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rett. “If you’re providing the content 
that’s really important to the customers, 
they’ll keep returning to your Web site 
and you’ll become a trusted source of 
information. From that point, it is easier 
to shift them into buyers.”

“It really does work,” said Com-
munications for Professional Building 
Systems Director Cyndee Woolley.

She said the Naples-based company 
is generating more than 3,000 monthly 
visitors to the corporate Web site since 
it was redesigned last year. The site has 
company news, but also content revolv-
ing around employees’ participation in 
community events and initiatives, ma-
terial relating to projects under con-
struction, projects for bidding, and links 
to other sites such as the permitting 
offi ce or charities that employees sup-
port. Beyond generating greater traffi c 
and greater interest in PBS’ activities, 
Woolley said the site has also increased 
employee engagement.

“I don’t think they ever paid atten-
tion to the Web site before, but now 
they’re checking it out regularly and 
even contributing material,” she said.

In this regard, Woolley added, the 
Web site has not only enhanced the com-
pany’s marketing efforts, but has also 
fostered team building, as more staff 
are now engaged in the communication 
process. And the redesign hasn’t really 
added to her workload because the Web 
site is making use of the material she al-
ready distributes and pitches to media. 
In this way, the process doesn’t mean 
additional work; it simply means work-
ing the process another way. 

Write or wrong
As content providers, business own-

ers can do more than write copy for 
Web sites. E-newsletters and blogs are 
another way of engaging an audience 
and increasing traffi c to your Web site.

For example, Naples Realtor Susan 
Hubly recently introduced a new site of-
fering more than just information about 
her salesmanship. There is data about 
the community, details on area proper-
ties, statistics, resources for consum-
ers, etc. She also frequently transmits 
a newsletter by e-mail. The newsletters 
are transmitted to viewers who have in-
dicated their desire to receive informa-
tion on area real estate, so it is not as 
if the material is simply being thrown 
out there with the hope that it will stick 
with someone. The newsletter also di-
rects readers back to her Web site.

The same thing is happening with 
blogs (short for Web log), the interac-
tive commentaries that have become all 
the rage on a range of media Web sites.

Barrett said a good blog will also 
direct readers back to the author’s site. 
Does someone have to be a great writer 
to begin blogging? No, according to 
Barrett. The idea is to be informative. 
He said a good place to begin is by writ-
ing what you know. For business own-
ers, it means communicating what is 
happening in their respective industry, 
or sharing tips about the goods and/or 
services offered by their companies.

Blogs should not be construed as 
commercials for the business, as view-
ers will see through that, thereby ne-
gating the sense of trust and credibility 
one is hoping to instill. If the topics are 
aligned with the nature of the business, 
those who access the blog are more 
likely to be those who are interested in 
the business and potential consumers.

There are other mechanisms of con-
tent. Consider the recent example by 
Valerie Thivierge, founder of Fort My-
ers-based My Planet Mall.

Shopless shopping
It’s clear Thivierge has a history of 

innovation, but more in the world of 
fashion than technology. She is the very 
fashionista who founded the high-end 
swimwear lines of Wet-N-Wild and 
Ricochet, as well as the line of chil-
dren’s apparel labeled “Million $$$ 
Baby.” Her successes as a fashion de-
signer followed with success as a real 
estate developer.

Today, however, Thivierge is devot-
ing her creative energies to the opera-
tion of My Planet Mall, a virtual mall 
that allows consumers to shop at their 
favorite department stores from the 
convenience of their home computers. 
The mechanism allows local businesses 
an opportunity to expand their presence 
on the Web, and Thivierge recently in-
troduced a new measure to ensure traf-
fi c is generated to the site.

Partnering with Elite Physique of 
Fort Myers, My Planet Mall is host-
ing an exclusive reality show based on 
NBC’s “The Biggest Loser.” Incorpo-
rating YouTube’s video applications to 
the site, the weekly program features a 
variety of area professionals, along with 
their testimonials and coverage of their 
intent to shed pounds. Viewers can vote 
on their favorite participants and a win-
ner will emerge in the coming weeks.

Thivierge indicates the competi-
tion is only the fi rst of future, exclusive 
programming that will be featured on 
the site. It represents another example 
of how content is being used to attract 
potential consumers. Thivierge is also 
the fi rst to admit that her computer ca-
pabilities were achieved late in life. She 
didn’t begin studying the technology 
until she was in her 50s.

“If I can pick this up, anybody can,” 
she said.

Barrett provides numerous other ex-
amples of successes, and failures, on 
his Web site at www.contentmarketing-
today.com. His advice to companies is 
to wake-up to what is happening on the 
Web.

“Some studies have shown that nine 
out of 10 buyers start with the Internet 
to source where they will shop,” said 
Barrett. “Successful businesses will 
be those who respond and adapt to the 
changes that are taking place.”

Traffi c jam
The desire to increase traffi c to a 

Web site is not without certain perils, 
especially when engaging companies 
that supposedly specialize in the ser-
vice. The best case for a cautionary ap-
proach may reside in the recent case in-
volving Fort Myers-based MIVA, Inc. 
(formerly known as Findwhat.com). 
The company – along with companies 
that include Yahoo, America Online, 
Netscape, Google and Lycos – fi gured 
in a well-publicized class-action case 
alleging “click fraud.”

To understand how click fraud oc-
curs, Geist engaged SWFBT in a hy-
pothetical conversation between a Web 
site owner and a fi ctitious company 
specializing in “pay per click” advertis-
ing. It goes like this:

Company: I see you’re only getting 
a few hundred visitors to your Web site 
each month, but I can guarantee to pro-
vide you with thousands of new visitors.

Prospect: Gee, that would be great, 
but I don’t know if my budget can af-
ford it.

Company: If you have 1,000 new 
visitors each month, surely you’ll be 
able to convert some of them to cus-
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tomers. The earnings you’ll achieve 
will more than cover the monthly fee 
you’ll pay to me.

Prospect: Well, yeah, if I have more 
traffi c that should mean more custom-
ers.

Company: My fees will be based 
on the amount of customers I’m send-
ing to your Web site.

Prospect: But how will we be able 
to determine an increase in traffi c?

Company: We have special tech-
niques and monitoring software that 
will allow us to gauge the number of 
visitors by registering those who click 
on to your site. You’ll simply pay us 
based on the number of those clicks 
we register. Are you ready to sign 
up?

Prospect: Uh, OK, I guess with all 
that extra business we’ll get, we’ll be 
able to afford your service. 

And that’s when the problems be-
gin.

Geist said that some firms, in an 
effort to fulfill their guarantees, 
will engage staff themselves or 

from third-party companies who 
do nothing but follow a list of Web 
site names and click, click, click 
the day away. These clickers are 
not consumers. They have no in-
tention of purchasing anything 
from the Web site. At the end of 
the month, the contracted firm 
submits a bill for all those regis-
tered clicks.

This type of scenario was at the 
heart of allegations involving MIVA 
and an Arkansas-based company 
known as Lane’s Gifts & Collect-
ibles. 

“This is an industry-wide con-
spiracy in which all search en-
gines have worked together to 
develop and/or create a market 
which allows for over billing and/
or overcharging of businesses 
and/or entities which purchase 
online pay per click advertising,” 
wrote Attorney John Goodson in 
the complaint which was filed 
more than two years ago. Google 
was among the first companies 

to settle in the case, doling out 
more than $30 million in advertis-
ing credits. More recently, MIVA 
settled. In accordance with the 
terms, MIVA claims no admis-
sion of liability or wrongdoing, 
yet they are establishing a fund of 
almost $4 million in which a por-
tion covers plaintiff ’s legal and 
former advertising costs. SWFBT 
calls to MIVA for comment were 
not returned by press time. 

Get smart
While this case will continue to 

provoke changes in the way search 
engine companies provide service, 
Geist says the lesson for business 
owners is to become smarter.

“Pay-per-click advertising services 
can be very dangerous,” he said. “You 
can have visitors all day long, but if they 
don’t buy anything, what good is it?”

The better arrangement, advises 
Geist, is to establish a relationship 
based on “pay-per-acquisition,” one 
in which there is an agreement to pro-
vide a commission on actual custom-
er purchases as opposed to customer 

traffi c. 
Unfortunately, technological ap-

plications have evolved much fast-
er than real understanding of those 
applications. For that reason, Geist 
is forming an alliance that will 
come to be known as the Southwest 
Florida Internet Council. The coun-
cil’s mission, he said, will be to 
provide assistance and understand-
ing to area businesses as to how to 
more safely, and effectively, make 
use of the Internet. Geist’s final as-
sertion provides a great reminder 
to modern business leaders: “The 
World Wide Web allows business 
to connect with customers in a way 
that has never been possible before. 
Those who aren’t taking advantage 
of its potential are setting them-
selves up for failure.”

(Editor’s Note: The expert’s ad-
vice has not been lost on staff of 
Southwest Florida Business Today. 
In the coming months, look out for 
our new and improved, more effec-
tive, more user-friendly Web site.)

                                                            ANYTHING BUT BUSINESS AS USUAL

of Architects; and co-sponsorship of 
South Florida’s fi rst Tropical Green 
Conference. Zyscovich’s writing on 
architecture and urban design has been 
widely published in numerous maga-
zines. His book, “The Technique for 
Creating Real Urbanism,” was pub-
lished last year by the ULI.

For more information about ULI’s 
Southwest Florida District Council, visit 
the Web site at www.SWFlorida.uli.org.

  May 2
Everything You Need To Know To 
Start Your Dream Business

9:30 a.m. – 12:30 p.m. at Bea-
con Executive Center, Main Training 
Room, 8359 Beacon Blvd., Fort My-

ers. Cost: $50 for individual seminars; 
$40 for three or more seminars or for 
GFMCC members.

Part of the Women’s Empower-
ment Series. Identify your gifts and 
passions, and learn the business, fi nan-
cial and legal aspects you need to grow 
and succeed in a challenging econ-
omy and competitive environment. 
Presented by Deborah Shane, with
Judith Pultro of Florida Gulf Coast 
University’s Small Business Devel-
opment Center, Jadira Hoptry of First 
American Bank and Holly Cosby of 
Holly of E. Cosby Law. 

For more information, visit the Web 
sites www.TrainwithShaneToday.com 
or www.WomensEmpowermentSeries.
com. 
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Florida’s New Gun Legislation 
Triggers Debate

BY BILL SCHILLER
ASSOCIATE EDITOR

In the wake of frustrations from wide 
scale economic downturns, excruciating-
ly long permitting periods and escalating 
impact fees, the Florida Legislature has 
done a “bang-up” job determining what 
would really benefi t businesses right now 
– MORE GUNS!

Legislation has been proposed pre-
venting employers from enforcing pesky 
little workplace rules, such as leave your 
guns at home. Employees (preferably 
those with proper gun permits) would be 
allowed to drive around with their guns in 
tow and even bring them on to company 
property, where – hopefully – they’ll be 
kept in a locked car. It’s a great incentive 
for thieves; after all, heisting a CD player 
or navigation system is gravy when you 
can walk off with a free .38 special. 

Having cleared the House fi ring range 
in March, Senate Bill 1130 (aka Preserva-
tion and Protection of the Right to Keep 
and Bear Arms in Motor Vehicles Act of 
2008) is now the target of Senate Judicia-
ry Committee deliberations, but could go 
to Gov. Charlie Crist for passage at any 
time. Sponsored by Sen. Durell Peaden 
(R-Crestview), the bill has prompted 

more than an “aww, shoot” from the 
Florida Chamber of Commerce. Its vehe-
ment opposition proved insuffi cient am-
munition to defeat the measure. Chamber 
spokesman Adam Babington has blasted 
the necessity of the bill, asserting, “With 
everything confronting businesses and 
homeowners, this is the last thing we 
need right now. Somehow, our businesses 
have been able to function for more than 
a century without the need for employees 
to bring their guns to work. This legisla-
tion is unnecessary, dangerous and a poor 
use of our representatives’ time and re-
sources.”

On the other hand, advocates like the 
National Rifl e Association claim gun 
ownership is guaranteed by the Second 
Amendment of the Constitution. How 
audacious it would be to deny an em-
ployee’s constitutional rights just because 
of some workplace requirement. What’s 
next, mandating the wearing of certain 
uniforms or working on weekends? Just 
because you’re a boss, doesn’t mean you 
can go around being bossy, at least not 
when it comes to having guns on your 
property.

That’s essentially the message of this 
new legislation according to Mark Add-
ington, an attorney with the law fi rm of 
Fowler White Boggs Banker.

“The interplay between two consti-

tutional ideas is what makes this legisla-
tion so fascinating,” says Addington. “On 
one hand, there’s the right to bear arms. 
On the other, there are property owners’ 
rights to regulate what happens on their 
property. Most amendments are enacted 
to provide rights, this is different because 
in extending rights to one class, gun own-
ers; it negates the rights of property own-
ers. It’s very interesting and controversial, 
from both sides of the issue.” 

Though Addington can see both sides 
of the case, he harks back to a time when 
he was involved in the restaurant business, 
and one day, when he had to terminate an 
employee. The employee went to his car 
and promptly shot himself in the head.

“It’s something you never forget,” 
says Addington.

I can relate. In 1989, during my very 
fi rst visit to Miami, I had reserved a car 
rental through Alamo. Moments before 
I arrived, an employee (I presume he 
had been fi red) entered the offi ce and 
killed several coworkers before killing 
himself. I don’t know if the gun had 
been in his car, on his person or some-
place else where it had to be fetched. 
I’m only happy that I did not arrive 
minutes earlier.

Ironically, the frazzled clerk who 
helped me with the car’s paperwork of-
fered a free upgrade, he said, “for my 
inconvenience.” I’ve never forgotten his 
consideration of my “inconvenience” 

compared to what the business lost that 
day. Regrettably, for all his kindness, 
I never rented from that Alamo again, 
preferring to go somewhere, anywhere, 
free from the reminder. 

Advocates of the legislation may 
believe if more employees had access 
to guns, they might have prevented 
such a crime from occurring. The ar-
gument is weak. One need only recall 
what recently happened at a Taco Bell 
in Cape Coral. Police had been tipped 
off the restaurant was going to get 
robbed. To foil the robber, offi cers were 
planted within, just to keep things safe 
and quickly apprehend the culprit. This 
was done with the manager’s approval. 
Fortunately, the police were prepared 
and the robbery was thwarted. In the 
process, the manager was shot; not by 
the thief, but the police. This might lead 
one to make certain assumptions about 
local authorities. (After all, we’re in the 
same county where deputies use taz-
ers for party treats, but there’s a larger 
point. If trained offi cers can make mis-
takes, what does that say about your av-
erage, gun-wielding co-worker?) 

To any business whose co-workers 
are so worried – or paranoid – that they 
believe it absolutely necessary to bring 
a gun to work, I say this: I don’t know 
what’s going on at your business. I just 
know, it’s probably no where I want to 
do business. 

Have Gun, Will Travel  –  To Work




