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(NAPSA)—When it comes to
attracting customers, many small
businesses rely on their annual
Yellow Pages advertising buy. But
these days, consumers are using
the Internet more and more to
search for local services and prod-
ucts, so being visible in search
results is crucial for small busi-
nesses. But tackling search-
engine marketing is still a bit of a
mystery for many people.

What Is Search-Engine 
Marketing?

Search-engine marketing in-
volves a variety of tactics to get a
business listed within search
results pages. Search engines typ-
ically display two types of search
results—natural and sponsored.
Natural results are generated by
a search engine’s own Web-scour-
ing technology and are displayed
in the main body of the page.
Making changes to a Web site to
help improve its ranking in nat-
ural search results can be a cum-
bersome process, which many
companies choose to outsource to
specialists. 

Sponsored results, on the other
hand, allow advertisers to pay to
be displayed when people type
certain words into a search
engine. For example, if you own a
restaurant in Portland, you would
probably like your restaurant to
appear in search results when
people type “Portland restaurant”
into a search engine. Sponsored
results are usually displayed at
the very top, bottom and right-
hand side of the page and are
labeled as advertisements. The
process of getting into sponsored
results is called search advertis-
ing or keyword advertising.

Achieving Positive Results
“We use keyword advertising

and would not think about living
without it,” says David Knox of
Lightstreams, Inc., a small busi-
ness in California. “The return on
investment with keyword adver-
tising to date is over 25:1.”

Indeed, keyword advertising is
among the most cost-effective
forms of marketing. The average
search-engine lead costs just 29
cents, compared to 50 cents for e-
mail, $1.18 for Yellow Pages, $2.00
for Internet banner ads and $9.94
for direct mail (U.S. Bancorp
Piper Jaffray, “The Golden
Search,” March 2003). Search ads
can also be geographically tar-
geted to reach the most relevant
areas, thereby maximizing a bud-
get.

Making it Work for You
Microsoft Office Live

(http://www.officelive.com)—a ser-
vice that helps small businesses
take, promote and manage their
businesses online—offers a simple,
do-it-yourself tool called adMan-
ager beta for creating keyword
advertising campaigns. 

“Many small businesses feel
that keyword advertising is a com-
plicated and expensive process,
but with adManager it can be sim-
ple and affordable,” said Baris
Cetinok, director of product man-
agement and marketing for
Microsoft Office Live.   

adManager allows users to cre-
ate keyword ads, establish a
monthly budget and track the
results. Small businesses can have
their keyword ads appear on both
MSN and Ask Sponsored Listings
to reach an audience of more than
150 million potential customers.

Searching For A New Way 
To Market Your Business

(NAPSA)—There’s no question
that a college degree pays off, but
how do you pay for college?

It’s a problem facing tens of
thousands of Ohio families strug-
gling with how they’re going to
pay for college.

“Ohioans know the importance
of college, yet we still have families
who aren’t prepared,” says Jackie
Williams, executive director of the
Ohio Tuition Trust Authority,
which was created by the state’s
General Assembly to help families
pay for higher education.

Williams’ solution: the Author-
ity’s CollegeAdvantage 529 Sav-
ings Plan—applicable towards
tuition, room and board at any
college in the country.

While most states offer such
plans, either to their own residents
or even nationwide, Ohio’s tax-
advantaged 529 is a standout—
especially for in-state contributors,
who receive both a state and fed-
eral tax break. Little wonder, then,
in also citing its “low costs” and
many options, that the respected
financial Web site Morningstar.com
says Ohioans would find the plan
“tough to beat.”

Small Investment, 
Lots Of Options

Ohio families can open a 529
with as little as $15 and choose
from investment options managed
by The Vanguard Group, Putnam
Investments or Fifth Third Bank:

• Age-Based Options—The
allocations become more conserva-
tive as the beneficiary ages. Van-
guard’s are all low-cost, passively
managed index funds, while Put-
nam’s are actively managed and
shift assets every three months. 

• Balanced Options—Each of
the six offerings invests in a prede-
termined mix of stocks and bonds.
Asset allocation remains the same
throughout the life of the account,
regardless of the beneficiary’s age.

• Bank Options—Families can
opt for Fifth Third 529 Certifi-
cates of Deposit (CDs) that, once
matured, can be withdrawn, rein-
vested in a different CollegeAd-
vantage option or left in an FDIC-
insured, no-fee Fifth Third 529
Savings Account. 

• Cash, Bond and Equity
Options—There are seven capital
preservation and fixed-income
(bond) choices, including the Van-
guard Prime Money Market
option that invests in short-term
money market instruments.
Another 11 options invest in all
equity mutual funds.

Tax Breaks
CollegeAdvantage participants

pay no taxes as their funds grow,
and qualified withdrawals are
exempt from federal and Ohio
income tax. Also, it’s the only
plan that provides for an annual
state of Ohio tax deduction as
high as $2,000 per child—for any-
one contributing to the account.
Contributions over $2,000 per
child can be carried over into
future years.

For more info and forms, visit
www.collegeadvantage.com or call
(800) AFFORD-IT.

Paying For College With A 529 Savings Plan

Growing Money
The chart below shows the growth in 
savings, over five and 10 years, based 
on monthly contributions of $50, $100 
and $150, with a return of 8 percent 
compounded monthly.
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Why Everyone Should
Own A Print Dictionary

(NAPSA)—In today’s digital
age, it can be hard to imagine the
need for something so analog as a
dictionary. After all, everything
that you need it for can be found
online, right?

Not quite. Even though a dic-
tionary’s con-
tents may be
duplicated on
Web sites and
computer pro-
grams, there are
certain benefits
to the tradi-
tional bound-
paper version.

For example, dictionaries don’t
need to be booted up, they never
crash and they never lose their
data.

In addition, an online reader
may not be aware of who was
behind the scenes writing defini-
tions for the digital dictionary he or
she is consulting. With a reliable
print dictionary, such as Webster’s
New World College Dictionary
(Wiley), you know exactly what
you’re getting in the way of depend-
ability.

Finally, the best print dictio-
naries are aesthetic objects as
well as intellectual containers.
The heft and format of a fine col-
lege dictionary convey to the
reader a sense of confidence and
reliability, and at an average list
price of $27, a good college dictio-
nary may well be one of the great
publishing bargains of all time.

Selected by the Associated
Press, The Wall Street Journal,
The New York Times and most
other leading newspapers as their
official dictionary of choice, Web-
ster’s New World College Dictio-
nary represents the finest linguis-
tic scholarship. To learn more,
visit www.wiley.com.

(NAPSA)—If you’re like many
American workers, you plan to
put in a little overtime and spend
a few extra years in the workforce
before you retire. 

In fact, experts say that mil-
lions of older workers not only
want, but need to continue work-
ing well into their 60s and 70s. 

For many people, however, re-
entering or staying in the work-
force often requires additional
skills, time and money. Unfortu-
nately, the right education and
training can sometimes be out of
reach, especially for individuals
with limited financial resources—
and studies now show that this is
particularly true for women. 

A new program may help. The
AARP Foundation recently estab-
lished the Women’s Scholarship
Program in an effort to help
women 40 years of age and older
overcome financial and em-
ployment barriers. By providing
much-needed financial resources,
this initiative can facilitate their
entry into education and training
opportunities they might not oth-
erwise be able to afford.

Scholarship awards will range
from $500 to $5,000, depending on
financial need and the cost of the
education or training program.
The money can be used for any
course of study at a public or pri-
vate school, including community
colleges, technical schools and
four-year universities. Funds can
be applied to tuition and other
related fees, including books. 

A Growing Need
According to AARP research,

women are disproportionately at
risk of not having sufficient
resources in the second half of life
due to lower earnings and differ-

ent work patterns. Research also
shows that:

• Only 53 percent of women
employees participate in an
employer-sponsored pension plan. 

• Part-time workers, who are
predominantly women, are less
likely to participate in an em-
ployer-sponsored pension plan.

• Forty-eight percent of women
have only high school education or
lower.

To help level the playing field,
priority consideration for the
scholarship will be given to appli-
cants in the following categories:
individuals returning to the
workforce after an extended
absence; individuals in jobs with
insufficient pay, benefits or
growth opportunities; or grand-
mothers with significant finan-
cial responsibility for one or more
grandchildren.

The program application should
be submitted online by October
31, 2007. To apply or to learn
more, visit www.aarp.org/womens
scholarship.

Learn More To Earn More

A new scholarship program helps
women with limited resources
pay for education and training.

(NAPSA)—You don’t have to be
self-employed to be self-insured.
In fact, a growing number of
workers now purchase their
health insurance individually,
rather than buying into employer-
sponsored plans. 

Individual health plans are
sometimes a less expensive option
for workers, as an increasing
number of employees find them-
selves shouldering the rising cost
of employer health insurance
plans. Individual plans can be
particularly beneficial to healthier
workers, since employer group
rates are often based on the
health of the office as a whole—
meaning healthier employees
sometimes subsidize the coverage
of their co-workers. 

“As health care costs increase
and employers pass the burden to
workers, more people are discov-
ering they can better meet their
health care needs with an individ-
ual or family plan,” says eHealth-
Insurance executive Bruce
Telkamp.

Consumers can often choose
from more insurance options in
the individual and family market
than employers are able to offer,
Telkamp adds. “Rather than the
one-size-fits-all approach of group
coverage, workers can individu-
ally select more affordable plans
that only offer the benefits they
expect to use.”

Saving For Health 
Recognizing this change in atti-

tudes toward health insurance,
many companies will now make
contributions to Health Savings
Accounts (HSAs) for employees
who purchase their own health
plans. HSAs allow employees to
contribute pretax dollars to pay for
qualified medical expenses. The
accounts must be used in conjunc-
tion with certain types of health
plans that generally have higher
deductibles but lower monthly
costs. 

HSA funds are rolled over
year to year, earn investment
income tax-free and may be
applied toward that “other” big
expense faced by American work-
ers: retirement. 

For more information, visit
www.ehealthinsurance.com.

Workers Take Health Insurance Into Own Hands

Workers are increasingly opting
out of their employer-sponsored
health plans in favor of less
expensive, individual health plans.

(NAPSA)—Groups such as
Home Buyer Service, which is nei-
ther a lender nor a realtor, can
help home buyers choose the loan
that’s best for them, while often
avoiding down payments. To learn
more and for a free home buyer’s
brochure, visit www.HomeBuyer
Service.org or call (800) 608-9833.

**  **  **
If consumers lose a rebate

check, they’re out of luck. How-
ever, some prepaid rebate cards
may offer protections, such as
Visa-brand cards, which are cov-
ered by Visa’s Zero Liability policy
in case the card is lost or stolen. 

**  **  **
According to Pillar To Post,

North America’s leading provider
of home inspection services,
older homes may have plumbing
made of polybutylene, which is
prone to leakage and should be
replaced. To learn more or to find
a home inspector, visit www.pil
lartopost.com.

**  **  **
In addition to the “literature

notes” for which the company is
known, CliffsNotes.com has lots
of free articles covering the most
important school subjects. Plus,
simplified navigation and im-
proved search capabilities make
it easier for students to find the
information they need.




