, and other geeky things
in Chapter 21.
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Here’s the code to make vw-img text:

<vw-img text="your text here" font=0CR-B. font-size=24
text-color="#000000">

If you get any amount of search-engine traffic, look into getting around using
the vw-1img text tag and use CSS to format text. Your text looks pretty, but
search engines can still read it.

|
Figure 6-2:
Although it
may look
like text, the
vw-img
text tag
really |[This is not text. This is a picture
generates |of text using the VW-IMG Text tag
an image
that looks
like text. Try
to highlight
the text with
your mouse.
|

Finding fantastic fonts

Here are several guidelines for using fonts:

v Use a standard Web-friendly typeface. Use the same font consistently
across your Web site. Set the variable Text-font to Arial, Verdana, Times,
or Georgia.

v Pick a body copy font size that’s easy to read. | prefer to set the variable
Textsize to 2 (the default) or 3. Be very aware of the age of your average
customer. As we get older, smaller fonts are much, much harder to read.
When your customers need larger fonts, they usually have larger wallets
with more expendable income.

[ used to tease my mom about setting all her 21-inch monitors in a lower-
resolution “Granny-mode” (800 x 600), which super-sized her screen fonts.
It sure made her screen easier to read. After 15 years of staring at moni-
tors all day long, I think she’s about to get the last laugh, because I'll be
wearing bifocals sooner than not!
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Logos are more important than you realize

Manufacturers spend millions of dollars each
year promoting their brand, which is associated
with a logo. | found out last year exactly how
much credibility logos give your site. To
increase the load speed of one of my sites, |
removed ten manufacturer logos from the
header of the Yahoo! Store. Sales dropped by
half, but it took me about 12 hours to notice it.
When | did, | immediately put the logos back on
the site, and sales jumped right back up.

You can upload manufacturer logos to individ-
ual product pages by using the /nsetimage field,
but unfortunately, you have to upload these
insets by hand. An alternative is to upload one

manufacturer logo to your images folder and
then use HTML to call thatimage with an image
source tag in your Caption. Here are two differ-
ent paths to an image:

<img src=/lib/youraccountname/
logo.gif>

<img src=http://site.
ystorebooks.com/images/
logo.gif>

| also recommend putting micro-icons or very
small manufacturer logos that link to the manu-
facturer’s page in your stores header, Final-text,
or sidebar navigation.

v It’s easier to read dark text on a very light background. I prefer black
text on a white background with absolutely no background image to
obscure the text. The variable Text-color defaults to black (0 0 0), but
please, please, please use a dark-color text on a white background! I talk
a lot more about making your site easier to use in Chapter 21.

The Store Editor gives you 117 fonts to choose from, but only some fonts are
good for navigation bars. Figure 6-3 shows the fonts I like. Pick a font that’s
easy to read at a small size. Narrower fonts work better because they don’t
take up as much room. For design consistency, pick a font in the same font
family as the Display-text. | made a page that shows all 117 supported fonts
in all their glory: See www.ystorebooks.com/all-fonts.html.

f— ] Letter—gothic—bold. Letter—gothic—extra—-bold.
Figure 6-3:
The Store | * Metaplus—bold-italic. Metaplus—bold—roman.
Editor |, Metaplus—book-italic. Metaplus—book—-roman.
supports
117 fonts.

* Franklin—gothic—cond-bold. FRANKLIN-GOTHIC-COND—SM—CAPS.

* MACHINE. MRCHIME—BOLD. * Humanist—521 —CONDENSED.

* 0CR-A. OCR-B. * Syntax-bold. * Vag—rounded.




Chapter 7
Exploring Store Navigation

In This Chapter

Figuring out how shoppers navigate

Exploring the Editor’s navigational elements
Using Site Search for better navigation
Optimizing your store with simple text links

Introducing advanced navigation with RTML

mll—designed store navigation is crucial for the success of your online
store. Most shoppers don’t enter your store through the home page.
They enter your store sideways and land on a product or section page. If you
want a prospective customer to find what she is looking for, the navigation
needs to show who you are, where she is in your store, and where she can go
from this page.

Folks navigate stores by clicking featured products; by browsing your store’s
hierarchy of sections, subsections, and products; or by using your site’s
search engine to find information.

In this chapter, I cover the different ways shoppers navigate your store, intro-
duce navigational elements, and explain how the Store Editor automatically
creates most of these items for you. I also show you how to add text links and
introduce some cool things you can do (or hire someone to do!) with advanced
RTML templates to max out your store’s navigation.

Introducing Store Navigation

Store navigation really comes down to communicating two things:

v This is where you are.

v Here’s what you can do.
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|
Figure 7-1:
The details
of a Click
Trail show
you what
pages the
customer
looked at
before
placing an
order.
|
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Make it really easy to get around on your site by showing shoppers where
they are now and where they can go from here. Improve store navigation by
removing anything that gets in the way of shopping.

Seeing how customers shop

Figure 7-1 shows a detail of a click trail. If you want to see how individual cus-
tomers navigate your store, look at Click Trails under Statistics in the Store
Manager, which shows you the path or click trail of specific customers.
(Merchant Starter accounts don’t get to see Click Trails, and if that’s what
you’re using, you need to upgrade to use this feature.) Pay attention to users
who place an order. You'll see how they page back and forth between similar
products, read your Info page, add and remove items from their carts, and
then finally place an order. You can discover a lot about how shoppers navi-
gate your site by diving into the click trails.

Time Page

Sep 25 14:23:37 Pet Safe Dog Fences & Dog Training Collars

Sep 25 14:23:48 Petsafe Instant Fence - Wireless Dag Fence PIF-300

Sep 25 14:25:32 Wireless Systern with Single Transenitter

Sep 25 14:25:58  |In Ground Pet Containrment System Installation Guide and FAQ

Sep 25 14:33:39 Petsafe Instant Fence - VWireless Dog Fence PIF-300 into shopping hasket
Sep 25 14:33:40 Show shopping basket

Sep 25 14:35:45 Gun Dog Supply SHIPPING & CONTACT INFO

Sep 25 14:37:11 Place order gundog-

Sep 25 14:37:42 Thanks!

Take a look at every page and ask yourself what you want customers to do on
this page, and then make sure that they can easily do it! I talk about making
your site easier to use in Chapter 21.

Use every navigational tool at your disposal to make it easy for your cus-
tomers to shop:

1 Have a consistent navigation scheme across your entire store. Stores
built with the Editor using standard templates have navigation buttons
across the top or down the side that link to the top-level sections and
buttons that link to built-in store functions.

v~ Display your company logo on every page and link it to the home
page. The Store Editor automatically displays your logo on every page
when you upload your logo to the variable Home-image. You get two fea-
tures for the price of one: branding and navigation. You can also use the
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variable Name-image. Upload an image (preferably a 100-pixel-tall x 650-
pixel-wide graphic) as a header to brand pages. The Name-image also
links to your home page.

v~ Link to your Shopping Cart on every page with the Show-order button.
[ prefer a link to the cart to be in the upper right corner, which can be by
using RTML or by sticking some HTML code in the Head-tags field on the
Variables page.

v Link to your Info page on every page with the Info button. Use the Info
button as well as links to Info, Contact Us, Information, and any other
utility pages in the footer of every page. Use the variable Final-text for
these links.

v~ Flatten your site. The deeper your site is, the more levels you have, and
the more clicks it takes for your customers to find what they want. Don’t
bury pages too deep in your site. I try to limit my sites to five levels of
pages at the most.

v~ Separate the shopping pages from the customer care and content
pages. Group related merchandise together. Focus on five to seven major
product categories. Feature your most popular items on a bestsellers’
category page. Make a separate content section. Include articles like
Buyer’s Guides, product Frequently Asked Questions (FAQs), and other
product-related content. Create a Customer Care section with links to
About Us, Contact Us, Shipping Information, Terms & Conditions, FAQs,
Link/Resources, and any other customer service information that’s
important, but doesn’t need to be mixed in with the items you sell.

v~ Call navigational elements what they really are and be consistent! For
example, the default text for the button that add items to your Shopping
Cart is Order and is determined by whatever text is inside the Order-text
field under Variables. To see what’s inside your cart, you click the Show-
order button, and the text on this button comes from whatever text is
inside the Show-order-text field under Variables.

Change the text to Add To My Cart or Show My Cart, which sounds like
less of a commitment than Order or Buy. I also think the word my gives
ownership to the cart. Before the potential customer got to the product
page, she probably didn’t even know she had a Shopping Cart on your
site. Now she does!

VYou ave here: Store Editor
navigational elements

Navigational elements are the text and images that tell you where you are on
a Web site and help you navigate from one page to another. Figure 7-2 shows
you that the Store Editor is really just a collection of built-in navigational ele-
ments that you wrap around the products and sections of your store.
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Figure 7-2:
Store
Editor—built
pages can
display
linksto a
section’s
subsections
and items,
as well as
links to the
contents

of those
subsections.
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Shipping Info | My Shopping Cart

LT ystorebooks.com

info
This is the HEADLINE field

Q‘ - SECTION PAGE {Put Most Important Stuff at the Top!
This is the ABSTRACT field for the Section page "Put ost Important Stuff at the Tap* | put my HOME button first, SHOWE:
ORDER second, and INFO third, follomed by EMFTY, and then CONTENTS. You akss have to edit the BUTTONS field on the
INDEX. of home page because it has separate buttons.
Broduct 1 - NAME field
Eroduct 2 - NAME fleld
Eroduct 5 - NAME field —

Section Page 4
Section Page 5

Make Your Home Page NAV.-BAR the same as the rest of the site

This is the ABSTRACT field for the Section pags "Make Your Home Page NAV-BAR the same a5 the rest of the site.” | put my
HOME button first, SHOW:ORDER szcond, and INFD third, fallowed by EMPTY, and then CONTENTS. You alse have o sdit
the BUTTONS field on the INDEX. of home page because it has separate buttons.

Product 1 - NAME field

Product 2 -- NAME field

Product 3 - NAME field

| Register

[Download
Search
Privacy Policy
Next

Fequest Catalog [ Edit Your Navhar under VARIABLES
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INDEX. or home page because it has separate buttons, |§
Product 1 - NAME field
Product 2 - NAME field
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Infi | My Shopping Cart
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Al Rights Rasened
|
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Here’s what you see in the Store Editor:

v Your domain name is branded across the top of every page in your
store. This Banner-Text displays the text from the variable Title and
links to your home page.

v The name of each page shows at the top of each page. If you use the
Headline field, it replaces the name. Display-font, Display-font-size, and
Display-text-color variables control how the text looks. The name is also
used as the <Title> tag, which appears in the left-uppermost corner of
your browser’s window.

» Navigation buttons exist for all major built-in store functions. These
navigational helpers exist before you create the first product or section
page and include my favorites like Home, Info, Show-Order, and Up/Next,
and all the ones I don’t use, like Privacypolicy, Register, Help, E-mail,
Search, Mall, Catalog Request, and more.

v Top-level navigation buttons are created automatically. When you
create a new section page on the home page, Store Editor automatically
creates a button to that section on the navigation button bar on every
page in the Store Editor.

v~ Links, thumbnails, and Order buttons are also created automatically
when new pages are created. When you create a product, an Order
button appears. A small thumbnail image and text link to that product
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automatically appear on its section page. If you feature that item on your
home page as a special, a thumbnail appears on the home page with the
price and a link to that product.

v New pages are automatically searchable. When you create a page, the
Name, Code, and Caption fields of that page are automatically added to
your store’s internal site-search database. Even if you bury a page deep
down in your store, search makes it easy to find!

v Checkout navigation is already set up for you. See Chapter 14 for more
on how the new 2005 v3 Cart allows unbelievable control over cart and
checkout navigation.

v Add more navigational text links. Store Editor stores can have HTML
text links to sections, products, and utility pages across the entire site
in the Final-text footer of each page. You can also add simple text links
inside Caption fields cross-referencing different products and sections.

v Maximize navigation by adding custom RTML. RTML, Store Editor’s
proprietary template language, makes it possible to add navigational
functionality to Store Editor-built stores, giving you advanced features
like breadcrumbs, Previous/Up/Next buttons, and more, which I intro-
duce in Chapter 26.

Navigation button bars

The Store Editor has built-in navigational button bars, which format the site
and link to your top-level categories, as well as your home page, Info page,
and Shopping Cart/Checkout. You have two options of page-format: Side-
buttons, with buttons running down the left side of the page, or Top-buttons,
with buttons appearing above the product or section page content.

You can find all these controls on the Store Editor’s Variables page, and I talk
a lot more about navigation buttons in Chapter 10.

Make clickable buttons look clickable. You can make your store’s navigation
buttons look raised by making the variable Button-style either Solid or Incised.

Product/section navigation

Imagine your store’s navigation like blocks on a pyramid. The home page is
the top block and the uppermost level. All the top-level navigation pages
(sections within the home page) are on the second level of the pyramid. All
the subsection pages and product pages within those sections are on the
third level. Products within those pages are on the fourth level, and so on.

Figure 7-2 shows you an example of how every Store Editor page can show
you navigation to at least three levels: links up to the home page, links down
to the sections and products within the page you're on, and (if you turn
Contents on under Contents-elements) links deeper in the site to the pages
within those pages.
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You control which elements appear on section pages with the variable
Contents-elements, which lets you show an image, the page’s name, or both.
also recommend displaying the Contents as links. Contents are the pages inside
of a page, and when you display Contents on a section page, the products (or
contents) of each subsection page appear as text links.. Shoppers can easily
click a product link to totally bypass the subsection page and jump straight to
the product page.

Because the average shopper views only five pages, the faster you get him to
a product page, the greater the chance you have to sell him something.

When you’re on a section page, you see thumbnails and links to all the pages
(products and subsections) inside that section page. Thumbnails are auto-
matically generated from the Image file for each product or section page. If
you want, you can upload a separate image for the thumbnail by uploading
an image to the Icon property. The size of the thumbnail image, shown in
pixels, is determined by the variables Thumb-height and Thumb-width.

[ like to make my thumbnails as small as [ can, anywhere from 45 x 45 pixels
to 65 x 65 pixels. The template automatically creates links to all the sections
and products inside a page. The name of each page is used as the anchor text
or link text (the text inside the link).

Here are some other navigation tips for product and section pages:

1 Maximize section pages by listing the contents of subsections on the
section pages.

v Show as many thumbnails as you can above the fold.

v Write short section descriptions within the Abstract field. Tell a little
more about what’s inside a section page. Feature more popular products
and use links within those abstracts.

v Focus attention on your bestselling or most profitable products. My
experience has been that a large percentage of your sales comes from a
small handful of your products, so use links, navigation buttons, and
home-page specials to lead your customers to these popular items.

v Make browsing easier with Up and Next buttons to help your customers
view more product pages. When you bump up your page views, your
sales usually follow because your customers spend their time shopping
instead of figuring out how to navigate your site.

v Cross-link related merchandise inside caption fields. Feature related
products and accessories on individual product pages.

v Consolidate similar subsections into fewer sections. If you have only
one or two of an item, you really don’t need a separate section for it.
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v Make links inside the cart and checkout pages open new windows.
Use the target attribute target=_blank or new inside your anchor
tags to keep folks on task to complete their order. I talk a lot more about
the new checkout in Chapter 14 and discuss usability and conversion
rate improvements in Chapter 21.

Linking to optimize navigation

Text links are extremely important navigational tools for users and search
engines. Your site automatically creates text links to all the sections and
products within a given page, but I like to add a text-link site map with any-
where from 20 to 30 text links at the bottom of every page. Figure 7-3 shows
text links in the footer of a page featuring popular keywords linking to my
most popular pages.

See Next: Dokken's Shark
Search site for dog training supplies related to Dokken's Deadfowl Power Throw and rmare...
Tritronics G2 Collars NEW! | SportDog Collars | Innotek Remote Collars | Tracker Radio Collars | DT Systems Collars | Pet

Safe Instant Fence | Dogtrs Electronic Collars | Zinger Winger Launchers | Etch-Marc Launchers | Lucky Dog Launchers Dog
Supglies | Dog Training Equipment | Dog Training Collars |

og Beds | Dog Dog
0g Training Videos | Dog Vests | Dog Waterers
esshes | No Bark Dag Collars | Pet Containmert

Before you decide on which collar to buy, read our Dog Training Collars quide for doa product comparisons, features, reviews, &
mare information. &

conl =35 [ i3y e R

Here are some guidelines for navigational links:

v Underline your links to make the text look like links. The Store Editor
underlines your links automatically, but some folks override this setting
with CSS because they think it looks better when folks have to mouse
over a link for it to show the underline. Please don’t do this!

v If words are not links, then don’t underline them. Why they ever
invented the underline tag, <U>. . .</U>,is anybody’s guess!

v Link to your most valuable pages with your most valuable keywords.

v Use relevant keywords in anchor text (the underlined words inside a
link). Keyword-rich link text is good for users (so they’ll know what the
linked page is really about) and for search engines (so they’ll know what
the linked page is really about, too!). For example, if this paragraph was
text on a Web page, it would be better to say “Read about using relevant
keywords in anchor text.” than to say “Click here to read about using rel-
evant keywords in anchor text.”
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Links and the text within those links are extremely important to search
engines. Search engines use a process called reputation analysis, which reads
the anchor text to know what the pages linked to are about. For example, if
you link to a page with the anchor text “cheap iPod accessories,” then search
engines figure out that that page is probably about cheap iPod accessories,
especially if those exact words are also on the page. I talk a lot more about
this in my search engine optimization chapter, Chapter 19.

Here is a simple text link:
<a href=cheap-ipod-accessories.html>Cheap i Pod Accessories</a>

This simple HTML code creates a link to the cheap-ipod-accessories.
html page on whatever domain you’re already on. I put this code in the Final-
text field under Variables.

Links with just href=pagename.html are called relative URLs because they
don’t move you to another domain, but assume that you just want to move
to another page in the folder on the same domain where you already are.
Because all Store Editor—created pages are in the same folder, relative URLs
work both in the published store and within the Store Editor.

Make a list of 10 to 20 of your best pages and link to them with the most rele-
vant keywords in the anchor text.

Here are links to three sections, centered, with keywords in the anchor text,
which are separated by the pipe character:

<div align=center>

<a href=sectionl.html>Sectionl Keyword Phrase</a> |
<a href=section2.html>Section2 Keyword Phrase</a> |
<a href=section3.html>Section3 Keyword Phrase</a>
</div>

Figure 7-4 shows an example of a page that links to other pages within the
Caption field. Here’s an example of good internal linking inside a Caption
field. Notice the model number is inside the anchor text:

All of these WidgeCo-2000 Widgets work great indoors,
but if you're looking for a portable widget, try the
battery-powered <a href=widget430.html>Widget 430</a>
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Tom Dokken of Dokken's Dog Supply
has created the ultimate retriever
training dummy: The Deadfowl Trainer

Dokken Dead Fowl Trainers encourage your retriever to make a proper pick
up and haold while discouraging your water dog from shaking ducks, Dokkens
Dead Fowl Trainers float in water even when punctured,

Retriever training scents may be injected directly into the duck's foam body for
added realism, Dead Fowl Trainer Internal Scent System To scent your DeadFowl Dummy: Inject
the duck scent into the foam duck body, The foam body is designed to hold the training scent in or out
of the water.

For water dog training, Dokkens Mallard Diead Fowl Trainer has no equal when it comes to life-like
appearance, You mavy choose the more visible {whiter) ducks: Pin Tail deadfowl, Blue Bill Deadfowl
trainer, or Red Head Dokken models for younger, less experienced dogs.

Shopping by Searching Your Store

Every Yahoo! Store has an internal search engine that lets a user search
pages from your online store and delivers high-quality search results. Your
store’s search page is located at www. yourdomain.com/nsearch.html or
http://store.yourdomain.com/nsearch.html, depending on how you
set up your domain.

When you search for a keyword, your internal store search looks for that
word or phrase in the Name, Code, and Caption fields.

Figure 7-5 shows an example of a store’s internal search-engine results page
with the first ten most-relevant pages. Search results are ranked in order from
most to least relevant. Orderable items with prices show a small thumbnail
image, the name of the page (which is also a link to that page), a small snip-
pet of text, and the selling price from either the Price field or the Sale-price
field (if it has one). Sections or other nonorderable pages show up with the
page name as a link and display a snippet of text with the keyword.

Here are some things you need to know about your site search:

v Modifying the look of your search page is easy. The way your search
page looks is determined by settings in the global Variables when you
use standard templates.

v~ Use the Code field for quick internal searches. When someone performs
a store search, Yahoo! looks for that keyword phrase in the Name, Caption,
and Code fields. Each item has a Code as a unique product identifier. For
example, if you have a customer on the phone and want to show her a spe-
cific product — say, the Flextone Canada Goose Call page — instead of
telling her the full URL, tell her to do a store search for that product’s
Code. Say “Do a store search for 1238.”
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v Name products what customers call things. Add keywords to your
Caption fields. Help pages rank better in your internal search engine by
naming your products in English, not just using the brand or trade
names.

For example, my distributor says a product is called “SCOTT JRT JR
TISSUE, WHITE,” but customers search for “Scott toilet paper.” If the
phrase “toilet paper” is not in the Name or Caption field, the page a cus-
tomer is really searching for may be buried under less-relevant results,
like under the Scott paper towels and Scott napkins pages.

v Account for typos and misspellings. If the same customer couldn’t spell
(or just made a typo) and searched for “scot toliet paper,” the only word
store search finds is paper, so paper cups, paper vacuum bags, and paper
baking cups show up before any Scott toilet paper. To account for mis-
spellings and alternate names of products, you can add text to the
bottom of the caption field of the relevant section page. “Sometimes
referred to as misspelling, other misspelling, or yet another misspelling,
and so on.” If you don’t want to clutter your section pages, create spe-
cial pages with keyword-loaded captions designed to get caught up in
your internal store search results and then link to the relevant product
or section pages from those misspellings pages.
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+ Put a message with text or links on the search results page. Add text or
links to appear right above your search results pages by adding the text
to the Caption field of your ID:nsearch page. Add links to your best-
selling products, buyers’ guides, and your FAQ or list your 800 number
to help people who can’t find what they’re looking for by searching.

1 Put search all over your site. Yahoo! gives you the option of adding a
Search button to your navigation buttons. This button simply links to
your nsearch.html page. It’s really better to have a search box on
every page. When I use standard templates, [ add a bit of HTML code
inside the Final-Text field under Variables for an easy search box.
Replace accountname with your store’s account name/number. Older
stores have alphanumeric store account names, such as webstore-
design or gundog-intl. Newer stores (September 2003 and later) have
accounts like yhst-17192271484370. Here’s the code:

<form name=vw-form method=post
action="http://search.store.yahoo.com/cgi-bin/nsearch">
<input type=hidden name=vwcatalog value=accountname>
<input name=query type=text size=30>

<input type=submit value=Search></form>

v Try some cool linking tricks. Linking to store search results pages
allows you to do some really, really cool things, like create extremely rel-
evant landing pages. What’s a more relevant page for a searcher than a
store search page showing the ten most relevant items and sections?

For example, we sell only a few types of Flextone duck calls. If | wanted to
show a shopper all the Flextone duck calls, I could link to my Flextone
duck calls section page, which may or may not have all the calls we sell
depending on how vigilant | am at merchandising. A link to an internal
store search for flextone+duck+calls would search all items and sections.

Link to store search results pages with URLs like this:

search.store.yahoo.com/cgi-bin/nsearch?catalog=accountname&query=
keyword+phrase

Replace accountname with your store’s account name/number. Replace
keyword+phrase with your real search phrase. You can separate words
with a + sign or with $20, which is just a fancy way to encode a space
character.

1 See the search phrases used on your store. Yahoo! shows you exactly
what words folks use to search your store. You can see these keywords
under the Store Manager’s Store Searches. This information is extremely
valuable to see what keyword phrases are most popular, as well as what
products folks can’t find easily with your internal navigation.



1 08 Part ll: Planning What's in Store

\NG/
&Q‘“

v~ Hide pages with Nosearch tags. Sometimes you don’t want a particular

page to show up in your internal store search results. All you have do is
add a Nosearch tag to the Caption field, and the internal search engine
ignores that page. I use the Nosearch tag to hide coupons, testimonials,
and newsletter pages and to move pesky pages that seem to rank well
for popular keywords for my own internal store search. Here’s the tag
that you paste inside the Name or Caption field:

<!--NOSEARCH-->
The NOSEARCH tag also excludes the product from being included in

Yahoo! Shopping, so be mindful of that as you use it. See Chapter 17 for
more on Yahoo! Shopping.

v Make all pages searchable. The prebuilt function pages, such as home

page, privacypolicy, and the info page, have valuable information inside
nonsearchable Intro-text, Message, and other text fields. If you use the
standard templates (page.) in the Store Editor, a simple workaround
makes this information searchable. All you do is create a New-Property
Big-text field named Caption and copy the text from the unsearchable
fields into the Caption field. The information doesn’t actually display on
the store, but it will be searchable.

To see this search hack in action, visit www.ystorebooks.com and
search for secret home page search test. You can see the text in the
results, but it exists nowhere on the visible home page. Pretty cool! You
can use this trick for misspellings, too.



Chapter 8
Selling with Pictures

In This Chapter
Picturing possibilities with images
Compressing photos and other files
Uploading images to the Store Editor
Collecting graphics and converting images to Web-friendly formats
Selling with super product photography

p icture this: Good photography sells your products by showing all the
details. Imagine what someone needs to see before he buys. The more
expensive an item, the more pictures you need to sell it. Professional pictures
produce profits.

Manufacturers’ product photos usually work okay, but often their photos are
barely adequate. Fortunately, Photoshop fixes most faux pas. Great product
photography takes your store to a whole 'nother level. A picture of a person
actually using the product you want to sell thrusts the customer into an imag-
inary world, where she can visualize the benefits of buying.

Stand apart from all the other cookie-cutter retailers with your own unique
and professional graphics. Custom graphics like logos, icons, navigational
elements, and buttons turn your Web site into a store that sells stuff.

Yahoo! Store makes managing Web images easy because the Editor automati-
cally creates thumbnails images for you and displays product images at a
consistent size across the site. You don’t have to be a graphic designer. You
just upload your images and away you go. In this chapter, [ show you how to
upload photos to the Store Editor and balance good-looking graphics with
super-fast downloads for dialups. I also point out the different types of
images in a Yahoo! Store, show you how to compress files, and optimize your
pages for speedy downloads!
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Looking to Images to Sell More Stuff

Images are a lot like donuts. The more you have, the heavier you are, and the
slower you move! I'll admit it, I can’t seem to eat just one! (Ummm, Shipley’s!)
[ tend to gorge on images, too. I'll upload a big, beautiful 75KB product photo,
and then hope I can crunch the heck out of everything else to get a fast-
loading product page.

In the good ol’ days, some designers just made a picture of a Web site in
Photoshop, chopped it into four or five pieces, and uploaded the graphics.
The image-only Web-design method gives you a beautiful-looking Web store
with absolute control over the appearance. There are only two downsides:
You don’t get any free search-engine traffic because the search engines have
no idea what your site is about, and the half of the country on dialup or
“slow” broadband will never be able to shop your site because it will take too
long to load. Hopefully, you don’t care about free traffic or losing half of your
potential customers. (I'm teasing!)

Addicted to images

Some retailers are more interested in having a
beautiful Yahoo! Store than having a profitable
Yahoo! Store. | think you can have hoth, but if |
really had to choose, I'd rather have a prof-
itable, ugly store than a beautiful, unprofitable
one.

A few years ago, | was doing some online mar-
keting consulting for a retailer who owned one
of the most beautiful Yahoo! Stores | have ever
seen. His designer (who | won't name) was a
master of Photoshop and had skillfully designed
a beautiful storefront with huge sweeping
splashes of color, mixed with brilliant photogra-
phy, and custom section navigation buttons with
literally every color of the rainbow. It was the
crown jewel of this designer’s portfolio, which
admittedly kicks my butt up and down the street
in the “make it pretty” department.

The reason this fellow called me was because he
was working 60 to 80 hours a week between fill-
ing orders for his Yahoo! Store and still working

full-time at his “real” job because his online store
was grossing maybe $10,000 a month in revenue.
Ouch! Store sales were so low because itloaded
so slowly. | think the average page size was
around 200K, which is about four or five times as
big as it should be. Holy cow!

A few days later, another client called. This
retailer had just passed the million-dollars-a-year
mark in sales, and he wanted to keep on trucking.
While we were talking on the phone, my million-
dollar-a-year client e-mailed me a link to my new
marketing client’s store. “That's the one! | want
my store to be just like that one!” What a freaky
coincidence!

| told him, “My friend, trust me, but you don't
want a store like that one. | can't tell you why |
know or what | know, but I'd bet dollars to donuts
that guy would trade stores (and sales) with you
in a heartbeat.” Remember: You want a store that
looks good and sells good!
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Look: There is a very precarious balancing act between having nice images
with plenty of detail and having Web pages load too slowly because of either
large image files and/or too many image files. (For more on this topic, see the
sidebar “Addicted to images.” ) Usability guru Jakob Nielsen says that you
have about 10 seconds for a page to load before the average visitor gets
impatient and clicks the Back button. Nowadays with broadband, folks are
even more impatient than ever. I talk a lot more about usability and improv-
ing conversion rate and stalking Jakob Nielsen in Chapter 21.

There is a direct relationship between fast-loading Web pages and higher con-
version rates. Remember that about half of Internet users in America are still

on dialup. The faster your page loads, the more pages the average visitor will

look at. The more pages they look at, the more they buy.

Deciphering Image Formats

[ could talk for days about the gory details of image and file formats for Web
graphics, but as a retailer, you need to know only a few things: There are two
image file formats that matter, JPEG and GIF:

v JPEGs are for photographs. Shown in Figure 8-1, the JPEG file format
gives you the option to compress your images by removing details that
may not be visible in a Web browser. I compress my JPEGs about 15 per-
cent in Paint Shop Pro. Be careful. When you overcompress your JPEGs,
your image looks like a photograph that has gotten too close to a flame,
and all the little bubbles pop up.

v~ GIFS are for graphics with flat areas of color, such as logos (see Figure
8-2). This file format gives you up to 256 different colors. GIFs are bitmap
files. Zoom in on a GIF file, and you see a map of bits of color, which
looks like a sheet of graph paper that’s been colored in. Be careful here,
too. Overcompress your GIF files, and they look crunchy and pixilated
like a fifth- or sixth-generation photocopy.

Web graphics are low-resolution graphics usually designed at 72 dpi (dots per
inch). Lower-resolution images have smaller file sizes, which translates into
faster download speeds. When you print a GIF or JPEG file, it may look
choppy, distorted, or pixilated because most black-and-white or color print-
ers have a print resolution of anywhere from 300 dpi to 1200 dpi.

111
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Image files have two different sizes:

v Display size: This is the height and width of an image measured in
pixels.

v~ File size (or weight): This is how much space the image takes up on
your hard drive, measured in bytes, kilobytes (KB), megabytes (MB), or
even gigabytes (GB), depending on how large the file is.
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File size is still important. Even though most people have broadband at work,
and about half of the United States is on broadband at home, you need to
compress your images and aim for a total file size (images and other files) of
no more than 50K for a fast-loading Yahoo! Store.

Just for reference, a 3.5-inch high-density (HD) floppy disk could store
1.44MB or about 25 fast-loading Web pages including images. In contrast, a
CD-ROM can hold 650MB of data, which is about 13,000 fast-loading Web
pages including images.

Working with Product Images
in the Store Editor

If you’'ve used any other Web-hosting setup, you’ll soon notice that Yahoo!
Store Editor handles files a little differently. Product images are resized to fit
product pages. Thumbnail images (smaller versions of the product images)
are automatically created for these products to show on section pages. You
can also override thumbnails and upload your own custom image to the Icon
property of an item or section page to have a thumbnail that’s not just a
small version of the product page’s image.

One cool Yahoo! Store feature is that the Editor automatically resizes your
product images to display consistently across your store, almost no matter
how big an image you upload, as shown in Figure 8-3. You can upload images
up to 2MB file size (but don’t — 100K max!) and still have consistent-looking
product images.

Here are a few things you need to know about images uploaded to the Editor:

v If your uploaded image is the same size or smaller than your Item-
height/Item-width variables, the product page displays the image at the
original size.

v If your uploaded image is larger than the Item-height/Item-width, the
Store Editor redraws that image as a GIF file. Clicking the image takes
you to the full-size image.

v If your uploaded image is way too big or is an illegal file format, you see
what I call the “Red Square of Death” instead of the image. Upload a
Photoshop file to the Image property on an item to see what I mean. To
fix this square, simply upload a GIF or JPEG, and if the file is too big,
simply resize your file and upload it again.
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For example, upload an 800-x-800-pixel JPEG as a product image. If your Item-
height and Item-width settings are 300 x 300, the Yahoo! store is automatically
going to redraw your big honking JPEG file the size that it’s supposed to be.
Sweet! (See the sidebar “My preferences for Store Editor image sizes,” later in
this chapter, for more on sizing your images.)

When you upload an image file larger than Item-height and Item-width, the
resized product image becomes a clickable link to a page showing the full-
size version of the image you uploaded. Uploading large product images may
be very appropriate for certain types of products (jewelry, electronics, or fur-
niture) that have details you may miss in smaller product images. For exam-
ple, you can show a smaller product image on the item page at 300 x 300
pixels, and when a user clicks the picture, the original image is displayed
full-sized.

Don’t rely on Yahoo! to resize your product images. Compress your JPEGs
and size them down to your preferred display size (I like 300 x 300 pixels) to
maximize load speed.
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My preferences for Store Editor images sizes

Because most folks surf the Web with monitors  this shows the location, width, height, and size
setto 800 x 600 or 1,024 x 768 screen resolutions,  of the image file (see figure).
any images with a display size larger then these

settings would be too big. | prefer my product Froperties ]
photos to display at about 300 x 300 pixels. If | Gerera |

upload big, big images, | want them no larger @ snelbros i

than 800 x 600.

| like my thumbnails to be anywhere from 45 x

45 to 95 x 95 pixels, depending on how many Protocol  HyperTest Transfer Protnd

items | have on a section page. Autogenerated Tips:  GIFimags

thumbnails at this size tend to be anywhere from (U= e e e

4K to 8K. You can double your page's load speed e (ot

by optimizing these images (in your graphics i e Gl

program) down to about 2K and uploading them
to the Icon field.

Created: 1272172005

If you want to see how big an image appears e e
on the Web, simply right-click it and choose
Properties from the shortcut menu that appears; S Al

When an uploaded JPEG file is taller or wider than the Item-height or Item-
width settings under Variables, the Store Editor redraws the file as a shorter
and/or narrower GIF file but with a much larger file size than a JPEG of the
same image. Bigger file size = slower download speed = less page views =
fewer shoppers converted into buyers = less money in your pocket. Consider
resizing all your product images to fit within whatever your Item-height or
Item-width Variables settings are.

Uploading Images to the Stove Editor

You can upload images to the Store Editor in several ways, but most folks
upload images by hand, one page at a time. Here’s how to upload images:

v You can browse to the page you want and click the Image button in the
Edit Nav-bar and upload the GIF or JPEG from your hard drive to the Y!
Image Server.

» You can browse to a page, click the Edit button on the Edit Nav-bar to go
to the Edit page, and then click the Upload button to the right of the
Image property.
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|
Figure 8-4:
Use the
Inset field to
upload and
display a
second
product
photo.
|

v More advanced users can use the Bulk Image Upload feature under
Controls. Create a zip file (a compressed archive created with WinZip
software, available at www.winzip.com) where you name each image
file with its ID so that the Store Editor “knows” which picture goes with
which product. For example, if a product’s ID was 12345, then the name
of the graphics file would be 12345 .gif or 12345. jpg. Zip all your
image files into a single zip file and visit the Controls page in the Store
Editor to upload the file, which magically hooks up all the images with
the right products. For more information on this topic, see this book’s

companion Web site at www.ystorebooks.com/bulkimageuploads.

html.

Nothing sells like more details, and nothing shows details like more product
photos. If you want to upload a second picture, such as an alternate product
shot, use the Inset field, as shown in Figure 8-4. For more than two product
shots on an item page, upload the image to your Web-hosting account and
use an HTML image source tag in your Caption field to show the image like
this:

<img src=http://site.yourdomain.com/images/filename.gif>

A BESTSELLER: Hound Heater | - Dog House Heater $55.95, You Save $3.95 - Microsoft Intemnet Explorer

J File Edit View Favorites Tools Help “Address &1 hitp: //www._gundogsupply.com/ho x| @ Go H “Back v = @ i)

Seruing Hunting & Field Dog Gwners Since 1972,

CTTPPT V - x Sea Over
GUNDOGSUPPLY  tritronics sportoos: ﬁ e

Call 1.800.624 6378

= €
~
o MyCant

GDS > Dog Supplies Online Catalog > Dog Beds, Dog Houses & Kennel Stuff > Dog House Heaters, |
Kennel Heater Accessories, and Crate Heaters > BESTSELLER: Hound Heater | - Dog House Heater__

"Brrrr. It's cold out there! Keep your dog nice
and warm this winter with the Hound Heater I
(Dog House Heater)" -- Steve

Read Product Information...

Usually ships in 3-4 business days, 1832
List: $59.90 Order Yours: $55.95

Optians: INDHE =
Add to Cart
= Safe, Easy, & Secure

aty: |1

log in | show m ear/ ohe cout

Read more about BESTSELLER: Hound Heater I - Dog House
Heater

The Hound Heater I and Hound Heater II (a slightly smaller version of Hound Heater T
at 5,5"%5,5"w5.8" ) produce dry, reliable heat for your dog.

When it's zero degrees Farenheit outside, the dog house will stay around 40-degrees F.
Mmmm. When you have a fur coat, that's warm!

Dog House Heaters work! The Hound Heater has been designed with
— safety, simplicity and efficiency in mind.

] [ [ @ ntemet
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It’s impossible to keep people from downloading your images because they
must download an image to even view it in their browser. You can take all
kinds of steps to make it more difficult for unscrupulous people to steal your
images, but it’s almost impossible to stop someone, especially if he knows
anything about computers. Personally, 'm more concerned about direct com-
petition stealing my images than with someone in an unrelated field on a Web
page I'll probably never see. Put your domain name on your best images!

Finding Product Images

¢MBER
é@

WING/
§§‘

Most of the time, the image files [ use to create my Yahoo! Store product images
come from manufacturers’ Web sites. Make sure that you have permission
before you do use someone else’s images. If you're selling a company’s prod-
ucts, it will most likely let you use its product photography on your Yahoo!
Store. Images are often already formatted for the Web (JPEGs and GIF files) but
usually need to be compressed or optimized. I also like to brand these images
with my logo or domain names as a watermark (a subtle translucent mark, such
as logo or text, used to brand images) to keep competitors from just copying
my images and uploading them to their Web sites and benefiting from all my
hard work.

Watermark your photos with your company name, domain name, and/or
copyright information.

Fortunately, watermarking is relatively easy. Depending on the graphic soft-
ware you use, make a new layer for the text, but reduce the opacity to about
15 or 20 percent so that the text is translucent.

Always get permission before using anyone else’s images. Not only is it very
bad manners to steal images from other Web sites, it’s also probably a viola-
tion of copyright law.

The worst thing you can do is steal images from competitors who can use
this mistake to get you kicked out of your Yahoo! Store, get your site removed
from the search engines, and sue you for up to $100,000 per copyright viola-
tion. I'm not a lawyer, but you need to keep your nose clean. I have one com-
petitor stealing lots of my images, and my lawyer wants this image-thief to
pay for his summer home in Mantachie.

You can also find images through other means:

v Request manufacturers’ CD-ROMs. Manufacturers who supply catalog
retailers with product images can provide you with high-resolution
TIFF files even if they don’t have Web images for you. These super-huge
image files (around 2,000KB) need to be resized and compressed in
your graphics software to a more Web-friendly 72 dpi (around 40KB
or smaller).
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»” Scan catalogs, brochures, and sale sheets provided by distributors and
wholesalers. Turning these images into Web-ready product photos takes
a little more work. You have to scan them with a flatbed scanner at about
300 dpi, remove any hickeys, dirt, or telltale signs of the printing process,
and then shrink them to about 72 dpi. If you sell flat items smaller than
8% x 11 inches (such as books or DVDs), flatbed scanners are better and
quicker than digital cameras for creating quality product images.

v Take your own product photos. With the magic of today’s digital cam-
eras and the editing power of graphics programs, you don’t have to be a
professional photographer to get professional-looking results. Sometimes
you have to fiddle with your setup a bit to get it right, but after you get
going, you can knock out a ton of photos in a hurry. If you get half-decent
photos, you can clean them up in your graphics program lickety-split!
(For more on graphics programs, see the next section in this chapter.)

Tweaking Vour Images

\\J

When you’re working with images, you need several things: a better-than-
average computer with a decent monitor, a large hard drive, and graphics soft-
ware for creating and modifying images. You can also use a flatbed scanner, a
mid-line digital camera and other camera equipment, a CD burner, and some
other form of external storage, such as a removable hard drive or tape backup.

You also need special software to create or edit Web graphics. As shown in
Figure 8-5, | use Paint Shop Pro. I've been using the same software ever since
1997, when I got a demo version. You can get your copy for around $129 (or
maybe less). I also think Adobe Photoshop is cool, but it has way too many
features that most folks never use and costs a lot (around $695). Photoshop
is the industry standard for designers with tons and tons of tutorials and
other resources on the Web. I'm old and cheap, and pretty much stuck in my
ways by now. Both Photoshop and Paint Shop Pro have batch-processing fea-
tures for automating repetitive tasks for editing images, which can save a lot
of time if you work with lots of product images.

No matter which graphics software you choose, it needs to enable you to do
certain basic things to your images:

v~ Take screen shots: Most graphics programs have a screen shot function.
Turn it on, click a button, and then whatever image was on your screen is
now captured and saved inside your graphics software, where you can
manipulate it. Use screen shots as the foundation for a complete redesign
or to quickly capture logos or other design elements from your site.

Yahoo! Store’s very own Senior Technical Content Producer Paul
Boisvert says, “There is a neat extension for Firefox out now called
Screengrab (http://andy.5263.0rg/screengrab). It allows you to
right-click to get the area inside the browser, and more importantly, it
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can scroll to get a full browser window. This feature will probably be
standard in Firefox within a few versions, but this may be a good little
tool for Firefox users.”

v Crop the excess space around an image: Remove excess negative space
(the white space around an image) to make images load faster and
improve the look of product photos and autogenerated thumbnails.

v Add a 1-pixel border to the outside of an image: I prefer my product
photos to have white backgrounds so that the objects appear to float
on the page. Sometimes a light gray border really defines the image, but
sometimes a dark border is just too much. Whether you should add
borders to product images totally depends on your site design.

P When you add borders to one product image, you really need to
add a border to every product image, or your site looks inconsistent.
Autogenerated thumbnails with 1-pixel borders tend to look a little
sloppy, so you need to make custom icons for each one. I really like the
look of a 1-pixel border around the edges of a 95-x-95-pixel thumbnail.

v~ Adjust image parameters such as contrast, brightness, color balance,
and so on: You can radically improve the quality of a photo by making
subtle changes to various settings in your graphics software, but be
careful not to overtweak your images or fall into your work and lose all
track of time.
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+~ Export an image as a GIF or JPEG file: There is always a trade-off
between the quality of an image and how big the file size is. When you
convert an image to either GIF or JPEG formats, the resulting image file
size is much smaller, but this compression degrades the image quality.
For this reason, I usually work with a copy of an image file rather than
the original file so that when I need to start over, I can just go back to my
original file. (For more on these formats, see the section “Deciphering
Image Formats,” earlier in this chapter.)

Working with Text Inside Graphics

|
Figure 8-6:
Working
with text
and images
canbea
little tricky.
Anti-alias
your text
and make
sure that
your image
bit-depth is
setto
millions of
colors.
|

Different graphics programs have different ways of adding text to images, but
there are several universal truths:

1 It’s better to work with a high-resolution image in your graphics soft-
ware and then export the image as a lower-resolution file. If your origi-
nal image file is a GIF file with 256 colors (8-bit), increase the file
bit-depth from 8-bit to 24-bit, which gives you up to 16 million colors,
create your file, and then save it and compress it as a GIF.

1 Create your text graphics at their real size so that you can see how
fonts display. Sometimes when you resize images with text, the text
becomes illegible.

v~ Anti-alias your text. Sometimes you'll see graphics or text on sites
where folks didn’t anti-alias the text, which is a feature on most graphics
programs that smoothes the edges of fonts by blending the font color
into the background color. If you don’t anti-alias fonts in images, words
look choppy or have the jaggies, as shown in Figure 8-6.

anti-aliased text
jaggy text
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In this part . . .

Flis part contains everything [ wanted to know back in
1997 when I started building stores. I'll be candid here.
[ love building stores with the Store Editor. The Editor is
an extremely powerful and easy-to-use store-building tool,
but I would hardly call some of the intermediate or
advanced functions intuitive.

Hey! I've been working with the Store Editor since way
back when, but sometimes I still need help figuring out
where some feature is located. For example, I'm always
looking for the switch that moves the Edit Nav-bar to the
top or bottom of the page (Config) or the one where you
make folks who are using the Editor sign in using their
Security Key (Controls).

In this part, I dig into all the details of store building using
the Store Editor and Store Manager. You can find out about
designing your store’s navigation buttons and creating
product pages, section and subsection pages, info pages,
and even the most important page on your site, your home
page. [ share all the good tips and tricks I've picked up in
the past eight or nine years of store building.

After you build your store, I show you how to sell more
products using Store Editor features, such as home page
Specials and Shopping Cart Cross-sells. You also find out
about the new Checkout Manager and Shopping Cart,
which give you a previously unknown level of control over
checkout design. Finally, I wrap up this part of the book
with pretty much everything you need to know about
mastering the Store Manager, which is a pretty big chapter
with a lot of information on setting up your store with
shipping methods and rates, setting tax rates, and most
importantly, processing orders!




Chapter 9

Store Building with
the Store Editor

In This Chapter

Introducing the Store Editor

Configuring settings and controls for easy editing
Exploring and navigating your store in edit mode
Creating, editing, moving, and deleting pages

Publishing your changes to update your store

Fle Store Editor is a powerful online tool for building your Yahoo! Store
and managing the products you sell. You can control the look and feel of
your store from settings on the global Variables page. In addition, you can
create, edit, and delete products in a hidden copy of your store so that you
see exactly what customers will see.

The Store Editor is easy to use, too. New retailers and Webmasters can make
good-looking stores in no time at all without additional software or program-
ming skills. Power users can tweak templates to create customized stores
designed to convert shoppers into buyers.

In this chapter, I introduce the Store Editor, explore Editor geography, discuss
basic store-building concepts, show you how to tweak your settings for maxi-
mum power editing and how to navigate the Store Editor, get you started creat-
ing new products and sections, and give you an overview of the store Variables
page. The Store Editor makes it easy to make more with a Yahoo! Store.

Getting Started in Store Editor

The Store Editor is the tool you use to build your online store and manage
your products. Most successful store owners use the Editor almost every
single business day. The Store Editor is also the tool you use to manage your
virtual store and merchandise.
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Settings on the global Variables page determine how the basic store templates
display product information, including store layout, colors, fonts, text size,
and more. Power users have even more control by modifying copies of exist-
ing templates or building new templates from scratch. I introduce RTML tem-
plates in Chapter 26.

Because the Editor is a copy of your store, you can see your site the same
way your customers do as you manage your product pages. The Store Editor
is really just a copy of your Yahoo! Store with the Edit Nav-bar stuck on top of
it. Every product page, section page, and function page in your store has its
counterpart inside the Store Editor.

The Store Editor comes with additional controls, such as the global Variables
page where you edit settings to control the look and feel of the site. It also
has tools for advanced users, such as Database Uploads for quick and easy
product uploads; Types and Templates to help customize your products; and
other advanced Editor settings, which I cover later in this chapter in the sec-
tion “Meeting the Edit Nav-bar buttons.”

Editing your store

Your store has two versions: the public (or published) version of your store
and the hidden Store Editor version of your site:

v You can see the published version of your store at http://store.
yahoo.com/yhst-youraccountnumber or at your domain name. |
delve into the details of domains in Chapter 24.

v The Store Editor is where you make changes to your store’s design and
product info and is accessible to only Yahoo! IDs listed in the Store
Manager’s Access panel. You control who gets in the back room.

Edits you make in Store Editor are invisible to store visitors until you click
the Publish button. Thanks to the Store Editor, you can make major changes
to the navigation, design, layout, products, and pricing on your Yahoo! Store
without everyone in the world seeing what you’re doing. You can make
wholesale changes to the design of your Web site and publish the changes
only when you’re ready for the site to launch.

To get started editing your store, follow these steps:

1. Goto http://smallbusiness.yahoo.com/services and log in
with your Yahoo! ID and your password.

The Manage My Services page appears.
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2. Click your store account link.
The Store Manager page appears.
3. Click the Store Editor link.

A copy of your store’s home page appears, and you'’re now inside the
Store Editor, where you can make edits.

Notice the Edit Nav-bar floating above (or below) your store page. You know
you're in the Editor when the URL in your browser starts with http://edit.
store.yahoo.com/RT/NEWEDIT/youraccountname, or you see the Edit
Nav-bar. Notice the Publish button in the upper right corner.

Multiple people can work inside the Store Editor at the same time, as long as
they’re not working on the same pages. When someone does try to edit a
page that another person is already editing, a warning message pops up to
the second person: “Locked. Sorry, this resource ‘{ID of page}’ is currently
locked by another user. Either click on Clear Lock to remove the lock, or click
on Cancel to try again later.” Don’t select Clear Lock unless you want to
screw up what the other person’s doing.

Publishing your edits to the Store

The Publish button has two states: Publish and Published. When the button
is cream-colored and says Publish, changes have been made inside the Store
Editor, but the published version of the site has not yet been updated.

When you’re ready to publish your changes to the Store Editor, follow these
steps:

1. Click the Variables button and then click the Update button right
before you publish to force the Store Editor to generate and publish
every single page.

The Store Editor is pretty smart and knows which pages you edited
since you last published. To save time and resources, the new Store
Editor generates and publishes only the pages it knows you edited.
When products appear on multiple pages, sometimes the information on
section pages or custom templates doesn’t get updated, so always
update your Variables before publishing.

2. Click the Publish button.

The Publish Status page, shown in Figure 9-1, appears to monitor the
published progress and refreshes every five seconds. The Store Editor
generates the HTML pages reflecting your changes and then uploads
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those HTML pages to the Yahoo! servers. (This process takes anywhere
from 30 seconds to 15 minutes.)

If you don’t care to watch your progress, click the Store Manager link to
exit. [ usually go check my stats or something while impatiently waiting
for the store to publish. You can tell when the Editor is finished publish-
ing because a link back to the Store Editor appears.

Welcome, ystorebooks
— YWEEIOO! SMALL BUSINESS {'orie’tonmense ) Small Susiness Horme - Yahoo - Halp
Merch ]

lerchant
ystorebooks.com: Merchant Standard

Flglll'e 91 Store Manager > Publish Status

The Publish Your Store Editor is publishing. If you are using Catalog Manager, your Catalog is also being published. While your Store Editor
is publishing you can not use the Editor but you can retum o the Store Manager by clicking on the link below. Once publishing
Status page has completed you can continue editing. You can view maore details about your last publish by clicking on the "Controls® button in
the Advanced Editor. Scroll down to the Message Logs section to view the details
tells you

Wher_e you ¥ Preparing products for publish process
are in the ¥ Croating web pages

¥ Wiiting library files

pub|IShIng ¥ Creating product database
process. V¥ Sending files 1o servers
E—— Return to Editor or Go to Manager

Publish started at Fri Oct 21 04:57.08 2005

After you publish changes, the Publish button turns gray and says Published.
However, the moment you edit anything at all, for example, you access the
Variables page or click Edit and change a single property on a product, the
\BER Published button changes back to a cream-colored button.
\}
‘{""‘\ No one can see the changes you’'ve made in the Store Editor until you click
the Publish button.

By default, the Publish button appears only on the home page (next to the

Manager button), but you can add these site buttons to every page by click-
ing the Controls button and changing the Site Buttons setting to Every Page,
which puts a Publish and Manager button on every page. | get more into the
Controls in just a little bit in the “Setting the Controls for the Editor” section.

Here are some things you need to know about publishing your store:

v When the Store Editor is publishing, you can’t work inside the Store
Editor. If another person’s editing the store when someone clicks the
Publish button, the other person’s version of the Editor freezes. If he
happens to be editing a particular page, those edits are lost.

v Don’t click any Store Editor links while the store is publishing. Also,
don’t try to log back in to the Store Editor from inside the Store Manager.
Five or more clicks on any Store Editor link locks up the Store Editor for
a lot longer than it takes for the store to publish. Be patient!

1 Publishing the Store Editor publishes both the Store Editor and the
Catalog Manager (if you even use if). Publishing doesn’t publish the Order
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Settings, such as changes made in the Store Manager to Shipping, Taxes, or
other back-end settings. I talk about the Store Manager in Chapter 15.

v Sometimes it takes a while for the Store Editor software to publish
your site. The amount of time usually depends on how many products
you have. Bigger stores take longer to publish. I usually use publishing
as an excuse to step away from my computer and stretch my legs.

1 Sometimes old pages get stuck in your browser. For example, if you just
changed the price on a product and have published the store, but the
product page you see is the old page with the old price, the problem may
be that the old page is cached in your browser. Click the Refresh or Reload
button in your browser when you view the published version of your store
to make sure that you're seeing the most current version of the page.

Customizing Vour Editor for Editing

The default settings for the Store Editor are pretty helpful to new retailers,
but you’ll find a bunch of stuff in the way after you know the basics. When I
log in to Store Editor for the first time, I have to make my nest. Here’s what I
recommend, which I describe in the following sections:

v Switch to Advanced mode. (See the section “Switching to Advanced
mode,” later in this chapter.)

v Move the Edit Nav-bar to the top of your Editor pages. (See the section
“Moving the Edit Nav-bar,” later in this chapter.)

v Hide the Help button. (See the section “Meeting the Edit Nav-bar but-
tons,” later in this chapter.)

v Add the Find and Publish/Manager buttons to every page. (See the sec-
tion “Meeting the Edit Nav-bar buttons,” later in this chapter.)

v Tweak a few other settings. (See the section “Meeting the Edit Nav-bar
buttons,” later in this chapter.)

Publishing protocols work

Because multiple people are always editing our  unless someone is in the middle of something,
stores, before we can publish, someone yells, andthenyou can hear him holler, “No! No! Don't
“Can | publish the store?” and a chorus of “Fine  publish! Whatever you do, do not publish!”

by me!” echoes throughout the warehouse
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|
Figure 9-2:
The Edit
Nav-bar is
the Swiss
army knife
of Nav-bars.
|

Switching to Advanced mode

The Store Editor is in Regular mode by default, and you need to access some
power tools provided by Advanced mode. It’s easy to understand why retail-
ers may be hesitant to jump off into Advanced mode with warnings like the
following:

“The Advanced Editor is designed for experienced programmers — all
protections against damaging your store are turned off. In Advanced mode it
is easy to damage your store or break pages beyond repair. For that reason,
we recommend it only for experienced programmers.”

Okay. No sweat! You bought the right book. Raise your right hand and repeat
after me: “I am an experienced programmer.” Then click the little red arrow to
the right of the Edit Nav-bar to change the Store Editor from Regular mode to
Advanced mode. The Editor shifts into Advanced mode. Notice that a second
row of buttons appears on the Edit Nav-bar with functions that weren’t avail-
able to the basic user in Regular mode.

Moving the Edit Nav-bar

The Edit Nav-bar, shown in Figure 9-2, is the Swiss army knife of the Store
Editor. The Edit Nav-bar helps you navigate the store, lets you Edit pages, or
changes settings in the Variables or Controls pages.

I EditI Edit Al | Sectiunl Iteml Linkl Mm'el Imagel Loukl Layout | Yariab lesl Managerl Helpl Puhlishl

I 1 I Find I Contents | Templates | Types | Database Upload | Config I Controls |

One of the first things I do is move the Edit Nav-bar from the bottom of every
page to the top of the Store Editor so that I don’t have to scroll to the bottom
of the Editor every time I want to make a change. Save your finger and the
scroll wheel on your mouse and do the same:

1. Click the Config button.
The Config page appears.
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2. Change the Edit-button-position from Bottom to Top.
3. Click the Update button.

The last page you were on in the Editor appears, but this time your Edit
Nav-bar is at the top of the screen. It’s magic!

Meeting the Edit Nav-bar buttons

The Edit Nav-bar is your friend. Here are some of the Edit Nav-bar buttons
and what they do:

v~ Edit: Click the Edit button to open the Edit page of whatever page you're
currently on. Using this button, you can add, edit, or delete text in the
various fields or upload images.

v~ Edit All: Click this button to edit all the items inside a section at once.
Edit All lets you edit the Name, Code, Options, Price, and Sale-Price
fields. Edit All displays ten items at a time. You can save your work as
you edit each group of ten items.

v Section: Click this button to create a new section page.
v Item: Click this button to create a new item page.

v~ Link: Click this button to create a Link-object, which is the Store Editor’s
way to create hypertext links to other Web sites without coding HTML.
Who needs HTML anchor tags when all you have to do is know the URL?
Simply name the Link and away you go. Link-objects have Name, URL,
Image (for a thumbnail), Abstract, and Label fields. Most of the time,
Link-objects are used for making objects for a links or a resources page.
Sometimes I use Link-objects instead of a copy of the same ID.

v Move: Click the Move button for an easier way to reorder navigation but-
tons or products inside your section pages. Click the Move button, click
the item you want to move, and then click where you want it to go.

v Image: Click this button to jump to a shortcut to upload a graphic to the
Image field on a section or item without having to first click the Edit
button. Unfortunately, you cannot delete an Image, only upload a new
one, which overwrites a previously uploaded file.

v Variables: Click this button to open the global Variables page, which
affects the look and feel of almost every page in your store. This page is
where all the action is!

1 Manager: Click this button to jump back to the Store Manager. The
Manager button appears only on the home page unless you change the
Site Buttons setting under Controls To Every Page, which puts a Publish
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and Manager button on every page; this change can save you a click or
two. I put Site Buttons on every page on stores [ work on by myself, but
not on pages where multiple people work on the site at the same time
because it’s almost too easy for someone else to publish while you're in
the middle of something!

+~ Help/Hide Help: Click this button to turn Store Editor Help on and off. If
you don’t need Help all the time, turn it off because the Help labels and
definitions take up a lot of screen real estate.

v Publish: Click this button to publish your store. Publish makes the Store
Editor generate a new copy of your site using the RTML templates you
assign to each page to crank out an HTML page, generates any new
images you need, and updates the published version of your store to
match the changes you've made in the Store Editor. The Publish button
appears only on the home page unless you change the Site Buttons set-
ting under Controls to Every Page.

v Find: Click this button to open the Find By ID form, where you type or
paste in the ID of a page you want to jump to. Remember, IDs must be
lowercase, or the Store Editor gets confused. I highly recommend that
you turn on the Find button on the Controls page (set the Show Find
Button setting to Yes).

v Contents: Click this button to open the Contents or site map page, which
displays a hierarchical site map of your Yahoo! Store.

v Templates: Click this button to go to the Templates page, which shows
you a list of the 80 or so built-in RTML templates and any custom tem-
plates you’ve created. From this page, you can look at the built-in tem-
plates (but not edit them), copy existing RTML templates that you can
modify, create new RTML templates, and delete old RTML templates.
RTML is dangerous fun. Check out Chapter 26 for more on RTML.

v {Page2}: When you're on a page using a custom template, the name of
that custom template appears on the Edit Nav-bar instead of the Templates
button. Click that button to fire up the RTML edit page for that template.
The regular Template button is a click away in the Edit Nav-bar.

Notice the period after the name of each of the types and templates. The
period tells the Store Editor that the type is a prebuilt type and can’t be
edited. Also, when you're in the RTML Editor, the last button on the
second row of the Edit Nav-bar displays the ID of the last page you were
on, so you can easily make changes to your template and then click that
button to see the changes on a page using that template.

v Types: Click this button to load the Types page. You create custom types
in the Editor to use in conjunction only with custom RTML templates, so
beginners need to steer clear. The Types page is where you can create
custom types (with custom fields), add new fields to existing custom
types, and delete unused custom types. See all the built-in types (such as
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empty.,, info., item., link., main., norder., privacypolicy., raw-html., and
search.), any custom types you created, and custom tables you created
in the Catalog Manager.

A type in the Store Editor is very similar to a table in Catalog Manager.
Types and tables are lists of fields or properties that an object can have.
For example, the built-in Type (item.) is the default and is used for sec-
tions and products. Every ID that’s an (item.) type has Name, Code, and
Price fields so that you can add this information every time you create a
new page.

v~ Database Uploads: Click this button to go to the Database Uploads page,
where you can upload CSV files to create and modify sections and items.
[ live for database uploads and gush in much detail in Chapter 23.

v Config: Click this button to jump to the page where you edit various
Store Editor settings, such as the position of the Edit Nav-bar (top or
bottom of the store), your leafed product page settings (see Chapter 11),
and more.

v Controls: Click this button to explore the Store Editor Controls page,
where you can upload images in bulk, change your Default Editor Mode,
place Publish and Manager buttons on every page, and more.

v Look: Click this button to make site-wide changes to the design by
choosing one of 14 color schemes. Ignore the Look button, or at least be
cautious when using this tool, because it overrides any changes you've
made on the Variables page. You can show/hide this button on the
Controls page.

v Layout: Click this button to change the appearance on individual pages
by modifying the number of columns and alignment. I'd avoid using the
Layout button because of the potential for overriding any existing work.
This button is hidden unless you turn it on from the Controls page.

+ Red Arrow (left side): Click this arrow/button to return to the Regular
interface of the Editor. The red arrow on the left side of the Edit Nav-bar
indicates that you're in Advanced mode. When you click the arrow, you
return to Regular mode, and all the Advanced mode Edit Nav-bar but-
tons disappear and the red arrow appears on the right side.

+* Red Arrow (right side): Click this arrow/button to switch to the
Advanced interface of Store Editor. The red arrow on the right side of
the Edit Nav-bar means that you're still in Regular mode. Go ahead and
click the Controls button and change the Default Editor Mode setting to
Advanced so that you’ll always be in Advanced mode. Then you can
have access to the all the wonderful features of the Store Editor.

v~ Up: Click this button to go up to the section page (Parent object) of
whatever page you're currently on. The Up button appears on the Edit
Nav-bar only when you’re on a page with a parent page.
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Navigating the Store Editor

You can browse around the Store Editor by clicking Nav-buttons, thumbnail
images, and text links just as you would on any other Web site:

v Click navigation buttons or icons and text links to find the page you
want to edit. Clicking buttons or icons is the easiest way to get around
inside the Store Editor and is very easy to do on a small site with a few
sections. However, if your site has thousands of products and hundreds
of section pages, navigating this way is more difficult.

v Add Up and Next buttons to your Nav-buttons (under Variables: Nav-
buttons) to make it easy to browse from one product to the next
within the same section. See Chapter 10 for more on buttoning down
your store’s navigation.

v Browse around on the Contents (site map) page. Contents displays the
ID (linked to the page in Edit mode), Type, Template, and Contents of
every page (object) of your store.

Figure 9-3 shows the Contents page, which displays the entire navigational
structure of your store with an expandable site map. Your home page
(ID:index) is at the very top of the hierarchy. All the top-level section pages
(pages in the Contents field of your home page) appear directly below the
home page. These top-level sections are arranged in the order that the pages
appear on your site.

On the Contents page, when a section page (parent) contains other pages
(children), the IDs of the these child-pages appear below the parent page as
links to the pages in the Store Editor. It looks scarier than it is. After you get
the hang of it, it’s pretty easy to navigate.

You can expand and contract your store’s site map by clicking the + or — sign
to see the contents of each section. Click the + button to the left of the ID to
expand the site map to see all the pages inside that parent page. Click the —
button to hide the contents. A Show Parents button appears when an ID is in
multiple sections. Click that button to see all the parent object-IDs with links
to those pages.

At the bottom of the Contents page are the orphaned pages, which are pages
not inside any other page. Because they aren’t linked from another page, it
seems almost impossible to find these orphaned pages by browsing about the
site. Every so often, I scroll down to the bottom of the Contents page, click the
first orphaned ID to see what the page is about, and figure out whether it
needs be placed within a section page or simply deleted. You can always cut
the orphaned page to the Clipboard and move it to a section page. See
Chapter 12 for more info.
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Finding pages by knowing the 1D

When you know the ID of a page, you can use the Find button to jump to that
page instead of browsing around in the Store Editor to get to it. As long as you
know the ID, you can even find IDs of objects that are cut to the Clipboard or
orphaned. To use the Find button, first you need to turn it on under the
Controls page in the Store Editor by setting Show Find Button to Yes. Click
the Find button on the Edit Nav-bar, which zips you over to the Find By ID
page. Type the ID of the page you want to find and click the Find button, and
the page magically appears.

A\
You must type the ID in lowercase letters and make sure that no space
appears at the end.

Bookmarking Editor pages
with consistent URLs

I got this tip from long-time Yahoo! Store developer Brian Bock (www.bock.
com). You can bookmark pages in the Editor to save time and trouble. First,
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go to the Controls page and set your Editor Entry page to the home page, and
then use these direct Editor URLs to jump straight to any ID in the Editor.
These URLs work as long as you're logged in to your Yahoo! ID and that ID
has permission (under the Store Manager’s Access link) to access your Store
Editor. Here’s the format for direct URLSs linking to specific IDs:

http://edit.store.yahoo.com/RT/NEWEDIT. yourstoreaccount/id.html

Setting properties on the Config page

The Config button takes you to a page where you change your Store Editor’s
settings and Leaf configurations and set the default types and templates. Set
the Edit-button-position to Top. If you use custom Types and Templates, set
the default items and sections to match those custom Types and Templates;
otherwise, do not touch these settings. Config is also where you configure
how your Leafed pages look. I cover this topic in Chapter 11, where I talk
about the many different looks of section pages.

Setting the Controls for the Editor

Figure 9-4 displays the Controls page, which contains helpful tools and set-
tings for the Editor. This page shows the last time you published the store
with a time and date stamp and shows any error messages.

Tweak your Controls page to save time and energy, as well as eliminate need-
less clicks, so that your Store Editor is ready to rock from the moment you
log in. Here are my favorite settings for Controls:

v~ Set the Default Editor Mode to Advanced to have access to every Editor
feature.

v~ Set Site Buttons to Yes so that you see the Publish and Manager buttons
on every page.

v Leave the Editor Entry Page set to the home page so that you can book-
mark Editor URLs.

v Don’t use the Look and Layout buttons because they can mess up
your store.

v Set Show Find Button to Yes because Find is the easiest way to jump to a
page when you know the ID.

v Set Color Code Input to your preference. To me, the color white is 255
255 255 (not #fffff), so I use Decimal color.

v Set Index Page Size to 50 or 100, which is better for search engines. I talk
a lot more about search engines in Chapter 19.
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v Keep Use S-Key Authentication set to No unless you want to type your
Security Key about once an hour. It’s good security for the Editor if you
need it.

v Search Objects By Some Property is a really cool feature. You can search
the various fields (Name, Code, Caption, Abstract, Contents, Headline,
Ship-weight) of every ID to see which IDs either contain something,
equal something, are empty, or are nonempty. It’s really great when you
know you have a page named something-something-8675309 and just
can’t find it!

v Multiple Image Upload is where you upload your .zip files full of images
named the same as the ID you want them to upload to. I cover image
uploads in Chapter 8.

v Edit by ID is pretty handy when you’ve done something (with a broken
table or JavaScript) that makes the page not load and not show the Edit
Nav-bar.

Controlling Look and Feel with Variables

Setting global Variables isn’t something you do every day, but you'll live on
this page the first time you set up your store’s look and feel. I cover the
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various Variables in great detail throughout the book, but here’s an overview
of all the Variables with references to the chapters that contain the nitty-
gritty information.

Click the Variables button to go to the Variables page (see Figure 9-5) where
you can change all kinds of parameters to control the look and feel of your
Yahoo! Store.

Clicking the Help button causes a helpful definition for each setting to appear.
Also, see the Help page at http://help.yahoo.com/us/store/edit/
variables/variables-01.html for more info.

v~ Title: Change the Title to the name of your company and/or your
domain. The default is your domain name or your account name. The
Title appears in the banner text on the top of every page until you
upload a Name-image graphic. This text also appears in multiple places
across the site, especially in the old Shopping Cart and Checkout, so be
careful what you type here!

v Email: This e-mail address is the official site’s e-mail address and
appears on the info.html page.
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Colors and typefaces

Believe it or not, variables in the Colors and Typefaces section control the
appearance of various hues and fonts across the site. It’s electric!

v Background-color: Use white (255 255 255) or a very light gray.

1 Background-image: Don’t use a background image. It makes the text
hard to read.

v Text-color: Use black or a very dark color.

v Link-color: Use blue or a color that matches your logo.

v Visited-link-color: Use a color that’s darker than your link color.
v~ Display-text-color: Pick the color of your headlines.

v Display-font: Choose a font from the drop-down menu from the many,
many fonts. I prefer Syntax-bold.

v Display-font-size: Measured in points. Choose anywhere from 16- to 36-
point type.

v Text-font: Choose an HTML font face for Captions and link text. I like
Verdana or Arial. Times, Helvetica, and Georgia work, too.

v Text-size: Choose an HTML font size. The default is 2, and I also like 3.

v~ Label-color, Label-font, and Label-font-size variables: Control the look
of the Specials on the front page if you choose As-Thumbnails for the
Specials-format. For more on these Variables and Specials, read Chapter 13.

1+ Banner-font-size: Overrides the banner font size, which is based on the
length of your domain name. Instead of using this field, upload a name-
image header graphic (about 650 x 75 pixels). To me, banner fonts look
really unprofessional. The color of the banner is the same color as the
home-button-text-color.

v+ Emphasis-color: Determines the -color for the Price if your Price-style
isn’t set to Quiet.

Buttons get their own chapter! Chapter 10 covers 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, Home-button-
font, and Home-button-font-size.

Image dimensions

[ fully cover images and Image Dimensions Variables in Chapter 8, including
Thumb-height and Thumb-width, Inset-height and Inset-width, and Item-
height and Item-width.
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Page layout

Page Layout variables determine how your pages look, how thumbnails and
product links display, and which elements show on the various pages. If a
page has Leaf set to Yes, then these settings are overridden by the settings
on the Config page, covered earlier in this chapter in the section “Setting
properties on the Config page.”

v Page-format: Determines whether your buttons go on the top or along
the side.

v Page-width: Set in pixels. | keep my pages less than 800 pixels wide.

v Name-image: Clicking the Name-image graphic takes you to the home
page. The Name-image appears as the header on every page and serves
as both branding and functionality, which makes it your most important
graphic. Upload a 750-x-75-pixel Name-image for Top-button stores, or a
600-x-75-pixel Name-image for Side-button stores).

v Head-elements: Controls whether Image and/or Display-text-title (the
Name/Headline) appear on nonleafed pages. Sometimes I don’t display
Image to free up screen real estate on section pages.

v Head-style: Determines the alignment of the Head-elements, the Image,
and the Headline. I prefer left-aligned pages, but right-aligned works, too.
Using Centered eats up a lot of space on product pages, so I don’t use it.

v Columns: Controls how many products are in each row. I prefer three or
five. More items per column displays more products per screen shot.

v Column-width: Determines how tight your columns look. Fixed makes all
your columns the same width. Variable makes columns with items with
more text wider, so the pages breathe a little more.

v Row-pad: This is the space (in pixels) between rows. The default is
15 pixels.

v Contents-elements: Determines which elements show on nonleafed sec-
tion pages, which I talk about a lot more in Chapter 11. I select Image,
Screen-text-title, and Price for nonleafed section pages. Select or dese-
lect multiple options in the list box by holding the Ctrl key (Mac: the
key) and clicking elements on or off with your mouse.

v Contents-format: Use Vertical for nonleafed section pages because sec-
tions display vertically centered thumbnail image, text link, and price
(if it’s an item) in minimal space. Vertical allows you to get more prod-
ucts in the first screen shot, above the fold. Ell displays the text link to
the right of the thumbnail in a separate column. Wrap is just like Ell, but



Chapter 9: Store Building with the Store Editor

information wraps around the thumbnail in the same column, and Pack
displays the image full-size, with no border or space between elements.

v+~ Bullet-image: Use the image field to upload a custom image to replace
the bullet.

Button properties

For more on navigation buttons and related Variables, check out Chapter 10,
which is dedicated to navigating button Variables.

Some properties are only used for some settings. For example, if you use
Button-style:Icon with custom images for buttons, you can upload GIF files to
these image Variables: Up-image, Next-image, Show-order-image, Home-image,
Info-image, Privacypolicy-image, Help-image, Search-image, Index-image,
Download-image, Register-image, Request-image, Email-image, and Mall-
image.

Here are the Button properties you need to know about and what they do:

v Button-style: Select Text, Solid, Incised, or Icon (Custom images).

v Nav-buttons: Determines what buttons show up on your Nav-bar. I like to
use Home, Show-order, Info, Empty, Contents, and sometimes Up and
Next. I don’t really use Help, Index, Register, Mall, Download, Search,
Privacypolicy, Request, or Email.

v Mall-url: If you use the Mall button (which links to Yahoo! Shopping by
default), you can change the URL here. I don’t use this field unless I need
the Mall-button to link to another related site.

v Info-text: This is the text on your Info button. For Top-buttons, I use
“Info” because it’s short. For Side-buttons, I use “Shipping Info” or
“Shipping Information.”

v Request-text: This is the text on your Catalog Request button. Don’t use
this button because the Catalog Request form is very clunky.

v Privacypolicy-text: This is the text on your Privacy Policy button. Don’t
use this button because Nav-bar real estate is so valuable. Instead, link
to your privacypolicy.html page in your Final-text field with something
like this:

<a href=privacypolicy.html>Privacy Guarantee</a>

139
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Page properties

Variables under Page properties control the text in four fields. Really take
advantage of your Final-text field and carefully choose how you present your
contact information and links to shipping and ordering info.

v Keywords: Whatever words you put in here go in your Keywords meta-
tags on your home page.

v Head-tags: Lets you put HTML code inside your Head-tags field. Use for
CSS, for JavaScript, or to call external files, such as third-party tracking
scripts. Please don’t override this variable if you can help it because one
day you’ll have to undo all that hard work. Trust me. The Head-tags vari-
able is only visible in the Advanced mode of Store Editor.

v~ Final-text: This text-field is at the bottom of every page. On standard
template stores, I load this field with contact information, text links, a
search box, trust symbols, and anything else [ think customers need to
see before they buy from me.

v Address-phone: A text field used on the home page if selected in the
Page-elements field. See Chapter 11 for more on the home page.

Store properties

Variables in Store properties control the appearance of order functionality,
such as the way prices look, the way options appear, and what text appears
on your Order buttons. If you change only one thing on the Variables page,
please change the Order-text from Order to Add To Cart. One guy who read
my blog fixed his Order button and tripled his sales with no increase in traf-
fic. Of course, your mileage may vary. . . .

v Price-style: Determines the formatting of prices. I prefer Normal or Big.
Quiet does not show the price on section pages. Normal uses emphasis
color for the color of price. Big uses Display-text for prices, which may
be too much for some stores.

v~ Regular-price-text: Text that appears before the Price only when there’s
a Sale-price. I prefer Retail, MSRP, List, Catalog, or similar language.

v~ Sale-price-text: Text that appears before the Sale-price when there’s a
Sale-price. I prefer a call to action (a phrase telling someone to do some-
thing) or words that add value, such as “Order yours for,” “Only,” or
“You pay,” “Ships Free for only,” “Save at,” and so on.
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v Order-style: Determines how options appear. Normal just lets the
options fall where they may, depending on the length of the text. Two-
line kicks all the options down to the second row. Multiline kicks each
option down to a separate line, which looks better for stores with prod-
ucts that have a lots of options.

1 Secure-basket: Determines whether the old cart is on a secure server.
The default is No. If you select Yes, you move your Shopping Cart to a
secure server. At first, this sounds like a pretty good idea, but it’s not
because you really need a secure server for Checkout pages, where cus-
tomers enter personal information and credit-card info. Shopping Cart
pages contain only product information. Secure servers are much, much
slower than regular servers because they have to verify and encrypt
every little thing, which only slows down the shopping process and cuts
into your sales.

v Compound-name: Selecting Yes adds the section name to the product
name in the Cart and Checkout.

v Order-text: Text that appears on the Order button on Product pages.
Please, please, please change this text to Add To My Cart or Add To My
Shopping Cart because it converts at a much higher rate than Buy or
Order.

v Show-order-text: Text that appears on the Show-order button. I prefer
Show Cart or Show My Cart. Make this wording match what you call the
Cart (basket, order, whatever) in Order-text.

v~ Families: A field for legacy stores for cross-selling.

v Cross-sell-text: Text that appears in the cart above your cross-sell items.
I prefer “Related items:” or “Customer also bought these products:”.

v Currency: A currency symbol. Put the almighty $ here.
v Thousands-mark: Use a comma unless you're in Europe.
v Decimal-mark: Use the period unless you’re in Europe.

v Quantity-text: Change to “ for “ (without the quotes, but with a space
before and after). Text appears on quantity pricing. It looks better to me
than a slash.

v Minimum-order: Set a dollar amount for your minimum order. I prefer to
let my shipping cost fix piddly orders. If someone wants to order a $1.25
nameplate and pay $5.95 for shipping, so be it.

v Minimum-quantity: Set a minimum quantity for orders.

v~ Availability: Choose a global standard delivery time. You can override
this variable on custom or drop-ship items.
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v Need-ship: Set to No if you don’t ship products (e-books, newsletter sub-
scriptions, donations, and so on).

1 Need-bill: Override to No on free items.

v Need-payment: Override to No for free items.

1 Personalization-charge: Lets you charge for monograms.
1 Ypath: Sets the category for Yahoo! Shopping.

1~ Shopping-url: Ancient field that’s no longer used.

Custom variables

If you have custom RTML templates using custom fields, you can create new
properties on the Variables page. Click the Define New Variable button, name
your field, and select the field type, and your custom fields appear at the
bottom of the Variables page. See Chapter 26 for more on RTML.



Chapter 10
Pushing All the Right Buttons

In This Chapter

Choosing where your navigation buttons go

Discovering Function and Contents buttons
Making your site look good and easy to use with navigation buttons
Maximizing your site’s most valuable real estate with navigation buttons

Customizing your site with Icon buttons and custom graphics

Navigation bars give form and function to your online store. These but-
tons provide navigation and define the look and layout of your Yahoo!
Store. The buttons allow shoppers to navigate your Web store and buy things.

The Store Editor has built-in navigation button bars that link to your top-level
categories (sections) and to major store functions, including your home
page, info page, Shopping Cart/Checkout, and more.

Navigation buttons are easy to edit, configure, and customize to match the
look and feel of your site. You can make a good-looking online store that’s
easy to navigate with just a few tweaks to the Variables page.

In this chapter, 'm really going to press your buttons. I explain the differ-
ences between top and side buttons, compare Contents and Function but-
tons, show you how to control which buttons appear and in what order, look
at the various Variables that control the look and feel of standard buttons,
and show you a few tricks to customize your store. Max out your Yahoo!
Store with standard Store Editor templates without ever touching or cus-
tomizing RTML (or even knowing what that means).

Navigating Vahoo! Store Buttons

Store navigation is extremely important because the easier you make it to
navigate your store, the more products people look at. The more products
people look at, the more stuff you sell. Standard Yahoo! Store navigation buttons
are easy to create and edit. You use them to create a professional-looking,
easy-to-navigate storefront. You control where the buttons appear on the
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page, which buttons appear, and in what order. You choose the button colors,
the font and size of the button text, and even the words that appear on the
buttons. You can even create a custom look by uploading graphic buttons.

Call them navigation bars, navigation buttons, Nav-bars, or button bars, but
whatever the name, navigation buttons do many things:

v Navigation buttons are the most important design element on a standard
Yahoo! Store. They determine the look of the store with button colors
and fonts.

v Buttons frame your store, too. They determine the width of the store by
the number of buttons in your navigation bar, text on the buttons,
button-font-size, and spacing between buttons.

v Buttons brand the store on every page with your logo and company
colors and fonts.

v Navigation buttons link to your major product categories — the top-level
products and sections on your home page.

v Buttons link to Yahoo! Store’s prebuilt function pages (info, show-order,
search, and so on).

1 Navigation buttons let your customers navigate your online store, but
they also work in the Store Editor.

Figure 10-1 shows an example of Yahoo! Store with the Page-format set to
Side-buttons side-by-side with the same store with the Page-format set to
Top-buttons. Notice that the Side-buttons store has room for five or six sec-
tion buttons, but the Top-buttons store has fewer section buttons with much
less screen real estate eaten up by navigation. Everything’s a trade-off!

|
Figure 10-1:
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Exploring the Different Types of Buttons

Yahoo! Store gives you two types of buttons:

v Function buttons link to the various prebuilt Yahoo! Store function
pages, such as your Shopping Cart, your store’s search page, its alpha-
betical index, and so on. Every Yahoo! Store has these function pages,
whether you use them or not.

1 Contents buttons are the buttons that link to your top-level navigation
and mirror whatever sections or products you put on your home page.

Function buttons

Your Yahoo! Store’s 15 Function buttons are the most important navigational
elements of your store. Every single page of any online store needs a link to
the home page, a link to customer service information, and access to the
Shopping Cart. Store Editor’s navigation buttons make this easy.

A Home button gets folks to the home page, which they can use as a starting
point for navigating your store. An Info button links to your store’s info.html
page and lets customers read your terms and conditions, shipping methods,
and payment methods and provides full contact information to give even the
most skeptical customer a reason to trust and buy from you. A very prominent
Show Order button links to your store’s Shopping Cart and secure checkout,
which makes shopping easy and reminds customers to buy what they stuck
in their cart.

Paul Graham (the creator of Viaweb, now called Yahoo! Store) and his team
did a really good job of building these store functions into the Editor soft-
ware. The Store Editor makes it easy to add the functionality you want and
remove the functionality you don’t want because buttons are easy to turn on
and off in the Variables page.

Variables are global settings that affect the entire site. For example, when you
click the Variables button in the Edit Nav-bar, make the Button-color property
0 0 0 (black), and click the Update button, suddenly every single one of your
pages has black buttons. Change your mind, click the Variables button,
change it to 0 0 255 (blue), and click the Update button, and now, every single
one of your pages has blue buttons. I talk about Variables ad nauseum in
Chapter 9.

I'm very picky about what Function buttons I stick on my navigation bar. The
screen real estate taken up by your navigation buttons is extremely valuable
because every page of your store shows these buttons. The more clutter you
have in your navigation bar, the harder it is for your customers to find what
they want.
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Of the 15 Function buttons, the only Function buttons I must use are Home,
Show-Order, and Info. Sometimes I use the Empty button as a spacer between
my Function buttons and my Contents buttons. Sometimes I use the Up and
Next buttons for easier browsing if my store has Top-buttons.

Usually, I prefer to have my Page-format variable set to Side-buttons. Under
Variables, I set my Nav-bar to show Home (1), Show-Order (2), Info (3),
Empty (4), and Contents (5). I don’t use the rest of the Yahoo! Store Function
buttons, but I do link to some of the function pages at the bottom of every
page in my footer (found in the Final-text field on the Variables page).

Figure 10-2 shows all 15 Store Editor Function buttons on a Top-buttons store
in an alphabetical list as follows. Notice that just a space appears in the
Empty button spot.

|
Figure 10-2:
There are 15
Function
buttons:
Download,
Email,
Empty,
Help, Home,
Index, Info, EEEETIEENET Title}
Mall, Next,
Privacy-
policy,
Register,
Request,
Search,
Show-order,
and Up.
|
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v Download: This button is for stores who sell downloadable products,
such as PDF files, MP3 files, and so on. The Download button links to the
Order Confirmation page, which displays a link to download the file after
someone has made a purchase.

v Email: This button creates amailto: link to the e-mail address entered
under the Email field under Variables.

Clicking amailto: link automatically opens the default e-mail software
on a PC. I prefer to have the e-mail address at the bottom of every page
by sticking a text link in the Final-text field under Variables like this:

<a href=mailto:email@yourdomain.com>email@yourdomain.com</a>
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v Empty: This creates an empty space on the navigation bar, which works
as a divider between your Function buttons and Contents buttons.

On Top-buttons stores, I use it as the second-to-last button to separate
the Up and Next buttons from the other Function buttons for easier
browsing.

v Help: This button links to the Yahoo! Store Help For Buyers Ordering
page, which tells shoppers how to find something, how to buy some-
thing, what to do when problems occur, and more.

v Home: This button is a link to your home page or index.html. When
you have Side-buttons, the word Home appears on the button. When you
have Top-buttons, the text in your Variables: Title field appears on the
button. You can also upload a custom image (such as a logo) to the
Home-image field under Variables. If you don’t upload a custom image,
you control the look of the home-button with the fields home-button-color,
home-button-font, home-button-text-color, and home-button-text-size.

v+ Index: This button links to the alphabetical index, or ind.html, page.
Every Yahoo! Store has one whether or not it has the button.

v Info: This button links to your info.html page, where you put your con-
tact info, shipping information, and terms and conditions. The text on
this button comes from the Info-text variable, and the default text is Info.

v Mall: This button links to the URL in your Mall-URL field under variables.
By default, that URL points to Yahoo! Shopping and displays a Yahoo!
Shopping logo. Replace this logo by uploading a new image to the Mall-
image field under Variables.

v Next: This button links to the next object in the Contents field of this
object’s parent section. For example, if you were on the first product
inside a section of 20 products, clicking the Next button takes you to the
second product. The Next button is a great way to make your products
and sections easier to browse.

v Privacypolicy: This button links to your privacypolicy.html page.
The text on this button comes from the Privacypolicy-text setting on the
Variables page, and the default text is Privacy Policy.

Yahoo! requires you to have a page that explains how you collect, use,
and distribute private customer information. I prefer to not use this
button and have a text link in the footer of every page by using the Final-
text field under Variables. Protecting your customers’ privacy is
extremely important, but a link to your privacy policy page belongs at
the bottom of the page, not in your navigation bar. To link to your
privacypolicy.html page, copy this code:

<a href=privacypolicy.html>Privacy</a>

v~ Register: This button links to the register login screen, which is still
used by some ancient Yahoo! Store owners (like me). The new Checkout
Manager is not compatible with the old Register function, so don’t use it.
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v Request: This button links to your Catalog-Request form. Because you
can’t do a lot of customization with your catalog request form, I seldom
use this button or the form. The text on this button comes from the
Request-text setting under Variables, and the default text is Request
Catalog.

v Search: This button links to nsearch.html, which is the default search
page on every Yahoo! Store. [ never use this button because I prefer to
have search functionality on every store page. I stick a snippet of code
in the Final-text field under Variables by placing this little bit of HTML
code, which calls a search box:

<form name=vw-form method=post
action="http://search.store.yahoo.com/cgi-bin/nsearch">

<input type=hidden name=vwcatalog value=storeaccountnamehere>

<input name=query type=text size=30><input type=submit value=Search>
</form>

v Show-order: This button links to your Shopping Cart at http://order.
store.yahoo.com/cgi-bin/wg-order?youraccountnamehere or
the new checkout Shopping Cart. The text on this button comes from
the Variable Show-order-text, and the default text is Show Order. I like to
make my Show-order-text say Show My Cart.

v+ Up: This button links to the parent page of the current page you're on.
For example, on a product page, this button links up to the section page.
On a top-level section page, the Up button links to the home page. If the
current page has no parent page, this button does nothing. I like to use
Up and Next buttons on Top-Buttons stores.

Contents buttons

Figure 10-3 shows the home page of a store with six objects (sections and
products) on the home page and on the navigation buttons. When you create
a product or a section on your home page, Yahoo! Store automatically creates
a button that links to that page in your navigation bar. The text on the button
comes from the Name field of the item or section. Notice that the navigation
buttons are in the same order as IDs in the Contents field.

These navigation buttons are called Contents buttons because the object-IDs
of these sections or products are inside the Contents field of your home page.
You can see the Contents field of your index.html page by browsing to your
home page and clicking the Edit button.

For example, when you’re on the home page and click the Section button in
the Edit Nav-bar to create a new section, Store Editor automatically adds that
top-level section to the navigation bar. If you create a product on the home
page by clicking the Item button, that action also creates a button linking to
that product on the navigation bar.
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Figure 10-3:
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Evaluate which section pages are your most valuable real estate. Your top-
level sections are usually the pages that get the most page views. I talk a lot
more about deciding which five to seven sections to feature in your naviga-
tion in Chapter 13.

\&&N\BER You have to click the Publish button on the home page in Edit mode after
& making any changes in the Store Editor to make the published site show the
results of all your labor. If you don’t, you’ll be the only one who can see you
new, improved navigation!

Choosing Page-Format: Top
Buttons or Side Buttons

Yahoo! Store lets you put your navigation buttons either on top of the store,
or on the left side of the store. You control this placement with the property
Page-format, which is found on the Variables page. Side buttons and Top but-
tons are very different looks for your store, and each has pluses and minuses:

v~ Side buttons visually anchor the page to the left and give you plenty of
room to list your major categories down the left-hand side (up to 30 but-
tons, in total).

v Top buttons center the page and take up much less real estate, but give
you virtually no room to promote categories.

In this section, I talk about what I like and don’t like about both settings.
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Side buttons

When you open your Yahoo! Store account, your Store Editor’s Page-format is
set to Side-buttons by default. Side buttons are pretty hard to screw up,
which is probably why it’s the default setting. (I've seen some people do
some pretty horrible things to Yahoo! Store navigation bars!)

Here are several solutions for Side-buttons stores:

+* Show how many types of cool things you sell. Maximize your Side-
buttons real estate with this Side-buttons recipe: I prefer to have the
Nav-buttons field show Home (1), Info (2), Show-order (3), Empty (4),
and Contents (5). Sometimes I stick the Next (5) button right after all the
Contents buttons for easier browsing.

v Use short names for top-level products and sections. Really long sec-
tion names make your navigation bar too wide. Because the text in the
Name field of each top-level section or item is also used for the text on
Contents buttons, you need to use relatively short names for these sec-
tions or products.

1 Show your logo at the top of your navigation. Create a custom graphic
with your logo, 1-800 number, and the word (Home) about 175 pixels
wide. Upload this image as the Home-image under Variables. This Home-
image automatically appears instead of the Home buttons whether or
not you use the Icon setting under Button-Type on the Variables page.
Make sure that the names of your sections aren’t longer than your logo
is wide.

v Make sure that your store is visually balanced. When you use Side-
Buttons, your site can look lopsided. This unbalanced appearance is
especially true if you use a very dark color for your Button-Color or
Button-Edge-Color. Experiment with lighter versions of the color to see
what looks best.

Top buttons

With top buttons, the width of the navigation buttons determines the width
of the site. I like my top buttons to be no wider than 770 pixels and to match
the width of my Name-image. The width of Top-buttons navigation is deter-
mined by many factors, including how many function or Contents buttons
you show, which buttons you show, the text on the buttons, the font size of
the text of the buttons, the Button-padding, and the Button-edge-width.
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Figure 10-4:
Top buttons
take up less
screen real
estate and
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for stores
with fewer
products
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Keep these tidbits in mind for tip-top Top-buttons:

v To keep your site less than 800 pixels wide, you have to make some

pretty hard choices about which buttons get that very valuable real
estate. | prefer to show Info (1), Contents (2) with two or three cate-
gories at most, Show-order (3), Empty (4), Up (5), and Next (6).

For example, if you have 17 sections on your home page and you use every
single Function button, you can wind up with a six-foot-wide Yahoo! Store.

v Figure 10-4 shows that Top buttons don’t need a Home button if you

upload an image to the Name-image under Variables. This graphic
appears above your navigation bar, links to your home page, and is per-
fect for branding your site with a logo as well as using for navigation.
Simply add the word Home to your graphic, and you have an instant
Home button! For example, type Home in 8-point Helvetica type right
below your logo in the Name-image.gif file to make it pull double-duty
as a branding and navigational element. Not using the Home button frees
up extra real estate on a Top-buttons navigation bar for an additional
Contents button, or maybe for a slightly larger font for button text to
make the buttons easier to read.

v Top-buttons make it easy to use Up and Next Function buttons because

you can stick that Next button as the last button in the upper-right
corner. It’s so much easier to browse from product to product, almost
like a slide show. You just keep clicking that Next button. The easier it is
to navigate your store, the more products people look at. The more
products people look at, the more stuff you sell. It’s that easy!

product ]| Show by Car | Shipping no

ot st Top Buttons Example

Startinga
PROY: LGl it Top-Buttons, the widith of the navigation buttons determines width of the site. | like
iy top buttons to be no wider than 750 pixels and match my name-image

* To keep your site lese than 800 pixels wide you have to make some pretty hard
choices about which buttons get that very valuable real estate. | prefer to show Info (1),
Contents [2) with 2 or 3 categories at most, Show-order (3), Empty (4}, Up (5), Next
)

Far example, if you have seventeen sections on your hamepage and use every single
function button, you could wind up with a six-foot wide Yahoo! Stare.

* Top buttons don't need a hore button. Your Name-image graphic appears above your navigation bar and links to
your homepage. Simply add the word "home" in 8-point Helvetica type right below your logo in the Name-image to
make it pull double duty as a branding and navigational element. This frees up extra real estate for an additional
section, or maybe a slightly larger font for bution text

1234 Regular Price: $193.00 Sale Price: §149.00 __ Addta My Cart
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Editing Your Navigation Buttons

Deciding which buttons are on your navigation bar is actually harder than
editing the buttons. You actually control the order of navigation buttons and
which buttons appear on almost every page from three different settings in
two different places in the Store Editor: the Nav-bar property under Variables
and the Contents field and Button property on the Edit page of the home page:

v The Nav-bar property on the Variables page lists all the Function buttons
available (Info, Show-cart, Index, and so on), enables you to control
which Function buttons appear, and lets you determine button order for
every page but the home page. To the right of the property is a Change
button. Clicking the Change button pulls up an edit list, which is an
alphabetical list of all the buttons. (A little field appears off to the right
of each button name.) Number the buttons you want to appear in the
order you want them to appear. Any button without a number doesn’t
show up.

v The home page’s Buttons property acts just like a home-page-only Nav-
bar to let you have different Function buttons on the home page. For
example, you probably don’t want a Home button on your home page.

» You also control where the block of Contents buttons appears by where
you sequence the Contents in the Nav-bar edit list, but the order of
those buttons is determined on the home page by the order of the IDs in
your Contents field.

Working with Function buttons

To add, remove, or change the order of Function buttons (for every page but
the home page), follow these steps:
1. Click the Variables button in the Edit Nav-bar.
The global Variables page appears.
2. Scroll down to the Button Properties section to the Nav-Bar setting.
You see a list of which buttons are showing (separated by commas).
3. Click the Change button.

The Nav-bar’s edit list, an alphabetical list of all the buttons you can
have in a Nav-bar, appears.

Each button has a position field to the right of it that is either empty or
has a number in it. When the position field is empty, the button doesn’t
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show up. When the position field has a number in it, that’s the position
of the button. When the Contents property has a number by it, all the
Contents buttons are in that position. With an edit list, you control
which elements appear and the order in which they appear. You can use
some, all, or none of the buttons.

4. Type the following numbers into the fields to the right of the follow-
ing button names and delete any numbers next to any of the other
buttons: Home (1), Show-order (2), Contents (3), and Info (4); then
click the Update button.

The Variables page reappears, and if you scroll down, you can see that
the Nav-buttons property shows the names of the buttons you selected,
in the order you selected. At this point, you can either change the Nav-
buttons settings again, click the Cancel button at the top of the page to
abort the whole thing, or click the Update button to update your buttons.

5. Scroll to the top of the Variables page and click the Update button to
accept the changes.

Your page appears, and the Nav-bar displays the Home button; the
Show-order button; the Contents buttons: (whatever pages have IDs in
the Contents field of the home page); and the Info button.

Fiddling with Contents buttons

Contents buttons display on the Nav-bar in the same order that the sections
or products appear on the home page, which is determined by the order of
the IDs inside the Contents field of the home page. Change the order of these
object-IDs, and you change the order of the Contents buttons in the naviga-
tion bar.

Note: You need to be in the Store Editor’s Advanced mode to see the Contents
field. You can tell that you're in Advanced mode because you have a two-row
Edit Nav-bar. If not, click the little red arrow to the right of the Edit Nav-bar.

To change the order of your Contents buttons, all you have to do is change
the order of the object-IDs inside the Contents field of the home page: Edit
the page, type the IDs in the Contents field in the order you want them to
appear, and click the Update button. For example, say that you have five sec-
tions on your home page and in your Nav-bar, and you want to do two things:
remove section 4 and make the fifth section the first button.

Right now, the Contents field of your home page shows the following:

sectionl section2 section3 section4 sectionb
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All you have to do is change the text inside the Contents field to this and
click the Update button:

sectionb5 sectionl section2 section3

Remember that you have to click the Publish button on the home page in Edit
mode to make the published site reflect any changes you make in Store Editor.

Like many things in Store Editor, the home page is a little weird. and I talk
about its various quirks and peculiarities a lot more in Chapter 11. The home
page uses a different template (Home.), which makes the page display differ-
ently. The home page also generates completely different navigation buttons
than the rest of your store using the Buttons property. Buttons control which
Function buttons appear on the home page and the order of those buttons on
the home page’s navigation bar and acts just like its cousin, the Nav-buttons
property (from the Variables page).

Access the Buttons property by clicking the Edit button on the home page.
Click the Change button for an edit list of the available buttons and their
position. Number the buttons that you want to appear in the order you want
and update them. It’s pretty straightforward.

If you've made any changes to the Button settings on your home page, editing
your home-page buttons can be very confusing, especially if your home-page
Button property doesn’t show the contents anymore. [ prefer that the naviga-
tion on my home page looks like every other page, so [ make sure that my
Button settings on the home page match my Nav-bar settings under
Variables.

Overriding Variables is fine for a few notable exceptions, but please, please,
please, do not override variables as a design strategy. A few years ago, I spent
about half of my time on a Yahoo! Store facelift project removing overwritten
variables.

Editing the text on the buttons

Editing the text on Contents buttons is really easy because the text on the
button is the text in the Name field of the section (or item or link) on the
home page.

Editing the text on function buttons is almost as easy because you just go to
Variables and change some text. You can change text on the Info-text,
Privacypolicy-text, Request-text, or Show-order-text. The text on the Home
button is “Home” when Page-format is set to Side-buttons. The text on the
Home button is determined by the Title field under Variables when Page-
format is set to Top-buttons. The rest of the Function buttons cannot be
changed, but you don’t need to use most of them anyway!
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Figure 10-5 shows the section page’s Top-buttons with the renamed function
pages.

{Title} {Name field} |{Show—-order—text} | {Info—text}
I ystorebooks.com (home) Section1 |Show My Cart |Shipping Info

Editing the Appearance
of Navigation Buttons

a\\J

You control the appearance of your store’s navigation buttons on the global
Variables page with several different parameters. You determine which
Function buttons appear and their order with the Nav-buttons fields. Total
customized looks are possible by uploading custom graphics to the Icon
fields for each button.

In print production, 72 points equal an inch. Size your text anywhere from

8 points to 25 points, depending on what looks good for the font you choose.
Make sure that the font size is large enough to read but not so large as to
screw up your site by making the Nav-bar wider than about 250 pixels for
Side-buttons stores or 770 pixels for Top-buttons stores.

Button-Styles

Here are the basics about selecting Button-styles:

v Choose the Button-style you want: Text, Solid, Incised, or Icon. Figure 10-6
shows top buttons with three different Button-styles: Text, Solid, and
Incised.

e Text buttons are flat with no definition.

¢ Solid buttons have raised buttons with drop shadows, but the
button-text is flat.

¢ [ncised buttons are raised like Solid buttons, but the text is incised
or cut into the buttons to look more three-dimensional.

If you want people to use your navigation buttons, make the buttons
look clickable. That’s pretty easy! I prefer Solid or Incised buttons
because clickable-looking 3-D buttons tend to get clicked.
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v Text, Solid, and Incised styles are controlled by several Variables set-
tings and show the text from the Name field of the sections on your
home page.

v The Icon Button-style lets you upload your own graphics for much more
control over your store’s look. The Icon or thumbnail image of a section
becomes the graphic for each Contents button. Upload custom images
to the Variables page for every single Function button, (Home-image,
Show-order-image, Info-image, and so on).

Home button variables

Home button variables work the same way that other button variables work.
If you don’t upload a logo to your Home-image, you can make your Home
button have a slightly different Home-button-color, Home-button-text-color,
Home-button-font, and Home-button-font-size.

[ recommend uploading a logo to your Home-image, but if you really want

to use these four variables, make your Home button stand out! Make your Home
button the exact opposite of your other button colors or make the home-button-
font the bold version of the font. Another option is to make the home-button-
font-color a slightly darker or brighter color than your regular buttons.

Button spacing variables

You can build better buttons with these variables:

v Button-padding: The space in pixels inside the buttons between the
button text and the edge of the button.
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+ Button-edge-width: The space (in pixels) between the buttons on all
four sides. The default is 0.

v Button-edge-color: With Top-buttons, if there’s no Button-edge-width,
the Button-edge-color doesn’t show. With Side-buttons, the Button-edge-
color determines the color of the left stripe behind the navigation but-
tons. Make your Button-edge-color slightly lighter than the Button-color
to get the buttons to pop off the page.

Creating a Custom Look
with Icon Buttons

Yahoo! Store gives you some very cool options using Icon buttons to get a
custom look for your store without ever touching RTML (see Chapter 26).
First, you build your store with standard navigation buttons and then use
that layout as the foundation for a design using custom Icon buttons. It
doesn’t matter whether you use top or side buttons.

Take a screen shot of an existing Yahoo! Store and build a custom facade right
on top of the foundation with your graphics software. After the design is com-
plete in your graphics software, all you do is save it as a GIF file, reopen it,
and chop up the buttons for each Contents and Function button. Then
upload the images to the Icon fields for each section and Function button and
switch the Variable Button-style to Icon, and you're all done.

Figure 10-7 shows you the same navigation bar in four different phases. First
you see the standard navigation bar, where the Page-format is set to Top-
buttons. The Nav-bar is set to Home, Contents (with three section pages),
Info, Show-order, Up, and Next. Button-style is set to Incised. These settings
create a pretty standard navigation bar.

The second image shows the same navigation bar as seen in a graphics pro-
gram with a 50-x-750-pixel rectangle drawn around it and with vertical lines
showing the different buttons.

The third image is the same navigation bar with the vertical button dividers
shifted around a little to give less space to the Home button and spread the
real estate around a little. The fourth image shows the final design in the graph-
ics program, and the white space makes it easy to see the different buttons.
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Figure 10-7:
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Custom Function buttons

You can create and upload a custom graphic to each Function button on the
Variables page, including Up-image, Next-image, Show-order-image, Home-
image, Info-image, Privacypolicy-image, Help-image, Search-image, Index-
image, Download-image, Register-image, Request-image, Email-image, and
Mall-image.

Custom Contents buttons

You can also create and upload custom graphics for each Contents button for
your custom Icon navigation bar. Simply upload the custom Icon button to
the Icon field on each top-level section on your home page. I think you should
know the following before creating a custom look with eye-popping Icons:

v When you select Icon as the Button-style, Yahoo! Store automatically
puts the Icon for that section where the button goes. If you don’t upload
an image to the Icon field on a section, the Store Editor places the
thumbnail of the image for that section, which can look really strange.

v~ If the section has no image uploaded to the Image or Icon field, then the
Store Editor centers the text in the name field just like a flat-looking text
button.

When you use Icon buttons, you really need to create custom graphics that fit
the navigation bar and upload them to the Icon field for each section, or your
store will look really weird.
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Making custom icons

Creating custom icons can be kind of complicated. Here are a few more con-
cepts to consider:

v All your buttons have to line up just right. Before you start designing
buttons, figure out exactly how much screen real estate you're willing to
give up for your navigation. Your navigation needs to be large enough to
be easy to use, but no larger. Make your Icon buttons around 50 to 75
pixels tall, and make sure that the total width of the Nav-bar is some-
where between 750 and 780 pixels. Sometimes overly ambitious custom
navigation pushes the Order button below the first screen shot on prod-
uct pages, which is bad!

v 1 like to take a screen shot of my site with simple text buttons and design
custom Icon buttons on top of those text buttons. I use Paintshop Pro,
which is a poor man’s version of Adobe Photoshop. I create a single GIF
image, compress the heck out of it, chop it up into the various Contents
and Function buttons, and then upload it.

\&&N\BER Most shoppers really need to be able to do only three things: browse back to
& the home page, read up on your shipping information page, and then finally,
get back to their Shopping Cart so that they can check out. The Store Editor
makes it easy to add the buttons you want and make them look they way you
want without knowing a lick of HTML.

Navigation Bar Resources

Building better buttons can be an ambitious undertaking, so take a look at
these resources for more info:

v Yahoo! Store Help page on navigation button bars:
http://help.yahoo.com/help/us/store/edit/edit-24.html
v Yahoo! Merchant Solutions “Getting Started Guide,” Chapter 6.

v Don’t Make Me Think, Second Edition, by Steve Krug (New Riders Press,
2005). This is one of my favorite books on usability, and Steve’s thoughts
on navigation and buttons are second only to those from Jakob Nielsen.
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Chapter 11
Designing All Kinds of Pages

In This Chapter
Producing other pages that sell

Homing in on the perfect front page
Selling with section pages

Informing customers with friendly FAQ pages

Wlen most folks think of designing an online store, they think of produc-
ing product pages. While products get all the attention (and sales),
shoppers would never make it to the product pages or be able to buy without
the other types of pages that organize these products and make shopping pos-
sible: the home page, section pages, shipping info page, Shopping Cart, inter-
nal store search results page, and several other built-in function pages.

Your home page is the most important page on your site. Designing a home
page is hard enough, but wrestling with a totally different template only com-
pounds the confusion. Your info page is second only to the home page for
giving customers the confidence to buy. You can display products on section
pages in so many different ways that it sometimes makes my head hurt.

In this chapter, I share with you what I've learned in eight-plus years of using
the Yahoo! Store Editor to create a professional-looking, easy-to-use, customer-
friendly merchandising machine of a home page that search engines love. |
show you how to set up sections that sell, give you the inside scoop on info
pages, and help you format your Function pages: Shopping Cart, search
results page, privacy policy, and the alphabetical index.

Introducing the Home Page

Your home page is the most important page on your Yahoo! Store. It needs to
load fast, look good, and tell prospective customers who you are, what you
do, and how they can find what they’re looking for within seconds. If your
home page doesn’t communicate effectively, you’ll lose valuable traffic and
sales as browsers bail from your store.
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Figure 11-1 shows you how a home page serves three completely different
functions: branding, merchandising, and customer service.

v Branding: Your home page must present your company as a credible,
professional store to give shoppers the confidence to buy something.

v Merchandising: Your home page organizes and displays products three
different ways for three different types of shoppers: featured specials on
the front page for frustrated shoppers who need some guidance, a store
search for someone who knows exactly what she’s looking for, and navi-
gation links and buttons for category clickers and browsers.

v Customer service: Your home page should offer fast and friendly cus-
tomer service with text links to help pages, shipping information, and
FAQ pages. It should also give good contact info so that customers with
problems can get a real person on the phone ASAP!

Join Email List | Customer Comments | Shipping Infio | About Us | Track Order | » Shopping Cart / Checkout
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Optimizing begins at home

Your home page is also your most powerful weapon in search engine opti-
mization (SEO). (I dive into SEO in Chapter 19.) If you haven’t already done
the following, these next three points will pay for the price of this book a hun-
dred times over:

v Tweak your title tag for top rankings. Most of the links pointing to your
store point to your home page, which means that your home page has
the highest link popularity (search-engine power) of any of your pages.
Because the title tag is widely accepted as the most important on-page
element for SEQ, it’s super-important that the title tag of your home
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page contain your most valuable keywords to improve your rankings in
the search engines.

Using your company name or domain name as the only text in your
home page’s title tag is bad, second only to not even having a title tag at
all. A good title tag needs four or five of your top keyword phrases
arranged in a compelling sentence. Your home page’s title tag comes
from the text inside your Page-title field on the home page. For example,
my page’s title tag on www.YstoreBooks . com is Yahoo! Stores For
Dummies: Yahoo! Merchant Solutions and Store Editor tips. No RTML
required at YstoreBooks.com.

v Use your best keywords in text on your home page. Use the Message
field and Intro-text fields to write an overview paragraph of your busi-
ness, but don’t just spew out a list of keywords. Establish your exper-
tise. Write about what you sell, why you sell it, and why folks should buy
from you. Compose two- to three-sentence paragraphs summarizing
your section pages, paste the text in the Abstract field on each section,
and then display these Abstracts on the home page.

v Link to your most popular product and section pages on the home
page with descriptive anchor text. Use converting keywords as the
anchor text or link text (words inside the links). These linked words tell
search engines what these pages are about and get your pages higher
rankings in Google, MSN, and Yahoo! search engines. Having popular
keywords link to popular sections on your home page helps customers
get to what they’re searching for even faster.

Designing your home page

You want your home page to match the look of the rest of your site, but

don’t use the exact same layout because you don’t want it mistaken for just
another page. The Store Editor’s home page template (home.) is structurally
different from other Store Editor pages and gives you a lot more flexibility
than the regular (page.) template. I wish Yahoo! would give the regular sec-
tion and product pages the versatility of the home page template (hint, hint!).
The key to the layout and design of the home page is found in using the vari-
ous Page-elements: Address, Buttons, Contents, Final-text, Image, Intro-text,
Message, Name, Search, and Specials.

Figure 11-2 shows the Edit page for the home page. You can see most of the
home page’s fields, including the Page-elements setting, which is an edit list
just like the Nav-bar setting (see Chapter 10). Click the Change button to the
far right of the Page-elements label on the home page to see (or change) this
list of elements and their position. Place a number in an element’s position
field to make the element show on the home page in the order of the position
number.
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Figure 11-2:
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Keep in mind that elements with empty position fields don’t appear. Elements
with the same number display in alphabetical order. These on/off switches on
elements give you an incredible amount of control of the appearance of your
home page.

Think of Page-elements as rearrangeable chunks of content:

v Text chunks: Intro-text, Message, Address/Phone, and Final-text fields
where you can insert limited bits of HTML.

1 Image chunks: Image and Name (which either calls the Name-image
graphic or the big ol’ ugly Banner-text) where you can upload images.

v Contents chunks: Thumbnails and links to pages with IDs in the Specials
and Contents fields. Specials can either match the appearance of the
Contents set on the home page’s very own Columns/Contents-elements/
Contents-format or have their own formatting as images with the setting
As-thumbnails. Read extra-special details in Chapter 13.
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v Other chunks: Search and Buttons (if you have a Page-format:Top-
buttons store).

The settings on your global Variables page still determine most of the look
and feel of the store, even on the home page. Page-format controls whether
you have navigation buttons on the top or side of your store. The text in
Final-text and Address/Phone fields come from the Variables page.

What’s different about the home page is that some settings are independent
of the Variables settings of the same name (or similar names) so that the
home page can have a unique look:

v~ Buttons: Instead of using the navigation button bar from the Variable set-
ting Nav-bar, the home page uses the Buttons setting on the home page.
Buttons works the same way as Nav-bar with an Edit position list to
determine which buttons show up and how they are ordered. Chapter 10
is all about the buttons.

Different buttons on the home page make sense for several reasons.
Home-page visitors need different navigation than shoppers deep within
your site. Most folks visit your home page as an entry point to your site
or use your home page to start a new task. Also, you really don’t need a
link to your home page on your home page.

v~ Contents (and Specials): The home page has its own Contents-format,
Contents-elements, and Columns settings. These settings control how
the contents appear (and sometimes the Specials), and they work the
same way their counterparts on the Variables page do. Remember, top-
level sections appear on the home page because their ID is in the
Contents field of the home page.

Maximizing home-page Page-elements

Prioritize the various elements on your home page. Figure 11-3 shows an
example of how you can present your most important information in the first
500 pixels, the first screen shot of the page (also called above the fold). Any
content for search engines or just less important information goes down
lower on the page.
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Here’s how I make a homerun-hitting home page:

v~ Buttons: When [ have a store with Top-buttons navigation, I place my

buttons at the very top of my home page for a slightly different look
than my interior pages.

Make sure that you don’t have Home or Up/Next buttons because they
don’t work on the home page.

v Logo/Branding: At the top of the page, I like to have my Name-image

graphic, which is usually 600 x 100 pixels, with logo and tagline, 1-800
number, accepted methods of payment, physical address, and any other
trust symbols I can stick in there without crowding it up too much. See
Chapter 21 for more on creating trust to convert more shoppers into
buyers.

v~ Specials: After the logo, I like to have a single row of product specials

featuring something new, something at a crazy clearance price, and my
bestsellers, which I try to rotate on a regular basis. Use Specials-
format:As-thumbnails.

1 Image and Text: Next, | use my Image (Image-format:Left) and Intro-text

for some customer-friendly text with HTML links to both products and
customer service sections of the site. This text is both customer-friendly
and search-engine friendly. This text and image block is usually about
200 pixels tall. Upload a 200-pixel-tall JPEG for your Image graphic to
make sure that it fits the page and loads faster than a larger-sized image.
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v~ Search: | like to show the Search box after the Image and Text (see the

preceding entry). You can do this by calling Search in the Page-elements
field of your home page, but that puts the search box aligned to the left,
which looks a little cockeyed.

A better way to put a search box on your home page without custom
programming is to paste this code into the Message field:

<div align=center><form method=get
action=http://search.store.yahoo.com/cgi-bin/nsearch>

<input type=hidden name=catalog value=youraccount>

<input name=query type=text size=30><input type=submit value="Search">

</form></div>

Replace your account with your Yahoo! Merchant Solutions account
name or number. For example, my www.ystorebooks.com account is
yhst-17192271484370, but my legacy account for www . robsnell . com is
webstore-design.

v More Text: After the search box, [ have a small bit of text in my Message

field and then show my Contents.

v Contents: The home-page template is really cool because it lets you dis-

play your contents differently than on section pages or leafed pages by
using its very own Contents-format/Contents-elements/Columns settings.

[ usually choose a “show-'em-what-you-got layout,” where I set Columns
to 1, Contents-format to Ell or Wrap, and Contents-elements to show
Screen-text-title (which is the Name), Image (the thumbnail), Abstract (if
there is one), and Contents (which lists all the subcategories and prod-
ucts within each section). Make sure that each top-level navigation sec-
tion page has a couple of descriptive paragraphs in the Abstract field on
each of those sections.

In addition, here is some other home-page stuff I forgot to squeeze in here:

v Scratch a long-winded welcome message. No one is going to read it. Think

short and sweet, peppered with text links to products and info pages.

v Use a professional photograph featuring a person using what you sell.

Advanced users shouldn’t use the Image field because it’s not a clickable
link to whatever you're selling. Instead, upload a smallish JPEG image
(200 x 200 pixels or so) to your hosting account and use the Intro-text
field for the HTML. Make it a clickable link going to the product shown in
the photo.

v The Specials field shows all the IDs for items that you've selected to be

featured on the front page with the Special/Not Special button. You can
also type or cut and paste IDs into this field for faster editing.
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Selling with Super Section Pages

Figure 11-4:
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A section page is really any regular page that doesn’t have an Order button.
Sections usually have items (or other sections) inside them. I have several
kinds of section pages: top-level navigation/master section pages, subsection
pages, and “empty” section pages for additional content pages, such as arti-
cles, buyers’ guides, and reviews.

Top-level section pages usually
contain subsection pages

I like having two different looks for section pages: leafed and not leafed.
Figure 11-4 shows how I don’t mind my leafed section pages resembling my
product pages. A page is leafed when the Leaf setting on the Edit page is set
to Yes, which changes the way the page looks and how the products display.
Instead of using the product display settings under Variables, the template
uses the leafed-product display settings under the Config page. Leafed pages
just give you another way to show products on pages.
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A good example of a leafed section page is www.ystorebooks.com/
nav-bar-stuff.html, which shows a section page of sections. Notice how

showing the Abstract gives you more information about what a section is
about.
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Here’s how I like to design my section pages:

v~ 1 like these master section pages to have nice Caption fields. These
paragraphs of text illustrate my product knowledge and expertise, point-
ing out the key features that solve customer problems.

v 1 feature my bestselling products with text links inside the Caption
field. This text is search-engine friendly, as well as user friendly, to drive
traffic to my better-selling items.

1 Sometimes I use the Abstract field on subsections contained in these
pages. This text points out the differences between the subsections, as
well as adds search-engine-friendly text to my master section pages.

v~ I also don’t like to use the Image field on a section page. Images tend
to push the products down lower on the page. If | don’t want an image,
but I still want that section to have a thumbnail image, I usually upload
an image to the Icon field.

v Another way to have image-free sections is to upload an image, but
not show it on the section page. Override the Head-elements variable
and set it to show Display-text-title (only) by deselecting the Image.

v To get a different look for my master section pages, I change the Leaf
setting from No to Yes. Under Config, I set Leaf-contents-elements to
Image, Screen-title-text, Abstract, Contents, and Price. [ set Leaf-contents-
format to Ell, and I set Leaf-Columns to 1.

The Leaf setting is also a bit confusing for some folks, but leaf it up to me to
explain it: You can tell whether a page is leafed by how product thumbnails
look on that page. For example, on my mom’s site, [ can tell that a page is set
to Leaf=No when I see five product thumbnails per row with the links under-
neath. | know a page is leafed (Leaf=Yes) when I see one product thumbnail
per row with the link to the right of the thumbnail, a brief text description of
the item, and text links of the contents underneath that.

Items created with the Item button are leafed by default (the Leaf setting is
set to Yes). [tems created both on the Contents page via create New Object
and items created with database uploads are also automatically leafed. Here’s
where I get a little crazy: I like to leaf some section pages, too, especially
when they contain subsections and not just products.

Because I also have the element Contents selected in the Contents-elements
variable, section pages show thumbnails and links to the products, as well
as links to all the pages inside those pages. For example, if you were on the
Pets section page containing links to the Dogs, Cats, Rabbits, Lizards, and
Snakes subsections, links to all the subsection pages appear so that you can
jump straight to pages about Great Danes, German Shepherds, or Yorkshire
Terriers.
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In theory, the average visitor is going to look at four or five pages on your Web
site. The reality is that certain customers look at 15 or 20 pages, while other visi-
tors bail out after the first page view. You want to do everything you can to mini-
mize the number of clicks it takes for a visitor to reach your product pages.

Subsections contain products

[ want my section pages to show the wide variety of products that I carry,
and Figure 11-5 shows how subsection pages that display tons of products
allow me to show the depth of my inventory in the first screen shot.
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Here are a few tips for working with section pages:

v I really like to show the price on section pages. Displaying the price on
section pages keeps folks from having to drill down to the product level
to see the price and then come back up to keep browsing.

v Sometimes I place my products in descending order by price. Because
higher-priced items appear before lower-priced items, more expensive
items have a better shot at getting seen.

v~ 1 like to feature my bestselling product in the upper-right corner of
my section page. For example, if  have a five-column layout, the fifth

product is usually my bestseller because that’s the position that gets all
the clicks. Your eye goes straight to it.
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Here’s what I do on the Variables page to format section pages with items:

v~ | set Contents-elements to show Image, Screen-title-text, and Price.
1 | set Columns to 5 to show five thumbnails on a row.

v | set Contents-format to Vertical, which centers the Name under the
thumbnail and centers the Price and/or Sale-price under that. This way, |
can display the largest number of products in the first screen shot. A
good example is at www.ystorebooks.com/products.html, where |
can see 20 products above the fold on my monitor. The more products
shoppers can see on the first screen shot, the more likely they are to
drill down to the actual product level.

Use empty section pages for content

You can also use empty section pages for content pages, buyers’ guides,
comparison charts, and reviews. All you have to do is type your text into the
Caption field and upload a picture to the Image field. These content pages
don’t have to contain any products or subsections.

If you need to have super-long descriptions about your product, sometimes
it’s better to actually create separate content pages, such as review pages
and buyers’ guides, than it is to muck up the caption. For example, I like to
have these additional content pages inside the products they talk about,
which means the ID of the “More Info About Product X” page is inside the
Contents field of the Product X item page.

Contents, Contents, Contents,
and Contents

The word contents means several things in the Yahoo! Store Editor, which can
be very confusing! Remember this tip, and you’ll be fine: Contents really
means only one thing: the stuff inside other stuff.

v Contents usually refers to the field on almost every page (the home
page and every section and item page) that contains the IDs of pages
inside it. Pages with IDs in the Contents field are called parent pages,
and the pages contained within them are referred to as child pages. For
example, a section page called Super-Heroes (the parent) can have the
IDs Superman, Batman, Wonder Woman, and Flash (the children) inside
the Super-Heroes’ Contents field.
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v Contents is also a button on the Edit Nav-bar. This links to the Contents
(site-map) page that displays your entire store’s hierarchy as a list of IDs,
where you can expand and contract IDs to see pages within other pages.

1 Contents is also an element inside the navigation buttons. The Viaweb
guys really should have called it Homepage-Contents because it really
refers only to the home page’s Contents field. When Contents is selected
in Variable setting: Nav-bar (and its very similar cousin on the home
page: Buttons), the Store Editor makes a navigation button for every
single page on the home page.

For example, if you have 25 sections on the home page, every single
section gets its own button. You can always see which IDs are inside the
home page by looking on the Contents (site-map) page or by editing the
home page and scrolling down to see the list of IDs in the Contents field
of the home page.

Now you see why folks easily get confused about the settings that control
how Contents display on various pages. The three settings that control how
sections display items contained within them are Contents-elements,
Contents-format, and Columns:

v The Contents-elements setting literally controls which elements (or
fields) from items in the Contents field show on section pages. The ele-
ments you can choose from are Image (thumbnail), Bullet, Screen-text-
title (text links), Display-text-title (text as an image or display-text),
Abstract, Caption, Price, Order, and Contents.

v The Contents-format setting controls how the elements chosen in
Contents-elements are formatted on the page. Choose Vertical, Ell,
Wrap, or Pack.

1 The Columns setting controls how many items appear in the same
row. Set your Columns to an odd number because odd numbers look
more balanced than even numbers. I like three or five items per row.

What is really confusing is that these three settings (Contents-elements,
Contents-format, and Columns) exist in three different places: on the home
page, on the Variables page, and on the Config page under the leaf settings.

The following adds to the confusion about the different types of contents:

+ Home page Contents: Pages with IDs inside the Contents field of the
home page appear on the navigation button bars as Contents buttons
(see Chapter 10). If you also want to show thumbnails and text links of
those pages on the home page, such as a regular section page, you have
to turn on Contents under Page-elements. These thumbnails and links
are formatted according to the home page’s own Contents-elements,
Contents-format, and Columns settings.
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v Section Contents: The Variables settings Contents-elements, Contents-
format, and Columns are easy to see in action because Variables control
the appearance of pages created with the Section button (and here’s the
important part) because the Leaf setting is set to No.

1 Item Contents: Iltem pages (sometimes called product pages) display IDs
inside the contents field differently because the Leaf setting is set to Yes.

+ When you create a new page on the Contents page, the Store Editor
doesn’t know whether you’re creating a section page or an item page.
The Store Editor sets the all the item fields to Yes (Orderable, Taxable,
and Leaf), which also happens when you upload “sections,” which the
Yahoo! Help files swear up and down you can’t do. (You can upload sec-
tion info using load files, but it’s confusing and my tech reviewer says
it’s a workaround.) See Chapter 23 for more on database uploads.

v Heaven forbid that you override the Contents-elements, Contents-
format, and/or Columns Variables on a page. When you do, your over-
ridden Variables override the real Variables setting and control how
Contents display, even if the page is leafed.

When you click the Section button to create a new section page, the Store
Editor creates a page where Leaf=No so that the Contents-elements,
Contents-format, and Columns are controlled by those settings on the
Variables page.

The defaults are Contents-elements=Screen-text-title, Image, and Price;
Columns=2; and Contents-format=Ell, which means that on any section page,
pages in the Contents field display two columns per row. If an image exists on
a page contained in Contents, an autogenerated thumbnail appears with the
size determined by the Variables Thumb-height and Thumb-width, and the
text link appears to the right of thumbnail image.

Exploring Other Function Pages

Your Store Editor comes with several prebuilt pages. Here they are with their
ID (and what they are): index (the home page), info (information and poli-
cies), privacypolicy (your privacy policy page), norder (the Shopping Cart
page unless you use the new Checkout Manager), nsearch (the Search page),
and ind (the alphabetical index). [ cover the home page in the section
“Introducing the Home Page,” earlier in this chapter. The new Checkout
Manager (see Chapter 14) lets you customize your Shopping Cart and
Checkout in the Store Manager. The following sections contain info on cus-
tomizing the rest of these pages.
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Editing your info page

A complete and professional-looking info page is extremely important. Most
of the folks who are adding items to their carts look over your info page
before placing an order. Figure 11-6 shows a sample of text from an info page
that has stood the test of time since April 1997.
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Your info page is linked to from the Shopping Cart and Order Form. This page
is the second-most checked page by shoppers looking to give you money, so
do your info page up right!

Click the Find button on the Edit Nav-bar to go to the Find By ID search form.
Type info in the ID field and click the Find button on the form, which takes
you to the Info page. The Info page’s template (info.) is similar to the regular
(page.) template, but instead of having a Caption field, three text fields are
available: Greeting, Address-phone, and Info. Your e-mail address (from
Variables:Email) also appears on this page before the Info field.

Here’s what I like to do with each field on my Info page:

v+ Image: Upload your picture or a picture of your warehouse or office.
Anything you can do to look more “real” makes Internet shoppers feel
more comfortable about placing an order with you.

v Greeting: Write what I call a “Howdy!” message. I like to offer a 100 per-
cent satisfaction guarantee, as well as point out what someone needs to
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do if he has a problem. You should also talk about how fast orders ship
and discuss product availability.

v Address-phone: List a physical address, all your phone and fax num-
bers, hours of operation, and a contact name.

v Info: Type all your shipping information, policies, terms and conditions,
international shipping info, and answers to frequently asked questions.
The Info field is a smart field, which means that it recognizes the line
breaks you created when you press Enter.

Steal ideas from other good info pages. Ask your lawyer before you post
anything that may be a binding contract, or you can get in trouble with the
The Man.

Creating your privacy policy page

Yahoo! requires you to post your privacy policy on a page that tells cus-
tomers what information you collect from site visitors, what you plan to do
with this information, and who you share personal information with. Again,
talk to your lawyer, but I think the simpler the policy, the better. Check the
Yahoo! Store Help file at http: //help.yahoo.com/help/us/store/
edit/edit-20.html for more info on online privacy or search on your
favorite search engine for writing a privacy policy.

Use language to reassure shoppers that you won’t spam them or sell their

personal information to spammers (if that’s your policy). For example, my

privacy policy is “Your personal information is protected. We do not sell or
rent our customers’ names, addresses, or e-mail addresses to anyone.”

To edit your privacy policy page, click the Find button on the Edit Nav-bar,
which takes you to the Find by ID page. Type privacypolicy in the ID field and
click the Find button to go to the privacy policy page. Click the Edit button,
type your privacy policy into the Info field, and click the Update button.

Editing your Shopping Cart

You don’t really want to mess with your Shopping Cart or norder page,
because what you see in Editor isn’t really what you get on a published site. If
you make any changes to the norder object, publish your site and immedi-
ately place a test order to see what the cart looks like on a real order.

Trying to customize the Shopping Cart is difficult without using custom RTML
templates (see Chapter 26) because there’s no Final-text field or way to put
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custom text in the cart. Fortunately, the new Checkout Manager and Shopping
Cart fix a lot of limitations of the old cart. (Read more in Chapter 14.)

Also, see Chapter 21 for more info on improving your conversion rate. For
example, you can override your Name-image in the Shopping Cart and upload
a more specific graphic designed to complete more carts, something pushing
a special offer or 100 percent satisfaction guarantee.

Editing your store’s Search page

Yahoo! Store has an excellent internal search engine. Store Search looks for
your keyword phrase in the Name, Code, and Caption fields in every page on
the site. Every Yahoo! Store has the same page (nsearch.html) for basic
search. I talk a lot more about how internal store search works in Chapter 7.

Looking at your alphabetical
index or site map

Every store built with Store Editor has a built-in sitemap/alphabetical index.
The ind.html page lists the name of every page in your store in alphabetical
order and provides links to it.

You can’t directly edit the ind.html page by browsing to it, but you can
always use the Controls: Edit by ID tool. You control how many links appear
on the ind.html page with the Index Page Size setting under Controls in the
Store Editor. Because some search engines (in theory) count up to 100 links
on a page, you're better off having 50 or 100 links per ind.html page. See
www.yourdomain.com/ind.html for the published version of your index.



Chapter 12

Creating Product Pages
with the Store Editor

In This Chapter

Discovering IDs, Objects, Parent-child relationships, and Contents fields
Creating pages with the click of a (section) button

Producing product pages that pull in the profits

Naming names (with keywords) to sell more stuff

Checking availability, pricing, and all your options (and other item fields)

perfecting your product pages is a never-ending project. Converting
browsers into buyers with pages that perform is a priority. Creating a
great item page is a pretty precarious balancing act. Have too little product
info, and prospects don’t purchase. But have big, bloated pages that bury
buyers in BS and you end up with bupkus. In this chapter, I explore object
IDs, which are the building blocks of the pages in the Store Editor. You dis-
cover how to organize and optimize your objects, as well as how to create,
delete, move, and improve your items. Finally, you find out how to get the
411 on fields.

The look of your product pages depends on two things: the information
inside fields on the page and the settings of the Variables, which control the
formatting. In this chapter, I look at all the product page fields and the kind of
data they hold and explore what you can do with them. I also dissect a prod-
uct page, pointing out the properties, and verify the Variable settings that
control the layout and appearance of the page.

Exploring Store Editor Concepts

My goodness, some of this Store Editor stuff seems complicated! I just want
to sell stuff. Feel free to skip ahead to the next section on creating, editing,
moving, and deleting pages if you don’t feel like thinking right now.
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Sometimes you need to work with the Store Editor for a while to get the hang
of these ideas. You really don’t have to understand all these concepts to sell
stuff online using the Store Editor, but finding out about objects and their IDs,
the parent and child relationships between sections and items, and page
organization with Paths and Contents makes using the Store Editor much,
much easier.

Let me see some D

Every Store Editor page has its very own alphanumeric ID, which is the
unique identifier for that page and is used in the Store Editor for many things:

v The ID is how the Store Editor identifies which page you're working on
or referring to with links and all other Editor functions.

v The ID determines the Store Editor URL of a page. For example, http://
edit.store.yahoo.com/RT/NEWEDIT. youraccount/id.html.

v The IDs inside the Contents field of a page determine what pages are
inside that section or product page.

v The IDs in the Specials field of the home page determine which pages
are featured as specials.

v The ID of a page serves as the page’s HTML filename on the published
version of the site. For example, the published page for the ID widget-
2000 is found online at www . yourdomain.com/widget-2000.html.

v The ID of a page must be unique and can contain only letters, numbers,
and/or dashes. IDs are not case sensitive. For example, the IDs widget
and WIDGET actually refer to the same page. Links to pages need to have
the ID in lowercase letters, too. For example, a WIDGETS . html link may
work in the Editor but doesn’t on the published site. Link to widgets.
html instead.

v The Find button requires IDs to be typed in lowercase letters.

v Page IDs are permanent, so after an ID is created, you can’t change it. If
you try to create a new page on the Contents page and use an ID that
already exists, the Store Editor is pretty smart and makes the new ID the
old ID plus a 1 or other character.

v If you upload new product information using an existing ID and click the
Add button, the newly uploaded information updates the old product. If
you click the Rebuild button, your store is rebuilt from scratch.
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Getting positive ID on
products and sections

Be consistent when you create the IDs of products and sections. Some retail-
ers use the Code field for the product page IDs, which makes a lot of sense
because Merchant Solutions stores must have unique codes as well.

Here are more tips on how to create good IDs:

+* You have little or no control over the page’s ID when you use the
Section or Item buttons to create pages. The Store Editor generates an
ID based upon the first couple of letters of each word you type into the
Name field.

For example, when | manually create a page with the name “Make Good
Product IDs,” the Editor creates a mysterious and unique random ID:
magoprids. A better ID is something like how-to-make-good-product-ids.

+* You can trick the Editor. Getting your clients or employees who create
new pages in the Editor to quit using the Item or Section buttons is
almost impossible. [ found that you can type up to 14 characters with no
spaces or dashes in the Name field and click the Update button to force
the Editor to use that as the ID.

* You determine a page’s ID when you create pages through database
uploads with the ID field. If no ID field is in the CSV upload, the Editor
uses the Code field as the ID. If no Code field exists, the Editor creates an
ID named gen-sym plus a number.

+ You have absolute control over a page’s ID by using the New button
on the Contents page to make a new page. When you create a page
from the Contents page, whatever text you type into the ID field
becomes the object’s ID. The only time this trick doesn’t work is if a
page already exists with the same ID.

Doing a little extra work to write good IDs while you create products and sec-
tions will make your day-to-day management of your store easier. When you
know the ID of a page, you can move products and sections around a lot easier
because you have a pretty good idea what a section contains. For example, IDs
like louisville-baseball-bats are easier to decipher than the mystery of what’s
inside the lobabat section. Read http://help.yahoo.com/help/us/store/
edit/regular/regular-62.html for more information on IDs and codes.
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Exploving Parent-Child Relationships
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The Contents page is a site map and shows the unique relationship between
section pages and item pages, called the parent-child relationship. This metaphor
is used to explain how section pages contain subsection and item pages.

The following bullet list is rated PG. Parental guidance is suggested:

1 Item pages exist inside section pages. This is because the IDs of the
items (children) are inside the Contents field of the section page (parent).

v~ Parent pages usually show child pages with thumbnail images and
text links to those pages. This is an overcomplicated way of saying that
section pages have links and pictures of items inside them.

1 Pages can be the child of one page and the parent of another, just like
people. For example, if you have a Books section on your home page
containing ten books, the section page is the child of the index.html or
home page, but is the parent page of the ten item pages. One exception
is that the home page or index page should never be a child page.

1 Pages can have an almost unlimited number of parent pages. For
example, imagine that you sell flashlights and have a hundred different
flashlights that all use the same type of D-cell batteries. Instead of creat-
ing a different battery for each flashlight, you can create one item page
with the object ID: d-battery and place this accessory in the Contents
field of each flashlight.

1 Some pages don’t have parents and are called orphan pages. Don’t be
sad. They don’t live in orphanages like Little Orphan Annie did, and they
probably get enough porridge to eat. They’re Web pages, not people. You
can find these pages at the bottom of your Contents (site map) page.

+ When you move pages, you change the parent-child relationship. For
example, if you accidentally create the Pets section inside the Dogs sec-
tion, you can move the Pets section to the home page and then place the
Dogs section inside the Pets section.

v When you delete a parent page, you also delete all the children pages
inside that page, even if they exist somewhere else. Be careful!

1 When you create a section on the home page, you make that section
the child of the home page. When you create a item in a section page,
the item is the child of the parent section page. Pages can be both
parent and child.

1 Objects/pages created on the Contents page (the site map) are orphans
the second you create them. You need to place the IDs inside the
Contents field of the parent sections you want them to go in. [ cover this
topic in more detail in Chapter 11.
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v Creating products in the Store Editor and Catalog Manager is almost
exactly same thing. Catalog Manager products have no path information
(where they sit in your Store Manager’s hierarchy), because Catalog
Manager products have no Contents or Path field, but listen to my tech-
nical reviewer, Mike Whitaker, when he says use one way or the other.

1 Some pages don’t have children. Some item pages have children, but
the child pages are NIL templates, which are objects that only show their
properties on a parent’s page. For example, when you click the Accessory
button on the Edit Nav-bar of an item page, you create an object that
doesn’t have its own page, but the Accessory can have a Name, Code,
and Price. An Accessory displays product info and (usually) an Order
button on the item page it was created on.

Producing Profits with Product Pages

The appearance of product pages is important. Not only is the information in
the Name, Caption, and Price field important, but the variables that control
how that information is displayed are also sometimes as important.

If you want to see the various fields available on any product page, browse to
your favorite product page and click the Edit button. Click the Types button
on the Edit Nav-bar and click the link for (Item.) type to see all the fields on a
product page:

ID: This field displays the ID for the page and can’t be edited.

Type: This field displays the page’s type, which just means what type of page
it is. The type determines which fields a page has.

Template: You can edit this field if you want to use custom templates.
Templates determine what information from a page actually shows up on a
page and how it looks. RTML templates are programs that crank out HTML
pages when you click the Publish button. See Chapter 26 for more on RTML.

Name: The name of a page is one of the most important fields because so
many other functions use the text in the Name field as the default. The text in
the Name field does the following things:

v Text from the Name field appears at the top of the product page as a
display-text headline unless you specify different text inside the Headline
field

v Text from the Name field is used for the Title tag, unless the field Page-
title exists
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v Text from the Name field is used as the anchor text or link text (words in
a link) on its parent section pages where this page appears

v Text from the Name field is also the text in the label by the thumbnail
image when you feature a page on the home page as a Special (unless
you specify different text in the Label field)

v Text from the Name field is used as the text on the Navigation button bar
when a page is a top-level section page (exists on the home page with its
ID in the Contents field of the index.html)

All these reasons are why you should be very descriptive when you enter

the Name field. For example, naming a product “Hulk T-Shirt” is okay, but
“Incredible Hulk T-Shirt from 1973 Marvel Comics Hulk #108 cover — Green
100% cotton Beefy Tee” is better because it has more keywords that potential
shoppers can type into search engines.

You can’t rank well in the search engines for words that don’t exist on your
store’s pages. Well-written Name fields (think lots of keywords) give you a
better chance to rank well in search engines, as well as Yahoo! Shopping. |
unlock the secrets of keywords in Chapter 16. For Yahoo! Shopping info, jump
to Chapter 17.

Image: You can upload an image file in a GIF or JPEG format of the item here.
Click the Upload File button. Click the Browse button to find the image on
your hard drive. Click the Upload button to send the image file to this item. A
thumbnail image appears so that you can see that you uploaded the right
graphic. (See Chapter 8.)

Code: The code of an item is usually the item’s product ID number or UPC
code or some unique number so that you know exactly what the customer is
ordering. You can search by code. Code is also used in the Cross-sell database.

Price: Not simply a number field, this field can also contain quantity dis-
counts that are automatically calculated by the Shopping Cart. The format is
kind of strange: first the price, then the first quantity break, then the total
price at that quantity, then the next quantity break, and then the total price
at that quantity. For example, to show that T-shirts are $20 each, three or
more are $15 each, and ten or more are $10 each, you type the following in
the Price field:

20 3 45 10 100
Sale-price: If you put the item on sale, list the sale price here. Lots of people
put the list price, or the manufacturer’s suggested retail price (MSRP), in the

Price field to show the discount that the shopper gets from your Yahoo! Store.

Orderable: This field determines whether an item has an Order button. Set
Orderable to No when you're temporarily out of stock on an item.
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Options: Use this field to specify product options, such as size or color. The
Options field is really cool! The first word on a line is the name of the option.
The second word is the first option in the pull-down menu. For example:

Color RED WHITE BLUE

You need to be aware of the following while exploring your options:

"non “ 9

v Option phrases: Put straight quotes (" ") not curly quotes (“ ”) around
multiple words or phrases for the Options field to treat the phrases as a
single concept. For example:

"Color of Flag" "REDCOAT BLOOD RED"
"ROYAL BLUE" "WHITES OF THEIR EYES WHITE"

»* Multiple options: Separate multiple options with two hard returns
(press Enter twice). For example:

Color RED WHITE BLUE

Size SMALL MEDIUM LARGE X-LARGE

1 Option upcharge: You can also add an upcharge by putting a plus sign
and the upcharge in parentheses inside an option. For example:

Size SMALL MEDIUM LARGE X-LARGE "XX-LARGE (+$5.00)"

v Inscription: Figure 12-1 shows an example of an Inscription, which is a
specialty Option function, replacing the drop-down menu with an input
field where customers can type information for monogramming or other
personalization. The format for Inscriptions is Option-name Inscription
number, which is the number of characters in the field. For example,
here’s an Inscription for a 20-character dog tag:

"Dog's Name" Inscription 20

ystorebooks.com

Headline: Options

THIS IS THE CAPTION FIELD
Order-style: 2-line

Price-style: Normal OPTIONS
Size S MLXL

Color Red(+§5)White Blue
“"Last Mame" Inscription 12

{Name Field}{Code} Regular Price: $24.95 Sale Frice: $19.95 Last Name Size: |8 X
Color: | Red(+$5)\White = Add to My Cart
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v~ Personalization charge: If you want to charge for this added service,
use the Personalization-charge setting under Variables. If different items
have different costs to personalize, just override the Personalization-
charge variable on each product.

Note: In this chapter, I use ALL CAPS to differentiate between the
options and the name of options. You have the option of not doing that
on your store.

Formatting options can be a little hairy. If you don’t format your options
exactly right, and you have your Store Manager set to validate options (the
default), customers will not be able to check out when they try to order items
with incorrectly formatted option fields.

For this reason, I go into the Store Manager to the Order Settings page and set
the Item Options Validation field to Allow Items With Unrecognized Options.
This setting can be potentially dangerous and allows malicious hackers to
change prices when adding items to the cart, but you shouldn’t have a prob-
lem if you see and/or touch every order. (See Chapter 15 for more about the
Store Manager’s Order Form settings for validating options and formatting.
Also check out http://help.yahoo.com/help/us/store/store-44.html
for more info on validating options.)

Headline: Anything you type in this field overrides the Name field and appears
as display-text to the right of (or below) the item’s image and above the cap-
tion. I always use the Headline field because of a quirk in the item template. If
you don’t have any text inside the Headline field, the name displays here. If you
do, the template also shows the name to the left of the Order button. This little
trick helps you with search engines. When I do a database upload, I usually use
both Headline and Name fields to take advantage of this “feature.” Eventually, [
try to write a compelling headline for each product that touts the benefits of
buying the product.

The headline is a smart field that recognizes line breaks in text created by
pressing the Enter key within a field. The only other fields that recognize line
breaks in fields and show them on the page are the Label and the Info field on
the Info page.

Figure 12-2 displays a product page. Notice how line breaks in the text help
you tighten up pages with long names or headlines. If a headline is wider than
the space between the right side of the image graphic, then the headline is
kicked down beneath the image. This results in wasted space to the right of
the photograph. I manually insert a couple of hard returns, and I break up
unusually long headlines into phrases of two or three words per line that
make sense.
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Figure 12-2:
Line breaks
in the text
help you
tighten up
pages.
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ystorebooks.com

This is the headline field.
Notice how this text appears
on multiple lines.

This is the CAPTION field. The Order-style is MULTILINE which
shows OPTIONS on their own line

Gadyet 5000
000 Regular Price: $98.00 Sale Price: $79.00
Size: [Small ~

Gadget Color: |[Ped = Add to My Cart

Caption: This is the description of the item that appears below the Image and
Headline fields. You need to use lots of keywords in several sentences to help
you with the search engines. You also need compelling reasons for your
shoppers to buy this product, so list the benefits of the product.

Abstract: This little-used text field can appear on section pages or on the
home page if you select Abstract in the Contents-elements field. I use the
Abstract to put teaser copy or a synopsis of the caption to pull customers
into a product page. Abstracts look better when the Column variable is set
to 1 and the Contents-format variable is set to Ell or Wrap. | sometimes use
<small> tags in my Abstracts to make the text a bit smaller.

Icon: You can control what thumbnails appear on section pages with the Icon
field. The Store Editor automatically generates a thumbnail image for every
product or section with an image. The Icon property allows you to customize
your thumbnail by uploading another image. Just like the other thumbnails,
the size of the icon is determined by the Thumb-height and Thumb-width set-
tings under Variables.

Sometimes the autogenerated thumbnails look a little funky. Focus on a par-
ticular product detail or use a logo for an icon to make a better thumbnail.
Icons take more work, and they take a lot of time to upload by hand, but you
can get faster loading and better looking pages.

Inset: The Store Editor lets you upload a secondary image to a product or
section. Most folks who use this feature upload a small manufacturer’s logo,
about the size of a thumbnail, which appears to the right of the image. You
can also put a detail photo here. Inset-height and Inset-width are set under
Variables.

Label: If you use this field, this text appears on your home page Special when
you select the home page setting Specials-format: As-thumbnails. If you don'’t,
the Name field appears on the home page. The Label field is like the Headline
field, which remembers hard returns or line breaks. Break up long lines of
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text by pressing Enter every two or three words to kick text down to the next
line. If you don’t, long text labels display on one line, which looks weird and
pushes the next Special off the page.

Ship-weight: This field allows you to use the weight-based tables to deter-
mine shipping cost in the Store Manager’s Shipping Manager.

Taxable: If you have set up the tax calculation, you can use this field to
exempt nontaxable items from sales tax.

Download: You can use this field to sell soft goods. Upload a PDF, MP3, or
other file to be downloaded from the Checkout Confirmation page.

Family: This is the old way to cross-sell, or group related products together.
When a customer adds an item with a family to the Shopping Cart, he’s
offered three related items from the same family. See Chapter 13 for more on
the new, much improved cross-sell feature.

Product URL: This field is the URL of the published product page used by
Yahoo! Product Submit for inclusion into Yahoo! Shopping. I talk a lot more
about Yahoo! Shopping in Chapter 17.

Looking at Product Elements

Almost every page on your Store Editor-built store has the same template
showing Nav-buttons, the Name-image header, and the Final-text footer.
What’s unique on a page, or what'’s inside the boilerplate template, is what
some folks call the pagelet. With basic templates, items and sections are built
pretty much the same way. I discuss what the properties (fields) are and
what settings control them in the following paragraphs. Here are the ele-
ments in the order that they appear.

Title tag: The Title tag of the page comes from the Name field (unless you
have created a new property named: Page-title, type: text).

Head tags: The Variable: Head-tags allows you to stick code inside your head
tags field. Use it for calling CSS or JavaScripts. Although you can’t see the
code on the page, every HTML page should have a head tags section, which
shows browsers (and search engines) meta or hidden information about the
page’s structure, content, and appearance. It’s not wise to override the Head-
tags variable, even though you need to do so to have unique meta descrip-
tions or meta keywords. If you want to do this kind of SEO, look to RTML for
relatively simple SEO custom programming in Chapter 26.
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The variable Keywords creates a keywords meta-tag on the home page. If you
don’t use custom RTML, feel free to override the Keywords variable on every
page to create a custom keywords meta-tag for each page.

The variable Head-elements determines whether pages show the image
and/or the Display-text-title or neither. The variable Head-style determines
the alignment of the Head-elements. I prefer left-aligned pages, but aligning
your image and text to the right works, too. A center-aligned image eats up
a lot of real estate on product pages, because it kicks the headline down
under the Image, so I don’t use it. For leafed pages, the -Config’s Leafed-
head-elements and Leafed-head-style setting do the same thing.

Product photo: The image comes from the page’s Image variable, and the
maximum height and width (in pixels) is controlled by the Variables: Item-
height and Item-width. If your image file is taller or wider than these con-
straints, the template generates a smaller version of the image, which you
can click to go to an empty page to see the larger original image.

Unfortunately, this resized image file is reformatted as a GIF file, which is a
pretty heavy file format for photographs. Either upload big images (up to
600-x-800-pixel JPEGs) with lots of details or right-size all your images to fit
within the Item-height and Item-width settings for faster loading images.

Product headline: The text from the Display-text-title is from the page’s Name
field unless there’s a Headline. The look of the display-text is controlled by the
following variables: Display-text-color, Display-font, and Display-font-size.

Additional photo: If you upload a second image to the Inset image field on a
product, it shows up right under the headline as a thumbnail with the maxi-
mum size set in pixels by the variables Inset-height and Inset-width. Click the
inset image to see the larger uploaded file. I like to upload manufacturer
logos or secondary product photos to the Inset field.

Product description: The Caption field appears next. The font is controlled
by the variables Text-font, Text-size, and Text-color. Captions are HTML text,
which is very search-engine friendly. The caption is a versatile field because
you can insert HTML tags like <strong> tags around keywords to format
your text to look better. You can also add links like <a href=moreinfo.
html>More info</a> into the Caption field.

Order functionality: Next is my favorite part: how folks order. Here you show
the product’s price, product options (such as sizes and colors), quantity dis-
counts, product availability, and an Order button. Sometimes on product
pages with multiple options and quantity pricing, this order functionality can
get kind of hairy-looking.
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Product availability: The Availability variable is a global setting, which is
turned off by default. It’s really good manners and good business to tell cus-
tomers the standard delivery time for a product. Customers hate ordering
something and finding out that you can’t ship it.

Unfortunately, you have to choose an average standard delivery time for all
your products. When you have custom or drop-ship items that may take
longer to ship, you can then override the Availability variable on a product-
by-product basis.

When you select an Availability from the Variables page (or override the
Availability variable), the Store Editor forces you to choose from several dif-
ferent availability messages. There’s gotta be an availability that suits your
business, but if not, database uploads may be for you because they give you
total control over the Availability field. You can upload whatever text you
want. Chapter 23 fully explores database uploads.

Product name: If you have any text in your Headline field, the text inside the
Name field appears here as bold text.

Product code/SKU: The Code field needs to be unique for each item. Codes
appear on the product, Shopping Cart, and Checkout pages, and even in the
order confirmation e-mails. Most people don’t know this, but your store’s
internal search functionality searches the Name, Caption, and Code fields.
Cool! Use the manufacturer’s product number, SKU, or UPC code as an item’s
Code because some folks search for products by the numbers.

Product price: The price is formatted differently based upon several factors,
including the presence of a sale price or quantity pricing. If you have a regu-
lar price and a sale price, text labels appear before each number. Edit the
Regular-price-text and Sale-price-text on the Variables page.

Price-styles: This variable controls the look of prices on product and section
pages and the home page when you use specials. Figure 12-3 displays Normal
(the default), Quiet, and Big Price-styles. Keep the following in mind when
working with Price-styles:

v~ If Price-style is set to Quiet, prices are formatted the same as the Normal
setting with bold formatting.

v If Price-style is set to Normal, the price appears without bold. If there’s a
Sale-price, the Sale-price is displayed in bold as well, and the color of the
Sale-price comes from the variable Emphasis-color.

v If you have Price-style set to Big, the sale price appears bigger in Display-
text-title, which matches the headline font, but the color is controlled by
Emphasis-color.



Figure 12-3:
Price-style
determines
how loud
or quiet
the price
appears on
the product
page.
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Figure 12-4:
Quantity
pricing
displays on
the bottom
of the
product
page.
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Headline: Price-style is QUIET

This is the Name Field
QTY-PRICE Regular Price: $24.95 Sale Price: $20.00, 2/$30.00, 5/%50.00 Add to My Cart

Headline: Price-style is NORMAL

This is the Name Field
QTY-PRICE Regular Price: $24.95 Sale Price: $20.00, 2/$30.00, 5/$50.00 __ Addta My Cart

Headline: Price-style is BIG

This is the Name Field
QTY-PRICE Regular Price: §24.95 Sale Price: $20.00, 2/$30.00, 5/$50.00
Add ta My Cart

Product options: Product options (like color or size) appear as drop-down
menus. The variable Order-style determines how options are formatted:

v Normal lets the options fall where they may, depending on length of
the text.

v Two-line inserts a line break after the name, which kicks the code and all
the options down to the next line.

v Multi-line kicks each option down to a separate line, which looks a lot
better for stores that offer a lot of product options, such as apparel
retailers.

Figure 12-4 shows how Quantity pricing displays a little differently. For exam-
ple, if the regular price is $12, your Sale-price is $10, and you have a buy-12-or-
more price of $5, the Store Editor displays your price like this:

Regular Price: $12.00 Sale Price $10.00, 12/ $60.00

This is the Headline

This is the Name Field
QTY-PRICE Regular Price: §24.95 Sale Price: $20.00, 2/§30.00, 5/$50.00 Add to My Carl |
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The text in the Quantity-text variable separates the quantity and the price
when you discount an item with quantity pricing. I think 12 for $60.00 reads
better than 12/$60.00. Change the / (slash) to the word for, and your price
looks like this:

Regular Price: $12.00 Sale Price $10.00, 12 for $60.00

Order button: The text on the Order button comes from the text in the vari-
able Order-text. Make that text Add To Cart or Add To My Cart for a higher-
converting product page.

After all the order and price stuff, any IDs inside the Contents field display
according to how you have your Leaf settings on the Config page, with
thumbnails, links, text, price, and sometimes an Order button.

Maintaining Your Pages
in the Store Editor

In this section, [ cover the basics of creating and maintaining a new store in
the Store Editor, including new ways to create pages, effective editing, how to
move pages, and painless page removal with a primer in deleting pages. If
your inventory changes pretty often or you have new products coming in,
you’ll spend a lot of time creating and editing pages. More time on the site
means more money in the bank!

Creating new pages inside the Store Editor

Creating a new page in the Store Editor is easy. All you do is click the appro-
priate button, type the page’s name, and click the Update button:

v To create a section page, click the Section button. The Store Editor cre-
ates a new section and takes you to that new section’s Edit page, where
you can type info or upload images.

v As shown in Figure 12-5, an Edit page is simply a Web form with all the
different fields for an item or section. Type some text in the Name field,
type a brief description in the Caption field, and click the Update button.
Your changes appear on the page. If you're happy with your work, keep
on trucking. If not, simply click the Edit button, which takes you back to
the Edit page, and make any desired changes. Pages created with the
Section button are not leafed, and the Orderable, Taxable, and Leaf fields
are automatically set to No.
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Create New Object
I
Figure 12-5: | !¢ section
The Edlt Type:
page fora
section _|Ca”°9‘
page. (lds can only contain letters, digits, and dashes.)
I

v To create an item page, click the Item button. A new page is created
inside the page you were just on. The Store Editor is pretty smart and
anticipates that this new item page is going to be a product. The Edit
page, where you can input the Name, Code, and Price fields, appears for
this item. The Orderable, Taxable, and Leaf fields are automatically set
to Yes. Pages created with the Item button are also leafed so that when
you add accessories to an item page, they’ll have an Order button.

v To create an Accessory, you need to be on an item. If you are on an Item
page, the Item button on the Edit Nav-bar is replaced by the Accessory
button. Click the Accessory button to add a product to the Item page.
Accessory items are NIL templates, which means that they don’t have
their own page, but exist only on this item page.

Store Editor pages can change back and forth from section to item to acces-
sory and back. All you have to do is change a few settings on the Edit page
and add (or remove) some missing information. The Show Product/Hide
Product button makes the hidden product fields appear or disappear. These
product fields are Code, Price, Sale-price, Orderable, Options, Ship-weight,
Taxable, Download, Family, and Gift-certificate. These fields exist on the sec-
tion pages, but you just can’t see them until you click the Product button. I
use the words item and product interchangeably because a product is some-
thing you sell, but an item can really be anything.

Here’s how to switch pages from sections to items to Accessories and back:

1+ To make a section an orderable item, set Orderable and Taxable to Yes,
input a Code and a Price, and change Leaf to Yes. Click the Update
button, and you now have an orderable product.

v To change an item to an Accessory, first you must be in the Advanced
mode of Store Editor. Edit an item and change the template field to NIL,
which makes it a NULL page.

v To make an Accessory into an item (with its own page), you must be in
the Advanced Store Editor. Edit the item and change the Template field
from NIL to “Page.” (without the quotes but with the period) and click
the Update button.
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Figure 12-6:
Creating
pages on

the Contents
page gives
you the
most control.
|
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Advanced users can create new pages in other places, too: on the Contents
page and by performing database uploads. These other ways of adding pages
give you more control over the pages and allow you to do things you just
can’t do by clicking the Item, Section, or Accessory buttons. Here’s how I like
to add pages to my sites:

v Create items or sections on the Contents page. Click the Contents
button on the Edit Nav-bar, which takes you to the Contents (site map)
page. Figure 12-6 displays what you see when you click the New button.
Type the ID and select a type to create a new page. Creating products in
Store Editor from the Contents page gives you total control of the ID, but
the page isn’t inside a section page anywhere and is considered an
orphaned item. The page has the same settings as an item page (the
Orderable, Taxable, and Leaf fields are automatically set to Yes).

v Add thousands of products and sections with the click of a mouse.
Click the Database Upload button on the Edit Nav-bar, upload a CSV with
your new or updated product information, and click either the Add or
Rebuild button to update your store. Be careful. Creating products with
a database upload lets you control the ID, determine the Path (where
pages exist in your store’s navigational hierarchy), and control the con-
tents inside each page, among other things. Read the full details in
Chapter 23 before you start shaving with a chain saw.

I Edit I Edit All I Section I Item | Link I Move | Image | Special | Cut I Copy | Delete | Look I Layout | Variables | Help |

I q | Find I ‘Contents | Files | Templates | Types I Database Upload | Config | Controls |

CLIPBOARD [CLICK TO INSERT): Batk Collars Section? Section] Gadgets Sectiond Gadget-5000 |

When you create multiple items that are almost the same, it would be nice if
you could use a Clone button to create a new item with copies of all the same
settings. Unfortunately, this Clone button doesn’t exist for the Store Editor.
The best way to create many similar, yet slightly different, products or pages
is to use the Database Upload feature. Create a CSV file using Microsoft Excel,
create a record with the original info, and then copy the record, changing the
ID field for each variation of the product you have. Save the CSV and do a
database upload. I cover product uploads in loving detail in Chapter 23.
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Editing product and section pages

Editing product and section pages is easy with the Store Editor. To edit a page,
browse to that page in the Editor and click the Edit button. Add or edit text,
upload images, or change prices. Click the Update button to save your
changes and then preview that page in the Store Editor. If you like what you
see, click the Publish button to make your edits to the live site. In a few
moments, the real version of the store is updated with your changes. You
don’t have to publish after every page you change, but [ do like to publish
every hour or so as I'm working in the store to keep the published store
updated.

When you click the Edit button, the Edit page for that object appears, and
you can see the properties of the specific page in an HTML Web form that lets
you add, edit, or delete information in various fields (Name, Image, Code,
Price, or Caption). After you make your changes, you can accept your edits
by clicking the Update button or opt not to save them by clicking the Cancel
button.

“@N\BER When you click the Edit button on a page, you're only editing that one page.
> When you click the Variables button and change settings, you’re making
changes to the global Variables settings that affect virtually every page on
your store. There is only one Variables button, not a Variables button for
each page. This point confuses some folks.

Also, when you click the Edit All button on a section page, you can edit the
Name, Code, Price, Sale-price, and Options for all the items in that section in
one spot.

Moving pages by cutting to the Clipboard

The Clipboard and Cut function make it easy to move pages around in the
Store Editor. Here’s how it works: Browse to the page you want to move and
click the Cut button on the Edit Nav-bar to cut the page from whatever page
it was inside (removing the ID from the Contents field) and place it on the
Clipboard. The page appears just under the Edit Nav-bar as the name of the
product as a text link. Just browse to the wherever you want to move the
page and click the name of the page on the Clipboard to insert the cut page
as the last object on that page.
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Using the Cut function removes the page from every other section or product
page it appears in. This deletion may be a problem if the page appears inside
many products and sections. Okay! Here’s some Clipboard content for your
consideration:

v~ Editing pages on the Clipboard is tricky. One way to edit them is to
temporarily paste the page on another page, edit that page, and then cut
it to the Clipboard again after editing it. A better way to edit pages cut to
the Clipboard is to use the Find button. Type the page’s ID to jump
straight to the page and click the Edit button to go to town.

1 Cutting a page to the Clipboard makes the cut page an exiled item so
that it doesn’t appear on the published site. These pages look okay in
the Editor but are invisible on the published site as long as the page is
marked by a button at the top of the Unexile page.

+* You can place exiled pages into section pages by typing or pasting the
ID into the Contents field, but the pages are still exiled. Exiled pages
may work in the Editor and look like good links, but the links aren’t click-
able on the published site, and visitors trying to get to the page from
search engines or by typing the URL straight in their browser either get
an error page or are dumped to your home page.

v~ If a page was on the Clipboard and then got knocked off (for whatever
reason), it may still be marked exiled. Exiled pages are bad news
because the pages don’t work on the published version of the site, but
they look okay in the Store Editor. You don’t really know you have a
problem until you publish and poke around on the published version of
the site. When customers complain about links not working or pages dis-
appearing, it’s usually a case of an exiled page.

1 The only way to fix an exiled page is to click the Unexile button.
Unexiling a page and clicking the Publish button makes the page avail-
able on the published site.

v To see all the exiled pages in your store, go to the Contents (site map)
page and click the Siberia button. A page appears displaying all the IDs
of the exiled pages, whether or not they appear on the Clipboard.

When you do a database upload (see Chapter 23), pages on the Clipboard get
dumped back into the site because, for some bizarre reason, all exiled items
get unexiled. These dumped items from the Clipboard become orphaned pages
(pages without parent pages linking to them), and you can find them at the
bottom of the Contents page (site map). These pages appear in your internal
store site search results. Search engines can find them, which means that cus-
tomers can find them and order items you thought you took off the site.
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Copying pages into more than one section

Sometimes you want a product to appear in more than one section. For
example, say that you sell a hundred different flashlights, and they all use the
same size batteries. Instead of making 100 different accessories with the
exact same information, just copy the batteries onto every flashlight page.

A faster way to put the same product into multiple section pages is to insert
the ID of the page into the Contents field of every page where you want that
page/object to appear. Browse to the section page, click the Edit button, type
the ID, and click the Update button. Repeat for each additional section page.

Deleting pages

Deleting pages can be scary! When you delete a page, you delete all the pages
inside that page, and the pages inside that page, and so on, and so on, and so
on, as well as every single reference to all those deleted IDs in any other page
on your site. When you click the Delete button on a section or item page, you
get a list of all the IDs you're about to delete accompanied by a very scary
warning message:

“Warning: You are about to delete: {name of ID}. Deleting will remove all
instances of the above-listed item(s) and or section(s) throughout your store -
not just the items on this page. Deletions are not recoverable. Are you sure
you want to delete?”

QWING/ This message is your only chance to reconsider. Carefully read through the
list of IDs and click the Yes button if you're certain you never want to see
those pages again. After you click the Yes button, your deleted page(s) are
gone forever. This point is super-important: All the pages inside that page
(pages with IDs in the Contents field) get deleted, too, even if the pages exist
elsewhere. So if you delete a section containing section pages with tons of
subsections with potentially hundreds of products, who knows how many
pages you're deleting. Talk about collateral damage!

To remove IDs from any particular page without deleting anything, simply
edit the section page, scroll down to the Contents field, highlight the object
ID with your mouse, and press the spacebar. If the page is the child of many
other pages, you aren’t really orphaning that product. If the object doesn’t
exist inside any other pages, it will be orphaned, and you can find it on the
Contents page or by using the Find button.
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When I delete pages, [ usually create a new temporary page with the ID
delete-me-please. Then I paste all the IDs of all the pages [ want to delete in
the Contents field of the new delete-me-please page and click the Update
button. If I'm really sure, I click the Delete button on the Edit Nav-bar and
then click the Yes button, and all those pages are gone forever.



Chapter 13
Merchandising to Sell More

In This Chapter
Picking the products you prefer to push
Merchandising products across the entire site
Cross-selling in the cart

Navigating the virtual aisles

M erchandising your online store is one of the keys to online retail suc-
cess. How you display your products on your Web site determines
which products get exposure. The products that people see are the products
that get sold.

Remember that the average visitor to your Web site will only see four or five
pages. You have a lot of control over which pages the average customer sees
by which products you feature on your home page and how you design your
store’s navigation. (For more on home-page design, see Chapter 11.)

In this chapter, [ show you how to pick which products you should push, how
to organize your section and category navigation to get the most bang for
your buck, and how to maximize your most valuable real estate.

Specializing in Bestsellers

[ could make this chapter extremely short if my editor, Kelly, would let me get
away with it. Here goes: 99 percent of Yahoo! Store merchandising is taking
your bestselling products and slapping them up on your front page where
everyone can see ‘’em. That’s it. Trust me. It’s better than free money.

Half of the people who hit your site visit your home page. Put your specials
near the top of your home page (within the first screen shot), and maybe
you'll see 150 percent increases in sales per product like I do. You can cross-
sell from the Shopping Cart all you want, but 90 percent of the people who
visit your site will never add an item to their cart. Cross-link, accessorize,
upsell, and add on like crazy, but effective home-page specials kick your “You
want fries with that?” up and down the block.
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Uh-oh! I may have just done you wrong in trying
to drive home a very important point. The reality
is that most small-business retailers don‘t max-
imize the effectiveness of their home page spe-
cials, but that's where most people get the
biggest bang for their buck. If | can't get retail-
ers to do the big, easy things, how can | ever get
them to accessorize, cross-link, upsell, and add
on to every single customer?

As a retailer and a consultant, | tend to try to be

It's the little things that getcha!

bases and do the little dance. Home runs are
fun, but the reality is that bunts and singles and
sacrifice flies win baseball games. | recommend
that you do both. When you have a new break-
out product that looks like it could be a home
run, then swing for the fence. But with your
average, ordinary, everyday sale, just try to get
the guy to buy some batteries, too. Think of it as
a sacrifice fly to bring in that guy on third base.
No matter what you do, brilliant merchandising
is not going to double or triple the sales of the

a home-run hitter. | like to swing for the fences

and knock it out of the park. | like to run the T

Featuring specials

The Store Editor gives you an easy way to feature items, sections, or other
pages on your home page with the Specials feature. Specials are thumbnail
images and text that link to a featured product or section. Figure 13-1 shows
you an example of a home page that makes good use of specials.

click anywhere on the image to go to the INDEX / HOME page

THIS IS A SPECIAL
THS TEXT IS IN
THE LABEL FIELD.
$65.50

MESSAGE FIELD: This text is what you type into the
message field on the home page

SPEGIALS ARE EASY TO
GHANGE. JUST GLIGK ON
A PRODUGT PAGE AND GLICK

FEATURE NEW PRODUCTS,
OR SPEGIAL OFFERS
INTHIS VALUABLE REAL

ESTATE THE SPECIAL BUTTON.

Figure 13-1:
A home
page with
three
specials
onit.
|

You can change this by going to the "index" or home
page and clicking the EDIT button on the edit navbar,

This is the field where you can really optimize your page
for search engines and tell your patential customers why
they should buy from you. You can also take advantage
of using text links, text links, and more texd links to your
section, and product pages

Keep your site looking fresh by rotating new items and bestsellers as home-
page specials. Show as many specials as you want on your home page, but I
think anything more than two rows is wasted space. I prefer five-column rows
showing the thumbnail, a text link, and the price.

\\3



Chapter 13: Merchandising to Sell More

\\J

Making something special

To make an item a special, browse to that item in the Store Editor and click
the Special button, located in the middle of the Edit Nav-bar. The Editor
creates a special link to that item on the home page and takes you there to
see it.

To remove a special, you need to browse to the item or section page that is
the special, and the fastest way to do that from the home page is to click the
special’s thumbnail. When the product page loads, look at the Edit Nav-bar.
Notice that the Special button now says Not Special, which reminds you that
this page is a featured item on the home page. To remove this item from the
specials, click the Not Special button, which removes the link from the home
page. The Editor whisks you back to the home page to show you it’s gone.

The Special/Not Special feature works in both Regular and Advanced mode. If
you see one row of buttons, you're in the Regular mode of Store Editor. Click
the little red arrow that appears on the far right side of the Edit Nav-bar to
switch to the Advanced mode. When you see two rows of buttons on the Edit
Nav-bar, you're in the Advanced mode of Store Editor, which gives you access
to all kinds of powerful store-building and -editing features. Click the button
on the far left side of the Edit Nav-bar to return to Regular mode.

There’s a quicker and better way to add or edit specials when you're in
Advanced mode. Browse to the home page and click the Edit button to edit
the home page. When you have specials on your home page, the object-IDs of
the products or sections appear in the Specials field in the order that they
appear on the page. This field acts just like another Contents field, where you
control the specials by adding, shuffling, or removing object-IDs from the
Specials field.

Victoria's other secret

If you don't believe me, I'll let you in on Victoria's
Other Secret. There | was in sunny California at
Search Engine Strategies, and | happened to be
eating lunch with the former marketing some-
thing-something of Victoria's Secret. Guess who
got to go to merchandising school and find out
about maximizing the most valuable real estate
on your home page by rotating and testing prod-
uct specials?

Now | don't kiss and tell, but | discovered that
some companies live and die by home-page
specials. Some companies like to put three spe-
cials on the home page because that real estate
is more valuable than any runway model. Within
an hour, one special gets pulled because it's not,
uh, fully supporting someone'’s well-developed
marketing goals. | guess even supermodels live
and die by that conversion rate. Work it, baby!

199
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Here’s how to manage specials a little bit faster by editing the home page:

v Make an item a special. Type the object-ID of any product or section in
the Specials field and click the Update button.

+ Remove a special from the home page. Delete the object-ID from the
Specials field and click the Update button.

v Change the order of the specials on the home page. Change the order
of the object-IDs inside the Specials field and click the Update button.

Editing the look and feel of specials

To change the appearance of home-page specials, click the Edit button on
the home page. When the Edit page appears, scroll down until you see the
Specials-format setting, which controls the two different ways specials appear:
As-thumbnails or As-contents. Figure 13-1 shows a page with the Specials-
format set to As-thumbnails, which is the default setting and renders specials
links as images with a thumbnail and label. As-contents displays specials just
like the Contents look on your home page.

Showing specials As-thumbnails is really good for new stores that haven't fig-
ured out how to maximize the use of the Contents formatting settings, which
are kind of convoluted.

These different elements control the appearance of specials:

v Thumbnail: The thumbnail image is automatically generated from the
item’s Image field unless you uploaded a separate image to the Icon field.
The thumbnail image’s size is controlled on the Variables page by Thumb-
height and Thumb-width settings, which are set to 45 pixels by default.

v~ Label text: The label text (which really isn’t text, but a GIF file image of
text) comes from an item’s Label field, unless it’s empty and uses the
item’s Name field instead.

v~ Label settings: The appearance of the label text is controlled by three
settings on the Variables page: Label-font, Label-font-size, and Label-
color. The default settings are Helvetica-Bold, 10, Black (0 0 0), which
makes the label text read okay, but the letters are always all caps, which
is harder to read.

Match your Label-font to the other fonts you use on the site, but don’t
make your Label-font-size too big. I see a lot of new Yahoo! Stores with
huge labels! Keep your Label-font-size smaller than your Button-font-size
or Display-font-size.

v Price: The price comes from the real selling price, whether that’s the
Price or the Sale-price (if there is one). If the Variables setting Price-style
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Figure 13-2:
Specials-
format:
As-contents
formats
specials and
sections on
the home
page the
same way.
|

is set to Quiet, then price shows only on the item page, not the section
or the home page. The color of the price is controlled by the Variables
setting Emphasis-color.

Specials As-thumbnails show up only in one row, so the number of specials
you can have is limited to the page width. Also, unlike specials As-contents,
the Name field doesn’t automatically kick down to the next line. If the name of
a product is too long, it looks funky! Fortunately, the Label field comes to the
rescue. You can either type a short, snappy label or, because the Label field is
a “smart” field that remembers line breaks, type a few words, press Enter,
type a few more words, press Enter, and type the rest of your label on the
third line.

Specials shown As-thumbnails are images (even the text is a picture of text),
not a graphic, so you don’t get the benefit of anchor text for search engine
optimization. [ cover SEO in Chapter 19.

Figure 13-2 shows Specials As-contents, which look just like your Contents.
The Contents of the home page are your top-level categories, which are deter-
mined by which Object-IDs are inside the Contents field of the home page.

ven 2005 Tritronics G2 Training Collars from $239.
NOW IN STOCK: Be the first on the block to have
the latest in dog training collar technology.

sportsg, ‘ sport8oe ‘ sport80m ‘ sport6s

t.'
Tritronics Sport 50 Tritronics Sport Tritronics Sport Trltrnnlcs C\asslc 70 Tritronics Snnr‘t 65
G2 80C G2 80M G2 BPR G2
$260-00 $239.00 4326068 $289.00 432666 $289.00 ﬁam$299.nn $—CH}B—BB$349 0o

When you use the Specials:As-contents setting, the look of both your Contents
and specials is controlled by the home page settings Contents-elements,
Contents-format, and Columns. On almost any other page, the look of
Contents is controlled by the Variables with the same names.

Figure 13-3 shows the Edit page of your home page, which has separate
Contents-elements, Contents-format, and Columns settings than the rest of
your site, so you can go for a slightly different look here. I talk about formatting
your section pages with these variables and the Leaf setting in Chapter 11.
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Figure 13-3:
Contents-
elements,
Contents-

format, and

Columns
control the
appearance
of Contents
and specials
when the
Specials-
format is set
to As-
contents.
|

tritronics-sport-50-gZ tritronics-sport-g0c-gZ tritronics-sport-slm-oZ |
tritronics-classic-70-g2 tritronics-sport-65-bpr-g2 tritronics-pro-100-g2 v

Ag-contents ¥

dogsupplies dogtrainsupe dogtraincolm tracking-collers dog-training-
collars-buyers—guide onlinecatalog steve-snell dummies tri-tronics bark- v

Specials

Specialsformat

Contents

Contents-elements

Contentsformat Ell i

Columns

Troubleshooting specials

Don’t panic if specials don’t show up on your home page when you think they
should. Specials are turned on by default, but you (or your designer) may
have changed your Page-elements settings. To make sure that the specials
element is turned on in your home page’s Page-elements setting, browse to
the home page, click the Edit button, and take a look. A list of all the elements
shows up in the order that they appear.

For example, I'm showing all my Page-elements on http://Ystorebooks . com:
Name, Specials, Image, Message, Contents, Address, Intro-text, Final-text,
Buttons, and Search. Click the Change button, and the Edit List Position (Page-
elements) form pops up, where you can change the numbers to the right of
the elements’ names to alter the order the elements appear on the home page.
If you don’t want certain elements to appear, remove the number from the
Order field. I talk a lot more about Page-elements and other settings unique to
the home page and other pages in Chapter 11.

Make sure there’s at least one real Object-ID in the Specials field, too. It’s easy
to make a typo if you're just typing in the object-IDs. If you’re using Specials-
format:As-contents, make sure that some elements (Image, Screen-title-text,
Price, and so on) are selected in Contents-elements. Also, take a look at your
Variables page and make sure that Label-color and Link-color aren’t the same
color as your background.
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Picking What Products to Push
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Knowing how to promote products and merchandise your Yahoo! Store is
important, but knowing which products to promote can be the difference
between making it and not making it. When selecting products to feature or
to make a special on the home page, I look at overall sales volume, how much
profit  make per sale, and which products generate repeat business and
appeal to customers who are more likely to buy again and again.

Use the Store Manager’s Sales report to determine your products for mer-
chandising. | take my bestselling products and look at several different fac-
tors: revenue (sales), page views (popularity), number of orders, and number
of items sold. Product sales history is more about merchandising than it is
about statistics. In Chapter 20, I show you how to use your Sales report to
find which products to push and which sections and categories deserve the
largest portion of navigational real estate based upon what'’s really selling.

Here’s how [ decide what products to promote:

v Most of the time, a little sells a lot. For most retailers, 20 percent of
their products drive 80 percent of their sales. Looking at a real Yahoo!
Store’s sales for April 2005, 700 different products sold that month:

e The top ten products accounted for 35 percent of the revenue.
¢ The top 40 products accounted for 60 percent of the revenue.
e The top 120 products accounted for 80 percent of the revenue.

Make more by prominently displaying these top items. Highlight or fea-
ture these bestsellers within their various categories to maximize sales.

v Nothing succeeds like success. Pushing what items are already selling
can give you a lot more sales with just a little more effort. It’s far easier
to take a solid seller and turn it into a star than it is to get a slow-moving
item moving at all. Push the fact that your bestsellers are the best-
sellers. Most people feel more comfortable buying what other people
bought. If it’s popular, it may not be the best, but it’s probably not the
worst! [ can increase a bestseller’s sales by 10 to 15 percent just by
adding “bestseller” to the name. Sounds sort of obvious, but it works!

 Promote products that encourage repeat orders. | also like to push the
pages that sell products to folks who tend to become repeat customers.
[ am much more interested in getting a customer for life than [ am in
simply making a single sale. I push anything that needs refills, or wears
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out, or gets used up, or gets read or watched and has new releases
coming out.

v+ It’s not what you gross, it’s what you net. If my dad said that once, he
said it a thousand times. It’s taken me awhile, but I finally get it. I pro-
mote the stuffing out of products where I have a higher profit margin. All
things being equal, if a customer is trying to decide between two prod-
ucts that cost about the same and solve the same problem, I'm going to
push the product (or the distributor or manufacturer) that gives me the
better discount and the fattest margin. Sometimes that extra 5 or 10 per-
cent profit is the difference between making it and not making it.

Making small improvements to your top-selling product pages can result in
huge increases in sales, but the opposite is also true. You can screw up a per-
fectly good product page by trying to “fix” it. Be careful. Make small changes
and track your results. If something doesn’t work — or shoots your sales in
the foot — it’s easy to undo that last change and try something else.

Merchandising Top Sellers
with Navigation

Generally, a typical Yahoo! Store’s top-level navigation is divided evenly
between the seven or eight major categories reflecting the breadth of the
store’s product mix. My experience is that more than half of a store’s sales
comes from its top two or three product categories. What’s funny is that the
subsections of these super-categories often outsell the nonperforming top-
level categories, even though the nonperformers get all that valuable naviga-
tion button bar real estate. Pretend you're looking at licensing revenues for
all the starters on a pro sports team —say, Michael Jordan, Scottie Pippen,
some guy who looks kinda familiar, some other guy, and that guy no one ever
remembers. | bet Michael Jordan’s Pez dispenser revenues alone outsell the
rest of the team’s total licensing revenues combined.

Your business probably isn’t exactly what you envisioned when you started
it, but hey, you're selling something. Here’s an idea: Let your customers tell
you what’s important on your Web site by where they go and what they buy.

For example, when Steve and I started selling comics and popular culture col-
lectibles way back in 1988, we let customers’ buying habits determine how
the stores were merchandised. We actually allocated physical retail floor
space and merchandising in our stores based upon what product categories
generated the sales and profits.
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Do the same thing with your store’s site-wide navigation. Take your best-
selling category and pull the top three subcategories up into the top naviga-
tion. Add these subcategories to your home page, add these pages to your
navigation button bar, and give them the space they deserve.

My best experience with allocating site-wide navigational real estate by sales
volume has been to take the best “shop by manufacturer” pages and include
them in the global site navigation and top-level category pages. For example,
if you sell MP3 players, chances are that Apple’s iPod is your #1 seller.
Instead of making a customer drill down into the MP3 Players section and
then into the iPod section, move the Apple iPod section to the top of the
heap. The iPod accessories are popular, too, so that category may warrant a
top-seven spot for this hypothetical electronics retailer.

Figuring out what to feature when
you have no track record

If you're a new retailer, it’s hard to figure out what products to merchandise
because you have no idea what’s going to sell. You have no sales history to
fall back on, no data to mine. You can be patient and wait for six months and
let your customers tell you what to promote, but if you're as aggressive as |
think you are, you want to take action now. Here are ways to find out what
products to promote:

v~ Ask your suppliers what’s hot. Your wholesalers, dealers, distributors,
and manufacturers sell the same products you buy from them to many,
many other retailers. Hopefully, your supplier won'’t tell you exactly
what items your direct competition is selling, but many times you can
get companywide bestsellers, top-100 product listings, and other aggre-
gate industry information. If lots of other folks are selling it, consider
moving it to the top of your promotions list.

1 Check out the competition. Lots of times, your best competitors will tip
their hands and give you valuable information about what’s selling for
them. Poke around their Web sites to see what products they promote
as popular or bestsellers.

v Go shopping at Shopping.com. Shopping.com releases a weekly list of
bestselling products. Figure 13-4 shows the Shopping.com Consumer
Demand Index, which offers lists like Top 20 Shopping Searches and
What’s Hot, as well as a graph of what’s jumping this week online. See
www . shopping.com/cdi for what’s moving and shaking in e-commerce.
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Figure 13-4:
Shopping.
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list of
bestselling
products.
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Top 20 Shopping Searches What's Hot: costumes
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v Watch the big boys, too. When Amazon.com or other category killers
are promoting specific products on their home pages or section pages,
you can be absolutely certain that this real estate is generating revenue,
whether through direct online sales or kickbacks for product placement
by the manufacturer. Hide and watch!

 Pay to play. Buy yourself some test traffic. Spend the big bucks on a Pay-
Per-Click advertising blitz (which I talk about in Chapter 18) and watch
where all the traffic goes.

Featuring products across the site

You have many opportunities across your store to feature products. You can
promote new items, special offers, and featured products on the home page.
On section pages, you can add links to recommended products inside the
caption, as well as feature bestsellers. On product pages, you can feature sim-
ilar and even competing products with Compare To links. You can also upsell
by linking to higher end, best-in-class products. You can also display sup-
plies, accessories, and related items on every product page. When someone
adds something to the Shopping Cart, you can use the cross-sell feature to
show three related products or accessories.
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Speeding up the clock with paid search

Several years ago, | spent around $2,000 buying
paid-search keywords and sold around $5,000
worth of hammocks in an affiliate pilot project.
In the end, | lost only a little bit of money after
paying for the hammocks ($3,500 wholesale
cost) and some overhead (around $500), but |
discovered which pages and products generated
sales a lot faster than | would have otherwise.

Paid-search advertising allowed us to buy the
most valuable keywords and turn several thou-
sand shoppers loose in our store. We saw
where they went and what they bought. We

found out that our most popular products were
buried way too deep in the Web site.

This research convinced us to move these prod-
ucts to the top of the home page and feature
them as home-page specials. We also discov-
ered that even though our site was organized
into seven major sections, the majority of our
sales came from two sections and all their sub-
sections. The first thing | did after that campaign
was to upgrade the subsections from those
two super-selling sections to top-level section
navigation.

\\J

Here’s how I recommend featuring products across your site:

1 Maximize your home-page real estate. Make one row of five specials
across the top of your home page. Rotate these on a weekly basis. Include
a loss leader, a new product, and three of your bestsellers from different
sections. Do anything you can to make the offer more exciting. If you can,
do a limited-time offer. Push new products in their own section.

1 Push bestselling products on section pages. Sprinkle hypertext links to
specific products within the captions of other products. For example, on
Mom’s duck calls section page, I link to a related waterfowl identification
book. This link is not only helpful to customers, but it’s also very good
for search engine optimization as well.

Figure 13-5 shows how I push to the top three products that [ would
really prefer to sell. [ have a higher profit margin on these products, the
product pages convert extremely well, or these products are my best-
selling products in this section. Emphasizing your bestsellers on your
section pages helps customers like me who may not want to evaluate
every possible product you sell, but just want to find something that’ll
do the job and buy it.

Also, often times the last icon on the right of the first row gets all the
clicks. Put your bestselling or most profitable product here. Whatever
link gets the clicks gets the chance to convert a browser into a buyer.
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Figure 13-5:
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v+~ Upsell on the product pages. Product pages are the perfect place to

upsell better merchandise. Make sure that your customers explore all
their options before deciding what to buy. As a shopper, | hate nothing
more than buying the wrong version of what I really need. You're actu-
ally doing me a favor by trying to sell me the best product for my needs.

A real-world example of upselling is when retail salespeople start show-
ing you the top-of-the-line models and then work their way down the
product line until they find a product that has both the features you
need and a price you can afford. Unfortunately, you can’t control what
products customers look at first, but you can gently push people to the
products you think they should consider.

On mid-line or bargain-level products, link to more expensive products
with text like “Need more features? Consider the S-class Widget 600.”
Link to best-in-class or feature-rich, top-of-the-line products.

v Accessorize the product pages. Product pages are the perfect place

to sell shoppers everything they possibly need to get the most out of
their merchandise. If a product needs batteries, sell batteries on the
product page. Push extended warranties, refills, and any accessories
that make sense.

If a particular product has multiple accessories, take three to five
accessories and bundle them with the original product to make a kit, gift
basket, or ultimate version of the product. Throw in a little something
extra for free for a very inexpensive promotion and an easy upsell.
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Finding $30,000 in Sales
by Using Cross-Sell

Figure 13-6:
Sales from
cross-
selling show
up on the
graph.

Cross-sell is a relatively new feature for Yahoo! Merchant Solutions, which is
available for all accounts except those using the Starter package. The Cross-
sell feature uses item codes to connect items placed in the cart with corre-
sponding cross-sell items. Not only can you use cross-sell to suggest other
related items when someone adds a specific product to her cart, but when
someone buys one item, you can also give her a discount (as a percentage or
a dollar amount off) on other specific items. You can also set start and end
dates for promotions and special offers.

[ used to believe that the Cross-sell feature was more clutter than it was worth
because when a shopper gets something into the cart, I like to get out of her way
and let her check out. When someone is in the mood to buy, [ try to do two
things: make sure that she has everything she needs and then get out of her way.
[ am obsessed with removing clutter from the shopping process. Remove all
impediments to buying. Anything that gets in the way of closing the sale is gone.

I'll admit it. [ was wrong! Here’s a cool story that illustrates the point that you
don’t need to close the sale until you make sure that the customer has every-
thing he needs.

Figure 13-6 shows how a new client’s site generates around $100 a day in
additional sales from cross-sells. That’s $36,000 a year. You can also see what
products are being cross-sold because items bought from cross-selling have
little + signs next to them on the individual Order page.
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Figure 13-7:
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The best part about cross-selling products is that these sales are most likely
ones you wouldn’t have gotten otherwise, so all the gross profit really goes to
the bottom line. Usually, there’s no additional cost on the sales, because you
can just throw something extra in the box. Sweet!

As long as you know a little bit about cross-selling, you're ready to try it out.
Go to the Store Manager under Promote and click the Cross-Sell link. If you
haven’t already turned on Cross-Sells, click the Get Started Now link. Figure
13-7 shows you the page where you can either create your cross-sell items by
hand, or you can create a table or CSV file with a list of product codes and
the corresponding codes of items you want to cross-sell with those products.

Unit

Item Options Price

Quantity Subtotal

m& ‘F”;‘]i’: Collars [FIF-275-19]; 1
2 Collar - Included I—
. e* Wireless Transmitters: 1 Transmitter 22 |l 22330, Hamevs

- Included

Subtotal for Gun Dog Supply 22595

Update Quantities Check Out |
Register |in qur customer database.

Related Products:

PetSafe Instant Fence - Extra Transmitter IF-100
' Price: 18496 Order

Petsafe Instant Fence Extra Collar [ PIF-275-13 |
Regular Price: 148,99 Order
Add to Your Order Mowe and Pay Only: 11999

Keep Shopping |

Retailers with large stores will probably never get around to listing three to
five items for every item in their store. [ recommend starting with the top
100, and doing ten products a day until you start seeing some results. When I
don’t have a specific cross-sell item for a product, I like to have what I call a
global cross-sell item. A global cross-sell works great until you take the time
to hand-pick three or more cross-sell items for every single product in your
Yahoo! Store.

Stop and look at each product and figure out three to five things that
someone buying this product also needs. Take a look at the orders for this
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product. Look at the other products people bought when they purchased
this product. Consider those products as well when you create your cross-
sell database. The more time and thought you put into a product’s cross-sell
items, the better your cross-sells will do for you.
< Here’s something easy to do that starts getting results immediately: Pick a
popular product that appeals to the broadest range of customers and offer it
as a default cross-sell on every product.

Do these two things: (a) Change the Code on that product to Cart-Special and
(b) create and upload a cross-sell table with a row for each product with each
product’s code in the purchase-item-code field and the code Cart-Special in
the every cross-sell-item-code field.

Here’s the cool part: Anytime you want, you can change what product is the
cart-special by changing which product has the code Cart-Special. This rocks!

Before you can create a Cross-Sell table to upload, you need a list of all your
product codes. You can get this list of codes by exporting your products
under Catalog Manager, under the product summary of the Controls in the
Store Editor, from the XML feed, or by using a third-party export tool like
David Burke’s Ystore Export tool at http: //ydev.visualfuture.com (see
Chapter 23).

P Cross-sells let you give free gifts with the purchase of selected items! I got a
20 percent increase in conversion rate by offering a free gift with a purchase
on one of our Yahoo! Stores. These free gifts cost us about a dollar, but the
perceived value to our customers is much, much higher. Our inventory of
free gifts changes quite frequently, and I can tell when we have a lame free gift
because sales tend to drop!

Make the discount on a cross-sell item 100 percent, which makes that item
free. Pretty cool! People can drive you crazy with free gifts, though, so be
careful. Some folks try to get something for nothing and will do things like try
to edit the quantity on their free gift. Make sure that you include proper dis-
claimers and terms and conditions on your free gifts just in case.

Merchandising Products in Other Ways

After you've figured out your most profitable categories and which items to
cross-sell, look at other ways to shop. You never stop coming up with new
ways to organize your products. See how your customers shop your store to
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determine how you merchandise your Yahoo! Store. Perhaps they do one (or
more) of the following:

+* Shop by product type: I prefer to group my merchandise in categories
by product type. It’s pretty easy to figure out category names, too.
Category names should be the generic keywords that most shoppers use
when searching for what you sell. By researching basic keywords (which
I talk about in Chapter 16), brainstorming, looking at the competition,
and asking some real customers how they shop, you can figure out
exactly what your main category navigation should be.

v Shop by manufacturer or brand name: I also like to group products by
manufacturer or brand name. Brand-name pages are also keyword
loaded. Sometimes your manufacturer pages will be your most popular
pages. Brand names are a very safe way for consumers to shop. For
example, [ don’t know a lot about patio doors and windows, but if [ buy a
top brand like Pella, I think I should be okay.

v Shop by problem (or solution): Lots of customers search for solutions
to their problems rather than by the specific name of a product or prod-
uct type. For example, if you sell dental hygiene supplies, create a Shop
By page called Ten Best Products To Cure Bad Breath, where you put the
alcohol-free mouthwash, the tongue scrapers, the dental floss, and
related products. I generated a lot of free search-engine traffic to one of
my dog sites when I created content pages about solving dog-training
problems: how to stop dogs from unwanted digging, how to stop dogs
from chewing, how to crate-train dogs (potty training), and how to stop
dogs from barking. Most of this content was free training information,
but I also linked to various products from these pages.

+* Shop by customer type: You can classify your customers into several
different categories: beginner, intermediate, and advanced users; ama-
teurs, semi-pros, or professionals; personal, small business, or corporate/
government customers; and so on.

v Shop by name (author, artist, and musician): When I sell books, I also
like to create a Shop By Author or Shop By Artist category, where I can
feature all the creator’s work and include a short biography. These
author pages are also great for linking to other resource pages.

v~ Shop by bestselling products: You can feature your top ten bestselling
products across the whole store, as well as bestsellers by section and by
product type. For example, on a strollers section page, you could high-
light your top three bestselling baby jogging strollers.
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v~ Shop new arrivals: Create a new arrivals section, where you can feature
the latest products to arrive in your online store. Feature this section on
the home page, too.

v Shop by occasion: Make special sections for each gift-giving holiday that
applies to your business — Mother’s Day, Father’s Day, birthdays,
Valentine’s Day, and especially Christmas.

v~ Shop by price: Price is a great way to merchandise products, especially
higher-end retail. Lots of people have a dollar amount in mind when
they’re shopping and either can’t or won’t spend any more or less.

For example, a few years back, | was looking to buy a bass amplifier, and
I made up my mind that it was going to cost around $1,000 to get what |
needed. The sales guy kept showing me $400 and $500 amps. They were
nice, but didn’t have enough thump. Argh! I kept saying, “I want some-
thing bigger. [ want something louder. | have to compete with the world’s
loudest drummer.” Finally he got it, and I got the amp I wanted. Mo’ bass!

Would you like fries with that?

Retailing super-consultant Harry Friedman likes ~ will attempt before they decide that you've
to tell this story at his retailing seminars. Harry  bought enough and decide to cut you off.

tests his client stores to see how many times
their salespeople will add on to an existing sale
after someone has decided to buy something.
He sends mystery shoppers into his clients’
retail stores with a no-limit American Express
card, with instructions to say yes every single
time the salesperson adds on items to an exist-
ing sale. For example, someone selling a suit
may suggest a belt, or socks, or a tie, or a sport
coat, and the mystery shopper says yes every
time. It's pretty funny (but probably not to the
retailer) to see how few add-ons salespeople

Recently, | had a chance to try out this approach
when | bought an Oreck vacuum cleaner.
| wanted to see how many times the phone rep
would add on. First, | bought the vacuum cleaner.
Next | bought a year's worth of bags. Then |
bought a multipurpose pocketknife. Next | bought
an air filter, and at that point, | was getting a little
nervous. | bought another multipurpose pocket-
knife, but then he stopped. Whew! I'm glad | did
my add-on experiment, but if anyone wants a
deal on some pocketknives, give me a holler. . ..
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Chapter 14

Checking Out the New
Shopping Cart

In This Chapter

Exploring the new Checkout Manager’s many features
Designing your cart to match the look and feel of your store
Selling more by streamlining checkout pages

A well-designed Shopping Cart and secure checkout are extremely crucial
elements of any successful e-commerce business. Your checkout needs

to be easy to use as well as inspire trust and confidence in your company as

shoppers consider giving you their money and personal information.

In the past, Yahoo!’s checkout lacked customization options and was one of
the biggest liabilities of the Yahoo! Store platform. [ have never liked the
checkout, but I just got over it instead of worrying about something I couldn’t
change. Well, suffer no more, Y'folks. Not only are the new Shopping Cart and
Checkout Manager real, they’re spectacular!

The new Checkout Manager is extremely well organized and well thought-out.
You now have control over the cart’s and checkout’s flow, appearance, navi-
gation, branding, fields, checkout buttons, and functionality.

In this chapter, I discuss all the cool, new changes in the brand-new Checkout
Manager. [ really love the new cart and Checkout Manager. They're screaming!
When this cart becomes the real checkout procedure (probably by the time
you read this book), it’s gonna rock! Bear in mind that the new Checkout
Manager was in beta at the time of this writing. By the time this book is pub-
lished, there may very well be some feature changes, so check out the Yahoo!
Help files for the most current info.
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Introducing the New Checkout Manager

I'm happy to introduce the new V3 (Version 3) checkout. The more I dig into
it, the more impressed | am with all those smart folks in Sunnyvale in the
Store division at Yahoo! Retailers have been waiting for these changes for a
long, long time, but it looks like it was worth it! The checkout is a control
freak’s dream! Now you can customize everything.

Eventually, the new Checkout Manager will become the default checkout for
new Merchant Solutions accounts, so a lot of the things mentioned in this
chapter won’t show up on the Store Manager for new accounts.

Whew! The new Checkout Manager has more than 100 pages of documenta-
tion in the Yahoo! Store Help files, so this chapter is really more of an overview
of what you can do than how to do everything you can possibly do. For all

the details, download Yahoo!’s excellent “Getting Started Guide for Checkout
Manager” at http://help.yahoo.com/help/us/store/manage/checkout
and read over the Help files there, too.

To start playing around with the new cart, you must turn on the Beta test by
clicking the Store Manager link to the Checkout Manager (Beta) and accept
the Beta agreement. Click the Test Your Checkout Manager Settings link,
which takes you to a page where you can set the test cookie on your machine
so that you can place test orders in the New Checkout without mucking
about with your real store.

Exploring the Checkout Manager

The new Checkout Manager is accessible from a link in the Store Manager under
Order Settings. Checkout Manager is divided into four separate modules:

v Global Settings, which controls checkout flow and the checkout wrap-
per (HTML for navigation and branding) and is covered in the section
“Controlling Checkout Flow with Global Settings,” later in this chapter.

v Page Configuration, which defines page titles, whether top and/or side
navigation appears, and head tags and gives you total control of stan-
dard and custom fields and their labels, and is covered in the section
“Configuring Elements with Page Configuration,” later in this chapter.

v Visual Customization, which determines the look and feel through
Global styles (either default Visual Styles, a custom-configured Visual
Style, or totally customized CSS); with Font, Text Links, Sections and
Sub-Sections, and Checkout Buttons; Progress Indicator, and Checkout
Buttons with Button Labels (text); and Button Style (CSS Button, HTML
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Button, Text Link, or Image Button). See the section “Customizing Your
Visual Design,” later in this chapter, for more info.

v Advanced Settings, which controls Order Button Behavior, Special
Handling (Downloadable Goods, Gift Certificates, and No Cost Goods),
Item Option Validation, and the Revert panel, where you can revert back
to the published settings or the default settings for the Checkout
Manager. For more info, read the section “Tinkering with Advanced
Settings,” later in this chapter.

P Poke around the Checkout Manager’s four modules. Make a few small
changes and save them. Publish your Order Settings. Place a test order (see
the next section) and see how what you did looks in your cart. Make notes
about what you want to change.

Testing your settings

Figure 14-1 displays where you preview changes to checkout settings in an
enhanced preview function of Checkout Manager. This preview is so much
better than the old preview of the cart and order form.

3 Store Checkout Preview - Microsoft Internet Explorer

| File Edit View Favorites Tools Help HAddresa €] http: //7edit.store.yahoo.com/P/COKZ] @ Go |J GBack » = - @ (2]

Gcollal’s com Enter Billing Infa~ Confirm Order
.

1-800-251-6133 Orderwith canfidence on our SECURE SERVER. Your satisfaction 5 100% guarantesd orwe will refund your money. You get FREE
= % = SHIPPING on all orders over $125 (US48) Need help? Call 1-800-261-6133. - Allen
400 Industrial Park Rd, Suite G

Starkville, Mississippi, USA Your Order

Shipping Information FAQ -- 99% of arders ship out the same business day.

& Enter Your Shipping Address: e,
ﬂgﬁ[ QRDERS Hanual
OVER$125 Narme: Typeuriter

SHIPPING flohn Doe Mantel
B v 5
Shipping Information S Rl

* Questions? Email Us Dial: Gold,
[Fo1 First Ave! Finish:
Your satisfaction is 100% walnut

guaranteed. Return any |
unsatisfactory item within 30
days of the invaice date for

Subtatal:

eredit to your account, Fi“" state! Shipping:
h r f ] e Tax
“aEzoo] — Zip Code: Phone: Totals
el & EFEEE 4086 [ros-g58323
—— Country:
United States v
Flgure 14-1 - Choose Your Shipping Method: (Get FREE SHIPPING on $125+ Drders USA48%)
See how [UFB Ground (35 95 or FAEE on Orders over §125] &2 -~
your L
Changes = Return to STORE RENTIRDE
look in the by
enhanced
preview of Shopping Cart -- E- | SECURE SERVER -- Ecollars.com SECURE SERVER - Ecollars.com |
Collars. 02516133 Shipping Info 1:800-2516133 Billing Info 1.800.2516133
Checkout :

[Exit]

Manager.
—— [ [ intemet
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You can also place real test orders on your store through the new cart without
enabling the Checkout Manager for your customers. When you first activate
New Checkout Manager, the special Yahoo! cookie (tracking file) redirects you
from the old cart and checkout to the store.yahoo.net checkout on the
published site so that you can see exactly what your customers will see with
the new checkout. If you hate your changes, you can also revert to the system
defaults or revert to the current published version of the checkout.

Be careful when you revert! If you've published your checkout settings, then
you can revert to them, but if you revert to system defaults, all your changes
are undone and all your hard work is gone forever!

Publishing your new cart

You have to publish Order Settings to update saved changes to the Checkout
Manager (whether you’re just testing or have enabled the real deal). If you're
testing the Checkout Manager, after you publish Order Settings, you’ll be the
only one who can place test orders and see the new checkout. If you've
enabled the new Checkout Manager (which I don’t recommend yet), your
published changes are live for everyone to see.

Anytime you make a change, you need to save it. You can save by choosing
Save, which just saves your changes, or Save & Preview, which takes you to a
Preview window, where you can see what your changes look like on a sample
order. If you're at a stopping place and like what you see, go back to the Store
Manager and Publish Order Settings to make the saved changes live on your
published store.

The easiest way to kill your sales is to screw up something in the checkout,
so [ always place a test order on another computer after making any changes
to any part of checkout, Shopping Cart, or Shipping or Tax settings to make
sure that | haven’t blown up something. If I'm making major changes, I ask an
opinionated third party, like my brother or my assistant, Nikki, because I
know that they’ll really tell me what they think!

Controlling Checkout Flow
with Global Settings

Flow, the number of pages for each step in the checkout process, includes
the Shopping Cart, Shipping Information, Billing Information, optional Order
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Review, and Order Confirmation stages. You can place each checkout stage
on a separate page or design a true one-page checkout that merges the cart
with shipping and billing info. You can also have a regular cart with a merged
shipping and billing page for a faster checkout.

Click the Checkout Manager link in the Store Manager and then click the Global
Settings link. The Global Settings’ Flow Settings page appears with clickable
tabs that link to the Checkout Wrapper and Checkout Settings pages.

Flow settings

You now have total control over the Order Flow from Cart to the Confirmation
Page with the new Flow settings.

On the Flow settings page, Checkout Options lets you choose either single
page or multipage checkout. Single page lets you to have a true one-page
checkout with shipping and billing on the Shopping Cart page, if you want,
which is good for single-item stores. (Make sure that you set your cart to
secure under the Variables page.)

The Shipping and Billing information page can be on the same page or
separate pages. As Figure 14-2 shows, when you collect shipping and billing
information on the same page, the checkout feels a little crowded, so [ recom-
mend a multipage checkout here. The shipping charges, based on dollar
amount and default shipping method, show in the Shopping Cart (which is
really cool), but watch out!

If you have same-page shipping and billing and remove the Order Review like I
do and if you have additional shipping rates (based on other shipping methods,
zip code, country, or state) or charge sales tax (unless the customer selects the
shipping method and clicks the Apply button), the customer sometimes doesn’t
get to see the real total until after he places an order. Some folks are going to be
royally ticked off when you charge them more than you said you would.

Here’s a quick fix: You can always add text to the message in the shipping
methods section that says “Make sure you click the Apply button to see the
cost of your chosen shipping method.”

The Shopping Cart section can be top- or right-aligned. This section isn’t
really the Shopping Cart, but the Order Summary on your checkout page,
which shows what someone bought with the code and options. Pick Align
Right to move the cart to the right, which pulls all the checkout functionality
closer to the top of the page.
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|
Figure 14-2:
A combined
Shipping
and Billing
page may
look a little
crowded.
|
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You can set the Order Review Page to Show (the default) or Hide. I call this
page the “Are you really, really sure you want to give me money? You can still
back out” page. | recommend turning off Order Review if you have separate
Shipping and Billing pages because you’ll get more orders. However, if you
merge these pages, keep the Order Review page to stay out of trouble.

Checkout Wrapper

Checkout Wrapper is Yahoo!’s branding/navigation fix, which is the key to the
look and feel and consistency of experience during checkout.

The Checkout Wrapper has two parts:

v Company branding: 