Bui'lding a Better Website * Attracting Visitors * Designing Your Gateway Ad  Selling Your Products Online
1 g - G| : L " i
Whats the Piteh in Cyberspace? Find Out

' /het marke tih

|

GM The car giant drives onto the
| Information Highway. /Vwww—»

http://WWW-gm'.“’m PrOfit fr Om the

¥

26 2 Online Revolution

::.,:!!!? I’

N ¥ i
LT WeReD

Duracell Harnesses Web powet to

By Bruce Judson |
deliver product news. vVWww—

h d Il.
il S0 With more than 1,000 site ra\uews
o Oyberspace is the most “Digital Media \LI*-.[H and a

- important marketing "Marketers "I.Lu‘lkt ter by

:- medium since the advent | Advertising Agé Bruce Judson

\ _ of television. As the online | ex plains how j.'u:m' business can
L B-an Activewear is interact poplﬂation“explodes, s0 do | win-online,

I tivewear with Bean’s Net catalog. | the opportunities for savvy .,
v wwwshtip://wwwillbean.com |0 etors Deseribed as a

A Michael Wolff Book

Bright House Networks - Ex. 1031, Page 1

DOCKET

A R M Find authenticated court documents without watermarks at docketalarm.com.



https://www.docketalarm.com/

D
A

OCKET

LARM

The NetBooks Series is published by Wolff New Media LLC, 520 Madison Avenue, 11th Floor, New
York, NY 10022, and distributed by Random House, Inc., 201 East 50th Street, New York, NY 10022,
as agent for Wolff New Media LLC.

NetMarketing has been wholly created and produced by Wolff New Media LLC. The Net Logo is a regis-
tered trademark of Wolff New Media LLC. NetMarketing, NetVote, Netjobs, NetGames2, NetTravel, Net-
Tuxes, NetMusic, NetGames, NetChat, NetMoney, NetTech, NesSports, NetMusic, NetHead, NetSpeak, and
CyberPower are trademarks of Wolff New Media LLC. All design and production has been done by
means of desktop-publishing technology. The text is set in the typefaces Garamond, customized Futura,
Zapf Dingbats, Franklin Gothic, and Pike.

Copyright © 1996 by Wolff New Media LLC and Bruce Judson

All rights reserved. No part of the contents of this book may be reproduced or transmitted in any form or
by any means without the written permission of the publisher.

Published simultaneously in the U.S. and Canada by Wolff New Media LLC
098765432
ISBN 0-679-77031-3

The authors and publisher have used their best efforts in preparing this book. However, the authors and publisher make
no warranties of any kind, express or implied, with regard to the documentation contained in this book, and specifically
disclaim, without limitation, any implied warranties of merchantability and fitness for a particular purpose with respect
to listings in the book, or the techniques described in the book. In no event shall the authors or publisher be responsible
or liable for any loss of profit or any other commercial damages, including but not limited to special, incidental, conse-
quential, or any other damages in connection with or arising out of furnishing, performance, or use of this book.

All of the photographs and illustrations in this book have been obtained from online sources, and have been included
to demonstrate the variety of work that is available on the Net. The caption with each photograph or illustration iden-
tifies its online source. Text and images available over the Internet and other online services may be subject to copy-
right and other rights owned by third parties. Online availability of text and images does not imply that they may be
reused without the permission of rights holders, although the Copyright Act does permit certain unauthorized reuse as
fair use under 17 U.S.C. §107. Care should be taken to ensure that all necessary rights are cleared prior to reusing ma-
terial distributed over the Internet and other online services. Information about reuse is available from the institutions
that make their materials available online.

Trademarks

A number of entered words in which we have reason to believe trademark, service mark, or other proprietary rights
may exist have been designated as such by use of initial capitalization. However, no attempt has been made to desig-
nate as trademarks or service marks all personal-computer words or terms in which proprietary rights migh exist. The
inclusion, exclusion, ot definition of a word or term is not intended to affect, or to express any judgment on, the va-
lidity or legal status of any proprietary right which may be claimed in that word or term.

Manufactured in the United States of America.
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ver the past 18 months, a number of signifi-
O cant factors have come together to create an

extraordinary tidal wave of interest in the
Internet. And much of that interest is being fueled by
marketers and advertisers, who have just begun to see
how the Internet—and more specifically, the World
Wide Web—can be used to benefit consumers.
International, increasingly easy to use, and visually
appealing, the World Wide Web has all of the neces-
sary ingredients to become the site of a marketing rev-
olution.

As a powerful form of non-intrusive marketing, the
Web invites prospective consumers to visit sites—and
it has already begun to provide marketers with the
opportunity to experiment with different approaches,
at low cost, in a market that is already comprised of
millions of people. Those marketers who do experi-
ment will help to invent the medium, and benefit as a
result. It’s worth noting, however, that this opportuni-
ty may be fleeting, and the rewards will go to those
who act quickly. As more and more Websites are devel-
oped, the battles for consumer attention will heat up
and the sophistication of the sites being created will
increase significantly. Marketers who “get in early” will
be building off their initial learning. Everyone else will
be in the unfortunate role of trying to play catch-up,
as millions of new prospects join the Web.

In many ways, it is useful to think about the World
Wide Web as an evolving, entirely new fourth medi-
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Some companies that have already begun online marketing initiatives include (from
top) Coca-Cola (http://www.cocacola.com), General Motors (http:/lwww
-gm.com), and Music Boulevard (http://www.musicblvd.com). Well-known brands
and new retail enterprises alike are making use of the Web.

um, one that is distinct from existing media such as
radio, broadcast, and print. As such, the Web can pro-
vide benefits not available through any previously
exisiting marketing channel. Unlike traditional media,
for example, no one owns the World Wide Web. As a
result, there is no gatckeeper setting up hurdles for
companies that want to provide different kinds of

EXTRA POINTS
WEB COMMERCE

Examples of Doing Busi-
ness Online Maintained by
Web Access, this page includes a
brief description of the com-
mercial and marketing opportu-
nities available for companies in
the online world and furnishes a
set of links for visitors interested
in investigating the medium.

YWWW - http://webcommerce
.com/webaccess/webcomrc. html

Cyber Sales The May 1995
issue of Interactive Week was de-
voted entirely to questions of
online marketing and com-
merce. Does online advertising
empower consumers? Can com-
panies save money by advertis-
ing online? What are the draw-
backs to online marketing and
and sales? The issue includes an
interview with Glenn Fleish-
man, the moderator of the In-
ternet Marketing Mailing List,
columns by editor Michael
Neubarth and publisher Paul
Bonington, and features by
Michael Strangelove, Gary
Welz, and Carol Blake. All in
all, this is an excellent general
introduction.
sWwWw-http://pubs.iworld.com
/iw-online/May95/toc.htm

Internet Marketing Mailing
List Archive Moderated by
Glenn Fleishman of Point of
Presence Communications, this
mailing list is one of the best re-
sources for online marketers,
whether they are veterans in the
medium or wide-eyed newcom-
ers. The archive can be searched
by keyword.
/WWW-http://www.popco
.com/hyper/internet-marketing
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Flux HorWired’s gossip col-
umn, Flux comments on Net
news and rumors of the day, tar-
geting both industry players and
the media covering the online
industry.

s WWW—htip://www.hotwired
.com/flux

Inter@ctive Week W reports
on companies and decisions af-
fecting the interactive industry.
If there’s a new ISDN develop-
ment or an acquisition of online
content, Inter@ctive Week covers
it, with links to boot. The site’s
@Net Index tracks Internet
companies on the stock market.
/WWW-http://www.zdnet.com
/" intweek

Netly News The staff of Nerly
News brings infotainment to the
masses with an array of multi-
media features about the Web
industry, including irreverent
news articles, Guest Rants from
luminaries like Penn and Teller,
and rotating site spotlights.

v Www—http://pathfinder.com
/Netly

Online News It's the premier
mailing list for news about the
online world, and it’s delivered
with alacrity and perspicacity.
/EMAIL—+majordomo@market
place.com & Type in message
body: subscribe online-news

Suck If you're looking for dry
coverage of Net events, don’t
look here. Hip and caustic, Suck
offers one hyperlinked article
per day, and doesn’t mince
words.

vV WWW-—http://www.suck.com
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experiences for the consumer. The company putting
up a Website “owns” a piece of this new medium, and
no one except that company sets the rules on what can
and cannot be done. Moreover, there is no specific
“media charge” (as in more traditional media with lim-
ited time or space) for the length of the experience a
company creates for consumers.

This atmosphere of low costs and frequent experi-
ments is one of the great strengths of the Internet, and
part of what has made it such a hotbed of innovation
for marketers. But innovation in the online world can-
not be separated from utility. If someone creates a bor-
ing site, or one with little appeal for consumers, visi-
tors are unlikely to spend much time there, to return
to it, or even to come to the site in the first place.
Similarly, a highly creative site may fail if the con-
sumer can't find any valuable product information or
services, since companies cannot really compete with
creative and editorial content providers in the enter-
tainment market. The balance between the two, and
even the very idea of such a balance, is one of the hall-
marks of the emerging online medium. Ultimately, the
best and most creative innovations survive and prosper
(through large numbers of visits by consumers) while
subpar efforts utimately fade away because of their low
use by consumers. The goal of NetMarketing is simple:
to help readers profit. Some readers will be starting
their own business, and will need help developing an
online marketing strategy. Others will be working in
marketing departments at large companies preparing
to enter the online medium. To realize this objective,
NetMarketing attempts to explain the tremendous
explosion of marketing activity that is happening
today, explores how the Web may reinvent entire busi-
nesses, describes strategies for taking advantage of the
medium, and investigates the finer points of trafficking
and sales techniques.
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